Bill

$4.95 (U.S.), $5.95 (CAN.), £3.95 (U.K))

THE INTERNATIONAL NEWSWEEKLY OF MUSIC, VIDEO AND HOME ENTERTAINMENT

NEWSPAPER

®

@ AN

Spoken Word Reblrt :
Beat Poets And Punks

Buying & Selling: A
By-The-Book Rundown

AUGUST 14, 1993

AOVERTISEMENTS

The Futere < Looking Bright

AnGie & DEBBIE

The self-titled defut features the first single and video

LIGHT OF LOVE

On Tour With mh;lne_L—liuslun
‘ v g

e
THE DEBUT ALBUM.
98912

“LEVITATE"
TOP 5 METAL TRACK.

“RAIN WILL FALL"
THE NEW TRACK AND VIDEO.

PRODUCED BY MIKE CLINK
ON CAPITOL

The Cranberries

B BY MELINDA NEWMAN

NEW YORK—The phrase

THE CRANBERRIES

“Think Global, Act Local,” is
most often associated with social
causes; however, it also applies

(Continued on page 77)

Jarre Tour Maps
Innovative Route

B BY THOM DUFFY

MONT ST. MICHEL, FRANCE—
French instrumen-
talist Jean Michel
Jarre’s July 28
performance here
opened the first
tour of the artist’s
24-year career. It
is a venture that
finds Jarre draw-
ing links with mu-
sical traditions
ranging from 19th century European

(Continued on page 83)

In Billboard Bulletin...

Snow’s Criminal Rap
Bars Him From U.S.

PAGE 85

JARRE

B BY ERIC BOEHLERT

NEW YORK—One year after
Brooks & Dunn’s “Boot Scootin’ Boo-
gie” set the standard for club remix-
es and propelled both the duo and the
single toward country stardom, the
stream of club remixes flowing out of
Nashville labels has swelled into a
torrent. And, for the first time since
“Boot Scootin’ Boogie,” a remix is
providing fuel for another smash
country single, Alan Jackson’s “Chat-
tahoochee.”

While club DJs welcome the in-
creased remix inventory, radio pro-
grammers continue to grapple with
the role of contemporary-sounding
remixes that regularly push the
boundaries of acceptability within the
realm of country music.

Wynn Jackson runs Country Club
Enterprizes and promotes records to
the clubs on behalf of the labels (Bill-
board, July 17). He counts 41 country
remixes that have been released to
date. And with more product due by

BROOKS & DUNN

CARPENTER

December, the success or failure
throughout the rest of this year could
well determine Nashville’s remix fu-

istand: Thinking It’S In The Mix For Country Singles
Glohal For Eire’s| Are Hit Club Versions True To Genre?

ture.

Today radio programmers unpack
at least one remix a week, a marked
increase from six months ago. Recent
entries include “Holdin’ Heaven” by
Tracy Byrd, “It Sure Is Monday,” by
Mark Chesnutt, “God Blessed Texas”
by Little Texas, and “Janie Baker's
Love Slave,” by Shenandoah. In addi-
tion, Mary-Chapin Carpenter’s ‘“The
Bug” will make its debut Monday (9).

(Continued on page 70)

With FTC Inquiry Under Way,
Suits Mount In Used-GD Fray

This story was prepared by Craig
Rosen in Los Angeles, Ed Christ-
man in New York, and Bill Hol-
land in Washington, D.C.

NEW YORK—The Federal Trade
Commission has launched an investi-
gation into prohibitive used-CD poli-

caharet s Resurgent Appeal \

B BY ROXANNE ORGILL

NEW YORK—Some say it started
with Linda Ronstadt’s recordings
with Nelson Riddle. Others credit
Michael Feinstein.
Certainly Natalie
Cole’s Grammy-win-
ning “Unforgetta-
ble” fueled the fire.
Whatever the cause,
| the resurgence of
cabaret is now in
full swing.

The ““let’s make a
record” vanity productions of old
have been almost entirely replaced

Bridges The Generations

by a new, vital crop of indepen-
dent labels. And the independents
would not exist were it not for ma-
jor record companies producing al-
bums such as “Unforgettable”
and Tony Bennett’s
“Perfectly Frank,”
which bring atten-
tion to this music in
a big way.

The term cabaret
is a little confusing;
to most people it's a
movie with Liza
Minnelli and Joel
Grey. Cabaret refers to the small

(Continued on page 54)

cies, with implications of broader im-
pact on record company trade prac-
tices. Meanwhile, independent
retailers have filed two lawsuits
against the four major distributors
that have instituted such policies.
According to sources, the FTC Dal-
las office has sent letters to all six
major record companies, including
BMG and PolyGram, which don’t
have anti-used-CD policies. The let-
(Continued on page 84)

" Motown Adds Might
To P’Gram Roster

B BY DON JEFFREY

NEW YORK—In the wake of Poly-

Gram NV’s $301

million acquisi-

tion of Motown g %
Records, the R&B
imprint’s hottest
new act, Boyz II
Men, has re-
signed to a seven- l
album deal poten-
tially worth tens

of millions of dol-
lars. Thus, the PolyGram buyout is

(Continued on page 82)

BOYZ Il MEN

Echo Tattoo Leads
Greek Female Rockers
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Gatchin’ Gah: The Magic Of Galloway

No living pathfinder in American popular music or its jazz and
rock’n’roll capillaries is so frequently emulated yet so seldom ac-
knowledged as Cabell ““Cab” Calloway. He arguably did more
things first and better than any other band leader of his genera-
tion, a fact exemplified by “Cab Calloway—Best Of The Big
Bands” and “Cab Calloway—Featuring Chu Berry” (both Colum-
bia/Legacy), two exceptional new installments of the ongoing Leg-
acy Big-Band reissues series.

Half a century since his heyday, most of Calloway’s accomplish-
ments remain preeminent.

“You see this rapping they doing today, I did that 25, 35, 45, 55
years ago!” exclaims the 85-year-old White Plains, N.Y., resident
with the thunderclap cackle fans will recall from vintage films like
“The Big Broadcast” (1932) and “The Singing Kid” (1936). “I did a
rap thing on ‘Minnie The Moocher’s Wedding Day’ and ‘Hi-De-Ho
Man, That's Me.’ Call it rap or scat, singing for me was just a feel-
ing that you got. I forgot the lyrics to ‘Minnie The Moocher’ one
night [in 1931, on a live radio concert] and out of

lic-school teacher Martha Eulalia Reed. Cab was a crap-shooting
teenage choirboy, with a few voice lessons and a drumming hobby,
when he found work as the timekeeper in a 10-piece Baltimore dix-
ieland outfit, Johnny Jones and his Arabian Tent Orchestra. Fur-
ther chance employment as a substitute singer in the support crew
of “Plantation Days,” a touring revue in which his older sister
Blanche starred, got him as far as Chicago.

“The first band I had was at the Sunset Cafe: the Alabamians,”
says Calloway. “It was a corporate band, meaning everybody was
the leader, and they wouldn't listen to anybody. I had ideas that
were really explosive ideas—like jazz. They played novelties, and
that's why we bombed when we came to New York. They sent us
back to Chicago.”

But Calloway opted to stay behind in N.Y. after Louis Arm-
strong got him a job in “Connie’s Hot Chocolates,” a Broadway
show whose score, by Fats Waller, Andy Razaf, and Harry Brooks,
was notable in part for juvenile lead Calloway’s vocal contribution:

“Ain’t Misbehavin’.”

the clear blue sky it came out of my mouth: hi-de-
ho!”

The most vocally proficient performer ever to
front a true jazz orchestra, Calloway’s prankish
pipes bridged the full breadth of bass, baritone,
tenor, and soprano—randy yet always refined.

Calloway's expert troupe, comprising such para-
gons as Berry, Ben Webster, Illinois Jacquet, Milt
Hinton, Danny Barker, Doc Cheatham, Ed Sway-
zee, Cozy Cole, Eddy Barefield, Dizzy Gillespie,
and singers Lena Horne and Pearl Bailey, com-
manded a demanding repertoire, each arrange-
ment characterized by inspired soloing. Calloway
never hogged the spotlight, a deferential instinet
atypical for the time.

Nonetheless, Calloway was an eye-widening fig-
ure before the footlights: trim, well-tailored, de-
bonaire with his pencil mustache as he swayed
atop a stepped podium, adroit drill teams of female
dancers stomping and swiveling before him. He

Music

TO MYEARS

by Timothy White

“I went over very, very well,” says Calloway.
From there he moved to the Savoy Ballroom,
where he took over regular second-tier attraction
the Missourians. The Savoy was the most famous
African-American dance hall in the world, a wide-
open Harlem frolic box rocked regularly by the
bands of Count Basie, Jimmy Lunceford, Chick
Webb, and Duke Ellington.

“With the Missourians, we were working our
way to the Cotton Club,” Calloway continues, “but
we first had a gig down at 126th Street at a new
club just about to open called the Plantation Club.
We had been down there during the day and re-
hearsed and everything, and we went back there
that night and everything was in shambles! Gang-
sters who ran the Cotton Club had walked in, took
over, and broke up the joint!”” Within a few
months, the Cotton Club offered Calloway’s Mis-
sourians a rotating substitution slot for Duke El-
lington’s outfit, which had Hollwood film commit-

whipped his jet-black mane with each surge of the
breakneck beat, leaping into full airborne turns, slow-motion
breaststrokes, or a pre-Moonwalk glide called the Buzz.

These days, Calloway’s ingenious groundwork glows beneath
the late Louis Jordan’s witty boogie shuffles in Broadway’s “Five
Guys Named Moe” (Jordan having molded his '40s merrymaking
around the Calloway prototype), and it also shadows the saltatory
grooves, videogenic style, and double-entendre story-telling of
Prince circa “Sign O’ The Times” and “Diamonds And Pearls.”

Calloway’s melodic/percussive jazz mastery of word sounds and
scat-singing was complete by the '30s, surpassing that of early
mentor Louis Armstrong and fully anticipating the complex instru-
mental approaches that Lambert, Hendricks & Ross, Ella Fitzger-
ald, or Bobby McFerrin eventually would bring to the party.

“What I expected from my musicians was what I was selling: the
right notes, with precision, because I would build a whole song
around a scat or a dance step.”

And, naturally, there had to be a racy musical setting to comple-
ment each agile physical stunt. Within the drumbeat of modern
musical history, Calloway quickly became the human rimshot: vo-
calist as choreographer, dancer as comic, humorist as percussion-
ist, social critic as rhythmatist, maestro of a maelstrom.

Calloway came to life on Christmas morning 1907, the son of
Rochester, N.Y,, lawyer Cabell Calloway and college-educated pub-

MONTREUX ON THE MOVE

Europe’s premier summer music event, Montreux Jazz Festival
marked its 27th year in a new venue that drew nods of approval
from veterans on the scene. Audio system sponsor Meyer
Sound took the opportunity to road-test some of its newly de-
veloped technology. Mike Lethby reports. Page 44

STARS ON 45

Ardmore, Pa.’s Collectables Records and sister operation
Gotham Distribution are out to prove not only that vinyl is still a
viable medium, but also that there’s a need for 7-inch singles
featuring all the current hits by all the latest stars. Catherine Ap-
plefeld has the story. Page 47
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ments. The new job turned permanent in Februr-
ary 1931. Calloway was 23 years old and making $50,000 a year in
the depths of the Depression. He rechristened his lineup the Cotton
Club Orchestra, signed a recording contract with Brunswick Re-
cords, and had his first No. 1 smash with “Minnie The Moocher.”
Radio banned his next hit, a reefer-laced “St. James Infirmary” fit
for Cypress Hill.

In the years immediately after World War II, the dilemma
among jazz giants of the era was whether to court jazz orchestra
enthusiasts or jump-blues dance ravers. Since his maverick music
satisfied both camps, Calloway saw no need for such midcourse ad-
justments. His sound was a pure, pixilated spectacle of self-concep-
tion, and by 1945 it was pushing jazz, rhythm, blues, and his own
improvisations nearer the polymetrical palette of Bop.

Listeners to the “Cab Calloway” installment of Legacy's
winning reissue series will discover beautiful music between
antics, while those who treat themselves to “Cab Calloway—
Featuring Chu Berry” will find the fearless leader’s sides
with tenor sax scientist Leon “Chu’” Berry were leavened
from the start with a sly measure of mutual accommodation.
“Before he came on,” Calloway says, “I was playing saxo-
phone, and it was very weak saxophone. So Chu said, ‘I'll join
the band on one condition: You put down that saxophone.’ I
said, ‘Awww, alright. You got a job!" "’
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Used GDs Are Integral To Industry

The following commentary was written
by Kevin Stander on behalf of the 154-
member Independent Music Retailers
Assn. On July 30, the group filed suit
against CEMA, WEA, Sony Music, and
UNI Distribution over their used-CD pol-
icies (see story, page 1).

There is most certainly justification for
used CDs: The independent store needs to
sell used CDs to survive and the music in-
dustry needs the survival of the indepen-
dent store.

According to his commentary (Billboard,
July 24), Russ Bach, president of CEMA,
would have the independent stores and the
public at large believe that this issue is not
a battle between a few giant retailers and
the labels/distributors. Unfortunately, the
history of this issue does not support this
contention. Until recently, when Where-
house began its sale of used CDs, the in-
dustry tolerated their sales at independent
stores. Now that the giant chains have
“crossed the line,” CEMA and other dis-
tributors are checking their wallets and ob-
sessing over their bottom line. The present
used-CD policies of CEMA and other dis-
tributors, despite their assertions to the
contrary, would devastate independent re-
tailers and create a monopoly among the
giant chains.

The policies only serve to enhance the
power of the retail giants to the detriment
of the music industry and the music buyer.
The entire scenario surrounding the recent
statements made by Garth Brooks is just
the beginning of the ever-tightening grip in
which the labels/distributors hold the in-
dustry. Here we have an artist who has
been so ill-informed by the labels/distribu-
tors that he believes he is somehow being
cheated out of his royalties. This misinfor-
mation creates problems rather than solu-
tions.

Simply put, the average independent will
hardly miss Brooks. The independents did
their job, helping to make Brooks a popular
and successful artist by exposing him to
the general music public at the beginning
of his career. It troubles us to think that
now that he has “arrived,” he wants to
take the opportunities he had away from
others.

Let’s start at the core of the issue—what
problem, exactly, do CEMA and other dis-
tributors have with used CDs? They sug-
gest used CDs would amount to 20% of all
CDs sold by 1998. They reason that this
equals a 20% loss in royalties and that the
record companies would, accordingly, lose
20% of their income stream. This is un-
founded.

A major percentage of used CDs sold
have no negative impact on the sale of new
CDs. In fact, a large number of used CDs
are those which were originally sold 8 or 10
for a penny by record company-sponsored
CD clubs (with no royalties paid to artists),
or promotional CDs provided by record
companies. Other used CDs are either mar-
ginal or deleted titles for which customers
would never pay full price. The more desir-
able titles (hot new artists or classic cata-
log) are difficult to come by secondhand be-
cause fewer people trade them in.

The trading of used CDs helps us sell
more new CDs. By recycling this cash back
into the CD market, customers are likely to

be more adventurous in buying a CD know-
ing they can bring it back for credit. It is
always nice to buy something knowing
that one day it will still have some value.
This encourages people to buy, which in
turn is good for the whole music industry.

CEMA won't take back defects if a re-
tailer sells used CDs. This implies we are
guilty of sending back used CDs. What
happened to being innocent before proven

‘Let’s find a
solution to the
problem.’

Kevin Stander is
co-founder of Record
& Tape Traders,
Catonsville, Md.

guilty? If our defective percentage is in
line with everyone else’s, then what is the
difference?

In his commentary, Bach equated selling
used CDs to renting. That is not our inten-
tion at all. Not many customers will give
up $3-34 a day for a digital recording so
they can go home and tape it to an analog
cassette.

Bach also stated that the pricing of CDs
is lower in the U.S. than in other countries.
Yes, it is, as is everything from gas to food
to housing. He is comparing a $12 billion
U.S. industry to a $4 billion European mar-
ket. Does he want our businesses to shrink
considerably by raising prices?

The used/promo/bootleg-only CD stores
pay 100% cash for CDs. Hurting the new/
used CD store will only make these stores
flourish and encourage shrinkage.

Most of us have been working hard re-
cently with PGD, pushing their new music.
For the first time in several months, four
to six PGD titles have begun to appear in
our top 10 lists. We can create sales. We
can influence the market. The major
chains’ market is already set.

What is frightening is the claim that the
large chains will help fill this void for new
artists if the independents fail. While the
large chains may have the resources to de-
velop new artists, they don’t have the abili-
ty to do so. Ask your own sales people how
well these chains work with new and alter-
native artists. The major chains are simply
too big, too corporate, too sterile, and too
limited in their knowledge to be effective in

NAOMI TELLS WHY

I'm supposed to be flailing away at my
autobiography, but I had to pause to give
Timothy White a pat on the back. His sto-
ry, [““Wynonna’s Searching ‘Tell Me
Why,”” Music To My Ears, Billboard, April
17] was most impressive. It starts out like
“Night Comes To The Cumberlands,” Har-
ry Caudill’s explanation of why hillbillies
are loners. Regarding the first lines (“The
only way to cure loneliness is to defeat the
dread of being alone. Yet this fear often
can’t be conquered without facing a sepa-
ration from all things familiar.”), I'm also
experiencing panic attacks from the transi-
tion of being with Wy on tour to the intense
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showcasing emerging new talent. The mu-
sic industry, as it exists today, did not be-
gin with the large chains. Its roots are with
the small independent who will take a risk
on new music and new artists. To destroy
the roots of the music business is to de-
stroy the business.

Independent stores provide a market-
place for the music industry that the giant
chains cannot provide. If, indeed, only 5%-
10% of the records put out ever make mon-
ey, the musie industry should thank the in-
dependents that the percentage is that
high. The independents are the ones that
have tried and, more often than not, suc-
ceeded in breaking new artists for the mu-
sic industry. In many cases, the indepen-
dent will go out of its way to help achieve
this result. Artists such as U2, INXS,
R.E.M., and, yes, a certain Mr. Brooks, did
not begin their rise to the top on the
shelves of the giant chains. In fact, had it
not been for independents promoting,
pushing, and playing this music, we won-
der whether these artists would ever have
become household names.

Bach said used and new CDs, like apples
and oranges, don’t mix. Well, those apples
are next to those expensive oranges in the
food stores. And it sure is nice that, when
you shop for apples, you can pick up some
of those expensive oranges. And it is great
to know that if you have a couple of bad
apples, you can trade them in and get some
nice oranges. A lot of us need to buy apples
from time to time. Sometimes we buy both,
which sure keeps us coming back to the
store.

Without used CDs, the independents
cannot continue to compete against the gi-
ants. Most of us started our businesses
with not much more than our own record
collections and some change in our pockets.
We have always worked with the record
companies to extend the base of music lis-
teners and educate and enlighten the pro-
spective music owner.

We implore CEMA, other distributors,
and the record industry at large to rethink
their unfair trade policies before they mis-
takenly force the independent stores out of
business. There are many other ideas and
resolutions that are far less drastic and will
be beneficial to the artists, labels, distribu-
tors, retailers, and consumers. Let’s find a
solution to the problem and get back to fo-
cusing on the most important issue: selling
CDs and keeping the consumers aware of
new artists and products.

isolation this past year and a half has im-
posed. The first paragraph is correct.

Naomi Judd

Nashville, Tenn.

ROOM FOR ALL
I loved Timothy White’s Terrance Simien
piece (‘Music To My Ears,” Billboard, Jul.
31). Not only do I want to buy the album,
“There’s Room For Us All” but I think
that, in passing, White's written the clear-
est and most concise musicological history
of zydeco that I've ever read. Thank you.
Bill Adler
Independent publicist/marketing consultant
New York

Articles and letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of Billboard or its management.
Letters should be submitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Susan Nunziata, Billboard, 1515 Broadway, New York, N.Y. 10036.
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Satellite Films,

a division of Propaganda Films,

wishes to congratulate the following nominees for the
1993 MTV Music Video Awards:

Madonna, “Rain”

Director: Mark Romanek
BEST ART DIRECTOR: Jan Peter Flack
BEST CINEMATOGRAPHY: Harris Sevides

En Vogue, “Free Your Mind”
Director: Mark Romanek
BEST VIDEO OF THE YEAR
BEST GROUP VIDEO
BEST DANCE VIDEO
BEST R&B VIDEO
BEST DIRECTION: Mark Romanek
BEST CINEMATOGRAPHY: Marc Reshovsky
BEST CHOREOGRAPHY:
Frank Gatson/Lavelle Smith/Travis Payne

k.d. lang, “Constant Craving”
t Director: Mark Romanek
' BEST FEMALE VIDEO
BEST CINEMATOGRAPHY: Thomas Kloss
- BEST ART DIRECTION: Tom Foden

Lenny Kravitz, “Are You Gonna Go My Way”
Director: Mark Romanek

BEST MALE VIDEO

BEST ART DIRECTION: Nigel Phelps

R.E.M., “Man on the Moon”
Director: Peter Care
BEST VIDEO OF THE YEAR
BEST GROUP VIDEO
BEST DIRECTION: Peter Care
BEST ART DIRECTION: Jan Peter Flack
BEST EDITING: Robert Duffy

Sting, “If | Ever Lose My Faith”

Director: Howard Greenhalgh
BEST MALE VIDEO
BEST ART DIRECTION: Mike Grant
BEST CINEMATOGRAPHY: van Bartos

Duran Duran, “Ordinary World”
Director: Nick Egan
BEST CINEMATOGRAPHY: Martin Coppen




PolyGram Profits Surge In First Half

Double-Digit Increase Foils Recession

H BY DON JEFFREY

NEW YORK—Keeping a lid on costs
and posting higher sales despite a
European recession, major music
company PolyGram NV reports dou-
ble-digit increases in profits for the
first half of 1993.

PolyGram's net sales rose 6.1% in
the six months that ended June 30, to
$1.66 billion from $1.57 billion during
the same period a year ago. Factor-
ing out the effects of fluctuations in
various currencies, sales grew 8%.

William Kessler, media analyst
with Wertheim Schroder & Co., says,
“Revenue growth was solid, given

that there were fewer superstars in
their release schedule compared to
last year and that there is an ongoing
recession in Europe.”

Net profit climbed 15.8%, to $107
million from $90 million a year ago,
while operating income went up
18.3% to $168 million. Analysts say
the results were better than expect-
ed.
Profits rose at a higher rate than
sales because costs were kept in line.
SG&A (selling, general and adminis-
trative expenses) increased only 3%
from last year, to $612 million. The
company says it was successful in
controlling marketing expenses, es-

Virgin Megastores Pay Price
In Fight For Sunday Hours

B BY EMMANUEL LEGRAND

PARIS—Virgin Megastore’s crusade
to stay open on Sundays has just be-
come 16 times more expensive.
Courts here increased the penalty
that Virgin Megastore must pay to
shopworkers’ unions for each Sunday
it stays open from 250,000 francs
($42,000) to 4 million francs
($678,000). Virgin says it will appeal
the decision. The three French Me-

Staffers Ousted
In Shamrock/Malrite
Broadcast Merger

H BY PHYLLIS STARK

NEW YORK—WHTZ (Z100) New
York morning man Gary Bryan and
KFAN/KEEY Minneapolis OM Jim
DuBois have become the latest casu-
alties in the Shamrock Broadcasting/
Malrite Communications merger,
which closed Aug. 2 after a delay of
almost a week.

The merger of the two groups’ ra-
dio broadcast operations gives Sham-
rock, the surviving entity, a total of
21 stations in 12 of the top 25 mar-
kets, making it the fifth-largest radio
group in the country (Billboard,
March 27). The value of the deal was
in excess of $300 million.

Bryan was not the first casualty of
the merger. Three station manag-
ers—KLAC/KZLA Los Angeles VP/
GM Norm Epstein, KABL-AM-FM
San Francisco VP/GM Mike Grinsell,
and KNEW/KSAN San Francisco
station manager Bruce Blevins—
were fired two weeks ago and re-
placed with managers from other
Shamrock stations.

Bryan’s partner at Z100, Ross Brit-
tain, remains for now. Steve Kings-
ton, Z100's VP/operations and pro-
gramming, also denies reports that
Dr. Judy Kuriansky, host of the high-
ly rated evening “Love Phones”
show, will exit now that Shamrock
has taken over Z100 from Malrite.

The sexually explicit program was
thought to be too controversial for
the Disney-owned Shamrock, but
Kingston insists “Dr. Judy is going
nowhere. She has a long-term agree-
ment with this station.”

DuBois has not been replaced at
KFAN/KEEY.

gastores have tried to get around the
Sunday trading laws by not closing
on Saturday.

At press time, the Megastore con-
firmed it would be open Sunday,
Aug. 8, despite the threat of ruinous
fines. Patrick Zelnik, president of Vir-
gin Stores, says the penalty is “hard
to understand” because the Champs
Elysées, the main shopping area
where one Virgin Megastore stands,
draws a large number of tourists and
the Megastore contributes to overall
interest in the area. The other two
stores are located in Bordeaux and
Marseilles.

Under French law, Sunday trad-
ing is permitted by local authorities
in areas that cater to tourists. Vir-
gin had been allowed to trade on
Sunday, but the change in French
government brought with it a
change of policy by the local Prefect
(Billboard, July 24).

Zelnik contends that the vast ma-
jority of employees had voted to open
the store on Sundays. Sunday sales
account for 10%-20% of Virgin's Paris
totals, which are in the region of 500
million francs ($84.7 million) yearly.

A group of employees demonstrat-
ed August 4 in front of the Ministry
of Labor in Paris, asking for a meet-
ing with Labor minister Michel Gi-
raud. At the same time, Virgin deliv-
ered 48 boxes to the ministry contain-
ing a petition bearing 400,000
signatures collected from Megastore
customers.

Zelnik is calling for a political and

(Continued on page 19)

pecially television costs. Kessler says
the “repertoire through their pipeline
was more local or national artists,
which require lower marketing ex-
penses” than international stars. The
company also cites cost efficiencies in
manufacturing and distribution.

MOTOWN ACQUISITION

In music, which accounts for 82%
of PolyGram's sales (69% pop and
13% classical), the big winner in the
first half was Sting’s “Ten Summon-
er’'s Tales,” an A&M Records album
that sold more than 3 million copies
worldwide. But the company’s many
labels did not release any other multi-
platinum hits during the six months.
North America accounted for 22%
of PolyGram'’s first-half sales, the
same as last year. But PolyGram
says its U.S. market share fell during
the period, although it declines to re-
lease a figure. The acquisition of Mo-
town Records for $301 million, which
was announced the same day as the
financial results, should increase
North American music sales in the

second half (see story, page 1).
“The strength they’re seeing is
(Continued on page 82)

B BY SETH GOLDSTEIN
and EARL PAIGE

NEW YORK—Home video dis-
tributors may be on the verge of
a new Hollywood diktat ordain-
ing a different formula to split
the rebates attached to quotas
for key rental releases. The pay-
ments can reach 6%-8% of pur-
chases.

Early in the business, the stu-
dios began assigning sales goals
to individual wholesalers, based
on past performance, and then
added those figures to reach a
national total. But distributors
have since become a lot more
competitive, aggressively under-
pricing each other as a way to in-
crease market share without in-
creasing the number shipped.

Meanwhile, rental demand has
flattened, making it more diffi-
cult for the studios to achieve
quotas. One wholesaler source,
with access to data routinely col-
lected by the National Assn. of
Video Distributors, says four of

New H'wood Rental Quotas
Gould Mean Sink Or Swim

the 10 biggest titles released in
May did not hit any of their as-
signed goals, “period.” It was a
typical month, he adds.

The studios, paying out re-
bates despite unmet targets, fig-
ure it is time for a change, al-
though none will say so publicly.
Trade sources, however, point to
two developments as indicative
of efforts to dampen price-cut-
ting. For months, MCA/Univer-
sal Home Video has had a mix of
individual goals and a national
supergoal that can translate into
‘“a very nice rebate,” says a dis-
tributor.

Late last month, Paramount
Home Video became the first ma-
jor to go the distance, placing an
all-or-nothing national quota on
‘‘Indecent Proposal,” which ar-
rives at retail Oct. 13. If Para-
mount achieves its numbers,
thought to start at 400,000 units
for a feature expected to sell for
$99.95, all wholesalers will re-
ceive rebate checks in proportion

(Continued on page 84)

Pocket Full Of Platinum. Epic Records executives present Spin Doctors with
triple-platinum awards commemorating U.S. sales of the band's Epic Associated
debut album, “Pocket Full Of Kryptonite.” Spin Doctors currently are on a
headlining tour presented by MTV's “Alternative Nation,” running through Aug.
28. Shown in back row, from left, are Epic senior VP of marketing John Doelp;
Epic Associated president Richard Griffiths; band member Mark White; Epic
Records president Dave Glew; Epic senior VP/Wast Coast Alan Mintz; and Epic
marketing manager Ari Martin. In front row, from left, are band members Aaron
Comess, Chris Barron, and Eric Schenkman; tour manager Jason Richardson;
and Epic director of A&R Frankie LaRocka.

RIAA’s Local Anti-Piracy Efforts Pay Off

WASHINGTON, D,C.—The Record-
ing Industry Assn. of America’s anti-
piracy efforts continue to pay off as
federal and local law enforcement,
now more aware of industry con-
cerns and RIAA programs, work
with the anti-piracy unit to take ad-
vantage of updated laws, raid pirate
manufacturing facilities, and crack
down on street vendors.

RIAA anti-piracy statistics for the
first six months of 1993 posted big
gains in some important areas. The
number of count<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>