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Charity Single Emerges as
UK.’s All- Ilme Top Seller

BY PETER JONES

LONDON As the all-star smgle
‘Do They Know It’s Christmas?”’
hit the No. 1 spot in the UK. charts,
selling more than a million units on
the way to almost certainly becom-
ing this country’s biggest-selling
single ever, there were rumblings
of discontent from some sectors of
the retail trade.

The major chains all agreed to
waive profit margins and stick to
the recommended price of 1.35
pounds (roughly $1.60) for the sin-
gle, proceeds from which are going
to help relieve the famine in Ethio-
pia. But some independent dealers
were openly selling it for substan-
tially higher tags as demand palpa-
bly outstripped supply. And other

BIEM, IFPI
Enter Into
Three-Year Pact

"BY MIKE HENNESSEY

LONDON The long -standing y dead-
lock between IFPI, the internation-
al record and video manufacturers
group, and the international royalty
collection agency BIEM over terms
for the renewal of the standard me-
chanical royalty agreement has fi-
nally been resolved. Agreement in
principle has been reached on a new
three-year deal, which is due to go
into effect on Jan. 1.

The accord was reached at a Dec.
7 meeting in London’s Athenaeum
Hotel, at which IFPI’s delegation
was headed by director general lan
Thomas and the BIEM group by
president Ger Willemsen.

The deal covers all BIEM territo-
ries with the exception of West Ger-
many, where a mechanical royalty
dispute between GEMA and the
German group of IFPI is under ar-

(Continued on page 84)

retailers claimed there should have
been more early information to
guide them on pricing plans.

There was also wide industry dis-
may when Prime Minister Margaret
Thatcher formally rejected appeals
to drop the usual Value Added Rate
levied on the single. She said: “The
government has already responded
quickly and effectively to the fam-
ine in Ethiopia.”

However, Chris Poole, spokes-
man for Phonogram Records, which
released the record worldwide ex-
cluding North America (where it is
with CBS), said: “The government
stands to make roughly 500,000
pounds from the record sales, and
that makes the 2.75 million pounds
(some $3.3 million) it has given to
Ethiopia look pretty pathetic.”

The national press has taken up
the issue. The mass-circulation Dai-
ly Star, in an editorial, referred to
“the Shylocks of Customs and Ex-
cise still demanding their pound of
flesh.”

(Continued on page 84)

Year-End Demand Explodes

CD BACK ORDERS VEX LABELS

BYIS HOROWITZ

NEW YORK A Compact Disc buy-
ing splurge, which has surpassed
even the industry’s most optimistic
predictions, has thrown practically
all domestic labels into a back-order
stance. For some, it has meant a re-
turn to allocation formulas that
characterized programs introducing
the new configuration a year ago.

Industry observers view the cur-
rent situation as both a blessing and
a curse: a plus, since it dramatically
underscores the vitality of the mar-
ket, and a curse in that bonus dol-
lars are being lost for lack of fill.

At retailer level, the effects of
tight supply vary depending on the
accuracy with which dealers antici-
pated consumer demand. Those who
stocked up abundantly are hurt the
least, although they generally re-
port at least some problems with
hottest titles.

Smaller dealers who only recently
have decided to take on CDs, or
those seeking to broaden stock

above tuken representation, are ex-
periencing the most difficulty.

With all CD pressing plants in Eu-
rope and Japan said to be operating
at full capacity, the failure, at least
temporarily, of the only active U.S.
plant to meet early production goals
has sharpened the problem.

It had been anticipated that Digi-
tal Audio Corp., the CBS/Sony plant
in Terre Haute, Ind., would be turn-
ing out close to 300,000 laser-read
disks per month by the end of the
year. But some tradesters close to

the situation say the figure at pre-
sent is closer to 30,000, and the
plant is not now expected to achieve
the former figure before several
months into 1985.

RCA Records’ Robbin Ahrold
says his company has had to “‘priori-
tize” orders from suppliers in order
to have better access to the hottest
titles. Turnaround time between or-
ders and delivery has doubled, he
observes.

Like other label executives, Ah-

(Continued on page 83)

CD Jacket Choices Mount

New, Modified Concepts Studied

NEW YORK Prototype 6-by-12
Compact Disc packaging that by-
passes clam-shell blisterpacks, but
retains the jewel box, is being
passed around the trade for evalua-
tion.

Industry’s 84 Trendsetters Honored
Ten Are Recipients of Annual Billboard Awards

NEW YORK Two artists, one
trade association, six companies
and a broadcaster are recipients of
Billboard magazine’s Trendsetter
Awards for 1984.

These awards are presented an-
nually to recognize significant con-
tributions to the music and home
entertainment industry (Editorial,
page 12), and are selected by the
editors of Billboard. This year’s
honorees are:

e PRINCE, Warner Bros. re-
cording artist, for shaping a
unique combination of creative
skills to yield unprecedented multi-
media success.

¢ JULIO IGLESIAS and CBS
RECORDS, for establishing a new
level of acceptance for Latin re-

cording artists in the U.S., with Ig-
lesias’ back-to-back platinum al-
bums.

e WALLY CLARK, president
and general manager of radio sta-
tion KIIS-FM Los Angeles, for the
creative application of promotion
and positioning in the drive for rat-
ings dominance.

e THE VIDEO SOFTWARE
DEALERS ASSN., for developing
a vital organizational role in the
growth of the home video industry.

¢ ELECTRO SOUND, profes-
sional equipment manufacturer,
for organizing the U.S. tape dupli-
cating trade’s first symposium on
cassette quality.

¢ SONY CORP., for develop-
ment of the portable Compact Disc

player.

e Member companies of the DIG-
ITAL AUDIO STATIONARY
HEAD (DASH) group, for joining
in the creation of compatible stan-
dards for digital recording. These
companies are Matsushita, Sony
and Studer.

The Trendsetter Awards were
introduced by Billboard in 1971.
There are no predetermined cate-
gories or number of awards. The
background to this year’s honorees
is as follows:

Prinee, who first hit the Bill-
board charts six years ago, has
been the most successful recording
artist of 1984. The Warner Bros.
soundtrack album from his feature

(Continued on page 84)

Meanwhile, the WEA jewel-box
cardboard container is also known
to be undergoing modification tests.
Steps to promote a cardboard CD
jacket that would hold the disk in a
paper sleeve (Billboard, Nov. 17)
have been placed on the back burn-
er, victim of consumer rejection and
fear of handling damage.

3oth Shorewood Packaging and
Ivy Hill have samples of a new card-
board container, suitable for use
both with the conventional jewel
box with tray and with a thinner
jewel box developed by Sony and
currently in use in Japan.

While PolyGram, the staunchest
defender of the blisterpack, admits
it is looking at the new prototypes, a
spokesman stresses that the compa-
ny’s product will make use of the
blisterpack at least through 1985.

However, the vigor with which al-
ternate container ideas are being
explored points now to the near cer-
tainty that a number of competing
packaging concepts, all within 6-by-
12 parameters, will figure in the
marketplace before long.

At least three or four options
along these lines are being studied
at RCA, informs that company’s
Robbin Ahrold, who suggests that

(Continued on page 83)
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BLAY SEES $2 BILLION YEAR FOR VIDEO

Embassy Chief Says It Could Outgross Films in 85

BY TONY SEIDEMAN

NEW YORK Prerecorded video
became a billion-dollar industry at
wholesale in 1984, and stands a
good chance to beat the $2 billion of
revenue of its feature film parent in
1985. Total 1984 revenues will prob-
ably pass the $1.5 billion mark, ac-
cording to home video pioneer An-
dre Blay, president of Embassy
Home Entertainment.

Other points made by Blay:

e The existing video distribution
network will not be able to adapt to
the changes taking place in the rap-
idly evolving home video market.
Majors will move to branch distribu-
tion before long, while indies will
take on exclusive distributors.

e Product prices and costs are
soaring. Embassy has just pur-
chased the rights to ‘“The Cotton
Club” for a sum reportedly as high

as $5 million. Blay wouldn’t confirm
the number, but did say an average
A-level film now costs about $3 mil-
lion.

¢ Sell-through of video product is
increasing sharply, driven by lower
prices and a rapidly evolving video
universe. The average price of a vid-
eocassette dropped significantly in
1984, according to Blay.

Blay’s comments were made dur-
ing and after Embassy’s second an-
nual holiday season luncheon for
the New York press, held Tuesday
(11) at the Tavern On The Green
restaurant.

According to Blay, between 24
million and 25 million prerecorded
videocassettes should be sold in
1984, a “100% growth” from the
unit sales racked up in 1983.

With such a high unit volume,
says Blay, business “at retail level
has got to be $1.5 billion.” Blay sees

1985’s volume as being a minimum
of 35 million units, but claims that
50 million units is a real possibility.
“If we sell 50 million cassettes,
we’re bigger than the movie busi-
ness in America,” he says.

Evolutionary changes that have
built up to make for revolution in
the home video business character-
ized 1984, said Blay, perhaps the
most important of which was that it
was the “first. year that software
sales have kept up with hardware
sales,” which should end up in the
7.3 million unit range. Blay sees as
many as 9.5 million VCRs selling in
1985.

Before 1984, the video software
business grew at a rate about half
that of the hardware universe. The
fact that cassettes are now keeping
pace with VCRs means that the pre-
recorded video has become a major

(Continued on page 77)

Retailers Report Strong Sales

Non-Album B Sides Continue To Score

BY EARL PAIGE

LOS ANGELES With big hits by
Bruce Springsteen and Prince pac-
ing the pack, singles with non-al-
bum B sides continue to enjoy ex-
tended runs at retail. And dealers
say that both seven- and 12-inch sin-
gles benefit from the special flip
sides.

Although hardly a new concept,
the release of songs not available
elsewhere as B sides is so prevalent
now that some acts even have two
such singles charting at once.

Springsteen and Prince are exam-
ples. With “Pink Cadillac” still sell-
ing (though it “left” the Hot 100
Oct. 13 after 21 weeks as the flip
side of “Dancing In The Dark’’),
there are two more Springsteen B
side entries, unavailable on albums,
currently available: “Turn Out The
Lights’ (flip of ‘““Born In The
U.S.A.”") and “Jersey Girl” (flip of
“Cover Me").

Similarly, Prince’s “God” is the

flip side of ‘‘Purple Rain’’ and
“Erotic City” is paired with “Let’s
Go Crazy,” still charting after 20
weeks.

While both “Pink Cadillac’”’ and
“Erotic City” are most often men-
tioned by stores around the country,
the latter is being fueled, many
note, by its controversial lyric con-
tent. “The soul stations are playing
it here,” notes Phillip Strickland, as-
sistant manager at a Baton Rouge
Record Bar unit. “They’re playing
the 12-inch version.”

Other retail singles buyers report
spotty airplay of the Prince B side
as stations wrestle with how to deal
with its popularity.

There’s a mystique developing
over rare B sides, claims Krista Tur-
kolu at a Licorice Pizza store in Tor-
rance, Calif. “People think they’re
kind of obscure, that it’s neat these
[otherwise unavailable] songs are
out there,” Turkolu says.

Many stores say B sides extend
and spread the popularity of an act.

In Minneapolis, Wanda LeFebure at
a Record Shop unit says Spring-
steen’s “Pink Cadillac” 1s “‘selling
both on seven-inch and 12-inch. The
12-inch extended version is very hot,;
in fact we're out of it right now.”

Not all buyers are sure less popu-
lar acts can cash in on the trend.
Agreeing that the more popular
Springsteen and Prince B sides are
hot throughout the 28 states where
Camelot Enterprises has units, the
chain’s Pat Tidwell notes, “I'm not
sure it will help an act like Aztec
Camera.”

Adding another twist, Aztec Cam-
era’s “Jump,” the B side of “All 1
Need Is Everything,” is a cover of
the Van Halen song.

In Louisiana, Record Bar’s Strick-
land reflects the comments of oth-
ers surveyed in noting that separate
section cards are now routinely
made to identify the many hot B
sides. He adds, “Our store people
have to be up on product more than

(Continued on page 77)
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‘Victory’ Ends in Los Angeles

2.3 MILLION SAW JACKSONS’ SHOWS

BY EDWARD MORRIS

NASHVILLE The Jacksons’ “Vic-
tory” tour—which yielded almost as
many charges and countercharges
as it did dollars—rolled to a halt in
Los Angeles’ Dodger Stadium Dec.
7-9, in a series of still substantial
but less than sold-out concerts.

An estimated 115,000 ticket-hold-
ers caught the final weekend of per-
formances, bringing the total atten-
dance for the 54-show tour to
around 2,331,500.

Owing to a conflict between tour
promoter Chuck Sullivan and the
Jacksons, there was some specula-
tion that the final shows in Los An-
geles might be cancelled. Original-
ly, the tour was to consist of only 40
performances. But tour presenter
Don King charged in a recent press
conference (Billboard, Dec. 5) that
additional concerts had been added
to increase Sullivan’s chances of
profiting from the often rocky ven-
ture.

With many expenses to be paid
for and some lawsuits remaining,
the “Victory' gross is about $70
million, says a spokesman for the
Jacksons.

Even before the tour began in
Kansas City July 6, there were
problems about locations, ticket dis-
tribution and costs, lines and extent
of authority and division of antici-
pated profits. One issue—the acces-
sibility of tickets to low-income
groups—was addressed by making
200 to 400 tickets available free for
each show. Tickets were priced at
$30.

Douglas McNeill, president of
Phoenix Management in Richmond,
Va., resigned as tour director in No-
vember, saying, “We have taken
things as far as we can, but we've
outlived our usefulness.”

McNeill cites “philosophical dif-
ferences” between him and promot-
er Sullivan. “The tour was a produc-
tion and boxoffice success, but a
failure for Stadium Management
Corp.,” he explains. “The contract
was top-heavy from the beginning,
and Chuck was basically a rookie
going into the negotiations.

“It was war from the outset.
There was no way he could have
come out on top under the terms of
the contract.

“The Jacksons did give 12 vari-
ances [exceptions] to the contract,
but they weren’t retroactive,”’
McNeill adds. “When Chuck hired
me as tour director, I told him he
would lose money. He’s an honor-
able man; it’s unfortunate his led-
ger card doesn’t live up to the Jack-
sons’ ledger card.

“With a $75 million gross, some-
thing’s wrong when the promoter
ends up losing money. With a nor-
mal rock contract, everyone could
have made money; but once the con-
tract had been signed, the Jacksons
expected Chuck to live up to the
agreed-on terms.”

No decisions have been made yet
on spinoff projects from the tour,
such as videos or live albums, ac-
cording to Jennifer Van Ryn, ac-
count executive with Norman Win-
ter, Michael Jackson’s publicist.
Van Ryn notes that Michael is now

reading scripts with an eye toward
doing a movie.

Production costs for the tour are
estimated to be in the $12 million to
$13 million range and may, accord-
ing to King, be deducted from the
Jacksons’ $41 million guarantee.

One of the biggest litigations in-
volving the tour was a suit filed by
the Forum in Inglewood, Calif., ask-
ing for $100 million from the princi-
pals for cancelling the Jacksons’
performances there. Stadium Man-
agement reportedly had scheduled
eight shows for the Forum in Sep-
tember before concluding that big-
ger venues were needed to break
even,

More than 150 full-time employ-
ees were involved in staging the
shows.

Assistance in preparing this sto-
ry provided by Kip Kirby in Nash-
ville. _

Stadium Management broke
down the tour attendance as fol-
lows: Kansas City, three shows,
133,998; Dallas, three, 116,270; Jack-
sonville, three, 128,520; East Ruth-
erford, N.J., three, 133,192; New
York City, two, 32,872; Knoxville,
three, 120,406; Pontiac, Mich., three,
136,015; Buffalo, two, 76,384; Phila-
delphia, two, 109,387; Montreal,
two, 115,660; Atlanta, two, 75,000;
Miami, two, 120,000; Vancouver,
three, 95,000; Toronto, three,
141,864; Denver, two, 106,000;
Washington, two, 90,000; Chicago,
three, 106,000; Cleveland, two,
74,600; Houston, two, 61,000;.Los
Angeles, six, 265,000.

Newest Music Video Network Thinks Small

24-Hour Odyssey Service Sees Low Operating Costs

NEW YORK A new 24-hour-a-day
video music network plans to go on
the air Jan 5. Named Odyssey, it
will play a mix of urban contempo-
rary and contemporary hit music,
use video jocks, and have an operat-
ing budget of only $250,000 a
month, according to its creators.
Odyssey’s parent company is the
National Christian Network, which
will be using an already purchased
satellite transponder and existing
production facilities in order to save
on costs, says company president

Ray Kassis.

Despite the fate of Ted Turner's
short-lived Cable Music Channel,
Kassis claims, “We don’t see this as
a losing proposition.” Because of
the degree of automation the ser-
vice will use, he says, “We're look-
ing at a one-man operation” for the
majority of hours the service is on
the air each day. “It's not going to
be the costly type of operation that
we've seen in video programming in
the past.

“We don’t need to raise $3 million

Summer’s Summit. RCA president Robert Summer prepares to receive the
Human Relations Award from the Anti-Defamation League of B'nai B'rith at its
Music & Performing Arts Division luncheon in New York, set for Feb. 4.
Celebrating the citation are, from left, CBS Records’ Tony Martell, Kragen &
Co.'s Ken Kragen, A&M'’s Gil Friesen, Summer, Management 1II's Jerry
Weintraub and Cy Leslie of MGM/UA Home Video.

a month to operate the thing,” Kas-
sis adds, in a veiled reference to the
now deceased Cable Music Channel.
Given his service’s $250,000-a-
month budget and spot costs of
$175-$200, he predicts his service
will start making money “within 90
days.”

Kassis admits that “a lot of this is
blue-sky,” more a possibility than a
fact. But, he says, “The cable indus-
try, we hope, will be more open to
give us a chance” than it was to
Turner and his channel.

He says he is hoping the fact that
Odyssey will not require cable sys-
tems to air it 24 hours a day will also
get him some of the access the Ca-
ble Music Channel was not able to
get. He is also hoping, he adds, that
“the industry will be compassion-
ate.”

In terms of advertising budget
and promotional efforts, Kassis
says that “there is no way we can
compete with MTV or even with
what Turner did.”

Odyssey has been able to get
product from almost all of the re-
cord labels, Kassis says, comment-
ing that “‘the record companies have
been cooperative,” save for CBS.

The record labels themselves are
less than enthusiastic about the new
service. “I'm not taking it too seri-
ously right now,” says one promo-
tion executive, and others say they
do not expect the service to become
a major factor for some time.

TONY SEIDEMAN

Atlantic Forms Video Wing
With Schulman in Gharge

NEW YORK Atlantic' Records has
joined the roster of labels with video
departments. The new department
will have the task of video creation
and administration, and will be su-
pervised by Atlantic vice president
of advertising Mark Schulman.

“We felt we were in the dark
ages, and it was time to catch up
with everybody,” says Schulman.
“The entire industry seems to be go-
ing in that direction.”

As for the direction the depart-
ment will take, Schulman says,
“Right now we’re continuing with
promotional videos.” Long-forms
are being considered as well, he
says, adding, “We're also looking
into the possibility of getting into it
on the commercial end . . . trying to
recoup some of the money” that has
gone into clip production.

He notes that there are enough
big names on Atlantic’s roster to
make for a strong selection of long-
forms if the company decides to re-
lease any. Any video productions by
the company would be put out via
Warner Home Video.

Besides Schulman, the new de-
partment will include Gila Lewis as

creative director/advertising, Shari
Friedman as director of video ad-
ministration, and Curt Creager as
manager of video services.

Schulman notes that Friedman
was picked with an eye to the future
of video music. She comes to Atlan-
tic with legal experience that in-
cludes the position of director of le-
gal/business affairs for Champion
Entertainment and law associate
for Warner Amex Satellite Enter-
tainment Company.

Atlantic’s new video department
will “serve as the core unit. for the
creation, development and distribu-
tion of Atlantic video releases,”
says the company. “The department
will liaise with other departments in
the planning of all clips, and will
oversee the distribution of complet-
ed videos.”

The company says that its new
video department will “institute
various methods of commercial
marketing and distribution, for
long-form and compilation videos.”

Schulman has been with Atlantic
since 1968. He has been the compa-
ny’s vice president of advertising

(Continued on page 85)

Executive Turntable

RECORD COMPANIES. CBS Records International appoints D’Aldo Romano
regional vice president of creative operations for Latin American Opera-
tions in Coral Gables, Fla. He was director of a&r, Latin America.

Hale Milgrim becomes vice president of creative services for Elektra/
Asylum Records, New York. He joins from Warner Bros., where he was

director of merchandising.

MILGRIM

-

<7

MARCELLINO

BARON

Charles Bennett is appointed president of Apollo Record & FilmWorks in
_os Angeles. He was president of Crescendo Management Inc. (CMI). In
addition, Jerry Marcellino joins Apollo’s Label One as senior vice president
of a&r. He was staff producer/writer for Motown and A&M Records.

Freddy Bastone and Gary Pini become a&r representatives for Profile
Records in New York. Bastone joins from Pavillion Promotions and has
done remixes for various labels. Pini operated Black Suit Records.

Ron Solleveld is named director of thusic publishing at RCA Records in
Canada. In addition, he will serve as president of Sunbury-Dunbar Music
Ltd., a subsidiary of RCA. He was director of international product man-

egement and administration.

Barbara Shelley resigns from Arista Records as national director of pub-
licity after seven years. She will pursue independent projects in Los Ange-

l2s.

GONSHER

OSTROFF

7,

SAMNICK

Diana Baron is promoted to associate director of West Coast publicity at
A&M Records, Hollywood. She was publicity coordinator.

Michael Ostroff is appointed associate director of business and legal af-
fairs for MCA Records, Los Angeles. He was an associate at the law firm

Fosenfeld, Meyer & Susman.

HOME VIDEO. Debra A. Gonsher is named director of production at CBS/Fox
Video, New York. She was director of program development.

PUBLISHING. Roger Powell is named director of product development at
Cherry Lane Technologies, a division of Cherry Lane Music Co., New York.
He joins from an extensive background in music and computers.

RELATED FIELDS. Norman K. Samnick joins the law firm of Stroock &
Stroock & Lavan, New York. He was senior vice president of Warner Com-
munications’ labor relations and will continue to represent Warner in his
labor law practice at Stroock.
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Creditors Agree To Help Finance K-tel
- Four Banks, Handleman Pledge Aid Through March

BY JOHN SIPPEL

LOS ANGELES—Four secured
creditor banks, the Handleman Co.
and other key suppliers have agreed
to help finance the beleaguered K-
tel firms through March 15. The lat-
est action in the major tv marketer’s
voluntary petition under Chapter XI
of the Bankruptey Code occurred
Dec. 6 in St. Paul.

K-tel International, Candlelite
Marketing and K-tel Entertain-
ment, filed petitions in late October,
listing estimated liabilities of
$70,426,000 against assets of
$41,418,000, including certain inter-
company receivables and indebted-
ness.

Handleman Co., described as K-
tel’s largest customer, according to
bankruptey records, helped keep
the firms afloat and gained a priori-
ty lien over even the four secured
bank creditors by agreeing to pay
K-tel U.S. $1.6 million and K-tel
Canada $600,000. The rack giant
claims it holds more than $4 million
in returnable K-tel LPs and cas-
settes, indicating Handleman may
have a $2 million pad.

The banks—First National Amer-
ican Bank & Trust and Norwest, all
of the Twin Cities, and Chicago’s
Continental Illinois—are owed
$10,478,000 against collateral val-

ued at $11,871,547, court records
show.

Under present planning, the
banks receive 100% of K-tel's cash
flow for December, 75% in January
and 50% in February.

Federal Bankruptcy Judge John
J. Connelly ordered a post-petition
extension of credit to the debtor
Nov. 14 on the part of three key
product suppliers, ElectroSound,
ASR and PRC, in return for which
the three were to be supplied with
pro rata liens on “masters.” At the
same time, the judge appointed
three executives from a manage-
ment firm, Sullivan Associates,
James Sullivan, Burton W. Merical
and David Heider, to head a new
management team.

Since that time, there has been ru-
mor that Raymond Kives, vice presi-
dent, international licensing, has
left the firm. He was the most visi-
ble K-tel executive industrywise, in
that he negotiated worldwide licens-
ing of recorded product. A K-tel
spokesman denied that Kives has
departed.

In the original schedule of credi-
tors filed with the St. Paul court,
1,025 record labels and music pub-
lishers are shown, each with the no-
tation ‘“‘contingent, unliquidated,
unknown’’ after its name. The ag-
gregate amount owed these indus-

try firms is not yet available.

In another creditor list, composed
of tv and radio stations and chains,
the following individual claims are
listed: Blair Radio, $29,887; Christal
Radio, $36,588; Eastman Radio,
$82,716; Gaylord Program (sic),
$36,550; Group W Productions,
$90,100; KATZ New York, $90,328;
Lexington Broadcasting, $418,336;
McGavren Guild, $88,369; NBC,
$275,357; MTV, $219,555; Torbet Ra-
dio, $27,904; TPE, $110,872; 20th
Century-Fox, $54,912 and WTBS,
$217,268. Total owed to radio and tv
was $2,829,310.

An insight on how tv marketing
operates is gained from information
which K-tel provided during its
Nov. 30 creditors’ meeting in St.
Paul. A company spokesman said K-
tel intended to spend $1.1 million to
support six Christmas albums, with
$500,000 being paid in cash, $600,000
in extended billing and about
$40,000 in Christmas album product.

The listed unsecured K-tel credi-
tors include the following record in-
dustry entities: Album Graphics,
$193,694; Allison Tape Service,
$114,202; Arista Records, $3,738;
ASR, $709,461; Capitol Records,
$3,568; CBS Records, Chicago,
$121,509; CBS Inc., New York,
$44,520; Columbia Records, Chica-

(Continued on page 76)

ARTIST

GHRISTMAS

A ranking of the top albums and singles, compiled from national
retail store and one-stop sales reports for the season.

ALBUMS

TITLE LABEL & NUMBER SUG. LIST PRICE  YEAR RELEASED
L :Eu#;:OGERS e ONCE UPON A CHRISTMAS RCA ASL1-5307 $9.98 1984
2. THE CARPENTERS CHRISTMAS PORTRAIT A&M SP-3210 $5.98 1978
3. MANNHEIM STEAMROLLER  SHRISTMAS MANNHEIM AMERICAN 31200 1984
4. KENNY ROGERS CHRISTMAS UBERTY LOO-51 15 $5.98 1967
S. BARBRA STREISAND A CHRISTMAS ALBUM COLUMBIA CS 9557 no kst 1967
6. ANNE MURRAY CHRISTMAS WISHES CAPITOL SN-16232 $5.98 1981
7. LUCIANO PAVAROTTI O HOLY NIGHT LONDON 0S-26473 $10.98 1976
8. THE CHIPMUNKS A CHIPMUNK CHRISTMAS RCA AQUI-4041 $8.98 1981
9. BARBARA MANDRELL CHRISTMAS AT OUR HOUSE MCA 5519 $8.98 1984
10. FRANK SINATRA A CHRISTMAS ALBUM CAPITOL 5M894 $5.98 1963
SINGLES
ARTIST TITLE LABEL & NUMBER ° YEAR RELEASED
1. ELMO N' PATSY %&;&4& GOTRUNOVERBYA =~ =~ 1075
2. BING CROSBY WHITE CHRISTMAS MCA 15024 1942
3. SINGING DOGS JINGLE BELLS RCA 10129 1955
4.8088BY HELMS JINGLE BELL ROCK MCA 1557 1957
S. ITRINCE & THE REVOLUTION  ANOTHER LONELY CHRISTMAS WARNER BROS. 7-29216 1984
6. DOLLY PARTON WINTER WONDERLAND RCA X 13944 1984
7. BRENDA LEE et DS MCA 65027 1960
8. ELVIS PRESLEY BLUE CHRISTMAS RCA 447-0647 1964
9. JOHN LENNON HAPPY XMAS (WAR IS OVER) CAPITOL 1842 1971

10. PAUL McCARTNEY

WONDERFUL CHRISTMAS TIME

COLUMBIA 38-04127

1979

C

Paul Grein is on vacation this
week; Rob Hoerburger is filling
in.

by Paul Grein

MADONNA’S “Like A Virgin”
makes the expected jump to the
top of the Hot 100 this week, and
thus ties Prince’s “When Doves
Cry” for the fastest-rising No. 1
single of the year. Both records
reached the top in a mere six
weeks.

The last single to get to No. 1
sooner was another dance smash:
KC & the Sunshine Band’s
“That’'s The Way I Like It,” which
climbed to the summit in just five
weeks back in November, 1975. A
few weeks earlier, Elton John
took only four weeks with “Island
Girl.”

Madonna makes
it to the top spot
just as quickly
as ‘Doves Cry’

Madonna becomes the fourth fe-
male solo act to reach No. 1 in
1984, following Deniece Williams,
Cyndi Lauper and Tina Turner.
This is the best showing for wom-
en on the singles chart since 1981,
when Dolly Parton, Sheena Eas-
ton, Kim Carnes and Olivia New-
ton-John scored No. 1 singles.
The last woman to have a No. 1 al-
bum, not counting group involve-
ment, was Stevie Nicks, who hit in
1981 with “Bella Donna.” Madon-
na could break that dry spell in the
coming weeks, as her “Like A Vir-
gin” album moves up one notch to
number three.

The success of “Like A Virgin”
has turned into a mixed blessing
for producer Nile Rodgers. “Vir-
gin” is his fifth No. 1 single, but
by rising so rapidly it has by-
passed another of his productions,
Duran Duran’s “The Wild Boys,”
which holds at number two.
Though it now seems unlikely that
Rodgers will have consecutive No.
1singles this year, he joins an elite
group of producers who have held
down the top two on the Hot 100, a
group that includes George Mar-
tin, Barry Gibb/Albhy Galuten/
Karl Richardson, Mike Chap-
man, Quincy Jones, Phil Ra-
mone and Jim Steinman.

Rodgers was involved in a simi-
lar situation last July. Bruce
Springsteen had rocketed to num-
ber two with “Dancing In the
Dark,” and like Duran Duran’s
‘“The Wild Boys,” that record

seemed a sure bet to reach the top. -

But there was an even hotter sin-
gle at number three, one that
jumped over The Boss the next
week. That record was ‘“When
Doves Cry,” and the record it
pushed out of No. 1 was Duran
Duran’s “The Reflex,” for which
Rodgers produced the dance 12-
inch.

HART =
REAT «s

Madonna's chart career has so
far followed much the same path
as that of Culture Club. Both com-
bine ré&b-inflected, singles-orient-
ed pop with a strong visual image;
both had three top 20 singles off
their respective debut albums,
both of which went platinum after
a year in release; and both had
out-of-the-box hits with their sec-
ond albums (“Like A Virgin” is
Madonna’s second album; Culture
Club’s second, “Colour By Num-
bers,” reached number two last
February). However, it’s uncer-
tain whether the similarity will
continue: Culture Club’s third al-
bum, ‘“Waking Up With The
House On Fire,” is mysteriously
stalling at number 26 this week,
after the first single, “The War
Song,” peaked at a tepid (for
them) 17 last month. It will be in-
teresting to see how Madonna sus-
tains interest when her third al-
bum is released.

Finally, “Like A Virgin” is the
second No. 1 single for Warner-
distributed Sire Records, follow-
ing M’s “Pop Muzik” in 1979, and
tops off one of the most successful
years in the history of the Warner
family of labels. Aside from hav-
ing what is generally considered
the hottest album of the year with
Prince’s “Purple Rain,” the com-
pany has achieved four No. 1 sin-
gles: “Virgin,”” Van Halen’s
“Jump,” and “When Doves Cry”
and “Let’s Go Crazy” by Prince.
Warner Bros. has had only one
better year, 1977, when the label
had six chart-toppers: two by Leo
Sayer and one each by Manfred
Mann’s Earth Band, Fleetwood
Mac, Shaun Cassidy and Debby
Boone. All of that on top of Fleet-
wood Mac’s 12-million-selling al-
bum “Rumours.”

Warner Bros. and its affiliates,
Sire, Geffen and Qwest, have
placed 19 singles in the top 10 in
1984, compared with seven in 1983.
What’s particularly impressive
about this comeback is that seven
WB acts cracked the top 10 for the
first time: Chaka Khan and
Christine McVie, sold, after
reaching the top 10 as members of
groups, and Van Halen, Madonna,
ZZ Top, Sheila E. and Jack Wag-
ner, who this week moves to num-
ber nine with “All I Need.”

“All T Need” is the fifth record
to chart after some association
with the daytime serial “General
Hospital.” Wagner currently stars
on the show, as did Rick Spring-
field when his recording career
was rejuvenated in 1981. Patti
Austin & James Ingram’s “Baby
Come To Me” and Christopher
Cross’ “Think Of Laura” were
both prominently featured on the
show before they entered the top
10. And, of course, there was the
Afternoon Delights’ classic,
‘““‘General Hospitale,”” which
cracked the top 40 in 1981.
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VICTORY!

hoto Harrison Funk

“The spectacle of the lighting was phenomenal.”
— The New York Times

| . -, TR Seea = g = 4

“The show’s lighting effects were consistently excellent . . .”
— Billboard Magazine

“Spectacular, . . . dazzling . . .” .
— Phoenix Republic, Phoenix, AZ |

A . T [=" B o dl D |y 1 "l . - 3 _J'I__-__=

“The synchronized lighting, the lasers . . . were incredible.”
— Tri-State Defender, Memphis, TN

Lighting Design and Direction by: Lighting Equipment, Crew and Custom Fabricaticn by:

AEA;

__Source_Point___ TASCO

_ Design, Inc._____ Jostumgen

2523 CALCITE CIRCLE 115/125 LAMBETH ROAD
. NEWBURY PARK, CALIFORNIA 91320 LONDON SE1 7JL
5087-E. South Royal Atlanta Drive, Tucker, GA 30084 TELEPHONE: 805 499 1966 TELEPHONE: 01-582 3020 (10 lines)

Telephone: (404) 493-3514 TELEX: 255 910 3361280 (NWBRY) TELEX: 897781 (TASCO G)
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SPECIAL REPORT:

.etwsline...

BBC ENTERPRISES’ ‘‘Rockline” project, a fortnightly radio subscription
service offering 50 minutes of pop music recorded from such shows as
“Top Of The Pops” and “Whistle Test,” is celebrating its first million
pounds (roughly $1.2 million) of revenue. The series started two years
ago, and some 500 different acts have been featured in 52 programs.
The artists get roughly a third of the take in royalties. Customers in-
clude Australia, Angola, Canada, Malaysia and Japan.

CBS/FOX VIDEO has rushed out Wham!s first long-form video, “Wham!
The Video,” as a likely late chart entry in the festive video sales bonan-
za. The 22-minute package, dealer-priced at just under $12, features
the George Michael/Andrew Ridgeley duo on five hit singles, including
Michael’s “Careless Whisper” and the new chart runnerup to Band
Aid, “Last Christmas.”

STARBLEND RECORDS figures to be the first television marketing record
company to move into the fast-growing market for special mixes of
dance-oriented singles. An early January national tv campaign is set
for “12 By 12,” a double album compilation featuring 12 six- to eight-
minute extended mixes of hit singles by such acts as Duran Duran,
Wham!, Paul Young and Herbie Hancock.

THE FIRST sponsored pop video has been readied here by PolyGram, Gil-
lette Razors and Rank Screen Advertising as a 13-minute short feature
to go out with “Ghostbusters” in 30 Odeon cinemas nationwide for a
six-week trial period ending in late January. Slotted in with Big Coun-
try, Bronski Beat and others is a Gillette commercizl. PolyGram sees it
as the start of a series.

A TELEVISION consumer affairs program here, “What’s It Worth?,”
helped bring a man to court on counterfeit cassette charges and also
let the public in on the efforts of BPI's antipiracy unit. A cassette of
Bob Marley's “Legends’ album was bought by a tv researcher, and a
confrontation with a street trader was filmed. BPI investigators identi-
fied a car in the background as belonging to a longtime suspected pi-
rate. Following a ‘“‘search-and-seize” operation, a man now awaits

trial.

PETER JONES

PHILIPS IN GHINESE LASERVISION DEAL

Clty of Shenzhen Getting $15 Million in Players, Disks

BY WILLEM HOOS

AMSTERDAM Phlhps has final-
ized a $15 million order from the
Chinese city of Shenzhen for the de-
livery of 10,000 LaserVision video-
disk players and 1.5 million disks.

The pact was completed by Jan
Karel, deputy manging director of
the Dutch electronics multination-
al’s international laser division, and
it is expected that similar deals in-
volving other key Chinese cities will
be signed in the near future. Nego-
tiations with three in particular are
at an advanced stage, though Phil-
ips is not revealing names.

Trade between Holland and Chi-
na, previously almost nonexistent,
took off this fall following the sue-
cessful resolution of a serious politi-
cal row between the two countries,
sparked by an order from Taiwan
for three Dutch-built submarines.
Intense pressure from China per-
suaded the Dutch government not
to proceed with the order.

Since then, several cultural and
trade deals have been signed. Am-
sterdam’s Concertgebouw Orches-
tra will visit China in 1986, and the
Rotterdam Philharmonic Orchestra
is expected to undertake a major
Chinese tour within three years.

A number of classical solo per-
formers will also be invited to per-
form in the People’s Republic,
though with top price concert tick-
ets at the equivalent of 50 U.S.
cents, major sponsors may be need-

Stricter Legal Measures Seen

New South Africa Video Piracy Grackdown

BY JOHN MILLER

JOHANNESBURG South Africa
will further tighten legal measures
against video piracy, according to
South African Video Assn. chair-
man Dennis Bierber. Penalties will
be increased and prosecutions made
easier, he says.

New copyright legislation passed
in October, 1983 put the onus on
dealers to prove the legitimacy of
software sold or rented in their
stores and provided for fines of up

to $5,000 per cassette for offenders.
Since then, the incidence of video pi-
racy has fallen from an estimated
60%-70% of all available product to
around 15%.

An industry shakeout similar to
those experienced in other develop-
ing video markets is under way
here. More than a dozen smaller dis-
tributors have gone out of business
this year, with a further six being
absorbed into other existing opera-
tions, says Bierber.

One recent example is the $10 mil-

U.K. Pirate Station Sued

Radio Mercury Goes After Jackie

BY NICK ROBERTSHAW

LONDON Radio Mercury, one of
Britain’s 45 legally franchised com-
mercial radio stations, has brought
a court action for damages against
Radio Jackie, one of more than 100
pirate stations now estimated to be
operating in the U.K.

The move follows a recent crack-
down by Department of Industry in-
spectors on unlicensed broadcast-
ers. It was authorized by Attorney
General Sir Michael Havers.

The Independent Broadcasting
Authority (IBA), controlling body
for commercial radio, has claimed
that increased activity by radio pi-
rates could force some legitimate
stations out of business (Billboard,
Sept. 1).

Radio Mercury managing direc-
tor John Aumonier says Radio Jack-

ie is extending its Southwest Lon-
don catchment area to overlap Mer-
cury’s, thereby depriving it of
potential listeners and advertising
revenue. He describes the pirate
station as “the most dangerous ex-
ample of the current airwave anar-
chy.”

Radio Jackie owner Tony Collis
says he has launched a “fighting
fund” to combat the action. The sta-
tion is exceptionally well-estab-
lished, he says, and with 15 years on
the air, a staff of 18 and strong com-
munity support, it has applied sev-
eral times for licenses to operate le-
gally.

Underlying the government at-
tack on pirates is the financial crisis
facing many independent local radio
stations. Only the largest, those in
major cities like London, Birming-

(Continued on page 67)

lion deal by which movie and video
conglomerate Satbel, already the
country’s biggest video distributor,
acquired a 70% stake in indepen-
dent Video Gems, giving it a
claimed 25% of the $33 million-a-
year distribution market.

The enlarged company has spent
a reported $7 million aequiring
rights to RCA/Columbia Pictures
video product. It has also signed an
exclusive distribution deal with Ves-
tron, whose “Making Michael Jack-
son’s Thriller” was released here
early this year.

Bierber maintains that the shake-
out is necessary to bring stability to
the industry. While under-capital-
ized dealers have suffered, 60% of
the country’s 2,000 retail outlets
have increased trade in recent
months. Overall value of retail vid-
eo trade here is estimated at around
$80 million annually.

The collapse in value of the South
African rand against the U.S. dollar
has been responsible for many dis-
tributor problems, effectively push-
ing up rights acquisition costs by
30%-40% in the past half year and
compounding the difficulties caused
by the country’s economic reces-
sion.

Currently, however, the biggest
issue facing the Video Assn. is the
$7.75 per hour Value Added Tax lev-
ied at the point of cassette duplica-
tion. This is in addition to the import
duties and ad valorem taxes im-
posed on blank cassettes. entering
the country and represents, Bierber
says, “‘a form of double taxation
that ought to be changed.”

ed to co-finance these trips.

A high-level Chinese cultural del-
egation has visited Holland this fall,
and a similar Dutch team will visit
China in March. A cultural treaty
between the two countries is due to
be signed in May.

Cultural differences between Eu-
rope and the Orient are not underes-
timated. During its 10-day stay in
Holland, the Chinese delegation at-
tended a lecture on the history of
LP covers in Utrecht at which sev-
eral well-known national and inter-
national pop albums were played.
Most delegates said they’d never
heard pop music before in their
lives, and almost all said they dis-
liked what they they were hearing
here.

On the trade front, a Chinese eco-
nomic delegation has spent three
weeks in Holland, ordering goods
worth sorae $60 million. Around half
this amount will be spent on 100,000
color television sets and other elec-
trical equipment to be supplied by
Philips, which describes the newly
forged trade links as “‘an historie
breakthrough.”

The LaserVision deal, separately
negotiated, will be most welcome by
the company, since consumer sales
of the system have to date fallen
well below expectations. Only re-
cently, Philips announced it was
postponing the planned French
launch of LaserVision pending the
emergenge of a new approach to in-
ternational consumer marketing.

This new approach will involve di-
recting sales effort at specific tar-
get groups, such as opera buffs,
among whom videodisks have prov-
en popular. Software titles aimed at
these groups will be specially pro-
duced.

More importantly, Philips has
adopted a new strategy on interna-
tional videodisk marketing that in-
volves exploiting the system’s inter-
active possibilities when linked to a
computer. The equipment ordered
by the Chinese cities will be used

primarily for educational purposes,
and Philips is now billing LaserVi-
sion as “the encyclopaedia of the fu-
ture,” providing rapid access to
texts, still pictures, maps and
graphics.

To date, this interactive potential
has been used mainly in the fields of
banking, industry, retailing, educa-
tion, publishing and travel. Philips
has now decided to commit extra ef-
fort and capacity to the develop-
ment of products to meet this de-
mand.

Richmond-Platz
Legal Dispute
Moves Ahead

BY PETER JONES

LONDON The marathon dispute
between former music publishing
partners Howard Richmond,
founder of The Richmond Organiz-
tion in the U.S,, and his U.K. execu-
tive David Platz has taken a major
step forward. The latest develop-
ment in the case follows a hearing
which ran 77 days, believed to be
the longest music business case in
High Court history here, and a re-
served judgment that took the
judge two full days to read.

The litigation involves the assets
of Westminster Music Ltd., former-
ly Essex Music International, one of
the largest independent music pub-
lishers in the U.K. The company
was said to control the publishing
rights to “many famous songs” of
the ’60s and "70s. The action is cen-
tered on disputes between the Platz
operation in the U.K. and the U.S.
directors of TRO.

According to the judge, Platz was
signed by Howard Richmond of
TRO in 1955 to run his operation in

(Continued on page 67)
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ommentary

The music and home entertainment
industry, of all industries, thrives
and prospers as a result of the con-
stant application of innovation and
ingenuity.

It may be a new sound, or a new
and better way of recording that
sound. In this dramatically visual
era, it may be a new way of repro-
ducing an image, or a more effec-
tive way of marketing it. Whatever
the field of endeavor, there are

BY GEORGE ROBERTS

In a recent letter to the editor (Dec.
1), William Simpson found it diffi-
cult to imagine songs like ‘“Let’s Go
Crazy” as future standards. But it
was his closing line—‘‘My heart
goes out to the generation which
must call this their music”’—that
really moved me.

With respect to music today, I
feel that there are areas where a
Pandora’s box has been opened,
with implications yet to be realized.

One lies in the emphasis in much
of “new music” on sinister themes.
These have included murder, devi-
ant sex, rape, mutilation, the inev-
itability of world destruction and
the futility of politics. Some lucky
commuters get to enjoy all of this
before 9 a.m.

Children, adolescents and young
adults are bombarded with psychot-
ic images. Heavy metal is not just a
cute satire like Spinal Tap, when
AC/DC and Judas Priest T-shirts
are photographed on devil-worship-
ping youths.

Another problem is the barbaric,
cruel and absolutely negative repre-
sentation of women in music. This is
especially true in video. You’d think
that with all the attention this issue
received, something would have
been done about it by now. By its in-

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,

DUMPING ON MANILOW

It is again autumn. Like last year,
along with the annual dumping of
leaves, emerges the yearly event:
dumping derogatory slurs on Barry
Manilow.

In his review of the recent record-
breaking Manilow New York con-
cert (Billboard, Nov. 17), Peter
Keepnews’ condescending com-
ments were acrimonious, highly
subjective and inflammatory, gross-
ly distasteful and egregiously lack-
ing in the objectivity and fairness
one comes to expect from a critical
reviewer.

The warmth, sensitivity and spon-
taneity of Barry’s performance, his
natural and unaffected stage pres-
ence, and his uncanny rapport with
his audience are all twisted into
such distorted perceptions and pejo-
rative rhetoric as: “The relative lack
of sophistication he displays as a
performer . . . hopping around the

Editorial

SALUTING INDUSTRY INNOVATORS

highly inventive and creative minds
constantly at work in search of a
better mousetrap.

It was to encourage and to ac-
knowledge the innovators, the pio-
neers, the radical thinkers of our
business, that Billboard created the
Trendsetter awards 13 years ago.
The honorees are selected annually
by the editors of the magazine, and
since 1971, more than 130 creative
people or organizations have been

the recipients of a Trendsetter tro-
phy—the only award of its kind in
the world.

Those recognized in the past in-
clude artists, songwriters, produc-
ers, executives of record companies
and home video firms, talent impre-
sarios, merchandisers, publishers
and trade groups.

Those recognized this year,
whose specific accomplishments are
detailed elsewhere in this issue, rep-

A Pandora’s Box

IT'S A MATTER OF RESPONSIBILITY

action, the industry is perceived to
be saying that a woman'’s integrity
is of little concern.

It may not be the duty of the mu-
sic business to guide young people,
and one can argue that the industry
is merely supplying the record buy-
er with what he or she wants. But

now be dealt with from a position of
strength. A tremendous amount of
good music and video is available,
and it's not necessary any longer to
place the emphasis on inferior prod-
ucts and their abusive messages.
I'm not recommending censor-
ship, but it’s outrageous how acces-

‘Children, adolescents
& young people are
bombarded with
psychotic images’

George Roberts operates the independent

publishing firm Trafficbeat Music in

New York.

after spending millions of dollars in
promoting and marketing such ma-
terial, the companies are no longer
mere suppliers. They become collab-
orators in fostering a new set of
standards.

The current financial health of
the record business provides new
opportunities. These problems can

Letters to

stage with a goofy grin on his
face... (a) slightly gangly, over-
grown kid.” If this is not insulting
enough, Keepnews goes on to
praise Manilow: “He did not hit any
wrong notes.”

Such arrogance, unwarranted pa-
tronizing and gratuitous insult have
no place in a Billboard review. I
think an apology is in order.

Stephen M. Portugal
East Northport, N.Y.

Critic Peter Keepnews responds:
Why Mr. Portugal thinks my com-
ments about Manilow’s “lack of so-
phistication” were intended as pe-
Jorative is beyond me. Where is it
written that sophistication is a
prerequigite to a good perfor-
mance? Actually, I was quite tak-
en by Manilow’s unpretentious
stage presence, as I thought I made
clear in my review.

The trouble with at least some of
Manilow's fans, it seems to me, is
that they interpret anything less
than adulation toward their idol
as some sort of blasphemy. I was
Just trying to exercise that “objec-
tivity and fairness” that Mr. Por-
tugal claims to admire.

sible some of this material is. I
would prefer that my children were
not acquainted with Nikki the sex
fiend until they’ve reached a period
of maturity when I can explain
what’s meant by masturbating in a
hotel lobby.

What are our kids learning from
violent videos? What are they learn-

the Editor

FORM AND CONTENT

Imagine you're a music publisher.
The first thing you do when you re-
ceive your Billboard each week is to
see which artists have hits that
were not written by the producer or
artist.

But wait. The writers’ names are
no longer on the charts. No prob-
lem. Just invest an extra half-hour
of your time piecing together infor-
mation on two different pages.
Eventually you can figure it out.

Like a lot of records on the radio,
Billboard has sacrificed content for
form. Every writer I know is insult-
ed, and every publisher inconven-
ienced. Do you think publishers
should refrain from sending you a
bill at the end of the year for the ex-
tra hours they spent on reassem-
bling the research you dismantled?

Efforts to improve your format
are commendable. But this is one
matter you should really reconsider.

Steven Marc Cristol
TradeMarc Music
Los Angeles

A HELPING HAND

Every once in a while you come in
contact with something that, once
again, makes you a believer. This

resent an equally broad spectrum of
activity. They also typify the quali-
ties essential to the industry’s cre-
ative and economic well-being: artis-
tic vision and excellence, technologi-
cal innovation, organizational
vitality and strategic understand-
ing. We salute these trendsetters,
and the examples of vision and en-
terprise they set for others.

ing about women? What kind of fu-
ture exists in their minds when
they’re constantly confronted with
fatalistic visions of the world?

Maybe the responsibility for
change lies with the creative com-
munity. If songwriters, producers
and their acts refuse to contribute
to this atmosphere, and instead re-
inforce positive alternatives, we
might see change occur more swift-
ly and with less pain. Hopefully,
subject matter that only furthers a
negative and hostile atmosphere for
young people will fade as a healthi-
er musical climate is ushered in.

It's a matter of responsibility.
When self-mutilation gained brief
notoriety, record companies refused
to become involved. Certainly, a
similar level of responsibility can be
exercised in scrutinizing current
product. This is really nothing more
than a form of quality control.

As a first priority, we should face
immediately the problem of wom-
en’s maligned representation in mu-
sic and videos. It's time to be re-
sponsible. The decisions we make
are not only for ourselves or some
faceless consumer. They're also for
our children, family and friends.

Randy Newman said it best in his
song “Mikey’s”: ... never used to
be all this ugly music playin’ all the
time . ..”

morning as I was driving along the
Interstate, I heard a letter read over
the air. The gist of it was that the
writer had saved money and gone
without other things so that she
could attend a New Year’s Eve
Bruce Springsteen concert in the
New York area, a project which was
cancelled.

After deliberation, this individual
decided that if she could not actual-
ly attend the concert, maybe she
could spread a little of Bruce’s spir-
it. So the ticket money went to the
Save The Children Foundation for
assistance in Ethiopia.

Perhaps in the spirit of the season
we could all follow her example and
lend a hand. There are so many peo-
ple to care for, and never enough
dollars to go around.

To Kate in Manhattan who wrote
the letter, to WNEW-FM for shar-
ing it, and to all of those who make
an awareness of their fellow human
beings a daily part of their lives,
God bless, and thanks for reminding
us what a small world it truly is.

J. Elizabeth Chapin
Darien, Conn.

Bithoard Offices:
T —— et

New York Los
1515 Broadway 9107 Wilshire Bivd.
N.Y. 10036 Beverty Hills, Calif. 90210
212 764-7300 213 273-7040
telex 710 581-6279 telex 66-4969
cable Billboy NY  cable Biliboy LA
Nashville Washin, D.C.
14 Music Circle E. 733 15th St. N.W.
Tenn. 37203 D.C. 20005
615 748-8100 202 783-3282
London Tokyo
7 Carnaby St. 6-19-16, Jingumae
W1V 1PG Shibuya-ku, Tokyo
01 439-9411 03 498-4641
telex J25735
Editorial

Editor-In-Chief: ADAM WHITE

General Manager/Editorial:
George Finley
Deputy Editor: Irv Lichtman
Executive Editor: Is Horowitz
Production Director: Howard Levitt
Senior Editor: Peter K
International Editorial Director:
Mike Hennessey
Special Issues Editor: Ed Ochs
Assistant Editor: Robyn Wells
Bureau Chiefs:
Sam Sutherland (Los Andgeles), Kip Kirby
(Nashville), Bill Holland (Washington)

Editors:

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

Kim Freeman (assistant editor),
Tina Wilkinson (production coordinator),
Linda Moleski (receptionist)

Los Angeles: Rollye Bornstein, Paul Grein,
Earl Paige, John Sippel, Faye Zuckerman
Nashville: Edward Morris
London: Peter Jones

Charts & Research

Associate Publisher/Director of Research:
RTY FEELY

Director of Charts/Associate Publisher:
Thomas Noonan
Country Chart Manager: Don Kamerer
Black Chart Manager: Mike Mongiovi
Research Manager: JoDean Adams

New York: Harry Michel (supervisor),
Ed Coakley, Rita Ferrence, Kathy Gillis,
Eleanore Greenberg, Kathy Kaslow,
Joe Lewanduski, Jean McGuire, Max Parra,
Sharon Russell, Debra Todd,

Ed Tyll, Marc Zubatkin

Marketing & Sales

Director of Marketing & Sales:
MILES T. KILLOCH

Director of Sales, Video/
Sound Business: Ron Willman
Home Entertainment Manager: Diane Daou
Sales Administrator: Ron Carpenter
Production Manager: John Wallace
Promotion Coordinator: Nanette Varian

New York: Norm Berkowitz, Don Frost,
Grace Whitney-Kolins
Los Angeles: Marv Fisher,
Christine Matuchek, Bill Moran
Nashville: John McCartney, Debra Millburn
London: Patrick Campbell
Tokyo: Hugh Nishikawa
Milan: Germano Ruscitto
Hamburg: Hans-Moritz v. Frankenberg
Paris: Ann-Marie Hounsfield
Toronto: Frank Daller

Administration
Group Publisher: JERRY HOBBS

Vice President & Executive
Editorial Director: Lee Zhito
Divisional Controller: Don 0’Dell
Circulation Manager: Donna DeWitt
License & Permissions Mgr: Georgina Challis
Directory Services Mgr: Leslie Shaver

Billboard Publications Inc.

Chairman & President: W.D. LITTLEFORD
Executive Vice Presidents: Gerald S. Hobbs,
Patrick Keleher, Jules Perel
Vice Presidents:

Lee Zhito, Billboard Operations;
Mike Hennessey, Managing Director
International Operations;

John B. Babcock, Product Development;
Ann Haire, Circulation;

William H. Evans Jr., Treasurer;
Mary C. McGoldrick, Personnel;

Paul Curran, Trade Group
Corporate Managers:

Marie R. Gombert, Production
Raymond H. Heitzman, Atex System

&=y veaBp (i9)

12

BILLBOARD DECEMBER 22, 1984




Picture Music Int’l.
shoots music videos

at Kaufman Astoria
Studios. If's perfect
for you, 00.

THE JACKSONS’ “TORTURE; AND THE CARS “DRIVE”
DIRECTED BY TIMOTHY HUTTON WERE SHOT HERE.

We want you to shoot at Kaufman Astoriq, too.
We know you and your clients will love it. You'll
find the Iatest facilities and equipment and the
very best people. And, you'll save your clients
money, too.

Kaufman Astoria Studios is just ten minutes
from 59th and Third; a sprawling 13 acre, 18 build-
ing TV./Film/Music/Communications complex that
has it all: 5 state-of-the-art, fully-equipped stages,
including a 26,000 square foot sound stage—the
largest sound stage outside of Hollywood Check
the drawing on this page; there are no better
facilities anywhere. If's the most cost effective
studio you can find!

There's also a commissary, carpentry shops,
special effects companies, instrumental rentals,
casting and payroll services, prop fabrication,
make-up and wig supplier, stunt specialists, florist,
limo service, on site cab dispatcher, location
scout, screening rooms, free parking for produc-
tion companies, and in-house services including:
cameras, light and grip rentals, lumber, paint, fur-
niture and hardware. Our package is unbeatable.

So now there’s no need to leave New York for
a shoot. Just head across the 59th Street bridge
to Kaufman Astoria Studios.

CallHarold Rand or Larry Barr at 748-392-5600.
They'll send our studio brochure. Or a car.

AS SHOWN:
STAGE E (Main Stage}
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217" x 120’ x 40 To the Grid = 26,040 sq. ft.

Stage G 40' To the Grid 2 Pits: 24'2" x 20'2" and 226" x 6’6",

Hardwcod Floor.

STAGE G: 134’ x 90’ x 31" High = 12,000 sq. ft.

16’ x 12" x 10’ Deep Water Tank. Hardwood Floor.
STAGE H: 134’ x 90’ x 31’ High = 12000 sq. ft.
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Pit 20’ x 158" x 10' Deep. Hardwood Floor.

Csew 1 NOTILUSTRATED:

STAGE B: 84’ x 37" x 14’ = 3108 sq. ft.

45’ High Hardwood Floor CYC 30 x 20" x12’ Installed
STAGE F: 120’ x 38’ x 20’ High to the Grid = 4998 sq. ft.

- 20' High Composite Floor CYC 40’ x 30 Return Installed
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- Kaufman Astoria Studios
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Billboard. HOT m 1984

WHEN DOVES CRY—prince

WHAT'S LOVE GOT T0 DO
WITH IT-7ina Turner

SAY SAY SAY—PauI McCartney and Michael Jackson
FnﬂTLOOSE—ienny Loggins

AGAINST ALL ODDS (TAKE A
LOOK AT ME NOW)—pni coliins

JUMP—van Halen

HELLO—ione! Richie

8 OWNER OF A LONELY HEART-ves
GHOSTBUSTERS—Ray Parker i

KARMA CHAMELEON—cutture ciub

MISSING YOU-john warte

ALL NIGHT LONG (All Night)—tione! Richie

13 LET’S HEAR IT FOR THE BOY—peniece wiltiams
DANCING IN THE DARK-Bruce Springsteen

GIRLS JUST WANT TO
HAVE FUN—Cyndl Lauper

THE REFLEX-duran buran
“ME AHER "ME-Cyndi Lauper
JUMP (FOR MY LOVE)—the Pointer Sisters
TALKING IN YOUR SLEEP-he Romantics
0 SELF CONTROL-taura Branigan
é LET'S 60 CRAZY—prince & The Revolution
22 SAY IT ISN'T SO-ary! Hait & John 0ates
(23) HOLD ME NOW-rhompson Twins
24 JOANNA—%oo! & the Gang

(291 1us7 caLLED To sa¥
| LOVE YOU-stve wonder

ﬁ SOMEBODY'S WATCHING ME—Rockwei
[ 23 BREAK MY STRIDE-atthew wider
[ 28)99 LUFTBALLONS —era
29 | CAN DREAM ABOUT YOU—pan Hartman
THE GLAMOROUS LIFE—shea €
OH, SHERRIE-stave pery
; STUCK 0" YOU—Uonel Richie

| GUESS THAT'S WHY THEY
CALL IT THE BLUES—¢non John

OEER GD:=ERER- 00 GO OO

(7 Circted songs are licensed through ASCAP

@ SHE BOP—Cyndl Lauper

35 BORDERLINE-madonna
SUNGLASSES AT NIGHT—corey Hart
EYES WITHOUT A FACE-siny 140l
HERE COMES THE RAIN AGAIN—gurythmics
39 UPTOWN GIRL-silty soer
40 SISTER CHRISTIAN-night Ranger
0 DRIVE-The cars
@ TWIST OF FATE-oiivia Newton-tohn
((43) UNION OF THE SNAKE-turan ouran
44 THE HEART OF ROCK "N’ ROLL—Huey Lewis

and The News

G HARD HABIT TO BREAK—chicago
m THE WARRWR—Scandal Featuring Patty Smyth
((47) IF EVER YOU'RE IN MY ARMS AGAIN-

Peabo Bryson

@ AUTOMATIC-the Pointer Sisters
[ 49) LET THE MUSIC PLAY-Shannon
(50) T0 ALL THE GIRLS I'VE LOVED

BEFORE-uiio Iglesias & Willie Nelson

('51)CARIBBEAN QUEEN-s1y ocear
(52) THAT'S ALL—senesis
(53) RUNNING WITH THE NIGHT—tionet richie
{54)SAD SONGS (SAY SO MUCH)—Enon Jone
55 | WANT A NEW DRUG—Huey Lewis And The News
56 ISLANDS IN THE STREAM—xenny Rogers With

Doily Parton
LOVE IS A BATTLEFIELD—pat 8enatar
INFATUATION—rod stewart
59 ALMOST PARADISE...LOVE THEME-FROM
FOOTLGOSE—mue Reno And Ann Wilson
60 LEGS-z2210p
61 STATE OF SHUCK-Jacksons
2 LOVE SOMEBODY—Rick Springtieid
é MISS ME BUND—Culture Club
64 IF THIS |S "-Huey Lewis And The News
(65) YOU MIGHT THINK-1he cars
[ 66) LUCKY STAR-Madomna

m COVER ME—Bruce Springsteen

ﬂ CUM ON FEEL THE NOIZE-aquiet Riot
[ 69) BREAKDANCE-ren car
70 ADULT EDUCATION-Daryl Hall & John Dates
THEY DON’T KNOW-Tracey utiman
72 AN INNOCENT MAN-siuy soei
CRUEL SUMMER—Bananarama
DANCE HALL DAYS-wang chung
15 GIVE IT UP—c.
é I'M SO EXCITED-he Pointer Sisters

| STILL CAN'T GET OVER
. LOVING YUU—Ray Parker ir.

(79 THRILLER-wchaet sackson
79 HOLI DAY—Nadonna

BREAKIN'..THERE'S NO
STOPPING US—omie & serry

NOBODY. TOLD ME-ohn Leanon
CHURCH OF THE POISON MIND-cutture ciub
(83 THINK OF LAURA-christoter cross

[ 84) TIME WILL REVEAL-pebarge

85 WRAPPED AROUND
YOUR FINGER-The police

PINK HOUSES—1ohn Cougar Meltencamp
87 ROUND AND ROUND—ran
(88) HEAD OVER HEELS—mhe o 50
89 THE LONGEST TIME-sity soei
90 TONIGHT—xoo! & The Gang
(97) GOT A HOLD ON ME—chistne evie
(92) DANCING IN THE STREETS—Shatamar
(93 UNDERCOVER OF THE NIGHT-e roiog

tones

94 ON THE DARK SIDE-). catterry &

5 Beaver Brown Band

(95) NEW MOON ON MONDAY—buran ouran
( 96) MAJOR TOM (COMING HOME)—peter schiting
['97) MAGIC-he cars

98 WHEN YOU CLOSE YOUR EYES—igh Ranger

99 ROCK ME TONITE-siny squier
@ YAH MO BE THERE—lames Ingram
with Michael McDonaid
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PSYGHIC FORESEES AN AMAZING ’85

Dees, Burns, Reynolds in for Surprises, Says Dahne

MIAMI A soap opera star becom-
ing enamored with Rick Dees, Q-
107’s Allan Burns going to Mutual
and WFIL’s Joey Reynolds manag-
ing a religious station are among
the amazing 1985 radio predictions
of internationally known psychic
Micki Dahne. Dahne, who correctly
predicted that twin jumbo jet crash
in Tenerife, also sees former Outlet
president Dick Rakovan on televi-
sion doing commercials and
WRKS'’s Barry Mayo leaving the
business to relocate in Europe.

Other publications review the
passing year. Where else but Bill-
board (and perhaps the National
Enquirer, which also features
Dahne, but they don’t know much
about radio) can you read about up-
coming events? The following are
Dahne’s impressions—the printable
ones, anyway.

Asked about the top 40 race in
New York, Dahne saw WAPP
(from a field of WAPP, WHTZ,
WKTU and WPLJ) “pulling up.
They’ll gain the most in the next
year. I see changes at 'PLJ. They’ll
be good, though, but there will be a
lot of them.”

For WAPP operations director
Gerry Cagle, Dahne felt movement.
“He may not stay in that position.
Frankly, I see him leaving for a
warmer climate, maybe an Arizona,
more like a Florida.”

WHTZ's Scott Shannon, says
Dahne, “has got to stop doing some-
thing he does to excess that is not
good for him. More importantly,
he’s got to watch out for his friends.
Somebody he’s connected with
closely would rather have his job.
He should be wary of that. He also
needs to walk more.”

Dahne predicts that WPLJ's
Larry Berger “will become involved
with sports, and the association
could somehow bring his station
more success. | see him hiring
someone very good. It’'s going to
cost him some money, but the per-

son will be worth it.”

Doubleday vice president of pro-
gramming Dave Martin, on the oth-
er hand, will be letting someone go,
says Dahne. ““He’ll have to fire
somebody that he doesn’t want to
fire, and the incident will cause him
some problems. I think he’ll have a
good first three months of the year,
though.”

Religion is in the cards for WFIL
Philadelphia morning personality
Joey Reynolds, according to Dahne,
who sees the infamous jock ‘“becom-
ing involved with a Christian sta-
tion. Maybe doing a radio talk show
like Jim Bakker does on tv. There’s
a good chance, strange as it may be,
that he could wind up managing a
religious station.”

Co-worker Jerry Blavat, Philly’s
“Geeter With The Heeter,” Dahne
sees in politics: “He may run for
public office, or at least be on televi-
sion doing commercials for beer.”

On the West Coast, romance is in
the cards for KIIS Los Angeles
morning personality Rick Dees. “A
soap opera star will become enam-
ored with him. Professionally, he's
going to come up with a new gim-
mick on his radio show which will
gain him even more appeal, and his
work outside the station will also
continue to grow.”

KIIS president/GM Wally Clark,
says Dahne, “has a great year com-
ing up. He's a father figure for the
entire station, but he’s got to watch
his weight and his back.”

Weight is also the problem for
Blair’s Jim Hilliard. “I see him thin,
however,” says Dahne, who claims,
“His wife will put him on a diet for
health reasons. He's been very suc-
cessful and will continue to be, but
he’s been concerned over his chil-
dren. One of them will now want to
follow him into the business. He'll
reap great rewards from that emo-
tionally.”

Of Hilliard’s former programmer,
George Johns, who left Fairbanks

New WLS Post for Gehron;
Casey Out, Trumper VP/GM

BY KIM FREEMAN

CHICAGO In a major personnel
realignment at ABC-owned WLS-
AM-FM here, announced Wednes-
day (12), three-year vice president/
general manager John Gehron is
stepping down to operations direc-
tor, bumping out Steve Casey, who
leaves his program director spot
with the top 40 stations after 18
months. Gehron, who joined WLS in
1974 as PD, is being replaced by
Jeff Trumper, former VP/GM at
ABC’s AOR-formatted 97 Rock
(KSRR) Houston.

Gehron was unavailable for
comment on his apparent demotion
at presstime, but ABC radio division
head Don Bouloukas offered this
explanation: “We feel that John's
expertise is as a programmer.
Trumper’s success in Houston
speaks for itself, and this move will
enable Gehron to devote 100% of
his time to the programming side.”
During Trumper’s five years with
KSRR, the station moved from a
number 20 ranking into a top five
slot in the Houston market.

Another ABC spokesperson con-
firmed Bouloukas’ comments by
calling Gehron “‘one of the coun-
try’s best programmers,” and said
that both ABC and Gehron are in-
tent upon “concentrating on Geh-
ron’s strength through expanded
musical involvement.” During Geh-
ron’s tenure, WLS conquered long-
time top 40 rival WCFL, and he im-
plemented several programming
firsts for the stations.

Steve Casey, who left his Phoe-
nix-based consultancy (formerly Se-
bastian, Casey & Associates) 18
months ago to join WLS after Ric
Lippincott’s exit as program direc-
tor, was also unreachable.

The WLS spot marks a return for
Trumper, who began with the Chi-
cago properties as an account exec-
utive before taking on general sales
manager and VP/GM at KSRR in
1980 and 1981 respectively. Trump-
er’s KSRR role will be assumed by
John Cravens, who leaves his posi-
tion as general sales manager of
WABC New York for the Houston
job.

Broadcasting to form his San Die-
go-based consultancy a few years
ago, Dahne predicts, “Somebody’s
going to give him a rough time, but
for the first time in his life he’s
right. They’ll find out they should
have listened.”

Dahne sees Norfolk-based Dick
Lamb buying another station, “this
time in Kentucky.” Mainstream’s
Pete Schulte, on the other hand,
“will be spending time in Arizona
for a reason or two.” ABC/Water-
mark’s Tom Rounds will exit that
post and return to Hawaii—*‘and
the move will add 20 years to his

Mutually Beneficial. Dick Clark, host of Mutual Broadcasting’s "‘National Music
Survey,” joins the staff at KOST-FM Los Angeles to celebrate the station’s
decision to carry his show. Shown from left are Mutual’s Ben Avery Clark,
KOST’s Jhani Kaye and Mutual's Craig Whetstine.

life.”
(Continued on page 18)
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by Rollye Bornstein
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KEN WOLT’S lucky star continues to rise. The for-
mer disk jockey turned PD turned manager, who most
recently has been serving as VP/GM of H&W’s
WZPL Indianapolis and WLLT Cincinnati, has just
been elevated to president/CEO of H&W Communica-
tions (Heftel & Wolt, Heftel being of course Cecil),
with responsibilities at (and 4 nice equity position in)
Chicago’s WLUP as well as the aforementioned pair.
We'll tell you all about it in detail in our next issue
(which actually comes out New Year’s Eve, as we
take off for Christmas week), but in the meantime
note that Mark Driscoll has been upped to national
PD over the three outlets.

Also continuing to grow is another one of our peren-
nial faves, George Johns, who along with Fairwest
partners Bill Edy and Jim West has formed Heritage
Broadeasting. Attracting some Indianapolis-based
venture capitalists, Heritage has agreed in principle to
purchase its first of hopefully several radio outlets,
Portland’s K-103 (John Tilson’s KKCW). Of course
when Fairwest, known for both Johns’ “Class” format
and “Music Of Your Life,” purchases anything of this
magnitude, rumors abound. But the group’s theory
runs along the lines of “why fix it if it ain’t broken,”
so don’t expect any format switch for the already sue-
cessful AC outlet.

Across town at Portland’s KYTE/KRCK, by the
way, there were two exits last week: President/GM
Robert C. Fauser and GSM Pam Thomas both depart-
ed, with no replacements named.

Back to good folks buying stuff for a moment here:
Bob Price has picked up a companion for WOWO Ft.
Wayne in the form of Huntington’s (in the Ft. Wayne
metro) WJRY-FM, which was a bargain at $250,000.
For those of 'you into stats, it’s a Class A at 103.1 with
a format (and we didn’t make this up, SRDS confirms
it) running the gamut from AOR to MOR.

BY NOW you've heard that WMET Chicago’s Rich
Meyer and Bruce Wheeler have exited their PD and
assistant PD spots. You’ve also probably read else-
where a juicy rumor we promised weeks ago not to
print—but we didn’t say anything about confirming it.

Another WROK/WZOK Rockford alumnus makes
good. This one, current ops manager Thomas Graye,
accepts the PD post at W-Lite (WLTE) Minneapolis,
'CCO’s AC FM companion.

One of radio’s friends retires, as one-time KFWRB
Los Angeles legend Jim Hawthorne seeks solace in
the good life, exiting his KOA Denver operations man-
ager post. He’s replaced by Tom Bender, who's been
serving as operations manager at co-owned Belo out-
let KRQX Dallas.

Other radio biggies of the past whose names are in
the news this week include programming magnate

Paul Drew, who is officially tapped to head Radio
Marti (our first effort at sanctioned propaganda to-
wards Cuba) . . . Terrell Metheny, who exits the wilds |
of Cheyenne for a more mainstream general manager-
ship, replacing Carl Evans at Little Rock’s KAAY/
KLPQ ... And a call sign from out of the past.

WNSY Norfolk (which may not even strike a famil-
iar chord if you haven’t been in the Tidewater area re-
cently) is back to being the World’s Greatest Harbor,
WGH. No changes in the Transtar Country approach
... And on the air for the first time, finally, is Adam
Clayton Powell III’'s KFYI Oakland, which debuted
its all-news approach last week.

Now that Carol Ford has exited her afternoon slot
at Cleveland’s WDMT for the Big Apple {(WRKS), her
FM 108 slot has been filled by PD Dean Dean. That
puts him in head to head competition with urban pro-
grammer Lynn Tolliver, who fills that slot at WZAK.
Dean’s exit from the evening slot makes room for for-
mer Love Train (the moniker for the Beasley station’s
overnight fare) conductor Carl Nash, who moves upa

|
Ken Wolt is named
president of H&W |

shift as weekender Mike Valentine now does over-
nights.

I-OOKING FOR WORK this holiday season? Don
Keith has a morning opening at Nashville country
outlet WJKZ . . . Bill Tanner’s looking for something
at WASH in D.C. . . . Dave Parks needs a night guy at
Gannett’s KSDO-FM (KS-103) San Francisco.

Howie Castle’s back in action. The infamous PD,
who most recently programmed Sandusky’s KBPI
Denver, becomes group PD for Behan Broadcasting,
overseeing the company’s Seattle (KKMI once it’s ap-
proved), Tucson (KCEE/KWFM) and Lamar, Col.
(KLMR/KSEC) properties.

Dave Parks (not that one) exits KILE Galveston to
program nearby (well, relatively) KITE Corpus
Christi, as Barry Kaye (and we don’t know if it’s that
one) exits.

As Pete Clark steps down from his WFLY Albany,
N.Y. PD post to concentrate on his air duties, WIXV
Savannah PD Todd Martin steps in ... Moving into
the KHIT Bremerton (Seattle) PD post is KBZT San
Diego operations manager A.J. Roberts, as Bob Wik-
strom is upped to the land of computers for KHIT's
owner, Bingham Broadcasting.

So where’s former Indianapolis (and San Diego)
morning madman Ron Jordan? Last seen at Indy’s
WENS, he’s now in for the winter at Casper—yes,
friends, Wyoming's KAWY. The AOR outlet is in a
transition to top 40 under consultant John Sebastian.

Now that Jay Justice is over at Portland’s KUPL-
AM-FM, his KWJJ/KJIB GM replacement comes
from within the Parks Broadcasting ranks, as WTVR-
AM-FM Richmond GM Steven Newcombe trucks west
in the same capacity . . . Upped to president at Audo-
bon Broadcasting is WNOK-AM-FM Columbia, S.C.
VP/GM William McElveen. The Atlanta-based com-
pany, in the growing stages, also operates Burlington,
N.C’s WBBB and its powerful country counterpart,
WPCM, which puts a great signal into Raleigh.

(Continued on page 21)
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N NOVEMBER 3, 1984 AT THE PACIFIC AMPHI-
THEATRE IN COSTA MESA, CALIFORNIA, FIFTY-FOUR
ARTISTS PAID TRIBUTE TO ONE OF THEIR OWN:

STEVE GOODMAN

NANCY GOODMAN, THE GOODMAN FAMILY, AL BUNETTA,
AND AL BUNETTA MANAGEMENT WISH TO THANK
EVERYONE WHO HELPED TO MAKE THIS A MOVING AND
UNFORGETTABLE EVENT.

THE NEDERLANDER ORGANIZATION

James M. Nederlander - Stan Seiden - Neil Papiano - David Green - Roger Sheperd -

THE PACIFIC AMPHITHEATRE STAFF

STEVE REDFEARN & RICK MERRILL (A Stitch In Time Saves Nine) - Dori Barnes + John Bright - Sandra Collins - Ed Howe - Rozann Johnson - Amy Kearsing - Karen
Marden - Steve Roberts - Heather Ryan - Stephanie Scott - Pacific Amphitheatre Box Office Staff -

THE ARTISTS

Jackson Browne - Jimmy Buffett - Jethro Burns - George Carlin - Rosanne Cash - Rodney Crowell - Emmylou Harris & The Hot Band: Mike Bowden, Steve Fishell,
Wayne Goodwin, Don Heffington, Don Johnson, Frank Reckard - Kris Kristofferson & Band: Stephen Bruton, Glen Clark, Sammy Creason, Donnie Fritts, Tommy McClure,
Billy Swan - Martin Mull - Wendy Haas Mull - Willie Nelson & Family: Paul English, Grady Martin, Bobbie Nelson, Jody Payne, Mickey Raphael, Bee Spears - Randy Newman -
John Prine + J.D. Souther - The Bleacher Bums: David Amram, Lorelei Amram, Richard Bennett, Bonnie Bramlett, Peter Bunetta, Rosemary Butler, Rick Chudacoff, Sam Clayton,
Rita Coolidge, Bill Elliott, Robert Greenidge, Glen D. Hardin, Booker T. Jones, Josh Leo, Arno Lucas, Vince Melamed, Debbie Pearl, Jim Rothermel, Timothy B. Schmit, Michael
Utley, Rick Vito, Matthew Wilder -

THE MANAGERS & AGENTS

Elliott Abbott - Will Botwin - Bob Engel « David Gerber - Peter Golden - Jerold Hamza - Marty Klein - Bill Leopold - Ron Rainey - Mike Rosenfeld - Mark Rothbaum -
Ed Tickner -

THE CREW

Mike Adams - Charlie Allen - David Anderson - Les Banks - Bob Breault - Bill Butler « Maple Byrne - Joe Ciccoline « Jimmer Coombes - Johnny Dickinson -
Cleve Dupin - Garry Fish + Rob Foreman - Mike Garvey - Bo Jacob - Phil Mangler Deluxe Kaufman - Doug Lacey - Tom Lane - Danny Lawson - Kevin Leonard -
Perry Leonard - Local 504 - Poodie Locke - Buddy Prewitt - Ross Ritto: Sound Image - Michae! Reesburg - Dave Shadoan - Larry Tucker -

AND SPECIAL THANKS

Charles Barnes - Bryan Bowers & Jeri Jacob - Gary Brandt: Alpha Studios, Inc. - Dawn Bunetta - Don & Marsha Cleghorn - Bob Collins & Allison Argo - Dan Coscia -
Dr. Isabel Cunningham - Dr. Marilyn Croghan - Joel Dorn -+ lan Dove & Laura Gold: Solters/Roskin/Friedman - Dan Einstein - Bill Elkins: The Alley - Grandma Mary Erenburg -
Dr. Alexander Fefer - Dr. Timothy Gee - Tracy Gershon - David Goodman - Minette Goodman - Arnie & Diana Graham: Budget Rent-A-Car, Sunset - Brian Humphrey - Jim
Ladwig: A.G.I - Roy Leonard: WGN Radio - Sy Miller - Chuck Morris - Dr. Rex Peters - Dr. Jerome Posner - Bill Quinn - Elizabeth Redfearn - Al Rettig - Suzann Richard,
Rocco Rotunno & The Gang At Center Stage Advertising + Al Rudis: Long Beach Press-Telegram - Geraldine Shea - Jim Shea - Dianne Stark - Jay Venetianer - Dan & Kitty
Zelisko « A Cut Above - ASAP Messenger - Background Engineers: Steve North - Cal-Star Travel: Ron Cohen + Chicago Cubs Organization - Event Management - Johns Food
King, Seal Beach « KABC Talk Radio + KIK-FM: Jim Yotau - KLAC - KLOS + KMET: Rich Piombino - Los Angeles Times: Randy Lewis - Marriott Newport Beach - Old Towne
Wine & Spirits, Seal Beach - Orange County Register: Jim Washburn - The Park Bar & Grill + Rainbo Records - The Registry Hotel - Seal Beach Meat Company - Sheraton Hotel,
Newport Beach - Stroh’s Brewery + Vidtronics - Westwood Music: Fred Walecki & Mark Bookin

All the proceeds from this concert were donated to the following funds:
THE STEVE GOODMAN FUND FOR LEUKEMIA RESEARCH OF THE UNIVERSITY OF WASHINGTON, SCHOOL OF MEDICINE
AND
THE STEVE GOODMAN/SCOTT MURPHY ENDOWMENT FUND OF THE MEMORIAL SLOAN-KETTERING CANCER CENTER

SO LONG, SHORTY?

Tenxoahe
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McKenna, McKee Named

Duffy Appoints Two New VP/GMs

8Y KIM FREEMAN

DALLAS Four-year-old Duffy
Broadcasting here has recruited
new vice president/general manag-
ers for four of its six properties.
Former KITS San Francisco VP/
GM Jerry McKenna moves Dec. 28
to the same post at Duffy’s newly
acquired KGMS/KSFM Sacramen-
to, and former WLS-AM-FM Chica-
go general sales manager Craig
McKee leaves for the VP/GM spot
at KRZN/KMJI Denver.

McKenna takes over the duties of

Conway Exits

Consultancy

ST. LOUIS Chris Conway, an inte-
gral part of the promotion effort
that catapulted Los Angeles’ KIIS-
FM from also-ran status to its most
recent leading Arbitron share of
10.0, has resigned his post as vice
president of marketing to return to
St. Louis. He has opened Conway
Communications, a consultancy
geared toward radio marketing, en-

DAHNE’S PREDICTIONS

(Continued from page 16)

Should you be starting to wonder
about Dahne’s credibility, her pre-
diction for WLS’s John Gehron a
week before his revised status at
the ABC outlet was announced is
somewhat eerie. “I see two people
leaving WLS, and it will be of mutu-
al benefit in the end,” she said, add-
ing that Gehron “has his share of
problems right now. I see both sta-
tions splitting into different for-
mats, totally different formats.”

In addition to Q-107 Washington
PD Allan Burns' move to Mutual,
Dahne sees the network changing
late night programming, “possibly
without Larry King.”

Michael O’Shea, Dahne says, “is
going to really make a name for
himself. He's the kind who’s going
to do real well.”

On O’Shea’s employer First Me-
dia, Dahne drew a blank. “Pardon
me? Oh well, they’ll hire a psychic
to do their morning weather. I need
the work, and I get the feeling they
pay their bills.”

former station manager Bill Stuka-
loff, who will stay on at KGMS/
KSFM as sales manager. McKee as-
sumes the post of Jim Teeson, who
moves to classical station KVOD
Denver as VP/GM.

“I left my heart in Sacramento,”
says McKenna of his San Francisco
departure, referring to his sales
manager post at the capital city’s
KZAP form 1978-81. After a two-
year stint with WOKY/WMIL Mil-
waukee, McKenna joined KITS in
April, 1983 as its first full-time VP/
GM since the Entercom-owned out-

KIIS To Form
in St. Louis

compassing a wide range of ser-
vices from promotion execution to
creative selling.

“Promotion i8 an area sadly un-
derdeveloped in radio,” says Con-
way, one of the few radio promotion
executives to possess a managerial
background. “We need to see more
professionalism in the field.

“For people who shun PR, look at
the Jacksons’' concert. The image
was one of greed, and the percep-
tion was negative. Then you look at
a guy like Springsteen, who's sell-
ing at about $17 a head, but he’ll do-
nate $10,000 to charity and come out
like a hero.

“It’s not much different with ra-
dio,” Conway continues. “The sta-
tion that caters exclusively to the
whims of clients, running promo-
tions for ‘Roach Motels,” will create
the image it deserves.”

Conway, whose background in
advertising (he worked on 7-Up's
“Uncola” campaign before becom-
ing advertising director for the bev-
erage division of General Cinema
Corp.) led him into radio sales (as
VP/GSM of WIL and LSM of KSD-
AM, both in St. Louis), operated a
local ad agency, Conway Advertis-
ing, until joining president/GM
Wally Clark at KIIS-FM, perhaps
radio’s finest example of proper po-
sitioning. After repeating that suc-
cess at co-owned KSDO-AM-FM
San Diego, Conway returned to
KIIS earlier this year.

a
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Produced by Donald Harriss
€ 1984 Nu-Motion Records
910 Celia Way, Palo Alto, CA 94303

KLKTRAX' bebut abum: “with Foofi”

8 singles
including:
“I'm Not

Kind of Girl™

“Hot Band, Excellent Album”
—Roxanne of KBCO, Boulder. CO

CALL 24 Hrs: (303) 292-8401

That

let’s transition from a Spanish for-
mat to the Mike Joseph-consulted
“Hot Hits” fare. Ed Krampf steps
up from his KITS sales mamger
post to fill McKenna'’s shoes.

Since its entry into mainstream
programming almost two years
ago, KITS has risen to the number
two slot in San Francisco’s top 40
market, putting it behind the city’s
KYUU in the summer 1984 book.
McKenna modestly credits KITS’s
rapid rise into the top 10 of San
Francisco radio stations with a 3.1
to “great teamwork and dedication
on the part of the station’s staff.”

Of his new role at the station,
Krampf says KITS’s niche in the
Bay Area is as a provider of both
teen and young adult programming.
“We already own the 12-24 market,
and our last book showed a dramat-
ic increase in young adult listen-
ers,” he claims.

Bob Garratt remains as the out-
let’s program director, and Krampf
says, ‘“We basically plan to pursue
the course Jerry [McKenna] has set
us on.” Krampf is a veteran in the
Golden Gate city, having handled
sales duties for K101 and KYUU
there before joining KITS a year
and a half ago.

McKenna says his move was mo-
tivated by the chance to “team up
with a great team,” referring to
Duffy Broadcasting principal Bob
Duffy and president Marty Green-
berg, whose $10 million purchase of
KGMS/KSFM was cleared earlier
this month. As for plans with his
new post, McKenna says the FM’s
top 40 fare will remain the same,
while “we may consider changing”
the AM’s MOR/big band format.

McKee was unreachable for
comment on his relocation, but Duf-
fy’s Greenberg says he predicts no
format changes at Denver oldies
outlet KRZN or AC-formatted
KMJI under McKee's direction.

Sunbelt Ups
Gary Fries
To Senior VP

COLORADO SPRINGS Sunbelt
Communications here has promoted
Gary Fries, vice president/general
manager of its KQEO/KZZX Albu-
querque outlets, to senior vice presi-
dent. Fries, who suceeds Dave Noll,
will continue to oversee the Albu-
querque stations along with his new
responsibilities.

In addition, Transtar Radio, the
Sunbelt subsidiary here, will open a
New York office sometime in the
second quarter of next year, says
sales vice president Ron Ruth. The
Gotham spot will house Ruth, Tran-
star Radio president T.C. Robinson
and affiliate relations head Ken
Harris.

Ruth says the new branch is be-
ing opened in order to put Transtar
in “the hub of the advertising com-
munity.” The company’s AC format
will continue to be uplinked from
Colorado Springs, while its country
and easy listening “Format 41” pro-
grams will retain a Los Angeles
point of origin.

Sunbelt and its second subsidiary,
the Research Group, will keep their
Colorado Springs headquarters.

Feuer Leaving Viacom Post
Network Chief Returning to Calif.

NEW YORK Viacom Radio presi-
dent Norm Feuer has succumbed to
the call of the West with his resig-
nation from the network, effective
Jan. 4. At his family’s request,
Feuer will return to San Diego,
where he had been president, gener-
al manager and majority owner of
easy listening K-Best (KBZT FM)
prior to joining Viacom in April,
1983.

Feuer, whose successor has not
yet been named, will remain a con-
sultant to Viacom, but says his
plans are otherwise up in the air.
Following the sale of K-Best to Alta
Broadcasting, Feuer has eight
months remaining on his non-com-
pete contract and will subsequently
be unable to program, own or run a
station in San Diego for the dura-
tion. “Eventually,” says Feuer, “I
would like to own or operate a radio
group there.”

During his tenure with Viacom,
Feuer was instrumental in oversee-
ing the format changes at the net-
work’s WLAK Chicago and WLTW
New York to AC and easy listening
respectively. In addition, Feuer en-
gineered the acquisition of WEAM
Washington and its transition to
country-formatted WMZQ-AM.

Of his time with Viacom, Feuer
says his greatest achievement was
building a staff capable of “continu-
ing Viacom’s upward progress in
the network industry in my ab-
sense.” A division of Viacom Broad-
casting, a major syndicator of tele-
vision programming which also
owns four tv stations, Viacom Radio ~
owns seven radio properties. They
are KIKK-AM-FM Houston,
WMZQ-AM-FM  Washington,
WRVR Memphis, WLAK Chicago
and WLTW New York.

Minority Applicant Granted
License Over Women’s Group

8Y BILL HOLLAND

WASHINGTON A recent FCC Re-
view Board decision—in which a mi-
nority applicant was granted a li-
cense for a new FM station over an
equally favorable application by an
all-woman group—has. drawn new
criticism of the Commission'’s selec-
tion process in comparative hearing
cases.

Also being criticized is the flip-
pancy of the language in the Re-
view Board’s decision, written by
board member Norman Blu-
menthal, who referred to the two
competing applicants as being
“closer than two coats of paint, that
paint, however, differing in degrees
of pigmentation,” and said that the
awardee’s “status as a member of
an FCC-favored minority group lifts
his burgee to the top of the mast.”

The Review Board decision up-
held an initial decision granting the
application of Jesse N. Williams for
a new FM station in Hilton Head,
S.C. The case had dragged on for
three years, and once involved 18
applicants. The initial decision of
last fall involved five parties. In the
end, it involved two applicants de-
termined by the FCC system of
preferences, credits and demerits to
be the best potential grantees: Wil-
liams and an all-female group called
Women’s Broadcasting Coalition
Inc.

The FCC found, and the Review
Board affirmed, that Williams re-
ceived “100% integration credit,
fully ‘enhanced’ by total minority
ownership, plus slight credits for
past broadcast experience and his
proposed relocation to the communi-
ty of license.”” Women'’s also re-
ceived high marks: “100% integra-
tion credit, with a lesser ‘enhance-
ment’ for its total female
ownership, plus a slight compara-
tive coverage preference.”

Various preferences and credits
carry different weights, an FCC
spokesperson explains. “It’s really
a balancing act, where each party is
given certain credits and it usually
tips one way or the other.”

Sources near and inside the Com-
mission see the Hilton Head case as

an example of what one calls the
“rickety old system of stacking up
goodies and baddies” in compara-
tive hearing cases. It is a case cer-
tain to end up before the full Com-
mission. Lawyers for Women’s
Broadcasting, while not comment-
ing on the tone of Blumenthal's re-
marks, say they will file a motion
for reconsideration, and if it's re-
jected, they will file an appeal to the
full Commission.

Also surprising, say observers, i3
the strong hint within the Review
Board decision that the case should
be brought to full Commission at-
tention.

“If, however, we overestimate
the ultimate disparity between a mi-
nority ‘enhancement’ and a female
‘enhancement,’ then new colors
could surge,” Blumenthal wrote,
speaking of a reversal. “Until more
definitive guidance is available,” he
concludes, “perhaps in this very
case, the ALJ’s [ Administrative
Law Judge’s] award to Williams is
affirmed.”

Dismissed as part of the elabo-
rate equation of selection was an al-
legation by Women'’s Broadcasting
that Williams had engaged in “plug-
ola” activities while an employee at
another station. Williams admitted
in hearings that he’'d plugged 32 of
his own gospel concerts on the air,
in addition to purchasing paid ad-
vertisements. The Board termed the
activity “innocuous.”

The FCC says that by case prece-
dent, “all things being equal, a mi-
nority preference is given greater
weight than an all-women prefer-
ence.”

In their reconsideration motion,
Women'’s lawyers will contend that
there are several additional points
overlooked by the Board that might
tip the scales in favor of their cli-
ents. They also plan to resurrect the
plugola issue.

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.
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Billboard

A weekly national and regional complation of the most added records on the
radio stations currently reporting to the Hot 100 Singles chart.

REGION 1

CT,MA MENY State,RI,VT

SHEENA EASTON
SUGAR WALLS

JOHN FOGERTY

CYNDI LAUPER

WGUY Bangor, ME

WIGY Bath, ME

WHTT Boston, MA

WXKS-FM (KISS) Boston, MA
WBEN-FM Buffalo, NY
WKBW Buffalo, NY

WNYS Buffalo, NY

WERZ Exeter, NH

WTIC-FM Hartford, CT
WFEA Manchester, NH

WKCI (KC-101) New Haven, CT

THE OLD MAN DOWN THE ROAD

MONEY CHANGES EVERYTHING

WMJQ Rochester, NY
WPXY Rochester, NY
WGFM Schenectady, NY
WFLY Troy/Albany, NY
WRCK Utica/Rome, NY

NATIONAL
178 REPORTERS
NEW TOTAL
ADDS ON
CYNDI LAUPER €3 63
MONEY CHANGES EVERYTHING  poRTRAIT
JOHN FOGERTY 58 58
THE OLD MAN DOWN THE ROAD  wARNER BROS.
SHEENA EASTON 55 55
SUGAR WALLS em-AMERICA
GLENN FREY 40 89
THEHEATISON wmca
BAND AID )
DO THEY KNOW IT'S CHRISTMAS  coLumeis 40 40

<«Copyright 1984, Billboard Publications, Inc
No part of this publication may be
reproduced, stored in any retrieval system, or
transmitted, in any form or by any means,
electronic, mechanical, photocopying,
recording, or otherwise, without the prior
written permission of the publisher.

REGION 6

ALAR,LA MS West TN,TX

WHAM FEATURING GEORGE MICHAEL
CARELESS WHISPER

CYNDI LAUPER
MONEY CHANGES EVERYTHING

PRINCE & THE REVOLUTION
I WOULD DIE 4 U

KHFI  Austin, TX

WFMF Baton Rouge, LA
WQID Biioxi, MS KBFM Mcallen-Brownsy, TX
WKXX (KXX-106) Birmingham, WMC-FM (FM-100) Memphis,
AL TN

KITE Corpus Christi, TX WJIDQ (Q-101) Meridian, MS
KAFM Dallas, TX WABB-FM Mobile, AL

KAMZ ElPaso, TX WHHY-FM Montgomery, AL
KSET El Paso, TX WWKX (KX-104) Nashville, TN
KISR Fort Smith, AR WEZB (B-97) New Orleans, LA

WTYX Jackson, MS
KKYK Little Rock, AR

WBSB (B-104) Baltimore, MD
WMAR-FM Baltimore, MD
WVSR Charleston, WV

WZYQ (Z2-104) Frederick, MD
WKEE Huntington, WV

WBLI Long Island, NY

WHTZ (Z-100) New York, NY
WKTU New York, NY

WPLJ New York, NY

WKHI Ocean City, MD
WCAU-FM Philadelphia, PA
WUSL Philadelphia, PA

WPST Trenton, NJ

WASH Washington, DC

WAVA Washington, DC

WRQX (Q-107) Washington, DC
WOMP-FM  Wheeling, WV

WILK Wilkes-Barre, PA

WKRZ Wilkes-Barre, PA

WQXA (Q-106) York, PA

WYCR York, PA

WCIL Carbondale, IL
WBBM-FM (B-96) Chicago, IL
WGCI-FM Chicago, IL
WLS-AM/FM Chicago, IL
WKRQ (Q-102) Cincinnati, OH
WDMT Cleveland, OH

WGCL Cleveland, OH
WNCL-FM  Columbus, OH
WXGT-FM (92X) Columbus, OH
WCZY Detroit, Ml

WDRQ Detroit, MI

WHYT Detroit, M|

WVIC Lansing, MI

WZEE Madison, Wi

WKTI Milwaukee, Wi
WZUU Milwaukee, W|
WKZW (KZ-93) Peoria, IL
WRKR Racine, Wi

WZOK Rockford, IL
WSPT Stevens Point, Wl

WJBQ Portland, ME WQEN (Q-104) Gadsden, AL WTIX New Orleans, LA
WSPK Poughkeepsie, NY KILE Galveston, TX KITY San Antonio, TX
WPRO-FM  Providence, RI KKBQ (93-FM) Houston, TX KTFM  San Antonio, TX
REGION 2 REGION 4 REGION 7
DE,D.C.,MD,NJ,NY Metro,PA WV IL,IN,KY,MI,OH,WI 1 CA,CO,Hi,Southern
NV ,NMUT

BAND AID CYNDI LAUPER JOHN FOGERTY

DO THEY KNOW IT'S CHRISTMAS MONEY CHANGES EVERYTHING THE OLD MAN DOWN THE ROAD

CYNDI LAUPER DARYL HALL & JOHN OATES CYNDI LAUPER

MONEY CHANGES EVERYTHING METHOD OF MODERN LOVE MONEY CHANGES EVERYTHING

SHEENA EASTON SHEENA EASTON DARYL HALL & JOHN OATES

SUGAR WALLS SUGAR WALLS METHOD OF MODERN LOVE
WFBG Altoona, PA WBZZ (B-94) Pittsburgh, PA WKDD  Akron, OH WNAP  Indianapolis, IN KKXX Bakersfield, CA CA .
WJLK-FM  Asbury Park, NJ WHTX Pittsburgh, PA WBWB  Bloomington, IN WZPL indianapoiis, IN KIMN Denver, CO XTRA  San Diego, CA

KIST Santa Barbara, CA
KHYT Tucson, AZ
KRQQ Tucson, AZ
KTKT Tucson, AZ

KOAQ (Q-103) Denver, CO
KPKE Denver, CO

KLUC Las Vegas, NV

KIS Los Angeles, CA
KKHR Los Angeles, CA
KOPA Phoenix, AZ

KZZP Phoenix, AZ

KFMY Provo, UT

KDZA Pueblo, CO

KRSP Salt Lake City, UT
KSDO-FM(KS 103) San Diego,

GION
S.MN,

1A, KS,MN,MO,NE,ND.OK,SD

SHEENA EASTON
SUGAR WALLS

CYNDI LAUPER
MONEY CHANGES EVERYTHING

JOHN FOGERTY
THE OLD MAN DOWN THE ROAD

JOHN FOGERTY
THE OLD MAN DOWN THE ROAD

WHAM FEATURING GEORGE MICHAEL
CARELESS WHISPER

CYNDI LAUPER
MONEY CHANGES EVERYTHING

WISE Asheville, NC

WQXI-FM (94-Q) Atlanta, GA
WVEE (V-103) Atlanta, GA
WZGC (Z-93) Atlanta, GA
WBBQ-FM Augusta, GA

WSSX Charleston, SC

WBCY Charlotte, NC

WCKS (CK-101) Cocoa Beach,
FL

WNOK-FM Columbia, SC

WNFI (-100) Daytona Beach, FL
WDCG (G-105) Durham/Raleigh, NC
WFLB Fayetteville, NC

WRQK Greensboro, NC

WANS Greenville, SC

WOKI  Knoxville, TN

WHYI (Y-100) Miami, FL
WINZ-FM (1-95) Miami, FL
WKZQ-FM Myrtie Beach, SC
WNVZ Norfolk, VA

WBJW Orlando, FL

WRVQ (Q-94) Richmond, VA
WXLK (K-92) Roanoke, VA
WAEV Savannah, GA

WZAT (Z-102) Savannah, GA
WRBQ (Q-105) Tampa, FL
WSEZ Winston-Salem, NC

KFYR Bismarck, ND

KFMZ Columbia, MO

KHK Davenport, IA

KMGK Des Moines, IA

WEBC Duluth, MN

KQWB Fargo, ND

KKXL-FM Grand Forks, ND
KRNA lowa City, IA

KBEQ (Q-104) Kansas City, MO
KDWB-AM Minneapolis, MN
KDWB-FM Minneapolis, MN
WLOL Minneapolis, MN

KJYO (KJ-103) Oklahoma City,

oK

KQKQ Omaha, NE
KKLS-FM Rapid City, SD
KKRC Sioux Falls, SO
KHTR St.Louis, MO
KDVV Topeka, KS
KAY! Tulsa, OK

KRAV Tulsa, OK
KFMW Waterloo, IA
KEYN-FM Witchita, KS

REGION 8

AK,Northern CA,ID,MT,Northern
NV,OR WA WY

JOHN FOGERTY
THE OLD MAN DOWN THE ROAD

CYNDI LAUPER
MONEY CHANGES EVERYTHING

SHEENA EASTON
SUGAR WALLS

KYYA Biliings , MT
KBBK Boise, ID

KTRS Casper, WY
KMGX Fresno, CA
KYNO-FM Fresno, CA
KGHO Hoquaim, WA
KOZE Lewiston, ID
KHOP Modesto, CA
KOSO Modesto, CA
KIDD Monterey, CA
KMJK Portland, OR
KSFM Sacramento, CA
KWOD Sacramento, CA
KSKD Salem, OR

KITS San Francisco, CA
KWSS San Jose, CA

KSLY San Luis Obispo, CA
KPLZ Seattie , WA

KUBE Seattle, WA

KNBQ Tacoma, WA;;
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Cutler's New Haven, CT

Dicks One Stop Dedham, MA
Discount Records Cambridge, MA
Easy Records 1-Stop N.Quincy, MA
Everett Music Everett, MA

Good Vibrations Boston, MA
House of Guitars Rochester, NY
Music Suppliers One-Stop Needham, MA
Northeast 1-Stop Troy, NY

Peters 1-Stop Norwood, MA
Record Giant Utica, NY

Record Theater Buffalo, NY
Rhody's Warwick, RI

Trans-World 1-Stop Latham, NY

REGIO

DC.DE,MD,NJ,NY Metro,PA, WV

Album Den Richmond, VA

Bibb One Stop Charlotte, NC
Camelot Atlanta, GA

Camelot Daytona Beach, FL
Camelot Winston-Salem , NC
Coconuts Atlanta, GA
Coconuts Jacksonville, FL
Grapevine Records Charlotte, NC
Jerry Bassin's 1-Stop N.Miami Beach, FL
Nova Records 1-Stop Norcross, GA
One Stop Atlanta, GA

Oz Records Stone Mountain, GA
Peaches Clearwater, FL
Peaches Greensboro, NC
Peaches Richmond, VA
Peaches Ft. Lauderdale, FL

Q Records Miami, FL

RPM Associates Fairfax, VA
Record Bar Durham, NC
Record Bar Savannah, GA
Sounds Familiar Columbia, SC
Specs Miami, FL

Starship Records Savannah, GA
Tara Records 1-Stop Atlanta, GA

Brown Bros. One-Stop Minneapolis, MN
CML-One Stop  St. Louis, MO

Camelot Wichita, KS

Dart One-Stop Minneapolis, MN

Great American Music Golden Valley, MN
Hastings Lawton, OK

Music Vision St. Ann, MO

Musicland Minneapolis , MN

Musicland Minneapolis, MN

Musicland St. Louis, MO

Record Bar Norman, OK

Record Bar Cedar Rapids, IA
Streetside Records St. Louis , MO

The Record Shop Edina, MN

initial movement indicative of significant future sales itt issi f the publisher.
potential, but not yet on the top 30 lists of the retailers NQJR!P?R%R%L NUMBER IO ESIEED ¢ RUDNISIEY
and one-stops currently reporting to the Hot 100 Singles chart. REPORTING
FOREIGNER | WANT TO KNOW WHAT LOVE IS  aTuANTIC 31
REGION 1 GUIFFRIA CALL TO THE HEART cameL/mca 27 REGION 7
(S 7 A PRINCE & THE REVOLUTION | WOULD DIE 4 U  waRNER BROS. 24 AZ Southern CA,CO.H1Southern NV.NM.UT
WHAM FEATURING GEORGE MICHAEL CARELESS WHISPER coLumsia 21
DARYL HALL & JOHN OATES METHOD OF MODERN LOVE rca 19 GUIFFRIA
BANANARAMA
TI:F. WILD LIFE CALL TO THE HEART
DAVID BOWIE TEENA MARIE
TONIGHT REG'ON 3 REG'O LOVER GIRL
FL,GA,NC,SC,East TN,VA {A,KS,MN,MO,NE,ND,OK,SD
PRINCE & THE REVOLUTION PRINCE & THE REVOLUTION
IWOULDDIE 4V IWOULDDIE 4U
WHAM FEATURING GEORGE MICHAEL DAE"I?Y'E)SAOLFL & 6’3"" OgTES
METH MODERN LOVE
Bee Gee Dist. Latham, NY CARELESS WHISPER Abbey Road One Stop Santa Ana, CA
Buffalo Enterprises 1-Stop Buffalo, NY FOREIGNER ASHFORD & SIMPSON Alta O?wStop Salt Lake Clty: ut
Cambridge 1-Stop Framingham, MA | WANT TO KNOW WHAT LOVE IS SOLID Auocmed'On&Stop Phoenix, AZ
Cavages Dewitt, NY Canterbury’s Pasadena, CA
Central Record & Ta, S.Windsor, CT pIENIEywANDER LALLES Circles Records Phoenix, AZ
o) SR LOVE LIGHT IN FLIGHT DO IT AGAIN

Dan-Jay Denver, CO
Independent Records Englewood, CO
Licorice Pizza Glendale, CA
Licorice Pizza San Diego, CA
Lovell's Whittier, CA

Middie Earth Downey, CA

Music Box Fullerton, CA
Musicland Murray, UT

Odyssey Records Las Vegas, NV
Peer Records Irvine, CA

Record Bar Colorado Springs, CO
Record Bar Salt Lake City, UT
Record Retreat Los Angeles, CA
Show Industries Los Angeles, CA
Sound Barrier Tucson, AZ
Tower Anaheim, CA

Tower El Cajon, CA

Tower Las Vegas, NV

Tower Panorama City, CA

Tower San Diego, CA

Tower San Diego,CA

Tower Sherman Oaks, CA

Tower Los Angeles, CA

Tower Tempe, AZ

Tower WestCovina, CA
Wherehouse Mission Valley, CA

FOREIGNER ; Whereh Entertai t Gardena, CA
I WANT TO KNOW WHAT LOVE IS Tidewater One-Stop  Norfolk, VA
Tracks Records Norfolk, VA
PRINCE & THE REVOLUTION Turtles Atlanta, GA
| WOULD DIE 4 U
DIANA ROSS
MISSING YOU REGION 4 REGION 6 REGION 8
IL,IN,KY,MLOH,WI ALAR,LA,MS,West TN,TX AK,Northern CA,ID,MT Northern NV,OR, WA, WY
A-10ne Stop New York, NY GUIFFRIA GUIFFRIA FOREIGNER .
All-Service One-Stop Union, NJ CALL TO THE HEART CALL TO THE HEART | WANT TO KNOW WHAT LOVE IS
Alpha Rack New York, NY STONE FURY BILLY SATELLITE
Alwic Records Elizabeth, NJ FOREIGNER
Benel Dist. Bronx, NY | WANT TO KNOW WHAT LOVE IS BREAK DOWN THE WALL | WANNA GO BACK
O I GRS LD STEVE PERRY PHILIP BAILEY PRINCE & THE REVOLUTION
Eastern One-Stop Philadelphia, PA FOOLISH HEART EASY LOVER | WOULD DIE 4 U

Elroy Enterprises Roslyn, NY

Gallery of Sound Wilkes-Barre, PA
Harmony Music Bronx, NY

J&R Music World New York, NY

JEK Enterprises Baltimore, MD

Kemp Mitl Beltsville, MD

Mobile One-Stop Pittsburgh, PA
Music Factory Brooklyn, NY

Musical Sales 1-Stop Baltimore, MD
Musicden Edison, NJ

National Record Mart Pittsburgh, PA
Oasis Pittsburgh, PA

Oasis Bethel Park, PA

Peaches Rockville, MD

Record & Tape Ltd. Washington, DC
Record Bar Morgantown, WV
Richmond Bros. 1-Stop Pennsauken, NJ
Sam Goody Baltimore, MD

Sam Goody Philadelphia, PA

Sam Goody Masapequa Masapequa, NY
Seasons Four Records Hyattsville, MD
Shuiman Rec. Co. Cinnaminson, NJ
Tape King One Stop  Hillside, NJ

The Wiz Brooklyn, NY

Tower New York, NY

Universal One-Stop Philadelphia, PA
Waxie Maxie Washington, DC

Wee Three Philadelphia, PA

Win 1-Stop Long Island City, NY

Ambat One-Stop/Record Theater Cincinnati, OH
Angot 1-Stop Detroit, MI

Buzzard's Nest Columbus, OH
Camelot Mt. Prospect, IL

Camelot N. Canton, OH

Centra Columbus, OH

Flipside Records Arlington Heights, IL
Gemini One Stop Cleveland, OH
Laury’s Records Des Plains, IL
Mainstream Records Milwaukee, Wi
Martin & Snyder Dearborn, MI

Music Peddlers One Stop Troy, MI
Musicland Norridge , IL

Northern Record 1-Stop Cleveland, OH
Oranges Chicago, IL

Peaches Cincinnati, OH

Radio Doctors Milwaukee, Wi

Rapid Sales Madison, W|

Record City Skokie, IL

Record Works Bellvue Park, IL

Rose Records Chicago, IL

Scott’'s 1-Stop  Indianapolis, IN

Sound Video One Stop Niles, IL

The Record Store Chicago, IL

Vinyl Vendors Kalamazoo , M|

Wax Works Owensboro, KY

Budget Corpus Christi, TX

Camelot N.Richland Hills, TX
Camelot Little Rock, AR

Camelot Plano, TX

Central-South One-Stop Nashville, TN
Disc Records El Paso, TX

Discount Records Nashville, TN
H.W. Daily Houston, TX

Hastings Arlington, TX

Hastings Austin, TX

Hastings Houston, TX

Hastings San Antonio, TX

Hastings Tyler, TX

Melody Shop Dallas, TX

Music City One-Stop Nashville, TN
Musicland Birmingham, AL

Peaches Memphis, TN

Poplar Tunes Memphis, TN

Star Records El Paso, TX

Sunbelt Music 1-Stop Dallas, TX
Texas Tapes & Records Houston, TX
Western Merch. One Stop Houston, TX
Wherehouse Records Metaire,, LA

Budget Boise, ID

Budget Cheyenne, WY

Dan Jay Tuilwila, WA

Eli's Record & Tape Spokane, WA
Eucalyptus Records Napa, CA
Leopold's Berkeley, CA

Music People’s 1-Stop Oakland, CA
Musicland Billings, MT

Musicland San Jose, CA

Peaches Seattle, WA

Rainbow One-Stop S.San Francisco,, CA
Sea-Port 1-Stop Portland, OR
Tower Portland, OR

Tower San Francisco, CA

Tower Campbell, CA

Tower Concord, CA

Tower Sacramento, CA

Tower Seattle, WA

Westgate Records Boise, 1D;;
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YesterHits

Hits From Billboard 10 and
20 Years Ago This Week

POP SINGLES—10 Years Age

. Cat's In The Cradie, Harry Chapin,
ELEKTRA

. Kung Fu Fi’hting. Carl Douglas,
20TH CENTUR

. Angie Baby, Helen Reddy, camToL

. When Will | See You Again,
Three Degrees, COLUMBIA

. You're The First, The Last, My
Egmm“; Barry White,

. Lucy In The Sky With Diamonds,
Elton John, mca

. Sha-La-La (Makes Me Happy),
Al Green, Wi

. Junior's Farm/Sally G,
Paul McCartney & Wings, apeLE

. | Can Help, Billy Swan, coLumgia

. Do it ('Til You're Satisfied),
B.T. Express, SCEPTER

POP SINGLES—20 Years Ago

. Come See About Me, Supremes,
MOTOWN

N bW N =

oW m N o

—

| Feel Fine, Beatles, capmtoL

. Mr. Lonely, Bobby Vinton, epic

She’s Not There, Zombies, PARROT

Ringo, Lorne Greene, RCA VICTOR

Time Is On My Side,

Rolling Stones, LONDON

Goin’ Out Of My Head,

Little Anthony & The Imperials, ocp

. Dance, Dance, Dance, Beach Boys,
CAPITOL

© B N PUAWN =

I'm Gonna Be Strong, Gene Pitney,
MUSICOR

-
(=]

. You Really Got Me, Kinks, REPRISE

TOP ALBUMS—I10 Years Ago

. Elton John’s Greatest Hits,
Eiton John, mca
. It's Only Rock 'N Roll,
Rolling Stones, ROLLING STONES
. War Child, Jethro Tull, wARNER BROS
Serenade, Neil Diamond, coLumeia
. Verities & Balderdash,
Harry Chapin, ELEXTRA
E&ck Home Again, John Denver,

-

N o vbw N

. Not Fragile,
Bachman-Turner Overdrive,
MERCURY

Fire, Ohio Players, MERCURY
Mother Lode, Loggins & Messina,
COLUMBIA

10. Free And Easy, Helen Reddy,
CAPITOL

Q®

TOP ALBUMS—20 Years Age

. The Beach Boys Concert,
Beach Boys, carrroL

. Roustabout, Elvis Presley,
RCA VICTOR

. 12 X 5, Rolling Stones, LONDON

. People, Barbra Streisand, coLumsia

. Great Songs From My Fair Lady
And Other Broadway Hits,
Andy Williams, coLumsia

. My Fair Lady, Soundtrack, coLumeia

. Where Did Our Love Go,
Supremes, MOTOWN

. Mary Poppins, Soundtrack, vista

. The Door Is Still Open To My
Heart, Dean Martin, RePRISE

10. G‘ ”gcwgss Night, Beatles,

-

Nbdbw N

W N

COUNTRY SINGLES-10 Years Ago

. 1 Can Help, Billy Swan, MONUMENT

. What A Man My Man Is,

Lynn Anderson, coLumBiA

. We're Over, Johnny Rodriguez,
MERCURY

. The Door, George Jones, EpiC

Son Of A Rotten Gambler,

Anne Murray, CapiToL

Kentucky Gambler, Merle Haggard,
CAPITOL

. Out Of Hand, Gary Stewart, Rca
. He Can't Fill My Shoes,
Jerry Lee Lewis, MERCURY

© ON O Ud W Ne

Ruby, Baby
Billy *'Crash’ Craddock, asc
b 'Iiil'(g"OId Times Again, Ray Price,

-
(=]

SOUL SINGLES—10 Years Ago

. She's Gone, Tavares, CAPITOL

. Boogie On Reggae Woman,
Stevie Wonder, Tamua

. Whatever You Got, | Want,
Jackson 5, moTowN

. r&%rgg‘t’n Out, Stylistics,

L ;(:a*&nr mMong. Carl Douglas,

. When Will | See You Again,
Three Degrees, COLUMBIA

. Funky President (People It's Bad),
James Brown, POLYDOR

. Where Are All My Friends,
Harold Melvin & the Bluenotes,
COLUMBIA

9. You're The First, The Last, My
EYerEihing, arry White,
10. You Got The Love,
Rufus featuring Chaka Khan, asc

W N O b W N

YOX JOX

(Continued from page 16)

BY THE TIME you read this, Dec.
15 will have come and gone, and
along with its passing goes the pow-
er restraints inherent in life as a
Class IV licensee. Now all such out-
lets will be able to broadcast 1,000
watts day and night.

Speaking of AM, we got a chance
to hear some of it last week, courte-
sy of the Lincoln Tunnel. New York
City has conveniently wired the cen-
ter tube for AM reception, which
pointed out two things. One is that
WNBC sounds pretty good; the oth-
er, on the down side, is that there
are only two English-language AM
stations playing some form (any
form) of contemporary music
around the clock. In addition to
WNBC'’s top 40 (well, sorta) ap-
proach, the only alternative is coun-
try-formatted WHN, which makes a
stop on the AM band less likely for
New York listeners—much less
likely, in fact, than in any market
we can recall.

Since we tend to frequent the tun-
nel during middays and overnights,
we can’t tell you much about drive
times (although we did wake up this
morning in time to catch Imus and it

was worth the loss of sleep), but we -

were impressed with the amount of
fine oldies we were hearing—Wolf-
man Jack and beyond. We never
really noticed it before, though, but
the 50 kw powerhouse we used to
hear hundreds of miles down the
coast has one heck of a null in Se-
caucus.

Ran into Jerry Blavat in Manhat-
tan last Monday night, and the
“Geeter With The Heater” is still
hot as ever, doing weekly dances in
Philly and Atlantic City as well as a
Sunday night show on WFIL. A re-
turn trip to television (where he
started as a dancer on Bob Horn's
“American Bandstand”’) may be in
the offing.

IF YOU LEAF through the pages
of this week’s issue, you should
come up with an entry blank for the
Billboard Radio Awards. If you
haven'’t done so already, follow the
instructions, fill it out and mail it
back. The deadline is nearing!

Last week we reported tht Gary
Byrd replaced Jim Snowden in the
morning slot at WBLS New York.

Forget that. Sergio Dean is back in
action—at least this week. Dean,
who previously worked for the sta-
tion, returns from co-owned WLBS
Detroit, which he programmed for
the past year until the recent switch
to a Paul Christie-consulted oldies
approach.

Just what America needs—anoth-
er personality named Shadow Ste-
vans. And that’s just what we’ve
got filling the 6 to 10 p.m. time slot
on Cleveland’s WGCL, coming from
Dayton’s Z-98 (WGTZ) and Cincy’s
WLW.

Down in Memphis, Greg Todd
leaves Media General for the front
lines, doing the evening show on
Viacom’s WRVR ... We ran out of
room last week before mentioning
several items of note, the least of
which is not Pete Schulte’s new ad-
dress. So if you're wondering where
to send that fan mail, that’s Main-
stream Communications, 515 Post
Oak Blvd., Houston, Tex. T7027. The
phone number is (713) 963-0304.

Then there’s TK Communica-
tions, which made several moves, in-
cluding the promotion of VP Rick
Peters’ longtime co-worker (dating
back to the days of Miami’'s “Love
94"’) Michael Dalfanzo to the ranks
of WSHE Ft. Lauderdale program
director (he has been doing after-
noons), following the exit of opera-
tions manager Dave Lange.

Also exiting Surf and She
(WSRF/WSHE) is VP/GM Joe Da-
vidman, who is replaced by GSM
Chuck Bortnick. Bortnick is in turn
replaced by Gary Eaves, a Fair-
banks sales alumnus who most re-
cently served on the Katz manage-
ment team in Orlando. Meanwhile,
in Dallas, John Ade exits his GM
job at TK’s KLUV, while TK execu-
tive VP Steve Dinetz moves from
Miami to the Metroplex, picking up
Ade’s duties in the process.

FORMER DOUBLEDAY national
PD Dave Hamilton is returning to
the ranks of programming and the
East Coast. Hamilton, who most re-
cently served as an account exec for
WLTE Minneapolis, becomes PD of
Sconnix’s newest acquisition,
WBOS Boston. Coming in with him
as GSM is WCMF Rochester’s Peter
Handy. Management swears the

‘Point/Gounterpoint’ Scores
Bieler, Dawson Face Off on KSDO

SAN DIEGO When news/talk sta-
tion KSDO-AM’s program director
John Mainelli decided last July to
counterbalance the arch conserva-
tive views of talk show host Dave
Dawson by adding a similarly for-
matted call-in show hosted by liber-
al Ed Bieler, a former sportscaster
best known for his appearances as
“Superfan” on Los Angeles’ KABC
and KSDO, extemely negative audi-
ence reaction nearly got the pro-
gram cancelled before its first
month on the air.

“Imagine the surprise when Daw-
son’s large, loyal audience picked
up Bieler,” Mainelli says. ‘“They
just couldn’t believe their ears.
They had to stay tuned or call in to
protest and heckle; his first few
weeks on the air, even the calls he
took [on the air] were running
three to one against him.”

Indeed, the unending barrage of
criticism served to dishearten Bieler

himself, who recalls: “I felt like I
was the only liberal left in San Die-
go. They took after my hide—espe-
cially the little old ladies. They ac-
cused me of everything from im-
proper potty training to being a
communist sympathizer.”

But half a year later, Ed Bieler’s
talk show is still heard loud and
clear over KSDO every weekday
from noon to 3 p.m., immediately af-
ter Dawson’s three-hour talk block.
And Mainelli, still overjoyed about
KSDO’s jump from a 4.6 to a 5.8 in
the latest Arbitron, claims the
point/counterpoint matching that
now dominates KSDO’s daytime
schedule at the expense of news
was a wise decision.

“In fact,” Mainelli says, “Ed’s
ratings during the period in which
the show made its debut were the
highest ever recorded by KSDO in
that time slot.” THOMAS K. ARNOLD

outlet will remain country, but since
speculation is such great fun, here
are the facts: Both Hamilton and
Handy come from strong AOR
backgrounds. Boston’s No. 1 outlet,
WBCN, is alone in that format.
Country has never been a killer in
Boston. WBOS, a former AOR out-
let, is currently country. Anyone for
deductive logic? (... and its inher-
ent fallacies.)

Magic 96’s Mary Aasen leaves
Milwaukee's WMGF to become
news director and morning anchor
in the Rockford metro on Beloit’s Z-
1490 (WGEZ) ... Down in Joliet,
I1l., the new lineup at top 40 WLLI-
FM has afternoon personality Bill
Haines moving into middays while
Al Lentine does p.m. drive. PD Bob
Weber continues in mornings, while
Tony Ray still holds down nights.

Now this word from everyone’s
favorite market, Guam. Robert
Berger is upped to general manager
of KUAM-AM-FM-TV ... In closer
San Francisco, ex-KTIM San Rafael
personality Trish Robbins holds
down the weekend slot and promo-
tion director post at AOR-formatted
KFOG... Across town at KITS, Ed
Volkman now hosts the new “KITS
Morning Show.” The former KHFI
(K-98) Austin personality comes
from a long line of entertainers, in-
cluding his daddy Harry, who does
weather for Chicago’s WBBM-TV.
He’s joined by news director An-
nette Parks.

Donna Halper’s signing 'em up.
This week’s additions include Provi-
dence’s easy listening combo
WLKW-AM-FM ... New to the
Burkhart, etc. stable are DKM
Broadcasting’s WMLX/WUBE Cin-
cinnati and Baltimore’s WCAOQO/
WXYV.

Looking for numbers to dial? Try
(212) 382-6061. That’s the W-Lite
(WLTW New York) Ski Hotline . . .
And for those of you more used to
calling Dr. Judith Kuriansky on
WABC, you’ll now have to reach her
between 7 and 10 p.m. weekday eve-
nings at her new haunt, WOR.

BACK TO KHFI a moment:
WRQC Cleveland’s Dave Nicklaus
now fills the 7 to midnight slot on K-
98, while former Q-105 evening per-
sonality and music director Famous
Amos (Russ DiBello) now holds
down afternoons. His wife Sandi
Wilson is the station’s new promo-
tion director.

Upped to local sales manager at
Bonneville’s KSEA Seattle is, no
make that “are,” Maysie Lewis and
Jan Thwaits. The duo share the
honors somehow . . . Flying solo as
WAAF Worcester’s LSM is Roz
Weitz, while Jane Wilson becomes
promotion director of co-owned
WDBO Orlando. Both are part of
Katz Broadcasting.

WXMC is back. The Parsippany,
N.J. station (WBIO in its automat-
ed rock days) signed off its big
band format last year, and returned
a few months ago in an MOR incar-
nation. The AM daytimer is (and
was) programmed by Mare Elliott
Hudson and features Tom Sullivan
in mornings, Barbara O’Neal mid-
days and WRAN Dover’s Art Roo-
ney afternoons.

LIONEL RICHIE

Met at Pepsi. You
promised you'd listen.
We didn’t connect.
No hassles.
Music is from above.
Struggling but dedicated
small town boy like me,
may be your cup of tea.
{4 Please personally call.

God Bless.

Bob (213) 589-7029.

HOT 100.

Please send me

Name

CHARTMASTERS’

ROCK 100

by Jim Quirin and Barry Cohen
The authoritative book of record rankings
for each year from 1956 to 1981
* ROCK 100 ranks the top 100 songs for each year from
1956 to 1981 based on the weekly Billboard

* ROCK 100 gives each hit's title, artist, label, and number
of weeks in the Top 100, Top 40, Top 10 and

at #1.
FREE 1982 & 1983 ROCK 100 Supplements
included with each new ROCK 100 order.

1984 ROCK 100 Supplements will be available for $1.00
each on May 1,1985

1982 & 1983 ROCK 100 Supplements are available now|

) for $1.00 each.
Mail to: Chartmasters, P.O. Box 1264

Covington, Louisiana 70434

copies of ROCK 100 at $6.00 per copy
I Total amount enclosed in check or money order is $

| Address

| City, State, Zip
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TOP ROCK TRACKS

THE HAWAIIAN CHIEF
IN THE MAGIC ISLANDS

Promotions

with a minimum bid of $50 (dolls teur Mick McHugh chartered the in-
generally run $40 to $50 in the augural run, with the fares donated

& M =S ) ented Magic Island Network, Honolulu stores). The remaining 50 dolls are  to the American Heart Assn. and
s/ /S e Al ) e Contact: Cecilia Wong, to be auctioned by mail, again with  the Seattle Museum of Flight.
3‘2’" é‘i" X/ (808) 526-1134 a $50 minimum. Funds raised bene- Joining in the history-making trip
o /& _e*‘? >/ RTIST _— Legendary top 40 programmer Ron  fit the various children’s hospitals was KOMO Radio’s director of pub-
RIS S eita Jacobs, who now serves as execu- in the area. lic affairs Patti Payne and program
tive producer of the Island-based director Ken Kohl, who sat in the
MM ! ) ? .
1 [N DO HENLEY THEBOYS OF SUMMER | Magic Island Network production FREQUENT FLIGHTER PROGRAM cockpit broadcasting portions of the
2| 2 ) g | BRYAN ADAMS RUN TO YOU company, has announced what ap- WFOX Atlanta (AC) trip live. Reports on the London-to-
o pears to be the first multi-million-  Contact: Eddie Esserman Seattle flight began in Eastern
3|3 | | 3 | FOREIGNER I WANT TO KNOW WHAT LOVE IS dollar national radio promotion con- In an effort to induce business on Montana and ran thro: —h the land-
o oomAGan | ceived and executed in Hawaii. Atlanta’s newest AC outlet, WFOX ing at Washington’s boeing Field,
4 5 5 Bl csoa Called “The Hawaiian Chief In- is luring consideration from media where thousands of listeners gath-
5 [y i g | PATBENATAR WE BELONG The Magic Islands,” the promotion bl_lygrs by offering m.i]eage on Delta ered to see the Concorde touch
CHRYSALIS is backed by Sheraton Hotels and  Airlines for purchasing air time. In  down.
6 |7 )16 ?},‘,’&f&f CALL TO THE HEART American Airlines. “This is an ad- a trade with Delta, mileage credits Visibility of the station’s involve-
- BRYAN e ST L venture and fantasy contest de- will be proportionate to the amount ment was further enhanced by stra-
7 w8l s | signed to build station listenership,”  of a schedule buy. The creative pro- tegically placed vehicles from the
8 | 9 | 11 | 12| BRUCESPRINGSTEEN BORN IN THE U.S.A. says Jacobs. “The main characters gram began Dec.3, and is slated to  KOMO News Team and Air Patrol.
COLUMBIA in the fantasy are The Hawaiian continue through early ’85. Followup programs netted jammed
9 | | 17| &4 | PHILIPBALEY EASY LOVER Chief and his assistant Limu. Their phone lines, as listeners sought
roTe] task is to find a mysterious silver ~ ON THE AIR, IN THE AIR more first-hand information on this
10| 6 SRR JULIAN LENNON chalice hidden in locations through- KOMO Seattle (AC) still largely inaccessible form of
1 lwl7 | s | Tor0 == STRANGERINTOWN | ©Out the Hawaiian Islands.” Contact: Ken Kohl transportation. ROLLYE BORNSTEIN.
COLUMBIA ] Listeners are given hourly clues, Kicking off the Concorde Superson-
12| 16 | 15 | 7 | JOHNPARR NAUGHTY,NAUGHTY with the answers to the hourly ic Transport’s newest route, London
ATLANTIC . . . o
questions becoming increasingly ap-  to Seattle, local Seattle restaura-
13 PESEENESEINGRS  TRIUMPH SPELLSCAIND parent. The final winner and a guest
from each participating station will
HN CA & BEAVER BROWN BAND  TENDER YEARS k o Pe &
14 |12 | 10 | 8 | JQRSEFERTY receive round trip air fare to Hawaii
15 | 13 | 13 | ¢ | DEEPPURPLE PERFECT STRANGERS and six nights at one of the Shera-
at —  ton Hawaii hotels.
16 {1 | 6 | 11 | RODGER HODGSON HAD A DREAM Only one radio station in any giv-
—| en market will be given the rights to
NDERSTANDIN ; :
17| 8 | 8 | 1 | BOBSEGER & THE SILVER BULLET BAND UNDERSTANDING carmy the promation. Stations al-
[ 1813 || 2 | oon HENLEY SUNSET GRILL ready scheduled include KSET EI
l GEFFEN _ ) Paso, KBOX Little Rock, WBAL
19| 2 | 31 | 6 | DEEPPURPLE KNOCKING AT YOUR BACK DOOR giklvmﬁre'vvggr wag(t)tf tg:),].gh'
t = 0 as s, um-
20 |2 3% |3 | GHSRATAR DIAMIONDFIELD | s and KWG Stockton,
21 | 23 | 21 | g | EUROGLIDERS HEAVEN (MUST BE THERE) Written by Neil Harding, the con-
SO — | test is slated to debut early next
Z B i T | e aon was xS o 8
— _ ; ator, )
Blw|2|s| ¥ FRISIE N THETVIRE GF L0 cluding the programming of KHJ
YDRIPP ROCKIN' AT MIDNIGHT Los Angeles and KGB San Diego, =
[ 24 | 20 |16 | 1 _’191%%2" i the development of the “Cruisin’ % Cars And Drivers. Contestants in WYSP Philadelphia’s Cars promotion,
{ 25 | 29 | 35 | 4 | PLANET.P.PROJECT WHAT I SEE LP series, the syndicated “Elvis “Rambler Giveaway,” compare notes on their mileage estimates of air
MCA Presley Story,” “American Top 40”  personality Nick Danger (Steve Wednesday)'s pre-Cars concert cruise
2% | 3 2 gclg;‘\‘lggsa HIGH ON YOU and the San Diego Chicken. campaign. Shov.m f'rom left are WYSP's Ec_j Green, Elektra Rgcords' Robin
— — Dravitz, the station’s Mark Didia and Debbi Calton, contest winner John
| 27 |38 | 83 | B | i’ OGRAPH ] TURMLIE THE RADID CABBAGE PATCH DOLL AUCTION Almaida, Cars members Greg Hawkes and David Robinson, and WYSP's Marie
'28 | 8| 9 | o | REOSPEEDWAGON ) DO'WANNA KNOW WCCO Minneapolis LR
e . Contact: Jon Quick e
29 | 42 | 40 | 3 | REOSPEEDWAGON CAN'T FIGHT THIS FEELING Following the old adage, “Today’s
Christmas present becomes tomor-
KROKUS OUR LOVE .
;.32 24 [ 2 | 6 | arsma row’s garage sale bargain,” Iﬁ) s ’
31! a1 | a3 | 3 | LOSLOBOS DON'T WORRY BABY WCCO—just a year after people
A Dy SN BROS would stop at nothing short of mur-
32 | 35 | 46 | 3 | DAVID BOWIE TONIGHT der to obtain a Cabbage Patch |
Doll—is holding the “’CCO Cab- | 4
BRUCE COCKBURN IF | HAD A ROCKET LAUNCHER > g
3 NEWD GOLDEN MOUNTAIN/ASM bage Patch Auction For Kids,” run- | A D R IAN
M| 43| es | 3| L2 WIRE ning two weeks prior to Christmas.
e = A hundred new dolls have been
35|32 | u| 5 | BLivioo CATCH MY FALL donated by Coleco. Five dolls are
YDRIPP SEA OF LOV auctioned off each weekday (three
36 | 25 | 18| 9 | HOUCIDRIPPERS o FAOFLOVE during the Boone & Erickson 8 to
NEW JOHN FOGERTY OLD MAN DOWN THE ROAD 10 a.m. show and two in the Koscie-
i > T - Y lak/Russell 1 to 3 p.m. program), WORLD PREMIERE
HE CAR L IN
] B = /% “ROCK ME BABY”
139 | 31 | 26 | 8 | SCANDALFEATURING PATTY SMYTH B HANDS TIE_D— . c T l N I
40 | 46 | 47 | 3 | BRYANADAMS SUMMER OF 69’ fe- a .
41 | 22 | 20 | 15 | SURVIVOR ICAN'T HOLD BACK ONTHE
42 | 30 | 28 | s | FRANKIE GOES TOHOLLYWOOD TWO TRIBES | Tfr:at’s whatdyou'l‘l get DlC K C I_ ARK
! — when you advertise in
43 | 45 | — | 2 | MOLLYHATCHET STONE IN YOUR HEART ‘\.‘Ty“.“ WART NEW YE AR'S EVE
1 5 4 1\ Y
a9 N BAND AID DO THEY KNOW IT'S CHRISTMAS?
ewp | 02 I Ry . PARTY SHOW
45 | 7 | — | 2 | BRYANADAMS KIDS WANNA ROCK y*
46 | 38 | 38 | 11 | MOLLYHATCHET SATISFIEDMAN | ‘ ! DECEMBER 3],_ 1170 PM.
a7 | o | 2 | 8 | AC/oC JAIL BREAK the Billboard Classified.
ATLANTIC Call toll free (800) 223- .
48 2 | w0 | FEIRNOF INEED YOU TON'G“TT 7524, NY residents dial i S
49 | so | 39 | g | THEJLGEILS BAND CONCEALED WEAPONS (212) 764-7388. , v WRITER: MARK GADDIS
oY | WRENSONG PUBLISHING
50 | 48 | 37 | 7 | VANHALEN " HOTFORTEACHER | |
WARNER BROS, - —
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- Jeatured Programming

THE WORLDWIDE EFFORT to
alleviate the Ethiopian famine—
and, more specifically, Band Aid’s
“Do They Know It’s Christmas” sin-
gle—are getting an extra publicity
boost courtesy of the Radio Inter-
national-distributed “Rock Over
London” program. ‘““Rock Over
London” reporter Paul Cook re-
portedly obtained the only inter-
views with members of the all-star
group during the single’s recording
session and has collated them into a
10-minute piece featuring com-
ments from Sting, Culture Club
drummer Jon Moss and the tune’s
co-writers, Bob Geldof of the Boom-
town Rats and Midge Ure of Ultra-
VOX.

In addition to including the Band
Aid interview on this week’s “Rock
Over London” program, Radio In-
ternational has sent free copies of
the cassette to its 150 affiliates for
use at each station’s discretion.
Commenting on the generous pro-
motion, “Rock Over London” pro-
ducer Steven Saltzman says the
company footed the bill in order to
“maximize publicity for the song.
It’s the least we could do.”

CBS Radio Network's senior vice
president Dick Brescia takes the
helm of the Radio Network Assn.
Jan. 1. He succeeds ABC Radio
Networks topper Ed McLaughlin.
Brescia is joined on the board by
NBC Network senior vice president
Dick Penn as secretary/treasurer
and United Stations president Nick
Verbitsky as vice chairman.

JOAN COLLINS, leader of the
bitch brigade on tv’s nighttime soap
“Dynasty,” is making her health
and beauty tips available to us com-
mon folk starting next year. These
vital gems will come in the form of
60- to 90-second daily spots from
Eddie Kritzer Productions, (213)
656-6285. As creator and producer
of the original “Rockline” (now
syndicated through Global Satel-
lite Network) and other shows,
Kritzer can be trusted to keep the
show up to Joan's standards.
Those of you who’ve enjoyed
American Comedy Network’s
AT&T breakup spoof “Breaking Up
Is Hard On You” and the count-
down parody “Not The American
Top 40” will be happy to learn that
ACN'’s parent, Katz Broadcasting,
has extended its commitment to the
network on through 1986. Inaugu-
rated in June, 1983 as special fare
provider for Katz-owned outlets,
ACN has since broadened its affili-
ate roster to 60 stations with the
signing of KPOP Sacramento.

oN THE LOCAL LEVEL, New
York soul fans can tune to WNEW.-
FM Sunday (23) for a live broad-
cast of “La Bamba's Second Annual
Christmas Show.” Occuring at the
Count Basie Theatre in Red Bank,
N.J., the concert will feature come-
dian Joe Piscopo, recording artists
“Little”” Steven Van Zandt, Gary
U.S. Bonds and Darlene Love, and
unspecified members of Bruce
Springsteen’s E Street Band. Pro-
ceeds from the event are going to
the Foundation To Find And Protect
New Jersey’s Children.

KIM FREEMAN

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

Dec. 22-23, Frank Sinatra Jr.,
The Sounds Of Sinatra, Orange
Productions, two hours.

Dec. 23-28, Geoff Tate & Chris
DeGarmo of Queensryche, Metal-
shop, MJI Broadcasting, one hour.

Dec. 23, Elvis Costello, King
Biscuit Flower Hour, DIR/ABC
Redio Network, one hour.

Dec. 23-29, Kiss, Spinal Tap,
PFM’s Guest DJ, Radio Interna-
tional, one hour.

Dec. 24, Rush, Innerview, Inner-
View Radio Network, one hour.

Dec. 24, Paul McCartney, Rock-
line, Global Satellite Network, 90
minutes.

Dec. 24-30, Van Halen, Off The
Record, Westwood One, one hour.
Dec. 24-30, Carpenters, Part I,
Star Trak Profiles, Westwood One,

one hour.

Dec. 24-30, B.J. Thomas, Live
From Gilleys, Westwood One, one
hour,

Dec. 24-30, Kashif, Budweiser
Concert Hour, Westwood One, one
hour..

Dec. 24-30, Little Richard, Spe-
cial Edition, Westwood One, one
hour.

Dec. 24-30, Chet Atkins, Country
Closeup, Narwood Productions,
one hour. .

Dec. 28-30, Duran Duran, Super-
stars Rock Concerts, Westwood
One, 90 minutes.

Dec. 28-30, Chicago, Dick Clark’s.

Rock Roll & Remember, United
Stations, four hours.

Dec. 28-30, Jeanne Pruett, Solid
Gold Country, United Stations,
three hours.

Dec. 28-30, Guy Lombardo, The
Great Sounds, United Stations,
four hours.

Dec. 28-Jan. 4, Krokus, Metal-
shop, MJI Broadcasting, one hour.
Dec. 31-Jan. 6, Ricky Skaggs,
Country Closeup, Narwood Produc-

tions, one hour.

Dec. 31-Jan. 6, Bryan Adams,
Off The Record, Westwood One,
one hour.

Dec. 31-Jan. 6, Carpenters, Part
11, Star Trak Profiles, Westwood
One, one hour.

Jan. 4-11, Ratt, Metalshop, MJI
Broadcasting, one hour.

Jan. 7-13, Toto, Star Trak Pro-
files, Westwood One, one hour.

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

Call Jeff Serrette today
—(800) 223-7524 (NY
residents dial 212-
764-7388).
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ADULT CONTEMPORARY

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

Singles chart.

76 REPORTERS

FOREIGNER
1 WANT TO KNOW WHAT LOVE
IS

BARBRA STREISAND WITH KIM
CARNES
MAKE NO MISTAKE, HE'S MINE

WHAM FEATURING GEORGE
MICHAEL
CARELESS WHISPER

THE MANHATTAN TRANSFER
BABY COME BACK TO ME

NEIL DIAMOND
YOU MAKE ME FEEL LIKE
CHRISTMAS

WSKY Asheville, NC
WRMM Atlanta, GA
WSB-AM Atlanta, GA
KEY! Austin, TX

WBAL Baltimore, MD
WFBR Baltimore, MD
WAFB Baton Rouge, LA
WJBC Bloomington, IL
KBOI! Boise, ID
WBEN-AM Buffalo, NY
WGR Buffalo, NY
KTWO Casper, WY
WVAF  Charleston, WV
WBT Charlotte, NC
WCLR Chicago, IL
WYEN Chicago, IL
WKRC Cincinnati, OH
WLLY Cincinnati, OH
WMJI Cleveland, OH
WZZP Cleveland, OH
WTVN Columbus, OH
KMGC Dallas, TX
WLAD Danbury, CT
WHIO-AM Dayton, OH
KHOW Denver ,CO
KRNT Des Moines, IA
WOMC Detroit, M|
WRIE Erie, PA

WEIM Fitchburg, MA
WTIC-AM  Hartford, CT
WENS Indianapolis, IN
WSLI  Jackson, MS
WIVY  Jacksonville, FL
KMJJ Las Vegas, NV
KOST Los Angeles, CA
WHAS Louisville, KY
WRKA Louisville, KY
WMAZ Macon, GA
WIBA Madison, W|
WRVR Memphis, TN
WAIA Miami, FL

WISN Milwaukee, Wi
WTMJ Milwaukee, WI
WCCO Minneapolis, MN
WLTE Minneapolis, MN
KWAV Monterey, CA
WHHY Montgomery, AL
WLAC-FM Nashville, TN
WCTC New Brunswick, NJ
WPIX New York, NY
WWDE Norfolk, VA
KLTE Oklahoma City, OK
KOIL Omaha, NE

KKLT Phoenix, AZ

KOY Phoenix, AZ
WWSW Pittsburgh, PA
KEX Portland, OR

KGW Portiand, OR
WPRO-AM Providence, RI
WPTF Raleigh, NC
WRVA Richmond, VA
WHAM Rochester, NY
KQSW Rock Springs, WY
WSGW Saginaw, M
KSL Salt Lake City, UT
KFMB-AM San Diego, CA
KFMB-FM San Diego, CA
WGY Schenectady, NY
KIXl Seattie, WA

KKPL Spokone, WA
KSD St. Louis, MO
KKJO St.Joseph, MO
WIQt Tampa,FL
WWWM  Toledo, OH
KRAY Tulsa, OK

WLTT Washington, DC;:

14
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VSDA’s Gapital Chapter Sees Busy Year

BY EARL PAIGE

WASHINGTON The new year’s
home video rental legislation battle
comes into focus Jan. 28 when a
First Sale Doctrine seminar is
scheduled by the new Capital Chap-
ter dealer’s group. The local chapter
is bidding to become one of the
more aggressive and dynamic in the
country, claims president Tom Ray
of M.S. Video Distributing in Balti-
more. Of the close to a dozen new
chapters formed in the past few
months by the Video Software Deal-
ers Assn. (VSDA), none has stirred
as much interest as Capital Chapter,
representing the District of Colum-
bia, Maryland and Virginia. Ray
says that, in kicking off 1985 with
the first seminar devoted to the con-
troversial video legislation, the
chapter will remain innovative.
“We're the host chapter,” he says
of VSDA’s 1985 national conven-
tion, set for late August here.
Featured at the January seminar
will be founding VSDA president

Frank Barnako of McLean, Va.-
based Video Place, Michael Olivieri
of Vestron, and new VSDA lobbyist
Burton Wides.

Ray notes that the First Sale is-
sue has been in virtual limbo since
mid-summer and the start of the po-
litical campaign. But he says expec-
tations are that the Motion Picture
Assn. of America will renew its ef-
forts for changes in video rental
regulations,

With the formation of Capital
Chapter, VSDA now has a power
base in the nation’s capital, where
Wides and a second lobbyist, Philip
Dufour, work out of VSDA counsel
Charles Ruttenberg’s offices at
Arent, Fox, Kintner, Plotkin &
Kahn. VSDA has recently increased
its lobbying budget.

Ray acknowledges that some
VSDA leaders expressed concern
when the Capital Chapter was
formed in September with 150 peo-
ple present and named four commit-
tees, including one on legislation
and another on VSDA’s 1985 con-

The largest selection
of rock merchandise!
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vention. But, he says, the chapter is
not acting on its own; rather, it sees
a special role for itself in being so
close to Washington.

Ray also sees himself on a colli-
sion course with VSDA vice presi-
dent John Pough, the Santa Ana,
Calif. dealer who heads the chapter
bylaws committee.

Pough has announced that local
chapters cannot charge dues. But,
Ray says, ‘At some point soon, the
presidents of the various chapters
will have to meet with the national
officers. We are spending money
out of our pockets and cannot call
Cherry Hill [VSDA headquarters]
everytime we need $50 for some-
thing.

“We’re not talking of taking peo-
ple to the cleaners, but as a matter
of fact we are asking speakers to
fly in here all the way from the
West Coast [to appear on Capital
Chapter programs].”

(Counter Intelligence

A weekly column focusing on the concerns and suggestions of retailers.

ON LINE IN INDIANA: The Pittsburgh-based National Record Mart has been
testing an in-store telephone call-in service at its Indianapolis outlet.
Dubbed Music Phone, the subseription service supplies record stores with a
new prerecorded message every two days.

“We put a telephone answering machine in the’back of the store, and they
send us the tapes,” says National Record Mart advertising director Lance
Jones. The tapes, which carry snippets of interviews or profiles of rock art-
ists, also allow the store to add a 15-second drop-in commercial in the mid-
dle.

The store promotes the call-in number in radio and print ads, as well as
pamphlets distributed to the region’s schools. And although the store only
began to use the Music Phone in mid-November, Jones says it is getting a
lot of calls. “I think they’ve had appropriate artists for the targeted age
group,” he says, noting that Rod Stewart was a recent interview on the line.
The store’s drop-ins have focused on special sales on Prince and the Honey-
drippers.

Aside from the tapes themselves, Music Phone provides the store with
related promotional opportunities like autographed album contests. Jones
says that the arrangement has Music Phone mailing copies to the winners
after they are pulled from in-store drawings.

Care to take a listen? The message in the Indianapolis store is on (317)

897-3129.

BUCKIN' THE WINDY CITY TREND: In a market where music video hasn’t really

(Continued on page 28)

Big Year Seen for Michigan Wherehouse
Three-Unit Chain’s King Predicts $1.8 Mil 85 Gross

BY JOHN SIPPEL
LANSING, Mich. Long experi-
ence, market knowledge and atten-
tion to merchandising details have
helped Dennis King build up a small
three-unit chain here to the point
where he expects to gross $1.8 mil-
lion next year.

At 32, King is already a veteran
of 17 years in the retail record busi-
ness, and he claims that goal is at-
tainable even though it means a
10% increase over his 1984 gross es-
timates. As such, it would be a re-
cord total for his Michigan Where-
house Records stores.

Among the highlights of King’s
success is his sticking with records,
tapes and accessories when so many
contemporaries are adding video.
It's also noteworthy that he does all
this volume in three stores that to-
tal just 4,850 square feet.

The buck stops with King when
he philosophizes about the industry
and his part in it. “I just grew too
fast,” he says.

“When I split with my partner,
Arthur M. Armstrong, in 1982, I de-
cided to start right back at zero. I
wanted to understand my market,
the product, my staff and what the
stores represent. I tried to be cau-
tious, not relying on the past, but
sculpturing a new beginning. I re-
tailored each store individually.”

The three Michigan Wherehouses
are all within Lansing’s boundaries.
Each has its own personality, King
says, predicated on its clientele.

The 1,800 square foot store oppo-
site the 50,000-student Michigan
State Univ. is King’s superstore. In
September 1983, King moved there
from a 700 square foot location
nearby. He and Armstrong had
originally partnered in December,
1976 in a 350 square foot storefront,
which eventually doubled in size
when the neighboring tenant moved

from the strip center.

That original Michigan Where-
house grossed $500,000 in its first
12 months. King’s instant success
stems, he opines, from his work ex-
perience, which started at 15 in the
stockroom of Star Discount, a Lan-
sing retailer that used albums as a
loss leader to draw students.

“When I began with Star, they
had a 12-foot space, which did
$10,000 in records the year prior to
my coming and several years later
was doing $400,000,” King recalls.
King and Armstrong met at Star,
where King eventually became su-
pervisor of recorded product. Arm-
strong still operates a Michigan
Wherehouse store autonomously in
Ann Arbor.

“I couldn’t buck Star’s lowball
prices, so I tried to stock other al-
bums and catalog that I knew stu-
dents wanted,” King recalls. “I
bought an awful lot of cutouts at $1
by acts that were hot and sold them
for $2. That first year when we did
$500,000, I estimated we moved
over 150,000 albums.”

Hiring good, faithful people
helped his cause, too. Randy Myers
stayed seven years after King and

his wife, Leslee, found they needed
a third party for the 350 square
footer. Sandy MecCarty, too, re-
mained seven years, before she left
the industry to pursue a career in
another field. King maintains that
three employees can adequately
serve each store.

In September, 1978, a 1,500
square foot location in a strip center
opened in South Lansing. A third
bowed two years later in West Lan-
sing.

King buys centrally, assisted by
Pat Obyrne. He buys 80% of his
merchandise direct and the remain-
der from Kalamazoo one-stop Vinyl
Vendors. He specializes in imports
and uses six or eight different
sources across the country.

Michigan Wherehouses offer a
unique kind of belt-high browser,
created by King’s father-in-law,
Fred Wilkins, from white oak. Walls
and carpeting are earthtones, with
the accent on brown.

This year, King has found his big-
gest surge is Compact Disc. He fig-
ures his CD sales represent 15% to
18% of his gross these days, and he
expects to be stocking 2,500 CD ti-
tles early in 1985.

Coolin’ it in California. MCA recording group New Edition recently signed

autographs for more than 2,000 fans at the Wherehouse Records shop in
Baldwin Hills, Calif. Shown seated at the store are, from left, group members
Ralph Tresvant, Michael Bivins, Ricky Bell and Bobby Brown. Pictured standing
are, from left, MCA West Coast regional r&b promotion manager Louil Silas and
MCA Records vice president of black music Jhery! Busby.
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Twin Cities Market Gets GD-Only Store

Shop-Within-a-Shop ‘Established’in Northern Lights

BY FRED GOODMAN

NEW YORK Compact Disc pur-
chasers are getting special atten-
tion in the Minneapolis/St. Paul
market with the opening of CD Es-
tablishment, a CD-only shop-within-
a-shop in the Northern Lights re-
cord store.

Despite its location, CD Estab-
lishment is a separate business, co-
owned by Northern Lights and Min-
neapolis’ Eastside Distributing. The
appropriately compact 300 square
foot store stocks 2,000 titles, and is
set off by sliding doors.

Pointing out that the clientele is
different for the new shop than it is
for Northern Lights, co-owner Rob-
ert Simons of Eastside says the CD
shop resembles an audio sound
room, and is decorated to reflect the
high-tech disk line. ‘“Northern
Lights is your typical rough wood-
planked walls and floors,” he says.
“Qur store is carpeted, with a mod-

D.C. Safeway
Seeking New
Video Vendor

BY BILL HOLLAND

WASHINGTON Video rental cus-
tomers in the Washington area who
prefer to shop for movies at the su-
permarket have found themselves
having to stock up more on grapes
than tapes since a video vendor can-
celled its agreement with Safeway
stores here two months ago.

Safeway has not been able to con-
tract another video vendor since Oc-
tober. ‘““We’re looking,”’ says
Safeway spokesman Ernest Moore,
“but as of now, we haven’t come up
with anybody.”

The 16 local supermarkets in the
Washington/Maryland/Virginia
area who handled video movies
were renting up to 10,000 tapes a

week at $2.50 a day for customers |

who plunked down a $50 deposit.

The rentals were also available for |

$7.50 a day for customers without
credit cards. But no more.
Moore says that Video Theater

Inc., which had an arrangement |

with Safeway since last year, noti-
fied the chain in October that it was
pulling out.

Video Theater officials were un-
available for comment, but the com-
pany vice president for operations
has been quoted here as saying that
after Safeway took its share and
passed on labor costs for handling
the centers, “what was left for us
wasn’t very much.” Moore acknowl-
edges that labor costs had been a
problem with the operation.

Safeway stores in other areas
have not been affected by the move,
Moore points out. “They’re autono-
mous; they do their own thing,” he
says.

And the future? “Oh, it was a suc-
cess,” he says, “so we'd like to be-
gin renting them again, but until we
find somebody else, we don’t know
when it’ll happen.”

ACTIONMART

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

ern, gray motif. It feels like a sepa-
rate store, and I think the CD cus-
tomers respond well to that.”

Titles are displayed out of their
clam shell or cardboard 6-by-12s,
with the artwork inserted into the
jewel box and the disk ::self kept be-
hind the counter. “People can flip
through them like albums this
way,” says Simons.

A full catalog store, CD Estab-
lishment bowed Dec. 1 with an ap-
proximate 50/50 split between clas-
sical and pop titles. Simons says the
store offers both domestic and im-
ported titles, adding that manage-
ment is “very careful” about which
imports they handle.

“We only have obscure classical
labels,” he says, adding that his
Eastside Distributing no longer im-
ports CBS titles from abroad. “Most
of the other majors have released
all of their significant CD titles
here,” he adds.

Simon says that the shop’s clien-
tele extends beyond the Northern

Lights traffic. That shop, which spe-

The

Billy idol

‘u “ YENTERPRISES, INC.

ROCK 'N' ROLL PLACE!

Kiss

cializes in rock, doesn’t stock classi-
cal titles, while CD Establishment
has been actively pursuing the mar-
ket. Simon reports a good response
to ads placed in the Minnesota Pub-
lic Radio program guide, and says
the store will be advertising Denon,
Telarc and PolyGram Classics titles
in the Minnesota Orchestra’s pro-
grams.

Noting that sales have been
about twice what he expected for
the store, Simon foresees the CD-
only store becoming a more com-
mon occurrence. “Judging from the
response we've gotten, I think it's
possible and likely that we will see
CD-only stores with regularity,” he
says.

However, it will not be Simon who
opens them, at least not in the im-
mediate future. Aside from operat-
ing Eastside, he is a partner in the
newly formed Ryko Disc CD label,
and will soon be bowing a new mail-
order CD outfit with an 8¢0 number
for ordering. “At this point I've kind
of got my hands full,” he says.

Duran Duran

Your connection for the largest selection of
fully licensed Rock 'n Roll merchandise.

FRosters ¢ buttons * calendars ¢ pins < bumper stickers * decals
headgbands « bandanas ¢ tapestries * mirrors « lights = incense « leather

Super Selection * Super Service

CALL TODAY 1.800-2216730 In New York Call: 718-441.5500
Funky Enterprises, inc. 132-05 Atiantic Ave., Richmond Hill, NY 11418

Turtle Tiptoes Into Tuscaloosa. The Georgia-based Turtles chain recently
expanded into the Alabama market with stores in Birmingham and Tuscaloosa.
Promotions coordinator Robin Edeiman gets a hug from the chain’s namesake
during a store opening extravaganza which also featured top 20 albums at $5.99
and a dollar-days sale on singles and blank tapes.

The famous recording
company of the 40’s, 50’s, and
early 60’s still ships those
ORIGINAL RECORDINGS
by the
ORIGINAL HIT ARTISTS.
Cash in on the constant demand for
Specialty’s Little Richard, Larry Williams,
Lloyd Price, Sam Cooke’s Gospel, Soul
Stirrers, Pilgrim Travelers, etc. by con-
tacting me.

Joey Mattia

Specialty Records, Inc.
8300 Santa Monica Blvd. Los Angeles, CA 90069

Phone (213) 656-7711

Nippon Columba Co., Ltd., 14-14, 4-Chome, Akasaka, Minato-ku, Tokyo. 107 japan

Our entire catalog now available on cassette.

Denon America, Inc., 27 Law Drive, Fairfield, N.J., 07006
Audio Market Sales, 633 Main St., Miiton, Ont. LST 3J2 Canada
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Fateful Day. Heavy metal outfit Mercyful Fate's King Diamond, left, and Timi
Hansen recently signed copies of their album “Don’t Break the Oath” at
Toronto's The Record Peddier. The band's recordings are available through

Attic in Canada and Important in the U.S.

KENNY ROGERS

BLANK & PRE-PRINTED
CUSTOM OR PROMOTIONAL

800/648 - 0958

GOPHER PROOUCTS CORP
2201 Lockheed Way
Carson City, Nev 89701

Original Quality Glossy
PRINTS
FOR PENNIES

B&W or full
color

For FANS &
PROMO

made from
print or
negative

Write for brochures & samples

MASS PHOTO

COMPANY

1315-8 Waugh, Houston TX 77019

/NMOMNG

RECORD, €D And

serving dealers from coast-to-coast

LARGEST INVENTORY OF ANY DISTRIBUTOR:
we stock Beta as well as VHS. Immediate
delivery on all products. Jazz, Classical, Pop

Large selection and extra profits

WE OFFER OUR CUSTOMERS THE FOLLOWING
SERVICES: «Daily Specials «Product Information
sExport Division eOne-Stop
Distribution sMonthly Newsletter on Our

by Phone
Specials

SUFE | o ERS cos*;
DUL EA MOVIES AND
coMPACT DISCS.

5% OFF

PLEASE SEND ME FREE VIDEO CATALOG

OR CALL TOLL-FPEEI.BMZZI.slgl IN NEW YORK CALL: (212 2330747

NAME
TITLE
COMPANY
88
jgSSSaSEESEENESEEROEEEREESEREEES

15 PARK ROW, NEW YORK CITY, NEW YORK, 11038

BIGC APPLE ENTERTAINMENT: A leading
distributor of home entertainmnet products

=
ON ALL |

[ ]
[ ]
PLEASE SEND ME FREE RECORD &TAPE CATALOG B
[ ]
[ ]
[ ]
TELEPHONE :
ADDRESS [ ]
CITY ]
[ ]
STATE 2P 8
[]

Technological Advances Eyed

Publishers Forum Studies Print Market

NEW YORK Music print retailers,
while looking with a positive eye at
this product line, want more help
from the industry to keep things
humming.

This is the view of Bernice Ash,
vice president of Sam Ash Stores,
who maintains that late deliveries
of matching folios of chart hits and
poor advertising are inhibiting
growth factors. Ash made her views
known at a meeting here Dec. 4
sponsored by the National Music
Publishers Assn’s Music Publishers
Forum. The topic was “How To
Make Money In Print.”

The panelists agreed that comput-
ers will dramatically change the
way in which publishers, dealers
and jobbers will work together, pro-
viding rapid communication and de-

livery of product. New marketing
approaches include poster-included
single sheets and helping standard
repertoire along with simple ar-
rangements to suit adult students,
choirs and clubs.

Panelist Arnold Broido, president
of Theodore Presser Co., noted that
the Music Publishers Assn. of the
U.S., the trade association for stan-
dard, concert and educational pub-
lishers, is working in conjunction
with the Music Librarians Assn.,
jobbers and publishers, among oth-
ers, to establish an international
system of music numbering. In ad-
dition, the MPA is preparing a mi-
crofilm catalog of all sheet music
currently available in the U.S. to en-
able music stores here and abroad
to rapidly identify available titles.

In addition to Ash and Broido,
other panelists included Mary Bult-
man, director of publications for
Hal Leonard Publishing, Ronny
Schiff, creative director for Cherry
Lane Music; Daniel Gendason, exec-
utive vice president of Belwin-Mills;
Aida Gurwicz, vice president of
marketing for Carl Fischer; and
Alan L. Shulman, of the New York
law firm of Silverman & Shulman.

Shulman, whose firm is special
counsel to NMPA in print infringe-
ment matters, suggested that fu-
ture technology may provide a way
to prevent photocopying of sheet
music. He claimed that more than
$25 million a year in choral musie
alone is lost to illegal copying.

JR’s Opens Second Michigan Store

BY MOIRA McCORMICK

CHICAGO JR’s Music Shop has
continued its out-of-state expansion
with the opening of its second Mich-
igan-based store. The 2,600 square
foot unit, located at the Woodland
Mall in Grand Rapids, opened Nov.
19.

The Chicago-based chain’s 21st
store joins the four-month-old JR’s
in Ann Arbor as the company’s first
Michigan properties. There are four
JR’s in Wisconsin and one in Indi-
ana as well, according to Dan Ken-
nedy, co-owner with brother Bob of
the JR’s/Oranges chain, who adds
that a new Chicago-area Oranges
(JR’s budget-priced sister chain) is

expected to open this month.

Kennedy says a tie-in with real es-
tate developer Taubman & Co. has
aided JR’s forays out of state.
“We're in several of their malls al-
ready,” he explains. “We've formed
a relationship to the effect that they
let us know when they’re construct-
ing another.”

Kennedy finds doing business
outside of Illinois can be costly, but
he says it pays off in the long run.
“You have to deal with state tax in-
creases and extra traveling,” he
points out. “But it means that, for
instance, we’ve been able to capture
a large percentage of the market in
Milwaukee.”

Competition for area dollars, he

adds, comes primarily from Music-
land outlets, as well as from Record
Town in Ann Arbor’s Briarwood
mall.

According to Kennedy, Compact
Disc sales for the chain have risen
sharply in the last six months.
‘“Ever since the price reductions,
they've really started to take off,”
he describes. ““CDs are now ac-
counting for close to 5% of overall
volume.” JR’s/Oranges stores gen-
erally stock 200 CD titles each, he
says.

In addition, Kennedy says,
“We're starting to bring in music
video. We plan on stocking mostly
hot product; we won’t be a catalog
store.”

Licorice Learns To Sweeten Service

Store Managers View ‘Pursuit of Excellence’ Video

LOS ANGELES In a novel use of
an industrial motivation video-
cassette, Licorice Pizza here and
CBS recently combined to develop a
program for the chain’s annual
Christmas business planning semi-
nar. The video drives home a num-
ber of principles aimed at improving
customer service.

Addressing 100 assembled Lico-
rice Pizza store managers and assis-
tant managers, Patrick Powers,
lead instructor for CBS’s School of
Management, identified the indus-
trial video, “Toward Excellence,” as
having particular application for
people dealing with the public.

. bought, rented,
hired, whatever you need,
we’ll tell the world in

=3

=

BILLBOARD C FIED ADVERTISING SECTION

Call Jeff Serrette today
—(800) 223-7524 (NY
residents dial 212-
764-7388).

“You people have to go back to
your stores and motivate staff deal-
ing with the public all day long, not
always under the most ideal circum-
stances and involving people who
are not always pleasant,” Powers
said.

Powers, who said he visited two
different units of the 34-store chain,
acknowledged that he found good
examples of customer service al-
ready being employed. Explaining
that the video, based on the best-
selling book by Thomas J. Peters
and Robert Waterman, “In Search
Of Excellence,”” is used at the
School of Management, Powers em-
phasized a basic tenet he called
“Stick to your knitting.”

According to Powers, successful
companies do best when manage-
ment develops goals around con-
cepts and orientation “already in
place inside the company.” In the
case of Licorice Pizza, where cus-
tomer service is heavnly stressed,
further achievement of excellence is
easier, he said.

Particularly effective for Lico-
rice’s group was Peters’ anecdote
about a wine stdére where a clerk
awarded Peters for his patience and
apologized for a long wait in line by
popping a piece of candy in his bag.
“That store bought my loyalty for
life with a two-cent piece of candy,”
he said.

Later, in winding up CBS’s pro-
gram for the manager seminar, lo-
cal CBS branch manager Rich Ku-

dola brought out a piece of licorice
candy. The chain has recently start-
ed making licorice candy available
on its store counters in a move that
management maintains recaptures
some of the. 15-year-old firm’s per-
sonality.

Other principles about “doing the
little things” that Peters drives
home include his point on how Frito-
Lay has differentiated itself in pota-
to chips, a field where he claims it
ought to be hard to stand out. “Here
you have Frito Lay with an 80%
share because they have 10,000 lit-
tle white trucks running all over the
place. They service mom-and-pops
just the same way they do the
chalns they own and display
space.”

Among the 43 corporations ana-
lyzed by Peters, IBM in particular is
singled out. “We never found any-
one ever saying anything nice about
IBM’s machines,” Peters says.
“What customers talk about is that
29 service technicians landed by
parachutes and had it back running
by dawn—lt's always by dawn, dra-
matic.”

Success, points out Peters for his
video audlences isn’t totally depen-
dent on the httle things. “You can’t
sell Junk just by smiling. We're as-
suming you are not at the crummy
end of your market.” However,
with everything being equal, Peters
contends, “You can steal any mar-
ket in the U.S. by stressing custom-
er service.” EARL PAIGE
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Symbols for formats are a=Beta, FILMS
e v=VHS, ¢=CED and &=LV.

Where apphcable, the suggested THE BELFAST ASSASSIN
list price of each title is given, Derek Thompson

— — = MOZART AW Prism Entertainment 3002/$49.95
2 OAK RIDGE BOYS Piano Concerto No. 19 otherwise, “No List” or “Rental” . ¢
ALBUMS g el | ke By, PRy Bt/ 17 is indicated. (Continued on page 46)
CA MCAC2-6946 (2)/39.98 Chamber Orchestra - > I
= === JAZZ CD CBS MK 33064/n0 list
The following configuration ab- CLAYTON, STEVE & DEREK SMITH e
breviations are used: LP—album,;  Inner Spark Soloists/Vienna State Opera
EP—extended play;, CA—cassette;,  LP Sovereign S0V-500/38.98 Orch. & Chorus
NA—price not available. Multiple SOUNDTRACK €D CBS M2K 39160/n0 fist
records and/or tapes in a set ap- REO SPEEDWAGON
Ta: VARIOUS ARTISTS Wheels Are Turnin’
pear within parentheses follow- Night Of The Comet e L o
ing the manufacturer number. Original Soundtrack
. f LP Macola MRC 0900/$8.98 STREISAND, BARBRA
POPULAH AHT'STS CA MRC CC 0900/$8.98 Emotion
CD CBS CK 39480/no list
DEMETRI & HIS BIG BAND SILVERWARE
Another Place Setting COMPACT DISC VARIOUS ARTISTS
LP Klavier K53615/$7.95 BERLIOZ & DEBUSSY
Nuits D’Ete, La Damoiselle Elue Metropolis
IN SYNC Frederica von Stade/Boston Original Motion Picture Soundtrack
SFnE Or Swim Symphony Orchestra €D CBS CK39526/no list
LP Silver Seven SSR700/$8.98 CD CBS MK 39098/no list )

CA SSR700/$8.98
HAGGARD, MERLE To get your company’s new releases listed,
BLACK His Epic Hits-The First Eleven | either send release sheets or else type the
CD CBS EK 39545/n0 list information in the above format on your

EGYPTIAN LOVER

On The Nile HANOCK, HERBIE Iet_terhead. Please mg:lude suggested list

Wi e DMSRI0663/$8.98 Sound System | price whenever possible. Send to Linda

CA DMSRCC 0663/$5.98 CD CBS CK 39478/no list | Moleski, Biliboard, 1515 Broadway, New
York, N.Y. 10036.

HOUSTON, THELMA MANGIONE, CHUCK

Qualifying Heat Disguise

LP MCA MCA-5527/$8.98 CD CBS CK 39479/no list HOME VIDEO
COUNTRY MARSALIS, WYNTON . B

Hot House Flowers

OAK RIDGE BOYS /no li
The Oak Ridge Boys Have Arrived/Y'all e L _ m— 1k ) -
Come Back Saloon McCARTNEY, PAUL ‘
CA MCA MCACZ2-6947 (2)/$9.98 lees My RegardsITo Broad Street
CD CBS CK 39613/no llst =
I WHO CAN MAKE A MORE DIGITAL-READY TAPE THAN THE COMPANY
FOR WEEK ENDING DECEMBER 22, 1984 THAT INVENTED PCM PECORDING IN THE ARST PLACE?
. . . . ) When other comaanies talk abou: te mg digital material than any Compeny in the world. it is
% :E‘,’;’g;:,%,";;j?;o?;,'}".?,";2,",‘;’,’1:232,";‘;‘5,';‘,; e e e “digital-ready,” remember that Denon i the Ccmgeny only na-ura that Denon simultaeously developed the
by any means, electronic, mechanical, photocopying, recording, or otherwise, that also builds professional digital studic tape cassetz2 formulation most suitadle for n-aking
without the prior written permission of the publisher [ recorders and is credited for having inve;22d the PCM digital- o-analog recordings. Thz formulation is Denon
recording process in 1972. Denon has recorded rore DX-8. The ultimate non-metal @ssette “ape.
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Deman Amesica. Inc, 27 Law Jrwe, Satheid N 07006 201 5757810
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IV

by Fave Zuckerman

A weekly column focusing on

| hardware and software develop-
ments in the home computer in-
dustry.

| INTERACTIVE PICTURE SYS-
TEMS (IPS), a leading computer
software design group, has re-
ceived an unprecedented $1 million

Electronies Arts and is said to be
negotiating with Epyx. but won’t
comment on any equity arrange-
ments.

IPS rose to fame with the rollout
of “Paint” and “Movie Maker” in
1982. Its co-founder Eric Podietz
recently devised a software au-
thoring system which greatly in-

Spinnaker gives designer IPS
an unprecedented $1 million advance

advance from Boston’s Spinnaker
Software to develop 10 educational
programs by 1986.

According to David Seuss, presi-
dent of Spinnaker, the $1 million
outlay “confirms our faith in the
growing market.” But sources,
who asked not to be identified, say
| they fear that the Boston company

is inflating the development costs

for software. Spinnaker already

boasts of seven product lines, in-

cluding 10-plus titles for its Trilli-

um and Fisher-Price brand-name
| product.

Guy Nouri, a creative force be-
hind IPS, contends that his compa-
ny requires million-dollar funding
to turn out quality software. He is
currently developing product for

creases the creation of interactive,
animated software. “Prior to this
new system, all parts of a program
were designed separately and had
to be fit together like the pieces of
a jigsaw puzzle,” says a spokes-
woman for the New York firm.

INCOMPATIBILITY ABOUNDS:
By mid-1985, at least two new
home computer systems will
emerge in the high technology re-
tail marketplace, each demanding
a new set of software. The pros-
pect of designing products for two
new computers—one being Com-
modore’s newly acquired Amiga
and the other coming from Atari—
has most computer software mak-
ers calling for compatibility.

Your Order

FREE

| If not shipped within 36 hours

Here's why more retailers order from

mz L7D

“"We Are The Competition”

8700 Capital ® Oak Park, Ml 48237
800-521-5946 313-541-1140

1] 2] 3] 4]

At Least Personalized Over 3000 Competitive
90% Fill  Professional Rock & Roll Prices
Rate Service AND Other

High Profit

Products

Call for Catalog & Free Gift
Z

I

“It’s disappointing to see a new

standard. But these are awfully |

big companies developing the new
systems, and they need to be taken
seriously,” notes Ken Williams.
president of Sierra On-Line. It
has not yet been decided if Sierra
On-Line will design product for ei-
ther machine, Williams contends—
adding, however, that he has met
with both companies.

Also taking the new systems se-
riously is Electronic Arts, which is
said to be converting several top-
selling titles to run on the still-un-
named Commodore/Amiga ma-

chine. “We believe that both [the |

Atari and Commodore systems]
are the next generation or home
computers,” says Bing Gordon. di-
rector of marketing for the San
Mateo, Calif. firm. “I think that
next Christmas will see these ma-
chines pop.”

Before designing software for
computer hardware, software de-
veloper Don Remer, president of
Island Graphics, says he usually
negotiates advance money, some-
times netting as much as $500,000.
He explains: “The industry is very
volatile. We are not set up to go di-
rect to retail, so we design soft-
ware for hardware manufacturers

(Continued on page 82)

ExSell Offers
Dealer’s Sales Kit

NEW YORK ExSell Marketing,
the Cary, N.C.-based tape and ac-
cessory wholesaler, is offering a
dealer’s sales kit to retailers. The
two-part kit features a buyer’s
guide and dealer price schedule
which allows retailers to take con-
sumer orders on a broad range of
audio and video products while
stocking a limited inventory.

The 42-page guide contains only
suggested retail prices, and is writ-
ten in language directed at the con-
sumer. A complete dealer price
schedule is included under separate
cover for ordering.

The entire kit is available free
upon request from ExSell Market-
ing, P.O. Box 340, Cary, N.C. 27511.
The telephone number is (919) 467-
8121.

DIVIDER CARDS

ALL SIZES AVAILABLE

Direct from Manufacturer
Call or Write
Sam Lempert

(212) 782-2322
109 So. 5th Street, Brooklyn. N.Y 1121}

AL-LEN CUTTING CO
Special Volume Rates
We Buy Used and

Obsolete Cards

I IR RV ST PSS T TP R R

COUNTER INTELLIGENCE

(Continued from page 24)

caught fire yet, Dan Kennedy says 28-unit JR’s Music/Oranges in Chicago
i1s aiming to have the product “on an ongoing basis now.” He says “Purple
Rain” was the first music video to go chainwide, “and we did 30 pieces per
store average over Thanksgiving weekend.” The Rolling Stones’ “Rewind”
and both the Dio and Madonna videos are now being stocked, even though
Kennedy says the Cars video didn’t do that well.

Kennedy’s sentiments are mild compared to those of Carl Rosenbaum of
Flip Side, who told delegates at the NARM retail/manufacturers advisory
conclave this fall that music video has bombed in Flip Side’s 10 units, de-
spite the chain going all out in rental. Yet JR’s is still poking along in video
rental, testing in one Oranges down the street from the headquarters.

Rosenbaum had told fellow delegates he feared the Flip Side chain had
put too many titles in, and chided the labels for some of their releases.
“When you get a brand new release on video and it’s a Kinks album that’s
six years old,” he said, “it’s hard to get your customers excited.”

ALL SYSTEMS 60: Spec’s Music in Miami, in the midst of a five-concert trip
sweepstakes (Billboard, Dec. 15), didn’t hit a snag, reports general manag-
er Joe Andrules, with its first one out of the box being the Jacksons “Vie-
tory“ tour event. With Bruce Springsteen, Hall & Oates, Prince and then
the MTV New Year’s bash featuring Bryan Adams coming one after anoth-
er, Andrules watches his masterpiece anxiously. “We pull 12 names, one
from each store, and the winner is picked at (radio station) Y-100"" he says.
Business chainwide is up around 15% over last year, Andrules says. A
Thanksgiving storm in one area affected a couple of stores. “Considering
that storm,” he says, “that we remained even with a year ago is a miracle.”
Edited by FRED GOODMAN
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GREAT FOOD
OPEN 24 HOURS
LARRY PARKER'’S

1 2888880808808 RRRRRdad R B B R E R

Parker's limo service—the finest in limo luxury. Service so unique. it
makes all else seem obsolete. We will send our stretch imo 1o your stu-
dios 24 hours a day tor food deliveries or to transport your group

anywhere @ w

206 S. Beverly Dr. at Charleville, Beverly Hills, CA ¢ (213) 274-5658
4676 Admiralty Way, Marina Del Rey, CA ¢ (213) 823-6615

Telephones at Each Dining Booth
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Copyrite Distributing'

3220 Dixie Highway Erlanger, Ky. 41018

(800) 354-9729
(606) 341-7580

NEW
VI$SION$
FOR

THE
MU$IC
INDU$TRY

Miles Ingram

Marty Stonely
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DO THEY KNOW 1§
CHRISTHMAS?

A 30 minute video including footage shot on the
day the single was recorded, messages from stars
unable to attend the session and the full length
promo video made to go with the hit single.

BAND AID are (in alphabetical order):—

Bananarama (Keren, Sarah, Siobhan) « Big Country * The
Boomtfown Rats (Pete Briquette, Simon Crowe, Bob Geldof,
Johnny Fingers) * David Bowie < Phil Collins * Culture Club
(Boy George, Jon Moss) * Duran Duran (Simon Le Bon,
Nick Rhodes, John Taylor, Roger Taylor) « Frankie Goes To
Hollywood (Holly Johnson) « Heaven 17 (Glen Gregory,
Martin Ware) * Trevor Horn + Kool and the Gang (Robert Bell,
James Taylor, Dennis Thomas) * Marilyn « Paul McCartney
Police (Sting) * Nigel Planer + Spandau Ballet (Tony Hadley,
John Keeble, Gary Kemp, Martin Kemp, Steve Norman)
Status Quo (Rick Parfitt, Francis Rossi) < Style Council

(Paul Weller) = U2 (Bono, Adam Clayton) « Ultravox (Chris
Cross, Midge Ure) < Jody Watley « Wham (George Michael)
Paula Yates < Paul Young * and many more...

The following individuals and companies have given their time and facilities
to produce and manufacture this video documentary:
A.A. Leidecker & Assoc. « Bell & Howell/Columbia Pictures Video Service

Benchmark Graphics + Bennett Data Forms - Candid Litho  Danbury Printing & The video will be sold ot o suggested retail price of $9.95. All major wholesalers
Litho « Bob Frymire Productions + The Hub Graphics Corporation * H-Y Photo are donating their services in order to allow this money to flow directly into
Service * Moxell Corporation of America + Mitsui & Co. (USA) Inc.  Rogers & the trust fund. We ask you, the video retailer, to join this industry-wide
Cowan, Inc. - Shorewood Packaging Corporation « Sony Tape Sales « Technicolor effort.
Video Cassette Inc. « 3M Corporation * Tribeca Graphics Inc. » VCA Teletronics
Vestron Video « VTR Duplication Center Ltd. * any many more... ;D: ]:':!ey Know It’s Christmas?"—The story of the official Band

id video.
The following Irade publicafions have donated free advertising space: VHS: VAD99S; Beta: VB099S; 30 minutes. Availabl in Hi-Fi VHS and Beta HicF.

Billboard, Cashbox, Video Insider.

Order now from your Vestron Video wholesaler.
Vestron Video is marketing and distributing the video without profit. National Release Date: December 18, 1984

All the proceeds and royalties from the video go into a trust fund which will FEED THE WORLD—BUY THIS VIDEO

be used in 1985 to send shipments of medicine and supplies to the famine
victims of Ethiopia.

In addition, you and your customers can make contributions on behalf of
The Ethiopian Relief Fund directly to:

The Band Aid Trust,
¢/o Stoy Hoyward & Company,
F— [Hli=lF7 Chartered Accountants,
V ommane | S1ERFO Beta 54 Baker Street,
Ay VHS] TRl London W1.

This ad space donated by Billboard.
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KING'S QUEST
2 Entertainment

“King’s Quest,” distributed by
Sierra On-Line, is one of the few
home entertainment software
packages developed in conjunc-
tion with IBM’s now-defunct en-
tertainment/educational com-
puter unit. According to the the
title’s author Roberta Williams,
IBM asked her to design a pro-
gram for what is now called the
PCjr, one year before the ma-
chine’s launch.

“IBM requested an entertain-
ment software product that was
replayable for a new machine
that had 128K [of memory].
That was all the direction I re-
ceived from the company,” Wil-
liams recalls. “When I found out
what [PCjr] could do, I was real-
ly excited. No other machines
had such capabilities then.”

PCjr contains 16 colors,
“good’” sound and a lot of memo-
ry, as Williams describes it. It
also simulates 3D graphics,
which she says gave a “feeling
of depth.” “I could develop what
appeared to be animation,” she
says.

As for the replayability factor,
Williams says that she wrote in
multiple solutions for the adven-
ture-strategy game. Hence it al-
lows users to branch off in dif-
ferent directions, depending on
choices made during game play.
She estimates that the adventure
game can be played about four
times.
~ “King’s Quest’ is themed
around a fictitious kingdom that
has become weakened due to the
loss of three magical items. The
object of the game is to retrieve
those items.

Williams admits that the sce-
nario is “weak,” but she explains
that “IBM needed product quick-
ly. I focused more on playability
and continuity than on a story
line. Ironically, they [IBM] dis-
mantled the home software
unit.”” The computer giant even-
tually released “King’s Quest”
in June for its PC and PCjr sys-
tems.

Sierra On-Line rolled out the
Apple version in November. IBM
is believed to have sold close to
50,000 “King’s Quest” packages,
while Sierra On-Line reports
that it has shipped nearly 30,000
copies for Apple computers.
‘“King’s Quest” sells for
$40. FAYE ZUCKERMAN
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$ Compiled from national retail store sales reports. g =
/L ] ° @
*
/&)L | = -] 8
/)8 Ble| o | E IS 2| s
/&5 /o , el 8| 8 S E 28| a g
L/ZT/&/ TTLE Publisher Remarks n|<| < |o|®[ZF)F|o
1 1 | 49 | FLIGHT SIMULATORII Sublogic Simulation Pack: ge ° ° )
2 | 18] 6 | KING'SQUEST Sierra On-Line Adventure Game ° °
3 5 | 57 FLIGHT SIMULATOR Microsoft Simulation Packz ge °
4 3|63 EXODUS:ULTIMA I} Origins Systems Inc. Fantasy Role-Plasing Game ° ° ® ®
91 2 | 19| SARGON{N Hayden Chess Program ° °
. The zany spies from MAD Magazine star in an action
6| 8| 2 | SPYVS.SPY First Star e e e o | o °
7 7 | 11| ZORKI Infocom Fantasy Adventu-e Strategy Game ° ) ) ) ) ) )
[ )
=z 8 | 6 | 29 | SUMMERGAMES Epyx Arcade Style Sparts Game ° ° ) )
]
E 9 | 11 | 13 | RAIDOVERMOSCOW Access Strategy Game B )
E 10| 4 9 SARGON i Hayden Chess Program o |ox |on O
< T WO COSTOUSTaT e Y STapr e
11| 17 GHOSTBUSTERS Activision build a franchise and avert a ghostly disaster of biblical )
proportions brewing in New York City
JULIUS ERVING AND LARRY .
E 12 [ REENTRY | gion G0 ONE-ON-ONE Electronic Arts Arcade-Style Sprts Game o |0 | e
E 13| 9 | 7 | SEVENCITIESOF GOLD Electronic Arts Adventure Strategy Game o oo |0
14 | NEW) | LODERUNNER Broderbund Arcade-Style Gare ° °
15| 14 | 12 | ARCHON I{: ADEPT Electronic Arts Strategy Arcade 3ame ° °
16 | NEWD> | ARCHONI (ELECTRONIC ART) Electronic Art Strategy Arcade 3ame ) ) °
17 15| 8 CUT THROATS Infocom Action Role Playi1g Game ° ° ) ) )
18 19| 5 TRIVIA Mirage Concepts TriviaGame ®
STAR LEAGUE BASEBALL
19 | NEWD (GAME STAR) Game Star Arcade Style Garme °
20 | 20 | 63 | WIZARDRY Sir-Tech Fantasy Role-Pla=ing Game °
Educational prog-am that teaches touch typing to ages 7
1 1 64 | NEWIMPROVED MASTER TYPE Scarborough to adult in an exciting video game format in 18 different ® |00 |00 | @ ®
lessons.
. Interactive music composition and learning tool enables
2 3 5 MUSIC CONSTRUCTION SET Electronic Arts user to work witha iibrary of music or compose own. L4 L4 L4
Contains over 600 problems in addition, subtraction,
3 2 [1) MATH BLASTER! Davidson & Associates multiplication, division, fractions and decimals for ° ° °
students ages 6 through 1 2, with a game at the end.
. Program That Develops Speed, and shows progress
g 4 | 5|12 | TYPINGTUTORIN Simon & Schuster inTyping Speed and Accuracy. ° o (e
(]
: 5 4 1 MASTERING THE SAT CBS Egau::nonal Prog-am designed to help prepare for the SAT ° ° ° °
o Educational Prog-am designed to help children ages3 to 6
2 6 7 | 12 | STICKYBEARS ABC Xerox Education in Ieahrning the alp habet. Program includes games that ° ) )
teach.
Wl Designed for stucents, grades 4 - 12, to teach new words,
Vi 9 19 [ WORDATTACK! Davidson & Associates  their meanings ard their usages in an interesting and ® ° ®
exciting way.
8¢ 6 5 | SAMPLE SAT Hayden Sample Test Module ° ) ° )
Program that allaws children to create, play and save
9 | 10 5 MUSIC COMPOSER Commodore tunes. Simulates 3 instruments, notes appear on screen. .
Child plays keybaard like a piano.
. An educational gz me designed to teach people aged 7 to
10| 8 7 FRACTION FEVER Spinaker adult about fractions. ) * * )
1 1 | 22 | PRINTSHOP Broderbund At Home Print Shep °
E 2 2 | 244 | PAPERCLIP Batteries Included Word Processing ackage o
g 3 7 64 PFS: FILE Software Publishing Information Management System [ ] o o
‘Ig 4 | 8 | 22 { easyscripT Commodore Word Processing >ackage °
; 5| 4 BANK STREET WRITER Broderbund Word Processing 2ackage o | o |0 e
§ 6 3 DOLLARS AND SENSE Monogram Home Financial Package ° ® e |
" 7 5 3 1-2-3L0TUS Lotus inc. Programming Language ®
Business oriented program designed to help set up
g 8 | REENTRY | GENERALLEDGER Commodore S e T °
19 6 5 NET WORTH Scarborough System  Designed to manage personal finances. ° ° ° °
PV Designed as an idea processor. Used in creating and
10| 9 6 | THINK TANK Living Video Texts e e ° °

i 4, Billboard Publications, Inc. No part of this publication may be reproduced, stored in any retrieval system, or transmitted, in
mﬂﬂt’ ;3 :ny means, electronic, mechanical, photocopying, recording, or otherwise, without the prior written permission of the publisher.
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Helpful Hype. Sight & Sound Distributors, a home video wholesaler, tries to
boost its sales by helping retailers move product. One campaign featured a
birthday cake for the feature *'Sixteen Candles,” left, and a contest. Dan Sant of
MCA is shown congratulating winner Jim Mort.

— video

Effect on Cable, Rental Studied

MEET LOOKS AT PAY-PER-VIEW

LOS ANGELES Will pay-per-view
systems cripple the home video soft-
ware and cable tv fields? According
to one pay-per-view propenent, Mel
Harris, president of Paramount vid-
eo, “The single largest direct reve-
nue in the late '80s will be from pay-
per-view”—the ability to pay for de-
sired programming one program at
a time when it is ordered up on
home selectors.

“If you sleep through this one,
you may not wake up,” Harris told
members of the cable tv community
at the Western Cable Show, Dec. 5
7. He continued: ‘‘Pay-per-view is
easier than video rentals, and that is
becoming quite apparent.”

It is believed that videocassette
rentals will rack up a total of some

Distributor Ignites ‘Sixteen Candles’

Sight & Sound Sweepstakes Promotion Pays off

BY EARL PAIGE

ST. LOUIS Imaginative, well-
planned promotions for home video
titles are worth distributors’ ef-

forts, say staffers here at Sight & .

Sound Distributors. Promotions can
often boost otherwise lackluster ti-
tles, too, as was the case with a
“Sixteen Candles” event that pulled
6,000 consumer entries for a sweep-
stakes.

According to operations manager
Larry DeVuono, “Sixteen Candles”

is still a top rental title throughout
the 700-account region S&S services
in Illinois, Missouri and Kansas.

While the “Sixteen Candles” pro-
motion was one of the most ambi-
tious for S&S, DeVuono says the
two-branch firm tries to do some-
thing “‘every six weeks. It takes
that long to stage it.”

Sweepstakes promotions require
an often exorbitant amount of col-
lateral, boosting printing costs and
the whole budget. But they pay off,
says DeVuono, because “it’s diffi-

‘Private Dancer’ Releases

Sony, Gapitol Team for Tina

BY JIM BESSMAN

NEW YORK For the first time,
Sony Video Software Operations is
releasing a Video 45 title to coincide
with the audio single release of one
of the videocassette’s clips.

Tina Turner’s four-clip Video 45,
“Private Dancer,” is set for mid-
January release, shortly following
Capitol’s Dec. 28 release of her *“Pri-
vate Dancer” single. The compila-
tion will contain the long version of
the just-completed clip for the song,
which is the title track from
Turner’s current best-selling album,
as well as the three previous singles
from the album: ‘“Let’s Stay To-
gether,” “What's Love Got To Do
With It” and “Better Be Good To
Me.”

Noting the “first time” collabora-
tion between audio and video soft-
ware companies, Sony Video Soft-
ware’s national marketing manager
Andrew Schofer claims that this
also marks the first instance where
“a Video 45 is made available at the
marketplace at the same time that
one of its clips is going into rotation
on music video outlets and its single
is being pushed up the charts.”

Schofer adds that Sony expects
Turner, “a major r&b/rock cross-
over artist in the record industry,”
to follow Michael Jackson’s and
Prince’s lead as black artists who
have made successful crossovers
into the home video area as well.

According to Bill Burks, vice
president of merchandising and cre-
ative services at Capitol Records, a
Capitol/Sony cross-promotion is be-
ing readied as part of an effort to
“re-energize” the “Private Dancer”

album campaign. “They’ll tag our
LP on their p-o-p and print, and in
return we tag them on our clip
where applicable when it's ser-
viced,” he says. “We feel that since
Tina Turner is a multimedia artist,
it’s appropriate to mention that she
has product on Capitol and Sony. It
would be limiting to indicate that
she is only a recording artist.”

The “Private Dancer” video, says
Burks, will thus be tagged with the
artist’s name, song title, and record
and video label.

Schofer adds that a “very large”
cross-merchandising contest is also
in the works. Details have not been
finalized, but, according to Burks,
Sony will likely contribute video
hardware to the winners.

“What’s important for us and
Sony is that the clip be available at
retail at the same time that it and
the single are being worked,” says
Burks, seconding Schofer’s con-
cerns. “Video dealers and distribu-
tors are often hurt when music vid-
eo product enters the marketplace
so long after first being viewed on
video outlets that they don't benefit
from the earlier exposure. This way
both sides reinforce each other
while the whole thing underscores
the fact that we’re midway through
the ‘Private Dancer’ project, and
are reminding the industry, retail
and consumer communities that it’s
longterm.”

The Turner audio/video co-re-
lease and promotion follows in the
footsteps of Sony Video Software’s
biggest marketing push to date, be-
hind its ‘‘Jazzin’ For Blue Jean” Da-
vid Bowie “mini-movie’’ video-

(Continued on page 34)

cult with 700 or so dealers to spread
around advertising allowances on
an efficient and even basis. A con-
sumer giveaway is a method to al-
low every dealer to participate, and
we can maximize our allowance,”
which he adds can range from
$5,000 to $10,000.

S&S utilizes an in-house art coor-
dinator and has printing and
artwork done off premises. In the
case of “Sixteen Candles,” special
entry blank books were printed for
the $79.95 release. S&S also printed
up several posters.

Right now, S&S is staging a Para-
mount ‘“‘Buy 25" promotion. A
“mystery shopper” is visiting ac-
counts checking to see if displays
are up, and people are reacting to
the Paramount promotion. The
store staffs who make the proper in-
troduction to the mystery shopper
can win a $25 prize. Other prizes are
offered for staffers spotted wear-
ing a vest that plugs the promotion.

$1.7 bdllion in revenue for 1984. The
advent of personalized tv program-
ming systems could greatly change
the direction of the home video rent-
al field, Harris maintained.

Concurring with the Paramount
executive was Neil Austrian, the
newly appointed chairman of Show-
time/The Movie Channel. He pre-
dicted that individualized pay-per-
view systems will be pervasive by
1990.

Austrian also called for the pay-tv
industry to drop its rates. Execu-
tive’s at the conference described
the cable field as depressed, claim-
ing it continues to be saddled with
overpriced services, a slowness to
rebuild and build systems and a lack
of innovative programming.

USA Network and Ted Turner’s
WTBS were lauded for airing pro-
gramming that Paramount’s Harris
described as “better quality for the

money.” He added, “Do you realize
that only six out of 10 viewers
watch [narrowcast] MTV, ESPN
and CNN?”

Although the aili»g cabie indus-
try came under attack by industry
executives, James P, Mooney, presi-
dent of the National Cable Televi-
sion Assn. (NCTA), noted in his
opening remarks that the pay-tv ar-
ea’s revenues jumped 140% since
1981. He said that income was at
$3.3 billion in 1981 and this year will
be near $8 million.

According to Mooney, VCR own-
ership “goes hand in hand with ca-
ble penetration.” He said that stud-
ies show pay-tv subscribers tend to
own video hardware. He did not talk
about whether cable households
have a tendency to rent or purchase
prerecorded video product.

Mooney noted that the number of
cable homes is nearly 60 million.

VCR Sales Drop in Britain

Major First Half Downturn Noted

LONDON Sales of VCRs in the
U.K. in the first half of 1984 dipped
badly, according to new trade statis-
tics from the British Radio Equip-
ment Manufacturers’ Assn.
(BREMA). The downturn was
“particularly dramatic” in the April-
June quarter, the trade group says.

In that period, 268,000 VCRs were
delivered to the trade, compared
with 680,000 in the same quarter of
1983. ““A sharp reduction in retail-
er’s stocks partially accounts for
the fall,” says BREMA.

But the report makes it clear that
consumer demand was much lower
than the previous year’s record lev-
els, and that VCR trade is a season-
al line, with much stronger demand
noted in the winter months.

According to the trade organiza-
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tion, a mid-1984 tally showed the
number of VCRs in usze in Britain
had hit the 6.25 million mark, repre-
senting more than 30% of homes.

Demand for color television also
shows signs of dropping off. In the
second quarter, deliveries to the
trade fell by 3.2% to 706,000 units
compared with the same three
months of 1983. BREMA says the
statistic cloaks the switch from
large screen sets to small ones:
“The rapid increase of more than
50% in sales of small-screen color
tvs also means that a higher propor-
tion of sets is being imported.”

Deliveries of large-screen tv sets
dipped 20% in the second quarter.
Small monochrome set deliveries
were down by 35.6% on the previ-
ous year.
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é.\ Compiled from national retail store sales reports.
«/&/F
&/§/s FERT:
o /A ; Copyright Owner, Principal Ss|8| 5 L
/\.z} < i\-"’ TITLE Distributor, Catalog Number Performers sglel 8| &
~
. Mark Hamill CED | 29.98
1 1 4 THE EMPIRE STRIKES BACK CBS-Fox Video 1425 T (i) 1980 | PG Laser | 2098
. Michael Douglas CED | 19.98
2 4 16 ROMANCING THE STONE A CBS-Fox Video 1358 Kathleen Turner 1983 | R Laser | 3498
. Daryl Hannah CED | 29.98
375 | 14| SPLASH Touchstone Home Video 213 Torm Hanks 198 |PG| o | 3408
Charles Martin Smith CED | 24.95
4 7 4 NEVER CRY WOLF Walt Disney Home Video 182 Brian Dennehy 1988 PG| "o | 3405
5 2 7 GREYSTOKE: THE LEGEND OF Warner Brothers Pictures Christopher Lambert | o0, |6 CED | 29.98
TARZAN, LORD OF THE APES A Warner Home Video 11375 Andie MacDowell Laser | 39.98
Universal City Studios Molly Ringwald CED | 29.98
6 | 3 | 6 | SIXTEENCANDLESA MCA Dist. Corp. 80076 Paul Dooley 1984 1PG | | jcer | 2998
7 |NEWD | YENTLA CBS-Fox Video 4724 Barbra Streisand 1983 o | CED [ 198
RCA/Columbia Pictures Rachel Ward CED | 2995
8 | 6 | 7 | AGAINSTALLODDS Home Video 60077 Jeft Bridges 1984 4R | ocer | 2995
Universal City Studios David Keith CED | 2998
9 |NEWD | FIRESTARTER ® MCA Dist. Corp. 80075 Drew Barrymore 1984 | R | acer | 2998
RCA/Columbia Pictures Robin Williams CED | 29.95
10] 10 | 5 | MOSCOW ON THE HUDSON Home Video 60309 Maria Alonso 1984 | R 1y aser | 2995

® Recording Industry Assn. Ot America (RIAA) seal for sales/hcensed rentals of 37,500 umits or sales/licensed rentals mcome of $1 5 million. A RIAA seal for
sales/ icensed rentals of 75,000 units or sales/licensed rental income of $3 mullion. (Titles 1ssued prior to Jan. 1, 1984 are certitied under lower criteria)
@ International Tape Disc Assn. seal for sales and/or net rentals of $1 million at wholesale,

BILLBOARD DECEMBER 22, 1984

31



-_Ome video

FOR WEEK ENDING DECEMBER 22, 1984

Billboard

recording, or otherwise, without the prior written permission of the publisher.

TOP VIDEOCASSETTES

“©Copyright 1984, Billboard Publications, inc. No part of this publication may be reproduced, stored in
retrieval system, or transmitted, in any form or by any means, electronic, mechanical, photocopying.

any

Dealers Study Promotion
Vendor Reps at VTR Workshops

NEW YORK As part of its foray
into the metropolitan New York
market, Pittsburgh-based VTR
Movie Distributors last week invit-
ed area retailers to informal get-
togethers dealing in advertising,
promotion and marketing. Approxi-
mately 50 video merchants showed
up at each of the “How To Promote
Your Video Store” workshops held
at the Rye Town Hilton in West-
chester and the Sheraton Inn at La-
Guardia Airport, where VTR staff
and major vendor reps were on hand
to offer guidance and assistance.
‘“We're trying to educate the
storekeepers in taking advantage of
co-op money and otherwise promot-
ing their merchandise,” said VTR’s
New York vice president of market-
ing, Martin Pilossoph, at the Shera-
ton workshop. “Unfortunately, a lot
of them are unaware of the fact
that promotion helps business.”
Suzanne McFarlin, director of
marketing and advertising at VTR's
Pittsburgh headquarters, also not-
ed the need for retailers to under-
stand the benefits of video promo-
tion. “So many of them don’t know
how to advertise, let alone where to
start” she said. “I'm continuously
getting calls to explain co-op.
“Even though there’s a lot of
product and competition out there, |
give out denominations of $100 and
$50, not just the $1,000 that go out
to the big chains. It’s important that
they realize this.”
McFarlin conducted the Sheraton
session, which included voluntary
participation from five manufactur-

New Title in Disney
Interactive Series

NEW YORK Walt Disney Home
Video is releasing the second pro-
gram in its interactive “You And
Me, Kid” children’s videocassette
series in January.,

“You And Me, Kid—Volume 2"
centains four new episodes made up
of games, songs, and exercises cre-
ated for parent/child interaction. It
is priced at $49.95.

The 111-minute offering was pro-
duced exclusively for Disney Home
Video and The Disney Channel.
Hosted by Sonny Melendrez, it in-
cludes appearances by Morey Am-
sterdam, Greg Mullavey, Julie Par-
rish and Ruby Keeler.

er representatives: Brian Clen-
denen, Eastern regional sales,
Thorn EMI Home Video; Bill Hoard,
Eastern regional sales manager,
Embassy Home Entertainment;
Kenneth Kamins, accounts manag-
er, RCA/Columbia Pictures Home
Video; Linda Rosser, manager of
Eastern region sales, Paramount
Home Video; and Dennis Maguire,
area sales representative, Walt Dis-
ney Home Video.

McFarlin offered an in-depth dis-
cussion of VTR’s co-op advertising
package, which includes advertising
request forms and guidelines for
current vendor co-0p programs. She
also defined and described co-op ad-
vertising, and offered suggestions
as to appropriate venues. In the ar-
eas of contests and promotions,
community service projects, and in-
store displays, she suggested: “Ad-
vertising is only one part of a
complete promotional program.”

The vendor reps then disbursed a
multitude of point-of-purchase ma-
terials and provided ideas for their
use. They also further outlined cur-
rent programs and explained indi-
vidual co-op policies.

Much of the advice offered came
in the form of a pep talk, with a
stress on aggressive selling tech-
niques. “Don’t let your rental cus-
tomer return a tape and walk out
empty handed,” admonished Thorn
EMI’'s Clendenen. On the display
side, RCA/Columbia’s Kamins pre-
sented several helpful pieces, in-
cluding display tip sheets, which are
regularly sent out to accounts with
display ideas.

One idea, involving a Halloween
tip sheet, was to use merchandising
materials, including the tip sheet it-
self, as Halloween masks.
ous marketing suggestion kits
available, including the recent Hal-
loween “screamer” kit, which fea-
tured a hand reaching out of a
grave to hold an appropriate cas-
sette title.

Other vendors focused on their
upcoming Christmas promotions.
Embassy Home Entertainment’s
Hoard brought along samples of the
firm’s cardboard Christmas tree dis-
plays and the accompanying gift
bags and boxes, which are being
used to store the various premiums
offered with purchase of select ti-
tles.
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4 | 5 | 53 | RAIDERS OF THE LOST ARK AT ot jarrison Ford 1981 |pg | YHS | 2495
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8 | 9 || STARTREKu-THE wRATH OF Paramount Pictures William Shatner 1982 |p | VS [ 2495
Ae Paramount Home Video 1180 Leonard Nimoy Beta | 24.95
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[ [0 | psasmeowees — pore o | e | 03 | B
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22 | 3 | 51 | MAKING MICHAEL JACKSON'S Vestron 1000 Michael Jackson 1983 NR [ Uk | 298
23| 24 | 74 | DURANDURAN® Thorn/EMI Tvd 1646 Duran Duran 1983 |NR| phS | 2995
24 [ 21 | 11 | AGAINST ALL ODDS Foh/Cotumbia Pictures e 1984 [ [ pHS | 7995
25 ) 35 | 10 | SIXTEEN CANDLES a %x‘ﬁ;{%ﬁ%‘g’n PM:“:YD’;‘;‘S;"" 1984 |p | YHS | 1995
AR R W PN
27 |31 | 6 | NEVERCRYWOLF Walt Disney Home Video 182 ° gm:’;e':‘n;',;'; Smith | 1oa4 | pg | YHS e
28 | 40 | 46 | DOITDEBBIE'S WAY & Vanax Prod. P Srownstein Prod.  pebbie Reynolds 1983 NR | WHS | 5935
29132 é'z‘»?r'fz'fﬂm"l‘ Paramount mevsideoldw giecl;‘ra;glgegreer 1982 | ® | g0 | 24
30 | 16 | 15 | FOOTLOOSE e e Yot Lithgom 1984 (P | gl | oo
31| % | @ | memcomas oA G RN EE
32 |NEWD | GREASEA @ ) Oliie Newton-John | 1977 |75 | yhs b
33 2 | CMITED GOLD EDITION CARTOON .1t Disney Home Video 198 Mickey Mouse 1984 [NR| BHS | 2995
| 0| 5 | woscomontuenoson  fonriere w5 |05 |2
B @ 5| e LR Thorn/EMI Home Video 2651 Raquel Weich 1984 [wR [ PHS | 3995
36 |38 | 5 | THEPHILADELPHIA EXPERIMENT  Thorn/EMI Home Video 2547 Gl 1984 |pg | M5 | 7988
AR A N T A
38| 22 | 27 | TERMS OF ENDEARMENT E G S P g’;‘;‘gm:'"" 1983 |pg | pHS | 3995
39| 2 | 13 | HEARTBEAT CITY e e 1024 The Cars 194 |WR| BHS | 2%
4033 | 2% t'ﬂ;g,%g%?‘iﬂ')".o" CARTOON .\ Disney Home Video 200 Donaid Duck 1984 |NR| BHS | 2058

® Recording Industry Assn. Of America (RIAA) seal for sales/licensed rentals of 37

sales/licensed rentals of 75,000 units or sales/licensed rental incore of $3 million. (Titles issued prior to Jan. 1, 1984 are certified under lower criteria.)
© International Tape Disc Assn. seal for sales and/or net rentals of $1 million at wholesale.

,500 units or sales/licensed rentals income of $1.5 million. & RIAA seal for

as seen on MTV
ACE RECORDS

(718) 622-7524

World Famous Studio 54

(Proudy- plasoniy
SUPERDUDE

“Face The Music”’

45 & video available

J.P. PRODUCTIONS
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$ Compiled from national retail store rental reports, B =
s/&/8 el : Lﬁ
é”q S‘Q S °o8l®= w ’
3 N ) Copyright Owner, Principal H % 13 = g
‘3{? o/ &/ TIE Distributor, Catalog Number Performers 28 & w
~
A Mark Hamill VHS
1| 1 | 4 | THEEMPIRE STRIKES BACK CBS-Fox Video 1425 ey L 1980 | PG| po .‘
" Michael Douglas VHS ;
2 | 2 | 14 | ROMANCING THE STONE & CBS-Fox Video 1358 G 1984 |PG | oo i __
Brothers Pictures Prince VHS ' - A y /i . 3
3|6 | 3| PURPLERAIN Warner : . 1984 | R e - : ol ;
WEIDEARETS UL D2 Apollonia Kotero et Buy, Somebody. Promoting Mr. T's home video title, “Be Somebody, Or Be
i City Studios Arnold Schwarzenegger VHS Somebody’s Fool,” MCA Home Video executives gather with Mr. T at the
4 | 9 | 4 | CONANTHE DESTROYER Dniversallcity 1984 | PG y , g
R LB U0 Grace Jones Bel Children’s Hospital in Los Angeles to showcase the title. From left are MCA
5 | 3 | 10| GREYSTOKE:THE LEGEND OF Warner Brothers Pictures Christapher Lambert | |00, | oo | VHS Home Video president Gene Gisquinto, *‘Be Somebody” producer Topper
TARZAN, LORD OF THE APES A Warner Home Video 11375 Andie MacDowell Beta Carew, and MCA vice president Neil Hartley and Jerry Hartman.
RCA/Columbia Pictures Robin William VHS
6 4 6 MOSCOW ON THE HUDSON Home Video 60309 Maria Alonso L3Syt Beta
[ 1
7 | 21| 2 | THELAST STARFIGHTER Universal City Studios Lance Guest 1084 |pg | VHS PRIVATE DANCER’ CAMPAIGN .
MCA Dist. Corp. 80078 Robert Preston Beta (Continued from page 31) ca]]_in. l'lsten(:‘l‘S‘Of Fhe syndicated
5 | 13| spLAsH Touchstone Home Video 213 Dary! Hannah 1984 |pG | YHS i . and giving Bowie video product to
Tom Hanks Beta cassette, which was released in late  «p .1 Over London radio show.
9 [ 10 | 7 | NEVERCRYWOLF Walt Disney Home Video 182 Gharles Martin Smith | 1964 [pg | ¥4 [  November, two m]"l;‘ths af]ter EO(V)V’ Meanwhile, EMI America is promot-
y ie N?I gonlght ad Il;r:xlr;s ?)alxsran’g ing the Sony title via Bowie album
10 | 11 | 6 | THEPHILADELPHIA EXPERIMENT  Thorn/EMI Home Video 2547 pancy Allen sss [pg| ¥ |  EMI America, an o . inserts, and is setting up a national
S £ new “Dancing On The Valentine cross-merchandising display contest
11| 7 | 8 | FIRESTARTER ® e D e 19g4 | | W4 Video 45. from Jan 15-Feb. 15 for its customer
St . rew . . . . . .
_p : Rl e Sony is spending $200,000 to ad- service representatives, district
12| 8 | 11 | AGAINST ALL ODDS RCA/Columbia Pictures Rachel Ward 1984 | r | VHS vertise the two titles, using tradi- managers and store managers at
Home Video 60077 Jett Bridges Beta ti . . . . :
ional print buys in consumer maga- outlets selling both Bowie videos
Universal City Studios Molly Ringwald VHS i 1 includ-
13 [ 12 | 10 | SIXTEEN CANDLES A MCA Dist. Corp, 80076 Paul Dooloy 1984 (PG| "B zines apd a heavy tv commitment, gmd albums. Sony hardware, inclu
= for which commercials have just ing VCRs, CD players, personal cas-
14 | NEWD | THE NATURAL RCA/Columbia Pictures el A el 1984 |pg | YHS been finished. sette players and televisions will be
Home Video 6-20380 Glenn Close Beta Additi . . 9 e . .
itionally, Seny is sponsoring  given away within each participat-
Orion Pictures Mel Gibson VHS i i 1 i
1513 [ 8 THE BOUNTY AR Anthony Hopkins 1984 | PG | o' contests in various teen magazines mgI ng;(;l:)pt.her P
, .
16 | 15| 10 | VENTLA CBS-Fox Video 4724 Barbra Streisand 1983 | PG | g5 cently completed a tie-in with USA
o - - HBﬂ Prepares Cable Network and ATI Video to
annon Films Inc. o Derek H ] :
17 NEW} BOLERO USA Home Video 217-468 George Kennedy 1384 INR Beta cram in s ggen;::)egg;ast;l:g;;nz?%ﬁzaﬁgrgzi
Paramount Home Video Kevin Bacon VHS s bl g sv tem i ” o i po o .
18| 14 14 FOOTLOOSE Paramount Pictures 1589 John Lithgow 184 (PG Beta ]I:‘gﬁtht(,:lty'}}:g(l)ogl}:glos ;;‘;esH;’:ZZ
19 16 13 ICEMAN 4 o a?:IVAeBSQl (i:ity S(lé%igS?A Iﬁn;othyé—iut(on 1984 | PG ;Hts NEW YORK Home BOX Offlce iS away via a random draw“]g inc]ud-
ist. Corp. indsay Crouse eta 1 M. . e /R
Warner Bros. Pictures Burt Reynold VHS ;Le;:illﬁgg cl:k&fcﬁpg;aizrss;igf“l% o ?\{ Sony stereo television, hi él
20| 17 { 7 | CANNONBALLRUN Il r olrl puslel 1984 |PG : VCR, and a library of 20 music vid-
Warner Home Video 11377 Dean Martin Beta system. The system, which uses the eocaésettes inclurging the new Bow-
. . P : . i
21|18 | 20 | THEBIGCHILLA o ek CLCEIRICtCes LA 1983 | R | VHS M/A-COM VideoCipher 2 de- icanq Dyran Duran titles.
Home Video 100211 Glenn Close Beta scrambler unit prevents HBO and Schofer says that the Bowie and
FRIDAY THE 13TH-THE FINAL Paramount Pictures Dana Kimball VHS Cinemax signals from unauthorized g
22 | 28 7 CHAPTER Paramount Home Video 1539 Paul Krata ML | & Beta ickup by backya d satellite te Duran Duran Vld?ocassettes WAL
i ST e Eas p oy yard satellite anten-  the company’s first and second
23| 24 | 10 | UP THE CREEK ® glogigictires e eatheSon 198 | R | M . most successful releases respective-
Vestron 5043 Stephan Furst Beta Shipments of the descramblers ly, thus indicating that “thg music
Warner Brothers Pictures Cheryl Ladd VHS begin in mid-December, with all af- # : -
28| % 16 PURPLE HEARTS & Warner Home Video 20018 Ken Waht 1984 | R Beta filiates i d di , 1 video market is contmumg'to BIOW
: , : 1ates In good standing getting one  3nd consumers are demanding prod-
25| 31 | 29 | SCARFACE a ﬂgf{;ﬂf&iﬁ’gg’fn 80047 Al Pacino 1983 | R | gHS unit for each HBO and Cinemax re- yet  Besides the Turner release in
= o ] Saled Rifas e Wone January, Shote rparts tht
26 20 7 THIS IS SPINAL TAP mbassy Pictures . 'rastop er Guest 1984 | R H . 1 S 1In e estern month will brin Video 45s b
Embassy Home Entertainment 2081 Michael McKean Beta half of the country will be serviced Queen Blancmange Berlin Misssj
27| 29 | 27 | TERMS OF ENDEARMENT Paramount Pictures Shirley MaClaine 1983 | e | VS first. HBO estimates that 10,000 i Persons and Tegar’s For Fears, as
Paramount Home Video 1407 Debra Winger Beta units will have been shipped by the g . ’
c Films | Adolfo Qui VHS completion of the syste i la . h Wellas a Video EP by the Jam and a
. annon Films Inc. olfo Quinones m s jaunch. . ]
28| 22| 7 | BREAKIN'A MGM/UA Home Video 800447 Michael Chambers 1984 (PG| g After all the units have been st dezo LP by the Michael Stanley
- : and.
29| 39 | 33 | UNCOMMON VALOR Paramount Pictures Gene Hackman 1983 | r | VHS up, HBO will test each scrambled
Paramount Home Video 1657 Robert Stack Beta feed durlng buslness hours for a 10-
30(19]21| TANKa Universal City Studios James Garner 1983 |pc | VS [ day period, with full-time scram-
MCA Dist. Corp. 80072 Shirley Jones Beta b]mg set to begm in Mareh.
Paramount Pictures Harrison Ford VHS HBO is providing a telephone hot
31 30 4 RAIDERS OF THE LOST ARK Paramount Home Video 1376 Karen Allen 181 | PG Beta line to operators ngeding sdditiona]
Paramount Pictures Elizabeth McGovern VHS information or installation help. The
322 9 RACING WITH THE MOON Paramount Home Video 1668 Sean Penn 1984 | PG Beta number is (212) 512-5666. P
. Mark Hamill VHS
3332 2 STAR WARS CBS-Fox Video 1130 Rarrison Ford 1977 | PG [ g
34| 35 | 3 | DEATHSTALKER Vestron 5048 Barbi Benton 1984 | R | ghS a TTE NTI ON
Orion Pictures Gina Belafonte VHS
3B 8 BEAT STREET ® Vestron 5047 Rae Dawn Chong 2 || Beta
: 1
36| 27| 11| ICEPIRATES ® MGM/UA Home Video 800427 ;‘A‘;’:’ér%'s'g; 1984 | PG | oHS POP HISTORIANS!
. —— ARCHIVISTS!
37|38 | 22 BLAMEITONRIO 4 & Sherwood Productions Michael Caine 1984 | R VHS
Vestron 5040 Joseph Bologna Beta TRIV' A N UTS'
L]
The Ladd Company Charles Frank VHS .
38 | 36 | 25| THERIGHT STUFF A Warner Home Video 20014 Scott Glenn 1983 | PG | gty Photocopies of weekly Hot 100 charts are available
39| 25| 2 | REUBEN, REUBEN CBS-Fox Video 1435 Tom Conti 1983 | & | VHS from Billboard's reseqrgh department. Send issue
AR e date and $3.50 per chart to:
MGM/UA David Naughton VHS
40 | 38 | 10 | HOTDOG...THE MOVIE Key Video 4723 Shannon Tweed 1984 | R | g BILLBOARD CHART RESEARCH
® Recording Industry Assn. Of America (RIAA) seal for sales/licensed rentals of 37,500 unit les/licensed rentals i { $1.5 mifli RIAA seal f Attn: ra Todd
ecording Industry Assn. merica seal tor sales/licens rentals o N units or sales/licens: rentals income of D million. A seal for
sales/licensed rentats of 75,000 units or sales/licensed rental income of $3 miflion. (Titles issued prior to Jan. 1, 1984 are certified under lower Criteria.) 1515 Broadway—New York, NY 10036
© International Tape Disc Assn. seal for sales and/or net rentals ot $1 million at wholesale.
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Warner, CBS Called ‘Leading Producers’

COALITION BLASTS VIOLENGE IN CLIPS |

BY FAYE ZUCKERMAN

LOS ANGELES The National Co-
alition on Television Violence has
cited Warner Communications and
CBS as “by far the leading produc-
ers of violent [promotional] music
videos. Warner produced 20% and
CBS 19% of all violent [clips],” ac-
cording to the citizens’ group, which
surveyed nearly 900 clips during the

year-long course of its study.

Under the watchdog’s measuring
stick for violence, several award-
winning, highly acclaimed rock vid-
eos fall into its “‘excessively vio-
lent” category, among them *“You
Might Think” by the Cars, which is
charged with containing ‘“sexually
related violence.”

This is how the group describes
what has become one of today’s

New Video (Clips

APOLLONIA 6

Sex Shooter

Apollonia 6/Warner Bros. Records
Simon Flelds

Kenny Ortega

BONEMEN OF BARUMBA
Don't Tell

icons/Fever Records/Engima
Dave Anderson

BRONSKI BEAT

Smalltown Boy

Age of Consent/MCA Records
Aldabra

Bernard Rose

CHICAGO

You're The Inspiration
Chicago 17/Full

Moon/Warner Bros. Records
Francie Moore

Lesle Libman

BILLY CHINNOCK

Rock N Roll Cowboy

Rock N Roll Cowboys Paradise &

Restless Hearts

Bob Cummings Productions/Paradise Video
Harold Bradley. Producer

Marty Abrahams/Billy Chinnock

THE CHURCH

Remote Luxury

Remote Luxury/Warner Bros. Records
Phill Austin

Phill Austin

We offer:

« The lowest prices!
« The finest quality'

THE DAZZ BAND
Let It All Blow

Jukebox/Motown Records

Chuck Braverman/Braverman Productions
Stephen Pillster/Crossiight Management
Chuck Braverman

OEVO
R U Experienced

Shout/Warner Bros. Records
Devo and Telemusic
Jerry Casale

THE FIXX

Sunshine In The Shade
Phantom/MCA Records

Picture Music

Juha Heyward

FRANKIE GOES T0 HOLLYWOOD

The Power of Love
Weicome To The PI
Medialab

Godley & Creme

BARRY GIBB

Fine Line

Now Voyager/MCA Records
Greenback Films

Storm Thorgerson

me/ 15l

SAM HARRIS
Over The Rainbow

Sam Harris town Records
Barnard Pros
Michael Barnard

(Continued on opposite page)

VHS HI-FI with PITCH CONTROL

most popular promotional videos:
‘‘Monster carries woman away,
singer uses periscope to look at
woman in bathtub, singer changes
into monster scaring woman, uses
jackhammer to drill woman’s tooth,
pushes man, grabs woman and
climbs building, drops woman from
top, runs over woman with car,
singer and woman'’s heads pop off.”

“Come Dancing’ by the Kinks,
Lionel Richie’s “Penny Lover” and
“Weird Al” Yankovic’s “Eat It”
were also cited as violent. Another
objectionable video clip by NCTV
standards is “Anxiety” by Pat Ben-
atar, described as ‘“‘nurse pushes pa-
tient, a patient shown reading hor-
ror magazine "

Old footage of the Three Stooges
is cited as “endless slapstick vio-
lence.” The clip that contained the
vintage vignettes is ‘“The Curly
Shuffle’” by Jump 'n the Saddle
Band.

Dr. Thomas Radecki, who heads
the Illinois-based watchdog group,
says he discovered that MTV and
WTBS broadcast 17.9 violent acts
each hour. About 22% of all videos
contained violence between men
and women, and 13% of violent vid-
eos contained ‘‘sadistic violence
where the attacker actually took
pleasure out of committing the vio-
lence,” he says.

According to Jeff Ayeroff, vice
president of creative marketing for
Warner Bros. Records, the NCTV
study promotes censorship and fu-
els MTV’s paranoia about its pro-
gramming. “Those groups use sta-

(Continued on opposite page)

Plus or minus 8% with

NO picture loss or distortion!
Now the Panasonic AG-6800 VHS Hi-Fi Deck “p
Lets you mix your video to the Beat
and this modification is fully warranteed
and free of charge with your year membership
of our “Video Music Pool”

" ino' g
The hottest programming. If you already belong to another service

« Every single major and independent record label’s videos'

« Hardware and technical assistance!
« DJ’s on staff to answer programming questions'

LAWRENCE ENTERPRISES
“The #1 Way of Staying on Top of Video Music”

—

check out “LAWRENCE ENTERPRISES."”

Call us today for an information package at

Video Conference Consummation. Yes, people do do things at video
conferances other than talk. Here, California-based Pilot Video signs a deal for
its “*California Images” project with Sony Video Software Operations at the sixth
annual Billboard Video Music Conference. Pictured from left are Sony’s John
O'Donnell and Mark Allen, and Pilot’s Barbara Gronbeck.

The design and production of real SPECIAL EFFECTS is

what Collins Entertainment ConcePts is all
about! Give us a call and we'll show you the impact that
meaningful SPECIAL EFFE can produce.

SERVICES
Consulting
Custom Stages & Props
Projection Systems
{liusions & Stunts
Facility Design
Lasers & Lighting
Pyrotechniques
Ride Design & Enhancement
Robots. Wax Figures & Mannequins,
Special Effects
Special Effects Make-up &

SERVICES PROVIDED FOR
Theme & Amusement Parks
Museums. Haunted & Fun Houses
Night Clubs, Discos & Roller Discos
Stage Shows & Concerts
Restaurants & Game Rooms
Video Productions & Music Videos

“The Impossible is Possible” with

Collins Entertainment Concepts
3307 Witherward Trail ® Dayton, Ohio 45449
513-434-1291

Plus or Minus 8%

<
e
>

here are some more reasons to

(201) 667-4026
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VIOLENCE IN CLIPS

(Continued from opposite page)

tistics to persuade,” he says. “I
think we should watch out for them.
I have no moral qualms about what
we are doing here at Warner Bros.
Records.”

But, maintains NCTV director
Radecki, “The intense sadistic and
sexual violence of a large number of
rock music videos is overwhelming.
It is only surpassed by Hollywood’s
glut of revenge and slash movies.”

Among the acts cited by the anti-
violence coalition, which noted in
general that heavy metal groups
producing the most objectionable
rock videos, were Ronnie Dio,
Twisted Sister, Motley Crue, ABC,
Berlin, Def Leppard, Dokken, Ratt,
Billy Idol, Kiss, Duran Duran, Scor-

pions, Iron Maiden, Stray Cats, Qui-
et Riot and Wendy O. Williams.

Michael and Jermaine Jackson
are also being accused of contribut-
ing to violence on music video tv
shows. “Thriller,” “Torture” and
even “Billie Jean" were rated objec-
tionable by the group.

The NCTV study, however, laud-
ed some artists for “pro-social” mu-
sic videos. U2, Paul M¢Cartney, the
Romanties, Donna Summer, Miss-
ing Persons and John Lennon and
his sons Sean and Julian were cited
by the coalition, which also singled
out the Red Rockers, the Clash and
Black Uhuru as selling “a message
of peace and understanding.”

Because of the study’s findings,

the coalition is calling for legislation
that would require music television
programs to warn youngsters about
violent video clips. It would also like
to see counter-advertising.

Earlier this year, the group
charged The Disney Channel with
frequently airing violent program-
ming, some of it harmful to chil-
dren. But, according to a Disney
spokesman, amid thousands of let-
ters sent to the pay-tv channel since
its inception, ‘“‘not one’ has been
from a parent complaining about ex-
cessive violence.

ATTENTION VJ’s

New Boston TV station is going music video 24
hours a day. If you have the energy, on-camera &
radio experience and team spirit to join our first class
stereo operation, send tape and resume to:

Program Director
Channel 66 e P.O. Box 405
Fayville, Massachusetts 01745

No phone calls please. Channel 66 is an EOE.

N

D1

’—WORLDWIDE

NOW AVAILABLE FOR

ACQUISITION/DISTRIBUTION

ANNOUNCING

COMPLETION OF

N

JEFF KUTASH'S

CANCIN
MACHINE

A LIVE PRODUCTION CELEBRATING
THE ART OF STREET DANCING

THE WORLD’S GREATEST 8REAKING -
POPPING - LOCKING AND BOOG-A-
LOOING STREET DANCERS

THE CONSUMMATE ONE HOUR CONTEMPORARY MUSIC COMEDY DANCE SHOW FOR TELEVISION
WITH ORIGINAL SOUNOTRACK ALBUM ~ A MILLION DOLLAR PACKAGE DESIGNED TO CAPTURE
THE AUDIENCE OF MTV - SOLID GOLD - FOOTLOOSE - BREAKIN

(2222222222222 2222 Rdidd

ALSO AVAILABLE FOR LIVE ENGAGEMENTS

THE MOST POPULAR
CONTEMPORARY DANCE
ATTRACTION IN THE WORLD . . .

JEFF KUTASH

AND

DANCIN' MACHINE PRODUCTIONS, INC.
9100 SUNSET BOULEVARD, SUITE 230
LOS ANGELES. CALIFORNIA 90069

CONTACT

MARTIN ROMLEY
(213) 2740676

NEW VIDEO CLIPS

(Continued from opposite page)

HONEYMOON SUITE

Burning in Love

Honeymoon Suite/Warner Bros. Records
Michael Rosen

Rob Quartiey

HUNTERS AND COLLECTORS
The Siab or Betty's Worry

The Jaws of Lite/White Label/Slash Records
Hunters and Collectors,

Conny fFlank and Reneer Tinner

JERMAINE JACKSON
Do What You Do

Jermaine Jackson/Arista
Antony Payne/Gasp! Productions.
Bob Girald:

NEW EDITION

Mr. Telephone Man
New Edition/MCA Records
Dubin/Inis Films

Jay Dubin

PLANET P PROJECT

Selections from the “Pink World"” Album
Pink World/MCA

MGMM

Roger Lyons

MICHAEL RUFF

Walkin® With Somebody

Once in a Litetime/Warner Bros. Records
Michael Ader

Paula Walker

SCRITTI POLITTI
Hypnotize

12" single

Aldabra Productions
Peter Care

FRED SCHNEIDER

Monster

Fred Schneider & The Shake Society/
Warner Bros. Records

Sharon Orech

Mary Lambert

DONNA SUMMER

Supernatural Love
Cals Without Claws/Geften
Simon Straker

Irv Gudnott

JAMAALADEEN TACUMA

Renaissance Man

Renaissance Man/Gramavision Records
John Sanborn Productions

John Sanborn

NOLAN THORAS

Yo Littie Brother

7 & 12 Single Emergency/Mirage

Bob Teeman & Stu Sieppin/Teeman/ Sieppin/Lyons
Steve Lyons

MARC ANTHONY THOMPSON

So Fine

Marc Anthony Thompson/Warner Bros. Records
Francie Moore

Sharon Orech

TOM VERLAINE

Five Miles of You
Cover/Warner Bros. Records
Fugitive Films-A. Camilleri
Marcello Anciano

KIM WILDE

The Second Time
Teases & Dares/MCA Records
BIG Features

Andy Moraham

THE WHO

Twist and Shout
Who's Last/MCA Records
Curbishley Baird Production
Richard Namm

This weekly listing of new video
clips generally available for pro-
gramming and/or promotional
purposes includes: Artist, title, al-
bum (where applicable)/label, pro-
ducer/production house, director.
Please send information to Bill-
board, New Video Clips, 1515

Broadway, New York, N.Y. 10036.

&
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AS OF

PROGRAMMING

This report does not include videos in recurrent or oldie rotation.

WEEKS ON
PLAYLIST

VIDEOS ADDED
THIS WEEK

BRONSK! BEAT SMALL TOWNBOY MCA

DENNIS DEYOUNG DON'T WAIT FOR HEROES A&M
FOREIGNER | WANT TO KNOW WHAT LOVE IS  Atlantic
FRANKIE GOES TO HOLLYWOOO THE POWER OF LOVE ZTT/Island
HANOI ROCKS BOULEVARD OF BROKEN DREAMS  Epic
HEAVEN 17 THIS IS MINE Virgln/Arista

JIMIHENDRIX VOODOO CHILD Warner Bros.

JETHRO TULL UNDER WRAPS Chrysalis

LOS LOBOS DON'T WORRY BABY Slash/Warner Bros
STEVE MILLER SHANGRI-LA Capitol

MINUTEMEN THIS AINT NOPICNIC  SST

MOLLY HATCHET STONE IN YOUR HEART Epic
SMITHS HOW SOON IS NOW  Sire/Warner Bros

.38 SPECIAL ROCKIN' INTO THE NIGHT A&M

WHITE WOLF SHADOWS IN THE NIGHT RCA

LIGHT
POWER
POWER
ACTIVE

LIGHT

NEW

LIGHT

BREAKOUT
BREAKOUT

LIGHT
NEW

BREAKOUT

NEW

BREAKOUT

LIGHT

POWER

Sneak Preview Videos ROTATION

LINDSEY BUCKINGHAM SLOW DANCING Elektra

DENNIS DEYOUNG DON'T WAIT FOR HEROES A&M
EURYTHMICS SEX CRIME RCA

FOREIGNER | WANT TO KNOW WHAT LOVE IS  Atlantic

DARYL HALL & JOHN OATES METHOD OF MODERN LOVE RCA
DON HENLEY BOYS OF SUMMER Getfen

HONEYDRIPPERS GOOD ROCKIN® AT MIDNIGHT Esperanza/Atlantic
JOAN JETT | LOVE YOU LOVE ME LOVE MCA

JOAN JETT INEED SOMEONE MCA

BILLY JOEL KEEP THE FAITH Columbia

KINKS DO IT AGAIN Arista

CYNOILAUPER MONEY CHANGES EVERYTHING  Portrait
STEVE PERRY FOOLISH HEART Columbia

PLANET P PROJECT PINK WORLD MCA

ROLLING STONES TOO MUCH BLOOD Roiling Stones

BRUCE SPRINGSTEEN BORN IN THE U.S.A. Columbia

ROO STEWART ALL RIGHT NOW Warner Bros.

TOTO STRANGER IN TOWN Columbia

BEBANWLELEDNDLEDDWW—W—D

HEAVY
ROTATION

*BRYAN ADAMS RUNTOYOU A&M

BAND AID DO THEY KNOW IT'S CHRISTMAS  Columbia
*PAT BENATAR WE BELONG Chrysalis

*DAVID BOWIE BLUE JEAN EMI America

JOHN CAFFERTY & THE BEAVER BROWN BAND TENDER YEARS Scotti Bro:
*DURAN DURAN WILD BOYS Capitol

BILLY IDOL CATCH MY FALL Chrysalis

*JULIAN LENNON VALOTTE Atlantic

*MAOONNA LIKE A VIRGIN Sire/Warner Bros.

*PAUL MCCARTNEY NO MORE LONELY NIGHTS Columbia
*REO SPEEDWAGON | DO'WANNA KNOW Epic

SURVIVOR | CAN'T HOLD BACK Scotti Bros./CBS
*TALKING HEADS ONCE IN ALIFETIME Sire/Warner Bros.
*.38 SPECIAL TEACHER TEACHER Capitol

U2 PRIDE Island

*VAN HALEN HOT FOR TEACHER Warner Bros.

PETER WOLF | NEED YOU TONIGHT  EMI America

cBS

SONO

NNomm

ACTIVE
ROTATION

CHICAGO YOU'RE THE INSPIRATION Full Moon/Warner Bros.
*CULTURE CLUB THE WAR SONG Virgin/Epic

*DEEP PURPLE PERFECT STRANGERS Mercury

*THE FIXX SUNSHINE IN THE SHADE MCA

FRANKIE GOES TO HOLLYWOOD TWO TRIBES ZTT/lsland
*J. GEILS BAND CONCEALED WEAPONS EMI America
COREY HART (T AIN'TENOUGH EMI America

*ROGER HODGSON HAD A DREAM A&M

CHAKA KHAN IFEEL FOR YOU Warner Bros

*BILLY DCEAN LOVERBOY Jive/Arista

*QUIET RIOT PARTY ALL NIGHT Pasha/CBS

LIONEL RICHIE PENNY LOVER Motown

*SCANDAL HANDS TIED Columbia

*TIMOTHY B. SCHMIT PLAYIN'{T COOL Elektra

*BILLY SQUIER ALL NIGHT LONG Capitol

*TWISTED SISTER | WANNA ROCK Atlantic

=
NN®®

MEDIUM

ROTATION

AUTOGRAPH TURN UP THE RADIO RCA

PHILIP BAILEY/PHIL COLLINS EASY LOVER Columbla

BELFEGORE ALL THAT{ WANTED Elektra

8IG COUNTRY WHERE THE ROSE IS SOWN Mercury

BRUCE COCKBURN IF t HAD A ROCKET LAUNCHER Gold Mountain/A&M
EUROGLIDERS HEAVEN MUST BE THERE Columbia

GENERAL PUBLIC TENDERNESS (RS

DAN HARTMAN WE ARE THE YOUNG MCA

KROKUS OUR LOVE Arista

JOHN PARR NAUGHTY NAUGHTY Atantic

—
oW s

rhrO®GON

BREAKOUT
ROTATION

DEVO ARE YOU EXPERIENCED Warner Bros.

FRANKIE GOES TO HOLLYWOOD THE POWER OF LOVE ZTT/Island
JERMAINE JACKSON DO WHAT YOU DO  Arista

JETHRO TULL UNDER WRAPS Chrysalis

LOS LOBOS DON'T WORRY BABY Slash/Warner Bros.
LOS LOBOS WILL THE WOLF SURVIVE Slash/Warner Bros.
MOLLY HATCHET" STONE IN YOUR HEART Epic

GARY 0. GETIT WHILE YOUCAN RCA

POINTER SISTERS NEUTRON DANCE Planet
QUEENSRYCHE TAKE HOLD OF THE FLAME EMI America
RAMONES HOWLING AT THE MOON  Sire/Warner Bros.
TOMMY SHAW LONELY SCHOOL A&M

ANDY SUMMERS THEME FROM “2010" A&M

.38 SPECIAL ROCKIN' INTO THE NIGHT A&M

UB40_ IF IT HAPPENS AGAIN A&M

WHAM! CARELESS WHISPER Columbia

LIGHT
ROTATION

ALPHAVILLE BIG IN JAPAN Atlantic
ANIMOTION OBSESSION Mercury
ARMORED SAINT CAN U DELIVER Chrysalis
BANANARAMA THE WILD LIFE MCA
BRONSKI BEAT SMALL TOWN BOY MCA
MORRIS DAY JUNGLE LOVE Warner Bros.

1 HANOI ROCKS BOULEVARD OF BROKEN DREAMS Epic

JIMIHENDRIX VOODOO CHILD Warner Bros.

IRON MAIDEN ACES HIGH Capitol

REBBIE JACKSON CENTIPEDE Columbia

JACKSONS BODY Epic

DAVID JOHANSEN HAVE YOU HEARD THE NEWS  Passport
CHUCK MANGIONE DIANAD Columbia

STEVE MILLER SHANGRI-LA Capltol

RAIL FANTASY EMIAmerica

LOU REED MY RED JOYSTICK RCA

BAXTER ROBINSON GREEN LIGHT RCA

RUSH RED SECTORA Mercury

SUICIDAL TENOENCIES INSTITUTIONALIZED Frontier
DONNA SUMMER SUPERNATURAL LOVE Getten

TEENA MARIE LOVERGIRL Epic

W.AS.P. | WANNA BE SOMEBODY Capitol

WHITE WOLF SHADOWS IN THE NIGHT RCA

“WEIRD AL YANKOVIC THIS IS THE LIFE Rock'n'Rolt/CBS

NOO] WN—WWU DW= —Ww—uW"

N

NEW
ROTATION

JOE “KING™ CARRASCO CURRENT EVENTS Jem/Important

JOE COCKER EDGE OF A DREAM Capitol

DAZZ BAND LETIT ALL BLOW Motown

RICK DEES GET NEKKED Atlantic

DEPECHE MODE MASTER & SERVANT  Sire/Warner Bros.

GOLDEN EARRING SOMETHING HEAVY GOING DOWN  21/PolyGram
HEAVEN 17 THIS IS MINE  Virgin/Arista

HONEYMOON SUITE BURNING IN LOVE Warner Bros.

LET'S ACTIVE WATERS APART IRS

MINUTEMEN THIS AIN'T NO PICNIC. SST

ELVIS PRESLEY BLUE SUEDE SHOES RCA

RED HOT CHILI PEPPERS TRUE MEN DON'T.KILL COYOTES EMI America
RED ROCKERS BLOOD FROM A STONE Columbia

TOM ROBINSON WAR BABY Geften

BILLY SATELLITE | WANNA GO BACK Capitol

SILENT TREATMENT LIFE ON EARTH Red Label

SMITHS HOW SOON IS NOW  Sire/Warner Bros

SPK, MACHINE AGE VOODOO Elektra

MARC A. THOMPSON SOFINE Warner Bros

TRIPLETS BOYS Unsigned

MOV —OANANDN =N~ WONWIA| N~ R B WRABENNN =0 WU 0 —

* Denotes Sneak Preview Recurrent.
For further information, contact Buzz Brindle, director of music programming,
MTV, 1133 Avenue of the Americas, New York, N.Y. 10036.
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A Neve Flies Up On Broadway. Sigma Sound’s recently acquired Neve 8078
52-input console was just a littie too big to go in the front door, so it had to be
airlifted by crane up to the 10th floor facility. The board is slated for Studio 7.

Audio Track

NEW YORK

THE SECRETARIES are record-
ing basic tracks at Rawlston Re-
cording in Brooklyn. Producing for
Shorthand Productions is Jack
Maeby, with engineer Mark Man-
delbaum and assistant producer
Bob Jewett.

At Long Island City’s Power
Play, Patrick Adams and Abdul
Basit produced Basit’s 12-inch de-
but.

LOS ANGELES

AT GROUP 1V Recording, engi-
neer Dennis Sands, assisted by
Andy D'Addario, is behind the
board for Steve L.awrence & Eydie
Gorme, laying orchestra tracks for
their new album.

Producer David Malloy is work-
ing on Dolly Parton’s next album at
Sunset Sound. Joey Bogan is at the
board, with Peggy MeCreary assist-
ing. Julio Iglesias has also been in
doing vocal overdubs for his Span-

ish album. Ramon Arcusa is pro-
ducing, with Terry Christian at the
board, assisted by Stephen Shel-
ton. Finally, Johnny Mathis has
been doing vocal overdubs with pro-
ducer Denny Diante. Franke
Wolfe is engineering, with Bill
Jackson assisting.

At Evergreen, Rockin’ World Re-
cords act Swift Kick has been in
with producer/engineer Mike
Hatcher. Vito Racano is co-produc-
ing. Also, Bad Art with Lauren
Wood is mixing with producer
Kathy Kurasch. At the board are
Joe Chicarelli, Czaba Pectocz, Jim
Behrendt and Kurasch.

At Artisan Sound, disk master-
ing engineer Greg Fulginiti recent-
ly mastered albums for: ‘The River”
soundtrack, produced by John Wil-
liams: Ella Fitzgerald and Duke
Ellington, produced by Norman
Granz; Eric Carmen, produced by
Bob Gaudio and Don Gehman: and
12-inch singles by Blanemange,
Kim Carnes and Girl Talk.

(Continued on page 38)

SIGMA GETTING NEW YORK FAGELIFT

Neve, SSL Consoles Accommodate Changing Demands

BY STEVEN DUPLER

NEW YORK Sigma Sound Studios
here will spend close to $1 million
for equipment updates and renova-
tions before work is completed by
the end of February. The facility,
opened in 1976, is exchanging its
custom MCI boards for consoles by
Neve and Solid State Logic, and is
undergoing extensive costnetic sur-
gery as well.

According to Sigma founder and
owner Joe Tarsia, one of the prima-
ry motivations for the equipment
changes is philosophical. Sigma has
traditionally utilized more in-house
engineers than freelancers, he says,
and “our in-house people were well
aware of the idiosyncracies of our
custom MCI consoles, and were
used to working with them effi-
ciently.”

Now, however, the trend has
gone more to freelancers, and Sig-
ma’s in-house engineering staff has
been cut down. Tarsia says he opted
for the Neve and SSL consoles be-
cause they offer the sound “people
want to get,” and because “we have
to be able to offer equipment to out-
side engineers that won’t make
them look foolish when they come in
here.” The Studer/SSL and Studer/
Neve combinations Sigma will be
featuring are familiar to a greater
number of engineers than Sigma'’s
previous MCI boards, which incor-
porate modules specifically de-
signed for the studio.

The renovations to Studio 5 are al-
ready complete, Tarsia says, and he
speaks in glowing terms of the vin-
tage Neve board he was able to lo-
cate for the room.

“It’s a 52-input Neve 8078, built in
1979,” he notes. “These older Neve
consoles are very valuable, due to
their use of discrete circuitry rather
than ICs.”” Tarsia adds that, be-
cause "Sigma’s forte is mixing,” the
52 inputs were necessary because

“we need all these returns for the
aux equipment.”

As far as digital purchasing, Tar-
sia remains undecided, saying only,
“I am sitting poised, waiting basi-
cally to see the direction the indus-
try is taking.” In the past few
months, Tarsia continues, “We've
had digital machines from 3M, Sony
and Mitsubishi in here, and the
question is still which machine to
buy.

“If you decide to purchase digital
equipment, unless you buy ma-
chines from all the major manufac-

LOS ANGELES
A&M STUDIOS in Hollywood will
play host to Playboy Video's first
major production destined for the
home video field, “Girls Of Rock
And Roll,” a “rockumentary” focus-
ing on female musicians. Carol Ro-
senstein, president of Together
Again Productions, which has
nearly 40 major concerts, will pro-
duce the feature-length video,
which will take eight days to shoot.
David Winters is set to direct it;
Playboy Video’s Marilyn Gra-
bowski and David Black will super-
vise the project. CBS/Fox Video
will distribute the piece.

Catzel, Thomas & Associates’
newly formed Decoy Productions
has moved into a 5,000 square foot
facility in West Los Angeles. The
new complex contains three off-line
editing bays, a 20- by 22-foot insert
stage. a multi-track recording stu-
dio ard a projection room.

Mr. T's “Mr. T's Ten Command-
ments,” Ratt's “Wanted Man,” Di-
ana Ross's “Swept Away,” Los Lo-
bos’ “Will The Wolf Survive” and
Chaka Khan’s ““I Feel For You” are
some video clips for which EFX
System recently provided technical

turers, if a client asks for some-
thing you don’t have, you've still
got to go out and rent what they
want,” Tarsia continues. “We're in
business to make monev, and when
I find the overwhelming majority of
my clients have a preference for a
certain machine, then that’s the way
I'll go,” he adds, noting that “super
analog is still very much alive, al-
though in a few yvears, we'll proba-
bly go digital.”
Sigma’s Philadelphia operation,
which underwent a major renova-
(Continued on page 38)

Video Track

audio services and/or transferred
masters. The total audio complex re-
cently started servicing music video
production companies.

A downtown Los Angeles ware-
house took center stage in Molly
Hatchet’s video “Satisfied Man,” di-
rected by Picture Music Interna-
tional director George Bloom,
known for Roger Taylor’s “Strange
Frontier” clip. Lensed by Henning
Schellerup in a day and a half, the
video piece features all of the band
members and is said to contain dia-
log, performances and conceptual
footage. Peter Blanchley of PMI
acted as executive producer for
“Satisfied Man,” the first single off
“The Deed Is Done”” on Epic Re-
cords. Tammara Wells produced it.

For its first video clip, British
heavy metal band Motorhead is de-
picted as a group of roving rock
warriors attempting to liberate
young women. It was directed by
Rod Swanson, who takes charge of
Wendy O. Williams’ video work.
Tele-Cine at Compact Video did
film-to-tape transfer for “Killed By
Death”, the first single off the “No

(Continued on page 38)

HIGH QUALITY
BULK AUDIO TAPE.
CONSISTENTLY.

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

17106 S. Avalon Bivd., Carson, CA 90746 (213) 327-5010
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Sound nvestment

A biweekly feature spotlighting
noteworthy equipment acquisi-
tions in the studio and video pro-
duction, post-production and du-
plication industries.

THERE HAVE BEEN several ma-
jor acquisitions that deserve to be
documented in this space, so we'll
take a brief look at each.

AAV-Australia Pty. Ltd., one of
the largest studios down under, re-
cently took delivery of a new Solid
State Logic console, Series 6000E.
According to the studio, it’s the first
board of its kind to be installed in
Melbourne, and the facility paid
$350,000 for the privilege of making
that claim. AAV is involved in a va-
riety of areas, including audio pro-
duction, video production, corporate
communications, audio/visual pro-
duction and equipment, as well as
videocassette duplication.

Another recent purchase by the
studio is a Sony PCM-3324 digital
multitrack recorder. Both have been
installed in AAV’s South Melbourne
studios, and the SSL was recently
given its first workout by Austra-
lian group Real Life, working with
British producer Peter Henderson,
who has worked with, among oth-
ers, Supertramp.

UNIQUE RECORDING CONTIN-
UES to upgrade and expand its in-
ventory of auxiliary equipment and
MIDI compatibles. In addition to the
new Linn 9000 computer drum ma-
chine (Billboard, Dec. 8), the New
York-based studio has also recently
acquired the Publison Infernal Ma-

chine 90, a dual five-second sam-
pler/delay/harmonizer. Unique’s
Studio B now boasts a new 10-piece
Yamaha Professional Recording Se-
ries drum kit, and other additions in-
clude two new Roland SBX-80 Syne
boxes with MIDI clock/SMPTE in-
terface, as well as Roland’s new Su-
per Jupiter 8 polyphonic synth.
Unique has also acquired a new
German piece of gear, the SRC
(SMPTE Reading Clock) master
clock interface.

GHL AUDIO ENGINEERING of
Hilliard, Ohio, says it has recently
completed testing of the new re-
mote audio facility it acquired. The
40-foot truck features a 36-input
Harrison MR-4 console with ARMS
automation, and special modifica-

tions designed to improve its perfor-
mance during live remotes.

Tape machines on board the mo-
bile included two Otari MTR-90/1I-
24 recorders, one Otari MTR-12
half-inch two- or four-channel re-
corder, two Otari MX-5050B/11
quarter-inch two-channel recorders,
a JVC CR-6650 three-quarter inch
videocassette recorder and two
Aiwa F-990 cassette decks. The
GHL remote unit also features the
dbx 700 digital audio processor for
direct stereo or satellite up-links, as
well as a full complement of out-
board gear, including Lexicon Mod-
el 200 digital reverb. A BTX Sof-
touch system provides time code
sync of up to three transports and
link-up to video facilities.

Edited by STEVEN DUPLER

VIDEO TRACK

(Continued from page 37)

Remorse” album on Bronze Rec-
ords.

NEW YORK

FOR EMERGENCY/MIRAGE re-
cording act Nolan Thomas’ single
“Yo Little Brother,” the Vid Kids
make their debut in a video said to
be totally non-violent, lacking sex-
ism, guitar closeups and pyrotech-
nics. Steve Lyons directed the kid
video; Bob Teeman and Stu Slep-
pin produced it. “Yo Little Brother”
was shot over a four-day period at
Mother’s Soundstage. It was lensed
by Yuri Denysenko and edited by
David Bean.

Joan Jett & the Blackhearts
have completed two promotional
clips for their MCA album “Glori-
ous Results Of A Misspent Youth.”

AUDIO TRACK

(Continued from page 37)
NASHVILLE

A’l‘ THE BENNETT HOUSE,
Franklin, Tenn., Brown Bannister
has been producing Amy Grant,
with Jack Puig engineering. Steve
Buckingham has been producing
Tammy Wynette, with Gene Ei-
chelberger engineering. And Jona-
than Brown has been producing
tracks for Petra, with J.T. Cantwell
assisting.

Terry Manning was in recently
at Treasure Isle to produce home-
town rockers Tim Krekel & the
Sluggers.

At The Castle, producer Tom

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

, money, troupbelia'. space.
Eliminate inventory problems, costly label overruns.

Save 4¢ or more per cassette.

4 models to choose from:

Two one-color table top models.
Two high production multi-color consoles,
that print up to three colors in one pass.

Distributed in the U.S

and woridwide by l

400 Madison Avenue

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

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

Robb is laying basic tracks for the
soundtrack to Dino De Laurentiis’
production of ‘“Marie,” starring Sis-
sy Spacek. Chuck Ainlay is at the
controls.

RCA producer Mark Wright is
finishing up an album for Gus Har-
din at Music Mill. Joe Scaife and
George Clinton are engineering.
Producer Harold Shedd is finishing
up Alabama’s latest, with Jim Cot-
ton, Scaife, Paul Goldberg and
Clinton sharing engineering tasks.

At Music City Music Hall, pro-
ducer Jerry Kennedy is cutting

tracks on CBS artist Joe Stampley.
Bill Harris is at the board. Mel
McDaniel is finishing up an album
for Capitol Records, with Kennedy
and Harris again producing and en-
gineering. And Brien Fisher and
Royce & Jeannie Kendall are fin-
ishing up the Kendalls’ newest al-
bum for Compleat Records, with
Harris again at the board.

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

SIGMA SOUND’S FACELIFT

(Continued from page 37)

tion and transformation as well in
1980, is doing very well, according
to Tarsia, although that facility is
focusing its energies primarily in
the audio-for-video business these
days.

“What happened in Philadelphia a
few years ago is comparable to
what happened in Detroit when Mo-
town left,” he notes, referring to
the decrease in business when pro-
ducers Kenny Gamble and Leon
Huff took a respite from the Phila-
delphia music scene. “A relatively
large recording industry was built
around Gamble and Huff and the
Philadelphia sound, which took a se-
vere blow when they began to de-
crease their activity.”

Sigma Philadelphia began to shift
its business to audio-for-video and
radio and television audio produc-
tion, although Tarsia says that the
studios’ business is still split 50-50
between music and video work. Re-
cent projects at Sigma Philadelphia
have included audio sweetening for
a Patti LaBelle video, work on a
Krokus video, and even an industri-
al film for the Formica Co.

“The key to our successful shift
from exclusively audio to video
post-production has been the speed
with which we’ve made the change,
and the personnel we’ve brought
in,” says Tarsia.

In spite of the Philadelphia facili-
ty’s acumen in effecting the change-
over to audio-for-video, Tarsia notes
that the operation is not doing as
well today as it was in 1978, but he
points out that the New York facili-
ty has offset the difference. He esti-
mates revenues for Sigma New
York at about $2.5 million for this
year.

Tarsia looks with mixed feelings
at the industry shift from in-house
to freelance engineers, a trend

which he says originated in Los An-
geles and eventually “found its way
out here.

“I believed, and still believe, that
in-house engineers can efficiently
give more to a client,” he says.
‘““However, on the other side, the
closer association a freelance engi-
neer may have with the producer or
artist can be equally valuable to the
success of the project. You have
trade-offs either way.”

The video for “I Love You Love”
was directed by MGMMO’s David
Mallet, who has directed the group
in prior videos. Beth B., who rose to
fame for directing the controversial
“The Dominatrix Sleeps Tonight,”
took charge of “I Need Someone,”
originally intended for European re-
lease.

Leon Russell has released a clip
for “Rescue My Heart,” from his
“Solid State” album on Paradise Re-
cords. It was directed by Bob
Macken and Ed T. Eberle. Portions
of the video were filmed at Nash-
ville’s Paradise Studio. Macken
produced the piece for Cracken
Productions. It was edited at Long-
wood Video by Ira Meistrich.

Steve Kahn, a director for Pio-
neer, took charge of video work for
the Isley Brothers’ “Look The Oth-
er Way” on CBS Records. Kahn, a
veteran of the promotional clip
field, shot a chroma blue set on
35mm film. He then utilized Ulti-
matte to transfer the film to one-
inch videotape so he could place the
entire set among a field of stars.
Ron Robbins edited the video at
Panavideo. It was produced by
Bonnie Dry at New York’s Silver-
cup Studios,

Silvercup Studio’s also played
host to Daryl Hall & John Oates
video sequel to ‘“Adult Education.”
Additionally, the facility oversaw
Eric Carmen in “I Want To Hear It
From Your Lips” on Griffin Re-
cords. Beth Broday produced the
piece for Fusion Films. Michael
Peters, who choreographed the
Broadway show “Dreamgirls,” di-
rected the Carmen video.

Glenn McDermott and Ron
McGugins produced “Boys” for the
Triplets, recently signed to Elek-
tra/Asylum. It was directed by Pe-
ter Tarshis. Post-production on the
video occurred at Hi-Lite Video.

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

IF YOU WANT TO KNOW
ABOUT THE BRITISH MUSIC
INDUSTRY
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AUDIO POST-PRODUCTION

From the ground up the first audio facility
exclusively designed for video tape and film
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String of Sold-Out Dates

Frankie Satisfies Stateside Curiosity

BY ETHLIE ANN VARE

LOS ANGELES When “Power Of
Love” shot to No 1 on the British
pop chart, Frankie Goes To Holly-
wood became the first U.K. band
since Gerry & the Pacemakers to go
to the top with their first three sin-
gles. And, in Frankie’s case, two of
those three songs hit No. 1 without
benefit of an album.

Liverpool’s controversial Frankie
made more news than music for the
18 months they were sequestered at
Sarm West studios to record the
double debut album “Welcome To
The Pleasure Dome.” Between the
furor over the banning of one single
and two videos, the uproar over the
band members’ sexuality (two of
the five are gay) and the reaction to
their outspoken—at times insult-
ing—press conferences, the group
seemed more heard about than
heard.

In England, it all led to the larg-
est advance order on an album in
history. In America, it led to a lot of
curiosity during the band’s first
tour. What is all the fuss about?

“This was a totally untried mar-
ket for us,” says tour manager lan
Jeffery, former tour manager for
AC/DC. “No one knew what was
going to happen. So we had lengthy
conversations with ICM, and took
their advice.”

What happened was a string of
sold-out dates from Washington,
D.C. to Los Angeles, including a
house at Chicago’s Bismarck The-
atre so packed that the floor col-
lapsed from the weight. “Of course,

the next day, the headlines said
‘Frankie Sinks The Bismareck,”
laughs Jeffery.

“We want to happen in America,”
says Frankie vocalist Paul Ruther-
ford, ““desperately. But I think it
will be hard. We have a very En-
glish attitude.”

To help them break the U.S., the
band decided to tour here even be-
fore touring their homeland. Their
tour budget guaranteed that the
trip would lose money, because they
insisted on bringing AC/DC'’s light
and sound rigs into clubs with 1,000-
person capacities. And they agreed
to do literally hundreds of inter-
views, in-store and television ap-
pearances. They have, they say,
many misconceptions to overcome.

“I know a lot of people think
Frankie Goes To Hollywood is Holly
(Johnson) and Paul (Rutherford),
and the rest of us are a session
band, " says, drummer Peter Gill.
“We're not a session band. We're all
musicians, and we all contribute.”

“We're not a creation of (produc-
er) Trever Horn,” adds guitarist
Brian Nash. “You can’t con people
into buying your records. There was
only one con that ever worked, and
that was the (Sex) Pistols.”

According to Gill; the group's mu-
sic is written by himself, bassist
Mark O'Toole and Nash. Vocalists
Johnson and Rutherford come
along later, adding lyrics and ideas.
Only then is the material turned
over to the marketing and merchan-
dising machine of ZTT Records—
brainchild of producer Trevor Horn
and publicist Paul Morley ~ and its
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distributor, Island Records. But,
they also admit the T-shirts, liner
Notes, videos and newspaper stories
have all played an important part in
selling that music.

“Every move we've made has
been vital,”” says Rutherford.
*“There couldn’t be one thing in our
career that could be changed, or we
wouldn’t be a success.*

“The whole idea of ZTT,” explains
Nash, “is to bring back the beauty
of the pop single. That’s what made
Motown: every record on Motown
was just that bit special, had that
much more thought behind it.

“Pop music’s a precious thing; it
shouldn’t be treated as second rate.
When you're 14, it means the
world.”

The band’s first single, “Relax,”
is being released to America now
that “Two Tribes” has caught on; it
stiffed here first time around. * ‘Re-
lax” " took three months in the stu-
dio to record,” says Nash, “at 1,000

(Continued on page 42)

Making Waves. Deborah Allen meets Billy Ocean backstage after they both
guested on “American Bandstand” in Los Angeles. Ocean performed his Jive/
Arista hit, “*Caribbean Queen,” while Allen sang her RCA single, “*Heartache

And A Half.”

Rogers, Parton Prepare for Tandem Tour
Superstars’ Concert Collaboration Kicks Off Dec. 28

BY KIP KIRBY

NASHVILLE On the heels of their
platinum crossover smash, “Islands
In The Stream,” and an instant-plat-
inum Christmas album, “Once Upon
A Christmas,” superstars Kenny
Rogers and Dolly Parton are team-
ing up for a three-month, 42-city
concert tour.

This marks the first time these
artists have performed together as
a package. It will also be Parton’s
first tour since health and vocal

problems forced her off the road
more than a year ago.

Rogers and Parton will share
100% equal billing for the tour.
Sawyer Brown, winners of last
vear’'s syndicated tv “Star Search”
and now signed to Capitol/EMI, will
serve as the opening act on all
dates.

The tour of major U.S. markets
opens Dec. 28 at the Oakland
(Calif.) Coliseum, moves to a New
Year's Eve gala at the Forum out-
side Los Angeles, and winds up at

Singer Uses Market Research

Rush Targets His Audience

BY SAM SUTHERLAND

LOS ANGELES An investment in
market research and non-traditional
album marketing are enabling vet-
eran folk performer Tom Rush to
buoy a recently sagging career
while enjoying new success as his
own record label chief and concert
promoter.

In the process, Rush's Maple Hill
Productions, based in Hillsboro,
N.H., is offering an intriguing
glimpse of an audience seldom ac-
tively targeted by mainstream rec-
ord/tape marketers: the upscale
baby-boom generation, once at the
heart of the rock era surge for mu-
sic, but now rising through adult de-
mographic segments.

Using market research culled
from his concert audiences, the Har-
vard graduate has confirmed his
hunch that these upscale adults re-
main potentially loyal album fans.
To reach them, however, Rush has
followed some offbeat paths, includ-
ing direct mail marketing and decid-
edly elite print ad buys in The New
Yorker and Yankee magazine.

That such ploys have worked is
measured by increases in concert at-
tendance, especially in his strongest
market, Boston, where he was un-
able to fill a 500-seat hall as recently
as four years ago. Now, Rush, his
band and a large list of invited folk

era peers are making his upcoming
annual holiday show a three-night
“festival” at the 2,500-seat Sympho-
ny Hall.

“It started about three years
ago,” says the lanky baritone and
guitarist. “I'd semi-retired from the
business, and I got interested, from
a semi-academic standpoint, in what
was wrong. ['ve always liked to tin-
ker with things that don’t work, and
I was puzzled by the record indus-
try’s problems, and by the major la-
bels’ assertion that I didn’t have an
audience anymore.”

(Continued on page 4.2)

the end of March.

C.K. Spurlock, Rogers’ national
tour promoter and head of North
American Concert Tours in Hender-
sonville, Tenn. (formerly C.K. Pre-
sents), notes that tickets will be
priced at $13.50 and $17.50 in some
markets, $17.50 and $15.50 in oth-
ers. Pricing depends on what Rog-
ers’ tickets sold for in each city pri-
or to Parton’s addition on the tour.
This represents a basic increase of
$2 per ticket, Spurlock says.

Tickets for the New Year's Eve
Forum festivities will be $50 and
$30, but will offer a variety of enter-
tainment such as marching bands
and novelty acts in addition to the
three scheduled headliners.

One March concert set for New
York City will be set aside as a bene-
fit for the African Relief Fund, a
further extension of Rogers’ efforts
to combat world hunger. The date
for that show has not yet been an-

(Continued on page 42)
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Talent in Action

v2
Radio City Music Hall, New York
Tickets: $16.50

U2 IS THE PERFECT band if
you're longing for a return to the
’60s: politically conscious, socially
committed, musically adept. In
short, what once was The Right
Stuff in rock’n’roll.

But if ROTC is again flourishing
on college campuses, and if you
have to go all the way to Ireland to
find a rock band that will write
songs about Martin Luther King, at
least aging Aquarian children can
take some comfort in seeing that
band fill Radio City Music Hall for
an Amnesty International benefit.
No matter that the young audience
would have an easier time identify-
ing Will Powers than Gary Powers.

Musically, U2 has forged a sound
that completely complements its
you-gotta-fight-to-be-a-pacifist
stance. Drummer Larry Mullen’s
parade style cadences prove the per-
fect metric backbone for the outfit.
But at core, U2’s music is guitarist
The Edge. His stuttering rhythm
phrases frequently dominate the
band to the extent that vocals take a
supporting role, coloring the steady
flow of chorded chant rhythms.

Radio City itself presents a spe-
cial challenge for a rock band. Its
cavernous expanse usually means
uneven sound and distortions for an
electric group. But U2 was able to
use the hall’s quirks to eerie effect,
due in particular to The Edge’s deft
use of ringing harmonic overtones
and sustained feedback.

Musically, the program hewed
close to the program offered on the
band’s last tour two summers ago.
Featuring only three tunes from
their latest album, “The Unforget-
table Fire,” including the present
single ““(Pride) In The Name Of
Love,” the show emphasized the
more FM-friendly “War” composi-
tions like “Sunday Bloody Sunday,”
“Second To Say Goodbye’’ and
“New Year’s Day.”

Those longing for the '60s may
also get a little misty-eyed during
the band’s more self-righteous mo-
ments. Vocalist Bono’s on-stage re-
marks about ticket scalpers charg-
ing “too much” drew a roar of ap-
proval in New York. It also
effectively separated the band from
people hawking authorized U2 T-

shirts for $21 in the lobby.

Audience reaction to the program
bordered on hysteria. Bono, always
able to incite the New York audi-
ence to just the proper pitch, was up
to form. Standing on chairs through
the entire show, the crowd was re-
lentless in its approval, especially
when chanting along on request.

As a band, U2 gets better and bet-
ter with each tour. On the negative
side there are still gratuitous musi-
cal moments like Bono’s quickie ver-
sion of “Amazing Grace,” but when
a group answers their most com-
mercially successful studio album
with a recording as challenging as
“The Unforgettable Fire,” it’s hard
to question their integrity. Or to set
limits on their future.

FRED GOODMAN

LET'S ACTIVE

Cabaret Metro, Chicago
Tickets: $13.50

FACING A PACKED house await-
ing General Public, Let’s Active had
no problem warming up a crowd lib-

erally sprinkled with true believers.

One of the more intriguing ga-
rage pop bands around, Let’s Active
has in leader Mitch Easter not only
a much-admired producer (R.E.M,,
Bongos, Individuals) but a song-
writer of endless hooks and cleverly
skewed lyrics. Easter plays a mean
guitar as well, and if his singing
isn’t always on target, his fervor
makes up for the occasional sour
note.

Faye Hunter, one of Let’s Ac-
tive’s original trio, exhibited a
tough inventiveness on bass, with
her husky alto voice offsetting Eas-
ter’s '60s-inflected tenor. New mem-
ber Jay Peck proved that Let’s Ac-
tive hasn’t suffered at all in losing
original drummer Sara Romweber,
and fellow newcomer Tim Lee on
keyboards added an aural dimen-
sion which fleshed out Let’s Ac-
tive’s sound without affecting their
spontaneous, inspired-amateur ap-
peal.

In their economic, satisfying set,
Let’s Active gave the audience a
healthy dose of their first full-
length IRS album, “Cypress,” be-
fore knocking off older material
from last year’s acclaimed “Afoot”
EP. While the band’s sound has
been moving more and more away
from the Beatlesesque pop that
marked their debut, the quintessen-
tial gem of that period, “Every
Word Means No,” seemed to elicit
the most positive response. It's
probably still Let’s Active’s best
known track, but the tougher, more
demanding material on “Cypress”’
just needs a little more time to sink
in. MOIRA McCORMICK

JASPER CARROTT

Great American Music Hall,
San Francisco

- Tickets: $8

THE HIGHLY SUCCESSFUL Brit-
ish comedian, making a long-
planned and well-orchestrated fron-
tal attack to crack the American
market, wowed a sellout crowd of
more than 500 Oct. 12, with a de-
lightfully zany mix of one-liners, an-
ecdotes and musical interjections
that gave fresh perspective to the
theme of the hopefully-hip Limey
lost in the wilds of urban America.

The show was taped in anticipa-
tion of a stateside album. Seven of
Carrott’s British albums on DJM
have reportedly sold 800,000 copies,
but the comedian has resisted U.S.
importation in favor of the forth-
coming package, “made in America
for America.”

His Music Hall performance
proved Carrott to be well in reach of
his goal to be “the first British con-
cert standup comedian to make it in
America.” He had the crowd with
him all the way, as he got off a
steady stream of zingers on such
topics as homosexuality in San
Francisco (‘1 was greatly relieved
to find it isn’t compulsory’’) and
baldness (“‘Of course you can al-
ways get a hair transplant like El-
ton John’s and have a head that
looks like a colander’’). He finished
up playing guitar on a neat sendup
of Randy Newman’s “Short People”
called “Dead People” that brought
the house down.

JACK McDONOUGH

gz BOXSCORE ™

Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s) Capacity Promoter
JACKSONS Dodger Stadium Nov.30-Dec.2  $4,200,000 150,000 Stadium Management Corp.
Los Angeles ¥ theee sellouts
JACKSONS 8.C. Place Nov. 16-18 $2.996,900 96,560 Concert Productions
Vancouver (83,621,000 Canadian) (100,000) International/Stadiem
_$31.50 Management Corp.
PRINCE Capital Contre Nov.18-20,26  $2,003.293 133,182 G-Street Express/
SHEILA E. Landover, Md. $17.50/315.50/312.50 seven sellouts  Rainbow Oves America
NEIL DIAMOND Reumon Arena Dec. 6-8 824,14 57,141 Concerts West
Dalias $17/315 three sefiouts
PRINCE Greensboro (N.C.) Coliseum Nov. 14-16 4,630 G-Streat Express/
SHEILA E. $17.50/%15.50/$12.50 three seliouts Rainbow Over America
LUCIANO PAVAROTTI Madison Square Garden Nov. 16 $467,248 18,603 In-House,/ Herbert
New York $50-91 (19,595) Bresien
KENNY RODGERS The Centrum Nov. 24-25 £371,061 25504 North American Tours Inc.
B8.). THOMAS Worcester, Mass. $16/313.50 two sellouts
EDDIE RABBITT
IRON MAIDEN Maple Leaf Gardens Nov. 30 $210,613 17,500 Concert Productions
TWISTED SISTER Toronto (3263427 Canadian) seflout International
$17.50
BRUCE SPRINGSTEEN & Tallahassee (Fia.)-Leon Dec.7 $207,520 12970 Beach Club Promotions/
THE E STREET BAND _ County Civic Center $16 seflout Cellas Door Pr i
KENNY ROGERS Providence (R.L.) Nov. 28 3187479 12,184 North American Tours Inc.
SAWYER BROWN Civic Center $15/813.50 (13,036)
EDDIE RABBITT
IRON MAIDEN The Forum Nov. 27 $100,232 13,645 Donald K. Donald/
TWISTED SISTER Montreal (3225,291 Canadian) sollout Concert Productions
$16.50 ional
IRON MAIDEN Colisee de Quebec Nov. 26 $169.2%0 13,635 Donald K. Donald/
TWISTED SISTER Quebec (3211,613 Canadian) sefiout Concert Productions
$15.50 International
CHICAGO Carver Kawhaye Arena Dec. 2 $165,689 12,701 Contemporary
ALAN KAYE lowa City $13.50/$12.50 (15,500) Presentations/Pace
Concerts
KENNY ROGERS Olympic Arena Dec. 1 3161878 $10,632 North American Tours Inc.
SAWYER BROWN Lake Placid, N.Y. $16/$13.50 setlout
EDDIE RABBITT
KENNY ROGERS Cumberiand County Nov. 29 $138,854 9,065 North American Tours Inc.
SAWYER BROWN Civic Center $16/313.50 sellout
EDDIE RABBITT Portland, Me.
ASHFORD & SIMPSON Painter’s Mill Theater Nov.30-Dec. 1 $132,708 8531 Marc Corwin/That's
ALICIA MYERS Battimore 1) (9,792) Entertainment
four shows
two setiouts
KENNY ROGERS Veterans Memorial Coliseum Nov. 27 $127,760 8,492 North American Tours Inc.
SAWYER BROWN New Haven $16/813.50 (10,543)
EDDIE RABBITT
IRON MAIDEN Winnepeg (Manitoba) Arena Dec.3 $126,256 10,182 Donald K. Donald/
TWISTED SISTER ($157,821 Canadian) (12,000) Concert Productions
$15.50 International
KENNY ROGERS Glenn Falls (N.Y.) Nov. 30 $123,750 1,659 North American Tours Inc.
SAWYER BROWN Civic Center $16.50/313.50 sellout
EDDIE RABBITT
DARYL HALL & Tingley Auditorium Dec. 8 $118,515 9202 Evening Star Prods./
JOHN OATES Albuguerque $13.50/$12.50 sellout Jam Prods./Big River Corp.
CHICAGO Dane County Expasition Center Dec. 7 $113,933 1,632 Contemporary Presentations/
ALAN KAYE Madison, Wisc. $13.50/312.50 (9,950) Stardate Prods.
WILLIE NELSON Baltimore Civic Center Dec. 6 $111,457 1,981 American Amusement Corp.
KR1S KRISTOFFERSON $15/812.50 (13,610)
BILLY SWAN
BARRY MANILOW Tallahassee (Fla.}-Leon Dec8 $111,52¢ 6,970 Beaver Prods.
County Civic Center $16 {10,004)
IRON MAIDEN Metro Center Nov. 24 $110,260 8,892 Donald K. Donald/
TWISTED SISTER Halifax, Nova Scotia ($137,826 Canadian) (9,000) Concert Productions
$15.50 ional
KENNY ROGERS Broom County Arena Nov. 23 $109,908 1,081 North American Tours Inc.
EDDIE RABBITT Binghamton, N.Y $16/313.60 sellout
CYNDI LAUPER Pittsburgh Civic Arena Dec. 4 $108,161 1857 Electric Factory Concerts
BANGLES $13.75 (8,460)
CHICAGO indiana Assembly Hall Dec. 4 $97,089 132 Contemporary Presentations/
ALAN KAYE Bloomingten $13.50/$12.50 (15,000) Sunshine Promoti
AEROSMITH Tingley Auditorium Dec.?7 $89,683 5,100 Feyline Presents
BLACK & BLUE $12.75/311.78 (1422)
BEACH BOYS Ohio Theater Dec.7 $83,743 5,794 Brass Ring Prods.
Columb $16/315/314 two seliouts
IRON MAIDEN Sudbury (Ont.) Arena Dec. | $831.480 (1)) Donald K. Donaid/
TWISTER SISTER ($101,850 Canadian) (71,200) Concert Prods. International
$15.50
CYNDI LAUPER Kemper Arena Dec.7 31,243 6,505 Contemporary Prods./
BANGLES Kansas City $13.50 (10,000) New West Py ti
RICKIE LEE JONES Warfield Theater Dec. 89 $74.043 4351 Bill Graham Presents
San Franclsco $17/315 sebout
AEROSMITH €l Paso (Tex.) County Dec. 8 $74,320 5,961 Feyline Presents/
BLACK & BLUE Coliseum $13/312 (8,000) Jam Prods.
IRON MAIDEN Ottawa (Ont.) Ciwc Conter Nov. 28 $72,355 6419 Donald K. Donaid/
TWISTED SISTER (390,444 Canadian) (9,000) Concert Productions International
$15.50
KISS Kiel Auditorium Dec. 4 $54,533 4380 Contemporary Productions
QUEENSRYCHE St. Louts $13/312 (5,708)
CYND1 LAUPER Louisville Gardens Dec. § $52,300 4265 Sunshine Program
BANGLES $12.50 _(6850)
KINKS Cobo Arena Dec. 7 $50,505 3,766 Brass Ring Prods.
TOMMY SHAW Detroit $13.50/310 (8,575)
GEORGE STRAIT St. Angelo (Tex.; Coliseum Dec. 8 45,14 429% C & M Productions
RONNA REEVES $12/310 (5,000)
KROKUS Sacramento (Calif.) Dec.7 $44.905 328 Bill Graham Presents
W.ASP. Memorial Auditorium $15/$13.50 (4,100)
FELIX
KROKUS San Jose (Cakf.) Dec. 9 $44,302 3299 Bill Graham Presents
W.AS.P. Crac Auditorium $15/$13.50 sellout
FELIX

Copyrighted and compiled by Amusement Business, a Billboard Publications, Inc. publication. Boxscores are compiled every Tuesday and shouid
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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Blueprint from Down Under

Wheatley's ‘Real Life’ Project: Custom Label

LOS ANGELES Veteran Austra-
lian rock and pop manager Glenn
Wheatley has built up his current
operation by scaling down: Wheat-
ley’s management combine has di-
versified into its own custom label
while trimming its overall roster to
enable him to concentrate more
fully on each new project.

That’s the strategy outlined dur-
ing a recent visit here, where
Wheatley has set up his own U.S.
office, headed by his former Austra-
lian general manager, Geoff
Schuhkraft. Wheatley himself, best

known for his astute management
plan for one of the first U.S. break-
throughs from Down Under, the
Little River Band, sees a contrast
with his operational style of the late
"70s.

“My approach has changed some-
what in that a few years ago I was
involved with a variety of projects,
but now I'm cutting back and focus-
ing much more on each,” he ex-
plains. One telling example of how
that shift can pay off has been the
first act to record for the Wheatley
label, Real Life, which scored sub-
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New AC/POP Songs Available

EXCERPT FROM THE QUEEN OF DREAMS © 1984 SCOTT REICH

I's hard sometimes 10 say

that I's oll a game

You wonder if anyone feels the same

1t you wont o play

then you have 10 ke the risk

The players cast their chips

On the chonce they might have missed

She says, “Come, sit at my toble, it's oiright.
You may win my hond i you play if right”
You don‘t undersiand

but you might as weit pretend

S0 you try your luok again

Maybe this deal will end with

The chance 10 fove het, the Queen of Dreams
The chance 10 fove het, i's harder than it seems

REIOH 718 858 0983
164 Columbio His. Broekdyn His, N.Y 11201

stantial sales and airplay in a host
of international territories, includ-
ing the U.S.

In North America, he has pacted
with Curb Records on a joint ven-
ture basis, with Real Life’s product
released via Curb’s MCA pact. Thus
far, the combination of the Curb or-
ganization and Wheatley’s more se-
lective timetable has enabled him
“to know exactly what's going on,
where, and for what reason,” he
says.

Wheatley notes that one manage-
rial technique that hasn’t changed is
his insistence on involving his acts
directly in overall career planning.
“The best investment I ever made
was putting a boardroom table at
my offices,” he says of his Mel-
bourne base. “We're getting every-
one in and treating it literally as a
board situation—if the majority
opinion prevails on an issue, then
we'll move on to the next topic.”

The Real Life project took 18
months, during which the fledgling
label focused entirely on the young
act. Now Wheatley says he’ll “abso-
lutely” hold marketing activity to
just one release at a time, to sustain
that level of coordination. Next at
bat for the label will be John Farn-
ham. .

Wheatley, whose other manageri-
al clients include both LRB and its
former lead vocalist, Glenn Shor-
rock, also notes that future Wheat-
ley label product could reach the
market through Curb’s other cur-
rent deals, although hé’s more than
satisfied with MCA’s handling of
Real Life. But he downplays the
common tendency for smaller labels
or management firms to place all
acts through a single major in order
to build leverage.

The Wheatley label itself has dif-
ferent licensees around the world,
including Interchord (Germany),
Carrere (France), Polystar (Ja-
pan), Sonet (Scandinavia), Ariola
(Benelux/Spain) and MCA (UK.,
North America). “I'm delighted
with the results,” he says of that
configuration. “They’ve all contrib-
uted enormously on our first pro-
ject, and I think it's healthy to work
with different labels.”

SAM SUTHERLAND

FRANKIE GOES

(Continued from page 40)

pounds a day. We put a lot of work
into it.”

But, he says, the effort paid off—
even if it did engender a backlash of
sorts. “We sold 10 million pieces of
vinyl off two singles. We sailed up
the charts past people who had been
working for years. If I was in anoth-
er band, I'd be pissed off, too.”

Upcoming plans for the Frankies
include three Christmas dates in
their hometown of Liverpool, and
then their first major tour of En-
gland and Europe. They expect to
release a new U.S. single this spring
(““Power Of Love’ will only be
available as an import), either a re-
mixed cut off “Pleasure Dome” or a
new tune, and then go back into the
studio for a projected summer fol-
lowup album. A full-blown North
American tour is planned to suppert
that release.

TOM RUSH

(Continued from page 40)

Rush, who recorded successfully
for Prestige and Elektra during the
folk era before moving in 1968 to
Columbia, decided to take a seminar
on marketing conducted by Ed
Shain. “He was intrigued by the
problem of selling art—how do you
sell something without any fea-
tures?”’ Rush recalls. “So he was
giving these seminars for artists. At
that time I was about to try and
place a new tape with one of the ma-
jors, but I spent time reviewing my
problems with him.”

Shain’s encouragement, and his
support of Rush’s contention that
his own audience was probably be-
yond the youth market focus of the
mainstream business, formed the
basis for the artist’s first test of
that baby-boom scenario. To mark
his 20th anniversary as a perform-
er, Rush decided to move the annual
Boston holiday show from the Para-
dise Theatre, where he’d been un-
able to sell out 500 seats at $7, to the
more prestigious Symphony Hall.
Tickets were increased to $15, in
keeping with Rush’s decision to
have the hall's floor set up cafe
style with tables.

The gambit was successful, yield-
ing a sellout and forming the basis
r.ot only for subsequent annual con-
certs there but for both television
and radio specials, recorded during
the shows.

Rush has since consulted with
marketing professors at Boston
Univ. and Harvard Business School,
David Sykes and Michael Porter.
Under their guidance, Maple Hill
has been able to sample concert au-
diences to determine precisely how

ROGERS, PARTON

(Continued from page 40)

nounced.

For their tandem tour, Parton will
use Rogers’ existing theatre-in-the-
round stage set. Four push-button
video screens will show clips of the
two artists tied into their sets.

According to Rogers’ manager
Ken Kragen, president of Kragen &
Co., this tour has been contemplat-
ed for some time. The singers had
talked several times about putting
together a joint tour, he says, but
their conflicting schedules and Par-
ton’s health problems and movie
projects intervened. Interest resur-
faced when they recorded “Islands
In The Stream” for Rogers’ debut
RCA album, “Eyes That See In The
Dark,” and plans were formulated
while they worked on their duet
Christmas album and tv special last
fall.

Rogers will sing with Parton on
an original tune, “Real Life,” writ-
ten for her upcoming RCA album
this spring, prior to the start of film-
ing on ‘“The Gambler; Part III"” in
April.

The stars will work on a guaran-
tee-fee basis for their tour, perform-
ing both as a duet and in separate
solo segments before closing out
the show’s finale together. The en-
tire show will run approximately
two and a half hours, says Spurlock,
including Sawyer Brown'’s half-hour
opening set.

The concert dates are being limit-
ed to weekends or to no more than
three consecutive shows at a time,
to aveid stress on Parton’s throat
and allow the singers time for out-
side commitments.

Rush’s audience breaks down in
terms of age, sex, marital status,
education, household, occupation,
media and even other non-entertain-
ment purchases.

The emerging profile depicts a
constituency highly concentrated in
the 26-30 and 31-35 demographics
(32.5% and 38.6% respectively);
53.9% female; dominated by profes-
sional and technical careers
(59.7%), and well-educated. Among
those polled, a whopping 93.8% had
attended college, 76.7% of them for
four or more years.

Rush downplays his own wisdom
in employing such sophistication in
finding his audience, and further
suggests that his modest sales
base—in the lower five figures for
albums—may simply be too slight
for branch-distributed labels. But
he does see the baby-boom market
as a neglected one.

‘““As an artist, I've always felt
that the industry’s role was to pro-
vide connections between audiences
and artists,” he asserts. “With the
demographic shift, however, the
baby boom has grown up, and {the
record companies] have lost that
connection.

“They’re doing a fine job of doing
what they’re doing,” he adds, allud-
ing to the youth market. “But any-
body who makes anything is after
the baby boom—if they make aspi-
rin, pantyhose or tires, they sell it to
baby boomers.”

Rush says he’s happy to concen-
trate on that sector in such a cli-
mate, especially in the wake of his
first album release, “New Year,” to
that target. Between direct sales
for a $10.95 audiophile LP (or $8.95
chrome tape) via magazine ads and
Boston retail sales at the lone store
he’s sold to, the Harvard Coop,
Rush says he has hit “numbers that
sound pretty small by industry stan-
dards, but are quite profitable.”

Now Rush has released a second
album, “Late Night Radio,” tied to
a Thanksgiving eve radio special
sharing that title and carried over
National Public Radio affiliates
across the country. The Dec. 27-29
shows will also be recorded, sug-
gesting that the cameos by outside
artists on “Late Night Radio” could
translate into multiple artist offer-
ings.
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Julio Iglesias
Mi noche de terror se acerca, Amor,
El 31—otro ano
Sin verte. Sin conocerte,
Sin el calor de tus brazos.
Sin el roce de tus labios.
Sin el placer de contemplarte en reposo.
Sin la gloria de verte despertar al alba.
No me siento completa sin t.
Piensa en mi a las doce. .. Por un instante

Ciao Amor,

Dulcinea

A Billboard Spotlight

i VIVA LATING!

ISSUE DATE: JANUARY 26 (jLatino America Revive!)

The dynamic, fast-moving Hispanic market will be

the subject of an important Billboard Spotlight in the
January 26 issue. Specially timed for bonus distribution
at MIDEM, this Spotlight will be devoted to the booming
Latin music industry in the U.S., Mexico, Central

America, South America and Spain. B
. , . . i For full details contact Senor Marv Fisher ¢ (213) 273-7040
Billboard’s worldwide network of industry experts will Billboard 9107 Wilshire Boulevard Beverly Hills CA 90210

report on all facets of the exciting Latin marketplace —  ©F ¢all any Billboard Sales Office around the world.
where it is, where its heading, the top business leaders

and the stars on the horizon. *B."bn d
Take advantage of this unique opportunity to promote your . I r .
Latin product to the world! Reserve your space today. 1515 Broadway, New York, N.Y. 10036
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by Brian Chin

IT WILL STAND: Every time the
year-end rolls around, I flash back
to December 1979, when, six
months into my first full-time writ-
ting inob, I wondered if it was al-
ready tire end of the line for me. |
had watched most of my profes-
sional acquaintances fired from
their encapsulated, specialized
jobs 1 ‘disco promotion.” I also

felt harassed and threatened by the
coming of new wave and the cease-
less proclamation that disco had
died that year. I don’t think there
was a person involved in the busi-
ness that had grown up around
clubs and club music who didn’t
wonder secretly, or even publicly,
whether it was all over.

I would have been much calmer,

smug even, had I only foreseen
that, of the top five disco records
on the last weekly club list of 1979,
four of the artists would be among
the major crossover success sto-
ries of 1983 and 1984. That list ran,
in order, Dan Hartman, Shala-
mar, Rufus & Chaka Khan, Star-
gard and Prince. Futher down the
chart: Sylvester; Inner Live (the
num-du-disque of Jocelyn Brown);
One Way; Giorgio Moroder; Mi-
chael Jackson; the Sugarhill Gang;
Kool & the Gang; Stephanie Mills;
and something weird and good by a
European group on the Sire label.
To be honest, I can’t remember
how several of the charted songs
went, But except for music that
was forgettable anyway, nothing
musical really died at that time.
Still, I continue to measure the

success of the music and the whole
network of club-oriented music
makers and music sellers from
that point because it marked the
collapse of an old structure and
the slow formation of another
right from point zero, after the re-
cord industry had voted “‘no confi-
dence.”

I ran a number of very nervous
pep talks in my writings that win-
ter, trying to analyze the difficul-
ties of the situation. Guess what?
The same things hold true right
now. There are still too many re-
cords coming out, and the signifi-
cance of a “hit” is still being un-
dermined by insignificant records
posing as hits. New sounds and
even complicated cultural environ-
ments are being overused and con-
sumed by the underground and

then the general media, and left
for dead.

How does anything good or
profitable ever come out of that
kind of confusion? Easy: The fans
make sense of everything by leav-
ing the dance floor. Then they visit
a record store and buy one record
(or more, we naturally hope) and
leave others on the shelf.

It’s my contention that watching
any segment of the music business
involves understanding the envi-
ronment into which a record is re-
leased. That's why I'm amused to
hear some radio people criticized
for relying too heavily on sales re-
search (just as an example), with
the implication that those people
don’t have magic “ears.” But it is

(Continued on opposite page)
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DANCE TRAX

(Continued from opposite page)

and has always been as important
to use ears to listen to what con-
sumers are saying (or implying)
that they like as it is to develop a
personal impression by listening to
records. Not more important, just
as important.

And that’s why I count external
factors as the ones that most de-
fined the significance of dance mu-
sic in 1984, and are most likely to do
s0 in 1985. The one I found most im-
portant because it was so close to
home: New York radio changed
dramatically. Whereas the rise of
the “urban contemporary” format
had bred a kind of competition that
tended to look favorably upon left-
field, often cult-oriented records,
the rush toward top 40 here sud-
denly changed the options of pro-
ducers and record labels trying to
start dance-type records here in the
city.

Frankly, it’s not yet clear wheth-
er this is a conservative or a poten-
tially progressive trend. It will take
the spawning of the next trendset-

(8o CHECKLIST )

Subscribe Today
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U.S. $35. [ Canada/Mex. $40.
international $80.

remitlance. All subscriptions paid in U.S. dollars

Another reason why dance music
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ting, monster-selling hit to show
clearly where the pipelines have
settled in, between the club DJs
and patrons and the radio program-
mers and their listeners here in the
Northeast section of the country.

Meanwhile, the West Coast new
music network should continue to
break many rock-oriented club cuts
because radio format competition
there appears to foster the main-
streaming of rock left-fielders. A
friend in U.K. a&r even says that
the local “go-go” hard-funk scene
of the Washington, D.C. area may
have some impact in Britain in the
immediate future—which means
they may be selling it back to us by
April or May. By and large, majors
should continue to have a lock on
overseas music, but there’s always
the chance that regional indepen-
dents will emerge anew with the
change of sound that will strike the
listeners as being fresh.

So, the individual hits of the
year, enumerated elsewhere in this
issue, only told one side of the story

for dance music this year. I hope
and fully expect to be telling great
crossover stories at this time next
year about acts like Paul Hardcas-
tle, Sade, Bronski Beat, Alison
Moyet, Nik Kershaw, the Limit
and the Force M.D.s. (Some long
shots: Vicious Pink, Alphaville,
Scritti Politti, Ministry, and the
Frankie phenomenon, which still
isn’t clearly a phenomenon in
America.)

But the evolution that the entire
structure is undergoing on a con-
stant basis is almost as radical as
the one that happened all at once in
1979. As businesspeople and pro-
fessionals, it’s well to be as aware
as possible of the entire system in
which records grow into hits and
salesmakers. That way, changes
don’t come as shocks but as new op-
portunities. Dancing is here to
stay, and so is dance music as lis-
tening music. But a great deal
about the ecrowd, the producers, the
music and the companies is chang-
ing and will continue to do so.
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Souverwrs/ Drscotch—Voyage
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Hollywood/Ge1 Up & Boogre—Freddy
James

Disco Kicks~— The Boys Town Geng

Menergy—Painck Kelty

Run Away Love—Linda Ciflord

Thers But For The Grace—Machme
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Heaven Must Have Sent—Bonme Pownter
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NEWRELEASES

(Continued from page 27)

GALLAGHER-STUCK IN THE 60’S

Gallagher
W Paramount Home Video 02332/$39.95
02332/$29.95

CATCH ME A SPY

Kirk Douglas, Martine Jobert
AW Prism Entertalnment 1925 $59.95
LIFE ON THE MISSISSIPPI

Robert Lansing, David Knell
AW MCA Home Video 80118/$39.95

LE MAGNIFIQUE

Jacqueline Bisset, Jean-Paul Belmondo
AW Prism Entertainment 2802/$59.95

BEYOND EROTICA

David Hemmings, Alida Valli,

Andrea Rau
AW Prism Entertainment 2801/$59.95

THE PRIVATE HISTORY OF A CAMPAIGN
THAT FAILED

Pat Hingle, Edward Herrmann, Wesly Addy
AW MCA Home Vidzo 80119/$39.95
PUDD'NHEAD WILSON

Ken Howard, Lise Hilboldt
AW MCA Home Vidzo 80120/$39.95

THE INNOCENTS ABROAD
Craig Wasson, Brooke Adams,

David Ogden Stiers
AW MCA Home Video 80117/$39.95

7 SESAC

AMERICAN GRAMAPHONE RECORDS

Ibere’s Wishing Pou Platinum & Gold in 1885
Have A Midi Christmas & A Bappy Thru Bear
Jrom The Staff At Enique Rerording Studios, 12.B.¢.

THE MAN WHO KNEW TOO MUCH
James Stewart, Doris Day

AW MCA Home Video 80129/$59.95

THE MYSTERIOUS STRANGER

Chris Makepeace, Lance Kerwin,

Fred Gwynne

AW MCA Home Video 80121/$39.95

THE RETURN OF THE TALL BLOND MAN
WITH ONE BLACK SHOE

Pierre Richard, Mireille Darc, Jean
Rochefort

AW Prsm Entertainment 2805,$49.95
SATURDAY NIGHT LIVE: RODNEY
DANGERFIELD

Guests: J. Geils Band, Harry Shearer,
Don Novello

AW Warner Home Video 29007 /WEA/$39.98
SATURDAY NIGHT LIVE: ELLIOTT GOULD
Guests: Leon Redbone, Harlan Collins,
Joyce Everson

AW Warner Home Video 29026/WEA/$39.98
SATURDAY NIGHT LIVE: CHARLES
GRODIN

Guests: Paul Simon, The Persuasions
AW Warner Home Video 29032/WEA/$39.98
SATURDAY NIGHT LIVE: BUCK HENRY
Guests: Mr. Mike, Franken and Davis,
Father Guido Sarducci

AW Warner Home Video 29035 /WEA/$39.98

SATURDAY NIGHT LIVE: ERIC IDLE VOL.1
Guests: Joe Cocker, Stuff

AW Warner Home Video 29030/WEA/$39.98

ERIC IDLE VOL.

Guest: Father Guido Sarducci

AW Warner Home Video 29036/ WEA/$39.98
SATURDAY NIGHT LIVE: MADELINE KAHN
Guests: Jim Henson's Muppets

AW Warner Home Video 2901 1 /WEA/$39.98
SATURDAY NIGHT LIVE: ROBERT KLEIN
Guests: Jim Henson's Muppets

AW Warner Home Video 29037/ WEA/$39.98
SATURDAY NIGHT LIVE: MICHAEL PALIN
Guest: The Doobie Brothers, Al Franken
and Tom Davis

AW Warner Home Video 29033/WEA/$39.98
SATURDAY NIGHT LIVE: SISSY SPACEK
Guest: Richard Baskin

AW Warner Home Video 29031/WEA/$39.98
SATURDAY NIGHT LIVE: LILY TOMLIN
Guests: Howard Shore, Jim Henson's

Muppets
MY Warner Home Video 29022/WEA/$39.98
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PERHAPS NOTHING was more representative of the re-
cording industry in 1984 than the album released exactly at
midyear. "Purple Rain" by Prince epitomized the upbeat cre-
ative and commercial climate, and dramatized not only how
the industry made the most of conventional opportunities to
promote its product, but also how a number of new avenues
were explored.

“A very broad product perspective is essential to maxi-
mize productivity,” stressed merchandiser Jim Greenwood
during his NARM convention keynote address. Fulfilling the
spirit, if not the exact configurations of that perspective,
Prince made himself available on record, on cassette, on
Compact Disc, on movie screens, on home videocassette, on
tour and on a myriad of merchandising items, of every size
and description.

There were ample other example of marketing and mer-
chandising opportunities maximized in '84. Through Novem-
ber, the Recording Industry Assn. of America certified 112
albums gold, a robust 16% increase over the first 11
months of 1983. Better still, 50 albums were certiiied plati-
num during the same period, a 28 % increase over the year
before. At midyear, the RIAA also reported an 18% upturn in
net shipments of recorded product by U.S. manufacturers
and a 15% climb in dollar volume, compared to 1983’s first
half.

Similarly, the National Assn. of Recording Merchandisers
released figures in September for the first seven months of
the year, indicating a 17 % increase in retail sales of records,
tapes and accessories. This January-through-July volume of
$460 million represented approximately 65% of U.S. re-
cord/tape store volume. Touting the upturn, a prominent
merchandiser said the association was *“proud” of the num-
bers.

Proud, too, were the manufacturers associated with spe-
cific blockbusters which helped generate those statistics:
“Purple Rain" (Warner Bros.) and Lionel Richie's ““Can’t Slow
Down" (Motown), each of which was certified at more than
eight million units; the *‘Footloose” soundtrack (Columbia)
and Huey Lewis & the News’ “Sports’ (Chrysalis), which sold
five million units apiece; and “Born In The USA" (Bruce
Springsteen/Columbia), ‘“Heartbeat City"” (the Cars/Elek-
tra), “1984" (Van Halen/Warner Bros.), “‘She’'s So Unusual”
(Cyndi Lauper/Portrait) and “Private Dancer” (Tina Turner/
Capitol), each of which moved in the region of three million.

Also, Michael Jackson's “Thriller.” Although it was the en-
gine of the industry's 1983 recovery and sold the bulk of its
20 million (domestic) units that year, the Epic Records re-
lease still spent half of 1984 in the top 10 of Billboard’s Top
200 Albums chart.

In addition to this steady flow of highly commercial prod-
uct, the year's maximize-the-mileage mood extended to man-
ufacturer sales programs and cross-promotional efforts.
CBS Records’ midline discounts for fewer returns, intro-
duced early in '84, blossomed into a broader plan in the fall,
for instance. Tie-ins with other industries’ goods (CBS with
Procter & Gamble, RCA with Mountain Dew, Warner Bros.
with Canada Dry, etc.) were seen as imaginative, if not always
successful, attempts to tap more consumer dollars. Connec-
tions with Hollywood were definitely profitable, and a signifi-
cant number of soundtrack albums went platinum via
shrewd marketing campaigns, including the use of that ulti-
mate movie commercial, the music video clip.

At radio, CHR continued to demonstrate audience ap-
peal—stations thus formatted led both the New York and Los
Angeles markets in the summer Arbitrons—and influence re-
cord sales. In fact, the heavy radio and video exposure given
to singles from the year’s mega-albums was largely what
turned them into mega-albums in the first place.

All this occurred against a backdrop of relatively stable
pricing for records and tapes, undoubtedly a factor in bring-
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INTRODUCTION TO YEAR END CHARTS

The 1984 Year End charts are compiled by computer
from Billboard's weekly, bi-weekly and monthly charts
during the eligibility period of Nov. 1, 1983 through Nov.
17,1984.

Final Year End chart positioning is based upon a point
system. Points for each record (single or album) are
awarded equally to:

—the artist

—the producer

—the label |

—the publisher (singles only)

—the record itself

Points are awarded based on the chart position of a
record for every week it is on the chart. The points it accu-
mulates are based on an inverse relationship between the
chart position and the number 100. For example, if a rec-
ord is at number 100, the artist, the producer, the label,
the publisher and the record each receive one point. |
There is also a three-tier bonus structure for records in
the top 10. The most bonus points go to the No. 1 record;
the second highest amount to records 2 through 5; and
the third highest amount to records 6 through 10.

The Year End charts represent the accumulation of all
points respective artists, labels, publishers, etc. have re-
ceived for all their charted records during Nov. 1, 1983
through Nov. 17, 1984.
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ing the public back to the music-buying habit in a big way.
And when news came in September that CBS was planning a
$9.98 list price equivalent for five major fall releases, retail
reaction was generally restrained—though hopeful that it
didn't signal an industry-wide move to the higher ticket.

Also the object of concentrated exploitation in 1984: the
Compact Disc. A variety of price breaks and promotional
ploys accelerated the new sound carrier’s retail and consum-
er penetration, as did joint hardware/software manufacturer
efforts (themselves a model of inter-industry cooperation).

Nineteen-eighty-four’s motif of optimism and maximized
opportunities was equally apparent in home video. Despite
no general change in pricing policies, manufacturers experi-
enced a climb in the average number of units sent to market,
and also found an increasing disposition toward sales, rather
than rental, within the core video specialty store network.

Most, if not all, major record retail outlets are now involved
in video—another example of new potential explored. The
nation's second largest record/tape chain, mall-oriented
Camelot, exemplified the trend. It expected to close out
1984 with video departments in 20% of its stores, and to
have them in up to 60% 12 months from now.

Throughout the year, no one suggested that the recording
industry was returning to previous rates of growth; it is ac-
cepted that the dynamics of the business have fundamental-
ly changed. What many do anticipate—national and interna-
tional economic conditions permitting—are converging and
synergistic opportunities for music as part of the wider home
entertainment spectrum, embracing various audio/visual
software configurations.

Neither as grim as Orwell’s vision, nor as commercially de-
pressed as the start of the decade, 1984 offered the music
industry an energizing taste of many of these new opportuni-
ties—and a hefty slice of optimism for the year ahead. The
purple rain felt good.
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Charts 84

Lionel Richie's sweep of this year's Talent in Action awards
was nearly as impressive as Michael Jackson's near lock-out
last year. Richie was the year's top artist, in both albums and
singles, for both pop and black music. He also had the top
black album with his eight-million seller “Can’t Slow Down."”

Richie didn't top the dance/disco recaps as Jackson did
last year, but he did win one award that eluded Jackson—top
adult contemporary artist. It's the second year in a row that
Richie has won in that category.

But Richie was nosed out by Jackson for the year's biggest
prize—top pop album. “Can’t Slow Down" finished third,
while “Thriller” was No. 1 for the second year in a row. That
makes “Thriller the first album to top the year-end chart two
years in a row since the “West Side Story" soundtrack in
1962-'63. And Jackson is the first artist to have the year's
top album two years in a row since Elton John scored in '74
with “Goodbye Yellow Brick Road” and in '75 with “Greatest
Hits."”

The year's other key award—top pop single—went to
Prince's platinum smash "“When Doves Cry.” The hit was also
declared the top black single, making it the first record to win
in both categories since Bobby Lewis’ “Tossin’ And Turnin' "
in 1961 —when Prince was all of two years old.

“Doves’” was the third biggest hit of the year on the dance
chart, but Prince was the most successful male dance artist.
The top female dance artist was Cyndi Lauper, who was also
judged the top female pop artist for both albums and singtes
The top dance artist was Shannon.

But the top dance record of "84 was the Pointer Sisters’ *|
Need You' /**Automatic’/*' Jump For My Love.” The biack ra-
dio success of those and other singles also enabled the
Pointers to be named top black singles group of the year.

The Pointers’ hits were produced by Richard Perry, who
also did the honors on Jutio Iglesias & Witlie Nelson's *To Ali
The Girls I've Loved Before,” which was dectared the year’s
top country singte.

The pop success of the Pointers and Iglesias hits made
Perry the top pop producer of the year. He previously won
the award in 1977, the year he supervised hits by Burton
Cummings, Leo Sayer and Carly Simon. By repeating, Perry
becomes one of the only four producers in the past 20 years
to top the year-end recap more than once. He follows Nor-
man Whitfield (1969-1970), Thom Bell\(1973-1974) and
Quincy Jones (1980-1983).

“To All The Girls” marks the third time in the past seven
years that Nelson has walked off with the year's top country
single award. He won, with Waylon Jennings, for 1978's
“Mammas Don't Let Your Babies Grow Up To Be Cowboys,
and on his own for 1982's “Always On My Mind.

Nelson was also declared the year’s top male album artist
in country. The equivalent award for singles went to Conway
Twitty. But the top male country artist combining both sin-
glestand albums activity was Hank Williams Jr.

Crystal Gayle and Alabama were the top female artist and
group'in country music. Alabama also triumphed as the top
country act of the year, an award they previously won jast
year.

In the black field, Tina Turner won as the top female artist
in singles, while Patti LaBelle won for black album action.
Both singers have been in and out of hits since the early
'60s, and scored major comebacks this year. Midnight Star
was named the top black album group, on the strength of
their platinum album ““No Parking On The Dance Floor."”

While Lionel Richie repeated as top adult contemporary
artist for the second straight year, he was narrowly edged
out of the award for top adult contemporary single, which he
swept last year with “You Are.” This year his “‘Hello™ came in
second to Peabo Bryson's *'If Ever You're In My Arms Again."”

Bryson's hit was produced by Michael Masser, who also
masterminded the top adult contemporary hit of 1974: Di-
ana Ross’ “‘Last Time | Saw Him.

Barbra Streisand was the top female artist in adult con-
temporary, while Culture Club was the top AC group. Culture
Club was also named the top pop group in singles, while
Duran Duran took the equivalent award for albums.

The top jazz album was David Sanborn’s “Backstreet.” But
Sanborn was edged as the year's top jazz artist by George
Winston, who had two albums in the top year-end top five.
The top jazz group was the Pat Metheny Group; the top fe-
male artist was Linda Ronstadt, owing to the success of her
“What's New" collaboration with the Nelson Riddle orches-
tra. “What's New” was the year's number seven jazz
album. PAUL GREIN

Talent Editor

OVERVIEW

Rock ’84

It's tempting to tie it in what the “American uber alles" po-
titical philosophy of the past year and the college-kids-for-
Reagan sweep, but it may simply be a coincidence. Still,
1984 was the year that American acts regained control of
the American rock scene. While 1983 saw both British (Po-
lice) and Australian (Men At Work) bands topping the album
charts, this year there was not a single No. 1 album whose
maker hadn’t been *'born in the U.S.A.”

Record sales in 1984 were controlled by Michael Jackson
(a holdover from 1983), the artists on the ‘‘Footloose”
soundtrack, Huey Lewis & the News, Bruce Springsteen and
Prince. Fighting for their places were the Cars, Van Halen,
Tina Turner, Cyndi Lauper, Madonna, John Cafferty & the
Beaver Brown Band, Ratt, Night Ranger and ZZ Top. Among
the only foreigners making waves were Rod Stewart and Billy
Idol (both of whom live in the States) and metallers like Ger-
many’s Scorpions and England'’s Iron Maiden.
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Iron Maiden penetrates the Iron Curtain by performing in
Poland.

While “buy American’ was a trend established in 1984,
most other aspects of the rock scene were continuations of
trends laid dowr\in 1983. “*New music” no longer meant
something dangerous; it simply meant something new,
Duran Duran, Culture Club and the Thompson Twins re-
mained firmly implanted as plain old pop.

The swing of the pendulum, initiated by AOR radio, away
from new music and back to arena rock continued. While
Quiet Riot, the surprise success of late 1983, was-unable to
duplicate its No. 1 action, there were unexpectedly strong
showings from Aerosmith clones like Ratt and **hid (as in hid-
eous) rockers” Twisted Sister. Van Halen's *“1984" was
planned to be the top album of the year for which it was
named, although jt ended up yielding the band its first No. 1
single, instead. For every foot gained by a ZZ Top or a Slade,
an inch was lost by a Missing Persons, Berlin or Go-Go's. Ka-
jagoo-who? As soon as the Cars or Spandau Ballet makes it
on Adult Contemporary, it's inevitable the teens will find
something diametrically opposed.

Video gave a big boost to hard rock bands, showing the
potential ticket-buyer a teaser of performance footage with
every clip. Videos became the promotional force in rock in
1984, again expanding on a trend established in 1983. This
was the year MTV tried to put a lock on video music with ex-
clusivity contracts and pay-for-play, and the year three new
music cable nets (one of them owned by MTV) announced
their inception.

But as consumers became more sophisticated about vi-
suals, the scope broadened. Film and long-form video be-
came the launching pad for rockers as diverse as John Caf-
ferty & the Beaver Brown Band (aka Eddie & the Cruisers) to
Prince. The latter half of the year saw the scene dominated
by the phenomenon of His Purple Badness, thanks to a multi-
media blitz of vinyl, video and film.

This was the 20th anniversary of the British Invasion, but
few Brit bands could ride the Beatles long coattails. This was
the year of two highly publicized tours—Victory and The
Boss——who often succeeded at the expense of other acts on
the road. We saw bands reunite (Deep Purple, Vanitla Fudge,
even Iron Butterfly) at the same time bandmates went their
separate ways (David Gilmour and Roger Waters, Tommy
Shaw and Dennis DeYoung, Roger Hodgson). Veterans like
Tina Turner, Slade, Billy Ocean and Yes made smashing
comebacks; in fact, there were fewer first-timers at the top of

the heap than in years.

But there will certainly be changes in store. Aren’t there
always? As the year ends, the controversial Frankie Goes To
Hollywood is the hottest band around. Or will it be Madonna,
with her return to the safety of '70s disco, who makes the
grade? Rock and politics are mixing once again, but will we
hear the boosterism of a Sammy Hagar or the questioning of
a Little Steven? As the old Chinese curse goes: May you live
in interesting times. ETHLIE ANN VARE

Billboard Contributor

Black ’84

In between the frightening sales of “Thriller” and the
muiti-media deluge of “'Purple Rain” black music's biggest
star was good old Lionel Richie. Combining his now trade-
mark love songs (isn't it time to rank Richie along side Mo-
town comrade Smokey Robinson as one of our music’s great
romantic writers?) with jet-propelied rhythm tracks on ‘‘Run-
ning With The Night" Richie silenced those who denigrated
him as “just a black Kenny Rogers.” Special praise for Ri-
chie’s solo success must go to Jammes Anthony Carmichael,
the studio craftsman who has produced almost every hit of
Richie’s prolific 10-year plus career, and Ken Kragen, who
has done a marvelous job selling Richie’s musical taient and
good natured personality to middle America.

The durability of Midnight Star’s *No Parking On The
Dance Floor” and Cameo's “She's Strange” comes in the
face of musical trends that suggest that black self-contained
bands are on the way out. Synthesizers have replaced horns
and made the many Sly & The Family Stone inspired big
bands that once populated the scene seem anachronistic.
But Midnight Star's Reggie Calloway and Cameo's Larry
Blackmon have quite effectively reshaped their sound to con-
temporary taste.

It is a lesson Kool & The Gang learned a few years back
with *“Ladies Night" and, through a string of gold and plati-
num albums, haven't forgotten. Their **Joanna’” was one of
the most pleasing pop singles in a year packed with tasty
hits, from the bounce of Jocelyn Brown’s **Somebody Else’s
Guy” and Deniece Williams' “‘Let’s Hear It For The Boy” to
the heartfelt ballads of Patti LaBelie (*If Only You Knew,")
and DeBarge (*“Time Will Reveal,”). For fans of sensual funk,
Mtume’s “You, Me & Her"" and Dennis Edwards’ *Don't Look
Any Further” were surely satisfying. There were some major
comebacks (Tina Turner, Yarbrough & Peoples, Billy Ocean)
and unexpected gems (Shannon's *‘Let The Music Play” and
*J. Blackfoot's “Taxi'").

Finally, it is amazing to note that aimost two solid years
since “Thriller'’s’ release the impact that album still has.
Rockwell’s “Somebody’s Watching Me" would not have re-
ceived the immediate attention it deserved without Michael
Jackson's involvement despite having a solid groove and
clever lyrics. “Say, Say, Say” wouldn't have deserved the air-
play it received without Michael Jackson. it's hard to not lis-
ten to Billy Ocean's “'Caribbean Queen” and not hear “Billie
Jean" somewhere in the distance. And, in the wake of “Beat
It,” have you noticed how many current black singles feature.
guitar solos? NELSON GEORGE

Black Music Editor

Country ’84

Country music is famous for reflecting the national psy-
che.

And by the close of 1984, liberalism in country music (as
in politics) was giving way to a new trend toward conserva-
tism. -

Perhaps that was to be expected in a year when Latin su-




perstar Julio Iglesias used Willie Nelson and country music
as his entry into American households, Lionel Richie had a
top-30 country hit (and got the night's biggest ovation on the
CMA Awards), Bob Seger had ASCAP's country song of the
year, and the Bee Gees did the same at BMI.

The handwriting was on the wall. If the mood stopped short
of outright polarization, it was fairly clear that programmers
would snap up almost any new release that sounded tradi-
tional with unfeigned eagerness, holding back on: records
with obvious crossover influences.

The word went out in Nashville: cool it on crossover. Down-
play the contemporary pop-sounding country. Publishers in-
structed writers to come up with songs that Reba McEntire
or George Strait could cut. Larry Gatlin revived Texas swing.
Ricky Skaggs took even a venerable chestnut like “Uncle
Pen” to the top of the charts. The Judds, a Kentucky-bred
mother/daughter duo with pristine acoustic leanings, scored
a No. 1 on their second release. John Anderson took home
another gold album, while major labels happily signed clear-
ly-traditional new artists such as Keith Whitley and Carl Jack-
son.

Video continued to be a topic of heted conversation in'the
country industry throughout 1984. Hank Williams Jr. creat-
ed a stir when he invited a few rowdy friends to star in his
video—and they all showed up: Cheech & Chong, George
Thorogood, Leon Redbone, Kris Kristofferson, Waylon and
Willie, and many more. If the video ran double its budget, it
had MTV airplay as compensation.

Also on MTV this year was Ronnie Milsap, whose classy
L.A.-produced clip brought together such disparate person-
alities as Britt Ekland, Herve Villechaize and Exene from Hol-
lywood-punk band X.

Do country videos sell records? Since there was no country
version of MTV by the end of 1984, the question remained
unanswered. But when Ted Turner, MTV and West Coast-
based Discovery Music Network all threw their hats into the
ring and announced proposed new multi-format video music
channels, Nashville labels perked up. If they come to pass,
these new avenues could signal the start-up of serious coun-
try video production at the label level for 1985.

KIP KIRBY
Country Music Editor

Running mates in '882 Anything’s possible, but here Chrys-
ler Chairman Lee lacocca and Kenny Rogers discuss their
'84 ticket—a one year, 100 city concert tour sponsored by
Dodge Trucks. Dodge dealers in concert cities also gath-
ered canned goods for Rogers’ World Hunger campaign.

Concerts 84

This was to have been the year of the Jacksons on the con-
cert trail, and it was—up to a point. The Jacksons’ massively-
hyped “Victory” tour did generate most of the headlines and
most of the dollars, but was still forced to share center stage
with Bruce Springsteen’s *“Born In The U.S.A."” tour, which
benefitted from its smoother internal logistics and seemed to
generate greater audience goodwill.

The two acts ran neck-and-neck on a recap of the 100 top-
grossing concerts of the year, prepared by Billboard'’s sister
publication, Amusement Business. Both had 11 cencerts on
the top 100, though the Jacksons' show—owing to their
higher ticket price—finished considerably higher ¢n the list.

In fact, the Jacksons had nine of the 10 top-grossing
shows of the year, and were shut out of a clean sweep of the
top 10 only by Springsteen’s 10-show sellout at Medowlands
Arena in New Jersey last August. The Jacksons’ lowest-
grossing show in the period ending Nov. 17 was their two-

The Everly Brothers on their reunion tour (Photo: Chuck
Pulin).

show sellout at Madison Square Garden—the only indoor
date on the tour—which grossed $960,000.

Trailing the Jacksons and Springsteen on the concert re-
cap are Neil Diamond, who had nine of the 100 top-grossing
shows of the year; Kenny Rogers, with six; Lionel Richie and
the Police, with five each; and Genesis, with four. Five dispa-
rate acts follow with three listings each: Billy Joel, Willie Nel-
son, Luciano Pavarotti, Luther Vandross and the Grateful
Dead.

1984 was an exceptional year for Radio City Music Hall in
New York, which hosted sellouts by Diana Ross (# 13 for the
year), Liberace (#17), Stevie Wonder (#20), Menudo
(# 22), Willie Nelson (# 26), Lionel Richie (# 29), John Den-
ver (#56), Johnny Mathis (#77) and Luther Vandross
(# 78). All of the shows were promoted inhouse.

Among the year's most successful outside promoters was
San Francisco-based Bill Graham Presents, which promoted
six of the year's 100 top-grossing shows, by Van Halen, Eric
Clapton, Lionel Richie, Bruce Springsteen, Rush and Scorpi-
ons. John Scher's Monarch Entertainment, Pace Concerts
and Jam Productions were each represented on the year-end
top 100 with four artists. PAUL GREIN

Talent Editor

Radio ’84

One thing that can be said about radio in 1984—there
was more of it. Amidst a flurry of buying and selling, signal
modifications and added night time hours, the real trend of
the '80s emerged in the form of suburban annexation. Out-
lets formerly serving small communities adjacent to major
markets were sold (at sometimes hefty price tags) with the
relocation to the larger trading area in the forefront of the
buyer's plans.

Early in the year, ABC plunked down $9 milion dollars to
buy Hicks Communications KIXK, licensed to and pro-
grammed for Denton, Tex. Once approved, KIXK was trans-
formed into Dallas’ “Kiss-FM KTKS,"” covering the metroplex
with a top 40 sound, perhaps thwarted in its initial impact by
KEGL there, which dropped its AOR approach in favor of a
similar contemporary hit sound.

Atlanta was hit with not one—but two new outlets, both
from nearby Gainesville as Shamrock’s WFOX finally got its
engineering act together sporting a city grade AC signal
while Katz purchased WWLT for $5.5 million in April. Also
aiming its newly improved signal over the Atlanta metro,
Katz chose a country approach vying for some of Cap Cities
enviable WKHX numbers. (WKHX, licensed to Marietta, just a
few years earlier took the same marketing approach, broad-
ening its coverage and target audience to include the metro.)

Likewise hit with two such newcomers was Raleigh, N.C.,
when Jim Heavner's WBAG licensed to Burlington moved its
studios to the city of Raleigh and became WZZU as Carl Ven-
ters purchased Wilson's WVOT/WXYY changing the latter to
WRDU, also located in Raleigh. Both outlets, top 40 WZZU
and album oriented WRDU made their debut over Labor Day
weekend within hours of each other—and of WQDR’s switch
from AOR to country.

Even smaller trading areas were not immune to similar
growth. The oceanfront community af Myrtle Beach, for in-
stance, now is targeted by “Wave 104" (WYAV, formerly
WLAT licensed to and located in Conway, S.C.).

Indianapolis, which saw itself increase similarly in the past
five years, with Shelbyville’s WENS and Greentield's WZPL
being major factors, continued to grow as the old WIFE-FM
dial position was again granted. Filling 107.9 is adult con-
temporary WTPI.

Format trends continued as expected in 1984, which like
'83 remained a year of top 40. Los Angeles’ KIIS emerged in
double digits (10.0 in the summer Arbitron book) with New
York's Z-100 neck in neck (on top at this writing) with urban
formatted WRKS.

Urban lost a few influential outlets, with the switching of
New Orleans' WAIL and Houston’s KRLY (now KLTR) to AC;

top 40 obviously continued to gain many converts—Milwau-
kee's WZUU, Portland's KKRZ (Z-100), Nashville's WZKS
(formerly WKOS, licensed to Murfreesboro) among them,
but the distinction of 1984's most memorable switch must
belong to Portland’'s KUPL. The easy listening Scripps How-
ard outlet finally achieved its long sought goal becoming
number one over all in the fall ‘83 Arbitron sweep only to go
ahead with plans to convert to country weeks later.

A bit of history also went down in this year of top 40: Storz
Broadcasting, the name long associated with top 40's begin-
nings in the '50s, began disbanding. Three of its outlets were
sold with New Orleans’ WTIX and Oklahoma City’s KOMA go-
ing to Price Communications for $3 million each—consider-
ably less than their estimated worth during their '60s hey-
day—while Malrite upgraded its Minneapolis holdings, ac-
quiring WDGY for just under $3 million.

ROLLYE BORNSTEIN
Radio Editor

International ’84

The international pop year has been mixed in terms of
sales statistics, music trends and levels of excitement but it’s
certainly been dominated by the two London-based acts
Frankie Goes To Hollywood and Wham! They provided a dou-
ble injection of excitement and controversy which added to
the aura of British pop supremacy established through
1983 and dazzlingly reflected in the U.S. charts.

At this stage of 1983, it was noted that international pop
could be moving firmly into “a watershed chapter’” when
there would be *‘a tidal wave” of multinational talents, trends
and productions, sweeping away geographical boundaries.

That hasn't happened—yet. There’s been a positive tidal
wave of worthy new talent from Britain set to peak in 1985.
Just to throw in a few names: Alison Moyet (Once Alf of Yaz-
00), Sade, Bronski Beat, U2, Nik Kershaw, Billy Ocean. A few
London-based producer names to pitch into the ring: Trevor
Horn, Phil Collins, Steve Lillywhite, Tony Swain/Steve Jolley
and many similarly inventive talents.

What's more, the names that swamped the U.S. charts
through 1983 continue with little evidence of diminishing
power: Duran Duran, the Police, Culture Club, the Euryth-
mics, Spandau Ballet, Sheena Easton.

But the move towards eliminating mere geographical bor-
der-lines did slow down. The domestic pop scene in West
Germany has lost much of the vitality of the 1982-83 “new
wave,” so that German-language material sees. much less
chart action. Italy, too, is in a state of “crisis,” not unusual in
that country, but it's 90% international product that makes
up the programming of the over-large network of radio and
television stations there.

The worldwide pressure exerted in 1983 by Australian
acts has fallen off, though the pop/rock band supply remains
impressive enough to give this territory a claim on third place
now behind the U.K. and U.S. But a major new trend jn Aus-
tralia is towards spoken-word singles representing the coun-
try's new-wave street humor.

Turning Lauperese—Cyndi shows Japanese girls how to
have fun by being so unusual.

But with Britain so way out front in audio/video talent pre-
sentation, it's the U.K. which predictably is reversing the
near-worldwide sales slump. The April-June quarter this year
was the best, in terms of deliveries to the trade, since the
golden days of 1979. Four singles, by mid-October, had sold
a million copies, the first time that more than one had gone
platinum since the 1979 bonanza. Frankie GTH had two
(“Relax” and “Two Tribes'), Wham's George Michael (solo
debut) had another *Careless Whisper” and the “old-timer”
Stevie Wonder made it four.

There's little point trying to separate the impact of Frankie
compared with Wham! but the Liverpool group's “Welcome
To The Pleasuredome,” a two-LP package, set a new record

(Continued on page TA-38)
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The Soundtrack Explosion

Big Hits

From The Big Screen

BY PAUL GREIN

he soundtrack boom yielded some of 1984's
most impressive statistics. Consider:

o Ten soundtracks went platinum in '84, more
than in the two previous best years for sound-
tracks combined.

® Two soundtracks, between them, dominated
the No. 1 spot for more than half of the year.
¢ Seven singles from soundtracks reached No.
1 on the Hot 100, and one of them (Prince’s ‘““When Doves
Cry") emerged as the top-selling single of the year.

® “Footloose” became only the second soundtrack in pop
history to generate six top 40 singles, following 1980's “Ur-
ban Cowboy.”

e “Purple Rain” was certified by the Recording Industry
Assn. of America for selling eight million copies, a total
topped by only one previous soundtrack: 1978’s “Saturday
Night Fever.”

The point of all this is unmistakeable: soundtracks and sin-
gles from them reached a peak of popularity this year. There
were many reasons for this surge, ranging from the rise of
cable channels to the popularity of music video to the closer
interplay between filmmakers and pop musicians.

Bob Cavallo, who together with partners Joe Ruffalo and
Steve Fargnoli developed, financed and produced Prince’s
“Purple Rain,” said in June: “The music business and the
film business are closer than at any time in history and are
about to crash into each other.”

Cavallo, Ruffalo and Fargnoli, who have managed Prince
since before his first hitin 1979, lobbied hard to ensure that
Prince would be granted total artistic control of *“Purple
Rain.”

“In the beginning, Warner Bros. Pictures discounted his
name value,” Cavallo recalled. “If Prince has two million re-
cord fans, you can swallow them up in a Saturday. But we
believe Prince has much greater name value than the num-
ber of records he's sold.

“There’s something about Prince that piques peoples’ in-
terest a little more than some other artists. People don't
know a lot about him; he’s a little mysterious and has a con-
troversial image.”

Most of this year’s platinum sound-
tracks were boosted by a hit single and a
hit movie. ‘Purple Rain’ and ‘Footloose’
each produced two No. 1 singles and a
third that reached the top 10. And ‘The
Woman In Red’ and ‘Ghostbusters’
each yielded one No. 1 hit.

The “Purple Rain” soundtrack was created and marketed
as a Prince album, which gave it a sense of unity and focus
missing from many patchwork soundtracks. That same
sense of cohesion was present in the year’s other big sound-
track, “Footloose.” The lyrics to all of the songs were written
by Dean Pitchford, who also wrote the screenplay.

“l wanted the songs to be a subtext for the film," Pitchford
explained in February. *| didn't want tracks that had been
left off old albums, and | didn’t want ‘trunk songs' that had
been lying around.”

Becky Shargo, the film's music supervisor, agreed. “We
wanted to have a thread tying through all the music. The rea-
son soundtracks went through a lull period in recent years is
that they became mere compilations, like greatest hits pack-
ages. Kids got hip to it, and after a while it became passe.”

Soundtracks did indeed go through a lull period in recent
years. The Recording Industry Assn. of America certified just
two platinum soundtracks a year in 1981, °'82 and '83. “The
Jazz Singer” and “Fame’’ earned the nod in 1981, “‘Chariots
Of Fire” and “Annie” in '82 and “Flashdance” and ‘“‘Stayin’
Alive” in '83.

But in 84, the RIAA opened its vaults and awarded 10
platinum albums. Besides “Purple Rain” and “Footloose,”
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Clockwise from
bottom left: Prince

in “Purple Rain”;

Phil Collins sings
‘“Against All

Odds” (Photo: At-

tila Csupo);
“Ghostbusters’ stars
in Ray Parker Jr. vid-
eo; Scene from
“Breakin’ ”’; Kenny
Loggins hit with
“Footloose” (Photo:
Chuck Pulin); William
Hurt, Kevin Kline in
“The Big Chill.” Be-
low: Meg Tilly in “The
Big Chill.”

these included ““The Woman In Red,” “Eddie And The Cruis-
ers,” “Ghostbusters,” “Breakin’,” “Hard To Hold,” “The Big
Chill,”” “Two Of A Kind" and “Yentl.”

This is more than in the two previous best years for sound-
tracks—1978 and 1980—put together. In 1978 the RIAA
awarded five platinum soundtracks—*Saturday Night Fe-
ver,” “Grease,” "Sgt. Pepper’s Lonely Hearts Club Band,”
“Thank God It's Friday” and “FM."” In ‘80, there were four—
“Urban Cowboy,” “Xanadu,” *‘The Rose" and ‘‘Honeysuckle
Rose."

Most of this year’s platinum soundtracks were boosted by
a hit single and a hit movie. “Purple Rain’”* and “Footloose”
each produced two No. 1 singles and a third that reached the
top 10. And “The Woman In Red” and *‘Ghostbusters’ each
yielded one No. 1 hit.

The only platinum soundtracks this year not to spin off at
least one top 10 hit were “The Big Chill,”" a collection of old-
ies which accompanied a box-office smash, and “Yentl,"”
which went platinum on the strength of Barbra Streisand’s
name and heavy adult contemporary airplay for “The Way He
Makes Me Feel.’

The main factor behind the success of the “Eddie And The
Cruisers” soundtrack was the growing importance of pay ca-
ble movie channels. The soundtrack sold poorly when first
released a year ago, because the film was a box office dud.
But the film was given a second wind when it was aired on
cable during August, which brought the album back on the
charts.

Norman Hunter, album buyer for the 157-store Record
Bar chain, was enthusiastic about the cable tie-in when inter-
viewed in Billboard in September.

"“Cable exposure of movies has the potential to sell more
soundtracks than theatre exposure,” he said flatly. “It pre-
sents an easy opportunity for more people to see a film in a
month than see it in a year in theatres.”

Other key industry figures offered still more reasons for
the year's soundtrack boom. Al Teller, Columbia Records’ se-
nior vice president and general manager, noted: “Record
companies have become more sophisticated in their dealings
with studios, and are becoming involved with pictures at an
earlier stage in the creative process.’

Walter Lee, Capitol’s vice president of marketing and pro-
motion, cited the growing number of music industry veterans
now working at major studios, including Steve Bedell (Para-
mount), Gary LeMel (Columbia), Joel Sill (Warner Bros. Pic-
tures) and Brendan Cahill (Universal).

Russ Regan, PolyGram's senior vice president for pop mu-
sic, pointed to the value of video clips as a promotional tool.
“The proof for that lies in the number of major film directors

(Continued on page TA-40)
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he impact of Latins and their music on

® ® ®
America is certainly nothing new. Ethnomu- : 5 :
sicoligist John Storm Roberts cites in his
book, “The Latin Tinge,” how almost all of
the major forms of popular music in the
U.S.—Tin Pan Alley, stage and film music,

jazz, rhythm & blues, western, rock—have
been influenced throughout their develop-

ment by element of Latin origin for the past 100 years.
The phenomenal success of Spain's international singer,

o
Julio Iglesias, is one that has taken 15 years to cultivate. It
comes as no small wonder that an artist of Iglesias’ stature
would desire to win the heart of America. But at what price?
As with probably other superstars, Iglesias’ fans are highly

possessive of him. They have had to share him with those

By HECTOR RESENDEZ . And Beyond...

who have only until recently discovered him. Many Hispanics,
especially long-time admirers, find it difficult to accept Igle-

sias’ crossover efforts. Odd as it may seem, the magic of Ju-

lio's verve and versatility “‘en ingles’ rings foreign and unnat- :

ural to ears accustomed to hearing him in Spanish for so JULIO IGLESIAS: His

many years (though Iglesias does record in other languages). atc:epta:-:e b.y: main-
Can you imagine Frank Sinatra doing it his way or loving New a;ﬁasmerv:'g x an'::y
York in Spanish? Perhaps, but our ethnocentric tendencies open the d:;or: of f
place limits on certain things. opportunity.
Whatever the process of cross-fertiliza- }
tion of American music by Latins has pl
entailed, the present indicates that Lat-

ins are fast becoming an integral part of
the industry. It is a more subtle partici-
pation, one lacking the fleeting hype
and dazzle of several decades past.

The acceptance of Iglesias by mainstream America may
well serve to further open the doors of opportunity for out-
standing Hispanic talent. Consider the fact that throughout
the years Latins have helped shape American popular music
through their endeavors while influencing the artistic efforts
of non-Hispanics as well.

The legendary Dizzy Gillespie once wrote: *If it weren't for
Mario Bauza, | would have not gotten into Latin-Jazz.” Gilles-
pie is recognized as the first major jazz personality to experi-
ment with Latin rhythms as a pioneer of Cubop during the
1950s. There were a number of other major figures during
that era: Stan Getz, Charlie Parker, George Shearing, Nat
“King” Cole, Dave Brubeck and Cal Tjader, to mention a few.

Yet, Latin musicians were primarily responsible for bring-
ing Latin-Jazz to the forefroont. Two key figures were Alberto
Socarras and Frank “Machito” Grillo. There have been many
others, of course. Jose Mangual, Sr. swung during the Be-
Bop era and during the years that saw the rise of Afro-Cuban
music. Mangual's bongos helped decorate the sounds of Ma-
chito, Charlie Parker, Cannonball Adderly, Sarah Vaughan
and Herbie Mann.

The popularity and effect of Latin music has long been an
international phenomenon. The most enduring influences
came from four countries: Cuba, Argentina, Brazil and Mexi-
co. Of these, the impact of Cuba's habanera style, one source
of the Argentinian tango (itself a mass rage during the early
1900s) and an element that directly touched jazz and other
American idioms.

Whatever the process of cross-fertilization of American
music by Latins has entailed, the present indicates that Lat-
ins are fast becoming an integral part of the industry. It is a
more subtle participation, one lacking the fleeting hype and IR
dazzle of several decades past.

The far-reaching significance of Latin musicians in Los An-
geles alone is exhausting. These were established artists who
evoked national, if not worldly recognition during the 1940s
and 1950s: Rene Touset, Eddie Cano, Xavier Cugat, Miguel-
ito Valdes, Desi Arnaz, Johnny Martinez, Chico Sesma, Mo-
desto Duran, and countless others.

The Latino rock movement of the last several decades
makes up another facet of the Latinization of American mu-
sic and fusion of Latin rhythm & blues. There was Ritchie Va-
tens (**Oh Donna”, “La Bamba"), Cannibal & the Headhunt-
ers (“Land Of A Thousand Dances"), The Midniters (**Whitti- i
er Boulevards™), Sam the Sham & the Pharoahs (*Wooly RUSEN BLADES CAMILO SESTO
Bully,” “Little Red Riding Hood"), the Ronettes (“Be My
Baby"), Jay & the Americans (“Come A Little Bit Closer"),
Rudy Martinez & the Mysterians (96 Tears"), & the Sir
Douglas Quintet (“She's About A Mover,” “*“Mendocino").

The 1970s gave birth to successful groups that special-
ized in the Latin-rock area: Azteca, EI Chicano, Malo, Tierra,
and Carlos Santana whose own penetration into mainstream
America has yet to be rivaled.

Although the Latinization of popular, rock and country mu-
sic has taken a substantial prominence on both coasts of
America, California’s artistic community must be viewed as
the genuine catalyst. And it is in Los Angeles where the larg-
est measure of fusion elements are initiated or incorporated
by tatino artists.

The far-reaching impact of these musicians and singers re-
volves around a solidly established legacy. Numerous Latino
artists of major standing, in addition to upcoming talent,

(Continued on page TA-37)
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MENUDO: Ther youth appéal, wholesome image, nd RCA;s worldwide—
marketing thrust are propelling the group to new international heights.

DYANGO /

SHEENA EASTON and LUIS MIGUEL in golden LOS LOBOS
duet.
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Video Music

Where Technology and Creativity Meet in the ’80s

an anyone yet doubt the pivotal influence of vi-

sual music? During 1984, a deluge of video mu-

sic programming certainly argued against such

skepticism, elevating the role of video promo-

tion to an even higher niche as video music’s

style spread well beyond its existing cable and
broadcast tv foundations to transform the very look of pop
culture.

It was during "84 that the visual sizzle of promotional vid-
eo clips became a unifying visual thread running through
movies, tv, advertising and merchandising. Madison Avenue
shelved last year’'s celebrities and yesterday’'s fashions to
create commercials applying the flash and flair of rock video
to automobiles, cosmetics, cereal and toys. Network cop
shows were transformed from mean street odysseys to pas-
tel-hued, jump cut montages on NBC-TV's “Miami Vice,”
where wardrobe anag camera movement paid more homage
to Michael Jackson than Jack Webb.

Saturcay morning children’'s programming likewise ab-
sorbed the visual music style in both live action and animat-
ed programs, generating the cartoon equivalent of clips.
Even the Disney Channel tapped the music video boom with
its own DTV clips, aired over the channel and subsequently
released by Disney’s sister home video arm in prerecorded
videocassettes.

The lure of low praoduction costs and the lustre of a much-
touted phenomenon compelled both network and syndicated
program suppliers to multiply the various clip-driven pro-
gram formats, and UHF stations joined cable, pay and stan-
dard VHF television outlets in committing long program
blocks to promotional video tapes and films. With virtually
free programming in the clips themselves, and MTV's suc-
cess in attracting advertisers as a model, such shows banked
that even modest viewing audiences could spell net profits.

One striking index to the scope of this boom would be the

Rebbie Jackson’s
“Centipede”

Ray Parker Jr. in “Ghostbusters’

likely dismay of old movie buffs in major markets from coast
to coast, enduring the lonely torment of high-tech rock, pop
and funk clips where Cary Grant and Barbara Stanwyck used
to be. In many cities, the hours after midnight were once
again a programmer’s graveyard, save for music video fans.

Such measurements of music video’'s overall presence
during the past year can’t be denied. Yet despite these re-
flections of the field's impact, the underlying goals and oper-
ating styles that characterize the video music field remain
problematic as well as promising. Although a number of ma-
jor record labels—CBS, Warner Bros., PolyGram, A&M,
I.R.S., MCA and Capitol/EMI among them—have created for-
mal music video divisions, ostensibly to develop profit cen-

It was during 84 that the visual sizzle of
promotional video clips became a unify-
ing visual thread running through mov-
ies, tv, advertising and merchandising.
Madision Avenue shelved last year’s ce-
lebrities and yesterday’s fashions to cre-
ate commercials applying the flash and
flair of rock video to automobiles, cos-
metics, cereal and toys.

ters for visual music programs, the locomotive tor the indus-
try remains the promotionat clip.

The clip, in turn, has yet to resolve lingering issues posed
since the early '80s. Although MTV’s controversial exclusiv-

The Bangies, Leonard Nimoy in ““Going Down
To Liverpool”

Miles Davis in “Decoy"’

ity pacts with record labels have offered a precedent for the
financial compensation, issues of competition and the diffi-
culty of translating the value of the MTV funds into a typical
stipend cloud any easy attempt to outline just who pays for
each clip. The adoption of duplicating and handling fees by
many labels, or more stringent controls over service lists for
promotional reels, have only partially offset the net cost to
record companies.

At the same time, the average production budget for a pro-
motional clip has continued to rise, with typical estimates in-
dicating the per clip investment has risen by perhaps a third.
Participants at Billboard's sixth annual Video Music Confer-
ence this November noted, for example, that '83 budgets
hovering between $25,000 and $28,000 have recently giv-
en way to $40,000 budgets. Label determination to eventu-
ally retrieve a direct income from such investments is self-
evident in the proliferation of music video production divi-
sions, yet, with the actual sales market for any prerecorded
programs still embryonic, those same labels continue to seek
“free"” mechanical and publishing rights.

Indeed, the rift between promotional clip producers and
managers, agents, publishers and performing rights inter-
ests intent upon building in their own participation in any

music video monies remains virtually unchanged. The idea of
rights waivers in perpetuity continues to polarize these oppo-
nents.

Less obviously, the cost of video promotion and produc-
tion has replaced such abandoned label practices as exten-
sive tour support, helping to keep overall marketing budgets
high and thereby offsetting much of the financial streamlin-
ing seen in the wake of the 1979 trade recession. To some
observers, the necessity of clip promotion thus drives the
break-even cost for a typical new album release ever high-
er—and relegates releases lacking a corresponding clip to a
decidedly second class citizenship.

Artists and publishers have also raised the more ab-
stract—but no more comforting—question of whether many
clips may limit, rather than extend, the impact of a musical
performance. And some managers and artists have confided
concern over how visual considerations can rival, or even ob-
scure, fundamental musical criteria in label contracts and
marketing.

Will music video live up to its lofty promise? Or could the
recorded music’s “savior” of the early '80s prove a costly
new example of media overkill within a few short years? If
there’s little evidence, as yet, of a music video burn-out
among consumers, there is also a hung jury at the retail level
of the video business, where hopes that music video titles
could help open up home video sales against the prevailing
rental orientation of that business. Although Sony’s video
software arm has exceeded early projections in its sale of
video singles, EPs and selected long-form titles, such prod-
uct is still handled with varying skill and sensitivity by the ex-
isting home video retail base, and has yet to penetrate be-
yond a minority of record/tape chains dabbling in video.

Cable, pay and broadcast tv, while eager for clips, have yet
to greet longer-form programs with the same zeal. Cable and
pay systems, in particular, appear to have held program in-

Lou Reed’s “I Love
You, Suzanne”

Frankie Goes To Hollywood's “Two
Tribes”

vestments for special contemporary music packages at a de
facto freeze, apart from specifically targeted music services
(such as MTV). Ironically, such services' past rivalry with the-
atrical exhibitors over motion picture exploitation may be re-
kindled, albeit on a smaller scale, with a rise in contemporary
music features and shorts as big screen attractions.

However one unravels the often tangled interplay of visual
music’s hard market realities and rosier impact as a cultural
phenomenon, there's little question that the technological
links between audio and video are growing ever stronger. Hi-
fi VCR technology is sparking an industry-wide emphasis on
improved audio for consumer electronics, as the early suc-
cess for Beta and VHS machines with vastly improved audio
capabilities has led to the first commercial stereo broadcast
television decoders, prompted by the tv field's acceptance of
the Zenith/dbx tv audio standard. A host of hybrid audio/
video products, from loudspeakers and amplifiers to com-
puter interfaces and four-channel sound decoders (for Dolby
Stereo theatrical audio) have emerged to compete for con-
sumer dollars.

In such a climate, the role played by musical programs
with the right mix of contemporary audio and eye-catching
visuals will doubtless be a crucial one. SAM SUTHERLAND



1984 TALENT CAPSULES

Was the show a hit or a miss? Following are excerpts from 35
talent reviews which appeared in Billboard during 1984. The
highlights were assembled by Paul Grein, Billboard's talent edi-
tor.

JACKSONS
Arrohead Stadium, Kansas Cify
The first show of the Jacksons' long-awaited “Victory” tour was
seamless and precise, but dishearteningly stiff. Every word in the
show seemed scripted, every move choreographed. We're told
the Jacksons rehearsed the show top to bottom 80 times, and it
shows: The concert had a practiced, mechanical quality, and
conveyed little sense of spontaneity or personality.
PAUL GREIN July 21

BRUCE SPRINGSTEEN &
THE E STREET BAND

Civic Center, St. Paul, Minn.

At age 35, Springsteen demonstrated that maturity and the rock
spirit are still compatible. Showing off his newfound Nautilus phy-
sique and “Footloose” dance moves, “the Boss” bounded
across the Civic stage like the old Muhammad Al.. Like his be-
loved role models Elvis Presley and Chuck Berry, Springsteen
fulfills the fantasy of what a rock hero should be.

LED SACKS July 14.

PRINCE

Joe Louis Arena, Detroit
Prince is basing the bulk of his concert tour on “Purple Rain,” the
film, instead of using “‘Purple Rain,” the tour, as a ptatform to go
beyond those symbols and gestures. At the star: of the anthemic
title song, he started to play a brown guitar—then, apparently re-
alizing his mistake, switched to the white guitar usad in the film.
NELSON GEORGE Nov. 17.

BILLY JOEL
The Forum, Inglewood, Calif.
Another key to the show's success was Joel's looseness and
sense of fun. Concluding a version of “An Innocent Man,” Joel
remarked: *‘| screwed up the words on that one, but | think | cov-
ered my ass pretty good." PAUL GREIN May 12.

DIANA ROSS

Westbury Music Fair, Long Isiand
The needless string of Las Vegas-like sidesteps hit bottom with a
parade of flabby men flexing their biceps on stage during “‘Mus-
cles.” No one need pay $25 to see that.
KIM FREEMAN March 17.

MENUDO
Radio City Music Hall, New Yorh

The question of where music ends and marketing begins has sel-
dom been as bafflingly posed as it is by Menuco, the Puerto Ri-
can pop phenomenon that began a 10-show stand here Feb. 14.
It would be both overly cynical and inaccurate to dismiss Menudo
as a no-talent group being hyped on image atone. But it would be
naive to suggest that their talent is much more than minimal.

PETER KEEPNEWS March 3.

LIONEL RICHIE
Pacific Amphitheatre, Costa Mesa, Calif.

Before he started his first soio tour, Richie and his advisors wise-
ly sought the advice of some top-notch directors and staging ex-
perts. But now that Richie has proved that he can mount the Big
Professional Show, it's time tor him to peel away some of the
Hollywood slickness and focus on the directness and simplicity
that have always been at the heart of his music and his appeal.

PAUL GREIN Oct. 13.

VAN HALEN

The Forum, Inglewood, Cald.
A Van Halen concert is half rock, half vaudevide and half again as
loud, raunchy, energetic, flashy and manic as it needs to be. Ev-
erything they did, they overdid. The monumental motor-driven

lighting trussss looked like a prop from "V: The Final Battle,” and
threw off enough wattage to illuminate three night ballgames.
ETHLIE ANN VARE May 26.

YES

The Forum, Inglewood, Callf.
There were some draggy moments. in the show; songs that ong
thought had concluded 10 minutes ago miraculoulsy came back
with a chorus. And there was a bit too much of the '70s space-
ships and setf-discovery. But Yes carefully avoided a ponderous
Genesis/Jethro Tull approach. It wasn't half as boring as it might
have been. ETHLIE ANNK VARE April 7.

CYNDI LAUPER
Ritz, New York
Lauper is the real thing: a brilliant and honest performer with
more than a touch of eccentricity and a thousand voits of elec-
tricity. She has an incredible energy level, a wonderful ssnse of
humor and a vulnerability—plus a set of pipes that would be ap-
propriate for the Cathedral of St. John the Divine.
LAURA FOTI Jan. 21

FRANKIE GOES TO HOLLYWOOD
Ontario Theatre, Washington D.C.
The young, white, suburban-looking crown (most in Frankie T-
shirts) was treated to a roaring hour-long set that, had all been

understood; would have shocked most of them, not to mention
their parents. KATHY GILLIS Nov. 17.

LOU REED
Universal Amphitheatre, Universal City, Calif.

Lou Reed has finished his *‘growing up in public;” his contant-
ment is hard-won and well deserved. And if his muic has become
a little mundane because of it and his concert is no longer an
outlet for the night terrors of his devoted followers, no one is go-
ing to suggest that he go back to committing slow suicide simgly
to provide a more interesting evening for the crowd.

ETHLIE ANN VARE Nov. 17.

TINA TURNER

Beverly Theatre, Beverly Hills, Calif.
Everybody who has been making such a fuss about Michael
Jackson's four-second moonwalk really ought to check out Tina
Turner's show. Her performance may be second only to Bruce
Springsteen’s four-hour marathons for sheer intensity and physi-
cal endurance. You can work up a sweat just watching her.
FAUL GREIN Sept. 15.
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POINTER SISTERS
Caesar’s, Atlantic City
A great asset in the Pointers’ show was the interplay of three dis-
tinct personalities expressed in three different voices: June, the
sassy baby sister; Anita, the shyly playful performer; and Ruth,
the authorative powerhouse. KiM FREEMAN July 21.

DURAN DURAN

The Forum, Inglewood, Calif.
While the group put on a good show, it was nothing compared to
the show that was staged by the screaming, shrieking teenaged
giris in the audience. The group struck the right note of bemuse-
ment about the panemonium. Cracked lead singer Simon LeBon:
“Just a little more energy, all right?" PAUL GREIN Feb. 18.

LINDA RONSTADT &
THE NELSON RIDDLE ORCHESTRA

Universal Amphitheatre, Universal City, Calif.
When Linda Ronstadt took her “What's New” show on the road
for a mini-tour last fall, she was still unsure of how audiences
would respond, and it showed in her performance. She seemed
nervous that in the middle of a classic ballad, some clod would
yell out, “"Heat Wave.” This time, Ronstadt appears more com-
fortable and asured. And when some clod did yell out “Heat
Wave,” she had a deft rejoinder. “If Duke Ellington isn't good
enough for you, you're just in trouble.”  PAUL GREIN Sept. 1

BARRY MANILOW
Radio City Music Hall, New York

His predilection for the grandiose can get to be a bit much, but it
is an interesting comment on Manilow the composer that the
three most overblown numbers he performed at Radio City—
“Memory,” “Read 'Em And Weep" and the ghastly | Write The
Songs”—waere all written by other people.

PETER KEEPNEWS Nov. 17.

CULTURE CLUB

Madison Square Garden, New York
The group’s music, built on "60s r&b underpinnings and liberally
spiced with a gentle Caribbean lilt, is as easy on the ear as Boy
George’s garish outfits can be harsh on the eye. He wore four in
the course of the two-hour show, the most noteworthy of which
was the red-and-silver archbishop-from-another-planet number
he donned for “The War Song.” PETER KEEPNEWS Dec. 8.

HUEY LEWIS & THE NEWS
Universal Amphitheatre, Universal City, Calif.
Lewis is a highly engaging, if atypical, front man. Even when he's
trying out his fanciest rock star moves, he looks more like a CPA.
Lewis is highly effective at playing off this boy-next-door quality.
He frequently projects a mock shyness and clumsiness, like a 15-
year old on his first date. PAUL GREIN June 30.

BILLY IDOL
The Palladium, Los Angeles
If, as they say, a performer onstage is making love to his audi-
ence, Billy Idol's show is definitely a violent seduction. If any sin-
gle person can prove to the metalheads that new wavers are not
defacto wimps, this is the guy. ETHLIE ANN VARE March 31.

THE PRETENDERS
Universal Amphitheatre, Universal City, Calif.
The new album may have its weaknesses, but the Pretenders’
(Continued on page TA-35)
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Hits Of The World recap charts were compiled
from the weekly charts appearing in Billboard from
Jan. 7, 1984 to Nov. 24, 1984.

BRITAIN (Courtesy Music Week)
TOP POP SINGLES

Pos. TITLE—Artist—Label
1. RELAX—Frankie Goes To Hollywood—ZTT
2. TWO TRIBES—Frankie Goes To Hollywood—ZTT
3. 1 JUST CALLED TO SAY | LOVE YOU—Stevie Wonder—
Motown
4. HELLO—Lionel Richie—Motown
5. CARELESS WHISPER—George Michael—Epic
6. THE REFLEX—Duran Duran—EMI
7. AGADOO—BIlack Lace—Flair
8. FREEDOM—Wham!'—Epic
9. WAKE ME UP BEFORE YOU GO GO—Wham!—Epic
0. GHOSTBUSTERS—Ray Parker Jr.—Arista

TOP POP ALBUMS

Pos. TITLE—Artist—Label

1. CAN'T SLOW DOWN—Lionel Richie—Motown

2. THRILLER—Michael Jackson—Epic

3. AN INNOCENT MAN—BIlly Joel—CBS

4. LEGEND—Bob Marley & The Wailers—Island

5. DIAMOND LIFE—Sade—Epic

6. THE WORKS—Queen—EMI

7. NOW THAT'S WHAT I CALL MUSIC Ill—Various—Virgin
8. NOW THAT’S WHAT | CALL MUSIC lII—Various—Virgin
9. INTO THE GAP—Thompson Twins—Arista

10. PRIVATE DANCER—Tina Turner—Capitol

TOP POP SINGLES ARTISTS

Pos. ARTIST (No. of Charted Singles) Label
FRANKIE GOES TO HOLLYWOOD (2) ZTT
WHAM! (2) Epic

STEVIE WONDER (1) Motown

DURAN DURAN (2) EMI (1) Parlophone
QUEEN (3) EMI

LIONEL RICHIE (2) Motown

PAUL McCARTNEY (2) Parlophone
GEORGE MICHAEL (1) Epic

THOMPSON TWINS (3) Anista

NIK KERSHAW (2) MCA

TOP POP ALBUMS ARTISTS

Pos. ARTIST (No. of Charted Albums) Label
LIONEL RICHIE (1) Motown

MICHAEL JACKSON (3) Epic (1) Motown
BILLY JOEL (1) CBS

BOB MARLEY & THE WAILERS (1) Island
SADE (1) Epic

QUEEN (1) EMI

THOMPSON TWINS (1) Ansta

HOWARD KEEL (1) Warwick (1) WEA
TINA TURNER (1) Capitol

10. PAUL YOUNG (1) CBS

WEST GERMANY (Courtesy Der Musikmarkt)
TOP POP SINGLES

Pos. TITLE—Artist—Label

SELF CONTROL—-Laura Branigan—Atlantic/WEA

BIG IN JAPAN—-Alphaville—WEA

RELAX—Frankie Goes To Hollywood—Island

SUCH A SHAME—Talk Talk—EMI

JENSEITS VON EDEN—Nni De Angelo—Polydor/DGG

| JUST CALLED TO SAY | LOVE YOU—Stevie Wonder —
Motown/RCA

7. SEND ME AN ANGEL—Real Life—Curb/Intercord

8. HIGH ENERGY—Evelyn Thomas—Ariola

9. PEOPLE ARE PEOPLE—Depeche Mode—Mute/Intercord
10. TWO TRIBES—Frankie Goes To Hollywood—Island

TOP POP ALBUMS

Pos. TITLE—Artist—Label

1. 4630 BOCHUM—Herbert Groenemeyer—EM|
MAN ON THE LINE—Chris De Burgh—A&M/CBS
DISCOVERY—Mike Oldfield—Virgin
? (FRAGEZEICHEN)—Nena—CBS
AMMONIA AVENUE—AIan Parsons Project—Arista/
Ariola
ZWESCHE SALZJEBECK UN BIER—Musikant/EMI
DIAMOND LIFE—Sade—Epic/CBS

NO PARLEZ—Paul Young—CBS
CARAMBOLAGE—Peter Maffay—Teldec
10. FOOTLOOSE—Soundtrack—CBS

TOP POP SINGLES ARTISTS

Pos. ARTIST (No. of Charted Singles) Label

1. FRANKIE GOES TO HOLLYWOOD (2) Island
2. ALPHAVILLE (3) WEA

3. DEPECHE MODE (2) Mute/Intercord

4. LIMAHL (2) EMI
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LAURA BRANIGAN (1) Atlantic/EMI
TALK TALK (1) EMI

QUEEN (2) EMI

NINi DE ANGELO (1) Polydor/DGG

REAL LIFE (2) Curb/Intercord

10. STEVIE WONDER (1) Motown/RCA

TOP POP ALBUM ARTISTS

Pos. ARTIST (No. of Charted Albums) Label
1. HERBERT GROENEMEYER (1) EMI
CHRIS DE BURGH (1) A&M/CBS
MIKE OLDFIELD (2) Virgin
NENA (1) CBS
ALAN PARSONS PROJECT (1) Ansta/Ariola
IWESCHE SALZJEBECK (1) Musikant/EMI
PAUL YOUNG (1) CBS
PETER MAFFAY (1) Teledec
MICHAEL JACKSON (1) Epic/CBS
TINA TURNER (1) Capitol/EMI

NETHERLANDS (Courtesy Stichting Neder-
tandse Top 40)
TOP POP SINGLES

Pos. TITLE—Artist—Label

1. 1 JUST CALLED TO SAY | LOVE YOU—Stevie Wonder —

Motown

2. THE REFLEX—Duran Duran—EMI

3. CARELESS WHISPER—George Michael—Epic
1K VOEL ME Z0 VERDOMD ALLEEN—Danny De Munk—
RCA
LOVE IS A BATTLEFIELD—Pat Benatar—Chrysalis
TWO TRIBES—Frankie Goes To Hollywood
SMALLTOWN BOY—Bronski Beat—London
| WANT TO BREAK FREE—Queen—EMI
WAKE ME UP BEFORE YOU GO GO—Wham!—Epic
10. LOVE OF THE COMMON PEOPLE—Paul Young—CBS

TOP POP ALBUMS

Pos. TITLE—Artist—Label

CAN'T SLOW DOWN—Lionel Richie—Motown
NO PARLEZ—Paul Young—CBS
PARADE—Spandau Ballet—Chrysalis
DIAMCND LIFE—Sade—Epic

SEVEN AND THE RAGGED TIGER—Duran Duran—EMI
THRILLER—Michael Jackson—Epic

PURPLE RAIN—Prince—Warner Bros.
LEGEND—Bob Marley & The Wailers—Island
BODY AND SOUL— Joe Jackson—A&M

THE WORKS—Queen—EMI

TOP POP ALBUMS

Pos. TITLE—Artist—Label
DANNY DE MUNK (2) RCA
QUEEN (2) EMI

BRONSKI BEAT (2) London
STEVIE WONDER (1) Motown
WHAM! (2) Epic

FRANKIE GOES TO HOLLYWOOD (2) Island
DURAN DURAN (2) EMI
GEORGE MICHAEL (1) Epic
PAT BENATAR (1) Chrysalis
SHEILA E. (2) Warner Bros.

TOP POP ALBUMS

Pos. TITLE—Artist—Label

LIONEL RICHIE (1) Motown
PAUL YOUNG (1) CBS
SPANDAU BALLET (1) Chrysalis
SADE (1) Epic

DURAN DURAN (1) EMI
MICHAEL JACKSON (1) Epic
PRINCE (1) Warner Bros.

BOB MARLEY & THE WAILERS (1) Island
JOE JACKSON (1) A&M

QUEEN (1) EMI
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AUSTRALIA (Courtesy Kent Music Report)
TOP POP SINGLES

Pos. TITLE—Artist—Label

CARELESS WHISPER—Goerge Michael—Epic

IT'S JUST NOT CRICKET—Twelth Man—EMI
WAKE ME UP BEFORE YOU GO GO—Wham!—Epic
GIRLS JUST WANT TO HAVE FUN—Cyndi Lauper—
Portrait

GHOSTBUSTERS—Ray Parker Jr.—Anista
HELLO—Lionel Richie—Motown

LOVE IS A BATTLEFIELD—Pat Benetar—Chrysalis
| JUST CALLED TO SAY ) LOVE YOU—Stevie Wonder—
Motown

9. 99 LUFTBALLONS—Nena—Epic

10. FOOTLOOSE—Kenny Loggins—CBS

TOP POP ALBUMS

Pos. TITLE—Artist—Label

1. THRILLER—Michael Jackson—Epic

CAN'T SLOW DOWN—Lionel Richie—Motown
THE SWING—INXS—WEA

BORN IN THE U.S.A.—Bruce Springsteen—CBS
| HATE THAT (RODNEY RUOE LIVE)—Rodney Rude—
EMI

HITS HUGE '84—Various—CBS
TOO LOW FOR ZERO—EIton John—Rocket
UNDER A BLOOD RED SKY—U2—Island
COLOUR BY NUMBERS—Culture Club—Virgin
10. 1100 BEL AIR PLACE—)ulio Iglesias—CBS

TOP POP SINGLES ARTISTS

Pos. ARTIST (No. of Charted Singles) Label
1. INXS (3) WEA

LIONEL RICHIE (2) Motown

WHAM! (2) Epic

CYNDI LAUPER (3) Portrait

GEORGE MICHAEL (1) Epic
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TWELFTH NIGHT (1) EMI
PAT BENATAR (1) Chrysalis
RAY PARKER JR. (1) Arista
NENA (1) Epic

10. STEVIE WONDER (1) Motown

TOP POP ALBUM ARTISTS

Pos. ARTIST (No. of Charted Albums) Labei
1. MICHAEL JACKSON (1) Epic
LIONEL RICHIE (1) Motown
ELTON JOHN (2) Rocket

U2 (2) Island

INXS (1) WEA

BRUCE SPRINGSTEEN (1) CBS

RODNEY RUDE (1) EMI

CULTURE CLUB (2) Virgin

JULIO IGLESIAS (2) CBS

PAT BENATAR (1) Chrysalis

JAPAN (Courtesy Music Labo)
TOP POP SINGLES

Pos. TITLE—Artist—Label

1. WINE RED NO KOKORO—Anzen Chitai—HKitty/Kitty

2. MOSHIMO ASHITAGA—Warabe—For Life/TV Asahi-Asal
3. MAIN THEME—Hiroko Yakushimaru—Toshiba-EM1/

Varety

4. HOSHIKUZU NO STAGE—Checkers—Canyon/Yamaha
5. NAMIDA NO REQUEST—Checkers—Canyon/Yamaha
6.
7
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ROCK'N ROUGE—Seiko Matsuda—CBS-Sony/Sun
| LIKE CHOPIN—Asami Kobayashi & C. Point—CBS-
Sony/PMP
8. JIKKAI—Akina Nakamori—Warner-Pioneer
9. KAMASHIKUTE JEALOUSY—Checkers—Canyon/Yamaha
10. HOSHIZORA NO DISTANCE—AIfea—Canyon/Tanabe-
Nichion

TOP POP ALBUMS

Pos. TITLE—Artist—Label

1. FOOTLOOSE—Soundtrack—CBS-Sony

2. THRILLER—Michael Jackson—Epic-Sony

3. NINKIMONO DE IKOU—Southern All Stars—Victor/

Amuse

4. TIMELY—Ann—For Life

5. VARIETY—Mariya Takeuchi—Moon

6. EACH TIME—Eiichi Ootaki—CBS-Sony

7. ZETTAI CHECKERS—Checkers—Canyon
8. MEMOIR—AKina Nakamori—Warner-Pioneer
9. BIG WAVE—Tatsuro Yamashia —Moon

0. VOYAGER—Yumi Matsutoya—Toshiba-EMI

TOP POP SINGLES ARTISTS

Pos. ARTIST (No. of Charted Singles) Label
CHECKERS (4) Canyon/Yamaha

SEIKO MATSUDA (6) CBS-Sony/Sun
AKINA NAKAMORI (3) Warner-Pioneer/Nichion-NTV
KYOKO KOIZUMI (3) Victor/Burming
ALFEA (3) Canyon/Tanabe-Nichion
TOSHIHIKO TAHARA (4) Canyon/Johnny's
ANZEN CHITAI (1) Kitty/Kitty
MASAHIKO KONDO (1) Canyon/Johnny's
(2) RVC/Johnny's

9. WARABE (1) For Life/TV Asali-Asa

10.  SHIBUGAKITAI (5) CBS-Sony/Johnny’s

TOP POP ALBUM ARTISTS

Pos. ARTIST (No. of Charted Albums) Label
AKINA NAKAMORI (3) Warner-Pioneer
MICHAEL JACKSON (1) Epic-Sony

SEIKO MATSUDA (4) CBS-Sony
SOUTHERN ALL STARS (1) Victor/Amuse
ANRI (2) For Life

MARIYA TAKEUCHI (1) Moon

MARIKO TAKAHASI (2) Victor

TATSURO YAMASHITA (1) Moon (1) RVC
EIICH!I OOTAKI (1) CBS-Sony

10. CHECKERS (1) Canyon

ITALY (Courtesy of Germano Ruscitto)
TOP POP SINGLES

Pos. TITLE—Artist—Label

LOVE OF THE COMMON PEOPLE—Paul Young—CBS
SELF CONTROL—Raf—Carrere/CBS
FOTOROMANZA—Gianna Nannini—Ricordi

LA DONNA CANNONE—Francesco De Gregori—RCA
SOUND LIKE A MELODY—AIlphaville—WEA

GIRLS JUST WANT TO HAVE FUN—Cyndi Lauper—Epic
RADIO GA GA—Queen—EMI

STATE OF THE NATION—Industry—EMI
RELAX—Frankie Goes To Hollywood—Ricord

| TREN] DI TOZEUR—AIice & Franco Battiato—EMI

TOP POP ALBUMS

Pos. TITLE—Artist—Label

VA BENE, VA BENI COSI—Vasco Rossi—Carosello
NO PARLEZ—Paul Young—CBS

MIXAGE NO. 2—Various—CGD-MM

FESTIVAL '84—Various—CGD-MM

SAN REMO '84—Various—CBS

VOULEX VOUS DANCER—Ricchi & Poveri—Baby
MIXAGE NO. 3—Various—Baby/CGD-MM
MUSICANTE—Pino Daniele—EMI
FESTIVALBAR—Various—Ricordi

ORO PURO NO. 3—CBS

TOP POP SINGLES ARTISTS

Pos. ARTIST(No. of Charted Singles) Label
1. ALPHAVILLE (3) WEA

PAUL YOUNG (1) CBS

RAF (1) Carrere/CBS

CYNDI LAUPER (2) CBS

FRANCESCO DE GREGORI (1) RCA

GIANNA NANNINI (1) Ricordi

CULTURE CLUB (3) Virgin

(('on{mued on page TA-40)
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JANUARY
TOP 40 PDs see an uptempo '84, with Culture Club, Duran
Duran, Michael Jackson, Hall & Oates, Lionel Richie and Prince
comprising the programming core (1/7).*
RIAA RAISES award criteria for prerecorded video software. For
titles released on or after Jan. 1, a gold award requires 37,500
units sold or rented, or suggested retail sale and/or rental in-
come of $1.5 million. Platinum awards are double those
amounts (1/7).
MUSICLAND GROUP set to purchase the 24-store Harmony Hut
for $8 million in cash. Target takeover date is Feb. 27, pending
approval by Schwartz Bros. stockholders (1/14).
CBS RECORDS offers midline program providing accounts the
option of trading off return allowance for discounts. (1/14).
ZAMOISKI, the Baltimore-based multi-million-dollar consumer
electronics/home appliance/record distribution firm, is getting
out of indie record distribution (1/14).
SESSION WAGES rise 5% for union musicians to $178.15 for a
basic three-hour period and to $188.82 for symphonic sessions
(1/14).
MUSIC VIDEO will account for as much as 25% of the overall
home video market by 1988, generating revenues of about
$1.25 billion, according to a report by Wall St. firm F. Eberstadt
(1/21).
THE SUPREME COURT, in a five to four vote, rules that non-
commercial, private home videotaping of off-the-air copyrighted
programs is legal and does not constitute copyright infringement
(1/28).
MICHAEL JACKSON SWEEPS the 11th annual American Music
Awards, picking up seven awards plus the special Award of Merit
(1/28).
PROMOTER JOHN SCHER PLEADS no contest to charges of vio-
lating federal antitrust laws, receiving three years probation and
a $10,000 fine. Co-defendant Cedric Kushner was placed on
two years probation with a $10,000 fine (1/28).

FEBRUARY
CBS RECORDS SCRAPS prepack requirement for CD pur-
chases. Accounts can order any combination of titles so long as
each order comprises at least 12 pieces (2/4).
MTV TALKS PAYMENT with labels for video clips as the music
network nears the financial break-even point. No deals signed
yet, but it’s anticipated that detalls will be worked out in the next
month or so (2/11).
BEATLES INVASION REMEMBERED by radio and retail com-
memorating the 20th anniversary of the four lads’ U.S. invasion
(2/11).
CANADA ‘MTV' PLANS PRESENTED to the Canadian Radio-
Television & Telecommunications Commission, with CHUM Ltd.
and Rogers Radio Broadcasting remaining the front-runners of
the four applicants (2/11).
COMPACT DISC GROUP CUTS organization tie to the RIAA, set-
ting an independent course as a non-profit trade association
(2/18).
VIDCLIP COMPENSATION REACHED between the West Ger-
man music industry and the nation’s broadcasters, the first such
agreement signed in any major market (2/25).

MARCH

CBS RECORDS SUES Soundscapes Inc. for copyright infringe-
ment. It's believed to be the first legal action by a label against a
major foreground music company (3/3).
MICHAEL JACKSON SETS GRAMMY record, taking home eight
key awards at the 26th annual event. The previous record was
six, set by Roger Miller in 1965 (3/10).
MCA INC. may co-promote the Jacksons tour with Don King and
Joe and Katherine Jackson, with the family weighing the tri-ven-
ture proposal (3/10).
FTC SEEKS TO BAR Warner/PolyGram merger, asking a federal

ories

court for a temporary restraining order and a preliminary injunc-
tion to bar implementation of the merger while its legality is
probed (3/17).
‘THRILLER’ PASSES ‘SATURDAY NIGHT FEVER'’ as the all-time
best-selling album, with CBS Records reporting 30.3 million
sales worldwide; 19.4 million domestic. ‘Fever’ sold in excess of
25 million (3/17).
NEIL DIAMOND SUES CBS RECORDS in an effort to force re-
lease of an album he alleges the company is withholding because
it's “not commercial enough” (3/17).
CASSETTES LEAD LPs as the dominant prerecorded audio con-
figuration, according to recently released statistics from CBS,
accounting for almost 53% of all album product shipped to the
trade in '83 (3/24).

APRIL
THE SUPREME COURT enters a four-year-old music industry
copyright case pitting songwriters against publishers. At issue Is

who is entitled to a share of mechanical royalties In pre-termina-

tion licenses when a song’s copyright is recaptured by its au-
thors or estate (4/7).

MICHAEL JACKSON CAPTURES NARM “Gift Of Music' awards
for the best-selling album and single. He is the first solo artist to
do so (4/7).

RECORD RETAILERS need to establish themselves as music vid-
eo outlets, and existing record distribution systems should deliv-
er the product, says Lou Fogelman, outgoing NARM president
(4/7).

UNITS FLAT, SHIPMENT DOLLARS UP 5% according to RIAA
figures concerning U.S. recording industry’s net shipments of all
forms of prerecorded music in 1983 (4/14).

RCA ENDS PRODUCTION of CED video disk system after rack-
ing up more than a half a billion dollars in losses. Manufacturing
and marketing players ceases at year end; pressing disks and
producing spare parts ceases in three years (4/14).

FEDERAL APPEALS COURT forbids PolyGram/Warner merger,
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pending review of a lower court ruling denying a temporary in-
junction against the merger. The lower court held that the FTC
failed to prove its charges of antitrust violation (4/21).

LP RELEASES DECLINE for the fifth straight year, while 12-inch
singles, cassette EPs and 90-minute “‘double play” tapes by U.S.
manufacturers rose significantly, according to RIAA figures for
1983 (4/21).

TOKYO DISTRICT COURT rules that record companies can re-
fuse to sell disks to retailers who in turn sell them to record rent-
al stores (4/21).

CBS SETTLES SUIT against foreground music distributor
Soundscapes for $22,000 (4/21).

A&M RECORDS says it will produce its entire line of prerecorded
cassettes on chromium dioxide tape manufactured by BASF
(4/28).

WARNER/POLY MERGER remains on hold as the Ninth Circuit
Court of Appeals denies a motion by Warner Communications to
vacate an injunction stalling the merger (4/28).

TOP 40 SLIPS in Winter Arbitron reports to a more realistic spot
in the overall ratings picture, with only KIIS-FM Los Angeles re-
maining No. 1 in the advance results. (4/28).

MAY
POLYGRAM CHANGES SCORPIONS COVER following a refusal
from Wal-Mart, a 670-store discount chain racked by Handle-
man, to carry *‘Love At First Sting" because it feared customers
would find the original cover offensive (5/5).
(Continued on page TA-14)

*Numbers in parentheses indicate the Billboard issue in which
the story appeared.
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(Continued from page TA-13)

PUBLISHERS MOVE to ebb the flow of imported recordings by
threatening domestic merchandisers with legal action under the
Copyright Act. Mechanical licenses granted elsewhere do not
convey the right to market product in this country, publishers
say (5/5).

POLYGRAM RECORDS REPLACES its CD exchange program
with a 5% returns policy, the first move by any major to formal-
ize returns procedures for the configuration (5/12).

MUTUAL BROADCASTING CEO MARTIN RUBENSTEIN and
two vice presidents exit suddenly, fueling rumors that the com-
pany’s sale is imminent (5/12).

MEDIA HOME ENTERTAINMENT slashes home video price
points to a new low with the planned June release of titles at
$19.95 (5/19).

ASCAP FAILS to win court approval to withhold a per-program
license from a tv network that holds a blanket music license from
BMI in a U.S. District Court, N.Y., decision (5/26).

TOWER RECORDS reports plans to open an 18,000 square foot
outlet in Washington D.C. by November (5/26).

RCA RECORDS is transferring the bulk of its cassette duplicat-
ing operation from its Indianapolis facility to a new plant set to
open in Weaverville, N.C. in about a year (5/26).

JUNE
CBS PULLS AD DOLLARS from the Los Angeles Times for space
buys by major Southern California record/tape chains following
several major stories criticizing the RIAA for its approach to in-
vestigating suspected product pirates and counterfeiters (6/2).
CBS RECORDS OFFERS accounts an extra 20% off CD billing
during June for orders totalling 50 or more units, the first major
label discount program in CD marketing (6/2).
RECORD/TAPE STORES have significantly improved their share
of the prerecorded music market against discount and depart-
ment stores, according to a five-year trend report on consumer
purchasing habits released by the RIAA (6/2).
WESTERN MERCHANDISERS acquires the Salt Lake City Alta
Distributing branch and the 24 Eli's record/tape/accessories
units from George Souvall, who is retiring (6/2).
PROMOTER FRANK J. RUSSO SUES the Jacksons, Don King
and Irving Azoff for $40 million, charging they reneged on an
agreement for him to promote the Jacksons' upcoming national
tour (6/2).
RECORD BAR moves into regional video distribution via Mid-
America Distributors Inc., taking first orders from specialty ac-
counts in North and South Carolina (6/9).
BRUCE LUNDVALL exits as president of Elektra Records to
head up a new New York-based record division for Capitol Rec-
ords (6/9).
JACKSONS’ TOUR TICKET PRICE set at $30, $28 plus a $2
handling charge (6/16).
HOUSE SUBCOMMITTEE on oversights and investigations un-
dertakes preliminary probe into allegations of improper behavior
by some indie record promoters in dealing with labels seeking
airplay (6/16).
HANDLEMAN CO. CEMENTS its position as the largest U.S. rec-
ord/tape/accessories account upon acquiring “certain inventory
and rack fixtures for $11 million” from Pickwick International
(6/16).
MTV REACHES AGREEMENT with four record companies for ex-
clusive rights to selected video clips for periods ranging from
one week to 30 days. Industry sources cite CBS, RCA, MCA and
Geffen as the labels involved (6/23).
RCA CORP. AND BERTELSMANN AG reach a preliminary ac-
cord to merge their worldwide record, music publishing and mu-
sic video businesses, capping off a year of talks (6/23).
U.K. SALES ROSE 5.3% in 1983, with January-March '84 sales
up 9.5% from previous year's figures, according to the British
Phonographic Industry (6/23).
ASCAP SETTLES with religious broadcasters, with the Federal
District Court approving the settlements reached late last year,
whereby radio stations must take out licenses with ASCAP under
negotiated rates or seek a court-imposed rate if bargaining fails
(6/23).
BILLBOARD TRENDSETTERS named, with Richard Branson,
Russ Solomon, Michael Jackson, PolyGram Classics, the Com-
pact Disc Group and Arthur Baker and Tom Silverman receiving
awards (6/30).
NARM ‘GIFT OF MUSIC’ campaign shelved, following a decision
by both manufacturers and the trade association to postpone
the concept indefinitely (6/30).

JuLY
SALES ROCKET FOR JACKSONS, PRINCE with CBS shipping
two million **Victory™ units out of the box in conjunction with the
group's tour, and Warner Bros. claiming first-day sales of 1.3
million copies for Prince’s “‘Purple Rain" soundtrack (7/7).
CD PRICES START TO TUMBLE as WEA drops its suggested list
price from $18.98 to $15.98, and cuts its wholesale price from
$11.64 to $9.81 (7/7).
NATIONAL PTA ASKS FOR RECORD RATING from record com-
panies to make it easier to identify vulgar, profane, violent or
sexual material (7/7).
36% INCREASE FOR GOLD ALBUMS with platinum albums 4 %
ahead of the first six months of last year. Gold singles remain

even (7/14).
JACKSONS TICKET PLAN CHANGES with “Victory" tickets now
being sold in any quantity and available through normal chan-
nels, rather than via mail order (7/14).

MEDIA HOME ENTERTAINMENT acquires The Nostalgia Mer-
chant, one of the oldest home video firms, marking the first ma-
jor buyout for the home video industry (7/14).

CBS/FOX VIDEO becomes the first U.S.-based home video ma-
jor to create a standard rackjobbing price program by offering a
permanent 7% discount on selected non-theatrical product
(7/28).

MONTGOMERY WARD seems ready to phase out its prerecord-
ed music inventory, with sources reporting CEO Stephen
Pistner’s irritation over low profit margins in relation to square
footage occupied by the product (7/28).

POLYGRAM'S TIMMER BLASTS FTC suggestion that his compa-
ny’s U.S. operation should seek to merge with Capitol or MCA,
rather than WEA (7/28).

AUGUST
HANDLEMAN CO. readies to rack a wide spectrum of prerecord-
ed videocassettes for sale only in 123 K-Mart outlets in Chicago
and Detroit (8/4).
MTV FACES its first national 24-hour music video network com-
petition in December with the scheduled premiere of the L.A.-
based Discovery Music Network (8/4).
POLYGRAM PLANS CHAPPELL/INTERSONG sale to Anglo
American Music¢ Publishing Corp., both headed by Freddy Bien-
stock, the Willliamson Music publishing interest and the invest-
ment banking firm Wertheim and Co. It would be the biggest mu-
sic publishing deal in history (8/11).
ROCSHIRE RECORDS is placed in court receivership amid an
FBI investigation into charges by Hughes Aircraft that label
founder Rocky Davis and his wife Shirley, a former Hughes em-
ployee, had diverted more than $3 million in Hughes funds to
finance the label (8/11).
TED TURNER unveils plans for a new 24-hour rock video cable
channel, set to launch Dec. 5 (8/18).
NEW MUSIC SEMINAR claims 3,800 paid attendance with in-
dies convening to discuss expanding the vistas and commercial
avenues for new and alternative music (8/18).
BMI AGREES TO ALTER radio music performance licenses with
rates holding at 1983 for 1984 and increasing less than 10% in
1985 (8/18).
BPI ASSERTS that U.K. record companies are becoming profit-
able again, although it has no audited figures to provide bottom-
line backup (8/18).
ELEKTRA WILL SIGN EXCLUSIVITY pact with MTV, according to
label chairman Bob Krasnow. It is the first record company to
publicly acknowledge such an agreement (8/25).
INDIE DISTRIBUTORS AND ONE-STOPS may be importing and
marketing recordings in violation of coyright law, according to
missives mailed by the Harry Fox Agency (8/25).
BLACK ARTISTS HOLD SIX TOP 10 slots on the pop album
chart. Setting a probable record are Prince, Tina Turner, the
Jacksons, Lionel Richie, the Pointer Sisters and the “Ghostbust-
ers” soundtrack featuring the Ray Parker Jr. smash (8/25).

SEPTEMBER
SECOND 24-HOUR MUSIC NET FOR MTV Networks Inc. will at-
tempt to reach an older audience than its first channel, with a
target audience of 25-49 year olds (9/1).
MTV PUSH FOR CD with Sony Corp., WEA, CBS and PolyGram
spending more than $1 million in on-air exposure and advertis-
ing time via hardware and software ads, promotional spots by
VJs and a CD-giveaway (9/1).
BUOYANT MOOD AT VSDA MEET sparked by rapid market ex-
pansion and bullish sales (9/8).
TURNER MOVES UP BOW for his 24-hour music video network
to Oct. 26, more than two months prior to the debut cf MTV Net-
work’s second channel (9/8).
LORIMAR TO BUY KARL VIDEO, a $10 million independent vid-
eo company (9/8).
DOLLAR'S STRENGTH BOOSTS IMPORT MART with US.
wholesale prices for foreign specialty albums dropping as low as
$3.50 (9/15).
CBS PARTIALLY LIFTS BAN on co-op advertising in The Los An-
geles Times, telling ad directors for chains that the boycott is
lifted on classical product only (9/15).
AUGUST PLATINUM TALLY highest since early ‘82, with 11 al-
bums receiving certification from the RIAA. For the year to date,
38 albums have been certified platinum, compared to 28 last
year (9/15).
SONY REPORTS PLANS TO MANUFACTURE CD PLAYERS at
European plants, as it has done in Japan for the past two years
(9/15).
PIONEER SETS JAPAN BOW for what it claims is the world's
first compatible player capable of reproducing the sound of both
CD and LaserVision video disk software (9/15).
PARAMOUNT PULLS 25 TOP VIDEO TITLES leaving the indus-
try to speculate on whether the company will be raising or lower-
ing prices. Among the titles pulled are “Raiders Of The Lost Ark”
and “An Officer And A Gentleman™ (9/22).
HOUSE PASSES RECORD RENTAL BILL unanimously as expect-
ed, sending it to the Senate for approval (9/22).
‘VICTORY' TOUR ACCOUNTS FOR the six top-grossing dates of
the summer season (9/22).
NINTH CIRCUIT COURT OF APPEALS in San Francisco refused
to allow the merger of the recording interests of PolyGram and
Warner Communications until current FTC proceedings are com-
pleted (9/22).
PERFORMING RIGHTS SOCIETIES WIN a victory, when a feder-
al appeals court upholds the legality of blanket licensing for local
tv stations (9/29).

DISCOVERY MUSIC NETWORK SUES MTV in Los Angeles U.S.
District Court, charging the 24-music service with antitrust vio-
lations, restraint of trade and unfair competition (9/29).

CBS RECORDS gives retailers and sub-distributors a first-time
opportunity to trade off exchange privileges for an extra dis-
count on front-line album product (9/29).

HERBIE HANCOCK STARS at MTV's Music Video Awards show,
with “Rockit” winning five different categories (9/29).

HOUSE SUBCOMMITTEE DROPS radio payola probe, conclud-
ing that although "paper adds" are dangerous for the industry,
they do not violate the Communications Act (9/29).

OCTOBER
NARM FIGURES SHOW 17% INCREASE in retail sales of rec-

ords, tapes and accessories, including blank tape, for the first '

seven months of this year (10/6).

PROMOTERS SAY SUMMER BUSINESS DISAPPOINTING and
look forward to fall and early winter tours by Prince, Culture Club
and Hall & Oates (10/6).

FIRST DOMESTIC CD PLANT opens in Terre Haute, Ind. with |

ribbon-cutting ceremonies at Digital Audio Disc Corp, the plant
set up jointly by CBS Inc. and Sony (10/6).

CAMELOT MUSIC ACQUIRES Franklin Music in Georgia, giving
the Canton, Ohio-based firm an entry into the Atlanta market
(10/6).

SONY PORTABLE CD debut set for November via a low-cost por- |

table CD player and two car models (10/13).

HITS STILL HOT as New York, Los Angeles and Chicago Arbi- |

trons continue to sizzle with Top 40 stations (10/13).

ATV MUSIC FOR SALE, including the Northern Songs catalog
containing the bulk of Lennon and McCartney hits, for $60 mil-
lion by England's ACC entertainment group (10/13).

U.S SUPREME COURT UPHOLDS 1983 decision by Florida's
11th Circuit Court of Appeals that a convicted tape couterfeiter
should not have been prosecuted by state officials for dealing in
stolen property because the charge was pre-empted by federal
copyright statutes (10/13).

DOUBLEDAY BUYS WHN, New York's only country outlet, for
$13 million from Mutual (10/13).

JUSTICE DEPARTMENT continues to investigate the possiblity

of antitrust violation between record companies and MTV over |

exclusivity contracts (10/20).

BILLBOARD CHANGES with new features, new departments,
new charts and a new graphic approach designed to make the
magazine easier and faster to read (10/20).

76TH AES CONVENTION, the largest to date, draws to a close
on an upbeat note (10/20).

K-TEL FILES FOR CHAPTER XI, overburdened by a recent, quick
call on $12 million in loans from four banks and a restricted
cash flow (10/20).

TREE INT'L BUYS Buck Owens catalogs in @ multi-million dollar
deal (10/20).

PRERECORDED MUSIC PRODUCT SHIPMENTS UP, with the
RIAA reporting an 18% increase in units for the first six months
of the year, and a 15% rise in dollar volume at suggested list
price (10/27).

LIEBERMAN ENTERPRISES puts 1.2 million shares of stock on
the block, asking $15 to $17 per share (10/27).

RCA RECORDS begins to pick up the incremental costs of digital
recording to spur its use by non-classical artists (10/27).
DAVID LADD LEAVES the Register of Copyright post, which he
has held since 1980, to resume private legal practice (10/27).

NOVEMBER
THIRD ANNUAL NARM INDIE distributors convention draws
150 attendees for a variety of sessions, including a presentation
by the Compact Disc Group (11/3).
CHRYSALIS RECORDS' co-founder Chris Wright moves to buy
out partner Terry Ellis, thus assuming control of the firm's world-
wide (11/3).
DON IMUS is the first video jock signed to MTV Networks Inc.'s
new music video network, Video Hits 1 (VH-1) (11/3).
WALTER YETNIKOFF WILL REMAIN at CBS Records Group un-
der a new longterm agreement with CBS Inc., quelling rumors
that he might take a key position at WCl with the expiration of his
contract Dec. 31 (11/10).
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