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Power Pop Has Thriving Subculture

Former Outcast Gains Newfound Respect

their new albbum

will be everywhere on
december 5th

featuring
feel the fuk  lover's groove & we got it!

Mateveryou need...
we got it.

...the best radio morning show
prep in the business.

>
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116 East 271h Street, New York, New York 10016
Phone: (212) 679-3200, ext. 220 Fax: (212) 679-3310

SEE PAGE 49
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Beatles Anthology’
Breaks Sales Record

SEE PAGE 92

B BY DAWN EDEN

For many survivors of the "70s, pow-
er pop is the bouncy rock that held
forth on the charts in '79, character-

THE VANDALIAS

ized by skinny ties, shamelessly appro-
priated Beatles riffs, and “My
Sharona.”

But for a growing contingent of lis-
teners of college age and older, power
pop is at the leading edge of today’s
underground. A grass-roots network

Video Catalog
Sales Surge

This story was prepared by
Elileen Fitzpatrick in Los Angeles
and Seth Goldstein in New York.

Consumers snapped up a ban-
quet of new video titles curing the

long Thanksgiving weekend, hut
it’s a surge in catalog sales that has
put retailers of all stripes, from su-
permarkets to mass merchants, in
a jolly mood for the holidays ahead.
“Every title is performing at or
(Continued on puge 87)

of acts champions the sound, which,
with its emphasis on tight song strue-
ture, British Invasion-style guitars
and harmonies, and sing-along hooks,
recalls the glory days of AM radio.

During the past two years, the pow-
er pop scene, seemingly dormant since
the demise of such high-profile boost-
ers as Stiff Records, has become a cot-
tage industry, with its own labels,
fanzines, nightelubs, radio shows, and
retail outlets. No longer does the

DECEMBER 9, 1995

Knack stand as the genre’s be-all and
end-all. The new bands are developing
indie-label acts, such as the Rooks, the
Shambles, and the Crities, as well as
others who appear on compilation

THE ROOKS

CDs, such as Big Deal/Caroline’s pop-
ular “Yellow Pills” series (now in its
third volume).

Next year, Los Angeles will host a
weeklong pop musie festival, Poptopia,
beginning Jan. 22. The event will take

(Continued on page 85)

LOCAL ACTS, LABELS FUEL
SOUTH AMERICAN SCENE

EM/I’s lllapu Discovers
Success In ‘Multitudes’
M BY PABLO MARQUEZ

SANTIAGO, Chile—Three months
after releasing its latest album, “Mul-

\a SN

ILLAUPU

titudes,” Andes-rooted folk act Illapu
is again confirming its status as
Chile’s most popular act.

Shipped by EMI Chile Aug. 28,
“Multitudes” sold a record 40,000
units in less than 72 hours in Chile,

(Continued on page 84)

Argentina’s Indie Labels
Perk Up Languid Market

M BY MARCELO FERNANDEZ BITAR

BUENOS AIRES—As Argentina’s
record industry continues to experi-

VREDE

ence a sales decline that started in
1994, there has been a surprising
surge in the number of independent

record companies here.
Like their counterparts in other
countries, these indie labels provide a
(Continued on page 92)

Beatles Records
Make Int’l News

B BY JEFF CLARK-MEADS

LONDON-—The worldwide re-
sponse to the Beatles’ “Anthology
1” and the single “Free As A Bird”

THE BEATLES

is a further testament to the band’s
ongoing popularity.

Not only have the new records
caused public excitement as great
as that of the band’s hevday, they
have put the Beatles—and popular
music—back in the headlines of the
world’s most-respected media out-
lets, from the BBC to Le Monde. On

(Continued on page 87)

Holidays Bring
Retail Optimism

M BY DON JEFFREY

NEW YORK—Music retailers are
giving thanks to the Beatles for a

BROOKS

prosperous opening to the holiday
season, while hoping that the
group's retrospective will help make
registers ring through Christmas.
But many merchants say that
without the sales spurt provided by
(Continued on puge 93)

INSANE AND RISING IN

THEIR OWN WEIRD WAY.

* 150,000 Albums Sold (17,000 5 day ship)
» On Tour Now As Always

SPARKLE AND FADE

Featuring “Santa Monica
{Watch The World Die)”

Now On m

Produced by A.2 Capitol Reca
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TO MAKE A CHANGE

DECEMBER 1 - 7

STOP BY YOUR LOCAL RECORD STORE AND DONATE THE CHANGE
FROM YOUR PURCHASE TO HELP FIGHT AIDS

COUNTER
irl I ‘ObH

M IT’S ABOUT CHANGE

144 :
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PARTICIPATING RETAIL OUTLETS:
BLOCKBUSTER MUSIC, TOWER RECORDS, BORDERS BOOKS & MUSIC, VIRGIN MEGASTORES, HARD ROCK CAFE, THE WHEREHOUSE, SPECS.
STRAWBERRIES MUSIC, STREETSIDE RECORDS...AND MANY MANY MORE! e TO FIND THE STORE NEAREST YOU PLEASE CALL: 212-245-1394
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U.K. Labels, Artists Allied In Gov’t Fight

¢ THE . ° °
casen s | Trade United In Battle For Increased Royalties
" GEE';'}’EETS i a1 B BY JEFF CLARK-MEADS try discussed the issue—not always cordial- has not yet been addressed.
STEVIE RAY VAUGHAN & DOUBLE TROUBLE * EFIC ly—with the International Managers I"orum She points out that the figure applies only to
LONDON—A groundbreaking agreement  and its offshoot. the Assn. of United Record- existing broacdcasting media and that mcome
C? ﬁ;f%;?“ﬁ'ﬂﬁj”g:ﬁﬂﬂ” 39 between U.K. record companies and artists ing Artists; the record industry bodies also from new delivery systems is not included.
over broadcast royalties is giving the industry conducted extensive internal debates. The agreement will not affect songwriters
T COUNTRY 33 a united front for potential new buttles with Unanimity was finally achieved last week, and composers, whose 1'0yz|_lties are handled
o w FRESH HORSES + GARTH BROOKS * CAPITOL NASHVILLE the government. though, when PPL chief executive Charles by the U.K.’s Pertorming Right Society.
P Indeed, the two sides may even stand shoul-  Andrews phoned IMF chairman John Glover Glover says he regards the new pmportipn
» KIRK FRANKUN(:,%ST':‘E;M'LY CHRISTVAS 40 der to shqulder as they take on the U.K. gov- to say that PPL believed a 50-50 split wis rea- as “very fair,” as it bl'mgs the U.K. inline with
KIRK FRANKLIN AND THE FAMILY * GOSPO CENTRIC ernment in the European Court over royalty  sonable; Glover concurred. other European countries.
A issues that are yet to be resolved. This split will not, however. result in greater However, he states that this is not the end
L HEATSEEKERS 24 Harmony was reached between the lubels  costs for radio stations. It is simply a new divi- ~ of the issue, as there are two omissions in the
B AT W QR RUTHLARDINTI QRS RACE A WORD and their performers after the record compa-  sion of existing income from broadeasters. (Iraft regulations that cause disquiet to artists
nies decided to raise artists’ share of broadcast A PPL spokeswoman says her organization and record companies equally. These ave the
nL/J‘ *E':EEMBILE%E%’BR?E&I'!\:M?&W 38 income from 32.5% to 50%. The increased has been debating the issue for more than a fact that charities are not obliged to pay
S share for artists means a smaller share for the year. The outcome of that debate, she says, broadeast rovalties and that public establish-
POP CATALOG " record companies. was a conclusion that 50% for artists was hoth ments may play the racdio without incurring a
# MIRACLES: THE CHRISTMAS ALBUM * KENNY G * ARISTA Now all parties want the U.K. government equitable and an assistance to harmony with- royalty pavment.
to give the record industry a statutory share of in the industry. She adds that the split be- On the issue of charities, Glover says, “It
R&B 28 income from college activities and the public tween named performers and session players (Continued on puge 94)
A ey T IRKECE L use of music; the legal process to oblige minis-
ters to do so is already under way.
REGGAE 4 The record eompanies’ collecting society, . »
e i il Phonographic Performance Limited, esti- Berman Valentl Blast Ch I na
WORLD MUSIC 4 mates thzt@ it loses $15.5 mill_iop_each vear from y
# CELTIC CHRISTMAS * VARIOUS ARTISTS * WiNDHAM HILL ! certain university-based activities and pub and » - -
cafe owners who play radios and music televi- Fo r c 0 ntl n u e d c D F I I m PI ra c
« THE HOT 100 * e sion to their customers but do not pay royal- y y
* ONE SWEET DAY + MARIAH CAREY & BOYZ Il MEN * COLUMBIA ties. In the 12 months before May 1994 (the |
latest figures available), PPL had a total li- B BY BILL HOLLAND months of implementation of the agree- |
ADULT CONTEMPORARY 80 censing income of $54.4 million. ment.”
* ASTLAY ME DOWN * SOPHIE B. HAWKINS = cOLUMBIA The rise in performers’ share of broadcast WASHINGTON, D.C.—China, hailed by The hearing, said Berman, “should serve
income is a result of the U.K. government’s government and entertainment industry  as a strong signal to Chinese authorities
COUNTRY 35| publication this past spring of the “Copyright officials for its agreement in February to  that failure to strictly abide with the agree-
o T O i A o Ty And Rights Of Performers Regulations 1995” stem massive CD and film piracy, could find  ment will have serious implications both for
DANCE / CLUB PLAY (Billboard, April 8). The music industry was igself again the target qf’ U._S. tl';ule_ sanc- thna’§ WTO _bi(l as well as for the imposi-
% BELIEVE IN ME * RAW STYLUS * GEFFEN 3 given two months to comment on the docu- tions for allegedly ignoring its promises to  tion of sanctions under [the U.S. trade
ment; the revised draft is expected to be monitor CD manufacturing and enforce  law’s] Special 301.”
DANCE / MAXI-SINGLES SALES 34 passed into law as a statutory instrument anti-piracy measures. He Ci_ted China’s inability to initiate
* ONE SWEET DAY * MARIAH CAREY & BOYZ Il MEN * COLUMBIA without {urther public or parliamentary de- In a Nov. 29 hearing, members of the  source-identification code mold markings
bate. Senate Committee on Foreign Relations’  on CDs and title verification.
LATIN 36 The draft legislation as it stood in April— Subcommittee on East Asian and Pacific “Production of [illicit] compact dises by
RSITUATER ASIIENRIQUEIIGLESIASLIEONOVISS which was introduced to comply with a Euro- Affairs heard testimony about China’s ac-  China’s CD plants continues unabated, and |
pean Union directive aimed at harmonizing tions since the landmark Feb. 26 agree-  measures designed to halt such production
B RS (000 SHOOPI)‘-&\XB/HITNEY TSN 26 copyright provisions 4CToss the EU's 15 mem- ment with the U.S. ple_dging a sh_utdox_vn of re!nain unimplemented or nonutilized,” he
ber states—guve pertormers a statutory right illegal CD-manufacturing operations, insti-  said.
RAP . to broadeast income for the_ first time. tution of enforcement proce.durets'. and ad- Berman also told lawmakers that_ rights
% HEY LOVER * LL COOL J * DEF JAM/ RAL At present, artists receive voluntary pay- herence to CD code and verification proce-  have not been cleared for production or-
ment from PPL of 32.5% of net distributable dures (Billboard, March 11). ders, that there has been no monitoring of
ROCK / ALBUM ROCK TRACKS 81 income f'rom_lnoadcasters.Ofthis, 20% goes to Jay _Bermzm, chnirm;m/CEO. of the 1)lant§ to determing code compliar_lce and no
# MY FRIENDS * RED HOT CHILI PEPPERS * WARNER 8ROS named performers and 12.5% to the Musi- Recording Industry Assn. of America, and  creation of compliance mechanisms. and
cians’ Union for distribution to session play- Jack Valenti, president of the Motion Pic-  that 30 or more plants are producing CDs
ROCK / MODERN ROCK TRACKS 81 ers. ture Assn. of America, testified that China’s ~ but there only have been five verification
* MY FRIENDS * RED HOT CHILI PEPPERS * WARNER BROS However, the April draft regulations state bid to join the World Trade Organization  requests.
that in the future, performers should receive could be derailed and that U.S. trade penal- Valenti took a softer tone in his general
N BA;MTI‘.\‘I\?'F’O\R,;\/DEE?Wm;EEM; voEo 68 *“a reasonable proportion” of broadeast in- ties should be imposed if the Asian giant  remarks, but echoed Berman when it came
come. The government left it to the music in- does not take action against its pirates. to the CD-piracy problemn. “The illegal pro-
HEALTH & FITNESS dustry to decide how to define “reasonable” in Opening his testimony, Berman said he  duction of the CD plants has become the
& THE GRIND WORKOUT HIP HOP AEROBICS * sony music vioeo 8@ financial terms. was “very disappointed” with “the past nine (Continued on page 94)
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M BY PAUL SEXTON

LONDON—U.S. modern rock
groups, such as Red Hot Chili
Peppers, Smashing Pumpkins,
Goo Goo Dolls, Alice In Chains,
and Green Day, appear to be get-
ting short shrift from daytime ra-
dio across Britain, even as they
rule Billboard’s Modern Rock
Tracks and Album Rock Tracks
charts at home.

One leading U.K. programmer,
Virgin Radio head of music Geoff
Holland, suggests that “it’s purely
a stylistic thing” that U.S. bands
are missing out on airplay here.

But BBC Radio 1 head of pro-
duction Trevor Dann says that
there is “a kind of feeling—which
might be chauvinism—that if it’s a
choice between a good British
record and a good American
record, you're probahly going to
stick the British record on.”

Over the past year, the moni-
tored playlists of Radio 1, Virgin,
and a number of independent local
radio stations have underscored
the popularity of Brit-pop bands.
And over the past month, Radio 1
has been throwing its weight not
only behind Brit-pop frontrunners
Oasis and Blur, but behind
Echobelly, Ash, Pulp, and Sleeper.
Not one purely American modern
rock band has reached the sta-
tion’s top 20 during that time.

Indeed, Sweden’s cutting-edge
talent has been better represent-
ed than the U.S.” on Radio 1 in re-
cent times, with the Wannadies
and the Cardigans making a good
impression. Foo Fighters and the
Scottish-American band Garbage
are among the few bands with a
U.S. flavor to enjoy Radio 1 sup-
port this year.

Virgin’s only U.S. “alternative”
record in recent weeks has been
Jill Sobule's “I Kissed A Girl.”

Says Dann, “The upshot is that
we do occasionally have to not play
a good record, either because oth-
er people will do and we don’t need

U.S. Modern Rock Acts
Get Lukewarm Response
From U.K. Daytime Radio

to, or because it doesn’t fit in with
what we sound like now. The very
fact that [some U.S. modern rock
songs| do fit into a comfortable
niche on American radio means
that some of them stick out like
sore thumbs for us.”

However, Dann notes that this
is part of the cyclical nature of the
business. “Just as the |British] in-
die music of a few years ago was
not very mainstream, more Amer-
ican music has become less main-
stream than it was,” says Dann.

Dann adds that 1995 has been a
“glorious year” for British music.
“We'll look hack on '95 and think,
‘I wish we had the music we had
then.” Even next year, there’ll be a
major change, because there’ll be
no Blur album, no Qasis album, no
Pulp album, probably no
Menswear album, and there might
not even be a Supergrass album.
So we might spend the whole year
without any of the major Brit-pop
bands sticking records out, and
the big American bands might be a
bit more high-profile.”

Virgin program director Mark
Story likens this year’s situation
for American bands to that of
1965, “where you had groups like
the Association having a lot of play
in the States and not getting any-
where here.”

Among recent American album
releases in the U.K., Red Hot
Chili Peppers’ “One Hot Minute”
(Warner Bros.), Smashing Pump-
kins’ “Mellon Collie And The Infi-
nite Sadness” (Virgin America),
and Green Day’s “Insomniac”
(Reprise) were certified silver
(60,000 units) soon after being is-
sued, but in each case the single
releases from them have come and
gone in one week, reflecting their
lack of daytime play.

“Green Day are a very interest-
ing example of this,” says Dann.
The band’s single “Geek Stink
Breath” was in and out of the Hot
100 here in two weeks in October.

(Continued on page 78)

Morris Sweeps Into MCA With
New Exec Team, La

. g

W BY CRAIG ROSEN

LOS ANGELES—MCA Music En-
tertainment Group chairman/CEO
Doug Morris has begun to put his own
stamp on the company with the instal-
lation of a new management team,
plans for a new name and greater
stature for the Rising Tide label he
founded, an appointment of a presi-
dent for a planned Rising Tide imprint
in Nashville, and an overhaul of
MCA’s A&R department.

Rising Tide, the New York-based
label started in July by Morris, will
change its name to Universal and
build its staff. The move will give the
MCA Music Entertainment Group, al-
ready home to MCA Records and Gef-
fen Records, its third full-service, ful-
ly owned record company.

Morris is expected to visit Nashville
and to meet with MCA/Nashville
chairman Bruce Hinton on Tuesday
(5) to announce the appointment of
artist manager Ken Levitan as head of

LEWINTER

HOROWITZ

the new Rising Tide Nashville im-
print.

Meanwhile, in Los Angeles, MCA
Records, under newly appointed pres-
ident Jay Boberg, has begun to re-
vamp its A&R department with the
dismissals of executive VP Ron Oher-
man and VP Denny Diante, as well as
New York-based senior VP Mickey
Eichner, who was active on the A&R
side.

The changes at MCA Records came
on the heels of the Nov. 28 announce-
ment that Mel Lewinter and Zach
Horowitz have been named to the new
posts of chairman and president, re-

Monster Sales. Warner Bros. Records executives present members of R.E.M.
with plaques commemorating worldwide sales of more than 8 million copies of
the band’s latest album, ““Monster.” The presentation took place backstage at
the Forum in Los Angeles, where the band performed on the final leg of its world
tour. Shown in back row, from left, are Bertis Downs, R.E.M. attorney; Stu Cohen,
Warner Bros. senior VP of promotion; Dave Dannheisser, Warner Bros. national
promotion director; Buck Williams, PGA Agency; Charlie Springer, Warner Bros.
VP of sales; Jeff Gold, Warner Bros. executive VP/GM; Karin Berg, Warner Bros.
VP of A&R; Steven Baker, Warner Bros. president; and Jefferson Holt, the band’s
manager. In front row, from left, are R.E.M. members Michael Stipe, Bill Berry,

and Peter Buck.

3 Get Expanded Roles In Billhoard Editorial Lineup

NEW YORK—Bradley Bambarger
has joined the staff of Billboard as se-
nior writer. At the same time, Bill-
board music video editor Brett Atwood
has been given the added responsibili-
ty of the Enter*Active page and Doug
Reece has been promoted to staff re-
porter.

Bambarger will spearhead news fea-
ture stories and page-one editorial
packages, contribute regularly to the
Programming and Artists & Music
sections, and write the Modern Age
column. He is based in New York and
reports to Susan Nunziata, who recent-
ly was named Billboard’s managing ed-
itor (Billboard, Dec. 2).

Atwood, who became music video
editor in May, adds the title of En-
ter*Active editor, effective Jan. 1. He
will take over for Marilyn Gillen, who is
transferring from Los Angeles to New
York in January to succeed Nunziata
as news editor. Atwood will continue to
be based in Los Angeles and report to

Los Angeles bureau chief Craig Rosen.
Reece, who joined Billboard as an
editorial assistant in June, adds news
reporting responsibilities to his contin-
uing role as a Vox Jox contributor and
Radio section writer. He is based in
Los Angeles and re-
ports to Rosen.
“Brad Bambarg-
eris an excellent re-
porter whose musi-
cal knowledge and
industry awareness
is broad and as-
tute,” says editor in
chief Timothy
White. “He’s been
contributing to Billboard for two years,
so we're thrilled he’s joining us full-
time as a senior writer. Brett Atwood is
one of our brightest talents on the edi-
torial statf, excelling at every challenge
he takes on, and with his enormous en-
thusiasm for new entertainment tech-
nologies, we know he'll do a fine job in

S

BAMBARGER

his overlapping new duties as music
video and Enter*Active editor. Mean-
time, Doug Reece has also become a
valuable and energetic part of our edi-
torial team.”

For the past two years, Bambarger

ATWOOD

has been a freelance copy editor and
writer for Billboard, contributing to
the Pro Audio, Reviews & Previews,
and Artist & Music sections. He also
has contributed monthly features to
Pro Sound News and has served as a
freelance copy editor at Rolling Stone.

Prior to working in music journal-

ism, Bambarger was a business jour-
nalist in New York and Atlanta. He co-
authored a book on business process
re-engineering for the Institute of In-
dustrial Engineers/Quality Resources
press in 1993. Bambarger received his
bachelor’s degree in journalism from
the University of Missouri-Columbiain
1986.

Atwood joined Billboard in Septem-
ber 1992 as a chart-department assis-
tant. He was named editorial assistant
in the L.A. office in March 1994 before
hecoming music video editor. Prior to
joining Billboard, Atwood worked at
Hits and the Gavin Report. He has a
bachelor’s degree in media theory from
San Francisco State University.

Prior to joining Billboard, Reece was
a report taker at Radio & Records. He
has freelanced record reviews and fea-
ture articles for CDNOW!, an online
music magazine. Reece graduated
from Pepperdine University in 1993
with a bachelor’s degree in English.

bel Lineup

spectively, of the MCA Music Enter-
tainment Group.

Boberg, the former president of
MCA Musie, was announced as presi-
dent of MCA Records the same day.

Morris and Lewinter will be based
in New York, while Horowitz and
Boberg will remain in Los Angeles.

Says Morris, “It's a very good
bridge between the former regime
and the new regime.”

Morris adds that Lewinter, with
whom Morris has
worked closely for
nearly 17 years,
first at Atlantic
Records and later
at the Warner Mu-
sic  Group, has
“great people and
business skills.”

Horowitz, a 12-
year MCA veteran,
has remained with the company
through the regimes of Myron Roth,
Irving Azoff, and Al Teller.

“I think we would have had a great
deal of difficulty in putting this to-
gether if Zach wasn’t in the mix,”
Morris says. “I have tremendous re-
spect for him.”

Boberg’s appointment represents
“a statement of where we are going,”
Morris adds. “We will have an empha-
sis on artist development and a
greater expansion into the alternative
rock genre.”

Boberg, who took the helm of MCA
Music Publishing in December 1994,
says his ascent has been “a real wild
ride.” While Boberg says that his “vi-
sion is not fulfilled” at the publishing
company, he welcomes the challenge
of heading the label.

While no successor for Boberg has
been named at MCA Music Publish-
ing, sources say an announcement will
likely be made before Christmas.

Boberg’s goal at MCA is to develop
a personality for the label, he says. “It
needs to be a lot more human and a lot
more artist-sensitive.”

Prior to his tenure at MCA Music
Publishing, Boberg was president of
I.R.S. Records, a label he co-founded
with Miles Copeland in 1979.

(Continued on page 78)

BOBERG

FOR THE RECORD

In the Dec. 2 issue of Billboard, an
article about damages awarded by a
Jjudge to Landmark Records Distri-
bution contained several statements
that may have been misleading.
Contrary to the story, Max Enter-
tainment was not ordered to pay
compensatory and punitive dam-
ages to Landmark in connection
with an involuntary bankruptey pe-
tition filed against Landmark. Two
other petitioners—Tommy Boy and
Select Records—were found to have
acted in bad faith in connection with
the filing and were ordered to pay
compensatory damages. Only Tom-
my Boy was ordered to pay punitive
damages. All three petitioners were
ordered to pay legal costs to Land-
mark, although, contrary to the sto-
ry, the final amount has yet to be de-
termined. Thus, the total of the
settlement awarded to Landmark
should not have been stated in the
headline and first paragraph of the
story.
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Transforming Music Videos Into Art

M BY JEM COHEN

I've been trying for months to write a
civil, judicious piece on music video, but a
haunting scenario gets in the way. What if
Jimi Hendrix and Janis Joplin were per-
forming today? Would Hendrix really be told
to fake playing an unplugged guitar? Might
Janis be seen as unphotogenic? Would she
have to lip-synch, surrounded by choreo-
graphed dancers, shots changing on every
beat?

It’s hardly news that most music video is
about hype and converting artists’ music and
lifestyles into slick, saleable packages. Con-
sidered less often are the specifics of what
gets lost in the process. What defines the
average video? Rapid-fire editing: Most
shots last one second or less, fostering short
attention spans. Lip-synch: In order for the
video “product” to match the recorded
“product,” the band is forced to fake the
main thing that they do—make music. Visu-
al rip-offs: As with the advertising and fash-
ion industries, much of music video is driven
by a near-desperate search for something
new. This panicky quest often leads to the
uncredited appropriation of the works of
other, often lesser-known visual artists.

Oddly enough, for all the format’s razzle-
dazzle and the originality of the sources that
are stolen from, the result is a forgettable
sameness. Even as the imagery becomes
more ravishing and the editing flashier, the
result is a strange cancellation effect—the
visuals overpower the song so that one
doesn’t really hear it, and the visuals are then
subsumed by the barrage of similar, sur-
rounding images. Even the clever, striking
pieces tend to get lost, part of the same elec-
tronic wallpaper.

Most music videos don’t have lasting value
because they don’t fulfill the format’s
promise as unique music/movie shorts, and
they don’t document anything real. As the
recording industry dumps more of its
money—and that of the performers—into
formulaic videos, less of the pie is allocated
for genuine performance documents. One
day, we'll look back and wonder why those
documents don’t exist. When great musicians
die, especially when they die prematurely, it
is the documentation of their actual work—
the alternate takes, the a cappella song per-
formed in their backyard, the scenes in the
practice room—that suddenly become terri-
bly precious and priceless to us, not the com-
promised, predictable music videos they were
obliged to crank out.

Glutted with videos made to be disposable
advertisements, it’s no wonder that the power
of pop music television is on the wane. Wit-
ness MTV’s move toward game shows and
beach parties. But as the creative impact of
pop videos diminishes, its potential may be
recognized in other fields, including classi-
cal. This expansion into new arenas offers a
perfect opportunity to re-envision music
video and break away from the conventions
that have already made it seem so stale.

As an independent filmmaker with a his-
tory of work with musicians, I recently
directed some classical music videos. Classi-
cal sells in minute numbers compared to pop,
and as its older generation of enthusiasts
diminishes, there is concern that a younger
one might not replace it. One of the reasons
is classical’s image problem: It often comes
across as staid and stuffy, the province of

upscale, elitist aficionados. Classical music
has created a formulaic prison of its own, and
the uniform is the black tuxedo. Making a
classical music video seemed like a natural
step toward reinvigorating the medium.
Because I wasn’t confined within the fash-
ionable conventions of pop video, I was able
to concentrate on getting to the heart of the
music. One video focused on the gritty, sel-
dom-captured intensity with which classical
music is actually played. I couldn’t entirely
escape the synch/playback syndrome, but I
was allowed to expand the piece to include

‘Music video
isn’t living up to
its potential’

Jem Cohen is a New
York-based independent
filmmaker and music
video director who has
directed a number of
videos for R.E.M.

actual performance and an accessible
demonstration of the music’s construction.
Another video consisted solely of images
that revealed the composition’s contempo-
rary relevance while encouraging the view-
er to listen.

The niche for classical video hasn’t devel-
oped yet, but it’s likely that there will soon
be a channel for it. It's a critical time for the
industry to learn from its mistakes, and there
are signs that this can happen. “MTV
Unplugged” demonstrates that, contrary to
accepted belief, audiences are very much

THE FIRE THIS TIME

Congratulations to J.R. Reynolds for his
accurate assessment in “The Rhythm And
The Blues” column (Billboard, Nov. 25) on the
need to develop a black alternative radio for-
mat. While we don’t seek to diminish the tal-
ents of today’s urban music chart-toppers,
when such unique and gifted artists as Incog-
nito, Me’shell NdegéOcello, Seal, Dionne Far-
ris, Des'ree, Lenny Kravitz, Marcus Miller,
Jamiroquai, and Brand New Heavies don’t
have a place on urban radio, something truly
is wrong. If Earth, Wind And Fire were to
come out today, where would its music fit in
today’s hip-hop-laden urban radio mix?

It is going to take brazen black radio pro-
grammers stepping out on a limb and creating
a bold new format—black alternative radio.

Verdine White
Co-founder/bassist
Earth, Wind & Fire

Rick Scott

President

Great Scott Productions
Los Angeles

AN UNLIKELY ENYA FAN

Thank you to Timothy White for his fine
article in celebration of all things Enya
(“Enya: ‘Memory,’ Myth & Melody,” Music To
My Ears, Billboard, Nov. 25), an artist in the
richest sense of the word. Her music enjoys
habitual and ceremonious play in my humble

interested in live performance and an over-
all reduction in hype. They're also perfectly
capable of watching shots that last longer
than one second. If “Unplugged” were shot
with less schmaltzy sets and camerawork and
there was less pressure on bands to play the
hits, it would be even more impressive. And
why doesn’t it occur to the industry that by
opening these formats and creating alterna-
tive performance documents and original
“music films,” it would have more things to
sell?

Music video isn't going away, but it isn't liv-
ing up to its potential, and the rut that it’s in
is getting deeper. Whatever the type of
music, the “saleability” and “attractiveness”
of performers shouldn’t assume priority over
the music. (It would be especially appalling
if this were to happen in the arenas of classi-
cal and jazz.) Music video should respect
other arts, not strip mine them. Let’s not mis-
take theft and cynical profiteering from the
work of others for “homage.” Music video
doesn’t have to depend on ripping off other
art forms when it can be an artform unto
itself. Lastly, music videos should be made to
last. (Shouldn’t anything that costs from
$25,000 to upward of $250,000 have a decent
shelf life?)

Of course, good directors, musicians, and
labels have occasionally realized the creative
power of this medium. But it shouldn’t be so
rare or such a struggle. At some point, we all
need to ask how many more advertisements
we want to be surrounded with and how to
make room for more honest documentation
and lasting artworks.

Yes, artworks. It's possible, even in music
video, and it’s nothing to be ashamed of.

— LETTERS

abode, providing emotional and spiritual
enlightenment to a world-weary existence.
How fulfilling to learn that Enya’s geograph-
ical habitation (surrounded by “mountains,
moors, and brown bogs filled with rushes™)
precisely mirrors the mystical aura so elo-
quently portrayed in her compositions.

I especially appreciate Einya’s decision to
maintain a low profile, hence perpetuating
her grand mystique. Her music may thus
remain a personal experience for each indi-
vidual listener. I defy anyone to produce a
more powerful “video” than that designed
by one’s own mind in a darkened room with
the sound of Enya engulfing the head-
phones.

William “DOr. Demento” Simpson
The Demento Society
Los Angeles

ISLANDS IN THE (MAIN)STREAM
Thank you for featuring Cape Verdean
music in your Nov. 18 issue (“Cape Verde In
World Beat Spotlight,” The Billboard Report).
We at MB Records greatly appreciate the
exposure you have afforded us. Congratula-
tions to Paul Verna for writing a very detailed,
informative profile of the music industry in

the Cape Verde Islands.

Joao R. Mendes
Treasurer
MB Records Inc.
Brockton, Mass.

Articles and letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of Billboard or its management.
Letters should be submitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Susan Nunziata, Billboard, 1515 Broadway, New York, N.Y. 10036
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Also performing:

Al Green, Coolio featuring L.V.

also scheduled to appear:

Paula Abdul, Montell jordan, Chynna Phillips, Brandy,
jon Secada, SophleB Hawkins, Bone Thugs-N-Harmony,

Peter Gabriel, Shaquille O’Neal, Kenny G, Luther Vandross,
Take That, And Many More.
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In Memory Of

Pete Welding

[B5199

Who will be loved and missed by all at CEMA Special Markets,
EMTI Records Group, North America and throughout the world of music.
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Sepia’s Tones Based In Diversity
Taking Knapps Act Has Aﬁ'wan Flavor

u BY J.R. REYNOLDS

LOS ANGELES—When artist man-
agers Joe Grant and Attallah
Shabazz, daughter of the late Mal-
colm X, were shopping for a label
deal for “Absence Of Pain,” the de-
but by R&B vocal quartet Sepia, ma-
jor-label executives were impressed
with the act’s broad range of
African-American-rooted music.

However, the majors, apparently
viewing Sepia’s versatility as a mar-
keting impediment, passed on the
group.

But the managers did not give up.
They will release the album Feb. 7
through their own 6-month-old, New
York-based Taking Knapps Enter-
tainment label, and it will be distrib-
uted through MS Distributing Co.
Grant says that the label is close to
signing an international distribution

b s e n ¢ e

Sapm_

agreement.

“Absence Of Pain” takes tight
harmonies and blends them with
R&B and hip-hop rhythms textured
with jazz, blues, and African folk
melodies.

Because of Sepia’s diverse sound,

This story was prepared by Chris
Morris in Los Angeles and Adam
White in London.

Harvey Fuqua, the former
Moonglows singer who worked
with late saxophonist Junior
Walker in the early ’60s, remem-
bers Walker as an artist who
managed to create a lot with a lit-
tle.

“He was the only one who could
play the same five notes through-
out his career and make hits with
them,” Fuqua says. “I'm sort of
pulling your leg, but that’s all he
had to play.”

Walker died Nov. 23 at his
home in Battle Creek, Mich. He
was 64.

The tenor saxophonist was Mo-

Junior Walker Dead At 64;
Saxist Was Key Motown Star

town’s instrumental star during
the label’s ’60s heyday. His play-
ing was simple and direct and
sported a raw, cutting tone that
was a throw-
back to the era
of such bold '40s
and '50s tenor
men as Illinois
Jacquet and
Earl Bostie,
who markedly
influenced his
style.

“He was a
honker, but not as honkish as the
others,” Fuqua says. “Not a
screamin’ honker—a smoother edi-
tion of a honker . .. He was a sexy
player also: ‘These Eyes, ‘Sweet Soul,

(Continued on page 20)

WALKER

the label is taking a grass-roots ap-
proach to marketing the album.

Sepia unites the talents of two
men and two women. Lenora “Zen-
zalai” Helm and Marlon D. Saunders
met while attending Boston’s
Berklee College of Music. Rosa Russ
and Arif St. Michael are former ses-
sion singers.

The group formed as a jazz collec-
tive three years ago and played
clubs in New York. That concept has
since evolved. Says Saunders, “As
we became friends, we began to dis-
cover that we had similar interests
in other forms of African and
African-American music.”

Eight of the nine tracks on “Ab-
sence Of Pain” are original tunes
written by the group. (Sepia has a
publishing deal with Hit & Run Mu-
sie, which is administered through

(Continued on page 20)

LATIN -

B BY BRADLEY BAMBARGER

NEW YORK—For its sixth Best Un-
signed Band Competition, Musician
magazine has assembled a star-stud-
ded, genre-spanning panel of artist
judges.

Picking the final winners will be
classic rocker Steve Winwood, jazz
star Pat Metheny, Pearl Jam guitarist
Stone Gossard, King Crimson gui-
tarist/vocalist Adrian Belew, alterna-
tive popsters Matthew Sweet and Ju-
liana Hatfield, and Grammy-winning
producer Jimmy Jam.

According to Musician promotion
director Dev Sherlock, the magazine
assembled its artist panel based not
only on star power and genre diversity
but on musical involvement beyond
the stage and studio.

All-Star Panel To Judge
‘Musician’ Competition

“We not only chose excellent play-
ers who are respected by the musical
community, but artists who also have a
relationship with the business of mu-
sie,” Sherlock says. “Stone Gossard
has his Loosegroove record label, and
Adrian Belew has Adrian Belew Pre-
sents. Plus, a producer like Jimmy
Jam has picked more than a few hits in
his time.”

A dozen winners of Musician’s Best
Unsigned Band Competition will re-
ceive editorial coverage in the maga-
zine, a place on Musician’s Best Un-
signed Bands compilation CD, and
several thousands of dollars in live
sound and recording equipment pro-
vided by JBL Professional.

Among last year’s Best Unsigned
Band Competition winners was Zen

(Continued on page 20)

MusiCares Fights Substance Abuse

B BY BRETT ATWOOD

LOS ANGELES—The National Acad-
emy of Recording Arts and Sciences and
its charitable foundation MusiCares are
taking action to confront the issue of
substance abuse in the musie industry.

The two organizations are sponsor-
ing a gathering on Wednesday (6) to
promote a healthier and more support-
ive environment for artists. Among the
panelists set for the “Substance Abuse
In Music . . . An Industry Interven-
tion” symposium are Red Hot Chili
Peppers’ Anthony Kiedis, Blind Melon
manager Chris Jones, Elektra senior
VP/GM Ron Lafitte, Virgin VP of A&R
Mark Williams, and Aerosmith’s
Steven Tyler and Joe Perry.

“All of us have gotten to the point
where it is time to openly, honestly talk
about intervention,” says NARAS
president/CEO Michael Greene, who
will host and moderate the event. “We
want to bring together label execu-
tives, artists, managers, entertainment

attorneys, promoters, and agents to
talk about what kinds of things can be
done to intervene in the lives of artists
before it is too late.”

Greene says that he was moved to
take action following the death of Blind
Melon singer Shannon Hoon.

“Our [NARAS] offices are only about
four minutes from where he was in
treatment,” says Greene. “A lot of peo-
ple in the community went by and sup-
ported him while he was being treated.
However, many of us feel that he got out
too soon. There were so many factors in-
volved in the decision to let him go, but it
seems as if there was no consistent un-
derstanding of the jeopardy that was
still squarely in front of this young man.
We hope that this gathering can educate
all sectors of the community—both pro-
fesstonal and personal—to be there as a
positive support system in the future.”

Greene says that he expects the gath-
ering to spawn a subcommittee, which
will determine what future role the mu-
sic industry should take in substance-

abuse intervention. Although this initial
industry gathering will be closed to the
press and the public, Greene says that an
open session on substance-abuse inter-
vention is planned for sometime in 1996.

Although it is not the main focus of
the gathering, the portrayal of sub-
stance abuse in the media will also be
addressed, Greene says.

At the meeting, NARAS and Musi-
Cares will unveil plans to initiate a toll-
free number for intervention referral
and substance-abuse information.
Greene says that the number will be
active at the beginning of 1996.

In addition, the NARAS/MusiCares
program hopes to team with the re-
sources of other industry help groups,
such as the Musician’s Assistance Pro-
gram (Billboard, May 21, 1994), ac-
cording to Greene.

“We all know people who are having
problems,” says Greene. “The only
way we can even hope to turn the cor-
ner on this issue is to collectively work
together.”

MARITAL
STRIFE?
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BMG U.K. Purchases Gonifer From Zomba

Deal Will Have Impact

B BY NIGEL HUNTER

LONDON—BMG U.K.’s acquisition
of Conifer Records from the Zomba
Group helps assure
the major of third
place in the coun-
try’s classical music
market, according
to executives in-
volved.

CONIFER

The deal—for
which no purchase CLASSICS
price was dis-

closed—also adds a substantial U.K.
classical repertoire center to BMG’s
existing sites in Munich and New York.

Conifer managing director Alison
Wenham says that the U.K. classical
market has two strong players in Poly-
Gram and EMI, but that Conifer has
grown into a significant third force
since its early days as “a small back-
street distributor.” It will continue to
represent third-party labels.

“BMG is an excellent sales and mar-
keting outfit,” Wenham says, “and will
enable us to expand our A& R and mar-
keting activities.”

For Zomba, the sale represents
recognition of having gone one genre
too far.

“The sale was a strategic decision for
us,” says Zomba director Steve Jenk-
ins. “We've had such a great year here
and internationally with the Jive and
Silvertone labels that we thought it
best to concentrate on them. We en-
Jjoyed a successful period with Conifer,
but the sale is one of those deals that
worked for everyone.”

Wenham agrees: “We've had a very
pleasant relationship with Zomba, and
everybody wins through this deal.”

Established in 1977 as a producer
and distributor of classical musie,
Conifer has two major imprints,
Conifer Classics and Royal Opera
House Records. The former has re-
leased more than 100 albums, with an
emphasis on such British composers as
William Walton, Edward Elgar, Mal-
colm Arnold, and Frank Bridge. The
latter has 15 albums featuring mostly
ballet music performed by the Royal
Opera House Orchestra.
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Conifer’s nonclassical labels are the
Happy Days nostalgia line of reissues
and Movie Stars, which specializes in
recordings by singing actors and ac-
tresses. Also, the company has been
producing budget classic lines for the
Boots and Woolworth’s chains and dis-
tributes such nonclassical repertoire as
Line, the German rock reissue label;

On Classical Market Share

Silver Sereen, with more than 150 al-
bums of film and TV music; and spo-
ken-word material.
Zomba acquired a controlling inter-
est in Conifer in July 1992. The two
companies were
A4

linked with BMG
BENAG

for distribution
(in Conifer’s case,
outside the U.K.

and Ireland).

Conifer’s revenues for 1993—the
first full year of Zomba's involve-
ment—were $6.3 million, with a pretax
loss of $750,000.

Wenham, who joined the company
10 years ago, says that retrieval of its
product from international distribu-
tors was a major factor in the 1993 loss.

“When they took over our overseas
distribution [in summer 1993], we de-
cided to take back all our stock from
our previous independent distributors
in all territories,” says Wenham. “We

(Continued on page 94)

Fresh Meat Loaf. MCA artist Meat Loaf socializes backstage at the Beacon
Theatre in New York, where he performed songs from his new album, “Welcome
To The Neighborhood,” including the hit single *I'd Lie To You (And That's The
Truth).” The album’s Nov. 14 release coincided with VH1's broadcast of the
Beacon concert. Shown, from left, are Steve Galloway, VP of music video
programming, MCA Music Entertainment Group; Jon Small, director of the VH1
special; Dennis Boerner, director of video promotion, MCA Records; Meat Loaf;
Wayne Isaak, senior VP of talent relations, VH1; Bruce Gilmore, VP of music and
talent relations, VH1; Mickey Eichner, seniar VP, MCA Records; and Robbie
Snow, VP of product management, MCA Records.

Groundbreaking Manager Peter Grant Dies At 60

B BY JEFF CLARK-MEADS

LONDON—The death of former Led
Zeppelin manager Peter Grant has
brought a wealth of tributes from col-
leagues who say that Grant changed the
face of the British music business.

Grant died at 60 of a heart attack
while traveling from London to his
home on England’s south coast Nov. 21.

Longtime friend and chairman of the
International Managers Forum John
Glover says the descriptions of Grant as
“groundbreaking” are not exaggerated.

“As a small example, prior to Peter’s
involvement, tour promoters tended to
pay an artist a fee or a very small per-
centage of the door takings. Peter
changed that. He said, ‘If you want Led
Zeppelin, T want 90% of the door.” He
initiated the concept and created a com-
plete turnaround in approach.”

Born in London, Grant entered the
music industry in the late '50s. He
worked with many of the stars of
rock’n’roll and is credited with being the

RECORD COMPANIES. Elektra Enter-
tainment Group in New York ap-
points Bill Pfordresher VP of pro-
motion and Jeff Nimerofsky director
of finance. They were, respectively,
VP of promotion for Zoo Entertain-
ment and director of royalties for
Sony Music.

David Ross is named VP of rock
promotion at Capitol Records in Los
Angeles. He was VP of rock promo-
tion for Island.

Hollywood Records appoints Su-
san Yeruski VP of international in
Los Angeles, Frank Murray nation-
al director of promotion in New York,
Peter Shaev national director of pro-
motion in New York, Cathleen Mur-
phy director of A&R in New York,
and David Wolter director of A&R in
New York. They were, respectively,
international marketing director at
A&M, national director of club and
crossover promotion at Capitol, na-
tional director of video promotion

PFORDRESHER ROSS

and marketing at Imago, East Coast
director of creative services at MCA
Music Publishing, and A& R manager
at Mercury.

Elizabeth Bailey is appointed VP
of video production at Arista Records
in New York. She was head of her
own film production company, she b.
inc.

Phil Blume is named senior direc-
tor of sales and marketing at Arista
Records in New York. He was VP of
sales and distribution Alliance Enter-
tainment Group.

Gwen Irby is named GM of Per-

first to bring Chuck Berry to the U.K.

During the early '60s, he was involved
with a variety of acts, from the Yard-
birds and Jeff Beck to the New Vaude-
ville band and Mickie Most, before es-
tablishing himself with Led Zeppelin.

Glover, who worked for many years
in an office adjacent to Grant’s, says he
believes that Grant’s success with Led
Zeppelin overshadowed his later
achievements with Bad Company.
Glover, former manager of Free, han-
dled the fledgling Bad Company before
handing the reins over to Grant, and he
says, “I think he did an even better job
with them than he did with Led Zep.”

Dire Straits manager Ed Bicknell,
who regarded Grant as “my closest
friend,” says many of the precepts mod-
ern managers take for granted are
based on Grant’s work.

Bicknell says a key lesson he learned
from Grant—and a foundation of
Grant’s success—is that a manager
must believe in the act.

“Peter was fiercely loyal. His attitude

TURN

YERUSKI BAILEY
spective Records in Los Angeles. She
was senior VP of business and legal
affairs at Motown.

EMI Records (KMI/Chrysalis/
SBK) in New York appoints Gar-
land Burge national director of ur-
ban sales and Adam Lowenberg
manager of sales. They were,
repsectively, urban marketing spe-
cialist at Cema and coordinator of
sales at EMI.

Richy Vesecky is appointed asso-
ciate director of video marketing and
promotion at Warner Bros. Records
in New York. He was national manag-

TABLE

was that it was him and the band
against the rest of the world.”

Bicknell says it was a sign of Grant’s
loyalty that he turned down the man-
agement of Queen because his other
commitments would not allow him to
give the band the attention it deserved.
“He easily avoided the temptation to
build an empire.”

Bicknell adds that Grant was noted
for his serupulous honesty and for de-
veloping the horizons of British acts.
“When he started, British acts overseas
meant the Beatles and Rolling Stones in
the States. He opened peoples’ eyes to
the Far East and Europe; he had the
imagination to see that was possible.”

Grant’s friends concede, though, that
there was a darker side to his life, and
Bicknell speaks of his slide into cocaine
abuse as a result of his distress at the
death of Led Zeppelin drummer John
Bonham.

However, Bicknell adds, “He was a
man of tremendous courage. When he
came off drugs, he didn’t seek treat-

ment or counseling; he just locked him-
self in a bare room, dropped the keys
out of the window, came out four days
later, and never went near drugs
again—not even so much as an aspirin.”

As to Grant’s reputation for mayhem,
Glover says, “He was a larger-than-life
character, and you would call him an ag-
gressive manager. Peter’s style was
definitely aggressive. He definitely bat-
tled with record companies to get a bet-
ter deal for his artists.

“You hear so many colorful stories as
to the people he threatened to get what
he wanted. They gave way because he
was such a larger-than-life figure.”

Bicknell adds, “When I got to know
Peter intimately, I heard an awful lot of
stories, and I think Peter would have
been the first to say that he had regrets
about some of the things that hap-
pened.”

Nonetheless, Bicknell and Glover
agree that Grant’s contribution to
British music was immense. Says Bick-

(Continued on page 94)

BLUME IRBY
er of video promotion at Virgin.

Dan DeVita is promoted to direc-
tor of artist development at Priority
Records in Los Angeles. He was man-
ager of artist development.

Mitsuaki Tsunekawa is appointed
president of WEA Japan, a division of
Warner Music Japan, in Tokyo. He
was managing director of Nichion
Inc., one of Japan’s largest music
publishing companies.

Traci McPherson is appointed na-
tional promotion coordinator for Cap-
ricorn Records in Atlanta. She was
promotion manager for ATM

BURGE VESECKY
Records.

Brad Chambers is named VP of
promotion at Veritas Music Enter-
tainment in Nashville. He was head of
Management Associates Inc.

Tommy Boy in New York names
Suzanne Steers manager of interna-
tional marketing. She was manager of
business affairs at Sony Music Spe-
cial Products.

PUBLISHING. John Allen is named
creative manager at Bug Music in
Nashville. He was creative manager
at Hayes Street Music.
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illboard honors
Joni Mitchell with its highest accolade,
the Century Award for distinguished cre-
ative achievement. The laurel is named
for the 100th anniversary of the publica-
tion in 1994.
While Billboard traditionally has report-
ed on the industry accomplishments and

chart-oriented commercial strides of

that's the definition of a great performer:
a person who invents his or her own job.
Appropriately, the best adjective yet
found for the body of work created over
the last 30 years by our 1995 Century
Award honoree remains her name: It
sounds like Joni Mitchell.

Observers and critics have occasional-

ly calied some of Joni Mitchell’s song-

generations of talented individuals, /\ writing “confessional.” But that’s

the sole aim of the Century £

Award is to acknowledge the
uncommon excellence of one
artist’s still-unfolding body of
work. Moreover, the award
focuses on those singular
musicians who have not hereto- \\
fore been accorded the degree of
serious homage their achievements
deserve. Itis a gesture unprecedented in
Billboard’s history, and one that is
informed by the heritage of the publica-
tion itself.

For her 1971 “Blue” album, 27-year-
old Joni Mitchell wrote a song callad “A
Case Of You,” in which she sang, “l am a
lonely painter/l live in a box of paints/I'm
frightened by the devil, and I'm drawn to
those ones that ain’t afraid.”

In that song, as in all her music, this
musician was willing to tell the plain truth
about herself. And in the process, Joni

Mitchell invented her own job. in fact,

\ not really true, because to con-
fess something, one has to
hesitate over the difficulties of
the expression, and Joni
Mitchell has never hesitated

with any aspect of her music.
/ She believes that truth and
beauty are the prime challenge
and ultimate destination of all mean-
ingful art, and she has struggled mightily
to ensure that her guiding spirit will not be

diverted from those transcendent goals.
We can think of no artist more deserv-
ing than Joni Mitchell of Billboard’'s most
respectful symbol of esteem, because in
folk and blues, in jazz, in world music,
and in every alternative that one must.
find to arrive at rock’'n’roll, she has taken
humanity’s most noble strivings and
made them intimate for each of us. In
short, Joni Mitchell has educated our
hearts. And that is why she is receiving

the Century Award. — TW.

JONI MITCHELL

1995 RECIPIENT OF THE

CENTURY
AWARID

As designed by jeweler/sculptor Tina Marie Zippo-Evans, the Century Award is a unique work of art as
well as an emblem of artistic supereminence. Struck in bronze once a year, the handcrafted, 14-inch-
high statue is a composite representation of the Greco-Roman Muses of music and the arts (among
them Calliope, eplc poetry; Euterpe, music; Terpsichore, dance; Erato, love song; and Polyhymnia,
sacred hymns). The form is female, in keeping with an ancient definition of the arts: "Sacred music is a
symbol of nature in her transitory and evar-changing aspect.” The l