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DOUBLE-BILLING PROBLEMS
RESURFACE

The FCC is probing cases of alleged co-op
double-billing fraud in California and Flor-
ida. And the Commission has decided
against using lotteries to award Docket
80-90 licenses, opting for comparative
hearings (for now, at least).
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PEOPLE IN THE NEWS
THIS WEEK

¢ Peter Shurman President of Standard
Radio

¢ Meddy Woodyard VP at RKO Nets

¢ Gary Landis Director of Programming
at RKO Nets

¢ Bob Biernacki, Bob Steinberg VPs at

Mahiman

Tim McReynolds KATZ & WZEN's GM

Ron Eric Taylor PD at WFLA-FM

Alan Edwards CK101 PD

Pam Thomas GSM at KYTE & KRCK
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PROSPECTING FOR

SPECULATIVE SPOT SALES

Dwight Case uncovers a potential bonan-

za for radio stations who are aggressive in

pursuing new sales opportunities in

speculative spot sales. Plus, tips on pro-

per phone techniques to bring those spec-
ulative strikes home. Page 14
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RADIO & RECORDS

MASTERS BEHIND THE MUSIC

AN INDUSTRY PERSPECTIVE

RECORD LABEL ROUNDTABLE

INTERVIEW W{TH QUINCY JONES

VIEWS FROM THE TOP

A selection of top record executives ad-
dress a number of pressing issues, and
furnish candid comments on the impor-
tance of radio, how video fits in, and the in-
dustry’s economic fitness.

And Quincy Jones, whose career spans
the dawn of the LP and the 45 to his pre-
sent-day pinnacle of success with Michael
Jackson, provides perspective on music,
the industry, and their evolution in a
fascinating in-depth interview.
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SPOTLIGHT ON RECORDS

Tying in with this issue’s special features
on record industry viewpoints, the R&R
format editors present special columns
oriented toward record business con-
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Newsstand Price $3.50 °

THE INDUSTRY’S WEEKLY NEWSPAPER

NOVEMBER

Torcasso WMJI's New
Program Director

Former WYNY/New York PD
Rick Torcasso has been named
Program Director at WMJI/
Cleveland. The position had
been vacant since the end of
September when Dave Popo-
vich departed to join crosstown
A/C competitor WLTF.

Station principal Larry Rob-
inson told R&R, “Rick’s brilli-
ant and a pleasure to talk to. He
knows the business inside and
out, and wants to help out in ev-
ery area, including sales and
administration. I just sit, listen,
and learn from him . . . it’s go-
ing to be a very good fit.”

Pollack Consults ABC
Young Adult Networks

Pollack Communications
President Jeff Pollack has been
retained to consult ABC’s three
Young Adult Networks. Having
worked with the ABC Rock Net-
work for over three years, Pol-
lack will now also assist the
Contemporary and FM Net-
works.

In his new capacity, Pollack
will be responsible for in-
tegrating the networks’ ser-
vices into affiliates’ program-
ming. He will also keep ABC
current on format trends in
youth radio, provide music
research and reviews of
today’s youth formats, and cri-
tique the three networks’ news
and information programming.

ABC Radio Networks VP Bob
Benson commented, ‘“We are
very pleased that Jeff will now
be working with all three of our
Young Aduit Networks. He has
had a strong influence on our
very successful Rock Network
and we are confident that his
broad radio expertise can only
further enhance the Contempor-
ary and FM Networks’ excel-
lent services.”

Pollack told R&R, “I will be
assisting the networks in keep-
ing their services targeted and

Jeff Pollack

in tune with the priorities of
winning stations. I'll also be in-
volved in developing new satel-

lite-delivered services for af-
filiates. It is very important for
the networks to know what is
happening on a day-to-day level
with radio stations, what the
priorities are, and what the
most important services are
that we can be providing for our
affiliates.”

Pollack, who served as PD at
WMMR/Philadelphia from
1978-80, presently advises more
than 40 client stations in the
U.S., Australia, New Zealand,
and Canada.

Wright Joins Geffen
National Promotion

Motown Director Of Promo-
tion Don Wright has accepted a
position with Geffen Records’
national promotion team. The
move comes as part of a re-
structuring to place greater em-
phasis on Black/Urban and A/C
promotion, in addition to CHR.
As a result of the changes, pro-
motion veteran Jason Minkler
exited two weeks ago.

VP/Promotion Johnny Bar-
bis told R&R, *“‘I’ve been looking
for someone of Don’s caliber to

Cummings Promoted To
Emmis VP/Programming

Rick Cummings
Emmis Broadcasting Na-
tional PD Rick Cummings has
been advanced to VP/Program-
ming for the group. The move
does not reflect a change in any
of Cummings’s duties, as he will
continue to oversee programm-
ing operations at flagship
WENS/Indianapolis, WLOL/
Minneapolis, KSHE/St. Louis,
and KMGG/Los Angeles.
President Jeff Smulyan re-

marked, “Rick has done a
marvelous job, has a remark-
able capacity for growth, and
has never had a problem facing

CUMMINGS/See Page 15

BEATS INJUNCTION

Don Wright

further expand our promotional
efforts in a wider variety of for-
mats.” Barbis added that the
company places confidence ‘“in
Don’s ability to strengthen our
ties with radio and the Warner
Bros. promotion team.”
Wright, who held various na-
tional promotion positions with
RCA and Epic before joining
Motown, told R&R, “I can’t ex-
press in words how excited and
WRIGHT/See Page 15

Rick Torcasso

A 15-year broadcaster whose
programming background in-
cludes WBMX /Chicago, WDRQ/
Detroit, and KSLQ/ St. Louis,
Torcasso spent 20 months at
WYNY. “These are very bright,
aggressive people with definite
vision and goals,” he told R&R.
“There are many opportunities
for me with this exciting com-
pany, and I’'m planning on being
here for many years.”

Sklar Sets
Consulting
Firm

Rick Sklar

ABC Radio VP Rick Sklar has
formed his own program/man-
agment consulting firm, Sklar
Communications, Inc. The New
York-based company starts up
December 1, with initial clients
including the Interep rep organ-
ization, Summit Communica-
tions, and Channel 66 in Boston,
the first top ten market fulltime
music video TV outlet.

Sklar, who programmed
WABC/New York for 13 years
and later consulted ABC’s own-
ed radio stations and networks,
told R&R, “It’s the time to be
starting. 1 like to be at the
forefront, and I'm always look-
ing to do new and different
things. I think we’re only
scratching the surface of the re-
surgence of the contemporary
hits format on FM. Done prop-
erly, a station can bring in very
large adult demos as well as the

SKLAR/See Page 15

Rogers Crosses To WCLS As PD

Following a brief legal scuf-
fle, former WMJC/Detroit
afternoon personality Eddie
Rogers has joined competing
A/C outlet WCLS as PD/morn-
ing personality. WMJC had
sought help from the Wayne
County Circuit Court in prevent-
ing Rogers from moving cross-
town until next month, but its
request for an injunction was
denied.

Explained WMJC VP/GM
Dick Yankus, “Before this court

Eddie Rogers

situation, I had agreed with Ed-
die to allow him to go to WCLS
on December 14. However, I be-

lieve in the integrity of both par-
ties honoring a contract. I real-
ize we’re only talking about a
brief period of time, but it be-
came a question of issue, and L
don’t agree with WCLS’s ap-
proach to this matter. There is
certainly no problem between
Eddie and me. I just don't like
the idea of another broadcaster
getting involved.”
Yankus indicated that he
would not pursue the matter
ROGERS/See Page 15
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Woodyard Joins RKO As VP;
Landis Heads Programming

The RKO Radio Networks filled two key
slots this week by appointing Meredith
“Meddy” Woodyard VP & Director/Af-
filiate Services and promoting Gary Landis
to Director of Programming. Woodyard
comes to RKO from NBC Radio Networks,
where she had been VP/GM of the Source
prior to her resignation last June. She fills
the position vacated by the resignation of
Ken Harris last August.

Landis, a three-year
RKO vet, most recent- |
ly Manager of Pro-
gramming, moves up |,
to fill the void created
by VP/Programming
Dave Roberts’s resig-
nation effective De-
cember 14. g

In announcing the S8
appointments, RKO ? ’

Radio Networks Pres- Meddy Woodyard
ident Bill Hogan commented, “We’re very
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pleased to welcome Meddy to the RKO
management team. Her experience in both
youth and older demographic radio net-
works makes her the ideal person for this
position. Gary Landis has contributed
greatly to our programming growth in his
years here. His familiarity with our af-
filiates, advertisers, and suppliers makes
him the perfect choice for this important
pos .!!

Woodyard told R&R, “I truly look for-
ward to the challenges of this exciting posi-
tion. I welcome the opportunity to keep
RKO in the leadership position within the
radio network marketplace, where it be-
longs.”

Regarding his promotion, Landis said, “I
am pleased to receive Bill Hogan’s vote of
confidence and look forward to an exciting
year for RKO Radio Shows. We have a
strong stable of shows now and great pro-
spects for ’85.” Landis first joined RKO
three years ago in affiliate services, moving
over from Watermark.

Prior to her position at the Source,
Woodyard worked in several positions
within the Affiliate Services Department at
NBC. She began her career as a broadcast
buyer and sales rep.

Rengers Wins
WCLR Age-Bias
Lawsuit

A U.S. District Court jury ruled against
WCLR/Chicago in a case of age discrimina-
tion last week, awarding longtime air per-
sonality and former staffer Leo “Lee”
Rengers $97,000 in back pay. It was repor-
ted elsewhere that because the station’s
conduct was willful, the award was doubled
to $194,000, as mandated by law. But WCLR
officials disagreed, claiming that a final
determination of the penalty is still pend-
ing.

According to WCLR, the 56-year-old per-
sonality was fired in 1980 for poor on-air
performance, which included repeated in-
cidents of dead air, tardiness, and other
problems. But Rengers, a 9%-year station
employee and 33-year broadcaster, sued,
claiming he had been terminated because
of his age.

WCLR President/GM Chet Redpath told
R&R, “It is very easy for juries to rule out
of sympathy as opposed to facts cr points of
law. It always looks like the big corporation
against the little guy. We were disap-

RENGERS/See Page 15

Shurman President
For Standard Radio Chain

Standard Broadcasting Corp. VP/Radio
Division Peter Shurman has been elevated
to President of that Division. He assumes
responsibility for all seven company sta-
tions, including flagships CFRB & CKFM/
Toronto, CJAD & CJFM/Montreal, CJSB/
Ottawa, and CKTB & CJQR/St. Catharines-
Niagara.

Standard Deputy
Chairman/CEO H. T.
McCurdy comment-
ed, “We felt that
Peter’s diversified
experience in broad-
casting, coupled with
his awareness of cur-
rent technology, pro-
vided the unique
qualifications re- 3
quired for the posi-
tion.”

An 18-year Standard veteran, Shurman
started as an technician at CJAD & CJFM,
working his way up through every depart-
ment before becoming Station Manager for
CJAD. Six years later, he became VP/GM
for both stations. In 1983, he transferred to

McReynolds GM
At KATZ&WZEN

Tim McReynolds is the new GM at Black-
formatted KATZ/St. Louis and suburban
WZEN/Alton, IL, replacing Bernadine
Douglas. Most recently an Account Execu-
tive with WHRK/Memphis, McReynolds,
an 11-year broadcaster, previously served
two and a half years as GM at WENN/Bir-
mingham. “I'm really excited about being
a part of Unity Broadcasting Network,”
McReynolds told R&R, ‘“and relocating
closer to my home town of Chicago. Com-
petitively, we can be a dominant force in
the market, and the people around me will
prove that out. We’ll do whatever it takes to

Peter Shurman

Toronto as a corporate VP responsible for
five group stations and three subsidiary
operations, He told R&R, “I think this js the
greatest challenge in Canadian radio today,
and I look forward to many years and a lot
of growth, both personal and corporate.”

Biernacki,
Steinberg Named

Mahliman VPs

The Mahlman Company has appointed
Bob Biernacki and Bob Steinberg as VPs for
the Bronxville, NY-based media brokerage
firm.

President Robert Mahlman commented,
“Radio brokerage is definitely a people busi-
ness, as is radio broadcasting, and therefore
we are proud to have these two highly ex-
perienced professionals join our staff.

“Bob Biernacki is a well-known and most
respected person in our industry,” Mahlman
continued, “and his addition to our firm will
simply better able us to serve our radio
clients. Bob Steinberg’s financial expertise
in consulting with existing and new clients
will be invaluable.”

A 26-year broadcaster, Biernacki most re-
cently spent six and a half years as VP/GM
at WOR/New York, following five more as
GSM at crosstown WABC. He told R&R,
“After years of operating experience, this
was the natural extension for me; it’s pre-
cisely what I had in mind.”

Steinberg previously served ten years as
VP/Finance & Administration for Meredith
Corp. Broadcasting Group in New York.
Earlier he worked as Business Manager for
Taft and Metromedia radio and TV stations
around the country. He said, “It’s a new and
intriguing experience for me, coming from
the corporate side. I think I can contribute
another dimension to the brokerage business
here at the Mahlman Company.”

Taylor Set To ProgramWFLA-FM

Ron Eric Taylor has accepted the PD
post at Blair's WFLA-FM/Tampa. Taylor,
who exited KEYN-FM/Wichita at the end of
September after three and a half years as
PD, replaces the exiting Phil Hall. The
move rejoins Taylor with WFLA-AM & FM
VP/GM Ken Clifford, who previously man-
aged KEYN-FM.

Clifford told R&R, “I wish Phil Hall all
the best in his future endeavors. We made
our move to bring Ron Eric aboard in order
to reach the next plateau of success. I chose
him not only because of our past association
at KEYN-FM, but also for his knowledge of
programming, music, and promotion, as
well as ability to work with air talent.”

Taylor, who once programmed WQAM/
Miami, commented to R&R about the sta-
tion’s direction. “I’'m real happy to be back
in Florida and working for Blair; it’s an ex-
citing company. I’'m especially pleased to
have the opportunity to program for Ken
Clifford again.”

Edwards New
CK101PD

Allen Edwards will join WCKS-FM
(CK101)/Cocoa Beach as Program Director
on November 26. Edwards, who spent the
last year as PD of WIBC/Indianapolis, will
take over CK101’s programming as the sta-
tion prepares to compete in the nearby
Orlando market via a tower relocation early
next year.

CK101 GM Les Roberson said, “I am ex-
tremely pleased to have a programmer of

EDWARDS/See Page 15

It was also announced that midday per-
sonality and earlier WFLA-FM PD Bill
Garcia has been named MD.

TRANSACTIONS

Pinnacle
Purchases KMZQ

Newly-formed Pinnacie Communications has
agreed to buy KMZQ/Las Vegas from Karas Radio
for $1.35 million, pending FCC approval. The price
includes a $200,000 noncompete clause.

Pinnacle’s principals are President Larry Shipp
and VPs Tim Roberts and Jamie Ireland.
Highsmith Broadcasting President Ivan Bralker is
also a stockholder.

Shipp and Roberts will serve as joint GMs for the
A/C-formatted station, which operates with 100 kw
on 100.5 mHz at 1200 feet.

The sale marked the end of broadcast ownership
for Karas Radio, which at one time had four sta-
tions. Art Holt served as broker for the transaction.

Jarit Buys WANR & WANJ
For $1.3 Million

Jarit, Ltd. will acquire WANR & WANJ/Wheel-
ing, WV from West Virginia Broadcasting for
$1,319,506, subject to FCC approval.

The buyer is an Ohio limited partnership which in-
cludes general partners J. Kearney Shanahan,
Robert Westropp Jr., James Rogers Jr.,, and
Robert Kassl, none of whom has other broadcast
interests. WVB retains ownership WTNJ/Mount
Hope, WV.

Beautiful Music outiet WANR is a Class Il AM
daytimer with 5 kw on 1600 kHz. A/C-formatted
WANJ is a Class B facility with 11,220 watts on
107.5 mHz at 907 feet.

Blackburn & Co. brokered.
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MANUFACTURER SUES WBSS

Seven Stations Investigated In FCC Probe

The FCC is investigating charges that up to seven radio stationsina
single market engaged in fraud by double-billing several national manu-
facturers through their co-op advertising programs. Commission offi-
cials won’t identify the stations involved, but R&R has learned that
they’re located in a Southern California market and the case concerns

motorcycle advertising.

An official also confirmed that the agency
is “looking into” a co-op fraudulent billing
charge made against WBSS/Pompano
Beach, FL by Fuqua Industries, maker of
Snapper power equipment. Fuqua accuses
WBSS, several newspapers, and a local
lawn and garden equipment dealer of
racketeering and fraud.

It says WBSS “willfully and fraudulently
prepared the supporting documents” for
$44,000 in ““inflated and fraudulent claims”
by the local dealer under Snapper’s 50% co-
op plan. The dealer allegedly delivered
goods to the station at retail price, and then
received “radio advertising credits in ex-
cess of twice the value of the retail goods
delivered.”

Washington Report

Daytimers Knocked Back
To October 1983

Power Levels

Several thousand daytimers who in April
received a power increase for the two hours
after sunset have been ordered to tempor-
arily revert to the lower powers granted
them in.October 1983. The FCC Mass Media
Bureau ordered the cutback this week while
it does computer studies on the impact of a
post-sunset compromise proposed by the
Daytime Broadcasters Association (DBA)
and the Association of Broadcast Engineer-
ing Standards (ABES), which represents
regional fulltime stations.

That compromise calls for daytimers on
regional channels to gradually reduce post-
sunset power to minimize interference. The
plan gives daytimers higher power at the
start of the two-hour period, while reducing
interference at the end, when skywave con-
ditions worsen.

The reactivated October 1983 power lev-
els were ridiculed by daytimers, some of
whom received less than two watts. The Ap-
ril increase, which was rolled back this
week, gave a minimum off 100 watts to day-
timers on regional channels.

Rivera Hits ‘“Thoughtless
Pursuit”’ Of Deregulation

FCC Commissioner Henry Rivera told
the Arizona Broadcasters Association
meeting in Tapatio Cliffs last week that the
FCC has “‘a credibility gap created by occa-
sionally thoughtless pursuit of deregula-
tion.”

Rivera said the FCC’s image for failing to
enforce the law fueled Congressional pres-
sure for category-based programming quo-
tas, causes federal courts to distrust the
Commission, and encourages the public to
believe ‘‘wrongly, that all broadcasters are
playing fast and loose with the law.”

He elaborated, “A credible profile as-
sures lawmakers, judges, and the public
that the FCC can be trusted to identify and
address genuine problems that may arise
in your industry. This, in turn, creates a
more responsive environment for consider-
ation of FCC and industry deregulation pro-
posals."

Rivera also argued that, instead of resist-
ing new services such as FM drop-ins and
Direct Broadcast Satellites as new competi-
tion, broadcasters should welcome change.
“With added diversity of service, pressure

on your industry from dissatisfied con-
sumers and interest groups may be eased
considerably,” he suggested.

FAA Challenged To Prove

FM Interference Charge

In an apparent rebuke to the Federal
Aviation Administration, an FCC law judge
has directed the agency to prove its charge
that a proposed FM tower in Honolulu could
disrupt aviation communications. Former-
ly concerned only with planes hitting
towers, the FAA has lately begun objecting
to towers on grounds of potential radio in-
terference (R&R 10-19).

Traditionally, the FCC has automatically
bowed to the FAA’s wishes, or broadcasters
have voluntarily changed their plans. But in
the Honolulu case Deputy Chief Adminis-
trative Law Judge James Tierney urged
the FAA “to proffer relevant evidence in
support of its thesis.”

The FAA also came under fire from the
Mass Media Bureau in the case. Noting that
its rules don’t require it to honor the FAA’s
interference concerns, the bureau express-
ed “dismay with the FAA’s late-filed and
procedurally deficient objection” in the
Honolulu proceeding.

Other Key Developments

» The New York Market Radio Broad-
casters Association (NYMRAD) has form-
ed an Alcohol and Drunk Driving Commit-
tee chaired by WBLS & WLIB/New York
VP/GM Charles Warfield.

e On an interim basis, the U.S. and
Canada have implemented a new FM
Working Arrangement governing stations
within 320 km of the border. Effective
November 20, all applications will be pro-
cessed in accordance with new technical
criteria in the pact, which replaces an
agreement in place since 1947.

o The application of KIEV/Los Angeles
(Glendale) to double nighttime power has
drawn a mutually exclusive application
from Laughlin Roughrider Broadcasting,
which proposes a new AM on 870 kHz in
Laughlin, NV.

¢ The FCC Review Board will hear oral
arguments December 20 from the eight ap-
plicants seeking interim authority to
operate KIFM/San Diego.

» A planned December 18 symposium in
Washington on new technologies has been
postponed until February 13 by the Golden
Jubilee Commission on Telecommunica-
tions.

Snapper Fears Widespread Abuse

Fuqua attorney Tom Taylor of Atlanta
says the lawsuit is now in the discovery
stage, and that WBSS has filed a motion for

ismissal. He added that Snapper has
undertaken a ‘broad investigation’” of
fraudulent billing in its co-op program, and
is “aggressively pursuing other leads we
have” of abuses, including alleged miscon-
duct by other radio stations.

WBSS attorney Matt Liebowitz said the
charge against his client ‘‘is factually base-
less and fails to recognize the significant
failures of the other parties involved,” par-
ticularly the dealer.

An FCC official said the California probe
was triggered a year ago by a complaint
from ‘‘a person who felt he was harmed by
the business dealings, but it was not one of
the manufacturers.” Two staffers from the
Mass Media Bureau’s Enforcement Divi-
sion have been assigned to the investiga-
tion.

“The stations have been cooperating and
the national manufacturers in gquestion
have been cooperating to the point that we
now have a ton and a half of material to
review,” said the official. ‘“We’re analyzing
that material in preparation, probably, to
having some additional questions.”

Old Problem Resurfaces

A decade ago the FCC routinely took
away several licenses a year for double bill-
ing, but complaints died out from the late
1970s until the two latest cases surfaced.
Last year FCC Chairman Mark Fowler sug-
gested that courts should take over the job
of handling double billing complaints. Of-
fice of Plans & Policy Chief Peter Pitsch
says he expects the FCC to act on a Notice
of Proposed Rulemaking (NPRM) on dou-
ble billing in the next two months.

In one of the last major double billing
cases, the FCC took dway the license of
WBRL/Berlin, NH for defrauding national
manufacturers of $20,000. In a 1979 decision

upholding that denial, the U.S. Court of Ap-
eals directed the FCC to turn over major
double billing cases to the Justice Depart-
ment for criminal prosecution.

Killing The Goose That Laid . . .

One Commission official told R&R the
new problems may be arising because the
industry’s memory of the double billing
crackdown of the 1970s has faded. And he
added a warning: “If the fraud becomes
rampant, the whole method of rebating ac-
cording to these co-op arrangements may
be terminated. The big manufacturing
companies aren’t out there just to be ripped
off. And when they see that this program
lends itself to that, they’ll just cancel it.
They’ll spend their money on advertising,
but the question is will they spend it with
local stations in this fashion?”

D s i

ATTENTIVE BROADCASTERS — ODuring a
round of meetings in Washington recently,
members of NAB’s Small Market and Medium
Market Radio Committees were briefed at the
FCC by a variety of officials, including three
Commissioners and Mass Media Bureau Chief
Jim McKinney. The broadcasters included (I-r)
KHAR & KKLV/Anchorage President Patricia
Harpel, WQJO/Evanston, IN GM Athena Sofi-
as, KMUS/Muskogee, OK VP/Business Mana-
ger Linda Parrish, WDEA & WWMJ/Ellsworth,
ME President/GM Helen Sloane Dudman, and
WDKX/Rochester President/GM Andrew
Langston.

RANDOM CHANNEL SELECTION PLANNED

McKinney Rules Out Lottery
Selection In Docket 80-90

FCC Mass Media Bureau Chief Jim McKinney will recommend to
the Commission that, at least initially, new FM licenses under Docket
80-90 should be awarded through standard comparative hearings rather
than by lottery, as had been widely anticipated. However, McKinney is
proposing a lottery to select the first channel for which FM drop-in appli-
cations will be accepted and processed.

McKinney told R&R he expects the Com-
mission to approve the final list of 600 or
more drop-in communities on December 19.
Processing guidelines could be finalized in
January, and the first channel to be opened
up for applications could be selected by lot-
tery in February.

McKinney said his recommendation was
reached in the past week after ‘‘extensive
discussions at the staff level” and he stress-
ed that it’s still subject to final approval by
the five Commissioners. He also held open
the option of switching to handing out li-
censes by lottery later on if processing bogs
down.

Starting Cautiously

Here’s how Docket 80-90 processing will
work under McKinney’s plan. Starting
cautiously, the Mass Media Bureau will at
first probably pick only one channel by lot-
tery. Then it will announce a deadline for
applications on that channel in each com-
munity where the frequency has been as-

signed for a new station. It’s possible one
channel may be earmarked for drop-ins in
many places across the country.

As those comparative hearings proceed
and the bureau can gauge its workload, it
will continue “filling the pipeline”’ by open-
ing up more lottery-selected channels for
applications.

Lottery On Standby

If the Commission becomes overloaded
with comparative hearings and the situa-
tion becomes “hopeless,” McKinney said
“it’s easy enough to shift”" to lottery selec-
tion of winners. He emphasized the rules
will never be changed in midstream for any
channel. Applicants will always know in ad-
vance whether the winner will be picked by
lottery or the much lengthier and costlier
comparative hearing.

McKinney said it’s possible that the in-
itial round of applications will be expanded
to include likely areas of ‘little interest,”
such as Alaska, Puerto Rico, and Hawaii.



IF YOU SEE SOME
OBSTACLES BETWEEN
YOU AND AM STEREO-

TOOK nowu YOUR
BSTACLE COURSE.

The big obstacle was dedicated single system receivers. That
one has been totally demolished. C-Quam® AM stereo receivers are
available right now from a “Who's Who" of the world's leading set
manufacturers and carmakers.

"Then came a whole series of high hurdles—high cost installation,
service, technical support, financing, delivery. Gone, all of them.

Instead, there is no additional installation cost for our C-Quam
AM stereo system. Motorola, a world leader in electronics, sees to service
and tech support. Third party financing can put you on the air for as little
as $1,500 down, $300 a month. And we can ship in 3 weeks if you're
ready to roll Dick Harasek has all the facts, figures and details. His
number is 312-576-2879.

Finally, you ran into a real brick wall—Return on Investment.

We took the wrecking ball to that cne. Our exclusive telephoneHotline!”
is a live wire that helps you build audience, advertiser excitement and
time sales with creative promotions. Just call 312-576-0554 and ask for
Steve Kravitz.

So now there's nothing between you and a clear run for the AM
stereo gold, because Motorola pulled down all the obstacles. .. from start
to finish.

MOTOROLA AM STEREO.THE WINNING SYSTEM.

@ MOTOROLA
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Unveils -,
Latest &
Digital
Reverberator

The most recent addition to the Sony line of digital reverberators, the
“DRE-2000A," consists of a processor and remote control unit that pro-
vides the user with a choice of four reverberation modes — two echo
modes and two delay modes — each with a wide range of programmable pa-
rameters.

Claimed to be more reliable and easier to install than its *DRE-2000""
predecessor, the DRE-2000A also features a microprocessor designed
specifically for the high-speed computation required to simulate a wide
range of acoustic spaces.

For further information, contact Alan Penchansky at (212) 575-1976.

“RADIO: THE POWER OF SOUND™

R&R/Friday, November 23, 1984

TM Communications Takes
Gold At Int’l Film & TV Festival

A 15-minute audio/visual presenta-
tion, ‘‘Radio: The Power Of Sound,”
won a gold medal for Dallas-based
TM Communications at the recent
Awards Presentations Banquet of the
irternational Film & TV Festival of
New York. Narrated by Orson Welles,
the audio/visual piece was created
for the Radio Advertising Bureau
to present at the NAB convention last
May. The program is currently being
used in videotape form by RAB mem-
ber stations to alert potential adver-
tisers to the power of radio.

For the past 27 years, the Festival

Purdue Management Seminars
For Broadcast Engineers choming

Sponsored by the NAB, the 20th
annual Purdue University Engineering
Management Development Seminars
will take place during the week of
February 3-8, 1985. These sessions,
which will be held at the University in
West Lafayette, IN, will consist of
three separate five-day programs.

“‘Management I'* covers the funda-
mentals, and is a prerequisite to tak-
ing *'Management Il,”" a more advanc-

honors the best TV and cinema com-
mercials, television programs, music
videos, audio/visual presentations,
and industrial film/videotape. This
year's competition had 4866 produc-
tions submitted from 45 countries.

Busy Bees
May Give
Bosses Hives

“‘Radio: The Power Of Sound’’ was
produced by Buddy Scott and Jim
Kirk, written by Bill Shaughnessy
and Marshall Riggan, and compos-
ed by Tom Merriman. Dave Harri-
son served as creative consultant
and Danny Peterson was the audio
engineer.

If your department is a literal
beehive of activity, it may not be
as productive as you might think.
in arecent issue of Management
World, Vytenis Kuratis, Corpor-
ate Director/Compensation & Ben-
efits for Nordson Corp., claims an
office buzzing with busy, hard-
working employees whose eager,
positive attitudes make them only
too eager to please is valuable on-
ly when the busy-bees are focus-
ed on a proper goal. if a king — or
queen — bee really wants to fly
with the bigtime honeydrippers,
says Kuratis he should be care-
ful not to reward those employees
who work hard (or seem to) with-
out examining their goals. Why do
you think they call them “‘drones?”’

ed course. ‘‘Management I’ offers
broadcast engineering managers the
opportunity to indulge in what is de-
scribed as ‘‘introspection of one’'s
life/work style’’; i.e., coping with job-
related stress.

QOver 700 broadcast engineering
managers have taken the 35-hour
“Management I'" course. For further
information, contact the NAB’s Tonia

Ballard at (202) 293-3557.

5000 Radio Stations To See
National Photo Week Spots

THE 50TH BIRTHDAY RADIO SPECIAL Americal

January 8th 1985 will mark 50 vears since the birth of Elvis Presley. Commemorating this
event, CREATIVE RADIO SHOWS will present a six hour tribute, “Elvis, The 50th
Birthday Radio Special.”

CRS President Darwin Lamm says, “We feel this special will please listeners on both pop
and country formatted stations. The program has been designed solely for the 50th
Anniversary and each hour will stand on its own leaving program flexibility to the individual
stations.”

Each station along the CRS Network will receive a complete “50th Birthday’’ kit including
customized promos, and unusual facts and Elvis trivia questions to be used by local
personalities to tie their station into the Elvis Celebration.

This complete tribute to Elvis will include the rarest of recordings and interviews found
throughout the years, furnished courtesy of many of Elvis’ closest friends and RCA. This
radio event is available on a cash basis, therefore maximizing the flexibility of broadcasting
the program when you choose ... (For example: Some stations plan to air the show 3 hours on
Saturday, 3 hours Sunday, then again 6 hours in its entirety on his birthday ... Some stations § '

Beginning in January 1985, the 60-year-old Photo Marketing Associ-
ation (PMA) will be sending stereo jingles to more than 5000 U.S. radio sta-
tions in a campaign to promote ‘‘National Photo Week,"' which will take
place from May 6-12, 1985. Created by Nashville's J.C. Meyer, the jingles
are 30 and 60-5econd donuts of the **Snap To It America’’ theme, and will
be distributed on Eva-Tone soundsheets.

The sales opportunities for your radio sfation include: co-op advertising

sponsoring a photo contest, using the jingles as sales tools themselves, etc.
For furtherinformation, contact Bill Weckesser at (517) 788-8100.

plan to air it 1 hour a day Monday through Saturday ...) With the station retaining all 60 one WORD OF MOUTH
MARKETING

minute avails to sell locally and unlimited broadcasts throughout 1985 it guarantees the station
high profits.

hThe breakdown of costs are based on SRDS and market size as follows: Markets 1 through
50 the cost is $500.00; in Markets 51 through 100 the cost is $400.00; Markets 101 through
200 the cost is $300.00; Markets 201 and below the cost is only $150.00. This ensures even the ‘
small markets a high profit.

' Employee

Vored 'Relocating

Jazz Promotion jCOStS Soar
|

Executive
Of The Year The average U.S. company’s cost
1982-83 and 1983-84 of relocating an employee climbed to

$37,400 last year — ten times what
the average corporate relocation cost
in 1963. According to USA Today,
most of the reason for the increase is
due to the number of new services to-
day's more-flexible corporations of-
fer, such as home buying and selling
fees (avg. '83 cost: $21,500), cost-
Encino, CA91316-1141 of-living differentials (avg. '83 cost:
(818) 344-4757 | $3000), and spouse job-finding
| assistance (avg. ‘83 cost: $1000).

PRODUCER: THE CREATIVE RADIO NETWORK. producer/distributor of weekly
programs “GARY OWENS SUPERTRACKS” and “COUNTRY MUSIC’S
RADIO MAGAZINE,” in addition to the “COUNTRY SPECIAL OF THE
MONTH” and the “ADULT CONTEMPORARY SPECIAL OF THE
MONTH.” Producer/Writer, Tom Holdridge, also produced “THE 20th
ANNIVERSARY BEATLES RADIO SPECIAL” for CBS Radio.

Larry McKay, a 25-year veteran of broadcasting. His most recent radio
positions include “on the air” personality at KH.J, KIIS, KFI and KMPC
Radio. Los Angeles. In addition to credits for numerous radio and tv com-
mercials, Larry has “subbed” on “American Top 10" for Kasey Kassem.

For turther information, contact The Creative Radio Network Toll Free 1-800-392-9999 or
(818) 787-0410.

RICKY
SCHULTZ

17735 Collins Street |
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Pro:M ions
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Stocke New WEA VP

Pete Stocke has been named WEA Regional Vice
President and New York Branch Manager. Most re-

cently WEA's Philadelphia Branch Manager, he first

joined the company in 1974. Be-
fore that he was Director of Cus-
tomer Relations and New Custom-
er Development for Lieberman
Enterprises. Stocke is a 28-year
industry veteran, whose back-
ground includes the GM/Recorded
Products post at Taylor Electric
Co. and a stint as President of
NARM.

3

Pete Stocke

RAB Welcomes Kabatsky

Steven Kabatsky has been named Research Man-
ager for RAB. He was previously a client services rep
at Arbitron. Kabatsky is a former Selcom Radio Mar-
keting/Research Manager, as well as an Assistant Di-
rector/Promotion and Marketing at William Morrow &
Co.

Dick Appointed WTOO OM

S. Greg Dick has been promoted to Operations
Manager at WTOO/Bellefontaine, OH. In the past he
had served as the station’s PD and National Sales Man-
ager.

Jaffe Moves To A&M

A&M Records has tapped Mark
Marketing. In his new post Jaffe
will supervise marketing efforts for
the label's U.S. distribution of
Shoreline Records, the American
counterpart of Canada’'s Trouba-
dor Records. Prior to this Jaffe
was affiliated with Della Femina,
Travisano and Partners; he’s al- Mark Jaffe

s0 held posts with Leo Burnett and Warner Bros.
Records.

Keepnews Creates Landmark

Veteran record producer, label executive, and writer
Orrin Keepnews has formed Landmark Records,
which will specialize in jazz. In 1953, Keepnews co-
founded Riverside Records and in 1966 established
the Milestone label. During the '70s he was Director/
Jazz Activities for the Fantasy Records group. San
Francisco-based Landmark will release LPs by Bobby
Hutcherson, Yusef Lateef, and Keith MacDonald in
January.

Atlantic Ups Kaus

Bob Kaus has been elevated to
Director of Information Services at
Atlantic Records. He assumes
the newly-created post after serv-
ing for two years as the labe!'s As-
sociate Director of Publicity/Chief
Writer. Kaus is an eight-year Atlan-
tic vet and a former Cash Box
editor.

Bob Kaus

Beals Heads WMA/Nashville

Jeffrey Beals has been appointed as head of wil-
liam Morris Agency's Nashville office. He was VP of
World Spotlight Attractions for ten years and a for-
mer member of the Kingsmen.

Radio Promotion Firm Formed

Lacye, Nader & Winters is a newly-created, San
Diego-based promotion firm under the direction of
President Lyn Lacye. Lacye formerly handled promo-
tions during a ten-year stint with KGB-FM/San Diego.
Also working with her are Connie Nader and Beth
Winters, also KGB-FM alumni. The firm can be reach-
ed at PO Box 87246, San Diego, CA 92138; (619)
691-0622.

BMI Re-Elects Officers

BMI has re-elected all the company’s officers, and
four new board directors were also elected. They are:
Forward Communications’ Thomas Bolger, Outlet
Communications’ David Henderson, Broad St.
Communications’ Fred Walker, and Spartan
Rddiocasting’'s James Yager. Robert Pratt of

——KGGF/Cofteyville,-KS was-also re-elected as Board

Chairman.

RCA Ups Grunblatt

Alan Grunblatt has been nam-
ed Director/Market Research for
RCA Records. He is an eight-
year label veteran, who first came
aboard in 1976 as a Junior Market
Research Analyst. His most re-
cent position was that of ’
Manager/Market Research, which . -
he had held since 1981. wys

Alan Grunblatt

Pross Shifts To Enigma

Steve Pross moves to Enigma Records as Pro-
duct Manager. Working out of the label’'s Torrance, CA
office, Pross was previously associated with Statik
Records in the U.K.

tional Sales Director at WVCG/

Marshall Segues To Boulevard

Julian Marshall joins
Boulevard Records as Director
of A&R and Talent Acquisition. He
comes to the CBS Associated La-
bel from the Warner Bros. record-
ing group Eye To Eye, in which he
was founding member, songwriter,
and musical director. Marshall was
also a member of Marshail Hain
and the Flying Lizards.

Julian Marshall

‘Cummings Assumes Paradise Post

Lisa Cummings joins Paradise Records as Na-
tional Promotion Coordinator. Before this, she was Ac-
counts Manager for National Video Industries, Inc.
in New York.

Kester Named NCBA President

Howard Kester has been appointed President of
the Northern California Broadcasters Associa-
tion, following ten years of service as the
association’s Director of Retail Sales and Marketing. In
other related activity, Beth Harris has been named Ex-
ecutive Assistant.

Cook New WLIX PD

Dave Cook has been appointed
Program Director for WLIX/Bay
Shore, NY. He comes to the Adult
Contemporary Christian-formatted
outlet after serving as PD and Na-

A
Dave Cook

Miami.

Tenth Avenue Bows

Nashville singer/songwriter Michelle Scott has
formed two new companies, Tenth Avenue Music
and Tenth Avenue Productions. Both firms are
located at 5§12 Amalie Court, Nashville, TN 37211.
Phone: (615) 834-1808.

Elder Adds WZOU Sales Duties

Ross Eider, currently working as National Sales
Manager for WHDH/Boston, now assumes additional
duties as NSM for sister station WZOU.

Special Earth Bows

Special Earth Records is a newly-established New
Orleans-based label. Launched by the proprietors of
Envision Plus Publishing and Special Earth Music,
the iabel features the Debonairs and Sonic Society.
Direct inquiries to Gregory Bennett at (504) 288-
3956.

re the Cheech and Chong

M SR A ES— S S =

«gryce and Doug @ |
o?;ggords. Had | never met them a?g ’gliv‘% N
them credibility, it's frightening t0 s
would have become of them. Than ,

they're the best!’’
——BRUCE ALLEN (Loverboy, B

Could Be Wi

promouom marketing

(716) 885 - 5200
BRUCE MOSER

ryan Adams Mgmt.)

ATELWWOOD AVE. BUFFALD. NEW YORK 14201
DOUG DOMBROWSKI




Nothing boosts g{ﬁ A
listener awareness,
loyalty and ratings /7))
like personality.

And no other
network, service or
programming aid

gives your station as | Ao , \/‘
much personality as e\ W ™ e,
the Wireless Flash. W\ - —" S

Maybe that’s why
more than 700 stations
around the globe receive the Flash.
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JHAN HIBER

Birch: A Reliable
Predictor Of Arbitron?

If I had a dollar for every time someone asked “Can Birch be
used to predict what Arbitron will show?””, I'd be rich. It seems many
broadcasters justify the cost of subscribing to both ratings services by
thinking that Birch’s previous monthly or quarterly data will offer a
peek at the future Arbitron scorecard. How justified is that hope?
Let’s take a look at what the track record shows.

Format, Market Cross-Section

In order to objectively examine what,
if any, Birch-Arbitron pattern exists, a
variety of markets and formats were re-
searched. Seven markets were chosen,
with my main criterion being that each
metro had to receive quarterly data
from both services. Additionally, there
had to have been a sufficient number of
Birch quarterly sweeps for a three-book
trend.

The markets chosen for this week’s
analysis were:
Baltimore
Birmingham
Little Rock
Minneapolis-St. Paul
Phoenix
Pittsburgh
Sacramento

There were five music formats that
garnered significant numbers in all of
these metros. These formats were Adult/
Contemporary, AOR, Beautiful Music/
Big Band, CHR, and Country.

To add a final touch of consistency
and objectivity to this article, I decided
to compare and trend Birch quarterly
data and see how good a gauge those
numbers were of later Arbitron quarter-
ly estimates. Many of you may use the
Birch rolling monthly data (based on
two months’ interviews) to predict fu-
ture Arbitron shares, but I wanted to
have an apples-to-apples comparison.

Trend Without Trauma

My examination covered the fall '83,
winter 84, and spring ‘84 Birch Quar-
terly Summary Reports and the fall '83
and spring '84 Arbitrons. The goal was
to see if a fall *83-winter "84 Birch trend
was confirmed in the spring "84 Arbi-
tron.

A number of broadcasters lament
that the Birch numbers don’t seem to be
indicative of later Arbitron shares. Be-
low you'll see how Birch actually fared.
In addition to measuring Birch'’s crystal
ball ability, we’ll also look at another
comparison measure, namely congru-
ence. If you remember your geometry,
you may recall congruence means that

two shapes are identical. In terms of
ratings, we won’t expect the two ser-
vices to generate the exact same shares
for each of our five stations per market.
However, we will look at one basic in-
dication: Did both the Arbitron and
Birch numbers rise or fall together,
compared to the previous metro sweep?

Now let’s delve into our two areas of
examination — predictive ability and
congruence. You may be surprised at
what the following breakout of the 124
shares indicates. (While I don’t prefer to
use such a broad yardstick, 124 is the
most reliable number, and the one most
will refer to when they want a quick
handle on how well/poorly their station
is doing.)

Format Comparisons

In the following format analyses we’ll
look at both the percentage of occur-
rences in which the two previous Birch
quarterlies were able to track the rele-
vant station’s fall-spring Arbitron trend
(and actual spring 12+ share), and the
percentage of times the spring shares
rose or fell together. It appears that for
40% of the stations involved, Birch's
previous quarterlies were a good indica-
tor of what the spring Arbitron esti-
mates would be (in general up and
down terms, not specific share points).
In 57% of the cases, Birch and Arbi-
tron’'s overall shares rose or fell togeth-
er, compared to the previous relevant
survey.

Here are the details . . .

T e e R RV L YRR

Format Pet. Predicted By Pet. Of Congruence
8irch (Up or Down) With Arbitron
A/C 0% 57%
AOR 29% 43%
BM/BBnd 57% 86%
CHR 86% 71%
Country 29% 29%

Let’s use A/C to explain how to read
and use this chart. In none of the seven
markets noted above did the fall "83-
winter 84 Birch quarterly trend (let’s
say it showed the relevant station climb-
ing) match the way the top-rated A/C'’s
trended when comparing the fall Arbi-
tron to the spring 124 Arbitron share.
For example, if a station went 7.7-11.4
in the fall-winter Birches you might ex-

N

first place.

Week In Review

Arbitron Reissues Detroit Report

The August-September-October Arbitrends report and data for Detroit has
been recalled and is being reissued. According to Arbitron spokesperson Alison
Conte, “Four persons with media affiliation received diaries. When this was later
brought to our attention the diaries were pulled and the data recomputed. It’s
not a major chahge in station estimates but this is something we wanted to
straighten out.” Ms. Conte told R&R the four individuals initially did not admit
to having any media affiliation, which explains why they received diaries in the

EMRC: Vigilant On Hot Calls

According to John Dimling, Executive Director of the Electronic Media
Rating Council (EMRC), the problem of hot calls (stations picking up recently
dropped calls in hopes of diary gains) did not warrant the Draconian treatment
of delisting. “We felt as though delisting such stations for six months (as suggested
by some) wouldn’t have produced an accurate reflection of the market. At any
rate, Arbitron has shown the EMRC data which demonstrates that in most cases
to date stations picking up hot calls have seen their shares decline.”

Dimling’s group is recommending Arbitron “use its ingenuity to solve a mea-
surement problem, not get into a regulatory situation.” In the meantime, he told
R&R, “We'll keep monitoring the problem to see if any stronger action is war-
ranted. We're certainly not ignoring industry concern about this matter.”

R&R/Friday, November 23, 1984

pect that station’s spring Arbitron
would post an improvement over the
station’s fall Arbitron showing. How-
ever, in this particular case the station
saw its overall fall-spring Arbitron
share slip 9.0-8.0. Thus, the increase
foretold in the Birch quarterlies did not
show up in the spring Arbitron quarter-
ly

The congruence figure comes in as
follows. Let’s say our station example
saw its winter-spring Birch shares go
11.4-9.3, while its| Arbitron number
dipped the aforementioned 9.0-8.0.
This would be a situation where the
ratings services reflected congruence;
both mirrored the fact that the station
slipped in the spring. Unless Birch
monthlies after the winter Birch quar-
terly had shown the station ebbing from
its winter peak, the spring Arbitron
share may have been an unexpected
dose of cold water.

You can now review the chart again
and see what it may foretell for your
format. It’s fascinating to see the dispar-
ity in Birch’s predictive ability — look
at the difference between A/C and CHR.
Birch quarterlies apparently aren’t
much of a predictor of later A/C Ar-
bitron numbers, while the telephone
methodology did a great job of preview-
ing CHR’s growth. While Birch general-
ly shows Beautiful Music stations in a
poorer light than Arbitron, at least both
services frequently reflect the growth/
slippage of this format in a discrete
survey.

Market Comparisons

Are there certain markets where the
two services are more/less likely to have
a high degree of congruence? If you get
a down Birch quarterly in your market,
how likely is it that the next Arbitron will
also show slippage? Here are the market-
by-market breakdowns of ratings service
congruence based on the spring quarter-
ly returns. In the following four markets
oA e R NS e

Pet. Of
Market Congruence
Birmingham 100%
Minneapolis 80%
Phoenix 80%
Pittsburgh 60%

there was an above average percentage
of agreement in terms of stations that
rose/fell .

But in the areas noted below there
was less than average agreement per-
centages between the two methodolo-
gies in the spring returns . . .
e

Pet, Of
Market Congruence
Baltimore 20%
Little Rock 20%
Sacramento 40%

e e

There doesn’t seem to be any Sun-
belt/Frostbelt trend here. However, con-
sider which of these markets most re-
flects yours, and you may be able to
gauge how the two ratings companies’
estimates rise or fall together in an in-
dividual survey in your area.

What It Means

Several points seem apparent at this
juncture. First, in just over half of the
situations examined (57%), Birch and
Arbitron numbers moved in unison, al-
though the actual 124 shares would
differ by format. So, depending on
which result you receive first, there’s a
better than average chance that the
other ratings result will show a similar
rise or fall movement.

While there may be some movement
agreement in a discrete quarterly sur-
vey, it appears that using Birch’s previ-
ous quarterly data to predict a later Ar-
bitron quarterly is an iffy proposition,
depending on your format. If I operated
an A/C, AOR, or Country station, I'd
rely on more than the previous Birch
quarterlies to foretell my Arbitron fates.
Perhaps this is a good selling point for
monthlies (either Birch or Arbitrends)
since so much can happen between the
receipt of the next Birch quarterly.

Track the market trends for your for-
mat and see how it compares to the data
shown here. You’ll probably find what I
did — sometimes Birch’s crystal ball is
cloudy; in other cases it’s crystal clear.
Above all, however, Birch cannot guar-
antee or infallibly predict how you’ll do
in the next Arbitron quarterly.
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PROGRAM SUPPLIERS

NETWORKS <

REED BUNZEL

RADIO AND RECORDS

The Network-
Label Connection

Due to the nature of the beast, radio has had a long, healthy relation-
ship with the record industry. Cooperation between the two industries on
the local level has led to mutual programming and promotion coordina-
tion, while growing interest in network concert programming has ex-
panded that understanding. Program distributors view the national
radio concert as a viable (read profitable) product, and record com-
panies appreciate the resultant artist exposure and promotion.

This week’s column takes a look at the
basic relationship between networks/syn-
dicators and the record companies, exa-
mining some of their mutual interests and
concerns in national programming. Includ-
ed in this discussion are DIR Broadcasting,
concert program veterans and producers of
“King Biscuit Flower Hour” for ABC Ra-
dio; Westwood One, an industry leader in
exclusive longform concert broadcasts;
and NBC’'s Source, which regularly
features contemporary specials and con-
certs as part of its program schedule.

Mutual Dependence

The relationship between record com-
panies and networks is similar to that bet-
ween radio stations and the labels, says
Richard Kimball, VP/Artist Relations at
Westwood One. ‘“Networks are no different
from radio when it comes to our mutually
dependent relationship with the record
companies,” he explains. ‘“Whenever we
record an artist, we feel we owe the record
company the courtesy of letting them know
what we’re going to do, assuming we didn’t
go through the record company to secure
the act in the first place.”

In some instances the labels appreciate
the invitation to get involved, while in other
cases they choose to remain out of the pic-
ture. ‘“We welcome record company input,
but it’s not a must for us or them,”” Kimball
continues. ‘‘Sometimes too many cooks
spoil the broth. While we don’t necessarily
need their input, we welcome it.”

Paul Zullo, Exec. VP of DIR Broad-
casting, stresses the importance of net-
work-label relations by citing radio’s ability
to promote records and help build the im-
ages of new and established artists. “It’s
extremely important that syndicators and

The R.O.C.K.
Project

Networks

The ABC Rock Radio Network has launched
“The R.O.C.K. Project.” a wide-scale pubiic
service campaign deriving its acronym
from Reckless Operators Can Kill. Al Rock
Network affiliates are eligible to join the four-
month campaign, running through the end of
February 1985. Stations are being request-
ed to develop local campaigns targeting their
own audience, in messages which will ulti-
mately be judged for effectiveness and crea-
tivity by the network’s Advisory Board

labels work together,” he says. “Record com-
panies obviously understand and recognize
the importance of radio in their industry,
mainly because radio advertises the pro-
duct the companies are pushing. The free
advertising and image-building provided by
radio creates a very strong relationship, as
demonstrated by increased record sales.”
Agreeing with Kimball and Zullo is NBC’s
Frank Cody, Director/Programming for

TRANSATLANTIC

RECORD-BREAKING :

Premiering

“The challenge that exists with a program
such as ‘Rock Over London’ is that we ex-
pose a lot of new music that hasn’t been
released yet. For instance, when a record
company releases a record in the U.K. be-
fore they release it here, we distribute it to
our affiiates who then beat out the com-
petition. Obviously this creates a lot of prob-
lems with the record companies, mainly be-
cause they have their own promotional cam-
paigns ali set and this ruins them. Also, the
program directors get a littie upset when the
competition gets a record before they do.

“Lately this has happened with Frankie
Goes To Hollywood, Jullan Lennon, and U2,
and it's bound to happen even more. Our re-
lationship with the labels is strained, because

program roughly at the same time an act is
hot, while concert tours rarely have such a
capability.”

r

Frank Cod:;

Richard Kimball

Paul Zullo

the Source, who believes that cooperative
coordination is vital to the proper timing of
programming. ‘“We’ve found that if we can
get everybody coordinating their efforts at
the same time we can save everybody a lot
of energy, particularly the act and the
record company. We maintain regular con-
tact with all the publicity and promotion
people at the record companies. We try to
stay in touch and periodically meet with
them about the new acts that might be top
priority, the acts which they are trying to
break.”

Electronic Touring

One possible side effect of a “prolifera-
tion”’ of radio concert programming — and
the increased volume of music video pro-
duct — is the “electronic touring” syn-
drome. If prospective concertgoers can get
their visual or audio fix by tuning in a radio
special or MTV (and not have to pay $17 for
a concert ticket), will the airwaves eventu-
ally replace the tour circuit?

While radio concerts and music videos
have that potential, evidence suggests they
actually augment those tours instead. Zullo
says, “Record companies know that radio
is still their number one outlet, and they
know that syndicated programming can do
a lot that a ten-city schedule just can’t ac-
complish. For instance, we can feature
three or four cuts from an artist’s album
and do real well when that act couldn’t
possibly sell out a concert tour. Plus radio
has the luxury of being able to schedule a

I don’t think network programming or
music videos take the place of concert tours
at all,” Kimball adds. ““In fact, they do the
same things that concerts are supposed to
do — they help sell records, The whole busi-
ness, to be honest, comes down to the bot-
tom line. The record companies appreciate
network and syndicated programming be-
cause it sells records, and we do it to make
a profit.”

Despite the growing impact of music
videos, most record company executives
agree that the prime motivating factor in
record sales still is — and always will be —
radio exposure. Record companies also rec-
ognize the value of special programming
which focuses on new talent, providing an
exposure outlet that many radio stations
and video channels won’t risk.

“Once a melody is finally comfortably
lodged in the public’s consciousness, this is
what really sells records,” Cody notes.
“People score their lives with radio. Ob-
viously, it’s of greater importance for a
record company to invest a lot of time get-
ting a new act as much exposure as possi-
ble. Exposing that act on a network has con-
siderable value. The smarter record com-
panies take an active role in doing just that,
because network radio is such a huge tool
for getting that exposure. It’s also a great
way to break an act.”

Exclusive Deals

As discussed in this column last month
(10-5), a continuing debate has been gener-
ated concerning the growing popularity of

The Product

Any programmer who has ever attempted to play a record before its of-
ficial release date is well aware that record companies don’t take such ac-
tion lightly. The “we got it first” syndrome is usually a deliberate practice in
local programming, but in national syndication it becomes a bit of a problem
when program content relies on product that may not yet be released for
popular consumption. Joe Trelin, Promotion Manager for Radio Interna-
tional, recounts the sticky situation which occasionally arises when pro-
duct is released overseas and is subsequently broadcast as syndication in
the United States, beating out the labels’ marketing strategies.

Mm
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while they appreciate the exposure we are
giving their artists, it is also complicating their
own marketing plans. Our affiliates have even
received cease and desist notices, and
we've gotten concerned phone calls and
other feedback.

"What we've started doing now, to pre-
serve the relationship we have, is contact the
label in advance. If we know we wiil be ex-
posing a band before it is released in the
states we let the record company know so
they can stock up with imported product if
competitors start to call. With this arrange-
ments the record companies will tolerate
whatever problems are created because
they know we can give them exposure that is
otherwise difficult to get."”

““artist exclusives.” This discussion focuses
on the value of voluntarily restricting the
number and outlets of certain acts’ per-
formances, thus increasing their value and
limiting artist exposure.

‘“Record companies really aren’t too con-
cerned with exclusive deals,”” Kimball com-
ments. “Exclusive deals, whether they are
with us or another company, are usually in
the artist’s best interest. If too much pro-
gramming for one artist is getting on the
air, the record companies might begin to
complain. Too much programming is look-
ed at as overkill, and the record companies
don’t want too much exposure.”

DIR’s Zullo, on the other hand, believes
that record companies are starting to see
some deleterious effects as a result of
limiting their acts’ radio exposure. ‘“The
record companies are beginning to realize
that exclusivity limits the number of sta-
tions that an artist can be on,”” he explains.
“For instance, if one station in a market is
running a concert program, the other station’s
audience isn’t tuned in. Obviously, the record
label wants to attract as many listeners as pos-
sible, and by signing an exclusive deal the ar-
tist is limiting his audience. Often the artist
or management will sign a deal without the
label’s consent or knowledge. This can be a
sticky situation when they’re looking for
wide visibility and can’t get it.”

“I've never met anybody at the record
companies who really liked the idea of art-
ist exclusivity for radio programs,’ echoes
Cody. “It’s like the concept of breaking a
record exclusively: A record may hit the
airwaves a day early in one city on one sta-
tion; in the long run this may be a great
boost to the PD’s ego, but I don’t think it
translates into ratings.”

Network-label coordination can be a criti-
cal element in the art of special program-
ming. Cooperation between the program
producer and label contributes to better
scheduling, and both parties benefit when
the program’s release is timed to the point
when the artist is hottest. As Frank Cody
concludes, ‘‘Aggressive record companies
are tremendously cooperative because they
recognize what is available through net-
work programming, and they take an ac-
tive role. The companies which have the

rack record of being able to break artists
seek out a good working relationship with
us, which we welcome and encourage.”

°
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NFORMATION FEATURES

RR MUSIC CALENDARJV"sE!

NOVEMBER 26-30

DECEMBER DECEMBER
Dick Bartley’s Solld Gold ::;:’:A‘:n::': Music (RKO2)
Saturday Night (RKO) ,
Three Dog Night Checkin’ In (RKO2)
Lee Greenwood
Silver Eagle (ABCE) Private Session (RKO1)
Lee Greenwood/Reba McEntire Rod Stewart
— ]
1 * DECEMBER
DECEMBER ,
Behind The Music (RKO2)
Dick Clark’s National Music Laura Branigan
TSurvey (MBS) Checkin’ in (RKO2)
Sammy Hagar/Stevie Wonder/Huey Lewis/ Oak Ridge Boys
Paul McCartney Private Session (RKO1)
REO Speedwagon

King Biscuit Flower Hour
Kiss/Motley Crue

(ABCR)

Live From The Record Plant (RKO)

Pat Benatar

Roliing Stones’ Continuous

History Of Rock And Roll (ABCR)
Front Men
1 [
DECEMBER*
Behind The Music (RKO2)
Jack Wagner
Checkin’ In (RKO2)
Kendalls
Private Session (RKO1)

Jermaine Jackson

w il

Beat The System RKO1)
Dead Rights (11/26)

Uncle Sam Scholarships (11/27)

Coping With {SOU)

Teamwork (11/26)

Resolving An Argument (11-27)

Going To The Dentist (11/28)

Entertaining Out Of Town Guests (11/29)

Maintaining A Sense Of Humor (11/30)

Mindgames (RKO1)

Getting The Axe (11/26)

High risk (11/27)

Incompetence (11/28)

Crisis Cut (11/29)

Flower Psychology

Playboy Advisor (WO)

Sex away from home/afterplay/bourbon or
beer?/sober with coffee/she had affair/
henbane the aphrodisiac/marriage faded
spark/anorexia & bulemia/jogging problems

Radiorobics (Sl
Exercises On The Bed
Smart Money (RKO1)

Letter Stock Funds (11/26)
Parental Loan Pacts (11/28)
High Interest Rates (11/30)

DECEMBER
Behind The Music (RKO2)
Dennis DeYoung
Checkin’ In (RKO2)
Eddie Raven
Private Session (RKO1)
Billy idol

tF 7

DECEMBER
Behind The Music (RKO2)
Deborah Allen
Checkin’ In (RKO2)
Alabama
Private Session {RKO1)
Survivor

Countdown (SP)
DeGarmo & Key
American Gospel Rock
Countdown (SP)
Ed DeGarmo
Captured Live {RKO)
Sammy Hagar
The Countdown {(WQ)
Chaka Khan/Force M.O.s
Countdown America
wiJohn Leader (RKO)
Dan Hartman
Dick Clark’s Rock, Roll,
& Remember (US)
Herb Alpert
Don & Deanna On
Bleecker Street (CB)
Nights At The Fillmore
Dr. Demento (WO)
David Brenner
The Great Sounds (US)
Lettermen
Guest DJ (PFM)
Tommy Shaw
Lee Arnold On A
Country Road (MBS)
Eddie Rabbitt/Ronnie Milsap/Alabama/
Conway Twitty
Metalshop (MJY)
Dee Snider
Music & Memories (SBS)
Lovin' Spoonful/Bob Newhart
Rare & Scratchy Rock & Roil (PIA)
Happenings
Rick Dees’ Weekly Top 40 Us)
Stevie Wonder
Rock Album Countdown (WO)
U2/Daryl Hall
Rock Chronicles (WO)
Rock Poets
Rock Quiz Special (MJI)
Kinks
Solid Gold Country (US)
Alabama
Source Special (SOU)
REO Speedwagon .
Superstars Rock Concert (WO)
Ronnie Lane/A R.M.S. benefit
Weekly Country Music
Countdown (US)
Kenny Rogers
]
DECEMBER 3-7
Budweiser Concert (WO)
Kool & The Gang
Country Closeup (NP)
Alabama
Country Music Radlo
Magazine (CRN)
Hank Williams, Jr.
Earth News (WO)
Max Weinberg/Timothy White/Stanley Booth
Gary Owens’ Supertracks (CRN)
Carl Perkins/Anne Murray
In Concert (WO)
Molly Hatchet
innerview (IN)
Quiet Riot
Live From Gilley’s (WO)
Judds
Music Makers (NP)
Nat King Cole Tribute
Off The Record (WO)
Pat Benatar/Wham!/John Waite
Special Edition (WO)
Bar-Kays
Star Trak Profile (WO)
Paul McCartney
Super Goid {TRAN)

Super Gold Soul

NETWORK

®Gloria Briggs has been pro-
moted to the position of Manager/Af-
filiate Relations for the ABC Rock
Radio Network, moving up from Ad-
ministrator for the ABC Youth Net-
works. She will be responsible for af-
filiating new stations, servicing ex-
isting affiliates, clearing future pro-
grams, and maintaining close contact
with the Rock Advisory Board.

®Chris Burns, Barry Layne,
Judy Coates, and Jamie Friar have
joined the staff of the Associated
Press Broadcast News Center in
Washington, DC. Burns joins the net-
work from ABC in Rome, where he
worked as an editorial assistant;
Layne moves to Washington from
New York, where he worked as a writ-
er/producer at WOR, WPIX-FM, and
WAPP. Coates is a ten-year broad-

PROMOS

cast veteran who has written and re-
ported for WTOP, WRC, and WRQX
in Washington; and Friar comes to AP
from KMEL/San Francisco, where
she was News Director.

® Dianna Blackmon, formerly of
KSOL/San Francisco, has been ap-
pointed Vice President/Operations &
Promotions at Lee Bailey Productions,
distributor of ‘‘Radioscope.” She will
assume all operations and promotion
responsibilities for the company.

® Mutual Broadcasting System
has added Bill Ashley and Bud
O’Connor to its technical operations
staff. Ashley comes to the network
from WAVA/Washington, where he
was Chief Engineer; O'Connor joins
Mutual from the ABC Radio Network
in Washington.

PROGRAM SUPPLIERS KEY

ABCD = ABC Direction Net
ABCE = ABC Entertainment Net
ABCR = ABC Rock Net
ABCY = ABC Youth Nets
AMS = American Media Services
AP = Associated Press

ASR = All Star Radio

BR = Barnett-Robbins

€8 = Continuum Broadcasting
CBS = CBS Radio

CBSR = CBS RadioRadio
LRN = Creative Radio Net
CW = Ciayton Webster

DCA = DC Audio

DIR = DIR Broadcasting

GSN = Giobal Satellite Net

N = Innerview

18 = IS INC

LBP = Lee Bailey Prod.

LW = London Wavelength
MBS = Mutual Broadcasting

ME = Muitmeoe Entertanment
MJl = MJI Broadcasting

NBC = NBC Radio

NP = Narwood Productions
NSBA = NSBA Productions
PFM = PFM Inc.

PRN = Progressive Radio Network
PG = PG Prod.

PIA = Public Interest Aff.

RCP = Ron Cutier Productions
Rl = Radio International

RKO = RKO Radio Net

RKOt = RKO One

RKO2 = RKO Two

SBS = Strand Broadcast

8§l = Syndicate It

8OU = NBC The Source

SP = "The Spirit' Productions
TRAN = Transtar

US = The United Stations

WO = Westwood One

YRN = York Radio Network

Asslgnment Hollywood
Brad Davis (11/26)

Eva Marie Saint (11/27)

John Stamos (11/28)

Kathleen Beller (11/29)

Robert Duvall (11/30)

Larry King Show

Eli Wallach/Anne Jackson (11/26)
Stewart Alsop (11/27)

Richard Reeves (11/28)}

George Butler (11/29)

Andy Tobias (11/30}
Rocknotes w/Pat St. John (ABCR)
Eric Clapton/Tina Turner (11/26)

Velvet Underground/Doors/Hendrix (11/27)
Dennis DeYoung (11/28-30)

Rock Report (SOU)
REO Speedwagon/Frankie Goes To Hollywood
Screen Scenes (SOU)
No Small Affair (11/26)

The Killing Fieids (11/27)

Paris, Texas (11/28)

Razorback (11/29)

Weekend Hits & Misses (11/30)

(MBS)

(MBS)

Brad Messer’s Daybook

Mary Walker/Warsaw ghetto (11/26)
Celsius/Pennsylvanla Station (11/27)
First plastic/Coconut Grove fire (11/28)
Edison’s recorder/Doppler (11/29)
Mark Twain/basketball (11/30)

Computer Program (PRN)
Add-ons/hacker hardware/minimizing bugs/
bubble memory/pagers

Ed Busch Talk Show
Buying A Car (11/24)
Religion/acupressure/The Platters (11/25)
Health Care (PIA)
Arthritis In The '80s (11/25)

Medscan
Toothbrush (11/26)
Farms (11/27)
Troubled Kids (11/28}
Hair (11/29)
Meals (11/30)
Minding Your Business
Pension Plans/CAB Bumping Rules (1 1-26)
Constructive Criticism (11/27)
Discrimination Suits (11/28)
Express Shipping Tips (11/29)
Shift Work/Lie Detectors & The Law (f1/30)
News Blimp (PRN)
Sex addicts/dream madness/zoo man/

low power TV/small-time musicians
Public Affairs (PIA)
Medicare: A Matter Ot Life & Death (11/25)
Sound Advice (PRN)
Trouble-shooting/service/record handling/

bends, wraps & gouging

(WO)

(AP)

(PIA)

(NP)

Daily Feed (DCA)
Chief Justice Meese/space jargon/
pre-innaugural/cabinet two-step/
strategic arms & legs
Laugh Machine (PRN)

George Carlin/Steve Martin/Gallagher/
Rich Little/Bill Cosby

Radio Hotline
Just sinking/wrong number/listen to
your mother/punk/what a day

(ASR)

Stevens’ & Grdnic’s Comedy
Drop-ins (ASR)
Teenage warehouse/Das Love Boat/

pain reliever/Robert Young/Earl & Pearl

and Carlin (center).

Radio will never be the same again.

GEORGE CARLIN LIVE — Comeian George Carlin dropped by
Satellite Network’s studios several weeks ago for a guest appearance on
“Rockline." Pictured after the broadcast are the many friends of both GSN

. ok " R %, ol
LAND OF DEMENTIA — A trio of dazed, crazed comedians — Dr. Demen-
to, David Brenner, and ‘‘Weird Al’’ Yankovic — gathered at Westwood One
studios recently for an upcoming segment of the '‘Dr. Demento Show.”’

F
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PHONING WITH AN OFFER

Spec Spot Selling

While I was visiting with a group of
50 or so salespeople recently, a strange

thing happened . . .

When I asked how
many used speculative
(spec) spots as sales
tools, more than half of
the people in the room
raised their hands!
Then in response to:
“What’s your closing
ratio on selling spec
spots?,” they answer-
ed (in unison!) ‘“nihe
out of ten,” or (freely
translated) 90% of the
sales calls made deliv-
ered a sale when spec-
ulative commercials
were part of the pres-
entation.

WOW!

Imagine the dollar
flow for your station if
you had ten people,
each making five calls
a day and using a spec
spot every call!

225 sales per week?

How about if the ra-
tio dropped to 50% , and
you only received 125

contracts each week.
At an average of $1000
per order that means
$7.5 million in orders in
spec spot selling alone.

These dollars may
sound remote or bi-
zarre, but how about a
25% close-in ratio
($3.25 million). It ap-
pears to me that it tells
us two things:

One is that we need
to start producing one
heck of a lot more
“spec spots.” (If you
are a salesperson
reading this, you may
want to start writing
your own copy and
producing your own
spots. This smells like
a goldmine!)

The other thing it
should flag for us is the
need to have some-
thing to sell! Selling
spots just doesn’t have

the appeal to the buyer
that something does.
Specs, packages, pro-
motions, newscasts,
countdowns, golden
shows, traffic reports,
etal.!

Which leads us natu-
rally to the telephone
and its use. Picking up
the phone and calling
friend or foe requires
that we have some-
thing to sell. The art of
using the phone to
make appointments is
difficult anyhow ...
But if you are trying to
make an appointment
with a retailer, you
better have a great
reason for him to see
you, or you’ll be dusted
off the phone in a flash.

I have heard folks
say, “Hi, this is Phil
from KXXX, and I'd
like to come by and tell
you about my station.”
No . .. That’s not how
it goes.

It’s really: ‘Hello,

R&R/Friday, November 23, 1984
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¢ Produce More Spec Spots
e Make Calls With Content

Mr. Foonman (pause)
How are you today?
(pause)  Good! Well,
I’m Phil from 4BC Ra-
dio, and I'd like to . . .
(pause) Oh, you have?
Gosh! (pause) Right!
Well, thanks a lot. Click
. . . Himmmmmmm.”’

(The above is not hu-
morous. It happens!)

To get the phone to
work, it is important,
even critical, to have
something to offer the
person you are calling.
So the decision on the
appointment has more
to do with the perceiv-

ed value of your “of-
fer’’ than whether or
not the potential cus-
tomer is going to take
the time to see
another Radioperson!

Step up to the phone
call with the offer!
What is the something
you are selling ...
Much easier to get to
see someone about
participating in the
balloon race your sta-
tion is putting on than
to have to say:

“Hi, Mr. Foonman.
How are you today. . .”

Elvis: The Legend Of A King

Available FREE -- Elvis’ 50th Birthday Special

. . . the updated RKO Radio Show hosted by John Leader

A WARM, PERSONAL BIOGRAPHY . . .

“A no-holds-barred history of the man, the son, the husband,

the father.” — UPI

YOU SELL 18-minutes, ABI reserves 6-minutes for picture

“disc-u-mentary” album offer.

For demo call collect: (415) 827-2382.

Or write: ABI, 115 Roslyn Dr., Concord, CA 94518
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Thomas Named KYTE
& KRCK GSM

KYTE & KRCK/Portland Na-
tional Sales Manager Pam
Thomas has been promoted to
GSM. The post had been vacant
since Bill Fuller departed in the
spring.

Henry Broadcasting President
and KYTE & KRCK GM Bob
Fauser said, ‘“Pam’s done a
fabulous job since taking over na-
tional duties in June. In order to
consolidate our sales efforts and
get a better fix on planning for
1985, she’s being given the oppor-
tunity to take over the entire sales
operation. Pam is aggressive,
organized, and has a strong desire
to win.”

SKLAR cContinued from Page 1

teens. There are also a lot of op-
portunities in music video. Now
I can work with a great many
people I know in the business
that I haven’t been able to work
with directly in the past. It’s a
great feeling to be in business
for yourself.”

ABC Radio President Ben Ho-
berman commented, ‘‘Rick
Sklar’s name has almost be-
come synonymous with ABC.
We wish him great success in
his new venture.”

In addition to his ABC Radio
duties, Sklar consulted ABC-
TV’s “Hot Tracks” video show
and wrote the book ‘‘Rocking
America — How The All Hit
Radio Stations Took Over.” His
company is headquartered at
154 E. 46th St., New York, NY
10017; (212) 370-0077.

CUMMINGS

Continued from Page 1
new challenges.”

Said Cummings, “I’ve been
blessed with some talented,
dedicated programmers whom
I owe much to, and an owner
whose confidence in me has
allowed me to grow right along
with the company. I look for-
ward to a great '85.”

Cummings started with Em-
mis in 1981 as PD at A/C outlet
WENS. He was promoted to Na-
tional PD last year.

fii

Thomas has been with the sta-
tion 14 months, starting as an Ac-
count Executive and then handl-
ing regional and national respon-
sibilities. She previously served as
an AE across town at KUPL and
KQFM (now KKRZ).

ROGERS

Continued from Page 1

further and said he wished
Rogers luck, emphasizing there
were no hard feelings towards
him.

Rogers agreed with Yankus'’s
sentiment. “I have nothing
against the people at WMJC; it
was a good place to be. I just
happened to receive a better of-
fer from WCLS. I consider this
whole thing to be a little busi-
ness problem. The court simply
decided that I had the flexibility
to cut the deal I did with 'CLS.”

Commenting on the future,
Rogers told R&R, ‘“This fulfills
my dream of my working with
(VP/GM) John Piccirillo again.
Right now we're in a four-way
A/C battle dividing some 15
points, and I’'m determined to
get more than just a fourth of
that share.”

Rogers replaces Paul Chris-
ty, who left to concentrate on his
consulting business. Prior to his
two years at WMJC, Rogers
was PD at WYYS/Cincinnati,
where he first teamed up with
Piccirillo.

Piccirillo told R&R, ‘“Rogers
is one of the most fantastic guys
T’ve met in this business. These
opportunities will show the
market and the industry what a
great air talent he is.”

WRIGHT

Continued from Page 1

absolutely thrilled I am at join-
ing one of the most dynamic
and exciting organizations in
the business. I'm looking for-
ward to working with Johnny
Barbis and everyone at
Geffen.”

S

—

5 b

WB HEADS TALK WITH GROUP — Following the L.A. premiere of the Talking Heads/Jonathan Demme film “Stop Making
Sense,” top Warners executives met with the band and director. Pictured (I-r) are WB President Lenny Waronker, director
Jonathan Demme, group's David Byrne and Tina Weymouth, WB Chairman Mo Ostin, and group’s Chris Frantz and Jerry Har-
rison.

PURPLE PEOPLE LEADERS — PolyGram recently feted the reunited Deep Purple at a New York restaurant, following the
group's live international news conference carried over ABC Rock Radio. Pictured (I-r front) are group’s lan Paice, Jon Lord,
fan Gillan, and Roger Glover; (I-r rear) PolyGram Sr. VP John Betancourt, company's Steve Pritchett, VP Derek Shuiman,
Polydor International President Roland Kommerel, PolyGram VP Ted Green, PolyGram President Guenter Hensler, Polydor
international VP Franz Auffray, PolyGram Sr. VP Jerry Jaffe, and group manager Bruce Payne.

RENGERS

Continued from Page 3

pointed in the jury’s verdict. We acted in
good faith, and are proceeding with the ap-
pellate process.”

Now a weekend personality at WAIT/Chi-
cago, Rengers told R&R, ““I know that what
was done to me was incorrect. Justice has
been served, and I'm happy with the way it
turned out.”

At presstime, Rengers’s attorney Peter
Meyers had asked the presiding judge to
order WCLR to reinstate Rengers in his
former overnight airshift, but no ruling on
that has been made yet. Rengers said, I
have to support myself and my family, and
I certainly do intend to go back to work at
WCLR. I suppose it’d be a little awkward on

both sides, but my economic situation is
such that I can’t let emotion get in the way.
I need the job.”

EDWARDS

Continued from Page 3

Allen’s caliber and experience. He is a well-
rounded broadcaster who understands sales
as well as programming.”

Edwards commented, ‘‘Les is committing
all the tools necessary to score as well in
Orlando as the station has done in the
Melbourne/Cocoa market. This is an ex-
citing move for me.”

A West Palm Beach native, Edwards was
Operations Manager of WNDE & WFBQ/In-
dianapolis prior to programming WIBC.
CK101’s new tower is expected to be opera-
tional in March.

Proudly welcomes

Listen to this . . .
M,,mf@ KUTE-FM/Los Angeles

13) 392-8743 131 Ocean Park Blvd., Santa Monica, CA 90405

SYLVIA SET WITH MAHER — RCA artist Sylvia will be produced by Brent Maher
on her forthcoming fourth LP. Pictured (I-r) are Maher, Sylvia, and RCA Nashville
VP Joe Galante.

DR. DEMENTO

A o &

| WESTSOOD ONE For the best in nationally-sponsored radio programs, concerts, simulcasts and big event specials, call (213) 204-5000.
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Now that DAVE ROBERTS has resigned
his Vice Presidency at the RKO RADIO
NETWORKS, where’s he headed? Look for
Dave to announce the formation of his own
research consultancy sometime next month.
Further, Street Talk hears that a major
broadcast group will be among Dave's first
clients.

Advance congratulations to
ARISTA RECORDS and its one and
only President CLIVE DAVIS on the
% November 30 occasion of the
label’'s 10th anniversary. A gala is set for New
York's City Museum the evening of the 30th.

Hottest West Coast rumor of the week?
JIM MADDOX to join KJLHILOS ANGELES as
Operations Manager/Program Director. Nobody
would confirm it for us, but a lot of folks were
talking about it.

TERRY SULLIVAN from WIOT/TOLEDO
has become the new PD at crosstown WOHO.
Terry fills the slot vacated by Scott McCleod's
move to KCNR/Portland two weeks ago.

Bernie, It’s Rick Dees, Rick Dees!

R&R/Friday, November 23, 1984

Mark down KBEQ/KANSAS CITY as
station number 15 to sign on the dotted line
with consultant MIKE JOSEPH just for the
pleasure of calling itself “Hot Hits.” Joseph will
not consult the station, but his magic phrase
will now be in residence following the
traditional transfer of funds.

With STU FRANKEL and STEVE
SEYMOUR purchasing six stations from
ABELL COMMUNICATIONS, rumors are
already flying about a possible spinoff of
WMAR-FM/BALTIMORE. Frankel, who recently
assumed managerial duties at the station from
the exiting DON KELLY, categorically denied
WMAR-FM would be spun off. “In fact,” he
said, “we’re looking for new office and studio
space.”

RICK CARROLL will be devoting the
majority of his radio energies to programming
KROQ-FM/LOS ANGELES from now on. He'll
no longer consult 91 X/SAN DIEGO,
KQAK/SAN FRANCISCO, and
WGIR/MANCHESTER. He will, however,
continue to advise 2SMISYDNEY and the
“Rock Of The '80s” TV program on
Showtime.

BOBBY OCEAN living on the East Coast?
Well, not quite. Yes, Mr. Promo has journeyed
East to help GERRY CAGLE kick off WAPP,
but he’'ll not be permanently relocating to New
York. Ocean will spend several weeks there
over the next few months, recording lots of
promo tracks for WAPP, but homebase will
continue to be San Francisco. Thank you,
Tony Bennett.

His fictitious agent, Bernie Shelley, may not be getting him a lot of work, but Rick Dees is doing
quite well on his own, thank you. Here, in not one, but two photos, Rick Dees formalizes a
couple of continuing aspects in his multi-faceted career. In photo #1, Rick shakes hands on his
new Atlantic recording contract with label President Doug Morris. Rick’s new album, “Put It
Where The Moon Don't Shine,” has just been released. In Photo #2, Gannett President Joe
Dorton (l) and KIIS & KPRZ President/GM Wally Clark (r) heip Rick sign a new five-year pact to
host the KIIS morning show, which gives Rick a better contract than President Reagan. When
you consider his hosting chores on TV’s “*Solid Gold” and his syndicated radio program “Rick
Dees Weekly Top 40, " along with his frequent in-concert appearances around Southern

California, one can only wonder when this guy sleeps.

Continued on Page 18
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" ACE ENTERTAINMENT

PROMOTION WITH A BEAT!

MICHAEL PAPALE « BECKY PAPALE » HUGH SURRATT
T™ 4443 Ventura Cyn. Ave. #206, Sherman Oaks, CA. 91423 (818) 986-5175




One introduced the
_* |state-of-the-artin
mobile recording. It didn’t
take long for the word to get
around about this forty-five
foot audio masterpiece.
Concertmaster I has become
the busiest mobile recording
studio in the country, with
more major concerts behind
it than anything on the road.
The overwhelming success of
Concertmaster I led to the

Los Angeles
9540 Washington Blvd.

Culver City, California 90232 MWE'S

(213) 204-5000

7 wo years ago,Westwood

'DOUBLE TRUCK

conclusion that two trucks
are better than one. This year
we are proud to introduce
Concertmaster I1. It represents
another quantum leap forward
in mobile recording facilities,
with everything from digital
recording capability to the
finest in creature comforts.
And we’ve headquartered
Concertmaster II in the East

so that we can now coverany
live performance with no
more than twenty-four

www americanradiohistorv. com

ONE

FOTO: EXLEY

hours’ notice.

Each of Westwood One’s
Concertmaster mobile
recording studios is comple-
mented by a team of seasoned
support personnel led by Biff
Dawes and Arnie Rosenberg.
They don’t just roll tape —
they capture the moment.
So, if you can’t afford to

miss that moment, be doubly
sure you won'’t — contact
Westwood One Recording

to get our teams behind you.

Cleveland

27801 Euclid Ave., Suite 30,
Cleveland, Ohio 44132
(216) 289-1900



Page 18

GENERAL HOSPITAL'S
FRISCO JONES
IS CHR'S

JACK WAGNER

FROM JACK WAGNER'S
DEBUT ALBUM
ALL | NEED

Produced by Glen Ballard

and Clif Magness

Marketed by Warner Bros. Records inc.
© 1984 Qwest Records
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Continued from Page 16
As you may remember,
(Y
g KRXY(Y108) in August. Well, last
week another Denver station, KJJZ,
morning man CHUCK BUELL, a staffer of the
original KPPL, put together what he called an
sent it to the new KPPL’s morning man CHUCK
BURROWS. The kit consisted of the old KPPL’s
memo pads, envelopes, business cards, and a
T-shirt. Buell said in his letter to Burrows that
letters and then have to wait for all those new
materials.” Nice touch.
aboard December 3, as BOB TIERNAN
replaces TIM DURKIN.
Cleveland call letters WZZP and shifted to a
live CHR format under the direction of PD J.J.
J.R. RUSS, formerly an air talent at
WZGO/PHILADELPHIA, is on the loose and
Contact him at (215) 668-9779.
in Stockton, CA KJOY morning personality
KWIN as the CHR outlet’s new PD. Dave will
also handle afternoons on KWIN, replacing

‘KPPL/DENVER became
switched its call letters to KPPL. Y108
“Official Call Letter Change Start-Up Kit,” and
stationary letterhead, postcards, stickers,
he knew *“what it was like to change call
WEZX/SCRANTON has a new GM coming
WXMG/SOUTH BEND has adopted the old
DULING.
ready for a programming or on-air assignment.
DAVE HOLMES has crossed the street to
outgoing programmer RON MARKS.

Street Talk congratulations to
B104/BALTIMORE PD STEVE KINGSTON and
his bride-to-be, WAVA/WASHINGTON
personality PATTY STEELE. The all-broadcast
couple will wed December 2.

Former KFIG/IFRESNO midday personality
TED MORRO will join TRANSTAR as overnight
man for the satellite net's “Format 41"
service.

Cohlkumbia Gives

b 7 ‘. '.;,

Columbia saluted Paul McCartney before the West Coast premiere of his “‘Give

KHJILOS ANGELES
.. Yhas promoted DIANE
THOMPSON to News
£ Director. Diane replaces
LORI LERNER.

And while we're on the
: subject of Los Angeles

g new directors . . . it's now
\: official: RAECHEL

k. @ DONOHUE, formerly of

Diane Thompson KROQ-FM, is the new
News Director at KIIS-FM. She replaces Liz
Fulton as sidekick to RICK DEES. She’ll also
continue her work as a voice on the CABLE
MUSIC CHANNEL.

On the AM side, KPRZ (soon to be KIIS-
AM) has cut its News Director loose. RON
FOSTER is now looking, and can be reached at
(714) 623-3095.

KYUU/SAN FRANCISCO afternoon
personality JEFF McNEAL has signed on for
another three years at the A/C outlet.

Okay, okay, enough already!

The employees of WIP/

PHILADELPHIA must be wondering

if someone’s been tampering with
the water cooler. Within the past six weeks,
five WIP staffers have gotten married. The
newly-married are: Account Exec. ALLAN
DEAN, Chief Engineer PHIL HARRIS, his
assistant BOB MANZO, and air personalities
JACK ELLERY and BRUCE STEVENS.

At KCMQ/COLUMBIA, MO, PD DAVE
McCORMICK moves into sales and morning
personality ANDY TUTTIN becomes the new
PD. Also, MITCH BAKER shifts from evenings
to middays on the air and takes on the MD
duties.

STORK STOP: To KHTR/ST. LOUIS MD

JOHN FROST and his wife Laurie, a daughter,
Tracy Janice.

My Regards To Broadstreet’’ film with

a celebrity-studded reception at the Bistro in Beverly Hills. Pictured (I-r rear) are Marie & Steve Lukather (Toto), Janie
Cohen & Fergie Frederiksen (Toto), Steve Porcaro (Toto), Mike Sherwood of Logic, Loraine Doherty, Toto's David Paich
and Michael Porcaro, Alison Ayers, and Weird Al Yankovic, (I-r front) Columbia VP Ray Anderson, Linda McCartney,
Paul McCartney, Columbia Sr. VP/GM Al Teller, label VP Arma Andon (partially obscured), and Jeff & Susan Porcaro
{Toto).

“Todd Wallace has a better grasp of the basics of dynamic winning radio than any consultant | know.
If Wallace can't fix a station, it can’t be fixed.” Gary Stevens, President, Doubleday Broadcasting

it won't cost you a penny to find out more.

Call 1-800-528-6082 toll free.
Todd Wallace

associates

I

R I
——

SR
International: Call Phoenix, Arizona 602-242-6800

www americanradiohistorv com
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CYNDI LAUPER
REO SPEEDWAGON

J OHN CAF FERTYand the
BEAVER BROWN BAND

SURVIVOR
SADE
JOHN HUNTER
TEENA MARIE
CULTURE CLUB
MOLLY HATCHET

= HIGH HOLIDAY
RATE;ANGS!

EPIC PORTRAIT ASSOCIATED
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A TROUBLED PROMOTION MAN — 34Q/Atlanta opened its doors and its heart
to Alan Oreman (l), a seemingly troubled local promotion man. When MD Jeff Mc-
Cartney (r) tried to counsel Alan, he discovered Alan's problem was only tem-
porary. He was promoting Romeo Void’s latest release, “A Girl In Trouble Is A
Temporary Thing.”

backstage party for MCA recording artists Night Ranger after their concert. Pic-
tured holding up the backstage wall are (I-r) Z93’s Jim Dolesy, PD Tom Greer,
Night Rangers Kelly Keagy, Jack Blades, Alan 'Fitz' Gerald, Brad Gillis, and Jeff
Watson; and Z93's Doug Collins.

DO YOU KNOW WHERE YOUR BABY IS? — KEARTH/Los Angeles air personali-
ty Brian Beirne (aka Mr. Rock ‘N’ Roll) welcomed Geffen recording artist Donna
Summer to the station for a preview of her latest single, “There Goes My Baby.”

% b ' i
IT'S NOT IN MY CONTRACT! — KBIU/Lake Charles, LA air personalities
shown here sitting out the “Summer Of ‘84 Breakoff” (I-r) are Mark Roberts; for-
mer PD Jerry Lousteau, who'’s now programming KZZB/Beaumont; and MD Don
Rivers. After all, it's hard to rotate on your head and announce at the same time.
Standing in the back are the breakoff champions, who filmed a spot for Coca-
Cola and took home $500 cash and a moped.

L ]

STRUTTIN’ IN MISSISSIPPI — WQID/Biloxi night rocker Ken Clark invited the
Stray Cats to tour the station while they were in town. Shown here (I-r) are Cats
Lee Rocker, Brian Setzer, Slim Jim Phantom, and 'QID’s Clark.
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Debating Over Radio’s Immediacy

The hot topic is whether radio has lost its
ranking as the first place people get news.

Immediacy is, or has been, our big selling
point, the last surviving advantage over com-
peting information media, the bedrock of the
radio newsperson’s self-respect.

We have left in-depth and background to
the print media. Documentaries, specials, and
longer newscasts have been turned over to televi-
sion. The only news turf for which radio has
fought has been immediacy.

The Radio-Television News Directors
Association commissioned Frank Magid’s com-
pany to survey public opinion on information
sources. His determination that TV has stolen
the immediacy banner from radio (63% to 24%)
has caused reaction ranging from challenging the
survey methodology to simply wanting to kill the
messenger for delivering a negative message.

Americans lust after news and information
as never before. In this so-called Information
Age, we access data banks, read two electronic
nation newspapers, tune in CNN, watch an hour
of MacNeil-Lehrer on PBS, then end the day
playing Trivial Pursuit. We are info junkies.

While the public demand is at an all-time
high, it is my gut perception that all but a
pathetically small percentage of radio stations
have ignored the obvious: we have generally
reduced not only the amount but probably the
quality of information being broadcast.

When I was a cub, stations ¢overed beats in-
cluding city hall, school board, courts, and police
headquarters. Some covered the state capital,
would assign a reporter to an important local-
interest trial in another town for start-to-finish
coverage, and would occasionally offer its own
out-of-state coverage on major stories. We don’t
do much of that these days, do we?

I haven’t the slightest hint whether the
Magid survey is accurate, nor is it yet clear
whether the heavy friction between some
RTNDA members and bad-news messenger
Magid will produce light or merely heat, but I do
believe that if radio has lost its lead as the “first
source of news” for the American public, we
should look to our own recent policies, and not to
a professional opinion sampler, for the cause of
the anguish.

Any newsperson who has ever wanted to air
a bulletin and has been rebuffed by a DJ will
back me up. Any news director who hasn’t been
able to get a budget for regular beat coverage will
agree. Every electronic journalist who has lost a
battle for adequate staffing and equipping of a
newsroom will attest. All anchors who have seen
radio’s afternoon newscasts dropped will back
me up.

If we treasure our now-challenged image as
first source of news, one prescription is less worry
about image-making and more effort to actually
deliver the product with which our predecessors
earned the public respect . . . immediacy!

Medal Of Honor For Men Only

MONDAY, NOVEMBER 26 — How many women have been awarded the Congressional Medal of Honor? On-
ly one. Mary Walker, born on this date in 1832 (one of America’s first female MDs), earned the Medal of Honor for service in

the Civil War.

The inventor of the first successful gasoline automobile, Karl Benz (as in Mercedes-Benz), was born in 1844. In 1864,
Charles Dodgson (pen name Lewis Carroll) presented the handwritten manuscript ““Alice’s Adventures Underground™ to his
12-year-old friend Alice Liddell: we call his story “Alice in Wonderland”.

Rich Little 46. Robert Goulet 51. Charles (“Peanuts”) Schulz 62. Eric Sevareid 72.

Celsius Scale Was Backward

TUESDAY, NOVEMBER 27 — Anders Celsius was born in 1701. He popularized (but did not invent) the
100-degree Celsius temperature scale, but according to him, the boiling point of water was zero degrees and the freezing point
was one hundred. That was so backward-sounding that everyone else reversed his thermometer to make lower numbers mean

lower temperatures.

New York issued the first permit for an automobile to drive in Central Park in 1889. World’s largest railroad terminal,
Pennsylvania Station, opened in New York City in 1910. French sank 38 of their own ships and 14 submarines to prevent them

falling into Nazi hands in 1942 (WWII).

Reason For Inventing Plastic
WEDNESDAY, NOVEMBER 28 — John Hyatt, born on this date in 1837, invented the first completely-

manmade plastic. He did it to win a contest. During the Civil War, we stopped getting shipments of elephant tusks from Africa,
and the billiard ball industry offered a prize for a substitute for ivory. Hyatt won by creating Celluloid in 1868. His Albany

Billiard Ball Company still exists.

Randy Newman 41. Hope Lange 51. Motown Records founder Berry Gordy Jr. 55.

First Recorded Words
THURSDAY, NOVEMBER 29 — Tom Edison demonstrated what he called his “shouting machine™ — the
phonograph — 107 years ago (1877). The first recorded words were not “testing, testinig..." but the nursery rhyme “Mary Had

A Little Lamb.”

Mark Twain’s Typewriter Was Slow

FRIDAY, NOVEMBER 30 — Samuel Clemens, alias Mark Twain, was born in 1835. After an early career as
a newspaperman, he turned to fiction and created Tom Sawyer and Huckleberry Finn. When he was about 40, he bought a
newly-invented machine called a Type-Writer, because the salesperson could type 50 words a minute. After he took it home, he
decided he'd been fooled: he was never able to exceed 19 words per minute.

Y3LNA AIWOD

The First Electronic Humor Service

For more details call the 24 Hour Smurf Abuse Hotline, in New Jersey

2463 Glyndon Road
Venice, California 90291

Please dial slowty . . .

(213) 3057216
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Record Label

Roundtable

WITH
Gil Friesen/A&M — Jay Lasker/Motown — Walter Lee/Capitol
Bruce Lundvall/Manhattan — Ed Rosenblatt/Geffen — Tom Silverman/Tommy Boy
Bob Summer/RCA — Al Teller/Columbia — Lenny Waronker/Warner Bros

he radio and record

industries have long

had a mutually-sus-
taining love affair. It is a
relationship based on coop-
eration, understanding,
trust, and a unique interde-
pendence on each other for
product and promotion.
Radio looks to the record
labels for virtually all of its
music-oriented product,
while the recording in-
dustry views radio as an
unbeatable vehicle for
marketing that product to
the general public. This
symbiosis has followed
both parties through hard
times as well as strong,
witnessed critical concern
and praise, experienced
periods of inner grumbl-
ings and satisfaction — all
resulting in either in-
creases or decreases on the
bottom line. Radio and rec-
ords have shared in the
growth of a complex sys-
tem of reciprocity, each en-
joying the benefits
generated by the other.

The last five years have brought
many changes to the record in-
dustry. The alteration of manage-
ment priorities, increased
economic restraints, changes in
development philosophies, and the
introduction of new marketing
techniques have contributed to
what some might be perceived as
‘“a new industry.” Music videos,
new technology, cost controls, and
innovative promotion practices
are all part of a reborn effort to ef-
fectively and efficiently market
product to the music consumer —
and radio listener.

The following ‘‘Record Label
Roundtable”” addresses many of
the issues confronting the music
industry today. R&R surveyed a
cross-section of domestic record
companies and asked top ex-
ecutives from each to offer both
their corporate and personal
views on a number of pertinent
questions. The standard topics
and questions included:

e The impact of video: The
radio and record industries are
still closely intertwined. Do you
believe radio is still the key ele-
ment in promoting and selling
records, or has video made signifi-

cant inroads in this area? Does
video really sell records to an ap-
preciable degree? As far as
allocating promotion budgets is
concerned, is video cutting into
radio’s share? Do the
skyrocketing costs of video pro-
duction cut into the funds
available for radio promotion and
other efforts?

* Recovery from recession:
Has the record industry fully
“recovered” from its recession of
recent years? If so (or if not),
what factors (radio, video, new
musical styles) made key contri-
butions? Has the record industry
tightened its belt to come to grips
with reduced expectations? Did it

slip back into some of th® same
lax habits of the past, as soon as
things started looking up? Are
there areas where conspicuous
waste and excessive expenditures
are apparent?

e The role of the independent:
With an ever-more ‘‘concentrated”
industry, dominated by just a few
major record companies and
distribution: arms, does the in-
dependent label still have a role?
Are the majors acting to ensure
that the creativity and new ideas
which independents have tradi-
tionally introduced will still filter
through? Is it necessarily true
that fewer companies will result

in fewer new artists, new trends,
and new ideas?

e New technology: Are pro-
ducts such as compact videos and
music videos (as a sales item)
past the novelty/vanity stage?
Are they making inroads into
record sales or actually boosting
them?

e Marketing approaches: Are
record companies still using tried-
and-true marketing/promotion/
sales ideas, or are there some new
approaches? Which of these ap-
proaches, old or new, are work-
ing?

e Selling the baby boomers: As
the American population general-
ly grows older, are record com-

panies making efforts to get this
aging “baby boom” demo back in-
to record stores? Are there alter-
native marketing efforts (TV,
sales in other locations, etc.) be-
ing made to sell records to these
consumers? What roles do A/C,
CHR, and AOR radio play in this
situation?

This ‘“‘roundtable discussion® is
a dialogue among the record
labels, each of which contributes
to the great strength of today’s
recording industry. The views
presented herein are those of the
individual executives and/or their
label, and do not necessarily
reflect the editorial philosophies
of R&R.
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Jay Lasker

President

here is no doubt

that radio is still the

key element in pro-
moting and selling records.
In my opinion there never
has been and never will be
a substitute for radio.

Video Vs. Radio

Video has made some inroads,
mostly in glamorizing the record
business, and in giving it an aura
of vast importance. However, the
jury is still out about how videos
sell records. We have no indica-
tion that sales stem from TV play
of our videos, or — even more im-
portant — from TV advertising. I
think this is important in analyz-
ing what the video clips can do in
terms of promoting sales — and
we just don’t feel it.

We allocate promotion budgets
like everyone else, and we are al-
locating budgets for video clips as
well. However, much of this is
brought on by the pressures that
the artists inflict on the record
company. We are in the game of
artist ego appeasement as well as
peer pressure, without any real
measurement of video’s effect on
sales.

Motown Records

“The cost of video production
has definitely cut into something
— but not radio promotion. Radio
promotion is still key. However,
video production will cut into
other so-called promotional act-
ivity if it continues in the present
direction.”

The cost of video production has
definitely cut into something —
but not radio promotion. Radio
promotion is still key. However,
video production will cut into
other so-called promotional activi-
ty if it continues in the present
direction. I feel that at some point
record companies will take a
stand and produce videos only
when they feel absolutely sure
that they are getting enough cluck
for their buck.

Record Company
Recovery

The record business has, to
some extent, enjoyed greater suc-
cess than it did in the '79-’81 era.
However, when we speak of recov-

AL

MOTOWN®

ery we have to determine what we
have recovered from. Yes, we
have recovered from excesses;
most companies are tighter with

their budgets today than in the
past. But I also note the tendency
to fall back into the old ways of do-
ing things as business gets better.
Until the past few years the key to
more business has strictly been
better product, but in the last year
or so there may be some offsetting
benefits from the ‘video aura.”

The biggest areas of waste still
exist in the studio, in artists’
deals, and in overall costs of pro-
duct and promotion. These are the
excesses which still run rampant
and are starting to get worse
again, looking more like 1977 and
1978. A new and very dangerous
trend is developing.

The Concentrated Industry
I believe that the ‘‘concen-
trated” industry does not bode
well for creativity. An indepen-
dent label has a tough time be-
cause there is no independent dis-
tribution of a solid nature, and this
lack is stifling the ideas of new,
young independents. The result of
all this is that there will be fewer
new artists and new trends. This
“concentration” is the most unfor-
tunate thing about the record
business today, combined with the
Continued on Page 24

Gil Friesen

President

A&M Records

-

ndependent labels are

the best preventative

medicine for an ail-
ment endemic to our in-
dustry — complacency.

The Independent Label

A quick survey of the acts which
break each year affirms that in-
dependent labels still play a very
large role in today’s record
business. True, some have left the
field of independent distribution
out of necessity or opportunity,
but the proverbial entrepreneur
with a better idea — long the cor-
nerstone of the independent labels
— remains alive and well.

No one company can fulfill all of
the musical desires of today’s
complex and fractionalized, yet
vitally creative, culture. Indepen-
dent labels are less likely to be
stifled by ‘‘traditional” ways of
thinking and by preconceived
ideas — or to become embroiled in
the bureaucracy that often accom-

panies large corporate structures.
This freedom, and the ability of a
smaller company to devote more
time and focus to the development
of individual talents, affords
viability to independent labels to-
day.

The success A&M has ex-
perienced in 22 years as an in-
dependent stands as a very real
example that success can come
without compromising a point of
view, or selling out. Qur commit-
ment to keeping independent
labels alive can be seen in our cur-
rent distribution agreements, and
interest in future ones. The suc-
cess of IRS and Windham Hill
came about because the in-
dividuals behind these labels had
a vision that in some way the
public embraced. All of our
distributed independent labels
maintain complete control over
all creative decisions, coming to
us for marketing capabilities —
and we wouldn’t have it any other
way.

Walter Lee, Sr.VP

Marketing & Promotion

Capitol Records

RicorDs

here are definitely a

number of elements

which have helped
revitalize and reorganize
the record industry over
the past few years. Radio
has always been impor-
tant, but obviously the im-
pact of video clips has re-
energized the market. One
of the great effects brought
on by MTV was exposure to
new artists, which led to a
renewed interest in new
artists on the radio.

Video, Radio,
And The Expanding
Marketplace

Video has played an important
role in expanding the marketplace
— essentially because it is another
outlet. Radio has a number of dif-
ferent formats, and when the rec-
ords cross over with success you
expand your marketplace. Video
is simply another format for ex-
pansion. You hit those same peo-
ple who are listening to radio; ex-
cept now they’re also seeing the
song. Video has definitely helped
break new acts as well as take
established artists to the next
plateau.

Whether video has made any in-
roads in radio is a question that is
best addressed to the various ca-
ble and radio outlets. Obviously
they complement each other, and
whatever their relationship is —
friendly competition or not — is
best left up to them to ferret out.
Video outlets expose clips of new
artists, radio exposes them on the
air, and the more viewable the clip
is, the more listenable the song is.

Radio budgets vs. video budgets
is really a question of apples and
oranges. As the marketplace
starts to expand and grow, the
dollars should make themselves
available for video production. Al»
so, artists should start sharing in
the cost of production. Here at
Capitol we do not go to the radio
pocket and pick it for video

dollars. If you rob Peter to pay
Paul you end up losing.

The Recession Lesson

The industrywide recession of
the late *70s and early ’80s had
many contributory factors. The
economic situation, inflation, un-
employment rates, and the aging
of America were all part of it. To-
day we’re seeing an improved na-
tional economy, and the next gen-
eration — the children of the
World War II baby boom — are
approaching their mid-teens and
are coming into that period of
their lives when music is impor-
tant. We’re also seeing the
emergence of new technology,
such as the Walkman and portable
boom boxes, and the development
of a new generation of superstars.

“Radio is obviously the dominant
factor in today’s marketplace.
Every other element spins off of
radio. The best approach is to
achieve as much success with
radio as quickly as you can and
then bring all the other elements
(such as video) into play.”

A Marketplace Approach

Radio is obviously the dominant
factor in today’s marketplace. Ev-
ery other element spins off of ra-
dio. The best approach is to
achieve as much success with ra-
dio as quickly as you can and then
bring all the other elements (such
as video) into play. The tradi-
tional marketing approaches are
still the ones that are being taken
today, but they’re being done bet-
ter than ever. Because the in-
dustry has used the same techni-
ques for so many years, it has
found ways to do things more effi-
ciently and effectively. Occa-
sionally you will see a unique
marketing campaign, but that is
usually out of the norm.

If you start thinking about what
demographic you are going to tar-
get with your product — the
younger skew or the aging popula-
tion — you first have to identify
your consumer. Those of us who
grew up with rock and roll didn’t

Continued on Page 26
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adio is definitely

still the most im-

portant media fac-
tor in exposing — and sell-
ing — records to the public.
Radio will be with us for a
hell of a long time as the
most important motivator,
but video is also very im-
portant and there is con-
siderable evidence at this
point that it contributes to
the sale of records. But you
have to have radio before
you have video, since video
is really no more than an
adjunct to radio play.

Still, video does sell some
records. Young people are very
tuned in to images, and in terms of
selling albums video is an ex-
tremely important factor. How-
ever, there can exist a turnoff fac-
tor as well as a turn-on factor. De-
pending on how the video is done,
a young audience is very impres-
sionable in terms of video images,
and can either be turned on to the
artist or, in some cases, be turned
off if the image is not one that
enhances that particular artist.
What video really does is to imme-
diately create an impression in
the consumer’s mind; this image
is usually positive but very often
may not be.

The question of whether radio
will be hurt by video’s budget is a
tough one to answer. Two areas
which are extremely expensive in
marketing records are indepen-
dent promotion and video produc-
tion. The cost of independent pro-
motion is just skyrocketing, and
the cost of video is going up, but at
least that is under your control to
a greater degree. Instead of crea-
ting a video budget out of promo-
tion budgets, what we have had to
do is beef up video, perhaps to the
detriment of other forms of adver-
tising — but radio promotion has
not experienced cutbacks at the
hands of video.

Record-Nomics
The record industry has not ful-
ly recovered from its recession of
recent years. That period of time
taught the industry a very big les-

son, resulting in a great trimming
of the fat within all record com-
panies. Similarly, the labels have
been very cost-conscious and have
not brought expenditure levels up
to what they were. Again, we are
confronted by two very large costs
which are constantly mounting —
independent promotion and video
— so while those budgets have to
be very substantial, the ‘‘people”
costs are probably down. Com-
panies just aren’t rehiring
massive staffs of people.

cur to the same degree as it did.
All those areas that were wasteful
are very much more under control
today, but there are still artist re-
lations expenditures which are
really part of doing day-to-day
business. But excessive expen-
ditures of the past are no longer
part of our business — and can’t
be.

Industry Concentration

It takes a lot of guts to start a
record company today. Not long
ago there were a lot of very small
labels doing business, and there
still are some here and in Europe;
there is still a place for the in-
dependent. I think what the in-
dependent does is bring a lot of
new talent into the marketplace,
but what eventually happens is the
small labels are absorbed by
larger companies. It is very ex-
pensive to try to start a full-scale

The industry has experienced a
a recovery, but what generally
has happened is the production of
a few big albums, hiding the fact
that most records by new artists
don’t end up selling 100,000 units.
It is more expensive today to
market a new act, and it is just as
expensive to sign a new act.

There are some areas where ex-
cessive waste can be identified
and trimmed. Since everyone is
expected to turn a profit, they are
watching their budgets very care-
fully. You no longer see the mas-
sive parties that used to exist, and
you don’t see as much in the way
of tour support, sending artists out
on the road and paying for those
tours. That is an area that has
been cut back significantly, and
while it still occurs, it doesn’t oc-

record company in today’s in-
dustry. It is happening to a very
limited degree, but the financing
is extremely scarce.

As a result of industry concen-
tration we will probably see far
fewer new artists signed. Every-
one is looking for new ways to
break artists, and everyone is
looking for unique new talent. The
proliferation of new acts is
tremendous, but there just aren’t
enough record companies to sign
them. What may be happening
now is that major companies are
becoming far more selective in
signing new acts because they
have been watching the bottom
line.

Super-Marketing

Everyone in the industry is
searching for new marketing ap-

“What we can't lose sight of is
the fact that the artist provides
our future. t’s not radio, and it's
not marketing people. The re-
cord industry is nothing more
than a conduit for creativity.”

proaches. The field of new tech-
nology is definitely opening new
marketing doors for the record
labels. Video is a relatively new
marketing area, one which record
companies are very deeply involv-
ed with and will keep in their pro-
vince (as opposed to film or video
companies). Compact discs are
also going to prove exciting for
record companies.

The cost of CDs will be coming
down as production opens up in
this country. Sony is now pressing
the compact disc in the U.S., and
welre no longer going to be talking
about a novelty item. The cost of
hardware has already come down
from over $1000 to about $350.
There will be a player going into
cars now, and there will also be a
Walkman.

Home video will also find its
own marketing niche in all music
formats. The basic problem is dis-
tribution through record outlets,
because we’re currently not get-
ting enough distribution the way
things are. The pricing may be
wrong, and the time and money
that goes into the production of a
long-form video is considerable.
Still, the audiovisual cassette for
the home market — whether for
rent or purchase — is going to be
another piece of software that the
record companies create and dis-
tribute. It’s hard to say how big
the home market will be, but we at
Manhattan Records plan on being
in the long-form video business.

Targeting The
Demographics

The key audience for our pro-
duct is essentially the young
market, because that is the one
which will break and accept new
artists. However, record com-
panies also have to keep an eye on
the older demographic — and
there are many examples of
records which are selling to that
older demographic. It is just a
matter of signing those artists and
producing those records that will
appeal to an older audience. Ac-
tually, this happens rather fre-
quently; many of the records on
the charts right now are being
bought by older people. A good
example is Linda Ronstadt’s
album last year on Elektra, which
sold 2% million copies — to an
older audience.

Radio obviously plays an impor-
tant role in reaching the older

demographic. A lot of radio is in
need of change right now, especi-
ally AOR radio. Also, as some of
these new music channels start to
come onstream, video will eventu-
ally start to appeal to the older au-
dience. This will be another ad-
junct which will help to sell artists
with an older demographic pro-
file.

What we can’t lose sight of is the
fact that the artist provides our
future. It's not radio, and it’s not
marketing people. The record in-
dustry is nothing more than a con-
duit for creativity; as long as
there is artistic vitality the artist
will open the door and define the
future for all of us. Record com-
panies are either excellent, fair,
or poor middlemen between the
artist and the consumer. It all
boils dowh to the creative source.
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very stringent format playlists of
radio, and radio’s unwillingness to
expand those formats and try
something new. Both factors bode
very poorly for creativity and
future business successes.

The Importance Of CDs

The compact disc will have a
very important place in the future
sales of recorded material and, in
my opinion, the CD will eventually
replace the 12” vinyl disc.

The recording industry is star-
ting to face up to the need to
deliver a CD player for under $300,
and prices on compact discs are
dropping. They will continue to
drop further, as the production fa-
cilities are able to cut costs. How-
ever, I don’t think there is any fu-
ture whatsoever in retailing music
videos.

Attracting The
Baby-Boomers

I don’t think any record com-
pany really studies the market in
terms of selling records for the
older demographics. I know that
we have never considered it as a
criterion in producing records.
Creative people make records
reflecting what is happening and
how the juices are flowing at one
particular time in their own lives,
just as a good A&R man in the
United States doesn’t make a
record with the idea of it being a
hit in Japan or Europe. He makes
the best record he can make for
the U.S. and hopes it will sell
overseas. You just try to make the
best record you can make for a
mass audience, not target it for
older demographics.
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t is generally a fallacy

to call the last few

years a record
business recession,
because the entire country
went through a recession at
the same time. If you look
at the last time the country
went through a recession
like this, the record
business was probably a
$400 million-a-year business
and therefore it was hardly
touched. But when you look
at it as the $2 billion-a-year
business it is today, you
know it’s going to be touched
when the entire country

™
GEFFEN
RECORDS

goes through a recession.

Are Majors Insensitive?

Since hits are made in the recor-
ding studio and not on the fields of
marketing, you can’t say the ma-
jor labels are stifling anybody. It
is the responsibility of the young
people coming up who are writing
the hits and recording the songs to
choose who they want to distribute
their songs. The process has
nothing to do with majors vs. in-
dependents. The criticism that the
larger companies are insensitive,
and the smaller companies are
sensitive, is really off the mark.

It comes down to the people:
there are people working for the
largest record companies in the
world-who are total music junkies,

and there are people working for
the smallest independents who are
in it totally for the money —and
vice versa. We can’t use total
generalities and judge the com-
panies by their size, because it is
up to the artists to investigate the
people behind the corporate
names or behind the independent
names if they want to find a label
that is sensitive to their needs.

“Since hits are made in the
recording studio and not on the
fields of marketing, you can’t say
the major labels are stifling any-
body . . . The criticism that the
larger companies are insensitive
and the smaller companies are
sensitive is really off the mark.”

Dealing With The Demos

As with any marketing effort,
selling records is the same story
— you have to get them exposed to
the consumer. Twenty-five years
ago we used radio and retail
stores. Today you use radio,
television, and retail stores, and
there really are very few tech-
niques to get product exposed.
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There are definitely different ap-
proaches to take, depending on the
artists, their availability, and
their music. Still, most marketing
and promotion falls into the old
tried-and-true areas.

I don’t believe the record com-
panies can do very much to get the
older demographic group back in-
to record stores. What we do,
and what we should do, is put out
the records that the artists are
making. However, the new video
channels which are going toward
an older demographic could be
very important in increasing the
volume of sales for this segment.

Also, it is largely up to the retail
stores to find new approaches.
Some of these older ‘baby
boomers” find it very frightening
to walk into a record store,
especially with everything that is
happening in them. There isn’t
very much that a record company
can do — we can’t just sign up the
Bing Crosbys of this world to ap-
pease their tastes. As much as
people may want to go see certain
artists in Las Vegas or in the Cat-
skills or Miami, those same people
just don’t go out and buy those art-
ists’ records. To a great extent they
just aren’t record consumers,

Al Teller
Sr. VP/GM

Columbia

1984 has been a strong
year for the music
industry. Unit sales will
probably show the first sig-
nificant growth in several
years, the blockbuster
album has returned in
dramatic fashion with a
number of multi-platinum
successes, soundtrack
albums have reemerged as
major bestsellers, and
many new artists have
established solid founda-
tions on which longterm
careers can be built.

Ear + Eye = Exposure

Radio exposure continues to be
the critical element in breaking
records and breaking artists. and
is still the primary mechanism
for stimulating consumer de-

[y

mand. On the other hand, the im-
pact of music videos has been ex-
tremely significant in crystalliz-
ing and intensifying this demand.
This is one of the reasons we’ve
seen a larger number of multi-
platinum successes and why more
new artists are breaking more
quickly than we’ve seen for some
time.

The visual dimension of an ar-
tist’s career once depended entire-
ly on live performances. Today a
first-class video which successful-
ly captures and conveys the

Ebdd L Ll

artist’s image reaches far more
people far faster than touring ever
could, thereby compressing the
fime frame necessary to reach
various plateaus of success.

The rapid rise of music videos
as a key marketing tool and pro-
gramming element has had major
repercussions on both record com-
panies and radio. Record com-
panies have shifted a substantial
portion of their marketing funds to
the creation and distribution of
videos, and this development has
come primarily at the expense of
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print and radio advertising. Video
costs have escalated at an alarm-
ing rate, and we must guard
against equating big budgets with
quality, imagination, and creativi-
ty.
Radio has been put on the defen-
sive by the rapid emergence of the
music video. AOR was caught
flatfooted several years ago by
MTV, and the audience quickly
found their appetite for new music
and new artists better satisfied by
music video outlets than by AOR.
For a while CHR was more pro-
gressive than AQR. Despite a
number of notable successes,
many AOR stations today are still
struggling to find themselves,
Many seem little more than CHR
with a harder edge, and they must
develop a more distinctive pro-
gramming approach to find their
rightful place in their markets.
The competition between radio
and music television should have
a salutory effect on both. The
music industry has consistently
been strongest when it has been
most pluralistic — diversity has
always been a positive driving
force in its growth. Just as radio
successfully survived the
challenge of television many
years ago, so too will music radio
successfully cope with the
challenge of music television.

The Marketing Challenge

Record companies as well face
a number of challenges. Rising
costs, particularly of videos and
other marketing elements, con-
tinue to put pressure on profit
margins. The ongoing transfor-
mation of record stores into home
entertainment centers selling
videos and computer software, as
well as records and tapes, has
reduced the shelf space available
for our music.

“Record companies have shifted
a substantial portion of their
marketing funds to the creation
and distribution of videos, and
this development has come pri-
marily at the expense of print
and radio advertising.”

The continuing challenges that
face all of us in the music industry
— record companies, radio sta-
tions, and retailers alike — are to
be expected, as we deal with socie-
ty’s most pervasive, most influen-
tial, and most rapidly-changing
art form. As in the past, our abili-
ty to successfully meet these cur-
rent challenges will depend quite
simply on all of us keeping our
ears open to the music, and our
minds open to the business of
music.
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adio is still the key
element in selling
records. However,
its trend toward wooing
older demographics is cer-
tainly hurting record sales.

Courting The
Baby-Boom Generation

As radio continues to court baby
boomers who are entering their
40s, these consumers are becom-
ing less active and much less in-
terested in new musical genres
and artists. The 22-and-under
generation has been responsible
for breaking almost every new
genre and artist in the history of
popular music. This ‘“young’
demographic is, and always has
been, responsible for the vitality
of the record business. As more
and more radio spurns this
demographic, it becomes more
difficult for new artists and new
styles of music to emerge.

Video is helping to accelerate
artist development once an artist
has reached a certain critical
mass through radio promotion.
Large expenditures on video prior
to reaching that critical mass of
radio acceptance are usually a
waste of money and would be bet-
ter spent on radio. Unfortunately,
video also appears to have a few
negative side effects. The impor-
tance of image seems to be ex-
ceeding the importance of the
music (leading us to question the
term ‘“‘music business’’). The
more graphic and intense the im-
age, the less important the music.

What will this do to musical
geniuses in the future who hear
with their ears instead of their
eyes? What will this do to touring?
How will groups’ live appearances
compete with the special effects of
video? The longterm side effects
remain to be seen, but as the video
budgets increase, new unproven
acts are sure to be left behind.

The Fad Phenomenon

The record industry has always
been faddist. As there is little time
to do marketing studies which ex-
plore the roots and parameters of
a phenomenon in this business, it
is normally interpreted as a trend.
The best example of this is disco.
Current examples include video
and 12-inch singles. The prolifera-
tion of videos has caused clauses
to be written into many new con-
tracts which guarantee a certain
number of videos whether they
are economical (with reference to
bottom line) or not.

The major labels are currently
glutting the market with 12-inch
singles as artist development
tools, but the profit for these is
miniscule or nonexistent for ma-
jor labels. Two years ago 12-inch
singles were the domain of a hand-
ful of independents interspersed
with an occasional major label
release, and they were displayed
in two or three bins in the record
store. Now there are three to four
times as many commercial 12-
inch releases to fit into those same
bins. Each release now sells half
as many as it used to (although
the figures may be up for total
12-inch sales).

“Stifling the independent labels
will have deleterious effects on
the industry as a whole. Be-
cause indies do not have the fin-
ancial resources of the majors,
they are forced to make up for
their lack of funding with an over-
abundance of innovativeness.
They must boldly go where no
label has gone before in opening
new musical niches with new
marketing strategies.”

As long as the major label fad-
dism prevails over a logical in-

telligent release-by-release
marketing strategy, this industry
is susceptible to the rollercoaster
economics that it has experienced
for the past ten years.

Majors Vs. The Indies

As the major label’s encroach-
ment upon the niches developed
by the independents continues, the
profitability of the indies is pro-
portionately diminished. It has
become much more difficult to
start an independent label from
scratch; two to four years ago it

was possible to start a black-
oriented independent label for a
reasonably small investment.
That investment has since
quadrupled and the time to turn
around a decent return on invest-
ment is many times longer as
well. As far as I can see, it is pro-
bably impossible to start a label
with direct pop product (not
crossover) without an investment
of nearly $20 million.

There has not been one suc-
cessful rock-oriented independent
label founded in the last five years
— some may even say 15 years.
With the demise of many indepen-
dent distributors, the major label
encroachment on the . 12-inch
market, and the reluctance of
CHR stations to add independent
label product, the growth of the in-
dependents may be limited or
eliminated.

Musical Status Quo

Stifling the independent labels
will have deleterious effects on the
industry as a whole. Because in-
dies do not have the financial

resources of the majors, they are
forced to make up for their lack of
funding with an overabundance of
innovativeness. They must boldly
go where no label has gone before
in opening new musical niches
with new marketing strategies. If
the independents are eliminated,
the entire world will learn the real
meaning of “‘status quo.” All hits
will be bought and the cream will
no longer rise to the top — unless it
is a blessed major label priority.
Music will become even more
predictable, and artists will have

more trouble getting records
released.

Industry Technology

Compact discs are not yet mak-
ing inroads into record sales. They
are, and will probably die as, a
novelty. The world wants
read/write ability (a format you
can record on) in music program-
ming hardware, as evidenced by
the enormous growth in cassette
sales. The digital format that will
succeed is the digital cassette or
microcassette — when it becomes
available. Even if it is three years
before such technology appears,
the CD will not have wiped out
records and cassettes and may not
have a foothold strong enough to
survive.

Meanwhile, video 45s will begin
to sell as more people buy into
Beta or VHS hi-fi systems. The
music choices will include 7, 12”°,
LPs, cassettes, video hi-fi, CDs,
digital tape, video discs, and pro-
bably others as well. Consumers
may just sit it out while we decide

on one or two formats that will be
here to stay.

Target Consumers

There should be a major invest-
ment in keeping the baby boomers
in the record stores, but there is
not. When most Americans
reach 24 they no longer need to
own records. Of course, they still
buy them every now and then, but
records no longer are a necessity
to their aging lifestyle. If a way
can be found to make record buy-
ing a necessity, people will agdin
buy huge quantities of records.

Meanwhile, labels should em-
brace the most active record-
buying demographic - the
22-and-under. If radio is no longer
interested in these demographics,
then the priority is to find or
develop other outlets for exposure
to this demographic.
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hit 35 and immediately become a
Glenn Miller fan. We grew up with
rock and roll and that’s the music
we’re always going to like. The
question isn’t really the age of the
audience, but the music itself.

Take a look at the success of
Lionel Richie. What is the
demographic of his audience? The
answer is simple — 8 to 80. It’s the
music. If you have a product or
act which has the broad consumer
demographic, the key is to look in-
to other areas for exposure. The
older demographic may not be lis-
tening to the #1 CHR station in
town, so you go to the A/C and
AOR stations as well. Other radio
formats help expand your promo-
tion into broader venues, to get the
message out to the upper demo.
Cable has a great penetration with
the upper demo, so you take ad-
vantage of that outlet. If a sand-
wich board on a street corner will
help you, you do it.

I've been in this business since
1962, and the excitement and en-
thusiasm in the business today is
the best I have seen in a long time.
The best is yet to come in terms of
music, in terms of business, and in
terms of technology. The excite-
ment has returned to our business.

-

To The Best Only The Best.
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e see evidence at

Warner Breos. that

the “‘record com-
pany recession’’ has
definitely recovered.
We’ve bounced back, and
we’re having one of the
best — if not the best
—years we’'ve ever had.
Part of this has to do with
getting good records and
getting the proper amount
of exposure, and CHR

radio has played a major
role as well. The fact that
hits are being played, and
the change that radio has
gone through in the past
few years, and the
popularity of music videos,
have helped us in a positive
way.

The Effect Of Videos

There are certain artists whose
videos, depending on the kind of
video they are, have affected
records and boosted record sales.
Despite this, however, I still think
radio is the first place you go to for
promotion, but in certain situa-
tions we’'ve found that video has
been a tremendous adjunct to
radio and has definitely helped us.
Radio is the beginning, but it is
important to understand that
video has had an effect on certain
records.

A4

Radio and video go hand in
hand, and the effect is positive for
both. Video shouldn’t be seen as a
problem for radio, and the fact
that radio is so popular has af-
fected us in a positive way. Radio
has come back, the spread bet-
ween the different forms of radio
is healthy, and radio is still one of
the key factors in the industry.

There is definitely room for ra-
dio and video to work together.
Because MTV is visually-oriented
it can do something that radio
could never do. One of the ongoing
problems with music is that it suf-

fers from familiarity — or lack of
familiarity. In almost any kind of
music, from classical to rock,
when people go to concerts they
don’t go to hear new music, they
go to hear the music they already
know and like. They can visualize
it, and when the music is new it’s
difficult to do that. What videos

have done is bring a different kind
of consciousness to music; it’s
given certain types of musical
forms a chance to breathe. To us it
works in a positive way. MTV and
radio shouldn’t look at each other
as adversaries; they should be
partners.

New technology is making its
presence felt in the area of record
sales. We’re beginning to feel the
effects of compact discs now, but
video-for-sale is still a very new
situation which we’re getting in-
volved with. CDs are included in
record sales, and we’ve been pick-
ing up some sales in that area.

Declaration Of
Independents

Independents might not
necessarily break acts like the
major labels can, but they can
contribute certain things that are
healthy for the industry. The kind
of maverick approach and integri-
ty that some of the independent
labels have is important to the in-
dustry. So is the practice of
economic restraint and alter-
native marketing that so many of
them have to deal with. I can

“Radio and video go hand in
hand, and the effect is positive
for both. Video shouldn’t be
seen as a problem for radio, and
the fact that_radio is so popular
has affected us in a positive

"

way.

honestly say that we have learned
from some of the smaller labels,
and we will continue to learn if
we’re smart and pay attention.

As far as breaking acts is con-
cerned, independent labels really
have a difficult time because
they’ve got economic pressures
and problems that the majors
don’t always have to be concerned
with. More often than not, if you
take a close look, you’ll find that
some of the smaller labels which
had some impact are going to the
majors for distribution.

I would hope that there is still a
place for the smaller labels; some
of them have done well in the past
and hopefully that will continue.
What this business is all about is
development of new acts, and
while we don’t necessarily need
independents to do that — hopeful-
ly the majors will keep doing this
— it is healthy to have the in-
fluence of the independent label.

Demographics And
Target Marketing

Today’s marketing is a com-
bination of new and old techni-
ques. There are certain things we
do because they’ve been proven to
work, but we’re always looking for
new ways to market and sell
records.

I've always felt that once you
start talking about targeting
records, and looking at a
marketing approach while mak-
ing records, you get into a
dangerous trap. I dislike the word
demographic, so I never think that
way. We possibly get trapped with
certain records we know 12-year-
olds aren’t going to like, so we try
to figure out alternative ways of
getting records to a certain
plateau. I just hate to talk about
demographics, and I don’t feel
record companies should get in-
volved with it.

Bob Summer

President

RCA Records

Rea <5

he worldwide music

industry enjoyed a

good year in 1984.
The U.S., of course, re-
mains the most important
market for music in the
world, and here at home
we witnessed the beginn-
ings of two longterm
developments — the
launch of the compact disc,
and the growth of music
video as a consumer retail
item. Both of these new for-
mats require changes in
the way we promote and
market music.

CD Explosion?

In contrast to our earlier ex-
perience in Europe, the compact
disc buyer is expressing a
preference for popular music on
CD. The best sellers in black vinyl
are the best sellers in compact
disc. While Classical radio sta-
tions were early in programming
and promoting digital music, to-
day relatively few pop stations
have joined the digital band-
wagon. As compact discs become
available for simultaneous
release with their LP counter-
parts, radio can dramatically
enhance both the development of
the compact disc and the technical
quality of its transmissions by
joining the record companies in

their enthusiasm for this new for-
mat.

| foresee a strong and mutually-
beneficial relationship between
the traditional role that radio has
played in promoting music to
the consumer and this emerging
market for music video.”

The Video Infusion

Video music, until now a form of
promotion for the record com-
panies, has emerged as a sup-
plementary purchase option.
Leading music retailers have
begun supporting music video as a
retail item alongside LPs, casset-
tes, and CDs, and cross-
merchandising techniques are
being developed. I foresee a
strong and mutually-beneficial
relationship between the tradi-
tional role that radio has played in
promoting music to the con-
sumer and this emerging market
for music video.

At the core of our industry’s ap-
peal to the consumer is a burst of
creativity and artistry in virtually
every music segment. The vitality
of each category is enhanced by
the growing number of crossover
artists experiencing support on
multiple radio formats. I predict a
bright future for our industry, if
we resolve to support the best that
our artists deliver with an open-
ness to change.

INDEPENDENT
MUSIC PROMOTION
TO THE MEDIA

(213) 851-2766
P.O. Box 69332

L.A., CA 90069
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Quincy Jones:
Musically Speaking

by Gail Mitchell

What good is a song

if it can't inspire,

If it has no message to

bring.

you higher.

Then it’s not good

enough to sing.

If a song cannot send

Excerpt from “What Good Is A Song” on the Jones A&M LP “I| Heard That!”

hat’s the musical

bottom line for

Quincy Jones,
whose enthusiasm and
drive remain undiminished
after nearly 35 years in the
record business. His multi-
faceted career — com-
poser, producer, arranger,
artist, conductor, record
company executive -
spans the end of the swing
era to the high tech ’80s.
During those years, he
observed and participated
in the evolution of the

modern record industry.
When we pondered a suitable
voice for the artistic perspective
for this special, we soon realized
that Jones’s unique achievements
and history made him the obvious
choice. He shares his observations
in the following exclusive R&R in-
terview. Covering a slate of
diverse topics, he outlines the vast
musical and technological
changes of the past 35 years,
discusses the radio/records rela-

tionship, fleshes out the
producer’s role, and examines
future musical, trends.

R&R: What changes strike you
as the biggest over the years in the
record industry?

QJ: The changes I've seen?
(laughing) — Well, 34 years ago
an album was $4.78. Actually, an
album was four 78s in little sleeves
that were attached to a big album
with a hard board cover. If you
turned it over, the 78s would fall
on the floor and break up. In 1951
we were working at CBS Records
in New York, and a man named
Dr. Goldmark was fiddling around
with something — it was the 334
long-playing record. The first
33ws that came out were ten-
inch and later went to 12-inch.

I've seen the changes go from
mono to stereo to quad. When we
were recording Ray Charles’s
first record, in those days there
was no such thing as mixing down
because multi-track taping wasn’t
around yet. So what you heard is
what you got. One day my
engineer, Phil Ramone, came in
and said “Q, I've got something

fascinating for you to listen to.”
He did a playback and out of the
left speaker there was one sound,
and out of the right speaker there
was another sound. He said,
“That’s called stereo.” That’s

hard to imagine now (laughing). I
also remember being in Lionel
Hampton’s band when

a man

tionize the record business. You
really trust technology when you
go from a moment like that to to-
day, when you see billions of
cassettes. I just feel blessed that
I’ve been able to live through an
evolution like that, from 78 rpm to
compact disks.

R&R: When confronted by all

you express yourself better, use it.
But don't let it use you. 24-track
recording is probably keeping a
lot of singers from having to sing a
song all the way through. They
have to do it on the road, but in the
studio they can punch in 65 times.
If they took 24-track away, we'd
lose maybe 80% of our singers.

“Radio and records are still trying to figure out
if it's the tail wagging the dog.”

came in and spoke with our bass
player about trying out this new
electric bass. The man’s name
was Fender, and it was the pro-
totype of the Fender bass. If I'm
not mistaken, in 1964 I used the
first synthesizer the public ever
heard on the “Ironside” theme.
These things don’t seem very
big at the time. You have no idea
how they are going to apply to
your life. But very early you start
to trust what technological pro-
gress is all about. Back in '62 at
the Philips Experimental Lab in
Einhoven, Holland, Mercury
President Irving Green showed
me a pink box with a cassette in it
and said it was going to revolu-

these technological changes,
many people have either fallen by
the wayside or reached their limit.
You obviously haven’t. What does
it take as far as mental attitude?

QJ: Nothing but just be alive
and aware of life. Don’t get
myopic about your own trip; get
outside of yourself. The worst
thing in the world is tobe mentally
asleep and then try to play catch-
up. I figured it was easier for me
just to stay awake every day.
Technology can be a crutch,
unless taste and real creativity
are involved. The bottom line here
is just like with computers: Doo-
doo in, doo-doo out.

If multi-track recording helps

R&R: Getting back to the com-
pact disk, will it replace the LP
and the 45?

QJ: It could, but that stuff doesn’t
hang me up too much. Basically,
that’s reproduction of a sound,
whereas creative people have to
keep their eye on the beast itself,
the creation.

R&R: What is your opinion of
video LPs?

QJ: I wouldn’t buy one right
now, but I'd love for someone to
come along and change my mind.
Number one, my time is too
valuable to sit there glued to
something I'm already watching
on MTV. I don’t have a big thing at
stake there in terms of time. You

can watch it, groove with it for
awhile, and walk away. When you
have a record on, you know you
can go write, read, cook, or
whatever. But with video you’re
pulling two senses into play. And
that video has to be really worthy
of your time to do that.

R&R: What about the repetition
factor? Can videos stand up to as
many viewings as you could listen
to a record?

QJ: No, because you have a dif-
ferent image every time you listen
to the records. Video nails the
song to one specific interpretation.
The human psyche is used to a
chameleon-like situation, where
the music can accommodate
whatever mood you’re in, and you
make up your own scenario.
Music’s abstraction is part of its
charm.

R&R: Then does it follow that
video limits music?

QJ: No, it’s a strange animal.
Video is at the embryonic stage,
really making us think more about
how to deal with it. It hasn’t been
clearly defined yet; everybody’s
trying to find their way.

Do you do a literal translation or
not? A literal interpretation isn’t
bad if you have somebody as
talented as a Michael Jackson,
who can dance and is a pure enter-
tainer. But some of these dudes
are on thin ice even singing.
Forget about dancing. They’re
probably better off staying
abstract.

R&R: Do MTV and other video
shows pose a threat to radio?

QJ: They need and enhance
other. Radio is local, MTV is na-
tional. It’s like a closeup and a
master shot. We personally felt
MTV’s impact. Outside of the
music, the difference between
“Off The Wall” and ‘Thriller”
was 25 million LPs. It’s obvious
MTV is reaching more people.

R&R: Turning to music, when
did pop begin its modern day
evolution?

QJ: Musically, 1955 was a big
pivot point in pop music history.
Back then I was writing ar-
rangements for Jimmy and Tom-
my Dorsey on the ‘Saturday
Night Bandstand’” TV show. One
week in comes this skinny
teenager from Memphis who
couldn’t seem to sing in tune. The
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next day eight thousand letters
came in for Elvis. That was a
huge pivot point because it was
really the emotional revolution of
young white America. It wasn’t
anything new to the black com-
munity because that was their
music Elvis was bringing down
front: Otis Blackwell, Willie Mae
Thornton. But it was the first time
they’d ever seen a white artist
emotionally involved in music.

You have to remember what the
tempo of the times were then.
Early ’'50s pop music was pitiful.
“Mule Train,” “How Much Is
That Doggie In The Window,”
‘“Davy Crockett”; the silliest
songs in life. Forget about feeling,
just make sure it had a cute little
ditty. The ’30s and ’40s were much
hipper. You had swing bands, and
the music was pure, not manufac-
tured or contrived.

In ’64 most of the revolution
came from a place where it was
much more significant -
England. The English were emo-
tionally constipated; afraid to
laugh and express themselves. I
was there in ’'53 with Hampton,
and it was night and day what
happened in the 11 years between
then and ’64. The Beatles were the
symbolic pivot point; the young
kids didn’t have to uphold the vic-
torian tradition and submerge
emotions.

R&R: When you first heard
Elvis and the Beatles, did you
have an immediate inkling that
they would be important chapters
in musical history?

QJ: Yes. I knew that once
Elvis’s appearance caught on and
was exposed, it would be a way of
life. But at the same time I was
watching the plight of Nat Cole,
Billy Eckstine, and other black
singers. They were restricted
from playing on TV shows. White
performers like Jack Benny
volunteered to go on Nat’s TV
show for scale to help out. But the
network’s Southern affiliates
didn’t want to hear about it, let
alone listen to it. Lena Horne and
others were restricted in movies.
They appeared in song clips that
weren't part of the plot and could
easily be removed for Southern
distribution. So we were sure
there would never be a Prince or
Michael Jackson, because it was
unheard of for black performers
to achieve that kind of exposure.

R&R: It’s said that what goes
around, comes around. Does the
same hold true for music?

QJ: Music never comes back
the same way. The circle goes
around dropping some elements
and picking up some. It might ap-
pear in a hybrid form where two
things from different eras hook up
and come around. Like disco. It’s
Count Basie, 4/4 to the floor. The
music on top is different, but for
the most part the instrumental
licks are identical to the old
bands. They’re just done in double
time. Music comes back with dif-
ferent faces on it, but I recognize
the faces. The good stuff keeps
coming back.

R&R: Electronics — do they
detract from the intrinsic value of
the music?

QJ: No. Electronic music
should be used like tabasco sauce.
You don’t guzzle tabasco; just a
little dab will do you. Electronic
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music is an incredible addition to
our vocabulary but it’s a supple-
ment, not a replacement. There
are things some synthesizers can
do musically that no instruments
in the orchestra can. By the same
token, there’s no synthesizer that
can get the emotion of skin on
skin. I use a combination of the
two on my records. For example,
almost imperceptibly you can
have the synthetic violin sound
dovetail into its acoustic counter-
part. That’s a beautiful aural illu-
sion.

If you have too much electricity,
there’s an overt absence of the
acoustic ambient sound. It’s im-
portant to let the natural sound
breathe in the room before it hits
the microphone rather than go
with direct electrical sound.

R&R: Has the basic relationship
between radio and the record
business changed significantly?

QJ: Radio and records would be
in pitiful shape without each
other. But they are still trying to
figure out if it’s the tail wagging
the dog.

If it were talk and news all day,
radio would be a strange animal.
It’s got a direct antenna that plugs
right into the people. This is really
direct communication. That’s
always fascinated me. And that’s
what makes records such a
strange industry. It's the only
business in the world where the
product is consumed before it’s
purchased. That’s a tall order.
You couldn’t do that with hot dogs,
clothes, movies. It’s not going to
happen. Radio gives it to you free

right away. You have to like the
song enough to purchase it and
bring it home. Then all you can do is
listen to it, which you were doing

tough business to be in. People
really have to like it. Nothing can
make them like it. You can walk
down the street with a pile of

“Electronic music should be used like tabasco
sauce. A little dab will do you.”

free in the first place.

R&R: At that point all you get is
the element of choice. If you own
it, you can listen to it whenever
you want.

QJ: I know, but that’s still a tall
order. The record business is a

records and say, ‘“You can have
this free.”” People will ask what
you’ve got. If it isn’t happening,
they don’t want it. Even if it’s
free. I used to try that in New
York.

R&R: Are there any aspects of

the record business you'd like to
see change?

QJ: One thing that’s bothered
me for 34 years is the archaic
record distribution system. With
250, 260 million people in this coun-
try, it’s outrageous to get excited
about one million albums. That’s
ridiculous. There are 2 1/2 million
“Thrillers” in England; we did
1% million in Mexico. So that
means something. Either they’re
not hearing it or they’re not re-
sponding. And I can’t believe that
many Americans are not respond-
ing to the music. So TV throws it
out there bigger, and they respond
bigger. The combination of radio
and TV gets it to them.

R&R: How can the distribution
system be improved?

QJ: The way it’s done now, I
find it very disturbing to go out
and buy records. You can walk in-
to a store and forget what you
wanted. Damn, there’s 55 bins
over there and a hundred records
saying you’ve got to take me
home. It’s just too much work.

I'd love to see the Avon kind of

Continued on Page 30

Congratulations to the record industry
for a phenomenal 1984. And let's not
forget the bottom line is

SAM CALLE (213) 377-6430

NATIONAL INDEPENDENT RECORD PROMOTION




Page 30

Continued from Page 29

system work. With computers
around now, it would be very easy
to get musical profiles of people’s
likes and dislikes. If they knew
where you lived musically, they
could come to your house. Say it’s
a Saturday, you’ve had a good
lunch, and now you’re ready to
kick back. Those Avon record peo-
ple could wipe you out, kill you.

R&R: What about drive-in and
rent establishments?

QJ: Renting records in any
situation is a no-no. That really
sucks. And again, that’s still not
much different from going to the
retail store

I just wish there were more
sophisticated ways. Maybe using
TV to make impulse buying more
accessible to more people. If you
could do thaf, then I think people
would respond. You could be
grooving to a few records, while
the screen lists whatever you’re
listening to. Maybe you’re reading
a book and a tune hits your ear.
Again, like radio. You say “I like
that” and look at the information
on the screen. Then you hit one or
two buttons that ask for your pur-
chase selection and credit card
number ... something in that
direction. There’s no reason why
there should be a cutoff after 40 or
45 years of age; people like music
after that. But it’s hard to walk in
a store with a lot of screaming
freaks and try to find some nice
wine-drinking music.

R&R: That would be a great
way to chart sales electronically.

QJ: Right. And it could be possi-
ble in five years for you to have no
inventory in your house. No
records, tapes, anything. If you
had access to a satellite, a code
book/catalog, and a television set,
you could punch up anything you
wanted anytime. Say you’re hav-
ing friends over to.eat at 7:30 and
need sweet dinner music. You
could program that. Then maybe
around 9:30 it turns into a party,
and you call up music for that.
Because there’s nothing worse at
a party than having to skip over to
track three in the dark. And you
could really target the music
because you don’t always want to
hear a whole album. So you’re
programming several hours of
music from this vast catalog in the
sky. That would be incredible.
You’d have access to anything out
there that’s current and have an
intelligent way to catalog it.

There’s a lot of room for growth
in terms of ways to get music to
the people. We haven’t got our act
together.

R&R: Are records being pro-
moted differently to radio than in

the past?
QJ: It's a variation on the
theme. (hearty laugh) The

Quincy Jones: Musically Speaking
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After a year Gn scholarship at
Boston's Berklee College of Music,
- he toured with Lionel Hampton's
band ~as a trumpeter/arranger/
pianist. During this period (early-
mid-'50s), Jones managed to
squeeze in between-tour New York
studio gigs. His jazz and R&B recor-
ding projects found him working
with such artists as Dlinah
Washington, Duke Ellington,

Count Basie, and Lavern Baker.
He also wrote TV arrangements for
Tommy Dorsey and Ray Anthony.

Quincy joined the Mercury artist
roster in 1957 and spent time
overseas studying with Parisian
tutor Nadia Bouianger as well as
working for Mercury's French
distributor Barclay Disques. Back
in the States a year later, he arrang-
ed the classic “The Genius Of Ray
Charles” LP. While serving as Mer-
cury's A&R Director and then VP,
he recorded as an artist (“The

From Tommy
Dorsey To
Michael Jackson

Quincy Jones’'s music odyssey began in Seattle, where
he studied trumpet, sang in a local gospel quartet, and formed
a band with teenage friend and musical soulmate Ray Charles.
At the tender age of 14, he was playing trumpet for singers
Billie ‘“‘Lady Day’’ Holiday and Billy Eckstine.

Great Wide World of Quincy
Jones”). On loan to ABC Impulse,
he teamed with Charles agaln for
“Genius + Soul = Jazz,” and
recorded several LPs of his own,
including a favorite, “This Is How |
Feel About Jazz.”

In '63 Quincy discovered Lesley
Gore, producing a string of her ma-
jor hits. And that year was a banner
one in other respects: Quincy won
his first Grammy for arranging
Count Basie's “| Can't Stop Loving
You" and branched into film scoring
with “The Pawnbroker,” the first of
33 motion picture scores.

Six years later he signed on as an
A&M artist. Quincy turned out ten
albums, among them “Walking In
Space,” “Smackwater Jack,"”
“Body Heat" (his first gold LP), “I
Heard That!,” and “Sounds ...
And Stuff Like That” (first platinum).
Along the way he produced the
platinum debut of his proteges, the
Brothers Johnson's “Look Out For
#1," and the award-winning CBS
tribute “Duke Ellington, We Love
You Madly!"; scored and won an
Emmy for the “Roots” mini-series;
and adapted the Broadway score
for the film version of “The Wiz,"”
starring Michael Jackson and
Diana Ross.

His friendship with Jackson de-
veloped into the eight-million seller
“Off The wall.” In '79 and '80, he
produced Rufus and Chaka's
“Masterjam’ and George Benson's
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“Give Me The Night." Before ex-
iting to operate his Warner
Bros.-distributed Qwest label,
Quincy recorded his last A&M ef-
fort, “The Dude,” featuring Patti
Austin and James ingram. That LP
netted 12 Grammy nominations and
five Grammy awards, while his
“Lena Horne: The Lady and Her
Music” copped two.

Since then Quincy has produced
solo LPs by Austin, ingram, and
Donna Summer, and he followed
up “Off The Wall" 's success with

“Thriller,” which sold over 18
million copies worldwide. Future
projects include a first-time foray in-
to film production: Working with
Jon Peters and Peter Guber, Quin-
cy will bring Alice Walker's Pulitzer
Prize-winning novel, ‘The Color
Purple,” to the screen. Finally,
there's the solo album “Speak
Easy.” It's slated to become a
Broadway musical, in collaboration
with Nell Simon, that will focus on
four decades’ worth of black music
styles.

melody has always been the
same, but naturally the ar-
rangements have changed a lot.
At one time there was more one on
one, where it could be based on
somebody’s personal instincts or
subjective judgment. In the old
days one guy had to just hit it. He
was the record promotion man.
Then along came ratings, panels,
research it's gone from
generalization to specialization.
There weren’t all the categories:
A/C, R&B, AOR, etc. It’s serious
business now, getting more
sophisticated all the time.

R&R: Is promotion better for all
the research?

QJ: Yes. We're selling more
records than ever before. That’s

happening because of something.
Records are being broken all the
time; ‘“Saturday Night Fever” is
the big LP, then Michael’s.
They’re jumping the gun and buy-
ing 10 million units. You start
making leaps and bounds like
that; those are giant steps. It’s
great to see black music finally
get this kind of acceptance. These
last few years, especially '82 and
’83, are the most significant I've
seen in the record business.
Black music was treated as a
minority quota. I’ve always been
puzzled about that because of all
the different musics in the world. 1
lived in Europe a long time and
travelled everywhere. But why is
it black music that you hear

Get What No Other Independent Offers . . .
THE COMPETITIVE EDGE

You'll get a promoter who delivers (Gale, Watanabe, Grusin, Bofill).
Sherry cares because she's a formally-trained working musician . . .

Sherry
Winston
Enterprises
(212) 472-2415

everywhere in the world? You
keep wondering how this music
from the States got to be the
Esperanto of the world. It could
have been German, bagpipes, or
any kind of music. I don’t care if
you go to Argentina, Yugoslavia,
Finland, Japan, Asia. You hear a
sound that’s a sound from
America. It comes from a place
that may be totally different from
a lot of Eastern-thinking places,
but that one thing is a common
denominator. It’s incredible. And
now we're seeing it more than
ever.

R&R: Why do you think there’s
a more receptive atmosphere for
black music?

QJ: The primary motor of pop
music, as we know it today, has
always been black music. There’s
been a reluctance to accept the
validity of what it's about in a
pure form. It’s been disguised and
diverted. What’s happening is
some of the mainstream things
are earning the mass appeal ac-
ceptance that used to get diluted.

I saw it happen millions of
times. The Penguins would have a
little hit in the black community.

The Crew Cuts would run in there,
record it, and that version would
be the big hit. A Lavern Baker
record would get covered by
Georgia Gibbs — the same
arangements, same notes,
everything — and that record got
all the action. Presley did a lot of
that. It’s almost like it would go
through a distillery. You squeeze
it through, it’s distilled, and then it
goes out to the broad audience.
R&R: It still persisted with the
Beatles and Rolling Stones, up
through that time. Why did it stop?

QJ: The media got so big that
you couldn’t disguise or hide it
anymore. That’s one thing I think
TV really does. There’s something
about the truth of the source you
see that tells it all; the picture will
really spell it out for you. When
you see the images, you're seeing
something that’s emanating from
what those images are about. Peo-
ple now prefer to see the roots
rather than the fruits.

R&R: That’s encouraging. It’s
interesting to think that if Prince
had been around in '64, he would
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have been covered by some
British groups.

QJ: That’s right. Thank God
America isn’t 2700 years old
because you would never change
it. America is still a baby and has
a tendency to jump on board
something in a minute. It doesn’t
have enough tradition to not do
that. Even if it tried to, everybody
would just get bored. There’s
nothing like successful com-
munication to see things change.

R&R: How is the motion picture
industry affecting the course of
contemporary music; is it another
tail wagging the dog situation?

QJ: More than films affecting
contemporary music, it’s contem-
porary music affecting films. In
terms of pop music, they’re now
getting in touch with what’s hap-
pening. “Purple Rain” is a whole
new genre of film: purely and tru-
ly what videocassettes were made
for. It’s really a cassette of the
album, a hybrid: part MTV, part
film, part record. Hollywood has
been toying with this since “High
Noon.”

“The Graduate” was very

significant in kicking off a whole
new awareness that showed itself
in ‘Saturday
“Grease,”

Night Fever,”

and ‘“Flashdance.”

MASTERS BEHIND THE MUSIC
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musical where you could see peo-
ple singing, a visual source. Then
‘Flashdance” comes up with
almost an MTV-style.

Prince has really made the first
successful rock and roll movie.
It’s something everybody has
tried. Jagger, the Beatles with “A
Hard Day’s Night.”” Those
became classics. But they didn’t
have the impact that ‘Purple
Rain” has had.

selection of tunes.”

’ “As a producer, the one thing | fight for is the i

=)

Mike Nichols hired Simon & Gar-
funkel to do the score and used ex-
isting tracks like ‘‘Scarborough
Fair,” “Sounds Of Silence,” and
“Mrs. Roosevelt”” (which later
became ‘“Mrs. Robinson’) to
guide him through the making of
the film. ‘‘Saturday Night”
featured Travolta’s image and the
Bee Gees’ sound. “Grease’’ was a

R&R: So there’s more in store
for the future?

QJ: Absolutely. And this is go-
ing to test the performer’s power.
You really have to know who you
are in your movement, music, and
acting ability. You’re going to be
able to recruit and nurture
musical people, and pull them into
a visual medium through this new

genre. A lot of great talent can
come from this source. And why
not? Didn’t Doris Day, Streisand,
Sinatra, and Presley all come
from there? It's not really new,
but it’s very exciting. For the
most part there’s a big gap bet-
ween film and music people. They
really don’t understand each
other, but they’re starting to.

R&R: How do you monitor
what’s going on out there musical-
ly?

QJ: I don’t make any conscious
efforts. Sometimes when I'm
getting ready to do an album I
stay close to the radio and check
everything out, just to make sure
nothing has passed me by. I've
also got a houseful of kids, so I
can’t get away from it. They’ve all
got record players, and they kill it.

R&R: Many of our radio
readers aren’t aware of what goes
into producing a record. Can you
outline the steps you took with
“Thriller?”

QJ: That makes two of us. As a
producer, the one thing I fight for
is the selection of tunes. That’s the
one thing I guard. Half of my job is
done once I get the songs. Many
times the artist can either prey on
your good nature or bully you in-
to using all of his songs.
Everybody wants their song
recorded. It’s a strong, passionate
thing. You have to try and look
past the personal side and think
about what the album is going to
be like.

In most cases, the material is
stronger than the performer,
much stronger. For every great
song you find, there are usually 20
people who can make it work.
“What’s Love Got To Do With It”
has the strength to take on a
multitude of personalities —
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Quines Jones Presents

Farm AusTin

“Every Home Should Have One™

Diana, Chaka, Valerie Simpson,
Patti Austin, Lena Horne, and
Tina Turner, who tore it up. They
would all put their individual
touch on it, and it would be a hit
record. The power of the song is
the bottom line. I've never done an
album where a song went in that I
didn’t feel was right. You go down
for that, too. You can blow it with
an artist, and then it’s all the pro-
ducer’s fault. Everything is.

R&R: “Can’t Get Outta The
Rain”’ turned out to be a B-side on
two of the singles. Why was that
taken off the “Thriller” album
and put on a B-side?

QJ: 1t was never on the album.
It was something really designed
as a B-side because we didn’t have
any B-sides on that album. We got
to the point where we finished
nine songs, but we didn’t feel we

had gone the max. At one point
(former Jacksons manager)
Freddie DeMann hinted that
maybe we should put a little more
insurance on the album, so we
threw out four songs, three of
which were hits by other people.
Among those were ‘Nightline,”
which Randy Crawford did, and
“She’s Trouble” by Musical
Youth. Those were good songs, but
something else was lingering. I
had told Michael from the beginn-
ing that I needed a real rock & roll
song like the Knack’s ‘‘My
Sharona.” I kept hounding him
about that.

Finally he says, “I've got a little
song here called ‘Beat It.’”
Besides ‘“Beat It,”” we found
“Human Nature,” “PYT,” and
“Lady In My Life.”” Outside of the

Continued on Page 32

R e
—_'_‘-_—'—-_-1
= _ = 4 = = J

|

PROMOTION IS A TEAM EFFORT.
OURS IS AT YOUR SERVICE.

| JOHN BRODEY
| 9200 SUNSET BLVD
LA CA (213) 859-1220

AL PERRY |
400 MAIN ST | |
(617) 944-0423 READING. MA. |




Page 32

Quincy Jones: Musicall

Continued from Page 31

strength it already had, I think
those songs took it to the max. It’s
just a question of being real hard
on yourself. That’s the second
thing I do. Once you get a team
together on an album, it’s the pro-
ducer’s job to make that team
work at full capacity. It’s like the
Lakers. Everybody’s got to deal
with that ball. Keeping that team
operating at 150% all the time is
difficult to do because it’s a very
intense atmosphere. We did
“Thriller” and the “E.T.”
storybook in three months. It was
really mean. Our bodies were
basket cases when we finished.

After that, you have millions of
decisions to make: what's the
right tempo, who’s the right musi-
cian. Just picking the right musi-
cian can make all the difference.
Eddie Van Halen was the only guy
who could play that part. And a
person like Vincent Price is very
impressive and can keep
something hokey from turning out
really hokey. You can’t pussyfoot.
You’re making crucial decisions
all the time. Sometimes you cut a
track three times just to get the
right structure because there’s too
many A sections, or you need to
add a C section. It’s nervewrack-
ing.

You can lose a record so fast.
It’s like trying to hold on to water.
You can make the drum sound
better and then the feel gets
screwed up. You have to constant-
ly be aware and never get rigid.
Just go with the flow. That’s why
I'm glad I have a jazz background.
In fact, for ten years I've been do-
ing hatha yoga, where you’re dev-
eloping strength, balance, and flex-
ibility. And that’s just what you
need to make a record really
work.

R&R: When is the producer’s
job finished?

QJ: It’s not finished until the
record is number one. It comes
down to being involved in picking
the album cover, and thanking all
the people involved in making that

»
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record. It’s like a baby. You want
it to be a nice, healthy beautiful
baby.

R&R: And it's the same pro-
cess, whether it’s a James Ingram
or a Frank Sinatra?

QJ: James Ingram is special;
he can record under any Ccir-
cumstances. He’s very tight with
God. But Sinatra is a little dif-
ferent. He’s not a modular recor-
ding artist. Sinatra comes in at
rehearsal time, sits there for an
hour and 50 minutes, and runs
down the routines on the ten songs
we’'d selected. He’s a real pro. You
need a lot of preproduction with
the band and engineers because
Frank likes to do one take. The
last session we did with him, we
started at 7pm and at 8:20pm we
were through. It's exciting like

that because that’s the way we}

used to record. Young guys tell me,
“Q, we tried something really far
out on this record. We had the
singer, piano, and a string section,
and went straight to two-track.”
(Laughing) That’s the only way
we ever could do it!

R&R: What musical trends do
you see on the horizon?

QJ: The direction is in mining
the real ore that’s out there. How
much ore do we have out there
that isn’t just recycled, recycled,
recycled? The gold mine is
African, Brazilian, and jazz.
Those three plus electronic music,
because synthesizer technology is
going to dictate a new kind of
music. That’s interesting — high
tech playing these earthy musical
gold mines. And jazz is the

“The primary motor of pop music has
always been black music.”

R&R/Friday, November 23, 1984

classical music of pop. They bet-
ter not ever forget it. Nobody has
come close to Charlie Parker’s
level of musicianship.

If I had 200 more years, I still
wouldn’t have enough time to do
all the things I dream about. It’s a
great challenge that keeps you

young. It can also make you old
while you’re in the studio wonder-
ing whether it’s going to make it
or not. But it’s beautiful. If I
weren’t doing this I could still be
on that street corner trying to give
away free albums. f @ f

On Thanksgiving,

ROCKER DOCTOR PROMOTIONS

would like to thank the record companies for great product,
and album radio for supporting the hits of today and
making the stars of tomorrow . .

ROCKER DOCTOR PROMOTIONS
The Cure For All Your Musical Ills
MICHAEL ABRAMSON, M.D. “Your Musical Doctor”
330E. 39th St., Suite 36N

New York, NY 10016
(212) 370-9041

Serving album radio from coast to coast
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Missing Persons Here

Capitol’s Missing Persons are currently on tour in support of their latest
LP, *"Rhyme and Reason.”’ Snapped after an L.A. show were (I-r): Capitol
President Don Zimmermann, Terry and Dale Bozzio of the band, and Capitol
Sr. VP Walter Lee.

Smith Goes To Bermuda

(e 4
Enigma artists Rain Parade played a recent hometown date at L.A.’s Music Machine before starting a tour through the
Midwest and Southwest to promote their new LP, *’Explosions In The Glass Palace.’’ Pictured (I-r): producer Jim Hill,
group’s Mark Marcum, Enigma’s Robbin Nagatoshi and President Bill Hein, group’s Matthew Piucci and John Thoman,
Enigma’s Jay Ziskrout, and group’s Steven Roback and Will Glenn.

Hodgson Storms Canada

s t .
Margo Smith (left) has signed with Bermuda Dunes Records. Her first
release is titled *’Thin Ragged Edge.”” At her right is Rick Lewis, President of
Bermuda Dunes.

A&M artist Roger Hodgson was in Canada to receive a platinum album for his solo LP "’In The Eye Of The Storm.”
Pictured (l-r): A&M’s Alex Fedorow, George Graves from the Laquer Channel, Hodgson, manager Doug Pringle, and

A&M’s. J.P. Guilbert.

Chequered Past Present In L.A. Where’s The Brass?

o T
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Moe Bandy and Joe Stampley were back in the Big Apple to perform at the
Lone Star Cafe. Backstage the duo was greeted by CBS executives. Pic-
tured (l-r): CBS VP Ted Bache, Bandy, CBS Sr. VP/GM Rick Blackburn,
Stampley, and CBS VP Mike Martinovich.

EMI artists Ch
EMI America’s Bob Singer and Frenchy Gauthier, CP’s Steve Jones, EMI’s Mark Berger and Don Wasley, CP co- Make Room For McFaddeﬁ

manager Bill Siddons, CP’s Nigel Harrison and Tony Sales, EMI America President Jim Mazza, CP’s Michael Des Bar-
res, and CP co-manager Peter Golden. Kneeling is CP’s Clem Burke. 7 "«f.'__} : l! i' g" L‘f'

IRT Direct To Clubs

| —

A groundbreaking ceremony took place in Nashville for the new offices of

g o o : : ; McFadden & Associates, Inc. and McFadden Artist Corporation. Pictured
RCA’s IRT (Interboro Rhythm Team) recently performed at New York club ““Down Under.’" Their new single is (1.r) are McFadden & Assoc. s Billy Deaton, CMA Director Jo Walker Meador,

""Made In The U.S.A.”” IRT is (seated, I-r): Ruth Dawes, Steve Sells and Heidi Dudley. Standing (I/-r): RCA’s Steve

Stoff, Wendy Goldstein, and Hilda Williams. Jack McFadden, Jackson Brumley, Liz Walls, and Rob Battle.

WWW.americanradiohistorv.com



Page 34

R&R/Friday, November 23, 1984

On The Records

THE POLITICS OF SINGING
Social Commentary

On The Rise

For quite some time, observers of the music scene have complained
that artists aren’t singing about social issues, politics, war & peace; that
popular music lyrics are drowning in a sea of love. These critics contend
that the only protest song left is ‘I Can’t Drive 55,” that social commen-
tary is now exemplified by ‘‘(You Can Still) Rock In America.”

Of course that’s a vastly oversimplified

viewpoint; artists have never stopped
grappling with sociopolitical topics.

Screen Thriller

The next record from Michael Jackson
looks to be tied in with his new Geffen Film
Co. movie deal. It'll be a soundtrack to the
musical drama project he recently signed
for, and the album will be released on Gef-
fen, but through CBS. In other Hollywood/
Michael news, Jackson received a star on
the Walk of Fame this week.

Before Roger Hodgson found fame and
fortune with Supertramp, he led a British
group called Argosy, who cut the pictured
single around the turn of the "70s. The label,
Congress, incidentally, was an MCA subsi-
diary on which “Border Song,” the first sin-
gle from Elton John’s first U.S. album, was
initially released.

What's interesting now is the number of
politically-oriented songs on mass appeal
playlists.

BRUCE SPRINGSTEEN
BORN INTHE USA

Springsteen: Irony at the refinery

The nursery-rhyme antiwar sentiments
of “The War Song” gave Culture Club a top
20 hit (although, perhaps significantly, their
lowest chart placing to date). Not one but
two chart hits deal with the plight of Viet-
nam veterans and, at least by implication,
the worth of that war itself: “Born In The
U.S.A”” by Bruce Springsteen and Huey
Lewis & the News’ “Walking On A Thin
Line.”

Frankie Goes To Hollywood’s “Two
Tribes” is a flat-out condemnation of the
Cold War, and U2’s “Pride” is a tribute to
the ideals of Martin Luther King. Dan Hart-
man’s “We Are The Young’’ can be classi-
fied as a power-of-youth manifesto. More
peripherally as far as commercial achieve-
ment goes, the flip side of Pat Benatar’s
“We Belong,” ‘“Suburban King,” is a
pointed commentary on one man’s encount-
er with Reaganomics, while Big Country’s
“Where The Rose Is Sown” and much of
their new album deals forthrightly with
moral and economic issues.

The trend, if there is one, is intriguing,
but in any case, it’s encouraging to see
radio, a medium dependent on appealing to
the greatest amount of people, broadcast-
ing such a diversity of serious social com-
mentary. Which is, come to think of it, what
a free society is supposed to do.

FRANKIE GOES TO HOLLYWOOD |

Roger Hodgson anticipates John Lennon

The Final Words On Halloween

& Baseball (For Now)

Just after last week’s additions to the
Halloween and baseball song rosters went
to press, I received an exhaustive list from
a truly heavy-duty curator of pop curiosi-
ties, Narwood VP/Programming Richard
Lorenzo. I couldn’t begin to reproduce his
entire Halloween list (some of which is a bit
broader than my definition), but a few high-
lights deserve inclusion:

“Halloween Is” — Tom T. Hall

“I Want Candy” — Strangeloves,

Bow Wow Wow

“Judy In Disguise” — John Fred

‘“People Are Strange” — Doors

“Treat Me Nice”” — Elvis Presley

“Apples, Peaches, Pumpkin Pie”’ —

Jay & Techniques
“I’'m Gonna Knock On Your Door” —
Eddie Hodges

“Screamin’ At Dracula Hall”” — Duponts
(never heard it but it sounds like a must)

“Witcheraft”” — Elvis Presley, others

“Ghost Dancer” — Addrisi Bros.

And of course, “Bo Diddley Meets The
Monster” — Bo Diddley.

Richard also sent me his baseball list,
which includes local records by Rick Cer-
one, Johnny Bench, Nelson Briles, Billy
Martin, and other former players that I'll
have to start looking for, plus one more in-
teresting addition: Meatloaf’s “Paradise
By The Dashboard Light,” featuring an-
nouncing by former Yankee Phil Rizzuto.

Finally, the answers and winners in the
First Annual On The Records Pop Quiz will
be revealed in the December 7 issue, so get
those last-minute entries in.

Frankie: Duel meaning

ASHFORD & SIMPSON, BRYAN ADAMS

Writer/Artists Of

The First May

nitude

o~

When the Beatles revolutionized pop music, they also wreaked havoc

on the song publishing industry. Artists began writing their own songs as a
matter of pride, and it became more difficult for a publisher to place a song
for an artist cover. The trend toward artists writing their own material is still
widely assumed to dominate the contemporary scene (whether that’s true
is probably worth a look some time), but there are plenty of thriving song-

writers around.

A rare entity is the artist who is both suc-
cessful with his or her own records and still
manages to create enough material to pro-
vide songs for other artists. Among the most
accomplished at this art are current chart-
toppers Ashford & Simpson and Bryan
Adams.

Nik Ashford and Valerie Simpson have
been writing, producing, and singing for over
20 years now. During the late '60s and early
'70s, when they were producing and writing
for practically every artist in the Motown
stable (Marvin & Tammi, the Miracles, Dia-
na Ross, Gladys Knight, Martha & the Van-
dellas, the Supremes, etc.), their performing
took a back seat. They had recorded as a
duo in the midsixties, and Ashford cut a cou-
ple of solo singles; Simpson later did a few
solo records for Motown before they re-
teamed for a succession of Black/Urban hits
on WB and now Capitol.

Ashford & Simpson are unusual in not only
writing R&B classics like “Ain’t No Mountain
High Enough,” “Reach Out And Touch,” and
“You're All | Need To Get By,” but in attract-
ing a lot of rock covers as well. Their “Let's

Go Get Stoned” and “I Don't Need No Doc-
tor,” recorded by Ray Charles, were per-
formed by such luminaries as Humble Pie,
the Amboy Dukes, Manfred Mann, and the
Chocolate Watchband; and other A&S
tunes were recorded by the Guess Who,
Nashville Teens, Lesley Gore, Ronnie Mil-
sap, and the Tremeloes. More recently the
team has worked with Chaka Khan, the
Brothers Johnson, and Gladys Knight again.

Bryan Adams is much newer at this game,
but he's already built an impressive roll of
credits. “Straight From The Heart” and
“Lonely Nights were first done by lan Lloyd,
whose new band Fast Forward does a cou-
ple of Adams songs. Bonnle Tyler also did
“Straight,” and Adams has contributed songs
to Scandal, Prism, Bob Welch, Loverboy
(*Jump”), Kiss, Ted Nugent, Juice Newton,
Lisa Hartman, and more.

Now with his own new record out and
about, Adams is also represented by 38
Special's “Teacher Teacher" and another
song from the same soundtrack, Joe
Cocker's “Edge Of A Dream.” As long as he
can write 'em, it appears that artists will be
lining up to record his songs.

fg{g ONE YEAR AGO TODAY

® CLAYTON KAUFMAN NAMED OM AT WCCO/MINNEAPOLIS

@ JACK SILVER NEW PD AT KMEL/SAN FRANCISCO

@ SCOTT MEIER NAMED GM AT KSTP/MINNEAPOLI|S

@ #1 CHR: "Say Say Say” — McCartney & Jackson (Columbia) (2nd week)
@ #1 AIC: “Uptown Girl'" — Billy Joel (Columbia) (2nd week)

® #1 Country: "A Little Good News” — Anne Murray (Capitol)

® #1 Black: "Time Will Reveal” — DeBarge (Gordy/Motown) (2nd week)

® #1 AOR Track: "Owner Of A Lonely Heart" — Yes (Atco) (2nd week)

® #1 LP: “Undercover” — Rolling Stones (Rolling Stones/Atco) (2nd week)

FIVE YEARS AGO TODAY

® HAROLD CHILDS SR. VP/SALES & PROMOTION AT A&M

® ROB SISCO NAMED PD AT WPEZ/PITTSBURGH

® #1 CHR: “Babe"” — Styx (A&M) (2nd week)

® #1 A/C: “Ships” — Barry Manilow (Arista)y

@ #1 Country: “Broken Hearted Me” — Anne Murray (Capitol)

@ #1 Black: "Do You Love What You Feel” — Rufus & Chaka Khan (MCA)
® #1 LP: “The Long Run” — Eagles (Asylum) (6th week)

TEN YEARS AGO TODAY

@ JERRY CLIFTON NAMED NATIONAL PD FOR BARTELL

@ #1 CHR: “Kung Pu Fighting” — Carl Douglas (20th)

@ #1 AIC: "I Can Help” — Billy Swan (Monument/CBS) (3rd week)

@ #1 Country: “Back Home Again” — John Denver (RCA)

@ #1 LP: “It's Only Rock ‘N’ Roll” — Roliing Stones (Rolling Stones/Atlantic)
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Turner Turns Up .
Tina Turner was never actually reduced to private dancing; she worked steadily through the late '70s and ear- A G“lde to b Jh n Hiber
ly '80s and still had a handful of club dates to make up even after she'd graduated back out of small clubs. As “Let's ° ° y a
Stay Together" was hitting the U.S. charts, Turner instructed an interviewer not to feel sorry for her. She had ac- Radlo Ratlngs
tually enjoyed her period of semi-obscurity . . . even though she was very relieved that it was over. Turner was

born Annle Mae Bullock in the now-famous Nutbush, TN on this day in 1941. Her last U.S. release, before hook-
ing up with the Heaven 17 production team, was a 1980 cover of Allen Toussaint's “Viva Le Money."
Other birthdays: John McVie 1945, Garnet Mimms 1937.

TUESDAY, NOVEMBER 27

and Research

Rabbitt Variations

What do Eddie Rabbitt and Jimmy Castor have in common? Both are New Yorkers and both have saluted very
large women named Bertha . . . Rabbitt’s is on “Go To Sleep Big Bertha," from his new “Best Year Of My Life"' LP.
Rabbitt was born Edward Thomas on this day in 1944. He moved to Nashville and became a songwriter at age 24.
In 1971, Rabbitt sold “Kentucky Rain’ to Elvis Presley. (Rabbitt's label reportedly dropped him because he let
Presley have the song.} Two years later, Ronnie Mllsap hit with his “Pure Love." As a solo artist, Rabbitt was best
known in country for his drinking songs; one, “Pour Me Another Tequila,” actually elicited complaints from the
WCTU. In 1979, Rabbitt had his first full-fledged CHR hit with the very sober '‘Suspicions.” S

This is the day that Jimi Hendrix would have been 42. Wl

WEDNESDAY, NOVEMBER 28

Newman In Town

Although Randy Newman's “I Love L.A." is a tribute not without its share of irony, Southlanders finally made
“Love" a local hit in late summer, a year and a half after its release and more than a few months after a Nike com-
mercial had prompted the single’s rerelease. Many have also indicated that they'c also prefer “| Love L.A." to most
of the other MORish candidates for an official city song. Born in New Orleans on this day in 1944, Newman follow-
ed his relatives Alfred and Lionel into film-scoring with the soundtracks from “Ragtime” and “The Natural.”
Newman's songs are the subject of an L.A. cabaret-style review, “Maybe I'm Doing It Wrong."

Birthdays: Barry Gordy Jr. 1929, Bruce Channel 1940, R.B. Greaves 1944,

Here’s what you get in simple, easy to read and useable form.
Chapter 1

Radio Research Overview

— a history of research
Chapter 2

Focus On Focus Groups

— Definition, use, do-it-yourself
Chapter 3

Telephone Studies

— strengths/weaknesses, do’s and don’ts
Chapter 4

Other Market

Research Techniques

— Mail, in-person, when/how to

THURSDAY, NOVEMBER 29 Chapter 5
A Look Inside Arbitron

— Intro and production

Mangione’s Disguises
Herb Alpert has always been compelled to come up with songs that not only can be hit singles but also can ac-

commodate trumpet solos. Chuck Mangione’s road has been one notch harder: finding smashes to wrap around a Chapter 6 . . i’
| flugelhorn . . . to say nothing of teaching people to pronounce his last name correctly and stop calling his instru- The Almighty Diary /'
ment a trumpet. Mangione hits 44 today; he was born in Rochester and ended up in the bands of Art Blakey and — evolution, longevity, history / /;J
Maynard Ferguson in the sixties. His "Chase The Clouds Away" was used in the 1976 Olympics but got upstaged Chapter 7
by “Nadia's Thgme"; that was rectified when the 1980 Winter Games gave Mangione a hit with “Give It All You've Diarv Analysis
Got.”" On Mangione’s new "Disguise,” there's a rap with Shirley MacLaine and the scratch-oriented “Diana D.” — how to get the other 75% of information
Other birthdays: John Mayall 1933, Felix Cavaliere 1944, Denny Doherty 1949. Chaoter 8
ap
FRIDAY, NOVEMBER 30 Quarterly Measurement ‘
Idol Hands — how to succeed, history and problems
| Looking at punk'’s first British generation, only Adam Ant, Paul Weller, and the Clash stuck it out long enough
to score an American hit. Bllly ldol, who celebrates his 29th birthday today, is the only person to do it more than | Chapter 9
twice, and the only person to do it with a ballad. Since his punk days with Generation X, both Idol and some of his Birch Radio
music have mellowed; Idol was apparently staying at Hollywood's Chateau Marmont when John Belushi died. One — background, methodology, comparison with ARB ‘
former Chrysalis executive who got there saw the ambulances and told the L.A. Times he’'d assumed that it had Chapter 10 l
something to do with his artist. Since then, Idol has toned down his partying and become a strict vegetarian. l Sales Research —a key to better revenues
Birthdays: Roger Glover 1945, Shuggie Otis 1954, Dick Clark 1929, Paul Stookey 1937. Chapter 11
SATURDAY, DECEMBER 1 ‘ Sales Breakouts

— computer options, types of breakouts

The Big Thrill Generation

After "Off The Wall” and "Destiny,” Michael Jackson had more than a year-and-a-half’s hiatus before the
release of his next LP. This time, depending on the length of the “Victory" tour, Michael will be lucky to get a year
off. Since its release two years ago, “Thriller" has been a major influence in convincing many CHR stations to start

Order your copy now and take advantage of this
SPECIAL PRE-PUBLICATION OFFER:

playing crossoyers ‘again. {“Sexual Healing,” a few months earlier, had h‘elpedA) Another effect on the record in- Please send me copies at $39.95 of
dustry and society in general: the release of a lot more fourth and fifth singles from LPs. ib R Gui Radio Rati dR
Birthdays: Bette Midler 1944, Lou Rawls 1935, Billy Paul 1934, Jaco Pastorious 1951, Gilbert O'Sullivan Hibemetics, A Guide to Radio Ratings and Research.
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Soul Folk In Action APIDINEES =
The high-tech half of the Staple Singers' recent “Slippery People” was David Byrne, who contributed the e SIS ap
Talking Heads song and played <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>