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POP MUSIC’S TEEN MARKET: THE JILTED GENERATION?

Retailers See Signs Of

Hope For Teen Music
H BY PAUL VERNA

Wide Appeal Is Key To
New Crop Of Teen Acts
Bl BY CRAIG ROSEN

Most Radio Stations
Aren’t Targeting Teens
B BY STEVE KNOFPER

Web, Video Games Add To

Competition For Teen Bucks
W BY BRETT ATWOOD

NEW YORK—From Sherman and
Sherman’s “You're Sixteen” to Alice
Cooper’s “Eighteen,” some of the most
enduring rock songs have heen direct-
ed at teenagers. However, that seg-
ment of the population is increasingly
bombarded with other forms of enter-
tainment that threaten to undermine
the link between youth and music retail.
“I don’t think we have the same
number of teens growing up to be avid
record buyers as we used to,” says
Vince DeLeon, superstore buyer for
the Detroit-based Harmony House
chain, which has 35 pop stores and one
superstore in Berkley, Mich. “All too
often, retail is not as embracing of that
(Continued on paye 92)

Virgin Helps Kiwi Act
Mutton Birds Fly In U.K.

H BY PAUL SEXTON

LONDON—TIt may have meant flying
halfway around the world, but New
Zealand’s Mutton
Birds are working
toward a successful
migration.

The Kiwi band,
stars in their home
country for more
than five years,
have spent most of
the past few months living, recording,
and playing in the U.K. in the build-up
to the European release of “Envy Of
Angels.” The set, their third New

(Continued on paye 93)

MUTTON BIRDS

LOS ANGELES—It was with the song
“Smells Like Teen Spirit” that Nirvana

(¥

BACKSTREET
BOYS

HANSON

ushered in a music revolution in 1991,
but in the last tive years there has been
a paucity of popular music aimed
directly at the American teenage mar-
ket. However, things may slowly be
changing with the breakout success of
U.K. import Spice Girls, as well as a
new crop of homegrown teen talent

currently being cultivated.
Labels, however, are careful to note
(Continued on page 91)

CHICAGO—From Saturday-morning
cartoons to “Sabrina, The Teenage
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Witch,” television has always aimed for
the under-15 audience. But ever since
the baby boomers graw up, American
radio has almost completely ignored
the same demographic.

There are many reasons for this,
radio programmers say. Teens have lit-
tle disposable income; stations grab
vounger listeners by default, so they
don’t have to try; ar.d adult-oriented

(Continued on puge 92)

Biz Looks To Spark
A Cassette Revival

B BY ED CHRISTMAN
and DON JEFFREY

ORLANDO, Fla—Finding ways to
abate the decline of the cassette for-
mat was one of the main topics of
discussion among music merchants
and distribution executives at this
year’s convention of the National
Assn. of Recording Merchandisers
(NARM).
At the confuab, held March 8-11
here, the fate of the cassette domi-
(Continued on page 101)

Old, New Formats Reach
Crossroads At NARM

Music Retail’s Role
Weighed In DVD Bow

This story was prevared by Susan
Nunziata and Mariyn A. Gillen in
Orlando, Fla., Seth Goldstewm in New
York, and Eileen Fidzpaivick in Los
Angeles.

ORLANDO, Fla.—With DVD at long
last rolling out in stores, the format
was conspicuous in its absence from
the National Assn. of Recording
Merchandisers (NARM) Convention,

held here March 8-11.
Although several panelists at a
(Continued on puye 93)

L.OS ANGELES—In addition to ongo-
ing competition from films, television,
sports events, and other activities,
newer distractions such as the Inter-
net and a new generation of cutting-
edge video and computer games are
vying for the business of the 30 million
U.S. consumers aged 12-19.

“The arrival of new media in the
form of video games, CD-ROMs, and
the Internet creates an alternative for
consumers in terms of how they choose
to spend their leisure time,” says
William Bluestein, group director of
new media research at Forrester

(Continued on page 92)

Sony Classical’s Tan Is
In Hong Kong Spotlight

W BY GEOFF BURPEE

HONG KONG—A New York-based
Chinese composer and conductor is
becoming a Marco
Polo in reverse to
orchestrate the
musical spectacu-
lar marking Hong
Kong’s hand-over
to the Beijing
government.
On the night of
July 1, when the TAN
first day ot the
territory’s new, post-British rule
(Continued on page 68)

Behind The
Scenes At
Country
Radio
Seminar
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Sony Distribution To Raise MAP By $1

Minimum Advertised Price Goes To $11.88-$13.88

B BY ED CHRISTMAN

tion, also noted that MAP was a topic at the

to raise MAP. Stan Goman, senior VP at the

DAC.SS&;?SW?’:CT&;OR i ~— show. He acknowledged that at meetings chain, said, “The industry should police the
ORLANDO, Fla.—Sony Music Distribution,  with accounts “ideas have been floated to mass-merchant assholes who advertise and
CLASSICAL CROSSOVER 48] responding to numerous pleas from music  raise the MAP floor. There are varying sell music at a loss.” He argued that such
2 e SN Sl I specialty merchants, will raise its minimum  points of view as to the wisdom of pursuing  pricing devalues music.
COUNTRY ‘ advertised price (MAP) by $1. that strategy.” He noted that in Phoenix, Wul-Mmt st_)ld
& UNCHAINED MELODY / THE EARLY YEARS 36 Currently, $15.98-$17.98 front-line CDs Management at the other three majors— U2’s new album, “Pop,” a $17.98 list-price
LEANN RIMES * CURB carry MAP prices of $10.88-$12.88. Withthe =~ EMI Music Distribution, WEA Distribution, equivalent CD, at $10.88. That is below the
HEATSEEKERS increase of the MAP price for front-line CDs, a'nd Universal Music and Video Distribu- cost of the title, which has a boxlot cost of
% DUNCAN SHEIK * DUNCAN SHEIK * ATLANTIC 22§ the Sony MAP will now range from $11.88-  tion—could not be reached for comment by $11.
$13.88 (Billboard Bulletin, March 13). press time. While the accounts and labels see MAP as
JAZZ l Danny Yarbrough, president of Sony Robert Higgins, president of Albany, N.Y.- a hot issue, they have to tread lightly on the
* TONYBENNETT Tgm*%’\%‘gﬁ". WO 2 T 47 Music Distribution, con-  based Trans World Entertainment Corp.,  topic. In Tennessee, an as-yet unheard class-
1 firmed reports from retail  was among those who lobbied the majors for action lawsuit alleges that the six majors
JAZZ | CONTEMPORARY ‘ a7 sources at the annual con-  a higher MAP. “We encourage them to do used MAP policies to engage in price-fixing.
* THE MOMENT » KENNY G * ARISTA vention of the National  so,” he said. “It is good for the health of the Moreover, the Federal Trade Commission
T Assn. of Recording Mer-  business.” has investigated advertising and other busi-
NEW AGE 38 chandisers (NARM), held Tower Records/Video in West Sacramen- ness policies of the six majors. That investi-
g, FICTURETHISTERIM I CKMANLE DINDEAM L ‘ here March 8-11,thatthe  to, Calif., was also at the forefront of  gation ended earlier this year with no find-
company is about to raise  accounts asking the majors during NARM ing of wrongdoing.
* GREA’:EQEOEQJQI&COI(?POLYDOR 5 its MAP price.
“It is our opinion that music is being deval-
‘ ued,” he said. “We have to be more effective =
S - EﬁY&KfH BADU * KEDAR 25 in'marketing the value of m'usic.' We don’t sOurce -Tagglng 8ettlement
| think the consumer has the right idea about |
* THE HOT 100 the value of music. We will continue to work
% CAN'T NOBODY HOLD ME DOWN | 96|  with our marketing department to correct E
PUFF DADDY {FEATURING MASE) * BAD BOY that.” xpec e o ome oon
ADULT CONTEMPORARY as While Yarbrough did not get speciﬁc about
* UN-BREAK MY HEART * TONI BRAXTON * LAFACE such “devaluation,” consumer electronics B BY DON JEFFREY chairman and the head of wholesaler Valley
- chains and mass merchandisers have been Record Distributors, said to members at the
ADULT TOP 40 gg| @aggressive in using music product as a loss ORLANDO, Fla.—The National Assn. of  convention, “We lost an entire year to liti-
* DON'TSPEAK » NO DOUBT * TRAUMA | leader in their stores, sparking a music-retail Recording Merchandisers (NARM) is  gation. But we have every reason to believe
T price war. Fallout from that price war has scrambling to beat a May 1 trial deadline  the litigation will be resolved before the May
COUNTRY 34| led to Chapter 11 filings by Camelot Music, and reach an out-of-court settlement of a  1st trial deadline, and hopefully it’ll be a set-
| gl Peaches Entertainment, and Strawberries, lawsuit over the installation of electronic  tlement mutually agreeable to NARM and
as well as by Wherehouse Entertainment anti-theft tags on CDs. the plaintiffs.”
St ()L ‘30| and Kemp Mill Music, the latter two of which NARM had hoped to Robert Schneider, the new NARM chair-
subsequently successfully reorganized. announce a resolution of man and executive VP of rackjobber Ander-
DANCE /| MAXI-SINGLES SALES When the price war began, the six majors the litigation at its March son Merchandisers, told members that
* CAN'T NOBODY HOLD ME DOWN 30| cach implemented their own MAP policies, 8-11 convention here, but source-tagging was “one of NARM’s highest
PUEF DADDYI(FEATURING MASE| =leADaor but those early efforts were considered inef- the two sides were still priorities” and that the board was unanimous
LATIN fective. As the pain felt by the music special- talking. Officials said a in bringing the issue “to fruition this year.”
* EE’C’AMORADO RORIERIVER AV EZ B ty merchants moved back up the distribution settlement is close, how- Retailers, meanwhile, remain frustrated
RIQUE IGLESIAS * FONOVISA N d . J .
- channel to the labels, however, the majors ever, adding that it could by the delays in implementing plans. It was
' R&B got more serious with their individual MAP come in about a week or two. at NARM’s last convention in Orlando, four
# CAN'T NOBODY HOLD ME DOWN 27 7 . : . ol
PUFF DADDY [FEATURING MASE) » BAD B0V policies. Last year, discount retailer Target Stores  years ago, that Sensormatic’s technology
RAP Currently, all six majors have policies that and anti-theft technology company Check-  was recommended for source-tagging. Mer-
% CAN'T NOBODY HOLD ME DOWN 2g | call for the withholding of advertising iunds point Systems sued NARM over its recom-  chants say that shrinkage due to external
PUFF DADDY (FEATURING MASE] * 8AD 8OY for an extended period of time, ranging from mendation of competitor Sensormatic Elec-  theft can range from 2%-4% of sales.
ROCK /| MAINSTREAM ROCK TRACKS 90 days to one year, [Tom accounts that tronics’ system for tagging CDs at the Robert Higgins, president of 479-store
# FALLING IN LOVE {IS HARD ON THE KNEES) ' 87| advertise prices below MAP. source (during the manufacturing or pack- Trans World Entertainment, said, “We
AEROSMITH + cOLUMBIA Jim Caparro, president of PolyGram aging process). They also sued PolyGram  would like to see source-tagging move for-
Group Distribution (PGD), said that during Group Distribution, a major record compa-  ward as swiftly as possible. We need it.”
* o':,?f;:,)/ug?gﬁg'\:',A'EPHcol\f,ETR?{‘,NCT!?COPE 871 NARM he heard from a number of accounts ny that had begun source-tagging. The suit Trans World’s stores use a mix of Check-
that are trying to pressure PGD into raising put an end to PolyGram’s efforts and to  point’s and Sensormatic’s technology. “If it
+ TOP VIDEO SALES * e its own MAP. “I understand their concern,” plans by the other majors to start source- goes to one or the other and we have to
& BAMBI * BUENA VISTA HOME VIDEO he said. “We need to evaluate whether that is tagging. change [some stores], we think it’s impor-
the next step in the evolution of our policy.” Barney Cohen, the outgoing NARM  tant enough and worthwhile,” Higgins said.
KID VIDEO Peter Jones, president of BMG Distribu-
* BAMBI ¢ BUENA VISTA HOME VIDEO 80
T — -
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BLUES sweet. But as pro audio/technology editor Paul Verna reports, The Reel Thing 74
* HELP YOURSELF * PEGGY SCOTT-ADAMS * MIss BUTCH U2's “Pop” could end up changing that notion. Page 49  TheBeat 12 The Enter*Active File 76
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P W Two leading retail chains are stemming the current tide of hyper- o Shglf‘Talk S
P market domination by opening new stores in France and Bel- ::(;;ular SRrEings z; Child’s Play 80
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Don’t Stifle Rock’s Creative Expansion

M BY DAVID FLITNER

There are two trends emerging in analysis
of the contemporary music business. One con-
cerns the increasingly stolid, almost early-
"70s-like demeanor of what was once referred
to, accurately enough, as alternative musie.
The other concerns a flatness in record sales.
These phenomena, in case anyone didn’t an-
ticipate where this was leading, are related.

The situation is manifest in the inescapable
fact that the same few chords played again
and again on acoustic or distorted guitar
without effects can, with sufficient repeti-
tion, become limiting, even boring. Pop songs
are like haiku: The limits of the form require
the full embrace of imagination. The idea
that authentic rock must only be made in a
prescribed way, on a certain couple of instru-
ments is, on its face, an indulgence in absur-
dity.

In an analogy from the classical realm one
might just as easily have decreed: Well, we've
discovered strings and woodwinds, why don’t
we just quit there? It did not take long for
the Beatles and George Martin to begin
experimenting with expanded and diverse
instrumentation. This has to do with creative
growth.

Tt should go without saying that the tri-
umvirate of guitar, bass, and drums is the
very foundation of rock’n’roll. Great music
always has been and, one hopes, always will
be their collective product. But the problem
with the new de riguewur minimalism—sole
reliance on, as one industry observer put it,
“real instruments”—is a false authenticity
that verges on Luddism. When guitar-based
rock (and “unplugged” musie, as well) origi-
nally emerged, it reflected the only instru-
mental configurations anyone had, to that
point, imagined. But by now we know more,
we’ve heard more, we can do more. So going
back—acting as if new tools had never
become available—is basically pretending.

Just because a good song should still sound

good when stripped down to its essentials
does not mean it has to be so presented.
Should Bob Dylan, after all, have declined to
strap on an electric guitar? Didn’t the Beatles’
“We Can Work It Out” benefit from the pump
organ? And although Don Henley’s “All She
Wants To Do Is Dance” might be very effec-
tive on acoustic guitar, didn’t all those elec-
tronic aspects add excitement? Every reader
will undoubtedly think of other examples.
How hard can this be? If something sounds
good and enhances the music, use it.
Everyone shares the responsibility for

‘Everyone
shares the
responsibility
for recycling the
herd-mentality
dynamic, from
label executives
to producers to
musicians to
programmers to
listeners’

David Flitner composes
and records with the
group Thinline in the
Boston area.

recyeling the herd-mentality dynamice, from
label executives to producers to musicians to
programmers to listeners. Throughout the
system lurk the Robert Borks of musical
taste. Judge Bork, it will be recalled, was the
nominee who came up short for the U.S.
Supreme Court—and is now a cultural crit-
ic—who seemed to evince the astonishing
belief that if something was not covered in the
Constitution when it was written, it isn’t prop-
erly the province of government. Say what?
By this reasoning, bands are signed large-

ly on the basis of how well they fit the crite-
rion of sounding exactly like what’s already
selling. A&R executives, on the peril of dis-
missal, must broach no deviation. Everyone
then marches along to what is au courant, at
least until the Next Big Thing, when all those
now-superfluous bands that were signed are
jettisoned as tax write-offs, and the cycle
starts anew. And all the while, the work of
scores of fine artists—known and unknown—
goes largely unheard.

If rock is the genre that breaks the rules,
then why is it structured by ever-narrower
rules? There is much to be said for touching
one’s roots, for acknowledging heritage.
There are legitimate issues here. They reflect
the need for rock to renew itself, the desire
to shout its status as the voice of youthfulness.

But this is the dialectic all revolutions con-
front: How do you remain a rebel when you've
won the war? Or, how do you remain on the
outside when you're on the inside? Having
become the soundtrack of Western culture, to
then eschew sonic exploration in the name of
genre purity borders on creative arrested
development and is, fundamentally, conserv-
ative. Music is not rejuvenated by declaring
that it cannot grow.

Obviously there is a market for varied
instrumentation. Look at the upper regions
of Billboard’s charts. Or listen to the kind of
open-minded welcoming of imagination that
WNEW New York host Vin Scelsa, for exam-
ple, and some bold triple-A programmers
have been advaneing.

President Lyndon Johnson once observed
of the developing world, “They want what
we've got.” However much this is the case, it
is most certainly true of popular culture. It is
amajor U.S. export. Surely this gives us some
latitude for making the most of the richness of
expression in a social milieu of 260 million. We
need a celebration of the catholicity of voices
abounding in popular music, to let loose the
grip that seeks the illusion of successful
homogeneity.

PIONEERS OF THE PIONEERS

I read with interest and some amusement
the recent articles by J.R. Reynolds regard-
ing black executives [Billboard, Feb. 1, Feb.
18] in the 1970s and thought he made some
good points, especially Larkin Arnold’s
remark about never having “used being black
as an excuse.” As a recipe for success, one
couldn’t do much better than that.

However, like many people who came of age
during the '70s, Mr. Reynolds, in his article,
falls into the trap of reporting that everything
began with that era. That kind of thinking
does a disservice to the black executives of an
earlier time, who were the real pioneers.

Far from having “no voice in A&R,” Joe
Thomas and Howard Biggs ran R&B A&R at
RCA Victor, Decea, and Columbia’s OKeh divi-
sion during the *50s. Quincy Jones and Clyde
Otis held similar posts at Mercury in the early
’60s. Tom Wilson worked in A&R at Colum-
bia, producing Simon & Garfunkel, among
others. J. Mayo Williams was a staff A&R
man at Decca as early as the 1930s.

John Burton was in-house attorney for
Chess in the ’50s. Paul Gayten produced and
promoted records and ran the West Coast

LETTERS

office of Chess. Black A&R men at indepen-
dent labels during the same period included
Willie Dixon (Chess), Jesse Stone (Atlantic),
Maxwell Davis (Aladdin, Modern), Earl
Palmer (Aladdin), J.W. Alexander and Bumps

&

Producer Willie Dixon (left), with Otis Rush

Blackwell (Specialty), Richard Barrett
(Gone/End), Dave Bartholomew (Imperial),
and Hank Mobley (Blue Note).

Perhaps the most significant of all was
Henry Glover, who as far back as the 1940s
not only produced R&B acts for King
Records, but traveled to Nashville to record
hillbilly acts such as the Delmore Brothers
and Moon Mullican. He also recorded pop acts
such as Steve Lawrence. An arranger and
songwriter who had a co-publishing deal with
King, Glover had a major say in the day-to-
day workings of that company.

After leaving King, Glover produced
Arthur Prysock, Billy Bland (“Let The Little
Girl Dance”), and the Fiestas (“So Fine”) for
Old Town, and many other artists, including
Dinah Washington and Joey Dee (“Pepper-
mint Twist,” which Glover wrote) for Roulette
Records.

The fine efforts of the men whom Mr.
Reynolds wrote about would not have been
possible without the real pioneering efforts of
the above-mentioned individuals.

Billy Vera
Los Angeles
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SHERYL CROW

Grammy Awards

Best Rock Album
Sheryl Crow

Best Female Rock Vocal Performance
“If It Makes You Happy”

Brit Awards

- Best International Female Artist
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‘Sheryl Crow Management: Stephen Weintraub Managenient
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8 BY BRADLEY BAMBARGER

NEW YORK—The loose-limbed
charm and bittersweet popcraft of
Bettie Serveert’s debut, 1993’s “Palo-
mine,” inspired a rare degree of
affection. The Dutch quartet’s album
turned heads and won hearts on both
sides of the Atlantic, inspiring a new
generation of alt-rock bands at home
and gracing U.S. college airwaves
with such ubiquitous singles as “Tom
Boy” and “Kid’s Allright.”

“Palomine” was followed in '95 by
“Lamprey,” a serious, sprawling
work that—contrary to popular
belief—matched the sales of the
debut as well as upped the artistic
ante considerably (Billboard, Nov. 2,
1996). On March 25, Matador/Capitol
shepherds the U.S. release of “Dust
Bunnies,” which should please fans of
both “Palomine” and “Lamprey,” as
it refracts the light of the first album
through the shadows of the second.

“I’'d say that this album takes a
half-full rather than a half-empty
approach to life—it’s not so dark as
the last album,” says Bettie guitarist
Peter Visser. “But we worked hard
to maintain a tension, a real emo-
tional feel to every song.”

Adds drummer Berend Dubbe,

Matador, Capitol Team
For Bettie Serveert’s Set
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BETTIE SERVEERT

“I've always thought that ‘Palomine’
might have been a bit politically cor-
rect in that indie-rock kind of way.
Whereas ‘Lamprey’ was very sym-
phonic. The new album strikes a bal-
ance between the two.”

“Dust Bunnies” was guided by
Bryce Goggin, one of the hotter pro-
ducers in alternative rock. Having
helmed the latest albums by Pave-
ment, the Lemonheads, and Space-
hog, Goggin knows how to help a
band refine its aims, and on “Dust
Bunnies,” he helps reveal inspiration
in the details: Visser’s squalling leads
on “What Friends?,” the intimate
power of singer/guitarist Carol van
Dijk’s voice on “Misery Galore,” the

(Continued on page 20)

Vets Lead Germany’s Echos

Performances Confirm Event’s Stature

8 BY WOLFGANG SPAHR
and THOM DUFFY

HAMBURG—Performances by inter-
national artists such as Aerosmith, the
Fugees, Jamiroquai, and Eros Ramaz-
zotti at the sixth annual Echo Awards
here March 6 were evidence of the
growing  global
stature of the Ger-
man music industry
honors.

“Tonight, Ham-
burg is the global
pop and rock capi-
tal,” declared Gerd
Gebhardt, chair-
man of the German Phonographic
Academy, which organizes the event.
Gebhardt, who is also president of
Warner Music Central Europe, noted
that even before the commencement of
the show, the 1997 Echos had become
the most successful yet in gaining
recognition by the German media and
the international music industry.

“Echo has done much to raise music
fans’ consciousness,” said Gebhardt.
“With the inception of the Echo
Awards, we have created a forum for
music produced in Germany which
gives young talent a chance of reach-

BRIGHTMAN AND
BOCELLI

ing a broad audience.”

Staged at the Hamburg Congress
Center, the event was broadcast two
nights later, for the first time in a Sat-
urday prime-time slot, on ARD-TV to
an estimated audience of 4.35 million.

Its importance in the German market
has been compared to that of the Gram-
mys in the U.S,,
the Brit Awards in
hO toires in France.
The ’97 Echos
% were dominated by
well-established
national acts on
the German scene.
included Peter Maffay (best national
male artist), Die Toten Hosen (best
national group), Wolfgang Petry (best
schlager artist), Otto (best national
comedy act), and Enigma (most suc-
cessful national artist abroad). They
awards before an audience of 3,000 fans
and music industry guests, including
Hamburg’s mayor, Dr. Henning
Voscherau.
The German Phonographic Acade-
my’s lifetime achievement award this

the U.K,, or the Vie-

The veteran acts who were honored
and other winners accepted their
(Continued on page 100)

Engvall Follows ‘Sign’ To His Own Success
Single, Video Help Drive Sales For Warner Comedian

@ BY DOUG REECE

LOS ANGELES—Heatseeker Impact
artist Bill Engvall is stepping out in
grand style from the shadow of long-
time friend and associate Jeff Foxwor-
thy with the success of his debut album,
“Here’s Your Sign.”

Though Engvall has often played
second fiddle to Foxworthy, opening
his concert dates and playing his neigh-
bor on the NBC sitcom “The Jeff Fox-
worthy Show,” Engvall is now poised
to make a name for himself as his
album ascends The Billboard 200.

“Here’s Your Sign,” which was
released in May 1996 by Warner
Nashville, leaped from No. 122 to No.
80 on The Billboard 200 for the week
ending Saturday (15). This issue, the
album is at No. 73 with a bullet and has
sold more than 77,000 units, according
to SoundScan.

Engvall, while quick to credit Fox-
worthy for helping his career, is excit-
ed about striking out on his own.

“Jeff has done a lot for me and
opened doors that showed me the best
and most profitable way to go,” says
Engvall. “We have the same manager,

EMI Aims Secada’s
Sixth Album At
Multiple Markets

8 BY CHUCK TAYLOR

NEW YORK—Unlike many artists
reaching for global exposure,
Cuban-born Jon Secada has, from
the beginning, maintained a foothold
with both Eng-
lish- and Span-
ish-speaking lis-
teners.

With  the
April 15 U.S.
release of his
sixth album and
third English-
language set,
“Secada,” the
singer/songwriter/producer has
generated an emotionally charged
set of 10 hand-clenched ballads and
uptempo pop jewels recalling the
flavor of his 1992 triple-platinum
debut, “Jon Secada.”

A month or so later, a Spanish
version of the album will be
released here, featuring a different
cover and title and three or four
original tracks with more of a tai-
lored, uptempo Latin vibe.

The approach is true to EMI’s
previous marketing efforts for the
artist: “Jon Secada” was rerecord-
ed in Spanish, retitled “Otro Dia

(Continued on page 97)
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SECADA

the same record label, and we’ve toured
together, and he’s responsible for get-
ting me out of the clubs a few years ear-
lier than I would have if he didn’t let me
open for him.

“But when this [album] hit,” he adds,
“Jeff and 1 were
talking, and he told
me that he couldn’t
have me opening
for him anymore. 1
just said, ‘I don’t
want you to take
this the wrong way,
Jeff, but I don’t
want to.” I realize
it’s time for this
bird to leave its nest.”

Similar to the approach Warner took
to help get Foxworthy off the ground,
the label paired Engvall with country
star Travis Tritt to perform a musical
version of one of Engvall’s bits (Popu-
lar Uprisings, Billboard, Feb. 1).

The resulting track, “Here’s Your
Sign (Get The Picture),” is a hilarious
country music rendering of an Engvall
routine that opines that stupid people
should be given signs identifying them
as such.

g

ENGVALL

The single, which was serviced to
country radio Jan. 13, and its accom-
panying clip, which debuted Dec. 26 on
CMT, have created a massive response.

Skip Young, a senior buyer at the
111-store, Amarillo, Texas-based Hast-
ings Books, Music
& Video, credits
the video with
driving Engvall’s
sales at the chain.

“I suspect that
CMT and TNN
and all of the
other cable guys
are more respon-
sible than they have gotten credit for
[for] exposing [Engvall and other
comedians],” he says. “These guys
work clean, and it puts them in front of
a big, family-oriented audience that
buys a lot of these records.”

In addition to being No. 31 on the
Hot Country Singles & Tracks chart
this issue, the track is No. 1 on the Top
Country Singles Sales chart.

According to SoundScan, “Here’s
Your Sign (Get The Picture)” has sold
more than 52,000 units since December.

(Continued on page 48)
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Tragically Hip, Celine Dion
Top Juno Award Scorers

B BY LARRY LeBLANC

HAMILTON, Ontario—Winning three
major awards each, Columbia Records’
internationally renowned pop diva
Celine Dion and MCA Records’ domes-
tic chart-toppers the Tragically Hip
dominated Canada’s 26th annual Juno
Awards, held
March 9 at Copps
Coliseum here.

With her
“Falling Into You”
album topping
charts globally this
past year, Dion,
unsurprisingly, was
named female
vocalist of the year,
beating out Deborah Cox, Lara Fabi-
an, Alannah Myles, and Canadian
label-mate Amanda Marshall.

Dion also won in the best-selling
album category for “Falling Into You,”
which has sold 1.4 million units to date
in Canada, according to the label, and
for best-selling francophone album
with “Live A Paris,” which has sold
280,000 units in Canada to date.

In a stripped-down version of her
Grammy acceptance speech last month
for best album, Dion thanked her fam-
ily, her producers, and Canadian label
executives, as well as the people of the
province of Quebec, when accepting the
female vocalist award from “Falling
Into You” co-producer David Foster.

DION

After the show, Dion offered thanks
to “all the people who work in the shad-
ows, because I don’t write my songs, I
don’t produce my records.”

As a sign of Canada’s arrival in force
on the international music scene in the
past year, an “international achieve-
ment award” was bestowed for the first
time this year. It
went to Dion, Sha-
nia Twain, and Ala-
nis Morissette.

While Twain
turned up in a floor-
length red evening
gown to accept it
and her other
award, for best
female country
vocalist, Morissette did not attend.
Morissette’s song “Ironic” was named
best single of the year, and the Ottawa,
Ontario-born singer shared the song-
writer of the year award with collabo-
rator Glen Ballard for the songs on her
“Jagged Little Pill” album.

Twain, who had been too ill to attend
last year’s Junos, was clearly delight-
ed to be onstage this year with Dion
and with beaming veteran Anne Mur-
ray, who presented the international
achievement awards. “This country is
kicking butt around the world,” Twain
said. “I'm just so glad to be one of
them.”

With Dion’s immense popularity

(Continued on page 68)
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B BY CHRIS MORRIS

LOS ANGELES—LaVern Baker
was a true pioneer of the rock’n'roll
era: A seasoned big-band singer and
R&B performer whose career dated
from the '40s, she enjoyed some of the
first and biggest hits when R&B
crossed to the pop side in the mid-"50s.

Baker died March 10 at the age of
67 at St. Luke’s-Roosevelt Hospital
in New York. She had been in ill
health in recent
years, following
strokes and the
onset of a diabetic
condition that
necessitated the
amputation of her
legs in 1996.

According to
Lee Hildebrand’s
“Stars Of Soul
And Rhythm & Blues” (Billboard
Books, 1994), Baker, who was born
Nov. 11, 1929, in Chicago, boasted
strong musical bloodlines: Her aunt
was '30s blues vocalist Merline John-
son, known as “The Yas Yas Girl,”
and blues singer/guitarist Memphis
Minnie was a cousin.

She made her professional debut in
1947 with Fletcher Henderson’s big
band. Under the names “Little Miss
Sharecropper” and “Bea Baker,” she
recorded sessions for RCA Viector
and OKeh in the late '40s and cut
sides with Todd Rhodes’ band for
King in 1952,

But success eluded Baker until she
arrived at Atlantic Records. In 1955,
DJs flipped her cover of Lonnie John-
son’s ballad “Tomorrow Night” and
turned the B-side, the vivacious
“Tweedlee Dee,” into a No. 4 R&B hit
and a No. 14 pop crossover. The song
marked one of Atlantic’s first big
incursions into the rock’n’roll market
and became the first of a string of top
10 R&B hits for Baker.

Baker racked up such follow-up
R&B chart-busters as the two-sided
hit “Bop-Ting-A-Ling”/“That’s All I

BAKER

R&B Legend,
LaVern Baker, 67, Dies

Rock Pioneer

Need” (No. 3 and No. 6, respectively,
in 1955); “Play It Fair” (No. 2 in ’55);
and another two-sided winner,
“Still”/“I Can’t Love You Enough”
(No. 4 and No. 7, respectively, in
1956). Her biggest R&B hit was “Jim
Dandy,” which rose to No. 1 in 1956,
but “I Cried A Tear” became her
major pop suceess, climbing to No. 6
on Billboard's Hot 100 chart in 1958,
That same year, she saluted her blues
roots with the album “LaVern Baker
Sings Bessie Smith.”

Baker continued to produce spunky
R&B hits for Atlantic into the ’60s,
including the gospelized “Shake A
Hand” (No. 13 in 1960), “Saved” (No.
17 in 1961), and a funky cover of “See
See Rider” (No. 9 in 1962; the song
was a bigger pop hit on Atlantie for
Chuck Willis, as “C.C. Rider,” in 1957).

In the early ’60s, her less sophisti-
cated style of R&B was increasingly
pushed aside on the charts by the
ascent of Motown’s pop-conscious
sound. Baker parted company with
Atlantic in 1964 and signed with
Brunswick Records; her last appear-
ance in the R&B top 40 was a 1966
duet with Jackie Wilson, “Think
Twice.”

Baker continued to perform
through the '60s and toured South-
east Asia for the USO during the
Vietnam War. After falling ill during
a 1969 appearance in Hong Kong, she
was hospitalized in the Philippines,
where she resided for the next 19
years, serving at one point as the
entertainment director at the U.S,
naval base in Subic Bay.

Baker remained in self-imposed
exile until 1988, when she appeared
in New York for Atlantic’s star-stud-
ded 40th anniversary celebration.
Two years later, she succeeded her
Atlantic labelmate Ruth Brown in the
Broadway musical “Black And Blue.”

She also appeared at New York'’s
Village Gate in 1991 and toured the
U.K. in 1992. As late as 1995, she
played two weeks of L.A. dates at the
Hollywood Roosevelt Hotel's Cinegrill.

RECORD COMPANIES. Allen Butler is
promoted to president of Sony Music
Nashville. He was executive VP/GM.

Bruce Kirkland is named president
of EMI-Capitol Entertainment Prop-
erties in Los Angeles. He was execu-
tive VP of Capitol Records.

Arista Records promotes Lionel
Ridenour to senior VP of black music
in New York and appoints Craig Davis
director, mid-Atlantic promotions, in
Philadelphia. They were, respectively,
VP of R&B promotion and an inde-
pendent promoter.

Scott Greer is appointed senior
director of international marketing for
Epic Records in New York. He was
director of international marketing
and artist development for Capitol
Records. Additionally, Epic Records
Group in New York promotes Karen
A. Gruning to manager of interna-
tional press. She was marketing coor-
dinator for Epic Records.

The Windham Hill Group in Bever-

KIRKLAND RIDENOUR
ly Hills, Calif., promotes Grace New-
man to senior director of field mar-
keting and Kurt Nishimura to senior
director of publicity. They were,
respectively, director of field market-
ing and director of publicity for Wind-
ham Hill/High Street Records.

Page Kelley is appointed senior
director of business and legal affairs
for Arista/Nashville. He was counsel
to Wyatt, Tarrant & Combs.

Karen Coe is named VP of human
resources for EMI-Capitol Music
Group North America in New York.
She was senior manager, human

Windham Hill Records Alters Its Course
New Age Label Moves Imprints In Niche Directions

B BY BRADLEY BAMBARGER

NEW YORK—Windham Hill Records
and its affiliated labels—Private Musie,
High Street Records, and Dancing
Cat—have been reorganized as the
Windham Hill Group (Billboard Bul-
letin, March 6).

The four imprints will each have a
niche focus in various strains of adult-
oriented instrumental, blues, folk, and
world musie, with the overall group
“taking advantage of the best label
trademark,” says Steve Vining, Wind-
ham Hill Group president. “We know
from retailers and consumers that
Windham Hill has the best name
recognition.”

Established in 1976, Windham Hill
quickly became synonymous with the
burgeoning new age genre with such
artists as pianists George Winston and
David Arkenstone. The label entered
into a partnership with BMG Enter-
tainment North America in 1992 before
becoming a full unit of BMG last year,

Windham Hill Records’ most suc-
cessful album is Winston’s “December”
from 1983, which has sold more than 4
million copies, according to the label.
Released in late January, pianist Jim
Brickman’s “Picture This” album
reached No. 30 on The Billboard 200,
the highest position yet for a Windham
Hill album. The sales for “Picture This”
have been fueled by the mainstream
radio success of the single “Valentine,”
a duet with vocalist Martina McBride
(Billboard, March 8).

The Windham Hill aesthetic will
evolve to include more crossover col-
laborations between instrumentalists
and vocalists, according to VP of A&R
Larry Hamby (who recently joined the
label after tenures at A&M, Epie, and
Columbia). “I have a deep respect for
the tradition of Windham Hill, but
there’s no reason that this musie can’t
grow,” he says. “I want to make
records with great instrumental musi-
cians, but not necessarily limiting those
records to instrumental material. But,
ultimately, these developments will
come from the artists, not the execu-
tives.”

Based in Beverly Hills, Calif., the

GREER

DAVIS

resources planning and development,
for Technology Services Solutions.

Sonia Muckle is named senior
director of publicity for Jive, Silver-
tone, and Verity Records in New York.
She was a publicist at Susan Blond.

Barry Gasmer is promoted to diree-
tor of international press and promo-
tion for Elektra Records in New York.
He was associate director of interna-
tional press.

Ellen Caldwell is appointed direc-
tor of media relations and publicity for
Rising Tide in Nashville. She was
director of media relations for the

Windham Hill Group has approxi-
mately 40 staff members, including a
new Southeastern sales manager (in
addition to sales managers in New
York, Los Angeles, and Minneapolis).
Earlier this year,
Private Music was
brought into the
Windham Hill fold,
with only a few
members of its 35-
person staff re-
1 M tained (Billboard,
b #4 Jan. 25). Currently,
WINSTON the label is search-
ing for an A&R ex-

ecutive,

Founded in 1986, Private Music has
released albums by artists as diverse
as guitarist Andy Summers and
bassist/keyboardist Patrick O’'Hearn
and has seen enormous commercial

success with new age keyboardist
Yanni. His 94 set “Live At The Acrop-
olis” is the label’s best-selling release
at more than 3.1 million copies, accord-
ing to SoundScan.

Aside from issuing a Yanni compila-
tion in late April and exploiting his cat-
alog (he has since signed with Virgin),
Private Music will be moving away
from contemporary instrumental to-
ward more blues-oriented material,
according to Vining. Taj Mahal’s
“Phantom Blues” was nominated for a
Grammy this year, and the label has an
album by Etta James, “Love’s Been
Rough On Me,” on tap for April.
Future releases are also due from Leo
Kottke, Kenny Rankin, and Mahal.

The most successful High Street
releases so far have come from New
Orleans rock band the Subdudes, in-

(Continued on page 101)

Amuro Tops Japan’s Gold Discs

Continues Winning Streak For Avex

B BY STEVE McCLURE

TOKYO—Popular dance/pop singer
Namie Amuro capped a year of tri-
umph by winning the domestic artist of
the year award at the Recording
Industry Assn. of Japan’s (RIAJ) 11th
annual Gold Disc Awards ceremony
Mareh 5 here.

The Okinawan female vocalist, now
signed to Avex Trax, sold 4.25 million
albums and 4.68 million singles (includ-
ing sales when she was under contract
to Toshiba-EMI) from Jan. 21, 1996, to
Jan, 20, 1997—more than any other
Japanese artist, according to the RIAJ.

It was the third year in a row that an
Avex Trax act won the award. Dance/
pop group trf won the previous two
years.

Winning the corresponding award in
the international category was Danish
female duo Me & My (Toshiba-EMI),
who moved 1.29 million albums and
64,663 singles, according to the RIAJ.
Me & My also copped the foreign
album of the year award for “Dub-I-

Dub,” which sold 1.27 million units in
Japan,

Gold Disc Awards are based on
RIAJ sales data, with returns factored
into the results.

The top-selling domestic single was
“Namonaki Uta,” by pop/rock band Mr.
Children (Toy’s Factory), which sold
2.45 million copies, while the No. 1 for-
eign single, at 302,793 units, was “Now
You're Not Here” (Japanese title:
“Anata Ni Ite Hoshii”) by U.K. duo
Swing Out Sister, who recorded the
track in Tokyo and performed it live at
the Gold Disc Awards show at Tokyo’s
NHK Hall. The show was broadcast
live on NHK satellite TV.

Richard Carpenter was on hand to
accept a special Gold Dise Award for
“22 Hits Of The Carpenters” (Polydor
K.K.), which has sold more than 2 mil-
lion copies here since it was released in
November 1995. Carpenter also per-
formed at the show, as did Me & My,
Amuro, Puffy, and Nanase Aikawa.

The domestic album grand prize

(Continued on page 97)
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Recording Industry Assn. of America.

Amy Welch is named national
director of media relations at Island
Records in Los Angeles. She was
national director of publicity at Caro-
line Records.

RCA Records promotes Sean
Mosher-Smith to senior art director
in New York and Michael Taub to
associate director of publieity in Los
Angeles. They were, respectively, art
director and publicist.

Geffen Records in Los Angeles pro-
motes Michelle Munz to rock promo-
tion manager and Dennis Blair to

WRIGHT

KELLEY

hard rock promotion manager. They
were, respectively, local promotion
manager in Boston and an assistant in
the rock promotion department.

PUBLISHING. Patricia Wright is
appointed VP of human resources at
BMI in Nashville. She was director of
human resources for Opryland Hospi-
tality and Attractions.

Amy McKeehan is promoted to
associate creative director for
Sony/ATV Tree Publishing in Nash-
ville. She was executive assistant to
the creative department.
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THE WALT DISNEY STUDIOS
PROUDLY CONGRATULATES OUR
GRAMMY AWARD WINNERS

“CHANGE THE WORLD”
Eric Clapton

From the motion picture “Phenomenon’

RECORD OF THE YEAR
Produced by Babyface

SONG OE THE YEAR
Gordon Kennedy, Wayne Kirkpatrick and Tommy Sims
Songwriters

BEST MALE POP VOCAL PERFORMANCE
Performed by Eric Clapton

“BECAUSE YOU LOVED ME”

Celine Dion
From the motion picture “Up Close ¢& Personal”

BEST SONG WRITTEN SPECIFICALLY FOR
A MOTION PICTURE OR FOR TELEVISION
Diane Warren, Songwriter

“AN AMERICAN SYMPHONY”
Michael Kamen

From the motion picture “Mr. Holland's Opus”

BEST INSTRUMENTAL ARRANGEMENT
Michael Kamen, Arranger
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WB Charged Up For 2nd Son Volt Set

‘Straightaways’ Cut During Tour Breaks

l BY CRAIG ROSEN

LOS ANGELES—After establishing
Son Volt with the 1995 debut,
“Trace,” Warner Bros. plans to keep
the momentum going with “Straight-
aways,” the country/rock band’s
sophomore effort, due April 22.

Son Volt’s bow included the song
“Drown,” which reached the top 10
of the Mainstream Rock Tracks
chart, while a videoclip for the sin-
gle garnered airplay on VH1. The
exposure helped “Trace” reach No.
7 on the Heatseekers album chart.

The band—which rose out of the
Uncle Tupelo split that also spawned
Reprise’s Wilco—recorded its debut
album before it had ever performed
live. “Straightaways,” however,
comes after more than a year of
touring and was actually recorded
during two brief breaks in road-
work.

“The idea is that this recording
should sort of reflect the coalescence
of the band over the course of play-
ing on the road for a year,” says Son
Volt singer/songwriter Jay Farrar,
whose songs are published by Warn-
er-Tamerlane/Grain Elevator Songs
(BMI).

There are also some other changes
on the album. For example, “Been
Set Free” is a twist of the tradition-

SON VOLT

al ballad “Lilli Schull,” which Uncle
Tupelo recorded on the album
“March 16-20, 1992.” Explains Far-
rar, “It’s written from a different
perspective, from a woman’s.” Yet
Farrar didn’t come up with the con-
cept alone. “My wife wrote the first
verse,” he admits. “It’s something I
probably would have never thought
of on my own.”

Farrar, who worked in Unecle
Tupelo with Son Volt drummer Mike
Heidorn for four albums, finds the
success of “Trace” surprising.

“I didn’t really go in with any pre-
conceived ideas of what the reaction
would be, but for the most part, I
was surprised that it was played on
the radio,” he says.

Warner Bros., which began its
association with Farrar with Uncle
Tupelo’s 1993 Sire/Reprise release,
“Anodyne,” sees the success of

Folk Implosion Forgoes Major
For Indie Label Communion

LOS ANGELES—After scoring a top
five modern rock hit, most acts would
have left the indie world behind and
moved on to a major label. But the Folk
Implosion isn’t like most acts.

“Dare To Be Surprised,” the duo’s
full-length follow-up to the “Kids”
soundtrack, which featured the hit
“Natural One,” will be released April
22 on San Francisco-based Communion
Records, rather than a major.

“Natural One” reached No. 4 on the
Modern Rock Tracks chart in Decem-
ber 1995, and by March 1996, it had
reached No. 20 on the Hot 100.

Certainly the Folk Implosion—
which consists of Lou Barlow of
Sebadoh and John Davis, a solo artist
in his own right—could have made the
move to a major. London—which
released “Natural One” and the “Kids”
soundtrack as a one-off—expressed
interest in the band, and the duo’s deal

FOLK IMPLOSION

with Communion is a friendly hand-
shake agreement.

“As I got to know [Communion
owner] Gary [Latham], I thought it
would be kind of interesting to stay
totally indie,” says Barlow, who is
signed to Sub Pop as a member of
Sebadoh. “We just sort of decided early
on that it was a total learning experi-

(Continued on page 18)

=

SHURE

e

' Vinnie Paul of Pantera

MICROPHONTES

o

e

~ ANOTHER.
SHURE

THE SOUND OF PROFESSIONALS... WORLDWIDE.®

“Trace” as a major breakthrough.

“They received airplay on a vari-
ety of radio formats and on VHI1 and
have toured steadily,” says Warner
Bros. VP of product management
Peter Standish. “The thing that is
great about this band is that they
continue to build a fan base, even in
between records.”

Standish is optimistic that by the
time Warner Bros. unleashes
“Straightaways,” Son Volt's fan base
will have blossomed. “Since the last
record, a couple of things have hap-
pened. They headlined the second
stage on the second half of the

(Continued om page 14)

Rocket Launcher. A&M Associated Labels, the new company founded by for-
mer Island Records head John Barbis, is rereieasing “The Hypocrite” by Ryan
Downe, which was originally put out on Rocket/Island last summer. The album,
with new artwork, will be reissued May 20, preceded by new single “Where Am |
Gonna Run To.” Shown, from left, are Rocket president John Cannelli, A&M
Associated Labels VP of marketing Brad Pollak, Downe, manager Nadine
Condin, and Barbis, A&M Associated Labels president.

CHANGES: Now that former Epic senior VP of mar-
keting Dan Beck has left to become president of V2,
look for his duties to be split among at least two execs.
Bob Freese moves from sales to serve as East Coast
head of marketing, and Steve Einczig, currently in the
marketing department, will be West Coast head of mar-
keting. Epic had no comment.

Faith Henschel, VP of marketing for Capitol
Records, has left the company and is now acting as a
consultant . . . Crosby, Stills & Nash have parted ways
with Atlantic Records ... The Screamin’ Cheetah
Wheelies, who were formerly on

Freese, Einczig Step In For Beck
At Epic; CSN Depart Atlantic

purchase of WFBQ, WRZX, and WNDE-AM Indi- I

anapolis.
A purchase price was not released.

STUF F: Motley Crue has turned in its reunion album
to Elektra, and a source says, “It’s good old rock’n’roll.”
The set, which is tentatively slated for release May 13,
is titled “Generation Swine” . . . Add Paul Anka to the
list of artists who are recording all-star duets album.
He says he has already cut songs with Celine Dion,
Tom Jones, Kenny G, and Barry Gibb and plans to

record tracks with Stevie Won-

Atlantie, have now inked with
Capricorn. Capricorn plans to
reissue the band’s last Atlantic
album, “Magnolia,” April 22.
Harry Friedman, longtime
CEO of Austin, Texas-based blues/
roots label Antone’s Records, has
resigned his post to concentrate

Bl

der, Gloria Estefan, Sheena Eas-
ton, Peter Cetera, and either
Tony Bennett or Julio Iglesias
(one of whom will cut “My Way”).
The album will also contain such
Anka classics as “You Are My
Destiny” and “Put Your Head On
My Shoulder,” as well as several

on his career in the movie indus-
try. Former Antone’s administra-
tive director Christie Warren has
been named interim head of the
indie. “I’'m still an owner, and I’m going to continue to
be involved,” says Friedman, who remains on the label’s
board of directors, “but we just felt that it would be
better if there were someone there all the time. I
haven’t been there full time since September. We've
been looking for a new CEO for three or four months.”
Friedman has just finished serving as second-unit pro-
ducer for “The Roughrider,” a four-hour film shot for
TNT. Antone’s is marketed and distributed through
Discovery Records.

Matthew Sweet’s “Blue Sky On Mars,” out March
25, will be the last Zoo/Volcano release to feature the
Zoo logo. Following Volcano Entertainment’s purchase
of Zoo last year from BMG, the companies have been
in the process of phasing out the Zoo name. Future
releases will only have the Volcano Recordings tag.
New signings for the label include former Continental
Drift act the Interpreters, Seattle ambient pop band
Lusk, and L.A. power pop group Size 14.

ONE-STOP SHOPPING: SFX Broadcasting, which
purchased New York-based Delsener/Slater Presents
last year, has snapped up another concert promotion
company—Indianapolis-based Sunshine Promotions.
Similar to Delsener/Slater, Sunshine, which promotes
shows in four Midwest and Southern states, will con-
tinue to operate as a separate entity. Included in the
purchase is Sunshine-owned Deer Creek Music Cen-
ter, located just outside of Indianapolis, and the
Polaris Amphitheater in Columbus, Ohio. Additional-
ly, the deal includes the purchase of Tour Design, a
tour-support service that produces ads for concert
tours.

The deal coincides with the pending close of SFX'’s

by Melinda Newman

new originals. Anka expects to
complete the record by midsum-

mer and release it in the fall on a |

Sony-distributed label.

HAIL HAIL, ROCK’N’ROLL: God bless Metallica.
Here’s one superstar act whose members haven’t for-
gotten what it’s like to be a fan. Their March 10 show at
New York’s Madison Square Garden boasted one of the
most innovative, audience-friendly stages I've ever seen.
Taking up two-thirds of the Garden floor, the setup was
a wacky modification of the in-the-round concept, with
a large stage shaped like the body of an electric guitar
and a smaller stage shaped like—for lack of a better
description—a flower with extended petals. The band
split its time between the two stages so that everyone in
the sold-out house got a good view at some point. Barri-
cades between the stage and the crowd created a virtu-
al moat, where the band members could play and get
close to the fans.

In addition to putting on a tremendously powerful,
crisp show that featured more pyrotechnics than clos-
ing night at a state fair, the band went out of its way dur-
ing the 2%2-hour concert to include the audience without
ever seeming obsequious, often applauding back at the
crowd after a particularly good reception or cheering on
fans without resorting to the same old clichés. Most
remarkably, between the end of the set and the first of
two encores, the band turned up the house lights and
spent a good five minutes walking around the moat,
shaking hands, passing out guitar picks, throwing out
drumsticks, and basically doing everything but kissing
babies. In a world where so many artists act like the only
contact they should have with their fans is at the cash
register, this was a refreshing and welcome sight.

Assistance in preparing this column was provided by
Paul Verna.
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FOLK IMPLOSION FORGOES MAJOR FOR INDIE LABEL COMMUNION

(Continued from page 12)

ence and that we weren't going to jump
for the carrot immediately.”

Davis, whose new “Blue Mountain’
album was recently issued on the indie
label Shrimper, is also interested in
helping Communion push the envelope.
“It will be really exciting to see where
the limits are and to see if a real indie
label can get played on the radio,” he
says. “I don’t think we're going to sell 8
million albums like the Offspring did on
Epitaph, but Communion can sell to
chain stores, and we can get on the
radio and MTV”

Even with the success of “Natural
One,” Davis admits that he “didn’t
receive any phone calls” from major-
label suitors, but it may have been
because the band wasn’t accessible.
“We weren’t doing shows,” he says.
“We were just kind of hiding out.”

That was just fine with Communion’s
Latham, who has been gearing up for
“Dare To Be Surprised” since the band
scored a surprise hit with “Natural
One.”

»

Says Latham, “Right after it all hap-
pened, I talked a lot with the band and
they wanted to take some time. . . They
wanted to take the low road and spend
more time to develop.”

The band also has something to
prove with “Dare To Be Surprised.”
Says Latham, “One thing we wanted to
do with this album is that we want
everyone to know that this is not a
Sebadoh side project. This is a com-
pletely separate band with two song-
writers.”

The Folk Implosion actually began
working on “Dare To Be Surprised” in
the summer of 1995, before “Natural
One” took off.

“We pretty much went straight from
‘Natural One,” ” Davis says. “We want-
ed to follow through, because we knew
that we sort of hit on something with
that. We wanted to keep on working
because Lou had some time.”

Yet, with Barlow’s obligations to
Sebadoh, the Folk Implosion was ini-
tially unable to complete the album. A

b usin S 8 BOXSCORE
» TOP 10 CONCERT GROSSES
Gross Attendance
ARTIST(S) Venue Datels) Ticket Pnce(s) Capacity Promater
GARTH BROOKS Veterans Memonal Feb 27- $1,000,474 56,648 Varnell Enterprises
Coliseum March 1, $19.25 six seflouts
Jacksonville. Fia. March 3-4
METALLICA FleetCenter March 4-5 $1,085,467 33219 Dan Law Ca.
CORROSION OF Boston $37.50/$27.50 35,360,
CONFORMITY two shows
GARTH BROOKS Assembiy Hall. March 7-9 $851,078 43412 Varnell Enterprises
University of llinois, Gress Record three
Champaign $17.50 seflouts
o Champaign, Ill.
kS
ALAN JACKSON Houston Livestock Feb. 14 $723012 58,172 Heuston Livestock
LEANN RIMES Show & Rodes, $23/810 seliput Show & Rodeo
: Astrodome
Houston
% & &
3 .
GEORGE STRAY Fargodome March 7 $641,268 27,610 Varnell Enterprises
WINDY MCCREADY Fargo, N.D. Gross Record seflout
R, 327350
- %
&£ N
B ) ‘3( &
PHIL COLLINS * Civic Arena March 7 $499,583 12,256 DiCesare-Engler
v Pitsburgh $45/829.75 13,500 Productions
H
%
Ed
i3
GEORGE STRAIT, Gund Arena Feb. 28 $476,063 . 21,103 Varnell Enterprises
MINDY MCCREADY Cleveland $23.50 sellout
* “ LA
N
REBA MCENTIRE/ Charleston Civic March 8 $475,552 12,332 Starstruck
; BROOKS & DUNN Center $38.50 seflout Promations
B Charleston, W.Va. . Trtley/Spatding
; -
KERNY G/TONI BRAXTON FieetCenter Feb. 7 $448,324 13,900 Dan Law Co.
- -~ Boston $42.50/$22.50 sefiout
ey
R 4
i GEORGE STRAIT  * Target Center March 8 $431,789 ; 18710 Varnell Enterprises
-- MINDY MCCREADY Minneapolis $23.50 seltout
Copyrighted and compiled by Amusement Business, a publication of Billboard Music Group. Boxs-
cores should be submitted to: Marie Ratliff, Nashville. Phone: (615)-321-4295, Fax: (615)-321-
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self-titled four-track EP was released
in January 1996 to serve as a stopgap
until the duo could reunite to complete
“Dare To Be Surprised” (Billboard,
Feb. 10, 1996).

The decision to remain independent
also was appropriate because of the
musical approach the band opted to
take on the album. “We made this
record really cheaply and never
stepped up in the studio,” Barlow
explains, adding that most of the
album was recorded on an 8-track
DAT player.

Even with the low-budget produc-
tion, “Dare To Be Surprised” is sur-
prisingly accessible and catchy.

The album’s first single, “Pole Posi-
tion,” was shipped to college and mod-
ern rock radio Feb. 19 and to retail Feb.
24. A second track, “Insinuation,”
which Latham describes as “more in
the ‘Kids’-era style,” will go to radio in
early April.

To work the tracks at radio, Com-
munion has hired the Santa Monica,
Calif.-based Arms Division, which also
promoted “Natural One.” Autotonic in
Memphis will handle promotion at col-
lege and NPR stations.

In addition, the Folk Implosion will
support the release with a promotional
tour, which will consist of in-stores and
a few intimate dates, beginning with a
March 12 date in Denver. Stops will
include in-stores at the HMV stores in
Toronto and New York, the Virgin
Megastore in San Francisco, and the
Roxy and McCabe’s Guitar Shop in the
L.A. area.

For Davis, who only quit his job as a
librarian in late February, and Barlow,
who only recently wrapped weeks of
touring with Sebadoh, the road trek will
be a challenge. “John and I hadn’t had
time to get together yet to figure things
out,” Barlow says. “It’s going to be a
total challenge. It’s going to be kind of
exciting to flesh out the Folk Implosion
as a live entity and a little scary.”

The short promo tour should help
drum up business at retail. “They came
from nowhere in the general public’s
mind with the ‘Kids’ soundtrack,” says
Bob Say, VP of operations for the six-
store, Reseda, Calif.-based Moby Disc
chain. “But the band has a hip follow-
ing and the press is into it, so hopeful-
ly people will find out about it and come
in and buy it. That whole Sebadoh/Folk
Implosion axis seems to be getting
more popular.” CRAIG ROSEN

Gontinental Drift
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NASHVILLE: The first couple of years went a bit slow for Joe, Marc’s Brother,
with the task of finding the right lineup being a major hurdle. But in the first
couple of months of 1997, this richly melodie, soulful power pop quartet has
taken off like a rocket. With an excellent 1996 debut album produced by Rick
Clark (an occasional Billhoard contributor) and recorded at Memphis’ Ardent
Studios, as well as a series of packed local gigs laying the groundwork, the band
won the Nashville Grammy showcase in January and then nabbed the best

unsigned band category at the Nashville

Music Awards, held in February at the
historic Ryman Auditorium. “Yeah, we
i 8
JOE, MARC'S BROTHER

were up there with Vince Gill. It was
almost surreal,” says singer/guitarist
Joe Pisapia. “I think we had the mar-
ket cornered on polyester that night.'
Fashion habits aside, Joe. Marc’s Broth

er. which also includes drummer Mare
Pisapia, guitarist/vocalist David Mead,
and bassist Pete Langella, has been
impressing plenty of critics and music industry types around town (Bill Lloyd,
Adrian Belew, and engineer Richard Dodd among them) with its highly addic-
tive, catchy tunes. The album bristles with hooks and crunching guitars, espe-
cially on the first three tracks. Dig deeper and you'll also find such gorgeous
acoustic ballads as “Together” and “The Heart Of Love.” Says Joe Pisapia, “It's
that lure of hooky pop. Hopefully, it lures you in to hear the rest of the album,
where there are deeper issues to the story.” Pisapia, who moved to Nashville
from New Jersey with brother Marc in 1994, says he and Mead have been stock-
piling plenty of tunes lately. “He and I have just been on a writing binge for the
past couple months.” Also look for increased touring this spring. Contact Clark
at 615-262-2234 or mrblurge@aol.com. KEN JOHNSON

BOSTON: There’s a juggernaut on the Boston music scene, and her name is
Ramona Silver. In 1996, Silver released “You & Me & Hell,” a collection of
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bristling guitar rock tunes with brains. In January, she followed with a five-
song EE, “Trailers,” both on Fingerprint Records. “You & Me & Hell” was cho-
sen as one of the top 10 records of 1996 in The Boston Herald. Also in January,
Silver won the Boston Grammy showcase. Currently she’s
fine-tuning her live show at rock clubs the Middle East, = S,
TT. the Bear’s, and Mama Kin, as well as crossover clubs : b
like the more intimate Lizard Lounge and Toads. Her
music captures the emotional intensity of an artist like Liz
Phair, but with more pop smarts and musical savvy.
There’s a muscular musicality that is rare for someone just
finding her voice. “Everything you write is going to be per-
sonal on some level, but it does have to speak to a larger
audience. If it doesn’t, then I'm not sure there’s a point,”
Silver says. “Every time I write a song, I think I'm learn-
ing something new and improving. The same goes with playing live. Each show
teaches me something, and no doubt there’s still a lot to learn, but I'm getting
there.” Contact Silver at 508-346-4577. KEN CAPOBIANCO

SILVER

MIAMLI: Cosmic and melodic, the “glitter pop” music of Al’s Not Well has late-
ly been out of this world, or at least out of the state. Prior to releasing its new
12-song, self-titled album on Panacea Records, this female-fronted quintet
with a penchant for neon-colored hair, plastic-flowered stage clothes, and
upbeat, hook-filled sonic pop songs took to the road to test the new material,
hitting Atlanta, Shreveport, La., and New Orleans, just in time for Mardi Gras.
The band’s music has already registered airplay on more than 35 stations in
the Carolinas, Georgia, Florida, Virginia, and Louisiana. “The tour went espe-
cially great during Mardi Gras,” says percus-
stonist Eddy. “Everyone was dressed up funny
and partying. We fit right in.” The album
release party, with a theatrical B-52’s-type

stage show, took place at Tobacco Road, the
oldest blues-rock club in Miami, and was
attended by several hundred people. The band
formed two years ago when lead singer/song-
writer Joce hooked up with Eddy, bassist
Rick, drummer Kala, and singer Bleu, the
space-cadet blonde who creates the band’s
futuristic flower-power look. “We played a few
shows and just went, ‘Wow, this is really work-
ing great! They make my songs sound the way they should,’ ” says Joce. And
the band’s name? “Al was in my band before,” Joce says, “but he did things so
oddly, and we would just say, ‘Oh Al’s not well, don’t mind him.’ The phrase just
kept coming up.” Having played a recent Grammy Unsigned showcase, the
band is now touring regionally in support of the album. Contact 305-888-9937.
SANDRA SCHULMAN

AL'S NOT WELL
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MATADOR/CAPITOL TEAM UP FOR BETTIE SERVEERT'S 3RD SET

(Continued from page 9)

energetic interplay of Dubbe and
bassist Herman Bunskoeke on “Pork
& Beans,” and the ensemble dynamics
of the spirited “Geek.”

“Dust Bunnies” came out earlier this
month on Brinkman in the Benelux
countries and on Beggars Banquet in
the rest of Europe. In the U.S., the
album is the third release in Matador’s
relationship with Capitol. The deal’s
previous projects, the Jon Spencer
Blues Explosion’s “Now I Got Worry”
and Pavement’s “Brighten The Cor-
ners,” have fared well so far. The Blues
Explosion album is the trio’s fastest-
selling to date, and the Pavement
record scored the band’s highest chart
debut ever: No. 70 on The Billboard
200. (Although “Brighten The Cor-
ners” has dipped more than 100 slots
in the past four weeks.)

Capitol VP of marketing Steve
Rosenblatt (U.S.) says the campaign on
behalf of “Dust Bunnies” will be a full-
on reintroduction of the band. “With
‘Lamprey,” I think there was an
assumption that the popularity of the
first album would automatically trans-
late into even greater success for the
second record,” he says. “With the new
one, we're taking nothing for granted.”

The labels plan to continue the strat-
egy they've employed with Pavement
and the Blues Explosion, and that is for
Matador to lay the grass-roots ground-
work before Capitol comes in with pro-
motion at commercial radio and retail

webs. Says Matador co-president Chris
Lombardi, “Our relationship with col-
lege radio and indie retail is strong, so
we want to build a story at that level
that Capitol can then take to commer-
cial radio.”

Early March saw the release of the
subtle, moving “Co-Coward” as the ini-
tial single and video, with Matador pro-
moting the song at college radio and
commercial specialty shows. Capitol
begins working the upbeat meta-rock-
er “Rudder” in May as the first focus
track for commercial alternative and
video for MTV. Already, the song has
garnered some airplay via WXRK New
York’s Sunday-night new-music show,
“The Buzz.”

The first European single and video,
“What Friends?,” came out in Febru-
ary, with Brinkman and Beggars Ban-
quet each issuing an EP for the song
featuring the B sides “Spine” and
“Genuine Life Form.” Matador has
been using the import EP as a promo-
tional item in the U.S.

A band that can inspire a collector’s
ardor, Bettie Serveert has practically
an entire album’s worth of material in
the form of B sides from various Mata-
dor EPs and European-only singles
issued by Brinkman and Beggars Ban-
quet. Of those, the sterling “Smile”
from the 4-track “Tom Boy” EP is of
particular note, as is the live-on-the-
BBC version of “Crutches” from the
“Something So Wild” EP. In Novem-

ber, Brinkman released a limited-edi-
tion T-inch single featuring “Misery
Galore” backed with the otherwise
unavailable “All The Other Fish.”

Bettie Serveert has also contributed
apt covers to compilations, including a
take on Bob Dylan’s “T'll Keep It With
Mine,” which was a high point of last
year’s TAG/Atlantic soundtrack to “I
Shot Andy Warhol,” and an affecting
rendition of “For All We Know,” which
went to the 94 Carpenters’ tribute
album on A&M, “If I Were A Carpen-
ter.” According to Matador, a domes-
tic commercial single may appear later
in the year featuring a song from “Dust
Bunnies” plus multiple B sides.

Unavailable for reorder since last
April, “Palomine” and “Lamprey” were
reissued Feb. 25 in the U.S. by Mata-
dor via the label’s independent distrib-
utors (including ADA, Caroline, Cargo,
Bayside, and Dutch East India). Those
albums have always done well at the
Tower Records on Sunset Boulevard in
Los Angeles, according to manager
Todd Meehan. With “Dust Bunnies,”
he put the promo CD from Matador
into the store’s advance listening sta-
tion a month ago to help build interest
in the upcoming release.

" “T think the new album is so strong,
and our advance disc has gotten great
response,” Meehan says. “The new dis-
tribution deal should really help Mata-
dor make the most of ‘Dust Bunnies.’
Capitol seems to know how to work

alternative rock a bit better than At-
lantic did. Tours always help, too, and
I know Bettie is really special live.”
Bettie Serveert played shows in the
U.K. and the Netherlands in February,
and the band supported the Lemon-
heads on March dates in Germany.
March 27, Bettie kicks off its month-
long European tour at Amsterdam’s
Paradiso theater. The group comes to
the U.S. in May for a national tour that
will mix club gigs with slots supporting

other acts.

Bettie is booked in the U.S. by
Twin Tower/ICM and in Europe by
Double You. The band is managed in
the U.S. by the Boston-based Tom
Johnston Management and in Europe
by Dorethy Krielen at Bettie
Serveert Management, which is
based in Vlietberg, the Netherlands.
The group’s songs are published by
Sander Blom Publishing/Virgin
Songs/EMI Music.
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POINT OF ENTRY: Velvel
Records is hoping to break
what has been a less-than-
staggering U.S. sales record
for its first signing, Prairie
Oyster, when it releases the
band’s fourth album, “Blue
Plate Special,” Tuesday (18).

BILLBOARD’'S WEEKLY COVERAGE

is right for the band as new
avenues open for left-of-center
country artists.

“With the spread of Ameri-
cana radio and hybrid bands
like BR5-49, there now exists
a point of entry for bands like
Prairie Oyster,” he says.
“CMT and TNN have also

Smooth Groove. The old-school
flavor of “I Belong To You,” the
debut single by Grand Jury
Entertainment/RCA recording
artist Rome, is being well
received by R&B radio. The song
is No. 25 on the Hot R&B Singles
chart this issue, with support by

POPULAIRUPIRISIIN G S

OF HOT PROSPECTS FOR THE HEATSEEKERS CHART < BY DOUG REECE

first single, “Head Over
Heels,” has just been added to
active rotation on MTV, while
the song is No. 17 with a bullet
on the Hot R&B Singles chart
this issue.

The band’s self-titled debut
will be released April 22.

town, the Pickettes, and
Hazeldine Monday (17) in
Dallas’ Sons Of Herman Hall.

Zap Mama begins its U.S.
tour Tuesday (1) in support of

such stations as KUIMM Tulsa,
Okla., WTLC Indianapolis, and
WGCI Chicago. The artist’s self-
titled album will bow April 15.

FAMILIARIZED: Universal
recording act Sister Hazel is
continuing to mine its core

embraced these bands in the
last 6-9 months, so these are
the logieal places for us to go.”

Sophomore Slam. “Drawn
To The Deep End,” the fol-
low-up to Gene's critically
acclaimed 1995 debut,
“Olympian,” shows strong
first-week sales of more
than 2,000 units, according
to SoundScan. The album,
which bowed March 4, was
produced by Christopher
Hughes.

The album’s first single,

audience in the South Atlantic

“One Way Track,” shipped
March 4 to folk and triple-A

to country radio,
Velvel has modest
hopes for the band

\l EAST NORTH CENTRAL
Duncan Sheik, Duncan Sheik

REGIONAL HEATSEEKERS NO.1s

region, where the band’s
album “Somewhere More

stations. Familiar” moves up
Although there MOUNTAIN : ‘ T NORTHEAST T two spaces to No. 20

are plans to later Squirrel Nut Zippers, Hot Duncan Sheik, Duncan Sheik this week.

release album cuts L ST = T Sister Hazel’s first

with that format.
“Anything we get at
country will be a
bonus,” says Ny-

WEST NORTH CENTRAL

f A

gaard.

Velvel will also
launch aggressive
pricing and posi-

Jonny Lang, Lie To Me

PACIFIC |

White Town, Women In Technology |

Though the act continues to
be well-received in its home
market of Canada—where
“Blue Plate Special” has gone
gold (50,000 copies sold),
according to Velvel, and was
nominated for two Juno
Awards—the band’s previous
Canadian success has not
translated here with Prairie
Oyster’s previous labels (Bill-
board, Sept. 7, 1996).

Still, Velvel VP of marketing
Ben Nygaard says the timing

tioning programs
focusing on indie

’ \ Y

1 MIDDLE ATLANTIC
| Ronan Hardiman, Michoe! Flatley's Lord Of the Dance |

'SOUTH AILANTIC |
Kenny Chesney, Me And You

single, “All For You,”

is also showing cros-

sover appeal, receiv-

ing spins at triple-A,

i modern and main-

stream rock, and top
40 stations.

The Gainesville,

Fla.-based five-piece

N

SOUTH CENTRAL

holds as Lexington,
Ky.
The band will begin its U.S.

B Kenny Chesney, Me And You
accounts in such = : -
Americana strong-

THE REGIONAL ROUNDUP

has been selling out
shows in the state and
will perform at up-
coming shows in such
major markets as
Boston and Nashville.

v

ROADWORK: The
No Depression Tout, featuring

tour in April.

Rotating top 10 lists of best-selling titles by new and developing artists.

some of the best up-and-com-

WEST NORTH CENTRAL
Jonny Lang Lie To Me
Kenny Chesney Me And You
Squirrel Nut Zippers Hot
White Town Women in Technology
Duncan Sheik Duncan Sheik
BR5-49 BR5-4%
Corey Stevens Blue Drops Of Rain
David Kersh Goodnight Sweetheart
Nick Cave & The Bad Seeds The Boatman's Call
Cledus “T." Judd | Stoled This Record

D RAWING THEM IN:
Allure, the first signing to
Mariah Carey’s new Crave
Records label, is quickly shap-
ing up to be one of the hottest
new acts of the year.

A clip for the R&B quartet’s
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MIDDLE ATLANTIC

Ronan Rardiman Michael Flatley's Lord Of The Dance
Frankie Cutiass Politics & Bullsh*t

Duncan Sheik Duncan Sheik

. No Mercy No Mercy
Alfonzo Hunter Blacka Da Berry
. Giovanni Romance

. DJ Kool | Got Dat Feelin’
. Kenny Lattimore Kenny Lattimore

. Freedy Johnston Never Home

Nick Cave & The Bad Seeds The Boatman's Cali

ing artists in the alternative
country movement, makes
stops in the Southwest and
Pacific regions this month.
Catch headliners the Old
97’s, whose debut album, “Too
Far To Care,” bows in June on
Elektra, as well as Whiskey-

Critical Mass. Alligator
Records will release “Fish
Ain’t Bitin’ ” by bluesman
Corey Harris March 25.
Harris’ 1995 debut,
“Between Midnight And
Day,” was nominated for
three W.C. Handy Awards
and won the Living Blues
Critics” Award for best
album. The artist plays sev-
eral Northeastern dates this
month, including shows
March 28 and 29 at Terra
Blues in New York. He will
be featured on CNN's
“Showbiz Today” in April.

its album “[7],” which was
released by Luaka Bop/ Warn-
er Bros. Feb. 25.

The Work Group’s Dan
Bern opens for Ani DiFranco
through April. His self-titled
album came out March 4.
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RIDDLE ME THIS: What do Foxy Brown, Da Brat, and Warren G
have in common? The answer is twofold. First, the three artists’ current
records were once available only on 12-inch vinyl but make big gains on this
issue’s Hot R&B Singles chart since new configurations hit retail the pre-
vious week. Second, all three songs are rap covers of earlier hits.

Vaulting from 32-6, Foxy Brown featuring Jay-Z'’s “I’ll Be” (Violator/Def
Jam/Mercury) sees a 7% improvement in audience impressions, bringing
total listeners this period to more than 11 million. The track moves 38-33
on Hot R&B Airplay, with 62 stations spinning the record. The song sam-
ples Rene & Angela’s “I'll Be Good,” which peaked at No. 4 in August
1985.

With a unit increase of more than 1,000% at the R&B core panel, Da
Brat featuring T-Boz’s “Ghetto Love” (So So Def/Columbia) easily sails 57-
6 on Hot R&B Singles Sales, while moving 47-11 on Hot R&B Singles. The
tune covers the 1983 DeBarge classic “All This Love,” which peaked at
No. 5 in April of the same year.

Finally, Warren G’s “I Shot The Sheriff” (G Funk/Def Jam/Mercury)
catapults 61-21 on Hot R&B Singles, while earning Greatest Gainer/Sales
and Airplay. On Hot R&B Airplay, the track debuts at No. 69, thanks to
nine new stations that came on board, bringing total stations supporting
the song to 57. The song’s audience is already at the 5-million-listeners
mark since it was shipped to radio March 3. “Preparation for the record
began back in January, when we began working ‘What We Go Through’
featuring Warren G, Bad Ass (of Tha Dogg Pound), Malik, and Perfect
to mix shows, elubs, and the street,” says Kevin Lyles, Def Jam’s GM/VP
of promotion. The song is also on the B-side of the single. “I Shot The Sher-
iff” borrows from the 1973 Bob Marley classic of the same name.

HERE’S BILL: After months of controversy, “Bill” (Miss Butch/Mardi
Gras) by soul/blues gal Peggy Scott-Adams finds its way onto Hot R&B
Singles at No. 57. While the song’s audience stands at 1.9 million, with air-
play on 46 stations, it has been on as many as 72 stations during the height
of the “Bill” craze. In the Feb. 7 issue of Billboard sister publication R&B
Airplay Monitor, the song garnered 215 detections and earned the Air-
power distinction at No. 20. Scott-Adams’ album “Help Yourself” spends
its eighth week at No. 1 on Top Blues Albums and ranks No. 19 on Top
R&B Albums.

ROAM TO THE TOP: Rome’s “I Belong To You (Every Time I See Your
Face)” (RCA) hops 34-25 on Hot R&B Singles, thanks to airplay at five
new stations. On Hot R&B Airplay, Rome moves 67-54 and has a 28%
improvement in audience impressions, which translates into more than 1.6
million listeners. At core stores, a 51% unit increase pushes the track 26-
18 on Hot R&B Singles Sales.

HE’S GOT SOUL: Cypress Hill producer/DJ Muggs’ “Muggs Presents
... The Soul Assassins” (Columbia) is the artist’s first crack at a various-
artists compilation. He produced, composed, and arranged the album. In
its first week at retail, it rang in more than 49,000 units, according to
SoundScan—good enough for a No. 20 ranking on The Billboard 200. On
Top R&B Albums, heavy consumer demand at core stores gave the set a
No. 6 entry on Top R&B Albums, earning it the Hot Shot Debut.

HOT R&B
SINGLES

BUBBLING UNDER.

R&B

BRAND NEW HEAVIES

(Continued from page 22)

gressed as songwriters and as musi-
cians,” says Delicious Vinyl founder/
president Michael Ross, who signed
the Heavies in 1991. “This album
reflects that maturity.”

“It’s been a big production, this
album,” says Levy, “because we had
about 40 songs to choose from. The
experience [recording] with Siedah
was really great, and the songwriting
process was exciting because it all hap-
pened a lot quicker: She wrote a fair bit
of lyries for this album, and at produc-
tion time she was just spitting out
those lyrics like a wildcat. We learned
tons from her. The input also eame
from different members in the band,
and together we made an album that
has different flavors.”

Levy says that the band has also
been working on some backing tracks
for a follow-up to “Heavy Rhyme.”

“One person I would like to use [on
“Heavy Rhyme Experience: Volume
2”]is Lil’ Kim,” Levy says. “She’s a big
favorite of mine, and both she and Foxy
Brown are unbelievable artists who are
doing really well at the moment.”

Label executives say “Shelter” will
benefit from the act’s live perfor-
mances, something the Brand New
Heavies are known for.

Says Rodriguez: “When you look at
some of the artists that are successful
now, like Maxwell, D’Angelo, and
Erykah Badu, it is great what’s hap-
pening. Everyone’s looking to sign acts
that can perform live, which is what
the Heavies have been doing all along.
The timing couldn’t be better.”

The label is planning to send the act
on a U.S. promotional tour this sum-
mer. Later, the band will tour the UK.,
Europe, Japan, and Australia.

SOUL TRAIN AWARDS

(Continued from page 22)

ents, because you are the future gen-
eration. The moms know best,” he
advised.

The Isley Brothers, En Vogue, Mint
Condition, Maxwell, Mary J. Blige,
Keith Sweat, and BLACKstreet all per-
formed during the show, which was
broadeast live in some markets and is
being syndicated by Tribune Enter-
tainment.

The complete list of 1997 Soul Train
Music Awards winners is as follows:

Best R&B/soul single, female: Toni
Braxton, “You're Makin’ Me High”/

When the show bits the road,

the music industry turns to
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B —| 4| B (M%E) LONELYTOO 21| 22 | 18| 5515 THE MADHOUSE CREW (STREET PRIDEALEXATCHEAN) Best R&B/soul or rap new artist:
BACK OF THE CLUB PART 2(T ANTOVER TLLITSOVER! | | 92 | 13 | 10 | MR. BIG STUFF Maxwell. Company
9 | 18| 13 | 57R CLIQUE (ALL NET) GRANDMASTER MELE-MEL & SCORPIO (STRS GAMEMBM) Best R&B/soul or rap music video Aahlees
101216 50"&5’5&5?8%é%;%fé’?ﬁ‘a?ﬂ) B4 '525(4: KTBI? ‘BAI{ZKJST" (CLR) (the Michael Jackson Vlg%%Azard) : City, State, Zip
YOU AIN'T RIGHT 24|25 | 4 | THE BOSS Bor:ie "I"hugs—N-Harmony, AOI0SS- Please note: Orders are payable in U.S. funds drawn on a U.S. bank only. All sales are final.
1 17] 2 | onva uTowniaLAco UL TS ro%:ét jazz album: Herbie Hancock Mail coupon to: Billboard Directories, P.O. Box 2016, Lakewood, NJ 08701.
MACK DADDY 4 ’ i - - o
12|—| 9| LN 2 e 25| — | 18| (iS00 AND THE CITY BOYZ (KRUNCH/RIP-IT) “The New Standard.” For fastest service call 1-800-344-7119.
Best gospel album: Kirk Franklin In NJ call (908) 363-4156.
1317132 EIAER(\:/lEN%iYcEL(QngSE/WARNER BROS.) Bubbling Under lists the top 25 singles under No. 100 g " P! - : e BDTD1106
? | which have not yet charted. & the Family, “Whatcha Lookin’ 4.
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COMPILED FROM A NATIONAL SAMPLE OF RETAIL
STORE SALES REPORTS COLLECTED, COMPILED,

TOP R&B ALBU

AND PROVIDED BY SoundScan®
MARCH 22, 1997
27 | DO OR DIE @ RAP-A-LOT/NOO TRYBE 42058VIRGIN (10.98/15.98) PICTURE THIS 3
" g, g 56 | 50 | 19 | AZ YET LAFACE 2603WARISTA (10.98/15 98) AZYET | 18
ol |55 To| g% aRrmiST TITLE | %5 49 | 53 | 40 | 24 | SOUNDTRACK A EASTWEST 61951+/EEG (11.98/17.98) SETITOFF | 3
E2|3% | J2 | 5| LasEL & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) &e 50 | 45 | 22 19 | GHOSTFACE KILLAH @ RAZOR SHARP/EPIC STREET 67729%/EPIC (10.98 E0/16.98) IRONMAN 1
* % xNO. 14 x * 51 | 55 | 50 | 23 | KENNY G A®ARISTA 18935 (10.98/16.98) THE MOMENT | 9
1 1 1 4 | ERYKAH BADU KEDAR 53027*/UNIVERSAL (10.98/15.98) 4 weeks at No. 1 BADUIZM 1 52 | 52 | 47 | 16 | MOBB DEEP Loub 66992*/RCA (10.98/16.98) HELL ON EARTH 1
2 | 2 | 2 | 3 | TRU NOUMIS0S60"/PRIORITY (12.98/18.98] TRU2DAGAME | 2 53 | 54 | 46 | 41 | ANN NESBY PERSPECTIVE 549022/A&M (10.98/14.98) ER) M HERE FORYOU | 27 |
(3D 4 | 7 | 27 | BLACKSTREET A INTERSCOPE 90071" (1098/16.98) _ANOTHER LEVEL | 1 54 | 46 | 51 | 12 | SWEETBACK EPc 67492 (10.98 EQ/16.98) SWEETBACK | 46
@ 5 — 2 SOUNDTRACK JIVE 41604* (11.98/16.98) BOOTY CALL 4 55 | 57 | 59 6 RAHSAAN PATTERSON MCA 11559 (9.98/12.98) RAHSAAN PATTERSON | 55
5 3 4 19 gnEf\\TTﬁ?\évaglooAag*/INTERSCOPE (10581698 THE DON KILLUMINATI: THE 7 DAY THEORY 1 __ :‘le 49 119 :;F?\NZO HUNTER DEF SQUAD 52827/EMI {10.98/15.98) _ BLACKA CD;; BT::\; gz;
HAM REEL LIFE 850/GOTHOM (10.98/15.98) BRUCE WAYNE GOTHOM CITY
@ NEW D , VARIOUS ARTISTS* & X HOLUEGE?JESSQESB[:;:O:L :ss;\ssms Raraert : H—T_ﬁ_{ Ki] AKINYELE z00 31142*/NOLCANO (6.98/9.98) PUT IT IN YOUR MOUTH (EP) 18
COLUMBIA 66820* (10.98 EQ/16.98) 59 59 56 15 | B-LEGIT sicK wiD' IT 41593/JIVE (10.98/15.98) THE HEMP MUSEUM 15
1 6 5 16 | DRU HILL @ ISLAND 524306 (10.98/16.98) DRU HILL 5 60 | 98 60 19 | E-40 @ SICK WID' IT 41591/JIVE (11.98/16.98) THA HALL OF GAME 2
8 | 7 | 3| 4 | JARIOUS ARTISTS o  FUNKMASTER FLEX THE MIX TAPE VOLUME Il 60 MINUTES OF FUNK | 2 61 | 49 | 52 | 19 | DA BRAT @ 5050 DEF 67813+/COLUMBIA (10.98 EQ/16.98) ANUTHATANTRUM | 5
9 8 5 28 | AALIYAH A BLACKGROUND 92715/AG (10.98/16.98) ONE IN A MILLION 2 gé 31 zg 2PAC A INTERSCOPE 50609/PRIORITY {10.98/16.98) ME AGAINST THE WORLD | 115
JOHNNIE TAYLOR MALACO 7480 (9.98/15.98) GOOD LOVE!
* % * GR * K Kk
15 | 23 8 | SOUNDTRACK suzz ToNE 5oeg'm:o,;LEtlsols/S£)|NER B A RERSE 1 64 | 50 | 53 | 23 | TINA TURNER VIRGIN 41920 (10.98/16.98) WILDEST DREAMS | 26
81 | 69 | 40 | DONELL JONES LAFACE 26025+/ARISTA (10.98/15.98) MY HEART | 30 |
—1-1—4 g o BRI OB RAG TR UAsce 2E020AR TA(T0:28/16:98) SERHD J 72 71 16 | SHAQUILLE O'NEAL 7.W.1SM/TRAUMA 90087*/INTERSCOPE (10.98/16.98) YOU CAN'T STOP THE REIGN 21
K s L) 1 AL O Ve S Ry O GRDICORE, d 76 76 36 | DJ KOOL CLR/AMERICAN 43105/WARNER BROS, (10.98/15.98) LET ME CLEAR MY THROAT —21—
13 12 14 16 | FOXY BROWN A VIOLATOR/DEF JAM 533684*/MERCURY (10 98 EQ/16 98} ILL NA NA Z 1 7 ; FREAK NASTY CONTROVERSEE. THAT'S LIFE_ AND THAT'S THE WAY T 1S | 63
16 | 17 | 22 | GINUWINE @ 550 MUSIC 67685/EPIC (10.98 EQ/16.98) I} GINUWINE.. THE BACHELOR | 14 HARD HOOD/POWER 2111/TRIAD (10.98/15.98) [f§
18 | 11| 11| 6 | VARIOUSARTISTS = @ MASTER P PRESENTS .WEST COAST BADBOYVZIl | 2 B9 | 67 | 66 | 17 | CHAKA KN o noros (10.0wi60g EPIPHANY: THE BEST OF CHAKA KHAN VOLUME ONE | 22
21 | 18 | 20 | WESTSIDE CONNECTION A LENCH MOB 50583+/PRIORITY (10.98/16.98) BOW DOWN 1 70 | 62 | 58 | 18 | MO THUGS A MO THUGS 1561*/RELATIVITY (10.98/16.98) FAMILY SCRIPTURES | 2
23 | 26 | 49 | MAXWELL @ COLUMBIA 66434 (10.98 EQ/16.98) MAXWELL'S URBAN HANG SUITE | 8 | 71 | 64 | 67 | 29 | OUTKAST A LAFACE 26029*/ARISTA (10.98/16.98) ATLIENS | 1
18 10 8 4 | SOUNDTRACK JIVE 41590 (11 98/16.98) DANGEROUS GROUND 3 12 63 84 56 | FUGEES A° RUFFHOUSE 57147*/COLUMBIA (10.98 EQ/16.98) THE SCORE 1
19 | 14 | 13 | 9 | PEGGY SCOTT-ADAMS wiss BUTCH 4003/MARDI GRAS (10.98/16.98) [E HELP YOURSELF | 9 73 | 68 | 65 | 18 | LL COOL J @ DEF JaM 534125/MERCURY (11,98 EQ/17.98) ALLWORLD | 21
22 | 25 | 18 | TELA SUAVE HOUSE IS53/RELATIVITY (10.98/15 98) PIECE OF MIND | 17 74 | 75 | 83 | 41 | MASTER P @ NOLIMIT 53978"/PRIORITY (10.98/16.98) ICE CREAM MAN | 3
2 19 | 22 19 | BABYFACE A EPIC 67293 (10.98 EQ/16.98) THE DAY 4 %5 | 69 | 81 67 | SOUNDTRACK A’ ARISTA 18796 (10.98/16.98) WAITING TO EXHALE 1
22 | 18 | 16 | 17 | SOUNDTRACK A’ WARNER SUNSET/ATLANTIC 82961/AG (11.98/17.98) SPACE JAM | 5 82 | 70 | 37 | NAS A’COLUMBIAG67015" (10.98 EQ/16.98) IT WAS WRITTEN | |
23 17 12 6 SOUNDTRACK DEATH ROW 90114*/INTERSCOPE (10.98/16.98) GRIDLOCK'D 1 n 79 73 82 | AL GREEN THE RIGHT STUFF 30800/CAPITOL (10.98/16.98) GREATEST HITS 34
24 | 2% 29 | 22 | 702 8iv 10 530738*/MOTOWN (8.98/16.98} NO DOUBT | 24 18 80 78 86 | BONE THUGS-N-HARMONY A‘ RUTHLESS 5539"/RELATIVITY (10.98/15.98)  E. 1999 ETERNAL 1
25 | 27 | 24 | 16 | TONY TONI TONE @ MERCURY 534250 (10.98 EQ/16.98) HOUSE OF MUSIC | 10 79 | 70 | 61 | 24 | THE ROOTS DGC 24972+/GEFFEN (10.98/16.98) ILLADELPH HALFLIFE | 4
26 | 20 | 19 | 37 | KEITH SWEAT A° ELeKTRA 61707+/EEG (1098/16.98) KEITH SWEAT | 1 85 | — | 2 | VARIOUS ARTISTS Trump 9956 (10.98/16.98) OLD SCHOOL FUNK | 80
21 | 20 | 10 | 5 | CAMP LO PROFILE 1470* (10.98/15.98) UPTOWN SATURDAY NIGHT | 5 81 | 65 | 63 | 15 | KEITH MURRAY JIVE 41595" (10 98/16.98) ENIGMA [ 6
28 | 25 20 15 | SOUNDTRACK A’ ARiSTA 18951 (10.98/16.98) THE PREACHER'S WIFE 1 82 77 74 17 | ERIC BENET WARNER EROS. 46270 (10.98/15.98) TRUE TO MYSELF | 63
29 28 21 13 REDMAN @ DEF JAM 533470%MERCURY (10.98 £0/16.98) MUDDY WATERS 1 | NEW b 1 SCARFACE RAP-A-LOT/NOO TRYBE 42799*/VIRGIN (10.98/16.98) THE UNTOUCHABLE 83
30 32 35 [ 2-8 112 @ BAD BOY 73009/ARISTA (10.98/15.98) 112 5 84 | 71 o4 41 LOST BOYZ @ UNIVERSAL 53010* {10.98/15.98) LEGAL DRUG MONEY | 1_
31 | 30 | 28 | 26 | NEW EDITION A MCA 114807 (10.98/16.98) HOME AGAIN | 1 89 | 84 | 96 | 31 | UGK JIVE 41585 (10.98/15.98) RIDIN'DIRTY | 2
32 | 31 | 31 | 43 | THEISLEY BROTHERS A T-NECK 524214/1SLAND (10.98/16.98) MISSION TO PLEASE 2 8 | 88 | — | 35 | JAY-Z @ FREEZE/ROC-A-FELLA 50592*/PRIORITY (10.98/15.98) REASONABLE DOUBT 3
13 29 30 46 é((!g)lé CF{%#\RII\JC }(7%12‘7?9’,“92/1215 FAMILY ® WHATCHA LOOKIN' 4 3 87 86 86 24 | THE DAYTON FAMILY RELATIVITY 1544 (10.98/15 98) FBIL | 7 |
88 | 74 | 75 | 69 | R.KELLY A®JIVE41579" (10.98/16.98) R. KELLY 1
38 37 24 | MINT CONDITION PERSPECTIVE 549028/A&M (10.98/14.98) DEFINITION OF A BAND 13 - % | _ : VARIOUS ARTISTS OTORIOUS PIMPS PLAYAS & HUSTLRS | 18
35 | 34 | 34 | 18 | SNOOP DOGGY DOGG A’ DEATH ROW 90038*/INTERSCOPE (10.98/16.98)  THA DOGGFATHER 1 i LOC-N-LOAD 6666 (9.98/16.98)
36 | 36 | 32 | 4 | FRANKIE CUTLASS ViOLATOR 1548+/RELATIVITY {10.98/15.98) POLITICS & BULLSH*T | 32 90 | 90 | 80 | 20 | ORIGINOO GUNN CLAPPAZ DUCK DOWN 50577+/PRIORITY (10.98/16.98) DASTORM | 10
37 | 35 | 33 | 23 | LUTHER VANDROSS A Lv 67553/EPIC (10.98 EQ/16.98) YOUR SECRET LOVE | 2 NEW) | | RC#,:?OT;ZSSEM/(\?YQIEIIT;) THE VERY BEST OF CURTIS MAYFIELD | 91
38 | 39 38 57 | 2PAC A’ DEATH ROW/INTERSCOPE 524204+/ISLAND (19.98/24.98) ALL EYEZ ON ME 1 90 1 92 | 79 | MONICA & ROWDY 370067ARSTA (10 98/15.98) e T 7
39 | 37 | 36 | 22 | JOHNNY GILL @ MOTOWN 530646 (10.98/16.98) LET'S GET THE MOOD RIGHT 7 VARIQUS ARTISTS —]
42 | 48 | 39 | KENNY LATTIMORE coLumsia 67125 (10 98 /16 98) KENNY LATTIMORE | 31 93 | 87 | 72 | 15 | AFTeRMATH 90044/NTERSCOPE (10 98/16.98) DRABREERESENIS. . THEARIERMATH || 3
* % * PACESETTER * * ® 94 | 78 | & 16 ;k?SL'J-:S-Sr/‘ID-EBF?ATAES;SZ!Q'/MERCURY(IOTégElé](liéséB}-RUEs 1015y R S LG Al S OOEIES
48 | 45 | 27 | MONTELL JORDAN DEF JaM 533191+/MERCURY (10.98 EQ/16.98) MORE... | 17 95 | 95 | — | 5 | GHETTO MAFIA DOWn SOUTH 70514/CRYSTAL CLEAR (9.98/15.98)  STRAIGHT FROM THE DEC | 62
42 | 3 | 2 5 | C-BO ONTHERUN 7201/AWOL (10.98/14.98) ONELIFE2 LIVE | 12 96 | 92 [ 93 | 79 | D’ANGELO A EMI 32629 (10.98/15.98) BROWN SUGAR 4
43 | 40 43 16 | 4 A?NPG54982/EMI (22.98/34.98) EMANCIPATION 6 RE-ENTRY 51 EIGHTBALL & MJG @ SUAVE HOUSE 1521*RELATIVITY (10.98/16.98)  ON TOP OF THE WORLD | 2
4 | 43 39 15 | VARIOUS ARTISTS DEATH ROW/INTERSCOPE 50677*/PRIORITY (19.98/23.98) DEATH ROW GREATEST HITS 15 98 | 83 | 8 | 46 | SWV A RCA66487*(10.98/16.98) NEW BEGINNING 11 B
45 | 41 | 44 | 18 | RICHIE RICH OAKLAND HILLS 41510/DEF JAM 533471 */MERCURY (10.98 EQ/16.98) SEASONED VETERAN | 11 99 | 93 [ 85 | 22 | BOUNTY KILLER BLUNT/VP 1461*/TVT (10.98/16.98) MY XPERIENCE ] 27
46 | 44 | 55 | 23 | CURTIS MAYFIELD WARNER BROS. 46348 (10.98/16.98) NEW WORLD ORDER | 24 100 | 83 | — | 45 | THE TONY RICH PROJECT A LAFACE 26022/ARISTA (10.98/15.98) WORDS | 18

(O Albums with the greatest sales gains this week. ®Recording Industry Assn. Of America (RIAA) certification for shipment of 500,000 album units (250,000 for EPs). A RiAA certification for shipment of 1 million units (500,000 for EPs), with multiptatinum titles indicated by a numerai fol-
towing the symbol. For boxed sets, and double albums with a running time that exceeds two hours, the RIAA multiplies shipments by the number of discs and/or tapes. *Asterisk indicates LP is available. Most tape prices, and CD prices for BMG and WEA labels, are suggested lists. Tape prices
marked EQ, and all other CD prices, are equivalent prices, which are projected from wholesale prices. Greatest Gainer shows chart's largest unit increase. Pacesetter indicates biggest percentage growth. Heatseeker Impact shows albums removed from Heatseekers this week. indicates past

or present Heatseeker title. ©1997, Billboard/BPt Communications, and SoundScan, Inc.

MICHAEL

LELNGTO

NuGROOVE Records, a division of Major Broadcasting Mus
101 W. Grand Ave. Ste.600 Chicago IL 60610 312.755.1300. fa
Contact “ALL THAT JAZZ" (310)395-6995 m
Distribution by MS Distributing 1.800.688.3383.

ic Group,
%x.312.755.1451.

-
£

TAKING RADIO BY STORM

FROM THE DEBUT ALBUM

“MICHAEL LINGTON"
NUG 3002

THE CD SINGLE
“TELL IT LIKE IT IS”

FEATURING BOBBY CALDWELL
NUG 3012
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R&B SINGLES A-Z

Billboard

MARCH 22, 1997

m m
TITLE (Publisher — Licensing Org.) Sheet Music Dist.
90 AIN'T NOBODY (FROM BEAVIS AND BUTT-HEAD DO
AMERICA) (Full Keel, ASCAP) WBM ‘
77 AL m;m YOUR FACE (EMI April, ASCAP/So So Def, ™
ASCAP/Air Control, ASCAP) )
Compiled from a national sample of airplay supplied by Broadcast Data Systems Radio Track service. 95 R&B stations 76  ATLIENS/WHEELZ OF STEEL (Chrysatis, ASCAP/Gnat Booty, Compiled from a natiopal sub-sample of POS (point of sale} equipped key R&B retail stores which report number
are electronically monitored 24 hours a day, 7 days a week. Songs ranked by gross impressions, computed by cross- ASCAP) WBM of units sold to SoundScan, Inc. This data is used in the Hot R&B Singles chart.
referencing exact times of airplay with Arbitron listener data. This data is used in the Hot R&B Singles chart. 91  BABY BUBBA (Intersect. BM/Talk How You Feel, BMD) SoundScan®
7 BIG DADDY (Dofat, BMI/Warmer-Tamerlane, BMi/Soul On I I l l I ]
Soul, ASCAP/EMI Apnil, ASCAP/Rietman, ASCAP) HL/WBM
=|x|z =%z 57 BILL (Miss Butch, BM|/Warren Hildebrand, BMI) x|x|z ===z
¢l¥ig Yl¥lg 1 CAN'T NOBODY HOLD ME DOWN (lustin Combs, ASCAP/EMI o i gl
1212 vime 12 E ! 1T Aprit, ASCAP/Amani, ASCAP/July Six, ASCAP/NASHMACK. S e S
2le |t 28 |8 ASCAP/M. Betha, ASCAP/Buchu, ASCAP/No Ears, ASCAPY HL | | £ | 2 | & | TITLE 2% 4| TITE
= | S | 2 | ARTIST (LABEL/PROMOTION LABEL) £ | 3| 2 | ARTIST (LABEL/PROMOTION LABEL) % COLD /RL%CK A P'Agg]y (Brooklyn Based, ASCAP/BMG, £ | 5| 2 | ARTIST (LABEL/PROMOTION LABEL) £ | 3| | ARTIST (LABEL/PROMOTION LABEL)
ASCAP/Bemard's Other, BMI/Sony/ATV Songs, BMI/Tommy B
*xk NO.1 & % Binfusn AR A ML Jyrm, BMAarmer-Tamertane, BMVEMI Apri, ASCAP/Justin *x & NO.1 * % 38 (34| 16 | WHAT THEY DO reny
1 1|14 [ A 49| 3 | FORYOU G5 COME SEE ME (ime 4 s, BMIBute i, BMusn 1 1| 9 | T OO O M DOWN x| 39 (44 5 | T.ON.Y. (TOP OF NEW YORK)
0. KENNY LATTIMORE (COLUMBIA) Combs, ASCAP/EMI Apnl, ASCAP/LB Sam, ASCAP) HL FUFF DADC . MASE) (BAD BOY) Bwisat o ] CAPONE-N-NOREAGA (PENALTY/TOMMY BOY)
74 COULD YOU LEARN TO LOVE (Sony/ATV LLC, BMVEcat, BMI) ;
2|2 |13| oN&oON 40| 32|33 | NODIGGITY 13 CUPID (Am, ASCAP/EM Apri, ASCAP/Beanc Tribe, (D[ 41| 6 | [LLEBE 40| 40 | 25 | NOBODY
ERY EDAR/UNI DR, , b ane Tribe, g
Fo:Avl:::JADU (::- UNIVERSAL} BLACKSTREET (FEAT. DR. DRE) (INTERSCOPE) ASCAP;CYSHIS, ASCAP/Kevin Wales, ASCAP/Justin Gombs, FOXY BROWN FEAT. JAY-Z (VIOLATOR/DEF JAM) KEfTH SWEAT FEAT. ATHENA CAGE (ELEKTRAEEG)
| WILL HEAD OVER HEELS ASCAP) HL IN MY BED WATCH ME DO MY THING
3 | 3 | 14| {ONICA (ROWDYMARNER SUNSETIATLANTIC) 83| 5 | ALLURE FEAT. NASTRACKMASTERSCRAVEEPC) | 1 THE CYPHER: PART 3 (Cutiss, BMI/lumping Bean, 8 12| 12) oRUHIL tisano A1 132 | 7| WATURE FEAT SHOOTH ADED FROM GOOD LRSER LOUD)
(@) 6 | 15| DOMTLEAVEME 4240 9 | JUSTATOUCH 16 DK Db s ey L oA R ASCEPTWEN |y 5 | g | GET T TOGETHER 42|36 | 20 | DON'T LET GO (LOVE)
SWEAT (ELEKTRAVEEG) 44 DOG'S GET T0 GO TO HEAVEN? (Syblesons, BMUSteacy 702 (BIV 10/MOTOWN) EN VOGUE (EASTWEST/EEG)
ONE IN A MILLION THE THEME (IT'S PARTY TIME) Mobbin', BMIEM Blackwood, BMI) HL BIG DADDY HIP-HOPERA
514119 AALIYAH (BLACKGROUND/ATLANTIC) 46 TRACEY LEE (BYSTORM/UNIVERSAL) 18 DONTLETGO (LOVEV)SE-,FROM SET IT OFF) (Organized 5 4] 4| deawp (UPTOWN/UNIVERSAL} 431371 4 BOUNTY KILLER FEAT. THE FUGEES (BLUNTAP/TVT)
Noize, BMI/Hitco, BMY/Sailandra, ASCAP/Rondor, ASCAP/One
GET IT TOGETHER STOP BY G g ; ¢ GHETTO LOVE JUST THE WAY YOU LIKE IT
6 9 8 702 (BIV 10/MOTOWN) “i65(6 RAHSAAN PATTERSON {MCA} gg&]g}tgvg&e ASCAP/WB, ASCAP/Beit Star, ASCAP/Aimo, @ 3|5 DA BRAT FEAT. T-BOZ (SO SO DEF/COLUMBIA) 4|3 TASHA HOLIDAY (MCA}
CAN WE 4 PAGE LETTER 85 DO THE DAMN THING (Lil' Joe Wein, BMI) FOR YOU 1 WILL BILL
@ 8|4 SWV (JIVE) 66| 2 AALIYAH (BLACKGROUND/ATLANTIC) 89 Eené);}g;«vs ((T(:re%torsAvgaC);i ;\/STCéP) ASCAPEM @ 513 MONICA (ROWDY/WARNER SUNSET/ATLANTIC) —! PEGGY SCOTT-ADAMS (MISS BUTCHMARDI GRAS)
7 ies, -Smoov, /EMI
8l[[1z [aef CANTENOBODYHOEDIMEIDOWN | 46 | 35 | 25 | NO TIME Biackwood, BMJance Combs, BMI/Ciyn Baby, BM) 6 | 6 | WHAT'S ON TONIGHT 46|38 12 | GET UP
PUFF DADDY (FEAT. BAD BOY/ARISTA) LI’ KIM FEAT PUFF DADDY (UNDEAS/BIG BEAT} 10 EVERY TIME | CLOSE MY EYES (Sony/ATV LLC, BMU/Ecaf, MONTELL JORDAN {DEF JAM/MERCURY) LOST BOYZ (UNIVERSAL)
HYPNOTIZE COLD ROCK A PARTY BMD HL EVERY TIME | CLOSE MY EYES NOTHIN' BUT THE CAVI HIT
@ 12| 4 | THiE NOTORIGUS B.1.G. (BAD BOV/ARISTA) 47| 37| 20| C LYTE (EASTWEST/EEG) 98  FLY LIKE AN EAGLE (FROM SPACE JAM) (Sailor, ASCAP) HL 9| 7| 8| Basvrack ric) 4718 15| wxio wogeg mme&zzmmm
N EVERY TIME | CLOSE MY EYES YOU'RE MAKIN' ME HIGH S e L eI s, REQUEST LINE IT'S YOUR BODY
; ' P/WB WBM D
10| 10| 14 | gagyrace epic) 48 | 44 | 84| 1oN) BRAXTON (LAFACE/ARISTA) o4 ?ﬁﬁ 6\2’ siw%&%m n Motion, BMD) 12| 2 | ZHANE GLLTOWNIMOTOWN) 4835 | 16 | 5Ny GiLL FEAT. ROGER TROUTMAN (MOTOWN)
WHAT KIND OF MAN WOULD | BE RETURN OF THE MACK 48 GANGSTAS MAKE THE WORLD GO ROUND (Gangsta Booge, ON & ON WORLD (RAPTURE'S DELIGHT)
11| 11| 31| KT CONDITION (PERSPECTIVE/ARM) 39| 6 | VARK MORRISON (ATLANTIC) g&gﬂgr ASCT‘;P/E?L': ’;‘ﬂb/ﬁga%ase Pipe, 1} 8 | 9 | ERYKAH BADU (KEDAR/UNIVERSAL) — | ! | KRSONE (VD)
mer-Tameriane,
DON'T LET GO (LOVE) LET IT GO 3 GET IT TOGETHER (Check Man, ASCAP/Ness, Nitty & | SHOT THE SHERIFF _— YOU BRING THE SUNSHINE
12| 9| 24| EN'vosue (EASTWEST/EEG) 96 | 4 | Ray J EASTWEST/EE®) Capone, ASCAPWamer Chappell, ASCAP) WBM = 641 2 | WarRen G (G FUNK/DEF JAM/MERCURY) 1| GINA THOMPSON (MERCURY)
46 GET UP (LB Fam, ASCAP/Clark's True Funk, BMI/Mr.Sex,
13) 14| 7 | REQUEST LINE — | 1 | LOVEIS ALL WE NEED ASCAP/Scarab, BMVEnsigy, BMI) HL 14| 4 | CUPID 51|47 | 28 | STEELO
ZHANE (ILLTOWN/MOTOWN) MARY J. BLIGE {(MCA) 11 GHETTO LOVE (Zomba, ASCAP/BDP, ASCAP/iobete, 112 (BAD BOY/ARISTA) 702 (BIV 106/MOTOWN}
18) 15 | 10 | BIG DADDY 52 | 51| 27 | KNOCKS ME OFF MY FEET ASCAP/Bring The Noize, BMI/So So Def American, BMI) WBM 16| 5 | I'M NOT FEELING YOU 52| 46 | 15 | 1 CAN MAKE IT BETTER
HEAVY D (UPTOWN/UNIVERSAL) DONELL JONES (LAFACE/ARISTA) 22 HARD TO SAY I'M SORRY (Doubie Vision, ASCAP/Foster YVETTE MICHELE {LOUD/RCA} LUTHER VANDROSS (LV/EPIC)
y Frees, BMI/Ecaf, BMI) HL X
15/ 16| 9 | SOMEBODY'S SOMEBODY 53| 47| 7 | WHATEVA maN 17 HEAD OVER HEELS (Sony/ATV Songs, BMI/Rye, BMIAI Wil, 18| 6 | THE THEME (T'S PARTY TIME) 53| 49 | ¢ | TAKE YOUR TIME
£ (NPG/EM]) REDMAN (DEF JAM/MERCURY) RSP omt ASCAP S U Well ASCAP iy Jams TRACEY LEE (BYSTORM/UNIVERSALY TRE (MO THUGS/RELATIVITY)
16| 17| 10 | "M_NOT FEELING YOU 67 | 2 | )BELONGTO YOU (EVERY TIME I SEE YOUR FACE) LLC., ASCAP/12 & Under, BMI/Jumping Bean, BMI) 1615|211 DA’ 54|52 | 3 | GANGSTAS MAKE THE WORLD GO ROUND
YVETTE MICHELE (LOUD/RCA) ROME (RCA} 54  HIP-HOPERA (Killa Dogg, BMI/Ob Verse Creations, FREAK NASTY (HARD HOOD/POWER/TRIAD) WESTSIDE CONNECTION (LENCH MOB/PRIORITY)
. BMI/Sony/Tete San Ko, ASCAP)
17 | 13| 12 | HAIL MARY 62| 3 | HARD TO SAY I'M SORRY 79 HOW COULD YOU (FROM BULLETPROOF) (Sony/ATV LLC, 17| 9 |15 LBELIEVE | CAN FLY 55|48 | 2 | MAKE UP YOUR MIND
MAKAVELI (DEATH ROW/INTERSCOPE) @ AZ YET FEAT. PETER CETERA (LAFACE/ARISTA) BM%ab Yurn, BMBrowitown Sour)ld BM|/Plaything, R. KELLY {(WARNER SUNSET/ATLANTIC/JIVE) ASSORTEDPHLAVORS FEAT. BIG DADDY KANE (HALL CF FAVE)
CRUSH ON YOU WEEKEND THANG BMI/Too True, BMI/La Coupole, BMI) HL IBELONG m voumvmvnmmszzvoun FACE) RUNNIN'
22| 9 | GRUSHON YO noersecaamaname | | 36481 6 | M rondo HUNTER (DEF SQUAD/EMI 42 | ALWAYS FEEL LIKE (SOMEBODY'S WATCHING ME) 26| 3 | Rome (R 56 | 51 | 14 | %52 nommauseic, Roo, DRwHnAL&STRETH HERGELY
WHAT'S ON TONIGHT NEVER GONNA LET YOU GO oL e oD LET ME CLEAR MY THROAT WHAT KIND OF MAN WOULD | BE
a7 MONTELL JORDAN (DEF JAM/MERCURY) 57153 |17 BLACKSTREET (IN_TERSCOPE) 1 lgaf/lklf(veﬁyl gm‘)u.g,aFRUM SRACEJAM) (Zomba, 19]13]18 DJ KOOL (CLR/AMERICAN/WARNER BROS.) 57|33 |29 MINT CONDITION (PERSPECTIVE/AZM)
LET'S GET DOWN | DON'T WANT TO 31 1BELIEVE IN YOU AND ME/SO!VIEBODV BIGGER THAN YOU HARD TO SAY I'M SORRY YOU DONT HAVE TO. . AMSTILLIN LOVE. ..
20| 18| 20 | Tony TONI TONE (MERCURY) 5852 5 | ToNI BRAXTON (LAFACE/ARISTA) AND | (FROM THE PREACHER'S WIFE) (Charles 20| 1715 1 G ver rear. pever cevera waracemmsTay | | 98 [ 50 | 20| New FDITION (mca)
TELL ME DO U WANNA JUST THE WAY YOU LIKE IT iy g WA e BMVJO"ama” Thee. HEAD OVER HEELS TRUE DAT
BMI/Linzer, BMI/Bullseye, ASCAP) H
2015 | SRUWINE (850 MUSICERC) 611 115" | 7AchA HotiDAY tMEAT 290 | BE/LL(')"ﬁgm v&”(g’gm ngl G FACE) (Mike's 20| 11| 2 | 17U FEAT. NAS (TRACK MASTERSCRAVEEPIC) 62| 4 | (EverT (aTLANTIC)
Rap, BMI)
| BELIEVE 1 CAN FLY GANGSTAS MAKE THE WORLD GO ROUND - LET IT GO LAST NIGHT
22|19 | 22 | & KELLY (WARNER SUNSET/ATLANTICAIVE) 63 | 3 | WESTSIDE GONNECTION (LENCH MOBPRIORTY) 3| CAN MAKE IT BETTER (&M por ASCRPUnceRomes, | (2] 21| 3 | BV TR weseces B0 | 55 | 31| a7 Ver (aracE/RISTA)
ASCAP/MCA. ASCAP/Thriller Miller, ASCAP) HL
() 3t | 5 | CUPID 611551 8 SHO NUFF 66 IF YOU PLAY YOUR CARDS RIGHT (Perk's, BMI/Duchess, 23|10 17 | COLD ROCK A PARTY 69| 2 | FULL OF SMOKE
112 (BAD BOY/ARISTA) FEAT, EIGHTBALL & MIG (SUAVE HOUSERELATIVITY} BMI} MC LYTE (EASTWEST/EEG) CHRISTION (ROC»A-FELLNPRIOBIL_Y) .
6 I'LL BE (Slam U Well, ASCAP/Jelly's Jams L.L.C.. BM/Twelve P BY STEP Al
24 | 21 | 26 | UN-BREAK MY HEART 62 | 54 | 33 | STEELO And Under, BMI/Jumping Bean LL.C., BMVLil Lu Lu, BMYA L2 23} 2 [STER By ST G| 1 [[EHEICYRHERTRARTES
TONI BRAXTON (LAFACE/ARISTA) 702 (BIV 10/MOTOWN) Mode, ASCAP/Rene Moore, ASCAP/EMI Virgin, ASCAP) WHITNEY HOUSTON (ARISTA) FRANKIE CUTLASS (VIOLATOR/RELATIVITY)
2523 | 31 | NoBoDY 63 | 58| 11 | ALL THAT | GOT IS YOU 12 I'M NOT FEELING YOU (Funkmaster Fiex, ASCAP/Relana, (75) 25| 4 | RETURN OF THE MACK 63156 | 12| YOU DON'T HAVE TO LOVE ME
KESTH SWEAT FEAT. ATHENA CAGE (ELEKTRAEEG) GHOSTFACE KILLAH FEAT. MARY J. BLIGE (RAZORSHARP) ASCAP/Silly, BMI/Sequins At Noon, ASCAP/Borzoi, ASCAP) MARK MORRISON (ATLANTIC) MONIFAH (UPTOWN/UNIVERSAL)
39| 8 | YOU DON'T HAVE TO HURT NOMORE | |4 | 5| 7 | GHETTO LOVE ol G Sl T 26 | 22| 16 | LUCHINI AKA (THIS 15 1T) [ [ mHE uLTIMATE
MINT CONDITION (PERSPECTIVE/A&M) DA BRAT FEAT. T-BOZ (SO SO DEF/COLUMBIA) 73 IN YOUR WILDEST DR’EAMS (Colgems-EMI, ASCAP/Knighty- CAMP LO (PROFILE) ARTIFACTS (BIG BEAT/ATLANTIC)
97129 | 25 | ! LOVE ME SOME HIM g5 | 60| 10 | GET UP Knight. ASCAP/Mike Chapman, ASCAP) 27| 24 | 21| KNOCKS ME OFF MY FEET/YOU SHOULD KNOW 65| 61| 27 | BOW DOWN
TON! BRAXTON (LAFACE/ARISTA) LOST BOYZ (UNIVERSAL) 21 I SHOT THE SHERIF'; (Zomba, RSS((:;AP/HOUSE 0Of Fun, j DONELL JONES {LAFACE/ARISTA) WESTSIDE CONNECTION (LENCH MOB/PRIORITY)
MI/337 LLC, ASCAP,  ASCAP/PolyGram, ASCAP)
28 [ 25| 16 | SUMTHIN' SUMTHIN' 68 | 23 | LET ME CLEAR MY THROAT B IPOALL ABOUT O S ASCH e 28119 | 8 | WHATEVA MAN 66 | 58 | 20 | NEVER LEAVE ME ALONE
MAXWELL (COLUMBIA} DJ KOOL (CLR/AMERICAN/WARNER BROS.) ASCAP/SawIargira,(‘%SCAP/Reezmu, ASC)AP) WBM REDMAN (DEF JAM/MERCURY) INATE DOGG FEAT. SNOOP DOGGY DOGG (DEATH ROW)
PONY STRAIT PLAYIN' 61 IS YOUR BODY (Trusty Boots, ASCAP UN-BREAK MY HEART IT's ALL ABOUT U
29| 28| 30 | Givuwine (550 MUSIC/EPIC) 70| 3 | SHAQUILLE ONEAL T SM.TRAUMAINTERSOOPE) ig }OHN;J'Vl BOY 0 U IRE i BRA ST 29 | 20§ 22 | 70N, BRAXTON (LAFACE/ARISTA) 67|67 | 10| swv (rea
— UST THE WAY YOU i , BMI/Steven Jordan,
30130 | 29 | TEARS 68 | 65 | 4 | JAZZY BELLE BMUJoe's, ASCAP) lilcress Ll 30| 29| 4 | DOG'S GET T0 GO TO HEAVEN? 68 | 60 | 20 | COME SEE ME
THE ISLEY BROTHERS (T-NECK/ISLAND) | OUTKAST (LAFACE/ARISTA) 9% ﬂé‘& mNN A PLEASE U (Ciark's True Funk, BV /l(Jer\deal, RCHE RCH{QAAND HLLS 415100EF JAMIMEROURY) 112 (BAD BOY/ARISTA)
YOU DON'T HAVE TO WORRY | SHOT THE SHERIFF ongitude, BMVLindseyanne, BMi/The Music Force, THINGSLL NEVER CHANGERAPPER'S THAT'S RIGHT
31| 20| 13 | Ngw Epimion (MCR) 69 — | | | WaRREN G (G FUNK/DEF JAMMERCURY) gm:msmﬁgsr%'ﬁwao’;‘\meﬂca, BMIU/The Price Is Right, 3127 | 8 | £730 FeAT. BO-ROCK (SICK WID' ITISIVE) — | 5 | (TAZ FEAT, RAHEEM THE DREAM (SUCCESS)
ani,
I'M STILL IN LOVE WITH YOU LUCHINI AKA (THIS IS IT) 27 KNOCKS ME OFF MY FEET/YOU SHOULD KNOW (Black WEEKEND THANG o SPACE JAM
32| 26| 27 | new EDITION (MCA) 10|57 | 8 | Ganip LO (PROFILE) Bull, AS/EAP/Jobeﬁe, ASCAP/Mook Papa, ASCAP/Zomba, (3D 39| 2 | NFonzo HUNTER (DEF SQUAD/EMI) B QUADQITY DS (WARNER SUNSETEIG BEATATLANTIC) |
a ASCAP/Frank Nitty, ASCAP/Ness, Nitty & Capone,
L BE THE LORD IS REAL (TIME WILL REVEAL) . NO TIME — RUFF RIDE/RUFF RIDA
(3|38 6 IR‘f«mmFEAT.JAv.zmAmewmmm 71| 64| 6 | glacksTREET (INTEFg]COPE) — ﬁ%r‘?:&%ﬂﬂh Ascgmvﬁtf‘c’gf g;lla)ppell,ASCAP) WBM 33 311 23 | |} M FEAT.PUFF DADDY (UNDEASE BEATATLANTO) ay 2 | FRAZE (BEFORE DAWN/TOUCHWOOD)
undsa, ) m S
36| 18 | | CAN MAKE IT BETTER __| 4 | NOTHIN' BUT THE CAVI HIT 24 LETIT GO (FROM SET IT OFF) (Human Rhythm, 34 |33 | 7 | 1ALWAYS FEEL LIXE (SOMBODYS WATCHINGME) | | 77 | g5 | 3] | MISSING YOU
LUTHER VANDROSS (LV/EPIC) MACK 10& THA DOGG POUND (BUZZ TONEPRORITY) BMU/Daaalll, ASCAP/Fat Hat, ASCAP) TRU FEAT. ICE CREAM MAN (MASTER P) (NO UMM) BRANDY, TAMIA, G, KNIGHT & C. KHAN (EASTWEST)
- 29 LET ME CLEAR MY THROAT (Kool, ASCAP/CLR, ASCAP/WB, IEVE . . /SOMEBODY BIGGER B YOU WILL RISE
3513116 | BELIEVE IN YOU AND ME |1 THIS WEEKEND ASCAP) WEM 35( 2813 1 BEL! .. - 731541 6
| WHITNEY HOUSTON (ARISTA) ANN NESBY (PERSPECTIVE/AZM) 99 LOVE IS ON THE WAY (FROM THE FIRST WIVES CLUB) WHITNEY HOUSTON (ARISTA) SWEETBACK FEAT. AMEL LARRIEUX (EPIC)
12113 DA’ DIP —] 1 THINKING OF YOU (Pez, BMI/Dream Image IDG, BMI/Connotation, BMI/Wamer- 3613012 TEARS 14734 HOW DO U WANT IT/CALIFORNIA LOVE
FREAK NASTY (HARD HOOD/POWER/TRIAD) TONY TONI TONE (MERCURY) Tamerlane, BMi/Tina Bird, BMI) WBM THE ISLEY BROTHERS (T-NECK/ISLAND) 2PAC (FEAT. KC & JOI0) (DEATH ROW/NTERSCOPE)
= 37 LUCHINI AKA (THIS IS IT) (Protoons, ASCAP/Sheba Doll
GET ME HOME THE WORLD IS MINE / ' SAY IF... YOU FEEL ALRIGHT . IF YOU PLAY YOUR CARDS RIGHT
37| 33| 21 | GET ME HOW couroroer s | |75 73| 4 | «ck cose owe) ﬁ&?ﬁ?&"ﬁ%ﬁ ASCAP/Sony/AT Tunes LLC, 42| 5 | CavsTAl WATERS (MERCURY) (5 3 | LATANYA (BLUNTTVT)
i i ains. © Biliboard/BPI Col ications. 63 MAKE UP YOUR MIND {Songs Of PolyGram intl, ASCAP/Beat Records with the greatest sales gains. © 1997 Billboard/BPI Communications and ScundScan, Inc.
C) Records with the greatest airplay gains. © 1997 Biliboard/s mmunications Wise, ASCAP/Stone Jam, ASCAPWB, ASCAP/Chiysals (:) ords wi g g i
ASCAP/AIL, ASCAP)
““T H&B REB“HRENT AI“PI.AY L ASCAP/Crystal Waters, ASCAP/Famous, ASCAP/Steel Chest, 58 TRUE DAT (Divided, BMI/Noisey Street, BMI/Zomba, BMI)
82 NEVER MISS'THE WATER’(Bah ma Riythm ASCAP/EM! Blackwood, BMI/Irving, BMI) HL/WBM WBM
1 ONLY YOU 30| tapy ASCAP A Rgaerl B B ASCAPterson 95  SEEIN’ IS BELIEVING (Sway Jay, ASCAP) 75 THE ULTIMATE (Relic, BMUMcGuffin, BMI/Baby Paut,
2 | 4 | 122 FEAT. THE NOTOROUS B1G. (BAD BOVARSTA D'ANGELO (EM1) e e i R 97 THE SOUND OF MY TEARS (Human Rhythm, BM/Chiysalis, Bl U, ASCHF)
s ; A 0 ASCAP/Young Legends, ASCAP) WBM 20  UN-BREAK MY HEART (Realsongs, ASCAP) WBM
2 | 1| 3 | ASCENSION (DON'T EVER WONDER) | | 15 | 25 | g3 | ALLTHE THINGS (YOUR MAN WONT DO} 30 NOBODY (Keith Sweat, ASCAP/B, ASCAP/E/A 86 SPACE JAM (FROM SPACE IAM) QuadraSound, 49 WAICH ME DO MY THING (FROM ALL THAT) Zomba,
MAXWELL (COLUMBIA) JOE (ISLAND) Q%Cgﬁ;%gﬁgg&_B'g/aﬂggfcmﬁgg}éﬁwwm . BMIWamer Chappell, BMI) WEM BMI/Hookman, BMI/Fe-Mac, ASCAP) WBM
SITNE \STED 161 12| 3 | 'MSTILL WEARING YOUR NAME & ASCAPIS i ggl‘;n 2 Asmg/louée T AS(?XP’;SEIYDI 2 94 SPIRITUAL THANG (indiaB., BMVleyTat BMi/Paradise 35  WEEKEND THANG (Erick Sermon, ASCAP/Zomba,
KEITH SWEAT (ELEKTRA/EEG) ANN NESBY (PERSPECTIVE/A&M) BMI/Sony/ATV Tunes LLC, ASCAPWB, ASCAP)WBM Forever, BMY/Demontes, BMI) BMI/Miracte Baby J'ena, BMI)
78 NO ONE KNOWS ABOUT A GOOD THING (YOU DON'T HAVE 67 STAY (Revolutjonary Jazz Giant, BMI/Nomad-Noman, 33  WHATEVA MAN (Erick Sermon, ASCAP/Zomba, ASCAP/Funky
4| 3| 7 | LAST NIGHT 17 |21 | 18 GOETE gNMlCJ: TO CRY) (Wamer-Tamerlane, BM|/Boobie-Loo, BMUMayfield BMI/Wamer-Tamerlane, BMI) Noble, ASCAP) WBM
AZ YET (LAFACE/ARISTA) JODECIVCA) BV WEM ' ' : 50 ggiL%Ba% &[:’a/DGehno, ASCAP//I[\;dass ComuisonA 25 WHAT KIND OF AN WOULD 1 BE (Mink Factory, ASCAP/EMI
YOUR SECRET LOVE HIT ME OFF 5 P/WB, D- at. ASCAP/Blue Turtle, ASCAP/AIma, pnil, ASCAP) HL _
S | 8| 5 | (UTHER VANDROSS (LV/EPIC) 18119 | 8 | \bw eiTioN (Mcw) e T G ASCAP/Polygram I, ASCAP) HL/WBM 8 WHAT'S ON TONIGHT (Chrysals, ASCAP/Mo Swang,
Pt BMVEnsian, BMLFamons, ASCAP) HiL 34 STEP BY STEP (FROM THE PREACHER’S WIFE) (Lennoxa, ASCAP/Swing Mob, ASCAP/EMI April, ASCAP/Baj,
6 | — | 35| ONE MORE CHANCE/STAY WITH ME | | yg |17 | 71 | IF | RULED THE WORLD IME (Undems, BMM e eI ASCAP/BMG, ASCAP) ASCAP/DeSwing Mob, ASCAP) HL/WEM
THE NOTORIOUS B.1.G. (BAD BOY/ARISTA) NAS (COLUMBIA) & g?ﬂI}Il)vrfator?gegf\sliWnich:;;npgl-TBal:Anl(/ejnlﬂL'eﬁ B 5 STEP INTO AWORLD (RAPTURE'S DELIGHT) (Zomba, 55 WHAT THEY DO (Careers-BMG. BMV/Grand Negaz.
7] 4 |17| ToucH me Tease we 20|13 | 13| 1CAN'T SLEEP BABY (IF 1) ASCAP/Amani, ASCAP) HL/WBM ' 20 o A ﬁ%ﬁwggﬁg%\/ B e e S RN
FEAT, FOOXY BROWN SPOILED ROTTENDEF M) R. KELLY (JIVE) 5 ON & ON (Divine Pimp, ASCAP/Tribes Of Kedar, ASCAP/BMG, e
ASCAPMchiote, ASCAPMCAMusic Corporation Of Americe, Tunes LLC, ASCAP/Muszewell, ASCAP/Leon Ware, ASCAP) 69 THE WORLD IS MINE (FROM DANGERDUS GROUND}
g | 5 | 2 | THIS IS FOR THE LOVER IN YOU 21| | § | FAIN'T MAD AT CHA SIMCNootor BV HL ¢ ] 59 TAKE YOUR TIME (Mo Thug, ASCAP/30884'5, ASCAP/EM! (Gangsta Boogie, ASCAP/WB, ASCAP) W
BABYFACE (EPIC) 2PAC (DEATH ROW/INTERSCOPE) 40 PONY (Paras ASCAPNirginia Beach, ASCAPIWB, April, ASCAP) HL 53 YOU BRING THE SUNSHINE (Sony/ATV uc BMY/Ecaf,
BIG POPPA ASCAP il ASChD W J 87 TALK TO ME (Armato, ASCAP/Sony/ATV Tunes LLC, BMI/Yab Yum, BMI/Browntown Sound, BMIEM! Blackwood,
9|8 | 2| TELLME 2|—|12 eicals ) ASCAPAWild Orchid, ASCAPHouse Of Ells, ASCAP/MCA, BMI/Rodney Jerkins, BMI)
DRU HILL {ISLAND) THE NOTORIOUS B.1.G. (BAD BOY/ARISTA) 82 PUPPET MASTER (Soul Assassins, ASCAP/Sony/ATV Songs, I )
EMUHs From The Bone, ASCAP/BHG, ASCAP/Cy Housing ASCAP/To Kill You, ASCAP) HL 68 YOU DONT HAVE TO LOVE ME (EMI April, ASCAP/Soul On
6 | 4 | MISSING YOU 23| 23| 13 | LOUNGIN BMViovng, BM) WEM e b g 32 TEARS (Sony/ATVLLC, BMVEcaf, BMI) HL Soul, ASCAP/Evelle, ASCAP) HL
10 BRANDY, TAMIA, G. KNIGHT &C. KHAN (EASTWEST) LL COOL J (DEF JAM/MERCURY) g REQUES‘% LINE (3 th Town, ASCAP/Naughty, ASCAPa Ya, 70 THAT'S RIGHT (Chris Jones, BMI/Santron, BMI) 15 YOU DON'T HAVE TO WORRY/I'M STILL IN LOVE WITH YOU
ASCAPDon ﬂmDW,{‘SCAP/N, 0" vg AP 19 THE THEME (IT'S PARTY TIME) (T. Lee, BMI/Guccizm, (EMI, ASCAP/Fiyte Tyme, ASCAP/EMI April, BMJustin Combs,
11|10 5 | IF YOUR GIRL ONLY KNEW 24| 24| g | THE THINGS THAT YOU DO giha o, Z ASCAP/Mystery System, BMU/Outer National, ASCAP/GW Jr, BMI/Ninth Street Tunnel, BMU/Dynatone, BMI) HL
AALIYAH (BLACKGROUND/ATLANTIC} GINA THOMPSON (MERCURY) 28 RETURN OF THE MACK (GEMA) ASCAP) 47 YOU'RE MAKIN' ME HIGH/LET [T FLOW (1996 Groove 78,
MY BOO 25 | 16 | 22 | KILLING ME SOFTLY L e e ] 41 THINGS'LL NEVER CHANGE/RAPPER'S BALL (W, ASCAP/Alo, ASCAP/Ecaf, BMUSony/ATV Sangs, BMI)
12 | 11| 12| GhosTTOwN DJ'S (S0 S0 DEF/COLUMBIA) FUGEES (RUFFHOUSE/COLUMBIA) Combs, ASCAP/Big Poppa. ASCAPYHL ASCAP/Zappa, ASCAP/Zomba, BMVE-Forty, BM/Srand, HLWBM
& THE SADDEST SONG | VER HEARD (Realsongs, ASCAP) BMU/Badass, ASCAP/LBN, ASCAP/Cyphercleft, ASCAP) WBM 62 YOU WILL RISE (Sony/ATV LLC, BMI/Sony, ASCAPMorza
13| 14| 35 | SITTIN' UP IN MY ROOM Recurrents are titles which have appeared on the Hot R&8 s PaE 60 T.ONY. (TOP OF NEW YORK) (Sute 28, ASCAP/Percy Coles, Flet, ASCAP/Ecipsedeck, ASCAP/Capriair, ASCAP/Jizop,
BRANDY (ARISTA) Singles chart for 20 weeks and have dropped beiow the top 50, 52 SAY.. IF YOU FEEL ALRIGHT (EM April, ASCAP/Fiyte Tyme, ASCAP/NASHMACK, ASCAP/Sixth Of July, BMI) BMI/Eliza's Voice, ASCAP)
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Rohin S. Finds Wings; Can’t Get Enough Kristine W.

THERE ’S A NATURAL warmth
and serenity surrounding Robin S.
these days. Not even the chaos of an
industry function rife with endless
glad-handers and phony smiles can
dim the calm smile that enlivens her
beautiful face.

That was not always the vibe one
picked up from the Big Beat/Atlantic
diva. The last three years have seen
Robin endure the traditional grow-
ing pains of a budding artist, and
they tested her in more ways than
one. “It’s been a hard road,” she says
with an easygoing laugh that squash-
es any question of bitterness. “But I
never lost faith. I stayed humble and
never stopped working hard.”

ROBIN S.

With the nurturing support and
guidance of such label execs as Craig
Kallman and Rich Christina, Robin
has gracefully assumed the navigat-
ing role in her business and creative
lives. The result is the forthcoming
“From Now On,” an album rife with
songs of empowerment, spiritual
praise, and infectious positivity.

In the three years since she invad-
ed worldwide dancefloors and pop
radio airwaves with the massive
“Show Me Love,” Robin has traveled
an enlightening journey toward
heightened self-awareness and cre-
ative maturity. Throughout “From
Now On,” she shares the fruits of her
labor, revealing a voice capable of
taking on a wide variety of styles. “I
feel as if I'm truly soaring on these
songs,” the singer says.

Slated to hit retail May 6, “From
Now On” succeeds in delivering the
credible house grooves that under-
ground clubheads require, while also
exploring funk, pop, and gospel terri-
tories with a cadre of fine live musi-
cians. It’s an added touch that elevates
the album miles above the growing
pile of dance-oriented albums. “There
is no match for the experience of
singing with a band,” she says. “It’s
the nourishment of every singer.
After all, you can’t feel the funk of a
computer-generated guitar.”

“From Now On” also uncovers
Robin’s previously untapped gift for
songwriting, not to mention a voice
that now glistens with the vibrance
and unfettered soul of a seasoned
veteran. A stellar array of producers
and tunesmiths, including Groove
Theory mastermind Bryce Wilson,
Tony Moran, Wayne Cohen and

by Larry Flick

Shepard Solomon, King Britt and
John Wicks, Eric “E-Smoove” Mil-
ler, Darren Whittington, and Steve
Dubin, helped Robin to reach this
impressive plateau, providing what
she describes as “the freedom to fall,
the strength to get back, and the
focus to reach the victory line.”

It was venerable songwriter
Michael O’Hara—acclaimed for his
highly successful collaborations with
Anita Baker, among others—who
initially helped Robin find the confi-
dence to begin sharing her insight-
ful words and infectious melodies.
“He was the first writer to take me
seriously,” she says. “He took me
under his wing and shared his magic
with me.” The two crafted “Shine On
Me,” a storming, hands-in-the-air
anthem that is the centerpiece com-
position of the album. Robin has
been performing this song over the
past year in her stage shows, and it
begs to be unleashed as a single at
some point.

“That first song I recorded for the
new album was about as painful as
giving birth,” Robin says. “But it was
just as joyous. Michael and I have
written so many songs together
since then. He brings out the
absolute best in me.”

The world’s first taste of “From
Now On” is a sassy rendition of
Alton McClain & Destiny’s famed
1980 chestnut, “It Must Be Love,”
which will hit DJ turntables on 12-
inch pressings April 3. An array of
Jjuicy remixes have been provided by
Stonebridge, Jason Nevins, the
Fitch Brothers, and Johnny “D”
DeMairo and Nicky Palermo. Fans
of the original recording will be
pleased to feel the inherent rever-
ence of the arrangement and Robin’s
faithful yet flavorful vocal approach.
“It can be intimidating to take on a
song that is associated with another
artist,” she says. “But this song is
beautiful in that it captures the spir-
it of an era that I love. I gave myself
to that energy, and that allowed me
to really dig into the song, have a lot
of fun with it, and make it my own.
I'm pleased with the end result.”

Among the other high points of
“From Now On” are “Giving You All
That I Got,” a rousing, disco-inflect-
ed collaboration with Todd Terry
that was first heard on the sound-
track to Michael Jordan’s huge
motion picture, “Space Jam,” and the
lush ballad “There Is A Need”—a
Whittington song that Robin fell in
love with at first listen. “I thought it
was one of the most beautiful songs
I've heard,” she says. “I only pray
that I did it justice. It's the kind of
song that I believe adds to an artist’s
creative longevity. Every time I sing
it, I find myself anticipating tomor-
row with a positive attitude.”

And looking to the future is what

is most important to the New York-
based singer these days. It’s a change
in perspective from the days when
she first found herself inside a stu-
dio, belting out what would become
the hits “Show Me Love” and “Love
For Love.” “I was simply happy for
the chance to sing—and I still am,”
she says. “But there’s a difference
now. I now look at myself as a mes-
senger of hope and as a messenger of
the fact that perseverance and faith
will win out in the end. With that
kind of focus and goal, you can bet
that I’m not going anywhere. I've got
work to do ... and it will get done.”

FEELIN’ IT: We have been banging
the drum in support of Kristine W.
so loudly and for so long that we are
perilously close to redundancy. But
we simply can’t help ourselves. At a
time when dance music is close to
realistically taking over the main-
stream, the need to tirelessly and
consistently herald fully realized
artists is upon us. And Kristine is
among the best clubland has to
offer—a point perfectly reinforced
by a recent performance at Opera in
New York.

Taking the stage in a tastefully
glamorous gown, she briefly
eschewed the feathers and frilly
kitsch of her nightly Las Vegas show
in favor of a spare, piano-supported
performance that placed all atten-
tion on her glorious voice. A deli-
ciously loungey version of Carole
King’s “You've Got A Friend” gave

She’s Not Crying. A&M up-and-
comer Brigid Boden takes a brief
breather amid ongoing promotion in
support of her sterling self-titled debut.
Produced by Kevin Armstrong, the
album brilliantly combines elements of
traditional Irish folk, hip-hop, and
house music. Club DJs have aiready
been served two deservedly
acclaimed singles, “Oh How | Cry”
and the current “Must Go On.” The lat-
ter jam benefits from the remixing of
electronic pioneer William Orbit.
Despite a hectic touring schedule, the
singer/composer has already begun
crafting material for her second collec-
tion. “l can't stop all of these ideas
from racing around me head,” she
says with a smile.

Dancin’ For Life. Columbia act the Blackout Allstars were all smiles backstage
at the Roxy in New York following its performance of the hit “I Like It" at the
“Heartbeat For LIFEbeat” party. The event was sponsored by WKTU radio, with
proceeds benefiting LIFEbeat, one of the music industry's leading AIDS fund-
raising /awareness organizations. Also appearing at the show was Warner Bros.
ingenue Gina G, Arista’s No Mercy, and Twisted America act Funky Green Dogs.
Pictured, from left, are Issey Monk, product manager, Columbia; David Jurman,
senior director of dance music, Columbia; Frankie Blue, PD, WKTU; Tito Nieves,
Blackout Allstars; and Irma Nieves, Blackout Allstars. S

way to a jazz-kissed medley of “Feel
What You Want,” “One More Try,”
and “Land Of The Living” that illu-
minated the lyrical potency of each
tune. Judging from the audience,
which was evenly divided between
pleasantly stunned clubsters and
older, more yuppie-like patrons,
Kristine hit a home run. Could this
be a hint of the next creative phase
of her career?

The timing for this event, which
was tied to Kristine’s stint as a
spokesperson for L.A. Eyewear,
couldn’t be better. RCA is about to
begin circulating new mixes of “Feel
What You Want,” the now-classic
club track that pop radio program-
mers are said to be hankering for.

Brightened by the savvy post-pro-
duction of Peter Reis and Develop-
ment Corporation, the song is deep
in the pocket of the upbeat sound cur-
rently crowding airwaves. The only
question is, What will RCA bring to
the singer’s club disciples while “Feel
What You Want” is worked at radio?
Surely they won’t try running that
record up Billboard’s Hot Dance
Music/Club Play chart a second time.
That would be disastrous.

We hope that the handful of RCA
execs who attended Kristine’s gig at
Opera were taking notes. This is not
merely another lip-lacquered track
singer. This is a star in need of a
champion at the label who will press
the big red pull-out-the-stops pro-
motional button that we all know
exists at every major.

SHE AIN'T HEAVY: Anyone who
may have fretted over the creative
fate of the Brand New Heavies fol-
lowing the departure of singer
N’Dea Davenport will be quite calm
after plugging into “Shelter,” the
band’s phenomenal forthcoming
album with new front woman Siedah
Garrett, a one-time protégé of
Quincy Jones who scored a hit dur-

ing the early '80s with the giddy
“K.I.S.S.I.N.G.”

“Shelter” shows the Heavies in
fine form as they continue to seam-
lessly weave threads of classic funk,
retro-soul, dance, and jazz, while
Garrett injects the kind of sweet
pop sensibility needed to propel the
act to a higher radio and sales
plateau—all the while taking care to
not alienate loyalists at club level.
Her voice is, by turns, commanding
and quietly seductive, particularly
on the sleek first single, “Some-
times,” and on the lively “You Are
The Universe.” Garrett calls this
album a “perfect marriage” of the
Heavies’ sharp musicianship and
her leanings toward substantial
lyrics. “This album is a growth and

(Continued on next page)
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DANCE TRAX

(Continued from preceding puge)

a slight departure,” she says. Adds
keyboardist Andrew Levy, “She
brings a new energy to the group.
She’s enthusiastic, and she makes us
laugh . . . she’s a funky chick, you
know.”

All in all, “Shelter” is a cracklin’
effort that we can’t wait to hear
unfold in a live setting. Until that
happens this summer, we’ll make due
with Delicious Vinyl issuing the
album May 13.

CELEBRATION DANCE: Isn’t it

ironic how some of life’s sweetest
moments flutter by before you’ve had
a chance to properly savor them? It’s
especially true with music. It’s hard
to believe that EightBall Records has
been brewing one tasty jam after the
next for five years now. Actually, it
seems like just yesterday when the
label modestly set up shop and
earnestly set about molding the
careers of Joi Cardwell, Lectroluv,
Wall Of Sound, and the Mack
Vibe—all of whom have gone on to
make an indelible mark on dance

music and its overall growth and
development.

In celebration of its fifth anniver-
sary, EightBall invites the citizens
of clubland to pause and once again
embrace what have become some of
the community’s truly classic
recordings, as beat-mixed by the
gifted Manny Ward. It’s all in
there: Cardwell’s “Trouble,”
“Dream Drums” by Lectroluy, “Crit-
ical” by Wall Of Sound, “Rejoice” by
250 Lbs. Of Blue, and numerous
others are sprawled out over two

CDs that are not likely to leave your
sound system anytime soon. This
project also displays how EightBall
has quietly and lovingly nurtured
the acid-jazz and trip-hop musings
of renegade outfits like Peace
Bureau and Butter Foundation. If
you’ve missed any of these luscious,
forward-reaching ~ downtempo
releases, don’t miss the opportunity
to experience them now. It will
remind you that dance music is far
more than merely a 4/4 beat rushing
beneath a diva vocal.

But there’s more going on here
than simply revisiting fond memo-
ries and breakthrough acts. Eight-
Ball’s fifth anniversary collection
reveals how the label continues to
search out tomorrow’s musical inno-
vators and give them a forum of
expression. For proof, investigate
cuts like “Give It Up” by Victor
Calderone. This is a label that is not
content to rest on its past achieve-
ments. Rather, it’s a label preparing
for its next five years ... and the
five years after that.
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Little Texas Uses Time Off Wisely

Self-Titled Set Finds Warner Band Refreshed

B BY DEBORAH EVANS PRICE

NASHVILLE-—After a three-year
break between albums, Little Texas is
gearing up for the April 22 release of a
self-titled disec on Warner Bros. Fol-
lowing the band’s hiatus from record-
ing and touring, the members of the
six-man ensemble believe they’ve writ-
ten and recorded a project familiar
enough to appeal to their core audience,

LITTLE TEXAS

yet fresh enough to stimulate new
interest in the band.

Composed of Tim Rushlow, Porter
Howell, Del Gray, Dwayne O’Brien,
Duane Propes, and Jeff Huskins, Lit-
tle Texas has been a staple on country
radio with such hits as “God Blessed
Texas,” “What Might Have Been,” and
“My Love.” After several years of pro-
ducing one album after another and
relentless touring, Little Texas took
time off before going in the studio
again.

“Being on the road turned into a
vicious machine, a real big machine that
had to be fed,” says lead vocalist
Rushlow. “We had to take a step back
and look at it for what it really was—
that we couldn’t afford to stay in that
situation ... We just said, ‘We are not
creatively what we want to be right
now. We're tired of [doing] 10 months
on the road and trying to make a record
in two months, then turning around
and doing it all over again.” We felt like
we could make a record that would put
us on another level, but we couldn’t do
it on the schedule we were on, so we
walked off the schedule.”

The members of the group credit
Warner Reprise Nashville president
Jim Ed Norman with giving them an

}

opportunity to recharge their creative
energy. “He said, “You need to pull back
and chill out a little bit, let the creative
juices flow;,” ” says Propes. “He said the
coolest thing I've ever heard anyone
say: ‘T don’t care if it takes you three
months or three years to make your
next album—Warner Bros. is behind
you and will support you.” And they
held to that.”

Warner Bros. VP of A&R Doug
Grau, who co-produced the album, says
that Little Texas’ “Greatest Hits”
album signaled the end of chapter one
in its career. “Jim Ed challenged us to
find out what chapter two is going to
be,” Grau says. “To us, that meant kind
of stripping the project down and build-
ing it back up again. We went to sev-
eral rehearsal halls and tinkered with
several styles to find out where this
next chapter would come from. Jeff
Huskins, the new member of the band,
is a multi-instrumentalist/fiddle play-
er extraordinaire. Porter Howell is a
talented electric guitar player. We real-
ly leaned on those guys to dig in and
help let the music lead the way.”

Huskins, who joined the band full
time in the wake of Brady Seals’ depar-
ture, is excited about the new album.
“For me, this was a treat because this
was the first album I got to do in its
entirety,” Huskins says. “I played on
two of the songs on the greatest hits
[set], the singles, but this was the first
full album I got to be involved in from
start to finish. I got to try all different
kinds of things and experiment. It was
like a dream.”

Executives at Warner Bros. are
happy with the fruits of the band’s
labors. “Little Texas took the time to
write great songs, record a great
record, and they look fantastic,” says
‘Warner Bros. Nashville senior VP of
marketing Bob Saporiti. “Our job is
easy. We're going to let the industry
and the public know about it, and then
make it available for purchase. That’s
all we have to do—the music speaks
for itself.”

One of the advantages of taking
time off before recording this album
was that the band members could take
the time to find and write great songs.
The band’s songs are published by
Howlin’ Hits/Square West Music.

A Really Big House. MCA/Nashville group Big House showcased for a packed

house at Universal Studios Florida. Shown, from left, are Brian and Elaine Cleary
of WMTZ Johnstown, Pa.; David Neuhauser of Big House; guest Patti Good; Tan-
ner Byrom of Big House; Robynn Jaymes of WYYD Lynchburg, Va.; Monty
Byrom of Big House; MCA/Nashville Northeast regional promo director Denise
Roberts; MCA/Nashville senior VP of national promotion Scott Borchetta; Ron
Mitchell of Big House; Jim Murphy of Jones Radio Network; Tony Thomas of
KMPS Seattle; Chuck Seaton of Big House; and Sonny California of Big House.

Rushlow, O’Brien, Howell, and Gray co-
wrote nine of the 10 songs on the
album with such collaborators as Allen
Shamblin, Walt Aldridge, Tom
Shapiro, Bob DiPiero, and Jim Rush:-
ing. “We all went out and wrote as
much as possible. Then we'd conie in
every three or four weeks to play
tapes,” Gray says. “If we liked some-
thing, we would all raise our hands,
including Doug Grau and [manager |
Christy DiNapoli, the seventh and
eighth members of the band. We would
know when it was a Little Texas song.
‘We would then put it on a compilation
tape and take it home and live with it.

(Continved on page 35)
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Hollywood Bound. Asylum Records executives and artists celebrate the Asy-
lum soundtrack for the movie “Traveller.” Shown in the back row, from left, are
Andy Paley, Greg Holland, Lila McCann, Bill Paxton, Kelly Shiver, Lisa Strickland,
and Royal Wade Kimes. Shown in the front row, from left, are Ray Randall, Neil
Thrasher, Brooks Quigley, Bryan White, Lee Gerald, Seymour Stein, and Joe
Mansfield.

ON THE ROW: “Alt.country” (Billboard, Dec. 28, 1996) is
finally getting its Nashville due. Newly promoted Sony
Music Entertainment president Allen Butler (see story,
page 6) announces as his [irst project a new alternative
country label named Lucky Dog Records under the Sony
Nashville umbrella.

“This something I've wanted to do for a long time, and
[Sony Music Entertainment president/COO Thomas Mot-
tola] endorsed it wholeheartedly,” Butler tells Nashville
Scene. Butler says that he will also resurrect the Monument

Alt.Country Finds Nashville Roost In
Sony’s Lucky Dog; Diffie Feted At CRS

label, but that for now Lucky Dog is his priority. Blake
Chancey moves from Columbia to be head of A&R for the
new label, but Butler says that he will be very “hands-on.”
“I'm finally getting to expand this operation and do with
it what I've wanted to do for
the last two years,” Butler
says. “Nashville finally has 5
a really nourishing musical i
community and a club as VI e
scene that is not main-

stream country. And the =
music coming out of Nash- CQV\Q
ville right now is incredible.

You can go out any night of

the week and hear great ™
music. It’s not unlike, to me,

Austin when I was hanging

out down there all the time.

“That’s what excites me
about this,” he adds. “It’s the kind of music that’s roots, that
is raw, and it’s fun, and it reminds you of why you got into
the music business in the first place. And that’s a challenge
to me. This music doesn’t have a format, and the chances of
these kinds of bands getting signed by a mainstream record
label are highly unlikely in most cases, but . . . now I can do
this. I'm tired of saying, ‘Oh man, I really like your music,
but I don’t know what to do withit.””

Butler adds that this may not be the right move for every
label in town, “but for me, creatively, it is. I finally was able
to convince my boss that we can do it here in Nashville; it
doesn’t have to be done in New York or L.A. We shouldn’t be
afraid to say that those kinds of acts are Nashville acts.
We've kind of hidden those guys for a long time. We didn’t
support it, either club-wise or any other way. In spite of that,
it still grew, it still flourished.”

Butler says one recent experience that confirmed his feel-
ings that Nashville was ripe for an alternative label was a
chance visit to a large rehearsal studio on the outskirts of
town. “There were dozens of bands in there, on three floors,
all playing at the same time. I was walking through there,
listening to everything from blues to reggae to alternative
country to hardcore rock'n’roll.

“This music is right here. It’s been underground, but now
with the club scene here, they don’t have to go out of town
to play. It’s great. [Lucky Dog] is the first sign of commit-

by Chet Flippo

ment from a parent label to their Nashville division in this
slow time that they believe this format is extremely strong
and that the potential is virtually unlimited. As we nourish
this talent, more and more musicians will come to Nashville
and stay. The word will get out, and we’ll have people com-
ing out of the woodwork. And some of this alternative music
will work in the mainstream.”

PEOPLE & STUFF: Joe Diffie was surprised at the
Country Radio Seminar (CRS) when he was given the 1997
Artist Humanitarian Award. Diffie contributes much time
to several charities, including his annual First Steps bene-
fit concert and golf tournament. Previous winners of the
award include Garth Brooks, Willie Nelson, Rosanne
Cash, Charlie Daniels,
Billy Ray Cyrus, and
Vince Gill. Speaking of
Gill, the Tennessee PGA
Junior Tour was renamed
the Vince Gill Tennessee
PGA Junior Tour.

This year’s CRS had
2,237 registrants, down 20
from last year. Next year’s
event is scheduled for Feb.
25-28 and will move from
the Opryland Hotel to the
Nashville Convention Cen-
ter. CRS West is sched-
uled for Oct. 24-25 at Sacramento, Calif’s Doubletree Hotel.

Word Records has tapped Brent Bourgeois as VP of
A&R. Bourgeois was a founding member of the group
Bourgeois Tagg and has produced a number of Christian
artists . . . That new ambitious, slick, young country maga-
zine Twang, published out of Fort Worth, Texas, has folded
after a couple of issues . .. Also recently deceased is that
ambitious, slick Nashville restaurant and country hangout
Trilogy, the pet project of Naomi Judd.

Wal-Mart is developing a country music magazine for its
shoppers. A prototype issue should be ready soon ... Ian
Fair has sold out for the seventh year in a row: It takes place
June 16-21 at the Tennessee State Iairgrounds here . . . Vot-
ing begins Saturday (15) for the TNN Music City News
Country Awards. Voting is done by calling a particular 900
number for each artist. Numbers will be aired on TNN dur-
ing the Saturday (15)-May 31 voting period. The awards
show is June 16 at the Grand Ole Opry House here.

Chet Atkins is inviting musicians from all over the world
to take part in his Chet Atkins’ Musician Days, scheduled
for June 23-29 in downtown Nashville. Interested musicians
can contact TomKats Inc., 408 Broadway, Nashville, Tenn.
37203 or via its World Wide Web site (http://www.musi-
ciandays.com) . . . Barbara Mandrell is joining the cast of
the TV show “Sunset Beach.” She’s also been signed by
Razor & Tie Records.
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by Wade Jessen

IT’S A COWBOQOY LOVIN’ NIGHT: With more than 2,500 units, George
Strait takes the Hot Shot Debut purse on Billboard’s Top Country Singles
Sales chart, as “One Night At A Time” pops on at No. 15. Concurrently, that
track shoots to No. 21 on Hot Country Singles & Tracks after opening at No.
37 last week. Strait’s 1,406 spin increase is the largest on that chart, up near-
ly twice as much as the second strongest gainer, John Michael Mont-
gomery’s “I Miss You A Little” (Atlantic), which showed a jump of 763 spins
(38-30).

“This killer sales week combined with the promise of hitting air power in
our third week proves that when we have a great song on Strait, radio and
retail react immediately,” says Scott Borchetta, senior VP of promotion at
MCA’s Nashville division. “This fits right in with his track record for the past
18 months, and he just keeps on re-establishing himself as ‘the man’ in this
format.”

THIS JUST IN: Up more than 12,000 units during the first complete week
of sales data following the Grammys, LeAnn Rimes “Unchained Melody/The
Early Years”(Curb) takes double Greatest Gainer honors on Top Country
Albums and The Billboard 200. Holding at No. 1 on the country list, this
increase keeps the new Rimes package comfortably in front of her “Blue”
set, which has another 88,000 unit week and remains at No. 2.

Despite its Greatest Gainer status on The Billboard 200, “Unchained
Melody/The Early Years” is pushed back to No. 3 by U2’s “Pop,” which opens
at No. 1, while “Blue” dips 9-10.

Meanwhile, our percentage-based Pacesetter award is handed to “Peace
In The Valley” (Arista), a set of inspirational tracks by secular country
artists, including Alan Jackson, BR5-49, and Brooks & Dunn. With a 28%
increase, that set rises 74-62 on Top Country Albums and 40-28 on this week’s
unpublished Top Contemporary Christian list. “Peace In The Valley” is being
worked at Christian bookstores by Sparrow.

lT’S CHITLIN’ TIME AGAIN: The Kentucky Headhunters (BNA) enter
at No. 70 on Hot Country Singles & Tracks with a reprise of Marty Rob-
bins’ 1956 hit, “Singin’ The Blues.” The earthy Kentuckians have been absent
from that chart since their version of Carl Perkins’ “Dixie Fried” spent one
week there in the May 22, 1993, edition of Billboard.

New airplay is detected at 45 monitored stations, including WHYL Har-
risburg, Pa., where PD Bob Waters says, “We had instant reaction to this
song. This group is familiar to our core audience, and the song was Marty
Robbins’ biggest hit, so it was an easy decision.”

The album, “Stompin’ Grounds,” is slated for arrival at retail April 29.

BRANDED MAN: Moving 12,000 units, comedian Bill Engvall (Warner
Bros.) tops Billboard’s Top Country Singles Sales with “Here’s Your Sign
(Get The Picture),” rising 2-1

Engvall’s title outsells the No. 2 title on that chart by 4,000 units, while
“Here’s Your Sign” moves 15,000 units and rises 8-6 on Top Country Albums.

Meanwhile, with 1,600 pieces, Kippi Brannon’s “Daddy’s Little Girl”
(Curb/Universal) enters Top Country Singles Sales at No. 15 and is one of
three new titles on that chart by female artists. Crystal Bernard (River
North) opens at No. 18 with “State Of Mind,” and Mila Mason’s “Dark
Horse” (Atlantic) sets up shop at No. 23.

ARTISTS & MUSIC

Country

LITTLE TEXAS USES TIME OFF WISELY

(Continued from page 32)

From there, we would go into pre-pro-
duction, work it up, and live with that.
It was just great to be creative again
and get the juices flowing.”

Though they wanted to create some-
thing fresh on the album, the band
members admit that they didn’t want
to alienate their core audience. “[It
was] a constant topic at every one of
those song meetings,” Rushlow says.
“We would hear a song and think
‘That’s a hit for somebody . . . Anybody
could do that.” And we would let those
songs go. Some of those songs are on
hold and now are being cut by other
artists. So that’s helping establish us
as writers, but we really [didn’t want
to] go too far left and confuse people,
but really do stuff that could be hits yet
still have our.stamp to it.”

The band members feel they've
accomplished that on such tracks as the
first single, “Bad For Us,” which was
written by Howell, O’Brten, and
Shapiro. Porter says the song was
borne out of a conversation about argu-
ments. “Tom said, “You know how when
you fight with your wife, everybody
tries to win, like it's going to be good
when somebody wins. But one loses,
and that’s bad for us as a unit,’ ” How-
ell says. “It says something that people
aren't used to hearing. It's not ‘I'll love
you forever and promise you the moon’
or the typical ‘You left me and now I'm
sad.” It’s a relationship kind of thing
everybody can relate to. That was one
of the reasons we picked it. You're lying
if you ain’t done that song.”

Obviously the band members hope
that programmers will embrace the
album, but they say they didn't overtly
try to target radio. “I don’t think you
can or should chase what radio wants,”
O’Brien says, “because if you chase
what’s happening right now, it's a year
and a half before the album or singles
are out, and then it's old news. You have
to do the best writing, soul-searching,
and song-searching you can [and find]
songs that speak for you and where you
are coming from at that moment.”

Maturity may be an overused word,
but the guys in the band say it's applic-
able to “Little Texas.” “We're a bit
older now,” O’Brien says. “People say,
‘Well, this sounds a bit different.” Well
yeah, we are a bit different, but we’re
not that much different. We're the same
people. We just grew up a little bit. So
it’s going to show in these new songs.”

Opting not to co-produce as it had on
its last two albums—“Kick A Little”

and “Greatest Hits”"—Little Texas
tapped DiNapoli and Grau, both of
whom co-produced the last two albums.
They also enlisted James Stroud, who
had worked with the band during its
early years. The album was recorded
at Ardent Studios in Memphis, where
the band utilized engineer John Hamp-
ton, known for his work with the Gin
Blossoms.

To promote the new album, Warner
Bros. plans to capitalize on the band’s
video-friendly past by heavily involv-
ing CMT and TNN, especially during
TNN's “Salute To Texas Week.” Plans
call for a contest awarding the winners
a day on a houseboat with the band.
There are also plans for a benefit to
save a reef off the coast of Texas (the
band members are avid scuba divers).
Also the concert may become a TV
special.

Saporiti says the label also plans
posters, banners, and other point-of-
purchase materials at retail along with
trade advertising.

Little Texas is managed by Square
West Entertainment and booked by
Creative Artists Agency. According to
Rushlow, the band plans to play select
dates this spring and resume heavy
touring in the fall. “We’re trying to lay
low and stay out of major markets so
that this fall we can capitalize on the
album being out and do a tour,” he says.
“We haven't toured major markets. By
the time we go out this fall, it will be
two years [since our last tour].”

Will Seals’ departure to pursue a
solo career or band’s time off be detri-
mental to its future? They hope not.
Rushlow says that the band members
wish Seals all the best in his new

Emergency. Reprise artist Paul Brandt, who was a pediatric nurse before turn-

endeavors, and that they don’t feel a
void. “We're bigger and leaner and
meaner and badder than we've ever
wanted to be right now, as is,” he says.

‘While the band members are hoping
the time off won't affect their place in
the market, there is some concern
among industry observers. John Kehoe,
PD of WAVW Vero Beach, Fla., says
competition is stiff at country radio.
“Since then, there have probably been
300 other new artists come along,”
Kehoe says. “So some ground may have
been lost, but there’s a lot of name
recognition too when you say Little
Texas. We're still playing a lot of Little
Texas music on our station.”

“It will be interesting to see what
country radio is going to do,” says Jon
Kerlikowske, manager of Tower Nash-
ville. “But [the group] have a real loyal
fan following, and that core audience is
going to be thrilled that they have a
new album out.”

Howell and his bandmates are hop-
ing country audiences are becoming
more like pop and rock fans in that
artists like Billy Joel and Don Henley
wait a few years between releases,
building demand. He says, “It’s not
about making [albums] year after year
in a solid stream so people don’t forget
about you. That’s a silly concept . .. I
think from Clint Black to Little Texas
to other artists, you're about to see
artists taking time off.”

“There is an awareness campaign on
our part,” Rushlow says, “to let people
know what we're doing and that there’s
no such thing as being ‘gone’ as long as
you're still creative and all together.
And we are.”

ing to country music, recently dropped in on the set of the TV show "ER” and
visited, from left, nurses Haleh, Connie, Chuny, and Lydia.

COUNTRY SINGLES A-Z
PUBLISHERS/PERFORMANCE RIGHTS/SHEET MUSIC

TITLE (Publisher — Licensing Org.) Sheet Music Dist.
26 455 ROCKET (Irving, BMI/Cracklin’, BMI/Bug, BMI) WBM BMI)

18  ANOTHER YOU (EMI April, ASCAP) HL 20 EASE MY TROUBLED MIND (Sony/ATV Tree, BMI/Moline
Valley, ASCAP/Hamstein Stroudavarious, ASCAP/Kinetic

49 BAD FOR US (Square West, ASCAP/HDH, ASCAP/Foolish

Hit, ASCAP/Howlin” Hits, ASCAP/Hamstein Cumberland, Diamond, ASCAP/Curb, ASCAP) HL/WBM

BMI/Tom Shapire, BM1) WBM 14 EMOTIONAL GIRL (Starstruck Angel, BMI/Dead Solid
51 BE HONEST (Major Bob, ASCAP/Rio Brave, BMI/San Of Perfect, BMI/Sony/ATV Tree, BMI/Chris Waters, BMI) HL
Gila Monster, BMI/Shylane, BMI) WBM 39 EVERYBODY KNOWS (August Wind, BMI/Great Broad,
16 BETTER MAN, BETTER OFF (Ensign, BMI/Shoot BMI/Georgian Hills, BMI/Longitude, BMI) WBM
Straight, ASCAP) HL 10 EVERYTHING I LOVE (Cobum, BMI/Ten Ten, BMI/lust
53  BREAKFAST IN BIRMINGHAM (Old Desperados, Cuts, BMI/Sangs Of PolyGram Int'l, BMI) HL/WBM
ASCAP/N2 D, ASCAP/Brian's Dream, ASCAP/Willdawn, 63 FOREVER AND A DAY (Mighty Nice, BMI/Laudersongs,

ASCAP/Balmur, ASCAP) BMIAY.B.M., SESAC/Dyinda Jam, SESAC) HL/WBM

44 CHANGE HER MIND (Hamstein Cumberland, BMI/Larry 60 A GIRL LIKE YOU (Mike Curb, BM!/Longitude, BMI/Biue

Boone, BMI/BMG, ASCAP) WBM Desert, BMI/Curb, ASCAP/Full Keel, ASCAP/Farrenuff,
37 COLD OUTSIDE (MCA, ASCAP/Shinin’ Stone Cold, ASCAP)

ASCAP/Bik Haus, ASCAP/Max Dog, ASCAP/Easy Landing, 35 AGIRL'S GOTTA DO (WHAT A GIRL'S GOTTA DO) (May-

BMI) HL
33 CRYON THE SHOULDER OF THE ROAD (Mighty Nice,
BMI/Blue Water, BMI/Longitude, BMI/August Wind,

pop, BMI/Wildcountry, BMI/Makin’ Chevys, BMI/EMI
Storm, BMI) HL/WBM

BMI/Great Broad, BMI) HL/AWBM 22 GOOD AS | WAS TO YOU (New Don, ASCAP/New Hayes,

45 DADDY'S LITTLE GIRL (Purple Sun, SESAC/Ten Ten, ASCAP/Rondor, BMI/Irving, BMI) WBM
SESAC/Real GirlFriends, SESAC/Stan Webb, SESAC) 34 HALF WAY UP (Blackened, BMI) WBM

27  DARK HORSE (EMI April, ASCAP/Into Wishin', 19 HEARTBROKE EVERY DAY (Longitude, BMI/August
ASCAP/Metatune, SOCAN/Down In Front, SOCAN/Dream- Wind, BMI/San Joaquin Son, BMI/Rio Zen, BMI/Cam
ing In Public, SOCAN) HL King, BMI/Careers-BMG, BMI) HL/WBM

12 DON'T TAKE HER SHE'S ALL I GOT (erry Williams, 31 HERE'S YOUR SIGN (GET THE PICTURE) (Twin Spurs,

BMI/Bug, BMI/Embassy, BM!/Exellorec, BMI)
72 A DOZEN RED ROSES (Major Bob, ASCAP/Poor Folks,

BMI/Shabloo, BMI/Songs Of PotyGram Int'l, BMIVirgin
Timber, BMI) HL

Blackwood, BMI/Artbyme, BMI/Mike Curb, BMI/Diamond

6 HOLDIN' (irving, BMI/Kelly Garrett, BMI/AImo,

ASCAP/Daddy Rabbit, ASCAP/Sony/ATV Tree, BMI) WBM
52 THE HOPECHEST SONG (Cobum, BMI)

3 HOW WAS 1 TO KNOW (Sony/ATV Cross Keys, ASCAP/AIl
Around Town, ASCAP/Starstruck Angel, BMI/EMI Black-
wood, BMI) HL/WBM

56 'D LOVE YOU TO LOVE ME (Wamer-Tameriane,
BMI/Golden Wheat, BMI/Kicking Bird, BMI/Thomahawk,
BMI) WBM

23 IF SHE DON'T LOVE YOU (WB, ASCAP/Big Tractor,
ASCAP/EMI April, ASCAP/K-Town, ASCAP) HL/WBM

68 1 MEANT T0 DO THAT (Peermusic, BMI/Wamer-Tamer-
lane, BMI/Poltywog, BMI/Socan, BMI) WBM

30 ) MISS YOU A LITTLE (Hot Hooks, BMI/JMM, BMI/Of,
ASCAP)

41 | NEED YOU (Atmo, ASCAP/Twin Creeks, ASCAP/Wamer-
Tamerlane, BMI/New Works, BMI) WBM

67 1 ONLY GET THIS WAY WiTH YOU (MCA, ASCAP)

36 | WANT TO BE YOUR GIRLFRIEND (Why Walk, ASCAP)

74 LET IT RAIN (EMI Blackwood, BMI/Songs Of Jasper,
BMVEMI Aprit, ASCAP)

75 THE LIGHT IN YOUR EYES (Mota, ASCAP)

61 LITTLE RAMONA (GONE HILLBILLY NUTS) (Bobbex,
BMI/Five Towers, BMI/Castle, BMI)

40 LITTLE THINGS (Ensign, BMI/sland Bound,
ASCAP/Famous, ASCAP) HL

55 LONG TRAIL OF TEARS (Polygram Int'l, AgCAP/Veg—O-
Music, ASCAP/Bantry Bay, BMI) HL

73 LOVED TOO MUCH (New Don, ASCAP/New Hayes,
ASCAP/Irving, BMI)

24 A MAN THIS LONELY (Sony/ATV Tree, BMI/Showbilly,
BMI/Still Working For The Man, BMI) HL

11 METOO (Songs Of PolyGram Int’l, BMI/Tokeco Tunes,
BMI/Wacissa River, BMI/CMI, BMI) HL

57 NEVER AGAIN, AGAIN (Malaco, BMI/Isham Ryle, BMI)

21 ONE NIGHT AT A TIME (EMI Blackwood, BMI/Golly
Rogers, BMI/Son Island, BM/Life's A Pitch, ASCAP/Neon
Sky, ASCAP/Hipp Row, ASCAP)

66 ONE NIGHT STAND (Square West, ASCAP/Howlin’ Hits,
ASCAP/EMI April, ASCAP)

15 ON gHE VERGE (Careers-BMG, BMI/Hugh Prestwood,
BMI) HL

42 PLACES I'VE NEVER BEEN (Hamstein Cumberiand,
BMI/Baby Mae, BMI/New Haven, BMI) WBM

54 POLITICS, RELIGION AND HER (Hamstein Cumber-
land, BMi/Baby Mae, BMI/MCA, ASCAP/Brother Bart,
ASCAP/Sold For A Song, ASCAP) HL/WBM

29 PRETTY LITTLE ADRIANA (Benefit, BMI) WBM

7 RUMOR HAS IT (Lori Jayne, BMI/Sondaddy, BM/Muy

Bueno, BMI)

17 RUNNING OUT OF REASONS TO RUN (Zomba,
BMI/AMR, ASCAP/Sierra Home, ASCAP) WBM

25 SAD LOOKIN' MOON (Maypop, BMI) WBM

47  SAY YES (EMI April, ASCAP/K-Town, ASCAP/Hamstein
Cumberland, BMI/Fugue, BMI) HL/WBM

4 SHE DREW A BROKEN HEART (Log Rhythm, BMI)

62 SHE SAID, HE HEARD (Loyal Dutchess, ASCAP/Famous,

ASCAP/New Don, ASCAP/New Hayes, ASCAP/Don
Schlitz, ASCAP)

28 SHE'S SURE TAKING IT WELL (Miss Betsy, ASCAP/Tiny
Btg:kets 0’ Music, ASCAP/G.1.D., ASCAP/Zomba, BMI)
WBM

2 SHE'S TAKEN A SHINE (Mike Chapman, ASCAP/Bayou
Liberty, ASCAP/All Nations, ASCAP/Emdar, ASCAP/Full
Keel, ASCAP/Texas Wedge, ASCAP) WBM

70  SINGIN' THE BLUES (Acuff-Rose, BMI)

32 SITTIN' ON GO (Wamer-Tamerlane, BMI/Helimaymen,
BMI/Maypop, BMI/Nineteenth Hole, BMI/Mike Curb,

BMI/Diamond Storm, BMI) WBM
38  SIX DAYS ON THE ROAD (Southem Arts, BM{/Tune, BMI)
69 SOMEBODY KNEW (Button Willow, BMV/Acuff-Rose,

BMI)

71 STILL STANDING TALL (Howlin' Hits, ASCAP/Square
West, ASCAP/Hamstein Stroudavarious, ASCAP/Taguchi,
ASCAP) WBM

64 THAT'S HOW | GOT TO MEMPHIS (Unichapoell, BMYMoris,
BMU/Tom T. Hall, BM{/John D. Lent, BMI) HL

59 THAT'S WHAT HAPPENS WHEN | HOLD YOU (Purple
Sun, SESAC/Ten Ten, SESAC/BMG, ASCAP) HL

43  THAT WOMAN OF MINE (Sony/ATV Tree, BMI/Sony/ATV
Cross Keys, ASCAP/Miss Dot, ASCAP) HL

5 (THIS AIN'T) NO THINKIN' THING (EMI Blackwood,
BMI/Ty Land, BM|/Starstruck Writers Group,
ASCAP/Mark D., ASCAP) HL

48 THIS IS YOUR BRAIN (Almo, ASCAP/Daddy Rabbit,

ASCAP/Sony/ATV Tree, BMI) HL/WBM
9 UNCHAINED MELODY (Frank, ASCAP)

58 THE USED TO BE'S (Dixie Stars, ASCAP/Southem Days,
ASCAP/CMI, ASCAP/Acufi-Rase, BMI)

65 USE MINE (EMI April, ASCAP/Love This Town,
ASCAP/David Aaron, ASCAP)

1 WE DANCED ANYWAY (Longitude, BMI/August Wind,
BMI/Great Broad, BMI/Heart Of Hearts, BMI) WBM

46  WHATEVER COMES FIRST (Rick Hall, ASCAP/Water-
town, ASCAP/Emdar, ASCAP/Texas Wedge, ASCAP/Wom-
aculate Conceptions, ASCAP/Full Keel, ASCAP) WBM

13 WHEN | CLOSE MY EYES (Tom Collins, BMI/Murrah,
BMI) WBM

8 WHERE CORN DON'T GROW (Tom Collins, BMI/Murrah,
BMI) WBM

50  WHY WOULD I SAY GOODBYE (Sony/ATV Tree, BMI/Buf-

falo Prairie, BMI/Chris Waters, BMI)
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TOP COUNTRY ALBUMS

COMPILED FROM A NATIONAL SAMPLE
OF RETAIL STORE AND RACK SALES
REPORTS COLLECTED, COMPILED, AND

PROVIDED BY SoundScane
MARCH 22, 1997
g S c% g f\A';ngs JUMBER/DISTRIBUTING. LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR c;xsssrraco-)”TLE E‘E g g 5 % &?J‘&s l:lrUMBER/DOSTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT) e §
* % * NO. 1/GREATEST GAINER * * % 38 | 40 | 41 | 78 | TRAVISTRITTA N GREATEST HITS — FROM THE BEGINNING | 3
LEANN RIMES WARNER BROS. 46001 (10.98/16.98)
@ 1 ' 5 CURB 77856 (10.98/15.98) 4 weeks at No. 1 e T S S ey ! 39 | 39 [ 39 | 68 | VINCE GILL A MCA 11394 (10.98/16.98) ¢ SOUVENIRS 3
2 2 Z 35 | LEANN RIMES A° CURB 77821 (10.98/15.98) BLUE 1 40 _37 33 24 | GARY ALLAN DECCA 11482/MCA (10.95/15,53) _ USED HI;:ART- FORSALE | 20
3 3 3] 27 8\%?2‘me$3£§§7:}’4 109815 98) DID | SHAVE MY LEGS FOR THIS? | 2 41 | 41 | 40 | 77 | TIM MCGRAW A? CURB 77800 (10.98/16.98) ALLTWANT | 1
4 4 4 19 | ALAN JACKSON A ARISTA 18513 (10.98/16.98) T IOV 1 42 | 46 42 25 | JOHN BERRY CAPITOL NASHVILLE 35464 (10.98/15.98) FACES 9
5 5 6 47 | BROOKS & DUNN A’ ARISTA 18810 (10 98/15.98) EORBERTNE ) 43 | 42 | 36 | 39 | PAUL BRANDT REPRISE 46180/WARNER BROS. (10.98/16.98) CALM BEFORE THE STORM | 14
@ 3 n P BILL ENGVALL wanheR 8705, 46263 (10.9916.98) e TR 6 4 | 47| — 2 BRADY SEALS REPRISE 46258/ WARNER BROS. {10.98/16.98) THETRUTH | 44
1 7 7 24 | CLINT BLACK A RCA 66671 (10.98/16.98) THE GREATEST HITS i ol Ml Il dvigs;g;&yegwozwm%) N P e A L g
8 | 6 | 5 | 21 | KEVIN SHARP @ 143/ASYLUM 61930/EEG (10.98/15.98) MEASURE OF A MAN | 4 46 | 45 | 44 | 28 | TRISHA YEARWOOD wCA 11477 (10.98/16.58 EVERYBODY KNOWS | 6
(8| 11 | 10 | 37 | TRACE ADKINS @ CAPITOL NASHVILLE 37222 (10.98/15.98) DREAMIN' OUT LOUD | 9 47 | 48 | 43 BN TY HERNDON Epic67s64/S0NY (10.98 EG/15 98} ENING | oMy 5
10 9 9 109 | SHANIA TWAIN A° MERCURY NASHVILLE 522886 (10.98 EQ/16.98) THE WOMAN IN ME 1 48 1 & ¥ R i) RIGOCHET -
11 10 8 45 | MINDY MCCREADY A BNA 66806/RCA (9.98/15.98) TEN THOUSAND ANGELS 5 49 | 0] & IR GEORGE STRAITA' ek 11263 (59.96/49.58) SRR, Thiha :
12 12 11 18 | REBA MCENTIRE A MCA 11500 (10.98/16.98) WHAT {F IT'S YOU 1 s . B ALACANA o e et AN
17 1 15 B TRACY BYRD noa 11685 (09815581 e 51 | 43 | 71 | 53 | WYNONNA A CURB 11090/MCA (10.98/16.98) REVELATIONS | 2
52 52 51 23 | RICK TREVINO COLUMBIA 67452/SONY (10.98 EQ/15.98) LEARNING AS YOU GO 17
15 17 37 | KENNY CHESNEY BNA 66908/RCA (10.98/15.98) ME AND YOU 14 HoT ShoT DEBUT* * =
15 16 14 18 | TERR! CLARK @ MERCURY NASHVILLE 532879 (10.98 EQ/15.98) JUST THE SAME 10 @ NEWD \ KIM RICHEY MERcu:v r:sucus TP i BrTeR cweer | 53
16 | U | 15 BEEN ALAN JACKSON A’ ARSra L8801 (10.5816.98) A R IR i CERESE TN ! 54 | 54 | 52 | 86 | JEFF FOXWORTHY A” WARNER BROS. 45856 (10.98/16.98) GAMES REDNECKS PLAY | 2
17 | 14 | 12 R GEORGE STRAIT A® uCA 11428 (10.98/16.98) ERRleTERisiar 1 B 55 | 55 | 54 | 83 | TERRICLARK @ MERCURY NASHVILLE 526991 (10.98 EQ/16.98) TERRI CLARK | 13
19 | 19 § 24 JA?L:'N'%CNLIZS?;ZEIIKQ%% gs? MER® WHAT I DOTHEBEST | 5 56 | 56 | 56 | 54 | LONESTAR @ BNA 66642/RCA (9.98/15.98) LONESTAR | 11
20 24 5 KATHY MATTEA MERCURY NASHVILLE 532899 (10.98 EQ/16.98) LOVE TRAVELS 19 57 59 57 | 101 i?gglc'vgz(;?ﬁ%x%’gggMERY A JOHN MICHAEL MONTGOMERY 1
22 | 25 | 8 | COLLIN RAYE A EPIC 67033/SONY (10.98 EY/15.98) | THINK ABOUT YOU | 5 58 | 53 | 50 | 18 | JOHNNY CASH AMERICAN 43097+/WARNER BROS. (10.98/15.98) UNCHAINED | 26
21 | 18 | 22 | 41 | VINCE GILL @ mCA 11422 (10.98/16.98) HIGH LONESOME SOUND 3 59 | 58 | 61 | 74 | LORRIE MORGAN A BNA 66508/RCA (10.98/16.98) GREATEST HITS 5
@ 30 | 31 20 | DAVID KERSH CURB 77848 (10.98/15.98) GOODNIGHT SWEETHEART | 22 60 | 57 55 53 | MARTINA MCBRIDE @ RCA 66509 (9.98/15.98) WILD ANGELS 17
23 | 2 18 | 80 | FAITH HILL A? WARNER BROS. 45872 (10.98/16.98) IT MATTERS TO ME 4 61 | 61 63 16 | JERRY GARCIA & DAVID GRISMAN ACOUSTIC DISC 21 (17.98 CD) SHADY GROVE | 19
31 | 37 | 35 | CLEDUS “T.” JUDD RAZOR & TIE 2825 (10.98/16.98) | STOLED THIS RECORD | 24 * % * PACESETTER * % %
25 | 23 | 23 | 28 | TRAVIS TRITT WARNER BROS. 46304 (10.98/16.98) THE RESTLESS KIND | 7 74 | — | 2 | VARIOUS ARTISTS ARISTA 18821 (10.98/15.98) PEACE IN THE VALLEY | 62
26 | 24 | 20 | 50 { BRYAN WHITE A ASYLUM 61880/EEG (10.98/15.98) BETWEEN NOW AND FOREVER | 7 63 | 63 | 59 | 14 | JOHN ANDERSON BNa 66982/RCA (10.98/16.98) GREATESTHITS | 56
27 | 29 | 29 | 58 | PATTY LOVELESS @ epic 67269/50NY (1098 EQ15.98)  THE TROUBLE WITH THE TRUTH | 10 64 | 60 | 64 | 66 | THE MAVERICKS @ McA'11257* (10.98/15.98) MUSIC FOR ALL OCCASIONS | 9
8 | 2 | 2% | 2 xﬁgﬁl’ige&gﬂ&m&%) I I™ 65 | 71 | 69 | 10 | CRYSTAL BERNARD RIVER NORTH 161207 (10.98/15.98) THE GIRL NEXT DOOR | 59
66 | 62 | 60 | 65 | CLAY WALKER A GIANT 24640/WARNER BROS. (10.98/15.98) HYPNOTIZE THE MOON | 10
29 2 2l 16 AR L SN e e TP R SREMEST Mg E 67 65 — 20 BILLY RAY CYRUS MERCURY NASHVILLE 532829 (10.98 EQ/15.98) TRAIL OF TEARS 20
|i0 32 | 30 | 46 | TOBY KEITH @ MERCURY NASHVILLE 531192 (10.98 EQ/16.98) BLUE MOON 6 68 | 69 | 65 | 45 | JO DEE MESSINA CURB 77620 (10.98/15.98) 10 DEE MESSINA | 22 |
(BL)[ 35 | 38 | 26 | LORRIE MORGAN BN 66847/RCA (10.98/16.98) GREATERNEED | 8 69 | 66 | 67 | 34 | SAMMY KERSHAW MERCURY NASHVILLE 528536 (10.98 EQ/16.98) THE HITS CHAPTER 1 | 19
32 [ 34 | 34 | 68 | GARTH BROOKS A‘ CAPITOL NASHVILLE 32080 (10.98/15.98) FRESH HORSES 1 70 | 68 | 68 | 5 | LITTLE TEXAS ® WARNER BROS. 46017 (10.98/15.98) GREATEST HITS | 17 B
3| 8| 27| 2 %f&glfgég:gogﬁ?g g'igf?g; A PLACE IN THE WORLD 3 71 | 70 | 62 | 38 | NEAL MCCOY ATLANTIC 82907/AG (10.98/15.98) NEAL MCCOY 7
34 | 27 | 28 | 84 | SAMMY KERSHAW MERCURY NASHVILLE 528893 (1098 E/17.98)  POLITICS, RELIGION AND HER | 17 NEWP | 1 | MILA MASON ATLANTIC 82923/AG (10.98/15.98) THAT'S ENOUGH OF THAT | 72
@ 38 | 45 25 | BR5-49 ARisTA 18818 (10.98/15.98) BR5-49 | 33 13 | 67 58 | 37 | JAMES BONAMY EPiC 67069/SONY (10.98 EQ/15.98) WHAT | LIVE TO DO 16
36 | 33 | 46 | 38 | LYLE LOVETT CURS 11409/MCA (10.98/16.98) THE ROAD TO ENSENADA | 4 4 64| 83 12 m%&g%ﬁ Q@,};ﬁ{im%, THE LUV COLLECTION: REAL LUV | 47
37 | 36 | 32 | 59 | TRACY LAWRENCE A ATLANTIC 82866/AG (10.98/15.98) TIME MARCHES ON 4 75 | 75 | 74 | 36 | DIAMOND RIO ® ARisTA 18812 (10.98/15.98) v | 14

(O Albums with the greatest sales gains this week. ® Recording Industry Assn. Of America {RIAA) certification for sales of 500,000 units. A RIAA certification for sales of 1 miltion units, with mtimillion sefiers indicated by a numeral following the symbol. For boxed sets, and doubfe albums
with a running time that exceeds two hours, the RIAA multiplies shipments by the number of discs and/or tapes. *Asterisk indicates LP is available. Most tape prices, and CD prices for BMG and WEA labels, are suggested lists. Tape prices marked EQ, and all other CD prices, are equivalent
prices, which are projected from wholesate prices. Greatest Gainer shows chart's largest unit increase. Pacesetter indicates biggest percentage growth. Heatseeker Impact shows albums removed from Heatseekers this week. indicates past or present Heatseeker title. © 1997, Billboard/BP1
Communications, and SoundScan, inc.

COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE AND
B'"mrd n n“nlp ala 0 “ms RACK SALES REPORTS COLLECTED, COMPILED, AND PROVIDED BY SouridISccirlm
I ® ™ MARCH 22, 1997
= 1=
= =
vl Sel |am]e3 Sy
2| 2 | ARTIST TITLE | E5 24| 2u | ARTIST TITLE| E5
=2 | 32 | LABEL& NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) = F 2 | 33 | LABEL & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) 2=
1 1 GARTH BROOKS A’ CAPITOL NASHVILLE 29689 (10.98/15.98) 7 weeks at No. 1 THE HITS | 117 14 14 BRYAN WHITE A ASYLUM 61642/EEG (10.98/15.98) BRYAN WHITE 90
2 2 | VINCE GILL A" MCa 11047 (10.98/15.98) WHEN LOVE FINDS YOU | 144 15 | 19 | GEORGE JONES A EPIC 40776/SONY (5.98 £Q/9.98) SUPER HITS | 311
3 7 | CHARLIE DANIELS @ EPIC 64182/SONY (5.98 £0/9.98) SUPER HITS | 121 16 | 17 | HANK WILLIAMS A MERCURY NASHVILLE 823293 (7.98 EQ/11.98) 24 OF HANK WILLIAMS GREATEST HITS | 133
4 | 5 | GEORGE STRAIT A’ M 10651 (10.98/15.98) PURE COUNTRY (SOUNDTRACK) | 234 17 | 16 | THE CHARLIE DANIELS BAND A EPic 38795/50NY (7.98 EQ/11.98) A DECADE OF HITS | 385
7 *
 frualll, JTERS YOG BT Ci o D0 o L2IGREATESTRHITE,,| w520 18 | 15 | MARY CHAPIN CARPENTER A’ COLUMBIA 48881/SONY (10.98 EQ/16.98) COME ON COME ON | 222
. .98/9.98 GREATEST HITS, vOL. 1 | 148
ul S HARKIWALLIAN S JR TATeURBR 768 E R os) R 19 20 GARTH BROOKS A" CAPITOL NASHVILLE 93866 (9.98/13.98) NO FENCES | 310
1 6 TIM MCGRAW A° CURB 77659 (9.98/15.98) NOT A MOMENT TOO SOON | 155
20 18 PATSY CLINE A MCA 4038 (7.98/12.98) THE PATSY CLINE STORY | 137
8 8 WILLIE NELSON @ COLUMBIA 64184/SONY (5.98 EQ/9.98) SUPER HITS | 138
21 24 BROOKS & DUNN A‘ ARISTA 18716 (10.98/15.98) HARD WORKIN' MAN | 188
9 10 ALABAMA A RCA 66410 (10.98/15.98) GREATEST HITS vOL. Il | 127 i
3
10 T TRACY BYRD A’ MCA 10991 (10 98/15.98) NO ORDINARY MAN | 144 22 | 22 | GEORGE STRAIT A? MCA 42035(7.98/12.98) GREATEST HITS VOLUME 2 | 491
11 | 12 | REBA MCENTIRE A*MCA 10906 (10.98/15.98) GREATEST HITS VOLUME To | 180 23 | 25 | GEORGE STRAIT A” MCa 5567 (7.9¢/12.98) GREATESTHITS | 579
12 9 ALISON KRAUSS A2 ROUNDER 0325 (9.98/15.98) NOW THAT I'VE FOUND YOU: A COLLECTION 109 24 21 SHANIA TWAIN @ MERCURY NASHVILLE 514422 (7.98 EQ/11.98) SHANIA TWAIN 90
13 13 BROOKS & DUNN A° ARISTA 18658 (9.98/15.98} BRAND NEW MAN | 230 25 — JOHNNY CASH COLUMBIA 66773/SONY (5.98 EQ/9.98) SUPER HITS 23

Catalog albums are 2-year-oid titles that have fallen below No. 100 on The Billb
fion units, with multimillion sellers indicated by a numeral foilowing the symbol.

© 1997, Billboard/BP! Communications and SoundScan, Inc.

oard 200 or reissues of older albums. Total Chart Weeks column reflects combined weeks title has appeared on Top Country Albums and Top Country Catalog. @ Recording industry Assn. Of Amenca (RIAA) certification for sales of 500,000 units. A RIAA certification for sates of 1 mii-
*Asterisk indicates vinyl LP is available. Most tape pnces, and CD prices for BMG and WEA labels are suggested lists. Tape prices marked EQ. and ail other CD prices, are equivalent prices, which are projected from wholesale prices. EN indicates past Heatseeker title.
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Hot Latin Tracks.

my

ARTIST
LABEL/DISTRIBUTING LABEL

THIS
WEEK
LAST
WEEK

2 WKS
AGO
WKS. ON
CHART

COMPILED FROM A NATIONAL SAMPLE OF AIRPLAY SUPPLIED BY BROADCAST
DATA SYSTEMS' RADIO TRACK SERVICE. 96 LATIN MUSIC STATIONS ARE ELEC-
TRONICALLY MONITORED 24 HOURS A DAY, 7 DAYS A WEEK

TITLE
PRODUCER (SONGWRITER)

8 ENRIQUE {GLESIAS
FONOVISA 8 weeks at No. 1

*%x*NO. 1% » %
ENAMORADO POR PRIMERA VEZ

R.PEREZ-BOTIJA (EAGLESIAS}

2 | g | GRUPOLIMITE
POLYGRAM LATINO

JUGUETE

J.CARRILLO (MASSIAS)

2 LOS TEMERARIOS

YA ME VOY PARA SIEMPRE

2

b FONOVISA A.ANGEL ALBA (J.V.FLORES)

4 | 5 | 4 | BRONCO QUIEN PIERDE MAS
FONOVISA BRONCO (J.GUADALUPE ESPARZA}

3 | 4 | 15 | GRUPOMOJADO PIENSA EN M
FONOVISA L.LOZANO {D.MAIO,Z RIBEIRO,M.SOARES}

7 | 7 [ 9 | LuIS MIGUEL QUE TU TE VAS
WEA LATINA LMIGUEL K.CIBRIAN (F.CESPEDES)

s | 3 | 15 | MARCO ANTONIO SOLIS ASI COMO TE CONOC!
FONQVISA M.A.SOLIS (M.A.SOLIS)

RICKY MARTIN
SONY

& VOLVERAS

K.C.PORTER,|.BLAKE (I.BLAKE K.C.PORTER,L.GOMEZ ESCOLAR)

LOS TIGRES DEL NORTE

l@°1~nmma@'n —
w0
o
©

MI SANGRE PRISIONERA

| B — 1] 2 | ronovisa E.A.HERNANDEZ (EVALENCIA)

10 I 3 8 13 LOS ANGELES AZULES COMO TE VOY A OLVIDAR

DISA/EMI LATIN NOT LISTED (J.MEJIA AVANTE)

1 10 9 7 LOS MISMOS & SE FUE M| PALOMA

EMI LATIN LOS MISMOS (M.E.CASTRO)

CHAYANNE & VOLVER A NACER

17 18 6 SONY ESTEFANO (ESTEFANO,X.ZAPATA)

FITO OLIVARES WINNONA

12 13 8 EMI LATIN R.OLIVARES (R.OLIVARES)

13 16 6 EMMANUEL MI MUJER

POLYGRAM LATINOG M.ALEJANDRO (M.ALEJANDRQ)

15 11 12 8 AMANDA MIGUEL MEDIA HORA
KAREN/POLYGRAM LATING D.VERDAGUER {G. SALVATORLE.BUFFA‘EA.PIGNATTI,ANAHI)_

16 15 14 4 LOS TIRANOS DEL NORTE CHAROLA DE PLATA

SONY J.MARTINEZ (L.PEREZ)

MICHAEL SALGADO PALOMITA BLANCA

19 7 2 JOEY J.S.LOPEZ (VALENZ)}

EDNITA NAZARIO & DESEARIA

21 19 8 EMI LATIN E.NAZARIO,K.C.PORTER (M.FLORES}

19 18 15 6 GILBERTO SANTA ROSA YO NO TE PIDO

SONY J.LUGO,G.SANTA ROSA (J.L.PILOTO)

LORENZO ANTONIO & EL NO TE QUIERE

NEW ’ 1 FONOVISA TMORRIE (TMORRIE)

@ 2% - 2 FEY AZUCAR AMARGO

" SONY M.ADLANEDO,D. BORADON| (M.ADLANEDO, D.BORADONI)

22 2 2 12 BOBBY PULIDO SE MURIO DE AMOR

1 EMI LATIN E.ELIZONDO (H.RAMON)

23 28 o 2 EZEQUIEL PENA ANDO QUE ME LLEVA

FONOVISA E.PENA (A.A.ZUNIGA)

24 2 o 2 THE BARRIO BOYZZ RICO

EMI LATIN K.C.PORTER,M.FLORES (M.FLORES)

@ 18 o 2 INTOCABLE Y TODO PARA QUE

EMI LATIN J.L.AYALA (PREYNA)

2 97 91 4 LUIS DAMON VIVIR LA VIDA

WEA LATINA E.GARCIA (E.GARCIA,G.CABRERA]

SHAKIRA SE QUIERE SE MATA

NEW » 1 SONY L.FOCHOA (S.MEBARAK,L.F.OCHOA}

Artists & Music

| Latn -

Notas

™

by John Lannert

ARISTA/LATIN’S COALITION: In a bid to expand its
profile in the U.S. Latino market, Arista/Latin has
signed a distribution/promotion pact with BMG U.S.
Latin.

Under the deal, BMG will distribute Arista/Latin prod-
uct in independent Latino retail outlets in the U.S. and
Puerto Rico, except in Texas, where Southwest Whole-
salers and Rangel Distribution will remain Arista/Latin’s
distributors for indie Latino accounts.

BMG’s domestic distribution company will continue to
distribute Arista/Latin—as well as BMG U.S. Latin—in
U.S. retail chains.

In addition, BMG will handle all radio promotion of
Arista/Latin acts outside of Texas and the Southwest.

The accord between Arista/Latin and BMG takes
effect March 25 with “Canta Conmigo,” the third release
by Arista/Latin Tejano act La Diferenzia. Arista/Latin
takes its first step into the pop arena with Angélica, a
pop songstress who landed a top 30 Anglo hit in 1991 with
a cover of Rosie & the Originals’ 1961 anthem “Angel
Baby.” Her self-titled label premiere is due to drop April
15.

Arista/Latin’s second pop release, an eponymous disc
by former Menudo singer Rubén Gémez, is slated to
ship May 20.

Arista/Latin VP/GM Cameron Randle describes his
company’s partnership with BMG as a “coalition
approach to the presentation of our product.”

“We initially came into the market with the intention
of concentrating pretty much on Tejano musie. In our
search for stellar Tejano talent, we ended up finding
artists that we thought were really of a national caliber

PEDRO FERNANDEZ

2 16 ] 2% 13 POLYGRAM LATINO

LOS HOMBRES NO DEBEN LLORAR
H.PATRON (M.ZAN,D.PALMEIRA}

JERRY RIVERA LLORARE

RE-ENTRY | 2 | 5oy 5.GEORGE (F_ OSORIO)

GRUPO LIMITE EL PRINCIPE

5 A | PourRAM LATINO JCARRILLO (ALAZAN]

31 ] 3 | %0 | 5 | INDUSTRIA DEL AMOR SUSPIRAR

I 4 UNICO/FONOVISA INDUSTRIA DEL AMOR (R.VERDUZCO,A RAMIREZ)

32 28 24 14 PACO BARRON Y SUS NORTENOS CLAN POTPOURRI DE QUIQUE

DISA/EMI LATIN NOT LISTED (E.IGLESIAS R.MORALES, C.GARCIA ALONSO)

13 2 25 3 BANDA MAGUEY LLORAR POR TI
FONOVISA E.SOLANO (E.SOLANO) |

NEW ) 1 LAURA PAUSINI ESCUCHA A TU CORAZON
WEALATING __ ACERRUTID PARISI) (CHEOPEL PAUSIN.VMSSTROFRANCESO0,A MASTAOFRANCESCD C.CONIEA) |

35 32 29 6 ANA BARBARA AY, AMOR
FONOVISA J.AVENDANO LUHRS (J.AVENDANO LUHRS) |

20 | 10 | 19 | LOS TIGRES DEL NORTE NO PUDE ENAMORARME MAS

FONOVISA EHERNANDEZ (TBELLO)

NEWp | | | JON SECADA  AMANDOLO
SBK/ENI LATIN HARRIS,,T.LEWIS, ). SECADA U JAM,T.LEWS) _

NEW ) 1 ALEJANDRO FERNANDEZ & NUBE VIAJERA

SONY PMARTINEZ (MASSIAS)

1 GRUPO MANIA

_SONY
1 LA TRADICION DEL NORTE
ARIOLA/BMG

NEW )

36

TROPICAL/SALSA

27 STATIONS 17 STATIONS

A QUE TE PEGO MI MANIA
H.SERRANO (E.GARCIA}

CORAZON
£ FAGUILAR (J SERRANO)

REGIONAL MEXICAN

57 STATIONS

1 ENRIQUE IGLESIAS FONOVISA
ENAMORADO POR.
2 RICKY MARTIN SONY

1 JERRY RIVERA SONY
LLORARE
2 GILBERTO SANTA ROSA

VOLVERAS SONY YO NO TE PIDO
3 EDNITA NAZARIOQ EM! LATIN 3 LUIS DAMON WEA LATINA
DESEARIA VIVIR LA VIDA

4 CHAYANNE sony
VOLVER A NACER
5 AMANDA MIGUEL KAREN/POLY
GRAM LATINO MEDIA HORA
6 SHAKIRA SONY
SE QUIERE SE MATA
7 THE BARRIO BOYZZ EMI
LATIN RICO
8 LAURA PAUSINI WEA LATINA
ESCUCHA A TU CORAZON
9 LUIS MIGUEL wEA LATINA 9 ENRIQUE IGLESIAS FONO-
QUE TU TE VAS visa ENAMORADO POR.
10 SPICE GIRLS VIRGIN 10 RAMON ORLANDO KAREN/POLY-
WANNABE GRAM LATINO NO VOY A
11 GILBERTO SANTA ROSA 11 BRENDA K. STARR
SONY YO NO TE PIDO PARCHA/PLATANO HERIDA
12 EMMANUEL POLYGRAM LATI 12 SANED EMI LATIN

4 TITO ROJAS M.P.
ESTOY DE TU PARTE
5 GRUPO MANIA sonY
A QUE TE PEGO MI MANIA
6 MICHAEL STUART RMM
AMOR A PRIMERA VISTA
7 ALEX D'CASTRO POLYGRAM
RODVEN TE FUISTE
8 GIRO sony
ME ENAMORE

NO Ml MUJER CUANDO TU TE FUISTE

13 ROXETTE EMI LATIN 13 DOMINGO QUINONES rRMM
UN DIA SINTI LO RECONOZCO

14 JON SECADA SBK/EM! 14 LA MAKINA JaN/SONY
AMANDOLO CORAZON DE OTRO

15 KABAH POLYGRAM LATINO
LA CALLE DE LAS SIRENAS

15 GRUPQ KARIS comeo
_POR AMOR

1 ENRIQUE IGLESIAS FoNO-
visA  ENAMORADO POR...
2 GRUPO LIMITE POLYGRAM
LATING JUGUETE
3 LOS TEMERARIOS FONOVISA
YA ME VOY PARA SIEMPRE
4 BRONCO FONOVISA
QUIEN PIERDE MAS
5 GRUPO MOJADO FONOVISA
PIENSA EN Mi
6 LOS TIGRES DEL NORTE
FONOVISA Mi SANGRE...
7 MARCO ANTONIO SOLIS
FONOW1SA ASI COMO TE. ..
8 LOS ANGELES AZULES
DISAVEMI LATIN COMO TE.
9 FITO OLIVARES EMi LATIN
WINNONA
10 LOS MISMOS EMI LATIN
SE FUE MI PALOMA
11 LOS TIRANOS DEL NORTE
SONy CHAROLA DE PLATA
12 MICHAEL SALGADO Joey
PALOMITA BLANCA
13 BOBBY PULIDO EMI LATIN
SE MURIO DE AMOR
14 LORENZO ANTONIO FONO
visa EL NO TE QUIERE
15 INTOCABLE EMI LATIN
Y TODO PARA QUE

(T Records showing an increase in detections over the previous week, regardiess of chart movement A record which has been on the chart

for more than 20 weeks will not receive a buliet, even if it registers an increase in detections. Airpower awarded to those records which attain
the record being played on more stations is placed first, Records

700 detections for the first time. If two records are tied in number of

lays,
below the top 20 are removed from the chart after 26 weeks. © 1999 &?Iboard/BPl Communications, Inc.

in genres that extend beyond Tejano, such as Angélica
Garcia and Rubén Gémez.

“The only detriment in approaching that broader Latin
pop market,” he adds, “is that we simply did not have the
infrastructure at Arista/Latin to be able to work Latin
pop and regional Mexican [music] without some sort of
reliance on an existing entity. That existing entity is BMG
U.S. Latin. There is an enormous network of mom-and-
pops, and our presence will be felt there. [In addition] we
will have a stronger radio presence.

“This deal is the culmination of two years’ worth of
progressive discussions with BMG U.S. Latin. And this
deal was made possible by [BMG managing director]
Francisco Villanueva, who has been proactive from day
one in not only being receptive to the idea of a coalition
like this, but also in actually generating the discussion
and moving things forward.”

Says Villanueva, “Arista is one of the premier labels of
BMG, and they now are making a serious incursion into
the Latin market. We are partners in this venture, and
we will tailor the promotion and distribution campaigns
to the type of artists we are working with.”

Villanueva says that BMG will more or less share
expenses and revenue with Arista/Latin.

Randle says that Arista’s new thrust does not mean
the label is de-emphasizing Tejano acts, but that “we
would be remiss not to address the Latin pop market
because, as viable as the Tejano market is and continues
to be, Latin pop is even more so because of the greater
numbers.”

Concurrent with the Arista/Latin pact with BMG,
according to Randle, is the promotion of Joe Trevifio
from manager of promotion and artist development to
director of promotion and artist development. Other key
executives in Arista/Latin’s transition, adds Randle, are
Paulina Pérez, manager of sales and marketing, and
Cary Prince, manager of media.

CD EXPO RETURNS: CD Expo 97, the follow-up to
the wildly successful CD Expo 96, is slated to run July
29-Aug. 3 at the Riocentro Pavillion near Rio de Janeiro,

(Continued on next page)

LATIN TRACKS A-Z

TITLE (Publisher — Licensing Org.} Sheet Music Dist
37 AMANDOLO (TOO LATE, TOO SOON) (Flyte Tyme.

ASCAP/FIPP. BMI/EMI, BMI)
23 ANDO QUE ME LLEVA (Rightsongs, BMI)
7 ASI COMO TE CONOCI (Crisma, SESAC)
35 AY, AMOR (EMI April, ASCAP/Fonomusic, SESAC)
21 AZUCAR AMARGO {Copyright Control}
16 CHAROLA DE PLATA (De Luna. BMI}
10 COMO TE VOY A OLVIDAR {Copyright Control)
40 CORAZON {Copyright Control)
18 DESEARIA (Insignia-Famous)
20 EL NO TE QUIERE (Striking, BMI)
30 EL PRINCIPE (Sony Music, ASCAP)
1 ENAMORADO POR PRIMERA VEZ (Fonomusic.
SESAC)

MANHATTAN LATIN MUSIC CENTER

srpy® Distribuidora One Stop

1 TIENE LOS MEJORES PRECIOS EN EL MERCADO

SI LO CONSIGUES A MENOS
NOSOTROS SE LO iGUALAMOS ﬁ

DOS CENTRICOS New York Member ot . | Miami

LOCALES PARA T/ Tel:

SERVIRLE A (212) 563-4508 (305) 591-7684
, USTED Fax: Fax:

1 itoeresasos  (212) 563-4847 (305) 477-0789

manhattan.fatin.music @worldnet.att.net  kubaney@bridge.net

34 ESCUCHA A TU CORAZON (Copyright Control) I
2 JUGUETE (Copyright Control)

29 LLORARE (Warner Chappell, BMI}
33 LLORAR POR Tl (Albersan)
23 LOS HOMBRES NO DEBEN LLORAR (Fermata,
ASCAP)
15 MEDIA HORA (ORA E POI) (Karen/Anahi Magic,
ASCAP)
14 M1 MUJER (Copyright Control)
9 MI SANGRE PRISIONERA (TN Ediciones, BMI)
36 NO PUDE ENAMORARME MAS (TN Ediciones, BMI)
38 NUBE VIAJERA (Copyright Control)
17 PALOMITA BLANCA (Zomba Golden Sands, ASCAP)
§ PIENSA EN MI (Copyright Control)
32 POTPOURRI! DE QUIQUE (Unimusica,
ASCAP/Fonomusic, SESAC)
39 A QUE TE PEGO MI MANIA {Copyright Cantrol)
6 QUE TU TE VAS (Copyright Control)
4 QUIEN PIERDE MAS (Vander, ASCAP)
24 RICO (Famous, ASCAP/Insignia. ASCAP)
11 SE FUE M1 PALOMA (Copyright Control)
22 SE MURIO DE AMOR (Zomba Golden Sands. ASCAP)
27 SE QUIERE SE MATA (Sony Discos, ASCAP)
31 SUSPIRAR (Solmar)
26 VIVIR LA VIDA (Baisa Sound)
12 VOLVER A NACER (FIPP BMI/Mercurio Songs}
8 VOLVERAS (Copyright Controt)
13 WINNONA (Sabrosura)
3 YA ME VOY PARA SIEMPRE (EMI Blackwood, BMI)
19 YO NO TE PIDO (Copyright Control)
25 Y TODO PARA QUE (Copyright Control)

DISTRIBUTORS, INC.

LA DISTRIBUIDORA MAS
GRANDE Y MAS COMPLETA EN

MUSICA LATINA
EN EL MUNDO
SIN DUDA,
SIMPLEMENTE LA MEJOR!

Discos Compactos ® Videolaser ® Cassettes ® Accesorios
Y MUCHO MAS!

LLAMENOS HOY!
1-800-780-7712

6940 S.W. 12 Street Miami, FL 33144 « Local: (305) 262-7711 « Fax: (305) 26]-6143
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(Continued from preceding page)

Brazil. The conference will feature
industry panels, showeases, and expo-
sition stands, and is open to the public.

STATESIDE BRIEFS: CMT has
signed a distribution deal with Mexi-
can cable association Productora Y
Comercializadora De Televisiéon S.A.
De C.V. (PCTV). Under terms of the
deal, PCTV will market and distribute
CMT to its 94 affiliates, which have a
subscription base of 1.2 million homes.
Latino music fans unable to find
their favorite grooves on the radio
might want to tap into LatinoMix, a
World Wide Web site featuring a
broad array of genres, including
merengue, rock, reggae, and Tejano.
Computer company JAD Enterprises
and marketing firm Millenium Ser-
vices established LatinoMix not only
as a music source, but also as a pro-
motion and marketing vehicle for
Latino music. LatinoMix can be
accessed at http://latinomix.com.
Herb Alpert, this year’s El Premio
Billboard honoree at Billboard’s
fourth annual Latin Music Awards
April 30, has caught Kentucky Derby
fever. On March 2, gray 3-year-old colt
Funontherun, which he owns with his
brother Dave, won an important

Billboard

Derby prep race at Santa Anita Park
in Arecadia, Calif. Funontherun’s next
race is scheduled for April 5 at Santa
Anita.

ARGENTINA NOTAS: CAE, for-
merly the lead singer of Bravo, a soft
metal act that was popular in the late
’80s, is set to release a solo disc in May
on Sony Argentina. Among the tracks
featured on the album is “Para Vivir
Un Dulee Amor,” the winning song he
performed (as Carlos Elias) at the
Vifia Del Mar song festival.

Respected guitarist Gabriel Ca-
rambula, whose credits include tour
dates with Fito Pdez and an album
collaboration with Fabiana Cantilo,
has inked a deal with Warner
Argentina. Cardmbula is scheduled to
record his label bow in April with pro-
ducer Nigel Walker.

“Ponto Al Viento,” the Sony debut
by 16-year-old Argentine folk star
Soledad, has gone gold (30,000 units
sold).

Producer Fabian Ross, a pioneer of
’60s Argentine rock who left for New
York in the ’70s to work for Fania
Records, has launched his own
imprint, Parking Records Entertain-
ment. Sony will handle distribution

MARCH 22, 1997

Top New Age Albhums.

THIS WEEK
LAST WEEK
ON

b
%| TITLE
S

Compiled from a national sample of retail store and rack sales
reports collected, compiled, and provided by ioi:n¢1i9ﬁrlr®

5| LABEL & NUMBER/DISTRIBUTING LABEL

ARTIST

* 4 NO.1 % &

66 THE MEMORY OF TREES A
REPRISE 46106/WARNER BROS.

1158 PICTURE THIS JIM BRICKMAN
WINDHAM HILL 11211 6 weeks at No. 1
-
AVALON JOHN TESH
NEW) GTSP 537112
ENYA

DANCING CAT 11184/WINDHAM HILL

LINUS & LUCY - THE MUSIC OF VINCE GUARALD! @ GEORGE WINSTON

BY HEART

JIM BRICKMAN

4 98 WINDHAM HILL 11164 (B -
GYPSY PASSION NEW FLAMENCO VARIOUS ARTISTS
NARADA 63931 )

10127 SACRED SPIRITS SACRED SPIRITS
VIRGIN 40352

SANCTUARY: 20 YEARS OF WINDHAM HILL

VARIOUS ARTISTS

6 |40 WINDHAM HILL 11180
7 | ¢ | OCEANIC
ATLANTIC 82953/AG

VANGELIS

—
o@m‘@mhw@p—-
o
ro

SONGS FROM A SECRET GARDEN

SECRET GARDEN

9 45 PHILIPS 528230
GRAVITY JESSE COOK
11 | 8 | 24| Saraon 63037 g8

VARIOUS ARTISTS

REAL MUSIC 3214

GUITARISMA
12 125 HIGHER OCTAVE 7098
CHRYSALIS 2002
13 13 REAL MUSIC 8800
IN THE ENCHANTED GARDEN KEVIN KERN
1713 REAL MUSIC 2525 |
15 | 14 | 16 | ETERNITY - A ROMANTIC COLLECTION VARIOUS ARTISTS

LIVE AT RED ROCKS (COLLECTORS EDITION)
RE-ENTRY GTSP 531865

JOHN TESH

ORACLE

17 15|20 WINDHAM HILL 11196

MICHAEL HEDGES

RETURN OF THE GUARDIANS

DAVID ARKENSTONE

HIGHER OCTAVE 7100

18 16 | 20 NARADA 64011

19 | 19| 5 | OPIUM OTTMAR LIEBERT + LUNA NEGRA
EPIC 67083

20 | 18| 10 | CONVERGENCE DAVID LANZ & DAVID ARKENSTONE
NARADA 64012

21 | 24| 71 | VIVA! OTTMAR LIEBERT + LUNA NEGRA
EPIC 66455 |

92 | 20| 37 | THE CELESTINE PROPHECY - A MUSICAL VOYAGE CHRISTOPHER FRANKE
PRIORITY 50571
SACRED ROAD DAVID LANZ

23 21| 45 NARADA 64010 B

94 | 23| 2 | THE BEST OF CUSCO CUSCO

g | FINGERDANCE
NARADA 61058

25 |13

BILLY MCLAUGHLIN

(O Albums wth the greatest sales gains this week @ Recording Industry Assn. Of America (RIAA) certification for sales of 500,000 units;
ARIAA certification for sales of 1 milfion units with each additional million indicated by & numeral following the symbol. For boxed sets,
and double albums with a running time that exceeds two hours, the RIAA multiplies shipments by the number of discs and/or tapes. All
albums available on cassette and CD. *Asterisk indicates vinyl available. JI) Indicates past and present Heatseekers titles © 1997, Bill-

board/BPI Communications and SoundScan, Inc.

for the label, whose first release was
by Tiempo De Rock De Barrio, a
rock act fronted by guitarist Marcos
Novais. Upcoming product to be
released include albums by balladeer
Juano (April) and pop/tropical chan-
teuse Lorena (June).

PolyGram pop duo Pimpinela
filmed the clip to its forthcoming sin-
gle “Cuidala” with Argentina’s leg-
endary actress Libertad Lamarque.
The track is featured on the duo’s next
album, “Pasiones,” due this month.

M EXICO NOTAS: Epic/Sony super-
star Gloria Estefan played to more
than 60,000 fans Feb. 15 at Mexico
City’s Guillermo Cafiedo Stadium.
Televisa is preparing a TV special
based on the concert to be broadeast
this month. In addition, concert
footage will be included in the forth-
coming “Destiny Tour” home video.

The profile of RAC Producciones
continues to expand as the Mexico
City concert promoter picks up more
and more shows by such artists as
Estefan and Sony Mexico idol Ale-
jandro Fernindez. RAC’s growth
appears to be at the expense of
OCESA Presents, also based in Mex-
ico City. OCESA booked a February
concert for PolyGram Mexico’s Pedro
Fernéndez, but when a sponsor failed
to appear, the ranchero star decided
to cancel.

RAC’s enormous competitive advan-
tage, of course, is that the company is
owned by Grupo Televisa. Recording
artists working with RAC have the
opportunity to do promos and inter-
views with other Televisa media prop-
erties.

Confirmed recording artists for
Festival Acapulco *97, slated to run
May 11-18 this year, are Sony’s Julio
Iglesias, Ricky Martin, and
Rosario; Warner’s Café Tacuba; and
Max/PolyGram’s Rebeca, a fast-ris-
ing Spanish pop singer whose self-
titled debut album is receiving a
major push from the label.

CHART NOTES: As Enrique Igle-
sias’ “Enamorada Por Primera Vez”
(Fonovisa) rests comfortably atop Hot
Latin Tracks for the eighth consecu-
tive week, there are a couple of inter-
esting developments on the pop sub-
chart. Spice Girls’ runaway pop
smash “Wannabe” (Virgin) has been
camping on that chart for six weeks.
Spice Girls and Selena are the only
two acts to reach a Billboard Latin
radio chart with an English-language
single. In addition, Roxette has been
entrenched on the pop chart for seven
weeks with “Un Dia Sin Ti” (EMI
Latin). It is the Swedish pop duo’s
first Latino radio chart entry.

Although The Billboard Latin 50
does not publish this issue, look for
“La Ultima Huella” (Fonovisa), the
farewell disc by beloved Mexican
grupo Bronco, to crash the top 10 of
that chart next issue. The band’s
mariachi ballad smash “Quién Pierde
Mas” remains parked at No. 4 this
issue on Hot Latin Tracks.

Elsewhere, RMM salsa diva India
landed her third No. 1 dance hit in the
March 1 issue, when “Runaway”
(Giant Step/Blue Thumb/GRP) topped
Billboard’s Hot Dance Music/Club
Play chart. India cut the track with
Nuyorican Soul.

Two weeks ago, PolyGram Latino
singer/songwriter Soraya entered

Vina's Distinguished Trio. Rafael Gil, president and regional director, EMI
South America, center, shows his love for Virgin Spainrecording artist Nacho
Cano, left, and EMI Mexico recording artist Thalia, right. The threesome was
attending the Vifa del Mar Song Festival, which ran Feb. 19-24 at the seaside

resort of Vina del Mar, Chile.

Germany’s album chart at No. 5 with
“On Nights Like This,” the English-
language counterpart to her 1996 hit
debut, “En Esta Noche.”

In Argentina, Iglesias’ “Vivir” was
ranked as the top-selling title last
month, according to record industry
trade group CAPIF.

U2’s just-released “Pop” album
(Island) is expected to make chart

noise in Latin America, thanks to a
massive multimedia push by Poly-
Gram. The superstar quartet is slat-
ed to kick off a Latin American tour
Deec. 2 in Mexico City.

Assistance m preparing this column
was provided by Teresa Aguilera in
Meuxico City and Marcelo Ferndndez
Bitar in Buenos Aires.

R A B A S A H AR

Joan cf-/\rc,fl 1025

BDAVID ANTONY CLARK

Before Africas’ ! 1 022

APATEIRN
G LAMTI

Stk ey

¢ N e W . PR

Asia Jourr;(;y—_/ 11009

Here ere some new releases that
will awaken your spirit.

ﬁﬁ i £440 Remington Ave.

Fernsauken NJ 08110

-&m:-ﬂ'ema- 609-663-4844

MNaxos of America, Inc.

NAIRD

38

www americanradiohistorv com

BILLBOARD MARCH 22, 1997

)


www.americanradiohistory.com

BY JOHN DILIBERTD

“ a gotta have a gimmick” is the mctto of the old-
style star-making huckste—and in the music
called New Age, now more than ever. As artists and
labels gear up for the millennium, it seems con-
cepts that go beycnd impressive

packaging are as important as musicians. Pick
the right theme, and you can sell mid-six figures
on a release. That seems to be the lesson from
recordings like the “Celtic Twilight” series from
Hearts Of Space, the “Music Of National Parks”
series from Real Music and a stream of concept
collections from Narada and Windham Hill.

it was William Ackerman, the founder of
Windham Hill Records, who arguably started
the trend with the Windham Hill samplers.

Ackerman says the plan was modest. “lIt was . #<cerrenroskarcemc ounney

originally a promotional vehicle. When they sold
in the hundreds of thousands, trat was a tip-off,” he recalls.
Although the early releases weren't conceptually based,
Windham Hill had such a cohesive sound that tr=y worked. The
label samplers were followed by guitar, synthesizer and piano
collections, and those evolved into the “Winter Solstice”
recordings and the “Celtic Christmas” albums. By the time
Ackerman left the label in 1992, Windham Hill was releasing
the classical collections performed by contemporary instru-
mentalists.

KEEPING A LOW PROFILE

Ackerman is continuing that trend with his new label,
Imaginary Road, distributed by PolyGram. “A Different Mozart”
features contemporary artists rendering the clessical master's
themes, and “The Song Of Angels” is a collecton of medieval
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chants. The latter is performed by Schola Cantorum, but the
packaging focuses on the concept mcre than the group. “The
Schola Cantorum is one of the most pienomenal vocal groups
on earth,” exudes Ackerman, who adm ts, “We need to tead the
buyer to water.”

“It's an easier way to market and has a bigger retail effort,”
claims Jeff Payne, national sales director for
Real Music. The label’s “Music Of National
Parks" series has four titles, including Nicholas
Gunn’s “Music Of The Grand Canyon” and
Mars Lasar's “Music O° O'ympic National Park.”
All of the recordings have sold into the low-six-
figure range, according to Payne.

“It has to do with perceived risk,” observes
Stephen Hill, president of Hearts Of Space.
“From a listener's point of view, a compilation
based cn a concept they are already familiar
with is @ safer buying £noice.”

Berry, zompilations are a way of bringing different musicians
together. They launched their PolyGram-distributed Six Degrees
label last fall with “Festival Of Light,” a collection of music for
Hanuk<ah whose artistic breadth might best be described as
“cathoic.”

“We re really interested in the idea of genre-defying projects
that br=ak down barriers,” says Duskis. “‘Festival Of Light' had
jazz people like John Zorn and Don Byron, David Torn and Glen
Velez cn a track with Mark Cohn, and Byron with Jane Siberry—
it's veny exciting to have those worlds meet.” Six Degrees will
continue on this path with a release called “Heritage,” featur-
ing new arrangements of Americana folk tunes produced by
Darol anger.

ANONYMOUS AMBIENCE
One might start wondering if the artist is becoming an
adjunct to the concept and the packaging. Certainly, many gen-
res already thrive on anonymity. Ambient and

Narada has succeeded with
collections like “Celtic Odyssey” and “Guitar
Fingerstyle,” but even its artist recondings have
strong themes, such as David Arkenstcne’s recent
“Return Of The Guardians,” based or a story by
fantasy author Mercedes Lackey. “Every record
should have a concept,” states Narada CEO
Wesley Van Linda. “We try to extend the voice of
the artist beyond the music.”

“It's getting tougher and tougher to make the

techno musicians try to remove personality
from the equation completely, placing the
emphasis on the music, not the personality.

In modem instrumental music, however,
it's less a cultural statement than a market-
ing concern. American Gramaphone has
been wildly successful marketing its “Day-
part” CDs packaged with coffee, bubble bath
and barbecue sauce. Add in videos and other
multi-purposing tie-ins, and the artist be-

long-term commitment of breaking naw artists,”
notes Ackerman. “But that's my history and lega-
¢y, and that’s what | plan to do.” To trat end, he's also releas-
ing “Sticks & Stones” by young guitar slinger Rob Eberhard
Young.

For two other Windham Hill refugees, Robert Duskis and Pat

T comes secondary to the mood. It takes a

detective to find the composers and musi-

cians behind the JVC albums “Marine Stream: The Pacific

Ocean’” and “Etoile: Summer Fantasy” and the Wind label’s
“Chinese Feng-Shui Music” series.

Continued on page 46
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ALTERNATIVE RETAIL

New Age Is More Than Welcome In Specialty Stores,
Where The Genre Racks Up Most Of Its Sales

BY CATHERINE APPLEFELD OLSON

outlets and now, more than 20
years later, new age music contin-
ues to receive its strongest support
outside the traditional music market.
“The field really began in the alter-
native retail sector,” says Steve
Halpem, president of Inner Peace
Music and co-chairman of the
National Association of Independent
Record Distributors’ new age special-
interest group. “These are the stores
where the groundswell began, and
then the mainstream record stores
started paying attention.”

]t cut its teeth in alterative retall

IF YOU PLAY IT, THEY WILL BUY
Pundits provide a laundry list of rea-
sons for the popularity of new age
music: aging baby boomers looking to
keep their music collections diverse,
an increasingly stressed-out society
seeking calm in their daily lives. The

reason most state for the success of
the genre in nature-oriented stores,
new age gift shops, specialty catalogs
and the like are those retailers’ willing-
ness to let consumers hear the music.
The rest, they say, takes care of itself.

“Right now, the average new age
record label is experiencing 80% of its
core sales in the alternative market,”
says PJ Birosik, president of Musik
International, a firm that markets new
age and world music both to main-
stream and alternative accounts. “The
alternative store personnel tend to be
better-informed about the product
lines and better able to meet con-
sumer needs by directing them to a
specific title appropriate to their inter-
est.”

Independent label Sequoia Records
bests even those numbers, attributing
90% of its total sales to alternative
retailers. “They display their music

much better than similar stores and
have salespeople who will help you find
what you want to hear,” says label
president Steve Gordon. “But the most
important aspect is that they know how
to buy the right music. The people who
make those decisions are on the ball.”

Admittedly, one of the reasons alter-
native accounts do so well with new
age is their narrow focus on one or two
genres, rather than wrangling with
everything from rock to rap to
Rachmaninoff, like most music stores.
“If you are in the new age music
genre, the best retailers for you are
going to be the
Nature Company and
like-minded stores,”
says Hyacin Rosser-
Wolff, chief opera-
tions officer at Inner
Peace Music.

Indeed, the Nature
Company’s role as a
destination for new
age enthusiasts is no
accident. Music that
broadly fits the new
age category currently makes up 50%
of the 113-store, Discovery Communi-
cations—owned chain’s music inventory,
according to Nature Company audio-
visual buyer Sara Curran. Curran notes
that percentage has been growing each
year, as various trends within the genre
come to the fore. “Celtic has been real-
ly big, and right now we are starting to
see a lot of flamenco and salsa influ-
ences,” she says. “That seems to be
the next thing.”

About a quarter of the Nature
Company locations have listening sta-
tions, and store browsers are encour-
aged to sample away. “Our associates
are very knowledgeable about the
music and try to be helpful and make

Natural Wonders

suggestions and let customers listen
to basically whatever they want,”
Curran says. “We want them to go
home and know they bought an album
based on more than one track.”

That philosophy stands in marked
contrast to the reception many new
age label executives say they receive
at traditional music stores. “We tried
to get a listening post in Tower, and
they said they only take music with a
beat,” says Halpern. “The difference
with alternative stores is they tran-
scend the tyranny of beat.”

Also helping to propel sales at the
Nature Company
among the core
new age audience
of 30-to-45-year-
olds, as well as a
younger audience,
are creative in-
store promotions.
This month, for ex-
ample, the chain
instituted  “Celtic
Month,” complete
with in-store POP
materials about the category and fea-
tured artists. April will see a promotion
tied in with Mother's Day, and May will
see a similar Father's Day new age tie-in,
Curran says.

Natural Wonders, a specialty gift
chain with 151 stores, also is all
smiles about new age and Celtic
music, with about 50% of its music
selections falling under that umbrella.
“New age is a genre that is doing
quite well for us, not only in music but
in other categories as well,” says
music buyer Faye Smith-Gee. “Mas-
sage, aromatherapy and other alter-
native lifestyles are emerging in the
stores as a trend, and it is natural that
new age music with its relaxation ele-

ment would also be part of that
trend.”

MAINSTREAM CATCHING ON

As tough as breaking into traditional
music stores can be, some new age
label executives say the doors contin-
ue to open. “One of the reasons we've
waited so long to get into record stores
is we wanted to wait until sales were
big enough and momentum was great
enough at the altemnative stores,”
Gordon says, noting Sequoia is being
courted by a number of distributors.
“They are getting smarter and are tak-
ing this kind of music more seriously.”

Birosik notes that the three labels
Musik International vends to main-
stream retail —New World Music, Inner
Worlds Music and Wind Records—are
having lots of success at large music
chains like Tower Records and combo
stores, such as Borders Books & Music.
“Sales of new age in mainstream stores
have gone up because the music itself
has penetrated mainstream conscious-
ness through television documentaries,
radio airplay and word of mouth,” she
says. However, one of the biggest
issues in terms of trying to decipher
sales in the mainstream vs. altemative
outlets is that virtually none of the latter
report to SoundScan. That topic will be
on top of the list for the new age
special-interest group at the upcoming
NAIRD convention.

And new age label executives would
be making a mistake to assume alter-
native retail is a sure thing, says Gor-
don. “There’s incredibly steep compe-
tition for new labels starting out in the
specialty market,” he says. “I can't
imagine what it would be like to be a
start-up label getting into the mar-
ket—probably as difficult as getting
into a record store.” M
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lazz guitarist extraordinaire
Brian tlughes invokes the classic

fingerstylings  of the  legendary
Wes Monrtgomervy as he weaves a
seductive synthesis of Latin, Brazilian,
Middle Eastern and  funky  blues
rhythms 1nto an excinng jazz context.
Producer & lead guitarist tor Loreena
McKennitt,
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Atter cight solo records, the four rime
winner of Australia’s “Best Guitarist™
award, mult-plannum guitar legend
Tommy Lmmanuel makes his | ligher
QOctave debut blending the many styles
that have influenced him into a highl
melodic framework. He is joined by
all-stars Larry Carlton, Rohben Ford.
Warren Hill and Nathan East.
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Veteran keyboardist Qzzie Ahlers,
known tor his work with Jerry Garcia
and Craig Chaquico, debuts with a
fanciful array of spirited, groove
inrensive keyboard melodies. His style
is drawn from a wide array of stylisuc
influences, ranging from jazz and rock
to soul and bjues.

A stellar showcase for the emotional
connection between the strings of the
electric and acoustic guitars and the
heartstrings  they so  passionately
inspire. This collection teatures
samplings of Higher Octave Music’s
vast, multi-cultural array of guitarists,
from rop sellers Ottmar Licbert and
“Craig- Chaguico t0 new  comers

- Brian Hughes and Tommy-Emmpanuel.
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23852 Pacigic Coast Hicnway, SUITE 2C, MaLiBu; CA 90265 (310] 589-1515 OR FAX (310) 589-1525
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Higher Qctave’s super trio. 3rd Force,
has created a third album of inspired
instrumentals that bridge the gap
berween continents and gencrations.
Featuring special guests Peter Whire,
Rick Braun aud Craig Chaquico.
“Viral Force™ is an exciting svoergy of
smooth jazz. R & B, urban dance and
ethnic intluences. These playful, funky
tunes keep vou moving long after the
music has silenced

CUSCO “The Best Of CUSCO™

HOM 7100}

A special re-mastered set, * 71 he Best Of
CUSCO™ commemorates the group's
tenth anniversary on Higher Ocrave
Music and over 2 million albums
sold worldwide. This exciting and
extraordinary  colleciion  featuring
eleven of CUSCO's tinest is sure fo
delight new listeners and dedicared
fans alike.
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Will Ackerman

and

Dawn Atkinson

Present

e o —
taatamperary collaiiioa |

314 534 468-2 314 534 065-2 314 534 279-2
Rob Eberhard Young A Different Mozart The Song of Angels
Sticks & Stones a contemporary collection The Schola Cantorum of
St. Peter’s in-the-Loop, Chicago
“... I hadn’t found anyone in fifteen years “In Mozart’s day, the split between
whose music offered a startling new voice classical and popular music hadn’t The magical power and beauty of
on the Acoustic Guitar, until | heard happened...Mozart was pop music!” Chant and Renaissance vocal music.
Rob Eberhard Young...” John Schaefer, WNYC

Producer Will Ackerman Producer/Director, J. Michael Thompson

Bela Fleck, Modern Mandolin Quartet, Executive Producer, Will Ackerman
Produced by Rob Eberhard Young and Will Ackerman Chris Botti, Tim Story, Philip Aaberg,
ValGardena, and others.

Produced by Dawn Atkinson

For more information or instore play copies, call us at 212 333 8317; fax 212 333 8402  Visit us on the World Wide Web: http://www.imaginaryroad.com
Manufactured and Marketed by PolyGram Classics and Jazz, a division of PolyGram Records, Inc.
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BEYOND THE STARS

In The Wide Spectrum Of New Age Artists, Very Few
Are Household Names

BY JOHN DILIBERTO

anni is playing the Taj Mahal
& and the Forbidden City, John
Tesh plays Catalina, and Enya
plays to nothing but the four walls of
her studio. But all of them are artists
reaching platinum-plus status that
seems to escalate exponentially with
each PBS TV special or soundtrack
adaptation. These are the names that
people think of first when you say New
Age.

FROM PURISTS TO PIANISTS

Yet there are many more artists
beyond this triumvirate taking up space
in new age bins. They occupy a spec-
trum of modem instrumental music
that runs from new age purists creating
meditative and healing music to unre-
pentant cocktail-lounge pianists to
explorers of dark sonic and psy-
chological terrain.

While Enya, Yanni and Tesh repre-
sent the fresh-scrubbed face of new
age, there's a group of musicians with
darker sound designs, more psycho-
tropic agendas and an often frighten-
ing commitment to their art. Among
them are names you may not find on
the charts, like A Produce, Vidna
Obmana, Patrick O’'Hearn, Jeff Pearce,
Temps Perdu, Mark Dwane, Tim Story,
Tuu, Paul Haslinger and Steve Tibbetts.

Robert Rich typifies these artists.
He's been toiling away since the early
"80s, when he was doing all-night
sleep concerts. He's an heir to fourth-
world electronic music and segued
neatly into techno tribal with “Prop-
agation” (Hearts Of Space). His latest
recordings, “Stalker” with synthesist
Lustmord and “Fissures” with Italian
synthesist Alio Die, are masterpieces
of sound design. But like recent
recordings from fellow Fathom artist
Steve Roach and many others, they

Jim Brickman

can be forebodingly dark.

“| don't hear it as dark,” counters
Rich. “I hear it as being very intense
and sonicly magical. We were trying to
create a landscape that was extreme-
ly foreign and acoustically exciting.
Something that you could turn on loud
and immerse yourself into and feel like
you were in another dimension.”

Artists like Rich have abandoned
many music conventions, but others
still find some useful tools out there.
Among them is the City Of Tribes label.
It's a small San Francisco label, run by
Pamela McCleave, that is pounding
out elegant variations on the fourth-
world paradigm with an incestuous
group of musicians.

“For the most part, that's a good
thing,” laughs McCleave. “We're work-
ing with a cooperative of artists, and
we view ourselves like our European
counterparts in that we're geograph-
ically localized but internationally
scoped, as far as the influences go.”

Stephen Kent

Among those artists are didgeridoo
player Stephen Kent, who has two of
City Of Tribes’ biggest-selling discs to
his credit. One is last year's “Head
Light” with his group, Trance Mission,
and the other a solo project,
“Landing.” Like most COT recordings,
they are organic and rooted in global
rhythms but technologically produced.
Most of COT's acts are helmed by
female singers, including the roaring
tribalism of The Beasts Of Paradise
with Kent's wife, singer Eda Maxym,
and Ring, a group that has the most
comfortable fit with new age, centered
around singer Patti Clemens and
harpist Barbara Imhoff, who also plays
in the Beasts. The coherence of the
labet’s sound is revealed in “The Event
Horizon” samplers, of which the third
was recently refeased.

TRADITION REDEFINED
Other artists find themselves taking
traditional forms and recombining
them in new ways. The Angels Of
Venice started out as a classically
inclined chamber ensemble. On their
1996 album, “Awake Inside Dream”
(Epiphany), they adopted Moroccan
rhythms and wailing Middle Eastern
vocals. “The influences | draw upon
are the Strauss waltzes and Eric Satie
and Led Zeppelin,” says Angels harpist
Continued on page 44
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When the. going gets tough...
The:tough get geowing.

HﬁHHTSufSPHEEC
Where Music Meets Imagination
spacemusic from.near and far out

: i 9 ‘
HEARTS W SPDACE

Contemporary Celtic
. from around the werld

- Sounding the Deep
tribal / electronic / ambient nair

-

Yraditional Music for the 21st century
-~ progressive / world / ethnic

The Greove of the Future
pop electronica

FIVE LABELS, ONE COMMITMENT.
ARTISTIC EXCELLENCE CBMMERCIAL SUCCESS

New digs! One Harbor Drive, Suite 201 * Sausalito, CA 94365 USA

, TEL 415.331.3200 g i
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BEYOND THE STARS
Continued from page 42

and founder Carol Tatum. After a pair
of albums they produced themselves,
the Angels will appear on Windham
Hill's “Summer Solstice” collection.

Chant traditions from around the
world continue to be adapted, includ-
ing the Native chants of “Sacred
Spirits” (Virgin), the sweeping Enya-
like choirs of Adiemus’ “Songs Of
Sanctuary” (Caroline) and Paul
Haslinger's kinetic “World Without
Rules” on Hearts Of Space imprint
RGB. But probably the one that will
have the most impact in 1997 is Steve
Tibbetts' “Cho” (Hannibal/Rykodisc),
recorded with Tibetan nun Choying
Drolma. He frames her Tibetan chants
in arrangements that shift from ritual-
istic to hallucinogenic. “Her voice
seemed to come from everywhere,
especially in that shrine room,” recalls
Tibbetts. “It mixed up with the light
and the butter lamps, the incense, the
sun going down, the valley and the
whole milieu of the Kathmandu valley.
Trying to get that on tape is tough. But
you can bring that all home with you in
your brain and try to create a sonic
equivalent to it.”

Another guitar player, Michael
Hedges, returned with his strongest
album to date, “Oracle” (Windham
Hill). “It's almost not as much a guitar
album as just an album of music,”
says Hedges. “And that to me is where
this album succeeds, in that there are
more melodies and things that people
in general can relate to. And maybe a
few guitar fans will miss some of the
pyrotechnic stuff that | do, but to me
it's more successful because there's
less of that.’

THE MEDITATIVE CORE

While these artists are pushing the
envelope and have greater affinities
with world, ambient and progressive
music, there's still a core of new age
artists working the meditative end of
the crowd. Ever since Steven Halpemn
pioneered the market with his
“Spectrum Suite” in 1975, there has
been a cottage industry of musicians
making CDs with ethereal titles, some
simply promising relaxation, others
that claim to realign your chakras.

Halpern has dozens of recordings on
his Inner Peace label. His latest in-
clude ‘Afro-Desia” and a forthcoming
20-year piano retrospective with the
working title “Legacy.” Says Halpern,
“A lot of my music is composed with
the intent of serving the listener who is
looking for something to help them
relax and nourish them In a way
that’s beyond standard entertainment
value.”

And then there's the easy-listening
spectrum of new age. Pianists Danny
Wright, Suzanne Ciani, Robin Spiel-
berg and Lorie Line offer music that
doesn't aspire to transcendence or
transformation as much as relaxation
and mood.

Leading the way to the cocktail party
is pianist Jim Brickman. His third
album, “Picture This" (Windham Hill),

BILLBOARD SPOTLIGHT
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debuted at No. 55 on The Billboard
200, the highest chart debut ever for a
Windham kill release. Brickman
doesn’t think he's new age; he feels
he's tapping into a stream of instru-
mental music that goes back genera-
tions. “Things sort of go around in

cycles, and | think that 20, 30 years
ago instrumental music was very pop-
ular,” says the clean-cut, athletic-
looking pianist. “| feel like I'm bringing
back the genre in a package that is not
thought of as stodgy or old or what
your parents would listen to.”

A few artists are uncomfortable
being in the same bins with these pop
pianists. “When we started out 20
years ago, we were rebelling against
that,” says Halpern, adding with cha-
grin, “The last thing we thought was
that piano lounge music would come
back as new age.”

Of course, there are some who don’t
want to be in there at all. Asked how
he feels about being stocked next to
Halpern, Yanni and Lorie Line, synthe-
sist Steve Roach’s response was sim-
ply “Misfiled!” W
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“We the People”
featuring lakota composer paul la

roche who has been hailed as
“the native american yanni.”

- (owboys and indians magazine

De

“Common Ground”
robbie robertson said it all best, "he has this
sound that just tears my heart out”

- rolling Stone magatine .

ManY Nature

“"Medicine River”

“one of the best S0AR new age
recordings to date and that's
saying something since most
are exceptionally fine”

- fiew age retailer magazine .

e-mail: soar@rtbb_com

available from the following distributors;
$OAR: 1-800-890-7b27
VALLEY RECORD DISTRIBUTORS: 1-800-845-8444
MUsI¢ DESIGN: 1-800-862-7232
PAULSTARR: 1-800-545-277§
ROCK BOTTOM DISTRIBUTORS: 1-954-474-1114

“Music For A New Age"™
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NEW AGE AGTIVITY IN THE INTERNATIONAL MARKETPLAGE

TOKYD

In Japan, the term “new age” music
isn't used nearly as much as “relax-
ing” or “healing” music. Whatever you
call it, though, the basic idea is the
same as the new age genre: intelli-
gent, instrumental music that soothes
nerves frayed by the stresses of mod-
ern urban life. Japan boasts many
small specialist fabels that release
new age-style music.

One of the most innovative is
Tokyo-based label Sound Design,
which recently released what it says
is the world's first rewritable
Enhanced CD. Entitled “Designed,”
the CD can be updated by hooking up
to Sound Design’'s Web site
(http://www.iijnet.or.jp/sounddesign/).
The site Is currently in Japanese only,
but an English version is being
planned. The album features ultra-
mellow tracks by artists such as
Toshikazu Matsumoto, Steve Raiman
and MESA and was produced by label
president Taka Nanri, who says, “We
want to concentrate on this kind of
niche instrumental music.”

Another leading Japanese new age
label is Green Energy, which prefers
the “healing music” moniker to the
new age tag. “This type of music is
becoming more popular in Japan,”
says president Kosuke Kunishi,
explaining that Japanese record com-
panies concentrate most of their ener-
gies on the teenage market. “But
there really isn't any music being
made for people in their 30s, 40s and
50s—the Beatles generation,” says
Kunishi. “Until now, the concept of
‘easy listening’ has been associated
with artists like Glenn Miller and stuff
like that from an older generation.
‘New instrumental’ music is for the
rock generation” One of Green
Energy’s more popular artists is gui-
tarist Maji, whose releases sell about
5,000 copies—modest, compared
with the megahits that dominate the
Japanese pop scene, but just fine as
far as an indie like Green Energy is
concerned. —STEVE McCLURE

AMSTERDAM

Holland is home to two of Europe’s
leading new age companies, the Dutch
Oreade label and the European office
of Narada Media. For 1997, Oreade
reports that “angelic” music is the lat-
est trend in new age, citing three
albums in the genre: composer/pianist
Daniele Garella’s “Healing River” (in
the “Sacred Music”

we have to work a little harder. New
age needs to mature.”

At Narada Media in Hilversum, the
company is exploring international
opportunities for current Narada
albums, including “Gravity” from gui-
tarist Jesse Cook, “Sacred Road” from
pianist David Lanz, “Return Of The
Guardians” from multi-instrumentalist
David Arkenstone, and “Ceftic Re-
flections: Misty-Eyed Moming” from
accordionist John Whelan. Narada
Media director of European marketing
and sales Jaap Hoitingh estimates
that the company will release 15 CDs
in the first half of 1997. He predicts
new age will develop in the direction of
world music, observing, “Many Narada
releases already feature either
Celtic—mainly Irish—or African influ
ences.’ ~ROBBERT TILLI

LONDON

The makers of ambient music in
the U.K. would throw their hands up
in horror at the thought of ever being
labeled new age. Much of the ambi-
ent vibe that has grown up in the U.K.
and Europe is based around an edgy
club culture. In the mid-"90s, a huge
ambient scene grew up around the
“chill-out” rooms in clubs, where

ravers could have some respite from |

the pounding beats of the dance
floor. Artists such as Aphex Twin and
The Orb were played in these zones
and achieved first cult stardom and
then crossover success. Labels such
as Warp, based in Sheffield in north-
ern England, rode the electronic
ambient wave with acts like Black
Dog and Autechre. Music has moved
on from being purely ambient, and
shops such as London’s Ambient
Soho have expanded their catalog to
nclude jungle and other beat-driven
music.

Yet some of the pioneers are still
flourishing. The Orb will release its lat-
est album, “Orblivion,” on Island
U.K.—the first in over two years.
Richard James, who has recorded
under such pseudonyms as Aphex
Twin, Polygon Window and Analogue
Bubblebath, has founded his own
label, Rephlex, which puts out his own
material as well as artists such as new
ambient act Sam And Valley, easy-lis-
tening fusionists Gentle People and
Global Goon, and the now-disbanded
Seafeel, which evokes a Cocteau
Twins-type vibe. Most artists draw on

such a wide range of influences-——fim |

samples, easy-listen-

series) plus the collec-
tions “Angel Spirit,” fea-
turing Mike Rowland
and Aeoliah (in the
“Sacred & Spiritual
Music” series), and
‘Angels Of The Sea”
with Susanna Thomas
singing compositions by
Gomer Edwin Evans (in
the “Myth & Legends”
series). The leading
artist on Oreade’s roster is guitarist
Hans Visser, whose latest album,
“Buon Giorno,” is his personal interpre-
tation of the romantic music of the
impressionist composers. Oreade pres-
ident David Grabijn wants to raise his
company’s profile this year. "As the
competition is tightening, not only with-
in the inner circle of true new age
labels, but also through the heavy
involvement of the majors, CD sales
are a bit under pressure,” he says. “So
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The pioneering Orb

ing chic, jungle, tech-
no, trance and classi-
cal music—that any
definitions become re-
dundant the minute
they're made.

To counter this eclec-
tic approach, there has
been a healthy growth
in the compilations
market, allowing com-
pilers to assemble
works of artists with similar feet and
tempo. Among the best is “Eyelid
Moves” from the Big Chill organization.
Belgian indie Crammed Discs’ “Free-
zone” series provides a snapshot of
each year's changing trends in the
genre, while Island Records’ Quango
imprint in the U.S. is picking up on U.K.
and European trance and ambient for
such collections as “A Journey Into
Ambient Groove.”

—DOMINIC PRIDE

| i (m
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Continued from page 39

REACHING AN AUDIENCE

“The reason for that is this music
doesn’t have a home on radio,” says
Ron McCarrell, director of marketing
for Windham Hill. “Some spills over to
NAC, and, of course, there’s college
and NPR, but I'm talking about main-
stream commercial radio. There's no
place to go.”

Instead, Windham Hill is trying to
reach target demographics through
unorthodox channels. The label is col-
laborating with Redbook magazine on a
series called “Redbook
Relaxers,” a mid-price
line geared toward
Kmart and Wal-Mart
shoppers. With titles like
“Dreamscape,” “Twi-
light” and “Tranquility,”
they draw from the
Windham Hill catalog to
program mood music for
blue-light specials.

“I'm marketing to 30-, 40- and 50-
somethings, but the core is in their
30s and 40s,” explains McCarroll.
“They are adults, have jobs, children,
don’t go out in the middle of the week.
These are busy people, and it's up to
me as a marketing guy to try and inter-
rupt their daily life and put my mes-
sage in front of them.” The Redbook
series is targeted specifically toward
women, but other releases will tap the
broader range of that 30-plus demo-
graphic with thematic albums of new

music on “Summer Solstice” and “On
A Starry Night,” a collection of Iulla-
bies.

REMAINING NAMELESS

This trend is making a few artists
apprehensive about their future. “My
first concern was that it would become
generic,” confesses Nicholas Gunn
when he was approached to do “The
Music Of The Grand Canyon” for Real
Music. “l said, ‘Do we have to call it the
music of...?" | understand why, but at
the time | was worried about artistic
identification, without any picture and
my name under the title in small print.”
His fears were assuaged,
when the album leaped
into the 200,000-plus-
units range. His follow-up,
“Crossroads,” looks likely
to repeat.

Being an artist in his
own right, Ackerman has
sympathy for this point of
view. “Absolutely! There
was a time at Windham
Hill when the artists began to bridle at
being subsumed into the label identity,
and we needed to heed that artistic
and emotional need on their part,” he
recalls. “But the compilations were so
successful, it was terribly hard not to
do them.”

Robert Duskis is the former head of
A&R for Windham Hill. He admits that
people aren’t buying the artists’ solo
recordings after hearing them on the
samplers. “At Windham Hill, we were
always disappointed because we'd
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have six-figure sales of the samplers
that never translated to the artist,” he
laments.

But Payne says those listeners are
coming back for something, if not the
artist’s other albums. “What we’ve no-
ticed is if they buy ‘The Music Of The
Grand Canyon,’ they'll go and buy the

Will Ackerman

other three National Park albums,” he
claims.

However, Steve Vining, current pres-
ident of Windham Hill and High Street
Records, says developing artists is the
lifeblood of the label. “We need to be
an artist-driven organization to keep
the label alive,” asserts Vining, To that
end, they've signed Celtic symphonic
composer Patrick Cassidy away from
the Celtic Heartbeat label and David
Arkenstone from Narada.

Sequoia Records, the label of musi-
cians David and Steve Gordon, learned
the marketing angle early on. Its first
releases keyed into new age and
nature with titles like “Misty Forest
Morning” in 1982 and “Garden Of
Serenity” in 1986, which was recently
followed up with “Garden Of Serenity
II.” The label also has branched out
into more tribal themes, with a pairing
of “Sacred Earth Drums” and “Sacred
Spirit Drums.” Both albums trade on
Native American imagery.

“That was heavy-concept, no doubt
about it,” says Steve Gordon, who
claims low-six-figure sales for each
CD. “‘Sacred Earth Drums’ is one of
those recordings that comes along as
the right music and right concept at
the right time.”

Even though Sequoia Records is an
artist-owned fabel, concept comes
first. “This type of music is less artist-
driven,” says Gordon, reaffirming the
claims of the major labels. “I think the
buyer in this market looks at the con-
cept of the album first and the artist
second.”

Steve Gordon’s sentiment is ampli-
fied by one of the true pioneers of new
age, Dudiey Evenson. She and her
husband, flutist Dean Evenson, have
been putting out their often meditative
soundscapes for nearly 30 years on
their Sounding Of The Planet label.
They've always put the concept and
imagery ahead of the artist. “We've
done it all along,” says Dudley Even-
son. “We have a hard time even think-
ing of how to mention artists’ names.
We were interested in peace and the
music.” That attitude has resulted in
collective sales of nearly 600,000
copies for Dean Evenson's “Ocean
Dreams” and “Forest Rain,” as well as
for Tom Barrabas' “Sedona Suite.”

It's just possible that the biggest-
selling name on the new age charts
may soon be Various Artists. Il
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Roomful Of Blues Earns Armful Of Kudos

Act Finds Long-Deserved Commercial Recognition

BLUES AIN'T JAZZ, but at some
points the two do a love dance around
each other that offers enough linkage
to make you forgo semanties. Like
when old-school R&B uses jump
rhythms to make its point and a tenor
sax takes chorus after chorus of solo
space; like when horn sections add
enough of an eloquent squawk to
remind listeners of a big band
brass’n’reeds front line; like when
there’s nothing going on except swing-
ing.

Roomful Of Blues, the much-
respected, Rhode Island-based honk-
ing and shuffling unit, knows all about
this love dance. Diversity? It's record-
ed with Eddie “Cleanhead” Vinson
and Colin James, Joe Turner and Pat
Benatar. Some of its members—an
ever-shifting lot of talented plavers
that has included Duke Robillard,
Ronnie Earl, and Scott Hamilton—
have been doing it for three decades.

The current lineup might have the
greatest commercial chemistry, how-
ever. Of late, the long haul has had a
payoff. The band’s 1996's dise, “Turn
It On! Turn It Up!,” which at 33,000
units (according to SoundScan) has
sold more than any of its predeces-
sors, was not only nominated in the
National Assn. of Recording Mer-
chandisers’ best-selling indie blues
category, but was also nominated for
a Grammy. This year, the band has
been nominated for two W.C. Handy
Awards, run by the Blues Foundation.

“Under One Roof,” the group’s new
Bullseye Blues release, has moved
8,000 units, according to SoundScan.
In the March 15 issue, the title
debuted at No. 9 on the Top Blues

e
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NOTES
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by Jim Macuie

friend. The guys stopped hy WBGO
Newark, N.J., for a chat during a
recent spin through the New York
area, playing fave tunes and plugging
a two-night stand at New York’s
Chieago Blues elub. Like many jazz
stations, WBGO gaes out of its way to
give listeners a healthy dollop of blues
each week—another love dance in
which the two styles feed on the long-
standing synergy. Roomful’s gigs con-
tinue on the West Coast, with a Sat-
urday (22) show at Bimbo's in San
Francisco.

DATA: With all the records that
make hay out of rearranging classic
tunes, it’s good to be reminded that
many players still compose their own
stuff. Some of those whose works are
published by BMI get together on
Monday (17) at New York’s Blue Note
club. The BMI/New York Jazz
Orchestra interprets material drawn
from its members’ songbooks. Each
year it offers a special soloist; this

time around it’s ubiquitous tenor sax-
ophonist Joe Lovano.

It’s great to have friends. Lee Rite-
nour’s nod to Antonio Carlos Jobim
employed several high-vis pals of the
guitarist, making the tribute a rather
irresistible package for fusion fans . . .
Kevboard dude George Duke’s “Is
Love Enough,” due March 25 from
Warner Bros., goes a step farther, uti-
lizing a phone book’s worth of con-
temporary jazz stars. Participants
include Norman Brown, Paulinho
Costa, Everette Harp, Dennis
Chambers, Jonathan Butler,
Rachelle Ferrell, Paul Jackson Jr.,
Dianne Reeves, and Leon Ndugu
Chancler. Duke rightly calls it the
“most eclectic” disc he’s done so far.

Congrats to longtime jazz producer
Orrin Keepnews. The San Francisco
chapter of the National Academy of
Recording Arts and Sciences pre-
sented him with its Governors Award
for Outstanding Achievement in late
February at the chapter’s annual
Grammy Nominees Celebration,

Jazz at Lincoln Center, under whose
auspices Wynton Marsalis’ Blood on
the Fields international tour took
place, has decided to double its con-
certs at New York’s Lincoln Center
during the '97-'98 season. Each pro-
gram will be presented twice. The
reasoning is simple. Almost every per-
formance the series hosts sells out.
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by Heidi Waleson

CHANGES: Deutsche Grammophon’s (DG) president,
Karsten Witt, spent a few days in New York recently to
talk about the company’s restructuring plans (Billboard,
March 1) and the newest member of the label’s team.
Michael Fine, VP/GM of the independent label Koch Clas-
sies sinee 1989 and winner of the 1992
Grammy for classical producer of the
year, has been tapped to be DG’s VP of
A&R. Fine will take up his duties April
14 in Hamburg.

Witt cites Fine’s background as a
musician (pianist and clarinetist), his
broad knowledge of the repertoire, and
his experience as a producer as key fae-
tors in the hire. Witt also points out
that Fine’s experience as a producer
for an independent label also means
that he “has recorded with much less money” and that he
has links to the U.S. market, which DG considers ripe for
intensive development.

Such characteristics fit in with DG’s strategy, which
includes a one-third decrease in recording and release activ-
ity, downsizing the Hamburg operation (a process that Witt
says will take about six months), and a new focus on mar-
keting and publicity. Witt believes that the doom-and-gloom
scenarios of the classical record business are exaggerated.

“Interest in classical music is growing,” he says. “There
are more festivals, promoters, venues, sponsorship—niore
people learning instruments. We are actually selling twice
the number of recordings we sold during the time of the LP;
it’s just that growth expectations are based on the artificial
numbers created when people changed from LP to CD.”

DG is also hoping to take advantage of other labels’ with-
drawal from the core repertoire market, building on DG’s
blue-chip image to sell its artists’ interpretations of the stan-
dard repertoire as the new definitive versions. Witt intends
to aggressively seek out alternative distribution channels;
he cites a cooperative deal with a European publisher in
which a book/CD package, “La Grand Musica,” has sold

FINE

“millions” in Italy, Spain, and Greece. While Karajan cat-
alog recordings are DG’s best sellers in Japan, he says,
front-line recordings do well in the U.S., which he sees as a
huge, underdeveloped market.

“There has been no decline,” he says. “If' we consolidate
and take advantage of opportunities, we can grow again.”
Witt says that Fine “has a very positive attitude toward the
situation. Others at major labels are more depressed and
eynical; he understands that it is possible to do something.”

Fine feels that he was chosen in part for his outsider sta-
tus. “DG has never hired someone from an independent
label for a job like this,” he says. “Years ago, the job was
going to concerts and having wonderful lunches with artists.
Now, with the changes in the industry, they need a smaller,
more concentrated team. [ see my job as maintaining the
integrity of the label and running it as a business for the
survival of all its products. My label at Koch made « profit
every year.”

Iine points out that he has made close to 500 records on
a shoestring, which often had to do with the size of the pro-
duction team. “Sometimes at Koch, it was one person. I'm
not suggesting any radical changes—I have to study the
numbers—but some small economies can help. And it all
has to do with perspective. Will we make a billion dollars
on the next Gil Shaham record? No, but we know that in
advance. At Koch, we budgeted records intelligently and
made some money. There’s no reason we can’t do that at
DG.H

DISTI(IBU TTON: Cedille Records, an arm of the nonprofit
Chicago Classical Recording Foundation, will now be dis-
tributed by Qualiton Imports Ltd. The Chicago-based label,
founded in 1989 by Jim Ginsburg, now has a catalog of 31
titles. The first Qualiton-handled release, due this month, is
the third and final CD of the label’s c¢ycle of Liszt’s two-
piano versions of his symphonic poems, performed by Geor-
gia and Louise Mangos.

New on the label is the 22-year-old violinist Rachel Bar-
ton, who has recorded Handel's sonatas for violin and con-
tinuo; that set in due in May. Her next release, slated for
November, features violin concertos by Caribbean and
European black composers of the 18th and 19th centuries.
A Cedille regular, soprano Patrice Michaels Bedi, whose
recent “To Be Sung Upon Water” featured song cycles by
Dominick Argento, will next be heard as Monica in Menot-
ti’s “The Medium.” Joyce Castle will be in the title role of
the opera, in its first recording in 25 years. The disc is due
in September.

BILL ENGVALL FOLLOWS ‘SIGN’ TO HIS OWN SUCCESS

(Continued from page 9)

“The single was primarily a promo-
tional tool. If you do get video and radio
play, are people going to pick up the sin-
gle before they pick up the album?” says
Warner Nashville VP of sales Neal
Spielberg. “Then we would go to work
with tools from [Broadeast Data Sys-
tems] and SoundSean to work the
album.”

The label did run into a minor glitch,
however. The album’s original artwork
left consumers confused about the set’s
title. The first pressing pictured Eng-
vall with a large sticker on his forehead
that read, “Caution, do not listen to this
album while waxing the cat.” That was
replaced in subsequent pressing with
the album title.

Warner serviced radio with various
drops and edited bits from the album
before and after the single’s release.

Engvall also made live appearances
at such country stations as KUPL Port-
land, Ore., and KMLE Phoenix.

“Bill has been very cooperative in
going into these various markets,” says
Warner Nashville senior VP of promo-
tion Bill Main. “We've done remotes and
had him sit in on morning shows and
just got incredible response.”

Country KWNR Las Vegas PD Lee
Millard says that “Here’s Your Sign
(Get The Picture)” has shown resilience
far beyond the station’s expectations.

“We decided to test the record [for
burn] just for giggles and grins,” he
says. “We were figuring it would have a
pretty high burn, around 40% or 50%,
and it came back {at] 5%.

“This is not a novelty record,” he
adds. “It’s a refreshing, nice radio
break, and it shows our listeners that
the station has a good sense of humor.”

Meanwhile, Engvall's success is the
latest indication of a healthy new
appetite for comedy among country lis-
teners.

Foxworthy’s latest album, “Crank It
Up—The Music Album,” performed
well at radio and has sold more than
499,000 units since its August 1996
release, according to SoundSecan.

“I Stoled This Record,” a collection
of country song parodies performed by
Razor & Tie Records’ Cledus “T.” Judd,
also shined, peaking at No. 8 on the
Heatseekers chart and selling more
than 185,000 units since its May 1996
release, according to SoundScan.

Most of these sales have been
spurred by country radio and video play.

KMLE PD Jeff Garrison speculates
that country radio is well suited to the
clean, family brand of humor offered by
comedians like Foxworthy and Engvall.

“These guys are the Dickie Good-
mans of the ’90s,” he says. “The format
lends itself to fun and the real-life issues

that the Foxworthys and Engvalls talk
about.” (The late Goodman is best
known for his “Flying Saucer” comedy
singles.)

Still, the welcome mat has not always
been out at country stations.

“For many years, comedy was always
associated with rock’n’roll,” says Eng-
vall. “I remember doing the club circuit,
and every interview I’d do would be
with the local rock station. I kept telling
these country [programmers] that they
were missing a big demographic, and
when Jeff came in, it just opened the
door to all of us.”

While Engvall’s stronghold remains
with country audiences, the comic’s
musings on children and pets have a
familial ring that reaches beyond the
more narrowly defined country audi-
ence focused on by other comics.

With this in mind, Warner may
attempt to tap into crossover markets
with Engvall by releasing a rock version
of “Here’s Your Sign” featuring an
artist appropriate to the genre.

Engvall, who is managed by J.P.
Williams and booked by Creative
Artists Agency Nashville, will tour the
comedy circuit in May and visit country
radio stations.

He also served as a host at the New
Faces portion of the Country Radio
Seminar, held March 8 in Nashville.

Billboard.

MARCH 22, 1997

TOP CLASSICAL ALBUMS .,

';E( Compiled from a national sample of retail store and rack sales SoundScan®
w 0 Ve reports collected, compiled, and provided by I ll"“
x 15
: |3 |8
2 |5 |¢ | ARTIST TITLE
T | S | E | LABEL & NUMBER (SUGGESTED LIST PRICE OR EQUIVALENT)
A & NO.1 & %
DAVID HELFGOTT
L1 RCA VICTOR 40378 (9.98/15.98) 7 weeks at No. 1 PLAYS RACHMANINOYV
2| o5 [T SHERIOICOITCR APPALACHIA WALTZ

SONY CLASSICAL 68460 (10.98 EQ/16.98)

3 | g | ANDRE RIEU
PHILIPS 528786 (10.98 EQ/16.98)

THE VIENNA | LOVE

_—

4|3 WYNTON MARSALIS
SONY CLASSICAL 66244 (9.98 EQ/15.98)

IN GABRIEL'S GARDEN

10133 ANDRE RIEU
PHILIPS 522933 (10.98 EQ/16.98)

FROM HOLLAND WITH LOVE

11| 3 | GIL SHAHAM/ORLI SHAHAM
DG 449820 (16.98-EQ)

DVORAK FOR TWO

5|17 VANESSA-MAE
ANGEL 55395 (10.98/15.98)

THE CLASSICAL ALBUM

CHANT D'’AMOUR

“BEREEEEEE

6 | 21 | (oon sap6t 1058 E16 98

) ] SE PAUL ChHAMER ORCHNCFERRIN 1. oz sssons

RE-ENTRY| MARTHA ARGERICH & o RACHMANINOFF/TCHAIKOVSKY: PIANO CONCERTOS
11 | 12 ] 25 | BENEDICTINE MONKS OF SANTO DOMINGO DE SILOS CHANT 11 |
0N
A ey | BENEDICTINE MONKS OF SANTO DOMINGO DE SI1LOS ST
14 | 3 | 15 | LONDON PHILHARMONIC UENKINS) DIAMOND MUSIC
RE.ENTRy| CASSELLO/ESPERIAN/LAWRENCE Y

ATLANTIC 80952 (10.98/1298)

TOP CLASSICAL CROSSOVER .

* k NO.1 % &
SOUNDTRACK

PHILIPS 454710 (10.98 £Q/16.98) 5 weeks at No. 1

SHINE

LONDON SYMPHONY (WILLIAMS)
RCA VICTOR 68746 (21.98/34.98)

STAR WARS; A NEW HOPE

LONDON SYMPHONY (WILLIAMS)
RCA VICTOR 68747 (21.98/34.98)

STAR WARS: THE EMPIRE STRIKES BACK

THE TALIESIN ORCHESTRA (SAYRE)
INTERSOUND 3566 (17.99)

ORINOCO FLOW: THE MUSIC OF ENYA

VARIOUS ARTISTS
5116 LONDON 452900 (10.98 EQ/16.98) PAVAROTT! & FRIENDS FOR WAR

CHILD

5 | AMERICAN COMPOSERS ORCHESTRA (DAVIES)
POINT MUSIC 454388 (10.98 EQ/16.98)

GLASS: HEROES SYMPHONY

VARIOUS ARTISTS
IMAGINARY ROAD 534065 (10.98 EQ/16.98)

A DIFFERENT MOZART

UTE LEMPER

RE-ENTRY LONDON 452849 (10.98 EQ/16.98)

BERLIN CABARET SONGS

LONDON PHILHARMONIC (SCHOLES)

7|7 POINT MUSIC 446623 (11.98 EQ/16.98)

=

US AND THEM: SYMPHONIC PINK FLOYD

—
=
o
N
o

LOS ANGELES OPERA ORCHESTRA (GERSHON)
DELOS 3224 (10.98/15.98}

SOUNDTRACK

MOZART TV

11 112 | 54| S50y cUnssICAL 62258 (9.98 EQ/15.98) SENSE AND SENSIBILTY
12 | 13| 93 | VNSO M 595 THE VIOLIN PLAYER
15 [ o+ o0 S SCSTEIS o purvarosond
ol T i RUNNIN' WILD
14 6 Ssg\lggls\gsléELK62857 (10.98 EQ/16.98) HAMLET

1 VARIOUS MOZART FOR THE MORNING
COMMUTE PHILIPS
2 VARIOUS MOZART FOR YOUR MIND pHILIPS
3 VARIOUS ONLY CLASSICAL CD YOU NEED
RCA VICTOR
4 VLADIMIR HOROWITZ HOROWITZ PLAYS
RACHMANINOFF RCA VICTOR
5 VARIOUS PUCCINI AND PASTA PHILIPS
6 VARIOUS BACH FOR BREAKFAST PHILIPS
7 VARIOUS PACHELBEL CANON RCA VICTOR
8 VARIOUS RACHMANINOFF FOR ROMANCE
PHILIPS
9 VARIOUS BRIDE'S GUIDE TO WEDDING
MUSIC ANGEL
10 VARIOUS BEETHOVEN-GREATEST HITS SONY
CLASSICAL
11 VARIOUS BEETHOVEN-GREATEST HITS Rrca
VICTOR
12 VARIOUS TEARS FROM HEAVEN RCA VICTOR
13 VARIOUS MOZART-GREATEST HITS SONY
CLASSICAL
14 HYMAN/LEVINE SCOTT JOPLIN-GREATEST
HITS RCA VICTOR
15 CARRERAS-DOMINGO-PAVAROTTI TENORS
ON TOUR SONY CLASSICAL

(O Aibums with the greatest sales gains this week. ® Recording Industry Assn. Of America (RIAA) certifi-
cation for sales of 500,000 units; A RIAA certification for sales of 1 million units with each additional mil
tion indicated by a numerat following the symbol. For boxed sets, and double albums with a running time that
exceeds two hours, the RIAA multiplies shipments by the number of discs and/or tapes. *Asterisk indicates
vinyl available. indicates past or present Heatseeker title. Classical Midline compact discs have a whole-
sale cost between $8.98 and $12.97. CDs with a wholesale price lower than $8.98 appear on Classical
Budget. © 1997 Biltboard/BPi Communications and SoundScan, inc.

TOP CLASSICAL MIDLINE I TOP CLASSICAL BUDGET

1 VARIOUS 20 CLASSICAL FAVORITES MADACY
2 VARIOUS CHOPIN: MAZURKAS & NOC-
TURNES SONY CLASSICAL
3 VARIOUS IDIOT'S GUIDE TO CLASSICAL
MUSIC RCA VICTOR
4 VARIOUS BEETHOVEN: PIANO CONCERTOS
4 & 5pPiLz
5 VARIOUS BACH: CONCERTO NOS. 1,2 &3
PILZ
6 THE CHOIR OF VIENNA MYSTICAL CHANTS
SPECIAL
7 VARIOUS CLASSICAL TREASURES MADACY
8 JOHN WILLIAMS SPANISH GUITAR MUSIC
SONY CLASSICAL
9 VARIOUS MOZART: SYMPHONY NOS. 35 &
38 pILZ
10 VARIOUS BEETHOVEN: PIANO SONATAS piLz
11 VARIOUS RACHMANINOFF: PIANO CONCER-
TO NOS. 2 & 3 SONY CLASSICAL
12 VARIOUS MOZART. REQUIEM PILZ
13 JOHN BAYLESS BEATLES'S GREATEST HITS
INTERSOUND
14 VARIOUS CHRISTMAS CONCERTI PILZ
15 VARIOUS TELEMANN: TABLE MUSIC piLz

48

wwWwW americanradiohistorvy com

BILLBOARD MARCH 22, 1997

!
'I
}
b
B
»
b
»


www.americanradiohistory.com

- Studio Action

ARTISTS & MUSI|C

Weinberg’s Mastering Marathon Makes U2 “Pop’

B BY PAUL VERNA

NEW YORK—Once upon a time in the
not-so-distant past, entire albums were
recorded, mixed, mastered, and cut in
one day—actually, in one step. All deci-
sions about instrumental balance,
equalization, and tone were made in
advance of the session.

Today, the record-making process is
dragged out over several months,
parceled out to diverse locations, and
divided into such specialized steps as
pre-production, recording, mixing, edit-
ing, mastering, and manufacturing.

Among these processes, mastering
remains one of the least time consum-
ing, rarely taking more than a day for
an album-length project. However, U2
may have changed all that with its new
“Pop” album, which was the longest

and most expensive mastering project
ever done at Masterdisk here—one of
the oldest and most highly reputed
mastering facilities in the world.

The project took six days of virtual-
ly 'round-the-clock work and involved
all four members of U2; producers
Flood, Howie B, and Steve Osborne;
and an endless succession of managers,
label folk, friends, family, and other
side players, according to veteran Mas-
terdisk engineer Howie Weinberg, who
mastered the album.

“This was one of the most intense
sessions we've ever done,” says Wein-
berg, a 20-year recording industry vet-
eran who began his career as a driver
for Masterdisk and rose to become one
of the top engineers in the field. “I've
done over 3,000 records, and this was
right up there. We started on [a] Mon-

day [in November 1996] and by Satur-
day it had to be finished, approved,
done, completed. They had missed two
release dates already, so they had to
make this one if it was going to come
out in March. So by hook or by crook,
it had to be finished. The last day we
worked 18 hours straight, and at the
end of it I just passed out. And Flood
was still there, and he was still tweak-
ing. This guy is amazing.”

Weinberg adds that mastering pro-
jects he had done for Smashing Pump-
kins, Garbage, and Prince were “pret-
ty intense,” but not on the scale of
“Pop.” Among the challenges of the U2
album were Bono’s last-minute deci-
sions about his vocals.

“There were a couple of lines Bono
didn’t like, so Flood was sitting on the
floor here, going through stacks and

B BY BEN CROMER

In 1968 Jeff Lynne was recording
at Advision Studios in London when
a friend asked if he wanted to attend
a Beatles recording session at EMI's
Abbey Road Studios. Lynne jumped
at the chance to observe the Beatles
at work on what would become “The
White Album,” never imagining that

someday he would produce tracks by
Britain’s premier pop icons.
More than 25
PRO years later,
Love,” into com-
pleted tracks for
the Beatles’ “An-
thology 1.”
despite the technical deficiencies of
Lennon’s demos. “The voice on ‘Free
As A Bird’ wasn’t very loud on the
original, with just the piano, and
tion as an extension of songwriting
and performing. Born Dec. 30, 1947,
in Birmingham, England, Lynne
became interested in recordmaking

Lynne’s ultimate
fantasy was ful-
filled when he
molded two of
John Lennon’s
demos, “Free As
A Bird” and “Real

“It was the biggest thrill and the
most scary thing at the same time,”
says Lynne. “The greatest part for
me was the banter in the studio—just
them reminiscing and talking and
including me” in the conversation.

Lynne’s enthusiasm never waned,
obviously the EQ was a bit peculiar
because it was recorded on a Walk-
man or something,” Lynne explains.

“I'd be thrilled to bits when we’'d get

something good down and it would

suddenly start to come together.”

Lynne has always viewed produc-
in the late '60s when he produced two
albums by his band, the Idle Race.

Lynne’s production expertise grew

during his stint with Roy Wood in the

Move, resulting in “California Man,”

L

'From ELO To The Wilburys, Lynne Mixes
Producing, Performing, And Songwriting

the album with the Move’s version of
Lynne’s classic “Do Ya.” Lynne and
Wood then hatched the Electric
Light Orchestra before Wood jumped
ship to form another band, Wizard.

“It was a bit of a shambles,” says
Lynne of the embryonic ELO. “Roy
left after about six months, so I just
took it on and tried to make it into
what we'd imagined it would have
been” had Wood remained.

ELO’s early hits, such as “Roll
Over Beethoven” and “Showdown,”
hinted at what would become Lynne’s
production trademark with ELO: lay-
ers of guitars, keyboards, and vocals
that created a mosaic of sound.

“I'd think bigger was better,”
Lynne explains. “Instead of one
piano, I'd have six pianos. I'd fill
every hole be-
tween every
bass drum beat
with something
else, and then I'd
want to keep
doing more
backing vocals,
which drove en-
gineers mad,” he
says with a

LYNNE

laugh.

Lynne hit his stride with “Eldora-
do,” “Face The Music,” “A New World
Record,” “Out Of The Blue,” and
“Discovery”—albums that featured
tight, melodic pop-rock such as
“Can’t Get It Out Of My Head,” “Fire
On High,” “So Fine,” “Livin’ Thing,”
“Telephone Line,” “Sweet Talkin’
Woman,” and “Last Train To Lon-
don.”

Lynne says ELO’s songs were
completed in stages, with the back-
ing tracks often finished before he
wrote the lyrics. “That forced me to
do the words,” Lynne says. “So
nobody ever knew the tunes except
me.”

Although largely unheralded,
ELO’s later albums—such as
“Time,” “Secret Messages,” and

“Balance Of Power”—included such
gems as “Twilight,” “Rock 'N’ Roll Is
King,” and “Calling America.” By
then, however, Lynne was ready for
something new.

“I had a call from George Harrison
via Dave Edmunds, who said, ‘Oh,
George said he’d like for you to work
with him,” ” says Lynne of his first
production outside the confines of
ELO: Harrison’s 1987 platinum
comeback album, “Cloud Nine.”

Lynne and Harrison continued
their collaboration by forming the
Traveling Wilburys, an ad hoc
assemblage that also included Tom
Petty, Bob Dylan, and Roy Orbison.
Organized on a whim, the band’s first
song, “Handle With Care,” was orig-
inally intended as a bonus track for
the European release of a Harrison
maxi-single.

“It came out so good that [former
Warner Bros. head] Mo Ostin said,
‘You can'’t use this as a throwaway.
You might as well use it for your
group because you're all playing on
it,’ ” Lynne recalls.

In the late ’80s and early '90s,
Lynne recorded a second Wilburys
album; completed a solo project,
“Armchair Theatre,” that demon-
strated his deft pop touch on “Lift
Me Up” and “Every Little Thing”;
and produced solo discs by Petty and
Orbison that yielded Petty’s “I Won’t
Back Down” and Orbison’s “You Got
It"—hits with major contributions by
Lynne.

“If I write the song, I usually end
up producing it,” Lynne explains.
“The two go hand in hand to me,
because when you nurse the song into
being, you should look after it.”

When Lynne got the nod to work
on the Beatles’ “Anthology,” he was
in the midst of recording his second
album for Reprise/Warner, a project
that he says was seven years overdue.

“I am a bit remiss,” says Lynne,
pointing out that he has about six

(Continued on next page)

stacks of DATs, looking for the one
vocal take that would fit in, and of
course it wouldn’t match” sonically
with the rest of the track, says Wein-
berg. “So I had to take that vocal take,
transfer it back to analog, put it
through Pultec EQs, and tweak it in
every which way possible, and it actu-
ally fit in.”

Although U2 has always prided
itself on pushing the technological
envelope to its absolute limit, the band
insisted on keeping the entire record-
ing, mixing, and mastering chain of
“Pop” analog. “These guys are anti-
digital,” says Weinberg. “You'd think
with all the technology they’d be into
digital, but U2 and Flood are real ana-
log-minded.”

Despite the abundance of edits on
the album—many final tracks were
assembled from a number of takes—
Weinberg did not resort to the use of a
digital audio workstation. In fact, his
is one of the only state-of-the-art mas-
tering studios that does not have a
workstation permanently installed.

“I like to keep [the computer] away
from me,” says Weinberg, an admitted
analog fan himself. “I roll it in when I
need it. There’s nothing wrong with it,
but it’s a time-consuming thing.”

Ninety percent of “Pop” was
brought in on half-inch analog reels
recorded at 15 inches per second with
Dolby SR noise reduction, according to
Weinberg. The reels were loaded onto
Weinberg’s vintage Ampex recorder.
The remaining masters were DAT
backups and rough mixes that ended
up on the album.

Another of Weinberg’s challenges
was to make the album sound cohe-
sive—a formidable task given the
inherent diversity of the record and the
fact that the tracks were mixed using
various modes: on a Solid State Logic
board at Windmill Lane in Dublin and
on a vintage Neve console at U2’s
Hanover Studios, also in Dublin.

“The songs didn’t have to be com-
patible with each other, they just had
to sound really good,” says Weinberg.
“F'lood’s philosophy is that the most
interesting records are the ones where
each track sounds different from the

next.”

Because of the deadline pressure for
“Pop,” the band could not afford the
revision period that usually follows a
mastering project. All decisions made
that week in November had to be final.
Accordingly, Masterdisk converted the
lounge outside of Weinberg’s studio
into a listening area with Yamaha NS-
10 monitors, boom boxes, and other lis-
tening gear.

“Once we got something we thought
sounded right, we’d go in there and
they’d check it out,” says Weinberg. “A
lot of times they’d listen to it on cas-
sette because they like the way the cas-
sette sounds. And we’d know right
away how close or far off we were, and
if something was off, we could come
back the next day and fix it.”

Toward the end of the week, the
album was ready to be sequenced, a
nightmarish proposition given the time
constraints and the potential for dif-
ferences of opinion. However, the run-
ning order fell into place with surpris-
ing ease, according to Weinberg.

“When we got the sequence and put
it together, it was just like magie,” he
says. “Everything just worked so well
together. All the levels, all the EQs, and
the way the songs went into one anoth-
er, it just kind of came together like
magic.”

After what seemed like an eternity,
the album was completed, and the band
members flew back home to Dublin.
All that was left was their final
approval.

“I got a call from them when they
were back in Dublin saying everything
was perfect,” says Weinberg. “I was
like ‘Yeah! Because I couldn’t tell any-
more. I couldn’t listen to the record
anymore.”

Although Weinberg declined to
reveal the final tab for the mastering
job, he says it was easily the most
expensive album ever done at Master-
disk. However, in the context of the
album’s overall budget, the Masterdisk
bill was relatively small, according to
Weinberg. “If the band could afford to
record for a whole year, this is just a
small segment of it,” he says. “This is
like their lunch money.”

Stepping Down From The Tower. Renowned Capitol Tower mastering engineer
Wally Traugott retired recently after a three-decade career that began in the stu-
dio’s mail room. At a party in his honor, his colleagues presented him with a
plaque celebrating some of Traugott's biggest albums: the “Saturday Night
Fever” soundtrack; Julio Iglesias’ “Crazy”; Pink Floyd’s “Dark Side Of The
Moon”—the longest-running album on The Billboard 200; Bob Seger’s “Night
Moves”; and Paul McCartney’s “Band On The Run.” Shown, from left, are Capi-
tol Studios/Tower Mastering VP Michael Frondelli; Tower Mastering engineers
Kevin Reeves and Pete Papageorges; and Traugott.
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LYNNE MIXES PRODUCING, PERFORMING, AND SONGWRITING

(Continued from preceding page)

tracks completed or ready to record.
He adds that the label has given him
complete freedom.

“I can do anything I want,” he says.
“Nobody’s going to say, ‘Oh, we can’t
have that; it hasn’t got a single on it.’
It’s not that kind of deal. It’s more or
less me getting wild and not censor-
ing myself, which is what I tend to
do.”

A convert to digital, Lynne’s views
changed during a conversation with
former Police drummer Stewart
Copeland. “I said to him [referring to

digital audio], ‘It’s only naughts and
ones; how can that be music?’ He said,
‘Well, what are those funny little squig-
gly things on the tape; it’s only iron bits
of oxide.” I thought, ‘Actually, he’s
right.””

Despite his now favorable views of
digital, Lynne still prefers analog
recording for drums and bass, point-
ing out that “you can distort analog” to
achieve an effect. “I haven't discovered
a way to do that on digital.”

A perfectionist, Lynne admits that
he is “obsessive about certain things. I

don’t really use reverb at all; I like
things dry.”

Lately, Lynne has been splitting his
time between his home in Los Angeles,
where he has been working on his
album, and London, where he is col-
laborating with Paul McCartney on the
latter’s upcoming album. But wherev-
er Lynne is recording, the studio is his
home.

“I love making records,” he says,
beaming. “There’s nothing else I'd
rather do, and I have great fun doing
it.”
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CALENDAR

A weekly listing of trade shows, con-
ventions, award shows, seminars,
and other events. Send information
to Calendar, Billboard, 1515 Broad-
way, New York, N.Y. 10036.

MARCH

March 16-20, Electronic Industries Assn.
Spring Conference, J.W. Marriott Hote!, Wash-
ington, D.C. 202-907-7971.

March 18-April 29, Songwriting Class, Mira
Costa High School, Manhattan Beach, Calif.
310-372-1213.

March 19, “Women Making Making Money
Making Music,” panel presented by the Black
Rock Coalition, ASCAP headquarters, New York.
212-713-5097.

March 20, “Show Me The Music,” luncheon

seminar presented by the Assn. of Independent
Music Publishers, Hotel Sofitel Ma Maison, Los
Angeles. 818-842-6257.

March 20, “Music Industry & New Tech-
nologies,” presented by the Country Music
Assn., Cumberland Science Museum, Nashville.
615-244-2840.

March 22, “9th Annual Bowling Bash,” pre-
sented by the Los Angeles chapter of the
National Academy of Recording Arts and Sci-
ences, Sports Center Bowl, Studio City, Calif.
310-392-3777.

March 22, “How To Start & Run Your Own
Record Label,” New Yorker Hotel, New York.
212-688-3504.

March 22-25, Audio Engineering Society
Convention, MOC Center, Munich, Germany.

LIFELINES

212-661-8528.

BIRTHS
Girl, Elizabeth Alana, to Denise and
Alex Lizarraga, Feb. 10 in Azuza,
Calif. Mother is a regional sales man-
ager for the Musicland Group. Father is
the company’s loss-prevention manager.

Boy, Mattori Lee, to Sue Lee and Jeff
Birnbaum, Feb. 12 in New York. Moth-
er is interactive media producer for
Hill & Knowlton. Father is president
of Relentless Management.

Girl, Allie Elizabeth, to Chaz and
Deaver Corzine, Feb. 24 in Nashville,
Father is senior VP of artist develop-
ment for Blanton/Harrell Entertain-
ment.

DEATHS

Christopher Wallace, 24, known as
hard-edged gangsta rapper Notorious
B.1.G. and also Biggie Smalls, in a drive-
by shooting March 9 in Los Angeles,
after leaving a private party sponsored
by Vibe magazine (see the Rap Column,
page 28). According to reports, Wallace
was sitting in the passenger seat of a
parked Chevrolet Suburban when bul-
lets were unloaded in his direction. He
was driven to Cedars-Sinai Medical
Center, where he was pronounced dead
from at least five bullet wounds.

The Brooklyn-born artist had been
involved in a bitter rivalry with the late
Tupac Shakur, who had accused Wal-
lace of being behind a shooting incident
outside a Manhattan recording studio
in 1994. He later taunted Wallace on
record about sleeping with his
estranged wife, Faith Evans. Shakur
himself died in a drive-by shooting last
September. It is suspected that the Wal-
lace slaying was a revenge killing, but
no suspects have yet been identified by

FOR THE RECORD

The headline for a story in the
Feb. 15 issue incorrectly stated
Island’s position on cooperative-
advertising funds for the U2 album
“Pop.” The label is supplying retail-
ers with cooperative funds if they do
consumer advertising.

A Feb. 22 story on Bill Whelan
and “Riverdance” misidentified con-
tributing artist Nikola Parov's
nationality. He is Hungarian.

the Los Angeles Police Department.
Wallace, whose debut album on Bad
Boy Entertainment sold more than 1.5
million units, according to SoundScan,
was a prolific performer who complet-
ed cameos on several records, includ-
ing songs by pop quasars Michael
Jackson and R. Kelly. A former street
hustler, he rhymed mostly about inner-
city street life, and his sophomore set,
“Life After Death,” is scheduled to be
released March 25 on Bad Boy/Arista.

Addie Teagarden, 82, following years
of ill health, Feb. 12 in Fort Laud-
erdale, Fla. She served as personal and
road manager to her husband, the late
jazz trombonist Jack Teagarden. She
studied piano at the St. Louis Conser-
vatory of Music and, as an early airline
pilot, was elected to the Amelia
Earhart Society in 1940. She is sur-
vived by her daughter, Vernajean T.
Atwell; son Joseph; five grandchildren;
and five great-grandchildren.

GOOD wanksf

P RESERVING THE RAIN
FORESTS: The eighth annual Rain-
forest Foundation Benefit Concert
will be held April 30 at New York’s
Carnegie Hall with participation by
Elton John, Bobby McFerrin, Bon-
nie Raitt, Sting, and James Taylor.
Supper at the Pierre Hotel will fol-
low the concert. The foundation
addresses global environmental con-
cerns, with specific reference to pre-
serving forests. For further infor-
mation, contact Event Associates at
212-245-6570.

SCHOOL GIGS FIGHT DRUGS:
Artists Against Drugs, a nonprofit
group that presents concerts at
schools, has set a series of perfor-
mances nationally starting this
month and running through June.
The 1997 concert series will travel to
150 high schools and feature David
& the Venetian Blondes, My Broth-
er & Me, and Reece. Artists Against
Drugs was formed in 1987 by a group
of music-industry executives to draw
attention to the merits of living a pos-
itive and drug-free lifestyle. Contact:
Toni Clark at 310-288-3435.
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A Multimedia Story

Companies in the United States, Japan and Europe have joined hands
and developed DVD — an optical disc the size of a CD — which ¢an store
4.7GB of memory on a single side.

The 1982 introduction of the compact disc changed our lives
forever. The analog audio age typified by records and audiocassettes
gave way to the digital audio age. This change did not limit itself
simply to the type of software used; it changed our entire lifestyles.
Now this wave of information digitization is surging to the world of
moving pictures.

With this development comes the true beginning of the multimedia
age. Conventional forms of recording media did not have enough
storage capacity to allow the realization of the full potential of
multimedia, where not only words and data, but also images play an
important role. The digitization of images requires an ability to
process very large amounts of data. DVD, the high density optical
disc, was developed to fulfill this need. This CD-sized disc, 12 cm in
diameter, holds 4.7 GB of data on a single side so that it can store an

entire feature film with the highest quality picture and sound.

In Touch with Tomorrow

TOSHIBA

Many technological innovations were achieved to meet such a
standard. An example is the thickness of the disc. A conventional
1.2 mm-thick disc makes it difficult to accurately read high density
data. We solved this problem by developing a 0.6 mm disc suited for
reading such high density data and at the same time bonded the two
discs together to make it significantly stronger and flatter. We also
used MPEG?2 — the international standard in image compression
technology — indispensable in storing huge amounts of data on a
small disc.

Currently, research and development is being conducted to create
advanced DVD technology. This research includes disc manufacturing
and mastering technologies, MPEG2 encoders and playback
equipment that produces high quality video and audio. DVD,
developed to meet the needs of movies, music and computers, is

now embarking on a journey with you into the digital future.

www americanradiohistorv com
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“Put one full-length movie on a
12 cm-diameter disc,” Hollywood said.
“No problem and the picture will be the
highest-quality,” we replied. People
looked at us with disbelief.

n » -

“We want a dream media that allows people to enjoy the highest-quality picture at §
home.” This strong desire on the part of Hollywood placed difficult demands on our
technological development team. At first, Hollywood’s demands were considered too v t

difficult to realize. But we believed that by meeting this challenge, we could build an

ent\irely new disc media. DVD is our answer to Hollywood

Hollywood’s primary request was that the disc hold an entire movie on one side and
that the picture and sound be the highest-quality. DVD met all the conditions set forth
by Hollywood — including 4.7 GB of data for video, audio and subtitles. The existing
CD standard could store only ten minutes of such data. Additionally, we responded to
Hollywood’s request for copy protection by creating the most advanced digital 1
encryption system in the history of home video. Regional coding was also included

to protect the theatrical window and ensure sequential distribution.

N “Will DVD have computer ‘
applications?” Silicon Valley asked
next. “Of coursé,” we answered. |

- Il L]

The potential of this small disc, just 12 cm in diameter, raised eyebrows in «

Silicon Valley. CD-ROM, the current standard in mgltimedia, 1s not sufficient
to handle the large volumes of data required in high density and image
information ;;rocessing. . .

As a result, leading American computer companies announced their specific
requests for high-density disc standards which will become the heart of future
multimedia develdpments. Silicon Valley asked that new media be compatible
with xisting CD. and future storage and retrieval media. They also requested
discs and drives be affordable. DVD can be made compatible with CD and future
recordable RAM discs at a low cost. Furthermore, DVD complies not only with
ISO 9660, the current multimedia standard, but also with the new UDF file format.

Therefore, CD and all other DVD standard discs can be read from the same drive.

www americanradiohistorv com
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| “How is the sound?” Hollywood asked.
The sound quality and the sense
of presence were so amazing
that everyone cheered and applauded.

Hollywood asked for great picture and theater-quality sound
at home. To answer this request, we adopted the Dolby* AC-3
5.1 channel Dolby Digital system. This allowed us to realize the
highest quality multichannel sound and presence. Hollywood
also demanded that the new medium be able to deliver multiple
languages and subtitles. DVD technology allows a maximum of
eight language soundtracks and 32 subtitles.

Furthermore, DVD offers multi-story capability, multi-angle
functions, and interactive features. DVD began with the far-
reaching visions of Hollywood. Now. the memory capacity of
- 4.7 GB on a single side allows people to enjoy movies right at

home, with picture and sound quality far superior to existing

home audiovisual equipment.

In Touch with Tomorrow

TOSHIBA

*Dolby is a registered trademark of Dolby Laboratories Licensing Corporation.
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A single disc that carries within it the dreams of people.
A recording media for movies, music and computers.
Our multimedia story has just begun.

S -

24
3 NN,

Companies around the world, including Toshiba, came together
to establish DVD as the world standard. This new media will help
make your dreams and aspirations come true. It is the ultimate
media for the highest quality, in-home movie experience. DVD is
a superior form of data storage for the computer industry with
capacity far in excess of the current CD-ROM format. It is also a
vast improvement over CD audio. DVD’s higher capacity offers
greater definition and detail in recorded music. As a game
platform, DVD offers unrivaled storage capacity and data transfer
rates. With DVD, programmers can create the next generation of

video and computer games — games with startling 3D images and

visualizations. DVD offers programmers the chance to create
games so real, so intense, so powerful that a new paradigm of
reality and entertainment can be achieved. DVD crosses the
audio-visual environment of television and music with the
multimedia environment of PCs. The multiple capabilities of
DVD make it the ideal vehicle for true multimedia. The age of
high quality multimedia is just beginning. DVD’s evolution will
support not only entertainment, but also business, home shopping,
education and publishing. DVD is more than just a new standard
for recorded media; it offers freedom of expression at an

unprecedented level.

In Touch with Tomorrow

TOSHIBA

For more information call 800-631-3811

INTERNET: http://www.toshiba.com/tacp

www americanradiohistorv com
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he prolessional audio- and
videotape markets had flutter-
ing stomachs lor part of 1996 as
the mdustry went through a
long-awaited shakeout. While
video enters 1997 not looking
unlike 1t did the previous year, pro-
fessional audiotape has a somewhat
changed landscape, thanks to the
growing demand for television-post and
a stabilization of raw-materials prices.
The two-, one-, half- and quarter-
inch analog markets are now down to
two suppliers—Quantegy and BASE.
That market segment was rocked dur-
ing the last year by the departure of
3M, announced in November 1995
from the pro audio and video mar-
kets. 3M’s inventory and intellectual
assets were acquired by Quantegy in
1996, which is selling that inventory as
long as it’s available and plans to intro-
duce new products based on 3M for-
mulations in the future.
Quantegy, itsell’ formed as a spin-oft

The changed Iandsn—ipe means new niches,

DVERVIEW °97
~Settling Down To Business
 After The Shakeout

>

By Dan Daley P
/

i

more formats and less mega-companies.
Smart suppliers are also finding fertile
ground for new opportunities.

(of Ampex in 1995}, still holds
the commanding lead in the
U.S. professional audiotape
market, which it mherited
from Ampex, with an esti-
mated market share in
excess of 90% in analog
open-reel formulations.
However, a reorganized BASK
asserts that it 1s linally getting aggres-
sive about marketing its products to
studios and other pro-audio users, with
a particular emphasis on the expanding
lower end of the tape market—the
MDM-based project studios.

BASE Magnetics was sold
by parent company BASF
\ AG to Korean electronics
|
/
y

A

B—
{ Lﬂ manufacturer KOHAP in
1 o November 1996. Heavily
‘ L’ exposed in consumer tape
"% ) and audio-duplication tape
b markets, whose profit margins
had become increasingly thin,
BASF’s parent company had sought for
two years to sell its tape division. In
September 1996, it announced a tenta-
tive deal with Turkish-based RAKS, a
diversified company with holdings in
duplication and consumer electronics.

SR, NECIRSE

A

But the negouations were aborted in
the wake of protests by BASF labor
unions in Germany, who viewed the
announced sale—just prior to their
contract renegouations with the
company—as a threat to their jobs.
The sale to KOHAP two months
later kept the BASF Magnetics divi-
sion intact, and BASF products will
continue to be made in Germany using
the BASF name for an unspecitied peri
od of ume.

While these corporate machinations
were transpiring, BASF was also reor-
ganizing its North American opera-
tions. In October 1996, 1t closed its
Bedford, Mass., U.S. sales headquar-
ters and laid off most of its employees.
BASF tape products will now be sold
via an independent distributor net-
work, JR Pro Sales, Inc., initated by
former BASF Magnetics national sales
manager Joseph Ryan and based in
Valencia, Calif.

Continued on page 58
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Picting Up The Pleces

On the threshold of an industry transmon tape suppliers are finding new applications
for their services—in pro and home markets alike, on the radio and in video.

BY DAVID FARINELLA

s the 3M, BASF, Ampex drama was playing out

in the public eye last year, smaller tape manu-

facturers like Maxell, Fuji and Sony kicked

their R&D departments into high gear. Rather

than coming out with an improved formula

for analog tape, those manufacturers have
turned their attention to what they feel is the wave of
the future: digital audio- and videotapes. As Jim
Ringwood, VP of new product development at
Maxell, explains, “We're at the
threshold of a transition away
from soft media, or magnetic
media, to digital media. I don’t
think the tape end of the studio
business will totally disappear,
but I think it will start declin-
ing.”

As proof of their assertions
that digital is the medium of the
future, manufacturers point to a
variety of indicators, including
the demise of Studer’s tape
machines (even though the sec-
ondary market for their machine
is booming) and Sony’s APR 24-
track machine. Those same
industry-watchers jump outside
of the studio business altogether
to mention that more and more radio stations are
now utilizing systems like the Sony Pro MiniDisc
rather than the more traditional NAB cart system. “1
think this speaks to a tr dI]Sl[lOIl that’s been ongoing
in the pro-audio segment,” says Sony’s director of
marketing for pro media, Tom Evans, “from older
analog-based technologies to digital cassette, disc-
based and metal-tape technology based formats.” In
fact, he says, “One of the biggest areas of growth [for
Sony] has been in the modular digital multi-track
technologies, like the DTRS format and the ADAT

Sony Pro MiniDisc system

format. In the last 18 months, we've worked veally
hard at addressing the needs of that particular user
base.”

Just like non-tape companies like Alesis and
Mackie, these manufacturers are seeing the home
studio as the prime market for their products. “This
shift from analog open-reel products to digital cas-
sette disc-based products has been a trend for some
time, and we had identified it as an opportunity long
before the changes in the com-
plexion of the tape manufactur-
ers and vendors,” Evans contin-
ues. “The biggest growth area,
and one that we continue to
focus on more and more, is the
home and project studio.” To
that end, he says, trade shows
like NAMM, where Sony
unveiled a number of new prod-
ucts aimed at that market, are
becoming more and more
mmportant to them as marketing
tools.

PURSUIT OF THE
“PRO-SUMER™ MARKET

Stan Bauer, VP/GM of Fuji’s
magnetic markets division, says
that the company is actively pursuing the “pro-
sumer” market. “Our basic strategy is to target those
consumers wlo are major-end users of 3M or BASF
products,” he comments. “I would say 3M is the big-
ger of the two targets when it comes to the studio
business. We're having an ongoing dialogue with
them to have them take a bigger position with us,
where we match up with products we can offer in
that marketplace. It’s an ongoing process.” They are
accomplishing those goals in large part by direct cus-
Continued on page 60

I[TR’s Van Horn, On Health,

Hard Times And IThe Horizon

BY STEVE TRRIMAN

“I he professional audiotape

as a core business.” While analog
retains a significant portion of stu-
dio and duplicator business, Van
Horn does see a continuing shift to
digital, noting the success of DAT
products as well as the expansion of
the Alesis and Tascam hardware
and tapes.

market went through the
biggest shakeup ever this past
year, but still remains a healthy sec-
tor of the recording and replication
industry,” emphasizes Charles Van
Horn, executive VP of I'TA (Inter-
national Recording Media Assn.).
Van Horn reviewed
the past 15 months, a
period that saw many
changes. 3M decided
to leave the tape busi-
ness. Ampex sold its
tape division, reestab-
lished itself as
Quantegy, which then
acquired most of the
3M assets, intellectual
properties and re-
maining inventory of
professional audio
and video products.
BASF first sold, then
“unsold” 1ts tape busi-
ness, finally closing its
U.S. office and going to distributors
for both professional and consumer

UNDERPERFORMERS
AND HIGH-JUMPERS

In the consumer
audio market, dupli-
cators see a continu-
ing decline in prere-
corded music cas-
settes, ofl an estimated
19% in 1996 from the
prior year, according
to Billboard/SoundScan
projections [final fig-
ures are due this
month). “The audio
industry overall is
underperforming, as
far as tape is con-
cerned,” Van Horn believes. “Both
rap and country, two major tape

Charles Van Horn

products. 3M did retain its audio- genres, were down
pancake business, and most recent- ‘Q&WMII Aguin last year. We
ly, SKMA of Korea, which had pro- \ \\‘ "4@ had a recent
vided only audiotape in the U.S,, $ '{/’; meeting with
added non-backcoated video- & ‘% some of the key
tape, tested for high-speed = = players to look
Sprinter duplication. __: at consumer

“We see what’s happening in programs that
the professional-audio sector as would increase
basically a shift in market share,” the appreciation

Van Horn observes. “Most of our
duplicators are finding it hard to
get long-term commitments, due to
all the ownership changes, but the
business is still marginally prof-
itable, more so to those with audio

of music tapes.” This
is offset to a degree by a significant
jump in audiobooks on tape, which
saw at least a 25% increase last year,
according to estimates by the Audio
Continued on page 60

SEDUL—The recent acquisition of BASF Magnetics
Co. by the KOIAP Business Group, Korea's
leading manufacturer of raw materials for base
film, is expected to resolve a strategic dilemma for

Who’s KOHAPR, And What’s In It For BASF?

Korean Conglomerate s Takeover Will Keep Legendary Brand Alive

BASF, one of the world’s largest supplicrs of mag-
netic tape to the recording industry.

BASF had been suffering a loss of competitive-
ness, due to its inability to secure a dependable
supply of raw materials for the manufacturing of
base film for magnectic tapes. With the takeover by

under an agreement between KOHAP l'llll
and BASF, KOHAP can use the famous

BASF trademark for the next five years ( ’
without payment of royalties.

BY CHO YODN-JUNG

HOHAP
i1

made through the BASF Group’s network

in 21 countries around the world.
KOHAP is one of Korea’s top 30 busi-

ness conglomerates. Originating as a

“Year Of Globalization Of Management.” At pre-
sent, KOHAP’s international business is concen-
trated in China and Southeast Asia, though it also
has bases in Japan, the U.S. and Russia. Through
BASE, it is planning to strengthen its presence in
Europe and other regions.

In the weeks since the acquisition, KOHAP has
not revealed any detailed future plans for BASFE.
However, the company’s basic strategy is to retain

tex-  and strengthen BASF's competitiveness through

KOHAP, a major manufacturer of those materi-
als—namely PX, PTX and polyester chips—this
problem has been solved.

The KOHAP acquisition includes the eight
manufacturing and sales companies afliliated
with BASF Magnetics located in Germany,
France, Brazil, Austria, Belgium, Spain, Hong
Kong and Singapore. The eight companies have
a total of 3,000 employees and a combined annu-
al turnover of $1 billion.

With the takeover, effective Jan.1, the name of
the company has been changed to EMTEC
(Europe Multimedia Technology) Magnetics. But

According to KOHAP, the takeover
creates a “strong synergy between the
two companies.”

For this reason, BASF employees reacted posi-
tively to the takeover. In a show of support, union
members volunieered to cut pay by 5% and wel-
fare pension payments by 15%, as well as extend-
ing working hours, a KOHAP spokesman says.

On KOHAP’s part, the benefits for the compa-
ny include securing a downstream product mar-
ket for its raw materials and the chance to learn
from BASF's expertise in marketing, research,
technology and management. Sales will also be

tiles company in 1966, today it has 3,500

@ BASF emplnyees in .13 affiliated companies,

involved in textiles, petrochemicals, com-
munications, distribution, finance, construction
and engineering.

With an annual growth rate of 30%, KOHAP’s
turnover for 1995 was around $2.83 billion.

The takeover of BASF is a key movement in
KOHAP Group’s plans to move away from tex-
tiles toward a focus on new materials, communi-
cations, energy, culture and entertainment indus-
tries.

It also marks 1997 as what KOHAP is calling its

the reliable and cost-effective supply of raw mate-
rials for base film.

In the long-term, KOHAP says it aims to pro-
vide superior quality products all over the world
by establishing manufacturing and supply bases
close to all major markets.

Although KOHAP has been involved in the
tape business through the manufacture of raw
materials, the acquisition of BASF has the feeling
of a new-business launch. Since the takeover,
KOHAP officials have been stationed in Germany
to familiarize themselves with the details of their
new venture. Il
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Where It Began
Where It's Going
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Sony Disc Manufacturing Additional CarroHton, Georgia

1800 North Fruitridge Avenue Manufacturing Pitman, New Jersey

Terre Haute, IN 47804 Facilities: Springfield, Oregon
Phone: (812) 462-8195

Fax: =~ (812) 462 8766 DVD-Compact DisceCD ROMeMini DisceLaser Disc
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Continued from page 55

Ryan, a 12-year veteran with
BASF, acknowledges that BASF
had failed in its limited attempts to
secure any significant market
share in the U.S. professional
audiotape market. “The products
were always there, and the quality
was always there—the Germans
are meticulous in their quality,” he
says. “But we didn’t move in that
market m any substantial manner
until the 3M announcement, and
we didn’t move fast enough. Also,
we didn’t have sufficient capacity
at the time to serve the U.S. studio
market, and there were problems
with our 469 formulation that set
us back.

EXPANDED SALES STAFF

BASF also had only two sales
representatives to cover the entire
U.S. for that market. Ryan says that
an additonal eight were hired last
summer, but that half of them quit
in the wake of the BASK sules
announcements, unsure of the
company’s  future. “The 3M
announcement left less competi-
tion in the market, but it took us a
while to ramp up,” he explains. JR
Pro Sales now has 14 sales repre-
sentatives 1o cover U.S. profession-
al audio and video markets. But
this late start into the market gives
BASF a less-than-5% share in ana-
log tape in the U.S,, by Ryan’s own

estimate. He claims a 15% share of’

analog’s market in Europe, and
10% in both the U.S. and Europe
for digital audiotape.

In addition to the 900, 911 and
468 analog tape lines, 931 digital
tape and the Maxima professional

analog cassettes that it manufac-
tures, BASF also has DAT and

DTRS 8-mm tapes that it out-
sources. DAT products will be man-
ufactured directly by BASF in com-

Distribuling BASI: Joe Ryan

ing months, using the company’s
videotape metal-coating lines, Ryan
says, adding that BASF plans 1o
move aggressively into the analog
market—which he values at an esti-
mated $165 million annually. Tape

shoot-outs—a marketing strategy
that worked well for 3M’s introduc-
tion of its high-output 996 formu-
lation in the early 1990s—are part
of BASF plans to gain market

ANALOG: STEADY AND GROWING

“T'he demand for analog tape
has not lessened in the profession-
al recording studio—quite the
opposite,” states Quantegy’s Steve

A reorganized BASF asserts
that it is getting aggressive
about marketing its prod-
ucts to studios and other
pro-audio users, with a par-
ticular emphasis on the
expanding lower end of the
tape market—the MDM-
based project studios.

share. “The way 1o gam market
share in analog is by going (o the
users,” declares Ryan. “In digital,
i’s through the dealers. But the
market with the biggest growth
potential is the home-recording
market—S-VHS and DTRS.”

Smith, director of audio market-
ing. “IU’s holding its own across the
entire range of music and other
applications, such as sound-for-
picture. In addition, small-format
systemis are continuously growing

mnm number and in the range of

their usage. ADAT, DTRS, DA1
and analog cassette-based formats
are found in every conceivable
professional audio environment,
from home and project studios to
remote recording systems to being
used as interfaces between project
stuchios and traditional studios, as
well as in film applications like
audio stems and as transfer for-
mats.

“Each system has its own specific
requirements for media that have
to be met in order for them to work
together. There’s especially strong
growth in the tape market, espe-
cially from small-format tapes hke
S-VIIS and 8 millimeter for the
modular digital multitrack market,
as well as pretty consistent growth
in the total audio market. [But] the
recording market is becoming
filled quickly with all sorts of new
formats. It's not a simple world out
there anymore.”

Quantegy’s product offerings
reflect the expanding tape uni-
verse. In addition to its market-
leading 456 and 499 analog apes,
it has the ADAT-oriented 489 S-
VHS range of products, the DA8
metal-particle 8-mm tape for the
DTRS digital multiirack format
and the 467 DAT line.

“The product range is compre-
hensive, in order to maich the
range of formats and applications
out there,” says Smith. “We contin-
ue to supply professional products
directly 10 the large studios and
record companies, but in the past
year we have greatly expanded our
distribution network to accommo-
date project studios and allow them
to buy through their own tradition-
al purchasing channels, mainly via
music retail stores.”

WITH SONY, WHAT YOU PLAY
IS WHAT THEY HEAR.

Picking the right tape can

help make your performance.

inventing

much of the

DAT format was not

enough. So we unleashed

the technology behind

Sony Pro DAT Plus™ tape.

Manufacturing more DAT

than all other companies

combined, we create audio

products that you can

trust. For more informa-

tion, call 1-800-955-SONY.
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DAT THING YOU DO

The DAT format has the largest
number of suppliers. Ian Jones,
managing director of U.K.-based
HHB Communications, says there
1s substantial growth left in that
market, for the same reason that
small-format MDM tapes continue
to grow: the personal-recording
market is expanding. “The busi-
ness is changing, but the reason
you see some of the big ones like
3M getting out is because pro
audio is such a small market for a
multinational corporation,” Jones
observes. “A smaller company is
better suited to take up the chal-
lenge of tape in the current mar-
ket.”

Lasting imprimi:

HHB's size allows it to cherry-
pick formats for profitability; aside
from DAT—for which it markets
six different lengths, including the
longest in the business at 125 min-
utes—it also offers CD-R, M/O and
an S-VHS for the ADAT format.
Jones says the growth of the
DTRS/DA-88 format has lagged
behind that of ADAT by about 3 10
I, and thus HIIB has so far
remained out of the 8 mm format.
However, he adds, the company is
considering entering it, possibly by
June.

DIC’s VP of marketing, Kevin
Kennedy, says that the pro-audio
market for DAT is increasingly
becoming secondary to the data
market. “That’s where the big
growth is,” he explains. “There’s
really only slight growth for us in
pro audio.”

Sony Corp.’s Joe Tibensky, VP of
marketing for recording media,
feels that strong growth in digital
tape products has lifted the market
across the board in audio and
video. “Video is being driven by
expanding applications, more pro-
gramming and an accelerating
trend from analog to digital in gen-
eral,” he explains, adding that, at
this stage, balancing the rapid pro-
liferation of formats in digital
video—including relatively new
ones like DV Cam and SX Beta and
older ones like DD-1—is a manage-
able issue.

On the audio side, Tom LEvans,
Sony’s director of marketing for
the division, says that, while digital
tape growth has been consistent
across the specirumn, the fastest
growth has been in smaller for-
mats, such as DTRS, ADAT and
DAT. “I think it’s safe to say that the
fastest growth overall in large for-
mats has been in larger studios,
and faster growth for smaller {or-
mats is in smaller studios,” he
explains.

NEW MEDIA
Beyond tape, several new
media—all disc-based—are playing
Continwed on puge 61

We heard you.

&TDK [Z9)
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REUISION

TDK Professional Series Recording Media
were nol created in a vacuum. They’re
the products of years of collaboration with
enginee€rs and studio professionals.
Experts wko take nothing for granted and
leave less to chance. This is the
audio, vides, optical and digital media line
you asked for.

The st innovative technology.
The finest quality.
The highest reliability.
Enough said.

&TDK

For more information on our complete line of professional recording products, http://www.tdkonline.com

please call 1-800-TDK-TAPE or check out our Web site on the internet.
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PICKING UP THE PIECES

Continued from page 56

tomer contact and by upping their
advertising buys for the second
half of 1997.

Bauer admits, though, that the
process has taken a little longer
than expected. “They've both

Fuji's Stan Bauer

spent time winding down invento-
ries, so some of those products are
still available in the marketplace,”
he explains. “Even though they

both announced they were out of

looking to bring new products o
the marketplace to service those
needs over time.”

As is Maxell, says Ringwood. “We
look for high-tech niches. We are
looking more towards the
CD-R or DVD-ROM digital aspect
of the business, rather than the
current magnetic media. That’s
where we feel we're strong, with
new technology. That's where we
are (lirecting our efforts, and
frankly it'lt be the higher pr ()flldl)ll-
ity that means something to us.’

DIGGING INTO DIGITAL VIDEO

In addition to their ongoing
development of digital audio
products, Maxell, Fuji and Sony
are also actively working in the
digital video department. The

“The biggest. growth area, and
one that we continue to focus
on more and more, is the
home and project studio,”
says Sony s Tom Evans. To
that end, he says, trade shows
like NAMM where Sony
unveiled a number of new
products aimed at that
market, ‘are becoming
more lmp%tant to them
as marketing tools. \

&

e

Padk e

the market, they both wound
down inventories at very competi-
tive prices.” As those inventories
are depleted, Fuji is continuing to
spend money on R&D for new dig-
ital-domain  products.  “That’s
where the business is rapidly mov-
ing,” Bauer concludes. “We are

three companies are working to
balance their offerings, which
Maxell’s Peter Brinkman, national
marketing manager for consumer
products, thinks may have saved
their larger competitors.

“For those manufacturers who
have exited the business in the past

18 months, one thing is very clear,”

says Brinkman. “They only had a
partial play in the entire arena.
They were not a balanced compa-
ny, a full-line supplier. T would
suggest to you, in terms of the
horizon, that there is in some
respect greater balance at this
point for the primary brands to
continue to be effective in the mar-
ketplace.”

From Fuji’s perspective, the
opportunities for success are ripe,
according to Bauer. “No question,”
he asserts. “Of the businesses they
left, the biggest was the consumer
video business, then the pro video
business and then the pro-audio
studio business. Those are the
three most important markets to

us.” W

THE NAMES YOU KNOW AND TRUSLT...

uﬂmmmm

HIGH BIAS BULK-BLANK AUDIO TAPES

FULL LINE OF RECORDING \
AND DUPLICATING SUPPLIES

N BASF
CHAOME

28¢

l

|

! STDK

oo oo m%x;all B&\&F

COBALT | | FLLE

t-1a 24¢ 5y 25

‘ -1 26¢ e 0¢
20 | i B e g

‘ C-30 3t At I5¢

L[ cas | 40 43¢ ae

‘ C-62 a7g 50¢ Sb¢

J C-80 56 48 ¢ a5

| £-92 [ g e

) C-100 e 4 ThE

ALL LENGHTS AVAILABLE - 1 MINUTE TO 126 MINUTES

G5¢
DIRECT ON CASSETTE PRINTING

CUSTOM LABELS AND J-CARDS

SUPER TDK AMPEX M |
fie:= Maxell SONY |
e |
|COMPACT
ek diS¢]
a5t RECORGABLE
Shg x,
684 CORS - ADATS =/
BS g MD'S-HIBMm [
e DCC-DATS ‘
\
|

+.FROM THE COMPANY YOU KNOW AND TRUST

[ 764 5th Avenue,
I Brooklyn, New York 11232

<=NRS

] In NYC Tel: (718) 369-8273
24 Hour Fax: (718} 369-8275

National Recording Supplies Inc.

145 Lauro Pinero Ave., vish |
Ceiba, Puerto Rico 00735 e

In Puerto Rico Tel \
{809) 885-2316 ]!

CALL TOLL FREE 1-800-538-2336

VAN HORN

Continued from page 56

Publishing Assn. Promotional and
corporate audiotape usage also
exhibited some increases.

Overall projections, highlighted
at ITA’s annual Update And
Forecast Seminar last Nov. 26 in
New York, anticipate prerecorded
music units in the U.S. and Canada
to drop from 437 million in 1996 to
175 million by the year 2000. Over
the same period, spoken-
word/audiobook units are expected
to increase to 800 million, from 600
million last year.

BULLISH ON VIDEO

The professional and consumer-
video markets are mmuch more bull-
ish, Van Horn points out. Spurred
by the biggest year ever for home-
video sell-through, and continuing
promotional and corporate increas-
es, an estimated 917 miltlion units
were sold in 1996, projected to hit
964 million this year. Sell-through
accounted for an estinated 765
million units last year, a total that is
expected to hit 815 million in 1997
and 840 million in 1998. Rental
units should drop from an estimat-
ed 41 million last year to 39 million
in 1997 and 35 million by 1998.
“Consuiners have really gotten into
building their home-video lib-
raries,” Van Horn says.

CHINESE SHELL GAME

One big concern is the ongoing
situation related to supply of VO
shells used for video duplication.
Shape is the only major U.S. sup-
plier, with the vast majority of
product from China, which came
close to losing its “most favored

nation” designation last yean,
which would have doubled or
tripled existing VO tariffs. With

prices for high-quality VOs from
China dipping below 30 cents for
the first time last year, and typical
products running 20 to 25 cents
each, any tariff increase would
have a devastating effect on the
low-margin duplicating business. “1

B

&
E
£

think our duphcating industry is
educated enough to show
Congress and the Administration
that higher VO tariffs would signit-
icantly hurt a successful American
video-duplication business,” Van
Horn says. “It would take a mini-
mum six months or more for
VO suppliers in Indonesia,
Hong Kong and elsewhere to add
enough capacity to fill a China gap,
certainly at a higher cost than
now.”

Looking at DVD, with the first
launches of DVD for movies this
spring, Van Horn doesn’t see any
meaningful numbers until the
upcoming fall holiday season. “1f
DVD is successfully marketed, it

mcluding  packaging, printing
inventory control and distribution.
These make the operations more
cost-effective, spread over a grow-
ing number of full-service cus-
tomers.

I'TA is committed to playing an
expanded role in the industry’s
growth. Its co-sponsorship of the
three annual REPLItech shows is
just one example. “These are the
only shows where the replicator or
duplicator can get everything
under one roof,” Van Horn savs.
“They have their peers and com-
petitors, as well as supphers and
buyers, and interaction through
networking and seminars geared to
professional growth.” After two
successful years in Singapore,
REPLItech Asia is set for Hong
Kong in November, which will pro-
vide easier access to the Chinese, he
observes. And REPLItech Inter-
national returns to the San Jose
(Calif.) Convention Center this
June, after drawing more attendees
than ever to a sold-out exhibit area
last year.

“Our strategic plan and mission
statement focuses on providing a
forum for exchange of manage-
ment-oriented information regard-

ITA staffers Rebecca Libourel and Charles Riotto

will be 1999 at the earliest before it
makes any real inroads into VHS,”
he emphasizes. The potential for
DVD-ROM is much more likely to
make faster inroads on an explod-
ing CD-ROM business, he
believes. With a significant overca-
pacity worldwide in CD replica-
tion, DVD offers companies an
opportunity to, shift somesof this

undclusedé‘*capacny to the” new@

ing global trends and statistics,”
Van Horn notes. “We now have the
dollars available to broaden our
ability to gather this information
and disseminate it through a more
frequent newsletter and other bul-
letins.”

ITA recently added Rebecca
Libourel to the staft as manager of
research and member services,
reporting to Charles Riotto, recent-

A decline in prerecorded
cassettes is offset to a
degree by a significant jump
in audiobooks on tape, which
saw at least a 25% increase
last year, according to
estimates by the Audio
Publishing Assn.

i
medium. He points to Warnet/
Specialty, JVC and Nithbus among
replicators already committed to
DVD production.

HEALTH CARE AND COMMITMENT

Van Horn sees the “health” of the
industry evidenced by the success
of many replicators and duplicators
in cutting costs and finding other
avenues of business. Many now
offer full-service capabilities,

P
ly promoted to executive director
from director of operations. “She
will be the key haison with our sta-
tistical commiittees and will have
ongoing contact with member com-
panies to help identify emerging
trends,” Van Horn says. “A prime
goal 1s to get a better fix on actual
unit production and sales of all
recording media—a serious gap as
noted by a number of speakers at
our fall seminar.”
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Libourel will also play an impor-
tant role in setting up a new ITA
World Wide Web site, expected to
be fully operational by this summer.
“There’s enough information out
there on the Internet to go after
trends and statistics from our mem-
bers and other resources world-
wide,” Van Horn observes. “Our
site will help keep ITA and our
industry on the cutting edge into
the 21st century.” W

OVERVIEW 87

Continued from page 59

increasingly larger roles in audio
storage. CD-R, which took the
industry by storm (and surprise)
last year, is growing in double dig-
its, and blank CDs are being
offered by a growing range of com-
panies, including traditional-tape
suppliers like Quantegy, pushing
the manufacturing capacities of the

JR Pro Sales Inc.

PROFESSIONAL RECORDING PRODUCTS

world’s three primary CD-R sup-
pliers (Kodak, TDK and MTC) to
rapidly expand their production
capacity. CD-R discs are now com-
petitive in terms of price with DAT
tapes and are augmenting DATs in
applications like mix safeties and,
in some cases (like music publish-
ing), supplanting DATs as the main
final format.

Sony’s revivified MiniDisc format
is making a bid on the lower ends
of the personal recording market—

Sony, Tascam and Yamaha have all
offered MD-based multitracks for
sale, and the format could ulu-
mately replace existing open-reel
and cassette-based formats in that
market. M/OQ products, such as
Sony’s 1.2 GB PCM 9000, are
regarded by many as a bridge for-
mat—or in Tom Evans’ words, “a
niche”—one that will transition the
hard-disk recording industry from
computer drives to larger-format
optical storage formats. It is in this
regard that the forthcoming DVD
format may find pro-audio applica-
tions.

In pro video, tape will remain
the primary format for years to
come for all production and most
post-production, with non-linear
systems functioning as an adjunct
to tape in post. And tape has a sub-
stantial future in a range of pro-
audio applications, say tape manu-
facturers. Based on that medium’s
reliability, maturity, robustness and
cost-effectiveness, reports of its
demise in that market that have
been heard regularly in the
increasingly computerized pro-
audio business continue to be pre-
mature. W

W Video
4 , \ Producers And
) | Rights
—r | Owners...

\JJ Choose a JVC Licensed
-V— i S' Duplicator or Loader.

| Only JVC licensed duplicators or loaders can
legally use the VHS Logo Trademark on your
cassettes and packaging.

Quality Control. The embossed VHS Logo
Trademark on cassettes means that it is manufactured by a
JVC licensed duplicator or loader. All JVC licensees
must comply with intense JVC testing and
evaluations on a regular basis. Anyone
not meeting these requirements will
forfeit their license and be subject
to legal penalties. JVC constantly
upgrades its specifications and only
JVC licensees receive upgraded
technical information and support.

The Symbol Of Quality!

VHS

JVC IS THE OWNER OF THE VHS LOGO TRADEMARK
CONTROLLING THE SUPERIOR QUALITY IT SYMBOLIZES

®
For complete information contact J vc

Larry Finley Associates (LFA) VICTOR COMPANY OF JAPAN, LIMITED
Phone: 212-874-5716  Fax: 212-724-0522 12, 3-Crome, Moriya-cho, Kanagawa-ku Yokohama 221, Japan
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ARTISTS & MUSIC

songwriters & Publishers

I T T E ~ B E

"THEY RE PLAYING

“KISS THE GIRI? “Gary Burr [the album’s producer]
Written by Howard Ashman, called and asked us if we wanted to
Alan Menken be a part of the Disney project, and

we said, ‘Sure,” ” recalls Little
Texas guitarist Porter How-
ell. “It was really a fun
thing, one of the most fun
things we've done. We

Published by Walt Disney Music
Co. (ASCAP), Wonderland
Music Co. (BMI)

One of the most inleresting multi-
artist efforts released last year was

MY SONG’

v o a ‘N S Lo

“The Best Of Country Sings The
Best Of Disney,” on which country
acts covered songs made popular in
Disney films. Though not specifical-
ly promoted as a single, one tune
gained enough play at country
radio to surface on the Hot Country
Singles & Tracks chart: Little
Texas’ version of “Kiss The Girl,” a
song performed by Sebastian the
Crab in “The Little Mermaid.”

didn’t expect it to get
radio airplay in the
slightest . . . [but it hap-
pened] partly because we
hadn’t had anything new on
radio in quite a while and partly
because Disney loved the album and
was promoting it.”

All the members of the band say
they’ve seen “The Little Mermaid”

and are fans of the film. In fact, How-
ell says he liked the song so much
that years ago, when the movie was

first released, he taped the tune
Jjust to play on the bus. So
when the band was asked
to do a song for the Dis-
ney album, he was happy
to record that one.

“When we cut it, it
ended up having this
Caribbean kind of feel,” he
says. “It’s really a cool thing

... It’s a great song. We do it live
in our shows. We have this funny lit-
tle thing Dwayne [O’Brien] does
where he does this little character.
It’s pretty funny.”

o

PN . T SONG CREDITS

T 1 T L E W R I Y R " U B L 1 E H E R

THE HOT 100
CAN'T NOBODY HOLD ME DOWN « Sean “Putfy” Combs, S. Jordan, Carlos Broady, Nashiem Myrick,
M. Betha, G. Prestopino, M. Wilder, S. Robinson * Justin Combs/ASCAP, EMI April/ASCAP,
Amani/ASCAP, July Six’/ASCAP, NASHMACK/ASCAP, M. Betha/ASCAP, Buchu/ASCAP, No Ears/ASCAP

HOT COUNTRY SINGLES & TRACKS
WE DANCED ANYWAY + Matraca Berg, Randy Scruggs * Longitude/BMI, August Wind/BMI, Great
Broad/BMI, Heart Of Hearts/BMI

HOT R&B SINGLES
CAN'T NOBODY HOLD ME DOWN * Sean “Puffy” Combs, S. Jordan, Carlos Broady, Nashiem Myrick,
M. Betha, G. Prestopino, M. Wilder, S. Robinson * Justin Combs/ASCAP, EMI April/ASCAP,
Amani/ASCAP, July Six’ASCAP, NASHMACK/ASCAP, M. Betha/ASCAP, Buchu/ASCAP, No Ears/ASCAP
HOT RAP SINGLES
CAN'T NOBODY HOLD ME DOWN + Sean “Puffy” Combs, S. Jordan, Carlos Broady, Nashiem Myrick,
M. Betha, G. Prestopino, M. Wilder, S. Robinson « Justin Combs/ASCAP, EMI April/ASCAFP, |
Amani/ASCAP, July Six/ASCAP, NASHMACK/ASCAP, M. Betha/ASCAP, Buchu/ASCAP, No Ears/ASCAP
HOT LATIN TRACKS
ENAMORADO POR PRIMERA VEZ ¢ Enrique Iglesias* Fonomusic/SESAC

BBC Dives Into Music Publishing
Arm, Under Mike Cobb, Links With BMG

M BY NIGEL HUNTER

LONDON—Music publishing will be a
major element in the reshaping of BBC
Worldwide’s commercial operations,
which already include magazine and
book publishing, home videos, spoken-
word cassettes, CD-ROMs, and online
services. BBC Worldwide returned to
the BBC 76.7 million pounds ($122.7
million) for the
1995-96 financial
year from a gross
of 338 million
pounds ($540.8
million).

Apart from a
brief foray in the
past under the
aegis of BBC Rec-
ords, this is the
BBC'’s first serious involvement in
music publishing and reflects the cor-
poration’s policy to maximize commer-
cial opportunities and income at a time
when program and production costs
are climbing. All net earnings from the
BBC’s commercial arm are plowed

coBB

back into the BBC to help fund further
productions.

BBC Worldwide Music, a Worldwide
subsidiary, agreed to a long-term deal
last November with BMG Music Pub-
lishing in preparation for its entry into
this area. Under the terms of the
agreement, BMG is handling royalty
collection and catalog administration
on behalf of BBC Worldwide in all ter-
ritories.

“The BBC probably commissions
more new music than anyone in the

U.K. today,” said John Willan, director
of BBC Worldwide Music, at the sign-
ing of the deal. “Yet it has never active-
ly explored the rich area of music pub-
lishing until now.”

Heading BBC Worldwide’s music
publishing operation is Mike Cobb. His
background is law, and his involvement
in the music business began in the "70s,
when he joined the Surrey Sound
group of companies in Leatherhead,
England. He worked there with Nigel

(Continued on page 75)

‘Lovin’’ BMI’s Most-Performed Song

NEW YORK—BMI has crowned a new
champ among its most-performed
songs with “You've Lost That Lovin’
Feelin,” ” the classic rock ballad penned
by Phil Spector, Barry Mann, and Cyn-
thia Weil.

The song, initially a hit for the
Righteous Brothers in 1965, makes
further history at the performing right
society by having accumulated more
than 7 million plays on radio, a record.

searching for:

them publicly.
2. A recording company.

“!II1LP!’9

Over a period of twelve years I have composed over 80 songs and
incorporated them in 4 plays. 35 of the songs can be sung independently
of the plays. Their themes vary and may be classified as romantic,
religious, humorous and slightly satirical. They are “musical” and
tuneful and I sincerely believe they are worthy of being sung by
recognized accomplished singers. I am a South African living thousands
of miles from the musical and theatrical world and consequently

1. A soprano and tenor with experience and recognized professional
repute to listen to the tapes and lyrics with a view to singing

3. A theatrical company to read and listen to the musical plays with
a view to their production of the stage.

Will anyone interested contact me.

PETER DE VRIES
Tel: +27-11-823-3628 * Fax: +27-11-892-1658
P.O. Box 1012 * Boksburg 1460 ¢ South Africa

BMI says that if played continuously,
the song would account for 39.1 years.

1t took some doing for “You've Lost
That Lovin’ Feelin’ ” to take over the
No. 1 performance slot at BMI, where
for more than a decade the crown was
held by another 1965 hit, “Yesterday”
by the Beatles’ John Lennon and Paul
McCartney.

The songwriting team béhind
“You've Lost That Lovin’ Feelin’ ” is no
stranger to BMI performance awards.
Spector, who will be inducted into the
Songwriters Hall of Fame in June, has
five other entries: as the co-author of
“Spanish Harlem,” “Be My Baby,”
“Chapel Of Love,” and “Da Doo Ron
Ron (When He Walked Me Home)” and
as the sole author of “To Know Him Is
To Love Him.”

Mann and Weil are authors of songs
with 11 million performances, among
them “(You're My) Soul And Inspira-
tion,” “On Broadway,” “Here You Come
Again,” and the Oscar-winning “Some-
where Out There.” They were elected
to the Songwriters’ Hall of Fame in
1987.

BMI began to publicly acknowl-
edged million-performance songs as
part of its 50th anniversary celebration
in 1990, when it released a top 50 list
of what it dubbed “BMI Million-Airs.”
Then, “You've Lost That Lovin’ Feel-
in’” ranked No. 8 with more than 4 mil-
lion plays. From 1965-95, the song gar-
nered 10 BMI Pop Awards, more than
any other composition.

IRV LICHTMAN

LIFE AFTER THE ROAD: “About
five years ago, I decided I had enough
of touring . . . but what to do?” says
Mare Ferrar. Ferrar started out as
a guitarist for a hard-rock band called
Keel, which was signed to Danny
Goldberg’s Gold Mountain Records.
The band recorded four albums and
went on seven world tours, including
an opening stint for Bon Jovi at
Madison Square Garden in New York.

Deciding to get involved in film and
TV musie, Ferrar opened his own
music publishing company, Master-
Source, in Van Nuys, Calif. With a
catalog of songs, about 10% of which
he wrote or collaborated on, Ferrar
says he’s placed about 300 in various
projects, including several Walt Dis-
ney films, Castle Rock’s “Extreme
Measures,” and Warner Bros.” “Na-
tional Lampoon’s Las Vegas Vaca-

Ex-Rocker Takes To Publishing;
Tale Of An Anti-Racist Song

Its anti-racist voice was apparent-
ly too much for mainstream music
publishers in 1945, the year the song
was written. After several turn-
downs, Drake decided to publish the
song himself, and he eventually got a
cover by the Golden Gate Quartet
on Columbia Records.

Thankfully dated in 1997, the song
is part of an ugly history. It was used
in a recent PBS special on the civil
rights movement, finding a bigger
audience on television than it could
have possibly received in an era when
social protest had a spotty record in
the mainstream media—and among
mainstream music publishers.

Drake, the author or co-author of
other songs that have had little diffi-
culty over the years meeting the
demands of pop music tastes, also
narrated the inside dope behind

“Sisters,” and “Bless This House.”
Other exposure includes jingles,
trailers, and in-house corporate
videos.

For easier access to his catalog,
Ferrar, who works with an assistant,
Scott Nackoley, has compiled a sec-
ond CD boxed set of master record-
ings that his firm also owns. The
selections run the gamut of today’s
pop music. “I began to realize that
publishers made as much as the writ-
ers without having to go out in a van
with five other guys for six months at
atime,” Ferrar says.

LIFTING ‘RESTRICTIONS’: Ev-
ery song has a history, of course. Yet
“No Restricted Signs In Heaven” is
one whose very title suggests a story
of great social significance.

At a March 1 salute to his career
hosted by New York’s Sheet Music
Society, the author, Ervin Drake, said
the 52-year-old song, with its strong,
infectious gospel feel, took issue with
racism as revealed by the separation
of blacks and whites in public places
in the South. Drake remembers that
Pete Seeger had good things to say
about the song when he heard it.

tion,” which li- his other
censed three - notable cre-
songs. ations, in-

On TV, his cluding “Tt Was
catalog has ™ A Very Good
been placed in DTG ST P ‘I.'” A= Year,” “Good
such shows as s e S e Morning Heart-
“Melrose Place,” ache”—record-
“ER,” “The X- by Irv Lichtman ed by Tony
Files,” “Gener- Bennett on his
al Hospital,” his new tribute

album to Billie Holiday—“Tico
Tico,” “Across The Wide Missouri,”
“A Room Without Windows,” and
“Come To The Mardi Gras.”

Drake is also the co-author of “I
Believe,” which still carries potent and
inspirational conviction. Drake said
that it was written quickly for singer
Jane Froman to perform on her TV
show of the early ’50s. However, she
let it pass when the authors refused to
make certain changes. But Drake said
she changed her mind, singing it on
her show and on a Capitol Records
release only after it was given to
Frankie Laine for a Columbia singles
session (it was the B-side) in 1952,
Laine, as he did with many songs,
made it his own with a powerhouse
version that beat out many cover ver-
sions, including Froman’s recording.

PRINT ON PRINT: The following

are the best-selling folios from Hal

Leonard Publishing:

1. “Rent,” vocal selections.

2. Tracy Chapman, “New
Beginning.”

3. Phish, “Billy Breathes.”

4. The Who, “Definitive Collection.”

5. “Evita,” vocal selections.
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International

WORLD

LATEST

NEWS

A ND

= BY CHHIST{E ELIEZER

MELBOURNE, Australia—George
Mamua Telek can’t walk the streets
of his native Papua New Guinea.
Havmg become a household name,
& he instantly gets
i mobbed when he
goes out. “It’s
nice to be popu-
slar,” he says in
halting English.
“It’s good to sell
cassettes, but no
good when you
want -to go
somewhere in a
hurry - B
Thirty-eight- year-old Telek
achieved local superstar status in
the 1980s when fronting some of the
country’s bigrest bamds, including
Moab Stringband and Panim Wok
(Can't Fing-War k). He generally
sings in “tok plsln” (pidgin English),
the only option in a country with
mare than 750 dialects. Telek fours
eonztantly through the South Pacif-

©TELEK
. .

efforts and those with his hands—
continue to notih uj impressive
sales in Vanuutu 1
and the Solumon and Cook islands.
Telek lives with his wife and six
ehildren (who range in age from 9
months to 14 years), in the village of
Raluana, where he has a cocoa plan-
tation. It is riot far from Rabaul, the
nation’s capital and center of the
musie business. The music seene in
Papua New Guinea is rich and di-
verse, with hundreds of bands hon-
mg their skills in 6 p.m.-6 a.m. shifts
in clubs. Cassettes are released
through two “hit factory” labels,

ic, while his records—five sulo

, New Caledonia,’

P:ipuan Telek Breaks Out
Set "Aimed At Australzan Market

Pacifi¢ Gold Studios and CHM
Supersound, solely for local con-
sumption. Bootlegging is rampant,
due to the lack of copyright laws.
“There is so much illegal taping, it’s
difficult to get what you earned,”
says Telek.

His latest, eponymous album out :
through - Sydney-based Orlgm
Recbrds, is his first to atterfipt to
break into the Australian market,
New Guinea’s closest neighbor (so
close, in fact, that the Torres Strait
Islands and Papua New Guinea’s
western province are visible across
the water).

“Telek” was cut in Melbourne
with Australian TV and film com-
posers David' Bridie and John
Phillips, who are also producers and
members of hit band My Friend The
Chocolate Cake.

Performers on the album include
local rock players and Aborigine
drummers; New Guinea’s Rusiats
Wakit, Pius Wasi, Galupa Golkama,
and Kereka Kau; and Aborigine
singer/songwriters Archie Roach

~and Key Carmody.

The record takes in traditional
laments in Telek’s local dialect
Kuanuan; rock songs like “Mel-

. bourne City” and “Waligur Lau,”

which mix drum and kundu pat-
terns; a bamboo flute love song; the
haunting “maskmaneater” song
“Anoro” on which Carmody plays
" didgeridoo; and a duet with Roach
on the rhythrmc “Go Way Long
Bus.”

“The tapes Wthh sell in New
Guinea don’t make a lot of sense [in,
other countries],” says Bridie.
“George realized after he did shows

(Continued on next page)
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French Labels Welcome Retail Revival
FNAC, Virgin Plan Stores To Stem Hypermarket Tide

@ BY REMI BOUTON

PARIS—Two leading music retail

chains in France, FNAC and Virgin, are
countering the tide of hypermarket
companies, particularly as it is being
carried out in a dif-
g
broader range of
product to con-
ture from its previous Megastore-only
strategy, while FNAC, which has 50
in the city’s St. Lazare railway station.
These plans come after two years of
Because of the hypermarkets’ limit-
ed stocking policies and the damage
the record industry.
Jean-Claude Gastineau, VP of Sony
Virgin's flagship outlet on the Champs
Elysées.

domination here with new expansion
plans.

The projected growth of both groups
is being warmly welcomed by record

ficult economic cli-

mate. Labels see it

as assisting their

efforts to bring a
sumers and to make people aware of
emerging acts.

Virgin's expansion will be through
the opening of smaller stores, a depar-
stores in France and accounts for 25%
of total record sales here, will open two
stores this year: one on the prestigious
Champs Elysées in Paris and the other
growth from hypermarkets, whose
market share in France is now as high
as 57%, according to record industry
estimates.
their cut prices have inflicted on the
indie retail sector, the development of
dedicated music chains FNAC and Vir-
gin is receiving a warm response from
Music France, speaks for many when
he welcomes the moves, but he is also
concerned about the impact of having a
new FNAC store in close proximity to

Changes At German Music-TV Channels

Viva Shares Attract Huge Bids

COLOGNE, Germany—One the founders of German music
TV channel Viva, radio mogul Frank Otto, is planning to
sell his 19.8% share in the station for an eight-digit sum.

It is not yet known whether Viva's other shareholders—

Sony Music Entertainment, EMI
Music, Warner Musie, and Poly-
Gram—will increase their pre-
'O" sent stakes of 19.8% each. Each
of the companies has a right to
first refusal of any additional
Viva shares that become available.

However, industry observers say that magazine publish-
er Bauer Verlag, Bertelsmann-owned TV station RTL, and
a large U.S. entertainment group have already expressed
interest in buying Otto’s stake in Viva for a high eight-digit
figure. Media experts say Otto is asking for about $20 mil-
lion.

According to Viva managing director Dieter Gorny, the
station expects profits of $5 million this year on total rev-
enues of $50 million, up from $36.6 million in 1995.

Viva now reaches 96% of all cabled German households,
(Continued on next page)

MTV Adds New German Programs

HAMBURG—MTYV Europe is keeping up the pace of
change in its regionalization strategy with the launch of a
daily four hours of locally produced programming on its
Central Service, the signal seen in the German-speaking
territories.

The four hours include two new German-language pro-
grams, an extra hour of “Select MTV” in German, and a
predominantly German version of “MTV Hot.”

Holger Speckhahn presents one of the two new shows,
called “MTV In Touch,” which is centered on interviews
with MTV viewers about their thoughts and concerns.

“MTYV Hitlist Germany” is the second new program on
the Central Service. Billed as MTV’s alternative to the offi-
cial German charts compiled by Media Control, “MTV
Hitlist” is based on the singles chart supplied by leading
retail chain World of Music (WOM). At present, WOM sales
figures are not included in the Media Control charts.

Michael Oplesch, managing director of MTV Networks
Europe (Central), says of the program changes, “This
ensures that we provide our viewers with a local perspec-
tive whilst continuing to provide them with MTV Europe’s

(Continued on next page)

He comments, “I am not sure that
having two stores so close to each other
on the Champs Elysées is really the
most suitable, although having several
stores concentrate on [one] location has
worked perfectly well in other coun-
tries.”

In London, for example, Virgin’s
main Megastore—the world’s largest
home entertainment store—is located
on Oxford Street, 200 meters from
HMV’s flagship outlet, the world’s
largest record store, according to the
Guinness Book of Records.

The Champs Elysées FNAC store
will be located in the Claridge gallery,
on the same side of the road and a few
meters from the Virgin Megastore,
France’s largest record store. For Vir-

gin, the arrival of this competitor means
the end of a golden era on one of the
most-visited avenues in the world.

The new FNAC store, when open in
the summer, is believed to be the
chain’s biggest outlet in France, with
a reported 3,000 square meters of dis-
play space. The Virgin Megastore has
4,500 square meters.

FNAC’s two new Paris stores will
add to its existing five outlets in the
city, in Halles, Montparnasse, Ternes,
Bastille, and Italiens. The Bastille and
Italiens stores carry music and video
only, while the others cover the whole
range of product traditionally handled
by FNAC—books, audio equipment,
computer hardware and software, pho-

(Continued on next page)

FNAC To Double Stores In Belgium

B BY MARC MAES

BRUSSELS—The March 12 opening
of FNAC’s fifth Belgian store—its sec-
ond in Antwerp—is sparking a new
round of expansion for the chain here.

The new outlet is located in the suc-
cessful Wijnegem shopping mall, which
claims 7.5 million visitors each year
and sits on the outskirts of Antwerp,
near the Dutch border. In addition to
Belgian customers, FNAC is aiming to
attract cross-border business with
prices that are significantly lower than
those in the Netherlands.

According to the company, the sec-
ond Antwerp outlet will soon be fol-
lowed by other new Belgian stores in
Brussels, Bruges, Ostend, Leuven, and
Namur.

FNAC opened its first Belgian store
in 1981 in Brussels, under the man-
agement of the Sodal company, which
was 40% owned by FNAC France and
60% owned by the Belgian GIB Group.
In 1986 and 1987, FNAC launched
stores in Ghent, Liege, and Antwerp.

In 1994, the French Pinault-Print-
emps-Redoute group acquired a
majority stake in FNAC France, and
in October last year GIB sold its shares
in Sodal to the group, thereby bring-
ing FNAC Belgium under the same
management as the chain’s French
operations. The FNAC stores here are
run by the company’s Belgian presi-
dent, Gerard de Sede.

The new FNAC store—opened with
what the company says is an invest-
ment of approximately $3 million—will
employ 60 people and will follow the
new FNAC philosophy of limiting elec-
tronic, computer, and hi-fi goods in
favor of stocking more music in its
1,400-square-meter floor space.

Maintaining a broad catalog avail-
able to customers is one of FNAC’s
stated concerns, and the company says
its new store will have around 60,000
CD titles permanently on display.

“Offering a wide choice is our
strength,” says Catherine Ullens de
Schooten, communication and market-

(Continued on next page)

contracts are up for grabs.

newsline...

V2 RECORDS is starting a singles label in the U.K. as part of its A&R strate-
gy of giving new acts a break. To be called Victory V, the imprint will issue
1,000 copies of singles by unsigned artists. Dave Wibberley, head of A&R for
V2in the U.K,, says, “It's a way for bands to put out a record without advances
and big deals. It also gives scouts experience about who they can sign.” At
the other end of the scale, V2 says it is still looking for big-name acts whose

U.K.-BASED RADIO GROUP GWR’s Classic FM is part of a winning consor-
tium for an FM license in Johannesburg. Classic FM has a 20% stake in the
winning group, which beat 11 others, including Virgin Radio. The company
will supply format guidance, a music database, and training as well as advise
the new station on programming and marketing strategies. The station, to be
known as Classic FM. is thought to have a potential audience of 5 million.
South Africa’s Independent Broadeasting Assn. has also awarded licenses to
local groups for a youth/speech station and an R&B music station.
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Decca Puts Muscle Into Its Marketing

Label Curbs Output To Focus On Being ‘Biggest And Best’

B BY JEFF CLARK-MEADS

LONDON—Decca, one of Poly-
Gram’s three classical operations, is
putting the emphasis on marketing
rather than record production as it
moves toward its objective of being
“the biggest as well as the best”
classical company.

President Roger Lewis has
restructured Decca’s London-based
international marketing depart-
ment, which, he says, is “a reposi-
tioning of Decca to focus on the mar-
keting function, to beef up the
marketing function, and to put real
muscle into the marketing function.”

He concedes that, in keeping with
sister company Deutsche Gram-
mophon, Decca is cutting back its
number of releases (Billboard,
March 1), but he says that the two
decisions are not related.

Asked how the new emphasis at
Decca relates to PolyGram’s global
restructuring, Lewis says, “The key
objective is to maximize the oppor-
tunity that presents itself, and that
opportunity is considerable.”

He maintains that Decca is cut-
ting back on production and enhanc-
ing its marketing to give it a better

focus on each of its new releases.
Saying that he wants the company to
be “the biggest as well as the best
classical company in the world,”
Lewis adds that he hopes to sell
more records to committed classical

PeccA.

fans, as well as broaden the fan base
for records nominally in the classi-
cal arena.

He says that the company has
already had significant success in
this area and points to the global
impact of “The Three Tenors.”
Lewis adds, “Our definition of the
market is potentially broader than
that other record companies’. ”
Projects at the boundary of the def-
inition of classical, he says, include
the “Braveheart” soundtrack and
impending “Anna Karenina” sound-
track.

Overall, Lewis, who joined the
company at the beginning of this
year (Billboard, Jan. 18), says he is
upbeat about Decca’s potential in the

PAPUAN TELEK BREAKS OUT

(Continued from preceding page)

in Australia that what he’d been doing
for the last 15 years wouldn’t trans-
late here, or in Europe and the Unit-
ed States.”

Bridie and Phillips’ interest in New
Guinean music began during a vaca-
tion in 1986. Then members of ambi-
ent band Not Drowning Waving, the
pair discovered tapes of the Moab
Stringband and initiated an introduc-
tion. Two years later, Not Drowning
Waving returned to Rabaul and, with
Telek and other local musicians, such
as flautist/vocalist Wasi and drummer
Ben Hakilitis, cut the band’s landmark
album “Tabaran.”

Issued in 1990 by Warner Music
Australia, “Tabaran” has sold more
than 15,000 copies (according to the
label), an impressive figure locally for
a nonmainstream record. Its fans
included Peter Gabriel and David
Byrne, the latter claiming it as his
favorite album of the year. It high-
lighted the close similarities between
New Guinean and Australian aborig-
ine cultures—the rhythms (Hakilitis
now drums for Yothu Yindi), dance
steps, face-painting, and use of instru-
ments to create the sound of nature.

Not Drowning Waving and Telek
toured Australia and New Guinea
together, the dates in the latter mar-
ket filmed for a documentary
screened here on SBS-TV and aired
in other territories.

In 1996, Bridie convinced cultural
festivals to fund the Sing Sing shows
in Melbourne and Sydney. These
amalgamated the traditional and con-
temporary cultures of Australia, the
Torres Strait Islands, and Papua New
Guinea. They brought together Roach,
Ruby Hunter, Telek, Buia, the Torres
Strait Islands Dance Troupe, mem-
bers of Yothu Yindi, Wasi, Hakilitis,
and the Kaiwosi PNG Performance
Group.

Initial work on “Telek” began three

years ago, when Telek collaborated with
Bridie and Phillips on the music for a
documentary called “Raskols” (Ras-
cals), about gangs in the New Guinean
highlands. Recording in Rabaul had to
be moved 40 miles away to the beach of
Bindings during the devastating volcano
eruption there in 1994,

“It’s music from the last frontier,
that’s the appeal,” says Phil Mortlock,
managing director of Origin, who
bankrolled the project. “There’s still a
mystery about PNG culture. Except for
an album of traditional New Guinean
drummers some years ago, this is the
first record coming out of there aimed
at the international market.”

Mortlock, responsible for releasing
“Tabaran” while managing director
at Warner, is ecstatic with the
response so far to “Telek.” Youth net-
work Triple J and college radio are
airing rock-orientated tracks from
the album, while album rock metro
and regional outlets are opting for its
string band tracks. Mortlock says
that export orders, mostly from the
U.S., are encouraging, and that
Gabriel’s Real World Records has
expressed interest in releasing the
set globally.

Telek toured Australia through late
February and March, appearing in
clubs, at Womadelaide, at the Port
Fairy Folk Festival, and at New
Zealand’s Aotearoa Womad Pacific.
He returns in May for the Brisbane
Biennale and shows in Sydney.

Concludes Bridie, “The biggest bar-
rier this album will have in the West
is the perception that world musie is
not accessible and [is] hard going for
anyone not musically adventurous. But
George has gone down a storm with
Australian audiences. His voice is
pretty special, and they love his sto-
ries and onstage persona. Like Yous-
sou N’Dour, Salif Keita, or Ofra Haza,
he can make his mark.”

market. “Some companies outside
PolyGram are cutting back. Now is
the time to seize the initiative and go
forward. What we have done is make
a commitment to the long-term
future of the classical record busi-
ness.”

Lewis argues that the team he has
put in place is unparalleled in the
classical sector in terms of the range
of skills, expertise, and experience
it represents.

He says, “Working hand-in-hand
with our A&R department, this
team will ensure that Decca pro-
vides the highest level of service to
its artists, operating companies, and
the record-buying public around the
world.”

The team consists of Terri Robson,
who is promoted from marketing
director to director of marketing,
with specific responsibility for
Decca’s commercial, soundtrack, and
event activities, new music label
Argo, and all Luciano Pavarotti pro-
jects.

Paul Moseley moves up from
Decca’s U.K. head of marketing to
director of marketing with respon-
sibility for the core classical reper-
toire of the Decca and L’Oiseau-
Lyre labels. .

Industry consultant Edward Ker-
shaw is appointed director of cata-
log development; former head of
marketing Didier de Cottignies is
named director of artistic develop-
ment; Paul Saintilan joins from
Lewis’ former company, EMI Clas-
sics, to be director of strategic
development; and Cheryl Grant, for-
merly head of production and opera-
tions, is appointed director of mar-
keting services.

MTV PROGRAMS

(Continued from preceding page)

unique window on the rest of Europe’s
music and youth culture.”

MTV Europe president/CEO Brent
Hansen says the launch of Central Ser-
vice-produced programs is part of “our
philosophy to shrink the network con-
tent [of the regional services] to the
60% which we think are effective and
redistribute resources to enable the
channels to work closer to their mar-
kets.”

With a dedicated U.K. Service start-
ing in July and an already largely
autonomous Southern Service based in
Milan, Hansen describes MTV
Europe’s next task as “balancing the
channels.”

CHRISTIAN LORENZ

VIVA SHARES

(Continued from preceding page)

compared with only 63% for sister
channel Viva 2. With almost 160
employees in Cologne, Gorny says he
is confident that loss-making Viva 2
will soon also break even, although he
projects a loss of $4.7 million at Viva 2
this year.

In addition, Viva is planning its own
music magazine, to be launched this
August by Hamburg publishing com-
pany Gruner & Jahr, with a planned
circulation of more than 300,000 copies.

WOLFGANG SPAHR

FNAC, VIRGIN PLAN NEW STORES

(Continued from preceding page)

tographic products, video, and records.

Both the Champs Elysées and St.
Lazare stores are believed to be slat-
ed to concentrate on music, video,
and multimedia only. 1t is also under-
stood that, unlike FNAC’s other
stores, the Champs Elysées outlet
will be open on Sundays, following
the lead of the Virgin Megastore.

FNAC has declined to discuss the
details of its expansion with Bill-
board.

Retail sources suggest that FNAC
commands a 55% market share of the
record market in Paris and estimate
that this figure would go up to 70%
with the two new stores. “I don’t
know many sectors in retail where
there is such a monopoly,” says one
well-placed retail source. “This is
becoming a political problem.”

At Virgin, the scope of expansion
is less ambitious. A 1,000-square-
meter Virgin outlet will be opened in
April in the shopping mall attached
to the biggest Carrefour hypermaket
in France, in the city of Claye-Souil-
ly, at the southern edge of Paris. The
store will use the supply logistics of
the Champs Elysées Megastore.

This new store will mark Virgin
Retail’s return to expansion after
more than two years without any
openings here.

The announcement comes a few
weeéks after Virgin Stores France
shareholders—mainly Virgin Re-
tail—agreed to a new cash injection
of 110 million francs ($20.3 million).
At the same time, the retail group
will downsize its work force, cutting
43 jobs from a total of 586.

Jean-Noel Reinhardt, managing
director of Virgin Retail in France,
says 20-30 of these ministores could
be opened in France within the next
seven or eight years. To that effect,
he says, the company’s shareholders
have committed to a 400 million franc
($74.07 million) investment plan.

Reinhardt concedes that Virgin’s
new tactics are connected with the
arrival of FNAC on the Champs
Elysées. “It is obvious that at the end
of 1997, it will become much more
difficult for us to support the other
stores in France with the group’s
resources,” says Reinhardt, suggest-
ing that money and energy will be
concentrated on the development of
new projects before competition
takes its toll on the Champs Elysées.

Even now, says Reinhardt, only
two Virgin stores in France are prof-
itable—the Champs Elysées and the
Toulon Megastores. However, profits
from these two operations are
enough to offset start-up losses in
other cities. Reinhardt says he is con-
fident that the chain’s most recent
opening, the 2-year-old store in the
gallery below the Louvre Museum in
Paris, will break even in 1997, partly
due to the planned jobs cuts.

Virgin’s philosophy, he says, is to
increase the number of stores in
order to get more weight on the mar-
ket. He explains, “You can’t pretend
to have a network with only five
stores, so our shareholders, mainly
Richard Branson and [Virgin Stores
France chairman] Patrick Zelnik,
took the strategic decision to finance
the opening of stores which have the
potential to be profitable rapidly
before continuing to pour resources
into our money-losing stores in Bor-
deaux and Marseille,”

Reinhardt says the opening of the
store in Claye-Souilly is a first step.
Other outlets, using the same con-
cept, are poised to open in the com-
ing months. Reinhardt says there will
be two types of ministores—smaller
ones, with less than 1,000 square
meters, and midsize stores, with
some 1,500 square meters.

He adds that he does not exclude
the opening of other Megastores in
some of the country’s five or six main
cities, but with less start-up costs
than were incurred in Paris, Mar-
seille, and Bordeaux.

The stores in the latter two cities
have lost a cumulative 230 million
francs ($42.6 million) since their
launch in the early 1990s. Trimming
the losses in those two cities is sec-
ond in the list of priorities, says Rein-
hardt, though he says that the stores
in Bordeaux and Marseille will lose
21 and nine jobs, respectively.

Some in the industry fear that
there will be a situation similar to the
one in Bordeaux in the late 1980s,
when Virgin Megastore and HMV
each opened a store there, competing
with an already established FNAC.
FNAC began a price war, squeezing
margins to offer the lowest price.
Forced to follow, the other stores
faced a tough time, with HMV even-
tually pulling the plug—the U.K.
retail chain has not returned to
France since—and the Megastore
still losing money.

Reinhardt says that he is ready for
a price war if it happens, but that he
will not start it.

He states, “We won’t attack FNAC
on this ground. We’d rather play the
card of service, competence, and
choice. If FNAC wants to use the
same weapons as the hypermarkets,
which is pricing, it’s their problem,
not ours.”

FNAC BELGIUM

(Continued from preceding page)

ing director of FNAC Belgium, “and
because catalog is very important, we
maintain the best relationship with the
local record companies. Only a small
minority of our product is brought as
transshipments to avoid problems with
local distributors.”

With revenues of $131 million in 1995
and the commitment of the powerful
Pinault-Printemps-Redoute group, the
FNAC chain has consolidated its posi-
tion on the Belgium market.

“We’re happy to see the expansion
of FNAC in Belgium,” says Koen
Van Bockstal, managing director of
Sony Music Belgium, “and this
proves that the company’s concept in
the four existing stores is the right
one.”

Van Bockstal says he is particularly
pleased by FNAC’s decision to stay
with local suppliers and the potential
this provides for joint label-retailer
promotions.

The joint campaign aspect is also
welcomed by BMG Ariola’s general
manager, Frank Aernout, who says,
“Their idea of having mini-concert-
tours in the FNAC stores is also bril-
liant: We had artists like Khadja Nin,
Mare Lavoine, and Indochine on show-
cases there, and we're happy to see
that a new FNAC is being added to the
chain.”
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CONFERENCE « AWARD
Aenid 3y - 30, 1997

SPECIAL ATTRACTIONS 8 HIGHLIGHTS

Actress Jennifer Lopez, star of “Selena” movie, will host The Billboard International Latin Music Awards Show
Mexican crooner, Jose Jose will be inducted into the Latin Music Hall of Fame ‘,‘{9:: Herb Alpert will receive Billboard's Lifetime Achievement Award
Opening night party with live artist showcases sponsored by AMERICCISC
An evening of “Latin Dance” at Sticky Fingers Nightclub <95 Awards show afterparty af Rezurrection Hall at Club Nu
Keynote Address by McHenry Tichenor Jr., President, Tichenor Media Systems at The Hard Rock Cafe

“Writers in the Round” featuring acoustic performances sponsored bym‘and_

/Hoxe X AccommodaXiond
Hotel IntereContinental, 100 Chopin Plaza, Miami, Fl. 33131
For reservations, please call (305) 577-1000. Room rate $125.00 single or double.
To insure room, please make reservation by April 6th and state that you're with the Billboard Lafin Music Conference.

Dibcorent Adbnline Inforimal.con
You are eligible for special discount fares from American Airlines for travel to Miami, April 25 to May 3, 1997.

To qualify for these reduced rates, reservations must be booked directly through PEPP TRAVEL at 1-800-877-9770.
Please identify yourself as a Billboard Latin Music Conference attendee to receive discount.

Re gALAX naXLon A I nde ntao
Billboard offers you the unique opportunity to be included in the registration bag, presented fo all registered attendees.
Call Michele Jacangelo at (212) 536-5088 to inquire about cost, quantity and shipping details.

/7

Contac it I _.‘0/1’-?\a AL 0N
Maureen Ryan, Director of Special Events
Billboard Latin Music Conference, 1515 Broadway, 14th Floor, NY, NY 10034
(212) 536-5002 ph. ® (212) 536-1400 fax For spanish inquiries, call Angela Rodriguez at (305) 441-7976.

To REGI’TER: Cut out form and mail fo: Billboard Latin Music Conference, Atin: Maureen Ryan, 1515 Broadway, 14th Floor, New York, NY 10036 or FAX fo {212} 536-1400.
This form may be duplicated - please type or print clearly. Make all payments to Billboard Magazine. Confirmation will be sent by mail - please allow 10 days.

EARLY BIRD SPECIAL $299 before March 7 ® PRE-REGISTRATION $345 postmarked by April 11 ® FULL REGISTRATION $399 after April 11 and walk-up

FIRST NAME: LAST NAME:
COMPANY: ADDRESS:
CITY: STATE: ZIP: COUNTRY:
PHONE: FAX:
I'M PAYING BY: CHECK VISA/MC AMEX
CREDIT CARD #: EXP. DATE:
CARDHOLDER'S SIGNATURE: (Credit cards not valid without signature & expiration date]

Cancellation Policy: Al cancellations must be submitted in writing. A full refund less a $75.00 administrative fee will be issued after the conference,
if nofification is received on or before March 15th. Cancellations received between March 15th and April 15th will be subject to a $175.00 cancellation fee.

No refund will be issued for cancellations received after April 15, 1997.
~ eecEnaiR
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HITS OF THE

WORLD

jAPAN (Dempa Publications Inc.) 03/17/97

GERMANY  (vedia contron 03/11/97

U . K- (Chart-Track) 03/10/97

FRANCE (snerirorrite-Live) 03/08/97

THIS | LAST THIS | LAST THIS | LAST THIS |LAST
WEEK|WEEK| SINGLES WEEKWEEK| SINGLES WEEK|WEEK| SINGLES WEEN|WEEK| SINGLES
1 |NEW| FIREBALL B'Z rooms 1 | 2 | WARUM? TIC TAC TOE rca 1 [ 7 | WHO DO YOU THINK YOU ARE/MAMA SPICE 1 | 2 | LETABOYCRY GALA scoreio
2 | 1 | CANYOUCELEBRATE? NAMIE AMURO AvEX TRAX 2 | 1 | TIMETO SAY GOODBYE SARAH BRIGHTMAN & GIRLS viraiN 2 | 1 | CONTEPARTIRO ANDREA BOCELLI poLyoor
3 | NEW| FACES PLACES GLOBE AvEX TRAX ANDREA BOCELLI EASTWEST 2 3 HUSH KULA SHAKER coLumeia
— ) 3 3 | DON'TCRY FOR ME ARGENTINA MADONNA weA
4 3 DYNAMITE SMAP vicToR 3 3 DON'T SPEAK NO DOUBT mca 3 2 ENCORE UNE FOIS SASH! muLtipLy
5 2 KUNATTARA 7ARD 4 4 SO STRUNG OUT C-BLOCK wea 4 1 DON'T SPEAK NO DOUBT INTERSCOPE/MCA 4 5 BAILA ALLIAGE BAX DANCE
WL < B 5 | 10 | IBELIEVE | CAN FLY R, KELLY RouGH Taaoe 5 | 4 | ALONE BEE GEES ouvoor 5 | 7 | DON'TSPEAK NO DOUBT wca
6 | 5 | THE OTHER SIDE OF LOVE RYUICHI SAKAMOTO 6 |5 | ANYWHERE FOR YOU BrCrorEr T 6 |NEW| RUMBLE IN THE JUNGLE FUGEES WERCURY G o e
FEATURING SISTER M For UFE 7 8 | DON'T YOU LOVE ME ETERNAL 1ST AVENUE/EMI
TRADE 7 4 BAILANDO PARADISIO cnr
7 | 4 | EVERYTHING UT'SYOU) MR CHILOREN rorsacrony | 5 T T mp— 8 |NEW| INDESTRUCTIBLE ALISHA'S ATTIC MERCURY alba s ) &
8 | 7 | KUZIRANO.12 JUDY AND MARY epic sonv IESR MNG CT0 9 | 5 | READYTOGO REPUBLICA DECONSTRUCTION NEED YOU 3T epic
9 | 8 | 1LOVEYOU RYUICHI KAWAMURA victor 8 | & | DONTCRY FOR ME ARGENTINA MADONNA wea | 1o | & | yoU GOT THE LOVE SOURCE FEATURING CANDI | @ | 9 | 2BECOME1 SPICE GIRLS virain
10 | 12 | TAMASHIINO RUFURAN YOUKO TAKAHASHI king b 9 | DON'TLET GO (LOVE) EN VOGUE easwest STATON REACT 10 [ 10 | UN-BREAK MY HEART TONI BRAXTON aRista
11 | 10 | TROUBLEMAKER NANASE AIKAWA CUTTING EDGE 1(1’ 181 w:‘ss ﬁ)‘:EMII(')" EAERRTCYTONI BRAXTON agusa 11| NEW | WHAT DO YOU WANT FROM ME? MONACO poo0R | 11 |NEW | SHOULD I LEAVE DAVID CHARVET roa
12 | 6 | ASAP LITTLEKISS PONYCANYON u ARIOLA 12 ] 18 | EVERY TIME | CLOSE MY EYES BABYFACE epic 12 | 12 | AUCUNE FILLE AU MONDE G. SQUAD ARIOLA
13 | 14 | AMAIUNMEI UA L E | GEeblS (A R 13 [NEW| MOAN & GROAN MARK MORRISON wea 13 | 11 | PARTIR UNJOUR 2 BE 3
o 13 | 12 | 1 HAVE A DREAM DJ QUICKSILVER ARCADE 14 | 10 | WHERE DO YOU GO NO MERCY mcyaRISTA Ml
14 | 16 | LOVE SOMEBODY YUJI ODA WITH MAXI PRIEST 14 | 14 | MIT'EM HIGH MONSTARS OF SPACE JAM easrwesr | 15 | 11 | SHOW ME LOVE ROBIN S coapion 14 | 14 | BOHEMIAN RHAPSODY THE BRAIDS EASTWEST
MERCURY 15 13 STEP BY STEP WHITNEY HOUSTON ARisTA 16 |NEW /| ISN'TIT A WONDER BOYZONE poLypor 15 13 JE SERAI LA TERI MOISE SOURCEMRGIN
15 [ 11 | RED ANGEL POCKET BISCUITS TosHiBA EMI 16 | 16 | AIN'T TALKIN' 'BOUT DUB APOLLO FOUR FORTY 17 | NEW| SPIN SPIN SUGAR SNEAKER PIMPS CLEAN UP 16 | RE | ONE AND ONE ROBERT MILES FEATURING MARIA
16 9 FACE GLOBE Avex TRAX EPIC 18 [NEW| FOUND YOU DODGY aem NAYLER HAPPY MUSIC
17 [ 17 | DEAR MY FRIEND EVERY LITTLE THING AVEx TRAX 17 |NEW | THE THEME (OF PROGRESSIVE ATTACK) BROOK- 19 | NEW | COME WITH ME QATTARA POSITIVAEMI 17 |NEW | (UN, DOS, TRES) MARIA RICKY MARTIN TRISTAR
18 20 FURARETE GENK| TOKIO sony LYN BOUNCE epeL 20 |NEW| THE NEW POLLUTION BECK GEFFEN/MCA 18 |NEW| ENCORE UNE FOIS SASH! ruLL ace
19 | 13 | SHIROI KUMONO YOUNI SARUGANSEKI coiumaia 18 [NEW | DU LIEBST MICH NICHT SABRINA SETLUR pic ALBUMS 19 | 16 | YOU'LL BE MINE (PARTY TIME) GLORIA ESTEFAN gpic
20 |NEW| MAGOKORONO HASHI/MEOTO MICHI AURORA 19 | RE | TOFRANCE MR. emi
1 1 | U2 POP isianp 20 | 15 | INSOMNIA FAITHLESS HaPPYmusIC
TERUKO (MICHIKO KAWAL) coLumBia 20 | 17 ENCORE UNE FOIS SASH! POLYDOR 2 20 BEE GEES THE VERY BEST OF THE BEE GEES
ALBUMS ALBUMS POLYDOR ALBUMS
. 1 NEW POP 3 2 SPICE GIRLS SPICE vIRGIN 1 NEW | U2 POP istanD
1 |NEW/| MR. CHILDREN BOLERO TOY'S FACTORY u2 MERCURY 4 10 LIGHTHOUSE FAMILY OCEAN DRIVE wiLp 5 5 ANDREA BOCELLI ROMANZA
2 |NEW/| MAYO OKAMOTO SMILE TOKUMA JAPAN 2 1 ANDREA BOCELLI BOCELLI poLvypor CARD/POLYDOR POLYDOR
3 1 | YUMI MATSUTOYA COWGIRL DREAMIN' TosHIBA 3 |NEW| FURY IN THE SLAUGHTERHOUSE BRILLIANT 5 3 | MANIC STREET PREACHERS EVERYTHING MUST 3 2 | SPICE GIRLS SPICE viraiN
- THIEVES spv GO P 4 | 3 | 2BE3 PARTIR UN JOUR em
4 3 | KOME KOME CLUB PUSHED RICE sonv 4 | 2 | NODOUBT TRAGIC KINGDOM mca 6 |NEW| OCEAN COLOUR SCENE B-SIDES, SEASIDES & 5 4 | 3T BROTHERHOOD Epic
5 | 2 | uz2 POP mercury 5 | 12 | SORAYA ON NIGHTS LIKE THIS MeRcURY FREERIDES mca 6 | 5 | PASCAL OBISPO SUPERFLU tpic
6 5 KOHSHI INABA MAGMA RoOMS 6 4 SOUNDTRACK SPACE JAM EASTWEST 7 |NEW/| VAN MORRISON THE HEALING GAME EXILE/POLYDOR 7 8 JEAN MICHEL JARRE OXYGENE 7-13 DREYFUS
7 | 16 | ERIC CLAPTON CHANGE THE WORLD wea sapan ; H ;SUESTL%EKT'EVI’* Ty?; reA SN VARIQUS ARTISTS FANTAZIAHOUSE COLLECTION | g | 7 | TEXAS WHITE ON BLONDE wencury
8 | 4 | HIDEAKI TOKUNAGA BLESS sanpa S A e 9 |NEW| NICK CAVE & THE BAD SEEDS THE BOATMAN'S 9 | 6 | LESENFOIRES LA SOIREE DES ENFOIRES 96 wea
=P LIS (WA G 10 | 11 | BACKSTREET BOYS BACKSTREET BOYS roucH CALL wure 10 | 10 | SOUNDTRACK EVITA wea
10 | & | JAMIROQUAI TRAVELLING WITHOUT MOVING eic - 10 | RE | KULA SHAKER K coLumBia 11 | 12 | CELINE DION FALLING INTO YOU coLumsia
S?NV 11 | 16 | NO MERCY MY PROMISE ARIOLA 11 | 13 | THE FUGEES THE SCORE coLumaia 12 | RE | WORLDS APART EVERYBODY nLA
i; ég b:“ff'v‘l'c‘l? [RUER< eeuSony 12 | 7 | TONIBRAXTON TONI BRAXTON ARisTA 12| | MANSUN ATTACK OF THE GREY LANTERN mr- 13 | 11 | NOIR DESIR 66666.7 CLUB BARCLAY
13 | 9 | FAIR WARNING GO! ZERD CORPORATION 13| 2 | ANDREABOCELLI ROMANZA roLvoor 13 | RE | VARIOUS ARTISTS THE SOUL ALBUM viRcin 14 |NEW| WARREN G TAKE A LOOK OVER YOUR SHOULDER
14 | 10 | SCHURZENJAGER HOMO ERECTUS aRioLA B By —
14 | 12 | FAVORITE BLUE DREAM & MEMORIES Avex TRAX 15 | 13 | SPICE GIRLS SPICE virem 14 | RE | GEORGE MICHAEL OLDER vikGin
15 |NEW| ROUAGE MIND 15 6 VARIOUS ARTISTS CLUB MIX 97 VOL. 2 POLYGRAM TV 15 13 DOC GYNECO PREMIERE CONSULTATION viRGIN
MERCURY 16 | 14 | ANDRERIEU STRAUSS & CO poLYDOR
16 | 7 | KAZUYOSHI SAITOH ZIRENMA run rouse 17 | 18 | WOLFGANG PETRY ALLES. aa 16 |NEW| VARIOUS ARTISTS THE HITS ALBUM 1997 tetstar | 16 | 9 | JULIO IGLESIAS TANGO ColumBia
17 |NEw| ETERNAL BEFORE THE RAIN 17 8 JAMES WHIPLASH FONTANAMERCURY 17 | 17 | NO DOUBT TRAGIC KINGDOM mca
TOSHIBA EMI 18 | 8 | WARREN G TAKE A LOOK OVER YOUR SHOULDER | 18 |NEW| BEE GEES STILL WATERS PoLyoo
18 | 13 | SOUNDTRACK FINAL FANTASY VIl oiGicUBE MERCURY 15 | RE | JAMIROQUAI TRAVELLING WITHOUT MOVING 18 | 15 | JAMIROQUAI TRAVELLING WITHOUT MOVING
19 | 17 | BEN FOLDS FIVE WHATEVER AND EVER AMEN 19 |NEW | NICK CAVE & THE BAD SEEDS THE BOATMAN'S S SMALL
EPIC SONY CALL INTERCORD 20 | RE | THE BEAUTIFUL SOUTH BLUE IS THE COLOUR cor | 19 | 14 | EDDY MITCHELL MR. EDDY PoLYDOR
20 |NEW| MAKIWATASE DOUBLE BERRY BMG 20 | 15 | DUNE FOREVER viRGIN DIscs 20 | 16 | MYLENE FARMER ANAMORPHOSEE poLvDoR
CANADA  (soundscan 03722797 NETHERLANDS (sticnting Mega Top 100) 03/15/97 | AUSTRALIA (aria) 03716197 ITALY (musica e pischieimn 03/10/97
THIS |LAST THIS [LAST THIS | LAST THIS [LAST
WEEK|WEEK| SINGLES WEEKWEEK| SINGLES WEEK|WEEK| SINGLES WEEKWEEK| SINGLES
1 L | DON'T CRY FOR ME ARGENTINA MADONNA warn- | 1 1 | WHENIDIE NO MERCY BumG 1 1 | DON'T SPEAK NO DOUBT INTERSCOPE/UNIVERSAL 1 1 | DISCOTHEQUE U2 istanp
LGRS 2 | 2 | IBELIEVE I CAN FLY R. KELLY zomMBA 2 | 5 | BREATHE PRODIGY DANCE POOLISONY 2 | 2 | LET ABOY CRY GALA DO IT YOURSELF/NITELITE
2 | 2 | DISCOTHEQUE UZ isano 3 | 6 | SUPERGABBER HAKKUHBAR ROADRUNNER 3 | 2 | IFINALLY FOUND SOMEONE BARBRASTREISAND | 3 | 3 | SWEET DREAMS SHARON C tHessetF
3|3 | DResTRTER Yy mecomoies 4 | 3 | DONTLET GO (LOVE) EN VOGUE warner & BRYAN ADAMS. Asm 4 | 8 | BABYI'MYOURS 49ERS mEOFLANG
AFACEARISTA 5 | 16 | DE REGENBOOG FRANS BAUER & MARIANNE 4 | 3 | FREAK SILVERCHAIR MURMURISONY 5 19 ;Ir:)oNng ri:‘ico TO DISCO WHIRLPOOL PRODUC-
5 | 5 | GODBLESS THE CHILD SHANIA TWAIN mercuR WEBER  THAT'S ENTERTAINMENT 5 | 13 | PONY GINUWINE epic "
MERCURY 6 | 4 | DONTSPEAK NO DOUBT mca 6 | 4 | BREAK MY STRIDE UNIQUE 2 pANGE POOLSONY 6 | 4 | DON'T CRY FOR ME ARGENTINA MADONNA wea
6 6 BARREL OF A GUN DEPECHE MODE muTEREPRISE M 7 14 YOUR WOMAN WHITE TOWN
7 7 | ONEAND ONE ROBERT MILES FEATURING MARIA | 7 5 | HIT'EM HIGH MONSTARS OF SPACE JAM WARNER 7 | 16 | LAST NIGHT AZ YET emc 8 7 | UN-BREAK MY HEART TONI B;M‘ TON
NAYLER ARISTA 8 | 8 | WELIKE TO PARTY PARTY ANIMALS pronorunner | 8 | 19 | DON'T LET GO (LOVE) EN VOGUE eAsTwesT E‘ L AXTON 00 17 YOUR-
8 8 EXPERIENCE PRODIGY xiRECORDINGS ] 7 TIME TO SAY GOODBYE SARAH BRIGHTMAN & 9 6 SEXY EYES WHIGFIELD TRANSISTOR/BMG SELF/BMG
9 | 9 | LETME CLEAR MY THROAT DJ KOOL CLRWARNER ANDREA BOCELL! wARNER 10 | NEW| DON'T SAY GOODBYE HUMAN NATURE cowmeia | 9 | 6 [ RIDE ON THE RHYTHM BLACKWOOD a0
10 | 10 | WHERE DO YOU GO NO MERCY ARista 10 | 14 | LET ME CLEAR MY THROAT DJ KOOL snG 11 | 8 | UN-BREAK MY HEART TONI BRAXTON BMG 10 | 5 | BELOHORIZONTI HEARTIST THE DUB/SELF
11 | 18 | RETURN OF THE MACK MARK MORRISON atLantiC | |4 10 | ANYWHERE FOR YOU BACKSTREET BOYS zowsa 12 | 11 | LOVEFOOL THE CARDIGANS POLYDOR 11 [ 13 | THENIGHT RITHMO exoric
12 [NEW| CAN'T NOBODY HOLD ME DOWN PUFF DADDY e e e 13 | NEW| TRULY, MADLY, DEEPLY SAVAGE GARDEN Roso- 12 | 16 | BREATHE PRODIGY upp/DISCOPIU
(FEATURING MASE) aRisTA d show 13 | 11 | ONE AND ONE ROBERT MILES FEATURING MARIA
13 | 13 | IF I FALLIN LOVE ROCKELL ROBBINSENG B e L I e i NAYLER DBXFLVING
14 11 CHANGE THE WORLD ERIC CLAPTON RePRISE EMI 15 7 TO THE MOON & BACK SAVAGE GARDEN RoD- 14 10 TIME GOES BY CHARLIE DORE BUSTIN' LOOSE/DIG IT
15 15 1T'S ALL COMING BACK TO ME NOW CELINE 14 11 PARTY CHARLY LOWNOISE & MENTAL THEQ PoLYDOR show 15 |NEW| LAURA NON C’E' NEK wea
DION corumsia 15 |NEW | LASCIATI TENTARE ICT oino ., 16 | 17 | ENCORE UNE FOIS SASH! rmazac
16 | 17 | YOU'RE MAKIN' ME HIGH TONI BRAXTON 16 | 15 | AINTTALKIN' ‘BOUT DUB APOLLO FOUR FORTY | 18 [ @ | DONTCRYFOR ME ARGENTINA MADONNA wea | 101 o | =70 CHE NON VUOI MORIRE PATTY
. 17 | 14 | YOUNG HEARTS RUN FREE KYM MAZELLE em
0 EPIC 18 | 17 | TWISTED KEITH SWEAT wea PRAVO PENSIERO STUPENDO/SONY
17 | RE [ COLD ROCK A PARTY MCLYTE eastwest 17 [NEW| KLAPPUS IN JE HANDJES GABBER WIIFIE cnR O || T R T S 18 | 20 | AMO T'AMO Ti AMO LIONEL RICHIE MERCURY
18 | 12 | UPTONOGOOD THEPORN KINGS POPULARWARNER | 1g | 13 | DON'T CRY FOR ME ARGENTINA MADONNA WARNER 19 | 18 | BOHEMIAN RHAPSODY THE BRAIDS wea
19 |NEW| NUMBER ONE ALEXIA DiscomAGIC 20 |NEW| I SHOT THE SHERIFF WARREN G RAUMERCURY
R TR T o Tl o T — 19 | 18 | STEP BY STEP WHITNEY HOUSTON B8umG 20 | 15 | FLASH B.B.E. em
UMS 20 [NEW | PITTIGE TIIDEN CARLO & IRENE cnR aew c:.BPl(::VlS ALBUMS
ALB ALBUMS ISLAND 1 > pOP
1 |NEW| U2 POP istanp 2 | 1 | SOUNDTRACK ROMEO + JULIET em ) NEIW E'OVANOT.}S'“CSRENZO 1997 ALBERO
2 1 | VARIOUS ARTISTS 1997 GRAMMY NOMINEES 1 INEW| U2 POP wmercury 3 | 2 | LIVE SECRET SAMADHI RADIOACTIVEMCA — MECCLEY
POLYTEL 2 1 MARCO BORSATO DE WAARHEID PoLyDOR 3 2 SPICE GIRLS SPICE virGin
4 3 NO DOUBT TRAGIC KINGDOM INTERSCOPE/UNIVERSAL
3 2 | SPICEGIRLS SPICE viRGIN 3 | 3 | TOTALTOUCH TOTAL TOUCH BMG 4 | 3 | PATTY PRAVO BYE BYE PATTY pensitro
5 | NEW| NICK CAVE & THE BAD SEEDS THE BOATMAN'S
4 4 NO DOUBT TRAGIC KINGDOM INTERSCOPE/MCA 4 2 ANDREA BOCELLI ROMANZA POLYDOR CALL UIBERATIONFESTAL STUPENDO/SONY
5 5 OUR LADY PEACE CLUMSY epic 5 4 LIVE SECRET SAMADH! RADIOACTIVE/MCA . 4 SILVERCHAIR FREAK SHOW MURMURISONY 5 4 ZUCCHERO THE BEST OF ZUCCHERO PoLYDOR
6 6 CELINE DION FALLING INTO YOU coLumsia 6 6 LUCIO DALLA CANZONI PRESSING
6 7 SOUNDTRACK SPACE JAM waRNER 7 10 SPICE GIRLS SPICE VIRGIN
7 3 LIVE SECRET SAMADH! RADIOACTIVE/MCA 7 5 NO MERCY MY PROMISE 8mc 7 5 LITFIBA MONDI SOMMERSI £m
8 | 7 | THE WALLFLOWERS BRINGING DOWN THE T [ el b st B 8 | 5 | SOUNDTRACK EVITA wea 8 | 8 | ANNAOXA | MSEIPIU GRANDI SUCCESSI COLMBIA
HORSE  INTERSCOPE/MCA O PICE GIRLS SPICE 9 | 9 | CELINEDION FALLING INTOYOU ePic 9 | 10 | JAMIROQUAI TRAVELLING WITHOUT MOVING
9 8 | TONI BRAXTON SECRETS LAFACE/ARISTA S MRcH 10 | 11 | JAMIROQUAI TRAVELLING WITHOUT MOVING —
10 | 9 | BACKSTREET BOYS BACKSTREET BOYS Jive 10 | 10 | JEAN MICHEL JARRE OXYGENE 7-13 epic CoLUMBIA 10 | 7 | SOUNDTRACK EVITA wEa
11 |NEW| VARIOUS ARTISTS DANCE MIX USA ‘97 qQuaLTy 11 | 15 | HELMUT LOTT! HELMUT LOTTI GOES CLASSIC II 11 | 6 | THECORRS FORGIVEN, NOT FORGOTTEN eastwest | 11 | 16 | 1 CUGINI DI CAMPAGNA ANIMA MIA NEw MUSIC
12 [ 10 | VARIOUS ARTISTS MUCHMUSIC'S BIG SHINY BMG 12 [ 7 | THEOFFSPRING IXNAY ON THE HOMBRE coLumBiA 12 | 19 | ANDREA BOCELLI ROMANZA SUGAR/POLYDOR
TUNES mca 12 | 9 | SOUNDTRACK EVITA waRNER 13 | 15 [ ALANIS MORISSETTE JAGGED LITTLE PILL wea 13 | 15 | FRANCO BATTIATO BATTIATO STUDIO COLLEC-
13 | 11 | JEWEL PIECES OF YOU artanTiC 13 | 12 | GEORGE MICHAEL OLDER viRGIN 14 CROWDED HOUSE RECURRING DREAM—THE TION em
14 | 14 | MOIST CREATURE &mi 14 [ 16 | FRANS BAUER VOOR JOU THAT'S ENTERTAINMENT VERY BEST OF CROWDED HOUSE emi 14 | 9 EURYTHMICS GREATEST HITS Rca
15 | 15 | AMANDA MARSHALL AMANDSAmES;:T?sLLvéEIcz 15 | RE | BACKSTREET BOYS BACKSTREET BOYS zomsa 15 | 13 | HUMAN NATURE TELLING EVERYBODY coumsiA | 15 | 11 | US3 BROADWAY & 52ND el
16 | 16 xﬁ:;g{”s BRTISTSRMASSIVE : 16 | 19 | WisI SOERJIADI LIVE AT CARNEGIE HALL pHites | 16 | 8 | BRYAN ADAMS 18 TIL | DIE Asm 16 | RE | CELINE DION FALLING INTOYOU cowmaim
17 | 13 | TONI BRAXTON SECRETS &mc 17 | RE | JULIO IGLESIAS TANGO coLumBia 17 |NEW| NEK LEIGLI AMICIE TUTTO IL RESTO wea
THE OFFSPRING IXNAY ON THE HOMBRE colums
i; ;3 SHERYL?:ROW SHERYL CROW g MP | 18 | 11 | BZN A SYMPHONIC NIGHT wercuRy 18 | 18 | PRODIGY MUSIC FOR THE JILTED GENERATION 18 | 14 | FRANCO BATTIATO L'IMBOSCATA MERCURY
19 | NEw | LEANN RIMES UNCHAINED MELODY/THE EARLY 19 | 14 | THE OFFSPRING IXNAY ON THE HOMBRE epmapH DANCE POOLISONY 19 [NEW| NICK CAVE & THE BAD SEEDS THE BOATMAN'S
YEARS CURB/EMI 20 [NEW| MIRIAM STOCKLEY/LPO/KARL JENKINS ADIEMUS | 19 [ 16 | TONi BRAXTON SECRETS ewma CALL mUTE/BMG
20 | 18 | SOUNDTRACK ROMEO + JULIET CAPITOUEMI Il: CANTATA MUNDI viRGIN 20 | RE | CAKE FASHION NUGGET MERCURY 20 | RE | TONI BRAXTON SECRETS DO T YOURSELF/BMG

Hits Of The World is compiled at Billboard/London by Bob Macdonald and Paul Clarkson. Contact 44-171-323-6686, fax 44-171-323-2314/2316.
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HITS OF THE WORLD
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BAL

MUSIC
EUROCHART 031397 smeon | NEW ZEALAND  riano) 03105797
THIS |LAST THIS | LAST
WEEK WEEK| SINGLES WEEKWEEK| SINGLES
1 1 DON'T SPEAK NO DOUBT INTERSCOPE/MCA 1 1 LOVEFOOL THE CARDIGANS POLYDOR
2 | 2 | DON'T cRY FOR ME ARGENTINA MADONNA warn- | 2 | 4 | DISCOTHEQUE U2 istano
3 | 3 | unsmEax wy HearT Tom sraxron aliE THE LATEST MUSIC NEWS FROM AROUND THE PLANET
ractmmn 4 | 3 | FIRESTARTER PRODIGY 8MmG
I
4 7 LET A BOY CRY GALA DOIT YOURSELF/SCORPIO 2 z JLREEL ARG (AR AR
5 | 5 | ENCORE UNEFOIS SASH! Byre sLuE S O R B B o o e oNE EDITED BY DAVID SINCLAIR
6 | 4 | TIMETOSAY GOODBYE SARAH BRIGHTMAN & 5 | THESE ARE THE DAYS OF OUR LIVES BON
ANDREA BOCELLI EASTWEST THU'GS-N-HARMONY WARNER ) . . Y
7 | & | DON'TLET GO (LOVE) ENVOGUE eastwestamerica | 8 | 6 | DON'T CRY FOR ME ARGENTINA MADONNA waRNer AUSTRALIA: When busking duo Dickson Martinez’s album “Flamenco Falsetas” reached No.
9 |NEW| EVERY TIME I CLOSE MY EYES BABYFACE E ; oot 4 3
g zgw w:';ur:’gvgs ?:{?JS%O’LC"AR EIMAMA SPICE w0 17 | 7ossTuP MiK AVELL reRecoreuveRess SONY 22 on the Melbourne chart in January, it was the first time a flamenco release had enjoyed such
Il .y . . .
GIRLS viRGIN v recognition here and the first time a record of any sort by a pair
10 | 8 | DISCOTHEQUE U2 istanp e of buskers had achieved such commercial success. The album’s
ALBUMS 1| 1 | SOUNDTRACK ROMEO + JULIET em particular appeal is in the way it fuses the fire of flamenco with
2 2 LIVE SECRET SAMADHI RADIOACTIVE/MCA Indi hvth d inst tati mal did. aft 1
1 INEW| U2 POP isLano 3 4 NO DOUBT TRAGIC KINGDOM INTERSCOPE/UNIVERSAL ndian Li y LI EL ln§ LUIEnta o armenco pLia e
2 | 1 [ SPICEGIRLS SPICE viraiN 4 | 3 | THECORRS FORGIVEN, NOT FORGOTTEN WARNER originate in North India before bemg taker’1, to Europe by‘the
S| LT ARSI R M ST 5 | 5 | SPICEGIRLS SPICE wirom gypsies and adapted to local environments,” says Peter Dick-
S| |t LT (T S U Tl 6 | 7 | PRODIGY MUSIC FOR THE JILTED GENERATION ho plaved in rock bands in Bangalore, India, from th
5 | 4 | TONIBRAXTON SECRETS LAFACEARISTA son, who played in rock bands In Bangalore, India, Irom the age
6 | 5 | ANDREA BOCELLI ROMANZA SUGAR/POLYDOR MG of 13, then switched to flamenco after witnessing the Spanish
7 | 8 | THE OFFSPRING 1XNAY ON THE HOMBRE sony g ; w :
7 | 6 | ANDREABOCELLI BOCELLI SUGARPOLYDOR 0 By master Paco De Lucia in concert in London. “The beat in tabla
8 | 7 | JEAN MICHEL JARRE OXYGENE 7-13 preveuserc | 8 | 9 UNDTRACK EVITA waRNER ic is th . fl e vy a—
9 [NEW| NICK CAVE & THE BAD SEEDS THE BOATMAN'S 9~ 6 | DAVID HELFGOTT THE LAST GREAT ROMANTIC . music is the very one flamenco guitarists bang on their instru
CALL mure BMG ments,” Dickson says. “Flamenco is evolutionary, This is Australian flamenco. It reflects cultures
10 | 8 | SOUNDTRACK SPACE JAM ATLANTIC/EASTWEST 10 |NEW| SILVERCHAIR FREAK SHOW sonv from the great melting pot in this country.” Ten years ago, Dickson teamed with Spanish-born
Juan Martinez, who grew up here in a family that spoke little English. The duo enthusiastically
MALAYSIA i o31y97 HONG KONG e Hong kong Group) 03/02/97 hit the streets of Melbourne, Sydney, and Brisbane, selling 29,500 copies of a rough tape to
THIS |LAST THIS |LAST passers-by. “Flamenco Falsetas,” issued through MRA Music, got off to a good start when Daniel
WEEK WEEK A'-BUMSL o WEEK(WEEK| ALBUMS Agostinelli, head of the Sanity Music retail chain, caught Dickson Martinez’s set in a mall out-
; ? SAA:zTSSSiRJTl]STé‘ATmEVVQZ’WER v I B L side his office and ordered 13,000 copies for his stores. The CD has since sold more than 25,000
3 |NEW | FAYE WONG PERFUNCTORY POLYGRAM e copies. The plan now is to try for a national hit aided by extensive touring throughout the coun-
4 [NEW| SITINURHALIZA AKU CINTA PADAMU suwas § i Zgﬁo‘zg'ﬁu‘zg” SJTUEACL'“E;;VES try, for which the duo will be accompanied by a band that includes Indian, Uruguayan, and Latin
ENTERPRISE CAPITAL ARTISTS musicians. Current negotiations with distributors in the U.S. and New Zealand should see “Fla-
5 |NEW| KRU KRUMANIA em el I Falsetas” issued in those territ later this year. CHRISTIE ELIEZER
6 | 5 | JACKY CHEUNG THE NEVER OLD LEGEND PoLy- 5 | 5 | SAMMICHENG SAMMI X LIVE '96 warneR menco Falsetas™ issued in those territories later this year.
GRAM 6 6 | AMANDA LEE BITTER AND SWEET GOLDEN PONY L. L. 5 A )
; g NO DOUB‘T\RTRQGSI‘C KIIEI\éGDOM Mca 7 | 7 | KELLY CHAN GREATEST HITS—17 SONGS 60 EAST SERBIA: Vlada Divljan used to be the guitarist and chief songwriter of Idoli (the Idols), one
S| 2 | o R ARNS 0 ROGK B Y LOVE 8 | 8 | EKINCHENG DISCOVERY LIFE2 oms of the most important groups to emerge from the Belgrade new wave movement of the 1980s.
— 3) “ o8 299
GREATEST HITS em 9 | RE | AARON KWOK 24K GOLD MASTERSONIC COMP}- Indeed, the second of Idoli’s four albums, “Odbrana I Poslednji Dani” (Defense And The Last
10 | 8 | SITINURHALIZA JAWAPAN DI PERSIMPANGAN LATION  wARNER Days), which used groundbreaking studio techniques and mixed medieval Byzantine and ortho-
SUWAH ENTERPRISE 10 | RE | SAMMICHENG PASSION waRNER dox Christian lyrical themes, is commonly thought to be the best album ever released by a
IRELAND BELGIUM . group from the former Yugoslavia. After Idoli fell apart, Divljan embarked on a solo career
UFP! Ireland/Chart-Track) 03/06/97 {Promuvi) 03/11/97 with less successful results, releasing one album, “Tajni Zivot A.P ~“Sandorova” (Secret Life
THIS | LAST THIS LAST Of A.P Sandorova), on which he was accompanied by the renowned classical pianist A.P. San-
WEEK WEEK| SINGLES WEEK | WEEK| SINGLES ivli | i
) dorova. However, Divljan’s fortunes are now changing once again, thanks to the release of an
1 1 DON'T SPEAK NO DOUBT mca 1 1 DON'T SPEAK NO DOUBT Mca e AT . s i Radi
2 |NEW| WHO DO YOU THINK YOU ARE/MAMA SPICE unplugged set, “Odbrana 1 Zastita” (Defense And Security), on the rapidly expanding Radio
2 | 2 | UN-BREAK MY HEART TONI BRAXTON 8MG . < .
GIRLS VIRGIN 3 | 6 | LETABOYCRY GALA PRVATE LIFE B92 label (Global Music Pulse, Billboard, July 13, 1996). A mixture of songs taken from both
i Ngw &F::I’E;?REEDl?N\EO;:)EO su(s)thERli: PBMG 4 | 3 | DON'TCRY FOR ME ARGENTINA MADONNA waRNER the Idoli period and his solo album, the new ?lbum has struck a chord with an audience that
Ol e e o V’gGUIEvaARNER 5 |NEW| FREAK OUT 2 FABIOLA ANTLERSUBWAY fondly remembers the golden age of Yugoslavian rock. And even though Divljan has been away
6 | 4 | | FINALLY FOUND SOMEONE BARBRA STREISAND | & | 7 | ENCORE UNE FOIS SASH! ByTe BLUE from the charts for many years, he has returned sounding stronger and better than ever on this
& BRYAN ADAMS aan - NCOORIVEECIVANINITEIIOUDENES SRDRETEE new album, which is already proving a major success. STAJIC ALEKSANDER
7 | 7 | THE TWELFTH OF NEVER THE CARTER TWINS s | 4 ;:?E‘:D?\QLAN CENTROPA
K.ILA. ARS
RCA . . . . . . .
s | 5 | DISCOTHEQUE U2 1s.an0 o | 10 | 1 FINALLY FOUND SOMEONE BARBRA STREISAND BULGARIA: Vassil Petrov has eased off somewhat since h1s_masswely productive patch during
9 | 6 | THEOLDER EP GEORGE MICHAEL virGIN & BRYAN ADAMS &M 1994-95, when he released four albums in the space of just 10 -
10 |NEW | ALONE BEE GEES poLvoor 10 | 5 | FREED FROM DESIRE GALA PRIVATE LiFE months (Global Music Pulse, Billboard, July 1, 1995). But now the
ALBUMS ALBUMS MOR crooner is back with an album called “Something Different”
1 |NEW| U2 POP istanp 1 | 3 | NODOUBT TRAGIC KINGDOM mca (Pulse Records). The main difference is that this time, four of the
§ é :;?. D::) gﬁzTLsT Rsﬁécﬁ hswatii 2 | 1 | SPICEGIRLS SPICE viRGIN songs were written by the debonair Petrov himself and for the first 1
¢ VIRGIN 3 | 8 | LIVE SECRET SAMADHI RADIOACTIVEMCA AT lv in English, b in Bulgarian (fi
4 | 3 | BRIAN KENNEDY A BETTER MAN smc + | & | Ton BRAXTON SECRETS time he sings not only in English, but also in Bulgarian (five songs) o
5 |NEW| VAN MORRISON THE HEALING GAME ExiLEFPOLYDOR MG and even Spanish (on “La Tristeza Se Va”). The standout tracks
e |6 | THE BEAUTIFUL SOUTH BLUE IS THE COLOUR cor| ® | 2 | HELMUT LOTTI HELMUT LOTTI GOES CLASSICI ¢ ! w >
s o o include a duet with Petya Pavlova on “Hand In Hand,” and an a
]} .
7 | 5 | SOUNDTRACK EVITA warner 6 | 4 | SOUNDTRACK EVITA warner cappella version of the Bee Gees standard “How Deep Is Your
8 | 9 | ROBERT MILES DREAMLAND DECONSTRUCTION 7 | 7 | ANDREA BOCELLI ROMANZA poLYDOR Love” transformed into a barbershop harmony routine, with Petrov 2
9 | NEW ZHE MONKS OF GLENSTAL ABBEY GREGORIAN g 150 gﬁﬁiﬂ:& T:OEMBEEVSVBSE R ERONECLCOR supplying all voices himself. Iliya Fortunov has been a stalwart b
HANTS AINM VIRGIN . . . 3 -
10 | 10 | GEORGE MICHAEL OLDER viei 10 |NEW| 2 FABIOLA TYFOON anmigrsuwar ﬁfi‘nt;s;m;ii:fi‘;’Z:gii;%’;g‘érgl;;Z?ggg;?giég} 22(‘3&15323%?9
S
AUSTRIA e e v | SWITZERLAND . . Scales to his subsequent work as a session musician, he has heen
TRy tviedia Control switzeriandr Us/16/97 . . . P
involved in more than 20 albums, attracting many disciples among
WEEK" ' wﬂl‘m SINGLES WEEK" s wﬂl‘s' SINGLES young musicians along the way. But it is only recently that this modest performer has released
1 | 1 | WHENIDIE NOMERCY smc 1 | 1 | DON'TSPEAK NO DOUBT umvERsAL hlsdf lert solo alb,;,l.ni’ gr}‘eve(rimt w\},l.wh }éa,s, Causid zifr?;n?niffus.sﬂlrboﬂ Gl 13 s lam(;ng Cﬁl.tlc.s
2 | 2 | DON'TSPEAK NO DOUBT umwveRsaL 2 | 2 | TIMETOSAY GOODBYE SARAH BRIGHTMAN & and fans alike. Titled “Modus Vivendi” (on the Marko's Music label), it is a cycle of sophisti-
3 | 3 | TIME TO SAY GOODBYE SARAM BRIGHTMAN & ANDREA BOCELLI WARNER cated instrumental pieces that fuse elements of new age and progressive rock to suggest a
ANDREA BOCELLI waRNER 3 | 10 | WARUM? TIC TAC TOE BMG mood of harmony among man, earth, and space. CHAVDAR CHENDOV
4 |NEW| WARUM? TIC TAC TOE sume 4 | 4 | DON'TLETGO(LOVE) EN VOGUE waRNER
5 | 4 | UN-BREAK MY HEART TONI BRAXTON &mc 5 | 3 | ANYWHERE FOR YOU BACKSTREET BOYS waRNER IRELAND: Galway rivals Dublin for the title of Ireland’s musical capital and, as accordionist
6 | 5 | DONTCRYFORMEARGENTINA MADONNA wagner | 6 | 7 | UN-BREAK MY HEART TONI BRAXTON emc Sharon Shannon, Galway’s most exuberant talent of the moment, will tell you, it is a town
S I ity o e TL?;QBJ‘:Z L T ed N o Ao where even the buskers sound as if they come from the streets of heaven. Shannon’s third album,
You Son LRI LLGSLCR AR LS “Each Little Thing” (Grapevine), is her most adventurous to date. Her dynamic accordion play-
9 9 POW CHI BBS & DJ ANDY B POLYGRAM 9 |NEW| INEED YOU 3T sonv . . E [ 5 . f L
10 | 6 | STEP BY STEP WHITNEY HOUSTON 8a 10| 5 | WHENIDIE NOMERCY sme ing remains rooted deep in traditional music, but with the assistance of producer Donal Lunny
. " - : e .
ALBL) (the man once described as “the Quincy Jones of Irish folk music”), she has expanded her hori-
ms ALBUMS zons to take in a tango, a waltz, a Chilean tune, and even a Grace Jones song. There has been
; N‘iw :(2) ,:(:;2 POL;/T:APMROMISE ; N;W :;‘:D':;PA :(’)L(':GERL"L": SocELL strong radio play for the pumping dance rhythms of the album’s stand-out track, “Bag Of Cats,”
cY BMG POLYGRAM which could result in an unlikely crossover hit single. “I wanted to try some different directions
3 2 NO DOUBT TRAGIC KINGDOM UNIVERSAL 3 4 NO DOUBT TRAGIC KINGDOM uUNIVERSAL ithout losing the traditi 1 feel” Sh . “But it i . tant t to k 1
4 | 8 | ANDREABOCELLI BOCELLI rouvcraM 4 | 1 | SOUNDTRACK EVITA warner without losing tne traditional Tee/,” Hhannon says. uh It s very Importan d9 me Lo ec;?p close
5 | 6 | THE OFFSPRING IXNAY ON THE HOMBRE sony S | 6 | NOMERCY MYPROMISE swo to my roots at the same time.” That integrity shines through the new recording, already being
6 | 5 | SOUNDTRACK EVITA warner 6 | 3 | TONIBRAXTON SECRETS BMmG hailed as .Shan.non S fmgst, and her vibrant approach w1l.l be on dlsplay c.iurmg.a busy summer
7 | 4 [ TICTAC TOE TIC TAC TOE BMc 7 |NEW| SINA HAX ODAR HEILIG waRNER schedule in which she will perform in some of Europe’s biggest festivals, including appearances
8 | 9 | TONIBRAXTON SECRETS smc 8 |NEW| ANDREA BOCELLI ROMANZA POLYGRAM at Glastonbury and Cambridge in the U.K. NIGEL WILLIAMSON
9 | 7 | JEAN MICHEL JARRE OXYGENE 7-13 sony 9 | 7 | YELLO POCKET UNIVERSE POLYGRAM
10 | RE | SCHURZENJAGER HOMO ERECTUS Tvrous 10 | 5 | PATENT OCHSNER STELLA NERA BMG
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‘MARCO POLO’ IN HONG KONG

(Continued from page 1)

draws to a close, government organiz-
ers here are determined to stage a show
whose pomp and splendor will be unri-
valed in this century.

Key to that aim at the official trans-
fer proceedings staged by the territo-
ry’s Handover Committee will be a live
outdoor orchestra of mammoth propor-
tions, in concert from a velvet-cordoned
stretch of the Perfume Harbour’s
reclaimed waterfront.

At the conductor’s podium will be
Chinese-born, New York-based com-
poser Tan Dun. Tan, 40, will have the
opportunity to enter history as the con-
ductor who wielded the baton that rang
out the old, British colony and brought
in a new era.

It was with a certain irony, then, that
in February Tan was invited to Hong
Kong to stage an ambitious, reaching,
hopeful, and perhaps even cautionary
preamble to the hand-over event.

“Marco Polo: An Opera Within An
Opera” is a grand-scale experiment in
the blending of two very distinct oper-
atic traditions. With Hong Kong on the
cusp of hand-over from Western to
Eastern rule, it is also timely—a fact
not lost on Tan.

“Hong Kong was the best location,
with the best timing and the best feng
shuiin the world for ‘Marco Polo’ to be
performed,” he says.

Packed performances over the course
of a three-night run Feb. 15, 16, and 18
drew local Chinese, Western expatri-
ates, press, and throngs of local celebri-
ties. On opening night, Tan unleashed
nearly two hours of highbrow riffs on
the subject of East meets West, based
on a thematic structure derived from the
title character’s legendary journeys.

Tanis an appropriate person to make
such musical comment on Marco Polo.
Born in 1957 in the Hunan province of
China, he toiled in the rice fields during
the Cultural Revolution and later
worked as an arranger and a violinist in
a Peking opera troupe. At 19, he was
selected to attend the Central Conser-
vatory in Beijing, and in 1986 he
received a fellowship to study at Colum-
bia University in New York, where he
has lived ever since.

While the hand-over symphony will
be an honor for the experimental artist,
it is with “Marco Polo” that Tan has
given himself free rein to develop his
ideas about the event itself and beyond.

Reflecting on the 11 years and five
months since he left China for the U.S,,
Tan describes “Marco Polo” as a “per-
sonal reflection of my own journey from
East to West,” pointing out that his
travels are also a physical reflection of
Polo’s west-to-east odyssey.

“The feng shui is geographical,” says
Tan. “Hong Kong is a place where peo-
ple come from all over the world to
meet, to bring the best of the world to
Hong Kong. Marco Polo brought the
best of the world with him everywhere
he went. I can see by the way that the
Hong Kong people have bought the
[‘Marco Polo’] CD and the way they
bought tickets to the shows that people
here understand the importance of the
themes for this time and place.”

A lavish double-CD package of
“Marco Polo” (the artist’s first album
for Sony Classical), performed by the
Netherlands Radio Kamerorkest Capel-
la Amsterdam, debuted in the Hong
Kong market before going on to expect-
ed worldwide release later this year.
The album hits U.S. shelves Oct. 7. The
New York City Opera will present the

work in November. For Tan, Hong Kong
circa early "97 was the natural place to
bring the project into the marketplace.
“At the dawn of the hand-over, I hope to
send out a strong signal of continuity, of
exchange of ideas, a strong message of
continuity in all matters of life: in art,
in politics, in society,” he says.

Tan will get a chance to further
spread that message with his second
Sony Classical release planned around
the hand-over. The album, whose work-
ing title is “Symphony 1997,” will con-
tain many elements of the wide-rang-
ing ceremony music as well as other
compositions. The symphony itself is set
to be staged in its entirety July 4 at a
separate performance in Hong Kong.

While Tan’s label acknowledges the
limited niche appeal of an avant-garde
work like “Marco Polo” (several hun-
dred copies were bullish estimates on
Hong Kong sales, according to Sony and
HMYV), “Symphony 1997” is another
matter. “It will become an Asia-wide
priority for us,” says Martin Davis,
senior VP for Sony Music Asia.

Sony’s Beijing-based China represen-
tative, Daniel Zhao, says that the com-
pany’s classical musie is one of its most
successful repertoires licensed into
China. “So far we have released over 30
titles here of various classical music,
and it is selling well,” Zhao says. In
addition to Western classical, Sony titles
with an Asia bent include music from
such artists as Yo-Yo Ma and Huang
Ying, a Shanghaier female singer
signed last October by Sony.

“We definitely have plans to license
the ‘Symphony 1997 album inside the
mainland,” says Zhao. “Tan Dun will be
coming to record parts of the album
here in Beijing.”

Meanwhile, “Marco Polo” is also
making an impact despite modest sales
targets.

H.L. Chan, HMV’s manager of mar-
keting and business development for the
Chinese Asia region, says “Marco Polo”
is a unique product in the classical sec-
tion in that it straddles two distinct
niches for Hong Kong classical buyers:
Western opera and Chinese opera.

“It’s a new concept, blending the Chi-
nese Beijing opera with classical opera,”
he says. “This is a new experience that
is opening up a new area for many
artists—not just musicians. As China
becomes more open and gradually adopts
more Western culture, you can see it
here in local music, cinema, painting.”

He adds, “It’s a pretty specialized
item.” The double-CD retails at HMV
for almost $200 Hong Kong ($25). “Still,”
he adds, “the response is pretty reason-
able for this kind of product. It’s moving;
we've seen that sales have been respon-
sive to the opera being staged here.”

Virginia Chan, Sony Music promotion
manager of international repertoire in
Hong Kong, says the performances of
Tan’s work have sparked discussions
about the opera’s form and content on
local radio and elsewhere in the Chinese
media.

“We think Tan Dun will be a very
important contemporary composer in
the next century,” says Sony’s Chan.
“‘Marco Polo’ is something very new;
we want to test the market with this
type of recording. This album is not only
targeted to classical buyers, but also to
listeners of alternative music, because
it has lots of musical elements within it.
It also helps that because it is so con-
troversial, many people have been inter-
ested to find out what it is all about.”

Canada

Velvel Enters Canada Via EMI

Indie To Open Offices In Toronto, London

H BY LARRY LeBLANC

TORONTO—With a production and
distribution agreement with EMI
Musie Canada effective March 31,
New York-based Velvel Records has
made its first strategic move into the
international market.

According to label president Bob
Frank, Velvel will establish a three-
person office in Toronto to oversee its
promotion and marketing in Canada
within six to eight weeks.

“We're still meeting with people in
Canada,” says Frank. “We plan to
keep the operation pretty lean for the
first 18 months.”

Furthermore, according to Velvel
chairman Walter Yetnikoff, the label
is seeking to open an office in London
“with a small A&R and distributing
presence” by summer. At this time, no
other Velvel offices are planned,
although distribution in foreign terri-
tories is being set up.

The Canadian deal includes Velvel
artists Five-Eight, Babyfat, Michelle

Malone, and singer/songwriter Pat
DiNizio of the Smithereens; Vel Vel's
three ancillary American labels,
Razor & Tie Entertainment, Bottom
Line Records, and Gypsy Records;
plus U.K.-based Fire Records.

“We're excited about being in Cana-
da,” says Frank. “Once we met with
[EMI Music Canada president] Deane
Cameron, EMI seemed like the right
place to be. Deane seems more like an
independent-label guy than a major-
label head.”

Yetnikoff agrees that Cameron was
the key factor to Velvel landing with
EMI Music Canada. “[For distribu-
tion] you want a guy like Deane, who
is passionate about music, somebody
you like as an individual and as a
record and music man.”

“Primarily,” Cameron says, “what
attracted me was Velvel’s variety of
catalogs and international product,
but there are several other things
which make the deal significant. By
putting people to work here, they are
making a sizable commitment to the

Canadian market. They are also very
interested in [signing] Canadian
music [for outside Canada]. That’s
another of my key reasons to be
involved with them. It’s important to
me that Prairie Oyster [which is
signed to BMG in Canada] is one of
their key acts.”

Yetnikoff says that Velvel will be
seeking to pick up those Canadian
acts without label representation
internationally, particularly in the
U.S. “What attracts me about Canada
is that it’s close by; the marketplace
is not that much different from the
United States; and it is largely an
English-speaking country, so there’s
a lot of product we can pick up.
There’s a lot of talent there for a coun-
try [with such a small population).”

Adds Frank, “Our international
consultant, Steve Propas, has exposed
us to a lot of great Canadian music
which hasn’t received any exposure
whatsoever in the U.S. We feel we can
play a significant role in changing
that situation.”

JUNO AWARDS

(Continued from page 9)

currently at its peak internationally,
the upset of the night was the Tragi-
cally Hip’s “Trouble At The Henhouse”
beating out her “Falling Into You” as
album of the year. The Kingston,
Ontario, rockers also bested sets by
Bryan Adams, Ashley Maclsaac, and
Marshall.

With six nominations in 37 cate-
gories, the Tragically Hip had topped
the pack of Juno nominees this year,
followed by Dion with five. It also won
for top group and won the fan-voted
rock album of the year category.

Unlike the album of the year nod,
the fan-voted honor came as little sur-
prise. Despite their tough road in win-
ning large numbers of sales outside of
Canada, their five-album catalog has
reached sales of 4.5 million units in
Canada, according to the label, and
1996’s “Trouble At The Henhouse” has
sold 650,000 units in Canada to date.

Despite the band being hailed as the
definitive Canadian rock act of the
decade, the Hip’s drummer, Johnny
Fay, shrugged off their accomplish-
ments backstage, saying it was like
being declared “the world’s tallest
midget.”

Notorious Juno no-shows since 1992,
the Tragically Hip was represented at
the podium by four of its five members.
“We enjoyed making [‘Trouble At The
Henhouse’] a lot,” said the band’s lead
singer/lyricist, Gord Johnson. “It
brought us really close together, and
we’re glad you enjoy it, too. We feel good
about being a musician in this country.”

“The album of the year award was
the win we were surprised by,” says
the band’s manager, Jake Gold of Man-
agement Trust.

The approximately 2%-hour show,
telecast nationally by CBC-TV, was
hosted by A&M Records singer Jann
Arden.

The show got off to a fiery start with
an eye-popping performance by
Maclsaac. Vamping in a flowing outfit
and matching hat set off by a silver
hockey mask, the colorful fiddler shed
his coat and shirt and nearly lost his

pants as he dove into the mosh pit up
front—a first for a Juno show. It was
quite easily the most memorable open-
ing in Juno history.

Among those also performing were
Dion (who seemed to spend her entire
night onstage), the Boss Brass, Terri
Clark, Paul Brandt, Marshall, Moist,
and I Mother Earth.

In other categories, Bryan Adams
won in the perennially weak male
vocalist of the year category, beating
out Brandt, Corey Hart, John MeDer-
mott, and Neil Young. Brandt, howev-
er, won for male country vocalist of the
year. The Celtic folk group the Rankin
Family was named best country group,
beating out longtime winners Prairie
Oyster. Clark was named best new solo
artist, and the Killjoys were named
best new group.

Following is a complete list of win-
ners:

Best album: “Trouble At The Henhouse,”
the Tragically Hip, MCA.

Best single: “Ironic,” Alanis Morissette,
Maverick.

Best-selling album (foreign or domes-
tic): “Falling Into You,” Celine Dion, Colum-
bia.

Best-selling Francophone album: “Live
A Paris,” Celine Dion, Columbia.

Best rock album: “Trouble At The Hen-
house,” the Tragically Hip, MCA.

Best group: the Tragically Hip, MCA.

Best female: Celine Dion, Columbia.

Best male: Bryan Adams, A&M.

Best country female vocalist: Shania
Twain, Mercury.

Best country male vocalist: Paul Brandt,
WEA/Reprise.

Best country group or duo: the Rankin
Family, EMI.

Best new group: the Killjoys, WEA.

Best new solo artist: Terri Clark, Mer-
cury.

Best instrumental artist: Ashley
Maclsaac, Ancient/A&M.

Best songwriter: Alanis Morissette (Glen
Ballard co-songwriter).

Best producer: Garth Richardson.

Best recording engineer: Paul Northfield.

Best alternative album: “One Chord To

Another,” Sloan, murderrecords.

Best contemporary jazz album:
“Africville Suite,” Joe Sealy, Sea Jam.

Best mainstream jazz album: “Ances-
tors,” Renee Rosnes, EMI.

Best R&B/soul recording: “Carlos Mor-
gan—Feeling Alright,” Carlos Morgan,
DTone.

Best rap recording: “What It Takes,”
Choclair, Kneedeep.

Best reggae recording: “Nana McLean,”
Nana McLean, Penthouse.

Best dance recording: “Astroplane—City
Of Love Mix,” BKS, Quality Music.

Best aboriginal recording: “Up Where
We Belong,” Buffy Sainte-Marie, EMI.

Best roots/traditional solo: “Drive-in
Movie,” Fred Eaglesmith, Vertical.

Best roots/traditional album, group:
“Matapedia,” Kate & Anna McGarrigle, Han-
nibal.

Best blues/gospel album: “Right To Sing
The Blues,” Long John Baldry, Stony Plain.

Best global recording: “Africa Do Brasil,”
Paulo Ramos Group, Fusion III.

Best children’s album: “Songs From The
Tree House,” Martha Johnson, Page.

Best classical album, solo or chamber
ensemble: “Seriabin: The Complete Piano
Sontas,” Marc-André Hamelin, Hyperion.

Best classical album, large ensemble:
“Ginastera/Villa-Lobos/Evangelista,” I Musi-
ci de Montréal, Chandos.

Best classical album, vocal, or choral
performance: “Berlioz: La Damnation De
Faust,” Montreal Symphony Choir and
Orchestra, Charles Dutoit, conductor, London.

Best classical composition: “Lyric For
Orchestra,” Harry Somers from “The Spring
of Somers,” CBC.

Best video: “Burned Out Car,” by
Junkhouse, directed by Jeff Weinrich, Epic.

Best album design: “Decadence—Ten
Years Of Various Nettwerk,” creative direc-
tor John Rummen, graphic artist Crystal
Heald.

Hall of Fame Award: Lenny Breau, Gil
Evans, Maynard Ferguson, Moe Koffman,
Rob McConnell.

Walt Grealis Special Achievement
Award: Dan Gibson.

International Achievement Award:
Celine Dion, Shania Twain, Alanis Morissette.
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B BY PATRICIA BATES

NASHVILLE—By the year 2002,
Christian Booksellers Assn. (CBA)
stores can make twice the revenue
they do now, -said CBA pre-
sident/CEO Bill Anderson at the
recent CBA Expo ’97. As the millen-
nium nears, he asserted, people will
want to know more about God and
biblical prophecy through Christian
videos, books, music, or computer
software.

At the CBA event in the Nashville
Convention Center, 5,127 delegates
and 221 exhibitors were in 560

Platinum To Buy
Most Of K-tel’s
Music-Biz Assets

B BY BRETT ATWOOD

LOS ANGELES—Platinum Enter-
tainment Inc, has agreed to pur-
chasge most of the worldwide music
buziness asseta of K-tel Interna-
tional [ne., one of the largest inde-
pendent recard companies in the
U8,

Chisago-baged Platinum, which
operates Intersound, River North
Records, CGI Records, Light
Records, and the Honse of Blues
label, 13 paying #2356 million in cash
for K-tel's music operations and its
exisfing catalop of mastors, which
inaludes more than 3,500 record-
ings by such artiste as Chubby
Checker, Bobby Shermen, Leslay
Gore, Perey Stedge, and Lee
Gresnwond.

The deal, which is expected to
close in 90-180 days, does not
include K-tels consumer-products,
mugie infomercial, direet-response,
and video businegses, R-fel will also
retain its music operalions in

(Continwed ow poge T3)

Christian Booksellers Gather For Expo ’97

booths on the trade floor.

“We're a $3 billion industry, but all
of us combined would only make us
415th on the Fortune 500 list,” said
Steve Adams,
CBA chair-
man and
owner of the
Evangel Inc.
store in Belle-
vue, Wash.
“We're a mere
fraction of the pornography indus-
try—is that anything to be satisfied
with?”

CBA officials pointed out that
families are seeking alternatives to
the violence, sex, drug abuse, and
erime depicted on network TV.

“Christians are fed up with the
setup,” said Anderson in his Expo
'97 address. “They are turning to
your resources for help. You have
storehouses of information that are
filled with answers to their ques-
tions. Our culture is in crisis. There
are human beings who are betraying
the human spirit. The real issue for
them is life.”

On the subject of selling Christian
music and video, Anderson said,
“Whatever happened in Christmas
1995 didn’t again in Christmas 1996.
We did better this year than the gen-
eral market as a whole.”

Observers said one reason for that
was lower returns to distributors
and suppliers, due in part to com-
puterized Just-In-Time (JIT) inven-
tory systems. With JIT, produect is
reordered automatically as soon as it
is sold.

“We used to have this ‘stack ’em
high, and watch ’em fly’ theory. We’d
pile up lots of CDs and tapes for one
artist,” said Rick Peluso, VP of sales
for Chordant Distribution Group.
“Everybody went into Christmas
knowing that 30% in returns wasn’t
all that unusual. This year, we were
conservative, and we didn’t oversell.
We went in talking about position-
ing.”

In December, Chordant did a dis-

X3P

play that looked like a fireplace and

grouped 8-10 titles from several
labels around it.

Chordant, as well as companies

o like Warner

Christian Dis-

tribution

(WCD), said it

wanted to see

(-B-A how JIT

would be used

. ) in the musie

industry.

One of the most timely panels at
the Expo was titled “Is Just-In-Time
Right For You?,” which featured

(Continued on page 75)

The Christian Booksellers Assn. (CBA) named 10 “Stores Of The Region” at its

recent Expo '97. Shown, from left, are Paul and Sue Kuntz of Arrowhead Christ-
jan Book & Gift Center, Johnson City, N.Y. (Region 1}; Jim and Nancy Briner of
Christian Music & Bookstore, Cumberland, Md. (Region 2); DeWayne and Teresa
Haavisto of Christian Bookstore, Mentor, Ohio (Region 3); Connie Abrams of the
Mall Christian Bookstore, Forest City, N.C. (Region 4); Bill Anderson, CBA presi-
dent; Clarence and Fran Criswell of Pee Dee Christian Book & Supply, Florence,
S.C. (Region 5); Kathy and David Brunaugh of Gospeland Bookstore, Cape
Girardeau, Mo. (Region 6); Drew Coleman of New Life Bible Book Store,
Longview, Texas (Region 8); Bill and Dorothy Alford of Parables, Omaha, Neb.
(Region 9); and Clay and Vonnie White of Christian Gift Center, Lewiston, Idaho

(Region 10). (Photo: Patricia Bates)

April Reveals Bounty Of Recorded Poetry

Caedmon, Rhino Take Part In Promotion

H BY TERRI HORAK

NEW YORK—April may be the
cruelest month, according to T.S. Eliot
in his famous poem “The Waste Land,”
but for poetry fans, it’s a chance to cel-
ebrate the art form with special events
and festivities nationwide.

The Academy of American Poets
(AAP) is sponsoring National Poetry
Month in April, and a number of spo-

'BIBLIO A

ken audio manufacturers are taking
advantage of the opportunity to give
their poetry titles a voice.

Caedmon Audio, a division of
HarperCollins Publishers, and Rhino
Word Beat, each with their offerings
of poets reading their own works, are
among the most active participants in
the promotion.

Rhino has had promising results
witH its boxed set “In Their Own Voic-
es: A Century Of Recorded Poetry.”

Thane Tierney, Rhino’s director of
product management for catalog devel-
opment, says that the set’s elaborate

book and packaging requires a long
lead time for manufacturing and that
orders exceeded stock, particularly
over the holidays. “The demand sort of
caught us off guard; we just blew
through [the inventory],” he says.

Since the set’s October release,
Rhino has shipped 29,000 units
through its deal with WEA distribu-
tion and its own direct sales. “In Their
Own Voices” has sold 7,000 units,
according to SoundSean, which tracks
the music store account base. The set
is also doing well for direct marketers,
including the Rivertown Trading Co.,
which produces the Wireless and Sig-
nals catalogs, among others, according
to Dave Kapp, Rhino’s senior sales
manager.

“T look at it initially as being an ideal
gift for every English major graduat-
ing from college,” says Tierney. “It
goes back as far as Walt Whitman
reading into a wax cylinder for Thomas
Edison and up to poets who are
younger than I am, so it’s a very com-
prehensive look at all sorts of styles.”

“In Their Own Voices” carries a list
price of $59.98 for four CDs and $39.98
for four cassettes.

In April, Rhino will run ads in such
specialty publications as Poetry Flash,
Poetry Calendar, and the American
Poetry Review, as well as such related
Beat-friendly publications as Cupps.
Rhino will also advertise the set in the
Atlantic Monthly.

Rhino has made copies available for
giveaways at public radio stations in
the top 20 markets and will continue to
make it available for use as prizes or
premiums to appropriate stations. The
set has received coverage on NPR.

“Poetry buyers are very book-ori-
ented, and a lot don’t go into record
stores looking for something like this,
so that’s the greatest way to reach the
literati,” Tierney says.

One indication of a rising consumer
interest in recited poetry was a recent

(Continued on next page)
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Merchants & Mcrke”ring
Philly Resonates With Sound Of Market

Center City Store Specializes In Jazz, Blues Catalog

B BY JEFFREY L. PERLAH

PHILADELPHIA—ALt a time when
huge chains are dominating music
retailing, you may think that being
large and independent is an anomaly.
But you will think otherwise when
walking through the independently
owned Sound of Market I/Jaz Sounds.
Even with Tower, HMYV, and other
biggies gobbling up business through-
out Philadelphia, Sound of Market—
located in the Center City section—has
grown into a busy, two-floor, 8,000-
square-foot store housing about 55,000
music titles spanning R&B, rap, rock,

Sound of Market l/Jaz Sounds is an
independent store located in the City
Center section of Philadelphia. (Photo:
Jeffrey Perlah)

blues, jazz, and other genres.

What separates Sound of Market
from other stores in the city, according
to R&B and gospel buyer Tony Jones,
is, “We're sticklers for catalog. If it’s
available, we’ll get it for you and have it
in stock.”

“Let’s put it this way,” says manager
Avner Eliyahu, “Tower $ends us cus-
tomers. No store in Philadelphia has the
selection we have.”

Rivka Vaturi and her husband, Zion,
both Israeli immigrants, became own-
ers of the business shortly after it
moved to its current location at 15 S.
11th St. about 14 years ago. The store,
originally located on Market Street, had
been operated by Rivka’s sisters Dalia
and Judith Gabbay.

About eight years ago, the Vaturis
moved Sound of Market from the first
floor of the building it’s in to the second
floor, increasing its retail space. (A sep-
arate electronics business is now on the
first floor.)

Two days after Thanksgiving last
year, Sound of Market expanded again,
adding another space directly above, on
the third floor.

When entering Sound of Market,
customers step into a 6,000-square-foot
retail area where R&B, rap, reggae,
blues, folk, soundtracks, comedy, and
classical are housed; another room on
this floor shelves gospel and dance. All
vinyl is housed in another room on the
same floor.

The store’s large blues section is
made up of 12 bins. “It’s about half the
size of my rock section,” Eliyahu says,
“and from what I've heard from some
customers and DJs, it’s the biggest
they’ve seen in the United States.”

Dan Caputo of South Philadelphia, a
frequent customer of the store, says, “I
come here because this is the best store
for blues, and I'm a huge blues fan.”

-Eliyahu will write to each label—

21l

15 COMING SOON TO
A STORE NEAR YOu!

which in the blues field means mostly
small independents—and ask it to send
product. The store’s primary blues dis-
tributor is Distribution North America.

The store’s top floor contains jazz,
acid jazz, rock, new age, vocal, and spo-
ken word. “Some stores combine jazz
and acid jazz, but we have separate sec-
tions for each,” Eliyahu notes.

Sound of Market's especially deep
selection of jazz is made possible by the
diligence of jazz buyer Craig Baylor.
“He’s an expert—a top jazz buyer in
Philadelphia,” says Rivka Vaturi.

“He’s like a Phonolog,” adds Jones.
“If it’s jazz, he'll know what album,
when it came out, and who's on it. With
a person like that, your jazz section is
going to be phenomenal.”

According to Shirit Vaturi, another
employee and the Vaturis’ daughter,
“Everyone’s been here for a long time
and really knows their music.” :

Baylor has worked at Sound of Mar-
ket on and off for about 15 years and is
a part-time employee at Third Street
Jazz & Rock, another music retailer in
Philadelphia. “I think searching and
tracking down hard-to-get, small-label
recordings is what endears [us to] cus-
tomers,” he says. “There was a time
when big stores like Sam Goody—
where I also used to work—didn't carry
much small-label stuff. So stores like
Third Street Jazz & Rock [began spe-
cializing] in all those hard-to-get titles.”

Some jazz labels from which Sound of
Market orders are Black Saint, Soul
Note, CIMP, hat Art, Criss Cross,

Dragon, DIW, and Steeplechase.

Sound of Market works with approx-
imately 80 labels and distributors; some
other independents are Alternative Dis-
tribution Alliance, Caroline, Dancefloor,
Passport, Central South, Independent
National Distributors Inc., Profile,
Spring Arbor, and Koch International.

About 10,000 titles are in the store’s
jazz section. Among the top sellers are
“The Latin Side Of John Coltrane” by
Conrad Herwig (Astor Place), “Curves
Of Life” by Steve Coleman (RCA
Novus), and “Aiee! The Phantom” by
Horace Tapscott (Arabesque).

In the store’s newly added top floor,

T
Sound of Market {/Jaz Sounds is a
8,000-square-foot store that stocks
about 55,000 music titles. Its best-sell-
ing catalog is in jazz, R&B, and
gospel. (Photo: Jeffrey Perlah)

“we’re able to play a pretty eclectic mix
of music—avant-garde jazz, for
instance—that we couldn’t play down-
stairs because we are basically catering

to the R&B clientele,” Baylor notes.
“People are comfortable coming up
here to browse,” says Caesar Warring-
ton, the store’s rock buyer. “It's not as
much a get-it-and-go or hectic [atmos-
phere] as it is downstairs with the R&B
and the rap. A lot of esoteric stuff that
(Continued on page 73)

ated 1,466 stores at year’s end.

operations.”

length direct-to-video market.”

Kong.

newsline...

MUSICLAND reports that sales for stores open at least a year rose 1.7% in
the four weeks that ended March 1. Total sales fell 3.8% to $118.9 million
because there were fewer stores open this year than last. Same-store sales
for the Media Play and On Cue superstores increased 4% in February; for
the Sam Goody, Musicland, and Suncoast Motion Picture Co. mall stores,
they went up only 0.7%. For the first eight weeks of this year Musicland’s
comparable-store sales rose 4.2%. The Minneapolis-based company oper-

QUALITY DINO ENTERTAINMENT, operator of the Quality and Dino record
labels, reports that net profit fell to $1.6 million in the third quarter, which
ended Dec. 31, 1996, from $1.8 million a year earlier, as net sales dropped
to $33.4 million from $36.4 million. The Winnipeg, Manitoba-based compa-
ny reports “continued strong sales” from its “Dance Mix” music series and
from its sports videos. But it adds that the gains were “more than offset by
the decline in sales and earnings in our U.K. TV-advertised retail music

UNIVERSAL STUDIOS says that as part of a corporate realignment, Univer-
sal Pictures chairman Casey Silver will take on the additional responsibil-
ity of overseeing Universal Studios Home Video. Louis Feola, president of
the latter, says in a statement, “This new structure will formalize a collab-
oration that has already proven mutually beneficial to our businesses. In
addition to maximizing the flow of product, our alignment with Universal
Pictures will allow us to maintain and grow our leadership in the feature-

ALL AMERICAN COMMUNICATIONS, operator of the All American Music label
group, reports that recorded-music revenue rose to $25.6 million in 1996
from $22 million the year before. The company says that its overall operat-
ing income increased in part because of higher profit margins on music. Its
roster includes 12 active artists, of whom “Weird Al” Yankovic is the biggest
seller, and its catalog contains more than 75 albums.

RECOTON, the consumer electronics accessories marketer, says it has com-
pleted the acquisition of Tambalan Ltd., which markets its products, such
as stereo headphones, under the Ross Consumer Products brand. Tambal-
an is located in Farnworth-Bolton, England, and has an operation in Hong

NTN COMMUNICATIONS, an interactive television company, says that its
chairman/CEQ, Patrick J. Downs, and its president, Daniel C. Downs, have
resigned. Ed Frazier, an NTN director, has been named acting chairman.
Gerald Sokol Jr., who is CFO/COQ, has been named president.

APRIL REVEALS BOUNTY OF RECORDED POETRY

(Continued from preceding page)

Newsweek item on the Rhino set that
prompted so many inquiries from
readers that the magazine subse-
quently printed ordering information
in its letters section.

While Rhino has had success with
its music and direct-marketing
accounts, bookstores are still the
domain of book publishers, and the
Caedmon label, which began in 1952
with Dylan Thomas’ reading of his “A
Child’s Christmas In Wales,” is a pio-
neer in the spoken audio field (and a
source of some of the licensed materi-
al on the Rhino set).

Caedmon has nearly 40 titles ear-
marked for the spotlight in April,
including Eliot, Carl Sandburg, Robert
Frost, Ezra Pound, Sylvia Plath, and
Gertrude Stein reading their own
poems, as well as actors like Sir John
Gielgud, Richard Burton, and Vincent
Price performing the works of William
Shakespeare, John Donne, and Percy
Bysshe Shelley, respectively.

Caedmon Audio has signed on as an
official sponsor of National Poetry
Month (along with parent Harper-
Collins), a commitment that is “pretty
amazing” for an audio publisher,
according to Hugo Jellett, marketing
manager for HarperCollins and Caed-
mon Audio.

The Caedmon Audio campaign for
National Poetry Month includes such

special display materials as posters
and bookmarks and an additional 2%
discount on poetry backlist to sellers
through the end of April.

Caedmon is planning a “whole lot of
little ad campaigns,” says Jellett. “It’s

very title-specific, and I think proba-
bly the best way to sell poetry is hand
sell.” Most of the ads will run in acad-
emic journals and specialized publica-
tions devoted to a particular author.

As part of Borders’ role as a bene-
factor to the AAE the chain has creat-
ed a catalog of poetry tributes and
available titles that includes some audio
product. Ten percent of the sales from
titles included in the catalog will be
donated to the AAP.

Selected audio titles will be includ-
ed in the main poetry displays, and
audio sections will have poetry end-
caps. “Obviously we want to promote
the spoken-word versions of poetry
because it’s a critical part of what’s tra-
ditionally an oral form,” says Susan
Yeager, buyer/merchandiser for Bor-
ders.

Yeager points out that poetry on
audio is a “pretty strong” category and
that there are increasing numbers of
titles on the market. Generally, Yeager
says, classics sell better than more con-
temporary works.

At New York specialty audio shop
the Spoken Word, co-owner Michael
Pagnotta says, “Poetry is our biggest
seller, so for us every month is poetry
month.”

Realistic sales expectations are a
key factor in handling poetry titles,
publishers agree. Despite Rhino's

unexpected success with “In Their
Own Voices,” HighBridge VP Jim
Brannigan says, “You don’t do poetry
for the big advances, you do it for the
ongoing backlist sales. They are steady
movers and an important part of the
mix. We promote our poetry titles 12
months a year.”

Whether poets’ works are read by
themselves or others, name recognition
is a key factor in selling poetry, pub-
lishers concur. Though HighBridge has
issued titles by such enduring authors
as Shakespeare, William Blake, and
W.B. Yeats, it has had the most success
with its “3 Doz. Poems,” which is read
by popular NPR personality Garrison
Keillor.

At Auburn, Calif.-based manufac-
turer Audio Partners, which also oper-
ates the Audio Editions mail-order cat- -
alog, publisher and catalog editor
Linda Olsen agrees that titles with
household names do much better.

“We just can't seem to find a mar-

ket for the more modern work, but the
Frosts and Dickinsons will sell forev-
er,” Olsen says.
° Among the more notable of Audio
Partners titles are its anthology “81
Famous Poems” and its newest poetry
release, “How Do I Love Thee?,” fea-
turing the works of Robert and Eliza-
beth Barrett Browning, which will be
included on the Borders endcap.
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Merchants & Morke’ring

NARM News: Passport Plot;
Henderson Exits Musicland

NARM CALLING: As I write
this, the National Assn. of Record-
ing Merchandisers’ (NARM) annu-
al convention is going full-tilt here
in Orlando, Fla. So far, it has been
an interesting confab, with more
than its fair share of rumors, gos-
sip, and innuendoes.

0 NE OF THE main rumors that
made its way through the conven-
tion’s independent labels’ and dis-

about 60 label groups, including
some that it handles on an exclusive
national basis.

Knobel says his labels support
his play to regain ownership of the
company.

Alliance executives were unavail-
able for comment. The company is in
the process of consolidating its inde-
pendent-distribution operations, and
as part of that process the Pass-
port warehouse, which measures

tributors’ con-
tingent concern-
ed Passport
Music¢ Distribu-

RETAIL

36,000 square
feet, is slated to
be shut down.
Alliance has

tion. And it !l‘l{j‘(‘l{ v vet to disclose

turned out to be . J the fate of the

true. by Ed Christman Passport field
Toby Knobel, staff.

founder and But if Kno-

president of the bel ean sue-

company that is now known as Pass-
port, is eirculating a “book” with
Passport’s finanecials in an attempt
to raise funds to buy the company
back from Alliance Entertainment
Corp. Knobel says he signed a let-
ter of intent to buy Passport and is
seeking an investment firm or
strategic partner to help him
finance the acquisition.

Knobel founded the company,
then known as Encore, in 1985, and
sold it to Alliance in 1991 for $3
million. At that time, Encore had
revenue of about $10 million.
Around the same time, Alliance
bought Sound Solutions and even-
tually merged it with Encore. The
new company was named Passport.
Today, Passport has annual revenue
of about $35 million. It represents

cessful re-acquire the company, it
will mark the third time he has
averted the closing of the Passport
operation. In 1993, Alliance’s 10-K
filing with the Securities and
Exchange Commission revealed
that the company planned to close
the Denver-based operation, and
Knobel successfully argued
against those plans. Also, when
Alliance bought Independent
National Distributors Inc., there
was talk of shutting down Pass-
port.

U NFORTUNATELY, another big
rumor making the rounds at
NARM also turned out to be true:
Bob Henderson, senior VP in
charge of purchasing at the Music-

(Continued on page 74)
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Merchants & Morke’ring
Forward-Thinking Putumayo Switches To DNA

GOING TO MARKET: Dan Storper,
president of New York-based Putumayo
World Musie, informs Declarations of
Independents that he has shifted from
the REP Co. in Minneapolis to Distrib-
ution North America (DNA) in Wood-
land, Calif., for nonexclusive retail dis-
tribution. But that’s only part of the

PLATINUM

(Continued from page 69)

Europe and the former Soviet Union.
The Plymouth, Minn.-based company
will retain exclusive catalog rights in
those territories, as well as nonexclu-
sive catalog rights in Africa and the
Middle East.

Under the terms of the acquisition,
which has already been approved by
the boards of K-tel and Platinum, Plat-
inum will purchase stock in K-tel
International (U.S.) and Dominion
Entertainment Inc., both wholly owned
subsidiaries of K-tel International.
However, the deal is subject to the
securing of financing by Platinum and
approval by K-tel’s shareholders.

“We have been looking for a way to
enhance shareholder value over the last
several years,” says David Weiner,
president of K-tel International. “The
shareholders realize the value of our
catalog, which has only carried a nom-
inal value on our balance sheet. The
public market valuation did not reflect
the true value of the catalog.

‘“Also, the focus of our business as a
corporation has started to shift away
from the core traditional music busi-
ness in the U.S. We felt that this was
the appropriate time to enter into a
transaction like this to allow our core
music business to grow in the context
of a larger music company. Platinum
will offer a good home for our music
operations and its management team.”

story.

Storper says that his company’s
departure from REE whose contract
with Putumayo was up in December,
was in no way tied to the indie distribu-
tor’s imminent shift to PolyGram Group
Distribution (PGD) for fulfillment (Bill-
board, March 15). He has nothing but
praise for the Rykodisc-owned whole-
saler; but says, “We could not come to
terms for a new deal . .. [The timing] is
a total coincidence, and [the pact with
PGD]is a great deal for them.”

Under the new arrangement, which
commences April 1, DNA will be ser-
vicing 80%-90% of Putumayo’s record
accounts. But Storper says that the
label will be dealing directly with the
remainder of those retail accounts.

This approach stems from the nature
of Putumayo’s business. Started as a
clothing company, it branched into
world music and has excelled in devel-
oping creative anthologies (the most
recent being “Islands,” a compilation of
material from Cape Verde, Madagascar,
Tahiti, Hawaii, and other island locales)
and marketing pop-conscious world
beat talent like Laura Love (now
signed to Mercury).

“We're a lifestyle company,” Storper
says. “We want to develop relationships
with retailers who understand lifestyle
marketing . .. The idea is for us to go
direct to a select number of retailers,
ideally with creative promotions.”

Storper calls Putumayo’s current
marketing tactic, entailing the partici-
pation of a conventional indie distribu-
tor and the direct marketing activity of
the label, “a dual-distribution ap-
proach.”

While this approach can’t be brand-
ed a revolutionary one, it bears some
consideration. It seems to us that Putu-
mayo is undertaking a route that makes
plentiful sense for a number of indie
operators.

DECLARATIONy | #=
i Drord %f?
INDEPENDENTS.,

PHILLY RESONATES WITH SOUND OF MARKET

(Continued from page 70)

we weren't selling before we’re now
beginning to sell.”

Eliyahu says Sound of Market is
working on increasing its visibility
through marketing and PR. “We have a
better selection and better prices then
Tower and HMYV, but a lot of people still
don’t know about us,” he says. “I guess
it’s not as cool to hang out here on 11th
Street as it is to hang out on, say, South
Street [where a Tower Records is locat-
ed],” he notes with sarcasm.

Occasionally, Sound of Market holds
in-stores. “Radio jocks come in and do
shows from the store,” Jones says. The
store is also planning a presence on the
Internet, to introduce mail-order ser-
vice.

Eliyahu says the glitzy look of many
large music retailers is something
Sound of Market doesn’t want to mimic.
“A store should look nice and clean, but
it shouldn’t be flashy with neon lights
at every corner and TV screens every-
where and with nothing inside the sec-
tions,” he says.

Sound of Market’s best-selling titles,
as far as top 100 releases go, are in rap
and R&B. The hot sellers include
albums by Toni Braxton, 4U, the Isley
Brothers, Mint Condition, Sweetback,
Vanessa Williams, and Luther Van-
dross. Above The Law, DJ Kool, LL

Cool J, Nas, Roots, UTFO, Sam “The
Beast,” and Xzibit are among the best-
selling rappers.

As for catalog and oldies, the store
sells mostly jazz, R&B, and gospel, with
rock running a close second, according
to Eliyahu. The store carries 2,000-
3,000 vinyl titles, mostly 12-inch rap and
dance releases.

Sound of Market sells no used prod-
uct. “We have an open account with
many labels who strongly object to us
selling used recordings,” Eliyahu says.
“Plus, I don’t want the headache.”

Sound of Market |/Jaz Sounds is co-
owned by Rivka Vaturi, not pictured,
and her husband, Zion, left. Also
shown are Shirit Vaturi, their daughter,
who works in the store, center, and
manager Avner Eliyahu. (Photo: Jef-
frey Periah)

by Chris Morris

First, the realities of the business in
1997 dictate the kind of two-pronged
attack that Putumayo is undertaking.
The increasingly crowded retail mar-
ketplace and the escalating costs of
marketing music ought to have taught
indie imprints that they should look
beyond conventional record stores for
any sales opportunities.

Second, it’s an appropriate time to
learn a few lessons from new-age label
entrepreneurs and other niche special-
ists who have carved their place in the
business by stepping outside the normal
channels of record-biz commerce to sell
their wares. (For an instructive look at
what the new agers have been up to, see
Catherine Applefeld Olson’s story on
the alternative marketing of the genre
in this issue’s New Age Spotlight, page
39.)

The "90s have seen the rise of a new
breed of retail outlet—precisely the
kind that Putumayo intends to
address—in which records are only a
part of a product mix designed to
appeal to upper-demo consumers, who
may be uninterested in or even alienat-
ed by conventional record outlets. Any
savvy indie label selling niche-oriented
product should explore the opportuni-
ties afforded by these retailers, and, in
many cases, taking full advantages of
those opportunities will entail estab-
lishing a direct marketing relationship
with the stores.

As Putumayo’s strategy suggests,
exploring the broadening retail universe
does not entail the elimination of con-
ventional distribution from the picture.
But taking a true hands-on tack when
selling specialized music to specialized
stores strikes us as a sensible and
essential part of any label’s marketing
vision.

RIVER RAFTING: Rykodisc in
Salem, Mass., has undertaken a wide-
ranging agreement with Marblehead,
Mass.-based Slow River Records. Ryko
will provide financial, marketing, pro-
motional, and distribution support to the
4-year-old label on a release-by-release
basis. Slow River, which is operated by
musician George Howard and Anna
Johansson, has issued albums by such
smart alternative rock talents as
Sparklehorse (now on Capitol), former
Scruffy The Cat member Charlie
Chesterman, and Ed’s Redeeming
Qualities. The label’s first releases
under the deal with Rykodisc will
include an album by Future Bible
Heroes, a side project from Stephin
Merritt and Claudia Gonson of the
outstanding Boston neo-pop group
Magnetic Fields.

FLAG WAVING: When former Green
On Red guitarist Chuck Prophet set
out to make his new album, the current
Cooking Vinyl release “Homemade
Blood,” he cut much of the material live
with his co-producer Eric Westfall.
“There’s a few tracks that are entire-

ly live,” says Prophet. “There’s one song
1 did with a drum machine ['Kmart
Family Portrait’] that’s kind of embar-
rassing . . . They dug it out [at the stu-
dio], and we mixed it in five minutes.”

Raw, yet played with polish, “Home-
made Blood” was cut in just 10 days and
mixed at blinding speed in 72 hours by
the Fort Apache team of Sean Slade
and Paul Q. Kolderie.

Prophet admits that in making this
rough-and-tumble record, he may have
been affected by his work with Mem-
phis musician/producer Jim Dickinson
(who collaborated with the guitarist on
a live set, “A Thousand Footprints In
The Sand,” released by Last Call/Sony
in France).

“I’ve been influenced by Dickinson a
lot, because he’s got a real sideways
view of things,” Prophet says. “It’s an
abstract impressionist thing.”

On the new record—which finds
Prophet joined by singer/keyboardist/
accordionist Stephanie Finch (a long-
time collaborator), guitarist/mandolin-
ist Max Butler, bassist Anders Rund-
blad, and drummer Paul Revelli—
Prophet mixes punchy rockers like the
Keith Richards-styled “Credit” with
darker, more reflective character stud-
ies like “New Year’s Day.”

Some of the more unnerving materi-
al on the record was churned up by a

jarring personal experience, Prophet
admits candidly: “I had to go back and
live with my parents. [ kind of got
thrown out of the house. It was very
brief, but it was very intense. I kind of
took notes.”

Prophet’s current work can certainly
stand on its own, and “Homemade
Blood” is easily his most accomplished
solo album. But he’s also in the unusual
position of being something of an influ-
ence for a school of younger alt.country
artists, who cite Green On Red, which
Prophet joined when he was still a
teenager, as a model.

“We had the audacity to dig around,”
Prophet says of his old band, in which
he was partnered with singer and for-
mer Flag Waver Dan Stuart. “[But] it
was inevitable that somebody would
play folk music on electric guitar.”

Reflecting bemusedly on his stand-
ing as a pathfinder, Prophet quotes Alex
Chilton, who has never found the influ-
ence of Big Star on a whole school of
post-punk pop bands to be a very big
deal: *Alex’s attitude was that people
would have done that anyway.”

Prophet says his band will probably
play European tour dates in France,
Italy, Germany, and England in May
and June, with U.S. gigs possibly later
in the summer.
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RETAIL TRACK

(Continued from page 72)

land Group, was let go. Henderson
is popular with the label sales and
distribution community, many of
whom expressed dismay at hearing
of his departure.

If anybody is counting, Hender-
son’s exit from Musicland is the
fourth from the seven-member
senior-management team that led
the Musicland leveraged buyout
from Primerica in 1986. The first
to depart was Arnie Bernstein,

who left while the chain was still
riding high. Since the retailer has
floated into troubled waters, Larry
Gaines, who headed Media Play,
left the last year. A few weeks ago,
Bruce Bausman, senior VP of real
estate, exited the chain. That
leaves Keith Benson, president of
the mall division; Gary Ross, pres-
ident of the superstore division;
and, of course, chairman/CEQ
Jack Eugster still holding down

FOR IMMEDIATE RELEASE
February 19, 1997

PEACHES CHAPTER 11
PLAN CONFIRMED

Peaches Entertainment Corp., whose principal
offices are located in Hallandale, Florida and which
operates retail stores under the name Peaches Music
and Video in the southeastern United States, has
announced that its Amended Plan of Reorganization
under Chapter 1l of the Bankruptcy Code was
confirmed on January 17th by the U.S. Bankruptcy
Court for the Southern District of Florida and that it
has emerged from Chapter 11 protection. Under the
Plan, all of Peaches trade creditors and non-trade
suppliers will be entitled to receive 100% of the amount
of their claims. Peaches stated that it was now a much
stronger company, that it wanted to thank its bankers
and suppliers for their support and confidence to
enable the Plan to be approved and confirmed and
stated that it looked forward to a long and fruitful
relationship with them. Peaches currently operates 13
Superstores in Florida, North Carolina, Alabama and

Virginia and has approximately 250 employees.

the fort.

Sources say Henderson’s depar-
ture is the first of anticipated lay-
offs at the Musicland headquarters.
Musicland executives declined com-
ment at press time.

YET ANOTHER music specialty
merchant reports to Retail Track
that his company has almost fin-
ished swallowing the bitter medi-
cine needed to return his chain to
health. While traveling the hall-
ways of the Marriott Orlando
World Center hotel, which housed
the NARM convention, I ran
across Terry Woodward, presi-
dent and owner of WaxWorks, who
reported that he has almost fin-
ished closing unprofitable stores.
During 1996 and 1997, the chain
has shuttered 21 of its Disc Jockey
record stores and 15 of its Reel
Collection video sell-through out-
lets.

In addition to the closures, the
company obtained relief on a num-
ber of other stores, returning them
to profitability, he says.

Last year wasn’t the best of
times for the Owensboro, Ky.-based
retailer. In addition to finishing the
year in the red, the chain almost
had a cash-flow problem when the
National Bank of Detroit, the lead-
ing bank in the consortium supply-
ing its revolving credit facility,
threatened not to renew its credit
line, which expired in March. It
subsequently gave the chain two
30-day extensions before agreeing
to a one-year facility. But before it
reached that agreement, many ven-
dors withheld credit from Wax-
Works.

In addition to closing stores, Wax-
Works’ management has been work-
ing to improve profit margins,
reduce inventory, and cut overhead.
The chain has closed one or two more
Disc Jockey stores and another 10-
12 Reel Collection outlets. Current-
ly, Disc Jockey numbers 126 stores,
and Reel Collections has 24.

This year, Woodward says, the
chain will concentrate on expand-
ing and remodeling existing stores
and will sign an occasional lease for
a new store, if the right opportuni-
ty comes along.

The company is on track to eke
out a slight profit in this fiscal
year, based on the first seven
months, according to Woodward.
Next year, the chain should return
to the profit levels it previously
experienced, he added, without
providing any specific numbers.

0 N THE LAST DAY of NARM, I
ran into Doug Keogh, GM at
Roadrunner’s U.S. operation, who
brought me up to date on the
changes at the label. Jeb Hart,
who previously headed the label’s
marketing and sales operations, is
now senior VP of corporate devel-
opment. Replacing him is Jonas
Nachsin, who remains VP of mar-
keting but adds responsibility for
overseeing sales. And Michael
Canter, who was director of sales
for Big Beat, has joined Roadrun-
ner as VP of sales, filling the void
created by the departure of Peter
Mullen, who went to PolyGram
Group Distribution to head Inde-
pendent Label Sales.

SOUNDTRACK & FILM SCORE NEWS
5 E B § 8 B R R R R W A RN R R R EEON

BY CATHERINE APPLEFELD OLSON

‘

N OWHERE’ MAN: Filmmaker Gregg Araki tops off his “Teen Apocalypse”
trilogy with “Nowhere,” a dark probe into the perverse lives of a group of under-
motivated, oversexed cronies living in Los Angeles. The heart of the movie’s
soundtrack, however, beats squarely in Britain.

“Nowhere,” due March 25 on Mercury Rec-
ords, is one of the juiciest compilations of Brit-
infused alternative music to come down the pipe
since 1995’s “Help” charity effort. A veritable
feast of current British delicacies, the album
serves up new and lesser-known tracks from the
likes of James, Radiohead, Elastica, Massive
Attack, Catherine Wheel, the Chemical
Brothers, London Suede, Coco & the Bean,
Ruby, Lush, and Curve. The last two acts are
Araki alumni, having supplied songs to previous “Teen Apocalypse” titles
“Totally F***ed Up” and *“The Doom Generation.” Rounding out the score are
non-U.K. acts Hole, 311, Chuck D., and Marilyn Manson.

“T am more influenced by music than any other medium—film, art, or any-
thing else,” says Araki, a self-described alternative music aficionado. “It’s much
more than background noise to me; it's the thematic soul of the movie.” Craft-
ing the “Nowhere” soundtrack was a labor of love for which Araki buried him
self in his extensive music collection, searching for obscure cuts and B-sides.

Curve contributed the original track “Nowhere” to the project. “British alter-
native is my latest thing,” Araki says. “I'm really into expensive-sounding import
music and techno, the droning stuff.”

Providing some of that “expensive-sounding” stuff is James, which recorded
the track “Thursday Treatments” in “an alternative venting room” it set up
while putting the finishing touches on its new album, “Whiplash,” at Peter
Gabriel’s Real World Studios.

“That song is not like most of the music of James. We made a lot of music we
were aware of that would be good for the film that we offered to them,” says lead
singer Tim Booth, who adds that James always puts together some sort of sec-
ondary studio during recording to take advantage of its “overflowing” creative
energy. “Some of our best stuff comes out of the alternative studio.” he adds.

Although Booth did not write “Thursday Treatments” specifically for the
Fine Line film, he was intimately acquainted with the “Nowhere” script before
James headed into the studio. Booth originally auditioned for a principal part
in the movie but had to bow out when band and parental duties called him back
to England. The film does contain a cameo by Gibby Haynes, although the
Butthole Surfers are nowhere to be found on the soundtrack.

JUKE JOINT ON FILM: Although it picked up only one Grammy Award
(best engineered album, nonclassical) from its seven nominations, Quincy
Jones’ ensemble album “Q’s Juke Joint” may find itself in Emmy territory next
year. The album, which pays homage to the backwoods clubhouses where
African-Americans gathered for entertainment during the *30s, *40s, and *50s,
has spawned a full-length feature film being developed for HBO.

Jones’ David Salzman Entertainment will produce in conjunction with
HBONYC. Manning the director’s chair for the first time on a full-length fea-
ture will be music video director Paul Hunter, who has directed clips by Whit-
ney Houston and Keith Sweat.

“The juke joints were the only places that African-Americans could go to
escape from what oftentimes was a very harsh reality, and because everyone
releases anxiety differently, there was always a great deal of drama being
played out,” Jones says.

A spokesman for Jones says the film’s soundtrack will lean heavily on music
from the existing “Joint,” which grooves with contributions from more than 32
artists, including Bono, Ray Charles, Coolio, Heavy D, Gloria Estefan, Her-
bie Hancock, Nancy Wilson, Stevie Wonder, and the dance troupe from
“Stomp.” The soundtrack will also contain new and reworked contributions. If
this blueprint rings familiar, consider Jones’ 1989 album of the year “Back On
The Block” and subsequent documentary feature “Listen Up: The Many Lives
Of Quincy Jones,” whose soundtrack was rife with “Block” material.

PRODUCTION NOTES: It may not be exactly heaven-sent, but longtime Led
Zeppelin manager Richard Cole’s tell-all tome “Stairway To Heaven: Led Zep-
pelin Uncensored” is making its way to the silver screen. Beverly Hills, Calif.-
based production company Canterbury Films has purchased movie rights to
the book, published in 1992 by HarperCollins, from Cole and co-author Richard
Trubo. “Stairway” documents the band’s reckless road trip, beginning with its
formation in 1968 through its breakup after the 1980 death of drummer John
Bonham.

As if we haven’t seen and heard enough about Howard Stern’s very public
“Private Parts,” Warner Bros. Records is playing Willy Wonka in a promotion
for the soundtrack. The label has randomly packaged one “golden ticket” and
10 runner-up tickets in the 1 million CDs shipped. The grand-prize winner will
receive a 14-karat gold CD; runners-up get an autographed copy of the “Tor-
tured Man” lyric sheet. Warner Bros. also shipped three collector’s edition cov-
ers to the soundtrack with 399,999 of the CDs.

Please send material for the Reel Thing to Catherie Applefeld Olson, Con-
tribwtor, Billboard, 622 Ockley Place, Alexandria, Va. 22302; phone; 703-683-
2254; fax: 202-842-1875: E-mail: catholson@aol com.
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COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE AND RACK SALES '93
REPORTS COLLECTED, COMPILED, AND PROVIDED BY  SoundScan® S
28 | 55 | ARTIST ; BEN vmee | 28
=2 | 52 | LABEL & NUMBER/DISTRIBUTING LABEL (SUG. LIST PRICE) (=% 3
* & NO.1 » »
SOUNDTRACK A°® GREASE
1 1 POLYDOR 825095/ALM (10.98/16.98) 13 weeks at No. 1 { 192
METALLICA A° METALLICA
2 2 ELEKTRA 61113*/EEG (10.98/16.98) 291
BOB MARLEY AND THE WAILERS A® LEGEND
3 3 TUFF GONG 846210*/ISLAND (10.98/17.98) 104
BUSH A° SIXTEEN STONE
4 4 TRAUMA 9253 1/INTERSCOPE (10.98/16.98) 113
BOB SEGER & THE SILVER BULLET BAND A® GREATEST HITS
5 5 CAPITOL 30334~ (10.98/15.98) 124
GARTH BROOKS A° THE HITS
[ 8 CAPITOL NASHVILLE 29389 (10.98/15.98) 117
SUBLIME 40 0Z. TO FREEDOM
1 6 GASOLINE ALLEY 11474/MCA (7.98/12.98) 19
CELINE DION A* THE COLOUR OF MY LOVE
8 7 550 MUSIC 57555/EPIC (10.98 EQ/16.98) 159
ENIGMA A® MCMXC A.D.
9 13 | CHARISMA 86224/VIRGIN (10.98/16.98) 298
BEASTIE BOYS A® LICENSED TO ILL
10 9 DEF JAM 527351/MERCURY (7.98 EQ/11.98) 288
i METALLICA A* ...AND JUSTICE FOR ALL
11 10 | ELEKTRA 60812/EEG (10.98/16.98) 364
JOURNEY A®° JOURNEY'S GREATEST HITS
12 11 COLUMBIA 44493 (9.98 EQ/15.98) 392
EAGLES A® HELL FREEZES OVER
13 12 | GEFFEN 24725 (12.98/17.98) 122
U2 A® THE JOSHUA TREE
14 37 | ISLAND 842298 (10.98/17.98} 222
METALLICA A® RIDE THE LIGHTNING
15 17 | MEGAFORCE 60396/EEG (10.98/16.98) 318
PINK FLOYD A" DARK SIDE OF THE MOON
16 15 | CAPITOL 46001* (9.98/15.98) 1042
METALLICA A® MASTER OF PUPPETS
17 14 | ELEKTRA 60439/EEG (10.98/16.98) 336
TOM PETTY AND THE HEARTBREAKERS A* GREATEST HITS
18 16 | MCA 10813 (10.98/17.98) 164
JIMMY BUFFETT A? SONGS YOU KNOW BY HEART
19 20 | MCA5633*(7.98/11.98) . 319
PINK FLOYD A" THE WALL
20 23 | COLUMBIA 36183* (15.98 EQ/31,98) 428
A° THROWING COPPPER
il 22 RADIOACTIVE 10997/MCA (10.98/16.98) 127
VAN MORRISON A* THE BEST OF VAN MORRISON
22 25 | POLYDOR 841970/A&M (10.98/17.98) 321
ENYA A’ WATERMARK
23 19 REPRISE 26774/WARNER BROS. (10.98/15.98) 313
SARAH MCLACHLAN A? FUMBLING TOWARDS ECSTASY
pL] 18 | NETTWERK 18725/ARISTA (10.98/15.98) 130
ENIGMA A? THE CROSS OF CHANGES
25 33 | CHARISMA 39236/VIRGIN (10.98/16.98) 101
JAMES TAYLOR A" GREATEST HITS
26 28 | WARNER BROS. 3113 (7.98/11.98) 336
DAVE MATTHEWS BAND A* UNDER THE TABLE AND DREAMING
21 | 21 | RCA66449(10.98/15.98) 126
ENYA A® SHEPHERD MOONS
28 34 | REPRISE 26775/WARNER BROS. (10.98/16.98) 248
JIMI HENDRIX A* THE ULTIMATE EXPERIENCE
29 27 MCA 10829 (10.98/17.98) 169
' AC/DC A2 BACK IN BLACK
30 38 | ATLANTIC 92418/AG (10.98/15.98) 179
QUEEN A ) GREATEST HITS
31 31 HOLLYWOOD 161265 (10.98/17.98) 219
TRACY CHAPMAN A* TRACY CHAPMAN
32 39 | ELEKTRA 60774/EEG (7.98/11.98) 101
ABBA A? GOLD
33 29 | POLYDOR 517007/A&M (10.98/17.98) 117
HOOTIE & THE BLOWFISH A" CRACKED REAR VIEW
34 26 | ATLANTIC 82613%/AG (10.98/16.98) 139
TORI AMOS A LITTLE EARTHQUAKES
35 24 | ATLANTIC 82358%/AG (10.98/15.98) 52
SOUNDTRACK A’ TOP GUN
36 30 COLUMBIA 40323 (7.98 EQ/11,98) 217
ERIC CLAPTON A THE CREAM OF ERIC CLAPTON
37 36 POLYDOR 527116/A&M {10.98/17.98) 35
KENNY G A" BREATHLESS
38 32 | ARISTA 18646 (10.98/16.98) 224
SADE A° BEST OF SADE
39 | 35 | EPIC66686(10.98 E17.98) 89
RAGE AGAINST THE MACHINE A? RAGE AGAINST THE MACHINE
40 4 EPIC 52959* (10.98 EQ/16.98) 137
COUNTING CROWS A’ AUGUST & EVERYTHING AFTER
41 45 | DGC 24528/GEFFEN (10.98/15.98) 128
THE SMASHING PUMPKINS A* SIAMESE DREAM
42 46 | VIRGIN 88267* (9.98/15.98) 155
BRUCE SPRINGSTEEN A’ GREATEST HITS
43 | — | COLUMBIA 67060 (10.98 EQ/16.98) 3
SOUNDTRACK A" SATURDAY NIGHT FEVER
4 - POLYDOR 825389/A&M (12.98/19.98) 117
STEVE MILLER BAND A® GREATEST HITS 1974-78
45 — | CAPITOL 46101 (7.98/11.98) 302
SHERYL CROW A’ TUESDAY NIGHT MUSIC CLUB
46 50 | A&M 540126 (10.98/17.98) 104
JANIS JOPLIN A? . GREATEST HITS
47 48 | COLUMBIA 32168 (5.98 EQ/9.98) 262
ERIC CLAPTON A’ TIME PIECES - THE BEST OF ERIC CLAPTON
48 42 | POLYDOR 800014/A&M (7.98/11.98) 294
ZZTOP A’ . GREATEST HITS
49 41 WARNER BROS. 26846 (10.98/16.98) 116
NINE INCH NAILS A? PRETTY HATE MACHINE
50 49 | TvT2610*(9.98/15.98) 285

Catalog albums are 2-year-old titles that have fallen below No. 100 on The Billboard 200 or reissues of
older albums. Totat Chart Weeks column reflects combined weeks title has appeared on The Billboard
200 and Top Pop Catalog Albums. ® Recording Industry Assn. Of America (RIAA) certification for sales
of 500,000 units. & RIAA certification for saies of 1 mitlion units, with multimillion setlers indicated by
a numeral following the symbol. *Asterisk indicates vinyl LP is available. Most tape prices, and CD prices
for BMG and WEA, labels are suggested lists. Tape prices marked EQ, and all other CD prices, are equiva-
lent prices, which are projected from wholesale prices. indicates past or present Heatseeker title.
©1997, Biliboard/BPI Communications, and SoundScan, Inc.
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CBA EYES WAYS TO EXPAND BUSINESS

(Continued from page 69)

Larry Carpenter of distributor
Ingram Christian Resources and Bill
Simmons of Cedar Springs Christian
Store in Knoxville, Tenn. The session
was mostly about books, but JIT is
beginning to be applied in the music
business, which will be discussed at
the Christian Music and Video
Retailers (CMVR) conference April
20-24 at the Nashville Convention
Center.

‘JIT needs to take into account the
regional differences and what’s going
on locally,” said Melinda Scruggs
Gales, VP/GM of WCD. “A song may
get hot after a concert or on Christian
radio or because a youth group played
it one weekend. What if there are only
two CDs in-store and the other 12 fans
don’t get one?”

JIT has been implemented by sec-
ular chains like Barnes & Noble for
more than four years, said Carpenter.
He listed its benefits: reducing both
operating expenses and inventory,
adding sales, widening profit mar-
gins, and giving more customer satis-
faction.

“With Just-In-Time, products are
almost made to order,” said Carpen-
ter. “You sell one, and you automati-
cally buy another one from the dis-
tributor. It would normally take about
four weeks before to replenish your
inventory.”

He said Ingram Christian
Resources can make one-day ship-
ments in 83% of the U.S. and two-day
shipments in 98% of the country.

Through JIT, “you don’t carry as
much ‘safety stock,’ but instead the
least you can afford,” said Carpenter,
and “there’s less dead stock.” The
backlist makes up as much as 85% of
total sales volume in the CBA, he said.
That refers to any title a year old, or
maybe less for a CD.

Cedar Springs Christian Store
grossed $2.67 million in 1995. After
going on JIT, it increased revenue by
40% and decreased stock expenses by
30%, said Simmons. As for music, he
saw an upsurge in the number of
“accompaniment tracks,” or record-

ings played in church as accompani-
ment for choirs.

“We were averaging three or more
sales a month for 20% of our invento-
ry and less for 80%,” said Simmons.
“Now, if we don’t sell more than four
in six months, then we re-evaluate it.”

Said Carpenter, “What’s killing
mainstream stores now is the breadth
vs. the depth of inventory.” His advice
for CBA members who are interested
in the JIT system: computerize, set
up at least three accounts with whole-
sale distributors, use books designed
for JIT (which he defined as steady-
but slow-selling backlist titles), do
one-to-one restocking, and then elim-
inate unsold inventory.

At the Expo, there was also an
intensive “CBA Retail Development
School” featuring speakers that
included Jim Reimann of the Christ-
ian Armory in Knoxville. It covered
topics such as leasing square footage,
making transactions, and hiring qual-
ified staff. Reimann said that “indif-
ference” made 68% of consumers quit
going to a Christian retailer and that
good selling required “personal con-
versations, appearance, manners, and
attitudes.”

Another seminar, “The Financial
Game For Decision-Makers,” had

twice as many enrollees as CBA orig-
inally expected. The lessons were
taught by Educational Discoveries
Inc.

On the Expo trade floor, Pamplin
Music of Portland, Ore., and Nash-
ville’s WCD had booths for the first
time. “We signed 50 direct new
accounts,” said Gales of WCD. “So
we’re still introducing ourselves some-
what at CBA Expo.”

WCD said 40% of its income could
come from video this year. And Chor-
dant Distribution Group, the Land-
mark Group, Tommy Nelson, Group
Publishing, and other companies said
they were expanding their video titles.
Word Distribution, which was ac-
quired in mid-January by Gaylord
Entertainment, will have 20% video in
its line.

Mark Funderburg, VP/GM for
Word Distribution, which exhibited at
Expo, said of the Gaylord acquisition,
“We’re still into strategic planning
right now.”

For the third year, Funderburg will
be the chairman of the CMVR steer-
ing committee during Gospel Music
Week.

The advance registration for
CMVR has exceeded 1996’s by 5%.
Last year’s total attendance was 501.

Copland’s Selling Out. Denon/Savoy pianist Marc Copland celebrates his
quintet's sold-out shows at Dakota Bar & Girill in St. Paul, Minn. Pictured, from
left, are Rick Nagamitsu, distributor Allegro sales representative; Steve Diesel,
Best Buy jazz buyer; Copland; Eric Lowenhar, Denon/Savoy national sales and
marketing manager; and Joe Steinger, representative for Electric Fetus record
store in Minneapolis.

BBC DIVES INTO MUSIC PUBLISHING

(Continued from page 62)

Gray, who engineered the first album
by the Police and co-produced the
group’s second and third. After a stint
of music consultancy work for a num-
ber of independent film companies,
Cobb joined the BBC in 1991 as an
executive in its musie copyright ser-
vices department, which takes care of
clearance and commissioning for the
corporation.

“Working at Surrey Sound taught
me the ‘trade’ of music publishing plus
a respect for composers and their
needs,” Cobb observes. “We're not
building a roster of composers here at
BBC Worldwide Music. That would be
an unwieldy mechanism and hard to
handle, and we don’t have the time or
application to find work for composers.
Program producers nowadays find
their own composers and will continue
to do so. They may ask us for advice
and suggestions in finding appropriate
music for their projects, and we’ll be
pleased to oblige.”

Qualms have been expressed in
some quarters that BBC involvement
in musie publishing might lead to pres-
sure on composers to grant publishing

rights to the BBC to ensure obtaining
program music scoring opportunities.
Cobb vehemently refutes such a sug-
gestion.

“There will be no coercion of any
kind,” he says. “It is not compulsory for
a composer to sign a publishing deal if
he or she has been commissioned to
write for a program. But we're hoping
to persuade those who do to publish
with us by offering generous advan-
tages and efficient worldwide collec-
tion of royalties through our associa-
tion with BMG.

“We believe we're in a better posi-
tion than other major publishers. As
makers, producers, broadcasters, and
distributors, we have firsthand infor-
mation on the exploitation of our pro-
grams. Combined with the strength
and international status of BMG, we
will be able to deliver the best possible
royalty collection service for perfor-
mance and mechanicals.”

Two albums on MCA featuring
music published by BBC Worldwide
are “Rhodes,” Alan Parker’s score for
the docudrama series about the life of
the founder of Rhodesia, and “Lives Of

Jesus,” Glenn Keiles’ music for a reli-
gious series.

Also planned is a series of singles,
containing theme music from various
well-known BBC programs. The first,
scheduled for March 24, is the music
for “Children’s Hospital,” penned by
Debbie Wiseman. This show, in its
third year, averages 10 million viewers
per program and will have a 20-week
run during 1997. It is the series that
has gotten the most inquiries from
viewers about its music, and the single
is being released by BMG Records
under a nonexclusive agreement.

“All the money we earn goes back to
the BBC—not to stockholders,” says
Cobb. “There is strong motivation now
[to do so] when production costs are
rising and the BBC is fighting for its
place in the market. The publishing
project is very exciting, and I genuine-
ly believe it has benefits for every-
body—composers, producers, and the
BBC. I'm surprised it’s not been done
before, but the time is right now.”

The exchange rate used for this story
is $1.60 to the pound sterling.
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Retail Is Just One Wing Of Sony Station

H BY BRETT ATWOOD

LOS ANGELES—Sony is opening a
entertainment megasite, known as
Sony Station, that will regularly net-
cast live musie performances and other
events directly from Sony Music Stu-
dios in Santa Monica, Calif.

The site is soon expected to begin
selling music from Sony artists, as
well as home video and other mer-
chandise, directly to consumers
through the Internet. However, spe-
cific pricing plans have not yet been
determined, according to a company
spokeswoman. It was also undeter-
mined at press time whether the site
would carry top-selling current and
catalog releases.

Some retailers have expressed con-

cern over similar direct Internet retail
ventures by other major music compa-
nies (Billboard, Dec. 20, 1996). Howev-
er, Matt Rothman, senior VP of Sony

(& 80y, conT

Online Ventures, recently told Bill-
board in an article about the early
development of the site, “We are sen-
sitive to the fact that record companies
and talent have built up tremendous
relationships with retailers, and we
don’t want to affect that relationship
... There may be things that are not
likely to be carried in most music
stores, such as titles that are not front-

line or top-selling catalog titles” (Bill-
board, Oct. 12, 1996). - .
One of the key components of the
World Wide Web site (http:/www.sta-
tion.sony.com), which contains enter-
tainment content based on Sony film,
TV, and musie properties, is the Inter-
net audio and video channel SIREN
(Station Interactive Radio Entertain-
ment Network), which will netcast
Internet-specific music programs,
including “Music On Tap,” a twice-
weekly show that features news,
music, and interviews with Sony
artists. Other SIREN programming
includes “Sneak Peeks,” which con-
tains song samples from Sony artists
before the music is available commer-
cially, as well as “Virtual Press Con-
ference,” an audio program that fea-

Crashed? DriveSavers Comes To Rescue
Company Recovers Valuable Data For Artists, Others

LOS ANGELES—For many comput-
er users, it is the ultimate nightmare
come true. A crashed hard drive re-
sults in the loss of weeks, months, or
even years of irreplaceable work. In
the entertainment industry, such
artists as Sting, Barbara Mandrell,
Isaac Hayes,
Clarence Clem-
ons, Deee-Lite,
the Grateful Dead,
and Paul Anka
have lost record-
ings, musie ar-
rangements, and
other valuable data when their com-
puters went astray.

But these artists and others have
found a solution in Novato, Calif.-based
DriveSavers, a data-recovery firm that
has carved out a niche salvaging infor-
mation that many have considered per-
manently lost.

DriveSavers has retrieved data from
computers that have been damaged by
earthquakes, floods, fires, and other
accidents and natural disasters. The
company counts several large corpo-
rations as its customers, including
American Express, Xerox, MGM, and
Motorola.

“I had spent 2% months writing
charts for an upcoming show,” says
Chris Walters, musie director for Man-
drell. “Nine days before the perfor-
mance date, my hard drive crashed.
Apple pretty much told me it was hope-
less, and I was frantic. DriveSavers was
able to rescue most of what I had lost,
which totally wiped out my fears about
not being able to do my job.”

The company, which was founded in
1985, generally recovers more than
90% of the information from the hard
drives that it receives, according to
DriveSavers president Scott Gaidano.
The average data recovery costs $500-
$1,500. However, larger-than-average
data losses are more expensive to
recover.

“Music is a very precise kind of data
recovery,” says Gaidano. “If you even
lose one bit of data, the entire work can
be lost. It’s not like you are losing part
of a word processing document.”

Last Laugh Management’s Paul V,
former manager of Porno For Pyros

and current manager of Extra Fancy,
turned to the company when his com-
puter crashed during a recent tour stop
in Seattle.

“When I was on the road with my
laptop, the computer would turn on—
but the hard drive was toast,” he says.
“Everything in the computer, from my
contact numbers to documents to
[America Online], was fried. Nothing
was backed up. .. I just freaked out. ..
They got every last bit of the informa-

tion back. I've since learned to back up
everything.”

Gaidano says that a lot of people
make the mistake of not backing up
their hard drives.

“Some manufacturers say that their
hard drives will last for thousands of
hours, but the reality is that a hard
drive can crash five minutes after you
install it,” says Gaidano. “Or it could be
five years. You never know when it will
happen.” BRETT ATWOOD

tures artists’ responses to fan E-mail
and phone questions.

“We are creating an environment
that makes the music fan feel more
connected to their favorite artists,”
says Mark Wachen, director of new
technology and business development
for Sony Music.

Wachen says that Sony Music is
developing more programming for
SIREN, which will soon debut on the
Web site.

Interactive music games will also be
featured on the site’s “Music Play-
ground” area, which includes the
music chart prediction game “Rotis-
serie Rock”; the multimedia music
quiz game “Music Mania”; and the
music trivia game “Music GUTS.”

Nonmusic games found on the site
include Internet versions of “Jeop-
ardy!” and “Wheel Of Fortune,” as
well as the multiplayer game “Battle-
ground.”

In addition, the site will contain the
children’s area “Wonderland,” which
will utilize Sony Wonder properties,
and “Soap City,” which includes con-
tent drawn from Sony-owned soap
operas.

Sony Station, which is co-marketed
with Visa, is supported by advertiser
revenue, but some of the online games
and other elements will eventually
charge a small access fee.

To encourage repeat visits, Sony is
giving away prizes, such as Sony

Walkmen, to consumers who register .

with the site.

Warren G Set On ECD, For $3 More

LOS ANGELES—G-Funk/Def Jam is
readying its first enhanced CD (ECD)
release for Warren G’s “Take A Look
Over Your Shoulder,” due March 25.
However, the label is bucking the trend
of no-premium pricing for the ambi-
tious title, which features more multi-
media content than most recent ECDs.

While most labels have abandoned
the idea of charging a premium for
ECD content, Def Jam is reintroducing
the idea that some computer-minded
consumers may be willing to pay an
extra $3 for the added content. Con-
sumers will be able to choose from the
traditionpal CD version of the album,
which will sell for $16.99, and the ECD,
which is $19.99.

“Part of it is to supplement the devel-
opment and production cost,” says
David Belgrave, VP of West Coast mar-
keting for Def Jam.

However, another reason for the
ECD’s higher price tag'is that Def Jam
is charged a premium ECD-pressing
fee by the manufacturer of the disc. Def
Jam is shipping between 5,000-10,000
ECDs, according to Belgrave. Howev-

“er, all advertising for the new album

will include the ECD logo.

“This is new territory for us and for
PolyGram,” says Belgrave. “We want
to take advantage of this new medium,
which a lot of pop stars are getting
into.” '

Def Jam is also planning to create
ECDs for forthcoming albums by LL
Cool J and Method Man. It has not been
determined what price future ECD

releases will carry, according to Dar-

. rell Gunn, director of new technology

for Def Jam.

The disc’s multimedia content opens
with Warren G enticing the user to ring
his pager. After entering in a pager
code number, the user is then whisked
away to Warren G’s house, where the
rapper gives a personal tour through
several videoclips. In the living room,
the user can listen to the entire album
or watch 30-second samples of four
music videos on the television set. War-
ren G also takes the user to some of his
favorite hangouts, including a record
store where participants can create
their own mix of one of his rap tracks.

The ECD also contains a secret area
accessible only with a code number
posted at Def Jam’s World Wide Web
site (http://www.defjam.com). Users
who punch in the secret code into War-
ren G’s pager will unlock hidden mul-
timedia content on the disc, including
music video outtakes and other behind-
the-scenes footage.

Another label, Loud Records, recent-
ly used a similar hidden-content strat-
egy on the ECD release for Mobb
Deep’s “Hell On Earth” (Billboard, Nov.
25, 1996).

Def Jam’s debut ECD was developed
in-house for about $25,000 and took
about a month to create, according to
Gunn.

“There were a lot of late nights to
meet the deadline,” says Gunn. “But 1
didn’t want to create a rushed project
that looked just like everything else.”

Having the artist personally involved
with the ECD is crucial to the develop-
ment of successful content, according
to Gunn.

“When I started this project, Warren
G didn’t even know what an enhanced
CD was,” he says. “But he was willing
to use the format to reach out to his fans
... I wouldn't have wanted to do this if
he wasn't available for it.”

Gunn says that recently developed
ECD content for a double-dise L1 Cool
J greatest-hits project was scrapped
because it lacked the artist’s personal
input.

“When the artist is not actively
involved in it, you can tell,” says Bel-
grave. “This ECD is like ‘a day in the
life of Warren G’ ... The whole idea is
to let people feel like they are being
personally escorted into the g-funk
world.”

To promote the ECD, Warren G
recently taped an appearance on the
new-media entertainment show
“TV.COM” and will participate in sev-
eral online chat sessions.

In addition, Def Jam is sponsoring a
Take a Look Into the Future contest,
which will reward winning high schools
with Macintosh computers. Five com-
puters will be given away nationally,
and an additional five computers will be

" given to Los Angeles-based inner-city

school systems.

“We want to make sure that urban
kids are a part of the inevitable future
of computers,” says Belgrave.

BRETT ATWOOD

Navarre Polishes Off
Purchase 0f NetRadio

NAVARRE TUNES IN TO NETRADIO:
Navarre Corp. has entered into an
agreement to acquire the remaining
50% of Internet audio programmer
NetRadio Corp. The deal follows the
distribution company’s May 1996 pur-
chase of 50% of NetRadio for $1.5 mil-
lion. Home shopping service ValueVi-
sion, which owns and operates the
third-largest home shopping network
in the U.S., will acquire a 15% interest
in Navarre’s NetRadio subsidiary for
approximately $3 million, including $1
million in cash and $2 million in TV ad
time. Also, ValueVision will be granted
exclusive rights to most merchandise
offered on NetRadio programming.

CNNFN NETCAST ON THE NET: CNNfn,
the financial news cable channel, will
begin neteasting its 24-hour program-
ming on the Internet by June. The sis-
ter service to CNN has had difficulty
getting significant cable distribution,
but will reach a global audience
through Vxtreme technology. By the
end of March, prior to the channel’s full
Internet launch, CNNfn will add net-
casts of the programs “Digital Jam”
‘and “Business Unusual” at http://www.
cnnfn.com.

CNNfn’s move to the Internet fol-
lows a similar move by cable program-
mer Fox News Channel, which neteasts
at http:/www.foxnews.com. Microsoft
and NBC News are also teaming on an
Internet desktop news venture, but will
charge viewers a monthly fee to access
the neteast.

BITS °N BYTES: PolyGram (U.S.) re-
cently launched the netcast site Cyber-
venue at http://www.polygram-us.com/
cybervenue. The site, which was
designed by TradeMedia.Net, has
already hosted live National Assn. of
Recording Merchandisers perfor-
mances by Ashley Maclsaac, Tonic,
and Ednaswap using Xing Stream-
works technology . .. TheDJ Network
has unveiled version 2.0 of TheDJ Play-
er at http://www.thedj.com. The new
player includes customizable station
presets and access to 20 additional
stereo netcasts . .. Greenhouse Net-
works, the original-content division of
America Online Studios, is acquiring
LightSpeed Media, which was founded
by the producers of the World Wide
Web soap “The Spot.” Greenhouse is
planning to use LightSpeed to develop
an ad-supported interactive entertain-
ment network.

The Assn. for Interactive Media and
the Interactive Marketing Assn. are
merging, effective April 1. .. Simon &
Schuster has opened an Internet
“Super Store” for books at http:/www.
simonandschuster.com. The company,
which is the world’s largest English-lan-
guage book publisher, competes with
established Internet-only retailer Ama-
zon.com . . . The second edition of the
“Enhanced CD Fact Book” is now on
the Web at http://www.amp.apple.com.
The fact book, authored by multimedia
consultant Josh Warner, explains the
basics of enhanced CD development and
contains interviews with No Doubt,
Paul Simon, Billy Joel, Phil Ramone,
Bonnie Raitt, Don Was, and others
about the format . . . Ricoh Corp. is ship-
ping a rewritable CD-recordable play-
er for $599 by the end of this month.
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They’re Smokin’! Participants in Toshiba's rollout of its DVD players lighted vic-
tory cigars at a March 4 party in New York celebrating the arrival of the units at
retail this month. Toshiba is shipping two models in conjunction with the delivery
of Warner Home Video's first titles. Posing with their Macanudos, from left, are
John Powers, Warner Home Video DVD director; Steve Nickerson, Toshiba video
marketing VP; and Vern Fross, Ingram Entertainment senior VP

B BY STEVE TRAIMAN

NEW YORK—Video ownership may
be right up there with home ownership
on the list of American aspirations. It's
certainly a lot easier to accomplish, as

1996.

Bearing out forecasts, the October-
December period saw the biggest-ever
volume of sell-through sales, capping a
record year for retailers. And, equally
important, 1997 looks as strong. In
addition to sell-through slam-dunks like
“Space Jam,” R-rated titles that would

years ago are now priced below $25.

PACE SETTER: Pioneer is living up to its name. A few
weeks ago, its hardware unit was among the first to sell
DVD players {Picture This, Billboard, March 1). Now, Pio-
neer Entertainment has announced the first permanent
laserdisc price reduction, following the rental-to-sell-
through pattern set for VHS titles.

This second ploy is also DVD-related. In a press release
unusual for its frankness, Pioneer Entertainment sales
and marketing VP Rick Buehler said the laserdisc ven-
dor had little choice: “Due to all of the DVD hype, LD play-

er sales were down in 1996,
causing a decrease in LD PI TURE

catalog software sales.”
Pioneer drops the prices
on 290 titles, generally
$35-$40, to $15-$30 as of
April 1. Assuming there’s
a spike in sales, 20-30 more
will be added each month.
“We can pull hundreds”

Pioneer Laserdisc Pricing Paves Way
For DVD; Salvador’s Search For Justice

from a library of 4,000-

ing acquisitions.

That something became publicly held West Coast Enter-
tainment, with about 530 stores nationwide. By the time
Giant Video pulled together various retailers under the
West Coast umbrella, however, Salvador had been forced
out. He fought back with a lawsuit that alleged his old
bosses, Ralph and Kyle Standley, had welched on an
agreement that guaranteed him a VP title and salary,
stock, and, most important, a finder’s fee for the deals he
originated, including West Coast Entertainment.

= Y The case came to trial in
Philadelphia this month,
where Salvador claims a
judicial mistake snatched
defeat from the jaws of
victory. By his account, the
judge gave the wrong
instructions to the jury. As
a result, the jury thought
it had to fix damages

5,000 titles, Buehler notes.
(Image Entertainment,
through its own exclusive distribution deals, accounts for
the other 5,000 or so laserdisc releases.)

Paramount dominates the Pioneer list with 161 titles,
including the well-known (“Forrest Gump,” “48 Hours,”
the three “Indiana Jones” features) and the unknown
(“Copper Canyon,” “D.A.R.Y.L.”). Also represented are
HBO Home Video (25 titles, including “A Bronx Tale”),
LIVE (54 titles, including “Reservoir Dogs” and “The
Piano”), Vidmark (12 titles, including “The Cook, The
Thief, His Wife & Her Lover”), Pioneer Artists (34 music
titles, including the Beatles, John Lennon, Otis Red-
ding, and Willie Nelson), and two from Pioneer Classics
(“The Mozart Requiem” and “Pavarotti In London”).

Except for the occasional price promotion, “this has
never been done before,” says Buehler, who emphasizes
that Pioneer isn’t just dumping inventory. Some 40 retail-
ers operating 75-100 locations are being asked to establish
a value-priced section, separate from new releases, which
continue to sell well. Pioneer, shipping direct, is offering
fluorescent divider cards, fixtures, signage, co-op adver-
tising, and 100% returns. The titles are being stickered to
further highlight the program, which is subject to review
in 90 days. At that point, it inay be opened to wholesalers.

The immediate shortage of DVD software should help
sales. “While they’re waiting” for a wider selection,
Buehler says, early adopters will be able to feed their Pio-
neer combination DVD-LD players on the cheap.

RETRIAL: The saga of Richard Salvador continues,
unresolved. Salvador, a veteran distribution executive,
joined retailer Giant Video a couple of years ago to help
the two-store chain grow into something larger by scout-

by Seth Goldstein

instead of determining
only if he deserved com-
pensation. The dollar
amount would have been decided later.

Salvador says the error forced the judge to declare a
mistrial. “I’'m devastated, but we're going to try again,”
he told us. Because the jury found in his favor on every
point at issue, Salvador maintains, “I know I can prove
what I brought in here.”

Meanwhile, Salvador canceled a job-hunting trip to the
National Assn. of Recording Merchandisers’ convention in
Orlando, Fla., because it conflicted with the trial. In gen-
eral, he’s found difficulty getting interviews. Suppliers
worry that “West Coast may punish us” by cutting pur-
chases of lesser titles if he’s hired, Salvador says. “This
isn’t sour grapes, it’s just the facts.”

His remarks didn’t figure in the trial. West Coast exec-
utives weren’t available for comment at deadline.

VIDBITS: Valley Record Distributors’ bid to buy Star
Video Entertainment may get blown asunder by Disney.
Sources indicate that the studio has told both parties that
Star’s credit worthiness isn’t transferable. Whatever it’s
standing in the music community, Valley will have to qual-
ify separately for video purchases. Reportedly, the record
wholesaler is already borrowing to the limit to finance the
Star deal and might have trouble meeting the Disney stan-
dard.

John O’Donnell, managing director of Central Park
Media, the prime mover of anime videos, will lecture New
York’s Japan Society on the subject March 26. His talk is
titled “Japanimation: Manga In Motion.” (Manga means
“comics” in Japanese.) For information, contact Yuko

witnessed during the fourth quarter of

have been tagged for rental a couple of

Watanabe at the Society, 212-715-1229. Tickets are $8 for

members and $10 for nonmembers. _]

The latest example: Columbia Tri-
Star’s “Jerry Maguire,” whose lan-
guage and sexual situations won't get
in the way of a multimillion-unit debut
this spring. Mass merchants, who once
looked askance at anything harder
than PG-13, likely will be heavy buy-
ers.

BBased on the recent holiday season,
they should be. In the first of a two-
part series, Billboard looks at a buoy-
ant market from the perspective of six
key retailers—Best Buy, J&R Music
World, Movie Gallery, Moovies, Sun-
coast Motion Picture Co., and Tower
Records/Video.

Last year provided chains with a
dozen top tities, worth 120 million cas-
settes shipped from September
through November. Reorders contin-
ued until Christmas as stores kept on-
site inventories tight and returns rela-
tively low. Some copies are being kept
as inexpensive rental stock, giving
video chains extra dollars for “B”
titles.

“I think our product is very ‘gift-
able, ” says Joe Pagano, Best Buy video
merchandising manager. “The Family
Home Entertainment Christmas quar-
tet sold well, and ‘Riverdance’ with ‘Les
Misérables’ was a nice gift pack for us.”

Video was one of the few bright spots
in 1996 for Best Buy, which struggled
with computer and computer software
sales at its 272 stores. “It was a very
strong catalog holiday, and we promote
back titles quite frequently,” Pagano
adds. “Repriced titles like ‘Mr. Hol-
land’s Opus’ and ‘Grumpier Old Men’
did very well, along with the remas-
tered ‘The Sound Of Music.””

Sell-Thru Hits New Peak In 4th Qtr.

Stores Look To Vid As One Of Few Bright Spots

The Moovies chain used a holiday
newspaper insert to promote sell-
through titles. Consumers responded,
boosting same-store sales 3%.

Print remained Best Buy’s “most
efficient advertising vehicle,” Pagano
says, who also credited Warner Home
Video’s TV campaign for making
“Twister” a solid seller. 20th Century
Fox Home Entertainment’s “Indepen-
dence Day” and Disney’s “Toy Story”
took first and second spots, respective-
ly.

Universal’s “The Nutty Professor”
performed “much better than expect-
ed for us,” says John Thrasher, VP of
video purchasing and distribution for
Tower. “It was the one comedy in a sea
of action and family titles.” While
Tower relied mostly on print, Thrasher
found it effective to use more TV, most-
ly cable, throughout the year.

With almost 10,000 video SKUs, J&R
Music World in New York is one of the
largest independent video outlets, car-
rying an eclectic mix of sell-through for
a global clientele. “Sell-through is our

(Continued on page 79)

Universal Launches Sing-Along
Series Of Prehistoric Proportion

M BY EILEEN FITZPATRICK

LOS ANGELES—At Universal Stu-
dios Home Video, dinosaurs are far
from extinct. In fact, after three
sequels, “The Land Before Time” is
spawning another series.

On May 13, the studio will release
“The Land Before Time Sing Along
Songs,” featuring 10 songs from the
four video titles. The tape retails for
$12.98 suggested list.

“We have enough songs within the
franchise to do a product like this,”
says Universal director of marketing
Michael Polis. “It’s the best product we
have outside of “Wee Sing’ for this, and
[it] potentially could be a whole new
series for us.”

The new video will be in stores just
10 days before the theatrical release of
Universal's “The Lost World,” the
sequel to ‘Jurassic Park,” the latter of
which is the studio’s top dinosaur fran-
chise. “The Lost World” is expected to
add luster to “Songs” and to the boxed
set of the four “Land Before Time”
titles, which consumers can buy for
$79.98 starting May 13.

Universal is teaming with Burger
King, Source Interactive, and Kitchen
Sink Press for the sing-along launch.

During May and June, 8,000 Burger
King locations will give away six “Land
Before Time” collectibles in each Kid’s
Meal. It’s the first time the fast-food
chain has teamed with Universal for a
video-related offer.

Inside each Kid’s Meal package will
be a coupon worth $3 off the purchase
of “Songs” and any “Wee Sing” title,
except “Wee Sing Favorites.” A second
$3 rebate is attached to the purchase
of “Songs” and any of the “Land
Before Time” entries. Both.coupons
expire Aug. 23.

Inside each “Songs” video will be a
free “Land Before Time Activity Cen-
ter” CD-ROM sampler, developed by
Sound Source. The samplers contain
two games, which consumers can
access when they decide to buy the
CD-ROM. Calling the toll-free number
and committing to a $19.98 VISA or
MasterCard charge reveals the
“unlocking code.” Polis says Universal
will have a limited exclusive window on
the CD-ROM, which will be priced at
$29.9% when it arrives at retail.

Another in-pack offer includes a
coupon to purchase “The Land Before
Time Treasure Chest” for $14.99 plus
$5 shipping and handling. Retail value

(Continued on page 79)
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Cruise Control Determines
‘Maguire’ Marketing

HOW ME THE VIDEO: Best pic-
ture Oscar nominee “Jerry Maguire”
will be heading to sell-through May
29 with no suggested list price,
according to distribution sources.
They think the Columbia TriStar
Home Video title will retail for $21-
$22.

Marketing details are scarce,
largely because star and best actor
nominee Tom Cruise must approve
all plans, and he’s busy attending
award shows these days. Word has it
that Columbia was ready to announce
plans a few weeks ago, but Cruise’s
| schedule wouldn’t permit him to sign
off on the pro-

away from music stores, where we do
most of our business.” Forever shut
out of the big mass merchants
because of its sexy content, the Play-
boy line is being affected more than
other suppliers, who have ready
access to Wal-Mart, Target, and
Kmart shelf space.

And, Leshtz says, music retailers
have been become more cautious
about their purchases. “Retailers are
not willing to put in huge amounts of
our product because they’re scared of
getting complaints,” he notes.

Often that means moving Playboy
tapes to the back of the store. Leshtz

adds, “Retail-

ject.

That’s noth-
ing new. Para-
mount Home
Video found it
difficult to keep
to a schedule

SHELF
TALK

by Eileen Fitzpatrick

ers are telling
us, ‘Consumers
will find it even
if it isn’t out
front.” ” He’s
not discour-
aged, however.

while awaiting
the Cruise
stamps of approval on “Mission:
Impossible,” “The Firm,” “Days Of
Thunder,” and “Top Gun.”

Like a lot of big stars, Cruise has
the power to veto a tie-in partner. In
fact, “Mission: Impossible” didn’t
have one. As a result, Paramount cre-
ated its own, offering the three
Cruise titles for $5.99 each. They did
better at retail than “Mission: Impos-
sible.”

If that no-partner scenario plays
out, Columbia will be left shouldering
the entire cost of marketing an R-
rated video, which it hasn’t done
before. To its credit, the studio has
dramatically increased its sell-
through output, pulling in respectable
numbers on “Jumanji,” “Fly Away
Home,” and the special-interest title
“Riverdance.” None had tie-in part-
ners.

But those family-friendly titles are
easy to sell into Wal-Mart and Kmart.
Although mass merchants will stock
“Jerry Maguire,” the R rating may
knock out the broad audience Colum-
bia enjoyed for its recent sell-through
releases.

Nonetheless, distribution sources
say Columbia is looking to ship about
10 million copies of “Jerry Maguire,”
more than double that of any of its
family titles. “If they give retailers a
50% return policy, like Disney is
doing, Columbia can ship 10 million,”
says one wholesaler, “but there’s not
really a big need for consumers to
own Jerry Maguire.” ” He estimates
the studio can net about 4 million
units on the title.

In addition, Columbia will be {ight-
ing dealers who have just come off a
bad experience with “Mission: Impos-
sible.” Whether or not Cruise ap-
proves a cross-promotional partner,
Columbia has some hurdles to over-
come.

MUSIC SLUMP BACKLASH:
Most suppliers remain unaffected by
the sales slump music stores are
experiencing. Playboy Home Video is
the exception.

“For us it’s an access problem,”
says Playboy senior VP/GM Barry
Leshtz. “Consumers are shying

“It’s the nature
of the business,
and these are tough financial times,”
Leshtz says. “Consumers are being
driven to mass merchants by pricing
alone, but it’s a temporary blip.”

Looking into his retail crystal ball,
Leshtz predicts that mass merchants
who are enjoying a run with video
will eventually “move on to something
else” and that record retail will
bounce back.

“Long-term, it’s not to the mass
merchants’ advantage to keep stock-
ing a loss leader in hopes that new
consumers will come in, buy it, and
also walk out with a microwave,” he
says. “Record retailers will also come
out their slump because consumers
will again want wider selection of
catalog music instead of just the
hits.”

IT’S IN THE MAIL: Let’s start off
by saying this is not a whine item.

But . . . the trade press has appar-
ently been shut out of the Blockbuster
Entertainment Awards, except those
who made an extraordinary amount
of effort to snag some seats.

Shelf Talk, which didn’t get an
invite, hears from sources that the
retailer did not invite any beat
reporters to its March 11 Los Ange-
les telecast. Instead, PR adviser
PMEK is choosing to focus on the con-
sumer press and camera crews from
“Entertainment Tonight” and “Access
Hollywood.”

Blockbuster has also been preter-
naturally quiet about the show. Shelf
Talk did get one call several weeks
ago from PMK asking if we’d be cov-
ering the event. Of course we would,
we said, if we were invited. PMK was
never heard from again.

This behavior contrasts sharply
with Blockbuster’s old habit of stuff-
ing the fax machine with notices of
the big celebrity lineup, the VIP
party, and other publicity nonsense.
In 1997, the fax phone hasn’t rung,
and the mailbox is empty.

The silence could indicate the
Entertainment Awards, still stuck on
the Viacom-owned and low-rated
UPN network, may have worn out its
weleome. One thing is sure: PMK has
worn out its welecome with us.

Billboard.,

MARCH 22, 1997

E COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE SALES REPORTS
I
582 33
£1%|8 -3 72
o — 5 L S © té” o
2l2|¢ TITLE Label Principal 52| £ | oy
= — = Distributing Label, Catalog Number Performers fe | x |05
*xx NO. 1 * %
Walt Disney Home Video n
1 1 | 74 | BAMBI Buena Vista Home Video 942 Animated 1942 | G | 2699
VCl 4 .
2 3 41 | RIVERDANCE-THE SHOW Columbia TriStar Home Video 84060 Various Artists 1996 | NR | 2495
3 7 3 LORD OF THE DANCE PolyGram Video 4400431893 Michael Flatley 1997 | NR | 2495
o | Anna Paquin
4 2 4 FLY AWAY HOME Columbia TriStar Home Video 82433 Jeff Daniels 1996 | PG | 1998
i Will Smith
5 5 15 INDEPENDENCE DAY FoxVideo 4118 B Jeff Goldblum 1996 | PG-13 | 2298
, Playboy Home Video g .
6 13 3 PLAYBOY'S SPRING BREAK Uni Dist. Corp. PBY0804 Various Artists 1997 | NR | 1998
) Michelle Trachtenberg
7 | NEWD> | HARRIET THE SPY Paramount Home Video 4225 PRk — 199 | PG| 1995
MCA/Universal Home Video Robert De Niro
§ | 4|5 | casiNOO Uni Dist. Corp. 82592 Joe Pesci b} 4 | 1334
A : Jennifer Saunders
9 12 ) AB FAB: THE LAST SHOUT PolyGram Video 4400450113 Joanna Lumley 1997 NR | 19.95
THE X-FILES: ASCENSION/ONE L David Duchovny
10 11| 3 BREATH Foxvideo 4139 Gillian Anderson 1997 | NR | 1498
I . Danny DeVito
11 | 10 | 10 | MATILDA Columbia TriStar Home Video 86863 Rhea Periman 1996 | PG | 15.95
MCA/Universal Home Video Bruce Willis
12/ 6 | 5 | 12 MONKEYS Uni Dist. Corp. 82751 Brad Pitt 1995 R 1938
Walt Disney Home Video .
13 | NEWDP | THE HUNCHBACK OF NOTRE DAME Buena Vista Home Video Animated 1996 | G | 2699
PLAYBOY CELEBRITY CENTERFOLD: Playboy Home Video
14118 | 15 | gHANNON TWEED Uni Dist. Corp. PBVO796 Shnnan iissed IS0 ) 1Ny Jho8
THE X-FILES: SLEEPLESS/DUANE . David Duchaovny
15 | 14| 3 | gaRRY FoxVideo 4138 Gillian Anderson 1997 | NR | 1498
. . John Travolta
16 | 19 | 58 | GREASEA Paramount Home Video 1108 Diivia Newtor-John 1977 | PG | 1495
y Playboy Home Video . .
17 | 8 6 | PLAYBOY'S TWINS & SISTERS TOO Uni Dist. Corp. PBVO805 Various Artists 1997 | NR | 1998
. Walt Disney Home Video -
18 9 6 D3: THE MIGHTY DUCKS Buena Vista Home Video 9182 Emilio Estevez 1996 | PG | 22.99
THE X-FILES: LITTLE GREEN ) David Duchovny
19 | 16| 3 MEN/THE HOST Foxvideo 4137 Gillian Anderson 1997 | NR | 1498
20 | RE-ENTRY | CLUELESS Paramount Home Video 33215 Alicia Silverstone 1995 | PG-13 | 14.95
MCA/Universal Home Video .
_ 21 | 15 | 17 | THE NUTTY PROFESSOR_ i Uni Dist. Corp. 82594 Eddie Murphy 1996 | PG-13 | 22.98
Watt Disney Home Video Tom Hanks
22 | 17 | 19 | TOYSTORY Buena Vista Home Video 6703 Tim Alien e A
. Mark Hamill
23| 2 66 STAR WARS TRILOGY FoxVideo 0609 N () 1995 PG | 49.98
BEAVIS & BUTT-HEAD: MTV Music Television .
24 1 20| 2 | [AW-ABIDING CITIZENS Sony Music Video 49315 ininated AR NR 1438
—
25| 21 6 ALASKA Columbia TriStar Home Video 80200 Charlton Heston 1996 { PG | 1495
MGM/UA Home Video Elizabeth Berkeley
26 | 20 4 SHOWGIRLS Warner Home Video 905525 Kyle MaclLachlan 1395 | NG-17 | 1398
MTV Music Television .
271 | 3 ba AEON FLUX: MISSION INFINITE Sony Music Video 49313 Animated 1997 | NR | 1298
. Helen Hunt
28 | 26 | 23 | TWISTER Warner Home Video 20100 S 1996 | PG-13 | 2296
. Frances McDormand
29 | NEW P | FARGO PolyGram Video 8006386933 William H. Macy 199 | R [ 1995
THE TRUTH ABOUT Uma Thurman
30 | 31 4 CATS AND DOGS FoxVideo 0899585 P 1995 | PG-13 | 1999
31| 28 | 3 | THE X-FILES BOX SET: VOL. 3 FoxVideo 4140 ey 1997 | MR | 3998
illian Anderson
MCA/Universal Home Video .
32 | RE-ENTRY | THE LAND BEFORE TIME IV Un Dist. Corp. 82396 Animated 1996 | NR | 19.98
33 | 27 | 17 | 311: ENLARGED TO SHOW DETAIL ®  PolyGram Video 4400439253 311 1996 | NR | 19.95
. Mel Gibson
34 | 29 | 28 | BRAVEHEART Paramount Home Video 33118 Sophle Marceau 1995 | R | 2495
35| 2 17 MISSION: IMPOSSIBLE Paramount Home Video 31899-3 Tom Cruise 1996 | PG-13 | 14.79
Walt Disney Home Video .
36 | 37 24 OLIVER & COMPANY Buena Vista Home Video 6022 Animated 1988 G 26.99
37| 25 4 KIDS Vidmark Entertainment 6311 Not Listed 1995 [ NR | 19.98
THE NEVERENDING STORY IllI: Miramax Home Entertainment )
38 | NEWD | £ccAPE FROM FANTASIA Buena Vista Home Video 4631 Jason James Richter | 1936 | G | 1499
| Stephen Baldwin
39 | RE-ENTRY | THE USUAL SUSPECTS PolyGram Video 8006302273 G ey 1995 | R [ 1995
MCA/Universal Home Video Jean-Claude van Damme
40 | NEW) | THE QUEST © Un; Dist, Corp. 82869 Roger Moore 199 | PG-13 | 14.98

@ RIAA gold cert. for sates of 50,000 units or $1 million in sales at suggested retail. A RIAA platinum cert. for sales of 100,000 units or $2 million in sales at suggested
retail. @ ITA gold certification for a minimum of 125,000 units or a doilar volume of $9 million at retail for theatrically released programs, or of at least 25,000 units and $1
miltion at suggested retail for nontheatrical titles. < ITA platinum certification for a minimum sale of 250,000 units or a dollar volume of $18 million at retail for theatrically
released programs, and of at feast, 50,000 units and $2 million at suggested retail for nontheatrical titles. © 1997, Billboard/BPI Communications.
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SELL-THRU

(Continued from page 77)

main focus,” says video buyer Mary
Jane Glaser, “and with over 2 million
names, mail order provided a big boost
again this year.”

Glaser thinks stronger key titles
brought more people into the store this
past season. “Fox did an incredible job
on ‘Independence Day,’ and I don’t
think we ever sold as many units on a
street date,” she adds. It also helps that
many vendors have permanent display
space in the store, including Fox,
Columbia TriStar, Disney, Warner,
Paramount, Universal, and Republic.
Catalog sales benefit from the height-
ened exposure, Glaser notes.

“We would have liked the fourth
quarter to be better for sell-through,
but overall we're satisfied,” says Archie
Benike, marketing VP for the Music-
land Group mall stores division, com-
prising 400 Suncoast and 800 Sam
Goody and Musicland outlets. “More
stores were going direct-to-sell-
through this year than last, and after
the first week of release, everyone’s
looking for space.”

Still, repricing promotions managed
to hold their owns against hits, and one
specialty title, “Riverdance,” made the
chain’s top 10 list.

Moovies typifies the change in think-
ing under way among video chains:
Sell-through is beginning to make seri-
ous inroads. For 1996, sales were up
about 3% on a same-store basis, accord-
ing to Eric Litynski, director of product
management.

He credited an eight-page free-
standing insert (I"SI) in 4 million Sun-
day newspapers just before Thanks-
giving for part of the good holiday
season. Moovies also had a “Toy Story”
contest for its employees that kept
things lively through Christmas.

Movie Gallery, with 863 outlets at the
end of 1996, compared to 662 in 1995,
had a modest 1% increase in same-store
sell-through revenue last year, accord-
ing to Bo Loyd, senior VP of purchas-
ing and marketing.

From the chain’s point of view, “sell-
through releases of top hits are excit-
ing due to the quick return on invest-
ment that allows us to buy deeper for a
strong shelf presence,” says Loyd. He
cited a “multimillion-copy” FSI that
dropped just before Thanksgiving in
most of the chain’s key markets as a big
boost.

UNIVERSAL LAUNCHES

(Continued from page 77)

for the treasure chest, which contains
assorted merchandise, is $35. Univer-
sal has used it as a value-added premi-
um for other kid-vid releases.

Polis says that the media campaign
for the title encompasses national and
kids cable channels, spot television,
and consumer print advertising. It
should generate more than 2 billion
consumer impressions. “The Land
Before Time” already has a high pro-
file.

Since its debut in 1988, the series— |

the movie and three direct-to-video
features—have sold more than 20 mil-
lion units and generated more than
$376 million in retail sales, according
to Universal executive VP Andrew
Kairey. “And the returns on this prod-
uct remain in the low single digits.”

A sequel has been released every
year since 1994. Universal plans to ship
the fifth later this year, and a sixth is in
development.

Home Video

MERCHANTS & MARKETING

&

BRUNO, COOLEST

| SUPERSPY AROUND! B

y

created by and featuring the
voice of superstar

Bruce Willis

\‘\.‘*\ i The Animated Movie

@‘f Now in a Full-Length

(4% . Feature Video!

= §]U438

@ Highly rated and syndicated, seen
weekly in over 80% of the country

@ Cool clamshell packaging is totally
collectible.

@ Duplicated in quality SP mode
@ Full-length animated feature

@ Radical 12-, 24- and 48-piece
display units

Million Dollar Campaign
\Will Drive Your Salesl

Promotion runs through
the entire month of May,
with a $3 mail-in rebate
in over 10 million Wendy’s
Kids Meal bags!

—_— Sl S Approx. Running Time: 72 Minutes £
+suitabie 10F ™ 2 Suitable for All Ages/Cat. No. 27673

* pully Anmated . :
. 12-piece display: Cat. No. 494452$179.76
24-piece display: Cat. No. 49446=$359.52
48-piece display: Cat. No. 49447%$719.04

orer o e 8 PRE-ORDER DATE: 4/1/97
[www.live-entertzinment.com| ST RE ET DA1-E: 4/22/ 97

?~
1]-
o

Fraluing
e celebiity
voice of

e Willis
Bruc \
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op Video Rentals

I

£ COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE RENTAL REPORTS.

o m o
']Z—:’ % g | EEs{EEE) IlSiastt)r(?:)uting Label, Catalog Number g:;zlr’:;s
‘ *xx NO. 1T % %
1 ! 7| PHENOMENON (°G) ;T;Cn:ss)iz; ‘:fommeev\if?::o 8293 f((;fr‘: ;;vgo;\fick
) I 3| 5 | THEFAN®) (Blgl:;n;ua TriStar Home Video 5\227;; Igt:"r:;rso
32 [10[ATIMETOKILL® Warner Home Video 14317 g"::(:’f:’gfjg’c"ka“ghey
LL. i _z__“Lis_T_“ffNﬂNDING ® ;\lui:ve:- :zrrzogze\r/ti;i?nem N4507 g;::icsiov::grswmken
50 4| 4| ackeei3 o a, Robin Willams
6| 6|2 FReO® PolyGram Video 8006386931 goos mcaz:;and
7 NEws | suserroor o T L
8| 5| 8 | KINGPIN (PG-13) MGM/UA Home Video 905769 gmﬁ::y"e's"”
o |[5] & | mansrormaro BT
10 5] 5 | remowmeson i (imrm e
11 [NEWD | 2 DAYS IN THE VALLEY () HBO Home Video 91296 ;{:Zﬁ;&ade’
t2] [ 1 e roorm T
13|12 5 | IL POSTING (PB) “Bﬁlzfnr:a\;‘lgmzri’szae'grgggl Massimo Troisi
14| 10 | 7 | ESCAPE FROM L.A. (R) Paramount Home Video 332493 Kurt Russell
15|17 | 3 | FIRSTKID (°G) B ore Ve g5 Sinbad
16 15| 3 | FLY AWAY HOME 6 gglz?:’bia TriStar Home Video j\:;;::iqelljsm
170119 | FLED®) MGM/UA Home Video 905763 éf:;gffszfé‘m ne
—1_8 14 | 10 | TINCUP R) Warner Home Video 14318 ;Z:: g::;ger
19| 16 | 5 | SHE'S THE ONE (R) ForVideo 4119 I e
20| 13| 6 | EDDIE (PG-13) e g, Whoopi Goldberg
21| 21| 5 | DEAD MAN (R) g‘;frgajlsgﬂzrﬁzma;‘gggl Johnny Depp
22| 26 | 3 | TREES LOUNGE (R) Live Home Video 60291 Steve Buscemi
23 [NEWD | HOUSE ARREST (FG) HEO Home Video 91303 iir:if;:ﬁai“ms
24 | 18 | 10 | CHAIN REACTION (PG-13) FoxVideo 0413085 m;:fgf::;an
251241 9 \éVOEII-.EZ}'IO(;V!UESEO(RIHE g;l;énabia TriStar Home Video Heather Matarazzo
26 NEWD | FREEWAY (R) zzz;bhc Pictures Home Video ;ieeet:; %Jlt‘r;;rrl:;gon
27|20 | 3 | AVERY BRADY SEQUEL (PG-13) Paramount Home Video 332443 Z’a‘f'y'ecyof”g
28 | RE-ENTRY| THE POMPATUS OF LOVE (R) LU oy
29| 27 | 18 | ERASER () Waner Home Video 14202 C;“:e'ds;cm'f:r:‘fge’
30 [NEWD | HaRRIET THE SPY (PO Paramount Home Video 4225 o
H[2] s | oownworomnn W o
32( 29| 10 | & FAMILY THING (PG-13) MGMIUA Home Video 905535 oer Duv@ll
33| 281 5 | Kansas ciTY () ?uer:verL ng:eogie\r/ti:i:nent N4510 #\AeiI::::fZ; J;isc?\r;vfsig:
341251 10 THE ISLAND OF DR. New Line Home queo Marlqn Brando
MOREAU (PG-13} Turner Home Entertainment N4444  Val Kilmer

3535 | 3 | GRACE OF MY HEART (% e e
36 |NEWD | COURAGE UNDER FIRE (R Foxvideo az;zﬂy:;asm”gm“
37140 | 2 | INFINITY (PG) BMG Independents 80279 2,’;3‘22;“’}\?(]’33;2“
B3] s | mememermry | foumee oo
39|37 | 21 | PRIMAL FEAR (R) Paramount Home Video 328323 f;i?:rflf:e';
0] w1 rorsronvo Wt et

@ ITA gold certification for a minimum of 125,000 units or a dollar volume of $9 million at retail
for theatrically released programs, or of at least 25,000 units and $1 million at suggested retail for
nontheatrical titles. < ITA platinum certification for a minimum sale of 250,000 units or a dollar
volume of $18 million at retail for theatrically released programs, and of at least, 50,000 units and
$2 million at suggested retail for nontheatricat titles. © 1997, Biliboard/BPI Communications.
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‘School Bus’ Promotion Rolls Out

GET ON THE BUS: WarnerVision is
greasing the wheels of an animated
series, “Scholastic’s The Magic School
Bus,” with a major consumer promotion
tied to new titles due April 15.

More than 2 million coupons, each
good for $1 off a “School Bus” tape, will
be distributed through offers that pro-
ducer Scholastic is running with Hard-
ee’s, Howard Johnson, and Colgate-Pal-
molive. WarnerVision has also designed
new packaging for the series, which
emphasizes the logo and provides a
more readily identifiable look for the
series, says Dan Capone, WarnerVision
director of marketing.

The next three releases, first seen on
the award-winning PBS show (itself
based on the best-selling Scholastic
book), are “The Busasaurus,” “Taking
Flight,” and “Flexes Its Muscles.” Each
is $12.95 and features the voice of Lily
Tomlin as teacher extraordinaire Ms.
Frizzle. The additions bring the series
total to 14.

Capone says the rest of the series will
be refitted with the new packaging over
the course of the year. The primary
impetus for the change, he adds, was
the suggestion by consumer focus
groups that the original box art didn’t
convey “Magic School Bus” fun as much
as it did education.

“We want to build the franchise,
make it easier to find at retail,” says
Capone. Also to that end, he adds,
WarnerVision is “cross-couponing” the
$1-off certificate with other WarnerVi-
sion product: the recently released
series “The Book Of Virtues” (another
PBS series) and Children’s Television
Workshop’s “Big Bag,” due in July.
“Magic School Bus” trailers are on
those cassettes and on “Adventures Of
Batman & Robin,” arriving in May.

Scholastic’s tie-ins take advantage of
the fact that “Magic School Bus”
encompasses books, TV, videos, mer-
chandise, a touring show, and museums.
Says Capone, “It’s not only big, but it’s
a high-quality educational program that
can bring only accolades for companies
involved with it.”

The Howard Johnson campaign runs
April 1-Dec. 1. Called “Kids Go HoJo,”
it gives a free “Scholastic’s The Magic
School Bus Fun Pack” to children who
check in with their families at any of
600 participating hostelries. Included
are premium items relating to the
series, such as a coloring book and a pin
or other emblem. There will also be a
$1-off coupon, good for purchase of any
video in the line. The campaign will be
supported with more than $1.5 million
in print advertising.

For a month beginning June 30, more
than 3,500 Hardee’s outlets will offer a
“Magic School Bus” kids’ meal, featur-
ing the coupon and one of four col-
lectible premiums—figurines of the
show’s characters, including Ms. Friz-
zle and the bus.

The Colgate-Palmolive promotion,
running from June through August,
involves consumers sending in proofs of
purchase to receive select “Magic
School Bus” merchandise, including the
videos. The offers will be trumpeted by
a six-page freestanding insert (FSI)
going to 51 million households, as well
as by displays in 15,000-20,000 stores.

“We ran an F'SI campaign in Febru-
ary, promoting the whole ‘Magic School
Bus’ catalog,” says Capone, “and sales
picked up 30%-45% at accounts we were
tracking.” He says WarnerVision con-

t

by Mowra McCormick

siders the series a “priority.”

“We know this series helps kids,
helps them learn and explore,” Capone
says. “WarnerVision believes in what it
stands for, and we want to see it grow.”

SAY CHEESE: PolyGram Video has
cooked up a national promotion for its
series “The Busy World Of Richard
Scarry,” which kicks off April 1.

More than 900 Sears locations nation-
wide will showease “Busy World” for
three months in a campaign that offers
consumers a $5 rebate with the pur-
chase of any Sears Portrait Studio
photo and any two of the videos in the
series. The titles can be bought any-
where for consumers to qualify.

The promotion targets those pur-
chasing kids’ birthday portraits. Sears
is offering an exclusive limited-edition
backdrop featuring a scene from the
most recent “Busy World” release, “The
Best Birthday Party Ever,” which
streeted March 4. In-store point-of-pur-
chase materials include “Busy World”-
themed counter cards, with tear pads
of rebate coupons, and banners. Sears
Portrait Studios will also carry plush
items and licensed merchandise,

Billboard.

MARCH 22, 1997

T K . d v . d
“I] I I e “m
:‘: COMPILED FROM A NATIONAL SAMPLE OF
« o 5 RETAIL STORE SALES REPORTS.
42z 23
z|v|© 58 Bs
o | £ g | TmLE 22 | ¥
£ | & | 3 | Label, Distributing Label, Catalog Number £ | a3
* xx NO. 1 * % *
| BAMBI
1 163 ‘Walt Disney Home Video/Buena Vista Home Video 942 o) &2 [
MARY-KATE & ASHLEY: HOTEL WHO-DONE-IT |
2 3 19 Dualstar Video/WarnerVision Entertainment 53328-3 1306} 1235 |
THE LAND BEFORE TIME IV |
3 2 13 MCA/Universal Home Video/Uni Dist. Corp. 82396 [
WALLACE AND GROMIT: A CLOSE SHAVE
4 | 1] 19 | gge vigeo/Foxvideo 8399 L=
5 8 19 MARY-KATE & ASHLEY'S HAWAIIAN BEACH PARTY 199 | 1295
Dualstar Video/WarnerVision Entertainment 53329-3 i
ALADDIN AND THE KING OF THIEVES
6 5 2 Walt Disney Home Video/Buena Vista Home Video 4609 19% | 24.99 1
SCHOOLHOUSE ROCK: AMERICA ROCK | |
1 v & ABC Video/Paramount Home Video 47022 1995 | 129
THE ARISTOCATS
8 " 4l Wait Disney Home Video/Buena Vista Home Video 0252 HT_ 26_'99_
THE HUNCHBACK OF NOTRE DAME
9 NEWD Walt Disney Home Video/Buena Vista Home Video 7955 1996))f 26:99
OLIVER & COMPANY
10 12 3 Walt Disney Home Video/Buena Vista Home Video 6022 19883172699
SCHOOLHOUSE ROCK: MULTIPLICATION ROCK
11 ? of ABC Video/Paramount Home Video 47023 5% 1233
THE WALLACE AND GROMIT GIFT SET
12183 | 15 | gge video/Foxvideo 4101059 g R
BANANAS IN PAJAMAS: SPECIAL DELIVERY
B 19| 5 | pGram video 8006375493 197 1295
EWOKS: THE HAUNTED VILLAGE
14 20 | 3 FoxVideo 8466 1997 | 1495
BARNEY’S SENSE-SATIONAL DAY
15 d ! Barney Home Video/The Lyons Group 2015 1997 1 &
THE LION KING
16 | 21 | 107 Walt Disney Home Video/Buena Vista Home Video 2977 a5
WALLACE AND GROMIT: A GRAND DAY OUT
17114 )5 BBC Video/FoxVideo 8287 13%n] 398
SCHOOLHOUSE ROCK: GRAMMAR ROCK
18 17 7 ABC Video/Paramount Home Video 47021 13350 | w235
ALL DOGS GO TO HEAVEN 2
w0z MGM/UA Home Video/Warner Home Video M505541 1%6R ezt
POCAHONTAS
20 13 5 Walt Disney Home Video/Buena Vista Home Video 5741 1995 | 2639
SESAME STREET: BEST OF ELMO <
2 1o = Sesame Street Home Video/Sony Wonder 51229 j23bn] 438
BEAVIS & BUTT-HEAD: LAW-ABIDING CITIZENS
22 | NEWD MTV Music Television/Sony Music Video 49315 19971 148
SCHOOLHOUSE ROCK: SCIENCE ROCK
23| 18| 4 ABC Video/Paramount Home Video 47024 1335812535
BANANAS IN PAJAMAS: MONSTER BANANA
24|15 ¢ PolyGram Video 8006375473 )| s
DROIDS: THE PIRATES AND THE PRINCE
| 2|3 FoxVideo 8467 1997 | 1495

# |TA gold certification for a minimum of 125,000 units or a dollar volume of $9 million at retail
for theatrically released programs, or of at least 25,000 units and $1 million at suggested retail for
nontheatrical titles. < ITA platinum certification for a minimum sale of 250,000 units or a dollar
volume of $18 million at retail for theatrically released programs, and of at least, 50,000 units and
$2 million at suggested retail for nontheatrical titles. ® 1997, Billboard/BPI Communications.
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» MORPHINE

Like Swimming

PRODUCERS: Mark Sandman, Paul Q. Kolderie
DreamWorks/Rykodisc 50009

Low rock band’s major-label bow after a
series of highly acclaimed indie albums
has the potential for a long-deserved com-
mercial breakthrough on the strength of
such subtle, deceptively catchy tracks as
“Early To Bed,” “Eleven O’Clock,” the
swinging “Wishing Well,” and “Murder.”
This time around, the band has colored its
core bass/drums/saxophone sound with
mellotron, guitar, and guest vocals,
increasing its chances for mainstream
acceptance. However, the album is still
dark and moody enough to satisfy long-
time fans’ yearnings for unadulterated
Morphine. Having blazed its own musical
trail in the early '90s, Morphine now
cements it with an album that will be
remembered as a creative milestone.

MAUREEN McGOVERN

The Music Never Ends

PRODUCER: Ettore Stratta

Sterling 1013

You know the players. Superb cabaret
artist Maureen McGovern sings 12 tunes
by the lyric writing team of Alan and Mari-
lyn Bergman and their composer collabora-
tors—Michel Legrand, Dave Grusin, John
Williams, Johnny Mandel, David Shire, and
others. With producer Ettore Stratta set-
ting McGovern against interesting, yet
never overwhelming, orchestral backing,
the singer greets old friends and less famil-
iar ones with a fresh spirit, commanding
such anthems to romance as “The Way We
Were,” “The Windmills Of Your Mind,”
“The Summer Knows,” “You Must Believe
In Spring,” and “I'll Never Say Goodbye.”
One of the less familiar songs, “Like A
Lover,” with music by Dori Caymmi, is a
particularly beguiling rarity, which is also
one way to describe McGovern as an artist.

% THE RALPH PETERSON FO'TET

The Fo'tet Plays Monk

PRODUCER: John Snyder

Evidence 22174

Thelonious Monk, one of the great jazzmen
of the bebop era, is honored by drummer
Ralph Peterson, one of the great jazzmen
of the postmodern era. Leading a Fo'tet of
vibist Bryan Carrott, soprano saxophonist
Steve Wilson, and bassist Belden Bullock,
Peterson’s innovative approach to rhythm
is a fine counterpoint to Monk’s. Examples
can be found in the scrambled beats and
truncated melodies of “‘Jackie-ing”; the
precipitous, uptempo plunge down the har-
monic rabbit hole of “Skippy”’; Wilson’s
Lacey-esque soprano tracing the lilting
lines of a less-angular “Light Blue™; and
Peterson’s staccato percussion outlining a
jagged, frenetic “Criss Cross.” More
straightforward takes on “Epistrophy,”
“Four In One,” and “Well You Needn't” are
accompanied by two originals: Peterson’s
uptempo stylistic impressions of “Monkin’
Around” and Carrott’s yawning melody
lines of “Spherically Speaking,” which
bears the influence of Monk’s more lan-
guid themes.

SPOTLIGHT

AEROSMITH
Nine Lives

PRODUCERS: Kevin Shirley, Aerosmith
Columbia 76547

The record that Aerosmith front
man Steven Tyler called “the most
gut-wrenching” the band has ever
made is also among its most
inspired, most impassioned, and
most impeccably executed. From the
opening squeal of the title track to
the horn-spiked intro to irresistible
lead single, “Falling In Love (Is
Hard On The Knees),” from the
exotic touches of “Taste Of India” to
knockout power ballad “Hole In My
Soul,” the album never lets up in
intensity. In fact, it’s one of the only
records in recent memory with no
filter. Other highlights include “Ain’t
That A Bitch,” “The Farm,” “Kiss
Your Past Goodbye,” and the touch-
ing “Fallen Angels.” An album with
limitless possibilities from a band
that cuts through it all with great
music.

VERUCA SALT

Eight Arms To Hoid You

PRODUCER: Bob Rock

Outpost/Minty Fresh 30001

The swift maturation of this band from
its seminal indie “Seether” hit, on
through its strong “American Thighs”
debut album and wonderfully defiant
“Blow It Out Your Ass, It’s Veruca
Salt” follow-up EF, has been thrilling to
behold. But no one could have been
prepared for the crackling excellence
of this killer record or its explosive
radio triumph with “Voleano Girls.”
Jim Shapiro (drums) and Steve Lack
(bass) are a mountainous rhythm sec-
tion and guitarist/writer/vocalists Nina
Gordon and Louise Post whip up a
whirlwind on remarkable material like
“One Last Time” (a can’t-miss classic),
“Benjamin,” “Shutterbug,” “The
Morning Sad,” “Venus Man Trap,” and
“Eartherosser.” Modern rock is alive,
well, and still evolving on one of the
best albums of the year—and of the
decade.

JOHN LEE HOOKER
Don’t Look Back

PRODUCERS: Van Morrison, Los Lobos with
Mario Caldato Jr.

Pointblank/Virgin 12207

The consummation of a long-
planned collaboration between
blues great John Lee Hooker and
his friend Van Morrison, this album
features new Hooker originals,
Morrison’s “The Healing Game,”
and covers of Freddie Williams’ “I
Love You Honey” and Jimi Hen-
drix’s “Red House”—all performed
with style and grace by Hooker and
such great support players as Los
Lobos, Charles Brown, and Morri-
son. Four tracks are outright duets
between Hooker and Morrison,
whose bluesy, soulful voices com-
bine beautifully as they trade lines.
A meeting of two kindred musical
spirits that should appeal to blues,
triple-A, roots musie, and college
outlets, as well as to the individual
artists’ longtime fans.

» DJ MUGGS

Muggs Presents . . . The Soul Assassins, Chapter 1
PRODUCER: DJ Muggs

Columbia 66820

As the sonic scientist behind much of
Cypress Hill’s blunted output, Muggs is
already a hip-hop innovator to be reckoned

with. On this cohesive compilation—which
brings together some of the biggest names
from all over Planet Rap, including KRS-
One, Goodie Mob, Mobb Deep, Dr. Dre,
and MC Eiht—he reinforces his lofty posi-
tion behind the mixing board. Despite the
talented voices, his eerie beats and dark,
haunting grooves are the stars of this
album.

COUNTRY

BIG HOUSE

PRODUCER: Peter Bunetta

MCA 43928

Tuke a sinuous slide guitar, infectious shuf-
fle rhythms, spiky blues harp, laconic and
funky vocals, and a nonstop “Suth-ren”
groove (Jerry Wexler’s famous term for

# A

-
CHARLIE RICH .
Feel Like Going Home: The Essential Charlie
Rich . . g
REISSUE PRODGUCER: Lawrence Cohn i
Epic/Legacy 64762 gl

Enzumngthough he wies the late Chariie

- Rich was o master of the Amerigan popu-
lar sorig. From the horly-tonlin™Lone-
Iy Weekende”, and bar-stasl balladry of
“Bho Will The Next bont He” to such
Mashville pop smishes a4 “The Most

dlards like “Since T Full Far You,” the Sil-
ver Fox eoubil realisge the emationl
potentinl of most uny time. The definitive
eollertion of his aubile genius, Lhe two-
dige *Feel Like Going Home” draws on =
notonly ks "T0s Epic heyay, hut his

. early ik Sun sidea and materdal from

- his final alborm, 1991° “Pietures And
Paintings” on Hire, The set is lovingly
presented, with rare photos and heart-
felt, lyminuiting liner nokes by sueh cols ¢
laborators as Swm Phillips, Billy Sherril,
and Poter Guralnick, Indicative nfthe » .
album’s thoroughness, the finest

¢ g . :

¥

Heautiful Girl” und senstively spun stan- |

¥ Prayers On Fire + +

. Hee-Haw

5
VITAL REISSUESS®
< ; .. 5

. moment on “Feel Like Coming Home” b
comez friin # ravity: the "73 demao ver

» sion of the tilic track. Capturivg Hich ™
alone gt thi: piansg, sang the intrusive .

* backing verentists and syrupy strings that

 marret wine of hiz work, the songg is as e

" subBme a fuzion of gospel grace and »
blues-drenched soul as you'll ever hear. -

THE BIRTHDAY PARTY - “
Junkyard o ) g
PRODUCERS: Nick Launay, the Birthday Party s
2.13.61/Thirsty Ear 21317 v

PREGUCERS: The Bithday Party
2.13.61/Thirsty Ear 21318

hlins
FRULAICERS: The Birthday Party 5.

2. 1361 Thirsly Ear 21319 # -
MutiryThe Bad Seed EP- E “
PRCOUCERS, The Bislwisy Party PO

.« 213.61/Thirsty Ear 21320 = |

Long befare he wrote a noved or dustad -
 with Kylie Minague on a global hit single, -«

Niek Cave bisd oo of the mig !'.ht;:al'iulls? :
"and influential rock bands ever: the = >

Birthday |*arty. Coming up from Down

" some and terrur for olliess With this

" such ape Ameriean hatds as the Joms E

. aegnmd veraion of “Dead Joo™ as a bonus

¥ previously unreladzed oullakes, forctell

##
i . . -

S ¥ «
*

Under in 1979, the Birthrisy Party’s
postpimk expressionizm wus tonie for 4

e

welvgme repsae ol the hand's complete
roccided work, the Birthday Party etill.
angnds meerwhelmingly deck wnd power- =
ful—g preeursor be the sonic vinlenee of

Lizard. 'The erly genmus of singles “The
Friend Cateher” and “Mr, Clarinet™ are
collected on “Hee-Haw " slomg with rare.,
cuts and the title K F; “Tunkyund” fea-
tures the olassic “She’s Hib" as well asa

ruvers On Fire” includes the
kilter “Nick The Slripper” single snd its
Auztralias-onty B-sides; “The Had Bead”
BEP anrd “Mutiny " sugmentad by two

the mere rofined sod of Cave's huter
wole work writh the Bad Seeds (see WTen-
nifier's Vel "), The rereleases ar: oed
wed] with the upeoming issue of the new
Cave albmm “Fhe Boatman's Call” on
Mutek, fint this music isn't fir evervone.
Great music rarely is. B

S T

v

Southern funk), and you get the essence of
Big House. The band veers into smooth
Eagles territory, but this veteran act pro-
jects a constant edge. This is kick-ass road-
house country blues that country listeners
have obviously been missing, given the
group’s embrace by even mainstream coun-
try radio. Yes, but is it country? Weil, when
is the last time MCA Nashville president
Tony Brown released demos as an album?

LATIN

» LOS TEMERARIOS

En Concierto Vol. Il

PRODUCER: Adolfo Angel Alba

Fonovisa 6064

While a live disc might be an unusual
choice for a label debut, this pleasant batch
of smart stage-side takes of greatest hits
by these ranchera-flavored pop stars
should roll at retail, thanks to a robust
push from Fonovisa. Lead single “Ya Me
Voy Para Siempre” already is a top 10 radio
hit, and the band is receiving valuable TV
exposure via its current spots for AT&T.

% LOS PERICOS

Yerbabuena

PRODUCERS: Los Pericos

EMI Latin 56157

Argentina’s good-time reggae titans return
with another zesty blend of ska/reggae
gems (“Por Una Cabeza,” “Como Un Gav-
ilan,” “Boulevard,”) colored at times with
tango, dancehall, samba, and "70s funk. A
breezy reggae cover of the Beach Boys
classic “In My Room” sails along smoothly
until it drop kicks into a startling mambo/
funk riff that would have sounded pretty
cool as a stand-alone instrumental piece.

WORLD MUSIC

% SUSU BILIBI

Dziwo Nefa

PRODUCER: Albi

CrossCurrents Music 50002

Susu Bilibi, an outstanding six-piece
ensemble from Togo, spins vivacious West
African dance rhythms tempered by a
strong sense of European/American pop
songwriting. Driven by skittering guitar
and pervasive percussion—with tasteful
use of electronic keyboards—the set is
highlighted by the infectious beats and
agile horn charts of the title cut, the intoxi-
cating call-and-response choruses of “Ole,”
the joyful, good-time atmosphere of “Nye
Me Woe,” the hard-funk inflections of
“Ogoumouva,” and the rolling, R&B-influ-
enced rhythms of “Sodabi.” This first
CrossCurrents release is licensed from
Face Music Switzerland, as will be subse-
quent world music titles from such states
as Brazil, Egypt, and Georgia.

% ROB EBERHARD YOUNG

Sticks & Stones

PRODUCERS: William Ackerman, Rob Eberhard Young
Imaginary Road 314 534 468

Leave it to Will Ackerman, the Windham
Hill founder who brought us Alex De Gras-
si and Michael Hedges, to unearth another
inventive guitarist. Rob Eberhard Young
shows the influences of those musicians,
especially with his Hedges-like hammer-on
techniques, and weds these skills to kinetic
melodies that often flow out of minimalist
cycles and funky, hard-picking grooves.
Young is joined by bassist Michael Man-
ring, who underpins melodic flights that
are fleshed out by ghost echoes and effects.
In fact, there’s a hidden 25-minute track of
hypnotic ambient guitar loops at the end.

ALBUMS = SPOTLIGHT: Releases deemed by the review editors to deserve special attention on the basis of musical merit and/or Billboard chart potential. VITAL REISSUES: Rereleased albums of special artistic, archival, and commercial interest, and outstanding collec-
u tions of works by one or more artists. PICKS (> ): New releases predicted to hit the top half of the chart in the corresponding format. CRITICS CHOICES (% ): New releases, regardless of chart potential, highly recommended because of their musical

merit. MUSIC TO MY EARS (JJ): New refeases deemed Picks which were featured in the “Music To My Ears” column as being among the most significant records of the year. All albums commercially available in the U.S. are eligible. Send review copies to Paul Verna, Biliboard, 1515
Broadway, New York, N.Y. 10036. Send R&B albums to J.R. Reynolds, Billboard, 5055 Wilshire Blvd., Los Angeles, CA 90036. Send country albums to Chet Flippo, Billboard, 49 Music Square W., Nashville, TN 37203.Send Latin albums to John Lannert, 1814 Fern Valley Road,
Louisville, KY 40219, Other contributors: Havelock Nelson (rap/N.Y.); irv Lichtman (Broadway/cabaret/N.Y.); Brad Bambarger (classical/N.Y.); Drew Wheeler (jazz/N.Y.); Deborah Evans Price (contemporary Christian/Nashville); Gordon Ely (gospel); John Diliberto (new age).
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p SWV Can We (4:28)

PRODUCER: Timbaland

WRITERS: M. Elliott, T. Mosley

PUBLISHERS: Mass Confusion/Virginia Beach/WB, ASCAP
Jive 42445 (¢/o BMG) {cassette single)

The soundtrack to “Booty Call” has a
potential smash in this seductive jeep-soul
chugger. There’s no question of SWV's
ability to take full command of a lyrie, and
it is urged on to a successful swagger by
Timbaland’s straight-to-da-point groove.
The act is joined by guest rapper Missy,
who comes on hard’'n’heavy with a lip-lick-
ing rhyme. Pop programmers eschewing
rap interludes will find the edit useful,
though this is one occasion when the union
of chatting and vamping is downright
kinetic. With R&B radio already on the
case, it’s time for top 40 to clock this win-
ner.

> BEE GEES Alone (4:20)

PRODUCERS: Russ Titelman, Barry Gibb, Maurice Gibb,
Robin Gibb

WRITERS: B. Gibb, R. Gibb. M. Gibb

PUBLISHERS: Gibb Brothers/Careers-BMG. BMI

Polydor 00406 (c/o PLG} (cassette single)

With all the world in a retro frame of
mind, could there a better time for the
Bee Gees to hit the comeback trail? Those
deliciously distinctive harmonies are
woven into a sweetly shuffling pop ballad
that is a direct descendant of the act’s pre-
disco heyday. This single is a creative vie-
tory. The hook is instant and unforget-
table. The lyrics are warmly romantic.
And the production is seamless. Now it’s
time for radio to drive it home. Just one
question . . . Where are the dance remix-
es? Ya gotta serve the clubs with this one!
In any case, this is a fine preview into the
forthcoming album “Still Waters.”

* CYNDI LAUPER You Don’t Know (4:06)
PRODUCERS: Cyndi tauper, Jan Pulsford, Mark Saunders
WRITERS: C. Lauper, J. Pulsford

PUBLISHERS: Rella/Sony/ATV Songs, BMI; Tenja/CMI,
ASCAP

REMIXERS: Tony Moran, Prince Quick Mix, Junior Vasquez
Epic 9445 (c/o Sany) (cassette single)

Lauper unveils her new “Sisters Of Aval-
on” collection, offering a tune that is far
more biting and intelligent than fluffy past
hits like “Girls Just Want To Have Fun”
and “She Bop.” If programmers can move
beyond the singer’s old cartoonish image,
they will discover an artist and music wor-
thy of placement alongside the likes of
Alanis Morissette. The original version of
“You Don’t Know” unfolds with a jittery
funk beat and jangly guitars that deserve
a listen at modern rock radio. Redrafted
by Tony Moran, the song becomes an
anthemice disco revelation that popsters
will love. Add the underground club per-
spective of remixers Prince Quick Mix and
Junior Vasquez, and you have a single that
aims to hit every possible mark. The next
step is for people to listen.

% BRAND NEW HEAVIES Sometimes (4:10)
PRODUCERS: Brand New Heavies

WRITER: not listed

PUBLISHER: not listed

REMIXERS: The Ummah, Brand New Heavies, Masters At
Work

Delicious Vinyl 4009 (c/o Red Ant) (cassette single}

Now fronted by veteran songwriter
Siedah Garrett, the Heavies preview their
new album, “Shelter,” with a slinky sliver
of soul that demands the immediate atten-
tion of pop, R&B, and rhythm/crossover
programmers. The influence of Garrett is
instantly felt. Besides offering a perfor-
mance that will give jeep kiddies a swift
kick in the pants, she can craft solid hooks
that add dimension to the band’s
acclaimed knack for weaving body-invad-
ing funk rhythms. A potpourri of cutting-

edge remixes adds incentive for radio and
club attention, though none are nearly as
strong as the original album version. Jam
on it!

J JAMIROQUAI Virtual Insanity (4-04)
PRODUCERS: Jay Kay, Al Stone

WRITERS: Kay, Smith

PUBLISHERS: EMI/EMI-Blackwood, BMI

Work 9857 (c/o Sony) (cassette single)

Jamiroquai turns in a jazzy social com-
mentary with the second single from its
current album, “Travelling Without Mov-
ing.” Poignant and totally danceable, “Vir-
tual Insanity” picks up where “Space
Cowboy” left off and will satisfy dance and
club music fanaties with its piano riffs and
remixability.

RAY GUELL Inspiration (4:14)

PRODUCER: Carlos Sarlt

WRITERS: R. Guell, Groovy Tunes

PUBLISHER: not histed

REMIXER: Carlos Sarl(

G.T. 001 (cassette single)

Guell continues to effectively cultivate his
Latin heartthrob persona with this smol-
dering slice of dance/pop romance. The
technical limitations of his voice are bal-
anced by a sincerity that makes you want
to listen again and again. He is aided by
sashaying disco rhythms created by pro-
ducer Carlos Sarli that encourage you to
shake your shoulders and grind your booty.
The addition of a Spanish-language version
and a freestyle mix is a nice touch that can
only help in reaching a wide young urban
audience. Contact: 615-595-1725.

SPANISH FLY | Can See (3.20)

PRODUCERS: Noel Saucedo, the Haus-A-Holics
WRITER: G. Molina

PUBLISHERS: For Upstairs/Led Sted, ASCAP
REMIXERS: Noel Saucedo, the Haus-A-Holics, Jazzy lim
Warner Bros. 8633 (cassette single)

Once again, the Latin and dance music
worlds merge for a shot at pop domina-
tion. Spanish Fly come on like a mild No
Mercy, floating boyish harmonies over a
flamenco-coated hi-NRG groove. The
problem is that the song isn’t as strong as
its instrumentation. There is an act here
worth pursuing, however, and there are
certainly rhythm-rooted programmers
who will find this track (which also comes
with a Planet Soul-like electro/freestyle
remix) worth a whirl.

KENARD Fuhrman The Vermin (no timing listed)
PRODUCER: not isted

WRITERS: K. Gardner, B.S. Hunter, S. Rumph
PUBLISHERS: Meadowlark/Consider the Times, ASCAP
Dore 356 (c/o M.S.) {cassette single)

It was bound to happen. Infamous L.A.
detective Mark Furhman is dissected and
played for lightweight giggles within a
pop/rock setting. Kenard’s voice sounds a
bit like Eddy Grant, which is certainly a
plus. High marks are given for political
correctness, but low marks for humorous
content. Still, there are definitely morn-
ing-show DJs who are going to have a
good time with it. Contact: 718-392-1930.

> KEITH SWEAT Just A Touch (4:15)

PRODUCER: Stevie J.

WRITERS: Webster, Hicks. Tumer, Arrington, Young
PUBLISHER: Stave Song, BMI

Elektra 9787 (cassette single)

Some things are truly better left
untouched. Steve Arrington and Slave cap-
tured a gem on wax with the original ‘Just
A Touch” that cannot be duplicated. Not
only has Keith Sweat unduly re-created the
classic, but he enlisted the new-jack help of
Sean “Puffy” Combs, who further defiles
the song with unnecessary guest raps by
Mase and Pierre. Unfortunately, the single
will get play due to its big-name affiliation.

RANDY CRAWFORD Give Me The Night (3:45)
PRODUCER: not fisted

WRITER: not listed

PUBLISHER: not listed

REMIXER: Mousse T.

Bluemoon/Atlantic 6695 (cassette Single)

This enduring soul stylist takes on George
Benson’s classic tune and transforms it

into a sleek, jazz-kissed delight. The famil-
iarity of the song, coupled with Crawford’s
assured performance makes this an easy
fave for R&B and AC regulars. The jolt
comes via Mousse T's remixes, which
range from retro disco to rugged deep-
house. These versions could help broaden
the audience for a record that deserves to
be heard by the masses.

P> VINCE GILL A Littte More Love (3.06)
PRODUCER: Tony Brown

WRITER: V. Gill

PUBLISHER: Benefit, BMI

MCA 55307 (c/o Unwersal) {7-inch single)

This single has “springtime hit” written
all over it. From Gill's sweet, feathery
vocals to the buoyant melody to the tasty
guitar playing, this is the kind of tune that
radio programmers shouldn’t have to
think twice about. We’'ll be hearing it waft-
ing from radios everywhere for the next
several months.

p DEANA CARTER Count Me In (3:24)
PRODUCER: Chris Farren

WRITERS: D. Carter, C. Jones

PUBLISHERS: EMI/Princeton Street, ASCAP; Hamstein
Cumberland, BMI

Capitol 10389 (7-inch single)

If the strong reaction from the radio pro-
grammers who attended the annual Coun-
try Radio Seminar New Faces show is any
indieation, this will be Carter’s third hit
from her debut dise, “Did I Shave My
Legs For This?” Co-written by Carter,
this is a pretty ballad about a woman who
has been burned by love but still wants to
believe if her man is willing to be true.
Carter’s sweet Southern voice evokes the
mixture of hurt and hope in the lyric and
makes the song memorable.

* KENTUCKY HEADHUNTERS Singin’ The
Blues (2:43)

PRODUCERS: The Kentucky Headhunters

WRITER: M. Endsley

PUBLISHER: Acuff-Rose, BMI

BNA 64781 (¢/o BMG) (CD promo)

The first single from the Headhunters’
forthcoming label debut, “Stompin’
Grounds,” signals the welecome return of
one of country’s most original outfits. The
Headhunters attack this classic country
tune with the same abundance of energy
and homespun charm that made their ear-
lier Mercury efforts so enjoyable. If coun-
try radio is looking for something fresh
and fun, this is it.

% JOHN & AUDREY WIGGINS Somewhere In
Love (3-17

PRODUCER: Dann Huff

WRITERS: K.K. Philiips, C. Leonard

PUBLISHERS: EMDAR/Texas Wedge/Willdawn/Balmur
Entertainment, ASCAP

Mercury 154 (c/o PolyGram) (CD promo)

There’s something appealing about sib-

ling harmonies, and this brother/sister
duo has a wonderful vocal blend. The
song is well written with a catchy chorus
that listeners will enjoy singing along
with. There aren’t many male/female duos
on country airwaves these days, and the
Wiggins definitely deserve a spot on
playlists.

» KEOKI Majick {no timing listed)

PRODUCERS: Keoki Francani, Dave Aude

WRITERS: K. Franconi, D. Aude

PUBLISHER: not listed

REMIXERS: Keoks Franconi, Dave Aude, Steve Levy,
Aaron Carter, Stephen James Barry, Q, Yum Yum, Steve
Kerr

Moonshine 88434 (CD singie)
World-renowned DJ Keoki completes
his transition as a recording artist with
this skittling electronic/drum’n’bass
anthem. This is perfect for those who
never got quite enough of the Prodigy’s
“Firestarter.” It has a similar aggres-
sion and quirky personality. A barrel of
remixes is provided in an effort to cover
almost every base at clubs, though this
record has “radio” stamped all over it.
A nifty preview into the album “Ego
Trip,” due this summer. Contact: 310-
652-8145.

CULTURE BEAT Take Me Away (5.55)
PRODUCER: Cyborg

WRITER: not listed

PUBLISHER: not Iisted

REMIXERS: Cyborg, Peter Graber, Nino Tielman, Geo,
Movers'n'Shakers, Doug Laurent

Interhit 10165 (CD single)

It’s been a long time since the act
helped break ground for dance music at
pop radio with “Mr. Vain.” Since then,
there have been countless acts with a
similar sound. Since this single (which
can be found on the “DMA Dance, Vol-
ume 2" compilation) hasn’t moved far
beyond that formula, its future is iffy.
Still, lead singer Tania Evans is quite
the charmer, and producer/writer
Cyborg has a way with hooks that is
hard to resist. Contact: 213-468-3434.

MICHAEL LEARNS TO ROCK Someday (3:52)
PRODUCER: not fisted

WRITER: not listed

PUBLISHER: not listed

Cleveland International 54334 (CD promo)

A silly name for an act that makes seri-
ous pop music. Given a fair chance, this
infectious, rock-fueled pop jam could
heat up triple-A and AC playlists. The
instrumentation offers a smooth and
careful blend of acoustic and electric
guitars, while Michael’s vocals are mild-
ly reminiscent of Foreigner’s Lou
Gramm.

T.D.F. Seven (5:23)

PRODUCERS: Simon Climie, X-Sample

WRITER: not listed

PUBLISHER: not listed

Reprise 8672 (c/o Warner Bros.) (CD promo)

OK, so the cat’s outta the bag. TD.F.
is veteran U.K. tunesmith Simon
Climie and guitar hero Erie Clapton
dipping their toes into the electron-
ie/drum’n’bass pond. Genre purists
may squawk over their territory
being invaded by rockers, but this
instrumental is clearly an earnest
effort. It can help elevate the main-
stream visibility of the budding dance
sound, and it’s actually quite good,
too. Clapton’s signature licks add a
nice edge to Climie’s atmospheric
keyboards and rumbling, staccato
beats. This one will work at a variety
of formats, though the most fun will
be watching some album rockers get-
ting their first introduction to the
electronic dance movement.

NEW & NOTEWORTHY

4-2 THE FLOOR Watching You Watching Me
(3:46)

PRODUCERS: Martyn Norris, Jon Dixon

WRITERS: R Barry, S. Torch, G, Miller, M. Norris
PUBLISHERS: Rive Droite/Almighty/Carnaby, BMI
Curb 73013 (cassette single)

With so many Euro-charged hi-NRG
records vying for radio airplay, it takes
a record with a little something extra
to rise above the pack. This act accom-
plishes that feat, while continuing to
mine the kind of familiar ground that
listeners require. In addition to fast-
paced beats and super-shiny rave
synths, this track offers occasional
splashes of acoustic guitars (and not of
the No Mercy/flamenco variety) and a
wonderfully gritty and commanding
vocal. Factor in a chorus that you'll be
humming long after an initial spin, and
you have a smash waiting to happen.
And if the additional cuts on the CD
pressing are a fair indication, this act
has a nifty album in em, too.

ROCK TRACKS

* DASH RIP ROCK Liquor Store (3 39)
PRODUCER: not listed

WRITERS: Davis, Segal, Melacon

PUBLISHER: Dash Rip, BMI

Naked Language/ichiban 6502 (CD promo)
Dontcha just love a good ol’ cow-punk
band? Several bars into this ditty, and
you’ll be hankering to be in your
favorite bar, knocking back a few and
swapping dirty jokes with your buddies.
This New Orleans trio has already
earned a mighty heated cult following in
the South. The time has come for the
rest of the country to elimb aboard and
revel in the barrage of erunchy guitars,
toe-tappin’ beats, and amusing lyrics.
One of several radio-ready jams from
the way-cool album “Gold.” Contact:
770-419-1414.

* HOARSE Wallfiower Child (no timing histed}
PRODUCER: not hsted

WRITERS: Gawell, Oestreich

PUBLISHER: tarry Funderbunk, ASCAP

Idol 009 (CD single)

This Detroit-rooted trio feeds college
and modern rock radio’s unsated
appetite for the melodie, no-frills rock
of such late '80s/early '90s bands as
the Descendents and Hoodoo Gurus.
These lads tear through this bopping
ode to the wallflowers of the world
with punkish abandon and endearing
harmonies. Hoarse shares this single
with Watershed, a Columbus, Ohio,
band that storms through “I'd Be A
Liar” with a heavier guitar sound.
This is killer material that demands
the ear of music tastemakers—and
maybe even a major-label A&R exec.
Don’t miss the chance to see these
bands on tour together. Contact: 214-
826-4365.

DEEP PURPLE Hey Cisco (4.23)

PRODUCER: not listed

WRITER: not listed

PUBLISHER: not listed

CMC International 87209 (CD promo)

When the heavy metal resurgence takes
full effect, this enduring act will likely
be on the front lines. This is old-school
guitar action of the highest order, with
just enough art rock keyboards to keep
the eardrums from totally popping. If
ya haven’t had a chance to dive into the
band’s current album, “Purpendicular,”
use this fast-paced, blues-injected cut as
an excuse to finally do so.

» YO YO FEATURING MC LYTE One For The
Cuties (no timing listed)

PRODUCERS: Yo Yo, Battlecat

WRITERS: Y. Whitaker, L. Moorer, R. Muller
PUBLISHERS: Grown Folks/Braokiyn Based/One to
One/All Nations, ASCAP

EastWest 9771 (c/o Elektra) {cassette singte}

The second installation from Yo Yo’s
“Total Control” album, “One For The
Cuties” is a “kind of guys we like” duet
between the veteran rapper and label-
mate MC Lyte. Backed by the usual P-
Funk-influenced music, “Cuties” is a
lackluster girl-posse cut that relies on
the two ladies’ reputation for raw yet
feminine hardeore lyrics more than qual-
ity and a well-developed concept. Both
women could stand to go back to the lyri-
cal drawing board for a remix.

SALTINE The Girl fs Hot (3.44)

PRODUCER: Saltine

WRITER: Saltine

PUBLISHER: Moneytime, BMI

Harris Entertainment 01 (CD single)

Fans of the Miami-bass sound will love
this one. The good news is that “The Girl
Is Hot” has the potential to reach
beyond the limitations of that scene and
land in top 40 waters. Saltine has an
appealing, raspy delivery akin to Tone
Loc, and the groove is embellished with
an array of fun sounds—including elar-
inet loops and scratchy guitars. Check it
out. Contact: 616-649-2077.

s G s. PICKS ( p»): New releases with the greatest chart potential. CRITICS CHOICE (% ): New releases, regardless of potential chart action, which the reviewer highly recommends because of their musical merit. NEW AND NOTEWORTHY: Highlights new and
IN I-E w developing acts worthy of attention. Cassette, vinyl or CD singles equally appropriate for more than one format are reviewed in the category with the broadest audience. All releases available to radio and/or retail in the U.S. are eligible for review. Send
copies to Larry Flick, Billboard, 1515 Broadway, New York, N.Y. 10036. Country singles should be sent to Deborah Evans Price, Billboard, 49 Music Square W., Nashville, Tenn. 37203. Contributors: Doug Reece (L.A.), Shawnee Smith (N.Y.)
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Reviews & Previews

DIRECT-TO-VIDEO

HONEY, WE SHRUNK OURSELVES

Wwalt Disney Home Video

75 minutes, $22.99

Wacky inventor Wayne Szalinski gets
into more trouble in this direct-to-video
sequel to 1992's “Honey, 1 Blew Up The
Kid” and 1989’s “Honey, I Shrunk The
Kids.” In this story, the shrinking tables
are turned when Wayne, his brother, and
their wives find out how to survive when
you’re no bigger than a speck of dust. In
charge of taking care of the kids while
their wives unwind at a posh spa for the
weekend, Wayne and his brother begin
packing up the incredible shrinking
machine for a trip to the Smithsonian
Institution. But first Wayne wants to
shrink an ugly African statue that his
wife wants to throw away. They com-
plete the task but accidentally get
caught in the machine’s rays. Their
wives also get reduced when they unex-
pectedly return home and surprise their
spouses. Now the miniature parents
must work together and try to alert
their preteenage children, who mistak-
enly think they’re home alone for the
weekend. While the kids plan a party,
Wayne and the other adults plan to
amplify their voices over the stereo sys-
tem in order to let the children know
what happened. But first they have to
get to the living room. In an elaborate
stunt, the four board a Hot Wheels car
and propel themselves down its twisting
and turning tracks, eventually becoming
airborne. The stunt is funny, as are
those in which the Szalinskis have to
escape a Roach Motel before another
guest eats them and in which they use
bubbles as transportation. The stunts
are nowhere near the state of the art for
feature films, but they are better than
those of most TV shows. Thanks to a
generous amount of special effects, the
story is fast enough for young viewers
and interesting enough for adults. Rick
Moranis slips easily back into the char-
acter of Wayne as if he were visiting an
old friend. Except for Moranis, none of
the original cast return for this feature.
As Wayne’s brother, Stuart Pankin
seems right at home playing off Mora-
nis’ comic cues. What’s missing is a link
to the past movies. In this installment,
it’s as if the predecessors don’t exist,
and viewers are left trying to fill in
missing information. The feature, Dis-
ney's first live-action, direct-to-video
sequel, isn’t going break any sales
records, but it should set a standard for
others to follow.

LIVE! AT KNEBWORTH

Video Music Inc.

195 minutes, $39.95

Even by today’s standards of big-name
charity concerts, 1990’s benefit in Kneb-
worth, England, for the Nordoff-Robbins
Musie Therapy Center stands as a monu-
mental event. Spanning several hours
and torrential rains, the concert attract-
ed an all-star lineup, including Eric
Clapton, Paul McCartney, Elton John,
Mark Knopfler, Pink Floyd, Robert
Plant, Jimmy Page, Genesis, Tears For
Fears, Status Quo, and Cliff Richard and
an audience of 120,000, Video Music’s
release of this handsomely packaged
three-video boxed set brings back most
of the highlights of the concert, while
also paying tribute to four decades of
music. And with a price tag of $39.95,
fans can afford to fast-forward to their
favorite memories without feeling like
they’ve wasted a dime. Contact: 610-650-
9102,

CHILDREN'S

THE MAGIC SCHOOLBUS: THE BUSASAURUS
WarnerVision

30 minutes, $12.95

The Magic Schoolbus touches down once
again in video outlets with this edge-of-
the-seat tale of dinosaurs. Like an animat-
ed “Jurassie Park,” without the evil rap-
tors, the story takes off when the class
visits a dinosaur dig and the ever-adven-
turous Ms. Frizzle decides to take the stu-
dents back 67 million years to see what life
with T-Rex and company was all about.
Vibrant new box art sets the stage for an
easily recognizable brand identity for the
series and its ancillary products. Also new
in the series are “Taking Flight” and
“Flexes Its Muscles.”

FARM PALS: A DAY ON THE FARM

Tape Worm Distribution

35 minutes, $14.95

Expert production values, animated ele-
ments, stop-motion photography, and an
engaging, colorful cast (including comedi-
an Rip Taylor) make this tape one of the
most enjoyable in the crowded stable of
live-action animal titles. Three animated
hosts—a hip cow, a starry-eyed horse, and
a bullish pig from Brooklyn, N.Y.—show
viewers around a real-life, old-fashioned
dairy farm complete with equipment to
make ice eream. Clever dialogue is pep-
pered with original songs in which chil-
dren are encouraged to participate. Con-
tact: 805-257-4909.

HEALTH & FITNESS

THE FOUR NOBLE TRUTHS

Mystic Fire Video

360 minutes, $108

Although most followers of Buddhist tradi-
tion never get a chance to see the Dalai
Lama in person, they can receive a more
in-depth taste of his teachings from this
exhaustive video collection. The four-tape
set covers the spiritual leader’s two-day
stint last summer at London’s Barbican
Hall. A lengthy introduction-cum-lecture
by a professor of Indo-Tibetan Buddhist
studies gives way to a seemingly unedited
film of the Dalai elegantly discussing the
four noble truths—the truth of suffering,
the truth of the origin of suffering, the
truth of the cessation of suffering, and the
path that leads to the cessation of suffer-
ing—and the Buddhist way of life. Viewers

are advised to find a comfortable spot on
the couch, turn off the ringer on the phone,
and prepare for a long, strange trip.

DOCUMENTARY

INCREDIBLE JOURNEYS

Reader's Digest Video

200 minutes, $59.96

This three-tape set brings 11 fascinating
global voyages to the living room with
grace and a good dose of educational value.
Seen through the eyes of experienced trav-
elers, the episodes—*“From Venice To The
Nile,” “From The Qutback To Nepal,” and
“From The Amazon To The Arctic”—
probe not only the lay of the land, but the
people who inhabit such locales as Aus-
tralia, China, Alaska, and the islands of the
Caribbean. Personal stories and anecdotes
go a long way in painting a picture of life in
these far-away places as well as allowing
viewers to take away intangible souvenirs.
“Incredible Journeys” is available through
a toll-free number and at retail. Contact:
888-RD-VIDEO.

SPACE: HOME AWAY FROM HOME

Wayne Glatz Films & Video Inc.

30 minutes, $14.95

For those who are captivated by the won-
der of weightlessness and what happens on
board a spaceship, this tape will serve as a
broad look at the final frontier. Focusing on
the inner workings of the space station
Skylab, veteran astronaut Jack Lousma
leads a no-nonsense dissertation of life in
the lab and the various experiments he con-
ducted while in space. In addition, Lousma
gives a first-hand account of how he and
others at Mission Control helped guide the
crew of Apollo 13. Although the tape miss-
es a coattail opportunity with Universal
Studios Home Video’s “Apollo 13,” it should
get some interest due to heightened media
coverage of space station Mir and this
year’s launch of the International Space
Station. Contact: 616-776-0354.

JAPANIMATION

BATTLE ARENA TOSHINDEN

Central Park Media/U.S. Manga Corps

60 minutes, $19.95 (uncut and edited versions for
younger viewers)

Based on the home video game of the
same name, “Battle Arena Toshinden”
retains many arcade qualities, including
bulky exposition, characters defined by

specific weapons or attack styles, and sim-
ple techno loops backing the battle action.
The story concerns participants of a fight-
ing tournament who band together
against an evil syndicate whose goal is to
steal the best moves from these fighters,
implant them into man-machines, and
thereby take over the world. Motorcycles
and jump kicks abound. Two 30-minute
episodes provide a low-impact entry into
the world of animation, and fans of the
game might find it fun.

EMN ] <=

ACTIVE

EDITED BY BRETT ATWSOOD

TUROK DINOSAUR HUNTER

Acclaim

Nintendo 64

The best game for the Nintendo 64 (N64)
since “Super Mario 64” arrived. This
incredible 3D action-adventure game
immediately immerses players in a visually
stunning environment that pushes the
N64's processor to the limit. Based on the
comie book character of the same name,
the game centers around Turok, a super-
hero who must survive the Lost Land,
which is populated by aliens, bionic
dinosaurs, and other weird creatures.
Turok travels through caves, cliffs, and
lakes attempting to find the keys needed
to advance to the game’s next level. Game-
play combines the shoot-to-kill elements of
“Doom” and the explore-and-survive aes-
thetic of “Tomb Raider.” Parents should be
warned that the game contains plenty of
blood, and animal-rights activists will be
horrified at a feature that allows players to
shoot innocent deer and other non-threat-
ening creatures for bonus health points.
Except for that politically incorrect snafu,
“Turok Dinosaur Hunter” is a scream.

SONY STATION

http:/fwww.station.sony.com

Sony’s new entertainment megasite is
filled with content that will lure musie
fans, gamers, soap-opera addicts, shop-a-
holies, and game-show freaks. In the
“Sneak Peeks” area, users can listen to

SHAG: THE DANCE LEGEND
by Bo Bryan
Foundation Books, 120 pgs., paperbound edition, $30
Pop archaeologists, take note.
Deep within the recesses of this
uncommonly handsome and grace-
fully written book on the origins of
the Southern “beach music” dance
scene hides an all-too-human strain
of social history too poetic to pass up.
Down along the Carolina coast in
the summer of 1943, “Big George”
Lineberry and “Chicken” Hicks, two
excitable kids from the factory towns
of Greensboro and Durham, respec-
tively, were destined to profoundly
influence the choice of jukebox selec-
tions in their corner of the planet.
Having hung around piceolo joints on
the fringes of black ghettos, where
they soaked up hefty doses of Lil
Green, Amos Milburn, and Big Joe
Turner (as heralded in Billboard’s
Harlem Hit Parade), they decided
that fun-seekers in coastal towns like
Myrtle Beach, S.C., and Carolina
Beach, N.C., could do with some
exposure to this percolating musical
fare. Lineberry found employment

INﬁ PRINT

along the seashore servicing coin
machines and jukeboxes in the black
roadhouses and white dance pavil-
ions, and Hicks was befriended by
others in the same business. Both
young men soon after conspired to
shift the jump blues and boogie
records of the black establishments
into the white emporiums. More self-
ishly, since they were both “top gun”
dancers who met girls on the basis of
their Lindy Hopping prowess,
Lineberry and Hicks found that
white club owners were open to pro-
viding the proper menu of music for
the pair’s impromptu exhibition dane-
ing with assorted comely female

"

partners, since the resultant specta-
cle always drew crowds.

Big band swing at the old wooden
“jump joint” pavilions on the beach-
front gave way to the tastes of Big
George and Chicken, and the inten-
sified Southern heat of the scene led
to an increasingly languid brand of
waltz-tempo jitterbugging dubbed
“the shag.” (An asthmatic dancer
named Billy Jeffers may also have
played a pivotal role in this transfor-
mation.) To give away all the twists
and turns of this libidinous ballroom
saga would spoil the kick of discover-
ing this book, whose look, prose, and
spirit combine the textures of a great
early-surfing photo diary with the
grit of a roots music gazette.

Originally published in a limited,
hardbound $40 “collectors edition” by
Foundation Books of Beaufort, S.C.,
it became a true regional phenome-
non, with copies vanishing as quickly
as a Carolina sunshower. Now avail-
able in a new trade-paper incarnation,
it may well help determine where and
how you spend your summer vacation.

TIMOTHY WHITE

and rate song samples from various Sony
label acts. “Rewind” is a four-minute pro-
gram that documents each week in rock
history. Users are also able to interact
with their favorite artists, such as Ozzy
Osbourne, in the “SIREN Spotlight” area.
The shopping area allows users to pur-
chase various Sony products, including
music and home videos. Hardeore gamers
can check out the combat game “Battle-
ground,” while brainiacs might want to
check out online versions of ‘Jeopardy!”
and “Wheel Of Fortune.” In addition to
the entertainment content, the Station
features a cool online “pager.” Once regis-
tered, users can contact each other on the
Internet through the Station Pass. In
addition, fellow Station members can send
each other greeting cards, as well as chat.
One of the better entertainment-themed
World Wide Web sites.

AUICDO

BC _X K>

EDITED BY TRUDI MILLER ROSEMBLUM

WAR OF THE WORLDS

Adapted by Howard Koch from the novel by H.G.
Wells

Performed by a full cast

Listening Library

70 minutes, $12.95

A co-production between Santa Monica,
Calif.-based nonprofit radio station
KCRW and L.A. Theaterworks, this lively
radio dramatization of the Wells classic
will hook seience-fiction buffs with its all-
star, all “Star Trek” cast. The production,
recorded several years ago, features vet-
erans from the original “Star Trek,” “Star
Trek: The Next Generation,” and “Deep
Space Nine.” The cast includes Leonard
Nimoy, Gates McFadden, Brent Spiner,
Armin Shimerman, and Wil Wheaton.
Presented as a news broadcast over the
radio, this tale of a mock-Martian invasion
of Earth remains as gripping as when
Orson Welles caused a panic when it was
originally broadeast in the "30s. In tribute
to Welles, this production retains the peri-
od feel with music and delivery reminis-
cent of the time. Actor Nimoy and director
John de Lancie (who performs the recur-
ring role of Q on the “Star Trek” spinoffs)
enjoyed this production so much that they
went on to form their own production
company, Alien Voices, which will record
other classic science-fiction works in
radio-drama form.

A CREEPY COMPANY

By Joan Aikman

Read by Eve Karpf

Chivers Audio Books

5 hours {unabridged), $32.95

The real delight here is reader Eve Karpf,
a marvelous performer whose storytelling
talents keep the listener spellbound. In
this collection of 11 spooky tales, Karpf
brings to life a host of eccentric charac-
ters. The lineup includes a stuffy, upper-
class British woman who complains about
every detail of her vacation—until the
tour guide is eaten by a troll; a Yorkshire,
England, handyman who works at a large
manor house and is powerless to prevent
the house’s ghost from murdering the
child of every family that moves in; a bit-
ter, middle-aged Scotsman who tries to
retreat into his childhood with disastrous
results; and a host of eager children with
prattling voices. Although this audio is
billed as being for children, it's really
more suited to adults. With their subtle
chill and disturbing psychological over-
tones, these are not harmless ghost sto-
ries like the popular preteen book series
“Goosebumps.” The endings here are also
unsettlingly ambiguous. Adults, however,
will appreciate the strong character devel-
opment and realistic, slice-of-life descrip-
tions, as well as Karpf’s remarkable per-
formance.

HOME VIDEO: All new titles released at sell-through prices are eligible. Send review copies to Catherine Applefeld Olson, 622 Oakley Place, Alexandria, Va. 22302, ENTER*ACTIVE: Send review copies to Brett Atwood, Billboard, 5055 Wilshire Blvd., Los
Angeles, Calif. 90036. BOOKS: Send review copies to Eileen Fitzpatrick, Billboard, 5055 Wilshire Blvd., Los Angeles, CA 90036 AUDIOBOOKS: Send review copies to Trudi Miller Rosenblum, 202 Seeley St., Brooklyn, N.Y. 11218
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CLASSIFIED ADVERTISING RATES ** ke
Call Jeff Serrette Regular Classified : $6.00 per word, minimum order: $125.00 RRAL ESTATE TO THE STARS

NY State - = ? . iy A For Real Estate iniorn_tation (. [/}
- 212-536-5174 Display NN SEDIODNRER Kara DioGuardi in NY

1515 Broadway New York, NY 10036 IOy 1 - 3 issues $155.00 PER 212-536-5008

1" - 13 issues $150.00 PER

1"-26i $140.00 PER Call Toll Free: 1-800-307-6874
FAX YOUR AD 1"-52 :::32: $115.00 PER Baiil Bt tate fo the Stdie
212-536-8864/5055 G STION WANTED 465,00 PR COLUM I $80.00 per inch

BOX NUMBER: $25.00/RADIO HELP WANTED: $95.00 PER INC
CALL TOLL FREE: 1-800-223-7524 M 95.00 P H ALL MAJOR CREDIT CARDS ACCEPTED

CLASSIFIED ADVERTISING IS NON-COMMISSIONABLE
SERVICES WANTED TO BUY

SERVICES

D.J. VINYL PROMO COMPACT DISCS - 85¢ EACH CASH - CASH - CASH
{Bulk from your C.D. ready master and kabel pasitives) minimum 1000 Top § paid on CD's, Cassettes,
o i 579800 Conploe CD and Cas Pckages Avilbl L
in W, .20 each for addit onal LP's - 4
1-800-874-4174 100 small. Call 201-662-7600 or

1000 7” VINYL 45’s (v wame sieeve) $719.00 reoroer - $379.00 CALL FOR A QUOTE
500 7” VINYL 45’s wimwuire sieeve) $599.00  reorDer - $269.00 Digital Mastering Systems * Digital Audio Duplication ® Compuhr Graphics

TOO00 127 VINYL (i wiite AKET w/ Hoie) $1,699.00 re0RDER - $1149.00 N Q TION Q L T Q P DISC
” .
500 127 VINYL (o white ackerw/ woie) $1,199.00  ReorDER $649.00 / 1110-45ih Averiue North - Nashyille, g,“
ALL PACKAGES INCLUDE: MASTERING / FULL PROCESSING / TESTS / & 4
2-COLOR LABELS / SHRINKWRAP / QUICK TURN AROUND Gur 5
SE CD, VINYL & CASSETTE REPLICATING & PACKAGING — ASK FOR OUR FREE BROCHURE!,

Rainbo Records and €assettes
1738 Berkeley Street, Santa Monica, (A 90404 < (310) 829-3476 < Fax (310} 828-8765

Fax: 201-662-8060

WE PAY TOP ¢

CD's-Cussettes

Videos &
Audio Books

WE BUY IT ALL
(954) 351-0000

FAX: (954) 351-0561-CALL NOW!

EUROPADISK specializes in full service

compact disc replication. Everything is

-_ We Anticipate Your Every Need

CD REPLICATION

Cassette Duplication
Graphic Design & Printing
Digital Editing & Mastering

1-800-527-9225

(716) 691-7631 * Fax (716) 691-7732

o COMPACT DISCS  “z2"
1000 o $1595 | LIl

Livirep Tive P. 0. Box 7107

BURBANK, CA 91510
ReTAIL READY PACKAGE (800) 423-2936

CUSTOMER SUPPLIES: DAT, 1630. or CDR MASTER « COMPOSITE =
NEGATIVES & COLOR KEYS » CD LABEL HILM POSITIVE Fax (81 8) 569-3718

done in-house, on-site for guaranteed-quality

¢CD-Audio *CD ROM +Vinyl <Cassette

““We are cash buyers of un-
wanted LP’s, Cassettes or

CD’s.” No quantity is too
EUROPAD SK,L'}TD. large or small. We pay the
Discs With No Risks. freight. Call:
75 Varick Street, New York, NY 10013. (212)-226-4401, ext.31 FAX (212) 9660456 (609) 890-6000.

COMPLETE SERVICES: replicating » mastering  pressing * graphics  fulfillment

vourans  FREE!

Will Be GUIDE TO

Impressed MASTER TAPE
SAS is a Full Service House PREPARATION

Find out how to prepare
for high quality Audio your audio master for error-
Cassette Duplication and fresaguEcir g must
Compact Disc Replication studio engineers,
from a single ‘reference’ #7‘q§ l/aﬂ/(é

copy to several thousand *3 DISC MAKERS

_ Zmachars Inc.

MUSIC MERCHANDISE
One stop distributor for posters, t-shirts, stickers, hats,
keyrings, buttons, patches, incense, lights, jewelry,
sunglasses, tapestries, and much, much, more..
We are a service based company with all of the latest
merchandise available. Get it all with just one call...

NO MINIMUMS/SAME DAY SHIPPING

dealers only — call for intormation:
1-800-248-2238 - fax #: (305) 888-1924

CD-R's $16~
Your Logo / Fast Turnaround

ADVANCE / PRE-RELEASE REFERENCE / ROM BETA COPIES|
*Per Disk For Multiple Coples
DB Plus Digival Services. Inc.
250 West 57th st. N.Y.C. N.Y. 10107
212-397-4099 / 397-2207 FAX

for recording artists and

C.OpleS,.Cf)mblnlng Fompetl: 1-800-468-9353 » http://www.discmakers.com
tive pricing, superior quali-

ty and quick turn-around
on all orders with respon-
sive service.

Call today for your FREE
Catalog or just simply to discuss l
your future duplication |
requirements. l
[

(800) 727-7181

Delivery & Satisfaction

CD’s $1,450
(price includes inserts)
1-800-876-5950

CJ

AL FERCE"

. FIXTURE

TOTAL CD, CD-ROM
& CASSETTE PRODUCTION

FACTORY DIRECT

¢ Storage Cabinets

Feel the “Power of Excellence” GUARANTEED! Video & Jewelbox
.:‘.2’421'1%".‘(52 ;;'2:1276& " * Video Display Racks >
Studio Reference Disc > M‘Q ¢ Security Systems 19771997

PPN

330 WEST 58th ST, NY, NY 10019 e Custom Counters
¢ Category Signs

* DVD & Laser Displays

2 Year Unconditional Guarantee
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+ ANALOG | DIGITAL MASTERINS SMALL AD_= BIG SAVINGS! :
-SONIC RESTORATION « CD ONE-OFF'S ON OUR EVERYDAY LOW PRICES. . Jewelbox Browser on all Products and Services.
CASSETTES (HIGH wégngggT DISI? o S1s575// gr?g gg)'ssfggg S et In stock now, with optional  ® Free In-Store planning
. TTES( REAL TIME) 1000 CASS's $799 /500 CASS's | ) s =
*COLORED VINYL From your CO-R and tinished film separations. (8\?:2 ?5565271 grid build-up and signage. ¢ Se Habla Espafiol
*CUSTOM CASSETTE BLANKS INCLUDES:4 page, 4-color over 1 color bookiet, 4 color ales Office - i H il
*DESIGN + PRINTING « PACKAGING Iniay card, 2 color CD label, jewel box & shrink wrap. Mamg‘ac/uring Facility Centrally ¢ CD-Rom * Music ¢ Sh|ps from Baltimore or Los Ange'es
. 310 HUDSON STREET WAJOR LABEL QUALITY GUARRNTEED! Located in St. Louis. MO For a Free Color Catalog Call (800) 433-3543
HACKENSACK. NJ 07607 Call today for our price list & additional services. . ’ :
TOLL FREE: 1-888-TRUTONE MAGNETIC AIR PRODUCT  Toll Free 1-888-229-2233 E-mail: sasmedia@earthlink.net | or Fax Us at (310) 937-2070
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HELP WANTED

FOR SALE

VICE PRESIDENT, MAJOR ACCOUNT MGT.

Major Home Entertainment Software Company seeks a senior manager for
its National Account Management staff. Candidates must have minimum of
5 years managing sales and marketing managers servicing major national
accounts. Experience must be with high volume consumer products such
as entertainment software. Strong leadership, organizational, analytical
skills and PC literacy required. Bachelor’'s degree necessary, advanced
degree preferred. Send resume and targeted letter about yourself to:

VP, MAM — Box 8366
Billboard Classified
1515 Broadway — New York, N.Y. 10036

MANAGER
WANTED

On behalf of our executive producer
client, we are soliciting applications
from qualified, experienced and
well connected managers to serve
as representation for a dynamic
and beautiful 28-year-old female,
pop music singer/songwriter. This
five octave, multi-lingual talent was
previously signed in Canada and is
now in the process of securinga U.S.
deal. Interested parties should
reply by fax to:

Hart, Saint-Pierre, DesMarais

Attorney
Attention: Mr. Gino Martel
Fax: (514) 866-8323

NATIONAL SALES EXECUTIVE
Needed by Northern California Music
Software Manufacturer/Distributor. Must
have minimum 4-5 years experience in
national sales position. Duties include sales
promotion to major retail chains, one-stops,
independent stores, and distribution
companies. Travel to key accounts
necessary. Position requires motivated
individual with strong communication skills.
Salary & Benefits commensurate with
experience.

Box 8363 - Billboard Classified
1515 Broadway - New York, NY 10036

ROBBINS ENTERTAINMENT SEEKS:
 DIRECTOR OF SALES/PRODUCTION
» SENIOR PUBLICIST
FAX RESUME AND SALARY HISTORY
TO 212-675-4321.
NO CALLS PLEASE

JUNIOR AGENT
Music & entertainment company seeks junior
level individual to sell, sell, selll Powerful
drive required. Mail resume to:
HLMP, INC.
Suite 302 — 65 West 55th Street
New York, N.Y. 10019
Attn: Michael Taylor

ARTISTS — MAC
Familiar with FC graphics and prepress
relating to music packaging. Versatile,
creative, capable of multi-tasks in a fast
pace environment. Management potential
Trutone, Inc. Hackensack. Call Adrianne

Mickey after 1:00PM  (201) 489-9180.

COMPUTERS

RecordTrak

Inventory Management
For Record Stores

'— 800-942-3008

Fax 203-269-3930
Voice 203-265-3440

/husicware Complete POS / Inventory
Control for ALL your record and

multimedia store needs!

§ Available in Spanish too!
1-888-222-4P0S i tree)

.' FAX: (919)677-9194

E-mail: POS@unidial.com

http://www.idcsoft.com

YOUNG SYSTEMS LIMITED

CONPUTER SYSTENS FOR
THE MUSIC & VIDEO INDUSTRY

77 0-4949 -03 38

MORE THAN 30 YEARS OF EXPERIENCE

770:»840°9723 FAX

INTERNET

POSITION WANTED

PARALEGAL/CONSULTANT
International « Music Markets °
Publishing « Marketing * Contracts
< Negotiation
» Law School Credentials
 Independent Contractor
Tel: 505-474-7343 Fax: 505-474-7344

STORE SUPPLIES

DIVIDER CARDS
BUY DIRECT FROM MANUFACTURER
ALL SIZES AVAILABLE
Dies & Die Cutting
1 (800) 359-5038
755 Wythe Avenue, Brooklyn, NY 11211
THE DISTRIBUTORS SUPPLIER

TALENT

DEADWOOD STAR SEARCH
Casino with reputable Restaurant and
Bar on Historic Main Street in
Deadwood, SD is interested in being
associated with an entertainer.
Desmond & Associales
(605) 787-9151

+ Heavy Metal « Punk * Jazz * Blues » R&B -
Campus Records

Wholesale Distributor of

“Deletions/Overstocks” """

874 Albany Shaker Road
Latham, NY 12110

(518) 783-6698 EXPORT
(518) 783-6753 FAX
For v Unigue Blend of Independent and
Major Label Closeouts and Overstocks
» [eUISNPUl « Mm% + aelibay « 21U0nIal3 « adueq -

5,09 « Y104 » sap|Q - dod

Thrash « Noise » New Age *

Any Case $29.20
ALBUMS, CD’s & 45's CASES
(800) 343-1433
Call Now
ISLAND CASES
(in NY)

(516) 563-0633

Fax: (516) 563-1390

Buy direct and save! While other people are
raising their prices, we are stashing ours. Major
label CD’s, cassettes and LP's as low as 50¢
Your choice from the most extensive listings
available, For free catalog call (609) 890-6000
FAX: (609) 890-0247 or write
SCORPIO MUSIC, INC.
P.0. BOX A

2 2SR aessssddadisasdsisssssiassssssasssds

REALESTATE TDTHESTARS

Rate $80
1 inch by 1 column
Kara DioGuardi
1-800-407-6874 - (212) 536-5008

AAA AR AR A AR AR AR A A A AR A A A AR AR A A A Ak kA ko h ko k kA kh ok

Mk % % 4% % % % % % % % %
(2222222222222

EAST MORICHES, LONG ISLAND

+ SPECTACULAR OPEN BAY FRONT CONTEMPORARY
WITH SWEEPING BAY VIEWS FROM EACH ROOM
OF THIS 4,950 SQ. FT. HOME
« EXPANSIVE DECKING W/POOL HOUSE LEADING TO
PRIVATE BOAT DOCK -

+ LOCATED ON 1.6 LANDSCAPED ACRES -

* BANK OWNED * FINANCING AVAILABLE -

ASKING $1,150,000
CONTACT BRIAN A. AMMAR

(516) 447-2377

TRENTON, NJ 08691-0020

ROCK AND SOUL
ELECTRONICS

4707 462 Tth Ave, NY, NY 10018
212-695-3953/Fax 212-564-5358
For 20 years - N.Y. #1 Music Source
DISCOUNT PRICES
* Large selection on 12" vinyl & LP’s
» CD's » Cassettes - Blank Tapes

PRO D.J. Equipment
* Mixers * Cases * Turntables
Cartridges * Mail Orders Available

DON'T BUY CUTOUTS!

Until You See Our Catalog
Of Great Cassettes & CD's
TARGET MUSIC DISTRIBUTORS

7925 NW 66th Street - Dept. J
Miami, Florida 33166

PH: 305-501-2188 « FAX: 305-591-7210
DEALERS ONLY

SOMETHING
TERRIBLE
HAPPENS WHEN
YOU DON’T
ADVERTISE ...

NOTHING ...

Call

BILLBOARD

CLASSIFIED
1-800-223-7524 (Out of State)
212-536-5174

NASHVILLE -
CENTER HILL LAKE
32 ACRE PRIVATE GATED
ESTATE. MAIN HOUSE +PLUS
SEPARATE BUNK HOUSE &
OFFICE. VIDEO AVAILABLE.

$992,500 561-750-0367

FOR SALE — MALIBU SHORES
Malibu landmark, first time on the
market. Fabulous redevelopment
opportunity.

1.35 acres — 250° of Frontage
20 Room Motel
Mark McDonald — CB Commercial
818-907-4760

NOW YOU CAN

ADVERTISE
UNDER THE BELOW HEADINGS:

SERVICES PRORESSIONAL.SERVICES TICKETS TAPES

SDNGWRITERS MERCHANDISE RADIO HELP-WANTED T-SHIRTS

FOR SALE POSITION WANTEQ ANNOUNCEMENTS

COMPUTERS

HELP WANTED REAL ESTATE TO THE STARS SINGERS COMPACT DISCS

WANTED TO BUY FIXTURES ACCESSORIES EQUIPMENT FOR SALE

STORE SUPPLIES POSTERS 'VENUES LIMOUSINE SERVICES

APPAREL FINANCIAL SERVICES AUCTION RECORDING STUDID

TALENT JOBS AVAILABLE STORE FOR SALE FOR SALE

COLLECTIBLES CATALOGS BUSINESS OPPORTUNITIES NOVELTIES

BOOKS/PUBLICATIONS CONCERT INFORMATION VIDEO BUSINESS FOR SALE NOTICE

INVESTORS WANTED COLLECTOR'S ITEMS TRAVEL MISCELLANEOUS

ARE YOU LOOKING FOR THE RIGHT
EARS TO HEAR YOUR DEMO?

IF YOU WANT TO REACH - RECORD COMPANIES,
A&R EXECUTIVES, AGENTS, CONCERT
PROMOTERS, MANAGERS, INDIE PRODUCERS AND
MANY OTHER MUSIC INDUSTRY PROFESSIONALS

- BILLBOARD’S THE WAY TO GO!!!

INCH RATE: $100.00 PER/4 INSERTIONS
4 ADDITICNAL INSERTIONS/NO CHARGE
SMALL INVESTMENT/LARGE RETURN
CALL 1 (800) 223-7524
WE'LL SHOW YOU HOW...

BILLBOARD MARCH 22, 1997

www americanradiohistorv com

85


www.americanradiohistory.com

Apple Works It. Clean Slate/Work recording artist Fiona Apple pals around with
folks from WNNX (99X) Atlanta during a taping of the station’s “99X Live X.”
Shown, from left, are Work rep Jim Parsons, Apple’s manager Andy Slater, 99X’s
“Phone Boy/Retro Boy,” Apple, assistant PD/host Leslie Fram, and Sean
Demery, music director/middays.

newsline...

THE FEDERAL COMMUNICATION COMMISSION’S (FCC) 4-0 vote last week,
allowing two companies to eventually broadcast a digital audio radio service
(DARS) across the nation, clears a path for four companies to bid on licenses
to offer the new service. The four proponents, which have been awaiting such
aruling for years, stand amid the National Assn. of Broadcasters’ (NAB) dis-
dain. The NAB claims that DARS will make it impossible for local broad-
casters to compete evenly. FCC chairman Reed Hundt also initially opposed
the ruling, saying that any company should be allowed to bid for the service.
The technology will take at least three years to get off the ground.

ALL IN THE FAMILY. SFX Broadcasting picks up a second concert promoter
following its acquisition last year of industry giant Delsener/Slater. Indi-
anapolis-based Sunshine Promotions, with operations in four states, joins the
SFX family, just as the company closes on WFBQ/WRZX/WNDE Indy. Sun-
shine will operate as a separate entity; the deal includes two amphitheaters.

JUSTICE PREVAILS. The Department of Justice is into radio again lately, as
Gulfstar Communications drops its attempted buy of three Fayetteville, Ark.,
radio outlets from Demaree Media, at Justice’s strong suggestion. But Cox
says Justice has OK'd its buy of Syracuse, N.Y.’s three NewCity outlets, includ-
ing ACWYYY.

AND THE WINNERIIS . . . Voice-over veteran and radio mainstay Randy Thomas
has again been selected to announce the Academy Awards March 24, It’s the
third time she’s held the gig over the past five years. Thomas has also

“Hooked On Phonics.”

ROCK ON. “Rockers,” Philadelphia’s longest-running hard rock music show,
returns to WYSP after a near eight-year run on crosstown WMMR. The
show is credited as one of the first to showcase Guns N’ Roses, Stone Temple
Pilots, and Nirvana. Host Ray Koob will again take the helm.

announced the Miss America Pageant, but is best known as the voice of

Country Radio Clamors For Calm
CRS Focuses On Solutions, Keeping Listeners

B BY CHUCK TAYLOR

NASHVILLE—Despite country ra-
dio’s stance as the nation’s most prof-
itable, most listened-to format, a drop
in listening shares over the past year
has grabbed headlines, leaving some to
conclude that country not only has
peaked, but is in a downward spiral.

At the 28th annual Country Radio
Seminar held March 5-11 at the Opry-
land Hotel here, 2,237 broadeasters—
Jjust a hair off from last year—collec-
tively pointed a finger at themselves,
insisting, “Don’t believe the hype.”

Even so, attendees and panelists
bandied over ways to cure the format’s
current ills while maintaining the
strengths established during its boom
earlier this decade.

On the plus side, consultant Bob
Moody of McVay stressed that country
remains as healthy a format as it was in
the early 1990s. “The sky is not falling,”
he said. “We're bringing some of the
negativity on ourselves.” McVay added
that country radio needs to stop using
the early 90s era of Garth Brooks-
mania and “Achy Breaky Heart” as its
benchmark today.

Adding to the optimism was the
Eagle Group’s second “State Of Coun-
try Radio” analysis, which revealed so
few listener complaints about country
that consultant Rusty Walker was
prompted to say, “The people who con-
sume our product have a higher opinion
of country [radio] than those who cre-
ateit.”

Much of the study’s revelations, in
fact, supported the theme that the radio
cup remains full. For example, 66% of
respondents said they listen to country
“often,” as opposed to “sometimes.” The
figure is up 11% over last year’s survey.
Respondents who said they listen to
country one to three hours a day were
up from 29% to 36% this year.

The study offered further evidence,
however, that country has shown virtu-
ally no new cume growth in the last two
years. Asked how long they had been
listening to country, only 4% of respon-
dents said one year or less, identical to

last year’s figure. The majority of this
year’s respondents (73%) said they had
been listening to country six years or
more.

Comparing country listening habits
to last year’s, the study reports that

See CRS observations in |
AirWaves, page 89. I

56% said their country listening habits
were about the same, 31% said they lis-
ten more now, and 13% said they listen
less. Of those listening less, 51% said
they’re doing so because they “enjoy
other music more now;” 29% blamed a
lifestyle change, and 11% said they just
don’t enjoy country as much now.

A different kind of erosion was ob-

served at a panel on the future of the
format, which revealed that country
album sales were down 12% last year
vs. a 3% rise across all genres. Four of
the country albums that finished in the
top 10 in 1995 were also in this year’s
top 10, showing listeners’ lack of affec-
tion for new country artists.

According to PolvGram’s John Madi-
son, reasons include a sharp decline in
cassette sales—which country listeners
favor more than the audiences of other
formats—as well as radio’s current
emphasis on songs rather than artists
and fans’ disdain toward formula songs
and artists.

In the same panel, John Sebastian,
PD of KZ1.A Los Angeles, explained
that his audience breaks the bank on
country-listener stereotypes, boasting

(Continued on page §8)

More than 43 million listeners tune
in to country radio each week, mak-
ing it the furthest-reaching format,
according to Interep’s new qualita-
tive profile of the country radio audi-
ence. With a weekly cume of 43.5 mil-
lion, country tops AC (36.4 million),
news/talk (81.3 million), oldies (20.9
million), and every other format.

The study also revealed that other
formats share more of their listeners
with country than country stations
do with other formats. For example,
25% of AC listeners also tune in to
country, but just 21% of country’s
core listening audience say they also
listen to AC. The difference in other
formats is more dramatic: 19% of
album rock listeners also listen to
country, but only 5% of country lis-
teners say they also listen to album
rock; 23% of oldies radio listeners
tune in to country, but country shares

Study Shows That Countryi
Radio Leads In Listeners

Jjust 11% of its audience with oldies
stations.

According to Interep’s profile of
country listeners, 94% are white,
81% have a high school-level educa-
tion or better, 72% own a home, 69%
are employed full or part time, 64%
are married, and 62% have a house-
hold income of $30,000 or more. Also,
71% of country listeners are in the
18-49 demographic and 65% are in
the 25-54 demo.

Despite country music’s rural
themes, the study found that 71% of
country listeners reside in metropol-
itan areas and only 29% live in non-
metro areas. The largest number of
country listeners (43%) live in the
South, with 26% in the Midwest, 18%
in the West, and 13% in the North-
east.

PHYLLIS STARK

-~ - ~ - i

»

s e iy ey B Sy B I P -

Fall 1996 Edition

The most important tool for music, radio and promotion executives to use every day!
Order your copy now for just $75 (plus $6 shipping and handling, $13 for international orders).

To order your copy today, call (800) 344-7119, or in NJ, (908) 363-4156. You can fax your order to (908) 363-0338,
or mail this ad with check or money order to: Billboard Directories, P.O. Box 2016, Lakewood, NJ 08701.

Please add appropriate sales tax in NY, NJ, PA, CA, TN, MA, IL. & DC. Orders payable in U.S. funds only. All sales are final.

Blcod, FAILERITION  monior,

NV Yot

b ations e AL
Country, Rock, R&B, Top 40

~ B Record Company Promotion
Personnel

M Radio Syndicators
i Top 100 Arbitron Markets

BDPB3076

86

www americanradiohistorv com

BILLBOARD MARCH 22, 1997


www.americanradiohistory.com

Love,” there’s a bitter little line that asks, “Am

I the whore you're working for?” Probably not
the most extreme use of language in a pop song, but
nonetheless, it upset Sweet’s biggest fan.

“My mom was very disturbed by that line,” Sweet
says. “I told her not to worry about it, but she’s such
an obsessive, psycho fan about my music. She lis-
tens to my records constantly—even my old demos.
She follows everything, calling all the time, ‘How
was the show? Were there many people there?” It's
great, really, but it never stops. I'm constantly try-
ing to remind her that I'm just a regular person,
that I'm just her son. Oh, God. ['m talking about my
mother. How uncool.”

No. 21 on Modern Rock Tracks this issue,

Billboard.,

I n Matthew Sweet’s new single, “Where You Get

"j__"I—:[_'E To-F< > H > EH-—_BE T~ <N ad =N

“Where You Get Love” comes from Sweet's sixth
album, “Blue Sky On Mars” (Zoo/Volcano). The
roots of his stylish pure pop can be traced back to
Sweet’s Nebraska upbringing. (There’s even a PBS
special in the works that covers his success as a

1“My mom is such
an obsessive, psy-
llcho fan. She lis-

i :_|tens to my records
'l constantly—even

| my oid demos.”
~—Matthew Sweet

native cornhusker, culminating in the filming of a
recent Lincoln club gig.)
“Lincoln was a nice place to grow up,” Sweet says.

MARCH 22, 1997 Billboard-

BY BRADLEY BAMBARGER

“There wasn't any crime, yet it was a fairly liberal
town, a university town, with a good record store
that had cool imports. So T didn’t come from a farm
or anything, but T think Nebraska does have a cer-
tain Big Sky blandness that made me be more imag-
inative in a way. You're always dreaming there; you're
always having to picture the rest of the world.”

After stints living in Athens, Ga., and New York,
Sweet now resides in Los Angeles. The sunny clime
and proximity to various natural wonders are what
drew him there, as did such cultural touchstones as
B-movies and the Beach Boys (the knowing romp
“Come To California” even kicks off the new album).
The appeal of the Golden State isn’t lost on Mom,
either, Sweet says. “She's always threatening to
move to L.A.”

MARCH 22, 1997

Tracks.

Modern Rock Tracks-

Mainstream Rock

7 < - TRACK TITLE ARTIST o2 . 21¢. TRACK TITLE ARTIST
2| 2| o=z | TE ] ABUMTITLEUF ANY) LABEL/PROMOTION LABEL 2| 5% | a2 | 28 | ALBUM TITLE (IF ANY) LABEL/PROMOTION LABEL
* % ANO. Tx & » *x % ANO. Tx & &
1 I A FALLING IN LOVE (IS HARD ON THE KNEES) 3wedsaNo. 1 @ AEROSMITH 1 1 15 ONE HEADLIGHT 3 weeks at No. 1 @ THE WALLFLOWERS
NINE LIVES COLUMBIA BRINGING DOWN THE HORSE INTERSCOPE
@ 3 3 6 PRECIOUS DECLARATION @ COLLECTIVE SOUL 2 2 2 8 LAKINI'S JUICE ¢ LIVE
DISCIPLINED BREAKDOWN ATLANTIC SECRET SAMADH! RADIOACTIVE/MCA
3 | 2 | 2 | 18 | ONEHEADLIGHT ® THE WALLFLOWERS (3| 5 | 8 | 10 | SANTERIA ® SUBLIME
BRINGING DOWN THE HORSE INTERSCOPE SUBLIME GASOLINE ALLEY/MCA
LAKINI'S JUICE @ LIVE ABUSE ME @ SILVERCHAIR
4 4 4 8 SECRET SAMADHI RADIOACTIVE/MCA @ 4 4 9 FREAK SHOW EPIC
5 5 5 g | ABUSE ME @ SILVERCHAIR 5 3 5 | 13 | GREEDY FLY @ BUSH
FREAK SHOW EPIC RAZORBLADE SUITCASE TRAUMA/INTERSCOPE
GREEDY FLY & BUSH 14 6 THE FRESHMEN & THE VERVE PIPE
@ b b 13 | RazoRBLADE SuITcast TRAUMA/INTERSCOPE @ ) \g'LrX\QISNG ATTHESUN TJCS
7 [ 7 | 10 | KINGNOTHING ¢ METALLICA 6| — | 2 | 2 s
PRECIOUS DECLARATION @ COLLECTIVE SOUL
8 8 8 8 &ﬁ%HQALR:})’EFA'R POLVDTO%';‘&lﬁ 8 | 10 ] 6 | DiscipLingp Breaxpown ATLANTIC
VOLCANO GIRLS @ VERUCA SALT
@ 16 — 2 EJPAR'NG AT THE SUN |su&cJ\uZ) @ 10 12 / EIGHT ARMS TO HOLD YOU MINTY FRESH/QUTPOST/GEFFEN
GONE AWAY © THE OFFSPRING 101 7 | 9 | 17 | CRASHINTO ME © DAVE MATTHEWS BAND
L) 18| & ] SNAY ON THE HOMBRE COLUMBIA CRASH i)
1 6 6 14 A LONG DECEMBER @ COUNTING CROWS
* & & AIRPOWER % % * RECOVERING THE SATELLITES DGC/GEFFEN
IGN OF THE TIMES UEENSRYCHE THE PERFECT DRUG @ NINE INCH NAILS
(AD| NEwWD | 1 | SIGNOF THE TIMES ¢ s 13 | 13 | B | -1 08T rigHway" SOUNDTRACK HOTHING/INTERSCOPE
YOUR WOMAN ¢ WHITE TOWN
10 15 6 ;HYN,&%'S'E g)h];;’gsregr?%%vmmm i STONE TEMPLE ET'LLSJ'% @ 18 2 3 WOMEN IN TECHNOLOGY BRILLIANTY/CHRYSALIS/EMI
MIXED UP ¢ 311
A LONG DECEMBER @ COUNTING CROWS W15 | 15| 2 AL

1319 9 | B | Recoverme nie saTeLLTES DGC/GEFFEN =hl i el

15 17 7 RESIGNATION SUPERMAN @ BIG HEAD TODD & THE MONSTERS * % % A|RPOWER * % K
BEAUTIFUL WDRLD REVOLUTION 3 21 5 THE NEW POLLUTION & BECK
@ 13 14 7 HOPE IN A HOPELESS WORLD WIDESPREAD PANIC ODELAY DGG/GEFFEN
BOMBS & BUTTERFLIES CAPRICORN/MERCURY =T 2 T FEMALE OF THE SPECIES ST
* % % AIRPOWER * * * (16) SPIDERS GUT REACTION/UNIVERSAL
VOLCANO GIRLS ® VERUCA SALT AD| 19 | 19 | 7 | EXCUSE ME MR. EIHOIDOTIET
5| EIGHT ARMS T0 HOLD YoU MINTY FRESH/OUTPOST/GEFFEN TLFS‘S'E%‘S?.OM o T‘:‘EUZZ%%SX%PSE
Wl 1wt E)EEO OF THE DAY L4 MEELEGIEIK/IECE/(\; 18 | 14 | 11 ] 13 | Festpang on THe Moon TRAMPOLENE/STOCKHOLMIMERCURY

73 | BLOW UP THE OUTSIDE WORLD
DOWN ON THE UPSIDE

¢ SOUNDGARDEN
AGM
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w|| oo |~ ||l
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~
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5 THE FRESHMEN
VILLAINS

* % % AIRPOWER % %

DESPERATELY WANTING

20 18 13 17 FRICTION, BABY

GONE AWAY © THE OFFSPRING

® THE VERVE PIPE 28 | 33 | 3 | ynav oN THE HoMBRE - COLUMBIA
RCA

THIRTY-THREE @ THE SMASHING PUMPKINS

@ BETTER THAN EZRA 20127 |16 VIRGIN

MELLON COLLIE AND THE INFINITE SADNESS
S—

SWELL/ELEKTRAEEG

@ NINE INCH NAILS

* % * AIRPOWER % % *

Week of March 2, 1996

@ Beetllebum / Blur
@© Song For The Dumped / Ben Folds Five
@ Change The World / Eric Clapton
@ Cosmic Girl / Jamwroguat
® Runaway / Nuyorican Soul Featuring India
® Discotheque / U2
@ Little Wonder / David Bowie
Falling In Love / Aerosmith
@ Don't Cry For Me
Argentina {From “Evita”) / Madonna
@D Love Is A Wondertul Thing / Fauma Rainey
morn Shippy / Underworld
@ Finally / Eternal
@ 2 Become 1/ Spice Girls
@ That Thing You Do! / The Wonders
@ Amai Unmei/ UA
@ Love Rollercoaster / Red Hot Chili Peppers
@ Say _ If You Feel Alnght / Crystal Waters
@ arigatou / Yosur Inoue « Tamio Okuda
@ Whoever / Lewis Taylor
€0 Forget Me Nots /
Sweet Robots Against The Machine
Mry_ﬂme | Close My Eyes / Babyface
Featuring LL Cool J, H. Hewett, J. Watley &

J Danels

@ Only You / Pauline Wilson

€ Somewhere In The World /
Swing Out Sister

@ 1 Am, | Feel / Alisha's Attic

@ Don't Speak / No Doubt

@ Scarlet / Spitz

@ Everything (It's You) / Mr. Children

@ Volcano Girls / Veruca Salt

@ The Boss / The Braxtons

@ All By Myself / Celine Dion

@D Higher / Glona Estefan

@ 1 Finally Found Someone / Barbara

Compiled from a national sample of airpiay suppled by Broadcast Data Systems’ Radio Track service. 101 Mainstream rock stations and 77 modern rock stations are electronically monitored 24 hours a day, 7 days a week Songs ranked by number of detections
(O Tracks showing an ncrease in detections over the previous week regardiess of chart movement Aipower awarded to those records which attain 800 detections {Mainstream Rock) or 1,100 detections (Modern Rock) tor the first tme. € Videochp availabiity © 1997, Billboard/BPI Communications

THE PERFECT DRUG
a1 2 ! “THE LOST HIGHWAY" SOUNDTRACK NOTHING/INTERSCOPE 31 . 2 WHERE YOU GET LOVE © MATTHEW SWEET Streisand And Bryan Adams
@ 25 38 3 LIE TO ME ¢ JONNY LANG BLUE SKY ON MARS ZOOIVOLCANO & Spiritual Thang / Eric Benet
LIE TO ME AZM @ 21 18 18 DESPERATELY WANTING @ BETTER THAN EZRA @ You Can Do It {Baby) /
@ 27 | 29 5 H. TOOL FRICTION, BABY SWELL/ELEKTRAEEG i )
AENIMA ZO0/NOLCANO 23 1 3 9 DISCOTHEQUE e U? Nuyorican Soul Featuring George Benson
2 2 16 22 LADY PICTURE SHOW ¢ STONE TEMPLE PILOTS PQP ISLAND @ Care About You / Namiee Coleman
TINY MUSIC... SONGS FROM THE VATICAN GIFT SHOP ATLANTIC 30 35 3 THE IMPRESSION THAT | GET @ THE MIGHTY MIGHTY BOSSTONES 3 Les Poemes Des Michelle / Teri Moise
25 2 19 20 HAVE YOU SEEN MARY © SPONGE LET'S FACE 1T BIG RIG/MERCURY @ Un-Break My Heart / Tom Braxt
WAX ECSTATIC COLUMBIA 25 | 20 | 16 | 17 | #1CRUSH GARBAGE Patieak. VYRIea i Ion.CraxIon
2% 2 21 17 JUST ANOTHER DAY @ JOHN MELLENCAMP “ROMEQ + JULIET" SOUNDTRACK CAPITOL @ Freestyle / Misty Didland
MR. HAPPY GO LUCKY MERCURY 2 2 7 12 EVERYDAY IS A WINDING ROAD & SHERYL CROW @ I'm Sull Here / 12it
27 | 26 | 23 } 11 | CHANGE THE LOCKS TOM PETTY AND THE HEARTBREAKERS SRR L @ Romance / Tomoyo Harada
MUSIC FROM “SHE'S THE ONE" WARNER BROS. 25 2 5 HARD CHARGER & PORNO FOR PYROS
28 | 28 | 27 | 26 | BOUND FOR THE FLOOR @ LOCAL H HOWARD STERN PRIVATE PARTS; THE ALBUM WARNER BROS. Everyday Is A Winding Road /
AS GOOD AS DEAD ISLAND 28 28 5 | \éVIIO.L Slé§¥IVE o /0 CQKE Sheryl Crow
OUTTASITE (OUTTA MIND) @ WILCO BAHIONNCEC EAERICORN/MERCURY i
35 35 3 BEING THERE PR 2 % . 7 FIRESTARTER © PRODIGY @ Betore Today / Everything But The Girl
PUSH MATCHBOX 20 XL MUTE/MAVERICK/WARNER BROS. @ Let's Sing And Dance / Cosa Nostra
39 | — | 2 | YOURSELF OR SOMEONE LIKE YOU LAVA/ATLANTIC 0| 29| 27| 21 gegﬁ&gygg out A4 LU%CRLONEJEOJYAASCﬁﬁ)& @ Cold Rock A Party / MC Lyte
DISCOTHEQUE ) @ Say Goodbye / Cheap Trick
w09 | BT ¢ M % | — | 2 | YOUWERE MEANT FOR ME * JEWEL Ryiboodbyelltheap lic
ME WISE MAGIC I PIECES OF YOU ATLANTIC ® Let It Flow / Tab Two
32 30 28 23 BEST OF YOLUME 1 WARNER BROS. 32 27 2 % /?soGgg‘DDASFé)EﬁDTHE FLOOR * LO?Q&NFS @ Ptace Your Hand / Reef
THIRTY-THREE € THE SMASHING PUMPKINS Estoy Aqui/ Shakira
SRR MELON COLLE A THE INFINTE SAONESS - (33)| Re-entry | 2 | HEYDUDE MRS @ Lovefool / The Cardigans
34 32 37 26 AENIMA Z00NOLCANG 34 2 | 31 23 %?gg;lﬁg&)ﬁK TRAUM':\‘/%T%%LCJOBPE & Virtual Insanity / Jamiroquai
Selections can be heard on
(3| NEW | | DRIVEN RUSH
N ;ESUQR lECHo T 2 ‘I‘—NTHEM/AT'\EQNT'C G| NEWD | | ETI!E LOST HIGHWAY® SOUNDTRACK THE SMASHNIO';J}S\?NE/LIJNMEF};SKC”O\‘PSE “Sapporo Beer Tokio Hot 100~
OURNIQUE ¢ MARILYN MANSON
36 | 31 ‘ 30 | 7 | ANTICHRIST SUPERSTAR NOTHING/INTERSCOPE 38 | — | 2 ;HYMM?J;E I?o»};:"s‘gwgr?%%vmcm T SHOP STONE TEMPLE ﬂb\?ﬁ% every Sunday, FM:51EMlon
NEWD | 1 | WHERE YOU GET LOVE ® MATTHEW SWEET 5 J-WAVE /1.3 FM in TOKYO
BLUE SKY ON MARS Z00/VOLCANO NEW ) 1 %AELEP TO DREAM @ FIONA AF\’NFZ)'E,E
WHEN THE ANGELS SING @ SOCIAL DISTORTION
38| 34| % 5 WHITE LIGHT WHITE HEAT WHITE TRASH 550 MUSIC RE-ENTRY 3 ’B‘Eﬁﬁﬁﬁﬂgﬁ“““”"” ¢ BIG HEAD TODD & THE Mi%\,losgﬁs% al 3 Fm J-wn UE
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KCRW, KXLU Turn New Music Into Cash

Noncommercial Compilations Win Profitable Following

B BY DOUG REECE

LOS ANGELES—While most pro-
grammers wouldn’t be taken aback if
they saw tracks from such hot acts as
Beck, Fiona Apple, and the Wallflow-
ers on a compilation issued by their
market's modern rock station, consid-
er what their reaction might be if they
saw those same artists on albums tied
to their local NPR affiliate or college
station.

As unpredictable as this scenario
may be in most cities, two noncom-
mercial radio outlets here—public
broadeaster KCRW and college station
KXLU—are building reputations for
producing impressive CD series.

“Demolisten: Vol. 2” and “Rare On
Air, Volume Three,” KXLU and
KCRW projects, respectively, harness
music featured on the stations’ popu-
lar new-music programs.

“Rare On Air, Volume Three,” which
contains live music aired on KCRW’s
popular show “Morning Becomes
Eclectic,” was released Feb. 24 by
Mammoth Records. One of the best
places to hear musie from up-and-com-
ing acts, the show has been the city’s
worst-kept secret among industry folk
and other Angelenos for years. Beck,
the eels, and Gillian Welch were all
unsigned when their music was fea-
tured on the program.

And while “Rare On Air, Volume

limited pressing an instant collector’s
item.

Beck also allowed KXLU to include
a rare station recording of “Whiskey-
Faced, Radioactive, Blowdryin’ Lady”
on its “Live Vol. 1” set, released in
1995.

As a Friday-night staple on the Loy-
ola Marymount University station,
“Demolisten” has provided a spawning
ground for previously unknown acts
such as Cake, Hole, and the Red Hot
Chili Peppers.

PROMOTIONS

& MARKETING

According to show host Fred Kiko,
the project has evolved significantly
since last year.

“The first one was a 7-inch, and we
started out with the idea that this
would be a cassette,” says Kiko. “But
after talking to [local indie label] No
Life, we knew it was getting too big to
be released on anything but CD.”

The first volume of “Demolisten”
and two previous compilation albums
made up of live material were offered
only as premiums through the sta-
tion.

“Demolisten: Vol. 2,” however, was
released March 6 by No Life, priced at

the label.

“I can’t say exactly how much the
station will make, but after recouping
advertising and manufacturing, they
are getting all the money,” he says. “It’s
just as I've told the bands, ‘You're not
going to make any money, and I'm not
going to make any money.’ ”

Balcom says that Mammoth’s in-
volvement is a largely philanthropic
effort, and, to that end, is budgeted
very conservatively.

“We take the role of raising money
for the station seriously, so the mar-
keting budget is very intelligently put
together,” says Balcom. “There’s not a
lot of gross overspending.”

Baleom says Mammoth also rallies
behind the station as a means of pre-
serving public radio and counteracting
federal cutbacks.

“This is exceptional radio, and one of
the reasons it’s exceptional is because
it’s not swayed by advertisers and rev-
enue,” says Balcom. “It’s a direct link
to the listener, and it counts on them as
well as the government.”

KXLU has arranged a four-night
concert series featuring a rotating cast
of such album artists as Beck, Sukia,
and Old Hickory. Recent shows includ-
ed a March 8 gig at the Alligator
Lounge and a March 9 performance at
No Life’s retail outlet in West Holly-
wood, Calif.

Mammoth will promote “Rare On

HOOTIE & THE BLOWFISH |

Country Arplay Monitor managing
editor Phyllis Stark and Awrplay Mon-
itors editor Sean Ross contributed to
this story

been more musical diversity in the for-
mat. “I think we're in for a spell of bal-
ance, but it may take a while. Diversity
invites so many people in,” she said.
Looking forward, Jordan Berliat of
Left Bank Management said that now
is the time to cultivate the next genera-
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In fact, Mammoth VP/GM Steve
Balcom says the albums, while selling
well in Los Angeles, have become pop-
ular in several territories.

“We've found that people are very
supportive of the station, and it has a
good reputation throughout the coun-
try,” he says. “Obviously, people are
going to be impressed with the lineups,
and oftentimes [the albums] contain
rare tracks, such as Patti Smith’s ver-
sion of ‘Dancing Barefoot’ on [‘Volume
Three’].”

While “Demolisten: Vol. 2” is made
up mainly of the unsigned acts that
KXLU features on its cassette-driven,
Friday-night program, “Demolisten,”
the album contains a track from Gram-
my winner and show alumnus Beck.

The inclusion of the artist’s untitled
song—which shares space with music
by such developing acts as Sukia, Old

tion of country music listeners. “We
have it within ourselves and as a com-
munity to begin to imagine country to
the next generation of listeners. It's
something we’re not doing now.” He
added that most radio genres have a
peak run of seven or eight years. “We
see the peak happening right now with
alternative. We still have the chance to
keep country on top.”

Other notables during the show:

* MCA Nashville president Tony
Brown, at a panel on “The Future Of
Country Music,” noted that oversatura-
tion of artists in the format was “bound
to happen. When something blows up
like country music did, people are
bound to come looking for gold.”

» During the group-heads session
“Radio Vision,” Barnstable Broadcast-
ing’s David Gingold predicted a second
wave of station trading “after groups

© o

State Of Mind. During RCA Records’
annuali artist showcase at the Country
Radio Seminar in Nashville, chart
mainstay Clint Black, shown here, per-
formed with Alabama, Mindy
McCready, Sara Evans, and others
aboard the General Jackson riverboat.
Black's current album, a greatest-hits
package, recently spawned the top
five hit “Like The Rain.”

PHOTO: CHUCK TAYLOR

stations are electronically monitored 24 hours a day, 7 days a week, Songs ranked by number of detections. (O Tracks showing an ncrease in detections over
the previous week, regardiess of chart movement. Airpower awarded to songs which attain 400 adult contemporary detections or 700 adult top 40 detections
for the first time. © 1997, Billboard/BPI Communications.
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Between The Lines In Music City At The
Ever-Engaging Country Radio Seminar

EACH YEAR, the Country Radio
Seminar (CRS) in Nashville summons
some 2,000-plus radio, record label, and
singer/songwriter kinfolk who share an
unparalleled passion for their musical
mierocosm.

It is in Musie City alone that such
camaraderie and unified understand-
ing of issues can turn a five-day con-
ference into as much a slumber party
as the series of panels, research find-
ings, artist showcases, and emotion-
ally charged discussions you read
about in the traditional coverage (see
story, page 86).

Between those lines are stories that
don’t necessarily make headlines, but
figure as prominently into the event’s
essence as Wranglers. Here are high-
lights from CRS 28, Tuesday, March 4,
through Saturday, March 8, at the
Opryland Hotel & Convention Center.

Tuesday, 7:30 p.m.: Even before the
show begins, showcases have begun.
Tonight, it’s Warner Bros.” annual new-
comers lineup at the Grand Ole Opry,
including the video-personable Michael
Peterson, with his imminent hit debut,
the glued-to-your-brain-after-one-lis-
ten “Drink, Swear, Steal And Lie”; and
Anita Cochran, who furthered the
buzz on her heart-tugging “Daddy Can
You See Me” (Music to My Ears, Bill-
board, March 15).

After the show, Cochran—who has
mastered a dozen or so instruments—
gives me the finger, showing how a hik-
ing accident threatened to leave one of
her key strumming fingers at a near-
total loss just as she was preparing to
record guitar solos on her otherwise
completed debut album, “Back To You,”
due April 22.

“The doctors told me there was a
99% chance I wouldn’t play again,”
Cochran says. But thanks to the dex-
terity established from more than two
decades of string-picking and a patient
producer who refused to bring in ses-
sion players as she worked to make
things right again, Cochran eventually
got to put down her own handiwork.
Today, the finger stands in testament
to triumph, raised slightly above the
other four. “It all works, though,” she
says. “It’s not slowing me down now.”

Wednesday, 11:50 a.m.: I thought it
was funny that they hand out maps
when you register for a room here at
the Opryland. Who's laughing now?
Finding your way around 2,279 rooms,
222 suites, nine acres of indoor vegeta-
tion, 15 restaurants, and 600,000 square
feet of exhibit space is already the

EXECUTIVE

UP THE LADDER. WPLJ New York
assistant PD/music director Mike
Preston exits after eight years to
become PD at soon-to-be ARS’ rhyth-
mic hot AC KBKS (Kiss 106) Seattle,
replacing John Stewart. Kevin Peter-
son is suddenly out as PD of Jeff-
Pilot’s WSTR (Star 94) Atlanta. Sister
KQKS (KS107.5) Denver PD Dan
Bowen succeeds him. Modern WNNX
(99X) Atlanta PD Brian Philips
becomes operations manager and a
consultant for Pollack Media Group,
where he’ll work with “a select num-
ber of stations.” 99X assistant PD
Leslie Fram is now PD. KALC (Alice

biggest universal grumble of the show.
This is no convention hotel, it’s a self-
contained munieipality.

Thursday, 10:07 a.m.: Keynote
speaker Lou Holtz, former coach of
the New York Jets and Notre Dame:
“Ninety percent of people don’t want to
hear your problems. The other 10% are

by Chuck Taylor

glad you have them.”

Thursday, 8:49 p.m.: Warm Fuzzy
Award: At the RCA showcase aboard
the General Jackson riverboat, a half-
dozen attending from KMPS Seattle
are huddled for the event, as happy
together as newlyweds. Through the
show, their admiration for one another
is as clear as the five or six sunny days
they get each year back home.

Thursday, 10:30 p.m.: Here’s the
incident demonstrating to the 2,237
attending CRS that even the immedia-
cy of radio can’t always beat word-of-
mouth: At an Epic showcase featuring
Joe Diffie, Collin Raye, and Ty Hern-
don, Capitol artist Tanya Tucker
decides to take to the stage uninvited,
singing one song after another. After
flashing her breasts, delivering a series
of sexually charged comments, and
kissing Raye’s behind, Epic senior VP
of promotion Jack Lameier strongly
suggests that she find stage left.

By morning, Epic staffers are don-
ning T-shirts quipping, “Capitol has her
hits, but we have her ... ” It probably
didn’t help that Tucker’s guest was
“Dateline NBC” host Stone Phillips,
in town for a story set to air March 28.

Friday, 8:50 a.m.: Ambling lost
through the labyrinth of hallways in the
hotel’s Veranda, Magnolia, Delta, and
Cascade conservatory sections, I have
discovered the presence of hidden cam-
eras in the ceilings. I know they’re
laughing at us on the other side.

Friday, 9 a.m.: There’s no deficit of
label/artist marketing at CRS, but
MCA Nashville scores the show’s pro-
motional tour de force with a full-page
ad in USA Today, thanking country
radio broadcasters for their support of

106) Denver assistant PD Jim Lawson
crosses the hall for the same duties at
sister AC KIMN. And WBOB Min-
neapolis GM Kevin McCarthy adds
those duties at oldies sister KQOL.

FORMATS. KIIS-AM Los Angeles
debuted its all-sports format March 7
as XTRA 1150, which will begin car-
rying Dodgers games in '98. Long
Island, N.Y., gets a new signal with
WLVG (Love 96.1), a soft AC. And look
for WWKX (Kix 106) Providence, R.I.,
to boost its market coverage by simul-
casting on recently purchased WPIB,
currently running satellite AC.

the label’s roster. Copies of the paper
are found in bins, at key traffic points,
and at relevant lounging areas. By
day’s end, attendees catching up with
a little news on the outside are let in on
another reason why MCA Nashville is
country’s No. 1 label.

Friday, 4:30 p.m.: Wow, I could
swear I just saw a drag queen in the
Jones Satellite Networks booth on the
exhibit floor. No, wait—she used to be
in a duo, didn’t she? As usual, syndica-
tor Jones has grabbed more attention
than any other company in the hall.
Over three days, DJs Bobby Sherman
and Dakota l.eAnn Summers have
interviewed 50 country artists for more
than 400 nationwide affiliates. Nice job.

Saturday, 1:50 p.m.: At the Acoustic
Cafe luncheon: best musical moment is
former Little Texas member Brady
Seals’ emotive interpretation of “There
Will Never Be Another You,” written
by his uncle Troy Seals. Don’t know
about the others, but I was searching
for my Puffs after that one. Best non-
musical moment comes when the Mav-
ericks’ Raul Malo, trying to remem-
ber song lyries, quips, “Four years on
the road and all I can retain is water.”

Saturday, 3:55 p.m.: At “WCRS
Live,” showeasing great Nashville song-
writers, Bobby Braddock prompts an
instant standing ovation when he sings
his momentous 1980 George Jones hit,
“He Stopped Loving Her Today.” After-
ward, Clint Black notes, “Most people
[in] my generation think that’s the
greatest country song ever written.”
With that, the audience rises again.

Later, host and perennial funnyman
Charlie Monk comments on Opry-
land’s most recent expansion: “Aren’t
you glad this hotel gave us an extra two
miles of walking pleasure?” Hear, hear!

Sunday, 1:45 a.m.: The only way to
end it all—Shoney’s. While waiting in
line for a gloppy bowl of grits, a local
couple stands at the buffet, quietly
trading back and forth the lyries of “I
Want To Be Loved Like That” from
Shenandoah, which is playing over the
restaurant’s speaker above.

Behind all of the playlist analysis, the
trending, and the goods and bads of
country radio that have been picked
apart across the street at CRS 28, this
makes it all seem so simple. And yet it's
where it matters most—in the hallways
of daily life and in the hearts of coun-
try music lovers.

Assistance in preparing this column
was provided by Wade Jessen.

TURNTABLE

STATION SALES. CBS purchases
Entercom’s KITS San Francisco,
with Bonneville buying CBS
Radio’s KPIX San Francisco and
Entercom acquiring CBS” KLOU
St. Louis. After months in trust,
Evergreen Media sells young-end
R&B WEJM (106 Jamz) Chicago to
Crawford Broadcasting for $14.75
million. ABC’s KQRS Minneapolis
has new sisters as surrounding
105.1 frequencies KREV/WREYV
and 105.7 KCFE are purchased
from Cargill Communications. The
three stations will simuleast active
rock as X105.

KZHT Gets Large-Market
Discipline From Buchanan

‘

I WAS SUPPOSED to start on May
1 of last year, but I showed up two
days early and scared the hell out of
everybody,” says Chet Buchanan, PD
of top 40 KZHT (Hot 94.9) Salt Lake
City.

Most surprised of all was Hot 94.9’s
morning jock, who had carefully
planned to quit two days before the
new PD arrived. Instead, he and Bu-
chanan ended up passing each other
in the doorway.

Buchanan to focus solely on Hot 94.9.
“While I feel it’s possible to oversee
two, three, or even four stations, it’s
nearly impossible to actively program
that many stations,” he says, espe-
cially considering the extra hours
required to perform that most deli-
cate of juggling acts: PD/morning
jock.

“[KUBE GM] Michael O’Shea once
told me that the best job in radio is to
be both morning tal-

It’s been an event-
ful year for the station
by anyone’s estima-
tion—three owners in
less than 12 months.
Bountiful Broadcast-
ing sold the property
to Regent, which itself
was recently sold to
Jacor. “This place
needed a dose of
large-market sensibil-
ity, discipline, and
strueture, which Jacor
certainly brings to the
equation,” says Bu-
chanan of the added
programming re-
sources of Jacor VP of
programming Tom
Owens and WFLZ
Tampa, Fla., opera-
tions manager B.J. Harris.

“It’s a little unnerving now that I
have to send B.J. my Selector backup
disc once a week,” he says. “While I
appreciate their help and support,
when you've gotten used to doing your
own thing, it’s like moving back with
your parents. But someday I want to
be a Tom Owens or a B.J. Harris.”

Buchanan was best known for his
two stints at KUBE Seattle over six
years, and two stints at KKRZ (Z100)
Portland, Ore., over five years, all the
while waiting for his first PD gig. He
says he turned down three program-
ming opportunities before accepting
this one, overseeing KZHT and sister
KUTQ (Q99), now classic rock KURR.

Upon his arrival, “Q99 was basical-
ly a pop/alternative station that had
been trying to mainstream itself with
Eric Clapton and Sting,” says Bu-
chanan. Meanwhile, “Hot 94.9 was
leaning very [R&B] and still had over
500 titles in rotation. including stuff
like Paula Abdul’s ‘Vibeology’ and
Just Another Dream’ by Cathy Den-
nis. When I got here, they were play-
ing Weird Al's ‘Amish Paradise’ 60
times a week.” Buchanan has since
moved Hot 94.9 more mainstream.

Here’s a recent 11 a.m. hour on
KZHT: Jewel, “You Were Meant For
Me”; No Doubt, “Spiderwebs”; Real
McCoy, “One More Time”; Sheryl
Crow, “Everyday Is A Winding Road”;
Blackout Allstars, “I Like It”; Donna
Lewis, “I Love You Always Forever”;
Whitney Houston, “Step By Step”;
Celine Dion, “All By Myself”;
BLACKstreet, “No Diggity”; Ace Of
Base, “All That She Wants”; and No
Merey, “Please Don't Go.”

Late last year, KUTQ flipped to
classic rock as KURR. Buchanan was
overseeing it and KZHT until Regent
was handed off to Jacor. Bill May is
now programming KURR, leaving

Billboard.
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CHET BUCHANAN
Program Director
KZHT Salt Lake City

ent and PD,” he says.
“One of my biggest
idols, Gary Bryan,
was doing it at KKRZ
when he hired me. It
really does give you
the best overall sense
of the radio station.”

Buchanan caught a
screening of Howard
Stern’s “Private
Parts” during its
opening week and was
entertained by the
portrayal of various
PDs in the movie as
“controlling assholes,”
as he describes them.
It’s that part of Bu-
chanan’s personality
that is in constant
conflict with his
wacky morning-guy part. “The PD
side in me tells me to be sensible and
keep those bits targeted to 18-34
females while playing 10 songs an
hour;” he says. “The morning-jock side
says, ‘Do what you want and don't
worry, just as long as we don'’t lose the
license. So you only played four songs
this hour. Who cares, as long as you're
having fun?”

Under previous owners, and with
no promotional budget, the staff has
had to learn to operate under a “chew-
ing gum and bailing wire” mentality
to make their presence felt in a mar-
ket that is severely over-radioed.
“About 43 signals penetrate this mar-
ket, and at least 24 of those are viable,
potential top 10 stations,” Buchanan
says. Cume duplication with Hot 94.9
in the fall book is virtually all over the
format map, including the three hot
ACs, KISN (20%), KBEE (19%),
KQMB (17%); three country outlets;
and even the oldies and jazz stations.

“I’ve always said, ‘Give me a box of
T-shirts and a van, and we’ll beat
you,”” he says of his no-frills market-
ing efforts. “Marketing director
Lutisha Robbins is young and aggres-
sive and, like most of this staff; is still
new enough not to know where the
limits are, which is great. I saw her at
Gavin talking to [Arista senior VP]
Richard Palmese, who probably
wouldn’t know me in a lineup. She
walked out of there with Real McCoy
for our upcoming Pioneer Jam.”

He adds, “Needless to say, we're
psyched to be working for Jacor:” He’s
looking forward to an impending
bump in the budget, plus a move to
cushier digs. “I feel our attitude and
philosophy are a good fit with theirs.
I hope they get to know us when they
come here and see how hard we’re
working. More than anything, I want
them to respect us.” KEVIN CARTER
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Music Video

PROGRAMMING

MTV Embarks On ‘Outing’
With Indie Music In Mind

Il BY BRETT ATWOOD

LOS ANGELES—Music videos
from indie-label acts will get a
boost in exposure beginning Mon-
day (17), when MTV debuts “Indie
Outing,” a weekly program devot-
ed to all forms
of independent
musie, including
rock, hip-hop,
reggae, Latin,
and dance.

The half-hour
show, which will
be hosted by former Interview
music editor Dimitri Ehrlich, airs
weekly on Mondays at 1:30 p.m.
and repeats at 8 p.m. on the cable
musie channel.

“The common thought when peo-
ple hear the word ‘indie’ is alter-
native music, but this is not just
‘120 Minutes’ to the tenth degree
of alternative indie,” says Sheri
Howell, VP of music and artist
development for MTV. “We will
include independent labels from all
sorts of formats. There is a lot of
exciting music happening right
now.”

“Indie Outing” will feature clips
from grass-roots indie labels, as
well as indies that are distributed
through major labels. MTV’s
acknowledgment of independent
musie fills a niche long ignored by
most major media outlets.

“In general, this is part of our
attempt to embrace a lot of differ-
ent types of musie,” says Howell.
“It has always been a struggle for
us, since we try to integrate so
many types of music into our
playlist. But this is an opportunity
to open our window to a large com-
munity that is often overlooked.”

The show will usually play three
or four indie clips per episode.

Videos from Atari Teenage Riot
(Digital Hardcore/Grand Royal)
and Jay-Z (Roc-A-Fella) are sched-
uled to appear on the show’s debut.

MUSIC TELEVISION®

“Independent acts don’t neces-
sarily even have to have a video to
be featured,” says Howell. “We’ll
have segments that feature the
people who have a strong passion
for independent music . .. These
are the people who get off their
butts and do something about the
music they love.”

The first episode will feature a
profile on Nervous Records, which
will include a video by the label’s
dance artist Winx. Also on tap is a
story on “digital hardcore” music
and a report on the indie begin-
nings of major-label aets such as
A&M’s Orbit.

‘These are the
people who get
off their butts and
do something
about the music
they love’

“Indie Outing” will also spot-
light independent music-themed
World Wide Web sites and print
fanzines.

Much of the show, which is pro-
duced by Jen Palchinsky, will be
shot on location in various small
record stores, and each episode
will feature a retail employee
relaying the week’s top-selling
indie releases.

“It’s about getting our feelers
out there to find out what is going
on in musie—rather than us trying
to put ownership on any scene,”
says Howell. “We want to keep a
pure focus on the community and
the music.”

MTYV Online will soon feature an
online guide that helps viewers
locate retailers that carry the
music they hear on the show.

FOR WEEK ENDING MARCH 9, 1997

Bilboad. Video Monitor

THE MOST-PLAYED CLIPS AS MONITORED BY BROADCAST DATA SYSTEMS
“NEW ONS" ARE REPORTED BY THE NETWORKS (NOT BY BDS) FOR THE WEEK AHEAD

|

14 hours daily
1899 9th Street NE,
Washington, D.C. 20018

1 Puff Daddy, Can't Nobody Hold Me Down
2 Whitney Houston, Step By Step
3 Assorted Phlavors, Make Up Your Mind
4 Da Brat, Ghetto Love
5 Makaveli, To Live & Die In L.A.
6 Foxy Brown Feat. Jay Z, I'll Be
7 Dru Hill, In My Bed
8 Monica, For You | Will
9 Tracey Lee, The Theme
10 Keith Sweat, Just A Touch
11 Aaliyah, One In A Million
12 4, Somebody’s Somebody
13 Heavy D, Big Daddy
14 Rome, | Belong To You
15 Maxwell, Sumthin’ Sumthin’
16 Ginuwine, Tell Me Do U Wanna
17 Tony Toni Tone, Let's Get Down
18 Aifonzo Hunter, Weekend Thang
19 Camp Lo, Luchini
20 Tre, Take Your Time
21 Immature, Watch Me Do My Thing
22 Fugees Feat. Tribe Called Quest, Rumble In...
23 RZA, Tragedy
24 Westside Connection, Gangstas Make The World...
25 Adriana Evans, Seeing Is Believing
26 Montetl Jordan, What's On Tonight
27 Lil' Kim, No Time
28 112, Cupid
29 Sweetback, You Will Rise
30 Billy Lawrence, Come On

* & NEW ONS* #

For Real, The Saddest Song...
Johnny Gill, Love In An Elevator
Dionne Farris, Hopeless
KRS-One, Step Into A World
Outkast, Jazzy Belle
Rare-Essence, No Bang No More
Face Forever, Rollin In My Ride
Livin Joy, Don't Stop Movin'
Mary J. Blige, Love Is All We Need
Spearhead, U Can't Sing R Song
ETW, Ain't Nobody Dyin But Us
Nuyorican Soul, Runaway

COuMTRY MUSIC TSLEVISION.

Continuous programming
2806 Opryland Dr.,
Nashville, TN 37214

1 Rick Trevino, Running Out Of Reasons To Run
2 Ricochet, Ease My Troubled Mind

3 Tracy Lawrence, Better Man, Better Off
4 Ty Herndon, She Wants To Be Wanted Again
5 Travis Tritt, Where Corn Don't Grow
6 Deana Carter, We Danced Anyway
7 Tracy Byrd, Don't Take Her She's All | Got

8 Terri Clark, Emotional Girl

9 Clay Walker, Rumor Has It
10 Toby Keith, Me Too
11 John Michael Montgomery, | Miss You A Littie +
12 Trace Adkins, (This Ain't) No Thinkin'...
13 Tanya Tucker, Little Things
14 John Berry, She's Taken A Shine
15 Stephanie Bentley, The Hopechest Song
16 Trisha Yearwood, | Need You t
17 Anita Cochran, | Could Love A Man Like That t
18 Sawyer Brown, Six Days On The Road t
19 Little Texas, Bad For Us t
20 Kentucky Headhunters, Singin’ The Blues 1
21 Collin Raye, On The Verge t
22 Kevin Sharp, She's Sure Taking It Well ¥
23 Mila Mason, Dark Horse t
24 Emilio, I'd Love You To Love Me 1
25 Cledus T Judd, Cledus Went Down To Fionda f
26 Nikki Neison, Too Little, Too Much t
27 Daryle Singletary, Amen Kind Of Love
28 Caryl Mack Parker, One Night Stand
29 Brooks & Dunn, A Man This Lonely
30 Martina McBride, Cry On The Shoulder Of...
31 Lee Ann Womack, Never Again, Again
32 Mark Wills, Places I've Never Been
33 Jack Ingram, That's Not Me
34 Patricia Conroy, | Don't Wanna Be The On
35 Brent Lamb, Love Lives On
36 David Lee Murphy, Genuine Rednecks
37 Paul Brandt, | Meant To Do That
38 Jo Dee Messina, Do You Wanna Make Something Of It
39 Bili Engvall, Here's Your Sign
40 Lorrie Morgan, Good As | Was To You
41 Gary Allan, Forever And A Day
42 Charlie Major, This Crazy Heart Of Mine
43 Crystal Bernard, State Of Mind
44 Kathy Mattea, 455 Rocket
45 Kippi Brannon, Daddy’s Little Girl
46 Royal Wade Kimes, Another Man's Sky
47 John Jennings, Everybody Loves Me
48 Jeff Wood, Use Mine
49 Billy Ray Cyrus, Three Little Words
50 Thrasher Shiver, Be Honest

t Indicates Hot Shots

A A NEW ONS* %

Holly Dunn, Leave One Bridge Standing
James Bonamy, The Swing

John & Audrey Wiggins, Somewhere In Love
Kris Tyler, Keeping Your Kisses

LeAnn Rimes, The Light In Your Eyes

5
4
|

I TELEVERON®

Continuous programming
1515 Broadway, NY, NY 10036

1 Aerosmith, Falling In Love **
2 The Wallflowers, One Headlight
3 Nine Inch Nails, The Perfect Drug
4 Live, Lakini's Juice
5 Collective Soul, Precious Declaration
6 Erykah Badu, On & On
7 Puif Daddy, Can't Nobody Hold Me Down
8 Bush, Greedy Fly
9 Aaliyah, One In A Million

10 Metallica, King Nothing

11 No Doubt, Excuse Me Mr.

12 Sheryi Crow, Everyday s A Winding Road
13 Silverchair, Abuse Me

14 Jewel, You Were Meant For Me

15 Beck, The New Pollution **

16 Offspring, Gone Away

17 Subtime, Santeria

18 The Cardigans, Lovefool

19 Blackstreet, Don't Leave Me

20 Babyface, Every Time | Close My Eyes
21 Veruca Salt, Volcano Girls

22 Porno For Pyros, Hard Charger

23 Verve Pipe, The Freshmen

24 U2, Discotheque

25 Fun Lovin’ Criminals, The Fun Lovin’ Cnminat
26 Makaveli, To Live & Die In L.A.

27 Monica, For You | Will

28 Korn, AD.I.D.AS.

29 Soul Coughing, Super Bon Bon

30 Wilco, Outtasite

31 Whitney Houston, Step By Step

32 Warren G, | Shot The Sheriff

33 Snoop Doggy Dogg, Vapors

34 Foxy Brown Feat. Jay Z, I'll Be

35 Duncan Sheik, Barely Breathing

36 Fiona Apple, Sleep To Dream

37 Luscious Jackson, Naked Eye

38 Dru Hili, In My Bed

39 Mighty Mighty Bosstones, The Impression That. .
40 DJ Kool, Let Me Clear My Throat

41 Cake, | Will Survive

42 En Vogue, Don't Let Go (Love)

43 Maxwell, Sumthin’ Sumthin’

44 Toni Braxton, Un-Break My Heart
45 Leah Andreone, It's Alright, It's OK
46 Keith Sweat, Just A Touch

47 Kula Shaker, Hey Dude

48 John Mellencamp, Just Another Day
49 Spice Girls, Wannabe

50 Space, Female Of The Species

** Indicates MTV Exclusive

* & NEW ONS * &

The Noterious B.1.G., Hypnotize
Spice Girls, Say You'll Be Mine
Silverchair, Freak

€ I TNN

THE NASHVILLE NETWORK«
The Heart of Country

30 hours weekly
2806 Opryland Dr.,
Nashville, TN 37214

1 Daryle Singletary, Amen Kind Of Love
2 John Michael Montgomery, | Miss You A Little
3 Ricochet, Ease My Troubled Mind
4 Toby Keith, Me Too
5 Ty Herndon, She Wants To Be Wanted Again
6 Travis Tritt, Where Corn Don't Grow
7 Alison Krauss, Baby Mine
8 John Berry, She's Taken A Shine
9 Trace Adkins, {This Ain't) No Thinkin'...
10 Lorrie Morgan, Good As | Was To You
11 Deana Carter, We Danced Anyway
12 Tracy Byrd, Don't Take Her She's All | Got
13 Terri Clark, Emotional Girl
14 Kathy Mattea, 455 Rocket
15 Clay Walker, Rumor Has It
16 Tracy Lawrence, Better Man, Better Off
17 Collin Raye, On The Verge

18 Martina McBride, Cry On The Shoulder Of...
19 Trisha Yearwood, | Need You

20 Billy Ray Cyrus, Three Little Words
21 Bill Engvall, Here's Your Sign

22 Gary Allan, Forever And A Day

23 Kevin Sharp, She’s Sure Taking It Well
24 Sawyer Brown, Six Days On The Road
25 Emilio, I'd Love You To Love Me

26 Cledus T Judd, Ciedus Went Down To Flonda
27 Nikki Nelson, Too Little, Too Much
28 Kentucky Headhunters, Singin’ The Blues
29 Mark Wills, Places I've Never Been
30 Mila Mason, Dark Horse

* & NEW ONSA #

Crystal Bernard, State Of Mind
James Bonamy, The Swing

LeAnn Rimes, The Light In Your Eyes
Bryan Smith, Jack Of All Trades

MUSIC FIRST

Continuous programming
1515 Broadway, NY, NY 10036

1 The Cardigans, Lovefool
2 The Wallflowers, One Headlight
3 Jewel, You Were Meant For Me
4 No Doubt, Don't Speak
5 Whitney Houston, Step By Step
6 En Vogue, Don't Let Go (Love)
7 Sheryl Crow, Everyday Is A Winding Road
8 Counting Crows, A Long December
9 Celine Dion, Ali By Myself
10 John Mellencamp, Just Another Day
11 Paula Cole, Where Have All The Cowboys G
12 Babyface, Every Time | Close My Eyes
13 4, Somebody’s Somebody
14 Sheryl Crow, If It Makes You Happy
15 U2, Discotheque
16 Duncan Sheik, Barely Breathing
17 Dishwalla, Counting Blue Cars
18 David Bowie, Little Wonder
19 Bee Gees, Jive Talkin'
20 Toni Braxton, You're Makin' Me High
21 Eric Clapton, Change The World
22 Toni Braxton, Un-Break My Heart
23 John Mellencamp, Key West Intermezzo
24 Erykah Badu, On & On
25 Alanis Morissette, Head Over Feet
26 Tracy Chapman, Give Me One Reason
27 R. Kelly, | Believe | Can Fly
28 Seal, Fly Like An Eagle
29 Jewel, Who Will Save Your Soul
30 Jon Secada, Too Late, Too Soon

A A NEW ONS* %

Savage Garden, | Want You

Bruce Springsteen, Secret Garden
After 7, Sara Smile

Barenaked Ladies, The Old Apartment
Blackstreet, Don't Leave Me
Collective Soul, Precious Declaration
INXS, Elegantly Wasted

Van Morrison, The Healing Game

THE CLIP LIST.

A SAMPLING
NATIONAL & L

OF PLAYLISTS SUBMITTED BY
OCAL MUSIC VIDEO OUTLETS FOR

THE WEEK ENDING MARCH 22, 1997.

PRODUCTION NOTES

LOS ANGELES
Ice Cube’s “The World Is Mine”
was the work of director Joseph
Kahn, who also directed photogra-
phy. The clip was produced by Lor-
raine Williams.

NEW YORK
361° director Lara M. Schwartz
was the eye behind the video “Just
The Way You Like It” by Tasha Hol-
iday. Chris D’Annibale produced,
and Dermott Downs directed pho-
tography.

NASHVILLE
The video for “Wolverton Moun-
tain” by Great Plains was directed
by Bob Burwell and Rod Thomp-
son. Peter Cummings and Michael
Beckett produced for Speer Produc-
tions.

OTHER CITIES
Michael Salomon was the eye
behind “Six Days On The Road” by

Sawyer Brown for Picture Vision.
Shot in Miami, the video was pro-
duced by Tom Forrest.

In San Francisco, Commotion Pie-
tures director Gerald Casale was
responsible for Silverchair’s “Freak”
video, which was produced by Raub
Shapiro. Anghel Decca directed
photography.

Casale also direeted “You Don’t
Have To Hurt No More” by Mint
Condition; Allan Wachs produced,
and Adam Beckman directed pho-
tography.

The clip for “She’s A Star” by
James was shot in London. Director
David Mould was the eye behind the
video; it was produced by Partizan
Ltd.

Daniel Zirilli directed Do Or
Die’s clip “Po Pimp/Do You Want To
Ride” in Chicago. Marlon Parry
produced, and Igor Meglic directed
photography for Pop Art Film Fac-
tory.

T H E

MUSIC TELEVISION
YOUCONTROL
Continuous programming

1221 Collins Ave
Miami Beach, FL 33139

AMERICA’S NO. 1 VIDEO
Lil’ Kim, Crush On You

BOX TOPS

Spice Girls, Wannabe

Dru Hill, In My Bed

Whitney Houston, Step By Step
Rahsaan Patterson, Stop By

Tru, | Always Feel Like...

Mack 10 & Tha Dogg Pound, Nuthin' But The Cawi Hit

NEW

Collective Soul, Precious Declaration
Allure, Head Over Heals

Jeru The Damaja, Me Or The Papes
Mighty Mighty Bosstones, The Impression That | Got
Livin' Joy, Don't Stop Movin' Get
eels, Rags To Rags

0dds, Someone Who's Cool

Le Click, Call Me

Orbit, Medicine

Johnny Gill, Love In A Elevator
Blur, Song 2

Matchbox 20, Long Day

Elements Of Life, Sweet Love
O.F.T.B., Body & Soul

Outkast, Jazzy Belle

Dionne Farris, Hopeless
Spearhead, U Can't Sing R Song
Nuyorican Soul, Runaway

Mary J. Blige, Love Is All We Need
Faithless, Insomnia

Soul Assassins, Third World

Mobb Deep, G.0.D. Pt. 1l

Frankie Cutlass, The Cypher Part 3
Cydal, Hollywood

3 X Krazy, Keep It On The Real
B-Rock & The Biz, MyBabyDaddy
Liphe Stilez, Milk Man

Natural Resource, Baseball

Phit Collins, It's In Your Eyes

Merril Bainbridge, Under The Water

MUSIC TELEVISION
The Music Shopping Network

Continuous programming
3201 Dickerson Pike
Nashville, TN 37207

Mariah Carey, Without You

Carly Simon, You Belong To Me

Carole King, You've Got A Friend
Roman Holiday, Stand By

Rod Stewart, Forever Young

Journey, Faithfully

Marty Robbins, EI Paso

Johnny Cash, Folsom Prison Blues
Tammy Wynette, D-I-V-0-R-C-E
George Strait, Cross My Heart

George Jones, | Don't Need No Rocking Chair
Conway Twitty, It's Only Make Believe
Pink Floyd, Time

Black Sabbath, N.I.B.

Lynard Skynard, Saturday Night Special
KISS, C'mon & Love Me

Jimmy Buffett, Margaritaville

Led Zeppelin, Kashmir

Aerosmith, Dude Looks Like A Lady
Van Halen, Panama

.,

]
WOI2IV2 T 22U

Continuous programming
1515 Broadway
New York, NY 10036

NEW

Handsome, Needles

Built To Spill, Untrustable

Tonic, If You Could Only See

Dionne Farris, Hopeless

60Ft. Dolls, Stay

Kathy Mattea, 455 Rocket
Underworld, Pearls Girls

Blur, Song 2

Matthew Sweet, Where You Get Love
Nydia Rojas, La Numera Uno

Future Sound Of London, We Have Explosive
Spearhead, U Can't Sing R Song
Fountains Of Wayne, Sink To The Bottom

Us3, Come On Everybody

Tony Bennett, God Bless The Child
Shawn Colvin, Sunny Come Home
Third Eye Blind, Semi-Charmed Life
Chavez, Unreal Is Here

INXS, Elegantly Wasted

Blur, Beetlebum

WA TECIVTLION &
EUROPE

Continuous programming
Hawley Crescent
London NW18TT

Madonna, Don’t Cry For Me Argentina
Whitney Houston, Step By Step

No Doubt, Don't Speak

En Vogue, Don't Let Go (Love)

Spice Girls, 2 Become 1

MC Lyte, Cold Rock A Party

Toni Braxton, Un-Break My Heart
Ginuwine, Pony

Jamiroquai, Cosmic Girl

Robert Miles, One & One

Snoop Doggy Dogg, Snoop's Upside Ya Head
Boyzone, A Different Beat

East 17, Hey Child

Prodigy, Breathe

Tori Amos, Professionat Widow
Monstars, Hit 'Em High

Fugees, No Woman No Cry

LL Cool J, Ain't Nobody

Backstreet Boys, Quit Playing Games
Blackstreet, No Diggity

VA

Continuous programming
2806 Opryland Dr
Nashville, TN 37214

Steven Curtis Chapman, Lord Of The Dance
Susan Ashton, You Move Me

Jeni Varnadeau, Between You And Me
dc Talk, Just Between You And Me
Skillet, Gasoline

Believable Picnic, Big Fat Nothing
Point Of Grace, Keep The Candle Burning

MxPx, Teenage Politics

4Him, Measure Of A Man

Three Crosses, Michelangelo

Crystal Lewis, Beauty For Ashes

100 Portraits, Jacob’s Ladder

Code Of Ethics, Soulbait

Point Of Grace, Circle Of Friends (new)
Cindy Morgan, The Master's Hand (new)

JB

One hour weekly
216 W Ohio
Chicago, IL 60610

Jamiroquai, Virtual Insanity
Space, Female Of The Species
White Town, Your Woman
60Ft. Dolls, Stay

Wilco, Outtasite

Less Than Jake, Automatic
Moby, Revolver

Vallejo, Just Another Day
eels, Rags To Rags

The Offspring, Gone Away
Squirrel Nut Zippers, Hell

Big Head Todd & The Monsters, Resignation Superman
Fiona Apple, Sleep To Dream
Kula Shaker, Hey Dude

Verve Pipe, The Freshmen

RAGE

1V FOR U-NOT THEM 88

1/2-hour weekly
46 Gifford St
Brockton, MA 02401

Jane Jensen, More Than | Can
Kula Shaker, Hey Dude

The Offspring, All | Want

Korn, A.D.L.D.A.S.

Space, Female Of The Species
Cardigans, Lovefoot

Rush, Half The Worid

Mars Needs Women, Superhero
Live, Lakinis Juice

James, She's A Star

Mighty Mighty Bosstones, The Impression That | Got
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WIDE APPEAL IS KEY TO NEW CROP OF TEEN ACTS

(Continued from page 1)

that they hope the teens’ appeal will
extend beyond their immediate peer
group, and that acts who are not them-
selves teens will resonate with the
younger set. That may be the case with
the teen-oriented, 20-something Spice
Girls, who recently topped the Hot 100
Singles chart for four weeks with
“Wannabe” on Virgin and whose
“Spice” album stands at No. 6 with a
bullet on this issue’s Billboard 200.

A&M and Mercury, meanwhile,
showecased actual teenage artists—
Jonny Lang and Hanson, respective-
ly—at the National Assn. of Recording
Merchandisers conference May 8-11 in
Orlando, Fla. Lang’s album, “Lie To
Me,” is No. 6 with a bullet on the Heat-
seekers chart and No. 136 with a bullet
on The Billboard 200 this issue.

Meanwhile, another teenager, the
14-year-old LeAnn Rimes, was just
named best new artist at the Grammy
Awards. Rimes holds down the top two
positions on the Top Country Albums
chart this issue with the recently
released “Unchained Melody/The
Early Years” and her triple-platinum
debut, “Blue,” both on Curb. The for-
mer title is No. 2 with a bullet on The
Billboard 200.

While record labels haven’t been
attacking the teen market stateside,
such teen acts as Boyzone, East 17,
Take That, and the Backstreet Boys
have found success in other territories,
such as the U.K., Japan, and Canada
(Billboard, Nov. 2, 1996).

While none of those acts has yet to
make a significant impact in America,
Jive Records is hopeful that it can cre-
ate a sensation in the U.S. with its teen-
oriented Backstreet Boys. The group’s
U.S. debut is due July 1.

Like Spice Girls, the Backstreet
Boys are in the teen-idol mold of the
New Kids On The Block, combining a
flashy stage show and dancing with
hook-filled songs. The combination has
won the Orlando-based group a huge
fan base in Canada, where its self-titled
debut topped the charts. According to
Jive, the act has sold more than 8 mil-
lion albums in 25 countries.

A&M’s Lang and Mercury’s Hanson
and Radish are different stories alto-
gether.

Lang is a 16-year-old blues guitar
whiz and has already been on the cover
of Seventeen magazine. His A&M
album “Lie To Me” was released Jan,
28 (Billboard, Dec. 21, 1996).

Soul-influenced modern rock act
Hanson is named for the three broth-
ers who compose the group—Isaac, 16;
Taylor, 13; and Zachary, 11. The band’s
self-titled Mercury debut is due May 6.

Modern rock group Radish is fronted
by 15-year-old Ben Kweller. The band’s
Merecury debut, “Restraining Bolt,” is
due April 22 (see story, page 14).

Representatives for their respective
labels say the unique thing about Lang,
Hanson, and Radish is that while these
acts feature teens, their music has an
appeal that reaches beyond their peers,
in much the same way that teen grunge
band Silverchair has managed to find
success in the U.S,

Yet these acts are the exception to
the rule. Says Morty Wiggins, senior
VP of A&R for A&M (U.S.), “There
aren’t that many teen artists and real-
ly young-end artists that are avail-
able—that are talented, that are com-
mitted, that are developed—that appeal
to teens. It just isn’t happening as
much. When you get something that
feels young and appeals to the young,
it’s great, but I don’t know how much of
that you can actually hunt down . ..
There has never been a whole lot avail-
able.”

Jive (U.S.) president Barry Weiss
acknowledges that in the last few years
“there probably hasn’t been a lot of
music aimed directly at teens.”

Jordan Berliant of Left Bank Man-
agement notes that, according to
research from its joint-venture compa-
ny Strategic Record Research Inc., the
top 10 favorite artists of male and
female teens include Spice Girls, 2Pac,
Method Man, and Snoop Doggy Dogg.
“There are already plenty of groups
appealing to teens,” says Berliant.
“They just happen to be disproportion-
ately hip-hop- and [R&B]-driven.”

In fact, the last time pop teen artists
made a significant impact was nearly a
decade ago, between 1988 and 1990,
when such acts as the New Kids On
The Block, Tiffany, and Debbie Gibson
scored chart-topping albums.

Since then, several acts with teen
appeal have scored huge hits, including
Janet Jackson, Ace Of Base, Alanis
Morissette, Selena, and No Doubt. How-
ever, most of these artists are no longer
teens themselves, and their appeal
extends beyond the teen audience.

“Part of the major potency that has
driven the sales of those albums has
really been the teen audience,” Weiss
says. “I'm not necessarily sure if those
projects superserved the teen audience
or were geared directly at them, but I
would say that the teen audience has
been a major part of their sales.”

Jive signed the Backstreet Boys to
fill a void in the pop sphere, rather than
simply the teen market, according to
Weiss.

“When we heard the way these five
guys sing,” says Weiss, “we felt that
they are as real for the pop genre as
Garth Brooks is to country and our own
R. Kelly is to the R&B market ... We
see this group, because of their vocal
ability, as not being just a teen-appeal
group, despite the fact that [teens] are
going to be a very big part of their audi-
ence.”

TEENAGE WASTELAND?

Marketing teen acts, however, is a
risky proposition. Today’s teens have
more sophisticated tastes and are often
turned off by products marketed
directly to them.

“There is negativity attached to a
teen artist,” Weiss confirms. “There is
quick burn and a media backlash based
on what happened with the New Kids
On The Block.”

After enormous success in the late
’80s, the New Kids attempted to grow
with their audience and become more
sophisticated-—even going so far as to
rename themselves NKOTB—but the
number of people interested in the act
shrank dramatically.

Weiss, however, maintains that the
Backstreet Boys are different. “It’s not
like we said, ‘Oh my God, there’s a void
in the marketplace for teen groups.
Let’s go out and sign one,”” he
explains. “When we signed this group,
it wasn’t too dissimilar to when we sign
any other group. We believe that there
is real artistry in what they do.”

Steve Greenberg, VP of A&R for
Mercury, similarly states that Mercury
signed Hanson because of the group’s
talent, rather than the fact that it fea-
tures teenagers and has potential teen
appeal.

“A lot of A&R departments [are]
worried about their own credibility if
they signed a teen act,” says Green-
berg, “because in the past, a lot of teen
acts, like the New Kids On The Block,
were wholly manufactured.”

In fact, when Greenberg first heard
about Hanson, he too was skeptical. “I
thought that maybe they had been

manufactured,” he says, “that maybe
they were backed by adults, but when
I went to see them live, they played
great, they sang great, and they did it
all themselves.”

According to Greenberg, Mercury
didn’t go searching for teen artists, but
rather, Hanson found the label. He
does admit, however, that the fact that
the band members are young could be
beneficial. “There is a hunger in the
market for fresh artists and an obvious
place to look is younger people, but we
didn’t talk about this. It just sort of
happened.”

DIG THE NEW BREED

The new breed of teen stars will be
quite different than some of the teen
success stories of the past, Greenberg
says.

“I think that the kind of saccharin,
manufactured teen-pop that was pop-
ular in the past is not going to come
back, and I don’t think that records
marketed exclusively to teens will
come back either,” he says. “The kind
of teen records that are going to be
popular in the next couple of years are
[going to be] valid records for peaple of
all ages—records where the songs are
good, musicianship is good, and the
artistry is good.”

As Greenberg points out, Hanson
has the qualities that people look for in
adult artists. “They write their own
songs, they play their own instruments,
they sing great, and they have a vision
... Kids want that genuineness. They
don’t want a manufactured sound.”

MEDIA-SAVVY KIDS

Many children are in tune with
music before they reach their teen
years, and those kids often have eclec-
tic preferences.

“Today's kids are sophisticated and
media-savvy, and they are all over the
board in terms of taste,” says Mike
Bessolo, Walt Disney Records (U.S.)
VP of marketing. “They are listening
to what their parents listened to in the
car, and children in the 8-10 age group
may not talk about the fact that they
listen to Disney music, but they are.”

It is also not uncommon for children
to listen to a Disney record and “right
after put on No Doubt,” says Bessolo.

Disney has also primed children to
make the leap to more sophisticated
music with such releases as “Mouse
House,” a compilation of house music
productions of songs from Disney
soundtracks.

“That is a perfect example of a Dis-
ney album that is very topical and
something that a child can have a great
time with and a parent can have a great
time with,” Bessolo adds. “Just because
it’s a children’s record doesn’t mean it
can't be topical and sophisticated.”

Where young listeners go once they
leave behind the music of the Magic
Kingdom is up for debate. Bessolo says
that no matter what music they gravi-
tate toward, it needs to have a key
attribute. “People need something they
can identify [with] and make part of
their lifestyle,” he says.

TEENAGE BLUES

Anyone who has lived through the
often awkward period of life known as
adolescence would seemingly be able
to identify with the blues. A&M’s Lang
certainly does.

Yet neither the label nor the artist
himself is playing up the fact that Lang
is 16. “TI don't think A&M is really trying
to market me as a 16-year-old guitar
guy,” Lang says. “I'm trying to be pret-
ty legitimate and not such a novelty.”

Nonetheless, Lang found himself on

the cover of Seventeen after editors of
the publication were wowed by his idol-
like looks and his music (see story, this

page).

Although Lang is somewhat embar-
rassed by the exposure, he has no sec-
ond thoughts about it. “It was kind of

(Continued on page 100)

B BY GINA VAN DER VLIET

LOS ANGELES-—Although it had
hit a low point in previous years, pop
music remains an element of most
teenage magazines, including Seven-
teen, Bop, BB, Tiger Beat, 16, and
Superteen. The March issue of Sev-
enteen, which has been increasing its
music coverage, featured 16-year-old
A&M blues guitarist Jonny Lang on
the cover. |

Says Susan Kaplow, music editor
at Seventeen (circulation 2.4 million),
“In the past year and a half, we’ve
completely revamped our music cov-
erage and decided to give music the
coverage it deserves. When we saw
Jonny Lang’s picture and heard his
music, we thought, ‘Who better to
represent young people in music?’ ”

Kaplow emphasizes that the mag-
azine’s mostly female target audi-
ence—which ranges from preteens to
college students—is not looking for

the bubblegum music of years past.
Instead, the magazine’s readers like
music with lyrics that reflect what
teenagers are thinking and feeling.
Seventeen favorites include Alanis
Morissette, No Doubt’s Gwen Ste-
fani, and Garbage’s Shirley Manson.

“Cute boys,” she adds, are also a
definite interest, pointing out that
Bush is a very popular band among
teenage girls.

The same preference is reflected
in monthly surveys at Bop and BB
magazines (with circulations around
300,000 plus each), says Cathee Sand-
strom, editor of the two monthlies,
which feature the steady music
columns Maximum Tuneage and
Rhythm & News, respectively.

“Lately, there seems to be a strong
surge for No Doubt,” Sandstrom
says, adding that Bush is also a
favorite. The editor says that certain
artists, such as Mariah Carey, Whit-
ney Houston, and Morissette, have
been staple features on Bop’s and
BB’s pages, but that there hasn’t
been a real superstar teenage act
since New Kids On The Block.

“Right now, we're trying to push
some new boy bands, like the Back-
street Boys,” Sandstrom says. “For
a year, they’ve been due to release

Teen Mags On The Beat

Readers Interested In Boy Bands

their U.S. album, and in anticipation
of that, we've been promoting them,
hoping they’ll be big for us the way
New Kids On The Block were.”

The editor also says that Jive
Records’ Backstreet Boys, who hail
from Orlando, Fla., have been very
successful overseas and in Canada.
As a result, the group has been fea-
tured on the international covers of
Bop and BB, whereas the U.S. covers
have featured teen-idol actors such
as Leonardo DiCaprio.

Hedy End, editorial director of
Superteen (circulation over 400,000),
says that the music scene of the last
few years has not been very teenage-
friendly.

“For one thing,” she says, “there
have been a lot of older celebrities in
the charts. But there was also a lot of
fhardcore] rap music that didn’t nec-
essarily appeal to our readers. It's a
little too serious and often didn’t have
very nice things to say about girls and

women, so there was no real interest
from our readers.”

End says that with new acts such
as Lang, the Backstreet Boys, and
new Mercury act Hanson (three
young brothers) the trend may
change and renew teenagers’ inter-
est in the music scene.

A veteran teen publication that
puts emphasis on newcomers in
music is the bimonthly Tiger Beat
(circulation 200,000), whose associate
editor, Serena Kappes, is in charge of
the monthly column Totally Music. In
the April issue of the 33-year-old
Tiger Beat, for instance, the spotlight
is on 17-year-old Motown artist Jason
Weaver and Spongebath/Zoo rock
band Self.

“My idea for the column was to
introduce acts {to the readers] that
they wouldn't necessarily hear of on
MTV but would also be able to appre-
ciate,” Kappes says.

“What I'd like to do is spotlight
artists that are up-and-coming, or re-
introduce acts that haven’t been
around in a while . . . Sometimes it's
music that you wouldn’t expect to see
covered in Tiger Beat, but I think
that’s a good thing, because it gives
our readers a challenge. A little
diversity can't be bad.”
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MOST RADIO STATIONS AREN'T TARGETING TEENS

(Continued from page 1)

stations can alienate advertisers if
they go for the “teeny-bopper” crowd.

In radio, 18-34 remains the exalted
target. “Most programmers don’t pro-
gram for teens,” says Kevin Peterson,
who until March 10 was PD of hot AC
WSTR Atlanta. “It enhances your 12-
plus numbers, but nobody sells 12-plus
anymore, so what’s the point? Once
you get that baggage of being per-
ceived as a ‘teen radio station,’ it’s hard
to shake that.”

But some radio observers—and a
small number of U.S. programmers
who do concentrate on winning teens’
attention—dispute this conventional
industry wisdom. “When radio stopped
catering to young people, it was the
equivalent of McDonald’s giving up the
Happy Meal,” says Robert Unmacht,
editor of the Nashville-based industry

newsletter M Street Journal. “Those
younger people are learning to get by
very nicely without radio.”

It wasn’t always this way in radio.
Elvis Presley, the Beatles, and their
protégés created careers by using the
airwaves to reach the crucial teen
rock’n’roll market. But as radio grew
into a major business industry,
Unmacht says, it stopped caring about
overall listener numbers. Demograph-
ics became all-consuming; stations
focused one-dimensionally on grabbing
women and adults.

“Today, when people see you've got
a big hunk of teens, well, that really
doesn’t count,” Unmacht says. “It’s
Jjust a bunch of teens.

“We've gotten too sophisticated for
our own good,” he adds. “If you're over
55 and you're under 18, radio doesn’t

really want you. And it’s sad.”

There are exceptions. Across town
from WSTR, Atlanta’s hip-hop WHTA
has found a wide-open niche catering
directly to teen listeners. With its “The
Word” entertainment news report and
a morning personality whom Public
Enemy’s Chuck D. has called “proba-
bly the most prestigious DJ out of
Atlanta,” the station quickly bit a slice
out of its competitors’ audiences. R&B
adult WVEE (V-103) relinquished its
No. 1 ranking last July for the first
time since 1988.

“V-103 had been here a long time.
They had a stranglehold on the mar-
ket,” says Sean Taylor, WHTA pro-
gramming assistant. “At first, a lot of
advertisers thought this is the teeny-
bop station. But I've seen the station
grow; there are people who call us

back who wouldn’t talk to us last year.

“I think the problem is, people are
prejudiced about a bunch of formats.
Hip-hop—only little kids listen to hip-
hop. You could say the same thing
about country: Only rednecks listen to
country. And it’s not true.”

Taylor adds, “I think it depends on
the attitude you take. If you constant-
ly tell yourself you can’t sell this, then
you can’t sell this. I have been here for
a year and a half, and we have sold this
format.”

Still, despite the youth-leaning sue-
cesses of WHTA, WPOW Miami, and
WJIMN Boston—and such new kid-
focused formats as Radio AAHS and
Radio Disney—radio remains an adult
medium.

“We don’t have to focus on [teens]
to get them,” says Erik Bradley, music

WEB, VIDEO GAMES ADD TO COMPETITION FOR TEEN BUCKS

(Continued from page 1)

Research. “This is not something that
the music companies can just ignore
and hope that it will go away—which
we are seeing some signs of. That is a
big mistake.”

According to a new study by Strate-
gic Record Research (SRR), a joint ven-
ture between Left Bank Organization
and Strategic Media Research, 64% of
teens surveyed play video and/or com-
puter games on a regular basis.

“The music industry is suffering
from the increasing amount of time
spent on CD-ROM and video games,”
says SRR analyst Mike Lane. “That
appears to be the biggest threat. Each
$49 game purchase potentially takes
away from the sale of music.”

Several media displacement studies
indicate that World Wide Web surfing,
in particular, is having an impact on
how people spend their leisure time.
By 2000, more than 30% of U.S. house-
holds will have Internet-connected
PCs, according to Forrester Research.

A study by Emerging Technologies
Research indicates that television
viewership has declined 32% and radio
listenership has dropped 10% among
Internet users.

Fortunately for the music industry,
the introduction of the computer into
U.S. households seems to be eroding
the use of television more than music.

Many young Web users play music
simultaneously as “background noise”

for their Web surfing experience,
according to a joint survey by the
Recording Industry Assn. of America
(RIAA) and National Assn. of Record-
ing Merchandisers (NARM), released
March 11 at the NARM convention in
Orlando, Fla.

The report states that “given the
multiple benefits and unique attributes
associated with ‘musie,’” consumers do
not appear to perceive other forms of
entertainment as being directly com-
petitive with music for their time/atten-
tion/consumption . . . Music appears to
complement other forms of entertain-
ment rather than compete with them.
This perception was particularly strong
among younger consumers.”

RETAILERS SEE SIGNS OF HOPE FOR TEEN MUSIC

(Continued from page 1)

age group as they should.”

“When I was growing up, we had
radio,” says Jim Litwak, executive VP
of merchandising and marketing at the
481-store, Albany, N.Y.-based Trans
World Entertainment. “We listened to
AM and FM stations, and later to col-
lege stations as we got older, and we
went to record stores to get the latest
musie.

“You still have all of that, but you can
also search the Internet, turn on MTV,
or watch a sporting event and get the
visual as well as the audio experience.
There’s a lot more that’s coming to you.
You're being bombarded in a lot of dif-
ferent ways that you couldn’t before.”

Some retailers even notice the phe-
nomenon playing out in their own
homes. Larry Mundorf, president of
the Carnegie, Pa.-based National
Record Mart, says of his two children,
“My oldest was thrilled when I would
bring home CDs—couldn’t wait to lis-
ten to them. Now with my [younger]
son, he doesn’t even look at them. He's
into other things, like a lot of kids his
age. Their discretionary dollars are
going elsewhere, and that is a prob-
lem.”

Yet despite teenagers’ apparent
interest in other forms of entertain-
ment besides music (see story, page 1),
there are signs of a resurgence in teen
talent and teen-oriented music that has
retailers hopeful. Fourteen-year-old
country sensation LeAnn Rimes this
vear became the youngest recipient of
the best new artist Grammy Award
and logged two top five albums on The
Billboard 200; 17-year-old blues artist
Jonny Lang’s debut album, “Lie To
Me” (A&M), charted on the Heatseek-
ers, Top Blues Albums, and Billboard

200 charts; Fiona Apple scored a gold
certification for her Work Group debut,
“Tidal,” recorded when she was 19;
Australian teen grunge act Silverchair
hit the top 20 of The Billboard 200 with
its second Epic Records album, “Freak
Show™; and the U.K.’s Spice Girls are
enjoying the worldwide success of their
debut album, “Spice,” which appeals to
a teen audience (see story, page 1).

Meanwhile, hardcore rap, industrial
rock, and heavy metal acts have sold
millions of records to a predominantly
teen following.

Furthermore, Mercury Records is
preparing to release debut albums by
Hanson—a pop group made up of three
brothers aged 11, 13, and 16—and
Radish, an alternative rock band led by
teenager Ben Kweller (see story, page
14).

Although many of these acts don’t
cater specifically to teens, some retail-
ers credit them with energizing a mar-
ket segment that has not been tapped
to its full potential since the late-'80s
breakthrough of New Kids On The
Block.

“There’s enough music that caters to
teens, whether it’s elements of the top
200 or fun things that are happening in
the singles category,” says Litwak.
“When I see that the Jimi Hendrix
Experience is in the top 200, it’s not
just the guy in his 40s trying to relive
his college days who's buying it. And
when I see a Kenny Wayne Shepherd
in concert and he goes off on a Hendrix
riff, it’s obvious that Hendrix’s music
speaks to a young audience.”

Litwak adds that Trans World has
launched a campaign, titled “Music
That Changed Our Lives,” geared at
introducing young listeners to old clas-

sics and adult listeners to new music.
The program encourages Alanis Moris-
sette fans to listen to Patti Smith and
vice versa, or Hendrix fans to check out
Lang or Shepherd.

Spec’s Music, a 47-store chain based
in Miami, has resorted to in-store
appearances to drive young music fans
to its outlets, according to COO Jeff
Fletcher. “We’ve been very successful
at bringing artists into the store for
short performances and autograph
signings,” says Fletcher. “We had LL
Cool J and Mint Condition. For LL, we
had about 1,500 kids in the store. And
because we’re in a heavily Latin area,
we've done well with Ricky Martin and
Luis Miguel in-stores.”

Fletcher adds that Spec’s will soon
target teenagers in its database for the
chain’s Payback program, which gives
discounts, coupons, merchandise, and
other value-added items to frequent
shoppers.

Some retailers feel record labels
could do better in feeding teen-orient-
ed material into the pipeline. Harmony
House’s Del.eon says, “Maybe we
haven’t specifically had records that
spoke to teenagers. We've had all this
alterna-rock and all this stuff, and noth-
ing that’s just plain fun and attractive.”

DeLeon notes that Spice Girls and
No Doubt, through “nice, good, pleas-
ant pop music,” are starting to give
teenagers an alternative to the angst-
ridden music that has dominated the
airwaves this decade. He adds that
teens at the Harmony House super-
store have also been buying heavily into
Tommy Boy and MTV-themed dance
compilations.

Many retailers polled by Billboard

(Continued on next page)

The NARM/RIAA study offered
preliminary findings based on the
results from four focus groups,
totalling about 85 people.

According to Todd Steinman, online
and new media director of Warner
Bros. Records, the Internet is helping,
not hurting, the music industry.

“Though teens are spending way
more time online, they are not moving
away from musie,” says Steinman.
“Younger Internet users tend to come
to music Web sites. They want to see
information regarding their favorite
artists and other music-related topics.”

According to a just-completed SRR
study, 38% of teenagers who are online
regularly search for music content on
the Internet. SRR surveyed a universe
of 10,000 people, 1,850 of whom were
teens. Of those, 17% said they are
online regularly, 71% said they listen
to more albums than they did one year
ago, 10% said they are spending more
time on the Internet, and 18% said
they are playing more video games
than last year.

Observers say approximately 5 mil-
lion teens regularly access the Inter-
net.

Among the most popular musie-
themed Web sites are MTV Online,
Sony Music, and BMG Music Services,
according to the SRR study.

Music-themed Web content, in par-
ticular, has become fiercely competi-
tive. In the last month alone, several
large-scale music Internet ventures
have debuted, including JAMTV and
the Sony Station (see story, page 76).
These join established music Web sites,
including MTV Online, SonicNet, imu-
sie, Addicted to Noise, Rocktropolis,
Live Concerts.com, and Billboard
Online.

In addition, there has been an
increase in Internet-delivered audio
programming, known as netcasting.
Hundreds of traditional radio stations
simulcast their programming over the
Internet using neteast technology,
such as Progressive Networks’
RealAudio. As a result, music, includ-
ing some sounds snubbed by commer-
cial radio, is being heard by a global
computer audience.

Among teenage Web users age 12-
19, about 30% regularly use the Inter-
net audio software RealAudio, accord-
ing to the SRR study.

“Today’s teenagers have grown up
with computer and video games, while
many adults have had to adapt to the
computer culture,” says Steinman.
“They are more likely to experiment
with new Internet technologies, such
as RealAudio.”

director of top 40 WBBM-FM Chica-
go. “We figure that we're pretty on top
of that age cell.”

Bradley emphasizes the importance
of the under-18 audience and says
WBBM does its best not to drive away
teenagers. When New Kids On The
Block, Tiffany, or Spice Girls come
along with focused teen appeal, sta-
tions like WBBM gladly put them on
their playlists. They just don’t go out
and work for the younger listeners.

Some stations won't even pay lip
service to the kids. “When it comes to
18-year-olds, I don’t really do anything
for them at all,” says Jamillah Muham-
mad, assistant PD/music director at
R&B adult WVAZ Chicago. “It is a
hard-enough job to get 25-30 as well as
your 54-year-olds.”

Understanding this mentality,
record companies use radio as a last
resort when trying to market a teen-
focused project like Spice Girls’
debut, which is on Virgin. Michael
Plen, Virgin’s senior VP of promotion
in Los Angeles, says company mar-
keters have to go “where those teens
live”—such as Saturday-morning
television commerecials, niche maga-
zines like Tiger Beat, and community
dances, parties, and youth centers.

“More times than not, radio is usu-
ally the last place you end up getting
exposure,” says Plen, adding that
almost no rock stations market to the
teen audience. “If a radio station goes
on a teen-appeal record early, upon
release, it usually means the rest of the
company did a fantastic setup job in all
the other places. Which means the
word’s out.”

Plen isn’t critical of radio’s reluc-
tance to go after the young audiences.
“It isn’t the most popular demo to
chase,” he says. “But the [stations]
who do it, do it extremely well.”

‘Where Unmacht, among other radio
observers, sees an apocalyptic indus-
try trend, others see dollar signs. Kids,
they say, have more spending money
than ever. These days, many buy cars
and stereos.

“This is an age group that has plen-
ty of disposable income and is just
looking for a place to spend it. Radio
has not paid that much attention to
that. I look at that as an opportunity,”
says Gary Landis, executive VP of pro-
gramming for the Minneapolis-based
AAHS World Radio, a young format
that goes after the 8-12 market. “This
will be a self-serving statement: I hope
[other formats] continue to ignore
them.”

CHERRY LANE

(Continued from page 6)

rights. While Cherry Lane Music’s
catalog lists more than 5,000 copy-
rights, the deal is apparently limited to
songs rather than musical scores used
as soundtrack or other background
music, sources say.

Cherry Lane Music is also further
deepening its relationship with Dream-
Works by taking on the administration
worldwide, including in the U.S., of
DreamWorks, publishing interests,
ineluding music that appears on
recordings, feature films, and TV.
Also, Cherry Lane’s music print divi-
sion, among the largest in the world,
will represent DreamWorks in this
market.

DreamWorks moved into the music
publishing scene last summer with the
arrival of veteran publishing executive
Chuck Kaye to head the division.

IRV LICHTMAN
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MUSIC RETAIL'S ROLE WEIGHED IN DVD BOW

(Continued from page 1)

DVD session March 9 stressed the
importance of retail’s role in helping
DVD succeed, none of the major stu-
dios or hardware manufacturers took
the opportunity to lay out marketing
plans or give demonstrations of DVD
product. In fact, according to NARM
president Pam Horovitz, none of the
hardware manufacturers accepted an
offer by NARM for free booth and
suite space for DVD demonstrations
(Billboard Bulletin, March 11).

“I’'m a little disappointed that more
of the hardware companies did not per-
ceive NARM as an important place to
be,” said Horovitz.

A total of about 50 DVD titles are
expected to hit select markets over
the next month from Columbia Tri-
Star Home Video, HBO Video, MGM/
UA Home Entertainment, New Line
Home Video, PolyGram Video, Simi-
tar Entertainment, Sony Music,
Warner Home Video, and Warner/
Reprise. Hardware units from Toshi-
ba, Pioneer, and Panasonic are hitting
stores this month, with units expected
from Samsung and Sony in April and
Thomson in the second quarter.

Additionally, LIVE Home Video and
Playboy Home Video have unveiled
plans to enter the market.

Panelist David Bishop, executive VP
of MGM/UA Home Entertainment,
said, “There should have been an area
to demonstrate the attributes of DVD
[at NARM]. Even some retailers who
do not carry hardware will show the
players in their stores.”

Bud O’Shea, VP of Sony Corp. and
another member of the DVD panel,
countered, “We have been demo’ing to
all the major music retailers for the
last year and a half. They are saying,
‘Bring on the product!””

Steve Nickerson, VP of DVD mar-
keting for hardware firm Toshiba, said
he was unaware that NARM had
offered free exhibit space, but added
that the company doesn’t display at
software shows. “We're in the middle
of launching a new product, and going
to a trade show is not part of the plan
... We have already spent $15 million-
$20 million in marketing, and we’'ll
spend another $15 million-$20 million
this year.”

A “few hundred” hardware units
have already been sold at stores in the
opening weeks, he added.

Mark Knox, senior national market-
ing manager for Samsung Electronics
America, said, “We did want to have a
presence at NARM, but it boils down
to this: There are so many things going
on. I don’t know how I could have fit it
in.”

Some retailers didn’t seem to miss
DVD at NARM. Steve Brown, senior
VP of marketing and merchandising at
Wherehouse, noted, “This is a music
convention—it’s music retailers. And
right now, this is a video product.”

However, Horovitz noted that a
number of the music retail chains
attending NARM are also significant
forees in video sell-through. While pan-
elists did not rule out a rental market
for DVD, most agreed that the initial
thrust would be for sell-through.

DVD software suppliers also say
they view the music retail channel as a
prime conduit for getting DVD titles
into the hands of consumers. “Music
retail will be one of our strongest cat-
egories,” said Bill Sondheim, president
of PolyGram Home Video and a DVD
panelist at NARM. PolyGram Home
Video is targeting that channel with an
initial slate of titles heavily weighted
with musie video.

A highly anticipated music video
title, featuring Eric Clapton, is due
from Warner, while Columbia TriStar
will feature a Tony Bennett
“Unplugged” disc. “The strong reac-
tion to the musie titles has really sur-
prised us,” Sony’s 0’Shea said. “It’s
clearly going to play a role in the roll-
out.”

But while music video titles are
ready to roll, the release of audio DVD
titles is at least two years off, pending
agreement on a new audio standard,
according to Hilary Rosen, president
of the Recording Industry Assn. of
America. DVD musie video titles will
use the AC3 audio standard prescribed
for DVD video.

Rosen said the issues still to be ham-
mered out on the audio side include
copyright protection, an audio stan-
dard, and compatibility. Rosen said
that one idea being floated is a dual-
layer disc, with one layer conforming
to the Red Book standard for CD audio
and the other to a new DVD audio
standard. “We want to make sure that
not only ean you play your standard
CD in a new DVD player, but that you
can play new DVD audiodises in exist-
ing CD players,” she said.

Added Rosen, “The issues for audio
are fundamentally different than
those for video. The recording indus-
try’s key interest is not to shake con-
sumer confidence in the CD format
and not to slow down consumer pur-
chases.”

Like audio, also coming later is soft-
ware support from some major studios.
Universal Studios Home Video and
Disney Home Video have yet to com-
mit to releasing titles in the format, cit-

ing the need for resolution of a num-
ber of issues: encryption, patents,
regional flagging, and legislation.

“We are making progress in each of
the four areas,” said Louis Feola, pres-
ident of Universal Studios Home
Video, “but I can’t put a time line on
it.” Disney declines comment on any
DVD release plans.

“This is emphatically the future, and
we need all these companies to get the
ball rolling properly,” said Sondheim.

Warren Lieberfarb, president of
Warner Home Video, used the NARM
panel as a call to action, urging all par-
ties to support DVD. If other studios
do not eventually join the DVD party,
Warner is prepared to rethink its posi-
tion, he added. “We will re-evaulate
our position periodically. We will stay
with this as long as it is economically

VIRGIN TO LET KIWI ACT MUTTON BIRDS FLY IN U.K.

(Continued from page 1)

Zealand album, was an instant top five
entry on the album chart there last
December and is their first set to get
a wider international release. Virgin
will unleash “Envy Of Angels” here
May 5.

Mutton Birds voealist and chief
writer Don McGlashan acknowledges
that for all the band’s local success, he
knew that its ambitions would require
it, at least temporarily, to leave the
nest. “No matter how popular you are,
you can never be a stadium band in
New Zealand,” he says. “The biggest
venue we would play would be about a
thousand people, and that’s only in
Auckland.”

The band first traveled to the U.K.
for extended (and well-received) live
work in 1995, at which point it experi-
enced that common phenomenon of the
non-native group: the ex-pat audience.
“In the early days of coming here, we'd
get alot of homesick Kiwis in the audi-
ence. Two nights later you'd be in Man-
chester playing to a few very keen fans
who really like the songs but don’t
know them yet. Consistency’s been
hard, but a great deal of that’s chang-
ing as radio play picks up and people
start to know us.”

“Envy Of Angels” was recorded
last year at Rockfield Studios in
Monmouthshire, Wales, with pro-
ducer Hugh Jones, a recent Brit
Awards nominee for his work with
Dodgy and the Bluetones. “We met
a lot of producers,” says McGlashan,
“and he was the one we hit it off
with—he was a really civilized, warm

V2 INKS DISTRIBUTION PACT WITH BMG

(Continued from page 6)

says Beck.

Although logistics are still being
worked out, Beck says, he expects V2
to have staffers in BMG branch offices,
and for the companies to work hand in
hand on projects. “We’re going to lead
our own marketing efforts,” he says,
“but a great deal of the relationship is
communication—having BMG under-
stand our approach to the market and
supplementing us and helping us in all
we have to do.”

V2, which is still staffing up, has not
picked a head of sales yet. “We wanted
to make a distribution deal first and
build that into the sales decision,” Beck
says, adding that the label expects to
name a sales chief in the next 30 days.

In addition to pumping releases
through BMG, V2 will likely use indie
distribution for a small number of non-

mainstream projects. Distributors will
be picked for those albums on a case-
by-case basis.

V2 talked with a number of distribu-
tion companies before narrowing the
field to BMG and PolyGram Group Dis-
tribution (PGD), which had distributed
Gee Street since 1991.

According to Gee Street president
Jon Baker, the two majors were neck
and neck.

“To me, the PGD system was a bril-
liant system,” Baker says, “and I have
to say it took me some time to get used
to perhaps seeing what the competition
was offering, because I’ve been so
happy with PGD over the years.”

However, he adds, the BMG deal
reflects a whole new start for his 10-
year-old label because he is more than
doubling his 10-person staff by adding

in-house people to handle such functions
as sales, promotion, and marketing.

“Had I had a full staff that was used
to the PGD system, we might have had
some teething problems, but since so
many people are coming to the label
fresh, it’s like we have a blank sheet of
paper. Everything’s new, our partners
are new, our distribution is new, there’s
a new energy and enthusiasm.”

In a statement, BMG Distribution
president Pete Jones said, “Along with
Paul Alofs and BMG Canada, it will be
our distinct pleasure to help achieve
great success for the supremely gifted
artists who have been and will be
attracted to . .. V2’s vast potential.”

In another V2 development, the UK.
company has announced the formation
of Victory V, a singles-only label (see
story, page 63).

viable for us.”

INDIE ACTION

With major studios and hardware
manufacturers choosing to sit out
NARM, a handful of smaller suppliers
took the opportunity to tout their
wares.

Special-interest video distributor
Simitar Entertainment, based in
Minneapolis, presented its range of
DVD titles at NARM. The Coral
Springs, Fla.-based AEC One Stop
Group, a division of Alliance Enter-
tainment Group, touted its DVD
plans on the trade show floor. Rhino
Home Video also is moving forward
with plans.

According to Ed Goetz, president of
Simitar, the company will be distribut-
ing titles to Musicland, Best Buy, Cir-

cuit City, and Nobody Beats the Wiz.
Eleven titles will be shipped April 8,
with an additional 8-12 titles to follow
in 30-day increments. List prices will
range from $14.95 to $19.95.

Live Home Entertainment will
release 12 DVD titles, beginning in
May, at $24.99. Three titles will debut
each month through August.

The company’s May releases are
“The Arrival,” “Cutthroat Island,” and
“Stargate.” “Reservoir Dogs,” “The
Substitute,” and “Total Recall” are set
for June; “The Doors,” “Madonna:
Truth Or Dare,” and “Red Heat” fol-
low in July. “Dirty Dancing,” “Termi-
nator 2,” and “Basic Instinct” are due
in August.

Playboy Home Video will also make
its DVD debut in May, according to a
company spokesman.

fellow. He responded to the demos
that we’d done and put aside other
things to do for us, and that helped
the record company’s confidence to
build about us as well.”

‘When the Mutton Birds took off in
New Zealand in the early ’90s,
MeGlashan (whose songs are pub-
lished by Warner Chappell/Mana
Music) was already a veteran of the
arts. He was previously the leader of
another top 10 band, Blam Blam Blam,
before touring internationally with the
ensemble musical play “The Front
Lawn” and progressing into film work
by penning the score for Jane Campi-
on’s “An Angel At My Table.” The cin-
ematic connection continues, as the
Mutton Birds have a version of Blue
Oyster Cult’s “Don’t Fear The
Reaper” featured in Peter Jackson’s
hit film “The Frighteners,” starring
Michael J. Fox.

The success of that movie in the
U.S. will help set up the planned
release later in the year of “Envy Of
Angels” in North America, where
the Mutton Birds are signed to EMI.
MecGlashan notes that the band is
booked for a midyear tour of Cana-
da that will take in some upstate
New York shows.

After positive press for the 1995

U.K. release “Nature,” a compilation
of their two local hit albums “The Mut-
ton Birds” and “Salty,” interest in the
band has been further stoked here by
“Come Around.” Written not by
McGlashan but by bassist Alan Gregg
and released as the first British single
from “Envy Of Angels,” the track has
received more than 500 plays on com-
mereial radio in recent weeks.

“It was really encouraging,” says
Virgin director of promotions (U.K.)
Tony Barker. “We had play on Virgin
Radio, the Capital group got on board
early on, Piccadilly [Key 103 Man-
chester] supported it, and they all
stuck with it.”

Virgin Radio presenter Graham
Dene is among those radio support-
ers of “Come Around.” “There’s a
slight Celtic feel to the lead vocal,”
he says, “and a very strong melodic
base to the record which is very
much up Virgin’s alley.” Barker adds
that he and his team will go to radio
shortly with “She’s Been Talking,”
the initial New Zealand hit from the
album, which has a U.K. street date
of April 21. “Having access to them
is fantastic,” he says. “We’ve done
the groundwork with them airplay-
wise, and our next step is to build a
TV presence as well.”

RETAILERS SEE SIGNS OF HOPE

(Continued from preceding page)

point to pricing as a central issue in
the effort to attract more teenagers
to record stores. Tower Records pres-
ident Russ Solomon says, “Prices are
too high for teens te buy. When on
sale, most hot records are $12 or $13,
and at full price they’re $16, $17, $18.
Teens don’t have that kind of money
on a regular basis. Consequently, that
market is weak.”

Trans World’s Litwak says labels
should reduce cassette prices to
encourage young people to buy music.
“As [the labels] wrestle with it and
resolve a better pricing issue on cas-
settes, there will be more musie in the
hands of teens,” he says. “Cassettes
are a strong format for teens, and we
need to bring them out at a price point
that can make it palatable for them.”

Solomon and others say lower
album pricing and more singles in the
marketplace would attract teens to
record stores. “Kids—especially the
young ones—need to be able to find
musie in stores they can afford. A $12
CD [album] and a $2.99 single would

fix a lot of what’s wrong now,” says
Glenn Cobarr, owner of the two-store
Finest CD’s and Tapes in northern
Colorado.

“Any time you're on an allowance or
making $4-$5 an hour, pricing’s going
to be an issue,” says Fletcher at
Spec’s. “We try to be sensitive to that.
That’s one of the things about our
Payback club—trying to create value-
added incentives for teenagers.”

Harmony House’s DeLeon notes
that teens may be more elusive than
other age groups, but that once
they’re in the store, they’re more
attentive than most. “We have listen-
ing booths, and they pay more atten-
tion to the listening booths than a lot
of age groups,” says DeLeon. “They
have the time. They're not in any
hurry to leave, so they’ll go through
almost everything in our booths.”

Assistance in preparing this story was
provided by Susan Nunziata and Mar-
ilyn Gillen in Orlando, Fla., and Craig
Rosen tn Los Angeles.
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Every 60 Seconds,
Someone In America Succumbs
To Levkemia, Cancer, or AIDS.

Shocking.

Over half a million cancer or AIDS-related deaths
are expected o occur this year ... 1,500 victims each
and every day. ..with one out of every 4 deaths in
America attributable to these dreaded diseases.

And we are all at risk.

Inthe US., 1 of every 2 men and 1 of every 3
women will face cancer during his or her lifetime.
A truly sobering statistic.

Right now, The T.J. Martell Foundation
needs your help more than ever.

Because every minute counts.

We're All Part Of The Cure.

s
14 A
" ‘;1\-(_5)":’" Please join vs:
i - Thursday, May 8, 1997
\L - The T.J. Martell Foundation
{7 / For Leukemia, Cancer & AIDS Research
r 3 % 1997 Humanitarian Award Dinner
e, ™
g “.\\k Guest Of Honor
David R. Glew
: Chairman, Epic Records Group
% o
P The New York Hilton
New York City
i 72> Reception 6:30 PM
Dinner 8:00 PM

Entertainment by
Celine Dion

Emcee
Gloria Estefan

For tickets or more information please
contact Muriel Max 212-245-1818
hitp://www.timartellfoundation.org
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EMI AIMS SECADA'S SIXTH ALBUM AT MULTIPLE MARKETS

(Continued from page 9)

Mas Sin Verte” (Just Another Day),
and released with original cover art
and a different video, positioning the
artist as more of a romantic Latin idol
than his mainstream America image
as 4 passionate pop singer. The album
quickly topped The Billboard Latin 50
chart. Secada’s second English-lan-
guage set, “Heart, Soul & A Voice,”
was also translated into Spanish, as “Si
Te Vas.” He also recorded a Spanish-
only album in 1994, “Amor.”

For the first English album, Secada
received a Grammy nomination in 1993
for best new artist, while his Spanish
recording, “Otro Dia Mas Sin Verte,”
earned the award for best Latin pop
album. In 1996, “Amor” won a Gram-
my for best Latin pop performance. In
addition, Secada is the only artist to
notch four consecutive No. 1 singles on
Billboard’s Hot Latin Tracks chart.
Altogether, his three English-language
albums have sold 15 million copies
worldwide, while the Spanish projects
have sold a combined 6 million copies,
according to his label.

As further testament to EMI’s ded-
ication to its multicultural artist’s glob-
al reach, a bonus English-language
track, the tender “Together In Love,”
is being placed on the album in Japan;
at this point, there are no plans to make
it available elsewhere. The interna-
tional version of the project will include
“Amandolo,” the Spanish-language
recording of the track “Too Late, Too
Soon.”

“We have an English record, a Span-
ish record, videos that speak to both,
worldwide commitment, and worldwide
release. And we have the greatest
musie,” says Charles Koppelman,
chairman/CEO of EMI-Capitol Music
Group North America. “What we have
added to that is an artist who is the
nicest guy in the world with a fantastic
work ethic. That’s how we're going to
be able to take this album and help Jon
become the pre-eminent artist of the
’90s. This isn’t a 90-day sprint. It’s a
two-year marathon.”

The project was previewed with the
anthemie “Too Late, Too Soon,” an

TO OUR READERS

The Hot 100 Singles Spotlight
column will return next week.

agony-ridden ballad released last
month that Secada says is the true
story of finding an ex-girlfriend in bed
with another man. (He’s healed,
though: On Feb. 22, Secada married
longtime girlfriend and music promot-
er Maritela Vilar.) The single, No. 66
on this issue’s Hot 100 Singles chart
and No. 20 on the Adult Contemporary
chart, was produced by the hit team of
James Harris 111 (Jimmy Jam) and
Terry Lewis, who worked with Secada
on four of the new album’s tracks.

The dramatic video of “Too Late, Too
Soon,” featuring a whirling clock amid
close-up shots of a disillusioned Secada
all in black, was directed by longtime
manager/producer Emilio Estefan, who
was on tour with wife Gloria during the
recording of “Secada” and co-produced
only the track “Believe.”

“Most of Jon’s past videos have
shown him from far away, not looking
at the camera,” Estefan says. “Jon is
very sincere, and I wanted to go close.
T wanted it to be sensual. But the main
thing was to see him as a person, as a
performer.”

Secada says that his own goal for the
record was to compile a collection of
straight-ahead pop songs that connect-
ed with one another and demonstrated
his next step forward as a songwriter
and singer. “As | was writing songs and
selecting them, I was thinking in terms
of a concept album where songs would
flow from one to another,” he says.

Ironically, Secada’s greatest chal-
lenge in getting his music heard will be
the variable that was viewed as his
strongest ally five years ago: radio.
Many ballad-based artists today have
been exiled to the stiller waters of AC.
In addition, while top 40 has backed
away from its romance with modern
rock, allowing a return to mainstream
pop, few male vocalists are favored
with the same gusto as current chart
mainstays like Alanis Morissette,
Jewel, and Celine Dion.

“I've been wringing my hands over
this one,” says John Peake, PD of top
40 KRBE Houston, which has not
added the song. “We listened to the
record a lot, and our position is that it’s
a ballad, and a ballad-heavy playlist is
an issue we've struggled with.”

Peake says he would prefer that the
song develop at hot AC, then cross over
to top 40. “For Houston, these artists
tend to have a lot of association to the
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hot AC side. If they do great over
there, we'll take a serious look. If not,
it scares us off.”

WXKS (Kiss 108) Boston is giving
“Too Late, Too Soon” light spins in
middays. According to PD John Ivey,
the song “could be a welcome relief.
You have to have balance.”

Kiss 108 is also playing the new
Richard Marx track “Until I Find You
Again.” Says Ivey, “They both were big
hit artists a handful of years ago, so
they’re established artists in the for-
mat, but the format has changed. This
is a pivotal project for both. We don’t
have either artist in gold rotation now,
so we're using them as relief records.”

Secada counters that his songs have
similar appeal to those by many of the
hot female super-singers of the day.
“Radio has been a powerhouse for
women—which is why I think I might
get a shot. Maybe we're due for some-
thing refreshing; my timing might be
good,” he says. “I think this record
works along the lines of Celine, Whit-
ney, Alanis, Toni Braxton, with main-
stream timeless material, just beauti-
ful, good songs.”

Adds EMT Records (U.S.) presi-
dent/CEO Davitt Sigerson, “The era of
pure pop melodic music is the hardest
place to create careers.” But, he says,
“there is a vacancy and a tremendous
opportunity for that dominant male
artist in the way that Mariah and Whit-
ney and Celine have staked their claim.
Jon has a combination of elements that
position him to be there for the long
haul. With his Cuban background, he
has access and authenticity in most any
area of the planet you can imagine.”

But for the album’s worldwide mar-
keting strategy, EMI’s toughest battle
may be the task of getting its artist
around the world in 80 days. Says
Sigerson, “With the timing of the two
albums, we have to deal with the logis-
tics of getting Jon’s music out to the
public in a way that he can physically
have time to go to the different mar-
ketplaces.”

JAPAN’S GOLD DiSCS

(Continued from page 10)

went to Avex Trax act globe, led by
producer Tetsuya Komuro, who also
produces Amuro’s releases. Globe’s
eponymous debut album moved 4.3
million units and is the first Japanese
album to sell 4 million copies.

The prize for domestic new artist of
the year went to female duo Puffy
(Epic/Sony), with sales of 2.69 million
albums and 940,384 singles, while the
U.K.’s Spice Girls (Toshiba-EMI) were
the top new foreign act, with album
sales totaling 718,432 and singles sales
of 102,278. The longform music videos
of the year were “Namie Amuro First
Anniversary 1996 Live At Marine Sta-
dium” (Avex D.D.) in the domestic cat-
egory, and the Beatles’ “Anthology—
Vols. 1 & 2” (Toshiba-EMI) in the
international category.

A total of 23 singles and 17 albums
topped the 1 million sales mark in 1996,
according to the RIAJ, compared with
23 singles and 24 albums in 1995,

The artist with the most million-sell-
ers was Amuro, with three singles and
one album (“Sweet 19 Blues”) moving
more than 1 million units each.

Meanwhile, the RIAJ now has its
own World Wide Web site (http://www.
Jjapan-music.or.jp/), which contains
information about the association’s
activities, downloadable RealAudio
sound files, and links to member com-
panies’ Web sites. Currently, the
RIAJ’s site is in Japanese only.

Secada already has completed a U.S.
radio promo tour and is preparing to
do the talk-show circuit in preparation
for his April 15 release. The album will
hit the streets internationally April 28
from EMI or its group labels (for
example, Chrysalis in France), while
the U.K. release, both single and
album, will come May 19.

To coincide with the staggered
release dates, Secada will travel over-
seas, starting with a major stop April 3
in Spain, where EMI is organizing a
Europe-wide showease on the Canary
Island of Lanzarote off West Africa.
The promotion coincides with EMI His-
pavox Spain’s biannual sales convention.

“The launch will be very well attend-
ed by European media,” says Myles
Keller, London-based international
marketing manager for EMI. “We’ll be
chartering planes and tzking over hotels
for it. Jon's rehearsing for that now.”

EMI Hispavox Spain’s international
product manager, Elena Martin, says
that the album will be one of her top
priorities of the year.

“Secada’s sales have dropped off
since his debut album, which had two
songs in Spanish, sold 200,000 units in
Spain. Its full-Spanish version, ‘Sentir’
[Feel], moved 20,000 units,” she says.
“So we're hoping that ‘Secada’ will
mean a major recovery.”

“We’ll be inviting Spanish, Euro-
pean, and Latin American media and,
of course, industry folk to Lanzarote,”
Martin adds. “And then we’ll make
him go dizzy with all the TV, radio,
and press promotion we’ll have lined
up.”

On a previous visit to Spain in late
1994, Secada gave his first live radio
“Unplugged” performance for the
country’s biggest music network,
Cadena SER’s Los 40 Principales.
Martin hopes to repeat the exercise.

In addition to Spain, Secada is
scheduled to hit Asia and the Pacific
Rim, Central and South America, and
other parts of northern and southern
Europe. A possible performance on the
World Music Awards show in Monaco
April 15 is also being considered.

Because Secada represents different

things in different markets, Sigerson
notes that promotion is that much more
of a whirlwind. With “Too Late, Too
Soon,” which is available as a ballad,
uptempo mix, and dance remix (all with
rerecorded vocal tracks), “northern
Europe wants uptempo mixes; Latin
marketplaces are loving the ballads,”
he says. “Then there are places like the
States, which are dealing to some
degree with both mixes.”

Adding to the duality, in much of
Europe Secada is viewed as “an amaz-
ing technical singer,” says Sigerson.
“In Latin territories, he is a romantic
icon. All the elements are still there,
but people put the pieces together ina
different way.”

According to Peter Napoliello, senior
VP of promotion at EMI, the label is
pushing the project across the board—
to mainstream top 40, AC, hot AC, R&B
adult, and, because of the presence of
Jimmy Jam and Terry Lewis, R&B and
rhythm-crossover stations. “We don’t
want him to be niched,” he says.

Sigerson adds that the label hopes
Secada will appeal to a wide demo-
graphic. “Males relate well to him; he’s
a good guy. And females obviously
react to him. We'd really like to try to
skew audiences on the pop side a little
younger.”

Secada says that with this album he
crosses demographic boundaries like
never before. “More than on the first
two albums, this is very much for both
male and female. I think my age demo
is 18-25, but I think this is more 18-25
and up. It’s very mature in terms of
thoughts and ideas.”

EMI Latin president/CEO José
Béhar, meanwhile, remains convinced
that Secada is a hit artist with the
potential to be all things for all people.

“He’s the real deal—not a market-
ing phenomenon, not an invention,”
says Béhar. “It’s not a matter of this
single, the next single, the next album.
There will be ups and downs, but Seca-
da is here to stay.”

Assistance i preparing this story was
provided by Howell Llewellyn in
Madrid and Pawl Sexton tn London

CHALLENGE

US.

Go ahead-challenge us to solve your
toughest compact disc packaging prob-
lem. We offer a full range of services

including custom package design, assembly and equipment.

capitoL Recorps: CAPITOL CONCEPT

For its 2-disc Harley release, Capitol Records wanted a package that would
attract attention to the CD set and add value to the offering.

Univenture worked closely with Capitol to produce an idea that was right
on the money: a rich-looking, debossed leather wallet

Tussling with a CD packaging problem? We custom-design all kinds of pack-
ages, including polypropylene. And we handle all types of assembly —from disc

0

Satety-sieeve

and graphics insertion to shrink wrapping

So whatever your CD packaging challenge,
take a cue from Capital and call us. We can
help you arrive at a solution —in record time

P.0. Box 28398_ Columbus

Ohio, 43228-0398 USA

(800) 992-8262 fax: (614) 529-2110
e-mail: sales@univenture.com

web: hitp://www.univenture.com

UNIVENTURE
CD PACKAGING & SYSTEMS
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1 T a?x?Rntgésan oot a8 HOWARD STERN PRIVATE PARTS: THE ALBUM 1 66 | 60 | 4 | VERUCA SALT MINTY FRESH/QUTPOST 30001/GEFFEN (10.98/16.98) EIGHT ARMS TO HOLD YOU | 55
12 m 9 38 | TONI BRAXTON A" LAFACE 26020ARISTA (10.9816.98 e 2 67 | 59 | 63 10 | SOUNDTRACK PHILIPS 454710/POLYGRAM CLASSICS (10.98/16.98) SHINE | 59
@ MBEARRET L e e 3 68 | 61 | 56 6 JIM BRICKMAN WINDHAM HILL 11211 (10.98/16.98) PICTURE THIS | 30
15 12 17 | SOUNDTRACK A? WARNER SUNSET/ATLANTIC 8296 1/AG (11.98/17.98) SPACE JAM 5 59 i 85 | & | BROOKS & DUNN A7 ARSTA 18510 (105811599 EORDERLINE 2
15 | 14| 29 4 VARIOUS ARTISTS GRAMMY 533292/CHRONICLES (10.98/16.98) 1997 GRAMMY NOMINEES | 14 05 | 20| 13| THE VI-;’I(W: ;PEI:SGEGEOEII;/?! :;)I ATSEEKER IMPACT » % \:LLAINS 70
B R mﬁT‘:‘AR\é&’IBI"gg'“NTERSCOPE(10-93/15'93)THE DON KILLUMINATI: THE 7 DAY THEORY : 71 | 70 | 8 | 13 | TELA SUAVE HOUSE 1553/RELATIVITY (10.98/15.98) PIECE OF MIND | 70
17 | 13 8 3 | TRU NOLIMIT 50660*/PRIORITY (12.98/18.98) TRU 2 DAGAME | 8 NEWD 1 | JOHN TESH aTsP 537112 (10.98/16.98) AVALON | 72
18 | 17 7 3 SOUNDTRACK NOTHING 90090/INTERSCOPE (10.98/16.98) LOST HIGHWAY 7 80 112 | a4 BILL ENGVALL WARNER BROS. 46263 (10.98/16.98) HERE'S YOUR SIGN | 73
19 | 18 | 17 | 17 | VARIOUS ARTISTS A ARISTA 18943 (10.98/17.98) ULTIMATE DANCE PARTY 1997 | 17 100 | 19 | 3 | VARIOUS ARTISTS COLD FRONT 6242/K-TEL (12.98/17.58) CLUB MIX ‘97 | 74
NEWD | 1 &?ﬁ&é;gfgggﬁmsw MUGGS PRESENTS...THE SOUL ASSASSINS CHAPTER 1 | 20 75 | 71 | 67 | 56 | 2PAC A’ DEATH ROW/INTERSCOPE 524204*/ISLAND (19.98/24.98) ALLEYEZONME | 1
21 | 20 | 18 | 28 | AALIVAH A BLACKGROUND 92715/AG (10.98/16.98) ONE IN AMILLION | 18 76 | 73 | 66 | 24 | CLINT BLACK A RCA66671(10.98/16.98) THE GREATESTHITS | 12
2 | 21 a | % Busﬁg‘rﬁqfsﬁaﬁgéa(10.98/15.93) DID | SHAVE MY LEGS FOR THIS? | 10 77 | 68 | 58 | 20 | VAN HALEN WARNER BROS. 46332 (11.98/17.98) BEST OF VOLUME 1 1
A1 9 | 31 19 | SOUNDTRACK A2 oL 37715 110.5915.98 RN 5 78 | 69 | 61 | 18 | KEVIN SHARP @ 143/ASYLUM 61930/EEG (10.98/15.98) MEASURE OF A MAN | 40
90 | 94 | 23 | TRACE ADKINS @ CAPITOL NASHYILLE 37222 (10.98/15.98) DREAMIN' OUT LOUD | 79
24 | 22 | 33 | 24 | SHERYL CROW A A&M 540587 (10.98/16.98) SHERYL CROW 6 -
25 | 23 | 26 | 14 | DRU HILL @ IStaND 524306 (10.98/16.98) ER DRUHILL | 23 AR . \ERNGIIﬁTZAOG:(IOBB/IGBB) ) e o
26 24 — 2 SOUNDTRACK JIVE 41604* (11.98/16.98) BOOTY CALL 24 81 67 73 177 | ROD STEWART WARNER BROS. 46452 (11.98/17.98) IF WE FALL IN LOVE TONIGHT 19
21 | 25 | 25 | 37 | KEITH SWEAT A® ELEKTRA 61707+/EEG (10.98/16.98) KEITH SWEAT | 5 82 | 8 [ 91 8 | 702 Biv 10 530738*MOTOWN (8.98/16.98) NO DOUBT | 82
28 27 24 16 | BUSH A2 TRAUMA 90091*/INTERSCOPE (10.98/16.98) RAZORBLADE SUITCASE 1 98 | 108 | 12 | SOUNDTRACK EPIC SOUNDTRAX 67910/EPIC (10.98 EQ/17.98) JERRY MAGUIRE 83
29 | 29 | 32 | 9F | ALANIS MORISSETTE A '° MAVERICKREPRISE 45901MWARNER BROS. (10.9/16.981 JAGGED LITTLEPILL | 1 84 | 77 | 82 | 18 | LUSCIOUS JACKSON GRAND ROYAL 35534*/CAPITOL (10.98/15.98) FEVER IN FEVEROUT | 72
30 | 28 | 27 | 21 | COUNTING CROWS A DGC24975+/GEFFEN (1098/17.98)  RECOVERING THE SATELLITES | 1 8 | 81 | 81 | 85 | VARIOUS ARTISTS A TOMMY BOY 1137 (10.98/15.98) JOCK JAMSVOL. 1 | 30
| 32 | 39 19 | BABYFACE A EPIC 67293 (10.98 EQ/16.98) THE DAY 6 86 | 76 | 87 | 74 | GARBAGE A ALMO SOUNDS 80004*/GEFFEN (10.98/16.98) GARBAGE | 20
(32)| NEWD | 1 | VAN MORRISON POLYDOR 537101/A8M (10.98/16.98) THE HEALING GAME | 32 * % x HEATSEEKER IMPACT * * *
33 | 30 | 22 | 5 | THE OFFSPRING COLUMBIA 67810" (1098 EQ16.98) IXNAY ON THE HOMBRE | 9 12 | 131 ) 5 | PAULA COLE IMAGO 46424 WARNER BROS. (10.98/15.9%) B THISFIRE | &
34 | 32 | 55 | 38 | BECK A 00C 248237GErFrEN (10.916.98 el 93 | 98 | 26 | FIONA APPLE @ CLEAN SLATE/WORK 67439/EPIC (10,98 EQ/16.98) TIDAL | 62
@ 38 | 30 | 32 | SUBLIME A GASOLINE ALLEY 11413MOA (10.98/16.98) SUBLIME | 25 89 | 84 | 80 | 106 | SHANIA TWAIN A° MERCURY NASHVILLE 522886 (10.98 EQ/16.98) THE WOMAN IN ME 5
46 51 8 SOUNDTRACK BUZZ TONE 50635*/PRIORITY (10.98/16.98) RHYME & REASON 16 L i 1 o R Sl P AENIMA 2
36 | 36 | 22 | GINUWINE @ 550 MUSIC 67685/EPIC (10.98 EQ/16.98) GINUWINE... THE BACHELOR | 33 91 | 8 | 128 | 56 | FUGEES A®RUFFHOUSE 67147+/COLUMBIA (10.98 EX/16.98) THESCORE | 1
38 | 33 | 28 | 15 | SOUNDTRACK A?ARISTA 18951 (10.98/16.98) THE PREACHER'S WIFE | 3 92 | 95 | % | 28 | 112 @ BADBOY73009/ARISTA (10.98/15.98) 112 | &
39 | 31 | 20 | 4 | VARIOUSARTISTS pyyaTeR FLEX THE MIX TAPE VOLUME I1: 60 MINUTES OF FUNK | 19 93 | SL | 100 | 24 | ELTON JOHN @ uch 1461 (10.5816.5%) LOVESONGS | 24
R NG e SVITA 5 94 | 78 | 59 13 | REDMAN @ DEF JAM 533470+/MERCURY (10.98 EQ/16.98) MUDDY WATERS | 12
95 | 8/ | 8 [ ENRIQUE IGLESIAS FONOVISA 0001 (10.98/16.98) VIVIR | 33
I e et B LB L Ul 3 A o e e T 96 | 74 | 57 | 23 | LUTHER VANDROSS A Lv 67553+/EPIC (10.98 EQ/16.98) YOUR SECRET LOVE | 9
42 | 42 | 40 | 20 | WESTSIDE CONNECTION A LENCH MOB 50583*/PRIORITY (10.98/16.98) BOW DOWN | 2 107 | 103 | 19 | AZ YET (AFACE 26034/ARISTA (10.98/15.98) AZYET | 60
43 | 40 | 41 16 | FOXY BROWN A VIOLATOR/DEF JAM 533684*/MERCURY (10.98 EQ/16.98) ILL NA NA 7 98 | 88 | 74 | 20 | JOURNEY A COLUMBIA 67514 (1098 EQ/16.98] TRIAL BY FIRE 3
44 |35 | B3 | § | SOUNDTRACK DEATH ROW 90114//INTERSCOPE (10.98/16.98 Sleie .Sl 99 | 92 | 78 | 15 | VARIOUS ARTISTS DEATH Row 506777PRIORITY (19982398)  DEATH ROW GREATEST HITS | 35
I I O R USRI 100 | 89 | 77 | 45 | MINDY MCCREADY A BNA 66806 (1098/16.98) TEN THOUSAND ANGELS | 40
46 | 44 | 38 | 12 | THE CARDIGANS @ TRAMPOLENE/STOCKHOLM 533117/MERCURY (10.98 E¥16.98) FIRST BAND ON THE MOON | 35 oL & | 2 3 B I O T L Ty o iR
) e R LOAD ! 102 | 99 92 | 85 | BONE THUGS-N-HARMONY A‘ RUTHLESS 5539*/RELATIVITY (10.98/15.981  E. 1999 ETERNAL 1
SO 5 SILVERCHAIR EPic 67905 (1098 EQ16.59 FREAK SHOw | 12 103 | 104 | 95 | 18 | REBA MCENTIRE A MCA 11500 (10.98/16.98) WHAT IF IT'S YOU 15
94| 3% 6 ?ﬁ‘ mﬂlégs?sﬂaﬂlsw (10,9816, MASTER P PRESENTS... WEST COAST BAD BOYZI 8 104 | 96 | 85 | 24 | SOUNDTRACK A EASTWEST 61951*/EEG (11.98/17.98) SETITOFF | 4
64 | 69 | 44 | MAXWELL @ COLUMBIA 66434 (10.98 EQ/16.98) MAXWELL'S URBAN HANG SUITE | 43 105 | 9 | 101 4 é((:g:g C};ﬁé{ﬂﬁ:g;&gﬂgg FAMILY ® WHATCHA LOOKIN' 4 | 23
51 50 | 49 | 25 | CAKE @ CAPRICORN 532867/MERCURY (10.98 EQ/16.98) FASHION NUGGET | 36 106 | 97 62 4 DAVID BOWIE VIRGIN 42627 (10.98/16.98) EARTHLING | 39
52 | 49 | 68 | 72 | THE SMASHING PUMPKINSA"  MELLON COLLIE AND THE INFINITE SADNESS | 1 10D)] 120 | 124 DUNCAN SHEIK ATLANTIC 8287946 (10.98/15.98) B DUNCAN SHEIK | 107
53 | 47 90 | 69 | TRACY CHAPMAN A’ ELEKTRA 61850/EEG (10.98/16.98) NEW BEGINNING 4 108 | 86 64 10 | BLOODHOUND GANG REPUBLIC 25124/GEFFEN (10.98/16.98) ONE FIERCE BEER COASTER | 57

(O Albums with the greatest sales gains this week. @ Recording Industry Assn.
a numeral following the symbol. For boxed sets, and double albums with a running
are suggested lists. Tape prices marked EQ, and all other C

removed from Heatseekers this week. ERindicates past or present Heatseeker title. © 1997, Billboard/BP1 Communications, and SoundScan, Inc.

Of America (RIAA) certification for sales of 500,000 album units (250,000 for EPs). A RIAA certification for shipment of 1 million units (500,000 for EPs), with multiplatinum titles indicated by
time that exceeds two hours, the RIAA multiplies shipments by the number of discs and/or tapes *Asterisk indicates LP is available. Most tape prices, and CD prices for BMG and WEA labels,
D prices, are equivalent prices, which are projected from wholesale prices. Greatest Gainer shows chart’s largest unit increase. Pacesetter indicates biggest percentage growth. Heatseeker Impact shows albums
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3 & z 8
x| _x1Q - £x <. x|¢ |°k Y=
ou | GH 29| €2 | ARTIST TLE | 22 oW | B | £g | €| ARTIST TITLE | X2
E ﬁ 52 o~ 2 2 5 LABEL & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) E 8 »:E g 3 I; o~ g ; :L:) LABEL & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) E 8
121 | 115 | 21 | KORN @ IMMORTAL 67554/EPIC (10.98 EQ/16.98) LIFE IS PEACHY | 3 155) NEwp | 1 | NICK CAVE & THE BAD SEEDS THE BOATMAN'S CALL | 155
111 | 113 | 13 | TRACY BYRD MCA 11485 (10.98/16.98) BIG LOVE | 110 e
e — 156 | 146 | 129 | 4 | FRANKIE CUTLASS VIOLATOR 1548*/RELATIVITY (10.98/15.98) POLITICS & BULLSH*T | 129
BN & 77 | (ENNRCHIES NEVASNE bo iAo HibED MERNDYOU | LT 157 | 144 | 137 | 19 | E-40 @ SICK wiD' IT 41591/JIVE (11.98/16.98) THA HALL OF GAME 4
112 | 100 | 107 [RRl A NPG S4382/EM: (22 98/34.98) EMENCIRANEN § f 158 | 156 | 152 | 64 | 2PAC A INTERSCOPE 50609+/PRIORITY (10.98/16.98) ME AGAINST THE WORLD | |
113 | 113 | 88 | 4 | BIG A PO & T O e BEAUTIFUL WORLD | 54 159)] 170 [ 170 | 81 | COLLIN RAYE A ric 67033 (10.98 E15.98) I THINK ABOUT YOU | 40
114 | 109 | 83 18 | MO THUGS FAMILY A MO THUGS 1561*RELATIVITY (10.98/16.98)  FAMILY SCRIPTURES 2 160 | 147 | 134 | 37 | QUAD CITY DJ'S @ QUADRASOUND/BIG BEAT 82905*AG (10.98/16.98) GET ON UP AND DANCE | 31
115 | 65 | 99 | 15 | TINATURNER VIRGIN 41920 (10.98/16.98) WILDEST DREAMS | 6l 161 | 149 | 146 | 20 | SOUNDTRACK CAPITOL 37190 (10.98/16.98) TRAINSPOTTING | 48
116 | 110 | 105 | 15 | VARIOUS ARTISTS POLYDOR 535877/A&M (10.98/16.98) PURE DISCO | 83 162 | 141 | 163 | 41 | VINCE GILL ® mca 11422 (10.98/16.98) HIGH LONESOME SOUND 24
117 | 118 | 144 | 5 | SQUIRREL NUT ZIPPERS MAMMOTH 0137* (9.98/13.98) B HOT | 117 163)| NEW D 1 | JOHN LEE HOOKER POINTBLANK 42771VIRGIN (10.98/16.98) DON'T LOOK BACK | 163
118)| 126 | — 2 WHITE TOWN BRILLIANTY/CHRYSALIS 56129/EMI (10.98/15.98) WOMEN IN TECHNOLOGY | 118 164 | 154 | 148 | 17 DA BRAT @ S0 S0 DEF 67813*/COLUMBIA (10.98 EQ/16.98) ANUTHATANTRUM 20
119 | 123 | 116 | 18 | TERRI CLARK @ MERCURY NASHVILLE 532879 (10.98 EQ/16.98) JUST THE SAME 58 165 | 171 | — 64 | ENYA AZ REPRISE 46106/WARNER BROS. (11.98/17.98) THE MEMORY OF TREES q
120 | 114 | 104 | 18 | LL COOL J @ DEF Jau 534125%MERCURY (11.98 EQ/17.98) ALL WORLD | 29 166 | 165 | 145 | 19 | GHOSTFACE KILLAH @ RAZOR SHARP/EPIC STREET 67729%EPIC (1098 EQ/16.98)  IRONMAN | 2
121 | 125 | 119 | 72 | ALAN JACKSON A’ ARISTA 18801 (10.98/16.98) THE GREATEST HITS COLLECTION 5 167 | 159 | 169 | 64 | JARS OF CLAY A ESSENTIAL/SILVERTONE 41580/JIVE (10.98/15.98) JARS OF CLAY | 46
122 | 102 | 76 4 [ C-BO ONTHE RUN 7201/AWOL (10.98/14.98) ONELIFE2 LIVE | 65 168 | 180 | 186 | 26 | STEVEN CURTIS CHAPMAN @ SPARROW 51554 (9.98/15.98) SIGNS OF LIFE | 20
123 | 115 | 109 | 22 | JOHNNY GILL @ MOTOWN 530646 (10.98/16.98) LET'S GET THE MOOD RIGHT 32 169)| 200 | — 2 DAVID KERSH CURB 77848 (10.98/15.98) BR GOODNIGHT SWEETHEART | 169
124 | 116 | 102 | 46 | GEORGE STRAIT A% MCA 11428 {10.98/16.98) BLUE CLEAR SKY 7 170 | 174 | 153 | 32 | ALICE IN CHAINS A CCLUMBIA 67703 (10.98 EQ/16.98) UNPLUGGED 3
125 | 106 | 93 8 SOUNDTRACK RCA VICTOR 68746 (21.98/34.98) STAR WARS: A NEW HOPE | 49 170 | 163 | 143 | 80 | FAITH HILL A waRNER BROS. 45872 (10.98/16.98) IT MATTERS TOME | 29
126)| 133 | 156 | 19 | SHAWN COLVIN COLUMBIA 67119 (10.98 EQ/16.98) A FEW SMALL REPAIRS 39 172 | 167 | 183 | 68 | DC TALK A FOREFRONT 25140 (10.98/16.98) JESUS FREAK 16
127 | 108 | 75 | 10 | VARIOUS ARTISTS POWER OF LOVE — 16 GREAT SOFT ROCK HITS | 51 (173)| RE-ENTRY | 6 | CLEDUS “T." JUDD RAZOR & TIE 2825 (10.9816.98) I | STOLED THIS RECORD | 173
124 98/14. DEFINITION OF AB 6 FLESH-N-BONE @ ,
128 123 | 19 | MINT CONDITION PERSPECTIVE 549028/A&M (10.98/14.98) A BAND 7 174 | 157 | 141 | 16 MOTHUGVDEFJAM533539‘MERCURV(10.98EO/16_98)T'H'U'G'S' TRUES HUMBLY UNITED GATHERIN' SOULS | 23
129 | 103} 167 | 6 RDci\\l/:cDron:%;%%TeLa o) DAVID HELFGOTT PLAYS RACHMANINOV | 103 175)] NEWP | 1 | PETRA wORD 67933/EP(C (10.98 EQ/15.98) PETRA PRAISE 2 WE NEED JESUS | 175
130 | 127 | 118 | 45 | THE CRANBERRIES A” ISLAND 524234* (10.98/16.98) ~ TO THE FAITHFUL DEPARTED 4 176 | 169 | 197 3 SWEETBACK EPIC 67492 (10.98 EQ/16.98) BR SWEETBACK | 169
i N KIND
@ 150 | 150 | 24 /{?L}:Nrilclvgzg?ﬁghomggggmgm ° WHAT | DO THE BEST | 39 177 | 178 | 165 | 28 | TRAVIS TRITT WARNER 3RO0S. 46304 (10.98/16.98) THE RESTLESS 53
- : - 178 | 164 | 168 | 75 | OASIS A‘EPIC 67351 (10.98 EQ/16.98) (WHAT'S THE STORY) MORNING GLORY? 4
( 132 | 122 | 117 | 42 | THE ISLEY BROTHERS A T-NECK 524214/ISLAND (10.98/16.98) MISSION TO PLEASE 3l
179 | 161 | — | 47 | THE TONY RICH PROJECT A LAFACE 26022/ARISTA (10.98/15.98) WORDS | 3l
133 | 136 | 114 | 17 | NO MERCY ARISTA 18941 (10.98/15.98) NO MERCY | 104
180 | 176 | 151 | 16 | MOBB DEEP LOUD 66992*/RCA (10.98/16.98) HELL ON EARTH 6
134 | 134 | 112 | 75 | MARIAH CAREY A° COLUMBIA 66700 (10,98 EQ/16.98) DAYDREAM 1
135 | 135 | 126 | 26 | JOHN MELLENCAMP @ WMERCURY 532896 (10.98 /16 98) MR. HAPPY GO LUCKY | 9 181 | 168 | 158 NSl SOUNDGARDEN A i 540526" (10.5816,98} OO DO TS W D=8 B
136)| 145 | 147 5 JONNY LANG A&M 540640 (8.98/10.98) [ LIETO ME | 103 182 | 179 | 154 | 50 | BRYAN WHITE A ASYLUM 61880/EEG (10.98/15.98) BETWEEN NOW & FOREVER 52
3
137 | 131 | 111 | 27 | DO OR DIE @ RAP-A-LOT/NOO TRYBE 42058/VIRGIN (10.98/15.98) PICTURE THIS | 27 183 | 173 | 164 [l NATALIE MERCHANT A® ELEKTRA 61745/EEG (10.98/16.98) AGERUILY 5
138 | 128 | 106 | 35 DONNA LEWIS A ATLANTIC 82762/AG (10.98/15.98) NOW IN A MINUTE 3 184 | 166 | 140 | 19 | BETTER THAN EZRA SWELL/ELEKTRA 61944*/EEG (10.98/16.98) FRICTION BABY 64
139 | 132 | 132 | 47 | RAGE AGAINST THE MACHINE A EPIC 57523 (1098 EQ/16.98) EVIL EMPIRE 1 185 | 181 | 149 | 5 | WIDESPREAD PANIC CAPRICORN 534396/MERCURY (10.98 EQ/16.98) BOMBS & BUTTERFLIES | 50
140)| 151 | 190 6 KENNY LATTIMORE COLUMBIA 67125 (10.98 EQ/16.98) KENNY LATTIMORE | 140 186 | 182 | 159 | 52 | “WEIRD AL" YANKOVIC A ROCKNROLL/SCOTTI BROS. 75500/ALL AMERICAN (10.98/15.98)  BAD HAIR DAY 14
187 | 153 | 138 | 11 | SOUNDTRACK REVOLUTION 24666/WARNER BROS. (11.98/17.98) MICHAEL | 53
141 | 143 | 121 | 12 | SOUNDTRACK COLUMBIA 67916 (10.98 EQ/17.98) ONE FINE DAY 57
188)| RE-ENTRY 18 | PHIL COLLINS @ FACE VALUE 82949/AG (10.98/16.98) DANCE INTO THE LIGHT | 23
142 | 137 | 110 | 17 | SOUNDTRACK A COLUMBIA 67887 (10.98 EQ/17.98) THE MIRROR HAS TWO FACES 16
198 | 194 3 SPACE GUT REACTION 53028/UNIVERSAL (10.98/15.98) SPIDERS | 189
152 | 166 | 5 | KATHY MATTEA MERCURY NASHVILLE 532899 (10.98 EQ/16.98) LOVE TRAVELS | 140 .
PLE PILOTS A
144 | 129 | 86 16 | JULIO IGLESIAS COLUMBIA 67899 (10.98 EQ/17.98) TANGO | 8l 190 | 194 | 184 | 50 ATLANTIC 82871*/AG (10.98/16.98) TINY MUSIC...SONGS FROM THE VATICAN GIFT SHOP 4
VARIOUS ARTISTS @ L [ . o WHITE ZOMBIE A? X
145 | 140 | 161 19 SPARROW 51562 (15.98/17.98) WOW-1997. THE YEAR'S 30 TOP CHRISTIAN ARTISTS AND SONGS 71 191 | 193 88 GEFFEN 24806* (10.98/16.93) ASTRO CREEP: 2000 SONGS OF LOVE, DESTRUCTION 6
146 | 138 | 135 | 14 | RICHIE RICH OAKLAND HILLS 41510/DEF JAM 533471*MERCURY (1098 EW16.98)  SEASONED VETERAN | 35 — DEF LEPPARD A . i |
— 192 | 195 52 MERCURY 528718 (10,98 EG/16.08) VAULT — GREATEST HITS 1980-1995 15
147 | 130 | 97 | 18 | N on002 (10.98/16.98) BEAVIS AND BUTT-HEAD DO AMERICA | 20 193)] NEWP | 1| | MATCHBOX 20 Lava o272 701109 B8 YOURSELF OR SOMEONE LIKE YOU | 193
148)| 160 | 155 | 16 | MONTELL JORDAN DEF JAM 533191*/MERCURY (10.98 EQ/16.98) MORE... 47 RONAN HARDIMAN v
155 | 160 | 40 | BRYAN ADAMS @ AsM 540551 (10.98/16.98) 18 TiL I DIE 31 D] NEWD 1 PAILES S29757 POLYSAAN CLUBSKD 110 9017 26) ol i i s
A&M I Y =
RE-ENTRY | 50 | MARILYN MANSON @ NOTHING 92641/NTERSCOPE (7.98/11.98)  SMELLS LIKE CHILDREN | 31
150 | 139 | 198 | 49 | SOUNDTRACK A’ ARISTA 18796 (10.98/16.98) WAITING TO EXHALE 1
RE-ENTRY | 2 | GIOVANNI NEW CASTLE 5527 (10.98/15.98 ROMANCE | 170
151 | 148 | 13 R OUTKAST A LAFACE 26029'/ARISTA (10.95/16.98) ATLIENS | 2 197 | 177 [ 142 | 4 | PAVEMENT maTADOR 55226+/CAPITOL (10.98115.98) BRIGHTEN THE CORNERS | 70
152 | 118 | 125 | 6 28\%3%:2957'((21,93/34_98) STAR WARS: THE EMPIRE STRIKES BACK | 60 198 | 188 | 180 | 40 | GLORIA ESTEFAN A EPIC 67283 (10.98 EQ/16.98) DESTINY | 23
153 | 142 | 136 8 JAMIROQUAI WORK 67903/EPIC (10.98 EQ/16.98) TRAVELING WITHOUT MOVING 99 199 | 186 | — 13 | FUGEES RUFFHOUSE 67904*/COLUMBIA (7.98 EQ/10.98) BOOTLEG VERSIONS | 127
154)| 167 | — | 14 | CURTIS MAYFIELD WARNER BROS. 46348 (10.98/16.98) NEW WORLD ORDER | 137 200 | 192 | 199 | 43 | PATTY LOVELESS @ EPIC 67269 (10.98EQ15.98)  THE TROUBLE WITH THE TRUTH | 86

TOP ALBUMS A-Z (LISTED BY ARTISTS)

112 92
2Pac 75,158
311 57
702 82

Aaliyah 21

Bryan Adams 149
Trace Adkins 79
Alice In Chains 170
Fiona Apple 88

Az Yet 97

Babyface 31

Erykah Badu 9

Beck 34

Better Than Ezra 184

Cake 51

Camp Lo 63

The Cardigans 46
Mariah Carey 134
Deana Carter 22

Nick Cave & The Bad Seeds 155

C-80 122

Tracy Chapman 53

Steven Curtis Chapman 168
Kenny Chesney 111

Terri Clark 119

Paula Cole 87

Phil Coltins 188

Shawn Colvin 126
Counting Crows 30

Big Head Todd & The Monsters 113 The Cranberries 130

Clint Black 76
BLACKstreet 13
Bloodhound Gang 108
Bone Thugs-N-Harmony 102
David Bowie 106

Toni Braxton 12

Jim Brickman 68
Brooks & Dunn 69
Foxy Brown 43

Bush 28

Tracy Byrd 110

Sheryl Crow 24
Frankie Cutlass 156

Da Brat 164

dc Talk 172

Def Leppard 192
Celine Dion 3
Do Or Die 137
Dru Hill 25

E-40 157
Bill Engvall 73

Enigma 80
Enya 165
Gloria Estefan 198

Flesh-N-Bone 174

Kirk Franklin And The Family 105

Fugees 91,199

Kenny G 45
Garbage 86
Ghostface Killah 166
Johnny Gill 123
Vince Gill 162
Ginuwine 37
Giovanni 196

Ronan Hardiman 194
David Helfgott 129
Faith Hill 171

John Lee Hooker 163

Enrique Iglesias 95
Julio Iglesias 144
The Isley Brothers 132

Alan Jackson 61,121
Jamiroquai 153

Jars Of Clay 167
Jewel 4

Eiton John 93

Montell Jordan 148
Journey 98
Cledus “T.” Judd 173

David Kersh 169
Kon 109

Jonny Lang 136
Kenny Lattimore 140
Donna Lewis 138

Lil' Kim 55
Live 7
LL Cool J 120

Patty Loveless 200
Luscious Jackson 84

Makaveli 16

Marilyn Manson 65, 195
Matchbox 20 193

Dave Matthews Band 41
Kathy Mattea 143
Maxwell 50

Curtis Mayfieid 154
Mindy McCready 100
Reba McEntire 103
John Mellencamp 135
Natalie Merchant 183
Metallica 47

Mint Condition 128

Mobb Deep 180

John Michael Montgomery 131
Alanis Morissette 29

Van Morrison 32

Mo Thugs Family 114

New Edition 60
No Doubt 5
No Mercy 133

Oasis 178
The Offspring 33
Outkast 151

Pavement 197
Petra 175
4 112

Quad City DJ's 160

Rage Against The Machine 139
Collin Raye 159

Redman 94

Richie Rich 146

The Tony Rich Project 179
LeAnn Rimes 2, 10

Peggy Scott-Adams 101
Kevin Sharp 78
Duncan Sheik 107

Silverchair 48 152
The Smashing Pumpkins 52 Trainspotting 161
Snoop Doggy Dogg 62 Waiting To Exhale 150
Soundgarden 181 Space 189
SOUNDTRACK Spice Girls &
Beavis And Butt-Head Co America  Squirrel Nut Zippers 117
147 Rod Stewart 81

Volume II: 60 Minut 39
Jock Jams Vol. 1 85
Jock Jams Vol. 2 58

Boyz It 49

Death Row Greatest Hits 99
Funkmaster Flex The Mix Tape

Master P Presents...West Coast Bad

Booty Call 26 ‘Stone Temnple Pilots 190 Muggs Presents...The Soul
Dangerous Ground 54 George Strait 124 Assassins Chapter 1 20

Evita 40 Sublime 35 Power Of Love — 16 Great Soft
Gridlock'd 44 Keith Sweat 27 Rock Hits 127

Howard Stern Private Parts: The
Album 11

Jerry Maguire 83

Lost Highway 18

Michael 187

The Mirror Has Two Faces 142
One Fine Day 141
Phenomenon 59

The Preacher's Wife 38
Rhyme & Reason 36

Romeo + Juliet 23

Set it Off 104

Shine 67

Space Jam 14

Star Wars: A New Hope 125

Star Wars: The Empire Strikes Back

Sweetback 176

Tela 71

John Tesh 72
Tony Toni Tone 64
Tool 90

Travis Tritt 177
Tru 17

Tina Tumer 115
Shania Twain 89

vz 1

Van Halen 77
Luther Vandross 96
VARIOUS ARTISTS

1997 Grammy Nominees 15

Club Mix 97 74

Pure Disco 116
Ultimate Dance Party 1997 19
Wow-1997: The Year's 30 Top
Christian Artists And Songs 145
Veruca Salt 66
The Verve Pipe 70

The Wallflowers 8
Westside Connection 42
Bill Whetan 56

Bryan White 182

White Town 118

White Zombie 191
Widespread Panic 185

“Weird Al” Yankovic 186
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PERFORMANCE RIGHT AGENCY UNDER LEGAL FIRE IN BRAZIL

(Continued from page 6)

the ruling on the day of publication.

When the ruling is published in
Diario Oficial, ECAD is expected to
file suit against Sadembra, alleging
that the constitution mandates a cen-
tral collection entity for the collection
of performance fees.

If ECAD does file a complaint, the
case would then be heard by the Fed-
eral Supreme Court in Brazil's capi-
tal, Brasilia. The Federal Supreme
Court is the highest court for cases
involving the constitution.

Sadembra and ECAD have
engaged in legal skirmishes four
times since 1991, when ECAD first
sued Sadembra for attempting to
leave the organization. ECAD won
that suit, but it lost the three subse-
quent cases.

Most Brazilian publishers private-
ly say that ECAD will ultimately tri-
umph. If Sadembra wins, the publish-
ers anticipate dire consequences
because a Sadembra victory would
open the door for other societies to
collect fees on their own. The result-
ing variation in performance fees
would create havoe, it is said, in the
collection and distribution of monies.

In short, says José Carlos Costa
Netto, a ruling in favor of Sadembra
“may ruin the whole music publishing
business in Brazil and create big prob-
lems for composers.” During the "70s
Costa Netto, who now runs his own
label, Dablid, was president of the
musie publishing organization Nation-
al Council of Author’s Rights.

Sadembra director Haroldo Bastos
counters by saying that ECAD was
not distributing its collected fees in an
equal fashion.

“ECAD became a representative of
the multinational [publishers] only,”
says Bastos, who adds that Sadembra
wanted to break away from ECAD
because “alone, we can do better work
for our associates.” Sadembra pri-

marily represents small publishing
companies whose repertoire dates
from the '20s to the '60s.

ECAD flatly denies Sadembra’s
allegations. “[Sadembra] are notified
of all meetings when decisions are
made, and they never show up,” says
ECAD’s in-house counsel, José Dia-
mantino. “Then they say their opinion
is not respected.”

ECAD was established in 1973 by
the Brazilian government to establish
a more orderly manner of collecting
performance royalties. At the time,
dozens of Brazilian authors’ rights
associations individually collected
performance right royalties based on
whatever fee they could procure. A
portion of the performance fees col-
lected by ECAD is used to support its
organizational structure.

In addition, a council composed of
10 authors’ societies, plus a member
of ECAD’s administration, was
formed. The council members vote to
set the fees to be collected and the dis-
tribution structure for each society.
But throughout the council’s history,
these societies have often quarreled
in council meetings over the payout
percentages to each society. In the
late ’80s, Sadembra began to complain
openly about ECAD’s fee distribution.
Sadembra has been the only society
that has desired to leave the ECAD
fold.

ECAD problems became more
acute in 1994, when the Brazilian con-
gress opened an investigation of
authors’ rights, specifically aimed at
the music industry. The investigation,
which took almost a year, suggested
that hundreds of people, including
member publishers of performance
societies, may have been involved in
mishandling performance fees.

The reports from the investigation
were sent to the justice departments
in many of the states where the sus-

pects lived, but no arrests were ever
made.

The point of the investigation,
according to Diamantino, was to dis-
credit ECAD as the sole collection
agency, which could have thrown the
whole collection process into disarray.

“Everybody knows that the inves-
tigation was created by congressmen
that [own] radio stations and are
interested in stopping payment of
[performance royalties],” says Dia-
mantino. Music publishers, perfor-
mance societies, and recording artists
targeted during the investigation
made similar accusations.

Indeed, in the late '80s, then Brazil-
ian President José Sarney granted
radio licenses to dozens of Brazilian
congressmen in exchange for votes
that would keep him in power one
year beyond his constitutionally man-
dated four-year term—a move that
succeeded. It is estimated that a
majority of Brazil’s 3,500 radio sta-
tions are owned by former and cur-
rent members of congress, many of
whom owned radio and TV stations
before Sarney began dishing out radio
licenses.

Diamantino’s remarks about the
congressional ownership of radio sta-
tions were echoed by Ralph Peer II,
CEO/president of peermusic, who
notes that “the congressmen must
think that having 10 societies collect
[on their own] is going to make them
much weaker.”

The investigation appears to have
enfeebled ECAD’s authority. In late
1996, Brazil’s minister of economy
decided that sports clubs were not
obliged to pay performance royalties
because they are nonprofit organiza-
tions.

Yet these sports clubs routinely
promote concerts and balls, some of
them quite large, and they own
restaurants that feature live enter-

ECHOS SPOTLIGHT GERMAN ACTS

(Continued from page 9)

year was presented to producer Frank
Farian, who has enjoyed global success
across three decades with such acts as
Boney M, Milli Vanilli, La Bouche, and,
most recently, No Mercy. The acade-
my estimates that Farian’s productions
have sold more than 80 million albums
worldwide, making him the most suc-
cessful exporter of German music.

The youngest winner this year was
16-year-old singer Bliimchen (best
national female artist), whose records
such as “Herz An Herz” for edel sold
more than 1 million units last year,
according to the label.

The record-breaking hit single
“Time To Say Goodbye” by English
singer Sarah Brightman and Italian
tenor Andrea Bocelli received the Echo
Award as best national pop/rock single.
The duet, which was recorded as the
official song for the farewell bout of
German world boxing champion Henry
Maske, has sold 2.5 million singles,
according to EastWest Records, and
remained at No. 1 for weeks on the
German singles chart.

After Brightman gave her thanks to
the German fans, to Bocelli, and to her
producer, Frank Peterson, Bocelli told
the audience, “I cannot speak German,
and my English is terrible. I can only
sing, and I do this with all my heart.”

The award for the best national
dance single of the year went to Mr.
President for “Coco Jamboo.” Viva
music television host Stefan Raab was
named producer of the year for his
work with such acts as Buerger Lars

Dietrich and Die Prinzen. The German
Phonographic Academy’s award for
newcomer of the year went to Fool’s
Garden for its song “Lemon Tree.” The
videoclip of the year was rock group
Die Toten Hosen’s “10 Kleine
Jaegermeister.”

The international Echo Awards went

to Italy’s Eros Ramazzotti (interna- -

tional male artist); Alanis Morissette
(international female artist); the
Fugees (international group); the trio
of Paco De Lucia, Al Di Meola, and
John McLaughlin (jazz act); and Spice
Girls (international newcomer).

Although Aerosmith and Jamiroquai
were not among the evening’s winners,
their presence as performers at the ’97
Echos, along with others, confirmed
the event’s increasing role as a prime
promotional opportunity in the world’s
third-largest music market. The Ger-
man acts that performed were DJ
BoBo, Maffay, No Mercy, 'N Sync,
Otto, Mr. President, Tic Tac Toe, and
Die Toten Hosen.

Three Echos were presented in non-
musical categories. The annual award
for media figure of the year was given
posthumously to Uwe Lencher, the late
editor in chief of the retailer magazine
Musikmarket. The award for record
shop of the year went to L +P in Berlin,
while the award for marketing cam-
paign of the year went to Sony for “Der
Kleine Eisbaer.”

Amid the glamour of the event, Ger-
man Phonographic Academy chairman
Gebhardt noted the importance of rec-

ognizing the needs of society beyond
the music business when he announced
that the academy had donated $130,000
to the Nordoff/Robbins Music Therapy
Foundation.

Winners in 12 of the 21 Echo cate-
gories are determined by positions on
the German charts, with the balance
chosen by specialist juries, along with
voting by the viewers of music TV
channels MTV and Viva. Voting mem-
bers of the German Phonographic
Academy include German record com-
panies, publishers, producers, artists,
and authors.

In addition to organizing the Echo
Awards, the Academy nurtures young
talent in Germany through programs
that, for example, provide practice
rooms for young musicians in large
German cities.

The evening was marred by a minor
altercation at about 2:30 a.m. between
Viva host Stefan Raab, winner of the
Echo for best producer, and Moses Pel-
ham from the rap group Roedelheim
Hartreim Projekt. Raab has repeated-
ly joked about the corpulent Frankfurt
rapper on his Viva show, and, after
exchanging words, Pelham allegedly
assaulted Raab, punching him in the
face, pouncing on him when he fell to
the ground, and punching him further
until guests intervened.

Raab suffered a fractured nose and
concussion and required medical treat-
ment. His manager, Gabi Allendorf,
said Raab would pursue criminal
charges against Pelham.

tainment and play prerecorded music.
According to ECAD, sports clubs
account for 5% of all performance rev-
enues.

Still, Diamantino is confident that
the Federal Supreme Court will rule
in favor of ECAD, saying that the
existence of a central collection entity
was written as a federal law that was
accepted by Brazil’s 1988 constitution.

Bastos is equally sanguine, saying,
“We have a 99% chance of winning.
We have won the suit in many courts,
and [our position] is based in a para-
graph of the constitution that forbids
monopoly.”

Assistance in preparing this article
was provided by John Lannert.

WIDE APPEAL IS KEY TO NEW CROP OF TEEN ACTS

(Continued from page 91)

weird,” he says. “It was supposed to be
an interview and then ... But it was a
lot of fun, and I got to meet some peo-
ple and some beautiful girls, so it
wasn't that bad.”

Lang says teens don’t necessarily
need music that panders to them.
“Kids my age and a little older and
younger listen to the old stuff if they
are just given the opportunity,” he
says. “I really fell in love with the
blues, and a lot of kids my age end up
liking it too and go out and buy B.B.
King albums.”

According to Lang, his peers want
real music by real musicians. “I don’t
think kids today will buy into those
cutesy boy bands now,” he says.
“Teenagers have a lot to do with
record sales, and any act they think is
cheesy will get weeded out.”

Like Lang, the brothers in Hanson
are attempting to make a name for
themselves as legitimate musicians.

“We have done some of the [teen fan
magazine] interviews already, but we
think the music speaks for itself,” says
Isaac Hanson. “We know some people
will automatically be biased toward our
age, but we take our music very seri-
ously, and hopefully we’ll have a very
broad audience.”

“And they’ll judge us by our music
and not by our age,” chimes in Zachary
Hanson.

“They’re going to say, ‘Oh, they're
young kids, they don’t play, they don’t
write, they were put together, some-
thing’s got to be screwy about that,’ but
you just have to listen to it,” says Tay-
lor Hanson. “The music speaks for
itself.”

Assistance in preparing this story
was provided by Melinda Newman in
New York and Susan Nunziata in
Orlando, Fla.

SALES SOARING FOR U2’S ‘POP’ DEBUT

(Continued from page 6)

Scan era.

The U2 album lags behind the pace
established by Pearl Jam’s 1996 set
“No Code”—an album widely per-
ceived as a comparative sales disap-
pointment—which entered the top
slot of The Billboard 200 last May
with more than 366,000 units sold.

Initial sales of U2’s new release are
almost in the same ballpark as.those of
the group’s last outing: In July 1993,
“Zooropa” arrived at No. 1 its first
week out with a total of more than
377,000 units. That record spent two
weeks at No. 1 and has sold 2.2 million
units to date, according to SoundScan.

The band’s biggest album, 1987’s
“The Joshua Tree,” hung at No. 1 for
nine weeks and went on to be certi-
fied 10-times platinum.

In Canada, a retailer’s decision to
place “Pop” on sale three days before
its March 4 street date provoked a
wave of violations by other chains
north of the border.

A&B Sound, a 30-store electronics
chain with a music merchandising
policy similar to Best Buy’s, placed
the U2 album on sale at its outlets in
Alberta and British Columbia on the
afternoon of March 1.

A&B director of software mer-
chandise Lane Orr says the chain has
been embroiled in “an ongoing feud
with PolyGram Canada” since the
label group raised its wholesale
prices in September 1996 from $12.85
to $14.11 Canadian.

Orr, who says that A&B has cut
back its orders on PolyGram product
and has not advertised the company’s
product since the price hike,
explains, “We basically put the U2
[album] out as a protest to their prie-
ing ... Certainly what the industry
doesn’t need right now is a $14
wholesale price.”

A&M/Island/Motown Canada presi-
dent John Reid asks, “Does that sound

like a reasonable argument? Our list
prices are our list prices, and they’re in
line with the rest of our catalog.”

Reid says that as a result of A&B’s
violation, other chains—many of
which had planned elaborate March
4 promotions to kick off the album’s
release—followed suit and placed
“Pop” on sale early. “A lot of the
competition held off until [March 3]
in most cases,” he says. “They at
least had the courtesy to call us.”

He adds of A&B’s action, “All it did
was defuse some very creative pro-
motions set up by other retailers.
Price is not an issue here ... I don’t
have a dispute on price with [A&B].
He was going to lose competitive
advantage to other retailers.”

In the immediate future, A&B
won’t have the opportunity to break
street date on other PolyGram
releases, according to Reid. “They’ll
lose their advance shipping privilege
for a period of time,” he says.

TO OUR READERS

The Between the Bullets column
will return next week.

ON YOUR MARK ...
GET READY ...
GET SET...
CALL
BILLBOARD CLASSIFIED

TODAY!!
B00D-223-7524
FAX: 212-536-5055
212-536-5174

100

www americanradiohictorv com

BILLBOARD MARCH 22, 1997



www.americanradiohistory.com

BIZ LOOKS TO SPARK A CASSETTE REVIVAL

(Continued from page 1)

nated most one-on-one meetings, ac-
cording to executives attending
NARM.

According to SoundScan, cassette
sales declined 19% in 1996 as compared
with 1995. In the latter year cassette
sales totaled about 33% of album sales,
while last year the format accounted
for 27% of sales. So far this year, cas-
sette sales have declined about 8.3%.

While most agree the cassette is well
along in its march to oblivion, many
argue that the industry should not let
the format die prematurely.

Jim Caparro, president of PolyGram
Group Distribution (PGD), said at the
convention, “Everyone here wants to
do something about the cassette. Opin-
ions range from letting them die a nat-
ural death to what can be done to gen-
erate incremental sales.” But, he
added, “I don’t want the account base
exacerbating its eventual decline.”

Distribution executives point out
that it is crucial to keep the cassette
alive if the industry wants to enjoy
incremental sales. Potential replace-
ment technologies—the MiniDisc and
digital compact cassette—failed to take
hold. And with no new replacement
platform on the horizon, industry exec-
utives are touting data that support the

premise that there is still life left in the
cassette format.

A Soundata survey of 2,000 random-
ly selected active music consumers
found that:

* 96% own a cassette player;

* Almost 45% buy music in CD and
cassette formats;

* And about 65% of shoppers look-
ing for a cassette album didn’t buy
another title if the one they wanted was
out of stock.

Peter Jones, president of BMG Dis-
tribution, acknowledges the high level
of penetration for cassette players.
“There is an installed base for the cas-
sette,” he says. “I am not suggesting
that the cassette is here forever. But if
we walk away from that base for the
wrong reason, we will lose volume.”

Unlike with vinyl, music merchants
have been leading the move away from
the cassette, sales and distribution
executives charge. Over the last few
years, one reason the cassette decline
has been so rapid is because a number
of accounts have been aggressive in
pruning their catalog selections on cas-
settes, they say.

Among the accounts leading the
charge away from the cassette are
Tower Records/Video, Best Buy, Cir-

CHINESE ‘STORY’ FEES GO DIRECTLY TO U.S. CO.

(Continued from page 6)

directly for the privilege of doing the
show and its songs,” says Gershon.
“It’s a clearer recognition of intellectu-
al copyrights by the Chinese.” Ger-
shon co-owns MTI with producer
Cameron Macintosh.

Starting in July, the production will
be performed 30 times in Beijing by a
government-operated amateur group,
the Central Academy of Drama, which
will perform the work in Mandarin.
Gershon says he’ll explore the possi-
bility of an original cast album of “West
Side Story” in its Chinese translation.

According to Gershon, a decade ago
another MTI show, the stage version
of the Danny Kaye-starred feature film
classic “Hans Christian Andersen,”
was mounted in China. Payment for
that show was made through a Japan-
ese firm, Shiki Theatrical Co., as a pro-
duction charge rather than as a pay-
ment for use of the songs on stage.
Shiki Theatrical forwarded monies to
MTI, which then disbursed the funds
to the songwriters.

Shiki Theatrical Co., which provides
staging expertise to the Chinese, has
also produced a Japanese version of

WINDHAM HILL

(Continued from page 10)

cluding the recent “Primitive Streak”
at more than 90,000 copies sold, ac-
cording to SoundScan. The label’s
identity will continues to be “grittier”
than its sister imprints, Vining says.
Upcoming efforts include a live set
from the Subdudes and a duets album
from pop singer/songwriter Jules
Shear.

The Dancing Cat label features a
roster of Hawaiian slack-key guitarists,
with upcoming albums due from Led-
ward Kaapana and James “Bla”
Pahinui.

The spring/summer release sched-
ule for Windham Hill proper includes
several star-studded compilations,
including “Songs Without Words,” a
solo piano set with Brian Wilson and
Stephen Sondheim, among others. Also
on their way are albums by Arkenstone
and singer/songwriter Janis lan.

“West Side Story” and will work on the
Chinese production. According to Ger-
shon, many in China are familiar with
songs from “West Side Story” via boot-
leg copies of the acelaimed film version.

If the “West Side Story” experi-
ence is successful, Gershon plans to
meet in Beijing with the cultural min-
ister of China to discuss other stage
possibilities. Three MTI shows that
would be targeted for Chinese pro-
ductions for the first time are “Fid-
dler On The Roof,” “Les Misérables,”
and “Annie.”

Also, Gershon is further exploring a
relationship in Beijing with U.S.-based
Cherry Lane Music, which has offices
there, whereby Cherry Lane would
serve as a secondary company for
grand rights for MT1.

cuit City, and Lechmere/Montgomery
Ward, according to observers. Until
this year, many mall-based chains
might have been readjusting their cas-
sette inventory a bit too quickly as well,
they add.

Suddenly, though, a number of mer-
chants are now saying that the indus-
try was too quick in pushing the eject
button on the format.

For instance, George Scarlett,
national product manager for West
Sacramento, Calif.-based Tower Rec-
ords/Video, says, “We had a sale with
Sony on their Nice Price cassettes at a
tremendous price, and it really inject-
ed some life into the [format].” He says
that in the three weeks prior to the
sale, the best-selling cassette title sold
76 units, but that in the three weeks
after the sale, the top title sold 840
units. “Advertising and price point
shouldn’t be underestimated,” he adds.

Steve Strome, president of the Troy,
Mich.-based Handleman Co., agrees.
“We see a significant increase when we
advertise the cassette along with the
CD on new releases.” He notes that the
cassette is well above 30% of the com-
pany’s musie business.

The International Recording Media
Assn. also believes ads can help revive
the format. It plans a consumer ad
campaign aimed at whetting appetites
for prerecorded tapes. The promotion,
which will use the tag line “READY
casSETte GO,” will bow this summer
(Billboard, March 8).

At Tower, cassettes are about 10%
of business, according to Stan Goman,
senior VP at the chain. He believes
lower pricing will best stimulate cas-
sette sales. “The cassette is too expen-
sive,” he says. “Why should the cus-
tomer buy a new cassette title [of] a hot
hit at $10.98 when its CD counterpart is
probably selling for $11.987”

Goman is not alone in urging manu-
facturers to change pricing strategies
on the cassette. Bob Higgins, chair-
man/CEO of the Albany, N.Y.-based
Trans World Entertainment, says,
“With the proper price structure, the
sales of cassette catalog could increase
by as much as 50%-100%.”

David Mount, president of WEA,
said prior to NARM, “We are getting

SONY APPOINTS NASHVILLE PRES., PLANS LABEL

(Continued from page 6)

ent company,” Butler says. “It’s total-
ly a vote of confidence, even in the face
of a rather sluggish economy.”

Butler says he will start Lucky Dog
with two releases this spring and fur-
ther signings to follow.

“I’'ve been wanting to open up a label
that was more alternative, rather than
amainstream label,” he says. “So we're
starting Lucky Dog Records, and it will
be a combination of some older historic
roots and traditional music. We'll have
an Asleep At The Wheel album and a
David Allan Coe album coming out this
spring, and also on that label will be the
other end of the spectrum. We’'ll have
some new, young rootsy kind of artists
for the next generation of people who
idolize David Allan Coe and those guys
but go at it from a ’90s perspective.”

Butler says Lucky Dog will not nec-
essarily pursue mainstream radio or
mainstream marketing.

“It will be very alternative,” Butler
says. “The charter at that label is to be
different, be unique, and find new ways
to bring music to the marketplace. 1
think we'll rely very heavily on college
campuses and touring. There are ways
around mainstream radio. You just
have to have people with the desire and

the knowledge to go explore those
things. It costs you money upfront, but
the payoff could be great.”

Butler says staffing for the label is
in the works, but veteran Columbia
A&R senior director Blake Chancey
will move to Lucky Dog to head A&R.

“I’ll be hands-on,” says Butler. “I'm
too young to sit up in a chair and watch
everybody else work. I'd rather be out
on the street myself, promoting
records and looking for new bands.”

He says a Sony GM will be named
soon. “We're developing some people
in-house,” he says, “and that’s my
preference—to name somebody in-
house. Paul Worley {Sony executive
VP] has renegotiated his contract for
another stint, and we’re getting ready
to announce a couple more promo-
tions.”

“Blake will be VP of A&R for Sony
Music,” he continues. “Our A&R staff
will be more centrally focused rather
than label-focused. There’ll be a lot
more interfeeding and interaction
among labels and the A&R people at
the different labels, so that a great
song is not overlooked. The songs will
be shared with a common A&R direc-
tion by Paul Worley.”

some requests for lower pricing on cas-
settes to stimulate that declining mar-
ket, and we're looking at it.”

PGD’s Caparro says many ideas are
being discussed at PGD account meet-
ings about how to increase cassette
sales. “Some ideas are to sell new
releases on cassette at full price, then
quickly devalue it to midprice,” he says.
Others suggest selling the cassette
“one way,” with no returns.

Caparro points out that over the last
18 months, PGD has repositioned well
over 1,000 titles, moving them to mid-
lines and budget lines.

A Mercury Records executive says
the label has kept some titles priced at
$16.98 for CD but reduced the list price
on the cassette format to $8.98.

At Sony Music Distribution, presi-
dent Danny Yarbrough says that his
company recently changed about 350
titles, including 140 during the first
week of March, moving them from
midline to budget-line status.

Larry Mundorf, president of the
Pittsburgh-based National Record
Mart, says he wants to promote the
cassette, especially since he sees an
opportunity as the chain’s competitors
lessen their commitment to the format.
But he worries that the decrease in cas-
sette sales might suddenly accelerate,
with the format going the way of the 8-
track and the chain overstocked.

Nonetheless, John Grandoni, direc-
tor of purchasing for the chain, adds,
“We are holding on to the floor with the
cassette, keeping a minimum of 3,000

VSDA AIMS TO RAISE AWARENESS

(Continued from page 6)

nickel.” Previously, vendors had been
targeted as the sole contributors.

The start-up funds from the Block-
buster, Hollywood Entertainment,
and West Coast Enterzainment chains
and smaller independents such as
Movies 'N More and Video Hut will
come from cassette rentals—one
penny per transaction. Nevertheless,
VSDA expects to give sell-through
equal representation in the campaign,
which is supposed to alert consumers
to the value of video vs. direct broad-
cast satellite and other home enter-
tainment delivery systems.

Eves notes that the $16 billion indus-
try is split roughly 50/50 between sales
and rental. One of the goals of a still-
unformed Home Video Awareness
Oversight Committee, which Eves will
chair, will be to devise a way for sell-
through merchants to contribute to the
campaign bankroll. The first meeting,

titles in every store. We want to stay in
the cassette because that’s where prof-
it margins are.” The difference
between cassette list price and whole-
sale boxlot price generally leaves a
profit margin of about 41%, while the
CD’s profit margin is about 35%.

Rick Galusha, VP at the Omaha,
Neb.-based Homer’s, says that his
chain is pruning catalog cassette titles
from the store. Cassette sales are
about 14% of total business, according
to Mike Fratt, head of purchasing.

Even though cassette sales and
inventory are declining, Galusha says,
Homer’s perceives an opportunity for
the format. He says the chain is con-
sidering expanding cassette and vinyl
offerings in one store in each of the two
markets it considers its trade area.
“We think those two stores might tap
into a nice niche market,” he says.

Similarly, Bob Douglas, VP of pur-
chasing at the Stamford, Conn.-based
HMYV, says his company sees an oppor-
tunity, even though it is decreasing its
cassette selection. “The chain is look-
ing at different ways to present its cas-
sette inventory,” he says. “We may
decrease our range but amplify our
offering.” At HMV, the cassette is
about 11% of music sales, down from
20% five years ago.

But in Simi Valley, Calif., Steve Kall,
president of the Pacific Coast One-
Stop, says that while cassette album
sales are only 5%-10% of all his sales,
“I will be there for the cassette as long
as the majors put it out.”

to develop program details and imple-
ment strategy, has been scheduled for
May in Los Angeles.

The devil will be in those details,
warns Bob Alexander, president of
Alexander & Associates, a New York
consultancy specializing in home video.
“The international experience with
awareness campaigns has been bad,”
Alexander says. “There are tremen-
dous problems getting the studios
together to promote the right things.”
A studio-backed British effort fell apart
almost as soon as it was started.

However, Alexander believes that
the VSDA strategy of lining up retail
support first “is a good idea. VSDA is
in a good position to pull something
off.” Alexander agrees that home
video awareness could be improved.
“Video once was on top of everyone’s
mind. But it may not be as fresh and
new as before.”
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€€ The people at Disc Makers are
Jfast and good. I was impressed with
their willingness to work with me
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Fort Lee, N
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Pick The Hits Online
With ‘Fantasy Billboard’

Think you're an A&R genius?
Have we got a gue for you!

“Fantasy Billboard,” the new
rotisserie-style game on Bill-
board Online, let’s vou assemble
vour own record label and com-
pete for prizes against players
around the world. It’s tfun, it’s
challenging, and it’s {ree!

Each week, Fantasy Billboard
players create a record label by
choosing 10 albums from
The Billboard 200 and the [
Heatseekers chart. Play-
ers earn points based on
the chart performance of
each album over the next
four weeks. For example, [

a new No. 1 album earns

100 points; a Greatest Gainer
earns 50 points; and a bullet gets
25 points.

At the end of each game, the
player with the most points wins
a copy of the “Billboard Music
Guide” CD-ROM from Creative
Multimedia. The CD-ROM, which
debuted last fall, includes infor-
mation on more than 4,000 artists
and 60,000 albums.

“Anyone can play the game,”
says Ken Schlager. editorial di-
rector of Billboard Online, “hut

the most successful ‘Fantasy
Billboard’ plavers will be those
who understand chart movement
and can anticipate market forces.
Then again, dumb luck could
prove to be a major factor!”

To play, go to Billboard Online
(www.billboard.com) and click on
the “Fantasy Billboard” logo.
Next, read the rules and make
vour picks {rom the chart listings.

&
- (‘l”[a .

Standings are posted each week,
along with each player’s roster. A
new game starts each Thursday.

“Fantasy Billboard” is just the
newest feature on Billboard On-
line. The Web site includes free
daily news updates, chart high-
lights, new release information
and previews, and links to audio
clips. It also offers a paid area
where subscribers can access the
current Billboard, the daily Bill-
board Bulletin, and archives of
charts and articles.

‘Pop’ Music Tops In U.S., U.K.

P()l’ GOES THE WORLD, thanks to the debut of U2's
latest album at No. 1 on both sides of the pond. The Irish
band enters The Billboard 200 at pole position and
remains atop the British album chart, where it debuted
at No. 1 last issue. In the U.S., “Pop” (Island) is the third
172 set in a row to enter at the pinnacle. “Achtung Baby”
did the same in 1991, as did “Zooropa” in 1993.

“Pop” is the fifth U2 album to reach the summit.
1987’s “The Joshua Tree” and 1988’s
“Rattle And Hum” were the group's

Pacemalkers, Frankie Goes To Hollywood, Jive Bunny
& the Mastermixers, and Robson & Jerome, whose first
three singles went to No. 1. Spice Girls ave the first act in
the U.K. to pull four No. 1 singles from a debut album.

Inthe U.S,, the Jackson 5 were the first act to have its
first four singles reach the top. Mariah Carey surpassed
that when her first five singles went to No. L.

NO('ONSOI.ATION: If Spice Girls
are no longer No. 1, there must be a

first two chart-toppers. U2 is now
tied with Paul Mc¢Cartney and
Chicago in third place for the most
consecutive No. 1 albums. The only
acts with more are the Beatles
(nine) and Elton John (seven), dis-
counting the rerelease of Elton’s
“Empty Sky,” which interrupted his
run of No. 1 LLPs.

BEAT.

ANI) EVERYTHING NICE:
They’ve fallen from the top spot on the Hot 100, but for a
few days Virgin’s Spice Girls had the No. 1 single in the
U.S. and the U.K. They were different titles, however,
which is the first time since 1988 that one act has topped
the chart in both countries at the same time with two sin-
gles. During the first two weeks in February of that year,
“Could’ve Been” by Tiffany topped the Hot 100, while “I
Think We're Alone Now” led the pack in Britain. This
month, “Wannabe” was in its fourth week at No. 1 on the
Hot 100, while the two-sided “Who Do You Think You
Are”/“Mama” moved 7-1 on the British list. The A-side is
this vear’s “Comic Relief” song, and the B-side was nice-
ly timed for the celebration of Mother’s Day in Britain in
early March.

This represents a milestone for Spice Girls; they are
the first act in U.K. history to have its first four singles
reach No. 1. Previously, they were even with Gerry & the

by Fred Bronson

new title leading the Hot 100. There
is, but it arrives in a week when the
artist is occupied with more serious
matters. “Can’t Nobody Hold Me
Down” by Puff Daddy Featuring
Mase is the new No. 1. Puff Daddy
is Sean “Puffy’” Combs, head of Bad
Boy Entertainment and best triend
of his late artist, the Notorious
B.I1.G. (see the Rap Column, page
28). “Can’t Nobody,” which samples “The Message” by
Grandmaster Flash & the Furious Five and includes
lyries from Matthew Wilder's “Break My Stride,” is the
first No. 1 on the Hot 100 for Bad Boy. Another of the
label's acts, 112, makes an impressive 43-32 leap this issue
with “Cupid.”

0 H BROTHER: Atlantic artist Brandy should be proud
of her younger hrother. Ray J jumps 34-25 on the Hot 100
with his debut single, “Let Tt Go” (EastWest), from the

“Set It Off” soundtrack. How do the siblings’ debut sin-

gles compare when it comes to chart positions? Brandy’s
“I Wanna Be Down” debuted at No. 61, while “Let It Go™”
opened at No. 55. In their second week, Brandy was No.
37 while Ray J was No. 34. And in their third week,
Brandy zoomed to No. 19 while Ray J took a good move to
No. 25. We'll have to see where “Let It Go” peaks to decide
the ultimate winner; “I Wanna Be Down” went to No. 6.

NMARIKKET WVWVATCH.

A WEEIKLY NATIONAL VMIUSIC SALES REPORY

. . . =
Billboard Bulletin Enjoys veEam Yo oaTs [ veamvo-care
o o UNIT SALES ALBUIVI FORIVIAT
First European Expansion
1o 19> 1o L= X =3
Billboard Blulletin, the new | tor Keg hC]llleVg_{q'el' (N.Y.),Amaﬂag- TOTAL 122,346,000 134,879,000 (UP 10.2%) |§ CD 74,221,000 85,680,000 (UP 15.7%)
i ‘s publication fr i itor ichael micone
§ e %ﬁ%ﬂ;ﬁli:’e‘fgili}zﬁ (LAY, A i il ALBUMS 104,190,000 112,861,000 (UP8.3%) || CASSETTE 29,630,000 26,733,000 (DN 9.8%)
ing in Europe with the addition of | Iyn Horwitz (N.Y.) on the Bulletin SINGLES 18,156,000 22,018,000 (UP 21.3%) || OTHER 339,000 248,000 (DN 26.8%)
Mark Solomons as interna- : staff. He also will serve as
tional editor. associate editor/internation- ﬁ
Solomons, who is based in al for Billboard magazine. I
the London office of Bill- Solomons reports to Adam ug::—Eg::_—:és ‘;'A'E.'_‘é';' s's':(:'égs
board magazine, will report White, Billboard’s interna- TS WEEK TS WEEM TS WWEE IS
on the global music industry tional editor in chief and u
and coordinate the Bulletin [ElaReiilellE] Music Group VB 13,886,000 11,309,000 2,579,000
contributions of Billboard Billboard Bulletin, intro- LAST WEEK LAST WEEK LAST WEEK
correspondents around the world. | duced in late January, offers daily 13.297 000 10.894.000 5 403.000
A musician and songwriter as | coverage of the international g i Ui~
well as a journalist, Solomons music business. It is available CHANGE CHANGE CHANGE
spent five vears covering the in- | around the world via fax or o 5 @
ternational real estate business as | through Billboard Online UP4.4% UP3.8% | UP7.3%
an editor of the trade journals | (wwwhillboard.com). TS WEEK THIIS WEEK TS WEEK
Europroperty and  Estates For Bulletin subseription infor- ER TP ES ER SR SRS €
Europe. Over the past vear, he | mation, contact Jeff Somerstein 12,748,000 10,465,000 2,293,000
has also written for Music Busi- | at 212-536-5261 or E-mail
ness International and UK. pub- | jsomerstein( billboard.com. In e ar- B e e e
lication Record Mirror. the U.K./Europe contact Sue UP 8.9% UP 8.2% UP 12.5%
Solomons joins editorial direc- | Dowman at 44-171-323-6686.
International Latin Music Conference & Awards TOTAL YEAR-TO-DATE CD ALBUM SALES BY STORE TVPE
Hotel Inter-Continental, Miami * Apvil 28-30, 1997
Fourth Annual Dance Music Summit R Lk k= e A T =
Chicago Marriott Downtown, Chicago * July 16-18, 1997 CHAIN 49,513,000 56,309,000 UP 13.7%
19497 Billboard/Airplay Monitor Radio Seminar INDEPENDENT 9,121,000 11,454,000 UP 25.6%
Ovlando Renaissance Hotel, Orlando, Fla. « Oct. 16-18, 1997
19th Annual Billboard Music Video Conference & Awards MASS MERCHANT 15,588,000 17,918,000 UP 15%
The Beverly Hilton, Beverly Hills, Calif. « Nov. 20-22, 1997 NON-TRADITIONAL NA 198,000 NA
For more information. contact Maureen Ryan at 212-536-5002. ROUNDED FIGURES T B BT

COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE AND RACK SoundScan »
SALES REPORTS COLLECTED. COMPILED., AND PROVIDED BY

Visit our Web site at http://www.billboard.com
Contact Sam Bell at 212-536-1402/1-800-449-1402.
E-mail: sbell@billboard-online.com
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e fape st ar artist. a 1 family member and c.goea yend.
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G soill miss you Biggie.
Rest G Peace. Gk Lore Lou.
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VI
EVITA!

#1 SOUNDTRACK IN THE WORLD!

-
L.

SEE MADONNA PERFORM
“YOU MUST LOVE ME”
LIVE AT THE OSCARS!

NOMINATED FOR 5
ACADEMY AWARDS

INCLUDING: Best Original Song - “You Must Love Me”

WINNER OF 3 GOLDEN
GLOBE AWARDS:

Best Original Song - “You Must Love Me”
Best Actress - Madonna
Best Picture

kS A

“You Must Love Madonna”
—NY Daily News

“Triumphant”
—The Boston Globe

“Madonna Radiates”
—The New York Times

EVITA

The Complete Motion Picture Soundtrack s/2.46346
MADONNA ANTONIO BANDERAS JONATHAN PRYCE

www.whbr.com/madonna  www.EVITA-The Movie.com
©1997 Wamer Bros. Records Inc.
©1997 Cinergi Pictures Entertainment Inc. and Cinergi Productions N.V. Inc.
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