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*“] Knew That”

An Album That Genuinely Warrants
52 Minutes And 57 Seconds Of Your

Precious Time. On Capitol.
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Record Gos. Expand In Asian Region

‘Dragon Economies’ Fuel Affiliate Ventures

B BY ADAM WHITE

LONDON—As the “dragon econo-
mies” of Asia continue to fuel dou-
ble-digit growth for the music in-

dustry, the leading multinational
record companies are expanding
their interests in the region.

This activity includes opening
wholly owned or joint-venture affili-

The Year Of 4AD: U.K. Lahel
Sets Sights On U.S. Pop Mkd.

EBY LARRY FLICK
and THOM DUFFY

NEW YORK—Armed with the inter-
national success
of acts like Belly,
Wolfgang Press,
and Lush, as well
as a unique distri-
bution deal with
Warner Bros., en-
during U.K. alter-
native outlet 4AD Records is poised

BELLY

to make a dent in the U.S. pop mar-
ket.

The label shaped the British under-
ground rock sound of the '80s with
stark, effects-
driven releases
by Cocteau
Twins, This Mor-
tal Coil, and Dead
Can Dance and
also drew atten-
tion with its
(Continued on page 100)

UNREST

ates in territories where the labels
previously were represented by Ii-
censees, such as Taiwan, the Philip-
pines, and Indonesia.

Concurrently, the multinationals
are continuing to press Asian gov-
ernments for tougher copyright
protection in certain countries.
Pressure is being applied by U.S.
and European Community trade of-
ficials, working with IFPI, the rec-
ord companies’ international federa-
tion.

IFPI valued music piracy in the
region at more than $300 million in
1991, the most recent figures avail-
able. In Thailand, piracy of interna-
tional repertoire is reckoned to run
at levels of 90% or higher. The coun-
try now faces U.S. trade sanctions,
following the April 30 expiry of a
deadline for improved copyright
protection (Billboard, May 8).

The eight Asian markets most im-
portant to the music industry are

(Continued on page 95)

Pilots Ghoose
Altemative Path

W BY CRAIG ROSEN

LOS ANGELES—The decision by

STONE TEMPLE PILOTS

San Diego-hatched act Stone Temple
Pilots to turn down the much-covet-
(Continued on page 88)

Recent Signings Stoke
San Diego Music Scene

M BY CHRIS MORRIS

SAN DIEGO—On May 1 here, in
the middle of the verdant sprawl of
Balboa Park, the San Diego music
scene threw a com-
ing-out party for it-
self.

The  Starlight
Bowl, a 4,200-seat
outdoor amphithe-
ater nestled in the
1,000-acre park,
served as the site of
the city’s first May
Day Festival. Mounted by Bill Silva
Presents, the major local concert

promoter, and co-sponsored in part
by modern rock XTRA San Diego
(91X), the city’s alternative music
power, this mini-Lollapalooza, which
benefited the city’s homeless and
runaway youth pro-
grams, put 29 San
Diego bands in front
of nearly 3,000 spec-
tators.

On the main stage,
22 acts performed,
another seven played
acoustically on a back
lawn. From 11:30
a.m.-9 p.m., 20-minute sets by the

(Continued on page 87)
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New Gountry
Squeezes Oldies
0ff The Dial

B BY PHYLLIS STARK

NEW YORK—In much the same
way that oldies stations group
their music into pre-Beatles and
post-Beatles
eras, country
radio has un-
wittingly made
Randy Travis
the new bench-
mark of coun-
try musie.

Travis’ 1986
album, “Storms
Of Life,” is now
the oldest music heard in regular
rotation on most contemporary
country stations. As a result,
many older country artists have
found themselves virtually ig-
nored by radio.

Long credited with being the
artist who revived the “new tradi-
tionalist” movement in country,
Travis is used to being considerd a
pioneer. But he is somewhat baf-

(Continued on page 100)
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NAIRD Section: Indie
Distribs Evaluate Their
Changing Marketplace
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IN THE NEWS

Virgin Radio Launches
U.K. Format Scramble
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Written, arranged & produced by T.7.D.
Management: Lippman Enterzainmént.

Featuring the simultaneous
new singles and videos
She Kissed Me and

Do You Love Me Like You Say?.

COLIMBIA

“Columbia” Reg. U.S. Pat. & Tm. Off. Marca Registrada./
© 1993 Sony Music Entertainment Inc.*Exploring The Tension Inside The Sweetness
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Virtually every real band has to pay its dues. SOUL ASYLUM's paid up.
Long known as ¢ criminally-overiooked band, Sout Asylum never lost faith in their music—os their future.
Over nine years they raleased si¥ powerful albums to the delight of their core fans and critics everywiere, |

olaying just about every city in the country. And finally, their train pulled in.

“Grave Dancers Union” is Gold and gaining speed. Fresh off appearances on Letterman, |
Saturday Nigit Live, The Tonight Show, and the MTV"" Inaugural Fall, Sout Asylum iz now geariwg up [©
for Europedn stadium dates with Guns N’ Roses and MTV’s Altarnative Natior summer-.ong tolr with
Sain Doctors and Screaming Trees. Arriving next: the new single and video. Runaway Train, |fe
the follcw-up to their Top-5 Alternative and ACOR tracks Somebody To Shove and Black Gold.

“GRAVE DANGERS UNION” [&

*“MTV Lnolugged”: Wed., 6/2, 10om *Runaway Train: At your station now. F '

Look for Soul Asylum or tye Victaria Williams Benefit Album, “Sweet Relief.”
Produced by Michael Beinhpm. Mixed by Andy Wa_.lcce. Managenent: Addis/Wechsler & Associdtes, Los Angebes, CA

“Cofumbia” Reg. U.5. Pat. & Tm. Off. Mar>a Regisirada, © W93 Sony Music Ent wiaisment ec. Whal 3o you mecs you haven't meer teem live...
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Palmer Video Suspends Use Of PPT

Backer Of Rentrak System Wants More Hits

B BY SETH GOLDSTEIN

PALM SPRINGS, Calif —One of the most
vocal and visible recent advocates of Ren-
trak’s pay-per-transaction system has sus-
pended, at least temporarily, its participa-
tion in home video revenue sharing—and
won'’t begin stocking new PPT releases un-
til there’s a better selection of hit theatrical
titles.

Palmer Video, which owns a piece of
Rentrak and has been featured in its trade
magazine ads, claims revenue sharing
hasn’t done the job of increasing the 78-
store chain’s market share vs. Blockbuster.
“Quite frankly, the gains have been mi-
nor,” says Palmer executive VP Peter Mar-
go. “It doesn’t make a lot of sense” to con-
tinue taking PPT tapes.

Rentrak president Ron Berger, acknowl-
edging a slowdown in Palmer orders, sug-
gests the lull in the five-year contract is
temporary. “When we have the hits, they’ll
buy them.” And Berger, who claims record
March and April revenues, promises “a
very strong slate coming in 1993” that will
meet Palmer’s requirement of a $50 million
box office for any PPT addition.

Nevertheless, the lapse of the Union,
N.J.-based chain into inactive status is
something of an embarrassment to Ren-
trak, which promoted Palmer heavily as an
example of a major retailer that realized
PPT was superior to outright cassette pur-
chases. Palmer’s unhappiness underscores
Rentrak’s biggest weakness: its inability to
sign most of the studios to long-term con-
tracts guaranteeing the availability of ma-
jor releases.

Rentrak buys selections from suppliers
and then leases them at a fraction of sug-
gested list to PPT-equipped stores in re-
turn for a share of the rental revenues and
the income generated when the tapes can
be sold off, generally 60 days later. The in-
dependents and the two studios most active
in PPT—FoxVideo and MCA/Universal
Home Video—get their cut from the com-
pany.

Palmer was a feather in the cap for Ren-
trak when it came on board about a year
ago. The chain not only generated big pay-
ments, it also was considered an example
to a reluctant Hollywood that PPT is worth
trying. Warner Home Video and Columbia
TriStar Home Video, with among the stron-
gest release schedules, remain among the
most adamantly opposed to revenue shar-
ing.

Their reticence helped force Palmer’s

hand, according to Margo. Palmer had
hoped that by taking thousands of copies
of PPT titles like “Basic Instinct” and
“Alien 3,” the 35 stores carrying revenue-
sharing inventory would be able to wrest
business from Blockbuster outlets in New
Jersey. “We’ve seen a lot of big checks go
out,” indicating strong rental activity. Yet
at best, says Margo, the chain gained
“maybe 2%, not that significant really.”
Without more than one hit title a month
from Rentrak, he adds, “It’s very difficult
to make inroads.”

In fact, says Margo, Rentrak has been
shipping major releases even less frequent-
ly. The company “really doesn’t have any-
thing” in the $50 million category except
MCA/Universal’s “Scent Of A Woman,”
and Palmer likely will buy that through
normal distribution channels. “It’s a tough
go with the current product mix we have,”
he adds. Theatrically, “MCA is cold. Fox
has kind of been cold. It’s a real serious
problem for [Rentrak].”

Moreover, Palmer is forced to hang onto
PPT cassettes long after they’ve outlived
their rentability, Margo maintains. “After
10 days, we’ve satisfied all the demand” for
a heavily stocked title. By the time the tapes
are 2 months old and can be unloaded, the
demand for used product dumped by other
retailers has been satisfied as well.

Margo believes Rentrak will be particu-
larly hurt this summer going against titles
such as Warner’s “Unforgiven” and Co-
lumbia’s “A Few Good Men.” The chain, he
comments, will stay tied to the Rentrak
network “as long as possible” in the hopes
Berger can add studios. But, Margo em-
phasizes, “we’re hit-driven.”

Berger says Palmer’s focus on hits is un-
usual among the 2,700 PPT stores in the
U.S. About 200 outlets, accounting for ap-
proximately 10% of Rentrak revenues, buy
major releases deep enough to give cus-
tomers what Berger describes as an in-
stock rental guarantee. Their purchases
are five to six times that of a conventional
retailer. Nearly everyone else, he says,
buys three to four times as deep, providing
so-called “increased consumer satisfac-
tion,” or buys a mix of major and minor ti-
tles to “keep customers coming back to the
store.”

Whatever the strategy, Berger is opti-
mistic title selection will improve. “We're
very bullish on FoxVideo’s release plans,”
he comments, including “Sandlot,” already
in theaters, and “Rising Sun,” due this
summer. Other deals already have been
struck for three $50 million-plus features,
as much as Berger will say. Meanwhile, he
claims he has no intention of removing
Palmer from his ad copy.

EBY JIM McCULLAUGH

LOS ANGELES—The Walt Disney Co. ex-
pects to eventually add 12-15 rental titles a
vear to its home video pipeline in the wake
of its recent pact to acquire Miramax Film
Corp.

The offbeat independent is responsible
for such hit arthouse movies as “The Cry-
ing Game,” “My Left Foot,” “Hear My
Song,” “Enchanted April,” ‘“Passion
Fish,” and “sex, lies and videotape.” How-
ever, those titles are not included in the
Disney deal because they are part of pre-
existing agreements Miramax has with
other distributors.

According to Bill Mechanic, president of
international theatrical and worldwide vid-

Disney Angles For Rental Boost
Via Acquisition Of Miramax

eo for Disney, the studio “will create a
Miramax label and identity ... The great-
est impact will be on the [future] rental
side.”

Disney’s Buena Vista Pictures Distribu-
tion announced its acquisition of Miramax
April 30. Published reports and analysts
value the deal at about $60 million. It had
been reported initially that Miramax
founders Harvey and Bob Weinstein were
seeking $80 million.

New York-based Miramax will become
an autonomous division of Buena Vista,
and will function as an independent pro-
duction, acquisition, marketing, and distri-
bution company. The Weinstein brothers
have been signed to five-year contracts to

(Continued on page 101)
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ways it inspired him.
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CROSBY'S ‘ROAD’ WELL TRAVELED

Singer/songwriter David Crosby is emphasizing the singing as-
pect of his talent lately. For “Thousand Roads,” his new album
on Atlantic, Crosby rounded up tunes from a stable of writers,
including Phil Collins, Joni Mitchell, and Jimmy Webb. He talks
with Craig Rosen about the recording process and the many

THE WOMAN ALONGSIDE STERN

She’s taken some heat for being Howard Stern’s sidekick, but
Robin Quivers is cool as a cucumber when discussing her vari-
ous roles in the syndicated morning show. Phyllis Stark has the
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Rivals React To Virgin Radio Launch
U.K. Stations Retool, Add Album Cutsl

@ BY MIKE McGEEVER

LONDON—On the heels of the April
30 launch of national album-rock sta-
tion Virgin 1215 AM, many U.K. ra-
dio stations have adjusted their play-
lists to include more album tracks,
and some have revamped their for-
mats totally, in attempts to forestall
a loss of older listeners.

Billboard’s monitoring of several
U.K. stations over the past few
weeks, including top 40 Capital FM/
London, revealed a noticeably in-

Used-CD Clash
Hits Stations’
Ad Budgets

@ BY ERIC BOEHLERT

NEW YORK—Radio station owners
have long complained that record la-
bels don’t spend enough money ad-
vertising on radio. The recent contro-
versy over the sale of used CDs has
given stations another reason to wor-
ry about shrinking record company
ad revenue.

Caught between three major dis-
tributors—WEA, CEMA, Sony Mu-
sic—and retailers that sell used CDs,
stations suddenly stand to lose tens
of thousands of dollars in advertis-
ing.

WEA, CEMA, and now Sony (see
page 50) have announced they are
cutting off all co-op ad support to re-
tailers who carry used CDs. The
three companies fear the increasingly
popular used CDs undercut their abil-
ity to sell new product at full price.
The co-op withdrawal will translate
into a substantial loss of business for
some local radio stations.

At modern rock KKNB Lincoln,
Neb., record stores represent one of
the station’s most lucrative and fast-
est growing ad categories, according
to PD Melinda Meyer. Most of the
spots are purchased by two local
chains, Pickles and Twisters, both of
which sell used CDs. The new label
crackdown will mean “a big hit for
us” in terms of lost revenue, says
Meyer.

While the WEA, CEMA, and Sony
ban does not affect every label, the
move will mean local stores “certain-
ly won’t be spending as much as they
used to” at KKNB, says station ac-
count executive Jaci Kalush. Pickles
owner Rod Ferguson estimates the
three distributors pay for nearly
three-quarters of all his radio co-op
advertising.

MAJOR CHAINS SPEND LESS
Theoretically, the co-op dollars that
once flowed through used-CD stores
could be transferred to outlets that
do not sell used product, such as na-
tional major chains. That would keep
the money pouring into stations. Few

though, expect that to happen.
“[National] chain stores are not
spending that much money with
us,” says Bea Cameron, general
sales manager at WAVF Charleston,
S.C. The station’s PD, Dave Rossi,
agrees, saying, “The only time we
hear from them is at Christmas
time.” He and others point out large
chains are usually not inter-
(Continued on page 80)

creased number of album tracks be-
ing played.

National pop station BBC Radio
One FM is bracing to lose some of its
older listeners to Virgin. The national
network, which will be Virgin’s main
head-to-head competitor with 19 mil-
lion listeners a week, is targeting its
core audience of 15-t0-35-year-olds
more closely, according to controller
Johnny Beering. “The over-35s are
the sort who will defect [to Virgin],”
Beering says. “Our mission is to at-
tract the 15-to-35-year-olds as we
have outlined in our mission state-
ment. They are our core.”

Although Radio One FM recently
debuted an album-chart show and
axed one of its two top 40 chart
shows, the network’s executive pro-
ducer and editor, Paul Robinson, de-
nies those moves were a direct re-
sponse to Virgin,

Former top 40 outlet 210 FM/Read-
ing has axed rap, techno, and dance
from its playlist in favor of more
adult contemporary and classic-rock
tracks. The station’s program con-
troller, Graham Ledger, claims the
change was not entirely a pre-emp-
tive strike against Virgin.

“Before, we were 50% chart driven.
That does not do the business any-
more,” he says. “We have to be pro-
viding what the target market wants.
We are aiming at a wide spectrum,
but we have to concentrate on the 25
to-44-year-olds. [The format change]
wasn’t just Virgin.”

Mark Story, PD of Piccadilly Radi-
0's top 40 and oldies stations, warns

Wy

Virgin Radio owner Richard Branson,
left, and presenter Chris Evans at the
U.K. station’s launch with a wax figure
of Madonna—who the two promise
will never be heard on the national
album rock station.

stations that efforts to meet Virgin
head on by tweaking or revamping
formats with album tracks will be
damaging. Story contends, “We have
to add more choice. If your format is
wrong now and doesn’t stand up,
then it was wrong before. It is a little
too late to start reacting to some-
thing like Virgin.”

STATION MAY MOVE TO FM
Meanwhile, Virgin owner Richard
Branson says he is initiating a cam-
paign to get his station on the FM
frequency. He is set to have talks
(Continued on page 100)

Rudi Leads On. After signing a new long-term contract to continue as president
and CEO of BMG International, Rudi Gassner, left, is congratulated by BMG
chairman/CEO Michael Dornemann, center, and Bertelsmann AG president/
CEO Mark Wossner.

@ BY DEBORAH RUSSELL

LOS ANGELES—Faces familiar to
MTV viewers soon will get wide-
spread exposure via syndication
and feature-film projects with the
creation of the network’s new MTV
Productions.

The newly formed production
company will work in partnership
with Viacom Entertainment to de-
velop projects for television. Via-
com will get a first look at broad-
cast network, first-run, and any
projects created by MTV Produc-
tions for cable exhibition on chan-
nels other than MTV.

“For years people have wanted to
get at the ‘MTV franchise’ and the
product MTV creates,” says Mi-
chael Klinghoffer, senior VP of pro-
gram, production, and development
at Viacom Entertainment Group.
“We now have the chance to tap
into MTV as a talent source. They

MTV, Viacom Form
Production Branch

have a great history—most recent-
ly with Denis Leary—for making
people very famous.”

Negotiations are nearly com-
plete, and announcements are immi-
nent regarding forthcoming broad-
cast or cable-TV projects created
for current MTV on-air personal-
ities, he says.

A project is in development with
the MTV news department, and
other possible TV projects include
an action-adventure series, maga-
zine-format information shows,
game shows, situation comedies,
and entertainment, music, and com-
edy specials.

The formation of MTV Produc-
tions also paves the way for the cre-
ation of movies for theatrical re-
lease that will be financed and dis-
tributed by motion picture studios.

A feature film based on the MTV
short “Joe’s Apartment” is in devel-

(Continued on page 90)

Alliance Moving To Become
Major Entertainment Force

@ BY ED CHRISTMAN

NEW YORK—Alliance Entertain-
ment, which owns Bassin Distribu-
tors and Encore Distributors, is nego-
tiating several separate deals that, if
completed, will be aimed at growing
the company into a major force in the
music and entertainment businesses.

In an apparent move to build a na-
tional independent distribution net-
work, New York-based Alliance En-
tertainment, which was formed by fi-
nancier Joe Bianco, is proposing to
buy Elk Grove Village, I1l.-based M.S.
Distributing. In addition to M.S.,
sources say Alliance continues to
look for other wholesalers that would
complete the network.

In a separate move, Alliance Enter-
tainment has signed a letter of intent
to merge itself into Trinity Capital
Opportunity Corp., a “public shell”
company that at the end of trading
May 4 was quoted at $4.68 in the Nas-
daq OTC market. If the merger deal
is completed, it will immediately net
Alliance about $22 million, with the
opportunity to realize an additional

Trade Applauds Thai Piracy Grackdown

WASHINGTON, D.C.—Jay Ber-
man, president of the Recording In-
dustry Assn., of America, and Jack
Valenti, president of the Motion Pic-
ture Assn. of America, met May 3
here with Thailand Commerce Min-
ister Uthai Pinchaichon and de-
clared the Thai government should
be given a chance to continue ef-
forts to crack down on its domestic
pirates of U.S. records, tapes, and
movies.

The meeting followed an April 30
U.S. decision to impose trade sanc-
tions in 90 days if efforts are not
successful (Billboard, May 8).

A letter detailing the meeting be-
tween Berman, Valenti, and Pin-
chaichon will be circulated to chief
lawmakers on Capitol Hill, accord-

ing to the RIAA. It gives the Thai
official increased political leverage
to accomplish the enforcement ac-
tions at home,

U.S. Trade Representative Mick-
ey Kantor can retaliate by with-
drawing the country from a favored
nation status or imposing tariffs on
Thai goods, or both.

Thailand has been cited as failing
to protect U.S. intellectual property
rights since 1989, but in recent
months has begun a successful in-
country crackdown on bogus manu-
facturers of U.S. recordings and
movies, sensing that the Clinton ad-
ministration will make good on its
warnings.

A U.S, trade source says ‘“‘the
heat is intense” on the pirates, and

that between 3 million and 5 million
bogus cassettes already have been
pulled from shelves in Bankok and
other cities.

Ten other countries, including
Korea, Poland, and Taiwan, face
rare, out-of-cycle status reviews,
and if their enforcement plans are
not in place by the summer, also
could be subject to the new Admin-
istration’s resolve to use retaliative
measures in the trade act’s Special
301 proposals when needed.

Taiwan recently passed a bilater-
al protection agreement worked out
with USTR that suggests piracy
levels may drop drastically. Howev-
er, it will still receive a specific ac-
tion proposal in three months.

BILL HOLLAND

$46 million if outstanding warrants
are redeemed.

The firm also is involved in negotia-
tions to acquire Premier Artists Ser-
vices, the Coral Springs, Fla.-based
management company that handles
Frank Sinatra and Liza Minnellj,
among others (Billboard, May 1).

As for the proposed M.S. acquisi-
tion, both parties say they are in-
volved in “preliminary discussions.”

Jerry Bassin, president of Miami-
based Bassin Distributors, says, “Al-
liance is in the business of improving
its position in the music business, and
we are always on the lookout for
what we think are strategic acquisi-
tions. Currently, we are exploring ev-
ery avenue available, whether it be
entertainment companies, one-stops,
or [indie] distributors, that we can
mesh with to improve our company.”

If completed, a deal for M.S. would
move Alliance beyond the music in-
dustry into video distribution, while a
Premier deal would bring the firm
into the broad entertainment busi-
ness. A source familiar with Premier
says the attraction of that company is
that it is “heavily involved in a lot of
other areas of the entertainment
business.”

Alliance, which previously operat-
ed under the name Bassin Acquisi-
tions Partners, acquired two-thirds of
Bassin in fall 1991, and then in De-
cember 1992 acquired Encore. Alli-
ance was put together by Bianco,
who raised funds by issuing deben-
tures and some equity through the
private placement market from
CIGNA, the Connecticut-based finan-
cial company.

In February, Alliance refinanced it-
self by raising $50 million, again in
the private placement market. In that
deal, which was underwritten by
Tucker Anthony, the company raised
$28 million in senior debt, $14.7 mil-
lion in senior subordinated notes, and
$7.3 million in preferred stock.

Those funds were used to repay
CIGNA, as well as to buy back an op-

(Continued on page 94)
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New Acts Generate Industry Growth

M BY BEN LISS
and CYNTHIA WALLACE

The recent history of the music business
reveals a collective failure to nurture new
talent. Today, music interests—promoters,
retailers, labels, and radio—are polarized
and factionalized as never before. Emotion-
al ties to outdated practices have caused an
inability to capitalize on changing audi-
ences. Music businesses have
become so focused on maxi-
mizing short-term revenues
that few think of nurturing the
next generation of artists and
their fans.

Unless the lessons of our in-
dustry’s recent past are used
to initiate meaningful change,
we are doomed to repeat mis-
takes and, in doing so, we jeop-
ardize our future.

Some music industry segments have
come to depend on the advent of entertain-
ment technology as a means of revitaliza-
tion. But reliance on surges of catalog
sales in newer, more expensive formats,
while neglecting the development of new
artists and changing audience needs, is
sapping the core vitality of our business.

During the last decade, we have seen too
few new artists develop enduring careers.
Many of the largest-grossing tours and
best-selling recordings were produced by
established artists who emerged in the
"70s.

Three signposts signal what may lie
ahead in the ’90s. First, an aging popula-
tion means a shrinking youth marketplace,
a market that traditionally has been consid-
ered the industry’s lifeblood. The core 12-
to-19-year-old group is losing nearly 1 mil-
lion teenagers annually. From aging baby
boomers to babies, radical changes in life-
style and social conditions are taking place
at a dizzying pace.

Second, much of the growth experienced
in music industry revenues during the '80s
can be attributed to pricing inflation. Pric-
ing inflation disguises our industry’s collec-
tive failure to contain costs, develop new
talent, and tap new revenue streams.

Third, the megahit mentality remains

TOP 40 TESTAMENT

Enough already with all the talk about the
death of top 40. While top 40 radio has seen
better days ratings-wise, the audience is
still there, only they’re sitting in front of
the TV set. Top 40-oriented MTV, The Box,
and VHI share a large chunk of the audi-
ence. The very healthy sales of singles in
the CD, cassette, 12-inch and 7-inch for-
mats indicate that the audience is as huge
as ever, but top 40 radio is more of a sup-
plement to the video side, and the more
that the stations get in line with what’s be-
ing programmed on television, the healthi-

er the radio audience will be.
Jimi LaLumia
Record Connection
Lake Ronkonkoma, N.Y.

‘LION’ DOESN'T SLEEP
As a South African archivist and musical
historian, I have noted your reports con-

the predominant marketing philosophy be-
hind record releases and concert tours. The
premise is that sufficient profits can be
squeezed from a select group of artists in
order to subsidize the overwhelming num-
ber of live and recorded performances that
fail to generate profits. Our industry’s
messianic hope that a few smash hits will
toss off above-average returns, while most
miss the target by wide margins, is like

‘Breaking new acts
entails time,
investment, and
planning’

Ben Liss is executive
director, North American
Concert Promoters Assn.
Cynthia Wallace is an
independent management
consultant in Virginia.

coming to a duel wearing a blindfold.

In this environment, new artists are left
to fend for themselves just when their ca-
reers need carefully coordinated marketing
strategies, during a critical period when
the combined good will and expertise of
various entities could make the difference
between success or failure. In a number of
instances, managers, labels, and promoters
have failed to communicate their strategies
to one another and to retailers and radio
stations. The pitiful results of this inability
to coordinate speak for themselves.

Creative marketing is the challenge fac-
ing our industry in the '90s. Many non-tra-
ditional opportunities are surfacing, and
the splintering of music audiences has cre-
ated a brand new set of marketing possibil-
ities. Engaging in more effective and cost-
efficient marketing techniques as an indus-
try will help educate and excite consumers
about creative musical works. The key to
growth in the "90s will be to keep the pipe-
line flowing with new and developing art-
ists and increasing the per capita consump-
tion of popular music.

SoundScan and other information suppli-
ers have proven the far-reaching benefits
that touring has on an artist’s career. But
touring is an enormously risky and expen-
sive undertaking that requires careful

planning to maximize the beneficial ef-
fects. A long-term approach to developing
and nurturing new talent, along with a re-
examination of industry risk/reward for-
mulas is desperately needed.

Music interests must make a strong com-
mitment to nurturing talent and cultivat-
ing new consumers. Attitudes need to be
softened and industry segments need to re-
focus, unite, and act to make our industry
thrive once again.

New artists can also learn to
help themselves by stemming
the upward ratcheting of
costs. Acts have the greatest
stake in controlling rising
costs because increases must
be borne by their fans in the
form of higher ticket and retail
prices. Some artists have taken
the lead to aggressively pro-
mote themselves through fre-
quent touring and by employing profes-
sional advice to better manage the cost of
their creative work. In these price-sensitive
times, those who cannot or will not reform
inefficient business practices will be eaten
alive.

Breaking new acts entails time, invest-
ment, and planning. Strategic partnerships
between labels, promoters, retail, and radio
can be successfully forged if mutual re-
spect is shared with those who assume the
financial risk for their decisions.

A crucial step is to institute constructive
dialog. Challenges can be better under-
stood if examined within a larger context
and exposed to a wider breadth of vision.
The causes that have brought us to this
point in time—an inability to forge strate-
gic alliances, shrinking resources, an un-
willingness to take on risk, audiences that
are drifting away, a lack of creative imagi-
nation—must be broken for the good of all
concerned.

As we stand on the edge of a new centu-
ry, lessons from our recent past serve as a
road map. The key to our industry’s long-
term competitiveness will be uniting vari-
ous music industry segments in order to
develop and sustain the careers of emerg-
ing artists on a consistent basis.

cerning the “Lion Sleeps Tonight” copy-
right wrangle with a certain ironic interest
(Billboard, April 17). From a moral stand-
point, the recent legal “resolution” of this
dispute is an irrelevancy; neither Folkways
nor The Richmond Organization can claim
this most famous of African melodies as its
own. Both “The Lion Sleeps Tonight” and
its immediate predecessor, “Wimoweh,”
are directly based on the 1939 recording by
Solomon Linda’s Original Evening Birds
called “Mbube” (Zulu for “the lion”).
Interested parties can consult the origi-
nal masterpiece on the “Mbube Roots” re-
issue album (Rounder CD 5025), where
they will hear that composer Linda’s vocal
and last falsetto refrain are indisputedly
the melodic source for the later American
hit records.
Rob Allingham
Archive manager
Gallo Music Publishers

RECORD CLUBS DAMAGE CD ‘VALUE’

How can any of the majors think used CDs
diminish the “perceived value” of their
product by selling at about $10 for a $15.98
list CD, when in the current BMG CD club
catalog I can buy an unlimited number of
CDs for $4.99 each?

Let’s be real here. It's the major-label-
owned clubs that are diminishing the per-
ceived value of CDs, not the used-CD bins.
As a small retailer, how can I compete with
the clubs when I'm paying twice as much
wholesale for what a CD costs through the
clubs?

Karen Richey Welle
Owner/manager

Omni Music

West Yellowstone, Mont.

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.
Letters should be submitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Susan Nunziata, Billboard, 1515 Broadway, New York, N.Y. 10036.
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Academy Of
Country Music
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Song of the Year

Boot Scootin' Boogie
RONNIE DUNN
PRAYING MANTIS MUSIC
TREE PUBLISHING CO., INC.
BROOKS & DUNN

1 Still Believe In You Jg"_
VINCE GILL 4

" ¢

BENEFIT MUSIC |
Something In Red %.
ANGELA KASET \

COBURN MUSIC USA |
LORRIE MORGAN |

Two Sparrows In A Hurricgne
MARK ALAN SPRINGE
MURRAH MUSIC /
TANYA TUCKER | A

/
/A
Entertainer of lh? Year '

BILLY RAY CYRU
TRAVIS TRITT gg

Top Male vvﬁ.lisp
BILLY DEA

VINCE GI ’
DOUG STONE

Top Female Vocalist
LORRIE MQRGAN

McBRIDE & TI-F RIDE

Top 'Vocal vet
BRGOKS & DUNN
/ J0E DIFED
iunls LeDOUX

PATTY LOVELESS and
DWJGHT YOAKAM

TRAVIS TRITT and
MARTY STUART

Album of the Year

Brand New Man .
BROOKS & DUNN
SCOTT HENDRICKS

(Producer)
DON COOK (Producer)

Come On Come On
JOHN JENNINGS
(Producer)

Some Gave All
BILLY RAY CYRUS
JOE SCAIFE (Producer)
JIM COTTON (Producer)

1 The Chase
'ALLEN REYNOLDS
" (Producer)

Wynonna
WYNONNA
TONY BROWN
(Producer)

Top New Male Vocalist

BILLY\RAY CYRUS
COLLIN RAYE

Top New
Female Vocalist

MICHELLE W\lGHT (PROC)

Top New Vocal
Dvet or Group

CONFEDERATE RAILROAD
GREAT PLAINS

Video Of Thl\’ear

Don't Let Our Lpve
Start Slippin' Away
\ VINCE GILL

. Lord Have Merc}
On The Working Man
TRAVIS TRITT

Two Sparrows In
A Hurricane
TANYA TUCKER
JOANNE GARDNER {(Producer)

Single Record
of the Year

Achy Breaky Heart
BILLY RAY CYRUS
JOE SCAIFE (Producer)
JIM COTTON (Producer)

Boot Scootin' Boogie
BROOKS & DUNN
SCOTT HENDRICKS

(Producer)
DON COOK (Producer)

Love, Me
COLLIN RAYE
JOHN HOBBS (Producer)
JERRY FULLER (Producer)

Straight Tequila Night
JAMES STROUD (Producer)

Two Sparrows In
A Hurricane
TANYA TUCKER
JERRY CRUTCHFIELD
(Producer)

Drums
STEVE DUNCAN

Guitar
JOHN JORGENSON
BRENT MASON
Keyboard
JOHN HOBBS
MATT ROLLINGS
Steel Guitar
SONNY GARRISH
JAY DEE MANESS
Fiddle
MARK O'CONNOR

Bass
BILL BRYSON

Specialty Instrument
BELA FLECK (Banjo)

TERRY McMILLAN (Harmonica)

We proudly salute our songwriters on their ACM Award nominations =~ [
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Upheat Quarter For British Record Biz
Recession May Be Ending, Analysts Say

B BY DOMINIC PRIDE

LONDON—Britain’s record business
is taking cheer from upbeat sales fig-
ures for the first quarter. News of
stronger sales are set to hearten the
business here, which last year saw
the first decline in value since 1980
(Billboard, Feb. 27).

The value of trade shipments rose
8.8% to $238 million (151.6 million
pounds), according to figures from
the British Phonographic Industry.
The news comes as economic ana-
lysts are confidently predicting the
beginning of the end of the recession
here.

Album sales were up 14.4% to 30.2
million units, fueled by a strong in-
crease in midprice and budget prod-
uct, says the BPI. The figures show a
lesser pickup in the value of deliver-
ies, up 9.6% to 132 million.,

PolyGram U.K. chairman Roger
Ames tells Billboard he remains
“very cautiously optimistic that this
is the beginning of the end of the
slump.”

In recent months, British record
companies have had to contend with
negative consumer press stemming
from a government inquiry into CD
prices (Billboard, May 8). While this
has built up the perception that CDs
are overpriced, it has not led to a
slowdown in the format’s acceptance.
The first-quarter figures show that
CD now represents 62% of all album

units and has become the dominant
format in singles with 40% of all unit
sales.

“People are now asking themselves
if the price is too high, which is a
tragedy,” says Ames. But the cus-

tomer doesn’t appear to be price-led.
The 7-inch single is cheaper than the
CD single, but the [7-inch] sales are
falling right off. People have a choice
between CD and cassette, and they

(Continued on page 100)

B BY ADAM WHITE

LONDON—MCA Music Entertain-
ment Group wants a larger piece of
the world.

The only major-label combine
without an extensive web of its own
international affiliates, MCA is now
planning to forge such a network in
a dozen countries or more. These
are expected to include France,
Spain, and Italy in the first 12
months.

“I would be disappointed if we
didn’t see a 30% to 50% increase in
sales in any given territory where
we started our own company,” says
Al Teller, chairman of the MCA Mu-
sic Entertainment Group. The ex-
pansion program will be directed by
the former president of Sony Music
Europe, Jorgen Larsen. He is join-

MCA To Forge Int’l Weh;
Larsen To Spearhead Effort

ing as London-based president of
MCA Music Entertainment Interna-
tional, a new post.

The MCA group, which com-
prises the Geffen and GRP labels
as well as MCA Records, is estimat-
ed to generate revenues of some
$300 million outside the U.S., with a
market share under 4%. It is distrib-
uted and licensed worldwide via
BMG International, except in Ger-
many, Japan, and the U.K., where
there are MCA companies. There is
also an MCA affiliate in Canada.
The heads of these four companies
will now report to Larsen.

MCA’s competitors each operate
from 30 to 40 (and up) of their own
affiliates worldwide, with non-U.S.
revenues exceeding the $1 billion
level. MCA has historically depend-

(Continued on page 95)

Koch Lands National DRG Distribution Goup

Cast, Cabaret Recordings 1st Under Exclusive Deal

B BY TRUDI MILLER ROSENBLUM

NEW YORK—Koch International
USA has become the exclusive na-
tional distributor of independent spe-
cialty label DRG Records.

The first DRG releases under the
new agreement will be the cast re-
cording of the Japanese tour of “The
Fantasticks,” starring Tom Jones;
the cast recording of “Nunsense 2";
“Crazy World,” a cabaret album by
K.T. Solomon; and the soundtracks to
“Olivier, Olivier,” “Europa, Europa,”
and “The Last Days of Chez Nous.”

New York-based DRG has won
three Grammy Awards since its in-
ception in 1976. Its catalog includes
such artists as Lena Horne, Tony
Bennett, Fats Waller, and Karen
Akers, as well as numerous Broad-
way cast albums and film sound-
tracks.

In deciding to go with Koch, DRG
CEO Hugh Fordin says, “I find
there’s nobody better than Koch to
sell catalog. Coming from their expe-
rience in classical, which is catalog
too, they’re experts at it.”

According to Koch CEOQ Michael
Koch, the addition of DRG fits per-
fectly into his overall game plan,
which is to ‘“‘concentrate in each
genre on one to three key players,
which allows us to maximize the po-

tential of each label. We don’t make
the mistake of carrying 50 to 100 la-
bels in each category and then having
them compete for bin space. We look
for catalog-driven labels with a long
shelf life. As [a] leading vocal, sound-
track and Broadway label, DRG is a
key independent that we're happy to
add to the roster.”

Koch’s strategy appears to have
paid off. The company’s 1992 sales
reached $20 million in the U.S. and
$100 million worldwide; Michael Koch
projects 1993 sales to hit $25 million
in the U.S. and $120 million-$130 mil-
lion worldwide. In addition, Koch In-

ternational USA releases earned nine
Grammy nominations this year, more
than any other independent distribu-
tor.

Koch International USA started
out distributing only classical music.
Having become a leading classical na-
tional independent distributor in only
six years, Koch decided to branch out
into other genres last year (Billboard,
July 11, 1992). Since then, Koch has
added a slew of diverse labels, won
two Grammys, and become the only
music company to make Inc. Maga-
zine's “Inc. 500” list, a ranking of

(Continued on page 101)

Platinum Deluxe. Epic executives present Sade and her band members with
double-platinum plagues commemorating sales of her album “Love Deluxe.”
The presentation took place at a postconcert party celebrating Sade's three-
sold out shows at New York's Paramount. Shown, from left, are Epic senior VP
of black music Hank Caldwell; band member Andrew Hale; Sade; Epic president
Dave Glew; band members Stuart Matthewman and Paul Spencer Denman; and

Epic executive VP Richard Griffiths.

Ronson Dies At 46, Leaving
New Solo Album Unfinished

B BY THOM DUFFY

LONDON—It seems somehow fit-
ting that Mick Ronson, whose guitar
and production work graced numer-
ous artists’ albums during the past
two decades, should have assembled
an all-star cast for his grand finale: a
solo album he will never complete.

Ronson died here April 30 of liver
cancer at age 46.

A rock’n’roll journeyman, Ron-
son’s glam-rock guitar helped propel
David Bowie to superstardom, and
his production work shaped hit rec-
ords by artists from Lou Reed to
Morrissey. Among those contribut-
ing to Ronson’s solo project, which
was being recorded at Maison Rouge
Studios in London, were Bowie,
Chrissie Hynde of the Pretenders,
and Ian Hunter, a longtime friend
and former band mate in Mott The
Hoople.

“Mick’s thing was always about
working and improving, not about
making lots of money,” Hunter told
The Independent newspaper in Brit-

Constriuction Is Nashville’s New Boom

B BY EDWARD MORRIS

NASHVILLE—The growing popu-
larity of country music has
spurred a building boom on Nash-
ville’s Music Row as major record
companies and other music indus-
try-related firms invest millions in
new or expanded offices here.
Warner Bros. Records and MCA
Records are building headquarters
on the Row from the ground up,
and EMI Music has purchased and
is renovating and expanding the

old Combine Music building.

BMI has just announced it will
renovate and expand its Nashville
quarters in late 1995 or early 1996
(Billboard, May 8). In addition, the
performing-rights organization
plans to increase its Music City
staff from 125 to 350 with the ex-
pansion.

In recent months, ASCAP has
moved into gleaming new quarters
and Sony Music completed a major
renovation of its offices last No-
vember.

Gaylord Entertainment, which
owns the Grand Ole Opry and
Opryland, has three extensive
building projects on the drawing
board, two of them aimed at tour-
ists and scarcely a mile from Music
Row.

Located at 60 Music Square, East,
the MCA building will house under-
ground parking, two conference
rooms, an exercise room, and ap-
proximately 34 offices in its 15,000-
square-feet of space. The label will

(Continued on page 32)

Mick Ronson, circa 1974 (Photo: Mick
Rock/Star File).

ain. “His work was of great quality,
and will stand up long after a lot of
people who are flashier players will
be forgotten. On a personal level, he
was so kind and full of life.”

In a statement, Bowie said simply,
“I miss him tremendously.”

Hynde became acquainted with
Ronson a decade ago and enthusiasti-
cally accepted the recent invitation to
sing on his solo album sessions. “He
was a lovely man and [ feel very priv-
ileged to have known him,” she says.

Although never acclaimed—or par-
ticularly comfortable—in the role of
a solo star, despite two moderately
successful solo albums in the "70s,
Ronson enjoyed a string of reward-
ing collaborations as sideman or pro-
ducer with artists including Bowie,
Reed, Bob Dylan, Roger McGuinn,
David Johansen, Ellen Foley, and oth-
ers.

Tapes of Ronson’s recent solo ses-

(Continued on page 101}
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Led Zep, Floyd Boxes Score In Apnril Gerts

Kenny G, McEntire Albums Reach Multiplatinum

# BY CHRIS MORRIS

LOS ANGELES—Impressive boxed-
set sales highlighted a sluggish
month of certifications from the Re-
cording Industry Assn. of America in

Lahels Mate
Music, Crafts,
Gosmetics

B BY CARRIE BORZILLO

LOS ANGELES—Warner Bros.
and Rhino Records are hoping to
expand their consumer base by
looking to nonmusic retail outlets
to expose new releases.

Warner Bros. has compiled a 16-
track CD to be played at 150 The
Body Shop stores nationwide
through mid-May.

The CD, which is not commer-
cially available, features artists
who are environmentally active or
have written songs about environ-
mental issues. The Body.Shop
chain specializes in environmen-
tally friendly beauty products.

The compilation features such
established artists as R.E.M,, k.d.
lang, Paul Simon, and Talking
Heads, and newer acts such as the
Judybats, Zap Mama, Loreena
McKennitt, and Daniel Lanois.

Meanwhile, Rhino Records has
released the first two volumes in a
series of world music albums in
conjunction with the clothing, ac-
cessories, and craft chain Putu-
mayo. The set was compiled by
Dan Storper, owner of Putumayo,
which operates three stores in
New York and one in Washington,
D.C. Putumayo’s merchandise
also is distributed to 350 clothing
and gift stores nationwide.

Unlike Warner’s compilation,

(Continued on page 28)

RECORD COMPANIES. Vivian Scott is
promoted to VP of A&R for Epic
Records in New York. She was na-
tional director of A&R.

EMI Records Group appoints Mi-
chael Steele VP of pop promotion in
New York and Kevin Knee VP of
pop promotion, West Coast, in Los
Angeles. They were, respectively, VP
of top 40 promotion at MCA in Atlan-
ta and regional promotion manager
for EMI Records Group in San Fran-
cisco.

A&M Records in Los Angeles
names Teresa Ensenat VP of A&R
and Jay Hughen national manager of
metal promotion. They were, respec-
tively, VP of A&R for MCA, and al-
ternative promotion coordinator for
A&M.

Sheila Coates is appointed senior
national director of marketing, black
music division, for MCA Records in
Universal City, Calif. She was senior
director of product management/art

April.

“Led Zeppelin,” Atlantic’s four-CD
set devoted to the heavy metal group,
was certified quadruple-platinum; the
certification indicates sales of 1 mil-
lion, since boxed-set figures are
based on multiples of discs. ‘“Shine
On,” Columbia’s nine-CD Pink Floyd
retrospective, reached gold status
based on sales of 47,000 units.

Kenny G’s 1992 album “Breath-
less” reached the 4 million plateau,
while Reba McEntire scored her sec-
ond multiplatinum set with the dou-
ble-platinum 1990 album ‘“Rumor
Has It.”

April brought two new artists to
first-time platinum status: rapper
Snow, for his EastWest debut, “12
Inches Of Snow,” and R&B act Silk,
for its Elektra bow, “Lose Control.”
Country performers Trisha Year-
wood and Brooks & Dunn continued

their all-platinum ways, with certifi-
cations for “Hearts In Armor” and
“Hard Working Man,” their respec-
tive sophomore releases.

Silk also notched the month'’s lone
platinum single, “Freak Me.”

Gold album first-timers included
the Geto Boys’ Scarface, for his Pri-
ority release “Mr. Scarface Is Back”;
Twin Cities modern-rock unit Soul
Asylum, for its Columbia major-label
bow, “Grave Dancers Union”’; Stone
Temple Pilots, for “Core,” the San
Diego rock act’s Atlantic debut; and
country singer John Michael Mont-
gomery, for his Atlantic album
“Life’s A Dance.”

In the gold singles category, sever-
al new R&B and rap acts scored:
SWV with “I’'m So Into You’’;
Jade with “Don’t Walk Away”’; and
Duice with “Dazzey Duks.”

(Continued on page 28)

Hi, Hiatt. BMG Music Publishing executives announce the company has
purchased the Lillybilly Music catalog of writer/artist John Hiatt. Hiatt also has
re-signed an exclusive long-term co-publishing agreement with BMG Music
Publishing. Shown, from left, are Will Botwin, Hiatt's manager; Nicholas Firth,
president, BMG Music Publishing Worldwide; Hiatt; and Danny Strick, senior VP/
GM, BMG Songs.

Sunsplash Tour Lands Major-Label Support

8 BY MAUREEN SHERIDAN

KINGSTON, Jamaica—For the first
time in its 10-year history, the 1993
Reggae Sunsplash tour, which kicks
off May 28 in Honolulu, will receive
tour support from several major la-
bels.

“It’s a big change for us,” says
L.A.-based Sunsplash producer Tony
Johnson, recalling the struggle for
survival that marked the tour’s early
years. “We never had tour support,
because [no reggae acts] had record
companies.”

But that was before the reggae
rush of 1992, when the majors de-
scended on Kingston and went on a
wild signing spree. Of the artists on
the 1993 Sunsplash tour, four—Tiger
(Chaos/Columbia), Shinehead (Elek-
tra), Inner Circle (Atlantic), and Afri-
ca’s Majek Fashek (Interscope/At-
lantic)—have label deals. In addition,
a live album on MCA, “Reggae Sun-
splash Live,” will be promoted by the
label via advertising during and after
the tour. The album was recorded at

EXECUTINE

SCOTT

STEELE

development at Virgin.

David Yeskel is promoted to senior
director of national sales for the Poly-
Gram Label Group in New York. He
was director of sales.

Nancy Williams is promoted to di-
rector of production at Liberty Rec-
ords in Nashville. She was manager
of production.

Capricorn Records in Nashville
promotes Bob Goldstone to VP of
sales, G. Scott Walden to director of
artist development, and Michelle
Oltmann to artist development coor-
dinator. They were, respectively, na-

the 1992 four-day home fest held in
Montego Bay and features tracks by
Dennis Brown, Barrington Levy,
Marcia Griffiths, Ninjaman, and the
Mystic Revealers.

Griffiths and the Mystic Revealers
appear on this year’s Sunsplash bill,
along with Freddie McGregor and
Africa’s Majek Fashek. Skool will ap-
pear as backing band and Tommy
Cowan as master of ceremonies.

Commenting on reggae’s present
popularity, Johnson acknowledges
that the “unprecedented music indus-
try support” of recent years has been
an important element in fueling the
music’s momentum, and is encour-
aged by reports of reggae’s rising in-
ternational clout. But Johnson cau-
tions against the hype that already
has inflated the expectations of reg-

(Continued on page 88)

GN’'R Cancel 4 U.S. Gigs After Glark Tumble

NEW YORK—Guns N’ Roses can-
celed four shows on its U.S. tour af-
ter rhythm guitarist Gilby Clark suf-
fered a broken wrist in a motorcycle
accident.

Clark was taking a test run April
30 on a motocross course in Castaic
Lake, Calif., in preparation for a May
8 celebrity race to benefit the T.J.
Martell Foundation for Leukemia,
Cancer and AIDS Research. Doctors
at the Henry Mayo Hospital in Valen-
cia report there was no nerve or mus-

KNEE

ENSENAT

tional sales manager, artist develop-
ment assistant, and product manage-
ment coordinator.

Cassandra Love is promoted to
black music marketing representa-
tive, Northwest branch, for Sony Mu-
sic in San Francisco. She was account
service representative,

Robb Moore is appointed director
of publicity and video for 4AD in Los
Angeles. He was national director of
retail/marketing for Frontier/BMG.

Nathan McGough is named A&R
manager at EastWest Records in
London. He was manager of the band

TURNTABLE ;

cle damage, though there was liga-
ment damage and four fractures to
the left hand and wrist.

Ironically, the gigs that were can-
celed, in Cincinnati, Providence, R.1.,
Albany, N.Y., and Amherst, Mass.,
had been postponed earlier this year
due to severe winter storms. There
are no plans to reschedule the shows.

Clark’s injury likely will not affect
Guns N’ Roses’ 25-city tour overseas,
which is slated to begin May 25 in Tel
Aviv, Israel. LARRY FLICK

L.A. Music Fest
Ends In Violence;
6 Are Arrested

LOS ANGELES—A Cinco de
Mayo festival sponsored by top
40/rhythm station KGGI River-
side, Calif., was shut down by lo-
cal police May 3 when violence
broke out in and around the River-
side Convention Center.

Seventy officers were called to
the scene to quell the fighting and
vandalism. According to Riverside
police officer Lt. Gary Nissen,
there were six arrests for a vari-
ety of offenses including assault
with a deadly weapon. Three stab-
bing victims were taken to the
hospital, and gunshots reportedly
were heard. No arrests were
made in relation to the stabbings
and it was unclear whether they
occurred inside or outside the ven-
ue, according to the police.

(Continued on page 87)

YESKEL

COATES

Happy Mondays.

PUBLISHING. Elias Andrade is promot-
ed to director of Latin operations for
EMI Music Publishing in New York.
He was manager of Latin operations.

BMI promotes Leslie Morgan to
associate director of corporate rela-
tions in New York and Christopher
Galotta to associate director of writ-
er-publisher administration in Los
Angeles. They were, respectively, ad-
ministrative assistant, and assistant
to the director of writer-publisher ad-
ministration.

SHAPIRO

RELATED FIELDS. Yehuda Shapiro is
named marketing director for Virgin
Retail Europe in London. He was
manager of promotion at EMI Clas-
sics in the UK.

Harriet Brand is appointed direc-
tor of talent and artistic relations for
MTV Europe in London. She was di-
rector of international marketing and
promotions for EMI in Los Angeles.

Colleen Hue is named head of ex-
ternal affairs at U.K. collection body
Phonographic Performance Ltd. in
London. She was marketing and PR
officer for the BRIT School.

ANDRADE
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“It would be incredible if you could
create music so perfect that it would
filter through you like rays

and ultimately cure.”

— Jimi Hendrix

L MCAC/D - 10829

' Presented in a package worthy gf a l/egen};,

this unsurpassed Jimi Hendrix retrospective 48
features 20 remastered classics — T

) classics that have been'covered by evenyone
from Clapton and Sting¥o The Cure, - .
Red Hot Chil)Peppers and thelKronos Quartet. ¥

d The album also incliides a full-coor booklet
of photos, steries andart.
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~ Released concurrently wﬂ%h the opén\ing
ﬁ \ of the Jimi Hendrix Exhibition,
,. The Ultimate Experience wiil be folloqud
bylessential reissues-from the Hendrix catalog,
» rémaste@pndglabomtelx repagkaged. |
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oY -, For the entire RACA Music Entertainment Group —
'l Nincluding MCA Records, Uni Distribution Corp.,
" MCAYPublishing and Winterland Productions —
working with the legacy, &fviimi Hendrix
is an Eyperience Without equal.
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Croshy Changes Paths For New Set
Friends Share ‘Thousand Roads’ Journey

B BY CRAIG ROSEN

LOS ANGELES—*“Thousand Roads”
may be David Crosby's “Nick Of
Time.” A comparison to Bonnie Raitt’s
1989 Grammy winner may place high
expectations on the set, but Atlantic
Records senior VP and one-time Raitt
manager Danny Goldberg says he
hasn’t felt this way about an albuin
since “Nick Of Time,” and even Crosby
admits being inspired by Raitt’s work.

It was “Nick Of Time,” featuring
Crosby on backing vocals, that made
the singer/songwriter realize he could
record an album drawing heavily from
outside sources for material.

Crosby says, “I realized that Bonnie
hadn’t written all of that, and vet she
had made those songs hers by taking
the songs that really expressed what
she felt and by singing them that way
... I said, “You know David, you don’t
have to write the whole thing. What
vou have to do is sing the whole thing”’
1 thought by using other people’s

songs, I could get a much wider palette
of colors to work from.”

The concept, also sat well with
Crosby’s manager, Bill Siddons.
“When David originally approached me
with the concept, I said, ‘You just
struck gold,” Siddons says.

“Thousand Roads,” out May 4, con-
tains the current AC hit and rising Hot
100 entry “Hero,” which Crosby wrote

DAVID CROSBY

All The Rage: Slah Switches
Labels, Retains Signature Style

B BY CHRIS MORRIS

LOS ANGELES—"Anywhere But
Here,” the first video from Raging
Slab’s new Def American album,
“Dynamite Monster Boogie Con-
cert,” released April 27, is, like most
of the other promotion for the rec-
ord, a little unusual.

According to guitarist/vocalist
Greg Strzempka, the video was shot
on a miniature golf course outside

RAGING SLAB. Paul Sheehan, Alec
Morton, Mark Middleton, Elyse
Steinman, and Greg Strzempka.

L.A., and features diminutive
former “Diff'rent Strokes” star
Gary Coleman cavorting with a
group of life-sized marionettes upon
the links.

“He is absolutely spectacular,”
Strzempka enthuses about Cole-
man. “The guy is such a pro. Sitting
next to him, you feel like you're in a
sitecom. I still don’t believe it hap-
pened.”

The video-making experience was
clearly a positive one for Strempka,
who cackles loudly as he describes
the shoot. The musician says his
band, which started up in New York
nearly a decade ago and now resides
on a farm in Pennsylvania, is enjoy-
ing its partnership with its slightly
eccentric, rock-oriented L.A.-based
label.

The Slab formerly was with RCA,
which released its self-titled major-
label debut in 1989 and cut a second
unreleased album with the group.

“The two labels couldn’t be more
different,” Strzempka says. “RCA
seemed to be eternally unsuccessful
at selling rock bands ... After the
bad experience at RCA, I can’t be-
lieve Def American has given us

(Continued on page 19)
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with Phil Collins, and “Yvette In
English,” a first-time colluborative ef-
fort by Crosby and Joni Mitchell. In
addition, Crosbhy covers tunes by
Jimmy Webb, Marce Cohn, John Hiatt,
Paul Brady, and Stephen Bishop.
Crosby also turned to a number of
different producers, including Collins,
Don Was, Glyn Johns, and Phil Ra-
mone. The list of all-stars lending in-
strumental or vocal support includes
Collins, Webb, Jim Keltner, Graham
Nash, .Jackson Browne, and the late
Jeff Porearo.
Croshy’s last solo effort, 1989’s “Oh
Yes I Can,” was released by A&M, but
(Continued on page 18)

Greta Grins. Members of Mercury recording act Greta meet with ASCAP’s
Mike Badami, second from left, following a show in Austin. Shown, from left,
are Greta’'s Kyle Baer, Badami, and band members Josh Gordon, Scott
Carneghi, and Paul Plagens.

ONIG OF THE FIRST things you notice about Tina Tur-
ner is how easily she laughs. It is neither a nervous giggle,
nor a high-pitched cackle, but a graceful flowing laugh that
gently punctuates her comments; one that hints at a past
life hard fought and victoriously won. But it is not a laugh
of complacence.

If she were complacent, she would not be embarking on
her first U S. tour in six years; she would not have changed
labels in the U.S. after her domestic record sales began
to lag dramatically behind international sales; she would
not have reconstructed many of her

Tina Returns: U.S. Tour, Album In June;
Movie Biography Follows Close Behind

here flirting, trying to get men.” Men might think that’s
my style, that I'm really coming on to them, like ‘Come
to my room’ or . .. I've always been 4 bit leery about that,
s0 it’s more fun working with girls and not guys. I think
it was a safety device as well. It all happened sort of
psychologically, but I rather enjoy it.”

Turner will be performing many of her old hits on tour,
as well as the three new songs featured on the soundtrack
album, including first single “I Don’t Want To Fight,” and
“Why Must We Wait Until Tonight,” written and procuced

by Jeft “Mutt” Lange and Turner’s

old hits for the soundtrack to the up-
coming Touchstone Pictures movie
of her life, “What’s Love Got To Do
With [t.” If she were complacent,
she would have stayed home in Eur-
ope, where she’s lived for many
years now.

“I’d been having fun across the

good pal, Brvan Adams. Their deep
friendship didn’t keep Turner from
initially despising the demo of the
tune. “The song came to Europe,
and I thought, ‘Oh, 1 hate this song;
it’s too jazzy for me.” I told Roger
[Davies, manager] to tell Bryan [I
didn’t like it ]. Roger’s such a stinker,

™

waters, [but| it was time to get back
here and wake the people up a little
bit,” says Turner. Since she’s been
away, she notes, “Everything has
changed in America: it’s a whole new generation, a whole
new world, a whole new everyvthing.”

Although initially reluctant to tour, Turner is warming
to the idea. “In the beginning, I didn’t want to leave home
[but] once I got out here and people were so excited, I
thought well, maybe it will be all right. I've been extremely
successful in other parts of the world, but my fans here
have missed out a bit.”

It was that feeling that her stateside career was not go-
ing as well as it should that made Turner opt to sign world-
wide to EMI UK., and switch in the U.S. from Capitol
to Virgin Records (Billboard, Jan. 16).

“We just made a decision to go ahead and leave [Capi-
tol], but it was done peacefully. I can’t say I owe the com-
pany, but they did give me a record deal when it was very
difficult to get one anywhere. So I appreciate what was
done there at least, and now I'm looking forward to what
Virgin will do.”

The June release of her soundtrack on Virgin coincides
with the kickoff of her first U.S. tour since 1987. The sum-
mer amphitheater/arena outing begins June 6 in Reno with
Lindsey Buckingham as an opener; Chris Isaak takes
over in mid-July.

With her trademark miniskirts and patented high-
heeled strut, it’s not always apparent that Turner courts
the women in the concert audience just as much as the
men, but she always has. “I started that years ago because
when T was playing the chitlin circuit in the early '60s,
black women, they can seem—make sure you say seem—
envious ot jealous. They’d sit there at the front table really
giving nasty looks. I thought, ‘T have to let them know that
I'm not a threat.” So I started to work to women way back
then just to say, ‘T'm performing for all of you, I'm not up

by Melinda Newman

he says he’s going to give it to Whit-
ney Houston if you don't take it. And
I'm like, ‘Give it to Whitney, give it
to anybody, I don’t care.” He never
told Bryan. So in the studio, I said to Bryan, ‘But I don’t
like the song.” We ended up recording it line by line and
you know what—it turned out really good.”

Turner says she enjoyed reworking many of her old clas-
sies for the movie, although some of them conjured up bad
memories. “The one that I hated—it’s not in the album—
was ‘Tina’s Prayer.” My stomach just wrenched as I was
singing it. It was a song written way back when I first
started chanting and [ was writing and praying to the gods,
all of them, just to get me out of the mess. [Touchstone]
chose all of the songs that [ absolutely hated [like] ‘A Fool
In Love,” but they worked good. Those songs have been
around for a long time and I can do them backwards. I just
get in there and do it. I didn’t dwell, by the way ... And
actually when T listen to the album, I don’t listen to those
songs.”

Though she can record forever, Turner wonders how
long she will keep up her high-octane shows. “Listen,
we're talking about my style. Mick Jagger and I are con-
sidered sexy on stage, right? Last night I was at the Es-
sence awards and I looked around and [saw] a lot of
women my age, but they can’t get up there and sing
rock’n’roll because their face doesn’t go with it, you know
what I mean? You get to a certain [point] where you can’t
be sexy on stage. I'm in my 54th year—60 is right around
the corner.”

Asked if she could bear performing her songs in a long
dress, standing still before a microphone, she replies, “I
might do it,” with a heavy sigh that betrays her displeas-
ure of such a notion, if not the physical impossibility. But
then comes that uplifting, reaffirming laugh and Turner
adds, “I tell you what, we'll just have to wait and see on
that one.”
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enter the kingdom..."

T0TO

is back From @ massive world tour
with a new record that rocks.

Check it out.... KINGDOM OF DESIRE.
The American Tour starts in June....Catch 'em live.

June 3 Austir, TX June ¥ Cleveland, OH
June 4 Dalla, TX June 15 Detroit, Ml
June 6 Atlarta, GA June 16 Chicago, IL
June 8 Bosten, MA June 17 Minneapolis, MN
June 9 New York, NY June 21 San Francisco CA
June 11 Philadelphia, PA June 22 Los Angeles, CA
June 12 Baltimore, MD June 23 Ventura, CA
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MUSIC PUBLISHING

“We wanted to use the title and that little
vocal melody from [“The Lion Sleeps To-

ARTIST
DEVELOPVMIENTS

THEY
FLAY!
MYS)

The members of
R.EM. have
always worn their
musical influences
on their collective
sleeve, but their
latest single, “The
Sidewinder Sleeps
Tonite,” was a
little too close
to the Tokens’
“The Lion Sleeps

night”] in [“The Sidewinder Sleeps To-
nite”],” Mills says. “We knew that if we
changed our title we could maybe have
done it, and nobody
would have known. But
the nod was obvious, and
as far as [R.E.M. lead
singer] Michael [Stipe]
was concerned, it was
the best title. We fig-
ured, rather than
change our artistic di-
rection, it would be ea-
sier to go ahead and see
what [G. Weiss, L. Creatore, and H. Per-
etti, the writers of “The Lion Sleeps To-
night”] would want to let us have it. So,
we called these guys and asked what
would be equitable for them. They said,
‘Well, we’d like it if you'd cover [“The
Lion Sleeps Tonight”|,” and we said, ‘0.K.,
what about a B side? And they thought
that was fine. We would never have
agreed to cover the song if we didn't like

MILLS

Tonight” for it. It’s something we've all enjoyed over
comfort‘ As R.EM. the years growing up. But we weren’t do-
bassist Mike Mllls ing it to get radio play; we were just doing

it to provide a B side and fulfill the terms
of our deal. I hear the writers are pretty
happy about the way it came out.”

explains, the band
found a unique
way to “cover”
itself.

Edited By Peter Cronin

“The Lion Sleeps Tonight” is published by
Alnlene Music Inc. (ASCAP)

JERKY BOYS ON CALL

Little did the Jerky Boys know when
they decided six years ago to record
prank phone calls that they would
become an underground comedy
sensation. They were, after all, just
trying to entertain themsehes on a rainy
day.

The two men made up characters for
themselves: I'rank Rizzo, the brash

Jrooklynite who tries to intimidate
prospective employers with phrases
such as “I'll push their fuckin’ heads in”;
Sol Rosenberg, a confused, elderly
sounding man who loses hix eveglasses
and calls his optician to try to find them;
and Tarbaj The Egyptian Magician, who
is as charming as he is sadistic.

Tapes of the phone ¢:lls were passed
hand to hand around the country,
eventually landing on the desks of music
industry executives, including Fred
Munao, president ol Select Records.

When the Jerky Bovs heard Select
might be interested, thev contacted
Munao in their inimitable way: “Hey
Fred, how many fuckin’ records you
want me to sell?” squawked Jerky Boy
Johnny B.

Munzo responded by signing Johnny
B. and his partner, Kamal, to a deal that
generated the self-titled debut, which
entered the Billboard 200 at No. 183 and

climbed to No. 148 in its second week.

(Continued on page 17)

o~
Bob Ludwig, the renowned mastering engineer and now a partner
in one of Portland’s newest, most exciting businesses, Gateway I
Mastering Studios. The most advanced studio of its kind. /'

How could a city like Portland, Maine lure such a music business j
giant? In o word, quality. Of life. And of doing business the way it I
should be done — without hassles or big city congestion.

Famed for ifs coustal beauty, Portland’s just a short drive from
Boston and our fair city has a hell of o lot to offer. Museums
and galleries. Fine restaurants and funky food places. Music
~ mainstream and otherwise. Clubs that put you in the
mood, whatever your mood. An international girport — only
minutes from downtown — that will get you and your
clients where they need to be, fost.

Not to mention the foct that the Downtown Portlond
{orporation will work hord to make it easy for you to make the
move. How do low interest loans, site selection assistance and red
tape unraveling sound? They certainly worked for Bob.

Hey, you may never have thought ahout working anyplace other
than the place you are right now. But neither did Bob Ludwig —
until he saw Portland, Maine — and now he’s opened Gateway
Mostering Studios. So maybe you should check out Portiand, too.

Just call 1-800-874-8144 and ask for a free video
and brochure.

There's no catch. And it just might be enough to ure you and
your business.

Portlands Freshest Catch.

PORTLAND, MAINE

The City That Plays Well For The Music Industry

Downtown Portland Corporation
389 Congress Street « Portland, Maine 04101

‘W gateway mastering studios, inc.

1-800-874-8144

Benefit CD To Provide
Song’s ‘Discography’

UNSPARING EIFFORT, TOO: At
least 29 recordings of the Depression-
era standard “Brother Can You Spuwre
A Dime ™ —including a newly recorded
version by Tom Waits—will appear on
@ special CD this fall to help finance
the efforts of the National Coalition
for the Homeless.

Although a label is yet to be deter-
mined, the package is targeted for ve-
lease by Nov. 1%, the first “Brother
Can You Spare A Dime Day,” to gen-
erate national fund raising.

According to Morton Dennis Wax,
who is producing the CD, rights have
been obtained

handle a program on music titling. The
spokesman adds the society is hopeful
of further expansion of its computer
operations there. The spokesman, who
could not provide a specific time {rame
for further developments, was unable
to confirm whether these moves would
require staft relocations. BMI's move
calls for statfing of 225 more people in
Nashville, to come from the New York |
staft or from new recruits to fill slots
where staffers express no desire to re-
locate.

CITING “strategic alliances” as past
of  Zomba's

to all key re-
cordings of the
song, written
by E.Y. llar-
burg and Jay
Gorney in

WIII‘IIS&SMIISII}

growth as an
indie publisher,
Zomba Music
senior VP/GM
David Renzer
has made three

1932, In addi-
tion to finding
copies by
combing master vaults and from the
assistance of the Recording Industry
Assn. of America and the Interna-
tional Radio & Television Society,
the compilation also includes Waits’ re-
cording, funded “out of [the singer’s|
own pocket,” says Wax.

One particularly novel rendition
planned is that of Harburg himself, in
a live performance donated by DRG
Records.

Lined up in other versions are Rudy
Vallee (Epic), Bing Crosby (Sony),
Al Jolson, Barbra Streisand (Sony),
Judy Collins (Elektra), Ike Quebec
(Blue Note), Ronnie Lane (A&M),
Kenny Davern (MusicMasters).

Also, Phil Harris Hindsight/Welk
Musi¢ Group), Abbey Lincoln
(Verve), Sonny Criss (Muse), Connie
Francis (MGM/PolyGram), the
Weavers (Vanguard/Welk Musie
Group), Peter, Paul & Mary (Warner
Bros.), Chad Mitchell (Warner
Bros.), Cathy Chamberlain (Waimner
Bros.).

Also, Phil Alvin (Slash), Mel
Torme (Liberty/Capitol), Odetta &
Dr. John (Justice), Bob Wilber &
Kenny Davern (Concord Jazz), Leo
Reisman & His Orchestra (RCA/
BMG), Pat Hervey (RCA/BMQG),
Dave Brubeck (Sonv), Judy Roderick
(Sony)., Mandy Patinkin (Sonyv)
Jimmy Mundy Orchestra (Epic), and
Village Stompers (Epic).

Besides W, others closely related
to the project are Fred Karnas Jr., ex-
ecutive director of National Coalition
for the Homeless, and Ernie Harburg,
president of the sponsoring Harburg
Foundation.

IN VIEW OF BMI's major project to
consolidate its support functions to
Nashville—a relocation from the New
York area that involves some 225 statt-
ers (Billboard, May 8), Words & Musice
asked ASCAP if it had similir plans.
And it does indeed have some moves
in the works that appear to be on a
more limited basis. By the end of this
vear, a spokesman for ASCAP says,
the society will have a portion of its
computer operation. now centered in
New York, established in Nashville to

by Irv Lichtman

new arrange-
ments. It has
entered into a
long-tern publishing arrangement
with RHI Entertainment Inc., one of
the top indie suppliers of feature filins
and TV miniseries, including “Lone-
some Dove,” “The Josephine Baker
Story,” and a forthcoming TV version
of “Gypsy” starring Bette Midler.
Zomba will represent the music pub-
lishing forr RHI on a worldwide basis.
The deal was orchestrated by Zomba
Music West Coast VP Neil Portnow
and music consultant Steve Love.

In another move, Zomba hopes to
generate more commercial jingles via
New York-based Signature Sound,
which specializes in serving ad agen-
cies’ music needs (Zomba has had
product tie-ins with Classic Coke,
Sprite, AT&T, and Chrysler Trucks).

Zomba also has entered into an ex-
clusive print deal with Miami-based
CPP/Belwin in a deal negotiated with
Sandy Feldstein, company president.
First release under the new deal is a
folio for Poison’s new album.

IN ANOTHER CPP/Belwin-related
development, a new CPP/Warner
Bros. distribution agreement has rea-
lized a marching band promotion of a

new Warner publication for schools. A
choral “Sing!” promotion has been
mailed, contammg Warner titles. Con-
cert band, jazz ensemble, and orches-
tra promotions will mail this summer.

CPP/Belwin, in addition to its
Zombu ties, recently reached agree-
ments to represent for print the cata-
logs of Chrysalis Music Publishing;
Hamstein Musie, with music by ZZ
Top, Clint Black, and Little Texas,
among others; and Prince Street Mu-
sic, with music by Michael Masser,
Further CPP/Belwin ties include those
with UK.’s classical Fentone Music
Ltd. and Bradley Publications.

PI{INT ON PRINT: The following
are the five best-selling folios at Hal
Leonard Publications:

. Erie Clapton, Unplugged

. Aladdin, Soundtrack

. Bob Marley, Songs Of Freedom

. Pearl Jam, Ten

. Stevie Ra_\ Vaughan, Lightnin’
lues.
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“When you said, ‘Meet me at Le Dufy and let’s
monkey around,’ this is not what I had in mind.”

800-253-7997

1000 WESTMOUNT DRIVE
WEST HOLLYWOOD
CALIFORNIA 90069

*Offer based on availability.
Tax and gratuity not included.

“SUITE
SAVER”

“Escape to the city within the city. . .West Hollywood, California”

Billoodid s

1. International Buyer’s Guide: The worldwide music & video busi-
ness to business directory jampacked with record & video co's, music
publishers, distributors & more.

2. International Talent & Touring Directory: The source for US &
Intl’ talent, booking agencies, facilities, services & products.

3. Record Retailing Directory: Detailed information on thousands of
independent music stores & chain operations across the USA.

4. International Tape/Disc Directory: All the info on professional
services & supplies for the audio/video tape/disc industry.

S. Country Music Sourcebook: Lists personal managers, booking
agents, performing artists, country music radio stations & more!

6. International Recording Equipment & Studio Directory: All
the facts on professional recording equipment, studios & equipment
usage.

7. International Latin Music Buyer’s Guide: The essential tool for
finding business contacts in the latin music marketplace.

For fastest service call: 1-800-223-7524

{outside NY), in NY 1-212-536-5174 Or
1-800-344-7119 (outside NJ), in NJ 1-908-363-4156

Lad il

Mail compieted coupon to: Billboard Directories, PO Box 2016, Lakewood, NJ 08701

Name Lompany =
Address

Signature =

Check for $ enclosed. Charge:[J Visa (JMC [JAMX

Garg # Exp Digte

Please add $3 per directory for S&H, add $8 for international oraers. BDQP0393

Add applicable sales tax in NY, NJ, GA, TN, MA, IL & DC.

#copies Amount

1993 International Buyer’'s Guide (8057-9) $80

__ 1993 International Talent & Touring Directory (8042-0) $70
1993 Record Retailing Directory (8059-5) $99

— 1992 International Tape/Disc Directory (8054-4) $35

— 1992 Country Music Sourcebook (8053-6) $40
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