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Popping Up From Down Under

Mushroom Label Whips Up A Frente! Frenzy In U.S.

B BY THOM DUFFY

LONDON—The winsome pop of
Frente! has broken the band’s U.S.
debut, ‘“Marvin
The Album’’ on
The Billboard 200.
The soulful rock
of Jimmy Barnes
has earned the
veteran guitarist a
high-profile slot in
Germany opening
Bryan Adams’ summer tour. The
danceable beat of Peter Andre has

FRENTE!

won the heart-throb singer fans in
Asia.

Successful beyond their homeland
of Australia, what these acts also

share is a deal with the Mushroom
(Continued on page 135)

Dino-Size Promos For Park’

@ BY EILEEN FITZPATRICK
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LOS ANGELES—In the largest cam-
paign ever created for a single home
video release, MCA/Universal Home
Video and its pro-
motional partners
will spend $65 mil-
lion marketing
“Jurassic Park,”
which is expected
to propel world-
wide retail reve-
nues for the title to
$1 billion.

However, its
promotional tie-in with McDonald’s
has raised the ire of the Video Soft-
ware Dealers Assn. and some retail-
ers.

“Jurassic Park” will arrive in stores
Oct. 4, priced at $24.98.

MCA Home Video president Louis
Feola wouldn't discuss specific sales
goals for the title, but says, “We want
to make this the biggest-selling title of
all time.”

Studio insiders say MCA/Universal
has set out to break Buena Vista
Home Video's “Aladdin” sales record
of 23 million units.

Buena Vista also is reportedly out
to break that record. It aims to sell at

T. REX

least 25 million units of “Snow White
And The Seven Dwarfs,” set for re-
lease Oct. 28.
Distributor sources say “Jurassic
(Continued on page 134)

KILGOUR

David Kilgour's ‘Sugar’ Fit

B BY BARBARA DAVIES

Perhaps it’s the interest in New
Zealand’s louder bands that has
prompted some
wags to dub the
country ‘“Noisy-
land.”

Some of the
“noise” in Auck-
land these days,
however, is com-
ing from the of-
fices of Flying Nun Records, and it
centers on “Sugar Mouth,” the sec-
ond solo album from Dunedin-based
artist David Kilgour. And as its title
implies, the album’s blissful pop is de-
void of all but the most judicious use
of noisy guitar.

“Sugar Mouth,” released May 9 in
New Zealand to critical raves and set
for European release in the early fall,

(Continued on page 139)

B BY STEVE McCLURE

OSAKA—For many musicians in
Osaka, Japan’s Second City, there
is no question: The west is the
best.

They prefer this
western Japanese
city’s loose, infor-
mal vibe to what
they see as the con-
formist, rat-race at-
mosphere of Tokyo
(which translates as
“eastern capital”).

It’s no accident, then, that Osa-
ka and the surrounding Kansai re-
gion have produced some of Ja-
pan’s most original and offbeat

Osaka’s Unconventional Scene ]
Breeds Offheat Musical Acts

musical acts, ranging from the
quirky pop of Shonen Knife to the
avant-thrash of the Boredoms.
“Osaka bands are very indepen-
dent,” says Mari Sato of Osaka
, production company
Music Stuff. “Even
after they’re signed
to major labels, they
don’t change their
style. They don’t
like to be told by rec-
ord companies or
management what
to do or not to do.”
Osakans’ strong sense of local
pride has deep historical and cul-
tural roots. The city has been a
(Continued on page 87)

Heirs Tell ASCAP:
Delay Changes

B BY IRV LICHTMAN

NEW YORK—Some 40 heirs and
others connected to the estates of

IRA AND GEORGE GERSHWIN

many of the nation’s great Tin
Pan Alley/Broadway songwriters
met May 23 in the Manhattan

(Continued on page 135)

Berry To Head
New EMI Unit

B BY ADAM WHITE

LONDON—The dealmaking skills of
Virgin Music Group chairman/
CEO Ken Berry, not to mention the
company’s record-breaking profits,

EMI

have earned him a bigger job.
Effective Sept. 1, Berry will be-
come president/CEO of EMI Records
(Continued on page 130)

IN THE NEWS

NARAS Adds Latin Jazz
Category To Grammys
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SEE PAGE 33

RCA Has ‘Delicious’
Sleeper U.K. For U.S.

PAGE 186

"John & Audrey Wiggms"'
In-store: June 21

"John & Audrey Wiggins''marks the debut release from this brother and sister
team hailing from the Smoky Mountains of NC. and features their first single,
“Falling Out Of Love''. The music is fresh and new, with rich harmonies some-
what reminiscent of the early Judds.
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Virgin's Sales Boost
EMI’s Profit Picture

B BY DOMINIC PRIDE

LONDON—Strong evidence that EMI Music’s 1992 acquisition of
Virgin was worthwhile appears in the multinational’s latest finan-
cial results. Overall sales were up 16.8% to 1.76 billion pounds ($2.64
billion), and operating profit rose 25% to 246.1 million pounds ($369.1
million) for the year that ended March 31, 1994.

Bolstered by the 8 million-plus worldwide unit sales of Janet Jack-
son’s debut album for the label, Virgin turned in the best perfor-
mance of its 21-year history, contributing sales of 452 million
pounds ($678 million) and profit of 90 million pounds ($135 million) to
EMI Music, a division of the U.K’s Thorn EMI.

The HMV Group, Thorn’s music retailing business, also turned in
a robust performance. Worldwide revenues increased 25% to 403.9
million pounds ($605.8 million), with sales outside the chain’s U.K.
base responsible for 47% of that total.

EMI Music president/CEO Jim Fifield calculates that the merger
of the two companies has actually saved them in the region of 47
million pounds ($70.5 million) in operating costs across the board.
He says that the integration of the company is now complete, with a
distribution switch in Spain being the last block to fall in place. Vir-
gin's contribution, which Fifield says exceeded expections, was list-
ed separately for the last time in the 1993-94 results, and will be
reported as group sales in the future.

Virgin’s market share in the U.S. tripled, according to Fifield, and
in the U.K. the company had six No. 1 albums during the 1993 calen-
dar year.

EMI Music’s figures—including Virgin—were aided by a total of
15 albums selling more than 2 million copies worldwide. Frank Sina-
tra’s “Duets,” Garth Brooks’ “In Pieces,” UB40’s “Promises And
Lies,” and Meat Loaf’s “Bat Out of Hell II” each sold more than 5
million units worldwide during the year, as did the Beatles’ “Red”
and “Blue” reissues. Lenny Kravitz’s “Are You Gonna Go My Way”
sold more than 4 million copies, while 3 million-plus sellers included

Music Unit Shines
In Dim Year For Sony

B BY DON JEFFREY

NEW YORK—Sony Corp.’s music division shined in the past fiscal
year with a healthy increase in sales. However, financial results for
the overall company were weak.

For the 12 months that ended March 31, Tokyo-based Sony says
that its Music Group’s worldwide sales totaled $4.48 billion. The
year before, it reported music sales of $3.85 billion.

The music business was buoyed by a number of hit albums,
topped by Mariah Carey’'s “Music Box,” a Columbia release that
sold 10 million units worldwide through March 31. Other big sellers
were Pearl Jam's “Vs.” (Epic), 6 million; Billy Joel's “River Of
Dreams” (Columbia), 6 million; and Michael Bolton’s “The One
Thing” (Columbia), nearly 5 million.

The company says music sales in the U.S. rose 22% over the previ-
ous year, but U.S. sales from all its operations declined “despite the
strong performance of the music business.”

Results were disappointing for Sony Pictures Entertainment,
which includes the Columbia and TriStar movie studios, Columbia
TriStar Home Video, a TV production unit, and a chain of movie
theaters. U.S. sales declined 7%.

Sony says its Pictures Group’s worldwide sales were $3.18 billion
in this fiscal year, compared with $3.31 billion a year ago. At the box
office, the best performers were “Sleepless In Seattle,” with a
worldwide gross of $200 million and a domestic take of $126 million,
and “In The Line Of Fire,” at $200 million worldwide and $102 million
domestic. “Sleepless” led the home video totals as well, with more
than 500,000 copies shipped to video stores for the rental market.

Sony did not break out profits for its music or pictures units sepa-
rately, but it did report the cash flow (earnings before interest, tax-
es, depreciation, and amortization) for the entertainment opera-
tions. The total was $646 million. For the previous fiscal year, Sony
reported a $904 million cash flow.

Overall, Sony Corp. says total sales rose to $36.2 billion from

) 52| “Canto Gregoriano” by the Spanish Monks Of Santo Domingo, | $34.4 billion the year before, while operating profit fell to $967 mil-
LT AR E YO DT HERE [ [GENER AL U B TEn G oD | “Very” by the Pet Shop Boys, “The Cross Of Changes” by Enigma, | lion from $1.09 billion. Sony attributes the weak numbers to the dis-
Blind Melon’s self-titled album, and “Siamese Dream” by Smashing | appointing movie results, sluggish economies in Europe, and an ap-

DANCE / MAXI-SINGLES SALES 52 (Continued on page 130) 1 preciating yen that was stronger than other major currencies.
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“I was on a payphone freezing my ass off in
England when 1 beard from Arthur, my very nice
manager, that ‘God’ had gone No. | on
BILLBOARD’s MODERN ROCK chart.

1 thought, bitchin’, maybe people will

stop putting donuts and cheese on their pianos at

Christmas time now.”
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Tori Amos, 1994
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U.S. To See More MuchMusic On TV
Canadian Network Set For Stateside Bow

W BY DEBORAH RUSSELL

NEW ORLEANS—MuchMusic, Can-
ada’s only national music video net-
work, will cross the U.S. border to
compete for the attention of pop mu-
sic fans here beginning July 1.

Rainbow Programming Holdings, a
subsidiary of Cablevision Systems
Inec., will distribute the 24-hour service
to about 2.5 million U.S. cable house-
holds upon the midsummer launch.
Josh Sapan, president/CEO of Rain-
bow Programming, announced the
deal May 23 at the National Cable
Television Assn. convention here.

MuchMusic’s move into the U.S.
comes at a time when its bid for a li-
cense renewal in Canada is facing op-
position from two major Canadian mu-
sic industry associations (Billboard,
April 30).

The Toronto-based MuchMusic ap-
pears on the cramped U.S. cable land-
scape at a time when several music
video services—including a network
proposed jointly by Sony Corp., Time
Warner Inc., EMI, PolyGram, and
Ticketmaster—remain in the talking
stages. Executives at existing ser-
vices, such as MTV Networks chair-
man/CEOQ Tom Freston, say they wel-
come the competition.

“It’s just one more network,” says
Freston, “and the competition only
makes the business healthier.”

MuchMusie, which debuted in Au-
gust 1984, reaches 5.6 million cable
households throughout Canada. The
link with Cablevision, the fifth-largest
cable operator in the U.S., broadens
the network’s international scope; it
already covers 1.2 million households
in Argentina. MuchMusic also oper-
ates the French music video service
Musique Plus.

MuchMusic president Moses
Znaimer is confident his service will
captivate American viewers.

“The new generation is internation-
ally minded,” he says. This channel
will be an enticement to discover new
music.”

MuchMusic’s unique approach to
programming is characterized by the
daily live production of an eight-hour

block that is rebroadcast twice in each
24-hour cycle. Music clips in a variety
of genres and languages, spanning
the pop, rock, country, hip-hop, and
world music formats, are mixed with
shows that feature entertainment
news and interviews, as well as cover-
age of social issues. The network also
licenses such popular series as the ani-
mated “Ren & Stimpy.”

Rainbow will distribute the Canadi-
an feed as it is produced in Toronto.
Alternative programming will be
stripped in to substitute for any ma-
terial that is not licensed for U.S.
broadcast, says Znaimer.

But it remains to be seen whether
the network’s Canadian content and
sensibility will play to Americans,
notes Pamela Marcello, director of vid-

eo promotion at MCA Records.

She adds that there could be a prob-
lem if MuchMusic programs clips by
bands who don’t have U.S. distribu-
tion. “What if kids do become interest-
ed in a certain video and they can’t
find the record in the store? That’s a
label’s worst nightmare.”

The service will evolve over time,
and it’s likely that programming ex-
clusive to the U.S. feed may become
an element in the mix, says Rain-
bow’s Sapan. “The existing program-
ming is not alienating in any way,” he
says, “but we may develop original
programming for the U.S. in future.”

MuchMusic is Rainbow’s first mu-
sic video service. Rainbow distributes
such cable networks as Bravo and
American Movie Classics.

Drive, She Said. Executives of Navarre Corp. and Drive Entertainment
announce their new agreement. Navarre will exclusively distribute the “Drive
Archive” in the U.S. The “Drive Archive” is a collection of rare reissues by
blues, pop, jazz, country, and rock artists that will be released on a bimonthly
schedule, with more than 50 recordings planned for 1994. The first set is a
blues series featuring Ray Charles, John Lee Hooker, Leadbelly, and others.
Shown, from left, are Drive Entertainment director of sales Kevin Day; Navarre
president Eric Paulson; Navarre VP of distribution Mike Gaffney; Drive president
Don Grierson; and Drive Entertainment CEO Stephen Powers.

@ BY SETH GOLDSTEIN

NEW YORK—GoodTimes Home
Video and Disney are more promi-
nent than ever at Wal-Mart, Ameri-
ca’s most potent retailer.

In recent weeks, Wal-Mart has
begun shipping a floor display
shared by the two vendors that
holds an estimated 4,000 prerecord-
ed cassettes. At 9 1/2 feet long and
6 feet high, with tapes eight deep,
the unit is too big for the electronics
departments where Wal-Mart tradi-
tionally stocks video. Stores instead
are placing them in main traffic
aisles.

“We're always filling this thing,”

Wal-Mart Boosts Visihility
0f GoodTimes, Disney Titles

says Mike Allen, manager of the
electronics department at the Wal-
Mart in Brooklyn, Ohio, a suburb of
Cleveland. “Product is moving ex-
tremely well.” Allen placed his dis-
play in Brooklyn’s “action alley,” at
the intersection of electronics, jew-
elry, and shoes. GoodTimes and
Disney meanwhile each lost a small-
er display, although Allen says
GoodTimes still has a unit for un-
der-$5 titles.

Chain executives weren’t avail-
able for comment, but Wal-Mart re-
portedly is shipping 500 displays a
week and should reach all qualified
locations by early June. It has

(Continued on page 133)

Fox Interactive Leaps Quickly
Into Game Software Fray

@ BY EILEEN FITZPATRICK

LOS ANGELES—Although Twenti-
eth Century Fox may by the last ma-
jor studio to form an interactive divi-
sion, it is among the first to debut
such a unit with a slate of product
ready to hit the market.

The first product from Fox Interac-
tive will be the simultaneous theatri-
cal and video game release of “The
Pagemaster,” a live-action and ani-
mated film produced by Turner Pic-
tures and distributed by Fox.

The film, starring Macaulay Cul-
kin, is scheduled for release over
Thanksgiving weekend. The video
will be released at a sell-through
price in late spring or early summer
1995.

Also in November, Fox Interactive
will release “The Tick,” based on the
animated series scheduled to pre-
miere on the Fox Children’s Network
this fall.

“It wasn’t our intention to an-
nounce Fox Interactive as a separate
division, but as an immediately oper-

Horowitz Ends Long Tenure As B’hoard Glassical Editor

NEW YORK—After a relationship
with Billboard that stretches back 46
years, Is Horowitz is bowing out as
classical music editor, effective with
this issue. Replacing Horowitz on
the classical beat will be Christie
Barter, a longtime trade and con-
sumer press writer.

Horowitz joined Billboard in 1948
as a reporter on the coin-machine
beat. With the modern music busi-
ness blossoming, he quickly moved
up the ladder at Billboard, rising to
the rank of music and radio news
editor.

That first stint at Billboard ended
in 1956, when Horowitz moved to
Decca Records as director of classi-
cal A&R. During his 15 years at Dec-
ca he produced several hundred re-
cordings, including albums by
Andres Segovia, Leopold Stokowski,
and New York Pro Musica. (In re-
cent years, his continuing associa-
tion with Segovia’s works has result-
ed in numerous CD reissues.)

Horowitz rejoined Billboard in
1973, first as a freelance classical
music writer and then as New York

bureau chief (the magazine was
headquartered in Los Angeles at
that time). He later became interna-
tional editor and executive editor. At
the end of 1985, Horowitz moved
into a part-time role, continuing his
column and editing the Commentary
page. More recently, he has served
exclusively as classical music editor.

“Is Horowitz,” says editor in chief
Timothy White, “is one of the most
distinguished and admired figures in
the music industry, but also one of
its modern architects, helping pio-
neer contemporary music journalism
and criticism, as well as playing a
consummate role as A&R executive
and astute producer of some of the
foremost classical artists of our era.

“Horowitz exemplifies the finest
aspects of journalism and the arts,
showing that those who critique can
also be those who create. There is no
higher standard in reporting than a
keen mind that shares its insights
with unstinting accuracy and care,
and there is no greater leadership
than leading with one’s heart; people
with qualities such as Is’ do more

HOROWITZ

BARTER

than inform the public, they educate
its spirit. Billboard will miss Is Horo-
witz’s superb contributions and
counsel, but it will always be deeply
grateful to him for the decades-long
gift of his talents.”

Horowitz plans to remain active in
the music business; currently, he is
working on yet another Segovia ret-
rospective for MCA.

Like Horowitz, Barter brings both
record industry and journalism expe-
rience to Billboard. Most recently, he
served for three years as North
American editor for Gramophone,
the London-based classical music
publication.

From 1982-90, Barter was music
editor of Stereo Review. Barter also

has held key posts at Ovation maga-
zine and Cash Box. From 1959-64, he
was music editor of Cue magazine
and created New York’s first FM
program guide.

On the records side, Barter served
as a publicity director for CBS Rec-
ords International, ABC Records,
and Capitol/EMI Records between
1964 and 1979.

“As Billboard continues to expand
and diversify its classical coverage,”
White continues, “we knew our top
editorial post in this area was an ex-
tremely important one to fill. Chris-
tie Barter is a journalist of excep-
tional experience and equally excep-
tional enthusiasm for the classical
world he covers as a seasoned pro
and respected expert. Billboard is
very pleased to welcome him to our
team.”

In addition to his new role as clas-
sical music editor of Billboard, Bar-
ter continues as U.S. correspondent
for BBC Music Magazine.

His debut Billboard column will
appear in the June 18 issue; there
will be no column next week.

ating division,” says chairman Peter
Chernin. “We didn’t want to an-
nounce blue-sky plans.”

Both programs will be released on
the Sega Genesis and Nintendo Su-
per Entertainment Systems cartridge
platforms. “The Pagemaster” also
will be released on Nintendo’s Game
Boy platform.

Although Fox Interactive will oper-

(Continued on page 135)

Days Inn To Reward
Guests With Video,
GD Rebhate Coupons

Days Inn is enlisting home enter-
tainment to help boost return visits
and bring in new clients. Customers
can redeem coupons, available when
they check out, for prerecorded vi-
deocassettes and CDs listed in a cata-
log published by Media Drop-In Pro-
ductions, based in Hartford, Conn.

The campaign, being tested this
summer in 420 franchised locations
from Boston to Kentucky and as far
west as Illinois, is Days Inn’s latest,
most ambitious attempt to reward
guests without going to the expense
of a frequent-flyer award program.
“We would be paying way too much
with airline miles,” says regional
marketing VP Rick Welch.

Welch expects the “Check In Days
Inn, Check Out The Stars” campaign
“will drive market share. We want to
go after the corporate guy and take
him away from the competition.”

He expects to roll out the offer na-
tionally to 1,500 franchisees 90 days
after the trial gets under way, with
the support of Days Inn’s 31 regional
alliances. The chain accounts for
150,000 of the 400,000 rooms in its
price category. The chainwide promo-
tion, backed by national advertising,
is expected to move 2,000 tapes a day,
according to Media Drop-In founder
and president Steve Saferin.

For Media Drop-In, the scheme is
another effort to broaden distribu-
tion beyond state lotteries. Saferin,
currently delivering product to five
lotteries, soon will begin supplying
80-100 videocassettes about outdoor

(Continued on page 130)
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We Must Invest In Artists’ Survival

B BY TIM COLLINS

In the wake of Kurt Cobain’s suicide, the
old joke about the life expectancy of a rock
star being somewhere between that of a
test pilot and a race car driver isn’t a joke
anymore.

Cobain’s death and the resulting emo-
tional trauma to our national psyche
prompt the following questions for the ex-
ecutives who run the music industry: Isn't
it time that we do something about the
problems that lead to self-destructive be-
havior among the artists we work with?
Isn’t it the responsibility of those of us who
make money from successful musicians to
help them get a grip on lives that often
seem out of control? Shouldn’t the music
business—managers, labels, radio, pub-
lishers, NARAS, MTV—start calling in
readily available resources to help our art-
ists handle the excruciating pain with
which some of them live?

Let’s start by looking at the system that
artists operate in these days. Success is
happening faster to new generations of
young, unprepared musicians. In order to
express themselves to their audience, con-
temporary artists need to be open and vul-
nerable, but the system that offers them a
chance to do so can be quite mean and is
often stacked against them. The time-
frame of success used to be “Here today,
gone tomorrow.” Now it’s “Here today,
gone later today.”

Artists are often packaged like dry
goods and discouraged from developing
beyond the style that brought them their
hits. This replication of creativity can be
particularly soul-destroying. Artists who
reveal their most personal vision find
themselves ripped open by the media.
Some don’t recognize themselves in their
own videos. Sudden fame and fortune, plus
the dislocation of constant travel, lead to
high anxiety and stress levels, symptoms
some musicians tend to treat with drugs
and alcohol. But almost nobody gives these
people any direction, or even any informa-
tion on how to live with themselves. Co-
bain’s tragic end is symptomatic of the
sickness in our industry and in the greater
American culture itself.

I can testify, from personal experience,
that the most creative artists are some-
times the most damaged, and most in need
of help. Everyone who works with musi-
cians recognizes the symptoms produced
by the stress we live with, among them:
drug addiction, sex addiction, compulsive
spending, workaholism, mood swings, eat-
ing disorders, and depression.

Who is responsible for helping these art-
ists? The answer is management, the la-
bels, and the artists themselves.

But who do we turn to?

Ten years ago, when Aerosmith began
to regroup after a period troubled by ad-
diction and discord, I tried to figure out
how to assemble a successful team. My re-
sources included my business school back-
ground, my career booking bands around
Boston, various books, and the role models
of successful people in our business. Al-
though John Kalodner, David Geffen, and
Ed Rosenblatt were the gurus that guided
us back to the top of our profession, there
was no one to tell us about and protect us
from the dark side of stardom, or what I

call the “shadow face” of success. As we
started to re-establish ourselves, with all
the above-mentioned symptoms, I began
to feel like the pilot of a plane, with the art-
ists’ lives in my hands and absolutely no
knowledge of how to fly.

Then, after exploring different modali-
ties—12-step programs, psychologists, the
psychiatric and medical communities—1I
realized our organization was like a family

‘We’re killing
our artists for
short-term
greed’

Tim Collins manages
Aerosmith and is
president of Collins
Management Inc.,
Cambridge, Mass.

unit, but one with a greater degree of dys-
function than the “normal” family. After a
long search I found two men who could
help us. Dr. Lou Cox, a New York psychol-
ogist, and Bob Timmins, an interventionist
and 12-step counselor from L.A., brought
us the healing and therapeutic skills we
needed to learn how to live without addic-
tion and with ourselves, with the shadow
face of success. I was able to supply the
business skills needed to integrate their vi-
sion into the daily realities of the lives of
rock stars.

Together, over time, we evolved a three-
fold program for helping our people sur-
vive crises and stay alive: intervention,
support, and training.

Intervention means identifying self-
destructive symptoms or behavior that
hurts others. Intervention means crisis
prevention. We learned to confront and in-
tervene with guidance and love, not con-
demnation and shame. Behavioral pat-
terns tend to return with time, so the
healing process must be an ongoing one.

Support means just that: friendship,
therapy, professional supervision if
needed, 12-step programs, role models—
whatever it takes to face depression and
avoid the isolation endemic to our busi-
ness.

Training means information not just for
the artists, but for all those who interact
with them. We learned to utilize treatment
centers like Hazelden, the Caron Founda-
tion and The Meadows. They taught us
how to change and cope and develop a dif-
ferent way of living.

THANKS FOR THE INFORMATION

The articles by Ed Christinan on changes
at PolyGram and by Mike Levin on Asian
mechanical rights (Billboard, May 7) were in-
formative, intelligent, and helpful back-

ground pieces. Keep 'em coming.
Michael F. Sukin
Sukin Law Group
New York

SEEKING A CURE IN COUNTRY
In her column “Country Can Take Or
Leave Manhattan” (Billboard, May 14), Me-

What is a star? Something that shines in
the night—but around all that light is
darkness, and the brighter the star, the
darker the shadow.

It’s time for a new moral imperative in
our business. If you manage an artist or
are the president of a record company, one
of your jobs should be to shine a light on
that darkness. The artists are too close to
the picture and already dependent on us.
We know how to help them be successful.
Why are we letting them kill themselves?

As a manager, I am part of this system,
and there’s a shadow side of me, too. I'm
sure many of us could see this in ourselves
if we know where to look. I had to learn to
put my trust in professionals and friends
who supported my work on myself as well
as my clients. Now, since almost no one is
trained to handle the shadow side of that
rock-star power, my office fields at least 20
calls a week from other managers and re-
cording executives whose clients need
help. We refer them to the resources al-
ready there, the local therapists and treat-
ment centers, as well as books like “I'll
Quit Tomorrow” by Vernon Johnson.

But I want to propose that the record
companies wake up to the systemic prob-
lem itself. After 40 years of incredible prof-
its and success, isn’t it time for a manifesto
of change? The labels already have A&R
people, but they should also have staff that
specialize in A&S—artists & survival!

The Big Six—Sony, EMI, Warner Bros.,
BMG, PolyGram, MCA—could fund a
treatment team as a permanent resource
for crisis intervention and rehabilitation.
For less money than the monthly fuel bills
on their private jets, the record companies
could provide the best available profes-
sional help to artists whose minds and very
lives are at stake. The industry already
spends so much money on technology—
making the music sound better. Why not
spend some on helping the creators of the
music stay alive and thrive? We're killing
our artists for short term greed.

“I’'m angry about Kurt,” Aerosmith’s
Steven Tyler told me. “He didn’t have to
die like that.”

By all rights, Aerosmith should be dead.
I should be dead. There's a reason we're
not, and the reason is not a secret. Let’s
wake up, learn from experience, and stop
the suicides and self-destructive behavior.
It’s the least we can do for the musicians
on whom we depend for our living, and the
benefits include longer artistic careers and
everyone sleeping a little better at night.

linda Newman sized up the situation per-

fectly. And her comment regarding WYNY

(or whatever they’re calling themselves this
week) was right on the money. Bravo!

Maybe someday things will change in New

York City, but I do agree that having a suc-

cessful and good country station will be an

important part of the cure.

Barbara Silber

Manager, affiliate relations

American Country Countdown

ABC Radio Networks

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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ACHMY HEART
(2nd )]

Don Von Tress
Millhouse Music

ALWAYS TOMORROW

Gloria Estefan

Foreign Imported Productions
and Publishing, Inc.

AM | THE SAME GIRL

(2nd Award)

Eugene Record

William “Sonny” Sanders
Unichappell Music, Inc.
Warner-Tamerlane Pub. Corp.

- ANGEL

‘ Gloria Estefan

Miguel A. Morejon

Foreign imported Productions
and Publishing, Inc.

BABY, BABY, BABY

Kenneth “Babyface” Edmonds
Antonio “L.A.” Reid

Daryl Simmons

ECAF Music

Green Skirt Music, Inc.

Kear Music

Sony Songs Inc.
Warner-Tamerlane Pub. Corp.

BABY, | NEED YOUR LOVING
- (5th Award)

amont Dozier

Brian Holland

Eddie Holland

Sténe Agate Music

BY THE TIME THIS NIGHT
IS OVER
*  Michael Bolton
&‘ Goldmark
¥. Bolton’s Music

- \ \

. ~ New Nonpareil Music
ner-Tamerlane Pub. Corp.

AROUND MY HEART
i

E IN OUT OF THE RAIN

Williamson
¥d Music

-

SONG OF THE YEAR S 4.
“I Will Always Love You”
DOLLY PARTON

Velvet Apple Music

gram International, Inc.

DO YOU BELIEVE IN US

Miguel A. Morejon

Foreign imported Productions
and Publishing, Inc.

DON'T WALK AWAY
Ronald K. Spearman
Ronnyonyx Music

DREAMLOVER
Mariah Carey
David Porter
Irving Music, Inc.
Rye Songs

Sony Songs Inc.

END OF THE ROAD

Kenneth “Babyface” Edmonds
Antonio “L.A.” Reid

Daryl Simmons

Boobie-Loo Music, Inc.

ECAF Music

Ensign Music Corporation
Kear Music

Sony Songs Inc.
Warner-Tamerlane Pub. Corp.

EVEN A FOOL CAN SEE

Mark Goldenberg

Fleedleedle Music

Music Corporation of America, Inc.

(EVERYTHING | DO)

| DO IT FOR YOU

(3rd Award)

Michael Kamen

Zachary Creek Music, Inc.

FAITHFUL

Peter Cox (PRS)

Richard Drummie (PRS)
EMI-Blackwood Music, Inc.

FEELS LIKE HEAVEN

Mark Goldenberg

Fleadieedis Music

Music Corpowation of America, Inc.

FIELDS OF GOLD
Sting (PRS)
Reggatta Music Ltd.

FOREVER IN LOVE

Kenny G

EMI-Blackwood Music, Inc.
High Tech Music

Kenny G Music

Kuzu Music

- -
ROST PERFORME’hO‘NG
ON COLLEGE RADIO




SONGWRITER OF THE YEAR
 WMIIGUEL A. VIOREJON

" PUBLISHER OF THE YEAR

WARNER MUSIC GROUP

GIVING HIM SOMETHING

HE CAN FEEL

Curtis Mayfield
Warner-Tamerlane Pub. Corp.

GOOD ENOUGH

Kenneth "Babyface” Edmonds
Antonio *L.A.* Reid

Daryl Sirnmons
Baabie-Loo Musle, inc.

ECAF Music

Kear Music

Sony Songs Inc.
Warner-Tamerlane Pub. Corp.

HAVE | TOLD ¥OU LATELY
VELRL L -

songs of Intecnational, Inc

HEAL THE WORLD
Michael Jacksan
Mijac Music

HERE WE GO AGAIN!
Charles A. Bobbit

James Brown
Susaye Coton (PRS)
Fred L Jr.

International
Publications
ic Corporation

David %

Hidden Pun Inc.

Stay Straight Music
Warner-Tamerlane Pub, Corp.

HOW DO YOU TALK TO

AN ANGEL

Barry Coffing

Stephanie Tyrell

Steve Tyrell
EMI-Blackwood Music. Inc.
Songster’'s Musit

Tyrell Music Co.

HUMPIN’ AROUND

Kenneth ‘Babriue" Edimonds
Antonio "L.A.* Reid

Daryl Simmens

Boobie-Loo Music, Inc.

ECAF Music

Kear Music

Sony Songs Inc.
warner-Tamerlane Pub. Corp.

| DON'T WANNA FIGHT
Steve DuBerry (PRS)
Billy Lawrie (PRS)
Lulu (PRS)

Chrysalis Songs
Ensign Music

| HAVE NOTHING

David Foster

Linda Thompson

Linda’'s Boys Music

One Four Three Music
Warner-Tamerlane Pub. Corp.

| SEE YOUR SMILE

i A. Morejon :
Foreign Imported Productions
and Publishing. Inc.

| STILL BELIEVE IN YOU
(Ind Award)
Vinen Gill

| WILL ALWAYS LOVE YOU
(2nd Award)

Dolly Parton
Velvet Apple Music

I’'M FREE

Miguel A. Morojon

Foreign Impostd Productions
anal Publishing. Ine.

1I'M SO INTO YOU
Brian Alexander Morgan
Bam Jams Music

Intarscope Pearl Music
-Tamerlane Pub. Corp.

¥ | EVER FALL IN LOVE
Cart

rance by Raémses Music
y Music
ation of Amrica, Inc.

IF | EVER LOSE

MY FAITH IN YOU
Sting (PRS)
Reggatta Music Ltd.

IF THERE HADN'T BEEN YOU
Ron Hellard

Tom Shapira
Careers-BM3 Music Publishing, Inc.

1N THE STILL OF THE NITE
Fredericke L. Parris
Lle® Corporation

JESUS HE KNOWS ME
Tony Banks (PRS)

Phil Collins (PRS)
Mike Rutherford (PRS)
Hidden Pun Music, Inc.

JUST ANOTHER DAY
(OTRO DIA MAS SIN VERTE)

guﬂ Award)]

loria Estefan

Miguel A. Merejon

Foreign Imported Productions
and Publishing, Inc.

LAYLA

(2nd Award)

Eric Clapton (PRS)

Jim Gordon
Unichappell Music, Iac.

LITTLE MISS CAN'T BE WRONG
Christopher Barron

Aaron Comess

Eric Schenkman

Mark White

Mow B’jow Music, Inc.

Sony Songs Inc.

LOVE IS

Michael A. Caruso

John Keller

Checkerman Music
Pressimancherryblossom
Sony Sones Inc.
WamenTameriane Pub. Corp.
Watchfire Music

MAN ON THE MOON
8l Berry

Peter Buck

Mike Mills

Michael Stipe
Night Garden Music

MR. WENDAL

Sylvester Stewart
Todd Thomas

é"%:‘k
Mijac Music

NEVER A TIME
ny Banks (PRS)

Mike Rutharfare (PRS)

Middon Pun Music, Inc.

NO MISTAKES
Patty Smyth
EMI-Blackwood Music, Inc.
Pink Smoke Music

NO ONE ELSE ON EARTH
Stewart Harris

Edisto Sound international
Tree Publishing €o., Inc.

NO ORDINARY LOVE
Stuart Matthew man (PRS)
Sade (PRS)

Sony Songs Inc.

PASSIONATE KISSES

Lacinda Williams

Lucy Jones Music
Momad-Noman Music
Warner-Tamerlane Pub. Corp.

REACH OUT, I'LL BE THERE
(2nd Award)

Lamont Dozier

Brian Holland

Eddie Holland

Stone Agate Music

REAL LOVE

Mark Morales

Mark Rooney

Music Corporation of America, Inc.
Second Generation Rooney Tunes
Publishing

Pillarview, B.V.

RUN TO YOU

Allan Rich

Music Corparation of America, Inc.
Nelana Music

SAVE TME BEST FOR LAST
®nd Award)
Jon Lind
Wondy Waldman
ique Music
in Songs
Music Co.
Moon and Stars Music

SONIETIMES LOVE JUST AIN'T ENOUGH
Patty Smyth

EMi-Blackwood Music. Inc.

Pink Smoke Music

TEARS IN HEAVEN

{2nd Award)

B¢ Clapton (PRS)

Wil Jennings

#iUe Sky Rider Songs
Unichappell Music, Inc.

TELL ME WHAT YOU DREAM

August Wind Music

Careors-BMG Music Publishing, inc.
Jasper Ipeters Music

Longitude Music Co.

Mopage Music

TELL ME WHY
Karia Boroff

Seagiape Music

TENNESSEE

Aerle Taree Jones

Todd "Speech” Th .
Arrested Develcp! Music
EMI-Blackwood Musit Ine

THAT'S THE WAY LOVE GOES
Charles A. Bobbit

James Brown

Janet Jackson

John Starks

Fred A. Wesley, Jr.

Black Ice Publishing
Dynatone Publishing Co.

THAT’'S WHAT LOVE CAN DO
Matt Aitken (PRS)

Mike Stock (FRS)

Peter Waterman (PRS)

All Boys USA Music

TO LOVE SOMEBODY
Barry Gibb
Robin Gibb
Gibb Brothers Music

TWO PRINCES
Christopher Bariron
Aaron Comess

Eric Schenkman

Mark White

Mow B’jow Music, Inc.
Sony Songs Inc.

WEAK

Brian Alexander Morgan
Bam Jams Music

Interscope Pearl Music
Warner-Tamerlane Pub. Corp.

WHAT BECOMES

OF THE BROKENHEARTED
{(3rd Award)

James Dean

William Weatherspoon
Stone Agate Music

WHAT KIND OF LOVE
{2nd Award)

Will Jennings

Roy Orbison

Blue Sky Rider Songs
Orbisongs

WHAT YOU WON’'T DO

FOR LOVE

Bobby Caldwell

Alfons Kettner
Lindseyanne Music Co., Inc
Longitude Music Co.

The Music Force

WHEN A MAN

LOVES A WOMAN

(3rd Award)

Calvin Lewis

Andrew J. Wright

Pronto Music

Quinvy Music Publishing Co.

WHEN SHE CRIES
Sonny Lemaire
Sun Mare Music Publishing

A WHOLE NEW WORLD
Alan Menken
Wonderland Music Company, Inc.

-

WOULD | LIE TO YOU
Mick Leeson (PRS)
Peter Vale (PRS)
EMI-Virgin Songs, Inc.

YOU'VE LOST

THAT LOVIN’ FEELIN'

(8th Award)

Barry Mann

Phil Spector

Cynthia Weil

ABKCO Music, Inc

Nother Bertha Music, Inc
Screen Gems-EMI Musie, Inc.
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All you need is a MOMENT

the new album by

I AT.AFT FIA T TEFIAVVATY
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| featuring “LET ME LOVE YOU”

Executive Producer: Gemma Corfield
Management: Raymond A. Shields Il for Black Dot Management

On vipeEo souL June 6!
On THE TODAY SHOW June 27th!
On tour with GERALD ALBRIGHT

6/5 Centerville, VA 6/21-23 New York, NY 6/24 Hampton, VA 6/25 New Brunswick, NJ 6/30 Cinncinati, OH
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RCA Awakens
Interest In
Sleeper U.K.

@ BY THOM DUFFY

LONDON—RCA Records in the U.S.
may have a sleeper hit on its hands
with its signing of one of Britain's
top indie rock bands.

The band, Sleeper U.K., topped the
independent singles chart in Britain
with its release “Delicious” while on
a sold-out, 17-city tour of Britain as
the opening act for Blur.

Sleeper U.K. (which will add the
national designation to its name in
America to avoid trademark conflict
with an existing American act called
Sleeper) has released three singles to
date in Britain on Indolent Records,
an independently distributed label set
up by RCA Records U.K.

“Alice In Vain,” the group’s de-
but single, was released in Britain
late last year and serviced as a sev-
en-inch vinyl import to U.S. college
radio by RCA during May. The sin-
gle introduced a four-piece guitar
band whose deft mix of melody
and raw rock riffs is shaped by the
personal and provocative song-
writing of lead singer Louise
Wener. Wener co-founded the band
with guitarist Jon Stewart and, af-
ter relocating to London from
Manchester, recruited bassist
Deed Osman and drummer Andy
McClure.

Parton, Morejon,
Wamer Music
Tops For BMI

E BY IRV LICHTMAN

NEW YORK—Whitney Houston's
recording of Dolly Parton’s “I Will
Always Love You,” which enjoyed a
record 14 straight weeks at No. 1 on
Billboard’s Hot 100 Singles chart, has
been named the most-performed
BMI-<cleared song of the year.

In two other key awards presented
May 26 at BMI's 43rd annual pop
awards dinner here, Miguel A. More-
jon, co-writer of five most-performed
songs, emerged as the songwriter of
the year, and Warner Music Group,
with 17 top songs, ranked first
among publishers. Its sister compa-
ny, ASCAP-cleared Warner/Chap-
pell, earlier had earned this year’s top
ASCAP honors with 10 awards (Bill-
board, May 21).

BMI’s Citations of Achievement
were presented to the writers and
publishers of the 73 most-performed
songs on U.S. radio and TV from Oct.
1, 1992, to Sept. 30, 1993.

The award for “I Will Always Love
You,” sung by Houston on her huge
soundtrack success, ‘“The Body-
guard,” was the first pop honor for
the song. Recorded in 1973 by Parton,

(Continued on page 24)

SLEEPER UK.

“She has a tremendous voice, and
the band has a great, energetic, excit-
ing feel,” says Dave Novik, senior
VP of A&R at RCA Records. He adds
that “Alice In Vain” is a “great alter-
native pop record.”

Ben Wardle, A&R manager with
RCA Records in the U.K., recalls that
he first saw Wener perform at the
Mean Fiddler in London with her
group, then called Surrender Doro-
thy, and was immediately struck by
the singer’s voice—‘like a punk
Dusty Springfield,” he says—and the
barbed nature of her lyrics.

In mid-1993, Sleeper U.K. was
signed to Indolent Records, which
had been set up by RCA in Britain to
give the major label a stronger foot-
hold in the indie rock genre, and as a
way to nurture bands outside the vol-
atile environment of the U.K. pop sin-
gles and album chart.

“With independent distribution of
the singles, we have the ability to
have records stay in shops for a cou-
ple of months,” says Wardle. “And
people talk to each other at colleges
about what's happening” on the indie
scene.

Among the flock of A&R execu-
tives that inevitably gather around
any promising new band in London,
Wardle “figured us out before any-
one else,” says Geoff Wener, the lead
singer’s brother, who manages the
band. “There’s a lot in the attitude
and ethics of the band’s music.
There's a certain nonconformity at

(Continued on page 133)

Lahels Seek Gustody Of Offspring
L.A. Act Sticks Close To Indze Epitaph

EBY BRETT ATWOOD

LOS ANGELES—Punk rock act the
Offspring, on the independent Epi-
taph label, is receiving the kind of at-
tention usually associated with a
fast-rising major-label release.

With modern rock airplay, MTV
exposure, and strong retail support,
the surprising success of the Orange
County, Calif -based act has spawned
the biggest West Coast major-label
bidding war since Beck.

Companies in hot pursuit of the
quartet include Atlantic, PolyGram,
EMI, and Sony, with some offers esti-
mated to exceed $1 million, according
to a source close to the band.

Despite the hefty offers, the band,
its management, and Epitaph say the
Offspring will stick with the Holly-
wood-based label.

The Offspring’s “Smash” album
debuts at No. 187 on The Billboard
200 this week and moves from No. 7
to No. 5 on Heatseekers, making it
the highestcharting Epitaph release
to date. (Former label mates Bad Re-

Swing Shift. Tommy Boy’s K7 is
dressed for action in his Popular
Uprisings T-shirt, his award for the
three-week run that his “‘Swing Batta
Swing'* album spent at No. 1 on
Billboard’s Heatseekers chart. The
title rose as high as No. 54 on Top
R&B Albums and No. 96 on The
Billboard 200. (Photo: Chuck Pulin)

THE OFFSPRING

ligion, now signed to Atlantic, peaked
at No. 14 on Heatseekers with “Reci-
pe For Hate.”)

MTYV added the clip for the empha-
sis track “Come Out And Play (Keep
'Em Separated)” to its “on” rotation
this week. The act also is gaining
MTV exposure on “120 Minutes” and
“Alternative Nation.”

“I'm flattered that there is inter-
est, but I would like the opportunity
to show what Epitaph can do with a
hit single,” says label owner Brett
Gurewitz, who is also a member of
Bad Religion. “More importantly, I
want to find out for myself what this
label is capable of. If I sell this thing
now, I might never know.”

Jim Guerinot, who manages the
band along with Larry Weintraub,
says, “The band is not leaving Epi-

taph. As you rmght expect, a lot of la-
bels are expressing interest in the
band, but they want to stay with an
independent label.” Guerinot, who is
also senior VP of marketing/GM at
A&M Records, says the band is con-
tractually obligated for one more al-
bum with Epitaph.

“It cracks me up,” says lead singer
Bryan Holland. “Epitaph has us on
MTV. They have us on radio. What
more do we need? We are perfectly
happy with the job Epitaph is doing.”

Industry speculation remains that
Epitaph, which has built an impres-
sive roster with hardcore rock acts
like Pennywise, No FX, and Rancid,
may be acquired by a major label.
Gurewitz dismisses the talk, saying,
“It’s not the right time to do that
now. It's no big news that I'm not in-
terested in the slightest in securing a
big label deal.”

Epitaph’s strong reputation within
the retail community distinguishes
the Offspring from other recent inde-
pendent releases that benefit from
the deeper pockets and connections
of a major label.

“This is not like Beck,” says Epi-
taph marketing director Andrew
Kaulkin. He says Beck’s original la-

(Continued on page 135)

NARAS 0K’s Latin Jazz,
Other Grammy Categories

B BY JOHN LANNERT

After four years of delibera-
tions, the trustees of the National
Academy of Recording Arts & Sci-
ences have voted to approve Latin
jazz as a category in the 1995
Grammy Awards.

The vote was taken during the an-
nual meeting of NARAS trustees,
held May 16-20 in Hawaii. They also
voted to add a separate category for
albums in the pop, rock, R&B, and
country fields. Previously, albums
and tracks competed against one an-

B BY PAUL SEXTON

NARA, Japan—A spectacular East-
meets-West concert staged here in
the awe-inspiring setting of an 8th
century Buddhist temple—the first
of a proposed annual series dubbed
the Great Music Experience—has
been sold to television broadcasters
in some 40 countries, organizers
say. Negotiations for television
rights in 15 other markets, including
the U.S,, are still under way.

Bob Dylan, Joni Mitchell, INXS,
Jon Bon Jovi, Ry Cooder, and the
Chieftains were among the Western
stars performing in front of the To-

TV To Provide Int’l Music

jaiji Temple and its massive wooden
Buddha in the inaugural Great Mu-
sic Experience shows. UNESCO
helped sponsor the shows as part of
its World Decade for Cultural Devel-
opment (Billboard, April 2). The art-
ists performed three full concerts
May 20-22, with the final perfor-
mance broadcast live. The series
was conceived by the TV production
company Tribute Management,
which hopes to stage similar extrav-
aganzas through the year 2000 at
UNESCO World Heritage sites.
Sponsorship support also was sup-
plied by the electronics company
Sanyo and by Japan Airlines.

Expenence

.

Joni Mitchell, left, and the Chieftains’
leader Paddy Maloney.

“What we were aiming to do was
to break the mold of music on televi-
sion,” said the show’s executive pro-

(Continued on page 134)

other within these genres, but last
year the academy limited eligibility in
those categories to singles or tracks
(Billboard, May 29, 1993). In addition,
an albums-only rule has been enacted
for the three jazz categories: best
contemporary jazz performance, best
jazz vocal performance, and best
large jazz ensemble.

Also, a best pop vocal collabora-
tion category has been added in the
pop field for artists who ordinarily
do not perform together. Previous-
ly, these artists competed with es-
tablished groups in the best pop
performance, duo or group catego-
ry. A separate field also has been
created for traditional pop, which
formerly was categorized within
the pop field. In the recording pack-
age field, an additional category
was created to separate single-disc
jewel box packages from special
packages and boxed sets.

Though Latin jazz will be placed in
the jazz field, Latino NARAS mem-
bers will be able to vote in the Latin
jazz category without forfeiting a
vote in another field.

Saying he was thrilled by the trust-
ees’ approval, NARAS president/
CEO Michael Greene said the im-
provement of NARAS' Latin screen-
ing committees, burgeoning interest
from Latino jazz acts, and the forma-
tion of NARAS' upcoming Latino
counterpart, the Latin Academy,
helped pave the way for Latin jazz to

(Continued on page 127)
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A Dose Of The Blues For L.A.’s GityWalk
B.B. King’s Club Imported From Memphis

W BY CHRIS MORRIS

LOS ANGELES—On the heels of the
L.A. opening of House Of Blues, the
city will soon get another blues-ori-
ented venue—an L.A. branch of
Memphis’ B.B.
King’s Blues Club.

Tommy Peters,
who co-owns B.B.
King’s with the
famed bluesman,
says the new
nightspot will

\) open sometime be-

KING tween July 1 and

July 10 in Univer-

sal CityWalk, the sprawling enter-

tainment and shopping complex in
Universal City here.

The club’s arrival will be trumpet-
ed by what Peters describes as “an
outdoor catfish fry-barbecue . ..
[and] mini-festival of Memphis music

and blues,” June 22 at CityWalk’s
outdoor Palm Court.

Hosted by King (who will per-
form), the kickoff also will feature
such Memphis-based performers as
Rufus Thomas, Sam Moore (of Sam
& Dave), brothers Eric and Eugene
Gales and Little Jimmy King, and
Ruby Wilson and Preston Shannon,
whose groups serve as the house
bands at the Memphis club.

The L.A. venue spins off the most
popular and best-appointed club in
Memphis’ redeveloped Beale Street
music district. It has served as a hub
of the street’s action since it opened
May 3, 1991.

“There’s been a resurgence [on
Beale] since B.B.’s opened,” Peters
says. “Eleven new clubs opened. It's
really created the wave behind the
success of Beale Street.”

Peters says with a laugh, “We had
no desire to come to Los Angeles,”

M BY BRETT ATWOOD

LOS ANGELES—Stone Temple Pi-
lots, the Spin Doctors, Arrested De-
velopment, John Mellencamp, Bos-
ton, and Keith Sweat lead the pack
of summer releases due to heat up
retail in June.

Atlantic unleashes “Purple,” the
second album from modern rockers
Stone Temple Pilots, June 7. The
San Diego act’s debut album,
“Core,” is triple platinum and has
logged more than 70 consecutive
weeks on The Billboard 200. The
quartet is expected to support the
new release headlining a summer
tour.

The Spin Doctors return June 14
with “Turn It Upside Down.” The
Epic release contains the single

Pilots, Doctors Kick Off
Summer Album Releases

“Cleopatra’s Cat,” which was ser-
viced to top 40 and album rock radio
in mid-May. The band’s debut al-
bum, “Pocket Full Of Kryptonite,”
released in 1992, is triple platinum.
Arrested Development will unveil
its second studio album, ‘“Zingala-
maduni” June 14. The Chrysalis/
ERG release also will be available
on a limited-edition vinyl pressing.
Mercury artist John Mellencamp
follows up the platinum “Human
Wheels” with “Dance Naked,” due
in stores June 27. The first single, a
cover of Van Morrison’s 1971 hit
“Wild Night,” features Me'Shell
NdegeOcello on vocals and bass.
Mellencamp was the VH-1 featured
Artist Of The Month in May.
MCA classic rock act Boston re-
(Continued on page 32)

but the wheels were set in motion af-
ter a number of MCA Records execu-
tives visited the Memphis club during
live recording sessions for King’s
Grammy-winning 1993 album, “Blues
Summit.”

“Everybody liked the place, and
MCA communicated with their devel-
opment people who were doing the
CityWalk project, and they communi-
cated with us about coming up here,”
Peters says.

King’s was not the first club to be
solicited for the site: CityWalk had
also sought out House Of Blues, but,
according to Peters, owner Isaac Ti-
grett already had his sights on a loca-
tion on West Hollywood’s Sunset
Strip.

Peters says the 400- to 500-seat
L.A. King’s will be a three-tiered
structure, with an “incredible intima-
cy” not unlike that found in the Mem-

(Continued on page 134)

Jazz Guitarist Joe Pass Leaves
Behind Much Unissued Material

B BY MELINDA NEWMAN

NEW YORK—Jazz guitarist and
Grammy Award winner Joe Pass,
who died of liver cancer May 23,
leaves behind a trove of unreleased
material.

According to Terri Hinte, spokes-
person for Fantasy Records, the 65
year-old Pass had material for six al-
bums in the can at the time of his
death. Pass recorded for Fantasy-dis-
tributed Pablo Records.

Pass, who was born Joseph Antho-
ny Passalaqua in New Brunswick,
N.J., patented a solo guitar style that
reflected a mastery of both rhythmic
and melodic playing. His unique fin-
ger-picking technique and orchestral
approach gave his performances a
multi-dimensionality rare among gui-
tarists.

Pass, who played with an array of
artists ranging from Ella Fitzgerald

No. 1 With A (Red) Bullet. Composer/conductor/pianist Marvin Hamlisch, right,
signs an exclusive co-publishing agreement with Famous Music, including
administration of his Red Bullet Music (ASCAP). At left is Famous Music
chairman/CEO Irwin Z. Robinson. Hamlisch is music director for Barbra
Streisand’s current tour, and co-wrote her new Columbia single *‘Ordinary
Miracles.” Next season Hamlisch will become the first principal pops conductor of
the Pittsburgh Symphony Pops; he also will conduct the Boston Pops in its Fourth
of July concert. His 30-minute symphonic suite, ‘“Anatomy Of Peace,” will be
performed June 6 in France to commemorate the 50th anniversary of D-Day.

RECORD COMPANIES. Randy Miller is
promoted to executive VP of market-
ing for MCA Records in Los Angeles.
He was senior VP of marketing.

Mercury Nashville names Keith
Stegall VP of A&R and Carson
Chamberlain director of A&R. Ste-
gall is a songwriter/producer and
headed Keith Stegall Enterprises.
Chamberlain was tour manager for
Alan Jackson.

Ruth Carson is appointed VP of
creative marketing for Capitol Rec-
ords in Los Angeles. She was VP of
black music marketing for Columbia.

Ed Mitchell is appointed VP of cre-
ative, audio and video, for Sony Won-
der in New York. He was an indepen-
dent audio producer and director.

Virgin Records in New York pro-
motes Lori Feldman to senior direc-
tor of national video promotion and
Richy Vesecky to manager of video
promotion. They were, respectively,
director of national video promotion

MILLER

STEGALL

and coordinator of video promotion.

Larry Hughes is promoted to na-
tional director of field promotion for
MCA Records/Nashville in Nash-
ville. He was West Coast regional di-
rector of promotion, based in Los An-
geles.

Steephen Riccardo is promoted to
director of marketing/sales for A&M
Records in Kew Gardens, N.Y. He
was a consultant.

Mike Smith is appointed director
of sales for EastWest Records Amer-
ica in New York. He was director of
sales at Paisley Park.

EXEBCUH TV E U - RINTABILE

MITCHELL

Gladys Pizarro is promoted to VP
of A&R at Strictly Rhythm Records
in New York. She retains her posi-
tion as label manager of Phat Wax
Records, a subsidiary of Strictly

Rhythm.

DISTRIBUTION. Cema Distribution pro-
motes Kathy Ganser-Aderman to
Northeast regional director in New
York, Jerry Brackenridge to South-
ern regional director in Atlanta, Ter-
ry Sautter to Western regional direc-
tor in San Francisco, and Dave Wit-
zig to Midwest regional director in

and Oscar Peterson to Frank Sinatra
and Sarah Vaughan, had recorded
more than 20 albums for various la-
bels, many of which have been reis-
sued through Fantasy’s Original Jazz
Classics imprint.

He was most
noted for his “Vir-
tuoso” series, five
solo recordings
(including one live
set) that featured
Pass interpreting
jazz standards.

However, Pass
was just as com-
fortable perform-
ing in different combos. His last al
bum, 1993’s “Joe Pass & Co.,” spot-
lighted him playing with his
quartet—guitarist John Pisano, bass-
ist Monty Budwig, and drummer Col-
in Bailey.

His collaborative efforts earned
him a Grammy in 1974. The award
was in the best jazz performance by a
group category for his Pablo album
“The Trio,” which also featured Os-
car Peterson and Niels-Henning Orst-
ed Pedersen.

Pass decided at an early age that
he wanted to be a guitar player. In-
fatuated with the singing cowboy
Gene Autry, Pass received his first
guitar when he was 9. By the time he
was 14, Pass was playing profession-
ally at parties and dances with a
small string combo.

By the early '50s, Pass had moved
to New York and was playing across
the country. A problem with drugs
landed him in jail several times, and
finally, in the early '60s, he entered
the drug recovery program at Santa
Monica’s Synanon Foundation.

His experiences during rehab led
to his first record, “Sounds Of Syn-
anon,” released in 1962 on Richard
Bock’s Pacific Jazz Records.

Relocating permanently to Los An-
geles, Pass worked with a number of
bands, including those led by Les
McCann, Bud Shank, and Bobby
Troup. He also toured with George

(Continued on page 127)

PASS

HUGHES

FELDMAN

Chicago. They were, respectively,
Washington, D.C., branch manager,
Atlanta branch manager, San Fran-
cisco branch manager, and Chicago
branch manager.

Columbia Records in New York ap-
points Rachel Felder associate direc-
tor of marketing. She was a contrib-
uting editor for Hits magazine.

Sony Music Entertainment in New
York names Andrew Ross senior
counsel, Anthony Sclafani senior
West Coast counsel, and David Ed-
ward Agnew counsel. They were, re-
spectively, counsel for Sony Music En-

SMITH

RICCARDO

tertainment, senior counsel for Sony
Music Entertainment, and associate at
Mitchell, Silberberg & Knupp.

PUBLISHING. Frank Petrone is named
creative director, West Coast for
peermusic in Los Angeles. He was di-
rector of creative activities at Lipp-
man Music Publishing.

RELATED RELDS. Bob Volpe is named
VP of distribution and logistics for
Hastings Books, Music & Video in
Amarillo, Texas. He was VP of BSM,
a computer peripheral distributor.

16

BILLBOARD JUNE 4, 1994



+ His Box Set
_ 7 Boats, Beaches, Bars and Ballads”’
- ~ .- .is Now Double Platinum .
The *3rd Hottest Selling Box Set'In Hisiory e
 FRUITCAKES (His First Studio Album in Nearly 6 Yeurs)
- Shipped Gold Plus! '

.*A-Sold Ovut "FRU“’CAI(IS” Tour
. FRUI'I'CAI(!S 'I'lle Debui Single and Video Servued to AC und A’ Rudlo

- Going for Airplay June 6th
Produced By Russell Kunkel

MC/\

| A CHE Y77
©1994 MCA Records, Inc. N MANAGEMENT, INC.

I 14

r

“Soundscap, hc.




Artists & Music

L7 Still Hungry For Punk Lifestyle

Slash Looks For Lollapalooza Breakthrough

8 BY DAVID SPRAGUE

NEW YORK—"Punk rock doesn’t
have anything to do with poverty or
musical style,” says Jennifer Finch,
bassist for L7. “It’s an attitude that
everyone in this band grew up so in-
undated with ideologically that it will
always be a part of us. It's like grow-
ing up in Sweden—no matter where
you go, all your experiences are fil-
tered through that.”

The Angeleno quartet supplies am-
ple evidence of that on its bracing
fourth effort, “Hungry For Stink,”
which will be released July 12 on
Slash/Warner Bros. By the time the
album ships—preceded by the con-
trolled, menacing single
“Andres”—Finch and band mates
Donita Sparks, Suzi Gardner, and
Dee Plakas will be two weeks into its
stint on the 1994 Lollapalooza tour.

Slash president and founder Bob
Biggs sees that tour as an ideal envi-
ronment to expose the band in areas
where its profile may be lower than
on the coasts. “Lollapalooza has a
very specific image that draws a lot of
people in a sympathetic environ-
ment,” he says. “There’s already an
awareness of L7 in a dedicated core
audience, but 1 think this record will
prove they can have a wider influ-

ence.”

While the band’s 1992 Slash bow,
“Bricks Are Heavy,” generated a
good deal of interest, it peaked at No.
99 on Billboard’s Top 200: Finch ad-
mits to being somewhat disappointed
with its performance. Biggs notes
that the involvement of Warner Bros’
staff on the new album’s set-up—the
last disc was initially worked by Slash
alone— should make for greater out-
of-the-box impact.

“There’s no smoke and mirrors,”
Biggs says of the band-mandated, no-
frills marketing campaign. “But
Warner Bros. deals with the middle

L7: Donita Sparks, Jennifer Finch, Dee
Plakas, and Suzi Gardner.

Julia Fordham Moves Forward
With Abandon On Virgin Set

B BY JON CUMMINGS

NEW YORK—After releasing three
albums of exquisitely crafted, metic-
ulously sung pop, British singer Julia
Fordham finally cuts loose on her
new set, “Falling Forward,” due July
12 from Virgin Records. On tracks
like the luminous “Caged Bird” and
the gospel-tinged “Hope, Prayer &
Time,” she sings with a spontaneity
and abandon unexplored on her pre-
vious releases.

But like many spontaneous acts,
this one was carefully planned.

“Yes, ‘abandon’—that was on my
list. That was one of my own words,”
says the gregarious Fordham. “This
time I wanted to sing my pants off.
With both ‘Porcelain’ [1990] and
‘Swept’ [1991], I had pursued a cer-
tain kind of delivery, and felt that I'd
given the right sort of reading to the
songs. It was emotive, but also quite
controlled.

“Sometimes, though, you have to
show what you can do, and for this al-
bum I felt I had to push the barriers
a bit. The new songs afforded me the
opportunity to do that.”

Fordham says she spent months
preparing her new vocal attack—
testing microphones, practicing
scales, strengthening her vocal
chords. She also decided against us-
ing her longtime producers, Grant
Mitchell and Hugh Padgham, in-
stead cocooning herself in a Los
Angeles studio for three months with
Larry Klein (Joni Mitchell, Shawn
Colvin).

It was all part of a concerted effort

to make an album quite unlike her
previous releases. Not that Fordham
(or her label, for that matter) is dis-
satisfied with her achievements to
date: After cracking The Billboard
200 with her self-titled 1988 debut,
she made a bigger splash with “Por-
celain” and the single “Manhattan
Skyline,” which
became a VH-1
staple. ‘“Porce-
lain” went on to
sell about 225,000
copies, according
to the label, and
reached No. 74 on
the album chart.
“Swept” did not
sell as well (85,000
copies to date, according to Sound-
Scan data), but Virgin product man-
ager Jean Rousseau blames its dis-
appointing performance primarily on
the lack of an extensive U.S. tour be-
hind the album. “She just didn’t
spend mu<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>