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This music documentary traces

the amazing life of Rock 'n' Roll's first

lady, from her humble beginnings in the Tennessee
cotton fields to the world's biggest concert arenas.

* New to Home Video with rare and unseen TV clips, featuring
48 minutes of her classic hits including: Steamy Windows,
What's Love Got To Do With It, Private Dancer and many more!

* Coincides with the release of the hit movie, “What's Love Got To Do With It,” Tina's first U.S.
four in 6 years, and her new release on Virgin Records; “What's Love Got To Do With It;” featuring
music from the motion picture, three new songs, and re-recorded versions of Tina Classics.

Distributed by:

» Exclusive interviews with her friends Cher, Ann-Margret, Mark Knopfler, Keith Richards
Mick Jagger and Elton John. Plus a surprising and candid interview with lke Turner. Cal #8122 F Strand Home Video
Solor/ Black and White / Approx. 1 hour 43 minules II Soatetoi sl H O

i, < . . . . : , .
— hi=1{F « This program is also available on Laserdisc from Pioneer Entertainment. Barcode: 095490-8122-3-1 1SBN: 1-156440-000.0  mmmmm 310)396.7011
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LABELS LOVE THE SINGLE LIFE

ADVERTISEMENTS

“TEXAS TATT00”

Leaving A Permanent Mark !

SINGLE / VIDEO
Exploding at country radio -
Heavy rotation at TNN

SALES
28% Soundscan increase

PRESS
Raves in Time and People

TEXAS TATTO0O0 TOUR
Kicks Off July 20

EPIC/NASHVILLE

ogonOgoOgooT
THEISTH ANNUAL

CONFERENCE AND AWARDS

NOVEMBER 3-5
HOTEL SOFITEL
LOS ANGELES, CA

(Waich Billboard for Details)
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New Technology
Takes Spotlight
At VSDA Meet

This story was prepared by Jim
McCullaugh in Los Angeles,
Seth Goldstein in New York,
and Earl Paige in Chicago.

LOS ANGELES—VSDA may
stand for the Video “Something”
Dealers Assn. after the conclusion
of the July 11-14 convention in Las
Vegas.

The second letter has always
meant ‘‘software’” (prerecorded
VHS and Beta cassettes), but that
is changing with new media now
beginning to attract retailer atten-
tion. Attendees at the 12th annual
meet will be bombarded by
speeches, seminars, and product
showcases on such interactive
technologies as CD-ROM, CD-I,
Sega CD, LaserActive, and CD

(Continued on page 118)

German Releases
Condemn Violence

W BY ELLIE WEINERT

MUNICH—Three records released in
Germany in recent weeks, including a
tap five single by the Virgin Records
punk act Die Toten Hosen, have tak-
en a stand against recent incidents of
racially motivated violence against
foreigners here.

The releases by Die Toten Hosen,
singer/songwriter Konstantin
Wecker, and an ensemble of German
schlager artists are the latest actions
by the music industry to condemn an-
tiforeigner violence in Germany.

Die Toten Hosen’s single “Sascha:
Ein Aufrechter Deutscher”’ (Sascha:
An Upstanding German) is a track
from the band’s recent No. 1 album in
Germany “Kauf Mich!” (Buy Me!).

(Continued on page 112)

Nashville Reinvestigates Cassette Format

EBY DON JEFFREY
and PETER CRONIN

NEW YORK—Nashville’s major la-
bels, in a distinct change of policy,
have re-entered the cassette singles
business, releasing titles from new
and established artists at a pace not
seen in the five years since the con-
figuration was all but discontinued in
country music.
Every major la-
bel in Nashville
has radically in-
creased the num-
ber of releases in
the cassette con-
WYNONNA figuration during
the past several months. Billboard’s
Hot Country Singles & Tracks chart
for July 10 shows 13 out of the top 20
songs are available on cassette sin-
gle, up from four of the top 20 just a
year ago.
David Watland, singles buyer for

Western Merchandisers, which racks
more than 1,100 Wal-Mart stores and
operates the 106-outlet Hastings
chain, says country songs now consti-
tute 20% of the top singles for his
rack and retail accounts. “A year ago
we didn’t have one, except Billy Ray
Cyrus.”

Despite strong sales, labels contin-
ue to show their caution about sin-
gles by deleting hit titles before de-
mand has died. Watland says his
stores moved 115,000 copies of Cyrus’

(Continued on page 119)

Indies Invade Hot 100

B BY CRAIG ROSEN
~and CARRIE BORZILLO

LOS ANGELES—Independently dis-
tributed singles
are making record
gains on the Hot
100 Singles chart,
with four indie ti-
tles currently in
the top 15.

Radio program-

R
DUICE

mers attribute the activity to a num-

(Continued on page 13)

Sub Pop Stays True To Roots
As It Branches Beyond Seattle

B BY CHRIS MORRIS

LOS ANGELES—Suk Pop Records,

H BY CARRIE BORZILLO

LOS ANGELES—Restoration proj-
ects undertaken by Georgia State
Univ. and a handful of radio sta-
tions are preserving
some valuable and
historic radio broad-
cast archives. Unfor-
tunately, at hun-
dreds of other heri-
tage stations,
volumes of valuable
archives have been
lost or are rotting
away in storage rooms because the
stations have never bothered to
save or protect them.

Stations Begin To See Need
For Preserving Their Archives

Such legendary outlets as WABC
New York, which signed on in 1919,
have almost no archives from their
early years. In WABC’s case, some
of the few remaining archives are
what production di-
rector Johnny Dono-
van has saved from
the early days of
rock’n’roll for his
own personal collec-
tion.

Carson Schreiber,
RCA’s Western re-
gional director for
country music, encountered the
problem first hand when he had

(Continued on page 39)

the independent Seattle label known
as the primary incubator for the lo-
cally bred grunge rock explosion, is
not only about Seattle anymore.
While the label attained national

SEBADOH

VELOCITY GIRL

attention as the breeding ground for
Nirvana and a host of other promi-
nent bands from Seattle and Wash-

(Continued on page 13)

IN CHART NEWS

Barbra Streisand
Bows At No. 1 With
‘Back To Broadway’
‘Sleepless In Seattle’
Wakes Up Soundtrack
Sweepstakes

PAGE 116
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AUGUST25  Smiony

MOME VIDEO

1993 Orion Home Video. All Rughts Réserve. Robomop s a Trademark of Orion Prctures Corporation

ADVERTISEMENT


www.americanradiohistory.com

EIE LY.

lE SOUNDTRACK

ERIIOVIESRS. MUSIC EVENT

— Lt
e T
" =

‘- ‘: 15 "'f;m:.. -: _
anLL@ ._,_ﬁ THERE"

(THEMEZF ‘f_?ji_'- ESWILLY™)

= b """‘-.- S -
SWV - N ﬁ.m +
WITHADD!TIONALM .mﬂEDBYBASILPGLEDOLRIS :

e

i

MIC HA_E'J&@JGOH;SN EMABEL.

Executive Album P-oducers: Michael Jaekson and Brace Swzdiea

W srner Br 1 13

348 nter
bon



www.americanradiohistory.com

No. 1 IN BILLBOARD _

VOLUME 105 = NO. 29

= BILLBOARD 200 =
* BACK TO BROADWAY = BARBRA STREISAND = COLUMBIA

116

CLASSICAL
* GORECKI: SYMPHONY NO.3
UPSHAW, LONDON SINFONIETTA * NONESUCH

0+

33

CLASSICAL CROSSOVER
% UNFORGETTABLE
BOSTON POPS {WILLIAMS) = SONY CLASSICAL

33

COUNTRY
% IT WONT BE THE LAST » BILLY RAY CYRUS » MERCURY

28

wZcord>»

HEATSEEKERS
% NEW MISERABLE EXPERIENCE » GIN BLOSSOMS » A&M

17

JAZZ
* INVITATION * JOE SAMPLE ® WARNER BROS

32

JAZZ / CONTEMPORARY
* DRAGONFLY SUMMER & MICHAEL FRANKS ® REPRISE

32

R&B
* MENACE Il SOCIETY ® SOUNDTRACK ® JivE

19

= THE HOT 100 =
* WEAK = SWV & RCA

114

ADULT CONTEMPORARY
 I'LL NEVER GET OVER YOU {GETTING OVER ME}
EXPOSE ® ARISTA

107

COUNTRY
* CHATTAHOOCHEE = ALAN JACKSON ® ARISTA

26

DANCE /7 CLUB PLAY
* U R THE BEST THING = D:REAM = SIRE/GIANT

24

DANCE /7 MAXI-SINGLES SALES
* BACK TO MY ROQTS * RUPAUL = TOMMY BOY

24

LATIN
* AYER = LUIS MIGUEL e WEA LATINA

30

R&B
* WHOOMP! (THERE IT IS) « TAG TEAM = LIFE

21

HOT R&B AIRPLAY
* THAT'S THE WAY LOVE GOES
JANET JACKSON = VIRGIN

20

HOT R&B SINGLES SALES
* WHOOMP! (THERE IT IS) » TAG TEAM = LFE

20

RAP
* SLAM = ONYX ® RAL/CHAOS

22

ROCK /7 ALBUM ROCK TRACKS
* CRYIN' = AEROSMITH * GEFFEN

108

ROCK 7/ MODERN ROCK TRACKS
* PETS = PORNO FOR PYROS = WARNER BROS.

108

TOP 40 AIRPLAY / MAINSTREAM
* THAT'S THE WAY LOVE GOES * JANET JACKSON = VIRGIN

112

TOP 40 AIRPLAY / RHYTHM-CROSSOVER
* WEAK ® SW/V = RCA

112

HOT 100 AIRPLAY
* THAT'S THE WAY LOVE GOES = JANET JACKSON * VIRGIN

11

HOT 100 SINGLES SALES
* WHOOMP! (THERE [T 15| = TAG TEAM = UFE

1m

= TOP VIDEO SALES =
* PINOCCHIO
WALT DISNEY HOME VIDEO

80

LASERDISCS
* BLADE RUNNER {DIRECTOR'S CUT)
WARNER HOME VIDEO

MUSIC VIDEO
* COMEDY VIDEO CLASSICS / RAY STEVENS
CURB VIDEO

86

RENTALS
* FOREVER YOUNG
WARNER HOME VIDEO

76

James Taylor, American Troubadour

When James Taylor’s forebears first arrived on these shores in
the second half of the 1600s, America was an idea only recently
added to most maps. Yet if melody be destiny, as the Scottish bal-
ladeers of the time believed, the Carolina-bred Taylor’s future sta-
tus as a modern troubadour of the New Land and the Old was prac-
tically preordained.

A typical centuries-old Scottish air collected in North Carolina is
“The Maid Freed From The Gallows,” and other American tunes of
Scottish origin that inform the folk culture of that region include
the “Loch Lomond”’derived “Amazing Grace,” “Rye Whiskey,”
and “Shady Grove.” With the merest stretch of the imagination—
triggered by exposure to the exquisite 30-song “James Taylor
Live” (Columbia, due Aug. 3}—this list might be expanded to in-
clude “Something In The Way She Moves,” “Country Road,”
“Sweet Baby James,” “Secret O’ Life,” “Walking Man,” and
“Shower The People.” Similarly, those with an awareness of classic
Scottish verse would perceive more than a passing spiritual kinship
between “Fire And Rain” and Lord Byron’s “So

arrogance and not overblown.” And it was this practical brand of
esteem that emboldened him to cover the '60s country gem “She
Thinks I Still Care” on “James Taylor Live.”

“It's a great George Jones tune,” says Taylor, “and it wasn't a
regular part of our rotating set, but the night that we did it at a
show in Virginia, it turned out that we wanted to keep it.”

Taylor says the other 29 tracks on the career-comprehensive
“James Taylor Live” (including the previously unrecorded “New
Hymn”') were selected with equally unstudied enthusiasm, and
even veteran fans may find themselves becoming more attached to
the finer textures the arrangements attained over the years.

“Performing live brings an energy,” says Taylor, “a commit-
ment that’s a quantum thing, making the leap into real time. You
can hit or miss in the studio because it’s an odd, abstract, artificial
place to get an emotional connection with the material. Live, you
are elevated.”

Given Taylor’s legendary pride in his concerts, which have

earned him annual sellout guarantees on a par

We'll Go No More A Roving,” or “Don’t Let Me Be
Lonely Tonight” and the Scottish minstrel tragedy
of “Clerk Saunders.”

And anyone hearing the mesmerizing new ar-
rangement of “Millworker,” with its fife-like
touches and martial lilt, could be forgiven for as-
suming it began its life in the Highlands, rather
than on Broadway in the 1978 musical “Working.”

“I'm relatively illiterate about my Scottish musi-
cal roots,” laughs Taylor, who has played and trav-
eled in Scotland, “but if you asked Kathryn [Walk-
er, Taylor’s erudite actress-wife], she could stand
up and make a good showing for me, and really
give us some nice references!”

For the sake of history, the original Taylors
came to the American colonies by boat from Mary-
kirk, a Highlands village near the North Sea-
bound stream of West Water in the County of Kin-
cardine. Marykirk also was in the path of mid-17th
century brawling between Scotland and England,

Music

TO MY EARS

by Timothy White

with the Grateful Dead and Jimmy Buffett, the is-
sue of assembling an unimpeachable live collection
from his 1992 touring season became a serious
objective.

“We didn’t overdub a single lick,” he explains.
“There are some edits to make it all uniform as
you skip from night to night, because we did four-
teen gigs and used stuff from North Carolina,
Long Island, Boston, Lowell, Mass., and else-
where. And we mixed the sound and faded the au-
dience in and out. But [co-producer] George Mas-
senburg and I agreed it was gonna be live, and ac-
cept whatever roughness as part of the bargain.”

The album is one of the most impressive perfor-
mance documents imaginable, but its core accom-
plishments outstrip such logistical accolades.
Rarely does a songwriter possess the grace and
balance to bring his early material to a mature
peak without overreaching, yet Taylor also is able
to make the tacit case that his output in the second

Church and State, and Catholics and Protestants.

“I’m told it was an Isaac and a James Taylor that made that pas-
sage to North America,” says the singer/songwriter, “and I under-
stood that they left Scotland under some pressure for some politi-
cal reasons. There is also some sense in our family history that
James was washed overboard, and so they now relate that to my
song ‘Frozen Man’ {from his 1991 “New Moon Shine” album, about
a drowned sailor who'’s revived a century afterward], although [
wasn’t aware of that story when [ wrote it.”

What's certain is that [saac Taylor, at least, made landfall at the
port town of New Bern, N.C,, thus establishing the Taylors’ South-
ern ties and not coincidentally enabling James to sell out concerts
in his boyhood home of Chapel Hill just as often as he cares to book
them. Taylor was born in 1948 and reared on a generous sampling
of Hank Williams and the Grand Ole Opry, white gospel, and the
late-night strains of Slim Harpo and Howlin’ Wolf courtesy Nash-
ville’s WLAC. By his teens he could play Weavers’ material as well
as his favorite guitar funk with a plucked picking style equal parts
Doc Watson and Brownie McGee.

These days, Taylor is quite literally a folk hero to a new genera-
tion of country stars, who craft their own writing in the long shad-
ows of his most eloquent work.

“I like what’s happening to country music these days,” he en-
thuses. “The best stuff is unpretentious, straightforward, with no

CAPTIONING CAPTIVATES NEW AUDIENCE

More music videos are reaching hearing-impaired viewers as la-
bels step up efforts to add closed-caption compatibility. The
goal, says one caption company representative, is “‘equal me-
dia access for all.” Deborah Russell reports. Page 34

VSDA SUPERSECTION—‘ THE VIEW FROM
HERE” Page 45

EXPANSION IN THE ONE-STOP UNIVERSE

Nova Distribution, of Norcross, Ga., is fending off competitors’
advances by taking on business as far off as Oregon and Illi-
nois. At the company conference in Lake Lanier Islands, Ga.,
president Bud Libman talked about the business of taking a re-

gional firm to the national level. Don Jeffrey was there.
Page 93
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stage of his career rivals or outranks the songs
with which he first forged his reputation. From the live evidence,
there can be no more inspirational contemporary ballads in the
chromatic parlor idiom than “I Will Follow,” “That Lonesome
Road,” “Shed A Little Light,” “Copperline,” nor ones that follow in
such an effortlessly unbroken line from Robert Burns to Stephen
Foster to Woody Guthrie and beyond. This is American balladry of
the first artistic rank, and if Leadbelly could recast “The Lass Of
Rochroyall” as “Blind Lemon Blues,” it’s time the stylistic hybrid
of “Steamroller Blues” preserved on this record is also appreciated
as the zestful transcultural fusion it’s become.

A bonus treat on “James Taylor Live” is the man’s wit and mod-
esty, which are on display in equal measure—sometimes in the
same on-stage rejoinders. When a female fan shouts out “I love
you!” at the close of “Something In The Way She Moves,” he re-
sponds with a coyly noncommittal, “Good.” There’s an impeccable
pause, and then he confides, to explosive audience laughter, “I
think it helps us not to Anow each other.”

“You, know, there were a lot of other names that came to mind
for this live project,” Taylor concludes, as he prepares to depart on
a nonmusical family trek to Tibet. “For a while I wanted to call it
‘Must Ride on Wheels,” and another was ‘Now This" but in the end
I decided to just keep it simple and true. I hope people hear it that
way.”
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Vid Stores Must Embrace The Future

W BY DON ROSENBERG

The video software industry is faced with a
critical issue in these times of technological
evolution: the crucial relationship between
the retailer and the consumer. The dynamic
between these two groups should never be
ignored, minimized, or disregarded—par-
ticularly in today’s climate. The relation-
ship goes well beyond the exchanging of
money for product.

During the last year, we have been be-
sieged with article after article touting the
advent of electronic superhighways, video
on demand, and other compelling forms of
information and entertainment delivery
systems. We've all read headlines and cov-
er stories that have practically declared the
extinction of video stores. According to re-
ports—which we believe are overblown—
each of the hi-tech delivery systems has a
bright and formidable future.

It’s obvious by the strategic alliances be-
ing formed that these developments are at
the top of many corporate agendas. Rather
than burying our collective heads in the
sand and wishing away the presence of
new technologies, now is the time to ensure
that retailers motivate customers to estab-
lish a long-term relationship.

Offering the consumer the widest range
of programming choice possible is perhaps
the most important factor in maintaining
that relationship; selection is the key to
keeping a customer happy. As much as we
all take pride in determining what is best
for the customers, it is unfair to instill per-
sonal instincts, behaviors, and beliefs when
selecting product to fill the shelves of the
store. There are standards that can be es-
tablished, but as competition from an array
of sources accelerates, it is imperative that
the choices offered to the video store con-
sumer be a unique and mixed bag of pro-
gramming. This goes well beyond box-of-
fice feature-film hits to include children’s,
special-interest, sports, foreign, adult-
themed, documentary, instructional, fit-
ness, and music video programming.

Choice also means providing a variety of
formats. As the consumer becomes more

sophisticated, the ability of the store owner
to stay current with the ever-changing
world of entertainment will advance the no-
tion of satisfying the customer over the
long term. The growth of video games, la-
serdisc, audio programming, CD-I, and CD-
ROM indicates a real appetite that needs to
be fed.

Video retailers should embrace these
new formats and create shelf space for

‘Selection is
key to keeping
a customer
happy’

Don Rosenberg is
executive VP of the
Video Software
Dealers Assn.

them in order to prevent “interactive me-
dia” specialty stores from sprouting up and
dominating the marketplace. A video store
can honestly be a “one-stop shop” for soft-
ware programming, where the availability
of these new formats can be perceived as
an extension of the choice offered to the
consumer.

If the choices of formats are not avail-
able in one video store, they may very well
be available at the video retailer down the
street, and the result of that is a dissatis-
fied customer and lost revenue. In all likeli-
hood, that customer has gained confidence
in the store that offered either a wider
choice of programming or formats or both,
and a new bond has been established. It is
unlikely that the customer will return to
the other store or, equally important, share
his findings with friends and family.

Video retailers should also continue to
build relations with hardware manufactur-
ers, assuring them that the video store is
an excellent outlet for introducing consum-
ers to the “machinery” of new technology.
Customers are familiar and comfortable
with their video stores, and many relish the
chance to spend a significant amount of
time browsing and making the trip “an out-

ing.”

Software drives the hardware, and if
consumers play and experience compelling
software, they’ll want the new hardware
machines in their homes. Unlike hardware
dealers, software dealers can take time to
educate consumers. Set up CD-ROM, CD-I,
and 3DO (when available) units in video
stores and watch the customers kick them
into gear.

The beauty of competition is the breed-
ing of creativity. Retailers should take the
emergence of in-home technologies as an
opportunity to diversify the programming
look and feel of their stores. Be bold with
selections. Ask questions of customers. Re-
spond to their needs and requests. Go out
on a limb and provide a newer, wider range
of product; but don’t stop there. Make
these programming decisions known to the
public. The marketing of new program-
ming has never been more important. Rely-
ing on those “A” titles and action/adven-
ture films will no longer make the grade
and maintain profitability. We need to pro-
vide the ammunition to keep the customers
happy and create the atmosphere that
lends itself to repeat business.

We at the Video Software Dealers Assn.
believe this issue is such an important part
of this business that we are providing an
opportunity for consumers to speak direct-
ly to retailers in a special panel session at
this year’s convention.

The convention showcases the newest re-
leases from a variety of program suppliers.
A retailer should walk the floor like he or
she is looking to make a new car purchase.
Kick the tires and look under the hood.
Pick up brochures and screen product. Ask
penetrating questions. Be diligent and
open up your minds to new adventures.
Again, think beyond your personal tastes.
Target new categories, new themes, and,
most importantly, new choices for the cus-
tomers. Remaining sedentary will expedite
our industry’s undoing. A new level of ex-
ecutive decision-making is needed to com-
pete and profit in this evolving world of en-
tertainment.

VOICES CARRY

Following is an open letter to the Rev.
Calvin Butts, who has protested rap
lyrics (Billboard, June 19), from stu-
dents in Marcia McBroom’s leadership
class at Manhattan Comprehensive
Night and Day High School. The New
York City public school operates at
night for students with daytime adult
responsibilities such as jobs or child
care.

As the spiritual leader of Abyssinian
Baptist Church, we feel that you com-
mand an uncommonly powerful position
in your New York community. As stu-
dents in high school, we look to you for
not only a moral position but, in the tradi-
tion of the African community, we look to
you for a strong psychological and social
position as well.

In a nation that boasts of ‘“‘smart
bombs,” it’s a shame that students can-
not get decent textbooks or money for job
training or higher education; adults are

beating and killing children every day in
real life; and millions of our fellow youth
are homeless with little hope for the fu-
ture. We feel it is a shame that adults
scream and get excited when we, the
youth, start singing about the Babylon
that has consumed the communities that
adults have created for us.

Your stand raises rappers to the de-
monic. These rappers, who express ex-
plicit violence in their videos, are not glo-
rifying violent acts, but are merely de-
picting the violence that has engulfed our
communities. Your protest should be di-
rected toward the racist society that cre-
ates these violent (and inhuman) condi-
tions. You should also direct your protest
against the mainstream record compa-
nies who make it very difficult for new,
positive artists and songwriters to get
contracts and product distribution.

The rappers are not creating the vul-
garity and disrespect they describe, but
are forcing us, their listening audience, to

take a serious look at what is happening
in our communities. We may disagree on
their tactics. And we can agree to dis-
agree. But we can never disagree to the
point of censorship. Our First Amend-
ment right to free speech is invaluable.

If a CD can create so much of an up-
roar, then perhaps you and your enraged
adult followers can take your debates
from church basements to the streets and
classrooms to transform the crack-infest-
ed hallways and hell-holes in which so
many of our youth attempt to survive
into livable and nurturing environments.

The bottom line is that perhaps these
artists, who are relating the tormented,
depraved horror in which millions of in-
ner city youth are forced to live, have
caused adults to wake up.

The final decision is in the hands of the
public. If people refuse to buy or watch
things that are offensive to them, artists
will be forced to conform to satisfy their
public.

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 submitied to Commentary Editor Susan Nunziata, Biliboard, 1515 Broadway, New York, N.Y. 10036,
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1993 MusicQuest
International Advisory Committze:

Mike Allen
Internationel Marketing
Director,

Polygram Records

Peter Asher
Producer

Paul Atkinson
Executive Vice President AGR,
MCA Records

Dallas Avstin

Produycer

Irving Azoff

Chairiman, Giant Records.

David Bates
Head af AGR,
Phonogram

Tracy Bénnett
Chairman,

London Records
Bill Bottsell

Producer

Gordon Charlton
Director of AGR,
Epic Records

Paul Comnolly,
Creative Darector,
MCA Muse

Tim Dev.ne
VP AR, Cupital Records

Gus Dudgcon

Producer

Ed Eckstine

President, Mercury Records
Rich Fitzgerald

Senior VP,
Reprise Recerds

John Glover
Managing Director,
Blucprint Management

Nicky Geaham

Producer
Nigel Grainge

Martin Eeath
Managing Director,
Rhythm Kiag Records

Rupert Eine
Producer

Steven Howard
Managing Director, Zomba Music

Safta Jaffery
Marnaging Director, SJP

Bennett Xaufman
Vice Presidnt AGR,
BMG Recods

Chris Kimnsey

Producer

Gary Langan

Producer
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MusicQuest : The Difference.

For Further Information, Coract:
Him Murakami‘and Jonathan Katz, Yamzha Music Foundation, 3-24-22 Shimomeguro, Meguro-ku, Tokyo 152 Japan
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1993 MusicQuest
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Producer

John Leckie

Producer

Pat Leonard
Producer

Allen Mintz
Senior VP, West Coust,
Epic Records

Michael Ostin
Senior Vice President,
Warner Bros. Records

Dan Passman
Artorney

Peter Paterno
President,
Hollywood Records

Lee Phillips
Attorney

Andrew Pryor
Divisional Managing Director,
Parlophone Records

Michael Sandoval
Vice President Creative,
Polygrain Music Publishing

Terri Santisi
Execative VP and General Manager
EM| Records Group, N.A.

Rick Shoemaker
Vice President AGR,
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Tony Smith
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President,
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Producer
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Ingram Maps New Growth Strategy
Plans Interactive Testing With Sister Co.

@ BY EARL PAIGE

LOS ANGELES—Ingram Entertain-
ment, already the dominant force in
home video distribution with 28
branches across the U.S,, is working
with sister company Ingram Micro to
take the high ground in interactive
media.

On the eve of the annual Video
Software Dealers Assn. convention
where new media are taking center
stage, Ingram Entertainment presi-
dent John Taylor touted Micro’s ad-
vantages in new-product testing and
market development, in addition to
the more familiar flow of hardware
and software from seven branches.

“They get a lot of new technology
that they share with us,” says Taylor,
who calls Micro, based in Santa Ana,
Calif., the largest computer distribu-
tor in the world. “They are also one
of the first to determine whether it's
going to succeed or not.”

Taylor is eager to develop these
ties 18 months after absorbing
Commtron, which more than doubled
Ingram’s share of video distribution.
Ingram also inherited a second base
of operations, the Commtron head-
quarters in Des Moines, Iowa, to
complement expanded offices in La-
Vergne, Tenn., outside Nashville. De-
spite their size, both companies have
maintained low profiles, reinforced
by Taylor’s private management
style. As a result, Ingram has been
the subject of continued speculation.

Home video, which gets most of
the company’s attention, got plenty
at the second combined sales confer-
ence, held June 26-27 in Des Moines.
The location generated additional
questions about which company did
the acquiring. Ingram, after all, has
chosen to keep Commtron’s huge te-
lemarketing operation intact in Des
Moines and to retain key Commtron
executives, including Vern Fross and
Jerry Flora.

Taylor downplays a heart problem
that afflicted Fross this spring, call-

ing it a mild irregularity that’s being
corrected by medication. “He’s fine,”
Taylor says. Fross led the Commtron
contingent in relocating to LaVergne,

“We kept all Commtron top man-
agement except [CFO] Steve Lacy,”
Taylor maintains. “If you look in to-
tal, what we tried to do three or four
months after the merger was to take
the best of both companies. Hopeful-
ly, we did that.”

For months, the competition has
talked about the post-consolidation
loss of as many as 200 jobs. Taylor,
who would not comment on a num-
ber, says, “The major reductions
were in the operational area when we
combined warehouses, accounting
staffs, and other overhead, and very,
very few were in the sales area. We

still have 28 branches, starting out
with 35.” Most of the 28 are full-
stocking facilities, not the more limit-
ed will-call outlets.

The newly combined depots offer a
wider range of product, he points out.
“We brought books, music, and laser,
Commtron brought games and a
whole host of accessories. Their prod-
uct line was much more extensive
than Ingram’s.”

Ingram’s 33% share of home video
distribution carries clout with suppli-
ers, but Taylor acknowledges certain
complexities. In video games, for in-
stance, Nintendo still holds to its rig-
id policy of not selling directly to
wholesalers with rental accounts,
such as Ingram.

(Continued on page 118)

Gonsumers Gonsider Gopying
A PPV Attraction, Study Says

NEW YORK—Video dealers would
see an upsurge in rentals if pay-per-
view services protected movies
against off-the-air copying.

According to a study prepared by
Stamford, Conn.-based Cambridge
Associates for the Video Software
Dealers Assn., 51% of consumers
who could buy a PPV movie would
not if the programs were copy-pro-
tected. Of that number, 78% said
they’d rent the cassette instead.

Without some way to bar at-home
copies, however, taping will remain
widespread. Cambridge gathered
data from 1,000 respondents who
rented movies and watched one or
more via PPV in the previous six
months. It found 60% of PPV buyers
tape 44% of the features they’ve or-
dered—with a net decline in rentals
of 29%. Eighty-six percent of the
sample kept the copy a month or
longer.

While the number of U.S. house-

Hardware Makers Link To Set
Standard For Hi-Def VGRS

@ BY STEVE McCLURE

TOKYO—The era of digital video
cassette recorders is one step closer
to reality with the announcement
here that 10 hardware manufactur-
ers will cooperate in developing a
common standard for consumer-use
high-definition VCRs.

While the companies involved did
not provide specifics on when the
first products might be on the market
or how much they would cost, a Mat-
sushita spokesman told Billboard “in
three to four years one or two manu-
facturers will put digital VCRs on the
market.”

The move comes in the wake of a
decision this February by Sony and
Matsushita to jointly develop a single
worldwide digital VCR format. Eight
other companies—Hitachi, Mitsubi-
shi, Philips, Sanyo, Sharp, Thomson,
Toshiba, and JVC—have since come
on board in the quest to develop a uni-
versal standard.

The 10 companies are now inviting
other firms to take part in a technical
conference, to be set up in September,

at which they will be given informa-
tion on the basic specifications already
agreed on for digital VCRs as well as
setting a high-definition standard de-
signed around those specifications.
The conference will present the re-
sults of its discussions to the Interna-
(Continued on page 118)

holds buying PPV services remains
small, the incidence of illegal de-
scramblers allowing users to poach
signals free of charge is significant.
Cambridge puts the number of illegal
decoders in excess of 20% of all PPV
households—a major concern to
VSDA, which will release results of
the study Monday (12) during the an-
nual conference in Las Vegas.

“It’s a big problem, a lot bigger
than people admit,” said VSDA ex-
ecutive VP Don Rosenberg prior to
the show. ““A lot of people are
stealing signals.”

SETH GOLDSTEIN

@ BY THOM DUFFY

LONDON—Philips Consumer Elec-
tronics, acknowledging it needs a
“more coherent and coordinated ef-
fort” to launch DCC, has named a
company veteran, Pieter Bogels, to
oversee the marketing of the digital
compact cassette format world-
wide.

Bogels previously was involved
in Philips’ introduction of the com-
pact disc in the '80s, the setting of
industry standards for DAT, and re-
cent work on new broadcasting
standards in Europe. Gerry Wirtz,
who has been serving as Philips’
worldwide coordinator for DCC,
will now report to Bogels.

Henk Bodt, chairman and CEO of
Philips Consumer Electronics, an-
nounced the move in a letter dated
June 25 that was sent to the major
U.S. record companies involved
with DCC in which he praises the
progress of the format to date yet
expresses dissatisfaction with mar-
keting efforts thus far. It could not
be confirmed by press time that re-
cord company executives had re-
ceived the letter.

“After 8 months of DCC in the
main markets, and taking into ac-
count the difficult economic circum-
stances in the USA and the EC, I
am personally not dissatisfied with
the achieved results, although there
is ample room for improvement,”
writes Bodt.

“On the one hand, the DCC tech-
nology development is rapidly pro-

Philips Puts New Man
In Gharge Of DGG

gressing, bringing mass-market
prices, different applications, and
even better sound quality within
reach,” Bodt’s letter states. “On the
other hand, the marketing opera-
tions require more dedication than
originally anticipated.”

After “an extensive internal eval-
uation of the DCC project” during
the last few months, Bodt writes,
“We have come to the conclusion
that in order to get a more coherent
and coordinated effort within the
DCC project, a top manager is need-
ed to run this activity full-time.”

Bodt noted in the letter that Bo-
gels has a history of cooperation
with the music industry from his
previous experience helping to
launch the CD format.

Bodt was unavailable for com-
ment by press time.

In another DCC-related move,
Philips announced that the head-
quarters of the audio business
group of its consumer electronics
division will relocate from Philips’
home base in Eindhoven, the Neth-
erlands, to Singapore, while the
product activities of its portable au-
dio group will be managed from
Hong Kong.

“In order to strengthen Philips’
position as a key player in the glob-
al audio business, it has to be part
of the fastest-growing economies of
the world, where new audio trends
are being set and where all main au-
dio competitors are located,” says a
company statement.

(Continued on page 113)

Bertelsmann’s “World.” Bertelsmann's World of Expression Scholarship Program is
launched at New York's City Hall. At the opening, from left, are Bantam Books author
Robert Ludium; Bantam Doubieday Dell Publishing Group president Jack Hoeft; New
York Mayor David N. Dinkins; Arista Records president Clive Davis; BMG chairman/
CEO Michael Dornemann; and Arista recording artist Kenny G, who gave a free
performance on the steps of City Hall to commemorate the event. The program will
award six scholarships, totaling $60,000 in one year, to high schoo! seniors from 165
schools citywide, to be determined by music and literary competitions.

Laserdisc Rental Goming To Japan

@ BY STEVE McCLURE

TOKYO—Japanese movie fans will
be able to rent laserdises for the
first time starting in October, Pio-
neer LDC announced July 7 here.
Until now, laserdises have been
available on a sell-through basis
only.

Pioneer says 400 laserdisc titles,
mainly popular foreign fare such as
the “007,” “Rocky” and ‘“‘Back To
The Future” series, will be available
for rental in about 500 stores in Oc-
tober. The company expects the
number of stores to grow to 1,000

by year’s end and 3,000 in two to
three years.

The decision to begin LD rentals
was made in cooperation with CIC
Video International, Time Warner
Entertainment Japan, and Carolco
Pictures, and affects only the Japa-
nese market.

Pioneer said rental would help ex-
pand the LD market in Japan. Ac-
cording to the Japanese video trade
association, 11% of households have
LD players, a total of 4.63 million
units.

Pioneer LDC, the software arm of
hardware maker Pioneer, manufac-

tures about 40% of laserdisc software
distributed in Japan, while its parent
company controls 57% of the domes-
tic laserdisc hardware market.

“We expect the laserdisc rental
market to be worth 20 billion yen
[$185 million] three years from now,”
Pioneer LDC president Ryuichi Noda
said.

Shunichi Ichikawa, GM of Pioneer
LDC’s product planning video divi-
sion, said the company is studying
whether it is technically possible to
introduce a safeguard akin to the se-
rial-copy management system
(SCMS) for digital audio products.

New Distrib Arm
Preps For First
Wamer Releases

@ BY ED CHRISTMAN

NEW YORK—In August, labels in
the Warner Music Group will begin
funneling product through the Al-
ternative Distribution Alliance,
the new independent distribution
arm formed by WMG, its imprints,
and Restless Records.

The first new release from
Warner Music Group to flow
through ADA, the Germs’ “MIA”
compilation on Slash, is due Aug.
3, followed by albums from Sire’s
Trip Mastermonkey, Slash’s the
Verlaines, Mute/Elektra’s Nick
Cave, Elektra’s Happy Mondays,
and Atlantic’s The Fat Lady Sings.

ADA opened shop in June, with
the goal of dominating the distri-
bution of alternative rock musie.
Its first responsibility was taking
over the distribution of the catalog
of Restless Records, its distribut-
ed label Twin/Tone, and most of
the albums on Matador. In June,
ADA also worked new Restless al-
bums from Mind Over Four, Can-
cer, the Buck Pets, and Giant Sand.
On July 1, ADA gained about 100
titles culled from the WEA cata-
log.

The new company was conceived
and built over a three-month peri-
od beginning in March (Bill-

(Continued on page 101)
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‘Sleepless’ Soundtrack Is Sleeper Hit
Retail Abuzz Over Standards-Heavy Set

B BY DEBORAH RUSSELL

LOS ANGELES—“Sleepless In Seat-
tle” is wide awake at retail, as the
Epic Soundtrax title leaps to No. 9
with a bullet in its second week on
The Billboard 200.

The release, which debuted July 10
at No. 54 with a bullet, shows the
greatest gain on the chart this week,
as the TriStar film, starring Meg
Ryan and Tom Hanks, continues to
climb the box-office charts.

“It would appear that ‘Sleepless In
Seattle’ is the movie soundtrack
breakout of the summer,” says Lew
Garrett, head buyer at Canton, Ohio-
based Camelot Music Inc.

“Sleepless In Seattle,” which fea-
tures a number of standards by Jim-
my Durante, Louis Armstrong, and
Nat “King” Cole, among others, sur-
passes the “Menace II Society” hip-
hop-flavored soundtrack, which logs

Gabriel To Headline 9 Dates
As World Fest Hits America

B BY MELINDA NEWMAN

NEW YORK—Eleven years after its
British launch, the Peter Gabriel-
founded World Of Music And Dance
festival is coming to North America.

At a press conference held here
July 6, Gabriel and others involved
with the multicultural musical event
announced that WOMAD will play at
least nine dates across the country
Sept. 4-19.

Each date will be headlined by Ga-
briel. Other artists appearing on the
bill are Crowded House, Inner Circle,
Sheila Chandra, John Trudell, Shan-
kar 'N Caroline, Jah Wobble’s Invad-
ers Of The Heart, James, Geoffrey
Oryema, Remmy Ongala & the Or-
chestre Matimila, the Drummers Of
Burundi, Terem Quartet, and Trisan.
Combined, the artists represent 19
countries.

The all-day festivals will incorpo-
rate two stages, workshops featur-
ing dance, voice, and craft exhibits;
and Futureszone, an interactive area
with CD-ROM and virtual-reality
demonstrations.

“The idea and the reality have been
the same since [the festival’s] 1982 in-
ception: to try to excite audiences and
introduce new artists in a way that is
unpretentious and accessible,” says
Thomas Brooman, WOMAD’s artistic
director.

The genesis of the festival came
more than a decade ago when Gabriel
was frustrated over his ability to ob-
tain certain forms of music. “If you
strip away Thomas’s suit and my
garb, you’ll find two failed drum-
mers. [Between] the passion we were
hearing in this music and the difficul-
ty we had in finding it, we started
working on this grand dream,” says
Gabriel. “And a lot of cynical people
told us people would never come, and

in at No. 12 with a bullet this week.
The hard-rocking “Last Action Hero”
soundtrack dropped from No. 7 with
a bullet to No. 8 in its fourth week on
the chart, and the multiplatinum
soundtrack for
“The Bodyguard”
logs in at No. 11 in
its 33rd week on
the album chart.
While sound-
tracks to “Menace

II Society’ and
“Last  Action
DION Hero” logged
strong early

weeks and still maintain healthy
sales activity, Garrett predicts
“Sleepless In Seattle” will enjoy a
longer run with consumers. “This
looks like the movie and the album to
have the legs to propel sales into next
year,” he says. “It's a monster.”
Most of the tracks on “Sleepless In

Seattle” were hits a few decades ago,
including Cole’s “Stardust” and Gene
Autry’s “Back In The Saddle Again.”
“When I Fall In Love” appears to be
on its way up the charts again thanks
to a Céline Dion/Clive Griffin remake
of the standard.

The track is at No. 30 with a bullet
on the Hot Adult Contemporary Sin-
gles chart this week. Top 40 stations,
including WSTR-FM Atlanta, WEZB
New Orleans, and KKRZ Portland re-
cently added “When I Fall In Love.”

KKRZ PD Ken Benson compares
its potential to Armstrong’s “What A
Wonderful World,” which enjoyed a
second life after it was included on
the “Good Morning, Vietnam” sound-
track. That song peaked at No. 32 on
the Hot 100 Singles chart in 1988.

“In the perfect soundtrack world,
the movie uses the music in such a
way that it helps to sell the sound-

(Continued on page 119)
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Fans Dance To Nashville’s
Newest At Country Glubs

EBY PETER CRONIN

NASHVILLE—Nashville’s music
industry is paying closer attention
to the growing number of country
dance clubs across the U.S., em-
ploying time-tested methods from
the pop and urban dance worlds to
reach out to this lucrative niche
market.

With the establishment last
year of a well-organized, wide-
based-and-growing DJ pool, and
the demand for and proliferation
of alternate country dance mixes,
for the first time the machinery is
in place for country’s major labels
to tap the promotional potential of
today’s country dance halls.

Although most major labels
view country clubs as a viable pro-
motional outlet, few have made

the move to hire additional staff
and invest in club promotions.

Formerly a largely southwest-
ern phenomenon, these clubs are
springing up in virtually every
corner of the country, their num-
bers increasing right along with
the popularity of the music. And
today’s spacious, high-energy
dance clubs, with their state-of-
the-art sound systems, are a far
cry from the smoke-filled honky-
tonks that Hank and Lefty wrote
about.

Wynn Jackson, president of the
DJ pool Country Club Enterprizes,
the only major country club music
pool and promotion company, feels
that the proliferation of these ven-
ues is a natural cultural out-
growth.

(Continued on page 27)

they were half right.” Since its birth,
WOMAD festivals have played in
more than 14 countries.

Gabriel says the delay in bringing
WOMAD to North America was
caused by having to “convince people
it was viable. Demand was one of the
main problems. Traditionally, WO-
MAD is a weekend event. On this
tour, it’s more one-night.”

The event’s organizers are looking
at this minitour as a preview of
things to come. “Two weeks for the
U.S. is a realistic length for what's

(Continued on page 113)

Peter Gabriel, third from right, announces the first North American tour of his
World Of Music And Dance festival. Taking part in the New York press
conference were, from left, Thomas Brooman, WOMAD's artistic director;
Crowded House’s Nick Seymour; artist Sheila Chandra; Gabriel; artist Shankar;
and Jon Podell of the William Morris Agency. (Photo: Chuck Pulin)

LOS ANGELES—Coming off its best-ever ratings, the
Billboard Music Awards has reassembled its creative
team for the 1993 show, which will be televised live Dec.
8 on Fox Television from the Universal Amphitheatre
here. ‘

For the fourth consecutive year, Paul Flattery will
produce and Jim Yukich will direct the awards show.
Also returning are executive producers Jeff Pollack and
Sam Holdsworth. The appointments were announced by
Jerry Pressman, president of Billboard Entertainment
Marketing, an affiliate of BPI Communications, parent
company of Billboard.

The Billboard Music Awards honor the year’s No. 1
hitmakers as determined by Billboard magazine’s
charts, the ultimate barometer of success in the music
business. Each year, the awards show features perfor-
mances by many of the artists who topped the chart dur-
ing the preceding 12 months.

“We were drawn to the award show because of its
ability to focus attention on the music business and the
magazine,” says Howard Lander, Billboard publisher
and executive VP of BPI. “The key individuals associat-
ed with the show have demonstrated a keen awareness
of these goals and the results have been excellent.”

Billhoard Awards Aim To Build On Success

Creative Team Reunites For Dec. 8 Live Broadcast

Producer Flattery and director Yukich are partners in
FYI Inc., a Los Angeles-based production compiny that
produces TV specials and music videos. Among their
1992 efforts was a live three-hour concert special with
Genesis that was broadeast live via satellite frum En-
gland to more than 20 countries. The pair also has pro-
duced television specials for Ray Charles, Willie Nelson,
Gloria Estefan, Bruce Willis, Phil Collins, and others.

FYI Inc. has produced music videos for such artists as
Gregg Allman, the Beach Boys, Jeff Beck, Michael Bol-
ton, Michael Jackson, Kenny Loggins, and Richard
Marx. The company has been honored with two Gram-
mys, five International Monitor Awards, and two Bill-
board Music Video Awards.

Executive producer Pollack is chairman/CEO of Pol-
lack Media Group Inc., the international music and me-
dia consulting firm. Holdsworth is a former senior exec-
utive of BPL.

Billboard Entertainment Marketing is a full-service
entertainment marketing firm specializing in lifestyle
entertainment marketing. BEM services include event
creation and sponsorship, media and consumer promo-
tions, audio and video premiums, broadcast production,
and tour sponsorships.

Hot Issues Face
Rupert Perry,
New BPI Chief

B BY ADAM WHITE
and THOM DUFFY

LONDON—Rupert Perry, president/
CEO of EMI Records U.K. and Eire,
began his term July 7 as chairman of
the British Phonographic Industry at
the trade group’s annual general
meeting.

At the meeting, held at the BRIT
Performing Arts & Technology
School here, BPI director general
John Deacon described the past year
as “the most challenging the BPI has
had in its 20-year history.”

Deacon’s remarks reflected the
range of hot issues facing the U.K.
record industry, ranging from record
piracy to the CD-pricing investigation
by the Monopolies and Mergers Com-
mission, the U.K. antitrust body (Bill-
board, May 22).

By acclamation, the BPI members
approved the election of Perry, BMG
Records U.K. chairman John Preston
as BPI vice-chairman, and seven ex-
ecutives to the BPI council: Roger
Ames, chairman/CEO of PolyGram
U.K.; Paul Birch, managing director
of Revolver Music; Paul Burger,
chairman/CEQ of Sony Music UK,
Paul Conroy, MD of Virgin Records;
John Craig, MD of First Night Re-
cords; Sean O'Brien, chairman of Tel-
star Records; and Alison Wenham,
MD of Conifer Records.

Perry, who succeeds departing
chairman Maurice Oberstein, appears
determined to use consensus as the
means to advance the BPI's interests
during his term. “There’s no point in
making great pronouncements about
what I think,” he told Billboard prior
to the general meeting, “when I've
got 12 people sitting in the council,

(Continued on page 113)
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EMI Hopes Bamey-The-Dino Will Soar
Major Label Audio Debut Set For August

B BY MOIRA McCORMICK

CHICAGO—Children’s television
sensation Barney the dinosaur will
make his major-label recording debut
Aug. 31 with “Barney’s Favorites
Vol. I,” the first in a planned series of
Barney albums from EMI Records
Group.

ERG is working with the Lyons
Group, creators of the Barney char-
acter, to produce audiocassettes and
CDs featuring songs from the highly
rated PBS series ‘“Barney And
Friends” and the 12-title home video
series, as well as other music appro-
priate for the 2- to 6-year-old child.
ERG will distribute and market the
product via the newly created Lyons
Group imprint Barney Music.

According to Steven E. Glass, di-

rector of special products for ERG,
“Barney’s Favorites Vol. I will fea-
ture 27 songs, “all familiar to kids
who watch the show and the videos.”
They include ‘‘Barney’s Theme
Song,” “I Love You,” “The Ants Go
Marching,” “Apples And Bananas,”
“Six Little Ducks,” “Mr. Knicker-
bocker,” “Me And My Teddy,” and
others.

Glass says an extensive advertis-
ing and promotion campaign is
planned for the album. “We're look-
ing into some magazines that parents
read” as far as print ads, he says, and
TV advertising will likely be concen-
trated in Saturday-morning cartoon
shows. “Barney’s Favorites” cannot
be plugged on noncommercial PBS,
he notes.

“The new season of ‘Barney And

M BY DANYEL SMITH

NEW YORK—Hoping to capital-
ize on its unique connection with
African-American consumers,
Black Entertainment Television is
entering the direct-marketing
business.

“It was a natural for us to get
into direct marketing,” says Janis
P. Thomas, VP, direct marketing
and advertising services, for BET
and president of the newly estab-
lished BET Direct Inc. “We cer-
tainly know who our consumers
and viewers are. We know the
products they are willing to pur-
chase, we have the air time, and
we are setting up the distribution
means.”

BET Direct already has plans to
market two different two-
CD/two-cassette compilations as
part of a new BET On Music line.

BET Making Foray Into
Direct-Marketing Arena

“Video Soul Hits Volume 1—The
Best Soul Of The ’80s” includes
Chaka Khan’s “Ain’t Nobody,”
the Time’s “Jungle Love,” the
SOS Band’s ‘“Take Your Time,”
Donna Summer’s “On The Radio,”
and Larry Graham’s “One In A
Million.”

The second compilation, ‘“Mid-
night Love: The Duets,” includes
Luther Vandross and Gregory
Hines’ ‘““There’s Nothing Better
Than Love,” Harold Melvin and
Sharon Page’s “I Hope That We
Can Be Together Soon,” and other
duets from the '60s and ’70s.

“They are really our own,” says
Thomas of the compilations. “The
process is nothing you would call
scientific—just us having a feel
for what our viewers would like.”

BET will begin airing 60- and 90-
second spots for the sets in Au-

(Continued on page 113)

RECORD COMPANIES. Jon Birge is
named VP of product management
for PolyGram Label Group in New
York. He was VP of new music and
video for Sony Music Entertainment.

Sony Music Nashville promotes
Debi Fleischer to director of national
Columbia promotion and Bob Dalton
to director of national Epic promo-
tion. They were, respectively, Colum-
bia country promotion manager, Cen-
tral region, and Epic country promo-
tion manager, Central region.

Al Masocco is promoted to director
of product management, West Coast,
for Epic Records in Santa Monica,
Calif. He was associate director of
marketing, West Coast.

EMI Records Group names Neil
Lasher senior director of album pro-
motion in New York and Jeff Laufer
senior director of album promotion in
Los Angeles. They were, respective-
ly, senior director of national album
promotion at SBK, and senior direc-

FLEISCHER

BIRGE

tor of West Coast promotion at SBK.

Glenn Nordlinger is appointed VP
of royalties for Atlantic Records in
New York. He was VP of royalties
for EMI.

Heather Irving is named interna-
tional product manager at PolyGram
Holding Inc. in New York. She was
VP of organizational development
and training.

Dave Jonasen is appointed head of
the radio promotions department of
Narada Productions Inc. in Milwau-
kee. He was promotion director at
WLTQ Milwaukee.

Friends’ episodes begins in early Sep-
tember, which is just after the album
comes out,” says Glass, “so that
should generate more interest for the
audio product.”

A substantial amount of point-of-
purchase material will be available to
retailers, Glass adds. ERG expects to
see the biggest sales at the mass-
merchant level, and Glass says the
company will be aggressively mar-
keting to toy stores, bookstores, and
other nontraditional outlets in addi-
tion to the mainstream music stores.

“One of the things Lyons Group
has encouraged us to do is have dis-
cussions with the many licensees of
Barney product,” says Glass, who
notes that 34 licensees manufacture
Barney toys, clothes, party goods,

(Continued on page 113)

He’s No Second Fiddle. Violinist Maxim Vengerov extends his exclusive
Teldec contract for five years. The signing took place at the recent Warner
Classics International marketing meeting. Shown, from left, are Dr. Hans Hirsch,
managing director, Teldec Classics International; Marianne Kaesch, producer,
Teldec Classics International; Vengerov; Ramon Lopez, chairman/CEO, Warner
Music International; and Peter Andry, senior VP, Warner Classics International.

Joe Smith Is World GCup Talent Chief

LOS ANGELES—Former Capitol-
EMI Music president/CEQ Joe
Smith has resurfaced as executive
producer of entertainment activi-
ties for the World Cup USA 1994
Soccer Championship.

Although there is no talent ros-
ter at this early stage, Smith, who
left his Capitol post last April,
says he ‘“hopes to put on a series of
spectacular televised events
around the World Cup games,” in-
cluding four televised concerts
featuring major recording stars.
“This is next on the list of chal-
lenges,” Smith says.

According to Smith, the first
event is tentatively set for Las Ve-
gas in December, when the pair-
ings in the tournament are deter-
mined in the Final Draw.

A second event will be held June
16 in Chicago, on the eve of the
World Cup kickoff at Soldier Field.
Smith also will oversee the open-
ing and closing ceremonies of the
tournament.

During the World Cup’s month-
long run, an event will be held in

EXECUTIVE TURNTABLE

DALTON

LASHER

Brian Giorgi is promoted to inven-
tory director at MCA Records in Los
Angeles. He was inventory manager.

Brendan O’Brien is named staff
producer at Def American Record-
ings in Burbank, Calif. He was an in-
dependent engineer and producer
whose credits include albums by the
Black Crowes, Red Hot Chili Pep-
pers, and Pearl Jam.

Preston Kevin Lewis is named as-
sistant VP of operations for Boston
International Records and the Mau-
rice Starr Companies in Roxbury,
Mass. He was staff manager of com-

the New York area, Smith adds.
On the eve of the final game, set
for July 17 at the Rose Bowl in
Pasadena, an entertainment event
related to the World Cup will be

staged at the Hollywood Bowl.

In addition, a number of smaller
shows, tied into the World Cup,
will be staged across the country.

CRAIG ROSEN

Did Racial Quip Sink Promo Man’s Ship?

NEW YORK—Within a week of rais-
ing eyebrows at an industry conven-
tion with a remark that some viewed
as racist, Interscope promotion exec-
utive Billy Brill is out of a job.

Brill's firing was confirmed by In-
terscope promotion head Marc Ben-
esch, although Benesch would not
link the move to the comment Brill
made at last month’s Bobby Poe con-
vention in Tyson’s Corner, Va.

The incident occurred during a con-
vention panel featuring VPs of pro-
motion from a dozen labels. Brill,
speaking about the difficulties he has
encountered in getting top 40 sta-
tions to play records by rapper Dr.
Dre, said some PDs have told him
that white teenagers don’t buy rap.
Brill then commented, “Go to a mall.

It’s the white kids who are buying
rap while the brothers are shoplift-
ing.” He immediately added that he
was “just kidding,” and the comment
elicited a laugh from the audience.

Contacted before his firing, Brill
defended himself and the comment,
saying, “It was a joke ... People
know I have a sense of humor and
love black music.”

Although most who witnessed the
panel agree Brill's comment was in-
appropriate, some believe it was un-
fairly viewed in the same context as a
much more controversial comment
made by consultant and voice talent
Mark Driscoll, who used the word
“coon” during another Poe conven-
tion panel (Billboard, July 10). Dris-

(Continued on page 113)

NORDLINGER

munications and business planning
for Nynex Communications/New
York Telephone.

Jim Chambers is named product
manager for Intersound Entertain-
ment in Atlanta. He was director of
retail promotions at Sky Records.

Frederick Pittman is appointed se-
nior VP of urban music for Big City
Records in Studio City, Calif. He was
A&R director of Fantasy Records.

Todd Jerred is appointed senior
marketing director for Golden Enter-
tainment/Golden Sight‘N’Sound in
Racine, Wis. He was VP of sales and

(2

€ -

KRASSNER

SHOEMAKER

marketing for Ransomes Inc.

PUBLISHING. Rick Shoemaker is pro-
moted to executive VP of creative for
Warner/Chappell Music in Los Ange-
les. He was senior VP of creative.

RELATED RELDS. Michael Krassner is
promoted to president of Winterland
Productions, L.A. He was COO.

Sue Satriano is named director of
media relations for Sony Corp. of
America. She was VP of press and
public affairs for Sony Music Enter-
tainment.
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OMD Sees The Light With Synth Pop

Virgin Orchestrates Global Push For New Set

B BY LARRY FLICK

NEW YORK—After nearly 15 years
of recording, Orchestral Manoeuvres
In The Dark mastermind Andy
McCluskey says he still feels the
need to prove his musical value.

Amid shuffling radio trends, con-
flicting industry perceptions, and
several personnel changes, the Vir-
gin act that is now more commonly
known simply as OMD has survived
and thrived as a mainstay in its na-
tive U.K.'s pop music scene, simulta-
neously swerving in and out of club
and alternative radio circles in the
U.S. Settling down to discuss OMD’s
just-released tenth album, “Libera-
tor,” McCluskey ponders the group’s
durability and status with a philo-
sophical hand.

First single, “Stand Above Me,” is
filling English radio airwaves. State-
side, the song has jumped into the
top 10 of Billboard’s Modern Rock
Tracks, and is starting to pick up top
40 steam. A reconstructed trance/
rave version of the track is also mov-
ing up Billboard’s Club Play Chart.

However, McCluskey says,
“Sometimes, I don't feel the respect
I've always wanted. Because the
band didn't become this megaselling
creature, every record feels like
starting over again on some level.

Unless you’re Depeche Mode or
whatever, acceptance of your music
isn't necessarily instant or guaran-
teed. You have to get out there and
rally for support.”

“Qver their career, OMD has man-
aged to maintain a real consistency
with the alternative or modern rock
formats, and we've been delighted to
see the stations jump right on ‘Liber-
ator,” ” says the band’s co-manager,
Martin Kirkup. “I think, though, part
of the problem [with the band’s iden-
tity] was a long hiatus from 1988 to
1991, when ‘Sugar Tax’ came out. In
America, we never really got off on
the right foot with that album be-
cause there were also some changes
in the band, and the band was chang-
ing from A&M to Virgin. So there is
a certain sense of having to go back

ANDY McCLUSKEY

As IRS Steps Up Audits,
Experts Warn Of Dangers

M BY CHRIS MORRIS

LOS ANGELES—The Internal Reve-
nue Service’s entertainment industry
task force has already cranked up its
auditing of music business returns, and
accountants interviewed by Billboard
say that the increased serutiny should
prompt new caution about what consti-
tutes legitimate deductions on the mu-
sic side.

In the estimation of one expert: “If
it’s fun, it’s not deductible.”

On June 22, Pamela Christensen,
who heads the field examination
branch of the IRS in Los Angeles, gave
a broad-stroke depiction of auditors’
concerns at the California Society of
Certified Public Accountants’ Enter-
tainment Industry Conference (Bill-
board, July 3). It was revealed that the
L.A.-area IRS office has mailed 300 au-
dit notices to entertainment figures
and businesses since the beginning of
the year.

“The IRS has finally realized, in a
generic sense, that it pays to special-
ize,” says accountant Martin Merrill,
who invited Christensen to speak at
the conference. “In L.A., they've come
up with 14 or 15 [industry] specialties,
of which entertainment is one.”

“[The IRS has] probably realized
that entertainment is an area where
they've had some abuses,” says Keith
Clark, the former drummer for the
L.A. punk band the Circle Jerks, who
now operates the Hollywood-hased ac-
counting firm H&R Clark. “Certain
figures are jumping out at them.”

Merrill adds, “My rule of thumb is,

if you've got $20,000-$25,000 in busi-
ness expenses, unless you have a huge
income, you're a good candidate to be
audited.”

More action is on the way, according
to Lisa Fremer, a business manager
and investment adviser with the Sher-
man Ouaks, Calif,, firm Paterny, Sher,
Sherr & Co.: “One ont of three per-
sonal service corporations are going to
have an audit . .. They’re going to be
in our faces for a long time.”

The IRS audits have a very specific
focus, says Martin Fox, chairman of
the CSCPA Business Managers Com-
mittee: “They’re looking at areas of
items that, for other people, might be
classified as personal.”

One West L.A.-based accountant
gives the example of a producer/
screenwriter/video director who had
her 1990 returns audited. “They said
she couldn’t deduct a dime of her cable
TV,” the accountant says. “Second of
all, not one movie or concert was de-
ductible.”

Fox says that regarding cable TV, a
frequently deducted item, “The gov-
ernment says, ‘Wait a minute. Are you
watching movies? Are you watching
specials?”

Fremer notes that meals, once con-
sidered 80% deductible, are now usu-
ally claimed as only 50% deductible,
and that equipment purchases, and
even musicians’ home recording stu-
dios, are under scrutiny.

Says Merrill, “They’re interested in
things like massages, and what we
loosely call ‘research,” which would in-

(Continued on next page)

and rebuild.”

The goal is to rebuild OMD “to the
gold-record level,” says Kirkup.
“And what we therefore need to do
in the marketing of the band is not
rely just simply on alternative or
CHR, although radio play is always
important, but also stress the band’s
image through video and a fall tour.”

Worldwide, the band’s albums con-
sistently sell about 2 million units
each, says co-manager Steve Jensen.
The global focus means coming up
with various game plans for different
territories. “Because OMD is so big
in various countries outside of the
U.S,, we can’t take the approach that
everything will be the same world-
wide. We even have to do things dif-
ferently for France than we do for
Germany. For instance, MTV is very

Disorderly Behavior. Slayer and Ice-T collaborate on “L.A. '92 Disorder,” a cut
from the Def American soundtrack to the upcoming movie “Judgement Night,”
at Hollywood’s Ocean Way Studios. Seated, from left, are Ice-T, Slayer's Tom
Araya, and Def American owner/producer Rick Rubin. Standing, from left, are
Immortal Records’ Happy Walters, Slayer manager Rick Sales, and Ice-T's
manager, Jorge Hinojosa.

(Continued on page 16)

HOUSEFUL OF MUSIC: Crowded House’s new al-
bum, “Together Alone,” is slated for an early fall re-
lease. We caught up with bassist Nick Seymour at a
press conference to announce the band’s participation
in Peter Gabriel’s upcoming WOMAD tour (see
story, page 9). He tells The Beat that participating in
WOMAD's Australian date in Adelaide last year had
a “profound effect” on the new album. “We've always
been accused of being the perfect pop songwriters,” he
says. The WOMAD experience resulted in recording
songs that are “more open-ended.

Crowded House Strips Down For Sound;
Seeking Publicity By The Dashhoard Light

ference, he replied “money would be one [answer]. [
saw the ad and there was no heavy product. It's not
something I was uncomfortable with, and I was just
starting to mount the tour,” which, he noted, costs a
lot of money. At least he probably gets a break on his
phone bill.

lT’S PITIFUL what publicists dredge up in lieu of
their clients’ musical talent in order to get some press.
To wit: this recent missive issued by a major L.A.-

based PR company. As we join

We took a more zen-like ap-
proach, and swapped instru-
ments. The roles aren’t so spe-
cific,” he says. In an effort to keep
the recording lively, Seymour
even swears the band cut one
track, “In My Command,” in the
nude. “Nothing was working, so

the story in progress, the artist
had just bought a 1968 Cadillac
convertible and she “decided to
break it in properly with a love-
making session up in Laurel Can-
yon with her boyfriend ... With
her mind on the task at hand, [the
™ singer] neglected to set the park-

we stripped,” he says. “That re-
ally helped free things up.” We
can only imagine.

Odds are on “Distant Sun” for
first single. Videos for that track, as well as “Nails In
My Feet” and “In My Command” are being shot dur-
ing the next three weeks.

The album was produced by Youth, who is best-
known for his remix work and as half of former duo
Blue Pearl. “We picked him for his sense of humor
and his use of adjectives,” says Seymour.

The band is waiting to see how its role with Capitol
will change with new president Gary Gersh at the
helm. “I would say, obviously, there’s a lot of anticipa-
tion at the label. Our record is coming out in a situation
where the U.S. has something to prove. Maybe our
European and Australian success [where the band has
been more popular] is something to aim at.”

LIKE A ROLLING STONE: The Rolling Stones
are continuing their auditions for a new bassist to re-
place Bill Wyman. Among those reportedly trying out
in the Big Apple were ex-E Street Band member
Gary Tallent, Doug Wimbish (Living Colour), Sara
Lee (B-52’s), and Tommy Sims, who most recently
toured with Bruce Springsteen. Mick and Keith are
also auditioning players in London.

NOW YOU KNOW: We're sure we're not the only
ones wondering why Peter Gabriel lent his song “Talk
To Me” to AT&T for its current commercials. When
asked why he made the deal at the WOMAD press con-

by Melinda Newman

ing brake and the land yacht took
sail right off the side of the cliff
with the couple oblivious to the
perilous situation. [The singer]
reportedly climbed back up the embankment to the
tow truck wearing nothing more than a pair of plat-
form shoes and clutching her purse. She is currently
looking forward to having her dents pounded out (in
the car, that is!)”

Since we're loath to encourage this kind of thing (we
mean press releases about sex in cars, not the actual
act itself), we're not printing the artist’s name. Maybe
she seemed unhurt from the accident, but we think she
may have actually hit her head rather hard. An added
note: We don't care if you're having sex with Mel Gib-
son—you're going to notice if the car starts going off
the cliff.

THIS AND THAT: Michael Jackson’s world tour
continues Aug. 15, with the second leg kicking off in
Hong Kong. Still no word on any U.S. dates ... De-
peche Mode opens its North American tour Sept. 8 in
Montreal. The first U.S. date is two nights later in
Worcester, Mass ... Levine/Schneider Public Rela-
tions celebrated its 10th anniversary with a Los
Angeles soiree that drew more than 700 people ...
Great Entertainment Merchandising/Great South-
ern, PolyGram Diversified Entertainment’s mer-
chandising arm, has signed several new acts lately,
including Depeche Mode, Sting, Peter Gabriel, Ro-
bert Plant, Onyx, and Shabba Ranks.
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Bjork Conveys Iceland’s Sugar & Spice
Elektra ‘Debut’ Marks Singer’s First Solo Outing

B BY GIL GRIFFIN

WASHINGTON, D.C.—After re-
cording and touring as the lead
singer for the Icelandic modern-
rock act the Sugarcubes, singer/
songwriter Bjork returned home,
where she says she “was quite
happy being a housewife in Iceland.”
The Sugarcubes were, in Bjork’s
words, “a hobby band” of lifelong
friends that got together for fun to
make a record.

However, Bjork’s “happiness”
wore off toward the end of 1992,
when the 27-year-old packed up her
newly written music and her son and
moved to London. There, she re-
corded her maiden solo album for
Elektra, called simply “Debut.” The

catalyst that spurred Bjork into go-
ing into the studio was disgust at
“walking into record stores and not
finding anything I liked. I owed it to
people to make something that
wasn'’t a standard pop album.”

The adjective “standard” defi-
nitely does not describe the songs on
the 11-song “Debut.” Eclectic, ec-
centric, and ethereal are more accu-
rate words. While the first single,
“Human Behaviour,” and other
tracks, such as “There’s More To
Life Than This” and “Crying,” sport
dancefloor-friendly club grooves—
courtesy of Bjork’s co-producer,
Nellee Hooper, of Soul II Soul
fame—there are some notable ex-
ceptions. For example, the stripped-
down cover of the ballad “Like
Someone In Love” has Bjork’s soar-
ing, emotive vocals accompanied
only by the playing of 70-year-old
harp player Corky Hales, while a
Bombay, India-based film orchestra
acts as a string section for “Come To
Me” and the intriguing, dreamy lull-
aby, “Venus As A Boy.”

Combine these diverse sounds
with what Bjork calls “private, real,
and personal” lyrics and you've got
music she calls “Icelandic.” “My mu-
sic is influenced by Iceland’s
weather, landscape, and the moods
of its people. It’s a country of ex-
tremes. There are some parts of the
country which are very green and
others which are volcanic. We have
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24-hour daylight in the summer,
when people are very extroverted,
and 24-hour darkness in the winter,
when people are very introverted.”
That helps explain Bjork’s emotive
voice, which ranges from soaring eu-
phoria to somber introspection and,
perhaps, the incongruous title of one
tune, “Violently Happy.”

So how does a record company
market this “Icelandic” sound in
America? Ellen Darst, Elektra’s
senior VP of marketing and product
development, says Sugarcubes fans
will recognize Bjork as they hear
her new material on college and al-
ternative radio stations.

As for the uninitiated, Darst says
the key will be visual aid. “Obvi-
ously, her music is the most impor-
tant thing,” she says, “but fashion

(Continued on page 16)

TAXES

(Continued from preceding page)

clude cable TV, plays, concerts.”

Burbank-based CPA Rich Holmes,
whose clients are primarily musie in-
dustry personnel making $100,000-
$300,000 a year, says, “They’re now
saying these people can’t write off [the
purchase of] CDs unless they can prove
why they need [them].” He adds that
eight of his accounts have been audited
in the last quarter.

Fremer says that an area of proba-
ble scrutiny includes the payment of
crew and band members on a per-diem
basis: “$250 a week [in per-diem
money] times 52 weeks a year can be
$13,000 of unreported income ...
There’s a lot of that out there.

“T think they’ll start looking at con-
tracts,” she adds. “There has to be a lot
more planning on both sides of how ad-
vances are going to be treated [in re-
turns] . . . The days of individual artists
from a band incorporating may be
over.”

Holmes says that auditors are “look-
ing heavily” at the deductions of musi-
cians or others who have a full-time
nonmusic job that is paying the bills:
“The IRS calls it ‘hobby loss.”” One
L.A. accountant notes, “Maybe some
practitioners are showing their pitiful
50 bucks to 100 bucks [in earnings],
and then writing off thousands.”

In the long run, some of the more
creative accounting schemes won't fly
in the current IRS climate, according
to Fremer: “Simple is gonna be better.
The guys who dream up these wild
schemes are gonna get fucking nailed.”

She adds that artists and other mu-
sic business people have to take more
involvement in their affairs: “Half
these artists don't know their own ex-
posure, and accountants sometimes
talk over the artists’ heads . .. Half an
hour of attention a month will improve
fan artist’s] personal well-being in the
long run.”

Fox notes, “Just because the IRS
says it isn’t allowable doesn’t mean
it isn’t. You've got to prove it to
them. The idea is not to be afraid of
the IRS ... If you can prove the
business purpose, you get the de-
duction. If you're constantly cau-
tious, you may not be taking advan-
tage of every deduction allowed to
you.”

Women At Work In Music;
Caught Up With Webb

NO DISCORD FOR DISTAFF:
The attitude was positive and up-
beat as panelists at “The Distaff
Side Of The Music Business” dis-
cussed the expanding roles for
women in the musie industry. The
panel took place at a June 21 meet-
ing of the music and performing
arts unit of B’nai B’rith. Moderated
by Helene Blue, GM of MPL
Communications, the panel fea-
tured Joanne Boris, executive VP
of music services at EMI Music
Publishing, composer/lyricist Su-
san Birkenhead, songwriter Julie

SELLING AT RETAIL: Don
Paccione, director of creative
services at Warner/Chappell in
New York, took a look at the New
York sales section of Tower Rec-
ords’ magazine, Pulse!, and got a
pleasant surprise. The publisher
had the top five best-selling metal
acts in the Big Apple. They were
White Zombie, “La Sexorcisto”;
Ministry, “Psalm 69: How To Sue-
ceed & How To Suck Eggs”; Hel-
met, “Meantime”; Pantera, “Vul-
gar Display Of Power”; and
Biohazard, “Urban Discipline.”

stein, who is
now a con-
sultant with
Boosey &
Hawkes after
spending 53

Gold, and

Sylvia Gold-

IN STEP:
Ervin Litkei,
the  music/
home video
wholesaler
who is also a

years with
the firm.
Each woman credited colleagues
for invaluable help along the way
and agreed that the future is partic-
ularly hopeful with more and more
women attaining a high degree of
professional success. The consen-
sus was that perseverance, confi-
dence, and personal contacts are
the basic elements 2 woman needs
to make it in the music industry.

SEPTEMBER SONG: Jimmy
Webb with a new album; Jimmy
Webb live in New York. That's all
happening this September when
the writer/artist will release his lat-
est solo album, “Suspending Disbe-
lief,” via Elektra Records and
head a concert at Avery Fisher
Hall in New York (Sept. 27). The
show will feature some material
from the new album, produced by
Linda Ronstadt and George Mas-
senburg. According to Robin Sie-
gel of Jimmy Webb Management,
who is producing the concert with
Ron Delsener, Webb will be joined
by special guests, including Glen
Campbell, David Crosby, Michael
Feinstein, and Kris Kristoffer-
son, among others.

As for the album, background vo-
cals will include Ronstadt, Crosby,
and Don Henley.

And in a final Webb note,
“Weird Al” Yankovie is making a
recording of Webb's “MacArthur
Park.” Well, not exactly. Yankovic’s
version is called “Jurassic Park,” a
change that Siegel says sits well
with Webb and producer/director
Steven Spielberg, the man behind
the box-office smash.

TRIBUTE: Singer/songwriter
Barri McPherson pays tribute to
the late Natalie Wood, who died in
a boating accident in 1981 at the age
of 41, in a song called “Natalie.” Al-
though no plans are firmed yet,
McPherson and her song, published
via her own company, Break Your
Heart Music, may receive impor-
tant TV exposure in the near future.

by Irv Lichtman

composer, had
a number of
his marches performed on 28 classi-
cal radio stations across the U.S. dur-
ing the July Fourth weekend, reports
Leona Music Publishing. The holi-
day timing is particularly appropriate
because the works, heard on his Aur-
ora Records album, “March America
March,” are of a patriotic bent,
including one for every American
president since FDR. There's also a
“Salute To The First Lady” march.”

BUDDING TALENT: Glenn
Slater and Stephen Weiner are the
winning collaborators for the third
Bernice Cohen Musical Theatre
Award, administered by the
ASCAP Foundation. Their work,
“Lost In America,” is a musical re-
working of the film by Albert
Brooks and was part of the ASCAP
workshop and another at the Manh-
attan Theatre Club. The two began
their collaboration six months ago
... At BMI, applications are now
being accepted for the BMI-Leh-
man Enghel Musical Theatre
Workshop. Composers should sub-
mit three contrasting compositions
on cassette, while lyricists are asked
to supply three contrasting lyrics—
one comedy, one ballad, and one up-
tempo; a composer/lyricist should
also supply three contrasting songs.
Deadline for submissions is Aug. 1,
with the workshops starting in mid-
September. For more info, contact
Norma Grossman at BMI’'s HQ in
New York.

PRINT ON PRINT: The following
are the best-selling folios from
Warner Bros. Publications:

1. Pantera, Selections from Cow-
boys From Hell & Vulgar Display
Of Power

2. Led Zeppelin Complete, Vol. 2
3. Neil Young, Harvest Moon

4. James Taylor, New Moon Shine
5. The Bodyguard, Soundtrack.

Asststance in the preparation of
this column was provided by Terri
Horak in New York.
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INDEPENDENTLY DISTRIBUTED SINGLES INVADE HOT 100

(Continued from page 3)

ber of factors, including the incorpo-
ration of Broadcast Data Systems
and SoundSecan information into the
Hot 100, independent labels’ ability to
stay close to the street and quickly
jump on trends, and alternative video
outlets.

Currently in the upper echelons of
the Hot 100 are Tag Team’s
“Whoomp! (There It Is)” and Duice’s
“Dazzey Duks.” Both are certified
platinum singles on L.A.-based Bell-
mark Records. Also riding high are
H-Town’s “Knockin’ Da Boots,” a
certified million-seller on Luke Re-
cords, and 95 South’s “Whoot, There
It Is” on Wrap/Ichiban.

In February 1991, Timmy T.’s “One
More Try,” on Quality Records, be-
came the first independently distrib-
uted single to crack the top 10 in
more than two years (Billboard, Feb.
16, 1991). That track went on to top
the Hot 100. In more than two years
since Timmy T.’s triumph, there have
been other smash independently dis-
tributed singles. Tommy Boy rap act
Naughty By Nature scored with
“0.P.P,” which reached No. 6, and
“Hip-Hop Hooray,” which rose to No.
8, while label mates House Of Pain
hit No. 3 with “Jump Around.” (De-
spite Tommy Boy’s ties to Warner
Bros., the singles went through indie
distribution.) Also, Next Plateau’s
Salt-N-Pepa, Profile’s N2Deep, and
Priority’s Ice Cube have broken into
the top 20 of the Hot 100.

But those hits generally came
months apart.

The simultaneous success of the H-
Town, Duice, Tag Team, and 95 South
singles represents the strongest
showing of independently distributed
singles in recent years, and suggests
that radio has once again opened its
ears to indie releases.

INDIES ARE QUICKER

“The cycle of music is such that
there are certain kinds of music that
independent producers can get up
and running quicker than the majors,
when there is a sense that there is a
market for it,” says KIIS Los Ange-
les PD Jeff Wyatt.

Wyatt notes that the Tag Team
and 95 South singles are based on a
phrase—an exclamation of delight—
that became popular among high
school and college students in Atlan-
ta. Initially, the two similarly named
singles caused some confusion at re-
tail (Billboard, June 12).

Bellmark Records picked up the
Duice and Tag Team singles for dis-
tribution from the Atlanta-based
Tony Mercedes Records and Life Re-
cords. Bellmark president Al Bell,
former head of Stax Records, says
the fact that the records feature a re-
gional sound led some to believe that
they couldn’t be mass-appeal hits.

Bell says, “I was told you couldn’t
get Miami bass played or sold in
large urban centers,” he says. “But
they told me I couldn’t do it with Otis
Redding, Sam & Dave, and Isaac
Hayes, so I didn’t accept that with
Duice.”

By working the Duice single with a
combination of Bellmark’s small in-
house staff and independent promo-
tion region-by-region, Bellmark even-
tually covered the entire nation. A
second video clip for the song, featur-
ing TV stars David Faustino and
Catherine Bach (who, appropriately,
formerly played “Daisy” on “The
Dukes Of Hazzard”), also helped the
single gain momentum.

The record was one of several nov-
elty singles that began charting earli-

er this year (Billboard, Feb. 20).

“It was a hard-fought battle with
‘Dazzey Duks,’ ” Bell says.

Luke Records president Luther
Campbell expressed similar senti-
ment about the initial struggle to
break H-Town (Billboard, July 3),
which scored the label’s best-selling
single since Luke severed its short-
lived distribution pact with Atlantic
Records.

ALTERNATIVE OUTLETS KEY

Ichiban national accounts manager
David Sanders says that alternative
video outlets, including The Box and
regional programs, have been a key
factor in the rise of the 95 South sin-
gle: “[The regional shows] don’t have
the impact of a major market radio
station, but it does have an impact on
sales.”

According to Bell, since Duice
paved the way for Tag Team,
“Whoomp! (There It Is)” exploded

faster out of the box. “We serviced it
on a national basis as opposed to re-
gionally,” Bell says. “It went gold in
four weeks and platinum in six.”

Ultimately, however, Bellmark
says the marketing strategy
wouldn’t have worked without a
sound that is gaining mainstream ac-
ceptance. “Indie labels at this mo-
ment are coming up with product
that the masses want.”

Top 40 WPGC-FM Washington,
D.C., PD Jay Stevens concurs. “The
small labels are putting out good
street, urban-leaning records. It has
nothing to do with whether radio is
more receptive to independents or to
taking calls from them.”

Stevens says that while regional
success can be limiting, it also can
blossom into broader acceptance and
help spread a buzz on a record.
“‘Dazzey Duks'’ is a perfect example
of that,” he says. “It was very big in
the West and in Texas, and that cer-

tainly pushed us to get it on the sta-
tion.”

According to Sanders, Ichiban and
other indies continue to work on a
street level by building an initial
groundswell at clubs before taking it
to the next level: “It’s a lot easier to
get radio play when you have some
street level action going.”

However, others attribute the rise
of indie singles to recent changes in
chart methodology.

Says WQHT (Hot 97) New York
PD Joel Salkowitz, “There is a direct
connection to SoundScan and BDS.
You won't find those records on the
charts of many other trade publica-
tions—namely R&R—because indie
labels don’t have the money to buy
reports. When they have a record
that sells and is being played, it
shows up on the Hot 100.”

Luke Records’ Campbell agrees
that SoundScan and BDS have con-
tributed to the rise of indie singles,

SUB POP STAYS TRUE TO ITS ROOTS

(Continued from page 3)

ington state, the major labels wooed
many of the indie’s high-profile
homegrown acts away.

Sub Pop has subsequently chosen
to diversify itself regionally in recent
years, while remaining true to its
original intent: releasing uncompro-
mising records by feisty alternative
bands, including Pond, Sebadoh, and
Earth.

“We were a Northwest record la-
bel, and to a large degree, we contin-
ue to be a Northwest record label,”
says Sub Pop co-owner Jonathan
Poneman. “More important than rep-
resenting our own region and having
a particular Northwest chauvinism,
we acknowledge the importance of
regionalism in music, from the stand-
point that we try to go right to the
roots of a community and go for the
bands and/or the individuals that
have a galvanizing presence and/or
effect in the community.”

The impetus for Sub Pop was origi-
nally supplied by Poneman’s partner
Bruce Pavitt, frustrated as a student
in Park Forest, Ill., with the lack of lo-
cal coverage received by the late-"70s
punk scene in nearby Chicago. When
he moved to Seattle to attend Ever-
green State College, Pavitt says, “it
was the same thing: great local bands
but you wouldn’t read about them
anywhere.”

Sub Pop began life in Olympia,
Wash., in 1979 as Subterranean Pop,
a fanzine, published by Pavitt, that is-
sued three cassette compilations of
U.S. indie rock acts. The label started
in earnest, with its pared-down name,
in 1986, when Pavitt, by then based in
Seattle, released “Sub Pop 100,” a
compilation that included such intran-
sigent contributors as Sonic Youth
and Steve Albini.

A year later, Pavitt hooked up with
Poneman, who was promoting local
recordings on his radio show at the
Univ. of Washington’s Seattle station
KCMU.

Poneman sees Sub Pop’s regionally
oriented bent as a natural develop-
ment mirrored throughout American
popular music history.

“Regionalism has been important
in music going back to the early days
of country & western and rhythm &
blues music,” he notes. “We had the
happy coincidence, being a label
that’s regionally conscious, of start-
ing the label at the very time that the

hottest region in the country hap-
pened to be in our own back yard.”
Sub Pop’s remarkable run of rec-
ords featuring important Seattle
bands began in 1987, with the release
of “Dry As A Bone” by Green River,

. - o
PAVITT, PONEMAN

BILLY CHILDISH

a group that spawned Mark Arm,
and Steve Turner, later of Mudhoney,
and Jeff Ament and Stone Gossard,
who went on to join Mother Love
Bone, and, ultimately, to form Pear]
Jam. Between 1988 and 1991, the la-
bel released albums by such seminal
grunge rockers as Nirvana, Mud-
honey, Soundgarden, and Tad.

But major-label A&R executives
were paying attention to the rum-
blings in the Pacific Northwest:
Scouting of the Seattle scene by the
majors quickly became de rigueur,
and one by one Sub Pop’s biggest lo-
cal acts were snapped up. Soundgar-
den went to A&M, Mudhoney to Re-
prise, Tad to Mechanic. The most cel-
ebrated signing, of course, was
Nirvana, whose post-Sub Pop DGC
album “Nevermind” has sold 4 mil-
lion units in the U.S. to date.

Other non-Seattle Sub Pop acts
also have gone the major-label route:
Los Angeles’ L7 to Slash/Warner
Bros., Cincinnati’'s Afghan Whigs to
Elektra, Denver’s the Fluid to Holly-
wood. While they remain with Sub
Pop, Sebadoh and Pond also have
been wooed by majors recently.

LOVE BATTERY PURSUED

Indicative of the deep interest one
of the label’s acts can command, the
PolyGram-distributed Atlas Records
imprint recently attempted to pick up
Love Battery’s completed album
“Far Gone” after the record was al-
ready being advertised and promoted
as a July Sub Pop release. A source
says the deal didn’t pan out, and the
album will be issued by the Seattle in-
die as planned.

But the Sub Pop partners—who
note that Nirvana’s label debut,
“Bleach,” has sold 470,000 units in
the wake of the band’s major-label

success—voice no bitterness about
their “farm team” status.

“We are the Toledo Mud Hens of
rock,” quips Poneman, who adds,
“Let me tell you, it's my honor being
the lap dog for the major labels. As
long as they continue to throw me a
bone every once in a while, I'll be
barking and lapping their feet.”

That said, he lets out a loud, terri-
er-like bark.

In a more serious vein, Poneman
adds, “We're aiming for a time when
bands feel comfortable with staying
with Sub Pop for their entire profes-
sional careers, and frankly I think
that time is now. But a lot of bands
think the grass is greener, strictly be-
cause a label has major-label distribu-
tion.”

Poneman notes that Sub Pop’s con-
tracts generally run “from two to
four records. Basically, because we
find that people are usually sniffing
our trail, the thing that we have to of-
fer bands is flexibility.”

Just like their best-known bands,
the Sub Pop partners have had deals
dangled in front of them by the ma-
jors. A couple of years ago, Columbia
discussed the possibility of a distribu-
tion deal with the label, but Poneman
says “they never put an offer on the
table.”

Sub Pop subsequently pacted ex-
clusively with Caroline for distribu-
tion; despite ongoing rumors that a
major-label distribution pact may yet
be in the wind, Poneman says, “I can-
not foresee any changes happening
imminently.”

TERRITORIAL DWERSIFICATION

While the current Sub Pop roster
includes such Seattle-based acts as
the much-lauded Fastbacks, Love
Battery, Earth, Supersuckers, and its
latest signing, Sunny Day Real Es-
tate (which Poneman, with typical
brashness, calls “the greatest band
ever from Seattle”’), the label has
made an effort to territorially diversi-
fy its signings.

“Hopefully we’re tapping into a lot
of different communities and a lot of
different people who may not like
Mudhoney, for example,” says Pa-
vitt, “I hate to use industry cliches
like {expanding our base,” but I guess
that’s what we're doing.”

The label’s wide-ranging roster in-
cludes Dallas’ the Rev. Horton Heat;

but he also gives radio programmers
credit.

“Crossover radio is so aggressive,”
he says. “They go in and find records
that are happening in the clubs and
the streets and they don’t necessarily
look at the label.”

The fact that indies are experienc-
ing such success on the singles chart
has “major labels scratching their
heads, trying to figure out what'’s
happening,” Campbell adds.

Campbell predicts that the current
indie showing is just the beginning.
“In the next year or so, you will prob-
ably see about 50% of the Hot 100
made up of independents,” he says.
“A lot of people are seeing that you
don’t need to go to a major label to
get a record into the top 10.”

Assistance in preparing this story
was provided by Michelle Ihiere in
Los Angeles and Danyel Smith in
New York.

Jacksonville, Fla.’s Rein Sanction;
Ann Arbor, Mich.’s Big Chief; and
Washington, D.C.’s Velocity Girl. The
label has taken on an international
flavor as well, signing England’s ga-
rage-rock primitive Billy Childish,
France’s punk-pop unit Les Thugs,
and Japan’s female punk group Su-
persnazz.

Sub Pop is focusing on what it be-
lieves to be highly active scenes in
other parts of the U.S. and in Cana-
da’s Maritime provinces.

Pavitt says, “In the past year
we've established an office in Boston
headed by Joyce Lenehan, and she’s
been instrumental in doing some
scouting, up in both the Maritimes
and in New England in general.
We're working with three New Eng-
land bands right now.”

Sub Pop’s Canadian signings in-
clude Jale, from Halifax, Nova Sco-
tia, and Eric’s Trip, out of Moncton,
New Brunswick. Its New England-
based roster includes Providence,
R.l.-based Six Finger Satellite and
Combustible Edison, and Northamp-
ton, Mass.-based Sebadoh.

Now focusing on the burgeoning
scene in Portland, Ore., Sub Pop has
signed Pond, the Spinanes, and Hazel
out of that locale.

“The latest Seattle scene was ef-
fectively harvested by Sub Pop, C/Z,
eMpTy, and any number of other ma-
jor labels,” says Poneman. “Until the
new Seattle scene comes into fuller
focus, we have to bide our time doing
something. If there is another resur-
gence of talented, inspired people in
this community, we have every inten-
tion of being the first label there. We
will continue to serve Seattle first, as
long as there are things in Seattle
that continue to interest us.”

One thing the partners maintain is,
no matter what part of the country
brings forth their next success,
they’re more than happy to stay indie
all the way.

“We're an independently owned
and funded company, and that means
that sometimes we're gonna have to
make some compromises, but at the
end of the day, we call the shots,
man,” says Poneman. “Ultimately,
none of the people who have courted
us call the shots. Everybody has to
answer to somebody else, except for
Bruce and Jonathan. Isn’t that a
beautiful thing?”
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Artists & Music

W BY TRUDI MILLER ROSENBLUM

NEW YORK—Recording artists Ri-
chie Havens and Jose Feliciano have
filed a lawsuit against a number of
companies, including Image Enter-
tainment Inc., Blockbuster Video,
Tower Records, and J&R Music
World, alleging copyright infringe-
ment in connection with laserdises of
their concerts.

The suit, filed June 25 m U.S. Dis-
trict Court in New York, asks for $30
million in damages.

Other defendants are German-
based companies Sudwestfunk
GmbH, Telepool E.F. GmbH, and
Pool-Musikproductions GmbH; New
York-based Videfilm Producers In-
ternational Ltd.; the Public Broad-
casting Service; and local New York
TV stations WNET and WLIG.

The complaint stems from two sep-
arate concerts given by Havens and
Feliciano in 1988 in Baden-Baden,
Germany. According to the suit, Sud-
westfunk videotaped the concerts for
two agreed-upon broadcasts in Ger-
many, but had no further rights to
sell or distribute the videos. The suit
alleges that, without permission from
the artists, Sudwestfunk sold the
rights to the master tapes to Tele-
pool, which entered into a distribu-

Laser Concerts Spark Suit

Havens, Feliciano Seek Damages

tion agreement with VPI for both
performances; that VPI then made
an agreement with Image Entertain-
ment to manufacture and distribute
laserdises of the performances; and
that Image then distributed the discs
to Tower, Blockbuster, and J&R for
sale. The suit also alleges that VPI
gave PBS the right to broadcast the
concerts, which in New York were
broadcast on stations WNET and
WLIG.

“I think what Tower and Block-
buster and Channel 13 [WNET] did
was outrageous. I think they are all
substantially liable for big dollars,”
said Jacques Catafago, attorney for
Havens and Feliciano. “I think that
once Mr. Havens and Mr. Feliciano
have their day in court, they will
show that this is the type of thing
that shouldn’t happen to an artist.”

Catafago said none of the defend-
ants had responded to the suit and
that “if they don’t answer in 20 or 30
days, we will go for a default judg-
ment against them for the $30 mil-
lion.”

Wally Knief, Blockbuster’s man-
ager of corporate communications,
said the company was unaware of the
litigation.

Cheryl Lee, chief administrative

(Continued on page 16)

ARTISTS

ULTRA VIVID SCENE
GRANT LEE BUFFALO
Cicero’s Basement Bar, St. Louts

GIVEN THE FAVORABLE ecritical
response to “Rev,” Ultra Vivid Scene’s
latest Chaos/Columbia release, there
was a surprisingly sparse crowd at Ci-
cero’s when Kurt Ralske led his
newest band to the small stage. In an
hour-plus set, UVS leaned largely to-
ward this recent effort, and included
a couple of well-chosen fan favorites.
While the audience must have been
smaller than he expected, Ralske
seemed genuinely pleased by the
warmth and appreciation shown by
the several dozen in attendance.

Creating the band’s extended im-
provisations and dense Velvet Under-
ground-like drone, Ralske was joined
on guitar, effects, and feedback by
former Psychedelic Furs sideman
Knox Chandler. The two played off
each other to masterful effect while
the rhythm section from
“Rev"—bassist Jack Daley and drum-
mer Julius Klepacz—supplied a driv-
ing bottom end that held the soaring
jams to the solid rock of the Base-
ment’s cement floor.

Although dark and specter-like,
Ralske took visible pleasure when fans
called for “Staring At The Sun.” He
best expressed the unleashed energy
of this band when he introduced the
album’s opening track, “Candida,” as

“Candida’s Evil Twin.”

Ralske opened the show with “Mir-
ror To Mirror,” which built on the
band’s precise attack to a nearly bru-
tal conclusion. Far superior to
Ralske’s earlier touring band, this
UVS unit produced mind-altering ren-
derings of the most compelling tracks
on “Rev”: “Thief’s Love Song,” “Blood
And Thunder” and “Medicating An-
gles,” which managed to sound like
the title suggests.

With barely a segue, UVS encored
with “Mercy Seat,” building on the
primitive feel of the original to create
the hypnotic, classic rock groove and
other-worldly vibe that this band
achieved routinely. The remaining
fans offered vigorous, if lonely ap-
plause.

Grant Lee Buffalo’s opening set was
suitably ragged and tortured, moving
between straight acoustic sounds and
overdriven electric sounding solos.

BRIAN Q. NEWCOMB

0ZRIC TENTACLES
The Forum, London

AFTER TEN CRAZY years on the
U.K. alternative/festival circuit, Ozric
Tentacles is finally on the interna-
tional mainstream rock map. The
Somerset-based band’s sixth album,
“Jurassic Shift,” released on its own
Dovetail Records, independently dis-
tributed in the U.K. by Pinnacle Rec-

ords, crashed into the U.K. chart last
month at No. 11. In the U.S., a deal
has been inked with I.R.S., which has
issued an earlier album, “Strangei-
tude,” prior to an August release for
“Jurassic Shift.”

Despite the band’s indie origins and
clownish, retro-hippie sense of humor,
its show was a fiercely disciplined dis-
play of crack musicianship, accompa-
nied by a dazzling, computerized light
show, sufficient to rival the biggest
acts on the road today.

Fronted by the aptly named flautist
Jumping John Egan, the Ozrics’
tightly scripted brand of instrumental
power-rock evoked memories of pro-
gressive pioneers such as Gong,
Jethro Tull, Steve Hillage, and early
Jan Hammer. The fractured, heavy
funk riffing of “Vita Voom,” and Ed
Wynne's furiously fiddly guitar solo-
ing during “Sunhair,” were effectively
counterpointed by keyboard player
Joie Hinton’s ravey, flying-saucer
sound effects and modern, blippy syn-
thesizer textures.

During “Pteranodon,” a grinding
funk riff of the sort that Billy Cobham
used to trade in, huge-winged dino-
saurs swooped across the backdrop,
while the reggae-influenced “Feng-
shui” climaxed with a cataclysmie
thunderstorm of lights, sounds, and
thick, blinding clouds of smoke.

No less impressive than the fiery vi-

(Continued on page 16)

Many hotels are so large,
you could get lost in them. We suppose the

same could be said of our towels.

: : N2
in Chicago, (708)678-4488. ;_}/‘\%

N

In a world where bigger is usually considered better, we at Hotel Sofitel would
like to remind you that true contentment is most often found in the smallest of

details. A big, plush bath towel. Owerstuffed chairs as beautiful as they are

comfortable. And a staff thats trained to accomplish nothing less than the
impossible. Plus, music venues, fine shops and restaurants are nearby. In Los
Angeles, were at La Cienega and Bewerly boulevards. In Chicago, we’re
next to O’Hare and the Rosemont Horizon. In Minneapolis, we’re close to
Faisley Park, The Met and Target Center. For reservations in Los Angeles,
you can simply call us at (310) 278-5444. n Minneapolis, (612) 835-1900. And

Hotel Sofitel Wzl keep your towel fluffed.

Los Angeles - Chicago
Minneapolis
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Mercury Rev front man David Baker
can wax loquacious on the space
program and the spiritual aspects of
Graceland. But ask him about his band’s
genesis or its new album, “Boces,” and
he starts to get a little hazy.

“People want to know when we
started, but there was never a big
bang,” says Baker. “It was more like an
evolution. Mercury Rev may have been
born when the first album came out, but
it existed before that.”

The Buffalo, N.Y., sextet’s members
were scattered across the entire
country when Rough Trade issued that
first album, “Yerself Is Steam,” in 1991,
Having never even practiced as a unit,
much less played live, they were in an
awkward position when the label
arranged a British tour that included a
date opening for Bob Dylan.

That tour’s thunderous, often
anarchic shows placed Mercury Rev
high on critics’ year-end lists. But

ARTIST DEVELOPMENTS

unfortunately, just weeks after the
record’s American release, Rough
Trade folded its U.S. arm. Much to the
band’s surprise, Columbia stepped in a
year later, reissuing the album—with
the addition of the British indie hit
“Carwash Hair.”

“This isn’t a band that’s designed to
succeed,” Baker shrugs. “With four or
five billion people in the world, we
figured there must be a few who'd want
to listen to us, but some of us are
surprised when more than 10 people
show up at gigs.”

Columbia director of marketing
Mason Munoz insists the band’s
strident independence is its greatest
asset. “You have to love them for doing
their own thing, regardless of who is
going to embrace it,” Munoz says. “If
they make one mistake, it’s not realizing
‘Boces’ has potential hits on it.”

Named after the New York state
program designed to deal with
“incorrigible” high school students,
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“Boces” (the band’s second album) is an
enthralling melange of multitracked
guitar noise and soft psychedelia that
often sounds like all six band members
are playing lead simultaneously.
Emphasis track “Bronx Cheer” is now
being worked college radio, as well as at
selected commercial alternative outlets.

“We call [our music) jizz-fission, as
opposed to jazz-fusion,” Baker chuckles.
“It’s like throwing a grenade in the
middle of something and then trying to
put it back together in a way that’s
better than the original.”

Having recently played 10 dates on
the second stage of Lollapalooza in
support of “Boces,” they’ll spend the

MERCURY REV: David Baker, Jimmy
Chambers, Jonathan Donahue, Dave
Fridmann, Suzanne Thorpe, and
Grasshopper.

summer on the European festival circuit
before returning for a tour targeting
college markets. Baker is
characteristically vague about what the
shows will entail.

“We never really know what'’s going
to happen,” he says. “Except that
there’s going to be a lot of emotional
release. We start world wars with each
other just to see what'll happen.”

DAVID SPRAGUE

A PROPER FIT

Contrary to the band’s evocative
name, Straitjacket Fits front man
Shayne Carter says the group has
achieved its most unrestrained sound
yet on its latest album, “Blow,” released
last month on Arista/Flying Nun.

That vibe was achieved partly
because the album was recorded almost
entirely live, with producer Paul Fox
(10,000 Maniacs, Sugarcubes), a first for
the band from Dunedin, New Zealand.

“We'd always struggled in the studio
and wondered why our records didn’t
come out sounding like us,” says Carter.
“This album actually sounds like it’s
being played by human beings.”

“Blow” also reflects the departure of
co-front man Andrew Brough and many
of the spry pop melodies he mingled
with Carter’s darker arrangements on
the band’s previous work.

“‘Melt’ was pretty much as far as [
could take the middle ground between
us two,” says Carter of the band’s last
album. “He was pretty much the '60s
pop kid looking for the perfect three-

minute pop song. I like a lot of the music
from that time too, but I was looking for
something that didn’t sound as retro,
and he wasn't really willing to shift
away from that. When he left, it was a
pretty clean slate to begin with.”

Arista also is using Brough's exit as
grounds to reintroduce the band. “I
think there is already a good core of
fans out there,” says Tom Ennis, VP of
product management. “But it’s very
important to set up a record properly,
especially when there are personnel
changes in the band.”

To ensure visibility for “Blow” and
the revamped Straitjacket Fits, the
label invited several retail and radio

(Continued on next page)
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(Continued from preceding page)
people to drop by the American Studios
in L.A. while the album was being
recorded; the press also has been a key
element, according to Ennis.
Additionally, the band did surprise gigs
with Shonen Knife in Los Angeles and
San Francisco around the time of the
Gavin convention in the latter city.

First single “Cat Inna Can” is getting
play at college and modern-rock radio
and will go to commerecial alternative
radio this week, according to Ennis.

Straitjacket Fits will be getting
additional stateside exposure headlining
a triple bill of acts from New Zealand
(playfully dubbed “Songs in the Kiwi of
life”’) that also includes the Bats and the
Jean Paul Sartre Experience.

“We were hopeful of getting on the
second stage at Lollapalooza,” says
Ennis, “and when that didn’t happen,

STRAITJACKET FITS: David Wood,
John Collie, Mark Petersen, and
Shayne Carter.

some other ideas were tossed around.”
The tour, which is receiving a financial
boost from the New Zealand tourist
board, kicks off July 19 in Los Angeles
and will wind its way across the country
through key U.S. cities.

CATHERINE APPLEFELD

BECOMING JULIANA

A lot of things are brand new for
Juliana Hatfield. The singer/
songwriter/guitarist and former Blake
Babies member has just assembled a
full-time band, the Juliana Hatfield
Three; has wrapped up recording her
second Mammoth solo album, the
toughened-up “Become What You Are”;
and is enjoying the first fruits of
Mammoth Records’ association with
Atlantic Records.

After touring last summer with what
she calls a “temporary” band, Hatfield
recruited bassist Dean Fisher and
former Bullet LaVolta drummer Todd
Phillips for a permanent group. “I'm not
thinking ahead of this band,” she says.
“I'm doing this indefinitely.”

It was this trio that cut “Become
What You Are,” the sequel to last year’s
“Hey Babe,” with much-sought-after
producer Scott Litt. “He’s worked with
some of my favorite bands—the
Replacements, R.E.M.,” Hatfield says.
“I like the records he’s made—they're
original, they’re not derivative.”

Hatfield acknowledges that some of

OMD SEES THE LIGHT

(Continued from page 11)

influential in some countries, and in
others, it’s not.”

Although McCluskey says continu-
ally hustling for attention can be
frustrating, he acknowledges that it
keeps him on his toes, creatively. “I
can listen to this new album and hear
someone who was feeling very ener-
gized and excited to be making mu-
sic. I hear someone who has learned
his trade, and who doesn’t take the
opportunity to make records for
granted,” McCluskey says.

Brimming over with bright pop/
dance rhythms and melodies, “Liber-
ator” picks up the musical thread of
OMD'’s mid-'80s synth-pop hits “If
You Leave,” “Forever Lie & Die,”
and “Enola Gay.” McCluskey admits
the set, like the “Sugar Tax” collec-

BJORK SOLO DEBUT

(Continued from page 12)

critics are as interested in her as
music crities because she has an un-
usual, woman-child look.” Darst
says noted French photographer
Jean Baptiste Mondino has done
promotional photo shoots for the
artist and has directed the “Human
Behaviour” videoclip, which is heavy
on animation and special effects.
The clip puts Bjork in a dreamy,
nocturnal “Goldilocks And The
Three Bears” scenario.

In addition, Darst says 12-inch re-
mixes will be made of several songs
on “Debut” for club play, and that a
fall U.S. tour is in the works. “We
have high hopes for her,” she says.
“There’s tremendous variety in her
material and we hope to catapult
from college radio into AC and CHR
formats as well.”

tion, is a rebound from a momentary
rock-rooted distraction that he calls
“a loss of direction, and an avenue we
promised ourselves we would never
follow. I was all part and parcel of the
disintegration of the original band.
At least we had the brains to recog-
nize the problem and get back on
track.”

He continues, “The business of
music had taken over. Luckily, we
never tried to see ourselves as pretty
poster boys. That gave us the chance
to rethink, regroup, and then carry
on.”

Part of that rethinking included
the 1990 departure of several mem-
bers, including band co-founder Paul
Humphries. Retaining the OMD
moniker, McCluskey assembled a
new lineup with a penchant for lively
dance/pop ditties. On “Liberator,”
the band whisks through such
bouncy, though lyrically complex and
intense, fare as “King Of Stone,”
“Dollar Girl,” and “Stand Above
Me,” with toothy aplomb.

“My best songs come from me
leaping off into the wild blue yon-
der,” McCluskey says. “It’s like ther-
apy. In my day-to-day life, I often
steer clear from emotional confron-
tation. A lot of those tightly tucked
feelings wind up in my songs. The
challenge is to effectively place them
into a three-minute pop tune.

“The greatest thing about being in
a situation like ours is that any suc-
cess we have feels like a great re-
ward,” he says. “If we sell millions,
it's because people really like the mu-
sic—not because we have millions of
people waiting to hang on our every
word. It’s hard to be constantly try-
ing to prove yourself, but there is the
occasional upside.”

the hard-edged material on the new
album—songs like “Supermodel,” “A
Dame With A Rod,” and “I Got No
Idols,” which are in marked contrast to
the poppier material much beloved by
her fans—could be a tough sell.

“It's going to be a stretch to get
behind the whole thing, because even
the mellower stuff
is pretty raw,” she
says. “[But] there'll
be some people
who'll like me for
the first time when
they hear the
heavier stuff. Some
people thought that
my older stuff was
too wimpy.”

But Atlantic, which has a joint-
venture deal with Mammoth and is
moving the Hatfield album through
WEA, has high hopes for “Become
What You Are.”

Atlantic senior VP Danny Goldberg
says, “[Hatfield is] a very well-set-up
artist. We have an artist who already
has a base. Her last album sold over
60,000. The big thing now is to really
maximize [her potential].”

Mammoth president Jay Faires says,
“We've done our job in developing a
credible base, and she’s going to be able
to move into the mainstream on her own
terms.”

Goldberg says the company
anticipates support from commercial
modern-rock radio, the press, and MTV.
The band embarks on a club tour in
September.

Speaking of the growing role of
women in alternative music, Goldberg
adds, “We think there’s room for women
in general, and [Hatfield) in particular,
in the modern music scene. She's in the
business of appealing to Soul Asylum
fans and Nirvana fans and Lollapalooza
fans. I can’t believe that those people
Jjust want to listen to male artists.”

Concerning her new arrangement
with the major label, Hatfield says, “I'm
excited. There’s definite benefits—
there's more money to work with, and
everything’s not a hassle anymore.”

CHRIS MORRIS

HATFIELD

LASERDISC LAWSUIT

(Continued from page 14)

officer and general counsel for Image
Entertainment, said, “We have not
been served with any papers. We are
not aware of a lawsuit at this point.”
Regarding the laserdiscs, she said,
“We licensed our rights from Videfilm,
We have an agreement in which they
made representations and warranties
to us that they did have these rights.”

Representatives for Tower and J&R
were unavailable for comment by press
time.

ARTISTS IN ACTION

(Continued from page 14)

tality of the performance was the un-
likely way in which the band managed
to reconcile the virtues of old-fash-
ioned rock musicianship with the
tastes of modern rave/dancefloor cul-
ture. As a gathering of musical
strands, it was truly a tentacular dis-
play. DAVID SINCLAIR

Gontinental Drift

COAST TO COAST — EDITED 8Y MELINDA NEWMAN

MEMPHIS: The Beale Street Historical District might celebrate the blues, but
through the efforts of Keith Sykes, locals are getting to experience first-class
singer/songwriter-in-the-round concerts on the last Thursday of every montbh,
from 9 pm.-1 am,, at Joyce Cobb’s on Beale Street. Sykes, whose own song-
writing credits include “Volcano” and “Coast Of Marseilles” for Jimmy Buffett
and “Take Me Take Me” for Rosanne Cash, became inspired to put on this event
by his participation at a showcase in Nashville’s famous listening room, The
Bluebird Cafe. “I thought, “This is too good, and Memphis doesn’t have anything
like it,” states Sykes about the genesis for his event, which began in February.
“Joyce Cobb’s seemed to be a logical place because of the way it is set up, and
the clientele made me think that it could be a good listening room.” Among those
songwriters who have guested at Keith Sykes Songwriter Showease are Dan
Penn, Spooner Oldham, Todd Snider, Paul Craft, Wayne Carson, Bob
Cheevers, Gary Nicholson, Mel Rutherford, Jon Ims, and Rodney Crowell.
“On the first night, we had a nice crowd of people, and when it was over, people
were genuinely excited about it,” says Sykes. “The next time out, we had about
twice as many show up. By the time April came along, it was standing room
only, and it’s been that way ever since. As long as we have a full house and
everybody is having a good time, I'll feel that my mission is accomplished and
Memphis will get a chance to hear some great songwriters do their thing.” RICK
CLARK

PHILADELPHIA: Singer/songwriter Matt Sevier is the biggest buzz act in the
City of Brotherly Love this season. Sevier’s nine-song CD, “Faultlines,” re-
leased on his own Sirius label, came out July 6 with some serious momentum
behind it. The album’s irresistible pop-rock single, “Marry Katherine,” originally
included on the Philly Rock Guide compilation CD “Hello Phlladelphm' Volume
1,” has been in regular rotation at al-
ternative radio station WXPN for
months, and was the top-requested
song for four weeks running in De-
cember. Sevier has also garnered air-
play at album rocker WMMR, and he
won that station’s “best singer/song-
writer in the Delaware Valley” award.
Sevier's moody-voiced and melodic
pop-folk-soul has cleaned up in na-
tional competitions too: He and his
band were grand prize winners of the
Tanqueray Rocks Best Unsigned Band In America contest last October, taking
home $11,500 and a Gibson equipment enclorsement, as well as having two songs
included on a compilation CD that was recorded live at the Ritz in New York.
“Faultlines” was produced at Philly’s Studio 4 by Sevier and Rudy Rubini and
mixed by Ruffhouse Records honcho Phil Nicolo. The crisply produced result
should have major labels knocking on Sevier’s door, and his album release head-
lining performance at the 800-capacity Theatre of Living Arts on June 30 drew
national press attention. DAN DELUCA

MATT SEVIER

DENVER: The Rocky Mountain Music Assn.’s annual talent showcase contin-
ues to grow each year—proving the Mile High City is more than just the home
base of Big Head Todd & the Monsters. More than 125 Colorado artists were
featured at the sixth annual Music Fest, June 25-26. Last year, more than 80
regional acts performed. Music Fest '93, sponsored by ASCAP and Boulder’s
KBCO, attracted several dozen industry professionals, including keynoter Jim
Halsey, president of a Nashville-based management firm. Other reps came
from ASCAP, Sony, Atlantic, Geffen, L.R.S,, Giant, Mosh Pit, Flying Fish,
and Relativity Records. The two-day event kept A&R reps busy, with more
than 20 showcases in Denver and nearby Boulder. Among the unsigned artists
drawing industry notice: hip-hop purveyor Lord Of Word; Emilio, holding a
regional monopoly on Latino alternative; Psychedelic Zombiez, a local funk/
rock mainstay featuring a four-piece horn section; and accomplished singer/
songwriters Spencer Bohren and Bob Tyler. Two other alternative bands, re-
cently signed to the Denver-based Caustic Fish Records, also drew industry
praise: God Rifle, a hard-edged trio, and pop melody specialists Sympathy F.
Other weekend notables: Sundancer, an R&B outfit combining blues and jazz
influences; versatile rockers Lance Bendiksen & the Radio Kings; and alter-
native bands 40th Day and Somebody’s Sister. Attracting a large cult following
was the metal-inspired Crazy Ms. Daisy, a visually efficacious quartet of
leather-clad females. Plans for next year’s Music Fest already are under way.
For the first time, the nonprofit RMMA is seeking out-of-state corporate spon-
sorships, as well as federal, state, and city funds. If enough money is raised,
organizers would like to expand the event to three days. Because the Colorado
music scene is not united by an identifiable “sound” or genre, the RMMA in-
stead emphasizes the diversity of area talent—and the support of local media.
“In LA. or New York, it's impossible to get a local band on the radio,” says
RMMA board member and producer Bill Thomas. “Here, they call us up every
week and ask, ‘You got something new for me?"” PETER M. JONES
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Toyland Express. Although
the Lollapalooza tour has not
had noticeable impact on the
sales of some of the bigger
names on its bill, the concerts
do appear to be building a fan
base for acts such as the
Minneapolis-based Babes In
Toyland, left. Rage Against
The Machine, Tool, and
Fishbone also have seen
gains since the tour began.

WALLOPALOOZA: As the third annual Lollapalooza tour con-
tinues to make tracks across the U.S., the alternative fest is mak-
ing an impact on some of the bill's acts. As noted here last week,
Rage Against The Machine (which moves 144-121 this week on
The Billboard 200 with a 22% sales increase) offers the most con-
spicuous proof of the concert package’s career-building potential.
Radio has not jumped on the band’s bandwagon,

s0, aside from a generous amount of press cov- T
erage, the tour seems to be the catalyst for the
rise. But, Rage is not the sole example of Lolla-

| RogeAgcmsﬂhe Machine, Rage Against The Machine

Storm Front. Verve's debut
set, “A Storm In Heaven,” was
hailed as the “best album of
1993 by Alternative Press,
and it has gotten off to a fast
start at some key alternative
stores. The UK. act, signed to
Virgin's new Vernon Yard
label, just played a showcase
in Los Angeles and will have
another one on tap this week
in New York.

same time that we learned Madonna’s new label would be called
Maverick.

IN THE YARD: Virgin is beating the bushes for Verve, the UK.
band signed to the label’s new alternative-minded Vernon Yard

REGIONAL HEATSEEKERS # 1
MOUNTAIN "

NORTHEAST
The Jerky Boys, The Jerky Boys

Going Up. Vertical Hold is
definitely moving vertically, but
it's certainly not in a holding
pattem. The group’s “Matter Of
Time" leaps 71-49 on Top R&B
Albums while an 83% jump in
sales over the prior week eamns
the title that chart's Pacesetter
award. At the same time, its
“Seems You're Much Too Busy”
bullets at No. 17 on Hot R&B
Singles.

Recordings logo. The quartet played an industry showease July
7 at the Whisky in Los Angeles and has another set for Thursday
(15) in New York.

Meanwhile, with some support from alternative radio—like
WDRE Long Island, N.Y., WFNX Boston, WHTG Eatontown,
N.J., and KITS (Live 105) San Francisco—Verve’s debut set, “A
Storm In Heaven,” is registering hot sales
at some grass-roots stores. In its second
week out, the title ranked No. 1 at Spins in
Greensboro, N.C., B-Bop Records & Cafe in

palooza’s wallop.

This week, Tool sees a 50% sales bump,
which pushes “Undertow” into The Billboard
200 at No. 190. Tool, which was already on
MTV’s “Headbangers Ball,” has just been
added to the vid channel’s “Alternative Nation,”
but that expansion did not take place until after
this chart’s tracking week closed. Thus, its la-
bel, Zoo, credits Tool’s rise to Lollapalooza.

Fishbone, also on the circuit, re-enters The
Billboard 200 at No. 197, while sales also con-
tinue to build for Reprise’s Babes In Toyland,
another act on the bill.

By contrast, some of the bigger names on
Lollapalooza have seen erratic chart patterns
since the tour began. This week, Arrested De-
velopment and Alice In Chains each see sales
declines on The Billboard 200. Primus sees a modest gain, rising
to No. 69 on The Billboard 200, but it fell to No. 72 last week.

MACHINES ON TOP OF MACHINES: Speaking of Rage, has
anyone else noticed that the music industry is in the midst of what
might best be described as the Machine Age? Besides Rage
Against The Machine, stores are also digesting A&M’s Damn The
Machine. And, coming this fall, Atlantic adds Machines Of Lov-
ing Grace to the mix.

Of course, we have all been here before. Last year, IRS act dada
hit bins around the same time as Chameleon’s Sonia Dada. Not
long before that, MCA Nashville’s the Mavericks were vying for
store space with the Hank Williams Jr. album “Maverick” at the
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G|n Blossoms New Mtserable Expenence
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MIDDLE ATLANTIC
The Jerky Boys, The Jerky Boys

Toldeo, Ohio, and Play It Again, in Royal
Oak, Mich., and No. 2 at Mod Lang in Berk-
eley, Calif., VVV in Dallas, and Co-op Books
in Oberlin, Ohio.

There is also talk of a fall tour with label
mate Acetone, an L.A. band, although the
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1 two Vernon Yard acts might tour separately.

TOLL-FREE ROCK: Leaving little to
chance, rookie act the Chance has come up
with a device to ensure that its most loyal
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THE REGIONAL ROUNDUP

Rotating top-10 lists of best-selling titles by new & developing artists.

PACIFIC
Rodney O & Joe Cooley, F--K New York
Rage Against The Machine, Rage Against...
Maria Mckee, You Gotta Sin To Get Saved
D-Shot, Shot Calla
Big Mountain, Wake Up
C-BO, Gas Chamber
Gin Blossoms, New Miserable Experience
Fugazi, In On The Kilitaker
Tool, Undertow
RuPaul, Supermode! Of The World

SOUTH CENTRAL
Ganksta N-I-P, Psychic Thoughts
Doug Supernaw, Red And Rio Grande
Nemesis, Temple Of Boom
Ricky Lynn Gregg, Ricky Lynn Gregg
Mark Collie, Mark Collie
Gin Blossoms, New Miserable Expenence
Underground Kingz, Too Hard To Swallow
Captain Hollywood Project, Love Is Not Sex
Vertical Hold, Matter Of Time
Butthole Surfers, Independent Worm..
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fans are well informed. By dialing 800-553-
3915, the modern-rock band’s followers can
hear about upcoming tour dates and other
developments. It might not be as catchy a
number as 976-OZZY, but unlike other fan
lines, the Chance’s is toll-free.

The group’s self-titled EP, the first release by Los Angeles in-
dependent label Skydoor, is starting to pick up steam in some of
the markets where it has played, with stores in Kansas City, Mo.,
and Colorado Springs, Colo., reporting impressive sales. Chuck
Snow, a buyer for Independent Records in Colorado Springs, says
the EP is selling “extremely well, especially for an indie.”

The Chance tours throughout July, making repeat visits to such
markets as Kansas City and Sacramento, Calif., and hitting sev-
eral Southwest and Midwest markets. Of course, if you called the
band’s phone line, you already knew that.

Popular Uprisings is prepared by Geoff Mayfield and Brett
Atwood with assistance from Roger Fitton.
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ARTISTS & MUSIC

Benson ‘Remembers’ R&B-Style Pop On WB Set

B BY DAVID NATHAN

LOS ANGELES—George Benson’s
new Warner Bros. set, “Love Re-
members,” an album made up of styl-
ish instrumentals and strong pop/R&
B tunes, is aimed squarely at Ben-
son’s sizable core audience. The mul-
titalented music man is celebrating a
12-album, 17-year association with
the label, and has high hopes for the
new collection,
which began in
recording ses-
sions more than a
year ago.

Benson’s two
previous al-
bums—1989’s
“Tenderly” and
1990’s “Big Boss
Band,” a project
uniting Benson and the Count Basie
Orchestra—were aimed at the jazz
marketplace. This time, says Benson,
“] wanted an album everyone could
get behind. As we finished recording
toward the end of last year, I realized
we had something for each of the dif-
ferent parts of my audience. Once I
put the music in sequence, the label
started coming to life about the al-
bum.”

BENSON

Warner executives Ricky Schultz,
VP/GM jazz and progressive music,
and Hank Spann, VP black musie,
promotions, are confident that Ben-
son’s latest set will receive wide-
spread response. “The new album is
a balance between pop, R&B, and
jazz,” says Schultz. “And George has
an enthusiasm and excitement about
this record that has spilled over.”

Spann says his staff is taking ad-
vantage of Benson’s established dem-
ographic by taking the first single,
“Love Of My Life,” to urban AC for-
mats, and will follow it with a blitz at
urban radio two weeks later. Spann
notes that urban radio has “changed
tremendously” since Benson’s last
pop/R&B album, the 1988 release
“Twice The Love.” “So,” says Spann,
“we’re going about this in a different
way.”

According to Benson, the strongest
aspect of “Love Remembers” is his
guitar playing. “If you listen to some
of my earlier vocal hits, like ‘Give Me
The Night’ and ‘Love Times Love,’
you’ll hear my guitar solos running
through them. I did the same on this
album.” He says there are also some
instrumentals. “ ‘Got To Be There’ is
one of my personal favorites. On that
track, I got to do what made me what

I am, to conceive of an idea and then
work it top to bottom.”

The album features producers such
as Bob James, who cut four tracks,
David Gamson, Stewart Levin, and
Benson himself, who produced six of
the set’s 12 tunes.

Benson says working with James is
a reunion. “I haven’t been in the stu-
dio with Bob since 1969, when I rec-
orded ‘The Other Side Of Abbey
Road’ and he played on the sessions,”
he notes. “Bob really put together the
right group of musicians on this new
album—people like Hubert Laws,
Kirk Whalum, Randy Brecker, Ri-
chard Tee, and Omar Hakim.”

Most of the material is original and
includes “Come Into My World,” a
tune co-penned by Benson’s son Ste-
ven. Brian McKnight co-wrote “I’ll
Be Good To You” with producer Gam-
son.

“I didn’t approach making this al-

bum just to have a hit record,” says
jenson. “I wanted to showcase some-

thing from each of the genres I work
in. It’s been five years since I did an
album in this vein—there are some
people who thought I had disap-
peared!”

In support of the project, Benson is
engaged in a whirlwind of activities.
According to Warner’s Schultz,
“George is doing work unusual for an
artist of his stature. He'’s out there
promoting the record, visiting one-
stops, retailers, radio, and doing a lot
of interviews.”

Pat Shields, Warner’s national di-
rector of artist relations, notes that
Benson kicked off the campaign with
a June 9 appearance on BET’s “Video
Soul” for the station’s Legends Week.
He followed it with visits to jazz and
R&B stations in Washington, D.C.

Benson appeared on “The Arsenio
Hall Show” June 23.

Also, Shields says, “George has
done a range of interviews with na-
tional and international press. We
previewed his album in Chicago
through a WNUA-sponsored listen-
ing party on June 25, and George also
performed at a benefit for the Thur-
good Marshall Scholarship Fund,
with Herbie Hancock and Angela Bo-
fill, before shooting a video for ‘Love
Of My Life’ in Chicago June 27.”

Benson was in Europe for three
weeks of dates in late June and early
July. “T go out for between 10 days
and three weeks at a time now,” he
says. “I guess around 1984, I started
to realize that I had a lifelong career,
that I didn’t need to try to condense
everything into one year.” A U.S. tour
is planned for September.

. Invites You ta Attend a
Historic Concert Celebration

HE SOUL OF Rig

Live ot the Lonestar Roadhouse

Honored Guests Include
Chuck Jackson
Cissy Houston
Billy Vera
Johnny Kemp

Lani Groves
Cornell Dupree, Will Lee
Richard Tee, Dave Wecki

& the Uptown Horns
InaoOnceina Lifetime Performance

Coming soon on Shanachie Videos, CDs and Cassettes.
RSVP with your Koch Int'| Rep today.
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TOUCH THAT DIAL: As of June 29, Vaughn
Harper, king of the “Quiet Storm,” is no longer a part
of New York’s WBLS. At press time there were unsub-
stantiated rumors suggesting Harper may be rein-
stated, but WBLS execs Mike Love and David Lam-
pel were not returning calls. Harper’s exit from the
station apparently stems from his refusal to play a con-
sultant-programmed playlist.

Harper has entertained (some say, kept sane) the
African-American com-

WBLS Generates A Storm Of Protest

Music People Under Cover; Whoomp! There It Is Again

uct at WBLS, so notions of petitions and marches are
tossed around, but don’t land anywhere. People recog-
nized they were not gathering to try to get Harper his
job back, but to call much-needed attention to the
changes in black radio that make them upset and un-
comfortable. Committees have been formed. Watch
this space for developments.

SILLY LOVE SONGS: Just when you think you can’t
deal with one more

munity in NYC for years
with his comforting voice
and innovative style.
Industryites are worried
that newly hired consult-
ant Jerry Clifton might
be insensitive to the black
listeners of New York ra-
dio. “WBLS’ decision
speaks to a real igno-
rance of what the commu-
nity values,” rails one la-
bel exec and WBLS
listener. To say that people are flabbergasted and
amazed is an understatement.”

Tom Terrell, Verve’s national publicity manager,
says fervently, “It makes me wonder, black radio being
so caught in a rut, that someone as skilled and impor-
tant to the breaking of music as Vaughn Harper, would
get fired. But this might just be the beginning of the
modification—maybe death knell—of the Quiet Storm
format. Letting Vaughn go is another nail in the coffin
of black radio being a responsive, ear-to-the-ground,
seat-of-the-pants media entity.”

A large group of industry professionals met on the
evening of June 30 in the basement of a nightclub in
NYC. Label execs, artists, and independent promoters
hashed out the ramifications of Harper’s exit. The con-
versation boiled down to a frank anger at the station
for allowing an important urban/black station to be pro-
grammed by someone “not black” and perceived as “out
of touch” with the historical and cultural ties of black
radio to the black community.

The venting wus helpful, but the night proved that
in the '90s, the rules of fighting back are unclear: The
owners of the station are African-American, as are the
PD and GM, so the “enemy” is nebulous. Concerned
black promo staffers and execs still have to push prod-

The
Rhythm
and the

Bluves .

by Danyel Smith

“baby, baby, baby,” lust-
as-love song, here comes
another guy group, all
sweet and ooey-gooey, re-
verberating with enough
bass and new-jack style
to make your head swim.
As you curse the prolifer-
ation of what is already
too much of a good thing,
you find yourself turning
down the lights and turn-
ing up the volume.

And as with most music trends, this “resurgence” of
soulful crooning will be pushed to the limit, until one
day a group of guys will walk into a label, singing their
butts off, and the A&R person will look and say “I wish
you would’ve been around last year, when ‘really’ sing-
ing was really the hype.” And at that time we’ll all be
raving about something different. Sad, huh?

But for now we're caught up in responding to the
skillful harmonizing of young men’s voices, admiring
them for their in-our-faces sexuality, amazed at their
ability to “set the mood.” RCA Records has such a
group: ME-2-U, and they sing beautifully. The quin-
tet’s first single, “Want U Back,” will have you thinking
of Hi-Five, will have you wondering at their considera-
ble abilities, will have you admiring them for their
spunk. I had to ask them why they feel like they can
hang, really, with all the big fish in R&B’s waters.

“We are not intimidated by everyone else,” says De-
Vaughn Howard. “We can learn a little bit from every-
body.” The other group members are Jerry Lattisaw
(younger brother of Stacy Lattisaw), Eric Sanders,
Damon Dunnock, and Tony Dumas. They admire
Boyz II Men, Jodeci, the Temptations, the Jackson
5, and Take 6. DeVaughn wrote two of the songs on the
(Continued om next page)
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; : 88 77 90 92 | CYPRESS HILL A RUFFHOUSE 47889*/COLU 198 FQ/15.98) CYPRESS HILL 4
35 | 30 | 26 | 7 | GURU cHrysaus 21998+ERG (10.98/15.98) JAZZMATAZZ VOLUME 1 | 15 o e (5 12 L o
R.B.L. POSSE IN-A-MINUTE B0OO (9.98/14.98) A LESSON TO BE LEARNED
39 43 52 BRIAN MCKNIGHT MERCURY 848605 (9.98 EQ/13.98) BRIAN MCKNIGHT 20
37 | 35 | 39 | 31 | cEcusea T (10,9815 98 THE PREDATOR 1 90 | 70 | 52 9 FUNKDOOBIEST IMMORTAL 53212*/EPIC (9.98 EQ/15.98) WHICH DOOBIE U B? 19
PRIORITY 57185* 5 .98)
38 | 36 | 30 | 49 | MARYJ. BLIGE A 2 UPTOWN 10681/MCA (9.98/15.98} WHAT'S THE 4117 1 91 | 82 | 61 | 11 | DAYOUNGSTA'S EASTWEST 92245/AG (9.98/15.98) THE AFTERMATH | 25
92 60 55 20 | KIRK WHALUM COLUMBIA 46931 (10.98 EQ/15 98) CACHE 42
39 33 28 20 REGINA BELLE COLUMBIA 48826 (10.98 EQ/15.98) PASSION 13
5
40 37 36 33 JADE @ GIANT/REPRISE 24466/WARNER BROS. (9.98/15.98) JADE TO THE MAX 19 % Ik 64 111 | BOYZII MEN 4 ° MOTOWN 6320 (9.98/13.98) CODLEVHIGHEARMONY !
94 78 67 45 BOBBY BROWN A 2 MCA 10417+ (10.98/15.98) BOBBY 1
LORDS OF THE UNDERGROUND
46 44 14 PENDULUM 61415*/ELEKTRA {(10.98/15.98) WS SRS oG E .(']D RE-ENTRY 16 D.J. MAGIC MIKE BASS: THE FINAL FRONTIER 26
42 | 38 | 38 | 28 | SHAI A GASOLINE ALLEY 10762*/MCA (9.98/15.98) IF | EVER FALL IN LOVE 3 MACICIS413ICOCHE-S6/T5:08)
48 % 82 | MICHAEL JACKSON 4 ® EPIC 45400" (10,98 EQ/1 5.98) DANGEROUS 1 96 75 | — 2 ART PORTER VERVE FORECAST 517997 (9.98/13.98) STRAIGHT TO THE POINT 75
97 | 100 | 88 8 HALF PINT ON TOP 9013 (10.98/16.98) WATCH ME GROW 65
44 34 31 24 | SNOW A EASTWEST 92207/AG (10.98/15.98) 12 INCHES OF SNOW 12
8 84 OF A DREAM 9.98/15.98} IN FLIGHT 81
45 | 40 | 32 | 27 | THE PHARCYDE DELICIOUS vinvL 92222+/aG (9.98/15.98)  BIZARRE RIDE Il THE PHARCYDE | 23 :9 o j; 45 EIECESICF; AR REL A CRIER "
1 JOE SAMPLE WARNER BROS. 45209 (10.98/15.98) INVITATION
4 | 47 | 42 | 20 | NAUGHTY BY NATURE A TOMM BOY 1069 (10.9815 98) 19 NAUGHTY Il | 1 Al =
@00 | ReENTRY | g | JOOMUCH TROUBLE PLAVERS CHOICE | 55
47 4] 37 17 | BLOODS & CRIPS DANGEROUS/PUMP 19138*/QUALITY (9.98/13.98) BANGIN ON WAX 18 RAP-A-LOT 57186/PRIORITY (9.98/15.98)

O Albums with the greatest sales gains this week. ® Recording Industry Assn. Of America (RIAA) certification for saies of 500,000 units. A RIAA certification for sales of 1 million units, with multimillion sellers indicated by a numeral following the symbol. *Asterisk indicates LP is available.
Most tape prices, and CD prices for WEA and BMG labels, are suggested lists. Tape prices marked EQ, and all other CD prices, are equivalent prices, which are projected from wholesale prices. Greatest Gainer shows chart’s largest unit increase. Pacesetter indicates biggest percentage growth.
Heatseeker Impact are titles removed from Heatseekers this week. © 1993, Billboard/BF| Communications, and SoundScan, Inc.

THE RHYTHM AND THE BLUES

(Continued from preceding puge)

album, and all five group members
have plans to do more producing and
writing for the next album. They are
not so different from any of the other
guy-groups in circulation—they sing
incredibly, they have personalities,
they find joy in what they do. It's
that they dare to be next, to be one
of the many, that makes them stand
out in my mind. Plus, the single
“Want U Back” is groovy.

|N THE HOUSE: The fifth annual
Music People BBQ in Oakland, Ca-
lif., last month got rained out for the

first time. Organizers scrambled and
ended up at the Scottish Rite Temple
and were none the worse for it. Art-
ists attending included L.L. Cool J,
Frankie Beverly, Spice 1, Nikita
Germaine, Vesta, Dre Dog, Illegal,
KAM, and Four Sure. Warner, Mo-
town, Def Jam, and Rowdy handed
out tons of promo stuff. Local jock
Billy Jam was spinning. The canned
food collected goes to alocal Oakland
homeless charity. The Music People
is an “urban community-based one
stop. The biggest on the West Coast
for 18 years,” says Chris Graham, la-

bel exec with In-A-Minute. Jason
Blaine is president of that company,
as well as of Music People, and it is
starting to get offered P&D deals.
Go NorCal! That's what I say.

FUN, FUN, FUN: You know I was
excited when Tom Cartwright, di-
rector of product management for
“The Right Stuff” (an EMI imprint),
wrote to tell that in late July the la-
bel will commence a yearlong Al
Green reissue program, starting
with “Green is Blues” and “Al Green
Gets Next To You,” both really hard

to find except as imports ... The
youngest of the Winans, Capitol’s
Angie & Debbie, are scheduled to
open for Whitney Houston Wed-
nesday and Thursday (14 and 15) at
Great Woods near Boston; July 20-
26 at Radio City in NYC; Aug. 22 at
the Hollywood Bowl in L.A.; Aug. 23
at the Symphony Pops in San Diego;
and Aug. 25-28 at the Performing
Arts Center in Cerritos, Calif. ...
Sade’s all over the map in August for
her Love Deluxe Tour, Part II.
Highlights include Aug. 6 at the Fid-
dler’s Green in Englewood, Colo.,

Aug. 11 at the Sandstone Amphithe-
atre in Kansas City, Mo.; and Aug. 27
at the Taj Majal in Atlantic City,
N.J.

WHOOMP, AGAIN: You might
think you're up on the “Dazzey Duk”
phenom, but unless you know about
the slamming answer record “(Sweat
My) Dazzy Dukes” by the Repo
Crew (Pandisc), or A-Town Drop’s
other “Whoot” song, or Larry &
Stuff’s “(Fat Girls) In The Daisy
Dukes,” then your info is limited.
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R&B SINGLES A-Z

a TITLE (Publisher - Licensing Org.) Sheet Music Dist. =
75 24/7 (GOOD LOVIN') (Big Herb's, BMI/Davone Ravone
Lee, BMI/Down Low, BMI}
™ 8 ABC-123 (Trycep, BMI/Willesden, BMI/Ramal,
: . . . s . . . BMI/Cleveland’s Own, BMI) CPP
Compiled from a national sample of airplay supplied by Broadcast Data Systems' Radio Track service. 64 R&B stations Compiled from a national sub-sample of POS (point of sale) equipped key R&B retail stores which report number
are electronically monitored 24 hours a day, 7 days a week. Songs ranked by gross impressions, computed by cross- 16 ANOTHER SAD LOVE SONG (Ecat, BMI/Sony Songs, of units sold to SoundScan, Inc. This data is used in the Hot R&B Singles chart.
referencing exact times of airplay with Arbitron listener data. This data is used in the Hot R&B Singies chart. ev“gzemble'm’- BMI/Warner-Tamerlane, BMI) ia' sial,i
/ [{
- = 67 BABY BE MINE (FROM CB4) (Zomba, BM1/Donril, = S 1
1HE 1HE o 1HE 1HE
z » = w f usic Corp. merica, E3 4] ES (4
o || & | TITLE o |5 |G| TITLE BMI/Gasoline Alley, BMI/Cameo Appearance By 2|5 | & | TITLE o |5 |&|TITLE
T | S| ¥ | ARTIST (LABEL/DISTRIBUTING LABEL) T | 3| £ | ARTIST (LABEL/DISTRIBUTING LABEL) ; T | 5| £ | ARTIST (LABEL/DISTRIBUTING LABEL) T | £ | & | ARTIST (LABEL/DISTRIBUTING LABEL)
s / BEL e / Ramses, ASCAP/MCA, ASCAP/Semai, BMI/Ethyl, 2 13
ASCAP)
HECK YO SE| DEEPER
*k NO.1 * 50| 2 | e (F?R%R#TFY) 29 BACK SEAT (OFDN:YJJEEPA)S{:ZINK LCOOKIES INA * %k NO.1 » « 3|2 |14 DEEE (RAL/CHAOS/COLUMBIA)
PLASTIC BAG (Def Jam P/LL Cool J,
THAT'S THE WAY LOVE GOES ’ . y WHOOMP! (THERE IT IS) WHAT’S UP DOC? (CAN WE ROCK
111/(12 JANET JACKSON (VIRGIN) 9 weeks at No. | 9357 FSIOEV):;I-(rI;%':)T QVER ASCAP/EMI April, ASCAP/Marley Marl, ASCAP) 19 TAG TEAM (LIFE) 4 weeks at No. 1 404 FU-SCHNICKENS/SHAQUILLE O'NEAL (JlV)E)
M GOOD L b G TR ELY WHOOT, THERE IT IS 40 | 37 | 10 | GIRL, I'VE BEEN HURT
LATELY 40 |39 (10 | UMU Y SLAM i . 7
2317 JODECI (UPTOWN/MCA) MEN AT LARGE (EASTWEST) s :g&szns;ﬁrl’:‘séigﬁg VAIu;IftO:ll(jAaéc AP/Tony (D)3 |14] g5 SOUTH (WRAP/ICHIBAN) SNOW (EASTWEST/AG)
3|2 |16 | WEAK 41 |40 | 5 | DAY BY DAY Kelly, ASCAP) 3|2 |1l| WEAK 41|33 | 24 | NUTHIN' BUT A “G” THANG
SWV (RCA) PORTRAIT (CAPITOL) 48 THE BONNIE AND CLYDE THEME/IBWIN' WIT MY SWV (RCA) DR. DRE (DEATH ROW/INTERSCOPE)
LOVE NO LIMIT @ 4l s GIMME CREWIN' (Street Knowledge, ASCAP/Deep Technology, @ 4|6 LATELY 42 | 44 | 3 | GOTTA GET MINE
@ 5|31 MARY J. BLIGE (UPTOWN/MCA) CHERYL "PEPSII" RILEY (REPRISE) ASCAP/Gangsta Boogie, ASCAP/WB, ASCAP) JODECI (UPTOWN/MCA) MC BREED (WRAP/ICHIBAN)
5 | 4 | 16 | KNOCKIN’ DA BOOTS (2| 49 | 4 | YOU DON'T HAVE TO WORRY 51 BY THE TIME THIS NIGHT IS OVER (Warmer- 5 | 5 |16 | KNOCKIN’ DA BOOTS 43 | 46 | 4 | STREIHT UP MENACE
H-TOWN (LUKE) MARY J. BLIGE (UPTOWN/MCA) Tamerlane, BMi/R gs, ASCAP/New Nonp H-TOWN (LUKE) MC EIHT (JIVE)
BMI/Mr. Bolton's, BMI/Warner Chappell, PRS) WBM
- RIBBON IN THE SKY SLAM RUN TO YOU
(67|15 LAEBV(E:RITZ(ETLANTIC) 60 | 5 | INTRO (ATLANTIC) 54 g::;FPRS;:(: (LIOI\lé(éAng:Pt/tMah;ley X;EIA (6108 ONYX (RAL/CHAOS/COLUMBIA) 55 | 2 | WHITNEY HOUSTON (ARISTA)
'/ pril, etto Man, P)
TRULY SOMETHING SPECIAL : DRE DAY UNCONDITIONAL LOVE
71613 gggr\:lswgéggg) 4538 | 8 | TRULY gt 40 2ﬁng§Ei’;)(ﬂtm Corp. Of America, BMI/Gasohine 718 |8| ORER (DEATH ROW/INTERSCOPE) il Rl R QIVE)
SOMETHING'S GOIN' ON INSANE IN THE BRAIN f 8 | 8 | 10 | SOMETHING'S GOIN' ON 46 | 31 | 20 | FREAK ME
8 | 12 | v (MAVERICK/SIRE/WARNER BROS.) 75 | 2 | CYPRESS HILL (RUFFHOUSE/COLUMBIA) :g g:‘ ';g [':fffvég I;SEE:\':'/“;}BA/S;?;Z" ASCAP/Unt UNV (MAVERICK/SIRE/WARNER BROS.) SILK (KEIA/ELEKTRA)
@ 9 |2 LOSE CONTROL 550 6 DO DA WHAT 4, ASCAP/Hee Bee Dooinit, ASCAP) WBM 9 | 9 |36 | DAZZEY DUKS 47 138 |25 | 'MSOINTO YOU
SILK (KEIA/ELEKTRA) 1 OF THE GIRLS (EASTWEST) 19 DAZZEY DUKS (Gigilo Chez, BMI/Alvert, BMI/Tee Gil, DUICE (TMR/BELLMARK) SWV (RCA)
11 WHOOMP! (THERE IT IS!) 5216 | LIKEIT BMI/Shakin’ Baker, BMI) 10 | 7 |12 | THAT'S THE WAY LOVE GOES 48 | 47 | 7 | BY THE TIME THIS NIGHT IS OVER
8 | TAG TEAM (LIFE/BELLMARK) JOMANDA (BIG BEAT/ATLANTIC) 61 DEEPER (Word Life, ASCAP/Windswept Pacific, JANET JACKSON (VIRGIN) KENNY G/PEABO BRYSON (ARISTA)
SEEMS YOU'RE MUCH TOO BUSY 49 [47 | 8 | QUIET TIME ASCAP/Longitude, BMI/Frsthngtanyn, ASCAP) WBM 11|11 |13 | SHOW ME LOVE 49 | 43 | 15 | EVERY LITTLE THING U DO
® 15|11 VERTICAL HOLD (A&M) REGINA BELLE (COLUMBIA) 50 DO DA WHAT (Trycep, BMI/Willesden, ROBIN S. (BIG BEAT/ATLANTIC) CHRISTOPHER WILLIAMS (UPTOWN/MCA)
BMI/Cleveland's Own, BMI/Metered, ASCAP) CPP
ANOTHER SAD LOVE SONG IF i CRY NO MORE IF I COULD
(12 19 | 8 | TON BRAXTON (LAFACE/ARISTA) (50|68 | 4 | Janer sackson (virainy 33 ggg'TP V;ALK_ ﬂ:“\Y (gfﬁdlnzlf’ﬂ. ASCAP/MCA, (12|13 | 12 | DexTreme (GASOLINE ALLEY/MCA) R REGINA BELLE (COLUMBIA)
B e GD—| ! 3%5?&?‘25&55 Lt 15 DREAD(YOFSH"I; ;Iz:es h:IS)C:t) HL Ak LAEBV(E:F-RITZ(ETLANTIC) B agNAALToL'/:FEGE EASTWEST)
7 ,
SO INTC e BABY BE MINE L L U O b b iF I HAD NO LOOT SEEMS YOU’ F:E MUCH TO BUS'
14 |13 |28 | 'M SO INTO YOU 524119 April, ASCAP/KG Blunt, ASCAP/Zomba, ASCAP/Isaya (19|15 5 (52) 59 | 2 Y
SWV (RCA) BLACKSTREET (MCA) He's Funky, ASCAP/Sany Tunes, ASCAP/Babydon, TONY! TON! TONE! (WING/MERCURY) VERTICAL HOLD (A&M)
15|10 | 6 | IFIHAD NO LOOT 53 |48 | 4 | GOTTA KNOW (YOUR NAME) ASCAP) CPP/WBM/HL ANOTHER SAD LOVE SONG 53 (41 (25| DITTY
(1517 | 3 ;
TONY! TONI! TONE! (WING/MERCURY) MALAIKA (A&M) 59 FEEL NO PAIN (Angel, ASCAP/Sony Tunes, ASCAP) TONI BRAXTON (LAFACE/ARISTA) PAPERBOY (NEXT PLATEAU/FFRR)
16 | 14 | 12 | CRY NO MORE @ 56| 4 | WANNA HOLD ON TO YOU 22 THE FLOOR (Flyte Tyme, ASCAP) WBM 16 | 14 | 2 | INSANE IN THE BRAIN 57| 3 | MYCUTIE
11 D EXTREME (GASOLINE ALLEY/MCA) MICA PARIS (ISLAND/PLG) 37 FREAK ME (Keith Sweat, ASCAP/E/A, ASCAP/WB, CYPRESS HILL (RUFFHOUSE /COLUMBIA) WRECKX-N-EFFECT (MCA)
ONE WOMAN (55) 1 | WANT U BACK ASCAPySaints Alive, BMI/EMI Blackwood, BMI) WBM 17|16 | 4 | BACK SEAT (OF MY JEEP, 55 |52 | 10 | LITTLE MIRACLES
@ 20 16 JADE (GIANT/REPRISE) - ME-2-U (RCA) 18 GET IT UP (Tionna, ASCAP) L.L. COOL J (DEF JAM/RAL/COLUMBIA) LUTHER VANDROSS (EPIC)
39 GIMME (P-Blast, ASCAP/Zomba, ASCAP/Soda Face N
RE DAY HEY M g ' | GET AROUND/KEEP YA HEAD UP LET'S GO THROUGH THE MOTIONS
B DDR DRE (DEATH ROW/INTERSCOPE) 73| 2| zrane (FLAVOR UNIT/EPIC) - QS:f\P)VCPP (Motor Jam. ASCAP/G. 19 | 4 | 2PAC (INTERSCOPE/ATLANTIC) %5313 JODECI (UPTOWN/MCA)
IRL, I'VE BEEN HURT (Motor Jam, P/Green
EVERY LITTLE TH uUDO RUNTO YOU ’ i LOSE CONTROL/GIRL U FOR ME LET ME BE THE ONE
1917 |18 | Y vt rownmcay | [BD]62 | 4 | WHiThEY NOUSTON (arisTay " 2?\7:'“’:;0:7&5-::%",& :SFCE’::’)(?OLW Cothors 21| 4 | Sk (ke ELERTRA) 71| 2 | INTRO (ATLANTIC)
LET ME BE THE ONE 4 IT'S ON A ' RUFFNECK BABY BE MINE
(20| 24 | 17 | (Wiro (AT_ANTIC) B3 NAUGHTY BY NATURE (TOMMY BOY) - SOM#ka(s;tsgor:T:EA(SPgCJPe{T:r'tritCOBﬁ/’:«i(t:rﬁ;)se 26 | 4 | MC LYTE (FIRST PRIORITY/ATLANTIC) 584816 BLACKSTREET (MCA)
(@D)| 25 | 9 | SLAM 59 (51 |12 | SIX FEET DEEP ASCAP/Warren G., ASCAP/Funky Shit, BMI/Ghetto 21|18 | 9 | LOVENO LIMIT 59 |58 | 29 | DON'T WALK AWAY
ONYX (RAL/CHAOS/COLUMBIA) GETO BOYS (RAP-A-LOT/PRIORITY) Gospel, BMI) MARY J. BLIGE (UPTOWN/MCA) JADE (GIANT/REPRISE)
7 UNCONDITIONAL LOVE 60 | 43 | 15 | IN THE MIDDLE 68 GOTTA KNOW (YOUR NAME) (Last Song, 29| 4 CHIEF ROCKA 60 { 56 | 15 | TELLIN' ME STORIES
(22| 26 HLFIVE (JIVE) ALEXANDER O'NEAL (TABU, ABM) ASCAP/Third Coast, ASCAP) LORDS OF UNDERGROUND (PENDULUM) BIG BUB (EASTWEST)
GIRL U FOR ME 61|54 | 6 | FEEL NO PAIN 83 HEY THERE PRETTY LADY (New Perspective, ASCAP) @ 11 GET IT UP 61|54 | 6 | HUMPS FOR THE BLVD.
@ 3|8 SILK (KEIA/ELEKTRA) SADE (EPIC) 35 | AIN'T THE ONE (Jus’ Livin', BMI/Warner-Tamerlane, TLC (EPIC) RODNEY O & JOE COOLEY (PSYCHOTIC)
24 |21 [ 10 | THE FLOOR 62 (58 | 4 | INMYNATURE BMI/Trakmasterz, BMI/Ahunit And Fifth Street, BMI) 28 (20 | 14 | PASSIN' ME BY 62 | 60 | 24 | HIP HOP HOORAY
JOHNNY GILL (MOTOWN) NUTTIN' NYCE (POCKE TOWN) 5 ngﬂ T WANNA ¢ ASCAP/B THE PHARCYDE (DELICIOUS VINYL) NAUGHTY BY NATURE (TOMMY BOY)
6 | DON'T WANNA FIGHT (Chrysalis, /Bilu,
THAT'S THE WAY LOVE IS 4 HEAVEN KNOWS 25|28 | 7 | ONE WOMAN UM UM GOOD
B |16 | Bt Ay 81953 | R ANDRoSS epio o IBFMI‘/CEO“J'LE[;‘ (ev“é”) ACSE:P/ - JADE (GIANT/REPRISE) (8] — | 1 | Men AT LARGE EASTHEST)
UTTLE MIRACLES 64 DITTY y ‘ 26|24 | 9 | THE FLOOR 64 TYPICAL REASONS
%21 LUTHER VANDROSS (EPIC) il PAPERBOY (NEXT PLATEAU/FFRR/PLG) égngAMnl.:.I::kg:noS'HBLNS\IICSLIV' e JOHNNY GILL (MOTOWN) 62]18 PRINCE MARKIE DEE (COLUMBIA)
(@D 29 | 12 WHOOT, THERE IT IS 65 |63 | 19 | 1 CAN'T STAND THE PAIN 13 IF 1 HAD NO LOOT (Ghatti, ASCAP/Gangsta Boogre, (@D —| 1 SOMEBQOY ELSE wiLL 65|61 | 16 | LOOKING THROUGH PATIENT EYES
95 SOUTH {WRAP/ICHIBAN) LORENZO (ALPHA INTERNATIONAL ' PLG) ASCAP/WB, ASCAP/Street Know|edge, 0O'JAYS (EMI/ERG) P.M. DAWN (GEE STREET/ISLAND,PLG)
78 30 ONE LAST CRY 1 | THE BONNIE AND CLYDE THEME ASCAP/Polygram Int'l, ASCAP/Tony Tons Tone, 28 (27 | 4 | ONE LAST CRY 66 | 66 | 35 | | WILL ALWAYS LOVE YOU
6 BRIAN MCKNIGHT (MERCURY) — YO-YO (EASTWEST) ASCAP/LA. Jay, ASCAP/Bigwill) HL/CPP/WBM BRIAN MCKNIGHT (MERCURY) i WHITNEY HOUSTON (ARISTA)
BABY I'M YOURS I'M IN LOVE 85 IF (Black Ice, BMI/Flyte Tyme, ASCAP/Jobete, LET ME ROLL COMFORTER
@ 3419 SHAI (GASOLINE ALLEY/MCA) — |1 JOE (MERCURY) ASCAP/Stone Agate, BMI) @ 2|2 SCARFACE (RAP-A-LOT/PRIORITY) /|| SHAI (GASOLINE ALLEY/MCA)
26 | GET AROUND/KEEP YA HEAD UP (GLG Two,
LICK U UP GIMME GIMME 30 |25 | 19 | IT WAS A GOOD DAY ILIKEIT
(3D)[ 66 | 2 | yirown (une) — | & | AVACHERRY (RADIKAL/CRITIQUE) BMI/Ghetto Gospel, BMI/Rubber Band, BMI/Saja, ICE CUBE (PRIORITY) 75 | 2 | JOMANDA (BIG BEAT/ATLANTIC)
BMI/Troutman, BMi/Interscope Pearl, BMI/Warner-
GIVE HIM A LOVE HE CAN FEEL RUFF NECK i ' 1 DON'T WANT TO FIGHT TRIGGA GOTS NO HEART
L TENE WILLIAMS (PENDULUM/ELEKTRA) — | 1 | MCLYTE (FIRST PRIORITY/ATLANTIC) > Ii’;‘:é'ﬁeugml ASCAP) CPP/HL @D| % | 5 TINA TURNER (VIRGIN) 69169 |11 SPICE 1 (TRIAD/JIVE)
VERY SPECIAL ALRIGHT ’ b 32 (30|11 | SIXFEET DEEP { HAVE NOTHING
SEE BIG DADDY KANE (COLD CHILLIN'/REPRISE) — | 1 | KRiSKROSS (RUFFHOUSE/COLUMBIA) 8 IBrnll/r;etjléy lgjer?;::)l;j :m:)/ Ahunit And Fifth Street, GETO BOYS (RAP-A-LOT/PRIORITY) 70163 120 WHITNEY HOUSTON (ARISTA)
(33 — | 1 | IT'SFOR YoU 71 (64 [ 6 | SOGOOD 25 I'M SO INTO YOU (Bam Jams, BMI/Warner- 36 | g | BONNIE AND CLYDE/IBWIN' 71 (72 | 3 | DO DA WHAT
SHANICE (MOTOWN) MICHAEL COOPER (REPRISE) Tamerlane, BMI/Interscope Pearl, BMI) WBM YO-YO (EASTWEST) 1 OF THE GIRLS (EASTWEST)
34|31 |11 | JAIN'T THE ONE 72|65 | 2 | DOWNTOWN 73 IN MY NATURE (Pocketown, ASCAP/Zomba, ASCAP) 34 (22 | 10 | BAD BOYS (THEME FROM “COPS") @ ON THE RUN
T.C.F. (COLD CHILLIN'/WARNER BROS.) SWV (RCA) CPP INNER CIRCLE (BIG BEAT/ATLANTIC) — | 1 | KoOL G RaP & D1, POLO (COLD CHILLIN')
3 | GET AROUND 73169 | 4 | BY THE TIME THIS NIGHT IS OVER 28 INSANE IN THE BRAIN (Cypress Funky, ASCAP/Soul 35(35] 4 | WORKITOUT 73 [ 50 | 18 | OOWN WITH THE KING
6| 4 2PAC (INTERSCOPE/ATLANTIC) KENNY G/PEABO BRYSON (ARISTA) Assasins, ASCAP/MCA, ASCAP) HL LUKE (LUKE) RUN-DM.C. (PROFILE)
n 81 IN THE MIDDLE (Big Giant, BMI/Coffey, Nettlesbey, ’
PASSIN' ME BY TEDDY BEAR BABY I'M YOURS TRUTHFUL
(30| 37 | 11 THE PHARCYDE (DELICIOUS VINYL) MEE G-WIZ (SCOTT! BROS.) BMI/Warner-Tamerlane, BMI) WBM 39 | B | Sk (GASOLINE ALLEY/MCA) A5 HEAVY D. & THE BOYZ (UPTOWN/MCA)
70 IT'S FOR YOU (Shanice 4 U, ASCAP/Hee Bee Dooinit,
WHO IS IT TONIGHT'S DA NIGHT Y ’ IT'S ON ABOV
3132 | 16 | MEE Vhckson oy (3] — | 2 | ReDMAN (RAL/CHAS/COLUMBIA) w0 :‘Ts,g"o"rjv(’;’;g’ CA‘;E::';NASC::’/ UA’;E :PS/CE’?P) o (D] 42 | 4 | Nadry ev narure crommy aon 75|88 | 8 | BRY8N Drvor ticwy
-Boy, aughty, Y,
(O Tracks moving up the chart with airplay gains. © 1993, Billboard/BPI Communications. 89 | WANNA BE YOUR MAN (T\;gvo Star, ASCAP%Ixat, C)Singles with increasing sales. © 1993, Billboard/BPI Communications and SoundScan, Inc.
BMI/Pailsey Park, BMI) WBM
“n]' n&B nEc"nnENT A'npuv 53 | WANNA HOLD ON TO YOU (Gratitude Sky, 44 RUFFNECK (Brooklyn Based, ASCAP/Top Billin, Tyme, ASCAP) WBM
ASCAP/W‘amer Chappell, PRS/Unlchappel_l, BMI) ASCAP/Smokin" Sounds, ASCAP/Quick Time, BMI/EMI 43 THAT'S THE WAY LOVE IS (Zomba, ASCAP/Donril,
1 |—| 1 | DONT waALK AWAY 18113 |12 | GeT Away 6 KNOCKIN' DA BOOTS (Pac Jam, BMI/Saja, April, ASCAP/Abdur Rahman, ASCAP) ASCAP/Micon, ASCAP/EMI April, ASCAP/Abdur
JADE (GIANT/REPRISE) BOBBY BROWN (MCA) ) mg;oyjtrrga? BAthgAVPvE;:! Bl ASCAP) CPP 41 RUN TO YOU (Music City,ASCAP/Nelana, BMI/PSO, Rahman, ASCAP/Bobby Brown, ASCAP) CPP/WBM/HL
obete, ack bull, ASCAP/Candlelight, ASCAP) CPP 87 TONIGHT'S DA NIGHT (Funky Noble, BMI/Screen
COMFORTER WHAT ABOUT YOUR FRIENDS ! 2
S s (G?SOUNE ALLEY/MCA) 1521 (2] R (LArAcE/l:RISTA) € u /Lx?c»mi/thE T“JE °":S(CF;;‘}*;‘"SM ,:-ZCA;/CMCA' 46 SAY IT ISN'T OVER (EMI Blackwood, BMI/Money In Gems-EMI, BMI/Stone City, ASCAP/National League,
one jam, ess, Nitly & Capone, The Bank, BMI/Todski, BMI/Gotta Pay The Rent, ASCAP) WBM
S s e 0 e e ASCAP Warner Bros, ASCAP) WBM BMI) 62 TRULY SOMETHING SPECIAL (Kear, BMI/Saba Seven,
a 1112 [ Freakme 7 N 66 k?c;g ROLL (N-The Water, ASCAP/Mycenae, 17 SEEMS YOU'RE MUCH TOO BUSY (Music Corp. Of BMI)
—_ America, BMI/Baby Diamond, ASCAP/Colgems-EMI, 97 U DON'T HEAR ME THO" (Oliver & Cooley, BMI/Saja,
SILK (KEIA/ELEKTRA) BIG BUB (EASTWEST) 78 LET'S GO THROUGH THE MOTIONS (EMI April, ASCAP/Mantronik Intermational, ASCAP) 4 SN ( Y. /54
5| 4 |6 | OEDICATED 18 |12 | 4 | KISS OF LIFE ASCAP/DeSwing Mob, ASCAP/Back To The Ghetto, 10 SHOW ME LOVE (Song-A-Tron, BMi/Champion, BMI} 30 UM UM GOOD (Trycep, BMI/Willesden, BMI/Ramal,
R KELLY & PUBLIC ANNOUNCEMENT (IVE) SADE (EPIC) ASCAP) WBM 55 SIX FEET DEEP (N-The Water, ASCAP/Jobete, BMi/Cleveland's Own, BMI) CPP
6162 IFicouLd 19|15 4 | | HAVE NOTHING 57 LICK U UP (Pac Jam, BMI/Wreckshop, BMI) ASCAP/Straight Cash, BMI/EMI Blackwood, BMI) 21 UNCONDITIONAL LOVE (Zomba, ASCAP/Art &
REGINA BELLE (COLUMBIA) H (ARISTA) pril, ncle Ronnie's, PP/W
EG OLUMB WHITNEY HOUSTON (ARIST) 32 /L\IST(:T:FE/W(:R:CALSE(?A(PE%:\ l_l" 1 A:ECA:/S%AF,’) F:IL/M;M CPP/WBM Rhythm, ASCAP) CPP
IT'S ALRIGHT HAPPY DAYS g rilfer Miller, 18 SLAM (JMJ, ASCAP/Chyskillz Muzik, ASCAP/Harris 69 VERY SPECIAL (AZ, ASCAP/Coid Chillin’, ASCAP/WB,
aslE CHANTE MOORE (SILAS/MCA) e SILK (KEIA/ELEKTRA) 7 ;%SIEECI;NE:AOIL\/NG[:R;;'FQR ':lEA(IKe-tf:3 Svlve;ht’i | Onyx, ASCAP/EMI April, ASCAP) ASCAP/At Home, ASCAP/ Jeftix, ASCAP) WBM
. /E/A, BMI/WB, BMI/Saints Alive, BMI/ SO ALONE (Trycep, BMI/Ramal, BMI/Willesden, BMI 74 WANT U BACK (Lovis St BMI
U P sy R . Blackwood, BMI) WEM cPp e : 3 WEAK (Bam Jarﬁ;‘gle/lhtevsc)Ope Pearl,
= 11 LOVE NO LIMIT (WB, ASCAP/Ness, Nitty & Capone, SO GOOD (Norcal Atlanta, BMI/Warner-Tamerlane, BMI/Warner-Tamerlane, BMI) WBM
anMEE T 2|16 | 1L | R D L oPMENT (CHRYSALIS) ASCAP/Stone Jam, ASCAP) WBM ) BMI/Playtull, BMI) 64 WHAT'S UP DOC? (CAN WE ROCK) (Willesden,
76 MY CUTIE (Tadej, ASCAP/Zomba, ASCAP, Donril, 36 SOMEBODY ELSE WILL (Trycep, BMI/Willesden, BMI/CPMK, BMI/Zomba, ASCAP/Scratch N’ Source,
10| 7 | 6 | NUTHIN' BUT A “G" THANG 23 | 17 | 20 | LOVE'S TAKEN OVER ASCAP) CPP BMI/Ramal, BMI/WE, BMI) ASCAP/Chrysalis, ASCAP) CPP
DR. DRE (DEATH ROW/INTERSCOPE) CHANTE MOORE (SILAS/MCA) 45 NUTHIN BUT A G THANG (Ain't Nuthin’ Goin’ On But 5 SOMETHIN'S GOIN' ON (Undercurrent, 65 WHO 15 IT (Mo, BMIWermer-Tamerlane, BMI)
11 (10| 7 | HP HOP HOORAY 24 | — | 18 | NO ORDINARY LOVE Fu-kin', ASCAP/Sony Songs, BMI) HL ASCAP/Maverick, ASCAP/Nomad-Noman, WBM
NAUGHTY BY NATURE (TOMMY BOY) SACEI(ERIC) 23 ONE LAST CRY (Pri, ASCAP/Let's Have Lunch, BMI/Warner-Tamerlane, BMI/Audible Arts, BMI/WB, 1 WHOOMP! (THERE IT IS) (Alvert, BMI)
12] 9 |10 | SWEET THING 25|23 | 19 | GAMES ASCAP/Rejoice, BMI) HL ASCAP) WBM 9 WHOOT, THERE IT IS (Jamie, BMI/Koke, Moke &
MARY J. BLIGE (UPTOWN/MCA) CHUCKI BOOKER (ATLANTIC) ONE WOMAN (Gradington, ASCAP/MCA, 80 STREIHT UP MENACE (Driveby, BMI,/New Line, BMI) Noke, BMI)
13|11 | 5 | DAZZEY DUKS Recurrents are titles which have appeared on the Monitor EeCAR/Honcks Onzx, BMD) . 72 TAKE A LOOK (Iza, BMI) WBM 58 WORK IT OUT (Pac-Jam, BMI) WBM
DUICE (TMR/BELLMARK) for 20 weeks and have dropped below the top 20. PASSIN' ME BY (Beetjunkye, BMI/EMI B : 77 TEDDY BEAR (Micon, ASCAP/AACI, ASCAP) 98 YOU BEEN PLAYED (Zomba, ASCAP/Teaspoon, BMI)
BMI/Crack Addict, BMI) WBM 4 THAT'S THE WAY LOVE GOES (Black Ice, BMI/Flyte
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Stevie V.’s Further Adventures In The Music Biz

SOMETIMES, an act can suffer the
dreaded “sophomore jinx” even be-
fore its second album is released. Just
ask the namesake and mastermind of
U.K. club act the Adventures Of Ste-
vie V.

Despite a highly promising career
launch in 1991 with “Dirty Cash,” a
scathing, house-fueled ode to capital-
ism that spread from dancefloors
onto radio airwaves throughout much
of the world, Stevie has been dogged
by continual obstacles in getting his
second album into shops. Creative
differences between Stevie and his la-
bel, Mercury Records, resulted in le-
gal entanglements that placed the
project permanently on the shelf—
that is, until Stevie raised the money
to purchase the pre-existing tracks
back from the label.

“The whole situation was such a
horrible, painful mess,” Stevie sighs.
“In retrospect, I don't think [the la-
bel] was being deliberately nasty. I
think they were struggling to under-
stand my musie, and who I am as an
artist. In the end, they couldn’t get it,
and that’s when the conflict grew. As
it was, I had to beg them to take
‘Dirty Cash’ seriously as a record that
could go the distance.”

Fortunately, Stevie’s confidence
rarely wavered. Shopping a batch of
pop-injected dance nuggets, he even-
tually secured a deal with Warner
Bros. in Germany, covering the U.K.
and Europe. Plans to work with the
WEA-distributed Giant Records in
the U.S. recently fell through, though
Stevie hints that an agreement with
another stateside major may be inked
before August.

“I can't lie, it’s been troubling to be
out of the public eye for so long,” he
says. “It would have been nice if my
second album could benefit from the
momentum that ‘Dirty Cash’ started.
Getting the wheels turning again will
be hard, but I have faith that I've
fought this battle for a reason. And
I'm proud that I never lost my focus.”

STEVIE V

The result of such tunnel vision is
the deeply funky “Satisfy Me,” an al-
bum that pays loving homage to the
divas that kept dance music alive dur-
ing the "70s and '80s, while showcas-
ing several intriguing newcomers.
Stevie orchestrates a dozen intri-
cately arranged tunes that combine
the beat and bass sensibility of house
music with the texture of R&B and
the gloss of pop. Thelma Houston
throws down heartily on “Prisoner Of
Ecstacy,” while Gwen Guthrie
proves she still has a sassy vocal edge
on “Real Good Feeling.”

“I think it’s important to give re-
spect to people who pave the way for
others,” Stevie says. “These women
were pioneers—and they still sound
amazing!”

Among other vocalists on “Satisfy
Me” are Ruby Turner, Steve Wise,
and Los Angeles ingenue Salandra
Wright, whose sweet alto warms
three tunes, including the slammin’
future hit “Paradise.” Veteran ses-
sion singer Beverly Brown cleanly
fronts the album’s first single, “Push
To The Limit,” which has just been
remixed by Eric Kupper. Icing on
the cake is an appearance by Inno-

Who's In The House?. Dance/pop siren Laurie Roth was on hand for the signing
of a deal between the independent C-Four Records and the BMG-distributed
Mogull Entertainment. Roth’s rendition of the Mary Jane Girls’ evergreen “In My
House" is due out on the label later this month, with an album to follow soon after.
Pictured, from left, are J. Warner, president, National American Music; Paul Ring,
VP of A&R, Ring Inc.; Stu Ric, president, Mecca International; Roth; Joe Isgro,
consultant; David Sterling, president, C-Four Records; and Darryl Jenkins,

president, Darryl Jenkins Management.

cence chanteuse Gee Morris. Actu-
ally, Steve is preparing material for
Morris’ forthcoming solo debut.

“My objective with this album—
and with these vocalists—is to illus-
trate that dance music has longevity
and depth,” he says. “People continue
to call dance music a flash in the pan,
but they don’t realize that they've
been saying that for more than ten
years.”

While Stevie nervously awaits the
release of “Satisfy Me,” he is keeping
busy running Keep The Dream Alive
Records, an indie label he started last
year with his manager, Billy
Osbourne. The two are about to com-
plete production on first signee Gwen
McCrae’s comeback project (which is
already bolstered by the sizable U.K.
hit, “All The Love I'm Giving”). Gee
Morris is also signed to the label.

Stevie says the record company has
been a source of creative comfort in
the midst of his own label woes.

GNCe.

TRAX| W

by Larry Flick

“Music isn’t something I chose to
do,” Stevie says philosophically. “It’s
like the food I eat; I need it to live.
Why else would I put up with all of
the trials and hassles of being in the
music business?”

THE SINGLE LIFE: There are
moments when we cannot help won-
dering where some of the great, un-
derrated voices of the past have gone.
Richard Darbyshire, the expressive
baritone belter from ’80s British
dance act Living In A Box, has been
high on that list for a few years now.

With that in mind, it is a pleasure
to welcome him back to the fold with
“This I Swear” (Dome, U.K.), a lus-
cious retro-disco/R&B romp that he
co-wrote with Lisa Stansfield. Pro-
duced by Ian Devaney and Andy
Morris, Darbyshire proves that he
hasn’t lost a bit of his soulful charm,
strutting like a peacock. Remixes by
Dave Lee and Andrew Livingston
pump the track up to peak-hour
house and trance moods. Meanwhile,
Frankie Knuckles and David Mo-
rales collaborate on a version that
beefs up the song’s romantic strings
and horns, while giving it a slow and
easy beat that cushions daylight sets.

Darbyshire is currently cutting
tracks for his first solo album ... we
can barely wait.

After a two-year absence, Black
Box slips back into view with “Rock-
ing To The Music” (deConstruction,
U.K.), a light slice of pop/house fla-
vored with the kind of sugary NRG
sheen that made past hits like “Strike
It Up” work. Subtle trance/rave key-
board nuances lend a trendy vibe
without overpowering the track or
heavily altering the act’s signature
sound. Charvoni is the new perma-
nent diva in the house, and she does

a fine job of transforming the song’s
paper-thin lyries into fodder for peak-
hour chanting. Though a harder re-
mix will be necessary for most state-
side jocks, Visnadi’s “Cool Jack” ver-
sion has enough bite to get over.

The domestic release date for
“Rocking To The Music” has yet to be
confirmed, though it should be out
relatively soon. Look for a new album
in stores in September.

Karen Anderson is moving closer
to the fame she deserves, judging
from the early DJ and sales response
to her sultry reading of the Ste-
phanie Mills classic “Never Knew
Love Like This” (X:Treme, Fort
Lauderdale, Fla.). Producer Jim
“Bonzai” Caruso drapes her pretty
voice in soft strings and adds a tam-
bourine-topped house beat. Marc Po-
meroy’s “Lunch Pail” interpretation
takes the cut deeper into nostalgia
with its grand piano lines and horns.
Delightful.

Relatively unknown producer/com-
poser Lee Evans is the mastermind
behind “Music Luva” (Palmi, New
York), a shoulder-shaking house
romp he has recorded under the
name Jambox. This unassuming rec-
ord is fueled with the kind of hook and
groove that sleeper hits are made of.
Featured singers Lori Michaels and
Lori Wall flex their cords for all
they're worth, tempering the jam
with occasional whispering and purr-
ing. Five mixes are included for pro-
gramming ease. Dig this one out and
give it a whirl—you won’t be sorry.

TID-BEATS: While seemingly all
the world is currently indulging in
campy "70s nostalgia, EMI executive
Vincent Vero is knee-deep in '80s-
era new-wave/pop. He is putting the
finishing touches on “Living In Obliv-
ion 2,” the follow-up to this spring’s
successful compilation. Due in stores
Sept. 9, this album easily surpasses
the first with 19 pogo classics. Among
them are “Mickey” by Toni Basil

i+ Dance
RBreahouss

FOR WEEK ENDING JULY 17,1993

CLUB PLAY

1. CRITICAL (IF YOU ONLY KNEW) WALL
OF SOUND FEATURING GERALD
LETHAN EiGHT BALL

. SILICON JESUS PSYKOSONIK wax TRAx

. SING HALLELUJAH DR. ALBAN arisTa

. RUNNING OUT OF TIME DIGITAL
ORGASM DEF AMERICAN

. YA YAE YA YO YO YO VOICES OF
KWAHN max BILT

MAXI-SINGLES SALES

. WHAT IS LOVE HADDAWAY ARISTA

. BONNIE & CLYDE YO-YO EASTWEST

. MY CUTIE WRECKX-N-EFFECT mca

. LET ME BE THE ONE INTRO atLANTIC
. U GOT ME UP DAJAE cauaL

n SLWN

U d L P

Breakouts: Titles with future chart potential,
based on club play or sales reported this week

She’s Feelin’ It. Perfect Pair recording
artist Trudy M. took a giant step toward
earning her diva stripes during a recent
performance of her single, “You Make
Me Feel,” at the Grand in New York.
Produced by Ken and Sabrina
Johnston, the track is starting to make
inroads at house formats across the
U.S. Trudy s currently dividing her time
between club gigs and recording her
follow-up, which is due later this
summer. {Photo: Tina Paul)

(both English- and Spanish-language
versions are included), “Love Plus
One” by Haircut 100, and “Love Mis-
sile” by Sigue Sigue Sputnik. Tons
o fun ... We cannot resist alerting
club jocks to the clip accompanying
“Fired Up” by The Girl (EightBall,
New York). Directed by Kurt &
Bart, the video is an assemblage of
stylish vogueing, pouty models, and
smoke, It'll look great on the large
screens and monitors that a lot of
clubs emplay . .. After much bidding,
London/PLG is the U.S. home for
the ferocious “Give It Up” by the
Goodmen. The wildly infectious
tribal jam wooed import hounds a
couple of months ago on U.K. indie
Fresh Fruit Records. Wonder if they
have any other gems tucked away in
their vaults? . .. Shep Pettibone and
Chynna Phillips are currently writ-
ing material for her upcoming solo
debut. Pettibone’s long-time collabo-
rator (and promising mixer in his own
right) Tony Shimkin is also in on the
sessions . .. John “Jellybean’ Beni-
tez has been tapped to pen the theme
music for Ricki Lake’s new syndi-
cated TV talk show ... On the unsig-
ned tip, David Crawford is an inter-
esting new songwriter/artist from
Washington, D.C., cranking out lyri-
cally uplifting pop/house and hi-NRG
material. A&R executives should look
for a circulating tape with two rous-
ing anthems, “Stand Up” and
“Stronger Together,” and an earnest
cover of “Rushing To” by Ashford &
Simpson. DJs on the East Coast are
jammin’ hard on “Stronger To-
gether.” We hear that even better
material is on the way. Can’t wait.
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HOT DANGE MUSIC

CLUB PLAY MAXI-SINGLES SALES
z COMPILED FROM A NATIONAL SAMPLE z COMPILED FROM A NATIONAL SAMPLE

0| g ola E o OF DANCE CLUB PLAYLISTS. TSt of =X g ol g E T OF RETAIL STORES AND ONE-STOP SALES REPORTS.

E l; 5 l; N 2 ; g LAIBELLE& NUMBER/DISTRIBUTING LABEL AR ']—: ‘; 5 lil N (&’ ; g LABELLE& NUMBER/DISTRIBUTING LABEL ARTIST
* xx NO. 1T * * % * % * NO.1T % % %
3 4 7 U R THE BEST THING SIRE/GIANT 40853/WARNER BROS. 1 week at No. 1 & D:REAM 2 3 BACK TO MY ROOTS (M) (1) (X) TOMMY BOY 565 1 week at No. 1 @ RUPAUL
% 4 I 7 | BACK TO MY ROOTS TOMMY BOY 565 ® RUPAUL ()] 3 5 5 | PLASTIC DREAMS (1) x) EPIC 74992 ® JAYDEE
@ 7 12 6 BAD MOOD SBK 19782/ERG LONNIE GORDON @ 5 8 5 DRE DAY (M) (T) DEATH ROW 53829/INTERSCOPE # DR. DRE
@ 5 8 7 TUBALE (EXTASY) ANGEL EYES 5411 WARNING 4 1 1 14 | MORE AND MORE (M) (T) (X) A 25028/IMAGO ® CAPTAIN HOLLYWOOD PROJECT
5 1 2 9 GOTTA KNOW (YOUR NAME) a&M 0255 & MALAIKA @ 7 10 6 RUNAROUND (M) (T} (X) RCA 62542 MARTHA WASH
@] s 10 7 | BOY POP SIRE 40806/WARNER BROS. © BOOK OF LOVE @ 10 | 11 7 | SLAM (M) () JMJ/CHAQS 74882/COLUMBIA ® ONYX
M| 6 | SHINE coLumBia 74948 MIDI RAIN 1 8 9 7 | LOVE NO LIMIT (M) (T) (X) UPTOWN 54640/MCA © MARY J. BLIGE
1|15 5 | VOICE OF FREEDOM coLumBIA 74943 ® FREEDOM WILLIAMS 8 4 2 9 | THAT'S THE WAY LOVE GOES () (X} VIRGIN 12661 ® JANET JACKSON
9 2 1 9 PLASTIC DREAMS EPIC 74992 @ JAYDEE @ 12 13 6 U R THE BEST THING (T) (X) SIRE/GIANT 40853/WARNER BROS. @ D:REAM
13| 2 5 | RUNAROUND Rca 62542 MARTHA WASH 0|11 ] 12 7 | WHO'S THE MAN? (M) (T) (X) TOMMY BOY 556 © HOUSE OF PAIN
i1 6 3 9 THAT'S THE WAY LOVE GOES VIRGIN 12661 @ JANET JACKSON @ 17 43 3 CAN'T GET ENOUGH OF YOUR LOVE (M) (T) (X) ARISTA 1-2583 @ TAYLOR DAYNE
12 12 13 8 GLAMMER GIRL SEXY 1001/MAXI THE LOOK 12 9 7 19 | SHOW ME LOVE (M) (T) (X) BIG BEAT 10110/AG ® ROBIN S.
@ 18 | 25 6 | YOU MAKE ME HAPPY FREEZE 50036 THE DARRYL JAMES/DAVID ANTHONY PROJECT Ayl | 7| WHOOMP! (THERE IT IS) ) (T) (X) LIFE 79001/BELLMARK TAG TEAM
14 | 15 | 22 | 6 | JUST CAN'T GET ENOUGH SONIC 2017/INSTINCT TRANSFORMER 2 FEATURING ASLI 18 | 33 | 3 | IT'S ON (M)} () TOMMY BOY 569 © NAUGHTY BY NATURE
@ 21 29 5 STAND ABOVE ME VIRGIN 12668 ® OMD. 15 6 4 11 SWEET LULLABY (T) (x) EPIC 74919 @ DEEP FOREST
16 | 16 | 23 | 6 | HEROIN cHrysavis 2a826/6RG @ BILLY IDOL 16 | 25 | § | I'WILL CATCH U (mEPiC 74968 @ NOKKO
17 | 9 5 | 11 | QUEENIE oau s6305/ELEKTRA @ ETHYL MEATPLOW AD] 24 [ 28 | 4 | GOTTA KNOW (YOUR NAME) (1) st 0255 @ MALAIKA
26 | 38 | 3 | CAN'T GET ENOUGH OF YOUR LOVE aRisTA 1-2583 @ TAYLOR DAYNE 18 | 20 | 21 | 8 | WHOOT, THERE IT IS (M) (T) WRAP O150/CHIBAN @ 95 SOUTH
19 14 6 10 | YOUR TOWN chaos 74959 © DEACON BLUE 19 15 16 6 WALKING IN MY SHOES (M) (T) (X) MUTE/SIRE 40852/WARNER BROS. & DEPECHE MODE
20 2 27 5 HYPNOMANIA SMASH 880 004 & LATOUR 20 21 26 6 HITTIN' SWITCHES (1) UPTOWN 54644/MCA @ ERICK SERMON
@ 28 | 33 4 | 1 WILL CATCH U epic 74968 ® NOKKO 21 | 13 6 12 | REGRET (M) (T) (X) QWEST 40760/WARNER BROS. © NEW ORDER
@] » | 3 | KILLER/PAPA WAS A ROLLING STONE HOLLYWOOD 66289/ELEKTRA © GEORGE MICHAEL * % % POWER PICK* % %
23)| 37 | 46 | 3 | HUMAN BEHAVIOUR ELEKTRA 66299 @ BJORK @D 3 | 38 | 3 | HAPPY mreaezses @ LEGACY OF SOUND FEATURING MEJA
3 | 37 4 TRIBAL DANCE RADIKAL 12423/CRITIQUE ® 2 UNLIMITED 23 | 23 | 18 | 10 | KNOCKIN' DA BOOTS (M) (T) LUKE 461 ® H-TOWN
25 | 20 | 14 | 12 | RUSHING NERVOUS 20048 LONI CLARK 29 | 30 4 | WEAK (1) Rca62521 & SWV
* % * POWER PICK* * % @] 31 | 39 | 3 [ 1 uKemmom oo sear 0120 & JOMANDA
0 | — 2 | CAN YOU FORGIVE HER? EMi 56279/ERG ® PET SHOP BOYS 34 | 35 | 13 | DAZZEY DUKS (1) TMR 3089/BELLMARK ® DUICE
77 2 16 10 | WIND IT UP ELEKTRA 66319 @ THE PRODIGY i 22 24 6 BOY POP (T) (x) SIRE 40806/WARNER BROS. © BOOK OF LOVE
2 17 20 7 NASTY GROOVE CRap 030 COLD AUTOMATIC EYES 28 | 30| 31 ¢ 5 PRESSURE US (1) (X) COLUMBIA 74916 ® SUNSCREEM
29 | 27 | 28 | 6 | GET FUNKY WITH ME MEDICINE 40828MARNER BROS. FIERCE RULING DIVA 29 | 19 | 14 | 13 | PASSIN'ME BY (M) (D) DELICIOUS VINYL 10114/AG @ THE PHARCYDE
30 | 2 | 24 | 9 | CATCH ME siRe 40819WaRNER BROS. BETTY BOO 30 | 28 | 29 | 5 | RUSHING (1) NERvOUS 20048 LONI CLARK
31 38 | 40 3 R oAb 31)| 42 | — | 2 | WHAT'S UP DOC? (CAN WE ROCK) (1) (x) Jive 42127 @ FU-SCHNICKENS WITH SHAQUILLE O'NEAL
@ 39 I 3 LET 'EM IN ELEKTRA 65291 © SHINEHEAD 32 | 32 | 32 5 | WANT YOU BACK/DISTANT HEART (M) (T) (X) COLUMBIA 74340 ® GEORGE LAMOND
13 34 34 4 | WANT YOU BACK COLUMBIA 74940 © GEORGE LAMOND @ 39 — 2 PINK COOKIES../BACK SEAT (OF MY JEEP) (M) (T) (x) DEF JAM/RAL 74983/COLUMBIA @ L.L. COOL J
* % x HOT SHOT DEBUT * * % * % * HOT SHOT DEBUT * * %

NEWD | | | GIMME LUV (EENIE MEENIE...) MERCURY 862327 & DAVID MORALES & THE BAD YARD CLUB NEWD | | | iNDO SMOKE wm epC 77026 @ MISTA GRIMM
TCI5)[ 46 | — | 2 | LOOK GOOD Recarwimy 1186 R @9 40 | — | 2 | 2 THE RHYTHM ( (x Roa 62569 SOUND FACTORY
43 | 48 | 3 | LIVING IN THE PAST CHRYSALIS IMPORTERG @ JETHRO TULL 3 | 37 | — [ 2 | I GET AROUND/KEEP YA HEAD UP (M) (T) INTERSCOPE 96036 @ 2PAC
17 19 g 1 BUDDY X VIRGIN 12665 © NENEH CHERRY 3 35 41 3 BABY I'M YOURS (M) (T) (X) GASOLINE ALLEY 54589/MCA & SHAI
38 | 31 30 8 YOU GOT ME WORKIN' GREAT JONES 530 625/ISLAND GLENN "SWEETY G" TOBY NEW ) 1 INSANE IN THE BRAIN (M) (1) (X) RUFFHOUSE 77019/COLUMBIA @ CYPRESS HILL
55 | — 2 HAPPY RcA 62568 © LEGACY OF SOUND FEATURING MEJA 47 | - 2 | YOUR TOWN (T) (x) CHAOS 74959/COLUMBIA ® DEACON BLUE
40 32 31 5 BANG TO THE RHYTHM! CAROLINE 2527 COLD SENSATION NEW ' 1 IF | HAD NO LOOT (T) WING 859 057/MERCURY @ TONY! TONI! TONE!
41 | 42 | 4 4 | PUT ME IN A TRANCE RADIKAL 12418 APOTHEOSIS NEW ) 1 MEGAMIX (1) (X) ZYX 6966 K.C. AND THE SUNSHINE BAND
42 36 32 9 SWEET HARMONY ATLANTIC 85759 @ THE BELOVED NEW ) 1 LATELY (1) UPTOWN 54693/MCA @ JODECI
43) | NEW ) 1 PENTHOUSE AND PAVEMENT (REMIX) VIRGIN PROMO ® HEAVEN 17 43 | 36 | 27 9 BUDDY X (T) VIRGIN 12665 ® NENEH CHERRY
4)| NEWD) 1 SPECIAL KIND OF LOVE A&M 0062 @ DINA CARROLL “ |27 |2 7 | BABY BE MINE (M) (T) MCA 54634 ® BLACKSTREET
5) | NEW D) 1 JUMPING TO THE PARTY 2vx 6988 SPACE MASTER 45 | 43 | — 2 VOICE OF FREEDOM (M) (T) (X) COLUMBIA 74943 @ FREEDOM WILLIAMS
NEWD | 1 | RELIGION epic 74928 @ FRONT 242 NEWD | 1 | BAD MOOD (m sk 19782/€RG LONNIE GORDON
47 41 35 8 LOVE SENSATION DOUBLE J 5507/SALSOUL LOLEATTA HOLLOWAY 47 26 17 7 RELIGION (T) (X} EPIC 74928 @ FRONT 242
8 | 25 11 11 | REGRET QWEST 40760/WARNER BROS. & NEW ORDER a8 [ 45 | — 2 GET FUNKY WITH ME () MEDICINE 40828/WARNER BROS. FIERCE RULING DIVA
49 | 23 | 18 | 13 | PHOREVER PEOPLE EriC 74898 ® THE SHAMEN 49 [ 25 | 15 8 | BAD BOYS (THEME FROM "COPS") (T) (X) BIG BEAT 96056/AG @ INNER CIRCLE
50 | 30 19 14 | WHAT CAN YOU DO FOR ME LONDON 857 103/PLG ® UTAH SAINTS 50 | 44 | 46 3 LOVE SENSATION (T) DOUBLE J 5507/SALSOUL LOLEATTA HOLLOWAY

C) Titles with the greatest sales or club play increases this week. @ Videoclip availability. Catalog number is for cassette maxi-single, or vinyl maxi-single if cassette is unavailable. On sales chart: (M) Cassette maxi-single availability. (T} Vinyl maxi-single availability. (X) CD maxi-
single availability. ® 1993, Billboard/BPI Communications.

Praduced b en Inch Lid. Lo

Limited Edition Double 127
Colored Vinyl

In-stores Now.

(Mixes by Masters at
Work, MK, Roger S, and
The Murk Boys.)

New Album “Bad Mood”
In-Stores Aug. 10.
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MTV Makes News With N’ville Foray

Net Travels South To Film Travis Tritt

B BY PETER CRONIN

NASHVILLE—MTV, that grand ol
bastion of music video, may finally be
coming around to country music. No,
they won’t be putting Patty Loveless
and George Jones videos into heavy ro-
tation, but in what may be the youth-
driven network’s first-ever serious nod
to the genre’s existence, “MTV News”
anchor Kurt Loder recently traveled to
Nashville to film a spotlight on country
artist Travis Tritt.

“He’s just interesting, and he’s a
rock’n’roll kind of guy,” Loder says.
“Guys like him and T. Graham Brown
are really great singers. Theyv've obvi-
ously been listening to Ray Charles and
people like that.” More than any other
major country artist, Tritt has managed

to seamlessly combine rowdy Southern
rock and hardeore country influences
without offending either camp.

Critics have referred to the Georgia-
born singer as the missing link between
the two genres, making him a natural
choice for MTV's drive south. “Country
is music that tells a story, and it has a
lot of values that have sort of been lost
in rock,” Loder says. “I think that peo-
ple who liked rock’n’roll in the *60s can
find a lot of what they liked about
rock'n'roll in country.”

The visiting MTV crew shot footage
of Tritt recording his new album in Mu-
sic City before heading down to Mar-
ietta, Ga., the singer’s hometown, to
continue filming. According to Tritt’s
publicist, Nancy Russell of the Shock
Ink PR firm, who was present at the

Nashville Court Dismisses Suit
Over Wayne Kemp Composition

NASHVILLE—The U.S. District
Court here has dismissed a suit filed
against Tree Publishing, CBS Records,
Buddy Killen, and Wayne Kemp over
the song “I’ll Leave This World Loving
You.” The Wayne Kemp composition
was published by Tree, of which Killen
was owner at the time of the original
filing. Killen also “modified” Kemp’s
song. CBS’ involvement was recording
and distributing Ricky Van Shelton’s
version of the song.

The LeFevres Inc., the plaintift in
the case, had charged that the defend-
ants had infringed on the copyright of
“If We Never Meet Again,” to which
the company claimed ownership.

“If We Never Meet Again,” a hymn,
was written by Albert E. Brumley in
1945 and copyrighted both separately
and as a part of a compilation of reli-
gious songs, “Divine Praise,” published
by the Stamps Baxter Music Co.

In 1949, Brumley and Stamps Baxter
agreed that all the songs Brumley had
written before this date would be
jointly owned, with either party having
the right to use the songs without the
approval of the other. All proceeds
from the uses would be divided equally.

In 1973, Stamps Baxter renewed the
copyright on the “Divine Praise” com-
pilation but not on “If We Never Meet
Again,” specifically.

Brumley died in 1977, leaving his
property to his wife, who, in turn,
transferred all her interest in all her
late husband’s musical compositions to
Albert E. Brumley & Sons Inc., whose
sole stockholder was Brumley’s son Ro-
bert.

Merle Haggard composed a varia-
tion of “If We Never Meet Again” in
1971, and Stamps Baxter published
this revised version in 1985 and regis-
tered it as a derivative work. Haggard

Country music boom
helps radio stations
lead in their markets.
See story, page 106A

did not, however, convey by contract
to Stamps Baxter his own property in-
terest in his adaptation. Haggard re-
corded the new version in 1985.

In 1990, Stamps Baxter sold all his
interest in musical compositions to the
LeFevres Inc., including those to “If
We Never Meet Again.”

Kemp wrote “I’ll Leave This World
Loving You” in 1972 and Tree pub-
lished and registered it for copyright
in 1974. Kemp recorded the song in
1980, but it was Shelton’s 1988 version
that became a No. 1 country hit.

The plaintiff contended Kemp’s
song was based substantially on
Brumley’s and argued that it still held
copyright to “If We Never Meet
Again” through the renewal filed for
the compilation in which it first ap-
peared.

In its action, the LeFevres asked for
a declaratory judgment that their
copyrights were valid and enforceable
and that the defendants had infringed
the copyrights. IFurther, it asked for a
permanent injunction to prevent the
defendants from further publishing,
marketing, or distributing the song
and for an award of actual and statu-
tory damages.

In deciding against the LeFevres
Inc., the court ruled that, under the
1909 Copyright Act under which the
song was registered, “a compilation
copyright ... cannot serve to extend
or limit the scope of any copyright in-
dependently protecting a component
part of that compilation.” Conse-
quently, the court affirmed that upon
the expiration of the original copyright
in 1973, the song became public do-
main.

Further, the court held that “a
copyright holder does not . . . automat-
ically acquire an ownership interest in
any variation or adaptation made of
his or her original work by a licensee.”

Consequently, the court concluded
the plaintiff had demonstrated no
copyright interest in the song that de-
fendants could have infringed by their
actions.

shoot, Loder and company enjoyed the
more laid back, “country” aspect of the
assignment.

“Kurt Loder coming in to cover a
country artist is groundbreaking,” Rus-
sell says. “Compared to what they nor-
mally deal with, this was a very casual,
down-to-earth thing. They enjoyed it
immensely.”

Loder, who plans to use some of the
footage for a story on his “MTV News,”
confesses Lo being something of a coun-
try fan himself, with tastes that range
from the Carter Family and the Louvin
Brothers to “some of the newer guys

o

like Travis.” And the dapper anchor- et
man may actually he turning some of
his MTV staffers into Travis Tritt fans.

“We love him,” Loder laughs. “We're
all converts here.”

Totally Tubular. Arista recording artist Alan Jackson does some aquatic pickin’
and grinnin’ during a break in the filming of the video for his latest hit,
“Chattahoochee.” In the clip, Jackson bucks his image as a shy, retiring kind of
guy by doing some wild and crazy things on water skis.

Edward Morris is on vacation. This week’s column wus
written by Peter Cronin.

OPRY HONORS: Alison Krauss is the newest mem-
ber of the Grand Ole Opry. In a July 3 onstage induction
ceremony broadcast from Nashville’s Opry House,
Krauss became the 71st member of the durable country
music institution, joining bluegrass greats Bill Monroe,
Jim & Jesse, and the Oshorne Brothers.

Excitement turned to hysteria when Garth Brooks
strolled onstage to do the honors. The self-effacing su-
perstar was quick to calm the adoring Opry crowd and
remind them of why he’d come, pointing out that the 21-

Krauss Joins Opry’s Bluegrass Honorees
Hickory Catalog Passes This Way Via Scotti Bros.

“country music entertainer” has recently opened two
more theaters, the Dixie Jubilee and Southern Country
Nights. Like their Branson, Mo., counterparts, the emn-
phasis in Myrtle Beach is squarely on “family entertain-
ment.”

Dollywood, Dolly Parton’s entertainment park in Pi-
geon Forge, Tenn., also is getting into the country music
theater business in a big way, recently committing $20
million to the building of several entertainment venues
outside the park in a project called “Music Road.” And
the city of Pigeon Forge is kicking in with a long-term
plan to build roads. add services, and provide economic
incentives to encourage music business development.

HICKORY WIND:

Jesse joined in 1964. “This
woman  wasn’t even
thought of in 1964,”
Brooks laughed.

When asked about her
influences, Krauss men-
tions "70s rock bands For-
eigner and Journey right
alongside living bluegrass

vear-old Krauss is the first
inductee from the blue-
N h .II

grass world since Jim and
— =

™

Scotti Bros. Records is re-
leasing a series of compila-
tions of recordings origi-
nally issued on Hickory
Records, the label founded
by country music pioneers
Wesley Rose and Roy
Acuff. Volume One, which
was released May 22, in-

cludes Acuff’s “Freight

legends Bill Monroe and

Ralph Stanley. But she's

always brought her pop and country influences to blue-
grass, and not the other way around. Everything she
sings (and nobody sings like Krauss) is crystal-clear,
unadulterated bluegruss.

Brooks, who first heard Krauss on “some tapes that
found their way onto the bus” and “fell in love with what
she did,” recently approached the singer about joining
him on tour. And, at the Opry, Brooks was talking about
a possible creative collaboration. “Alison said something
to me tonight,” Brooks said cryptically. “It was a great
statement, and I want to talk to her about getting after
it, getting together and writing.”

An intriguing possibility, and if anyone can make the
best of a creative collision between old-timey tradition
and big-bucks country, it’s Alison Krauss. Besides, ac-
cording to Brooks, she may have no choice. “I'm getting
ready to headlock her and see if she’ll say yes!”

NASH—VEGAS REDUX: Uh-oh. It looks like Branson
fever might be catching. Country music theaters are
popping up in some unexpected places. Six of these the-
aters have opened thus far in the seashore vacation com-
munity of Myrtle Beach, S.C. The first venue was
opened seven years ago by Calvin Gilmore, and the

Train Blues,” Ernie

Ashworth’s “1 Wish,” and
Lorrie Morgan’s first chart success, 1979's “Two People
In Love.” But the real gem on this compilation is Don
Everly’s forgotten classic from 1976, “Yesterday Just
Passed My Way Aguain.”

Speaking of the Everly Brothers, it seems their
Hometown Music Festival, held, appropriately enough,
in their hometown of Central City, Ky., has spurred an
economic revival for not only the town, but for the entire
Muhlenberg County area. According to Central City
Mayor Hugh Sweatt Jr., the annual festival. which
started in 1988, has “received an incredible amount of
publicity in all parts of the world over the past six years.
We have used this as a calling card to industry to help
us diversify our economic base.” For this year’s festival,
to be held Sept. 4, the Everlys will be joined by Tammy
Wynette, Bo Diddley, Clinton Gregory, Alan Rhody,
and local band Rhym Shot. Central City expects to play
host to some 20,000 people.

THE SOURCE: “Nashville 615/The Country Music Source-
book 1993” is now available from Billboard. This useful refer-
ence guide is 4 must for anybody in the country music biz,
and is available by check or money order by calling 800-344-
7119. The cover price is $40.
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try acts (see story, page 9).

by Reba McEntire.

ALBUM SALES CONTINUE to be soft. But the No. 1 album, “It Won’t Be
The Last” by Billy Ray Cyrus, is an exception. The album sold more than
100,000 units for the week and moved from No. 6 to No. 3 on The Billboard
200. Cyrus is being outsold only by “Back To Broadway” by Barbra Streisand
and “janet.” by Janet Jackson. Streisand’s strength leads one to wonder when
a veteran country artist will rejuvenate his or her career by bringing a crea
tively themed package to the marketplace. Both Natalie Cole and Linda Ron-
stadt went against the grain to deliver enormously successful concept albums,
so who's to say it can’t be done in today’s country market?

Doug Supernaw;

THE MOST ACTIVE TRACK on the Hot Country Singles & Tracks chart
is “A Thousand Miles From Nowhere” (42-30) by Dwight Yoakam; it is fol-
lowed by “Thank God For You” (45-35) by Sawyer Brown; “Why Didn’t I
Think Of That” (26-20) by Doug Stone; “Beer & Bones” (52-45) by John
Michael Montgomery; “In The Heart Of A Woman” (35-29) by Billy Ray
Cyrus; “Mama Knows The Highway” (31-25) by Hal Ketchum; “We’ll Burn
That Bridge” (12-8) by Brooks & Dunn; “What’s It To You” (71-55) by Clay
Walker; “Chattahoochee” (4-1) by Alan Jackson; and “It’s Your Call” (10-5)

ALBUMS CONTINUING TO show strength on the Top Country Albums
chart are “A Lot About Livin’ (And A Little 'Bout Love)” (5-2) by Alan Jack-
son; “Solid Ground” (24-14) by John Anderson; “Almost Goodhye” (16-13) by
Mark Chesnutt; “Big Time” (25-22) by Little Texas; and “Reno” (50-46) by

MUSIC ROW AND NASHVILLE resemble a boomtown as the construction
of new headquarters for EMI Music, MCA Records, and Warner Bros. Rec-
ords dominates the scene on 16th Avenue South—or, Music Row East, as it
now is called. Still to come are the new facility BMI plans to build on its present
site and a Sony Music project on its Tree publishing property. The continued
renewal of the downtown area is being fueled by Gaylord’s plans to renovate
the Grand Ole Opry building, plus its investment in other downtown entertain-
ment properties, and the city government’s plans for a 20,000-seat arena to
be completed in '96. All of this paints a rosy picture for Music City.

by Lynn Shults

CLAIMING THE NO. 1 POSITION on Billboard’s Hot Country Singles &
Tracks chart is “Chattahoochee” (4-1) by Alan Jackson. The song was written
by Jackson and Jim McBride and produced by Keith Stegall. Interestingly,
some radio PDs and MDs have opted to program the dance-club mix rather
than the original promo mix. For most country songs, the promo mix is the
same as the album track—although labels sometimes attempt to have a hotter
version on the promo single. But the club mix is always significantly different
from the album track. If such a club mix is not available, many clubs have the
equipment to allow DJs to alter the dynamics of a track to make things more
exciting for the line dancers. Despite the interest in club mixes, many pro-
ducers and label executives are not familiar with what goes on in the clubs.
Even if they have visited the clubs, they are not a part of this unique subcul-
ture. However, as described this week in Billboard, it is increasingly apparent
that club play and club mixes can provide a major boost in sales for many coun-

FANS DANCE TO NASHVILLE’S NEWEST AT COUNTRY CLUBS

(Continued from page 9)

“What is going on today is basically a
reforming of the American tribe,”
Jackson says. “Middle America
needed an unpretentious place to go to
meet friends, and get out on the
dancefloor without having to go look-
ing for a date.”

A large part of Jackson’s job during
the past year has been to weed out the
jukebox-and-live-band-based clubs
and find “the ones that were beneficial
to the record in-
dustry.” And
Jackson has found
plenty. His origi-
nal database of
235 “DJ-driven
clubs” has grown
to more than 500
in the last 12
months, and that
growth is continu-
ing at a steady pace.

With the major exception of Liberty
Records, which, according to Jackson,
“just prefer[s] to do things on [its]
own,” every major label in Nashville is
supplying Country Club Enterprizes
with new product, which the company
in turn sends to the DJs on its mailing
list. In addition, Jackson has served as
consultant to the labels, cooking up
promotions at the club level.

Last year, Steve Miller, VP, mar-
keting, at Mercury Records/Nashville,
found out first hand just how powerful
country dance club promotions can be.

Miller’s Mercury team hired Nash-
ville-based choreographer Melanie
Greenwood to develop a dance to ac-
company Billy Ray Cyrus’s “Achy
Breaky Heart.” Mercury then sent a
videotape, which featured the song’s
videoclip and dance instructions, to
the top clubs in the country. What
started out as a ripple on the nation’s
country dancefloors turned into a tidal
wave after radio reluctantly picked up
the song. The rest is multiplatinum
history.

Even after that kind of success,
Nashville’s major labels were reluc-
tant to jump right into the dance club
promotion game, but one year later
those same labels are routinely pre-
viewing new artists on the dancefloor,
long before releasing their songs to
radio or video.

To promote Twister Alley, an
Arkansas-based band recently signed
by Mercury, the company will send
country dance club DJs a promotional
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CD featuring the radio version and an
extended dance mix of the band’s first
single a full six weeks before sending
it to radio. According to Miller, this
only helps radio maximize its profits.
“If we can get it into the hands of our
basic consumer, which is also radio’s
basic consumer, we’re eliminating
some of the risk for radio,” he says.
“But we hope that, as it worked with
Cyrus last year, no matter what radio
does, there’s already a foothold.”

TRACK DATES

As the country dance scene heats
up, Nashville labels are finding crea-
tive ways to maximize the promo po-
tential of the clubs. In launching the
career of Tracy Byrd, MCA’s only new
artist released this year, the label took
him right to the dancefloor. Banking
on the handsome, 6-foot-4-inch
Texan’s sex appeal, they sent the re-
luctant singer on a tour of 45 dance
clubs, singing to a track of his new rec-
ord.

The tour was a roaring success, and
Byrd loosened up to the point that
MCA got him a wireless microphone

‘People needed a
place to go to meet
friends, and dance
without having to go
looking for a date.’

so he could dance while he sang. These
“track dates,” which have launched
more than a few careers on the pop
side, are now becoming commonplace
in country, with local radio outlets ty-
ing in to the events.

Mercury artist Shania Twain re-
cently finished up a successful track
date tour, and on Aug. 17, Country
Club Enterprizes will launch its New
Country Road Show. The tour, which
will feature four new artists from four
separate labels, singing to live to al-
bum tracks. The tour will visit 18
1,000- to 1,500-seat country clubs in
Texas, Oklahoma, Alabama, and Geor-
gia, winding up in Nashville on Sept.
5. Jackson says he sees the day com-
ing when he will send out a new
track date tour every six to eight
weeks.

THE DANCE CARD

Country Club Enterprizes’ main
line of communication to the club
scene has been through DJs, and the
company keeps in close touch, publish-
ing “The Dance Card,” a biweekly DJ
tip sheet with chart positions and mix-
ing tips. The publication also serves to
educate the growing legion of country
jocks across the U.S., most of whom
were spinning strictly top 40 only a
few months ago.

According to Jackson, there are ap-
proximately 1,000 clubs across the
U.S. that play country music in some
form, and about 600-800 are DJ-driven
dance clubs.

Like many
country DJs, Paul
Lofthus of Skini-
fatz in Wood-
bridge, Va., feels
fully qualified to
use his own crite-
ria for selecting
dancefloor cuts. “I
can pick a hit,”
Lofthus  says.
“I've been doing this long enough to
know what’s going to work and what’s
not.”

One of the major obstacles to coun-
try DJs has been the lack of dance sin-
gles. Most DJs in the market are
forced to work album cuts and have
complained about not being serviced
with singles. But the situation has
changed dramatically in the last year,
and most major labels are now releas-
ing extended dance mixes on many of
their acts.

MCA Nashville president Tony
Brown was surprised recently when
he visited a country dancehall and saw
DJs getting a great response to songs
that had been relegated to album cuts.
“Maybe we're missing something
here,” Brown says.

DJs on the pop side long have used
extended dance mixes to keep that en-
ergy at a high level. And while these
mixes aren’t completely new to Nash-
ville—Sony issued an alternate mix of
Mary-Chapin Carpenter’s “Down At
The Twist And Shout” in November
1990—the idea has taken time to catch
on with the conservative country mu-
sic industry.

To give the free-form dancers a
chance to boogie (and give the line
dancers a rest) most country clubs still

(Continued on page 29)

CYRUS

COUNTRY SINGLES A-Z

PUBLISHERS/PERFORMANCE RIGHTS/SHEET MUSIC

TITLE (Publisher - Licensing Org.) Sheet Music Dist.

36 AIN'T THAT LONELY YET (Songs Of PolyGram, BMI/
Seven Angels, BMI/Madwomen, BMI/Sony Tree, BMI) HL

42 ALRIGHT ALREADY (Collins Court, ASCAP/) B. Rudd,
BMI) CPP

3 A BAD GOODBYE (Blackened, BMI) CPP

45 BEER AND BONES (Acuff-Rose. BMI/Lazy Gator, BMI)

22 BLAME IT ON YOUR HEART (Harlan Howard, BMI/Sony
Tree, BMI/Songs Of PolyGram, BMI/Seven Angels, BMI)
HL

13 CAN'T BREAK IT TO MY HEART {(Loggy Bayou, ASCAP/
Mike Dunn, ASCAP/JMY, ASCAP)

1 CHATTAHOOCHEE (Mattie Ruth, ASCAP/Seventh Son,

ASCAP/Sony Cross Keys, ASCAP) HL/WBM

17 CLEOPATRA, QUEEN OF DENIAL (Sony Tree, BMI/Little
Big Town, BMI/American Made, BMI/Duck House, BMI}
HL/WBM

48 A COWBOY'S BORN WITH A BROKEN HEART
(Farrenuff, ASCAP/Full Keel, ASCAP/Curb. ASCAP/
Farren Curtis, BMI/Mike Curb, BMI) WBM

68 DADDY LAID THE BLUES ON ME (Ensign, BMI/Miss
Scarlett. BMI/Lonesome Dove, BMI) CPP

61 DANCE WITH THE ONE THAT BROUGHT YOU {Sony
Tree, BMI/WB, ASCAP} HL/WBM

27 DOWN ON MY KNEES (BMG, ASCAP) HL

44 EASIER SAID THAN DONE (Polygram Int'l, ASCAP/St.
Juhen, ASCAP/Mighty Nice, BMI} HL

14 EVERY LITTLE THING (Sony Cross Keys, ASCAP/

73
74

7%
11
19
57
69
46
34

37
4
63

Tortured Artist, ASCAP/Bash, ASCAP/This Big, ASCAP)
HL

FAST AS YOU (Coal Dust West, BMI/Warner-Tamerlane,
BMI) WBM

FEELIN' KIND OF LONELY TONIGHT (Sony Cross Keys,
ASCAP/Tnck  Knee, ASCAP/Welbeck, ASCAP/MCA,
ASCAP/Blue Quill, ASCAP)

GOD BLESSED TEXAS (Square West, ASCAP/Howhin’
Hits, ASCAP)

THE HARD WAY (EMI Aprl, ASCAP/Getarealjob, ASCAP)
HL

HAUNTED HEART (Acuff-Rose, BMI/Sony Cross Keys,
ASCAP) CPP/HL

HE AIN'T WORTH MISSING (Songs Of PolyGram, BMI/
Tokeco, BMI) HL

HEY BABY (Songs Of PolyGram, BMI/Irving, BMI/
Littlemarch, BMI) HL/CPP

HOLDIN' HEAVEN (Tom Colins, BMI/Music Corp Of
Amenca, BMI) HL/CPP

HOMETOWN HONEYMOON (Warner-Elektra-Asylum,
BMI/Mopage, BMI/After Berger, ASCAP/Patrix Janus,
ASCAP/WB, ASCAP} WBM

HONKY TONK ATTITUDE (Sony Tree, BMI/Songwriters
Ink, BMI/Regular Joe, BMI) HL

IF ¥ DIDNT LOVE YOU (Warner-Tamerlane, BMI/
Minnesota Man, BMI/Bob White, ASCAP) WBM

IF | HAD A CHEATIN' HEART (Polygram Int'l, ASCAP/
Songs Of PolyGram. BMI} HL

49 |} GOT A LOVE (Harlan Howard, BMI/Sony Tree, BMI) HL

18 | GUESS YOU HAD TO BE THERE (Ten Ten, ASCAP)

53 I'LL CRY TOMORROW {(WB, ASCAP/Rancho Bogardo,
ASCAP/Great Cumberland. BMI/Diamond Struck, BMI/
Patennck, BMI) WBM/CPP

33 1 LOVE THE WAY YOU LOVE ME (Gary Morris, ASCAP/
Taste Auction, BMI) CPP

29 IN THE HEART OF A WOMAN (WB, ASCAP/Warner-
Tamerlane, BMI/Brupo, BMI) WBM

10 T SURE IS MONDAY (EM! Blackwood, BMI/Linde
Manor, BMI) WBM

5 IT'S YOUR CALL (Starstruck Wnters Group, ASCAP/
Burch Brothers, BMI}

52 | WANNA TAKE CARE OF YOU (EMI Blackwood, BMI/
Jechol, ASCAP/EMI April, ASCAP) HL

26 JANIE BAKER'S LOVE SLAVE (EMI Blackwood, BMI/
Linde Maner, BMI) WBM

70 JUST AS | AM (Sony Tree, BMI/Sony Cross Keys, ASCAP)
HL

66 LEAD ME NOT (Straight Lace, ASCAP/Sis 'N Bro,
ASCAP/LaSongs, Ascap/Swell Kid, ASCAP) WBM

50 LET GO (Dickie Brown, ASCAP)

71 A LITTLE BIT OF HER LOVE (EMI April, ASCAP/IKids,
ASCAP/Zomba, ASCAP) WBM/CPP

65 LOOKING OUT FOR NUMBER ONE (Sony Tree, BMI/Post
QOak, BMI/WB, ASCAP/East 64th, ASCAP)

16 LOVE ON THE LOOSE, HEART ON THE RUN (Songs Of
PolyGram, BMI/Millhouse, BMI} HL

25 MAMA KNOWS THE HIGHWAY (Uncle Pete, BMI/
Foreshadow, BMI)

51 A MIND OF HER OWN (Great Cumberland, BMI/
Diamand Struck, BMI/Kicking Bird, BMI) CPP

2 MONEY IN THE BANK (Alabama Band, ASCAP/

Wildcountry, ASCAP/Little Big Town, BMI/American
Made, BMI/MCA, ASCAP) HL/WBM
7 NO FUTURE IN THE PASY (Benefit, BMI/Famous, BMI/

Too Strong, BMI) CPP/WBM

64 NOTHIN' BUT THE WHEEL (Music Corp. Of Amenca,
BMI/Brand New Town, BMI/0ld Wolf. BMI}

39 OH ME, OH MY, SWEET BABY (Sony Tree, BMI/Terrace.
ASCAP) WBM/HL

58 AN OLD PAIR OF SHOES (WB, ASCAP/Tapper, ASCAP/
On The Wall. BMI/Great Galen, BMI) WBM

67 ONLY LOVE (Careers-BMG. BMI/Murrah. BMI/Tom
Collins, BMI}

24 RENO (Supernaw, ASCAP)

62 SEEDS (Bait And Beer, ASCAP/Forerunner, ASCAP/
Howhn' Hits, ASCAP/Murfeezonges, ASCAP) CPP

40 SHAME SHAME SHAME SHAME (BMG, ASCAP/Judy
Judy Sudy, ASCAP/Harlan Howard, BMI/Sony Tree, BMI)
HL

28 SHOULD'VE BEEN A COWBOY {(Songs Of PolyGram,
BMI/Tokece, BMI) HL

12 SOMEBODY ELSE'S MOON (Sony Tree, BMI/Great
Cumberland, BMI/Diamond Struck, BMI} HL/CPP

56 STANDING ON THE EDGE OF LOVE (WB, ASCAP/East
64th, ASCAP/Pacific Island, BMI/Music Of The World,
BMI) HL

4 TELL ME ABOUT IT (Warner-Tamerlane, BMI/Top Down,
BMI/Music Corp. Of Amenca, BMI/Frankly Scarlett, BMI)
WBM/HL

41 TELL ME WHY (Seagrape. BMI) CPP

38 TENDER MOMENT (Polygram Int'l, ASCAP/R-Bar-P,
ASCAP/De Burgo, ASCAP/New Songs, ASCAP/Mama
Guitar, ASCAP) HL

32 TEXAS TATTOO (Nocturnal Echpse, BMI/Umion County.

BMI/BrahmSongs & Careers-BMG, BMI) HL

35 THANK GOD FOR YOU (Travelin' Zoo, ASCAP/Beginner,

ASCAP) WBM
9 THAT SUMMER (Bat And Beer, ASCAP/Forerunner,
ASCAP/Major Bob, ASCAP/No Fences, ASCAP) CPP

30 A THOUSAND MILES FROM NOWHERE (Coal Dust
West, BMI/Warner-Tamerlane, BMI) WBM

43 TROUBLE ON THE LINE (Zoo Il, ASCAP/Club Zoo, BMI)

59 TRUE BELIEVER (Careers-BMG, BMI/Whistling Moon
Traveler, BMI)

54 UNDER THIS OLD HAT (BMG, ASCAP/Jack and Bili,
ASCAP/Amanda-Lin, ASCAP/Welk, ASCAP/Polygram
int'l, ASCAP) HL

23 WE GOT THE LOVE (WB, ASCAP/Rancho Bogardo,
ASCAP/Great Cumberland, BMI/Dramond Struck. BMI/
Patenrick, BMI) CPP/WBM

8 WE'LL BURN THAT BRIDGE (Sony Tree, BMI} HL

72 WHAT MADE YOU SAY THAT (Millhouse, BMI/Songs Of
PolyGram, BMI} HL

21 WHAT MIGHT HAVE BEEN (Square West, ASCAP/
Howlin® Hits, ASCAP) CPP

55 WHAT'S IT TO YOU (Stroudavarious, ASCAP/BMG
Songs, ASCAP/2 Kids, ASCAP)

6 WHEN DID YOU STOP LOVING ME (Acuff-Rose, BMI)
CpP

15 WHEN YOU LEAVE THAT WAY YOU CAN NEVER GO
BACK (Music City, ASCAP/EMI April, ASCAP) HL

20 WHY DIDN'T ) THINK OF THAT (Polygram, ASCAP/
Ranger Bob, ASCAP/Unichappell, BMI) HL

31 WORKING MAN'S PH.D (Acuff-Rose, BMI/Careers-
BMG, BMI/BMG, ASCAP/Mickey Hiter, ASCAP) HL/CPP

60 YOU SAY YOU WILL (BMG, ASCAP/EMI April, ASCAP/
Ides Of March, ASCAP) HL
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TOP COUNTRY ALBUMS =

COMPILED FROM A NATIONAL SAMPLE
OF RETAIL STORE AND RACK SALES
REPORTS COLLECTED, COMPILED, AND
PROVIDED BY SoundScan

& z & z
: 2 : g
S1E| 8|2 s | |B|8|¢) 2 z
£l =58 g 3 = I g
o | 5| £ | ¢ | ARTIST Tme | = 2 | 5| £ | ¢ | AaRTIST TITLE | =
.J_: S o~ =z LABEL & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) ‘S_J ;:E :E o~ 4 LABEL & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT) ‘E‘LJ
* * * NO. 1/GREATEST GAINER * * % 39 | 39 | 36 | 38 | RESTLESS HEART Rca 66049 (9.98/15.98) BIG IRON HORSES | 26
(I 1 [ — | 2 | BILLY RAY CYRUS MERCURY 514758 (10.98 EQ/16.98) 2ueeks tNo. 1 IT WON'T BE THE LAST | 1 a0 [ ar [ 35 [0 | KT.OSLIN T CEATEST HITS: SONGS FROM AN AGING SEX BOMB | 31
(@)| 5 | 5 | 3 | ALANJACKSONA A LOT ABOUT LIVIN' (AND A LITTLE "BOUT LOVE) | 2
- - 41 4 | — 2 CARLENE CARTER GIANT 24499/WARNER BROS. (9.98/15.98) LITTLE LOVE LETTERS 41
3 3 1 42 | GEORGE STRAIT A 2 Mca 10651 (10.98/15.98) PURE COUNTRY (SOUNDTRACK) 1
42 42 37 36 DIAMOND RIO ARISTA 18656 (9.98/13.98) CLOSE TO THE EDGE 24
4 2 4 5% BILLY RAY CYRUS A 7 MERCURY 510635 (10.98 EQ/15.98) SOME GAVE ALL 1 5 0
43 38 ] 1 VARIOUS ARTISTS k- : ! TODAY'S HIT
5 | 4| 3 | 19 | BROOKS & DUNN A ARISTA 18716 (10.98/15.98) HARD WORKIN' MAN | 2 TEL 6068 17.9%/1258) eI
6 | 9 | 7 | 34 | JOHN MICHAEL MONTGOMERY @ aLanTic 8242080 9.9815.98  LIFE'S A DANCE | 4 ) R (R R O e A G B N e e e e Rl Gl P
7 6 2 8 WYNONNA CURE 10822/MCA (10 98/15.98) TELL ME WHY 1 45 43 38 10 | TRACY BYRD McA 10649 (9.98/15.98) TRACY BYRD 24
BERRER R e r i . S 50 | 56 | 5 | DOUGSUPERNAW ana 66133 @ 981399 RED AND RIO GRANDE | 46
9 8 8 a1 GARTH BROOKS A ® LIBERTY 98743 (10.98/16.98) THE CHASE 1 47 45 47 DOUG STONE epic 52436/SONY (9.98 EQ/15.98) FROM THE HEART 19
10 [ 10 | 9 | 15 | DWIGHT YOAKAM @ REPRISE 45241/ WARNER BROS. (10.98/15.98) THISTIME | 4 48 | 46 | 41 | 116 | LORRIE MORGAN A RcA30210(9.98/13.98) SOMETHING INRED | 8
11 | 11| 10 | 17 | TRACY LAWRENCE @ arLantic 82483/AG (9.98/15.98) AUBIS | 5 54 | 52 | 25 | MARK COLLIE mch 10658 (9 98/15.98) MARK COLLIE | 38
MARY-CHAPIN CARPENTER A 50 52 43 45 SAWYER BROWN CcuRB 77574 (9.98/13.98) CAFE ON THE CORNER 23
12 ] 8 11053 | & v 4888 1/SONY (9.98 EQ/13.98) COME ON COME ON b
@ 16 | — | 2 | MARK CHESNUTT wmcA 10851 (0.98/15.98) ALMOST GOODBYE | 13 51 [ 53 | 46 | 42 | RANDY TRAVIS @ wARNER BROS. 45045 (10.98/15.98) GREATEST HITS,vOL.2 | 20
* % * PACESETTER * * % 52 51 47 92 REBA MCENTIRE A 2 McA 10400 (10.98/15.98) FOR MY BROKEN HEART 3
% | — 2 JOHN ANDERSON BNA 66232 (9.98/15.98) SOLID GROUND 14 53 55 55 62 LITTLE TEXAS wARNER BROS. 26820 (9.98/13.98) FIRST TIME FOR EVERYTHING 19
15 | 12 | 12 | 99 | BROOKS & DUNN A 3 ARISTA 18658 (9.98/13.98) BRAND NEW MAN | 3 94 | 60 | 49 | 51 | CLINT BLACK A RcA66003(10.98/15.98) THE HARD WAY | 2
16 14 13 | 44 | VINCE GILL A MCA 10630 (10.98/15.98) | STILL BELIEVE IN YOU 3 55 | 56 | 48 | 42 | RANDY TRAVIS @ wARNER BROS. 45044 (10.98/15.98) GREATEST HITS, VOL. 1 14
17 15 14 | 147 | GARTH BROOKS A ! [|BERTY 93866 (9.98/13.98) NO FENCES 1 56 49 40 23 | BILLY DEAN $BK 9894 7/LIBERTY (10.98/15.98) FIRE IN THE DARK 14
18 17 15 39 | LORRIE MORGAN @ BNA 66047 (9.98/13.98) WATCH ME 15 57 58 51 | 121 | VINCE GILL A mca 10140 (9.98/15.98) POCKET FULL OF GOLD 5
CONFEDERATE RAILROAD @ CHRIS LEDOUX @
19 19 18 62 lAnEEz Al sea T CONFEDERATE RAILROAD 18 58 59 57 49 TEErT s Eloha oe) WHATCHA GONNA DO WITH A COWBOY 9
20 20 17 11 | TOBY KEITH MERCURY 514421 (9.98 EQ/15.98) TOBY KEITH 17 59 57 1 — | 39 ?Uﬁgl;(7gzl}(l.6lgAal>gsgé)JR. & HANK WILLIAMS THE BEST OF HANK & HANK m
DOLLY PARTON @ —
a 18 16 191 Goluwmiea 53199/SONY (10.98 EQ/15.98) SLOW DANCING WITH THE MOON 4 60 68 59 46 | SOUNDTRACK @ tric SOUNDTRAX 52845/SONY (10.98 EQ/15.98) HONEYMOON IN VEGAS 4
. . . E 22
@ & ) 8 U2 R (e O e BIG TIM 61 66 60 | 170 | DOUG STONE A EPIC 45303/SONY (5.98 EQ/9.98) DOUG STONE 12
23 21 19 11 PATTY LOVELESS 53236/SONY (9.98 EQ/15.98) ONLY WHAT | FEEL 13
e > 62 | 62 | 64 | 110 | TRAVIS TRITT A2 warNER BROS. 26589 (09813981 IT'S ALL ABOUT TO CHANGE | 2
24 2 26 17 SAMMY KERSHAW MERCURY 14332 (9.98 EQ/15.98) HAUNTED HEART 11
63 61 58 66 | MARK CHESNUTT @ Mca 10530 (9.98/15.98) LONGNECKS & SHORT STORIES 9
25 23 21 11 TANYA TUCKER LIBERTY 81367 (10.98/15.98} GREATEST HITS 1990-1992 15
; 64 | 48 [ 53 | 33 | GEORGE JONES mca 10652 (9.98/15.98) WALLS CAN FALL | 24
26 21 23 95 | GARTH BROOKS A © LIBERTY 96330 (10.98/15.98) ROPIN' THE WIND 1
54 11 RICKY LYNN I i
2 26 22 | 46 | TRAVIS TRITT A WARNER BROS. 45048 (10.98/15.98) T-R-0-U-B-L-E 6 ) 2 i3 MR P ISR (el €0 e
28 31 27 66 WYNONNA & 7 CURB 10529/CA (10.98/15.98) WYNONNA ) 66 73 74 | 139 | DWIGHT YOAKAM A REPRISE 26344/WARNER BROS. (9.98/13.98) IF THERE WAS A WAY 7
29 | 28 | 25 | 69 | AARON TIPPIN @ rea 61129 (9.9813.98 READ BETWEEN THE LINES | 6 67 | 67 | 70 | S | MCBRIDE & THE RIDE wca 10787 (9.98/15.98) HURRY SUNDOWN | 53
30 | 32 | 29 | 218 | GARTH BROOKS A % LIBERTY 90897 (9.98/13.98) GARTH BROOKS 2 RE-ENTRY | 104 ;?E;QJ(;AB?I?Q%?D A TRISHA YEARWOOD 2
31 | 30 | 24 | 47 | ALABAMA A RCA 66044 (9.98/15.98) AMERICAN PRIDE 11 69 [ 69 | 65 | 52 [ MARTY STUART @ mcA 10596 (9.98/13.98) THIS ONE'S GONNA HURT YOU 12
32 29 20 15 | WILLIE NELSON coLuMBIA 52752/S0NY (10.98 EQ/15.98)  ACROSS THE BORDERLINE 15 70 63 50 | 39 | SUZY BOGGUSS LIBERTY 98585 (9.98/15.98) VOICES IN THE WIND 31
33 | 33 | 31 | 40 | PAMTILLIS @ arisia 18649 (9.9813.98) TR Tel e NelE ] (e 7L | 64 | 61 | 167 | ALAN JACKSON A ARisTA 8623 (8.98/13.98) HERE IN THE REAL WORLD | 4
34 34 | 32 | 39 | TANYA TUCKER @ LIBERTY 98987 (10.98/15.98) CAN'T RUN FROM YOURSELF 12 72 7 67 6 PATTY LOVELESS WA 10653 (9.98/15.98) GREATEST HITS 80
35 | 35| 30 | 73 | JOHN ANDERSON A ena 61029 (0.08/13.98) S el SN 73 | 70 | 63 | 47 | RICKY VAN SHELTON @ coLumaia s2753sonv (1098 €v15.98 GREATEST HITS PLUS | 9
. ! HONKY DE 17
SN N NN EOEDRRIEfes b o bouo s TONK ATTITU 74 | 71 | 62 | 39 | KATHY MATTEA MeRCURY 512567 (9.98 EQ/15.98) LONESOME STANDARD TIME | 41
40 | 42 | 44 | TRISHA YEARWOOD A wca 10641 (9.98/15.98) HEARTS IN ARMOR | 12 @5 weam | 25 | RADNEY FosTeR im0t 1oms | @
38 | 37 34 | 112 | ALAN JACKSON A 2 aRISTA 8681 (9.98/13.98) DON'T ROCK THE JUKEBOX 2 ARISTA 18713 (9.98/13.98) '

o Albums with the greatest sales gains this week. @ Recording Industry Assn. Of America (RIAA) certification for sales of 500,000 units. A RIAA certification for sales of 1 mullion units, with multimillion sellers indicated by a numeral following the symbol. *Asterisk indicates LP is available.
Most tape prices, and CD prices for WEA and BMG labels, are suggested lists. Tape prices marked EQ, and all other CD prices, are equivalent prices, which are projected from wholesale prices. Greatest Gainer shows chart's largest unit increase. Pacesetter indicates biggest percentage growth.
Heatseeker Impact are titles removed from Heatseekers this week. © 1993, Billboard/BPI Communications, and SoundScan, Inc.

Bilboord. Top Gountry Cataloy Albums.

COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE AND RACK
SALES REPORTS COLLECTED, COMPILED, AND PROVIDED BY Soinldsialn

FOR WEEK ENDING JULY 17, 1993 I l I
e | _x é & I % =
o ]

g g -] g fA';ETLIELUMBER/DlsmmunNG LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) TITLE £ g Ez 3 = g g
1 1 PATSY CLINE A * MCA 12 (7.98/12.98) 104 weeks at No. 1 GREATEST HITS | 113 14 22 | CONWAY TWITTY HOLLYWOOD 463/HIGHLAND (5.98/9.98) GOLD 4
2 5 CONWAY TWITTY A MCA 31238 (4.98/11.98) THE VERY BEST OF CONWAY TWITTY 4 15 13 | GEORGE STRAIT A2 MCA 5567* (7.98/12.98) GEORGE STRAIT'S GREATEST HITS | 111
3 9 CONWAY TWITTY FEDERAL 6502/HIGHLAND (7.98/10.98) BEST OF THE BEST OF 4 16 11 | VINCE GILL @ rca 9814 (4.98/9.98) BEST OF VINCE GILL | 112
4 2 GEORGE JONES @ EPIC 40776/SONY (5.98 EQ/9.98) SUPER HITS 98 17 15 | HANK WILLIAMS, JR. A2 CURB 60193*/WARNER BROS. (9.98/13.98) GREATEST HITS | 100
5 3 RAY STEVENS cuRrg 77312 (6.98/9.98) HIS ALL-TIME GREATEST COMIC HITS 53 18 14 ALABAMA A * RCA 7170* (9.98/13.98) GREATEST HITS 112
6 7 DOLLY PARTON A RcA 4422* (7.98/11.98) GREATEST HITS | 9% 19 16 | REBA MCENTIRE A McA 42134 (4.98/11.98) REBA | 8
1 24 LYLE LOVETT @ CURB 42263/MCA (9.98/13.98) LYLE LOVETT & HIS LARGE BAND 6 20 25 KENNY ROGERS REePRISE 26711*WARNER BROS. (7.98/11.98) 20 GREAT YEARS 14
8 6 THE CHARLIE DANIELS BAND A EPIC 38795/SONY (7.98 EQ/11.98) A DECADE OF HITS | 113 21 17 | REBA MCENTIRE @ mcA 6294 (4.98/11.98) SWEET SIXTEEN | 10t
9 4 REBA MCENTIRE A MCA 4979+ (7.98/12.98) GREATEST HITS | 111 22 19 | ALABAMA A * Rca 4939 (7.98/11.98) ROLLON | 102
10 8 GEORGE STRAIT A mcA 42035 (7.98/12.98) GREATEST HITS, VOL. 2 | 13 23 | — | CONWAY TWITTY @ Mch 1488 (4.98/11.98) NUMBER ONES 3
11 10 | RAY STEVENS @ wmca 5918 (4.98/11.98) GREATEST HITS | 58 24 | 21 | DAVID ALLAN COE coLuMBIA 35627/SONY (5.98 EQ/9.98) GREATEST HITS | 27
12 | — | LYLE LOVETT CURB 42028/MCA (9.98/13.98) PONTIAC 1 25 20 | CONWAY TWITTY McA 6391 (4.98/11.98) GREATEST HITS #3 4
13 12 DWIGHT YOAKAM @ REPRISE 25989+ WARNER BROS. (9.98/13.98) JUST LOOKIN' FOR A HIT 10 Catalog albums are older titles which are registering significant sales. © 1993, Billboard/BPI Communications and SoundScan, Inc.
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LAUNGCHES A BRAND NEW DIRECTORY!

FANS DANCE TO NASHVILLE'S NEWEST AT COUNTRY CLUBS

(Continued from page 27)

rely on extended mixes of hits from
the pop/dance world. That didn’t sit
well with frequent Texas clubgoers
Ronnie Dunn and Kix Brooks (other-
wise known as Arista recording duo
Brooks & Dunn). The pair couldn’t see
giving up country DJ airtime to the
pop world, and last year suggested
that the label release an extended
dance mix of their
“Boot  Scootin’
Boogie.”

The cut re-
mains the most
requested song at
dance clubs and
has paved the way
for a flood of al-
ternate country
mixes of other ti-
tles, including “Boom It Was Over,”
by Robert Ellis Orrall (RCA), “T-R-O-
U-B-L-E,” by Travis Tritt (Warner
Bros.), “Queen Of Memphis” and
“Texas Tattoo,” by Gibson Miller
Band (Epic), “Cleopatra, Queen Of
Denial,” by Pam Tillis (Arista), and
“Chattahoochee,” by Alan Jackson
(Arista).

Manufacturing, promoting, and
mailing dance remixes can cost a label
$17,000-$25,000. Most record compan-
ies use their regular regional promo-
tion staff to go into clubs and coordi-
nate promotion.

Not surprisingly, there have been
cries of heresy from country purists,

TWAIN

and Nashville’s major labels are pro-
ceeding with extreme caution, reject-
ing mixes they feel “cross the line.”

Mike Bilanski, a Houston-based DJ/
consultant, feels that country DJs still
have a long way to go before they'll
wield influence over record companies
as do their pop counterparts. Bilanski
estimates that 90% of today’s country
DJs “don’t know how to stay within a
certain beat range” and aren't familiar
enough with the subtleties of country
music to “build real energy and mo-
mentum.”

NEW SONG, NEW DANCE

“Achy Breaky” choreographer
Greenwood is probably the most visi-
ble of an increasingly influential group
in the fickle world of country dance—
the dance instructor. Country Club
Enterprizes is in touch with more than
2,000 of these instructors, and with
new songs being tied to new dances at
a furious pace, these bestowers of
dance knowledge are being taken very
seriously by the music industry.
Greenwood has turned her dance
training into success with the best-
selling “Hot Country Dancin’” in-
structional videos, recently releasing
her third volume in the series.

The choreographer recently has
been called to work on projects for
John Anderson and Dolly Parton.
Greenwood, who keeps in touch with
the country club culture through con-

stant video promotion tours sponsored
by the likes of Laredo boots and Great
Plains Jeans, speaks with authority
about an evolving “dancefloor eti-
quette,” and the “traffic problems”
created by “not going with the flow”
on the country dancefloor.

These concerns may sound minor,
but with different versions of every
dance being done
in each club, they
become very im-
portant to the
club owner and to
the survival of
country dance
clubs in general.

With the aims

TRITT of getting these
problems of “con-

sistency and continuity” out in the
open, and getting club managers, DJs,
and dance instructors working more
closely together, Country Club Enter-
prizes will sponsor the first Country
Music Dance Seminar in Nashville
Oct. 18-20. Jackson is inviting 3,000
dance instructors and 500 DJs to the
event, which will include heavy artist
and record executive participation. “I
think the record companies have
learned that a well-choreographed
dance can be a very instrumental tool
in helping break or spread a record,”
says Jackson. “It’s amazing to watch.”

A brand new dual-directory centralizes a
netwarkol non-country and country
antertainment contacts under one cover for

the very first time -

Mashvilie is "just couniry”

WASHVILLE 615 is an authontatiive guida fo

non-country mus:c and senices in Mashwille

I|J|Ier|h ‘one stop listing of entertainment

refated companies in Nashvilie — from record companies and
'.1-Ju, stations 1o recording studios, limougines and Banks

COUNTRY MUSIC SOURCEBOOK1993 is the most vi

arsts, mar radio stations, promoters,

Fut them togather am
country music ar ;
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- grploding the myin that

1aQeTs, country
and music puglishers

Ny LI,

tal reference guide for

1you get an invaluable guide 1o the Nashyille scane-- in
Order vour copy of the Nashwille 815/

Country Music Sourceback 1993 today for just 40 plus §3 shipping

and handiing {$8 for international crders)

To order call toll-free: 1-800-223-7524 (outside NY),
{212) 536-5174 or 1-800 344-7119 (outside NJ), (908) 363-4156
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It 5 been three yealrs since Carlene Cartexr’
Little Love Letters (4/2-2440Q).

came out.
boppy.

t0 miss heuw.

Jntil Ken Tucker of
Jntil we Tealized
So it 1looks like she’

Iow she won't go away.

Jntil “

that after the first

Little Love Letters (4/2=-£4409)

. . [
featuring

Produced by Howie

wvery Little Thing”

Ypstein,

(7/4=18527)

“

except Sweet lieant

M~© 003 Giant Recoirds.

o last album,
Yvery Little Thing”
Yntertainment weekly ostarted throwing around words like
single runs 1ts coulse,
5 goling to stick around. For

To Be, ?

ané, frankly,
(7/4=28527)

a long, long time.

produced by Howie

,
there

ané we ' ve glaé she

we were beginning to miss her.

5 another half-dozen waiting in the
5 back.

"awfully catchy" ana

Y¥pstein ané John Jorgenson.

Jntil we got her
was the most-added country single the week it
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raucously
Wings.
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FOR WEEK ENDING JULY 17, 1993

“ - T k
COMPILED FROM NATIONAL LATIN
w | Be RADIO AIRPLAY REPORTS.
23|58 | 9| 3| armisT TITLE
2| 52| 2| 25| LABEUDISTRIBUTING LABEL
* % x NO.1T x x %
@ 2 5 6 LUIS MIGUEL & AYER
WEA LATINA 1 week at No. 1
@ 4 10 4 GLORIA ESTEFAN & MI TIERRA
EPIC/SONY
3 1 1 14 JON SECADA & SENTIR
SBK/EMI LATIN
4 3 3 11 EDNITA NAZARIO & UN CORAZON HECHO PEDAZOS
EMI LATIN
5 | 5 | 4 | 12 | RICARDO MONTANER AL FINAL DEL ARCO RIS
RODVEN
ANA GABRIEL & TUYYO
6 ! 6 i SONY LATIN/SONY
@ 9 12 § SELENA NO DEBES JUGAR
EMI LATIN
15 | 16 | § | PAULINARUBIO & AMOR DE MUJER
EMI LATIN
[ 6 2 16 LOS FANTASMAS DEL CARIBE & MUCHACHA TRISTE
RODVEN
16 | 18 | 4 | GUILLERMO DAVILA CUANDO SE ACABA EL AMOR
RODVEN
JORDY ¢ DUR DUR D’ETRE BEBE
11 13 13 ! SONY LATIN/SONY
MAGNETO & SUGAR SUGAR
12 12 14 10 SONY LATIN/SONY
131 11| 9 | g | DANIELAROMO © QUE VENGAN LOS BOMBEROS
EM! LATIN
17 | 17 | 7 | RICKY MARTIN & ME AMARAS
SONY LATIN/SONY
@5)| 19 | 2 | 4 | LAMAFIA & AHORA Y SIEMPRE
SONY DISCOS/SONY.
24 | 23 | 4 | EDGARJOEL @ HASTA EL SOL DE HOY
RODVEN
17 8| 7| x| LAMAFIA # ME ESTOY ENAMORANDO
SONY DISCOS/SONY
MAGGIE CARLES AMOR SIEMPRE TU
18 | 10 8 10 | Rooven
22 | 31 | 4 | LOSCARLOS PIDEME LA LUNA
LUNA/FONOVISA
LUCERO SOBREVIVIRE
20 18 21 5 MELODY/FONOVISA
* % * POWER TRACKX * %
8 | — ) JUAN LUIS GUERRA Y 4.40 & CORONITA DE FLORES
KAREN/BMG
LUIS ENRIQUE NO TIENES QUE PEDIR PERMISO
2 20 2 3 SONY TROPICAL/SONY Q N
CHAYANNE MI PRIMER AMOR
23 14 11 12 SONY LATIN/SONY
MAZZ MI TESORO
2 37 3 EMI LATIN
OLA| GE ENTREGA TOTAL
25 | 23 | 40 | 4 | YOLANDITA MON
VICTOR VICTOR TU CORAZON
2 A 19 6 SONY LATIN/SONY
@D)| 30 | 35 | 3 | LASABROSURA TU AMIGO O TU AMANTE
FUENTES
3 | — | 2 | BRONCO TRES HERIDAS
FONOVISA
29 2 . 2 MARC ANTHONY PALABRAS DEL ALMA
SOHQ SOUNDS/SONY
30 | 25 | 23 | 7 | ALEJANDRO FERNANDEZ ® PIEL DE NINA
SONY DISCOS/SONY
LUNNA POR EL FUEGO
@ 3 38 3 EMI LATIN
* % * HOT SHOT DEBUT * * x
RICARDO ARJONA PRIMERA VEZ
@ NEW ) 1 SONY LATIN/SONY
ROCIO JURADO Y ANA GABRIEL & AMOR CALLADO
@ NEw > 1 SONY LATIN/SONY
39 l o 2 LOS HERMANOS ROSARIO AMOR AMOR
KAREN/BMG
EL GRAN COMBO TE DESEO
G| NEWD | 1 | B
R. DURCAL Y J. SABINA & Y NOS DIERON LAS DIEZ
36 31 20 10 ARIOLA/BMG
STEPHANIE SALAS & AVE MARIA
3 34 34 5 MELODY/FONOVISA
NEw > 1 !OHJ’Y‘!.ATIN/SONY E
39 33 . 2 GRUPO VIENTO Y SOL CENIZAS Y FUEGO
FONOVISA
INDUSTRIA DEL AMOR REY DE OROS
40 29 27 4 FONDVISA

D Records with the greatest airplay gains this week. @ Videoclip availability. © 1993, Billboard/BPI

Communications.
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Artists & Music

June Sees Losses In Salsa Community;
Xuxa Eyes Michael Jackson For Brazil

SALSA SORROWS: June was
an emotionally dolorous month for
salsa fans everywhere. On June 7,
Louie Ramirez—atalented, inno-
vative arranger/producer, as well
as gifted vibist, timbalero, and
keyboardist—died of a heart at-
tack at age 41.

Then, June 29, one of salsa’s
premier and most beloved vocal-
ists, Héctor Lavoe, died of car-
diac arrest. He was 46. (Billboard,
July 10.) Lavoe’s tumultuous life
and career have been well-docu-
mented, yet his popularity never
waned. Neither did his depend-
ency on chemical substances,
which ultimately contributed to
his death. Lavoe’s longtime label,
Fania Records, has just released a
retrospective on “El Cantante De
Los Cantantes.” The first-volume
compendium is part of Fania’s
“Legends Of Salsa” series.

Ramirez received much less no-
tice when he passed away. But the
salsa recording community recog-
nized his ability and desire to
stretch Latin tropical grooves be-
yond contemporary vernacular,
primarily into jazz. A list of his re-
cording colleagues reads like a
who’s who of salsa: Tito Rodri-
guez, Willie Colén, Celia Cruz,
Tito Puente, Larry Harlow,
Cheo Feliciano, Rubén
Blades—who sang the 1978 hit
“Paula C’—and longtime vocal
partner Ray de la Paz.

Says Ralph Mercado, presi-
dent of RMM Records, for which
Ramirez recorded, “Louie was one
of the great arrangers and musi-
cians and one of the funniest guys
in the studio.” Ramirez had just
completed his second album with
de la Paz. Label mate Feliciano
will include a tribute song to Ra-
mirez on his forthcoming album.

XUXA LURES MICHAEL: Me-
gastar Michael Jackson has
signed a preliminary contract with
Xuxa’s production company, Xuxa
Producédes, that calls for Jackson
to perform one or two shows in
Brazil. Jackson is expected to be
paid $1 million for his services.
Xuxa Producdes also has agreed
to spend $2 million to produce the
shows.

A final contract will be inked
sometime in July. Meanwhile,
Xuxa's manager and business as-
sociate, Marlene Mattos, is ex-
pected to decide how many shows
will take place. The concerts will
be staged between Oct. 20 and Oct
30, possibly at the 200,000-seat
Maracana Stadium in Rio de Jan-
eiro or the 150,000-seat Morumbi
stadium in Sao Paulo. Jackson,
also scheduled to perform in
Buenos Aires, has requested that
2,000 tickets be given to under-
privileged kids.

Another Brazilian promotion
company, DC-Set, owned by vet-
eran promoter Dody Cirena, put
in a strong bid to secure the Jack-
son shows. But Cirena anticipates
participating in the shows any-
way.

“Xuxa Producdes has no pro-
duction team,” says Cirena, “and
even Xuxa's shows are produced
by other companies, most recently
Sunshine. We can provide sound,
light, and the whole organization
for the concerts, as we already
have done with Rock in Rio.”

BRAZIL MAJORS ADOPT
ISRC: On July 1, the major Brazi-

by John Lannert

lian labels commenced encoding
recorded product with the Intl.
Standard Recording Code
(ISRC). The code, which follows
the pattern established by the
Intl. Standard Organization, will
prepare the industry for what
most executives see as the envi-
ronment of the future—namely,
the replacement of recorded me-
dia by the direct delivery of sound
via cable and computer.

The coding will make it possible
to preserve the authors’ rights
and artists’ royalties when current
recorded formats disappear. Inde-
pendent labels also can purchase
the coding program for $200.
Marcos André Martinez, legal
adviser of Brazilian trade group
ABPD, says several of the 100 na-
tional independents have inquired
about the program.

AWARDS TIME: Congrats to all
nominees for Billboard’s 1993 Ra-
dio Awards (Billboard, July 3). In
addition, many thanks to the radio
programmers and record label ex-
ecutives who helped out with se-
lections.

The awards ceremony is to take
place Sept. 9 in Dallas during the

National Assn. of Broadcasters
convention. Ballots contained in
the July 3 issue must be received
by July 30.

One note: The market break-
downs were determined by popu-
lation, not by the size of a radio
station’s audience.

ROCK & POP ROCKS ON:
Buenos Aires-based concert pro-
motion company Rock & Pop Intl.
is once again offering an attractive
slate of dates in the coming
months. First up is superstar rock
crew Guns N’ Roses, slated to
play Friday and Saturday (16-17)
at the 50,000-seat River Plate Sta-
dium in Buenos Aires. Main-
stream rock act Poison is booked
to appear July 26-27 in Santiago,
Chile, and July 29-31 in Buenos
Aires. Former Yes keyboardist
Rick Wakeman will kick off a
southern cone minitour Aug. 20-21
at Buenos Aires. Subsequent
scheduled stops will be made in
Santiago, Rosario, Argentina,
Cérdoba, Argentina, and Montevi-
deo, Uruguay.

Jazz axeman Pat Metheny is
booked to perform Sept. 18-19 in
Buenos Aires. The Sunsplash
Reggae extravaganza makes its
Argentinian debut Sept. 24-25 in
Buenos Aires. The rest of the fall
Buenos Aires slate includes shows
by Def Leppard (Oct. 8-10), Peter
Gabriel (Oct. 16), and Madonna
(Nov. 12-13).

By the way, Rock & Pop presi-
dent Daniel Grinbank further so-
lidified his very firm grip on the
Argentinian market when he
plunked down $2 million to secure
exclusive dates for the next two
years at the River Plate and Vélez
Sarsfield soccer stadiums. He
says he also has exclusive rights to
Obras Stadium.

MISCELLANEOUS: Last
month, the U.S. Postal Service
issued a commemorative stamp of
rock’'n'roll idol Ritchie Valens,

(Continued on page 32)

Sweet Music. Tropical vocalist Celia Cruz celebrates the release of her new
RMM/Sony Discos album, “Azucar Negra” (Black Sugar). Cruz previously
appeared in the film “The Mambo Kings.” Shown, from left, are Frank Welzer,
president, Latin America, Sony Music International; Cruz; Angel Carrasco, VP of
A&R, Sony Discos; George Zamora, VP/general manager, Sony Discos; and
Ralph Mercado, owner/president, RMM Records.
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LATIN NOTAS

(Continued from page 30)

whose 1958 hit “La Bamba” be-
came a No. 1 smash in 1987 for
Los Lobos. “La Bamba” is the
only Spanish-language song ever
to top the Hot 100. In addition, Va-
lens’ original record label, Del-Fi
Records, has issued “The Ritchie
Valens Story,” a greatest-hits
package containing heretofore
unreleased tunes ... BMG’s irre-
pressible thrush, Gloria Trevi,
was set to appear July 2 on TV
magazine “Hard Copy.” Mean-
time, People magazine is prepar-
ing a profile on Trevi due out in
August ... Breaking out in Brazil
is “Ie Ieé Ie,” the latest album from
Warner siren Kid Abelha. Label
mate Gilberto Gil is in the middle
of massive Eurotour covering
nearly all of western Europe save
England. Gil and close buddy Cae-
tano Veloso have cut an album
celebrating the 25th anniversary
of Tropicalia.

The record will be released this
fall domestically on Veloso’s label,
PolyGram, with foreign distribu-
tion being handled by Warner . ..
FLADEM, the Latin American
Federation Of Music Publishers,
will hold its fourth annual con-
gress in April 1994, in Santiago,
Chile.

RELEASE UPDATE: Former
Quality rock act Amanacer has
been picked up by EMI Latin,
which is rereleasing the epony-
mous album. Also out on EMI is a
Tejano compilation titled “Tejano
Classies” ... Another delightful
batch of Latino jazz albums also
have hit retail, including “A Night
With Poncho Sianchez Live” by
Poncho Sanchez (Concord Pi-
cante); “Worldwide” by Giovanni
Hidalgo (Tropijazz/Sony); “Spir-

and “My Time Is Now,” from
Mario Bauza & His Afro-Cuban
Jazz Band, both on Messidor/
Rounder. Also out on Arhoolie is
“Father Of Conjunto” by Narciso
Martinez and “El Indio” by Te:-
jano pioneer Isidro Lépez.

CHART NOTES: Speaking of
Latino jazz, albums by Dominican
keyboardist Michel Camilo
(““Rendezvous”), Cuban trum-
peter Arturo Sandoval (“Dream
Come True”), and Cuban key-
boardist Gonzalo Rubalcaba
(“Suite 4 Y 20”) are all climbing
Billboard’s Top Jazz Albums sur-
vey. Likewise, Jordy’s French-
language smash “Dur Dur D’Etre
Bébé,” a top 20 hit for Sony Latin/
Sony on the Hot Latin Tracks, is
scurrying up the Hot 100. The sin-
gle is being released by Columbia
in the non-Latino market.

GO AHEAD
USEUS...
MAKE THAT MOVE
THE CALL'S

ON ME .

TOLL FREE'
BH.l.BG.ﬂRD CLA!ISIFII.I}

Jeff Serrette
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Top Jazz Albums.

b 8 = COMPILED FROM A NATIONAL SAMPLE OF RETAIL
‘g‘ ; u,§ AND ONE-STOP SALES REPORTS.
< x
2 |z |Z2| ARTIST TITLE
— R EXS LABEL & NUMBER/DISTRIBUTING LABEL
——
% x* NO.1 *
1115 JOE SAMPLE  WARNER BROS. 45209 7 weeks at No. 1
INVITATION

KEITH JARRETT TRIO  Ecm 513074

o
-~

BYE BYE BLACKBIRD

NATALIE COLE  ELEKTRA 61496

TAKE A LOOK

DAVE GRUSIN  crp 9715

o | w

HOMAGE TO DUKE

7 | DIANE SCHUUR  cre 9713

LOVE SONGS

VERVE 517 674
SO NEAR, SO FAR

7 | ROY HARGROVE  NOVUS 63154/RCA

OF KINDRED SQULS

5
3
4 | 19| JOE HENDERSON
9
6

15 | JOSHUA REDMAN  WARNER BROS. 45242

JOSHUA REDMAN

MICHEL CAMILO  coLumeia 53754

RENDEZVOUS

BRANFORD MARSALIS  coLumBia 52461+

BLOOMINGTON

ARTURO SANDOVAL  crr 9701

DREAM COME TRUE

HORACE SILVER  coLumeia 53812

IT'S GOT TO BE FUNKY

BOBBY WATSON  COLUMBIA 53416

TAILOR MADE

MULGREW MILLER  Novus 63153/RCA

HAND IN HAND

MILT JACKSON  QWEST 45204/REPRISE

REVERENCE AND COMPASSION

MARK WHITFIELD  warNER BROS. 45210

MARK WHITFIELD

COLUMBIA 53805
LIVE AT THE FIVE SPOT

5
9
NEW p»| JOEY DEFRANCESCO
>
3

8888 =8= = 8= 8- |~]-|- @] -

AZZ FUTURES US 63158/RC
NEWD| ! NOVUS b3 1S8RCA LIVE IN CONCERT
22 SLIDE HAMPTON & THE JAZZMASTERS
TELARC 83323 DEDICATED TO DiZ
21| 3 | GONZALO RUBALCABA  BLUE NOTE 80054/CAPITOL
SUITE 4 Y 20
KENNY BARRON
2 fwfn R SAMBAO
22 | 18| 7 | JOELOVANO  BLUE NOTE 99830/CAPITOL

UNIVERSAL LANGUAGE

LOUNGE LIZARDS

Ui 0
2 |19]7 INTUITION 2055 LIVE IN BERLIN 1991 VOL. 1
BOB BERG ETC
NEW b B STRETCH 1105/GR? ENTER THE SPIRIT
@ NEW ) STEPHEN SCOTT  VERVE 517 996 AMINAH'S DREAM

TOP GONTEMPORARY JAZZ ALBUMS..

* %% NO.1 * » »

REPRISE 45227

MICHAEL FRANKS 5 weeks at No. 1
DRAGONFLY SUMMER

JEFF LORBER  VERVE FORECAST 517 998/VERVE

WORTH WAITING FOR

LEE RITENOUR

THE JAZZMASTERS FEATURING PAUL HARDCASTLE
JVC 2021

ALEX BUGNON

GRP 9637
WES BOUND

THE JAZZMASTERS

ORPHEUS 52995/EPIC
THIS TIME AROUND

KENNY GA*  ARISTA 18646

BREATHLESS

6 | 9 | PAULJACKSON, JR.  aTLANTIC 82441

RIVER IN THE DESERT
STARTRAK/MANHATTAN 81496/CAPITOL

5 | PIECES OF A DREAM
GEORGE BENSON

IN FLIGHT

e[-E[[EE- -6~ -] -

WARNER BROS. 26685
NEW) R LOVE REMEMBERS
9 | 13| WILTON FELDER  rar2018
FOREVER. ALWAYS
14| 5 | ERIC MARIENTHAL  GRP 9691
ONE TOUCH
10| 7 | KILAUEA  BRAINCHILD 9310
SPRING BREAK
JON LUCIEN  MmERCURY 514 816

MOTHER NATURE'S SON

JAZZ AT THE MOVIES BAND

14 R DISCOVERY 77001 BODY HEAT, JAZZ AT THE MOVIES
15 | 8 | 19| KIRK WHALUM  coLumsia 46931
CACHE
KIM PENSYL  Grp 9710
16 16)7 RP o7 EYES OF WONDER
THE RIPPINGTONS  Grp 9718
LIVE IN L.A.

=8
:
v

ACOUSTIC ALCHEMY  Grp 9698

THE NEW EDGE

AL DI MEOLA WORLD SINFONIA

19 1915 MESA 79052/RHINO HEART OF THE IMMIGRANTS
ZACHARY BREAUX
20 18 7 NYC 6003 ﬁOOVIN‘
ART PORTER £
NEW ) VERVE FORECAST 517 997/VERVE STRAIGHT TO THE POINT
22 |21 3 | NEW YORK VOICES  cre 9700

WHAT'S INSIDE

@ 23| 21 | INCOGNITO  VvERVE FORECAST 514 198
TRIBES, VIBES & SCRIBES
24 | 17| g | HUBERT LAWS  MUSICMASTERS 65100
MY TIME WILL COME
25 | 22| 7 | THE JB HORNS  GRAMAVISION 79485/RHINO

FUNKY GOOD TIME/LIVE

(O Albums with the greatest sales gains this week. @ Recording Industry Assn. Of America (RIAA) certification
for sales of 500,000 units. & RIAA certification for sales of 1 million units with each additional million

indicated by a numberal following the symbol. All albums available on cassette and CD. *Asterisk indicates vinyl
available. © 1993, Billboard/BPI Communications.
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Artists & Music

Clussical
KEEPING
SCORE

by Is Horowitz

GROWTH STRATEGIES: Guenter Hensler moves into
his fourth year as president of BMG Classics with his RCA
Victor complex of labels notching new gains, despite slug-
gish market conditions some observers tag as endemic.

Overall, sales for his division increased by 20% for the
fiscal year ending June 30, says Hensler. But he’s espe-
cially pleased about a reported doubling of sales for RCA
Vietor Red Seal, BMG’s top-of-the-line classical imprint,
since it represents a segment of the business the label all
but dominated at one time, but neglected under more re-
cent past ownership.

Hensler remains upbeat about expanding the market to
encompass new consumers of classical musie, or related
genres. Along with some of his peers, he feels it’s an essen-
tial goal in the face of the statistical graying of core buyers.

At one end of the repertoire spectrum, BMG is grooming
a new contemporary label, Catalyst, for introduction this
fall. Like some others that have surfaced elsewhere re-
cently, it is expected to tap into experimental composition
that defies easy categorization, but seems to hold special
attraction for a younger demographic.

At the other end, BMG Classics intends to devote more
attention to early music through its acquisition and partial
redirection of Deutsche Harmonia Mundi, the 35-year-old
label it has licensed for the past four years.

And between these apparent extremes, BMG will con-
tinue to bolster its roster of prestige classical and crossover
artists, and to fashion new marketing ploys to build volume
for full price and secondary exploitation product, says

Hensler.

Under the A&R control of Jan Hofermann, DHM will
now produce some of its recordings in the U.S. Up first is
a Baroque program featuring harpsichordist Skip Sempe
and Capriceio Stravagante, to be recorded at New York’s
Metropolitan Museum of Art in late July, with Jack
Pfeiffer as producer.

Sequentia, a group known particularly for its perform-
ances of medieval music, will figure in a special campaign
this August marking the new status of DHM. Its album,
“Ancient Music For A Modern Age,” will seek a wider mar-
ket under the Red Seal logo, but will be packaged with a
free early-music sampler to direct attention to the DHM
catalog. Promotion will include distribution to alternative
radio and other unconventional media for this category of
music,

Six new DHM titles are due for release this fall. More
than 100 are currently available and some 15 additional
packages are due in 1994,

A special campaign on the Red Seal side in August,
floated under the “Concerto” rubric, will see work by six
artists sent out to market in three related package groups
targeted to diverse audiences.

In six home-video versions, separate concerto recordings
by flutist James Galway, pianists Alicia de Larrocha and
Barry Douglas, violinist Kyoko Takezawa, clarinetist Ri-
chard Stoltzman, and cellist Steven Isserlis, all made with
Michael Tilson Thomas and the London Symphony, will
feature actor/musician Dudley Moore as host.

The same concerto performances also will be released in
a three-CD compilation album, without Moore’s participa-
tion, as well as in six single CDs containing additional re-
cordings by the artists.

Through a tie-in with the cable Learning Channel, all six
“Concerto” videos will be broadcast three times during the
last week in August. Advertising will plug the disc and
video series in such home-market publications as Good
Housekeeping and Woman's Day, in addition to music mag-
azines. The series also will be supported by a sampler disc
and dealer display material.

&

by Jeff Levenson

CHICK COREA RECENTLY WAS INVOLVED in
an incident that appears ugly. It seems that Corea’s
agent, Ted Kurland, was finalizing a booking for the pi-
anist, scheduled for Aug. 15 in Stuttgart, Germany. The
concert was to be held in conjunction with the World
Championships in Athletics, and sponsored by the gov-
ernment of Baden-Wuerttemberg. A small detail, how-
ever, monkeyed up the plans. The German production
company organizing the concert informed Corea that the
local government had decided to cancel its support of the
show because Corea is 2 member of the Church of Scien-
tology. Corea’s response to this apparent religious dis-
crimination (“artistic cleansing,” in his words) was to
dash off letters to Richard von Weizsacker, the president
of the Federal Republic of Germany, with copies to
Chancellor Helmut Kohl and others. He’s also asking fel-
low artists to formally protest the actions of Baden-
Wouerttemberg and to boycott any performances there.
So far, B.B. King has officially lent his support. More
to come, I’'m sure.

THIS AND THAT: Vocalist Anita O’Day, who made
her recording debut in 1941 with Gene Krupa’s Orches-
tra, has signed a three-year deal with Pablo Records.
The initial release reunites her with arranger/conductor
Buddy Bregman, who began his career with O’Day on
the first-ever Verve record, “Anita.” This return-to-
swing album is titled “Rules Of The Road,” and it fea-
tures trumpeter Jack Sheldon and his 17-piece big band

.. Benny Green, whose recent. Blue Note records have
established him as one of the main upholders of the piano
trio tradition, has received a cool $10,000 award—the
City of Toronto Glenn Gould International Protégé Prize
in Music and Communication (hell of a mouthful, 1sn’t it?)
The honor actually was made possible by Oscar Peter-
son (himself a Canadian), who received a $50,000 Glenn
Gould Prize, then chose Green as his deserving protégé.
Green, for his part, gets a double hit: money in the bank,
plus the ever-important nod of approval from a personal
hero ... Terence Blanchard, who is moving into the
fast-track world of movie-scoring (his “Malcolm X” was
a formidable credential), is laying down tracks for a fol-
low-up film, “Sugar Hill”. .. Stanley Crouch, the jazz
writer/critic who has done much to stimulate debate re-
garding all facets of black culture, has just received a
MacArthur Fellowship worth $290,000. This so-called
genius grant, established by Catherine T. MacArthur
in 1978, is a no-strings-attached award, which means
that Crouch can now further his education—and ours—
then buy us all a drink ... One program in this year's
JVC Jazz Fest stands out in my mind. It was the show
billed “After 45 Years: George Wein And The Newport
All-Stars.” Why so memorable? A number of reasons:
Doc Cheatham obviously has become the (paternal) ap-
ple of Jon Faddis’ eye now that Dizzy is gone; Wein ap-
pears to be reconnecting with the music side of his life,
gently shifting his attentions from producing to perform-
ing (his comping and soloing were respectable); and the
music bounced joyously into the night (thank you, Clark
Terry, Warren Vache, Illinois Jacquet, Flip Phillips,
Gerry Mulligan, and Al Grey). Simple.

Billboard.
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= COMPILED FROM A NATIONAL SAMPLE
j(—_ OF RETAIL STORE SALES REPORTS.
8|2
i < | =z
R
2 |z |€| TImLE ARTIST
= | o [ 3 | LABEL & NUMBER/DISTRIBUTING LABEL
* x x NO. 1 x x %
1 1161 GORECKI: SYMPHONY NO. 3  nNONESUCH 79282 19 weeks at No. |
UPSHAW, LONDON SINFONIETTA (ZINMAN)
2 2 |37 IF YOU LOVE ME  LONDON 4362672
CECILIA BARTOLI
3 33 TOUS LES MATINS DU MONDE  vaLOIS V4640/HARMONIA MUNDI
JORDI SAVALL
4 4|19 PHILIP GLASS: LOW SYMPHONY  POINT MUSIC 4381502/PHILIPS
BROOKLYN PHILHARMONIC (DAVIES)
5 6 | 147 IN CONCERTA  LONDON 4304332
CARRERAS, DOMINGO, PAVAROTTI (MEHTA)
6 5 191 AN ENGLISH LADYMASS  HARMONIA MUNDI (FRANCE) 907080
ANONYMOUS FOUR
7 711 HEAVY CLASSIX  ANGEL 64769
VARIOUS ARTISTS
8 g |63 ROSSINI HEROINES  LoNDON 436075
CECILIA BARTOLI
9 3|15 THE REINER SOUND  Rrca61250-2
CSO/REINER
10 [ 13| 7 GORECKI: BEATUS VIR ARGO 4368352/DECCA
CZECH PHILHARMONIC ORCH. (NELSON)
11 |10 9 PRIMA DONNA  SILVA AMERICA 1023/KOCH INTERNATIONAL
LESLEY GARRETT
12 | 12| 83 BAROQUE DUET  SONY CLASSICAL SK 46672
KATHLEEN BATTLE, WYNTON MARSALIS
MOZART: ARIAS  LoNDON 430513
13 146l CECILIA BARTOLI
14 |17] ¢ PAGANINI: 24 CAPRICES  MUSICMASTERS 67092
ELIOT FISK
15 [11] 15 SHORT STORIES  NONESUCH 979310-2/ELEKTRA
KRONOS QUARTET
16 | 18|31 OPERA’S GREATEST MOMENTS  rca61440
VARIOUS ARTISTS
17 | 15] 5 DAVID DIAMOND: VOL. Il DELOS DE3119
SEATTLE SYMPHONY (SCHWARZ)
18 21| 3 SENSUAL CLASSICS  TELDEC 90055-2
VARIOUS ARTISTS
19 | 1937 HOROWITZ: DISCOVERED TREASURES  SONY CLASSICAL SK 48093
VLADIMIR HOROWITZ
20 | 15| 45 KATHLEEN BATTLE AT CARNEGIE HALL DG 435440
KATHLEEN BATTLE
21 20113 BERG: VIOLIN CONCERTO DG 4370932
MUTTER, CHICAGO SYMPHONY(LEVINE)
ITZHAK PERLMAN'S GREATEST HITS  0G 4377372
22 |NEWD [TZHAK PERLMAN
PERGOLES!: STABAT MATER  LONDON 4362092
23 NEWD ANDERSON/BARTOLI/DUTOIT
BACH: BRANDENBURG CONCERTOS  TELARC 80354
24 INEWD BOSTON BAROQUE (PEARLMAN)
25 | 221 3 VENETIAN VESPERS  ARCHIV 4375522
GABRIELI CONSORT & PLAYERS
TOP CROSSOVER ALBUMS..
' *x*x NO.1 x % %
1 117 UNFORGETTABLE  SONY CLASSICAL SK 53380 3 weeks at No. 1
BOSTON POPS (WILLIAMS)
2 3015 KIRI SINGS KERN  ANGEL 54527
KIRI TE KANAWA
3 2 12 ILLUSIONS  LONDON 4367202
UTE LEMPER
4 4015 PAVAROTTI & FRIENDS  LONDON 4401002
VARIOUS ARTISTS
5 619 KURT WEILL SONGS: VOL. Il LONDON 4364172
| UTE LEMPER
l 6 5 (73 HUSH  SONY MASTERWORKS SK 48177
| YO-YO MA/BOBBY MCFERRIN
{ 1 8 |65 DIVA!  siLva AMERICA 1007/KOCH INTERNATIONAL
LESLEY GARRETT
8 7 139 THE KING AND | pHILIPS 4380072
HOLLYWOOD BOWL ORCHESTRA (MAUCERI) |
9 9|11 ANDREW LLOYD WEBBER: LOVE SONGS  SiLvA AMERICA 1022/KOCH INT'L
LESLEY GARRETT
10 |10 3 THE DAEMON LOVER  DORIAN 90174/ALLEGRO
THE BALTIMORE CONSORT
11 (nln THE JULIET LETTERS  WARNER BROS. 45180
ELVIS COSTELLO AND BRODSKY QUARTET
12 [ 151 3 POPS ROUNDUP  rCa61666-2
ARTHUR FIEDLER AND THE BOSTON POPS ORCHESTRA
13 |14 13 CHANSON D'AMORE  rcas1427-2
THE KING’S SINGERS
14 13119 GALWAY AT THE MOVIES  Rca 613262
JAMES GALWAY
15 | 12|23 THE ART OF THE BAWDY SONG  DORIAN 90155/ALLEGRO
THE BALTIMORE CONSORT

@ Recording Industry Assn. Of America (RIAA) certification for saies of 500,000 units. A RIAA certification
for sales of 1 million units with each additional million indicated by a numeral following the symbol. All albums
available on cassette and CD. *Asterisk indicates vinyl available. © 1993, Billboard/BPI Communications.
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See Hear: Music For The Eyes
Labels Step Up Video-Captioning Efforts

B BY DEBORAH RUSSELL

LOS ANGELES—For the millions of
hearing-impaired Americans who en-
Jjoy music video, the appearance of cap-
tioned lyrics within a clip is nothing
short of music to their eyes.

And closed-captioned musie videos
will become increasingly common, pre-
dict industry experts, due to the July
1 enactment of the Television Decoder
Circuitry Act of 1990. The act requires
closed-caption decoding capability—
which reveals hidden subtitles encoded
in the picture—to be a built-in feature
in all television sets 13 inches or larger.

“The goal is to have equal media ac-
cess for all,” says Debra Davis Povar,
a public relations executive at the Na-
tional Captioning Institute. “It’s a mat-
ter of respect to allow everyone to have
a choice to enjoy and be reached by
whatever product is on the market.”

Some 20 million new TV sets are pur-
chased by Americans each year, which
means that by 1996, nearly half of the
households in this country will have a
set with decoding capability. In 10
years, nearly 100% of all households
will contain at least one such TV set.

Increased access to captions is good
news for the estimated 100 million peo-
ple who could benefit. Hearing loss af-
fects more than 24 million people in this
country. An additional 30 million hear-
ing people are learning English as a
second language; 16 million attend ele-
mentary school and are practicing their
reading skills; and some 27 million
adults are illiterate.

“Television is the great common de-
nominator and musie is a universal

thing,” Povar says. “Music video can
educate as well as entertain.”

Closed captioning of music videos
got its first real push in 1989, when rec-
ord producer Ed Stasium encouraged
the band Living Colour to caption an
Epie clip, at the request of his own
hearing-impaired daughter. Since
then, nearly all the major labels have
experimented with closed captioning to
varying degrees, and Atlantic Records
has instituted a policy to caption every
clip it produces.

An estimated 700 music videos cur-
rently are captioned, and represen-
tatives from the NCI and the Caption
Center believe it’s just a matter of time
before closed captioning is an integral
element in the postproduction process.

“Deaf people may not use the audio,
but you don’t leave the audio track off
of a clip,” says Donna Horn, marketing
manager for the Caption Center. “So
don’t leave the captions off, either.”

The enactment of the television-de-
coder circuitry legislation should help
push things along, Horn adds, noting,
“[label executives] may be more eager
to set aside the time and money to cap-
tion their videos now that they have the
potential to reach millions of people.”
The key hurdle to closed captioning’s
progress so far has been the time fac-
tor, she adds. Since captioning is the fi-
nal step in postproduction, it is some-
times bypassed to meet a deadline.

Anne Deasey, associate director of
video production at Capitol, has faced
that dilemma, and says she’ll often sub-
mit one version of a clip to meet a dead-
line, and follow up with a closed-cap-
tioned version later. Capitol strives to

caption every video, she says.

Closed captioning one video can cost.
anywhere from $275 to $400. Both the
Caption Center and the National Cap-
tioning Institute can turn a job around
within hours beginning with the tran-
seription, timing, and placement of the
captions, and ending with the encoding,
or electronic insertion of data into the
picture.

Currently, captions are restricted to
the top and bottom thirds of the TV
screen, but as technology advances, so
do creative options regarding the cap-
tion’s appearance, says NCI’s Povar.
“It becomes a neat thing to look at and
it just adds one more dimension to the
experience,” she says.

Captioning is becoming a booming
industry, as profit-making companies
are cropping up to compete with the
nonprofit NCI and Caption Center. To-
day, nearly all network and PBS
prime-time shows are captioned. In ad-
dition, more than 250 hours per week
of cable programming are captioned, as
are about 4,500 home videos.

And the music industry is working to
catch up. Several major postproduction
houses have added encoding hardware
to their facilities, and this year the
New Music Seminar organizers have
requested that people submit closed-
captioned music videos for broadcast
on the confab’s closed-circuit network.

“When I first approached labels,
most people didn’t even know what
captions were,” says the Caption Cen-
ter’s Horn. “Now we'’re at level two.
We've educated the people and now we
have to get them to make a commit-
ment to go through the entire process.”

PRODUCTION NOTES |

LOS ANGELES

* Portrait’s latest Capitol clip, “Day
By Day,” is a Propaganda Films pro-
duction directed by David Hogan.
Eric Barrett produced.

* Kenny Mirman directed Johnny
Gill's new Motown video, “Long Way
From Home.” Victoria Vallas pro-
duced for Maddhatter Films.

* Epoch Films director Adam

Cat’s Pajamas. HS!I director Zack Snyder is the eye behind Paul Westerberg’s

Bernstein lensed Ned’s Atomic Dust-
bin’s new Columbia video, “Saturday
Night.” Roger Tonry directed photo-
graphy; Eileen Malyszko produced.

* Marty Thomas of Marty Thomas
Films directed Above The Law’s latest
Giant outing, “V.S.0.P.” Thomas also
directed Chilly Tee’s debut elip, “Get
Off Mine,” for MCA. Jeffrey Jarrett
produced.

e

Sire video “World Class Fad.” Pictured on the set of the video shoot, from left,
are executive producer Andy Scott; Snyder; Warner Bros. VP Randy Skinner,;
Westerberg's manager, Gary Habbib; and, clad in plaid pajamas, Paul

Westerberg. (Photo: Jeff Kravitz)

* Priority artist Ice Cube makes his
directorial debut in his own video, ti-
tled “Check Yo Self.”

* Tony Kunewalder recently di-
rected “Rapture” for Giant act Morbid
Angel. William MacCollum directed
photography; Daniel Zirilli produced
for One World Productions.

NEW YORK
* The Scorpions’ new Mercury
video, “Alien Nation,” is an O Wow
production directed by Matt Mahurin.
Louise Feldman produced the clip,
which comes from the band’s forthcom-
ing album, “Face The Heat.”

OTHER CITIES

* Propaganda Films director Paul
Boyd shot the Cult’s Warner Bros.
video “The Witch” on loeation in Lon-
don. Michael Khan produced.

* Stephane Sednaoui is the eye be-
hind P.M. Dawn’s Gee Street/Island
clip “Ways Of The Wind.” Mark Fed-
derman produced the Propaganda
shoot, which features footage from
Easter Island.

* One World Productions diree-
tor Richard Murray reeled “It’s Al-
right,” the lead clip from Kris Kross’
upcoming Ruffhouse/Columbia al-
bum. David Waterston directed
photography; Matthew Pomerans
produced.

Muppets Connect With TNN:
VH1 Readies ’94 U.K. Rollout

KERMIT GOES COUNTRY: The
Muppets take format-hopping to a
whole new dimension this month, as
they enter light rotation on The
Nashville Network with the video
cover of the Beach Boys’ hit
“Kokomo.” The track comes from the
new album “Muppet Beach Party”
from Jim Henson Records.

The clip, directed by Brian Hen-
son, was the highest-rated video in a
recent weekly programming meeting
at TNN, even though “Kokomo” is
not considered a country track.

“It crosses all musical boundaries,”
says TNN spokesperson Lyndon
LaFevers. “It’s for the children in all
of us.”

TNN has even logged a
request with Jim Henson
Records to book Kermit
and Miss Piggy on “Video
Morning.”

BRITISH INVASION:
MTV Networks will
launch its VH1 and Nick
At Nite programming net-
works in the United King-
dom in 1994, giving UK.
viewers access to the en-
tire lineup of MTV Net-
works’ programming serv-

TIHIE

“It’s just another great example of
how local video shows have an impact
in their market,” says Knoller, who
cites regional sales success resulting
from airplay on such shows as San
Francisco’s “Music Video 8” and
“Post”; the Austin, Texas, programs
‘“Remote Generation” and “Raw
Time”; Dallas’ “Dallas Music Vid-
e0s”; and Dayton, Ohio-based “Metal-
lamania” (whose producer, Neal Tur-
pin, lost his afternoon time slot last fall
when an irate viewer objected to the
name of White Zombie’s album). As a
result of the local outlets’ efforts, says
Knoller, national programmers and nu-
merous radio stations are reservicing

the debut video/single,
“Thunderkiss 65.”

REEL NEWS: Tim
Bergling’s “Rock 60” is
off the air, as its home,
Martinsburg, W. Va., Fox
affiliate WYVN, recently
filed for liquidation under
Chapter 7 of the U.S.
bankruptey code ..

Flashframe Films has
signed director/camera-
man Michael Oblowitz . . .
Fran Perchick recently
was named manager of

ices (MTV: Music marketing and business
Television and Nickelo- publicity at VHI . . . Lewis
deon are already there). by Deborah  Largent is now host of

VH1 launches in early Russell MTV’s “120 Minutes.” The

1994, and will be head-
quartered in London. It

will operate as a 24-hour,
satellite-delivered music programming
service managed by MTV Europe.
Nick At Nite launches in April as a
joint venture with British Sky Broad-
casting Ltd. as a 12-hour-per-day, sat-
ellite-delivered programming service
patterned after its U.S counterpart.

WHO IS IT: Things have gotten
dicey at 2 Much Fun Productions,
which produced the Michael Jack-
son clip “Who Is It.” The video won
a recent production contest spon-
sored by MTV, but producer Victor
J. Pancerev is a bit peeved at direc-
tor Eddie Barber, who Pancerev
claims is hogging all the credit.
Seems Pancerev was none too plea-
sed when Barber got his hands on the
$10,000 prize money and took his girl-
friend—in lieu of his producer—to
Jackson’s Neverland Valley Ranch,
which was part of the prize package.
A recent press release from the
company quotes Pancerev saying,
“This is one show Eddie Barber is not
going to steal. The Michael Jackson
contest video is mine. Barber was
hired to direct it. Period.” Ouch.

DEVILISH SALES: Geffen’s
White Zombie album, “La Sex-
oreisto: Devil Musie, Vol. 1,” released
in March 1992, surged in sales re-
cently (24,000 units in one day) and
the label’s head of video promotion
Kimberly Knoller applauds the ef-
forts of local video outlets in keeping
the album alive. Total sales have now
passed 200,000 units.

network is on the prowl for

Spanish-speaking VJs to

join MTV Latino ... Ken
Taylor, familiar to viewers of the E!
network, is now the permanent host
of VHT’s “Top 21 Countdown,” where
he’ll be joined by regular contributor
Kurt Andersen, co-founder of Spy
magazine. In other VH1 news: Jill
Rappaport is now the permanent
host of “Flix” . . . Lisa Braun is now
manager of affiliate promotions, east-
ern region, at MTV: Music Televi-
sion, and Wendy Weatherford is now
manager of affiliate promotions,
western region, at MTV ... Mary
Beth Kammerer has been promoted
to manager of national music video
promotion for Atlantic ... Kathy
Strickland is now director of promo-
tions at “Country Connection With
Bob Harvey” in Redlands, Calif.

DURAN DURAN is priming TV au-
diences for its current tour by servie-
ing broadcast networks with its own
“Rockumentary” in advance of each
tour stop. Stations in New York,
L.A., Miami, and Chicago, among
others, are committed to airing the
half-hour retrospective some 7-10
days before the band performs there.
Ollie Eberhardt directed “Rocku-
mentary,” which is not related to the
MTV documentary series.

Duran Duran also is embarking on
a “satellite media tour,” taping sev-
eral hours’ worth of interviews with
local news teams in 24 markets via
satellite. The interviews will be timed
to air in conjunction with “Rocku-
mentary” and the live gigs in each re-
spective city.
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FOR WEEK ENDING JULY 4,

1993

Billboard. Video Monitor.

THE MOST-PLAYED CLIPS AS MONITORED BY BROADCAST DATA SYSTEMS
& & NEW ADDS # % LISTINGS SUBMITTED BY THE OUTLETS (NOT FROM BDS) OF CLIPS ADDED FOR THE WEEK AHEAD

X |

Black Entertainment Television

14 hours daily
1899 9th Street NE,
Washington, DC 20018

1 Vertical Hold, Seems You're Much...
211 D Extreme, Cry No More
3 Onyx, Slam
4 Brian McKnight, One Last Cry
5 LL Cool J, Pink Cookies...
6 Mary J. Blige, Love No Limit
7 Levert, ABC-123
8 Nataiie Cole, Take A Look
9 Toni Braxton, Another Sad Love...
10 Tony! Toni! Tone!, 1t | Had No Loot
11 Jade, One Woman
12 Chante Moore, As If We Never Met
13 Silk, Girl U For Me
14 Pharcyde, Passin’ Me By
15 U.N.V,, Something's Goin' On
16 Janet Jackson, That's The Way...
17 Johnny Gill, The Floor
18 Bell Biv Devoe, Above The Rim
19 Robin S, Show Me Love
20 Naughty By Nature, It's On
21 Sade, feel No Pain
22 Portrait, Day By Day
23 Lords Of Underground, Chief Rocka
24 Fu-Schnickens What's Up
25 95 South, Whoot, There It Is
26 Duice, Dazzey Duks
27 Blackstreet, Baby Be Mine
28 Heavy D. & The Boyz, Blue funk
29 Dr. Dre, Dre Day
30 Gury, Loungin’

% % NEW ADDS &
No Adds This Week

CAUNTEY MUBIC TELBVIBION.

Continuous programming
2806 Opryland Dr.,
Nashvilie, TN 37214

1 Lorrie Morgan, | Guess You Had...
2 John Anderson, Money In The Bank
3 Pam Tillis, Cleopatra, Queen Of ..
4 Alan Jackson, Chattahoochee
5 Reba McEntire, It's Your Call
6 Sammy Kershaw, Haunted Heart
7 Randy Travis, An Old Pair Of Shoes
8 Carlene Carter, Every Little Thing
9 Clint Black With Wynonna, A Bad.
10 Mark Chesnutt, It Sure Is Monday
11 Little Texas, what Might Have Been
12 Tracy Lawrence, Can't Break It...
13 Shenandoah, Janie Baker
14 Hal Ketchum, Mama Knows The...
15 Billy Ray Cyrus, In The Heart...+
16 John M. Montgomery, Beer...t
17 Doug Supernaw, Reno

18 Trisha Yearwood, Down On My...
19 Gibson Miller Band, Texas Tattoot
20 Steve Wariner, If | Didn't Love...t
21 Sawyer Brown, Thank God for...t
22 Shelby Lynne, feelin’ Kind Of...+
23 Shawn Camp, Fallin’ Never felt...+
24 Martina McBride, My Baby...

25 Confederate Railroad, Trashy...
26 Confederate Railroad, When You...
27 Patty Loveless, Blame It On...

28 Dwight Yoakam, A Thousand...

29 Aaron Tippin, Working Man's Ph.D.
30 Andy Childs, | Wouldn't Know

31 Clay Walker, What's It To You

32 Tracy Byrd, Holdin' Heaven

33 Mark Collie, Shame Shame...

34 Toby Keith, He Ain’t Worth Missing
35 Clinton Gregory, Standing On...
36 Lisa Stewart, Under The Light...
37 John Berry, A Mind Of Her Own
38 Boy Howdy, A Cowboy's Born...
39 John Brannen, Never Say Never...
40 Radney Foster, Easier Said Than...
41 Ronna Reeves, Never Let Him See...
42 Matthews, Wright & King, | Got...
43 Bobbie Cryner, Daddy Laid The...
44 Kelly Wilis, Whatever Way The...
45 Shania Twain, Dance With The...
46 Brother Phelps, Let Go

47 Chris LeDoux, Under This Old Hat
48 George Jones, Walls Can fall

49 Zaca Creek, fly Me South

50 Robert Ellis Orrall, Every Day...

t Indicates Hot Shots

% % NEW ADDS & &

Aaron Neville, The Grand Tour
Cimmaron, Stone Country

Dennis Robbins, Looking for A Thing...
Joe Diffie, Prop Me Up Beside The...
Roger Ballard, A Little Piece Of Heaven
Rosanne Cash, The Wheel

Turner Nichols, Moonlight Drive-In

Continuous programming
1515 Broadway, NY, NY 10036

1 Stone Temple Pilots, Plush
2 Dr. Dre, Dre Day
3 SWV, weak
4 Aerosmith, Livin' On The Edge
5 AC/DC, Big Gun
6 4 Non Blondes, What's Up
7 Janet Jackson, That's The Way...
8 Proclaimers, I'm Gonna Be
9 Soul Asylum, Runaway Train*
10 Radiohead, Creep*
11 Janet Jackson, If
12 Porno For Pyros, Pets*
13 U2, Numb
14 Duran Duran, Come Undone
15 Onyx, Slam
16 UB40, Can't Help falling in...
17 H-Town, Knockin' Da Boots
18 Lenny Kravitz, Believe
19 Madonna, Rain

20 Billy Idol, Shock To The System

21 Michael Jackson, Will You Be There
22 Depeche Mode, Walking In My...
23 Gin Blossoms, Hey Jealousy

24 Anthrax, Only

25 Ozzy Osbourne, Changes

26 Tony! Toni! Tone!, {f | Had No Loot
27 Spin Doctors, Two Princes

28 Naughty By Nature, Hip Hop...

29 PM Dawn, Looking Through...

30 Spin Doctors, What Time Is It?

31 Jackyt, When Will it Rain

32 Ugly Kid Joe, Cat's In The Cradle
33 Dr. Dre, Nuthin’ But A “G" Thang
34 Sting, fields Of Gold

35 Snow, Girl I've Been Hurt

36 Stereo MC's, Step It Up

37 Megadeth, Angry Again

38 Neil Young, Long May You Run

39 Janet Jackson, Love Will Never...
40 Van Halen, Right Now

41 Pearl Jam, Alive

42 Arrested Development, Mr. Wendal
43 George Michael, Killer/Papa Was...
44 Janet Jackson, Miss You Much

45 Janet Jackson, Rhythm Nation

46 Janet Jackson, Black Cat

47 Guns N’ Roses, November Rain

48 Red Hot Chili Peppers, Give It Away
49 Nirvana, Come As You Are

50 Red Hot Chili Peppers, Under...

*¢ Indicates MTV Exclusive
* Indicates Buzz Bin

% % NEW ADDS & &

Rod Stewart, Reason To Believe
Spin Doctors, How Could You...
Bon Jovi, I'll Sleep When I'm Dead

€ I TNN

THE NASHVILLE NETWORK
The Heart of Country

30 hours weekly
2806 Opryland Dr.,
Nashville, TN 37214

1 Mark Chesnutt, It Sure Is Monday

2 Billy Ray Cyrus, In The Heart...

3 Sammy Kershaw, Haunted Heart

4 Patty Loveless, Blame It On...

5 Shenandoah, Janie Baker

6 Sawyer Brown, Thank God for You

7 Hal Ketchum, Mama Knows The...

8 Dwight Yoakam, A Thousand...

9 John Anderson, Money In The Bank
10 Carlene Carter, Every Little Thing
11 Mark Collie, Shame Shame...

12 Tracy Lawrence, Can't Break |t...
13 Gibson Miller Band, Texas Tattoo
14 Travis Tritt, T-R-0-U-B-L-E

15 Pam Tillis, Cleopatra, Queen Of._.
16 Afan Jackson, Chattahoochee

17 Reba McEntire, It's Your Call

18 Lorrie Morgan, | Guess You Had...
19 Confederate Railroad, When You...
20 Marshall Tucker Band, Walk...

21 Toby Keith, He Ain't Worth Missing
22 Clint Black With Wynonna, A Bad...

23 Little Texas, What Might Have Been
24 Ronna Reeves, Never Let Him See...
25 Matthews, Wright & King, | Got...
26 Andy Childs, | Wouldn't Know

27 Trisha Yearwood, Down On My...
28 Shania Twain, Dance With The...

29 Chris LeDoux, Under This Old Hat
30 Aaron Tippin, Working Man's Ph.D

* % NEW ADDS

Ricky Lynn Gregg, Can You feel It
Patty Loveless, Nothin' But The Wheel
McBride & The Bride, Hurry Sundown
John Michael Montgomery, Beer And...
Brad Bayley, Leaves On The Ground
Desert Rose Band, What About Love
Dave Mallett, This Town

Muppets, Kokomo

VHi

VIDEQ HITS ONE

Continuous programming
1515 Broadway, NY, NY 10036

1 Tina Turner, | Don't Wanna Fight
2 Janet Jackson, That's The Way...
3 Rod Stewart, Have | Told You Lately
4 David Crosby & Phil Collins, Hero
5 Kenny G, By The Time This Night...
6 Sting, fields Of Gold
7 Marc Cohn, Walk Through The...§
8 Expose, I'll Never Get Over You...
9 Aaron Neville, Don't Take Away...
10 UB40, Can't Help falling In...
11 Proclaimers, I'm Gonna Be
12 George Michael, Somebody To...
13 Donald Fagen, Tomorrow's Girls
14 Natalie Cole, Take A Look
15 Celine Dion & Clive Griffin, When...
16 Elton John, Simple Life
17 Sting, If | Ever Lose My Faith In You
18 Michael Jackson, Will You Be There
19 Taylor Dayne, Can't Get Enough...
20 Brian McKnight, One Last Cry
21 Gloria Estefan, Mi Tierra
22 Whitney Houston, I'm Every Woman
23 Jon Secada, I'm Free
24 Bonnie Raitt, Something To Talk...
25 Michael Jackson, Who Is It
26 Eric Clapton, Tears in Heaven
27 V. Williams & B. McKnight, Love Is
28 Jon Secada, Angel
29 Paul Simon, You Can Cali Me Al
30 Steve Winwood, Higher Love
§ Indicates Five Star Video

% % NEW ADDS « #

Madonna, Rain
Janet Jackson, If
Clannad, | Will find You

THE C

LIP LIST.

A SAMPLING
NATIONAL &

FOR THE WEEK ENDING JULY 10,

OF PLAYLISTS SUBMITTED 8Y
LOCAL MUSIC VIDEO OU:;ILETS
1993.

T H E

Continuous programming
12000 Biscayne Blvd, Miami, FL 33181

AMERICA'S NO. 1 VIDEO
Luke, Cowards in Compton

BOX TOPS

2Pac, | Get Around

95 South, Whoot, There It Is
Dr. Dre, Dre Day

Duice, Dazzey Duks

H-Town, Knockin' Da Boots
ice Cube, Check Ya Self
Jodeci, Lately

Kool G Rap, On The Run
Luke, Work It Out

MC Eiht, Streiht Up Menace
MC Lyte, Ruffreck

Raven Symone, That's What Little. . .
Silk, Girl U For Me

Smooth, You Been Played
Spice 1, Trigga Gots No Heart
SWV, Weak

ADDS

Cheryl "Pepsii" Riley, Gimme

Janet Jackson, Hf

Joey Lawrence, Stay forever
Jomanda, | Like It

Kris Kross, Airight

Ned's Atomic Dustbin, Saturday Night
Snow, Runway

Whitney Houston, Run To You

WWF Superstars, Slam Jam

Ziggy Marley, Brothers And Sisters

ot Misk
V%% VidEo

TELEVISION

Five hours weekly
223-225 Washington St
Newark, NJ 07102

Jungie Brothers, 40 Below Trooper
Dada, Here Today Gone . . .
Skatnigs, Chemical imbalance
The Story, So Much Mine

Joey Lawrence, Stay Forever

Raw Breed, Rabbit Stew
Jomanda, | Like It

Verve, Slide Away

Johnny P., Look Good

Cyndi Lauper, Who Let The Rain in
X, Country At War

Urge/Overkill, Sister Havana

U2, Numb

Cry Of Love, Peace Pipe
Gibson/Miller Band, Texas Tattoo
KGB, Pick Up The Pace

Fernando Saunders, Profile

Pat Benatar, Somebody’s Baby
Nemesis, Temple Of Boom
Freddie McGregor, Hard To Get

Three hours weekly
110 € 23rd St, New York, NY 10010

2Pac, | Get Around

Apache, Hey Girl

Cypress Hill, insane In The Brain
Dr. Dre, Dre Day

Eric Sermon, Hittin’ Switches
Fu-Schnickens, What's Up Doc?
H-Town, Knockin' Da Boots

Ice Cube, Check Ya Self

Jade, One Woman

Johnny Gill, The Floor
Lashawn, Ready Or Not

Lords Of Underground, Chief...

MC Lyte, Ruffneck

MC Shan, Hip Hop Ruffneck
Naughty By Nature, It's On

Onyx, Stam

Pete Rock & CL Smooth, It's Not A...
Positive K, Ain't No Crime

Prince Markie D, Something Special
Raven Symone, Little Girls

iy

Five 1/2-hour shows weekly
Signatl Hill Dr, Wali, PA 15148

Mylon Lefevre, invincible Love
Black Uhura, One Love

Tina Turner, | Don't Wanna fight
Guardian, Shoeshine Johnny

Tim Miner, Heart

White Heart, Unchain

Natalie Cole, Take A Look

Fernando Saunders, Come A Little...
Julie Milter, SOS

Eric Champion, Resolution Time
Phil Keaggy, | Will Be There

10,000 Maniacs, Candy Everbody...
Pam Thum, fire Of Your Love

Mr. Mister, The Border

Petra, Dance

ETW, Stay Together

Marc Cohn, Walk Through The World
Newsboys, | Cannot Get You
Dakoda Motor Co., Grey Clouds
Freedom Of Soul, This Is Love
UB40, Can't Help falling In Love . . .
Soul Asylum, Runaway Train
Howard Jones, Lift Me Up

B

WWOR

One hour weekly
216 W Ohio, Chicago, IL 60610

His Boy Elroy, Chains

Cypress Hill, Insane In The Brain
Sloan, 500 Up

PJ Harvey, Mansize

U2, Numb

Pet Shop Boys, Can You Forgive Her
Belly, Slow Dog

Bjork, Human Behavior

Chris Isaak, Solitary Man
Lenny Kravitz, Believe
Loose Diamonds, Downtown
Urge/Overkill, Sister Havana
World Party, Is It Like Today

AY
-

One hour weekly
330 Bob Hope Dr, Burbank, CA 91523

Aerosmith, Eat The Rich

Michael Jackson, Will You Be There
Tony, Toni, Tone, If | Had No Loot
Snow, informer

Silk, Freak Me

SMV, I'm So Into You

Proclaimers, I'm Gonna Be . ..

15 hours weekly
P O BOX 398, Branson, MO 65616

Trisha Yearwood, Down On My Knees
Little Texas, What Might Have Been
Lee Ritenour, Waiting In Vain

Reba McEntire, it's Your Call

Clint Black, A Bad Goodbye

Restless Heart, Tell Me What . . .

Dolly Parton, More Where That . . .
Mark Collie, Shame Sname Shame . . .
Shenandoah, Janie Baker's Love Slave
Lisa Stewart, Under The Light . ..
Sandi Patti, Hand On My Shoulder
Bruce Hornsby, Harbor Lights

Koko Taylor, Wand Dang Doodle

Alan Jackson, Chattahoochee
Matthews, Wright & King, | Got A Love
Sheiby Lynne, feelin’ Kind Of Lonely...
Mac McAnally, Not That Long Ago
John Anderson, Money In The Bank
Lyle Lovett, North Dakota

The Remingtons, Wall Around Her...

edidline.

Green Jelly At Breakfast;
Janet’s Energized; NPR Bash

H BY ERIC BOEHLERT

TV LAND: Los Angeles television has
a new wake-up show that’s welcoming
live musical performances. “Good Day,
L.A.”—a variety show in the tradition
of “Today” and “Good Morning Amer-
ica”—debuted in mid-June in the 7-9
a.m. slot on the Fox-owned KTTV. Ex-
ecutive producer Kim Paul Friedman,
who comes from a video production
background, says he hopes to have mu-
sical guests every day of the week.
Currently, two or three acts stop by
each week to perform.

Laurie Muslow, late of Neder-
lander concert promotions, is the
show’s talent coordinator and to date
has welcomed Exposé and Green
Jelly, among others.

SHE GOES AND GOES: Listeners
in Los Angeles are forgiven if they
cower whenever they hear the bub-
bling bass line of Janet Jackson’s
“That’s The Way Love Goes.” Accord-
ing to Top 40 Airplay Monitor, the Bill-
board sister publication that dissemi-
nates piles of radio airplay data, during
one week last month, L.A. stations
played Jackson’s former No. 1 smash
a total of 231 times (an unofficial Mon-
itor record). That averages out to one
spin every 45 minutes, 24 hours a day,
seven days a week.

MUSICAL GUMBO:
THE MUSIC OF NEW ORLEANS
By Grace Lichtenstein
and Laura Dankner
(W.W. Norton & Co., $25)

Talk about things New Orleans eventu-
ally turns to food. It's un easy segue.
Jumbalaya, muffuletta, beignet con-
jure atmosphere like a gris-gris does a
spell, effortlessly instilling a sense of a
place like no other. Call it cliché, and
add that it’s apt: New Orleans jazz is
a sort of musical gumbo, Alan Lomax
said, and the words, like the sounds,
are delicious still.

Lichtenstein and Dankner are inter-
ested in the ingredients and how they
came together. Here’s where the vari-
ous sounds were born and how they
were bred, they detail in segmented
chapters, from the cradle of jazz and
the first wave of R&B to the rise and
revised resurgence of Cajun, zydeco,
and contemporary jazz. The fire-start-
ers, and some of the music’s leading
lights today, are bio’d and profiled,
from the likes of Charles Bolden, Jelly
Roll Morton, Clifton Chenier, and
Allen Toussaint to Michael Doucet, Za-
chary Richard, Wynton Marsalis, and
Harry Connick Jr.

Like any overview, ‘“Musical
Gumbo” falls short in direct proportion
to its reach, more a point than a com-
plaint since the seeming short shrift
given one preferred artist means a

I N ﬁ PRINT

BASH AWAY: Those who think alter-
native weeklies are still a bastion of lib-
eral activism should check out the lat-
est feature article making the rounds,
“How Do I Hate NPR? Let Me Count
The Ways.” The piece originally ran in
the Washington City Paper and has
since been reprinted in New York
Press, Chicago Reader, and Eastside
Week in suburban Seattle.

TV LAND, TOO: Spin and Rolling
Stone are venturing into television.
“Spin’s Rock’N'Roll Circus,” produced
by Semaphore Entertainment, will
premiere on pay-per-view this fall, fea-
turing Spin-friendly bands in concert.
Meanwhile, Rolling Stone is teaming
with Fox to produce “Rolling Stone
Presents The Year In Review,” to air
later this year.

BLESSED: First, Lyle Lovett’s vo-
ted best singer/songwriter by the read-
ers of Spy. Then he marries Julia Rob-
erts. What a week, indeed.

In other Spy news: The exodus of
early editors who shaped the satirical
monthly has been a gradual one, with
Kurt Anderson, Graydon Carter, and
Susan Morrison all moving on to other
publishing duties. That changing of the
guard is now complete with the an-
nouncement that Spy’s national editor,
Jamie Malanowski, has joined Us as
senior features editor.

mention at least for another. “Gumbo”
also stays the commercial course for
the most part, intentionally focusing,
especially in the more current sections,
on New Orleans’ “ambassadors”—the
local artists made goodly sums of
press.

Admirably researched and nicely
written, “Musical Gumbo” is a satisfy-
ing read that manages the finest feat:
stoking the appetite for more.

That said, the authors offer a wel-
come last course: a roundup of clubs,
festivals, labels, and record stores from
which to sample the fare at will.

MARILYN A. GILLEN
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500 12" Vinyl - $995
Complete 12" Single Package

RETAIL-WHOLESALE-EXPORT

LATEST SELECTION ON
RECORDS TAPES AND CD’S,
TURNTABLES, MIXERS, DJ
EQUIPMENT

12”7 - $3.99 - $4.44

Direct Metal Mastering, Test, Label
Layout & Printing, Plastic Sleeve,
Die-Cut Jacket & Shrink Wrap

i Best In The industryl LPS - TAPES - $6.99 - $7.99
500 CasSingles - $690 [lesteaiiee Blke gy} PRINTING TOTAL PACKAGING CDIS - $7.96 - $11.99
complete witn FULL COLOR 0-Sleeve allFom@ir GONNeTs SuIaRi! et Mol ig ol U s MAIL ORDERS $50.00 MINIMUM
Everything included - Test, Typesetting 'EUR_OPLAD!,SKQETD“., PERSOHALEED BARERL ERIIE CALL OR FAX
&;asv:rl::kfuwl:‘ ::I::: ;!ss':?:\;e 75 Varick Street, New York, NY 10013 33 WEST 58TH ST. NEW YORK, N.Y. 10019 ROCK & SOUL ELECTRONICS, INC.
: T (212) 226-4401 FAX (212) 966-0456 FOR THOSE WHO HEAR THE PH (212) 695-3953-4
DIFFERENCE FAX (212) 564-5358
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[FORSALE ______JHELPWANTED [ HELP WANTED

DON’T BUY CUTOUTS!

Until You See Our Catalog
Of Great Cassettes and CD'S

TARGET MUSIC DISTRIBUTORS
7925 NW 66 th ST,, DEPT J
MIAMI, FL 33166

DEALERS i
Phona: (305) 591-2188

Fax: (305) 591-7210

Buy direct and save! While other people are
raising their prices, we are slashing ours. Ma-
jor label CD’s, cassettes and LP’s as low as 50¢.
Your choice from the most extensive listings
available. For free catalog call (609) 890 6000.
FAX: (609) 890 0247 or write
SCORPIO MUSIC, INC.
P.O. Box A
Trenton, NJ 08691 0020

US. OLDEST & LARGEST
KARAOKE ONE-STOP

Packet Songs, Sound Choice, Music Maestro
DKkaraoke, Songtrax, Priddis, JVC, Nikkodo

800-334-TRAX

"“Celebrating our 7th year”

—KARAOKE—

MOVIES/USED
100% GUARANTEED
OVER 100,000 in STOCK
STORE-SETS 200 10,000 TITLES

PLAYBACK INTERNATIONAL
1(800) 899-7529 FAX {214) 644-4270

Plvch.d.ll. Hesvy Metal » Punk + Jazz + Biues « RAB |
Campus Records
wholesale Distributor of
“Deletions/Overstocks” ™PORT
874 Albany Shaker Road
Latham, NY 12110
{518) 783-6698
(518) 783-6753 FAX

For a Unique Blend of independent and
Major Label Closeouts and Overstocks

« QUISAPU| . M) - sEBBey . 1W0IEII . S3URQ .

- $81piQ - dog *

EXPORT

Theash « Noise - New Age .
$,09 * NI°3

LEON RUSSELL
FREDDIE KING

VIDEO MASTERS
310-392-7083

HELP WANTED

SALES ASSISTANT

FOR CLASSIFIED
ADVERTISING DEPT.
SELF STARTER, GOOD
TYPING SKILLS, DETAIL
ORIENTED, GCOD WITH
FIGURES. MUST BE ABLE
TO HANDLE MULTI-

FACETED
RESPONSIBILITIES
INCLUDING PRODUCTION
AND SALES.

Box #8081
BILLBOARD MAGAZINE
1515 Broadway
New York, NY 10036

NATIONAL SALES MANAGER
Independent record label lookin

for enthusiastic, self- motlvateg
individual to head up national sales.
Experience in the Independent Music
Industry preferred. Please send
resume and salary history to: Dept
SW, PO Box 7943. Boulder, Co 80306.

CONTRACT

ADMINISTRATOR

We depend upon people like you. Smart, creative, focused, with
the analytical skills necessary to contribute to a fully-integrated
entertainment company. Our organization, Cabin Fever
Entertainment, is a subsidiary of UST, a Fortune 500 company.
Currently, an opportunity is available for an individual interested in.
building a career in the television, home video, or music industries.

As part of our dynamic team, you'll administrate .a-wide range of
contracts for home video licensing/distribution, television and video
production, and music publishing. You'll be expected to coordinate
the timely flow of detailed information for a high volume of enter-

es. You'll manage the dehvery of both. techmca} elements and legal
materials. You will analyze intellectual property rights issues, clear-

of the flow of comprehensive business information to interal and
external operating areas are key responsibilities. In addition, you
will regulate compliance to all legal; itrademark, copyright, and
insurance procedures pursuant to established corporate policies.

To quality, you must have top-notch analytical skills and estab-
lished: problem solving and negotiating abilities. Knowledge of
entertainment industry deal structuring, legal issues, and television
production is essential. A background in high volume contract
administration is.also.a _plus. A college degree is required with
three to five years of related industry experience. Advanced com-
puter skills in Lotus 1-2-3, Harvard Graphics, and WordPerfect is

mandatory.

In exchange, we offer a competitive salary, exceptional company-
paid benefits and the collective support of a responsive manage-
ment. For prompt, confidential consideration, send your resume
with salary requirements to. RICHARD MONTANARO, UST,
EMPLOYEE RELATIONS DEPARTMENT, 100 WEST PUTNAM
AVENUE, GREENWICH, CT 06830, or FAX (203) 622-3493. An
Equal Opportunity Employer M/F/DN.

CABINAIF EVER

ENTERTA A

NMENTI

HELP WANTED

Divisional

Sales Manager
Budget Audio

Artec Distributing, Inc., a lead-
ing distributor in home entertain-
ment software, is seeking an
experienced sales professional
in its budget audio department.

Responsibilities include sales
planning, development of core
account base, sales and gross
margin accountability.
Successful candidate should
have 3 to 5 years' sales and
sales management responsibil-
ity in budget audio industry;
excellent industry and retail
contacts; organizational and
leadership skills; and proven
performance of successful
business development.

Our location, on beautiful Lake
Champlain offers year-round
living to suit any lifestyle.

A thirty-minute drive to the best
skiing in the Northeast. The
close proximity to Burlington
International Airport offers easy
access to Boston and New York
City. Artec offers an excellent
compensation and benefits
package (including relocation
assistance) Please send your
resume to: Human Resources
Dept. DSA, Artec Distributing,
Inc., 1 Pine Haven Shore
Road, Shelburne, VT 05482.
Equal Opportunity Employer.

| FARTEC

MANAGER OF
CREATIVE SERVICES

NY based independent label seeks
experienced Creative Services Manager.
Responsibilities inciude overseeing
creative visual image of label to developing
artists’ imagery, as well as all ‘graphic
traffic’ for company (and distributed labels).
Ad POP, cover art to photography and
video, Mac & desktop publishing literacy
required. Send resumes to:
Box #8075 e Billboard Magazine

1515 Broadway ® New York, NY 10036

INVESTORS WANTED

THE NEW ORGANIZATION
A R&B GROUP

Seeks an investor to put out CD
single, the Group already has
AirPlay lined up!!!

Call 1 (800) 729-187 3 Ext. 6059

POSITIONS WANTED

MANAGER/MUSIC DIRECTOR/
GUITARIST
for Nat'l nostalgia act seeking new
opportunity. Can handle it all —
business & creative.
(407) 521-6135

ALTERNATIVE MARKETING DIRECTOR

Seasoned creative professional required
to manage marketing for roster of
alternative bands. NY based. Send
resumes to:

Box #8077 e Billboard Magazine
1515 Broadway ® New York, NY 10036

DIRECTOR
COPYRIGHT
ADMINISTRATION

PolyGram, a major international
entertainment company located in
midtown is looking for a Director of
Copyright Administration to oversee
all aspects of mechanical and syn-
chronization licensing. This highly vis-
ible position involves extensive
interaction with a wide variety of out-
side industry contacts as well as top
management within the organization.
In addition, the Director will supervise
a department of eight (copyright and
label copy administrators) involved in
expediting the label copy process
and negotiating mechanical and syn-
chronization licenses and reduced
and special rates. Also responsible
for departmental special projects
relating to the development and
implementation of a new royalty
system.

Qualified applicants should have 3+
years mechanical/synchronization
licensing experience, prior manage-
ment experience and excellent
organizational and communication
skills. Proficiency in WordPerfect and
Lotus are also required.

We offer excellent benefits and a sal-
ary commensurate with experience.
Qualified applicants should send
resume with salary history to:

Felicia Wax

PolyGram

Box 135, Suite 288

245 Eighth Ave

New York, NY 10010
EOE M/F/D/V

Divisional

; Sales Manager
Video Sell-Thru

Artec Distributing, Inc., a leading
distributor in home entertainment
software, is seeking an experi-
enced sales professional in its
video sell-thru department.

Responsibilities include sales
planning, development of core
account base, sales and gross
margin accountability. Successful
candidate should have 3t0 5
years’ sales and sales manage-
ment responsibility in video
sell-thru industry; excellent indus-
try and retail contacts; organiza-
tional and leadership skills; and
proven performance of success-
ful business development.

Qur location, on beautiful Lake
Champlain offers year-round
living to suit any lifestyle. A
thirty-minute drive to the best
skiing in the Northeast. The
close proximity to Burlington
International Airport offers easy
access to Boston and New York
City. Artec offers an excellent
compensation and benefits
package (including relocation
assistance). Please send your
resume to: Human Resources
Dept. DSV, Artec Distributing,
Inc., 1 Pine Haven Shore Road,
Shelburne, VT 05482, Equal
Opportunity Employer.

7ARTEL

SALES

Experienced sales professionals
needed by expanding independent
rock label. Send resumes to:

Box #8078 e Billboard Magazine
1515 Broadway ® New York, NY 10036

OPERATIONS/
SALES MANAGER

—Spanish/bilingual AM-FM
combo in Tucson, AZ.
Excellent opportunity with
fast-track career path to GM.
Accountabilities include sales,
programming, promotions
and staffing. Minimum
qualifications are 3-5 years
radio experience in above
areas. Bilingual a must. Send
resume in confidence to:

Operations Search
8842 E. 28th St.
Tucson, AZ 85710

EEO

PROMOTION

Powerhouse promo person sought to
captain Alternative Promotion Dept.
3-5 years exp. Send resumes to:
Box #8076
Billboard Magazine
1515 Broadway
New York, NY 10036

TAPES

INCREASE PROFITS

BY REDUCING THEFT!

PROTECT YOUR RETAIL
OUTLETS WITH LOW COST
EASY TO USE CASSETTE &
CD SECURITY PRODUCTS

FAST SHIPMENT FROM
INVENTORY WITH 7 SELECTIVE
MODELS FROM WHICH TO
CHOOSE!

CALL OR WRITE TODAY FOR
SAMPLES & SPECIAL PRICES!

C & D SPECIAL PRODUCTS
309 SEQUOYA DRIVE

HOPKINSVILLE, KY 42240
1-800-922-6287
502/885-8088

PROFESSIONAL RECORDING SUPPLIES
CUSTOM AUDIO/VIDED CASSETTES

* TDK VIDEQ CASSETTES * DATS * AMPEX MASTER-
ING TAPE * SPLICING TAPE * EMPTY REELS & BOXES

* INSERT CARDS * NORELCO & SOFT POLY BOXES
* AUDIO/VIDEO ALBUMS * CASSETTE LABELS |
* ENDLESS CASSETTES ° C-O's 'BASF & MAGNETIC
MEDIA AUDIO CASSETTE TAPE (PANCAKES)

* CELEBRATING OUR 25TH YEAR.
DON'T DELAY CALL TODAY FOR QUR FREE
CATALOG AND PRICE LIST!t

ANDOL AUDIO PROD.. INC.
4212 14th AVENUE » BROOKLYN, NY 11219

1-800-221-6578  FAX (718) 853-2589
516-212 CALL 718-435-7322

MON/FRI. 8/5 PM VISA/M.C.
CALL 1-800-DAT-TAPE OR 1-800-245-6000
o AMERICA'S LARGEST DAY TAPE SUPPLIER o
SONY PRO MAXELL OENON
o D as AZODT 499

SONY JVC eanssouck R&IDT 599
DT %08 9 R.120X0 6 B1200T 749

mazx \ TAPE Y ;Asi "
S ) & =k

OUR 18TH YEAR

UL BEAT ANY. B
s osFibbitn v £ SRoem

We STOCH DUt R 400 IFFERENT 100 VD6 14PES

(Continued on page 38)
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WANTED TO BUY BOOKS/ PUBLICATIONS NOVELTIES

CASH-CASH-CASH

HIGHEST PRICES PAID FOR CD'S,
CASSETTES AND LP’S. ANY SIZE
LOAD. ALMOST NOTHING REFUSED.
ALL CALLS KEPT IN STRICT
CONFIDENCE. CALL MR. J.L. AT:
201-942-5216 OR
FAX 201-909-0185

“We are cash buyers of un-
wanted LP’s, Cassettes or
CD’s.”” No quantity is too
large or small. We pay the
freight. Call:

(609) 890-6000.

SMITH-ALSTER

AND COMPANY

[LIQUIDATION

WITH DISCRETION
I AND CONFIDENTIALITY,

- Warehouse
Clean-outs

« Barter of Aged
Receivables

- Bankruptcies

- Consolidations

- Liquidations
Overstocks

| WEBUY BRAND NAME
MERCHANDISE

¢ Audio Books ¢ Video Games

¢ Consumer Electronics * Computers

¢ Videos ¢ Compact Discs
¢ Laser Discs ¢ Cassettes

| SMITH-ALSTER

AND COMPANY

NEW YORK
(516) 420-8300

Fax (516) 420-8455

* Nite club owners

“THE ALL NEW" MIND BENDER'S DYSC JOCKEY GUIDE BOOK!

(EASY TO USE)

¢ The only guide book, that will train you to become a successful
independent specialty or variety Disc Jockey.

¢ For the beginner and already professional Disc Jockey.

* Music store owners - that want to serve professional D.J.'s.

- who want to have the best dance music in their clubs.

* Dance music collectors.

* includes over 3,700 of the most requested dance songs from 1941 through

1991, 50 years of dance music, in all categories.

* Listed Alphabetically by Artist * Rated

* Categorized * Year

* Beats Per Minute * Contracts

* Wedding Formats * Special Occasion Songs

* Holiday Songs * Aprox. 30 Non Dance Songs

TO ORDER!!!

! « Tradiional Songs
Send check or money arder o Donakd B TA o wihat you need to know about variety D.J.’s and specialty D.Js.
MI@ Bender's Variety, 207 E Wainut S1. » Gatting Started * Good Selling Points
Shiremanstown, Pennsyivania 17011 + Show Contracts © Wedding Formats
S  » Pricing of Shows © Stop-By-Step Procedures for Cuing
prostercara LU ERTE NS  Loam 10.do &l Types of Successhul Shows & Mixing Music
Cost * $ EARN EXTRA CASH §

.. 81995

S&H e . 00,

OUTSIDE U.S A. AD SaH 10.00

PHILADELPHIA RESIDENTS

AD 19 USE TAX 20
TOTAL

Aliow 4 - 6 Wesks For Delivery

* Learn the secrets to having a fun & profitable career as a Disc Jockey!
* All information compiled from my own music collection & past experience, D.J., Don Bitner.

1-800-899-1740 » 717-730-0713

ROCK & ROLL MERCHANDISE
The greatest variety of licensed product around!
Same day shipping/"'no-minimums"
POSTERS, T-SHIRTS (over 700 styles), PATCHES,
TATTOOS, JEWELRY - WE HAVE IT ALL!
1-800-248-2238 Dealers Only!
ZMACHARS POSTERS, INC.

7911 N.W. 72 AVE,, SUITE 102
MEDLEY, FL 33166
(305) 888-2238 FAX: (305) 888-1924
Service is our #1 Goal!

(CONSULTANTS

COMPUTERS

SERVING YOUR INDUSTRY

(818) 999-9888

4

With over 11 years experience and 3,500
systemss installed worldwide, count on
Bonafide for the best computerized solution
for your music, video and book stores.
Headquarter Control
Automatic Reordering
Purchase Forecasting
On-Sale & Promotions
24 Hr/365 Day Support

L L L L L

A

The Leading
Inventory Management, Return o |
Vendor & Replenishment System

for Packaged Home Entertainment|

O Retail Chains
O Service Merchandisers
O Distributors MUSKC MUSIC
1 (916) 856-5555 YDEC VIDEQ
o e LS RS
i SYSTEM WSTEM
Nordic nformation Systems,

719 bncon Vilage Or ﬂm.mmrom NORDIC

R .
FACTORY DIRECT

| ® CD JEWELBOX STORAGE
CABINETS. In Stock Now, No

‘ Waiting. Choice of colors, 2 sizes.
2 drawer, 570 capacity, $208

|  3drawer, 855 Capacity, $282

] Prices INCLUDE locks. Textured

steel construction.

o CD JEWELBOX SHELF, 2-TIER.
Gridwall, Slatwalil, Pegboard. 8
facings, capacity 64. 25* long,
double tier. Black, white, grey.
Adjustable dividers. “Flip-thru"
browsing. Use for CD-ROM too.

Architectural Merchandising Floor
Plans at no cost or obligation.

¢ JEWELBOX OR LONG BOX
COMPACT DISC DISPLAYERS

o AUDIO CASSETTEDISPLAYERS

® LASER DISC DISPLAYERS

o VIDEQO CASSETTE DISPLAYERS

o ELECTRONIC ARTICLE

| SURVEILLANCE SYSTEMS

Stocked in Chicago, Baltimore,
Los Angeles and London, England

Free 100 Page Color Catalog

1-800-433-3543

Fax: 213-624-9022

CONNECTIONS
ARE EVERYTHING

Since 1981, The PAN Network has
been connecting music professionals
all over the world, in ali Segments of
the music industry.
To connect by computer and a
modem, call 617-576-0862. Press
RETURN when you connect, and type
PANJOIN. When asked for an
Authorization Code, type
BILLBOARD.
The PAN Network, PO Box 162

Skippack, PA 19474

Voice: 215-584-0300

FAX: 215-584-1038

Ask for Kirk wiseman J

Advanced
inventory
control systems
for record stores.

I

RecordTrak
800-942-3008

Trak Systems
Wallingford, CT
203-265-3440
Fax 20302693930
(Canada) 604-562-7240

YSL COMPUTER SYSTEMS
MEAN MORE PROFIT!

Call or fox tadoy ta see why YSL is undeni
ably the leader in camputer systems for
music and video retailers and wholesalers
We built 20+ years of music and video in-
dus'ry experience info our computer systems
to help make your business more profitable

YOUNG SYSTEMS UMITED  phone (404) 449-0338
Fax (404) 840-9723
Australio: (08) 338-2477
6185 Buford Hwy Ste C-100; Norcross, Ga 30071

* ADOPTION *

With Love and $ security, we can
provide your baby with life’'s best:
opportunity, loving home, vacations,
pets & music! Call Attorney DIANE
MICHELSEN to learn more about
us, our lifestyles and how we can help
YOU. Confidential. Expenses paid.
(ad void if prohib)

Call 1-800-877-1880

MUSICWARE the

POSitive Choice

Complete POS and Inventory
Control Systems for the
Record Retailer.

Compatible with all major databases.
SoundScan reporting.

Wusicwars USA TMusicware Europe
0 5811 Creedmoor Rd. §axony ku{~

= Suite 245 ich
G Raleigh, NC 27612  |Sussex, England
{919) 833-5533 PO18 OJY

(919) B33-1900 FAX [(01243) 775419

(01243) 776327 FAX

TALENT

STORE FOR SALE

FOR SALE: Fully stocked, computerized
record store in N. Central Florida. Trade
reporting store in college town available
now. For details, call 305-279-7201.

REALESTATE
TOTHESTARS

REAL ESTATE RATES
Rate $59
1 Inch by 1 Column
See Coupon For Details

NAPA VALLEY

53 acre Vineyard estate with 6200 sq. ft. main
residence, separate offices, guest house,
private lake, Napa River rights and 43 acre
producing vineyard. Use as a private retreat,
film or sound studio & have your own boutique
winery .. . $3,800,000.
(707) 647-4420
Pacific Coast Properties
307 Lighthouse Dr. ¢ Vallejo, CA 94590

Are you looking for
a worldwide record-deal
and are you disappointed in
other record-companies?
Try this:
Send your finished product to:
RAY’S MUSIC,
P.O. Box 1480,
3430 BJ Nieuwegein,
The Netherlands
You will hear from us a.s.a.p!

COUNTRY LIVING IN THE CITY
What an opportunity!! Unique adobe
house, high on a hill overlooking
Woodiand Hills Country Club. Spectacular
views for close to lot value. Perfect for a
writer, musician, composer or an artist . . .
terrific bachelor pad. $249,000
Owner/Bkr. (818) 346-1585

BERMUDA

PRODUCTION COMPANY
SEEKS MALE & FEMALE VOCALISTS
FOR DEMO RECORDING PURPOSES.
SELECTED ARTISTS—ALL EXPENSES
PAID TO BERMUDA. SEND DEMO
WITH PHOTO TO P.O. BOX 996,
HAMILTON, BERMUDA.

(809) 236-6895.

MAR VISTA
Adjacent to Santa Monica—
large 4 bdrm/27/, bath plus 2
story A-frame on approx. 1/,
acre. $775,000. Great area for
raising your family or writing and
recording that award winning
song—away from the hustle &
bustle of Hollywood yet close
enough if you want action. For

sale by owner. Contact:
Glorianne
(310) 391-1907 & leave message

Who just
turned 34
and has
worldwide
contacts in
every
phase of
the music
and video
industry?

Billboard’s
1993
International
Buyer’s
Guide!

Now in its 34th year,
the IBG gives you all
the facts on:
¢ Music & Video
Companies
¢ Distribution &
Accessory Product
Manufacturers
¢ Industry Services &
Supplies
¢ Manufacturing Plants,
Services & Equipment
¢ Music Publishers
e Complete European
& International listings.

To order send $75 plus
$3 P&H ($8 for
international orders) to:
Billboard Directories,
Dept. BDBG3474, P.O.
Box 2016, Lakewood,
NJ 08701
Please add appropriate
sales tax in NY, NJ, CA
TN, MA, IL & DC.
For fastest service call
toll-free
1-800-223-7524
(outside NY),
in NY 212-536-5174
or 1-800-344-7119"°
(outside NJ),
in NJ 908-363-4156

BDBG3474
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STATIONS BEGIN TO SEE NEED FOR PRESERVING ARCHIVES

(Continued from page 3)

difficulty collecting material for a
presentation on the history of
country jingles he was assembling
for this year’s Gavin Seminar.

‘““Stations don’t seem to care
about preserving their heritage,”
says Schreiber. “It’s tragic. A lot
of history will be lost if something
isn’t done.”

However, some stations around
the country have begun to recog-
nize the importance of their his-
tories and are moving to restore
tapes of historic broadecasts.

For example, Atlanta news/talk
stations WSB-AM and WGST will
have their heritages preserved for
future generations to enjoy
thanks to Georgia State Univ. Ar-
chivists in the university’s Pullen
Library are in the midst of a two-
year project, which began in July
1991, to restore the deteriorating
audio recordings from these sta-
tions.

Some of the treasures the archi-
vists have found from WSB and
WGST’s vast volumes of discs and
tapes include the infamous politi-
cal battle during the 1946 guber-
natorial campaign among Eugene
Talmadge, Ed Rivers, and James
Carmichael.

Many of the live country music
programs that aired on WSB and
WGST in the '40s and '50s have
been recovered as well. Artists

Larry Danieis, KNiX-FM general
program manager, spearheaded the
station’s archival efforts. Among his
projects was the creation of a time
capsule that includes material topicai
to each of the station’s departments.

such as James and Martha Car-
son, Harpo Kidwell, Boots Woo-
dall, Swanny River Boys, and Sun-
shine Boys are captured on WSB’s
“The Little Country Church” and
WGST's ‘““Georgia Jamboree,”
“Love In Bloom,” and “Snapshots
Of Georgia’’ radio programs.

Unpublished recordings of late
Georgian songwriter Johnny Mer-
cer, which came from his widow,
will be restored as well. Mercer
was the lyricist for such hits as
“Moon River,” ‘““Jeepers Creep-
ers,”” and ‘““Hooray For Holly-
wood.”

Among the other stations that
have taken steps to restore their
archives and preserve their heri-
tage are country KNIX Phoenix,
N/T WGN Chicago, country
WSM-AM Nashville, N/T WCCO
Minneapolis, and N/T KMOX St.
Louis.

“This is an important area for
us to look at,”’ says Georgia

R
- PN R

Acetate discs in varying stages of decomposition. The surface of the 16-inch disc at left is covered with the powdery
deposit characteristic of aging acetates. The powder and the greasy film beneath it are caused by deterioration of the
plastic coating. Eventually, this leads to the delamination of the plastic from its aluminum base, as in the discs center and
right. (Photos courtesy Georgia State Univ.)

State’s archival project director,
Chris Paton. ‘“The preservation of
audio material was never a high
priority. Finding information on
how to do it was difficult. We're
hoping the archival community
can move ahead with developing
standards of doing this and offer
education and training to those
who care.”

Paton is equally passionate
about the historical value of this
project. ‘“None of us were alive
when most of these recordings
were done,” he says. ‘“To hear
that kind of political rhetoric, it’s
really impressive. And it’s impor-
tant to save this stuff.”

Once restored, the copies will be
kept in the library and made avail-
able for research. Paton hopes to
package the tapes with liner notes
to be sold for classroom use.

TEDIOUS PROCESS

The process of transferring the
damaged discs is a tedious one.
First, the acetate discs have to be
cleaned, usually in three or four
scrubbings, with lens cleaner and
distilled water.

Next, engineers must deter-
mine which of the 20 different
sized styli to use. Finally, the au-
dio from the discs must be equal-
ized before recording.

“It’s surprising how good some
of it sounds,” says Kelly McEvoy,
the engineer who is transferring
the tapes from discs to quarter-
inch tape. ‘““After the process,
what is on the disc is really ex-
tremely clean. It seems that this
stuff was recorded really well. It
makes me curious to know what
CD recordings today will sound
like in 30 years.”

So far, McEvoy has spent seven
to eight weeks restoring 50-60
discs. He estimates that a 15-min-
ute recording takes approximate-
ly one hour to restore.

“It helps to have a slightly ob-
sessive personality to do this
work,”” he says.

According to Paton, a project
such as this has to be well funded,
and a lack of funding is probably
the reason other stations aren’t
following suit. It costs an estimat-
ed $25,000 to undertake a restora-
tion project of this caliber.

The National Historical Publi-
cations and Records Commission
donated a $22,244 grant, which en-
abled Paton and crew to establish
a rerecording lab with new record-
ing and playback equipment. Cox
Enterprises, parent company of
WSB, also donated $1,000 for a
digital audio tape deck.

LACK OF RESOURCES
Many stations say they don’t
have the time, resources, or mon-
ey to conduct such a process and

envy Georgia’s initiative.

“When we moved our offices
six-and-a-half years ago,”’ says
WGN Chicago GM Daniel Fabian,
“I was horrified to find that much
didn’t move with us. I'm not usu-
ally a trash picker, but when I saw
... a hand-written log from Pearl]
Harbor Day in the garbage, I had
to take it.”

Some of the other artifacts Fa-
bian uncovered ended up in the
Smithsonian Institution, including
a microphone used in the first re-
mote broadcast from a court

T'm not usually
a trash picker,
but when [ saw
a handwritten log
from Pearl Harbor
Day in the garbage,
I had to take it’

case—the Scopes “monkey’’ trial
in Tennessee in the '30s in which a
teacher was tried for teaching the
theory of evolution.

‘“We lost many tapes, but we
have 100-150 vintage tapes [dat-
ing back to the station’s genesis in
1924),” says Fabian. “WGN put
those ... on tape and has since
stored them in a library.”

As Fabian discovered, many
stations simply discard tapes
when they move. That's how inde-
pendent audio engineer and radio
collector Don Worsham got part

of his extensive collection.

“The PD at WLS in Chicago
took all the items the station used
to promote itself, old programs,
and IDs and threw them in the
trash,” says Worsham. ‘““An engi-
neer there got them and took
them home and I bought part of
his collection.”

Worsham, who has collected
hundreds of tapes from various
radio stations dating back to the
early '50s, says most of the mate-
rial he gets is in extremely bad
shape.

‘““Most of the stuff is in the
throes of mechanical breakdown,”
he says. ‘““The vinyl and acetate
discs don’t hold up very well.
Even some tape from the *70s and
’80s didn’t hold well. I have stuff
on quarter-inch reels of tape now
and I will try to get it to digital be-
fore it's too late.”

SAVING THE JAWS PROMOS

Unlike stations that began their
restoration projects recently, 25-
year-old KNIX Phoenix has been
archiving its tapes almost from
the beginning under the direction
of general program manager Lar-
ry Daniels.

Daniels joined the station two
years after it signed on and began
putting jingles, on-air promotions,
and airchecks under lock and key.
He says that even though many of
the tapes are still in relatively
good condition, he plans to trans-
fer them to digital audio tape later
this year.

“Some of the tapes are brittle,”
says Daniels. “We keep them
away from air and in a safe ar-
chive room. Printed materials,

The WSB and WGST collections include recordings of country music programs
broadcast from Atlanta in the late '40s. Among the performances preserved in
the collections at Georgia State Univ. are mandolin solos and vocal duets by
James and Martha Carson, third from left and second from right, as well as
other artists who were part of the WSB Barn Dance program.

such as ratings books, we also
have in files. We owe it to the fu-
ture to go back and look at who we
were. It’s comforting to know that
you have all of it.”

Some of the treasures in
KNIX’s vaults include contests
with the movies “Star Wars” and
“Jaws.” Daniels even created a
time capsule, to be opened in 2000,
containing items from every de-
partment of the station.

Like KNIX, WSM-AM Nashville
has done some restoring of its old-
er tapes, including the legendary
Saturday-night Grand Ole Opry
show.

“With the acetate discs, you
find some that are 50 years old
and in pristine condition, then you
find some that are in really bad
shape,” says Kyle Cantrell, WSM-
AM'’s syndicated features produc-
er. “It's a great worry to me. At
this point it’s critical for us to
make preservation copies of the
salvageable acetates and we have
done quite a bit.”

Still, Cantrell says a good chunk
of the station’s history has not
been saved. Although the station
signed on in 1925, archive materi-
al dates back only to the late '30s.

“One of the reasons I'm inter-
ested in preservation at all is be-
cause of the Grand Ole Opry
broadcasts,” says Cantrell. “That
was a ground-breaking program
for country music and it’s so im-
portant to the station’s history. In
recent years, we've made an all-
out effort to find as many record-
ings as we can. We have quite a
few and others are preserved by
the Country Music Foundation.”

Other stations have realized the
historical importance of perserv-
ing as much of their stations’ his-
tories as possible.

KMOX St. Louis and WCCO
Minneapolis also saved and copied
much of their archives before the
discs completely deteriorated.

At KMOX, all of its archives
dating back to the '50s are now on
tape. GM Rod Zimmerman says
that because the tapes are brittle,
they plan to have them trans-
ferred to digital tape and comput-
er discs within the next year.

“It’s a shame that so many sta-
tions haven’t taken the time to
perserve their heritage. It seems
that a lot would want to, but not
many do,” says RCA’s Schreiber.
Among them is KOA Denver. OM
Larry Crandall says he wishes he
had the time and resources to pre-
serve the station’s archives bet-
ter. “Frankly, we don’t have the
staff to catalog it and preserve ev-
erything,” he says.

However, a portion of KOA’s
news scripts, memorabilia, and
taped newscasts have been saved.
ND Jerry Bell says the station
transferred some of the more
memorable newscasts from the
past five or six years of the sta-
tion’s 69-year existence to cas-
settes. The Colorado Historical
Society now warehouses some of
the station’s tapes.

Crandall says, ‘“Georgia’s pro-
ject is great. If we had a staff to
do it we would.”

Adds Schreiber, “There seems
to be more of an interest in per-
serving heritage. Stations are a
historical aspect of each communi-
ty; it’s hard to not associate Pitts-
burgh with KDKA for instance.
That’s why it’s important.”
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Cassette Dominates Taiwan Mkt.
’92 Stats Also Show Domestic Surge

M BY MIKE LEVIN

HONG KONG—The cassette re-
mains king as Taiwanese consumers
continue their preference for the for-
mat over CDs by a three-to-one mar-
gin. This contrasts with the trend in
places like Hong Kong, Singapore,
and South Korea, where the cassette
is dying out.

But one thing all these dragon
economies share is high growth in the
music industry. In 1992, Taiwan’s
growth rate was 37% in units and 32%
in wholesale value, according to local
IFPI figures.

Also, the domestic-international
repertoire balance has shifted in fa-
vor of local musie, which comprises
80% Mandarin and 20% Taiwanese-
dialect songs.

While between 15% and 20% of the
local market remains pirated, the la-
bel trade association IFPI's 1992 fig-
ures for legitimate sales show the fol-
lowing:

* Cassette sales grew 32.7 million
units, up 42% over 1991.

* Dollar value of cassettes in-
creased to $163.5 million, 38% more
than the previous year.

* CD units hit 10.4 million, growing
46% over 1991.

* CD value was $104.2 million, up
30% from a year earlier.

* Total musie sales included 75%
local repertoire, up from 67% in 1991.
(All classical and half of international
pop records are sold only on CD.)

* Piracy rates for all categories
dropped, except for international cas-
settes, which nearly doubled.

IFPI’s figures are based on 17 re-
porting companies that account for
about 90% of international repertoire,
85% of Mandarin, and 30% of Taiwan-
ese repertoire. Throughout the coun-
try, however, there are as many as
200 record companies.

CD sales are rising, but unlikely to
make up even 50% of overall sales
within the next five years, says IFPI
director Robin Lee. “In Taiwan, the
first priority is the price, and kids can
buy two, maybe three, cassettes for
the price of a CD. It’s an appetite
they grew up with.”

Cassettes are also easier to coun-
terfeit than CDs and historically
Taiwan has been a pirate-run market.
In 1992, the overall piracy rate was
under 20% for the first time since rec-
ords were kept, but that rate is not
likely to drop much lower in the fore-
seeable future.

Strong new intellectual property
laws in Taiwan have not eliminated
counterfeit cassette and CD plants.
They have simply forced them to re-
locate to southern China, a frontier
economy where few laws apply to
anything. Smuggling illegal copies
back into Taiwan is very simple.

“China has become the key to pi-
racy, not only in Taiwan but in the
whole of Southeast Asia,” says Lee.
“Right now, statisties in local markets
are meaningless until the problem is
controlled in China.”

Another factor affecting record
companies is the growth of karaoke,
which accounts for between 10% and

20% of industry revenues, according
to IFPI estimates. Exact figures are
not available because about two-
thirds of Taiwan’s karaoke market is
illegal.

Until last year, local record compan-
ies simply gave away song rights to the
10 karaoke companies countrywide. Pi-
racy was too widespread to control, and
at least the sing-along versions pro-
vided free promotion. But record com-
panies have started to grasp the reve-
nue potential, and are taking control of
everything from production to distri-
bution.

Most karaoke products are used in
KTV houses—bars and restaurants
with individual singing rooms rather
than the Hong Kong-style karaoke
lounge—and are primarily recorded on

low-end videotape.

“We can stop price wars by trying to
move the technology upmarket [into la-
serdisc] and start bringing profits back
to the record companies,” says Daniel
Chen, VP of Warner licensee UFO
Records.

The move is also having an effect on
mechanical royalties, which until now
have never been paid by local record
companies. PolyGram is supposed to
start distributing mechaniecals this
year, which will prompt other large
players to follow suit.

Most record executives feel that as
the majors expand their presence in
Taiwan, one of Asia’s most traditional
markets, the entire industry will move
closer and closer to international
standards.

PolyGram Backs Off GD

M BY KAl ROGER OTTESEN

NORWAY—In the wake of wide-
spread criticism, PolyGram Records
has reversed plans for a CD price
hike of up to 3.75%, which was to
have taken effect here in August.

The price hike originally was an-
nounced one month after the crea-
tion of new prohibitions on parallel
imports, preventing retailers from
buying cheaper product outside Nor-
way.

After an amendment to the coun-
try’s copyright act was signed into
law last month, the global trade
group IFPI issued a statement say-
ing the new legislation would not
lead to retailers paying higher prices
to labels for domestic product.

But within a month, PolyGram an-
nounced its plans for a price hike, a

move some retailers called ill-timed.
Retailers would have been charged a
wholesale price of $12.63 (91 kronor
at an exchange rate of 7.2 kronor to
the dollar) for top-line PolyGram
product, compared with $12.22 to
$12.36 (88 to 89 kronor) wholesale for
product from other labels. While the
current retail price for a CD in Nor-
way is about $22 (160 kronor), re-
tailers say conventional markup on
the PolyGram wholesale price would
have resulted in a $23-plus price (170
kronor) at retail.

Michael Riedl, managing director
of the Oslo-based CD-Akademiet
chain, says he understood Poly-
Gram’s initial announeement of the
price hike since other labels previ-
ously had adjusted their prices. But
he noted that the modest rise would
have made PolyGram’s product “the
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Brit Bonanza. The Brit School is now 50,000 pounds ($75,000) better off,

boosted by the proceeds from the Brit Awards. Lisa Anderson, executive producer
of the Brit Awards, and Brits committee chairman Rob Dickins, hand over the swag
to John Deacon, director general of the British Phonographic Industry, and Lord

Birkett.

Price Hike

most expensive to buy and I feel it
was a bad point of time to announce
the increase.”

Riedl says he received phone calls
from several retail outlets in Nor-
way, particularly Oslo, who were
alarmed over the PolyGram move.

In a June 28 letter to retailers and
wholesalers, PolyGram Records
managing director Jorn Johnsen
wrote that the proposed 3.75% price
rise was the company’s first since
February 1992 and did not exceed
the rate of inflation.

However, after considerable eriti-
cism in the press and within the mu-
sic industry, PolyGram announced it
will keep the wholesale list price for
CDs at $12.36 (89 kronor). Johnsen
could not be reached for further
comment on the price-hike reversal.

Australia Posts Gains In ’92 Music Sales

B BY GLENN A. BAKER

SYDNEY—During a year of downturns
and economic uncertainty in Australia,
the nation’s record industry displayed its
resilience in 1992 by notching up another
increase in unit sales and wholesale
value, albeit a small one, according to fig-
ures recently released by ARIA, the
Australian Record Industry Assn.

Total unit sales for all formats rose
from 40.8 million in 1991 to 42.3 million
in 1992, an increase of 3.7%.

The wholesale value of sales rose by
less than half that—from $403.8 million
Australian ($290.5 million) to $410.6 mil-
lion Australian ($295.4 million), an in-
crease of 1.7%. This is the amallest sales
rise since 1983, but it comes at a time
when many media industries have been
posting significant losses.

The retail value of 1992 sales, previ-
ously reported by ARIA to the IFPI
(Billboard, June 19), rose from $651.3
million Australian ($468.6 million) to
$684.4 million Australian ($492.4 million),
an increase of 5.1%.(The figures above
are based on a 1992 exchange rate of
$1.39 to the Australian dollar.)

“The past year has been dynamic and

tough,” observes ARIA chairman David
Snell. “Without a buoyant economy, it
has not been easy to post increasing
sales. The industry was able to maintain
sales through aggressive and more tar-
geted marketing.”

It was in the area of singles that the
biggest sales increases occurred, with a
rise of 12.3% in unit terms and 112% in
wholesale dollar value. CD singles tri-
pled, from 1.3 million unit sales to 3.8
million. In the album sector, CD sales in-
creased (18.9%) by almost exactly the
amount that cassettes declined (18.4%).
Sales of full-price albums in the reces-
sion-bound year declined 4.6%.

Popular repertoire aceounted for
95.7% of the total wholesale market and
classical for 4.3%. But while popular
sales rose by 32%, to $393.1 million Aus-
tralian ($282.8 million), classical sales
plummeted by 23.9% to $17.6 million
Australian ($12.66 million).

There were 51 singles accredited gold,
17 platinum, and five multiplatinum
(Billy Ray Cyrus and Whitney Houston
both picked up triple-platinum single
awards). Album acereditations included
53 gold, 47 platinum, and 56 multi-
platinum releases. The best-seller of the

year was the seven-times-platinum al-
burm “Soul Deep,” by Jimmy Barnes.

“The fundamental point that this in-
dustry continued to communicate during
1992,” says ARIA executive director
Emmanuel Candi, “is that the recorded-
music industry, despite its obvious sue-
cesses, is still an infant industry in this
country and has a lot to offer in economic
and cultural terms. In this form it con-
tributes each year more than $1 billion
Australian to the National Accounts,
much of which is value-added, and has
substantial export earnings.

“We are therefore encouraged to see
that the recent and long-term achieve-
ments of record companies, artists, com-
posers, and publishers have not gone
unnoticed by the government.

“In his Arts Policy, Prime Minister
Keating said, ‘Australian contemporary
music has an impressive international
reputation. It is now an export industry
and the third-largest producer of reper-
toire for the world. The cultural indus-
tries are sunrise industries because they
are in the business of information and
ideas ... and innovation. They are also
export owners with, in some cases, vast
potential in Asia and elsewhere.””

Krones To Direct
Columbia U.K.

LONDON—Kip Krones, an
American rock manager based in
London, has been named manag-
ing director of Columbia Records
U.K. by Paul Burger, chairman
and CEO of Sony Music Enter-
tainment U.K.

Krones will have full responsi-
bility for Columbia U.K., supervis-
ing A&R and marketing and coor-
dinating with business affairs and
international marketing efforts.

“I am delighted to have an exee-
utive of Kip’s caliber and experi-
ence join Columbia Records,” says
Burger. “His background and ex-
perience in managing both U.K.
and American artists give him a
unique perspective on our busi-
ness.”

Krones for the past seven years
has run a London-based manage-
ment company with clients includ-
ing the Outfield, the duo of Lowen
& Navarro, writer and artist
Brian Spence, composer and pro-
ducer Anthony Moore, and singer/
songwriter Steve Booker. He first
came to the U.K. in 1980 as man-
aging director of the U.K. division
of Jerry Weintraub’s Manage-
ment Three/Concerts West, man-
aging the Moody Blues and work-
ing with clients including the
Beach Boys, Bob Dylan, Neil Dia-
mond, John Denver, and the
Pointer Sisters. In 1977, after gra-
duating from the Univ. of Denver
law school, he worked in the U.S.
for Caribou Management, which
then represented the Beach Boys
and Chicago, and later that same
year opened his own management
company, representing clients
including producer and composer
Jack Nitzsche.

“This is a terrific opportunity
that I couldn’t possibly ignore,”
says Krones. “Particularly as it
comes at a time when I believe
passionately that British acts can
rediscover a dynamism and return

(Continued on page 42)
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MUSIC PULSE

THE LATEST MUSIC NEWS FROM AROUND THE PLANET

EDITED BY DAVID SINCLAIR

FRANCE: Johnny Halliday invited 180,000 paying fans to wish him a
happy 50th birthday at three sold-out concerts June 18-20 at the Parc
des Princes stadium in Paris. The shows provided an overview of his en-
tire career, with Halliday performing no less than 54 songs, all of them
major hits.

The wealth of Halliday’s recorded legacy was underlined the previous
month when PolyGram released a mammoth 40-CD anthology composed
of 730 of his songs recorded since 1961. A limited-edition set, selling at
5,000 francs, it is almost certainly the biggest compilation ever dedicated
to a single rock artist anywhere in the world. Halliday’s most recent al-
bum, “Ca Ne Change Pas Un Homme” (It Doesn’t Change A Man), has
sold more than 800,000 copies and he remains the country’s biggest su-
perstar. Ironic, then, to think that when he started out 30 years ago,
most industry observers, music journalists, and radio programmers
wouldn’t have bet a centime on the noisy young singer—chased every-
where he went by a bevy of excited young girls—Ilasting longer than one
season. PHILLIPE CROCQ & EMMANUEL LEGRAND

JAMAICA: Junior Tucker’s current No. 1 hit, “Love Of
A Lifetime,” wouldn’t have happened for him if Beres
Hammond had shown up as planned to record the song,
which Tucker had originally written for him. “I went to
the studio three times to meet with Beres and [produc-
ers] Steely and Clevie,” Tucker says, laughing, “And no
Beres. On the fourth try Clevie. .. suggested that I do
it myself.” The result of that impromptu session is
Tucker’s first chart-topper since “One Of The Poorest People” some 14
years ago.

S —

JAMAICA N

MAUREEN SHERIDAN

AUSTRALIA: Two years in the making, the 45-track compilation “Their
Music Goes 'Round Our Heads” (Sony) is an ambitious celebration of the
songwriting talents of Harry Vanda and George Young. Formerly of
the Easybeats, Vanda and Young are also renowned for their activities
as producers and performers. Now this double-CD set, accompanied by
a 16-page booklet, compiles versions of their songs from 1965 to 1990.
It includes renditions by Divinyls, Little River
Band, John Farnham, the Saints, INXS with
Jimmy Barnes, Rod Stewart, Grace Jones,
Los Bravos, and many more. The Easybeats’

'

E
biggest hit, “Friday On My Mind,” has been } & I
covered by David Bowie, Peter Frampton, SOh
the Shadows, and others, but it was Gary | ‘\‘" s -
Moore’s treatment (Vanda and Young’s favor- . MM’:“ '
ite) that made it on to the disc. The secret of } RU&E w 3%
their success? “We’'ve always tried to keep ‘... SR el VP s J

close to real rock’'n’roll and not concern our-
selves with fads and fashions,” Vanda says. “It’s been trial and error all
the way.” GLENN A. BAKER

U.K.: The singles chart here can look unwelcoming to young, domestic
rock talent, but one band still knocking on the door is Kinky Machine.
The London quartet has released four well-constructed, hook-laden sin-
gles during the past year and has now collected them for a self-titled
debut album on MCA’s Oxygen label. Nodding affectionately towards
"70s icons such as Mott The Hoople, but less rooted in that period than
Suede and its disciples, “Kinky Machine” is propelled by a double dose
of guitar-with-attitude, courtesy of Jon Bull and Louis Elliott. As lead
singer and songwriter, Elliott also is responsible for a series of danger-
ously infectious choruses, notably on “Supernatural Giver,” “Candy De-
ceit,” and the Bowie-esque “Blue Polythene.” Several name producers,
including Chris Kimsey and Tim Palmer, have helped to bring the al-
bum in, and after support slots with Manic Street Preachers and Keith
Richards last year, Kinky Machine will further enhance its live reputa-
tion at the inaugural Phoenix Festival Friday (16) in Stratford-upon-
Avon. PAUL SEXTON

NETHERLANDS: There was a lively mixture of music and literature (po-
etry and prose readings) at the first Crossing Border Festival staged
June 17-20 at three locations in The Hague. Featuring more than 60 art-
ists, the varied program included performances by jazz poets Ted Joans
and Wanda Coleman, veteran pop star Herman Brood, acid jazz pio-
neer Graham B., Nigerian percussion and vocal group Amancia Batta,
and Sonic Youth. Organized by a local promoter, Louis Behre, and sup-
ported financially by the Ministry of Culture, it is hoped that the festival
will become an annual event. WILLEM HOOS

International

In The City Is On The Calendar Again

2nd Annual Manchester-Based Confab Set For Sept.

B BY PAUL SEXTON

LONDON-—In The City, launched in
1992 as the U.K.’s first international
music convention, has unveiled plans
for its second annual staging.

Capitalizing once again on the in-
ternational music reputation of its
Manchester base, In The City is
scheduled for Sept. 11-15 at the Holi-
day Inn Crowne Plaza in Manchester,
with a range of seminars, forums,
showcases, and awards.

Last September’s meet was at-
tended by some 1,200 delegates, pre-
dominantly from the UK. and U.S,,
and won a rousing reaction from the
domestic industry.

“Last year we didn’t know what
people were going to want, and the

British music industry decided it
wanted a British music conference,”
says executive director Yvette Live-
sey, who hopes for up to 2,000 dele-
gates this time. “But we did get a lot
of major people from America. This
year the first calls have been from
America and we were plugged at [the
Austin, Texas, music convention]
South By Southwest.”

The conference’s chief daytime
business will be a series of panels and
seminars, of which about 20 are al-
ready confirmed. The often deliber-
ately controversial titles include
“Where Has All The Talent Gone?,”
“Publishing Wars,” and a panel on the
alleged invasion of U.S. booking
agents called “Overpaid, Oversexed,
Over Here.” There will be a radio fo-

rum and a concurrent two-day con-
vention titled “Music Radio '93”
staged at Manchester’s Royal North-
ern College of Music. The keynote ad-
dress has yet to be confirmed, but
there may be two key speakers this
year.
In The City will also repeat some of
the more irreverent features of last
year’s event, including a celebrity in-
terview to be conducted by Dire
Straits’ manager, Ed Bicknell, and a
series of “Hypotheticals” in which
major industry players will be re-
quired to debate “what if . . .” on sce-
narios including ‘“Assassin In The
Crowd At A Very Big Gig” and
“When A Record Company Goes
Bump.” The relevance of the latter
(Continued on page 44)
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Spanish Saint’s Feast Day Satisfies Fans Hungry For Rock’N’Roll

B BY HOWELL LLEWELLYN

MADRID—BIlame St. James the Apos-
tle. Spain’s already-crammed summer
concert schedule has been overflowing in
areas that rarely see live music—and it’s
the fault of the venerable St. James, or
Santiago in Spanish, the patron saint of
Spain.

When his feast day, July 25, falls on
a Sunday, the whole year is deemed Ja-
cobean, or special, and festivities are
arranged in the far northwestern Galicia

region, whose capital is Santiago de
Compostela.

This year, the Galician regional gov-
ernment has really gone to town, trum-
peting the beautiful historic city of San-
tiago, local tourism, folklore, and rock
concerts. ‘Xacobeo '93,” as it is known in
the local dialect, follows up to the Barce-
lona "92 summer Olympics and the Expo
’92 World Fair in Seville.

Santiago and its nearby port city of La
Coruna, from which Philip II sent the In-
vineible Armada to invade Britain in

1588, are not exactly major European
tour stops. But this year, not to play in
the region of Galicia while touring Spain
is to invite the wrath of St. James. The
saint, the spiritual leader of the Catholic
crusade against the Islamic “infidels”
who occupied Spain from 711 to 1492,
also was known as slayer of the Moors.
La Coruna, a rain-lashed, wind-whip-
ped, fish-packing center in the northwest
corner of Spain, has dominated the sum-
mer concert season with three recent
nights of concerts in the 30,000-capacity

Riazor soccer stadium. Neil Young,
Sting, Gary Moore, and Chris Isaak
played July 8. The Kinks, John Mayall,
Robert Plant, and Bob Dylan shared the
bill July 9. Eric Burdon, James Brown,
Jerry Lee Lewis, and Chuck Berry ap-
peared July 10—La Coruna has seen
nothing like it since the Armada set
sail—except perhaps Sir Francis Drake
sacking of the town a year later.

While in Spain, Dylan was booked for
at least five other concerts during the
first twelve days of July, in Barcelona,
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Vitoria, Huesca, Gijon, and Badajoz. De-
peche Mode plays La Coruna Tuesday
(13), the first of four shows in Spain.
Sting performs 11 concerts around Spain
in July and August, and Prince is set to
give six open-air shows next month. Thus
Spain is a megaconcert paradise in the
summer, with a fair guarantee of good
weather and a glut of venues—most
towns have a bullring (Madrid’s holds
20,000) and most soccer arenas are big
and modern.

Metallica played Madrid’s Rayo Valle-
cano soccer stadium June 18 with the
Cult and Suicidal Tendencies, and Guns
N’ Roses, with the Brian May Band,
rocked Barcelona’s Olympic Stadium and
Madrid’s Vicente Calderon soccer sta-
dium, which already has drawn 60,000
fans each for shows by Bruce Spring-
steen and U2.

There have been at least three music
festivals booked, at Santa Cruz de Tener-
ife in the Canary Islands, at the beach
resort of Benidorm, and in Madrid. The
Tenerife concert last month was a bene-
fit for the indigenous peoples of the Ama-
zon region of South America. London-
based satellite TV company Super Chan-
nel filmed seven hours of performances
on each of three days for later broadecast
to 25 European countries.

The 26th Benidorm Festival Aug. 21-
26 includes shows by top Spanish acts—
Alejandro Sanz, Heroes del Silencio, and
Miguel Bose—and Dominican merengue
star Juan Luis Guerra, each performing
in an 18,000-capacity bullring.

Spain’s top promoters are rubbing
their hands in glee. Andres Rodriguez of
Creative European Group notes that the
Galician regional government expects 5
million tourists in the area this year.

“For the first time, we’re looking at
places like Santiago and La Coruna as
well as the usual venues,” he says. “Spain
has the unique quality of weather ade-
quate for open-air extravaganzas from
May to October.

“This year [the season] had a late start
because of the June 6 general elections,”
adds Rodriguez. “Another aspect is that,
in a crisis, people like to be distracted,
so I expect quite a vibrant summer, a
record summer with respect to the num-
ber of concerts.”

Barcelona-based Gay & Company
booked the artists for the three-night La
Coruna festival. “It’s certainly a record
year in terms of quality,” says Eduardo
Moller, a spokesman for the promoter.

Observers note that things usually
quiet down in late summer as bands take
advantage of good weather in Northern
Europe, while May, June, and Sep-
tember are normally the biggest months
in Spain. But the traffic flow remains ex-
ceptionally high this year during Xaco-
beo '93 as St. James the Apostle meets
rock’n’roll.

KRONES NAMED MD

(Continued from page 40)

to the important values of melody and
song and craftsmanship that have
made the U.K. such a potent A&R
source around the world.”

Columbia has been under the direc-
tion of Sony Music Entertainment
(U.K.) deputy chairman Tony Wool-
cott since last summer (Billboard,
Aug. 29). At that time, the label’s pre-
vious managing director, Tim Bowen,
became managing director of Sony
U.K'’s strategic business division.
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SINGLES

WHAT IS LOVE? HADDAWAY coconuTt

(I CAN'T HELP)} FALLING IN LOVE WITH YOU
UBAQ DEP INTERNATIONAL

ALL THAT SHE WANTS ACE OF BASE meca
TRIBAL DANCE 2 UNLIMITED syTe
INFORMER SNOW £ASTWEST AMERICA
ENCORES DIRE STRAITS vERTIGO

TWO PRINCES SPIN DOCTORS tpic

MR. VAIN CULTURE BEAT DaNCE POOL
DREAMS GABRIELLE o Discs

OH CAROLINA SHAGGY GREENSLEEVES
ALBUMS

DIRE STRAITS ON THE NIGHT verTiGO

2 UNLIMITED NO LIMIT BvTE

EROS RAMAZZOTTI TUTTE STORIE oop
TINA TURNER WHAT'S LOVE GOT TO DO WITH IT
PARLOPHONE

ACE OF BASE HAPPY NATION meGa

ROD STEWART UNPLUGGED . . . AND SEATED
WARNER BROS

JANET JACKSON JANET. virGiN

HERBERT GROENEMEYER CHAOS ELECTROLA
BON JOVI KEEP THE FAITH JAMBCO/POLYGRAM
JEAN MICHEL JARRE CHRONOLOGIE DREvFUS

AUSTRALIA (Austratian Record Industry Assn.) 7/11/93

S w

—_
ow~NOO,

T-BOLAN HEART OF STONE zain

BUCK-TICK DARKER THAN DARKNESS INVITATION/
VICTOR

MIHO NAKAYAMA WAGAMAMANA ACTRESS kiNG
PSY-S WINDOW sony

WANDS TOKINO TOBIRA TOSHIBA/EMI

ORIGINAL LOVE EYES £AST WORLD/TOSHIBA EMI
KYOKO BETTENCH! K1OONSONY

KID CREOLE & THE COCONUTS KC2 PLAYS KC2
SONY

FRANCE Nieiserveurope 1) 7/8/93
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SINGLES

(I CAN'T HELP) FALLING IN LOVE WITH YOU
UB40 virGIN

INFORMER SNOW waRNER

THAT'S THE WAY LOVE GOES JANET JACKSON
VIRGIN

CAN'T GET ENOUGH OF YOUR LOVE TAYLOR
DAYNE BmG

OH CAROLINA SHAGGY VIRGIN

STONE COLD JIMMY BARNES MUSHROOM/FESTIVAL
TWO PRINCES SPIN DOCTORS sony

THE HITMAN A.B.LOGIC warNER

THE RIGHT KIND OF LOVE JEREMY JORDAN BMmG
TRIBAL DANCE 2 UNLIMITED LIBERATIONFESTIVAL
DEEP EAST 17 PoLYDOR

FREAK ME SILK waRNER

FUNKY JUNKY PETER ANDRE MELODIAN/FESTIVAL
A WHOLE NEW WORLD (ALADDIN'S THEME)
PEABO BRYSON & REGINA BELLE coLumsia
BELIEVE LENNY KRAVITZ VviRGINEMI

SHE KISSED ME TERENCE TRENT D'ARBY
COLUMBIA

KILLING IN THE NAME RAGE AGAINST THE
MACHINE epic

ALMOST UNREAL ROXETTE Emi

NEVER MISS YOUR WATER DIESEL emi

NO LIMIT 2 UNLIMITED LIBERATION/FESTIVAL
ALBUMS

LED ZEPPELIN REMASTERS waARNER

JANET JACKSON JANET. virGIN

BELL BIV DEVOE HOOTIE MACK mca

SPIN DOCTORS POCKET FULL OF KRYPTONITE
SONY

2 UNLIMITED NO LIMIT LIBERATION/FESTIVAL
JIMMY BARNES HEAT MUSHROOMFESTIVAL
ANTHONY WARLOW BACK IN THE SWING PoLYDOR
LENNY KRAVITZ ARE YOU GONNA GO MY WAY
VIRGIN

ERIC CLAPTON UNPLUGGED wARNER MUSIC
KENNY G BREATHLESS arista

ROLLING STONES HOT ROCKS 1964-1971
POLYDOR

THE CRUEL SEA THE HONEYMOON IS OVER ReD
EYE/POLYGRAM

RAGE AGAINST THE MACHINE RAGE AGAINST
THE MACHINE epic

RICK PRICE HEAVEN KNOWS coLumsia

ROD STEWART UNPLUGGED ... AND SEATED
WARNER

SOUNDTRACK THE BODYGUARD arisTa
SOUNDTRACK ALADDIN LIBERATION/FESTIVAL
SOUNDTRACK SINGLES epic

HUNTERS AND COLLECTORS CUT musHrOOM
FESTIVAL

THE SEEKERS SILVER JUBILEE ALBUM em

NEW | GIVE IT UP CUT ‘N’ MOVE ELECTROLA

19 17 BED OF ROSES BON JOVI 1AMBCO/POLYGRAM

20 19 FAR FAR AWAY SLADE POLYDOR
ALBUMS

1 1 HERBERT GROENEMEYER CHAOS ELECTROLA

2 2 ACE OF BASE HAPPY NATION METRONOME

3 3 TOTEN HOSEN KAUF MICH virGIN

4 4 2 UNLIMITED NO LIMITS zvx

5 6 BON JOVI KEEP THE FAITH JAMBCO/POLYGRAM

6 7 EROS RAMAZZOTTI TUTTE STORIE ooo

7 5 JANET JACKSON JANET. virGIN

8 |[NEW| TINATURNER WHAT'S LOVE GOT TO DO WITH IT
PARLOPRONE

9 8 GEORGE MICHAEL & QUEEN FIVE LIVE PARLOPHONE

10 9 ABBA MORE ABBA GOLD poLYSTAR

11 10 | UGLY KID JOE AMERICA'S LEAST WANTED
SHONOGRAM

12 11 DIRE STRAITS ON THE NIGHT vERTIGO

13 15 ERIC CLAPTON UNPLUGGED DuCK/REPRISE

14 | 16 DEPECHE MODE SONGS OF FAITH AND
DEVOTION mute

15 | 18 | ROD STEWART UNPLUGGED ... AND SEATED
WARNER MUSIC

16 |NEW| HEROES DEL SILENCIO EL ESPIRITU DEL VINO
ELECTROLA

17 |NEW/| OMD LIBERATOR vIRGIN

18 | 14 | QUEEN A KIND OF MAGIC emi(

19 | 12 | SNOW 12 INCHES OF SNOW EASTWEST

20 | 20 | PATRICIA KAAS JE TE DIS VOUS coLumBia

JAPAN Music Lavo) 7/12/93
LAST
&'zsx week| SINGLES

1 |NEW/| DATTE NATSU JANAI TUBE sony

2 2 HADASHINO MEGAMI B'Z BMG/ROOMS

3 1 SETSUNASAWO KESEYA SHINAI/KIZUDARAKEWO
DAKISHIMETE T-BOLAN zain

4 3 YURERU OMOI ZARD B-GRaM

5 9 YUME WITH YOU YUJI HONJO INVITATIONVICTOR

6 | NEW | BIG WAVE YATTEKITA/SUNAONI NAKERU HI
WARAERU HI MISATO WATANABE Epic/sony

7 4 HATESHINAI YUMEWO ZYYG, REV, ZARD &
WANDS zain

8 10 | SABOTENNO HANA KAZUO ZAITSU PIONEERADC

9 5] KIMIGA HOSHIKUTE TAMARANAI ZYYG B-GRAM

10 7 SHIMAUTA (ORDINAL VERSION) THE BOOM sony
ALBUMS

1 1 TUBE ROMANNO NATSU sony

2 3 LINBERG LINDBERG VI PUBLIC IMAGE/TOKUMA JAPAN

THIS
WEEK

1
2
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—
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13
14
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16
17
18
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20

—
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LAST
WEEK

1

NEW

15
11
NEW
NEW
NEW

AN W

SINGLES

ENCORE DIRE STRAITS vERTIGO

NO LIMITS 2 UNLIMITED SCORPIO/POLYGRAM

ALL THAT SHE WANTS ACE OF BASE BarcLAY/
POLYGRAM

WHAT IS LOVE HADDAWAY POLYGRAM
INFORMER SNOW CARRERE

TRIBAL DANCE 2 UNLIMITED SCORPIO/POLYGRAM
FALLING IN LOVE WITH YOU UB40 VIRGIN
SING HALLELUJAH DR ALBAN ariOLA
PARISIAN WALKWAYS GARY MOORE viRGIN

IN THE DEATH CAR B.O.F. ARIZONA DREAM
PHONOGRAM

ALISON JORDY sony music

PEOPLE EVERYDAY ARRESTED DEVELOPMENT
CHRYSALIS

DES HAUTS. DES BAS STEPHAN EICHER BaRCLAY/
POLYGRAM

ARE YOU GONNA GO MY WAY LENNY KRAVITZ
VIRGIN

THAT'S THE WAY LOVE GOES JANET JACKSON
VIRGIN

ORDINARY WORLD DURAN DURAN emi
PEUT-ETRE QU'EN ... HELENE asBmG
PINOCCHIO PIN-OCCHIO FLARMUSIDISC
CHRONOLOGIE JEAN-MICHEL JARRE DREYFUS/SONY
WE ARE THE CHAMP!IONS QUEEN em
ALBUMS

STEPHAN EICHER CARCASSONNE BARCLAY/
POLYGRAM

DIRE STRAITS ON THE NIGHT VERTIGO
JEAN-MICHEL JARRE CHRONOLOGIE DREYFUS/SONY
MAGAZINE 60 MEDLEY 60'S SLOW poLYGRAM
EDDY MITCHELL RIO GRANDE PpoLYDOR

PATRICA KAAS JE TE DIS VOUS coLumeia

HITS OF THE
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GERMANY (0er Musikmarkt) 6/29/93
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LAST
WEEK
1
7

—_
O\membwm

SINGLES

MR. VAIN CULTURE BEAT DaNCE PoOL

(I CAN'T HELP) FALLING iIN LOVE WITH YOU
UB40 virGIN

TRIBAL DANCE 2 UNLIMITED zvx

WHAT IS LOVE HADDAWAY coconut

WHEEL OF FORTUNE ACE OF BASE METRONOME
LOVE SEE NO COLOUR U96 rOLYDOR
INFORMER SNOW EASTWEST

OH CAROLINA SHAGGY VIRGIN

SING HALLELUJAH! DR. ALBAN LoGic

THAT'S THE WAY LOVE GOES JANET JACKSON
VIRGIN

CAT'S IN THE CRADLE UGLY KID JOE MERCURY
TWO PRINCES SPIN DOCTORS epic

DO YOU SEE THE LIGHT SNAP LOGIC/ARISTA
SOMEBODY DANCE WITH ME D.J. BOBO eams
ALL THAT SHE WANTS ACE OF BASE METRONOME
CA PLANE POUR MO} LEILA K coma

NO LIMIT 2 UNLIMITED zvx

LAST

~ o o W&NHE

20

NEW
NEW
16

13
10
NEW
11
25

12

19
17

22
NEW

18
NEW
15

23
NEW
NEW

NEW
21
32

NEW

NEW

26
NEW
NEW

28

NEW

SINGLES

DREAMS GABRIELLE Go: piscs

WHAT IS LOVE HADDAWAY LOGIC/ARISTA

TEASE ME CHAKA DEMUS & PLIERS MANGO

(i CAN'T HELP) FALLING IN LOVE WITH YOU
UBA40 DEP INTERNATIONAL

1 WILL SURVIVE (REMIX) GLORIA GAYNOR
POLYDOR

HAVE | TOLD YOU LATELY ROD STEWART wARNER
BROS

ONE NIGHT IN HEAVEN M PEOPLE DECONSTRUCTION
WHAT'S UP? 4 NON BLONDES INTERSCOPE

TWO PRINCES SPIN DOCTORS tpic

ALL THAT SHE WANTS ACE OF BASE METRONOME
WILL YOU BE THERE MICHAEL JACKSON epic
BELARUSE LEVELLERS cHina

NOTHIN' MY LOVE CAN'T FIX JOEY LAWRENCE
EM

1 WANNA LOVE YOU JADE Giant

N ALL THE RIGHT PLACES LISA STANSFIELD wmca
IF 1 CAN'T HAVE YOU KiM WILDE mca

WEST END GIRLS EAST 17 LoNDON

CAN'T GET ENOUGH OF YOUR LOVE TAYLOR
DAYNE ARriSTA

SWEAT (A LA LA LA LA LONG) INNER CIRCLE
MAGNET

EVERYBODY DANCE EVOLUTION DECONSTRUCTION
THE POWER ZONE (EP) THE TIME FREQUENCY
INTERNAL AFFAIRS

RUINED IN A DAY NEW ORDER CENTREDATE CO/
LONDON

BIG GUN AC/DC atco

DELICATE TERENCE TRENT D'ARBY coLumsia
THREE LITTLE PIGS GREEN JELLY z00

STAY KENNY THOMAS cOOLTEMPO

DO YOU SEE THE LIGHT. .. SNAP FEATURING
NIKI HARIS LOGIC/ARISTA

1| CAN SEE CLEARLY DEBORAH HARRY CHRySALIS.
SWEAT USURA DECONSTRUCTION

SOUND OF SPEED (EP) JESUS AND MARY CHAIN
BLANCO Y NEGRO

ZEROES & ONES JESUS JONES roop

NO ORDINARY LOVE SADE eric

IN THE MIDDLE ALEXANDER O'NEAL taBu/AGM
CHEMICAL WORLD BLUR rooD

RIDDIM US3 FEATURING TUKKA YOOT BLUE NOTE/
CAPITAL

FIELDS OF GOLD STING asm

GIMME LUV (EENIE...) DAVID MORALES MERCURY
RUNAWAY TRAIN SOUL ASYLUM coiumsia

CAN YOU FORGIVE HER PET SHOP BOYS
PARLOPHONE

THE KEY THE SECRET URBAN COOKIE
COLLECTWVE putses

THIS
WEEK

1

LAST
WEEK
1
2
3

NEW

(S0 -]

oo

13
NEW

ALBUMS

JAMIROQUAI EMERGENCY ON PLANET EARTH
SONY

ROD STEWART UNPLUGGED ...
WARNER BROS

SPIN DOCTORS POCKET FULL OF KRYPTONITE
EPIC

BARBRA STREISAND BACK TO BROADWAY
COLUMBIA

STING TEN SUMMONER'S TALES aam

R.E.M. AUTOMATIC FOR THE PEOPLE wARNERBROS,
TINA TURNER WHAT'S LOVE GOT TO DO WITH T
PARLOPHONE

NEIL YOUNG UNPLUGGED ReprisE

2 UNLIMITED NO LIMIT PwL CONTINENTAL

THE STEREO MC's CONNECTED 4TH+B'wAY
GLORIA ESTEFAN M! TIERRA Epic

PAUL RODGERS MUDDY WATERS BLUES LonDON
JANET JACKSON JANET. viRGIN

MANIC STREET PREACHERS GOLD AGAINST THE
SOUL coLumsia

DINA CARROLL SO CLOSE agm

BON JOVI KEEP THE FAITH amsco

LENNY KRAVITZ ARE YOU GONNA GO MY WAY
VIRGIN

GREEN JELLY CEREAL KILLER SOUNDTRACK z00
ERIC CLAPTON UNPLUGGED DUCWREPRISE

BILLY IDOL CYBERPUNK CHRYSALIS

DONALD FAGEN KAMAKIRIAD waRNER BROS.
KENNY G BREATHLESS arista

VAN MORRISON TOO LONG IN EXILE ©4LePOLYDOR
UTAH SAINTS UTAH SAINTS rrrR

TEARS FOR FEARS ELEMENTAL mercury

CHAKA DEMUS & PLIERS TEASE ME wmancGo
SADE LOVE DELUXE eric

NEW ORDER REPUBLIC CENTREDATE COAONDON
TIM FINN BEFORE & AFTER capitoL

MICA PARIS WHISPER A PRAYER 47H4+8WAY
ERIC CLAPTON THE CREAM OF ERIC CLAPTON
POLYDOR

ABBA GOLD - GREATEST HITS poLyDOR

ACE OF BASE HAPPY NATION METRONOMEAONDON
SYBIL GOOD'N'READY PwL INTERNATIONAL
CLANNAD BANBA rca

ROBERT PLANT FATE OF NATIONS roNTANA
TERENCE TRENT D’ARBY SYMPHONY OR DAMN
COLUMBIA

TAKE THAT TAKE THAT AND PARTY rca

HERE'S SOME THAT AND PARTY STYLE COUNCIL
POLYDOR

THE WATERBOYS DREAM HARDER GerFeEN

AND SEATED

7 TEARS FOR FEARS ELEMENTAL PHONOGRAM
8 10 LIANE FOLY LES PETITES NOTES virRGIN
9 11 2 UNLIMITED NO LIMITS SCORPIO/POLYGRAM
10 8 HELENE HELENE asBMmG
11 9 JACQUES DUTRONC DUTRONC AU CASINO
COLUMBIA
12 |NEW| JOHNNY HALLYDAY BERCY 92 PHONOGRAM
13 14 MICHEL SARDOU BERCY '93 TREmMA
14 15 RENALD RENAUD CANTE AL'NORD vIRGIN
15 | 17 | POW WOW REGAGNER LES PLAINES ... REMARK/
POLYGRAM
16 | 12 | GARY MOORE BLUES ALIVE vIRGIN
17 | 13 | SOUNDTRACK THE BODYGUARD rca
18 | 16 | JORDY POCHETTE SURPRISE sony music
19 | NEW /| LENNY KRAVITZ ARE YOU GONNA GO MY WAY
VIRGIN
20 | 20 RICHARD COCCIANTE EMPREINTE coLumsia
ITALY Musica e Dischi) 7/5/93
LASY
WEEK | WeEK| SINGLES
1 1 WHAT IS LOVE HADDAWAY coconut
2 2 ALL THAT SHE WANTS ACE OF BASE METRONOME
3 3 MORE AND MORE CAPTAIN HOLLYWOOD
PROJECT oiG 1T
4 | NEW| BATTITO ANIMALE RAF ccp
5 4 NORD SUD OVEST EST 883 rru
6 6 SWEAT U.S.U.R.A. niME
7 10 DEVOTION DATURA [RMA/TRANCE
8 5 TERAPIA RAMIREZ EXPANDED/DFC
9 8 CAN YOU FORGIVE HER PET SHOP BOYS
PARLOPHONE
10 7 ENCORES DIRE STRAITS vermiGo
ALBUMS
1 1 883 NORD SUD OVEST EST RTi MUSIC/F.R.!
2 2 EROS RAMAZZOTT| TUTTE STORIE pop
3 4 RAF CANNIBALI cep
4 3 MINA MINA CANTA | BEATLES Pou
5 6 VASCO ROSS! GLI SPARI SOPRA £mi
6 5 DIRE STRAITS ON THE NIGHT verTIGO
7 |NEW/| VARI FESTIVALBAR '93 MERCURY
8 10 LAURA PAUSINI LAURA PAUSINI c6D
9 8 GIANNA NANNINI X FORZAE X AMORE RiCORDI
10 7 STING TEN SUMMONER'S TALES A&m
SPAIN (vearvwe) 6/26/93
THIS | LAST
week | Week |  SINGLES
1 2 ENCORES DIRE STRAITS POLYGRAM
2 1 FIVE LIVE GEORGE MICHAEL & QUEEN em
3 3 ALL THAT SHE WANTS ACE OF BASE poLYGRAM
4 4 INFORMER SNOW pro
5 5 WHAT IS LOVE HADDAWAY arioLa
6 |NEW | WHEELOF FORTUNE ACE OF BASE POLYGRAM/IBERIC
7 6 TRIBAL DANCE 2 UNLIMITED BLANCO Y NEGRO
8 |NEW| CIVIL WAR GUNS N’ ROSES aRiOLA
9 [NEW| ELLA VICEVERSA max MUSIC
10 7 DICEN O.B.K. BLANCO Y NEGRO
ALBUMS
1 1 HEROES DEL SILENCIO ESPIRITU DEL VINO &m.
ODEON
2 2 VARIOUS LO MEJOR DEL SOUL ARCADE-ESPANA
3 3 DIRE STRAITS ON THE NIGHT POLYGRAM
4 |NEW| VARIOUS REGGAE, REGGAE ARcADE
5 5 KENNY G BREATHLESS ariowa
6 4 EROS RAMAZZOTTI TODO HISTORIA Rrca
7 10 VARIOUS SPAGHETTI MIX max MusiC
8 |NEW| VARIOUS SKATE BOARD 5 BLANCO YNEGRO
9 9 MIGUEL BOSE BAJO EL SIGNO DE CAIN waRNER
MUSIC
10 1 11 LUIS COBOS VIENTO DEL SUR epic

CANADA (The Record) 6/21/93

THIS
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WEEK
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SINGLES

THAT'S THE WAY LOVE GOES JANET JACKSON
VIRGIN/CEMA

OH CAROLINA SHAGGY VIRGINCEMA

SHOW ME LOVE ROBIN S ATLANTIC/WEA

HAVE | TOLD YOU LATELY ROD STEWART waRNER
BROS/WEA

NO LIMIT 2 UNLIMITED auauity

SLEEPING SATELUITE TASMIN ARCHER capitou
CEMA

REGRET NEW ORDER POLYDORPLG

COME UNDONE DURAN DURAN CAPITOLCEMA
LOOKING THROUGH PATIENT EYES P.M. DAWN
ISLAND/PGD

IN THESE ARMS BON JOVI MERCURYPLG

ALBUMS

JANET JACKSON JANET. vIRGINCEMA

ROD STEWART UNPLUGGED ... AND SEATED
WARNER BROS /WEA

SPIN DOCTORS POCKET FULL OF KRYPTONITE
EPIC/SONY

LENNY KRAVITZ ARE YOU GONNA GO MY WAY
VIRGIN/CEMA

AEROSMITH GET A GRIP GEFFENUNI

ERIC CLAPTON UNPLUGGED REepRISEWEA
RANKIN FAMILY FARE THEE WELL LOVE capitov
CEMA

SOUNDTRACK THE BODYGUARD ARISTABMG
SNOW 12 INCHES OF SNOW EAST wEST/WEA

STING TEN SUMMONER'S TALES agmpLG

Hits Of The World is compiled at Billboard/London by Julie Boodhoo. Contact 71-323-6686, fax 71-323-2314/2316.
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International

White Nights Fest Features

Veteran Acts,

H BY VADIM YURCHENKOV

ST. PETERSBURG—Jethro Tull,
Rick Wakeman, Snap, and Sa-
mantha Fox were among the leading
artists performing at the 2nd White
Nights of St. Petersburg Festival,
held June 17-21 here as a showcase
for veteran rock and pop acts as well
as upcoming talents.

Staged at the prestigious Oktya-
brysky Concert House, with a final
open-air gala beside the walls of the
Peter and Paul Fortress built by Pe-
ter the Great alongside the Neva
River, the event was videotaped for
later syndication by U.S.-based
Comspan Entertainment. It was
booked by Vladimir Kiseliov, a
former rock group leader and head
of a Russian rock booking agency.

This year’s event featured a con-
test for young singers, which drew
16 participants. Although initially
labeled as a rock event, the competi-
tion drew artists from varied gen-
res, including the contemporary
rock of Swede Bee Frank, the coun-

Rising Talent

McCann, U.S. balladeer Gregory
Bruno Coon, and young Russian
singer Alyona Ivantzona. Hulia Tut-
ten of Turkey won a first prize
award of $15,000.

Other acts on the bill of the festi-
val were Vanilla Ice, UFO, Sweet,
Londonbeat, Technotronic, Jose Fe-
liciano, Falco, and David Clayton
Thomas.

The concerts and talent contest
coincided with an international festi-
val of the arts in St. Petersburg,
which featured fashion shows, river-
boat cruises, and VIP dinners.

The event had some controversy,
with the St. Petersburg press re-
porting that the city contributed an
estimated $80,000 to help stage the
festival, contrary to the statements
of organizers.

Some predicted the White Nights
festival might evolve as a music in-
dustry trade event. The Moscow-
based MS Max company, a pro audio
equipment distributor, put on an ex-
hibition and sale of its products dur-
ing the event.

try vocals of Ireland’s Susan

newsline...

FOLLOW[NG A NEW LAW that went into effect July 2, record companies in
Sweden face the threat of fines if they collaborate in setting prices on CDs. This
warning comes from the government body known as Konlaurensverket (the De-
partment of Competition), which keeps an eye on free competition in the Swedish
market. The law prohibits companies from having any agreement that would “pre-
vent, limit, or distort competition” and could result in fines of up to 10% of com-
pany profits. Swedish record companies say no such agreements exist.

SONY MUSIC UXK's Licensed Repertoire Division has struck a partnership
deal with Liverpool-based Inevitable Records, run by Jerry and Mandy Lewis and
Craig Hemmings. The first release under the deal will be “Live Like A Gun,”
by Jack Roberts, to be distributed by Sony and indie company 3MV, following
Sony’s previously announced deal with SMV. Inevitable Records previously has
been involved in the early careers of China Crisis, Pete Wylie, and Dead Or Alive.

THE PRESIDENT of Spain’s influential performing rights society, the Sociedad
General de Autores de Espana (SGAE), has resigned after 11 years in the post.
Playwright Juan Jose Alonso Millan wants more time to spend on his work in
the theater, cinema, and television. A new president will be elected by the SGAE's
35-member board of directors later this month,

SONY MUSIC ITALY has reorganized the marketing for its Columbia and Epic
labels. National product will be grouped under Sony Music Local with interna-
tional Epic and Columbia repertoire represented by their own marketing depart-
ments. Graziano Ostuni is appointed senior marketing manager for Columbia In-
ternational and Sony Local. Bruno Pasini becomes marketing manager for Epic
International, and Andrea Papalia is named marketing manager for Sony Local.

ALL AT ONCE-HOLLAND, the Dutch affiliate of British pop label All At Once,
has signed a long-term distribution deal with Koch Benelux, ending a previous
deal with Sound Solutions. All At Once was launched last September by Dutch-
born Englishman Peter Kuys, long-time manager of the Electric Light Orchestra,
with Steven Schoenzetter as managing director of the Dutch affiliate. The label’s
roster includes former Traffic drummer Jim Capaldi, Orkestra, Rita Coolidge, Bri-
tish singer Sam Brown, and the Bleeding Hearts, from Britain. Also on the roster
are Dutch pop singers Ben Cramer, Ron Bransteder, and John Spencer.

THE UPCOMING international release of the blockbuster movie “Jurassic
Park” will be accompanied by what MCA International calls its “biggest-ever
global marketing campaign” for the soundtrack album, featuring a score by Oscar-
winning composer John Williams. The eampaign—using the slogan “Hear the mu-
sic before you see the film”—will include TV and radio ads, point-of-sale displays,
promotional merchandise, and a tie-in with media including MTV Europe. Three
television shows linked to the film have been prepared for broadeast and also will
feature Williams’ score,

Canada

Canadians Rethink Ties To U.S. Culture

Some Acts Break Tradition, Sign To States’ Labels

H BY LARRY LeBLANC

TORONTO—It's a safe bet that
many Canadians spent July 1, Can-
ada Day, watching films and TV pro-
grams that originated in the U.S., and
listening to American artists on the
radio.

American culture is everywhere in
Canada, and for those Canadians con-
stantly examining what is Canadian
in Canadian music, that fact is a bit
exasperating.

The overriding obsession of Cana-
dians and, perhaps, their strongest
unifying force, has long been their
ambivalent relationship to the United
States. Canada and the United States
are inextricably intertwined by geo-
graphiec, economic, and strategic ne-
cessity, and the two countries are
profoundly linked by cultural and
emotional ties. But Canadians feel
they must continually fret about and
brace themselves against the weight
of the United States.

As former Prime Minister Pierre
Trudeau once noted for a group of
American visitors, “Living next door
to you is in some ways like sleeping
with an elephant. No matter how
friendly and even-tempered the
beast, one is affected by every twitch
and grunt.”

GAZING SOUTHWARDD

Canadian artists tend to gaze to-
ward the U.S,, obsessive in their fas-
cination with, and fears of, the mas-
sive American marketplace, with its
seductive popular culture. Yet, com-
peting with Americans for Canadian
chart positions and retail space, they
remain fearful of American influence,

Thanks to proximity to the United
States, however, a large number of
Canadian artists have insinuated
themselves into its pop culture. They
currently include Bryan Adams,
Snow, Tom Cochrane, Celine Dion,
Rush, Michelle Wright, Alannah
Myles, the Jeff Healey Band, Jane
Child, k.d. lang & the Reclines, Bruce
Cockburn, Cowboy Junkies, Raffi,
Sharon, Lois & Bram, Jane Siberry,
Sara McLachlan, Sass Jordan, and
Loreena McKennitt.

These days there is much discus-
sion within the Canadian industry
about the futures of Barenaked
Ladies, the Tragically Hip, and Blue
Rodeo now that each group’s recent
album, while selling multiplatinum
numbers in Canada, has disappeared
utterly into the limbo of the backwa-
ters of regional American markets.

Such talk about the future of these
popular groups might appear un-
seemly, if not outright absurd, but not

MAPLE
BRIEFS

The Canadian Assn. of Broadcasters
has named lawyer and TV/film pro-
ducer Ronald Cohen as the new chair
of the Canadian Broadecast Standards
Council. The council administers ra-
dio industry codes, deals with public
complaints and helps broadcasters
cope with social issues.

in skeptical Canada, where it’s con-
stantly being pointed out that count-
less albums by other Canadian artists
over the years have had similar fates.
Also, many Canadian acts that have
been shut out of the American mar-
ketplace have gone on to float aim-
lessly in the domestic scene, either
leading modest lifestyles with modest
degrees of visibility, or have quit
when they began to resemble over-
the-hill prizefighters.

Canada is, after all, a nation where
people are slow to applaud talent and
are suspicious of success, where many
are offended if any individual gets to
be too spectacular, and where career
setbacks often are loudly cheered.

It also is a country where showing
naked ambition is considered im-
proper. It’s practically impolite to
even hint about such a trait. It’s also
very Canadian to distrust people with
strong opinions.

It’s a peculiar trait of Canada’s
character that when Canadian artists
pursue recognition in the U.S., many
Canadians, particularly the media,
seethe with resentment and react in

anger. Success of a Canadian act in
the U.S. usually leads to agonized ar-
ticles in the Canadian press about the
country being unable to hold on to its
heroes or its identity.

LABEL BALLYHOO

In the past few years there's been
considerable ballyhoo in the Cana-
dian media about the recent trend of
Canadian artists signing directly to
American labels, rather than follow-
ing the traditional route of signing
with the local branch of the multina-
tionals and trusting the international
affiliates to be interested in releasing
and supporting their records.

Little wonder, then, that many
Canadian artists, particularly expa-
triates who've blended into the U.S.
star system or those incapable of
breaking out of the country, view
Canada with some bitterness. And no
wonder there are many here who fig-
ure the constant examination of what
is Canadian in Canadian music is
truly provincial and mirrors the coun-
try’s inferiorities and traditional self-
doubts.

MANCHESTER CONFAB SET

(Continued from puge 41)

scenario title will not be lost on the
convention’s joint organizer, Tony
Wilson of the now defunct Factory
Records.

The dance fraternity will be
strongly represented by the DMC
MixMag Organization, which will
stage a day of dance panels and the
finals of the U.K. DJ of the Year
award at the city’s best-known club,
the Hacienda, and by the Dance Aid
Trust, which plans a charity dinner to
raise funds for homes for the disa-
bled. The close of the dinner will see
the presentation of the inaugural In
The City Media Awards.
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The convention also promises that
more than 100 acts will be showecased
at more than 20 Manchester venues
under the banner In The City Live,
with EMI’s Parlophone label commit-
ted to releasing a CD sampler of
many of the new bands taking part.
The live events will be sponsored by
Bass Brewers’ German-brewed beer
T.A.G. and the convention again will
be supported by the Manchester City
Council. Registration costs 275
pounds (some $407), with corporate
registration for up to five people
available at 850 pounds ($1,258).

Welcome To Canada. Executives of Warner Music Canada present INXS with
Canadian gold records for the album “Welcome To Wherever You Are” before
the group’s sold-out show at Toronto's Phoenix Club. Shown in back row, from
left, are Roger Desjardins, national artist relations manager; Ken Green,
promotions representative; band members Tim Farriss, Andrew Farriss, and Kirk
Pengilly; Randy Sharrard, marketing manager/Atlantic; band member Michael
Hutchence; Garry Newman, senior VP/managing director of U.S. division; and
Steve Waxman, publicity manager. In front row, from left, are band members John

Farriss and Garry Gary Beers.
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Phenomenal Double-
Digit Sales Growth !

Americans have fallen in love with home video. In the
past year, that love affair accounted for nearly $6 billion in
sales, up an astounding 26% from 1991 and the greatest
percentage increase in the category’s history. And the cate-
gory has continued to explode through the first half of 1993
on its way to the $7 billion mark. That compares to $2.5
billion in sales five years ago, when unit sales were only 116
million; less than a third of today’s volume.

What’s driving these monumental sales? It's a mix of hot
titles, wide selection and value price points...a combination
that MCA/ Universal Home Video consistantly delivers to its
retail partners.

Sell-Through Category Sales (1987-1992)

Videos Sold % Increase $ AtRetail % Increase

(in Millions) (in Billions)
1987 116 = $2.5 —
1088 148 +28% $2.9 +17%
1989 196 +32% $3.5 +21%
1990 231 +18% $3.7 + 7%
1991 291 +26% $4.6 +24%
1992 387 +33% $5.8 +26%

Source: Alexander & Associates

Home Video Libraries
Average 54 Titles!

Consumers have developed a passion for collecting pre-
recorded programs for their home video libraries. According
to 38,000 consumers who purchased either Fried Green
Tomatoes, Beethoven, or An American Tail: Fievel Goes
West,® the average purchaser is a retailer's demographic
dream: predominantly female, working full-time, with young or
teenage children, educated, affluent with a mean $39,900
household income. This customer is heavily involved with her
home, her family, and according to the survey, owns an
average 54 pre-recorded video titles!

Sell-through video is a proven traffic builder, as well as a
frequent add-on sale. Hot new titles drive customers into your
stores, where they often linger to shop for other products. At
the same time, your existing customers are always on the
lookout for additional titles for their home libraries. Sell-
through video is among the most productive categories in
stores nationwide, on a sales per square foot basis, and
MCA/Universal Home Video offers the titles, the packaging,
the merchandising and the high-profile promotion to make
your stores even more successful.

COMEDY

Film classics that have
made Americans laugh
for three generations are
now available on video.
Abbott and Costello,
Bob Hope and many
more come to life with
newly restored versions
of their classic films. A
must for every house-
hold. Titles include:

The Abbott & Costello
Collection:

V¥ Lost in Alaska

V Abbott & Costello
Meet the Mummy

V¥ Here Come the Co-eds
And More !

The Bob Hope Collection:
V¥ My Favorite Blonde

V Caught in the Draft

V¥ Louisiana Purchase

V¥V Sorrowful Jones

And More !

COLLECTIBLE HITS

Field of Dreams.

Fried Green Tomatoes.
Backdraft. These are
films that scored with
consumers on an
emotional basis, the
movies they want to
watch over and

over again. And, at
new popular pricing,
they're flying off
retail shelves.
MCA/Universal Home
Video is among the

largest suppliers of
first-rate new product
at a price that will
keep your registers
ringing year-round!
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ATENED

Share in a
Hollywood legacy
with the Universal
Studio’s Classic
Monster Collec-
tion, the most
renowned films
from Hollywood’s
dgreatest horror
library.
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YOUR SELL-THROUGH SOURCE

Creative Merchandising That

Everyone Pulls-Through Your Sales

MCA/Universal Home Video’s hit original children’s
7"lcn.ﬁ11;..g,nm‘dfwm program, THE LITTLE ENGINE THAT COULD®, marked the
'mmﬁﬂ e culmination of a customized merchandising strategy by
meeting the needs of its retail partners.

Consumer awareness

CEDN’SIFAIVHLY

The driving force offers quality and interest in the title
behind the sell- programming, was propelled by an
through video market,  particularly for the innovative advertising
and still the fastest under-8-year-old age &%NAPS'QN in WIhI}lCh
growing segment in group, as well as for Videé sni:‘é?ﬂrcszgsedomz
the category. MCA/ the whole family. Kids

program in its entirety
by airing it in the
nation’s top spot TV

Universal Home Video  just can’t get enough
new videos,

and MCA/ markets.

Universal

Home Video o
provides a é‘ s \‘w‘\

steady stream
of high-quality
family enter-

s1298“‘)

xt Up Your Childs Imq-maum’ Y

tainment. At the store
Hits like: SIEREQ i| level, adorable
=2 | eye-catching
V¥ The Little /| merchandisers
Engine That V¥ Fievel's American in a variety
Could Tails® animated of formats (12

count counter
displays, 24, 48,
96 count floor
merchandisers)

series

V¥ Opus N Bill In “A
Wish For Wings

V¥ Beethoven

V¥ Back To The
Future®

(films and LRI On S aimed to drive
animated V Shelley Duvall’s sales \A{h_ile
series) Bedtime Stories maximizing
retailer space
LAceaiicd considerations.

Exercise remains

one 'of video’s most EXERC]SE

profitable and
consistent categories,

Additionally, customer pleasing value-added activity
booklets were offered free with purchase of THE LITTLE
ENGINE THAT COULD video.

and MCA/Universal ¥ The Callanetics®

Home Video offers series of seven

you one of thg most award-winning

popul.ar apd diverse programs

exercise line-ups

available. Programs V¥ Gary Yanker’'s

for every age Walking Workout

and level. ¥ Body by Jake

¥ Dixie Carter’'s V¥ Heather Locklear MCA/Universal Home Video provides marketing support
Unworkout Presents Your that not only meets your needs but drives your bottom line

Personal Workout profits!

Put MCA/Universal Home

Video to Work for YOU

Timeless, quality
entertainment from
Hollywood legends.
Marlene Dietrich, Mae
West, Preston Sturges,
Jimmy Stewart, Alfred
Hitchcock: MCA/
Universal Home Video §
offers a diverse line-up
of classic, collectible
films for old and new
denerations alike.

MCA/Universal Home Video continues to bring you the
industry’s finest pre-recorded entertainment geared to the
entire family. Combining retail support, the hottest titles, a
well-developed children’s category, original hit programming,
and unique niche products; MCA/Universal Home Video
delivers the products that keep consumers returning to your
stores again and again.

If you want to maximize and create incremental sales,
while building new traffic in your stores, it’s time to put
MCA/Universal Home Video to work for you.

© 1993 MCA Home Video, Inc. All Rights Reserved.
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BILLBEOARD'S VIDEO NEWSWEEKLY

HomeVideo

The Don Rosenberg Interview

VSDA’s Executive Vice President, On Business Climates,
Hot Technologies & The Coastal Move

on Rosenberg has been the
executive VP of the Video Software
Dealer Association for almost two
years. Jim McCullaugh, Billboard'’s
home entertainment editor, recently
caught up with the former wholesale
and studio executive to discuss the
trade group’s annual convention in
Las Vegas July 11-14, VSDA’s move
to the West Coast, as well as a num-
ber of other industry issues.
BILLBOARD: You've put a definite
new-technology slant on this year's
convention. Can you elaborate?
DON ROSENBERG: The new tech-
nologies provide lots of opportunities
for home video dealers. Most home
video people are scared to death of
new technologies, thinking that it's
going to wipe them out. But nothing
could be further from the truth. Thus,

we want to show people what's new
and why it applies to them.

BB: What form will the new home en-
tertainment technologies lake at the
convention?

ROSENBERG: A Iot of technology
will be shown and discussed during
business sessions and seminars.
And much of it is directly applicable to
a retail environment—consumer
products like CD-ROM, which can be
sold or rented. We will also bring in
experts in these fields and put them
on the spot. Those executives have
been very good from a public rela-
tions standpoint in getting their story
across. But no one has asked them
the hard questions. If one of them
wants to say you will be able to even-
tually dial up every movie, then they
will be asked exactly how that will be

SHOW
STOPPERS

The Playboy Home Video booth (#3645)
is the place to be at VSDA ‘93:

Sunday
Celebrity Centerfold Jessica Hahn

Monday
Playmate of the Year Anna Nicole Smith

Monday
Celebrity Centerfold Dian Parkinson
of “The Price is Right.”

Tuesday
40 Beautiful Playmates Celebrating
Playboy’s 40th Anniversary

© 1993 Playboy. All Rights Reserved.

marketed, how will it be charged, and
what’s it going to cost? Why will the
consumer be interested in picking a
movie that way as opposed to going
to a video store? It will be telling to
see how many of these new technolo-
gy executives decline to be on a pan-
el...where they can be pinned down
in a public forum.

BB: Wil there be new technology ex-
hibits?

ROSENBERG: Yes. In the front of the
hall where, originally, there was the
‘store of the future.' It's now being
transformed into a hands-on environ-
ment where people can see current
product and product coming down
the road. There may also be retailer
display applications, so dealers can
getideas on how to merchandise it in
their stores. Philips, 3DO, Pioneer
and some others will also be giving
dedicated presentations of their tech-
nologies.

BB: What about video-game compa-
nies? Will Nintendo be there?
ROSENBERG: No. Frankly, I'm a lit-
tle disappointed that the video game
companies, such as Nintendo,
haven't figured it out yet. They have a
problem with the rental aspect of it.
It's myopic on their part. | applaud
Sega for its vision. People want to
sample a cartridge before they plunk
down $50 to $60. Think about the
prospect of having a retail avenue to
break a game. If a game doesn’t
break in the arcade, it doesn’t break
unless the company spends a fortune
on advertising and promotion. Even
then it may not break.

BB: What do you want attendees to
take away during this Convention?
ROSENBERG: | hope attendees walk
away with the feeling ‘‘We're not
dead, yet."”” This business has a lot of
life left in it, and video stores will still
remain the primary deliverer of enter-
tainment into people’s houses.

BB: Will exhibitor attendance be up
or down?

ROSENBERG: Up. As a matter of
fact, the show floor is virtually sold
out. We're about 23 percent ahead.
BB: What about attendees?
ROSENBERG: | had projected about
a 10 to 15 percent decrease, mostly
due to consolidation. That's a fairly
accurate number. Just Blockbuster

alone has taken away Music Plus,
Sound Warehouse, Video Tyme and
one or two other companies. That's
having an impact.

BB:How is the move of VSDA's head-
quarters to the West Coast progress-
ing?

ROSENBERG: It's on
target. It's been tough.
Not a lot of people are
making the move. Not
only is it orchestrating
a move but restaffing.
It's been trying.

BB: What is your West
Coast VSDA head-
quarters target date?

ROSENBERG: Every-
one should be on
board by year's end.
But there should be a
change in focus with
some of the staff peo-
ple. People will be
specializing in differ-
ent areas. It's a prob-
lem that faces most
trade organizations,
because the group’s
menu is so wide. You
tend to wind up with people who are
jacks-of-all-trades but masters of
none. As the business has changed,
we need people who have many
years of experience in certain areas.
BB: Where will the VSDA focus be?

ROSENBERG: One major focus will
be the public relations effort. And we
want to be more aggressive in bring-
ing people into the fold membership-
wise. We need to sell the association.
Too many people are of the attitude
that **'VSDA doesn’t do anything; why
do we need you?" You've also got to
get people past the attitude that
VSDA is going to do a lot of things

anyway, ‘‘so why should | pay and
participate?'’ Part of that is being in
people's faces more.
BB: What are some of the advan-
tages to being on the West Coast?
ROSENBERG: It's a lot easier re-
source-wise and la-
bor-pool wise. It's eas-
ier finding people who
are tied into the enter-
tainment business and
understand it. It's hard
to find that in a Phila-
delphia suburb. If
you're in the entertain-
ment business, why
would you move out of
the area? If you're a
fisherman, you don't
move to Kansas.
BB: What are VSDA's
and the industry’s ma-
Jor challenges for the
remainder of the year?
ROSENBERG:
VSDA's major chal-
lenge internally is to
get the move complet-
ed and get fully staffed
up. After that, there is
a major PR effort. Qur obituary has
been written nine times during the last
three months. We really need to con-
centrate more on why that is not true.
Not only to the consumer, but more
importantly, to the financial communi-
ty. We have members who have
great-looking balance sheets, but
when they go to the bank for a loan
they are told, **‘Why should | lend you
money, since your industry will be
dead in a few years?' We need to
provide information to the banking
and financial community to show
them that's wrong.

Continued on page 56

The first 6 in an on-going series:
¢ Danny and the Dinosaur &
‘The Happy Lion

Beauty and The Beast
» Make Way For Ducklings &

Norman the Doorman

Mt. Gumpy’s Motor Car

Each cassette contains two stories!
Distributed by

%vdKnapp ne

“ The Special Interest Studio
5900 Wilshire Boulevard
Los Angeles, CA 90036

213-549-3509 800-521-2666

Have You HEARD of
MIKE MULLIGAN and

CURIOUS GEORGE?

Now they're available on AUDIO CASSETTE

from the award-winning producer Children’s Circle®

¢ Caps for Sale & Blueberries for Sal

* Curious George Rides a Bike &
The Cow Who Fell in the Canal

* The Emperor’s New Clothes &

* Mike Mulligan and His Steam Shovel &
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Abbott & @oéfeao Collection

Six New Fun-Filled
Titles Available
for the First Time
on Videocassette!
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-Z:he hilarious comedy team of Abbott and Costello star in six of their most
popular films, now available for the first time on videocassette.
It's classic comedy the whole family will enjoy!

IN SOCIETY ONE NIGHT IN THE TROPICS ABBOTT & COSTELLO
Sel. #81454 / 84 mins. Sel. #81108 / 83 mins. MEET THE MUMMY
Sel. #80829 / 30 mins:
BLOST IN ALASKA HERE COME THE CO-EDS
Sel. #81308 / 87 mins. Sel. #81309 / 9C mins. LITTLE GIANT

Sel. #81219/ 92 mins;

Street Date: October 1993
B&W / Not Rated / &% / 4 / digitally recorded
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PICTURE
THIS

By Seth Goldstein

REWARDING THE SLOPPY?
Warner Home Video’s new returns
policy, which allows distributors to
send back rental product 30 days af-
ter street date (Billboard, July 10),
has collected a couple of brickbats.
One, from a rival supplier, argues
the studio risks accepting cassettes
before wholesalers operating on 60-
day terms have paid for their pur-
chases. In effect, they’'ll be getting
use of free goods.

The other comes from a distribu-
tor. Baker & Taylor Video’s
Frank Wolbert takes great excep-
tion to the Warner plan, which went
into effect last month along with a
small price increase. Wolbert
doesn’t like the idea because it cod-
dles wholesalers who don’t run
their businesses properly; if the
policy is “abused,” a title could be
driven off the market. “We keep
our house in fairly good order, and
we expect others to do the same,”
he maintains. “We think the studios
pay us to do that job.”

B&T objects to giving sloppy
competitors “short-term financial
gains” that could give them further
opportunities to dig a deeper hole.
In fact, says Wolbert, it’s unfair “to
put all the burdens” on suppliers
who at the least ought to be assured
their customers “buy right.” He ac-
knowledges B&T has taken “a com-
pletely different position” from
most members of the National
Assn. of Video Distributors, which
has campaigned for 30-day returns.
“They’ve been great in responding
to NAVD needs,” Wolbert adds, but
in this instance Warner appears to
have gone overboard.

Returns take considerable time
and paperwork. “It’s like climbing
Mount Everest,” says a veteran ob-
server who’s handled his share. He
thinks the answer lies with elec-
tronic data interchange (EDI),
whereby computers swap informa-
tion about inventories. So does one
supplier that is beginning to use
EDI to organize returns, without
altering its current 90-day sched-
ule. WaxWorks/VideoWorks likes
the concept. VP Kirk Kirkpatrick
says the distributor is pursuing a
raft of EDI applications, including
returns, in conversations with sev-
eral studios. Warner and FoxVideo
are among them, he says. “We are
among the first starting to test.”

Warner, let it be noted, is ex-
tracting something for its 30-day
privilege. According to a June 14 in-
ternal memo, attached to a letter
from sales VP John Quinn, the stu-
dio has sliced its wholesale margins
3% to 36.7% from 37% from titles
ranging in price from $14.99 to
$99.99 suggested list. “There will be
no change to retail prieing,” the
memo notes. As a next step, Warner
“within the next 60 to 90 days” will
discontinue printing suggested list
prices “on all written material.”

VIDBITS: It's official: Gene Sil-
verman is installed as president of
PolyGram Video ... SuperComm
has installed its pay-per-rental sys-
tem throughout the entire Path-
mark chain of more than 100 super-
markets. Other chains are going on

(Continued on page 85)

Sell-Through /7 v cxen conrimass

Retailers & Suppliers Speak Up, On Tie-ins, Turn-ons &
The Golden Arches Game.

Call it the McDonald's factor.

One major dynamic that many ob-
servers believe is contributing to the
growth of home video sell-through
this year, according to observers, is
fast-food giant McDonald’s. Not all
video retailers would agree, and even
the industry’s trade association, the
Video Software Dealers’ Assn. has
taken official stances against the con-
cept.

But the giant chain has become a
major player now in seli-through vid-
eo, having just announced a major
holiday promotion with Paramount.

Recently, McDonald's was offering
Orion Home Video's '‘Dances With
Wolves' at a low sell-through price
with the purchase of a sandwich. This
fall, Paramount Pictures, Paramount
Home Video and McDonald's will
team up to promote two major Para-
mount fall theatrical sequels—'"'Ad-
dams Family Values™ and '‘Wayne's
World II""—and four home video titles.

But the Paramount promotion,
which runs mid-November to mid-De-
cember, is also geared to send lots of
consumers into video stores via rent-
al and sell-through mail-in rebates in-
side videos purchased at the fast-
food chain.

It is the first time McDonald's has
promoted two new theatrical releases
simultaneously, according to Eric
Doctorow, president of Paramount
Domestic Home Video, who adds that
the fast-food chain has committed to
a cumulative 10 million cassettes.
McDonald’s entertains about 20 mil-
lion patrons daily.

“These are two major sequels
coming from the same studio several
weeks apart,'’ notes Paramount’s
Doctorow, of "“Addams Family Val-
ues” and ““Wayne's World II.”" “The
two goals are to promote the new
movies and drive traffic into video
stores,” says Doctorow. ‘‘McDon-
ald’s is going to be spending millions
of dollars in TV and radio advertising,
as well as creating in-store promo-
tional material. These films will be
getting extraordinary exposure.

“We always start off with the pre-
mise that what is good for the movies
is good for video," he continues. “‘If
we help to create more hit movies,
that's beneficial to video stores. Any-
one in the video [retailing] business
should want a film to perform as
strongly as possible. And the rebates
are all about driving people into video
stores.

BY JIM McCULLAUGH

TRy

“It's good for the sell-through busi-
ness. We are going to be putting vid-
eos into the hands of people who,
perhaps, are not previous [sell-
through] customers. They are starting
their library for the first time. It's also
clear that these types of ‘big burst’
promotions create a halo effect that
carries over after the promotion is
over. When the dust settles, the
heightened exposure on these titles
will enable them to sell in even great-
er quantities.

“We think this is the kind of promo-
tion that helps everyone. It's event
marketing, and that's an important
part of the mix these days.”

This particular promotion is
pegged to the November/December
theatrical releases of ‘‘Addams Fam-
ily Values’ and ‘‘Wayne's World 1,”
follow-ups to two Paramount titles
that both grossed more than $100
million at the box office. During No-
vember and December, consumers
will be blitzed by a national advertis-
ing campaign for both films. At the
same time, four Paramount Home
Videos will be available in McDon-
ald’s for $5.99 each (along with the
purchase of a large sandwich). They
include “‘Wayne's World,” “The Ad-
dams Family,” “Ghost" and *“Char-
lotte's Web."" All tapes, duplicated by
Rank Video Services, will be avail-
able in full-speed (SP) mode.

Meanwhile, as part of a “‘Great
Movies, Great Rebates’’ home video
campaign, each video sold at partici-
pating McDonald's will include a re-

GREEN ALL OVER: “Tomatoes” hensfited from catalog ads on TV.

bate certificate offering two distinct
mail-in rebate offers.

Customers can select a $2.50 re-
bate, which will be good with the pur-
chase of one of 25 selected Para-
mount titles, or a $1.00 rental rebate
featuring a selection of 15 current
Paramount rental releases. Potential
value of the rebate offers, according
to Paramount, is approximately $25
million.

Among titles the $2.50 rebate ap-
plies to: "‘Airplane!”” “*Crocodile Dun-

SHWINGIN' SANDWICH: McDonald’s will sell “Wayne’s World"’ (with food-purchase).

dee,” “'Days Of Thunder,” *'The Hunt
For Red October,” “Indiana Jones
And The Temple Of Doom,” “‘Indiana
Jones And The Last Crusade,” “The
Naked Gun,” ‘“‘Raiders Of The Lost
Ark,” all six “‘Star Trek’ movies and
“Top Gun.”

The $1.00 rental rebate will apply
to such upcoming Paramount rental
product as ““The Firm,” “Indecent
Proposal,’” **Sliver,” "'The Thing
Called Love" and “"Watch It," among
others.

Paramount’s Ingredients

While studio tie-ins with McDon-
ald’'s have created controversy
among smaller video retailers (as
well as the Video Software Dealer's
Assn.), not everyone views such pro-
motions as harmful.

“Paramount has tried to put some
ingredients in the mix that should
make retailers happy,” says George
Feltenstein, VP of marketing at MGM/
UA Home Video. "It will drive people
into stores. It's unfortunate that all this
has become a hot item to debate. |
think it ultimately turns on those peo-
ple who would never buy a cassette
anyway. Granted, it might seem inap-
propriate to some dealers that Mc-
Donald’s can sell a tape for $5.99
and they can't. But the other side of
the coin is that McDonald's stepped
up and wrote a huge check that no re-
tailer would. Anything that is going to
create more video buyers is a help to
the industry.”

According to Amy Innerfield, sell-
through analyst for Alexander & As-
sociates, ‘'"McDonald’s is one of
those places with a great reputation
and brand name. It's opening up new
channels of distribution. People for-
get that a few years ago LIVE had a
deal with Burger King for ‘Teenage
Mutant Ninja Turtles’ and sold 7 mil-
lion copies in about two weeks."

Sharper competition and widening
distribution of low-cost sell-through in
supermarkets, drug chains, toy
stores and other non-traditional out-
lets is also creating unconventional
marketing imperatives, say suppliers.

Twist Again This Summer

As sell-through matures, non-theat-
rical suppliers also keep pushing the
marketing envelope. PBS Home Vid-
eo, a leader in non-theatrical sell-
through, plans to run ads for its “The
Dinosaurs” documentary set on the
big screen showing *‘Jurassic Park’
and “‘Last Action Hero"' this summer,
a novel twist for the home video in-
dustry. Moreover, PBS plans to stage
promotions on cable force Nickelode-
Continued on page 52
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America’s Funniest
Comedian

in Seven of His
Most Popular Films!

MCA I UNIVERSAL HOME VIDEO 1993
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.6 njoy Bob Hope, the master wisecracker, in one hilarious escapade after another in this marvelous

comedy collection which also includes criginal theatrical trailers.

LOUISIANA PURCHASE COLLEGE SWING MY FAYORITE BLONDE
Color / Sel. #81111 /99 mins. Sel. #81522 / 86 mins. Sel #81523 / 78 mins.
THE GHOST BREAKERS SORROWFUL JONES MONSIEUR BEAUCAIRE
Sel. #81558 / 85 mmins. Sel. #80598 / 88 mins. Sel. #81524 / 93 mins.
CAUGHT 1IN THE DRAFT
Sel. #81551 / 82 mins.
Now Available on Videocassette! ~MEA

B&W / Not Rated / €3 / A / digitally recorded
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DESERT-
ISLAND
VIDEQS

They're cn the videocassettes
every store rents or sells. But
what if today's too actors and
directors were elsewhere?
Alone, say, marooned on a
lonely atoll, witk tittle more than
a battery-powered VCR for
company. What three tapes
would they want with them? We
asked.

BY MICHAEL SZYMANSKI

Sarah Jessica Parker
Notorious

The Graduate

To Kill A Mockingbird

Marisa Tomei

Days Of Heaven

Badlands

Home movies of my family

Mary Stuart Masterson
The 400 B ows

My Brilliant Career

My Man Godfrey

Rutger Hauer
Star Trek 2
Star Trek 4
Star Trek 6

Continued on page 54

‘03

Sell-Through

Continued from page 50

on and classic-rock radio stations for
“The Dinosaurs,” among other ele-
ments of the campaign.

Recently, MCA/Universal Home
Video turned industry heads with its
unique "‘The Little Engine That
Could"” launch. The studio show-
cased that animated made-for-video
release via a syndicated TV special in
the top 56 U.S. markets between
March 24 and April 6. No supplier
has done that before. The "Little En-
gine'' cassette appeared in stores
March 31 at a suggested list of
$12.98.

Even more novel, say observers,
was the studio’s use of the TV broad-
cast as a ''platform’ to advertise oth-
er sell-through titles in the MCA cata-
log. Among them: '‘Beethoven,"’
‘American Tail 2: Fievel Goes West,"
“Shelly Duvall’s Bedtime Stories”
and “‘Fried Green Tomatoes.”

Skouras Pictures Home Video re-
cently created what it hopes is a new
“marketing model" for upcoming the-
atrical releases, by involving retailers
and distributors in early theatrical re-
lease plans. Skouras, distributed
through Paramount Home Video,
brought the wholesale and retail trade
into the launch of “Watch It,”" a ro-
mantic comedy starring Peter Gal-
lagher and Suzy Amis, which just
opened theatrically to many good re-
views. The idea, says Skouras Home
Video president Danny Kopels, is to
create excitement and awareness
early on for retailers, which should
translate into better units when the ti-
tle is released later as a rental.

A Second Of “Beethoven”

Other theatrical/home video sup-
pliers, such as Vidmark and Repub-
lic, have been advertising films just
opening theatrically to the video trade
in video-trade magazines. And MCA/
Universal Pictures Home Video has
been advertising the '‘Beethoven”
sequel--called 'Beethoven’s 2nd"'—
in trade magazines to create early
awareness. That's a very high-profile
film—a potential A title rental or sell-
through—that won't even open theat-
rically until this Christmas.

In some newer marketing wrinkles
for PBS Home Video, says senior VP
and director of marketing Vito Man-
dato, the supplier may create a pro-
motional link with video-game giant
Sega when it releases its “‘Jurassic
Park’ video game and Sega CD-
ROM software later this year. Rea-
son? Paleontologist Robert Bakker,
who is featured in PBS Home Video’s
“The Dinosaurs,” is also in the Sega
CD-ROM.

Sega has been forging more cross-
promotional links with Hollywood re-
cently, through home-video releases
such as its day-and-date release
plans for a Genesis 16-bit ““Aladdin”
game with Buena Vista Home Video's
release of the "‘Aladdin’ videocas-
sette Oct. 1.

Another new approach was being
developed for Pacific Arts Video's lat-

est release, ''Def Comedy Jam." The
title arrived in stores June 22. At
press time, plans called for three con-
figurations of the hip-hop comedy
phenomenon to be available: an au-
dio cassette at $9.98, a video at
$14.95 and an audio/video combo-
pak at $16.95.

In order to create awareness at the
inner-city level, Pacific Arts will create
“handbills’ and other strategic multi-
market outdoor campaign tech-
nigues, such as posters.

""We needed to develop a tech-
nique similar to the ones developed
by the rap and hip-hop community,”
Mandato explains. “‘Inner-city stores
typically don't subscribe to trade
magazines. These are dealers who
go down with cash to the local one-
stop to get product. When the kids
come in asking for something, the
dealers know it's hot. We're taking
some of the techniques that the rap
community has devetoped and trans-
lating them. They don't teach some of
these things in Marketing 101.

‘‘As a non-theatrical supplier,
we've always fell that we had to cre-
ate a number of newer ways to create
a profile for our product. We don't
have the advantages of a $10 million
ad campaign surrounding an A title."”

Bunny’s Infomercial

Jeft Jenest, executive VP of Play-
boy Home Video, says he laments the
sell-through conservatism of some
U.S. retailers, although he acknowl-
edges the particular sensitivity of his
own product. ""Our sell-through busi-
ness in our top 20 accounts such as
Musicland, TransWorld, Music Plus,
Suncoast, Camelot and Strawberries,
continues to grow very nicely. But we
have made virtually no progress at
small retailers, who should be more
aggressive at sell-through. And we

SCARY SEQUEL: Will “Addams Family Values™ drive customers to stores?

are no furiher than ever before with
[some accounts]. Quite frankly, we
think they are leaving a lot of money
on the table. That applies as well to
retailers like K mart, the drug ac-
counts anc the grocery stores. Disap-
poirtingly, they won't even try a test.

"“Nho knows hew much money
they are leaving on the table? Our
sell-through business would easily be
douple or triple if we would break
through to some of those accounts
that are cepable of doing huge vol-
ume.”’

But, on the flipside of it, Jenest
notes, "'Our sell-through business
has been growing very nicely, with
new efforts at inlomericals and direct
marketing. For example, with our in-
fomercial, we have done as well in
four months of being on the air at a
modest level than we have done with
all retail combined. The infomercial
has been on cable and independent
stations. Trat speaks vclumes about
the untapped potential. I's encourag-
ing and frightening at the same time
to think that you can do the same
business from TV in a couple of

P s S

o)

WHOPPER: LIVE moved 7 miilion “‘Turtles” via Burger King promo.

months that you did in a year and a
half through traditional retail chan-
nels.’

According to Mike Pritt, VP of sales
and marketing for International Video
Network, a major special-interest vid-
eo supplier with an emphasis on trav-
el programs, “Our business through
the first half of 1993—and our busi-
ness is entirely personal-interest vid-
eo—is up almost 30 percent. | attri-
bute that to balance. | see more bal-
ance on the part of all kinds of video
retailers in terms of the product mix
they offer.

“‘Retailers are also more open to
expanding product categories and
getting more into personal-interest
video. That’s our term for special-in-
terest video, which we think is a more
positive phrase," Pritt continues. 'l
also see balance in terms of price
points. There was a lot of shift to-
wards the lower end of the market.
But now | am seeing a shift upward.
$9.95 is OK. But $14.95 is OK and
$19.95is also OK. As long as we pro-
vide good value, the higher price
points are valid. My expectation is
that the balance will continue and
even gain momentum. Leading theat-
rical tittes may not be as dominant in
the fourth quarter as last year. That's
opening some doors for personal-in-
terest video.”

Flowers & Race Cars
Says Harold Weitzberg, VP of
sales and marketing for Wood Knapp
Video: “Once you get beyond theatri-
cal titles, sell-through has become a
lot more targeted. You have to really
know what customer your retailer is
selling to, and provide product for
them to reach that consumer. There
are certain products, for example,
that seem to be selling well in super-
markets that don’t sell well in other
places, for example. Wedding tapes
or tapes about flowers may do well in
a supermarket or in another type of
retailer. If a retailer is selling flowers
in his store, then he should be think-
ing about selling a tape related to
flowers. Think of it as a videotape
second, and as a flower product first.
That's the key. Our auto-racing tapes
do well in mass merchants because
of that approach. Content is driving
the sale.
""There are also more different
Continued on page 89
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Most
A\ Famous ¥lirt
. Is Featuked
; b’l i 'in
Collectible
Classigs!

Adolpn Tukor presents

MAE WES,

ﬁ
mae West at her outrageous, raunchy, delightful best in nine of her most popular films.
Now on videocassette, including seven brand new releases!

I’'M NO ANGEL GO WEST YOUNG MAN EVERY DAY’S A HOLIDAY
Sel. #80704 / &8 mins. Sel. #81590 / 80 mins, Sel; #81592 / 79 mins.
ELONDIKE ANNIE GOIN’ TO TOWN MY LITTLE CHICKADEE
Sel. #81521 / 77 mins. Sel. #81591 / 71 nins. Sel. #55005 / 81 mins.
NIGHT AFTER NIGHT BELLE OF THE NINETIES SHE DONE HIM WRONG
Sel. #80710 / 73 mins. Sel. #80547 / 65 mins.

Sel. #8152G / 73 mins.

Street Date: August 4, 1993
B&W / Not Rated /&% / &

www.americanradiohistorv.com



www.americanradiohistory.com

Continued from page 52+

Danny Glover =
In The Heat Of The ngh
Viva Zapata

Carmen Jones

Sharon Stone e N

That Uncertain Fegling
The Man Who Would Be King
The Birds And The Bees
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Robert Englund
Silence Of The Lambs
Nightmare On Elm Stree
Dream Warriors
Hairspray
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Quentin Tarrantino
Scarface :
The Untouchables
Hard Boiled

Clive Barker

The Wizard Of Oz -
Dracula
Eraserhead - .
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Jean Cocizau's Beauty And .
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Continued on page 58

The Great Store-Count Gontroversy

25,0007 40,0007 More? The Advocates Square Off

he number of video stores in
America is up for grabs.

While that doesn’t seem shocking
enough to have pickets haunting the
big video retailer show in Las Vegas,
just how many video stores abound
will be a much-discussed topic as the
annual Video Software Dealers Assn.
convenes in the gambling mecca July
11-14.

What has everybody all excited are
assertions by Bob Alexander of Alex-
ander & Associates that the market
has been seriously underestimated at
25,000 to 27,000 video specialty
stores and a $12 billion to $13 billion
dollar annual gross. Alexander, much
to the dismay of others, goes with
$17 billion and nearly 40,000 stcres.

The whole issue of as many as
12,000 *‘missing video stores’ in in-
dustry-estimate counts came to light
recently when Alexander revealed
how his firm’s consumer reports indi-
cate there are far more stores than
generally thought (Billboard, April
24).

At the same time, the Video Soft-
ware Dealers Assn. discovered that
20 percent of the stores in a test area
in Nebraska were not part of other
lists, according to Don Rosenberg,
executive VP of the trade group. Like
others, Rosenberg has reservations
about the Alexander assertions.

"l think there are more than the

checks against several different num-
bers the studios have used, and the
fact is, other estimates for the market
are gross understatements.”

In terms of Kagen estimates, Alex-
ander says, "'That number is too low.

A

Video Buyers Group’s Ted Engen

That number is not consistent with
other industry experience and with
other statistics that are known about
the industry.”

Alexander also insists that his
count does not include combination
stores, but strictly video specialty out-

BY EARL PAIGE

checked with Dun & Bradstreet and
other list suppliers and finds the num-
ber of 25,000 to 27,000 stores to be
consistent. "'l can’t agree with the Al-
exander numbers,’’ says Kelly, al-
though he doesn’t have first-hand evi-

R

dence to disprove them. Kelly sug-
gests that Alexander may not have
pruned his list of stores now out of
business, especially since such
changes occur almost daily.

It's the fluidity of video stores open-
ing and closing that is throwing every-

12,000 stores have been uncounted
comes from Ted Engen, president of
Video Buyers Group, who opines,
"The rural stores, the stores in small-
er towns, have been overlooked.
There's a lot of towns out there under
5,000 in population, where video
stores can do all right.”

Yet another advocate of estimates
that go to 40,000 and beyond is Inde-
pendent Video Retailers Assn. presi-
dent Hugh Pike. Pike claims that
when IVRA works a state, ""We literal-
ly tear up the lists that we obtain,
once we hit the highway. We find
stores every 10 miles that we never
saw on any list,”’ he boasts.

Ethnic Undercounting

While it might seem at first that the
enormous growth of Blockbuster Vid-
eo has'proven the demise of count-
less video stores, several souces
note the ironic opposite. For exam-
ple, Engen feels that, as Blockbuster
builds out and starts to penetrate
smaller markets, the whole home vid-
eo market benefits.

Video Buyers Group gains new
members daily. Katina Cox just in-
vested in a video store for her two
sons in Eau Clair, Wis. {pop. 50,000),
about 40 miles east of Minneapolis/
St. Paul. There is one Blockbuster
store in the area, but, Cox notes, *'It's
across town from us, about four or
five miles away. There was no store
at all on Water Street when we
opened in January,” Cox says of her
American Video.

VBG’s Engen also points out that
new video-store operators today
have the advantage of avoiding many
of the mistakes and pitfalls faced by
the early pioneers. Cox agrees, not-
ing that ' There is no parking for busi-
nesses except ours, which has space
for 10 cars. We're also stocking in
greater depth than most small stores,
10 to 12 copies.”

Many sources point to the remark-
able growth in ethnic segments, par-
ticularly in metro centers like Long
Beach, Calif., where VPD wholesale
branch-manager Jay Cohen thinks a
lot of stores are overlooked. Cohen
believes there are more Asian store
operators ‘“than anything else,” but
also that the whole question could be
one of definition.

"What about the liquor store that
also rents videos?"" he asks. "'lIt's still
an account, and often a substantial
one."

The issue, rather obviously, is far

Another vote that as many as 12,000 stores have heen uncounted comes from Ted Engen, president of Video

conventional numbers indicate,"’
says Rosenberg, "'but | don't know if
there are that many more. Our own
experience came out of our Pizza Hut
promotion test, where we were going
off of many lists and found 20 percent
not on the lists we had. | was sur-
prised,”’ says Rosenberg.

Alexander’s estimates also run
contrary to those of much-respected
industry think-tank Paul Kagan Asso-
ciates, where analysts quote a figure
of $12 billion to $14 billion and have
expressed the same surprise Rosen-
berg describes.

Alexander, however, is resolute.
“"We've had a number of meetings
with Wall Street analysts, we've had a
number of meetings with financial an-
alysts at the studios, and we've had a
number of meetings with studio exec-
utives themselves, and we are ex-
tremely comfortable with the accura-
cy of that estimate. That estimate
checks against several different num-
bers financial analysts have used, it

lets. *One of the reasons our esti-
mate is a little higher than the next
guy is that we're looking at a number
of stores in the high 30s, I'm going to
say 38,000 to 39,000, something like
that, video specialty store locations,

body, says Frank Lucca, president of
Flagship Group, an eight-year-old re-
tail marketing organization. ""Two
years, ago we had a list of 30,000
names. Now it's 21,000 stores," re-
marks Lucca, but that drop can be

from resolved. It may or may not be
cleared up by local VSDA chapters,
indicates Rosenberg. Such groups,
organized in almost every state or
large market, would be expected to
have some indication of so many un-

Buyers Group: “The rural stores, the stores in smaller towns, have heen overlooked.””

not various combinations,” Alexan-
ders insists. “Grocery stores are a
different category, drug stores are a
different category, combo stores are
a different category. There are all
sorts of different categories,” states
Alexander. “‘But the area we're look-
ing at, and the one where we have the
biggest difference with the numbers
other people are using, is the video
specialty store.”

Openings & Closings
Industry consultant Dick Kelly has

deceiving. There are more and more
stores opening up all the time. We
show 5,000 new stores that were not
on previous lists."”

Not all studios are skeptical of the
higher estimates, according to An-
drew Kairey, senior VP sales and
marketing at MCA/Universal Home
Video, where a second mailing phase
is under way. One list Kairey acquired
had 5,000 names, 2,300 of which
were not on the MCA/Universal ros-
ter.

Another vote that as many as

counted stores, ‘“‘but they've man-
aged to remain hidden so far,” says
Rosenberg.

Maybe not for long. B

(Assistance in writing this article pro-
vided by Billboard home video editor
Seth Goldstein in New York.)
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.Che legendary charm of Marlene Dietrich is captured again and again in this home video
collection including six brand new titles and the origina! theatrical trailers!

SHANGHAI EXPRESS MOROCCO BLONDE VENUS
Sel. #80827 / 82 mins. Sel. #80555 /92 mins. Sel. £80475 / 94 mins.
PITTSBURGH SCARLET EMPRESS DESTRY RIDES AGAIN
Sel. #81452 / 92 mins. Sel. #81448 / 105 mins. Sel. #80352 / 95 mins.

GOLDEN EARRINGS DISHONORED

THE SPOILERS
Sel. #80015 / 88 mins.

Sel. #81451 / 95 mins. Sel. #81444 / 91 mins.

Street Date: October 20, 1993

B&W / Not Rated / 92 / & / digitally recorded
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ublic Pictures Presents Two Award-Winnin
7@[} Films At An Award-Winning Price. :

ONLY

98

Winner of §
Academy Awards®

Winner of
Academy Awards®

51

INCLUDING INCLUDING
Best Picture Best Picture,
) Best Actor,

K. MURRAY
ABRATIAM

AND
Best Director,
MILOS FORMAN
(1984)

Best Actor,
JACK NICHOLSON

(1975)

-New York Daily News
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" ONLALEWOVER — 'PRp_ORDER DATE: SEPTEMBER 8, 1993 | AMADEUS

THE CUCKOO'S NEST

VHS 5805
STREET DATE: SEPTEMBER 29, 1993 (OLOR/Approx. 158 Mins.
. PG QEma- REPUBLIC
L PICTURES.

Suggested Retail Price. © public Pictures Corporation. Academy Award® is o registered trademark and service mark of the Academy of Motian Picture Arts and Sciences.
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Rosenhberg Interview

Continued from page 48

BB: What about consumer aware-
ness?

ROSENBERG: We need to get some-
thing going with marketing. To put it
bluntly, we have been working our
ass off but not getting very far. We
have to also be ready for those things
you can’t plan for but have to be
ready for, such as legislative activity.
BB: What about internal industry mat-
ters?.

ROSENBERG: That too. When Para-
mount announced its recent tie-in
with McDonald’s, we had to deal with
it.

BB: Can you speak further on the Mc-
Donald’s-Paramount matter?
ROSENBERG: | don't want retailers
to think there’s a war going on among
Paramount, McDonald's and VSDA. it
basically comes down to a studio put-
ting a program together where we
feel the program is not as beneficial
as the studio believes.

BB: What's the major objection? Isn't
Paramount attempting to drive cus-
tomers into stores?

ROSENBERG: Well, if you are a
store that rents only, then you start at
ground zero if someone goes in and
rents. Whoever they drive in, that's
plus business and a good program.

It’s hard to find [qualified
entertainment-related
staff] in a Philadelphia

suburb. If you’re in
the entertainment
business, why would
you move out of
the area? If you'’re a
fisherman, you don’t
move to Kansas.

But if you sell, you have now had four
titles you can't sell for the next seven
or eight months. So you're starting at
a negative position. it's hard to gauge
if the promotion will give back more
than it takes away.

BB: How do you assess the state of
the business these days?
ROSENBERG: It's like getting a
physical. The doctor says you pass
with flying colors but only have six
weeks to live. That's the way | feel.
Our business is still growing. Certain-
ly, sell-through is growing very nicely,
but rental is still vibrant. The signs are
all very strong and positive. For
years, the business was growing so
fast, no one noticed the effect of
these new players on their own busi-
ness. Now, we don't have the same
kind of growth rate. We're seeing
consolidation and stores closing up.
It's like every other business. The guy
who has a great store does well. The
guy who doesn't have a great store is
not doing well. | have people telling
me they are getting killed by video-
on-demand. But there /s no video-on-
demand. Bad merchants kill them-
selves. B

56
www americanradiohistorv. com

BILLBOARD JULY 17,1993


www.americanradiohistory.com

MCA / UNIVERSAL HOME VIDEO 1993

)
o
o
[o]
I
o
s
w
=
o
I
p)
<
)
4
u
2
z
5
<
Y]
=

nmf/wm 'éx)pcrow’aé,»,

For the First Time on Home Video!

MCA /UNIVERSAL HOME VIDEO 1993

\ MCA / UNIVERSAL HOME VIDEO 1993

Uisit the one-and-only Cicely, Alaska, a town where Dr. Joel Fleischman tries to practice medicine in

the midst of an amusing world with unforgettable characters and bizarre adventures.
Eccentric. Original. Entertaining. Northern Exposure will tickle your funny bone.

® Winner of 6 Emmy Awards. # 1993 Golden Globe Award Winner.

NORTHWEST PASSAGES AURORA BOREALIS: SPRING BREAK
Sel. #81562 / 46 mins. A FAIRY TALE FOR BIG PEOPLE Sel. #81560 / 47 mins.
) < Sel. #81483 / 48 mins.
THE FIRST EPISODE CICELY
Sel. #81559 / 46 mins.

Sel. #81482 / 49 mins.

Street Date: June 30, 1993

Coming October 2@, 1993:
Two More Episodes “Thanksgiving” / “Soul Mates”

Color /&% / A
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Continued from page 54

[ERE]

John Malkovich
Tender Mercies
Dog Day Afternoon
French Connection

Richard Benjamin

Room At the Top

The Wizard Of Oz

Any Simene Signoret film

Rosie Perez

Like Water For Chocolate
Strictly Ballroom

White Men Can't Jump

=

John Singleton
Godfather 1

Godfather 2 _
Apocalypse Now

'

Tom Harks
2001: A Space Odyssey
The Godfather Trilogy
One Billion Years B.C.

e

#

Meg Ryan .
My son’s first birthday video
Bringing Up Baby

The Poseidon Adventure

[l

EW YORK—Video retailers
say they're not worried about the
massing of video-on-demand forces
on their borders. Yet they seem more
concerned about it than they were
around the beginning of the year.
That was when the two biggest cable
TV operators, Time Warner and Tele-
Communications Inc., announced
they were building new systems ca-
pable of delivering movie libraries to
consumers at home.

Since then, developments have
multiplied, as corporate giants have
rushed to board the interactive televi-
sion train before it leaves the station.
Last spring, for example, regional
telephone company U.S. West made
a $2.5 billion investment in Time
Warner; $1 billion of that was ear-
marked for building the latter’s “full-
service'’ cable systems. A short time
later, AT&T announced a joint venture
with Viacom, another big cabie oper-
ator, which also owns MTV Networks.
AT&T and Viacom plan to test Bell
Labs' new data-switching and stor-
age technology in an expanded cable
service that, like those of its competi-
tors, will offer movies, games, bank-
ing, shopping, information and more.

These alliances between telephone
and cable companies are changing
the nature of the race to create the
“electronic superhighway."” Instead
of clashing, the two industries are co-
operating. This makes sense for both

sides: The telcos have large amounts
of cash and the latest technology,
while the cable operators have a su-
perior delivery medium and access to
entertainment programming.

Video retailers, however, do not

Video-On-Demand

Will Cable’s Costly Crapshoot Connect? And What's A Retailer To Do?

see this wedding as a cause for cele-
bration. "'It's the telltale danger sign,”
says Steve Apple, VP of communica-
tions and new product development
for the Philadelphia-based, 516-unit
West Coast Video chain. *It's what

a et g

Steve Rosenberg

counters most of the arguments that
[video-on-demand] will never hap-
pen—the fact that these one-time
foes are starting, on a small scale, to
get together.”

Other firms besides phone and ca-
ble companies are also jumping into

Peter Balner

the game. IBM, for instance, has de-
veloped its own computers to provide
video-on-demand. Scientific Atlanta
and Toshiba have teamed up to de-
velop and manufacture the set-top
converter boxes for Time-Warner's

BY KEN TERRY

“full-service cable.” And several oth-
er computer-equipment makers are
also developing the electronic
“brain”’ for an interactive system that
could someday be in millions of
homes.

Ron Castell

But that day, retailers say, is still far
off. Aside from the technological ob-
stacles, which remain formidable, it's
not known which of the new services
consumers will want and how much
they'll be willing to pay for them. So,
to some observers, the companies
now investing billions in upgrading
their cable systems appear to be en-
gaged in a big crapshoot.

"“This is like everyone announcing
they're going to go to California and
pan gold,"” says Ron Castell, senior
VP, programming and communica-
tion, for Blockbuster Entertainment,
which now runs more than 3,200 vid-
eo stores and 230 music outlets. "'But
they've got to get to California first,
and many fall by the wayside. And
some don't find gold; some find fool's
gold.”

Castell is not impressed by TCl's
plan to roll out 500-channel cable
systems across the country. He sim-
ply doesn't beliave the consumer can
deal with such a wide palette of
choices. “‘Only a third of the cable
systems have more than 50 chan-
nels,” he points out. “‘Now they're
talking 500?"

Time Warner's ‘‘full-service’’ ca-
ble, which will use high-speed digital
packet switches to provide addressa-
bility, is scheduled to get under way
with about 4,000 households in Or-
lando, Fla., early next year. Castell
doesn't expect the Orlando venture

will go much beyond the experimen-
tal stage for some time. "‘Time
Warner announced their Queens ex-
periment two years ago,”’ he notes,
referring to the 150-channel Quantum
project. “It's still in less than 5,000
homes in a system that's got 300,000
customers.

"“We've got stores in the shadow of
the Time-Warner test in Queens,” he
adds. “‘Our business is up. And we
monitored the mom-and-pops in the
area of that test. They haven't been
impacted either.”

The same tale is told by Peter
Balner, president of 92-unit Palmer
Video Corp., based in Union, N.J.
Palmer has three stores in the vicinity
of the Quantum test, “‘and all three
are doing very nicely,"" he says.

Nevertheless, Balner is actively
preparing for the emergence of vid-
eo-on-demand. “All | can do to com-
bat this thing happening at some fu-
ture point is to make sure my stores
carry the right product, do what | can
to maintain the windows on the prod-
uct that's available to us, and ensure
that customers in my stores have an
enjoyable experience there,” he
comments.

Additionally, Paimer is diversifying
into new such lines as video-game
sales and rentals and collectors’
comic books. “*Other than that,”

Steve Apple

Balner says, “‘we always have price
to play with. We haven’t lowered our
prices yet, but if it turns out that video-
on-demand is going to be available at
price points that approximate ours,
we have a lot of flexibility with our
pricing.”

The seriousness with which Balner
takes this as-yet-unborn player is
echoed by West Coast's Apple.
“Within the next few years, we don't
feel there's going to be any tangible
evidence of deterioration of our video
rental revenue,” he says. "'But as a
franchiser, we're looking towards a
time, in the not-too-distant future,
when it will become a bit of competi-
tion. And we've already mapped out
a plan to move ahead. We're going to
diversify our product line and go into
things that will not be affected by
technology.”

Other video retailers, however, re-
main more fixated on the here and
now. ‘‘Technology is one of the things
that, short-term, | worry about least in
this business,”’ says Steve Rosen-
berg, who runs three Premiere Video
stores in Atlanta. “'The technology is
there now; people can sit there,
punch 10 or 12 numbers into their
phone and see any movie they want. |
think the studios realize how much
money they make on video. And be-
fore they do anything that’s going to
bury us, they'll think long and hard."

Continued on page 62
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Che Universal 875“0&06
ﬂ/\cm/éfe @Zw&ow Collection
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Ten Classic Horror Films
g Hollywood's

O
ite Monsters,
. f

’[/7’[’5 fright time over and over again with Lon Chaney’s trio of mummy pictures. Enjoy hair-raising
fun with Chaney and Bela Lugosi in Ghost of Frankenstein and let loose a few nervous chuckles
when Dracula meets Frankenstein and Wolf Man in House of Dracula. It's a monster parade that
will both delight and unnerve you in between howls of laughter. It's the largest collection of original
monster films with classic performances that will enterain your family for generations come.

ISLAND OF LOST SOULS

THE MUMMY'S CURSE
Sel. #80865 / 61 mins Sel. #80609 / 71 mins.
THE CREATURE WALKS AMONG US

THE GHOST OF FRANKENSTEIN
Sel. #80879 / 68 mins.
THE MUMMY'S TOMB REVENGE OF THE CREATURE
Sel. #80855/ 71 mins. Sel. #81299 / 82 mins Sel. #81519 / 79 mins.
THE MUMMY'S GHOST INVISIBLE AGENT HOUSE OF DRACULA
SE1.'#80856 / 61 mins. Sel. #81557 / 82 mins. Sel. #81298 / 67 mins.
THE INVISIBLE WOMAN
Sel. #80546 / 73 mins.

Street Date: September 1, 1993
B&W / Not Rated / &% / & / digitally recordad
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SHOW NO-SHOWS: A lot of oldtim-
ers won't attend the Video Software
Dealers Assn. meet this year, but that
doesn’t bother organization president
Brad Burnside, who ends his term of
office at the conclusion of the July 11-
14 Las Vegas convention.

VSDA has been hoping to improve
the quality rather than quantity of at-
tendees, Burnside says.

‘“There’s a balance between [fewer
people] and do you want everybody and
his brother,” says the owner of Video
Adventures, a three-store Chicago
chain. “There are some shows that
serve this indus-
try now that
[pressure] the
person you're
talking to [and]
you find out

STORE
MONITOR

VSDA Meet Aims To Balance
Attendee Quantity & Quality

Coalition and to merge with the
older Adult Video Assn. In the proc-
ess, well-known adult-industry
spokeswoman Gloria Leonard has
also gone off stage, says Paul Fish-
bein, publisher of Adult Video News.

BOARD ROOM: Word circulating
in VSDA chapters is that at least
three factors hurt the chances of the
four California candidates in the
board race. The winners of the three
open seats are Jeffery Pedersen,
Dawn Wiener, and board newcomer
Larry DeVuono, from Flint, Mich.;
Austin, Texas,;
and St. Louis,
respectively.
“The fact
that VSDA is
moving out to

they’re a con-
sumer, a staff
member  who
doesn’t make decisions, or you find out
they’re a family member there for the
floor show.

“While I would like to see us attain
huge numbers, I would also like for us
to retain the meat, if you will, without
the fat. The people who are decision
makers are the kind of attendees our
exhibitors want to meet with,” Burn-
side adds. “The word I get from exhib-
itors is that they think the quality of at-
tendees is very good lately, and the
quality of the business person in the in-
dustry in general has improved over
the last several years.”

Acknowledging the shift in atten-
dees, Burnside says, “Some people can
accept continuing change and realize
that it means opportunities. And there
are some who want to hold on, and the
harder they hold on, the more they
lose their grasp of what’s happening.

“That’s a natural kind of process,
a winnowing process. As some of
these runners tire out and drop off,
other new, fresh, newly inspired folks
will take their place.”

ADULT ACTION: While VSDA did
not solicit adult exhibitors, this year’s
show will feature 22, compared with
14 a year ago, say sources close to the
Las Vegas event.

The situation is sensitive in that
during the recent Winter Consumer
Electronics Show, adult video crea-
ted a stir due to some off-premises ac-
tivity that received media attention.

“What happened this year is that
we had a representative at a meeting
of the adult industry,” says a source
close to the VSDA board. “A national
board member was in L.A. and it
worked out that they could be there.
We didn’t ballyhoo it. But we learned
that they have a lot more issues than
just freedom of speech, that they
have piracy, packaging, and discount
pricing. In short, VSDA means a lot
to them, too.”

VSDA enjoyed somewhat more
than a formal association with the
adult community when Barry Frei-
lich moved to Los Angeles to become
executive director of Free Speech
Legal Defense Fund in late 1992.
Freilich had been a vocal leader in a
Florida VSDA chapter.

However, Freilich has departed
and, according to adult industry
sources, some reorganization is in the
works in the wake of an attempt to
change the Fund to the Free Speech

by Earl Paige

California
meant a lot
more to candi-
dates from back east,” says Peggy
Lake, a popular VSDA leader from
Northern California. “With two Cali-
fornians already on the board it
looked to Easterners that it was tilt-
ing over,” she says, referring to San
Francisco retailer Mitch Lowe and
board veteran Ken Dorrance, from
nearby Oakland.

Taking note of a Californian-
skewed slate is Sid Spinak, a long-
time VSDA stalwart in Southern Ca-
lifornia, who bucked the system by
running as the only independent
alongside six official eandidates. He
comments, “It’s unfortunate during a
time of budget watchfulness that at
least one of the California candidates
was not added, from the standpoint of
less travel.”

Jay Gruenwald from the Victor-
ville, Calif., area, and Howard Breg-
stein of San Diego, often outspoken
on VSDA issues, were also unsuc-
cessful. The four had the unintended
effect of splitting a large block of Ca-
lifornia support that has traditionally
put people on the board.

There’s much surprise that a dis-
tributor was elected, say several in-
siders of the success of Sight &
Sound’s DeVuono. In its 12-year his-
tory, VSDA has elected only one dis-
tributor to the board: Noel Gimbel,
a VSDA founder. Another founder,
Arthur Morowitz, ‘“formed Metro
Distributing after he was a retailer
with Video Shack,” says a source.

Other factors that may have influ-
enced the outcome include the
women’s vote and the role of the var-
ious regional chapters, which boosted
their candidates. Many onlookers say
that it was actually a five-person race
for one seat, in that incumbents do so
well in VSDA board elections. “It was
a foregone conclusion that Dawn and
Jeff would go back on,” one source
notes. Both ran well.

Scuttlebutt had Spinik outdistanc-
ing the other three California oppo-
nents, though no one will say how
much. “All T know is I wasn't last,”
says Lake, adding, “I don’t know if 1
would ever run again. It was so ex-
hausting. At least there was no trou-
ble among the California candidates.
I never talked to any of them during
the campaign. If it ever got to the
point of mudslinging, then running
for the national board would certainly
never be worth it.”

(Continued on page 87)

Board Room/The VSDA Convention Mind-Bender
BY EARL PAIGE

The Board Room mind-bender invites eagle-eyed conventioneers to test their VSDA-Q's, by locating key retailers on the puzzle grid.
Actually, Board Room is two puzzles in one. First, the answer list invites the player to match the VSDA board-of-directors member
with his or her respective company. Secondly, the word-search diagram offers the fun of actually outlining the names (but only
certain ones of them).

Eleven of 19 directors can be found linked by a common letter with both the name of their company and its headquarters city.
(See example in diagram of Dawn Wiener, Home Video Plus, Austin, Texas; find it, and you've only got 18 to locate.) Look for the
director's last name only.

Nine directors cannot be located in this three-part chain-link fashion, because five are found with only their last names (no
company, no headquarters city), and four more are represented by just name and company or city.

As in most word-search puzzies, names are spelled in all directions—including backwards—and letters may be used more than
once. Spaces where no word is in play are filled in with the letters that repeatedly spell VSDA (Video Software Dealers Assn.).

One vital hint in locating directors: consider the diagram a map of the U.S. That's why Austin, Texas, is more or less in the middle
and bottom, or southern, sector. The directors are located pretty much as they would be identified on a map. (Solution to the Board
Room mind-bender appears elsewhere in this special section.)

MW I NN I PEGROSZS I L OPAENNIMM
v I T v ONOTSNAVETDI SNIRUWIBUVS AV
vV S L NESREDEPVRVYVY SDAVAV S DV S8
vV S AL I VEVSDAVUV SDOULUVSRVE V
v S L VVLVHV SDATVSEILVSEVS L V
vV S AV SAFV CYV I NVDSVSTVSDL V
vV S MV VYV LV S AEVE I TPV TEVSD I V
S VvVEIVSDLVSDLVAV OOV VYV S DV YV
v T bl ORDOZED I VDDBIEWRNZSEV SDE V
vV EAOV SDAWYV TAI ETV SNV SDTV
0OV S TRV SDOVSGVZPROVS SV SDT O
L vsSDI RV SLVRV PV S FVSWARURTE N
OV S OV OAV SEVOEBVYVYSDAV SDUDY V
S VSOV SNNBVHVYVSLLETSACI Z AV
AVSWVSDNCCVHVOAVSDAVVBFV
NV S Y V SEV EEVIOfV C VDV S HVS OV S
GNV LV TVCVSDMV KV SRUV SD SV S
E AV L SV I VSDAIElIV BV S TEV S DNV S
L MV OV RV S DA V|V @ u Il v S S DV S | V 8
ELRHPVARENEJIJYW|S VN VSV UV KV S
S EI RTSUDNILLTDV T V S GOV S AV S D
HGVSDAFLUMEVEENGREVALVS
OO0V S DAV S/UV SIOlV RV S DF AV SDT V
W F V S DAVCA/O D ANOV | CHV SMV S D F
Director Company headguarters
1. Acheson, Bill A.  Home Video, Duluth, Ga.
2. Balistadt, Dave B. Home Video Plus, Austin, Texas
3. Berg, Lou C. Handleman Co., Troy, Mich.
4. Berns, Steve D. Price Chopper Books, Rotterdam, N.Y.
5. Burnside, Brad E. Supermarket Video Management, Cleveland
6. Castell, Ron F. Suncoast Motion Picture Co., Minneapolis
7. Dorrance, Ken G. Hollywood At Home, Qverland Park, Kan.
8. Fogelman, Lou H.  Show Industries, Los Angeles
9. Fross, Vern I. - Adventures In Video, Fridley, Minn.
10. Lowe, Mitch J. Michigan Video, Fiint, Mich.
11, Odanovich, Craig K. Blockbuster Entertainment, Ft. Lauderdale, Fla.
12, Pedersen, Jeff L. Video Hut, Fayetteville, N.C.
13.  Porto, Steve M. Video Station, Alameda, Calif.
14.  Ross, Gary N. H.EB. Video Central, San Antonio, Texas
15, Rostenberg, Richard 0. Audio Video Plus, Houston
16.  Stevens, Dave P.  Video Droid, Mill Valley, Calif.
17. Warren, Tom Q. Video Adventure, Evanston, Il.
18.  Wiener, Dawn R. Ingram Entertainment, La Vergne, Tenn.
19.  Zbosnik, Sheila S.  Bill's Video, Winnipeg, Canada
sy, ’é»\. e

Names & Places: Use the followmg key to match VSDA dryeetérs wnh the;r ﬂespecnve c0mpan|esand hpacsq jarters, vl
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6ased on the two feature films, An American Tail” and An American Tail: Fievel Goes
West, this series chronicles the continuing adventures of Fievel Mousekewitz and his immigrant
family as they settle in the American West. It's a delightful series, full of fun and adventure, with
a focus on family and friendship, the timeless values of love and loyalty, home and country.

e Fievel’s American Tails; the fully animated series, takes up where the two feature films,
An American Tail and An American Tail: Fievel Goes West," leave off.

« Hit TV Series: Among Kids, Teens and Households, Fievel's TV Ratings were among the highest.

¢ Two fun-filled episodes per cassette.

THE GIFT/ THE LEGEND OF MOUSE HOLLOW/ THE LOST MOTHER LODE/
& CASE OF THE HICCUPS BABYSITTING BLUES THAT'S WHAT FRIENDS AEE FOR
Sel. #81664 Sel. #81665 Sel. #81666

ANIMATION DESIGNED AND PRODUCED BY NELVANA LIMITED
A PRODUCTION OF UNIVERSAL CARTOON STUDIOS AND AMBLIN TELEVISION

Available on Videocassette
Street Date: October 20, 1993

“im

= All Cassettes: Color /&= / 46 mins. / Not Rated / Hi-Fi Stereo
ST i © 1992 Universal Cartoon Studios, Inc. and Amblin Eatertajnment, Inc. All Rights Reserved.
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ALL BUDGET VIDEOS NEED

A LETTER OF REFERENCE

Master Sharp™, from
Rank Video Services
America, is the industry’s
first completely integrated
six-hout quality and
process control system for
the duplication of budget
videos. Unlike other budget
videos, those duplicated
with the Master Sharp sys-
tem deliver a consistently
high quality video, audio,

and tracking performance

that your customers will immediately see and hear. A

know too that Rank only
uses chromium dioxide
tape in duplication that
takes place exclusively on
TMD machines in Class
100 Clean Rooms. Or that
Master Sharp Operators
must pass a rigorous six-
month training program.

No, they may not know
what goes into Master
Sharp, but they can use
their eyes and ears to judge

what comes out: fine quality video.

performance so fine it deserves to carry the letter “M” And when they do, they’ll know that budget videos

logo on the package sleeve.

Of course, your customers
may not know that Master
Sharp has been under develop-
ment for the last five years, or
that it incorporates over 50

proprietary improvements in high speed video dupli-
cation technology. A technology that Rank Video
Services America, the wotld’s largest duplicator of pre-
recorded video cassettes,co-developed. They may not

duplicated with the Master
Sharp program are well worth
buying. Then theyll start look-
ing for the letter “M” logo on
every budget video’s sleeve.
When they see it, they'll buy it,
confident of its quality.

Master Sharp. It’s the next great advance in high
quality, six-hour video tape duplication that’s so
evolutionary it’s revolutionary.

AND NOW
THEY HAVE ONE.

Rank Video Services America

11150 Santa Monica Blwd., Suite 700, Los Angeles, CA 90025 ¢ (310) 477-7755 FAX: (310) 477-7088

7l

On-Demand
Continued from page 58

Richard Thorward, owner of the
three-unit Home Video Plus chain in
Glen Rock, N.J., is also skeptical
‘Video-on-demand certainly might
happen, but whether it's going to be
successful or not remains to be
seen,’”’ he says. '‘The consumer's
been left out of all of this, which is the
worst mistake anyone can make. The
consumer loves the video store; oth-
erwise, this wouldn't have grown into
such a huge business, which dwarfs
theatrical

Blockbuster's Castell also notes
that the studios have a big stake in
home video retailing’'s success
‘When you have a $12 billion-plus

““(The rush to develop
video-on-demand) is like
everyone announcing
they’re going to go to
California and pan gold.
But they’ve got to get to
California first, and many
fall by the wayside. And
some don’t find gold; some
find fool’s gold.”

—Ron Castell,
Blockbuster Entertainment

video industry and a $168 million
pay-per-view movie industry, why
would the studios do anything to dis-
rupt home video?"' he asks

Brad Burnside, owner of three Vid-
eo Adventure stores in Evanston,
and president of the Video Software
Dealers Assn., points out that Holly-
wood depends on home video to ex-
pose consumers to the 90 percent of
films that aren’t box-office hits. "“A
studio would have to be foolish to
give the video-on-demand fotks a
window ahead of home video and af-
fect store traffic adversely, so that
they can’t market all the titles con-
sumers have never heard of,” he ar-
gues. “'In that scenario, the consumer
loses, and the people who produce

| the product lose, because you can't

manufacture only hits

Despite the Carolco-TCl deal to
give some new movies a pay-per-
view window ahead of theatrical re-
lease, retailers are confident that
none of the major studios will follow
Carolco’s example. Most expect the

| home-video window to remain at its

current length—at least 30 days—but
Apple of West Coast fears what might
happen if that period is shortened
‘That’s the most precious competi-
tive edge video retailers have right
now,”" says Apple. “"‘And my feeling is
that the studios would not endanger
that window until the time comes

! when it's financially feasible to favor

another delivery service.

While he doesn't expect video-on-
demand to arrive for another four or
five years, Apple says the prospect of
it has already affected home-video

Continued on page 64
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Zip back to the future and forward to the present
with eccentric Doc Brown, his family, and young
cohort, Marty McFly in this popular animated
series available for the first time on videocassefite!

]
o
o
[e]
re
A
>
w
=
Q
I
|
<
Il
4
w
2
z
)
<
g
b

6ased on the popular characters from the feature films, this fully animated series will amuse
and educate parents and children alike. Follow Doc Brown's quirky character back and forth
through time as he develops fantastic new inventions (based on actual scientific information} that
get his family and McFly out of trouble -and, not infrequently, into trouble.

® Successful network cartoon series with built in awareness from the three blockbuster films.
¢ Christopher Lloyd stars in live action wrap-arounds featuring scientific demonstrations.

* Two fully animated episodes per cassette!

BATTER UP/ DICKENS OF A CHRISTMAS/ *GO FLY A KITE /
TIME WAITS FOR NO FROG SWING LOW SWEET CHARIOT RACE HILL VALLEY BROWN-OUT )
Sel. #81655 Sel. #81657 Sel. #31668 e,
CLARA'S FOLKS/BROTHERS *FORWARD TO THE PAST/ *A FRIEND IN DEED/ g l_ g \'}.
Sel. #81656 VERNE HATCHES AN EGG THE MONEY TREE HIDERAR
Sel. #81667 Sel. #81669

Available on Videocassette

Street Date: September 22, 1993
*Street Date: December 1, 1993

All Cassettes: Color / @8/ 47 mins. / Not Rated / Hi-Fi Stereo / &

©1991, 1992 Universal Cartoon Studios, Inc. and Amblin Entertainment, Inc. All Rights Reserved.
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INTRODUCING
LAST OF THE MOHICANS"

The $70 million box office
epic adventure and an audio
cassette of the original motion
picture soundtrack together in
one great package!

FOR ONLY

2435,

SUGGESTED RETAIL

16 UNIT FLOOR
OR COUNTER
DISPLAY
Car#9605

TELEVISION DEALER ORDER IFATE:
FLOOF DISPLAY ADVERTISING CAMPAIGN AUGUST 6, 1993

Conver s into two
16 un:tcount /oy \/ STREET DATE
1St couniers0s Lo S @ TNF  SEPTEMBER 3. 163

*LIMITED TIME OFFER ENDS JANUARY 15, 1994. VIDEOCASSETTE NOT SOLD SEPARATELY.

"rvrrH CIVTHD (YN INNU 44

TWENTIET "xumv PEEENTS 4 I |h L'-*\ ALt DANIEL DAYAEWIS MADELEINE STOWE THE Ede™ OF THE MOHICANS JODHI 48
[ONEs RANDY EDELMAN o BGV HOENIG, ) ARTHUR SCH) six WOLF ARCEG:R -iotsR= DANTE SPINOTT] Aslfia JARES S, 3 nlﬁ"\ "qu

UCHAEL MANN s CHRITCPHER CROWE %2 AMES FEVMORE COOPER ™52 CHARL NN 0 HUNT LOWRY ™% MCH. M4
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On-Demand
Continued from page 62

retailing’s financial environment. “It's
very difficult to raise money from
banks and other financial institutions
for expansion and new franchisees,”
he states. *'This has been happening
in the last two or three years as a re-
sult of announcements by some in-
dustry watchers about the imminent
demise of home video."

Burnside, who also resents the
spate of unfavorable media reports,
says, '‘| believe there's plenty of
room in this business for alternative
delivery systems. But there are some
fundamental reasons why the home
video business is going to be around
for a long time."”’

Besides its role in financing Holly-
wood films, says Burnside, video re-
tailing has an inherent advantage

‘“‘As a franchiser, we’'re
looking towards a time, in
the not-too-distant future,

when [video-on-demand]

will beacome a bit of
compestition...”

—Steve Apple,
West Coast Video

over the cable industry in its ability to
market films with customer service
and merchandising. While hot titles
are automatically appealing, he
notes, other movies don’t jump off the
shelves—or the program guide—by
themselves. “‘The very best barker
channel and program guide can't
hold a candle to all the ways that re-
tailers can influence the consumer’s
buying decisions,’’ he says
Likewise, Blockbuster’'s Castell
says any retailer is a better competi-
tor than are monopolies like the
phone and cable companies.

“There’s plenty of room
for alternative delivery
systems. But there are
some fundamental reasons
why the home video
business is going to be
around for some time.”

—Brad Burnside,
Video Adventure

“They're not known for their market-
ing expertise,"”” he says. “‘Cable is
sold door to door.”

Nevertheless, neither Castell nor
Burnside is ruling out the emergence
of a video-on-demand business. The
VSDA chief cites projections by Car-
mel, Calif.-based Kagan & Asso-
ciates that the business may be worth

| $2 bilion by the year 2000. But by

then, Kagan estimates, the video-re-
tailing business will have grown from
its current $13 billion to $20 billion.

‘I believe that's where it's going to
head,” says Burnside. "'l don't think
video-on-demand is going to be a fail-
ure; it's just going to be a smaller
business than entertainment retail-
ing.” M
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P Auturistic sagay f;Z«;f
“‘and wpmen, [eaiZaeser)
of the art animateReonNS

MCA / UNIVERSAL HOME VIDEO 1993

7

‘Che solar system is the battlefield and its herces are a handful of young people who want to

save mankind. The Exosquad,”or resistance force, must confront the super-human

Neosapiens -the new rulers of Earth-and do battle. With their ingenuity and robotic "outer
bodies” known as E-Frames, this new breed of action hero faces a changed world and tries to bring

peace to it and the universe.

¢ Features the Latest State of the Art Computer Animation.

¢ Stars Robby Benson (Beauty and The Beast) as the voice of Lt. J.T. Marsh.

¢ Action /Adventure Entertainment for the Whole Family!

PIRATE SCOURGE SEEDS OF DECEPTION/
Sel. #81720 / $9.98 SRP HIDDEN TERRORS

Sel. #81721/ $12.98 SRP

Available on Videocassette
Street Date: October 20, 1993

NIVERSAL
All Episodes: Color / approx 23 mins / Not Rated

CarI0oN SRIDIO,

www.americanradiohistorv.com

BILTZKRIEG/
RESIST!
Sel. #81723/ $12.98 SRP

MCA /UNIVERSAL HOME VIDEO 1993
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MULTIPLY SALES WITH THREE TIMES THE TEh0n!

The Most Terrifying Trilogy inSci-Fi History!

E N ALTENS ALIEN-

All three titles of the hugely successful series are together
for the first time, in the Alien Trilogy Gift Pack!

/\
ALign 9

HFLOG

Cat. #0692

$49.98 SRP 559,98 in Canada '%‘
sppnis e FEE AL AP WITH PURCAASE A g
Street Date: 8/18/93 LR En B L C Lo g e BRI b o e

Vi

 Power Steys,
* Soapy Weddings And
" Festive Fraggling
No Matter How

You Slice It,

Special Intenest

Sked Cuts Wide

BY CATHERINE GELLA

efining Special Interest has
always been a problem. ‘'l wouldn’t
say we're non-entertainment,”” offers
Special Interest Video Association
(SIVA) president Paul Caravatt, ‘‘and
yet we're more than just how-to." Fif-
teen other categories, in fact, will be
included in SIVA's awards this year:
everything from soup (Food and
Wine) to nuts (Hobbies and Home
Arts).

Dick Kelly, president of Cambridge
Associates, defines S.I. more narrow-
y, excluding children’s and music
videos. “Kids' video is a world unto
itself,”” he notes. ""Even without mov-
ies like ‘Beauty And The Beast' and
‘Aladdin,” we estimate consumer
spending on children’s rentals and
sales at $1.7 billion in '92, rising to
$1.85 billion in '93.

i Caravatt and Kelly agree, however,
on the growth potential of S.I. video.
Citing new SIVA board members
from Columbia TriStar, CBS-Fox and
HBO as evidence of majors’ interest,
Caravatt sees growing consumer in-
terest in the areas of travel and com-
puter-instruction videos. Kelly fore-
casts a growth rate of 8 to 10 percent,
mainly in the documentary and ‘‘oth-
er'’ categories (performance, how-to,
self-help).

Taking a broad definition of S.I
home video (as anything non-theatri-
cal), here are some highlights of up-
coming releases:

CHILDREN'’S

Buena Vista's Jim Henson label
debuts ‘‘Fraggle Rock' in four vol-
umes July 30, following up with two
Christmas titles in addition to “*A Mup-
pet Christmas Carol,”” ""A Festive
Fraggle Holiday’’ and a Kermit-host-

| ed adventure called "“The Christmas
Toy.” The Sept. 10 release of two vid-
eos based on Eric Hill’s "*Spot”’
books marks Disney’s first foray into
toddier video.

Random House releases two new
Richard Scarry vids Aug. 1, “The
Country Mouse And The City

Continued on page 68
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comes to life in this
fully-animated
video for the
Entire Family.

G

eneration after generation of parents and children have been captivated by this
touching story of courage. With the rallying cry, "I think I can, I think I can®..." the Little

Engine comes to the rescue of a stranded birthday train and pulls its cargo of toys over a lofty
snow-bound mountain pass to its joyous destination.

A dazzling animated adventure, The Little Engine That Could® is filled with lovable char-
acters and memorable songs.

® Brings the Classic Characters of the Best Selling Book to Video for the First Time.

* Charming Original Score Highlighted by the “"Nothing Can Stop Us Now™ Theme Song.
® Free Activity Booklet with Each Cassette!

An MCA HOME VIDEO, INC. PRESENTATION
A BOOKER ANIMATION PRODUCTION in Association with $4C
Produced by DAVE EDWARDS and MIKE YOUNG Directed by DAVE EDWARDS
Produced at THE DAVE EDWARDS STUDIO, CARDIFF, WALES, U.K

Now Available on Videocassette

Color /% /30 mins. / Not Rated / For Children of All Ages / Stereo /& # Sel. #80929

©1991 MCA Home Video, Inc. All Rights Reserved.

www.americanradiohistorv.com
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MOVIE RECALL"™

A condensed, consumer version of
Videolog?, this unique video tracking
program designed for IBM® PCs or
compatibles allows the usertorecord,
rate, reference and monitor video
titles from over 22,000 listings.
MOVIERECAL L retailsforonly $9.95
and is making money for video retail-
ers everywhere. Spring 1993 issue
now available.

800-854-1527, ext. 445

Phonolog®

This comprehensive music refer-
encing guide features over 1.000.000
songs in a range of musical formats
from “"Pop™ to “Classical”. The user
can look up common or obscure list-
ings by title, artist or album. and keep
up withthe new releasesthrough weekly
updates.

800-854-1527, ext. 445

The Source™

Here's the af-
fordable, point-
of-information.
multi-media
referencing
kiosk system
designed to en-
tertain, educate
and encourage
consumers to
purchase pre-
recorded music
and rent or purchase videos through
touch-screen activation, while en-
hancing the bottom line of price- and
profit-conscious retailers everywhere.
Complete systems starting at $2995.00
and $65.00/month for updates. Sound
sampling option available.

800-854-1527, ext. 445

7

Videolog®-Select
Phonolog®-Select

Both industry standard video and
pre-recorded music databases are of-
fered in an ASCII data version for
computer application developers serv-
ing the retail market.

800-854-1527, ext. 445

Get over
42,000
videos

FREE!

Call 800-854-1527, ext. 445
for complete details
on this limited-time offer.

10996 Torreyana Road, San Diego, CA 92121
Phone 619-457-5920 FAX 619-457-3453

‘V|ﬂ[ﬂ|ﬂﬁ® A product of

TRADE SERVICE

The information source you can count on

Offer expires July 31, 1993, and is only valid to first-time customers.

CORERPOERATION
ENTERTAINMENT

Special interest
Continued from page 66
Mouse,"” read by Crystal Gayle and
John Lithgow, in September, and a
Sesame Street 25th-anniversary vid-
eo Oct. 8. Look for six new anima-
tions from LIVE's Family Home Enter-
tainment this month and a September
holiday promotion of its classics
(*'Rudolph,” "“Frosty,” etc.) and Ray-
mond Briggs' *'Father Christmas'’ be-
fore the November release of ““Tom
And Jerry: The Movie." Strand’s sec-
ond-half offerings include the ninth
release in their Thomas The Tank En-
gine And Friends series, “‘Daisy &
Other Stories.”

Frog Tales

Golden has ''Moira’s Birthday,"
“Stanley And The Dinosaurs' and a
new Encyclopedia Brown on tap for
August. November will see the clay-
animated '‘Frog And Toad Are
Friends' and ‘"Uncle Elephant.”
GoodTimes adds to its Peter Rabbit
And Friends series with the Sept. 15
release of "'The Tale Of Tom Kitten
And Jemima Puddle-Duck’ and "'The
Tailor Of Gloucester.” And two new
““Tales And Tunes’' are slated for
September from Video Treasures.

The Wood Knapp Children's Circle
label releases ‘‘Harold Stories' this
month, based on the imaginative
Crockett Johnson books. Rabbit Ears
has again tapped top talent for its
storytelling—Graham Greene for
“'Squanto And The First Thanksgiv-
ing"" (August), Michael Keaton for
“"Mose The Fireman” (September)
and Ruben Blades for “‘Joseph And
His Brothers™ (October).

Lightyear Entertainment has lined
up Sigourney Weaver again, this time
to read its U.S.-Russian animation of
Hans Christian Andersen’s ""The Wild
Swans." Strand plans another Thom-
as release with August's “‘Daisy,” as
well as the holiday animation "'On
Christmas Eve.” PolyGram has four
new Shari Lewis videos set for Aug.
17 on the A&M label. MCA-Univer-
sal's fall is filled with animation, in-
cluding three ""Caspers,” six ‘‘Back
To The Futures" and six of “'Fievel's
American Tails."" More Shelley Du-
vall's Bedtime Stories are expected
in the first quarter.

Look for a Trollies Christmas video
from PPl in October. Late September
will see three new Baby-sitters Club
vids from KidVision. Kidvidz, now
with P/S/S, will have two new entries
next month, on pets and money mat-
ters. P/S/S itself promises ‘‘Wee
Sing #8," with a train theme, Sept.
1. The music front also brightens with
MCA's “'Raffi On Broadway' bowing
in Sept/Oct. And let's not forget the
jolly purple giant of kids' music. ‘'Bar-
ney And Friends: Home Sweet
Home'' comes out Aug. 25, with a
late October reissue of '‘Waiting for
Santa.”

Warner Home Video plans six new
cartoon compilations July 28, includ-
ing a Coneheads tape to coincide
with the movie's release. Three new
book-based animations are due Au-
gust 25, including “The Wind In The
Willows." And their Santa's Lil Help-
ers promotion boasts dozens of holi-

Continued on page 72
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AMWishiorWingshat Work

Richly animated and colovfully populated by a cast.of
ofi-beat characters, this muadoap Christmas carioon roniy
15 as delightfuliand %p,);gblefm grown=ups as it is for kids.

MCA / LIHIVER

Z/Oritten especially for the screen by acclaimed comic-sirip author and artist Berkeley Breathed,

" this merry animated tale stars two of his most popular creations, Opus, the flight-obsessed, earth-

), PR ¢ yaty S !
A e # Fully Animated.
AR A\ Written by BERKELEY BREATHED
Ll i & ; Adapted from the book “A WISH FOR WINGS THAT WORK”
i "'.". i Executive Prodocer BERKELEY BREATHED
ot Produced by PEGGY REGAN Directed by SKIP JONES

bound penguir and Bill, his addled feline cohort.
. Merry, magical and wonderful, this is a treat for the whole family.

» Based on the Well-known Comic Strip Characters.

i

Street Date:“Octobei 6, 1993
Color /@& /30 mins. /& /81329

©1991 Universal Cartoon Studios, Inc. and Amblin Entertainmen:, Inc. All Righté Reserved. .
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THOMAS
THE TANK ENGINE
& FRIENDS

Daisy, the first featured "
THOMES IS ON THE NS e " ome video.

» Thomas the Tank Engine & Friends,™
is on the multi award-winning series
“Shining Time Station”, viewed by l
more than 1.5 million families weekly!

25 brand new episodes of the series, i
now airing on Public Television
Stations nationwide!

The “Shining Time Station Live” Mall ]
Tour featuring Thomas attracts

thousands of Thomas fans at each .
appearance, and is now hooked

through 1993.

« “Thomas Toys, including Video, has
rang up nearly $200 million in sales
in 1992. R 200% growth in 3 years.”
-Wall Street Journal

Pre-’Orer |
‘Street Date: At

]
4 “o"

[/'l 15
Only PR

CAT. NO. 1209
R CODE: 0 95492- 1-209,:3

* priced stightfRighe in Canada o , & %
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~ on prefurdemfontwo years in a row
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PEEP! PEEP! Time for Thomas and five

of his friends appearing on their own
personalized collectable watches. :
R Fun Watch

Rvailable Only With
These Gift Sets

S

4 THOMAS
THE TANK ENGINE |
1 . &FRIENDS , »
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THIS FALL, EVERY KID WILL WANT
MARY-KATE AND ASHLEY OLSEN IN THEIR HOUSE

B g [

Ha
Amer)gg # ‘;EW.VOUP Photo taken yity
n
N -Kate ang
atvgpy a Ashiey Ojgen

i]e 11:30 am

and 45 om

7 music videos from Mary-Kate and Ashley including the title
track from their top-selling debut album Brother For Sale.
Brand new clips like “I Am The Cute One,” the title track from
their Fall '93 album. Performances from their recent ABC TV
prime time special.

The 7-year-old twins introduce each music video with clever
introductions and humor, giving their millions of fans a
glimpse of their lives behind the camera.

900000 GOBOBSSIPOSIOES

Top 8 TV “Q” on network television every year!

Seen on Full House up to 11 times each week!
*
“Brother For Sale” in featured rotation on
The Disney Channel since May!
*

National TV and print advertising campaign including
six “I Am The Cute One” ads on ABC’s Full House,
exceeding 200 million consumer impressions!

*

Mary-Kate and Ashley star in their second ABC TV Movie
tentatively titled Double, Double, Toil and Trouble this
Halloween. Their songs are featured on ABC’s Fall line-up
Special, How I Spent My Summer Vacation!

.

“I Am The Cute One” world premiere on
national television this Falll

L

And much more to come!

ORDER DATE: SEPT. 7, 1993
STREET DATE: SEPT. 28, 1993

Single Unit: 7 4860 30039-3 SRP: $12.98
24-Unit Prepack: 7 4860 39039-3 SRP: $311.52
12-Unit Prepack: 7 4880 39939-3 SRP: $155.768

Running Time: Approx. 30 minutes
VHS Hi-Fi Stereo

ATTENTION-GETTING
24-Unit Prepack with floor display
Apporox. dimensions:
49"h x 11"w x 16"d-(12 1bs.)
(Also available as a 12-Unit Prepack, 6 1bs.)

These exciting audio titles are also available from Mary-Kate and Ashley Olsen:

vt
=
=¢

Rt 0
.l..

1.Am The Cute One Brother l'gr cgale
7 4860 3(%%4 7 4860 30016-4
7 4860 36038-4/2 7 4860 35016-4/2
(9/28/93 street date)
The Great Big How To Ride
Terrible Mess A Rhinoceros
Read-Along Book and Tape Read-Along Book and Tape
7 4860 32031-4 7 4860 320324
S o

iy

™ BMG Music

Distributed by BMG Distribution. ©19983 200m Express

Special Interest

Continued from page 68

day re-releases.

MUSIC

The first releases, on video and |a-
serdisc July 20, on the new Epic Mu-
sic Video label are '‘Michael Jack-
son: Dangerous'’' and ''Sade: Life
Promise Pride Love." Arista aims for
fall videos on country artists Alan
Jackson and Brooks & Dunn and win-
ter “'greatest hits"’ vids from Whitney
Houston and Aretha Franklin.

BMG boasts a karaoke home video
later this month of “No. 1 Songs Of
Lennon And McCartney." July also
sees the release of “The Kids Are Al-
right: Special Edition" and '‘Tanger-
ine Dream: Three Phase.'" Expect Au-
gust releases on John Coltrane, The
Gipsy Kings and Dizzy Gillespie, with
fall compilations on such jazz greats
as Miles Davis, Count Basie and The-
lonious Monk.

PolyGram promises '‘Kiss: Konfi-
dential” this month, with a Billy Ray
Cyrus compilation and “‘Def Leppard:
Hystoria 2'' next month. Elektra ex-
pects ""Nanci Griffith Live'* in October
and “Erasure Live' later this year.
And Columbia delivers ‘‘Harry Con-
nick, Jr.: The New York Big Band
Concert” and ‘'Bob Dylan's 30th An-
niversary Concert” July 27, a Kenny
Loggins tape in September and Billy
Joel later this fall.

Aretha In The Park

MPI this month is repricing its Bea-
tle movies in conjunction with “Paul
McCartney: Movin' On." Then Sep-
tember sees the release of concert
videos from Ringo Starr and The
Judds (‘‘Farewell Tour™). Geffen gets
a Pat Metheny Group video out July
20, with offerings from Nirvana and
Jackyl due mid-September.

A*Vision brings Snow and Lemon-
heads videos out later this month and
“'Skid Row: Road Kill'* in October.
Warner-Reprise sees an August re-
lease for vids starring Miles Davis
and Gene Autry and fall titles by
Dwight Yoakam and Jane's Addic-
tion. Rhino highlights inciude July
21’s “‘Blues Masters, Volumes 1 &
2, August 11’s '‘Peter, Paul And
Mary Holiday Concert” and a three-
volume series of VH1's "'My Genera-
tion'’ hosted by Peter Noone, and
Sept. 22's “Aretha Franklin Live At
Park West."

EXERCISE AND FITNESS

A*Vision has set a Sept. 1 release
for '*Reebok Power Step,” Sept. 8 for
Kathy Smith's workout No. 12 (“‘Step
Buns And Thighs') and Sept. 15 for
Jane Fonda's 17th, “Favorite Fat
Burners."

GoodTimes also likes Sept. 15 for
its release of “Richard Simmons:
Sweatin’ To The Oldies 3," and Octo-
ber sees Cindy Crawford's second fit-
ness vid and Marky Mark's first. Barr
Entertainment shapes up the fall sea-
son with three new volumes of ““The
Cory Everson Weight Training Sys-
tem."”" And Goldstar jumps in with
"Hip Hop Aerobics with M.C. Cash"
in August.

Video Treasures has two new

Continued on page 91
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S”RAND HOME VIDEO HAS

ESTABLISHED ITSELF AS A

LEADING DISTRIBUTOR OF

QUALITY CHILDREN'S

PROGRAMMING. LAST
YEAR WEADDED A
NUMBEE ONE SELLING
MUSIC VIDEO, “QUEEN
WE WILL RGCKYOU'. NOW
WE ARE A3DUT TO ADD A
SECOND ONE-
‘TINATURNER, THE GIRL
FROM NUTBUSH".
HAVING MADE A SUCCESS
OF CHILDREN'S AND MUSIC
WE'RE NGW GOING TO
EXPERIVENT WITH A
LITTLE SPORT-
BASKETBALL -
COMING TO A HOOP

NEAR YOU THIS FALL ...

“THE STORY OF A GAME".

D'stributed by:
Strand Home Videe
3350 Ocean Park Bivd.
Santa Monica, CA 90405
(3109 396-701

i GROWA UP GOMPAITY-

EMERSON, LAKE & PavER
“Welcome Bazk™

TILL YOUDE AT HEAAT

1 2 ;

| ; : :~

1) JENINIE GARTH S Body In Progress cat. No. 6300/$19.9 ® 2) LITTL= TOOT cat. No. 1620/$12.99 = 3) QUEEN - we Will Rock You Cat. No. 2115/$14.99 <r\ (4

4) JUNG_'ES Cat. No. 1666/$9.99 » 5. ROALD DAHLS Revolting Rhvmes Cat.No. 1655/$9.99 6) BUMP -My =irst Video Cat. No. 1851/$3.99 . K 7
7) POSTMAN PAT'S 123 Story cat. Ne.1654/89.99 * 8) BREFTFIT Cat. v0.6230/519.99 + 9) TINA TURNER, The Gitl From Nutbush Cat. No.8122/$19.99 A\/sﬁ —

10" ON CHRISTMAS EVE cat. No.1663/812.39.# 11) EMERSCN, LAKE & PALMER “Welcome Back” Car. No. 8121/$14.99 i g

12) Mr Men In the Great Alphab3t Hunt cat. No.wsjgw,gg »12) THE STORY OF A GAME, Volume 1, Tre Early Years Cat. No.6501/$14.99 - EE 10 13 [
- . ~= i 12 T

- ll.'- = N -li'_-h |."-"|;I :
S, =

www.americanradiohistorv.com


www.americanradiohistory.com

THE CLOSEST YOU'LL EVER GET TO
PERPETUAL MOTION: OTARI LOADERS, TMD DUPLICATORS,

AND AUTOMATION SYSTEMS.

When your loader or systems will all work When it comes to video dupli-
duplicator stops, you lose money. together, and the cation, Otari's TMD™ High Speed
That's why many of our customers hassle of dealing Video Duplicator is the acknowl-

tell us that Otari sells the least : with several manufac- edged leader _
expensive duplicating o turers is eliminated. for demanding, [, "
and loading equip- Otari audio and video loaders high volume i
! ment they can buy— provide the ultimate in loading operation. It
they know that the speed and automatic will produce S
i : real cost of loaders operation. The new 495 VHS EP high quality _
< and duplicators must AL-632 and AL-662 - copiesinthetimeittakes  * % ':;:
be measured over time, and in- provide standard audio i :'; a real-time deck to produce one!
cludes interrupted production, cassette loading, and e l Otari. The loaders and dupli-
rejects, customer returns, and can be simply converted e cators to buy when your profits
cost of repairs. for the new Digital Compact depend on non-stop operation.
And now that Otari fields Cassette (DCC) tape. Call us at @15) 3415900 to find
a full line of loading, duplicat- The new AL-652 is a fully out about equipment that produces
ing, and automation equipment, P automatic RDAT loader, as well on the 5th year, as on the
you can buy from one source.  with dual pancake supply. 5th day.

For video loading, the
KL-2500 and the T-32011
are VHS dual supply loaders, and

the T-812 is an 8mm dual supply EEHE’M

loader. Otari Corporation
378 Vintage Park Drive
Foster City, CA 94404
US.A.
(415) 341-5900
Fax: (415) 341-7200

This way, youll know your

Otarl Corporation Otarl Inc. Otarl Otarl Otarl Singapore
US.A. Japan (UK) Ltd. Deutschliand GmbH Pte., Ltd.
415) 341-5900 (0424) 81-8626 United Kingdorm Gemany Singapore
Fax: (415) 341-7200 Fax: (0424) 81-8633 (0753) 580777 02159/50861-3 (65) 743-7711
Fax: (0753) 542600 ’ Fax: 02159/1778 ' Fax; (65) 743-6430

www.americanradiohistorv.com
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Otari’s rotary splicing svstem

is famous for delivering accurate
and consistent splices, while

heavy duty tape guides and rugged
mechanical assemblies let Otari
equipment keep running long after
other equipment is sold for scrap.
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1941 ACADEMY AWl

o Best Costume Design
o Best Music
* Best Song

PERFECT
FOR
RENTAL
OR

SUGGESTED RETAIL PRICE:
SELL
THROUGH!

DEALER ORDER BATE: AUCHST b, 1395 STREET DATE: SEPTEMBER £, 1%

Twentieth Century Fa» Presents WILLIAM HOLDEN JENSIFER JONES in
LOVE IS A MANY-SPLENDORED “HING with Torin Thather
Based on A MANY-SPLENGORED THING by Fzin Suyin Screenplay bw JOHN PAIRICK
Produced kv BUDDY ADER Directed by HENRY KING

@ A CinemeScope® Picture- Solor by DELUXE® o,
[NOT RATED]

© '9~3 "wentieth Cantury I« Film Corporation, Y viD
© Reneved 1383 Twentieth Ceneary Fox Film Corporatiar. E——— 4
* anada $24.98. © 1993 Foxvideo. Inc. Foxvideo™. "STUDIO CLASSEES " anctre “FOX" wordmarks and loges are tradenarke of fveutets Zenury
Fox Film Corporation. Academy Award” and Oscar* ase m registered tralemarks anc service marks of the Acsdemw of Motios Bicure arte azd Ssienrs.
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I
x |
H5le |2 . '
N (58 | & |
|23 @ Copyright Owner, Principal 50 £ |
13 = TIEE Manufacturer, Catalog Number Performers 2 ‘ @
* NO. 1 x x % l
Warner Bros. Inc. .
1 | 1 | 3 | FOREVER YOUNG o el e e o] Mel Gibson 1992 | PG
2 | 2 | 6 | ARIVER RUNS THROUGH IT Columbia TriStar Home Video 51673 g;gf;’t‘f”e’ 992 | e 1
N Hollywood Pictures .
3 | 3 | 8 | THE DISTINGUISHED GENTLEMAN Hollywood Home Video 1716 Eddie Murphy 1992 | R
. I . Gary Oldman
4 | NEW)D> | BRAM STOKER'S DRACULA Columbia TriStar Home Video 51413-5 i T l 1992 R
5 4 | 5 | HoFFA FoxVideo 1991 Jack Nichoison 1992 | R
i Danny DeVito l
! Merchant tvory Productions Emma Thompson !
§ 5 I 5 HOWRRDSTENE Columbia TriStar Home Video 26773 Anthony Hopkins | 1992 G J
) Madonna |
1 . 11 | 2 | BODY OF EVIDENCE MGM/UA Home Video M102987 T : 1993 | NR
I
| 87| 5 | Tovs FoxVideo 1992 Robin Williams 1992 | PG-13
i 9 Warner Bros. Inc Hi [ {
| 6 | 12 | PASSENGER 57 Warner Home Video 12569 Wesley Snipes | 1992 R I
I 1
110 | 9 11 | THE MIGHTY DUCKS Wait Disney Home Video 1585 Emilio Estevez 1992 | PG ‘
| |
11| 10 GLENGARRY GLEN ROSS Live Home Video 69921 A | 1992 | R
| [ I Warner Bros. inc. 1
12 | 8 | 13 | UNDERSIEGE s o Steven Seagal ! 1992 | R
f | R - i ]
| Paramount Pictures Andy Garcia l
13 NEW ’ JENNIFER 8 Paramount Home Video 32495 Uma Thurman 1332 | fo
I Hollywood Pictures Kevin Kline |
14112 ‘ 13 | CONSENTING ADULTS Hollywood Home Video 1523 Mary Mastrantonio | 1992 | R
15| 13 | 5 | USED PEOPLE FoxVideo 1993 ShineMaclaire 1992 | PC-13
Jessica Tandy |
New Line Home Video Jeremy lrons | |
| 16| 16 | 2 | DAMAGE Columbia TriStar Home Video 52943 Juliette Binoche | 1992 | MR
] N T
17| 15| 11 | HERO Columbia TriStar Home Video 51563 Dustinlkiofiman | 1992 | PG-13
i Geena Davis | |
[ Universal City Studios Bill Paxton T oo |
(18 114 | 8 | TRESPASS MCA/Universal Home Video 81218 ice-T |
[ Paramount Pictures [
19| 17 | 9 | scHooL TIES A i P 8§ Brendan Fraser | 192 | pe-13 |
Miramax Films Miranda Richardson ] |
20 13 9 ENCHANTEDARRIE Paramount Home Video 15114 Joan Plowright 1992 r6
i |
21| 20 | 13 | RESERVOIR DOGS Live Home Video 68993 Liapevjkeie! 1992 | R
| Tim Roth | |
22| 25| 2 | KNIGHT MOVES Republic Pictures Home Video 2200 Christopher Lambert [ 03 | W |
J Tom Skerritt |
| Universal City Studios Robert Redford |
32z || E] ISNEAKERS MCA/Universal Home Video 81276 Dan Aykroyd [ 192 R
T | R — T
| Touchstone Pictures Etien Burstyn
2 2 THE CEMETARY CLUB Touchstone Home Video 1781 Olympia Dukakis 1993 | PG-13 |
. Dimension Terry Farrell
5| n 6 HELLRAISER 1Il: HELL ON EARTH Paramount Home Video 15162 Pauta Marshalil 1992 NR
New Line Home Video Tim Robbins |
26 | 18 | 13 | THE PLAYER Columbia TriStar Home Video 75833 Greta Scacchi el B
T 1
) Eric Roberts |
27 | 30 | 2 | BEST OF THE BEST 2 FoxVideo 3380 Christopher Penn 1993 | R
T |
28 | 28 | 20 | ALEAGUE OF THEIR OWN Columbia TriStar Home Video 51223-5 10 Hanks 1992 | PC
| - - Geena Davis | |
29 | 21 | 17 | THE LAST OF THE MOHICANS FoxVideo 1986 Danel Day-Lewis 992 | R |
Madeleine Stowe
Epic Home Video . . |
30| 2 3 . SHADOW OF THE WOLF iy - m— Lou Diamond Philiips 1992 | PG-13 |
| ; I
31131 | 2 | THELOVER NG YidED Jane March [ 1903 | WR
| M102935 i ! |
Touchstone Pictures Kurt Russel!
32 | % 14 CAPTAIN RON Touchstone Home Video 1586 Martin Short L1992 FG-13
J ) Tim Robbins
33| 23 | 9 | BOB ROBERTS Live Home Video 69898 Giancarto Esposito 1992 | R
. Touchstone Pictures .
34 | 35 | 8 | THE GUN IN BETTY LOU'S HANDBAG e Mo e Penelope Ann Miller 1992 | PG-13
Universal City Studios Meryl Streep |
5% | 3 | %0 | DEATHBECOMES HER MCA/Universal Home Video 81279 Goldie Hawn 1992 | PG-13
l Playboy Home Video Barbara Alyn Woods
36  NEWD- | EDEN2 Uni Dist. Corp. PBV0738 Jack Armstrong 1993 | NR
37|37 | 9 | LEPRECHAUN Vidmark Entertainment VM5503 WanvickIDavS 1992 | R
[ Jennifer Aniston |
Miramax Home Video . '
38 32 | 4 | JOHNNY SUEDE Paramount Home Video 16115 Brad Pitt [ 1992 | ®r
1
i 39 | NEW D | WHITE WOLVES: A CRY INTHEWILD Il New Horizons Home Video NHO0470 X;Ft[')\f),cecnozy 1993 | PG |
I Ul —
40 | NEWP> | FROZEN ASSETS FoxVideo 1994 Shelly Long 1992 | PG-13
| Corbin Bernsen { :

®ITA gold certification for a minimum of 125,000 units or a dollar volume of $9 million at retail for theatrically released programs, or of
at least 25,000 units and $1 mitlion at suggested retail for nontheatrical titles. ©ITA platinum certification for a minimum sale of 250,000 units
or a dollar volume of $18 million at retail for theatrically released programs, and of at least, 50,000 units and $2 million at suggested retail

for nontheatrical titles. © 1993, Billboard/BPI Communications.
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DIGITALVIDEO

Airplane
Top Gun™
Indecent Proposal*
Patriot Games
Fatal Attraction
The Hunt for Red October
Trading Places
The Godfather® I, II, 11l
An Officer and a Gentleman
Days of Thunder™
Beverly Hills Cop® |, Il

Star Trek® I-VI

Music Videos:
u2
Bon Jovi
Billy Ray Cyrus
Sting

Philips Introduces Digital Video on CD-i.

This will do for the video industry what (D did for the music industry.

When Philips invented the compact disc over 10 years ago, it was
quickly embraced as the new standard of audio excellence. Now
Philips has combined fully enhanced digital pictures, crystal-clear

digital sound and interactive full-

screen, full-motion video — all on

Philips CI>-i. This gives your

customers -he hottest movies and

music videos, dazzling interactive

games, and enlight-
ening interactive

© 1993 Philips Consumer Electronics Company. A Division of Philips Electronics North America Corporation..

* Availability subject to actual release date. ™ and ©1993 by Paramount Pictures. All Rights Reserved.

Days of Thunder™, Top Gun™ are trademarks of Paramount Pictures. BEVERLY HILLS COP, THE GODFATHER,
and STAR TREK are registered trademarks of Paramount Pictures. All Rights Reserved.

Another First From Philips.

learning opportunities. Further,
Philips is proud to announce the
release of many Paramount

movie hits on CD-i. Top films

like the Star Trek films, Top Gun
and many more will soon be available on this new digital standard.
With Philips CD-i Digital Video, you now have a full array of
quality entertainment on interactive disc. See it for yourself at
Booth 2957. We think you'll agree it’s the future of your business

and a whole lot more.

D[ DO-i

%~  PHILIPS

Y
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GOODTIMES
ENTERTAINMENT:

A NEW GENERATION
IN VIDEO SALES.
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The most popular personalities
in the world are coming to
home video — and setting a
new standard for video sales —
on GoodTimes Entertainment.

In just eight yea-s, GoodTimes Entertainment
has become a leading force in programming for
audiences around the world — and turning our
celebrity-driven original titles into sore of the
most significant hits in the history of home video.

Cindy Crawford’s Shape Your Body Workout,
hailed as the production standard for fitness videos
in the 90’s, has sold over 3 million units on its way
to becoming the warld’s best-selling exercise program.
A new video starrng Cindy Crawford s coming in
Fall 1993. The Richard Simmons “Sweatin’ To
The Oldies” exercisz titles are among America’s
favorites. Sweatin’ To The Oldies 3 is coming in
Fall 1993 along wita a special-offer promotion!

We are now proud o introduce n2w additions
to our star-studded line-up. Charlton Heston
Presents The Bible is an acclaimed performance,
shot on location in the Holy Land, and told by the
legendary actor as only he can. Marky Mark will
be bringing his ow1 hot brand of sex appeal and
sales muscle to vidzo with a personal workout tape
like no other beforz it. And “the world’s sexiest
man,” Fabio, star of best-selling romance novel
covers, is coming to video with a unicue, romantic
series all his own.

Watch for the stars of home video success —
they're shining on GoodTimes Entertainment!
Contact your distributcr or call
GoodTimes Entertainirent
16 East 40th Street
New York, NY 10016

212-951-3000
Fax: 212-213-9319

RICHARD &
SIMMONS

bOODTIMES

ENTERTAINMENT
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CLASSIE

THIS AUGUST

THE OSCAR-WINNING EPIE (F
HE LEGENDARY ERESIIEN].

PRI ET T T

sTuHLY Tz Tgraselr

FIRST TIME ON VIBEO!
© “0ce of *he f nest films ever produced in

* Ho liwodc™ ‘Nzw Yorz Daily News), this supzrh

sceen Liezmpky of President Woodrow Wi san

- is arick parosama of his personal and political

SUGGESTED RE™AILPRICE

144

PERFECT

RENTAL

OR
SELL

THROUGH!

CATALOG #1778

lives, Alfmlia:](mx,(;emldine Fitzgeralc,

LOOK FOR
A NEW
STUDIO CLASSIC
ON THE FIRST
WEDNESDAY OF
EACH MONTH

DEALER DROER DATE WILY 9, (985 STREET DATE: AUGUST 4. 193

Teertieth Certury “omPresents DaRRYLF. Z.NUCK'S 2roductian o” WILSON
with ALEXANTER KNDX (FARLESICOBURN ZERALDNE “ITZGERALD THOMAS MITCHELL
RUTH NELSON SIR CEDRICHARDWICKE VNCENY PRCE WIL.IAM EYTHE MARY ANDEFSOM
RUTH FIRD SIDNE” BIACKMER MADEIEIEE BOREES STAMLEY RIDGES EDDIE FOY, R.
wrian for the Scoeen by 1As1AR "ROTH Fraduced by DARRYL F. ZANUCK
Direded by HENR™ EING Phtograsled in THCHNICOLOR'

© 944 Wwantiett sentary box K= Coooraton,

[NCT RATED|

™

* Canada $24.98. © 193 wxMideo, Ine Forvico'

© Benewed 1972 Twer sethrCenairy “ex Filne Corporation.

"STULNORCLASSIGS™ wad e “BOK wordmarzs and logos are trademarks of Twentirth Cemtisy Fox

Filem Corporation. acac>ry Mard® anc Oscar arcghe regiseered trllemsirksand semvice marks of the Acadeny of Moton Picture Aris and Seaees.
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2| 5| @ TITLE Copyright Owner, Principal 58 £ §;
E 5 B Manufacturer, Catalog Number Performers e o B3
* 4% NO.1T " o »
1 1 160 | PINOCCHIO® Walt Disney Home Video 239 Animated 1940 G 24.99
237 Tgs;aov PLAYMATE OF THE YEAR sy HC"(;:; ‘gg‘\’/%n . Anna Nicole Smith 1993 | MR | 1995
3 2 | 36 | BEAUTY AND THE BEAST Wait Disney Home Video 1325 Animated 1991 | G | 2499
4|6 |9 Eﬁgﬁ;f_li'gaémm SONGS: Walt Disney Home Video 1845 Animated 1993 | MR | 1299
PLAYBOY CELEBRITY CENTERFOLD:  Piayboy Home Video .
S | 5 | 16 | jESsicA HAHN Uni Dist. Corp. PBV0729 essicalblatin 1993f])  NR} | 993
6 4 7 STAR TREK VI: THE UNDISCOVERED Paramount Pictures William Shatner 1991 PG 14.95
COUNTRY Paramount Home Video 32301 Leonard Nimoy :
GoodTimes Home Video John Wayne
1 l 1l MCLINTOCK! MPI Home Video 6022 Maureen Q'Hara 1963 NR 19.98
Qrion Pictures .
8 | 8 | 21 | DANCES WITH WOLVES o X e Kevin Costner 1990 | PC-13 | 14.98
PLAYBOY 1993 VIDEO PLAYMATE Playboy Home Video ) ;
9111 8 REVIEW Uni Diat. Corp. PBV0736 Various Artists 1993 | NR | 1995
10 | 10 | 65 | 101 DALMATIANS Walt Disney Home Video 1263 Animated 1961 | G | 249
BLADE RUNNER: THE DIRECTOR’S The Ladd Company Harrison Ford
1 3 cuT Warner Home Video 12682 Sean Young 1982 i 3393
12| 15| 5 gggggy RHYMES WITH MOTHER The Lyons Group 99031 Various Artists 1993 | W 1495
13 | 9 | 13 | BARNEY'S BEST MANNERS The Lyons Group 99021 Various Artists 1993 | NR | 1495
14 | 18 | 14 | COUNTRY LINE DANCING Quality Video, Inc. 60053 Diane Horner 1992 | NR | 999
15| 13 | 8 | PLAYBOY: EROTIC FANTASIES IIi filavboypiomelvideo Various Artists 1993 | NR | 1995
: Uni Dist. Corp. PBV0735 _l
PENTHOUSE: THE ALL-PET Penthouse Video . :
16 | 16 | 10 | workout A*Vision Entertainment 50370-3 VarioustALtists P3| NRY 119,98
17 | 14 | 4 | 0ZZY OSBOURNE: LIVE & LOUD Epic Music Video 29v-49151 Ozzy Osbourne 1993 | NR | 2098
181 17 | 2 ESCEE¥SR'!AGICAL MUSICAL The Lyons Group 98091 Various Artists 1992 | wR| 1495
PLAYBOY: THE GIRLS OF THE Playboy Home Video - .
18119 | 8 | CABARET ROYALE Uni Dist. Corp. PBVO737 Various Artists 1993 | NR| 1995
20 | 22 | 20 | ROCK WITH BARNEY The Lyons Group 98081 Various Artists 1992 | NR | 1495
! Z00 Records
21| 20 | 19 | GREEN JELLY: CEREAL KILLER @ BMG Video 11036 Green Jelly 1993 | NR | 1698
) Dolly Read
22 | 26 | 6 | BEYOND THE VALLEY OF THE DOLLS  FoxVideo 1101 Edy Williams 1970 | NC-17 | 19.98
. Penthouse Video . .
23 | 32 | 10 | PENTHOUSE: KAMA SUTRA e e S e . o Various Artists 1993 | NR | 2998
" Patty Duke
24 | 21 | 6 | VALLEY OF THE DOLLS FoxVideo 1047 Sy T 1967 | PG | 19.98
25| 23| 10 Zgﬁggggnm MERCURY TRIBUTE Hollywood Records Music Video 1780 Various Artists 1993 | NR | 1999
26 | 25 | 22 | BARNEY IN CONCERT The Lyons Group Various Artists 1992 | NR | 1495
) Joe Pesci
27 | NEWD> | MY COUSIN VINNY FoxVideo 1876 YA vy 1992 | R | 1998
s Miramar Images Inc.
28 | 30 | 28 | BEYOND THE MIND'S EYE A e e aliss Jan Hammer 1992 | NR | 1998
29 | 24 | 8 | THE JUNGLE BOOK Walt Disney Home Video 0602 Animated 1967 | G | 2499
] PLAYBOY 1993 VIDEO PLAYMATE Playboy Home Video 3 .
30 | RE-ENTRY ST Uni Dist. Corp. PBV0720 Various Artists 1992 | NR | 1995
X Playboy Home Video . .
31| 36 | 22 | PLAYBOY: SEXY LINGERIE V Uni Dist. Corp. PBVO727 Various Artists 1993 | NR | 1995
32| 3| 8 E’;EgggM'ERE COCCECTION PolyGram Video 4400861533 Andrew Lioyd Webber | 1993 | NR | 1995
PLAYBOY: INTERNATIONAL Playboy Home Video ) .
33| 27 16 PLAYMATES Uni Dist. Corp. PBVO730 Various Artists 1993 | NR | 19.95
34 | 37 | 78 | FANTASIA Walt Disney Home Video 1132 Animated 1940 [ G | 2499
* i Geffen Video s
35 | NEW D> | MAKING F#*1ING VIDEOS: PART Il N ol A—— Guns N’ Roses 1993 | NR | 1498
36 | 29 | 2 BARNEY GOES TO SCHOOL The Lyons Group 98061 Various Artists 1992 | NR | 1495
37 | NEWD | LT PolyGram Video 4400863893 Lawrence Taylor 1993 | NR | 19.95
38 | 38 | 72 | PETER PAN Walt Disney Home Video 960 Animated 1953 | G | 2499
33 | NEW D> | NEIL YOUNG: UNPLUGGED Warner Reprise Video 3-38354 Neil Young 1993 | NR | 19.98
. Penthouse Video
40 | 31 | 10 | PENTHOUSE: SATIN & LACE Il o o . Various Artists 1993 | NR | 19.98

@ RIAA gold cert. for sales of 50,000 units or $1 million in sales at suggested retail. & RIAA platinum cert. for sates of 100,000 units or $2 million in sales at
suggested retait. ®ITA goid certification for a minimum of 125,000 units or a dollar volume of $9 million at retail for theatrically released programs, or of at least 25,000
units and $1 million at suggested retail for nontheatrical titles. < 1TA platinum certification for a minimum sale of 250,000 units or a dollar volume of $18 million
at retail for theatrically released programs, and of at least, 50,000 units and $2 million at suggested retail for nontheatrical tities. © 1993, Billboard/BPI Communications.
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Feeling The
Interactive Reach

With 2 million CD-ROM
drives already on line, the rush
IS on to convert movies, music
and anything that spools into

multimedia titles.

BY CHRIS McGOWAN

] epurposing’' is a popular buzz-

word in the multimedia industry these
days, and it means adapting material
from one medium for use in another.
It's a word that has special connota-
tions for both motion picture and
home video executives.

An abundance of interactive CD-
based projects are being released
this year that ‘‘repurpose’’ movies
and music videos, transforming them
into games and multimedia titles for
the more than a dozen “platforms”
(i.e., “formats”) now available.

Corporate giants Time-Warner,
Sony, Sega, Paramount, Philips, NEC
and Microsoft are all active on the
software side, with Disney, Viacom,
Nintendo, Fox, MGM/UA, MCA and
Turner gearing up their own multime-
dia divisions or products. Voyager
Company, Electronic Arts, LucasArts,
Broderbund, Commodore, Tandy and
Compton’'s NewMedia are among
those who have also taken leading
roles.

CD-ROM titles like Voyager's “'A
Hard Day’s Night'' and Compton's
"“The Compleat Beatles,” Sony Ima-
gesoft game versions of "'The Last
Action Hero" and *"Clifthanger,” Se-
ga's upcoming interactive ‘‘Jurassic
Park” and Sega/Disney/Virgin's
“'Aladdin”’ game should all boost
multimedia stock in 1993.

In addition, original interactive live-
action movies such as CD-I's **Voy-
eur” will test new waters; and such
animated interactive programming as
Warner New Media's ‘‘Hell Cab,

Continued on page 82

320 VIDEOQS IN 2 sq. feet!

Cat. #10022

nnmcnr‘, RU‘UCUV‘ Rnan:ﬂ m:u:n-a
- -

Cat. #8764

o Each display holds 24 units -
12 RoboCop videds and
12 RoboCop 2 videos.
< Weight including
product: 21 Ibs
o Carton size: 28%" » 19" x 6%"
< Assembled display:
61" x 29%" x 20"
* Retail Value: §359.52

Gontact your authorized Orion distrihutor for details.

LIMITED QUANTITIES. ..ORDER NOW!

Video
.| tlatin Browser Pak-
3 ditterent sizes

Browser

DISPLAY SYSTEMS
CHICAGO ONE STOR INC. W [T .

401 West Superior SI. i) B ‘
Chicago. Ilhnois 60610 Geaaenss L
312-822-0822 ] -y
B00-822-8410 N | 1515550 s asson
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Interactive

Continued from page 81

Presto Studio's ““The Journeyman
Project’” and Reactor's '*Spaceship
Warlock' have been testing the
boundaries between game and
branching story.

Tower Jumps In

Until now, computer stores have
dominated retail distribution of CD-
ROM product, but video retailers are
slowly beginning to explore the inter-
active universe. Distributors Ingram
Entertainment and Baker & Taylor
have entered the CD-ROM market,
Major Video Concepts is working

The increasingly
close ties hetween
games and movies
are demonstrated

by Sega’s
recent decision
to add ratings
(GA, MA-13 and MA-17)
to its games.

with CD-ROM and CD-l, and ETD is
also examining new platforms (Bill-
board, May 22).

Tower Records/Video is boldly
lighting out for the digital territory. The
chain currently carries Sega CD play-
ers and software, Warner New Media
and Voyager Company CD-ROMs
(for both Macintosh and DOS/Win-
dows-based PCs), adult titles from
Laserdisc Entertainment and—in se-
lect stores—CD-| programs from Phil-
ips. Tower was also set to add Comp-
ton's NewMedia to the mix this
month.

“It's really early in the game, but
we're pleased by the results,” says
John Thrasher, VP of video purchas-
ing and distribution for the chain.
Sega CDs have been the hottest CD-
ROM format for Tower, hampered
only by a limited number of titles
(about 30 so far).

“I'm sure hoping ‘Jurassic Park’ is
going to be a great tie-in,”’ adds
Thrasher. The Sega Genesis 16-bit
cartridge version of the Steven Spiel-
berg dinosaur epic will bow soon af-
ter the theatrical release of the movie;
the CD edition is set to follow in the
fall and is considerably more elabo-
rate.

The $59.99 “‘Jurassic Park’ Sega
CD will mix live-motion video footage
with animated sequences, and prom-
ises to surround players with 3D au-
dio made possible with "'Dynamic
QSound.” In it, the game action picks
up where the movie leaves off, and
players are guided in their efforts by
famed paleontologist Robert T.
Bakker. He appears as a field guide
in the CD, describing each dinosaur
and its individual attributes.

Tower also has high hopes for

Continued on page 83

4 Billion Consu

Disney’s Greatest Campaign Will Drive Record
Colgate.

Consumers
Save $5...

/ With Purchase Of Any

Disney Classic Including
Aladdin-Plus 4 Colgate®
Oral Care Products! *

+ S7 Million Colgate®
Promotion!

- Network, Spot & Cable TV!

- National FSI o 51 Million
households on Sunday, October 3!

AF‘A‘MAR%S®

st Song
%gst Score

e

- Phenomenal exposure on Disney
& Colgate® Displays and 19
million Colgate® packages!

Stock Up
Now On
All Disney

Classics!

Offer Expires
12/31/93.

$24.99 Suggested Retail Price
Prebook: August 24
Will Call: September 28

Street Date: October 1

e X 99 * Mail-n Offer good 9/28/93 to 12/31/93. See full details in 10/3/93

newspaper insert or on tear pads and specially marked Colgate® boxes

@AL IBO St at participating refailers. Void where prohibited.
r ‘sNEP @L@_ @ Ock # 03 Walt Disner Hame Video distributed by Buena Vista Home Video, Burbank, CA 91521
HOME VIDEO $ © The Welt Disney Company.
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mer Impressions...
Sales On Aladdin And All Disney Classics!

Contact Your
Dis-ey Sales Rep
For Exciting
Display Options!

** Additional pizza purchases required. Magic Pizza Hut® Card supplies limited.

Offer expires 1/21/94. Details on Magic Pizza Hut® Card inside cassette.
Void where prohibited.

4

b

#
—
—
4

s = ———
BILLBOARD JULY 17,1993

Ap‘
1ZZa
“Hut.

Consumers

' Save Up To $10
AtPizza Hut"!

) .
/ gy Py
v,

P
I Coupy, ns ’"":: l::he ]
1, € !

i

""""
s

Includes FREE Kid's Pizza
Pack with Magic Pizza Hut® Card
inside every Aladdin video! **

~ + Pizza Hut® Delivers A
~_ S17 Million Campaign!

: - Massive Network, Cable
& Spot TV coverage!

/- National Print Ads reaching
Cage 40 million households!

. -Over 70 Million Impressions
11 > onPizza Hut® P0.P. and

~s delivery boxes!
S

- Special “Aladdin Kids’
Night” at Pizza Hut® every week!
Half-Price Meals and Aladdin

giveaways & games!
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Interactive

Continued from page 82

"Aladdin,” whose Sega Genesis ver-
sion will launch simultaneously with
the video release, and a Sega CD
edition is "a possibility’” in 1994, ac-
cording to Ellen Van Buskirk, director
of marketing services for Sega of
America.

Sega sold more than 200,000
Sega CD players during the last
Chrismas season and hopes to move
about a million units this fall. "We're
supporting this in a very big way,"”
says Buskirk. Over $10 million has
been invested in the Sega multimedia
studio in Redwood City, Calif.

Rating Games

Interestingly, the increasingly close
ties between games and movies are
demonstrated by Sega’s recent deci-
sion to add ratings (GA, MA-13 and
MA-17) to its games. In addition, rev-
enues from hit video games now rival
the grosses of blockbuster motion
pictures, and vidgame characters
such as Nintendo's Mario Brothers
are moving to the big screen.

The increasing importance of digi-
tal technology in entertainment and
the growing links between movies
and video games were reflected earli-
er this year in the founding of Digital
Domain, a visual effects and digital
production studio created by IBM, di-
rector James Cameron and special
effects veterans Stan Winston and
Scott Ross (Billboard, April 3).

Music video is also being exten-
sively "‘repurposed’’ for multimedia
“platforms."” Sega CD offers the
“"Make My Music Video' series, in
which viewers can edit, splice, color-
ize and add various effects to videos
of pop stars like Marky Mark, INXS
and Kris Kross. A U2 title is set to
launch in the CD-I format, and digital
pioneer Ty Roberts and his new com-
pany lon are working on a David
Bowie interactive video.

Marc Canter co-founded Macro-
Mind, which developed the wildly
successful ''MacroMind Director’' au-
thoring software for Macintosh com-
puters and has since formed Canter
Technology, based in San Francisco.
Canter is developing ''MediaBand,"
an elaborate home-performance soft-
ware system that will ultimately allow
users to play along with and enter into
music videos in a radical leap for-
ward in audience participation.

Touring With The King

Documentaries and special-inter-
est programming will also benefit
greatly from multimedia enhance-
ments. For example, the travel video-
cassette may soon be replaced by ti-
tles such as Deep River Publishing’s
CD-ROM "Adventures.” The $79.95
title explores adventure vacations
and unusual travel experiences
around the world. Included is live
footage of treks from Madagascar to
Alaska, 2,500 color photographs and
over 2,000 pages of text. Deep River

is located in Portland, Maine.
Compton's CD-ROM edition of
“The Compleat Beatles" (based on
the 1982 documentary movie) was
put together by Crunch Media, based
Continued on page 88
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l A Double Dose Of Murray; Voyager’s ‘Dracula’; A Box Of Clint

MURRAY TIMES TWO: Bill
Murray has two films debuting on
laserdisc Aug. 25: Columbia Tri-
Star’s “Groundhog Day” (wide-
screen, $34.95) with Andie
Macdowell, and MCA/Universal’s
“Mad Dog And Glory” (wide or pan-
scan, $34.95) with Robert DeNiro
and Uma Thurman.

MORE GUNS OF AUGUST:
MCA will alse bow the futuristie po-
lice thriller “TC2000” ($34.98) that
month, and Warner will offer “Boil-
ing Point” (wide, $34.98), in which
homicidal conman Dennis Hopper
tries to evade relentless treasury
agent Wesley Snipes.

ADVICE FOR LASER: We spoke
recently with a leading figure from
the laserdisc industry, who urges
hardware manufacturers to “intro-
duce a $299 combiplayer, which
should have been done long ago.”

LASER
SCANS.

by Chris McGowan

players Photo CD-compatible, and
he applauds Pioneer’s LaserActive
multiplayer, which can handle 12-
inch laserdise, CDs, and CD-ROMs
from Sega and Turbo.

UP FOR THE COUNT: Voyager
has released one of its most inspired
Criterion Collection special editions
to date: “Bram Stoker’s Dracula”
(wide, CAV, extras, $124.95). The
Francis Ford Coppola retelling of
the famed vampire story is sumptu-
ous, erotie, original, and at times
treads into dark mythic passage-
ways where no filmmaker has gone
before. Unfortunately, Coppola’s
post-modern conceits (such as

ing narrative. But the movie boasts
splendid perfoermances by Gary
Oldman and Anthony Hopkins, has
wonderful costumes and set designs,
and is consistently fascinating to
watch. The Voyager version reveals
the movie’s thematic elements and
visnal-effects secrets. Included is an
audio commentary with director
Francis and special effects supervi-
sor Roman Coppola, plus an abun-
dance of supplementary material on
the production.

WARNER’S “Unforgiven” (wide,
$39.98) is superb to watch in letter-
boxed form with digital audio. The
acclaimed Clint Eastwood western
is already a hot seller on laserdisc,
from early reports. And expect big
business on the Clint Eastwood
boxed set ($119.98), an excellent

Billooards

package that includes widescreen
versions of “Unforgiven,” “Pale
Rider,” and “The Outlaw Josey
Wales.”

PIONEER’S “The Crying Game”
(wide, $34.98) is a marvelous and un-
conventional romance-suspense film
with an ingenious plot. Not too
many movies can take provocative
and profound looks at both terror-
ism and sexuality, nor imbue the
“frog and scorpion” fable with such
bizarre resonance. Stephen Rea,
Jaye Davidson, Miranda Richard-
son, and Forest Whitaker star in the
Neil Jordan movie.

COLUMBIA TRISTAR’s
“Howard’s End” (wide, $39.95) is an-
other of 1992’s best films, along with

“Unforgiven” and “The Crying
Game.” James Ivory directs this fine
adaptation of E.M Forster’s novel
set in Edwardian England, and the
superb cast includes Anthony Hop-
kins, Emma Thompson, Vanessa
Redgrave, and Helena Carter.

LUMIVISION’S “Blue Planet”
(CAV, $39.95) is an IMAX tour of
Earth and its hurricanes, volcanoes,
earthquakes, glaciers, and rain for-
ests. The footage is stunning, from
the upper atmosphere to the ocean
depths. “Our Biosphere: The Earth
In Our Hands” (CAV, $29.95),
hosted by Robert Redford, is a
Smithsonian Collection program
that examines various ecosystems—
from mangroves to swamps— main-
tained in miniature far from their

(Continued on next page)
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LASER SCANS

(Continued from preceding page)

native habitats. “Dinosaurs” (CAV,
$34.95), also from the Smithsonian
series, is an engrossing look at the
charisma of dinosaurs and the
search for answers about their lives
and extinction. James Whitmore
hosts.

Exotic imaginary worlds are ex-
plored in “The Best Of The 22nd In-
ternational Tournee Of Animation”
(CAV, $49.95), which features 16
short films from 10 countries. “Bax-
ter” (side 2 CAV, $34.95) is French
director Jerome Boivin's peculiar
satire of the human species, as seen
from the perspective of a an unusual
dog.

IMAGE has just bowed the
“Fawlty Towers” boxed set (eight
sides, $119.98), which encompasses
all 12 episodes of the bizarre and
preposterous BBC series, created
by and starring John Cleese. Once
you've visited the odd establishment
run by the strangely inept Cleese,
you'll either stop complaining about
hotels or give up traveling alto-
gether.

MULTIMEDIA NEWS: MIS:
Press, an imprint of New York-based
Henry Holt & Co., has published two
handy guides to the new world of dig-
ital technology. “Welcome To ... CD-
ROM” by Tom Benford ($19.95) lists
different CD-ROM drives and titles,
and explains terminology, concepts,
formats, upgrades, and how to install
and configure systems. “Welcome To

. Multimedia” by Linda Tway
($29.95) is an extensive multimedia
resource guide that explains how to
use multimedia software and create
your own graphics, animation, and
sound. Included with the book is a
CD-ROM that introduces the user to
the “Multimedia Toolbook” authoring
program.

TELDEC has released “Tosca” (115
min., $34.97), with Placido Domingo,
Catherine Malfitano, Zubin Mehta,
and the RAI Symphony performing
the Puccini Opera in a picturesque va-
riety of Roman settings. The elegant
cinematography is orchestrated by
Vittorio Storaro (“The Last Em-
peror,” “Apocalypse Now”). Also out
is the Christopher Nupen documen-
tary “Nathan Milstein: Master Of In-
vention” ($34.97), which also features
Pinchas Zukerman.

PICTURE THIS

(Continued from page 50)

line, but SuperComm’s Jack Silver-
man acknowledges grocery stores are
“very difficult and very slow” to fully
convert ... Specialty distributor Fast
Forward has a problem: It’s denuded
of screener copies of Orbit Video’s
“Buck Naked Line Dancing” and
“Buck Naked Golf,” starring Pent-
house pet Julie Strain. “I get five calls
a day from people who want screeners
but can't carry the product,” says pres-
ident Steve Ades. Mass merchant buy-
ers are among the closet viewers. Next
sport to get undressed: “Buck Naked
Bowling.” Fast Forward, meanwhile, is
adding books to its line, hiring Steve
Wallace, formerly of publisher Price/
Stern/Sloan ... New York-based
Flash Distributors won a free trip to
VSDA from Paramount Home Video
for its efforts promoting PHV’s “Time-
out” tape on AIDS.

12-copy full-cclor display

36-copy display including
Sesame Streei’s 25th Birthday:
A Musical Celebration!

PLUS an assortment of
fast-selling Sesame Street
Home Videos

Full-color theatrical-size poster
Six-foot-tall Big Bird standee
Polaroid camera and film

with qualifying order*

Pre-order Date:
September 1, 1993

Street Date: October 6, 1993.

'« Only $12.95

RANDOM HOUSE HOME VIDEO
KiDS Are Watching Us!

STOP BY BOOTH 2945
and have your picture taken with Big Bird!

*For more information, contact your Random House sales representative
or call 1-800-733-3000 or your distributor.
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Video Previews

EDITED BY CATHERINE APPLEFELD

“Framed,” Mammoth
Records, 50 minutes,
$19.98.

North Carolina indie
Mammoth Records has
made quite a name for itself
as a hotbed of alternative-
pop, as this compilation of
videoclips attests. Twelve
clips from nine acts,

including Juliana Hatfield,
Chainsaw Kittens, Vanilla
Trainwreck, Dillon Fence,
and the Bats show off
considerable musical chops
and good humor. Hatfield,
probably the most
commercially well-known
member of the pack, offers
two videos each from her
early days with the Blake
Babies and current solo
career, appearing in turns
in a chic prom dress, with a
shaved head, and with
Lemonhead Evan Dando.
While the quality is not
entirely consistent, fans of
any of the featured acts will
be delighted to wade
through these clips and
discover some new
favorites.

Gary Moore, “Live
Blues,” A*Vision
Entertainment (212-275-
2930), 90 minutes,

$19.95.

Bluesman Moore and his
Midnight Blues Band let it
rip to considerable effect at
this gig filmed in a small,
smoky London nightelub.
Among the standouts from
a set list of classics and
songs from Moore’s albums
“Still Got The Blues” and
“After Hours” are “The
Sky Is Crying,” “Walking
By Myself,” “Separate
Ways,” and stomping show-
opener “Cold Day In Hell.”
Lending a bit of royalty to
the proceedings is B.B.
King, who guests on two
tunes, including his own
“The Thrill Is Gone.” All in
all, a soulful night blues
fans will savor.
Simultaneous release of
Moore's “Blues Alive"”
album, which is seeing
considerable success in
several European
markets, should pique
interest.

“The Return Of The
Dinosaurs,” Midwich
Entertainment/MPI
Home Video (708-687-
7881), 30 minutes,
$12.98.

This new title from the
campy VideoSaurus series
is hosted by the congenial
Gary Owens and Eric
Boardman. Promising to

reveal “fun facts about
everybody's favorite giant
extinet reptiles,” “Return
Of The Dinosaurs” brings
young viewers a world of
knowledge as Gary and
Eric check in from various
locales with prehistoric
facts and fun. The program
begins with a “Dinosnore,”
a slumber party at the
dinosaur exhibit at Los
Angeles’ Natural History
Museum, and winds its way
up to Canada, with a visit to
Alberta’s Dinosaur Park
and Museum of
Paleontology. Youngsters
will cheer as their on-
screen counterparts
embark on a bone hunt,
while other segments,
notably an exploration of
some lesser-known
dinosaurs of Antarctica,
may appeal more to parents
watching along with their
kids.

“The Wondrous World Of
Weird Animals,” Midwich
Entertainment/MP1
Home Video, 32 minutes,
$12.98.

Another VideoSaurus
discovery, *“ Weird Animals”
is a show-and-tell spree
that finds Gary and Eric
battling it out to see who
can turn up the most
unusual present-day
critters. Through their
journey to the Los Angeles
700, San Diego Zoo, and
London Zoo, it becomes
clear dinosaurs weren’t the
only strange-looking
creatures to inhabit the
earth. An albino koala, a
two-headed snake, and a
rare okapi (only 1,000 left in
the wild) are just a few of
the animals in the spotlight.
And a trip to the London
Zoo’s “Moonlight World”
exhibit reveals some eerie
nocturnal animals. So who
wins the weirdest-animal
competition? Eric thinks
he’s got it made with his
tiramtortlephant (a
likeness of TV character
ALF gone wrong), but
Gary’s not giving up! Other
VideoSaurus releases that
should see “Jurassic Park”-
induced sales are
“Dinosaurs, Dinosaurs,
Dinosaurs,” “More
Dinosaurs,” and
“Prehistoric World.”

DOCUMENTARY

“Medal Of Honor: World
War I1—Part 1,” Cabin
Fever Entertainment (800-
42-FEVER), 48 minutes
each, $14.95 each, $69.95

for set.

Cabin Fever’'s tribute to the
American individuals who
summoned extraordinary
courage during the great
wars of the 20th century
comes via the six-volume
series “Medal Of Honor:
True Stories Of America’s
Greatest War Heroes.” Each
edition exposes the deeds of
three war heroes via their
own narration, archival and
newsreel footage, and
present-day elips. The
heroes of Vol. I, which
covers the European leg of
World War 11, are squad
leader Walter Ehlers, who
didn’t lose a single member
of his troop during a raid at
Omaha Beach, Normandy;
pilot Ed Michaels, who
guided a bullet-riddled plane
over Germany and into
safety; and Maurice Britt,
whose quick thinking proved
invaluable in a blitz at Mount
Rotondo, Italy. Moving
without being maudlin, this
series is one for history
buffs and humanitarians.
The other episodes cover
World War II in the Pacific
and Pearl Harbor, the
Vietnam War, and the
Korean War.

“It’s Toon-Mania,” Lisa
Fantino Productions (914-
241-6754), 30 minutes,
$19.95.

What's up doc? In the world
of animation, the answer is
lots. “Toon Mania” focuses
on the trendy hobby of
buying early animation cels
that has captured the eyes—
and wallets—of many
collectors during the past
few years. Most useful
segments provide tips for
browsers, including several
ways to determine a forgery,
how to date a piece, and the
difference between a
limited-edition and
production cel (the latter
truly is one of a kind). Also
welcome are interviews with
animators, including
legendary toon man Virgil
Ross, whose “Wild Hare”
Bugs Bunny segment
earned the ornery rabbit its
first Oscar nomination.
Among other luminaries
offering thoughts on toon-
mania are Roy E. Disney,
the director of archives at
the Walt Disney Co., and the
director of gallery
operations at Warner Bros.
Studios.

INSTRUCTIONAL

“Streetwise: A Guide To
Success In The Country

NW, Washington, D.C. 20008.

Video Previews is a weekly look at new titles at sell-through prices.
Send review copies to Catherine Applefeld, 2238-B Cathedral Ave.,

Music Business,”
Backstage PPass
Productions Inc. (818-786-
2222), 90 minutes, $29.95.
This no-frills, Q& A-style
primer on breaking into the
country music business
receives an endorsement
from Johnny Cash at the
program’s outset (his
photograph on the cover
doesn't hurt, either). And
with good reason. Hosted by
veteran producer Beau
James, “Streetwise” takes to
the streets of Nashville'’s
Musie Row to offer a
comprehensive sweep of all
aspects of the biz via one-on-
one interviews. Topics
covered include songwriting,
promotion and marketing,
publishing, music and video
production, sound
engineering, and more. And
the list of insiders offering
their two cents on what
amounts to basic but
probing questions comprises
Norro Wilson, Paul Worley,
Bob Saporiti, Mike Daniel,
and others. The
conversations generally are
informative; however,
viewers should keep in mind
that they are getting opinion
as well as fact. The
continuing country music
boom should add to video’s
appeal.

‘““Hot Country Dancin’ Vol.
I11,” Reel Productions
(615-297-5036), 60 minutes,
$19.95.

Nashville country-clubber
Melanie Greenwood has a
proven formula for teaching
country line and partner
dances: charismatic
delivery, répetition of steps,
and a good soundtrack to get
those feet and hips moving.
For this third edition in her
“Hot Country Dancin’"”
series, she again selects
Musiec City’s Rodeos bar. A
brief vignette that
introduces Greenwood and
some of her fellow dancers
segues into a rollicking
rendition of the Romeo,

;'h‘-.._
[P

i

which Greenwood originally
choreographed for Dolly
Parton. The four other
dances—*“Breakin’ The
Bank” “New Sweetheart
Schottische,” “Romp 'N
Stomp,” and “Nashville Hip
Hop,” which has colorfully
named steps such as the
Roger Rabbit—are a bit
more complicated than some
of the earlier dances, but can
be picked up with practice.
Soundtrack this time around
includes John Anderson’s
“Money In The Bank,”
Tanya Tucker & Delbert
McClinton’s “Tell Me About
It,” and the Kentuecky
Headhunters’ “Muddy
Waters.”
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STORE MONITOR

(Continued from page 60)

After 10 years located at a rural or-
chard crossroads in Sanger, Calif., just
east of Fresno, Peggy and husband,
Don Lake, are proudly ensconced in a
new 2,400-square-foot store in a new
shopping center in Clovis—the appro-
priately named Country Home Video,
which is just three miles from the orig-
inal outlet.

GAMES PEOPLE PLAY: Pat Gray,
VP at Canadian chain Rogers Video,
says he knows of the industry curiosity
about the web’s Nintendo video games
rental program. Beyond the test phase,
Rogers “has the World Of Nintendo
display program, although we haven't
had the media kit made up. We're
shooting photos to have at VSDA.”

Rogers is being watched carefully by
U.8S. retailers because it deals on a di-
rect basis through Nintendo’s Cana-
dian wholesale outlet. Nintendo has
traditionally not encouraged its direct
accounts to rent its games and has
never had an official presence at
VSDA.

In the latest go-around, Nintendo
was invited to participate and “politely
declined” according to VSDA sources.
“We know how U.S. retailers feel,”
says Gray. “We were cautioned about
Nintendo signage we were using at one
point hecause we have always been in-
volved in rental.”

Rogers now has the official nod to
rent Nintendo, though it is not an ar-
rangement with Nintendo Of Amer-
ica, Gray points out.

NO KIDDING: Rogers Video is re-
ceiving kudos for the children’s pro-
gram for hospitals it has launched. The
promotion is “Rogers Jolly Trolley,”
which literally moves a video screen
into a children’s hospital room. Rogers
is being recognized with an award at
VSDA, Gray says.

ADULT ON CD-ROM: Video store
operators offering adult will be among
the first to get into CD-ROM rentals,
according to Steve Hirsch, partner
with Paul Fishbein in a new L.A. store.

Hirsch, through a label he repre-
sents, Vivid Video, is showing off six
CD-ROM releases at VSDA. He says
he is aware of the criticism that adult
producers are exploiting the new me-
dium. “Anything the adult industry
does is attacked for one reason or an-
other, but interactive is here to stay,
and our product lends itself very much
to these platforms.”

Interactive will find adult product
reaching entirely new audiences, say
Hirsch and others. One new market is
at computer shows, where LaserDisc
Entertainment has already sought to
launch its CD-ROM line. Eight titles
will be shown at VSDA.

Hirsch resists any suggestion that
less steamy product be selectively
picked for promotion in the computer
market. “These are totally explicit,” he
says, adding that the label is about to
launch a “non-explicit” line of videos.

The CD-ROM titles are character-
ized by the sexual instruction slant that
has proved so powerful for the Playboy
Home Video label. Parts one and two
of “101 Sex Positions” are touted as
“the first-ever professionally produced
adult-education-oriented CD identify-
ing each position with its proper name
and demonstrated in full, vivid color.”

One other title has a similar charac-
terization, “Kama Sutra—The Indian
Art Of Sexual Positions.” The other
three titles are compilations, one with
motion and two with stills. Prices are
$89 suggested list for the Mac and $79
for PC.
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BRAND-NEW
Christmas tale F )
based on Aesop’s
beloved fable

Starring the
voices of
CRYSTAL GAYLE
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and JOHN LITHGOW * ¢

Premiering this
Christmas on HBO

Fully animated...
original music

The family gift of
the season!

$9.95 ((-394-25439-2).
Pre-order Date: July 14, 1993
Streat Date: August 18, 1993

Trafic-stopping
12-copy convertible
floor/counter display:
$11€.40 (0-679-855424).

¥ fn the conntay... In the vity

( ristmas

is where the heart is

Crystal Gayle
and
John Lithgow

RANDOM HOUSE HOME VIDEO
: KiDS Are Watching Us!

Join us at Booth 2045

or call your local distributor or 1-800-733.3000.
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Join the Video Industry’s Conmues e

in Santa Monica, Calif. In the first
quarter of '94, Crunch is expected to

complete work on “'Interactive Grace-
“ ,, land,” a multimedia CD-ROM tour of
Elvis Presley’'s mansion, complete
with performance clips, home movies
and anecdotes related by friends
(Billboard, May 22). “'Interactive Gra-

celand” will allow the viewer to walk

down hallways, enter rooms and ex-
tensively explore the Presley house.
A Doors CD-ROM is also being dis-
cussed, according to Crunch manag-
ing director Jim Mervis.

Great Hardware Expectations
There is no consensus among in-

. B dustry observers as to whether ‘‘in-
e ar est aISln event teractive movies’' with branching
storylines will prove a success, but

CD-ROM multimedia titles in the

. . L] . realms of gaming, education, music
ln Vl eO ln us S 0 appreciation and special-interest pro-
" gramming look to be sure hits. An es-

timated 2 million CD-ROM drives for

Macintosh computers and DOS and

Ovem er ecem er Windows-based PCs are now on line,

’ with enormous growth expected this

year. The Sega CD, Philips CD-l,

Commeodore CDTV, Turbo Duo, Pio-

neer LaserActive and Tandy VIS play-

ers all plug straight into the TV, and

Panasonic will bow a 3DO machine

this fall. Sony offers the Data Disc-

man and MMCD hand-held units with
pop-up screens.

As retailers embrace the new elec-

tronic media, they will to some extent

HOW DO RETAILERS PARTICIPATE? have to ‘‘re-purpose’ their stores.

Says Tower's Thrasher, “It's a mas-

A P(NNY B During the week of November 24 through December 1, 1993 isrjtvoeﬂzg-g?;cca;mr-y“'Tshi'rigz ;g'ﬁ;ﬂpq
(concluding on World AIDS Awareness Day) the Video Industry pening pretty fast right now. The mar-

AIDS Action Committee (VIAAC) is asking you to donate B

1 PENNY for each video and laser rental and sale transaction
in your store.

B If you have 1,000 TRANSACTIONS, your donation is ONLY $10.

Bl $10 per store adds up tp $300,000 if everyone in the video retail _ <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>