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Industrial Rockers Breaking
Through To The Mainstream

H BY CRAIG ROSEN

LOS ANGE LES—The industrial rev-
olution is being televised on MTV and
modern rock stations and is selling

GRAVITY KILLS

briskly at a retail outlet near you.
Industrial-influenced acts Gravity
Kills, Stabbing Westward, and Mari-

Imprint’s Peters
Is Modern Country

W BY CHET FLIPPO

NASHVILLE—For longtime song-
writer and first-time recording artist

o "
* g S

PETERS

Gretchen Peters, as well as for her
fledgling label, Imprint Records,

nothing is business as usual.
When Peters’ first album, “The Se-
(Continued on page 29)

CONTEMPORARY
CHRISTIAN
MUSIC

A BILLBOARD SPOTLIGHT

SEE PAGE 33

lyn Manson are receiving video and ra-
dio play and making sales gains.

The success of these three acts
comes in the wake of Nine Inch Nails’
breakthrough at radio and retail (Bill-

“"; ; *é

MARILYN MANSON

board, April 2, 1994) and the arrival of
other industrial-oriented, radio-
friendly acts, such as Filter.

It’s also occurring at a time when
the modern rock format continues to
flourish but is sharing key artists with
top 40, mainstream rock, and even hot

(Continued on page 101)
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B BY ED CHRISTMAN

NEW YORK—For almost 25
years, major record labels have
relied on the
branch system to
sell and market
music, but over
the next month,
EMI-Capitol Mu-
sic Group North
America will dis- |
mantle Cema Dis-
tribution and re-
place it with
Distribution.
More than a name change, EMI
Music Distribution will abandon
the concept of housing sales and
marketing responsibilities within
a geographic structure and will in-
stead divide those responsibilities

EMI Music

EMI-Capitol To Restructure
Distrib.; Cema Gets New Name

EMI MUSIC DISTRIBUTION

among three teams: the major ac-
counts group, the field marketing
sales group, and the artist devel-
opment group.

- Charles Koppel-
man, president/
CEOQ of EMI-Capi-
tol Musi¢c Group
North Ameriea,
says, ‘“‘The new
structure will em-
power our people
and be responsive
to retail’s needs
and also to our labels, as we work
to develop a preponderance of
new artists. The key word
is ‘empowerment."”

Russ Bach will remain presi-
dent of EMI Music Distribution,
and Gene Rumsey, as senior VP, will

(Continued on page 95)

H BY DOMINIC PRIDE

LONDON—The parents can’t be-
lieve it. The hip-and-trendy swing-
ing cocktail music LPs they discard-

COUNT INDIGO

ed two decades ago are back. Only
this time, the finger-clicking musie
is coming from their kids’ stereos
instead of their own, and it has an

London Taking It Easy
With Lounge-Core Artists

unmistakable touch of the *90s to it.

The bizarre phenomenon that is
the lounge music revival is gripping
the capital here, with long-forgotten
lounge, easy listening, and exotica

FLOWERS

experiercing a new lease on life in
clubs and in a myriad of compila-
tions in stores.

(Continved on page 91)

‘Rent’ Album Goes
To DreamWorks

W BY BRADLEY BAMBARGER

NEW YORK—The mix of tragedy and
triumph marking the production of the

w =

DmEAMWORKS
rock opera “Rent” has made it one of
the most anticipated Broadway open-

(Continued on page 101)
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Motown’s Future Looks To The Past
Artist-Grooming Part Of ‘New’ Label Strategy

H BY J.R. REYNOLDS

In an effort to make Motown the world’s
premier entertainment company specializing
in black music, arts, and culture, president/
CLEO Andre Harrell is updating the blueprint
lett by Berry Gordy, who
founded Motown and
turned it into & household
name.

Harvrell, who has been
on the job for s'x months
(Billboard, Oct. 14, 1995),
has tocused heavily on de-
veloping the corporation’s
cornerstone. Motown
Records.

Since joining Motown, Harrell has adopted
some of the A&R, artist-development, and
marketing philosophies that helped make
Gordy’s Motown a juggernaut that estab-
lished the careers of such music icons as Ste-
vie Wonder, Diana Ross, Marvin Gaye. the
Temptations, and the Jackson 5.

Harrell says, “My vision is to maintain a
platform for Motown’s legacy and to broaden
the appeal of our veteran artists and intro-
duce them to a new generation of consumers,
while continuing to introduce [consumers] to
our debut acts.”

The former Uptown Records founder/
president plans to accomplish his goal of be-
coming the No. 1 R&B label in Billboard’s
vear-end tally by signing artists, grooming
them through a comprehensive arist-devel-

HARRELL

opment program, and putting them in front of

consumers via a roadshow,

TAKING TO THE ROAD

One of Harrell’s first moves was to relocate
the label headquarters to New York (Bill-
board, Feb. 24). In addition, a new olfice is
planned in Detroit, the label's birthplace. Ac-
cording to Harrell, the new Detroit office will
serve as a regional A&R listening post and
will house a promotion staffer.

When Harrell came aboard, he initiated a
print and electronic advertising zampaign
that featured the executive seated in a chair
toting a cigar. The text in the ad stated, “Up-
town to Motown . Andre Harvell,
CEO/president Motown. It’s on!”

Harrell dismisses claims by some ob-
servers that the self-promoting zampaign
created friction with top PolyGram execu-
tives.

“T walked in the door to [distributor| Poly-
Gram with a marketing and advertising plan
designed to give a young, exciting, and im-
portant image to Motown,” says Harrell.

THIS

“PolyGram is turning out to be a great part-
ner, and [president/CEO Alain Levy] has
created a very supportive environment in
which to operate.”

Harrell also established the 1996 Motown
Talent Search tour, an 18-city quest for the

country’s hottest un-

tapped acts that runs
MOTOWN

March 28-May 19.

He describes the talent
search as a grass-roots
outreach campaign that
targets local consumers.
“In Washington, D.C., we
had over 3,000 people who wanted to partici-
pate; we had 1,500 in New York in line. And
the 800 number for information on the talent
search has generated over 275,000 calls.”

On June 19, talent-search finalists will
compete during a live special aired on the
Black Entertainment Television network.
The winner will receive a recording deal with
Motown.

“Think about all the really good artists out
there who've been performing for years lo-
cally und regionally who now have a chance

for the big time,” says Harrell. “It’s really
stirring up excitement in local communities.”

Although Motown has yet to release a new
album in 1996, the label plans to release 22 by
the end of the year. The first is a self-titled
set from R&B crooner Horace Brown on
June 18.

Acts with fortheoming
singles include female vo-
calist Tarel Hicks’ “Ooh
Baby,” Jason Weaver’'s “I
Don’t Know Why,” Carol
Riddick’s “Take Your
Time,” and Vaulerie
George’s “Being Single.”

Albums from these acts
are not vet slated for re-

BROWN

lease.

Other acts on the 1996 release schedule in-
clude Johnny Gill. Queen Latifah, male teen
quartet Ladae. girl group the Shades, the
Whitehead Brothers, quartet Soul, male vo-
calist Ronnie Henson, and female hip-
hop/R&B act 702.

The expanding artist roster is backed by a

(Continued on page 99)

B BY EILEEN FITZPATRICK

INDIAN WELLS, Calif.—Traditional
video sales trends indicate that business
slows during the summer, but Buena Vista
Home Video expects to e
change that reality with
a sell-through program C
that it predicts will in- / ( -
crease retail sales of :
Disney titles by 60% .’A
over last summer.
From July through
September, DBuena
Vista will issue more
than a dozen new titles.
Sales of these releases, along with other
Disney titles on the market, are predicted
to rack up $725 million in retail revenue, up
from $450 million during the same period
in 1995, according to Buena Vista president
Ann Daly.
According to Buena Vista, total retail
revenue for the period is estimated to jump

POOH

Buena Vista To Heat Up Summer
With Major Sell-Thru Campaign

to $1.3 billion from $1 billion in the summer
of 1995.

If consumers make that prediction come
true, Daly says, Buena Vista will not only
solidify its No. 1 position in the sell-
through market, but the supplier will be-
come 30% larger than its competitors com-
bined.

The program is led by the video release
of two recent theatrical features and the
Disney classic “Oliver And Company.”
which will be issued on video for the first
time Sept. 25, at the standard price of
$26.99.

Prior to that release date, Buena Vista
will lead “*Homeward Bound I1I: Lost In
San IFrancisco” into stores on July 31, fol-
lowed by “Muppet Treasure Island” Sept.
11. Pricing on those titles will be $22.99
each.

As previously reported, the highly tout-
ed “Aladdin” sequel “Aladdin And The
King Of Thieves” will be released Aug. 14.

(Continued on page 98)

WEEK IN

BILLBOARD

RENTALS 74
% BRAVEHEART * PARAMOUNT HOME VIDEO

* THE HOT 100 * 94

* BECAUSE YOU LOVED ME * CELINE DION * 550 MUSIC
ADULT CONTEMPORARY 86

* BECAUSE YOU LOVED ME * CELINE DION * 550 MUSIC
ADULT TOP 40 86

* BECAUSE YOU LOVED ME » CELINE DION * 550 MUSIC
COUNTRY 28

* NO NEWS * LONESTAR * BNA
o DANCE / CLUB PLAY 26
* THE SOUND * X-PRESS 2 » LOGIC
DANCE / MAXI-SINGLES SALES
* AIN'T NO NIGGA / DEAD PRESIDENTS 26
JAY-Z *» ROC-A-FELLA / FREEZE
LATIN 41
% EXPERIENCA RELIGIOSA * ENRIQUE IGLESIAS * FONOVISA |
R&B
* YOU'RE THE ONE * SWV + ‘ e
RAP
* WOO-HAH ! GOT YOU ALL IN CHECK 20
BUSTA RHYMES * ELEKTRA
ROCK /| MAINSTREAM ROCK TRACKS

No. 1 ON THIS WEEK'S UNPUBI.ISHED CHARTS

CLASSICAL
* IMMORTAL BELOVED * SOUNDTRACK * SONY CLASSICAL

CLASSICAL CROSSOVER
* PAVAROTTI & FRIENDS FOR THE CHILDREN OF BOSNIA
VARIOUS ARTISTS *+ LONDON

JAZZ
* NEW MOON DAUGHTER * CASSANDRA WILSON « BLUE NOTE

JAZZ | CONTEMPORARY
* Q'S JOOK JOINT + QUINCY JONES * OwEesT

KID AUDIO
* WINNIE THE POOH ¢+ SING-ALONG: * WALT DISNEY

NEW AGE
* THE MEMORY OF TREES * ENYA ¢ REPRISE

MUSIC VIDEO SALES
+ THE VIDEO COLLECTION: VOL Il * GARTH BROOKS < CAPITOL VIDEO

TONI’'S SECOND TIME AROUND

Following her self-titled debut in 1993, Toni Braxton is back with a
Babyface-produced sophomore album that showcases her bal-
ladeer persona. R&B editor J.R. Reynolds has the story. Page 19

PUBLISHING CONCERNS IN ASIA
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This story was prepared by Mike
McGeever, broadcasting editor for
Music Monitor.

LONDON-—Another Yankee pros-
pers in the court of King Arthur.

GAMBACCINI

Paul Gambaccini, an expatriate
American who has been a staple of
British broadeasting for the past 20
years, has received a premier U.K.
honor: the Radio Academy Award for
outstanding contribution to music ra-
dio. For the second consecutive year,

Radio Academy Awards Gambaccini
U.S. Radio Host Staple Of U.K. Broadcasting

this accolade has been sponsored by
Music Monitor, the Billboard Music
Group’s U.K. trade publication.

Gambaceini was presented with the
award April 17 during a special recep-
tion at London’s Hard Rock Cafe.
Making the presentation was another
veteran American broadcaster and
recording artist, Rufus Thomus, who
has presented shows on WDIA Mem-
phis for more than 40 years.

The Radio Academy is a UK. in-
dustry organization that counts more
than 1,000 broadeast professionals
among its members. It presents the
award for outstanding contribution
annually, drawing from membership
nominations. Previous recipients of
the honor include air personalities
John Peel, Johnnie Walker, Alan
Freeman, and the late Roger Scott,
and such industry figures as former
BBC Radio 1 controller Johnny Beer-
ling and Capital Radio/London group

PD Richard Park.

Of Gambuceini’s award, author and
Iyricist Sir Tim Rice (best known for
his musieal collaborations with Sir
Andrew Lloyd Webber) says, “Itis in-
teresting that we have an Ameriecan in
our midst who can teach most of our

¢ |Music Monitor

English people how to use the lan-
guage.
“He makes you feel that every time

he opens his mouth, every word is |

measured, which is unusual for some-
one [commenting] on popular music.
The authority rings through because
the way in which Paul expresses him-
self is so accurate—which he is be-
cause of his vast knowledge. He is a
fan, and it comnes over in his work.”
(Continued on page 99)

Rhythm And Groove. Pointblank recording artist Roy Rogers and members of
his band socialize with Pointblank/Virgin execs after his recent show at Jack’s
Sugar Shack in Hollywood, Calif. Rogers' new album, “Rhythm And Groove,
was released April 16. Pictured, from left, are Melanie Levy, national retail
marketing manager, Virgin; Jimmy Sanchez, band member; John Lee Sanders,
band member; Gaynell Rogers, manager; Alison Taylor, special projects
manager, Pointblank; Rogers; Phil Fox, director of product management, Virgin;

and John Wooler, president, Pointbtank.

BMG Special Products Unit
Brought Under Labels’ Aegis

B BY DON JEFFREY

NEW YORK—BMG Entertain-
ment has reorganized a special-
products unit that was part of the
record-club division into a joint
venture between its two prineipal
label groups, RCA Records and
Avrista Records.

The new unit, BMG Special Prod-
ucts, was formerly known as RCA
Special Products. President Tom
Kraus had reported to BMG Direct,
operator of the BMG Music Service
record club, but now reports to RCA
and Arista executives and Kevin
Czinger, executive VP of BMG En-
tertainment.

Czinger says that BMG Enter-
tainment president Strauss Zelnick
“looked at how BMG’s businesses
can work in a less decentralized way
and how to coordinate our opera-
tions more.”

He adds, “The special-products

company had only one company’s
repertoire, RCA’s. The more reper-
toire you can control, the stronger
you are in the market. We said,
‘Why isn’t Arista participating in
this?” ”” After discussions with
Arista president Clive Davis and
RCA president Bob Jamieson, the
new structure was formed.

The special-products unit licenses
musiec for compilations and promo-
tional premiums. The compilations
are created for BMG and clients,
such as Time Life Music and Read-
er’s Digest. The premiums are spe-
cial promotional dises for such com-
panies as Philip Morris, Kellogg,
Nestlé, and IBM.

BMG material is licensed for
video and interactive multimedia, as
well as for recordings.

The predecessor company, RCA
Special Products, was formed more
than 30 years ago.

Universal Names Black Music Div. President
Jean Riggins Brings Wealth Of Industry Experience

B BY PAUL VERNA

NEW YORK—With Jean Riggins’ ap-
pointment as president of the black
music division of MCA-owned Univer-
sal Records, the fledgling imprint is
fully poised to
make its mark on
the industry.
Riggins brings
with her a wealth of
experience in the
R&DB world, having
served as seniorr VP
of black music for
Arista Records and
VP/GM of black mu-
sic at Capitol Records. In her new posi-
tion, Riggins will build and oversee a di-
vision that already boasts a wealth of
A&R sources, including the Heavy D.-
led Uptown Records group, Kedar
Massenburg’s Kedar Entertainment,
Mark Pitts’ By Storm Entertainment,
and indie label Pallas Records, which

RIGGINS

Rhino Earns Gorporate Citizen Award

Company Lauded For Innovative Employee Programs

B BY DOUGLAS REECE

LOS ANGELES—In an era rife with
layoffs, corporate downsizing, and un-
stable work environments, Rhino
Records’ employee-friendly corporate
policies have earned the label a 1996
Corporate Citizen Award.

The honor was presented to the
company hy U.S. Secretary of Labor
Robert Reich, who visited Rhino as
part of a West Coast tour designed to
celebrate companies with commend-
able employee programs. Rhino was
the only entertainment-related compa-
ny visited by Reich.

“We are trying to highlight compa-
nies that treat their workers as assets
to be developed, rather than costs to be
cut,” Reich said during his April 16 vis-
it to the label’s offices here.

The innovations for which Rhino has
been recognized include its “Big
Ideas” program, which fiscally awards
employees for innovative ideas, and

“Rhino By Objective,” which encour-
ages employees to tackle work-related
issues, ranging from improving the
work environment to decreasing costs.

President Richard Foos and man-
aging director Harold Bronson, Rhino
co-founders, emphasize emplovee in-

put as the basis
{or the compa-
nyv’s success.
“Rhino is
where it is not
only hecause of
Richard and
myself-—everybody contributes,” said
Bronson.

Foos said that he and Bronson have
made a strong etfort to not become re-
moved [rom the company’s personnel.
“Human resources have got to be a pri-
ority. People are what muke the busi-
ness,” he said.

“People should be evaluated by the

job they are doing, not because of any

political situation or because the head

comes in and wants to bring along his
own people,” Bronson added.

Foos and Bronson attribute their
success in employee relations to their
beginnings outside the boardroom.
The two started Rhino {rom the buck of
a record store in 1978.

During a panel moderated by Re-
ich, Rhino employees laucded the com-
pany for policies that advocate such is-
sues as social responsibility. extencded
paternity/maternity leave, nondis-
crimination, open-door relations he-
tween departments, and the apprecia-
tion of individual opinions.

In response to a question posed to
her by Reich, Tracey New, national
manager of media relations, said she
came to Rhino after experiencing two
layoffs in the entertainment industry
in 1995.

“T wus looking for not only a job
when | came to Rhino, but peace of
mind,” she said. “It’s so important

(Conlinued on page 99)

yielded the act Crucial Conflict.

Upcoming releases will include titles
by Monifah and Soul For Real, both from
the Uptown stable; Lost Bovz, a direct
Universal signing; A+, from Kedar En-
tertainment; Born In August, from By
Storm; and Crucial Conflict, from Pallas.

MCA Entertainment chairman/CEQ
Doug Morris says,
“We are delighted
that Jean has joined
the Universal fami-
ly. Jean’s proven
track record in mu-
sic and intimate knowledge of the busi-
ness will enable her to make imimediate
and significant contributions.”

Morris adds that Riggins is “a ship
captain who exucdes leadership. [ have a
lot of 1espect for her.”

Universal president Daniel Glass
says, “In arelatively short time, we have
created an artist-friendly label complete
with the most creative and entrepre-
neurial executives in the business. Jean

fits perfectly with that spirit.”

Riggins says, “We're going to be team
players. My people will not be sitting
with me in a corner of the company. We
will be 100% integrated within the com-
pany.”

She adds, “We're going to be lean and
mean and very focused and selective
with the types of acts we develop. We're
hot out to sign everybody.”

Riggins’ staff consists of senior direc-
tor of promotion Michael Horton, for-
merly with Interscope; A&R executive
Dino Delvaille; creative director Louis
Romain; and director of media rvelations
Wendy Washington. Other appoint-
ments are expected.

At Arista, Riggins worked with Whit-
ney Houston, Dionne Warwick, Kenny
G. Aretha Franklin, “L.A.” Reid and
Kenneth “Bahyface” Edmonds, Dallas
Austin, and Sean “Putfy” Combs. She
also founded the Arista Reaching and
Teaching campaign, which supported in-
ner-city, community-based projects.

They’re Cook-in’ Now. Barbara Cook is flanked by fellow music industry
legends Eartha Kitt, left, and Betty Comden following her recent performance at
the Cafe Carlyle in New York. The evening celebrated Sony Classical's reissue of
“Barbara Cook At Carnegie Hall.”
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R&B music continues to
dominate the charts.
Billboard's June 8th
issue examines the state
of the genre, from its
newest trends and
directions, to the recent
resurgence of the
multi-talented artist/pro-
ducer/writer. This spotlight
will also focus on the
market abroad - highlight-
ing the growing presence
of R&B acts in foreign
markets and upcoming
UK releases. Also look for
January to May recaps of
the Top R&B album charts
by Geoff Mayfield.
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Deborah Robinson
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In its fifth year, Billboard's
International Latin Music Buyer's
Guide is consulted on a daily
basis by thousands of prospective
buyers when making important
decisions. The directory consists
of listings from 18 countries in 20
categories, including artists,
managers, music publishers, etc.
The International Latin Music
Buyer’s Guide is distributed to the
heavyweights within and around
the Latin music community, includ-
ing record labels, retailers, whole-
salers/distributors, managers,
agents, and promoters.
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B BY CHRIS MORRIS

LOS ANGELES—Carol Connors
and Marshall Lieb, former members
of vocal group
the Teddy Bears,
have filed a suit
against producer
and former band-
mate Phil Spec-
tor and several
labels, charging
that they have
not received roy-
alties derived
from reissues of their 1958 hit, “To
Know Him Is To Love Him.”
Named as co-defendants in the
suit, filed March 29 in Superior
Court here, are Rhino Records, K-

SPECTOR

—Teddy Bear Members Sue
Spector, Various Labels

tel Records, Phil Spector Records,
Abkco Music and Records, dick clark
productions, and Billboard Records
(a Cleveland firm unrelated to Bill-
board magazine).

“To Know Him Is To Love Him,” a
gentle numberin marked contrast to
Spector’s later bombastic “wall of
sound” hits, garnered the producer
his first major smash at the age of 17.
The title and lyric of the song,
penned by Spector and originally re-
leased as the B-side of the single
“Don’t You Worry, My Little Pet,”
were famously inspired by the in-
scription on the tombstone of Spec-
tor’s father, Ben, “T'o know him was
to love him.” Spector also produced
and sang on the single, cut for Lew

(Continued on page 99)

New Warner Label
Aimed At Christian
Crossover Market

B BY DEBORAH EVANS PRICE

NASHVILLE—Warner Bros. is
launching Warner Resound, a
Nagchville-based la-
bel that will release
music to the Christ-
ian and main-
stream markets.
Barry Landis, for-
merly VP of mar-
keting/promotion
for Warner’s Chris-
tian label Warner
Alliance, has been

named VP/GM of the new venture.
Distribution to the general market
will be handled by WEA, and distribu-
tion to Christian bookstores will be
handled by Warner Christian Distribu-
(Continued on page 16)

VIGILANTES
OF LOVE

Lonestar Enjoying Shining Success
Grass-Roots Marketing Benefiting BNA Act

B BY CARRIE BORZILLO

LOS ANGELES—Country band
Lonestar and rockers the Dave
Matthews Band may not share musical
styles, but the RCA acts have traveled
similar grass-roots
paths to success.
Lonestar, which N —i ‘
had been playing A
nearly 200 dates a | BNARECORDSIEABEL
year before being
signed to the RCA Labels Group’s
BNA, became a Heatseekers Impact
act when its self-titled debut broke into
the top half of The Billboard 200 at No.
96 for the week ending Saturday (20).
This week, “Lonestar,” which
peaked at No. 2 on the Heatseekers
chart, moves up to No. 85 on The Bill-
board 200 and up one spot on Top
Country Albums, to No. 11.

Westward Models. The members of Columbia act Stabbing Westward took time
out during an Irving Plaza sound check in New York to model their Billboard
Heatseekers T-shirts. The shirts were given to the band in recognition of their
album “Whither, Blister, Burn + Peel” reaching No. 1 on the Heatseekers chart
for the week ending March 30. (Photo: Chuck Pulin)

Meanwhile, the song that kicked
sales of the album into gear, “No
News,” is spending its third week at

-
»

b » .
»%’;

b

LONESTAR

No. 1 on the Hot Country Singles &
Tracks chart.

The band, which features Richie Mc-
Donald on lead vocals and guitar, John
Rich on lead vocals and bass, Michael
Britt on guitar, Keech Rainwater on
drums, and Sean Sams on keyboards,
is up for an Academy of Country Music
Award for best vocal group or duet.

GRASS-ROOTS CAMPAIGN

In January 1995, BNA released
“The Lonestar Live EP,” recorded at
Nashville’s famed Wildhorse Saloon.
The title, released on the mock Lone-
star Records imprint, allowed the band
to have product in tour markets before
it made its “official” BNA debut in Oc-
tober 1995.

RCA employed a similar strategy
with the Dave Matthews Band in 1994,
when it used the band’s Bama Rags
live album “Remember Two Things” as
a setup tool for its RCA debut, “Under
The Table And Dreaming” (Popular
Uprisings, Billboard. April 2, 1994).

“Dave [Matthews] was the blue-
print,” sayvs Randy Goodman, senior
VP/GM for the RCA Labels Group,
who had worked with the Dave
Matthews Band. “The [Lonestar] EP
was never about selling millions. It was
to give radio something while they
were waiting for the album and to help

acquaint people with them and have
something to sell on the road. We
wanted the indie feel, as well as a

grass-roots development.”
In addition to being sold at the
band’s gigs, “The

TN Lonestar Live
CHEATY G e
(SEEKERS) | oneiops “and

rackjobbers.

Lonestar was
the first act RCA
Labels Group
chairman Joe Galante signed when he
returned to Nashville, and it marks the
company’s first success.

“The band’s manager, Bill Carter,
called me and said he had a band I may
be interested in,” recalls Galante. “This
was while I was still in New York, and
we had them play the Dog House, our
conference room where acts play
acoustically. It was the first band I'd
seen in a long time that had two great
lead singers with impeccable harmonies,
and they really had a personality.”

L IMPACT

REACHING CRITICAL MASS

Lonestar’s first single, “Tequila
Talkin’,” reached No. 8 on Hot Country
Singles & Tracks, but Goodman says
the overwhelming success of “No
News” is what primarily drove fans to
record stores.

Touring and video play were also in-
strumental in the band’s success, but “a
hit record achieving critical mass at
country radio is what did it,” says Good-
man.

To help attract the interest of coun-
try programmers, the label hosted
showcases for radio and video pro-
grammers in Las Vegas and Nashville
in July and August 1995, as well as
acoustic performances at retail outlets
in Houston and Dallas in October 1995.

“We knew they were a dynamic live
performing band, and we wanted
everyone to see that,” says Dale Turn-
er, VP at BNA. “We had enough mo-
mentum so that about 70% of radio met

(Continued on page 92)
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Right Stuff Licenses Solar Masters

R&B Catalog ‘Perfect Fit’ For Reissue Label

B BY CHRIS MORRIS

LOS ANGELES—The Right Stuff,
the reissue label operated by Capitol-
EMI Music’s Special Markets Group,
has licensed the masters of noted
R&B imprint Solar Records.

The Right Stuff’s reissue campaign
kicks off May 14, when the company
issues Lakeside’s “Fantastic Voy-
age,” the 1980 album whose title cut
inspired Coolio’s like-titled 1995 rap
hit; the Whispers’ 1977 set “Open Up
Your Love”; and “Deep Cover,” the
1992 soundtrack set that featured the
title collaboration between Dr. Dre
and debut artist Snoop Doggy Dogg.

Future reissues from the Solar
catalog will include titles by the
Deele (the act that featured the
singing/writing/producing team of
Antonio “L.A.” Reid and Kenny
“Babyface” Edmonds), Shalamar (the
group that spawned Howard Hewett,
Jeffrey Daniels, and Jody Watley),
Midnight Star (which featured Regi-
nald and Vincent Calloway), Kly-
maxx, Dynasty, and Carrie Lucas.
Babyface’s early solo work will also
be featured.

Solar chairman Dick Griffey, who
founded the company in 1977 after his
association with Don Cornelius in
Soul Train Records, says the licens-
ing arrangement came out of discus-
sions with the Right Stuff about the
use of Midnight Star’s 1983 track
“Slow Jam” on one of the Right
Stuff’s “Slow Jams” compilations.

“They were always trying to get
that song, and we never really license
our catalog,” Griffey says. “They
came up with the idea [of picking up
the whole catalog], rather than li-
cense the stuff piece by piece.”

Little of the material has been in
the marketplace in recent years, ac-
cording to Griffey: “A lot of the Whis-
pers classics, the Midnight Star clas-
sics, have never been available since
CD technology has been in existence.
It has never been marketed on a
widespread basis.”

Right Stuff senior director of prod-
uct development Tom Cartwright

says that the Solar catalog is “a per-
fect fit” with the other R&B material
being reissued by his company.

“It basically gives us three of the
most important R&B catalogs in

™08 amart®™

modern times,” Cartwright says. “We
also have the Hi Records catalog and
a portion of the Philadelphia Interna-
tional Records catalog. It’s a logical
fit with the other things we’re doing
with the Capitol and EMI catalogs,
whether that’s Maze or Bobby Wom-
ack, though for the most part now,
EMI is going to mine that vault sepa-
rately.”

Solar’s heavy concentration of clas-
sic "70s and ’80s tracks jells neatly
with the Right Stuff’s emphasis on
old-school R&B, according to
Cartwright.

“A lot of the R&B catalogs that
have come out have been predomi-
nantly from the '60s,” Cartwright
says. “Now we’ve been focusing on
the "70s and the early 80s and on that
overall definition of ‘old school,” and
these things definitely fit. Especially
in the past two or three years, you've
seen the whole old-school phenome-
non really growing. The timing is per-
fect.”

Beyond appealing to audiences that
have turned old-school-oriented sets,
such as the “Dead Presidents” sound-
track, into hits, the Right Stuff is tak-
ing aim at rap listeners familiar with
material from the era via such hits as
Coolio’s “Fantastic Voyage.”

Griffey says, “Catalogs seem to be
like fine wine. Sometimes they get
better with age. You look at the Bob
Marley catalog: Bob Marley never
sold more than 400,000 records in the
U.S. while he was alive. Now [‘Leg-
end’] is up to more than 10 million
units. With our catalog, we have a lot
of classic material that has never
been released, and one of the things

RECORD COMPANIES. Danny Heaps is
appointed senior VP of artist develop-
ment and marketing for RCA Records
in New York. He was an artist manag-
er.

Tara Griggs-Magee is promoted to
GM of Verity Records in New York.
She was the label’s director.

Jive Records in New York promotes
Wayne Williams to VP of A&R and
James “Jazzy” Jordan to VP of black
music marketing. They were, respec-
tively, senior director of A&R and se-
nior director of marketing.

Richard Sarbin is named VP of
marketing for Ardent Records in New
York. He was a consultant.

Harold Hatchett is promoted to VP
of finance and administration at BMG
Classics in New York. He was finance
director.

Virgin Records in Los Angeles pro-
motes Amy Stanton to VP of video
production. She was senior director of
video.

GRIGGS-MAGEE

HEAPS

Elektra Entertainment Group in
New York promotes Lisa Michelson
to senior director of triple-A/adult al-
ternative promotion and names
Dorothy Rinaldi director of East-
West international marketing. They
were, respectively, director of triple-
A, jazz, and NAC promotion and inter-
national marketing manager for Co-
lumbia Records.

Elaine Valentine is named senior
director of marketing and promotions
for Tuff Gong International in New
York. She was director of operations
of urban marketing and promotions at

that tipped us off is that we get so
many requests from people who
want to sample it—they want to li-
cense this cut, they want to sample
that cut.”

The Solar reissue program, which
will draw from a library that Griffey
estimates is 100 albums strong, will
be a long-term process.

“It’s going to take us more than a
couple of years to get this out,”
Cartwright says. “We’ll probably do
three or four [titles] per month. We
basically want to do the entire Solar
catalog as it previously existed. If
there’s an occasion to find some unre-
leased tracks, we’ll stick some of
those on. We'll try to add some pho-
tos and liner notes to most of them
... There’ll be a lot of compilations
and things.”

B BY CHRIS MORRIS

LOS ANGELES—Poison’s lead
singer, Bret Michaels, has sued Capi-
tol Records in Superior Court here,
claiming that the label breached a
contract with him as a solo artist.

The action, filed April 11, seeks
compensatory damages in excess of
$20 million.

According to the suit, Michaels
signed a contract for a solo deal with
Capitol on Aug. 19, 1991, separate
from his band’s existing pact with the
label.

At that point, Michael’s group was
riding a hot streak: Poison’s pop-
metal Capitol releases “Open Up
And Say ... Ahh!” (1988) and “Flesh
& Blood” (1990) were certified quin-

Poison’s Bret Michaels Sues
Capitol For Contract Breach

tuple-platinum and triple-platinum,
respectively.

The suit claims that Michaels’ deal
was for one album firm, with options
for four additional albums. In return
for Michaels’ services, Capitol was to
pay a nonrefundable but recoupable
advance of $1 million; $250,000 was
payable on execution of the contract,
with another $250,000 to be paid
within 14 days of the commencement
of recording and the remainder due
upon delivery of a completed master.
Under the terms of the contract,
Michaels was to deliver a finished al-
bum within 12 months of executing
the deal.

According to the suit, Michaels
was paid the initial $250,000. Howev-

(Continued on page 95)

Only The Beginning. Elektra’'s Tracy Chapman was presented with a gold
plaque for her latest album, “New Beginning,” following her recent sold-out show
at New York’s Beacon Theatre. Pictured celebrating in the front row, from left, are
Nancy Jeffries, senior VP of A&R, Elektra; Greg Thompson, senior VP of
promotion, Elektra; Chapman; Sylvia Rhone, chairman, Elektra; Seymour Stein,
president, Elektra; and Steve Kleinberg, senior VP of marketing, Elektra. In the
back row, from left, are band members Glenys Rogers, Rock Deadrick, and Andy

Stoller.

TUR

WILLIAMS JORDAN

Elektra Entertainment.

Aaron Anderson is named GM of
operations at G-Funk Music. He was
West Coast A&R manager for East-
West.

Stacy Carr is promoted to associate
director of publicity for Arista
Records in New York. She was nation-
al publicity manager.

EMI Records in New York pro-
motes Adam Lowenberg to product
manager, He was manager of sales.

Mindy Espy is named head of mar-
keting at Revolution Records in Bev-
erly Hills, Calif. She was marketing di-

NTABLE

TV Commission:
Jackson Brits Act
Within Guidelines

LONDON—Michael Jackson’s con-
troversial performance at this year’s
Brit Awards ceremony has attracted
complaints from television viewers
who felt it was offensive. However, the
U.K.’s TV watchdog, the Independent
Television Commission, says that
while Jackson’s Messianic routine to
accompany a performance of “Earth
Song” was “open to misinterpreta-
tion,” it did not break any program-
ming guidelines.

Jackson’s became the most contro-
versial performance in the history of
the Brits when Jarvis Cocker, front
man of Britpop band Pulp, invaded
the stage during the American
singer’s set (Billboard, March 2).
Cocker, who was arrested but later
released without charge, said that his
cavorting amid Jackson’s dancers was
a protest “at the way Michael Jackson

(Continued on page 42)

SARBIN HATCHETT
rector at MCA Records.

Robbins Entertainment in New
York appoints Paul Mislov director of
finance and Meredith Fisher A&R co-
ordinator. They were, respectively,
manager of accounting for PolyGram
Merchandising and assistant in the
artist development department at
Arista Records.

PUBLISHING. Alison Smith is named
VP of performing rights at BMI in
New York. She was assistant VP.

RELATED FIELDS. Eric Levine is

STANTON SMITH
named VP of operations at the Metro-
politan Entertainment Group in New
York. He was executive VP/GM of Mo-
bile Fidelity Sound Lab.

The Nashville Network in Nashville
promotes Brian Hughes to VP of pro-
gramming and Buddy Ragan to direc-
tor of research/scheduling. They were,
respectively, director of programming
and manager of program services.

David Konjoyan is named head of
the triple-A department at JK Promo-
tion. Prior to being a freelance
writer/producer, he was head of adult
promotion at Cypress Records.

12
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Willie Nelson Shows His “Spirit’ On Island Debut

B BY MELINDA NEWMAN

NEW YORK—Once an outlaw, always an
outlaw, so it should come as no surprise
that Willie Nelson has signed with Island
Records, a label that, in its 33-year histo-
1y, has never featured a country artist.
It should also be no shock that Island
has planned an equally unconventional
way of expanding Nelson’s record buying
public—a two-pronged approach that
stretches over the release of two albums.
Phase one starts June 4, when Island
releases “Spirit,” a stark, provocative col-
lection of songs Nelson penned and pro-
duced himself, accompanied by only his
sister Bobbie Nelson on piano, Johnny
Gimble on fiddle, and Jody Payne on
rhythm guitar and harmony vocals
(Nashville Scene, Billboard, March 23).
Phase two comes in September, when
Island will put out a Don Was-produced
reggae record by Nelson, featuring the
Texan’s songs redone reggae style as well
as Nelson’s interpretation of some reggae
classics. Nelson will preview much of the
material when he appears as one of the
headliners at Sunfest in Jamaica in late
July.
“The first record is geared toward an
upper demo; the second toward a
younger group. In tandem, we’ll get both

audiences,” says Andrew Kronfeld,
Island Records VP of marketing.

“This is the kind of label that I've been
looking for all my life,” says Nelson. “One
that would put up money and let me do
what I do. That’s utopia.”

Nelson linked
with Island after
nearly two decades
on Columbia, a
handful of projects
recorded for Texas
independent Jus-
tice Records, and a
1994 album of stan-
dards, “Healing
Hands Of Time,”
released by EMI.

“Here I was between labels, looking
for someone to put out the ‘Spirit’ album,
which I had already produced myself,”
recalls Nelson. “In the meantime, Don
Was is a good friend of [Island Records
chairman] Chris Blackwell, and Don
wanted to do a lot of Willie Nelson songs
reggae style. We decided, Why don’t we
experiment? We took our own money and
did our own reggae song. We took real
musicians and an obscure song of mine
from the "50s.

“We went to Jamaica to talk to [Black-
well] about the reggae album. I said,

NELSON

Squirrel Nut Zippers Are ‘Hot’

Mammoth Act Breaking Out Of Its N.C. Shell

B BY CARRIE BORZILLO

LOS ANGELES—To truly capture the
essence of old-styled hot jazz and early
swing music, the Squirrel Nut Zippers
decided to record their second album,
“Hot,” due June 4 on Mammoth, the way
the old jazz greats did—live.

To set the mood further for the album,
the Chapel Hill, N.C.-based seven-piece
band opted to record in New Orleans at
Daniel Lanois’ Kingsway Studios to soak
in the city’s musical heritage.

“The funny thing is we had a much big-
ger budget to do this record with,” says
singer/guitarist Jim “‘Jimbo” Mathus,

“but we wanted to do it live and more old
school than the first one. We used one
microphone for some songs and used the
first, second, or third take of everything.
“It helped us really get in the spirit of
it,” he continues. “Kingsway itself really
set the mood for the record, too, and we
used a New Orleans trumpet player
[Duke Heitger], who was totally schooled
in the New Orleans tradition of Louie

Armstrong. His flavor is all over this.”
For the past three years, Squirrel Nut-
Zippers, which took their name from a
chewy, peanut-flavored candy manufac-
tured in Massachusetts, have been enter-
taining a wide range of fans, from
(Continued on page 15)

*Hell, while I'm down there, I'm going to
take my ‘Spirit’ album, just on the out-
side chance that he might be interested.”

Nelson, holed up in James Bond author
Ian Fleming’s old home, the Golden Eye,
“just had the greatest time, sitting
around doing nothing but listening to
music. I played Chris the song for the
reggae album, which he liked. Then I
played him the whole ‘Spirit’ album, and
he said, ‘Yeah, I want that, too.””

Comparisons to fellow icon Johnny
Cash’s move to American Recordings two
years ago are inevitable. “The similarity
is that Willie, like Cash, is an American
icon, and a lot of younger people need to
understand what a great writer and gui-
tar player he is,” says Kronfeld. “But
‘Spirit’ is geared toward an upper-demo
audience, unlike Johnny’s record. It’s a
very acoustic record, thoughtful and
incredibly beautiful.”

“Spirit” reaffirms that no one does
lonesome better than Willie Nelson. For
many of the songs’ characters, happiness
is only a vague, distant memory. People
remain disenfranchised not only from
each other but from their maker. In one
song, Nelson laments that’s he’s “too sick
to pray, Lord.”

Nelson compares the simplicity and
mood of “Spirit” to “Red Headed
Stranger;” his landmark 1975 album. “I
wanted the same feel—or as close as I
could get—to ‘Red Headed Stranger.’
And I think we got pretty close,” he says.

“Spirit” shows off Nelson'’s piquant,
stylized guitar playing. The instrumental

title track opens the album and is reprised
in different variations throughout.

“The people who really are fans of
mine zero in on the guitar playing as
much as anything, but I think it was a lit-
tle while before the general public real-
ized I can play the guitar;” Nelson says.
“It’s something I've loved to do all my life.
I think the easiest job a man can have is
playing the guitar.”

All but four of the songs for “Spirit”

were written during a recent six-month
period. Nelson penned the remaining
four 17 years ago, but only “I Guess I've
Come To Live Here In Your Eyes,” which
appeared on the “Honeysuckle Rose”
soundtrack, was previously released.
“The other three were on an obscure
album I recorded that never came out,”
Nelson says.
Between albums that have become
(Continued on next page)

Committee To Re-Elect The Nixons. Members of the Nixons stop by MCA
Records to talk about the success of their song “Sister.” Pictured, from left, are
the Nixons’ Jesse Davis, MCA’s Abbey Konowitch, the Nixons’ John Humphrey
and Zac Malloy, MCA's Beth Halper and Jay Boberg, the Nixons’ Ricky Brooks,
MCA'’s Robbie Snow, and the Nixons' manager, Paul Nugent.

Formidable Fiddler Maclsaac Bows On A&M

M BY TERRI HORAK

SHURE

Suzy Bogguss

Rl

MICROPHONDNES

e |
=,

iR
=

e

i S

ANOTHER.

SHURE

THE SOUND OF PROFESSIONALS... WORLDWIDE.™

J

NEW YORK—An album of pop-fiddle
tunes may seem like an odd concoction—

not to mention a marketing risk—but

A&M Records is rising to the challenge
with the June 4 release of “Hi™ How Are
You Today?”

“Hi™ How Are You Today?” marks the
major-label debut by Nova Scotian fid-
dling marvel Ashley Maclsaac. The
album features 21-year-old Maclsaac
playing traditional fiddle tunes from his
native Cape Breton spiked with his mod-
ern musical tastes. They range from
grunge to hip-hop, and guest musicians
include Bass Is Base bassist Chin Injeti,
Gaelic singer Mary Jane Lamond, and
members of the classical group Quartet-
to Gelato.

“It’s the sort of thing where anything
can happen,” says Brad Pollak, A&M
product manager in the U.S. “There’s no
reason to stick with the same old same
old.”

In fact, “anything” has happened in
Canada, where “Hi™ How Are You
Today?,” which was released in Novem-
ber, has already reached platinum
(100,000 units sold) and remains lodged
in the top 10 of The Record’s album chart.
Album sales were propelled by the suc-
cess of the Gaelic-sung “Sleepy Maggie,”
which was a big radio and video hit in
Canada (the clip remains in high rotation
on MuchMusic). In March, MacIsaac won

TO OUR READERS

The Beat does not appear this
week; it will return next week.

two Juno Awards, including one for best
new solo artist.

While it’s unlikely that Maclsaac will
receive more main-
stream radio and
video support in the
U.S. than he has had
in Canada, A&M
expects him to be a
hit beyond U.S. fans
of Celtic and folk
music who have yet
to discover his
music.

“The first stage is to make sure the
press is very aware of Ashley,” Pollak

MACISAAC

L

Sweet On Tashian. Elektra executives congratulate new signee Daniel Tashian

says. “And, because the record has so
much diversity, we're talking about every-
body.”

Pollak is confident that A&M will get
beyond the initial stir that an artist as
unique as MacIsaac is bound to create.
“We have to, at some stage, have people
focusing on the tracks—they are serious
musical works. Some are more aggres-
sive than others, but there’s an underly-
ing sensitivity and extraordinary musi-
cianship in every single one.”

Though MacIsaac refers to himself as
a “fiddle slut,” he took care to keep the
traditional tunes pure, and he keeps it
simple when describing his approach.

(Continued on page 32)

following the singer/songwriter's performance at New York’s Mercury Lounge in
support of his new album, “Sweetie.” Shown, from left, are Tashian’s managers,
Julie Steeg and Roger Cramer; Tashian; and Elektra executives Alan Voss,
Nancy Jeffries, Greg Thompson, Lisa Michaelson-Sonkin, Brian Cohen, Steve

Heldt, and-Steve Kleinberg.
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Nova Scotia’s Jale Offers Pretty Power With Second Sub Pop Set

J BY DAVID SPRAGUE

NEW YORK—Although Sub Pop built its
reputation on a foundation of hard rock,
the label has, in recent years, been home
to many fine pure pop bands. Few have
been able to balance power and prettiness
with the dexterity of Jale, which will
release “So Wound,” its second alburn for
the label, June 4.

“We don’t set out to do one specific
thing, like play totally distorted or total-
ly glossy,” says bassist Laura Stein, who
splits lead vocal duties with guitarists Jen-
nifer Pierce and Eve Hartling. “Since we
all write and sing, there can be more of a
variety than with a band that has a des-
ignated ‘leader.””

The Halifax, Nova Scotia-based band,
which recently replaced original drum-
mer Alyson Macleod with Toranto native
Mike Belitsky—putting an end, Stein

JALE

notes, to “girl group” references—got a
lot of attention when industry interest in
its hometown peaked a couple years ago.

Along with such bands as the now-
defunct Sloan, Jale was at the forefront of
a pop renaissance in the Canadian city.
“There’sa certain common thread in that

a lot of the bands in Halifax tend to have
harmonies, but I don’t know that there’s a
local sound per se,” says Stein.

“So Wound” does make the most of the
band’s harmonic nuances, both in edgy
rockers like “Mosquito” and blissful bub-
blegum like “Ali.” Even Belitsky takes a
vacal turn, on “Despite.”

“It’s such a listenable record all the way
through that we’re going to be using a lot
of listening posts,” says Bobbi Miller,
director of marketing for Sub Pop. “With
those, you have a captive audience for a
short period of time, and you need tograb
them immediately. I think Jale definitely
does that.”

Miller says the label will use the inde-
pendent-retail success of Jale’s full-length
1994 debut, “Dream Cake,” to bolster a
concerted effort at larger outlets. “We're
not going to ignore mom-and-pops by any
means, but we’re going to go to Tower,
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HMY, and Virgin early on,” she says.

‘“We’re placing [free promotional] post-
cards in Tower, as well as in restaurants,
clubs, and coffeehouses,” continues Milley;
“and we're also doing really attractive per-
forated posters that retailers can play
around with.”

Sub Pop will issue identical vinyl and
CD versions (it generally eschews the cas-
sette format) of “So Wound,” which will
be released two weeks before the U.S.
street date in the U.K. and Australia—
territories in which Miller says the quar-
tet has a particularly strong following.
There will also be a single for the track
“All Ready,” for which the band is prepar-
ing to shoot a video.

Jale (the name is an acronym of the
first names of the members, including
MaclLeod) formed just over four years ago
and quickly released a single on the local
Cinnamon Toast label. While offers from
majors came quickly, the band opted to
sign with Sub Pop because of the label’s
empathy for Jale’s low-key approach.

“There are things we're willing to do and
things we're not willing to do,” says Stein.

“If we had to tour for a solid year, we'd go
crazy, so we're not about to go out for more
than a couple of months at a time.”

Jale, which is managed by Colin
MecKenzie and booked by the Chicago-
based agency Billions & Billions, will tour
in support of “So Wound” beginning in
early summer. Prior to the release of the
album, the quartet will do isolated dates,
including late-April promotional parties
in New York and Los Angeles.

“We feel strongly enough about the
record that we think it’s a good idea to get
the word out to radio, press, and retail as
early as possible,” says Miller.

Stein echoes that excitement and cred-
its producer Brad Wood (who produced
the band’s debut, as well as efforts by Liz
Phair and Veruea Salt) with contributing
to the looseness that imbues “So Wound.”

“People always talk about the pressure
of a second album, but I don’t think we felt
that at all,” she says. “We know that so
much of what goes into being in a band is
a crapshoot anyway, and what’s important
to us is that it never becomes drudgery.
So far, it hasn't.”

WILLIE NELSON SHOWS HIS ‘SPIRIT’

(Continued from preceding page)

multimillion sellers and releases that
have quickly become musical footnotes,
Nelson has put out more than 100
records. The prolific artist is never far
from his guitar or a studio. In addition to
“Spirit” and the reggae album, Nelson is
wrapping up a blues album that will be
ready whenever Island wants it.

For some fans of Nelson’s music, the
move to a label that allows him such free-
dom from musical limitations makes per-
fect sense.

“Willie is such a talented person, I
would think he could make [his music)
work no matter where he was, if the peo-
ple got it, and I don’t think Island would
sign him if they didn’t get it,” says John
Kunz, owner of Waterloo Records in
Austin, Texas. “I think it’s a great mar-
riage, because straight-ahead country
stuff is certainly a lot mére into tight
jeans and hats.”

At Waterloo, where all artists are filed
alphabetically with no separation by
genre, Island’s attempt to take Nelson
beyond country is no concern. As for
retailers who do categorize artists by for-
mat, Kronfeld says he does not expect
them to break tradition and take Nelson
out of their country bins.

“We’re not going to ask retailers not to
put him there,” Kronfeld says. “But we'd
also like for them to feature the album on
special display in new-pop-release racks.”

Island plans to support the release of
“Spirit” at retail through a strong co-op
advertising and in-store listening plan, but
Kronfeld says that “the bulk of the audi-
ence that we think is really going to get
this record isn’t such a record store audi-
ence.” Therefore, a number of months
after the record’s release to retail, Island
plans to begin direct marketing the album
via a television ad campaign.

“We want retail to have it first and see
where they get with it, but 55-year-olds

| don’t go to record stores, and we want

everyone who we think wants to hear this

" record to know about it,” he says.

Island knows that the last place many
Nelson fans will hear about a new album
is on the radio. While the country music
world still sees fit to honor Nelson for his
contributions—in 1992 the Academy of
Country Music bestowed its Pioneer
Award upon him—he is all but absent

from country radio airwaves.

Despite that, Island plans to send the
track “She Is Gone” to roots music and
country stations. A four-track sampler
will go to triple-A stations.

“Radio play is important. Everything
we get will be great, and we're going to
work for it,” says Kronfeld. “But on the
other hand, Willie’s an outlaw. We're not
counting on airplay.”

Island also plans to make a video for
“She Is Gone.” In addition to servicing it
to CMT, TNN, and VHI, the label plans
to secure airplay for the clip in movie the-
aters across the country.

Nelson adds that Island’s ability to look
beyond the traditional confines of the
country market is one reason he signed
with the label.

“You can’t rely on those 300 stations
who are reporting to three idiots who are
determining what everyone will play;” says
Nelson. “I talk to radio stations who say,
‘Don’t blame me for not playing [your
record]. I don’t have the goddamned
thing.’ The label would only send it to those
stations that will play it and report it. I
know for sure that Island will send it to
more than those 300 stations and will pro-
mote it to more than that narrow field.”

Nelson’s shutout at radio has forced
the laid-back artist to set up his own
grass-roots promotional campaigns. “In
the beginning, I had problems getting my
records played; it's never been easy. One
way I was taught to do it was when you're
going into a town, call a radio station that
will play your record and say you're com-
ing to town. It might not be the hot coun-
try radio station that won’t play anyone
over 21, but there is a station that people
are listening to that will play you. You
promote it one-on-one. It’s a challenge,
but you can do it.”

Even in those times when radio play
has ecome easily to Nelson, such as in the
early '80s, he has cultivated a following
through his active touring schedule. “By
doing it on my own, I've established a
sounder base,” says Nelson, who is
booked by ICM. “Our shows are sold out,
which tells me one of two things: There
are more fans out there every day, or my
particular fans come to see me because
they know that’s the only way they can
hear me.”
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SQUIRREL NUT ZIPPERS ARE ‘HOT’

(Continued from page 13)

teenagers to grandparents, with their
passionate and original mix of early
swing, hot jazz, and a bit of old-time
calypso.

While the band’s 1995 debut, “The
Inevitable” (Popular Uprisings, Billboard,
March 4, 1995), has sold a modest 18,000
units, according to SoundSean, that num-
ber is actually quite impressive given the
fact that the bulk of the band’s touring
was around the Carolinas.

Other than touring at events ranging
from nightelubs and festivals to wine
tastings, weddings, and even a fireman's
ball, the band’s exposure was limited to
public radio and the press.

“It’s already exceeded our expecta-
tions,” says Jay Faires, president of
Mammoth. “We made “The Inevitable’ for
$6,000, and we shipped 35,000 [units].
Our sales goal was 10,000, and they’re
booked a year in advance. The first time
they played Florida, they got a crowd of
400 people by word-of-mouth. Now they
sell out 700-capacity [clubs]. If ‘Hot’ does
35,000 again, that would be a success, but
1 think it will do more. We're shooting for
50,000.”

Mammoth has several promotional
vehicles in place to help it reach that goal.

“Anything But Love” from “The
Inevitable” can be heard in the opening
credits of the new Ben Stiller movie
“Flirting With Disaster.” A Dr. John
cover of the song runs in the end credits.
Faires says he hopes to land the band’s
music, and the band itself, in other
movies.

In addition, the Zippers, who are
booked by the Red Rider Agency and
self-managed, will play six dates during
the July Olympic Festival in Atlanta and
will open for the North Carolina Sym-
phony on June 20 in Cary, N.C. Mam-
moth label manager Steve Balcom says
this year’s tour will be the band’s most
extensive and far-reaching yet. Dates
were still being scheduled at press time.

“We’ve really just stopped working
“The Inevitable,’ ” says Balcom. “It was a
slow-building, satisfying project. We got
some college airplay and NPR. With
‘Hot,” we're looking to make more of an
impact around street date and plan to go
back to press to help us lead the charge.”

To help create awareness for the forth-

lggy Works Out. Iggy Pop shows
off his vocals, not to mention his
pecs, during a show at New York’s
Roseland Ballroom. Pop performed
songs from his new Virgin album,
“Dirty Little Doggie.” {Photo: Chuck
Pulin)

coming set, the label released a limited-
edition 7-inch single with three live tracks
that is being sold primarily on the road
and in stores in North and South Caroli-
na.

To help promote “Hot,” there will even
be a Squirrel Nut Zippers blend of coffee
designed by Chapel Hill's Counter Cul-
ture coffee company. The coffee blend,
along with information on the band, will
be available in June in 15-20 restaurants
in the Raleigh/ Durham/Chapel Hill,
N.C., area, known as the Triangle.

The label is using the coffee as an
incentive at retail. The first 30 retailers
to buy “Hot,” which is being distributed
by the Alternative Distribution Alliance,
will receive a bag of coffee.

Mammoth also plans to take more of a
stab at triple-A, Americana, jazz, and
eventually, modern rock radio than it did
with “The Inevitable.”

Sean Demory, music director at mod-
ern rock WNNX (99X) Atlanta, says he’s
looking forward to the release of “Hot.”
Though the Zippers’ music may not be

ready for consumption by the station’s
Pear] Jam-loving listeners, Demory does
plan to play the band on his weekly
“Swinging Velveeta Lounge” show.

Mathus says the success Squirrel Nut
Zippers experienced with “The
Inevitable” made them realize that they
weren't involved with just a “project”
anymore, but a full-time band.

Along with Mathus, the Zippers are
Katharine Whalen (vocals, banjo), Ken
Mosher (alto and baritone saxophone),
Chris Phillips (drums), Tom Maxwell

(vocals, guitar, baritone saxophone), Don
Raleigh (bass), and Je Widenhouse
(trumpet).

“This wasn’t anything we thought
would really take off,” says Mathus. “So
over the course of last year, when it was
sort of catching on, it took us by surprise.
We had to rethink what our goals were
for the band. Suddenly, we were on the
road, which is something we never
thought we'd be doing, and we quit our
day jobs about six months ago. It has
been strange.”
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WARNER TO BOW CHRISTIAN CROSSOVER LABEL

(Continwed from page 11)

tion.

“Warner Resound was created with
the goal of expanding our presence in the
marketplace,” says Jim Ed Norman,
president of Warner/Reprise Nashville,
“and Barry Landis is the perfect person
to help us do that. With six years at
Warner Alliance and more than 20 in the
industry, he brings a wealth of experi-
ence and energy to this new endeavor.
Having won aw:ards for his marketing
skills, Barry has the proven leadership
qualities necessary to make a significant
impact in the Christian and gospel nar-
kets with Warner Resound, and I'm con-
fident he’ll do just that.”

Landis has a master’s degree in com-
munications from Western Kentucky
University. Prior to joining Warner Al-
liance in 1990, when it was founded by
Warner. Landis headed Word
Nashville’s marketing division. In his
new post at Warner Resound. Landis
will utilize departments within Warner
Bros. Nashville to work his product.

“The philosophy of the company is to
have me and maybe a secretary and then
integrate that into the company. instead
of tiying to hire a bunch of people to do
what [ want to do,” Landis says. “T have
Bob Saporiti as my marketing director,
I've got Susan Niles as my publicist. and
I’ve got Neal Spielberg doing my sales.
These people are all part of my team.”

Landis says that he and Norman had
been talking about launching Warner
Resound for the last year and that now
seemed like the right time.

Warner’s decision to start another
Christian label was no doubt {ueled by
the success it has had with Wainmer Al-
liance and such acts as Take 6, Andrae
Crouch, the Brooklyn Tabernacle Choir,
and Wayne Watson. Warner launched
Warner Christian Distiibution last year,
which is headed by VP/GM Melinda
Scruggs Gales.

As further proof of Warner’'s commit-
ment to the Christiun music market-
place, Warner Alliance has recently
joined forces with new Christian label
SoundHouse Records (see Higher
Ground. page 32).

According to Landis, there was a con-
scious decision for Warner Resound to
team with Warner Bros. “What 1 had to
decide was whether I was going to wire
myself through Alliance or through
Warner Bros,, and 've chosen [Wairner
Bros.],” he says. “We are all friends [at
Warner Alliance], but we aren’t working
together on a day-to-dity basis.”

Although it will share similarities with
other Christian libels, Landis doesn’t
see Warner Resound as exclusively
Christian. Rather, Landis says, the label
will explore unique options by introduc-
ing mainstream artists to the Christian
market, and vice versa. The label’s first
project will be an August release by the
Forester Sisters, four siblings from
Lookout Mountain, Ga., who enjove
tremendous success on mainstream
country racio with such hits as “I Fell In
Love Again Last Night,” “That’s What
You Do When You're In Love,” “I'd
Choose You Again,” and “Men.”

“This record is stunning,” Landis says.
“It’s a positive country record. They have
a couple of Christian cuts on it, but the
rest of the songs are all positive lyrics
that will work in both marketplaces. 1
want to be this pivotal person that works
both sides of the street.”

Other early releases from Warner Re-
sound will include alternative rockersthe
Vigilantes Of Love, country comedian
Jerry Clower, and pop artist David Pack,
known for his work with Ambrosia and,
most recently, “The Songs Of West Side
Story” tribute. In the case of the Vigi-
lantes and Clower, Warner Resound will
license existing material for release in

the Christian marketplace.

“The Vigilantes Of Love are a Capri-
corn band,” Landis says. “The guys at
Capricorn had been calling me for years
at Warner Alliance [saying|, “These guys
are Christians, can you do anything with
this in your marketplace?” There were
songs on their records that had mean-
ings and references that were too strong
tor the Christian hookstores. So what 1
did was lease eight tracks from Capri-
corn and then cut four new songs, and [
found a couple of other demos to make a
16-song collection for the Christian mar-
ketplace, which is part of my philosophy
to expand the pie, to bring some new
husiness in that wouldn’t have been
there.”

He says Clower is a prime example of
an artist who is perfect forr the Christian
market. “Jerry Clower has done 29 al-
bums on MCA. He has not been sold in
Christian bookstores,” Landis says. “The
man is a flaming Christian. I went back
over 29 albums and found all these cuts
about his pastor, baptismals, about all
these different things. 'm putting to-
gether a collection called ‘Brother Jerry.
He is an MCA artist, and my idea is to
give |[MCA| something they don't have
right now, and that’s distribution in

Christian bookstores.”

Landis says the label is also in the
process of inking Ceili Rain, a popular
Nashville-based band comprising lead
vocalist Bob Halligan, bassist Rick Cua,
drummer Cactus Moser, bagpipe player
Hunter Lee, and accordionist Phil
Madeira.

In addition to releasing albums by
specific acts, Landis says, the label will
be open to creating a variety of themed
projects. “I got a call yesterday from the
executive VP of CBS TV, because they
wint to do a record on their ‘“Touched By
An Angel series,” he says. “They don’t
want it to be gospel, they want it to be in-
spiring.”

Landis says his philosophy for Warn-
er Resound shares the views espoused
by author/sports producer Bob Briner in
his book “Roaring Lambs,” which urges
Christians to change the mainstream not
by preaching, but by being ethical and
professional in their fields and by not iso-
lating themselves within the Christian
subculture. “I don’t want to be in a box,”
Landis says. “I think our music has the
ability to jump over all the hurdles that
we've put up. It’s got to be about the mis-
sion of that book, which is getting out
there into the culture.”
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® TOP 10 CONCERT GROSSES
Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s) Capacity Promater
GARTH BROOKS USAIr Arena April 2-6 $1,762.294 90,317 JF Prods
Landover, Md $19.75 five
sellouts
GARTH BROOKS Bradley Center April 11-13 3998 594 56,726 Varnell Enterprises
Milwaukee $17.95 three
sellouts
GEORGE STRAIT Tacoma Dome Aprit 13 $491,050 21,875 Varnel! Enterprises
TERR{ CLARK Tacoma, Wash 23 sellout
GARTH BROOKS Jack Breslin Student  April 9-10 $481,780 28,850 Vamell Enterprises.
Events Center, 817 two
Michigan State seliouts
University
East Lansing, Mich
GEORGE STRAIT Rose Garden Aprit 12 $454,365 20,368 Varnell Enterprises
TERRI CLARK Portland, Ore 123 seliout
|
REBA MCENTIRE Orpheum Theatre Apri 12 $390,174 13,101 Starstruck
BILLY DEAN Minneapalis $40/329 selioul Pramations
RED HOT CHILI PEPPERS Cow Patace April 6 $362,500 14,500 Bill Graham
TOADIES San Francisco $25 sellout Presents
WEAPON OF CHOICE
ACBC Reunion Arena April 4 $352,515 15671 PACE Concerts
POOR Dallas $24.50/$21.50 seilout
BUSH Nassau Veterans Aprit 11 $345,110 15,265 Delsener/Slater
GOO GOO DOLLS Memorial Coliseum $25/$22.