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A&M Uplifted By Sting’s ‘Falling’

EMIP’s Mamonas
On Loose In Brazil

H BY ENOR PAIANO

SAO PAULO, Brazil—Mamonas As-
sassinas, a zany, irreverent rock act
from this city, are slaying the Brazil-
ian market with their self-titled debut.

Since its release on EMI-Odeon
Brasil last July, “Mamonas Assassi-
nas” has sold more than 1.6 million

€ 2

MAMONAS ASSASSINAS

copies—a record for a debut album,
according to Manoel Camero, presi-
dent of Brazilian recording industry
trade group Associacad Brasileira
Dos Productores de Discos.

Noting that platinum awards are
handed out in Brazil for sales of
250,000 units, Camero adds that mil-

(Continued on page 72)

Horn’s Verve Set
Is Good Eatin’

B BY BILL HOLLAND

WASHINGTON, D.C.—Last spring,
Shirley Horn came up with a tasty al-

HORN

bum concept—recording the follow-up
album to her Grammy-nominated “I
Love You Paris” at her liouse, with
plenty of good food and music, in a r e-
(Continued on page 79

B BY MELINDA NEWMAN

NEW YORK—Sounding like the
schoolteacher he once was, Sting de-
scribes the meaning behind the title of
his new A&M album, “Mercury
Falling”: “It’s a phrase that I
find laden with symbolic rele-
vance. It means so many things.
Mercury is a metal, a liquid, an
element, a planet. It’s an astro-
logical symbol, an astronomical
thing. You know, Mercury is the
god of theft and commerce. He's
the messenger, too. He’s quite a
complex character, this Mer-
cury. Asam 1.”

The material on the March 12 re-
lease is similarly rife with different in-
terpretations: musically divergent
and lyrically ambiguous. But as his
seventh solo outing, it epitomizes
Sting’s artistic depth and continual
ability to surprise.

“Mercurial is probably a good de-

scription of this record in that it’s
everywhere, and you can’t quite pin it
down in terms of its references and its
musical styles,” says Sting.

Indeed, the album veers from the

STING

country stylings of “I’'m So Happy 1
Can’t Stop Crying” and “Lithium Sun-
set,” to a lilting bossa nova beat on “La
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Belle Dame Sans Regrets,” to soulful
seasonings on “You Still Touch Me.”
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The first single, the uplifting “Let
Your Soul Be Your Pilot,” went to
adult contemporary, triple-A, top 40,
album rock, modern rock, and college
radio Feb. 2. “You have to work radio

very aggressively, especially
with an artist like Sting, who is
always coming up with different
thenmes and lyrics. He moves
from genre to genre,” says A&M
product manager Brad Pollak.

That diversity can cause con-
fusion at radio. Harvey Kojan,
PD at WNOR Norfolk, Va., an
album rock outlet, says his sta-
tion decides whether to play

Sting on a song-by-song basis.

“Sting has alternative credibility,
S0 you can’t say you automatically
aren’t going to play something,” he
says. “I haven’t heard the new track,
but we're a rock station and Sting’s
this eclectic jazz-pop mixture with a
very adult audience.”

(Continued on page 87)

B BY JOHN LANNERT

Organizers of the 1996 Summer
Olympic Games are hoping to attract

GILL

new fans to the world-renowned
sporting event through an ambitious
five-album project that boasts some
of the biggest recording stars and
producers in contemporary music.
The individual albums are expect-

Five Labels Going For The Olympic Gold

Genre-Based Albums Boast World-Class Talent

ed to be released between April and
June on five labels in the following
musical categories: pop/R&B
(LaFace), country (MCA/Nashville),

110

Afanta

Latin (EMI Latin), classical (Sony
Classical), and jazz (DMX).

The albums will also be made
available for purchase as a boxed set
via a toll-free telephone number and
at the Olympic Games, set to run

July 19-Aug. 4 in Atlanta.

Among the best-known partici-
pants in the projects are John
Williams, Boyz II Men, Kenny

WILLIAMS

“Babyface” Edmonds, Vince Gill,
Gloria Estefan, Emilio Estefan Jr.,
Placido Domningo, Trisha Yearwood,
Luther Vandross, R. Kelly, Vanessa
Williams, Julio Iglesias, Willie Nel-

(Continued on page 18)
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Fans Take ‘Look Inside’
Communion’s Folk Implosion

SEE PAGE 11
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Britpop Acts On
Invasion Alert

B BY CRAIG ROSEN

LOS ANGELES—It may be pre-
mature to call this a full-scale
British re-invasion, but the current

success of three diverse British
acts in America could help open the
door for a number of other U.K.
acts now waiting in the wings.
This week, Oasis’ second Epic al-
bum, “(What’s The Story) Morning
(Continued on page 88)

Twain Leads
Juno Nominees

H BY LARRY LeBLANC

TORONTO—With seven nomina-
tions in 37 categories, Mercury

MORISSETTE TWAIN
Records’ Shania Twain leads the pack
of Juno Award nominees for the 25th
anniversary Juno Awards, which will
(Continued on page 81)
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Musicland Posts Weak 1995 Results

Retailer Plots Strategy To Improve Performance

H BY DON JEFFREY

NEW YORK—Although a myriad of store
openings boosted Musicland’s total chain
sales by 16.5% to $1.72 billion for 1995,
sluggish consumer buying coupled with a
retail price war caused a 3.2% decline in
sales for stores open at least one year.

Weak sales pushed down Musicland
Stores Corp.’s operating profit 11.4% to
$80.8 million from $91.3 million the previ-
ous year. Also, a noncash $138 million
writedown of the value of the company’s as-
sets and a $5 million charge for store clos-
ings resulted in a $135.7 million net loss for
1995. The previous year, Musicland report-
ed a $17.4 million net profit on $1.48 billion
in revenues.

Musicland says in its financial release
that this year it will execute a four-part
strategy to improve profitability that in-
cludes further store closings, a cutback in
new-store openings, more aggressive mer-
chandising and marketing, and strict inven-
tory management.

The most disappointing news for many
observers was the listless state of Music-
land’s superstore division, which comprises
50,000-square-foot Media Play stores,
which sell music, videos, books, and com-
puter software, and 6,000-square-foot On
Cue outlets, which are scaled-down media
stores for smaller markets. Sales for super-
stores open at least one year rose only 4.8%
in 1995; previous year same-store sales
jumped 33.3%.

Says Marcia Appel, VP of communica-
tions and publications, “Superstore sales
were up against very high [comp-store
sales]. Also, foreseeing a not-good holiday
season we kept tight control of inventory,
which may have cost us some sales.”

Musicland says it plans to open only 10
Media Play and 10 On Cue outlets this year,
which is scaling back from the 25 Media
Play stores it had planned to open. Also, the
new Media Plays will be smaller—at 40,000
to 43,000 square feet—than the typical su-
perstore. In 1995, the company opened 43
Media Plays, for a total of 89, and 76 On
Cues, for a total of 153.

Analyst Craig Bibb of PaineWebber
says in an investment report that Music-
land may close eight to 10 Media Plays this
year.

Appel says, “We don’t have any [specific]
numbers of closings [in] any division. But if
we take a reserve for future closings, it will
affect all divisions except Suncoast.”

Musicland says it expects to open ap-

proximately 10 new Suncoast Motion Pic-
ture Co. mall outlets, which sell videos.
Last year it opened 34 Suncoasts, for a to-
tal of 412.

The retailer is awaiting Securities and
Exchange Commission approval of its plan
to sell as much as 30% of Suncoast in an ini-
tial public offering of stock (see story, page
63). If that occurs at the proposed price of
$16 a share, Musicland could raise about
$40 million, which it would use to pay down
debt. Musicland’s long-term debt stands at
$163 million.

Musicland’s mall music stores—Sam
Goody and Musicland—continue to be
problematic. Price wars caused a 4.9% de-
cline in sales for mall stores open at least
one year; same-store sales rose 3.1% the
previous year. The company opened 15
mall music stores last year but closed 64,
for a total of 820. This year, it expects to
close additional stores that are underper-

forming.

The company acknowledges that it is
talking with its banks about creating a re-
serve to cover the expense of closing
stores, which would likely decrease first-
quarter profits.

Meanwhile, the scaled-back expansion
plan will cut capital spending to $25 million
this year from $100 million last year.

For the fourth quarter, which ended Dec.
31, Minnetonka, Minn.-based Musicland
reports a 6.6% decline in net profit to $22.6
million with an 8.3% increase in overall
sales to $686.9 million. Same-store sales for
all concepts fell 8%; the decline for the
malls stores was 9.2%, for superstores,
4.6%.

Musicland’s stock was stable the day the
financial results were announced because
investors were expecting the weak results.
Shares were trading at $2.50 each, 25 cents
above their all-time low.

B BY JEFF CLARK-MEADS

LONDON—A U.K. government report
published Feb. 1 criticizes the British Per-
forming Right Society, the authors’ body,
for acting against the public interest.

The Monopolies and Mergers Commis-
sion report says the shortcomings are are-
sult of the PRS’ monopoly position, and it
makes a series of remedial recommenda-
tions.

These include adoption of a detailed
system of cost allocation, improvement
of measurement of public performance,
provision of more information to mem-
bers, and establishment of an appeals
board.

The U.K. authors community was still
digesting the implications of the 362-page
report at press time. However, PRS’ new-
ly appointed chief executive, John
Hutchinson, says, “PRS has received crit-
icism from the MMC, and we accept that
some of the criticism is justified. Equally,
we feel it confirms a lot of the work that
was already under way.”

Hutchinson emphasizes that much of
the remedial action MMC asks for was al-

U.K. Gov’t Report Criticizes
Performing Right Society

ready being undertaken before the report
was published.

The recommendations have been ac-
cepted by the MMC’s political supervisor,
competition minister John Taylor, who has
asked the PRS to implement the findings
in consultation with the government’s Of-
fice of Fair Trading.

The report criticizes PRS for failing to
monitor public performances “adequately
and effectively”; set out its responsibilities
to members or consult them adequately;
provide an appeal procedure for griev-
ances; adopt a proper costing system; di-
vide activities “appropriately” between its
general council and executive manage-
ment; and allow members to administer
their own rights in respect to live perfor-
mance.

The MMC inquiry, which took nearly 12
months to complete, was looking into “the
supply of the services of administering
performing rights and film synchroniza-
tion rights.”

In practical terms, this meant an inquiry
into PRS, which administers these rights
on behalf of U.K. composers and publish-
ers.
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H BY BILL HOLLAND

WASHINGTON, D.C.—U.S. gov-
ernment and record industry nego-
tiators have again failed to convince
China’s government to shut down
more of its 36 CD factories, most of
which are said to be pressing pirate
goods, and open market access to
Western labels.

Meanwhile, U.S. Trade Represen-
tative Mickey Kantor is threatening
to use World Trade Organization
powers to make Japan provide copy-
right protection for pre-1971 U.S.
recordings. A formal announcement
was expected this week, according to
several sources.

Three U.S. senators returned Jan.
21 from a trip to Beijing that involved
broad discussion of U.S.-China rela-
tions. In their talks with Chinese
trade ministers and Vice Premier
Zhu Rongji, Sens. Dianne Feinstein,

China, Japan Face
Possible Trade Action

D-Calif., Sam Nunn, D-Ga., and John
Glenn, D-Ohio, raised the topic of
piracy and their concerns about the
failure of the Chinese government to
implement its year-old trade agree-
ment with the U.S.

The lawmakers once again for-
warded assurances that if the Chi-
nese government closed the pirate
CD plants and reopened them as le-
gitimate businesses, Western record
companies would then seek to enter
into joint ventures with Chinese com-
panies, guaranteeing that at least
part of the production capacity of the
plants would be filled.

The offer was rejected by Chinese
officials, according to Jay Berman,
chairman/CEO of the Recording In-
dustry Assn. of America.

The proposal, according to
Berman, “was not anything that
hasn’t happened in other places when

(Continued on page 87)

Sandiford-Waller Named
Billhoard R&B Chart Mgr.

Theda Sandiford-Waller has been
named R&B chart manager at Billboard
and chart director for sister publication
R&B Airplay Monitor.

She began her new duties Jan. 30 and
is based in Billboard’s New York office.

Most recently, Sandiford-Waller was
music director at
country WYNY
New York, where
she worked for 2'/:
years. She was nom-
inated for country
MD of the year in
the 1995 Bill-
board/Airplay Mon-
itor Radio Awards.
Prior to joining
WYNY, she was event marketing coor-
dinator at heritage R&B station WBLS
New York.

Before joining WBLS, Sandiford-
Waller worked at R&B WILD Boston,
where her duties included programming
assistant and special projects. While at-
tending Tufts University in Boston, she

SANDIFORD-WALLER

served as GM and PD of campus station
WMFO, where she also hosted jazz,
world music, and R&B shows.

In addition to her chart duties, Sandi-
ford-Waller will write the Rhythm Sec-
tion column for Billboard and the R&B
Rhythms column for R&B Airplay Mon-
itor. She will report to Billboard director
of charts Geoff Mayfield and Airplay
Monitor editor Sean Ross.

“Theda Sandiford-Waller brings us
the enthusiasm of a music lover and the
perspective of a music programmer,
along with the attention to detail that
this position requires,” says Mayfield.
“At WYNY, she had to learn new ter-
rain quickly and did so well enough to
become a nominee for a Billboard/Air-
play Monitor Radio Award. That ability
to adapt to new challenges and situa-
tions will serve Theda well here.”

Sandiford-Waller succeeds Suzanne
Baptiste, who has moved to Los Angeles
to be senior director of urban marketing
at Uni Distribution.

PHYLLIS STARK

Virgin Sows A Digital Garden

Firm Bows With Nonmusic CD-ROM

B BY DOUGLAS REECE

LOS ANGELES—With the launch of
its newly created multimedia imprint,
Digital Garden, Virgin Records is up-
ping its stake in multimedia by releas-
ing nonmusic and music titles.

The imprint, headed by Virgin's VP
of multimedia Cynthia Sexton, is affili-
ated only with Virgin Records, and not
with the autonomous Virgin Interactive
or Virgin Sound & Vision, both of which
are dedicated multimedia companies.

Digital Garden will release its first
product, a CD-ROM game titled
“P.AW.S.,” in April.

“P.AW.S.,” or Personal Automated
Wagging System, features whimsical
dog-related games and a “canine simu-
lator,” in which the player controls the
actions of a dog roaming through its
backyard. The game is targeted toward

5- to 8-year-olds.

According to Sexton, Digital Garden
also plans to release music-related
multimedia product, but decided to re-

lease “P.A.W.S.”
based on the game’s
success in the Euro-
pean market and
the strength of the
product.
digital garden| “Virgin is a cut-
_ | ting-edge and innov-
ative company, and
when we find cutting-edge and innova-
tive product, the fact that it’s not a mu-
sic title doesn’t make that much of a dif-
ference to us,” Sexton says.

Though Digital Garden licensed
“P.A.W.8.” from developer Organa
Software, Sexton says that the imprint
may develop its own titles in the future.

(Continued on page 16)

MTV Asia Goes Full Time In India

Channel To Focus On Local Programming

B BY MIKE LEVIN

HONG KONG—MTV Asia’s launch of
24-hour programming in India is seen
as a vital move for the music channel,
as it strives to find its place within
Asia’s booming youth-entertainment
industry.

The new signal is being delivered via
local cable operators; it started late last
month as a feed from MTV’s English-
language southern beam, which covers
Southeast Asia. Its programming—
ranging from two to four hours a day—
is also distributed in Thailand, Singa-

pore, South Korea, and the Philippines
through cable TV and in Indonesia and
Sri Lanka on terrestrial TV. A north-
ern, 24-hour, Mandarin-language sig-
nal is beamed into Taiwan.

The Jan. 25 move to 24-hour broad-
casting in India terminates MTV’s
three-hour-daily distribution deal with
local state channel Doordarshan, al-
though MTV plans to help develop lo-
cal programming for its partner in the
future.

So far, MTV has an office only in
Bombay, but local GM Chandni Sahgal
will open offices in Calcutta, Delhi, and

Happy Together. Rhino and HighTone Records executives socialize after
signing an agreement naming Rhino distributor of all HighTone catalog and new
releases. Pictured, from left, are Colleen Anderson, product manager, Rhino;
Keith Altomare, VP of sales, Rhino; Darrell Anderson, director of marketing and
promotion, HighTone; Bruce Bromberg, co-founder, HighTone; Richard Foos,
president, Rhino; Larry Sloven, co-founder, HighTone; and Antone DeSantis,
national field sales manager, Rhino.

Imago Links With Koch Int’l

Deal Marks Re-Entry Into Market

H BY CHRIS MORRIS

LOS ANGELES—Moving to the inde-
pendent side, Imago Records has
signed an exclusive national distribu-
tion deal with Port Washington, N.Y .-
based wholesaler Koch International.

The relationship kicks off officially
Feb. 20, when Imago releases “The Sun
Sessions,” a new album by Dread Zep-
pelin, the comic act formerly with I.R.S.
Records, and “Meet Me At The Fair,” a
set by the Boston-based alternative
band the Push Stars.

The releases will mark Imago’s re-
entry into the marketplace after a long
hiatus following the end of its joint-ven-
ture relationship with BMG in late
1994. At that time, it was said that Ima-
go president Terry Ellis, who launched
the company in January 1991, was
seeking other major-label financing.

However, Ellis says, the label is pro-
ceeding as a self-financed independent
entity.

“When we came out of the BMG situ-
ation,” Ellis says, “I think I wasn’t com-
pletely aware of all of the possibilities,
and certainly once I began to look
around, I became more acutely aware
that independent distribution in this
country is now a very viable alternative
again. That became a very attractive
way for me to go.

“When we made the deal with BMG,
Imago was set up as a major label,” El-
lis continues. “And I have to say that it

wasn't a situation that I was very com-
fortable in. We had six artists who sold
100,000 units on their first album, and
that should be good. But in a major-la-
bel situation, where you have large
overhead, it’s just not enough. The situ-
ation that I’m comfortable in is one
where I can do what I do best, which is
to find young acts and to develop their
careers.”

Ellis is full of praise for Koch, one of
the biggest indie distributors in the
Uus

“I think what they’ve done is very ex-
citing,” he says. “They’ve got 30
salesmen, they’ve got a state-of-the-
art distribution center out on Long Is-
land that’s just gorgeous, and all the
computer information that their la-
bels could want. And they’ve done all
of that without having a top 200 Bill-
board album. The first one they ever
had was the Edwyn Collins record
[the 1995 Bar/None release ‘Gorgeous
George’].”

Imago, which formally signed on
with Koch Jan. 1, joins a label roster
that includes such indies as Bar/None,
Cooking Vinyl, CTI, Knitting Factory,
Minty Fresh, Muse, Razor & Tie, Red
House, Righteous Babe, Smithsonian
Folkways, Sugar Hill, and Thirsty Ear.

The distributor’s president, Michael
Koch, says, “We view [Imago] as the
first major-label defection that’s going
independent again, and it has real po-

(Continued on page 89)

Bangalore within the next few months.
Executives and VJs are on an 11-city
tour to promote the channel and find
programming sources. It has also
signed advertising deals with Levi
Strauss (India), Coca-Cola, Pepsi, and
local electronics companies BPL.

The India move is important be-
cause the country, which has a popula-
tion of 850 million, is the fastest-grow-
ing and least-regulated broadcast
market in Asia. “The two years we
were off the air was too long,” says
MTV Asia president Peter Jamieson.
“It’s been a real challenge coming
back and marrying Western wisdom
with Indian practicality.”

Equally important is the introduc-
tion of locally produced programming.
MTV’s Indian schedule will aim for
80% domestic music video program-
ming, which will be created by its own
staff, primarily Hindi pop shows but
also including material from other
Southeast Asian countries. The rest
will comprise international artists,
whose music is rapidly gaining popu-
larity among middle-class youth.

MTV Asia communications director
Linda Stiles says there are no immedi-
ate plans to use Hindi film musie,
which has been a huge success for oth-
er TV channels. “The feedback we've
had from young people is that they can
get film music on other channels and
that they want something different
from us,” Stiles says. “This is our goal,
to create something unique.”

India-specific programming from
MTYV is expected to start Saturday (3).

Sparrow’s Hearn
Named Prez/CEOQ
Of EMI Christian

B BY DEBORAH EVANS PRICE

NASHVILLE—Sparrow Communi-
cations Group president Bill Hearn has
been named president/CEQ of EMI
Christian Music Group by EMI Music
president/CEO Jim Fifield. Former
CEO/chairman Billy Ray Hearn (Bill
Hearn’s father) will continue with EMI

HEARN

YORK

Christian Music Group as chairman.

Bill Hearn’s first official act in his
new role was to elevate Sparrow senior
VP Peter York to the position of presi-
dent of Sparrow Communications
Group, marking the first time in 19
years that a member of the Hearn fam-
ily has not been at the helm of the Spar-
row label.

Billy Ray Hearn founded Sparrow in
1976 and sold the company to EMI in
1992. In the fall of 1994 EMI purchased
Star Song Communications Group and
the following January announced the
formation of EMI Christian Music
Group as the umbrella company en-
compassing the Sparrow and Star
Song labels, EMI Christian Music
Publishing (which merged the Spar-

(Continued on page 16)
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Enhanced CD: Good ldea, Bad Approach

l BY NORMAN BEIL

A handful of enhanced-CD titles has final-
ly hit the shelves. Plagued by technical prob-
lems, budget overruns, missed release
dates, generally poor reviews, and an appar-
ent lack of consumer interest, this new
music format can be pronounced dead on
arrival.

I admit it: I was one of the first guys to
lose money for his label developing enhanced
CDs. And it wasn't like I hadn’t been warned.
“This is a stupid idea,” David Geffen told me
years ago. Why would labels want to spend
tens of thousands of dollars for glorified
album artwork? Why would they risk miss-
ing a release date (after carefully coordi-
nating it with radio, a video, the tour, a fea-
tured article, and a TV appearance) while
multimedia developers fiddled with an ever-
changing technology? Why would con-
sumers put up with having to install their
CDs (on their home computers)? How could
labels pay for technical support?

Why would consumers pay extra for
ancillary material when they’ve already
shown how underwhelmed they are with
paying for the same stuff on VHS? Why
would retailers give up valuable shelf space
for another SKU of the same product? Why
would recording artists let their timeless
music be coupled with some cheaply pro-
duced computer program that, as we all
know, will become creatively and technolog-
ically obsolete in no time?

And how would consumers even know
about enhanced CDs unless the industry
spent the tens of millions of dollars needed to
launch any new product in the marketplace
today?

But we persisted anyway. First, there was
all this hype about multimedia in the press,
which couldn’t be ignored. Second, we were
envious of the larger margins CD-ROM pub-
lishers were getting—using the exact same
silvery disc. Finally, we were just plain
scared about losing sales to more “interac-
tive” (and hence “cooler”) entertainment
software.

Some of us dreamed of a world where all
audio CDs included videos, lyrics, liner
notes, photos, artwork, online connections,
and fun interactive stuff. In this dream
world, there would be only one SKU for
retailers to carry—and labels to market.
There would be no need for consumers to
install their CDs on their home computers.
No technical support issues. No technologi-
cal or creative obsolescence. Multimedia ele-
ments could be added by the labels to their
audio releases without spending more time
or more money.

In such a world, everyone benefits. Artists,
labels, and retailers get to sell a more valu-
able product. Back-catalog sales jump as con-
sumers repurchase their favorites in this new
format. Multimedia elements provide addi-
tional reasons for consumers to purchase
(higher-margin) CDs rather than cassettes—
or, for that matter, rather than taping a
friend’s CD. The enhanced CD itself becomes
a marketing channel for an artist’s prior
releases, merchandise, or anything else. And
the bond between artist and fan is strength-
ened as multimedia provide new ways of con-
necting with the audience.

Can such a wonderful world exist? Actual-
ly, it can. But only if we bury the old approach
to enhanced CDs and develop a radically dif-

ferent one. Enhanced CDs in their current
incarnation will die, because we are treating
them as audio CDs with bonus CD-ROM
material: A complete mini-multimedia show
is designed, programmed, and debugged for
every audio title released as an enhanced CD.
This approach is just too burdensome to sur-
vive. With DVD on the horizon, it's now even
more important for the industry to find a
workable format for adding multimedia to
music CDs. Fortunately, the phenomenal suc-
cess of the Internet’s World Wide Web gives
us the perfect model.

‘With DVD on the
horizon, it's now
critical for the
industry to find a
workable format
for adding multi-
media to music
CDs.’

Norman Beil is president
of Park City, Utah-based

CyberDice, a division of

Hersch & Co.

Before the Web, the online information
business consisted of bulletin boards. Like
today’s enhanced CD, each BB was complete
unto itself: It not only contained the raw
information or content—its raison d’étre—
it had its own software program for storing
that information and its own interface for
accessing that information. This architec-
ture made it difficult and expensive for infor-
mation providers to set up and maintain
their bulletin boards. It also made it very
user-unfriendly, as the interface for each
information source had to be mastered by
each user. If a particular user wanted to
access information from, say, 20 different
bulletin boards, he or she had to install and
learn 20 different programs. The result: Bul-
letin boards were essentially a no-growth
business.

REGGAE COME FORWARD!

I'm writing to thank you for your ever-
expanding coverage of reggae music. I was
delighted to see Elena Oumano’s cover story
(Billboard, Jan. 27) titled
“Women Increase Num-
ber, Scope Of Roles In
Reggae.” As a woman
who's been working in the
reggae realm since the
early '80s (concert pub-
licity, radio DJ and pro-
grammer, indie and
major-label record pro-
motion and A&R consul-
tant, etc.), it's good to see t/ie industry maga-
zine giving reggae music its due respect and
props. I'm always glad to see the Top Reggae
Albums chart, as well as the inclusion of reg-
gae music in Havelock Nelson’s column and
articles.

Bob Marley’s mother, Cedella Booker, has a
song out on Rounder’s three-CD “Global
Divas” compilation titled “Listen Up,
Ladies”—*Listen up, ladies, today is a new
day!”"—which is a nice complement to
Oumano’s article. Many thanks to editor in

BOOKER

LETTERS

The Web changed all that with the elegant
concept of separating the content from the
software interface needed to access that con-
tent. With this architecture, information
providers use a standard tool to quickly, eas-
ily, and cheaply format their content for the
Web. They do not have to worry about inter-
face design, programming, and debugging—
their focus is strictly on content. Users, for
their part, simply install one of several avail-
able software interfaces, commonly known
as “browsers” (such as Netscape), which can
access any and all information on the Web.
Improvements in the browsers can be made
without involving the information providers,
and information can be updated without
requiring changes in the browsers. The
result: The World Wide Web has had explo-
sive growth.

The same can happen with enhanced
CDs. With a standard “browser” architec-
ture in place (whether such standard is pro-
mulgated by the Recording Industry Assn.
of America, or independently developed
and then adopted as the de facto standard),
the labels can take existing videos, lyrics,
liner notes, photos, artwork—you name it—
and simply master these elements on an
audio CD.

Forget the time, trouble, and expense of
designing, programming, and debugging
interfaces for each title. Let third-party
software houses develop, publish, and sup-
port a variety of enhanced CD “browsers”
adhering to the general standard. Consumers
who wish to access the multimedia material
need only purchase and install one such
browser to enjoy every enhanced CD. Once
the consumer has his or her browser work-
ing for one title, it will work for every title—
no tech-support problems.

Making enhanced CDs becomes so easy, it
can be done for every title on a single SKU
basis. With the interface freed from the con-
tent, it will evolve on its own, allowing soft-
ware genuises of the future to create imagi-
native and powerful ways to keep our music
CDs fresh and vital for decades to come.

chief Timothy White and Billboard for help-
ing usher in the dawning of that new day.

Amy Wachtel

Night Nurse Productions

New York

ANGLO-U.S. WRITERS' CULTURAL DEDUCTIONS
I am writing in respect to comments in the
MIDEM Spotlight (“Central Licensing Of
Copyrights Sparks Fierce Competition,” Bill-
board, Jan. 27) regarding “cultural deduc-
tions” in Europe. The figure of 21 million
pounds that the British Academy of Song-
writers, Composers & Authors calculated has
been lost between 1979 and 1993 as a result of
these deductions 1epresents the 50% wiiters’
share only. If the so-called publishers’ shares
of income paid by the Continental Societies
direct to the local offices of publishers repre-
senting British writers is taken into account,
losses to the U.K. catalog between 1979 and
1993 is actually in excess of 40 million pounds.
Amanda Harcourt

General Secretary

British Academy of Songwriters, Composers
& Authors

London

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 Broadw:iy, New York. N.Y. 10036
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RCAVICTOR

GRATEFULLY ACKNOWLEDGES
THE EXTRAORDINARY VISION

DAVID PACK

CONCEIVER, ARRANGER
AND
PRODUCER
OF

THE SONGS OF
WEST SIDE STORY

i

AS A LOVING TRIBUTE TO HIS FRIEND
AND MUSICAL MENTOR, LEONARD BERNSTEIN

Through David’s efforts, a portion of the proceeds from this recording will go to
The NARAS Foundation, Iinc., The Leonard Bernstein Education Through the

Arts Fund, Inc. & The Bernstein Center for Education in Nashville.
Management : Jeff Wald Entertainment
Kelly Newby



THE SONGS OF WEST SIDE STORY

ALL 4 ONE
PATTI AUSTIN
TEVIN CAMPBELL
NATALIE COLE
PHIL COLLINS

CHICK COREA &
THE ELEKTRIC BAND

DEF JEF
SHEILA E
BRUCE HORNSBY
JAMES INGRAM
THE JERKY BOYS
PATTI LABELLE

LITTLE RICHARD

Tmk(s) (R) Reg

KENNY LOGGINS

LISA “LEFT EYE" LOPES
OFTLC

MICHAEL McDONALD

DAVID PACK

PAUL RODRIGUEZ

SALT ‘N’ PEPA

SELENA

BRIAN SETZER

STEVE VAl

MERVYN WARREN

WYNONNA

TRISHA YEARWOOD



]l a Carvrvetero
Grammy. =N ominated
Best Latin' IPSpriPey ormance

A New Way To Your Heart
From The World's Most Romantic Star

Congratulations, Julio

Sony Music International
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Trauma’s No Doubt Keeps Faith
Latest Set Shines With Shades Of Ska

B BY CARRIE BORZILLO

LOS ANGELES—While it may ap-
pear that No Doubt is just another
band to come out of nowhere and hit it
big with a catchy modern rock song
(“Just A Girl”), the Orange County,
Calif.-bred, ska-influenced outfit has
actually been paving the way for this
breakthrough success for eight years.

The band’s latest album, “Tragic
Kingdom” on Trauma/Interscope,
reached No. 1 on Heatseekers for the
week ending Jan. 27. The following
week, No Doubt became Heatseekers
Impact Artists when “Tragic King-
dom” broke into the top half of The
Billboard 200 with a 27-position move
to No. 89.

This week, the album, released Oct.
10, 1995, is No. 70 on The Billboard
200; it has sold more than 87,000 units
to date, according to SoundScan.

“People can’t get enough of [the
ska] sound. They’re hungry for it,”
says Hugh Jones, marketing manag-

er of the three Cellophane Square

stores in the Seattle area.
Meanwhile, “Just A Girl” is No. 13

on Modern Rock Tracks and No. 53

on Hot 100 Singles this week.

“This record has no burn,” says
Aaron Axelsen, assistant music direc-
tor at modern rock KITS (Live 105)
San Francisco. “It’s increasing in mo-

Hail To The Presidents. Columbia Records’ the Presidents Of The United
States Of America display the platinum award for their self-titted album. The band
has been nominated for a Grammy and has just released its latest single,
“Peaches.” Shown, from left, are Staci Slater, band manager; Michele Anthony,
executive VP, Sony Music Entertainment; band members Jason Finn and Chris
Ballew; Don lenner, president, Columbia Records; band member Dave Dederer;
Josh Sarubin, director, A&R, Columbia Records; and Leah Reid, product

manager, Columbia Records.

mentum. Just when you think it’s peak-
ing, it increases in sales again. We’re
spiking ‘Spiderwebs’ now, which is
equally as strong as ‘Just A Girl.””

“Spiderwebs,” the second single
from the album,

has not officially P

been serviced to / /’ A\

radio yet. ( HEAT
There was much

more involved in SEEKERS

bringing No Doubt ‘\\ACL

to the masses,
however, than one
long-lasting song.

The band, which is booked by Mitch
Okmin at MOB, has toured relent-
lessly in the past eight years, travel-
ing as far out of Southern California
as its members could afford.

Since the release of “Tragic King-
dom,” the band has been on the
Warped tour, which is sponsored by

(Continued on page 89)

LATIN

LOS ANGELES—In the wake of
the success of the Folk Implosion’s
track “Natural One,” Communion
Records has released a self-titled lo-
fi EP from the band and expects to
put out its new
full-length album
this summer.

The modern
rock, album rock,
and top 40 expo-
sure of “Natural
One,” which was
culled from London Records’ “Kids”
soundtrack, has also drawn fans to
the Folk Implosion’s 1995 full-length
Communion debut, “Take A Look
Inside,” which is experiencing a sales
surge. According to SoundScan,
“Take A Look Inside” has sold more
than 9,300 units to date.

The success of “Natural One” has

The Comaman [l

Folk Implosion’s Success
‘Natural’ For Communion

also brought the Lou Barlow-led
band to the attention of major labels,

THE FOLK IMPLOSION

LevBarlee @B

John covis

such as London and Columbia. How-
ever, indie rock mainstay Barlow,
(Continued on page 18)

‘Led Zeppelin IV’ No. 4 Best Seller

B BY CHRIS MORRIS

LOS ANGELES—Led Zeppelin’s unti-
tled fourth album, released in 1971,
moved into position as the fourth best-
selling album of all time in January cer-
tifications from the Recording Industry
Assn. of America.

The Zeppelin opus, usually referred
to as “Led Zeppelin IV,” was certified
for sales of 16 million units. The Atlantic
album, which contains the radio perenni-
al “Stairway To Heaven” and other
heavy metal classics, now trails Michael
Jackson’s “Thriller” (1982, 24 million),
the Eagles’ “Their Greatest Hits 1971-
1975” (1976, 22 million), and Fleetwood
Mac’s “Rumours” (1977, 17 million) on
the all-time list.

Hootie & the Blowfish’s “Cracked
Rear View,” certified at 12 million in Jan-
uary, is also in august company: The
South Carolina group’s Atlantic album

now ranks in the top five debut albums of
all time. It follows “Boston” (1976, 15 mil-
lion), Guns N’ Roses’ “Appetite For De-
struction” (1987, 13 million), Meat Loaf’s
“Bat Out Of Hell” (1977, 12 million), and

HOOTIE & THE BLOWFISH

“Whitney Houston” (1985, 12 million).

AC/DC’s 1980 Atco hard rocker
“Back In Black” charged to the 12 mil-
lion sales mark, while saxophonist
Kenny G’s 1992 Arista set “Breath-
less” topped the 10 million plateau,
where it stands as the best-selling in-
strumental disc of all time.

TLC’s “CrazySexyCool” remained

unstoppable in January: The 1994
LaFace/Arista album became the first
album by a female group to attain
sales of 8 million.

Mariah Carey enjoyed a big month:

LED ZEPPELIN

Her 1995 Columbia album ‘“Day-
dream” topped 6 million, while 1993’s
“Music Box” vaulted over the 9 million
mark. Carey’s hit single “One Sweet
Day,” featuring Boyz II Men, joined
“Fantasy” at double-platinum; she is
now the first female artist to collect
two multiplatinum singles.
(Continued on page 17)

Watch for his new record,
lays Vince Guaraldi coming this spring
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Artists & Music

B BY CRAIG ROSEN

LOS ANGELES—The Eagles and
Garth Brooks led the pack at the
23rd annual American Music
Awards. Each won three awards,
but Brooks took home only two.

In one of the evening’s few dra-
matic moments, the country super-
star refused to accept the trophy for
artist of the year.

At the event, held Jan. 30 at the
Shrine Auditorium here, the Eagles
took home trophies for favorite
pop/rock band, duo, or group and
for favorite pop/rock album for its
Geffen reunion album, ‘“Hell
Freezes Over.”

Brooks picked up the award for
favorite male country artist for the
fifth consecutive year, while his
Capitol Nashville best-of collection,
“The Hits,” was named favorite

Garth Brooks, The Eagles
Fly Away With The AMAs

country album.

However, Brooks left the award
for favorite artist of the year—a
new award—on the podium, saying,
“With all due respect to the people
who voted, I'm gonna leave this
award right here.”

Backstage, Brooks said he felt
Hootie & the Blowfish deserved the
award, because the band’s Atlantic
album, “Cracked Rear View,” one of
the best-selling albums of the year,
helped retailers survive a particu-
larly tough period.

Hootie, which was nominated in
four categories, did not go home
empty-handed, however. The band
won the favorite new artist category
over Alanis Morissette and Blues
Traveler.

Other multiple winners included
Mariah Carey, Boyz II Men, and

(Continued on page 79)

Jerky Boys File Suit Against
Their Labels, Former Associate

NEW YORK—The Jerky Boys, the
platinum phone pranksters, are involved
in a bitter dispute with their labels, Det-
onator Records and Select Records, and
a former associate, Louie Gatanas.

In an action filed Jan. 11 here in New
York State Supreme Court, John Bren-
nan and Kamal Ahmed, aka the Jerky
Boys, allege that Gatanas and Detona-
tor breached their fiduciary duties to
the duo and conspired to defraud them
of royalties.

Brennan and Ahmed further charge
that Select violated an agreement to pay
them a $75,000 advance for the delivery
of master recordings. Brennan and
Ahmed charge Gatanas with misrepre-
senting himself as a member of the
Jerky Boys on the group’s contracts,
even though he never performed on the
Jerky Boys’ records.

Under their contract with Detonator
and Select, the Jerky Boys released two

platinum-certified comedy albums:
their self-titled debut in 1993 and “The
Jerky Boys 2”7 in 1994. Both feature
Brennan and Ahmed making humorous
prank telephone calls.

Gatanas had previously sued Select
and the Jerky Boys in a separate action
that was settled out of court, according
to Jerky Boys attorney Brian Caplan of
New York law firm Goodkind, Labaton,
Rudoff & Sucharow. As a result of that
previous suit, the current complaint by
the Jerky Boys is filed as a “cross
claim,” according to Caplan.

Brennan and Ahmed seek damages
totaling nearly $4.5 million in their vari-
ous causes of action against the defen-
dants. No trial date has been set.

Representatives from Select had no
comment and representatives from
Detonator were unavailable for com-
ment at press time.
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RECORD COMPANIES. Andrea Ganis is
promoted to executive VP, promo-
tion, for Atlantic Records in New
York. She was senior VP, promotion.

Craig Lambert is appointed senior
VP at Epic Records in New York. He
was executive VP at Elektra Enter-
tainment Group.

Helen Murphy is promoted to se-
nior VP, investor relations, for Poly-
Gram International and senior VP,
mergers and acquisitions, for Poly-
Gram Holding in New York. She was
treasurer and senior VP, corporate fi-
nance, for PolyGram Holding.

Elektra Entertainment Group in
New York appoints Beth Jacobson
VP of press and artist development
and Beth Patterson VP of business
affairs. They were, respectively, se-
nior director of press and artist devel-
opment and senior director of busi-
ness affairs.

Lionel Ridenour is promoted to
VP, R&B promotion, at Arista
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Records in New York. He was senior
director of R&B promotion.

Mike Bernardo is promoted to VP
of urban promotion at Mercury
Records in New York. She was senior
director of promotion.

H.O.L.A. Recordings in New York
names Michael Greenspan chief fi-
nancial officer. He was director of fi-
nancial planning and analysis for Al-
liance Entertainment.

Nat Rew is promoted to VP/GM at
Pandisc¢/Streetbeat in Miami. He was
GM.

Lava Records appoints Andrew
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Producer/Label-Owner Thiele Dies
Diversity Was Hallmark Of Industry Vet

B BY JIM MACNIE

NEW YORK—Bob Thiele looked frail
and proud when he was given a lifetime
achievement award by Impulse! at a
Village Vanguard soiree here last au-
tumn. The well-regarded record pro-
ducer and entrepreneur had reason to
be both, as he had been point man for
the acclaimed Impulse! Records sound.

Suffering from ill health for the past
seven months, Thiele, 73, died Jan. 30
of kidney failure at New York’s Roo-
sevelt Hospital.

Thiele’s career covered a wide range
of musical territory, and the sheer
amount of music for which he was re-
sponsible is immense.

He was the zealot who convinced the
initially dubious Coral Records to re-
lease Buddy Holly’s “That’ll Be The
Day,” providing the Lubbock, Texas,
bandleader with his first hit and pop
music with one of its seminal artists.

Thiele also helped John Coltrane
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White On Top.