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Waldenhooks Reads Profits A!bums Due From Genesis, Madonna, Richie, Too

In Gompact Disk’s Future

BY JIM McCULLAUGH

NEW ORLEANS The 980-store
Waldenbooks chain is testing classi-
cal and new age music compact
disks in 100 of its stores and plans to
roll CDs out to more units this sum-
mer. The plans were revealed here
at the American Booksellers Assn.
annual convention, May 24-27.

CD results have been encourag-
ing, says Don Edwards, manager of
audio/development for the nation’s

Ingram Adds
Windham Hill
To CD Catalog

NASHVILLE Ingram Audio here
is distributing Windham Hill’s
complete catalog of CDs and au-
diocassettes to bookstores. The
move follows Ingram’s April entry
into CD distribution with selected
classical and semiclassical titles
from PolyGram, Telarc, and
Denon.

The Windham Hill collection in-
cludes 70 titles, all available on au-
diocassettes and 28 on CD. To
launch its program, Ingram will be
offering a limited number of 30-
cassette prepacks that feature a
sampling of the label’s titles, as
well as point-of-purchase merchan-
dising aids.

With the addition of the Wind-
ham Hill stock, Ingram offers its
bookstore and library accounts
nearly 500 CD titles.

‘““Whenever we mention Wind-
ham Hill to booksellers,” says In-
gram Audio vice president Jim
Parker, ‘““they are very excited.
Their music is sane, civilized, and

(Continued on page 94)

largest book chain, which is based in
Stamford, Conn.

Edwards says the move to CD is
part of the chain’s aggressive ex-
pansion into such viable nonbook
product as home video and books-
on-cassette (Billboard, May 31). He
also points out that at least one of
the lines the chain is carrying—
Windham Hill—gives it the opportu-
nity to cross-merchandise with Par-
amount-Windham Hill Videos.

Larry Hayes, Windham Hill direc-
tor of marketing, says Walden-
books began testing his company’s
audiocassettes last summer and
started testing half of the 48-title
CD catalog last fall.

Hayes notes that bookstores and
other alternative outlets have al-
ways carried Windham Hill product,

(Continued on page 91)

Major Soundtracks Bow In June

BY PAUL GREIN

LOS ANGELES June is bustin’
out as a big month for superstar
albums and major pop sound-
tracks.

In addition to new albums by
such platinum sellers as Lionel Ri-
chie, Madonna, and Genesis, labels
are planning to release at least
eight soundtracks between now
and the end of the month, a bar-
rage linked to the annual flood of
summer film releases.

The film/record tie-in is also
seen in the fact that the month’s
two hottest studio albums include
No. 1 hits from films. Madonna’s
“True Blue’ features the current
No. 1 single, “Live To Tell,” from
the Sean Penn-starring film ‘At
Close Range.” And Lionel Richie’s
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ELIAHU INBAL CONDUCTS MAHLER'’S THIRD ON DENON
COMPACT DISC. The critics are praising Inbal’s “'keen
intelligence and musicality,” his '‘soaring vitality and ardor”” and
Denon’s “admirably wide dynamic range.” Sympony No. 3 is the
latest release in Inbal’s Mahler cycle. No. 4 is coming soon.
Digitally recorded by DENON. THE FIRST NAME IN DIGITAL

RECORDING.

long-awaited “Say You, Say Me”
includes his Oscar-winning hit of
the same name from ‘“White
Nights”’; the single reached No. 1
in December. Between them, these
two artists have sold more than 23
million copies of their last two al-

bums in the U.S. alone.

Genesis is expected to move into
the multiplatinum category with
“Invisible Touch,”” set for release
Friday (6). Since the 1983 release
of the trio’s last album, “Genesis,”

(Continued on page 97)

CES Debates VHS-C & 8mm

CD, VCR Also In Spotlight

BY TONY SEIDEMAN

CHICAGO The battle between
Sony Corp.’s 8mm and JVC’s VHS-C
highlights the hardware scene this
week (1-4) at the 1986 Summer Con-
sumer Electronics Show here.

Few revolutionary product devel-

KARL-LORIMAR
MEANS
BUSINESS

Karl-Lorimar Home Video, the pioneer in home video product
that sells, will be showcasing their vast array of products at the
Summer CES, inciuding their Childrens Programming line,
alternative titles (including Jane Fonda’s New Workout), Video
Fublishing, Music, Comedy and Feature Films. Special
appearances will be made by Johnny Bench and Playboy’s

Flaymate of the Year, Kathy Shower. Booth # 5036.

opments or market upheavals are
expected at CES. Manufacturers
plan to ride the success of such
products as compact disks and
VCRs.

About 100,000 people are expect-
ed to attend the show at McCormick
Place. Here are the major topics and
developments executives say will
dominate the event:

¢ The state of the half-inch VCR
marketplace. Manufacturers contin-
ue to worry about compensating for
the rising yen and a potential sales
slowdown.

® The continuing strength of com-
pact disk hardware. Manufacturers
say most of the action will involve
majors broadening and deepening
their lines, and off-brands strug-
gling to hold on to whatever frag-
ments of the market they can snare.

¢ The reinforcement of the mass
merchandiser as a video retail out-
let. Video software manufacturers
also want to meet video specialty
dealers, who may not attend other

(Continued on page 94)
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Kragen Hails Success Of ‘Hands’
Calls For Return To Individual Efforts

BY STEVE GETT

NEW YORK Hands Across Ameri-
ca organizer Ken Kragen says the
ambitious May 25 drive for this na-
tion’s hungry and homeless was “a
tremendous victory in terms of
what we set out to accomplish,
which was to call attention to these
issues, creating something dramatic
enough that would have lasting im-
pact.”

Reports indicated that only 1.5
million people had signed up for the
project in advance (Billboard, May

17), but Kragen estimates that more
than 5 million people—including
President Reagan, various city and
state officials, and a host of enter-
tainment celebrities—joined hands
on the line, which ran through 16
states.

“The event turned out to be a last-
minute kind of thing,” says Kragen.
“But we had done a lot of research,
polls, and focus groups. Our people,
who are very wise politically, pre-
dicted that about 60% of the people
would show up on the day, and they
were absolutely right.”

e A
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Kragen estimates that another
1.5 million people were involved in
Hands Across America events held
in Florida, Hawaii, Guam, Alaska,
and Germany.

The event cost between $12 mil-
lion and $14 million to organize, in-
cluding $3 million for liability insur-
ance. Just how much money Hands
Across America will ultimately
raise remains to be seen.

“We haven't released any hard
figures,” says Kragen. “We used a
figure of about $20 million two

(Continued on page 97)

Joyous New Yorkers line up at the East Coast starting point of the Hands Across America chain in Manhattan’s sun-
drenched Battery Park. Among the celebrities joining hands were Mayor Ed Koch, Sen. Alfonse D’Amato (R-N.Y.),
Cardinal John O'Connor, and music great Harry Belafonte. (Photo: Chuck Pulin)

PolyGram Music Feature Opens
Originally Planned As Long-Form Video

BY STEVEN DUPLER

NEW YORK The first feature-
length music film from PolyGram
MusicVideo U.S. makes its theatri-
cal debut in Houston on Friday (6),
via a pact with the 1,000-screen
American Multi Cinema Theatres
(AMC) chain.

The film, “Incident At Channel
Q,” features clips by Bon Jovi, Lita
Ford, Golden Earring, Scorpions,
Rush, Iron Maiden, Kiss, Motley
Crue, Rainbow, Deep Purple, and
Motorhead.

“I believe we're the first label vid-
eo-arm, without access to a major
film studio such as Warner Bros,, to
do a project like this,” says Len
Epand, senior vice president and
general manager of PolyGram
MusicVideo U.S. “Originally, we
created ‘Incident At Channel Q" as a
long-form video for home sale. We
hoped if it was good enough, we
could go theatrical with it—and
that’s what happened.”

The 11 videoclips are integrated
into a storyline anchored around
PolyGram artist Al Corley, who ap-
pears as a rebellious rock’n’roll VJ
working at an MOR video station.
British video director Storm Thur-
gerson (Robert Plant, Yes) directed
the feature which, according to
Epand, was budgeted “in the mod-

est six figures.”

Following its premiere at AMC's
newly opened Town & Country 10
multicinema in Houston, “Incident
At Channel Q" opens at five addi-
tional Houston theaters, next mov-
ing to other markets. and more
screens. The timing of the release
and number of screens depend on

audience reaction in Houston, says
Epand.

“We're testing the campaign. If
all goes well, the film will open na-
tionally in the 27 states and 185 out-
lets covered by AMC, and hopefully
other national markets covered by .
major film distributors such as UA,

(Continued on page 94)

NEW YORK ‘‘Hound Dog,”
“Bridge Over Troubled Water,”
and “What’s Love Got To Do With
It” have been voted the top songs
of the decades in which they were
No. 1 records. .

Viewers of Wednesday’s (28)
“America Picks The No. 1 Songs”
on ABC made their preferences
known with telephone votes,
choosing from among five songs
nominated for each decade from
1955-85. Each song was assigned
its own number. A panel of 25
members of the music industry
had previously selected the 15 can-

" didates from among songs that hit
the top spot on the singles chart,
using Fred Bronson’s “The Bill-
board Book Of Number One Hits”

Pick Top 3

as its source.

Elvis Presley’s RCA recording
of “Hound Dog,” written by Pres-
ley, Otis Blackwell, Jerry Leiber,
and Mike Stoller, first hit No. 1 in
Billboard’s Aug. 18, 1956, issue.

Simon & Garfunkel’s Columbia
recording of “Bridge Over Trou-
bled Water,” written by Simon,
first hit No. 1 in Billboard’s Feb.
28, 1970, issue.

Tina Turner’s Capitol recording
of “What’s Love Got To Do With
It,” written by Terry Britten and
Graham Lyle, first hit No. 1 in Bill-
board’s Sept. 1, 1984, issue.

The show was co-hosted by pro-
ducer Dick Clark, among others.

IRV LICHTMAN
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Bill Has Yet To Reach Subcommittee Hearings

Recording Act Is Stalled In House

BY BILL HOLLAND

WASHINGTON Although the
Senate version of the Home Audio
Recording Act, S. 1739, was sent to
the full Judiciary Committee on
May 21, sources on the House side
say they do not expect much move-
ment on the companion bill, H.R.
2911, until the fall.

Sources add that while the Senate
version no longer has a provision
for a royalty on blank tape, there
are no plans in the House of Repre-
sentatives to drop that provision.

H.R. 2911, introduced 11 months
ago by Rep. Bruce Morrison, D-
Conn., also provides for a higher

royalty fee to be placed on conven-
tional recording equipment used to
copy music—10% of wholesale
price, as opposed to the 5% in the
Senate version. Both bills slap a 26%
fee on dual-port dubbing decks.

The Morrison bill has not yet been
scheduled for a hearing at the sub-
committee level, largely because
Rep. Robert Kastenmeier, D-Wis.,
chairman of the subcommittee on
courts, civil liberties, and the admin-
istration of justice, has said he feels
there are more pressing issues in
the copyright field.

In an interview last week, Kas-
tenmeier said that despite the Sen-
ate markup, he still does not feel the

| WASHINGTON Sen. Albert
Gore Jr., D-Tenn., says field inves-
tigations and interviews in his
Senate payola probe may continue
into September, but he is already
satisfied that evidence exists of a
payola problem.

A spokesman at the senator’s

Gore: Payola Probe May Last Until Fall

Washington office confirmed that
the interviews conducted by the
Senate Permanent Subcommittee
on Investigations could run into
the fall but refused to elaborate.
Gore’s comments were made in
Nashville during a May 22 rally
against a source-licensing bill.

need to schedule a hearing now be-
cause there is already ‘““a full legis-
lative agenda [through the sum-
mer]. Of course, we’ll continue to
monitor what happens in the Sen-
ate. Then we’'ll see what happens.”

Last week, the Audio Recording
Rights Coalition (ARRC) fired its
predictable salvos at the marked-up
Senate bill, calling a royalty on au-
dio recorders ‘‘an outrage and an
unprovoked attack on consumers.”

According to Charles D. Ferris,
counsel to the ARRC, tape record-
ers which play record companies’
products have given “these compa-
nies and their recording stars un-
precedented profits.” He called the
bill “special-interest legislation at
its worst.”

ARRC is composed of retailers,
manufacturers of consumer elec-
tronics products, and individuals
who support the coalition’s anticon-
sumer stand on the bills.

If and when the House version
gets to subcommittee hearings,
sources say Morrison might consid-
er amending the bill to reflect the
changes in the Senate version.

Roth Promoted To MCA Records President

Move Reflects Expansion Of Music Operations

BY SAM SUTHERLAND

LOS ANGELES MCA’s ongoing
expansion of its music operations is
underscored this week by Myron
Roth’s promotion to president of
MCA Records.

Roth’s move follows last week’s
reorganization of the former MCA
Records and Music Group into its
new, expanded structure as the Mu-
sic Entertainment Group, itself a re-
flection of MCA’s recent acquisition
of three new music-related units
and the addition of the Universal
Amphitheatre to the group’s divi-
sions.

According to group president Ir-
ving Azoff, Roth’s new post stems
from more than those develop-
ments, however. Terming the pro-
motion ‘‘a long overdue appoint-
ment,”’ "Azoff notes, ‘“Myron has
played an integral part in the resur-
gence of MCA Records.”

Roth says the actual shift in his
duties will be modest. “Irving is the
chief executive officer and will con-
tinue to be actively involved in ma-
jor decisions, especially the creative
ones,” he says. “I'll focus more on
the day-to-day operation of the com-
pany, which is what I’ve been doing.

“The appointment is a recognition
of the way we’ve been operating.
With what’s been going on here in
terms of expansion, however, it was
inevitable that Irving would need to
have the mobility to work with oth-
er units,” Roth says.

That growth has added artist
management, merchandising, and
an additional record label to the
group’s mix via the buyouts of
Front Line Management, Facility
Merchandising Inc. and Full Moon
Records. But Roth says those and
other MCA units will continue to be
administered separately.

“Obviously, there’s going to be
interaction between the companies,

but I'm going to be doing records,
Howard [Kaufman, Front Line
chief] will be running Front Line,
and there will be key appointments
made at FMI and the Amphithe-
atre,” says Roth.-

His own priorities will thus co-
here around the record company's
renewed sales strength and ongoing
diversification. Roth was a key ar-
chitect behind MCA's return to jazz
last year, its recent expansion of its
soundtrack catalog, and its newest
thrust into classical and theatrical

musiec, launched earlier this year
with the appointment of Tom Shep-
ard to head that department.

For Roth, that diversification
meshes with previous business af-
fairs posts at both RCA and CBS, as
well as his role as senior vice presi-
dent and general manager for the
West Coast operations of the latter
company. “The goal here is to be a
major full-line record company, and
we're a long way toward that end
now,” he says.

LOS ANGELES Saxophonist/
composer Paul Winter’s Living
Music Records has entered a dis-
tribution and manufacturing pact
with Windham Hill Records.

Under the agreement, Winter’s
most recent album, “Canyon,” and
cellist Eugene Friesen’s ‘“New
Friend” will be available through
Windham Hill's multitiered distri-
bution system, which includes its
RCA, A&M, and Associated labels
pact. Starting in July, the remain-
ing five Living Music catalog titles
will be added.

The label plans to step up its re-
lease flow in the wake of the new
partnership; it has expanded its
roster with the addition of Winter
Consort members Friesen, pianist
Paul Halley, and guitarist Oscar
Castro-Neves, and pianist Denny
Zeitlin.

Plans for albums from those
acts, a label sampler, and a Christ-
mas album will double the catalog
by year’s end, to 12 titles.

Living Musie has also added the

Living Music Gets Distrib
Windham Hill Deal Inked

marketing firm of Morris Baum-
stein Associates and the public re-
lations firm of Markham/Novell
Communications to buttress its
own staff.

Living Music, formed by Winter
five years ago out of his Connecti-

.cut home, relocated to the Bay
Area last year and added a new
executive staff, headed by presi-
dent Richard Perl.

Winter’s arrangement with
Windham Hill underscores the
growth in the instrumental music
market since the late *70s. Ironi-
cally, both Winter and Windham
Hill founder Will Ackerman have
resisted the new age tag.

The agreement marks a reunion
of sorts for Winter. His catalog
for the five-year-old imprint will
now be channeled to music ac-
counts through the A&M/RCA
distribution web; the veteran mu-
sician’s influential acoustic ensem-
ble, the Winter Consort, recorded
for A&M during the '70s.

SAM SUTHERLAND

Royal Performance. Prince Charles meets with members of Columbia
recording act Loverboy while Princess Diana chats with other celebrities
following the opening night of the Expo '86 concert in Vancouver. Loverboy
band members are, from left, Scott Smith, Doug Johnson, Mike Reno, and Paul

Executive Turntable

RECORD COMPANIES. Myron Roth is appointed president of MCA Records (see
story, this page).

CBS Records International promotes Peter Bond to senior vice president
of its Australia/Asian/African operations, based in Sydney. He was region-
al vice president.

Chrysalis Records makes the following promotions in Los Angeles: Ron
Fair to senior director of a&r, West Coast; Fran Musso, senior director
West Coast merchandising and publicity; and Delly Muchoney, West Coast
a&r administrator. Fair and Musso were directors of their respective areas.

| R
ROTH BOND FAIR MUSSO

Andrew Fuhrmann is appointed director of a&r at Arista Records in
New York. He was director of talent acquisition for Capitol.

Bud Katzel is promoted to vice president/director of operations and sales
at GRP Records in Ridgefield, Conn. He was sales and distribution director.

Vivian Piazza joins A&M Records as East Coast publicity director in
New York. She was a publicist for Epic/Portrait/ Associated Labels.

Atlantic Records promotes Joe Ianello to national secondary promotion
manager in New York. He was a local promotion representative.

The Columbia House Division of CBS/Records Group elevates Harry Eli-

FUHRMANN IANELLO

KATZEL PIAZZA
as to vice president of video marketing and Richard Capossela to director
of video advertising in New York. Elias was vice president of new business
development. Capossela was director of software club marketing.

HOME VIDED. RCA/Columbia Pictures Home Video in Burbank, Calif., re-
structures its marketing department and names the following senior prod-
uct managers: John Levin for features; Bob Mercer, MusicVision; and
Mark Storchheim, Magic Window. The company also appoints the follow-
ing product managers: Dawn Holding, Jon Barbour and Joan Goldman,
features; Bob Knight, MusicVision; and Linda Lemcke, Magic Window.
Lisa Judson is appointed product manager for CBS/Fox Video in New
York. She was upped from manager of program research and development.

TRAOE 6ROUPS. The Nashville Assn. of Musicians elects Jay Collins presi-
dent. He succeeds Johnny DeGeorge, who retired.

RELATED FIELDS. Jensen Communications in Burbank, makes these promo-
tions: Heidi Ellen Robinson to senior vice president; Kevin Kennedy, man-
ager, national publicity; and Gail Raimi, associate manager, publicity.

4
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- Vladimir Horowitz is a perfectionist.
To become one of this century’s finest
plianists he’s had to be. His first
recitals in Russia for 60 years were
received with rapture. Fublic demand
forced an extra performance in BRerlin.
And last week he raised the roof at
London™s Royal Festival Hall. RBut then
Horowitz leaves nothing to chance. In
concert he plays nothing but his own
beloved Steinway. And on record he’s
chosen Deutsche Grammophon for his first

studio recording in 12 years. Naturally.

L Dewdrihe
| Cmimmophen

PolyGram we give our artists the world
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Manufactured And Exported Bogus Recordings
Indonesian Guilty In Tape Piracy Gase

NEW YORK An Indonesian record
and tape manufacturer lured to the
U.S. by a Recording Industry Assn.
- of America (RIAA) sting operation
was found guilty May 22 of manu-
facturing and exporting pirate
tapes.

Anthony Dharmawan Setiono,
aka Anthony Dharmawan, was
found guilty as charged in Federal
District Court in Brooklyn of six fel-
ony counts of copyright infringe-
ment and violation of U.S. customs
laws. The jury trial, which began on
May 15 and included six days of tes-
timony and almost five hours of de-
liberation, was prosecuted by assis-
tant U.S. attorney Laurence Shtasel
before Judge Edward R. Korman.

Dharmawan was arrested by U.S.
Customs agents on Dec. 13, 1985, af-
ter offering 360,000 illicit record-
ings for sale and shipping 5,000
counterfeit cassettes to a dummy
import/export corporation based in
New York. The corporation, run by
RIAA antipiracy undercover opera-
tives posing as businessmen, pro-

cured bogus titles on the Joker, Gal-
axy, King, and Billboard labels man-
ufactured in Indonesia by
Dharmawan’s company, P.T. In-
exco.

The 5,000 tapes that were shipped

from Djakarta and seized by the -

U.S. Customs Service at Kennedy
International Airport here were ac-
companied by fraudulent documen-
tation pertaining to thejr nature and
value, which claimed the counterfeit
tapes were blank cassettes.

Representatives of CBS, Atlantic,
Elektra/Asylum, Warner Bros.
Records, and WEA Distribution tes-
tified to the legitimacy of the copy-
rights on the cassettes brought into
evidence, and each swore that nei-
ther Dharmawan nor P.T. Inexco
had been given permission by the
copyright owner to produce the
tapes in question. Georgina Challis,
license and permissions manager of
Billboard magazine, testified to the
unauthorized use of the Billboard
trademark.

At the time of his arrest,

21 To Retailer Advisory Panel
NARM Names Committee Members

NEW YORK Roy Imber, president
of the National Assn. of Recording
Merchandisers (NARM), has named
21 members to the trade group’s
1986-87 retail advisory committee.

Imber, who heads Long Island-
based Elroy Enterprises (Record
World, TSS) appointed Jim Bonk
chairman of the committee, which is
scheduled to meet Sept. 15 in San
Diego. Bonk, executive vice presi-
dent and CEO of North Canton,
Ohio-based Camelot Enterprises
(Camelot Music), has long been ac-
tive in committee functions.

Other members named are: Jerry
Adams, Harmony House Records &
Tapes; Ned Berndt, @ Records &
Tapes; Arnie Bernstein, The Music-
land Group; Randall Davidson,
Sound Shop; John Farr, Target
Stores/Jetco; Rochelle Friedman,
J&R Music World; Stan Goman,
Tower Record and Tower Video; Ira
Heilicher, Great American Music/
Wax Museum; Bruce Imber, Elroy
Enterprises; David Jackowitz,
Peaches Entertainment; and Lou
Kwiker, Wherehouse Entertain-
ment.

Also named to the committee:
Sterling Lanier, Record Factory;
Evan Lasky, Danjay Music & Vid-
eo/Budget Tapes and Records; Alan
Levenson, Turtles Records &
Tapes; Mary Ann Levitt, The Rec-
ord Shop; Ann Lieff, Spec’s Music;
James Rose, Rose Records; Carl Ro-
senbaum, The Flip Side; Mark Sil-
verman, Waxie Maxie Quality Mu-
sic; and Terry Worrell, Sound Ware-
house.

The purpose of the retail advisory
committee is to address common is-
sues that affect prerecorded music
dealers, as well as providing guid-
ance and input for NARM activities.
Last year’s committee discussed
topics such as standardized cassette
packaging, concerns over album lyr-
ics and art, and UPC bar coding.
Discussion at last year’s annual
meeting also led to the formation of
the NARM/Video Software Dealers
Assn. security device committee,
which is examaning the feasibility
of establishing common articles sur-
veillance technology for all prere-
corded music and video product
(Billboard, Feb. 1). GEOFF MAYFIELD

VSDA Drawing A Growd

NEW YORK A record 400 exhibi-
tors are expected at the fifth annual
convention of the Video Software
Dealers Assn. Aug. 24-28 at Bally’s
MGM Grand Hotel in Las Vegas.
The event is projected to draw 8,000
to 10,000 members of the home vid-
eo industry.

Some 50% of the meet’s exhibit
space in the east hall of the conven-
tion center has been sold, according
to Stan Silverman, VSDA’s director
of meetings and conventions. This
percentage represents almost
150,000 square feet of exhibit space.

Silverman reports that exhibitors
are lining up at a pace three weeks
ahead of last year’s, largely the re-
sult of a preregistration mailing
made in February to last year’s ex-
hibitors.

For VSDA members who wish to

visit only the exhibition area and for
exhibit personnel who are not regis-
tered for the convention, there is a
$25 “Exhibit Only” registration fee.
Such registrants must send hotel
deposits directly to one of four ho-
tels after receiving their reserva-
tion card from VSDA. With Bally’s
Grand reserved for full registrants
only, they can choose from among
Caesar’s Palace, Holiday Inn Casi-
no, and the Tropicana.

This year’s convention theme is
“Freedom Of Choice.” VSDA offi-
cials say it is meant to symbolize the
right of consumers to buy prere-
corded video of their own choosing,
including X-rated, and that the
home video business can remain
healthy by attracting both rental
and sell-through interest.

Dharmawan was accompanied by
Edward Parapat, a commercial atta-
ché to the Indonesian consulate.
The RIAA had charged that Para-
pat acted as a hired go-between for
Dharmawan in his sale of product,
but Parapat, who has diplomatic im-
munity, was not charged in the
case.

Commenting on the case, Joel
Schoenfeld, director of antipiracy
for the RIAA, says the conviction of
Dharmawan should slow foreign
counterfeiters. “Itis an illegal act in
the U.S., and they will be prosecut-
ed to the fullest extent of our law,”
says Schoenfeld.

Sentencing of Dharmawan is ex-
pected by the end of July. He could
receive up to 27 years in jail, a fine
of up to $500,000, or both. :

FRED GOODMAN

Hot Sales In Chile. RCA Records worldwide Spanish vocalist Emmanuel is
presented with a platinum disk for his debut Chilean release, “Intimamente.”
The award, which represents sales in Chile, is the country's first such award in
more than five years. Making the presentation in Santiago are RCA Records
Chile's Guillermo Vera, left, and managing director Jamie Roman, right.

by Paul Grein

DON’T LOOK NOW, but exactly
half the singles in the top 40 on this
week’s Hot 100 are by British art-
ists. That’s a record, surpassing
the number of British acts in the
top 40 at the height of the British
Invasion in 1965 and during the
British synth-pop boom of 1983.

British acts also account for half
of the top 10 and half of the top 20.
Listed in the top 10 are Mike & the
Mechanics, OMD, Level 42, Billy
Ocean, and George Michael. Post-
ed in the top 20 are Culture Club,
Howard Jones, Simply Red, Boys
Don’t Cry, and the Pet Shop Boys.

Charting in the bottom half of
the top 40 (which is better than the
.top half of the bottom 40) are the
Qutfield, Phil Collins, the Moody
Blues, Robert Palmer, Peter Ga-
briel, GTR, the Dream Academy,
Genesis, Simple Minds, and Tears
for Fears.

A couple of notes: Billy Ocean is
originally from Trimidad, but was
raised in Britain. And this item is
the brainstorm of Watermark’s
foreign affairs expert, Darryl
Morden.

MADONNA'S “Live To Tell”
jumps to No. 1 on this week’s Hot
100, becoming her third top-
charted hit in less than 18 months.
Interestingly, two of Madonna’s
three No. 1 hits are movie themes.
“Crazy For You” was featured in
“Vision Quest”; “Live To Tell” will
be featured in the Sean Penn film
“At Close Range.”

Only three other artists have hit
No. 1 with more than one movie
theme so far in the '80s. Prince &
the Revolution scored with two
songs from “Purple Rain” and one
from the upcoming ‘“Under The
Cherry Moon.” Lionel Richie and
Phil Collins triumphed with title
songs from “Endless Love” and
“Against All Odds,” respectively,

CHAR

and then each returned to No. 1
with a song from “White Nights.”

“Live To Tell” will be featured
on Madonna’s third album, due
June 30 on Sire (see story, page 1).
But it’s not currently available on
any album. It’s only the fifth song
in the last eight years to hit No. 1
without being available on an al-
bum, as Ed Wentzel of Stevens,

Half of the top
40 pop singles are
by British artists

Pa., reminds us.

The four other “independent”
No. 1 hits since the late "70s are the
Bee Gees’ “Too Much Heaven,”
which hit No. 1 six weeks before
the “Spirits Having Flown” album
entered the chart; M’s ‘“Pop
Muzik,” which reached No. 1 seven
weeks in front of his album, “New
York-London-Paris-Munich’’;
Queen’s “Crazy Little Thing
Called Love,” which topped the
chart five months before the re-
lease of the album “The Game”’;
and Lionel Richie’s “Say You, Say
Me,” which hit No. 1 nearly six
months ago—with no album yet in
sight (though one is promised for
June).

That makes Richie the champion
procrastinator. To beat him at this
little game, Madonna would have
to hold back her album until
Christmas.

PATTI LABELLE this week
earns her first top five pop album,
24 years and seven weeks after she
made her first appearance on the
Hot 100 with the Bluebelles’ “‘I
Sold My Heart To The Junkman.”
LaBelle’s long hard climb to the
top five stands as the longest by

any artist in chart history. It
breaks—by a razor-thin margin—
the previous record, established in
August 1984 by Tina Turner, who
scored her first top five album ex-
actly 24 years after she first
cracked the Hot 100 with the Tke &
Tina Turner single, “A Fool In
Love.”

Turner’s album, “Private Danc-
er,” went on to log 25 weeks in the
top five, another record LaBelle
probably wouldn’t mind breaking.

FAST FACTS: George Howard’s
“Love Will Follow” on Palo Alto
Records holds at No. 1 on the Jazz
Albums chart for the third straight
week. Howard dethroned Stanley
Jordan’s “Magic Touch,” which is
only fair because “Magic Touch”
was the album that dethroned
Howard’s first No. 1 jazz album,
“Dancing In The Sun,” last Octo-
ber.

Paul Winter’s “Canyon’’ on Liv-
ing Music Records jumps to No.
141 on this week’s Top Pop Albums
chart. The activity comes nearly 24
years after Winter’s last charted
album, “Jazz Meets The Bossa
Nova.”’ That Columbia album
climbed to No. 109 in December
1962.

The Fabulous Thunderbirds
this week notch their first top 20
album with “Tuff Enuff.”” The
breakthrough comes five years af-
ter the Texas group first cracked
the chart with its album ‘“‘Butt
Rockin’.”

Boys Don’t Cry’s “I Wanna Be
A Cowboy” on Profile Records
jumps to No. 17 on this week’s Hot
100, becoming the first indepen-
dently distributed single to crack
the top 20 since KC’s “Give It Up”
on Meca Records reached No. 18 in
1984.

WE GET LETTERS: David Ro-
soff of St. Paul, Minn., notés that
you don’t have to go back to 1967
to find the last time before April 19
that a one-word title was No. 1, a
two-word title was No. 2, and a
three-word title was No. 3. It hap-
pened in May 1979 with “Reunit-
ed,” “Hot Stuff,” and “In The
Navy.” In fact, that week it went
one better, because the title at No.
4 had four words: “Love You In-
side Out.”
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Wirniddhcm Hill
The Suumimer Corncerts

Windham Hill

6/15 - San Francisco
6/17 - Santa Rosa
6/19 - Santa Cruz

6/20 - Sunta Barbara
6/21 - Los Anigeles
6/22 - San Diego

6/24 « Phoenix
6/25 - Sanita Fe
6/27 « Denver
6/28 - Kansas City
6/29 « Minneapolis
7/1 - Cedar Rapids
7/2+ 8t Louis
7/3 « Chicago
7/5 « Indianapolis
7/6 « Cleveland
7/8 ¢ Pittsbiogh
7/9 - Philadelphia
7/10+ Vierna, (D.C.)
7/11 - Cobasset (Bostorn)
7/12 * Sararoga Springs
7/13+ Baltimore

New Music For All Sedasons

William Ackerman
Conferring with the Moon

Michael Hedges Shadowfax
Watching my life go by

Too far to whisper
2w GAPSE A

Wi 1050

www americanradiohistorvy com

Wit-1051


www.americanradiohistory.com

SPYROGYRA

THE NEW ALBUM

BREAKOU |

MCA-3753

ALBUM AVAILABSLE

SP Y]R@ ‘\JYRA JUNE 11TH

BREAKOUT
SEE SPYRO GYRA ON TOUR THIS SUMMER:

DATE: C'TY/STATE: JULY 26 PHILADELPHIA, PA
MAY 31 SCHENECTADY, NY JuLy 27 HAMPTON BEACH, NH
JUNE1 CJYAHOCA FALLS, OH AUGUST 4 NEW FAIRFIELD, CT
JMUNE 13 CIEENSBORO, NC AUGUST 6 HYANNIS, MA

JUNE 14-15 FPONROEVILLE, PA AUGUST 7 HARTFORD, CT
JUNE 20 HEW LONDON, CT AUGUST 8 CHAUTAUQUA, NY
JUNE 21 NEW YORK CITY, NY AUGUST 10 SYRACUSE, NY
JUNE 22 MANSHELD, MA AUGUST 12 HIGHLAND PARE, IL
JUNE 24 ¥ ENNA, VA AUGUST 13 ST. LOUIS, MO
JUNE 26 SAN ANTONIO, TX AUGUST 14 KANSAS CITY, MD
JUNE 27 AUSTIN, TX AUGUST 15 MORRISON, CO
RINE 28 MOUSTON, TX AUGUST 16 SAN DIEGO, CA
BINE 29 DALLAS, TX AUGUST 17 HOLLYWOOD, CA
ALY 1 ROCHESTER, MI AUGUST 21-24  SARATOGA, CA
ALY 5 ST. PAUL, MN AUGUST 26 SNOWBIRD, UT
JULY 6 MILWAUKEE, WI SEPTEMBER12  MEMPHIS, TN

JULY 11 HICE, FRANCE SEPTEMBER13  ATLANTA, GA

JULY 12 D=N HAGUE, HOLLAND SEPTEMBER 14  BIRMINGHAM, AL
JULY 13 ANDORRA SEPTEMBER 19  ST. PETERSBURC, FL
JULY 14 YALENCIA, SPAIN SEPTEMBER20  ORLANDO, FL

JULY 15 IICE, FRANCE SEPTEMBER 26  COLUMBUS, OH
JULY 1€ LONDON, ENGLAND OCTOBER 2 TOLEDO, OH

JULY 1€ MONTREUX, SWITZERLAND OCTOBER 3 INDIANAPOLIS, N
JULY 24 LEWISTON, NY OCTOBER 4 ANN ARBOR, MI
JULY 25 WILMINGTON, DE OCTOBER 11 JACKSONVILLE, FL

AVAILABLE ON COMPACT DISC:
ALTERNATI\G CURRENTS MCAD 5606
MORNING DANCE MCAD 37148
CATCHING THE SUN MCAD 1487

AND COMING SOON DN COMPACT DISC:
INCOSNITO MCAD 5368
BRE3IKCUT MCAD 5753

MANAGEMENT: CFOSSEYED BEAR PRODUCTIONS

@ .MCA RECORDS °.
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BY MICHAEL L. REINERT

There is probably no more sensitive
issue today facing songwriters, re-
cording artists, and their legal and
business representatives than the
proper licensing of creative product.

This is evidenced by bills before
Congress concerning audio and vid-
eo home taping, by the aggressive
litigational stance being taken by
record companies in combatting
parallel imports, and increasing in-
dustry efforts in fighting piracy of
all forms.

However, even though the fear of
lost income is being reduced by a
more comprehensive approach to
some of these problems, uncertain-
ty can lead to paranoia, and that, in
turn, to a restrictive effect on the
most beneficial exploitation of cre-
ative works.

Such is the case today with the
use of music videos in this country.

The music video industry faces
growing problems every day. Per-
haps the two most crucial are the
astronomical costs in producing a
video and the ‘“burn-out” poten-
tial—too much product out in too
many places.

I remember attending a seminar
at the Billboard Video Music Con-
ference two years ago and listening
to David Benjamin of NBC’s “Fri-
day Night Videos” warning of the
danger of letting anyone have vid-
eos for the asking (a point of view
echoed by representatives of MTV
and “Night Flight”).

At the time I thought this was
simple complaining by market domi-
nators afraid that their almost-mo-
nopoly would erode through compe-
tition from the “little guys.” But
now I give Mr. Benjamin tremen-
dous credit for his foresight. I agree
with him completely that the magic
of music video gets lost when put in
the hands of those who are perenni-
al bandwagon jumpers who do noth-
ing to advance the medium.

The saturation problem, however,
is now being corrected to a degree
by economics. Record companies
and artists realize that music videos
cannot exist purely as promotional
tools; they must be treated as a new
art form, supportive of, yet sepa-
rate from, the underlying record-
ing.

Needed: A Central Agency

CLEARING UP THE MUSIC VIDEO RIGHTS MESS

So now we see payments being
demanded by the record labels from
broadcasters and others for the use
of music videos. This is to cover ad-
ministrative costs, to help in recoup-
ing some of the tremendous produc-
tion costs and, perhaps, to weed out
those videoclip users who are not
contributing to effective exposure.

As one who deals daily in the com-
mercial licensing of music videos
(synchronization rights, as well as
video rights), I see an alarming

separate music publishers each
month.

With larger companies, this usu-
ally does not present much of a
problem. But in the case of smaller
publishers, getting a response to a
request can be a very slow process
for any number of reasons, not least
of which is just tracking them down.

And then, of course, we have to
deal with negative responses, such as
the money is not enough (isn’t some-
thing better than nothing?), or that

‘It is often difficult
to fix the difference
between commercial
& promotional uses’

Michael Reinert is director, video operations,
Jor Rowe International Inc.

number of artists and companies
growing increasingly conservative
in their dissemination of product.

What is more frustrating, I see
uses of music videos that do not
seem to lend anything to the contin-
ued growth of the business given
priority over uses that contribute di-
rectly to the artist and company.

What does one-have to go
through in order to commercially li-
cense a music video?

At the simple level, it means ar-
ranging for two basic licenses—the
video license and the synchroniza-
tion license. (The performing rights
license is left to the end user.)

The video license tends to be the
more direct of the two; better than
90% of the video rights are con-
trolled by a record label.

The synchronization license gets
more complicated. Unless there is
one administrator for a copyright
on the underlying musical composi-
tion, the synchronization license
must be arranged with each of the
various co-publishers of the song.
In the case of our video jukebox,
that can mean dealing with 60 to 70

the artist is concerned with overexpo-
sure (while they are giving it away to
any television show that plays vid-
€0s).

This is sort of like saying, “I have
a valuable and expensive product
that I am going to give away to peo-
ple who aren’t really going to pay
me anything, but you, with check-
book in hand, can’t have it.”’

However, let’s not blame just
songwriters and publishers. Re-
cording artists and record compa-
nies are often not any better.

Most artist agreements negotiat-
ed in the past few years state that
the record company has full rights
to the video for promotional uses
but must get the consent of the art-
ist for any form of commercial use.
However, in this day and age it is of-
ten very difficult to determine the
difference between these two uses.

The double standards which exist
today are embarrassing to the in-
dustry, and the timidity with which
some labels deal with their artists in
discussing ‘‘consent” makes one
wonder who is really in control.

There is one other culprit in this

matter that must not go unnoticed:
the unions. Their stance is less am-
biguous, but none the less restric-
tive. With very few exceptions, it is
impossible to use a music video
“commercially”’ that contains any
footage from a theatrical motion
picture or broadcast TV show (such
as vintage clips from the ’60s and
"70s). Even if permission is granted,
the costs are usually prohibitive.

What, then, is the answer? The
answer is to treat the commercial
exploitation of music videos as they
are treated in Europe.

eHave them licensed, both for vid-
eo rights and synchronization
rights, through one central agency.

eProvide for a uniform system of
payments based on clear and specif-
ic definitions of what constitutes
commercial use (and that definition
should be structured to include all
payments made for the use of music
videos, no matter the source).

e Administer these licenses for all
parties concerned so that the bur-
den is no longer on the record com-
panies and music publishers.

In the U.K,, this system is han-
dled through organizations such as
the Mechanical Copyright Protec-
tion Society MCPS and Video Per-
formance Ltd. In this country we
have the performing rights societies
and the Harry Fox Agency.

Why not have an additienal do-
mestic entity to handle the growing
need for video licenses? Or better
yet, why not have one of the exist-
ing agencies set up a facility in
which such rights could be cleared?

Artists, then, would not have to
be concerned with who gets the use
of their videos. Record companies
wouldn’t be saddled with the admin-
istrative and political burden of
tracking such use. And music pub-
lishers would be able to collect mon-
ey they are now being deprived of
because of widespread synchroniza-
tion piracy.

If a method is not soon developed
to exploit the commercial potential
of music videos, we are going to
kick ourselves in the butt for not
having done what’s necessary to
preserve the art form as a business.

It’s time we stopped hiding be-
hind the excuse that our industry is
still in its infancy and do some seri-
ous growing up, fast.

CATALOGING CONCERNS

I wish to add my reaction of concern
and dismay. to those quoted in the
article about Schwann’s intent to
switch to a CD-oriented listing,
dropping LP and cassette catalog
material except on a sporadic basis
(Billboard, May 31).

I think I speak for the hundreds,
if not thousands, of small, indepen-
dent labels throughout the U.S.,
Canada, and Europe who have
counted on Schwann as a regular
monthly resource to announce rec-
ord releases and to keep such
knowledge in front of the public.
Schwann’s premature decision will
only serve to drive the nail deeper
into many coffins and further erode
what is currently, at best, an ailing
industry.

Letters to the Editor

Itis, after all, we small indies who
are finding it the most difficult to
get compact disks manufactured.
While the scarcity of worldwide pro-
duction exists, it is we, the “mama
and papa’’ companies, who will con-
tinue to be generally overlooked
and ignored. Thus, rather than sit
by and do nothing, most of us con-
tinue to issue our product in the LP
and cassette formats. And—sur-
prise, surprise—it sells.

At the NAIRD convention last
month, Schwann had a booth and so-
licited subscriptions and advertising
from those who attended. Since
none of the above was ever men-
tioned as being the intention of
Schwann or ABC Publications, I
subsequently proceeded with plans
for a series of fall ads to announce

Premier’s latest releases. Guess
what? I've just canceled same.

Robert W. Stern

Premier Recordings

New York

POUNDING HEAVY METAL

I find it amusing that MTV contin-
ues to insist they have nothing
against heavy metal and that their
commitment to it has not dimin-
ished.

When MTV announced its deci-
sion to cut back on metal videos last
year, the reason given was that
they were too violent or sexist.
Strangely, this standard didn’t
seem to apply to other music. Vid-
eos such as “Under Cover Of The
Night” by the Rolling Stones, “Wild
Boys” by Duran Duran, and various

Madonna and Prince videos contin-
ued to receive heavy airplay despite
violence and sexism.

MTYV also stated it would not play
more than 24 metal videos a day,
which averages out to only one per
hour. Does that constitute their idea
of a balanced playlist?

Rose Riker
Sioux City, lowa

Articles and letters appearing on
this page serve as a forum for the
expression of views of general in-
terest. Contributions should be
submitted to Is Horowitz, Com-
mentary Editor, Billboard, 1515
Broadway, New York, N.Y. 10036.
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L.A. Race

BY DENIS McNAMARA

NEW YORK As radio stations be-
come more efficient and creative,
it is increasingly difficult for a sin-
gle outlet to dominate a market.
Such is the case in Los Angeles—
the nation’s No. 2 market—where
Tim Kelly, program director at
Capitol Cities/ABC-owned KLOS,
says, ‘‘Competition is heating up,
and stations here keep getting bet-
ter and better.” All this competi-
tion is aimed primarily at top 40
outlet KIIS, long the radio leader.

Since January, the market has
seen a number of significant
changes and upheavals. These in-
clude the advent of KPWR, Emmis
Broadcasting’s new urban contem-
porary outlet, programmed by for-
mer WUSL Philadelphia PD Jeff
Wyatt. The station was immediate-
ly successful, debuting with a 4.4
share in the winter Arbitron.

The market’s latest format
. switch was scheduled to take place
Saturday (31), when CBS-owned
KKHR returns to a soft album
rock approach. The outlet is drop-
ping its three-year-old top 40 for-
mat and resurrecting the call let-
ters KNX-FM. As KNX-FM, the
station had been the dominant soft

Heats Up;

page 15.)

On the album rock front, Metro-
media’s KMET is showing signs of
a comeback with the addition of
former KGB San Diego PD Larry
Bruce, who has shaken up the out-
let’s air staff and sound.

‘KIIS has been No.
1 for 3 years. We
know competition’

KLOS, the highest-rated album
rocker in 1985, dropped from a 4.8
in the fall Arbitrons to a 3.3 in the
winter book. The station has since
hired Raechel Donohue away from
the KIIS morning show to do its
early show. Kelly says he made the
move because Donohue is “very
identifiable” to the 18- to 34-year-
old male demographic that is his
primary target.

A big surprise has been the rise
of progressive KROQ—where
Donohue was before she worked at
KIIS—to the top of the album rock
race. The station was recently sold
by Mandeville Broadcasting to In-
finity Broadcasting for more than

rock format in the market for al-
most a decade. The station’s new

$45 million, the highest price ever
paid for a single outlet.

KNAC Long Beach, which has
PD is Bill Minckler. (See Vox Jox, specialized in hard rock since Janu-

Washingfon Roundup

BY BILL HOLLAND

WASHINGTON A daylight-saving
time extension bill passed by the
Senate in mid-May has daytime
broadcasters up in arms.

The measure advances daylight-
saving time to the first weekend in
April, starting next year, and broad-
casters say it will cause daytimers
to lose about three to four weeks of
prime morning drive-time hours.

“It’ll be a major burden to many
of us,”” says David Palmer, of
WATH/WXTQ in Athens, Ohio, and
chairman of the NAB’s Daytimer

Committee. The National Assn. of
Broadcasters also says the measure
would disrupt the delicate balance
the FCC has achieved among vari-
ous classes of AM broadecasters.

Even the Federal Communica-
tions Commission foresees difficul-
ties. Says mass media chief Jim Me-
Kinney: “I will say it's going to be a
difficult issue for the commission to
fix. Congress has sent the draft bill
to the commission.”

A version already passed by the
House of Representatives also ex-
tends daylight-saving time into the
first weekend in November.

..newsline...

WIN COMMUNICATIONS has agreed to purchase Mid America Media’s six
properties for an undisclosed sum. The transaction includes
WXTZ/WIRE Indianapolis, WBEZ Tulsa, WSWT/WIRL Peoria, and
KRVR Quad Cities. Four of the outlets are easy listeners, adding to
WIN’s own WQAL Cleveland.

TRANSTAR RADIO NETWORKS appoints Gary Fries president. Fries will con-
tinue as president of the Sunbelt Broadeast Division. He will report to
Transtar chairman C.T. Robinson. Fries, who has been with Sunbelt
for three years, will be based in Colorado Springs.

SATELLITE MUSIC NETWORK appoints Katherine Taylor account executive
for the network’s Central Division’s advertising sales office in Chica-
go. Previously, Taylor was with the ABC television network, ABC ra-
dio network, and NBC News.

PRICE COMMUNICATIONS CORP. appoints Lori A. Silberger assistant con-
troller. She comes to Price from CBS Inc., where she served as ac-
counting manager. Price operates 15 radio stations across the country
and owns television stations, newspapers, and an outdoor-advertising
firm.

Station Dominance Is Difficult

ary, is also beginning to have an
impact and is expected to make a
good showing in the spring rat-
ings.

Add to this another 34 outlets of
varying formats and signal range,
and the difficulty of maintaining
any degree of dominance in the
L.A. market becomes obvious.

All of this activity is putting
pressure on KIIS. The top 40 out-
let’s ratings have eroded some-
what during the past year, drop-
ping from an 8.2 12-plus share in
the fall to a 7.4 in the winter, still
enough for the market lead. The
outlet had a 9.7 in the winter 1985
Arbitron. '

‘““We’ve been No. 1 for three
years, so we're used to the compe-
tition,” says KIIS vice president/-
programming Gerry DeFrancesco.
“It’s business as usual, which
means growth and improvement.
KIIS reflects what the market
wants. We have not ‘urbaned up.’
Playing the right music is how
we’ve built our dominance and will
maintain it.”

Of KPWR’s high winter debut,
DeFrancesco says, ‘‘Curiosity

Wally Clark
To Leave KIIS

NEW YORK Wally Clark will re-
sign his post as president/general
manager of Gannett powerhouse
KIIS-AM-FM Los Angeles on Sept.
1 to form his own consultancy. All
outlets in the growing Gannett
chain will be his first clients.

Clark joined KIIS in 1982, when
the station had a 2.2 share of the
market and an advertising rate of
$37.50 per minute. Under his direc-
tion, KIIS has dominated Los Ange-
les radio for more than two years,
and the top 40 station regularly
commands a rate of $2,500 per spot.
The station is recognized as the big-
gest money-maker in radio.

When he forms Wally Clark Pro-
duections Inc., Clark will specialize in
marketing, promotion, program-
ming, sales, research, and manage-
ment.

Gannett is expected to appoint a
KIIS station manager soon. On the
corporate level, KIIS vice president
of programming Gerry De-
Francesco has been promoted to na-
tional program director for the Gan-
nett chain, and will continue to over-
see the programming at KIIS.

In August, Gannett will relocate
its corporate headquarters from St.
Louis to Los Angeles. Further exec-
utive changes that will regionalize
group operations are expected soon.

In addition to the KIIS combo, the
Gannett Radio Division owns
KSDO-AM-FM San Diego, WCZY-
AM-FM Detroit, KKBQ-AM-FM
Houston, KTKS-FM Dallas,
WDAE/WIQI Tampa, WGCI-AM-
FM Chicago, and KUSA/KSD St.
Louis. Gannett is awaiting FCC ap-
proval of its purchase of KHIT Se-
attle, and two more acquisitions are
expected in the near future.

KIM FREEMAN

doesn’t mean our product is bad.”

In the ratings, KPWR and
KROQ show evidence of sharing a
large number of listeners with

KIIS. According to KROQ PD Rick.

Carroll, his station shares 44% of
its audience with the market lead-
er, almost 20% more than any oth-
er outlet. He says KIIS was com-
peting with him for teens before
the arrival of KPWR. Now, Carroll
maintains, “There’s no question
KIIS has urbaned up by adding

S,
PF<

Programmers reveal why they have jumped on
particular new releases.

TOP 40

WMMS Cleveland operations manager John Gorman says Genesis’
new track “Invisible Touch” is his station’s hottest add, ‘“for the obvi-

more records heard on KPWR.”

Kelly says KLOS and KMET are
now more appealing to men ages
15-34 than KIIS is and are pulling
some men away from the top 40
giant.

The cornerstone of KIIS’ domi-
nance in the market has been
morning personality Rick Dees.
His show’s 12-plus ratings went
down from an 11.8 in the fall to a
9.3 in the winter. Last winter, he

scored a 12.3.

ous reasons. If this were their first release it would be put on the air
right away because it’s a great tune.” Another single that is a “real
surprise,” he says, is Andy Taylor’s solo release “Take It Easy” (At-
lantic). “It has a real Power Station feel,” he says, adding that “it re-
minds me a lot of old T. Rex.” Other cuts grabbing attention are Rod
Stewart’s “Love Touch” (Warner Bros.), which Gorman calls “a natu-
ral mass-appeal song,” and the Outfield’s “All The Love In The
World” (Columbia). Watch for more action on Joe Cocker’s cover “You

Can Leave Your Hat On” (Capitol) as well, he says.

BLACK/URBAN

WEKS Atlanta’s playlist often focuses on artists that are scheduled to
play in the area, according to music director Tony Scott. Such is the
case of Patti LaBelle, who is welcomed on the air with “Something
Special,” “Finally We’re Back Together,” and “Kiss Away The
Pain”—three tracks off her new MCA album. Vying for most request-
ed song are Starpoint’s “Till The End Of Time” (Elektra) and Run-
D.M.C.’s “You Be Illin” (Profile). Finally, Pieces Of A Dream’s “Say
La La” (Manhattan) has a “love, reggae, uptempo type of beat,” says
Scott, “which fits in well with our album/singles format.”

ALBUM ROCK

The Smithereens’ debut single “Blood And Roses” (Enigma/Capitol)
has WNEW-FM New York music director Mark Chernoff excited. So
excited. in fact, that the station did a live broadcast with the band from
the Cat Club in Manhattan last week. Billy Joel's “Modern Woman,” a
track off Epic’s motion picture soundtrack “American Anthem,” has
also sparked interest, says Chernoff, who describes it as ‘‘another
multiformat smash.” The station’s most requested song, however, is
John Eddie’s “Jungle Boy” (CBS)—a title it has held for the past three
weeks. Other promising singles are Rob Jungklas’ “Boystown” (Man-

hattan) and Icehouse’s “No Promises” (Chrysalis). The station is also
supporting the J.A.M. ’86 (Jersey Artists for Mankind) benefit release
“We’'ve Got The Love” (Arista).

COUNTRY

Getting strong reaction at WUBE Cincinnati is John Cougar Mellen-
camp’s version of the classic Drifters’ tune “Under The Boardwalk”
(PolyGram), says program director Mike Chapman. “Not too many
country PDs are playing it right now,” he says. ‘“We started it in light
rotation and now it’s the No. 1 requested song.” Chapman attributes
the single’s success to its crossover appeal, noting that “it's a great
summer tune that’s readily recognizable to adults.” Also doing well, he
says, is Randy Travis’ new release “On The Other Hand” (Warner
Bros.) because it’s a “good traditional-flavor song.” Some other sum-
mer-sounding tracks worth noting are Billy Joe Royal’s “Boardwalk

Angel” (Atlantic/ America) and the Bandana’s “Touch Me” (Warner
Bros.). LINDA MOLESKI
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M WESTWOOD ONE PRESENTS

FEATURING

WK (el

The Westwood One Radio Networks' In Concert series proudly presents a special BBC Concert
Classic starring the legendary Pink Floyd, airing the week of June 9 exclusively on Westwood One
affiliates throughout North America. Recorded in 1970 and '71 at the BBC’s Paris Theatre in London,
the 90-minute concert features guitarist David Gilmour, keyboardist Rick Wright, bassist Roger
Waters and drummer Nick Mason performing a dream set for early Floyd fans: “One Of These
Days,” “Careful With That Axe, Eugene,” “Echoes,” “Atom Heart Mother” and “Embryo.” To get you
and your listeners into The Pink, contact your Westwood One Station Sales Representative now
at (213) 204-5000 or Telex 4996015 WWONE.

BBC Concert Classics, exclusively from Westwood One-it’s revolutionary!

(3)}{(#) WESTWOOD ONE RADIO NETWORKS
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BILLY JOEL

“Modern Woman s ons

MICK JAGGER

“Ruthless People”

BRUCE SPRINGSTEEN
“Stand On It”

LUTHER VANDROSS
“Give Me The Reason™ous

DAN HARTMAN

“Waiting To See You .

PAUL YOUNG
“Wherever I Lay My Hat (That’'s My Home)”

MACHINATIONS
“No Say In It”

NICOLE
“Don’t You Want My Love”

MICHEL COLOMBIER
“Neighborhood Watch™

KOOL & THE GANG

“Dance Champion”
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“RUTHLESS PEOPLE .

THE ORIGINAL MOTION PICTURE SOUNDTRACK.
The hi-powered hit list is set to shatter radio at all formats with
the simultaneous explosion of three new singles from
Billy Joel, Dan Hartman and Luther Vandross!

The ruthless release schedule promises relentless market penetration
with Mick Jagger’s title cut, written by Jagger with Daryl Hall and Dave Stewart;
plus Paul Young’s “Wherever I Lay My Hat (That's My Home)”
and “Stand On It;” the razor sharp cut from Bruce Springsteen.

Beware of “Ruthless People” The Soundtrack. Ten killer cuts that just won't let up!
On % Records, Cassettes and Compact Discs.

“Ruthless People” The Motion Picture.
Starring Danny DeVito, Judge Reinhold, Helen Slater and Bette Midler.

TOUCHSTONE FILMS pre.cnes in sasociatian wits SILVER SCREEN PARTNERS 11 A ZUCKER, ABRAHAMS, ZUCKER FILM “RUTHLESS PEOPLE" A WAGNER/LANCASTER PRODUCTION
starring DANNY DeVITO JUDGE REINHOLD HELEN SLATER wnd BETTE MIDLER as Barbara Stone mirertor ofithutography JAN DeBONT  Executive Producers RRCHARD WAGNER and JOANNA LANCASTER
und WALTER YETNIKOFF  producea y MICHAEL PEYSER  written by DALE LAUNER  Lirvcted vy JIM ABRAHAMS, DAVID ZUCKER 2nd JERRY ZUCKER o X

- B,
LS >
Calor by DEJUNE® Distributed by BUENA VISTA DISTRIBUTION €O, INC. w

Musical Supervision: Tommy Mottola, Champion Entertainment Organization, Inc. Dan Hartman appears courtesy of MCA Records, Inc. Kool & The Gang appear courtesy of Delite/Polygram Records.

Album Cover Photograph: © 1986 Touchstone Films. All Rights Reserved. ﬁg«- 15 a trademark of CBS Inc. © 1986 CBS Inc.
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{3)}{(%} WESTWOOD ONE PRESENTS

THE 1;!1?, RADIO CONCERT EVENT OF THE YEAR

A CONSPIRACY OF HOPE

Bryan Adams
Joan Bae
Peter

The Neville Brot

As the official radio network of the historic six-cCity
A Conspiracy of Hope tour to benefit Amnesty Inter-
national, Westwood One proudly invites you and your
listeners to join us June 15 for a live broadcast of the
year's most important musical event: the tour’s climactic
concert at Giants Stadium in East Rutherford, New
Jersey, featuring an incredible lineup of rock & roll super-
stars and celebrity hosts including Mia Farrow, Anjelica
Huston, Madonna, Sean Penn and Meryl Streep.

We're making this spectacular concert available live via
satellite in digital stereo to any radio station on a
non-exclusive basis, with our fleet of mobile recording
studios and a seasoned team of concert broadcast pro-
ducers on hand to deliver this event as only Westwood
One can.

And as anticipation builds for the tour’s finale,

INATIONAL
D86

ou Reed
Sting
U2
and more

Westwood One will be delivering exciting via-satellite
tour reports every day from Westwood One’s London
Correspondent Roger Scott, who will be travelling with
the tour from the opening date June 4in San Francisco all
the way to Giants Stadium. Westwood One will also
be providing station affiliates with a special series of
celebrity PSAs detailing Amnesty International’s Nobel
Peace Prize-winning work on behalf of human rights and
prisoners of conscience throughout the world.

A Conspiracy Of Hope is rock & roll's way of raising
awareness of and funds for Amnesty International
{(for more info about the organization, call (800)
253-1100). Show your station’s support by joining
the Conspiracy — contact your Westwood One Station
Sales Representative at {213) 204-5000 or Telex
4996015 WWONE.

({‘}i{%} WESTWOOD ONE RADIO NETWORKS
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by Kim Freeman

IOX

rHE LOS ANGELES market
iees the return this week of some
‘amiliar call letters: KNX-FM.
Che CBS-owned outlet has decided
o bring back those calls and rest
he KKHR calls that replaced
hem three years ago. The switch
neans that the original “mellow
'ock” KNX-FM format has re-
urned, replacing KKHR’s top 40
ipproach. The station’s slogan is
1ow “Rocking L.A. the mellow
vay.” Bill Minkler is the outlet’s
1ew PD. He exits his two program
nanager positions, at KYA and
{SFO San Francisco.

Former KKHR PD Ed Scarbor-
wugh is Texas bound. He’s been
1amed to the newly created posi-
ion of operations manager/pro-
rram director at CBS’ Houston
utlet, KLTR. The station’s for-
ner PD, Steve Matt, returns to
norning drive and will be assis-
ant PD.

WWCL Pittsburgh is about to
recome that market’s newest al-
um rocker, according to owner
impire Media. A staff was being
ired at presstime. Cassettes and
ésumés should be sent to WWCL
/o Penn Media Associates, 224
Yorth Ave., Pittsburgh, Pa. 15209.

From Pittsburgh, we switch to
irates—or actually a former pi-
ate. She’s Erin Kelly, who was
ired this week by Washington
op 40 outlet WAVA. Kelly’s previ-
us on-air location was sailing the
itlantic, broadeasting on the Brit-
sh pirate operation Laser. U.K.
uthorities have since put Laser in
hackles and out of business. At
VAVA, Kelly will handle over-
ights and production chores.

Consultant Mike Josephs has
nleashed a new format at WTRK
'hiladelphia. The man who
rought us “Hot Hits” is calling
is new format “Electric.” Says
osephs: “The sound is 100% cur-
ent because everyone else in the
rarket is primarily gold. I'm coun-
erprogramming them.” Josephs
alls his playlist ‘“electric cur-
ents,” and fast-rising new re-
zases, in case you haven’t
uessed, are “electric charges.”

ME'RE ALWAYS LOOKING
or dirt for this column, and
1anks to WEKS-AM-FM (Kiss
04) Atlanta, we now have some of
.to throw around. The upstart ur-
an outlet mailed out a nice pack-
ge of real live local dirt to com-
iemorate the groundbreaking
sremonies for a new tower and
ansmitting facility.

That'll give Kiss 104 a 1,200-foot
wwer, shooting the signal in to the
buth, east, and downtown parts
f Atlanta. PD Mitch Faulkner
1ys the facilities ought to be
:ady by mid-July.

Meanwhile, Faulkner maintains

his “All is fair in love and radio”
philosophy with the hiring of Lar-
ry Steele as WEKS morning man.
Like Faulkner, Steele was stolen
from Atlanta stronghold WVEE,
which WEKS is taking steady
shots at. With Steele in the morn-
ings and Faulkner in the after-
noons, the drive time lineup is a
replica of what was once heard on
WVEE. “Listeners are saying
‘Hey, what station is this?’ ” jokes
Faulkner.

Promoted to reinforce WEKS’
image is Israel Green (known as
Tony Scott on air), who assumes
music director duties. Green has
been with WEKS since its debut
and will take some of the pro-
gramming weight off Faulkner’s
shoulders. Also upped is Kevin
Krocker, who is appointed mix di-
rector. Krocker will be reviewing
remixes from local club jocks.

At WVEE, Mike Roberts,
Steele’s former sidekick, has been
given the nod as morning person-
ality. The station is still looking
for a PD, following the recent un-
timely death of Scotty Andrews.

HOGER BARKLEY has quickly
found a new L.A. home on KJOI,
where he arrived last week as
morning man. Last month, Bark-
ley parted company with longtime
partner Al Lohman when the duo
signed off at KFI. In landing on
the top-rated Legacy easy listen-
er, Barkley pushes Burden Rich-
ardson back to middays.

WMZQ-AM Washington has de-
vised an alternative to the usual
tape-and-résumé route in seeking
new air talent. For the past few
weeks, the Viacom country outlet
has been hosting a “jock-off” dur-
ing its afternoon shift to find a
partner for Jeannie Jackson. Lo-
cal candidates are auditioning
with Jackson live on the air. Lis-
teners will call in their favorites,
and program director Katy Daley
will ultimately make the decision.

Too bad Geffen Records has no
country product, or the label’s
new D.C. promotion woman, Jann
Zlotkin, could drop by and test for
the WMZQ job. Zlotkin relocated
from album rocker WSHE Fort
Lauderdale, Fla., where she was
promotion director.

Zlotkin’s former position at
WSHE has been filled by Neil
Barry. He is a market vet at the
position, having held it at neigh-
boring WMJX and WCKO.

Playing musical mikes at
WAPP New York are Kelly West
and Randi Rhodes, who have
moved into the 6 p.m. to 10 p.m.
and 10 p.m. to 2 a.m. shifts, respec-
tively. The station, by the way,
hosted a blowout party Friday (30)
to commemorate the move out of
Lake Success to new digs in the
Kaufman Astoria Studios in
Queens. A number of former
Doubleday staffers were report-
edly in attendance.

Chuck Finney has left his pro-
gramming seat at top 40 WKZL
Winston-Salem; N.C. ... Across
town at urban-formatted WAAA,
Benny Jones is out as PD.

Assistance in preparing this
week'’s column provided by Denis
McNamara.

Hits From Billboard 10 and
20 Years Ago This Week

POP SINGLES—10 Years Ago

. Love Hangover, Diana Ross,
MOTOWN

. Silly Love Songs, Wings, capitoL

. Get Up And Boogie, Silver
Convention, MIDLAN INTERNATIONAL

. Misty Biue, Dorothy Moore, maLaco

. Happy Days (From the Paramount

TV Series), Pratt & McLain, |
WARNER/REPRISE

. Shannon, Henry Gross, LIFESONG

. Welcome Back, John Sebastian,
WARNER/REPRISE

. Sara Smile, Daryl Hall & John
Oates._Rca

5 Sm)p Around, Captain & Tennille,
A

A WN e

O 0 NO

10. Fool To Cry, Rolling Stones, RoLLING
STONES

POP SINGLES—20 Years Ago

. When A Man Loves A Woman,
Percy Sledge, aTLANTIC

. A Groovy Kind Of Love,
Mindbenders, FONTANA

. Paint It Black, Rolling Stones,
LONDON

. Did You Ever Have To Make Up

Your Mind?, Lovin' Spoonful, kama
Sutra

. | Am A Rock, Simon & Garfunkel,
COLUMBIA

. Monday, Monday, Mamas & the |
Papas, DUNHILL

. Rainy Day Women # 12 & 35, Bob
Dylan, coLumsia

. It's A Man's Man's Man's World,
James Brown, kiNG

. Green Grass, Gary Lewis & the
Playboys, LIBERTY

10. Strangers In The Night, Frank

Sinatra, REPRISE

TOP ALBUMS—10 Years Ago

. Black And Blue, Rolling Stones,
ROLLING STONES

CAP’I‘ﬁ)sL At The Speed Of Sound,

—

H W N
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. Presence, Led Zeppelin, swan sonG

| Want You, Marvin Gaye, TamLa

- Here And There, Eiton John, mca

Fleetwood Mac, waRNER BROS

. Diana Ross, MOTOWN

. Frampton Comes Alive, Peter

Frampton, aam

. Look Out For # 1, Brothers
Johnson, aam

. Amigos, Santana, coLumsia

TOP ALBUMS—20 Years Ago

. What Now My Love, Herb Alpert &
the Tijuana Brass, aam

. If You Can Believe Your Eyes And
Ears, Mamas & the Papas DUNHILL

. The Sound Of Music, Soundtrack,
RCA VICTOR

. Going Places, Herb Alpert & the
Tijuana Brass, asm

. Color Me Barbra, Barbra
Streisand, coLumsia

. Whipped Cream & Other Delights,
L—I:h:b Alpert & the Tijuana Brass,

7. Big Hits (High Tide And Green
Grass), Rolling Stones, LONDON
8. Soul And Inspiration, Righteous
Brothers, verve
9. Dr. Zhivago, Soundtrack, Mmom
10. Boots, Nancy Sinatra, RePRSE

COUNTRY SINGLES—10 Ysars Ago

1. One Piece At A Time, Johnny
Cash, coLumsia

. Il Get Over You, Crystal Gayle,
UNITED ARTISTS

. You've Got Me To Hold Onto,
Tanya Tucker, mca

. Don't Pull Your Love/Then You
Can Tell Me Goodbye, Glen
Campbell, capitoL

. After All The Good Is Gone,
Conway Twitty, mca

. Fl{icnflrt/For The Heart, Elvis Presley,

. Walk Softly, Billy "Crash”
Craddock, asc/pot

. El Paso City, Marty Robbins,
COLUMBIA

. Suspicious Mind, Waylon & Jessi,
RCA

© EeSALL _n -
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10. Lonez’y Teardrops, Narvel Felts, |
ABC/DOT

SOUL SINGLES—10 Years Ago

1. Young Hearts Run Free, Candi
Staton, wARNER BROS

. I'll Be Good To You, Brothers
Johnson, asm

. | Want You, Marvin Gaye, TamLa

. Sophisticated Lady (She’'s A
Different Lady), Natalie Cole,
CAPITOL

. Kiss And Say Goodbye,
Manhattans, coLumsia

. Who Loves You Better (Part One),
Isley Brothers, T-NECK

. Love Hangover, Diana Ross,
MOTOWN

. Tear The Roof Off The Sucker,
Parliament, casaBLANCA

. Dance Wit Me, Rufus Featuring
Chaka Khan_asc

L N
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10. Open, Smokey Robinson, TamMLa
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. cZ»_ Compiled from national album rock
X 55 §o G ARTIST radio airplay reports. TITLE
T | g Q| I
2| 32 | g | 2O LABEL
| & NO.1 &
1| 2 | & | PETERGABRIEL SLEDGEHAMMER
GEFFEN N
2 | > 1 | g | BOBSEGER & THE SILVER BULLET BAND LIKE A ROCK
CAPITOL
1 INVISIBLE TOUCH
3 i |—| 2| eSS
4 | 4| 4 | g | THEMOODYBLUES YOUR WILDEST DREAMS
POLYGRAM
55| 5 | ¢ | 38SPECIAL LIKE NO OTHER NIGHT
A&M
6 | 3 | 3 | 10| THEROLLING STONES ONE HIT TO THE BODY
ROLLING STONES
717171 71| GIR WHEN THE HEART RULES THE MIND
ARISTA
EN DREAMS
8 | s | 0] 0| ANANE
SECRET SEPERATION
9 | w0 | 17| 4| THEFIXX
N, LAKE WELL TOUCH AND GO
10 | 11| 19| 3 | EMERSO e
T NOTHIN' AT ALL
1|6 || 7 | HEAR
EY GIRL CAN'T HELP IT
2] o ]9 || doum
LISTEN LIKE THIEVES
13w s 7 | s
K I'VE BEEN DOWN SO LONG
4| 1| 2| 4 | STING&JEFFBEC
JACKSON RIGHT AND WRONG
1515 | 1|9 | J0F
NO PROMISES
16 | 19 | 23 | 4 | IGEHOUSE
17 | 20 | 33 | 4 | JACKSON BROWNE IN THE SHAPE OF A HEART
LOU DERBIRDS WRAP IT UP
18| 2 | 3 | 3 | THEFABULOUSTHUN
ALEN BEST OF BOTH WORLDS
19 | 12 | 12| 10| VNN
P WOKE UP WITH WOOD
D 2|u|s| &%
21 | 23| 24 | & | ROBERTPALMER HYPERACTIVE
E BAD ATTITUDE
NO MONEY DOWN
23| 29| 37| 4 | LOUREED
p DANGER ZONE
2| w |« | KMyLosNs
FIELD ALL THE LOVE
25 (33| & | 3| IHEOUT
RAIN ON THE SCARECROW
26 | 16 | 16 | 2 | JOHNCOUGAR MELLENCAMP ON THE
1 NO ONE IS TO BLAME
27 27 zq 7 ELE)KWRAARD JONES 0 Ol
- FFRIA I MUST BE DREAMING
B 3n|32|s |
$
29 F 21:| 13°| g | IHEROLLING STONES WINNING UGLY
DDIE JUNGLE BOY
30 b3 | es | 3 | OO
UIET EYES
31 | 31 | 31.] 4 | GOLDENEARRING Q
EY BE GOOD TO YOURSELF
2| | s | o | doumn
F MIND, OUT OF SIGHT
ALL INGS SHE SAID
3 |24 | 14 | 12 | SIMPLEMINDS THE TH
35| 3| — | 2 | JOECOCKER YOU CAN LEAVE YOUR HAT ON
CAPITOL
] E WALKS IN
% [ | x| o | VANHALEN -
WHO MADE WHO
¥ o |—| 2| Acme
38 | 32 | 18 | 12 | JULIANLENNON STICK AROUND
EGER LVER BAND IGHTROPE
39 [ 39| 35 | 5 | BOBSEGER&THESI BULLET TIG
DY LIKE YOU
4 | @ | — | 2 | 38SPECIAL SOMEBO
41 | NEWp | 1 | RODSTEWART LOVE TOUCH
ERGROUND
2 | NEw | 1 | BAMDEOWE I
OYSTOWN
@[ — | 2| BoBaNGKAS E
E OF
44 | NEwp | 1 | THEMOODY BLUES THE OTHER SIDE OF LIFE
EY RAISED ON RADIO
45 | 37 | 27| 5 | JQURNS
% | 02| 5|3 VAN HALEN WHY CAN'T THIS BE LOVE
47 | NEWD | 1 | JUDASPRIEST TURBO LOVER
N FEEL IT AGAIN
8 [.u [0 | 16 | HONEWMOONSUTE
TUFF ENUFF
49 | .46 | 43 | 16 | IMEFABULOUS THUNDERBIRDS
SHIP ESN'T MATTER TONIGHT
50 | 45 25.| 7 | STAR TOMORROW DOESN
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Featured Programming

RON CUTLER PRODUCTIONS,
Los Angeles, is looking to put a big
twist in the crowded top 40 program
market with the launch of “Party
America.” The two-hour weekly
show already has the support of
WPLJ New York program director
Larry Berger, who says he is basi-
cally not a believer in syndicated
shows.

In this case, however, Berger has
taken on consulting duties for “Par-
ty America,” and WPLJ’s Fast Jim-
my Roberts will serve as host. Cur-
rently, the Capital Cities/ABC out-
let only airs ABC Radio Network’s
““American Top 40,” but Berger
says the new program fills WPLJ’s
Saturday night needs like a glove.

The show debuts July 5 on WPLJ,
and several major market outlets
are expected to sign on once a dis-
tributor is selected, says Ron Cut-
ler, creator and producer of the
show.

“You’ll swear you are there,”
says Cutler of the weekly show’s
party approach. To achieve that,
Cutler has lined up 60 correspon-
dents in 29 U.S. cities. These ‘‘Party
America” stringers are assigned
the dirty task of hanging out at all
celebrity functions to gather quips
and quotes from the stars.

The show’s demo, for example, in-
cludes bits from Julian Lennon, Boy
George, Johnny Dynell, Vanity, Mi-
chael Keaton and Katrina, taped
live at hot spots like New York’s
Area and First Avenue in Minneapo-
lis.

Cutler says the star flow from all
sectors of the entertainment indus-
try will continue, but stresses that
“Party America” is a music-inten-
sive outing. Berger covers that area
by selecting the hottest dance-ori-
ented top 40 songs each week.

“In most major markets with any
kind of ethnic population, [top 40s]
are competing heavily with urbans
on weekend nights,” says Berger of
the show’s potential to keep listen-
ers tuned in during that difficult
time slot.

For that reason, ‘“‘Party America”
is designed for Friday or Saturday
night broadecast. It will be available
on a barter basis. For more informa-
tion, call Cutler at (213) 478-2166.

GANNETT NEWS MEDIA SER-
VICES is offering “USA Today
Broadcast” as an information and
lifestyle computer feed to contem-
porary music outlets. Assembled
from items compiled for the USA
Today national newspaper, the
broadcast version is delivered night-
ly to subscribers via modem.

The feature covers everything
from trends to technology, and the
copy is a quick and lively read. So
far, the Washington, D.C.-based
service has high marks from Ross
Brittain, morning man at WTRK
Philadelphia (formerly WZGO),
KCMO-AM Kansas City PD/morn-
ing man Mike Shanin, and others.
The cost of the show prep aid is $75
per month.

THE RADIO NETWORK ASSN.
(RNA) reports that revenues for
member webs were up by 28% this
April over that cruelest month last
year. Meanwhile, collections for

members totaled $106,664,536
through the end of April, up by 19%
from the same 1985 period.

Much of the increase is a credit to
the continued strength of RNA
members Capital Cities/ABC,
CBS, NBC, Satellite Radio, Tran-
star Radio, United Stations Pro-
gramming, Westwood One/Mutu-
al, and Sheridan Broadcasting net-
works.

Steve Jaffe has been appointed
corporate controller for Culver City,
Calif.-based Westwood One. A for-
mer Price Waterhouse accountant,
Jaffe had been an outside consul-
tant for several Westwood One ac-
counts for the past two years.

KIM FREEMAN

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

June 6-8, Journey, Countdown
America, United Stations, four
hours.

June 6-8, Joe Jackson, Jackson
Browne, Rock Chronicles,
Westwood One, one hour.

June 6-8, Julian Lennon, Hot
Rocks, United Stations, 90 minutes.

June 6-8, Flim & the BB’s, Jazz
Show With David Sanborn, NBC
Radio Entertainment, two hours.

June 6-8, Johnnie Ray, The
Great Sounds, United Stations,
four hours.

June 6-8, the Hooters, Rick
Dees’ Weekly Top 40, United Sta-
tions, four hours.

June 6-8, INXS, the Motels, Su-
perstar Concert Series, Westwood
One, 90 minutes.

June 6-8, Michael Martin Mur-
phey, Weekly Country Music
Countdown, United Stations, three
hours.

June 6-8, Roy Orbison, Dick
Clark’s Rock, Roll & Remember,
United Stations, four hours.

June 6-12, John Schneider,
Country Today, MJI Broadeasting,
one hour.

June 6-12, John Denver, Eddie
Murphy, Tina Turner, Spirit Of
Summer, CBS Radioradio, one
hour. :

Promotions

AS THE BALL BOUNCES
KKBQ Houston (top 40)
Contact: John Lander

lN A CITY depressed about the oil
situation, KKBQ picked up on one
of the few current rallying points
Houston has by putting its punches
behind the Houston Rockets basket-
ball team.

Banking on the ever-shaded Lak-
ers fanatic Jack Nicholson being in
attendance at the Houston playoffs,
the KKBQ crew passed out 17,000
sunglasses to game-goers May 16.

Program director and Zoo keeper
John Lander explains how attend-
ees were instructed to use the
shades: “Every time the referee
made a call against the Rockets, at-
tendees were told to don shades and
yell ‘Hi, Jack.” The whole idea was
to psych 'em out.”

Sports fans know that the KKBQ
gag was effective. The Rockets
logged a surprising four-to-one vic-
tory over the Lakers and are now on
their way to battle the Boston Celt-
ics.

w.ILB Detroit wrapped up its
third annual search for local vocal-
ists, instrumentalists, and rappers.
On May 24, the urban outlet held
the finals of its Motor City Made
contest, during which local talent
competed for the eight slots on
WJLB’s forthcoming compilation al-
bum of homegrown talent. The fi-
nalists were selected from 250 en-
trants, and WJLB’s listeners were
on hand to help with the final vot-
ing. Proceeds from the concert/con-
test went to Detroit’s YWCA, and
Coca-Cola was a co-sponsor in the
Motor City music hunt.

cHRISTIAN MUSIC station
KLTY Arlington, Texas, is offering
a godsend to listeners driving less-

than-blessed cars with the “Lemon-
Aid” promotion. Entrants are asked
to explain in under 50 words why
their vehicle needs help. Those with
the best requests will get their
cars/lemons repaired on KLTY’s
tab.

AT WASH-FM Washington, “Con-
tinental Breakfast” cohort Tyler
Haney was traveling the old-fash-
ioned way in a campaign to raise
canned foods for the Hands Across
America project. At last check,
Haney was still sitting on his fake
horse in front of the station’s stu-
dio, where he intended to stay until
1 million pounds of food were col-
lected.
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ADULT CONTEMPORARY
MOST ADDED

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

NEW TOTAL
87 REPORTERS ADDS ON

BILLY JOEL 22 22
MODERN WOMAN cas

D.FOSTER/O.NEWTON-JOHN 10 41
THE BEST OF ME atuantic

PETER CETERA 9 9
GLORY OF LOVE wARNER BROS.

GENESIS 8 21
INVISIBLE TOUCH atuanTic

HIROSHIMA 7 30
ONE WISH epic

™~
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CONTEMPORARY

'g:'( Compiled from national sample of radio playlists.
x| Q135
RFIEIE
z |2lg|0
2 |G |2|¢g| TME ARTIST
£ | S|~ | 2| LABEL & NUMBER/DISTRIBUTING LABEL
* % NO.1 &
CD 11318 LIVE TO TELL SIRE 7-28717/WARNER BROS. 2 weeks at No. On¢
& MADONNA
2 212109 ON MY OWN  mcas2770 .
& PATTI LABELLE & MICHAEL MCDONALL
@ 4058 THERE'LL BE SAD SONGS (TO MAKE YOU CRY)
JIVE/ARISTA 1-9465/ARISTA @ BILLY OCEAPM
@ 61l7 NO ONE IS TO BLAME  ELEKTRA 7-69549
& HOWARD JONES
5 51aln HOLDING BACK THE YEARS ELEKTRA 7-69564
& SIMPLY REL
@ 71106 A DIFFERENT CORNER cOLUMBIA 38-05888
& GEORGE MICHAEI
7 31111 GREATEST LOVE OF ALL aRisTA 19466
& WHITNEY HOUSTO?
g9l YOUR WILDEST DREAMS  POLYDOR 883096-7/POLYGRAM
& THE MOODY BLUE!
@ 1nli2ls ALL | NEED IS A MIRACLE  ATLANTIC 7-89450
& MIKE & THE MECHANIC!
10 |10]11] 9 SOMETHING ABOUT YOU  POLYDOR 883362-1/POLYGRAM
= & LEVEL 4:
@ 121151 8 MOVE AWAY  VIRGIN/EPIC 34-05847
& CULTURE CLUI
1296 |11 TAKE ME HOME  ATLANTIC 7-89472
& PHIL COLLIN!
@ 15165 HEADED FOR THE FUTURE COLUMBIA 3805889
NEIL DIAMONI
1wi2ls THE LOVE PARADE  REPRISE 7-28750/WARNER BROS.
& THE DREAM ACADEM'
@ 17123 4 THAT'S WHY I'M HERE coLumBia 38-05884 )
JAMES TAYLOI
@ 18126 IF YOUR HEART ISN'T IN IT  asm 2822
© ATLANTIC STARI
@ 20|2]| s THAT GIRL IS GONE  wWARNER BROS. 7-28892
DAVID PAC!
18 16| 8 | 12 BAD BOY EPIC 34-05805
& MIAMI SOUND MACHIN
19 (13l7|n NEVER AS GOOD AS THE FIRST TIME PORTRAIT 37-05846/EPIC
& SAD
2 19113] 12 CALL ME  aam 2816
0 ! & DENNIS DE YOUN
@ 71— 2| THE BEST OF ME amantico
@ DAVID FOSTER AND OLIVIA NEWTON-JOH
@ 311—| 2 | ONE WISH  Epic 34.05875
& HIROSHIM
23 122|181 12 MANIC MONDAY coLumBia 38-05757
& BANGLE
24 |21t17 13 SO FAR AWAY  WARNER BROS. 7-28789
& DIRE STRAIT
25 {2321 16 TENDER LOVE  wARNER BROS./TOMMY BOY 7-28818/WARNER BROS.
& FORCE M.D.
@ 2835 3 WHO’S LEAVING WHO  capiTOL 5576
. ANNE MURRA
27 {228l 7 WEST END GIRLS EM-AMERICA 8307
& PET SHOP BOY
A FINE MESS MOTOWN 1837
IEAEARS THE TEMPTATION
29 (24 |2a|1a | THINK IT'S LOVE  ARISTA 19444
& JERMAINE JACKSO
30 |29]29] 9 IF YOU LEAVE a&m 2811
& ORCHESTRAL MANOEUVRES IN THE DAF
@ 38| —1 2 WHO'S JOHNNY (“SHORT CIRCUIT” THEME) GORDY 1842/MOTOW
¢ EL DEBARC
@ 3m|—1 2 BABY PLEASE DON'T TAKE IT (I NEED YOUR LOVE)
. JIVE 1-9500/ARISTA JONATHAN BUTLE
THESE DREAMS  capiToL 5541
30127(19
3 7 & HEAF
34 251915 OVERJOYED TAMLA 1832/MOTOWN
& STEVIE WONDE
35 [34|34] 5 MOVE CLOSER  ATLANTIC 7-89424
@& MARILYN MART
HAPPY, HAPPY BIRTHDAY BABY Rca 14286
36 3% 373 RONNIE MILS/
@ NEWD| 1 YOU SHOULD BE MINE (THE WOO WOO SONG) a&m 2814
JEFFREY OSBOR?
391 2| LIKE A ROCK capiToL 5592
BOB SEGER & THE SILVER BULLET BARM
@ wi—|2 HAS ANYONE EVER WRITTEN ANYTHING FOR YOU
MODERN 7-99532/ATLANTIC STEVIE NICH
W 1 | INVISIBLE TOUCH ATLANTIC 7-89407
NEWD GENES

Products with the greatest airplay this week. # Video clip availability. # Recording Industry Assi
America (RIAA) seal for sales of 500,000 units. & RIAA seal for sales of one million units.
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Al Shook Up. WAQX Syracuse staffers investigate a case of upside-down 95X billboards, which cropped up throughout
the city during a recent promotion. Seated are morning partners Chris Rivers and Lisa Walker. Promotion director Smokin’
Joe Simpson stands aloof and distraught.

Short Shots. Actor Danny Devito goes shoulder to shoulder with the creators
of Global Satellite Network's “Rockline.” During a recent edition of the
syndicated rock show, Devito appeared with the Alarm, Joe Piscopo, and Joe
Cocker. He's shown here with “Rockline” producer Cindy Tollin, left, and GSN
general manager Rachel Perkoff.

99 Ways. KZZC (ZZ99) Kansas City programmers get the Loverboy scoop
straight from the horse's mouth as the band's Paul Dean discusses future plans
during a visit to the album rocker. Standing from lett are KZZC music director
Kim Welsh, operations manager Todd Chase, Dean, and Gene Denonovich,
album manager at Columbia Records.

Great Date. WPEN Philadelphia
morning man Joe Niagara poses with
Doris Day for a shot promoting the
station’s “‘Date With Doris" campaign.
Later this month, Niagara and a

Stan’s A Fan. Naomi Judd peys a visit 1o friends and fans at WHN New York, listener will be flown out to Carmel,
where air personality Stan Martin takes a moment to congratulate one haif of Catit., for a private meal with the
he steftar mother-daughter act, the Judds. television and film star.

KSHE’s So Shy. KSHE St. Louis morning maniac J.C. Corcoran, right, hams it
Wilde Wild West. MCA recording artist Eugene Wilde drops by to “Serenade” the supportive staff at KGFJ Los Angeles. up with “Gilligan’s Island” star Bob Denver while serving as host of KSHE's

Standing from left at the urban outlet are MCA a&r director Louii Silas Jr., the label's West Coast regional r&b promotion celebration of spring’s arrival. During the festivities, Corcoran and company
manager Sara Melendez, KGFJ program director Kevin Fleming, and Wilde. christened a new fleet of rowboats with a bottle of vintage Busch beer,
BILLBOARD JUNE 7, 1986 17
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B.“ PLATINUM—Stations with weekly
l & cume audience of over 1 million.
FOR WEEK ENDING GOLD—Stations with weekly cume
JUNE 7, 1986 audience of over 500,000 up to a million.
'S LARGEST D MOST INFLUENTIAL TOP 40 RADIO STATIONS
CURRENT PLAYLISTS OF THE NATION A AN N NTIAL TOP 40 RA A N
7 7 Simply Red, Holding Back The Years 10 11 Howard Jones, No One ts To Blame 26 29 Prince & The Revolution, Mountans 1 EX EX The Far Corporation, Fire and Water
8 9 Janet Jackson, Nasty 11 13 Heart, Nothin' At All 27 EX  Howard Jones, No One Is To Blame EX EX The Oream Academy, The Love Parade
9 8  Robert Palmer, Addicted To Love 12 14 Simply Red, Holding Back The Years A28 — Van Halen, Dreams e EX EX Jean Bauvior, Feel The Heat
o 10 10 The Jets, Crush On You 13 15 The Blow Monkeys, Digging Your Scene 29 EX  Bangles, If She Knew What She Wants N = EX EX Mai Tai, Female intuition
11 18 The Blow Monkeys, Digging Your Scene 14 9 Culture Club, Move Away 30 EX Stevie Nicks, Has Anyone Ever Written . - EX EX The Fixx, Secret Separation
12 13 Falco, Vienna Cafling 15 19 Billy Ocean There'll Be Sad Songs (T A — Rod Stewart, Love Touch (Theme From * Avmcs € EX EX Belinda Carlisle, Mad About You
1314 Level 42, Somethyng About You 16 20 George Michael, A Different Corner A — Billy Joel, Modern Woman MEBCGES TETION .. EX EX John Eddie, Jungle Bo
14 26 Pet Shop Boys, Opportunities (Let's M 17 7 Pet Shop Boys, West End Girls A — Kenny Loggins, Danger Zone EX EX Wild Blue, Fire SI.th ire
w#"l Fm 15 16 Culture Club, Move Away 18 21 Boys Don't Cry, | Wanna Be A Cowboy A —  Peter Gabriel, Sledgehammer Miami P.D.: Robert Walker
i? %8 ?:(ll %cear:& Th:re Il Be Sad Songs (T %g %2 ?tiarship, Tom%"ow Doesn't Matter Ton . 1 O Lve T VTVI'I
. , One Way Love alco, Vienna Callin, adonna, Live To Tel
New York P.D.. Scott Shannon | g 35 peter Gabriel, Siedgenarmmer 21 24 The Del Fuegos. | SEil want vou 22 The Outfield, Your Love
1 1 Patti LaBelle & Michael McDonatd, On 19 12 Miami Sound Machine, Bad Boy 22 23 Psychedelic Furs, Pretty In Pink 3 3 Patti LaBelle & Michael McDonald, On
22 Whitney Houston, Greatest Love Of Al 20 22 Mike & The Mechanics, All | Need Is A 23 21 John Cougar Metlencamp, Rain On The S 4 6 NuShooz | Can't Wai v e e =
33 Madonna, Live ToTelh 21 23 Howard Jones, No One Is To Blame 24 31 Peter Gabriel, Stedgehammer 5 5 Orchestral Manoeuvres In The Oark, If power fm
4 4 Pet Shop Boys, West End Girls 22 24 Journey, Be Good To Yourself 25 28 The Dream Atad?mr. The Love Parade 6 7 ElDeBarge, Who's Johnny (“Short Circ e —rr—— e
P} I e | A 7 STERSSERTweton | & 8 i wd e (o e 1t
N il Collins, Take Me Home cial, Like No er Night e Jets, Lrush Un You A . ]
77 Orchestral Manoeuvres In The Dark, If 25 30 ElDeBarge, who's Johany (“Short Circ 28 33 The Moody Blues, Your Wlldegsl Dreams Washington PD. Mark St Joh $ 13 Mike & The Mechanics, All | Need Is A Detroit P.D.: Gary Berkowitz
g 8  Miami Sound Machine, Bad Boy 26 27 Heart, Nothin' At All 29 37 Bob Seger & The Silver Bullet Band, L g U0 Ma - John 10 14 Billy Dcean, There'll Be Sad Songs (T 1 2 Whitney Houston, Greatest Love Of All
12 Mike & The Mechanics, All | Need is A 27 EX  Belinda Cartisle, Mad About You 30 34 GTR, when The Heart Ruies The Mind 1 2 Madonna, Live To Tell 1112 Level 42, Something About You 2 3 Patti LaBelle & Michaei McDonaid, On
10 11 The Outfield, Your Love 28 17 Van Halen, Why Can't This Be Love 31 35 Models, Out Of Mind Out Of S-}M 2 1 whitney Houston, Greatest Love Of All 1220 EG Daﬂ{. Say It, Say It 3 1 Madonna, Live To Telt
1113 Level 42, Something About You 29 EX Boys Don't Cry, | Wanna Be A Cowboy 32 3 The Fabulous Thunderbirds, Tuft Enuft 3 3 Orchestral Manoeuvres In The Dark, If 13 16° Howard lones, No One Is To Blame 4 4 NuShooz, | Can't Wail
12 10 Robert Paimer, Addicted To Love 30 EX Bangles, If She Knew What She Wants 33 EX  Janet Jackson, Nasty 4 5 Patti LaBelle & Michael McDonald, On 1417 Heart, Nothin® AL All 5 5 Robert Palmer, Addicted To Love
}i }; gtephame Mills, | Have Learned To Re EX EX Van Halen, Dreams 34 EX  Genesis, Invisible Touch 5 6 The Jets, Crush On You 15 18 TKA One Way Love 6 6 Pet Shop Boys, West End Girls
eorge Michael, A Different Corner EX EX  Prince & The Revolution, Mountains 35 EX  Prince & The Revolution, Mountains 6 7 Level 42, Something About You 16 23 Genesis, Invisible Touch 7 11  Miami Sound Machine, Bad Boy
15 16  Culture Ciub, Move Away EX EX Genesis, Invisibie Touch EX EX Rod Stewart Love Touch (Theme From ’ 7 8 Howard Jones, No One Is To Blame 174 Whitney Houston, Greatest Love Df All 8§ 10 The Jets, Crush On You
lg 9 Prince & The Revolution, Kiss EX EX The Dream Academy, The Love Parade EX EX The Rolling Stones, One Hit (To The B 8 11 Mike & The Mechanics, All | Need Is A 18 9 Journey, Be Good To Yourself 9 15 George Michael, A Different Corner
l8 18 NE_"::. Nothin' At All A — The Moody Biues, Your Wiidest Dreams EX EX The S.0.S. Band The Finest 9 12 Simply Red, Holding Back The Years 1921 27 Top, Rough Boy _ 10 12 Simply Red, Holding-Back The Years
18 14 Phil Collins, Take Me Home A —  Neil Diamond, Headed For The Future EX EX Kenny Logﬁns, Danger Zone 10 10 Mr. Mister, Is It Love 20 28 Prince & The Revolution, Mountains 11 16 Howard Jones, No One Is To Blame
18 22 Billy Ocean, There'll Be Sad Songs (T A ——  The Fabulous Thunderbirds, Tuff Enuff EX EX GiuHria, | Must Be Oreaming 11 13 EI DeBarge, Who's Johnny ("Short Circ 21 34 Belinda Carfisle, Mad About You 12 17 Mike & The Mechanics, All | Need Is A
20 19 Nu Shooz, [ Can't Wait A — Billy Joel, Modern wWoman 12 4 Janet Jackson, What Have You Done For 22 10 George Michael, A Ditferent Corner 13 14 Culture Ciub, Move Away
21 23 Rainy Davis, Sweetheart i A — Bangles, If She Knew What She Wants 13 15 Nu Shooz, | Can't Wait 23 15 Janef Jackson, What Have You Done For 14 19 Billy Ocean, There'll Be Sad Songs (T
2225 Janet Jackson, Nasty A — Van Haien, Dreams 14 19 Billy Dcean, There'll Be Sad Songs (T 24 26 Faico, Vienna Ca"lﬂg 15 18  Mr. Mister, is it Love
23 2 Van Haienkwhy Can't This Be Love 15 22 Heart, Nothin' At All 25 29 Gavin Christopher, Gne Step Closer To 16 7 Van Halen, Why Can't This Be Love
24 21 Falco, Rock Me Amadeus 16 23 Falco, Vienna Cailing 26 18 Robert Palmer, Addicted To Love 17 8 The Dutfield, Your Love
5 % I TOg. Rough Boy 17 17 The Hooters, where Do The Children Go 21 32 Models, Out Of Mind Out Of Sight 18 9 Phil Collins, Take Me Home
26 28 Andy Taylor, Take it Easy 18 18 Journey, Be Good To Yourself 28 37 Simply Red, Holding Back The Years 19 24 Level 42, Something About You
21 24 Cherrelie With Alexander O Neal, Satu 13 20 George Michael, A Different Corner 23 27 Prince & The Revolution, Kiss 20 21 Journey, Be Good To Yourself
A28 — Ei DeBarge, Who's Johnny ("Short Circ 20 21 Cutture Ciub, Move Away 30 31 Van Halen, Dreams 21 27 Stephanie Mills, | Have Learned To Re
A29  — Rod Stewart, Love Touch (Theme From 21 30 Janet Jackson, Nasty 31 38 Kenny Loggins, Danger Zone 22 23 Starship, Tomorrow Doesn’t Matter Ton
R30 — Genesis, Invisible Touch 108FM 2 75 Peychedelc Furs Prety In Pk 32 24 Miami Sound Machine, Bad Boy 23 25 Patti Austin, The Heat Of Heat
. 23 28 John Cougar Mellencamp, Rain On The S 33 35 38 Special, Like No Other Night 24 26 Falco, Vienna Caliin,
Boston P.D.: Sunny Joe White Washington P.D. Randy Lane 24 24 Diana Ross, Chain Reaction 34 22 Atlantic Starr, If Your Heart [sn't | 25 13 Janet Jackson, Whag Have You Done For
1 2 Madonna, Live To Tell g D 1/ 25 21 GTR, When The Heart Rules The Mind 35 40 Andy Taylor, Take It Easy 2 22 Sade Never As Good As The First Time
2 4 Patti LaBelie & Michael McDonald, On 1 1 Madonna, Live To Telt 26 29 The Dream Academy, The Love Parade A36 —  Peter Gabriel, Sledgehammer 27 33 New Edition, With You All The way
33 Culture Club, Move Away b 2 2 NuShooz, | Can't Wait 27 EX  Genesis, Invisible Touch 37 36 Starpoint, Restiess =~ 28 29 Heart, Nothin' At All
15 Mike & The Mechanics All | Needds A 3 6 Orchestral Manoeuvres In The Dark, If 28 EX Bob Seger & The Silver Builet Band, L 38 30 Van Halen, Why Can't This Be Love 29 34l DeBarge, who's Johnny ("'Short Circ
’ ‘ 5 6 The Jets Crush On You 35 Mike & The Mechanics, Al I Need Is A 29 EX Belinda Carlisie, Mad About You A39  —  Rod Stewart, Love Touch (Theme From * 3 31 The s,o_g. Band, The Finest
6 9 Heart, Nothin' At All 5 9 The jets, Crush On You 30 EX Jemeg Osborne, You Should Be Mine ( 40 EX  Krokus, Schools Qut 31 32 The Fabulous Thunderbirds, Tuft Enuif
— = 78 Level 42, Something About You 6 8 The Hooters, Where Do The Children Go A — Rod Stewart, Love Touch (Theme From * A —  Billy Joel, Modern Woman 32 35 TYhe Blow Monkeys, D|¥gnn Your Scene
Chicago P.D.: John Gehron 8 11 Simph Red, Hoiding Back The Years 7 10 Howard Jones, No Dne Is To Blame A —  Peter Cetera, Glory Of Love A —  The S.0.S. Band, The Finest 33 EX The Dream Academy, The Love Parade
] T 9 16 Billy Ocean Therell Be Sad Songs (T 8 3 Phil Collins, Take Me Home A — Van Halen, Dreams A~ —  Jean Bauvior, Feel The Heat 34 EX Bob Seger & The Silver Bullet Band, L
1 Patti LaBelie & Michael McDonald, On 10 20 George Michael, A Different Corner § 11 Mr. Mister, Is It Love A — The Blow Monkeys, Digging Your Scene €X EX  Stevie Nicks. Has Anyone Ever Written 35 EX Van Halen, Dreams
2 2 Whitney Houston, Greatest Love Of ANl 10 13 BoyeDon't Cry, | Wannd Be A Cowbo 10 13 Tears For Fears, Mothers Talk EX EX Prince & The Revolution, Mountains EX  EX  John Cougar Meliencamp, Rain On The S A —  Janet Jackson, Nasty
33 Madonna, Live To Tell 12 14 Journey, Be Good To Yoursslt 4 1115 Diana Ross, Chain Reaction EX EX Peter Gabriel, Stedgehammer A — Boys Don't Cry, | Wanna Be A Cowboy
4 2 Nu Shooz, | Can't Wait 13 17 The Fabulous Thunderbirds, Tutf Enuff 12 14 Billy Ocean, There'll Be Sad Songs (T EX EX Kenny Loggins, Danger Zone A — Genesis, tnvisible Touch
2 3 ?et %ho ) Boys, west End Girls 1419 Tears For Fears, Mothers Talk 13 16 Level 42, Somelhvm% About You A — Neil Diamond, Headed For The Future
d ¥ Rz;mutpnael::i‘,ﬂvoxéd%g‘v:d T 15 18 The Del Fuegos:l Still Want You }g ﬂ E‘I D;B;rg(eh, \rgrko‘skllohnny (“Short Circ EX EX Magazine 60, Don Quichotte
8 9 Orchestral Manoeuvres In The Dark, if 16 23  Mai Tai, Female Intuition % 17 cela(..,', &..Q"Move Awa
S 11 Howard Jones, No One Is To Blame' 12 T elB oW MankeyNOigeing Woldscere 17 13 George Michel, A Different C .
10 14 Level 42, Something About You 18 26 The S.0S. Band, The Finest 18 20 PatLaBeile & Michael McDonald, 0 Q
1L 12 Billy Ocean, There'l Be Sad Songs (T B & Lo, S0 13 4 The Outhiels, Your Lowe
g %g %‘n':'u';oz"”s'fffsm%f.' \zlilldle?tei)drel:r:s 21 33 Howard Jones, No One Is To Blame 2‘{ 7 m&"e‘;- "“"S%’;‘l'l-c'"m‘ Love OF All Chicago P.D.: Jan Jeffries
14 19 Heart, Nothin' At All 2229 El DeBarge, Who's Johnny ("Short Circ A T b By 1 1 Patti LaBelle & Michael McDonald, On
}2 %g Phil Cg“iﬂs- T;kﬁ Me "Oma TG %i %g é‘e"nmc 5503"' Ir:asstzy It 23 23 Journey, Be Good on Yourselt Atlanta P.D.: John Young 2 2 Whitney Houston, Greatest Love OF All
John Cougar Mellencamp, Rain On The Ak d ! 24 24 Sade, Never As Good As The First Time 1 1 Patti LaBelle & Michael McDonald, On 33 Madonn, Live To Teit : .
17 23 Simply Red, Holding Back The Years %2 gg rh?s;ilin:tsqzrr;n%gg‘b&' (STIoghT‘he B A25 — Janet Jackson, Nasty 2 2 Madonna, Live To Tell 4 5 NuShooz, | Can't Wait Detroit P.D.: Steve Weed
18 22 Journey, Be Good To Yourself 27 31 Peter Gabriel, Siedgehammer 26 EX  Simply Red, Holding Back The Years 33 NuShooz, | Can't Wait 5 4 Pet Shop Boys, West End Girls 1 1 Madonna, Live To Teil
1926 Wax, Right Between The Eyes % 35 Falco, Vienna Calling A —  Genesis, Invisibie Touch 4 4 The Jets, Crush On You 6 10 The Jets, Crush On You 25 NuShooz, | Can't Wait
20 30 Models, Out Of Mind Out Of Sight 29 33 The Gream Academy, The Love Parade A — Patti Austin, The Heat Of Heat 5 7 Billy Ocean, There'll Be Sad Songs (T 77 The Outtieid, Your Love 3 6 Simply Red, Holding Back The Years
21 25  Mr. Mister, Is It Love 30 EX Prince & The Revolution. Mountams A — Rod Stewart, Love Touch (Theme From " 6 6 Level 42, Somethms About You 8 & Robert Patmer, Addicted To Love 4 4 Culture Club, Move Away
22 32 The Fabulous Thunderbirds, Tuft Enuff 3OEX Kim Carnes Divided Hesrte EX EX Bob Seger & The Silver Bullet Band, L 7 8 George Michael, A Different Corner 9 8 Orchestral Manoeuvres tn The Dark, il 5 3 Patti LaBelle & Michael McDonaid, On
23 38 Joe Jacks.ory Right And Wrong 32 EX Giufira, | Must Be Dreaming EX EX Prince & The Revolution, Mountains 8 10 Boys Don't Cry. | Wanna Be A Cowbo: 10 11 Howard Jones, No One s To Blame 6 7 The Jets, Crush On You
2427 Simple Minds, All The Things She Said 33 EX  Magazine 60, Don Quichotte 9 5 Whitney Houston, Greatest Love Of All 1114 Level 42, Samethuq% About You 7 8 George Michael, A Different Cornes
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EX EX Gavin Christopher, One Step Closer To 8 10 The Jets, Crush On You 21 28 The Dream Academy, The Love Parade 29 36 38 Special, Like No Other Night 25 27 Janet lacison, Nast:
EX EX The Moody Bfw'm’ Wildest Dreams 9 17 Howard Jones, No One Is To Blame 28 29 Bangles, If She Knew What She Wants 30 35 Prince & The Revolution, Mountains 26 28 Heart, Nothin' At Al
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EX EX GIR. when The Heart Rules The Mind 11 15 Boys Oon't Cry, | Wanna Be A Cowboy 30 32 The Blow Monkeys, Digging Your Scene A32 —  Peter Gabriel, Siedgehammer 28 30 The s,o,é, Band, The Finest
EX EX Animotion | want You 12 20 Simply Red, Holding Back The Years 31 EX The Fabulous Thundesbirds, Tulf Enuff 33 EX  Bob Seger & The Silver Butlet Band, L 29 31 The Fabulous Thunderbirds, Tutf Enuff
b 13 18 Journey, Be Good To Yourself 32 33 Jeftrey Osborne, You Should Be Mine ( 34 EX  Kenny Loggins, Danger Zone 30 18 Miami Sound Machine, Bad Boy
N 14 16 Cuiture Ciub, Move Away 33 EX Rod Stewart, Love Touch (Theme From 35 EX  Genesis, Invisible Touch . 31 35 The Biow Monkeys, Digging Your Scene
Chicago P.D.: Buddy Scott 15 21 NuShooz, | Can't Wait A Peter Gabriel, Sledgehammer 36 EX  Rod Stewart, Love Touch (Theme From 32 36 Prince & The Revolution, l&ounlains
) TP 1623 Kenny Logﬂns, Danger Zone A — Pet Shop Boys, Opportunities (Let's M A37  —  Janet Jackson, Nasty § 33 32 Robert Paimer, Addicted To Love
1 2 Patti LaBelle & Michael McDonald, On 17 19 Guwffria, | Must Be Oreamin, A Gavin Christopher, One Step Closer To A38 38 Starship, Tomorrow Doesn’t Matter Ton 34 38 Rene & Angela, You Don't Have To Cry
21 Whitaey Houslon, Greatest Love OF Al 95 ' ’EFM 18 28 The Moody Blues, Your Widest Dreams EX EX Van Halen, Dreants A39  — The Blow Monkeys, Digging Your Scene 35 0 Bob Seperh The Silver Bullet Band, |
3 4 Madonna, Live To Tell 19 22 38 Special, Like No Other Night EX EX The Fixx, Secret Separation A0 —  Peter Cetera, Glory Of Love 36 24  Phil Collins, Take Me Home
4 3 Pet Shop Boys, West End Girls 20 25 Rod Stewart, Love Touch (Theme From A — Billy Joel, Modern Woman A4l —  Billy Joel, Modern Woman 37 EX New Edition, with You All The way
5 8 Nu Shooz, | Can't wait 21 30 Billy Ocean, There'll Be Sad Songs (T 38 26 Orchestral Manoeuvres In The Dark, it
6 9 Orchestral Manoeuvres In The Dark, It 22 26 EiDeBarge, Who's Johnny (“Short Circ l A39 Jefirey Osborne, You Shou(d Be Mine (
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12 18 E DeBarge, Who's Johnny (“Short Circ 41 Whiney Houston, Greates! Love Of Al T ot i A —— ﬂ@@ ﬂ YL/ EX EX Magazine 60, Don Quichotle
13 13 Boys Don't Cry, | Wanna Be A Cowho 3 6 George Michael, A Different Corner 23 31 The Dream Academy, The Love Parade b4 El 1
1€ 10 Janet Jackson, Whal Have You Done For 6 15 Billy Ocean, There'll Be Sad Songs (T 30 32 Falco, Vienna Canm‘é' 1 ! NN
15 24 Billy Ocean, There'll Be Sad Songs (T 7.7 Orchestral Manoguvres In The Dark, If 31 33 Stevie Nicks, Has Anyone Ever Wiitten ] Cleveiand P.D.: john Gorman / r
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23 17 Van Halen Why Can't This Be Love 16 11 pot Shep Bove. Weel End Gurl A3 Robert Paimer, Hyperactive 7 2 The Outfield, Your Love 8 22 NuShooz, | Can't Wait 1 2 Orchestral Manoeuvres In The Dark, If
24 28 Bangles, i1 She Knew What She Wanls TR v St sel's A4 —  Gavin Chnstop[her, One Step Cioser To 8 10 George Michael, A Different Corner 9 4  whitney Houston, Greatest Love Of All 2 Mike & The Mechanics, All | Need Is A
25 38 Genesis, lvisible Touch 2l Howa(z'mnes O hasel Slame A — Bob Seger & The Sitver Bullet Band, L 9 13 Level 42, Something About You 10 19 Giuffria, | Must Be Dreaming 35 Howard Jones, No One Is To Blame
% 23 Kenm Los;-_"S. Danger Zone 19 55 Ted 0 Band The Finest ™ A —  Neil Diamond, Headed For The Future 10 15 The Jets, Crush On You 1115 Pistinum Blonde, Somebody Somewhere 4 8 Limited Warranty, Victory Line
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§3 15 gtal{smntngmormw Doesn’t Matter Ton 52 97 The Fabotons Thunderbirds. Tort Enuff 13 19 Simply Red, Holding Back The Years 14 14 Tears For Fears, Mothers Talk 7 12 The Jets, Crush On You
18 Cuiture Club, Move Away 23 2 Bangles. If She Knew What She Wants 18 9 e Mister Is It Love 15 23 The Moody Blues, Your Wildest Dreams § 9 Mr. Mister, Is It Love
31 34 38 Special, Like No Other Night 230 Prince & The Revolution, Mountans 15 17 Heart, Mothin' At All Al6  —  Genesis, Invisible Touch 9 10 Graham Nash, Innocent Eyes
gg 36 Van Halen, Dreams ) 55 33 The Moody Biues Your et Dreams 16 18  Culture Club, Move Away 17 9 Mike & The Mechanics, All | Need Is A 10 Whitney Houston, Greatest Love Of All
5 The Rolling Stones, One Hit (To The B 25 31 Ceresis Invisuble'Touch' 17 11  Whitney tlouston, Greatest Love Of All 18 27 38 »Sgeuai, Like No Other Night 11 14  Heart, Nothin' At All
M 19 John Cougar Mellencamp, Rain On The § 27 29 Gavin Cheistosher. One Step Closer To 18 29 Rod Stewart, Love Touch (Theme From * 19 2 Phil Collins, Take Me Home 12 16 Falco, Vieana Catlmﬁ
35 30 Heart, Nothin' At All o unC Dﬂ | p Closer - 19 14 Mike & The Mechanics. All | Need Is A 20 26 Howard Jones, No One Is To Blame 13 17 Patti LaBelle & Michael McDonald, On
36 26 Mr Mister, is it Love 2 2 Komnr Loveine i oer Zone Sk FM 20 25 IAXS, Listen Like Thieves 21 24 Jermaine Stewart, We Don't Have To Ta 14 20 Billy Ocean, There'll Be Sad Songs (T
37 40 The Biow Monkeys, Digging Your Scene £ i F! . 3 Pittsbursh - Nick B 21 21 Falco, Vienna Calling 22 29 Faico, Vienna Caliin, . . 15 15 Oennis De Young, Call Me
3 33 Phil Collins, Take He Home Boss Al ayior ok 1oy SN | Ly LS DULE P.D.: Nick Bazoo 22 23 Boys Don't Cry, | Wanna Be A Cowhoy 23 25 Simple Minds, All The Things She Said 16 19 George Michael, A Different Corner
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A — Kenny Rogers, The Pride Is Back i O e 4 4 Nu Shooz, I Can't Wail 26 30 Genesis, lavisible Touch 27 34 Bangles, If She Knew What She Wants 20 27 I DeBarge, Who's Johnny (“Short Circ
A~ — Billy Joel, Modern Woman - (100 EETAGLED MITILY LIRS 5 5 Mike & The Mechanics, All | Need Is A 27 £X  Wagazine 60, Don Quichotte 28 36 Peter Gabriel, Sledgehammer 21 & 2 Top, Rough Boy
A —  Peter Cetera, Glory Of Love 6 6 Orchestral Manoeuvres In The Dark, il A28 — Janet Jackson, Nasty 29 31 Billy Ocean, There'll Be Sad Songs (T 22 7 Janet Jackson, What Have You Done For
A — Robert Palmer, Hyperaclive 7 10 Level 42, Something About You k29 — The Moody Blues, Your Wildest Dreams 30 EX  Van Halen, Dreams 23 32 Pet Shop Boys, Opportunities (Let's M
A John Czfferty, Voice Of America’s Sen 8 £ Mr. Mister, Is It Love A30 —  Billy Joel, Modern Woman 31 32 INXS, Listen Like Thieves 24 29 38 Speciai, Like No Other Night
e = 9 9 Cuiture Club, Move Away A3l Peter Cetera, Glo” Of Love 32 38 Bob Seger & The Silver Bullet Band, L 25 31 Boys Don't Cry, | Wanna Be A Cowbo
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11 16 £l DeBarge, Who's Johnny ("Short Circ EX EX GTR, When The Heart Rules The Mind AN — Ar::{v Taylor, Take It Easy 27 33 Genesss, Invisible Touch
1 127 Whitney Houston, Greatest Love Of Al EX EX Giuffria, | Must Be Dreaming 35 40 Models. Out Of Mind Out Of Sight 28 35 The Blow Monkeys, Digging Your Scene
13 24 Jjanet Jackson, Nasty EX EX David Foster/Dlivia Newton-John, The 36 39 GTR, When The Heart Rules The Mind 29 34 Models, Qut Of nx.nd Out Of Sight
M 1027 18 18 Billy Ocean, There'li Be Sad Songs (T A3] - Billy Joel, Modern Woman A30  — Billy Joel, Modern Woman
AM 1180 Boston P.D.: Bob Trawis 15 15 Journey, Be Good To Yourseif gg EX l;einny Lown;, DaI" er Zone 31 EX  Rod Stewart, Love Touch (Theme From
. I 1 Madonna, Live To Tel 16 22 Heart, Nothin' At All A. —  Prince & The Revolution, Mountans 32 EX  Jermaine Stewart, We Don't Have To Ta
— 33 Pa e Wictoel McDonald, On 17 17 Falco, Vienna Callin 40 EX  The Art Of Noise Featuring Duane Eddy 33 36 Prince & The Revolution, Mountains
Los Angeles P.D.: Gerry Defrancesco 57 3 Whhne pocston, Grast ‘°L°"a of A 18 12 Pet Shop B(ws, west End Girls A — Pet Shop Boys, Op?ortunmes (Let's M 38 13 Culture Club, Move Away
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P.D.: Paul Christy 2

Patti LaBelle & Michael McDonald, On 27
Madonna, Live To Tell 2
Orchestral Manoeuvres In The Dark, 1f 2
Nu Shooz, | Can't Wait 3

24 Pet Shop Boys, Opportunities (Let's M
20  Patti Austin, The

22  Billy Ocean, There'll Be Sad Songs (T
26 Level 42, Something About You

21 Psychedelic Furs, Pretty In Pink

£X  Peter Gabriel, SIedFehammer

29  Prince & The Revo

27 E.G. Daily, Say I1, Say It

28 Heart, Nothin' At Al

30 Howard Jones, No One Is To Blame
EX Bangles, It She Knew Whal' She Wants

eat Of Heat

19 Journey, Be Good To Yourself

17 Culture Club, Move Awa(

15  Orchestral Manoeuvres [n The Dark, f

ution, Mountains

Boys Don't Crx‘, | Wanna Be A Cowboy
The Jets, Crush On You

Whitney Houston, Greatest Love Of All
Phil Collins, Take Me Home

13 Simply Red, Holding Back The Years
11 3 The Outfield, Your Love

El DeBarge, Wha's Johnny (""Short Circ

2
1
5
6
; Mike & The Mechanics, All | Need Is A
2
4
8

13 10 Journey, Be Good To Yourself
14 15 Culture Club, Move Awag
15 11 Van Halen, Why Can't This Be Love
16 16 Magazine 60, Don Quichotte 1
17 18  Billy Ocean, There'll Be Sad Songs (T b
18 24 Howard Jones, No One Is To Blame 3
19 21 Heart, Nothin' At All 3
A20 — Janet Jackson, Nast 5
21 22 The Fabulous Thunderbirds, Tuff Enuff H
22 23 The S.0.S. Band, The Finest 7
23 25 INXS, Listen Like Thieves Fl
24 27 The Blow Monkegs. Digging Your Scene 9
25 EX  Timex Social Club, Vicious Rumors 10
26 30 The Moody Blues, Your Wildest Dreams 1
27 EX  Genesis, Invisible Touch 12
28 28  John Cougar Mellencamp, Rain On The S 13
29 17 11 Top, Rough Boy 1
30 EX Gavin (fhrisuwher, One Step Closer To 15
A —  Van Halen, Dreams 16
A — Bob Seger & The Silver Bullet Band, L 7
A — Peter Gabriel, Sledgehammer 18
A — Bangles, If She Knew What She Wants 19
A — Robert Palmer, Hyperactive 20
EX EX GTR, When The Heart Rules The Mind 21
EX EX 38 Special, Like No Other Night 2
EX €X  The Fixx, Secret Separation 2
EX EX  Neil Diamond, Headed For The Future 2%
EX EX Mai Tai, Female Intuition 2
EX EX Charlie Sexton, Impressed %
EX EX Rod Stewart, Love Touch (Theme From 27
EX EX  Krokus, Schools Qut 2
29
30
31
2
A33
]
35
- A
Los Angeles P.D.: Ed Scarborough EQ

1 4 Janet Jackson, Nast

21 Patti LaBelle & Michael McDonald, On
3 5 George Michael, A Different Corner

4 2 Whitney Houston, Greatest Love Of All
5 7 Simply Red, Holding Back The Years
6 6 Bronski Beat, Hit That Perfect Beat
7 12 TKA One Way Love
8 3 NuShooz, | Cyan't Wait

9 10 Falco, Vienna Callin

10 14 jermaine Stewart, We Don't Have To Ta
11 11  Sade, Never As Good As The First Time
12 13 The Jets, Crush On You

13 8 Pet Shop Boys, West £nd Girls

14 16 Mr. Mister, Is It Love

15 18 The Blow Monkeys, Digging Your Scene
16 9 Madonna, Live To Tell

San Francisco

EX Boys Don't Cry, | Wanna Be A Cowbo

—  The Fixx, Secret Separation

P.D.: Steve Rivers

1 Madonna, Live To Tell

2 Patti LaBelle & Michael McDonaid, On
3 Simply Red, Holding Back The Years

4 The Art Of Noise Featuring Duane Eddy,
8 Janet Jackson, Nasty

6 Howard Jones, No One Is To Blame

7 The Jets, Crush On You

9 El DeBarge, Who's Johnny (“Short Circ
11  The Dream Academy, The Love Parade
13 Falco, Vienna Callmgb

17 The Blow Monkeys, Digging Your Scene
19  Billy Ocean, There'll Be Sa Songs (T
18  Patti Austin, The Heat Of Heat

22 Peter Gabriel, Stedgehammer

15 Magazine 60, Don Quichotte

16 Journey, Be Good To Yoursell

21 The S.0.S. Band, The Finest

20 George Michael, A Different Corner
23 Timex Social Club, Vicious Rumors

25  George Clinton, Do Fries Go With That

26 Jermaine Stewart, We Don't Have To Yfa
27 Pet Shop Boys, Opportunities (Let's M
33 Genesis, Invisible Touch
28 Prince & The Revolution, Mountains
32 Jeffrey Osborne, You Should Be Mine (
31 Belinda Carlisle, Mad About You

S Whitney Houston, Greatest Love Of All
10 Nu Shooz, | Can’t Wait
30  Heart, Nothin' At All
EX  Bangles, If She Knew What She Wants
24 Level 42, Something About You

12 Tears For Fears, Mothers Talk

14 E.G. Daily, Say It, Say It

—  Peter Cetera, Glory Of Love

—  Yarbrough and Peoples, | Wouldn't Le
— John Eddie, Jungle Boy
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Alternative Market: Low Ratings, High Profits

YOU DON'T NEED ARBITRON
numbers to make money in radio.
There are several format concepts
that have low rating prospects but
still have potential for great prof-
it. One of them is gay radio, which
we’'ll address here. Other concepts
will be discussed in future col-
umns.

Gay radio won't appeal to corpo-
rate broadcasters. But a weak,
money-losing AM or FM facility in
San Francisco, Los Angeles, New

The gay male
household
is affluent

York, Houston, or Washington can
be turned into a cash cow. This is
one for the entrepreneur and ven-
ture capitalist.

The target audience is the homo-
sexual community. The key is atti-
tude. The programming includes
music, news, talk, and entertain-
ment aimed at the needs and tastes
of gays and lesbians. Others will
listen out of curiosity.

Think it won’t work? Several
years ago, a well-known broad-
caster sold his major-market sta-
tion to a corporate broadcaster for
the highest dollar transaction in
the city’s history. About a third of
the station’s advertising revenues
came from the gay community.

The new owners alienated this
loyal group and quickly turned the
money-maker into a money-loser.
After a recapitalization for tax

purposes, the station was sold. The
station’s original owner now owns
other stations in the same market.
An innovator, he’s laughing all the
way to the bank. (Business is busi-
ness; the dollar bill has no preju-
dice.)

About four years ago, a promi-
nent Los Angeles political and so-
cial activist (a gay member of the
California Board of Regents)
founded a new bank in the heart of
West Hollywood, a gay communi-
ty. The first year’s deposits came
to a very impressive $85 million.
West Hollywood’s Unity Savings
and Loan opened in 1982 and its as-
sets have ballooned to over $110
million.

In Los Angeles, there is the
Community Yellow Pages, a phone
directory of services specifically
available for homosexuals. A re-
cent issue had 216 pages of list-
ings, with everything from Am-
way distributors to gay physicians
to yacht dealers.

Robert Adams began publishing
the Gay Area Telephone Directory
in San Francisco in 1979. (In New
York, there is the‘ ‘Gayellow-
pages.”) It had 18 white pages and
72 pages of classified advertising,
with advertising revenues of about
$50,000.

Three years later, the directory
had over 200 pages, 500 advertis-
ers and advertising revenues over
$300,000. Get a copy and check the
listings. They include the Gay
Backpacking and Hiking Group;
Married Men’s Group; Mom, Guess
What; and Parents and Friends of
Gays. It contains a long list of po-

tential programming ideas for the
station.

Ever hear of the Advocate? It's
been the nation’s leading gay
newsmagazine for years. Its ad-
vertisers include Bank of America,
Levis, Perrier, Coors, United Art-
ists, Simon & Schuster, Motown,
Dean Witter Reynolds Inc., Uni-
versal Pictures, Bache Halsey Stu-
art Shields Inc., and Seagrams.

In 1984, researchers estimated
that between 6% and 10% of the
population was homosexual. Sev-

PAUL DREWS

~

enty-five percent of the gays are in
cities of at least 250,000.

Since men generally earn more
than women, the gay male house-
hold is all the more affluent. A
1982 survey by a West Coast re-
search firm found gay males to
have a median income 15% higher
than the median family income
found by the U.S. Census. The
Census concluded 19.5% of U.S.
families had an annual income of
$35,000 or more. The research firm
found that 26% of the gay sample
made more than $40,000 per year.

The findings revealed gays as
conspicuous consumers of high
style and high tech. Gays were
asked in the survey whether they
would be more likely to purchase
products and services of national
businesses, such as an airline or
brewery, that maintained a pres-
ence in the gay media or active in-
volvement with the gay communi-
ty. Four out of five said they
would.

Hallmark, B. Dalton, and Hia-
gen-Dazs are well established in
the gay areas of San Francisco,
Los Angeles, Washington, Hous-
ton, and New York.

Advertising to the gay and lesbi-
an communities is big. The New
York gay ad club was founded
about four years ago and has over
500 members. Members are typi-
cally 20 to 30 years old; 75% are
male. Members include represen-
tatives from advertising agencies
and the marketing departments of
major corporations.

Thousands of homosexual entre-
preneurs, professionals, and exec-
utives—male and female—pay
dues to over 20 organized business
groups such as the Atlanta Busi-
ness and Professional Guild, Bay
Area Career Women, the Greater
San Diego Business Assn., all unit-
ed in the National Assn. of Busi-
ness Councils (NABC), the self-de-
scribed “national gay Chamber of
Commerce.”

In San Francisco, the gay Gold-
en Gate Business Assn. includes in
its membership Air New Zealand,
the Hyatt Regency, Crocker Bank,
Holiday Inn, and First Interstate

Bank. (Also in San Francisco, gay
businesses are regularly invited to
participate in the Chamber of Com-
merce.)

For almost a decade KPFK-FM,
Los Angeles, a public broadcast-
ing station, has presented news,
music, and issues programs to the
gay community. It is produced by
Overnight Productions Inc., an all-
volunteer collective.

A commercial station fully com-
mitted to a format concept serving

Programming
includes music,
talk aimed at gays

the homosexual communities will
generate big advertising dollars
and become an influential political
power.

The ideal staff makeup includes
gays, lesbians, heterosexuals, and
air talents with and without radio
experience—just good communica-
tors, good entertainers.

ACTIONMART

The results are fast. The
reach is vast. And the cail is
free! To place a Biilboard
Classified ad, call Jeff Serette
at (800) 223-7524.
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BMI
1986 POP
MUSIC AWARDS

" URIT TEH BY DARVL HALL
%@Eﬁaﬁam OF THE VERR...

0 n behalf of all our writers and pub-
lishers, BMI was pleased to spread the

good news of these awards to the 1,500,000

people who passed by the busiest intersection

in the world and saw our winners’ names in

lights. For one full, glorious day, Times Square

was lit the BMI Way!
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Arter AL

David Foster « Al Jarreau - Jay Graydon -
Aljarreau Music - Foster Frees Music, Inc. -
Garden Rake Music, inc.

Act | Neeo (SECOND AWARD)
David Pack - Art Street Music

ALone Comes A Woman

Mark Goldenberg - Fleedleedle Music - Music

Corporation of America, Inc.

BREAKDANCE
Bunny Hull - Brass Heart Music

Caurornia Girus (SECOND AWARD)
Brian Wilspn - Irving Music, Inc.

CHER SH

Robest Bell - Ronald Bell - James Bonnefond -
George Brown - Claydes Eugene Smith - James
Taylos - Curtis Williams - Delightful Music Ltd.

Crazv For You
Jon L nd - Deertrack Music - Warner-Tamerlane
Pub. Corp.

Dance Havw Davs
.(l:ack Hues (PRS) - Warner-Tamerlane Pub.
orp.

Don'r Cawe It Love
Dean Pitchford - Tom Snow - Pzazz Music -
Snow Music

l'S'teve Schiff - Music Corporation of America,
nc.

Roland Orzabal (PRS) - lan Staniey (PRS) -
Nymph Music, inc.

Daryl Hall - Hot Cha Music Co. - Unichappell
Musie, Inc.

Davic Foster - Foster Frees Music, Inc.
Jeffrey E. cdhen - Polo Grounds Music.

Robert Bell - Ronald Bell - James Bonnefond -
George Brown - Sandy Linzer - Claydes Eugene
Smith - James Taylor - Curtis Williams -
Delightful Music Ltd.

GeTcHa Back
Mike Love - Terry Melcher - Daywin Music, Inc.

sar’s Haro To) Go Down Easy
y Bolotin - Irving Music, Inc.

Heaven
Bryan Adams (PROC) - Jim Vallance (PROC) -
Irving Music, Inc.

Higx On You
Frankie Sullivan < Rude Music.

HoLo Me
Linda Creed - Decreed Music Publishing
Company - Music Corporation of America, Inc.

| Don’t Know Why You Don't Want Me
aosgme Cash - Atlantic Music Corp. - Chelcait
usic

| Don’t Trink I'm Reaoy For You

Milton Brown « Steve Dorff - Snuff Garrett - Burt
Reynolds - Happy Trails Music - Music
Corporation of America, Inc.

| Wanna Hear It From Your Lips

Eric Carmen - Dean Pitchford « Eric Carmen
Music - Pitchford Music - Safespace Music -
Warner-Tamerlane Pub. Corp.

Ir You Love Somesooy Ser THem FRee
Sting (PRS) - Reggatta Music Lid.

Just As | Am

Robert Eric Hegel - Richard Allen Wagner - Don

Kirshner Blackwood Music Publishing -
Mystery Man, Inc. - Rightsong Music, Inc.

Keeping THe Farmu
Billy Joel - Joelsongs

LeGs
Frank Beard - Billy Gibbons - Dasty Hill
Hamstein Music Company

Lost In The FiFmes ToniGHT

IQN Tue St O The NighT)
redericke L. Parris - Llee Corporation

Loversoy )
Keith Diamond - Keith Diamonc Music -
Willesden Music, Inc.

THe Lucky One
Bruce Roberts - Roliram Lorimar Music

Peter Brown - Robert Rans - Minong Publishing
Co.

Janna Allen - Défvl Hall - Fust Buzza Music,
:nc. - Hot Cha Music Co. - Unichappell Music,
nc.

Robert Belf - Ronald Bell - James Bonnefond -
George Brown - Claydes Eugene Smith - James
Taylor - Curtis Williams - Delightful Music Ltd.

Keith Diamond - Keith Diamond Musiz -
Willesden Music, Inc.

Allee Willis - Off Backstreet Music - Streamline
Moderne Music

Frar;nie Golde - Dennis Lambert - Franne Golde
Music - Rightsong Music, Inc. - Tuneworks
Music Company

On Tre Dark Sipe
John Cafferty - Aurora Film Partners Music -
John Cafferty Music

Out Or ToucH (SECOND AWARD)
Daryl Hall - John Qates - Hot Cha Music Co. -
Unichappell Music, Inc.

ReaL Love
David Malloy - Randy McCormick - D=bDave
Music, Inc.

Run To You
Bryan Adams (PROC) - Jim Vallance {PROC) -
Irving Music, Inc.

Sea Or Love (THIRD-AWARD)

Philip Baptiste - George Khoury - Fort Knox
Music, Inc. - Tek Publishing - Trio Music Co.,
Inc.

THe Search Is Over
Frankie Sullivan - Rude Music

Sue Bop

Gary Corbett - Cyndi Lauper - Stephen
Broughton Lunt - NOYB Music - Perfect Punch
Music - Reiia Music Corp.

SHout
Roland Orzabal (PRS) - lan Stanley (PRS) -
Nymph Music, Inc.

St. Ewmo’s Fire (Man In Monou: ,
David Foster - Foster Frees Music, Inc. - Gold
Horizon Music Corp.

Stare Or Shock
Randy Lee Hansen - Michael Jackson - Mijac
Music

Suppenty
Keith Diamond - Keith Diamond Music -
Willesden Music, Inc.

Tere Me ’'m Not Dreaming
Bruce Sudano - Sudano Songs

THere Gees My Basy (SECOND AWARD)
Benjamin Nelson - Lover Patterson - George
Treadwell - Jerry Leiber - Mike Stoller - Jot
Corporation - Unichappell Music, Inc.

Trings Can Onwy Ger BETTER
goward Jones (PRS) - Warner-Tameriane Pub.
orp.

GéréId_ &-ﬂ'in . _é;:réeh Geiﬁs:EMI Music, inc.

Carole Baver" Sager - Carole Bayer Sager Music

John Barry - Simon Le Bon (PRS) - Nick
Rhodes (PRS) - Andy Taylor (PRS) - John Taylor
(PRS) - Reger Taylor (PRS) - Blackwood Music,
Inc. - United Lion Music, Inc.

Kimberley Rew (PRS) - Screen Gems-EMI
Music, Inc.

Nick Gilder (PROC) - Red Admiral Music, Inc.
Michael Jackson - Mijac Music

Erié Lowen v Dan Navarro - Screen Gems-EMI
Music, Inc.

We Don’r Neeo AnoTHER HERO

g HUNDERDOME)
raham Lyle (PRS) - Irving Music, Inc.

WHar Sre Wants
Kerry Chater - Renee Armand - Padre Hotel
Music - Vogue Music

Who'’s HoLoing Donna Now
David Foster - Jay Graydon - Foster Frees
Music, Inz. - Garden Rake Music, Inc.

You Sena Me (SECOND AWARD)
Sam Cooke - ABKCO Music, Inc.

You’re Onwy Human (SECOND WIND)
Billy Joel - Joelsongs

You’re THE INSPIRATION
David Foster - Foster Frees Music, Inc.

WAY TO GO!”
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Reed Walks On The High-Profile Side

BY STEVE GETT

June 3 thru June 8

BENNY CARTER
QUINTET

June 9, 10& 11

MODERN JAZZ
QUARTET

June 12,138 14

LIONEL HAMPTON

And His 17 Piece Orchestra

June 17 thru June 22

FREDA PAYNE

June 24 thru June 29

NEW YORK
JAZZ QUARTET

Mondays

DAVID EARLE
JOHNSON BAND

July 1thru 6

STAN GETZ
QUARTET

Dinner 8 PM-1 AM
Music From 9:30

18 EAST 18 ST, NYC
RESERVATIONS 675-7100 ||

= =
&

[F

ﬁ May 27-June 8

HANK JONES

June 10-June 22

RANDY WESTON

JoANNA
18 E;stTBth St

New York, N.Y. 10003
(212) 675-7900

é NO COVER CHARGE @

NEW YORK Lou Reed has been
maintaining a high public profile to
support his latest RCA release,
“Mistrial,” which is No. 58 on this
week’s Top Pop Albums chart.

In addition to granting a series of
rare press and radio interviews, the
veteran performer—once dubbed
“the grand old man of Manhattan
rock”’—has appeared on such televi-
sion shows as NBC’s “Late Night
With David Letterman,” and has
gained strong video exposure with
the clip of the album’s first single
“No Money Down,” directed by
Godley & Creme.

“I don’t get a tremendous amount
of radio airplay,” says Reed. “So I
think videos could help me a lot.
They’re on TV, and they get me into
places I don’t reach.”

Reed will also be seen on the Am-
nesty International stadium tour,
which starts Wednesday (4) in San
Francisco, though it would be un-
fair to suggest that his involvement
in the benefit concerts is merely a
promotional exercise.

Last year, Reed performed at
Farm Aid and also gained wide-
spread attention with a TV commer-
cial for Honda scooters.

“That was a great commercial,”
says Reed. “I thought it was a ter-
rific idea, a good way to reach peo-
ple and get my music across. [ like
trying different things to make peo-

‘X’ Marks Spot
For Metheny’s
Move To Majors

BY PETER KEEPNEWS

NEW YORK Pat Metheny might
have been expected to herald his
move from the relatively esoteric
confines of the ECM label to the
Geffen Records fold by releasing a
crossover-oriented album. But the
versatile jazz guitarist—his music
has been characterized as fusion,
though not by Metheny himself—
doesn’t work that way.

Metheny, whose work often
evokes the spirit of free-jazz pio-
neer Ornette Coleman, has gone one
step beyond that concept for his
first Geffen album, “Song X.” The
album is an uncompromising col-
laboration with Coleman himself,
closer in spirit to the saxophonist’s
own work than to the rockish sound
of the Pat Metheny Group.

“I have always felt that a lot of
musicians underestimate the listen-
ing potential of their audience,”
says Metheny. “I always assume
that everybody in the audience is at
least as hip as me, and maybe hip-
per. And if they're not already,
they’re going to be.”

According to Metheny, the people
at Geffen share his open-minded at-
titude toward music, which is one
reason he signed with the label. An-
other reason is that Geffen offered
him complete creative freedom.

“What comes out under my name
is ultimately my responsibility,” he

(Continued on page 24)

ple aware of me, because I think
they’d like the music if they got to
hear it. I certainly don’t make rec-
ords not to get heard.”

That the song used in the com-
mercial was his early ’70s hit,
“Walk On The Wild Side,” didn’t
bother Reed. “If they’d wanted to
use one of my new songs, that
would have been great too,” he
says. “But I'd never made a penny
from that song anyway.”

According to Reed, he made no
money from his legendary Velvet
Underground recordings in the late
’60s, nor from his early solo albums.
“Stories like mine are a dime a doz-
en in the music business,” he says.
“In my case, it was more than a
dime.”

Since connecting with manager
Eric Kronfeld in 1976, Reed says, he
has taken a more active interest in
his business affairs. However, he
says he finds it hard to accept the
cost of making an album these days.

“Things are out of control, partic-

ularly in New York. If you go into
one of the better studios and then
you make videos, you're going to be
in for at least $200,000. It’s scary.”

Despite the high rates, Reed says
he wanted to record his latest album
at a “killer studio.” Consequently,
he booked into the famed Power
Station studios, paying about $220
an hour.

Recognizing that it would have
been cheaper to record outside the
city, Reed says, “I like recording in
New York. I don’t know that I'd
want to be out in the middle of no-
where.”

Reed recorded his 1980 album
“Growing Up In Public”’ in Montser-
rat, but he says, “It wasn’t the way
for me to work because I wasn't dis-
ciplined. I'm much more disciplined
in New York. It’s brought out the
worst in me, but it can also bring
out the best. Certainly, at those
prices, you're not going to be late!”

Although he considered bringing
in an outside producer for “Mis-

trial”’—he approached the Cars’ Ric
Ocasek—Reed decided to co-pro-
duce the record with his bassist,
Fernando Saunders. The experi-
ence, he says, “was more fun than is
legal.”

Finding the right engineer was
important to Reed. “For the longest
time, people had told me I should
only record live because my studio
{albums] never sounded right,” he
says. “Part of the reason for that,
though, was because of the engi-
neers—I wouldn’t trust them to do
anything. So my records tended to
sound almost completely dry. Work-
ing on this record with Bruce Lamp-
cov [the Power Station engineer],
that weight was lifted and mixing
was not a nightmare.”

Lampcov mixed *“Mistrial” digi-
tally before the master was cut to
metal at New York’s Masterdisc by
Bob Ludwig. The final result is
Reed’s most significant output in a
long time.

by Steve Gett

NEW YORK As predicted in this
column, Wham! plays its farewell
concert June 28 at London’s Wem-
bley Stadium. Billed as “Wham! The
Final,” the gig will run for six hours,
with support acts to be announced.

In addition to witnessing George
Michael and Andrew Ridgeley’s
last stage performance together,
the audience will also see the first
showing of “Foreign Skies,” a docu-
mentary of their 1985 Chinese tour.

Wham!’s final Columbia album,
“Music From The Edge Of Heav-
en,” ships later this month. The
package includes the current
George Michael solo single, “A Dif-
ferent Corner.” Elton John report-
edly sings on the track “The Edge
Of Heaven.”

Michael is set for an upcoming
Detroit studio session with Aretha
Franklin; there is also talk of a
duet with Michael Jackson.

PAUL McCARTNEY'’S new Capi-
tol album, due at the end of this
month, features guest appearances
by Phil Collins, Pete Townshend,
and David Bowie’s musical direc-
tor, Carlos Alomar.

Contrary to reports elsewhere,
McCartney has not scheduled a tour
to promote the Hugh Padgham-
produced record, but the possibility
of U.S. dates later this year should
not be discounted.

PEPSI PAID OUT megabucks for
the real thing, but last week in New
York a discount trading store was
selling off 10-inch Michael Jackson
dolls—complete with sunglasses
and white glove—for $1.99. Origi-
nally priced at $20, the models can
be updated with surgical masks by
diehard fans.

SHORT TAKES I Ex-Plasmatics

George & Andrew’s Final Wham! Jam;
Phil & Pete Answer Pal Paul’s Gall

member Jean Beauveoir, whose
“Feel The Heat” single is featured
in the new Sylvester Stallone mov-
ie, “Cobra,” is in Sweden putting his
new band together ... Nice to see
Motorhead’s Lemmy doing his
Clint Eastwood bit in the Boys
Don’t Cry video of “I Wanna Be A
Cowboy”’ ... Rumor has it that
John Lydon’s PiL will cut a ver-
sion of Led Zeppelin’s epic “Kash-
mir.” Spiky-topped fans should note
that Lydon (formerly Rotten) has

ON THE BEAT

Artist news, touring,
signings, venues . .. for
those who need to know

not shunned his past completely—
he is singing the Pistols’ “Pretty
Vacant” on his current tour ... Ul-
travox has parted company with
drummer Warren Cann, citing
“musical differences” (a novel ex-
cuse!) as the reason for his depar-
ture. Midge Ure and the rest of the
group are recording a new album in
Germany with producer Conny
Plank ... The new Eurythmics al-
bum is titled “Revenge”—U.S. tour
dates start in late July.

THE MAY 17 Self-Aid charity gig
in Dublin had some great moments.
A variety of acts, including Blue In
Heaven, the Pogues, Cactus
World News, the Boomtown Rats,
Elvis Costello (reunited with the
Attractions), and Van Morrison,
performed before headliners U2 hit
the stage.

Bone and the band opened their
set with a rousing rendition of Ed-
die Cochran’s “C’'Mon Everybody”
and also played covers of Dylan’s
“Maggie's Farm,” Lennon’s “Cold

Turkey,” and Lou Reed’s “Walk On
The Wild Side.”

The grand finale was dedicated to
the memory of the late great Philip
Lynott—members of his old band
Thin Lizzy, notably guitarists
Gary Moore and Scott Gorham,
played a few Lynott tunes, with
Bob Geldof providing vocal support
on “The Cowboy Song.”

PAUL SHAFFER’S Late Night
Band, always an entertaining com-
bo, must be commended for its re-
cent backing work for Lou Reed
and Belinda Carlisle on David
Letterman’s show. The rendition of
Carlisle’s “Mad About You” single
was excellent.

As for Letterman, after his vi-
cious (and humorous) attacks on the
Stevie Nicks' video “I Can’t Wait,”
the chat-show host has been giving
the music business a break lately.
C’'mon Dave, it’s time to hit the wea-
sel trail!

TROOPER OF THE WEEK
Award: After canceling U.S. dates
to promote its Warner Bros. album
“Seventh Star,” Black Sabbath
kicked off a two-month European
tour last week.

Guitarist Tony Iommi—the only
original band member—says the
threat of Libyan-influenced terrorist
attacks won’t stop the Sabs from
playing in cities like London, Paris,
Milan, and Zurich.

“You can’t stop the import of
rock’n’roll because of the recent
events,” says a fearless Iommi Ru-
mors that the band’s “explosive”
opening night show in Sheffield, En-
gland, were misinterpreted as the
latest Khadafy strike are denied.

SHORT TAKES II: Ex-Kajagoo-
goo singer Limahl is readying the
followup to his debut “Never End-
ing Story” album.
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alent in Action

BEAUSOLEIL
St. Ann Center, Brooklyn
Tickets: $10

SINCE SELLING OUT Carnegie
Hall a year ago, Cajun band Beau-
soleil has become a regular visitor
to New York. While this May 2
World Music Institute-sponsored
concert pared down Beausoleil's
usual roster to Michael Doucet,
fiddle and vocals; brother David
Doucet, guitar and vocals; Errol
Verret, accordion; and Billy Ware,
percussion, the group’s high-spir-
ited and deeply affecting Cajun
French music still kept listeners
enrapt throughout the 90-minute
set.

Beausoleil—which was named
after an 18th-century Acadian reb-
el—offered a score of traditional
Cajun and zydeco music staples,
including the title tracks of its last
two Arhoolie albums, “Allons A
Lafayette” and ‘‘Parlez-Nous A
Boire.” The group also performed
a couple of songs from its forth-
coming Rounder album, ‘“Bayou
Boogie.”

Of these, “Chezelles Waltz,”” a
mazurka about the Seychelles is-
landers, had a wondrously sweet
fiddle refrain and was a beautiful
interlude to the otherwise out-
standing collection of waltzes,
two-steps, reels, ‘“‘food songs,”’
and love ballads of the you-left-me-
for-somebody-better type.

Michael Doucet explained the
material to a sedately appreciative
audience with warmth and humor,
singing in a strained high pitch
that echoed his crying Cajun fiddle
style. Verret, an unusually under-
stated Cajun accordian stylist,
seamlessly exchanged melodic
phrases with Doucet, who, with
brother David, eventually brought
the music to such joyous emotional
heights that they had to whoop
and holler just to let off steam.

JIM BESSMAN

TONY BENNETT
Radio City Music Hall, New York
Tickets: $25, $22.50, $20

IT’S ALWAYS A PLEASURE to
hear the great American popular
songs—the works of Gershwin,
Porter, Ellington, and their ilk—
interpreted with affection, emo-
tion, and intelligence. The pleasure
is heightened when the manner in
which they are presented matches
the quality of the compositions.
Such was the case on May 10, when
Tony Bennett belatedly made his
Radio City debut before an ador-
ing crowd.

The first half of the show had its

ups and downs. Some of the mate-
rial Bennett chose to showcase
from his new Columbia album,
“The Art Of Excellence,” wasn’t
quite up to his usual standards. He
also seemed a little nervous during
the first few numbers, and his
phrasing suffered somewhat as a
result.

After the intermission, however,
everything ran smoothly, with
Bennett singing one great song af-
ter another—from one classic mov-
ie after another—with strong or-
chestral accompaniment. A series
of film-clip collages, notably a
breathtaking Fred Astaire se-
quence, enhanced Bennett’s per-
formance. It was a kind of MTV
for grown-ups, and it worked
beautifully.

Tony Bennett is a singer’s sing-
er; he cares as much about the nu-
ances of melody and rhythm as he
does about the meaning of a lyric.
He also knows how to put on a hell
of a show. PETER KEEPNEWS

KOOL & THE GANG
Southern Star Amphitheater
Six Flags Over Georgia, Atlanta
Admission: $17.50

KOOL & THE GANG'S concert
here last month marked the chris-
tening of a new 17,000-capacity
outdoor facility that should have a
major impact on the Atlanta area.

But despite the energy and pro-
fessionalism of its 75-minute per-
formance, the eight-man group
was far from a raving success with
the predominantly white, subur-
ban audience of 7,500 gathered on
the benches and lawns.

A significant problem was that
this was Senior Night, a tradition-
al gathering of area youth for
whom music appreciation is only a
secondary goal.

When lead singer J.T. Taylor de-
livered rockers like “Tonight” and
“Misled,” a small cadre of girls in
the front row screamed. Many of
their dates, however, sat on their
hands, seemingly wondering
where they could hear some “real”
guitar.

Most of Kool & the Gang’s bal-
lads, like “Cherish’” and “Joanna,”
bored even the few fans in atten-
dance, and the older funk material,
such as ‘“Hollywood Swingin’,”
was barely recognized.

The Southern Star’s upcoming
rock-oriented attractions, like
Mike & the Mechanics, Robert
Palmer, Starship, and Survivor,
should be more appealing to the
theme park’s potential clientele
than Kool & the Gang was.

RUSSELL SHAW

PUBLICITY

PRINTS
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BLACK & WHITE 8x10’s
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TOP CONCERT
GROSSES

Amusement Business®
Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s) Capacity Promoter
LIBERACE Fox Theatre May 13-18 $529,298 30878 in-house
St. Louis, Mo. $21.50/$9.50 37,320
zTopP Market Square Arena April 30-May | $432,240 28,816 Sunshine Promotions
JIMMY BARNES Indianapolis, Ind. $15 two sellouts
DAVID COPPERFIELD O’Keefe Performing Arts Centre May 16-18 $298,229 17,701 Donald K. Donald Prods
Toronto, Ont., Canada {$372,787 Canadian) 21,700
$23.50/$14.50
0Z2Y OSBOURNE McNichols Arena May 15 $212,125 13729 Feyline Presents
METALLICA Denver, Colo. $15.95/$14.85/813.75 14,000
RUSH Cal Expo Amphitheatre May 24 $201,300 12,200 Bill Graham Presents
THE FABULOUS THUNDERBIRDS Sacramento, Calif. $16.50 sellout
THE STATLER BROS. Riverside Theater May 14-15 $195,031 9,696 in-house
HELEN CORNELIUS Milwaukee, Wis. $23.50/$13.80 9812
0Z2Y OSBOURNE Frank C. Erwin Center May 8 $191,260 13,327 in-house
METALLICA Austin, Texas $15/813 sellout
Univ. of Texas
AEROSMITH Joe Louis Arena May 12 $190,170 12,678 Brass Ring Prods.
ARMORED SAINT Detroit, Mich. $15 13,940
AEROSMITH Market Square Arena May 17 $184,622 12,512 Sunshine Promotions
TED NUGENT Indianapolis, Ind. $15.50/$14.50 14,000
HEART Compten Terrace May 17 $164,875 10,824 Feyline Presents
HONEYMOON SUITE Phoenix, Ariz. $17.50/$16.50/$15 14,000
DAVID COPPERFIELD Fisher Theatre May 9-11 $156,000 9010 Pace Theatrical Group
Detroit, Mich. $21.50/$19.50/$17.50/ 11,400
$15.50
VAN HALEN Allen County Memorial Coliseum May 2 $146,595 9773 Sunshine Promotions
BACHMAN-TURNER OVERDRIVE Ft. Wayne, Ind. $15 sellout
SIMPLE MINDS Olympic Saddledome May 3 $135,720 14,000 Perryscope Prods.
THE CALL Calgary, Alta., Canada ($169,650 Canadian) 10,340
$17.50
BILL COSBY Carolina Coliseum May 17 $134,325 9,000 in-house
Columbia, S.C. $16.50 8,140
Univ. of South Carolina
THE STATLER BROS, Holiday Star Theater May 17-18 $118,024 8,280 Whiteco/Star Tickets Inc.
HELEN CORNELIUS Merrillville, Ind. $15 13,600
RUSH Olympic Saddledome May 15 $107,931 8,036 Donald K. Donald
KICK AXE Calgary, Aita., Canada ($134,914 Canadian) 14,000
$18
AEROSMITH Wendler Arena May 20 $107,625 1347 Brass Ring Prods.
TED NUGENT Saginaw, Mich. $15 sellout
AEROSMITH Ohio Center May 16 $102,660 7,080 Sunshine Promotions
TED NUGENT Columbus, Ohio $14.50 sellout
AEROSMITH Wings Stadium May 19 $102,615 5,841 Brass Ring Prods.
TED NUGENT Kalamazoo, Mich. $15 8113
ROBIN WILLIAMS Riverside Theater May 13 $96,343 4,617 in-house
JUNIOR BRANTLEY Milwaukee, Wis. $24.50/$14.50 5,000
HANK WILLIAMS JR. & THE BAMA  Asheville Civic Center May 23 $82,039 6,077 Kaleidoscope Prods.
BAND Asheville, N.C. $13.50 7,500
MERLE KILGORE
EARL THOMAS CONLEY
DAVID COPPERFIELD Cumberland County Civic Center May 13 $66,572 4732 . TM Prods.
Portland, Maine $16.50/$14.50/$10.50 7,000
DAVID COPPERFIELD National Arts Centre May 15 $62,996 4,600 Donald K. Donald Prods.
Ottawa, Ont., Canada (378,745 Canadian) sellout
$19.50/$16.50/$13.50
THREE DOG NIGHT Mud Island Amphitheater May 25 $55,984 4147 Mid-South Concerts
JOHN SEBASTIAN Memphis, Tenn. $13.50 5,000
SIMPLE MINDS Cumberland County Civic Center May 19 $55,903 4140 Larry Vaughn Presents
THE CALL Portland, Maine $13.50 4,500
DIONNE WARWICK Riverside Theater May 16 $51,663 2494 n-house
CARL STRONG Milwaukee, Wis. $24.50/$14.50 sellout
ROBERT PALMER Holday Star Theater May 16 $47,787 3,299 Star Tickets Inc./Whiteco
BOURGEOIS TAGG Merrillville, Ind. $15 3,400
JACKSON BROWNE Grand Ole Opry House May 20 $43,545 2,903 Alex Cooley/Southern Promotions
Nashville, Tenn. $15 4,424
DAVID COPPERFIELD Ulster Performing Arts Center May 14 $43,064 3076 in-house
Kingston, N.Y. $15/%13 sellout
PRINCE & THE REVOLUTION Warfield Theater May 23 $38,062 2175 Bill Graham Presents
San Francisco, Calif. $17.50 sellout
ROBERT PALMER DeVvos Hall Theatre May 17 $33,579 2412 Unlimited Entertainment
BOURGEOIS TAGG Grand Rapids, Mich. $14.50/$13.50 sellout
ROBERT PALMER Clowes Hall May 19 $24,954 1810 Sunshine Promotions
BOURGEOIS TAGG Indianapolis, Ind. $14.50 2,182
Butler Univ.
SIOUXSIE & THE BANSHEES Royal Oak Music Theater May 23 $23,533 1,623 Brass Ring Prods.
THE RAUNCH HANDS Royal Oak, Mich, $1475 selout
ROBERT PALMER Syria Mosque May 23 $23,493 1,837 DiCesare-Engler Prods.
BELINDA CARLISLE Pittsburgh. Pa. $1275 3
JERRY GARCIA BAND ELECTRIC California Theatre May 23 $23,025 1,591 Fahn & Silva Presents
San Diego, Calf. $14.75 1,700
LEVEL 42 The Roxy May 23-24 $17,424 1,600 Avalon Attractions
WILD CARDS W. Hollywood, Calif. $11 two sellouts
MACK & JAMIE Rainbow Music Hall May 16 $15,507 1,201 Feyline Presents
Denver, Colo. $13/812 1,450
JOHN PRINE The\ Ritz May 11 $10,462 803 Monarch Entertainment Bureau/John
ROGER MANNING New York, N.Y. $17.50/$15.50 1,000 Scher Presents

Copyrighted and compiled by Amusement Business, a Billboard Publications, Inc. publication. Boxscores are compiled every Tuesday and should
be submitted to Louise Zepp in Nashville at (615) 748-8129; Ancil Davis in New York at (212) 764-7314; Linda Deckard in Los Angeles at
(213) 859-5338; or Melinda Newman in Chicago at (312) 236-2085.
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Tour Is Steppin’ Stone To Album, TV Movie
Monkees Dolenz, Tork, And Jones Regroup

BY JEFF TAMARKIN

NEW YORK Three-fourths of the
original Monkees—Davy Jones,
Micky Dolenz, and Peter Tork—have
regrouped for a 120-date North
American tour, which will take them
to more than 100 cities in five months.
Michael Nesmith, the fourth Monkee,
will not participate. The reunion
comes just shy of the 20th anniversa-
ry of the debut of the NBC television
sitcom that launched the group’s ca-
reer.

The summer outing, launched Fri-
day (30) in Atlantic City, N.J., was
conceived and is being produced by
Gotham-based promoter David Fi-
shof. Fishof’s Happy Together pack-
age tours of the past two years, each
featuring four or five '60s acts, did
well at U.S. boxoffices.

Fishof says he got the idea for a
Monkees’ reunion tour by going over

a list of best-selling '60s artists. He
has signed three other '60s hit-
makers—Herman’s Hermits (without
original vocalist Peter Noone), Gary
Puckett & the Union Gap, and the
Grass Roots—to open for the Mon-
kees.

Getting the Monkees project off
the ground was not easy, though,
says Fishof. “Peter Tork said that a
million people had approached him.
And although he was interested, he
didn’t think the others would be.”

Tork, who has continued working
In music as a solo artist, agreed to ac-
company Fishof to England, where
Dolenz had become a successful film
producer/director and Jones was pur-
suing an acting career. Dolenz and
Jones were eventuaily convinced to
reform the Monkees.

The fourth original band member,
Nesmith, who owns and operates the
Pacific Arts Video company in Cali-
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fornia, declined to involve himself in
the venture because he is working on
three film projects.

Convincing skeptical concert pro-
moters to book the show was another
problem Fishof encountered. “The re-
sponse | got from some was that the
Monkees haven’t toured in almost 20
years, so they [the promoters] didn’t
know how many tickets they could
sell,” says Fishof.

Coincidentally, while Fishof was
planning the tour, MTV ran a 22 Y,
hour Monkees’ marathon, playing
more than 40 of the half-hour 1966-68
sitcoms without a break. Interest in
the long-dissolved group was given a
considerable boost by the broadcasts.
Fishof says he has had to add extra
dates in some cities.

Fishof calls the Monkees “the orig-
inators of music video” because their
quick-paced sitcoms featured the
group lip-synching to its records
within the scope of thinly plotted
skits.

During its heyday, the group
logged four consecutive No. 1 albums
and seven top 10 singles.

One criticism often leveled at the
Monkees during the '60s was that
they didn’t play their own instru-
ments. This was true of their early
recordings, but they did eventually
play, both on record and in concert.

On this summer’s reunion tour, Do-
lenz and Tork are playing drums and
guitar, respectively, and an eight-
piece band will back the three sing-
ers.

Arista, which owns the rights to
the Monkees’ original recordings,
plans to issue a two-record greatest-
hits album to coincide with the
Chunky-sponsored tour. It is expect-
ed that Jones, Tork, and Dolenz will
also record some new material for
the label, and they may shoot a TV
movie for Columbia Pictures.

BY RUSSELL SHAW

ATLANTA “Class Of ’55,” a new
album reuniting Sun Records’
originals Jerry Lee Lewis, Cari
Perkins, Johnny Cash, and Roy
Orbison, is taking aim at a wide
demographic through a unique
promotional push.

“I think it will shake a few mem-
ories loose for people my age,”
says Perkins, who wrote the up-
{ tempo “Birth Of Rock And Roll”
| for the album. “But at the same
time, there seems to be a move-
ment around young people today
to find out who was the inspiration
for so-and-so who they dig so
well.”

“I've got a lot of high hopes for
the record,” says producer Chips
Moman, who also assembled the
talent. ““I think it spreads pretty

Whole Lotta Promotion For
Rock Veterans’ New Album

wide in terms of age-appeal. In the
first few days, it sold crazy
around Memphis. There is a big
move of interest in the early days
of rock’n’roll.”

Released on Momon's America
Records label, “Class Of '55” is
distributed by PolyGram.

“From an advertising and mer-
chandising standpoint, we are
working the album in all formats
of radio,” says Steve Popovich, se-
nior vice president PolyGram,
Nashville. |

He adds, ‘““Some people may
have given up on the names, but
with great songs, a great produc-
er, and a TV campaign as well,
we're real excited.”

PolyGram is coordinating radio
promotion; a direct-response tele-
vision ad campaign is being admin-

(Continued on page 40)

METHENY MOVES TO MAJORS

(Continued from page 22)

says. “The way the deal is struc-
tured, that’s even in writing. And I
essentially have a licensing agree-
ment with the company: Pat Meth-
eny Group Productions actually
owns the tapes.”

The guitarist concedes that the
decision to leave ECM, where for
close to a decade he was one of the
most visible artists on the roster,
was extremely difficult. But he says
the small German company—which
remains ‘‘my favorite label”—sim-
ply couldn’t offer him the support
he needed.

Metheny, Coleman, and the other
musicians who played on “Song X"
recently finished a 15-city concert
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tour. Metheny, who is managed by
Boston-based Ted Kurland Asso-
ciates, plans to reassemble his regu-
lar group—which he may expand
from its current quintet size—to re-
cord and tour, probably in the fall.

Metheny and his longtime cohort,
keyboardist Lyle Mays—who's also
signed to Geffen through Pat Meth-
eny Group Productions—have writ-
ten a few film soundtracks in the
past. But Metheny says he found
soundtrack work time-consuming
and ultimately unsatisfying, and
he’s not eager to do more.

He did reap one significant fringe
benefit from doing the soundtrack
to ““The Falcon And The Snowman:
It gave him the chance to work with
David Bowie, who provided the lyr-
ics to the Metheny/Mays composi-
tion “This Is Not America” and col-
laborated with the Pat Metheny
Group on a recording of the song,
which became a hit in several coun-
tries.

“It was the first time the group
really committed itself to doing a
real pop record, as opposed to just
hinting at pop elements,” Metheny
says. “And it turns out we're a hot
little pop unit. I ean imagine at one
point doing a record with the group
that is less improvisational and
more out-and-out pop.”
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Bll boord BLACK SINGLES
™
A ranking of the top 40 biack singles by sales and airplay, respectively, with reference to each title's composite position on the main Hot Black Singles chart. BY LAB EI
x x
S g z A a L -
-4 ranking of distributing labels
SA LE s E:'Q AI R PLAY 58 by their number of tities
2% |55 | 1irLe ARTIST c& e ARTIST 58 on the Hot Black chart
1] @ ] 5
s | =% 2Q E¥ | =% £8
. OF TITLES
1 [ 1 | onmvowN PATTI LABELLE & MICHAEL MCDONALD | 1 1 [ 3 | nasty JANET JACKSON | 2 LABEL N O A
2 4 GREATEST LOVE OF ALL WHITNEY HOUSTON 4 2 1 ON MY OWN PATTI LABELLE & MICHAEL MCDONALD 1
3 2 THE FINEST THE S.0.S. BAND 3 3 8 THERE'LL BE SAD SONGS (TO MAKE YOU CRY) BILLY OCEAN 5 EP;Cb(‘lzs) 9
g THE S.0.S. BAND | 3 asu
4 3 NASTY JANET JACKSON 2 4 2 THE FINEST CBS Associated (1)
5 5 IF YOUR HEART ISN'T IN IT ATLANTIC STARR 7 5 7 HEADLINES MIDNIGHT STAR 10 Portrait (1)
6 6 DO YOU STILL LOVE ME? MELI'SA MORGAN 6 6 10 | YOU DON'T HAVE TO CRY RENE & ANGELA 8 MCA (8) 9
7 9 DO FRIES GO WITH THAT SHAKE GEORGE CLINTON 16 7 6 LOVE TAKE OVER FIVE STAR 9 Philly World (1)
8 | 1l | sTay THE CONTROLLERS | 12 8 | 1l | DO YOU STILL LOVE ME? MELI'SA MORGAN | 6 COLUMBIA (5) 8
9 | 10 | THERE'LL BE SAD SONGS (TO MAKE YOU CRY) BILLY OCEAN 9 | 4 | IF YOUR HEART ISN'T INIT ATLANTIC STARR | 7 Def Jam/Columbia (3)
10 | 16 | LOVE TAKE OVER FIVE STAR | 9 10 | 5 | GREATEST LOVE OF ALL WHITNEY HOUSTON | 4 CA»:'J,S;JQ @ 7
1| 21 | WOULDN'T LIE YARBROUGH & PEOPLES | 11 11 13 | WHO'S JOHNNY (“SHORT CIRCUIT* THEME) EL DEBARGE 13 POLYGRAM 7
12 | 15 | YOU DON'T HAVE TO CRY RENE & ANGELA 8 12 | 12 | FIRESTARTER TEASE 14 Mercury (4)
13 7 | HAVE LEARNED TO RESPECT THE POWER OF LOVE S.MILLS 19 13 | 16 | | WOULDN'T LIE YARBROUGH & PEOPLES 11 Atlanta Artists (2) .
14 | 8 | ICAN'T WAIT NU SHOOZ | 26 14 | 17 | TELL ME (HOW IT FEELS) 52ND STREET | 18 - London (1)
15 13 | WHAT'S MISSING ALEXANDER O'NEAL 15 15 15 | JUST ANOTHER LOVER JOHNNY KEMP 17 A&M 6
16 | 20 | WHO'S JOHNNY (“SHORT CIRCUIT* THEME) EL DEBARGE | 13 16 | 19 | STATE OF THE HEART PHILIP BAILEY | 20 ARJl_STA ;3) 6
17 | 14 | OH, LOuISE - JUNIOR | 22 17 | 20 | HERE 1 GO AGAIN FORCE M.D.S | 24 ELE’;‘*T;A)(A) .
18 19 | FIRESTARTER TEASE 14 18 9 WHAT'S MISSING ALEXANDER O'NEAL 15 Sotar (1)
19 | 24 | HEADLINES MIDNIGHT STAR | 10 19 | 26 | WITH YOU ALL THE WAY NEW EDITION | 28 Vintertaiment (1)
20 | 23 | JUST ANOTHER LOVER JOHNNY KEMP 17 20 | 25 | VICIOUS RUMORS TIMEX SOCIAL CLUB | 27 MOTOWN (2) 6
21 | 34 MY ADIDAS RUN-D.M.C. | 21 21 | 38 | YOU SHOULD BE MINE (THE WOO WOO SONG) JEFFREY OSBORNE | 29 Gordy (2)
2 | 12 | kiss PRINCE & THE REVOLUTION | 30 22 | 24 | SEX MACHINE THE FAT BOYS | 23 ’}'?r:ﬁ:'?l/ ')‘3“'5'3 M
23 | 271 | SEX MACHINE THE FAT BOYS | 23 23 14 | STAY THE CONTROLLERS 12 WARNER BROS. (1) 6
24 | 36 | TELL ME (HOW IT FEELS) 52ND STREET 18 24 | 30 | SWEET AND SEXY THING RICK JAMES | 31 Paisley Park ('3)
25 | 29 | PEE WEE'S DANCE JOESKI LOVE | 25 25 | 27 PEE WEE'S DANCE JOESKILOVE | 25 Qwest (1)
26 | 18 [ NEVER AS GOOD AS THE FIRST TIME SADE | 38 26 [ 29 | AIN'T NOBODY EVER LOVED YOU ARETHA FRANKLIN | 32 Warner Bros./Tommy Boy (1)
27 | 32 | STATE OF THE HEART PHILIP BAILEY | 20 27 | 33 [ mv ADIDAS RUN-DM.C. | 21 AT(')-AN_“(; 3) 5
28 | 39 | FUNKY BEAT WHODINI | 34 28 | 31 BREATHLESS MTUME | 33 EMlnlrr;E(Rl)CA @ A
29 | 26 | THE HEAT OF HEAT PATTI AUSTIN | 41 29 | 32 | DIAL MY NUMBER PAULI CARMAN | 37 P-I R. (2) )
30 | 30 | WESTEND GIRLS PET SHOP BOYS | 39 30 | 35 | FUNKY BEAT WHODINI | 34 RCA (2) 3
31 | 37 | HERE GO AGAIN FORCE M.D.’S | 24 31 | 34 | rLL BE YOUR FRIEND PRECIOUS WILSON | 40 Total Experience (1)
32 | 31 | GET OFF ON YOU THE ROSE BROTHERS | 36 32 | 18 | OH, LOUISE JUNIOR | 22 PROFILE 2
33 | 17 | UNDER THE INFLUENCE VANITY 43 33 | — | GIVIN'IT (TO YOU) SKYY | 44 CHRYSALIS 1
34 | 38 [ vICIOUS RUMORS TIMEX SOCIAL CLUB | 27 34 | 40 | SWEETHEART RAINY DAVIS | 35 CRITIQUE 1
35 | 22 | DOIT TO ME GOOD (TONIGHT) MICHAEL HENDERSON | 57 35 | — | MOUNTAINS PRINCE & THE REVOLUTION 46 FANTASY 1
36 | 28 | CRUSH ON YOuU THE JETS | 48 3 | — | 100MPH MAZARATI | 45 HEAT 1
37 | — | SWEETHEART RAINY DAVIS | 35 37 | 28 | THE CHARACTER MORRIS DAY | 42 ISLAND 1
38 | 25 | WATCH YOUR STEP ANITA BAKER | 47 38 | — | EXPERIENCE CONNIE | 50 4th & B'Way/Checkpoint (1)
39 | — | STRUNG OUT PAUL LAURENCE | 49 39 | — | LET'S GET STARTED WILLIE COLLINS | 51 JAMPACKED 1
40 | 33 | LOVE IS JUST A TOUCH AWAY FREDDIE JACKSON | 70 40 | 23 | 1 GET OFF ON YOU THE ROSE BROTHERS | 36 JAY 1
©Copyright 1986, 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, KMA L
photocopying, recording, or otherwise, without the prior written permission of the publisher. MALACO 1
Muscle Shoals Sound (1)
SRA/ICHIBAN 1
BLACK SINGLES A-Z PUBLISHERS/PERFORMANCE RIGHTS/SHEET MUSIC Wilbe (1)
TITLE SELECT 1
(Publisher — Licensing Org.) SLEEPING BAG 1
Sheet Music Dist. SUNNYVIEW 1
45 100 MPH 53 FEMALE INTUITION ASCAP/Concerted, ASCAP/RK S., ASCAP) CPP (Wyteria, BMI/Music Minded, BMI) SUPERTRONICS 1
(Controversy, ASCAP) (Intersong, ASCAP/Solid Smash, ASCAP) 94 THE JAMMIN' NATIONAL ANTHEM 91 RESTLESS
80 30 MINS. TO TALK 65 A FINE MESS (Konglather, BMI/Cheyenne, ASCAP/Motor, ASCAP) (Philesto, BMI/Keith Diamond, BMI/Willesden, SUTRA 1
(Philly World, BMI) (Golden Torch, ASCAP/Gold Horizon, BMI/Tuneworks, 17 JUST ANOTHER LOVER BMI/Harrindur, BMI) CPP TOMMY BOY 1
32 AINT NOBODY EVER LOVED YOU BMI) CPP (Music Corp. Of America, BMI/New Music Group, 95 ROCK ME AMADEUS
(Gratitude Sky, ASCAP/Polo Grounds, BMI) 3 THE FINEST BMI/Kashif, BMI) (Colgems-EMI, ASCAP) CPP
56 ARTIFICIAL HEART (Flyte Tyme, ASCAP/Avant Garde, ASCAP) 30 KISS 71 ROCK THE BELLS
(Flyte Tyme, ASCAP/Avant Garde, ASCAP) 14 FIRESTARTER (Controversy, ASCAP) (Def Jam, ASCAP)
59 BABY LOVE (Future Shock, ASCAP/WB, ASCAP) 51 LET'S GET STARTED 82 SAY IT, SAY IT (Flyte Tyme, ASCAP)
(Black Lion, ASCAP/Regina Richards, ASCAP/Deutsch- 34 FUNKY BEAT (Bill-Lee, ASCAP/Bush Burnin’, BMI) {Baby Tanzi, BMI/House Of Fun, BMI/Black Lion, 78  WHAT YOU GONNA DO ABOUT IT
Berardi, ASCAP/April, ASCAP/Maz Appeal, ASCAP) (Zomba, ASCAP) S8 LIPS TO FIND YOU ASCAP) (Rare Blue, ASCAP)
99 BAD BOY GIVIN' IT (TO YOU) (April, ASCAP/Midmght Magnet, ASCAP/Te'Mas 23 SEX MACHINE 15 WHAT'S MISSING
(Foreign Imported, BMI) CPP (One To One, ASCAP) Eliope, ASCAP) (Dynatone, BMI/Unichappell, BMI) (Flyte Tyme, ASCAP/Avant Garde, ASCAP)
BE MY GIRL 4 GREATEST LOVE OF ALL 70 LOVE IS JUST A TOUCH AWAY 52 SLEEPLESS NIGHTS 88 WHENEVER YOU NEED SOMEBODY
{(Maurice Starr, ASCAP) (Golden Torch, ASCAP/Gold Horizon, BMI) CPP {Bush Burnin’, BMI/Zomba, ASCAP) (Almo, ASCAP/Redhead, ASCAP/Largo, ASCAP) (Terrace, ASCAP)
33 BREATHLESS 10 HEADLINES 9 LOVE TAKE OVER CPP/ALM 13 WHO'S JOHNNY (“SHORT CIRCUIT" THEME)
(Mtume, ASCAP) (Hip Trip, BMI/Midstar, BMI) CPP (Company, MCPS/Eaton, MCPS) 20 STATE OF THE HEART (Petwolf, ASCAP/Chappell, ASCAP/Kikiko,
60 BURNIN' LOVE 41 THE HEAT OF HEAT MINE ALL MINE (April, ASCAP/Science Lab, ASCAP) CPP/ABP BMI/Unichappell, BMI) CPP
(Black Lion, ASCAP/Captain Z, ASCAP/Billy Oshorne, (Flyte Tyme, ASCAP/Avant Garde, ASCAP) (Personal, ASCAP/AIl Seeing Eye, ASCAP) 12 STAY 28 WITH YOU ALL THE WAY
ASCAP/Val-ie Joe, BMI) 24 HERE | GO AGAIN MOUNTAINS (Zomba, ASCAP/Tyvela, BMI} (George Tobin, BMI)
69 BYE BYE (T-Boy, ASCAP/Fly Girl, ASCAP/Force M.D., ASCAP) (Controversy, ASCAP) 49 STRUNG OUT 74 (YOU ARE MY) ALL AND ALL
{Irvin Lee, BMI) 61 HOLD IT, NOW HITIT 21 MY ADIDAS (Bush Burnin’, BMI) (Beach House, ASCAP/Smokin' Amigos,
87 CERAMIC GIRL (Def Jam, ASCAP) {Protoons, ASCAP/Rush Groove, ASCAP) 75 STYLE ASCAP/Tawanne Lamont, ASCAP)
(Music Corp. Of America, BMI/Off Backstreet, 83 HOLDING BACK THE YEARS 2 NASTY (Northridge, ASCAP/Arista, ASCAP) CPP 81 YOU CAN'T HIDE FROM LOVE
BMI/Walk On The Moon, BMI/Ready For The World, (April, ASCAP) (Flyte Tyme, ASCAP) 31 SWEET AND SEXY THING (Def Jam, ASCAP)
BM!/Trixie Lou, BMI) 26 | CAN'T WAIT 38 NEVER AS GOOD AS THE FIRST TIME (Stone City, ASCAP/National League, ASCAP) 8 YOU DON'T HAVE TO CRY
42 THE CHARACTER © (Poolside, BMI) (Silver Angel, ASCAP) CPP 35 SWEETHEART (A La Mode, ASCAP/WB, ASCAP)
(Ya D Sir, ASCAP/WB, ASCAP) 85 | CAN'T WAIT (TO ROCK THE MIKE) 76  NOBODY BUT YOU (Warner's Thunder, ASCAP/WD, ASCAP/Real Deal, 20 YOU SHOULD BE MINE (THE WOO WOO SONG)
CLOSER THAN CLOSE (Poolside, BMI) (Tricky-Trac, BMI) SESAC/Fredenck, SESAC) (Nonpareil, ASCAP/Broozertoones, BMI)
(Stoopus, BMI) 62+ DON'T WANT TO WAKE UP (FEELIN' GUILTY) 100 (NOTHING SERIOUS) JUST BUGGIN' 64 TAKE A PIECE OF ME
CRUSH ON YOU (Azrock, BMI/Swelka, BMI) {ADRA, BMI/Guinea Farm, BMI) (Sloopus, BMI)
(Almo, ASCAP/Crimsco, ASCAP/Irving, BMI) 36 1 GET OFF ON YOU 22 OH, LOUISE 77 TELL ME
CPP/ALM (Muscle Shoals, BMI/Jalew, BMI) (Junior, prs/Emi, prs/MCA, ASCAP) {Jinn Mac, BMI)
37 DIAL MY NUMBER 19 | HAVE LEARNED TO RESPECT THE POWER OF LOVE 1 ON MY OWN 18 TELL ME (HOW IT FEELS)
(April, ASCAP/Science Lab, ASCAP) CPP/ABP (Careers, BMI/Moore & Moore, BMI) CPP (New Hidden Valley, ASCAP/Carole Bayer Sager, BMI) {Ackee, ASCAP)
16 DO FRIES GO WITH THAT SHAKE 86 | JUMPED OUT OF MY SKIN 66 ONE LOVE AGO 5 THERE'LL BE SAD SONGS (TO MAKE YOU CRY)
(Warner-Tamerlane, BMI/X-0-Skeletal, BMI) (Assorted, BMI/Rose Tree, BMI/Mighty Three, BMI) {Idnyc-Derf, BMI/Pure Delite, BMI/Membership, (Zomba, ASCAP)
S7 DO IT TO ME GOOD (TONIGHT) 11 | WOULDN'T LIE ASCAP) 43 UNDER THE INFLUENCE st S?EET MUS'? ':GENTS. )
(Shannonlatisse, BMI/American League, BMI) (Temp Co., BMI) 55 ONE STEP CLOSER TO YOU (MCA, ASCAP/WB, ASCAP/Ertolejay Musigue, are és eyot tp'a“°/ "“f ! e% fml‘.‘s'CA C:tp'es
79 DO YOU GET ENOUGH LOVE 7 IF YOUR HEART ISN'T IN IT (Music Corp. Of America, BMI/Bayjun Beat, ASCAP/Music Corp. Of America, BMI/It's A Gonna and may not represent mixed folio rights.
(Assorted, BMI/Henry Sumay, BMI) (Almo, ASCAP/Redhead, ASCAP/Joe’s, ASCAP/Stuart, BMI/Rashida, BMI/MCA, ASCAP) Rain, BM}) ABP April Blackwood CPP Columbia Pictures
89 DO YOU REMEMBER ME? ASCAP) CPP/ALM 97 ONE WAY LOVE 84 VELOCITY ALM Almo HAN Hansen
(See This House, ASCAP/Sudano Songs, BMI/Soft 98 I'LL BE ALL YOU EVER NEED (T-Boy, ASCAP) {Father Thunder, BMI) B-M Belwi il HL Hal L d
Summer Songs, BMI/Black Stallion, ASCAP) (Music Specialists, BMI) 73 PARTY FREAK 27 VICIOUS RUMORS -M Belwin Milis ELJ LRI
6 DO YOU STILL LOVE ME? 40 I'LL BE YOUR FRIEND (All Seeing Eye, ASCAP) (J.King IV, BMI) B-3 Big Three IMM Ivan Mogull
(Fuss, ASCAP) (Zomba, ASCAP) 25 PEE WEE'S DANCE 47 WATCH YOUR STEP BP Bradley MCA MCA
67 DON'T WASTE MY TIME 93 I'M NOT GONNA LET (YOU GET THE BEST OF ME) (Vintertainment, ASCAP) (Baker's Tune, BMI) CHA Chappell PSP Peer Southern
(Oval, ASCAP) (MCA, ASCAP/Unicity, ASCAP/Moonwalk, ASCAP) 63 PROGRAMMED FOR LOVE 39 WEST END GIRLS CLM Cherry Lane PLY Plymouth
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RHYTHM & THE BLUES

(Continued from page 25)

an independent label has done so
... Faye Treadwell, widow of ex-
Drifters manager George, won the
exclusive rights to the group name
in a London court recently. Now,
no one can use the name ‘‘Drift-
ers’’ for performance, including
ex-members Ben E. King and
Johnny Moore, without her per-
mission ... John Lee Hooker has
just released a new recording,
“Jealous,”” on the Pause label out
of Glendale, Calif. ... The third
single from L.L. Cool J’s already
gold Def Jam album is ‘“You’ll
Rock’ ... The Memphis based
band Main Attraction makes its

FOR WEEK ENDING JUNE 7, 1986

RCA debut with the album “All
the Way” ... Yet another English
act, 52nd Street on MCA, is bene-
fiting from Philly-based producer
Nick Martinelli’s touch. The
band’s “Tell Me (How It Feels)” is
doing well on the black charts.
Quietly, Martinelli has developed
his own very distinctive sound of
Philadelphia . .. Meli’sa Morgan’s
“Do You Still Love Me?”’ may be
the second No. 1 single for the
Capitol artist. If so, it would be the
first No. 1 single in memory writ-
ten and produced only by women,
namely Morgan and keyboardist-
producer Lesette Wilson ... The

Timex Social Club’s “Vicious Ru-
mors” on indie Jay Records is do-
ing surprisingly well on the black
singles chart ... Another indie re-
cord to watch is “‘Sweetheart,” a
cutesy hip hop-pop record with a
lead vocal by Rainy Davis reminis-
cent of Lisa of Lisa Lisa & the Cult
Jam’s ‘I Wonder If I Take You
Home.”

‘RADIOSCOPE’ CELEBRATES ITS THIRD ANNIVERSARY

(Continued from page 25)

dioscope’’ is offered to stations on
the barter system. The subscrib-
ing station sells the show to a local
advertiser but leaves ad time open
to LBP, which in turns sells the
time to its national sponsor, cur-
rently Coca-Cola. “There are still
some problems—some program di-
rectors seem to resent quality pro-
gramming coming from outside
their stations—but the show rates
at or near the top in Arbitron rat-
ings,” says Bailey. “The show is
No. 1 on the weekends in Detroit.”

Bailey is preparing to diversify.
Spin-off productions include
“Rhythm,” a one-hour program of-

fering information on teen-orient-
ed acts, advice on personal mat-
ters, and DJ music mixes from
across the country. The company
will also concentrate on specials,
such as its nationally acclaimed
two-hour Martin Luther King Jr.
program—about to be re-re-
leased—and an ambitious ‘‘His-
tory of Black America.”

New ‘““Radioscope’’ shows in-
clude features like “Demos Of The
Stars,” the exclusive airing of ear-
ly tapes of major recording artists,
and “How to Be A Star,” an ongo-
ing report on attaining music suc-
cess, from demo to Grammy.

. ©Copyright 1986, Billboard Publications, Inc
Bll mrdO ™ No part of'this publication may bg reprqduced, 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
E Compiled from a national sample of retail store E
= x ) rg and one-stop sales reports. z < ) 25
12,3 1815 |8
2 «Z, £ ¢ ARTIST TITLE 2 § ¥ ¢ ARTIST TITLE
= 5 o~ = LABEL & NUMBER/DISTRIBUTING LABEL (SUG. LIST PRICE)* = 3 o~ = LABEL & NUMBER/DISTRIBUTING LABEL (SUG LIST PRICE)*®
* & NO.1 » % 41 | 50 [ 5 | TEASE epic BrE 40091 (8 98) TEASE
@ 1 1 15 | JANET JACKSON ® asmsp-5106 (8.98) (CD) 8 weeks at No. One CONTROL 40 | 42 | 43 | 61 | ALEXANDER O'NEAL TaBUFZ 39331 EPIC ALEXANDER O'NEAL
@)y s 31 3 PATTI LABELLE mca 5737 (8 98) WINNER IN YOU NEW)D 1 NU SHOOZ aTLaNTIC 81647 (8 98) \ POOLSIDE
3 3 3 62 WHITNEY HOUSTON A5 ARISTA AL8-8212 (8 98) (CD) WHITNEY HOUSTON 42 | 38 37 12 JERMAINE JACKSON ARISTA ALB-8277 (8.98) (CD) PRECIOUS MOMENTS
4 4 4 21 STEPHANIE MILLS mca 5669 (8 98) STEPHANIE MILLS 43 36 32 10 THE ROSE BROTHERS MUSCLE SHOALS SOUND MSS 2201 /MALACO 8.98)  THE ROSE BROTHERS
5 2 2 7 PRINCE & THE REVOLUTION PaISLEY PARK 25395 WARNER BROS. (9 98) PARADE a4 37 35 8 MICHAEL HENDERSON EMI-AMERICA ST-17181 (8.98) BEDTIME STORIES
@ 9 11 4 THE S.0.S. BAND 148U FZ 40279/EPIC (8.98) SANDS OF TIME 50 [ 59 3 SIMPLY RED ELEKTRA 60452 (8 98) (CD) PICTURE BOOK
7 6 6 9 ANITA BAKER ELEKTRA 60444 (8 98) (CD) RAPTURE 46 40 38 8 SLY FOX caPITOL ST-12367 (8 98) LET'S GO ALL THE WAY
8 8 7 17 MELI'SA MORGAN caPITOL ST-12434 (8.98) DO ME BABY 47 46 47 68 SADE A PORTRAIT BFR 39581 /EPIC (CD) DIAMOND LIFE
9 7 5 26 SADE AZ PORTRAIT FR 4026 3/EPIC (CD) PROMISE 48 | 43 44 33 MORRIS DAY ® wWaRNER BROS 25320 (8.98) (CD) THE COLOR OF SUCCESS
10 10 8 56 ATLANTIC STARR ® a&m sP.5019 (8.98) (CD) AS THE BAND TURNS 49 44 40 11 TRAMAINE 2&M SP6-5110 (8.98) THE SEARCH IS OVER
® 12 20 3 THE FAT BOYS suTra SuS 1017 (8 98) BIG AND BEAUTIFUL 50 4 41 30 ZAPP WARNER BROS 25327 (8 98) THE NEW ZAPPIVU
12 1 10 50 RENE & ANGELA MERCURY 824607-1M1/POLYGRAM (8 98) (CD) STREET CALLED DESIRE @ 53 55 4 WILLIAM BELL wiLBe wiL 3001 (8 98) PASSION
@ 20 (27 3 BILLY OCEAN JIVE JL8-8409/ARISTA (8.98) LOVE ZONE 52 | 52 | 61 8 MAZARATI PAISLEY PARK 25368/WARNER BROS. (8.98) MAZARATI
19 | 30 3 WHODINI 51vE JL8.8407/ARISTA (8.98) BACK IN BLACK 53 | 51 | 48 | 46 | ARETHA FRANKLIN A ARISTA AL 88286 (8 98) (CD) WHO'S ZOOMIN' WHO
15 13 9 24 L.L. COOL J ® coLumsia BFC 42039 (CD) RADIO 54 | 45 | 42 54 STANLEY JORDAN BLUE NOTE BT 85101 /CAPITOL (8 98) (CD} MAGIC TOUCH
16 | 16 | 16 | 29 | THEJETSmcas667(898) THE JETS 55 | 55 | 63 | 17 | SMOKEY ROBINSON TamLA 6156TL/MOTOWN (8 98) (CD) SMOKE SIGNALS
17 17 12 30 TEDDY PENDERGRASS AsyLUM 60447 /ELEKTRA (8.98) (CD) WORKIN' IT BACK 56 56 62 4 JONATHAN BUTLER Jive JL8-8408/ARISTA (8 98) (CD) INTRODUCING JONATHAN BUTLER
18 | 15 [ 15 7 CASHFLOW ATLANTA ARTISTS 826028-1M1 /POLYGRAM (8.98) CASHFLOW @ NEWD | | JOHNNY KEMP coLumBia BFC 40192 JOHNNY KEMP
19 14 13 55 FREDDIE JACKSON A CAPITOL ST-12404 (8.98) (CD) ROCK ME TONIGHT 63 | — 2 THE ART OF NOISE cHRySALIS BFv 41528 IN VISIBLE SILENCE
2|21 14 28 NEW EDITION ® mca 5679 (8.98) (CD) ALL FOR LOVE 62 | — 2 THE TEMPTATIONS MOTOWN 5389ML2 (9.98) 25TH ANNIVERSARY
@ 23 123 20 YARBROUGH & PEOPLES TOTAL EXPERIENCE TEL8-5715/RCA (8 98) GUILTY 60 | 61 58 10 TOTAL CONTRAST LONDON 828002-1/POLYGRAM (8 98) TOTAL CONTRAST
22 1 22| 17| 20 [ COLONEL ABRAMS mca 5683 (8.98) COLONEL ABRAMS 64 | — | 2 DIANA ROSS & THE SUPREMES MOTOWN 5381 ML3 (10 98) 25TH ANNIVERSARY
@ 2% 1 39 3 GEORGE CLINTON cariTot ST-12481 (8 98) R&B SKELETONS IN THE CLOSET 62 54 51 62 LUTHER VANDROSS A €ePiC FE 39882 (CD) THE NIGHT | FELL IN LOVE
2 |25 2129 CHERRELLE 748U BFZ 40094/EPIC HIGH PRIORITY 63 59 52 15 JUICY PRIVATE | BFZ 40098/ EPIC IT TAKES TWO
25 24 19 21 THE GAP BAND TOTAL EXPERIENCE TEL8-5714,RCA (8 98) GAP BAND VII 15 56 5 SLAVE ICHIBAN ICH 1002 (8 98) UNCHAINED AT LAST
26 | 28 [ 21 19 FORCE M.D.'S WARNER BROS TOMMY BOY TB 1010/WARNER BROS (8.98) CHILLIN 65 65 | — 2 THE GAP BAND MERCURY 826808-1M.:1,POLYGRAM (8.98) THE 12" COLLECTION
27 27 28 7 GRANDMASTER FLASH £LEXTRA 604756 (8 98) THE SOURCE 66 48 49 7 MARVIN GAYE TaMLA 6172 TL/MOTOWN (8 98) MOTOWN REMEMBERS MARVIN GAYE
28 18 18 13 VANITY MOTOWN 6167ML (8 98) SKIN ON SKIN 67 58 | 53 10 SHIRLEY MURDOCK ELEKTRA 60443 (8.98) SHIRLEY MURDOCK
@ NEW) 1 MIDNIGHT STAR SOLAR 60454/ELEKTRA (8 98) HEADLINES 68 | 57 | 46 | 32 | ISLEY/JASPER/ISLEY CBS ASSOCIATED BFZ 40118 EPIC CARAVAN OF LOVE
30 29 24 34 STEVIE WONDER A? TAMLA 61 34TL/MOTOWN (9.98) (CD) IN SQUARE CIRCLE 69 60 51 19 JOHNNIE TAYLOR MaLACO 7431 (8.98) WALL TO WALL
31 31 29 ) 41 FIVE STAR RCANFL1 8052 (8.98) LUXURY OF LIFE 70 | 74 | 68 29 ROY AYERS COLUMBIA FC 40022 YOU MIGHT BE SURPRISED
32 |30 25 29 PATTI AUSTIN QwWeST 25276 ‘WARNER BROS (8 98) GETTIN' AWAY WITH MURDER 71 66 45 7 ALEEM FEATURING LEROY BURGESS ATLANTIC 81622 (8.98) CASUALLY FORMAL
3| 3R 33 11 GEORGE HOWARD 784 T8 210/PALO ALTO (8.98) LOVE WILL FOLLOW 72 | 68 | 65 31 FULL FORCE coLumBia BFC 40117 FULL FORCE
k! 34 34 6 JUNIOR MERCURY 828001-1M1 POLYGRAM (8 98) ACQUIRED TASTE 73 72 54 26 EUGENE WILDE priLLY WORLD 90490/MCA (8.98) SERENADE
35 | 35 [ 36 | 42 STARPOINT ELEKTRA 60424 (8 98) RESTLESS 74 67 66 14 MANTRONIX SLEEPING BAG TLX 6 (6.98) THE ALBUM
39 | 60 3 PET SHOT BOYS emi-AMERICA PW 17193 (8.98) PLEASE 75 70 | 64 27 THE ISLEY BROTHERS wARNER BROS. 25347 (8 98) MASTERPIECE
@D[,49 | — | 2 | PHILIPBAILEY cowmsiarc 40209 (c0) INSIDE OUT | ("™ ojbums with the greatest sales gains this week. (CD) Compact Disc available. ® Recording Industry Assn. Of America (RIAA)
w | 3% | % | 12| rALCO @ mmssiosisn o TEDE | GO b M el o e T

28

www.americanradiohistorv.com

BILLBOARD JUNE 7, 1986


www.americanradiohistory.com

ountry

London' album.

Late-Night Ricky. Ricky Skaggs, left, talks with David Letterman following
Skaggs'’ first performance on “Late Night With David Letterman.” Skaggs and
the Late Night Band performed Skaggs’ "“Rockin’ The Boat,” from his ““Live In

BY EDWARD MORRIS

NASHVILLE Publishers, record la-
bels, and trade organizations on
Music Row closed down their of-
fices the afternoon of May 22 to pro-

‘Music is being
threatened’

test the source-licensing bills now in
congressional committee, and to
hear Sen. Albert Gore Jr. denounce
those bills at a “Don’t Stop The Mu-
sic” rally.

Held at Owen Bradley Park on
Music Row, the rally of nearly 1,000
drew not only music office workers
on recess but also such industry

leaders as Jim Fogelsong, head of

THEY’RE CALLING IT ““The Day The Music
Stopped” in Nashville. Dozens of Music Row offices
shut their doors for a May 22 rally against the pro-
posed source-licensing bills now in congressional com-
mittee (see separate story).

The turnout, the intensity of the group, and the
name value of those attending made a success of the
event, which featured a speech from Tennessee Sen.
Albert Gore Jr. Record company leaders rubbed
shoulders with performing rights organization execu-
tives and hundreds of songwriters and publishers, as

Rally sought to counter
- apathy on proposed bills

the Nashville music industry fired its volley toward
Washington. .

While Tipper Gore and her fight against naughty
lyrics make some music executives a tad uneasy, her
husband encounters no such problems when he vows
to fight against the source-licensing legislation.

Perhaps the biggest problem facing those battling
the efforts to eliminate blanket licensing—the bed-
rock of television royalty income for writers and pub-
lishers—is public apathy. That was the major reason
for staging this public rally at a Music Row park, iron-
ically wedged between two of the performance rights
headquarters that have the most to lose, or gain, by
any federal legislation—ASCAP and BMI. SESAC's
office isn’t much farther away, and those competitive
organizations have joined together in a rare display of
unanimity that has also drawn in other groups, along
with individual songwriters and publishers.

Public apathy. It's hard to get excited over some-
thing named H.R. 3521 or S, 1980. Neither stirs
enough interest to induce a media-beseiged public to
write congressmen or senators. Many songwriters ad-
mittedly do not have the business acumen to match
their creative skills, and it has been a hell of an educa-
tional job to get them to understand and help in a proj-
ect that could directly and adversely affect their in-
come.

For the first time the Nashville public got an eyeful
and an earful of what these “boring” bills are all
about. It is enough to wake up a Broadway wino from
a wine- and sun-induced slumber. TV executives en-
dured mixed feelings as they watched their news
crews cover a story that could affect their stations’
bottom line. In fact, two Nashville stations carried edi-

j\@HVILLE SC

torial rebuttals, giving the TV point of view.
Meanwhile, Nashville songwriters have put Wash-
ington on notice that they don’t want anyone to have
their songs for a song. And both sides are preparing
for the showdown with enough fervor to warrant each
side using “Battle Hymn Of The Republic’”’ as its
theme song . . . even though it is in the public domain.

NEWSNOTES; Nashville's loss and L.A.’s gain, Ger-
ry House, worked as MC for a Memorial Day weekend
conclave of TV soap opera fans in Hollywood. The
KLAC air personality, formerly with Nashville's
WSIX and WSM and one of the funniest jocks in the
business, presided at “Celebreak,” honoring Deidre
Hall, star of NBC’s “Days Of Our Lives.”

Tony Byworth writes from England that Nashville
Fan Fairgoers should keep a close eye on a British all-
woman group, Indigo Lady, slated to play the Inter-
national Show. They’ve won talent contests and
awards in Britain and Ireland and have also worked
Norway, Holland, and Germany. Byworth enclosed a
photo of the four lovely ladies, whose wardrobe seems
to have been chosen by William Lee Golden.

Moe Bandy came through with some “Farm Aid"” of
his own recently. He helped deliver a calf—by Caesar-
ian section, no less—on his 30-acre farm in Adkins,
Texas. Cow, calf, and country singer are all reported
doing well.

ASCAP’s Nashville associate director Merlin Lit-
tlefield journeyed to his home state of Texas to catch
George Strait playing the Houston Rodeo. Backstage
he swapped shop talk with Strait; Irv Woolsey,
Strait’s manager; and WSM DJ Cathy Martindale.

Emmylou Harris made the day for KHIP in Hollis-
ter, Calif., when she stopped by for a visit—and ended
up playing DJ, according to the station’s music direc-
tor Rob Bleetstein . .. Rich Holdsworth, program di-
rector at WXKW, Whitehall, Pa., reports he had lunch
with Jerry Fox of Bandana during a recent Nashville
trip and “was lucky enough to get a sneak preview of
the group’s latest single.”

A red-hot promo idea: Rick Durrett, hosting a Mu-
sic Row Showcase appearance for Marsha Spears,
sent invitations with a photo of Spears and a note that
read, “Introducing Louisiana’s hottest product since
this one ... The invitation was attached to a bottle of
Tabasco sauce.

Capitol/EMI America operations in
Nashville; Rick Blackburn, CBS/
Epic chief; Alan Bernard, chairman
of MTM Records; Don Butler, exec-
utive director of the Gospel Music
Assn.; and Jay Collins, president of
Local 257, American Federation Of
Musicians.

Describing the American song-
writing business as “the best, stron-
gest, and most creative in the
world,” Gore told the crowd that the
fight to maintain blanket licensing
of music can be won, “but it's going
to take all the energy and determi-
nation we can muster.”

He added that he was “willing to
take on anybody who tries to chal-
lenge the merits of the argument”
that the present system of compen-
sation to songwriters should be
kept.

At a press conference held before
the rally, Thom Schuyler, president
of the Nashville Songwriters Assn.,
International, said that as a conse-
quence of the source-licensing push
‘““music is being threatened, and
those who make it are on the verge
of extinction.”

Schuyler, who penned the unoffi-

Music Row Rally Blasts Legislation

Nashville Shuts Down To Protest Source Licensing

cial Nashville songwriters anthem,
“16th Avenue,” said, “I have not
met one songwriter in favor of this
legislation.”

Although neither bill has been re-
ported out of committee, H.R. 3521

‘Songwriters can’t
legally organize’

has gained 153 co-sponsors and S.
1980, 17 co-sponsors. Gore told re-
porters at the press conference that
television station managers are lob-
bying heavily for the bill, adding,
“We have to make Herculean ef-
forts to get our message out to the
public.”

Gore scorned the notion that blan-
ket licensing fees are an undue fi-
nancial burden to TV stations, some
of which, he noted “are selling for

" 20 times their earnings.”

All three network affiliates in
Nashville gave the rally prominent
coverage, and two included rebuttal
remarks from station managers.
WSMV-TV, the NBC affiliate, said

(Continued on page 32)

NASHVILLE Charley Pride will
host the international show at Fan
Fair this year. The show is set for,
June 13, from 10 a.m. until noon.

Appearing with Pride and the
international cast will be the
Jordanaires.

According to the Country Music
Assn., which sponsors the show,
more than 90 acts from 13 coun-
tries submitted audition tapes for
the event.

Will Host International Showcase

Charley Pride Set For Fan Fair

Selected to perform were the
Bunch, France; John Brack, Swit-
zerland; Nancy Wood, Germany;
Family Brown, Canada; Lee &
Ray Kernaghan, Australia; Indigo
Lady, Ireland; and Karel Gott,
Czechoslovakia.

Harold Bradley will serve as
musical director for the show. Bob.
Tubert is producer.
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JCRUTCHFIELD (P DAVIS, POVERSTREET) CAPITOL 5533 i T ST
21 23 27 9 LOVE AT THE FIVE AND DIME KATHY MATTEA m 79 — 2 C ALLEN,W.ALDRIDGE,M.MCANALLY (S.FORBERT) COLUMBIA 38-05897
A.REYNOLDS (N.GRIFFITH) MERCURY 884 573.7/POLYGRAM EASY TO PLEASE JAN|E FRICKE
22 | 25 | 31 | 7 | |WISHTHAT | COULD HURT THAT WAY AGAIN T GRAHAM BROWN 71| 58 | 39 | 19 | 5MONTGOMERY (K MROBBINS. R FLEMING) COLUMBIA 38.05781
B.LOGAN (VANHOY. PUTMAN, COOK) CAPITOL 5571 o 0 A (TR T L TS Ce e
@ 7 | 2 9 sBé\u%!(‘n VGVH\EA% léngT\gEALSSEMNR(E)IgGH cowﬂé?gsGosRéY 72 | 60 | 44 | 19 | NUARKINETCONLEY (TBRASFIELD. R BYRNE) RCA 14282
. A SEALS. M.| - 7
. ¢ L — - @| s | — | 2 | MGoING crazY KENNY DALE
* % & POWER PICK/SALES * & & B GREEN (B.PRUETT) BGM 30186
SOMEBODY WANTS ME OUT OF THE WAY GEORGE JONES BIRTH OF
29 | 34 | B | BSHERRILALOWENS DKNUTSON EPIC 3405862 NEWDp | 1 | PIRTHOFROCK ANDROLL e
@) 0|35 s TIE OUR LOVE (IN A DOUBLE KNOT) DOLLY PARTON 7 1 FEELIN' THE FEELIN' THE BELLAMY BROTHERS
D.MALLOY (J.SILBAR, J REID) RCA 14297 5 6 48 18 E.GORDY.JR..J.BOWEN (D BELLAMY) MCA/CURB 52747/MCA
HEY DOLL BABY SWEETHEARTS OF RODEO
26 28 33 10 S.BUCKINGHAM,H.DEVITO (T.TURNER) COLUI’I’;IE 38-05824 NEw ’ 1 Jsg)om[ENw(S'%EﬁsE ElgTé\mNES’)‘ICA MAM%ADSAZ\S/IZ%
ALL TIE| P W
@] 3 | % | 5 | AL e exuen wmesoon RO EmaEs | |TD| Newp | 1 | MERY e Ve o
GOTTA LEARN TO LOVE WITHOUT YOU MICH WAS IT JU HE WINE OSDIN
32 37 7 BMAHER (lK-EOBBmS h(’I)JOHNSON AEL JO(’;‘NS(Z)S N Ew ’ 1 v GO§DIN.R J.J%IJE! (VEGOSI!)IN. B.CANNON) COMPLE X[EIB.')?/EOLVGRAM
YOU'RET AST THING | NEEDED TONIGI ROCKIN' MY ANGEL NARVEL FELTS
@ 33 38 5 i BOl;AlIEN J. SC’;‘-{EEILDEEI) WILLS, g’PFRIMMER) U JOHN SCHE‘EE'EIZDBEZB NEw ’ 1 J.MORRIS (T.ROCCO. C.BLACK. A ROBERTS) EVERGREEN 1041
THAT'S HOW YOU KNOW WHEN LOVE'S RIGHT NICOLETTE LARSON
35 43 4 yg)ggl)(;vslmmg ngg':T MIND WOULD'VE LEFT HER GEORGE«CSATS%QH NEW ’ 1 E GORDY.JR .T BROWN (W.WALDMAN, C.BICKHARDT) MCA 52839
* # # POWER PICK/AIRPLAY # # # 81 | 73 | 64 | 18 | MIAMLMY AMY BRI
@ i 5 ; ROCKIN' WITH THE RHYTHM OF THE RAIN £ JUDDS B.MEVIS (D.DILLON. H COCHRAN, R PORTER) RCA 14285
B.MAHER (D.SCHLITZ, B.MAHER) RCA/CURB 14362/RCA 82 30 63 19 TL8¥S§ glk&agﬁrongéjstrglﬁgg(;u TIMES WITH NO MONEY GIRM%%| giz%é;l'/ D('QI(T)OFS
G2)| % | 4 | 5 | SHAKN ® SAWYER BROWN o : -
R.SCRUGGS (M.MILLER, RSCRUGGS) CAPITOL/CURB 5585/CAPITOL 83 7 57 17 \JnégREKINS}E lel';I'Glg(l))L(l:'goA ré%:lc.mo SN JIARYIS WAYLON JEJE‘:[\\J!S?%%
IWEN.W.. . o L L J I
3 6 | 1| 16| TOMBOF THE UNKNOWN LOVE KENNY ROGERS Lo i ’
G MARTIN (M SMOTHERMAN) RCA 14298 NEW ’ 1 xvgfgggghslg&%eglg; B FSCHER) MICHAEL SHAM&?%E‘;
.B.] | . B. H
IN' MY LOV
GO w0 | 4| 5 | SN MYLOVE FOR YOU PAKE MCENTRG &5 | 76 | 58 | 12 | HILLBILLY HIGHWAY STEVE EARLE
PARTNERS, BROTHERS & FRIENDS @ NITTY GRITTY DIRT BAND EGORDYR TERONN G EARLE. VSO MEADETES
35 2 6 15 M.MORGAN.P WORLEY (J IBBOTSON. J HANNA) WARNER BROS 7-28780 86 78 75 2 EfSiEEé})P:B“IBAMA 0 L0GaNS * A%@Pﬁ'ﬁ"&}
H INS)
STRONG HEART .G. SHEP!
44 52 4 RHALL (T ROCCO. C.BLACK. A ROBERTS) CESJMBM 38’3@50% 87 67 2 11 I'LL TAKE YOUR LOVE ANYTIME ROBIN LEE
TG ROSANNE CASH { JMORRIS (C BLACK. TROCCO) EVERGREEN 1039
37| 17| 5 | 17 | B O cener meas) R OTOMBIAYSE105 75 8 | 64 | 67 | 5 | CROSSMYHEART JAN GRAY
AINT MISBEHAVIN A WILLIAMS, R B WITTE (JWOOD. B.CLIFFORD) CYPRESS 8510
38 2 13 16 J.BOWEN,HWILLIAMS JR (F WALLER. A RAZAF. H BROOKS) WARNER/CURB 7-28794/WARNER BROS 89 72 51 7 gﬂéﬁsﬂy‘zﬁss‘; syou LISA CH"-A?M’I-“IESSI
TRUE LOVE (NEVER DID RUN SMOOTH TOM WOPAT
B e be | s | JRUELONE(NEVER (OSCHLITZ. ) RUSHING)) EM-AMERICA 8316 9 | 82 | 65 | 20 | \HADA Eg&%‘g&gbﬂ%g ARO) MERLE HAGGARD
GRANDPA (TELL ME 'BOUT THE GOOD OLD DAYS) @ THE JUDDS .
4 | 34 | 26 | 17 | gmarer(orara) RCA/CURB 14290/RCA 91 | 85 | 69 | 12 I’S‘}QEDS( BB‘LEE;)O GROW ON Dgg!%??&g
ANYTHING GOE ARY MORRIS
49 56 4 JIM ED NORMAN (G.MC?RRIS. E SETSER) WARN(ER BRYOS. 7-28713 92 88 85 24 %?Egsmc (J.BLACKMON. C VIPPERMAN) wms&%g&n&%g'g
WILL THE WOLF SURVIVE WAYLON JENNINGS
47 155 4 J.BOWEN.W JENNINGS (D HIDALGO, L PEREZ) MCA 52830 9 | 8 | 72 5 ?&B‘TNCL',‘,&S}HG%N%%AMSAQ%S ;&ﬁ},{g‘, J(':%,Mé\ﬁ-l;%
T IGHTS OF AL JiM v '
43 | 46 | 0 7 0. !’"OELLLE 8 JC‘)’IES B MCDELU 0 EEE)RQUE MCA/NOBLE VISION s%%ﬁfsﬂ 94 | 8 | 8l 21 D"”ﬁmﬁgghﬁgﬁg&gﬁg GOIN DONCM%JQ&SG
COUNT ON ME THE STATLER BROTHERS -
48 | 60 4 JKENNEDY (D REID) MERCURY 884 721-7 POLYGRAM 95 | 91 71 5 'Scocgmu‘m'goﬂ&ﬁ{nﬁw YOUR NAME MERCURY BBA,GZ-IIF;EP(\;WG%YAE
YOU MUST BE LOOKIN’ FOR ME BILLY SWAN ’
4 45 49 7 € YOUNG (B SWAN) MERCURY 884 668-7/POLYGRAM 9% 93 86 21 Yg,‘d,!,‘&?%’ﬂ%’jﬂ#&,?ﬁ ECIAL TO ME GEORGECSATS%I
ROLLIN' NOWHERE MICHAEL MARTIN MURPHEY
55 68 3 JE NORMAN (M MURPEHEV) WARNER BROS 7-28694 97 94 | 91 15 g@ﬁ'svc'ﬁ'f BOOTH (S SPURGIN) GENEEK\:AI;\‘L%?]P;
47 | 50 | 54 | ¢ | BOARDWALK ANGEL BILLY JOE ROYAL 8 JUST QUT RIDING AROUND BARBARA FAIRCHILD
N LARKIN (J CAFFERTY) ATLANTIC/AMERICA 7-99555 9 89 84 4 J.ALLEN REYNOLDS.D WILLIAMS {TGOODMAN. D LEHMAN) CAPITOL 5582
48 38 20 7 COWPOKE GLEN CAMPBELL 99 9'5 92 13 BABY WANTS THE OSMONDS
H.SHEDD (S JONES) ATLANTIC/AMERICA 7-99559 T CHOATE D.WILSON (J.GILLESPIE. S.WEBB) EMI-AMERICA CURB 8313 EMI-AMERICA
49 53 59 5 A COUNTRY BOY (WHO ROLLED THE ROCK AWAY) DAVID ALLAN COE 100 | 97 9% 21 NOTHING BUT YOUR LOVE MATTERS LARRY GATLIN AND THE GATLIN BROTHERS
B SHERRILL (B CANNON, J DARRELL. D DILLON) COLUMBIA 38-05876 C MOMAN (L GATLIN) COLUMBIA 38-05764

o Products with the greatest airplay and sales gains this week. # Video chip availability. ® Recording Industry Assn. Of America (RIAA) seal for sales of one million units. & RIAA seal for sales of two million units.
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FOR WEEK ENDING JUNE 7, 1986

Bilboard Hot Country Singles SALES & AIRPLAY.

A ranking of the top 40 country singles by sales and airplay, respectively, with reference to each title's composite position on the main Hot Country Singles chart.

COUNTRY SINGLES

BY LABEL

A ranking of distributing labels
by their number of titles
on the Hot Country chart.

LABEL NO. OF TITLES
ON CHART
MCA (13) 17

MCA/Curb (3)
MCA/Noble Vision (1)

RCA (14) 16
RCA/Curb (2)
CAPITOL (10) 14
Capitol/Curb (2)
MTM (2)
WARNER BROS. (10) 12
Reprise (1)
Warner/Curb (1)
COLUMBIA 11
EPIC 9
POLYGRAM 8

Mercury (6)
America Smash (1)
Compleat (1)

EMI-AMERICA (2)
EMI-America/Curb (1)

ATLANTIC/AMERICA
EVERGREEN

AMI

BGM

CYPRESS

F&L

MTM

ORLANDO

w

L S S i N N )

>
SALES £2 AIRPLAY £5
o | 5% =S I - Y ] g
T 2y TITLE ARTIST 20 Iy 2y TITLE ARTIST 20
1 2 HAPPY, HAPPY BIRTHDAY BABY RONNIE MILSAP 1 1 2 HAPPY, HAPPY BIRTHDAY BABY RONNIE MILSAP 1
2 3 LIFE'S HIGHWAY STEVE WARINER 2 2 3 LIFE'S HIGHWAY STEVE WARINER 2
3 4 HONKY TONK MAN DWIGHT YOAKAM 4 3 4 MAMA'S NEVER SEEN THOSE EYES THE FORESTER SISTERS 3
4 o) MAMA'S NEVER SEEN THOSE EYES THE FORESTER SISTERS 3 4 5 HONKY TONK MAN DWIGHT YOAKAM 4
5 1 WHOEVER'S IN NEW ENGLAND REBA MCENTIRE 5 5 7 LIVING IN THE PROMISELAND WILLIE NELSON 7
6 7 REPETITIVE REGRET EDDIE RABBITT 6 6 6 REPETITIVE REGRET EDDIE RABBITT 6
7 8 LIVING IN THE PROMISELAND WILLIE NELSON 7 7 9 EVERYTHING THAT GLITTERS (IS NOT GOLD) DAN SEALS 8
8 9 EVERYTHING THAT GLITTERS (IS NOT GOLD) DAN SEALS 8 8 10 TIL | LOVED YOU RESTLESS HEART 10
9 12 READ MY LIPS MARIE OSMOND 9 9 11 READ MY LIPS MARIE OSMOND 9
10 10 DRINKING MY BABY GOOD-BYE THE CHARLIE DANIELS BAND 11 10 13 HEARTS AREN'T MADE TO BREAK LEE GREENWOOD 13
11 11 TIL | LOVED YOU RESTLESS HEART 10 11 12 OLD FLAME JUICE NEWTON 12
12 15 OLD FLAME JUICE NEWTON 12 12 14 DRINKING MY BABY GOOD-BYE THE CHARLIE DANIELS BAND 11
13 16 HEARTS AREN'T MADE TO BREAK LEE GREENWOOD 13 13 15 SUPER LOVE EXILE 14
14 14 SUPER LOVE EXILE 14 14 1 WHOEVER'S IN NEW ENGLAND REBA MCENTIRE 9)
15 18 UNTIL | MET YOU JUDY RODMAN 15 15 16 UNTIL | MET YOU JUDY RODMAN 15
16 19 WHEN IT'S DOWN TO ME AND YOU C.MCCLAIN/W.MASSEY 17 16 18 NIGHTS ED BRUCE 16
17 20 NIGHTS ED BRUCE 16 17 17 WHEN IT'S DOWN TO ME AND YOU C.MCCLAIN/W.MASSEY 17
18 24 ON THE OTHER HAND RANDY TRAVIS 18 18 19 RENO BOUND SOUTHERN PACIFIC 19
19 21 RENO BOUND SOUTHERN PACIFIC 19 19 21 LOVE AT THE FIVE AND DIME KATHY MATTEA 21
20 13 ONE LOVE AT A TIME TANYA TUCKER 20 20 24 ON THE OTHER HAND RANDY TRAVIS 18
21 35 SOMEBODY WANTS ME OQUT OF THE WAY GEORGE JONES 24 21 25 | WISH THAT | COULD HURT THAT WAY AGAIN T GRAHAM BROWN 22
22 22 GRANDPA (TELL ME 'BOUT THE GOOD OLD DAYS) THE JUDDS 40 22 26 BACK WHEN LOVE WAS ENOUGH MARK GRAY 23
23 30 LOVE AT THE FIVE AND DIME KATHY MATTEA 21 23 29 TIE OUR LOVE (IN A DOUBLE KNOT) DOLLY PARTON 25
24 23 HEY DOLL BABY SWEETHEARTS OF THE RODEO 26 24 27 SOMEBODY WANTS ME OUT OF THE WAY GEORGE JONES 24
25 32 BACK WHEN LOVE WAS ENOUGH MARK GRAY 23 25 30 ALL TIED UP RONNIE MCDOWELL 27
26 17 AIN'T MISBEHAVIN' HANK WILLIAMS, JR. 38 26 28 HEY DOLL BABY SWEETHEARTS OF THE RODEO 2
27 28 BORN YESTERDAY EVERLY BROTHERS 65 27 31 GOTTA LEARN TO LOVE WITHOUT YOU MICHAEL JOHNSON 28
28 37 GOTTA LEARN TO LOVE WITHOUT YOU MICHAEL JOHNSON 28 28 33 YOU'RE THE LAST THING | NEEDED TONIGHT JOHN SCHNEIDER 29
29 = | WISH THAT | COULD HURT THAT WAY AGAIN T GRAHAM BROWN 22 29 34 NOBODY IN HIS RIGHT MIND WOULD'VE LEFT HER GEORGE STRAIT 30
30 31 SHE AND | ALABAMA 86 30 8 ONE LOVE AT A TIME TANYA TUCKER 20
31 = YOU'RE THE LAST THING | NEEDED TONIGHT JOHN SCHNEIDER 29 31 40 ROCKIN' WITH THE RHYTHM OF THE RAIN THE JUDDS 31
32 21 JULIET THE OAK RIDGE BOYS 56 32 35 SHAKIN’ SAWYER BROWN 32
33 6 TOMB OF THE UNKNOWN LOVE KENNY ROGERS 33 33 39 SAVIN' MY LOVE FOR YOU PAKE MCENTIRE 34
34 — LOVE WILL GET YOU THROUGH . . . GIRLS NEXT DOOR 82 34 23 PARTNERS, BROTHERS & FRIENDS NITTY GRITTY DIRT BAND 35
35 26 PARTNERS, BROTHERS & FRIENDS NITTY GRITTY DIRT BAND 35 35 = STRONG HEART T.G. SHEPPARD 36
36 — TIE OUR LOVE (IN A DOUBLE KNOT) DOLLY PARTON 25 36 20 HOLD ON ROSANNE CASH 37
37 — NOBODY IN HIS RIGHT MIND WOULD'VE LEFT HER GEORGE STRAIT 30 37 — TRUE LOVE (NEVER DID RUN SMOOTH) TOM WOPAT 39
38 39 YOU'LL NEVER KNOW HOW MUCH | NEEDED YOU TODAY C.TWITTY — 38 22 TOMB OF THE UNKNOWN LOVE KENNY ROGERS 33
39 — ALL TIED UP RONNIE MCDOWELL 21 39 — THE LIGHTS OF ALBUQUERQUE JIM GLASER 43
40 — SHAKIN' SAWYER BROWN 32 40 — ANYTHING GOES GARY MORRIS 41

®©Copyright 1986, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any retrieval system, or transmitted, 1n any form or by any means, electronic. mechanical,
photocopying, recording. or otherwise, without the prior written permission of the publisher.

COUNTRY SINGLES A-Z

92

27

41

23

67

47

€5

97

49

€9

11

71

52

TITLE
(Publisher - Licensing Org )
Sheet Music Dist.

1982

(Southern Grand Alhance. ASCAP/Grand Coalition,
BMI)

AIN'T MISBEHAVIN'

(Intersong. ASCAP/Mills & Mills, BMI) CPP

ALL TIED UP

(Tree, BMI/Strawberry Lane, BMI)

ANYTHING GOES

(WB, ASCAP/Gary Morns, ASCAP/Warner-Tamerlane,
BMI)

BABY WANTS

(Somebody's, SESAC)

BACK WHEN LOVE WAS ENOUGH

(WB, ASCAP/Two Sons, ASCAP/Lodge Hall, ASCAP)
CPP

BIRTH OF ROCK AND ROLL

(Godfather, BMI)

BLUE SUEDE BLUES

(Music City, ASCAP/Combine, BMI)

BOARDWALK ANGEL

(John Cafferty, BMI/Warner-Tamerlane, BMI/Aurora
Film Partners, BMI)

BORN YESTERDAY

(Tropicbird, BMH)

CARMEN

{Hall-Clement, BMI/Booth & Watson, BMI)

COUNT ON ME

(Statler Brothers, BMI)

A COUNTRY BOY (WHO ROLLED THE ROCK AWAY)
(Sabal, ASCAP/Sawgrass, BMI/Blackwood, BMI/Larry
Butler, BMI) CPP/ABP

COWPOKE

(Stanley, ASCAP}

CROSS MY HEART

(Music City, ASCAP)

DANGER LIST (GIVE ME SOMEONE | CAN LOVE)
(Riva, ASCAP)

DESPERADO LOVE

(Tree, BMI/Lowery, BMI)

DOCTOR'S ORDERS

(Old Friends, BMI/Cross Keys, ASCAP /Chappell,
ASCAP)

DRINKING MY BABY GOOD-BYE

(Hat Band, BMI)

EASY TO PLEASE

(Irving, BMI/Englewood. BMI) CPP/ALM

EVEN COWGIRLS GET THE BLUES

(Visa, ASCAP)

EVERYTHING THAT GLITTERS (IS NOT GOLD)
(Pink Pig, BMI/Hall-Clement, BMI)

75

28

40

58

53

13

26

85

37

70

9%

22

87

3

98

FEELIN' THE FEELIN'

(Bellamy Bros.. ASCAP)

A FRIEND N CALIFORNIA

(Inorbit, BMI)

GOTTA LEARN TO LOVE WITHOUT YOU
(Irving, BMI/Tonka, ASCAP) CPP/ALM
GRANDPA (TELL ME 'BOUT THE GOOD OLO DAYS)
(Cross Keys, ASCAP)

HAPPY, HAPPY BIRTHDAY BABY

{Arc, BMD)

HARMONY

{Silverline, BMI/Goldhine, ASCAP)
HEARTBEAT IN THE DARKNESS

{MCA, ASCAP/Patchwork, ASCAP)
HEARTS AREN'T MADE TO BREAK (THEY'RE MADE
T0 LOVE)

(Tom Collins, BMI) CPP

HEY DOLL BABY

{Rightsong, BMI)

HILLBILLY HIGHWAY

{Goldline, ASCAP)

HOLD ON

(Chelcait, BMI/Atlantic, BMI)

HONKY TONK MAN

(Cedarwood, BMI)

HONKY TONKER

(Rolling Tide, ASCAP)

| DON'T WANT TO KNOW YOUR NAME
(Seventh Son, ASCAP/Koppelman Family,

ASCAP/Bandier Family, ASCAP/II Eyes, ASCAP/Garbo,

ASCAP/R.LAugust, ASCAP)

| HAD A BEAUTIFUL TIME

(Inorbit. BMI)

| WISH THAT | COULD HURT THAT WAY AGAIN
(Tree, BMI/Cross Keys, ASCAP)

I'LL TAKE YOUR LOVE ANYTIME

(Chappell, ASCAP/Bibo, ASCAP)

I'M GOING CRAZY

(Bill Green, BMI)

I'VE GOT A NEW HEARTACHE

(Cedarwood, BMI/Wayne Walker, BMI)

JULIET

(Lyndelane, BMI/Siren Songs, BMI)

JUST OUT RIDING AROUND

{Pnime Time, ASCAP/Snowfox, SESAC)

KATIE TAKE ME DANCIN'

(Love 7, ASCAP/Campesino, ASCAP)

LIFE'S HIGHWAY

(April, ASCAP/Lion Hearted, ASCAP/Blackwood, BMI)
CPP/ABP

43

21

82

57

2

20

35

31

THE LIGHTS OF ALBUQUERQUE

(Cross Keys, ASCAP/Hall-Clement, BMt/Maptehill
Music, BMI)

LIVING IN THE PROMISELAND

(Mighty Nice, ASCAP/Victrolta, ASCAP/Skunk DeVille.
BMI)

LOVE AT THE FIVE ANO DIME

(Wing And Wheel, BMI/Bug, BMI)

LOVE WILL GET YOU THROUGH TIMES WITH NO
MONEY

(WB, ASCAP/Bob Montgomery, ASCAP)

LOVE WON'T WAIT

{Alabama Band, ASCAP/Mid-Summer, ASCAP/AMR,
ASCAP)

MAMA'S NEVER SEEN THOSE EYES

(Hall-Clement, BMI)

MIAMI, MY AMY

(Tree, BMI/Larry Butler, BMI/South Wing, ASCAP)
NIGHTS

{Requested, ASCAP/Queen’s Crown, ASCAP)
NOBODY IN HIS RIGHT MIND WOULD'VE LEFT HER
{Hall-Clement, BMI)

NOTHING BUT YOUR LOVE MATTERS

{Larry Gathn, BMI)

OLD FLAME

{Enghshtown, BMI)

OLD VIOLIN

(Dwight Manners, BMI)

ON THE OTHER HAND

(Wniters Group, BMI/Scarlet Moon, BMI/MCA,
ASCAP/Don Schiitz, ASCAP) CPP

ONCE IN A BLUE MOON

(Rick Hall, ASCAP)

ONE LOVE AT A TIME

(WEB IV, BMI/Writers Group, BMI/Scarlet Moon,
BMI) CPP

PARTNERS, BROTHERS & FRIENDS

(Unami, ASCAP/Le-Bone-Aire, ASCAP)

READ MY LIPS

(MCA, ASCAP)

RENO BOUND

(Long Tooth, BMI/Endless Frogs, ASCAP/Bughouse,
ASCAP)

REPETITIVE REGRET

(Blackwood, BMI/Land Of Music, BMI/Englishtown,
BMI) CPP/ABP

ROCKIN' MY ANGEL

{Bibo, ASCAP/Chriswald, ASCAP/Hopi Sound, ASCAP)
ROCKIN' WITH THE RHYTHM OF THE RAIN

(MCA, ASCAP/Don Schiitz, ASCAP/Welbeck,

PUBLISHERS/PERFORMANCE RIGHTS/SHEET MUSIC

46

93

32

86

24

59

76

36

91

89

25

51

39

61

ASCAP/Blue Quill, ASCAP)

ROLLIN' NOWHERE

(Timberwolf, BMI)

RUNNING OUT OF REASONS TO RUN

(MCA, ASCAP/Maypop. BMI)

SAVIN' MY LOVE FOR YOU

(Warner-Tamerlane, BMI/Flying Dutchman. BMI)
SHAKIN'

(Zoo Crew, ASCAP/Labor Of Love, BMI

SHE AND |

(MCA, ASCAP/Patchwork, ASCAP)

SOMEBODY WANTS ME QUT OF THE WAY
(Cavesson, ASCAP/Hall-Clement, BMI/Frizzell, BMI)
cpp

SOMETIMES A LADY

(RavenSong, ASCAP/Michael H Goldsen,
ASCAP/Collins Court, ASCAP)

SOMEWHERE IN AMERICA

(Nashton, BMI/DebDave, BMI}

STRONG HEART

(Chappell, ASCAP/MCA, ASCAP/Chriswald,
ASCAP/Hopi Sound. ASCAP/Bibo, ASCAP)
SUPER LOVE

(Tree, BMI/Pacific Island, BMI) CPP/ABP
THAT'S HOW YOU KNOW WHEN LOVE'S RIGHT
(Screen Gems-EMI, BMI/Mcon & Stars. BMI/Colgems-
EMI, ASCAP)

THAT'S ONE TO GROW ON

(Blackwood, BM1/Wingtip, BMI} CPP/ABP

THIS TIME IT'S YOU

(Bent-Cent, BMI/Kelbrew, EMI}

TIE OUR LOVE (IN A DOUBLE KNOT)

(Cross Keys, ASCAP/Reidem. ASCAP)

TIL | LOVED YOU

(Warner-Tamerlane, BMI/Writers House, BMI/WB,
ASCAP/Bob Montgomery, ASCAP)

TODAY | STARTED LOVING YOU AGAIN

(Tree, BMI)

TOMB OF THE UNKNOWN LOVE

(Seventh Son, ASCAP/1f Eyes, ASCAP/Garbo,
ASCAP/Koppelman Family. ASCAP/Bandier Family,
ASCAP/R L August, ASCAP)

TOUCH ME

(Nashion, BMI/Dejamus, ASCAP/Stan Corneltus,
ASCAP/WB, ASCAP)

TRUE LOVE (NEVER BID RUN SMOOTH)

(MCA, ASCAP/Don Schiitz, ASCAP/Maypop, BMI)
TWO TOO MANY

(Lawyers Daughter, BMI}

UNTIL | MET YOU

(King Coal. ASCAP)

78 WAS IT JUST THE WINE

(Hookit, BMI/Sabal, ASCAP)

94 WE'VE GOT A GOOD FIRE GOIN'

(MCA, ASCAP/Patchwork, ASCAP)

17 WHEN IT'S DOWN TO ME AND YOU

(Little Shop O! Morgansongs. BMi/Tapadero, BMI)
cPp

66 WHEN YOU GET TO THE HEART

(April, ASCAP/Ides Of March, ASCAP/Silverline, BMI)
CPP/ABP

5 WHOEVER'S IN NEW ENGLAND

(Silverline, BMI/W B M, SESAC)

62 WHO'S LEAVING WHO

{Youngster, GEMA/Edition Sunnse/BM")

42 WILL THE WOLF SURVIVE

(Davince, BMI/No K.O., BMI/Bug, BMI}

84  WISHFUL DREAMIN'

(Dejamus, ASCAP/Bobby Fischer, ASCAP)

77 WITH YOU

(Benefit, BMI)

83 WORKING WITHOUT A NET

{Tree, BMI/Cross Keys, ASCAP)

45 YOU MUST BE LOOKIN' FOR ME

(Sherman Qaks, BMI)

96 YOU'RE SOMETHING SPECIAL TO ME

(Jack & Bill, ASCAP/Cowdaddies, ASCAP/Reba
McEntire, ASCAP)

29 YOU'RE THE LAST THING | NEEDED TONIGHT

(Jack & Bill, ASCAP)

ABP April Blackwood CPP Cotlumbia Pictures

ALM Almo HAN Hansen

B-M Belwin Mills HL Hal Leonard
B-3 Big Three IMM Ivan Mogull
BP Bradley MCA MCA

CHA Chappell PSP Peer Southern
CLM Cherry Lane PLY Plymouth
CPI' Cimino WBM Warner Bros.

SHEET MUSIC AGENTS
are listed for plano/vocal sheet music copies
and may not represent mixed folio nghts.
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NASHVILLE RALLY

(Continued from page 29)

its annual blanket licensing fee was
more than $340,000.

Although the Nashville music
community has been active in edu-
cating its own about the features of
the source-licensing proposals, the
rally and press conference were the
most thorough efforts so far to get
the songwriters’ and performing
rights’ side heard publicly.

“Some people think songs are just
like the air and water,” Gore told
the crowd. “They don’t understand
that intellectual property is still
property.”

SESAC president Robert Thomp-
son, who appeared with Gore and

FOR WEEK ENDING JUNE 7, 1986

Schuyler at both the press confer-
ence and rally, argued that song-
writers particularly need the protec-
tion of blanket licensing since they
are prohibited by federal law from
unionizing.

While the bills before Congress
apply to syndicated programs on lo-
cal TV stations, Gore predicted that
passage of the bills would have a
“chain-reaction effect” in undercut-
ting all present licensing and collec-
tion systems.

Also attending the rally were
songwriters Harlan Howard, John
Hartford, Wayland Holyfield, Char-
lie Black, and Dickey Lee.

“Juliet.” New York City’s Kaufman Astoria Studios come alive with the look of

Mardi Gras during the taping of the Oak Ridge Boys’ video “Juliet.” Pictured
with Robin Cristopher, left, who portrays Juliet, are Oaks Duane Allen, William
Lee Golden, Joe Bonsall, and Richard Sterban.

Artists Lend Helping
Hand To Charity Chain

NASHVILLE Folk art singer Judy
Collins and heavy metal mongers
Keel joined country performers and
songwriters May 25 to lead a Music
City caravan of more than 1,000 par-
ticipants to the midpoint link of the
Hands Across America chain.

Among the country stars in the
caravan to Ripley, Tenn., were Terri
Gibbs, Dobie Gray, Judy Rodman,
Karen Taylor-Good, Marty Hag-
gard, and Holly Dunn.

The Nashville effort was headed
by Sharon Hodge, a DJ on WLRQ.
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TOP ALBUMS..
v CLASSICAL
E Compiled from a national sample of retail store sales reports.
(8|3
ul < |z
AR 3 TITLE ARTIST
COMMERCIAL CLASSICAL radio stations may not area’s station gets free goods. z z £ | LABEL & NUMBER/DISTRIBUTING LABEL
be enjoying the inflated profits that top-rated rockers However, subscription service is often available to % NO.1 & &

,are, but they are generally doing very well indeed fi- stations in lesser markets. An example cited was that HOROWITZ: THE LAST ROMANTIC DG 419.045 (CO) 4 weeks at No. One
nancially. And the most attractive element remains  of PolyGram, which offers groups of 40 titles selected LR VLADIMIR HOROWITZ
the consistent, longterm health of the format. from each of the company’s three labels at an annual SONGS FROM LIQUID DAYS  cBS Fm-3956 (CD)

That again was the consensus at the Concert Music  cost to broadcasters of $250 per label. 2 |21 PHILIP GLASS
Broadcasters Assn. (CMBA) annual conference, held CMBA member stations reported that from 10% to 3 | 3| 10| SWING, SWING, SWING  eries 412626 (D)
25% of current programming is from CD. - BOSTON POPS (WILLIAMS)
CMBA stations report CD /i b et o S | | 4| oo oo o e
programming is 10% to 25%  jin ey P, Juk Meftr st R0, tarld | 75T ToMImUNET Troweer coneemos st
The CD hardware panel was moderated by Robert BLUE SKIES  LONDON 414.666 (CD)
last yveek at the Westin Hotel in Washington, D.C. Ad- Conrad of WCLV Cleveland. Much of the discussion 6 |63 KIRI TE KANAWA (RIDDLE)
vertisers apparently continue to take note of the afflu-  here revolved around CD automation prospeets, but it AMADEUS SOUNDTRACK  FaNTASY wAM-1791 (CD)
ent (and devoted) audience served. Station operators was said that changer and preprogramming compo- 7|8 & @ NEVILLE MARRINER
are looking ahead to next year and beyond with opti- nents still needed a greater degree of reliability. More COPLAND: BILLY THE KID/ RODEQ  ANGEL DS-37357 (CD)
mism. work is also being done on improving the treble re- 8 |10]8 SAINT LOUIS SYMPHONY (SLATKIN)
Panel discussions during the two-day meet, May 19- sponse of CD players, attendees were told. Participat- BERNSTEIN: WEST SIDE STORY DG 415-253 (CD)
20, focused on sales, promotion, research, and pro- ing in the discussion were Marc Finer of Sony, Ken 9|78 ' TE KANAWA, CARRERAS (BERNSTEIN)
gramming. And compact disk, appropriately, came in  Furst of Denon, and Bruce Borgerson of Studer Re- PRESENTING APRILE MILLO  anGeL 95.37355' D)
for special attention. After all, classical radio was in  vox. 10 118 4 ) ( APRILE MILLO
the vanguard among early converts to the technology. Elected to replace CMBA’s outgoing president, BEETHOVEN: SYMPHONIES 1 & 2  L'OiSEAU LYRE 414-338 (CD)
CI) talk dominated the perennial record industry KKHI's Len Mattson, was Simona McCray, vice e u ’ ACADEMY OF ANCIENT NIUSI(() (HOGWOOD)
session, but a special discussion was also held to ex- president of sales at WQXR New York. She is the first ECHOES OF LONDON  cis FM-42119
plore the special uses of CD by broadcasters. woman to be named to the top association post. Elect- i) JOHN WILLIAMS
While much of the record panel discussion was tak- ed with her were Laura Zarco, KDFC San Francisco, BACHBUSTERS  TELARC 10123 (CD)
en up by product previews, the ubiquitous question of vice president; Steve Adler, WNIB Chicago, treasur- 1311211 DON DORSEY
label service, particularly of CDs, exercised the partic-  er; and John Major, KCMA Tulsa, secretary. WCLV’s. GERSHWIN: RHAPSODY IN BLUE  cBs m-39699 (CD)
ipants. Not all were pleased to hear that fill shortages Conrad was named to fill out the CMBA board as 14 11y s0 ' LOS ANGELES PHIL(HARMONIC (THOMAS)
still made it difficult (and uneconomic) to provide CDs member-at-large. RACHMANINOV: PIANO CONCERTOS 2 & 4  LONDON 414-475 (CD}
gratis to all stations. There is just not enough to go Thirty-five stations currently belong to the CMBA. 5 a4 ' VLADIMIR ASHKENAZY
around, they were_told, and often the territory’s im- The attendance list at the conference was reported in 16 | 14 | 26 | PASSIONE  tonpon 417117 (o)
portance as a retail market determines whether the excess of 100. 2 LUCIANQ PAVAROTT!
17 13| 66 WEBBER: REQUIEM  ANGEL DFO-38218 (CD)
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. 18 (16| 12 MOZART: CLARINET & OBOE CONCERTO  L'OISEAU LYRE 414-339 (CD)
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19 {1510 BEETHOVEN: PIANO CONCERTO 3 & 4  cBs iM-39814 (CD)
MURRAY PERAHIA
20 [ 17122 VIVALDI: THE FOUR SEASONS  ANGEL DS-38123 (CD)
ITZHAK PERLMAN
0 STRAUSS: DON QUIXOTE  cBs iM-39863 (CD)
by Enrique Al ) YO-YO MA, BOSTON SYMPHONY (OZAWA)
Fernandez 22 |30 6 HANDEL: ROMAN VESPERS  Rrca ARC2-7182
5 BLEGEN, VALENTE (KORN)
” 23 | 20 | 28 | BRAHMS: SONATAS FOR CELLO AND PIANO  Rca arci-7022
OIF I THOIIG”HT ABQUT ;I‘HE MObI:EE I’dAnever kc)entrating on producing and now promoting the al- 24 | 22 | 148| HAYDN/HUMMEL/L MOZART: TRUMPET corrcc:)sfo ?BI:'.:.:’:IZZU(E;AX
compose again,” says singer/songwriter Luis Angel, um.
who has just released his first LP for A&M, “Amar A “It’s nearly impossible to write when you're con- Mo\zZNMTS;g ::(S):‘U:ﬁ:ggg: ALF::-::Z:'* :fx?;:lc ? R LEPRARD)
Mugrte.” The Argentine-born artist’s first love is com-  cerned with promotion,” he says. “I need peace and 25 2340 . ;‘:E)VILLE MARRINER
posing, but, he says, “You can only make a living as  quiet to write. I envy those people who just dash them ROSSINI: IL VIAGGIO A REIMS 06 415498 (CD)
an autbor if your songs are recorded by the No. 1  off. I’m the opposite: It costs me a great deal of effort 4 @) ' RAIMONDT,l R‘LQA;EY, RICCIARELLI (ABBADO)
S"X;s;é | started working as & recording artist when to write. Sometimes I carry a song in my head for a 27 | 27 |138] PACHELBEL:CANON/FASCH:TRUMPET CONCERTO rca L1 468
he moved from Argentina to Mexico in 1980. He was L 0 A MUSIC OF deFGANG AMADEus.M')(I:zlt\rTRD e
signed by Melody and enjoyed a big hit with the song uis Angel releases his ) |8  ARIOUS ARTISTS
“Lluvia.” However, the Mexican economic crisis put a H H .
halt to his recording career, until Herb Alpert hegrd a first major-label album 29 |31 | g | VIVALDITHE FOUR SEASONS  cos wazoss CANADIAN BRASS
tape of his material and invited him to Los Angeles to .
record for A&M. £ year before I can give it shape.” Angel has about 200 30 |NEWD TOHAIKOVSKY: PIANG CONCERTO NO. 1 be dls-mn(lcg)POGORELICH
His work as a composer never stopped. Angel has  compositions, more than half of which have been re- « | SCRIABIN: SYMPHONY NO. 1
written songs for Vikki Carr, Dulce, Cesar Costa, corded. 3 |25 8 ’ ’ ANG::HDISLr:E)z;zF:I-IDI)A ORCHESTRA (MUTI)
Marcia Bell, Manoella Torres, and Ednita Nazario, ‘| BEETHOVEN: SYMPHONY NO. 9 )
among others. He has just written a song for Paul ANOTHER SONGWRITER-TURNED-SINGER has 32 | d ' ' CLTEE\IEICA}:)E)ZB;:S:-IESTRA (DOHNANY!)
Anka, “Los Que Son Las Cosas,” which the famous moved to a major. Spanish artist José Luis Perales, | SAVE YOUR NIGHTS FOR ME
balladeer will record in Spanish. The most successful ~whose work for the Spanish indie Hispavox (recently Bs|u cosTasRee €2 PLACIDO DOMINGO
of his recent compositions has been “Mi Vida Eres bought by EMI) propelled him to a top-selling position A BACH FESTIVAL FOR BRASS & ORGAN  ANGEL DF
Tl’l{; whichlservels as th(le th%me song of the blockbust- in Spanish-language musie, has been signed by CBS. 3134 ] D;)Hsgs;:nng BRASS
er Venezuelan telenovela *“Cristal.” Judging from the bash the major threw last week in
He co-produced his first A&M LP with José Quinta- Nevg Y%rk for his debut albqu, “Con ElsPaso Del 35 | u 86 THE BEST OF WOLFGANG AMADEUS MOZART PH;LLEIP\?|:1LZE-\2:,|4A(§DR)|NER
na; it was recorded at the A&M Studios in L.A. It is Tiempo,” Perales will be one of the big names in the ) SPIRITUALS  pHILIPS 412-631 (CD
distributed in the U.S. Latin market by RCA Interna- CBS roster. 3% 218 HE e SIMON ESTES
tional, in Latin America by CBS, and in Europe b i
Polydor. The album will be released in Spain, anI()I An}i BRAZILIAN SINGER Roberto Carlos is already— 37 | a2 | 3% | THE DES.ERT MUSIC. nonesucrzstor o STEVE REICH
gel plans to record half of it in Italian for European along with Julio Iglesias—at the top of the CBS ros- MISHIMA SOUNDTRACK  NONESUCH 79113 (CD.
distribution. Next month the artist will make a promo-  ter. On June 13, he will be making his debut appear- 38 1383 e PHILIP GLASS
tional tour of Latin America. ance at Radio City Music Hall. Carlos, whose Portu- RESPIGHI: THE PINES OF ROME  ANGEL DS-3 D
“It took us two months to record the album. And guese-language recordings have sold more than 20 39 |16 ' pH|LAdEE§:|,(A O)RCHESTRA (MUTI)
though almost all the musicians were Americans, I  million copies in his native Brazil, records in Spanish BOLLING: SUITE FOR FLUTE AND JAZZ PIANO
could tell they were enjoying working with my materi- for the U.S. Latin and Spanish-American markets. 40 | w|se8 ' @ JEAN-PIERRE RAMP:ESSI.S::JSSE(CI?OLLING
al.” Since October Angel has been living in L.A., con- . A , —
(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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TOP j Azz ALBUMS ..

by Peter Keepnews

FRANK FOSTER is the new leader of the Count
Basie Orchestra. The choice of the veteran saxophon-
ist was an inspired one on the part of the Basie organi-
zation—as was the choice, early last year, of the man
Foster is replacing, trumpeter Thad Jones.

Foster and Jones have quite a bit in common. Both
played with Basie’s band during its glory years in the

= Compiled from a national sample of retail store
< % g,» | and one-stop sales reports.
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=l gk T Tk NOIT *h© - oy
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i e it o LOVE WILL FOLLOW
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[i= o e ALONE/BUT NEVER ALONE
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- MAGIC TOUCH
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\i"‘” 2o, Hi THIS SIDE UP
EF, 11| 7 | SKYWALK zeRa/MCA 2€8 5715/MCA
=l | THE BOHEMIANS
7 4| n PAUL WINTER  LIVING MUSIC LMR 6 (CD) -
CANYON
8 635 WYNTON MARSALIS  coLumsia FC 40009 (CDy
| BLACK CODES (FROM THE UNDERGROUND)
@ 33| 5 | PAT METHENY/ORNETTE COLEMAN  GEFFEN GHS 24096/WARNER BROS
SONG X
10715 SADE AZ  PORTRAIT FR 40263/EPIC (CD)
PROMISE
11 10123 DAVID GRISMAN  2EBRA/ACOUSTIC ZEA 6153/MCA
| ACOUSTICITY
@}‘; 17| 5 | THE CHICK COREA ELEKTRIC BAND  Gre a-1026
THE CHICK COREA ELEKTRIC BAND
@ 18] 9 CABO FRIQ  zEBRA/MCA 5685/MCA
RIGHT ON THE MONEY
T _15 i 15 PERRI  ZEBRA/MCA 5684/MCA
CELEBRATE
FEY LYLE MAYS  GEFFEN GHS 24097/WARNER BROS
@ A LYLE MAYS
“1 5 -21 5 NANCY WILSON  coiumBia FC 40330
nem | KEEP YOU SATISFIED
17 13| 21 JOHN BLAKE  GRAMAVISION 18-8501-1/POLYGRAM
| TWINKLING OF AN EYE
ST} JONATHAN BUTLER  Jive Ji8-8408/ARISTA
I“E" % }:3 | INTRODUCING JONATHAN BUTLER
19 |9 |25 | THE MANHATTAN TRANSFER  ATLANTIC 82166
VOCALESE
20 (19|29 HIROSHIMA  eric BFE 39938
ANOTHER PLACE
| DAMON RENTIE  1BA TB 212/PALO ALTO
@ o DESIGNATED HITTER
22 |21 DAVID SANBORN  waRNER BROS 25150-1
STRAIGHT TO THE HEART
23 |20 |27 DIANE SCHUUR  GRre A-1022 (CD)
. SCHUUR THING
24 luln VARIQOUS ARTISTS  GRrP A-1023 (CD)
GRP LIVE IN SESSION
@: 27| 5 KITARO  GRAMAVISION 18-7016-1/POLYGRAM
MY BEST
26 |26 5 MILTON NASCIMENTO  POLYDOR 8276381
ENCONTROS E DESPEDIDOS (MEETINGS AND FAREWELLS)
27 |25 13 VARIOUS ARTISTS  WINDHAM HILL WH-1048/A&M (CD)
N | WINDHAM HILL RECORDS SAMPLER'86
28 | 161531 MICHAEL FRANKS  waRrNER BROS 25272
i SKIN DIVE
29 |12 51 DAVE GRUSIN & LEE RITENOUR  GRP 1015 (€D)
HARLEQUIN
30| NEWD RUSS FREEMAN  BRAINCHILD 8603
NOCTURNAL PLAYGROUND
31 | 23| 59 GEORGE HOWARD 18 TB 205/PALO ALTO
| DANCING IN THE SUN
I\__-J'_z_:, 393 JEAN-MICHEL JARRE POLYDOR/DREYFUS 829125-1/POLYGRAM
= RENDEZ-VOUS
ETh | IVAN LINS  PHILIPS 822672-1/POLYGRAM
(3335 3 JUNTOS (TOGETHER) |
I 34 | 28 | 65 : SADE A  PORTRAIT BFR 39581/EPIC (CD)
B DIAMOND LIFE
35 |30/ a9 SPYRO GYRA  McA 5606 (CD)
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NEW) VARIOUS ARTISTS Mca 5692
. | MCA MASTER SERIES SAMPLER '86
37 (34|94 GEORGE WINSTON @®  wiNDHAM HILL C 1012/A&M (CD)
| AUTUMN
O.T.B.  BLUE NOTE BT 85118/CAPITOL
38 40|13 = OUT OF THE BLUE
CHUCK MANGIONE COLUMBIA FC 40254
?.JEWD SAVE TONIGHT FOR ME
NEW D AHMAD JAMAL  ATLANTIC 81645
] ROSSITER ROAD

OAIbums with the greatest sales gains during last two weeks. (CD) Compact Disc available. ® Recording
Industry Assn. Of America (RIAA) certification for sales of 500,000 units. & RIAA certification for sales of

one million units.

Foster fathers big ideas
about the Count Basie band

’50s and early ’60s; Jones was with Basie from 1954-63,
Foster from 1953-64. Both are accomplished instru-
mentalists who are equally well known as composers
and arrangers. And both went on to lead their own big
bands after leaving Basie.

Jones is better known as a bandleader than Foster,
having served a highly visible 14-year tenure as co-di-
rector of the ensemble now known as Mel Lewis & the
Jazz Orchestra. But Foster is better known as a com-
poser, having written a number of staples of the Basie
book, chief among them the classic “Shiny Stockings.”

Why is Jones no longer leading the band? For the
record, the Basie organization’s Aaron Woodward III
will only say that “We decided to go our separate
ways’”’ after failing to agree on the terms of a new con-
tract. Jones, through a spokesman, has said essential-
ly the same thing.

Whatever the underlying reasons for the change,
it’s clear that they’re not musical. It’s widely acknowl-
edged that Jones did an excellent job of lighting a fire
under the Basie orchestra following the potentially de-

moralizing death of its legendary leader. Woodward
calls him “a great musician and a jazz giant,” and Fos-
ter—who was at one point a key member of the Thad
Jones-Mel Lewis aggregation—says, ‘I have more re-
spect for Thad than for almost any composer/orches-
trator in the world.”

Foster—who says the offer to take over for Jones
“really came from out of the blue”’—sees his mandate
as “upholding the Count Basie tradition” without
standing still creatively. “I think my concept [as an ar-
ranger] is as close to the Basie concept as you can
get,” he says. “The chief gave me a lot of clues as to
what he liked and didn’t like. The most important
thing he taught me was to keep it simple.”

Foster is prepared to do a lot of writing for the
band, and a lot of playing, too. “I'm not going to ego-
trip out,” he says, “but I plan to make as strong a con-
tribution as possible, instrumentally as well as orches-
trally.” One of his long-range goals is to feature indi-
vidual members of the orchestra more extensively. “I
want to do what Duke [Ellington] did,” he says. “He
wrote for the individuals, not for the instruments.”

Foster’s new gig means he must curtail his other
bandleading activities, which have been considerable:
In recent years he’s been leading no fewer than four
ensembles, ranging in size from quintet to big band,
as well as co-leading a quintet with saxophonist Frank
Wess, another Basie veteran.

He officially ascends the Basie Orchestra podium on
June 18 in Detroit. His first week as leader will be a
busy one, including a performance at the JVC Jazz
Festival in New York and a recording session for the
Japanese Denon label.

EGTERN

by Bob Darden

JIM MURRAY, WHO SPENT 20 years with the
Imperials, has resurfaced after leaving the group ear-
lier this year. Best-known as the high tenor voice be-
hind hits like “Lord Of The Harvest” and ‘“Sound His
Praise,” and as the tenor cowbell on “Sail On,” Mur-
ray has launched a solo career. He’s recently appeared
with the group New Song and can be heard on their hit
single “Trophies Of Grace.”

For information on Murray’s career and tour dates,
contact Alpha & Omega Productions, P.O. Box 1763,
Daphne, Ala., 36526, or call (205) 626-5362.

HADIO: No. 1 at WLIX-AM in Bay Shore, N.Y. is
“Where Your Heart Is” from GLAD’S “Champion Of
Love” album ... WJTL in Lancaster, Pa., recently
concluded a month-long promotion in support of a
Steve Taylor concert in the Susquehanna Valley ...
No. 1 at WNOP in Cincinnati is the Rev. S.T. Jerdo’s
“On The Jericho Road.”

Jim Channell’s superb “Christian Countdown
America” surely has scored some kind of first in reli-
gious radio. In addition to being heard in 30 states and
Canada, it is being broadcast weekly on the U.S.S.
Ohio, the U.S.S. Georgia, the U.S.S. Florida, the U.S.S.
Michigan, the U.S.S. Henry M. Jackson, and the entire
Trident submarine fleet ... No. 1 at the eclectic non-
commercial WUSB-FM at SUNY in Stony Brook is
Adrian Snell’s “Feed The Hungry Heart.” WUSB has
also featured recent interviews with two of my favor-
ite artists: The Call and Bruce Cockburn.

MOVES: John Schlitt, formerly with Head East (re-
member “Never Had Any Reason?”) has replaced
Greg X. Volz as lead singer for Petra. The new Petra

is currently in the studio . . . Jeff Mosley from Myrrh
Records to Reunion Records in Nashville as director
of marketing . . . Rick Hardy has been named market-
ing director for Epoch Universal Publications Inc.
... Orva Koenigsberg has retired as media director
and account executive for Domain Communications
... Jerry Park has been named executive vice presi-

Jim Murray has resurfaced
with a new solo career

dent and general manager of the Zondervan Music
Sales Division ... Benson has signed a distribution
agreement with the Frontline Records label, bring-
ing artists like the Altar Boys, Bloodgood, Oden
Fong, and Wild Blue Yonder to a wider audience ...
After 7 '/, years together, Paul K. Logsdon and
GLAD are parting company. Logsdon is the station
manager of WITL in Lancaster, Pa. .. . Blanton/Har-
rell Tour Management is now located at 120 30th Ave-
nue No., Nashville, Tenn., 37203

NEW RELEASES: “Everlasting Light,” a compila-
tion of songs by Sandi Patti, Steve Green, the Impe-
rials, Don Francisco, and others, has just been re-
leased on K-Tel's Arrival Records ... Steve and An-
nie Chapman’s family musical, “‘Bindu Use
Together,” has been released on Star Song Records
... Canadian artists elim Hall debuted this month on
Reunion Records with “Things Break.” The album
was produced by Gary Chapman and percussionist
Tim Marsh.
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WHAT | LIKE ON MY OWN

@D & | 0 || B || sullida 3 weeks at No. One ANTHONY AND THE CAMP O 1| 1| 9| oMo 4 weeks at No. One © PATTI LABELLE & MICHAEL MCDONALD
(2)] 5 18 5 JUMP BACK (SET ME FREE) SLEEPING BAG SLX-19 DHAR BRAXTON (2)] 2 5 9 THE FINEST 148U 42905364 /EPIC THE S.0.S. BAND

3 3 3 9 ALL PLAYED QUT DANCE-SING DS 802 L.LF.E. 3 5 7 8 WHAT | LIKE wARNER BROS 0 20449 ANTHONY AND THE CAMP
()| 8 | 16 | 4 | BABYLOVE aranmicosssis REGINA 4 | 3 | 4 | 13 | WESTEND GIRLS (REMIX) EMiAMERICAY 19206 ® PET SHOP BOYS

5 | 41 5 | 7 | MOVEAWAY (REMIX)/SEXUALITY VIRGIN/EPIC 49-05360/EPIC ® CULTURE CLUB (5)1 10 | 8 | 6 | LIVETOTELL st 020461 WARNER BROS # MADONNA
@ 7 11 6 SHADOWS OF YOUR LOVE D J. (NTERNATIONAL DJ 777 J.M. SILK 6 7 12 9 SAY IT, SAY IT agmsp.12175 & E.G. DALY
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8 6 7 8 | LOVE MY RADIO (MIDNIGHT RADIO) EMERGENCY EMDS 6561 TAFFY 8 9 11 6 JUMP BACK (SET ME FREE) SLEEPING BAG SLX-19 DHAR BRAXTON

9 2 2 10 SAY IT, SAY IT agmsp12175 & E.G. DAILY 9 8 10 8 MOVE AWAY (REMIX)/SEXUALITY VIRGIN/EPIC 49-05360EPIC & CULTURE CLUB
13 | 18 | 7 | THEFINEST 1asuaz9 0s36asepic THE S.0.S. BAND 14 | 17 | 6 | NASTY (REMIX) aemsei2178 © JANET JACKSON
AD| 15 | 20 | 6 | DIGGING YOUR SCENE (REMIX) rcapw.1a327 ® THE BLOW MONKEYS 10| 11| 6 | 18 | ICANTWAIT aranTico 86828 ® NU SHOOZ
Q2| 26 | 4 | 3 | VANITYKILLS (REMIX) MERCURY 884 714 1 POLYGRAM ® ABC 12| 6 | 2 | 12 | KISS(REMIX)/LOVE OR MONEY ® PRINCE & THE REVOLUTION

PAISLEY PARK 0-20442 WARNER BROS
dA3)| 16 | 23 | 4 | RUNNING rommysOY 18877 INFORMATION SOCIETY 1316 ] 2 | 5 | PETERGUNN @ THE ART OF NOISE FEATURING DUANE EDDY
CHRYSALIS 4V9-42992

19 | 25 | 4 | NASTY (REMIX) aamspi2178 JANET JACKSON 14 | 15 | 16 | 6 | THEHEAT OF HEAT QWEST 0.20462/ WARNER BROS PATTI AUSTIN
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24| 22| 24 | 5 | ONTHE MOVE SRE 0-20044 WARNER 8ROS THE JAMAICA GIRLS 31 | — | 2 | SLEDGEHAMMER (REMIX) GEFFEn 020456 WARNER BROS © PETER GABRIEL

25 | 11| 4 | 17 | SOMETHING ABOUT YOU (REMIX) POLYDOR 883 957-1 /POLYGRAM ® LEVEL 42 (@5)| % | — | 2 | RUMORS/VICIOUS RUMORS sav 001 mACOLA TIMEX SOCIAL CLUB
33 | 32 | 5 | MYSTERY OF LOVE 0 nTernaTIONAL D) 892 FINGERS, INC. 2 | 41 | 4 | STARLIGHT oce 16r 1005 LAUREN GREY

27| 28 | 3¢ | 6 | ALLINEEDIS A MIRACLE ATLANTIC PROMO # MIKE & THE MECHANICS @D| 27 | — | 2 | |'WANNABE A COWBOY proriLe PrO-7084 # BOYS DON'T CRY

28 | 28|30 | 4 | STARLIGHT oict 1or1005 LAUREN GREY 3% | — | 2 | VIENNACALLING (REMIX) asmse.12182 ® FALCO
@ 39 | 43 3 100 MPH PAISLEY PARK PROMO/WARNER BROS MAZARATI 29 | 23 15 17 I'LL BE ALL YOU EVER NEED JAMPACKED JPI. 20001 MUSIC SPECIALISTS TRINERE

30 [ 32 ] 33| 5 | LOVETAKEOVER (REMIX) rea pw-14324 ® FIVE STAR 46 | 27 | 16 | HIT THAT PERFECT BEAT wmca 23605 © BRONSKI BEAT
@D| 9 | — | 2 | SLEDGEHAMMER (REMIX) GEFFEN 020456 'WARNER BROS © PETER GABRIEL @D] 38 | — | 2 | OHL'AMOUR (REMIX)/WALK ON DOWN THE LINE ERASURE

2| 12 8 9 ONE WAY LOVE 1omMMY 8OY T8 866 TKA 32 | 28 | 36 7 ALL PLAYED OUT DANCE SING DS-802 LAFE.
(33)| NEWD | 1 | EXPERIENCE susnvviewsunass CONNIE @3)| 35 | — | 2 | TELLME (HOW IT FEELS) mca 23623 52ND STREET
@ 43 l — 2 STARGAZING vANGUARD SPV 90 ALISHA 34 32 32 4 FUNKY BEAT (REMIX)/WHODINI MEGAMIX jive JD1.9462 ARISTA & WHODINI

THE DREAM TEAM IS IN THE HOUSE! _ I'LL TAKE YOU ON/HUNGRY FOR YOUR LOVE

(35| NEWp | 1 | THEDRE L.A. DREAM TEAM @5)| o R || IR HANSON & DAVIS
44 | — | 2 | JUST ANOTHER LOVER cotumsia 4405363 © JOHNNY KEMP 39 | 46 | 5 | THEDREAMTEAMIS INTHE HOUSE! L.A. DREAM TEAM
(@) ENEW, R I IR0 1A MOURIBEMD MO IDOIVAREEILINE ERASURE @D 41 | 31 | 7 | IFYOULEAVE asmse 12176 © ORCHESTRAL MANOEUVRES IN THE DARK

8 | 29| 2 | 7 | SECRETS(IWONT TELL)/WE ARE THE BOYS UNTIL DECEMBER 38 | 25| 29 | 11 | CRUSHON YOUmca23613 ® THE JETS

39 37 35 5 MY LATIN LOVER SUNNYVIEW SUN 434 Q-PID FEATURING NIKKI Q 39 30 18 7 NEVER AS GOOD AS THE FIRST TIME PORTRAIT 4R9.05375 EPIC @ SADE

40 | 36 | 37 | 5 | ADDICTED TO LOVE iSLAND PROMO/ATLANTIC © ROBERT PALMER NEWD | | | PEE WEE'S DANCE cLikTRA 0.66850 JOESKI LOVE
NEWD | | | STRANGE LANGUAGE CoLumBia PROMO DEBORA IYALL 41 | 37 | 42 | 4 | JACK YOUR BODY unotrcrounoun ol STEVE ‘SILK' HURLEY
NEWD | 1 | JANE GET ME OFF THIS CRAZY THING!/THE JETSONS VARIOUS ARTISTS NEWD | 1 | I'MYOUR MAN (REMIX) rca 1o 14330 BARRY MANILOW

43 | 46 l 48 | 3 | AREYOUWIDIT @ wo PRIVATE POSSESSION FEATURING HUNTER HAYES NEWD | | | HEADLINES soLR0.66851 ELEKTRA MIDNIGHT STAR
NEWD | 1 | FUNKY BEAT (REMIX)/WHODINI MEGAMIX JivE JO1 9462 ARISTA © WHODINI 84 | 33 | 33 | 8 | ONEWAY LOVE rommy o 18866 TKA
NEWD | 1 | HEADLINES soLaR 066851 ELEXTRA MIDNIGHT STAR 45 | — | 2 | DANCIN IN MY SLEEP NGHTWAVE NWDS-2001 SECRET TIES
NEWD | 1 | WHATYOU GONNA DO ABOUT IT (REMIX) TOTAL CONTRAST 48 | — | 2 | CENTRAL LINE rieerwoon Fwoos LEVEL 3

47 | 25 | 17 | 10 | PRISONER OF LOVE ah & 8way waY-421 ISLAND MILDRED SCOTT RE-ENTRY R TV UG G AR (Y © JERMAINE STEWART

8 | 45 | 47| 3 kg‘{ii?g’:ys“ooﬁy You MODERN-NIQUE FEATURING LARRY WOO 48 | 50 | 40 | 3 | DANCE WITH ME mPORT (WEA UK ALPHAVILLE
NEWD | 1 | SUSPICIOUS MINDS (REMIX) RS 23626/Mch ® FINE YOUNG CANNIBALS 49 | 49 | — | 2 | SEXMACHINE suTRasup.0as THE FAT BOYS
@ NEW)D 1 LIKE A TIGER (REMIX) MOSAIC/CBS ASSOCIATED 429-05371 /EPIC MICHAEL ZAGER NEW) 1 JUST ANOTHER LOVER cOLUMBIA 43-05368 ® JOHNNY KEMP

0 1. SET FIRE TO ME (REMIX) WILLIE COLON asm 0 1. MAD ABOUT YOU (REMIX) BELINDA CARLISLE 1rs

- 2. RUMORS/VICIOUS RUMORS TIMEX SOCIAL CLUB sav N 2. DIGGING YOUR SCENE (REMIX) THE BLOW MONKEYS rea
'— Titles with future '- Titles with future !
S | chart potential 3. OPPORTUNITIES (REMIX) PET SHOP BOYS £MIAMERICA = | chart potential. 3. BYE-BYE JANICE a1 & By
based on club play | 4. ARTIFICIAL HEART (REMIX) CHERRELLE 1asu © | basee on sales 4. AIN'T NOBODY'S BUSINESS BILLIE rLeeTwoop

(o) this week. 5. PEE WEE'S DANCE JOESKI LOVE ELEKTRA reported this week. 5. ONE HIT (TO THE BODY) THE ROLLING STONES ROLUING STONES

x x 6. GIVE IT UP FOR LOVE STEVEN DANTE IMPORT (COOL TEMPO.UK)

o <« 7. SUSPICIOUS MINDS (REMIX) FINE YOUNG CANNIBALS s,

l l 8. INSIDE TRACK NADEEN pow wow

& - 9. LIVING ON VIDEO TRANS-X ATCO

) (-]

o Titles with the greatest sales or club play increas:

otherwise indicated.

e this week. @ Video clip availability. ® Recording Industry Assn. Of America (RIAA) certification for sales of one million units. A RIAA certification for sales of two million units. Records under Club Play are 12 inch unless
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We have a complete selection of all U S
releases and all import disco records
We also expOrt to foreign countries

DISCO & DANCE 12"

U.5.A. & IMPORTS

(WHOLESALE FOR STORES)
USACANADASENGLANDSGERMANY
ITALY4FRANCGESHOLLAND

Send for our free fiyer isting all titles we
stock, U S. & Imports We specialize n U S
small label product, call us tor best service
and information

US & CANADIAN 12" Its True—Mick Silver

Scratch My Name (Rmx}—C Conn.
3rd Time Lucky—Pearly Gates
Communicate—M.C.L

Fly To Me (Rmx)—Aleph

Reflex Action—L. Thomas
Destiny—D.S.M.

Get Up—High Society Grrls

Run To Me—Tracy Spencer
Master Mix # 2 (MEXICO)

Say You Love Me (Rmx}—Lime
One For The Money—Sleeque
What's The Deal— C. Williams
Time To Jack—Chip E.

Love Cant Turn—Farley Funk
Funky Heartbeat—P Meyers
Hanson & Davis—EP

Man Thing—Shot

Match Made Up in Heaven—Jill
All Men Are Beasts—Man 2 Man
All Played Out—L.LF.E.

At Nobodys Business—Billie
Dance (Rmx)}—Joy St. James
Rumors—Timex Social Club
Be Bumping Fresh—C. Brown
Hungry For Love—Capricorn
JB Traxx—Duane & Co

Baby Can Work Me—J Edwards
No News is Good—Kreamcicie
Two Of Hearts—Stacey Q
Pistol (Rmx) L. Pellay
Heartache—Jern True

DISCO CLASSICS
EUROPEAN 12”8
Bambaala's Theme—A Bambaata
007 (US Rmx)—Bondetts
Light (US Rmx}—Peppermint
First Hand Exp.—V-Project
Lover Tonight—K. Cole
Love Memones—Ty Benakin
Can't Live (rmx)—Suzy Q

Cant Fake The Feeling—G Hunl
La Bamba—A. Rodriquez
Something Wicked—Peter King Feels Like Im In Love—K. Marie
Love Spy—Mike Mareen ALL DIVINE 12"

Love Really Hurts—Bad Boys Blue ALL LIME 12" 4 Lps

S$.0.S Bandito—Carrara Mix Your Own (Lps)

From You To Me—Sil Pozzolh
DJ Track # 1—Fresh Colour
Disenchanted—Communards

Loy al UNIQUE REGORD DIST.

855 [E} COMKLIN ST, FARMINGDALE. MY 11735
{516) 694-4545 o o

Expansions—Chnis Paul

+ Over 500 Other Classics

BE THE BEST
AND BEST PAID DJ IN TOWN

Don’t take chances with your mixes. Achieve those perfect (right on key)
overlays every time.

THE ULTIMATE SERVICE to conscientious DJ’'s providing technical
music data previously so hard to get.

e What key new songs are in, classics too

e Charts showing which keys overlay harmonically

e Accurate BPM beginning and end of record

¢ Phrasing of intro, midbreaks, endbreaks diagramed

WEEKLY INFO ON ALL CHARTED 12" RELEASES!
® Also reviews, hot mix suggestions.
® FREE JUNE SERVICE to all Billboard readers
(includes past year's hits keyed.)

ST |n/
\\\\ 'V,

If you have an ear for music already, just imagine how good
you'll sound when you command total mastery of the music
you play.

Just $20/month direct weekly service—3 month minimum
$15/month, if you sign up for a year.

Contact Stuart Soroka 305-294-4491

HARMONIC KEYS DANCE MUSIC SERVICE
819 Peacock Plaza, Suite 596, Key West, FL 33040

by Brian Chin

SINGLES: Gwen Guthrie’s “Ain’t
Nothin’ Going On But The Rent”
(Polydor) follows up one of the
great sleeper hits of recent years,
1985’s “Padlock,” which emerged in
remixed form from the under-
ground to major black radio and re-
tail success. The new cut is very
much in the deep-breathing, moody
style of last year’s hit; appropriate-
ly, it’s being packaged with a “‘re-
mix”’ already tacked on. Four ver-
sions are included—a vocal and dub
mixed by Mark Berry and Poly-
Gram’s Tony Prendatt and two
heavier mixes by Larry Levan. A
fifth track, the ballad ‘‘Passion
Eyes,” rounds out the disk ...
Timex Social Club’s “Vicious Ru-
mors” (Jay) isn’t news to black ra-
dio, where it’s already a significant
hit, but the clubs are just getting
into it. The soul-group vocals and
rudimentary arrangement are tak-
en apart in an unshowy longer ver-
sion of the bulleted single—the
identical cut, though the standard
single is merely titled “Rumors.”

oDDS AND ENDS: Brenda and
the Tabulations’ “Let’s Go All The
Way (Down),” soon to come on the
recently noted PolyGram dance
classics series, is now a powerful 8-
minute Philly workout as re-edited
by Danny Krivit; formerly discard-
ed passages have been restored to
the cut, and it sounds like the sleazi-
est record ever out of that city ...
Pieces of a Dream’s “‘Say La La”
(Manhattan) is low-key for a dance
cut, but naggingly attractive, funk/
go-go stripped down to a skeletal
state by Aldo Marin’s B-side remix

. Lana Pellay, apparently a no-

torious transsexual celebrity in Eu-
rope, turns in “Pistol In My Pocket”
(TSR), a Dead or Alive-styled Hi-
NRG that should probably cross
dance rock. Willi Morrison, of THP
Orchestra and the Skatt Bros.’ soon-
to-be-released “Walk The Night,”
co-produced. The U.S. TSR release
will have two new mixes, one by
Bob Miro and one by Razormaid’s

It's being released
in four versions

Warren Sanford .Migquel
Brown’s three-cut 12-inch, released
here on Mega/Record Shack, con-
tains two relatively laid-back cuts,
“Close To Perfection,”” a pretty
near-ballad mixed by Morales &
Munzibai, and “On The Radio.”
“One Hundred Percent” is more her
usual speed, though a bit less hyper
than “So Many Men.”

Catching up on some recent al-
bums: Wally Badarou’s EP on Is-
land Visual Arts contains remixes
of the charted hits “Chief Inspec-
tor” and “Novela Das Nove,” along
with three others, “Endless Race,”
a relaxed, jazz-pop instrumental,
and ‘“Hi-Life,” which has more fes-
tivity to it than you’'d ever think
could come out of a machine.

“So,” (Geffen), Peter Gabriel's
latest, is highly accomplished over-
all. Aside from ‘‘Sledgehammer,”
we might look for “Big Time” as a
later remix, but the rest of the al-
bum is a real fascination, head mu-
sic with guts ... “Big And Beauti-
ful” (Sutra), the third Fat Boys al-
bum, is sort of one long commercial

for the inevitable line of Fat Boys
film and souvenir merchandise to

come ... Check into: ““In The
House,” with its strange simulated
choral effects, and “Breakdown,”
the least bubblegum cut here ...
Pauli Carman'’s “Dial My Number”
album (Columbia) has a second Sys-
tem number, “Lose Control,”’ char-
acteristically sharp and eclectic.

Nu Shooz’ “Poolside” (Atlantic)
which made an impressive album
chart debut last week, sports mix
credits by Shep Pettibone, Freddy
Bastone, and Timmy Regisford:
“You Put Me In A Trance” is a sexy
midtempo mixed by Regisford, and
“Point Of No Return” (mixed by
Pettibone) is the heaviest cut on an
album whose appeal is basically pop
(as if that needed saying). By the
way, the central sampled break
from the original Pieter Slaghuis
remix of “I Can’t Wait” has been de-
leted from the album version. (But
you had the records involved any-
way, right?)

NOTES: It goes without saying
that Disconet remains in business
following the passing of its founder,
Mike Wilkinson. Poignantly, Dis-
conet celebrated its 100th issue this
month; the principals of the compa-
ny are Laurie Ingber, Raul Rodri-
guez, Pat Rossiello, and Steven
Von Blau. Rodriguez, whose first
productions and mixes appeared on
Disconet and Importe/12, is now
president of Importe/12.

fere we ... Sfack & how presen

The Leading European Dance & Disco Label

\

[ A4

Tel. 516-568-3777

| ARY| EELY ZYX
BERNHARD MIKULSKI

DISTRIBUTION LIMITED

Airport Industrial Office Park
145th Ave. and Hook Creek Blvd. Valley Stream, New York 11581

Telefax: 516-568-1125 Manager: Giinter Blum

..wholesale inquiries requested. . .

RADIO STATIONS . ..

*We have the “Hard To Find” records from artists like:
Max Him - Miko Mission - Grant Miller - Linda Joe Rizzo(Ex-Flirts)
Arabesque (Sandra, Jasmin, Michaela), and a lot of others

Please ask for free promotion copies . . .
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MANUFACTURERS
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DISTRIBUTORS

166 Central Ave.
Farmingdale, NY 11735, USA
(516) 752-9824

TELEX: 221618 FARRA UR

FAERRALANE

Enferprises.

Write or call for tree catalog '
nC. -
Fo301 Heli- Fresnell
) copter
Beacon

- Mirror
- Ball

* MIRROR EFFECTS
* PIN SPOTS
* RAIN LITES

* HELICOPTERS
* SPEAKERS

* MIXERS

* ROPE LIGHTS

Installattons through autharized aealers woridwide include
2 CRAZY HORSE—CHILE + CLUB HIPPOPOTAMUS—MEXICO
| SCARAMOUCHE—MEXICO + COMMERCIAL CENTER—VENEZUELA
SALTY DOG—NEW YORK = LA CASCADA—PANAMA
DISCOTECH ESTRAMBURGO—PANAMA / TRADEWINDS—
| NEW JERSEY I

Rope Lights * THEATER LIGHTS
* CONTROLLERS

* NEON

AT =

P e N
Getting The Message. Billboard's Italian general manager, Germano Ruscitto,
gets his point across to SIB personalities at the Rimini-based international
disco/dance equipment fair. They are, from left, Mauro Malfatti, SIB vice
president; Bruno Dedoro of Coemar; Clay Paky, co-owner of Pasquale Quadri;
SIB president Ignio Bonetti; and Giulio Savoldi, Clay Paky co-owner, .

4th SIB Equipment Manufacturers Meet
Italian Confah A Success

non-stop

performance

MDJS Series

For the professional disc jockey who wants a mobile sound system that delioers nons(op
performance, there's PFD’s MBJS Series.
Each system features apream> mixer, micsophone. 2 direct-drive t-mtables, power xnpimer
and matching speaker system.
And for go-anywhere portability, the entire system is wapped in protective carpat and
features heavy duty carwying handles and caste-s.

Numark Electronics:C

Gereral Office: 50= Newflek

Awe Rarizan Cer |er, EdisonNJ 38837'201) 2253222

Telex: 287-249 Edir Fax (201) 2372155
Wes=t Coast Brancs 4486 Bunwsy Slmd, Simi Valley, CAB3083{805) 522-3550
Telex: 287-313 Sim Fax (805) 584-8416

See us at CES, boctn 4903 and NAMM, booth 30t

BY GERMANO RUSCITTO

RIMINI Increased attendance

and a more widely international

flavor were the hallmarks of the
4th SIB disco/dance equipment ex-

hibition, which took place May 6-9

on a 59,000 square foot site.in this

[talian resort town.

Some 12,000 visitors attended,
up 20% from the 1985 figure, in-
cluding nearly 2,000 from over-
seas. West Germany, France,
Switzerland, the U.K., Spain, Hol-
land, and the U.S. were the most
heavily represented territories.

Of the 350 exhibiting companies,
13 were from Britain (compared
| with only three last year), six from
| Spain, five from West Germany,

three from Switzerland, two from

{ the U.S., and two were from

| France.

I Overall, about 116 foreign trade
names were represented, either di-
rectly or through their Italian dis-
tributors.

! British participation was semi-

| officially supported by PLASA

(Professional Lighting & Sound
I Assn.), and official U.K. govern-
| ment support for next year’s event

is reportedly likely. Spanish partic-

ipation, organized by the annual

{ Sonimag sound equipment show,

1 was official, and was supported by
Spain’s show business equipment

| manufacturers’ association, AITA.

The Italian presence was inev-
itably massive, with all APIAD

(Italian Assn. of Disco & Dance
| Venue Equipment Manufacturers)

members attending, led by Coemar

and Spotlight. Clay Paky, one of
the market leaders, though not an

i APIAD member, was also present.
SIB vice president Mauro Mal-

fatti said afterwards that the show

was an international event aimed
at international buyers, of whom

1,700 had attended. He said that to

increase its scope, efforts would

be made to boost U.S. participa-
tion. SIB is looking for a stateside
representative.

Reaction from attendees ap-
peared positive, both in terms of
contacts and firm deals. Pasquale
Quadri, co-owner of Clay Paky,
said: “SIB is the leading exhibition

of its kind in the world, and [it is]
particularly important for us as we
export 80% of our production.”

Coemar owner Bruno Dedoro
echoed Quadri’s view. Coemar in-
creased export sales, currently
around 60% of turnover, by one
half in 1985, and expects a similar
increase this year. Both Coemar
and Clay Paky’s SIB stands were
in effect disco-dance venues in
their own right, designed to show
off lighting and other equipment
at full scale.

Spotlight, another leading Ital-
ian company, is also expanding ex-
port trade, which is now almost
50% of production. Said managing
director Augusto Andraghetti:
“Although some SIB attendees are
either small operators or simply
curious spectators, we handle a lot
of firm business at the show. And
at least half our contacts were
with international participants,
possibly as a result of the show’s
strong overseas promotion.”

Louis Woike, General Electric’s
marketing manager for Europe,
North Africa, and the Middle East,
said he was impressed by the high
technology exhibited in the hard-
ware

[talian operations manager
Giordano Grenzi noted that it was
the first occasion General Elec-
tric’s special-lights division had
participated directly in a European
exhibition. “We distribute in Italy
through Coemar and Spotlight,
but we wanted to emphasize the
wide range of material we can of-
fer as well as our new products.
We feel the market is good, and
sales are growing here. SIB is also
growing, is well organized, and is
well-known abroad.”

Ferninando Ferrari, RCF sales
manager, whose company exports
professional PA equipment world-
wide, said: “SIB was very positive,
and allowed us to present our vid-
eo projector systems and satellite
receivers. [ would expect the show
to keep expanding for at least an-
other three years. Foreign visitors
were about 10% of the total, but all
were interested and interesting:
That is, [they were] actual buy-

(Continued on page 40)
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DISCO/DANCE CONFAB

(Continued from page 38)

ers.”

Emilio Ortega Olallia, export
manager for Spanish firm Kre-
mesa, added: “SIB is an excellent
meeting place, and unique in the
sense that it is wholly devoted to
disco/dance venue technology.”
And at British company Zero 88,
sales and marketing head Freddy
St. John-Lloyd said he could meet
buyers from Mexico, Japan, Singa-
pore, and Hong Kong who would
not attend the PLASA show in
London, though the latter had
more American participants. “Fur-
thermore, SIB is the prime meet-
ing place for European operators;
the cost of stand space is cheaper
than other events, at $33 per
square meter [1.20 square yards],
and it’s held at a good time of the
year.”

Despite this view, SIB may move
to March next year. It is seen as a
better date in that it will leave the
industry more time to produce ma-
terials ordered during and immedi-
ately after the show, for delivery

before the summer season.
APIAD favors such a switch and
would also like to see the show ex-
tended from four to five days, with
it starting on a Sunday rather than
a Tuesday.

‘We want to grow
from 4 to 5 days’

APIAD president Nicola Ticozzi
announced a number of official
statistics compiled by Italian per-
forming rights society SIAE. Eu-
rope-wide there are some 50,000
disco and dance venues, while in It-
aly alone there are 5,000 year-
round sites and a further 2,000
open in the summer months. In-
come has been increasing at the
rate of 15-20% annually, while cine-
ma earnings have declined. They
now stand at almost $330 million.
A similar amount is spent on
drinks.

The Italian disco equipment in-

dustry numbers some 500 compa-
nies, employs 10,000 staff, and
turns over an estimated $1.6 billion
a year. APIAD member companies
export on average 35% of their pro-
duction.

One innovation this year was the
MAGIS cinema/theater/television
equipment showcase organized by
the Rimini Trade Fair Institute in
conjunetion with SIB. APIAD's
Mauro Malfatti said that the ex-
pansion of private TV in Italy has
led to the creation of over 300 pro-
duction studios.

Italy is now beginning to export
its programming to other parts of
Europe, and entrepreneurs such as
Silvio Berlusconi, owner of the
country’s three leading commer-
cial stations (Canale 5, Italia 1, and
Retequattro) are emerging as ma-
jor players in the expansion of Eu-
ropean broadcasting now under
way in France, Spain, and else-
where.

Digital Dynamite

DM1700T
Stereo Preamp Mixer with Read/Write Digital Echo

Now there’s a phono/mic/line mixer engineered to meet
the needs of today’s more innovative disc jockeys...
Numark’s DM1700T. It features advanced digital delay
technology to provide you with the finest in interactive

mixing control.

Utilizing high-density, 8-bit microprocessor technology,
the DM1700T enables you to store up to ¥ second
(480 milliseconds) of program material
from mic, phono.or line

ELECTRONICS CORP.

of a switch, you can play back the digitized source
material in conjunction with yeur main program, at
delay rates of 120 - 240 milliseconds, to create a wide
variety of special effects.

Two slider controls enable ycu to adjust the playback

inputs. Then, at
the flick

time and level of the digita! de ay program material and
reverberation effects. A built-in, six-band graphic
equalizer lets you tailor musicto meet a wide range of
program and acoustical requirements.

So,if you're tired of passive program mixing, then you

need the interactive control of the DM1700T. It's
packed with the digital dynarrite you need to put you
into the thick of action.

General Office: 503 Newtield Ave., Raritan Center, Edison NJ 08837
Tei: (201) 225-3222 Telex: 287-249 Edin Fax: (201) 287-2155

West Coast Branch: 4486 Runway Street, Simi Valley, CA 93063
Tel: (805) 522-3550 Telex: 287-313 Simi Fax: (805) 584-8416

See us at CES, booth 4903 and NAMM, booth 301.

38 Special Shooting For

New image,

BY LINDA MOLESK!

NEW YORK *“We want to be tak-
en seriously and not be seen as a
Southern rock band,” says Don
Barnes, lead singer and guitarist
for 38 Special. “We worked hard to
get out of that categorization,” he
says, adding that “Southern rock is
getting dated.”

After three consecutive platinum
albums, the band—which also in-
cludes vocalist Donnie Van Zant,
bassist Larry Junstrom, guitarist
Jeff Carlisi, and drummers Jack
Grondin and Steve Brookins—is
climbing the Top Pop Albums chart
with its latest A&M release,
“Strength In Numbers.” The al-
bum’s first single, “Like No Other
Night,” is No. 30 on the Hot 100.

Guitarist Carlisi says 38 Special
hopes to maintain its success
through hit-oriented songs.

“We want people to recognize our
songs for years to come,” says
Carlisi. “To achieve that you have to
have the attitude that you're going
to outdo the last project.”

To boost the hit potential of
“Strength In Numbers,” 38 Special
recruited songwriter John Bettis.
Primarily a pop writer, Bettis has
penned hits for artists like Michael
Jackson, the Pointer Sisters, and
Madonna.

“John was at a point in his life
where he wanted to go with a rock
act,” says Barnes. Bettis collaborat-
ed on five of the album’s 10 tracks.
Also called upon for their songwrit-
ing talents were Gary 0’Connor and
longtime Bryan Adams’ partner Jim
Vallance.

A&M'’s initial promotional cam-

Top 40 Hits

paign for the Keith Olsen-produced
album included servicing key album
and top 40 stations with a compact
disk of the single “Like No Other
Night” (Billboard, May 3). Some
1,000 copies were pressed at $3 per
unit, according to Barnes.

As added support, the group has
hired independent promoter
“Heavy” Lenny Bronstein. “We felt
radio would respect someone work:
ing for the group,” says Barnes.

The band is attempting to replace
its ‘“70s-style shaggy-haired image
with a more stylish, slimmed-down
look. Promo photographs of the
new-look 38 Special are being issued
to the press with a request to
“please remove or deadfile any old
photos that you may have of the
band.”

A video for ““Like No Other
Night” is being aired in power rota-
tion on MTV. It was directed by Jim
Yukich, known for his work with
Phil Collins, David Bowie, and Pat
Benatar. Yukich has also directed a
videlip for the album’s second sin-
gle, “Once In A Lifetime.”

Barnes says video airplay has
helped to expand 38 Special’s audi-
ence, but notes that extensive tour-
ing has been the key factor in gain-
ing exposure. ‘‘We do about 200
shows a year,” says Barnes. “We've
always been a live act.”

38 Special kicks off a world tour
next week, with Canadian rock act
Honeymoon Suite opening for the
band on its U.S. summer leg.

“It’s a great package,’” says
Barnes. “The entertainment factor
is important to us because of the
high ticket prices. We want people
to keep coming back.”

WHOLE LOTTA PROMOTION FOR ROCK VETERANS

(Continued from page 24)

istered by America Records,
through the Ed LaBuick advertising
agency of Palm Springs, Calif.

“We're trying a new marketing
approach with this album, trying to
reach people we normally might
not,” says Herb O’Mell, vice presi-
dent of operations for America Rec-
ords. “We're doing 90- and 120-sec-
ond nighttime spots on the Super
Station [Atlanta’s nationally broad-
cast WTBS] and in specially select-
ed cities as well.”

The TV spots, which broke in late-
May, are talent-based, combining
footage of Cash, Lewis, Perkins,
and Orbison in the studio with still
photos from their early Sun Rec-
ords days. Order information at the
end of the spots announces the
availability of “Class Of '55” in LP
and cassette configurations. At

presstime, a compact disk format
was being considered.

The reunion album was recorded
on a 50-50 studio-time split between
Moman’s American Studios and Sun
Studios, both in Memphis. Moman,
however, is careful to stress that
“Class Of '55” is not a nostalgia re-
lease.

“I had no intentions of going in
and cutting the old sounds,” he
says. “I asked everybody to write or
bring in a new song. Still, though,
especially at the Sun sessions, I
could hear the old sound in that
room. It was one of the most fun
things I've ever done in my life.”

Song Title & Artist.

TOM LEWIS'

THE DEFINITIVE HISTORY

OF DANCE MUSIC
Disco, Rock & Oldie Books.

Over 3,000 titles in each book,
listed in 8 sections by BPM, G

S

Discover why other professionals are subscribing to Disco &
Dance Beats. Call or write for free brochure 518-587-7733.

Established 1977

Disco Beats

Box A00'D - Ballston Spa. NY 12020
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Rebate And Free-Merchandise Offers
Moss Mounts Novel Promos

BY IRV LICHTMAN

NEW YORK Retailers can expect
more novel merchandising ploys—
used to move a line of budget classi-
cal cassettes—from Moss Music
Group.

After assessing a three-week re-
bate promotion held last March at
the Washington, D.C., unit of Tower
Records, Herb Dorfman, the label’s
vice president of sales, has decided
to try other ideas that draw on con-
cepts used by manufacturers out-
side the recording industry.

In the Tower promotion—which
was called “Buy Bach, Get A Buck
Back”—the customer was offered
four MMG cassettes for $9.99, enti-
tling him to receive $1 back after
mailing a rebate coupon to MMG’s
headquarters in New York. Accord-
ing to Dorfman, 1,800 cassettes
were sold.

Dorfman says he’s merely adopt-
ing ‘“‘contemporary marketing
ideas” used by retailers of other
product lines, such as appliances
and blank tape, to serve his label’s
own designs.

Dorfman says that MMG needs to
be aggressive in its merchandising
of budget cassettes because it gets
stiff competition from the majors,
which have largely followed MMG’s
strategy of releasing classical cas-
settes for less than $5.

The label, once more following
the lead of other product lines; is
now offering free product in cas-
sette promotions being tried out at
the Wiz stores in New York and a
Barnes & Noble outlet in Boston.
It’s a buy-three-get-one-free offer,
which Dorfman says will be trum-
peted with ads in newspapers. “This
is also something new for our indus-
try,” says Dorfman. ‘“We offer the
consumer great prices, but we don’t
ever give him something for free.”

As for the rebate program, anoth-
er Washington retailer, Olson’s, is
getting a shot at the program, and
the Great American Music Co. is
running the promotion in Minneapo-
lis. Dorfman says that Tower Rec-
ords may get back in the rebate pro-
gram via its chainwide Pulse maga-
zine, which is handed out free to
consumers.

etailing

Western Founder Passes The Reins
Sam Marmaduke’s Sons Guide Chain

BY EARL PAIGE

AMARILLO Sam Marmaduke, the
65-year-old founder of Western
Merchandisers, is yielding control
of the rack and 119-store retail oper-
ation to his sons and key staff.

Though characterized as acerbic
and impatient, the elder Marma-
duke allowed himself a rare display
of emotion when he presented a pair
of 15-year achievement awards dur-
ing a ceremony at the company’s re-
cent convention here.

“I’'m not going to say much about
these two. They’re my sons,” said
the senior Marmaduke. With that,
he tearfully embraced John and
Steve Marmaduke, Western Mer-
chandisers’ president and vice presi-
dent of purchasing.

As the evening progressed, the
founder’s inimitable style emerged.
“We regard people as an asset.
You're not here to learn to be a bet-
ter person, to develop a better per-
sonality, to walk on fire,” he said,
making an obvious reference to last
summer’s well-chronicled Record

by Mike Shalett

FOR THOSE who have been fans
of his since they “left their hearts
in San Franeisco,” it should come
as great news that Tony Bennett's
“Art Of Excellence” is available in
the form of a new album of the
same title, hopefully wherever rec-
ords, cassettes, and compact disks
are sold. It's Bennett’s first record
in 10 years.

This type of product offers quite
a few difficult marketing ques-
tions. Who are the fans, and are
they record buyers? If the answer
to the latter is yes, where and how
can they be reached, first to be told
about and then sold on the new al-
bum? Will you allocate valuable
end cap or window space? If not,
can you possibly sell records with-
out their display push?

Kudos to Tony Bennett and CBS
Records, which has given the re-
tailer a very sophisticated-looking
package and display materials,
plus bonus cuts on the CD. Will the
targeted customer for this record
venture forth into a record store?
If Tony Bennett’s target audience
is age 45 and older, do these folks
buy records at all?

Of course they buy records.
Some buy records through the var-
ious record clubs. On average, rec-
ord buyers over the age of 40 make
up more than 5% of the total cus-
tomer universe. They are black and
white and Hispanic. They are male
and female.

The most difficult problems to
deal with are creating a sense of
awareness that there is new record
product available these buyers
would enjoy, and having a shop-
ping atmosphere they would more
than just tolerate.

Folks in this age demographic
shop at a particular record store
because of selection, and price is
not that significant a factor. They
would like to feel comfortable
browsing and will travel just as far
as your average consumer to visit
your store.

Luring Bennett's
fans into stores

When this shopper is in your
store, his focus is strictly on music.
This is not a good customer for ac-
cessories, though movie rentals
are of interest. This customer is
much more likely than most to own
or have access to a VCR.

This consumer has also shown
an interest in buying videos, al-
though he is not the VH-1 viewer.
Though wired for cable at home,
he doesn’t get into watching video-
clips.

If you check out the areas where
you stock classical, jazz, and pop
CDs in your store, you’'ll find a
large percentage of these custom-
ers. Anywhere from one-fifth to
one-third of these shoppers have
bought a CD player. And when
they come in to buy, they make
multiple purchases.

The key element again is getting
them to come in. These folks don’t
see a lot of concerts, though Tony
Bennett is touring through the
fall. Here, getting involved with
the promoter and/or label may be
a positive idea—perhaps a ticket
giveaway set up with registration
at your store.

How can you use radio effective-

ly to help sell the record? Nontradi-
tional methods, such as advertis-
ing on news and talk stations,
would be a good idea. Simply going
with adult contemporary radio
would not be as effective. Alterna-
tive radio that plays jazz and of-
fers news programming would
also be effective. Print is undoubt-
edly a strong medium for this tar-
geted customer. .

Tony Bennett has long been rec-
ognized as one of the truly great
American singers. The marketing
of this product offers a tremen-
dous challenge to CBS, and espe-
cially to the record retailer. It chal-
lenges us to bring additional cus-
tomers to the marketplace.

“On Target” is a biweekly feature
to help readers understand more
about consumer buying habits
and trends. The column is based
on retail research conducted by
the Street Pulse Group, a Con-
necticut-based music industry
marketing consultancy of which
Milke Shalett is president.

For its primary retail survey
technique, Street Pulse distrib-
utes packets containing question-
naires and product to 50 retail
stores around the country. A
packet is handed out randomly
to a consumer immediately after
he or she has paid for a purchase,
and a $2 coupon, good for the con-
sumer’s next purchase at the
store, is the motivation for com-
pleting the questionnaire. The av-
erage survey incorporates more
than 700 respondents, a sample
equal to those used by Gallup or
Roper in their polls.

Bar convention. “You're here to
meet your peers, to get to know ma-
jor suppliers’ executives, to learn
about the product, to see talent be-
cause that’s what we sell.

“I said you would leave here ex-
hausted but exhilarated. Am I
right?”’ There was thunderous
agreement.

Earlier in the day, Sam Marma-

duke had reflected on a company he
started as West Texas News Agen-
cy, diversifying into record rackjob-
bing in 1959. “They said I was cra-
Zy.”
Despite that characterization, his
operating style has never been
flashy. “We're not the fastest grow-
ing company. Adding 25 stores,
then 50, then 100, it means nothing.
We put in stores as we need them
and as we have the money, it’s the
same way in rack. We have a low
profile, even though ironically we
are in show business.

“It was a matter of waiting for
the right time. We should have got-
ten into retail sooner probably,” he
said, reflecting on the company’s

1973 move into retail with two
stores.

He says that in some acquisitions,
“We inherited some weak sisters,
though some of them were our own,
too. We kept turning them around,
closing some, opening new ones,
constantly remodeling.”

With a vigor he attributes, in
part, to 15 years of jogging, Marma-
dukeé constantly amazes his staff. “I
have the best of both worlds,” he
says, noting the company is in capa-
ble hands with his sons. “I can still
guide them, run a sailboat, and do
my gardening.”

While the awards ceremony un-
derlined Western Merchandisers’
emphasis on human resources, ear-
lier in the convention, attendees ob-
served the benefits of computer
technology during a tour of the
company’s returns depot.

Staffers refer to the facility as
the “hermaphrodite octopus.” Oth-
er names: ‘“metal monster” and “lu-
nar landing.” The depot’s sorter,
created by executive vice president

(Continued on page 47)

CD Store’s Gomputer Offers
Near-Perfect Fill On Orders

BY JIM BESSMAN

NEW YORK CD One Stop, recent-
ly launched in West Redding, Conn.,
claims to provide customers with
100% fill on all orders.

The compact-disk-only one-stop,
which opened a month ago, uses a
computerized system that enables it
to ascertain immediately the quanti-
ty of every item in stock when cus-
tomers call in orders.

Thus, says national sales manag-
er David Carroll, customers know at
the time of order exactly which
product they will receive in the next
day’s UPS shipment.

“What they order is what they
get,” says Carroll, who adds that
many of his Northeastern accounts
have told him that his near-perfect
CD fill rate compares favorably to
the 25% fill obtained through tradi-
tional record and tape one-stops.
“That’s the main reason why we
started up, because no one else was
focusing only on CD or offering a
lot of selection.”

Carroll further distinguishes his
company from other one-stops in
singling out its weekly “Inventory
Report” computer printout, which
lists all items in stock and is sent to
all active and potential accounts.
“Unlike other wholesalers, we don’t
send people catalogs containing ev-
ery piece that’s in release, just the
ones that are on our warehouse
shelves. That way customers know
exactly what we have when they
call and can then find out at point of
purchase if we have enough quanti-
ty,"
Specially noted in the weekly
mailers are forthcoming titles avail-
able for prebooking at reduced price
in advance of release. For example,
Journey’s “Raised On Radio” and

Elvis Costello’s “King Of America”
were recently designated for pre-
booking at $10.50 each, more than
$1 below the normal $11.55 price for
most releases. Currently, the CD
version of Emerson, Lake and Pow-
ell’s new self-titled album is pre-
booking at $10.99.

“Prebooking gives people a nice
price on new CD releases and guar-
antees that they get what they want
when the disks come out,” says Car-
roll. “A lot of accounts find it ap-
pealing because most of the time
they don’t know when something is
coming out on CD or if it has al-
ready come out, so when they final-
ly become aware of it one way or an-
other, they can’t get any because of
various supply problems.”

According to Carroll, CD One
Stop has 100 accounts from Virginia
to Massachusetts. They range from
single mom-and-pops to the three-
store Nuberry Comics group in Bos-
ton, the 12-store Sugarman’s chain
in Pennsylvania, and the Vinyl Ma-
nia stores in Manhattan.

Carroll says current inventory
consists of 1,500 titles, following an
initial $150,000 investment. He adds
that there is a minimum order of
five CDs, with a return allowance of
5% of net purchase.

Regarding CD One Stop’s ability
to obtain product from manufactur-
ers, he singles out CBS, PolyGram,
and RCA for their “good to excel-
lent” fill, but notes that MCA and
Capitol suffer from their lack of
production capability. As for WEA,
whose domestic and European
plants won’t be on-line until later
this year, Carroll says, “It’s getting
better. But for a company as large
as they are, they're falling short in
getting product out.”
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Poor Customer Service Proves A Silent Killer For Businesses

AMARILLO Poor customer ser-
vice is a fatal disease for retailers—
all the more frightening because it
silently turns off customers who
never come back.

During a recent Western Mer-
chandisers convention, May 14-18
(see accompanying story), seminar
speaker Bobby Harper said to ig-
nore customer service is just a
dumb play of the percentages.

At times “hamming” it up, field
relations manager Harper effective-
ly drove home numerous points. Of
percentages he said, ‘“For every
customer who does complain, 26
never say anything about being un-
happy and 91% of those just go over
to your competition.”

The first person hired by presi-
dent John Marmaduke when the
firm entered retail, staffers say
Harper can afford some irreverence
here and there. His enormous popu-
larity, though, stems from recogni-
tion of his skills in customer rela-
tions, according to Bob Schneider,
executive vice president. Harper
said he’s had 26 years in retail
“down among the peon people.”

More than once, Harper sought to
place management in perspective.
“Upper management thinks cus-
tomer service happens by osmosis
because some people are a ‘10’ with-
out heeding any training.” He also
indicated upper management is of-
ten so dedicated they fail to appreci-
ate the dedication required in store
service skills. ‘“‘Unfortunately,

they’re behind the desk, not out
there in the trenches with us.
“Customer service has many
meanings. There are three basic
ones, all good. The nonoffensive is
what you find in fast food, McDon-
ald’s—efficiency. You get your
food. It’s good by being nonoffen-

_ sive. Passive service is the gro-

cery—product presentation, well-

Harper spent
26 years ‘down
among the peons’

merchandised, easy to find. Then
there’s neutral—clean, smile, and
take your money,” Harper said.

Dating his tenure ‘‘to when we
were a two-store chain,” Harper
stressed three tenets related to
great service. “First, you will entice
the customer into spending more
money than they planned. Second,
you’ll inspire them to feel good
about doing it. Third, they’ll come
back.”

Expressing a basic concern,
Harper said, “Ninety percent of
customer contact is with low rank-
ing employees. That's scarey. John
[Marmaduke] has all his money in
this.” .

While everyone basically is moti-
vated by monetary rewards, Harper
stressed retailing’s deeper satisfac-
tions. “We have more liberties than

r

dealers from coast-to-coast.
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most, and we take this for granted.
Give yourself a pat on the back.
Start it there. Try to see that we're
only as strong as you are; a chain is
no stronger than its weakest link,”
he said to loud applause.

Harper sees retail staff in terms
of ones, twos, and threes. “Ones are
winners. Twos always have a prob-
lem—their cat’s tail got stuck in the
door that morning. Threes say, ‘Let
George do it The problem is twos
and threes don’t work up, they drag
the ones down to their levels.”

Although stressing product
knowledge and people skills as two
basic attributes, Harper said both
are difficult to develop. He believes
in synergy, people who know some-
thing or have special skills teaching
others in the store.

“If you can’t go to bed with a
good book, go to bed with someone
who’s read one,” he said in stress-
ing sharing of skills.

“There are a few sure-fire ways
to great retail performance, there
are guidelines. Train your people in
communication skills. One is to con-
centrate on names. Take every ad-
vantage of repeating someone’s
name, like when you see them sign
their name or when you answer a
question.”

Acknowledging how retail people
can’t be totally up every day,
Harper said; ‘“You often want to
greet a customer with ‘What do you

want?’ That’s the way we feel some-
times. Smile. Use a warm welcome.
It doesn’t cost anything. This is es-
pecially important in the front end.

“And if you're busy with a cus-
tomer, still acknowledge someone
just walking in. Say ‘Someone will
be with you in a minute.” Show in-
terest, but don’t dog people like
sales people who are on commis-

‘Give yourself a
pat on the back.
Start there’

sions. And don’t bury your head if
you're doing splits for singles or
some other task. Show you are ac-
cessible to customers and can break
away.”

Responding to numerous re-
quests to do a role playing demon-
stration, Harper portrayed a typical
refund situation. Again, there was
the friendly, inviting opener.
“There’s hardly a way to get back in
a selling position if you have turned
off communication. Remember, a
smile is a frown upside down.”

Harper stressed common sense in
recognizing the phony exchange or
refund. “Nine out of 10 times, if the
complaint is legitimate, they are
happy to have an exchange. Handle
it gracefully. Be diplomatic. It's not

worth alienating the regular cus-
tomers with an uncomfortable
scene.”

Harper also recommends remain-
ing in control. If the direct ex-
change won't work out, “Try a gift-
certificate or switch something.”
He said there is a fine line some-
times. “We can’t afford to lose cus-
tomers over $8, so give them the
benefit of the doubt even if they
don’t have a receipt.

“But don’t overdo it either, don’t
get too caught up. If you're issuing
a credit memo, date it,” he said, add-
ing that handling complaints offers
still one more opportunity to estab-
lish name recognition with the cus-
tomer.

The personalities of staff reflect
the store’s personality, too, Harper
said. Attitudes are formed as the
customer enters the store. “Is there
dirt in your planter? Do your win-
dows look like it's a pet shop? Is
there spit or butts in your ash
trays? Is the merchandise new?
Customers aren’t fools. They know
if something being featured is three
months old. Greet them with a mu-
sic handout. It opens it up. It shows
interest.”

Harper cautioned about the soft-
ness in the industry. “We’re no
longer the only whorehouse in the
mining town.”

EARL PAIGE

Chain Also Moving Eastward

Target Maps Major Video Expansion

BY EARL PAIGE

LOS ANGELES The Target Stores
chain expects to double its volume
from prerecorded video this year.
And, as part of a major expansion,
Target plans to double its space
commitment to that product line.

The 226-unit discount chain is by
no means de-emphasizing prere-
corded audio. But while growth in
cassette and compact disk remains
vigorous, Target is cutting back on
LPs by 40%, according to John Farr,
director of marketing and opera-
tions for Target's in-house Jetco
rack operation.

Among the more dramatic as-
pects of growth are Target’s first
expansion eastward; the creation of
an advertising department; several
promotions involving sales and dis-
tribution center positions; and the
opening of a new warehouse in
Pueblo, bringing the total to five.

On the drawing board are 21 new
stores for 1986, including “seven or
eight in Michigan,” according to
Farr. That signals an eastward
move for the chain, which will also
maintain its strong presence in
Southern California. Warehouses,
ranging in size from 10,000 to 25,000
square feet, are located in Minne-
apolis (headquarters), Indianapolis,
Little Rock, Ontario, Calif., and
Pueblo.

In the midst of these develop-
ments, George Smith has an-
nounced his resignation as national
sales manager. Farr says a replace-
ment will be announced this week.

Among the recent promotions at
Target is that of Rich Abravaya,

named to the new position of adver-
tising manager. He was formerly a
record merchandiser in Colorado.
Another new position is West
Coast sales manager, filled by Bob
Hodges, formerly Indianapolis dis-
tribution center specialist. Another
former record merchandiser, Ken
Quick, is now catalog buyer in Min-

‘Our advertising is
getting aggressive’

neapolis, replacing Kathy Schaffer,
who becomes distribution center
specialist, Indianapolis. A new West
Coast distribution center specialist
has been named, too: Bill Kennedy,
a former record merchandiser who
replaces the departing Tom Whalen.

Farr says more appointments will
follow in what he terms a new oper-
ational structure for Target. “We're
instituting a lot of new procedures
that will increase our efficiency,” he
says.

The post of advertising director is
an example, with three full-time
staffers likely to be working under
Abravaya. “This function was for-
merly handled by about six people
when they had time,” Farr says.
“The manufacturers are going to
love this: finally a commitment by
someone dedicated solely to
advertising.”

Farr adds that Target is “going to
become much more aggressive in
advertising,” although he declines
to spell out more details beyond say-
ing, “You'll see us using radio for
the first time.”

Overall, Target is gearing up un-
der the theme ‘“New Frontier,”
which will also be the banner for its
1986 convention in Minneapolis, set
for Aug. 12-16.

Farr acknowledges a relatively
soft market around the country for
prerecorded audio. But he says,
“Where you see chains flat or be-
hind a year ago in mature stores,
we’re slightly ahead. We run behind
trends. It's due to our mass demo-
graphics. Whitney Houston is still
our No. 1 record. We're late to get
on a title, but once we're on it, we
stay on it a longer period.”

Another factor in Target’s con-
tinuing healthy sales is its role as a
total discount department store
chain. The stores range in size from
90,000 to 100,000 square feet. Farr
says a projection of $10 billion in to-
tal sales by 1990, made last August,
is still on track—although the
record/video share, projected as $80
million for 1986, will have to be ad-
justed upward.

Video, which not long ago was
considered experimental and occu-
pied just 16 of 800 square. feet in
Target's prerecorded software de-
partments, is now burgeoning, Farr
says. “We're carrying 250-300 titles.
I see this doubling.”

Citing another area of video ex-
pansion, Farr says Target is looking
into rental. This move has been
spurred to some extent by the ex-
periments in video rental being con-
ducted by Gemco and other depart-
ment stores similar to Target, and
by the entry of several grocery and
drug chains.
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BY LINDA MOLESKI

A weekly column focusing on the
activities of independent labels
and distributors.

GEMlNl DISTRIBUTORS just
inked a distribution pact with the
newly formed Aspen Records
Group for the Southeast. The
group, which is based in New York,
consists of three labels: Aspen,
which is primarily new age and con-
temporary classical product; Black-
hawk, which is mainstream jazz,
and Blue Heron, which includes
reggae, funk, and jazz/fusion. The
label group is said to have just re-
corded projects with Arthur Blythe
and Oliver Lake, and watch for a
forthcoming release by Maynard
Ferguson.

Other lines the Atlanta-based dis-
tributor picked up recently include
Celestial Harmonies, Nimbus, and
Enpointe. The latter two are for CD
product.

Gemini has opened a CD-only one-
stop, which will carry all indie and
major product. “The bigger one-
stops don’t want to fiddle with little
accounts,’”’ says Gemini's Mike
Walker, who notes that his facility
will cater to small retailers.

NIGERIAN ACTIVIST and musi-
cian Fela Anikulapo Kuti will
serve as guest of honor during the
forthcoming Amnesty International
concert at New Jersey's Giants Sta-
dium on June 15.

The Celluloid recording artist
was sentenced to five years in jail in
1984 for allegedly trying to smug-
gle currency out of his homeland.
Through the efforts of Amnesty In-
ternational, Kuti was retried and re-
leased two vears later.

To help celebrate his release, Cel-
luloid is putting out the following

TOUCH That DIAL!

Get fast resuits with ACTION-
MART, the Billboard Classi-

fied. OOO
SON
o000
Call our Hotline at (800) 223-7524,

and tell Jeff you want to see some
Action!

Kuti albums: “Upside Down"’
(CELL 6123), “2000 Black” (CELL
6125), and “Mr. Follow Follow”’
(CELL 6124). The label has also re-
issued several of his past projects.

THRASH METAL continues to
make its assault on the U.S. market,
as Noise Records of Germany signs
an exclusive, one-year licensing
agreement with Combat Records.
Under the new pact, Combat will re-

lease product by acts such as Celtic
Frost, Voivod, Helloween, Grave
Digger, Kreator, and Running
Wild.

“This specific genre of music is
rapidly growing in the States, and
we feel Combat has been an effec-
tive tool in the distribution of such
product,” says a spokesman for the
label. Noise is currently being rep-
resented in the U.S. by New York-
based Second Vision.
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Telarc

And over 50 more labels to choose from!

PRECISION SOUND MARKETING
1-800-547-7715

WHAT CD
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computer printout of 1000’s
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CASE LOGIC
SETS THE PACE!

Case Logic is setting the standard in contermporary
cassette and CD carrying cases that offer
hard-case protection in soft-sided styte. And

while there are bound to

be imitators, only one
is the innovator.

NEW: CD15 and CD30
Hot New Compact Disc

See our complete line at the Cases—Hoids 15 or 30 CDs

Consumer Electronics Show,
Booth 1068

CASE LOGIC

P.O. Box 4187, Boulder., Colorado 80306
For more Information: 800-447-4848
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Compact Discs
Compact Discs
Compact Discs
Compact Discs
Compact Discs

Let us manufacture your
CD’s for you in Europe. |
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8—10 week delivery
with pre-payment only.

NEW WEST DISTRIBUTION, INC.
Phone 213-393-0963 Telex 6972049

BLANK & PRE-PRINTED
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800/648 - 0958

GOPHER PRODUCTS CORP

220% Lockheed Way
Carson City Nev 89701
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Rose Bows North Chicago-Area Unit

BY MOIRA McCORMICK

CHICAGO Rose Records is set to
open its ninth unit in the north Chi-
cago area in suburban Vernon Hills
this month, according to chain presi-
dent Jim Rose. The nearly 5000-
square-foot unit will be located in
the Hawthorn Hills Fashion Square
Mall and brings the chain’s store to-
tal to 10.

According to Rose, the Vernon
Hills unit will stock more than
20,000 record/tape titles and more
than 4,000 compact disk titles.
“We’ll test the waters as far as
product mix,”” he says. Rose is

known for emphasizing different
musical genres in different areas.

Of the new store’s extensive CD
selection, Rose says, “Our [west
suburban] Naperville store was our
first real mall location, and we
learned from it. Naperville’s done
exceptional CD business, so [we're
expecting] Vernon Hills to go heavy
on CD as well.”

As with all Rose stores, the Ver-
non Hills unit will carry a full line of
accessories and blank tapes.

Rose says that Peter Maxfield,
currently manager of the Naper-
ville outlet, has been tapped to head
the new unit.

Meanwhile, the Rose Records
store on Broadway in Chicago’s
Near North Side is moving to a
space across the street, doubling its
area from less than 2,500 square
feet to just under 5,000 square feet.

“It’s our oldest independent loca-
tion, apart from the downtown flag-
ship store,” he says. “The move will
allow sufficient room for expanded
CD and cassette sections, as well as
classical, jazz, and dance music.”

Rose says he expects to outfit the
transplanted Broadway unit with
new custom-made fixtures. The
move is projected to be complete by
the end of the summer.
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Boston GD
Opens Second

Unit—In Calif.

BY MOIRA McCORMICK

CHICAGO Buoyed by the success
of their compact disk specialty
store, Boston Compact Disc (BCD),
co-owners Don Rose, Fred Jeffery,
and John Pinkney have opened a
second store, in San Francisco. The
West Coast unit debuted May 3, 10
months after BCD first bowed in
Boston (Billboard, June 22, 1985).
According to Rose, BCD and Min-
neapolis-based CD-only distributor

‘We found we had
the resources’

East Side Digital are partners in
BCD San Francisco. East Side pro-
prietor Robert Simonds is a partner
in Rose’s independent CD label, Ry-
kodisc; the distributor also operates
a pair of CD retail outlets, called CD
Establishment, in the Twin Cities.

“When we opened Boston Com-
pact Disc,” says Rose, “we had no
intention of spreading so far. But
we found ourselves with the re-
sources to pull it off.”

East Side’s relatively long experi-
ence in operating multiple stores,
along with its interaction with na-
tional accounts on the distribution
side, made the company “a logical
partner for us,” according to Rose.

San Francisco was chosen for its
demographic and geographic re-
semblance to Boston, he says. “The
meat of the matter was those simi-
larities. We couldn’t open just any-
where.”

BCD San Francisco is located in a
600-square-foot freestanding store-
front on Fillmore Street near Union
Street, an area considered upscale.
The store is stocking 2,500 CD titles
to start, the same number that the
Boston store carried when it first
opened. Rose notes that the latter
now handles 3,500 CDs.

Domestic titles are priced at
$14.99, with sale prices ranging
from $11.99-$12.99. In addition,
BCD sells used CDs for as little as
$10.

“We'd never think of selling used
records, because of damage and
wear,”’ says Rose. “But CD is
unique; it doesn’t wear.” In fact,
BCD guarantees satisfaction with
its used disks with a 100% refund
offer.

As is true of BCD Boston, the San
Francisco unit is utilizing fixtures
developed in the CD Establishment
stores.

According to East Side Digital’s
Simonds, CD booklets are removed
from their 6- by 12-inch packaging
and placed inside Japanese-made
plastic display bags, stabilized by a
thin sheet of plexiglass. The booklet
displays are then placed in bins.
Customers wishing to purchase a
CD bring the empty booklet to the
counter, where CD stock is kept.

This system virtually eliminates
pilferage, and thus the need for
prominent store security. According
to Rose, this makes for a more re-
laxed atmosphere. The packages

(Continued on next page)
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SECOND BOSTON CD UNIT

(Continued from previous page)

don’t go to waste: They’re frequent-
ly used as wall displays.

According to Simonds, “little re-
finements’”’ have been made in BCD
San Francisco. “The Boston store is
short on shelf space behind the
counter,” he says, “so we made sure
that wasn’t the case in the new
store.”

The most significant innovation in
BCD San Francisco is a “listening
area’” along the store’s left wall.
The space features two chairs “opti-
mally situated near the store’s
speakers,” says Simonds, with a re-
mote control wired into the wall. A
customer can ask to hear a specific
title, and while it plays on the

‘We couldn’t open
just anywhere’

store’s stereo system he can either
rest in the chair or walk around se-
lecting tracks with the remote con-
trol (which features a 15-foot cord).

“The idea of a listening lounge is
anathema to typical record-store
thinking,” observes Rose. “It is an
experiment—if it doesn’t work, it
will be removed.”

Rose regards the listening area
as another aspect of BCD’s service
orientation. Service, he says, is cru-
cial to the CD buyer, and employee
knowledge is of paramount impor-
tance to that service. BCD employ-
ees ‘“can tell you what is and isn’t
available, what's been digitally re-
corded, which titles have extra
tracks, even which disks sound good
or bad.”

Heading the San Francisco store
is Hugh Pruitt, formerly of CD Es-
tablishment. Pruitt reports that
BCD West did a brisk business on
its opening weekend. He describes
the average customer as 35-40 years
old. “Seventy-five percent of them
go to the classical section and stay
there,” he says.

Pruitt says BCD San Francisco’s
official grand opening is scheduled
for June 7-9. It will feature clowns,
balloons, discounts, giveaways, and
other attractions. Pruitt is planning
on giving away CD players in con-
junction with a major manufactur-
er, as was the case with Boston’s
opening.

In the meantime, BCD San Fran-
cisco is advertising in the regional
newspapers Bay Area Guardian and
Nob Hill Gazette and is preparing
spots to air on four FM radio sta-
tions. They are AOR-formatted
KFOG, new-age-oriented KKCY,
classical KKHI, and public radio
KQED. “We’ll most likely be col-
laborating with one of them for the
grand opening,” says Pruitt.

TOUCH That DIAL!

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

fied. OO
O
SN
) &
o)el®
Call our Hotline at (800) 223-7524,

and tell Jeff you want to see some
Action!
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ALBUMS

The following configuration ab-
breviations 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
THE CHERRY BOMBZ
House Of Ecstasy
EP Jem PVCS911/35.98
DIO
Intermission
EP Warner Bros. 25443/WEA/$6.99
DIZZY BITCH
in The Pink
LP Fiji/Azra A2615/$6.98
T LAVITZ
Storytime
LP Jem PJCB8012/$8.98
CA PiCB8012/$8.98
RIPPER
And The Dead Shall Rise
LP Iron Works/Azra IW1007/$8.98
SUICIDE TWINS
Silver Missiles And Nightingales

LP Jem PVCB950/$8.98
CA PVCC8950/38.98
UTOPIA

Trivia

LP Jem PB6053/$8.98
CA PBC6053/$8.98

BLACK
RICK JAMES
The Flag

LP Gordy/Motown 6185GL/MCA/$8.98
CA 6185GC/$8.98

ROCKWELL
The Genie

LP Motown 6178ML/MCA/$4.98
CA 6178MC/$8.98

VARIOUS ARTISTS
Endless Love: Motown's Great Love Songs

LP Motown $S385ML/MCA/$4.98
CA 5385MC/$4.98

COMEDY
BILL COSBY
Those Of You With Or Without Children,
You'll Understand

LP Getfen GHS 24104/WEA/$9.98
CA MSG 24104/$9.98

COUNTRY

THE FORESTER SISTERS
Perfume, Ribbons & Pearls

LP Warner Bros. 25411/WEA/$8.98
CA 25411/$8.98

RANDY TRAVIS
Storms Of Life

LP warner Bros. 25435/WEA/$8.98
CA 25435/$8.98

WESTERN -CHAIN

(Continued from page 41)

Bob Schneider, is designed to recy-
cle saleable product, while cutting
costs.

Computer prompted, the sorter is
aligned with a monitor and laser
readout gun. The operator with
hand-held gun, reads the bar code
tags on the albums. The computer
immediately signals which of 48
numbered slots are to receive the
product.

On the same monitor, the opera-
tor can see when quantity reaches
box level, when there are 62 cartons
ready for pallet loading, and so
forth.

Executives say the prototype
sorter will yield additional units.
The system can recycle product
back to stores or speed it up for re-
turn to vendors. “Computer to com-
puter, with the machine generating
all the paperwork,” said Schneider.

ew Releases

CONWAY TWITTY
Fallin’ For You For Years

LP warner Bros. 25408/WEA/$8.98
CA 25408/$8.98

SOUNDTRACK
VARIOUS ARTISTS
Jo Jo Dancer, Your Life Is Calling
Original Motion Picture Soundtrack

LP warner Bros. 25444/WEA/$9.98
CA 25444/%9.98

To get your company's new releases listed,
send release sheets or 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”
is indicated.

FILMS

AIDS: PROFILE OF AN EPIDEMIC—
UPDATE

Ed Asner

& ¥ MPI Home Video MPI1308/$29.95

BACK TO THE FUTURE
Michael J. Fox -

FOR WEEK ENDING JUNE 7, 1986

Billboard.

& ¥ Amblin Entertainment 80196/MCA Home
Video/$79.95

LE BEAU MARRIAGE

Beatrice Romand, Andre Dussolier, Arielle
Dombasle

& ¥ Media Home Entertainment CC5020/
$59.95

DICK CLARK'S BEST OF BANDSTAND
Dick Clark

4 ¥ Dick Clark Productions 1028/Vestron
MusicVideo/$29.95

HOME FOR THE HOLIDAYS

Sally Field, Jessica Walter, Walter
Brennan

& ¥ Vidmark Entertainment/$59.95
JACQUELINE BOUVIER KENNEDY
Jaclyn Smith, James Franciscus

& ¥ Vidmark Entertainment/$69.95

THE JEWEL OF THE NILE

Kathleen Turner, Michael Douglas

& ¥ CBS/Fox Video $79.98

TORTURE CHAMBER OF DR. SADISM
Christopher Lee, Karin Dor

& ¥ Magnum Entertainment Inc. 3112/
$59.95

TROLL
Shelley Hack, Sonny Bono, June Lockhart
& ¥ Vestron Video 5121/$79.95

To get your company’s new video releases
listed, send the following information—
title, performers, distributor/manufac-
turer, format(s), catalog number(s) for
each format, and the suggested list price
(if none, indicate “no list” or “rental”)—to
Linda Moleski, Billboard, 1515 Broadway,
New York, N.Y. 10036.
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El=2] 5| vne Publisher Remarks | 2| (8| | 2] E|&| 5B
o Strategic Space Trading and Combat Adventure Game
1] 1|5 | EutE fitebird with Flight Simulator b
2 10 | 31 gbx!ma IV QUEST OF THE Origins Systems Inc. Fantasy Role-Playing Game ® ® ® ® ®
3| 3 ]3| JET Sublogic Flight Simulation o (o | o
4 7 15 | THE BARD'S TALE Electronic Arts Fantasy Role-Playing Game ® ®
5 | RE-ENTRY | TEMPLE OF APSHAI TRILOGY Epyx Strategy Action Adventure o ® ® [ [
6 | 2 | 31 | SILENTSERVICE MicroProse Submarine Simulation Game ° ° ° °
7 | 18 | 37 | WINTER GAMES Epyx Arcade Style Sports Game ® ®
z 8 9 7 WIZARDS CROWN SSI Action Adventure Game ® ®
[T
E 9 [ 13| 5 | LEADERBOARD Access Pro Golf Simulation Game °
E 10 | 20 | 126 | FLIGHT SIMULATOR I Sublogic Simulation Package e | o | o
h 11 | RE-ENTRY LITTLE COMPUTER PEOPLE Activision Fantasy Game [ [ [
(1] 12| 4 13 | BATTLE OF ANTIETAN SS| Simulation Game ® ® ®
z 13 | 19 | 13 | HARDBALL Accolade Baseball Game ® ®
Ll 14 | 16 | 66 | F-15STRIKE EAGLE MicroProse Air Combat Simulation Game. e | o | o (o
15|15 3 PHANTASIE Il SS) Fantasy Role-Playing Game ® ®
16 | RE-ENTRY | RAMBO: FIRST BLOOD PART Il  Mindscape Action Adventure Game ® ® ®
17 | 14} 7 ACRO JET MicroProse Advanced Flight Simutator ®
18112 ] ¢ PSI-5 TRADING COMPANY Accolade Software Action Adventure Game ® ®
19| ¢ 5 | CONFLICT IN VIET NAM MicroProse Strategic Simulation Game ® ®
20| 8 | 21 | KARATECHAMP Data East Action Arcade Game ® ®

©Copyright 1986, Billboard Pubiications, 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.
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National’s PPT Approach Draws Fire At Seminar

By JIM McCULLAUGH

LOS ANGELES National Video’s
pay-per-transaction approach to
home video retailing elicited a flur-
ry of heated debate here May 21
during analyst Paul Kagan’s annual
VCR seminar.

Another hot topic at the event
was the suggestion, from an A.C.
Nielsen executive, that the home
video software industry may be
about to hit a “Jell-O wall” in terms
of penetration and market growth.
Also discussed was the degree to
which marketing campaigns should
be targeted at consumers.

During the distribution and retail-
ing portion of the program, Allan
Caplan, chairman and owner of
Omaha’s 16-unit Applause Video,
took square aim at fellow panelist
Troy Cooper, National Video execu-
tive vice president, by telling at-
tendees that the pay-per-transaction
(PPT) approach is:

e A device for National to sell
more franchises. (The giant fran-
chiser is up to 800 stores after its re-
cent acquisition of Popingo.)

o A venture that will severely dis-
rupt manufacturer cash flow.

o A program whose increased rev-
enues won’'t even come close to
matching National’s claims.

o Something which will send rent-
als “out of control.”

e An approach that sharply raises
the risk of setting the home video
industry back three or four years by
bringing in retailers who don’t be-
long in the business.

“I'd love to buy movies for $6,”
said Caplan, “but it won’t work.”

Cooper staunchly defended the
plan, countering that it was not an
attempt to gain additional fran-
chises. PPT, he claimed, is a way to
give more retailers and consumers
access to more titles.

PPT is still in a test phase, added
Cooper. He claimed initial results
have been positive.

The National Video executive said
45% of his company’s PPT system is
computerized and that a computer
audit trail would monitor transac-
tions for studios.

Caplan countered by saying that

‘PPT is a device
to sell more
franchises’

the industry is unable to control pi-
racy and counterfeiting. He doubt-
ed any kind of computer audit trail
for PPT could work.

Cooper maintained that National
has always taken the position that
PPT was a test of a system that will
stop the “turn off” factor for video
retailers with frustrated customers
who can’t find a title. If the experi-
ment succeeds, ddded Cooper, he
thinks as many as 4,000 to 5,000 vid-
eo retailers around the country will
adopt it.

Cooper told Caplan that “not ev-
ery store is as well capitalized as
you.” Caplan’s response was that
those stores would and should go
out of business.

Fellow panelist and lone studio
representative Paul Culberg, presi-
dent of New World Video, admitted
that PPT offers the opportunity to
put more units of a title into the
marketplace, but agreed with Cap-
lan on the cash flow point. When a
$79.95 title goes out the door, a stu-
dio expects some $4 million to $6
million to “walk in the door” some
60 days later, Culberg said, and the
pay-per-transaction system could
potentially have money dripping in
for three times that period of time.

Re-usable . . .

SIZES TO FIT

TAUNTON, MA 02780

In MASS. {617) 823-8127

VIDEO BOX
PROTECTORS

CRYSTAL CLEAR PLASTIC SLEEVES
“Obsoletes Shrink Wrapping”

Protects video boxes from wear, tear, and abuse . . .
No equipment breakdowns . . .

Video boxes keep their shape . . .

Laminated look enhances artwork . . .

Improves store appearance . . .

Easier handling by store employees . . .

Greater $ return on used movie sale . . .

Longer shelf life generates greater sales and more profits!

ALL STANDARD VHS and BETA BOXES
THREE D PLASTICS CO.
P. 0. BOX 269

Call TOLL FREE 1-800-242-4745

30°¢ each
for most
popular sizes!

Cooper maintained that PPT is a
“win-win-win” situation and can po-
tentially stabilize the market.

The session covered a number of
other volatile topics, all centered on
what the industry has to do to get
more people to buy and rent video-
tapes. Others participating in the
discussion included Paul Lindstrom,
vice president of research, A.C.
Nielsen; Duane Baukus, vice presi-
dent, marketing research, Circle K
Corp.; and Brian Woods, director/
marketing, Ingram Video.

Cooper noted that selection has
emerged as the No. 1 consumer mo-

FOR WEEK ENDING JUNE 7, 1986

tivation for choosing a home video
store as opposed to convenience. Re-
cent National Video research indi-
cates that consumers are passing
up smaller stores, gravitating to
larger “super video stores” which
offer a broader selection of titles.
Lindstrom referred to the “Jell-O
wall” the industry is likely to hit,
noting that while hardware sales
continue to climb, a major research
surprise is that the demographies of
the home video consumer haven’t
really changed that much since
1982. It’s still skewed to an upscale
consumer for the most part. And

while VCR sales climb, the frequen-
cy of rentals and sales of software
is not growing as fast.

Baukus said 1986 marks the third
year Circle K stores have been in-
volved in video rental. Expectations
are that video, which is racked, will
grow from a current 370 stores to
2,500 to 3,000 stores, generating $70
million to $80 million annually. But
at the same time, Baukus admitted
that video at Circle K was being
used as a tool to attract a more up-
scale customer to those stores,
which typically have a blue-collar

(Continued on page 52)

Billboard.
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TOP KID VIDEO "™

E Compiled from a national sample of retail store sales reports.
=|5|2
[} it z @
z | 210 =3
D TITLE Copyright Owner, 2| 8
T l=<!|% Manufacturer, Catalog Number o2 =
* & NO.1 v &
1 1| 36 PINOCCHIO & Walt Disney Home Video 239 1940 | 29.95
2 2 | 3| DUMBOA e walt Disney Home Video 24 1941 | 29.95
3| 348 THE SWORD IN THE STONE Wait Disney Home Video 229 1963 | 79.98
4 5 | 31 | ROBINHOOD ¢ Walt Disney Home Video 228 1973 | 29.95
- . Warner Bros. Inc.
51418 SESAME STREET PRESENTS: FOLLOW THAT BIRD @ Warisr Home Video 11522 1985 | 79.95
Samuel Goldwyn
6 { 7 | 3 | THECAREBEARS MOVIEA @ Vestron 5082 1985 | 24.95
7| 8 | 27| PETE'SDRAGON A ¢ Walt Disney Home Video 10 1977 | 29.95
Warner Bros. Inc.
g§ [10] 8 RAINBOW BRITE AND THE STAR STEALER Warner Home Video 11531 1985 | 79.95
Children's Video Library
9 6 | 13 HUGGA BUNCH Vestron 1513 1985 | 29.95
10 | 12 | 12 | VIDEO-A-LONG WINNIE THE POOH Walt Disney Home Video 336 1986 | 14.95
11|13 11 VELVETEEN RABBIT Family Home Entertainment F1173 1985 | 14.95
" Warner Bros. Inc.
12| 9 | 32 | BUGS BUNNY'S WACKY ADVENTURES ® T P NEE 1985 | 1998
United Artists Television, Inc.
13| 20 { 3 PORKY PIG AND DAFFY DUCK CARTOON FESTIVAL MGM,/UA Home Video 200708 1986 | 19.95
United Artists Television, Inc.
14 14} 2 HOLD THE LION, PLEASE MGM/UA Home Video 200696 1986 | 1495
15| 11 | 12 | VIDEO-A-LONG MICKEY'S DISCOVERY SERIES Walt Disney Home Video 335 1986 | 14.95
16 | 25 | 19 | SHE-RA, PRINCESS OF POWER VOL. Il Magic Window 6-20506 1985 | 2495
17 | NEW)> | SHE-RA, PRINCESS OF POWER VOL.V Magic Window 6-20509 1985 | 24.95
18 | 19 | 36 | CARE BEARS BATTLE THE FREEZE MACHINE A Family Home Entertainment F371 1983 | 29.95
19 | 23 | 19 | AN OFFICER AND A DUCK Walt Disney Home Video 258 1985 | 29.95
"RAINBOW BRITE AND THE MIGHTY MONSTROMURK  Children’s Video Library
20| 18 | 36 | MENACE @ Vestron 1508 1985 | 29.95
21| 16 | 13 | VIDEO-A-LONG THE DISNEY CLASSICS Walt Disney Home Video 337 1986 | 14.95
United Artists Television, Inc.
2|17 2 BUGS BUNNY AND ELMER FUDD CARTOON FESTIVAL  nnria oo \ideo 200701 1986 | 19.95
23115 6 ROBOTECH-VOLUME 1 (BOOBYTRAP) Family Home Entertainment FI176 1985 | 9.95
241 2 4 CARE BEARS VOL. lll Karl Lorimar Home Video 114 1986 | 24.95
RAINBOW BRITE 111-THE BEGINNING OF RAINBOW Children’s Video Library
%5 | 2 12 LAND Vestron 1523 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
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
a minimum sale of 75,000 units or a dollar volume of $3 mitlion at retail for theatrically released programs, or of at least 25,000 units or $1 million at
suggested retail for non-theatrical titles. SF short-form. LF long-form. C concert. D documentary.
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Aggressive Nashville Chain Successful With Goupons
Gusto-Owned Movies To Go Features Free, Easy Club Membership

BY EDWARD MORRIS

NASHVILLE In its first year of
operation here, the five-store Mov-
ies To Go chain has established it-
self as one of the most aggressive
retailers in the region. It has of-
fered free and quick club member-
ship since its inception, and it fea-
tures frequent coupon specials on
both its titles and VCR rental units.

The company’s recent coupon pro-

motion was a direct-mail piece sent
to its more than 8,000 members, of-
fering special days of the week dis-
counts, rent-one-get-one-free deals,
seasonal and record album tie-ins,
and specific title discounts.

Movies To Go is a subsidiary of
Gusto Records, a label that special-
izes in budget and direct-marketed
records and tapes—mostly repack-
aged and reissued material. All the

of albums, prerecorded cassettes
and now-rare 8-tracks, along with
blank audiocassettes.

Gusto also owns the 11-store Boot
Heel Movies & Music chain in St.
Louis, which is stocked and operat-
ed in manner similar to its Nashville
stores. The name ‘“Movies To Go” is
actually used in St. Louis by a rival
chain.

Coupon offers in the recent mail-
er are any movie in stock (except for

video stores carry a small quantity

FINALLY...

against video piracy!

new releases) for 50 cents on Thurs-
days; “Gone With The Wind” and
“Police Academy 1I”” for 50 cents
Monday through Thursday; any one
movie (except new releases) any day
for $1; and “Rambo’ any day for 50
cents.

Other coupons offer the bearer
any Clint Eastwood movie on Mon-
day, Tuesday, or Thursday for 25
cents when rented with another

(Continued on page 54)

Video recording piracy is approaching
epidemic proportions—an estimated 1.5
billion dollars in lost potential sales in
1985!

But now a breakthrough in electronics
technology has made it possible to block
videocassette and disc copying!

The exclusive MACROVISION process

is electronically incorporated into the
cassette or disc when it is originally pro-

Iy

3

duced, and it degrades the guality of
subsequent copy generations—without
affecting the guality of the original.

Leading copyright holders and dupli-
cators are already benefitting from this
protection. Certainly MACROVISION is
fast becoming the industry standard.

Call today for more information on how
you too can profit from this long-awaited
breakthrough (213) 540-9600.

[0 N

21515 HAWTHORNE BLVD., SUITE 340+ TORRANCE, CA 890503+ (213) 540-9600- TELEX 510-600-4801

Service Delivers
Eight Titles
In 90 Minutes

BY JOHN SIPPEL

LOS ANGELES Home delivery of
up to eight videocassette titles with-
in 90 minutes is the pledge of Video
Valet.

The innovative concept, intended
“to take the hassle out of video rent-
al,”” is the brainchild of Peter Geu-
styn, chairman and chief executive

{ officer of the privately held compa-

ny. Unlike other home delivery rent-
al plans, the Los Angeles dealer op-
erates primarily on membership
fees, rather than charging for indi-
vidual rentals.

Charge for platinum service—
which offers unlimited monthly
rentals—is $800 annually or $69
monthly. Gold service provides for
up to 20 video cassette rentals
monthly at $600 or $59 monthly. An
unconditional, prorated money-back
guarantee is promised by Geustyn.

Members merely phone in their
orders. A uniformed motorcyclist
delivers requested titles to the
member’s address. If the member is
not home, the videos are placed in a
special pickup box, a metal security
box supplied free to platinum mem-
bers. The boxes are made available
to gold members at $10 a year.

Unless Video Valet is advised oth-
erwise, the messenger returns to
the member’s address 24 hours later
to pick up the cassettes from the se-
curity box. Members have their own
keys and messengers carry a mas-
ter key. When ordering, members
can request a specific delivery time
if they wish, says Guestyn.

The first “library,” located in sub-
urban Westwood, has 1,100 general
interest, children’s, and special in-
terest titles, with 100 titles to be
added monthly, Geustyn says.

Members call in their code num-
bers to a battery of up to 18 phone
operators equipped with terminals
tied in to a Hewlett-Packard Series
42 computer. The mainframe, in
turn, electronically conveys the
member’s order to the “librarian,”
who pulls the order for delivery.

A quarterly catalog brings mem-
bers up to date on available titles.
Geustyn says a monthly title adden-
dum provides information about
new releases 30 days in advance of
their issuance. Members can re-
serve both catalog and new release
titles.

According to Geustyn, Video Va-
let will sell blank cassettes below re-
tail and expects to sell prerecorded
video at “2% to 3% above wholesale
to members.”

Video Valet hopes to open a new
library location every quarter.
Geustyn says a six-mile radius of-
fers the best service potential for
each library.

Only company-owned and operat-
ed locations are planned. Geustyn
sees five more such locations in
greater Los Angeles before he
takes the concept elsewhere in the
U.S.

BILLBOARD JUNE 7, 1986
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WARNING:!

DECLARE WAR ON VIDEO PIRACY.

When COBRA , the new Warner Bros. release starring Sylvester Stallone,
opens May 23 in 2,100 theatres across the United States and Canada, every
print will bear an identification marking code to enable the tracing of
illegally duplicated videocassettes. .

This electronically-encoded serial marking — not readily visible — is
nonetheless detectable in all pirated film-to-video and subsequent video-
to-video transfers, including those copies shot off theatre screens with
a video camera. It will allow for easy tracing of theatrical film prints used
for piracy purposes.

Each print used in the later international theatrical release of COBRA
will also bear traceable encoding.

Warner Bros. is determined to protect the integrity of this major motion
picturereleasein allits ancillary media and will prosecute those engaged in
any form of its illegal distribution to the fullest extent of the law.

In conjunction with the Film Security Office of the Motion Picture Asso-
ciation of America, Warner Bros. will offer:

¢ A reward of up to $5,000 for information
leading to the prosecution and conviction of
any person(s) guilty of the illegal video
distribution of GOBRA .

e A reward of $100 for each of the first 15 “pirate
copies” of GOBRA received by June 30, 1986.

For COBRA information, please call the MPAA’s Film Security Office
at (818) 995-6600. Confidentiality will be preserved.

“The piracy of copyrighted material in all forms is
a deadly disease for which a cure must be found.”
— Jack Valenti, MPAA President 12/6/84

WARNER HOME VIDEO

A Subsidiary of Warner Bros. Inc., A Warner Communications Company
4000 Warner Blvd., Burbank, CA 91522.

©1986 Warner Home Video Inc.

PPT APPROACH DEBATED

(Continued from page 48)

| clientele. He predicted that video

will mean more dollars per store be-
cause those customers will likely
purchase other merchandise.

On the distribution side, Woods
said distributors are ‘“as effective
as they can be” with 400-500 titles
hitting the market every month.
Woods said the sheer number of
new monthly titles is tough to deal
with and he would feel more com-
fortable with 100-200.

Caplan linked increased rentals
and sales of home videos to the cre-

PPT provides
consumers with
more titles

ative merchandising posture of a
dealer, supported by his distributor
and manufacturers.

Caplan said he sends out newslet-
ters to his customers and has spent
considerable sums of money on
signage, lighting, and local promo-
tion. Vendor trailers are absolute
must viewing for store personnel,
and he asked manufacturers for
more review copies. He lauded
Warner Home Video on that score
and noted the company is serving
him directly. For example, he said
he would not have bought ‘““Mi-
shima’’ had he not seen a review
copy of it.

Regarding the “‘ideal sell-through
price,” Lindstrom indicated that re-
search shows it to be at the $25 level
at this time.

Panelists also agreed that, in gen-
eral, the level of video retailing in
America was “poor.” Applause is
uncommon, they contended, be-
cause of a general lack of merchan-
dising expertise.

Caplan also took a shot at MCA
Home Video, contending that if the
marketing department had gone out
on a limb and priced a “keeper” like
“Back To The Future” at under $30,
they would have sold 2 million

| copies, surpassing the all-time un-

der $30 champ, Paramount Home
Video’s “Beverly Hills Cop.

Dial 800-223-7524 toll free

to place an ad in ACTION-

MART, Billboard's classi-

fied advertising section.

For quick results, call Jeff
! Serrette today (NY resi-

dents dial 212 764-7388).
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E'VE GOTAMILLION

VIDEO CUSTOMERS

INCHAINS!

Only one magazine links your video
ads directly to the chain-store custom-
ers who account for literally millions
of video software fransactions every
month. Because only one magazine
earns the aggressive support of these
industry-leading chains.

Videopreview. The colorful new
glossy guide to home video releases.
With a million copies a month distri-
buted right at the point of sale in the
piggest video chains in America.
Here's what just a few of the chains
are saying:

Allan Caplan, owner of Omaha’s
APPLAUSE VIDEO —28 locations: “Do |

© 1986 Hudson Pubiishing Corp.  BPA audit applied for 5/86

pelieve in Videopreview? Enough to
spend over $10,000 a month of my
own money mailing it to every one
of my 90,000-plus club members!”

Gary Tobey, executive vice-
president of THE FEDERATED GROUP

~over 60 locations in the West:
"We're excited about Videopreview.
We see it as a great way of cross-
merchandising our hardware and soft-
ware departments’”

Corbeft Thompson, president of
SHOWTIME VIDEO —over 100,000 video
club members: “Videopreview has the
right concept and approach. We're
going to promote the devil out of it!"

wWWwWw.americanradiohistorv.com

Want a bigger captive audience
for your advertising than all the video-
enthusiast magazines combined-—
at about one-third the cost? Call Bill
Slapin or Marvin Fisch now to lock up
your special charter advertiser rates.

But hurry —this special offer ends
June 10, so quick response is the key.

1950 Sawtelle Blvd., Suite 330
Los Angeles, CA 90025
213-478-6070

_ IDS! ) ) /
v y -i: \ A
\ THE CONSUMER GUIDE 10 HOME VIDEO RELEASES J



www.americanradiohistory.com

EXPERIENCED
VIDEO

SALES PEOPLE:

v Only the best
% Sales Representatives
=t
—9

o add to our caring and
7 experienced staff

Be a part of an
industry leadership
team

Highest pay in the

E industry
* 2-week training
3:.'-' course
dpad
Advancement

opportunities

IF YOU DON'T
. LOVE VIDEO
% DON'T APPLY!

Please Call or Write:
Director, Personnel
Metro Video
430 West H4th Street
New York, NY 10019

(a3

(212) 582-6405

NEW YORK
FORT LAUDERDALE
LOS ANGELES
SAN DIEGO
MINNEAPOLIS
PHOENIX
PUERTO RICO

NASHVILLE CHAIN

(Continued from page 50)

movie at regular price; “Gremlins”
on Saturdays, 25 cents; and $1 off
the price of any record or prerecord-
ed tape that retails regularly for
$1.97 or more. Most of the record al-
bums in the stores are on the Gusto
label and are in the 99-cent to $6.97
range.

A stipulation of the mail promo-
tion is that only one coupon a day
can be used.

According to general manager
Jack Dennis, the stores have from
1,000- to 3,000-square-feet of floor
space. Each carries about 1,500 ti-
tles at any one time. ‘““We jockey
them around,” Dennis says. “We
own better than 2,400 titles, which
we transfer among the stores on a
monthly basis.” Each outlet will
constantly stock “10 or 12 hot ti-
tles.”

Movies To Go’s most profitable
Nashville location is on Thompson
Lane near the 100 Oaks Shopping
Center and only a few minutes from
downtown Nashville. Dennis says
the store stocks between 3,200 and
38,300 videos. Distributors Source
Video, Nashville; WaxWorks, Ow-
ensboro, Ky.; and Sight & Sound,
St. Louis, are the sources for the
chain’s product.

Currently, the chain is computer-
izing its in-store operations. Dennis
reports that an average transaction
now takes about two minutes be-
cause the orders are handled man-
ually. With computers, the process
will be cut to less than a minute
each, he predicts.

Video sales make up less than 1%
of the chain’s income, Dennis says,
even though it does offer sale in-
ducements to customers. “Wit-
ness,” for example, which regularly
sells for $79.95 each, was available
at $29.95 after being in circulation
for four weeks as a rental.

“Distributors keep hounding us
about sell-through,” Dennis says,
“but why would you want to buy a
movie? I love ‘Dr. Zhivago'—I could
wateh that movie about once every
year. But why should I buy it when
1 can go out and rent it for that one
time?”

VCR rentals, though, represent
‘“a tremendous amount of busi-
ness,” according to Dennis. Each
store has 12 Magnavox VHS units,
and they’re out most of the time. A
coupon in the current mailer offers
a VCR for a week at the half-price
fee of $9.95, with required deposit
of a $300 check or credit card slip.

Rentals of X-rated videos proba-
bly represent 15% of our revenue,
Dennis says. But, he adds, “We
don’t even talk about it. We have it
in a back room, and we instruct our
people not to talk about it.”

At the outset, says Dennis, the
chain was fairly cavalier in its issu-
ance of membership cards. The re-
sult was a significant loss of videos.
Still, membership requirements are
not stringent. Membership is auto-
matic to anyone with a major credit
card or a credit card from a local de-
partment store. For applicants with-
out cards, the store requires the
completion of a one-page credit
form. Confirmation or denial is
within 24 hours.

Dennis says direct-mail coupon-
ing will be stepped up to four times
a year or more. He is making great-
er use of distributor co-op money,
he says, alternating his weekly
newspaper coupon ads with co-op
ads for specific titles.

FOR WEEK ENDING JUNE 7, 1986
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TOP VIDEOCASSETTES.RENTALS

E Compiled from a national sample of retail store rental reports.
x b 5
E ; é ° 2 w
% z Q TITLE agelyt:fiag&tu?e:nggtalo Numbe lg;i:fgirpr::ers ﬁ% %
|l 3| = s 3 r S| x
* & NO.1 & %
L[ 1|6 [ WINESS oo oot Home wideo 1736 e BR| L
21 2] 41 cocoon CBS-Fox Video 1476 Steve Guttenberg 1985 | Pe-13
3| 3| 8| coMmmanDOa CBS-Fox Video 1484 Qézg’xfg,”‘ggge' 1985 | R
45| 5| INASIONUSA. e Chuck Norris 1985 | R
5 | 4| 7 | KISSOF THE SPIDER WOMAN e Emera e 90001 T 19851 R
6 17 3 AGNES OF GOD Fz\’gg/s (‘éolumbia Pictures Home Video 6- iar::; FBoan:caroft 1985 | PG-13
7 | 6 | 13 | RETURN OF THE JEDI & CBS-Fox Video 1478 Mark Homill 1983 | PG
8 | 11| 5 | SWEET DREAMS Thorn/EMI/HBO Video TVA3666 P 1985 | PG-13
9 8 12 SILVERADO 4 ¢ inggé(;olumbia Pictures Home Video 6- g;:é:g:\en 1985 | PG-13
10] 7 [ s | ecoomesa e =0 o |
1 9 3 FRIGHT NIGHT & sz’ggg(;olumbia Pictures Home Video 6- gg;i;ysl?nrgggzgn 1985 R
2] 2| 7| swemsucer Tt A I
13| 4 | 2 | TOLVEAND DIEINLA. S I 123 Witiam L~ Petersen 1985 | R
16| 0| 15 | prazrswonona s e s
15| 20 | 2 | ACHORUSLINE E:ggzg Films Associates o3 Michael Douglas 1985 | PG-13
16 | 13 | 12 | PEE-WEE'S BIG ADVENTURE & Ml Pee-Wee Herman 1985 | PG
78| 3 | mvomaurreus L Tl e IR
18 | NEWD | DEATHWISH 3 fn‘"’é‘“’x}ﬁ;‘mﬁr“f\-ﬁ o0 800821 Charles Bronson 1985 | R
191517 RAMBO: FIRST BLOOD PART Il A Thorn/EMI/HBO Video TVA3002 Sylvester Stallone 1985 | R
20| 14| 9 | YEAR OF THE DRAGON MGM/UA Home Video 800713 A 1985 | R
21|16 | 5 | ONCEBITTEN Samuel Goldwyn Lauren Hutton 1985 | PG-13
22|19 | 19| MASKA® H’E:'Xeés.ix'%?r,f"é‘c’iﬁ 3 g:::suion 1983 | PG-13
23 | 23| 4 | AMERICANFLYERS Warmer Home Video 11520 Roe Dawr Chong 1985 | PG-13
24 | NEWD> | THE JOURNEY OF NATTY GANN Wait Disney Home Video 400 neh':%‘f}’sfjf"ge' 1985 | PG
5|2 12 SUMMER RENTAL E:::mﬂ:: Zit()::rl\gevsideo 6604 .F,%(i):r:‘a?: r&%nna 1383 £S
2 | 20| 12 v:glONAL LAMPOON’'S EUROPEAN Warner Bros. Inc. Chevy Ch.:ase 1985 | PG-13
ATION A Warner Home Video 11521 Beverly D'Angelo
27| 25| 8 | PLENTY Thorn/EMI/HBO Video TVA3394 “s"ﬁer:‘é' Stcen 1985 | R
28| 24| 16 | TEENWOLF Atlantic Releasing Crp. 50 Michael J. Fox 1985 | PG
29| 27| 7 | COMPROMISING POSITIONS Paramount Pctures o0 1928 Susan Sarandon 1985 | R
30| 21 17 ST.ELMO'S FIRE 4 ¢ sz’gg\g%olumbia f’ictures Home Video 6- ggzt.&\gzre 1985 R
31| % | o | seanmarone Eocie P SrCm ||
32| 2 | 15| WEIRDSCIENCEA @ H’E;ifésii’x'.%fa’,i‘%‘g‘%%o QL‘?.';°L’L’3“,"J§L‘"’"" el 1985 | PG-13
33| 3| 4 | KRUSHGROOVE Warner Home video 11529 RO M.C. £
34| 32| 2 | HOwLINGN Thorn/EMI/HBO Video TVA3004 g;‘:if‘[‘,’;’:;'n‘éée 1984 | R
35| 30 | 30 | BEVERLY HILLS COP o f0n] Eddie Murphy 1985 | R
3| 9 | 5 | cnewunsa o e e 1200 ot e w
37 (37| 6 THE SWORD IN THE STONE Walt Disney Home Video 229 Animated 1963 6
38 | NEWD | etew e N
3 | NEWD | suewTwonr ool MG S rane e | ¥
40| 35 | 9 | BETTER OFF DEAD Key Video 7083 jﬂ:‘;ﬂ%‘fgfy“ss 1985 | PG

@ Recording Industry Assn. of America gold certification for theatrical films. sales of 75,000 units or suggested list price income of $3 miltion (30,000 or $1.2
miltion for non-theatrical made-for-home video product; 25,000 or $1 million for music video product). 4 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 vaiue 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
a minimum sale of 75,000 units or a doliar volume of $3 million at retail for theatrically released programs, or of at least 25.000 units or $1 million at
suggested retail for non-theatrical titles. SF short-form. LF tong-form. C concert. D documentary.
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One of Maxell’s upcoming promotions
invites video enthusiasts to “Capture
History on July 4th.” This Statue of
Liberty campaign is designed to lift the
lamp of the company’s HGX series.

BY EDWARD MORRIS

A biweekly column spotlighting
new video products and accesso-

ries. Vendors introducing such .

products may send information
and promotional material to Ed-
ward Morris, Billboard, P.O. Box
24970, Nashville, Tenn. 37202.

A NEW RCA (609/853-2494) pro- |

motion offers consumers a free T-
120SHG Super High Grade video-
tape with the purchase of a spe-
cially marked five-pack. Debuted
in mid-May, the promo runs
through the rest of the year.

The pack comes in a full-color
carrying carton bearing a coupon
good for ordering the freebie from
RCA’s redemption center. Retail
tagged at $59.95, the five-pack of
tapes allows for up to 30 hours of
recording time in the SLP mode.

MAXELL (201/641-8600) will in-
troduce its new 15-minute 8mm
videotape at CES. Suggested retail
1s $14.99. Also from Maxell comes
the “Capture History” promotion
offering consumers free preprint-
ed and pressure-sensitive labels
with a patriotic motif with the pur-
chase of HGX T-120 two-packs of
videotapes. Maxell’s push is to con-
vince tapers to record the Statue
Of Libertly ceremonies in July. The
labels will set the patriotic videos
apart from others in the consum-
er’s library.

Merchandising displays include
floor bins that house the two-
packs and a dispenser for the label
kits. Suggested retail prices on the
buy range from $10.99 to $15.99,
depending on the market.

RMS ELECTRONICS (800/223-
8312, 212/892-6700) is introducing
two new aluminum camcorder
cases. The VCM-1838 has inside
measurements of 18’ by 13" by 8”
and the VCM-1627 measures 16"
by 12” by 7”. Both have rounded
corners, die-cut foam inserts, pad-
ded handles and shoulder straps,
and hasp-type locks. No suggested
retail tag.

BILLBOARD JUNE 7, 198t
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ROMANCING

THE VIDEO

Publishing’s Billion Dollar Baby Hit Home Video
... And Became an Instant Smash Success!

Tt conflict of u b i

i arasit Qg e a
e e w imunersed i intose cotiong.

b1

A complete steanger
swoke passhins m:‘
didn 't know she b

Hosted by Louis Jourdan

Six proven video best-sellers paved the
path to success...for four NEW additions
to your romance collection!

¥ THE ISLE OF SECRET PASSION
¥ THE SIMPLE TRUTH
A ¥ LOVE IN THE PRESENT TENSE
¥ THE AWAKENING OF CASSEY
See us at CES. Booth #5112

Love. Chivalry. Adventure.

NOBODY DOES IT BETTER,
BECAUSE WE DID IT FIRST!

PR'SM © 1986 Prism Entertuinment,
entteramernt 1875 Century Park East, Suite 1010, Los £ngeles, Catifornia 90067
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Cassette Duplicating Gaptures Attention Of ITA Meet Attendees

BY MOIRA McCORMICK

ST. LOUIS Audiocassette duplicat-
ing systems were discussed here
during the International Tape/Disc
Assn.’s (ITA) “How and Why” Cas-
sette Quality seminar, held May 12-
14. A two-part panel session fea-
tured representatives of both end-
user duplicating firms and
hardware makers.

Manufacturers speaking during
the first part of the session were
Mort Fujii, president of Cetec-
Gauss Inc.; Mark Nevejans, vice
president of sales for Electro Sound
Inc.; John Carey, marketing manag-
er for Otari Corp.; and Richard
Clark, president of Concept Design/
AMI.

Fujii stressed the importance of
preventive maintenance to system
reliability and consistency, saying,
“Inherent design affects reliability,
but maintaining it is another mat-
ter, regardless of the system.”

He then presented a model of a
typical maintenance schedule (divid-
ed into two-day, weekly, 500-hour,
and 1,000-hour segments) and said
that although the procedure is
painstaking, “It's better than pan-
icking when the unit shuts down
during a production run. Preventive
maintenance is an insurance policy

ACTIONNART

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

on your duplicating equipment. It's
not cheap, but it is cost-effective.”
Nevejans followed with a thor-
ough discussion of the strong points
of Electro Sound’s high-speed 480

‘Cassettes don’t
compare to CDs’

ips master with digitally controlled
three-speed slave. Otari’s Carey
stressed performanece and reliability
in master machines, describing the
features of his firm’s DP-80 unit.

Clark described research he had
done to find weaknesses in the du-
plicating chain. He discussed tape
tension problems of both single and
dual capstan bins, and he outlined
the “balanced servo concept” that
uses dual vacuum columns.

The second part of the panel fea-
tured duplicators talking about im-
provements they would like to see in
the hardware, including faster ad-
justment for calibration and quicker
slave ehangeover. Other vital points
were consistency in tapes and slave
pancakes, and the importance of
raising the ‘““technical conscious-
ness” of equipment operators.

Speaking first was Max Man-
tooth, duplicating manager for
RCA/Ariola International, who
opened with a call to the assembly
to “help prevent that compact disk
from eroding our cassettes.”

He suggested a number of prac-
tices aimed at optimizing quality, in-
cluding constant inspections of
tapes and equipment, stabilizing the
pancake’s temperature 24 to 48
hours before a duplicating run, and
a last-minute test to ensure that the
integrity of the master equipment is
still in order.

Pat Shevlin, chief audio engineer
for WEA Manufacturing’s specialty
records division, expressed a desire
for more “kid-proof” features for
technolagically inexperienced oper-
ators, noting, ‘“We have to teach the
quality-control department to tell
the technicians exactly what they
need to know when there’s a prob-
lem [with the machinery].”

Shevlin also stated that “with dig-
ital knocking at our backdoor, we
need improvements in bin tape.”

Finally, Shevlin praised the spec-
trum analyzer as the “No. 1 piece of
test equipment’’ and cautioned,

“Before you do any tape alignment,
make sure the mechanical align-
ment is done first. If frequency re-
sponse is lost at the duplicator, you
can’t make it up at the slave.”

‘The spectrum
analyzer is No. 1’

A ceiling on tape speeds was also
discussed, with Clark holding that
“quality duplicating won't exceed
80:1. But, you might see 500:1 in a
few years. If enough money is

thrown at it, anything can happen—
provided cassettes are still around,”
he said.

“I own 1,000 CDs,” he added. “It
might sound like heresy, but cas-
settes won’t ever get comparable.
But will that determine whether or
not they live? The world’s full of
Chevys, although we know they
aren’t as good as a Rolls.”

Clark also advised working with
the creative side of the industry.
“CDs are powerful,” he said. “Un-
less we constantly strive to improve
what we’re doing, CDs will eventu-
ally dominate.”

New Products

CONTROL
T

PAMNEL
" [y

e Ny oy e
7 8 9 X%
5 6 2

Lexicon’s new model 2400 is a true stereo time compressor/expander that also incorporates a time code reader and
reference cutput. The unit is designed to alter the running time of video, film, or audio programs while maintaining the
original pitch. It replaces Lexicon’s 1200 C unit, which was the recipient of an Emmy Award. The 2400 will be available this
summer, and suggested retail price is projected to be about $19,000. Call Lexicon at (617) 891-6790 for information.

Sunkyong's bulk audio tape is designed specif cally for
duplicators and delivers what you must have from ycur

BULK AUDIO TAPES FROM SUNKYONG.
YOU CAN’T GET BETTER BUT YOU CAN CERTAINLY PAY MORE.

audio tape...consistently good sound.

We can deliver on this promise because we make every
single component of the tape ourselves—the base fizm, the
coating, the cassette itself. Everything. Even theoil used
' it refi

tae difference.

mits a dagree of quality control that's hard 0 match. And,
v/hen it comes to audio tape, quality contral is what makes

If you'd like to know more about our complete range
f hi Jality audio tape, =
California at

10. :
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500 Jolden Reel Awards

TO:
WARDED
P FOR:
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oL FENREEL ol s b
This strudio mas Ampex CO S

Ampex proudly presents its 500th Golden Reel Award to of outstanding achievement honoring many of the world's top
Kool and the Gang for their album Emergency. studio performers. An important part of the award is a thousand-
Thanks to their award-winning performance, we had our dollar donation to the charity of the performers’ choice.
500th golden opportunity to help. The award is presented to albums and singles that have
Through seven years and 500 Ampex Golden Reel Awards,  earned Gold Record status and are totally recorded and mixed
$500,000 in charitable contributions have been used to on Ampex professional studio mastering tape.
combat disease, support medical research, promote the arts, We're pleased that 500 gold records and albums have been
help the elderly, preserve the environment, educate the recorded on Ampex mas-

underprivileged and more. - | tering tape. We look forward AM p Ex
The Ampex Golden Reel Award is an international symbol to 500 more.
Ampex Corporation, Magnetic Tape Division, 401 Broadway. Redwood City, CA 94063, 415/367-3809.
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Bullets. largets.
d Dynamic Range.

A choice of ammunition.
%lgﬁz If yqu’re aiming at the premium
ferric or voice categories, BASF
provides a tape for your best shot.
BASF LHD delivers high output
levels with minimum distortion or
noise for the best ferric reproduc-
tion. And LNS is a voice grade tape
so good it qualifies even for non-
critical music.

BASF Chrome
BASF Chrome

DYNAMIC RANGE is the spread between maximum output level (MOL) and noise (tape hiss). Itis a
major criterion of tape quality because it shows the true capacity for music. Tapes with high output and
high levels of tape hiss are really no better than low output tapes with low noise. It’s the difference be-
tween output and noise that matters.

Take your best shot.
Everyone’s looking for a bullet—a
hit that shoots to the top of the
charts. Because bullets mean
sales and airplay. And bullets
make stars of everyone
invoived.

But talent and hard
work alone won't get
you that bullet. Because
in the end, you're only
going to sound as good on
cassette as the tape you use. -

 frequencies and an astoundingly low
' level of tape hiss—with no compro-
mise between the two. For a differ-
ence you can hear immediately.

‘ Shots heard

" o 5. L : »

So give it your best shot. Dial

Nothlng bnngs out BASF has a bullet with your name
the clarity, the onit.
power, the subtlety

of musical talent like
BASF Chrome. And
that BASF Chrome

So reach for the best tape you difference is why as
can lay your hands on. =l many as 40% of the top
10 pop albums have had cassette
Reach for the stars. , releases on BASF Chrome.
Reach for BASF Chrome. It’s the Chrome on the range.

tape that sets the standard. The
tape that gave the pre-recorded
cassette its badge of high fidelity.
Because of its unique magnetic
properties and complete freedom

from the physical deformities that sic between the limits of tape dis-
plague other magnetic tortion and hiss. The more room

particles, only | the better. And over the full musical
range, BASF Chrome is obviously —

. @/ BASF : r
) 7 / Chrome can | and audibly—superior to even the
A offer both ’ most highly acclaimed alternatives.

The chart shows the dynamic capa-
bility of tapes at critical frequencies
in the musical spectrum. Dynamic
range is the room available for mu-

crystalline BASF Chrome tape comes closest
high to the original studio master.

186 SASF Corporation Information Systems, Bedford. MA

©) BASF

1-800-225-4350 (East and South) or
’round the world. | 1-800-225-3326 Midwest or West).

ound
Imsestment

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

STUDIO DESIGNER Christopher
Huston recently finished designing
and supervising construction of the
Allied Artists Studio complex in
Santa Fe Springs, Calif. The new
world-class studio features a 64-in-
put SSL console with Total Recall; a
Mitsubishi X-850 32-track digital re-
corder and two-track digital master-
ing machine; two Otari 24-track ana-
log decks; a custom monitor system;
and “every outboard device known
to man.”

EVEN MORE REMOTE: Grace &
Wild Studios, based in Framington
Hills, Mich., has added a second
Sony Betacam recorder, as well as a
new lkegami HL79E camera. The
new gear was necessary, says Dan
Burke, the facility’s manager of re-
mote services, because of the grow-
ing demand for remote recording
projects among Grace & Wild’s cli-
ents. The Sony BVW-25, which com-
bines record and playback capabili-
ties in one unit, is the first of its
kind in the Detroit area, according
to Burke.

MAKE MINE METAL: Gotham
Audio’s Russ Hamm reports that
Teldee’s Direct Metal Mastering
process is gaining ground with pop
projects in the U.S,, at least as far
as the Billboard Top Pop Albums
chart is concerned. As of the middle
of May, nine of the top 100 albums
were mastered using the DMM
technique, and Hamm says that
both Sterling Sound and Master-
disk in New York are “busily turn-
ing out DMM pop product.” Other
Teldec DMM-licensees include
Wakefield Manufacturing, which
presses classical and jazz product
for Angel and Blue Note, and Euro-
padisk Ltd., which masters for
RCA Red Seal and Telarc. More li-
censing deals are said to be in the
works.

AN ANIMATED REDESIGN:
Howard Schwartz Recording Inc.
of New York has completely reno-
vated and upgraded its C and D Stu-
dios and leased them on a longterm
basis to Rankin/Bass Productions,
a division of Lorimar Telepictures.
The rooms will be used for audio
production of the syndicated chil-
dren’s programs ‘“‘“ThunderCats”
and “SilverHawks.”

Schwartz says the programs are

| produced in a unique manner. “All

episodes for the series are recorded
at the studio using an ensemble of
professional voice artists and are
produced on 24 tracks. The dialog is
then cut to 20 minutes, and music is
added to complete the soundtracks
for each episode. Then, the tracks
are sent to Japan for animation, a
process that can take four months.”

Edited by STEVEN DUPLER

58
WWW.americanradiohistorv.com

BILLBOARD JUNE 7. 1986


www.americanradiohistory.com

="ro audio/video

Standards Needed For Blank Cassette Shells
Pros, Gons Of Tape Formulations Studied

ST. LOUIS The pros and cons of
various duplicating tape formula-
tions and the need for standards for
blank cassette shells (C-0s), two es-
sential factors in the duplicating
chain, were discussed during back-
to-back panel sessions at the ITA’s
Cassette Quality conference here
May 12-14.

Tape manufacturers on hand for
the first session were Terry O’Kel-
ly, national sales manager for audio
and video professional products,
BASF Systems Corp.; Joseph
Kempler, technical marketing direc-
tor, Capitol Magnetic Products; Jer-
ry Campbell, product manager for
industrial audiotape, Ampex Corp;
John Matarazzo, Agfa-Gevaert’s na-
tional technical manager; and S.W,
Park, audiotape sales manager,
Sunkyong.

O’Kelly opened with a rundown
of the strengths and weaknesses of
various tape types—ferric oxide,
ferric cobalt, magnetite, chrome,
IEC II metal, and IEC IV metal—
with respect to bias, sensitivity, and
frequency response. BASF chose
chrome, O’Kelly said, primarily be-
cause the formulation’s “small par-
ticle size decreases noise.”

Kempler came out in favor of fer-
ric oxide, describing it as “an old,
well-proven product—trouble-free,
cost-effective, and compatible with
all equipment. Eighty percent of the
duplicator’s needs can be satisfied
by ferric oxide,” he said.

However, he noted that ferric’s
coercive force limitations cause sat-
uration problems, a problem
Kempler said could be solved by
modifying the formulation with co-
balt. “What the industry needs is
ferric cobalt type I 1/2,” he said.

Ampex’s Campbell spoke about
various other components in the
production of magnetic tape, includ-
ing oxide, the binder system, base
film, processing, resins, solvents,
carbons, and lubricants.

“Magnetic tape is a collection of
opposites,” he said. “Over the last

Panelists address
azimuth problem

three to five years, the tape manu-
facturers have done a lot to maxi-
mize each component.”

Agfa’s Matarazzo discussed elec-
troacoustic properties of various
tape types, drawing a parallel be-
tween the dynamic range of magne-
tite and metal tape. He stressed pro-
duction stability and consistency,
and warned, “Don’t let cheap price
determine your selection, because
you frequently get what you pay
for.”

The following session on blank
shells, “Plastic C-0 Shells,” was con-
ducted by a panel consisting of Vin-
cent Landry, chief engineer, audio
products division, Shape Inc.; Daryl
Chapelle, director of sales, Lenco
Co.; Brad Harse, director of market-
ing, Filam National Plastics Inc;
and Scott Bartlett, Midwest region-
al manager, Data Packaging Corp.

Azimuth was the major problem
addressed by the panelists. Said
Chapelle: “Inconsistency in results
means tighter specs need to be
forthcoming as pertaining to azi-
muth testing. Specifications need to
be written for C-0 manufacturers.”

Glenn Maenza, manager of elec-
tronic engineering for CBS Rec-

ords, then presented the results of a
study examining the effectiveness
of “The Magnetic Shield in Audio-
cassettes.” Two phases of shield ef-
fect were analyzed: that on low-lev-
el, player-generated fields and that
on high-level, externally generated
fields.

Maenza concluded that “cassette
quality is not affected by elimina-
tion of the shield, since the shield
typically reduces the 60/120 Hz lev-
el from -23 to -26 dB, relative to au-
dible threshold levels.” That 3 dB
difference, he said, is ‘“not really
distinguishable” to listeners.

When Dolby Lab’s Dennis Staats
observed from the audience that the
reason listeners didn’t perceive the
difference was because of the use
of noise'reduction, Maenza replied,
“We’re not advocating the removal
of the shield, we're just presenting
the results of the study.”

Following Maenza’s presentation,
the panel resumed its discussion of
azimuth. The variability of azimuth
tolerance was criticized, and the
suggestion was made that “‘a fire
needs to be built under the industry,
to set a common standard.” Cha-
pelle noted that the suggested toler-
ance is no more than 10, to which
moderator Sam Burger added,
“We're striving for zero, which is
unattainable.”

Burger said the ITA’s recent set
of specifications on C-0s indicates
the industry is ““finally getting
down to the nitty gritty of what azi-
muth is.” ITA executive vice presi-
dent Henry Brief said that the ITA
“wants to develop a liaison with the
hardware people to follow the stan-
dards we set.”

MOIRA McCORMICK

Dolby SR Used
Commercially
By Phil Ramone

NEW YORK Veteran produc-
er Phil Ramone has been credit-
ed with the first commercial-
studio application of Dolby’s
spectral recording (SR) process,
which made its U.S. debut last
month.

Ramone utilized some of the
first. SR production modules
while working at the Power
Station here; he was mastering
stereo music tracks for the
forthcoming Touchstone Films
feature “Ruthless People.” The
soundtrack features Billy Joel
and Mick Jagger, among oth-
ers.

The new SR system has been
touted by Dolby as offering
“the best of both digital and an-
alog technology,” and it fea-
tures wide dynamic range, uni-
form high-level response, and
protection against clipping
caused by high-level transients.

Ramone was also one of the
first U.S. producers to use
Dolby’s original Atype noise-re-
duction system; that was in the
late ’60s.

Audio Track

NEW YORK

TAKES TWO MANAGEMENT
artist Joshua has been working at
Greene Street Studios on his debut
album. Producing are Arif Mardin
and Joe Mardin, with Rod Hui at
the board.

At Quad Recording, the Latin
Rascals have been working on their
Sutra debut, “Bach To The Future.”
Keyboards are being handled by
Gary Rottger, with the Rascals (Al-
bert Cabrera and Tony Moran) pro-
gramming the drums and produec-
ing. Engineers on the project in-
clude Dave Ogrin, Jay Barnett,
Andy Wallace, and Steve Peck.
Dave Wolk is assisting.

At Secret Sound, Milton Bing-
ham has been producing Savoy Rec-
ords artist Donald Malloy; produc-
er Lenny Adams is working on a
project for artist John Henderson
for Panoramic Records; and Donnie
Linton is working on a Crown
Heights Affair project for Release
Me Records.

Look & Company, the produc-
tion house that created the official
theme song for the Hands Across
America event, is also responsible
for the production of a new rendi-
tion of “America The Beautiful.”
Facility owners Marc Blatte and

Rich Look were part of the produc-
tion team.

At Intergalactic Music, artist
Jenny Burton is working on five
songs with producer John Luongo.
Gary Hellman is engineering, with
Andrew Spigelman assisting. Bur-
ton is signed to Atlantic.

LOS ANGELES

AN[)Y TAYLOR OF Duran
Duran and Power Station has been
working at Galaxy Sound in Holly-
wood on the soundtrack for “Ameri-
can Anthem.” Roy Thomas Baker
is producing; Jerry Napier is at the
board for the project, which is being
recorded for the Fourth of July cele-
bration in New York.

Producer Tony Gilkyson has
been working at Skip Saylor Re-
cording on a single for the sound-
track to the feature film “Princess
Academy.” Tom McCauley is be-
hind the board, with Joe Shay as-
sisting. Also there, Dan Siegel has
been producing the soundtrack to
“Reform School Girls” for New
World Pictures. McCauley and Shay
are working on this one as well.

(Continued on next page)
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“Rock Around the Clock” to “We Are the World.” At bookstores now.

Whai was fhe firsi Duich
song fo fop the Holf 100?

If you don’t know, find out in

THE BILLBOARD BOOK OF

NUMBER ONE HITS

BY FRED BRONSON
The inside story of every Number One single from

C
Come home
from the studio.

Come home to a Manhattan hotel that is really like your
own apartment on Central Park. Around the corner from
Lincoln Center and minutes to the things that are impor-
tant to you in New York City. And. while we recently have
lavished millions on our guestrooms and suites. we
pride ourselves most on our traditions. personal ser-
vice: prompt and courteous attention: gracious hospi

tality: and good value. The Mayflower Hotel. 61st St. &
Central Park West. New York 10023. See your travel

agent or call toll-free 800-223-4164 or 212-265-0060
Telex. 4972657 Mayflow

The Mayflower Hotel

right on New York's Central Park

Edison’s Future Is Ringing With Jingles

But Studio Wants

NEW YORK The Edison Record-
ing Studio here, recently opened by
National Video Center/Recording
Studios Inec., makes its bread and
butter from daylong commercial jin-
gle sessions, but the facility is hop-
ing its midtown location, large
room, and 56-input SSL will eventu-
ally attract album work as well.

One of the most striking things
Edison has in its favor is a studio
large enough to accommodate 60
musicians. Gary Chester, chief engi-
neer of the facility, says that the
size of the room was an important
consideration in deciding to build
the two-month-old studio.

“New York has needed another
big room, particularly after the clos-
ing of A-1 at A&R and then Colum-
bia. There really aren’t that many
big rooms left, and none with great
sound. The current trend is to have
a big control room and smaller stu-
dios because of all the electronic
equipment with which people try to
synthesize the sound of a big room.
The beauty of a big room, though, is
that it even sounds good with a
small band.”

Meeting the needs of the bur-
geoning jingle business here was
another primary consideration in
opening Edison, Chester says. Na-
tional has been dealing with agency
work for 25 years, the engineer
points out, and that, together with
his own 15 years in the field, made it
clear that “we were the right people
to do the job.”

Even though a studio dealing
only with album work is technically
capable of dealing with a commer-
cial session, Chester says, “They
don’t have the necessary speed.
We're very specialized here.

We’ve gone from one session to
another without pausing,” he con-
tinues. “It takes us five minutes to

Album Work As Well

The large studio room at Edison Recording can accommodate 60 musicians,
which is particularly helpful when a large orchestra is called for on a jingle date.

get a rhythm sound down. Record
studios tear down between sessions.
We don’t. You come in and get
sound immediately.”

Edison’s design was the result of
a collaboration among the owners
and managers of parent National
Video Center/Recording Studios;

‘New York needed
another big room’

Eldo Luciani, chief of audio engi-
neering at National; and Chester.
The team’s specifications were then
taken to renowned studio designer
Tom Hidley, who in turn contracted
the project out to Sierra Sound for
the actual construction work.

The result, Chester says, is a
“completely acoustically floating
studio. Where wood meets wood,
there is neoprene insulation so that

no transfer of sound is possible.
Even the floors are floating.”

In addition to the massive com-
puter-controlled SSL board, the con-
trol room sports three sets of moni-
tors, including Urei 813s driven by
four Bryston amps, Yamaha NS-
110s, and a set of small Auratones.
Also on hand is a wide selection of
outboard processors and a large
complement of microphones.

Commercial sessions so far have
included work for Polaroid, Pruden-
tial, Cheerios, Toyota, Kleenex, and
other blue-chip accounts. While the
studio is booked up about a week
and a half in advance, Chester says
that it is looking to become involved
with album projects at some point.

“We're open 24 hours,” he says.
“I’ll work 24 hours if I have to, but
we also have access to the best free-
lancers in town.”

STEVEN DUPLER

AUDIO TRACK

(Continued from previous page)

OTHER CITIES

ARIF MARDIN is producing the
next Howard Jones album for Elek-
tra. The two had been working at
Windmill Lane Studios in Dublin,
Ireland, though they recently head-
ed across the sea to Atlantic Stu-
dios in New York City.

Frankie Beverly & Maze were in
at Fantasy Studios in Berkeley,

. Calif., working on their new Capitol

album. Beverly produced and John
Nowland engineered, assisted by
Dave Luke. Eddie Money was also

in, working on his new Columbia al- -

bum. Richie Zito produced, with
Phil Kaffel at the board.

Former Doobie Brother Corne-
lius Bumpus recently overdubbed
saxophone parts for Scott Stew-
art’s debut album at Swing Street
Studios in Sacramento, Calif. Phil
Sillas produced, with Larry Lau-
zon engineering. Also there, Tom-
my Tutone has been tracking his
new project with members of Bour-
geois Tagg. Craig Livaich is pro-
ducing the project, with John Bac-
cigaluppi at the console.

Ampex, 3M

NEW YORK Ampex Corp. and
3M Co. have been chosen to re-
ceive the prestigious Pioneer
Award, given by the Videotape
Production Assn. for outstanding
achievements in the industry.

The Pioneer Award, which is not
granted every year, will be pre-
sented to the two manufacturers
at the 1986 Monitor Awards gala
on June 9 at Lincoln Center here.

Get Awards

Douglas Edwards, who in 1956 be-
came the first television personal-
ity to be recorded on videotape,
will present the awards.

Both firms are cited by the VPA
Monitor Awards committee for
“engineering creativity, ingenu-
ity, and expertise which have
brought into being the videotape
industry as we know it today.”

Recent activity at Southern
Tracks in Atlanta includes tracking
for an album project by Holly
Woods, with Sonny Limbo, Doug
Johnson, and Steve Nathan pro-
ducing.

At Sounds Unreel in Memphis,
Good Question just completed its
debut album for SUR Records, pro-
duced and recorded by Jack Holder
and Don Smith, with Evan Rush
assisting.

Mission Control, a 48-track, SSL-
equipped facility in Boston, is host-
ing Roddy Frame of Aztec Camera.
The British artist is working with
producer Michael Jonzun on a
track destined for a movie sound-
track. Sidney Burton Jr. and Wil-
liam Garrett are engineering, with
Paul Arnold and Kent Wagner as-
sisting.

Donna Garraffa is working at
Terry Sound Studios in East
Northport, N.Y., on a 12-inch single,
“I Got You Covered.” Ed Terry and
Nephie Centeno are co-producing
and- mixing. The single is to be re-
leased on Tremper Records, distrib-
uted by the Fastfire label.
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Sherwood’s SS5-2125R remote-control com-
ponent audio system.

Yamaha's PSS-560 portable
electronic keyboard.

RCA’s |
ProWonder [ 5
camcorder &

(CLR200), video |
camera and VHS | &
recorder.

CD And Video Are Mid-Year
Stars In CES Summer Dramd

by JIM McCULLAUGH

COmpact disk and VCR still lead the consumer
electronics hit parade as more than 100,000
U.S. and international visitors descend on the
Windy City June 1-4 for the 20th Summer Consum-
er Electronics Show.

More than 1,400 exhibitors will be displaying ca-

Sony'’s Disc-
Jockey car

1 CD changer
with remote
controi, 10-
disk maga-
zine and op-
tional AM/
FM tuner
pack.

Sony’s new Marine
Pack submersible
for underwater use
with Sony Handy-
cam camcorder in-
side.

BILLBOARD JUNE 7, 1986

ble compatible televisions, compact disk harware,
VCRs, videodisk players, personal stereos, auto-
sound, programmable video games, home comput-
ers, home satellite receivers, ‘‘smart telephones,”
blank tape, audio components, accessories, and
other related items.

Industry-wide, consumer electronics should gen-
erate approximately $25-$30 million in revenue in
1986 despite the significant fluctuation of the dol-
lar against the yen and other foreign currencies.
Japanese-based manufacturers may have been
forced to raise prices and may yet again before the
end of the year, but thus far sales of most products
don't appear to be negatively affected.

This appears especially true for the two main
product locomotives, VCRs and CDs. Their sales
continue at an almost staggering pace.

On the video front, VCRs are expected to sell
close to 12-million units, including table models,
portables and camcorders by the end of the year.
That represents factory sales on the order of nearly
$5-billion, according to the Electronic Industries
Assn. (EIA).

Video software is keeping pace. It's estimated
that 180-million blank cassettes were sold last
year, with that figure rising to approximately 250-

(Continued on page C-5)

Home Video Majors Find Hospitality
Suite While Indies Take The Floor

by TONY SEIDEMAN

Imost every company in the home video busi-

ness considers the Summer CES Show in Chi-
cago a must-attend event, but relatively few plan
to exhibit.

Those that are attending say they’ll be on the
show floor in order to open up new channels of
distribution, reaching the big chains, mass-mer-
chandisers and non-specialty dealers who do not
usually attend the annual Video Software Dealers
Assn. convention.

This year's Summer CES show floor will be
graced with more manufacturers than have at-
tended either the summer or winter versions of
the event for some time. CBS-Fox Video and its
companion company Key Video are exhibiting;
Thorn EMI/HBO Video and International Video En-
tertainment will be present, and so will Karl/Lori-
mar Home Video.

Companies from RCA/Columbia Pictures Home
Video to Video Associates will also be in Chicago
during CES, but they'll be showing their wares in
hotel suites rather than on the show floor.

The animosity which characterized the relation-
ship between video software manufacturers and
the CES seems to have vanished, with manufactur-
ers who said they'd never go to the show again af-
ter being placed in an outdoor tent in 1984 back
exhibiting.

The decline of the computer software industry
has proven a plus for the video business. This year
software exhibitors will be housed in-the space at
McCormick South which was once reserved for
the computer companies.

Although they've been drawn back to CES be-
cause of the increasing involvement of mass mer-
chandisers and non-specialty retailers in pre-re-
corded video, not all exhibitors are sure they'll be
staying. “This CES show will either make us or

wWWwWWwW.americanradiohistorv.com

break us as to our attendance,” says Len White,
president of CBS-Fox’s U.S. operations. CBS-Fox’s
future participation will be based on the response
it gets at this event, says White.

What the company is looking for is hard goods
merchants, White says. Hard goods retailers and
other “‘accounts that are not presently being
served well by the existing distributon network”
will be CBS-Fox’s major target at Summer CES,
says White. Hard goods are “the next level in this
industry—an additional level of retailing that has
never been tapped. Chances are also good the

(Continued on page C-8)

Ay

“Commando"’ Ar-
nold Schwarzen-
egger says “Let's
Party!"” to home
video suppliers
exhibiting at CES.
But who will show
at the show?
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CD Software Success Generates
Momentum For Medium Of Many Uses

by SAM SUTHERLAND

or compact disk software, this Summer CES

finds yesterday’'s new star now firmly estab-
lished as an audio storage configuration positioning
itself for expansion into multi-media storage appli-
cations.

Visitors to the exhibition floor will again find CD
hardware the focal point for much of the trade's re-
newed growth, but the technology’s earlier sense of
novelty has been replaced with all the earmarks of a
maturing format.

Major record company executives say compact
disk's market share has continued to grow with un-
precedented speed, typically accounting for more
than 10% of unit shipments. Those labels with a
larger catalog investment in CD are showing even

Pioneer’s CK-
W700 Portable Music System

more dramatic figures, with specialty lines in such
fields as jazz and classical music reporting virtual
parity between digital disks and analog recordings
on some titles. And, at the industry’s retail front
lines, aggressive record/tape chains are building
overall compact disk sales into as much as 30% of
their business when giving the new medium priority.

Further evidence of the Sony/Philips configura-
tion's success in revitalizing recorded music sales
may be found in the product’s spread beyond tradi-
tional record/tape retail sites. During the past 18
months, a number of CD-only retail operations have
opened in major U.S. markets, while video specialty
dealers have also tested the water for selling CDs;
behind these experiments is the spreading percep-
tion that the compact disk has recaptured older
consumers representing the largest and most afflu-
ent demographic sector.

Such growth continues to be somewhat restricted
by the ongoing shortage of available CD replication

Sansui’s Cinemasurround component aud/vid system.

capacity, however. Record labels say they continue
to restrict their CD releases to their best-sellers,
with older, deep catalog items awaiting a substan-
tial improvement in manufacturing capacity before
digital disk release is practical. That manufacturing
crunch also appears to be im-

peding broader experimentation
in unique CD program lengths,
such as CD “singles’ and “EPs,”
as marketers give priority to CD
versions of new albums. Several
promotional singies have
shipped in compact disk, but
plans for regular product lines
have remained indefinite since
PolyGram tabled its CD ‘‘Maxi-
single” project last year.

Prices meanwhile remain
fixed at present levels, with the
sliding value of the U.S. dollar blocking prospects
for retail or wholesale reductions. Incremental
wholesale increases from some vendors have actu-
ally triggered slight upward retail increases in some
cases.

CD packaging, a volatile topic a year ago, has like-
wise settled into a more stable posture, with the
plastic jewel box and separate, outer merchandis-
ing still the norm. A revised composite package
combining cardboard with a stiff plastic tray similar
to the generic jewel case has been developed by Al-
bum Graphics Inc., and dubbed the “Digi-Pak’" for
retail tests by American Grammaphone, Island Rec-
ords and A&M.

(Continued on page C-9)

Above: Philips’ CD10
3-in-1 auto CD player.
Left: Sony’s D-5 porta-
ble CD player.

Allsop’s CD
cleaner and re-
placement pads.

Technics’ SL-
XP7 portable
CD player.

Washington Gets The l\/lessage
No Compromise

by BILL HOLLAND

he game plan had been drawn up and finalized by

late 1984. Two words: no compromise.

On a cold, grey day in late December of that year,
right in the middle of the Christmas shopping rush,
a Washington consumer electronics lobbyist invited
a reporter to lunch at a fancy Connecticut Ave. res-
taurant. There he made a startling announcement.

His clients had instructed him, he said, that they
would accept no compromise on the home taping
royalty bills which were to be introduced in the up-
coming first ses-
sion of the new
99th Congress.
They told him
they would spend
millions of dollars
over the next
decade to defeat
any such legisla-
tion.

The battie be-
tween the con-

sumer electronics industry and the music industry
over passage of audio-only home taping royalty pro-
posals has been going on ever since, especially
since the introduction of H.R. 2911 in the House
10 months ago and the Senate version, S. 1739
three months later.

Both bills would place a nickel-a-minute royalty
(opponents call it a tax) on blank tape used primari-
ly to record (proponents say copy) music. H.R.
2911 would place a royalty on cassette machines
of 10% of wholesale price; the Senate version, 5%.
Manufacturers would have to hold a compulsory li-
cense and pay out the royalties or else be barred
from importing and selling the equipment.

Proponents argue that the royalty is needed to
shore up $1.5 billion annual lost sales due to en-
demic home taping by consumers. Opponents say
that the $200 million that would be collected each
year would amount to a tax on consumers giving
profitable record companies windfaill profits to
make up for their shortsighted reaction to consum-

er demand for portable music, and that most of the

home taping is done from records already
owned.

Congress, watching this ping-pong match
of accusations and statistics, was, as usual,
cautious and slow to act. It took seven
months into the 99th Congress before H.R.
2911 was introduced by Rep. Bruce Morri-
| son (D-Conn.). Ten months passed before
Sen. Charles Mathias (R-Md.) offered S.

(Continued on page C-34)
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A Billboard Spotlight

STARS

(Continued from page C-3)

million this year.

During 1985, more than 50
million pre-recorded cassettes
were sold. For 1986, the figure
should be in the 70-80 million
unit range.

One million compact disk
players were sold during
1985, while at least that same
number should be sold during
1986.

Depending on production,
CD software should see a 30-
million unit year.

Other statistics and trends
of note for the home entertain-
ment/record industries are:

e Blank audio tape should
achieve a 280-million unit
year, up from last year’s 250-
million mark. The emphasis
continues on high-end, premi-
um quality product with more
than one manufacturer touting
top-of-the-line formulations for
taping from a CD source.

® Personal stereos are still go-
ing strong, expecting to gener-
ate some 12-million unit sales,
despite competition from
Walkman-like CD players.

® The Laserdisc, with only a
population of 300,000 in the
U.S., may turn out to be a
“sleeping giant'' as Pioneer
mounts its strongest CD/La-
serdisc combination hardware
and software posture to date.
At least one new line of combi-
nation players will be intro-
duced at CES from Pioneer,
while Pioneer will also prep the
launch of optical read disks
which will contain both music
and video.

e An additional spawning in-
dustry is CD accessories and
the CES floor should have a
spate of new products, every-
thing from cleaners to carrying
cases.

® On the technology front, it's
more ‘‘bells and whistles’’
across the board as audio com-
ponent manufacturers all
strive to be ‘“‘digital-compati-
ble.”

® The new 8mm video format
should also be in the spotlight
from Sony, Kodak and others,
particularly in the wake of re-
cent pre-recorded software an-
nouncements from Paramount
and Embassy.

® One eye-and-ear-grabber for
attendees should be a working
prototype on the show floor of
Finial's laser-read turntable for
vinyl records only.

If you think profits of over 500%
- are unheard of these days...you

/Javen t beam’ the Pfanstiehl needle 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 Pfanstieh!
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
needies are presented in
comprehensive
Programs for Profit,
especially created to get
you started in this highly
profitable market.

| 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 Hilavs

Merle Nelson,
President

—
. ’
Planstiehl’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.
\_

FREE GRrAPHIC PROFIT FINDER

QOur programs tell you how to profit..
will tell you how much, instantly. One FREE if you use this coupon to

request your Programs for Profit. Don't wait. Offer is limited.

|

|

|

[

' ® b
[

I

|

|

|

.this special Graphic Profit Finder

Pfanstiebl’s ‘86 Programs for Profit

Please send me the
Pfanstiehi Replacement Needle
Programs for Profit.

Address

City

State

Zip

Telephone Number

I
|
i
| Name
i
i
i

Store Name

' Type of Retail Outlet

Mail to: Pfanstiehl, 3300 Washington St., Waukegan, IL 60085

Pfansti

ehl

.follow the leader

See you at
BOOTH 1400
CES Show

Telephone: 1 (800) 323-9446
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A Billboard Spotlight

Action Moves Off Exhior Floor

by EARL PAIGE

Summer CES 1986 will be a new act for many
blank media vendors as brand leaders like TDK
and Maxell are bypassing the usual extravagant ex-
hibits.

“We're not exhibiting,” says Gerry Ghinelli, mar-
keting manager consumer products audio/video,
Maxell. “We'll have a hospitality suite in the Shera-
ton. The yen’s gain on the dollar and our product
being manufactured in Japan have created some-
what of a profits squeeze. We're channeling our
promotions differently, we'll have more merchan-
dising aids—we’re earmarking funds for marketing
in a more effective manner.”

Most blank media suppliers are seeking to allay
any dealer fears about cutting back in marketing ar-
eas. Many blank media marketing executives have
looked toward brands such as TDK, where presi-
dent Hiroshi Sawano says cost cutting goes beyond
the CES exhibit. It extends to an overall corporate
attitude toward cutting expenditures.

Even brands on the floor at this year are talking
conservative. Larry Rolla, BASF marketing manag-
er/audio and video blanktape, says, “We're on the
floor but we're reducing the size. We'll have a one-
floor instead of our usual two-floor exhibit."

Actually, CES exhibit costs, rising like everything
else, came under critical examination as long ago as
1984. Robert Burnett, 3M's consumer markets di-
rector of magnetic media division, jarred the indus-
try when he questioned exhibiting at the annual
Winter CES in Las Vegas. The winter event, junior of
the two, was seen as the more redundant by 3M.
Now exhibitors are looking at industry events on a
show-by-show basis, say several polled.

BLANK MEDIA SUPPLIERS
WRESTLE WITH YEN RISE
AS PRICES GO UP 2%-7 %

Vendors at CES aren’t saying whether they ex-
pect retailers to go on a buying binge in fear of con-
tinuing price hikes but they are saying, at least in
some cases, that more increases could be in store
this year. The main villian—the yen versus the
weakened dollar.

Harking to the first indication of price hikes (Bill-
board, April 19, 19886), is Mike Golacinski, Maxell
national sales manager. Maxell upped audio tape
5% in January and effective May 1 a 2%-5% hike
in video was anticipated. “This may be the first of
several price increases,” Golacinski says.

Other vendors are talking of similar price rises.
TDK set May | for 2%-7 % hikes on both audio and
videotape. Memtek (marketers of Memorex brand
tape) is putting through a 3%-5% increase June 1

Fuji’s Super HG vi-
deocassettes and
user handbook.

e
Cwmrun B

.

for both audio and videotape.
Fuji is more selective. Fuji's an-
nounced increase is on video-
tape only, a 5% hike. Sony,
says John Bermingham, na-
tional sales manager audio and
video consumer tape, expects
to go up 5% May 2.

Many blank me-
dia suppliers view
price hikes so far as
modest in terms of
what is really hap-
pening in the yen
and dollar bout.
“The dollar has real-
ly declined 30%
over the recent peri-
od so our increase is
modest,"” says Ghin-

Polaroid’s 8mm camcorder/video system in ac-
tion and full videocassette line, left.

elli at Maxell.
HIGHER BLANK TAPE PRICES
SEEN AS POSITIVE

Retailers and suppliers will huddle long and seri-
ously at CES, be it in exhibit booth cubicles or in
hospitality suites. The aim: to see just what the
price hikes in blank media portend. The term “me-
dia"" needs to be considered because some suppli-
ers note the irony of floppy disk prices actually
dropping of late due to intense competition.

As for blank tape, some retailers feel modest 2%
raises can be absorbed. At the higher end, however,
a 7% boost may have to be passed on.

(Continued on page C-10)

S PACK i, 4

SONY.
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Sony’s Dynamicron videocas-
settes in five-pack cartons.

Sony’s micro floppy five-pack.

Blank Audiotape Bids For Equd
Bling As CES Product stfandout

With all the excitement swirling around blank
videotape at Summer CES it may seem unlike-
ly that audiotape is not overwhelmed. But it's not.
The fact is that technological advancement, the
yen/dollar crunch, brand competition and other
factors impacting video are all reflected in audio-
tape issues.
AUDIOTAPE MARKET FINALLY
ON UPSWING AS U.S. SHARE
HITS $260 MILLION AT 5% +
For many years, the audiotape market
has been overshadowed by the phenom-
enal growth of videotape and then new
blank media entries such as floppy
disks. Audio is still around, though, says
Robert Burnette, consumer markets di-
rector, magnetic media division, 3M. He
forecasts the U.S. audio cassette market
in factory dollars to hit $313 million by
1989, up from the present $260 million

home copying CDs?

The prablem takes on added significance with all
the lobbying in Congress over H.R. 2911 and S.
17 39. These bills are backed by 25 creative rights
organizations (Billboard March 15, 1986) and just
as vigorously opposed by the Audio Recording
Rights Ccalition (ARRC). “We're using copy lines
like ‘high tech,” ‘sleek’ and ‘efficient’ in
describing the XLS and MX tapes,” says
<] Gerry Ghinelli, marketing manager con-
sumer products audio and video at Max-
ell. Ghinelli admits that the underlying
assumption is the consumer will buy the
new tapes to copy CDs. The XLS and MX

(Continued on page C-34)

TDK'’s AD-S Type | audiocassettes.

with growth stable. ‘“With nine major
competitors and a host of minor brands,
the industry has experienced stable, single-digit
growth for two straight years.”
BOAST FOR IMPROVEMENT
IN AUDIOTAPE TO MATCH
CD SOUND TOUCHY ISSUE
Blank audiotape suppliers are increasingly enthu-
siastic about the consumer’s love affair with the
compact disk. Appreciation for better sound—seen
spilling over into videotape as well—plays right into
savvy marketing plans. The problem is how do you
position improved audiotape without coming right
out and saying the new “XYZ'" tape is just right for

Sony’s Type I, Type Il and metal audiocassettes.
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THEY'RE EXPLOSIVE! THEY
A THEY’RE TH

A mandroid who is half human and half machine, a beautiful
scientist, a rough 'n tumble river guide and a mysterious martial
arts master are teamed as the ELIMINATORS. And your customers
won't get enough of them!

The ELIMINATORS is high tech, high adventure that takes your
customers through the mysterious portals of time as an evil

NTERTAINING!

industrialist plots tofake over the world.

The ELIMINATORS has blazing gun fights, thrilling chases, boat
jumos, stunning spegial effects and sparkling costumes. It's wild....it's
excizing. ..it's family §ci-fi entertainment for renters and purchasers
alike!

Only from Playhodse Video.

EMPIRE PICTURES Presents A CHARLES BAND PRODUCTION “ELIMINATERS

Starring ANDREW PRINE DEMISE CROSBY PATRICK REYNDLDS CONAN LEE and ROY DO
Written by PAUL DE MED & DANNY BILSON Direcor of Photography MACT £
Special Etfects Makeup Designed and Fabricated by JOHN BUECHLEF and MECHANICAL ANDH!
Line Producer ALICIA RIVERA ALON Assoriate Producer OEBF 4 DIOM Music Composed
Music Supervisor DON PERRY Proguced by CHARLES EAND Directed by PETER M
1886 EMPIRE PICTURES
Civiriric

PG

985 sttar Mroductons Lt 4 &
L riges rwser gt Romed

RICE as Abbott Reever
ERG

AKEUPIMAGERIES, INC T
: BOB SUMMERE PLAYHOUSE
[ INOOGIAN ViDEO
IBE Plashouse Wden s 3
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HOME VIDEO

(Continued from page C-3)

company will meet with video
retailers who want to go direct,
he says.

Thorn EMI/HBO Video presi-
dent Nicholas Santrizos says
that his company will be at CES
because it met with ‘“hun-
dreds” of retailers at the Janu-
ary Winter CES, and looks to do
the same here. International
Video Entertainment had a
similar reaction to the Winter
show. ‘““We had such a strong
impact and strong results from
showing in Las Vegas in Janu-
ary that we're going to keep on
reaching out to people beyond
conventional video distribu-
tion,” says an executive.

Court Shannon of Karl/Lori-
mar home video has a similar
opinion. “A lot of product that
doesn't get the distribution it
deserves in the video market-
place needs CES as a forum for
exploration of additional ave-
nues,” he says.

RCA/Columbia Pictures is
one company that will not be
showing at Summer CES. “We
have found in the past two
years that the Consumer Elec-
tronics Show has not served
our purpose well,”” says vice
president of sales and market-
ing Gary Khamar. “We do not
sell direct to retailers.” His
company will have a hotel suite
booked for meetings. Meeting
with new mass merchants is
not something RCA/Columbia
needs to do at the show, he

says.

The good ones have already
contacted RCA/Columbia or
have been contacted, he says,
and ‘“‘a booth on the floor of
CES is to me not where I'm go-
ing to find direct customers for
RCA/Columbia.”

Cost is not a big factor for
CBS-Fox, says White, who
views the show as “‘adding an-
other layer of retailing into this
industry as opposed to taking
it away from some one.” The

| I

- 1 L
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1]
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payoff from CES now “‘isn’t
quantifiable from a business
standpoint. Its quantifiable
from a quality of retailer,”
White says. Even if orders cut
during the event don't cover
the cost the doors that are
opened are crucial. “You can
always sell more to people
once you're in there,” he adds.

The reasons smaller compa-
nies are going to the event par-
allel those of the big ones. "It's
just a real good forum for ma-

jor buyers, and felt there was a
lot of major video interest at
the last one, so we're going to
continue,” says Cheryl Gersch
of Hal Roach Studios.
Attending CES can be costly
for small and big companies,
executives admit, with the
price tag being at least
$15,000 and going up into six
figures for the really big
booths. That's one reason Vid-
eo Associates won't be attend-
ing, says head Declan Kava-
naugh. He says he cancelled

out his floor space when he cal-
culated the full-cost showing
compared to the number of
high-potential retailers pre-
sent. Video Associates will be
targeting most of its efforts at
the American Booksellers Con-
vention, where there is much
more excitement about video
software, he says.

Karl/Lorimar will also have a
high presence at VSDA, Shan-
non says. His company will be
using CES as an‘‘follow-up” to
that show, he says.

WIN A FREE TRIP to PUERTO VALLARTA

from SAVOY at CES

Come see the new Savoy line at Booth #4201
and bring your business card for your entry.

15 Series simulated snakeskin audio cassette carriers. 2 models, 1
holds 12 cassettes (1512) and 1 holds 30 cassettes (1530). Brass plated
hardware—4 color wrap-around label. Colors: Burgundy, plum, taupe.

2 NEW PRODUCTS FROM SAVOY

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

90 series softsiders—Ilight weight luggage style audio cassette car-
riers. Nylon construction—water repellent—zipper closure—carry
handle and detachable shoulder strap. Colors: Black, Burgundy, Silver.

See Us at CES
Booth #4201
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CD SOFTWARE

(Continued from page C-4)

Technical refinement of the
audio CD has also slowed
somewhat as record compa-
nies have improved the quality
of their CD submasters. Trans-
fers from older analog master
sources are now routine, in
many cases yielding dramatic
examples of the medium's abil-
ity to extract fresh nuances.
And while most major compa-
nies continue to focus primari-
ly on digital versions of conven-
tional album-length programs,
efforts to extend playing time
through inclusion of bonus se-
lections, or editing of multiple-
LP packages to allow hour-plus
CD programs, are increasingly
common.

A less obvious indication of
compact disk’s maturation
emerges from dealer reports
that consumers are becoming
more discerning when select-
ing titles. Although the short-
fall in product from major per-
formers had enabled more
marginal CDs to sell through as
eager new CD player owners
sought disks, now observers
say there are the first signs
that such merchandise is stall-
ing in the marketplace.

If the remainder of 1986
thus appears likely to bring lit- |
tle dramatic change in CD soft- |

ware, beyond its march toward
greater market penetration,
year-end may witness signifi-
cant victories in the battle for
production capacity. U.S. digi-
tal disk manufacturing plants
are being unveiled at an accel-
erating pace, with the Sony-
owned Digital Audio Disc Corp.,
the only high-volume CD plant
presently operating here, to be
joined by a number of major
competitors.

Denon has confirmed plans
to launch a U.S. plant, Capitol-
EMI is adding a CD line to its II-
linois facility, WEA Manufactur-
ing is likewise readying disk
replication for its Pennsylvania
plant, and Laser Video, an Ana-
heim, Calif., firm that already
produces CDs there, is expect-
ed to vault into the forefront

with its projected Alabama fac- |
tory. Add the combined re- “
(Continued on page C-11)

EEPARPAPPASEE
CSMER

Your Sales Will Go Through The Roof
With Congress Video's
Proven Sell-Through Results!

The Congress Video Group will send your proZitssoaring! All MOVIE CLASSICSERIES m HORROR SERIES ® ELVIS
titles under our roof are priced TO SELL. Selections in PRESLEY'S GR{\CELANDI We back up our prod'ucts
Congress Video's catalog make up the most comprehensive with full promotional support and The Congress Video
home video library in anyone’s house . . . just Group “Golden Guarantee” — a lifetime replace-
take a look: s CHILDREN SERIES = ment pledge to the consumer. Join the winners
STORYBOOK CLASSICS ® SPORTS SERIES <C\\// with the company with proven sell-through
m FITNESS SERIES m SUPER STAR results. Call 1-800-VHS-TAPE.

WRESTLING sHOW-TO SERIESsCOMELY

SERIES s GREATEST SPORTS LEGENDS = Cangress

VEl=DeE®
GROUP

10 East 53rd Street. New York. NY 10022
$212) 371-3939

4520 Beech Street, Cincinnati, O 45212

(513) 351-5577

Visit our
' “Home” at the
Summer CES ...
Booth 5401
McCormick Place
West

BILLBOARD JUNE 7, 1986

www americanradiohistorv com

C-9


www.americanradiohistory.com

A BliDOara Spouignt

BLANK MEDIA

(Continued from page C-6)

Adjustments by both retailer
and supplier are seen likely by
Rolla at BASF. “It will close the
gap,” he says of the pending in-
creases. “Retailers have tend-
ed to have the higher grades a
little too high [in terms of mar-
gin]. We're adjusting our high
grades. Generally, better mer-
chandising will offset the in-
creases,” Rolla says.

At Memtek, Joe Petite, mar-
keting manager, takes much
the same position. “The situa-
tion may actually make a signif-
icant contribution,” he said in
the recent Billboard price hike
roundup. The blanktape busi-
ness can now be transformed
Petite says “into a marketing-
driven business and less price
promotion oriented.”

AS PRICES EDGE UPWARD

EMPHASIS ON IMPROVING

PRODUCT GETS BIG PUSH

Another positive effect of
higher prices for videotape is
that the consumer is steadily
demanding a better product
and is hopefully willing to pay
the extra freight. At JVC, na-
tional sales and marketing
manager Gary Schwartz says,
“Hi fi videotape is used like au-
dio, hundreds of times. It used
to be a regular tape would be

used 10-15 times for record-
ing movies, but now people are
recording music video.” Thus
JVC is bringing out a new vid-
eotape with improved base ox-
ide. “We've put in titanium ox-
ide and it really enhances the
audio.” At the same time, JVC
has condenced its overall vid-
eotape line. “Our line is shorter
and sweeter,” Schwartz says of
an instance where three tapes,
High Resolution, High Grade
Super and Super High Grade
have been replaced with Hi Fi
Super. JVC also has a Super
Pro series.
PACKAGING INNOVATIONS
SHOW EMPHASIS ON WAYS
TO PRESENT MORE TAPES
One of the more pronounced
trends in blank videotape is the
custom packaging as exempli-
fied by 3M and other vendors.
More and more suppliers will
key packaging and merchan-
dising aids to the needs of spe-
cific accounts. Along these
same lines are the combination
packages as seen this June in
the Sony “Five Handle Pack.”
According to Bermingham, a
Standard, Hi Fi and Pro pack-
age will have additional a High
Grade as a fourth tape in the
grouping. Sony also has a “Buy
5 Standard Get 1 High Grade
No Charge’’ promotion at CES.
$333FSTTSSIENSATIONAL
PROMOTIONS HERALD NEW

MARKETING DRIVEN TILT

As blanktape suppliers di-
vert more muscle into mer-
chandising aids and promo-
tions while cutting costs and
adjusting prices upward, what
has been a history of sensa-
tional promotions just gets
more sensational. What's
more, promotions are tending
long range. As a dramatic ex-
ample, 3M announced its
“Winning Cards" sweepstakes
in early December last year

l [ T

T

LT

[T

saying then it would run from
May 1 to the year end. The
magnitude of the promotion is
seen in the quanity of six mil-
lion game cards and 50,000
prizes.

In fact, signalling another
trend, 3M’s promotion is really
three-pronged. Says Burnett,
it supports our entire Scotch
brand family of products, stim-
ulates initial purchase and in-
tensifies repeat purchase of
high-grade and special applica-

RECOTON
VED

VHS HEAD CLEANER

Recoton offers three free video tape storage albums with the pur-
chase of its deluxe VHS Head Cleaner.

tion videocassettes.”

Also on the spectacular side,
witness Maxell. According to
Ghinelli, a promotion centered
on the rededication of the Stat-
ue of Liberty over the July 4
weekend will be a first in antici-
pating ‘‘tape off television’ us-
age. "“Capture History"” will be
ballyhooed via a special display
that holds a label kit, offering
appropriately enough, red,
white and blue marking for the
special tapes from TV's 72-

hour focus on the event.
Cross-promotions are also
becoming more sophisticated.
Fuji is teaming with Budget
Rent-A-Car, Maxwell House
Coffee and Duracell as part of
its CES splash. Some vendors
are coming up with specialized
promotions as with Polaroid’s
New York area offer of free
tickets to Mets games with
baseball stars Gary Carter and
Dwight Gooden as product
(Continued on page C-14)

WE COULD MAKE
YOU FAMOVUS.

Feature your store name on a Uniflex plastic bag.

We'll make it so bold and colorful,
no one could miss it or forget it

ow, there’s an easy way to build your
N store’s visibility and sales.

Here's how. Display your store name’s
logo design dramatically and colorfully on
a Uniflex handle, tote or drawstring bag.

It's like having an advertising cam-
paign all over town. All the time.

You can have the kind of graphics you
want in as many vibrant colors as you like.
Unique Flexographic printing does it.

If you have a company or make a prod-

un

THE BAG-VERTISING COMPANY

Then, wherever your customers go,
your advertising goes. To beaches, parks,
buses, shopping malls, everywhere. And
remember, people use our durable plastic
bags over and over again.

uct, Uniflex can take care of your needs,
too. Co-op advertising? Ask us about it.

Call us now. We could make you
famous. Or — who knows? — maybe even
rich and famous.

1185 Avenue of the America’s

New York, N.Y. 10036

In NY State:(212) 575-9191

Outside NY call toll free: (800) 223-0564
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CD SOFTWARE

(Continued from page C-9)

sources of Philips and DuPont
via their joint venture, Philips-
DuPont Optical (PDO), and the
likely entry of at least one of
several major U.S. record com-
panies said to be considering
CD manufacturing, and the
outlook for increased replica-
tion capacity is brightening.
What about compact disk’s
life beyond audio? Although the
configuration’s potential for
multi-media applications has
been apparent for some time,
the practical availability of
post-audio CDs including data
storage disks (CD-ROM), au-
dio-visual disks (including both
modified audio CDs and CD-V,
for compact disk Video) and in-
teractive disks (CD-1) awaits
further format standardization.
CD-ROM technology has re-
mained confined largely to in-
dustrial users, despite proto-
type drives and software seen
at past CES summits, but this
March marked an important
step forward as the infant con-
figuration spawned its first in-
ternational conference, spon-
sored in Seattle by Microsoft.
That conference under-
scored the growing interaction
between the computer, enter-
tainment and electronic pub-
lishing industries, a necessary
prelude to the creation of uni-
versal CD-ROM and CD-l stan-
dards. At present, CD-ROM
products are being positioned
primarily as a computer com-

modity and hence likely to |

evolve under the wing of that
field; CD-1, now undergoing a
concerted format standardiza-
tion effort spearheaded by
Philips and Sony, is expected

to emerge as the more con- |

sumer-oriented of these post-
audio CDs.

Accordingly, software devel-
opment for CD-ROM is pro-
gressing within the computer
and electronic publishing
fields, while new hardware and

software entities with roots in |

the mass market are emerging
in anticipation of CD-I's market
launch. Although some proto-
type products may be on dis-
play this week in Chicago, most

observers believe CD-l prod- |

ucts won't reach the consumer
marketplace before sometime
in 1987.

Insiders expect that launch
to follow the successful blue-
print employed with audio
compact disks, with both hard-
ware and software to be un-
veiled simultaneously.

JAZZ UP YOUR SALES!

$29.95

U'S SUGGESTED RETAIL PRICE

The all-star action never stops as the greatest names in jazz and swing get together at New York City’s
famed Lincoln Center. Join such superstars as ELLA FITZGERALD, COUNT BASIE, LOUIS ARMSTRONG,
and jazz-giant DUKE ELLINGTON for an extraordinary musical spectacular that will have your customers
dancing in the aisles!

VHS: MA1048; Beta: MB1048; Laser: ML1048; 52 Minutes. V NATIONAL RELEASE DATE: July 16, 1986

© 1986 Vestron MusicVideo « 1011 High Ridge Road » P.0. Box 4000 - Stamford, CT 06907
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Panasonic’s RF-
- 434 FM/AM re-
i ceiver, 3-preset
: equalizer, head-
phones.

Panasonic’s RF-
H8 AM/FM
stereo headset
is lightweight
and features
open-air design.

,I1's Portable,

by DAWN GORDON

l nnovation. It's a term to which we have all become
accustomed. While many of us rush out to buy the
latest compact disk player, VCR or talking answer-
ing machine, innovation has been moving forward in
the personal stereo department as well. The 1986
summer line-up of “‘stereo-to-go’’ is a large one, and
many ingenious products have emerged. So suit up,
roll out the bicycle, unpack your beach blanket, and
grab a few tapes.

HEADGEAR: Panasonic and GE gave us the ultra-
small FM stereo headset a few years back, but this
year Panasonic brings us a new model that’s even
more capable and more affordable. The RF-H8 at
$49.95 is $20 less expensive than its predecessor,
and includes AM reception. The unit is available in
silver, burgundy and blue finishes and features a
collapsible headphone frame, and a built-in FM and
AM antenna. This open-air headphone design is
powered by a single AAA cell that lasts for hours.

The clunky, power-hungry personal stereo is no

Sony’s WM-F107 so-
lar powered Walkman.

Sansui’s FX-
W51R AM/FM
Stereo auto-re-
verse cassette
player with 5-
band equalizer.

Sony’s ICF-S75W AM/FM
Sports line radio with one-chip
design.

—

ACCESSories . . .
The Glamour Ana

by EDWARD MORRIS

Glamour attracts gimmickry.

And VCRs and CD players continue to be
the glamour electronic hardware around which a
great deal of useful—and occasionally novel—ac-
cessories cluster. Racks, stacks, bags, cases, clean-
ers and covers—they're all on the shelves in abun-
dance.

Manutfacturers are visualizing an environment in
which custcmers have CD players in their cars as
well as in their homes, where the CD library nudges
albums and cassettes into darker corners, and
where the insatiable VCR feeds into every set in the
dwelling.

The growing popularity and increasing miniatur-
ization of camcorders, including the upstart 8mm
configuration, is spawning long product lines of car-
rying cases and cleaners.

Because there are so many similarly targeted
products in the field, prices are generally {ow
enough to attract the impuise buyer and wide
enough to provide a real comparison-shopping
workout for the audio- or videophile.

For example, CD storage units—depending on
their capacity, construction material and flexibility
or usage—now carry retail tags of from $4.59 (Bib)
to $29.95 (Ring King Visibles) and upward. CD car-
rying cases are in the $16 range from Case Logic,
and CD cleaning kits and ‘“‘maintenance systems”
are readily available at from $4.95 for a simple pol-
ish and protector (LaGorgio Imports) to $29.59
(Recoton).

Dust covers for CD units can be had for from
'$9.39 to $10.99 from Pfanstiehl in clear or cloth-
backed vinyl.

VCR headcleaners are plentiful at $9.95
(Amaray) to $29.95 (for various care and starter
kits, including those from Geneva and 3M). Rabbit

The Gimmickry

r's ... Stereo-10-GGo

more. This year's models are packed with features
in the same compact size we have come to expect.
Preset tuning, graphic equalization, Dolby noise re-
duction and auto-reverse are becoming more and
more commonplace in mid-priced models.

BELTGEAR: The Toshiba KT-4075 AM/FM ste-
reo cassette player includes auto-reverse, Dolby B,
a five-band graphic equalizer, and auto shut-off.
Moving down the line the KT-4066 trades the
graphic equalizer for digital tuning with 10 presets
for convenient operation. General Electric’'s 5438
personal stereo inclues a three-band graphic equal-
izer, and Panasonic has two new models as well.
The RX-SA80 stereo cassette player features syn-
thesized tuning with 12 presets, Dolby noise reduc-
tion, auto-reverse and sells for $119.95. The RX-
SA77 ($84.95) offers a five-band graphic
equalizer, Dolby noise reduction and metal tape ca-
pability.

Perhaps the most interesting personal portable

line comes from its inventor.
l Sony’s new Super Walkman se-
ries features rechargeable Ni-
Cad batteries. The top-of-the
line WM-F200 features

(Continued on page C-20)

Left: GE's 3-5685 Power of Mu
sic. Below: GE’'s AM/FM
3-5432.

3
|
|

1 RiSiatdCREE

Systems offers devices to feed VCR signals into a
second TV set for $49.95 and up. Videocassette
storage racks are as low as $9.95 from Bay Pacific.
And A.M. Products offers locks to keep videocas-
settes inoperable for $4.95 for three.

Identification tags and filing systems for video
cassettes are available in kits from Sima at $9.95.

In anticipation of stereo TV's burgeoning appeal,
Geneva is offering TV/VCR stereo synthesizers for
from $79.95 to $129.95. Pfanstiehl markets a ba-
sic TV/VCR hookup package for $7.19.

Suppliers have by no means forsaken the older
formats of recorded music in their promotion of
support items. Jook Box has a storage rack, base-
priced at $9.95, that can be structured to hold LPs,
audiocassettes and CDs—or any combination
thereof, with extra-priced add-on features. The
company also carries a collapsible LP stacking case
for $19.95.

For audiocassette enthusiasts wedded to their
cars, Pompano has a $39.95 tape storage unit, and
Intraclean offers a $36 auto-

Right: Discwasher’s
CD-disk CD storage
system. Below.
Discwasher's Tape
Deck Careset cas-
sette head cleaner.

sound care kit. Case Logic fea-
tures tape carrying cases from
$7 to $75.

The ubiquitous personal ste-
reo is luring a swarm of acces-
sory product, especially from
Koss. The company has high-
guality home stereophones in
the $29.95 to $85 range;
lightweight micro stereo-
phones from $9.99 to
$19.99; and even a micro
speaker for use with pocket-
size audio products for $9.99.

(Continued on page C-34)

Far left: Mem-
tek’s Mem-
orex CD ac-
cessory line.
Left: Memor-
ex’s video
head cleaner
“Play It Safe”’
cash refund
display.
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KARL LORIMAR MEANS
DIVERSITY

N2 one cevers the home video market-glace §ke Karl-Lorimrer. From
Saerts & Fitness to Video Publishing, from Movies to Music Pacgrams,
fram “How-To's" for Adults o ac:s and Fun for Kids.. ..

STARING
MARY LOL RETTON

‘JANEFONDAS P T
,éll, PR TRV -_f vaeues B ﬂlﬂﬁl[ﬁ"

[ WORKOUT oS PSSR S s \

starr »q JANE FONDA and FEMMY DE LYS 3
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PRIMETII\/IE SHANGIG BOSTON. O

“WARRER MILLER‘S

Ccu~
LOOSE!

JL AT CLRE WU,
AP L SASPTI L2 MARSHAL NN STIASHT

SO 0 BUY A NEW R USED CAR
ANC KEEP IT REBNING
ALMOST FORSYEP

LDAL4AN SIS PIETURES jorcin o FOLAR WM pehs s POWER

7 MAVID SPELSTIN ity ACENRSCAISEAL 5t MARK TARLDY
s SRS T
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[ ] KSAL-LORIMAL HOME B.OED

KARL-LORIMAR MEANS
BUSINESS

#5036
RARL-LORIMAR - #3036

® 1986 Karl- _orimar Home Video, Inc. All Rights Reserved. Print2d in U.S.A.
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Deal Yourself a Winning Hand
with a Royal Flush from United.

The i ent cpic
T = (O

The Lifc and Times of

CHARLION HESTON *+ SOPHLA LORIN
AG

. o 1
g

$2995

United Home Video is ready to deal you a winning hand.
It's no gamble when you stack the deck with some of the finest movies
ever produced. Take a look at the aces we’ve got up our sleeve.

¥ Charlton Heston and Sophia Loren — the queen
of everyone’s heart — star in EL CID, one of the all-
time box office champions.

& The thrilling adventure 55 DAYS AT PEKING
features an all-star cast with Charlton Heston, David
Niven and Ava Gardner.

¢ The splendor of ancient Rome is unveiled in the

mighty epic THE FALL OF THE ROMAN EMPIRE,
with Sophia Loren, Alec Guiness and Stephen Boyd.

@ The Jokers are wild in DARK STAR, the hilarious
sci-fi spoof from John Carpenter (Halloween, The
Thing) and Dan O’Bannon (Alien, Blue Thunder).

¥ One of America’s favorite heroes is portrayed in
THE UIFE AND TIMES OF GRIZZLY ADAMS, the
true life adventure story of mountain man John
Adams. Dan Haggerty stars in this original theatrical

BLANK MEDIA

| (Continued from page C-10)

spokesmen. 3M is pairing with
General Electric in a VCR
“pack out”involving EXG Extra
High Grade videocassettes.
Sweepstakes more and more
link to special events inviting
cross promotion. Memorex is
promoting its Pro series video-
tape with a sweepstakes that
| will send five winners on trips
for two to the U.S. pro sports
championship of their choice, a
$3,000 retail value prize. Also,
100 people will win $100 cash
prizes.
TREND OF BLANK MEDIA
TAPE DUPLICATOR
IDENTIFICATION CONTINUES
FOR PRERECORDED
In a variation of the cross
| promotion trend, more and
more blank media firms are
joining with software produc-
ers. Konica U.S.A. for example
has its initial brand identified
on product from Active Home
' Video, according to William

t | Kollner, industrial tape sales

manager. ‘It only makes sense
for us, and the duplicators, to
let people know that many of
their favorite prerecorded
movies are guaranteed to deliv-
| er a quality performace be-
cause they are recorded on
Konica tape,” says Koliner.
BETA DECLINE REFLECTED
FOR FIRST TIME IN LESS
BLANK TAPE UNIT OFFERS
Few blanktape vendors want
to say it out loud, but Beta’s
plummeting fortune is being
‘ seen in CES blank videotape of-
fers. One example is Maxell's
Statue of Liberty promotion.
According to Ghinelli, the spe-
cial two-pack HGS shipper for
the promotion will be VHS only.
“We only had a limited amount
of product,” he says, not wish-
! ing to cast too much negativity
| on Beta.
SCES 1986 TO SEE 8MM
MAKING ITS MAJOR BID
AS NEW CONFIGURATION
If anything makes the point
that 8mm has arrived, at least
in terms of product positioning
if not in retail reality, the action
at BASF is a prime example.
Marketing executive Rolla says
the firm has no new products
in audio or videotape entries
but will have a full line in 8mm
at CES. “Up to now, we've had

a prototype. We've been wait-
ing on the market. | still don't
believe it's here in terms of
coming off the shelf, but we
want to be there.” Thus BASF
will have 30, 60, 90 and 120-
minute entries at expected list
| prices slightly above what has
I (Continued on opposite page)

blockbuster.
And if all that weren’t enough, consider the price. Five great cards gL aranteed to make you a @
winner with film collectors and movie lovers everywhere. But hurry. This winning hand of all-time
greats is available at these special prices only until November 1, 1986. Don’t miss a sure bet. UNITED
’ HOME VIDEO

PO.P. Hotline 1-800-331-4077

©1986 United Entertainment, Inc.
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BLANK MEDIA

(Continued from opposite page)

been offered by other brands
Roiia indicates.

Almost every serious vendor
entering the 8mm fray is
boasting four lengths, among
them Polaroid. Along with Ko-
dak in the so-called “film ori-
ented” blank media suppliers,
Polaroid has long been bullish
on 8mm. Now Polaroid has ex-
tended its supercolor to in-
clude the 120-minute length,
says Owen Gaffney, magnetics
group vice president, because
consumers are increasingly us-
ing 8mm to record off-air, “in-
cluding feature-tength movies,
in addition to extending home
movie making applications.”

Further evidence of 8mm's
emergence comes from Maxell
where Ghinelli notes the entry
of a 15-minute length that will
be available on blister cards,
inviting mass merchandiser in-
terest. Ghinelli sees the new
mini-length as ideally list-
priced $14.95, “but there's
room in there for discounting.”
He makes the point that a little
8mm goes a long way. Ghinelli
says that on a two- and-a-half-
week vacation trip in Russia
and China recently, he had a
camera going every chance he
got. “| ended up with just 70
minutes.”” At Sony, Ber-
mingham notes a 15-minute
entry as well. Sony got a jump
on some vendors “because we
had 8mm last fall. It's doing
pretty well,” says Bermingham.

THAT ‘OTHER’

CONFIGURATION, JVC'S

VHSC, GETS NEW BOOSTS AS
MAXELL ADDS J-HOOK
ENTRY

If there is a race in the minia-
ture blank tape market be-
tween 8mm and VHSC 20, the
latter is receiving more atten-
tion than at any recent CES.
Maxell's Ghinelli puts it this
way. “VHSC has been around
since Winter CES 1983. It's
being marketed now as the
‘mini-VHS' because it's com-
patible with VHS. We're coming
with VHSC 20 in both bulk and
blister pack so the package can
be J-hooked.” The TC 20 is a
bit of a misnomer, Ghinelli
says, because '‘the JVC cam-
corder has a switch so you can
have 20 or 60 minutes.”

As would seem reasonable,
Schwartz warmly welcomes the
new attitude towards the con-
figuration JVC’s so long cham-
pioned. “We've added one line
at the top, our Super Pro, and
have Hi Grade Super and Su-
per High Master. So we have

(Continued on page C-20)

THE ,®,C’s OF SALES!

Scrabble People®can help you put it all together!

Chidren's Video

Library and Selchow ‘\
& Righter, makers of \
Scrabble and Par-

cheesi are proud to \
announce the first home \ Q;

video release of SCRABBLE

PEOPLE. SCRABBLE PEOPLE

are cute little characters that

hook up every which way and

show that reading is fun and a

very important skiil to learn.

This fun-learning children’s

toy sensation in beautiful

animation is backed by these
“profitable facts™

- Over $4 million in promotional support
has been provided to establish the name
SCRABBLE PEOPLE" with the consumer,

- SCRABBLE PEOPLE; introduced in 1984, will
soon become one of the top-selling toys in
the pre-school market.

- Selchow & Righter, with over 110 years of
marketing know-how is prepared to make
SCRABBLE PEOPLE" as successful as the
original crossword board game

- SCRABBLE PEOPLE" was created by the
designers of the Cabbage Patch Kids.

- SCRABBLE PEOPLE " has been endorsed by child
education experts

- SCRABBLE PEOPLE" carries the Good Housekeeping
Seal of Approval

* *

VHS: VA1407; Beta: VB1407; 30 Minutes.

NATIONAL RELEASE DATE:
July 16, 1986

© 19886 Childrex's Video Library
PO, Box 4988
Stamford, CT 06807

Scrabble® and SCRABBLE PEOPLE®
are registered trademarks of
Selchow & Righter Co.

© 1986 Selchow & Righter Co.
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ISING PROFITS!
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’ They're back from the dead and ready to party!
' THORN EMI/HBO Video is pleased to announce the video-
{ cassette release of the box office smash horror film, “Return of the

Living Dead.” Coming at you from over 1500 theaters, your custom-
ers will eat it up!

‘ “ ..a movie that gleefully wants to go all the way in its depiction of
e voracious gore.” The New York Times

? 5 “The hilarity of “Return of the Living Dead” is for those who can
take it.” The Los Angeles Times

A lethal gas is released into a rainstorm and awakens the grave-
yard dead. The ravenous zombies dig their way out and go after the
1 ! . local punks partying on their tombstones. Nothing can stop them,

—

wsrnnn.. . Noteven bullets. And they need human brains to stay alive.
" Indestructible flesh-eaters. Gruesome deeds. Terrifying gore.
Order lots and lots of “Return of the Living Dead” on videocassette.

Your customers will keep coming back for more.
Forp.o.p. material call: 800-648-7650.In Canada: 800-255-2123.

ANOTHER

mosigeo i)

THORN EMI

© 1986 THORN EMI/HBO Video
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" - 1986 Sony Corporation of America. Sony and The One and Only are trademarks of Sony.w

4

We're not mtroducmg' these tapes

Because our new Type Il tape series
captures more music, its bound to have the
same effect on customers. Whats more, we
didn't just expand the dynamic range and
frequency response. We also expanded
the entire line.

Now you can offer the perfect tape for
every type of customer: UX for the budget-

minded; UX-S, an upgraded UX; UX-ES for
heavy users with good systems; and UX-PRO,
with new ceramic tape guides and improved
spring pad, for the best specs ever for a non-
metal tape. In fact, each of these tapes will
outperform competitive tapes in their equiva-
lent price categores.
Along with extra ear appeal, we also
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just to capture more musie.

the Sony name, and its sure to mean
more music from your favorite 1nstrument
the cash register. v

The new UX

improved eye appeal. With a bigger shell
window and new pac<aging for punchier,
harcer-working displays.

And we're backing tp ouar tapes with
consumer ads ir. majcr national magazines,

commercials on MTV and on Westwood One,

the rock music radio network.
Add all this to coasumer respect for

THE ONE AND ONLYe

Y V1(

A3JA3A0 Q33
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STEREO-TO-GO

(Continued from page C-12)

recording capability either
from an external stereo micro-
phone or directly from the
unit's built-in AM/FM tuner. It
also offers Dolby B noise re-
duction and auto-reverse for
$199.95.

But just when you think Sony
thought of everything—a new
idea is made possible. Since it
is almost a given that the Walk-
man is to be used outdoors,
why not have the sun replace
the batteries as the main power
source? Enter the Sony WM-
F107, the world's first solar-
powered Walkman. This AM/
FM stereo cassette player
draws power from the sun to
recharge the built-in NiCad
battery. The unit is also water-
resistant in the event of unex-

It's a fotal fun Tote!

Neat way to carry all the right cassette tapes
and lots more—whatever makes your day . ..
at the Beach ¢ Jogging ¢ Pool ¢ Picnic ¢
Party ¢ Fishing ¢ Driving * Boating ¢ School* .
Dating ¢ Flying ¢ Shopping * Hanging oute °
Wherever you go, Voyager is your tapes- plus

personal tote. o

LEBO 60 West Street - Bloomfield, New Jersey 07003

pected sunshowers. Price:
$199.95.

HANDLEGEAR: The ‘“boom-
box,” as it is affectionately
known, is evolving into the “to-
tal music center.” This year's
models include dubbing capa-
bility, graphic equalization,
compact disk operation, and
even built-in turntables. Of
course, many feature detach-
able speakers for more effi-
cient stereo separation.

With the advent of the porta-
ble compact disk player, it was
only a matter of time before
the CD turned up in the boom-
box.

The Pioneer CK-W700
($315) has a special CD com-
partment designed to accept
the company’s PD-C7 portable
CD player. This unit features
two cassette wells, high-speed
dubbing capability, auto-re-
verse, Dolby noise reduction,
music search, a four-band tun-
er with AM/FM/MW/SW,a
four-band graphic equalizer, a
14-watt per channel amplifier,
a phono input and three-way
power operation.

Along the same lines, JVC of-
fers the PC-X20X Digi-Combo
System. This unit also offers a
CD compartment designed to
accept the company's XL-
R10K portable CD player, and
features digital tuning with 12-
station presets, high-speed

synchronous dubbing, music
scan, Dolby noise reduction,
metal tape capability, a five-
band graphic equalizer, and a
10-watt per channel amplifier.

Sony, too, has a portable mu-
sic center, but unlike the other
two the CFD-W888 has a built-
in CD player. The unit offers
16-track programming, and
LCD display, dual auto-reverse
dubbing decks, Dolby noise re-
duction, a five-band graphic
equalizer, and two detachable
three-way speakers. The CFD-
W888 is priced at an afford-
able $699.95.

For those people more inter-
ested in the conventional vinyl
LP, the Panasonic SG-J600
($199.95) features a built-in,
front-loading turntable with
belt-drive. The unit also offers
thin foldaway detachable
speakers, an AM/FM stereo
tuner, a three-band graphic
equalizer, twin dubbing cas-
sette decks, and a CD input
jack in case the user changes
his/her mind and later decides
to go digital.

Stereo-to-go may be a rela-
tively new concept, but it is no
doubt one that will be around
for a long time to come. So
whether you're in the mood to
go scuba diving or mountain
climbing you can always take
your favorite music along for
the ride.

Quasar’s CX3800 AM/FM stereo radio cassette player.

BLANK MEDIA

(Continued from page C-15)

three pieces. Our strategy has
been to see if we can come into
the one-hour format and be
half of what 8mm is. We feel we
can be there at $5.95, sub-
stantially less.”

As for the 8mm “‘hoopla,” as
Schwartz terms it, he says,
“the camcorder market seg-
ment is not that large. What are
they saying, one in 10 consum-
ers own a VCR and intend to
purchase a video camera?

Then one in 10 who intend to
purchase a video camera in-
tend to buy a camcorder. 8mm
is not going to be the biggest

panacea.”
IVIMER -~

-

a
=
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A
Retailer’s
Guide

To

Software Retailers Mine Crossover Gold
In Hardware Sales

Suppliers and retailers alike
agree that there are two
major forces driving today's
audio/video consumer elec-
tronics hardware business—
videotape recording (including
table decks, half-inch and eight
millimeter camcorder systems)
and the compact disk player
(including portables, stand-
alones and component-orient-
ed).

They also agree that it is
more incumbent upon the re-
tailer to know the product lines
being offered in these catego-

General Flectric’s Control Cen-
tral can command up to four in
frared-operated A/V products,
including TV, VCR, CD
player or stereo amplifi-
er, regardless of

brand or model
year

ries, to select the proper mix of
“naked” to ultra-sophisticated
models and to merchandise
their inventory with an eye to-
ward the visible and audible
technological super-functions
at the high end.

The rewards to the retailer
who devotes this kind of time
and energy to his product mix
involves a healthy share of
what is expected to re-
sultina $2.5 billion
consumer expen:
diture in 1986
and a well-
over

CES
SPECIAL
EDITION

Billboard

by AARON NERETIN

$7 billion market before the
end of the decade. These fig-
ures not only include VCR and
conpact disk hardware, they
reflect soaring sales in blank
and prerecord=d audio and vid-
eo tape and an
explosion in

com-
pact

disk
sales.
In terms
of unit sales
the industry expects
to move well over 12
million table decks, about
750,000 camcorders and
over 1.25 mifllion compact disk
players in 1986. It will also
move over 600 million blank
and prerecorded audio and vid-
eo tape pieces before the year
is over.

These figures, which repre-
sent a strong share for virtually
every creative retailer, do not
include the ancillary benefits to

the hardware and software op-
erations which draw the con-
sumers in with the primary
product forces and display and
sell a broad range of software,
personal electronics and ac-
cessories as well.

This Billboard special sec-
tion is organized to present the
retailer with the broadest spec-
trum of product available in ta-
ble deck VCRs and compact
disk players and the full

range of half-inch VHS
and eight millimeter
camcorders available
to date. The firm-by-
firm, product-by-prod-
uct listings in these pages
were specifically compiled to
make available to the retailer
price, function and quality in-
formation that will provide him
with the best product mix and
profit potential

In terms of competition, the
mass merchandising appli-
ance-TV retailer and video spe-
cialist have a lock on the low-
end leader sales in table deck
and compact disk players. But
the high-end, fully-featured ta-
ble decks and disk players and
camcorder formats represent a
reasonably equal opportunity
for all.

Most retailers interviewed by
Billboard recognize the poten-
tial and have made or plan to
make strong moves on their re-

tail floors to reallocate the
space in favor of the newer,
higher-end audio and vidgeo
product. They are ‘‘salonizing”
their audio/video departments
to take full advantage of the
fantasy sight and sound pros-
pects offered by such features
as HQ VCR, digital audio and
video and broad-track compact
disk programming.

They are also merchandising
and promoting these new de:
partments as if they were
stand-alone entities and have
found they were able to sell the
high-end image sizzle to a con-
sumer who’s quite willing to
spend the dollars if he or she is
convinced that he's dealing
with an authority.

The same salon effect is pos-
sible even with medium-sized
and smaller retailers who must
adjust the size of the inventory
they carry but need not lose
the effect.

Since this issue reflects
more the product available for
retailers use and planning and
the methodologies used by
hardware and software retail-
ers to maximize their sales and
profits it is pointless, except
for the record, to go into any
depth on the issues and prob-
lems confronting the industry.

The problems, in almost ev-
ery case, reflect the serious

(Continued on page C-25)
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A Billboard Spotlight

VHS VCR CHART

MANUFACTURER/ AKAl AKA| CANON CANON EMERSON EMERSON GE GE GOLDSTAR GOLDSTAR WNC WNC MINOLTA
MODEL NUMBER VS-626U VS-1250 VR-HF720 VR-HF600 VCR872 VCP661 9-7400 9-7350 GHV-8200M GHV-1400M HR-D470U HR-D566U MV-30S
NEw PRODUCT * * * * * * * * * * * *
SUGGESTED LIST PRICE $1,050 $600 TBA $899 $500 $300 $1,000 $750 $570 $550 TBA TBA $533
VHS-HQ SYSTEM * * * e * * * * *
SUPER-BETA SYSTEM
MTS * * * * * *
STANDARD STEREQO/DOLBY e * L & * e * * *
H'_F. * * * * * * * *
OPERATING FEATURES
TAPE SPEED (IPS)
SP (Bh) 15/16 15/16 15/16 15/16 15/16 15/16 15/16 15/16 15/16 15/16 15/16 15/16 15/16
LP (BI1) 21/32 21/32 21/32 21/32 21/32 21/32 21/32 21/32 21/32 21/32 21/32 21732 21/32
EP (BIl}) 7/16 7/16 7/16 7/16 7/16 7/16 7/16 7/16 7/16 7/16 7/16 7/16 7/16
PROGRAMMABILITY DAY/EVENT 28/8 14/4 30/8 14/4 21/8 —_ 21/8 21/8 14/8 14/4 14/8 14/8 14/4
CHANNEL SELECTION 142 107 99 108 105 93 93 107 110 181 181 107
TV TUNER:
VHF — 2-13 2-13 2-13 2-13 2-13 — 2-13 2-13 2-13 2-13 2-13 2-13
UHF 14-84 14-84 14-84 14-84 14-84 14-83 14-83 14-83 14-83 14-83 14-83 14-83
CATV 85-143 85-144 85-100 85-109 85-106 84-94 84-94 84-108 84-111 84-182 84-182 84-108
TOP/FRONT LOAD FRONT FRONT FRONT FRONT FRONT FRONT FRONT FRONT FRONT FRONT FRONT FRONT FRONT
SHUTTLE SEARCH * * * * * * * * * * * * *
SLOW MOTION L L &
ST'LL FRAME * * * * * * * * * * * * *
ONE TOUCH RECORDING K o e * *
ON SCREEN PROGRAM DiISPLAY * * * K * *
TAPE REMAINING INDICATOR & &
QUICK-CUE INDEX SEARCH * e * & * *
AUTO-REWIND * * * *
WIRELESS REMOTE * * o e * o * * * * * *
VIDEO SPECS:
TAPE FORMAT VHS 1/2°STD  VHS 1/2"STD  VHS 1/2"STD  VHS 1/2°STD  VHS 1/2°STD  VHS 172" STD VHS 1/27 VHS 1/2" VHS 1/2* VHS 1/2* VHS 1/2° VHS 1/2° VHS 1/2*
TELEVISION SYSTEM 555/60 555/60 555/60 555/60 555/60 555/60 525/60 525/60 525/60 525/60 525/60 525/60 525/60
VIDEQ RECORDING SYSTEM 4 HEAD 2 HEAD 4 HEAD 4 HEAD 2 HEAD 2 HEAD 4 HEAD 4 HEAD 4 HEAD 4 HEAD 4 HEAD 4 HEAD 3 HEAD
D/A D/A D/A D/A D/A D/A D/A D/A
LUMINANCE M FM (2 m M FM m M M FM FM FM FM
COLOR SIGNAL LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ. LOW FREQ.
CONVERSION ~ CONVERSION ~ CONVERSION ~ CONVERSION ~ CONVERSION  CONVERSION  CONVERSION  CONVERSION ~ CONVERSION  CONVERSION  CONVERSION  CONVERSION  CONVERSION

RELATIVE HEAD-TO-TAPE SPEED 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS 19.03 FPS
RECORD/PLAYBACK TiME 0-480 min 0-480 min 0-480 min 0-480 min 0-480 min 0-480 min 0-480 min 0-480 min 0-480 min 0-480 min 0-480 min 0-480 min 0-480 min
FAST FWD/REW TIME 41/2 min 41/2 min 4 min 4 min 4 min 4 min 4 min 4 min 4 1/2 min
HEADS:
VIDEO (ROTARY) 4 2 4 4 2 2 2 2 2 2 4 4 2
AUDIO (FM, ROTARY) 2 2 2 2 1 1 1 1 1 1 2 2 1
AUDIO CONTROL 1 1 1 1 1 1 1 1 1 1 1 1 1
ERASE 1 1 1 1 1 1 1 1 1 1 1 1 i
VIDEO INPUT — — — — 1.0 Vp-p — 1.0 vp-p 1.0 Vp-p — — 0.5-2.0Vpp 0.5-2.0Vpp

— —_ — — 750 Ohm — — — — — 75 Ohm Un. 750 Ghm Un. 1.0 Vp-p
VIDEO OUTPUT — — — — 1.0 Vp-p — 1.0 Vp-p 1.0 Vp-p — — 1.0 Vp-p 1.0 Vp-p

— — — — 750 Ohm — — — — — 75 Ohm Un 750 Ohm Un. 1.0 VpP
TV TUNER INPUTS:
VHF/CATV — — — — 75 Ohm — — — — — 75 Ohm Un.
UHF — — — — 300 Ohm — — — — 300 Chm Un. 300 Ohm Un. —
VIDEO S/N RATIO — — — — +45dB +45dB + 45dB — — 45dB 45d8 46dB
HORIZONTAL RESOLUTION — — — — 240 LINES
SP (B1) — —_ — — 240+ LINES 240+ LINES 240+ LINES 240 + LINES 240+ LINES 240 + LINES 240 + LINES 240 + LINES 240 LINES
LP/EP (B, BIlI) —_ — — — 220 + LINES 220 +LINES 220+ LINES 220 + LINES 220+ LINES 220+ LINES
AUDI0 SPECS:
LINEAR TRACK AUDIO STEREQ STEREQ STEREO STEREO — STEREQ STEREO STEREQ STEREO STEREO STEREQ MONO
FREQUENCY RESPONSE — — 20-20kHz 20-20kHz 50-10kHz 50-10kHz 50-10kHz 50-10kHz 50-10kHz 50-10kHz 70-10kHz 70-10kHz 50-10kHz
S/N RATIO — — — —_ +40dB +40dB +40dB +40dB +40dB +40dB +40dB +40dB 42d8
HI-Fi AUDIO
S/N RATIO - — — — — — +80dB +80dB +80dB +80dB 80dB 80dB —
FREQUENCY RESPONSE — — — — —_ — 20-20kHz 20-20kHz 20-20kHz 20-20kHz 20-20kHz 20-20kHz —
WOW & FLUTTER — — — — — — .005% .005% .005% 005% .005% 005% -
STEREO SEPARATION —_ — — 80dB” — — 60dB 60dB 60dB 60dB 60dB 60dB —
HARMONIC DISTORTION — — — = — — 3% 3% 3% 3% 3% 3%
AUDIO LINE INPUT — — — — 20dB 100K — — — — — -8dBs -8dBs —

— — 50k Chm 50k Ohm

AUDIO LINE OUTPUT — — — — 6dB 600 6dB 600 — — — — ~6dBs —6dBs —

— — — — Ohm Unb. Ohm Unb. — — — — — — —
RF CHANNEL OUTPUT 34 3/4 3/4 /4 3/4 3/4 3/4 3/4 3/4 3/4 3/4 3/4
RF INPUT/OUTPUT — — — —
VHF/UHF — — e — 75/300 75/300 — — — — 75 Ohms 75 Ohms _—
MISCELLANEOUS
POWER SOURCE 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60 Hz 120V, 60Hz
POWER CONSUMPTION — — — — 50w 50w 32w 32w 40w 40w 40w 40w 40w
OPERATING TEMPERATURE — — —_ — 40-100°F 40-100°F 41-104°F 41-104°F 40-104°F 40-104°F 41-104°F 41-104°F 41-104°F
WEIGHT — — — — 15.2 10 15.4 15.4 14 14 17.5 17.5 16.5
DIMENSIONS (HxWxD) — — — — 4x17x14 4x17x14 4x17x15 4x17x15 4x17x14 4x17x14 4x17x15 4x17x15 17x4x12

C-24

www.americanradiohistorv.com

BILLBOARD JUNE 7, 1986



www.americanradiohistory.com

Sony’s mobile aud/vid system.

SOFTWARE

(Continued from page C-21)

erosion of prices in all hard-
ware categories and the dan-
gers of these prices falling
even further with each passing
week. The solution is to back
away from the low end and put
even more stress on higher-
margin products.

The primary issue, which
does not look like it's going to
be resolved in the immediate
future, is that which pits the
VHS camcorder camp against
the eight millimeter group. The
2.9-pound VHS-C, one-hour
camcorder is apparently gain-
ing much more support than
initially expected and most
suppliers are determined to
stay with the full-sized VHS
camcorders. On the other side
of the coin, the Sony-led eight
millimeter group insists theirs
is a better quality product and
intends to put a lot of promo-
tional steam behind it while
most of the suppliers continue
to adopt a ‘‘we-have-it-but-
we’ll-wait-and-see’’ attitude.

These issues and problems
are not likely to abate in the
near future. But the consensus
is that there is room for VHS
and eight millimeter and their
presence enhances rather than
detracts from the overall po-
tential of the industry into the
next century.

. AUDIO

Retailer’s

“ QVIDEO
HARDWARE

Suggested list price is as supplied by mfg and round-
ed up to nearest dollar. All specs are supplied by
mfg’s who responded to survey. Billboard assumes no
responsibility for their accuracy. Models listed here
are the mfg’s top of the line and do not represent the
full range of models available. — means that infor-
mation was unavailable from mfg at presstime.
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INTRODUCING
THE TECHNICS CAR CD PLAYER.

FOR THOSE DRIVEN BY PERFECTION.

Technics creates a programmable car CD player with
a builz-in digital AM/FM stereo tuner.

Now enjoy the musical perfection of the compact disc from
behind the wheel. It's Technics combination Zompact disc
player and stereo tuner—CQ-DP5.

First, the CD player. With random access programming. To
play any selection in any order. With a fine-focus single-beam
laser system (FF1). So strong and accurate it “reads” digital
information through most fingerprints, scratches and even
imperfections in the disc itself. With a shock-absorbing, 4-wire
suspension syszem to help ensure a flawless musical perfor-
mance no matter where the road may lead.

Then, unlike some car CD players, Technics adds a built-in,
high-performance AM/FM stereo tuner. With seek and scan.
12 FM and 6 AM presets for instant recall. And more.

If you're driven by perfection, make your next stop Technics.

Technics

The science of sound

VY
REPEAT 9 ME/-

1 -
(I

| yBASS T.ﬂu.

o/ ranicc B

SPLAY
paITAL D o
i 10 ° WE/E

© 1986 Discwasher
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VHS VCRs

Emerson VCR872

{|

Akai VS-1250  Mitsubishi HS-4TOUR Panasonic PV-1742 Goldstar GHV-8200M  Sansui SV-R9500HF

Akai VS-625U  Realistic 40  Minolta MV-900 S and MV-5005  Goldstar CHV-1400M RCA VLPI7OHF

AMCORDE
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Retailer’s

= &VIDEO
| HARDWARE

; ' Mitsubishi HS-F10UR
Pentax PV-C33A ! Sharp VC-CT0UAH Goldstar GYM-70  RCA CMR200 3 25 '
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RETAILING

(Continued from page C-29)

Texas.

With video rentals of nearly
300 per day, Betker takes his
marketing one step farther by
enlisting the in-house comput-
er which logs each sales and
rental transaction by customer
name and provides the sales
staff with statistics on the buy-
ing and rental habits of its cus-
tomers.

“We can also keep track of
how specific titles are doing,”
Betker says, citing that "'Bever-
ly Hiils Cop" has made four
times its money back for the
store since the first copies ar-
rived, while “Rambo’’ has yet
to pay for itself. By way of con-
trast, "“Citizen Kane’' has paid
for itself twice in the last five
months alone, although it's a ti-
tle that’s been in the store for
nearly three years.

The "'Citizen Kane" example
provides another key in the
specialization trend in that vid-
eo stores see marked increases
in sales when they carry titles
that can't be readily found else-
where.

Ron Koerber, owner of Clas-
sic Video (located in a Chicago
suburb), has carved a success-
ful niche for himself in the mid-
dle of price wars being waged
by two large local chains, by
stocking classics and ‘‘collect-
ables.”

“We didn’t do well with Ves-
tron or Disney product last
Christmas,” Koerber says, ‘‘be-
cause they were sold so heavily
in drug stores and by other
mass merchandisers.”

Classic's big sellers have
been MGM musicals and titles
in the current *“‘Five Star Pro-
motion.”” With 7,500 rental
transactions each month (at
$3.50 each), Koerber has had
no second thoughts about his
decision to drop hardware
sales and rentals at the end of
1984. "*We couldn’t sell ma-
chines while the chains were
lowballing their prices,’” he
says, ‘‘so we put our money
into expanding the number of
titles we carry (currently up to
6,000 pieces for rental and
3,000 pieces for sales) and de-
cided to keep our rental fee at
$3.50.

(Continued on page C-32)

LLAUDIO

# SVIDEO
HARDWARE

EDUCATIONAL AND ENTERTAINING

NEW CHILDREN'S VIDEO FOR AGES 3-12
Ten new video programs STARRING...MR. KNOW-IT-OWL HIMSELF!

Engaging puppets, headed up by Mr. Know-It-Owl,
introduce four to six lessons on each videocassette—
an average 49 minutes each.

e FUN! child-tested and approved!
e INSTRUCTIONAL! Developed in cooperation

with educational psychologists and teachers

e AWARD WINNING! Highly honored titles

and filmmakers

Great for rental and priced
for sell-through.

COLORFUL, DURABLE, TAKE-ME-HOME
VINYL ALBUMS

FREE FULL-COLOR POSTERS

CHOICE OF FREE EYE-CATCHING Ay
FLOOR OR COUNTER DISPLAYS s 24 95

CO-OP ADVERTISING

Teaches...

Reading

Colors and the alphabet
Arithmetic

Character building
Stories

Patriotic songs
Grammar

The ways of animals
How to make toys

Health and safety SEE US AT BOOTH NO. 5605

Produced by Apollo Educational Video For more information, please conta_ct
Leader in educational and entertaining films Kathy Gevisser. Ask about our “Think
for more than 25 years. Video” introductory offer.

Call toll free (800) 367-2467

In CA, HI, AK, call collect (818) 785-4111

7/ AN | R R

EDUCATIONAL VIDEO ™ Van Nuys, California 91406-4878
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RETAILING

(Continued from page C-31)

Although Koerber's store is
priced higher for rentals (other
stores in the area rent three

movies for $5) his rationaliza-
tion that people would pay
more for a larger, more varied
selection has paid off. With two
stores at a combined square
footage of 6,200 square feet,
the hardware business is not
| missed, and Koerber is satis-

fied to let the large chains bat-
tle out the price issue on hard-
ware, while he continues to
build his rental empire.

For the smaller retailer, spe-
cialization is clearly the future
trend for survival. In order to
compete with the large chains

q o . " 0" o ‘ and their vast resources for
Pimps, Prostitutes, Pushers Beware! “The Mack” and his pack have a promotion (California-based

mission to clean up the streets. Together they play judge, jury and executioner, Tower Records/Video, for ex-
dispensing their own brand of justice! ample, has recently struck a
. deal with Pioneer which offers
“laser bucks' as an incentive
to customers who purchase
hardware, which can be re-
deemed at Tower stores for
free video rentals), the small-
to-medium sized stores must
constantly be one step ahead
of the lumbering superstore gi-
ants if they hope to retain their
market share, by offering titles
which are not readily available
elsewhere and by target mar-
keting their audiences through
direct mailing pieces—a prac-
tice which the chains are only
now beginning to analyze as a
viable sales tool.

& HARVEY BERNNARD (MTERPRISES Hil

MAX JULIEN-RICHARD PRYOR-ROGER MOSLEY-DON
=] Music by ALAN SILVESTRI Written by ROBERT J. POOLE Produced by HARVEY BERNHARD Directed by MICHAEL CAMPUS Soecae v s bevs

N e N = I z Sharp’s QT-5 stereo radio cas-
AUNIT.OF 7 (R8s Cempany  Artwork and Design © 1986 Charter Entertainment 1901 Avenue of the Stars, Los Angeles California 90067 (213] 566.7419 sette recorder.

CATCH “THE MACK” ON VIDEOCASSETTE! jXip/l0m

Retailer’s

“ QVIDGO
HARDWARE
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Pioneer VE-D70(BKI Kodak MVS-5000 Sony FV-$700U

MM CAMCORDE
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HARDWARE

Sony CCD-M8&

Kyocera

Kodak MVS

b

Kodak MVS-460 Sony CCD-VSAF " Goldstar CS-8AF
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AUDIOTAPE

(Continued from page C-6)

number of audio tapes to eight
with a unifying package design
are the FR-I Super and FR-1l Su-

prize in the sweeepstakes ex-
tending October 1-Jan. 31,
1987 is a 1987 Corvette.

BETA VCR CHART

per. Fuji groups its tapes into Reflecting the promotion MANUFACTURER/ PIONEER REALISTIC SONY
tapes are enhanced in a newly categories. Aside from the ref- product tie-in trend seen in vid- | MODEL NUMBER V-0 z SL-HF750
designed shell Maxell identifies erence duo, a regular series eotape is a Totino Party Pizza | NEWPRODUCT ' ' ’
as the TB 4. Both 60 and 90 consists of the FR Metal, FR-Il, nationwide grocery store offer | SUCGESTED LIST PRICE S TBA $1.300
minute lengths are available in FR and DR. For more rugged keyed to the dB series tapes. CLE L)
both. Ghinelli doesn't reveal outdoor use there are the GT-I “We want a promotion that | SUPER-BETA SYSTEM i ’ :
list prices for the tapes to be and GT-II. will engage the trade,” says | M1 . ’
unveiled at SCES but does say SWEEPSTAKE EXCITMENT OF Maxell's Ghinelli of the firm’s | STANDARD STEREQ/DOLBY ’ .
they reflect new 5% price hike. ~ AUDIO PROMOS GARNER  “‘Summer Sizzler” event kick- | ! ’ ’ ’
The fact is, Maxell announced SHARE OF MARKETING PUSH ing off in May. A spin-off of the | OPERATING FEATURES:
price raises on audio first, as of Most serious blank tape mar-  basic rebate idea, Sizzler will | TAPE SPEED:
Feb. 1. keters are concluding that the find consumers receiving a | 5 ®

As might seem obvious, vari- so-called “full line” approach check made out to their favor- | P @V
ous suppliers have their own guarantees the largest amount ite retailer “but they can spend | £ (B!
approach to identifying tape of shelf space at retail. This it on anything in the store,”” | _PROGRAMMABILITY DAY/EVENT 21/8 14/8 21/
ideal for CD copying. Denon translates to staging promo- says Ghinelli. Geared to the | CHANNEL SELECTION 181 ES 181
has a brochure that uses sym- tions for audio, too, as with UDS, XL, XLS and MX tapes, | TVTUNER
bols. The firm's HD-M, HD8, Memtek's “High Performance two purchases delivers a $1 [ Y% 213 213 213
HD7, HD6 and DX4 are all Sweepstakes’for its CDX I, check, three pieces $1.50 and | *F LA 1483 1483
shown as recommended for CD  HBX Il and HB Il units. First 10 pieces $5.  EARL PAIGE | “AT proce 1%
(as well as other sound carri- TOP/FRONT LOAD FRONT FRONT FRONT
ers). SHUTTLE SEARCH G = 3

DIGITAL AUDIO TAPE 0AT)  WASHINGTON  and research fees. According  |_S10% Marion - — ‘
BID AS NEW BLANK PRODUCT  (Continued from page C-4) to recent on-record lobbying | ST FRAME . - ’
COMPETITOR STILL ON HOLD  1739. reports—just a part of the pic- | 9N TOUCH RECORDING ’ -

Will Summer CES see any ev-  Since then, Morrison's bill has  ture, but indicative—the Audio | O\ SCREEN PROGRAM DISPLAY - ’
idence that Digital Audio Tape languished. It has not even been Recording Rights Coalition | TA°t REMAINING INDICATOR -

(DAT) is here? No vendor is looked over in subcommittee (ARRC) spent more than more | QU/CK-CUE INDEX SEARCH . - :
making any noise and the near hearings, and from the on-re- than $177,000 last year in the AUTO-REWIND i — '
absence of DAT at Winter CES cord remarks of the top House battle to defeat the proposals, WIRELESS REMOTE . ’ ’
six months ago is seen as copyright issue legislator, noth-  a figure eight times higher than | _VIPE0 SPECS:

meaning DAT's entry is on ing will be done until the Senate that filed by the recording in- TAPE FORMAT BETA BETA BETA
hold. At Sony's sales gathering moves on its version. dustry. ERENISONISTSTE NTSC NTSC nTsc
in Florida in late April the sub- The Mathias bill has had two The announcement by the EECIRECIRNES YT 4 HERD - 43520
ject of DAT came up. The new hearings—in Mathias's Copy- lobbyist that cold, grey day in (UMINANCE ™ ™ ™
configuration shown at WCES  right Subcommittee—the last December, 1984 was no idle | ~goior SichAL LOW FREQ. [OW FREQ. LOW FREQ.
with Onkyo's prototype DT- one on April 25, when an alter-  threat. CONVERSION ~ CONVERSION CONVERSION
1000 permits up to 120 min- native plan was put forth by the The consumer electronics in- RELATIVE HEAD-TO-TAPE SPEED

utes on a single cassette record industry to encode an dustry is also well aware that RECORD/PLAYBACK TIME

roughly two-thirds the size of a  anti-duping chip in recorders. while video issues lie dormant in FAST FWD/REW TIME

standard audio cassette. The alternative met the same the Congress for the time being, HEADS:

That digital source material response as the initial plan— with the ever-increasing pairing VIDEO (ROTARY) 4 = 2
is a consideration for blank complete rejection by the man- of audio and video products, AUDIO (FM, ROTARY) 2 = 2
tape suppliers in seen in Fuji's ufacturers. No markup is ex- were such legislation to pass, AUDIO CONTROL
describition for its new refer- pected on either proposal for there would almost certainly be ERASE
ence series. Specs mention the near future. precedent-setting copyright VIDEO INPUT = 0.5-1.5Vpp 1.0 Vpp
how reduced modulation noise Both sides have done their amendments that would auger 75 Ohm 75 Ohm
and low noise levels position homework, and have been suc- changes in video as well. VIDEQ QUTPUT - DD Y
the tapes for *‘recording digital cessful in persuading lawmak- And should Hollywood turn TV TUNER INPUTS:
source material.” ers—but the consumer elec- its attention from other press- VHF/CATV _ — 750hm
IMPROVEMENTS KEY STEADY tronics coalition has been the ing issues, and press for royal- UHF — _ _
AUDIO UPGRADING IN SOUND  more successful of the two, at ties for their products, there VIDEO S/N RATIO _ 2648 1 9508

QUALITY, NEW LOOK least for now. They have been could be the eventuality of a HORIZONTAL RESOLUTION

Superlatives are getting hard able to slow down progress on  ‘‘two-ocean’’ war. The outcome P (B1) 300 LINES — —
to come by in discussing how the proposals to almost a of such a legjslative debacle LP/EP (BI, BIH)
audiotape is being upgraded. standstill, and have convinced could fundamentally change AUDIO SPECS:

At Sony, John Bermingham, enough lawmakers to either op- the financial future of consum- LINEAR TRACK AUDIO STEREQ STEREO STEREO
vice president, sales and mar- pose the bills or withhold their er electronics into the next cen- FREQUENCY RESPONSE — — 50-10kHz
keting, talks about a rede- approval for further study. tury. That's why the industry S/N RATIO 13308
signed audio line. ‘‘Forget Both sides have also racked refuses to give an inch on S. HIFI AUDIO

abou'g frequency response or up substantial lobbying, legal 1739 and H.R. 2911. S/N RATIO 30dB 30dB 1 80dB
CC{(I?.rCI\f(Ityy" he Is"?'ys QTTLWOJ;I' Y —— = FREQUENCY RESPONSE 2020k Hz 2020 Hz 50-7k Hz
miliar tape qualities. e - . opecial Issues 1- WOW & FLUTTER 005% 0059 005%
ES has 2,000 gauss retenti- ACC ESSORI ES tor, Ed Ochs, Assistant Editor, sromo SEPARATION :3;3: 232: 232:

vity, the highest retentivity of (Continued from page C-12) Robyn Wells; Editorial Assis- HARMONIC DISTORTION 3% — %

any audiotape.” tance, Jim MCCU//aUgh,' All arti- AUDIO LINE INPUT _ ~10dB —10dB

Sony has four tapes in its A newer line of Koss light- cles by Billboard writers except - 47k Ohm —
new lineup, UX-Pro (around weight stereo headphones re- ‘‘Stereo-To-Go by Dawn Gor- AUDIO LINE OUTPUT - 15:03:.“ =l
$4.50 list), UX-ES ($3.50- tails for from $29.95 to don, N.Y.-based writer; All au- RFCHANNELOUTPUT 7 7 i
$4), UX-5 ($3.00) and UX $69.95. dio/video hardware charts SHNEUTEURRY
($2.00), all featuring the wide Software manufacturers are compiled by Ken Joy, L.A.- N — — T
window design. making accessories even more based audio/video specialist; ST TANEUS:

Another brand expanding its attractive to consumers with a  Design, Anne Richardson-Dan- :

- . Iy ) . 5 L ) POWER SOURCE 120V, 60Hz 120V, 60Hz 120V, 60Hz
audio line and upgrading is Fuji variety of coupon, giveaway, iel; Photo pages, Miriam King; e ONEUMETION o B e
with the introduction of a refer- special packaging, and ‘‘start- Cover, Douglas Brian Martin,

) L i~ . ¢ . OPERATING TEMPERATURE = = =
ence series. Bringing the total er” deals. Design & Direction. WEIGHT o = 3
DIMENSIONS ax17x16 ax17x16 5x18x17
Suggested list price is as supplied by mfg and rounded up to nearest dollar. All specs are supplied by mfg's who responded to survey. Billboard assumes no responsibility
for their accuracy. Models listed here are the mfg's top of the line and do not represent the full range of models available. — means that information was unavailable from

wbimods pieoqiig v

mfg at presstime. *Means feature is present in product.
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BETA
VCRs

L AUDIO ™
= &VIDEO

Sony SL-HFT7

Pioneer VX-90

wbinods pieoqing v

b
HARDWARE
Realistic 22
Sony SL-HFT750
- _F
MANUFACTURER/ GE GOLDSTAR e MINOLTA MITSUBISHI NEC OLYMPUS PANASONIC PENTAX QUASAR RCA SHARP
MODEL NUMBER 9-9610 GVM-70 GRC7U CR1100SAF HS-F10UR viou VX-403 PV-300 PV-C33A VM-20 CMR-200 VC-C10UAH
NEW PRODUCT & * * ‘f‘%}g * * ;{ * * * * . * * *
SUGGESTED LIST PRICE® 7 $1,800 $1,695 T TBA $1,833 TBA TBA TBA *TBA TBA $1,969 e $1,900
LENS: . .
APERATURE 1.2 f1.2 1.2 f.12 1.2 f1.4 12, 1.2 f.12 f.12 f12 fl.4
AUTO Focus * * * ” * * N * * * * * * *
AUTO IRIS . * o * * * * * * * * ES . * * *
POWER Z00M * * * * * S K * 25 Lo* * * * *
Z00M RATIO % 81 6:1 61 6:1% & 6:1 6:1 81 81 61 81 6:1 6:1
MACRO 13 Fa v o g e * * * = * * * * * *
ILLUMINATION (LUX) 7 19 15 7 7 10 7 7 7 7 7 10
AUTO WHITE BALANCE e * * e & * * . * . < * * *
GAIN SWITCH . * *
ELECTRONIC VIEWFINDER - * * @ * * Q @ * * * *
”:GROPHONE * * * * * * * * * * * *
VCR CONTROLS
PMYBACK * * * * * * * * E ] * * *
FwD/REv SCAN * * * * * * * * * * * *
STILL FRAME * w * & * * * *
TITLER
ALPHABETICAL *
DAY/DATE * Q @
FADE IN/OUT * Q * *
HQ * * * * * * * * * *
VIOEO CAMERA
CAMERA TUBE —_ — 1/2* CCD 172" SATICON  1/2" SATICON  1/2° SATICON 1/2* €CD 1/2* CCD 1/2" SATICON 1/2* ¢CD 1/2" SATICON 1/2" NEWVICON
SCANNING SYSTEM NTSC NTSC NTSC NTSC NTSC NTSC NTSC NTSC NTSC NTSC NTSC NTSC
HORIZONTAL RESOLUTION — — — 300 LINES 300 LINES — 300 LINES — 300 LINES 300 LINES 300 LINES
VIDEOCASSETTE SIZE VHS STD VHS STD VHS STD VHS STD VHS STD VHS STD VHS STD VHS STD VHS STD VHS STD VHS STD VHS STD
RECOROING TIME 60 min 60 min 60 min 60 min 60 min 60 min 60 min 60 min 60 min 60 min 60 min 60 min
REW/FF TIME — — — — — 10 min — — — — e —
BACKLIGHT SWITCH * & —
RECHARGEABLE BATTERY @ & * * & * * o * * * ©
VIOEO OUTPUT e — — —- 1Vp-p 750h 1vp-p 1.0vp — 1.0VP-p — - —
VIDEO INPUT - — — —_ 1Vp-p — — — 1.0Vp-p —
AUDIO OUTPUT —_ —— — — -7.8dB 400mv 400mv — -7.8dB - —
AUOIO INPUT — — — - -7.8dB — -70dB — -7.8dB — —
EARPHONE JACK * * * * * * * * * * *
REMOTE CONTROL JACK * * & % * * & * *
POWER 120V, 60Hz 120V, 60Hz 120V, 60Hz 120V, 60Hz 120V, 60Hz 120V, 60Hz 120V, 60Hz — 12v DC 12v DC 12v DC 120V, 60Hz
POWER CONSUMPTION 14w — — 9.5w 8.9w 9.5w 14w — 9.5w 14w —
WEIGHT 6.9 — 35 6.2 6.2 59 56 6.9 5.5 56 7 5.7
OIMENSIONS 5x9x15 — — 5x7x14 Sx7x14 7x8x13 15x5x9 7x8x14 15x19x5 — —
OPTIONAL ACCESSORIES Carrying Remote 2 hour Battery Pk TBA TBA TBA Character 12v DC —
Case. Char. Control Battery Generator Cord
Generator Char. Gen.
BILLBOARD JUNE 7, 1986 C-35

www americanradiohistorvy com


www.americanradiohistory.com

ome video

Kagan Gonfab Looks To Future

Field Is Growing; Watch For Pitfalls, Panelists Say

BY JIM McCULLAUGH

LOS ANGELES The video hard-
ware and software industries will
continue to grow, although soft-
ware sales are not keeping up with

‘60 million VCR
homes by 1990’

the pace being set by machines. This
is according to statistics released
here on May 21 at Paul Kagan’s an-
nual home video seminar.

Potential prerecording pitfalls
were also discussed at the Kagan
event, where industry methods in
marketing, distribution, and retail
were examined.

Panelists participating in “The
Economic Future [of the VCR in-
dustry]” discussion included Steven
Einhorn, chief financial officer of
Vestron Video; Stuart Karl, presi-
dent of Karl/Lorimar Home Video;
William Mechanic, senior vice presi-
dent of Disney Home Video; John
Ruscin, vice president/program-
ming, MGM/UA Home Entertain-
ment Group; Henry McGee, vice
president of Home Box Office; and
Allan Caplan, president of Applause
Video Inc.

Moderator and Kagan analyst
Steve Rosenberg offered the follow-
ing projections:

© 33 million U.S. television house-
holds will have a VCR by the end of
the year.

e Wholesale dollars spent for
home video will equal $2.3 billion
this year.

e By 1990, VCRs should be in

nearly 60 million U.S. households,
bypassing basic cable and becoming
the second-largest home entertain-
ment video delivery system, after
broadcast television.

® Domestic rental revenues to
studios for home video will reach
nearly $4 billion by 1990, surpassing
domestic theatrical, foreign theatri-
cal, foriegn video, pay TV, network
TV, and TV syndication by a sub-
stantial margin.

¢ U.S. consumer media spending
for home video should be close to $4
billion this year, or 24% of a $16.3
billion pie.

e Consumer rental revenue
should hit $2.9 million this year,
while sales revenue should surpass
the $1 billion mark.

Panelists, while generally agree-
ing with the overall bright forecast,
suggested that software sales and
rental frequency, compared to hard-
ware growth, are slowing up. Other
problems discussed included those
of manufacturers being too preoc-
cupied with “pipeline fill” and “hit-
ting numbers,” regardless of what
that preoccupation might do to the
market; and the too great emphasis
on trade marketing at the expense
of concentration on reaching the
consumer.

Mechanic underscored part of the
industry’s problem when he said
that in 1984, a top title would sell
through to 2.1% of the VCR popula-
tion. To keep pace with that growth,
he suggested, a title like “Back To
The Future’’ would have to sell
700,000 copies. He also added that
70% of consumers have never
bought a videocassette to date.

He claimed too much money is be-

Fast Forward

BY FRANK LOVECE

A biweekly survey of technical de-
velopments in the hardware and
software sides of the home video
industry.

SOMEONE—no one’s sure who—
started calling it Black Wednesday.
That was Jan. 15, 1986, the day
Home Box Office began full-time
scrambling of the satellite signal it
delivers to some 6,900 cable-TV sys-
tems nationwide. Scrambling tests
had actually begun as far back as
July, yet it was on Black Wednes-
day that all of the roughly 1.5 mil-
lion owners of backyard satellite
earth stations stopped receiving the
biggest pay-cable service for free—
throwing the market for consumer
earth stations (colloquially: “satel-
lite dishes”) into a shakeout and a
temporary panic.

Since that day, several other
large cable programmers have an-
nounced scrambling plans and tar-
get dates: Showtime/The Movie
Channel (May 27); MTV/VH-1/
Nickelodeon (July 1); Cable News
Network/Headline News (July 1);
WTBS (Sept. 1); the Disney Channel
(December); Christian Broadcasting
Network (end of 1986); the Playboy
Channel (sometime in 1986); Enter-

tainment and Sports Programming
Network (ESPN; early 1987) Black
Entertainment Television (some-
time in 1987), and WOR- and HBO-
owned Cinemax (currently). CBS-
TV is also scrambling, making it the
first “free-TV” broadcaster to do
S0.
Among the majors with no public-
ly announced scrambling plans are
the Arts & Entertainment Network;
Country Music Television; the Fi-
nancial News Network; Lifeline; the
Nashville Network; USA Cable; the
Weather Channel; WGN; WPIX; the
Spanish-language Galavision and
SIN; the Silent Network (for the
hearing-impaired); and C-SPAN,
which transmits live House of Rep-
resentatives coverage and other
public-affairs programming. Cable
radio programmers, such as Life-
style, Studioline, and WFMT, and
text services, such as Cable Sports-
line and Electronic Program Guide,
likewise have not announced scram-
bling plans.

By the time of HBO’s scrambling,
the home satellite-dish market had
grown to the point that 60,000 units
worth an average of $2,000 each
were being sold monthly, according
to estimates by the Satellite Televi-
sion Industry Assn./SPACE. (The

(Continued on page 62)

ing spent on trade advertising and
not enough on consumer. Moreover,
he admitted that some of Disney’s
own TV ads, as retailer Caplan sug-
gested, were more ‘‘telling than
selling; too soft sell.”

“Too much spent
on trade ads’

Caplan suggested that this
Christmas would set records for
home video. Mechanic, though, pre-
dicted a good deal of glut and
“dumping” during the holidays.

Karl said he was fearful of retail-
ers who rent for less than §1 a
night, and that the industry might
be resting on an “inverse pyramid”
that could topple because of some
“bad retailers.”

Like other panelists, Karl indicat-
ed that the industry has shifted to
“more of a numbers game [pipeline

(Continued on next page)
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Executive Gems. George Cooney, chief executive officer of EUE Screen

Gems, left, and Al Kestnbaum, managing director of home video for EUE Screen
Gems Ltd. and president of Chestnut Communications, celebrate the formation
of EUE’s new home video division, which will concentrate on the creation of
sponsored, made-for-video product.
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MUSIC VIDEOCASSETTES.

=
% Compiled trom a national sample of retail store sales reports
*|l@|o
et = =
= i o = a
R TITLE Copyright Owner, Principal 5| 8 ¥
E & : Manufacturer, Catalog Number Performers LN i
= = =
* & NO.1 * &
Picture Music intl.
1 | 1] 15| JOHNLENNONLIVEINNEWYORK® = 0 " e 96W50128-00127 JohnLennon 198 | C | 2995
Sire Records
2 | 2 | 27 | THEVIRGIN TOUR-MADONNALIVE® oreRecords @ 8105 Madonna 1985 | ¢ |2998
3 15 | PORTRAIT OF AN ALBUM @ %deﬁrzﬁ;gﬁ‘g‘go 648 Frank Sinatra 198 | 0 |3995
4 | 8] 7| SOEXCITED RSl Yeces Bivd e The Pointer Sisters | 1985 | SF | 1995
5 | 10| 9 | ALABAMA'S GREATEST VIDEO HITS @ FCA Video Prod Inc. Alabama 198 | SF [ 19.95
Picture Music Intl X .
6 | 3| 21| LIVEAFTERDEATH® s LT e fron Maiden 1985 | ¢ |2995
[ 5, | MOTOWN 25: YESTERDAY, TODAY,  Motown Pictures Co. . .
716 | 2| FoRrevera MGM/UA Home Video 300302 YariousiArists 138370 23.95
8 | 4 | 31 | NOJACKET REQUIRED ® 2{::3:2 sge";‘fsso';‘g . Phil Collins 1985 | SF |19.98
9 | 12| 9| LOOKTOTHE RAINBOW AR g i Patti LaBelle 98 | ¢ |29
10| 15| 3 | vLIvVEBY THE BAY R giesc(mc":r-;"gowz Jimmy Buffett 1985 | € |29
THE BEATLES LIVE-READY STEADY  Picture Music Intl.
11} 9 18| gore Sony Video Software 97W00192 The Beatles 1985 | SF | 16.95
Polygram Records Inc.
112 17 | 3 | GRACEUNDER PRESSURE TOUR JERen el Rush 198 | ¢ |2995
| =
13|13 |57 | WHAM! THE viDEO A o e Wham! 1985 | SF | 19.98
(14| 7 | 5 | THISISVIDEO CLASH EBSMusicjvideoital The Clash 1986 | SF | 19.98
CBS-Fox Video 7098
|
PUTTING IT TOGETHER-THE MAKING CBS Music Video Ent .
| 15| 11 | 7 | OF THE BROADWAY ALBUM CBS-Fox Video 7101 Barbra Streisand 1986 | D (2998
Polygram MusicVideo-U.S. :
16 | 19 | 51 | ANIMALIZELIVEUNCENSORED ®  fovBram Musichideo Kiss 1985 | LF | 2995
Tom Petty Inc. Tom Petty And
17 |18 | 11 | PACKUP THE PLANTATION LIVE Rl = s Ll 198 | ¢ |2995
18 |14 | 21 | wHiTE CITY il e e Pete Townshend 1985 | D | 2995
19 | 16 | 15 | SCENES FROM THE BIG CHAIR Retyeromitinsic fideg Tears For Fears 1985 | LF | 2095
20 | 20 |4 | STATEOF GRACE s Grace Jones 1986 | LF [2995

@ 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 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
a minimum sale of 75,000 units or a dollar volume of $3 million at retail for theatrically released programs, or of at least 25,000 units or $1 million at
suggested retail for non-theatrical titles. SF short-form. LF long-form. C concert. D documentary.

60A

wWwWw . americanradiohistorv.com

BILLBOARD JUNE 7, 1986



www.americanradiohistory.com

ome video

Company Forms
To Market
Video Market

NEW YORK 8MM Video Corp., an

independent company in Bethpage, '/ w
was formed recently to market pre-
recorded 8mm video product, at ‘
first through direct mail and even-
tually through the video specialty
network.
The firm has no connections with
any major video manufacturers,
says Marcia Kesselman of New

York-based Coliseum Video, a con-
sultant to the company. The firm is
currently operating under its own
finances, although it is negotiating
to generate venture capital.

8MM Video Corp. will begin a
mail order and national advertising
campaign this month, says company

president Dolores C. Novelli.

8MM Video Corp. plans to act as a
specialty-oriented distribution com-
pany, Novelli says. Unlike many in
the home video industry, she has no
doubts about the potential of the

format. ““I really believe this for- | B
mat’s going to take off,” she says.

The company is negotiating with

Sony Corp. of America and East-
man Kodak to distribute their lines,
Novelli says.
The first step in the company’s
marketing campaign is to build a VI DEO
mailing list through direct response

advertisements in key video buff y -
magazines, Kesselman says. An Audio/Video

“The first year will be a slow and Breakthrough :
steady process of outflow and not Compact Disc AUd{O plus
much return,” Kesselman says. But | Laser Resolution Video
she claims the company will have a Only on LaserDisc.
synergistic relationship with 8mm, | The future is here!
boosting software sales ‘‘because J .
we're going into all the consumer
magazines to let readers know
there is, in fact, [Bmm] software
available.

“The people who are saying 8mm
won’t take off are making a serious
mistake,” Kesselman claims. The
recent shift of many Japanese man-

(Continued on page 63)

Winier

KAGAN CONFAB

(Continued from preceding page)

fill, quotas, etc.]” while not enough
money is being spent on marketing
and sales efforts directed at the con-
sumer.

Einhorn indicated that one of the
industry’s most severe challenges is
to “optimize profitability” and to
create a broader programming
base, one that is not solely depen- | !
dent on pricing. Aurmn POTO!

MecGee drew parallels to the cable
industry, which has slowed down,
and suggested home video would hit
a “wall.” He doubted if VCR pene-
tration would ever exceed two-
thirds of U.S. households.

“But we're convinced home video
is here to stay,” he said, reminding
delegates that HBO is advocating
VCR usage with its programming
service via an “If we can’t put you
on our schedule, then put us on your
schedule” campaign.

Caplan said one of the industry’s
major problems is that too many
suppliers offer their titles at the
same time, putting an extraordi-
nary strain on retailer cash flow.

et ———————————— e — s e e e e e S e et
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Hey Man, | Told Them To Get Out. Richard “Cheech’ Marin protests an invasion of his room by a group of MCA
executives. The executives are carrying Recording Industry Assn. Of America gold video plagues for the made-for-video
“Cheech And Chong: Get Out Of My Room." From left are Jerry Sharell, senior vice president of MCA Home Video; Jane
Avyer, director of public relations for MCA Home Video; Marin; Suzie Peterson, director of new product development for
MCA Home Video; and Louis Feola, vice president of video distribution for MCA Distributing Corp.

Four Exciting New Videos
That Bring Turbo-Charged Excitement to Your Home!

Action...fun... horsepower!
Tre Best of Ground-pounding
Of-Road Thrills
Tkere’s never been action like
th= OFF-ROAD WARRIORS.
From grueling desert racing to
spectacular death-defying
crashes, every minute is
packec with the excitement of
tusbo charged Off-Road
horsepower!

Suggested Retail Only $39.95

and most spectacular preci-
sion stunt flying zeam, the
Navy Blue Angels. From
precision formation to high-
speed maneuvers, TOUCH
THE SKY presents the ulfi-
mate flymg a2xgerience.
Suggested Retail Only $33.95

The Legend. The Mytk,
The Hera, The Warrios
All the jumps...Al the crashes
plus incredible new footage!
THE LAST OF THE GLADIA-
TORS, starring EVEL KNIEVEL,
is the incredible story of the
rise and fall of the world's
greatest Jaredevil.
This critically acclaimed fIm
was created especially for
home vid=2o0...a sgectacular
visual and stereophonic
experience.
Suggested Retail 359.95

Put on your helmet and strap
yourself in...get ready for the
ride os your life!
Christopher Reeve takes you
inside the cozkpit and into the

sky with the world’s fastest

Boldly Go Where

Ao Man Has Gone Before!
Watch out America...here
cones MONSTERMANIA: the
wi dest and craziest
demolition party of all time!
Manster Trucks » Jet Powered
M=d Racers  Tractor Pulls ¢
Stent Driving « Automotive
Tug-0-War
Suggested Retail Only $19.95
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(Continued from page 60A4)

acronym is a holdover from when
the 5-year-old trade group was offi-
cially the Society for Private and
Commercial Earth Stations). While
monthly figures for 1986 are not
available, SPACE estimates that
two million earth stations are in con-
sumers’ hands. A potential overall
market of 10 million is plausible, say
several sources.

Satellite-transmitted audio/video
signals—containing everything
from HBO to TV-network West
Coast feeds to telecommunicated
business conferences—are encoded
within low-level microwave radia-
tion that blankets the earth from or-
biting communication satellites.

Satellite dishes scoop up the mi-
crowaves, and an accompanying
amplifier boosts the encoded signals
and sends them to a receiver (simi-
lar to a TV set’s built-in tuner)
which decodes them and feeds them
to your TV.

The federal Cable Communica-
tions Act of 1984 established,
among other things, that home sat-
ellite dishes themselves were legal,
as was the reception, for personal
viewing, of any signals falling onto
personal property—provided those
signals were not being marketed lo-
cally. Since satellite dish ownership
currently is concentrated in areas
not serviced by cable, most dish-
owners could thus still receive HBO
and other pay-cable services legally.
The congressional act left open,
however, the possibility of equally
legal scrambling.

Two related bills are currently be-
fore Congress. One in the House,
sponsored by Rep. Judd Gregg (R-
N.H.), would set a two-year morato-
rium on scrambling. One in the Sen-
ate, sponsored by Sen. Albert Gore
(D-Tenn.), would mandate the avail-
ability of fair-priced descrambling.

After a clumsy start, HBO and
M/A-Com (the independent compa-
ny that developed the most preva-
lent scrambling system) have made
descrambling available to dish own-
ers. The price, however, has been an
issue. The standard decoder—the
M/A-Com Series 2000E Video-
Cipher [I—carries a suggested list
of $395. (It's also available at that
price from Channel Master, which
through a licensing agreement as-
sembles own-brand decoders from
M/A-Com parts.) HBO then charges
dish-owners $12.95 for either HBO
or Cinemax, or $19.95 for both. Ac-
cording to one report, consumers
have bought about 9,000-10,000 de-
scramblers so far.

M/A-Com’s system—which the
company says is based on seven mi-
crochips of proprietary technolo-
gy—is presently the de facto stan-

TOUCH That DIAL!

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

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

dard. It is not, however, an official
one. In fact, last October it and five
other scrambling technologies were
deemed acceptable by a committee
of the National Cable Television As-
sociation (NCTA). The others were
proposed by General Instruments
of Canada, Oak Communications,
Scientific-Atlanta, Telease, and
TRW Digital Systems.

Because in situations like this
most companies play follow the
leader, the M/A-Com system could
remain unchallenged. But because
programmers are free to use any of
the NCTA-sanctioned or other
scrambling systems, even M/A-
Com admits it is conceivable that
consumers could have to purchase a
different decoder for each scram-
bling system used.

The equivalent of the Beta/VHS/
8mm format wars or the BTSC/
Group W stereo-TV decoder fight is
a strong possibility if even one or
two major cable programmers de-
cided to go with a system other than
M/A-Com. Aside from providing
competition to HBO, such a move
would factor into the price of de-
scrambling—many companies make
all types of VCRs and stereo-TV de-
coders, yet satellite descramblers
are M/A-Com’s private province—
something that doesn’t portend a
healthy, competitive pricing envi-
ronment.

None of this appears to be hinder-
ing the overall satellite dish market,
however, though a shakeout has
definitely occurred. Consumer con-
fusion and fears over scrambling
translated into sales drop-offs early
this year. ‘““The whole industry
stopped in its tracks for about 60
days,” said Larry Bowman, vice
president of sales and marketing
for M/ A-Com’s satellite products di-
vision.

During that time, many of the
smaller manufacturers, distribu-
tors, and retailers—already shaky
as the industry matured over the
last year—went under. Advertising
revenues dropped, and many satel-
lite magazines looked alarmingly
gaunt, fanning the panic. The sav-
ing grace for many firms was diver-
sification: Both very large, multi-
product companies and hometown,
mom and pop concerns (for which
satellite dishes were an adjunct
business and not the primary mon-
ey-maker) came out alive.

The industry as a whole has cer-
tainly survived. In fact, an unprece-
dented event occurred: a press gath-
ering Tuesday (27) bringing togeth-
er the cable industry and the
satellite dish industry cooperatively
for the first time. Sponsored by
SPACE and other satellite-industry
concerns, the event was a descram-
bling demonstration peopled by rep-
resentatives from HBO, Showtime,
MTV, CNN, Bravo, WGN, WPIX,
and other cable programmers.

While a calculated outward sign
of a “legitimized” industry, the
event was also an inevitable capitu-
lation to a historical trend. Through-
out the annals of broadcasting and
related industries, the hardware
side has always been driven by the
software side—radio by Jack Ben-
ny, television by “I Love Lucy” and
the Super Bowl, video by hit movies
and Jane Fonda, and now satellite
TV by a microwave cornucopia.
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Paul Winter's Small-Budget ‘Ganyon
Consort’ Tape Makes Big Dent In Market

BY JIM McCULLAUGH

LOS ANGELES Paul Winter’s
“Canyon Consort” longform music
video is a case study of how to make
“a significant dent in the home video
market using a nonalternative ap-
proach and cross-marketing.

To date, San Francisco-based
Open Circle Productions, through
its own aegis, claims to have sold
more than 6,000 cassettes in the
U.S. About 90% of those sales have
been in nontraditional markets,
with 4,000 units sold through mail-
order catalogs. In the West, the vid-
eo has made it to the shelves of
Tower Records, Licorice Pizza, and
Sound Warehouse.

Now, according to David Vassar,
co-producer (with John Lyddon) of
the video, Open Circle is counting on
traditional distributors to fill the
pipeline and make the video a cross-
over success. Winter’s ‘“Canyon”
record is in the top five of Bill-
board’s Top Jazz Albums chart six
months after its release.

Open Circle is signing a deal with
a small book distributor and is seek-
ing a traditional video label for
broad distribution in record and vid-
€0 store channels.

Included in both the album and
the video are order forms for the
other product. It is the first time
Winter has ever used video.

The album was recorded in the
Grand Canyon during four separate
raft trips and one journey to the rim
between 1981 and 1985. The album
also contains studio tracks that
were recorded in the Cathedral of
St. John The Divine in New York af-
ter the river trips. The LP was re-
leased last fall.

The film was produced during the

last raft trip. It premiered at the
San Francisco International Film
Festival and went on to play in more
than eight domestic and internation-
al film festivals. .

Two music videos were edited
from the 60-minute film—*“Bright
Angel” and “River Run.” The clips
have already aired on VH-1, Show-
time, HBO, WNET in New York,
and other independent stations.

PBS plans to air the film in the
fall during a prime-time slot, and
the Arizona Office of Tourism will
fund a national promotion campaign
to coincide with the broadcast.

Cori Films International is selling
the European broadcast rights for
“Consort,” and England’s Channel
Four has already committed to an
airing. Los Angeles-based Radio Vi-
sion is offering the program’s home
video rights in foreign territories.

Living Music Records, Winter’s
label, and Open Circle are experi-
menting with what they call “film/
concert events.” In April, the film
played in Albuquerque, but during
the credits, the soundtrack faded
and the Paul Winter Consort accora-
panied the end of the film live. The
musicians then played a full set.
More events of this type are
planned.

Conceptually, according to Vas-
sar, the film is not a concert or back-
stage documentary. Rather, it is a
personal, revealing portrait of Paul
Winter and his musical experience
in the Grand Canyon.

Says director Vassar: “The audi-
ence wants to know what makes
their favorite artists tick. They
want to know how they create, how
they think. Their public persona is
readily available. People are natu-
rally curious about the private per-
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son.”

Vassar claims that for the same
budget the market is bearing for
some music_videoclips, Open Circle
produced a 60-minute motion pic-
ture available for projection in ste-
reo 16mm; a 60-minute video for
home release; and two four-minute
music videoclips.

“Record executives should con-
sider the big picture when commis-
sioning videos,” says Vassar. ‘“For
a few dollars more they can create
films which will play off in many
more markets and benefit their cli-
ents in ways that they may not have
considered.”

A Bash With A View. Principals behind the broadcast series ‘Deja View”
gather to celebrate the program’s launch on videocassette. From left are Jeff
Jenest, vice president of marketing for Karl/Lorimar; Stuart Karl, president of
Karl/Lorimar; Graham Nash of Crosby, Stilis and Nash; and George Back,
president of All American Television.

Random House Series Gives Kids
New Way To Get To Sesame Street

NEW YORK Television advertis-
ing will be the main tool used by
Random House to advertise its re-
cently released video series, which
is based on footage culled from the
“Sesame Street’’ television show.
The company has just shipped
its first six “Sesame’’ titles, all
listed at $19.95 and running for 30
minutes: ‘‘Getting Ready To
Read,” ‘“‘Learning About Num-
bers,”” ‘“ Bedtime Stories And
Songs,”” ‘“Learning About Let-
ters,” ‘“‘Playalong Games And
Songs,” and “I'm Glad I'm Me.”
“We don’t talk to children, we
talk to parents with our advertis-
ing,” says Gerald Harrison, execu-
tive vice president of home video
for Random House. “We're using
only television’ to advertise the
programs; the only print will be
one ad in the Sesame Street maga-

FIRM TO MARKET 8MM

(Continued from page 61)

ufacturers toward the VHS-C cam-
corder format has little signifi-
cance, she says. “Even JVC, which
came out with a bastard format
called VHS-C, clearly is aware that
the smaller format is where the
market will go.”

The need for an adaptor is the ele-
ment that will end up stunting the
growth of VHS-C, she says.

Sometime in the fall, SMM Video
Corp. will spin off the Jacklid Corp.,
a company that will distribute 8mm
product through the conventional
specialty distribution system, Kes-
selman says. Jacklid Corp. will be
dedicated entirely to 8mm software,
Kesselman says.

Kesselman is currently senior
vice president and general manager
of Coliseum Video. Coliseum’s sis-
ter company, Art Ad House, has
been retained to do all marketing,
advertising, and public relations
work for 8MM Video Corp. and for
Jacklid.

Novelli enters the home video in-
dustry with experience in computer
mail order marketing.

8MM Video Corp. is located at
Eight Crestline Ave., Béthpage,
N.Y,, 11714; (516)-939-0660.

TONY SEIDEMAN

zine, he says.

Random House will present its
advertising on the broadcast net-
work’s daytime soap operas. “It’s
the most efficient way to reach
mothers with young children,”
Harrison says.

Some p-0-p material will be used
to move the six titles. The pro-
grams will be shipped in a display
rack, a combined floor and counter
unit that has the Big Bird “Sesame
Street” character standing next to
it.

The regular home video distribu-
tion system forms only part of the
network Random House will use in
its initial “Sesame Street” release.
Much of the volume will be moved
by Random House’s own sales
force, which will target book
stores, toy stores, mass mer-

chants, and other nontraditional
video outlets.

“We want to be players in the
home video game—formal play-
ers—and so we’'ve set up our own
distribution operation,” Harrison
says. As for the outlets his compa-
ny is approaching, he says, “We're
major players to all of these peo-
ple; it would be foolish, I think, not
to sell directly.”

The “Sesame Street” titles will
have a wholesale cost of under $13,
and will probably retail for around
$19.95—a relatively high price for
half-hour programs in today’s
home video market. ‘“We’re higher
with the ‘Sesame Street’ stuff
than some of the other children’s
product,” Harrison admits.

The price is ‘‘mostly based on

(Continued on page 67)
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b5 Compiled from a national sample of retail store sales reports.
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000 1 3 o000 £ 5|8 58 | w
w | 5 | ¢ | TITLE Copyright Owner, Principal =3 | £ I
. . . | <% Manutacturer, Catalog Number Performers 28 & £
VCR SALES BOUNCED back in April after a weak March, according to the
Electronic Industries Assn.'s Consumer Electronics Group. VCR * & NO.1 & %
sales in April were up 26% from the same month a year before, with 11 1] 31] JANEFONDA'SNEWWORKOUTA  XYC:RCA Video Prod. [ —— 165 | e | 3995
884,783 machines selling during the period. For the year to date, 3.8 Kar! Lorimar Home Video 069
million VCRs had been sold to dealers by the end of the month, a 2 | 2 | 45| THE SOUND OF MUSIC 4 & CBS-Fox Video 1051 él:\lli'iesﬁ.)ndr:::v;mmmer il a8 e
figure up 15% from the numbers of a year before. If the pace contin- B
ues, the VCR business could see a 13-million-unit-plus year in 1986. 3 | 3 | 23| CASABLANCA CBS-Fox Video 4514 Ir:lmér:i\gréreerygxgnan ma |l m e
OTHER CO!‘SUMEF ELEGTHUNI.GS video prO.d}lCtS showed renewed 4 | 4 | 13| RETURN OF THE JEDI A CBS-Fox Video 1478 m:::s'::"”jg:’d 1983 | P | 79.98
strength in April as well, with color television set sales up by 3.2%,
to 1.14 million; monochrome sales up 16.3%, to 284,781; and projec- 5171 4| cocoon CBS-Fox Video 1476 gtoer\‘/igt:ct::berg 1985 | pe-13 | 79.98
tion sets up 18.5%, to 18,212, Camcorders continued to show market
1 1 1 B i Paramount Pictures Harrison Ford
strength, with 52,956'un1ts se]'lmg for a total of 224,023 ma.chmes SO 61517 WITNESS B e o0 1736 ST 1985 | R | 7995
far this year. Reflecting the rise of the camcorder, color video cam- e
o = = q KVC-RCA Video Prod.
era sales sank by 74.4%, to 8,075 from 31,585. 7 | 6 {212 JANEFONDA'S WORKOUT A ¢ Karl Lovimar Home Video 042 Jane Fonda 1982 | NR | 59.95
COACH RED AUERBACH stars in Best Film & Video’s “‘Red On Round- 8 9] 6| THEKINGANDIA @ CBS-Fox Video 1004 g‘;'b’zgz”}g" 195 | NR | 2998
ball,” an educational cassette on playing basketball. The program
runs for one hour fifty minutes and lists for $29.95. Almost 30 sub- 9| 8| 8| COMMANDO A CBS-Fox Video 1484 Q;SCS‘!;;’SSSES” 1985 | R |79.98
jects are covered, including “Dribbling,” ““Switching Defense,”
“Blocked Shots,” “Rebounding,” “The Dunk,” and “Team Drills.” 10 | 19 | 22 | PLAYBOY VIDEO CENTERFOLD A Kar! Lorimar Home Video 501 Sherry Arnett 1985 [ NR | 9.95
More than 30 NBA pros perform in the cassette, among them Kar- - -
eem Abdul Jabbar, Bill Russell, John Havlicek, and ‘‘Dr. J”—Julius 11| 26 | 27 Q%TRHKYO%MI.'IH SUCHMATEMBEY jg: x;gzg '8"be Kathy Smith 1984 | NR | 2995
Erving.
12| 10 | 44 PINOCCHIO ¢ Walt Disney Home Video 239 Animated 1940 G | 29.95
A LONGTERM DEAL has been struck between Astral Video and Media A < seon
Home Entertainment; it will ensure a Canadian marketplace for Me- 13| 14 | 42| PATTONA® CBS-Fox Video 1005 e 1970 | NR | 29.98
dia’s product. No details on the pact were available, with executives FS———
. a . m i .
saying only that the deal would be “ongoing.” 14 | 16 | 30 | BEVERLY HILLS COP Paramount Home Video 1134 Eddie Murphy 1985 | R | 2995
. . e ! Mitzi G
TODAY HOME ENTERTAINMENT spotlights a spectrum of subjects in its ini- 15| 21 | 4 | SOUTHPACIFIC CBS-Fox Video 7045 R LR 1958 | NR | 29.98
tial product releases. Titles in the company’s first slate include -
“GLOW (Gorgeous Ladies Of Wrestling)” and “Roller Derby Ma- 16 | 12 | 18 | RAMBO: FIRST BLOOD PART I A Thorn/EMI/HBO Video TVA3002 Sylvester Stallone 1985 | R | 7995
nia,” both hourlong programs listing for $39.95; and “‘Berlitz Lan- ‘ T
guage Videos For Travelers,” which will cover French, German, 17 | 22 | 10 | WESTSIDESTORYA ® CBS-Fox Video 4519 Richard Beymer 1961 | NR | 29.98
Spanish, and [talian and run an hour and a half each -
’ : KVC-RCA Video Prod.
18 11| 79 PRIMETIME A ¢ Karl Lovimar Home Video 058 Jane Fonda 1984 | NR 3995
ANOTHER OLDIE BUT GOODIE is due from MGM Home Video in July, when ] Judy Garland
the company will ship “Quo Vadis.” The movie stars Robert Taylor, 19 | 15 | 31 | THEWIZARDOFOZ 4 & MGM/UA Home Video 600001 Ray Bolger 1939 | G | 2995
Deborah Kerr, and Peter Ustinov, runs for almost three hours, and ] Humphrey Bogart
will list for $89.95 as a two-videocassette set. 20| 20 | 5 | AFRICANQUEENA ¢ e oalideci2020 Katherine Hepburn | 1351 | MR | 20.98
. Clark Gable
THE LATEST RELEASE in a series of programs from CC Studios goes un- 21 | 13| 64 | GONEWITHTHEWIND A & MEMASShiomelVideolB 0028 Vivien Leigh 00 [CH [s055
der the name of “Corduroy And Other Bear Stories,” is priced at Embassy Fi :

., . ’ y Films Associates . L
$19.95, and contains three different tales: “Corduroy,” ‘“‘Panama,” 22| 39 | 2 | ACHORUSLINE Embassy Home Entertainment 2183 Michael Douglas [E5) || [REHB)|| GERE
and “Blueberries For Sal.” CC Studios is based in Weston, Conn. ;

’ 23 | 23 | 113 | DOIT DEBBIE'S WAY 4 Raymax Prod. P Brownstein Prod. Debbie Reynolds 1983 | NR | 3995
MINNESOTA FATS stars in the latest nontheatrical release from Karl/ Cannon Films Inc.
Lorimar Home Video, which will be titled—unsurprisingly—“Min- i || €318 DEILITIERS MGM/UA Home Video 800821 Charles Bronson 1985 | R 7995
nesota Fats.” The subject matter is another nonsurprise—the video- SLM Inc William L. Petersen
. . . A, ; ! : 1985 | R | 7995
cassette is a 60-minute tape on how to play pool, with a suggested 25 NEW’M TOLIVEAND DIE IN LA Vestron 5123 Willem DaFoe
list price of $19.95. Fats talks about rules, stance, grip, how to Universal City Studios Dan Aykroyd
. S . . Ae X ! 1980 | R | 2495
bridge and stroke, and positioning, among other topics. One suprise 26 | 25 | 19 | THEBLUES BROTHERS MCA Dist. Corp. 77000 John Belushi
on the cassette is Waylon Jennings, who drops in to shoot a game of ' Jessica Lange
. . : ’ 4 SWEET DREAMS Thorn/EMI/HBO Video TVA3666 ; 1985 | PG-13 | 79.95
eight ball and nine ball with the master. 27 |2 5 o e Ed Harris
. . Julie Andrews
e . . . 23 | 28 MARY POPPINS ® ¢ Walt Disney Home Video 23 - 1964 | G | 2995
“AMERICAN DOCUMENT” is the title of a documentary series being re- 28 yrome ™ Dick Van Dyke
leased by Republic Pictures Home Video. There will be 13 programs RCA/Columbia Pictures Home Video 6-  Jane Fonda
. SR . 2 ’ g B[ 3 AGNES OF GOD 1985 | PG-13 | 79.95
in the series; initial ship date is June 30 and suggested list is $29.95. i 20563 Anne Bancroft
Four titles will make up the initial selection: “The Moving Picture - Slayride Inc. Lilyan Chauvin
S » 30 | NEW SILENT NIGHT, DEADLY NIGHT : ! . 198 | R | 7995
Boys In The Great War,” which is narrated by Lowell Thomas; “Just > USA Home Video 217-919 Gilmer McCormick
Around The Corner,” narrated by Alexander Scourby; “We All 31 Island Alive Releasing Witliam Hurt
N N 18 7 KISS OF THE SPIDER WOMAN - . 1985 R [79.95
Came To America,” narrated by Theodore Bikel; and “The Age Of ChagterEnterfainnentio000T RaulBiia
Ballyhoo,” narrated by Gloria Swanson. 32| 171 3 :AOOJ&Vé:E&YESTERDAY. TODAY, mzt&v/vlr]:iﬁturesv(?g. 100302 TRACE 1983 | nR | 2095
ome Video e
ANOTHER REPUBLIC HISTORICAL series is getting repackaged. “Republic 33 | 30 L 114 | THE JANE FONDA WORKOUT KVC-RCA Video Prod. Jane Fonda 1984 | NR | 59.95
Home Video’s Collector’s Series’ is now coming in a “Library Case” CRCENCER N RO I 020 :
prepack. The series was originally seen on PBS, where it had the ti- 34| 31 | 27 | THE BEST OF JOHN BELUSHI A Broadway Vil o 34078 John Belushi 1985 | NR | 2498
tle “‘Lowell Thomas Remembers.” It contains eight chronologically arner Home Video
arranged titles, among them ‘The Roaring Twenties,”” ‘“The New 351 32| 8 | THE GOONIES A Warner Bros. Inc. Sean Astin 1985 | PG | 79.95
Deal—The Thirties,” “The War Years—The Forties,” and “The Fab- pameriiome Y'de° LHCHA Josh Brolin
ulous Fifties.”” Purchased separately, the programs would cost 36| 271 3 | MYCHAUFFEUR S;‘S’tv:gr']"éel';as‘mna' Pictures g::fjago':’e':ma" 1985 | R | 7995
$319.60; the prepack is priced at $287.64. Ship date is June 20. i
Warner Bros. Inc. SheilaE.
37 1331 4 | KRUSHGROOVE Wi S g o e RUMD.M.C 1985 | R | 7995
A KIDDIE PREPACK is coming from Continental Video. The company is arner Home Yideo B>
i 1 01l “wes 1d’? t3 5 Picture Music Intl.
putting together 10 of its $9.95-priced “Cinema Kid" titles and offer 38 | 37 | 15 | JOHNLENNON LIVE IN NEW YORK @ (e llusc it o o e0128.00127 John Lennon 1986 | NR | 29.95
ing what it describes as a better-than-average discount. Among the
titles in the package are ‘“‘Speed Racer’ cartoons and several vol- 39 | 28 | 12 | PEE-WEE'S BIG ADVENTURE A xa"‘e' Brosling Pee-Wee Herman 1985 | PG | 79.95
. y ee q " . X arner Home Video 11523
umes of Continental’s ““Cartoon Classics.” Continental plans to - —— enre.
change the content of the prepack as it releases more titles. The 40 | 34 | 19 | PRIZZ'SHONOR A & CeBs(ir'z':‘s"’l"oFgC‘“'es K‘;ﬁhlg‘e'i ?ui?]’;r 1985 | R | 7995
company will make u repacks at distributor request.
pany 2l=g p custom prepa 4 ® Recording Industry Assn. of America gold certification for theatrical films. sales of 75,000 units or suggested list price income of $3 miklion (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 million for non-theatrical made-for-home videeo product; 50,000 units or a value of
$2 million for music video product). Tities certified prior to Oct. 1, 1985 were certified under different criteria.) ® International Tape Disc Assn. certification for
a minimum sale of 75,000 units or a dollar volume of $3 million at retail for theatrically released programs, or of at least 25,000 units or $1 million at

suggested retail for non-theatrical titles. SF short-form. LF long-form. C concert. D documentary.
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Twin Tower Is
Betting Big On
Made-For-Video

NEW YORK With four titles in re-
lease and more in production, Twin
Tower Enterprises Inc. of Los An-
geles is making an expensive bet
that made-for-video, nontheatrical
product can turn a profit.

So far that bet has paid off,
claims Michael Swartz, president of
Twin Tower Productions, a branch
of the company. Twin Tower has re-
leased four titles since its inception
in 1985: “Mickey Thompson’s Off
Road Warriors’ ($39.95), “Touch
The Sky: The Blue Angels” ($39.95),
“Monstermania” ($19.95), and “The
Last Of The Gladiators: Evil Knei-
vel” ($59.95). It has also released
“Your Personal Guide To Love,
Money, And Fitness, Starring Syd-
ney Omarr,” a 12-volume series on
astrology priced at $14.95 per half-
hour cassette.

Marketing will be
tightly focused

Twin Tower has also just struck
an agreement with Coleman Indus-
tries to produce the $19.95 “Cole-

man’s Guide To Camping” in late |

June. Chances are good the compa-
ny will produce other tapes with the
outdoor-products manufacturer in
the future.

All of the programs have been
made specifically for the home vid-
eo market and are available only on
videocassette, Swartz says.

Careful budgeting, extensive
market research, and tightly fo-
cused marketing campaigns are es-
sential if a program is to have any
chance at making a profit, Swartz
says. He claims “Warriors” has al-
ready moved into black ink and
“Gladiator” is close.

“We always do a lot of market re-
search before we do anything,”
says Swartz of his company’s pro-
grams.

Money for “Touch The Sky” was
raised through a group of investors.
Although the title may seem to have
extremely narrow appeal, every
weekend from April to September
the Blue Angels airplane team is
putting on a show somewhere in the

U.S., Swartz says. These shows l

draw hundreds of thousands of
spectators, and although there is no
fee to see the event, people spend a
lot of money on souvenirs.

In the case of this film, the com-
pany hedged its bet by getting a
name host, Christopher Reeve of
“Superman” fame. Getting Reeve
as host was simple. “We just called
his agent,” Swartz says. Stars are
often willing to do guest spots,
which pay good money for very lit-
tle work, he says. Reeve spent less
than a week working on the Blue
Angels tape.

“Monstermania’” is also going to
be marketed to audiences at events,
Swartz says. The program exploits
an automotive fad that has pickup
trucks mounted on giant tractor
tires. The main venue where the
tape is being sold is the shows
where these machines are used to

(Continued on next page)
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TWIN TOWER

(Continued from preceding page)

crush cars.

Per-inquiry television advertising
is another venue Twin Tower is test-
ing for its specialty product. These
are commercials which appear on
late-night TV and ask consumers to
send in money for a product, get-
ting cut-rate advertising time in re-
turn for turning over a share of the
take to the network or station
whose air time is being used.

The company’s ‘“Your Personal
Guide” astrology series is going to
be marketed this way. Frank Robin-
son, well known in the direct-re-
sponse business for the Popiel Pock-
et Fisherman, will be handling the
per-inqury marketing for the
“Guide.”” The programs will be
priced at $19.95 for the sale, and the
commercials should begin airing in
the next month. “Depending how it
goes, we'll break it nationally.”

Twin Tower is planning a promo-
tion over the summer to push “Road
Warriors” and “Gladiator” into vid-
eo specialty outlets. The campaign

Specialty outlets
push programs

will include trade and print advertis-
ing, and peak in the fall to utilize the
publicity generated by a jump Knie-
vel has scheduled. Knievel will be
doing a full publicity tour to support
the program.

Keeping budgets under tight con-
trol is essential for made-for-video
product, Swartz says. His company
is “comfortable” spending $100,000-
$150,000 on a title; most programs
end up costing in the $150,000-
$175,000 range, with Knievel’s
“Gladiator” coming in well over
that.

Getting a corporate connection is
also a way of making a program
less expensive to produce and easier
to distribute, Swartz says. Coleman
is not just helping out with the pro-
duction of Twin Tower’s camping
program. ‘“They’re going to be pret-
ty actively involved in distributing
the tape,” he says.

Coleman has access to about
30,000 camping, department store,
and other outlets, and the tape’s
$19.95 price is comparable to that of
many camping items, making it a
potential impulse buy for the person
purchasing camping equipment.
The distribution assist is crucial giv-
en special interest titles’ weak per-
formance in the video specialty
stores.

The Coleman connection was es-
tablished when Twin Tower Enter-
tainment president Eric Parkinson
used his connections with the people
who own the company. “He grew up
with the Coleman family and had an
idea one day about the show, called
them, and in less than a week they
said they’d love to do it.”

Swartz has been careful to struc-
ture “Coleman’s Guide To Camp-
ing” so that it doesn’t come off as a
commercial, and thus turn off po-
tential viewers. Coleman products
are used as examples, however.

Maintaining a tight network of
connections is essential, especially
for a company with relatively shal-
low pockets such as Twin Tower,
Swartz says. “We're pretty plugged

(Continued on next page)
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SESAME STREET

(Continued from page 63)

our cost, and then we try and get
our normal profits,” he says. A
major element in the cost is the
royalties Random House has to
pay Children’s Television Work-
shop for the rights to one of the
most identifiable and successful
names in children’s education and
entertainment programming.

As for how the programs were
put together: “With the help of the
CTW people, we first chose the
themes,” Harrison says. Random
House and CTW went through all
the‘‘Sesame Street’’ scripts and
chose the segments they felt were
best. In addition, 10 minutes of
each 30-minute cassette will con-
sist of new footage shot to tie the
different pieces together. Official
“Sesame Street” sets were used.

The extra footage raised costs
considerably, Harrison says, with
almost an hour’s worth of material
appearing on the six tapes com-
prising the initial release.

The sell-through orientation of
the “Sesame Street’”’ campaign ap-
pears to be working both in terms
of the kinds of outlets that are car-
rying the product and the way the
titles are being purchased, Harri-
son says. “The major book chains
have all come aboard. They have
no problems at all. They’ve all
tried video with some success, and
they’'re all looking at ‘Sesame
Street’ and saying ‘This is what we
have to try’.”

In the video-specialty universe,
many wholesalers are buying the
product in Random House’s dis-
play units, a strong sign they think
the titles will sell rather than rent.

The initial six titles are only the
first in an oncoming flow of “Sesa-
me Street’’ product, Harrison
says. There will be four more re-
leases in 1987, and four more in
1988, and ‘““‘then we’ll do some oth-
er kinds of ‘Sesame Street’ as
well.” TONY SEIDEMAN

TWIN TOWER

(Continued from preceding page)

into the Hollywood community out
here,” he says.

There is no one way product is de-
veloped, Swartz says. “Generally,
the way I work is I have a network
of friends in this town who are pro-
ducers and directors and writers
and so forth, and I'm always hound-
ing them for ideas.”

Once an idea goes into develop-
ment, Twin Tower conducts a mar-
ket survey that consists mainly of
calling key distributors and retail-
ers. The potential audience is also
defined by asking such questions
as: “Where are they? What kind of
money do they spend? What’s their
age group?”’

As important as all these other in-
gredients is a gut feeling, Swartz
says.

There is no formula yet for what
1495 kind of program will turn a profit,
he says. No one has figured out
what will be the “sitcom’ of the
home video marketplace, what kind
of program will turn out to be a sta-
ple. Says Swartz: “I’m not going to
be acquiring a movie. I'm going to
stick to producing my own prod-
uct.” TONY SEIDEMAN

$2095*
= 29 51495‘
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“Reinhold,
picking up where
he left off in

displays an
easygoing charm
that works

wonders...”

—Los Angeles
Daily News
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‘Beverly Hills Cop,’

Sl

Salt 0f The
Earth, Banned
Film, Dehuts

BY MOIRA McCORMICK

CHICAGO “Salt Of The Earth,” a
controversial film created by black-
listed filmmakers during the Mc-
Carthy era, has been released on
videocassette.

Videodisk manufacturer Voyager
Press of Los Angeles has released
the cult classic, which was banned
in American theaters by the projec-
tionists union during the 1950s.

“Salt Of The Earth” acquired a
“gigantic following” overseas dur-
ing the '60s and "70s, according to
Bob Stein, who operates Voyager
Press with his wife, Eileen, out of
their L.A. home. “It was the most-
watched film in China when Mao

‘These films
have integrity’

was alive,” says Stein. “It became a
staple at benefits for liberal causes
in the U.S. as well.”

The film is based on the true sto-
ry of a miners’ strike in New Mexi-
co. It was produced and directed by
Paul Jericho and Herb Biberman,
and written by Michael Wilson.

The videocassette version was re-
leased last month, priced at $59.95.
Stein says a videodisk of “Salt Of
The Earth” will be released at a lat-
er date, as will Voyager’s perfor-
mance film, “Poetry In Motion”
(currently available on videocas-
sette.)

Voyager has also put out “The
Vancouver Dise,” which Stein de-
scribes as the ‘“‘prototype for the
coffee-table videodisk.” Designed
for periodic perusal, much as cof-
fee-table books are, the videodisk
features 23,000 visual images of the
city of Vancouver. Voyager is team-
ing with the film’s producer-direc-
tor to make a coffee-table series on
major U.S. cities.

The company is also involved in a
joint venture with foreign movie
distributor Janus Films, of New
York. The project, the Criterion Col-
lection, consists of classic films in
annotated form. Titles include “Citi-
zen Kane,” which comes with a “vi-
sual essay” of photos, original sto-
ryboards, and original trailer;
“Swing Time,” which includes nar-
ration by “Astaire Dancing” author
John Mueller; and “King Kong,”
which also includes a visual essay.

Extended-play versions of “The
Lady Vanishes,” “The 39 Steps,”
and “The Third Man” are also avail-
able through Criterion, and Stein
says annotated versions of “High
Noon” and “Invasion Of The Body
Snatchers’ are being worked on.

“Criterion won’t be limited to old
classics,” Stein stresses. ‘It will in-
volve important contemporary films
as well. We consider it the Modern
Library of classic film.” Videodisks
are priced between $39 and $90,
with cassettes averaging $39.95.”

Voyager Press distributes its own
product and serves as wholesaler
for a number of other videodisk
manufacturers, including Video Vi-

(Continued on page 71)
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ome video

No rock star
IS smgmg for this child.

He’s from Eritrea. Where two
million Africans are starving to
death from the devastatmg
effects of famine.

# Where there are no
airlifts. And where
~ helpdoesntcome §
fromrock concerts | & ewom
orrecord albums. “

~ Butfromyou. e

You see, you're the only hope
. of survival for a proud, suffer-
ing people. People who want to
help themselves.

And without you, the
Eritrean Relief Committee can’t
_ deliver food, medicine, seeds
and tools to the children,

1 women and men of Eritrea.

°  Sodon'tletan entire population
@ continue to be forgotten. Call us

- immediately. Before it’s too late.

And please help all you can.

Because you don’t have to be
arock star to play an instru-
mental part in ending hunger.

1-800-225-5669

E SAVES
RITREA
Help us feed the children
the world has forgotten.

THE ERITREAN RELIEF COMMITTEE, A NONPROFIT ORGANIZATION, 475 RIVERSIDE DR., RM. 769, N Y ,N Y 10115
© 1986 The Eritrean Relief Committee
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Spanish Market
CHICAGO The Grand Entertain-
ment Group Ltd. of Bala-Cynwyd,
Pa., has acquired 450 titles in En-
glish and Spanish from the Madrid-

based Nostra Co., for $13 million.

Matthew Max, chief executive of
Grand Entertainment, is forming
Cynwyd Communications to admin-
ister the titles for home video, cable,
and television syndication. Video-
cassette and videodisk titles will ap-
pear on the Cyncom label.

Wax says the package includes
films from the '60s to the early '80s,
“with the majority from 1979-1982.”
Initial titles include “Two Women”
with Sophia Loren, “Matter Of
Time” with Liza Minnelli and Ingrid
Bergman, “Fearless Fuzz” with
Joan Collins, and “Conversation
Piece” with Burt Lancaster. Direc-
tors represented include Franco
Zeffirelli, Vittorio de Sica, Roman
Polanski, Lina Wertmuller, and
Abel Gance. Wax is expecting to
pick up an additional 150 titles with-
in 90 days.

Despite the current glut of B ti-
tles and older product, Wax expects
to recover his investment within 15
months of initial distribution, due to
the vast market for the Spanish-lan-
guage product he has acquired.

“The Spanish video market is in
the same state now as the general
video market was in 1978,” says
Wax. “Yet it’s been overlooked by
both the majors and independents.”

Wax says he is considering sever-
al different marketing methods.
“We're looking at distribution
through a label arrangement with
existing video programming suppli-
ers, but we’re keeping all our op-
tions open.” he says. Retail price for

(Continued on next page)
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are available from
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VidAmerica On A Roll. Marty
Pilossoph, vice president of marketing
for VTR Movie Distributors, checks
out the Honda Aero-50 he won as part
of a promotion by VidAmerica for its
titte “‘Death Riders."” From left are
Gary Needle, vice president and
general manager of VidAmerica,
Pilossoph, and Kent Preston, regional
sales manager for Lightning Video,
the Vestron Video branch which
distributes VidAmerica.

SPANISH MARKET TITLES

(Continued from preceding page)

Cyncom titles is projected between
$42.95 and $59.95.

While release schedules are still
in the planning stages, Wax plans to |
start syndication sales in September
or October, and expects to have vid-
eo product out by January. He is in
the process of putting together ex-
ecutive and sales staffs.

Wax was a co-founder of video
manufacturer and distributor Video
Gems, in which he sold his interest
in 1981. He has also served as an
outside business agent for Norman
Lear’s Tandem Productions. His
Grand Entertainment Group has fi-
nanced films, off-Broadway produc-
tions, and records.

MOIRA McCORMICK

SALT OF THE EARTH :

(Continued from page 68)

sion and Interactive Media. The
Steins operate an 800-square-foot
warehouse near their home to han-
dle inventory.

Video stores and bookstores
around the country carry Voyager |
product; Stein says Tower Video is ‘
one of their biggest customers. He
says Voyager depends on press and
the personal contact of company
sales reps to push product. The com-
pany just completed its first set of
point-of-purchase materials, which
were exhibited last month at Voyag-
er’s booth at the American Booksell-
ers Assn. convention in New Or- |
leans. |

‘We're not selling A titles,” Stein
stresses. “These films have integri-
ty and will keep selling. We’ll be
moving ‘Salt Of The Earth’ for 20
years, so we're not so concerned
about numbers as rate. We don’t
care if we don’t sell 20 this month, if
we can sell 30 next month.”
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D.A. PENNEBAKER'S

SUGG
reTal  Beta
Prices may vary in Canada.

Take a look behind the legend of Bob Dylan

A film by D.A. PENNEBAKER with BOB DYLAN - JOAN BAEZ - DONOVAN - ALAN PRICE - ALBERT GROSSMAN
BOB NEUWIRTH - Assistants HOWARD and JONES ALK - Concert Recordings BOB VAN DYKE
Producers ALBERT GROSSMAN - JOHN COURT - LEACOCK-PENNEBAKER, INC.

Dont Look Back is about the sixties, and the man who got a lot of Pennebakes, known for his concert clossic Monterey Pop, filmed
us through them. Bob Dylan is more than the folk singer touted by Dylan during his 1965 English tou, catching him in private moments
the record industry, more than the song writer whose poetry is the os well os public performances. This may ae the best portrait of an
only kind many of us remember. His words are ambiguous, his .-z, artist ever put on film. Order Dont Look Back from your autho-
style constantly changing, and his avoidance of publicity obses- m rized Paramount Home Video Distributor today. And give all
sive, yet he remains the influential voice of our times. DA. ¥/ A /* those Dylan fans what they've been looking for.

Gulf + Weslern.
Gompany

HOME VIDEO

A Subsigiary of Pacamvunt Prctures Corparaoon

5305

1986 Paramount Pictures Corp. All Rights Reserved.
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Warhride Duo Hits With $25 Clip

Two On ‘Two On The Town’In L.A.

LOS ANGELES The events sound
almost like the storyline of a video-
clip.

Scene One: Two unsigned local
musicians {one a female vocalist,
the other a male singer/key-
boardist] decide to make a music
video. Their budget is limited. But
using a home video camera, a re-
spectable and watchable clip, shot
on location in Malibu, is produced—
for $25!

Scene Two: The artists send the
clip around the city and manage to
grab the attention of one of the lo-
cal market’s most popular shows,
CBS-TV’s “Two On The Town.”

Finale: A local producer gets the
idea of doing a segment on the mak-
ing of music videos. Moreover, he
decides to feature this group, and
will film the process for the seg-
ment. His budget is a little higher—
$75,000. Once completed, the broad-
cast-quality clip gets turned over to
the group for its own use.

For Cara Mastrey and Michael

Anthony, who make up the group
Warbride, it's no fantasy. They're
waiting for their date with CBS in
June, and for their clip. At best,
they hope to be signed in several
months. At worst, they’ll have two

‘CBS liked
their chutzpah’

videos for $25.

Mastrey reecalls that it took four
months for “Two On The Town” to
respond. The band had been sending
audio- and videotapes all over town.
They figure someone at CBS-TV
liked their ingenuity and chutzpah.

Anthony, who claims an electron-
ies background, says the makeshift
clip wasn’t all that difficult. Timing
for the shooting seript was critical
and “no editing was done outside
the camera.”

“I guess the people at ‘Two On
The Town’ were impressed,” says

Mastrey. Not only will they shoot
the video, they’ll also feature an
interview segment as well.”

Once an airdate is firm, the duo
plans to send out invitations to the
local music trade. Not many new
acts can obtain this type of expo-
sure, according to their attorney/
manager David Helfant.

The group plans to use “All I
Want,”’—an original tune—as the
song for the “Two On The Town”
video. Meanwhile, the duo continues
to write and work on new material
in the studio.

According to Peter Adee, a “Two
On The Town’ producer, the seg-
ment will not only focus on an un-
known group making a musie video,
but also on the general impact of
video music and how it’s changing
the music business. For the War-
bride clip, the show is attempting to
line up a few celebrity cameo walk-
ons, including Donny Osmond.

JIM McCULLAUGH

Role Of Long-Form Programming Studied

Panel Gazes At ‘The Media Landscape’

BY STEVEN DUPLER

MONTREUX The interrelation-
ship of music video with home vid-
€0, records/radio, jukeboxes, and
broadcast/cable outlets was ex-
plored here during the International
Music & Media Conference at a pan-
el titled “The Role Of Music Video
In The Media Landscape.”

Five panelists, each representing
a different segment of the video
market, gave their views on the
ways in which their respective areas
“handshake” with one another.

Larry Adler, president of Adler
Video Marketing, spoke first about
the home video/music video connec-
tion. Adler said that, while the time
is drawing near when it will be fea-
sible to produce a long-form video
for the home market alone, rather
than having to rely on a cable TV
sale, unit prices on such product
must come down, and product must
become more readily available to
the non-record-buyer.

“Movies and music long-forms
both are mass-market product,” Ad-
ler said. ‘“They must be made widely
available in supermarkets, book-
stores, and other mass outlets in or-
der to reach the greatest number of
consumers.”

Bruce Kirkland, president of Sec-
ond Vision, a U.S. marketer of long-
form video product, said that the
medium through which long-form
videos are exploited is not nearly as
important as the question of “who
controls the talent.”

“If the consumer has an appetite
for long-form music videos, then it
will be exploited,” he said. “It’s not
important whether that exploitation
comes via broadcast or cable out-
lets, movie theaters, or the home
video marketplace. What matters is
who will be making the licensing
and marketing decisions.”

Kirkland advocated the creation
of “‘talent banks,” which he de-

scribed as ‘‘small, creative units
free to license product as they see
fit.”

In Kirkland’s view, long-form mu-
sic videos have a strong shot at su-
perseding ‘‘audio-only” product
(records, tapes, and compact disks)
if they are marketed correctly. He
said his firm sees “no correlation
between airplay on broadecast and
cable outlets and any sales increase
in stores.”

Second Vision has chosen to pro-
mote long-forms via the “video
tour” concept, whereby a long-form
production is literally taken on the
road, and screened in various clubs
and other venues for a paying audi-
ence.

The video tours are tied in with,
and largely underwritten by, spon-
sors. Kirkland said the tactic has al-
ready helped generate sales of some
videos, such as the “Scorpions Live”
tape, which recently received the
tour treatment. This month, Second
Vision is touring “Miami Vice: The
Movie,” with Ray-Ban as corporate
Sponsor.

Speaking on the broadcast side
was Patrice Blanc-Francard, pro-
gram director of France’s TV6 net-
work. He said that he sees the audi-
ence for music television as ex-
tremely wide (“We're really aiming
at the 10 to 40 age group”’), and not-
ed that the audience should be seen
by producers as not only potential
record-buyers, but potential pur-
chasers of long-form video product
as well.

However, Blanc-Francard noted,
the home video market in France is
currently rental-only, as “all types
of product are extremely expensive
to buy.”

Bruce Higham, managing direc-
tor of Diamond Time in the U.K.,
which produces the “Max Head-
room” video show, turned the sub-
ject from long-forms to ways of
generating income from videoclips.

“Most, if not all, TV companies
will soon pay for clips,” he said.
“That’s some income, but not
much.”

Other potentially more profitable
means of exploiting clips cited by
Higham included movie theater use;
play in shops and boutiques; video
jukebox play, which Higham said
generated $1.2 million in income last
year; and pubs and clubs, a market
for which he said programs should
be created exclusively.

Taking a bullish stand on home
sale of music long-forms was Angus
Margerison, general manager of
Virgin Vision, the Virgin label’s vid-
eo arm in the U.K.

“The U.K. market is sell-through
and strong,” Margerison said. “The
product should be sold in the record
store; that’s the proper place for it.”
He cited such strong releases as the
U2 live tape “Under A Blood Red
Sky,” which he said sold more than
35,000 units in Britain alone.

NEW YORK

AWARD-WINNING video director
Zbigniew Rybezynski just wrapped
a clip for the Fat Boys’ cover of the
James Brown classic ““Sex Ma-
chine.” The piece is said to take a
slapstick-comedy approach and fea-
tures a cameo appearance by ven-
triloquist Willie Tyler and his side-
kick, Lester. Kris P. produced for
Zbig Vision Ltd.; Tin Pan Apple
was executive producer. The video
supports the Fat Boys’ “Big And
Beautiful” album on Sutra.

Jon Small directed and produced
the video for ‘“We Got The World,”
a single recorded by Jersey Artists
For Mankind '86. It was filmed on

NEW YORK Following in the
footsteps of CBS, Atlantic, and
other labels, Elektra Records is
launching its own music video-
cassette imprint. Plans call for
five to 10 releases this year, with
eight to 10 more in 1987.

The home video line, dubbed
Elektra Entertainment, bows in
late July with the Cure’s “Staring
At The Sea—The Images.” The
approximately 82-minute, 17-clip
compilation cassette will be priced
at $24.98.

The cassette will be distributed
by WEA’s music sales force,
which will tie it in with the group’s
recently released album “Stand-
ing On A Beach—The Singles.”
The video's release is also timed to
coincide with the Cure’s July are-
na tour of the U.S.

Mike Bone, Elektra’s senior vice
president for marketing/promo-
tion, says the Cure seemed an es-
pecially viable act with which to in-
troduce Elektra Entertainment.

“We were brainstorming to see
what the market would buy, and
which of our artists would be espe-
cially viable on video,” he says.
“The Cure, while not yet multi-
platinum, have a loyal and avid
fan base that makes them a good
entry into the video market. And
while we have no history in deal-
ing with that marketplace, the
group enables us to go into it with
a multifaceted approach, since we
have more than just an album and
cassette to talk about. There’s the
CD, the video, and here they are
live, t0o.”

Bone says the Cure’s video-
cassette will be featured in gener-
ic advertising covering all configu-
rations of the new album release.
He notes that each format will dif-
fer slightly from the others: The
audiocassette contains 12 bonus B
sides in addition to the entire black
vinyl version, whereas the CD,
while containing all 13 black vinyl
tracks, also has the four additional
songs featured on the video (but
without the interstitial music the
video contains).

The artwork for all the audio

Elekira Launches New Line
With Gure Clip Compilation

product is identical, but the video
uses a different cover picture to
distinguish it from the audio-only
releases.

Hale Milgrim, Elektra’s vice
president of creative services,
says that “Staring At The Sea”—
which was compiled by video di-
rector Timothy Pope and the
group’s Robert Smith, with coordi-
nation by manager Chris Parry—
contains four new videos to al-
ready-released songs. The new
clips—*“Boys Don’t Cry,” “Jump-
ing Someone Else’s Train,” “A
Night Like This,” and “Killing An
Arab”—were all filmed this year
by Pope.

The cassette also include archi-
val footage shot by the band at
various stages in its career.

Milgrim says that the release of
the audio and video Cure retro-
spectives, which cover the group’s
singles output on three U.S. la-
bels, will help build a base for its
next all-studio album, expected by
early 1987. He adds that the video
release also will help “fill the gap”
for latecomers to the band, whose
1985 release, “The Head On The
Door,” has reportedly sold more
than 250,000 copies. Average sales
of the Cure’s earlier releases are
said to have been in the 40,000- to
50,000-unit range.

Sales of ““Standing On The
Beach” have already surpassed
100,000 in its first two weeks of re-
lease, according to Milgrim.

Other releases planned by Elek-
tra Entertainment include titles
by Motley Crue, Howard Jones,
and Dokken. Notes Bone: “Even
though music videos haven’t sold
massive numbers, they do sell con-
sistently. So, while they won’t be a
big part of our billing for the next
year or two, we believe they will
develop into a viable profit center
as awareness grows and as more
record stores and video outlets
carry them.”

Elektra Entertainment product
will carry a modified Elektra Rec-
ords logo, showing the red Elektra
sun rising onto a TV monitor.

JIM BESSMAN

location at various food banks and
soup kitchens throughout New Jer-
sey. J.A.M. '86 is a nonprofit organi-
zation made up of New Jersey-
based artists like Clarence Cle-
mons, Nils Lofgren, Southside
Johnny, and Max Weinberg and
Gary Tallent of the E Street Band.
The group hopes to raise money for
charitab<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>