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ADVERTISEMENTS

LIDELL TOWNSELL & M.T.F.
HARMONY
Lidell Townsell and M.T.F. (More “ha»
Friends) turn it out with 12 new scngs
including the breakthrough smashes
“Nu Nu,” “Trust Me” and featuring tte
new single, “Get With U.”

ELECTRIC BOYS
The new album
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L.A. Riots: Assessing The Aftermath

Area Retailers, Venues, Labels Feel Impact

This story was prepared by Craig
Rosen, Chris Morris, Debcrah Rus-
sell, Jim McCullaugh, and Earl
Paige.

LOS ANGELES—The rioting and ar-
son that destroyed portions of Los
Angeles after the April 29 acquittal
of four L.A. police officers in the vid-
eotaped beating of motorist Rodney
King rocked the music and home vid-
eo industries.

Dozens of record and video retail
outlets were burned down, damaged,
and/or looted. Most L.A. labels evac-
uated their headquarters April 30,
and many companies remained closed
May 1. Most live-music sites in the
city shut down as a result of a coun-
tywide curfew instituted April 30,
and several large-venue shows were
postponed or canceled.

Retailers were hit hardest in South
Central Los Angeles and the Cren-

shaw district of the city.

Record stores that were complete-
ly destroyed included at least two
chain outlets, Wherehouse Entertain-
ment’s store at La Brea Avenue and
Rodeo Road and Tempo Records and
Tapes’ Crenshaw Boulevard store, as

well as five mom-and-pop stores: De-
licious Records on Vermont Avenue,
Discoteca Bernal on Vermont, a Mid-
City Records outlet on Manchester
Boulevard, Ruby’s Records on Cren-
shaw, and Just for the Records on

(Continued on page 25)

Dion’s Language Is Universal
Artist Has Hits In French, English

B BY LARRY LeBLANC
and SUSAN NUNZIATA

TORONTO—The bilingual Céline
Dion has proved that a French-Cana-
dian artist can have international suc-
cess without abandoning her cultural
and linguistic roots.

On March 30, Dion celebrated her
24th birthday by dueting with Peabo

@BY ED CHRISTMAN

NEW YORK—Now in its second
decade of existence, the art of slam-
dancing, known as moshing, is
breaking into the
mainstream even as
the very forces that
fuel its growth also
threaten to dilute its
meaning.

But, while veter-
ans of the mosh pit
bemoan its growing
popularity, they also
realize that the kids just discover-
ing the dance and its music need it
to vent aggression as much as, if
not more than, they once did.

Inside Mosh: Understanding
‘America’s No. 1 Dance’

Although primarily associated
with slam-dancing, mosh-pit activi-
ties also incorporate stage-diving
and “body surfing,” in which the
audience passes one or more of its
members overhead.
Initially confined to
hardcore punk and
thrash-metal shows,
mosh has now
spread to heavy met-
al and alternative-
rock concerts as
well. Not all of its
proponents are
pleased by this development.

“Now that [slam-] dancing has
gone to MTV, it takes away the

(Continued on page 22)

Bryson on the Oscar-nominated
theme song “Beauty And The Beast”
on the Academy Awards show. The
next day, capitalizing on the Oscar
television exposure, Epic Records re-
leased the Quebecoise singer’s sec-
ond English-language album, “Céline
Dion,” which this week jumps to No.
58 on The Bill-
board 200. The
leadoff single,
Diane Warren's
“If You Asked
Me,” is currently
at No. 22 on the
Hot 100 Singles
chart.

In its first
month of release,
the album, which was produced by
Walter Afanasieff, Humberto Gatica,
Ric Wake, and Guy Roche, has sold
257,000 units in the U.S. and about
150,000 in Canada, according to Epic.

Dion’s previous English-language
album, “Unison,” sold 1 millicn copies
worldwide in 1990, including 300,000
in the U.S,, largely on the strength of

(Continued on page 40)

CELINE DION

Video Buying
Groups, Distribs
Butting Heads

B BY EARL PAIGE
and PAUL SWEETING

LOS ANGELES—The uneasy
partnerships between video retail-
er buying groups and distributors
have become more strained as
competition between the buying
groups grows and the number of
wholesalers diminishes.
(Continued on page §2)
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NOT THEIR GREATEST HITS LIVE.

gTHEIR GREATEST LIVE HITS.

A collection of their legendary live performances including Sometimes,

Powderworks, and Beds Are Burning. Also Available: “Black Fella White Fello,”
e

the new home video.

Produced by Midnight Ol aad Keith Walker. Business: Gary Morris.
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N FEATURING

“BE QUICK OR BE DEAD/”
“FROM HERE TO ETERNITY,”
“AFRAID TO SHOOT STRANGERS,”
“CHAINS OF MISERY,”

AND “WASTING LOVE.”

Producec by
Martin (Thz Juggler) Birch
and Stcy‘Harris

“*ON TOUR FROM HERE TO ETERNITY

June 13 Montreal, PQ June 24 St Paul, MN July 3 Los Angeles, CA tlv 12 Houston, TX
June 14 Quebec City, PQ June 27 Denver, CO “ July 5 Phoenix, AZ v/ 14 Lakeland, FL
June 17 Toronto, ONT._ h N June 28 Salt Lake City, UT July 7 . El Paso, TX Ly 15 Atlanta, GA
June 19 Cuyahoga Falls, OH June 30 Sacramento, CA July 9 Austin, TX ulv 17 Washington, DC
June 20 Detroit/Clarkston, Ml _ July 1 San Francisco, CA July 10 Dallas, TX 1ulv 18 Philadelphia, PA
June 21 Toledo, OH July 2  Los Angeles, CA July 11 Sar Antonio, TX ulv 1% New York, NY
June 2§ Chicago/Hoffman Estates, IL '

¥
Management : Rod Smallwood and Andy Taylor for Santuary Music. §
Associate Manager : Merck Mercu(jadis. "Eplc” Reg Ig Pat & Tm Oft Marca Registrada h;s‘ahauemm 3t Sony Mosic Entertainmen- | S2%any Humé ertamment / epc
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Sony Restores Friday Shipping Privileges
But Will Penalize One-Stops That Violate Dates

B BY PAUL VERNA

NEW YORK—Only two weeks after sus-
pending Friday shipping privileges to all
one-stops because of rampant street-date
violations on some of its hit releases, Sony
Music Distribution has decided to restore
those privileges across the board.

One-stops receive merchandise on Friday
to allow them to distribute the product to
their independent retail accounts in time
for the universal Tuesday street date.

Sony’s move was announced in a May 5
letter to one-stops in which senior VP of
sales and branch distribution Danny Yar-
brough states, “From this time forward, to
qualify for early delivery, no one-stop is au-
thorized to allow pickup of new release
product prior to the Monday before street
date nor make shipment of it to arrive at a
retail store prior to the Monday before
street date.”

First-time offenders of the policy will re-
ceive shipments Monday instead of Friday
for 60 days, according to the letter. Ac-
counts caught violating street date a sec-
ond time will receive product on Tuesday,
also for 60 days.

Sony Music Distribution president Paul
Smith notes that violators—which include
rackjobbers and chain retailers as well as
one-stops—are the exception, not the rule.
He says, “There are a few people that want
to take advantage and ruin it for every-
body. We recognize how important it is for
one-stop customers to be competitive and
have product at the same time everybody
else does.”

The National Assn. of Recording Mer-
chandisers, which provided a forum for the
one-stops to raise their objections to Sony’s
earlier suspension, will distribute reporting
forms to one-stops and retailers so they ean
alert NARM to any street-date violations,
according to NARM executive VP Pam

ONE 11 ONE WITH SOUL 11 SOUL

Horovitz.

“There has also been talk of posting a re-
ward, financed by the onestops,” to inde-
pendent retailers who provide information
about street-date offenders, says Horovitz.

While Bruce Hoberman, president of
Omaha, Neb., one-stop RTI, confirms this
idea has been discussed, he says no agree-
ment has been reached on how to imple-
ment it.

Smith adds that one-stops will also re-
ceive point-of-purchase materials remind-

ing their customers that Tuesday is street
date. “The plan is to have a uniform,
across-the-board message,” he says.
Sony’s decision to restore Friday-ship-
ping privileges came after three one-stop
representatives—Hoberman, Barney Co-
hen of Valley Record Distributors, and
Alan Meltzer of CD One-Stop—pleaded
their case to Smith.
Hoberman says, “I’'m very pleased to see
Sony take an open-minded position with re-
(Continued on page 15)

EBY IRV LICHTMAN

NEW YORK—Total music publishing
revenues in key world markets zoomed
20% to $3.6 billion over a 12-month period
spanning 1989-90, according to a survey
by the National Music Publishers Assn.,
the U.S. trade group.

The NMPA'’s report, its first in an on-
going review of music publishing reve-
nues, anticipates further gains in the
coming years.

“Sweeping copyright reforms have
been introduced or are pending in the So-
viet Union and the People’s Republic of
China,” says the report, adding that sim-
ilar reforms in Eastern Europe, South
America, and the Pacific Rim will “pro-
vide further growth throughout the dec-
ade and into the next century.”

The survey, updating an informal
1988-89 NMPA report, puts the U.S. first

NMPA: Global Pub Revenues
Jumped 20% Over 12 Months

billion, or a 28.1% world-market share.

However, the survey notes that the 12
member nations of the European Eco-
nomic Community showed total reve-
nues in excess of $1.956 billion, reflect-
ing 55% of the world share.

In country-by-country performance,
Germany ran second with a 16.1% mar-
ket share, derived from revenues of
$574.6 million.

Other market-share leaders were
France (11.1%), the U.K. (10.9%), Japan
(10.2%), and Italy (6.5%).

Performance royalties were the top
source of publishing income, with §1.697
billion collected worldwide. However,
the category grew only 7% over the pre-
vious period.

On the other hand, mechanical royal-
ties for the 1989-90 period increased a
dramatic 51%, to $1.279 billion. The
NMPA report attributes the strong

Jazzie B and his Soul || Soul mates have just released their third
Virgin album, which moves the group into a more sophisticated
realm of rhythmic pop music. Larry Flick investigates. Page 10

HOW THE WARNER WESTERN WAS FORMED
Warner Bros. Records is riding into the sunrise of a new subsid-
iary label, Warner Western, which aims to capture the spirit of
the American West. Edward Morris reports.

VID WHOLESALERS BACK WED. STREET DATE

What a difference a day makes. So say video wholesalers, who
pushed for a common Wednesday street date for rental titles
during the recent National Assn. of Video Distributors confab.
Jim McCullaugh notes proponents cited increased efficiences
and an expected boost to midweek business.

TWIN CITIES’ TWIN RADIO THREATS
To say Minneapolis’ rock-radio market heated up when hard-
rocking KRXX swept into town to challenge heritage rocker
KQRS is to put it mildly. As Sean Ross reports in his station pro-
files, the new rivals ended up in court—before KRXX even
signed on. And then things got interesting.

LOEWS MIXES MOVIES & MUSIC

As part of its stepped-up cross-promotions with record compa-
nies, the Loews Theatres chain is offering moviegoers a free
CD-5. Thom Duffy has a sneak preview. Page 86
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in total publishing revenues, at $1.004 (Continued on page 85)
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Merrill Lynch To Buy Wherehouse
Brokerage, Mgmt. Group Paying $250 Mil

EBY THOM DUFFY

NEW YORK—Wherehouse Enter-
tainment Inc. will be acquired by a
management group backed by Mer-
rill Lynch Capital Partners in a deal
valued at nearly $250 million, includ-
ing repayment of existing debt esti-
mated at $131.4 million.

The 301-store music and video re-
tail chain based in Torrance, Calif.,
has been burdened by interest pay-
ments on its high debt since it was
taken private in 1988 in a $143 million
leveraged buyout by its management
and Adler & Shaykin, a New York-
based LBO firm.

Majority ownership of the compa-
ny will rest with Merrill Lynch Capi-
tal Partners which, sources say, may

eventually take the company public.

Under terms of the deal, which has
not yet closed, Scott Young, president
and CEO of Wherehouse, will as-
sume the title of chairman of the
board. No other changes in Where-
house’s management or operations
staff are expected.

The total size of the management
group involved in the transaction was
not available but was described by a
Wherehouse spokesman as “a small
group of senior [executives].”

Under terms announced May 6 by
Wherehouse, bank financing will pro-
vide $45 million in working capital for
the retailer. Financing for the acqui-
sition will total $248.3 million, includ-
ing an additional $65 million in bank
loans, $110 million in bonds, and $73.3

Dupri ‘Jumps’ To EMI. Writer/producer Jermaine Dupri announces his new
publishing agreement with EMI Music Publishing. Dupri wrote and produced Kris
Kross' album “Totally Krossed Out,”” which reached No. 2 on The Biliboard 200,
and its platinum single *'Jump,” which reached No. 1 on the Hot 100. Shown,
from left, are Dupri’s managers, Phillip Calloway and Michael Mauldin, both of
Entertainment Resources International; Dupri; Martin Bandier, chairman/CEO,
EMI Music Publishing; and John Sykes, executive VP of creative operations, EMI

Music Publishing.

Sony Classical Gutting Laserdisc
Prices To Gain Competitive Edge

EBY IS HOROWITZ

NEW YORK—Sony Classical will
slash the U.S. prices of its laserdiscs
by 33%-46% as part of a major effort
to reach a new level of market pene-
tration.

Traditionally at the top of the in-
dustry’s laserdisc price pyramid,
Sony’s new prices, beginning in July,
will undercut most, if not all, classical
competitors and may set the scene
for price reductions by other majors.

De-facto list prices for Sony’s ex-
tensive library of laserdiscs starring
Herbert von Karajan will drop from
$54.98 to $29.98 for a single-sided
disc, says Harold Fein, VP/GM of
Sony Classical U.S. All other single-
sided discs, currently at a level of
$34.98, will drop to $24.98, says Fein.

All Sony double-sided laserdiscs,
other than those featuring Karajan,
will carry list-price equivalents of
$29.98. They currently list at $44.98.
Karajan titles now pegged at $64.98
will go to $34.98. Sony VHS product
remains at $24.95.

The company expects to release 50
new classical titles this year in both
video formats and will kick off a re-

tailer and consumer campaign with
some of the label’'s most likely cross-
over contenders.

Sony Classical executives also dis-
close that the label will contribute 15
classical titles to the formal launch of
the mini disc next November. Ten of
those will be part of Sony’s “Pocket
Classics,” a new line programmed ex-
clusively for the configuration.

Unlike prior major format intro-
ductions, where classics played a
dominant early role (such as CD and,
before that, LP), the launch of the
mini disc will be fueled largely by pop
product.

As for CDs, the label will continue
to stress new front-line recordings,
says Gunther Breest, president of
Sony Classical worldwide, even as
midlines and budgets carve out an in-
creasing share of the overall classical
market.

Fein says that direct-mail houses
and other third-party marketers will
be used to boost front-line volume.
Almost all Sony Classical ads in con-
sumer record publications will be tied
to an 800 number. “We won't miss
any opportunity,” he adds.

(Continued on page 55)

million in equity capital raised by
Merrill Lynch Capital Partners.

In addition to a presumed $116.9
million payout to Adler & Shaykin,
the balance of the financing, $131.4
million, will be used to retire existing
Wherehouse debt, other than an un-
specified amount of bonds.

MOTIVE FOR SALE

Adler & Shaykin has had its own
difficulties in recent months that may
have prompted the Wherehouse di-
vestiture. The LBO firm’s largest ac-
quisition, Best Products Inc., filed a
Chapter 11 bankruptcy in January
1991. In December, major investors
in Adler & Shaykin sought to with-
draw their money due to the disap-
pointing performance of its LBO
fund.

Merrill Lynch Capital Partners acts
as a general partner for two lever-
aged buyout funds whose limited
partners are institutional investors.
Its parent company, Merrill Lynch &
Co. Inc., may make an investment of
up to 20% in those funds.

A source acknowledges that Mer-
rill Lynch Capital Partners eventual-
ly would look at taking Wherehouse
public. A similar path was followed in
recent years by the Musicland Stores
Corp., which was acquired in a lever-

(Continued on page 86)

LOS ANGELES—The box-office
blockbusters “Hook” and “Wayne’s
World” will be midsummer video
sell-through releases, according to
wholesale and retail sources.

“Hook”’—Steven Spielberg’s
much-ballyhooed twist on the Peter
Pan story—has earned $118 million
at the box office. Sources say Co-
lumbia TriStar Home Video is aim-
ing at a late-July street date.

These sources also say Para-
mount Home Video is leaning to-
ward a mid-August street date for
the surprise hit “Wayne's World,”
which has netted $108 million at the
box office.

As recently as the National Assn.
of Video Distributors convention
April 29-May 3 in San Diego, Para-
mount was still sampling distribu-
tor opinion on whether to release
“Wayne” at a rental or sell-through
price. The studio is reportedly look-
ing to ship 550,000 units if the title
is priced for rental.

Neither Columbia TriStar nor
Paramount would comment on the
reports.

If the above scenario unfolds, it
would be in keeping with last year’s
pattern of earlier windows for holi-
day sell-through releases.

‘Hook,” “‘Wayne’s World
Midsummer’s Dream Vids?

It appears the studios want to
distance their titles from Walt Dis-
ney Home Video’s “Beauty And
The Beast,” which has an Oct. 30
street date. That title, the animated
box-office champ at $132 million,
figures to be the largest-selling vid-
eocassette of all time. Disney is also
releasing “The Great Mouse Detec-
tive” July 17 at a sell-through price.

Another reason for the midsum-
mer sell-through timing is the possi-
ble fall video release of the much-
anticipated “Batman Returns,”
which is opening this June and is ex-
pected to be one of the summer’s
theatrical smashes.

Sources say Warner Home Video
could repeat the strategy used for
“Batman” in 1989, when that title
went to sell-through on Nov. 15 af-
ter a June theatrical opening.

A repriced sell-through version of
“Terminator 2: Judgment Day” is
also expected to hit dealer shelves
during the fourth quarter. That ti-
tle is the reigning rental champ,
having shipped more than 700,000
units last year. “Terminator 2” is
considered a candidate to eclipse
the 2 million units sold by “Ghost,”
the repriced-release champ.

Matsushita Ready To Go With DGC Format

Hardware Scheduled To Debut Sept. 21 In Japan

8 BY STEVE McCLURE

TOK YO—Matsushita is set to be the
first company in the world to market
digital compact cassette hardware.
The company unveiled its RS-DC10
deck here May 6.

The home playback/record unit
will be available Sept. 21 in Japan ata
list price of 135,000 yen ($1,017). Ini-
tial monthly production will be 1,000
units.

Spokesmen for Osaka-based Mat-
sushita Electric Industrial, which has
a co-development agreement with
DCC developer Philips, say the com-
pany plans to export the RS-DC10.
However, they were unable to pro-
vide details about overseas pricing or
launch plans.

Matsushita will first target the up-
per end of the market—“audio mani-
acs” in Japanese parlance—with the
ultimate aim of making DCC as popu-
lar as the analog cassette. The
spokesmen say the firm is talking to
auto manufacturers about including
DCC decks in future models.

Introduced along with the RS-
DC10 deck were 45, 60-, and 90-min-
ute DCC blank tapes. Matsushita
says retail prices of the tapes, which
will also be manufactured under li-
cense by other firms, will be set later.
For its part, the company says it
plans initial blank-tape production of
100,000 units a month.

The RS-DC10 features a frequency
range of 20 Hz-20 kHz and a signal-
to-noise ratio of 92 db. The deck uses
the Serial Copy Management System
to prevent multigeneration digital
copying. The product’s list price does
not include a digital hardware royal-
ty, since the rate at which it will be
assessed is still under discussion in
Japan.

Other Japanese hardware makers

are expected to follow Matsushita’s
lead and introduce their own DCC
machines in the near future.

The Matsushita spokesmen say
they expect 600 DCC software titles
to be available worldwide by the end
of 1992, including about 150 in Japan.
The firm predicts worldwide produc-
tion of DCC decks, including the RS-
DC10, will total 60,000 by the end of
1992, 500,000 in 1993, and 2 million in
1994.

It was earlier thought that Matsu-
shita would put its first DCC deck on
the market this spring. However, the

firm still has the jump on archrival
Sony, which has not yet announced a
date for the launch of its competing
mini disc, another recordable digital
format.

Although official details are un-
available regarding Matsushita’s
DCC plans in the U.S., sources say
that a DCC deck will be unveiled by
Technics at the Consumer Electronics
Show in Chicago, May 28-31. The
company’s press conference on DCC,
scheduled for May 5 in Los Angeles,
was postponed indefinitely due to the
civil unrest in that city.

B BY SUSAN NUNZIATA

NEW YORK—AA Records, a pro-
ducer of children’s albums, and its
president, Abraham I. Massler,
were ordered by New York State
Supreme Court to pay nearly $4 mil-
lion in back royalties to three music
publishing companies that repre-
sent 3040 songwriters and record-
ing artists.

The ruling closes a 20-year-old
case filed against AA Records by
Licette Music Corp., Fairyland Mu-
sic Corp., and Dorton Music Corp.
The publishers own the rights to
the music produced on AA Records’
line of children’s titles, including
Bing Crosby’s “Christmas Story,”
Danny Kaye’s “Fairy Tales,” and
Jimmy Durante’s “I Like People.”
Other writers involved include
Marilyn and Alan Bergman, Sam-

$4 Mil Judgment Against AA
Gloses 20-Yr.

Royalty Case

my Cahn, Mary Rodgers, Norman
Luboff, and Mitch Miller.

The court held AA Records and
Massler jointly and individually La-
ble for $3.9 million in compensatory
damages and $750,000 in punitive
damages for a variety of fraudulent
acts. The attorney for AA Records
could not be reached for comment
by press time.

The lengthy suit cost the publish-
ers, coowned by children’s music
producer Arthur Shimkin and
Charles Benanty, more than
$500,000 in legal fees.

According to Justice Felice
Shea’s decision, handed down earli-
er this month, Massler stopped
making royalty payments on the
material in 1971, although he con-
tinued releasing product and pre-
paring understated and inaccurate

(Continued on page 85)
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On April 29, 1992 a verdict was read that affected the entire world,
On April 30, 1992 that world came burning and looting down.

Mid City Records, Aprﬂ 30

e -t kit unt ciL

- :BRB&B - ,

Bmuw’s Records, May 1 o BmmingSounds, May 1
Please join us in rebuilding that world.

L. A. Music Relief Fund

Make All Checks Payable To:

L.A. Music Relief Fund
2430 E. 11lth Street,

Los Angeles, CA 90021
(213) 629-5901 Ext. 106

A Non-profit Organization
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Articles and letters appearing on this page serve as.a forum for the expression
of views of general interest. The opinions offered here are not necessarily those
of Billboard or its management. Contributions should be submitted to Com-
mentary Editor Ken Terry, Billboard, 1515 Broadway, New York, N.Y. 10036.

Understanding Multimedia: A Primer

B BY THOMAS F. VILLENEUVE
and DANIEL M. KAUFMAN

Multimedia—the integration of var-
ious visual and/or auditory media in
a single product—is one of the hot-
test “buzzwords” in the computer
and entertainment industries. Some
of the biggest players in both indus-
tries, including Apple, IBM, Micro-
soft, Sony, Disney, and Time
Warner, are spending many millions
of dollars to license rights to such
“content” as music, film, video, pho-
tos, animation, and art for develop-
ment of multimedia products. They
recognize multimedia’s potential to
revolutionize the consumer elec-
tronic and entertainment industries.
Yet, as the excitement surround-
ing multimedia grows, so too does
the frustration of people in both in-
dustries, who find it extremely diffi-
cult to interest prospective partners
in deals they are certain would be
mutually rewarding. One of our
computer software clients summed
it up when he asked, “How the hell
are people making money in this
business? I can’t even find the right
person to talk with, and when I do,
they don’t know anything about my
industry.” When we relayed that
comment to a friend at one of Holly-
wood’s largest content owners, he
replied, “Ask your computer friends
how I am supposed to license con-
tent to them for multimedia applica-
tions when they give me a new defi-
nition of multimedia every week.”
This is an understandable re-
sponse, especially since multimedia
means different things to different
people. Sometimes multimedia
means computer hardware that pro-
vides or emphasizes audio/visual
capabilities (for example, IBM’s Ul-
timedia PC line). It also can refer to
software tools for informational or
educational software that uses mu-
sic, video, photos, voice, and text
(e.g., Compton’s Multimedia Ency-
clopedia and Interactive Records’
“So You Want To Be A Rock And
Roll Star”); computer games (e.g.,
Spectrum Holobyte’s forthcoming
Cry of the Jaguar); and interactive
television (TV Answer). The list
goes on. )
The diversity of multimedia prod-
ucts makes it difficult for content
providers to understand what any
particular multimedia company
wants to do and what rights it
needs. This, in turn, frustrates mul-
timedia companies, which cannot
understand what is so confusing
about their products. As content
providers come to understand a par-
ticular multimedia product or mar-
ket, they often realize they must
change the terms of the deal to re-
flect this new understanding. When
this happens, however, multimedia
companies often believe that they
are being manipulated or gouged.
Compounding this difficulty is
the fact that the computer and en-
tertainment industries each have
distinctive cultures and customs,
which often lead to clashes even
where the parties initially appear to
agree. On one hand, notions of mor-
al rights, artistic integrity, and fair

use generally are alien to computer
companies and, when understood,
often are considered relatively un-
important or burdensome. On the
other hand, computer-industry no-
tions of interactivity, nonlinearity,
scalability, manipulability, and net-
working often draw blank stares
from people in entertainment.

To further complicate matters,
each industry has established li-
censing and pricing norms that are
unknown in and, for the most part,
inapplicable to the other industry.
As a result, many deals either never
get done or turn out to be economi-

‘The computer and
entertainment
industries have
distinct cultures’

Thomas F. Villeneuve is a partner and
Daniel M. Kaufman is an associate in
the Palo Alto, Calif., office of Brobeck,
Phieger & Harrison. Their practices
focus on the worldwide acquisition,
protection, and commercialization of

for each side to provide the other
with good examples of similar prod-
ucts and the revenue numbers asso-
ciated with those products. Most im-
portantly, each side must take the
time to understand—and discuss
with the other side—the business
realities of the entertainment and
computer industries as well as the
specific product types being consid-
ered.

The necessity of educating the
other side was made abundantly
clear during a recent negotiation in
which we were involved. Our client
wanted to produce a multimedia

technology and intellectual property.

cally unfair. Obviously, this can
cause dissatisfaction and hinder fu-
ture multimedia deals.

One entertainment industry cus-
tom that particularly confuses com-
puter companies is the practice of
breaking up rights to a particular
work into many components that
are controlled by different people
and licensed and priced in radically
different ways. For example, com-
puter companies generally do not
know that for a single piece of mu-
sic, they may need a mechanical li-
cense, a synchronization license, a
sheet music license, a performance
license, a license to a specific re-
cording, and possibly other licenses.
They certainly don’t anticipate hav-
ing to strike separate deals with
several organizations and pay mul-
tiple royalties.

Nevertheless, in spite of their
lack of understanding of the enter-
tainment industry, computer people
assume that their entertainment
counterparts understand how com-
puters work, why there is no charge
for archival copies, why updates of
programs often must be sold at sig-
nificant discounts, why different
hardware and different configura-
tions generate different royalty
rates, etc.

As a general rule, the less knowl-
edgeable someone is, the more rigid
his bargaining position becomes;
therefore, negotiations between
computer and entertainment compa-
nies often reach stalemates. The
only way to avoid this is to educate
the other side and make few, if any,
assumptions about your counter-
part’s knowledge of your industry.

In our experience, the best place
to start is by demonstrating the pro-
posed product. A good demonstra-
tion serves many purposes: It can
create interest and enthusiasm for
the project; it can assuage fears the
other side may have regarding the
potential scope of the project; and it
may make clear to the entertain-
ment people what licenses the com-
puter people need. It also is useful

software package for university art
classes that incorporated photo-
graphs of artwork. (This would en-
able a student comparing the styles
of Manet and Monet, for example,
to call up photographs of their
works on the computer.)

At first, the museum turned him
down, saying it was not interested.
After some probing, it became clear
that the museum’s reluctance
stemmed from a skewed under-
standing of multimedia and a bad
experience with a different soft-
ware company. Our client then sent
the museum a demonstration copy
of its program, along with a brief
description of the company. Two
weeks later, the museum invited us
to discuss our original proposal.
Eventually, the museum agreed to
license the photographs to our cli-
ent but insisted that the students
using the software not be able to
print out the pictures.

Our client felt this restriction
would so seriously limit the viabili-
ty of his product that he was
tempted to stop negotiating and
find another solution. Instead, he
spent time with the museum peo-
ple exploring why they needed to
prohibit printing. Their answer
was simple: The museum had en-
tered into several lucrative exclu-
sive arrangements with companies
that produce “coffee-table’”’ books,
fine-art posters, and postcards.
Once our client understood the is-
sue, the solution was obvious. He
agreed to modify his product so
that it would not print images with
resolution high enough to compete
with images produced by the mu-
seum’s other licensees. Two days
later, the parties signed an agree-
ment.

Not all issues can be this easily
and quickly resolved, but, with a
little flexibility and education, we
believe that most of the seemingly
insoluble problems of multimedia
deals can be overcome and that
multimedia will live up to its poten-
tial.

In a true democracy, government
exists to empower the powerless,
lending dignity, hope, and societal
clout to the most helpless of its
citizens. For those who lack politi-
cal connections, material might, or
a mobilized constituency, our sys-
tem was intended by the Found-
ing Fathers to serve as an equaliz-
ing resource and a fair-minded fo-
rum. Unfortunately, we no longer
have real democracy in this land,
and the 58 dead in last week’s ri-
ots in South Central Los Angeles
will stand as martyrs to our en-
during folly.

The Bush and Reagan adminis-
trations have spent the last 12
years reversing four decades of
civil rights gains, while implant-
ing the perverse notion in the na-
tion’s psyche that the government
is a supercorporation that need
make no further investments in
the common good. Those minor-
ities suffering long-term poverty
and joblessness have been effec-
tively removed from national un-
employment figures. None of the
leading Presidential aspirants
made any substantive mention of
the urban poor until the Los An-
geles riots dramatized their well-
justified anguish.

In times of cynical leadership
and societal decay, the arts have
historically been the last bastion
of reason. Various rap, rock, and
pop artists have been attempting
in the last decade to express the
mounting sense of helplessness
and rage within our borders.
Many in the media misjudged or
belittled the urgent messages of
the rap community, in particular.
At the same time, it’s been neces-
sary to warn some rap and rock
artists against fostering the racial
demagoguery that destroys the
powerless by pitting them against
each other.

There remains a pervasive be-
lief among African Americans
that there is some sort of conspir-
acy against them, an organized at-
tempt to exclude them from the
economic and social mainstream.
And poor whites have been de-
ceived into thinking their jobless-
ness or lack of advancement is
linked to racial hiring quotas.

The time has come to acknowl-
edge that an institutional resolve
does exist in our society against
those who are increasingly op-
pressed by class, race, and eco-
nomic bias. It is a resolve by gov-
ernment and the power elite to
misuse public funds for private
gain while ignoring any involve-
ment from which they cannot
reap immediate material aggran-
dizement.

Forced to search outside govern-
ment for some reflection of the na-
tional will, America has focused
more intently on the arts and en-
tertainment industries. The politi-
cal system is making it so difficult
to learn how this culture feels
about its problems that people find
themselves turning to films, music
videos, records, and commercial

EDITORIAL

barometers like box-office grosses
and the Billboard charts in order to
grasp the popular mood.

In the aftermath of the L.A. ri-
ots, President Bush blamed the
tragedy on the supposedly waste-
ful ’60s social programs of Lyn-
don Johnson’s Great Society.
Bush’s spokesman assured us
that “there will not be big new
spending programs by govern-
ment because we think that ap-
proach does not work.” But the
same administration has no prob-
lem milking tax payers for the
savings and loan bailout or main-
taining bloated Pentagon bud-
gets—which are essentially wel-
fare for rich defense contrac-
tors—at a time when the major
military threat to the nation is
gone.

We in the entertainment indus-
try are hardly blameless in this
corruption of societal values. Los
Angeles is the entertainment capi-
tal of the world, the romantic
model of America’s success ethic,
and theoretically one of the most
socially aware communities in the
nation. Unfortunately, the dispari-
ty in L.A. between the glamour in-
dustries and the poor is perhaps
the most dramatic in the country.
Additionally, its highly visible po-
lice force stands accused of intol-
erance and brutality; young black
men in the entertainment world
regularly tell of being pulled over
by the police whenever they ap-
proach one of the upscale Los An-
geles neighborhoods.

Many record and video retailers
suffered greatly from the tragic
upheaval of the L.A. riots, with
lifelong investments going up in
flames. The hardships of rebuild-
ing are considerable, and those af-
fected should be able to count on
some financial assistance from
the entertainment community. On
an artist-by-artist, executive-by-
executive basis, the entertainment
industry can also help set a new
tone of racial tolerance and life-af-
firming standards in its creative
output.

And the structure of the indus-
try must itself reflect the fairness
we desire in other facets of our
culture, with encouragement and
support being given to initiatives
like the NAACP’s fair-share prin-
ciples for minority hiring in the
record and music video business-
es. For our part, we at Billboard
will redouble our resolve in the
coming weeks, months, and years
to support industry drives for so-
cial justice, while battling the rac-
ism and inequality that threaten
to undermine that goal.

Trite and misleading political la-
bels like “liberal” and “‘conserva-
tive” are outmoded and must be
discarded. No one is free and duly
enfranchised in America until ev-
eryone is free and enfranchised.
Whether in our industry or in the
society as a whole, the soul-
searching challenge for the "30s is
one of social responsibility vs. so-
cial betrayal.
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Sliding Singles Format Scrutinized Again
Retailers Say Quick Discontinuation Is Factor

M BY LARRY FLICK

NEW YORK—With the number of
gold and platinum sales certifications
for singles continuing to slide, major
labels and retailers are once again
evaluating the future of the format.

According to the Recording Indus-
try Assn. of America, gold sales
awards for singles dropped from 90
to 75 in 1991, and platinum certs
dropped from 23 to 18. Although this
week’s Hot 100 includes three recent
platinum hits and six gold singles, the
overall sales picture for the year to
date is spiraling downward.

Some retailers note one of the pri-
mary reasons for this is that the ma-
jors often discontinue manufacturing
a hit single once it has peaked on the

charts.

“[Labels] are doing a terrible dis-
service to their newer artists by cut-
ting out singles so quickly,” says Don
Garbret of Mega-Discs in Tulsa,
Okla. “They’re ignoring the potential
for additional sales once a single has
peaked. They’ve lost sight of the fact
that a lot of the general public be-
comes aware of a single once it has
gotten saturation play on the radio.
In the past, it hasn’t been unusual for
us to sell a lot of singles as they have
begun to come down the charts.”

Some label executives disagree.
“We don't see enough sales activity
for a pop single once its radio life is
ending,” says Craig Coburn, national
director of pop singles sales at Gef-
fen. “And I don’t think anyone can

W BY DEBBIE HOLLEY

NASHVILLE—Who says country
singles don’t sell? Mercury artist
Billy Ray Cyrus appears to have
buried the myth with his country
single debut, ‘“Achy Breaky
Heart.” The song entered Bill-
board’s Hot 100 Singles chart last
week at No. 83 on the strength of
sales alone. The single has been ser-
viced to top 40 radio.

“Achy Breaky Heart” jumps to

Gyrus Debut Breaks
Gountry Singles Barrier

No. 47 on the Hot 100 this week and
earns the Power Pick/Sales distinc-
tion for having the biggest sales
gain of any song on the chart. It
also moves 31-14 on the Top POS
Singles Sales chart and 17-9 on the
Hot Country Singles & Tracks
chart. All this, and still no pop air-
play.

According to Steve Miller, Mercu-
ry’s national director sales and mar-
keting, “we’re up to 290,000 cas-

(Continued on page 15)

deny that one of the big points of hav-
ing a successful single is to increase
album sales. I think [the idea of] sin-
gles as almost exclusively a promo-
tional tool for albums is more pro-
nounced now, but that is the way it
has always been.”

Traditionally, labels have seen two-
song cassette and vinyl singles as
promotional items because their prof-
it margin has been small or nonexis-
tent on those lines. In contrast, CD
singles—most of which are three-to-
seven track CD-5s—can generate
healthy profits at $6.49 list. Instruc-
tively, labels rarely pull a CD-5 from
the market when the single it con-
tains peaks on the charts.

Available to the public for longer
than other singles and usually featur-
ing multiple mixes of the single, CD-
5s quintupled in sales last year to 5.7
million units. In contrast, unit sales
of cassette singles plummeted 21% to
69 million, and vinyl single sales
dropped 20% to 22 million.

NOT ALL ARE EQUAL

Ironically, not all gold- and plati-
num-certified singles translate into
equally profitable albums. Although
top sellers “Remember The Time” by
Michael Jackson and “Jump” by Kris
Kross are from top-10 sets, the al-
bums featuring “I'm Too Sexy” by
Right Said Fred and “Finally” by
CeCe Peniston have yet to crack the

upper regions of The Billboard 200.
“I think people at major labels are
forgetting that the singles market
has a heavy youth/teenage demo-
graphic, and that they can't always
(Continued on page 86)

Smells Like Platinum. Members of DGC/Geffen recording group Nirvana
receive platinum plaques from BMG Australia managing director Stuart Rubin,
commemorating sales of the band’s “Nevermind' album there. “Nevermind”
has been on the Australian charts for six months. Shown, from left, are Rubin;
Chris Novoselic, Nirvana; MCA/Geffen marketing manager Paul Krige; and Dave
Grohl, Nirvana.

INDI Signs To Buy Bankrupt
Indie Schwartz’s Inventory

M BY BILL HOLLAND

WASHINGTON, D.C.—Schwartz
Brothers Inc., the veteran mid-Atlan-
tic record and tape indie now in the
midst of Chapter 11 proceedings in
U.S. Bankruptey Court for the Dis-
trict of Maryland, has completed an
agreement with Independent Nation-
al Distributors Inc. to buy its audio
inventory in a term payout.

On May 5, SBI filed a court notice
seeking authorization of the sale. If
the court approves the deal—as
Schwartz Brothers’ lawyers expect it

What’s New At VJN? Lots, Starting With lts Name . . .

M BY MELINDA NEWMAN

NEW YORK—In an effort to in-
crease revenues, widen its audience,
and lure new investors, Video Juke-
box Network is mounting a $2 million
marketing campaign to tout its new
name and revamped pricing and pro-
gramming policies,

Beginning May 27, the interactive
music video channel—which has 170
outlets in 33 states—will simply be
called The Box and will feature all-
new graphics. That same day, it will
add 125 classic videos—promoted by
four original MTV VJs—to the 300
more current titles available for re-
quest by viewers,

Most importantly, a new pricing
structure will be introduced that will
encourage passive viewers to become
active callers. Although prices differ
according to market, the average
cost to request one video on the chan-
nel is $2.50. Starting May 27, viewers
can request two videos for $1.98 or
three for $2.97. They will no longer be
able to request a single clip.

The new pricing structure will ini-
tially be introduced in 35 markets;
most of the remaining markets will
incorporate it within six months. The

change will be made gradually be-
cause, “it would very negatively af-
fect revenues to do it all at once,”
says Les Garland, VP of program-
ming for the Miami-based channel.
“We also have a lot of [markets] that
are performing beyond our expecta-
tions; the last thing you would want
to do is lower the price in a market
that sells out every day.” Each of the
network’s outlets—or “boxes”—is
computer-programmed based on
viewer requests in that market.

“For a long time, we believed that
to stay in business we had to charge
$2.50 per video and it became glaring-

ly apparent that that was too much,”
Garland says. ‘“We weren't losing
viewers, but we were losing callers.”

The lost revenue was reflected in
the company’s 1991 financial report,
which showed a net loss of $2.68 mil-
lion—more than double that of 1990
(Billboard, May 9).

Additionally, the channel did not
launch as many new boxes as it had
anticipated or increase advertising
revenues as it had hoped in 1991,

The design changes and the multi-
media marketing campaign will be
funded by remaining monies from a
multimillion-dollar infusion by cable

giant TCI two years ago.

Part of the motivation for the cam-
paign is to find “more equity part-
ners,” Garland says. “We never felt
that the channel was unattractive
how it was before, but there seemed
to be a lot of confusion about it that
these changes should clear up.”

The ability of the network to help
break R&B and rap groups such as
Vanilla Ice, Gerardo, and Another
Bad Creation has long been consid-
ered the channel’s strength. Howev-
er, that perception has also pigeon-
holed the network as an urban outlet.

(Continued on page 82)

MTV, Fox Link For Entertainment Specials, Talent Development

NEW YORK—MTYV is testing the
waters as a program supplier under a
deal with the Fox Network that will
have the two companies working to-
gether to present entertainment spe-
cials and develop new comedy talent.

The first special, “The Fox/MTV
Guide To Summer,” will air June 7 on
Fox. MTV will then broadcast the
special June 21. Although nothing is
firm, a music-based special is also be-
ing discussed, says MTV senior VP

of programming Doug Herzog. Sub-
sequent specials will be approached
on a case-by-case basis.

“We are obviously exploring the
ins and outs of the program-supplier
business,” says Herzog. “We're not
quite sure it's the business we want
to get into, but we are willing to try it
on a one-by-one basis. Last year’s
MTV 10th-anniversary special on
ABC and this first Fox special make
sense. Whether we’d get into straight

production for another outlet just for
the licensing fee, [ don’t know.”

Fox and MTV recently worked to-
gether on “A Concert For Life,” the
AIDS benefit/Freddie Mercury trib-
ute. Herzog says the fit is perfect for
other events as well. ““The demo-
graphics of the two channels are com-
patible,” he says. “And clearly our
approach to programming is similar
in that we’re willing to break the

(Continued on page 82)

will—SBI will use the proceeds to
pay off some or all of its debt. Court
papers indicate that Schwartz’'s 20
biggest audio and video creditors are
owed more than $8.8 million (Bill-
board, April 4).

INDTI’s purchase price is not avail-
able, since it will reflect “the value of
inventory, which will go up and
down”’ until the court formally
agrees to the deal, according to SBI
senior VP Stuart Schwartz.

However, the court ordered
Schwartz to publicize other terms of
the deal and to give public notice that
“competitive bids will be entertained”
up to two days prior to the court
hearing on the deal. Any new bid
must be accompanied by a $50,000
check.

According to insiders, the notice
must be given to make sure all credi-
tors are satisfied and aware of the
Schwartz/INDI deal. No alternative
bids are expected.

Under the agreement, INDI will
take over audio inventory returned
after closing, to be bought in three in-
stallments by secured notes. INDI
will also buy Schwartz equipment
worth $26,416 in book value located
at the Lanham, Md., warehouse and
will serve as the agent to collect de-
linquent Schwartz accounts for a fee
of $50,000.

INDI will continue to service
Schwartz’s accounts, centered in the
Baltimore-Washington, D.C., market.
It will immediately face competition
from Bethel, Conn.-based CD One-
Stop, which has announced its plan to
become an independent distributor in
the region (Billboard, April 18).

Schwartz filed for Chapter 11 reor-
ganization March 23 after months-
long negotiations to secure refinanc-
ing fell through and its principal lend-
er, Signet Bank of Maryland, cut off
further loan extensions.

In February, Schwartz turned over
its video accounts to Ingram Video.
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NARM Drops Opposition To Jewel Box
But Solomon Unwavering In His Agenda

H BY PAUL VERNA

NEW YORK—The National Assn. of
Recording Merchandisers has aban-
doned its previously stated intention
to fight the decision by the six majors
to implement a standard CD package
size of 5-by-5!/, inches by April 1993.
Newly elected NARM president
Arnie Bernstein, who is also presi-
dent of the music stores division at
The Musicland Group, says in the as-
sociation’s monthly newsletter,
“While a lot of energy has been ex-
pended in trying to get the ‘jewel-
box-only’ decision reversed, it is the
belief of the [NARM] board [of direc-
tors] that the decision is irrevocable.”
Bernstein adds that the trade
group “should turn its attention to-
ward effecting a smooth transition
out of the [6-by-12-inch] longbox.”
The statement represents a depar-
ture from NARM’s earlier position,
as articulated by outgoing president

Jim Bonk at the trade group’s annual
convention in March. “It is our hope
that the [packaging decision] will be
reversed,” Bonk told attendees.

However, at the time, sources not-
ed Bonk was bowing to pressure
from a small but powerful sector of
the NARM membership that felt the
decision should be abrogated, but
that, on the whole, retailers were dis-
posed to accept it and move forward
with plans to refixture their stores
accordingly.

One of the most vocal critics of the
jewel-box decision is Tower Records
president Russ Solomon, who is lob-
bying for a 5'/,by-10-inch cardboard
package as a potential industry stan-
dard. Commenting on NARM'’s policy
shift, Solomon says, “That may be
their agenda. It doesn’t have to be my
agenda. There’s a duality of purpose
here.”

Solomon admits he is fighting a
one-man battle. “As far as I'm con-

Boyz Il Men Set R&B Record,
Grant In Motion In April Certs

EBY PAUL GREIN

LOS ANGELES—Boyz II Men’s
“Cooleyhighharmony” has become
the best-selling album by an R&B
group in history. The Grammy-win-
ning album topped the 4-million mark
in U.S. sales April 10. It's Motown’s
first quadruple-platinum album since
Lionel Richie’s “Dancing On The Ceil-
ing” in 1986.

Also in April, the Recording Indus-
try Assn. of America certified Amy
Grant’s “Heart In Motion” for U.S.
sales of 3 million copies. And the
“Wayne’s World” soundtrack, which
topped The Billboard 200 for two
weeks, was certified gold and plati-
num simultaneously.

Vanessa Williams’ second album,
“The Comfort Zone,” also went plati-
num in April. In addition, her multi-

RECORD COMPANIES. Manolo Diaz is
appointed president, Latin America
PolyGram International, in Miami.
He was regional VP at Sony Music
International Europe. (See story, this
page.)

Ronnie June Dashev is named ex-
ecutive VP of Maverick, the recently
formed multimedia partnership be-
tween Time Warner Inc. and co-
CEOQOs Madonna and Freddy DeMann,
in Los Angeles. She was executive
VP and general counsel for DeMann
Entertainment.

Annie Roseberry is promoted to
senior VP of A&R for Elektra Enter-
tainment in London. She was VP of
A&R.

Ken Lane is named VP of promo-
tion for the EMI Records Group
North America in New York. He was
VP of top 40 promotion for SBK.

Ron Geslin is appointed VP of pro-
motion for Chaos Recordings in New
York. He was VP of pop promotion

format smash “Save The Best For
Last” was certified gold.

Kris Kross’ “Jump,” which re-
placed “Save The Best For Last” at
No. 1 on the Hot 100, was certified
both gold and platinum.

Enya landed her second platinum
album in a row with “Shepherd
Moons.” Enya is the first new-age
performer to earn two platinum al-
bums since George Winston topped
the 1-million sales mark with three
consecutive albums in the early '80s.

Genesis’ 1986 album ‘““Invisible
Touch” was certified for U.S. sales of
5 million copies. This brings total
sales of the group’s last four studio
albums to 11 million.

Total sales of Metallica’s last four
albums also topped the 11-million
mark, as two of the band’s catalog al-

(Continued on page 89)

DASHEV ROSEBERRY

for EMI Records.

Tom McPartland is promoted to
VP and deputy general counsel for
Bertelsmann Music Group in New
York. He was VP of legal and busi-
ness affairs.

Don Dentzer is appointed VP of
management information services
for Warner Bros. Records in Los An-
geles. He was VP of information
technology for Capitol-EMI Music.

Robbie Snow is named director of
marketing for MCA Records in Los
Angeles. He was director of market-
ing for RCA Records.

cerned, I may be the only one—Don
Quixote the Second,” he says defiant-
ly. “But if I'm the only one, then I'm
the only one and I'll go up in flames.”

The conversion to jewel-box-size
packaging is to be addressed by the
NARM retail advisory committee and
the board of directors in meetings
with the manufacturers May 9-11 in
New York.

NARM'’s new Presidential Adviso-
ry Committee, a blue-ribbon panel of
seven top retail and rack CEOs, will
not confront the packaging issue, ac-
cording to Bernstein. He says the
panel will address such topics as
emerging technologies, changes in
copyright legislation, digital broad-
casting, and direct marketing of mu-
sic.

Meanwhile, NARM is tackling the
so-far elusive issue of source-tag-
ging, which calls for the insertion of
security tags into prerecorded music

(Continued on page 85)

E
-

Scholarly Duo. Multi-Grammy award
winner Bonnie Raitt and Capitol-EMI
Music CEO Joe Smith each receive an
Honorary Doctor of Music Degree
from Boston’s Berklee College of
Music at the college’s
commencement ceremonies May 2, at
which Smith was principal speaker.

EXECUTIVE TURNTABLE

GESLIN

LANE

Michael L. Greenspan is appoint-
ed senior director of strategic plan-
ning and analysis for the EMI Rec-
ords Group North America in New
York. He was director of financial
analysis for EMI Records USA.

Shawn Street is promoted to pub-
licity coordinator at Motown Records
in Los Angeles. She was assistant to
the VP of publicity.

DISTRIBUTION. PolyGram Group Dis-
tribution in New York appoints Steve
Corbin VP of sales and marketing,
black music, and Margaret House-

M BY JOHN LANNERT

MIAMI—Manolo Diaz says his ap-
pointment in April to head up Poly-
Gram’s Latin division is a match
made in heaven for both parties.

Diaz—previously regional VP of
Sony Music International Europe,
based in London—was looking for a
challenging opportunity to run a di-
vision, and PolyGram president/
CEO Alain Levy was searching for
a veteran executive capable of re-
viving the company’s Latin Ameri-
can affiliates.

But does Diaz’s new job mean
that PolyGram plans to re-form a
U.S. Hispanic subsidiary label?

“That is exactly what it means,”
answers Diaz, whose position as
president of Latin America Poly-
Gram International takes effect
Friday (15). “[Levy] has given me
the mission of opening a headquar-
ter office in Miami, where I'll move
at the end of July, and I'll be re-
sponsible for all of the PolyGram
companies in Latin America, which
now includes Chile, Argentina, Bra-
zil, and Mexico.

“My first priority from here to

New PolyGram Latin Head
Aims To Develop U.S. Arm

the end of the year is to evaluate
and tune up the countries we have,”
continues Diaz. “We then have to
improve our local rosters in these
countries as much as we can be-
cause the success of U.S. companies
depends on the
strength of these
local artists.”

Diaz notes, as
well, that he ex-
pects the division
to open offices in
Colombia and
Venezuela. Di-
az’s appointment
comes nearly
one-and-a-half years after Poly-
Gram dissolved its U.S. Hispanic af-
filiate, PolyGram Latino. Poly-
Gram’s Latin American product
currently is being distributed by
Capitol/EMI Latin under a pact
that is scheduled to expire in 1993.

A 15-year veteran with Sony,
Diaz says, “I am a big admirer of
Sony,” but he also eagerly looks
forward to working once again in
the Hispanic arena.

“I am incredibly attracted by the

(Continued on page 15)

DIAZ

- Allen, Muller Join PolyGram

Will Boost Label’s Int’l Pop Mkty.

LONDON-—The restructuring of Po-
lyGram International’s pop market-
ing division has been completed with
the final two of four senior appoint-
ments.

Since becoming senior VP of pop
marketing 10 months ago, David
Munns has brought in Chris Griffin
as director of catalog marketing and
Mervyn Lyn as GM for Motown Rec-
ords. They have now been joined by
Mike Allen as director of internation-
al marketing and Wolf Muller as jazz
marketing director. Allen was previ-
ously international director for

Chrysalis Records; Muller was mar-
keting director of PolyGram Austria.

Munns says his new team will help
create a sense of unity and coordina-
tion in PolyGram’s international ac-
tivities.

Asked whether his efforts will also
help break acts from continental Eu-
rope internationally, he comments, “I
think we've got a pretty good track
record there anyway.

“But I'm not fussy. I'll take a
good act from wherever I can get
them.”

JEFF CLARK-MEADS

MCPARTLAND

Williams manager of sales services.
They were, respectively, sales man-
ager/branch manager of Sony Mu-
sic’s Boston branch, and executive as-
sistant to the executive VP of PGD.

PUBLISHING. Dexter Moore is promot-
ed to senior director of writer/pub-
lisher relations at BMI in Los Ange-
les. He was director of writer/pub-
lisher relations.

RELATED FIELDS. The Musicland Group
in Minneapolis promotes Keith Ben-
son to vice chairman/CFO and mem-

CORBIN MOORE

ber of the board of directors, Arnie
Bernstein to president of the music
stores division, Larry Gaines to se-
nior VP of business development,
and Doug Tracey to senior VP of
marketing services. They were, re-
spectively, executive VP/CFO, exec-
utive VP of operations and market-
ing, senior VP of the music stores di-
vision, and VP of distribution.

Barry Kluger is promoted to se-
nior VP of media and network rela-
tions for VH-1 in New York. He was
VP of public relations.
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Mendes Offers
Carnaval Of
Sounds On Set

M BY PAUL VERNA

NEW YORK—If the new Sergio
Mendes album, the Tuesday (12)
Elektra release “Brasileiro,”
sounds as if it was recorded on the
streets of Rio de Janeiro during
Carnaval, it’s because it was, sort
of.

Mendes
rounded up
100 of the fin-
est percussion-
ists from the
various samba
schools in Bra-
zil and assem-
bled them in
the parking lot
of a recording studio on the out-
skirts of Rio. His plan was to re-
cord a brief interlude that would
serve as the opening and closing
of the album, but the experiment
was so successful he wound up
using the rhythm tracks as the
backbone to “Fanfarra,” one of
the most rousing tracks on the
record.

“What we wanted to capture is
that great street sound that you
hear during Carnaval in Rio, and

(Continued on page 13)

MENDES

Jazzie B Bares His Latest Soul Il Soul

B BY LARRY FLICK

NEW YORK—Jazzie B is undaunted
by the ghosts that haunt each new
Soul IT Soul recording.

With the release of the UK. act’s
third Virgin Records album, “Volume
ITT Just Right,” its mastermind
braces for yet another round of cri-
tiques and comparisons with the
trend-setting 1989 debut disc “Keep
On Movin'” with a firm and philo-
sophical smile.

“The idea of retreading the past is
unthinkable to me,” says Jazzie B.
“Why milk something dry? I prefer
the challenge of trying to recapture
people’s attention with a new idea and
sound. People who want something
that sounds like the first album
should just go back and listen to it,
and let me get on with the future.”

Although the overall tone of “Just
Right” does advance Soul 1I Soul into
a more sophisticated and complex
realm of rhythmic pop musie than on
its first two albums, Jazzie (aka Ber-
esford Romeo) says he could not re-
sist playing a brief round of back-to-
the-future by reuniting with Caron
Wheeler, the voice behind the now-
classic hit “Back To Life.”

“It was simply a spontaneous vibe
between Caron and I, he says of
“Take Me Higher,” their new collabo-
ration. “Nothing more should be
made of it, other than two creative
spirits coming together once again for
a moment.”

The Good Times Roll At
New Orleans Jazz Festival

B BY NICK MARINELLO

NEW ORLEANS--The 23rd annual
New Orleans Jazz & Heritage Festi-
val, whieh concluded here May 3, was
a celebration of regional musie, art,
culture, and cuisine, blessed with
blue skies and harmonious vibes
from the 330,000 people who atten-
ded the seven-day event.

Against the backdrop of the tur-
moil in Los Angeles and elsewhere
during the closing days of the event,
many fans were particularly aware
of Jazz Fest’s role in celebrating mu-
sical and racial harmony.

The centerpiece of the festival is
the mammoth outdoor event staged
at the Fair Grounds Race Track over
two weekends. Regional artists such
as Terrance Simien & the Mallet

Playhoys, the Ellis Marsalis Quartet,
Nathan & the Zydeco Cha-Chas, and
gospel singer Raymond Miles turned
in memorable performances. Among
the big-name acts from out of town
who performed this year, Bobby Wo-
mack, Gladys Knight, and 0J Eke-
mode & His Nigerian Allstars were
standouts. Singer/ songwriter Carole
King made her New Orleans debut
this year and treated the crowd to a
little lagniappe as Guns N’ Roses
guitarist Slash sat in on the set.

At any given time there were 11
stages of simultaneous music, and
the crowds that gathered in front of
each had little in the way of disap-
pointment. The overall mood was
perhaps best embodied in the sway-
ing crowds that massed in front of

(Continued on puge 12)

One new element in the Soul Il
Soul sound is the use of male vocalists
for the first time. Newcomers Rick
Clark, Kofi, and Richie Stephens, who
fronts the current single, “Joy,” give
the album what Jazzie describes as a
“an interesting flexibility and a new
and refreshing feeling. As soon as
people think they have deciphered
the entire Soul IT Soul vibe, my goal
is to add something unexpected.”

Another project that should fur-
ther broaden the scope of Soul 11 Soul
is a world tour, slated to kick off to-
ward the end of the year. Jazzie is
currently brainstorming a visual con-
cept that will take the act to another
level.

“When we toured last vear, it was
exhilarating for me to see what form
the songs would take in a live environ-
ment,” he says. “Being on the road
helped me better understand certain
parameters of music. I think the
songs on this album are more dy-

namic, while extending the thread of

positivity and sensitivity that I hope
runs through my work.”

“| am fortunate to hear so often how the
Soul Il Soul concept has brought joy and
inspiration to people,” says Jazzie B,
musical mastermind of the U.K. act,
which has just released its third Virgin
Records album, “Volume IIl Just Right.”

Apparently, his message continues
to reach a large audience. Sporting
dance remixes by Jazzie, Tony
Humphries, and Brand New Heavies,
“Joy” has been quickly and warmly
embraced by club DJs, as well as ur-

ban radio programmers. A major pop
radio push behind the single is about
to be launched, while Virgin is al-
ready preparing the house-inflected
“Move Me No Mountain” as the next
single.

Besides recording “Just Right,”
Juazzie has devoted a large portion of
his time this year to formulating fran-
chise plans in the U.S. for his famed
clothing and music shop in the Cam-
den section of London. In operation
since 1982, the store gave birth to the
U.K.’s barrier-shattering “Funki
Dred” lifestyle, which fuses elements
of British, Caribbean, and African cul-
tures. To this day, the Soul II Soul
Shop is at the core of the British black
music scene.

“I am fortunate to hear so often how
the Soul II Soul concept has brought
joy and inspiration to people,” Jazzie
says. “It is an occasionally overwhelm-
ing feeling of power that must never
be abused. It’s meant to be a happi-
ness vibe—and that’s how I hope it
will stay.”

Tom Keifer of
Cinderella

SHURE"

The microphones
the professionals
stand behind.

THE SOUND
OF THE PROFESSIONALS®
..WORLDWIDE

MAKE YOU WANNA HOLLER: The fires were burn-
ing long before the TV networks sent up their helicopter
cameras, long before anyone in Washington responded to
the alarm.

Art is often the first to sound an alarm to society. The
fires of rage have been burning in the grooves of a lot of
music for years now, if you've been listening.

What happened to Rodney King ¢ame as no surprise to
the hip-hop community. The alarm wailed in tracks like
Public Enemy’s “011 Is A Joke,” NW.A’s “F--- Tha Po-
lice,” and most recently in Kid

Days Of Rage: Talkin’ Bout A Revolution;
Fairfield Four Adds Its Style To Lyle Dates

IF HEALING harmonies and exuberant musical unity
were the need of the hour, you couldn’t ask for better than
the bill of the Fairfield Four and its African-American a
cappella gospel, opening for the remarkable Lyle Lovett
& His Large Band in a five-night stand at New York’s Bot-
tom Line. With roots reaching back to the '20s, the Fair-
field Four (all five of them, ages 58 to 76) has a new Warner
Bros. disc due later this month. Its participation in Lo-
vett’s eurrent club tour acknowledges his careerlong em-

brace of a rainbow of styles: country,

Frost’s “I Got Pulled Over.”

What followed the verdict in
King’s case was the dark explosion
of a vision expressed by artists from
Tracy Chapman in “Talkin’ Bout A
Revolution” to Living Colour’s
“Time’s Up.”

There may be no excuse for the

L

folk, gospel, blues, jazz, western
swing, and more, all tapped on his
current MCA album, “Joshua
Judges Ruth.” Lovett’s stature
these days might be measured by
the star power in the audience dur-
ing the five nights. Among those on
the list: director Robert Altman, for

rage that destroys homes, stores,
neighborhoods, and lives. But there
are explanations aplenty that rap-
pers and other songwriters have
been voicing for years.

“I thought, how can I explain this to my grandehildren,”
said George Bush of the videotaped beating of King after
a predominantly white jury declared it lawful. How also
might Bush explain giving his first major speech on the
crisis in our cities only after L.A. was burning down? Or
sending armed troops to a city—but not teachers, housing
advocates, or job counselors much earlier?

And how will the music industry now respond, after
enriching itself as the artistic channel of this rage? Most
important will be the moral leadership that artists can of-
fer. As Garland Jeffreys declares on his current disc, “Lift
yourself up and find the answer.”

But if a benefit concert were ever called for, involving
all corners of the L.A. music community, this is the time.
Artists and execs in Los Angeles ought to look around and
recognize this is indeed their hometown, every sprawling
mile of it, whether chic or impoverished. Sure, money could
be raised for the rebuilding effort in South Central L.A.
and elsewhere. But as important would be a show of unity
by artists from every musical genre, African-Americans,
Latinos, Anglos, and more, to prove, as Rodney King said
days ago in a wavering voice, “We can get along here. We
can all get along.”

by Thom Duffy

whom Lovett performed in his new
movie “The Player,” Helen Gurley
Brown, Rosanne Cash, Marc
Cohn, Bob Costas, John F. Ken-
nedy Jr., Matthew Modine, Elizabeth McGovern, Tim
Robbins, Susan Sarandon, and G.E. Smith.

THUNDER FROM DOWN UNDER: The Wizards Of Oz
Tour, boasting nine of the most notable acts from Aus-
tralia, plays a six-night showcase Sunday-Friday (10-15) at
the Palace Theater in Los Angeles in a tour organized by
Export-Music Australia. On the bill: the Angels, Beatfish,
Kate Ceberano & the Ministry Of Fun, Club Hoy, Deb-
orah Conway, Pearls & Swine, the Poor Boys, Rick
Price, and last-minute addition Ada Christensen, replac-
ing the Black Sorrows ... Yothu Yindi, the Aboriginal
band whose single “Treaty” was a hit in Australia, opened
a U.S. tour May 9 in Tampa, Fla,, promoting its U.S. debut,
“Tribal Voice,” on Hollywood Records.

ON THE BEAT: “Time Will Tell,” a feature film cele-
brating the life of Bob Marley, to be screened May 9 dur-
ing the Washington, D.C., film festival, will have its formal
premiere May 28 at the Nu Wilshire Theater in Santa
Monica, Calif. PolyGram Diversified Entertainment is
planning a pay-per-view broadcast of the film in July.
Island/PLG Records plans a new Marley boxed set, home
video, and tribute tour in September.
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THE RISV
BL IFEBEAT LIVEe

LIFEBEAT LIVE!, produced by Bob Caviano and Ron Delsener, to be held at Madison Square Garden's
Paramount Theatre, will launch LIFEBEAT, the music industry's first national not-for-profit organization
to fight AIDS. Proceeds from this event will establish LIFEBEAT, and also be dispersed to existing
AIDS service organizations. LIFEBEAT will provide life-saving information and valuable referral services.

TAKING CARE OF OUR OWN
To find out how you can join the effort, call: 212-245-2058

DESIGN COURTESY OF QW MAGAZINE
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uciAa
EXTENSION

Entertainment Studies

Learn From Top
Professionals in
the Music Industry

Whether you are interested in one course or an entire
curriculum, UCLA Extension provides the highest level
of instruction and course content to help you achieve

your career and personal goals

Our courses are continually updated and expanded to
keep pace with current trends and events as well as
the latest in music technology. And you'll have access
to recognized leaders at the forefront of their fields,
chosen for both their professional accomplishments and
their ability to communicate.

The following are some of the courses we offer
this summer:

eThe Anatomy of a Record Company,

Debbie Caponetta, Director of Artist Development,
Charisma Records

e The Music Video Industry Today: The Process, the

Players, the Opportunities, Antony Payne, President
and Executive Producer, Gasp! Productions

eMusic Marketing in the "90s: An Integrated

Approach, Celia Hirschman, National Director of
Product Management, A&M Records

eRecord Sales and Distribution: From the Label to

the Consumer, Nancy Shamess, National Accounts
Director, IRS Records

elegal and Practical Aspects of the Recording and

Publishing Industries, Richard Schulenberg, JD,
music industry attorney

eThe World of the Agent in the Entertainment

Industry, Ben Bernstein and Rob Heller, Senior
Agents, Triad Artists

ePersonal Management in the Music Industry,

Laura Engel, personal manager

eMusic Supervision for Film and Television,

Gaylon Horton, music supervisor whose credits
include Postcards from the Edge and Ferris Bueller's
Day Off

oA Musician’s Guide to Home Recording,

Peter Mclan, producer and engineer whose credits
include Mr. Mister

Join us for this special FREE program:
Preparing for a Career in the Music Industry
Sunday, September 13, 9 am-5 pm
UCLA: 2160-E Dickson Art Center

Leading professionals answer your questions about

career training in their fields. Opportunities for
I counseling and enrollment at a discount are available.
For more information about these and other courses in
recording engineering, electronic music, film scoring, and
music history and theory call (310) 825-9064 and ask for
your free copy of the Professions in the Entertainment
Industry Summer Quarter catalog. Outside Southern California,
call (800) 388-UCLA. Or fax us at (310) 206-7382. HL B61

Summer Quarter Begins June 20.
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ARTISTS IN CONCERT

|

THE WINANS
Northrop Auditoriuim, Minneapolis

THE JACKSON family might
never get together onstage except,
perhaps, as part of TV's “Family
Feud.” By contrast, the Winans, the
first family of gospel, have no prob-
lem squeezing five different acts as
well as numbers by the full fami-
ly—Mom & Pop Winans and 10 chil-
dren—into the Winans One Family
World Tour.

On a tour that marks the first

time the entire family has perfor-
med together, their concert April 22
at Northrop Auditorium in Minne-
apolis was seamless but not overly
slick, long though smartly paced,
and, in short, homey, heavenly, and
hip.

The Winans' contemporary gos-
pel sound is as sleek, soulful, sophis-
ticated, and, at times, streetwise as
the latest R&B from Mariah Carey,
Luther Vandross, and Boyz 11 Men.
That doesn’t mean the Winans’ 2}-
hour performance was as stirring as

gospel queen/evangelist Shirley
Caesar had been earlier that week
in Minneapolis. The Winans don’t
have an electrifying female vocalist
like Caesar, but those mighty Win-
ans brothers certainly threw down
for the Lord in the second half of the
concert.

The entire family, dressed in styl-
ish white suits of varying designs,
opened the evening with jazzy har-
monies on “Brotherly Love,” and
then the singing children gathered
around the piano to hear Mom sing
and play an old-time gospel number.

(Continued on page 14)

THE GOOD TIMES ROLL AT NEW ORLEANS JAZZ FEST

(Continued from page 10)

the Neville Brothers’ stage as Aaron
Neville sang “Amazing Grace” in the
traditional closing of the festival.

This year the Nevilles also helped
kick off the festival with a small
party at Tipitina’s, hosted by their
label, A&M Records. Ostensibly, the
party was to honor a contingent of
Maori musicians who had befriended
the Nevilles in their New Zealand
homeland. There was little doubt,
however, as CDs of the brothers’
brand-new “Family Groove” album
were being passed out at the door,
that the event also had a certain pro-
motional value.

Later in the week, Domino Rec-
ords hosted a party at Storyville
nightclub in honor of local blues art-
ist John Mooney and Cajun musician
Rusty Kershaw, both of whom are
making debuts on the label. Pro-
ducer Rob Fraboni, who is a Domino
founder, attended the party along
with other label executives.

Blacktop Records, meanwhile,
hosted its annual “Bluesarama” at
Tipitina’s. On tap for the evening
were local guitar masters Earl King
and Snooks Eaglin, among many
others.

Among the nighttime concerts
produced by the Jazz Festival itself
were several powerful, if at times ec-
lectic, lineups. Rockers Huey Lewis
& the News, backed by the Tower Of
Power horns, were matched with
Fats Domino and Dr. John on one
bill. Another night saw Little Feat,
Rickie Lee Jones, and Zachary Rich-
ard on the same stage (at different
times). Other shows included “Dizzy
Gillespie & the 75th Birthday Cele-
bration All-Stars,” an evening of gos-
pel with Al Green, Clarence Founda-
tion & the Five Blind Boys, and local
favorites Joe “Cool” Davis and
Sammy Berfect; and an R&B revue
with Charles Brown, Dr. John, Gate-
mouth Brown, Deacon John, and Oli-
ver Morgan.

Tower Records, located in the
French Quarter, has begun a kind of

ACTIONMART

The results are fast. The
reach 1s vast. And the call is
free! To place a Billboard
Classified ad, call Jeff
Serrette at (800) 223-7524.

minifest of its own with its second
year of free, live in-store perform-
ances scheduled daily during the two
weeks of the Jazz Festival. The
crowds were generally thick around
the makeshift stage, which hosted a
variety of acts, including the Dirty
Dozen Brass Band, Henry Butler,
Lonnie Brooks, and Marcia Ball.

Amid all the fun, however, the New
Orleans Jazz & Heritage Festival is big
business. Attendance has grown from
500 in 1970 to more than 300,000, with
40% of the attendants arriving from
out of town. According to a 1991 study,
the festival adds about $71 million to
New Orleans’ economy.

AMUSEMENT BUSINESS®
GROSSES
Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s} Capacity Promoter
PRINCE Sydney April $2,185,108 66,222 Paul Dainty Corp.
Entertainment 24,26+ ($2,901,870 six
Centre 27,29-30, Australian) sellouts
Sydney May 1 $45/
u2 Tacoma Dome April 20-21 $1,099,425 43977 Ivy Presents
THE PIXIES Tacoma, Wash. $25/ two Bill Graham
seliouts Presents
ERIC CLAPTON Charlotte May 2 $564,400 2575 Cellar Door
Coliseum $25/ sefiout Concerts
Charlotte, N.C.
ERIC CLAPTON Coliseum, April 28 $393,250 15,730 New Era
Birmingham- $25/ setout Promotions
Jefferson Civic
Center
Birmingham,
Ala.
ERIC CLAPTON The Pyramid April 29 $387,023 17,110 Mid-South
Memphis $32.50/ $22.50/ seltout Concerts
$20
YAN MORRISON The Paramount April 26 $340,500 11,008 Ron Deisener
New York $35/ $30 two Enterprises
sellouts
BRYAN ADAMS Target Center May 3 $272,358 12,998 Beaver Prods.
THE STORM Minneapolis $21 sellout
ELLA FITZGERALD Radio ity May 2 $265,950 5,760 Radio ity Music
Music Hall $50/ $40/ $30 seltout Hall Prods.
New York
BRYAN ADAMS Rosemont April 28 $258 660 11,49 Beaver Prods.
THE STORM Horizon $22.50 sellout
Rosemont, Il
VAN HALEN Hilton Coliseum April 18 $242,480 123715 Contemporary
THE BABY ANIMALS Ames, lowa $20/ seliout Presentations
Copyrighted and compiled by Amusement Business, a publication of BPI Communications,
Boxscores should be submitted to: Marie Ratliff, Nashville. Phone: (615)-321-4295, Fax: (615)-
327-1575. For research information and pricing, call Laura Stroh, (615)-321-4254.
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ARTIST DEVELOPMENTS

THE FABULOUS CHI-AL/

The Native Tongues, the New York
hip-hop collective that spawned A
Tribe Called Quest, De La Soul,
Black Sheep, and Queen Latifah, has
a new charting member—Chi-Alj, the
15-year-old rapper whose debut on
Violator/Relativity, “Fabulous Chi-
Ali,” has been on the Heatseekers al-
bums chart for the past month and
briefly scored on The Billboard 200.

“Coming from the Native Tongues
gave me a lot of experience,” says
Chi-Ali. “It was through them that I
met Baby Chris [Lighty, owner of Vi-
olator and his manager], who put me
in the studio and on record.”

The charting of “Fabulous Chi-Ali”
was a triumph of focused, grass-roots
marketing. Says Relativity product
manager Peter Kang, “Chi is young
and good-looking. We thought he’'d
have a base among young listeners
and we were right. They identified
with him right away.” The label re-
leased “Age Ain’t Nothing But A #”
as Chi-Ali’s first single “because he
was living proof of that,” says Kang.

An early marketing tool was a
comic book by artist Jock Bucking-
ham detailing Chi-Ali’s status. It was
serviced to retailers in advance of the
album or single. When product be-
came available, the label then made
use of the media—print, radio, and
especially television. “We want to do
as much TV and cable as possible,”
says Kang. So far, the artist has
appeared on BET, MTV, and local
outlets. Spots on Fox-TV’s “In Living
Color” and “Pump It Up” are tenta-

tive and forthcoming.

In April, Chi-Ali embarked on a
promotional tour of 10 New York high
schools, which made headlines when a
melee disrupted his visit to Erasmus
Hall High School in Brooklyn. Chi-Ali
blamed poor security by school au-
thorities.

“Roadrunner,” a second single
from “Fabulous Chi-Ali,” is being re-
leased with a remix by Ali and Shah-
eed, from A Tribe Called Quest, and
retracked vocals by Chi-Ali. “This

single is going to surprise a lot of peo- .

ple,” says Kang. “While the first sin-
gle came off as cute, this one will have
more bite; it’s a lot harder.”

Chi-Ali adds, “People’ll see I have
the skills. ‘Roadrunner’ will definitely
get me respect as a rapper. It will
win.’ HAVELOCK NELSON

MARS’ SOLO STRIDE

When Chris Mars was unceremoni-
ously dumped from the Replacements
just before the release of 1990’s “All
Shook Down,” few would have
guessed the drummer would be the
first Replacement to put out a solo
disc.

“It does feel good,” Mars says of
“Horseshoes And Hand Grenades,”
his Smash/PLG debut. “It's a bit
ironic—I didn’t expect it, but it
worked out real nice.”

After being ousted from the 'Mats,
Mars chose to focus on his other car-
eer—painting. Gradually, Mars,
whose sole lead vocal in the 'Mats was
a cover of the Sons Of The Pioneers’
“Cool Water,” released as a B side,

MENDES OFFERS CARNAVAL OF SOUNDS

(Continued from page 10)

says Mendes.

The album itself is a carnival of
sorts—a festive agglomeration of dif-
ferent styles, Brazilian and other-
wise, from funk to folk to rap to a
samba in three-fourths time written
by Hermeto Paschoal.

Most of the backing tracks were re-
corded in Brazil and later transported
to Los Angeles, where Mendes has
lived since 1965. There, the enterpris-
ing keyboardist/arranger/producer/
composer recruited some of his favor-
ite session musicians—drummer Jeff-
rey Porcaro, bassist Jimmy Johnson,
and guitarist Paul Jackson Jr.—to
layer their parts on top of the rhyth-
mic foundation.

Notwithstanding the appearance of
American musicians on the album,
Mendes says “Brasileiro” is his most
Brazilian work to date. While Mendes
is largely credited with introducing
bossa nova to American audiences in
the '60s and later bringing other Bra-
zilian forms into the mainstream here
via his outfits Brasil '66 and Brasil
77, until now he has never made an
album of purely Brazilian music.

As such, the recording of “Brasi-
leiro” took Mendes on a musical
journey through his homeland.
While in the Northeast, he met a
songwriter and guitarist named Gu-
inga whom he describes as a cross
between Villa-Lobos, Cole Porter,
and Ravel. Guinga contributed two
of the compositions on the record,
the haunting “Esconjuros” and an
acoustic gem called “Chorado.”

Then, in the Bahian city of Salva-
dor, Mendes heard a Brazilian
woman, Carmen Alice, singing in
English and decided he wanted to
use her on the album. The result is
the lead single and video, “What Is
This,” an English-language rap with
heavy percussion and a contagious
chant.

Mendes says he hadn’t planned to
use a rap on the album until he
heard Alice’s voice. “When I heard
the girl singing in English and she
explained to me she’s an English
teacher in Salvador, I thought it was
so pure and very haunting, so we
kept it the way it is, in English sung
by an English teacher from Bahia
who never came to America.”

A 12-inch single for “What Is
This” has just been serviced to
clubs, and a video has been shot for
it, says Mendes. In addition, clips to
two other tracks, “Indiado” and
“Magalenha,” will be released to
such outlets as VH-1.

“The videos really capture the
musie, the mood, the sun, the whole
thing,” says Mendes. “They’re very
live. We have some scenes in down-
town Szlvador during Carnaval.”

Mendes will also support the al-
bum with press interviews, TV per-
formances, talk-show appearances,
and possibly a tour, if he can figure
out how to render the sound of 100
percussionists in a club or theater
setting.

“We’ll need a big bus,” he quips.

began working on demos on his home
four-track machine. His wife, Sally,
who is also his manager, sent a few
tapes out.

“We were doing it kind of noncha-
lantly,” he says. “Then, to my sur-
prise, Smash called up and was really
interested.”

The album features 14 originals,
with Mars on vocals, drums, guitar,
and keyboards. He also did the cover
art. Bassist J.D. Foster, whose cred-
its include work with Dwight
Yoakam, the Silos, and Green On

Red, played bass on all the tracks,
with fellow Minneapolis rockers Dan
Murphy and David Pirner of Soul
Asylum contributing backing voecals,
and lead guitar and trumpet, respec-
tively.

Although Mars’ vocals sound dis-
tinctly different than Paul Wester-
berg’s, the album does have a "Mats-
like feel. “You know what they say
about peas in a pod and birds of a
feather,” he explains. “That’s why we
probably got together in the first
place, because we sort of thought the

same.”

A video, featuring Mars’ paintings,
for the us-against-the-world anthem
“Popular Creeps,” is receiving play
on MTV’s “120 Minutes,” but there
are no plans for a tour.

“Through the summer I'll be paint-
ing,” says Mars, who plans to show
his work in a Minneapolis gallery.
“When I get sick of that, I'll write
some more songs. It’s kind of nice to
have them both to bounce back and
forth to.” CRAIG ROSEN
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Furnished
Corporate
Suites for ARTISTS IN CONCERT
half the cost (Continued from page 12)
of a Hotel The whole family offered some old-
fashioned quartet-style gospel be-
fore turning the program over to
Stays of 30 days Debbie and Angie. With their deep
or longer voices and jazzy inclinations, they
sounded more like backup singers in
d‘ need of a lead singer (indeed, their
Coo t forthcoming group, Sisters, will
orporate - n o ihol 3
Apartments have another singer who is not a

Winans). Daniel Winans took over,
coming on like a low-key Marvin
Gaye without the sexiness. Mom &
Pop closed the first half with tradi-
tional gospel as he turned the swing-
ing “I Find No Fault” into a jump
blues that brought the concertgoers
at the half-full hall to their feet.

(800) 942-2787
(213) 878-2100
National

Reservations
(800) 888-0808

Los Angeles, Hollywood, San Fernando Valley

After intermission, the program
was devoted to the best-selling,

PUBI.II'I'Y
PRINTS

On Heavy Gioss Stock

Grammy-winning acts in the family.
BeBe & CeCe’s *‘Celebrate” wus
joyous funk that begged for a band
that played more crisply. “I'm Lost

ANDY CHAPMAN

MUSIC

Los Angeles, CA 90069

BLACK & WHITE 8X10’s Without You” was a tour de force, as

i CeCe's high-pitched pleading was

PUD"ShIn ] & 500 - $70.00 lOQO - 885:00 contrasted against BeBe’s gruff, re-
COLOR assuring crooning. Then the Winans

Administration 1000 - $396.00 (that’s four brothers) took the stage,
Anovelprces ';dh‘:’:mm": ;":‘"g dazzling with ensemble choreogra-

send 8x10 - Check Or M.O. ronies e

(310) 659-6884 phy, smooth harmonies, and tanta

lizing lead voals. As a singer, Marvin
Winans evoked the sweaty, sancti-
fied side of Marvin Gave, and he
even offered a brief sermon before
the entire family reappeared for the
Teddy Riley-produced hip-hop hit
“It’s Time.”

IR 8 4
Full color & B/wW Posters
composites - Cards - Other Sizes

LA A4
Send For Catalog & Samples

NOW ACCEPT'NG ’ Esln, Florica, DeotSBB
GREAT SONGS !

8833 Sunset BI. 5th Fl.

Springfleld, MO 65803
(417 869-9433 Or 869-3456

JON BREAM

The Genter of
Entertainment,
Business & Finance

I n keeping with the image of prestigious
tenants like Viacom, MTV and Billboard
Publications, One Astor Plaza,

One Astor Plaza features:
Completely renovated lobby level and

_ newly renovated elevator

cabs and systems
PLAZA

* Units from 5,632 sq. ft.
AT 1515 BROADWAY

the Theatre District’s premiere

address, offers an excep-tional

environment to distinguished * Full floors of 16,800 to
32,700 sq. ft.

* A 96,300 sq. ft. contigu-
ous block of space

entertainment, financial and
corporate institutions. Rising
54 stories and offering incom-
parable river-to-river views,

One Astor Plaza represents the For further information, call:

pinnacle of sophistication and Exclusive Leasing Agen!
elegance in design and construction.
Conveniently located on Broadway
between 44th & 45th

Streets, near all New York

City transpor-tation and

KOEPPEL
TE ER

Peter Riguardi

Edward DiTolla

(212) 935-9191
Managing Agent

COMPASS

MANAGEMENT AND LEASING, INC.

within steps of Broadway's
legendary theatres and
restaurants,

Preserving A Legacy Thru
Copyright Life After Death

SOMETHING TO THINK About:
One of the luxuries of writing a col-
umn is the privilege of getting a
subjective word in edgewise, cer-
tainly a no-no when doing news re-
porting. In last week’s Billboard
Report by this writer on the coming
era when the songs of the 20s and
'30s, the rightfully regarded golden
era of songwriting, will begin to en-
ter the public domain, mention was
made of a suggestion that Congress
approve continuing copyright life
for these songs (and for decades
that follow) not as a continuing lar-
gesse to mu-

June 10 at the Sheraton Hotel.
There will be a panel discussion cal-
led “Everything You Ever Wanted
To Know About Music Publishing,
But Were Afraid To Ask.” Moder-
ated by Maxyne Lang, president of
Williamson Music, the panel con-
sists of Martin Bandier of EMI
Music Publishing; Del Bryant of
BMI; John Mc¢Kellen of MCA Mu-
sic; Edward P. Murphy of The Na-
tional Musie Publishers Assn.;
and George David Weiss of the
Songwriters Guild of America.
Costs are $30 each for members and
one guest; $40

sic publishers
or the writers’
estates, but
society as a
whole.

The idea,
advanced by

Words a<Music

for non-
members.
Contact Hel-
ene Blue of
MPL in New
York for more
info.

at least one
songwriter

known to this column, Ervin Drake,
should be considered. But Words &
Music would narrow the focus: Let
the monies derived from life-after-
75-years copyrights be specifically
earmarked to preserve the legacy of
the pop song, from helping labels to
produce archival reissues to scho-
larly tomes or film or TV documen-
taries that keep the flame alive.

THI{EE FOR THE MONEY:
ASCAP says it has accelerated roy-
alty distributions from foreign soci-
eties to ASCAP members and in-
creased the number of foreign
distributions each year from two to
three. Foreign distributions include
monies received from affiliated for-
eign performing rights groups for
performances of members’ works
abroad. The first of the three distri-
butions was mailed to members two
weeks ago, while the two others go
out in August and December.

ASCAP has reported a 25% in-
crease in foreign royalties for 1991
over 1990. In an important develop-
ment last year, U.S. performing
rights groups helped persuade
members of CISAC, the interna-
tional confederation of performing
rights societies, to change their pol-
icy of paying sublyricists in their
territories a portion of royalties for
performance even when the original
English-language version was per-
formed. “Because of the popularity
of American music abroad,” ASCAP
notes, “this distribution rule had a
particularly discriminating effect on
American writers.” The change, ef-
fective Jan. 1, 1991, means that
when the original version of a song
is performed, the original lyricist no
longer has to share royalties with a
foreign sublyricist.

In ASCAP’s foreign distribution,
this change will be reflected start-
ing with the August distribution.

NOVV YOU CAN ASK: The New
York chapter of the American
Assn. of Independent Music Pub-
lishers hosts a special luncheon

by Irv Lichtman

ELVIS &
Def In Print: Hal Leonard ’ub-
lishing, in a deal with the Estate of
Elvis Presley and Joachim Jean
and Julian J. Aberbach, will exclu-
sively represent print songs recor-
ded by Elvis Presley. The agree-
ment, extending longtime Hal
Leonard involvement in Presley-as-
sociated songs, includes a revision
of the two-volume Elvis Anthology
songhooks. There will be several
other existing publications that will
be revised ... Also, Zomba Enter-
prises has made an agreement to
publish the print music of “Adrena-
lize,” Def Leppard’s first album in
more than four years, through Hal
Leonard. Initially, Hal Leonard has
plans to publish both melody
line/chord and guitar transeription
folios matching the “Adrenalize” al-
bum, as well as sheet music for sin-
gles as they are marketed. The mu-
sic print company also publishes
folios of the music from the group’s
other albums, “Hysteria,” “High 'N
Dry,” and “Pyromania.” The folios
are primarily guitar transcriptions
of the recordings as well as individ

ual sheet music from singles.

NICE GOING: CPP-Belwin has
been named publisher of the year
by the Retail Sheet Music Dealers
Assn. A presentation was made
April 25 at the closing of the associ-
ation’s national convention in Dal-
las. Denny Senseney, president of
Senseney Music, presented the
award to Sandy Feldstein, presi-
dent/CEO of CPP-Belwin. The
award is voted on by the member-
ship of RSMDA, representing print
retailers in the U.S. and Canada.

PRINT ON PRINT: The following
are the best-selling folios from
CPP-Belwin:

1. Brvan Adams, Waking Up The
Neighbours

2. Eric Clapton, From The Rush
Soundtrack

3. Garth Brooks, Ropin’ The Wind
4. Dire Straits, On Every Street

5. Extreme II: Pornograffitti.
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CYRUS DEBUT BREAKS COUNTRY SINGLES BARRIER

(Continued from page 8)

sette singles shipped.”

Miller says Mercury started releas-
ing commercial cassette singles last
June when he joined the label and has
“been doing it at least with the first
single on all developing acts. On the
‘B’ side, I try to put a minute’s worth
of three different songs off the al-
bum.” Miller would not indicate how
many copies the label typically sells
on such releases.

A number of factors appear to be
responsible for the “Achy Breaky”
phenomenon. Mercury set up the re-
lease of the song with a dance contest
at country dance clubs throughout
the U.S. and this seems to have pro-
vided tremendous exposure for the
artist. Some credit Cyrus’ obvious
sex appeal for the single’s success,
while all agree the song itself is
something special.

The videoclip for “Achy Breaky” is
in heavy rotation at CMT and TNN
and Mercury’s pop staff is working
the clip at MTV and VH-1. So far,
Miller says, VH-1 has added it only to
its country programming. Label head
Paul Lucks is currently constructing
a pop market game plan with Mercu-
ry’s New York staff.

RETAILERS EAGER FOR ALBUM

Meanwhile, retailers are eager for
Cyrus’ debut album, “Some Gave
All,” which is scheduled to hit the
stores May 19. Al Wilson at Straw-
berries reports: “We normally don’t
carry too much in country cassette
singles, but Billy Ray forced us to get
into this one, and we're carrying it
and doing very well with it.”

Though the single is selling, Wil-
son says the 139-store chain “didn’t
have as much out there as we needed
to have, so it didn’t sell as well as it
could. We had no way of knowing.
We just bought it and out of nowhere
this huge tidal wave reaction has
started coming out of our stores ...
The managers have called up saying
they need a ton of Billy Ray Cyrus
[albums], possibly as many if not

more than they were allocated on
Wynonna Judd.” Strawberries ex-
tends from Maine to the Washington,
D.C./Baltimore area.

Bob Morrison, singles buyer for
the California-based Wherehouse
(305 stores), refused to quote sales
numbers, but says, “We’re expecting
great things from [Cyrus]. He’s do-
ing very well for us in most of our
markets and we're really excited
about some country singles finally
starting to take some shape.”

As of May 4, Miller reports album
pre-orders of 360,000 units.

Will the success of Cyrus’ cassette
single prompt other Nashville labels
to begin releasing such singles
again? And are other labels willing to
go to pop radio with potential cross-
over acts?

Dave Wheeler, VP of sales and
product development, RCA/Nash-
ville says, “If I had a record like that
[Cyrus’], that is more of a country
dance record, I would certainly put it
out on cassette single.” He says he
has no plan for crossing acts to pop.
However, “There’s a real possibility
that we will go to AC radio with Lor-
rie Morgan’s ‘Something In Red,” and
it is possible that some of the Martina
McBride material might go to AC ra-
dio down the r