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WEA, PolyGram Revamp
Returns for New Year

This story prepared by John Sip-
pel in Los Angeles and Fred Good-
man in New York.

NEW YORK WEA and PolyGram
Records greeted 1986 with major
changes in their pricing and returns
policies.

In a complete revamping of its
sales system, PolyGram has
scrapped its suggested list prices in

favor of a letter code system. The
company has also revamped its re-
turn and accrual allowances and re-
adjusted prices on several jazz and
classical series.

WEA’s move centers on a newly
instituted returns policy for music
videos, but also modifies that com-
pany’s audio product return policy
slightly and beefs up its midline al-

(Continued on page 76)

Gapitol to Dupe Optically

BY SAM SUTHERLAND

LOS ANGELES Capitol-EMI is
mating optical disk technology and
digital audio processing in a new
cassette duplication process permit-
ting high-speed replication from a
“tapeless’ digital source.

Capitol’s new system, slated to
begin producing finished tapes this
March, replaces conventional ana-

Pan-European
Media Meet Set

LONDON The first International
Music & Media Conference will be
staged in Montreux, Switzerland, in
conjunction with the prestigious
Golden Rose competition, which
runs May 8-11.

The conference, to be staged
jointly by European Music Report,
Billboard magazine and the Golden
Rose organization, will be the initial
pan-European meeting for radio
and tv executives, programmers,
producers and disk jockeys. It’s also
expected to serve as a major mar-

(Continued on page 9)

log tape generations at the master-
ing and duplication stages with in-
dustrial laserdisks—in Capitol’s
case, a seven-inch optical disk stor-

(Continued on page 76)

YULE: RECORDS MILD, VIDEO WILD

Music Lags Without Mega-Hits

Vid Sell-Through
Under Dealers’ Tree

This story prepared by Earl Paige
in Los Angeles and Tony Seide-
man in New York.

LOS ANGELES Christmas 1985
will go down as the climax of video
specialty store sell-through, with re-
tailers and distributors estimating
that sales doubled for most stores
and tripled for many.

The achievement did not come
smoothly, however. Many vendors
and distributors report product
shortfalls; and wholesalers com-
plain that retailer buying habits
have not kept up with a changing
marketplace. Overall, though, the

(Continued on page 79)

ADVERTISEMENTS

BY GEOFF MAYFIELD

NEW YORK Mild sales increases

were the rule for most record and

tape retailers this holiday season.
Despite a strong start during

How ’86 Retail $$
Will Be Spent, p. 78

Thanksgiving weekend (Billboard-
Dec. 14), a shorter selling season,
the early onslaught of harsh winter
weather and a noticeable dip in the
performance of chart leaders com-
bined to produce a far smaller sales
increase than music merchandisers
had come to expect in the final quar-
ter.

60C27-7603 -4

DENON.

ABSOLUTE FIDELITY to Mahler’s score defines Eliahu Inbal's
interpretation of the Symphony # 2. And ABSOLUTE FIDELITY
to actual performance defines this CD, part of Inbal's Mahler
cycle from DENON, THE FIRST NAME IN DIGITAL

RECORDING.

There's no better way to kck oft 1386 than with SOMETHING
TO TALK ABQUT, the bramd new elbum by Grammy Award
winning ANNE MURRAY. Leading off this incredible New Year's
collection is Anne's new single, NOW AND FOREVESR (YOU

AND ME), produced, arrarged and co-written by DAVID (ST.
ELMO’'S FIRE) FOSTER. ANNE MJRRAY. SOMETHING TO
TALK ABOUT. One new abum that really is. ON CAPITOL.

“Our top 25 albums and cassettes
were weak, 25%-30% off last year,”
says Jack Eugster, president of the
454-store Musicland chain.

Retailers say the big sales star
for the holidays was neither an art-
ist nor a label, but a product config-
uration: the Compact Disc.

The laser-read format received
unanimous acclaim from retailers
participating in Billboard’s fourth
quarter survey, with most shudder-
ing to think how they might have
fared without the dramatic growth
of CD sales.

“Without the Compact Dise, this
season would not really have been
as rosy,” says David Blaine, vice
president and general manager of
the 25-store Washington, D.C.-
based Waxie Maxie chain.

A few chains report mild drops
against last year, with even fewer
reporting a boom selling season.
However, the outcome was far from
dismal.

(Continued on page 78)

RIAA May Push
Anti-Duping Chip

BY BILL HOLLAND

WASHINGTON The Recording In-
dustry Assn. of America (RIAA)
may seek a Congressional mandate
to place an anti-home taping chip in
cassette decks. The chip would
make it impossible to tape prere-
corded music software encoded
with the system.

The RIAA, along with its pro-
home taping bill lobbying group, the
Coalition to Save America’s Music,
and CBS Labs, last week ap-

(Continued on page 67)
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for video. »WEA and PolyGram have made major changes in pric-
ing and returns policies. »Capitol-EM! is readying a new “tape-
less” cassette duplication system. »The RIAA may push for legis-
lation mandating the use of an anti-home taping chip. »The first

" International Music & Media Conference is set for May. »3/The

CES is once again a major video software venue. »Gold and plati-
num albums were up in 1985, but gold singles were down. »The
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holds at No. 1 for the fourth straight week.
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Video Software companies Return to GES

Several Significant Developments Expected in Las Vegas

BY TONY SEIDEMAN

NEW YORK Propelled by ever-in-
creasing VCR penetration, the Con-
sumer Electronics Show (CES) has
returned to its place as a major vid-
eo software venue. Several notable
industry developments are probable
at the Las Vegas event, which be-
gins Thursday (9) and runs through
Sunday (12).

Unlike the near boycott of recent
shows, virtually all major video
software companies will have repre-
sentatives at this year’s Winter
CES, and a number will be exhibit-
ing.

Among the important trends:

e Video franchise chain National
Video will reportedly be announcing
that three of the top 10 video soft-
ware manufacturers have signed up
for a videocassette pay-per-view
program that will have outlets put-
ting down a small initial sum for
programs, then paying out as much

as 60% of their rental take.

e A sharply increased amount of
8mm video product, including, po-
tentially, some hit titles. Virtually
all of such product would be han-
dled by Sony Corp.’s hardware divi-
sion, not Sony Video Software Co.,
which ordinarily handles home vid-
eo titles for the firm. At presstime,
no confirmation was available as to
what titles would be available, or
when they would be released.

e A reversal in the seemingly in-
exorable decline in the prices of
both hardware (see story in CES
special section) and blank tape.
Such major blank tape firms as
Maxell, Memtek, 3M, BASF, Sony,
JVC, Fuji, TDK and Kodak are re-
portedly planning boosts as high as
5% in response to recent currency
fluctuations and raw material price
increases.

e Increasing video franchise in-
volvement with mass merchandise
and alternative software outlets.

Coming from National Video will be
its “Movie Express.” ‘“You lease the
space directly to the National Video
franchisee, and we provide the fran-
chise to run the business, and he'll
pay the rent,” explains National
Video head Ron Berger.

The Popingo Video chain will also
be present and looking for new re-
tail business. Its major aim will be
to talk with the software vendors,
says president Byron Boothe. “I
think you’re going to see the con-
solidation of franchisors and
chains,” he says of some of the
probable results coming out of the
show and the market.

Besides retailers and manufac-
turers, a number of important dis-
tributors will also be present at
CES. “Video has come back to the
CES show this year, that’s for
sure,” says VTR Distributors exec-
utive vice president Bill Pilossoph.
“All the majors are at least going to

(Continued on page 75)

RIAA Wrap-up: ‘85 Singles Certifications Droop

LP Platinum, Gold Tally is Best in Years

BY PAUL GREIN

LOS ANGELES There were 65
platinum albums in 1985, the great-
est total in five years, and 138 gold
albums, the highest tally in four
years. That’s the good news in the
year-end statistics announced by
the Recording Industry Assn. of
America (RIAA). The bad news is
that there were only nine gold sin-
gles during the year, the lowest to-
tal since 1964.

Warner Bros. was the year’s top
combined label, with 11 platinum
and 23 gold albums. Atlantic was a
strong runner-up in the platinum al-
bum count, with nine; while MCA
scored a major upset by finishing
second in gold album competition,
with 15.

U2 and Phil Collins were the top
artists in terms of platinum albums,
with three each. Hank Williams Jr.
and the Talking Heads were the
champs in terms of gold albums,
with four each. U2 and Collins both
record for the Atlantic group of la-
bels; Williams and the Talking
Heads both record for Warner Bros.
labels.

The top artist in singles activity
was Madonna, who scored an im-
pressive three of the year’s nine
gold singles: “Like A Virgin,” “Cra-
zy For You” and “Angel”/“Into
The Groove.” The latter title was
the year’s only 12-inch to be certi-
fied gold.

Fifteen albums by black artists
were certified platinum in 1985, up
dramatically from nine in '84 and
five in '83. That was the best show-
ing for black music since the indus-
try’s peak year of 1978, when 20 al-
bums by black artists were plati-
num.

While black music experienced a
surge over 1984, heavy metal and
country both reflected declines.
Only three albums by metal-based
acts—Deep Purple, Ratt and Motley
Crue—went platinum during the
year, compared to 10 in '84. And

only two country albums—both by’

Alabama—went platinum in ’85,
down from five the year before. In

country’s peak year, 1980, nine al-
bums by country acts were certified
platinum.

The list of albums to top the mil-
lion sales mark in 1985 includes five
in musical categories that seldom if
ever produce platinum titles: classi-
cal (Luciano Pavarotti’s “O Sole
Mio’’), contemporary Christian
(Amy Grant’'s ‘“Age To Age’’),
swing (Larry Elgart’s “Hooked On
Swing”’), orchestral ballads (Linda
Ronstadt’s ‘“Lush Life”) and jazz

fusion (George Winston's “Decem-
ber”).

In combined label competition for
most platinum albums, Warner
Bros. (11) and Atlantic (nine) were
followed by Columbia (seven), RCA
(six), Capitol, Epic, MCA and Poly-
Gram (five each), A&M and Arista
(three each), Elektra/Asylum (two)
and EMI America and Motown (one
each).

In combined label competition for

(Continued on page 75)

NAB, NRBA Near Unification

Long-Standing Rivalry Seen Ending

BY BILL HOLLAND

WASHINGTON The executive
committees of the rival National
Assn. of Broadcasters (NAB) and
National Radio Broadcasters Assn.
(NRBA) voted Tuesday (31) to rec-
ommend that both groups unite into
one expanded organization serving
the needs of the radio community.

For years, NAB and the radio-
only splinter group, NRBA, have
been going at each other like an in-
dustry equivalent of the Hatfields
and the McCoys, much to the dis-
gruntlement and sometimes embar-
rassment of members.

The surprising announcement fol-
lows two months of discussions be-
tween top officials of both groups
and an overall feeling that new
blood in both organizations had
made it possible to discuss a rap-
prochement that could end years of
dispute and duplication of services.
Plans to preserve and increase radio
autonomy within such a new group
helped lessen NRBA's decades-old
resistance to the NAB, which also
has a powerful television arm.

Both organizations, but especially
the NRBA, have been careful in de-
scribing the meeting of minds as a
vote for “unification, not merger—
which indicates a swallowing up, a
loss of identity,” as one NRBA offi-

cial put it.

The executive committees’ recom-
mendation is being passed on to the
respective boards of directors of
both associations, and there is gen-
eral agreement that it will be greet-
ed with a warm reception. Letters
have also been sent out to the mem-
bers of both groups apprising them
of the recommendation and asking
for comments on the accord.

The proposal will be presented to
NAB'’s radio board at its meeting
this month in St. Maarten, Nether-
land Antilles, and to the NRBA
board at it meeting in February in
Ft. Lauderdale, Fla.

According to officers of both or-
ganizations, the recommendation in-
cludes a plan to expand the NAB ra-
dio board with 12 NRBA members
serving—four for one year, four for
two years and four for three years,
with all seats expiring as integra-
tion takes place.

Another important consideration
concerns NAB bylaw changes to
give the radio department more visi-
bility and power. Under the plan,
the (joint) radio board chairman
would be the principal spokesperson
for the industry, and a separate ex-
ecutive committee for radio will be
created with one NRBA member
and two NAB members. The NRBA

(Continued on page 15)
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Three-Hour American Music Awards Set
Whitney Houston Leads Field with Six Nominations

BY PAUL GREIN

LOS ANGELES Whitney Houston
leads in nominations for the 13th an-
nual American Music Awards,
which will be presented Jan. 27 on a
three-hour ABC-TV special. Hous-
ton is in contention for six awards,
including favorite female vocalist in
both the pop and soul fields.

Other artists with multiple nomi-
nations include Phil Collins, Ala-
bama and Willie Nelson, with five;
and Kool & the Gang and Aretha
Franklin, with four. Artists with
three nominations are Prince, Bruce
Springsteen, Huey Lewis & the
News, Lee Greenwood and Hank
Williams Jr.

The year’s top-selling single, USA
For Africa’s “We Are The World,”
isn’t nominated in any categories.
This follows a committee decision to
remove the song from competition
because of its humanitarian nature.
It will instead be given a special

award.

The telecast will be hosted by Di-
ana Ross, who is nominated for fa-
vorite female vocalist in the soul
field. Lionel Richie, the show’s MC
for the past two years, will be fea-
tured via satellite from London. Ma-
donna will appear in a satellite pick-
up from Hong Kong.

The past year’s slowdown in
country crossover is reflected in the
fact that no country artists are nom-
inated in the pop/rock field. But
four artists are nominated in both
pop/rock and soul: Whitney Hous-
ton, Prince, Kool & the Gang and
Aretha Franklin.

Two of Willie Nelson's five nomi-
nations are for his ‘“Highwaymen”
collaboration with Johnny Cash,
Kris Kristofferson and Waylon Jen-
nings. His others are for favorite
male vocalist, album and single in
the country field.

Here's the complete list of nomi-
nations:

Pop/Rock Field

Male Vocalist: Phil Collins, Prince,
Bruce Springsteen.
Female Vocalist: Whitney Hous-
ton, Madonna, Tina Turner.
Duo/Group: Chicago, Kool & the
Gang, Tears For Fears.
Single: Dire Straits’ ‘‘Money For
Nothing,” Huey Lewis & the News’
“The Power Of Love,” Wham’s!
“Careless Whisper.”
Album: Phil Collins’ “No Jacket Re-
quired,” Madonna's “Like A Vir-
gin,” Bruce Springsteen’s “Born In
The U.S.A.”
Male Video Artist: Phil Collins,
Huey Lewis, Bruce Springsteen.
Female Video Artist: Pat Benatar,
Aretha Franklin, Madonna.
Video Duo/Group: Eurythmics,
Tears For Fears, Wham!
Video Single: A-Ha’s ‘““Take On
Me,” Philip Bailey with Phil Collins’
“Easy Lover,” Huey Lewis & the
News’ “The Power Of Love.”

(Continued on page 75)

Major Distribution for Modern Mexican Sound

Tejano Sound Aiming for World Grossover

BY RAMIRO BURR

SAN ANTONIO The Tejano music
industry is beginning to flex its
muscles outside Texas’ borders as a
result of recent deals between sev-
eral of its top music stars and two
major labels.

The Tejano sound is described as
a blend of traditional Mexican music
with contemporary influences such
as rock, blues and country music.

La Mafia, MAZZ and other artists
on the local CARA label will soon be
distributed through the U.S., Mexi-
co and other parts of the world via a
three-year deal newly completed
with CBS Records International.

Earlier last month, Tejano record-
ing star Joe Hernandez of Little Joe
y la Familia also signed a three-year
distribution pact with CBS.

In mid-November, Austin’s Ru-
ben & Alfonso Ramos and the Texas
Revolution Band signed to RCA In-
ternational. The label also entered a
multi-year marketing and distribu-
tion deal with Hacienda Records of
Corpus Christi, which handles Pio
Trevino & Magic, Johnny Her-
nandez & Third Coast and other
acts.

“All this heightened activity in
the Tejano recording industry is an
indication that the sound is coming
of age,” says Rudy Trevino, execu-
tive director of the Texas Talent
Musicians’ Assn., a non-profit agen-
cy working to promote excellence in
the genre. The organization spon-
sors an annual Tejano Music
Awards, which will next be present-
ed March 9 at the Convention Cen-
ter Arena here.

“I think the major record compa-
nies are beginning to take a closer
look at this market and are realizing
its great potential for crossover into
international markets,”’ Trevino
says.

CARA president Bob Grever, who
started his company here in 1974,
says that under his CBS deal the la-
bel will market and distribute his
catalog as he continues to develop
new Tejano acts. Jim Hayes, gener-
al manager of CBS Discos, notes

that CBS is to present “the entire
CARA roster to our international
marketing staff in January.”
CARA’s group MAZZ, following
its successful “16” LP, is touring
extensively in Florida and on the
West Coast. Like several other top
Tejano artists, their rise to promi-
nence has been aided by beer com-
pany promotional tie-ins. For sever-
al years, MAZZ frontman Joe Lopez
has been a spokesman for Coors.
With its elaborate sound and light

display, Houston-based la Mafia is
considered one of Tejano’s best
show bands. The group played the
MGM Grand Hotel in Las Vegas
last month, is currently touring
Texas, and heads for California and
Arizona next month.

Although CARA’s Grever would
not specify individual sales figures,
he reports that combined sales of
groups he records now exceed one
million units. His company’s catalog
now numbers 22 albums.

BY 1S HOROWITZ

NEW YORK The joint optical
disk venture being set up by the
Du Pont Co. and N.V. Philips,
which is expected to begin manu-
facturing Compact Discs in the
U.S. before the end of 1986 (Bill-
board, Nov. 9), has named a cadre
of top management officials head-
ed by Philips’ Alfred B. Bok as
chief executive officer.

Although plans are said to be
moving ahead according to sched-
ule, the actual merger will not be
consummated until ‘““the end of
this quarter,” according to a Du
Pont spokesman. Necessary ap-
proval for the joint enterprise has
been secured from works councils
in Holland and West Germany, but
there are said to be “fine print”de-
tails still to commit to paper.

Initially, the venture will be
headquartered in Holland, where
most of the early activities are cen-
tered. Central offices may be relo-
cated in the States “at some point
in the future,” says the spokesman.

Meanwhile, plans to outfit the
venture’s manufacturing facility
in King’s Mountain, N.C., are be-
ing implemented. Capacity of the

Du Pont/Philips GD Venture
Names Management Slate

plant is projected at 25 million CDs
in 1987, rising to more than 50 mil-
lion in 1988.

The policy committee that will
guide the development of the joint
venture consists of three members
from each company. The Du Pont
executives are James E. Donaghy,
Michael B. Hartnagel and Gordon
I. Jenkins. The Philips members
are Jan. P. Jona, C. Lo Rinck and
Jan Timmer.

Line officers from Philips in-
clude Hans Gout, who will serve
as marketing director, consumer
products. He will be responsible
for marketing CDs to the music in-
dustry. Also from Philips is Frans
M.A. Carpay, who will be charged
with worldwide research and de-
velopment programs.

Officers from Du Pont are G.
Vernon Huber, finance director,
and Robert U. Spengler, market-
ing director, professional prod-
ucts.

Venture capitalization is expect-
ed to grow from $150 million this
year to more than $500 million by
1990. The venture’s product scope
is not limited to CDs; also included
are optical disks for all audio, vid-
eo and data market applications.

An Outstanding Contribution. Philip Barraud, center, accepts the Maker of the
Microphone Award on behalf of his great-uncle, the late Francis Barraud, whose
painting “‘His Master’s Voice’ went on to become the world of sound’s most
famous trademark. Presenting the trophy is Oliver Berliner, grandson of the late
Emile Berliner, inventor of the microphone and disk record. EMI Records’ Ruger
Stubbs looks on.

Fxecutive Turntable

RECORD COMPANIES. Jim Cawley is promoted to vice president of sales and
distribution at Arista Records in New York. He was national director of
sales.

Fastfire Records in New York appoints Tom Rogan national promotion
manager and director of promotion for product released on labels distribut-
ed by Fastfire Distributions. He served in a similar capacity at Capitol Rec-
ords.

Mike Greenblatt joins RCA/Ariola International as publicist in New
York. He was senior account executive at the Press Office Ltd.

DISTRIBUTION/RETAILING. Nella Sword is named WEA sales representative
for Hawaii. He was managing buyer at Eric of Hawaii.

HOME VIDEO. Embassy Home Entertainment elevates Margaret Cleave to
vice president of marketing and Robin Olson to director of marketing in
Los Angeles. Cleave was director of marketing. Olson was manager of mar-
keting services. In addition, Terri Kilroy joins as brand manager of mar-
keting, and Denise Nakashima is promoted from senior creative services
coordinator to manager of creativeé services. Kilroy was with Embassy Pic-
tures.

International Video Entertainment in Los Angeles promotes the follow-

¢ S
O

CAWLEY CLEAVE

ROGAN FELDMAN .

ing: Mary S. Linthicum to assistant vice president of national sales for the
General Release Division; Lauri Chez, director of sales for the Midwest re-
gion, General Release Division; and Laurie K. Turner, national accounts
manager, General Release and Children’s Divisions. Linthicum was nation-
al sales manager. Chez was Midwest regional sales representative. Turner
was Western regional sales representative.

Susan Stougaard and Jacque Salter join Video Gems in Los Angeles as
Eastern and Western regional sales manager, respectively. Stougaard was
with Trans World Entertainment. Salter was with Continental Video.

PUBLISHING. Ralph Peer II, president of Southern Music Publishing Co., is
elected to serve on the ASCAP board of directors in New York. He is a vice
president and director of the National Music Publishers Assn. and the Har-
ry Fox Agency.

Sy Feldman is promoted to vice president of Warner Bros. Publications
in Los Angeles. He was director of publications and creative services.

PRO AUDIO/VIDED. Lee Drady becomes executive vice president of Terk Tech-
nologies in New York. He was national sales manager for Bose Corp.

The Magnetic Tape Division of Agfa-Gevaert in Teterboro, N.J., names
Will Morin video products manager. He was president of the Group Four
Companies.

John Howard Jr. is appointed account executive at Editel in Los Angeles.
He was owner of J.P. Howard Productions.

Al Centrella joins the National Video Center/Recording Studios in New
York as production audio engineer. He was with ABC, where he worked on
“World News Toénight.”
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Pllﬂ'ﬂ)m GRAPHE MARKEB
alw ives a great performance.

Atlast, an extra-fine marker that allows you to autograph pertectly on your glossy phctos
and record albums. That's because it not only writes on them but stavs on them. Permanently!
There's no smudging, no fading. No fooling!
If you're a photographer, film editor or cinematographer, you ean use our Photographic
Marker on anything from print negatives and slides to glass or plastic bottles and trays Asa
matter of fact, the Pilot Photcgraphic Marker will write on most anything a conventional
pen can not.
One more point. The Pilot Photographic Marker has an extra-fine point that will
last and last. Because its unique metal “collar”helps protect it from flattening out.
We think our markeris a star. And, isn'tit grand, the stars think so,
too. But don't take our word for it, just send us your autograph (written
or printed) and we'll send you a free Pilat Photograhic Marker. P 7 o
Pilot Corporation of America, Sl e On April 7th 1986, Rosemary Clooney will
60 Commerce Drive, g < host the First Annual Singer’s Salute to the
Trumbull, CT 06611 i Song Writer at the Dorothy Chandler Pavilion in
(203)377-8800 e " Los Angeles. All proceeds will go to the Betty Clooney
. Foundation for the brain injured. We at Pilot Pen are proud
to be a sponsor of this important event.

WwWwWw . americanradiohistorv.com


www.americanradiohistory.com

-

Rick Nelson: TV’s First Rock Star

Singer, Dead at 45, Reached the Charts via the Tube

BY PAUL GREIN

LOS ANGELES Rick Nelson, who
. died New Year’s Eve in the crash of
a DC-3 charter en route to Dallas
from Guntersville, Ala., was one of
the top pop singers of the '50s and
early '60s, and the first to demon-
strate the tremendous power of
television in launching a pop music
career.

Nelson, who was 45 when he died
in the crash near De Kalb, Tex., was
just 17 when he launched his sing-
ing career on an episode of his par-
ents’ top-rated tv show, “The Ad-
ventures of Ozzie & Harriet.” He

Leher-Krehs
Again Seeking
Funkadelic $$

PHILADELPHIA The Federal
Circuit Court of Appeals here has
reinstated the action of New York-
based management company Leber-
Krebs Inc. against Capitol Records
seeking monies it claims are due
George Clinton, leader of the Parlia-
ment-Funkadelic group. The agency
is appealing an order of the U.S.
District Court dismissing its com-
plaint filed against the record com-
pany in an action alleging fraud on
the court.

On Dec. 23, U.S. Circuit Court of
Appeals Judge Richard J. Carda-
mone in New York reversed the de-
cision of the lower court to deter-
mine whether Capitol Records pre-
vented Leber-Krebs from
confirming its attachment order
from the monies by the use of
fraud.

(Continued on page 76)

became an immediate pop sensa-
tion, and began a string of 18 top 10
hits, mostly on the Imperial label,
which included two No. 1 records,
1958’s “Poor Little Fool” and 1961’s
million-selling “Travelin’ Man.”

Nelson’s broad-based popularity
is reflected in the fact that three of
his hits reached the top 10 on the
pop, black and country charts:
“Stood Up,” “Believe What You
Say” and “Poor Little Fool,” which
was No. 1 on Aug. 4, 1958, when
Billboard introduced its Hot 100
chart.

Nelson also scored several suc-
cessful albums. His 1957 debut al-
bum, “Ricky,” reached No. 1, and
six followup albums cracked the top
20.

But Nelson’s importance extend-
ed beyond record sales. He was one
of the chief popularizers of rock’n’
roll in the late '50s, with a sound
that fell somewhere between the
grittier rock sound of Elvis Presley
or Little Richard and the old-fash-
ioned pop crooning of Pat Boone.

A decade later, Nelson was one of
the forerunners of the country-rock
hybrid sound that was subsequently
popularized by such acts as the Ea-
gles and Poco. Backed by the Stone
Canyon Band, Nelson scored his
last two top 40 hits: a 1969 cover
version of Bob Dylan’s ‘“She Be-
longs To Me” and a 1972 original
song, ‘“Garden Party,” which hit the
top 10.

While Nelson was never given as
much credit for his musical contri-
butions as such late '50s contempo-
raries as Presley, Fats Domino or
the Everly Brothers, he was gener-
ally well regarded, and was certain-
ly held in higher esteem than most
later teen idols.

Nelson’s last chart appearance
was in February, 1981, with the
Capitol album “Playing To Win.”

#
o
BY KIRK LaPOINTE

TORONTO  Hales of LPz, prere-
corded tapes and Compact Dises in
1985 ghould show increases of 3%
or 4% over 1984, aceording to the
president of the Canadian Record-
ing Industey Asan, (CRIA)

CRIA®chief Brian Robertson
guys the gains over the 1984 retail ,
f]p;um of about $600 millinn are
“mndest, in view of increnses in
Britain and some other countries. «

Releases should show decrenses -~
in 1986, so the Agures do pot tell
the whole story. But, given the
enormous inereases in video bud-
gets for promolion, the marging
for record companies are expected
to be slender when yearend re-
sults start filtering in over the
next fow weeks. =

Among the mmpanms r-\,q.u-ri
encing a banner year is WEA Mu-
sic of Camada, which rebounded
| from a so-s0 1984 and was general-
Iy considered to have eclipsed CES
Repords Canada in overall sales in>
1985, CBS, however, matchad its
record pace of 1984, RCA, with the

* Canadian Industrv Seen Posting
Mndest Sales Inmase llver ’84

R 8*
addition of g‘msm as a ditributed
label, also fared well, % .

But Roberisof continues to
question the value of video clips to
record companies.” Their cost has
greatly increased production bud-
Fels, he savs, and “there is really
ne proof” that their use has result-
ed in increased saless® ™
#“] suppose there are pockets of
suceess,” Robertson acknowls
edges. “‘Rul I suspect there are
also many cases where video had
led to overexposure and replaced
gales.” .

Robertson, who is at odds with

His Stone Canyon Band albums
were on Decca and, later, MCA.

At the time of his death, Nelson
was working on an album with vet-
eran arranger Jimmie Haskell, who
helped Nelson produce his string of
Imperial hits. All that is likely to be
released from those sessions is a
single, “You Know What I Mean.”

Last Aug. 22, Nelson performed
with Fats Domino at the Universal
Amphitheatre here, in a show that
was taped for broadcast this month
on 143 stations nationwide. Current
plans call for the show to be re-edit-
ed as a tribute to Nelson and re-
scheduled for broadcast later this
year.

Also killed in the crash were Nel-
son’s fiancee, Helen Blair, 27,
soundman Clark Russell, 35, and
four members of Nelson’s Stone
Canyon Band: Bobby Neal, 38; Pat-
rick Woodward, 35; Rick Intveld, 22;
and Andy Chapin, 20.

£

The Tide Rolls Into New York. Atco staffers meet with members of Eddie &
the Tide backstage after their recent debut performance at New York City’s
Bottom Line. Gathered are, from left, group members Eddie Rice, Johnny Perri
and Scott Mason, Atlantic senior vice president Vince Faraci, group manager
Bobby Corona, Atco’s director of national singles promotion Marc Nathan,
general manager Margo Knesz and Paul Brown.

many in the industry on this point,
stresses that record companies
are pouring largpe sums into video
production without really examin-
ing the consequences. Do they
spur sales or satiate the public? |
“In certain eases,” he says, "1
" don't think there's any doubt that
video helps expose artists, But T
still think we have to study the im-
pact further” tu seeif video hurts,

See Canada section for o report”
on the Class.of 85 promotion, |
# % 4

CHAR

by Paul Grein

I.IONEL RICHIE’S “Say You,
Say Me” holds at No. 1 for the
fourth straight week, becoming
one of the seven longest-running
No. 1 pop hits in the history of Mo-
town Records. Impressively, three
of those seven smashes were writ-
ten by Richie, with “Say You, Say
Me” following “Endless Love”and
“All Night Long.”

Here's a complete list of Mo-
town’s 25 biggest pop hits to date,
ranked by weeks at No. 1. Ties are
broken based on weeks in the top
10.

1. “Endless Love,” Diana Ross &
Lionel Richie, 1981, nine weeks.

2. ““l Heard It Through The
Grapevine,” Marvin Gaye, 1968,
seven.

3. “I'll Be There,” Jackson Five,
1970, five.

4. “Upside Down,”
1980, four.

Diana Ross,

‘Say You, Say Me’
stays on top

5. “All Night Long,” Lionel Ri-
chie, 1983, four.

6. “Baby Love,” Supremes, 1964,
four.

7. “Say You, Say Me,” Lionel Ri-
chie, 1985, four.

8. “I Just Called To Say I Love
You,” Stevie Wonder, 1984, three.

9. “Ain’t No Mountain High E-
nough,” Diana Ross, 1970, three.

10. “War,” Edwin Starr, 1970,
three.

11. “Sir Duke,” Stevie Wonder,
1977, three.

12. “Fingertips,” Stevie Wonder,
1963, three.

13. “Let’s Get It On,” Marvin
Gaye, 1973, two.

14. “Three Times A Lady,” Com-

modores, 1978, two.

15. “Love Child,” Diana Ross &
the Supremes, 1968, two.

16. “I Can’t Get Next To You,”
Temptations, 1969, two.

17. “Hello,” Lionel Richie, 1984,
two.

18. “I Can’t Help Myself,” Four
Tops, 1965, two.

19. “Tears Of A Clown,” Smokey
Robinson & the Miracles, 1970,
two.

20. “Keep On Truckin’,” Eddie
Kendricks, 1973, two.

21. “Truly,” Lionel Richie, 1982,
two.

22. “Where Did Our Love Go,”
Supremes, 1964, two.

23. “ABC,” Jackson Five, 1970,
two.

24. “Come See About Me,” Su-
premes, 1964, two.

25. ““Just My Imagination,”’
Temptations, 1971, two.

This list helps refute the view
that the bulk of Motown’s success
came in the '60s. Eight of the la-
bel’s 25 biggest-charting No. 1 hits
to date are from that decade, but
10 are from the '70s and seven, so
far, are from the '80s.

Richie has five of the label’s 25
all-time biggest hits, followed by
the Supremes, with four; Diana
Ross and Stevie Wonder, each
with three; and Marvin Gaye, the
Jackson Five and the Tempta-
tions, each with two.

66

MIAMI VICE” hangs tough at
No. 1 on the Top Pop Albums chart
for the 10th straight week, tying
the 10-week mark set in 1959 by
the only previous No. 1 tv sound-
track, Henry Mancini’s “Music
From ‘Peter Gunn’.” The Mancini
album went on to win the Grammy
for album of the year, an award
that “Vice” seems certain to be vy-

ing for when the 28th annual
Grammy nominations are an-
nounced on Thursday (9).

“Vice” isn’t the only tv album
scoring on this week’s chart: “Tele-
vision’s Greatest Hits”” jumps 14
notches to number 106.

FAST FACTS: Don’t look now, but
four of the albums in this week’s
top 10 carry a $9.98 suggested list
price or list equivalent. Here's the
higher-priced spread: ‘“‘Miami
Vice” at No. 1, Barbra Streisand’s
“The Broadway Album’ at two,
ZZ Top’s “Afterburner” at five
and Stevie Wonder’s “In Square
Circle” at seven.

James Brown’s ““Living In
America” jumps eight notches to
number 36 on this week’s Hot 100,
putting the Godfather of Soul back
in the top 40 for the first time since
“Papa Don’t Take No Mess (Part
1) in September, 1974. “Living In
America,” which was produced
and co-written by Dan Hartman, is
featured in the movie “Rocky IV.”
It’s Hartman’s second film hit in
less than two years, following his
own smash “I Can Dream About
You” from “Streets Of Fire.”

Miami Sound Machine’s “Con-
ga” moves up to number 20 on this
week’s Hot 100 and jumps to 70 on
this week’s black chart. The song
has also reached No. 1 on the
dance/disco chart, while the album
on which it’s featured, “Primitive
Love,” has hit No. 1 on the Latin/
Pop chart. “Conga” is believed to
be the first hit to chart in all four
of these formats.

Starship’s “Knee Deep In The
Hoopla” holds at number nine on
this week’s Top Pop Albums chart,
making it the group’s best-chart-
ing album since “Earth” peaked at
number five in May and June, 1978.
The group’s last album to crack
the top 10 was “Freedom At Point
Zero,” which peaked at 10 in Feb-
ruary, 1980.

WE GET LETTERS: We all know
that 1985 was a slow year for coun-
try crossover, but how s-l-o-w was
it? Jonathon Powell of Franklin,
N.H., notes that it was the first
time since 1946 that no country
songs cracked the top 30.
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Pnternational

Promoter Inexperience Gited
In Everlys Tour Shortfall

BY GLENN A. BAKER

SYDNEY Promoter inexperience
is believed to have been the cause
behind a concert tour debacle which
has left some 40 creditors, including
performers, publicists and sound/
lighting companies, holding the bag
for around $400,000.

David Jennings’ national presen-
tation of the Everly Brothers here
has proven to be the most costly for
the local music industry since Deep
Purple appeared at the Sunbury
outdoor festival back in 1974. On
that occasion, the band was the only
act paid—a whopping $100,000 fee.
The Everlys, Don and Phil, have the
same distinction in this instance,
having received their fee up front.
All others involved are in the red.

Actors’ Equity spokesperson Ju-
lie Hickson says that Jennings,
whose total entertainment promo-
tion background appears to have
been an involvement in two John
Rowles tours, was too inexperi-
enced to manage such a tour and
that the immigration department
had not met its responsibility to in-
vestigate fully the credentials of
any company importing internation-

PAN-EUROPEAN MEDIA MEET SET

(Continued from page 1)

ketplace for the burgeoning music
video industry.

In announcing plans for the new
industry event, Theo Roos, head of
EMR, said, “This conference was
conceived to fill the growing need
for an international forum to reflect
the opportunities and challenges
generated by the dramatic evolution
of broadcasting in Europe and on
the music and video industries.

“There is a clear need for an in-
ternational summit meeting at
which the role of music in the new
media landscape can be examined
and assessed. The Golden Rose has
been a Mecca for tv executives,
light entertainment producers and
journalists from all over the world
for 25 years. In recent years, the
event has also featured a powerful
roster of top international artists
who have recorded a tv special.”

As an adjunct to this talent pa-
rade, IMMC will be presenting six
up-and-coming artists of interna-
tional potential to take part in this
Eurovision tv broadcast. The show
will be produced by Michael Hurll,
producer of BBC-TV’s “Top Of The
Pops” show, and will be relayed to
the U.S. by satellite.

The Montreux event will also in-
clude an international music and
video festival incorporating both
clip and long-form productions, and
a distinguished international jury
will determine the awards, which
will be presented during the tv spe-
cial. An additional feature will be
exhibition space for international
companies to present new hardware
to market radio and tv productions
and demonstrate new computer
technology.

The IMMC conference will in-
clude seminars dealing with the pro-
duction and sale of music videos,

al acts.

The department, in turn, claims it
was under pressure to complete the
Jennings application swiftly and so
relied upon documents from the pro-
moter’s lawyer. When a meeting of
creditors was called in Adelaide re-
cently, Jennings revealed that his
company has virtually no assets.

Although the duo played superb
concerts to two enraptured houses
in Sydney, attendance was down in
other cities, partly as a result of
such “‘distractions’’ as the Mel-
bourne Cup (horse racing) and the
Adelaide Grand Prix.

Jennings is also directing blame
towards PolyGram Records for not
issuing the duo’s second studio re-
union album, which is not yet avail-
able to them. However, the “EB 84”
album was highly visible in the mar-
ketplace.

Among other losers were more
than a few seasoned veterans who
readily admit they should have
known better. Summing up the gen-
eral feeling is leading publicist Patti
Mostyn, who is $5,000 out of pocket.
She says: “It’s just too, too
appalling.”

the international potential of Euro-
pean artists, and techniques of ra-
dio and tv presentation.

Participants will not only be able
to see the open screening of the mu-
sic video competition, but will also
be able to attend the regular Golden
Rose screening of the star perform-
ers at the Montreux Casino, May 7
and 8.

The live three-hour Golden Rose
rock tv special, incorporating a seg-
ment for up-and-coming artists and
the video awards ceremony, will
take place Saturday, May 11.

There will also be live concert pre-
sentations of new talent, organized
by various international record com-
panies in an assortment of Mon-
treux locations.

Sales, Profit
Glimb for Sony

TOKYO Sony has reported in-
creases of 12.6% in turnover and
2.2% in year-end profits despite
slowdowns in exports to the U.S.
and in VCR sales growth interna-
tionally. After-tax profits for the 12
months to October, 1985, were $361
million on turnover of $7.03 billion.
Overseas sales increased by 15%
to account for a massive 74.2% of
group turnover, aided by strong de-
mand for television receivers from
the rapidly expanding new Chinese
market. Nevertheless, Sony de-
scribes demand from both China
and the U.S. as “uncertain,” and
says it expects growth in the cur-
rent financial year to be restricted
by the strength of the yen and by
“intense price competition in world
(Continued on page 73)

Council Hears from Austria’s Mediacult

European Report Galls for Reforms

BY MANFRED SCHREIBER

VIENNA A new report from Aus-
tria’s Mediacult to the Council of
Europe recommends measures in
the areas of copyright reform, rati-
fication of the Rome and Geneva
Conventions, and blank tape levies
to compensate rights owners for
home taping losses.

Based on replies from record com-
panies and radio organizations
throughout Europe to its question-

Video Rentals
Sprout in USSR

MOSCOW Video software rental
facilities are slowly but steadily
spreading through major cities of
the Soviet Union, despite limited
machine ownership and severe
hardware shortages.

Rental outlets now operate in 10
cities including Moscow, Leningrad,
Minsk, Kiev and Vilnius. Best-
known is the Moscow Rental Sa-
loon, opened in November, which
features VCR-equipped viewing
rooms for those who do not own
playback equipment.

Some 350 titles are available for
rent, all feature films and children’s
material.

Soyuzfilmfond, which operates
the rental outlets, plans to expand
its range of material to include tele-
vision programming, documentaries
and special programs. However, no
music video titles have yet been do-
mestically produced.

Best estimates suggest there are
only some 100,000 machines in pri-
vate use in this nation of over 270
million people. These include both
imported players and Russian-made
Electronika EVM-15 VCRs, which
design is based on a National Pana-
sonic model through a deal conclud-
ed here a little more than a year
ago.

Plans are in effect by the Voro-
nezh-based electronics manufactur-
er to increase output to 100,000 ma-
chines annually in the near future.
Although the units sell for about
$1,500, demand currently exceeds
supply and the locally made players
are very hard to acquire, even in
major cities.

naire, Mediacult’s report says most
music producers feel themselves ad-
versely affected by present day leg-
islation. They are particularly criti-
cal of the areas of copyright and
taxation, and find these working to
the detriment of creators and per-
formers.

Participants from 14 countries
discussed the report at a Council of
Europe meeting in Austria late last
year together with representatives
of IFPI, the European Broadcasting
Union and other bodies. Chief aim
was to firm up music and radio in-
dustry strategies in the face of tech-
nological innovations.

A series of measures is suggested
for consideration in the report:

® The 1961 Rome Convention for
the protection of performers, pro-
ducers and broadcast organizations,
so far ratified by only eight Europe-
an countries, should be adhered to
by all Council of Europe members.

® The 1971 Geneva Convention
protecting phonograms from unau-
thorized duplication, so far en-
dorsed by 10 countries, should also
be ratified by all members.

® Levies on blank tape should be
introduced in all markets.

o Copyright legislation should be
updated to take account of new
technologies.

® Records and tapes should be re-
garded as “cultural goods” for tax-
ation purposes.

® And, in the interests of preserv-
ing national cultural identity, con-
sideration should be given to the in-
troduction of radio programming
quotas to limit the amount of for-
eign material on air and ensure a
minimum level of local eontent.

The report also considers the de-
sirability of quotas to limit the
amount of recorded, as opposed to
live, music broadcast by European

radio stations. Current percentages
of commercial recordings in their
overall output vary from less than
20% to 80%, according to the ques-
tionnaire responses.

Better relations between the rec-
ord industry and radio organiza-
tions are called for; likewise be-
tween the record industry and or-
chestras and other performing
institutions. Record companies do
not, in general, favor institutional-
ized cooperation, but the report sug-
gests it might nevertheless be
worthwhile to establish a legal and
administrative framework for coop-
eration and to provide incentives for
musical joint ventures.

Cultural policies aimed at pre-
serving opportunities for perform-
ing artists need to be accompanied
by a coherent overall policy on new
media, the report says. Otherwise
the increased demand for music cre-
ated by new cable channels in Eu-
rope may be met solely by “stock-
ed” material, with the paradoxical
results that live performance oppor-
tunities actually decrease.

The application of computer tech-
nology to music-making poses a
similar threat, and requires detailed
examination of artistic, social and
legal implications. This process,
says the report, has not even start-
ed yet.

g L weT ;
Billboard’s London office hus
moved. The new address is 71 3
Beak 5t.. London, England, W1R
3LF. The phone number remains
the same; 01°439-94117 8"
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ommentary

BY ROY FREELAND

For those of us earning royalties
in South Africa, the moral problem
has been too neatly pigeonholed
into one of constructive engage-
ment versus divestiture.

The fault in this oversimplifica-
tion lies in the meaning, if any, of
“constructive engagement.”

Is it a euphemism for diplomatic
pressure? Or is it a verbal smoke-
screen for status quo? If the for-
mer, then how can we exert pres-
sure in South Africa if the organi-
zations that represent us will not?
If the latter, then it seems we're
back where we started, giving tac-
it consent to the system of apart-
heid.

Divestiture, on the other hand,
is less confusing. Pull up stakes
and hope that somebody misses us
enough to worry about why we
. left. The hopeless vanity at the
heart of this approach leads us
right to Jimmy Carter’s way of hit-
ting them where it hurts. Ask the
rebels in Afghanistan about the ef-
fectiveness of this policy.

Between the Scylla of construc-
tive engagement and the Charyb-
dis of divestiture, I see a way for
us to continue to do business in
South Africa, but at the same time
to channel our earnings there to
organizations fighting apartheid.

Individual contributions are the

BY BOB KRASNOW

Maybe the best way to answer that
question is to quote the widely re-
peated remark by a contemporary
teenager that the Beatles were “‘the
band that Paul McCartney was in
before Wings.”

If the biggest artists of the '60s
are slipping into this kind of obscu-
rity, where does that leave the Clo-
vers and the Platters and the Crys-
tals and Gene Vincent? Nowhere,
potentially. And that’s why we've
got to take action now.

For most of us in the music busi-
ness, “Rock and roll is here to stay”
has been more than a slogan. It’s
been a way of life. The idea that the
records that shaped our lives could
ever be anything less than essential
to everybody else just never entered
our minds.

But rock and roll music is now
into its fourth decade, and although
nearly every record in the charts to-
day can be traced directly to those
early hits, the artists who made it
happen in the first place are less
and less accessible, less and less
real to younger listeners.

The reasons are obvious. Many
of the artists are dead or in retire-
ment. Many of the original records
are out of print and available only
in a few collectors’ shops. With ev-
ery passing year, the number of
radio stations playing those re-

cords dwindles even further. Video .

and film footage is often lost or

A Matter of Morality

FIGHTING APARTHEID WITH ROYALTIES

most obvious method. But why
can’t the process of donation be ex-
pedited by providing for the direct
assignment of our South African
royalties to those organizations?

contribution.

Sure, these agencies are not polit-
ical by design. But, by collecting
royalties in South Africa, they en-
gage in political acts. In a society as

‘Give something

back to the

culture that gave
so much to ours’

Roy Freeland, a staff songwriter with Screen

Gems-EMI Music, numbers “Another Night,” a
new single by Aretha Franklin, among his

credits.

If our performing rights societies
can allow us to assign royalties to
unions like the Society of Compos-
ers and Lyricists, and to lending in-
stitutions, then why not to institu-
tions that more accurately mirror
our sense of social responsibility?
Most will probably fall back on the
old argument that ASCAP and BMI
and all subpublishers in South Afri-
ca are merely ‘“collection agencies”
and, as such, cannot become forums
for political posturing, debate or

oppressive as that one, business as
usual furthers without question the
assumptions underlying the econo-
my of an unethical system.
Another argument against allow-
ing writers to directly assign royal-
ties to anti-apartheid groups is a fa-
vorite of besieged authority every-
where: “If we do it for you, then
we'll have to do it for everyone.”
Belief in the cogency of this argu-
ment is based on a failure to distin-
guish. Some raise the appalling

A Cultural Force

WHY A ROCK AND ROLL HALL OF FAME?

forgotten.

In other words, the great mass-
culture phenomenon of our times is
becoming the province of a relative
gandful of collectors and aficiona-

0S.

Why a Rock and Roll Hall of
Fame? To make sure that this great
tradition remains accessible.

Why a Rock and Roll Hall of
Fame? To make it clear that we're
proud of this music.

As conceived by Ahmet Ertegun
and developed by him and a commit-
tee of industry leaders, the Hall of
Fame will establish a center for re-
search and appreciation of rock and
roll music. It will be a magnet for

‘A way of life...
make sure this
great tradition

remains accessible’

Bob Krasnow is chairman of Elektra/Asylum

Records.

The Hall of Fame will also focus
attention on rock and roll as music,
as the tremendous contribution to
world culture it truly is. Again, to
most of us in the industry this is a
matter of faith. But in a time in
which the forces of censorship and
“morality” have launched yet an-
other misguided campaign to stifle
free expression in music, the sort of
positive statement the Hall of Fame
can make is certainly timely, maybe
even crucial.

private collections of records, film
and video, and memorabilia. Several
important sources have already ex-
pressed interest in making dona-
tions of such material.

The Hall of Fame will also contain
a theater in which rock and roll per-
formers could be showcased. What
we want is a living, active facility
that will generate a significant por-
tion of its own operating expenses
from admissions and ticket sales.

The appeal of such a center, to

spectre of gays assigning royalties
to gay-rights groups, of nuclear
freeze enthusiasts assigning to no-
nukesters. They envision hordes of
wildlife lovers assigning royalties
to the Sierra Club, the ASPCA,
Friends of the Harp Seal, etec.

However, what they fail to see,
which distinguishes the South Afri-
can problem, is that we are all en-
gaged in political acts in that coun-
try when we do business there, and
that our royalties are in fact earned
in an unethical limbo to which we
must not grant even the tacit con-
sent implicit in business as usual.

The next argument trotted out is
that the direct assignment of these
royalties to an anti-apartheid group
is impractical from an accounting
standpoint.

I don’t know. But if hundreds of
individual writers can assign royal-
ties from many different countries
to many different individual banks,
why can’t hundreds of writers as-
sign royalties from one country to
one anti-apartheid organization—
say the African National Congress?
Would it, in fact, be more difficult to
administer?

Granted, for argument’s sake or
even for a better reason, that such a
proposal is impracticable. Then, per-
haps, collection agencies can at
least remind writers earning in
South Africa that a portion of their

(Continued on page 79)

students and tourists alike, is in fact
underscored by the enthusiastic re-
sponse from a list of cities that want
to provide a home for the Hall of
Fame.

A next question might be, “Why a
Rock and Roll Hall of Fame din-
ner?”’ Let me make it clear right
from the start that this has not
been conceived as an excuse for an-
other tv awards program. All of us
see the event (which won't be tele-
vised) as an opportunity for the in-
dustry to honor its own—not only
the 10 artist inductees (Chuck Ber-
ry, James Brown, Ray Charles, Sam
Cooke, Fats Domino, the Everly
Brothers, Buddy Holly, Jerry Lee
Lewis, Little Richard and Elvis
Presley), but also a number of non-

performing industry professionals

and “forefathers” of rock and roll.

I should also add that the dinner
has not been conceived as yet anoth-
er industry charity event. We know
very well how often these demands
are made on the same people and
the same sources of funds.

Yes, we do expect to raise some
seed money through the event, but
we want our dinner to be a celebra-
tion of rock and roll, an entertaining
evening that will be fun for every-
one, not just one more obligation to
wear a tuxedo.

We urge everyone to attend.
More information is available from
Suzan Evans at (212) 484-6400.
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IN CONCERT

SUPERSTAR CONCERT SERIES

is proud to kick off its 1986 season with
rock ‘n’ roll vocalist extraordinaire
Fobert Plant in an exciting performance
airing the weekend of Saturday, January
8 on more than 450 Westwood One
Radio Network affiliates throughout the
world. Recorded during the U.S. leg of
Plant’s recent international tour, the
concert features Robert Plant and his
band performing 90 minutes of pro-
vocative, driving rock ‘n’ roll from his
three solo LPs (Pictures At 11, Principle Of
Moments and Shaken ‘n’ Stirred) and the
Honeydrippers Vol. | EP You and your
listeners are in for a night of good
rockin’ with Robert Plant, exclusively
on the Superstar Concert Series, the most
listened—to concert program on radio.
Call (213) 204-5000 or Telex 4996015
WWONE for details.

Brought to you by

WwWwWw . americanradiohistorv.com
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1985

PHILIP BAILEY
CLARENCE CLEMONS
COCK ROBIN ;
BOB DYLAN 1
HOOTERS | ‘ »
MICK JAGGER
BILLY JOEL,

LISA LISA AND CULT JAM
WITH FULL FORCE

LOVERBOY
WYNTON MARSALIS
ALISON MOYET
EDDIE MURPHY
BRUCE SPRINGSTEEN
BARBRA STREISAND
JAMES TAYLOR
WHAM!
MAURICE WHITE
PAUL YOUNG

WE WERE NUMBER (
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1986

COMING S O ON

PHILIP BAILEY
BLUE OYSTER CULT
NEIL DIAMOND
BOB DYLAN
FASTWAY
HOOTERS
JULIO IGLESIAS
BILLY JOEL,
JOURNEY
JUDAS PRIEST
KENNY LOGGINS
ALISON MOYET
THE PSYCHEDELIC FURS
THE ROLLING STONES
PATTY SMYTH
TOTO
BONNIE TYLER
WHAM!

PAUL YOUNG

NUMBER ONE!
“Columbia,’ *Jre trodemarks of CBS inc.® 1586 CBS Inc
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Gotham’s WPLJ No. 1 in Fall Book

Adult Contemporary Outlets Post Surprising Gains

BY KIM FREEMAN

NEW YORK Early Fall 1985 Ar-
bitron results put WPLJ on top of
the New York market for the first
time since the ABC-owned outlet
switched from AOR to CHR two
and a half years ago.

The move knocks urban-format-
ted WRKS (Kiss) and top 40 WHTZ
(Z-100) into a tie for number two
status, each pulling a 5.5 share.
The two stations had flip-flopped
for the first and second overall, 12-
plus positions for the past two
years, with WRKS holding the ti-
tle in the Summer book.

Other surprises in the New York
music radio market include great
gains by AC outlets WLTW (Lite
FM) and WPIX. WLTW jumped
from a 3.0 to a 4.5 share, while
WPIX, under the innovative direc-
tion of program director Joe Capo-
bianco, logged an increase from
1.6 to 2.3. Additionally, Inner City
urban outlet WBLS boosted its
share from a 3.8 to a 4.7.

On the rock front, WNEW-FM
won back many listeners in this
book, with the 18-year-old rock'n’
roll warrior going up to a 4.1 from
a 3.5.

In spite of the presence of high-
profile personality Howard Stern,
who came on board mid-sweep,
WNEW-FM’s challenger, WXRK
(K-Rock), dipped from a 2.5 to a
2.1

A pleased WPLJ program direc-
tor Larry Berger credits the sta-
tion’s No. 1 status to what he calls
“the machine: personalities, music
and promotion.” He calls the coup
a culmination of a game plan set in
motion on June 30, 1983, when
“Power 95" dropped its successful
AOR fare for top 40. “That day
will live in infamy for many rock’n-
‘rollers,” jokes Berger.

He adds that WPLJ’s success in

ﬁz%
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WPLJ New York program director Larry Berger, right, chats with Barry Manilow,
who stopped in for a pre-New Year’'s Eve concert interview. While there,
Manilow also got a chance to see the “Power 95" studios in a relatively calm
moment, as the station’s No. 1 finish in the Fall Arbitrons became known after

his visit.

the Fall book is not the product of
any singular programming ele-
ment. ‘“We didn’t give away a
house or the Empire State Build-
ing. There was no big banana pro-
motion. It's just the machine roll-
ing along.”

At the time of WPLJ’s format
switch, 35% of the station’s audi-
ence was comprised of teens. That
percentage is now down to 18%,
which Berger says “puts us right
on target.” In securing the older
end of the pop demographic, WPLJ
has done especially well with fe-
male listeners.

Another thrilled executive is
WLTW general manager George
Wolfson. Commenting on the sta-
tion’s share-and-a-half jump, Wolf-
son says, ‘“We had a game plan and
it worked. It’s the result of a tre-
mendous team effort.”

At WBLS, program director
B.K. Kirkland credits the station’s

..newsline...

SHAUN SHEEHAN, senior vice president of public affairs and communica-
tions for the National Assn. of Broadcasters, has left that post to es-
tablish a Washington office for Tribune Broadcasting. Tribune owns
five radio outlets and the Tribune Entertainment and INN Indepen-
dent News program operations. The company also owns six tv stations.
Sheehan, an eight-year NAB executive, joins Tribune as vice president,
Washington.

CHUCK BORTNICK, vice president/general manager of WSHE/WSRF Ft.
Lauderdale, has been elected president of the South Florida Radio
Broadcasters Assn. Former president Stan Cohen, vice president/gen-
eral manager of WINZ-AM-FM Miami, remains on the board to head a
legislative action committee.

WLAC-AM-FM Nashville general sales manager David Manning is upped
to station manager, a promotion which coincides with the combo’s
change of hands from Sudbrink Broadecasting to New York-based
Price Communications.

JAG COMMUNICATIONS of Virginia Inc. has reached an agreement to sell
its WLPM-AM Suffolk, Va. to newly-formed Suffolk Broadcasting.
The sale, pending FCC approval, represents most of JAG’s assets and
includes real estate that brings the total purchase price to $600,000.
Suffolk Broadcasting is a partnership between local businessman
James Russell and attorney Hubert Young Jr.

success to several factors, with an
emphasis on special programming.
Music-wise, Kirkland says WBLS
“is just far enough ahead on the
hits” in terms of future pop cross-
overs. “We are trying to take this
station to the people,”” the PD
notes, “‘and it’s working.”

As for special programming,
Kirkland cites WBLS'’s series of
live concert broadcasts from the
Red Parrot venue, the “Dance Par-
ty” and “High-Five” features and
the popularity of the station’s
“Quiet Storm”’ program.

Fall Arbitron results for most of
the top markets will appear in next
week’s issue.

M Award
Deadlines Set

NEW YORK Entries for the an-
nual Major Armstrong Awards for
excellence and originality in pro-
gramming are due April 1. The
awards were initiated in 1964 in
honor of FM radio inventor Major
Edwin Armstrong.

The six award categories encom-
pass music, news, news documen-
taries, public and community ser-
vice, education and creative use of
the medium. In addition, three spe-
cial awards will be offered for
technical achievement in broad-
casting and/or receiving radio sig-
nals; innovative station program-
ming and/or management; and
outstanding service to the telecom-
munications industry by an indi-
vidual or organization.

The awards are sponsored by
the Armstrong Memorial Research
Foundation in cooperation with the
National Radio Broadcasters
Assn. Entry forms are available
from, and should be sent to, the
NRBA in Washington, D.C.

S
dcF

Programmers reveal why they have jumped on
particular new releases.

POP

Jim Harper, program director at newly debuted pop outlet WDTX
(99DTX) Detroit, has dug down deep to find a remedy for the some-
what slow post-holiday release schedule. Appropriately, the antidote
comes from the Cure’s “Close To Me” (Elektra). To tap into a large
portion of the 99DTX 18-34 demographic, Harper has been pursuing
charts in local papers and Rockpool to get a handle on what college
students are buying, and the Cure emerges from those sources as a
major contender. Contrary to the Cure’s image as a relatively alter-
native rock band, Harper says the track in question is “‘not punk. It’s
got a neat dance beat, not nearly as experimental as you might ex-
pect.” Also emerging as a post-season savior is Marshall Cren-
shaw’s “Blues Is King” (Warner Bros.), from the artist’'s “Down-
town”” album. “This is right in everybody’s pocket,” reports Harper.
“It’s not blues, but a nice mix of that Crenshaw/Buddy Holly
sound.” Finally, the syndicated British program “Rock Over Lon-
don” brought the import “A Good Heart” by former Undertones
member Feargal Sharkey to Harper’s attention. The song is sched-
uled for domestic release on A&M shortly, and the PD describes it
simply as “‘a neat pop tune.”

BLACK/URBAN

WYVEE Atlanta music director Ray Boyd is going into 1986 with an
add list that offers a little something for all parts of the station’s
wide listenership. Satisfying almost all of that audience, says Boyd,
is Grace Jones’ “Slave To The Rhythm” (Manhattan/Island). The
track came to Boyd's attention after perking the ears of the Dixie
Dance Kings, an Atlanta record pool that “we watch very closely,”
he says. Luring WVEE's 12-24 group is the latest single from Five
Star, “Let Me Be The One” (RCA). For the adult audience, Boyd is
high on Rene & Angela’s “Your Smile” (Mercury), a “very well-pro-
duced, slow-tempo love song.” Additionally, the music director says
Whitney Houston’s debut and Luther Vandross’ ““The Night I Fell
In Love” are two 1985 albums showing no signs of losing strength in
early 1986. From the former, Boyd has added “How Will I Know”
(Arista), and he says he is happily surprised to find that listeners
have not tired of the young artist. And “If Only For One Night”
(Epic) is Vandross’ latest single, which Boyd had already established
as an album cut earlier.

COUNTRY

Moving into the New Year, KOLO Reno program director Tony
Thomas has some positive predictions about the status of country
music in 1986. Crediting Nashville's ability to recognize that “new
artists now will be their lifeblood in a few years,” Thomas is indeed
ringing in the new with his recent adds. At the top of the list is “Ar-
lene” (Columbia), by former Johnny Cash guitarist Marty Stewart.
A product of the label’s Horizon '86 program, it's is an uptempo
rockabilly track. Secondly is Pake McEntire’s “Every Night” (RCA),
a “country/western swing with a hard edge,” per Thomas's descrip-
tion. According to the PD, McEntire is not riding on sister Reba’s
coattails: “This is a very strong debut which will give him enough
credibility to stand on his own merits.” Another newcomer on KO-
LO’s post-Christmas list is Randy Travis, who is generating solid re-
sponse with his “1982” (Warner Bros.), a song that Thomas contends
exemplifies Nashville's adroitness in making a traditional country
sound fresh for the younger listeners. From better established
ranks, the programmer expects that “100% Chance Of Rain”
(Warner Bros.) will solidify Gary Morris’ career. “The quality of this
song, combined with the exposure Morris will get on this season’s
‘The Colbys’ tv episodes, should make him a well-known star.”” And
from sillier ranks, Thomas is making use of Ray Stevens’ “Ballad Of
The Blue Cyclone” (MCA) while he can. “It’ll see a fast burnout,”
says Thomas of the wrestling ode. “But anytime you can get ahold
of a relevant novelty record, you can’t go wrong with it in drive
time,” a shift Thomas handles in the morning.

KIM FREEMAN
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BY PAUL DREW

The author is a leading radio pro-
gramming and management con-
sultant. He has been associated
with radio stations in all parts of
the U.S., including New York, Los
Angeles, Detroit, San Francisco,
Chicago, Boston, Miami, Philadel-
phia, Atlantae and Dallas/Ft.
Worth. More than 2,000 radio
broadcasters have attended his
Professional Programming Man-
agement Seminars. His new col-
umn, PD to PD, will appear
monthly in Billboard.

The new year begins and so begins
this new Billboard column with
our random thoughts . ..

How often do you hear a pre-sell
for music end with ‘‘next,” and the
“next” is commercials? . . . Why do
some one-liners on too many sta-
tions sound like paragraphs? ...
Why do they say ‘““a.m.’”’ and
“p.m.” on the radio? Aren’t these
written abbreviations? Ever hear
“Mr.” instead of “Mister”’?

In 1966 the average length of a
top 10 record was 2:42. Along came
“Hey Jude.” It was 3:08 in 1970,
3:33 in 1975. It reached 3:41 in
1980. A few weeks ago it was over
4:00. If your station plays current
hits, anyone listening 20 minutes
hears less variety than ever, don’t
they?

Less than three years ago, NBC
Radio president Randy Bongarten
was vice president in charge of the
General Electric radio stations ...
To your listeners—the station’s
customers—what difference does
it make when the list is changed,
records added or removed?

There were just a few winners in
any large market before comput-
ers and the research era of pro-
gramming. What’s changed? As al-
ways, the personality of the radio
station is an extension of the pro-
grammer’s personality. How many
interesting and entertaining per-
sonalities do you know?

Get well wishes to Gordon
McLendon. What he and his sta-
tions did in the '50s is still copied
today. Michael Spears, a McLen-
don graduate, says, “It’s easier to
get a new audience than a new
idea.” Get out those old airchecks.

Some stations add a record into
a light rotation of two or three
plays a day. A new record to the
listener is like a new face in a
crowded room. When you enter,
don’t you seek out the familiar
ones and feel more comfortable
with them? The more your station
plays a new add, the sooner your
audience learns it and becomes fa-
miliar with it.

Several years ago Australian ra-
dio broadcasters thought program
consultant Rod Muir’'s ideas were
old hat. Today the stations he
owns are top rated in their mar-
kets . .. Look out for Q107’s assis-
tant PD, a prime candidate to win
as a major market PD in 1986. Why
don’t more PDs think and speak
like WBBM-FM’s Buddy Scott?

When major market stations go
looking for morning personalities,
why is it they almost always think
“disk jockey”? Hollywood is load-
ed with talented, famous and un-

PD to PD

adio

employed tv stars of yesteryear.
Talk radio was created with non-
radio people who could talk ...
The best promos on radio today?
You see and hear them on MTYV.
Pittman and Garland are radio
guys.

Unsung program heavy: WRKO
vice president and general manag-
er Dan Griffin. When he was at
NBC’s WYNY, Dan created the
Dr. Ruth radio show and the popu-
lar weekly Sinatra show. He’s the
one who brought Bernard Meltzer
to WOR, the station’s biggest
money maker.

RKO’s first lady top 40 jock in
1973 is today’s highly rated KLOS
morning personality, with num-
bers better than the much publi-
cized Frazier Smith’s. She was 20,
single and scared when she joined
KFRC. Today Shana is married
and raising three kids while play-
ing the hits.

Recommended reading for pro-
gram directors: ‘“Marketing War-
fare” by Al Ries and Jack Trout.
They are the authors of ‘“Position-
ing: The Battle For Your Mind,” a
must for every PD.

The increasing high cost of pro-
motion and marketing in the '80s
moved the test marketing of rec-
ords offshore. Later this year we’ll
have more to say about promo-
tion, radio and regional hits ...
With new technology everywhere,
why is radio still so dependent on
ARB’s manual diary system of the
mid-'60s? ... What do Bob Pitt-
man and Lee Abrams have in com-
mon? The answer next time.

NAB/NRBA UNIFICATION

(Continued from page 3)

spot would expire after three years.

Further, the accord recommends
that the television board have no
veto power over radio board deci-
sions. NRBA members joining NAB
would have dues kept at NRBA’s
existing level.

In a joint statement, NRBA presi-
dent Bernie Mann and NRBA board
chairman Bill Clark said: “We are
confident that the independent spir-
it that has typified NRBA can
strengthen NAB radio and that the
radio industry will benefit by the
joining together of the two organi-
zations.”

Sources at both organizations say
the key to the rapprochement was a
spirit of cooperation and trust at ra-
dio conventions co-sponsored by the
NAB and NRBA in the last two
years.

Said NAB radio board chairman
John Dille III: “The success of our
joint sponsorship . . . seems symbol-
ic of an overwhelming industry de-
sire for the NAB and NRBA to get
together in a way that will give ra-
dio the kind of unity that can take
advantage of the strengths of the
two associations while preserving
radio’s autonomy.”

The NAB was founded in 1922
and has more than 4,500 radio mem-
bers. The NRBA was founded-in
1959 as the National Assn. of FM
Broadcasters, a splinter group of
NAB. It became the NRBA in 1975
and currently has 1,850 members.
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by Kim Freeman

IOX

DAVE SHOLIN steps up to the
program director post at KFRC
San Francisco. A midday talent
for the AM pop/games station
since 1981, Sholin had also been
music director and a personality
for KFRC from 1974 to 1977, until
he was promoted to MD of the
RKO chain. Also the top 40 editor
for the Bay Area-based Gavin Re-
port, Sholin replaces Mike Phil-
lips, who left recently for the PD-
ship at KOIT-FM San Francisco.

Joining the Bay Area market is
former WAVA Washington pro-
gram director Smokey Rivers,
who ships into Price Communi-
cations’ AC outlet, KIOI San
Francisco. WAVA general manag-
er Alan Goodman calls it a com-
pletely friendly development and
is currently interviewing candi-
dates for Rivers’ replacement at
the Doubleday hit outlet. On a less
friendly note is the departure of
morning team Charley & Harri-
gan. “Let’s just say they are no
longer employed here,”” says
Goodman, who has moved after-
noon man Don Geronimo into AM
drive.

Sholin moves
up at KFRC

WLS-AM CHICAGO plays Santa
to veteran morning jock Larry
Lujack, who, after 10 years in
that shift, will be able to sleep in
come Monday (6). At that time, Lu-
jack will move to the afternoon
drive shift, where he’ll be joined
by another WLS regular, Rich
McMillan. Moving into the early
shift, then, is AM midday man
Fred Winston. Lujack is a hard
act to follow, but Don Wade is go-
ing to give it a run for the money
as new man in the evening slot.
Wade joins the ABC AM hit outlet
from WUSN-FM Chicago, where
he was morning and, later, midday
man.

Correcting a mishap in our year-
end issue, Frank Benny joins
WYRK Buffalo after 19 years
with neighboring WGR Buffalo,
not WJR Detroit . .. The director
of broadcast operations post at
CBS’s WCAU-FM Philadelphia
was eliminated recently, putting
16-year broadcasting veteran
George Nice on the relocation
trail. After overseeing all facets of
WCAU’s activities for the past
seven years, Nice is looking for a
similar post, preferably in Philly.
He can be reached at (215) 696-
5075 ... Rick Sklar moves his
Sklar Communications consulting
firm to 100 Park Ave., New York
10017; (212) 870-0077.

As the result of an anticipated

format change, WQUE-AM New
Orleans has-laid off nearly all of
its on-air staff. All of the jocks ex-
cept Jeffrey Trapagnier, who re-
mains as operations manager,
were given their pink slips Dec. 20.
The former top 40 station will soon
adopt Satellite Music Network’s
“Heart & Soul” format. In the in-
terim, WQUE-FM’s programming
will be simulcast on the AM outlet.

At presstime, WLIR Hemp-
stead, N.Y., was still running un-
der the hand of Phoenix Media
(Billboard, Dec. 28), with Long Is-
land Radio Communications still
waiting on a few engineering mat-
ters for a final go-ahead from the
FCC on activating its interim li-
cense. LIRC says it will take the
station over “‘this month,” and has
selected the WNUU-FM calls to
underscore the station’s emphasis
on new music. A month ago, Phoe-
nix Media moved the WLIR-FM
calls to Herkimer, N.Y., where
they replace WMYL, a Phoenix-
controlled outlet.

Additionally, WLTW New York
talent Holly Levis should not be
counted as a definite WNUU per-
sonality. According to Levis, she
and LIRC have been negotiating,
but have yet to sign a contract. Le-
vis adds that, when considering
the WLIR/WNUU morning post,
she intended to keep her full-time
swing post at “Lite FM,” where
she remains.

AS IF THERE WEREN'T
enough festivities going on at new
market leader WPLJ New York,
the pop station is also celebrating
the fact that morning man Jim
Kerr has signed a new-five year
contract. The exclusive agreement
comes well in advance of the sum-
mer '86 expiration date on Kerr's
last contract . . . Back in San Fran-
cisco, KMEL brings Katie Eyerly
in as promotion director from
neighboring KYUU.

The batphone at KBAT Mid-
land, Tex., has a little different
sound to it these days. Roughly a
month ago, the outlet dropped
country for rock’n’roll under the
direction of Mark Lapidus. Lapi-
dus had held the same post at
nearby KUFO. At the new AOR,
the PD brought four KUFO staff-
ers along with him, including mu-
sic director/personality Dru Daw-
son.

Anyway, KBAT appears to off
to a good start as a rocker, with
morning man Lapidus recruiting
one male listener to “‘pop the ques-
tion.” The listener’s wife-to-be
was quick to announce her accep-
tance via KBAT’s airwaves, and
the couple has set a March 15 mar-
riage date. At presstime, Lapidus
was lobbying for on-air ceremo-
nies.
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A Stone’s Throw Away. Pictured taping a WMMR Philadelphia “Live In
London” broadcast are, from left, Bill Wyman of the Rolling Stones; Denny
Somach, producer of the series; and WMMR’s morning man John DeBella and
news director Mark the Shark. Wyman was a recent featured guest on the show.

Christmas Concert Cheers. Following the WNEW-FM New Yark Madison
Square Garden Christmas concert with headilinzr Roger Daltrey, station staffer
Scoft “Santa” Muni greets special guest visitors Yoko Ono and son Sean
Lennon. Also on stage are, from left, WNEW air personalities Maxanne Satori,
Pete Fornatale and Dennis Elsis. The concert was cne of WNEW's annual
benefits for Cerebral Palsy victims. (Photo: Chuck Pulin)

Smile for Shannon. Pictured from
left in front of the WDKX Rochester,
N. Y. van are program director Andre
Mareel and Mirage/Atlantic recording
artist Shannon. Shannon visited the
station for a live studio interview
following a local concert stint.

Hooters’ Hoopla. Posing for a picture at a WAVA Washington Hooters video
party are, from left, David Uosikkinen of the Hooters, Lisa Wolfe of CBS
Records, Eric Bazilian and Andy King of the group, nighttime jock Tom Kent and
music director Gene Baxter of WAVA, Rob Hyman of the band, station
promotion manager Kathi Kolodin, group member John Lilley, and CBS Records'
Ritch Bloom. The party featured the world premiere of the band's new video,
“Day By Day.”

—

Gridlocked Gridiey Granted. Paul Harris, left, morning man on WYNY New
York, awards the “Gridley” trophy (Biilboard, Dec. 28) to random motorist Amir
Rostom live on the air from 49th St. and Lexington Ave. This hot traffic spot was

voted worst mess in Manhattan by WYNY listeners. Upcoming will be “WYNY Stars” segment.

Chubby C and Chicago’s King

B. Chubby Checker, left, joins WJMK-
FM Chicago afternoon air personality
“King B" Ron Britain for a rock’n'roll
retrospective.

in Country Arms. New York’s country radio flagship station WHN clicks midday
air personality Lee Arnold, right, with crooner/musician extraordinaire Charlie
Daniels. Daniels stopped by the WHN studios to tape Arnold’s *“Visit With The

Skywatch’ to help remedy the problem with its own live helicopter reperts.

NYMRAD Kneel. Celebrating at the
New York Market Radio Broadcasters
Assn.’s recent 13 Rock'n’Roll
Christmas luncheon are, from left,
singer/ songwriter Del Shannon,
United Stations Radio Networks
president Nick Verbitsky, rocker Gary
U.S. Bonds, WRKS New York vice
president and general manager Barry
Mayo (who served as event
chairman), and NYMRAD executive
director Maurie Webster. Shannon,
Bonds, the Coasters and the Crystals
alt performed for the 1,000 radio
industry executives and advertisers
present.
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esterHits .

Hits From Billboard 10 and
20 Years Ago This Week

POP SINGLES—10 Years Ago

. Convoy, C.W. McCall, mam

. | Write The Songs, Barry Manilow,
ARISTA

. Theme From “Mahogany” (Do You
Know Where You're Going To),
Diana Ross, moTown

. Love Rollercoaster, Ohio Players,
MERCURY

. Saturday Night, Bay City Rollers,
ARISTA

. Fox On The Run, Sweet, caritoL

. | Love Music (Part 1), O'Jays,
PHILADELPHIA INT'L

. That's The Way (I Like It), K.C. &
the Sunshine Band. 7«

. Love To Love You Baby, Donna
Summer, 0asis

. Times Of Your Life, Paul Anka,
UNITED ARTISTS

POP SINGLES—20 Years Ago
. We Can Work It Out, Beaties,
CAPITOL

. Sounds Of Silence, Simon &
Garfunkel, coLumaia

. She's Just My Style, Gary Lewis &
the Playboys, LIBERTY

. Flowers On The Wall, Statler
Brothers, coLumeia

. Ebb Tide, Righteous Brothers,
PHILLES

. EOpwllgr And Over, Dave Clark Five,

. |1 Got You (] Feel Good), James
Brown, kinG

. Five O'Clock World, Vogues, co & cE
. Turn! Turn! Turn!, Byrds, coLumeia
. Day Tripper, Beatles, capitoL

TOP ALBUMS—10 Years Ago

. Chicago IX—Chicago's Greatest
Hits, coLumeia

. Gratitude, Earth, Wind & Fire,
COLUMBIA

. America's Greatest Hits, warRNER
BROS.

OV N O N A W N =

—

[

. The Hissing Of Summer Lawns,
Joni Mitchell, asyLum

. Windsong, John Denver, rRca

. KC & the Sunshine Band, Tk

. Helen Reddy's Greatest Hits,
CAPITOL

. Honey, Ohio Players, MERCURY
. Family Reunion, O'Jays, PHILADELPHIA
INT'L

. Still Crazy After All These Years,
Paul Simon, coLumBiA

TOP ALBUMS—20 Years Ago

. Rubber Soul, Beatles capitoL

. The Sound Of Music, Soundtrack,
RCA VICTOR

. Whipped Cream & Other Delights,
Herb Alpert’s Tijuana Brass, aam

. December’s Children, Rolling
Stones, LONDON

. Going Places, Herb Alpert’s
Tijuana Brass, Aam

. L’gﬁ Best Of Herman's Hermits,

l

O VLW NoOU A~ W N

-

. My World, Eddy Arnold, Rca/vicTOR

. Harem Scarum, Elvis Presley, rca

. My Name |s Barbra, Barbra
Streisand, cotumBia

. Welcome To The LBJ Ranch,
Various Artists, capitou

COUNTRY SINGLES—10 Years Ago

. Convoy, C.W. McCall, mgm

. When The Tingle Becomes A Chill,
Loretta Lynn, mca

. The Blind Man In The Bleachers,
Kenny Starr, mca

. This Time I've Hurt Her More Than
She Loves Me, Conway Twitty, mca

. Just In Case, Ronnie Milsap, rca

. Easy As Pie, Billy "'Crash”
Craddock, aBc/0oT

J hg}\ It Shine, Olivia Newton-John,

o WON o O, > w N

-

. Overnight Sensation, Mickey
Gilley, pLayBoY

. Sometimes | Talk In My Sleep,
Randy Cornor, aBc/0oT

. The Happiness Of Having You,
Charley Pride, rca

SOUL SINGLES—10 Years Ago

Sin& A Song, Earth, Wind & Fire,
coLdmBia

. Wake Up Everybody, Harold Melvin
& the Bluenotes, PHILADELPHIA INT'L

. Walk Away From Love, David

Ruffin, motown

. Love Rollercoaster, Ohio Players,
MERCURY

. Love To Love You Baby, Donna
Summer, oasis
. Full Of Fire, Al Green, LONDON

. You Sexy Thing, Hot Chocolate,
ATLANTIC

. Free Ride, Tavares, capiToL

. Once You Hit The Road, Dionne
Warwicke, wARNER BROS

. Turning Point, Tyrone Davis, DakAR

—
o v [- | [ &4 oW N =

N =
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UNITED
BTN

PROGRAMMING NETWORK

The Weekly Country Music Countdown is country
music’s most popular radio program because we play
NOTHING BUT THE HITS. Radio & Records’ Top
Thirty—that’s all. No duds. Your

audience hears popular songs [ | YT TA
when they tune in at the be- I' A | & Y ”/ /
ginning, just as they do

throughout the show. And { J Lr\\J l; ?l
they hear the very songs Y |
your station has made ( J \J
popular. .

We feature the ARTISTS IN PERSON. The stars
support the show by joining host Chris Charles for
personal interviews. From superstars like Willie and
Kenny to newcomers like the Forester Sisters and

Kathy Mattea. Your listeners hear the stories behind
the songs from the artists themselves.

New York Washington, D.C. Chicago

We present a CONCISE THREE-HOUR FORMAT.

Our fast-paced program, filled with hit music and the

artists that make it, is designed with audiences and
pregrammers in mind. We won't

y stretch our program to add more

national advertising at the

) \ expense of the show or at

y tHe expense of your listeners.

7 7 THE WEEKLY COUNTRY
OW | MUSIC COUNTDOWN. For over
for winning radio stations.

four years, the winning ingredient
For National.Sales information, call our New York
ofﬁoe‘ at (212) 575-6100.
For Station Clearance information call United Sta-
tions Programming Network Affiliate Relations in
Washington, D.C, at (703) 556-9870.

|
M 4P

Detroit Dallas Los Angeles London
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L Ermitage Hotels,
a collection of
originals.

t a time when most hotel chains are

taking their design concepts down the
path of the “golden arches,” LUErmitage has
opened five intimate, absolutely unique all-
suite luxury hotels in the most prestigious
ten block area of Los Angeles.

he movie, television and recording studios

are our neighbors. Beverly Hills and
E Wilshire Boulevard are
around the corner.
Downtown and LAX are
® twenty minutes. We've
' chosen prime, quiet,
¢, residential settings in
the heart of one of
# the busiest cities
in the world.

t a CErmitage hotel, the finest European-

styled service and attention to detail
are coupled with ahead-of-the-art American
conveniences. The concept of value has
been redefined to mean getting something
valuable for your money. You stay in an
outstandingly appointed suite for the tariff
of a good hotel room.

ulti-lined telephone systems with con-
ference capabilities, in-suite meeting

and dining facilities, limousine service and

an excellent concierge are just part of your
stay at a LU Ermitage hotel.
he inspiration for each hotel is its original
art. At UErmitage, our Five Star, Five
Diamond flagship hotel, warm dark woods
and old master canvases -
give an air of gentility.
Mondrian’s extraordinary
exterior painted by Agam
sets the tone for exquisite
contemporary suites with
spectacular city views.
At Le Dufy, the dreamlike
softness pays homage to the
artist for whom it was named.

The Bel Age’s period furniture and old master
paintings give the ambiance of a French coun-
try manor. Casual is the feeling at Le Parc, a
hotel designed as a business person’s retreat.

"Ermitage Hotels has taken a fresh look

at American business through the
collector’s eye. Come stay with us. Call
your travel agent or call us directly.

~ Promotions

HOMEMADE AID

Crafted With Pride

Contact: Ann Pinkerton

You've seen Bob Hope and other ce-
lebrities touting American made
fashions on the tv, and now it’s time
for the radio business to lend its
weight to “Crafted With Pride In
The U.S.A.” It's a national effort to
give the textile, fiber and apparel in-
dustries a shot in the arm by raising
awareness and consumption of
clothes and home furnishings with
the “Made in U.S.A.” label.

As an incentive to lure radio’s in-
volvement, the non-profit Crafted
With Pride organization is offering
over $50,000 in prizes to outlets that
craft the best local promotions for
the cause. Four prizes are guaran-
teed in each market with participat-
ing outlets. The period for airing
these Pride promotions is Jan. 1
though March 15, and the group has
made provisions for over 200 sta-
tions to win.

Per CWP’s specifications, individ-
ual station projects can include spe-
cial events, listener contests and
other elements. Entries must be
submitted by March 20 and will be
judged on creativity, community im-
pact and response as determined by
a panel of radio experts and CWP
council members.

Any station that supports the
Council’s efforts to save American
jobs by airing Crafted With Pride
PSAs is eligible to enter the contest.
Like the tv messages, these an-
nouncements are voiced by the likes
of Bob Hope, Linda Evans, Sammy
Davis Jr., 0.J. Simpson, Sally
Struthers and other notables.

Stuart Epperson of WTOB Win-
ston-Salem, N.C. is acting as nation-
al chairman of radio broadcasters
for CWP. For more information,
contact WTOB’s Scott Gregory at
(919) 723-4353, or Ann Pinkerton of
Carl Byoir & Associates at (212) 986-
6100.

FINISHING OUT A YEAR of com-
mendable charity projects, WBAB
Babylon, N.Y.’s Bob Buchmann
and Robyn Lane chaired a mara-
thon 102.3-hour broadcast to solicit
pledges for Long Island’s “Charity
Begins At Home” campaign. De-
signed to raise funds for mentally
and physically handicapped resi-
dents of Nassau and Suffolk coun-
ties, the effort itself was orignally
concieved by Billy Joel ... And,
speaking of marathons, KMGG Los
Angeles has been designated the of-
ficial radio station for the Los Ange-
les Marathon, to be run March 9. As
a licensee of the event, KMGG will
be providing roughly $300,000
worth of airtime for the race, and
the tie-in opportunites should be
phenomenal.

In the recent and sporadic nation-
al attempts to encourage reading in
this country, one angle was over-
looked. Next time around, Ameri-
ca’s librarians might want to check
in with WSKS-FM Cincinnati’s
Robin Galluzzo, who brought a lot
of attention to the city’s library with
arecent stunt. Pulling a twist on the
hide-and-seek gag, 96 Rock’s pro-
gram director Marty Bender
stashed $196 and a pair of tickets to
John Cougar Mellencamp’s sold-out
show at the public library in a book

(Continued on page 139)
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Stations Offers
Labels a New
‘Playola’ Plan

NASHVILLE Jack Bursack,
general manager of WSVT-AM
in Smyrna, Tenn., is betting
there’s still room in broadcast-
ing for an idea as simple as
charging record companies to
play their records. He calls it
“playola.”

Unlike payola, which has the
same commercial underpin-
ning, playola will be out in the
open—and, says Bursack, per-
fectly legal.

Bursack’s 250-watt daytimer
is on the outskirts of Nashville.
He says he believes this prox-
imity to the ears of top music
executives will induce small la-
bels, particularly, to buy show-
case time for new product.

His real ace in the hole,
though, is Captain Midnite, a
locally legendary air personal-
ity, long celebrated for his wit,
imagination, zaniness and
friendship with country music
stars. Midnite (Roger Scutt) is
on the air from 6 to 8 a.m. and
from 2 p.m. to signoff. The
weekend features ‘“The Best of
Captain Midnite.”

WYVST is offering labels and
artists five-minute blocks at
$18 a spot to introduce the re-
cord, play it in full and end with
a commercial tagline. “All they
have to do is supply us with the
record,” Bursack explains,
“and we’'ll do the script for
them. We’ll play anything, but
we have to listen to it first.”
There is a five-spot minimum.

WSVT follows a country/
pop music and comedy format
in its regular programming.
Bursack readily admits his ma-
jor reason for making this of-
fer is to raise station revenues,
but he says the callousness
with which radio programmers
often treat new records was an
added incentive.

The station’s eclectic format
will make the inclusion of mu-
sic ads of all sorts “realistically
palatable and acceptable,” Bur-
sack predicts. “I think adults
can tolerate a lot.”

EDWARD MORRIS

PROMOTIONS

(Continued from page 18)

appropriately titled ‘“Small Town
America.” A cab driver with little
regard for parking laws was first to
locate the volume.

In another attempt to nurture
scholarly pursuits, WGBW-FM
Green Bay, Wis. ran a nifty promo
for students preparing for final ex-
ams. During its “Grand Slam Exam
Scam,” WGBW gave out Care pack-
ages valued at roughly $200. Includ-
ed were aspirin, Rolaids, No-Doz,
coffee, 12 bottles of white-out,
breakfast and a copy of the Serenity
Prayer. A simple promotion that
would surely endear any college-
town station to a primed audience.

KIM FREEMAN

‘-n---_
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If you spend money here, you'll rave money later.

Planning, buying or estimating media, these publica-
tions save you time, effort and dollars.

SRDS publications give you the latest, most compre-
hensive and complete information available anywhere,

And, the information is standardized so you'll never com-
pare apples and oranges.

To plan smart and buy smart ail year long, order the
books you require today.

BUSINESS PUBLICATION RATES AND DATA. Monthly. More
than 4,400 business, trade and technical publications, includes
editorial profiles, rates, mechanical requirements, copy regulations,
circulation, personnel, issue and closing dates. BUSINESS PUBLI-
CATION PART il. Monthly. Includes classified rates for 1,800 busi-
ness, trade and technical publications.

CONSUMER MAGAZINE AND AGRI-MEDIA RATES AND DATA.
Monthly. More than 1,500 consumer and 400 farm publications.
NOW INCLUDES RADIO AND TV STATIONS WITH FARM PROG-
RAMMING. Consumer and farm listings include editorial profiles, ad
rates, mechanical requirements, copy regulations, circulation, per-
sonnel, issue and closing dates. Radio and TV listings contain prog-
ramming descriptions, facilities, farm program schedules, farm affili-
ations, rates and other pertinent data.

NEWSPAPER RATES AND DATA. Monthly. 1,600 U.S. daily news-
papers, newspaper groups, supplements and comic sections. In-
cludes ad rates, special features, contract and copy regulations,
mechanical requirements and latest circulation figures.

CO-OP SOURCE DIRECTORY. Semi-annually. Over 3,800 co-op
advertising programs. Each includes eligible media, timing, accrual,
participation, ad specifications, media requirements, aids available
from manufacturer, reimbursement method and more.

SPOT TELEVISION RATES AND DATA. Monthly. All commercially
operated TV stations, national/regional television and cable net-
works and groups. Geographically arranged with rates, special fea-
tures, closing times, facilities, programming formats, |D specifica-

srcls STANDARD RATE & DATA SERVICE, INC.

Quantity of Subscription Rates
Subscriptions Including Postage
Business Publication Rates and Data .............ccccouce... $325.00
Change Bulletins (Optional) $ 50.00
______ Canadian Advertising Rates and Data ................c...... $188.00
Community Publication Rates and Data ...................... $ 42.00
______ Consumer Magazine and Agri-Media Rates and Data . $292.00
Change Builetins (Optional) $ 50.00
Direct Mail Lists Rates and Data $190.00
Newspaper Circulation Analysis $ 81.00
Newspaper Rates and Data $294.00
Change Bulletins (Optional) $ 50.00
—_ Print Media Production Data $161.00

Spot Radio Rates and Data .........ccccoeoerrecrerncrerserennane $248.00
Change Bulletins (Optional) $ 50.00
____ Spot Radio Small Markets $ 82.00
—______ Spot Television Rates and Data .........cccccovererrevvrirninne $226.00
Change Bulletins (Optional) $ 50.00
_ Co-op Source Directory $172.00

Call the Circulation Department TOLL FREE at 1-800-323-4588 to expedite your order.

tions and station representatives for stations seeking national or re-
gional advertising.

SPOT RADIO RATES AND DATA. Monthiy. All commercially oper-
ated AM and FM stations, national and regional networks and
groups. Geographically arranged with rates, special features, clos-
ing times, facilities, representatives for stations actively seeking na-
tional or regional advertising.

‘DIRECT MAIL LIST RATES AND DATA. Bimonthly. Contains over

55,000 business lists and consumer lists. Subscription includes 24
updates over the year. Includes list source, rental rates, quantity,
commission, restrictions, test arrangements and method of addres-
sing.

COMMUNITY PUBLICATION RATES AND DATA. Semi-annually.
All NAAP members,plus other weekly newspapers and shopping
guides. Includes personnel, ad rates, closing time, circulation and
mechanical requirements.

PRINT MEDIA PRODUCTION DATA. Quarterly. Separate sections
on business publications, farm publications, consumer magazines
and newspapers. Includes information about shipping instructions,
binding method, reproduction materials in order of preference, print-
ing process, production specifications, inserts, bleeds, special is-
sues and closing dates.

PLUS — other valuable, time-saving references: SPOT RADIO
SMALL MARKETS EDITION AND NEWSPAPER CIRCULATION
ANALYSIS (NCA).

3004 Glenview Rd., Wilmette, IL. 60091

Please enter one-year subscription(s) for the publication(s) checked on
left.

[J Check enclosed for $ . .0 Billmy company.

0 Please send me additional information on Foreign Media Publications.

Name Title —
Company Name

Address

City/State/Zip

Type of Business _ Phone ()
Signature Date .

Ay m AN WON DG WS BN NN UGN DA NSNS MU NN DN BN SEN D B AN

I U BN TE R B Ny

iFABB

ﬁ-—-—--’

BILLBOARD JANUARY 11, 1986

www.americanradiohistorv.com

19


www.americanradiohistory.com

FOR WEEK ENDING JANUARY 11, 1986

Bilboard

©Copyright 1986, Billboard Publications, Inc. No part of this publlcatcon
may be reproduced, stored in any retrieval system, or transmitted, in any
form or by any means, electronic, mechanical, photocopylng recording,
or otherwise, without the prior written permission of the publisher.

TOP ROCK TRACKS

ARTIST
LABEL

Compiled from national album-oriented

radio airplay reports.

TITLE

&adio

Featured Programming

HAWAII LIVE RADIO will kick
off a special live-via-satellite broad-
cast of “A Country Music Salute to

by New York-based Taurus Com-
munications, headed by WNEW-
FM New York personality Dan

Westwood One Radio Networks,
Levine will add financial supervi-
sion of the newly aquired Mutual

- 1 | the Statue of Liberty” on Jan. 18. Neer. Broadcasting System to his duties.
111 Sl T MIKE & THE MECHANICS SILENT RUNNING | The program is being offered free The Creative Radio Network has He has been associated with
2 | 3 3 | g | ZZTOP STAGES to all country stations on a first prepared a four-hour salute to Judy Westwood since serving as the com-

WARNER BROSS come first served, market exclusive Garland, which is available to big  pany’s outside financial consultant
3|7 | 7| 5 | MRMSTER KYRIE basis. Stations have the option to  band, MOR, nostalgia and light AC  in 1975. He joined WWT in 1983 . ..
carry the entire 24-hour broadcast stations beginning in January. The Barnett-Robbins Enterprises has
4 BRSNS STEVIE NICKS TALK TO ME or a portion of it. The special ra- tribute is hosted by former KPRZ made some new appointments. Len
5 | 4 | 4 | 10| PETETOWNSHEND FACE THE FACE diothon can be picked up from Sat- Los Angeles (now KIIS) program Boardman is named national sales
ATCO com IR, Transponder 3, located at director and air personality Tom manager. Boardman, who was for-
6 9 9 5 ggb}&ﬁSPRINGSTEEN MY HOMETOWN 139 degree frequency band C. Thi§ Murphey. The program contains all merly with Drake-Chenault and
special salute will air across Ameri- the great Garland recordings as Eastman Radio, will be responsible
7 {10 | 10| 7 | PETETOWNSHEND GIVE BLOOD ca as well as 44 countries abroad. well as a rare interview courtesy of for the supervision of the sales de-
As reported in Billboard’s April WNEW-AM New York. According partment and the opening of offices
8|66 |m | HRS™ TONIGHT SHE COMES | | 27 issue, Hawaii Live had originally to CRN producer Pete Kline, the in New York and Chicago in 1986,
9 | 16| 16| 4 | IHEHOOTERS DAY BY DAY slated a 48-hour broadcast featur- special is for sale on a market exclu- Howard Schlossberg joins as assis-
ing top AC hit music for Nov. 15-17.  sive basis. tant to executive producer Jim
10 [RESERSERRE S| PAT BENATAR SEX AS A WEAPON However, according to executive Bronx-based Progressive Radio Hampton on “Street Beat” and
; 2 producer Tom Dancer, country sta- Network maintains its roster of cre- “Rock Of The World.” Larry Lew-
18| 8|10 FRI LOUEREFRE ALY tions were more amenable to this ative and offbeat short-form pro- is is made director of syndication/
12| 14| 14 | 11 | THEALARM STRENGTH enterprising project. gramming. For the week of Jan. 13, urban programs, and Jill Blu-
The broadcast will utilize Bill- “BLIMPS” offers phony drugs and menthal joins the station relations
13| 15| 15 | 7 | THEDREAMACADEMY LIFE IN A NORTHERN TOWN board’s top 100 country songs dat- futuristic bugs and “Laugh Ma- department.
ing from 1970 to the present. This chine” will feature such comics as The United Stations Program-
14 [EERSEEAN SURVIVOR BURNING HEART playlist will air throug‘})mut the pro- George Carlin, Joan Rivers, Bill ming Network promotes director of
15| 18 | 18 | 6 | ROGERDALTREY LET ME DOWN EASY gram. Each song represents a year Cosby and Eddie Murphy. “Sound Midwest sales Ruth Presslaff to
ATLANTIC of the First Lady of Liberty’s vigil Advice” looks at tips for stereo vice president/affiliate relations.
16 | 21 | & | 7 | STEVIENICKS I CAN'T WAIT in New York harbor. The special is  speakers and sound specs, and the Presslaff joined the company in
ASTA S0 being funded by the State of Ha- “Computer Program” talks about 1982 ... DIR Broadcasting names
17113 | 1310 3 waii, already providing this pledge piracy, students and used comput- Lauren Karasyk talent coordinator
18! 2| 20| 8 | RUSH MANHATTAN PROJECT number: 1-800-222-LADY. Addition- ers. for the weekly 90-minute “Almost
MERCURY ally, local merchants have donated Live Starring Richard Belzer.” Pri-
19| 19]19] 5 UEEN ONE VISION thousands of dollars in prizes, in- ARTHUR E. LEVINE has been or to joining DIR, Karasyk was di-
cluding a vacation to Hawaii. Any named president and chief financial rector of client relations for the
20|17 | w7 | 9 | DVNWLS £33 s station wishing to sign up should - officer of Westwood One Inc. For- rock group Kiss.
21| 25 | 25 | 4 | TOMPETTY SO YOU WANT TO BE A ROCK & ROLL STAR call Dancer at (808) 625-2381. me.rly e)fecutiv.e vice president and “Audiophile Audition,” the syn-
e chief financial officer of the (Continued on page 21)
2 | 12| 12 | 13 | SIMPLEMINDS ALIVE & KICKING E E?T%gl}tlANf/PS]UMgER RADII)O
K of East Boston has be-
23 [ENERNNOESTRY NMCHT RANGER SOl gun producing and syndicating vari-
2 30 30 4 S(’;.‘AARUE SEXTON BEAT'S SO LONELY ous one-minute fea@ures covering T Y
the worlds of music, sports and “ _\T(H Fon
25 (33| a3 | 3 | JOMPETTY NEEDLES AND PINS news. According to program man- J ‘
ager Tom Star, the company be-
2 | 22|18 g&”" COUGAR MELLENCAMP SARILYCLA] came so succesful locally that they BI llBo A RD
decided to market their programs
27 | B3| BB %AZR"!EQEROS SLEEPING BAG and ideas nationally. g
28 | 3 | 3 | 4 | AEROSMITH SHEILA The network currently offers 35 SPOT lI GHTS
different features. Ihcluded in the
29| 35 | 35 | 5 | STARSHIP Sl catalog is “Music Notes,” featuring . ’
: guest experts on reggae, rock and 5 ;
30 | 8| 28| 1 | GANGCHUNG TOLWEANDDEINLA |} £l offering insights in their fields. I\ ,’:[mmn :md I"(‘hrmln
31| 3 | | 3 | BRYANADAMS CHRISTMAS TIME Another feature is a series of Super ¢ S
Bowl commentaries by Upton Bell,
32| 32 | 32 | 6 | TWISTEDSISTER LEADER OF THE PACK former general manager of the
New England Patriots, which is
33 |3 | 3| 4 | DOKKEN THE HUNTER available to multi-formatted sta- WNTEH CES
34 | 4 | a0 | 3 | BONJOW SILENT NIGHT tions on a market exclusive basis |
MERCURY, via cash or barter. According to
35| 41 | 47 | 3 | SIMPLEMINDS SANCTIFY YOURSELF Star,d27 stations have already M M/DEM '86
signed up for this Jan. 22-28 series,
36 | 2 | 2 | g | LOVERBOY BRI in%]uding? WXKS-FM (“Kiss 108”),
37| 22| 27 | 8 | STEVIERAYVAUGHAN CHANGE IT a CHR outlet in Boston.
38 NEW)D STING RUSSIANS INDEPENDENT SYNDICATION CANADA
SERVICES, a Calabasas, Calif.-
39 (29| 29| 13| INXS [ESLNE based company, has been formed by M Tﬂy W D EU
BRYAN ADAMS IT'S ONLY LOVE Michael Catena to assist syndica-
0 | 38 | 3| 6 | aem tors and networks with affiliate re-
4 DIRE STRAITS WALK OF LIFE lations. Catena’s seasoned and di-
1 8181 ]% | wmenoros : verse background includes various H A 0/0 PHOGH A MM//VG
2ol gﬁ)AHN COUGAR MELLENCAMP  JUSTICE & INDEPENDENCE e e e m
4| wewp | DIRESTRATS O A0S THE RV | | e romenia o behalf of the
44 | a4 | 4 | 11 | CCLEMONS & J.BROWNE YOU'RE A FRIEND OF MINE Harlem Globetrotters. Catena has M EX EHC/SE WDEU
already begun handling the AOR
45 | 43 | 3 | 9 | RUSH [EERIORE program “Inner-View” and a new
p vignette entitled “This Day In
46 | 46 | 46 | 17 | JOHNCOUGARMELLENCAMP  RAIN ON THE SCARECROW Rgck.” y Paﬁ 72 A /VD
alalal %%LMCCARTNEY SPIES LIKE US Another new entry from NBC
Radio Entertainment is “Profile
48 NEWD bl TOO LATE ’86,” a monthly series of 90-minute M BE TTEH HAT//VGS
features highlighting interviews
49 | 3 | 3 | u | RN, THE BIG MONEZ and recordings with pop artists. The
50 | 43 | 48 | g | JONIMITCHELL GOOD FRIENDS program debuts Jan. 24-26 with
SR Loverboy. “Profile '86” is produced
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RESEARGH
PACKAGES

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

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

THREE TITLES
AVAILABLE:

Number One Adult
Contemporary Singles,
1961 through 198S5.
Lists Billboard issue date,
title, artist and label of the
number one record of each
week. $30.00.

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

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

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

Billboard Chart Research
Attn: Debra Todd
1515 Broadway
New York, NY 10036

Please send me the follow-

ing Billboard Chart

Research Packages:

G-1 O Number One Adult
Contemporary
Singles @ $30.00

G-2 O Top Ten Adult
Contemporary
Singles @ $30.00

G-3 O Top Adult Con-
temporary Singles
Of The Year
@ $30.00

O Individual yearly
lists from
(please list book
code number) for
__ please
list year(s) desired.

Check or money order is

enclosed in the amount of:

tSorey. no €.0.D. or billing.)

Name

Company

Address

City, State, Zip
Overseas air mail rates available
upon request.

All sales are final.
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FEATURED PROGRAMMING

(Continued from page 20)

dicated series of radio programs for
audio buffs, starts 1986 with weekly
broadcasts on 112 stations in the
U.S. as well as 37 in Australia. In ar-
eas where the local National Public
Radio outlet has not cleared the se-
ries of one-hour classical and jazz
programs, commercial outlets will
be secured. KOMC Phoenix is the
first commercial station to join ...
“The Voices Of Tennessee Home-
coming” is being offered by Madi-
son, Tenn.-based Radio Syndica-
tion, Inc. for airing Feb. 3 through
Dec. 31. This series of 238 one-min-
ute features will be hosted by au-
thor Alex Haley. The daily features
will star celebrities from all walks
of life talking about Tennessee and
Tennesseeans. JANICE GINSBERG
Below is a weekly calendar of up-
coming network and syndicated
music specials. Shows with multi-
ple dates indicate local stations
have option of broadcast time
and dates.

Jan. 3-5, Three Dog Night, Don
& Deanna On Bleecker Street, Con-
tinuum Radio Network, one hour.

Jan. 3-5, Eagles, Beatles, Isley
Brothers, CBS Radioradio, CBS
Radio Network, three hours.

Jan. 3-9, Louise Mandrell, Coun-
try Today, MJI Broadcasting, one
hour.

Jan. 39, Twisted Sister, Metal-
shop, MJI Broadcasting, one hour.
Jan. 4-5, Golden Oldies of the
’60s, Gary Owens’ Supertracks,
Creative Radio Network, three

hours.

Jan. 5, Andreas Vollenweider,
The Jazz Show with David San-
born, NBC Radio Entertainment,
two hours.

Jan. 512, Roger Daltrey, King
Biscuit Flower Hour, DIR Broad-
casting, one hour.

Jan. 512, Nick Lowe, Rock Over
London, Radio International, one
hour.

Jan. 6-12, Tom Petty, Part 11, In-
ner-View, Innerview Radio Net-
work, one hour.

Jan. 6-12, Christopher Cross,
Star Trak Profiles, Westwood One,
one hour.

Jan. 6-12, Temptations, Four
Tops, The Concert Hour,
Westwood One, one hour.

Jan. 6-12, Starship, Off The Rec-
ord Specials with Mary Turner,
Westwood One, one hour.

Jan. 6-12, Nils Lofgren, Nick
Lowe, In Concert, Westwood One,
90 minutes.

Jan. 6-12, Atlanta, Live From
Gilley’s, Westwood One, one hour.
Jan. 6-12, Ray Parker Jr. Part
11, Special Edition, Westwood One,

one hour.

Jan. 6-12, Larry Clinton, Encore
with William B. Williams,
Westwood One, two hours.

Jan. 6-12, Miami Sound Ma-
chine, Mundo Artistico, Westwood
One, 90 minutes.

Jan. 10-12, Billy J. Kramer & the
Dakotas, Don & Deanna On
Bleecker Street, Continuum Radio
Network, one hour.

Jan. 10-12, Pop Music’s Greatest
Family Acts, CBS Radioradio, CBS
Radio Network, three hours.

Jan. 10-17, Mickey Gilley, Coun-
try Today, MJI Broadcasting, one
hour.

Jan. 10-17, Aerosmith, Metal-
shop, MJI Broadcasting, one hour.

Jan. 11-12, Golden Oldies of the
’60s, Gary Owens’ Supertracks,
Creative Radio Network, three
hours.

Jan. 12-19, Mike Rutherford,
Part I, Rock Over London, Radio
International, one hour.

Jan. 13-19, Thompson Twins, In-
ner-View, Innerview Radio Net-
work, one hour.

Jan. 13-19, Talking Heads, Off
The Record Specials with Mary
Turner, Westwood One, one hour.

Jan. 13-19, Starship, Star Trak
Profiles, Westwood One, one hour.

Jan. 13, Motley Crue, Line One,
Westwood One, one hour.

Jan. 13-19, Patti Austin, Special
Edition, Westwood One, one hour.
Jan. 13-19, Les Brown, Encore
with William B. Williams,
Westwood One, two hours.

Jan. 17-19, Robert Plant, Super-
star Concert Series, Westwood
One, 90 minutes.

Jan. 17-19, Peter Albin, Big
Brother & the Holding Company,
Don & Deanna On Bleecker Street,
Continuum Radio Network, one
hour.

Jan. 17-24, Sawyer Brown, Coun-
try Today, MJI Broadcasting, one
hour.

Jan. 18-19, Golden Oldies of the
’60s, Gary Owens’ Supertracks,
Creative Radio Network, three
hours.

Jan. 1819, George Strait, Reba
McEntire, Salute to Country Vo-
calists of the Year, Creative Radio
Network, two hours.

Jan. 19-26, Mike Rutherford,
Part II, Rock Over London, Radio
International, one hour.

Jan. 19-26, Pete Townshend,
King Biscuit Flower Hour, DIR
Broadcasting, one hour.

Jan. 20-26, Heart, Inner-View, In-
nerview Radio Network, one hour.

Jan. 24-26, Fillmore Nights, Don
& Deanna On Bleecker Street, Con-
tinuum Radio Network, one hour.

Jan. 24-26, Beatles’ Greatest
Solo Hits, CBS Radioradio, CBS
Radio Network, three hours.

Bi

Billboard

ADULT CONTEMPORARY
MOST ADDED

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

NEW TOTAL
94 REPORTERS ADDS ON

THE DREAM ACADEMY 12 42

LIFE IN A NORTHERN TOWN
WARNER BROS.

BRUCE SPRINGSTEEN 10 70
MY HOMETOWN coLumsia

STARSHIP 8 9
SARA GRuNT

WHITNEY HOUSTON 7 59
HOW WILL | KNOW aRisTA

WHAM! 7 46

I’'M YOUR MAN coLumsia

HOT
ADULT

may be reproduced, stored in any retrieval system, or (ra_nsrnitted, ip any
form or by any means, electronic, mechanical, photocopying, recording,
or otherwise, without the prior written permission of the publisher.

g ©Copyright 1986, Billboard Publications, Inc. No part of this publication

CONTEMPORARY

Compiled from a national sample of radio piaylists.

ARTIST

@ 212110 THAT'S WHAT FRIENDS ARE FOR  ARISTA 1.9422 1 week at No. One
© DIONNE & FRIENDS
2 11110 SAY YOU, SAY ME  mMOTOWN 1819
& LIONEL RICHIE
@ 4| 8l9 | MISS YOU  MCA/CONSTELLATION 52606/MCA
& KLYMAXX
BROKEN WINGS Rca 14136
. oh G5 X & MR. MISTER
@ selisill7 GO HOME  TaMLA 1817/MOTOWN
& STEVIE WONDER
@ sl8!ls WALK OF LIFE wARNER BROS. 7-28878
& DIRE STRAITS
7 Tl EVERYDAY cCoLumBIA 38-05681
& JAMES TAYLOR
8 l6l6/1a SEPARATE LIVES (THEME FROM WHITE NIGHTS) aTLANTIC 7-89498
& PHIL COLLINS & MARILYN MARTIN
@ 9l9|7 SOMEWHERE (FROM "WEST SIDE STORY') coLumBia 38-05680
¢ BARBRA STREISAND
2l2) 7| THE SWEETEST TABOO  PORTRAIT 37-05713/EPIC
& SADE
@ 1811815 MY HOMETOWN  cOLUMBIA 38-05728
& BRUCE SPRINGSTEEN
YOU BELONG TO THE CITY mca 52651
12 |10 10) 14 @ GLENN FREY
@ 1414 8 SMALL TOWN  Riva 884202-7/POLYGRAM )
¢ JOHN COUGAR MELLENCAMP
1711716 TALK TO ME  MODERN 7-99582/ATLANTIC
STEVIE NICKS
MORNING DESIRE Rrca 14194
15 3113113 & KENNY ROGERS
IN SEARCH OF LOVE rca 14223
16 |ufnfs & BARRY MANILOW
@ nials HOW WILL | KNOW  ARISTA 1.9434
WHITNEY HOUSTON
TOO YOUNG  QWEST 7-28931/WARNER BROS.
18 154161 8 JACK WAGNER
YOU ARE MY LADY capITOL 5495
19 [19]19}15 & FREDDIE JACKSON
LOVE IS THE SEVENTH WAVE  asm 2787
@ 212215 WHEN THE GOING GETS TOUGH (JEWEL OF THE NILE THEME)
JIVE 1-9432/ARISTA ¢ BILLY OCEAN
@ 232316 THE HEART IS NOT SO SMART  GORDY 1822/MOTOWN
EL DEBARGE WITH DEBARGE
2 FREEDOM Rca 14224
3 [16]16) 38 & THE POINTER SISTERS
I'M YOUR MAN  coLumBia 3805721
@ 31|31 4 LIFE IN A NORTHERN TOWN  waRNER BROS. 7-28841
& THE DREAM ACADEMY
1 NEED YOU  coLumBiA 38-05726
% %)% 6 MAURICE WHITE
27 125125119 LOVE THEME FROM ST. ELMO’S FIRE  avLanTIC 7-89528
¢ DAVID FOSTER
28 | 24|28 | 16 HEAD OVER HEELS MERCURY 880 899-7/POLYGRAM
& TEARS FOR FEARS
29 [27]27 113 WHO'S ZOOMIN' WHO  arisTa 1-9410
ARETHA FRANKLIN
CHAIN REACTION rca 14244
Gl @ DIANA ROSS |
@ AR A CARAVAN OF LOVE 8BS ASSOCIATED 405611
& ISLEY/JASPER/ISLEY
@ 36|33 WHEN | GIVE MY LOVE TO YOU  waRrNER BROS. 7-28819
MICHAEL FRANKS FEATURING BRENDA RUSSELL
33 |2 15 BE NEAR ME  MERCURY 880626-7/POLYGRAM
i s * ABC
DREAMLAND EXPRESS Rrca 14227
4
ol i i I JOHN DENVER
PART TIME LOVER TamLa 1808
3 (30301 & STEVIE WONDER
TONIGHT SHE COMES  ELEKTRA 7-69589
4
36 39| & THE CARS
37 138|383 YOU'RE A FRIEND OF MINE coLumBia 38-05660
& CLARENCE CLEMONS & JACKSON BROWNE
LAY YOUR HANDS ON ME  ariS7A 1-9396
1
38 (33|15 & THE THOMPSON TWINS
DON'T STOP THE DANCE  WARNER BROS./EG 7-28887/WARNER BROS.
39 [SERaS BRYAN FERRY
40 |a0!40|18 TAKE ON ME  wWARNER BROS. 7-29011

& A-HA

O Products with the greatest airplay this week. @ Video clip availability. ® Recording industry Assn. Of
America (RIAA) seal for sales of 500,000 units. A RIAA seal for sales of one million units.
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Musicland Discovers New Charge Gard
Chain Testing Sears Service in Georgia, San Diego

BY GEOFF MAYFIELD

NEW YORK Musicland Group is
accepting Sears’ Discover charge

cided to give Discover a try because
it looks like it might be viable,” says
Keith Benson, the chain’s senior
viee president of finance.

Like other credit cards, Discover
holders accumulate “bonus dollars”
as they ring charges. Marrone ex-
plains that those ‘“‘real dollar divi-

TOP MlDLINE ALBUMS.

piled from a nati pt
and one-stop sales reports.

of retail store

TITLE
LABEL & NUMBER/DISTRIBUTING LABEL  (ORIG. YEAR RELEASED)

card at outlets in Georgia and San While other music merchandisers dends’ are accrued over the year 1 | 1 [116] AEROSMITH columsia pc-36865 1980) 12 weeks at No. One
Diego, the initial test markets for are investigating the possibility of and can be utilized in one of three AEROSMITH'S GREATEST HITS
the new Sears/Dean Witter charge using bank cards to pull funds di- ways. 2 | 2 |124| ELTON JOHN mca 37215 (1974) :
and financial services card. rectly from customers’ accounts, “The customer may elect to add ELTON JOHN'S GREATEST HITS
The American Can retail subsid- Musicland is not entertaining this those funds to their savings ac- 3 | 4 |124] THEWHO mca 37217 1971y
iary is the only major prerecorded route. ‘“We have no plans now to count, in which case the value will WHO'S NEXT
music chain to test the credit ser- test that,” says Benson. “I don'ten- be matched and doubled. The card 4 | 3| 44| BRUCE SPRINGSTEEN coLumsia pC-31903 (1973)
vice, although the card is also ac-  vision that we would be a front-run-  holder may also elect to use the dol- GREETINGS FROM ASBURY PARK
cepted at some locally owned enter- ner for that particular card.” lar dividends to extend their line of 5 | 5 [122] ELTON JOHN wca3r216 1977y
tainment retailers in those areas. The introduction of the Sears card  credit, or use them to purchase ELTON JOHN'S GREATEST HITS VOL. It
Musicland may also spread the ex- comes as a surprise, given the obvi- goods or services at a Sears store.” 6 | 6 |180| BILLY JOEL coumsia pc-32544 (1974)
periment to stores in Denver and ous penetration of Visa, Master- Magnetic identification strips af- PIANO MAN
Milwaukee, when Sears extends Card and American Express. The fixed to the back of Discover cards 7 | 7 l130| STEELY DAN wcasr21a o7
service this month to those markets fact that all three established cards  will allow for credit authorization AJA
and Albany, N.Y. resorted to direct mail campaigns in  scanning, and also gives card hold- 8 | 8 |164| DONMCLEAN  UNITED ARTISTS LN-10037 (1971)
Musicland Group president Jack 1985 to increase their account lists ers the option to access cash ad- AMERICAN PIE
Eugster says that ‘“accepting the would seem to indicate that the mar- vances at banks’ automatic tellers. g | g [1s0| DAVID BOWIE rcaavi3sas as72)
Discover Card is one more way we ket is crowded. But Paul Marrone, By year’s end, members may elect THE RISE AND FALL OF ZIGGY STARDUST
can better serve our customers.” manager of media relations for to pull cash from their Discover sav- 10 | 11 | 82 | STEPPENWOLF wmca 37040 1973)
Still, the chain is taking a wait-and- Dean Witter Financial Services ings account instead of debiting 16 GREATEST HITS
see attitude toward expanding the Group, is optimistic that Discover’s their credit line for those advances. 11 0| 52| TOMPETTY wmca 37248 1979
new service, which will vie for posi- added benefits, and the lack of an Other member benefits will tie in DAMN THE TORPEDOQES
tion in a market already saturated annual member fee, will woo cus- with various services offered by the 12 | 15| 24 | NEIL DIAMOND wmca 2106 1974)
by established credit systems. tomers. Sears Financial Network, including 12 GREATEST HITS
The Musicland chain experiment- ‘““Discover is a combination Dean Witter, Allstate Insurance, 13 |13 [122| LYNYRD SKYNYRD wmca 37211 a973)
ed with smaller, local charge cards charge card and financial services Coldwell Banker and Sears Savings PRONOUNCED LEH-NERD SKI-NERD
in the past, but has streamlined its card,” says Marrone. “One of the Bank. Sears is aiming for national 14 | 14 |110] IMMY BUFFETT mca 37150 a977)
charge options to the three estab- added features will be the option for  distribution of the Discover card by CHANGES IN LATITUDES, CHANGES IN ATTITUDES
lished cards. “We don’t want too a savings account with a tiered in- the end of 1986. 15 |12 | 40| CREEDENCE CLEARWATER REVIVAL FanTASY F-8402 (1970)
many cards in our stores, but we de-  terest rate.” ' COSMO'S FACTORY
16 |21 20 PAUL MCCARTNEY  COLUMBIA PC-36482 (1973)
n [ ] BAND ON THE RUN
Be-Bop Blossoms Into Largest Miss. Ghain [ [v]| o= =
a THE MONKEES' GREATEST HITS
P 9 o 9 18 | 16 1114 AEROSMITH  coLumeia pc-33479 (1975)
Started by Three Graduates Who ‘Couldn’t Find Jobs TOYS IN THE ATTIC
19 |19 (174 THE WHO  mca 37003 (1978)
WHO ARE YOU
business gradually improved. We really move a new Bobby Bland or. THE GUESS WHO  Rca AvL1-3662 (1971)
BY JEFF HANNUSCH all worked hard and put all of the Johnny Taylor album.” 2 0| THE BEST OF THE GUESS WHO
JACKSON, Miss. Kathy Womack, profits back into the business. After Be-Bop's network of stores con- 21 |18 |130] JEFF BECK epic PE-33409 (1975)
Drake Elder and Wayne Harrison about a year we had already started tinued to grow in 1980 and 1981, as . BLOW BY BLOW
opened the original Be-Bop Records  looking to expand.” they added new locations in Hatties- 22 | 22| 32| CREEDENCE CLEARWATER REVIVAL  eanTaSY F-8397 (1969)
in April, 1974, with one goal: to pro- The threesome eventually decided burg, Starkville and Biloxi. ‘“They WILLY AND THE POOR BOYS
vide Jackson with a good discount to open a second location in August, were good areas for expansion,” 23 | 23| 85| MARVIN GAYE wotown ms-191 1976)
record store. They had no idea that 1975, at the opposite end of town says Womack. ‘“Hattiesburg and MARVIN GAYE'S GREATEST HITS
11 years later their one tiny shop near Jackson State. “We thought Starkville are college towns [South- 24 | 25| 35| CREEDENCE CLEARWATER REVIVAL  FanTASY F-8393 (1969)
would evolve into five full-service that store was huge when we ern Mississippi and Univ. of Missis- GREEN RIVER
record stores, the largest chain in  opened it,”” laughs Womack. “Now  sippi, respectively]. We found good 25 | 27| 28| SIMON AND GARFUNKEL ~coLumeu pc-9914 1970)
Mississippi. it seems cramped. It turned out to locations near the campuses. The BRIDGE OVER TROUBLED WATER
“The three of us were graduating be a good move because business Biloxi store opened in the 26 | 24| 74| JEFF BECK epcc pe33849 1976)
from Millsaps College and couldn’t just kept picking up.” Edgewater Square Mall, which of- WIRED
find jobs,” recalls Womack to ex- It took just one year for Be-Bop fers a lot of traffic.” 27 | 26 [172| THE WHO  mca 37000 1970)
plain the beginning of their enter- to make another expansion step, Growth had pretty much been the LIVE AT LEEDS
prise. ‘““Wayne was the only one this time to a spacious, trendy mall byword around Be-Bop since day 28 | 28| 92| JANIS JOPLIN  coumeia pc-32168 1973)
who’d worked in a record shop, but location on Northside Drive. “We one, but in 1982 the chain began to JANIS JOPLIN'S GREATEST HITS
all of us were interested in music. outgrew our original location,” says consolidate itself and was forced to 29 | 30 [124| STEELY DAN  mca 37220 1980)
“At that time most people bought Womack. “Now we wanted to start abandon some of its satellites. “We GAUCHO
their records at department stores, carrying everything—eclassical mu- had to close both the McComb and 30 | 29| 70| QUINCY JONES asmsp-3248 1981)
and there was just one record shop sie, used records, posters, imports Brookhaven stores,” says Womack. THE DUDE
in Jackson. We were interested in and cassettes. We also needed of- ‘‘The markets just weren't large 31 |34 | 16| YMMY BUFFETT mca 37024 1978)
attracting the college-aged buyer. fice and warehouse space, so when enough to support a good discount SON OF A SON OF A SAILOR
“We didn’t start with a concrete Maywood Mart opened, we pretty record shop. We have to depend on a 32 | 37| g2 | STEELY DAN  wmca 37060 a972)
plan, but just decided to go from much made it our headquarters.” large volume of business to keep CAN'T BUY A THRILL
day to day and see what would hap- The three shops thrived for the our prices down. Besides, the record 33 | 33|60 | STYX ssmspazzzaorn
pen. Eventually we found a location next two years, which led to the industry fell into a slump, and those THE GRAND ILLUSION
on North State St. with about 1,000 team’s most ambitious step, open- shops couldn’t earn enough to justi- 34 | 31 [112| RICK SPRINGFIELD rca avi1-4767 (1982)
square feet of floor space.” ings in other Mississippi cities. “In  fy us keeping them open.” SUCCESS HASN'T SPOILED ME YET
Although the team managed to 1979, we really started to expand,” Next year, the original Be-Bop 35 | 35 [150] SPYRO GYRA meiTy 37148 (1979) .
secure a small bank loan to supple- says Womack. “It was a great year and Hattiesburg stores were also MORNING DANCE
ment their own initial investment, for the record industry with a lot of closed, but for different reasons. 36 | 38| g | CHEAP TRICK eric pe-35795 1979)
the bulk of their financing came ina  big hits like ‘Saturday Night Fever.” ‘“The landlords wanted unreason- LIVE AT BUDOKAN
novel way, according to Womack. “QOur first out-of-town location able increases in rent when the 37 | 37 [165] JOE JACKSON aemse3is7 1979)
‘“We produced a Dan Fogelberg was in Brookhaven, and then short- leases expired,” says Womack. “It LOOK SHARP!
concert at Municipal Auditorium ly after we moved into McComb. was really emotional when we left 38 | 35 |150] DAN FOGELBERG Epic Pr33137 1974)
which sold out. That's where most They were fair-sized cities without North State, but as it turned out we SOUVENIRS
of our money came from. When we  good record shops. tripled our business at Maywood 39 [NEwp| HEART porrear:
opened the doors we had maybe “We also opened a store in the Mart. We just concentrated on mak- DOG & BUTTERFLY
$2,500 worth of stock. Jackson Mall which became a spot ing the remaining stores the best 40 | 30 [144] ELVIS COSTELLO cotummin pC:35331 1978)
“We began discounting records that turned over a lot of black rec- they could be.” THIS YEAR'S MODEL

20%, and that went over well. The
word about Be-Bop spread, and

ords. Jackson is still a great area for
blues and gospel product. We can

Today, Be-Bop operates three
(Continued on page 27)

(CD) Compact Disc available. ® Recording Industry Assn. Of America (RIAA) certification for sales of
500,000 units. A RIAA certification for sales of one million units.
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Blue Skies in Frisco. Kiri Te Kanawa signs copies of her London album *“Blue
Skies” for customers at Tower Records in San Francisco as part of a live
remote broadcast over that city’s KKHI. Pictured at the in-store are, from left,
Richard Rollefson, vice president of London Records; Kanawa; Ray Edwards,
manager of Tower Classics; and John Harper, marketing vice president of

PolyGram Classics.

NARM Events In Germany, U.K.

NEW YORK Two overseas events
this month lend an international
scope to the National Assn. of Re-
cording Merchandisers (NARM).
NARM’s board of directors has
scheduled a meeting in Hanover,
Germany, Jan. 20-22. On Jan. 23, the
association stages a reception for
British retailers, wholesalers and
manufacturers in London.
PolyGram International will host
the German meeting, the board’s
first overseas conference. Included
on the agenda will be a tour of the

label’s Compact Disc plant, which
will acquaint board members with
the time-consuming requirements
of CD manufacturing.

NARM officers, including presi-
dent Jack Eugster (Musicland
Group), vice president Roy Imber
(Record World/Elroy Enterprises)
and executive vice president Mickey
Granberg, will then oversee the
British reception. The meeting is de-
signed to inform attendees of activi-
ties planned for NARM’s March
convention in Los Angeles.

etailing

Blank Tape Firms Ready Promotions
Focus Shifts from Rebates to Custem-Made Programs

LOS ANGELES Incredible as it
may seem, this year’s Winter Con-
sumer Electronics Show may be the
first CES in years at which blank
media vendors stop talking rebate.
Custom-made programs for individ-
ual record/tape chains are this
year’s new vogue.

Also hot are sweepstakes-type
consumer campaigns and the up-
grading of quality on existing lines.
The following are some of literally
dozens of current promotions and
programs.

SCOTCH “WINNING CARDS”

Like many blank media vendors,
3M is promoting a “family” of prod-
ucts via a first quarter sweep-
stakes. Some of the elements:

e Top prize—$3,500 GE home en-
tertainment center.

e Time frame—Feb. 1-April 30
(while supplies are still available).

e Name of promotion—“Winning
Cards.”

e Redemption—Instant savings
checks can be deposited directly into
dealer’s bank account.

¢ Type—Rub-off game card
packed inside product.

e Product—Scotch EG, EG +,
EXG. Also packed in video head-
cleaner multi-packs and in floppy
disks.

e Magnitude—six million game
cards distributed, over 50,000
prizes.

TDK IN-STORE SPECIALS

Typifying blank media vendors’
strong push on in-store promotions
and displays are TDK’s revolving
display units to support various
products. Some elements:

e Product—Extra High Grade
videocassettes, Super Avilyn SA
audiocassettes.

e Special feature—'‘Write-Wipe”
boards so dealers can highlight in-
store specials.

MAXELL MULTI-PAKS

More and more blank tape ven-
dors are going to the popular bulk
packages. Maxell video products
manager Jerry Ghinelli says, “We
now have the most comprehensive
assortment of multi-paks in the vid-
eo industry.”

e Scope-——two-, three-, four- and
six-cassette packages.

e Range of promotions—Elabo-
rate displays in front sections, pyra-
mids, others suggested by Maxell at
(201) 641-8600.

SONY 100 SONGS

Cross-promotions are an increas-
ing part of blank media vendors’
marketing strategy. At Sony, sales
and marketing vice president John
Bermingham notes one promotion
on “The Billboard Book Of Number
One Hits” by Fred Bronson. For the
purchase of 10 Sony premium tapes,
consumers can get the $14.95-value
book.

BASF CROSS-PROMOTION

More and more record/tape
chains and stores are going into
floppy disks as the computer base
broadens and the market matures
increasingly. John Ehrilich, BASF’s
advertising and marketing services
manager, says, ‘“We are strength-
ening our positions by increasing
our visibility. More importantly,
BASF is making a positive state-
ment about our future viability as
some of our competition shake out
of the market.”

Elements of the campaign:

e A series of stylish, futuristic,
four-color ads aimed at both con-
sumers and dealers.

¢ Prizes—For consumers, a high
grade videocassette or two Chrome
Maxima II audiocassettes with pur-
chase of specially marked boxes of
floppy disks.

e Sweepstakes—For a $7,500
Compaq DeskPro computer with
Epson printer and software.

e Dealer Incentives—Fisher VCR
with purchase of every 5,000 floppy
disks, plus co-op, in-store display
kits.

FUJI METAL 8MM

The 8mm boom, which seems clos-
er than ever at the current CES,
finds an increasing number of ven-
dors positioning for competition in
the new configuration. Fuji, already

(Continued on page 32)
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OPEN WIDE AND
SAY PROFITS.

Recoton lets you clean up
in a new area of profi-
® tability. Our new
Compact Disc Radial
Cleaner, with uitrasoft
chamois pad, provides your
customers with the only manu-

facturer recommended way to
safely clean and
discs: in a straight line—across the

rotect compact

radius, from the center of the disc to the
% edge-—or from the outer edge in.

Winner of the 1985 Audio/Videa

3 International Grand Prix Award, the

: Recoton Compact Disc Radial Cleaner
) i« barked by a complete line of acces-
sories; like our superb non-corrosive
cleaning solution ond surface-restaring
sg_rafch.?i
- shields for permanent sofeguording of
. compact discs,
o Don't leave yaurself wide open fo
potentiol problems with ather compact
 -disccleaners. Instead, open ;70
“wide for profits with :
Recaton—-the award =
o winning compact -
o disecleaner.

lier solution. Plus protective

“So you say you want to take me cruising on an OCEAN LINER

toplaces L O N G to CD

AMERICAN-
TRANS-
ATLANTIC

Our ship comes in every day bringing the most superb selection.

¢ Large Exclusive Imported CD Inventory
¢ Retail and Wholesale Accounts Welcome
e 99% Fill On All Orders Placed
e Volume Discounts Available
e Same or Next Day Shipment

call for first order and catalog (201) 241-3517

American-Trans-Atlantic
7 Westfield Ave. West, Roselle Park, NJ 07204
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To hear why

DIGITAL

0 PRCORCYE W 314

Stevie Wonder

records on Sony Digital equipment, play him back
on a Sony Compact Disc r.

When it comes to capturing the experience of live
music, no audio equipment delivers the performance of
digital audio.

Thats why, for one musician, its played a critical part
1n virtually every aspect of the creative process. Stevie
Wonder has insisted on this revolutionary digital master-
ing equipment since 1979. And the name this music
industry leader chooses, interestingly enough, 1s the
leader 1n digital audio. Sony.

Not only has Sony led the way in professional digital
recording equipment, we also invented the digital system
for playback—the compact disc player. Sony introduced
the first home, car and portakle CD players. And Sony
sells more types of compact disc players than anyone
else in the world!

But whichever Sony Compact Disc Player you
choose, each allows you to hear everything the artist
originally intended.

@ ) Shown is the CDP-302, a full-featured,
Y. programmable home player that uses
~ Sony's third-generation digital technology.

So why not do what Stevie Wonder does? Play the
top-selling compact discs back the same way they were
mastered. On Sony Digital equipment.

Once you do, you'll
wonder why you listened S ONIYé

to anything else. THE LEADER IN DIGITAL AUDIO™

© 1985 Sony Corporation of America. Sony 1s a registered trademark of Sony Corporation. The Leader in Digital Audio is a trademark of Sony Corporation of America

New Releases
ALBUMS

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

POP/ROCK
BLACK SABBATH
FEATURING TONY IOMMI
Seventh Star
LP Warner Bros. 1-25337/WEA/$8.98
CA 4-2337/$8.98
HENDRIX, JIMI
Jimi Plays Monterey

LP Reprise 1-25358/WEA/$8.98
CA 4-25358/$8.98

BLACK
MAZARATI

LP Paisley Park 1-26368/WEA/$8.98
CA 4-25368/%8.98

FOLK
KAHMANN, CHESLEY, & ANNE GAMBLE
The Village Store

LP Orbiting Clif Productions OCP 102/$8.98
CA OCP 202/$8.98

JAZZ
DEGRACIA, NERIO
An Evening In Luzon
LP NRD NRD-1001/$8.98

FADDIS, JON

Legacy

LP Concord CJ-291/n/a

CA CJ-291C/n/a

KREMER, GIDON
Edition Lockenhaus

LP ECM 1-25037 /WEA/$14.98
CA 4.25037/$14.98
McKENNA, DAVE
Dancing In The Dark
LP Concord CJ-292/n/a

CA CJ-292C/n/a

TOWNER, RALPH, & GARY BURTON
Slide Show

LP ECM 1.25038/WEA/$9.98
CA 4-25038/$9.98

COMPACT DISC
MOZART
The Complete Works for
Flute & Orchestra in 2 Volumes
Munchener Kammerochester
CD Denon C37-7804/no list
THIBAUDET, JEAN-YVES
Ravel Recital
CD Denon C37-7805/no list
VARIOUS ARTISTS
Good Feeling Music
Of The Big Chill Generation, Volume |
CO Motown 6159MD/MCA/no list

VARIOUS ARTISTS

Good Feeling Music

Of The Big Chill Generation, Volume Il
€D Motown 61 60MD/MCA/no list

VARIOUS ARTISTS

Good Feeling Music

Of The Big Chill Generation, Volume {1}
€D Motown 6161MD/MCA/no list

(Continued on page 26)
r We are the N
DIVIDER CARD

& PROMOTIONAL
IMPRINTING CO.
We Specialize in
Silk Screening &
Hot Stamping

Fibre Board & plastic
cut to size
LP, CD, Cassette & 45’s

Excellent for Videocassettes
Artists or categories permanently
Imprinted
No Minimum

BUSHMAN CO. INC.
1095 N. Broadway N. Massapequa,

NY 11758
Phone #516-293-6161

S
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On the Beam

BY SAM SUTHERLAND

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

TRICKY NEW YEAR: Ironically,
the sixth edition of the Compact
Dise Group’s official software cata-
log arrived recently, long after the
trade organization’s disbanding at
year’s end. With the Winter CES
poised to roll this week, the end of
that outfit is already yesterday’s

FOR WEEK ENDING JANUARY 11, 1986

news, yet the inevitable flood of CD
hardware and new digital products
portend the arrival of confusion
among that format’s emerging ri-
vals, making the loss of the CDG
more timely.

While the acknowledged view of
the group’s members—that the con-
figuration is now established—is on
target, the organization’s greatest
achievement may have been the
simple fact of its constituency, an
assembly of audio hardware and
software interests. That record

companies and home electronics
firms actually sustained a regular
forum remains noteworthy, for
through the past two decades these
interdependent trades have largely
operated at a distance.

One need only recall the late "70s
and the opening fusillades in the
Great Home Taping Wars (or, if you
prefer comedy to drama, the Four
Channel Circus of a few short years
earlier) to find vivid examples of
this estranged kinship. Home audio

(Continued on page 26)

Retail Chains —
One 8tops —
Rack Jobbers —

CONTROL YOUR
INVENTORY!

We offer a computerized inventory
control system:

DIVIDER GARDS

ALL SIZES AVAILABLE

15¢ and up
Why Pay More?

Direct from Manufacturer
Call or Write

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

Special Volume Rates
Fiberboard cards available.

We buy used cards.

® Suoccessful history of use in
the record/video industry

® PAYS FOR ITSELF!

® Useful for all produst
Video rental available

For more information, call
YOUNG SYSTEMS LTD.
Tel.: (404) 393-9053, or write to:

YOUNG SYSTEMS LTD.
P.O. Box 720378
Atlanta, GA 30358

©Copyright 1985, Billboard Publications, Inc.

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

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

™ permission of the publisher.

5 | 4 5 CLASSICAL.
‘S’- § '((', Compiled from a national sample of retail sales reports. ‘5}‘ ‘S" vC-" Compiled from a national sample of retail sales reports.
S o NPT
/& /& /& / ARusT TITLE o /& /F/e/ T ARTIST
,3‘ . v & LABEL & NUMBER/DISTRIBUTING LABEL ;Qz" ., 3 " N LABEL & NUMBER/DISTRIBUTING | ABEL
AMADEUS SOUNDTRACK  fraNTASY WaAM-1791 8 ks at No. O
1 | 1 | 1 | 32 | DIRESTRAITS warner aros 225264 17 weeks at No. One BROTHERS IN ARMS LI NEVILLE MARRIGE
2 2 3 BERNSTEIN: WEST SIDE STORY G 415-253
21 3 3 | 33 | BRUCE SPRINGSTEEN COLUMBIA CK 38653 BORN IN THE U.S.A. 2 3 TE KANAWA, CARRERAS (BERNSTEIN)
3 3 3 33 TIME WARP  TELARC 80106
3 2 2 33 PHIL COLLINS ATLANTIC 2-81240 NO JACKET REQUIRED CINCINNATI POPS (KUNZEL)
4 5 5 1 BLUE SKIES LONDON 414-666
4 | 6 6 8 | SOUNDTRACK Mca 26150 MIAMI VICE KIRI TE KANAWA (RIDDLE)
TCHAIKOVSKY: 1812 OVERTURE  TELARC 80041
4 4
5 | 14| 14 | 3 | BARBRA STREISAND cOLUMBIA CK40092 THE BROADWAY ALBUM 5 3 CINCINNATI POPS (KUNZEL)
TELARC SAMPLER #1  TeLaRC 80101
6 6 33
6| 2 4 | 12 | JOHN COUGAR MELLENCAMP RivA 824-865-2/POLYGRAM SCARECROW 6 7 e
7 7 7 33 STAR TRACKS  TELARC 80094
7 5 5 6 | ZZ TOP warRNER'BROS. 2-25342 AFTERBURNER CINCINNATI POPS (KUNZEL)
8 8 g 33 WEBBER: REQUIEM  anGEL DFO-38218
8 | 8 | 8 | 24 | STING asmcp3zs0 DREAM OF THE BLUE TURTLES DOMINGO, BRIGHTMAN (MAAZEL)
] 9 9 2 GERSHWIN: RHAPSODY IN BLUE  cBS MK-39699
g | 7 7 | 18 | BILLY JOEL coLumsia C2k 40121 7 GREATEST HITS VOLUMES | & Il RICIAEL THSOM THERGEEL]
10 | 10 | 10 | 33 | THE BEST OF WOLFGANG AMADEUS MOZART  priips 412.244
10 | 12 | 12 | 17 | WHITNEY HOUSTON ARISTA ARCD 8212 WHITNEY HOUSTON AEVLE MARRIER
] 11 12 12 33 | TELARC SAMPLER #2  TELARC 80102
11 ] 11 | 11 | 22 | TALKING HEADS SiRe 2-25305/WARNER BROS. LITTLE CREATURES 7 AROUSIAR e TS
21nln BEETHOVEN: SYMPHONY #9  0G 410987
12 ] 10 | 10 | 33 | PINK FLOYD HARVEST CD 46001/CAPITOL DARK SIDE OF THE MOON B BERLIN PHILHARMONIC (KARAJAN)
13 13 13 COPLAND: APPALACHIAN SPRING  TELARC 80078
13 9 9 10 STEVIE WONDER T1amLA 6134TD/MOTOWN 7 o IN SQUARE CIRCLE ATLANTA SYMPHONY |
oo, 14 14 14 3 STRAUSSFEST  TeLARC 80098
14 | 13 | 13 | 33 | TEARS FOR FEARS MERCURY 824-300-2/POLYGRAM SONGS FROM THE BIG CHAIR 2 CINCINNATI POPS (KUNZEL)
15 1 15 13 HAYDN/HUMMEL/L MOZART: TRUMPET CONCS. cBs Mk-37846
- SRR SADE rorrrar en sozesverc _ PROMISE ' WYNTON MARSALIS, NATIONAL PHILHARMONIC ORCH. (LEPPARD)
16 16 16 13 PACHELBEL: CANON  RCa RCD1-5468
16 | 15 | 15 | 33 | BRYAN ADAMS aemCD 5013 RECKLESS : L G T
MANNHEIM STEAMROLLER O HOLY NIGHT  LONDON 414-044
17 (SRR MANNHEIM STEAMROLLER MANNHEIM STEAMROLLER CHRISTMAS 17 NEas2 hes LUCIANO PAVAROTTI
18| 17 17 33 MOZART: REQUIEM  L'OISEAU LYRE 411.712
18 | 16 | 16 | 12 | GEORGE WINSTON wiNDHaM HILL CD 1025/A4M DECEMBER 7 ACADEMY OF ANCIENT MUSIC (HOGWOOD)
THE F STEELY DA 19 19 19 2 PUCCINI: TOSCA  ANGEL CB-47174
19| 21 | 21 | 9 | STEELY DAN mcacp 5570 BEST O N WARIA CALLE
) IN HOOPLA 20 18 18 3 BEETHOVEN: SYMPHONIES #5 & 6 0G 413-932
20| 20 | 20 | 8 | STARSHIP RcaPcD 15488 KNEE DEEP OOPL. BERI i Pill HARMOMC (KARA AT
REVIVAL CHRONICLES 21 2 2% 4 BARTOK: MIRACULOUS MANDARIN  LONDON 411-894
21 | 17 | 17 | 20 | CREEDENCE CLEARWATER FANTASY FCD 623-CCR2 DETROIT SYMPHONY (DORATI)
IMPLE MIND ONCE UPON A TIME 22 | 20 | 20 | 33 | AVEMARIA  PriLPs 412629
2 NEW) S| S AZM/VIRGIN CD 5092/A&M KIRI TE KANAWA
1 19 ADE . DIAMOND LIFE 23 21 21 13 GERSHWIN: RHAPSODY IN BLUE  TELARC 80058
23 9 33 S PORTRAIT RK-39581/EPIC CINCINNATI POPS (KUNZEL)
24 | 22 | 22 | 31 | PINK FLOYD coLumeia c2x 36183 THE WALL 24 | 23 | 23 | 13 | VIVALDL: FOUR SEASONS  arcriv 400-045
THE ENGLISH CONCERT (PINNOCK),
25| 23| 23| 5 | LED ZEPPELIN ateanmic 2-19129 LED ZEPPELIN IV 25 | 25 | 25 | 33 | BOLLING: SUITE FOR CELLO AND JAZZ PIANO TRIO  CBs mx-39059
. YO-YO MA, CLAUDE BOLLING
2% NEW)D MR. MISTER Rca Pcp 1.7180 WELCOME TO THE REAL WORLD 26 | 28 | 28 | 12 | BACH: BRANDENBURG CONCERTOS  Loistau LYRe 414-187
ACADEMY OF ANCIENT MUSIC (HOGWOOD)
27| 22| 22| 3 | BARBRA STREISAND cowsn cx3sers GREATEST HITS VOL. Il 27 | 30 | 30 | 3 | TCHAIKOVSKY: THE NUTCRACKER  Rca RcD2:7005
SAINT LOUIS SYMPHONY (SLATKIN)
28 1 30 | 30 | 33 | HUEY LEWIS & THE NEWS CHRYSAUS VK 41412 SPORTS 28 { 26 | 26 | 9 | BEETHOVEN: SYMPHONY #9  ancew coc.47081
BAYREUTH FESTIVAL ORCH. (FURTWANGLER)
29 | 24| 24 | 8 | A-HA GerrEN 225300/ WARNER BROS. HUNTING HIGH AND LOW 29| 27 | &7 | 21 | AMERICA THE DREAM GOES ON  priLiPs 412627
. _ . _ BOSTON POPS (WILLIAMS)
30| 251 25 | 33 | WHAM! columan ck 39595 MAKE IT BIG 30 | 29 | 29 6 | GERSHWIN: RHAPSODY IN BLUE  pHiLIPS 412611
| PITTSBURGH SYMPHONY (PREVIN)
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ON THE BEAM

(Continued from page 25)

interests could flog a new product
with scant consideration of how it
would affect the consumer’s conse-
quent software needs (or, for that
matter, the very availability of soft-
ware to make the product viable).
Record companies could ignore the
technological curve that was rapidly
taxing the quality of mass produced
recordings, and, more disturbingly,
providing consumers with a cost-
effective storage medium that could
sidestep prerecorded software alto-
gether. The carnage these periods
produced might thus be seen as just
desserts for communities that over-
looked their dependence on each
other.

The Compact Disc has provided
an upbeat coda to this sequence of
audio software/hardware struggles
through its avoidance of a more
costly configuration battle. And no-
where did this new spirit of realism
emerge more conspicuously than in
the creation of the CDG. By having
Sony talk to WEA, Technics to CBS,
a chronic mutual ignorance was

neatly undone. This basic dialog
may have been the most important
legacy left by the CDG. Should it
continue, future observers might
conclude that the departed group’s
tangible programs, which ranged
from cross-marketing campaigns to
player purchase programs for rec-
ord/tape retailers, were just the

gravy.

When the CDG disbanded this
fall, insiders predicted that this
week’s CES would likely see a new
hardware/software union launched
to coincide with the Las Vegas
show. This time around, however,
most of the bets are being placed on
the computer industry as focal point
for a new Compact Disc association.

The delayed market launch for
CD data drives and associated CD-
ROM software underscores the
need for such an enterprise. Yet the
question lingers whether the audio
software industry will maintain its
new lines of communication with
the electronics trade.

Yes, the CD has made an impres-

FOR WEEK ENDING JANUARY 11, 1986

sive, even explosive market debut,
and essential issues pertaining to
merchandising and marketing prior-
ities have been addressed. But in its
wake, the CDG leaves behind other
missions that will still profit (pun in-
tended) from a sustained dialog.
Among these loose ends are: soft-
ware master source coding (which
remains very real to some of the
format's earliest consumer converts
despite the stubborn positions of
CBS, RCA and others), audio/visual
and interactive storage, usage and
other topics which might be ulti-
mately deemed archival applica-
tions for the medium.

There’s also the less obvious by-
product of CDG cross-promotions,
the heightened consciousness of re-
tailers in both the hardware and
software camps, who inevitably
gained a closer knowledge of each
other through merchandising link-
ups devised to launch the Compact
Disc. Should this appropriate retail
partnership simply fade away, now
that the CD is off and running?

NEW RELEASES

(Continued from page 24)

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

HOME VIDEO

Symbols for formats are 4= Beta,
v=VHS, ¢CED and #=LV. Where
applicable, the suggested list price
of each title is given, otherwise,
“No List” or “Rental” i3
indicated.

FILMS

AMAZING MASTERS OF

THE MARTIAL ARTS

Sonny Chiba, Bruce Lei, Carter Wong
# ¥ Lightning Video 9024/$59.95
BERNICE BOBS HER HAIR

Shelley Duvall, Bud Cort,

Veronica Cartwright

& ¥ Monterey Home Video 133-822/iVE/
$39.95

CIRCUS WORLD
John Wayne, Rita Hayworth,
Claudia Cardinale

# ¥ Lightning Video 9035/$59.95

THE FLINTSTONE COMEDY SHOW 2:
CURTAIN CALL

Animated

& ¥ Worldvision 1066/$24.95

THE GRASS IS ALWAYS GREENER
OVER THE SEPTIC TANK

Carol Burnett, Charles Grodin

& ¥ Lightning Video 9542/$69.95

HUGGA BUNCH
Animated
# ¥ Children's-Video Library 1513/$29.95

| AM A CAMERA

Julie Harris, Laurence Harvey,

Shelley Winters

& ¥ Monterey Home Video 135-825/iVE/
$59.95

I'M A FOOL
Ron Howard, Amy Irving, John Light
::ivglggnterey Home Video 133-823/IVE/

JACOB'S CHALLENGE
Barry Williams
& ¥ Magnum Entertainment G114/$29.95

JOSEPH IN EGYPT
Sam Bottoms
& ¥ Magnum Entertainment G110/$29.95

JOSHUA AT JERICHO
Robert Culp
& ¥ Magnum Entertainment G112/$29.95

JUDGMENT OF SOLOMON
John Carradine
& ¥ Magnum Entertainment G111/$29.95

THE MYSTERY OF

THE MILLION DOLLAR HOCKEY PUCK
Michael MacDonald, Angele Knight

& ¥ Lightning Video 9026/$59.95

NO MAN'S VALLEY

Animated )

& ¥ Family Home Entertainment F2160/IVE/
$19.95

NURSERY RHYMES

Animated

& 9 Family Home Entertainment F2157/IVE/
$19.95

~ PAUL'S CASE
<& ¢ Eric Roberts, Michael Higgins,
<« /x T o s = Lindsay. Crouse
&/ &/ 0 2| = & e 4 ¥ Monterey Home Video 133-824/1VE/
/S @le | | E £ | 5| 8399
/S/& , 2/ 8| 5| 8|2 8|&||£| screamnme '
RN TITLE Publisher Remarks n|a< <« | O | = | F| )]0} 0O Jean Anderson, Robin Bailey, Dora Bryan
= . peed " & ¥ Lightning Video 9546/$69.95
A that develops s , and shows progress
11|67 TYPINGTUTORIN Simon & Schuster ;rogram ° e | o | o THE SKY IS GRAY
intyping speed and accuracy. Olivia Cole, James Bond i1l
Contains over 600 problems in addition, subtraction, :gglggnterey Home Video 133-826/1VE/
2 2 | 102 [ MATHBLASTER! Davidson & Associates muttiplication, division, fractions and decimals for ® ® ® :
students ages 6 through 12, with a game at the end. 'JthE TsENDER _?GE .
- : ohn Savage, Tracy Pollan
Educational program that teaches touch typing to ages 7 i A "
3 3 | 119 | NEWIMPROVEDMASTERTYPE Scarborough to adult in an exciting video game formatin 18 different ® (0o (00| @ ® :'zj:i::;giyr';e:ug':;s;i7 9.95
lessons.
Animated
. Interactive music composition and learning tool enables # ¥ Family Home Entertainment F1162/IVE/
a=| 4| 4 |9 | MUSICCONSTRUCTION SET Electionichnts user to work with a fibrary of music or compose own. O || © $14.95
(=] TOWER OF BABEL
Vince Edwards
: 5 1 7 | 17} SKYTRAVEL Commeodore An Astronomy Program. ® 4 ¥ Magnum Entertainment G113/$29.95
(3 WHAT EVERY BABY KNOWS, VOL. |
. . Introduction to the C-64 and keyboard with basic Dr. T. Berry Brazelton
2 6 5 5 |AM THE C-64 Creative/Activision pnrc;garlr’:;n'i‘:vng language. nd key w L ® 31'4 Fgaé“"’ Home Entertainment F1158/{VE/
(V9] i i WHAT EVERY BABY KNOWS, VOL. If
7 | 8 | 3| cHARLIEBROWN'SABC'S Random House Ao eaytionto letters and words. Recommendedfor | ¢ o | o Dr. T. Berry Brazelton
. g&lgfr_,nﬂy Home Entertainment F1159/IVE/
Teaches the basics of computer programing. )
8 9 7 CHIPWITS Epyx Recommended ages 8 and up. [ ] I'r:isn:‘t'il‘lTE SEAL
Children can create a story with friends and pets names to 21'9 F;a{r._’nﬂy Home Entertainment F2161/IVE/
9 | 10 [ 34 | BUILDABOOK Scarborough print out and make their own book. Recommended ages 2 ° ° ° THE. WILD BEASTS
tol2.
John Aldrich, Lorraine De Selle
American Educational  Foreign language program that can be used with any & ¥ Lightning Video 9042/$59.95
10| 6 13 SPANISH Computer Spanish | course. o
To get your company's new video releases
listed, send the following information—Ti-
1 1 | 77 | PRINTSHOP Broderbund At Home Print Shop ° ° ° ° tle, Performers, Distributor/Manutacturer,
Format(s), Catalog Number(s) for each for-
Py s mat, and the Suggested List Price (if none,
E 2 | 2 | 38| THENEWSROOM Springboard o e protam s bulei g oot | @ o | o indicate “No list or Rental")—to Linda
. . Moleski, Billboard, 1515 Broadway, New
fad 3 4 m PRINT SHOP GRAPHICS Brod An additional disk for use with the “Print Shop”’. Supplies York, N.Y. 10036.
3 LIBRARY | Erbund 100 new graphics. e | e o o
g 4 3 7 'L’IRBlngsYHIIoIP GRAPHICS Broderbund ; g;:: rdal;: 'fcc;r use with the “Print Shop™. Supplies 120 ° ° °
. § 5| 6 | 53| PAPERCLIP Batteries Included Word Processing Package ®o |on
A
§ 6 | 10 [ 119 [ BANKSTREET WRITER Broderbund Word Processing Package ° ° ° ° “"TI"NA\\“I!T
. ) The results are fast. The
w 7 9 | 24 | PRINTMASTER Unison World At Home Print Shop Y reach is vast. And the call is
PRINT SHOP GRAPHICS A second disk for use with the “Print Shop”. Supplies 120 free! To place a Billboard
g 8 | 82| ygrARYI D erbund more graphics. Ldd : Classified ad, call Jeff Serette
- Combination of Word Processing,Data Base and Spread at (800) 223-7524.
x!9 5 | 22 | 31IN1BUNDLE Timeworks Sheet ®
program.
10| 7 | 38 | HOMEPAK Batteries Included g;’::é:f:e"r’“t’fﬂ e e EEAERE
©Copyright 1986, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any retrieval system, or transmitted, in ®—DISK @—CARTRIDGE Ww—CASSETTE
any form or by any means, electronic, mechanical, photocopying, recording, or otherwise, without the prior written permission of the publisher.
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Tower Marks Anniversary of Album Art Murals
Called an Effective and Esthetic Marketing Tool

BY JACK McDONOUGH

SAN FRANCISCO As Tower Rec-
ords celebrates its 25th anniversa-
ry, the chain also marks the 15th
year of its most effective and es-
thetic point-of-purchase device—
six- by six-foot murals of album art
on the walls outside its San Francis-
co and Hollywood stores.

George Meade, head of San Fran-
cisco’s Wet Paint Studios, not only
does the painting but also controls
the space on Tower’s behalf. He
says that the best measure of the
value of the murals is probably its
cost-effectiveness for independent
companies.

THE BILLBOARD BOOK
OF NUMBER ONE HITS

BY FRED BRONSON
The inside story of every Number
One single from “Rock Around
the Clock” to “We Are the World."
AT BOOKSTORES NOW.

“A lot of the smaller labels,” says
Meade, “think you have to be a ma-
jor in order to get an album up on
the wall. That’s not so. Tower
makes the space available through
us, and we'll put a board up for $400
a month.

“The locals who have tried it feel
it’s very worthwhile, and if they
think it’s profitable, then I believe it
must be. I think we sold a lot of Ed-
die & the Tide albums, for instance,
when they were on Spin.”

Lee Housekeeper, who worked
the Tide/Spin project, says, “We
were very pleased with the results.”
And Ken Stocklove, Tower/San
Francisco manager, says, “We are
always able to sell a local record
when it’s on the wall.”

Stocklove and Tower vice presi-
dent Stan Goman, who was instru-
mental in developing the concept of
murals on removable boards, say
that it’s not possible to track corre-
lation between a mural and sales
with precision, but that the effect
can be measured in other ways.

“The number of tourists who take
pictures in front of the boards prob-
ably says it all,”” notes Goman.

JACKETS

CUSTOM EMBROIDERED

3= We manufacture the finest in the
°  music and entertainment industry
at unbeatable prices.

HliGH Gy

We Challenge

the Competition
SPORTSWEAR(_/ To Match

Our Prices
(213) 629-2869 and Quality!

COMPACT DISCS!

Competitive Pricing
Dependable Service

STATEWIDE DISTRIBUTING
Complete One Stop
Specializing In Compact Discs
Serving the Midwest for 20 years

2370 Brookmead Way
Charlotte, Ml 48843

(517) 543-0097

(517) 543-0357

Mich. WATTS: 800-952-0952

COMPLETE

ADVERTISING
Home of the
Music Merchants

SADE .| Sade on sale:
PROMISE Dealer Cost $44.3°
B e A e On CBS Records

W T The Hasrte
Nover Aa Uond Au The Fuel i/ Foe

has what you need...
® Market Research
® Media Buying

® Sales Promotion
Goretheg / ¢ Studio Prod. Capabilites
omusic. /' Call today for your production menu cassette.
o, (313) 258-9222
139 W. Maple, Suite C

Birmingham, Ml 48011

“From that point of view it's a great
sales tool.” Adds Stocklove: “We
can also tell from the number of
people who come in to ask who
painted the boards and to find out if
they can buy them.” Meade says
that after they come down, the
boards are available for sale to the
public.

Meade, who estimates Wet Paint
has done 800 murals in the last four
years, oversees a staff of eight. In
addition to cycling the dozen boards
at the Fisherman’s Wharf store,
Meade does design work for tours
and videos as well as department
store windows for Macy’s and
Wilkes-Bashford.

Formerly a set painter for
Warner and Paramount, Meade has
worked on ‘“Altered States’” and
“Fantasy Island”” and designed
stage sets for the Rolling Stones,
the Who, Wham!, Journey and
Night Ranger. He also recently did
the design setup for the Starship
video on the No. 1 single “We Built
This City.”

N

display created for the Kiss album “Animalize.”

Animal Art. Artist George Mead, whose Wet Paint Studios designs the outside
murals for Tower Records’ San Francisco and Hollywood stores, sidles up to a

etailing

BE-BOP’S 11-YEAR EVOLUTION

(Continued from page 22)

busy Jackson stores as well as two
profitable ventures in Biloxi and
Starkville. Another Jackson loca-
tion is in the planning stages and
could open shortly.

These operations continue to
maintain the original philosophy
with normal inventory item price re-
ductions of 10%-20% and regularly
feature advertised specials. Besides
carrying chart albums, all stores
are well stocked with jazz, blues,
classical and inspirational sections.

Cassettes and Compact Discs are
making increasing demands for
floor space, but not at the expense
of seven-inch singles, which still
maintain their popularity thorough-
out the state.

A new plus for Be-Bop’s business
was the recent elimination of Jack-
son’s blue law, which allows shops
to open on Sundays.

Be-Bop grosses an impressive $2
million-plus annually, but Womack
claims that its stores are generally
taken for granted by most record

HOLD
THE
PHONE!

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

companies.

“I really think we're underrated,”
she says. “We hardly ever see rep-
resentatives from major labels be-
cause they live in Atlanta or Hous-

ton. They usually just phone. We
don’t get promotion or ad dollars
given comparable stores. We might
not be in a major market, but we can
sell a lot of records.”

. BIG APPLE ENTERTAINMENT: A leading
distributor of home entertainment products serving
dealers from coast-to-coast.

. LARGEST INVENTORY OF ANY DISTRIBUTOR:
We stock BETA as well as VHS. Immediate delivery on all
products.
Large selection and extra profits.

. WE OFFER OUR CUSTOMERS THE FOLLOWING
SERVICES: Daily Speciais *Product Information by Phone
*One-Stop Distribution ® Menthly Newsletter on Our Specials

a
] a8
s 1-800-221-3191 a
B  OR CALL TOLL-FREE IN NEW YORK CALL (21212330747 @
. . ' .
= NAME TELEPHONE :
| TE ADDRESS -]
: COMPANY ay :
m o STATE . ZiP s
[ ] [ ]
ENSEESSNEEEESEEEEEEEEEEEEEESEEEEEEEEEESNE

15 PARK ROW, NEW YORK CITY, NEW YORK, 10038
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VSDA Bar Gode Plan 0K’ed

UPC Committee Approves Proposal

NEW YORK A bar code standard
for the video software industry,
proposed by the Video Software
Dealers Assn. (VSDA), has been ap-
proved by the Universal Product
Code Council.

The proposal, approved by both
VSDA'’s board of directors and the
manufacturers advisory committee,
conforms to standard UPC prac-
tices which call for a numerie, 10-
digit code. The first four characters
identify the manufacturer, and the
next five numbers indicate the ti-
tle’s selection code, with the final
digit indicating the configuration
(VHS, Beta, Laserdisc and 8mm,
noted by the numbers 3, 5, 6, and 8,

respectively). VSDA has advised
manufacturers interested in placing
bar codes on their product to apply
to the UPC Council for identifica-
tion numbers.

VSDA executive vice president
Mickey Granberg says that the Bar
Code Committee, chaired by Weston
Nishimura of Videospace in Belle-
vue, Wash., ‘““accomplished in a
very, very short time what has tak-
en other industries years.” VSDA’s
packaging committee, chaired by
Tim Clott of Paramount Home Vid-
eo, will work in conjunction with the
UPC Council to determine standard
placement for the approved bar
code. GEOFF MAYFIELD

Mom & Pop Neelys Elected Bilboa

Campaign Wins VSDA Board Seats

BY EARL PAIGE

Part of a continuing series of pro-
files of new Video Software Deal-
ers Assn, board members.

LOS ANGELES There will always
be a place in home video retailing
for the so-called “mom-and-pop” re
tailer with sufficient dedication to
survive despite continuing competi-
tion from the record/tape chains
and mass merchandisers. So say
Rudy and Chris Neely of Video
Show here in suburban Fullerton.

Rudy even pinned his whole cam-
paign on the mom-and-pop theme
last summer when he successfully
ran for a board position with the
Video Software Dealers Assn.
(VSDA).

“The existing 15-member board
consists of mass merchandisers,
chain operators, distributors and
franchisers, but only two single
store ‘mom-and-pop’ operators,”’
Rudy pointed out in one of his cam-
paign statements. While saying he
admired and respected the directors
and their accomplishments, he add-
ed, “The representative balance of
mom-and-pop operators to the
VSDA’s majority needs to be im-
proved.”

Looking back at the often contro-
versial election in Washington last
August, Rudy takes some pride in
noting that the four-year-old organi-
zation seemed inclined nearly to
turn out the distributors and large
chains. Moreover, two women were
elected to the board, a first in itself.

Joan Weisenberger, proprietor of
In Home Video in neighboring Riv-
erside, tied with Rudy. The two are
serving as alternates in another
first for VSDA's board.

Not re-elected were board incum-
bents Noel Gimbel, head of six-
branch Sound Video Unlimited, and
Troy Cooper, executive vice presi-
dent of National Video, the giant
franchise store chain.

While Rudy doesn’t speculate
about it, several VSDA insiders be-
lieve there was a considerable nega-
tive vote against candidates from
large firms. This worked in favor of
regional candidates like Neely, who
admits he was scarcely known out-

side his home state.

Both Rudy and Chris acknow-
ledge they gave serious thought to
his running for national office. “We
have two young children,” says
Chris. “Plus the store,” which had
only one employee.

As it happens, the Neelys are now
doubly busy with VSDA. She has
just been elected to head the local
Southern California chapter, a
group that antedates VSDA and has
involved the Neelys from its incep-
tion. Rudy says he attended “‘the
first meeting of the Southern Cali-
fornia Video Retailers Assn. in 1981
in the back room of John Pough’s
store.” Pough, proprietor of Video
Cassettes Unlimited in nearby San-
ta Ana and Stanton, is now the na-
tional VSDA president; his wife
Carol, is Mrs. Neely’s predecessor
with the local group.

As for the sacrifice involved in
serving VSDA, Chris Neely says,
“We still feel it's worthwhile. We
have a very dependable assistant at
the store and can handle the trips
and absences.”

Besides wanting to help the in-
dustry, Chris sees personal and pro-
fessional dividends. ‘“We make
friends all over the country, small
store owners like ourselves, who
can help us,” she says. As an exam-
ple, she discovered that many simi-
lar operators in Washington were
facing an insurance crisis. ‘‘We had
just three days in which to renew,
and our old carrier would not write
video stores again,” she says of a
problem that has since exacerbated.
“Fortunately we did find a carrier
after checking with other dealers.”

In terms of today’s home video re-
tailer, the Neelys admit they are a
rare breed. They have just one
store, whereas the average VSDA
member has more than four. What's
more, Video Show is all of 600
square feet in size, the same dimen-
stons it was March 29, 1981, when
they opened. The strip center loca-
tion does not allow for expansion.

What’s allowed the Neelys to
thrive has been a combination of
personal service and interest in the
customers. They also believe in car-
rying as many titles as they can jam

(Continued on page 61)

Six-Page USA Today Insert

Applause Spreads the Sell-Through News

OMAHA Applause Video here
says it helped establish a national
consumer pulse on home video sell-
through with a six-page insert in
USA Today.

While the firm has not yet re-
leased final tabulations on the Nov.
22 insert, Applause founder and
chairman Allan Caplan says titles
priced below $30 pulled best. “Items
like ‘Karate Kid’ [which carries a
$79.95 list] sold six or seven pieces,”
he says.

Top items pulled by the insert,
with a circulation of 1.8 million,
were ‘“White Christmas,” “Playboy
Video Centerfold,” “The Wizard Of
0z,” “Pinocchio” and “Raiders Of
The Lost Ark.” All sell for less than

FOR WEEK ENDING JANUARY 11, 1986

$30, with Karl-Lorimar’s Playboy ti-
tle priced at $9.95. “We didn’t break
price on anything,” Caplan says.
Applause used an 800 number (1-
800-55-VIDEO) as well as a mail or-
der form.

The USA Today promotion came
naturally for Caplan, whose back-
ground is in the direct marketing
business. He declines to reveal the
total expenditure “until we have
talked to all the studios,” he says,
promising final figures at the up-
coming Winter Consumer Electron-
ics Show. He adds that Applause
asked USA Today “to come off the
rate card a little.”

Applause got extra mileage by
virtue of 100,000 copies of the na-

tional newspaper circulated in Oma-
ha, home base for the 15-unit chain
that is now franchising. Without
even asking for it, Applause got
front page mention on the 100,000
copies: the words “Compliments of
Applause Video” appear in the up-
per right corner. Caplan says that
the area sales rep came up with the
complimentary circulation idea.
“You have to remember the audi-
ence here,” Caplan notes. “It tends
older, has credit cards and will pick
up a phone and order 24 hours a
day. Dramas did poorly. Comedy did
great; it’s a happy time of year.” He
adds that, with the exception of the
$89.95 “Gone With The Wind,” high-
(Continued on page 32)
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TOP KID VIDEO*-

A~
<
QY' Compiled from a national sample of retail store sales reports.
x/&/O ]
/&) s
&/ S . 28 8
S/ o Copyright Owner, Se|
Qf{’ v‘? S; TITLE Manufacturer, Catalog Number > E
A ~
PINOCCHIO ¢ Wait Disney Home Video 239 1940 | 29.95
2| 2|15 DUMBOA® Walt Disney Home Video 24 1941 | 29.95
3 3 10 ROBIN HOOD ¢ Walt Disney Home Video 228 1973 | 29.95
Samuel Goldwyn Company
4 4 15 THE CARE BEARS MOVIE A Vestron 5082 1985 | 24.95
515 6 PETE'S DRAGON A ¢ Walt Disney Home Video 10 1977 | 29.95
6 6 15 RAINBOW BRITE AND THE MIGHTY MONSTROMURK  Children's Video Library 1985 | 29.95
MENACE Vestron 1508 )
, Warner Bros. Inc.
7 7 11 BUGS BUNNY'S WACKY ADVENTURES @ Warner Home Video 11504 1985 | 19.98
Children’s Video Library
8 8 15 MY LITTLE PONY @ Vestron 1400 1984 | 19.95
9 9 4 A WALT DISNEY CHRISTMAS Walt Disney Home Video 92 1981 | 29.95
10 | NEW } THE WALT DISNEY COMEDY AND MAGIC REVUE Walt Disney Home Video 318 1985 | 9.95
1111 ] 15 CARE BEARS BATTLE THE FREEZE MACHINE A Family Home Entertainment F371 1983 | 29.95
. Sunbow/Hasbro/Bradley Pd. Inc.
12|12 ] 15 THE TRANSFORMERS: THE ULTIMATE DOOM Family Home Entertainment F-31 20 1985 | 24.95
13 13| 15 LIFE WITH MICKEY! Walt Disney Home Video 260 1985 | 29.95
14 | NEWP | MICKEY'S CHRISTMAS CAROL Walt Disney Home Video 225 1983 [ 29.95
World Events Prd Ltd
15 15| 15 VOLTRON-CASTLE OF LIONS A Scny Video Software 99H0019-50020 1985 | 49.95
16 | 16 | 15 AN OFFICER AND A DUCK Walt Disney Home Video 258 1985 | 29.95
17 | 17 | 11 | SHE-RA, PRINCESS OF POWER Magic Window 6-20504 1985 [ 24.95
. Warner Bros. Inc.
18| 18 | 12 DAFFY DUCK: THE NUTTINESS CONTINUES ... ® Warner Home Video 11505 1985 | 19.98
19 | 19 4 IT'S YOUR BIRTHDAY PARTY WITH RAINBOW BRITE Children’s Video Library 1985 | 59.95
AND FRIENDS Vestron 3105 & ||eed
20 | 20 | 14 G.l. JOE: A REAL AMERICAN HERO Family Home Entertainment F4-87 1984 | 39.95
. Sunbow/Hasbro/Bradley Pd. Inc.
21| 21 | 13 THE TRANSFORMERS: S.0.S. DINOBOTS Family Home Entertainment Fl-128 1985 | 14.95
. Sunbow/Hasbro/Bradley Pd. Inc.
22122 | 15 THE TRANSFORMERS: MORE THAN MEETS THE EYE Family Home Entertainment F-3119 1985 | 24.95
23| 23 | 7 THUNDERCATS-EXODUS Family Home Entertainment F3135 1985 | 2495
» Warner Bros. Inc.
24| 4 | 11 PORKY PIG'S SCREWBALL COMEDIES Warner Home Video 11508 1985 | 19.98
Mirisch-Geoffery-D.F.
251 25 3 A FLY IN THE PINK MGM/UA Home Video 30054 1 1985 | 29.95

® Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million {30,000 or $1.2
mitlion for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non-theatrical made-for-home video product; 50,000 units or a value of
$2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) @ International Tape Disc Assn. certification for
gross label revenue of $1 million after returns or stock balancing.
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These old-world charmers Also new in January:

spring to life like the best-selling Beany and Cecil Volume 10
book that’s enchanted adults She-Ra™ Princess of Power™
and children everywhere with Volume 3
heartwarming stories of love and Jayce and the Wheeled Warriors
friendship in the classic fairytale Volume 2
tradition. . L RO
. . Pt -
Programming with a heart for e &
here’s more to childhood parents and kids who want an Rt Iy
than rockets and robots. alternative to phasers and lasers. '
There’s Gnomes, those Put some elves on your shelves
little bitty guys with the great big and watch the Gnomes work
audience. their magic for you! =) :
Avdilable on Videocassette in January
- Order now—Call your distributor today!

VHS Beta
A= [l

QCLOSED CAPTION BY NCI

HOME VIDED

©Ariwork & Design 1985 RCA/Coiumbia Pictures Home Video. All Rughts Reserved RCA/Columbia Prctures Home Video, 2901 W Alameda Ave . Burbank. CA 91505 POP Hotline -800-RCA CPHY  © 1980 Tomorrow Entertainment, inc. All Rights Reserved. “Beany and Cecil™™ © 1985 Bob Clampett All Rights Reserved. © 1985 RCA/Columbia Pictures Home Video. All Rughts Reser ved.
She-Ra, the Princess of Power. associated characters and the distincuve likenesses tkereof are trademarks of Matzel, Inc. and are used under license. Copyright 1985 Filmation Associates and Muttel, tnc. Characters: ©Mactel, Inc. 1985, © 1985 DIC AUDIOVISUAL & ICC TV Productions, Ltd,  * Suggested retail price. Prices may vary In Canada. Gnomes not availabie in Canada
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IT'S IN THE STARS

Embassy’s deal of a lifetime. 20 great titles, only $29.95* each

Get ready for a meteoric rise in profits. Some of Embassy’s
biggest hits—like Silkwood, The Cotton Club, Torchlight and
Children of the Corn—are now being offered, for a limited
time, at a savings of over 60%. Purchase cassettes individ-
ually, or for an additional 10% discount, take advantage of
our special pre-packs. Each pack, available in either VHS or
Beta, contains one each of these 20 great titles and comes

!5 !E EMBASSY HOME ENTERTAINMENT"
1901 AVENUE OF THE STARS, LOS ANGELES, CALIFORNIA 90067

Artwork and design © 1985 Emi-assy Home Entertainment.

with a free-standing rack dispiay. Contact your distributor
or Embassy representative today about this phenomenal
; sale and order
your pre-packs
now! it may
never come
your way again.

“Suggested retail price,
$C3995 in Canada

Order close: Offer ends:
Jan. 29,1986 Jan.14,1986 Apr. 4,1986

10€0 1US

BY EDWARD MORRIS

A biweekly column spotlighting
new video products and accesso-
r1€8.

AN ELECTRONIC Video Switch-
er, Model AV019, is available from
RCA Distributor and Special
Products Division, Deptford, N.J.,
and carries a suggested retail price
of $119.95. The device can handle up
to five video sources, such as televi-
sion set, VCR, video game, comput-
er or kindred equipment. It enables
the viewer to activate any single
source without disconnection or re-
connection of cables. LED display
indicates the equipment in use.
AOC International, North Kan-
sas City, Mo., has debuted its first
“monitor style” color television set.
The Model C9162M has a 19-inch
sereen and built-in auto color and
auto fine-tuning. It also features
random access remote control, tun-
ing to 105 channels, LED channel
display, LED indicators for power
standby and cable, and filter glass.
The unit retails for $359.
Comprehensive Video Supply
Corp. is offering a compact lighting
system—the APAS—which con-
verts any room into a miniature vid-
eo studio. The system, retailing for
$1,995, consists of seven fresnel,
soft and flood lights, plus clamps,
scrims and gel frames. Also avail-
able from the Northvale, N.J., sup-
plier is a Stand Pak tripod package
for APAS, which lists at $525, and a
Travel Pak carrying case for $199.
Also availeble from Comprehen-
sive is the LOG-IT computerized
videotape logging system, which
continuously reads SMPTE code
(Continued on page 32)

COPIES
OF

WEEKLY
CHARTS

are available from
Billboard’s Chart
Research Depart-
ment. Pop Singles
1941 through 1984.
Top LPs 1949
through 1984.
$3.50 per chart.
Call or write:

Billboard Chart Research
1515 Broadway
New York, NY 10036

(212) 764-4556
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Caplan Takes ‘Very Picky’ Stance

Applause Into Franchising

BY EARL PAIGE

OMAHA Applause Video is enter-
ing the home video retail store fran-
chise game at a late date, but with
what Allan Caplan, founder of the
15-store chain, asserts is a totally
different concept. At the same time,
operating Applause Video’s own
stores will remain the company’s
prime concern.

“There are franchising companies
that happen to be in video,” Caplan
says. “We're in the video business
and happen to be offering fran-
chises. There's a difference.

“Most of the franchisers don’t op-
erate their own stores. All too often,
they sell a franchise and then give
the purchaser a pat on the ass and
that’s about the last of it. We're go-
ing to be very picky about who we
set up with our logo and operating
principles.”

As with other successful smaller
chains, Applause has frequently
been approached by people wanting
to franchise or somehow affiliate,
Caplan claims.

While prices for an Applause Vid-
eo franchise can vary according to
various packages and conditions,
Caplan puts the basic fee in the
$15,000 range. Another requirement
will be a commitment to enough
stores in a given area to be domi-
nant and enjoy: the benefits of clus-
tered store advertising. He says he
is not looking for the small investor
and will not go after conversions, as
many franchisers do.

What Caplan hopes to impart to
franchisees are the numerous prin-
ciples that have helped his chain
dominate the market here since
opening the first unit in September,
1983. That first outlet was actually
an already existing, but failing,
store.

As might be imagined, Applause
features a constant stream of in-
store promotions. “Everybody from
the Care Bears and Strawberry
Shortcake to Scotty from ‘Star
Trek’ has been here,” Caplan says.
Applause has a detailed formula for
putting on in-stores, including a
written contract.

Caplan’s store managers spell out
everything, including the talent fee,
each day’s per diem, how the star is
to travel, allocations of promotion
materials, and exactly how the cost
is to be shared with vendors.
Among the methods Caplan sug-
gests are a distributor or studio
debit to the retailer’s account for
the store’s share in promotion costs.
Another approach is to deduct the
store’s portion from co-op advertis-
ing accruals.

Caplan is a believer in “the little
things.” His staff will even have
monogrammed beverage glasses
stored in the limo that picks up vist-
ing in-store promotion stars and
their entourage.

Doug Dohmen, Applause’s direc-
tor of communications, advises
stores not to limit themselves to lo-
cal radio and television stations and
newspapers. Campus media, he
says, can often be a plus factor. He
suggests a staggered schedule of
news releases and followup calls be-
cause all media have different
schedules and departments that
need to be advised of promotion
stages.

Caplan is not bashful when he
talks about stealing ideas from oth-
er successful companies. One pro-
motion is the regular birthday mail-
ing to the company’s 60,000 club
members (membership is free with
a $100 check or credit card on depos-
it). “We send them a card and a free

(Continued on page 61)

QY Compiled from a national sample of retail store rental reports.
Ny . - 58w
o/ « Copyright Owner, Principai 5e =
'/ TITLE Distributor, Catalog Number Performers Lo 8
1|1 |9 | BEVERLYHILLS COP R e Eddie Murphy 1985 | R
2 2 10 GHOSTBUSTERS gg:/l(;olumbia Pictures Home Video 6- giallr‘lVAl;ergyd 1984 | Po
3| 3| 5 | GREMLINSA LS, e LD 1984 | PG
4| 4| 6 | THEEMERALD FOREST Eggg:g Ptures ertanment 2179 Powers Boothe 1985 | R
5| 5| 7 | BREWSTER'S MILLIONS A ‘“’,"gx"g:{%gi‘gﬂ‘l’; . Richard :g“ 1985 | PG
6| 6| 5| CODEOFSILENCE A T ——— Chuck Norris 1985 | R
77| 3]| AVIEWTOAKILL CBS-Fox Video 4730 Sl 1985 | PG
8 | NEWp| PALERIDER e s I 0 11475 Clint Eastwood 1985 | R
9| 9| 3| FETCH ‘“’,"(‘:‘;e,';;"%g‘f_‘g‘g‘l’; 0 Chevy Chase 1985 | PG
10| 10] s | caormawee s e e R e [
1| 1| | esmeaceasTcuue & oS K
12|12 | 6 | VISIONQUESTA Warner Plomsa viieo 11459 e Proeetine 1985 R
13| 13 | 14 | AMADEUS A Thorm/EMI/HBO Video TVA2997 ,I?,[,‘"ut"”;;imham 1984 | PG
14| 14 5 PERFECT gg:g(‘:‘olumbia Pictures Home Video 6- j:m:eTlt:;og:rtis 1985 R
15| 15| 5 | THE BEST OF JOHN BELUSHI A Ny ide0 160 34078 John Belushi 1985 { MR
16 | 16 | 18 | THEKILLING FIELDS A oo e 0 11419 SRR 198 | R
7| 0| corcme oS oo o | e | e
18|18 | 5 | LOSTINAMERICA® e T o 1985 | R
19 | 19 | 18 | DESPERATELY SEEKING SUSAN A Thorn/EMI/HBO Video TVA2991 Rosanna Arquette 1985 | R
20 | 20 | 13 | MISSING IN ACTION 2-THE BEGINNING  Cannonfimsine, @ o Chuck Norris 1985 | R
21|23 THE KAR'ATE KID A gg:g(éolumbia Pictures Home Video 6- F;::thoTi:;Chio 198 | P
22| NEWD | ocrcons T T Nk
23| 23| 8 | BABY.. SECRETOFTHELOST Touchstone Home Video 269 &:‘r‘;”;‘oﬁzg 1985 | Pe
24 | 24 | 4 | JUST ONE OF THE GUYS o umbia Pictures Home Video 6- é‘ﬁf;ﬁ;ﬁ; 1985 | P6-13
5| | 10| JOUCHACROONETHER AT petsmiComy T gmedmein | |
26| 26 | 4 | WHITECHRISTMAS B e g:‘rfn‘;';:;g 1954 | MR
2| u u THE SURE THING Eﬂx:g zigr'vlg?ntertainment 2178 ‘lnghp?w?: ?;::ga 1985 | PG-13
28 | 28 | 26 | ANIGHTMARE ON ELM STREET A Media Home Entertainment M790 ;‘;’;esaa’;;’;‘,ey 198 | R
29| 20| 9 | carseve Key Video 4731 Drew Barrymore 1985 | PG-13
30 | 30 | 9 | SECRETADMIRER® v/ EMITLIBO Video TVA2990 Bes Wotace Stone 1985 | R
31| 3 16 A PASSAGE TO INDIA gg:/a(‘:jolumbia Pictures Home Video 6- ;:géy D::ihscroft 1984 | pg
32| 32 | 23| PINOCCHIO ¢ Walt Disney Home Video 239 Animated 190 | 6
33| 33| 2 A SOLDIER'S STORY A gg:{)%olumbia Pictures Home Video 6- :Ig(\:/laprhch?eRs:Irlins i 1984 | PG
34|34 38 THE TERMINATOR A Thorn/EMI/HBO Video TVA2535 A. Schwarzenegger 1984 | R
35| 35 | 24 | FALCON AND THE SNOWMAN A Orion Pictures il 1985 | R
36|36 | 3 | THEVIRGINTOURMADONNALIVE®  JreRecords o 105 Madonna 1985 | MR
3737 | 28 STARMAN A gg:{(;olumbia Pictures Home Video 6- ieaf'fe?‘rﬂgee;‘s 1984 | pg
| % | o | wromewonra s S scimim s »
39| 39 | 13 | PORKY'S REVENGE CBS-Fox Video 1463 Dan Monahan 1985 | R
40 | 40 | 14 EEIGI‘.)&YN}’HE 13TH, PART V-A NEW Paramount Pictures John Sﬁegard 1985 R
NG Paramount Home Video 1823 Melanie Kinnaman

@ Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
million for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
150,000 units or suggested list price income of $6 million (60,000 or $2.4 milfion for non-theatrical made-for-home video product; 50,000 units or a value of
$2 miliion for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) ® International Tape Disc Assn. certification for
gross label revenue of $1 million after returns or stock balancing.

FOU

VP 1500
VIDEO PLAYER

The #1 video player rental in the U.S.

For more information, write, or call:
Harjoy, Inc., 275 Forest Avenue, Paramus, NJ 07652
(201) 599-2882
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An extraordinary opportunity
for you to access new
programming sources, new markets,
new distribution channels.

K

April 17-20, 1986
at New York City’s new
Jacob K. Javits Convention Center

Don't miss the first international trade “marketplace” exclu-
sively for producers, publishers and distributors of home
video products! Plus video buyers from the growing channels
of retail distribution—from book stores to catalog houses
to mass merchandisers—all with direct access to consumers.
This show’s got it all—booth after booth of program sources
for the greatest potential growth area in the marketplace—
special interest videos—and the latest in entertainment
videos, t00. Plus the opportunity to do business directly
with their buyers and sellers, here and abroad!
For just four days, the industry’s key decision-makers
will be on hand here in one convenient location.
Whether you want to present new products, contact
programmers, make rights and distribution deals,
license products or locate new domestic or overseas
marketing channels, you can do it all at this power-
packed international expo!

All that, plus...
five practical seminars
for professionals, by professionals:

» Entering the U.S.A. Home Video Market

» Marketing Your Home Video Properties Worldwide
« Bringing Children’s Programs to Market

» Marketing Special Interest Tapes

» Publishing and Merchandising a Music Video

Sponsored by Beli & Howell/Columbia Pictures/Paramount Video Services
and VCA/Technicolor
Produced by Knowledge Industry Pubiications, Inc.

Y % % FREE ADMISSION Y % %

with advance registration...plus
PRE-CONVENTION PLANNING KIT

Register now with this coupon and save the $25 at-the-door
trade registration fee.

New York International Home Video Market
Knowledge Industry Publications, Inc
701 Westchester Avenue, White Ptains NY 10604, USA

[ Please enter my advance registration for the International Home Video Market

to be held in NY on April 17-20, 1986, which entitles me to free admission to the
exhibition hall, and send me complete registration and fee information for the seminars.
I'll expect to receive my Admission Ticket and my Pre-convention Planning Kit on

or about April 1st.

[0 We may be interested in exhibiting; please send Exhibitor Kit with price information,

Name

Company
Address

City State or Country

Postal Code Telephone

iideo retailing ‘

VIDEO PLUS

(Continued from page 30)

from an address track or audio
channel at fast, slow and normal
play speeds. It is available for the
IBM PC (and compatibles) at $699
and for Radio Shack’s Model 100 lap
computer, listing for $249 through
Jan. 31.

Bib Audio Video Products has
moved its U.S. headquarters to Den-
ver. Beginning this month and con-
tinuing through May 31, Bib will
conduct its “Clean Million Celebra-
tion” to commemorate the selling of
its millionth VE-40 Push Button
Video Head Cleaner. During this pe-
riod, specially marked head cleaner
packages will offer a free audio-
cassette cleaner with purchase. A
mail-in redemption card will be en-
closed in each package as a consum-
er entry in a drawing for a free
round trip for two to London.

Bib will also present a limited
number of gold replicas of the VE40
to its dealers and distributors as
part of the celebration. The cam-
paign will be supported by in-store
promotion and advertising in con-
sumer magazines, newspapers and
trade magazines.

New from Bib is an updated ver-
sion of its VE-150 Universal Video
Bag for carrying small video cam-
eras, camcorders and camera-re-
corder combinations. The 14- by 10-
by 8-inch bag retails for $119.95 and
carries a limited lifetime warranty.

Three new audio and videotape

BLANK TAPE FIRMS READY PROMOTIONS

(Continued from page 23)

the new configuration. Fuji, already
out with 30-, 60- and 90-minute
length, is expected to join the long-
er-length parade.

The subtlety in 8mm extends to
areas such as development of an ul-
tra-thin coating that allows four lay-
ers within the 13-micron thickness.
The shorter recording wavelength
of 8mm emphasizes dropouts as still
another technological challenge
Fuji claims has been met with a
static-preventing solution to its
backcoating.

SONY CROSS-PROMOTION

As popular as ever, the offer of
blank tape with hardware is updat-
ed by Sony. The offer is three free
Sony premium grade audiocassettes
with the purchase of any one of
three models of dual cassette play-
ers—CFS-4000, CFS—W30, WM-
W800.

MISSING CHILDREN PROGRAM

Extant for some time in the home
video field, efforts to encourage
parents to make video identification
of children is a new goal for Maxell,
which has been involved in such pro-
grams since donating 200 hour-
length tapes to police in New Haven
early last year.

The Video Identification Project
will have videocassettes to be sold
for $2 to dealers wishing to conduct
taping sessions in their stores. Deal-
ers are then encouraged to ask for
reimbursement of the cost—total
proceeds of $50,000 to the National
Center for Missing and Exploited
Children in the names of participat-
ing dealers and Maxell.

An erasable whiteboard is also
part of the program. This aids deal-
ers. Information such as name,

height, weight, age, eye and hair

merchandisers are being introduced
by the Syn-Comm Group, New
York. The company’s circular mer-
chandiser is 26 inches in diameter
and can hold from 168 standard vid-
eotape vinyl boxes to as many as
252 chipboard packages. The second
display is a free-standing shelf mer-
chandiser that occupies 2.7 square
feet and will hold up to 240 standard

APPLAUSE GHAIN’S USA TODAY INSERT

(Continued from page 28)

priced titles did not sell well: “They
are not buying the $79.95 ‘Ghost-
busters’ or ‘Starman,” even though
these are great movies.”

Applause, employing an outside
direct mail firm, set up the six-
pager along vendor lines because of
the co-op arrangements. The open-
ing page in the advertising supple-
ment is half Paramount Home Vid-
eo, with the balance divided be-
tween Sony blank tape and
Goldstar’s $279.95 VHS recorder.

The next page, in four-color, is di-
vided between RCA/Columbia Pic-
ture Home Video and CBS/Fox Vid-
eo. The center section left page is
quartered off among MGM/UA
Home Video, Karl/Lorimar Home
Video, Embassy Home Entertain-
ment and MCA Home Video, with
the right devoted to Vestron Video

vinyl boxes.

Syn-Comm’s audiotape display
measures 15 3/8 inches in diameter
and occupies 15 square inches of
floor space. It is adaptable for dis-
play of other types of merchandise
and accessories. Prices on the three
units vary according to quantity
and the degree of needed customiz-
ing.

on top and Wait Disney Home Video
on the bottom.

The fifth page, again four-color,
features Playhouse Video, Key Vid-
eo and Video Library. The final
page is divided among sponsors
Warner Home Video, Pioneer Art-
ists, Konica blank tape, a Julian
Lennon MCA ad and two Video
Trivia games, plus the mail order
coupon.

“Two thirds of the initial volume
was by phone,” Caplan says, “but
another third started to come in
within two days by mail. There are
people who don't trust the phone.”

In summary, Caplan says, “It was
a test. Now we know, left, right and
indifferent, what can happen. I
think we did some business for all
the other video stores out there in
America, too.”

color can be included. Dealers also
receive instruction on how to con-
duct tapings and parents will re-
ceive safety information pamphlets.

Maxell video products manager
Jerry Ghinelli says, “It’s a statisti-
cal absurdity, but they say finding a
missing car is easier than finding a
missing child.”” In setting up to
shoot videos of children, Ghinelli of-
fers some hints: “Don’t ask ques-
tions requiring ‘yes’ or ‘no’ an-
swers. Tell a joke. Expect any possi-
bility when videotaping kids.”

SCOTCH 8MM CASSETTE

Most blank video vendors feel the
1986 Winter CES will see the widest
array of 8mm product to date.
Scotch will introduce the new medi-
um blank tapes up to 150 minutes in
length, which makes it more conve-
nient to make home video movies. A
shorter 120-minute length allows
convenience for recording to use an
8mm recorder as a ‘“home VCR
deck.”

TDK CERTIFICATION MARK

Very little in blank media is sub-
tle. As an example, TDK is plugging
its certification mark awarded by
the Reliability Center for Electronic
Components in Japan. All of TDK's
blank media products—video, audio
and 8mm—will carry the symbol.

JVC METAL AUDIOCASSETTE

The phenomenal popularity of
Compact Dise, plus higher quality in
nearly every aspect of consumer
electronics, has impacted blank au-
dio media. JVC’s ME-PRO 11 in 60-
and 90-minute length is one reflec-
tion.

A number of qualities are empha-
sized in JVC’s improved metal tape.
As just one example, magnetic den-
sity is rated 4,800 gauss.

DENON ADDS TAPES
Nearly all blank medium vendors
are stressing that their lines are be-
ing broadened. Denon now has met-

al, three high-bias and three normal-

position tapes in its improved line of
audiocassettes.

Hybrid formulations are also sig-
nificant for Denon. The HDS8 fea-
tures ‘‘technoroum,” an enriched
mixture of cobalt-coated ferrite and
metal particles.

TDK AUDIOCASSETTE

TDK is re-engineering its high
bias SA-X and its counterpart AD-X
normal bias tape to offer improved
sensitivity and maximum output
level. SA-X features two separate
coatings of high density Super Avi-
lyn particles. The quality of being
able to precisely adjust the coerciv-
ity of the SA particle for amount of
cobalt absorption brought about the
re-engineering possibility.

STORE DISPLAY RACKS
for VIDEO TITLES
GOPHER PRODUCTS

800/648-0958
2201 LOCKHEED
CARSON CITY, NV 89701
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The Movie Everyone’s
- BeenWaiting For.

¢

. ORDER YOUR COPIES AND :

" PARTICIPATE IN THE CBS/FOX

*' VIDEO RETURN OF THE JEDI™ §
SWEEPSTAKES TODAY!

The CBS/FOX VIDEO
RETURN OF THE JEDI
SweepstakesT is quite a big
deal. Because both dealers
and customers can win some
incredibly valuable prizzs
including a Mercedes Benz!
But you have to participate in
the sweepstakes in order to
win. So be sure to promote the
CBS/FOX VIDEO RETURN OF
THE JEDI Sweepstakes
throughout your store.

And don't forget to order

your copies of RETURN
OF THE JEDLI. It’s the f:im that

completes the most famous—
' and most profitable—trilogy
i in movie history.
Available exclusively on
~ videocassette from
CBS/FOX VIDEO.

1. Entrants must be at Jeast 18 ye
Void whees prohibtted,by lam 3 S
required. 5. Obtain your en~y blank!
nearest veleo retail store.

TM® & B1363 Lucasfilm Lidh (LFL). All

©198€ CBS/FOX Company8 LFL. Al
Excep inTanada CBS™ is a trademarl

is a trademark of CBS Recards Carada
FOX™ s atrademark of Twentieth Cantury



www.americanradiohistory.com

MORE PEOPLE HAVE ENJOYED THEIR
FILM GREATS IN 1985 on VCR's
THAN EVER BEFORE BECAUSE OF...

GOODTIMES

HOME VIDEOS
Thank a1 g 15

NUMBER ONE

in Mass Market Videos

WE OFFER

e PRODUCT e PRICE

BEST LIBRARY AVAILABLE BEST VALUE FOR YOUR INVENTORY DOLLARS

e QUALITY e DISTRIBUTION

GUARANTEED FROM OUR OWN FACTORY RACKED AND ALSO COVERAGE FOR ALL MARKETS

1968 WILL BE EVEN BETTER

Call or write to participate OD T I ¢ N Seé U_S A_t _
| CES, Las Vegas |
o H'O‘TIE \m | Booth #551

[/ VIDEO |l ] /
401 Fifth Ave. » New York, NY 10016

Telephone: (212) 889-0044 o (Fax) (212) 213-9319
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PRODUCTION DOWN UNDER LEAPS TO AN ALL-TIME HIGH

BY PHIL TRIPP

SYDNEY The Australian enter-
tainment industry’s romance with
music video reached full blossom
during the past year, with label clip
and long-form production figures
hitting an all-time high of more than
$2.75 million.

That figure, combined with long-
form budgets for overseas artists
working on location here, brings to-
tal Australian music video produc-
tion costs to more than $4.5 million
in 1985.

The lower cost of producing video
clips and long forms here, as com-
pared to similar productions in the
U.S. and U.K,, is enticing a greater

‘Video helps the
overall image
of the artist’

number of artists touring or record-
ing in Australia to take the time to
squeeze in a clip or two with local
talent or their own producers and di-
rectors.

A notable example is Phil Collins.
In 1985, Collins’ Australian produc-
tion schedule included work on two
clips as well as a portion of his fea-
ture film, produced by Paul Flattery
and directed by Jim Yukich, with a
budget of nearly $250,000. Meat
Loaf, also during an Australian
tour, retained local producer Steve
Priest and director Steve Hopkins to
lens his “Surf’s Up” clip for a re-
ported $100,000.

Paul Young and Time Bandits ex-
perienced the thrifty side of Austra-
lian clip-making, with $30,000 and
$15,000 clip budgets respectively,
working with the production team
of Tony Stephens and John
Whitteron.

Local band Men At Work made a
substantial clip investment in 1985.

According to manager Russell De-
peler, more than $200,000 was spent
on three clips, a Cinemax “Album
Flash” segment and an MTV fea-
ture. Not far behind was the Little
River Band, whose clip ‘“Playing To
Win,” directed by American Mark
Rezyka, came in at $90,000. That
matched the budget for the Di-
vinyls’ clip, “Passion And Pain,” di-
rected by Philippe Mora.

Still, for the most part, budgets
for Australian artists seldom ex-
ceed $25,000, with $15,000 being the
norm, according to label executives.
These numbers represent a margin-
al increase over 1984’s figures of
$12,000-$14,000 and 1983’s average
budget of $10,000.

Curiously, independent labels
spent the most in 1985, in many
cases exceeding the total budgets of
their multinational distributors.
Both Regular and Wheatley Rec-
ords spent $170,000 this past year,
while Virgin came in at $100,000,
True Tone at $80,000 and Freestyle
at $70,000. Mushroom Records, the
country’s major indie, refuses to
make its numbers public, but it easi-
ly surpassed the other labels in clips
made, with 36 for the year and a six-
figure investment.

PolyGram led the majors with an
investment of $295,000, though this
was due more to long forms and
support of indie releases than to
clips for the label’'s own artist ros-
ter. Says a&r manager Clive Hod-
son: “Our budget for music video
was in line last year with its share
of long-form productions, but we
expect an increase of 10%-15% in
1986, due to new artist signings and
our continued belief in clips helping
to break new acts.

“Compared to the touring costs of
Australia,” he adds, “video is more
effective in nationally creating the
awareness of artists.”

Sue Stevens, a&r coordinator for
EMI Records, concurs. Her label
spent $200,000 on 14 clips in 1985,

BBl ah

though EMI Australia is not yet in-
volved in long-form projects. Says
Stevens: ‘“‘Some may say that videos
are expensive and a necessary evil.
However, it is a known fact that to
maximize and generate sales, sin-
gles must be supported by music
video.

“It helps the overall image of the
artist,” she continues. “Our clip for

Some of the artists, of the local and
imported varieties, who chose to
shoot on location in Australia during
1985 include INXS, the Australian
rockers signed to Atlantic (above);
CBS heartthrob Paul Young (left); and
native stars Men At Work (pictured
right, sax man Greg Ham works out
for Videowest Productions).

Geisha’s ‘Fool's Way’ was instru-
mental in securing an overseas re-
lease with Manhattan Records as
well as introducing the band to the
Australian market.”

Kerry Fitzgerald of Festival Rec-
ords charts his clips on tv outlets
and saw excellent exposure of the
Venetians via the 40 showings of
“Shine The Light.” “Festival has

In spite of the heartening 1985 pro-
duction statistics, some Australian
clip makers maintain that music
video production for home-grown
talent is still a long way from being
an industry from which one can
make a living.

For these professionals, increas-
ing numbers of long-form produc-
tions for both home sale and broad-
cast may eventually make the dif-
ference.

Clip makers Steve Hopkins and
Steve Priest, who have handled a
large number of CBS artists as
well as most of the high-budget
clips made in Australia, claim that
the investment in clips is still far
too lean. Says Priest: “If I had to
make a living from local artists’
clips, I might as well be on the
dole.”

Hopkins agrees, saying, “We’ve
got some great music and bands
here, but it is becoming impossible
to rely on music video for a living.

Local Investment is Lagging

At least the ad agencies find clip
makers to be ‘flavor-of-the-month’
for their commercials, and the
overseas artists coming here aren’t
afraid to open their wallets.”

Priest and Hopkins work togeth-
er frequently on clips here, and as
a top producer/director team are
perhaps not truly representative of
the majority of creative music vid-
eo professionals, who experience
somewhat more difficulty. More
than 60 producers and directors vie
for the 125 or so clips made here
each year, and most complain of
having to do world-class clips on
third-world budgets.

Kimble Rendall, who has won
two recent awards for his clips for
Machinations’ “Jumping The Gap”
and Mental As Anything’s “Live It
Up,” says, “At least we've moved
from the time when your mother
catered the shoot. The record com-
panies need the overseas release to
make the songs profitable, but

Australians Hope for Bigger Share of the Pie

they are still unreasonable in think-
ing that we can make a clip for
MTYV on a local budget formula.”
Still, he says, “the quality of Aus-
tralian clip makers is remarkable in
being able to cope with the dwin-
dling dollars and still come up with
the goods.”

One bright point for clip makers
and artists is the long-form explo-
sion that has occurred in the past
year. Nearly 20 projects have been
made or are being made for artists
like Eurogliders, Midnight Oil, Un-
canny X-Men, Mental As Anything,
Redgum, Dragon, INXS, comedian
Austen Tayshus and others.

Record companies and home vid-
eo distributors are finding music
video to be a new area of exploita-
tion, especially in light of the per-
formance of long forms such as the
“Cold Chisel’s Last Stand” concert
video, which has sold more than
20,000 units, and the more recent
Mental As Anything “Monumental

As Anything” conceptual compila-
tion.

PolyGram MusicVideo has now
released more than 100 music ti-
tles, with an increasing number of
local artists like Gangajang and
Dragon coming up with concert
specials. Thorn EMI has more than
50 titles, while other labels like
RCA/Columbia, Festival and WEA
have only begun to capitalize on
the boom.

In television, concert specials are
becoming more popular and get-
ting greater prime time scheduling.
Midnight Oil’s performance on
Goat Island in Sydney was one of
ABC’s top programs for 1985.

Meanwhile, the industry looks to
1986 as the year when clip budgets
will meet reality, profits from
home video releases will approach
expectations, and the anticipated
growth of music video as a product
and entertainment medium will
surpass its current penetration.

done only six clips this year,” he
says, “and our budgets are smaller
than most. But we find that big bud-
gets don’t necessarily equate with
more airplay or a better clip.”

Festival distributes Mushroom
Records, which has the lion’s share
of local artists. Label manager Mi-
chelle Higgins points to clips by
Rose Tattoo, Angels, Jimmy
Barnes, Uncanny X-Men, and even
the crazed football hero Jacko as ef-
fective marketing tools for those
artists.

“The Uncanny X-Men's ‘Party’
and ‘50 Years' clips really launched
that band, and our other artists are
beginning to believe in the non-‘Ben
Hur’ type of clip,” she says. “Video
is neither a horrid expense nor a
necessary evil.

“It's getting harder, almost im-
possible, to break an artist without
a video, but they’re part and parcel
of promotion. And they make our
job a hell of a lot easier.”

Local artist manager John Sack-
son of CBS credits Eurogliders’ vid-
eos with that band’s “phenomenal”
breakout in 1985. Citing an average
budget of $15,000 for CBS acts, he
still maintains that the lower bud-
get clips have their place. “Red-
gum’s ‘Drover’s Dog’ helped main-
tain that band’s presence, and cost
only $3,000, whereas the Euro-
gliders’ ‘City Of Soul’ at $25,000
was still a bargain in terms of what
it did for the band here and over-
seas,” he says. “But unless the song
is in the grooves, a great video
won't enhance a mediocre tune’s
sales.”

RILI BROARD  JANLIARY 11 19RA

www.americanradiohistorv.com

Ris


www.americanradiohistory.com

AS OF JANUARY 1, 1986

ideo music o3
- 03
X >
Billboard %
This report does not include videos in recurrent or oldie rotation. |24
. = ¢ |ALDONDVA RUMOURS OF YOU Epic LIGHT
Crossover Market Potential & W |CHEECH & CHONG  I'M NOT HOME RIGHT NOW  MCA LIGHT
0 0 0 s ; EURYTHMICS IT'SALRIGHT RCA POWER
ch"stlan cllps Pave New wa o L2 |WHITNEY HDUSTON HOW WILL | KNOW  Arista MEDIUM
8 E KISS UH ALL NIGHT PolyGram BREAKOUT
Wyse, director of video marketing | DS B LIGHT
-
BY HILARY CLAY HICKS i development at Word Rocords CHART Ty o
NEW YORK Christian music video in Waco, Tex. “These now include STARSHIP SARA RCA " POWER
is on the move—despite what Chris- major rock video shows, but also RESEAHCH
tian labels see as a double-edged re-  Pat Boone’s ‘Gospel Gold’ on CBN, G I g [ASM GO Getten 4
sistance to programming their clips, TBN'’s ‘Real Videos,” Cathy Wal- PACK AGES ';.‘_:> ROGER DALTREY LET ME DOWN EASY Atiantic 3
stemming from both the secular lace’s ‘Sound Effects’ on PTL and 2§§ HOOTERS DAY BY DAY Columbia 4
market’s slowness to accept Chris- T.or? Green'’s syndicated ‘Light Mu- The definitive lists of E§ LOVERBOY DANGEROUS Columbia 3
tian content and the conservative sic. the top hits year by NIGHT RANGER  GOODBYE  Camel/MCA 4
Christian market’s reluctance to “We’re also getting 30-40 re- year, through the entire -
embrace the medium. quests a month for clips for possible = & 3. = |ORYAN ADAMS/TINA TURNER IT'S ONLY LOVE ALM 10
L. o . history of record charts. S [PAT BENATAR SEX AS A WEAPON Chrysalis 3
In 1985, numerous Christian acts  Christian rock video shows, and - =
. . . . ; . . Y= o |CARS TONIGHT SHE COMES Elektra 6
emerged which built their following  we’re also flooded with requests B.ased on the authorita- 55 [*CLARENCE CLEMDNS/JACKSON BROWNE YOU'RE A FRIEND OF MINE Columbia 8
largely through video, and labels from youth pastors,” he adds. “I tive statlst.lca.ll researgh & |DIRE STRAITS WALK OF LIFE Warner Bros. 6
see clips as a key component in the  would say that there are a good 50- of the music industry’s SHEILA E. THE LOVE BIZARRE Paisley Park/Warner Bros. 11
crossover marketing schemes that 75 legitimate Christian music video foremost trade publi- ELTON JOHN WRAP HER UP Geffen 7
they hope will take Christian music  shows in development.” cation. PAUL McCARTNEY SPIES LIKE US  Capitol 7
to secular audiences. Is the big time ready for videos *JDHN CDUGAR MELLENCAMP  SMALL TOWN  Riva/PolyGram 9
“We now have 150 or so solid vid- (Continued on page 37) THREE TITLES MIKE & THE MECHANICS SILENT RUNNING  Atlantic 7
€0 programs on our list,” says Eric AVAILABLE: (LT GGIE B0 WY (R (0 &
*SIMPLE MINDS ALIVE AND KICKING A&M 11
Number One Pop BRUCE SPRINGSTEEN MY HOMETOWN Columbia 6
Vid Magazine B’Cast Debuts | iiiouims || s 8
1985, LiStS Blllboard PETE TOWNSHEND FACE THE FACE Atco 8
iSSue date, tltle, artist rlezNG CHUNG TO LIVE AND DIE IN L.A. Geffen 12
“ , i . . . d 1 be] f th be TOP SLEEPING BAG Warner Bros. 5
NEW YORK “Rocker '85,” a year- show features exclusive interviews and label of the number
end two-hour special co-produced by ~ with Phil Collins, Tina Turner, Paul one record of each week. wa 2 |AHA THE SUN ALWAYS SHINES ON TV Warner Bros. 7
The Tribune Entertainment Co. and McCartney, Bob Geldof, Sting, Ju- $50.00. = S |THEALARM STRENGTH IRS 12
The Entertainment Television Co., lian Lennon and Simon LeBon. Oth- Top Ten Pop Singl 2 = COREY HART EVERYTHING IN MY HEART  EMI America 5
has been cleared for broadcast in er segments cover the ‘“‘inside 1947 th phlIgS?, © |TOM PETTY & THE HEARTBREAKERS ROCK'NROLL STAR MCA Q
approximately 80% of U.S. markets.  story” on Michael Jackson’s $47 mil- D roug, I (CIGVREEICL] HIUSEDHER? () 12
It will begin to air in various mar- lion purchase of the ATV publishing I lgels ; e, artist an d :::I"s‘:[: ;SSST'::S L::;R Rpp— >
kets Monday (6). catalog, as well as updates on Live ah' 1,? s S, DIONNE WARWICK & FRIENDS THAT'sa:;:AT FRIENDS ARE FOR Arista :
Hosted by Kenny Loggins and  Aid and USA For Africa and concert which reached number g WHAM! 'M YOUR MAN Columbia 4
British tv personality Paula Yates, coverage of Bruce Springsteen’s 10 or higher on Billboard’s SR EOMENE DEED >
the “video magazine”’-formatted and Tina Turner’s 1985 tours. pop singles charts.
Produced in stereo by Grammy Listed alphabetically S = |BON JOVI SILENT NIGHT Mercury 7
veteran Ken Ehrlich, “Rocker 'R5” within each year. =2 E JAMES BROWN LIVING IN AMERICA Scotti Brothers/CBS 2
PLAY LIST Dec. 30-Jan.5 | also features a countdown of the #1 records are indicated. ] =3 |[ADEITD WHGELIS RIS Gl 9
-', e year’s 20 best music videos, as well $50.00 = € |DIVINYLS PLEASURE AND PAIN Chrysalis 8
h f?l| ' i * - as reports on the record ratin con- . DREAM ACADEMY LIFE IN A NORTHERN TOWN Warner Bros. 10
Al European all trove}r)'s of 1985 g Top Pop Smgles Of INXS WHAT YOU NEED  Atlantic 2
Bl -1 ) / day music TV y _ C The Year, 1946 BILLY OCEAN WHEN THE GOING GETS TOUGH Jive/Arista 5
The 81 markets in which “Rocker 2 '
channel ror A through 1985. The QUEEN ONE VISION Capitol 4
85" has been cleared include the top 308 . WRESTLERS LAND OF 1000 DANCES Epi
. . pic 7
LIVE FROM LONDON WATCH THE 25 markets. Stations carrying the annual listings of the top :
MUSIC BOX NEW YEAR'S EVE PARTY. is. i hits of the vear in rank PAUL YOUNG EVERYTHING MUST CHANGE Columbia 2
23.00, 05.00, 11.00 Dec. 31-Jjan. 1 program in the top five U.S. mar- yea ;
kets are WPIX New York, KTLA oyder, as ,pUbllShed n j— 2 |ABC HOW TO BE A MILLIONAIRE Mercury 3
/SURE SHOT - 30 PLAYSZ Los Angeles, WGN Chicago, KYW Blllboa(d s year-end = E AEROSMITH LET THE MUSIC DO THE TALKING ~ Geffen 5
T Philadelphia and KPIX San Fran- s_peclal 1ssues. Includes 3€ <& [BIG AUDIO DYNAMITE THE BOTTOM LINE Columbia 6
Bﬁ‘l‘]/\g;yE lf(l)onljéNTCj)s ,TvEEN ciseo/Oakland. title, artist and label for il 'é BLUES BROTHERS SOUL MAN Warner Home Video 8
- )
each entry‘ $5000 [--] CRUZADOS HANGING OUT IN CALIFORNIA Arista 2
DOKKEN THE HUNTER Elektra 3
/:lEAVY ACTION 15-24 PLAYSZ - Blll i .I‘d Chart Research :(33: : ::NEN(;:‘NGST::;ZGyE:EY Ml::eA»L’i:e/PolyGram 4
. . boa lome Video 3
; i e e G TOUCH That DIAL! Attn: Debra Todd MOTLEY CRUE HOME SWEET HOME Elektra 8
Ciarence Clemons “You're A Friend Of Mine” . 1515 Broadway SCORPIONS NO ONE LIKE YOU Mercury 9
L e an Foor G e Get fast results with ACTION- New York. NY 10036 WATERBOYS THE WHOLE OF THE MOON  Island 3
Oingo Boingo “Wierd Science” MART, the Billboard Classi- :
Dee C. Lee "See The Day" fied. P]ease‘ send me the b= 2 |KURTIS BLOW AMERICA Mercury 2
Ray aries DG sTATe LA OOO following Billboard .-_3 E BLOW MONKEYS FORBIDDEN FRUIT RCA 3
G ) K w
~/¢; K::’thf:a%:zap;;,’; eats” O O Chart Research -l = ::: cuLt IS:E SELLS SANCTUARY Warner Bros. 12
Dire Straits “Waik Of Life" PaCkageS' =) CURE BETWEEN DAYS Elektra 17
Lionel fichie "Say You Say Me” . O ey : & |FLIRTS LIGHT Epic 2
Gra::.lo’r"l:s ";gﬂ'%‘ﬁng;ﬁh:g” City O OO A_l 0 Number One DARYL HALL & JOHN OATES When Something Is Wrong With My Baby RCA 4
Fearyalusq‘wkay “A 690d Heart” P S PAUL HARDCASTLE JUST FOR MONEY Chrysalis 4
ML P L ToF op Singles LONG RYDERS LOOKING FOR LEWIS & CLARK Island 2
ng o) N slan
Whllgneyl;l’:u:,;:n “Saving All My Love For You" Call our Hotline at (800) 223-7524. @ $50.00 MARILLION LAVENDER Capitol 9
T R D 1 e and te||| Jeff you want to see some A-2 O Top Ten Pop s COGENIEELR B )
Action! Singles @ $50.00 OINGO BOINGO JUST ANOTHER DAY MCA 5
LEDERNACKEN A-3 O Top Pop Singles OMD. SECRETS A&GM 5
“Shimmy Or Shake" Of The Year R.O.AR. WE GOTTA DO IT Epic 2
@ $5000 SADE THE SWEETEST TABOO Portrait 3
SIMPLY RED COME TO MY AID Elektra 3
Check or money order RICHARD THOMPSON YOU DON'T SAY Mercury 2
P Ro M 0 Io N A 1s enclosed in the VARIOUS ARTISTS KRUSH GROOVIN' Warner Bros. 2
I I amount of:
JON ANDERSON EASIER SAID THAN DONE Elektra 5
$ = = E THE DAMNED GRIMLY FIENDISH MCA 4
(Sorry no C.O.D. or billing.) T |[ISHBONE PARTY AT GROUND ZERO Columbia 2
HERMAN ZE GERMAN & FRIENDS WIPE OUT Capitot 2
Name HUSKER DU  MAKES NO SENSE AT ALL SST 2
o 5 — iN PURSUIT LOSING CONTROL MTM 2
Available on 1 Hour Tape Compitations to colleges, nite clubs, and other Company MINK DEVILLE | MUST BE DREAMING _ Atlantic 4
public venues throughout America. _ - PROPAGANDA P-MACHINERY island 6
We provide: ® Newest Releases Call us today to see if you Address SAXON BROKEN HEROES Capitol N
o Quick Service qualify to receive promotional SIOUXSIE & THE BANSHEES CITIES IN THE DUST  Geffen 5
e Highest Quality videos on a monthly basis. City, State, Zip STRYPER SOLDIERS UNDER COMMAND Enigma 2
e Low Cost Overseas air mail rates WIRE TRAIN THE LAST PERFECT THING Columbia 3
_fawzencs &t&zpzim, gnc. Dial (201) 667-7575 avall;:)lles:lp:sn;::l;:;;l * Denotes Sneak Preview Recurrent. ** MTV Exclusive.
. . 3 i For further information, contact Jeanne Yost, director of music programming,
# 1 way of staying on top of video music MTV, 1133 Avenue of the Americas, New York, N.Y. 10036.
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Clip in the Box. Rowe’s latest
addition to its video jukebox line is the
Sapphire 90, with a 130-watt amp,
stereo speaker system and 25-inch
color monitor. Selection capacity is 40
video tracks, 160 audio. Contact
Rowe at (201) 887-0400.

CHRISTIANS TRY CROSSOVER CLIPS

(Continued from page 26)

that turn the other cheek? “The fu-
ture is unlimited, based on the direc-
tion of the music,” says Les Gar-
land, senior vice president at MTV.
“We’re simply concerned that a vid-
eo will work in our musical mix, that
it be innovative and have the con-
temporary sound our subscribers
want. When we see a video that fits
our criteria, we’ll put it on and let
the consumer decide.”

Clips that have broken through to
the secular market include Amy
Grant’s ‘“Find A Way,” pro-
grammed on MTV sister channel
VH-1; DeGarmo & Key's ‘‘666,”
which after much controversy was
placed in limited rotataion last year
on MTV; Sheila Walsh’s “Mystery”
clip, which came so early in the

game (1982) with such a new wave

..newsline...

LIVE DEAD ON NEW YEAR'S: It took a while, but the Grateful Dead have
finally made it to national television at the end of their 20th anniversa-
ry year. On Tuesday (31), USA Network presented a live two-and-a-
half-hour party, including a 90-minute, commercial-free concert by Jer-
ry Gareia and the boys from Oakland Coliseum. (Fans know the New
Year’s eve concert is a Dead tradition, but this is the first time the
band has agreed to televise it.)

NO LIMIT TO AUSTIN TALENT: “Austin City Limits,” the country music se-
ries broadcast on PBS stations nationwide, is entering its 11th season
on the air. The first show of 1986 will be presented Saturday, Jan. 18,
and features Gary Morris and Sylvia. Other luminaries slated for the
’86 season include Tanya Tucker, Mel Tillis, John Schneider, Southern
Pacific, Reba McEntire, Louise Mandrell, Kate Wolf, the Geezinslaw
Brothers, Rockin’ Sidney, Sawyer Brown and Merle Haggard. Shows
are taped before a live audience, and the program’s first decade has
featured national tv debuts by a number of country stars, among them
Willie Nelson, Alabama, the Charlie Daniels Band and Larry Gatlin &
the Gatlin Brothers.

PLAY IT AGAIN, WILLIE: If you missed the historic Farm Aid benefit last
September, despair not. In February, HBO will present a one-hour spe-
cial featuring highlights from the concert held at the Univ. of Illinois’
Memorial Stadium. Titled “The Best Of Farm Aid: An American
Event,” the program features performances by Bob Dylan, Johnny
Cash, Willie Nelson, Neil Young, John Cougar Mellencamp, Loretta
Lynn, the Charlie Daniels Band and many others.

EPIC SAY DRIVE SAFELY: In what is believed to be the first time public
service announcements have been geared specifically for the music
video medium, a variety of Epic recording artists will be making pitch-
es against drunk driving on the weekly show “Night Tracks.” Artists
appearing in the 30-second PSA spots include Adam Ant, Ozzy Os-
borne, Luther Vandross, Charlie Daniels, Pia Zadora, John Cafferty &
the Beaver Brown Band, ’til tuesday, Survivor, “Weird Al” Yankovie,
Miami Sound Machine, Cheap Trick’s Robin Zander, Emo Philips and
Sico the Robot, from the film “Rocky IV.” Lynch/Biller Productions
produces “Night Tracks” for TBS.

ROWE SHOWS NEW BOX: The Sapphire 90 is Rowe International’s newest
video jukebox, capable of holding 40 video selections and 160 audio
tracks. The Sapphire features a 25-inch diagonal color monitor mount-
ed atop the unit, a 130-watt amplifier and full stereo speaker system,
and can be expanded to include extension speakers, remote video moni-
tors and video projection screens. Video plays are priced at 50 cents
each, or two for $1. Audio selections are 25 cents each, with five plays
for $1. A bill acceptor is included. The box plays videotapes, with spe-
cialty compilations featuring country, urban/contemporary and rock/
pop replaced monthly. Each specialty tape includes approximately 20
selections of the designated specialty as well as “20 current selections
with general appeal,” according to the manufacturer.

ATTENTION, CLUB VWJs: Sight & Sound Entertainment, the video pool ser-
vice, is offering a special introductory deal to new customers. Until
March 15, new clients signing an initial service agreement and placing
their first month’s order will receive an opening tape library of eight
hours of programming for no extra charge.

look that programmers barely real-
ized it was a Christian video; and
Steve Taylor’s “Meltdown,” which
bashed its way onto many major
outlets (except MTV), as well as all
the Christian shows. Currently,
“Crimes,” by Sparrow act the Rez
Band, is on hold at MTV.

“We're waiting,” says John Tay-
lor, director of video promotion at
Sparrow. “They have treated us as
fairly as anybody. We just need one
or two of our videos to be pro-
grammed there, and we’ll have a
track record and be off and running.

“It’s exactly like trying to get
your song on the radio. When it hap-
pens, you’ll see crossover like never
before.”

Among the more recent video
crop are Steve Taylor’s “Lifeboat,”
from his Sparrow album “On The
Fritz”; Randy Stonehill’s “Love Be-
yond Reason: The Video Album,” on

Myrrh, with six selections, each to
be released as a concept clip; and
Petra’s “Beat The System.”

Sparrow has been promoting
eight clips, including those by Tay-
lor, Silverwind, Scott Wesley
Brown, Sheila Walsh, the Rez Band
and Steve Camp (‘Do Something
Now” by Christians United to Save
the Earth).

Last year, Word released four
Myron LeFevre videos packaged
with interviews; ‘“Take 5,” a compi-
lation of five clips with LeFevre,
Amy Grant, Michael W. Smith, Ran-
dy Stonehill and Leon Patillo; Stone-
hill’s video album; a 45-minute
“Kid’s Praise’’ video from Mara-
natha; 12 tunes from the “Imperials
25th Anniversary Concert”; a re-
packaging of Grant’s “Age To Age”
concert; “Russ Taff In Concert”;
Petra’s “Beat The System’; Leon
Patillo’s “Love Calling,” and a Phil-

ip Bailey concert video.

In the works are four half-hour tv
shows, “The Day Spring Specials,”
with Terri DeSario and Kenny
Marks, as well as concept videos for
DeSario, Marks, Wayne Watson,
Billy Crockett, Dallas Holm and oth-
ers, which will be packaged in a for-
mat similar to “Take 5.”

Word says its video production
budget doubled in 1985, and it will
spend more this year on producing
clips for its artists. ‘‘The cost
ranges anywhere from $5,000 to
$75,000 for an Amy Grant video,”
says Word’s Wyse. “We have some
creative people who really know
how to cut corners and make a less
expensive clip really look good.

“We have to be careful stewards
of the dollar in this business. Our
record sales base is much smaller,
and it’s a longer, harder road to re-
coup.”

S

MERCANTILE CO.

STUDIO PROP RENTALS
=5» SINCE 1908 &~

“Rocks and Rolls for Rent”

169 NORTH LA BREA AVE.
LOS ANGELES, CA 90036

(213) 933-7334
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Colossus Digital Processor Hits Market
Field Tests Complete on Discrete Four-Channel Portable

BY SAM SUTHERLAND

LOS ANGELES The Colossus, a
new discrete four-channel digital
audio processor, is now being manu-
factured and marketed.

The unit has gone into use at sev-
eral locations following two months
of field testing to establish the por-
table 16-bit system’s performance
and reliability standards for profes-
sional audio, film, video and broad-
cast applications. Telarc Records
has one Colossus for a project in
Australia. Another is operating at
Masters Workshop in Canada for
Expo 86 and IMAX film pre- and
post-production work.

Previews of the unit last fall at
the Audio Engineering Society
(AES) convention in New York and
for members of the Society of Pro-
fessional Audio Recording Studios
(SPARS) in Los Angeles demon-
strated the basic operation and de-
sign scheme for the diminutive
PCM processor.

According to veteran audio entre-
preneur Brad Miller, president of
By The Numbers, which developed
the machine, the system’s propri-
etary code enables the Colossus to
sidestep the audible “signatures”
associated with previous profession-
al digital systems, including high
frequency anomalies and imaging
problems linked to losses of ambi-
ent information.

Colossus’ proprietary modulation
scheme was developed by Louis
Dorren, senior vice president of en-
gineering for By The Numbers. He
earlier played a key role in creating
Motorola’s four-channel broadcast
technology. Dorren’s code yields

frequency response from 4 Hz to 20
kHz, channel separation and dy-
namic range both in excess of 90
decibels, and a sampling frequency
of 50 kHz per channel, in contrast to
the existing sampling frequencies
of 44.] kHz and 48 kHz already in
use.

In its initial production format,
the Colossus uses a standard U-
matic VCR for program storage and
editing, but transfer to other media
formats still requires an analog out-
put. Says audio consultant John
Eargle, who began demonstrating
the system to prospective clients
here in December: “We could at a
later date have the digital bit
stream go out to any AES standard
needed, using the Studer format to
keep data entirely in the digital do-
main.”

For now, however, Miller claims
the performance of the unit yields
an analog output that makes the fi-
nal D/A conversion acceptable in
terms of end user requirements.
Moreover, the Colossus’ portability
positions the system for location re-
cording applications. In particular,
the processor is being touted for
use with four-channel microphone
designs including the Calrec Sound-
field and By The Numbers’ own MS-
4 surround sound microphone,

Eargle says the system builds on
existing 16-bit technology. “The
front end is orthodox in terms of
what you're used to with digital,”
he explains, “but from that point on,
we depart in the design.”

Patents are pending for the new
modulation scheme, which is
claimed to optimize the data when
compared to conventional NTSC

video frame format digital storage
techniques. Colossus uses a stan-
dard NTSC black-and-white signal
that eliminates vertical data.

Its NTSC compatibility also
means that “anything that you can
video edit can be edited on this sys-
tem without glitches,” according to
Eargle.

The system’s initial A/D data con-
version rate is “‘extremely rapid—
the actual data rate, going on and
off the tape, is just staggering,” he
adds. Dorren’s background in com-
puters is also cited by Eargle when
discussing the Colossus’ approach
to signal processing and data error.

“There’s no companding, no data
compression of any kind,” he says.
“And there’s no error concealment
either. Lou comes from the comput-
er business, where you can't ‘con-
ceal’ errors—you can correct them,
but you can’t conceal them, because
it’s critical that the data is correct.”

As for high frequency filtering,
Eargle says the unit employs a
gradual roll-off to 25 kHz.

Miller and Eargle claim the sys-
tem was developed over a 15-month
period, with four prototypes used
during the field testing phase.

Aside from possible cosmetic
changes, principals say, the Model
A production version is ready to go.
As currently designed, the unit can
operate on 12-volt CD power and
comes equipped with a direct inter-
face for the company’s surround
sound microphones.

At $15,000, the Colossus is being
targeted as a step up from basic
two-channel digital systems while
avoiding much higher price tags for
24-track and 32-track recorders,

Audio Track

NEW YORK

AT ERAS RECORDING, engineer
Jim Anderson has been mixing a di-
rect-to-digital two-track album for
singer Jonathan Schwartz. Tim
Leitner assisted. Also there, Yves
Dessca mixed Carly Simon’s new
single, “Sins,” with Questar Walsh
and Andy Wallace at the board.

Shep Pettibone mixed and edited
Alsion Williams’ cover version of
the Pointer Sisters’ “Yes We Can”
for Profile Records at Shakedown
Sound; the mix was engineered by
Andy Wallace. Also there, Arthur
Baker has been working with engi-
neer Alan Meyerson, mixing songs
for his album, due shortly from
Epic. And Daryl Hall was in record-
ing a track for his solo project. Pro-
ducing are Hall, Baker and T-Bone
Wolk. Jay Burnett at the board. Fi-
nally, Hall, Baker and John Oates
have been producing tracks for the
Eddie Kendrick/David Ruffin al-
bum on Champion/CBS.

Ivan Hampden has been working
at Mayfair Studios, producing the
DBL Crew’s debut single for Urban
Rock Records, “Bus It.” Jack Ken-
nedy is engineering.

At Secret Sound, Randy Muller
recently produced a project for Nyte
Shift, with Tom Gartland engineer-
ing. Also, Danny Weiss and Dave
Wilkes were in producing Noel
Pointer for Delta Music. Gartland
was at the controls, assisted by Jim
Lyons. And Bobbie Orlando was
producing Tony Caso for Bobceat
Records, with Lyons at the board.

LOS ANGELES

OUIET RIOT is in at Pasha Music
House with producer Spencer Prof-

fer, recording its third album for
Pasha/CBS. Proffer is also getting
set to begin work with recent Pa-
sha/CBS signing the Outlaws. He’ll
co-produce, with Randy Bishop, the
band’s first album in three years.

At World Soundworks in Bur-
bank, Wil Davis is recording his up-
coming album with producer Jae
Jarrett and engineer Arthur G.
Wright. Also there, Gary Daniels,
Robert West and Alan Tatum have
been producing Byrd.

In A&M Studios’ Studio D, “Solid
Gold” musical director Michael
Miller produced and arranged
tracks for Dionne Warwick, Burt
Bacharach, Christopher Cross,
Larry Gatlin & the Gatlin Broth-
ers and Bobby Vinton for their up-
coming appearances on the show.
Howard Wolen engineered, assist-
ed by Clyde Kaplan,

Engineer Joe Chicarelli has been
working with MCA artist Todd
Sharp at Capitol Studios on the 24-
track mix for his album. Sharp is
producing.

NASHVILLE

PRODUCER CHIP HARDY has
been in at Woodland Sound, work-
ing on overdubs on a new Waylon
Jennings project. Tim Kish and
Tim Farmer are at the controls.
Also, Booker T. Jones and Rodney
Crowell have been producing
Crowell’s current album project,
with Donivan Cowart engineering.
Finally, producer Marty Stuart and
engineer Jack Stack have been
working on string overdubs and
mixing for a Johnny Cash project.
At the Music Mill, producers
Dennis Morgan and Steve Davis
(Continued on page 40)

BULK AUDIO TAPES FROM SUNKYONG.
YOI.I GAN’T EET BETTEH BUT You CAN CERTAINLY PAY MORE.
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To stay aumber one, you've got to make the best even better. Whichisway
~forten yearz Ampex has continued advancing the performance of mastering
tape. Through a decade.cfincreased performance and refiability, Grand Master
456 rer  the tape behind the sound of si iswhy moretop

~ albumsare secorded on Ampex tape than any othertape g mm pel
~inthe world. Fcr Grana Master 456, the beat goes on. . M PEX
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NEW YORK

PAT BENATAR’S latest video,
“Sex As A Weapon,” claims to take
a witty look at how sex is exploited
in advertising to sell just about any-
thing. The project was directed by
Daniel Kleinman and produced by
Simon Fields for Chrysalis Rec-
ords. Other new clips for the label
include Paul Hardcastle’s ‘“Just
For Money,” Art Of Noise’s “Legs”
and Midge Ure’s “If I Was.”

RCA recording group Mass re-
cently wrapped the video “Do You
Love Me?,” under the direction of
Robert Small. The piece shows the
band rehearsing while their female
road crew prepares the stage for
the night’s performance. “By show-
ing the band rehearsing in a totally
natural and uninhibited way, the
viewer gets a real feel of what it’s
like to be part of a hard-working
band,” says Small. The clip was pro-
duced by Jim Burns and photo-
graphed by Tom Hurwitz. MTI’s
Bob Gleason and Dave Haggerty
edited.

LOS ANGELES

THE HARLEM GLOBETROT-
TERS have updated and created a
video for their theme song, “Sweet
Georgia Brown,” with a little help
from RCA Records’ female trio 9.9.
Shot on location at the Park Plaza

Hotel, the clip features the Trotters
with their first woman player, Lyn-
ette Woodard, captain of the 1984
Olympic gold medal winning wom-
en’s basketball team, as well as the
talents of 9.9. Stephen Lillis pro-
duced the clip for RNB Communi-
cations.

OTHER CITIES

BOSTON-BASED Century III-
Post just finished post-production
work on John Cafferty’s video
“Small Town Girl.” The project was
lensed on film using both interiors
and exteriors, then transferred to
black-and-white by colorist Bob
Lovejoy to enhance the clip’s home-
town story. In editing, a dialog se-
quence with special sound effects
was added to the beginning.

ROAR’s Alex Ligettwood, for-
merly of Santana, was recently in
San Francisco with Pendulum Pro-
ductions to film his clip “We Gotta
Do It.” The project, which was di-
rected by Tony Greco and produced
by Simon Straker, is a conceptual
piece that tells the story of the city’s
street gangs.

Boston’s music video station V-66
(WVJV-TV) recently counted down
its most requested videos in a spe-
cial program, “The V66 Top 66 of
1985.”” The top 10 were A-Ha’s
“Take On Me,”” ’til tuesday’s
“Voices Carry,” David Lee Roth’s
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Video T'rack

“Just A Gigolo,” Motley Crue’s
“Home Sweet Home,” Aerosmith’s
“Let The Music Do The Talking,”
Run-D.M.C.’s “King Of Rock,”
Bruce Springsteen’s “Glory Days,”
Dire Straits’ “Money For Nothing,”
Madonna’s “Into The Groove” and
New Man’s “Bad Boys.”

Colossal Pictures’ Whitney
Green has produced a music video
for the motion picture “A Chorus
Line” entitled “Surprise, Surprise,”
based on a musical number taken
from the movie. “The theme of the
song expresses the surprises of
making love for the first time,” ac-
cording to director Gary Gutierrez.
To illustrate that, the project com-
bines footage from the movie with
an original painting technique.

Director Greg Carter recently
completed “Chic For Now,” a con-
ceptual clip for Velocity. Carter/
Paolino Films produced it.

Edited by LINDA MOLESKI

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

AUDIO TRACK

(Continued from page 38)

have been working on a project on
Charly McClain and Wayne Mas-
sey for CBS, with Jim Cotton and
George Clinton at the controls.
Also, Cotton and Joe Scaife have
been mixing tracks for an Alabama
project.

Nitty Gritty Dirt Band member
and Warner Bros. solo artist John
McEuen has been in at Audio Me-
dia producing unsigned country-
rockers Whitfield/Ward.

OTHER CITIES

COLUMBIA ACT TRANSLATOR
has been tracking its fourth album
with producer Ed Stasium at Stu-
dio D Recording in Sausalito, Calif.

David Bickler, former lead sing-
er of Survivor, is working on a solo
project at Sound Summit Studio in
Lake Geneva, Wis. Phil Bonanno is
producing and engineering. Also
there, Butch Stewart has been pro-
ducing tracks for Neil Diamond. At
the board is John Patterson.

Two projects are almost complete
at Audio West in West Haven,
Conn.: Obsession, a heavy metal act
produced by Brian Kerne for Enig-
ma, and Insideout, a rock act pro-
duced by Mark Tyler Minervini for
Setco Records. Engineers for both
are Joe Mendyk and Bill Burke.

Sidewinder recently completed
its debut album for Executive Rec-
ords at Mega Sound in Bailey, N.C.
John Falzone and Cummins Me-
bane produced, with Falzone also at
the console.

Singer/songwriter J.D. Souther
is producing demos for 1984 MTV
Basement Tapes finalists the Nel-
sons at Firestation Studio in San
Marcos, Tex. Richard Mullen is en-
gineering.

Producer Lee Marcus has been
working at Pac 3 Studios in Dear-
born, Mich., with salsa band Or-
questra Marquis for Discos Mas In-
ternational. Kevin Wright is engi-
neering.

At Cheshire Sound in Atlanta, Il-
lusion has been laying tracks for its
upcoming Geffen album. Jeff Glix-
man is producing and engineering,
assisted by Cheryl Bordagaray.

ZZ Top was in at Dallas Sound
Lab in Dallas, mixing tracks for a
200-show tour that kicked off last
month in Canada. Engineering the
project were Rusty Smith, Ron
Cote and John Marshall.

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

Sound nvestment

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

BLUEFIELD’S BYTES: Los Ange-
les-based Bluefield Music Produc-
tion Studio is now equipped with a
MIDI/SMPTE advanced music pro-
cessing system. The facility recent-
ly interfaced a Kurzweil 250 key-
board, Macintosh computer se-
quencer and Fostex B-16 recorder
with SMPTE/MIDI locator.

DESERT MANSION: Grammies
House Recording, the recently
opened ‘“‘resort studio” in Reno,
Nev., has installed a full Solid State
Logic production system. The facili-
ty, said to be styled as a Victorian
mansion, has an SSL Stereo Video
System in Studio A, featuring a 48-
channel (expandable to 56) SL 6000
Series E console, equipped with the
SSL Studio Computer and Total Re-
call. The board is the centerpiece of
a 650-square-foot control room, with
the LEDE-design studio itself span-
ning 1,800 square feet. Grammies is
located about one hour from Los
Angeles, and is specializing in audio
for video work. Construction on the
facility’s second studio is slated to
begin early this year.

DIGITAL GROWTH IN TEXAS:
Houston-based Digital Services Re-
cording says it’s nearing comple-
tion of its new facility, which will
boast 48 tracks of Sony digital and a
new SSL 6000 Series E console. Ad-
vance bookings for the room so far
include producer Elliot Mazer, who
will be working with artist Craig
McFarlane, as well as post-produc-
tion work on the film ‘“For All Man-

kind,” with a Brian Eno score. Digi-
tal Services also recently supplied
all the gear for a complete digital
project by Willie Nelson and Merle
Haggard in Austin. Tracking was
done on the PCM-3324, mixed down
to a 1610.

GOKE GOES BETTER with clips:
Coca-Cola USA has pacted with
Entertainment Video Inc., a sub-
sidiary of CEP Industries, to use
the firm’s laserdisk video jukebox
system as a promotional tool for
various events planned during 1986,
Coke’s 100th aniversary. According
to an Entertainment Video spokes-
person, the soft drink giant will or-
der up to 400 laser audio/video sys-
tems by May. The system features a
50-inch diagonal rear projection
screen, six stereo speakers, wireless

microphones, a tv receiver, an AM/
FM receiver, and a closed circuit
camera that can alternately zoom
into the crowd, and mix the images
with the video clips.

A MOTOR CITY FIRST: Gnome
Sound owner Bruce Nazarian says
his facility is about to wrap the De-
troit area’s first Mitsubishi X-80
digital mixdown. The project is gui-
tarist Bobby Barth’s upcoming al-
bum for Atlantic. The Mitsubishi
digital gear was provided by the
Mitsubishi Pro Audio division,
based in Nashville.

Edited by STEVEN DUPLER
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e :o_rsumef electronics: industry, expect-
2d to generate.an estimated $24-billion in

total factory sales'in1985, but somewhat -

stagnhant in recent 'years-as.a flattening
sales curve began‘in 1683, is undergoing

z significant rejuvenation movihg into the newyear.

Major contributing factors: The explosive growth
of Compact Dise hardware and software, as well as

videocassette hatdware and’ software. For the en- .-

tertainment software industry in 1986, the picture .
_is gptimistic despite some accompanying hurdles.

A‘cross section of consumer electromcs retailers
and manufacturers indicates that ‘the two hottest
selling hardware items for the holiday season were
CD players and VCRs,

The hard statistics, accordipgt67he Electronics
Industries Assi., say thai CD player sa1es should

P oy e

.

have toppJed the one- malhon unit mark by the end ‘i

of 1985, climbing- to ‘the two-million” mark by. the

“end of 1986. .

CD software sales, actording t6-th tfompact

well-documented. ‘probtems.on.the software side

. has been {ill as. software manufacturers will place

major priorities-and capital-investment in expand-

" ing and creating newer disc plants to keep up with

the demand.
.VCR sales.were projected to be in L.2-million unit

P S

-Disc Group, are alfready'in the 15- miliod unif Tange
‘ ;‘W|tb a doubling projecte by the&ﬂdof this year: ’The

sales range for 1985 with apprgximatefy that same

“ humber. projected for 1 9&6:

Pre-recorded videocassatte software sales were
projected at 50-million units for 1985, while nexty
year's:prognosis calls for some 65-million.units. De-

www americanradiohictorv com

‘fr.r" l."y 2
oy,

Other statistics and trends otnote for the enters’
faanment software comniunity* mciude' RIS

e Blank vidzocassettes should tome:ih; at 185
miftion unit sales for .1 985; rising. to Q45 mjlluon.m ;
1986. Trends to watch for .includé.an mcreasmg '
emphasis ‘on: premium; as well ‘as hi fi tape’. v .and .
the newer 8mm format.

e Blank audio.cassettes should havé achleved'
sales of 250-million units last ‘year, expected to-
jump to 270-million by the end of 1986. Again,'the
trends are toward more’ high-end quahty product,
Rebate and tape formula marketing:has-shiffed to.

. Continued orrpage CES-17:
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OUR BEST
YEAR EVER.

1985 was our best sales year ever.

It was the year we became the leader in combined audio, video tape and
floppy disk sales.

And there’s only one thing to do when you have a year like that. Top it.
And that’s just what we’re going to do. With exciting new packaging for our
video products. And a product line that includes the new EX quality grade
and the popular Smm video format.

There is new consumer advertising, promotions and incentive programs
for distributors and dealers.
Plus new product displays.

Best of all you can be
part of the Maxell success

story. Just call your Maxell xe maxell | QTXLB“

representative and ask | EPITAXIAL S

about our full line of audio 17 g 20
and video tape, floppy disks | [ 120

e

and batteries and how to be
part of the best year ever.

1986 Maxell Corpuoration of America, 60 Oxford Drive. Moonachie. N.J. 07074

| HIGH GRADE \

VHS

See us at CES Booth D-62.

www americanradiohistorv. com
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VCR Industry
Leans More
Towards Holdlng
Ground Than
Leaping Forward

ough times are coming for the VCR industry,

say executives looking at a marketplace

whose main features are increasing compe-

tition, harsh currency problems, and a grad-
ually slowing growth rate.

This year’s Winter Consumer Electronics Show will
reflect that, with most manfacturers taking action
which seems to lean more towards holding ground
than leaping forward.

Facing a market near glutted with well over 200
models and about 50 manufacturers, many of the top
players have elected to hold off on major introductions
until June’'s Summer Consumer Electronics Show.
Near accross the board, they expect this year to be a
crucial one in shaping the future of the business.

1986 is going to be the year that tells who is going
to be in the market and who is not,” says Korean man-
ufacturer Samsung’s vice president of sales and mar-
keting Yang Sun. He feels the hardware marketplace is
virtually flooded with both companies and models, and
believes many of these will not survive the year.

Perhaps the biggest problem facing the VCR indus-
try is what to do about recent currency shifts which
have seen the value of the yen increase by at least
20%. For many industries the answer would be sim-
ple: raise prices.

That goes against an unloved electronics industry
tradition that usually sees home video prices go in only
one direction—down. "“Everybody’'s now looking for
some kind of alternative to increasing the sale price,”
says Sony Corp. market planning manager Yoshi Yna-
gimoto.

Ynagimoto and other video executives see VCR
prices starting to head up around mid-1986, when the
VCR industry’s next wave of models starts coming out.
Until then prices will probably plateau, the executives
say, with the downward spiral that characterized much
of 1986 coming to an end.

“The big issue here is profitability for both the man-
ufacturer and the dealer,” Ynagimoto claims. He
doesn’t think there will be a lot of profits to be had; for
most of the history of the VCR industry “demand al-
ways exceeded the supply, but now that situation is go-
ing to reverse.”

Still, some video executives say there’s no reason
the VCR business shouldn’t boost prices. “Would you
like to explain to me how price rises are accepted in
every other industry?”’ asks JVC’'s Steve Issacs.

Buoying up the industry, Ynagimoto claims, will be
the camcorder and 8mm video. Ynagimoto sees about
1 million camcorders selling in 1986, and 1-1.2 mil-
lion 8mm VCRs. “We have been well accepted by the
market,” says Ynagimoto of 8mm’s market perform-
ance in this country, adding that sales are strong
enough to require shipping of machines in via air.

“The 8mm camcorder will really fly next year,” Yna-
gimoto alleges, in a comment many VHS manufactur-
ers sharply disagreed with.

“We are not a supplier of 8mm and frankly we feel
the consumer will not support the 8mm format, eith-
er,” counters Issacs. He sees the lack of software
availability and the fact that the 8mm’s picture quality
is no better than that of half inch as two of the main

(Continued on page CES-14)

M/'tsuishi s A V-6 00 26-inch Color Audio/Video System

Audio Is \X/here
The Action Is—At

Right-To-Tape Booth

In Double-Deck
Country

echnology and art continue to war, as the

battle between the record business and the

consumer electronics industry maintains a
grinding pace, with neither side gaining victory or ad-
mitting defeat.

According to Majorie Berman, coordinator of The
Coalition to Save America's Music, “there’s an awful
lot of positive sentiment out there for us. | wouldn’t
herald a victory for either side at this point.”

The "‘victory’’ comes with the passage of a bili
whose goal is to enact royalties on blank audio tape
and audio cassette decks. Titled the “Home Audio Re-
cording Act,” the bill is number 1739 in the House
and 2911 in the Senate.

Executives from the electronics side present a far
different picture of the situation, of course. The record
industry’s efforts to impose royalties on blank audio-
cassettes and VCRs has come to a standstill, claims
the Electronic Industries Assn.’s Alan Schlosser.

“There doesn’'t seem to be any movement in the
House, and as far the Senate is concerned, it's still in
the subcommittee,” he says of the bill.

“We're continuing to play active defense, and we’ll
do our best to contain this legislation,” Schlosser says,
claiming “the record industry is further from its objec-
tive than it was before the hearing,” referring to Sen-
ate hearings held a couple of months ago.

wbyods pieoqig v

Sony’s Access A/V Entertainment System

lin s

gamsung’s VT290T VCR offers Hi-Fi stereo

“l wouldn’t say that,” Berman responds. *I| think
they're scared and | think they're only putting a lot of
effort into this because they're scared the bills are
passing.”

Schlosser says differently, claiming the EIA's wait-
ing game is paying off very well, with issues growing
more complex as time goes on. “It's getting increas-
ingly difficult to have a distinction between audio and
video products,” he says, adding, "you can get some
interesting detinitional problems,”” with VHS and Beta
hi fi machines and 8mm VCRs all doubling as high-fi-
delity audio machines.

As for the Winter CES, Schlosser says "“We will have
the right to tape booth at the Consumer Electronics .
Show, and it will be an audio only right to tape booth,”
because “the audio is where the action is.”

Audio is where the action is in the double well tape
player arena, toc. The double well videocassette play-
er, which generated a flurry early in 1985, is “‘basical-
ly a dead product,” says an executive for Sharp Elec-
tronics, the company that produces the machine. The

(Continued on page CES-15)
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THORN EMI/HBO Video is proud to announe2 that “Rambo:

First Blood Part Ii” is now available on videocéssette. A box office
blockbuster gr‘ossing over $150 million, Ramba had the third largest
opening gross in movie history. Your customers will go berserk. You
better be prepared with lots of videocassettes! Rambomania has
swept everybody off their feet.

Rarbo means business. Make sure you order enough to meet the
demand. Be prepared for Rambomania with Icts and lots of Rambo
videccassettes. It'll blow out your store. For the distributor nearest
you call 1-800-648-7650. In Canada: 1-800-255-2123.

ANOTHER
THORN EMI/HBO

THORN EMI

© 1985 THORN EMI/HBO Videc
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Sony’s Discman D-7 portable CD player

CD Hardware
Offers More
Features At Less
Cost In Portable,
Affordable ‘86

ore features at less cost will add to the de-

sirability of Compact Disc players, even as

the new darling of the home entertain-
ment industry has yet to celebrate its third anniversa-
ry on these shores.

Projections of market growth keep inching up, as
consumer demand continues to outpace the supply, at
least of the more desirable brand-name models. Esti-
mates of the total number of players that have entered
merchandising pipelines in 1985 go as high as | mil-
lion, up from earlier predictions of about 800,000.
Definitive figures should be available shortly.

For 1986, doubie each end of that estimate to a
range of 1.6 million to 2 million, say close observers.

Still to be measured with reasonable accuracy is the
impact of low-ball players that will enter the market in
greater numbers as the year progresses. Units that
will be discounted at retail to little more than $100
will help swell the budget category that most trade-
sters expect will produce the largest numbers of sales.

Denon’s marketing vice president Bob Heiblim be-
lieves that players listing under $300 (including the
fast-growing portable category) will account for about
half the total market in '86. The next strongest area
will comprise machines that range up in cost to about
$450, he suggests. The final 15% encompasses more
expensive players, among them exotic high-end units
for the tweak conscious minority.

While prices of all player categories have dropped
significantly over the past year, further decreases may
be slowed as a result of recent currency fluctuations.
Some units, in fact, will probably show modest price

(Continued on page CES-18)

North American Production
Startups May Not Ease
CD Software Crunch Until ‘87

ith the Compact Disc's star still as-

cending with unprecedented speed,

and 1986 sales forecasts for players
once more explosive, how will the software picture
look this year? In the wake of chronic disk shortages
for much of 1985, and a market scenario that insures
continued expansion in demand, both hardware and
software dealers agree that the shortfall in CD produc-
tion capacity remains a significant barrier to even
more dramatic growth.

Although the shortage in CDs is being felt world-
wide, the U.S. market's dominance as a recorded mu-
sic market has made the need for increased software
production here a vital element in long-term planning.
And, while the first domestic CD presser, Digital Audio
Disc Corp., Terre Haute, has weathered a disappoint-
ing gauntlet of quality control problems and corre-
sponding delays in reaching a higher capacity, 1986
augurs a broad expansion in CD manufacturing
throughout North America.

First volleys in this race to meet consumer demand
have been fired by the music industry's biggest com-
panies. Aithough CBS withdrew from its joint venture
with Sony in DADC, PolyGram has now made a prelimi-
nary marriage with DuPont to explore manufacturing
operations. Capitol Industries—EMI, inc., which has
scheduled startup for its first wholly-owned CD facility
in the U.K. for the first quarter of this year, is forecast-
ing the launch for a U.S. replication line at its Jackson-
ville, lll., plant by third quarter.

While other corporate majors actively study the
prospects for entering CD manufacturing in the next
few years, other ventures outside the corridors of the
music industry are already pursuing the potentially lu-
crative replication market. In the existing optical me-
dia replication camp created for industrial videodisks,
both titans and relative newcomers say they're plan-
ning to produce audio CDs.

Helping the giant 3M empire to shift its attention to
audio CDs has been the delay in a viable market
launch for CD-ROM (Read Only Memory) software.
When the projected arrival of CD data drives and ac-
companying CD databases failed to materialize during
1985, 3M’s optical media plant in Menominee, Wisc.,
decided to modify its first CD-ROM replicating lines to
handle audio disks; sources they say 3M will vamp up
production during the first quarter.

Various new companies with engineering bases in
computer products and semiconductor manufacture
are also promising production of audio CDs during the
coming year. Six year-old Laser Video of Anaheim,
Calif., is adapting its proprietary optical media replica-
tion systems, used for sophisticated industrial video-
disk mastering and production, to produce CDs, with
initial runs expected this month.

New companies include Los Angeles-based Comm-
disc and Laser Logic, a Bay Area firm which plans the
bulk of its production in a new Carlsbad, Calif., facility;
both project startup production shortly as well.

Meanwhile, several Canadian CD plant ventures are
in the works, including a projected plant in Toronto for
Praxis International; a facility in Eastern Quebec to be
jointly operated by French replicator MPO, Montreal-
based SNC engineering, and Sodice, the Quebec gov-
ernment agency for cultural and communications de-
velopment; a CD facility being blueprinted by the
Cinram manufacturing group; and a Western Canada
facility that would be launched near Vancouver by a
consortium that has been actively seeking funding for
over a year. Although the Praxis venture is targeting

this March for initial production, startup dates for the
other competitors aren't likely to begin until 1987.

With so many new players claiming they're readying
hands, however, veteran observers warn that some of
these CD contenders are likely to encounter many of
the nagging production bugs that troubled DADC dur-
ing its first year in the market. Moreover, aggregate
estimates for worldwide CD production, including pro-
jected increases in capacity for existing plants in Eu-
rope and Japan, are still said to fall short of the poten-
tial worldwide demand for software.

Thus, white shortages may be brought under greater
control, most major record companies indicate they
expect the manufacturing pinch to continue through-
out the year. That means that most labels will be
forced to continue “prioritizing” their production or-
ders to focus on fast selling hits and the cream of their
catalogs, while older, back catalog titles must await an
easing of the crunch before it becomes practical to
transfer them to CD. That predicament could easily
further enhance the value of special CD compilations

(Continued on page CES-19)
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If you're getting into home video, let Karl e Lorimar show you how easy and profitable it can be.
The leading manufacturer of videocassettes that sell

- A broad line of products for every video consumer

. The innovator in effective merchandising techniques and materials

» The programs, the pricing, the promotions that you
need to create profits

\(\\‘T\W

Come and see what we can do for you!
Consumer Electronics Show
Las Vegas Convention Center, East Hall, Booth #652

© 1985 KarleLorimar Home Video, Inc.

If you aren't at CES, call us at 1-800-624-2694
Inside California Call 714-474-0355 In Canada Call 416-842-6860

RARL: LORIMAR-

17942 Cowan, Irvine, CA 92714,70 The Esplanade, Toronto, Ontario M5 1R2
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Blank Media
Issues Grab
Headlines From
Product News,
Audio Pricehike

rganized in topic and issue sections, the
following roundup indicates plenty of ex-
citement in blank media.

HI-FI VIDEOCASSETTES

Hi fi VCRs today account for 15% of total U.S. VCR
sales, and will increase to 20%-25% in 1986, pre-
dicts Robert Burnett, marketing director, magnetic au-
dio/video product division (consumer) at 3M. At TDK,
higher grade videocassettes get the nod from Koyo
Yokoi, director of consumer sales.

“People have learned that it makes sense to invest
in better premium tape for any VCR, including older
machines. We feel the backordered situation on our
HD-Pro is clear evidence of this growing ‘step-up’
trend,” Yokoi says.

At BASF, Larry Rolla, marketing manager consumer
and pro video and audio takes a more pragmatic view.
“People conclude that if they're spending all those
bucks on better quality hardware, they might as well
buy better quality blank tape.” BASF'’s super grade hi
fiin T120 and T160 ranging $6.99-$8.99 suggested
list are a step in the hi fi direction.

IS 8MM HERE FINALLY?

For companies such as Kodak and Polaroid, it's
about time for the excitement in 8mm. Marketing ex-
ecutives at Polaroid point out another aspect of the
8mm popularity growth—audio applications. The
8mm cassette is compatible with three different types
of audio: monophonic, hi fi FM and finally digital stereo
sound when it becomes available.

Without Warning, a

exhibit, where they demo'd the company’s 8mm system

o

The Scotch balloon takes the
message aloft for 3M

TDK’s Tokoi is downright bullish. ‘‘New exciting
hardware has been introduced with more coming ev-
ery day. It is possible we could see a surge in demand,
perhaps more quickly than we originally anticipated.
Within two years, it is possible that the 8mm format
could have a market share in the 20% range.”

Sony’'s Bermingham agrees. He says Sony will bow a

Fuji’s Fujix-8 Video System with
M6 camcorder for 8mm

é.rod“e.rbund software

15-minute length at around $5 list. While this is aimed
at serving the home movie market—recording a birth-
day or other family event—there are other exciting
uses for 8mm. He says 24-hours in audio on one cas-

sette is one such use.
Bermingham continues, “It's something new to sell
(Continued on page CES-20)

AIV Accessories Continue To Take Up Slack

For Narrow Hardware Margins

here's no question that as margins remain

depressed in the audio and video hardware

categories, retailers will continue to turn to
accessories to help take up some of the slack. So to
make audio/video accessory shopping at the Consum-
er Electronics Show (CES) a little easier, we've high-
lighted a number of new product introductions from
companies whose products span the spectrum of ac-
cessories.

Alisop is debuting a new 8mm video head cleaner
and storage case at CES. The new 8mm VCR (wet
type) Cleaner cassette utilizes a cleaning ribbon to re-
move contaminants from the 8mm player’s tape path.
The new Library of Sound cassette storage system is
available in two styles, Traveller or Storage, carrying
six or twelve cassettes respectively.

Look for new CD storage opportunities from A.L.S.
The company is adapting its past audio/video basic
cabinet and drawer systems for the CD. First off the
production line is a two drawer unit that holds up to
48 Compact Discs.

Amaray is marketing a new, compact VCR head
cleaner kit, the Amaray Videocassette Recorder Head
Cleaner, in both VHS and Beta formats. Distributed
through a national network of retailers, the cleaner is
expected to have a suggested retail price of $7.99.

A.M. Products of Denmark is introducing what it
calls the ‘“first videotape sensor device.” This sensor
system hooks into a videocassette and prevents it
from being viewed. The product is targetted to parents
and other users who want to restrict viewing of specif-
ic tapes. Operates as a basic lock and key system.
Suggested retail price is $1.49. Also new is the A.M.
A.C.C.5. This is a new auto-reverse audio cassette
deck cleaner kit featuring a screw mechanism to re-
duce or eliminate wavering or bending.

A new CD cleaning and maintenance system, the AT-

Left: Suncom’s Speedwinder, battery-
operated videocassette rewinder and
fast forwarder. Above: Audio-Techni-

ca's AT6030 CD “Cleanica” cleaning
system.

6030 CD "*Cleanica,” has joined Audio-Technica’s ex-
isting line of care devices.

Unable to release details at press time, Blackbourn
is expected to debut two new accessories this week as
well as a new dealer merchandising support program.

(Continued on page CES-16)
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New CD Storage Cases from SAID

In keeping with consumers’ demands — Savoy engineering has come up with the best
portable and home storage units for your precious compact discs.

8140
& Solid Wood Compact Disc Storage,
Holds 40 Compact Discs in Jewel
Box. Classic Wood Storage for the
Modern Audiophile

1616

Padded Compact Disc Carrying
Case. Holds 16 Discs in Jewel Box.
Shrink Wrapped With 4 Color Label —
Brown Only.

736
Compact Disc Home
Storage Unit. Holds 36
Discs in Jewe! Box in 2
Drawers, Attractive
Wood Grain Finish.

8120 ——

Solid Compact Disc Storage Holds

20 Compact Discs in Jewel Box. 1916

Classic Wood Storage for the Deluxe Padded Compact Disc

Modern Audiophile. Carrying Case. Holds 16 Discs
in Jewel Box, 4 Color Carton
Packaging.

Savoy Leather Manufacturing Corporation
Ward Hill Industrial Park, Neck Road, P.O. Box 287, Haverhill, MA 01830-0478
(617) 374-0351 « (800) 343-8140 - Telex 710-347-1121

www americanradiohistorv com
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CBS Compact Dlscs have the music people are: Iookmg for: From Bruceg
Sprmgsteen and Billy Joel- to Wynton Marsalis and Michael Tllson
Thomas—over 500 hit tﬁles. , > b

And, just as |mportantly, we have a full mventory of hits to keep pace
wnth the growing demand—so your custorhers won’t have to go looking
elsewhere. CBS Co&gact Discs. Discover the advantage. |
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THE BEST SELLERS ARE ALWAYS INSTOCK
~ ON CBS COMPACT BISI:S
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DIGITAL AUDIO

"CBS" Is a trademark of CBS Inc, © 1985 CBS Inc.

Personal Stereos
Remain Little
Giant With
Booming Voice

Personal stereo units contin-
ue to be both a steady, though
small, revenue source and an ef-
fective plus-profit item for those
record/tape retail chains who
have stayed on in a market domi-
nated by electronics specialty
stores.

At the 70-store Listening
Booth chain, vice president
Steve Bell says business in per-
sonal stereo items is “phenome-
nal. It's a tremendous category
for us,” he continues. “Over the
past three years, it's been grow-
ing by leaps and bounds.” Bell
says personal stereo represents
5% of the company's overall
revenues, and finds that ‘it
doesn't have as many peaks and
valleys as it used to. Christmas,
of course, is very strong, and
so is spring and summer,” he
notes. “But we find that, for us,
it's very much a year-round hot
seller.”

Listening Booth stores carry
four brands—Panasonic, Sony,
JVC and Emerson—and some-
where between 55-60 models of
personal cassette players,
breakaway mini-stereos and
“boom boxes.” The Walkman-
type cassette players are dis-
played in closed showcases.
“We'd like to have them in an
open display,” Bell says, ‘“‘but
we've found it's just too much of
a security problem. We keep
them under glass, but they each
have a fact tag listing their indi-
vidual features, and they're all
loaded with batteries and ready
to play.” The breakaways and
boom boxes, he continues, are
displayed on shelves, near the
front of the stores, in high traffic
areas. ‘We do have a security
system for the larger players,
but they're out in the open, easily
touched and played by custom-
ers.”

As far as promotions and ad-
vertising, Bell says that Listening
Booth runs “‘under $100 gift
guide” ads three or four times
between Thanksgiving and
Christmas, focusing on personal
cassette players and boom box-
es. The chain also runs various
promotions throughout the year,
he says, such as an “all-Sony or
all-Panasonic ad, featuring every
player in their line.”

To help teach salespeople the
vagaries of personal stereo sell-
ing, Listening Booth maintains a
staff of in-house sales trainers.
“We also participate at least
once a year in manufacturer-
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sponsored sales staff training
seminars, usually timed to the in-
troduction of a new product.”

At Record Bar, Paul Fussell,
manager of special products,
says personal stereo sales ac-
count for 2% of the chain’s over-
all business. Although Record
Bar has, during 1985, experi-
enced some trouble with the per-
sonal stereo market due to
“manufacturers dumping a lot of
product, and other retailers sell-
ing the same product we were
carrying at prices way below our
cost,” he says the chain has no
intention of clearing out of the
market.

For this Christmas selling sea-
son, Fussell says, “We're pretty
much sitting with what we've
got.” Record Bar carries models
by Toshiba (their premium line),
Sanyo and Crown. ““We have one
P.O.P. for each individual mode!
in the store, which points out its
individual features. We also use
an open display, where the cus-
tomers can handle the players.”

Fussell says that Record Bar
sales people are *“‘aggressive”
about selling personal stereos,
“*because it's obviously some-
thing more than our usual $10
sale item.”” He notes also that
add-on sales—head cleaners,
batteries, blank tape and head-
phones—are healthy, due in
great part to the successful sell-
ing of personal stereo units.

Record Bar’'s plans for 1986
include “‘streamlining’ the prod-
uct presentation. ‘At one time,
we carried a line of 16 items.
Next year, we'll carry only a half
dozen or less, at very popular
and distinct price points.”

One large chain now in the
process of deciding whether to
enter the personal stereo arena
is Licorice Pizza. The chain is
about to wrap up a three month
trial, run in conjunction with its
parent Record Bar, which has
seen its stores carrying a line of
Sanyo Walkman-type units and
boom boxes. “It's done fairly well
for us,” says Mark Heffernan,
special products manager. “‘In
fact, we were really surprised at
how it's worked out.” He says
that Licorice Pizza will soon dis-
cuss the possibility of carrying
personal stereo items on a regu-
lar basis. "'As of now, there's no
commitment on our part ot
Sanyo, or any other manufactur-
er,” says Heffernan.

In the chain’s stores, the cas-
sette players and boom boxes
are stocked in open displays, “as
close as possible to the audio
cassette wall,”’ Heffernan notes.
“We've also directed our stores
to do as much combination mer-
chandising as possible, with
blank tape, batteries and that
sort of thing.” STEVEN DUPLER

12 Great Movies at only $29.95* each.
Reduced from $79.95, for a limited time.
Now that's cause for applause.

SALE ENDS MAY 1.

Stock up now from your MGM/UA Home Video dist 1butor

. £.1986 MGM/UA Horv e Video,
13¢ Ne otlhAAme icas, New > k, MY 10(49.

Worehouse ship date—Feb. 4, 1986

*Manutacturer’s suggestedlist prize.
All tities retuin o Ir(—\ ncrmal suggesled Kt priceafterMcy 11986
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GENEVA'S GOT AUDIO/ VIDEO CARE
COVERED. BOTH INSIDE AND OUT.

New Carngpact Disc Cleaner. New Compact Disc Storage. N“‘L“"“ Video Head Cleaner.

Geneva is the new name for Nartronics brand audio/video care products. But a new name is
just the beginning. Geneva is a new company. A company with a commitment to meet emerging tech-
nology with state-of-the-art care products. As a result, we've developed a remarkably simple and
sensibly priced CD cleaner. A unique, LP-compatible, CD storage system. And a new, hi-tech audio
cassette deck cleaner. We've introduced a new, wet system, 8mm video cleaner. A camcorder cleaner.
Along with a tape eraser, a demagnetizer and a new VCR dust cover.
We've even created a new limited warranty for our safe, effective
VCR head cleaner. In short, Geneva’s got your customers’ audio a

and video care needs covered. Borh inside and out. FORMERLY NORTRONICS BRAND

VCR INDUSTRY

(Continued from page CES-3)

reasons why consumer interest
in the new format will be thin.

Supporting Ynagimoto is Pio-
neer's Ken Kai, who claims ‘'the
future is here with 8mm.” Pio-
neer will be exhibiting its first
8mm machines at the Winter
CES.

At Panasonic, general mana-
ger, consumer video division
Stan Hametz is relatively neutral
on 8mm, taking “a 50/50 point
of view on it.” Working against
the technology is the increasing
popularity of half-inch cam-
corders in Beta and especially
VHS; working for it and the in-
compatability of 8mm with exist-
ing video systems, he believes, is
the fact that Sony Corp. has ded-
icated itself to the success of the
format.

For half-inch, says Ynagimoto,
the scorching growth pace the
VCR industry has set will level
off. “We don’t see any possiblity
of getting such a big jump
again,”” comments Ynagimoto
about 1985's jump from about
7.5 million machines sold to
1986’s near 11 million plus.

Issacs agrees, saying the busi-
ness will probably *‘see a bit of a
decline as far as the tremendous
growth rate we've been experi-
encing.” Making up for this, he
and other manufacturers hope,
will be increased sales of ma-
chines with high-end features
whose bigger price tags allow for
fatter profits.

Currency changes are already
having an impact, says Hametz:
“I do see some indication of
some slight price raises.” He
feels 1986 may bring an almost
unknown commodity to the VCR
business: stability, at least In
pricing, with chops in tags com-
ing through conventional ave-
nues such as closeouts, rather
than via massive drops in whole-
saler charges.

Korean manufacturers may
strongly benefit from the Japa-
nese pricing problems, Ynagi-
moto believes. *'The Korean cur-
rency is in a totally different
situation. They have been deval-
ued,” he says. “This year they
were not very strong in the U.S.
market,”” moving about
600,000-700.000 pieces. That
should change in 86, Ynagimoto
observes: "They do have the ca-
pability to make their capacity
double. Next year they will be-
come very strong, particularly in
the basic, low-end VCR area.”

Issacs strongly disagrees, say-
ing "The effect of the Koreans is
going to be not much greater
than what we experienced in
1986."” Devaluation will not be

BILLBOARD JANUARY 11,1986
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as much of an advantage as it
might seem, he says.

At Samsung, Sun says, “We
expect our pricing to be about
the same level next year,"” for
various reasons. Samsung is also
trying to cash in on the high-
end—but at lower prices than
the Japanese firms. It is intro-
ducing what is probably the first
Korean VHS hi fi machine at the
Winter CES, the VT290T.

TONY SEIDEMAN

DOUBLE-DECK

(Continued from page CES-3)

unit, which features two com-
pletely separate video playback
and record units built into one
machine, is ‘'still being sold in
the Middle East. But it's not be-
ing sold in any other country in
the world and it's not planned to
be sold in any market world-
wide.”

in contrast, while the video
deck has been eliminated as a
duplication-spurring threat, dou-
ble-bay audiocassette decks
continue to gain strength as a
product category. Virtually every
company that sells audio cas-
sette decks and boom boxes at
the Winter CES will have a dou-
ble deck on sale. 1986 will mark
the third generation of double
well technology, and the near-
standardization of a feature es-
pecially nerve racking to the rec-
ord industry—high speed
duplication on consumer play-
ers.

Sharp provides an example; all
three of the new double well
players the company shows at
CES will be equipped with high
speed.

Statistically, executives say a
major share of the portable
“boom box” type decks being
sold are two-cassette capable;
for component units, estimates
of market share range from a
25% to 40% or more.

According to Sansui's Arnold
Singer, ‘““almost every one of our
systems sold is equipped with a
double cassette deck, and we be-
lieve it to be a primary feature of
our line.” When Singer uses the
word ‘‘system,’’ he's talking
about selling all the combined
components of a stereo together
as one package. The situation
changes when components, or
separate pieces, are involved,
Singer says.

Double-well component audio
decks often retail for 150%
more than their single well com-
panions. This has significantly
slowed consumer acceptance of
the format, says Singer, al-
though he predicts a gradual in-
crease in market share.

TONY SEIDEMAN

It Was Not A Case
Of Love At First Sight...

He was a Russian detective

for the LA.PD. who drank too
much and had one foot in cop
Siberia. Valnikov’s life was a
mess. Her life was very much
in order. She knew what she
wanted and she didn't want
Valnikov. “You can't make me
work with him, Natalie told
the captain. “He's crazy, bats,
whacko. I'm not talking about
dafty, balmy or goofy;
I'm saying he's
psycho!

Then dogtrainer
Philo Skinner, a
miserably unlucky

ambler who “never
urt an animal in his
life; kidnapped a pair

of prize canines. Suddenly,
there was one dead schnauzer
bitch with one white toe-nail
and no next-of-kin. And an-
other one-eared schnauzer
bitch with a heavy ransom and
a frantic owner.

“It’s just a dog, Valnikov. It’s
just a goddamn dog. You and
this investigation are driving
me nuts, said Natalie. “Youre

not going to drive me nuts and

get away with it”
Valnikov was not a
chauvinist; Russians
just like to give
flowers. Natalie
liked flowers;
; she was

JOSEPH WAMBAUGH'S

also partial to borscht, gypsy
music and Valnikov's Russian
vodka. Reluctantly, she dis-
covered she was also partial
to Valnikow.

“IT’S LIKE ITCHY MITCH
WAS SAYING, SOME PEOPLE
ALWAYS SEEM TO PICK THE
BLACK MARBLE” WHO BUT
JOSEPH WAMBAUGH COULD
WRITE A STORY LIKE THIS?
“THE BLACK MARBLE
MANAGES TO HAVE
BOTH ROMANTIC
WARMTH AND
CHILLING FEEL

OF SLEAZY
AND LETHAL
WICKEDNESS”
—Jack Kroll, Newsweek

THE BLAGK MARBLE

suring ROBERT FOXWORTH - PAULA PRENTISS-HARRY DEAN STANTON

oo OWEN ROIZMANN asc "t MAURICE JARRE "</ FRANK CAPRA, JR
. Preat HAROLD BECKER =&y JOSEPH WAMBAUGH 5essetfing novet
#ow A BLACK MARBLE PRODUCTION-AN EMBASSY PICTURES RELEASE PGl

AVAILABLE ON VIDEOCASSETTE
$39.95 suggested retail price*

*Prices slightly bigher in Canada

~ EMBASSY HOME ENTERTAINMENT®
‘.'.._' 1901 AVENUE OF THE STARS,

. T LOS ANGELES, CALIFORNIA 90067
Artwork and Design ©1986 Embassy Home Entertainment

Y.
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A Biliboara Spotiight

ACCESSORIES

(Continued from page CES-8)

The new program involves a complementary counter
display.

In keeping with its commitment to expand its line of
audio/video accessories, Coast Manufacturing is in-
troducing its new “Red Accent” Collection of audio/
video cassette organizers. Each features a rubberized
cushion cassette cradle (patent pending) to guard and
insulate cassettes and a distinctive “Red Accent” de-
sign. The line consists of two audio cassette models
capable of holding either 12 or 24 cassettes, as well
as an all-purpose personal stereo pouch to hold per-
sonal stereos and several cassettes in a zipper front
pouch.

Denon is marketing a new audio rack system, the
Model ARC-201. Scheduled to be available in Febru-
ary. A black low boy-styled model, the ARC-201 has a
suggested retail price of $299.

Look for a slew of new accessory additions to the
Discwasher line at CES. The company is introducing a
new Video Starter Kit for VCR owners who also sub-
scribe to cable or premium tv. The kit consists of a
Video Head Cleaner, an A-B switch, three coaxial RF
cables and an instruction manual with step-by-step de-
tails covering a variety of system set ups. It has a sug-
gested retail price of $29.95 and is available in Beta
and VHS formats. Also new at the Show is Discwa-
sher’s Greatest Hits Collection audio care accessories
storage case. The Collection is available stocked (with
assortment of Discwasher accessories) or empty, for
those who already own the company’s products and
need a place to store them. A filled unit includes the
Discwasher D4+ Record Care System, the SC-2 Stylus
Care System, Perfect Path Cassette Head Cleaner and
C.P.R. Capstan-Pinch Roller Cleaner. Additional stor-
age space is provided for the company’s D'Mag Cas-
sette Deck Demagnitizer, Compact Disc Cleaner and

Zerostat 3 Anti-Static Instrument. The filled unit re-
tails for $49.95. The empty case retails for $19.95.
Special value coupons for $1 rebates on selected
Discwasher products are included in both versions.

GC Electronics is adding a new stereo headphone
and a Compact Disc cleaning kit to its line of head-
phone and accessory products. The new lightweight
Ultraform Stereo Headphone (GC#90-125) is de-
signed to fit comfortable inside the users’ ear. The new
Compact Disc cleaning Kit (GC# 30-700) contains a
three-ounce aerosol can of especially formulated
cleaning solution, a cleaning brush, chamois applica-
tor and disc holder. It is expected to retail for $25.15.

To kick off the new year, Gemini Industries is intro-
ducing half-a-dozen new headphones ranging in price
from the “‘economical/disposable to the high-end/co-
balt-type.”

The Geneva Group is introducing three new prod-
ucts at the show: a CD storage unit; a CD cleaner; a
new 8mm video head cleaning system.

Innovative Concepts is marketing a new 18 CD
storage file at CES. The injection-molded organizer
stores CDs vertically in their jewel box cases and
“locks™ them in place. A special touch-release mecha-
nism allows for easy disk removal.

Le-Bo-/Peerless is introducing a new ‘“duatl insert”
nylon audio cassette carrying case. Complete with a
large front pocket to carry audio extras, the case has a
shoulder strap and handle. Dual insert provides for 30
cassettes in their Norelco boxes,48 cassettes without
the box. The company is also previewing a two-pack of
replacement CD jewel boxes packaged for rack mer-
chandising.

Introducing 21 new Memorex audio and video ac-
cessory products, the Memtex Products lineup in-
cludes four Memorex headphones. Topping the line
are two numbers: a head phone system and a mini ear-
phone system. Both list for $14.99, a mid-priced for
$9.99, and a budget-priced for $4.99. Accessories in-
clude a Gold Series 20-foot extension cord two head-

—

S

Crest Cassette Corporation

h %,
-

phone adaptors.

In the CD arena, Memtek is marketing five Memorex
compact disc accessories: two CD player dust covers,
a CD Cleaning Solution, CD storage case, a organizer
two-pack.

Memtek will also introduce three Memorex mainte-
nance products: an 8mm Safeguard System Video
Head Cleaner a Dust Away Spray compressed air sys-
tem to “blow away’ dust, and a VCR headcleaner fluid
replacement.

Also look for two new accessory combo packs: the
Memorex Picture Perfect Recording Pack, which in-
cludes one Memorex Pro Series videocassette, a VCR
dust cover and a Safeguard System VHS head cleaner,
as well as the Memorex Deluxe Stereo Recording Pack.

Monster Cable’s new Interlink CD is reported to be
a super high resolution Compact Disc interconnecting
cable.

Also new at the show will be the company's new vid-
eo connection cable, Monster Video. The high resolu-
tion, low loss cable is designed specifically for home
video applications and targetted towards VCR, laser
disc player, stereo tv and cable hook-up markets.

In video accessories, Pfanstiehl is introducing its
Premium Gold line—58 different accessories and
hook up products for sophisticates including its new
TV-UVC5GL universal cord. Designed to hook up VCR
to 75 Ohm-300 Ohm TV/monitors, this five-foot cable
is equipped with a switch and two Balum. Directed to
the retail and rental industries, the cord also features
gold plate connections.

Topping the line of Recoton's CES introductions is
FRED, the Friendly Recoton Entertainment Decoder.
FRED reportedly enables any of 123 monaural tvs on
the market to receive all MTS network stereo tv broad-
casts for playback through a consumer’s stereo sys-
tem. A deluxe version of FRED, ALFRED (as in Ampli-
fied FRED), features a built-in 15 watt per channel
amplifier for those users without stereo.

JOYCE GOLDEN
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In the world onl c d Stat , can prove they
have met the rigorous standard ipany of Japan, Limited JVC)

Now there is one m Crest Cassette Corporation.

State of the Art Loading and Duplication of Blank Video Cassettes.
The One Stop Source for Professionals

415 North Figueroa Street/Wilmington, CA 90744/(213) 835-9677

No matter
how you -
stack them. .
The Choice *
is Joyce.

Highest quality
Joyce CD Cases -
Available directly fro
Manufacturer for
immediate shipment.

201-334-2020

IMp]

Joyce Molding Corpors

501 Division St., Boonton, N.J. 07005
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(Continued from page CES-1)

more customized vendors to
store programs with lots of deal-
er and consumer incentives pro-
liferating. Another growth area

. digital (Compact Disc) ready
blank tape.

e Portable tape players were
expected to generate some 10-
million unit sales last year with
the same figure forecast for
1986. The “Walkman’ phenom-
enon has plateaued somewhat
but it's still fueling the blank and
pre-recorded audio cassette
market very nicely. The hard-
ware market is glutted with por-
table players of every type, per-
mutation and price point.

The Laserdisc player has un-
dergone a healthy resurgence,
thanks in large measure to Pio-
neer's combination CD/Laservi-
sion player, as well as other Jap-
anese manufacturers who are
offering similar hardware.

It's estimated that there are
some 300,000 laserdisk ma-
chines in the U.S. and the for-
mat's chief proponent—Pio-
neer—will be placing a good deal
of emphasis on both hardware
and software this year. Pioneer
has excited the industry with a
combination CD audio and La-
servision video approach on a
single optical disk.

For conventional audio equip-
ment manufacturers, their em-
phaS|s will be on ‘“‘digital-ready”
and “video-ready” components
such as loudspeakers.

Product innovation is likely to
be mild while manufacturers
need to place an emphasis on
bread-and-butter business. But
CES-goers will see, for example,
more dual CDs coupled with
dual-well cassette decks, CD
hardware with software changer
capability, elaborately program-
mable cassette decks, and the
like.

While entertainment computer
software will also be much in evi-
dence, the home computer busi-
ness is still reeling. To date, the
only major record chain commit-
ted to the product category is
the massive West Coast Where-
house Entertainment chain,
which predicts a resurgence in
the 1986/87 holiday time
frame.

The CES also sees a return of
some major home video pro-
gram suppliers although they
still consider VSDA their primary
show. But shifting patterns of
distribution to the mass mer-
chant will bring such vendors as
CBS/Fox, Embassy Home Enter-
tainment, Prism Entertainment
and others. JIM McCULLAUGH

BILLBOARD JANUARY 11, 1986

CHARTER EXP

ONTOT

Let us introduce ourselves, we're Charter Entertain-
ment, a brand new home video company We're taking a
whole new approach to the video marketplace. We are
planning programs to meet the specific n2eds of you,
the distributor and retailer. Our staff is young and ag-
gressive with over 2G years of combined experience in
the video industry. And we think our stratzgies will turn
a few heads.
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We Il be covering virtually every genre: Adventure,
Comedy, Sci-Fi, Drama and Horror. Our packaging is eye
catching and exciting for maximum visibility. Plus we're
offering a balanced title mix geared to retailers’ prefer-
ences. Our price rance will span from the very afford-
able, for optimal sell -through, to premium titles, that
offer maximum rental traffic.

e DI ) & ] e

Our advertising strategy calls for extensive
national, regional and local advertising and
co-op support. There'll be a generous sup-
ply of innovative P.O.P. including: posters,
standees, counter cards, oversized boxes,
trailers and more. Plus with our 24-Hour
P.O.P. Hotline, the most current materials
are only a phone call away.

yLal d | 1HHISCOUT

To show you we mean business
we're offering a 10% discount on
our Charter "“Starter Kit’ Each
kit is a pre-pack featuring
one each of our 10
debut titles:

IE SCEHE

+ AMAN, A

WOMAN AND

A BANK - 2ULU

- TIMEWALKER

- STARCRASH

+ RABBIT TEST

+ THE PLAGUE DOGS

+ FOXTROT

« TEN LITTLE INDIANS

+ THE BALTIMORE BULLET

- SIDEWINDER

In addition, a coupon will ke in-
cluded in each pre-pack that is re-
deemable for a free Charter
Entertainment/KISS OF THE SP DER
WOMAN satjn jacket.

1iICxTU 3.

We re dedlcated to developmg |ncent|ve pro-

grams for both the distributor and retailer. You'll be

able to take advanzage of our longer selling periods to
max mize sal2s. Plus we’ll be keeping you up to date
with our continuing programs and new releases through
monthly mailings direct to you. So become a Charter
member and let's grow together.

—GHARTER——

ENTERTAINMENT

1301 Avenue of the Stars
Lcs Argeles, California 90067 (213)-556-7419

©1986 CHARTER ENTERTAINMENT
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A Billboard Spotlight

Classic Features with

Theatre Quality Reproduction

Encore Video proudly presents
‘Classic Features with Theatre
Quality Reproduction’
Encore Video introduces }
a unique collection of
. Golden Reel classic |
- films and Silver Reel
exclusive titles to
the video market. | SENREGIS
Golden Reels have | EENmssWEy
brought back some of Hollywood’s true | Sports
classic films. “It’s a Wonderful Life] i
“Sabotage; “Perils of Pauline] “The
Divorce of Lady X; just to name a few.
Encore Video Silver Reel feature exclusive titles
only distributed by Swire Magnetics Company. These are videos that
were produced by the Emmy Award winning CEL Communications, Inc.
“Legends of Baseball “Backstage at the White House;” “Great Romances
of the Century” and many more entertaining
titles in the field of sports, history and
childrens programming.
What sets Encore Video apart from other
duplicators/distributors is that Encore goes
to the expense of reproducing movies directly
to 1” video masters to assure crisp video
reproduction everytime. Encore Video retains
the crisp clean big screen reproduction just
like movie theatres.
So whether you're selling pre-recorded
movies or renting, you will be sure to increase

sales and profit with —
Encore Video from your A

* —
satisfied customers. EN@@R\E

Visit us at Booth #1005 VI DEO

Others

From the makers of LASER Video and Audio Cassettes

©1986 Swire Magnetics Co., 301 E. Alondra Blvd., Gardena, CA 90248
(213) 515-0494 (800) 421-2448 outside CA 47-206-51 Telex

CD HARDWARE

(Continued from page CES-6)

increases to compensate for this
development. Since September,
for example, the dollar has de-
clined almost 20% against the
Japanese yen.

The portable CD player, a cat-
egory almost exclusively the do-
main of Sony thus far, will multi-
ply in the marketplace under a
variety of manufacturer togos (in
some cases, however, OEMed by
Sony). Among those ready to bid
for market attention are entries
by Pioneer, Technics, Panasonic,
Sanyo, Toshiba, Hitachi and
Magnavox. Still others are cer-
tain to surface at CES.

Prices for these units, now rat-
ed reliable enough to retain sta-
bility on the move, top off at
$299.95. At the low end, they
will list at about $220. At the
high end, Sony now provides a
rechargeable battery with its D-7
Discman, as well as AC adaptor
and patchcord as standard
equipment. Its pioneering D-5,
still available, has been reduced
in price to $279.95, but now in-
cludes at no extra charge battery
pack and headphones.

While most new portables
boast programming features
comparable in flexibility to some
full-size units, Pioneer goes a
step further by designing its unit
to allow ‘‘docking” in the com-
pany's upscale boombox. The
company, though, prefers to in-
vest the latter unit with a bit
more dignity by calling it a porta-
ble component system.

Mike Fidler, Pioneer brand
manager, home entertainment,
says he expects that the portable
player will be in a back-order
mode rather soon after deliver-
ies. Competitors agree that the
player style will be among the
most popular, and that manufac-
turers are unlikely to satisfy con-
sumer demand early on.

At Sony, spokesman Mark Fin-
er says portable units will be giv-
en heavy attention in the com-
pany's advertising plans. Sony’s
current drive, spotlighting its full
CD line, is claimed to have gener-
ated lots of attention with its dis-
count plan for software. Finer re-
ports that almost 15,000
buyers have validated coupon
books that entitle them to pur-
chase up to 100 CD software ti-
tles at $2 off per disk at cooper-
ating retail chains across the
country.

Other innovative promotions
and advertising campaigns are
known to be ready for launch at
a number of other companies.

Among CD players incorporat-
ing unusual features not yet
available in competing models is
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Pioneer’'s PD-M6. This is the unit
that provides a six-disk maga-
zine that fits into the disk drawer
and allows direct access to any
song on any of the disks, as well
as 32-step random access pro-
grammability. The magazine it-
self may also be used as a self-
contained storage unit, and
additional magazines may be ob-
tained separately as the owner’s
software library expands.

Record labels have shown in-
terest in this changer/storage
feature, says Pioneer’s Fidler,
but so far no other manufactur-
ers have made any overtures to
the company. If the feature
caught on, it may have implica-
tions on CD software packaging,
an issue that has stimulated con-
troversy in the record company
community this past year.

With regard to changer capa-
bility, Denon’s Heiblim feels the
Pioneer unit’s capacity is too lim-
ited. The ability to carry 15 disks
is a more ‘‘reasonable’ goal, he
says. This would allow a changer
unit to be stored in the trunk of a
car, a use where changer acces-
sibility serves more than a mere
convenience.

Car player penetration has
lagged somewhat behind earliest
predictions, but this year should
see heightened activity in both
the number of players intro-
duced and those actually pitched
in the marketplace.

Only last month, the Ford Mo-
tor Co., in conjunction with JBL,
announced that it would be sup-
plying a CD player as a ‘‘stan-
dard option” in its Lincoin town
car early next year. Hardly a car
that is the acquisition target of
the mass of American consum-
ers, the move is nevertheless
seen as an augury of things to
come. IS HOROWITZ

CD SOFTWARE
(Continued from page CES-6)
as a means of satisfying consum-
ers while reserving manufactur-
ing capacities for new and future
hits.

As for price, don't expect any
substantial erosion in disk
prices. Since CD tags were re-
duced during 1984, prices have
gradually stabilized; recent in-
creases in overseas production,
owing to the dollar’s decline in
money markets, has also created
a pricing wall. If anything, disk
prices may suffer slight in-
creases until U.S. Compact Disc
production capacity reaches a
significant level.

SAM SUTHERLAND

CREDITS: Special Issues Editor,
Ed Ochs; Assistant Editor, Robyn
Wells; Interior, Miriam King; Cov-
er, Douglas Brian Martin.

If you think profits of over 500%
are unheard of these days...you

baven't heard the Pfanstiehl need/e story

]

The forces keeping
your profits on the brink
of nonexistence are as
strong today as ever.
And they show no signs
of weakening.

This means that now,
more than ever before, if
your profit situation is
going to improve, you
have to make it happen.
One highly effective
method of achieving this
result is to supplement
low returns on

competitively priced
products with the
uniquely high profits you
realize every time you
sell a Pfanstiehl
replacement needle. I'm
talking in terms of profits
of 500% and more...turn
after turn. That's the kind
of profit that inspired you
to go into business in the
first place.

Moreover, practically
every customer that walks
into your store is a

prospect. Many times,
simply questioning when

a customer last purchased

a replacement needle will
produce a sale.

Many other profit
oriented reasons for
stocking Pfanstiehl
needles are presented in
comprehensive
Programs for Profit,
especially created to get
you started in this highly
profitable market.

I urge you to send for

these free programs today.

Then if you need

additional assurance that

Pfanstiehl needles can
help you significantly
improve your profits, call
me. You're just the
person | want to talk to.

Sincerely,

el Kk

Merle Nelson,
President

( h
y ’
Pfanstiehl’s. .
'86 Replacement Needle
Programs for Profit
Absolutely nobody knows more about this big and highly profitable
market than Pfanstiehl. We've been in it for more than 60 years and
have the reputation to prove it. This is your opportunity to learn and
profit from the biggest and best supplier in the business.
\ J

FREE crAPHIC PROFIT FINDER

£

e

Pfanstiehl’s '86 Programs for Profit

‘-| Please send me the
Pfanstiehl Replacement Needle
~= Programs for Profit.

I

I

| g
I Name
I

I

|

Address
- City State Zip
= A ‘; Telephone Number.
o B o o S0 Name
l request your Programs for Profit. Don't wait. Offer is limited. Type of Retail Outlet
[ N B BN N N B N &8 &8 B B B =B B B | _-___-___-____-J

Mail to: Pfanstiehl, 3300 Washington St., Waukegan, IL 60085

Pfanstiehl. ==

.follow the leader

Telephone: 1 (800) 323-9446
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A Billboard Spotlight

BLANK MEDIA

(Continued from page CES-8)

and there is profitability. There
has been price erosion in half-
inch hardware and software.
The 8mm is not price sensitive
at this time; there is a per-
ceived value.” He sees 1985
8mm blanks sales tallies at one
million units.
MORE PROMOTION
INNOVATION

This WCES will see more
elaborate and effective promo-
tions believes Jerry Ghinelli,
video product manager, and
Bob Falco, audio product man-
ager, at Maxell. As one exam-
ple, Ghinelli cites a promotion
targeting cable tv viewers.
“VCR penetration with cable
users is 40%,” says Ghinelli. In
February a flight of 20 million
FSIs will contain a three-color
bar. Consumers match that
with bars on packaging and win
a free Maxell cassette. “We're
seeding around 10,000 win-
ners,” he says of the odds. Peo-
ple can still win if they don't
match. Two cable tv bills plus
the purchase of five tapes wins
a tape. Or, working with cable
tv operators, a 13 week sub-
scription or extension is anoth-
er way to win.

AUDIO TAPE PRICE HIKE

Maxell, for the first time in
six years, will raise audiocas-
sette prices by 5% Feb. 1.
Falco explains that the move
derives from “‘fluctuations of
the dollar in relation to the Jap-
anese yen.” Noting a possible
plus effect, he adds, “A price
hike may actually arrest the vi-
cious cycle that has seen price
wars marked by regular price
slashing.”

What will it mean at list? On a
high grade 90-minute it could
be $2.49 to $2.69. It remains
to be seen if tape really goes up
because some retailers will ab-
sorb the increase.”

RIGHT TO TAPE VS.
NEW COALITION

One issue reflected more off
the WCES floor is the sensitive
one of adding a levy on blank
tape and recorders. Bills are in
Congress. “The more focus on
it,”’ says Rolla, “‘the less chance
it has of passing.” Rolla, like
others in the Audio Recordings
Rights Coalition (ARRC) is not
against creators being in on the
action when works are taped.
“The bill is very abstract,” he
says of the legislation pushed
now by Coalition to Save Ameri-
ca’'s Music.

CHANGING PICTURE

With the possible exception
of one or two brands, there will
be a near total absence at this

Our same day shipments m

Order any of our more than 5,000 prerecorded video
tape titles before 10:30 AM local time and Ingram
Video will ship your order the same day. Order any-
time later in the day and we’ll ship within 24 hours.
Take advantage of Ingram Video service and you’ll
have your competition seeing red!

You can’t sell or rent what
you don’t have.

Ingram Video—the fastest growing distributor of
prerecorded video cassettes—has the highest fill rate
in the industry, so we don’t leave you empty-handed

when your customers request a hot new release. And
our on-line computerized ordering system gives you
immediate stock verification on any of our 5,000 plus
titles. All you have to do is pick up the phone and
call toll-free 1-800-251-5900.

POP materials and co-op
plans you can really count on.

Ingram Video warehouses POP materials which
are also available for same day shipment and imme-
diate impact in your store. We also offer a complete
array of in-store merchandising materials, produced
exclusively for Ingram Video dealers. In addition, In-
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ake the competition see red.

gram Video can assist you in taking maximum ad-
vantage of co-op dollars available from major studios.

If you wait until they’re hot,
you may be left out in the cold.

Ingram Video knows that with so many new titles
being released each month, you don’t have time to
keep track of them all. We have a specialist on staff
who monitors hot new video releases, so you can pre-
order and have them on the shelves when your cus-
tomers ask for them. As an Ingram Video dealer,
your personal telemarketing representative will share
this information with you on the pheone and through
regularly published catalogs.

We're in the business of service.

Your personal telemarketing representative can be
reached toll-free whenever you place an order or need
product information. We know you rely on an accurate
flow of information. From us to you. And from you to
us. Why do business with companies who only promise
service, when Ingram Video delivers?

Make your competitors see red. Give us a call
toll-free at 1-800-251-5900.

Distribution Centers: Nashville, Tennessee/City of
Industry, Californma/ Jessup, Maryland
Ordering: 1-800-251-5900 p

In Tennessee 1-800-342-5800

Others promise.We deliver:™

Winter CES of rebate offers,
believes Maxell’'s Ghinelli, who
sees fierce competition con-
tinuing, forcing marketing
strategies beyond price posi-
tioning and concentrated in
fewer brands able to adapt.
Ghinelli and others now see the
so-called "'big five' as compris-
ing a combined 70% share of
the total videocassette blank
market—TDK, Maxell, 3M,
Sony and Memorex.

Burnett at 3M sees three ma-
jor and coalescing factors—
nearly 50% of consumers now
are women; more actual con-
sumers and more potential
consumers with younger demo-
graphics. A third factor is the
same old factor. Tossed like a
hail Mary pass to mass mer-
chandisers, the standard-grade
videocassette is perceived as a
commodity item, treated as a
traffic builder and footballed in
price.”

INCREDIBLE GROWTH

Burnett’s analogy to com-
modities is carried on in his es-
timation that today the U.S.
blank media market is $1.2 bil-
lion at retail, “larger today than
categories like soups, soap
flakes and baby foods. Lever
Bros. and Proctor & Gamble do
not consider these figures
small change and neither
should we."

But as they say, we ain't seen
nothing yet. By 1990 Burnett
sees the market doubling.

AUDIOCASSETTE GROWTH

If anything characterizes sta-
bility, it is U.S. unit sales in au-
diocassettes.

FACTORY DOLLARS

1978 ......... $160 million
1980 ......... 215 million
1981 ......... 238 million
1982 vnmacomas 229 million
1983 ......... 239 million
1984 ......... 251 million
1985 ......... 261 million

This growth curve, reflects
estimates of Electronics Indus-
tries Assn. (sponsor of CES),
International Tape/Disc Assn.
and 3M.

WHO'S SELLING
AUDIOCASSETTES?

Burnett says higher end cas-
settes represent 28% of the
unit category and 48% of the
dollars. The boom in personal
electronics is one factor, car
stereo, boom boxes, walkman-
style players.

Discount/Mass Merch. ..34%
Electronic Specialty Store12%
Catalog Chain/Mail Order11%
Audio Hi Fi Specialty ....10%

Music/Record Stores.... 9%
Drug Store & Grocery ... 6%
Department Store ...... 5%
Catalog Showroom. .. ... 3%
All Other Outlets ....... 10%
EARL PAIGE
RILIRNARN  1ANITIARY 11 108R CES-21
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..newsline...

HOME BOX OFFICE has deigned to join rather than fight. The company is
initiating a marketing program focusing on the compatability of cable
tv and VCRs. There will be three major elements in the promotion: an
informational booklet titled “Making Cable VCR-Friendly,” which is
aimed at cable operators and details how to use the VCR as a market-
ing tool; a consumer-targeted brochure called “It’s Time You Got The
Most From Your VCR, HBO And Cable TV”; and a series of ad slicks
describing the benefits of combining the two media. HBO estimates
are that by 1990, at least two thirds of all U.S. households will own
VCRs.

PINK PANTHER “BOP BAGS" will be the biggest item in a promotion slated
by MGM/UA Home Video around its “A Fly In The Pink,” which is
part of its Pink Panther Cartoon Festival series. Pink Panther bop
bags will come free with 10-unit orders of “A Fly In The Pink,” or or-
ders totaling 10 units of ‘Fly” with other Panther cartoon titles which
MGM/UA has released: “Pink-A-Boo” and “Pink At First Sight.”

MOTOWN IS GOING TO BE the focus of a four-part series being released by
MCA Home Video. MCA describes the programs as “conceptual in na-
ture.” The first, “Motown’s Mustang,” will detail the history of a 1964-
and-a-half Ford Mustang, folllowing the life of the car and the sounds
that pass through its radio. Songs by Marvin Gaye, Stevie Wonder, the
Temptations, the Four Tops, the Jackson Five and others will be fea-
tured.

OLIVIA NEWTON-JOHN has a new compilation out, “Soul Kiss.” The title is
the performer’s fourth video release; other programs she’s put out in-
clude “Physical,” virtually the first assemblage long-form available on
home video, as well as “Olivia In Concert” and “Twist Of Fate.” “Soul
Kiss,” which retails for $19.95, contains five clips from Newton-John’s
latest album with a running time of 20 minutes.

“MIAMI VICE” is yet another music-oriented program from MCA. The
company is releasing the pilot episode of the hit tv show, which has a
running time of 99 minutes, with a list price $29.95.

“SELF-AWARENESS” MESSAGES about the dangers of children’s abduction
will be included on two Spectrum Video titles this January. Running in
front of “America’s Best-Loved Cartoons Vols. I & II"” and “America’s
Best-Loved Christmas Cartoons” will be two-minute messages about
child abduction and how it can be avoided. Also included will be an
“awareness flyer” asking parents to contact the National Center for
Missing or Exploited Children in Washington, D.C.

“TRAVEL TIPS” ARE OFFERED in Republic Pictures Home Video’s consumer
issue this month. The company has released a series of 12 “Tips” titles,
each priced at $24.95. Topics covered include the hottest hotels, restau-
rants, clothing and shopping venues. Destinations covered in the first
batch are Athens, Hawaii, Spain and the Costa Del Sol, Los Angeles,
Egypt, San Francisco, Rome, Paris, London, Morocco, Ireland and
Switzerland. Host of the show is Laura McKenzie, who is currently
syndicating a series of brief informational travel segments.

EVEN YOKO ONO’S ex-husband is putting out a video, coasting with the
new wave of interest in John Lennon. “Vain Glory” is arriving from
Abatar Home Video of St. Paul, Minn. It tells the story of Ono’s first
husband, Tony Cox, and the cult which he joined and eventually escaped.

CHOP-SOCKY YETERAN Sho Kosugi is hosting a series of martial arts films
for Trans World Entertainment to be titled “Ninja Theatre.” Four ti-
tles come out this month as part of the program: “Shaolin Temple
Strikes Back,” “The Little Heroes Of Shaolin Temple,” “Young Hero”
and “Shaolin Drunk Fighter.” List price for all the offerings will be
$29.95.

A NEW MANUFACTURER moves into the Spanish feature film market. Vid-
eo Mago Corp. is enters the home video business with four different
Venezuelan-made titles: ““Companero de Viaje,” “Los Criminales,” “El
Reincidente” and ‘‘Reten de Catia.” The company plans to release six
films a month in 1986. Among the films due for release this month are
“Las Alegres Vampiras de Vogel,” “Sangre en Mis Zapatos” and “En-
senar a un sin Verguenza.” The firm is based at 7-B Jules Lane, New
Brunswick, N.J. 08901. Phone: (800) 828-8760.

“MY NEW PARTNER,” a French film which won that nation’s Caesar
Award had its North American rights picked up by Heron Communica-
tions Inc., parent company for Media Home Entertainment.

FAMILY HOME ENTERTAINMENT has been cited for two awards by the Par-
ent’s Choice Foundation. Tagged as ‘‘outstanding children’s video pro-
grams” were “Rikki-Tikki-Tavi” and “Mowgli’'s Brothers.” Both are
based on Rudyard Kipling’s “Jungle Book” stories and were created
by Chuck Jones. TONY SEIDEMAN

Study Finds 168 % Increase Since 79

Explosion in Number of Titles Availahle

NEW YORK Besides exploding in
size, the home video industry is
booming in the number of titles it
has in release, according to the
Long Island-based National Video
Clearinghouse.

The total number of titles in re-
lease on videocassette increased by
168% between 1979 and 1985, from
14,998 to 40,111, according to the
Clearinghouse, which assembles
data for use in its “Video Source
Book.” Reflecting the increasing
fragmentation of the marketplace,
the number of companies releasing
titles jumped by 478% in the same
period, from 153 to 885.

The company says the 40,111
number “represents all titles avail-
able, including those produced and
distributed to schools, colleges, hos-
pitals, businesses—as well as to
home video for rental and purchase
by consumers.”

Of the 40,111 titles, producer/
manufacturers had home video
rights for about 15,171, the Clear-
inghouse says, and “Only 8,000 of
those titles were actively moving
through the usual chain from pro-
ducer to manufacturer to distribu-
tor to retail store to consumer at
any one time in 1985.” Of the titles
not marketed to consumers, the
company says that “‘topics’” were
one reason, with most programs
targeted at schools, colleges, busi-
nesses, or other non-consumer ven-
ues.

More than 5% of the titles in re-
lease were available in foreign lan-
guages, with Spanish the most pop-
ular, at 1,548 programs.

Even though movies bring in the
bucks in the home video business,
National Video Clearinghouse says

its general interest/education cate-
gory is the dominant one in terms of
number of titles in release. There
are a total of 12,973 programs avail-
able in that area, Clearinghouse
says, up by 103% from 1979’s 6,402.

Next after general interest/edu-
cation was health/science, which
saw a 297% rise in number of titles,
from 2,228 in 1979 to 9,292 in 1985.
Movies came after that, with 8575
titles in release in 1985 against 3,238
in 79, a 165% rise.

The category seeing the biggest
percentage rise in the number of ti-
tles in release was business/indus-
try, which posted a 973% increase
from 194 to 2,081.

In the children/juvenile area, one
of home video’s hottest, the number

of titles available jumped to 2,204
from 839, a 163% rise. Fine arts was
a larger category that saw a smaller
incrase: The number of titles in re-
lease increased by 100%, from 1,169
to 2,338.

Reflecting home video’s increas-
ing power as an entertainment me-
dium, sports saw a far stronger
jump, from 404 to 1,478, an increase
of 266%. In the how-to/instruction
area, the number of titles out was
up by 190%, but the category still
makes up the smallest one mea-
sured by the Clearinghouse, with
just 1,170 titles in release.

Showing the industrial orienta-
tion of much of the marketplace, a
significant percentage of the titles

(Continued on page 41)

BY JOHN SIPPEL

LOS ANGELES Creation of the
“Schoolhouse Video” catalog and
distribution network gives a whole
new venue to manufacturers of
how-to titles. Earlier, producers in
this genre were hard pressed to
find a way for consumers even to
see their product. )

Although books were released
before with lists of titles available
on prerecorded cassette, “School-
house Video” is an actual catalog,
through which both consumers
and retailers can order product. It
is owned by Sally Lasater, whose
Sallyforth Productions holds
rights to about 40 how-to pro-
grams.

Lasater Offers How-to Catalog

_Lasater got into the do-it-your-
self video business via the pur-
chase of a how-to bookstore and
her interest in-horses. Combining
these elements triggered publica-
tion of the 3,500-title “Schoolhouse
Video’’ special interest catalog
aimed at offering both home video
consumers and: retailers an acces-
sible reference guide to an often
confusing area-of the business.

Lasater movéd to California two
years ago. In the early '70s, the
former Texan was instrumental in
production of “The American
Horse And Horseman,” a tv show
syndicated by Transworld Video
and shown in more than 90 cities.

In 1984, Lasater linked up with

(Continued on page 42)
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TOP VIDEODISKS

é: Compiled from a national sample of retail store sales reports.
§/ ¥ e§ 3w §
5 &-\-o’ O Copyright Owner, Principal §%'§ g §
,\QE & TITLE Distributor, Catalog Number Performers || o a
GHOSTBUSTERS ggﬁ/l(;olumbia Pictures Home Video g!lnhg:;:?gyd 1984 | g Lgile)r gggg
2 | 2 | 3| BEVERLYHILLS COP Baramount Bt o 1134 Eddie Murphy 1985 | R | ED ) B33
0 [0 7 || B ST el ettt | 1 |1 s | 209
4 NEW’ AMADEUS A ;g&::'r\\//lggﬂolg':;lc()z\ég(;o ;ol{dnu?lyal;ibraham 1984 | PG| CED | 29.95
5 3 31 THE KARATE KID & ggﬁg%olumbia Pictures Home Video g:{thxiz:acchio 1984 | PG L(;Esle)' gggg
6 | NEWD | Laoviwke & e s, Tt ConturyFox - MattnuBrode | g | 13| o | s
7 | NEWD | MISSING ih ACTION 2-THE G i NG oo 100658 Chuck Norris 1985 | R | Laser | 34.95
8|8 | 3 | GREMLINSA Warner Home Video 11388 Phoabe Cates £ 08| ey | €
9 s |5 | raLconano mesnowmana  ronTlre T[4 8 |23
10 | NEWD| WHITE CHRISTMAS baramount Home Video 6104 o il v

@ Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 0or $1.2
million for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). & RIAA platinum certification for theatrical films, sales of
150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non-theatrical made-for-home video product; 50,000 units or a value of
$2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) @ International Tape Disc Assn. certification for
gross label revenue of $1 million after returns or stock balancing.
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Sony Founder

To Speak at
ITA Seminar

NEW YORK Sony Corp. founder
and captain Akio Morita will be the
keynote speaker at the 16th annual
International Tape/Disc Assn.
(ITA) seminar, March 12-15 at the
Americana Canyon Hotel in Palm
Springs, Calif.

The theme of the seminar will be
“Prospering In A Technology-Driv-
en Industry.”

A preliminary agenda has been
set for the seminar. Topics to be
covered will include “8mm Video:
The Chicken-And-Egg Market,”
“When Is Digital Audio Tape Com-
ing?,” “Are There Enough Sell-
Through Videos To Attract Mass
Merchandisers?,” “New Develop-
ments In Compact Disc Manufaec-
ture,” “Are There Alternatives To
Metal Tape?,” “How CD ROMs And
Optical Disks Impact On The Flop-
py Disk Market,” “Is High Speed
Video Duplication Really Cost
Effective?” and “The Effect Of The
3480 Cartridge On The Computer
Tape Market.”

Fee for the conference is $750 for
ITA members and $900 for non-
members. Hotel accommodations
and spouses’ registration fee are
not included.

Opening the event will be a wel-
coming cocktail party on Wednes-
day, March 12. Sessions will be held
on the next three days, running
from 8 a.m. to 1 p.m. on the first two
days, and 8-11 a.m. on the 15th.
Rank Video Services Ltd. will be
sponsoring a golf tournament,
while VCA/Technicolor will be be-
hind a tennis event. The seminar’s
closing banquet will be held at 7
p.m. on March 15.

TITLE EXPLOSION

(Continued from page 40A)

in release are not available on half-
inch videocassette; 78% of the pro-
grams are available on VHS and
77% on Beta. The CED videodisk
format still has 837 titles in release
despite its death in the hardware
arena, according to the Clearing-
house, while 1,019 titles were avail-
able on laser in November.
National Video Clearinghouse
has just relased the seventh edition
of its “Video Source Book,” which
contains a complete listing of video
titles in release along with brief de-
scriptions. The company is located
at 100 Lafayette Drive, Syosset,
N.Y. 11791; (516) 364-3686. The com-
pany also pubhshes “Video Tape &
Disc Guide To Home Entertain-
ment,” a listing of 7,000 titles avail-
able to the consumer marketplace.
TONY SEIDEMAN

PHOTOS BY: SUZE RANDALL
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HOW-TO CATALOG

(Continued from page 404)

| Mercedes Maharis of Santa Moni-

ca, who owned an ““Equestrian
Video Titles” package. The series
has expanded from its initial titles
to over 250, with programs rang-
ing in price from $29.95 to $200.
The $200 tag is for “The Locomo-
tion Of The Horse,” a Univ. of
Michigan-produced video of less
than an hour.

“I found that horse people are
not unique,” Lasater says. “There
are many hobbyists intensely in-
terested in their avocations. I be-
gan to research the field over a
year ago. My ‘Schoolhouse Video’
catalog now contains over 3,500
hard-to-find special interest titles.
I list more than 30 model railroad
videos, 18 on salt water fishing
and more than 60 on flying.”

The “Schoolhouse Video” cata-
log has approximately 30 different
categories in the how-to and self-
improvement areas in its 136
pages. Bevond the first edition,
Lasater already has 3,000 more ti-
tles for listing, and is getting as
many as 10 new titles a week from
the network of 130 producers and
wholesalers she’s put together.

Besides adding these titles, Las-
ater says she hopes eventually to
grade the titles in her catalog,
showing quality as well as subject
matter. One aspect she will not
change is carrying the original
manufacturer’s name with the
program’s entry.

Companies which she finds have
provided the most useable prod-
ucts are Video Associates, In-
crease Video and Karl/Lorimar.

A Georgia homemaker, Eleanor
Burns, supplies seven different
videos, all detailing weaving and
quiltmaking techniques and list-
ing for around $39.95. “The Great-
er Golfer In You,” by Dr. Gary
Wiren, PGA director of learning
and research, is $120. “Taoist Sex-
ual Healing” by Master Ahn is a
$99 two-hour videocassette. Three
volumes on black belt karate cost
$64.95 each. A study of the catalog
indicates that more than half the
titles list for above $50.

Lasater advertised the brochure
to consumers through regional
homemaking periodicals and air-
line magazines for four months.
She shipped 5,000 copies free via
inquiries from these venues. She
has also mailed an undisclosed
number to video retailers, offering
a wholesale discount and 100% re-
turn for videos purchased in the
previous 90-day period. Her only
qualification is that returns be in
saleable condition and accompa-
nied by an order at least double
their value.

Response from retailers has
been slower than from consumers,
but Lasater claim’s she’s encour-
aged. One dealer ordered 500
copies of a Halley’s Comet video.

Lasater is enthused, too, by the
fact that independent video pro-
ducers have voluntarily turned do-
mestic distribution over to Sally-
forth Distribution, another facet
of her Monterey-based company.
The operation, which occupies
3,500 square feet of industrialized
space, has North American distri-
bution rights to almost 40 special-
ized titles. Sallyforth has also
made several worldwide deals.
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Fast Forward

BY FRANK LOVECE

A bi-weelkly survey of technical de-
velopments in the hardware and
software sides of the home video
industry.

HIGH-DEFINITION TELEVI-
SION—that expected, revolution-
ary technology you’'ve heard video-
philes buzzing about—is, ironically,
hard to define. And dictionaries
aren’t any help. Though roughly 10
years old, high-definition television
(HDTYV) is only now about to be
born.

HDTV is the catch-all term for a
number of schemes to overhaul tv
transmission worldwide. The idea is
to provide television images theo-
retically as sharp and deep and full
as 35mm film—tv, in other words,
that looks like movies in a theater.
This would extend even to movies’
wide-screen framing (which gets
chopped to fit the more nearly
square proportions of the tv screen)
and lead to the first generation of
widescreen tv sets for the home.
Unfortunately, while the technolo-
gy to do most of this exists, any-
thing hoping to encompass the en-
tire world is bound to have run into
political snags.

Last October, in an effort to work
out a single, worldwide HDTV stan-
dard, representatives from several
countries met in Geneva under the
banner of the policy-making Inter-
national Radio Consultative Com-
mittee (CCIR). A working commit-
tee’s recommendations will be taken
up at the CCIR’s plenary session, to
be held in Dubrovnik, Yugoslavia,
in May.

Decisions made by the CCIR—a
body of over 50 countries and broad-
casters that recommends technical
standards—aren’t binding. They do,
however, make cooperation among
broadcasters and hardware manu-
facturers worldwide all the easier.

An agreement may not be
reached, however, because of a split
primarily between the U.S. and Ja-
pan on one side and most of Europe
on the other. And unless something
can be worked out, no world stan-
dard can be had until 1990, when the
CCIR’s next regularly scheduled
“study cycle” comes to an end.

Two HDTV standards are being
touted. One, being pushed by the
U.S. and Japan, was developed by
NHK and is called Hi-Vision; the
other is the creation of N.V. Philips
and is being pushed by West Ger-
many, the U.K., France and the
Netherlands, among others.

Confounding the matter is overt
pressure by the U.S. State Dept. for
adoption of the NHK standard. The
technological community has ex-
pressed dismay over such unusual
governmental involvement.

When and if standards are set-
tled, the actual broadcasting or
cablecasting of HDTV is another
challenge. There are various ways
to go, probably all of which will be
utilized.

The first hurdle is HDTV’s band-
width needs. NTSC audio and video
transmissions require about 6
megaHertz (MHz) of bandwidth.
NHK’s Hi-Vision needs over 20

(Continued on page 44)
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(Continued from page 43)

MHz. To compress this to manage-
able levels, NHK helped develop
something called MUSE (Multiple

e Subnyquist Sampling Encoding).
- iy s 4 This, says NHK, allows its HDTV
HOME VIDEO Fi8 i system to fit onto a single satellite

channel.

Satellite transmission is only one
method under consideration. Al-
ready, in fact, filmmakers such as
(of course) Francis Ford Coppola

| are using HDTV video cameras and
monitors to provide instant
“rushes” for low-cost rough-edit-
ing. Sony, similarly, has what it
calls the High Definition Video Sys-
tem (HDVS), which is getting its
baptism with a theatrical short
about Halley’s Comet called “Arriv-
al.”

Though “Arrival” was shot using
HDTV video equipment, the resul-
tant videotape was transferred to
35mm film for theatrical showings.
Other envisioned HDTV transmis-
sion systems include satellites and/
or fiber-optics used to send HDTV
images directly to video projectors
in theaters and homes. This might,
conceivably, offer a valid reason to
revive DBS (direct broadcast satel-
lite) transmissions to homes. HDTV
could also be transmitted via cable.

One certain thing is that HDTV
images are astounding. Sony, To-
shiba and others have demonstrated
prototypes of such high-tech won-
derworks as wide-sereen, 40-inch tv
sets with images that seem almost
three-dimensional in comparison
with current video. HDTV will like-
ly impact on the film business, and
eventually appear in affordable
home versions.

] ' When that happens—and it will,
- since the film industry is already us-
y . 3 ing HDTV and Japan is already

building an HDTV satellite for a

planned 1990 launch—today’s tv
sets will be as obsolete as the earli-
est '30s boxes with those tiny round

A windows. Collectors, take note.

A True Story "

Three Basic

HDTYV has been envisioned at
least since the '60s, when inter-

national agreements were
reached on today’s three basic tv
transmission standards and their
variations.

These three are NTSC, used
here and in Japan, Canada and
elsewhere; PAL, used in China
and in much of Europe; and
SECAM, used in France, the
U.S.S.R. and much of the Middle

An independent countess secretly joins the East. These differing standards,
. . G B .y in conjunction with electrical-
underground in Nazi ermany to save Berlin’s current differences, make tv sets

last Jews and has a FORBIDDEN love affair and MGs of onouglimizid .

compatible with another.

i 1 “m" . The split gets right to the
WIth a handsome ]eWISh ter heart of HDTV technology. Es-

sentially, it’s a matter of cycles

HBO PREMIERE FILMS PRESENTS A JOZAK-DECADE / FORSTATER / CLASART / ANTHEA / STELLA PRODUCTION AN ANTHONY PAGE FILM and lines.
JACQUELINE BISSET... JURGEN PROCHNOW . FORBIDDEN ... [RENE WORTH NTSC television images are
TELEPLAY BY LEONARD GROSS BASED ON HIS BOOK LAST JEWS IN BERLIN DIRECTOR OF PHOTOGRAPHY WOLFGANG TREU . . :
DIRECTED BY ANTHONY PAGE  PRODUCED BY MARK FORSTATER  CO-EXECUTIVE PRODUCERS FRITZ BUTTENSTEDT HERBERT KLOIBER transmitted as a series of rapidly

CO-PRODUCER BANS BROCKMANN EXECUTIVE PRODUCER GERALD L. ISENBERG "Fiintiod forstenp oiuteor & M85 Aibis & 8B 0 te Pl 0 WBH
COPYRIGHT < 1984 JOZAK-DECADE ENTERPRISES. ALL RIGHTS RESERVED

“drawn” lines on a TV screen. In
1/60 of a second, a photon gun
VIDEOC SSETTE draws 262 1/2 lines—from top to
ON A bottom, left to right—and then
zo00oms back up to the top of the
(Continued on page 45)
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Laser Players,
Disks Carve
Market Niche

BY TONY SEIDEMAN

By attracting consumers concerned
with ultra-high audio and video
quality, the laser videodisk player
has carved a comfortable place for
itself in the consumer electronic in-
dustry’s high-end despite achieving
only modest sales volume.

This year’s Winter Consumer
Electronics Show will reflect that
acceptance. The only big news ap-
pears to be Yamaha’s decision to be-
gin selling its own laser video play-
ers in the U.S. The company’s laser
video players are already available
to Japanese consumers.

Sony Corp., which also sells its
units in Japan, has ‘“no plans at
present to introduce a consumer la-

(Continued on page 47)

THREE SYSTEMS

(Continued from page 44)

screen and “interlaces” (fills in
the spaces in-between) with an-
other 262 1/2 lines. Each of these
two passes is called a “field,”
and the entire, 525-line image,
drawn in 1/30 of a second, is
called a “frame”—as in “freeze-
frame.” (If you want to get tech-
nical, the process is called “2:1
interlacing.”)

Since 1/30 of a second is just
below the level of the human
eye's persistence of vision, this
means tv images don’t appear to
flicker. The primary reason for
NTSC TV’s 1/60-of-a-second
fields is that we use a 60-cycle
(60 Hertz) electrical system.

PAL and SECAM transmis-
sions, on the other hand, draw
625 lines per frame and general-
ly work on 50 cycles—drawing
fields in 1/50 of a second and
complete frames in 1/25. Natu-
rally, any proposed HDTV sys-
tem has to address these real na-
tional distinctions.

The U.S. and Japan are back-
ing an HDTV system developed
by the Japan Broadcasting Co.
(NHK). This system, which the
developers call Hi-Vision, more
than doubles the NTSC 525-line
standard to 1,125 lines. It uses
the existing 60-Hertz field rate
and 2:1 interlacing. It also offers
a theater-like 5.33:3 wide-screen
aspect ratio (all current tv sets
are 4:30). Canada, India, New
Zealand, Norway and Sweden
are among those supporting
NHK'’s Hi-Vision.

Much of Europe, however,
points out that anything shotina
60-Hertz system is quite difficult
to convert to 50-Hertz. France,
the Netherlands, West Germany
and the UK., as well as Austra-
lia, would prefer to see imple-
mented a 1,250 line, 50-cycle sys-
tem (also 5.33:3 aspect) devel-
oped by Dutch Philips.

The U.S.S.R., which has per-
haps the largest and most di-
verse broadcasting system in the
world, is taking a cautionary
stance toward both HDTV sys-
tems.

2 (5 oW Snow White, i

“Bambi 7 and Cinderella

s canturnany child into

a Sleeping Beauty. e

Presenting
isney s@jreatest L jullabies
Dlolumes One ang Two,
Nusical Serenades . 3 %¥
from every Disney Classi
you ve ever dreamed of.

© 1985 Walt Disney Productions

" Disney’s Greatest Lullabies
Volumes One and Two

$1Q95==
: suggested
retail price
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TOP VIDEOCASSETTES =

Compiled from a national sample of retail store sales reports.
8l w |,
Copyright Owner, Principal § —: s E
& Manufacturer, Catalog Number Performers »x| &
E
Paramount Pictures .
11119 BEVERLY HILLS COP Paramount Home video 1134 Eddie Murphy 1985 | R [ 2995
2 | 2 | 23| PINOCCHIO ¢ Walt Disney Home Video 239 Animated 1940 | G | 2995
Paramount Pictures Bing Crosby
3 3 8 WHITE CHRISTMAS Paramount Home Video 6104 Danny Kaye 1954 | NR | 2495
, KVC-RCA Video Prod.
4 | 4 | 10 | JANEFONDA'S NE-W WORKOUT A Kar! Lorimar Home Video 069 Jane Fonda 1985 | NR | 3995
5| 5 | 6 | THEBEST OF JOHN BELUSHI A e B John Belushi 1985 | NR | 2498
RCA/Columbia Pictures Home Video 6- Bill Murray
6 | 6 | 10 | GHOSTBUSTERS 20413 Dan Aykroyd 1984 | PG {7995
. Judy Garland
7|7 | 10| THEWIZARDOFOZA @ MGM/UA Home Video 600001 Ray Bolger 1939 | 6 | 2995
8| 8| 7| MARYPOPPINS® o Walt Disney Home Video 23 Lule 3::[;;{(52 194 | 6 |2995
. Clark Gable
9 | 9 | 43| GONEWITHTHEWIND A ¢ MGM/UA Home Video 900284 Vivien Leigh 1939 | G | 8995
] KVC-RCA Video Prod.
10 | 10 [ 191 | JANE FONDA'S WORKOUT A ¢ Karl Lorimar Home Video 042 Jane Fonda 1982 | NR | 59.95
1111 | 8 | DUMBOA @ Walt Disney Home Video 24 Animated 1941 | G |[2995
MOTOWN 25: YESTERDAY, TODAY,  Motown Pictures Co. . .
12 1 12| 9 | FoRever MGM/UA Home Video 300302 atouSIATEES 19335 EHR]]20 95
Warner Bros. Inc. Zach Galligan
What's Up, Warren?. Bugs Bunny gets congratulations from Warren N. 13| 13| 5 | GREMLINSA Warner Home Video 11388 Phoebe Cates B3 || (8 | ek
Lieberfarb, president of Warner Home Video, honoring the RIAA gold VEe SireRecords o
certification of “Bugs Bunny’s Wacky Adventures.” Bugs hopped over from the 14 | 14| 6 | THEVIRGIN TOUR-MADONNALIVE® . o " cic Video 3-38105 Madonna 1585 '
studio in late December tc receive a star on the Hollywood Walk of Fame. N -
i 15| 15| 5 | PRIMETIMEA ® e e e e Jane Fonda 198 | NR | 3995
. Tom Hulce
ﬁ AL @ QA< " f 100D (Q /s 16 | 16 | 15 | AMADEUS A Thorn/EMI/HBO Video TVA2997 F Murray Abraham | 1984 | PG [ 7995
F I I. M C I. A S S I C S@ I N C 17 | 17 6 ROBIN HOOD ¢ Walt Disney Home Video 228 Animated 1973 | G | 2995
D .
THE WALT DISNEY COMEDY AND ’ . .
D U P LI CATI N G 18 | NEW)D Walt Disney Home Video 318 Animated 1985 | NR | 9.95
MAGIC REVUE
E B E sT 19 | NEW)> | PLAYBOY VIDEO CENTERFOLD Karl Lorimar Home Video 501 Sherry Arnett 1985 | NR | 9.95
T H s Roger Moore
o 20| 20 | 4 | AVIEWTOAKILL CBS-Fox Video 4730 A 1985 | PG | 7998
Call Steve Morley-Mower -’/ : ﬁ 21| 21| 5 | CODEOF SILENCE & Orion|Rictures Chuck Norris 1985 | R |[7985
(213) 822-0882 For 12" | | ¥ B 'I'l Thorn/EMI/HBO Video TVA2985 :
l ‘ . |||
! Warner Bros. Inc. .
VIDEO CASSETTE DUPI.ICATI(():N - 22| 2| 3 | PALERIDER e S, e 0 11475 Clint Eastwood 1985 | R | 7985
HAL ROACH STUDIOS FILM CLASSICS, INC. : —
5521 Grosvenor, Los Angeles, CA 90066 23| 23| 3 | DURAN DURAN: ARENA T oy — Duran Duran 1985 | NR | 2995
24 | 24 | 29 | WRESTLEMANIA Titan Sports Inc. Various Artists 1985 | NR | 3995
Coliseum Video WF004
25|25 | 10 &')F BEATLES LIVE-READY STEADY grr:yR\‘jﬁ;’e':ss'.;%a re 97W00192 The Beatles 1985 | NR | 16.95
26| 26 | 6 | THEEMERALD FOREST E:gg:g s SR Powers Boothe 1985 | R | 7995
5{ STAR TREK IIl-THE SEARCH FOR Paramount Pictures William Shatner
S O N ® 178 SPOCK Paramount Home Video 1621 DeForest Kelley LS || 19 (XD
THE JANE FONDA WORKOUT KVC-RCA Video Prod.
28 | 28 | 3 | CHALLENGE & Karl Lorimar Home Video 051 Jane Fonda k) O B
BUGS BUNNY'S WACKY Warner Bros. Inc.
291 29 | 11 | ADVENTURES ® Warner Home Video 11504 Bugs Bunny 1985 | NR | 1998
Paramount Pictures Nick Nolte
WESTERN HEGIONAI- SAI-ES 0 || BTl COLLES Paramount Home Video 1139 Eddie Murphy 1982 | R 248
, Raymax Prod. P. Brownstein Prod. .
HEPRESENTATIVE 31| 31 | 101 | DOIT DEBBIE'S WAY A Video Associates 1008 Debbie Reynolds 1983 | NR | 39.95
Universal City Studios
32|32 3 FLETCH MCA Dist. Corp, 80190 Chevy Chase 1985 | PG | 79.95
Sony Video Software # looking to fill a key WEST 33| 33 | 27 | WEARETHE WORLD THE VIDEO USA For Arica. 0475 USA For Africa 1985 | NR | 1495
COAST position. Video Software or Record Industry o e —
. . . T aramount Pictures yKroy
experience preferred but not essential. High visibility 34 | 34 | 61 | TRADING PLACES Paramount Home Video 1551 Eddie Murphy 1983 | R [ 2495
la;nd potential. Cpm_pensatlon includes base salary plus 35| 3% | 6 | KATHY mn;ws ULTIMATE VIDEO Dol Kathy Smith 198 | NR | 29.95
onus or commission.
PRINCE AND THE REVOLUTION P.R.N. Productions Prince And The
36|36 | 2] {vea Warner Music Video 3-538102 Revolution 1985 | NR | 2985
Send resume and salary requirements to:
ryreq 37| 37 | 31 | SINGIN'IN THE RAIN MGM/UA Home Video 600185 &?E&ﬁ%"!yno. s 1952 | NR | 2995
Mr. Michael Faulkner 38 38| 3 PERFECT ggzg(iommbia Pictures Home Video 6- jg:‘r;eT{:;o(l:t:ms 1985 | R | 799
Sony Vldeo Software Company 1 Universal City Studios Molly Ringwald
1700 Broadway 39| 39 | 14| THEBREAKFASTCLUBA MCA Dist. Corp. 80167 Anthony Michael Hall | 18° | R | 7995
New York, NY 10019 40 | 4 | 27 | MADONNA A Sl L R — Madonna 1984 | NR | 1998
® Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2
i million for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). A RIAA platinum certification for theatrical films, sales of
See us at Booth #570 at the CES show in Las Vegas. 150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non-theatrical made-for-home video product; 50,000 units or a value of
$2 million for music video product). Titles certified prior to Oct. 1, 1985 were certified under different criteria.) ® International Tape Disc Assn. certification for
gross label revenue of $1 million after returns or stock balancing.
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LASERDISKS

(Continued from page 43)

ser videodisk player, though we do
market and sell one in Japan,” exec-
utives at the firm claim,

Yamaha spokesmen confirm that
they will be bringing out players,
but won’t give details on these
planned units.

That gives Pioneer welcome com-
pany. Until Yamaha’s move, every
player sold in the U.S. in recent
years was manufactured by Pio-
neer, regardless of the name on its
label and case.

Pioneer’s introduction of a combi-
nation CD/laserdisk player in 1985
gave the format a major boost. With
the new machine came a host of
high-end audio firms looking to
carve a niche in the new video field
for themselves. They come to the
CES, however, in a less than exu-
berant mood.

Companies featuring laser video
players at CES will include such
high-reputation firms as Sansui, Al-
pine/Luxman, Teac, NAD and Har-
mon Kardon. They are all market-
ing players originally manufactured
by Pioneer.

While Yamaha is a major new en-
trant, some outfits seem to be con-
sidering an exit from laser video.
One company with unenthusiastic
feelings about the combo player is
Teac. “We still offer the thing,”
says product manager Keith Leh-
man.

“As a rule, the laserdisk player
has been kind of a dog in the U.S.,”
Lehman says. Teac’s player, he
adds, has “performed about as well
as we expected,” which translates
as “marginal.”’

While VCRs were selling at a
pace close to 50,000 units a day dur-
ing November and December, one
audio-oriented executive notes of
himself others in the laser video
field, ““A thousand a month per
manufacturer would be a very large
quantity for that kind of market.”

One company that will definitely
not be dropping laser is Sansui,
even though its results with the ma-
chine have been less than explosive.
According to Sansui marketing ser-
vices manager Stuart Goldberg, his
firm has sold “small quantities—we
never expected anything substan-
tial.”

The CD/laserdisk player “com-
pleted our line,” he says, allowing
the firm to offer a total picture with
product in video.

After racking up considerable
losses last year, the Pioneer Audio
and Pioneer Video operating wings
were restructured, combining into
one integrated unit. A further step
was taken in late December with
the creation of the LaserDisc Corp.
of America, which Pioneer’s Ken
Kai says will allow the company to
be a much more potent force in the
software arena.

LaserDisc’s first announced deal
was a joint venture agreement with
Manhattan Records, Blue Note Rec-
ords and Picture Music Internation-
al to issue a series of live jazz pro-
grams in the medium,

“We will get more involved in
software acquisition and custom
pressing,” says Kai. He predicts
that player sales will be increased
via the company’s “larger distribu-
tion network from Jan. 1 because of
the merger” of audio and video
units.
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If you're looking for videos that woi est of all, our suggested list price
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Five new releases from The Nostalgi So take this specicl opportunity to
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From Tough to Thoughtful

Benatar’s Music, Image in Transition

BY PAUL GREIN

LOS ANGELES Pat Benatar, who
is set to begin her first tour in three
years later this month, sees both
her music and image as being in
transition. Benatar is seeking to
move from the Spandex, tough-girl
image of early hits as “Hit Me With
Your Best Shot” to a more thought-
ful, multi-dimensional stance.

It’s a tricky transition, as Benatar
is the first to admit. Her first album
in the new style, 1984’s “Tropico,”
was a mild chart disappointment. It
went platinum, as did all five of its
predecessors, but stopped at num-
ber 14 on Billboard’s Top Pop Al-
bums chart—Benatar’s lowest
ranking to date.

“ “Tropico’ did well, but it didn’t
do bombastic [business] like our
other records,” Benatar admits. “To
me it was an indication that that
wasn’t what they were expecting.

“Still, you’'ve got to do that once
in a while. You can’t always do for
them,; you've got to do for you. On
this new record I tried to compro-
mise and do a little for them and a
little for me. I'm trying to find a
way to move like I want to move and
not alienate everybody at the same
time.”

Benatar hopes she’s struck that
balance on her new album, “Seven
The Hard Way.” Notes the singer:
“I think the album has a lot of the
sass of our first record, but still has
a lot of the depth that ‘Tropico’ had.
It’s not just a lightweight party

record.”

In a direct concession to fans of
her old style, Benatar included her
recent top 10 hit, “Invincible,” from
the movie, “The Legend Of Billie
Jean.”

“It doesn’t really fit with the rest
of the record,” she acknowledges.
“It’s the old style. But I thought it
was a good song. I like a lot of
things that Holly [Knight] writes.”

Knight also wrote Benatar’s 1983
hit “Love Is A Battlefield,” which
brought the singer her fourth
Grammy in as many years for best
female rock performance.

Benatar’s upcoming tour, booked
by Premier, is set to last 10 1/2
weeks and encompass 35 shows. “I
might go out again in the summer,”
Benatar says. “I just want to get
my feet wet.

“It’s been a long time since I was
out. I hope I remember what to do. I
have to see what happens, too. 1
have to see if they’re coming.”

Though Benatar acknowledges
that “a lot of water has gone under
the bridge since the '83 tour,” she
still plans to play major arenas, in-
cluding the Forum in Los Angeles
and Meadowlands in New Jersey.

Benatar was originally slated to
tour last June, but became pregnant
with her first child. She was then
going to go out in October, but was
forced to postpone the tour again
when the album fell behind sched-
ule.

“Sex As A Weapon,” the first sin-
gle from “Seven The Hard Way,” is

already in the top 40, but has met
with some resistance because of its
title.

“It’s really ridiculous,” says Ben-
atar, “because the song is obviously
against using sex as a weapon. The
same thing happened with ‘Hell Is
For Children.’ I had Catholic organi-
zations picketing my concerts. Obvi-
ously they never listened to the
lyrics.”

(“Hell Is For Children,” which ap-
peared on Benatar’s 1980 album
“Crimes Of Passion,” dealt with the
subject of child abuse.)

Benatar was unquestionably the
hottest female rock singer of the
early '80s, but in the past couple of
years has seen her supremacy chal-
lenged by such hot stars as Madon-
na, Cyndi Lauper and Tina Turner.

Benatar seems to be taking it in
stride. “It really doesn’t bother

(Continued on page 50)

All Stars. Freddie Jackson, Patti LaBelle and Lou Rawls visit the taping of the
“Lou Rawls Parade Of Stars" telethon, which benefits the United Negro College
Fund. On the show, which airs nationally on Dec. 28, Jackson performs his hit
“You Are My Lady,” and LaBelle sings John Lennon’s *‘Imagine.”

Group Turns to Self-Management

Motels Make Room For Business Savvy

LOS ANGELES [It’s fitting that
the Motels’ newly formed manage-
ment company is called Self Con-
trol Management. The group, one
of the last survivors of the late
'70s L.A. club scene that spawned
the Knack, the Go-Go’s and Miss-
ing Persons, has gained a reputa-
tion as one of the most business-

KMET Planning Additional Free Goncerts

Series Promotes Newcomers with On-Air Contests

BY ETHLIE ANN VARE

LOS ANGELES To generate in-
terest in up-and-coming bands—
and, not coincidentally, to gener-
ate interest in KMET—the Los An-
geles AOR giant is promoting a se-
ries of showcases for baby acts, of-
fering free tickets to listeners via
on-air contests.

So far, KMET has presented
Phantom, Rocker & Slick with the
Cruzados at the 1,5600-capacity

Country Club and Jon Butcher
Axis at the 450-capacity Roxy. A
Charlie Sexton showcase is sched-
uled next, and the station is look-
ing toward more shows with such
performers as Aldo Nova, Brian
Setzer and, perhaps, Lindsey
Buckingham.

‘““Even though the tickets are
free, this requires a commitment
from the fans,” notes Sky Daniels,
KMET’s assistant program direc-
tor and air personality. ‘“We're
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