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Eno, U2 Members 
Join As Passengers 
SEE PAGE 11 
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"Ballads as personal and 
focused as the last pages 

of a diary." 
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Country Labels Rethink Vids 
Cost Just One Reason For Cutbacks 

BY BRETT ATWOOD 
and DEBORAH EVANS PRICE 

NASHVILLE- Concerned about 
the money they are pouring into mu- 
sic videos, labels 
here are re- evalu- 
ating whether clips 
are the most bene- 
ficial use of their 
marketing and 
promotion dollars. 
Several country la- 
bel executives say 
they plan to cut 
back on clip pro- 
duction. 

Music videos 
typically cost 
$40,000 -$70,000 to 
produce; more ambitious productions 
can approach or surpass the $200,000 
level. 

"Sometimes money is wasted on a 
video," says Janice Azrak, Warner/ 
Reprise senior VP of creative serv- 
ices. "If you've got a video that's 
screaming for production, [then] 

MORGAN 

Regional Distribs 
Guard Their Turf 

BY CHRIS MORRIS 

PHO E NIX- Traditional regional in- 
dependent dis- 
tributors main- 
tain that they 
can survive in a 
rapidly shrink- 
ing market- 
place by con- 

tinuing to service the localized needs 
(Continued on page 107) 

Def arn 
10th ANNIVERSARY 
A BILLBOARD ADYERTIBiNO BBPPLEMENT 

SEE PAGE 31 

you've got to do it. But it really is a 
case -by -case situation. Personally, I 
have pulled back a little bit on higher 
budget videos just because the money 
is better spent by giving it to the sales 

department so 
they can get shelf 
space. If I don't do 
that fourth video 
on an album, I may 
take that $50,000 
to $60,000 and give 
it to the sales de- 
partment." 

RCA Label 
Group chairman 
Joe Galante agrees 
that money spent 
on videos can often 
be more effectively 

spent elsewhere. When asked if RCA 
is shooting fewer videos than it used 
to, he says, "Yes, and there will con- 
tinue to be [fewer produced]. We've 
met with our managers and most of 

(Continued on page 117) 
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Blue Gorilla Relishes Its 
Osborne Breakthrough 

BY CARRIE BORZILLO 

LOS ANGELES -Rarely does a new 
artist emerge with a voice so distinctive 
and a sound so innovative 
that hordes of radio and 
video programmers and 
journalists scramble to 
be first to dub her the 
next big thing. 

Joan Osborne has 
done just that with her 
riveting major -label de- 
but, "Relish," released by 
Blue Gorilla/Mercury on 
March 21. The album 
melds gospel, soulful 
blues, and undeniable 
pop /rock hooks with 
lyrics that are rife with spiritual and 
sexual undertones. 

The support and her relentless tour- 
ing have made the Anchorage, Ky.- 
bred, New York -based singer a Heat - 
seekers Impact Artist. 

After topping the Heatseekers chart 
for the week ending Oct. 21, "Relish" 
broke into the top half of The Billboard 
200 at No. 94 the following week. This 

week, "Relish" is No. 73 
on The Billboard 200, 
with a 26.5% increase in 
sales. 

Modern rock, album 
rock, triple -A, college, 
and top 40 radio stations 
nationwide have gotten 
behind the latest single, 
"One Of Us." 

The first offering, "St. 
Teresa," also received 
support, but was serviced 
only as an emphasis 
track for triple -A and 

modern rock radio as a warm -up to the 
album. 

Early radio supporters included such 
heavyweights as modern rockers 
KROQ Los Angeles, WNNX (99X) At- 
lanta, and WKQX (Q101) Chicago; al- 
bum rock outlets WNEW New York, 

(Continued on. page 108) 
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Weezer, TLC Lead Noms For 
Billboard Music Vid Awards 

LOS ANGELES- Modern rock 
act Weezer, rapper Skee -Lo, 
R &B trio TLC, rockers Dave 
Matthews Band, and Euro- 
pean dance 
act Real Mc- 
Coy are the 
leading con - 
tenders for 
the 1995 
Billboard 
Music Video DAVE MATTHEWS BAND 

Awards. 
The awards will be presented Nov. 

10 at the close of the 17th annual Bill- 
board Music Video Conference at the 
Loews Santa Monica Hotel in Los 
Angeles. The ceremony will be host- 

ed by Critique recording artist David 
Hasselhoff, the star and executive 
producer of television's "Baywatch" 
and `Baywatch Nights." 

Weezer 
is the top 
nominee, 
with four 
nods, while 
Skee -Lo, 
TLC, Dave 
Matthews 
Band, and 

Real McCoy each have three. 
This year, for the first time, the 

winners will be determined on -site at 
the conference. Each registered at- 
tendee will be eligible to vote during 

(Continued on page 20) 
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French Hit Invokes 

Native U.S. Spirit 
BY EMMANUEL LEGRAND 

PARIS -A sacred spirit has invaded 
France, and a multipronged market- 
ing campaign is under way to make its 
presence known. 

"Sacred Spirits," Virgin's album of 
Native American music and chanting 
(released in France as "Chants Et 
Danses Des Indiens D'Amérique "), 
and its single "Yeha Noha" topped the 

(Continued on page 111) 
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The Rentals `Return' 
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Ob. and they're debut album SW 
will be serving knowledge of self on a regular, 

with the singles... 
"CELL THERAPY ", 

"SESAME STREET ", 
srd,i000HT PROCESS" 

"all the buzz you've heard is true" 
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ONE special occasion. 

One SPECTACULAR voice. 

"This Is CHRISTMAIS" 

His first Christinas ALB-UM. 
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Executive Producer: Luther Vandross 

LUTHER 
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VANDROS5 MEP 
Includes seven original compositions, featuring the future 

holiday classics "Every Year, Every Christmas" and "This is Christmas." 

e PLUS renditions of three classic songs: "Have Yourself A Merry 
IC Little Christmas," "0 Come All Ye Faithful" and "My Favorite Things." 
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You're a 
songwriter and 
your music's 
gone from the 
garage to 
college radio. 
You want the 
highest 
payments 
for your 
performances. 
ASCAP is the 
place to be. 
We were the 
first to pay royalties on college 
radio and we continue to conduct 
the most representative survey of 
college radio in the USA. 

IT PAYS TO BELONG TO 

ASCAP 
American Society of Composers, Authors 8 Publishers 
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MCA, Geffen Defect From Record Clubs 
NARM Study Spurs New Look At Distrib Channels 

BY ED CHRISTMAN 

PHOENIX- Record clubs, a perennial 
thorn in the side of retail, have suffered fur- 
ther label defections. 

At the National Assn. of Recording 
Merchandisers' annual wholesalers con- 
ference, held here Oct. 20 -25, Uni Distrib- 
ution president John Burns announced 
that MCA and Geffen have pulled out of 
the clubs. 

Earlier in the year, Virgin Records 
chose not to renew its contracts with the 
clubs (Billboard, April 23). 

The decision by MCA and Geffen follows 
a study released by NARM earlier in the 
year that found that 74% of record -club 
members are also heavy customers at mu- 
sic retail. Moreover, the survey found that 
price was a key consideration in buying 
from record clubs, which generally adver- 
tise discount offers, such as 10 CDs for one 
cent. 

Music retailers have long felt that the 
record clubs cannibalize their sales and 
that the club advertisements devalue the 
CD. Moreover, they think it is unfair that 
record clubs get a price advantage over re- 
tail: The clubs license albums from labels 
at about half the price that retailers pay. 

The two record clubs, Columbia House 
and BMG Music, generated about $1.5 bil- 
lion in sales last year, according to the 
Recording Industry Assn. of America. 
Three of the six major music corpora- 
tions -Sony Music, Warner Music, and 
BMG -have a stake in the record club 
business, while the other three -Poly- 
Gram, MCA, and EMI -do not. 

Bruce Resnikoff, executive VP /GM of 
special markets and products for MCA 
Music Entertainment, says that a number 
of factors influenced MCA's decision not 
to renew its contracts with the record 
clubs. "The findings of the study are caus- 
ing everybody to reassess their relation- 
ships with the record clubs, retail, and the 
other channels for distributing music," 
says Resnikoff. "The cannibalization fac- 
tor has always concerned us, and, given 
the fact that our deals with both clubs 
were expiring this year, we decided at this 
point not to renew them and to sit back 
and do our own analysis to see if there is 
cannibalization." 

After MCA analyzes the issue and the 
various other distribution channels for 
selling music, Resnikoff says, the driving 
factor behind whatever decision MCA 
makes will be to do "what is best for our 

artists and company." 
Resnikoff notes that MCA Music Enter- 

tainment's decision was made by its indi- 
vidual labels. Geffen, which once before 
pulled out of record clubs, autonomously 
decided to do so again, while GRP is still 
wrestling with the issue, he says. 

GRP, whose sales are largely catalog - 
driven, is still analyzing the NARM study, 
according to Resnikoff. 

GRP "may or may not continue with 
record clubs," Resnikoff says, but if it 
does choose to continue, it may not be the 
"standard" type of deal that labels have 
with clubs. 

During a panel discussion at the conven- 
tion, PGD executive VP John Madison 
said that PolyGram was reevaluating its 
stance toward record clubs. However, he 
indicated that the record company's main 
goal is to remove PolyGram titles from the 
clubs' discounts, such as the deal offering 
10 CDs for one cent. 

Executives at EMI, the other unaffiliat- 
ed major, were unavailable for comment, 
and Cema president Russ Bach did not ad- 
dress the issue during the NARM panel 
discussion. 

Other executives, such as BMG Distribu- 
tion president Pete Jones, Sony Music Dis- 
tribution president Paul Smith, and WEA 
executive VP George Rossi, defended 
record clubs during the discussion. "There 
will always be record clubs, and sure, it 
does some cannibalizing of retail sales, but 
it also grows the business," said Rossi. 

NARM executive VP Pam Horovitz de- 
nied that the organization is "calling for 
the end of clubs. But we want a level play- 
ing field." 

Columbia House and BMG Music execu- 
tives were unavailable for comment. How- 
ever, when record labels have opted not to 
renew record -club contracts in the past, 
club executives have called the move a ne- 
gotiating ploy. 

Ingram Closes Rackjobbing Unit; 
Accounts Go To Two Competitors 
PHOENIX -The Ingram Distribution 
Group has shut down its rackjobbing op- 
eration, and its former accounts are ex- 
pected to switch to two competitors - 
Eurpac Entertainment and Handleman. 

The closing of Ingram's rackjobbing 
unit, which operated under the name In- 
gram Merchandising Services, ends the 
company's foray in the music business. 
At one point, La Vergne, Tenn. -based 
Ingram had ambitions of creating a na- 
tional one -stop group, but its lone facili- 
ty in the Baltimore market was shut- 
tered several years ago. 

Ingram entered the rackjobbing busi- 
ness about six years ago, establishing a 
small presence among mass merchants. 
In 1992, it entered the military -base 
market by acquiring Encore Interna- 
tional, a Columbia, Md. -based rackjob- 
ber that at the time had about $30 million 
in sales. 

In a statement, Ingram Distribution 
chairman /CEO Philip Pfeffer said that 
the company has "tried diligently for six 
years" to compete as a rackjobber, but 
has "not been successful." 

Ingram has not stated who would pick 
up its accounts, but sources at the Na- 
tional Assn. of Recording Merchandis- 
ers' annual wholesalers conference here 
said that Virginia Beach, Va. -based Eur- 
pac would get Ingram's military busi- 
ness, while Troy, Mich. -based 
Handleman is expected to add its retail 
accounts. 

Eurpac VP Chip Hall confirmed that 
his company had been in touch with all of 
Ingram's military accounts and would 
"begin servicing them immediately, with 
the transition period probably running 
until the end of the year." 

Eurpac's accounts are exclusively mil- 
itary. Earlier this year, the company was 
awarded the worldwide contract for the 
U.S. Navy. 

Handleman president Steve Strome 
says that his company still has to solicit 
former Ingram customers Pamida dis- 
count department store chain and the 
Duckwall -Alto web to see if they want to 
transfer to Handleman. He declined to 
comment further. 

ED CHRISTMAN 

T H I S W E E K I N B I L L B O A R D 

FROM BLUEGRASS TO BIG TIME 
Her records sell more than ever, she's a hit on the charts, radio 
airplay is surging, and booking inquiries are way up. For Alison 
Krauss, winning four Country Music Assn. Awards was a major 
career boost. Correspondent Jim Bessman reports. Page 55 

EAST MEETS WEST WITH A SONG 
About 60 composers -half from Southeast Asia and half from the 
U.S. -are now gathered in Indonesia for Pacific Harmony, the first 
songwriters summit of its kind. Far East bureau chief Mike Levin 
has the story from Jakarta. Page 67 
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Label Tests Digital Service To Radio 
Atlantic Transmitting Music Via Computer 

BY CHUCK TAYLOR 

NEW YORK- Atlantic Records 
hopes to save time and money by 
being the first major label to send 
music releases via computer to ra- 
dio stations across North America. 

The company has begun testing 
technology developed by Vancou- 
ver -based Digital Courier Interna- 
tional that allows a song to be down- 
loaded in CD quality to the hard 
drives of specially equipped com- 
puters. A radio station, in turn, can 
transfer the data to DAT, cart, cas- 
sette, or directly onto the hard 
drive of a digital workstation. 

"This is an interesting tool to in- 
crease the communication between 

radio stations and record compa- 
nies," says Wally Nichols, manager 
of promotion and new technology at 
Atlantic. "We can exercise more 
control over when product gets out 
and ideally serve radio stations bet- 
ter, hopefully, at the same time, 
saving costs for us." 

DCI's digital transfer system was 
originally designed as a method to 
economically transfer spots to 
Canadian radio stations. When 
Nichols realized the potential of the 
system for music delivery, he con- 
tacted the company. 

"The association came about be- 
cause Atlantic heard of our ability 
to deliver ads in CD quality to radio 
stations. If we could do it for ads, 

The Sales King. Walt Disney Records has achieved sales certification for 10 
million units for its soundtrack to "The Lion King." A commemorative plaque was 
presented backstage at a Hollywood Bowl performance by Elton John, who 
wrote the film's music. Shown, from left, are Michael Eisner, chairman /CEO of the 
Walt Disney Co.; Carolyn Beug, senior VP of Walt Disney Records; Chris Montan, 
executive producer of feature animation film music at Disney; John; Hans 
Zimmer, composer /producer; Michael Ovitz, president of Disney; and Peter 
Schneider, president of feature animation at Disney. 

then why not do it for songs as 
well ?" says Remy Kozak, director 
of marketing and products at DCI. 

As a result, DCI is doing every- 
thing it can to make the technology 
inviting to U.S. radio. Since Au- 
gust, the company has provided 
IBM -compatible 486 computers 
with product software and high - 
quality ISDN transmission lines at 
no cost to 250 U.S. radio outlets 
(which, with combos and duopolies, 
makes the technology accessible to 
more than 500 stations, Kozak 
says). DCI has already equipped 
every major commercial radio sta- 
tion in Canada. 

"The quality is incredible," says 
(Continued on page 100) 

Way To Go. Warner Bros. artists and executives attend the People for the 
American Way "Spirit Of Liberty" awards dinner at the Beverly Wilshire Hotel in 

Los Angeles. Warner Bros. Records vice chairman David Altschul was honored 
with the Spirit of Liberty Award, and Pulitzer Prize -winning political cartoonist Paul 
Conrad received a lifetime- achievement award. Shown, from left, are Rod 
Stewart, Warner Bros. recording artist; Russ Thyret, Warner Bros. chairman of the 
board /CEO; Altschul; and k.d. lang, Warner Bros. recording artist. 

Power Station Files Suit 
Against Chemical Bank 

BY PAUL VERNA 

NEW YORK -The Power Station 
recording studio here is suing its 
lender, Chemical Bank, for $6 million 
in damages over alleged interference 
with the company's business. 

In an action filed Oct. 19 in U.S. 
Bankruptcy Court for the Southern 
District of New York, Power Station 
charges Chemical with misrepresen- 
tation, improper management, break 
of fiduciary duty, and tortious inter- 
ference. 

Power Station founder Tony Bon - 
giovi -who is the studio's 71% own- 
er- claims that Chemical's interfer- 
ence with Power Station's business 
forced the studio to default on its loan 
and, on June 21, to file for Chapter 11 

bankruptcy protection. 
According to the suit, Bongiovi ap- 

plied for a loan from Chemical in 1988 
to help him finance the construction 
of an audio -visual studio at the Power 
Station's midtown Manhattan head- 
quarters. On Jan. 10, 1989, Chemical 
extended Power Station a $2.5 million 

loan and a $500,000 credit line, ac- 
cording to the filing. 

In early 1991, Bongiovi asked 
Chemical if the studio could borrow 
an additional $250,000 against its ac- 
count receivables, which at the time 
totaled $600,000, according to the 
suit. Chemical's loan officer, Steven 
Tanklowitz, informed Bongiovi that 
Power Station could not obtain a loan 
against receivables because the stu- 
dio's receivables were already collat- 
eralized with Chemical, according to 
the suit. 

However, Bongiovi notes in the suit 
that he learned in early 1993 that 
Chemical allegedly never had a lien 
on Power Station's receivables. 

"Power Station justifiably relied on 
the representations made by Tan - 
klowitz on behalf of Chemical ... by 
not seeking ... another lender with 
whom it could have factored or 
pledged the accounts receivable," 
says the lawsuit. 

In addition, Power Station charges 
that Chemical unduly interfered with 

(Continued on page 111) 

Mercury Turns To Goldberg To Boost Market Share 
BY PAUL VERNA 

NEW YORK -In a move seen by in- 
dustry insiders as an effort to bolster 
the sagging fortunes of Mercury 
Records, industry veteran Danny Gold- 
berg has replaced Ed Eckstine as the 
label's president. 

The announcement was made Oct. 23 
by Main Levy, president/CEO of Mer- 
cury parent PolyGram. In a prepared 
statement, Levy says, "Danny Gold- 
berg has a great track record as an 
artist -friendly music executive with a 
keen feel for trends in the marketplace. 
I'm sure that he will fit well with the 
other PolyGram label presidents. I look 
forward to having him rebuild the ex- 
isting artist roster and to have him dis- 
cover and nurture new talent." 

The statement notes that Eckstine 
will start a new label that will be "fund- 
ed and distributed by PolyGram." It 
was unclear at press time whether Eck - 
stine's operation would have any direct 
relationship with Mercury; nor was it 
clear if Eckstine would try to revive the 
Wing imprint, which he headed until he 
took over as co- president of Mercury in 
January 1991. 

For Goldberg, the appointment 
comes two months after his fall from 
grace at the Warner Music Group, 
where he had rapidly ascended from 
president of Atlantic Records to chair - 
man/CEO of Warner Bros. Records in 
an upper- management shake -up at 
Time Warner. 

Asked if he weighed other options 
before going to Mercury, Goldberg 

ECKSTINE 

says, "I did have some other choices, 
but the reality is there is a finite num- 
ber of existing record companies. In 
terms of wanting my family to be based 
in New York, it was an even smaller list, 
so I was grateful that this slot was avail- 
able." 

He adds, "I had a choice of starting a 
new company or working for some- 

body. If I was going to work for some- 
body, I couldn't imagine a better set of 
circumstances." 

Goldberg brings to Mercury a 
proven track record as manager and la- 
bel president. Prior to joining the At- 
lantic organization in January 1992, 
Goldberg headed top artist manage- 
ment firm Gold 
Mountain En- 
tertainment, 
whose clientele 
includes Bonnie 
Raitt, Sonic 
Youth, Hole, 
and Nirvana. 

At Atlantic, Goldberg signed label 
deals with such hot indies as Matador 
and Mammoth, which yielded hit 
records by Liz Phair and Juliana Hat- 
field, respectively. Goldberg also was 
responsible for the signings of Hootie & 

the Blowfish, Stone Temple Pilots, and 
other hit- making acts to Atlantic. 

Goldberg says he plans to take a 
"hands -on" role in signing rock and pop 
acts to Mercury. However, he notes 
that it is too early for him to comment 
about specific signings or even about 
what A &R orientation the company 

/ Q \ 

might take under his stewardship. 
"It's too early to give a glib descrip- 

tion of the product," says Goldberg. "As 
we speak, there's a number of new sign- 
ings [from the A &R department]. I 
haven't even had an opportunity to lis- 
ten to their music. I don't start official- 
ly until next Monday, so I have to im- 
merse myself in what's here before 
making any judgments." 

Goldberg points to the success of 
Crystal Gayle, Rusted Root, and Joan 
Osborne as signs of Mercury's vitality. 
However, observers note that Mercury 
has had a disappointing performance 
recently. In the first nine months of 
1995, the label had a 1.9% market 
share. 

Goldberg declines to comment on his 
highly publicized departure from 
Warner Bros., noting that he would 
rather focus on the future than dwell on 
the past. 

"PolyGram is a major force in the 
business," he says. "I know I'm going 
into something that has absolutely 
great distribution, great international 
success, and stable upper manage- 
ment- which, to me, emotionally, is a 

(Continued on page 100) 

Change At Mute: 
Wanagas Leaves, 

Fotiadis Is Prez 
NEW YORK -Two years after tak- 
ing the reins as president of Mute 
Records' U.S. operation, Larry 
Wanagas has stepped down to refo- 
cus his career on artist management. 

Effective Wednesday (1), Wana- 
gas will be replaced by Mark Fo- 
tiadis, who has been serving as the 
label's GM/VP of marketing for the 
last 2'/2 years. Wanagas will direct 
his primary attention toward clients 
k.d. lang and 
Erasure, both of 
whom have just 
released new 
albums, while 
maintaining a 
relationship with 
Mute on a con- 
sultancy basis. 

"We're going 
to miss his lead- 
ership and experience," Fotiadis 
says. "He took a very aggressive 
approach to American signings to 
the label and has positioned us well 
for the future." 

Among those signings is Toenut, 
which scored a moderate modern 
rock radio hit with the single 
"Mouthful Of Pennies." Other 
Wanagas signings include Thirty 
Ought Six, which will release the al- 
bum "Hag Seed" on Nov. 7, and Cit- 
izens Utilities, which will offer the 
set "Chemical" in March 1996. 

Other corporate changes at Mute 
include the resignation of Peter 
Wright, who will leave his post of 10 

years as VP of business affairs at the 
end of 1995, and Jennifer Gross, who 
left her gig as manager of publicity to 
join MCA Records in a similar role. 

Gross has been replaced by Car - 
leen Donovan. Wright's job will not be 
filled. Instead, Fotiadis says, Wright's 
duties will be dispersed among sever- 
al staffers already in place. 

The final piece added to the Mute 
corporate puzzle is Stephanie Rae, 
who will handle much of Fotiadis' 
previous responsibilities as director 
of marketing and sales. 

Fotiadis is not expecting any 
changes to the label's roster or 
creative focus, noting that the 
staff is already preparing for 
releases slated for spring 1996. 
"We're looking a solid and di- 

(Continued on page 100) 
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FEATURING THE HIT "PERRY MASON" 

TRIBUTE 

DIARY OF 
A MADMAN 

tib HEST 
FOR THE WICKED 

SPEAK OF 
THE DEVIL 

THE NEW ALBUM 
c d by Michael Beinhorn. JUST SAY 

OZZY 

NO MORE TEARS 

THE 
ULTIMATE 

LIVE & LOUD 

0 

Avai be f Q.77Wc. atalogue, rem ti- all the original credit =n "ck inl restored. 
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