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Rhino Expects Touring To
Drive New BeauSoleil Set
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~ Market Expands For Indie Folk Labels

Growing Customer Base, Promotion Push Eclectic Genre

S Y

B BY TERRI HORAK

NEW YORK—As interest in roots
music continues to grow, a number of
independent labels with rosters that

BROWN

feature acoustic-oriented singer/
songwriters and instrumentalists are
finding themselves well positioned to
expand in a market they helped cre-
ate.

Relying on strong rosters and their

Consensus Reached
At WIPO Conference

B BY JEFF CLARK-MEADS

LONDON-—The international record
industry is beginning the new year with
the framework in place for the protec-
tions it needs in the digital era.

A late-night session of the World
Intellectual Property Organisation
(WIPO) diplomatic conference at the
end of December completed two
treaties that provide important ad-
vances in rights for songwriters,
artists, and labels.

But while the treaties have been
warmly welcomed by both the Record-
ing Industry Assn. of America (RIAA)
and the International Federation of the
Phonographic Industry (IFPI), the
organizations say that the challenge

(Continued on page 89)

BILLBOARD SPOTLIGHTS

ELECTRONICS SHOW
SEE PAGE 79

experience as niche marketers, these
labels are reporting growth, despite the
troubled sales climate of 1996.
“We’re not immune to industry
trends, and we're seeing older titles re-

POPA CHUBBY

turned. But we've actually been ex-
periencing stronger sales on our new
releases, and sell-through is oceurring
more rapidly,” says Sugar Hill Records
founder/president Barry Poss.

Poss adds that his label has reached
a comfortable size that gives it ample
flexibility to operate in a difficult mar-
ketplace. “We're large enough to en-
gage in retail practices that make sense
but small enough to make quick mar-
keting decisions, and that’s helped us.
Regardless of what goes on in the

industry, we can make faster and,
hopefully, smarter moves.”

Bob Feldman, founder/president of
Minneapolis-based folk label Red
House Records, says this fiscal year,

O'BRIEN

which ends in February, is turning out
to be the best yet for the 12-year-old
label.

Although Red House, like many
indie labels, was struck by high returns
in the first half of 1996 (Billboard, May
25, 1996), Feldman says, “Our mail
order has gone through the roof. It’s
just been amazing, and it was one of the
things that helped us when cash flow
was tough.”

Audiences nationwide are increas-

(Continued on page 15)

B BY MELINDA NEWMAN

NEW YORK—Determined to help
children who may not have the
advantages he had in school, com-
poser  Michael
Kamen has formed
the Mr. Holland’s
Opus Foundation.

Named after
“Mr. Holland’s
Opus,” the 1995 hit
movie for which
Kamen wrote the score, the foundation
plans to provide musical instruments
to schoolchildren. In the movie,
Richard Dreyfuss plays the title char-
acter, an inspirational music teacher.
In the spirit of the film. the nonprofit
organization plans to award a Mr. Hol-
land’s Opus Foundation teacher-of-
the-year honor annually.

Kamen’s motivation for starting
the foundation came from a recent

Kamen Foundation Takes
Cue From ‘Mr. Holland’

visit to the site of his musical birth—
his high school, New York’s
LaGuardia High School for the Per-
forming Arts.

Instead of the well-stocked pro-
grams that he
remembered, he
heard stories of
Board of Education
budget cuts that
had left the school
short on teachers
and with a severely
restricted musical curriculum.

“Then they led me to a room that
was filled to the roof with broken
trombones, clarinets—all these
instruments broken and beaten out
of shape,” Kamen recalls.

He was understandably appalled by
what he saw, especially in contrast with
his fruitful times at the school. “I was
raised in an era where the school sys-

(Continued on page 36)

@ BY ED CHRISTMAN

WILMINGTON, Del.—On Dec. 13,
1996, Jerry Goldress, Bruce
Ogilvie, and Tony Alvarez—respec-
tively, the past, present, and future
CEOs of Wherehouse Entertain-
ment—sat quietly, listening to the
proceedings in a downtown court-
room here as nearly 40 lawyers,
investment bankers, and other
interested parties discussed the
fate of the Torrance, Calif.-based
chain.

Following a more than 18-month
bankruptey process, Dec. 13 was the
last day that outside forces would
control the destiny of Wherehouse.
At the end of the day, Judge Helen
Balick verbally confirmed the
Wherehouse reorganization plan,

A REBORN WHEREHOUSE LOOKS TO FUTURE

which sets the stage for the chain to
emerge from Chapter 11 with a new
owner in Cerberus Partners and a
new CEOQ in Alvarez. The official
date for Wherehouse’s emergence
from Chapter 11 is Jan. 31.

With the reorganization process
behind it, Wherehouse is poised for
a great future, according to Alvarez,
who officially becomes chairman/
CEO of the chain Jan. 31. Due to its
successful navigation of the bank-
ruptey process, “Wherehouse prob-
ably has the strongest balance sheet
in the [music retail] industry,” he
says. “We have no debt, we have

closed underperforming stores, and
we received concessions from land-
lords on many of the stores we kept,
so we have improved profitability.
Also, Wherehouse has a strong
franchise on the West Coast.”

With Chapter 11 distractions in the
past, Wherehouse is “pcised to gain
market share,” Alvarez proclaims.

Some may think that as the
incoming president/CEOQ, Alvarez is
“talking big.” But those familiar
with Alvarez’s past know that he
speaks from experience.

He began his career as a work-
out specialist in 1975, at the con-
sulting arm of Coopers & Lybrand,
which specializes in helping trou-
bled companies. After that, Alvarez
joined the financial group of

(Continued on page 73)

PGD Restructures
Catalog Operations

B BY ED CHRISTMAN

NEW YORK—In an attempt to fur-
ther buttress its

catalog  sales,
PolyGram Group | PO'YGI’am!
Distribution L |
(PGD) has created

the PolyGram Catalog Development
Group, which will oversee the compa-
ny’s catalog titles, the Special Markets
Group, and the Chronicles line.
(Continued on page 89)

IN RETAIL NEWS

Music Proves Profitable
For U.K. Supermarkets
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U.K. Supermarkets Make Inroads In Music

Chains Expand Profile As Home Entertainment Retailers

W BY JOHN FERGUSON

LONDON—U.K. supermarkets are poised
this year to continue their aggressive expan-
sion into the musie retail market.

Trend-setting U.K. supermarket chain
Asda, which announced a 40% increase in
music sales in its latest financial results, aims
to build on the growing success of its enter-
tainment sections with a major refit of its in-
store departments this year.

And Asda is just one of several supermar-
ket chains that are determined to consolidate
their position in the home entertainment mar-
ket in Britain. Last autumn, 300 of Tesco’s
supermarkets were outfitted with “top 75”
musie racks (Billboard, Sept. 21, 1996), while
another chain, Safeway, will this year roll out
similar audio sections in all 380 of its stores.

The trend has been mirvored by food mer-
chants in continental Europe (Billboard, Sept.
12, 1996). In France, for example, hypermar-
ket and supermarket giants, including Car-
refour and Auchan, are estimated to hold
close to 55% of the total music market.

The Leeds, England-based Asda has pio-
neered the stocking of music in supermarkets
and is the only supermarket group to have
joined retail body the British Assn. of Record
Dealers. In its interim results (released Dec.
19) for the 28-week period ended Nov. 9, the
group reported a 15.8% increase in pretax
profits to $265 million (160.1 million pounds),
and although there was no hreakdown of
music sales, chief executive Allan Leighton
reports that music sales have risen by 40%.

Steve Gallant, Asda’s category controller
for entertainment, claims the chain’s music
departments continue to enjoy strong growth
at levels above the industry average. Asda
carries entertainment sections in 195 of its
205 supermarkets; it plans to open five super-
markets in the spring. According to Gallant,
one of the main priorities for 1997 will be a
revamp of the music and video departments.
“We have been [testing] a new design and
have put it into three of the new stores and
three existing stores. We are evaluating that
but hope to roll out next year.”

The revamyp will include new fittings, point-
of-sale, and, in certain stores, listening posts.
“They are in about 10 at the moment, but we
are going to roll them out [in 1997] when we
go through renewals and refits,” says Gallant.

As for Asda’s product mix, music and video
will remain the core business. The chain has
experimented with video rental in a number
of outlets, but no decision has been made as to
whether that will be expanded. However, Gal-
lant is more bullish about the prospects for

THE YEAR IN VIDEO

ON THE MOVE IN EUROPE

White reports.

Chairman Emeritus: W.D. Littleford

The European music market poses serious challenges, including
stagnant business in Germany and France, but PolyGram Conti-
nental Europe president Rick Dobbis says his company is mak-
ing the necessary changes. International editor in chief Adam
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CD-ROM. “We are having a pretty good
Christmas on CD-ROM, so we will be looking
to put that offer into more stores next year.
About 20 carry CD-ROM games at present,”
he says.

Another area Gallant is keen to build is
exclusive product lines. In July, Asda linked
with BMG U.K. for an exclusive collection of
titles for the supermarket; that was followed
with another 12 double albums in October.
“We are going to be looking to do more of
these projects with other people in the
future,” he adds.

Last autumn marked Asda’s first foray
into co-op television advertising with major
record and video companies, and Gallant
declares himself pleased with the results. He
says, “Most of the suppliers we have dealt
with have been happy with the results. In the
new year, we will evaluate the campaigns and
go back to the trade and let them know we
are in the market for co-op activity all year
round.”

However, not all of Asda’s marketing has
found favor in the industry, and the chain
attracted flak for a weeklong promotion in
which it removed value-added tax from all
CDs and videos. The pricing policies of all
leading supermarkets continue to be attacked
by traditional retailers; in November, Tower
U.K. opened a temporary fruit and vegetable
stall at its London flagship to highlight what
it regards as the damaging discounting being

(Continued on page 89)

® BY BILL HOLLAND

WASHINGTON, D.C.—Most of the music-
industry-related issues to be addressed by
the 105th Congress when it convenes this
month after Inauguration Day will be tough,
unfinished business.

High on the industry’s priority list will be
the passage ol the administration’s copy-
right-related National Information Infra-
structure bill, which only slightly medifies
copyright law but further defines and inter-
prets existing law in light of the interactive
digital age.

That legislation is sure to be reintraduced
early in the session. Last year, several
obstacles and tacked-on amendments deal-
ing with other issues prevented passage.

The reintroduced bill, say sources, will
probably initially be limited to three key fea-
tures, all supported by the recording indus-
try and other copyright-intensive industries.

First, it will clarify that under existing
law, « copyrighted work can be distributed
by digital transmissions. Second, it will offer
protection against circumvention of copy-
right-management systems. Third, it will
provide protection against alteration or

New Congress To Address
Industry’s Unfinished Business

formation.

In October 1996, a major obstacle to pas-
suage was removed through an agreement
between educators and copyright owners
over the issue of fair use of copyrighted mul-
timedia projects in schools and universities.

The biggest remaining impediment to
passage comes from hardware companies
and online providers. Both camps are seek-
ing liability exemptions: Hardware compa-
nies say that they could be sued because
legitimate-use machines could be put to
unlawful use by consumers; online service
providers are worried that they might be
liable for online customers’ infringing uses,
which are beyond their control.

“It’s going to be a big fight, our No. 1 big
issue,” says Hilary Rosen, president/COO of
the Recording Industry Assn. of America.
“We are going to try and persuade members
that the marketplace should take care of
these issues and also show them that right
now there’s not a big problem with the cur-
rent law, to such an extent that carved-out
liability exemptions are needed.”

In last year’s legislation, several unrelat-
ed copyright issues were attached to the bill:
a copvright-term extension bill, which would

Songwriters & Publishers

removal of copyright-management in- (Continued on puge 99)
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Parallel Import Consensus Within Reach
Weak Distribution An Obstacle For Asian Retailers

B BY KEITH CAHOON

Parallel imports are an important issue
for labels and retailers in Asia, as is evi-
dent from Billboard’s ongoing editorial
coverage (“Hong Kong Is Tackling Paral-
lel Imports Issue,” Billboard, Dec. 28,
1996). I believe that, at the end of the
day, what both sides want is actually
pretty similar. The following general
points might help lead to a specifie
agreement.

* Retailers by and large do not want to
import. I believe that more than 95% of
the imports coming into Hong Kong are
imported because they are not readily
available there. If the labels do make the
product readily available locally, retail-
ers will not import it. Rarely is it cheap-
er for us to do so. We are dedicated to
serving our customers, who are telling us
they want a wide selection of product. We
do not want to import major-label prod-
uct; we are being forced to do so by its
lack of availability from the majors.

* There are two specific cases when it
can be cheaper to import.

The first is double or triple CDs or
boxed sets, which most Asian labels seem
to want to sell at the easy-to-calculate
but difficult-to-sell price of two times
that of a single disc. The labels could
adopt a price point of 1.5 or 1.75 times
that of a single dise, or at least keep flex-
ible on this matter, to enjoy significant-
ly greater sales, if less margin.

The second is midline and budget prod-
uct. In some territories, we are told that
there are no midlines or that a specific
item is not midline, even if the opposite
is the case in the U.K. or the U.S. Labels
should try to be consistent on an inter-
national basis as to which items are mid-
line. Also, we should be allowed to make
a reasonable profit on midlines. We are
often asked to accept unreasonably low
margins, as thin as 10%. For developing
markets, there is a real advantage to
marketing midlines. If the labels, for
their own reasons, insist on selling mid-
line product at full price, they shouldn’t
ship it to us with stickers that clearly
identify it as midline product, as is usu-
ally the case.

* In many territories, we are given
targets by suppliers to obtain certain
levels of discount. It is frustrating to
miss your targets because you are get-
ting poor fill—in many cases, less than
50%. The labels are operating well below
their potential. Retail can’t sell goods it
can’t obtain. We hope that major and
independent distributors will dedicate
themselves to carrying deeper catalog
and giving new artists a chance. At one
time, EMI in Singapore told us that its
policy was not to carry jazz; never mind
that it has Blue Note, one of the greatest
jazz labels in the world.

We want to sell jazz and classical, as
well as megahit pop, and we hope the
majors will put effort into these genres
as well. We have established that there is
a market for such music in Asia. Also, if
a pop artist is enjoying large sales in the
U.S. or the U.K., we think his or her label

should at least give the product a try in
Asia. In the past, we have pleaded for
labels to carry multiplatinum artists like
the Smashing Pumpkins and Stone Tem-
ple Pilots and been refused on the
grounds that “that type of music isn’t
popular here.”

Over and over, we ask to buy product
and are turned down, being told that it

‘If distribution in Asia
can be improved, this
parallel import “prob-
lem” will pretty much
take care of itself’

Keith Cahoon is managing director of
Tower Records Far East, which oper-
ates retail stores in Japan, Korea, Tai-
wan, Hong Kong, Thailand, and Singa-
pore.

isn’t worth the bother, even though we
are buying said goods on a one-way basis.
We ask only that labels make catalog and
new-artist product available, not that
they spend money promoting it if they
think it is not worthwhile. When they do
spend money on advertising or promo-
tion, we hope they try more to coordinate
marketing and distribution.

Our typical procedure is to turn in
orders to the majors two months before
opening a store. In Hong Kong, Taiwan,
and Thailand, we have had fill from the
majors of 25% or less. Many times, dis-
tributors/labels run advertising for
which they have no stock before and dur-
ing the time the ads run. It is common to
have a major act play dates in the given
country, while at the same time, there is
no stock of its CDs. Billboard’s top five
albums can be out of stock for months at
a time. This is everybody’s loss.

None of the majors in any of the Asian
territories has what I call a “meaning-
ful” catalog. Some have catalogs, but
these represent what is available in other
countries, not their own. Mostly, we oper-
ate from stock lists that are obsolete
minutes after they are made.

In some countries, we are asked to
send our buyers to the distributor’s
warehouse because distributors don’t
want to bother writing down all the titles
they have. If the majors would print cat-
alogs of what they carry in a given terri-
tory and dedicate themselves to keeping
those items always on hand, we would not
need to import those.

Most companies have “indent ser-
vices.” None of them is very good; most-
ly, it seems, due to internal politics. The
majors do a much better job of supplying
U.S. and U.K. one-stops and exporters
than they do of servicing their own
“indent” operations. Waiting six to eight
weeks for spotty fill is not satisfying or

practical.

Please don’t say that we have to order
25 copies per title, as we often hear now.
We are buying on a one-way basis; you
are not spending any money on market-
ing. Please accept our modest orders and
allow us to build markets step by step.

We are hoping that the majors make
set lists of what they can or will indent
and dedicate themselves to filling orders
within two weeks and that they allow us
to bring in the minor items they do not
want to go after. Historically, imports
have played a large role in breaking new
music in new territories.

And don’t demean us by saying that
parallel imports are the moral equivalent
of piracy. We pay for the product; the
artist gets paid for the sale. We are not
trying to rip anybody off. We are trying
to offer a wide range of music to cus-
tomers in Asia who have made it clear to
us that they want it.

I ask all the labels to look at PolyGram.
In Korea, Hong Kong, Taiwan, and Sin-
gapore, it is well ahead of all other labels.
Our purchases from PolyGram in the
region are far larger than those from any
other major, and it has by far the best
distribution. The two facts are related.

* Piracy is a far more serious problem
than parallel imports. It directly dam-
ages the industry by robbing the labels
and their artists of income from music
sales, and it is widespread in Hong Kong.
The main outlets for pirate retail are
well known: Mongkok, Sham Shui Po,
Causeway Bay, and Tsim Sha Tsui.

Why isn’t the International Federation
of the Phonographic Industry (IFPI)
going after these people? If piracy can-
not be controlled in Hong Kong now, what
are the chances of it being controlled
after China takes over in 19977 Stores
that openly sell bootleg product in Sin-
gapore, Taiwan, Thailand, and Indonesia
are still able to receive favorable terms
from the majors and little or no attention
from the IFPI. Why is this?

* Tower wants to buy local. The labels
say they want to sell local. Yet it is no
secret that the majors have knowingly
sold large quantities of hit produect out of
Hong Kong and Singapore into Europe
and developing Asian markets. Usually,
the exporters that ship this product are
rewarded with large discounts, given the
volume of their purchases for export. I
have been offered such goods directly by
managing directors of major labels.

It is hypocritical, to say the least, of
the majors to be doing this. The majors
seem to agree with retail that there are
places where importing makes sense and
can be beneficial to all. If distribution in
Asia can be improved, the parallel import
“problem” will pretty much take care of
itself, and the labels and the retailers
will bring this controversy to a happy
end.

The labels think they have a parallel
import problem; the retailers feel the
problem is poor distribution and supply.
They are the same problem. I hope for all
concerned that it can be peacefully re-
solved.

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 Marilyn A, Gillen, Billboard, 1515 Broadway, New York, N.Y. 10036
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Sunny And Share

Saturday, March 8 through Tuesday, March 11
Marriott’s Orlando World Center

Where can you meet the leading retailers, wholesalers,
distributors, and suppliers of music, video and a myriad
of entertainment software and related products
and services...under one roof...this coming
n March...in the warm and inviting Florida
sunshine?

At the National Association of Recording
Merchandisers’ 39th Annual Convention—

the premiere event of the year to make key
contacts and share information and knowledge
that will help improve your bottom line in today’s
dynamic, challenging business climate.

e

ORLANDO CONVENTION

You can also experience our seminars,
Trade Show, musical showcases, special events
and entertainment. Here are some highlights:

“Where Basiness (s Agwag«s‘ Soand”

BUSINESS SESSIONS &
EDUCATIONAL SEMINARS

A stimulating keynote address by Barry Gibbons,
Chairman of Spec’s Music, will take a discerning
look at entertainment merchandising in the 90s.

Seminars and panels will explore a diverse range
of topics—negotiating tips for buyers, building

retail customer loyalty, music consumer research,

Internet marketing, boosting catalog sales,
micro marketing, artist management, DVD
and radio.

Plus, hear about a new breakthrough in scanning
technology!

TRADE
SHOW

Roam the aisles of a
home entertainment
marketplace featuring
exhibits from leading
product and service
suppliers. This year a
special exhibit from
the Rock and Roll Hall
of Fame + Museum
will be presented
courtesy of Baker

& Taylor.

MUSIC, SPECIAL EVENTS
& ENTERTAINMENT

Get set for the return of the popular PGD Zone
nightclub, musical showcases, and a featured
performance by Rounder’s Alison Krauss &
Union Station, among others.

Not to be missed...12 top software publishers
demonstrate their hottest titles at the opening
night’s “Virtual Reception” hosted by Navarre
Corporation; An Evening at Walt Disney World
courtesy of Walt Disney Records; and the
Store Managers Bash sponsored by Peaches
Entertainment.

Don‘t delay! Call NARM at 800-365-6276 for an information packet.

Or register on-line using our Web Site at http://www.narm.com.

National Association of Recording Merchandisers < 9 Eves Drive + Suite 120 + Marlton, NJ 08053
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FRANCE

Issue Date: Feb. 8

Ad Close: Jan. 14

Billboard's Feb. 8th Spotlight on
France will discuss the musical
- developments and changes
occurring throughout the country.
N this Bsue, Billboard wil| ds-
?.'3 cuss Fsance's "Quota

content legislation on French
-adic is having a profound efiect

© 0N young artists, label execurives

= and pragrammers. Also featured
& will be 1ighlights on some of
=rances newest acts emergi-g

" since these radio quotas wer2

~ introduced, a summary of the

£ Victaires de la Musique Awards
and ar executive roundup, with
French leaders discussing th=ir

¢ drojections for 1997.

Contact:
=rancois Millet
33-1-4549-2933

h \
- L.

BRITS AROUND
THE WORLD
Issue Date: Feb. 22

Ad Close: Jan. 21

Billboard's Feb. 22 issue
contains our annual
update on the UK market.

- With the continuing resur- =
"~ gence of Britsh pop, our
S8 Spotlight's lead story will
Seneretion,” and how domestic- f-"‘.":': | survey key UK. music e
) industry executives to -5
- ’ determine which artists wll ==

. be global priorities in '97.

. Other features include an

| al-a-glance guide to the
top-selling UK artists in the
'96 worldwide market, a
listing of the ma or nomi-
nees for the Brit Awards
and talent to keeg a watch
on in '97.

Contact:
Catherine Flntcff
44-171-323-6666

fRedch

AN 23 icanradiohi

.

e A =

EMWUK 100TH
ANMNIVERSARY

{ssue Date: Feb. 22

Ad Close: Jan. 28

1997 marks the 100t year
since the founding of 1ye
Gramoghone Company _td.
and the Columbia
Graphaphcne Compay _
Ltd., wiose sLbsequan:
merging in 1931 restitzd in

' the formztion of the global .
. =ntertainment giant, EMI. In &8
" our February 22 issuz. e

Billboard chronicles a cen-
tury of EM’s musical end
artistic accomplishmerts.
Features will include exclu-
sive inferviews with Rupart
Perry and J.F. Cecillor s
«~ell as an in-cepth leck at
the company’s history.
growth, and future develop-
men. worldwide.

Contact:

Catherine Flintoff
44-171-323-6686

- CHILDREN'S
ENTERTAINMENT

_ Issue Date: Feb. 22

Ad Close: Jan. 28

The Kid Biz keeps grow-
ing, diversifying and reaf-

- firming its st=ngth in the
. entertainment market. i
. Coinciding#th this yesrs

Toyfair, Billboard's e
. February 22 ssuelooksat =
 veteran artists’ rew releas- 8
= es (Cathy & Mzrcy,
- Joannie Bart2ls...), main- =
 stream artists "ecording R
children’s m_s c, spoken- S

word products and special- &

ty stores. Tkis spotligh:

will also incdl_de a quarter- | =
by-quarter, labzl-by-label &

listing of releases planned

for 1997. Bcnus distritu-

tion at the Toyfair!

Contact:
Jodie Franc szo
213-525-2304
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| Ad Close: Feb. 4

. celebrates Don Was’ 20

. years of making records.

- This talented musician/pro-
- ducer,"'who has worked with
successful artists like
Bonnie Raitt, the Rolling
Stones and Bob Dylan, is
exclusively interviewed by
Billboard’s Chris Morris in
this spotlight issue. Other
features include a complete
overview of his award-win-
ning career, his recent suc-
cess in film scoring and an
extensive discography of
his work. Join Billboard in
honoring one of the music
industry’s finest.

Contact:
Pat Rod Jennings
212-536-5136

Billboard’s March 1st issue

bl |
%Y

T_': Issue Date Mar 1
Ad Close: Feb. 4

. Continuing its editorial

| commitment to Asia Pacific’s

' mega-market, Billboard's
March 1st issue will contain

our first ‘magazine withp a,. .

magazine” on the region for
1997. Our Spotlight takes a
final look for 1996 at the
Asian Pacific market, wth
coverage on the most recert.
events, trends, Westerr actz
experiencing success and
Asia/pacific acts breaking in
both the homeland and
abroad. Don't miss this
opportunity to align your
company with the markat
that keeps growing and
growing!

Contact:

Clinch-Leece
Singapore:65-338-2774
Hong Kong: 852-2527-352E

reelers ekl

Place your
ad today!

212-536-5004 - PH
212-536-5055 - FAX
KEN PICTROWSKI
PAT ROD JENNINGS
DEBORAH ROBINSON
KEN KARP

e s b‘”l md

| Publication Date:
KR | March 22, 1997

" Ad Close: Jan. 22

The 7th edition af the
Record Retailing Directory
continues to influence the

music.industry buyers wha, ..

purchase the products and
services offered by record
comrpanies, wholesalers &
distributors, accessory
manufacturers, efc. The
RRD contains 7,000 updat-
ed I'stings of independent
record and chain stores,
chain headquarters, and
aud o book retailers. One
ad in the 1997 RRD can
work for you all year lang!

Contact:
Western U.S./Canada:
213-525-2299
Eastern U.S.:

212-536-5225

Retailing moui

v‘.‘

T [ e S
213-525-2307 - PH
213-525-2394/5 - FAX
JODIE FRANCISCO
LEZLE STEIN
ROBIN FRIEDMAN

615-32"-49294 - PH
615-320-0454 - FAX
LEE ANN PHOTOGLO

305-441-7976 - PH
305-441-7689- FAX
ANGELA RODRIGUEZ

44-171-323-6686 - PH

44-171-323-2314 - FAX
CHRISTINE CHINETTI
CATHER NE FLINTOFF

Singapcre: 65-338-2774
Hong Kong: 852-2527-3525
CLINCH-LEECE

331-4549-2933 - PH
331-4222-0366 - FAX
FRANCOIS MILLET

213-525-2307
DAISY DUCRET

39+(0)362+54.44.24 - PH
39+(0)362+54.44.35 - FAX
LIDIA BONGUARDO

03-3449-0905 - PH, FAX
KENICHI SUGIMORI -
213-650-3171 - PH
213-650-3172 - FAX
AKI KANEKO
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M BY JEFF CLARK-MEADS
__and GEOFF BURPEE

LONDON—The international record
industry’s anti-piracy resources in
the Far East are set to be reapplied
this year to allow for increased con-
centration on the problems in China.

Proposals for a major restructur-
ing of the International Federation
of the Phonographic Industry (IFPI)
in Asia will be presented to regional
directors this month. Any new moves
are likely to be similar to the reorga-
nization in Thailand and Malaysia,
where anti-piracy responsibilities
were transferred from the interna-
tional body to the respective nation-
al groups in the fall.

IFPI director general Nic Garnett
explains the group’s need to reap-
praise its Asian activities by saying,
“Because China has become such an
all-consuming operation for us, we
have to look at how we can reorga-
nize so that we don’t neglect the rest
of the region.”

IFPI Asia Revamp To Put
Focus On Chinese Piracy

In effect, IFP1 is aiming to ensure
that domestic anti-piracy issues are
not forgotten while Southeast Asia
regional director J.C. Giouw concen-
trates on the international issues
generated in large measure by Bei-
jing.

Garnett adds, “A number of mar-
kets in Asia have now reached a stage
of maturity where national groups
must take on more responsibility.”

In Thailand and Malaysia, they
have already done so successfully. In
September, the Recording Industry
of Malaysia (RIM) assumed full con-
trol of the anti-piracy operations for
which it had previously had a large
but only partial responsibility. Giouw
says the mature nature of RIM’s
involvement in its home market
meant that the regional IFPI was
confident the Malay organization was
prepared to carry out its role as an
autonomous unit. “RIM is very will-
ing to take on the responsibility,”
Giouw says. “They do the chart

(Continued on page 104)

Test Chart Sparks French
Debate Over Compilations

B BY EMMANUEL LEGRAND

PARIS—The controversial issue of
whether artist compilations should be
included in the official album charts is
once again dividing the French music
industry.

At present, the top 50 albums listing
excludes compilations, and a separate
top 25 chart shows single-artist and
multi-artist compilations. However,
several record companies are lobbying
to have single-artist compilations treat-
ed in the same way as new releases.

Industry body SNEP, which owns
the rights to the charts, has been fuel-
ing the debate by showing labels what
the top 50 chart would look like if com-
pilations were included. The charts are
compiled by Tite-Live and TFOP, based
on a sample of 20% of France’s total
retail accounts.

SNEP emphasizes that the sample
chart with compilations is for labels’
information only. “It is a test period,
and nothing conclusive has been decid-
ed so far,” says a SNEP source.

Nonetheless, PolyGram Disques

president Pascal Negre is strongly in
favor of the inclusion of compilations.
He has been backed by SNEP presi-
dent Patrick Zelnik.

“All the major territories—the U.S,,
U.K., and Germany among them—
have |single-artist] compilations in the
charts. So why not France?” says
Negre. “A ‘best of” album can be an
important moment in the career of an
artist. At PolyGram, for example, we
released Florent Pagny’s compilation
as a new release in September 1995. [t
included a couple of new songs, and we
have sold so far 1.3 million units. I don’t
see any reason why this album should
not be listed in the regular charts
instead of being charted between two
dance compilations.”

The current system has its support-
ers, though, including Sony Musie
France president Paul-Rene Albertini,
who contends that introducing single-
artist compilations to the charts would
limit new artists’ exposure.

Independent labels are also against
the change because they fear it will limit

(Continued on page 105)

Sony Strategizes For Spring DVD Launch

Early Adopters Targeted For High-End Hardware

W BY SETH GOLDSTEIN

NEW YORK—Sony is targeting early
adopters as the first buyers of the DVD
player it plans to introduce this spring.

Unlike other hardware manufactur-
ers—such as Toshiba and Thomson
Consumer Electronics, which have
trumpeted a line of DVD players start-
ing at $500-$600—Sony will limit itself
to a single machine priced considerably
higher. And the Japanese consumer
electronics giant has cautious goals for

B

DVD in 1997, assuming the format
overcomes the copy-protection obsta-
cles that torpedoed the much-publi-
cized 1996 launch.

John Briesch, president of Sony
Electronics Consumer A/V Group, esti-
mates that a maximum of 500,000 DVD
players will be sold this year. At an
industry forum in New York in
November, Panasonic predicted sales
of 1 million units; others have gone as
high as 8 million-5 million.

“It’s going to take time,” cautioned

Sparrow’s Heavy Metal Success. Sparrow Communications Group, a division
of EMI Christian Music Group, celebrates the label’s record-breaking Recording
Industry Assn. of America (RIAA) certifications. Six albums on the label's roster
were certified gold in 1996; according to the RIAA, that is the most certifications a
Christian music company has received in one year. The albums are “WOW
1996,” featuring various artists; Carman’s “R.1.O.T.”; Andy Giriffith’s “l Love To Tell
The Story” and “Precious Memories”; BeBe & CeCe Winans' “Relationships”;
and “Amazing Grace: A Country Salute To Gospel,” featuring various artists.
Shown, from left, are Bill Hearn, president/CEO, EMI Christian Music Group;
Charles Koppelman, chairman/CEQO, EMI-Capitol Music Group North America; Sir
Colin Southgate, chairman, EMI pic; and Peter York, president, Sparrow

Communications Group.

31st MIDEM To Focus On
Emerging Music Markets

M BY JEFF CLARK-MEADS

LONDON-—New music, new markets,
and new technologies will be the main
themes of this year’'s MIDEM, accord-
ing to the man at the helm of the show.

The 31st running of the event, in
Cannes Jan. 19-23, will also, for the
first time, be part of a triumvirate of
MIDEM shows and will share the
world stage with the 3-year-old
MIDEM Asia and the Miami-based
MIDEM Latin America and Caribbean

U.K. Pop Facility Receives Final Funding

LONDON—A $23 million showease for
the British music industry is set to
become a concrete reality within 18
months.

The National Centre for Popular
Music in the northern English city of
Sheffield was given the final $14.7 mil-
lion of its funding by the U.K. govern-
ment’s Arts Council on Dec. 19. Now,
according to creative director Tim
Strickland, it is on course to open in
summer 1998,

The scheme had already received
$2.5 million from the Arts Council and
nearly $3 million from the European
Union’s Regional Development Fund.
The final sum from the Arts Council
completes the center’s financial pack-
age, which has also been augmented by
sponsorships and borrowing from

banks.

When complete, the 4,500-square-
meter project in the heart of Sheffield
will use the latest interactive technol-
ogy to entertain and educate visitors
on all aspects of music (Billboard, July
20, 1996). Strickland stresses, though,
that it will not be “object-based.”
Rather, he says, the interactive
exhibits will inform visitors about such
subjects as the history and technology
of popular music and the social context
of various genres.

“It will give people a flavor of where
music has come from and where it is
going,” Strickland says. “It will show
them what people in society were doing
at a time when particular forms of
music developed.”

The center aims to attract 400,000

visitors per year and to be self-financed
by admission fees. It will be situated
between Paternoster Row and Charles
Street in Sheffield’s new Cultural
Industries Quarter, a development
backed by the European Union as part
of the regeneration of this post-indus-
trial city.

Though Sheffield is the home of Def
Leppard, the Human League, and Joe
Cocker, the somewhat surprising loca-
tion of the center and its success in
attracting funding has, so far, eclipsed
plans for a national music center in
London, 180 miles away.

A gamut of leading industry organi-
zations has backed the London pro-
Jject—which is being overseen by for-
mer British Phonographic Industry

(Continued on page 103)

Music Market, which is to be launched
in September.

Reed MIDEM Organisation chief
executive Xavier Roy says, though,
that the original MIDEM remains
“unique in its field.” He adds, “I think
a large part of our success lies in the
fact that we are always open to new
possibilities and developments of rele-
vance to the musie industry.”

That attitude has led not just to the
launch of the Asian and Latin shows,
but to a recognition of the changing
world order at the flagship event in
Cannes.

The emergence of the Latin Ameri-
can market will be a particular high-
light during the Cannes event, and,
says Roy, through the impact of
MIDEM Asia, a growing number of
exhibitors and delegates from the Far
East will be present in the French
town.

Further, he states, total registra-
tions from across the world are higher
than they were at this time last year,
putting MIDEM ’97 on course to ex-
ceed last year’s attendance of 10,865
participants from 3,611 companies rep-
resenting 70 countries.

A theme of the delegates’ meetings
and conferences this year, says Roy,
will be new music, and he cites techno,
dance, Euro pop, and jungle. The
dance theme will be enhanced by the
Dance D’Or 2 Awards, organized by
AB Productions and French broad-

(Continued on page 97)

Briesch during a late-December meet-
ing held to outline Sony’s DVD strate-

Details regarding prices, technical
specifications, and the titles Sony will
deliver are to be announced at the Con-
sumer Electronics Show (CES) in Las
Vegas Thursday (9)-Jan. 12. CES will
also serve to introduce Sony’s DVD
marketing team, headed by former
Pioneer Electronics senior VP Mike
Fidler.

Sony will be one of many CES
exhibitors touting the format. Toshiba,
Thomson, Panasonic, Pioneer, and
Philips are among those expected to
show DVD models, emphasizing video
playback. In addition, audio suppliers,
including Denon, Kenwood, and Yama-
ha, will be on hand.

After last year’s stumbles, vendors
aren’t committing to firm launch dates.
DVD is supposed to arrive in the first
six months of 1997, with the breadth of
the rollout dependent on the number of
studio titles—still a big question mark
going into CES. The price of the sim-
plest players, meanwhile, may balloon
from $500 to $600 as manufacturers
struggle to cover costs. “Where they’ll
come in, no one knows,” says one trade
observer.

There is considerably more certain-
ty about the immediate availability of
DVD-ROM for the computer market-

(Continued on page 105)

Music Industry
Lagging In DVD
Development

B BY BRETT ATWOOD

LOS ANGELES—Unless it moves
swiftly to develop content that takes
advantage of DVD, the music industry
may be the last to benefit from the ad-
vanced audio capabilities of the high-
capacity format, according to industry
executives slated to discuss the state of
DVD-audio at a panel during the Con-
sumer Electronics Show (CES), held
Thursday (9) through Jan. 12, in Las
Vegas.

While the computer and home video
industries are ready for the U.S. roll-
out of the first generation of DVD play-
ers and DVD-ROM drives in the first
quarter of this year (see story, this
page), the music industry is lagging
behind in the development of DVD-
audio and has yet to establish a stan-
dard for releases in the format.

“We must figure out how best to
invest wisely in this new opportunity,”
says TMH Corp. president Tomlinson
Holman, who is co-chairman of the
Audio Engineering Society Standards
Committee (AESSC) SC-02-M task
force on high-capacity digital audio.
Holman is to appear on the panel “Un-
derstanding The Audio Applications
Of DVD,” to be held Friday (10), along
with AESSC co-chairman John Ear-
gle, founder of JME Consulting; Bob
Stuart, chairman and technical direc-
tor for Meridian; and David Kawa-
kami, director of new business
development for Sony.

The AESSC aims to educate the mu-
sic industry about its options for utiliz-
ing new advanced audio systems, such
as DVD-audio. At press time, the
group, which was formed in early 1996,
was planning to develop a specific pro-

(Continued on page 97)
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B BY JIM BESSMAN

NEW YORK—“L’Amour Ou La
Folie,” BeauSoleil’s fifth album for
Rhino since coming to the label in
1990, celebrates the pre-eminent
Cajun band’s 20th anniversary—sort
of.

The dise, which will be released
Jan. 14, was originally meant to be a
compilation of songs recorded but not
released by the group since its incep-
tion in 1975. That concept, according
to founder Michael Doucet, has been
shelved for now, perhaps until the
band’s 25th anniversary.

“We had almost 40 songs on hand,
and then we came up with some dif-
ferent ideas and cut new stuff which
gave everybody room to express their
own personalities more,” says
Doucet, BeauSoleil’s fiddler/vocal-
ist/songwriter, of the revised
approach. His bandmates are his
brother and guitarist/vocalist David
Doucet, accordionist Jimmy Breaux,
bassist Al Tharp, percussionist Billy
Ware, and drummer Tommy Alesi.

“This is the best ‘cross-section
record’ yet in showcasing every-
body’s different qualities and tastes,”
adds Doucet, who produced
“L’Amour Ou La Folie,” which trans-
lates from Cajun French as “love or
folly.”

BeauSoleil Rings In 20th
Birthday With Rhino Set

“We also invited some of our
friends from over the years who
enjoy this music [to play on the
album].”

Past guest Richard Thompson, as
Doucet notes, “goes without saying”
as an invitee and plays acoustic gui-
tar on “Charivari” and electric on the
title track—both Doucet originals.
Another old friend, Texas Tornado
Augie Meyers, plays piano on “Can’t
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You See,” which he wrote and
Doucet translated into “Tu Vas Voir.”
(On BeauSoleil’s 1989 Rounder album
“Bayou Cadillae,” the band turned in
a Cajun French version of Meyers’
“Hey Baby, Que Paso,” translated
into “Hey Baby, Quoi Ca Dit.”)

Also joining Meyers on “Can’t You
See” are guitarist Bessyl Duhon, an
original member of BeauSoleil who
was also with the swamp-pop band
the Riff Raffs and now plays accor-
dion with Grand Ole Opry Cajun star

(Continued on page 104) |

Waits Wins Latest Suit Over
Commercial Use Of His Songs

LOS ANGELES—On Deec. 16, singer/
songwriter Tom Waits won another
court decision here in his ongoing cam-
paign to keep his compositions from
being licensed for television commer-
cials by his former musie publisher.
Superior Court Judge John P. Shook
prohibited Third Story Music, a Los
Angeles firm oper-
ated by brothers
Herb and Martin
Cohen, from licens-
ing any of Waits’
songs from the
1982 Zoetrope Pro-
ductions film “One
From The Heart”
for use in commer-
cials for national or
multinational use.
In late 1993, Third Story licensed the
medley “Opening Montage/Once Upon
A Town” from the movie for use in a
Suchard Chocolate commercial in
Argentina, for a fee of $100,000.
Shook’s decision came in a court case
that combined an action filed by Third
Story against Waits in May 1995 and a
counterclaim by Waits against Third
Story and Herb Cohen, Waits’ former

WAITS

manager, filed the following month.

The judge’s finding in Waits’ favor
made specific reference to a related
court decision involving an exchange of
suits between the musician and the
publisher in 1993.

In that case, the singer claimed that
Third Story had violated a 1980
amendment to his 1977 publishing
agreement that prohibited commercial
exploitation of his material by licensing
the song “Heartattack And Vine” for a
U.K. Levi’s jeans commerecial and the
song “Ruby’s Arms” for French ads for
Williams’ Gel shaving cream (Billboard,
April 17, 1993). Third Story counter-
sued, saying it was within its rights in
granting the foreign licenses (Bill-
board, May 1, 1993).

In August 1994, Superior Court
Judge Harvey A. Schneider rendered a
decision in those actions, stating that
Waits’ contract forbade the licensing of
his songs for national or international
commercials. Waits was awarded
income made by the publisher from the
two ads and $20,000 for the “embar-
rassment and humiliation” suffered
from the songs’ use in the ads, but

(Continued on page 103)
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Morissette Tops
RIAA °96 Certs
With Debut Set

LOS ANGELES—Alanis Morissette,
to no one’s surprise, racked up the
biggest sales of 1996 in year-end certi-
fications from the Recording Industry
Assn. of America (RIAA).

While Morissette’s “Jagged Little
Pill” (Maverick/
Reprise/Warner
Bros.) was a bonan-
za for the industry,
the trade group
reported that certi-
fications in "96 were
down in most album
categories com-
pared with 1995 tal-
lies.

In December, the soundtrack for
“The Bodyguard” (Arista), featuring
Whitney Houston, hit the 16 million
mark, putting it among the top five
best-selling albums ever.

“Jagged Little Pill,” released in
1995, was certified for sales of 10 mil-
lion units in 1996 alone. The album,
which is certified for a total of 14 mil-

(Continued on page 103)
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B BY DOUG REECE

LOS ANGELES—After mining the
club scene in the Califcrnia coastal tri-
county area of Santa Barbara, Ventu-
ra, and San Luis Obispo over the past
year, on Jan. 1, Carpinteria, Calif.-

E— based Reset Ree-

m ords released

three volumes of

“Live Bands From The Santa Barbara
Area.”

Culled from the label’s other endeav-
or, aleased-access daily television show
called “Locals Only,” the albums’
tracks highlight live music from 25
unsigned area bands, including Enok,
Truth About Seafood, and Papa Nata.

The first two dises will focus on
melodic pop tracks, while volume three
consists of punk and hard-rock sounds.

The dises, which are being sold indi-
vidually, are available at kiosks main-
tained by Reset in 11 tricounty Where-
house stores. The albums will be
promoted on “Locals Only” and at
Reset’s World Wide Web site (http:/
www.resetrecords.com).

Like the retailer, lccal mainstream
rock station KTYD is a title sponsor of

the televised musie show and has an
involved history with Reset.

Station midday jock Jeff Hanley,
who hosted KTYD’s local musie pro-
gram for several years, credits “Locals
Only” co-producers and Reset co-own-
ers Ian Stewart and Dennis Dragon (a
former member of the '80s L.A. band
the Surf Punks) with breathing vitali-
ty into the area’s music scene.

Hanley says, “They really seem to be
everywhere, recording local acts, and
it’s that aggressive style that is giving

(Continued on page 105)

Velvets’ Set ‘Loaded’ With New Music

Rhino’s 2-CD Release Includes 17 Unreleased Tracks

B BY CHRIS MORRIS

LOS ANGELES—Velvet Under-
ground fans will be the beneficiaries
of a cornucopia of unreleased mate-
rial on Feb. 18, when Rhino Records
releases “Loaded (Fully Loaded
Edition),” a comprehensive two-CD
version of the group’s classic fourth
studio album, originally released in
1970 on the Atlantic subsidiary
Cotillion Records.

The set will incorporate some fea-
tures originally included on Polydor
Chronicles’ 1995 Velvets boxed set
“Peel Slowly And See” (Billboard,
Aug. 19, 1995): the full-length ver-
sion of the original album, which
included complete versions of three
previously edited songs, and six out-
takes and demos from the “Loaded”
era.

But “Loaded (Fully Loaded Edi-
tion)” also contains an additional 17
previously unreleased tracks. The
second dise of the set leads off with
a complete “alternate album,” com-
prising variant mixes, demos, and
early versions of the “Loaded” songs
in their original running order.

“Loaded,” which was co-pro-
duced by Geoffrey Haslam, Shel
Kagan, and the band, occupies a
unique place in the Velvet Under-
ground’s discography. Its bright,
radio-friendly sound is in marked
contrast to the confrontational
style of the New York group’s first

two albums, “The Velvet Under-
ground & Nico” (1967) and “White
Light/White Heat” (1968), and to
the subdued yet brooding semi-
acoustic format of its self-titled
third album (1969).

The Velvets’ bassist/guitarist/key-
boardist, Doug Yule—who recorded
“Loaded” with guitarist/singer/song-
writer Lou Reed, the group’s leader,

VELVET UNDERGROUND

and guitarist Sterling Morrison—
says today that Steve Sesnick, the
VU’s manager, was pointing his act
in a more overtly pop direction.

Yule says, “It was put into that
sort of AM/hit-FM kind of format—
three to five minutes max, and very
‘up’ kind of stuff.”

Sessions for the album proceeded
quickly but not easily, since Mau-

reen “Moe” Tucker, the Velvets’
drummer, did not participate in the
recording, for she was pregnant at
the time. Others—inecluding Yule
himself, his brother Billy, session
man Tommy Castanaro, and even
engineer Adrian Barber—filled the
percussion chair.

Yule says, “The one thing, looking
back, that I see as the major mistake
that we as a group made was when
Sesnick said, ‘Maureen can’t play on
this album because she’s pregnant.’
We should have said, ‘Oh, well, then,
we’ll wait and do the album when
she’s ready.””

By the time “Loaded” was com-
pleted, the band was splintering.
Reed quit the group abruptly on
Aug. 23, 1970, a month before the
album’s release, after a show at
Max’s Kansas City in New York. (“I
didn’t know until an hour before we
were gonna play that Lou had quit,”
Yule says.) Reed publicly denounced
the record upon its release.

The album failed to make the
charts in 1970. However, “Loaded”
produced two bona fide classies, the
Reed-penned “Sweet Jane,” which
featured an indelible, much-copied
guitar lick, and the anthem “Rock
And Roll,” among a finely wrought
selection of pop-savvy tunes.

Rhino A&R manager Patrick Mil-
ligan, who co-produced “Loaded
(Fully Loaded Edition)” with engi-

(Continued on page 14)
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Artists & Music

An image of music’s healing pow-
ers is engraved forever in the minds
of millions: Singing and “skank-jog-
ging” in a trance of ecstasy at the
1976 Smile Jamaica concert, reggae
singer Bob Marley linked and held up
the hands of two men standing beside
him onstage. They were Michael
Manley and Edward Seaga, fierce
combatants for the prime ministry
during Jamaica’s notoriously bloody
1976 election.

Twenty years later, with violence
once again escalating in Jamaica
and a national election due in a year
and a half, reggae remembers.

In October 1996, a letter went out
to key members of Jamaica’s music

Reggae’s Conscience Evoked
At Seventh Ghetto Splash

industry. It described a dawn meet-
ing held Oct. 22 at producer/
label owner Augustus “Gussie”
Clarke’s Anchor Recording Studio in
Kingston. Ninety-six members of the
“Music Fraternity” had signed “The
Music Fraternity: Bill Of Life,”
pledging to produce and promote
lyrics that “will help create the type
of country we want to live in and wish
our children to grow up in.”

Drawn up by Clarke, producer/
label owner Michael “Mikey” Ben-
nett, and radio personality Laechim
Semaj, the bill states, in part, “by
omission and/or commission, we are
partly to be blamed for the current

(Continued on page 23)

MCA Sues Over Hendrix Rights

Alleges Contract Violations By 4 Firms

B BY CHRIS MORRIS

LOS ANGELES—Claiming damages
in excess of $25 million, MCA Records
has filed suit against four music com-
panies in Superior Court here, charg-
ing that the firms breached contracts
to sell various rights to the music of the
late guitarist Jimi Hendrix to MCA
and misrepresented their rights to the
label.

The action, filed Dec. 13, names as
defendants Bella Godiva Music Inc.,
the New York company that adminis-
ters Hendrix’s music publishing; Inter-
lit Ltd., a Virgin [slands-based holding
company; Bureau Voor Muziekrechten
Elber B.V. in the Netherlands; and Are
You Experienced Ltd., producer Alan
Douglas’ company.

The MCA suit is the latest chapter
in a long-running legal wrangle re-
garding rights to album masters and
other assets related to Hendrix, who
died in September 1970.

In April 1993, James A. “Al” Hen-
drix, the musician’s father, filed suit in
federal court in Seattle against Bella
Godiva, Interlit, Elber, and Are You
Experienced, as well as the elder Hen-
drix’s former attorney, Leo Branton.
Al Hendrix sought to gain control of his
son’s legacy and charged that Branton
had wrongfully transferred the Jimi
Hendrix assets to the co-defendant
companies (Billboard, May 1, 1993).

In July 1995, a settlement was
reached in the case, and the defendants
effectively transferred ownership of all
Hendrix materials to Al Hendrix and
other members of the Hendrix family
(Billboard, Aug. 5, 1995).

According to the MCA suit, in 1993
the label purchased “virtually all rec-
ord, publishing, merchandising, and
video rights to the works of Jimi Hen-
drix” from the defendant companies.
MCA then “expended enormous effort
and resources to rekindle interest in
and appreciation for this unique artist.”

The label went on to release several
Hendrix albums, including reissues of
the guitarist’s first three albums, a hits
compilation, and new collections that
included “Woodstock,” featuring his
complete set from the 1969 festival, and
“Blues.”

MCA says that after Al Hendrix
learned of the label’s acquisition and
filed his suit, the defendant firms
“reconfirmed to MCA that they had
complete right, title, and interest in
Hendrix’s works and that the Hendrix
family’s claims were without merit.”

However, the purported rights hold-
ers later settled and conveyed their
rights to the Hendrix family. Faced
with this change in ownership—and
left with no clear title to Hendrix’s
music, since its rights hinged on sale
agreements essentially voided by the

(Continued on page 105)

RECORD COMPANIES. Bob Merlis is
promoted to senior VP of worldwide
corporate communications for Warner
Bros. Records in Los Angeles. He was
senior VP/director of media relations.

Leigh Ann Hardie is promoted to
VP of artist development for Sparrow
Communications Group in Nashville.
She was director of artist development.

Rykodisc in Salem, Mass., promotes
Peter Wright to GM of Rykodisc USA
and names Ron Decker product man-
ager and Chris Gray product manag-
er, primarily for the Hannibal imprint.
They were, respectively, executive
manager, product manager for Beg-
gars Banquet Records/Thirsty Ear

HARDIE

Recordings, and an intern at the label.
Lori Carfora is appointed director
of creative services for Rhino Records
in Los Angeles. She was production
manager for Geffen Records.
Meg MacDonald is promoted to
promotions director for Vanguard

SOAR Bows Native American Christian Label
Red Sea Imprint Hopes To ‘Legitimize’ Fledgling Genre

B BY DEBORAH EVANS PRICE

NASHVILLE—Tom Bee, founder/
president of Albuquerque, N.M.-based
Sound of America Records (SOAR),
will launch a Native American Christ-
ian label, Red Sea, Jan. 15.

The debut releases from the label
are due this spring and include an al-
bum by rockers Generation Exodus
and a duet set, “Prayer Warrior,” from
Bee and his son Robby. A Christmas
album is also on the 97 slate.

Red Sea (short for Red Educated
Disciples Sharing Emmanuel’s Anoint-
ing) will join the SOAR family of rec-
ord companies, which encompasses
four other labels specializing in music
made by Native American artists—
ranging from rap, rock, and new age
product to traditional Native American
sounds.

Since launching SOAR in 1988, Bee
has developed Natural Visions, a label
featuring instrumental, world, and new
age music with a roster that includes
Douglas Spotted Eagle, Cielo, Brulé,
Standing Deer, and Samantha Rain-
bow; Warrior, a rock/rap label that is
home to actor Russell Means, Robby
Bee & the Boyz Of The Rez, and Tiger
Tiger; and Dakotah, a children’s label
that has released two titles with mate-
rial written by Paul Goble and narrat-
ed by Bee.

The SOAR label features traditional
artists such as Earl Bullhead, Cornel
Pewewardy, Grayhorse Singers, and

Warner Bros.

NEW YORK—In an ongoing dispute
involving platinum-selling rock act the
Goo Goo Dolls, Warner Bros. Records
is suing the Buffalo, N.Y.-based band
for breach of contract.

In an action filed in U.S. District
Court for the Southern District of New
York, the label claims that the Goo Goo
Dolls are attempting “to repudiate
[their] contractual obligations to
Warner Records” by entering into dis-
cussions with other record companies
for their recording services.

Although the Goo Goo Dolls are not
signed directly to Warner Bros., their
breakthrough album, “A Boy Named
Goo,” is distributed by Warner
through a special arrangement with
the Goo Goo Dolls’ label, Metal Blade
Records of Simi Valley, Calif.

EXECUTIVE TURNTABLE

CARFORA

WRIGHT

Records in Los Angeles. She was pub-
licity director.

RELATED FIELDS. The Arbitron Co.
in New York promotes Scott Mus-
grave to VP of sales, radio station
services, and Linda Dupree to VP of

Cathedral Lakes.

Bee’s enterprises also include a re-
cording studio and Sound of America
Record Distributors, which handles
SOAR and its affiliated labels, as well
as product for several other labels.
SOAR Distributors, for instanee, is dis-
tributing Robbie Robertson’s Capitol
album “Music For The Native Ameri-

TOM AND ROBBY BEE

cans,” as well as a Virgin album titled
“Sacred Spirits.” It also distributes
albums by Robert Mirabal and Bill
Miller for Warner Western, the west-
ern music division of Warner Bros.
SOAR’s distribution network covers
bookstores, trading posts, galleries,
museums, airports, and Native Ameri-
can gatherings, as well as mainstream
music chains such as Musicland and
Blockbuster. Bee acknowledges that
the Christian bookstore community is
a different ball game and says that for

the Red Sea imprint he will be looking
to team with a company that specializes
in distribution to that market. He plans
to visit Nashville during the annual
Gospel Music Week in late April in
order to talk to members of the
Nashville Christian music community
about his new venture.

Bee is a veteran writer/producer
whose experience includes recording
for Motown as part of an act named
Xit, short for “Crossing of Indian
Tribes.” During his association with
Motown as a writer/producer, he
worked with Smokey Robinson and the
Jackson 5. “(We’ve Got) Blue Skies,”
penned by Bee, was a cut on the Jack-
son 5’s double-platinum “Maybe To-
morrow” album.

After a stint in Los Angeles, Bee
returned to his native New Mexico and
launched SOAR. “I started this label
out of the garage of our home on a wing
and a prayer,” he recalls. “I hocked a
Rolex watch, maxed out a eredit card,
and here I am. That’s the American
dream.”

Developing that dream hasn’t been
easy, but Bee says it has been worth it.
“The most challenging thing has been
getting people to accept the music in
the mainstream ... as music and not
just ‘tom-tom’ musie, Indian music, but
as a legitimate genre,” he says.

Bee says that he was dissatisfied
with the quality of Native American
product previously available and that

(Continued on page 105)

Sues The Goo Goo Dolls

On Nov. 26, 1996, the Goo Goo Dolls
sued Metal Blade for nonpayment of
royalties and failure to provide an
accounting of the band’s royalties.
They also accused Metal Blade of
exploiting the band’s naiveté by fore-
ing them to sign an unfair contract.

Concurrent with their lawsuit against
Metal Blade—which named neither
Warner Bros. nor Goo Goo Dolls pub-
lisher Virgin Music—the band released
a statement saying that it would “enter
into discussions with other record com-
panies and music publishers.”

In its lawsuit, Warner claims that the
Goo Goo Dolls “agreed to confer their
exclusive recording services on Warn-
er Records in the event that the agree-
ment between Metal Blade and defen-
dants was terminated or repudiated.”

sales, advertiser/agency services.
They were, respectively, marketing
manager, radio station services, and
Eastern manager, advertiser/agency
services.

PM Entertainment appoints Kelly
Stephens Midwest regional sales
director in St. Louis and Linda
Chan Western regional sales direc-
tor in Los Angeles. They were,
respectively, product manager for
Turner Home Entertainment at
Sight & Sound and a home video
staffer at Fries Entertainment.

John Monforte is named director
of audio and lecturer in the school of
musie at the University of Michigan

In a letter dated Dec. 3, 1996—
included as an exhibit in the lawsuit—
Warner Bros. officially rejected the
Goo Goo Dolls’ claim that they were
free to render their recording services
to any entity other than Warner Bros.
That letter also claims that Warner
was prepared to pay royalties to the
Goo Goo Dolls in the event that a court
deemed the band’s contract with Metal -
Blade unenforceable.

Warner Bros. is seeking unspecified
money damages and an injunction pro-
hibiting the Goo Goo Dolls from nego-
tiating with record companies other
than Warner Bros. or Metal Blade.

Neither the Goo Goo Dolls nor rep-
resentatives at Warner Bros. could be
reached for comment at press time.

PAUL VERNA

media union in Ann Arbor. He was
an assistant professor and director
of recording services in the music
engineering technology program at
the University of Miami.

Loreyne Alicea is appointed
director of marketing for Group W
Satellite Communications in Miami.
She was direct marketing region
head at the American International
Group.

Lewis H. de Seife is named direc-
tor of trade marketing at CRN
International in Hamden, Conn. He
was director of marketing and pro-
motions for Jami Marketing Ser-
vices.
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Anticipation Builds For Silverchair Set
Epic Bides Its Téme Releasing

@ BY DOUG REECE

LOS ANGELES—After the startling-
ly rapid success of “Frogstomp,” the
1995 debut album by Australian teen
sensation Silverchair, Epic Records has
prepared the band’s sophomore set,
“Freak Show,” with a far more delib-
erate marketing strategy.

John O’Donnell, director of the Aus-
tralian label that signed the act, Mur-
mur Records, says that the plan for
“Freak Show,” which bows worldwide
Feb. 4, has been carefully plotted since
its completion last summer. O’Donnell
says that during the ensuing months,
the label squared away album art and
fine-tuned marketing and sales details.

“The album was recorded in June,
which essentially meant that we could
have rushed to release it in 1996 or put
it out early in 1997,” he says. “All
around, the extra time has been used
very well.”

Epic Records Group senior VP of
sales Jim Scully says that the label has
had a good reason to bide its time.

“This is probably the strongest
release for the [first] quarter, and we
wanted to make sure that we had
enough time and energy to release it
properly,” says Scully.

“This is a young group, and there’s
a lot of interest in them, but we’re
going to be cautious,” he adds. “We're
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not trying to put a million albums out
there, because we first want to make
sure the band is in front of the con-
sumers’ faces.”

“Frogstomp,” which peaked at No. 9
on The Billboard 200 only three
months after its release and has sold
more than 1.7 million units in the U.S,,
according to SoundScan, has undoubt-
edly set a high standard for Epic.

Hastings Books, Music & Video
senior music buyer Skip Young says
that the Amarillo, Texas-based chain
is awaiting the release “with much
anticipation.”

“We're excited about it, and I think
that kids are, too,” says Young. “The
last album just kept selling well, and I
don’t think the band was even 