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Birmingham, U.K., Gaining Int’l Respect

Wide-Ranging West Midlands Acts Fight Stereotypes
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Brit Retail Group Ups
Income In Chart Deal
! BY ADAM WHITE

LONDON—Britain’s musie retail-
ers have a lucrative new—nbut rela-
tively short—agreement to contin-
ue supplving the sales data that is
at the care of the country’s “official”
charts. It is one of the few arrange-
ments outside North America in
which retailers of musie and relat-
ed products are paid for such use.
The deal is between the British
Assn. of Record Dealers (BARD)
and Chart Information Network
(CIN), which produces the U.K.
charts. It extends, and financially
enhances, a contract that dates
(Continued on page 97)

ltaly’s Bocelli Breaks
Euro Sales Records

B BY MARK DEZZANI

MILAN—TItalian tenor Andrea Bocelli

is invading Europe with his mixture of

melodic pop and opera. Sales records
are falling at Bocel-
1I’s feet, and chart
achievements are
building by the
week in a growing

list of markets.
“Time To Say
Goodbye,” Bocelli’s
duet with English
vocalist  Sarah
Brightman on
IcastWest, has broken the all-time sin-
gles sules record in Germany, selling
more than 1.65 million copies, accord-
ing to the label, while his “Bocelli”
(Continued on page 33)
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BOCELLI

This story was prepared by Dominic
Pride and Jeff Clork-Meads in Birm-
ingham, England, and Thom Duffy
and Paul Sexton in London.

GREANEY

Like some fabled city of legend,
Birmingham is a huge and important
edifice that has long been lost to pub-
lic gaze. Birmingham’s problem,
though, is that unlike Shangri-La or
Atlantis, nobody is looking for it.

The U.K.’s second-largest city, with
amillion souls, Birminghan is the cen-
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ter of a conurbation with a population
of 4.6 million and was the powerhouse
of the Industrial Revolution. It is the

HEATSEEKERS

Arista’s No Mercy Makes
The Move To Chart Peak
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Davis Group to its solo star, Steve
Winwood; the Move to the Moody
Bilues; Robert Plant to Jetf Lynne;
Black Sabbath to Judas Priest; Slade

birthplace of heavy metal and of a
score of first-division acts in all forms
of music, and is at the core of a fomen-
tation of cutting-edge musical activity.
Yet it rarely appears on the British
music industry’s radar.

The locals find it hard to understand
why. They point to the region’s track
record—running from the Spencer

B BY DOUG REECE

LOS ANGELES—Forget trouble-
some Federal Communications
Commission regulations, tower
repairs, and costly overhead. An
ambitious and versatile crop of 24-
hour, Internet-only music broad-
casters, or “webcasters,” is creating
an innovative and specialized, if
sometimes limited, brand of pro-
gramming for computer users.

The recent launching of partner-
ships between the music industry
and online broadcasters is a telltale
indicator of the growing importance
of webcasting.

For one, NetRadio (http://www.
netradio.net) announced last year
that Navarre Corp. had purchased
half of the company. Premiere Ra-

Wehcasts Could Be Wave
Of The Future For Radio

dio Networks, too, has shown an in-
terest in webcasting opportunities
by making a $4 million investment
in online broadecaster AudioNet last
November.

Premiere executive VI of pro-
gramming Tim Kelly says that Au-
dioNet will manage Premiere’s
World Wide Web site, recycling ma-
terial from the radio network for In-
ternet broadecast and creating pro-
gramming specifically for the
Internet.

*“We see a lot more room for niche-
type programming that we could nev-
er clear on a radio station,” says Kelly.
“|The Internet]is a conduit directly to
the consumer. We don’t have to go
through the radio station gatekeeper,
and, consequently, it’s a much freer

(Continued on paye 88)

BROADCAST

to Ocean Colour Scene; Duran Duran
to UB40—and wonder why Birming-
ham isn’t on the same musical map as

London, Liverpool, and Manchester.
When local heroes Ocean Colour
(Continued on page 92)

Rykodisc On The Road

To A Kerouac Revival
B BY CRAIG ROSEN

LOS ANGELES—The legacy of leg-
endary beat writer Jack Kerouac is

RANALDO

HATFIELD

continuing to spawn related audio
products.
(Continued on page 91)
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The Cranberries
To befmfbful Departed  »

s' MILLION ALBUMS SOLD WORLDWIDE

Featuring the hit (ingle “When You're Gone™

The Cranberrics Jo The Faithfil Departed

Produced by Bruce Fairbaim and The C(ranberries
Managewent: The Left Bank Organization

CRANFANS@aol.com
http://www. cranberries.com

ISLAND  © 1997 Island Records, Inc., A PolyGram Company
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Musicland Payment Freeze Buys Time
Chain Confirms It Is Negotiating With Investors

W BY ED CHRISTMAN

NEW YORK-—The temporary moratorium
on trade payments just announced by the
Musicland Group gives the company breath-
ing room in its pursuit of a balance-sheet
restructuring.

But while the chain is strenuously fighting
to avoid an outright Chapter 11 filing, some
creditors believe that the announcement
means that the chain has just moved one step
closer to a prepackaged Chapter 11 filing.
Such a filing would be less painful than a
Chapter 11 filing, with all the terms negoti-
ated among creditors before going into court.

In announcing the temporary moratorium,
Musicland for the first time confirmed that it
is involved in negotiations to bring a signifi-
cant equity investment into the company, but
it did not specify names. Sources, however,
have told Billboard that the Minneapolis chain
is negotiating with Apollo Advisors and GE
Capital (Billboard, Jan. 25).

The two potential investors are said to be
negotiating an investment that would be a
combination of equity and debt and would be
contingent on Musicland getting its creditors
to make concessions on monies due them,
including some forgiveness of debts.

Musicland deeclined to comment beyond
what it stated in a press release. In it, the
company said that such an equity investment
“would involve a substantial issuance of new
shares and a restructuring of the company’s
balance sheet.”

That would mean that current sharchold-
ers, who own 36 million Musicland shares,
would see their investments diluted signifi-
cantly, sources say. In order to restructure
the debt, Musicland will eventually have to
ask the trade and bondholders to forgive a
portion of money due them, Wall Street
sources suggest. But both creditor categories
likely would not agree to that unless it was
done before a court of law.

Most of the creditors are said to be urging
Musicland to pursue a “pre-pack,” and chain
executives are said to have privately acknowl-
edged that it would result in a substantial sav-
ings in legal bills.

The bondholders, with $110 million in
Musicland debentures, have yet to be
approached on the topic, Wall Street sources
report. In its previous negotiations with trade
suppliers, Musicland put out feelers on the
“forgiveness” topic. But ultimately, the chain
tried to get a two-year moratorium for $75
million in trade payables. While most of the
trade appeared willing to structure some kind
of deal, a few major trade creditors balked,

BOOSTED AT BAD BOY

GETTING KIDS TO LISTEN

. the stories.

Hetternan « Chairman Emeritus: W.D. Littletord

As the newly named president of Bad Boy Entertainment, Kirk
Burrowes has plans to expand the label's staff and build on its
successes. R&B music editor J.R. Reynolds reports.

The challenge in marketing kids’ audio is being met by specialty
chains like Noodle Kidoodle and Imaginarium, while spoken-word
products are banking on brand names and popular characters.
Correspondent Steve Traiman and staff reporter Terri Horak have R&B
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and the talks collapsed, sources say.

After that, at least three majors, which had
not been paid in full in January, had the chain
on “hold” for a week, but have resumed ship-
ments, sources say.

The two sides agreed to a timeout on nego-
tiations for a long-term restructuring of trade
payables, and Musicland instead initiated dis-
cussions on a “standstill” agreement (Bill-
board Bulletin, IFeb. 13). With that agree-
ment, most of its trade suppliers have agreed
to freeze trade payables currently due, while
for all new product purchases Musicland will
forgo normal trade terms and instead pay
within 10 days of receipt of goods.

In this round of discussions, Musicland has
reached far beyond its major trade partners,
asking many smaller suppliers for help as
well. Musicland has about $350 million in

trade payables, sources in the financial com-
munity estimate.

In the meantime, the banking consortium
that supplies the chain’s $275 million revolv-
ing credit facility is said to have an offer on
the table to Musicland, which would include
making an additional $50 million in credit
available, in exchange for having the loan
secured by inventory. It also is said to be con-
tingent on the trade making concessions
beyond a collateral security agreement.

If Musicland can negotiate an agreement
with the banking consortium, the $50 million
would bring the revolver back to the $325 mil-
lion level to which the chain had access
before it gave it up for concessions from the
consortium. Those concessions include
waivers on {inancial covenants in the chain’s
revolver, which expire March.31.

H BY BILL HOLLAND

WASHINGTON, D.C.—Given the current
music-industry climate, the nearly flat dol-
lar value and unit shipment figures in the
just-released Recording Industry Assn. of
America’s (RIAA) 1996 Shipments and Value
Report came as “no surprise,” aceording to
RIAA president/COO Hilary Rosen.
Perhaps the biggest news, then, in the
Feb. 13 annual report was an announcement
by Rosen that RTAA has already begun a
joint initiative with the National Assn. of
Recording Merchandisers (NARM) to find
out why consumers aren’t snapping up
releases as they used to do—and how the
industry can whet their appetites once more.
Even two years ago, consumers were buy-
ing to the upbeat industry tune of a 20%
increase in shipment dollar value and a
17.56% jump in unit shipments. But no more.
The dollar value of annual domestic ship-
ments reached $12.5 billion in 1996, a 1.7%
increase over the 1995 total of $12.3 billion.
The dollar value figure was down slightly
from a 2.1% increase in 1995. Unit ship-
ments of CDs, CD singles, cassettes, cas-
sette singles, LPs, vinyl singles, and music
videos shipped to retailers and other
accounts stood at 1.14 billion, up 2.2% over
the 1995 numbers. While seemingly slim, the
unit shipments gain was a positive turn-

RIAA Reports Flat '96; Teams
With NARM In Industry Study

around from the 0.9% decrease seen in the
period between 1994 and 1995. |

“These 96 numbers come as no surprise,”
said Rosen in a statement accompanying the
statisties. “While it’s important to examine
what the industry has done right and wrong
over the last couple of years, we should not
dismiss the fact that consumers continue to
buy prerecorded music in record numbers.”

Rosen said the RIAA has already begun
a joint label, retail, and wholesale initiative
“to examine what consumers think about
today’s music scene. All across America, the
RIAA and the National Assn. of Recording
Merchandisers are funding national
research to determine how to foster Amer-
ica’s passion for owning music.”

John Ganoe, RIAA’s VP of member ser-
vices, who is coordinating RIAA’s efforts on
the project, says, “We know that to assure
the long-term health and growth of the
industry, we have to offer what the con-
sumer wants. And through these focus
groups in various parts of the country that
are keyed on various demographie groups,
we've begun to really hear from our con-
sumers, about what they like and don’t like
about the music, about the message, and
about the stores where we sell our product.”

Jim Donio, NARM VP of communications
and events, characterizes the ongoing ini-

(Continued on page 101)
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4Him
Bryan Adams
Alice in Chains
Tori Amos

Angelo

A Tribe Called Quest
Burt Bacharach

Glen Ballard

Count Basie Orchestra
Beck

Bob Belden

Alan Bergman

Marilyn Bergman

Roy Bittan

Ruben Blades

Mary J. Blige

Bone Thugs-N-Harmony
Tracy Bonham

Bon Jovi

Pierre Boulez (GEMA)

Jeff Bova

David Breitman

Alan Broadbent

Brooklyn Tabernacle Choir
J. Aaron Brown

Jorge Calandrelli

Mary Chapin Carpenter
Deana Carter

Tom Chapin

Gary Chapman

Tracy Chapman

The Chieftains (PRS)
Suzanne Ciani

Clannad (PRS)

Adam Clayton (PRS)

John Clayton, Jr.
Vassar Clements
John Cobert

Nat King Cole
Shawn Colvin

Coolio

John Corigliano
Elvis Costello (PRS)
James Cotton

Brian Couzens (PRS)
Luke Cresswell (PRS)
Clay Crosse

Andrae Crouch

D’Angelo

Diamond Rio

Dr. Dre

Bryan Duncan

Ann Duquesnay

The Dust Brothers

Jakob Dylan

Jose Feliciano

Vicente Fernandez (SACM)
Cathy Fink

First Call

Al Franken

Stan Freberg

Nnenna Freelon

Fugees

Garth Fundis

Reg E. Gaines
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David Gamson

Garbage

Gin Blossoms

Gipsy Kings (SACEM)

Jean-Jacques Goldman (SACEM)

Elliot Goldenthal

Larry Gottlieb

Green Day

Suha Gur

Fred Hammond

Edwin Hawkins Music &
Arts Seminar

Heavy D

Dan Hill (SOCAN)

Lauryn Hill

Lawrence Hoffman

Michael Houston

Whitney Houston

Enrique Iglesias

Gregory Isaacs (PRS)

LL Cool J

Alan Jackson

Bob James

Gordon Jenkins

Jewel

Jodo

Adam Jones

Quincy Jones

Journey

KC

Gordon Kennedy

Nusrat Fateh Ali Khan (PRS)

Chaka Khan

Gladys Knight

Oliver Knussen (PRS)

Korn

Ladysmith Black
Mambazo (SAMRO)

La Mafia

Jonathan Larson

Tracy Lawrence

Reinbert de Leeuw (BUMA)

David R. Lehman

John Leventhal

Laurie Lewis

Little Texas

Lyle Lovett

John Lurie

Henry Mancini

Michael Mark

Zane Mark

Marcy Marxer

Harvey Mason
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Michael Mathis
Colin Matthews (PRS)
Dave Matthews Band
The Mavericks
Maxwell
Rob McConnell &
The Boss Brass (SOCAN)
John McCutcheon
John Mellencamp
Luis Miguel (SACM)
Dominic Miller (PRS)
Ennio Morricone (SIAE)
Larry Mullen (PRS)
NAS
Sam Nestico
Randy Newman
No Doubt
Rick Nowels
Tim O’Brien
Shaquille O’Neal
Twyla Paris
John Pfeiffer
Point of Grace
Prakazrel “Pras”
The Presidents of the
United States of America
Andre Previn
Maxi Priest (PRS)
Bonnie Raitt
Phil Ramone
Einojuhani Rautavaara (TEOSTO)
Salaam Remi
Esa-Pekka Salonen (TEOSTO)
Salt-N-Pepa
Arturo Sandoval
Adam Sandler
Joe Satriani
Professor Peter Schickele
Maria Schneider Orchestra
Horace Silver
Tommy Sims
Frank Sinatra
Sister Carol
The Skatalites (PRS)
Leonard Slatkin
Michael W. Smith

Stephen Sondheim
Soundgarden
Bruce Springsteen
Billy Steinberg
Stone Temple Pilots
Bruce Swedien

Rod Temperton
Michael Tilson Thomas
Mel Torme

Handel Tucker
Luther Vandross
Alex Van Halen
Edward Van Halen
Ricky Van Shelton
Bunny Wailer (PRS)
Ric Wake

The Wallflowers
Diane Warren

Don Was

Daryl Waters
Wayne Watson

Kirk Whalum

Bill Whelan (IMRO)
White Zombie

Earl Wild

Matthew Wilder
Bryce Wilson
George C. Wolfe
Stevie Wonder
Wyclef

Frank Yankovic & Friends
Trisha Yearwood
Yo-Yo

Neil Young With Crazy Horse
Rob Zombie

LIFETIME ACHIEVEMENT
AWARD WINNERS

Stephane Grappelli (SACEM)
Buddy Holly

Frank Zappa

TRUSTEES AWARD WINNERS
Herb Alpert

Burt Bacharach

Hal David

www americanradiohistorvy com



www.americanradiohistory.com

Billeoard

Editor in Chief: TIMOTHY WHITE

H EDITORIAL

Managing Editor: SUSAN NUNZIATA

Deputy Editor: irv Lichtman

News Editor: Marilyn A. Gillen

Director of Special Issues: Gene Sculatti; Dalet Brady, Associate Director
Bureau Chiefs: Craig Rosen (L.A.), Chet Flippo (Nashville),

Bill Holland (Washington), John Lannert (Caribbean and Latin America)
Art Director: Jeff Nisbet; Assistant: Raymond Carlson

Copy Chief: Bruce Janicke

Copy Editors: Tammy La Gorce, Elizabeth Renaud, Carl Rosen

Senior Editors: Melinda Newman, Talent (N.Y.}, Ed Christman, Retail (N.Y.)
Senior Writers: Chris Morris (L.A.), Bradley Bambarger (N.Y.)

R&B Music: J.R. Reynolds, Editor (L.A.)

Country Music/Nashville: Deborah Evans Price, Associate Editor

Dance Music: Larry Flick, Editor (N.Y.)

Pro Audio/Technology: Paul Verna, Editor (N.Y.)

Merchants & Marketing: Don Jeffrey, Editor (N.Y.)

Home Video: Seth Goldstein, Editor (N.Y.), Eileen Fitzpatrick, Associate Ed. (L.A.)
Radio: Chuck Taylor, Editor (N.Y.)

Music Video/Enter*Active: Brett Atwood, Editor (L.A.)

Heatseekers Features Editor: Doug Reece (L.A.)

Staff Reporter: Terri Horak (N.Y.)

Administrative/Research Assistant: Shawnee Smith (N.Y.)

Editorial Assistant: Gina van der Vliet (L.A.)

Special Correspondent: Jim Bessman

Contributors: Catherine Applefeld Olson, Fred Bronson,

Lisa Collins, Larry LeBlanc, Jim Macnie, Moira McCormick,

David Nathan, Havelock Nelson, David Sprague, Phyllis Stark, Heidi Waleson

International Editor in Chief: ADAM WHITE
International Deputy Editor: Thom Duffy
International Music Editor: Dominic Pride
Internationat News Editor: Jeff Clark-Meads
German Bureau Chief: Wolfgang Spahr
Japan Bureau Chief: Steve McClure

Far East Bureau Chief: Geoff Burpee
Contributing Editor: Paul Sexton

[l CHARTS & RESEARCH

Director of Charts: GEOFF MAYFIELD

Chart Managers: Anthony Colombo (Mainstream Rock/New Age/

World Music), Ricardo Companioni (Dance), Datu Faison (Hot R&B
Singles/Top R&B Albums/Rap/Gospel/Reggae), Steven Graybow (Adult Con-
temporary/Adult Top 40/Jazz/Blues/Studio Action), Wade Jessen (Country/
Contemporary Christian), John Lannert {Latin), Mark Marone (Modern Rock),
Geoff Mayfield (Billboard 200/Heatseekers/Catalog), Theda Sandiford-Waller
(Hot 100 Singles), Marc Zubatkin {(Video/Classical/Kid Audio)

Chart Production Manager: Michael Cusson

Assi Chart Production M : Alex Vitoulis

Archive Research Supervisor: Silvio Pietroluongo

Administrative Assistants: Joe Berinato (N.Y.), Jan Marie Perry (L.A.),

Mary DeCroce (Nashville)

M SALES

Associate Publisher/U.S.: JIM BELOFF

Nationat Advertising Manager Video/Interactive: Jodie Francisco
New York: Kara DioGuardi, Pat Jennings, Ken Karp, Ken Piotrowski,
Deborah Robinson

Nashville: Lee Ann Photoglo

L.A.: Dan Dodd, Robin Friedman, Lezle Stein

ng Assistants: Hollie Adams, Evelyn Aszodi, Fred Dahlgvist
Classified (N.Y.): Jeff Serrette

Associate Publisher/Intl.: GENE SMITH

Europe: Christine Chinetti Catherine Flintoff, 44.171-323-6686
Asia-Pacific: Steve Leece, 65-338-2774; Ronan Gardiner, 852-2527-3525
Austratia: Amanda Guest, 613-9824-8260

Japan: Aki Kaneko, 213-650-3171

Milan: Lidia Bonguardo, 39+(0)362+54.44.24

Paris: Francois Millet, 33-1-4549-2933

Latin America/Miami: Angela Rodriguez, 305-441-7976
Mexico/West Coast Latin: Daisy Ducret 213-525-2307

Bl MARKETING
Director of Marketing: ELISSA TOMASETTI
Promotion Director: Tony Santo
Promotion Manager: Gayle Lashin
Promotion Coordinator: Phyllis Demo
Senior Designer: Melissa Subatch
Special Events Director: Maureen Ryan
Publicist/Special Events: Michele Jacangelo
Circulation Manager: Jeanne Jamin
p irculation M : Sue Dowman (London)
Tradeshow M /Circulation: Adam Waldman
Group Sales Manager: Jeff Somerstein
Circulation Promotion A t N ger: Trish Daly Louw

H PRODUCTION

Director: MARIE R, GOMBERT

Advertising Production Manager: John Wallace

Associate Advertising Production Manager: Lydia Mikulko
Advertising Production Coordinator: Cindee Weiss
Editorial Production Manager: Terrence C. Sanders
Associate Editorial Production Manager: Drew Wheeler
Specials Production Editor: Marcia Repinski

Assi Specials Production Editor: Marc Giaquinto
Systems/Technology Supervisor: Barry Bishin
Composition Technicians: Susan Chicola, Maria Manliclic, Anthony T. Stallings
Directories Production Manager: Len Durham

Il ADMINISTRATION

Directories Publisher: Ron Willman
Distribution Director: Edward Skiba
Online Sales Manager: Sam D. Bell
Web Site Designer: David Wertheimer
Billing: Debbie Liptzer

Assistant to the Publisher: Susan Mazo

PRESIDENT & PUBLISHER: HOWARD LANDER
H BILLBOARD OFFICES:

New York Washington, D.C. Nashville
1515 Broadway 733 15th St. N.W. 49 Music Square W.
N.Y., NY 10036 Wash., D.C. 20005 Nashville, TN 37203

615-321-4290
fax 615-320-0454

212-764-7300

edit fax 212-536-5358
sales fax 212-536-5055
London

3rd Floor

23 Ridgmount St.

202-783-3282
fax 202-737-3833

Tokyo

10th Floor No. 103
Sogo-Hirakawacho Bldg., 4-12
Los Angeles, CA 90036  London WC1E 7AH Hirakawacho 1-chome,
213-525-2300 44-171-323-6686 Chiyoda-ku, Tokyo 102, Japan
fax 213-525-2394/2395  fax: 44-171-323-2314/2316  3-3262.7246

fax 3-3262-7247

Los Angeles
5055 Wilshire Bivd.

H BILLBOARD ONLINE: http://www.billboard.com
212-536-1402, sbell@billboard-online.com

— PRESIDENT: HOWARD LANDER

-e— Senior VP/General Counsel: Georgina Challis

—————®  vice Presidents: Karen Oertley, Adam White

—_—_— Director of Strategic Development: Ken Schlager

' , Business Manager: Joelien Sommer
Bilboard Music Group

ommeniar

U.K. Music Biz Is Int’l Success Story

H BY VIRGINIA BOTTOMLEY

Music makes news. Consider the cover-
age of Jarvis Cocker making his mark at
the Brit Awards, or Spice Girls rising from
obscurity to the top of the charts. These
headlines grab attention and make great
copy for the show-biz pages.

But another remarkable story about the
music world should make us all sit up and
take notice: The U.K. music industry is one
of this country’s biggest commercial and
creative success stories.

1996 was yet another year in which
Britain’s music scene inspired the world.
British musicians, composers, and per-
formers confirmed our reputation as a
source of innovative and creative musical
talent. Music—in all its forms—is a val-
ued part of my portfolio as Secretary of
State for National Heritage. I am keen to
see the success of the U.K. music indus-
try fully recognized, and to encourage
musical activity to flourish and grow
across the community.

We in the U.K. are a nation of musie
lovers. We attend live performances. We
buy millions of records each year. We
watch musie on TV and listen to it on the
radio. Many people are participating
directly by learning an instrument,
singing in choirs, or playing in a band or
amateur orchestra. There has been an
explosion of interest in all forms of music.
The industry should be congratulated for
its innovative and imaginative response to
the public’s enthusiasm for music, and for
making music one of the U.K.’s most suc-
cessful industries.

The industry’s growth has been aston-
ishingly rapid. In 1963, the U.K. industry
produced 84 million records. By 1995,
more than 200 record companies produced
annually more than 200 million discs, cov-
ering jazz, rock, pop, classical, opera, folk,
and many other styles. National Musie
Council figures reveal that the industry
was worth more than 2.5 billion pounds to
the U.K. in 1995—equivalent in value to
the water industry and larger than ship-
building. This is a remarkable perfor-
mance by any measure.

The industry provides employment for
more than 50,000 people—including com-
posers, performers, producers, publish-
ers, manufacturers, distributors, and
retailers. More money is spent per head
on recorded product here than in any
other country in the world. Domestic sales
of British music product top 1 billion
pounds annually.

The strong home market is crucial: It
stimulates new talent and develops acts
that have worldwide potential—the
springboard for international success.

British musical success is truly inter-
national. Our music—and our cultural
influence—permeates the world market:
One in five of all records sold has a British
component—the artist, composer, or
recording company.

The industry is thriving. The talent
bank of musicians, performers, and com-
posers is overflowing. The industry has
recognized and responded to the publie
demand for music by properly targeting
the needs of the new audiences.

I am pleased that government has been
able to play its part by helping create the

conditions that will assist the industry in
going from strength to strength. The
Broadeasting Act of 1990 led to the expan-
sion of eommercial radio and helped stim-
ulate interest in particular styles of
musie. The success of Classiec FM, Jazz
F'M, Kiss, and many others has con-
tributed to a dramatic expansion in the
sheer variety of music available on our
airwaves.

I expect the industry to respond just as
creatively to the opportunities presented
by the Broadcasting Act of 1996. Digital

‘The industry
should be con-
gratulated for
making music
one of the U.K.’s
most successful
industries’

The Right Honourable
Virginia Bottomley, MP,
is Secretary of State for
National Heritage.

audio broadcasting will lead to more
choice and diversity for consumers and
new marketing opportunities, such as sell-
ing directly to consumers via cable. Digi-
tal technology will see the introduction of
higher-quality recording and broadecast-
ing of musie, further enhancing enjoy-
ment.

The industry’s suceess is due in part to
this country’s seemingly endless supply
of prodigiously talented composers, musi-
cians, and performers. British musicians
have made a significant contribution to
popular-music culture. Thirty years ago,
the Beatles took the world by storm.
Today’s trail-blazing rock and pop per-
formers have brought us into the spotlight
with creative, innovative, and popular
music that captures the spirit of today’s
generation.

Popular music is again dominated by
the success of innovative and talented
British bands. The creative influence of
Oasis, Pulp, Kula Shaker, Supergrass, and
Elastica contributed to Britain’s eurrent
position as home to some of the coolest
music on the planet.

The history of rock music includes the
names of performers whose creative
dynamism and sense of adventure have
defined popular culture over the last 30
years. The Beatles, the Who, the Kinks, the
Rolling Stones, David Bowie, Elton John,
the Sex Pistols, George Michael, Sting,
Annie Lennox, Dave Stewart—these icons
of British rock exert a global influence.

Classical music and opera, too, are find-
ing new and enthusiastic audiences across
the population. The industry has respond-
ed by making classical and opera record-
ings more accessible to the public, and by
using intelligent, exciting, and innovative
advertising and promotion techniques to
build new markets.

For millions of people, cultural and
leisure activities take their lives into a spe-
cial dimension. Music inspires us, informs
us, stimulates and entertains us. Music has
a central role in many peoples’ lives. My
aim as Secretary of State for National Her-

itage is to enrich those lives and help cre-
ate opportunities to develop personal inter-
ests and activities.

There is now a great sense of excite-
ment in music and the arts. The U.K.
National Lottery has inspired people to
develop projects to help their communi-
ties. Music is one of the lottery’s great
beneficiaries. Lottery funds have been
allocated to the refurbishment of concert
halls and ecommunity music venues.

Charities and groups bringing music to
disadvantaged people have also benefited.
There have been 87 awards, worth more
than 2.7 million pounds, given to brass
bands. Sheffield is to be the home of a new
National Centre of Popular Music, with
the help of 11 million pounds from the lot-
tery.

I have launched the first major govern-
ment policy statement on the arts and
young people in many years. “Setting The
Scene” outlined my vision for young peo-
ple to experience a varied and diverse
artistic and cultural life, to help them
develop their own skills, and to unlock
their own creative potential. T have
changed the National Lottery directions
to allow the development of detailed
schemes to help young people—and many
others—realize their musieal potential.
The Arts Council of England announced
a new campaign, Arts for Everyone,
which will allow, among other things,
small groups and schools to apply for lot-
tery-revenue grants to run local arts pro-
jects. Talented young musicians will ben-
efit.

The industry shares my desire for
music provision to be extended. For exam-
ple, last year’s National Music Festival
resulted in more than 2,300 musical
events from all over the U.K. being regis-
tered as part of the monthlong festival.
The festival culminated in a wonderful
concert in London’s Hyde Park at which
the musical icons of my youth—the Who,
Eric Clapton, Gary Glitter, and Bob
Dylan, veterans still at the top of their
profession—strutted their stuff in front
of an enormous international audience.

Many of the fans who came to pay
homage were not born when these greats
first exploded onto the world stage. Musi-
cal longevity is testament to their influ-
ence on contemporary music styles
throughout the ’70s, ’80s, and ’90s.

The music industry is a wonderful ecom-
bination of artistic creativity and supreme
business acumen. It cleverly and success-
fully champions contrasting and competing
styles of music. The industry welcomes
innovation and modernity. It is a flexible
industry that never stands still. It is an
industry that responds quickly to new chal-
lenges and understands the public demand
for music.

I am confident that the industry will con-
tinue to remain flexible and responsive in
the face of new conditions and new de-
mands. The multimedia future is under-
pinned by legislation that will help the
industry take advantage of the new tech-
nological developments.

The conditions are right for the industry
to go forward into the new millennium with
confidence. This “can do” industry will con-
tinue to make a big contribution to the cre-
ative and economic health of this country.

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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Warner Blames Soft Retail For ’96 Decline
Music Group Sales Are Down 6%; Sales Office Closed

B BY DON JEFFREY
and ED CHRISTMAN

NEW YORK—Warner Music Group
has attributed a 6% decline in 1996
revenue to problems at retail, which
have led to higher returns and bad
debts. Worldwide music sales fell to
$3.95 billion last year from $4.19 billion
the year before.

In other news, Warner’s music dis-
tributor has closed one of its sales
offices and eliminated about 30 posi-
tions. Warner executives say that the
cutbacks are unrelated to falling sales;
however, they acknowledge that the
plans for a WEA restructuring were
hatched a year ago, after retailers
increased their store closures and the
amount of product they returned to
record companies.

Time Warner’s music unit reports
cash flow (earnings before interest,
taxes, depreciation, and amortization)
of $744 million for the fiscal year that
ended Dec. 31, an increase of 7.8%
from $690 million the year before. But
the 1995 amount included an $85 mil-
lion pretax charge for the shutdown of

Warner Adds 2
Managers To
Europe Roster

B BY WOLFGANG SPAHR

HAMBURG—A growing European
music market has persuaded Warner
Music Europe to create a tier of man-
agement beneath president Manfred
Zumkeller.

Two new regional presidents have
been appointed: Gerd Gebhardt, previ-
ously managing director of Warner
Music Germany, is given responsibili-
ty for Central Europe, and Manfred
Lappe, managing director of Warner
Music Austria, is to oversee company
activities in Eastern Europe. Geb-
hardt’s purview will encompass Ger-
many, Denmark, and Switzerland.

Separately, and in a surprise move,
Jiirgen Otterstein has announced that
he is stepping down as managing direc-
tor of EastWest Germany to become
consultant executive producer for
Warner Music International.

Of the promotion of Gebhardt and
Lappe, Zumkeller comments, “This
move represents a natural process in
the development of Warner Music
Europe’s operations on a regional
basis.”

(Continued on page 100)

some direct-marketing operations. Not
taking that charge into consideration,
the musie group’s earnings actually
declined 4.5% last year.

In a prepared statement, the com-
pany blamed “lower worldwide sales in
the recorded music and direct-mar-

keting businesses” for the decreases.
Sources say that sales at Columbia
House, Warner’s direct-marketing
record-club joint venture with Sony
Musie, have been sluggish, but execu-
tives decline comment.

(Continued on page 100)

McEntire Shines. MCA Nashville superstar Reba McEntire visits with execu-
tives backstage at Carnegie Hall following her performance at the “You Gotta
Have Friends” concert, which benefited the Gay Men’s Health Crisis. McEntire
has signed a new multi-album deal with the label that includes her own movie
and TV production company on the lot of MCA parent Universal Studios (Bill-
board Bulletin, Feb. 6). Pictured in the front row, from left, are Edgar Bronfman
Jr., president/CEOQ, the Seagram Co.; Frank Biondi, chairman/CEQ, Universal
Studios; McEntire; and Bruce Hinton, chairman, MCA Nashville. Shown in the
back row, from left, are Zach Horowitz, president, Universal Music Group;
Doug Morris, chairman/CEQ, Universal Music Group; Tony Brown, president,
MCA Nashville; Mel Lewinter, vice chairman, Universal Music Group; Bruce
Hack, executive VP/CFO, Universal Studios; and Narvel Blackstock, McEntire's

manager.

CD Drives 4th Consecutive

Record Year For U.K. Biz

B BY JEFF CLARK-MEADS

LONDON—The unprecedented popu-
larity of the CD here gave the British
music business another record year in
1996.

According to figures released Feb.
13 by the British Phonographic Indus-
try (BPI), the CD is now the most pop-
ular format this country has ever seen,
and the revenue it produces has helped
record companies to their fourth con-
secutive best-ever year.

British record shipments were
worth $1.72 billion in 1996, a rise of
6.1% over the previous year’s total.

The market was fueled by the sin-

B BY BRETT ATWOOD

LOS ANGELES—MTYV and VH1
have entered into an exclusive two-
year partnership with Internet
retailer Music Boulevard (http://
www.musicblvd.com) to develop two
co-branded music retail World Wide
Web sites that will be promoted
online and on the cable channels.
The sites, which debut March 1,
will reside within the pop/rock sec-
tion of Music Boulevard, which is
owned by N2K, and will be designed

MTV, VH1 Ink With Music Boulevard
Channels To Develop Web Retail Sites

to seamlessly merge with the exist-
ing Web sites for MTV and VHL1.

“Each site is individualized to stay
true to the style of the cable channel
and Web site,” says Larry Rosen,
chairman/CEO of N2K Inc.

In addition to offering access to the
retailer’s 145,000-title catalog, the new
sites will highlight a customized selec-
tion of CDs at a sale price of $12.99.
That price is comparable to the retail-
er’s existing price policy for its top-
selling titles, which typically sell for

(Continued on page 33)

gle, which had double-digit volume
growth for the third year in succes-
sion. Says a BPI spokesman, “The sin-
gles market is now larger than it has
been at any time since 1982.”

Total singles shipped were 78.3 mil-
lion units, a rise of 10.7% over 1995’s
total. The singles market at wholesale
value was worth $192 million, an
increase of 7.9%.

Singles sales were bolstered last
year by the emergence of pop phe-
nomenon Spice Girls and teen heart-
throb Peter Andre, but were under-
pinned by the increasing popularity of
the CD. The format accounted for 62%
of singles sales last year, an increase
of 11%. Cassettes took 29% of the mar-
ket, a fall of 7%.

The album market also grew signif-
icantly and rose by 6.2% in volume
terms, to 208 million units. Its value
increased 5.8%, to $1.53 billion.

Within the album sector, CDs
accounted for 74% of all shipments, a
rise of 5.8%, while cassettes took 25%,
a fall of 5.2%.

The BPI spokesman notes that
almost all the increases in the total
record market came from the increas-
ing dominance of the CD. “The annu-
al volume of CD album shipments is
now almost 160 million units,” he says,
“confirming its position as the most
popular sound carrier in the entire his-
tory of the industry. Meanwhile, CD
singles volume rose by 23% and is fast
approaching the 50 million-unit mark.”

(Continued on page 101)

B BY JEFF CLARK-MEADS

LONDON-—The restructuring of
PolyGram will cost 550 jobs, rather
than 400 as originally announced, and
will mean a tight grip on A&R and
marketing costs.

Group president/CEO Alain Levy
maintains, though, that PolyGram is
confident of its own future and of the
potential of the global music market
in general. He describes the fears of
some executives over the slowdown
in world sales as “hysteria.”

However, speaking at the Feb. 12
announcement of PolyGram’s 1996
results in London, Levy described
the company’s figures as “disap-
pointing in that they are well below
what PolyGram is capable of achiev-
ing.” Though sales were up 8% to $5
billion, income from operations was
flat at $574 million. Music division
operating profits were $593 million,
compared with $614 million in 1995
(Billboard Bulletin, Feb. 13).

Job Losses At PolyGram
Are Higher Than Expected

Levy said PolyGram was address-
ing the company’s problems with a
global $90 million restructuring (Bill-
board, Nov. 2, 1996). Originally, a
statement said 400 jobs would be
shed, but Levy told the London meet-
ing that, when the details were ana-
lyzed, a further 150 posts had been
identified as expendable.

He said 200 posts were being lost
as part of the move of PolyGram’s
U.K. distribution center from Lon-
don to Milton Keynes and a further
100 would be shed in continental
Europe, mainly as a result of a con-
solidation of distribution activities at
its premises in Hanover, Germany,
which is being made into a regional
supply center.

In the U.S., PolyGram executive
VP/CFO Jan Cook said 70 jobs would
go in PolyGram’s jazz operations
within a total reduction in head count
in the country of 150. There would
also be, Cook said, “the closure of

(Continued on page 91)

Halimark Inks Kid Vid Deal

2 Series Planned With Partner Crayola

B BY SETH GOLDSTEIN

NEW YORK—Hallmark Entertain-
ment is coloring a new page in its home
video playbook.

This fall, the company will launch a
children’s line in conjunction with Hall-
mark subsidiary Binney & Smith,
maker of Crayola crayons. The sell-
through titles, backed by a massive
advertising and cross-promotional
campaign, will come in two series:
Crayola Kids Adventures, three one-
hour, live-action productions scheduled
for broadcast on the CBS network sev-
eral weeks before the Sept. 30 ship
date; and Crayola Presents Animated
Tales, three direct-to-videotape titles
aimed at preschoolers.

Sales of the first six should total
“several million” units, predicts Steve
Beeks, executive VP of Hallmark
Home Entertainment. Beeks, senior
VP Glenn Ross, and Binney & Smith
management unveiled the Crayola
package at Toy Fair, held in New York
every February, where kid vid always
has a role.

This year, amid tie-ins with various
items, including Mattel plush toys, Dis-
ney announced the April 15 availability
of its live-action “101 Dalmatians,” and
Microsoft displayed a computerized
Barney that will introduce a more
sophisticated line of videos from pro-
ducer the Lyons Group.

According to Beeks, Hallmark took

(Continued on page 97)

ASCAP Reaches New High
In 96 For Distributions

B BY IRV LICHTMAN

NEW YORK—Marilyn Bergman,
ASCAP president and chairman of the
board, had good news for writers and
publishers who gathered Feb. 11 in
Hollywood, Calif., for the performing
right society’s annual meeting.

ASCAP says that it had a banner
year in 1996, with total receipts at
$482.6 million, an increase of 10.5%
over the previous year.

The society also reports a new rec-
ord for distributions to writer and
publisher members and foreign affili-
ate societies.

Distributions increased 11.4%, to
$397.4 million, a figure that establish-
es ASCAP’s global primacy in distri-
bution of performance royalties.

U.S. distributions increased 7.7%,
to $273.4 million, while foreign distri-
bution to members increased 20.6%,
to $124 million. ASCAP also says that
its 1996 operating expenses were
pared by $2.8 million, to $76 million,
and that the ratio of operating expens-
es to receipts decreased from 18.03%

in 1995 to 15.76% in 1996.

According to ASCAP COO John
LoFrumento, U.S. revenue was bol-
stered by two of ASCAP’s main per-
formance areas: broadcast TV and
cable. “Radio, TV, and cable continue
to grow,” he says. “Radio receipts
grew by $10 million, TV by $6 million,
and cable by $11 million. Since 1993,
we've greatly increased the process-
ing of performances. With radio, we've
gone from a survey of 60,000 perfor-
mances to 200,000. With TV, we
processed 450,000 in 1993 and went to
3.5 million last year.

“Internationally,” LoFrumento con-
tinues, “every major area showed
increased revenues. Also, ASCAP is
now passing foreign tax credits to its
members from nations that have tax
treaties with the U.S. We ‘guesstimate’
that we've saved members $2 million in
taxes for 1996.”

ASCAP’s own expenses, he says, are
“lower than ever. Since 1993, we’ve re-
defined the way we do business. The
staff since then has been reduced by

(Continued on page 91)
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'Roots Artists Gain Speed As Heatseekers Impact Acts

‘Riverdance’
Rips Up Retail
For Atlantic

® BY DOUG REECE

LOS-ANGELES—“Riverdance,” the
soundtrack to the live show bearing the
same name, has grown into a Grammy
nominee and made composer Bill Whe-
lan a Heatseekers Impact artist.

Though the Celtic Heartbeat album
was released in the U.S. in November
1995, it wasn't until the live production,
featuring Irish dance and musie,
debuted in the U.S. in March 1996 at
New York’s Radio City Music Hall that
the album began to realize its potential
(Billboard, April 6, 1996).

_ For the week ending March 30, 1996,

41% of the sales of “Riverdance” were
derived from purchases at the venue,
which were tracked by SoundSean
(Between the Bullets, Billboard, March
30, 1996). This was no small feat, con-
sidering the $20 price tag, resulting
from vendor costs at the shows.

Michael Tannen, a music buyer at
the:Lincoln Center Tower Records
store, says that the voraciousness of
music buyers after the show’s New
York debut was startling.

“It took everyone by surprise here,”
Tannen says. “Every store in the city
was caught short the first time the
show came to town.”

Tower quickly remedied the stock
shortage and has since placed the
album in endeaps.

After entering the Heatseekers chart
March 30 of last year, the album inter-
mittently dropped on and off that chart
before hitting No. 97 on The Billboard
200 for the week ending Feb. 15.

The album is at No. 110 this issue on
The Billboard 200 and has sold more
than 201,000 units, according to Sound-
Scan.

The Dublin-based Celtic Heartbeat
is distributed worldwide through
Warner Music International via its
licensing deal with Atlantic. That deal
expires in March. In the U.S., Atlantic
Records has been handling marketing
and promotion for the label and will
continue to handle “Riverdance”
through June, according to Atlantic
senior VP (U.8.) Vieky Germaise.
Celtic Heartbeat is seeking a new
worldwide licensing and distribution
deal (Billboard, Feb. 1). Executives at
Celtic Heartbeat could not be reached
for comment by press time.

In promoting and marketing “River-
dance,” Atlantic encountered innumer-
able barriers in the U.S,, including a
cold reception at mainstream radio and
confusion about where the album
should be stocked at retail.

“Initially there were very few believ-
ers, even here at the label, but after
seeing the show in England, we knew

. that this was going to break all the

rules and be the jewel in the Celtic
Heartbeat crown,” says Germaise.

Part of the foundation laid by
Atlantic included building sales at niche
retailers, such as Irish gift shops—
including those located at flea mar-
kets—as well as nontraditional stores,
such as the Nature Company and Nat-
ural Wonders.

Another problem, according to
Atlantic director of product develop-
ment (U.S.) Pat Creed, was confusion
over where to place the album in stores.

“Nobody knew what this was,” he
says. “Do you put it in the Irish seetion?
In the soundtracks section? Is it racked
under ‘W’ for Whelan or ‘R’ for ‘River-

* dance’?”

Placement for the album still varies
from chain to chain, but most confusion
has been avoided with positioning pro-
grams and better educated store
employees.

Germaise says that one of the largest

WHELAN

hurdles was convinecing mainstream
radio to help promote the show. Early
on, Celtic Heartbeat could not convince
stations in New York to give away tick-
ets to the show, let alone play music
from the score.

Syndicated Irish music program
“Thistle & Shamrock,” however, was
an exception, playing various album
cuts within months after the music was
featured during the intermission of the
1994 Eurovision Song Contest.

Show manager Margaret Kennedy
says that the quality of musicians, as
well as the album’s unique blend of
Irish musie, contributed to its popular-

. ity with listeners.

“The whole album is performed by
artists who are talented composers in
their own rights and who our audience
knows,” says Kennedy. “This really
brings a current sound te some great
traditional music.”

In fact, the allure of the album and
its corresponding live show stems
largely from their depiction of the evo-
lution of Irish music and dance as Irish
settlers came into contact with foreign
peoples.

“My main concern when I was writ-
ing the show was sustaining two hours
of theater,” says Whelan, who is man-
aged by Barbara Galavan in Dublin. “A
whole evening of Irish tap dancing
might not have been theatrically inter-
esting, so I tried to leaven the show
with different songs and instrumental
pieces that would provide a rise and fall
to the dynamic of the show.

“T've worked with Spanish, Eastern

" European, and jazz musie,” he adds, “so
my instinct was to go back to those
forms, and consequently ‘Riverdance’
is a musical journey, as well as a jour-
ney for the people in the story.”

To flesh out his idea of expanding on
traditional Irish sounds, Whelan
employed highly skilled artists, such as
Spain’s Rafael Riqueni and Russia’s
Nikola Parov, as well as Irish artists
known for their willingness to tinker.

Uilleann pipes/whistle player Davey
Spillane, for instance, is well-known in
Irish music circles for his experimen-
tation with jazz sounds as a member of
Moving Hearts and in his solo Tara
Records albums “Atlantic Bridge” and
“Pipe Dreams.”

Fiddler Eileen Ivers, whose latest
Green Linnet release is “Wild Blue,”
has built ofi her Irish-American roots
by blending pop and African percussion
elements in her music.

Electrifying live performances by
such “Riverdance” artists as Ivers
helped the show gain a foothold outside
of markets hosting the live event. TV
appearances on “Late Show With
David Letterman” and “CBS This
Morning” helped gain attention for the,
album. A performance at the Feb. 26
Grammy Awards show could also perk
up sales. The album is nominated for
best recording from a musical show.

PBS used the “Riverdanece” album
and video as premiums for its Decem-
ber ’96 pledge drive. Based on the
exceptional demand for the product,
PBS decided to air the video through-
out March.

More traditionally, the label has
invested in print ads, pricing and posi-
tioning programs, in-store play, and lis-
tening station placement.

Now that the show and album are
more entrenched in the U.S., Germaise
says, Celtic Heartbeat expects “River-
dance” to become an evergreen title,
especially as the tour continues in the
U.S. Booked by the William Morris
Agency, “Riverdance” has wrapped up
a series of dates in Detroit and is in
Minneapolis until Feb. 23. The show is
slated to visit Boston and Chicago.

Although, Tannen says, the album
has shown itself to be a steady seller,
its sales are closely tied to its publie-TV
plugs and, more direetly, to the show.
“It sells a good amount every week, but
when the show is around, [sales] really
swell,” he says.

While this begs the question of
whether the album can stand alone,
Whelan defends his composition by cit-
ing unvisited markets, such as Aus-
tralia, where the album has gone dou-
ble-platinum (140,000 units).

The album has sold more than
900,000 copies worldwide (Billboard
Feb. 1).

“I didn’t expect this album to be the
major success that it has,” Whelan
says, “but there seems to be something
at its root that shows there is an accep-
tance of this musie from many differ-
ent cultures.”

Capitol’s Adkins:
Slow But Steady
Growth Pays Off

® BY DOUG REECE

LOS ANGELES—Former oil rigger
and honky-tonker Trace Adkins has
had a year that he could never have
imagined only 12 months back. In that
time frame, he asked his girlfriend to
marry him from the stage of the Grand
Ole Opry and had a major-label debut
break into the top 100 of The Billboard
200.

In addition to his getting engaged in
show-stopping fashion, his Capitol
Nashville release, appropriately titled
“Dreamin’ Out Loud,” moved to No. 99
on The Billboard 200 and made him a
Heatseeker Impact artist for the week
ending Feb. 15.

This issue, o
Adkins’ album, /;'.'.Z- gy
which has sold /¥ E

more than 262,000 1/~ |
units since its May IJR:S'EEKERS
1996 release, | P
according to \1H~—_Pﬁ—‘-cg/
SoundScan, is at
No. 95 with a bul-
let.

Capitol Nashville VP of sales John
Rose says the 35-year-old artist brings

an air of experience and legitimacy to

country musie.

“Trace comes from the world of oil
rigs and honky-tonks, and that’s why
his songs come across as real and con-
vincing as they do,” says Rose. “His
voice is as pure and as country as it
gets, and it appeals to the normal coun-
try demo as well as the younger female
demo that dominates sales in the for-
mat.”

Adkins, whose lifelong motto has
been “don’t worry about the mule, just
load the cart,” began his journey up the
charts with a casual meeting at
Nashville International Airport (Bill-
board, May 25, 1996). It was there that
he was introduced to Capitol Nashville
president Scott Hendricks by a friend.

Soon after seeing Adkins perform,
Hendricks made the artist his first
signing at the label:

“We just seemed to hit it off from the
beginning,” says Adkins. “He grew up
in rural Oklahoma, and I grew up in
rural northwest Louisiana. I just felt
comfortable with him, and if there was
any extra pressure, Capitol never made
me feel it.”

Hendricks, who also produced
“Dreamin’ Out Loud,” went to bat for
Adkins by taking the extraordinary
measure of meeting with radio PDs
during nine consecutive weeks of on-
the-road meet-and-greets.

Still, KKBQ Houston PD Dene Hal-
lam cautions against laying the credit
for Adkins’ success solely at Hendricks’

feet. “With Hendricks’ involvement, I
knew they were going to have to make
this work,” says Hallam. “But that was .
Jjust in the beginning. Now [Adkins] is
rolling along all by himself.”

Capitol Nashville released three
tracks from the album to radio. The
first, “There’s A Girl In Texas,” peaked
at No. 20 on the Hot Country Singles
& Tracks chart in August, while
“Every Light In The House” climbed
to No. 3 in December. Adkins’ latest
track, “(This Ain’t) No Thinkin’ Thing,”
is at No. 19 on the Hot Country Singles
& Tracks chart this issue. Of those, the
first two have sold 39,000 and 119‘,000
units, respectively, according to Sound-
Scan. The latter has not been released
as a retail single. Adkins’ songs are
published by Sawng Cumpny/ASCAP.

TRACE ADKINS

Rose says album sales have been of
the slow but steady variety, as the label
struggled to differentiate the artist
from the pack of new talent in the eoun-
try market.

Perhaps reflecting this dogged
progress, Jim Bauman, a senior buyer
at 48-store, Miami-based chain Spec’s
Musie Inc., says, “He has done pretty
good for us, but I wouldn’t say that he’s
reached that superstar plateau. It has
been a respectable showing.”

Even for Adkins, there were
moments of concern about his mea-
sured growth. “Yeah, I might have
stressed out over it a little bit,” he says.
“But if you look at graphs of some of
these other [new country] artists next
to mine, you would see that my growth
has been more constant than sporadie.”

Part of this even-handed growth,
says Hallam, may be attributed to the
fact that Adkins’ popularity continued
to grow with the release-of each track
to radio. “The great thing about Trace
is that every single is stronger than the
last, and the audiente response just
gets better,” says Hallam.

Rose says the label moved to support
each track with time buys, as well as
having Adkins perform at various sta-
tions.

On the retail end, Capitol included
the artist on samplers and shipped a 7-
foot stand-up of Adkins to accounts.
This could be interpreted as a bold
move for a new-artist project, but Rose
says the label could not afford to

(Continued on page 100)
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Mellencamp Sets The Stage For More Intimate Tours

H BY JIM BESSMAN

NEW YORK—The record-breaking
success of VH1’s on-air “Tickets First”
concert promotion of John Mellen-
camp’s upcoming Mr. Happy Go Lucky
Theatre Tour may have been much
more than a big victory for both the
video channel’s salesmanship and the
venerable rocker’s staying power.
The event sold more than 30,000
choice tickets in less than three hours
during a Feb. 8 Mellencamp VH1 spe-
cial, quickly generating sellouts when
the remaining seats went on sale the
following Monday morning in six of the
seven markets (Detroit, Boston, Indi-
anapolis, Minneapolis, New York, and
Chicago) where Mellencamp will per-
form in March and April. (Remaining
tickets for three nights at the Oakdale
Theater in Wallingford, Conn., were to

No Lie. A&M blues wunderkind
Jonny Lang poses in his Heatseekers
T-shirt, which commemorates the No.
1 debut of his album, “Lie To Me,” on
last issues Heatseekers chart. Follow-
ing a string of dates opening for Keb’
Mo’ in the Midwest, Lang will perform
at the National Assn. of Recording
Merchandisers Convention in March.
He will alsb begin a 14-date Hard
Rock Cafe tour that month. Lang, who
is featured in the current issues of U.S.
News & World Report and Guitar mag-
azine, will make appearances on CNN
and “Access Hollywood.”

go on sale Saturday [15].)

But the heavy Mellencamp ducat
demand, which surpassed that for the
Mercury artist’s last major tour in 1994
and quickly led to added dates in
Boston, Indianapolis, New York, and
Chicago, may also point the way to
future multidate tour schedules in
smaller venues by arena rockers who,
like their maturing audiences, may
tend toward more intimate, hassle-free
concert environments.

“One of the things that stops a lot of
people from buying concert tickets is
that they realize after the first five
minutes the good seats are gone,” says
Harry Sandler, GM of the Left Bank
Organization, which manages Mellen-
camp. “John’s always been one of the
great live rock’n’roll performers, but
we still faced the challenge of finding
new and unique ways to market his
talent. So we put him in an intimate
environment with no bad seats, where
the fans can get closer to the music
instead of sitting way at the top of the
arena and seeing a tiny little dot on
stage. VH1 understood our goals and
provided a very effective point of
entry in visually getting the message
across.”

For Mellencamp, whose latest sin-
gle, “Just Another Day,” has just been
released, the response to the VH1 pro-
motion—a joint undertaking with
Ticketmaster—was “the best news I've
had in about three years!”

“What this says,” adds Mellencamp,
“is that people of our age group want
to go see rock shows—but not in are-
nas and be treated like cattle! They
want to walk into a nice small theater
and not be treated like shit—but feel
like part of the show.”

The idea for the theater tour, Mel-
lencamp adds, originated with a unique
club show he did last October at Irving
Plaza in New York, which, along with
a follow-up date in San Francisco, ben-
efited the National Academy of
Recording Arts and Sciences’ Grammy
in the Schools program.

“I came back to my hotel room and
said to some friends that if I could fig-
ure out a way to go out and play with-
out having to play arenas, I'd do it,” he
says. “Back in the late "70s and '80s,

RECORD COMPANIES. Maverick Enter-
tainment in Los Angeles names Guy
Oseary partner and Ronnie June
Dashev partner/COO. They were,
respectively, an A&R executive and
executive VP/general counsel.

Mark Shimmel is appointed COO
of LaFace Records in Atlanta. He was
president of Mark Shimmel Manage-
ment.

Jim Kelly is appointed head of sales
at Revolution Records in Beverly Hills,
Calif. He was VP of marketing at Uni
Distribution.

Eric B. is named VP of Street Life
Records in Santa Monica, Calif. He was
half of the rap duo Eric B. & Rakim.

David Beisell is appointed VP of
corporate development for Moulin
D’Or Recordings in Minneapolis. He
was head of his own marketing and
management company.

MCA Records promotes Kymm
Britton to senior director of publicity
in Los Angeles; Christine Wolff to

DASHEV

OSEARY

national director of publicity in New
York; Lori Berk in New York and Erik
Stein and Stacey Studebaker in Los

- Angeles to associate directors of pub-

licity; and Valerie Lewis to manager
of publicity in New York. They were,
respectively, director of West Coast
publicity; director of East Coast pub-
licity; manager of publicity; manager of
publicity; manager of West Coast pub-
licity; and publicity coordinator.

Rochelle Fox is named marketing
director for Geffen Records in Los
Angeles. She was West Coast alterna-
tive promotion director.

we’d do 170-show arena tours, and I'd
be there at noon for soundcheck and
stay till 12:30 in the fucking morning

.. Think of all the thousands of hours
TI've spent in arenas, and you'll under-
stand why I can’t go there anymore! So
1 figured that if I went two-to-five
nights in every city I play, it’s the same
amount of people as playing in one
arena. Four nights at the Theatre at
Madison Square Garden [the New
York venue] is like an arena show—but
in the confines of an acoustically per-
fect theater. So I think this will change
the way people go out on tour.”

Mellencamp seconds Sandler in
crediting VH1’s ability to reach his
audience, as evidenced by the three-
hour live “Tickets First” promotion,
which featured Mellencamp videos,
performances, and interview footage,
and easily eclipsed previous promo-
tions involving Sting, Gloria Estefan,
Tom Petty, and Melissa Etheridge. (A
more extensive U2 “Tickets First”
campaign commenced Feb. 14.)

“Tickets would have gone faster,
except the phones locked up immedi-
ately,” notes the channel’s president,
John Sykes.

“What made it work is that a lot of
people who watch VH1 are fans of John
Mellencamp, who have to go to work at
9 a.m. and can’t go to the theater when
the tickets go on sale or dial over and
over again to get them—but still want
to stay in touch with an artist they real-
ly love. And these weren’t even the best
tickets in the house—just the middle
third, leaving the promoter and the
artist the opportunity to sell the front
seats locally.”

Giving prospective concertgoers
such easy access via VHI “creates its
own momentum,” adds Ticketmaster
president/CEQ Fred Rosen, further
observing that ticket sales were “deep”
in all markets. “What's also remarkable
is the power of the TV medium, with its
extraordinary ‘back room’ which
enables us to do millions of dollars in
transactions in a short period of time—
thanks to it being driven by such a
great artist.”

Rob Light, Mellencamp’s agent at
Creative Artists Agency, lauds his
client’s desire, as an established star,

SHIMMEL

KELLY

Arista Records in New York names
David Samuel Barr senior director of
royalties and promotes Kelly Feder to
manager of sales marketing. They
were, respectively, president of War-
burton Productions and sales coordi-
nator.

Beverlee Garvin is promoted to
national director of urban promotion
for GRP Recording Co. in New York.
She was Northeast regional promotion
director.

Zenobia Simmons is appointed
director of publicity at Correct Rec-
ords in Beverly Hills. She was a publi-

“to go back and let his audience touch
him” in discussing the “overwhelming”
suceess of the ticket promotion.

“BEverybody thought it would do
well,” he says, “but for John to do
15,000 the first day in New York real-
ly makes a huge statement, and we’ll
see other artists of his stature and gen-
eration look at what he’s done and pos-
sibly go down the same road.”

Big acts have often done small-venue
shows, adds Light, but these are usu-
ally one-offs in New York or Los Ange-
les. “This is the first time I know where
an artist is doing this nationwide—with
enough nights so
that the same num-
ber of fans get the
opportunity to see
him as in an arena,”
says Light.

As Mellencamp
is bringing his
entire band and
stage show, he him-
self notes that by
cutting the size of the venue and
increasing the number of dates, “unless
people wanted to see me next to an
inflatable beer can, we had to figure out
the right ticket prices.” These range
from $38 to $100, but Light doesn’t see
price as an issue.

“It’s a little more money—but a
small premium for the environment
you get,” he says. “The audiences obvi-
ously didn’t have a problem with it.”

Mellencamp is so excited about the
audience response that he’s since sched-
uled four warm-up shows in his Bloom-
ington, Ind., hometown, March 3-6.

“I've found out that rehearsing in
front of people is the best medicine,”
says Mellencamp, now back in the pink
following cardiac problems that cur-
tailed his last tour in 1994. This time
out, he’s taking longtime stalwarts
Mike Wanchic (guitar), Toby Myers
(bass), and Pat Peterson (percussion
and backup vocals), along with lead gui-
tarist Andy York, violinist Miriam
Sturm, drummer Dane Clark, and key-
boardist Moe 2 MD. Opening acts will
be Canadian singer/songwriter Aman-
da Marshall and fellow Indianapolis act
the Why Store (Billboard, May 4, 1996).

Mellencamp’s tour set will, of course,

MELLENCAMP

ERIC B BEISELL
cist for Priority Records.

Angel Barnard is promoted to man-
ager of A&R operations for RCA Rec-
ords in New York. She was A&R coor-
dinator.

PUBLISHING. Neil Portnow is pro-
moted to senior VP of Zomba West
Coast operations in West Hollywood,
Calif. He was VP of West Coast oper-
ations/GM.

Barbara Vander Linde is promoted
to GM, creative, for Rondor Music in
Los Angeles. She was creative director.

The Harry Fox Agency in New York

include material from his current “Mr.
Happy Go Lucky” album, including the
Grammy-nominated “Key West Inter-
mezzo (I Saw You First),” but he will
also focus on “playing as many hit
records as I can,” says Mellencamp.

“That’s what people come to hear!”
he continues. “When you’re charging
money, you're obliged to play certain
things. Personally, I don’t really want
to play ‘Small Town,’ and haven’t done
it the last couple of tours. But I'm
gonna play it! I'd love to play just the
new record, but the audience would
look and say, ‘Hey, man! We didn’t pay

to hear this shit! ”

[ But he'll definite-
I ly “update” the old

| | songs to comple-
| ment the sound of

l 1 “Mr. Happy Go

Lucky,” he says,
=| “which means more
’90s rhythms as
opposed to tradi-
tional rock rhythms—but not to the
point where they go, ‘What the fuck
song is this?

“‘Jack & Diane’ had a rap in it the
last time we did it, arid we’ll probably
keep that because it worked great, but
we've been playing ‘Jack & Diane’ since
1981—which is a lot of years of ‘Jack &
Diane!””

Mellencamp may also turn in an
acoustic version of “Paper In Fire” and
is looking at Donovan’s “Season Of The
Witch” as a possible cover choice. The
stage set, he says, will take on a circus
motif.

Commenting on the forthcoming
tour, Mercury president/CEO (U.S.)
Danny Goldberg says, “This demon-
strates again that John Mellencamp
is a unique superstar, with an equally
unique emotional relationship with his
fans. It also underlines more than
ever VH1’s powerful place in the
media culture.”

For Mellencamp, though, “it’s about
the fans and the way they want to see
rock shows as much, if not more, than
being about John Mellencamp. They
still want to see rock'n’roll, and believe
in it, and want to be part of it. But they
don’t want to be fuckin’ cattled into
arenas!”

MUsIC FIRST

PORTNOW VANDER LINBE

promotes Sylvan Stoner to controller;
Kevin Au Yeung to VP, audit; Paul
Tollin to VP, systems; and Chris
Walsh to VP, systems and communi-
cations. They were, respectively, assis-
tant controller, senior audit manager,
director of data processing, and direc-
tor of communications.

RELATED FIELDS. Dan Klores Associ-
ates in New York names Abbe Gold-
man, Peter Seligman, and Hayley
Sumner partners. They were, respec-
tively, executive VP, senior VP, and
president of the entertainment division.
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KOCH INTERNATIONAL
10TH ANNIVERSARY

Issue Date: March 15
Ad Close: Feb. 18

As part of our annual .
NARM issue, Billboard will
honor the 10th anniversary
of the independent distribu-
tion firm {and record com-
pany) Koch International.
Our celebratory coverage
will be anchored around the
company'’s history, while
providing insights on Koch’s
current projects and future
plans. Other features will
look at the labels under the
Koch umbrella, compile a
timeline of the company’s
strategic events, examine
its international force, and

| include a one-on-one inter-

view with Michael Koch.

Issue Date: March 15

Ad Close: Feb. 18

Billboard’'s March 15th
issue features our annual
spotlight on the NARM
confab taking place in
Orlando, Florida on March
8-11. This special issue
provides readers with an
up-to-date, comprehensive
overview on the general
health of the retail market

music products). In addi-
tion, coverage will preview
artists scheduled to per-

listing of events, and
explore the retail land-
scape of Orlando. gl

- Contact:
Ken Piotrowski
\ 212-536-5223

Contact:

Robin Friedman
213-525-2302

llbea

PRO TAPE/ITA

Issue Date: March 22
Ad Close: Feb. 25

Billboard’s annual section
on Pro Tape finds its home
in our March 22 issue.
Coinciding with the ITA
convention (Tuscon, March
19-23), this spotlight
reviews the current state of
the market in light of
recent acquisitions.
Coverage will explore the
new opportunities for other
tape suppliers in the wake
of the market's consolida-
tion, profile the KOHAP
Group, and discuss the
challenges facing pro-tape
suppliers in an exclusive
Q&A with ITA executive
director Chartes Van Horn. k

Contact:
Jim Beloff

213-525-2311

."r

NEW AGE

Issue Date: March 22
Ad Close: Feb. 25

As new age integrates
different musical
influences and directions
tnto its repertoire, more
than ever it's sounds are
being embraced by audi-
ences worldwide.
Billboard turns its spot-
light onto this not so “new”
market in our March 22
issue. We'll take an in-
depth look at the general
state of the business,
including a report on the
music’s global impact.
Coverage will also high-
light those artists and I
labels experiencing suc- l
cess.

- Contact:

Lezle Stein
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Place your
ad today!

212-536-5004 - PH
212-536-5055 - FAX
KEN PIOTROWSKI
PAT ROD JENNINGS

SOUTH AFRICA

Issue Date: April 5

Ad Close: March 11

South Africa’s efforts to
increase its international
presence within the music
industry are materializing.
In our April 5th issue,
Billboard's editorial
provides a comprehensive
analysis of this evolving
market, from its A&R trends
- to its diverse artists. Other
features include late-break-
. ing developments in South

development of new con-

. cert venues, and a graphic
~ summary of data relating to
~ the market (sales turnover,
| economic indicators and

. media/involvement).

. Contact:
Christine Chinetti
44-171-323-6686

R
‘ 11 Africa’s music business, the

COMEDY

Issue Date: April 5
Ad Close: March 11

The comedy market is
exploding and Billboard is
committed to its cause

- (see our Sept. 28, 1996

issue). Melinda Newman
will examine the labels’
goals and strategies for
insuring that consumers
are made aware of product
lines. Other features

~ include a quick-reference

guide to second quarter
releases and events

(including video) and the
latest information on the

T UK’s comedy market

. releases and reissues,

. especially those that are
. most likely to touch US

consumers.
Contact:

Jim Beloff
213-525-2311

1997 Nashville 615/Country
Music Sourcebook

Publication Date:
May 7, 1997

Ad Close: March 14

This two part directory is the
most informative resource of
business-to-business listings
for the Nashville region and
worldwide country music mar-
ket. Nashville 615 listings

. include record companies,
recording stucios, music
putlishers, and other artist

i .~ related services in the A

- Nashville arez anc the =

E‘i‘.’; ) Country Music Sourcebock
I

~ listings include key country }
~ music contacts including:

record companies, country

. talent managers, agents,

" radio stations, concert prc-

" moters, and music publishers.

Contact:

U.S./Canada:

Dan Dodd
213-525-229¢

e

213-525-2307 - PH
213-525-2394/5 - FAX
JODIE FRANCISCO
LEZLE STEIN

ROBIN FRIEDMAN

615-321-4294 - PH
615-320-0454 - FAX
LEE ANN PHOTOGLO

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

44-171-323-6686 - PH
44-171-631-0428 - FAX
CHRISTINE CHINETTI
CATHERINE FLINTOFF

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

613-9824-8260-PH

. 613-9824-8363-FAX
~ AMANDA GUEST
3

. 331-4549-2933 - PH

331-42922-0366 - FAX
FRANCOIS MILLET

213-5925-2307
DAISY DUCRET

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

213-650-3171 - PH
213-650-3172 - FAX
AKl KANEKO
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Rollins Band Hits DreamWorks
Group Remains Focus Of Busy Bandleader

H BY CRAIG ROSEN

LOS ANGELES—To say that Henry

Rollins is anxiously awaiting the March -

25 release of “Come In And Burn,”
Rollins Band’s DreamWorks debut, is
putting it lightly.

Since the release of the band’s last
album, 1994’s “Weight,” the singer has
been occupying his time with enough
extracurricular activities to leave a
mere mortal drained. Rollins has writ-
ten books, recorded accompanying
audiobooks, gone on a spoken-word
tour, acted in some big-budget movies,
and produced other artists’ albums. He
also helms his own record label and
publishing house.

While Rollins Band remains his pri-
mary concern, label difficulties have

kept the group from releasing a follow-

up to “Weight” until now.

In 1995, while promoting “Weight,”
Imago Records lost its distribution deal
with BMG, leaving Rollins in the lurch.

‘When Rollins was signed by Dream-
Works, Imago president Terry Ellis
filed a lawsuit against DreamWorks
and Rollins, claiming that the artist was
still contractually bound to the label
(Billboard, June 22, 1996).

Weeks later, Rollins fired back with
a countersuit, claiming fraud and deceit

ROLLINS BAND

(Billboard, Aug. 17, 1996). At press
time, the legal matter has not been re-
solved.

However, DreamWorks and Rollins
have no plans to let the legal wrangling
hold them back.

“We were really happy to get it done,
finally,” says Rollins of the new album.
“It was a very long writing process. We
didn’t have a label for like a year, so we
were just writing songs into the abyss,
really not knowing what was happen-
ing.”

That fact that Rollins was in label
limbo ironically helped make “Come In
And Burn” a better record. “We would
write songs and demo them, and our
soundman would say, “You know, that’s
not so good. Chuck it,’ or “You have until
Friday to make this song rock my

Dinosaur Jr Hands Over
Its Latest Set To Reprlse

l BY STEVE KNOPPER

Although Dinosaur Jr leader J Mas-
_cis never confirmed it, many executives
at Reprise Records felt certain that
following the release of his last solo
album, 1996’s “Martin And Me,” Mas-
cis intended to focus on his solo career,
rather than the popular 13-year-old
rock band. So they were pleasantly
surprised a few months ago, when
Mascis dropped off the new, noisy
Dinosaur Jr album, “Hand It Over.”
Due March 25, the band’s seventh
full-length release sounds more like its
1993 radio breakthrough album,
“Where You Been,” than the live a-
coustic “Martin And Me.” Some alter-
native-rock radio stations have already
started adding the first single, “Noth-
in’s Goin On,” which opens with a flur-
ry of punk guitar chords and Mascis’
distinctively whiny voice.

“The original indication was that
there was going to be a new J Mascis
record and not a new Dinosaur Jr

DINOSAUR JR

album,” says Eric Fritschi, Reprise’s
manager of artist development. “['Hand
It Over’] wa<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>