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UBLISHER'S

WELCOME TO BRE CONFERENCE '91!

he marketing of our God-given, black musical heritage is an awesome responsibility that
we must pursue creatively, stategically and personally.
In 1966, Julian “Cannonball” Adderley told me 1 should get into the music business.
Great, I thought, I'll put the class ring business behind me and become a hit recording
artist. That wasn’t what he had in mind. “There is far more talent than can ever be heard,” he
explained. He said the people who market, promote and sell music product have a great influence
on who makes it to the top and who doesn’t. He thought
I'd be great on that side of the industry, since 1 already
knew about the art of selling and I knew about music—
an unbeatable combination.

But he didn't just talk, he did something about his
idea. Cannonball, Nancy Wilson and Lou Rawls strongly
endorsed my being hired at Capitol Records. That may
sound odd—an artist supporting an executive, But at
that time, there was a massive campaign underway by

black artists to get blacks hired at major record labels.
Because of its success, | was able to get that first job
in regional promotions for the Southeast region.

My territories encompassed the Carolinas, Georgia,
Florida, Alabama, Louisiana, Arkansas, Mississippi and
Tennessee. Today there are at least 10 people on the
Capitol staff covering that area. Look how the marketing

PHOTO BY EDDIE WOLFL

of our musical heritage has grown. e |

In my four years in the Atlanta branch, we went from an average of 28,000 singles on a hit
record to 160,000 singles per hit average. | have no idea what that average is today. In 1966,
the average album production budget for a black artist was between $40,000 to $100,000 maximum.
Today, some production budgets are well over a million. Why? Because the marketing of our heritage
has pushed its sales figures to the point that it’s financially justifiable. Artists like Mariah Carey,
Michael Jackson, L.L. Cool J, Quincy Jones, 3rd Bass, continved from page 102
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Any age is a good age to

share in the dream of reading

and writing. Ask Josephine

Holland, who atage 72

took advantage of

a Coors-sponsored

opportunity to im-

' L - prove on her eighth-

o s grade education.

- After seeing a poster advertis-
- ing the Coors LITERACY. Pass
Ty It On, program, Ms. Holland,
"y despite poor vision and a hear-
ing impairment, enrolled in the
literacy program at the Oppor-
tunities Industrialization Center

' of Southeast Texas. Today, an
! & ‘ avid reader of the newspaper

.

and works of fiction, she hopes
to become a tutor of other sen-
Ior citizens.

Zg%zglizgrgcyl)”ecmr o, Dreams Iikg Ms. Holland's are

: - af , the reason Coors is a supporter

0/Cs of Amerca 2 g R of 0ICs of America, a leading
grassroots literacy organi-
zation. If you or someone you
know need help to become
literate, call 1-800-348-2337
for information that can get
you started

LITERACY. PASS IT ON.

Because it's never too late to
make a dream come true.

©1991 Coors Brewing Company, Golden, Colorado 88401



EITOR’S

MAKING HISTORY

istory is important to me. My concern about the lack of historical awareness was one
of the reasons 1 joined this magazine after Conference 89. 1 knew Sidney and his dreams
for the expansion of his publication since he began this struggle 15 years ago. | wanted
to bring a larger sense of the historical contributions black people have made to music

onto these pages and help make the dream larger.
In days of old, we know the griot spun out memories and truths like a golden thread. Ancestors
laughed, danced, sang, wept and lived again through the magic imagery and the power of the

storyteller. Those tales told ‘round the campfires became
lullabies for drifting off to dream. History became
interwoven in the fabric of living. Life decisions were
made as a result of knowing what had passed before.
It’s missing now.

In our electronic society, history is forgotten, there
is not time for it on the quick cuts of MTV or even
BET.

In my travels, | have seen the eyes of children who

have never left their village birthplace; the faces of the
people who sit, like their fathers’ fathers’ father, in the
shadow of the pyramid; and the wisdom of the women
who balance 50-pound baskets on their heads in the fierce,
tropical sun. All of these people seem to have an intrinsic
sense of pride, even in abject poverty. They do not know
the latest dance craze, but they do know who they are

because they know their own history. They know the

exploits, the trals and the triumphs of their people. '

In a much less ambitious hope, I'm not even dreaming that you, who read this magazine, rush
to the library or go sit and talk to some old people and find out the wonders they can tell you.
I simply want you to know who made the music and what it meant. | want you to know the
men and women who changed forever what we hear on our radio. If it is not written down, re-
told or captured on film, history is lost.

At the magazine, we try to put history in perspective, put it on the pages —because we are YOUR
MAGAZINE OF RECORD. And that’s making history, t0o. 33€

PHOTO BY EDDIE WOLFL
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BRE Conference '91 Co-Chaoirpersens

JAMES ALEXANDER

By V.L. Owens

AMES ALEXANDER IS PRDGRAM DIRECTOR at one of the most successful

Black formatted radio stations in the country—WGCI/Chicago. Alexander

has been with the station less than a year and while he has inherited

a gold mine ratings-wise, he fully understands the responsibikty he has
for ensuring the continued success of the station.

Formerly pd/op mgr with Detroit station WJLB, which was presented with
BRE's Drummer Award for Radio Station of the Year in 1990, Alexander extends
a winning legacy that began in his hometown of Cincinnati. “| got my first
job in radio while | was still in high school,” explains the radio veteran.

He was lucky in that Tom “TKO” Knox was at WCIN at the time and took
the young Alexander under his wing. It was because of Knox' beliel in Alexander
and the fledgling radio man's own belief in himself that he was given the
opportunity to work an on-air shift at the station. “Thasks to his willingness
to give someone a break, | ended up doing the station's aftemoon show. From
then on it was smooth sailing.”

Alexander says planning is one of the basic philosophies for running a winning
station. “Positioning and understanding are the key to the survival in the ratings
battle.” As programmer, he views himself as the catalyst. He goes on to say
that it's his job to make everyone on his team understand what the basic
goals of the station are and then make sure that the plan is executed.

When it comes to using radio as a medium for marketing black music's

demos, from our promotions to the music we play.”
Continuing about his formula for success, Alexander says
that his personal management style is one that is a combinatian
of commen sense mixed with a practical knowledge of radio
marketing. “| don’t rule with an iron hand; that's something

heritage, Alexander becomes frank in his comments. “You have to know what
your particular demographics are, both in a basic sense and then on a focussed
level. Following this line of thinking, we focus everything we do to those specific

I've never endorsed. Rather, | do my best to select the right
people for the right jobs. if | needed a moming man, I'd

hire a maming man—one who is covninssd on page 167

CARL H. DAVIS

By J.R. Reynolds

INETEEN FIFTY-SEVEN WAS THE YEAR Carl H. Davis,
pres, Intemational Entertainment Corp. and ChiSound
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Records, first got into the music business. “It was radio actually—the old WGES.
was personal music director for the ‘grandfather of DJs,” Al Benson. In those
days, Al was putting eight hours of music on the air per day. ft

was my job to see that he got the good stuff,” reflects Davis.

Working with the top DJ in Chicago at the time was an incredible experience
for Davis, who says he leamed more in his tenure with Benson than many
people do in their lives. It was an incredible leaming experience,” he says
“'m so thankful that | got the opportunity to leam from the best. it was my
axperience with 1im that helped develop the deep admiration and respect of
the on-air personalities of the day. They had a tremendous duty to the black
community because there was so little in the way of mainstream media coverage
of black issues. So they stapped forward to fill the void and performed admirably.”

k was in 1962 that Davis' name was put on the recording map, with the
production of the classic “Duke of Ear.” As a result of his success with that
project, Davis was offered, end accepted, a deal at one of the original “race
labels,” (as they were known then) Okeh Records. It was a subsidiary of Columbia

Once on board, Davis immediately showed why he had been hired, producing
four gold records for recording artist Major Lance, as well as successful projects
with Walter Jackson, The Vibrations and others. “Working these projects changed
my life. It stowed me the light, in terms of how to produce on a rzqular
bass and do it successfully.”

Because cf that success, in 1967, Davis left the company to begin his own
production fim. During this time Davis continued to perform, producing music
for Mary Wells, and the ever-popular Jackie Wilson. Wilson was on the Brunswick
label at that tim2 and because of the fine job Davis did on that project, he
was talked into accepting an A&R position with the label.

From there, his own production company eventually merged with Brunswick
and he continued working with such artists as the Chi-Lites, Artistics and Gene
Chandler. Dawis stayed with Brunswick until 1975, when he created his own

recerding label—ChiSound. comtimved 61 page 10¢
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ORKING AT WARNER BROS. RECORDS AS SR.
vp, marketing/promo, black music, Ray Haris
thrives in an environment filled with multiple man-

agement duties. “| oversee the marketing and promotion
activities at both Wamer and Reprise Records.” says the industry

.‘;ﬂ
-
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BRE Conference '91 Co-Chairpersons

By Lansing Sebastian

in the industry who also find themselves with similar responsibilities. “In a broad
sense there are two labels and two staffs, Wamer and Reprise, which makes
for twice the challenge. But upon closer examination you'll find that because
| have people around me who know their jobs and maintain a tean spirit,
my job becomes easier.”

Hamis believes in the philosophy of cooperation and cross-trains his people
so that they are in a position to understand the big picture. “It's important
for people to understand not only their own specific job responsibilities, but
[ try to see to it that they gain a general understanding of what other departments
do and how that effects the overall scheme of things at the company. Once
people understand a system, it will run well.”

A native of New York, Hams originally became interested in the business
side of music during the old Motown era. “The music involves a lifestyle for
most people and | was very much affected by the sounds of the times.”

Onginally working as an account executive for an advertising agency, Harmis
developed business accounts in the radio industry. Armed with those contacts,
in addition to a friend who was on the lookout for opportunities Harris might
be interested in, Hamis landed himself a product management position with
RCA Records. Eventually the hardworking businessman found himself elevated
to the position of sr. vp, black music.

“It wasn't as easy as it sounds,” comments Hams. “There were a lot of

veteran.
While the outward appearance of managing multiple labels
might appear an impossible task, there are several executives

long hours and hard work put into eaming that position with the company.”
But Harris deserved the job and fulfilled his duties to the utmost.
From there, he was lured away by Solar Records owntisssd 04 38ge 108

CATHERINE L. HUGHES

By J.R. Reynolds

ARE COMMITTED TO THE PRESERVATION OF BLACK MUSIC HERITAGE.

There have been too many times when we've seen our great black

performers abused or forgotten. Our station is doing everything it can to ensure
that our sense of musical identity remains a big part of music history.”

These powerful words come from one of the most important black women
in the radio business—Cathy Hughes. As station owner of the Washington,
D.C. combo WOL-AM/WMMJ-FM, Hughes is undeniably in a position to carry
out her promise. “Our format was onginated out of the very same theme that
this conference is based on this year. preserving the black musical heritage.”

Hughes has always been in the music business. “I remember being on the
road with my mother, who has been reccgnized by the National Endowment
for the Arts as one of the female founders of jazz. Her group, the Intemational
Sweethearts of Rhythm, was a key element in the original development and
proliferation of jazz.”

Hughes, a twenty-year veteran of radio, started her career at Howard University
as a lecturer in the School of Communications. From there, she was appointed
sales manager of Washington's WHUR. Based on her abilities, Hughes was
quickly promoted to general manager.

Priding herself as an achiever, Hughes & credited with the creation of the
“Quiet Storm™ format that so many stations use today. “It was a great honor
to be a part of history by devising another method for keeping black music
in our forethoughts. But | think one of my greatest achievements came when
| was able to increase WHUR's sales revenue from $250,000 to $3 million
per year.

Hughes says her ability to generate such a whopping increase
in sales dollars was due to the tight continsod on page 103
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she hosted the pioneering black program “Ebony.” Her background,
though, is in radio, where she spent several years working for the
BBC-run Radio London. She has also worked for the much acclaimed
BBC World Service. She is cumrently the presenter on KISS FM's “The
Word.”

Producer Patrick Augustus recorded Maxi Priest's first outing 10
years ago, as well as worked with Caron Wheeler before she became
famous as a member of Soul Il Soul. Augustus is keen on introducing
more musical culture from his native Jamaica by way of introducing
the steel pans as a credible pop instrument. Demos of his latest project
can be heard on a group called Bright Soul. Augustus has an ear
for great female singers. His latest discovery, Maxine Harvey, was
recruited by club band KLF to sing on their recent No. 1 single “3:00
AM. Etemal.”

A veteran of the UK. music industry, Mykaell Riley is the founder
and leader of the Reggae Philharmonic Orchestra. He was formerly
an original member of the reggae band Steel Pulse before forming
his own rock group, Headline. Riley has worked as a producer for
the UK. version of “Soul Train” called “Club Mix," as well as been
a presenter on other music shows. He wrote the soundtrack for the
BBC documentary “The Definitive History of the Caribbean,” and also
produced the documentary for Channel 4 entitied “Demonstrating the
Use of Classical Instruments of Black Peaple,” for which he also wrote
the soundtrack. He did the string arangements for seven of the tracks
on Soul Il Soul's debut album, including “Keep On Movin' “ and “Back
to Life,” and also Maxi Priests No. 1 U.S. single “Close to You”
Riley is cumently producing an album of classical interpretations of
Bob Marley's songs in conjunction with Island Records boss Chris
Blackwell, Marley's widow, Rita Marley and Ziggy Marley.

William Higham, vp, publicity, Epic, London, has done publicity for,
among others, Alexander O'Neal and Michael Jackson's tour of the
UK. two years ago. Higham also launched L.A. rapper Ice-T's Rhyme
Syndicate label in the UK, and has just been head-hunted by Virgin
Records and will be a part of their marketing force.

THURSDAY, APRIL 4, 3 p.m.
“Marketing Our Forgotten Heritage—-Jazz, Blues, Reggae

Attomey Don Mizell (Harvard Law School, 1975) is former vp/
gm and pd of KJLH. Cumently American Labels mgr for Night, Real
World, Earthworks and Ace/Modem Records—London-based Virgin
subsidiaries—Mizell gained industry popularity and acclaim as vp/gm,
black music and jazz fusion, Elektra (his first industry job). As he
encourages discussion about altemative radio formats for the "90s,
Mizell and his panel will discuss the current status of black radio,
the consequences of the emergence of new formats and the obstacles
facing all stations as they try to maintain black heritage in their formats.
Panelists:

The music that is played on New York's 98.7 FM is researched,
tested and picked by newcomer/md Toya Beasley. Representing the
mainstream perspective of the Altemative format issue, Beasley will
offer quite a bit of debate as she plays devil's advocate, arguing for
the fresh sound listening audiences tend to avidly request.

WBLS' Frankie Crocker is a legendary figure in black radio in
the United States and abroad. A strong
advocate of maintaining black heritage through
music, Crocker will show how legendary songs
can remain a part of mainstream radio and
how stations can still hold their listening
audiences without feeling pressured to play
only contemporary hits.

KGFJ's Louise Foster brings to the table
a knowledge of reggae. Formerly of Los
Angeles station KJLH, where she remained
for eight years, she was a producer of LA.'s
first large reggae show, following in the
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footsteps of Reggae Sunsplash. Coordinator, producer and promoter
of other reggae events, local and national, Foster's altemative
programming knowledge will enhance this discussion.

Offering information from a syndication
perspective is Don Tracy, announcer to some
230 million listeners on Armed Forces Radio.
Having just this year joined S| Communications
to head up their radio division, he has also
had successes with syndicated radio programs,
including “The Motown Story,” “The Motown
Number Ones” and “The Minority Business
Report.” Boasting entrepreneurial efforts and
experience in everything from radio and

w «\ felevision broadcasting to joumnalistic endea-
N\ A vors, Tracy will help to spread a little light
on the obstacles that stations face in maintaining black music’s heritage.

Rounding out the panel is K38’s (Monroe, LA) own John Wilson.
Spending most of his time catering to the traditional needs of his
listening audience, Wilson will offer his expertise on Blues, Jaz and
Gospel, and how these formats are able to compete with more
contemporary art forms.

THURSDAY, APRIL 4, 4:30 p.m.
“Marketing the Heritage in Your Own Backyard"”

Moderator Luther Campbell is president
of the Miami-based Luke Records. The label's
roster includes Poison Clan, Jiggie Gee, and
the controversial 2 Live Crew, of which
Campbell is the leader. Campbell started his
label with revenues eamed from concerts he
promoted in the Miami area.

His third album with 2 Live Crew not anly
topped record sales but also caused a national
stir when the Florida legislature banned the
album, labeling it obscene. Campbell brings
to the panel his hands-on experience and street
sense for creating a market for rap artists
in his Miami base.

Panelists:

Ellis Jay Pailet a New Orleans-based
attomey, is no stranger to the music industry.
Through the years, he has represented artists,
including down-home Louisiana talent like the
Meters, Doug Kershaw, Rockin’ Doopsie, Fats
Domino, and several HBO/Cinemax specials
which have all drawn attention to the New
Orleans music scene. He brings to this panel
a wealth of marketing and packaging
knowledge for generating business in his hometown.

Carl H. Davis is a music industry veteran.
As president of Intemational Entertainment
Corporation and Chi-Sound Records, he has
helped pave the way for Chicago-based artists.
He was instrumental in refining the careers
of artists like Major Lance, Walter Jackson,
Jackie Wilson, The Chi-lites and Gene
Chandler. Davis saw so many record labels
relocating to New York and Los Angeles that
he felt the need to help maintain the rich
heritage of the Chicago industry, thus
prompting him to form Chi-Sound Records.
in addition to being our conference co-chairperson, he brings to this
panel the history of marketing the heritage in your own backyard.

Jonathan “J.M.” Moseley is the gm of Bust It Management/Prods.
With a label roster that includes Oaktown's 3.5.7; Special Generation;

||




One Cause, One Effect; B Angie B; and the
multi-platinum selling co-founder M.C.

Hammer, Moseley is the consummate

marketing expert. From his days as marketing

director for Troop Club, a designer sportswear

line, he brings to this panel his deft knowledge

of creating tailormade campaigns geared to

skyracket breaking talent. His expertise has

helped establish his Oakland, CA, base as

the new record mecca of the “90s. !

Vernon Slaughter, vp/gm of LlaFace
Records, oversees
all operations for the label. With 20 years
of industry experience, Slaughter began his
career as a college rep for CBS Records. His
hard work was rewarded and he worked his
way up through the ranks to the position of
vp, promo, black music. After a 16-year stint
at CBS, he did independent production and
consultant work while obtaining a law degree.
As a member of this panel, Slaughter will

a share his experiences as his label enters the
’ Atlanta music scene.
THURSDAY, APRIL 4, 4:30 p.m.
“Marketing the Heritage on the Silver Screen”

Moderator Alan L. Gansberg is an award- |
winning writer and producer of television |
programs and mation pictures, as well as the
author of several baoks.

He is cumently completing a screenplay for
Whoopi Goldberg and Paramount Pictures, and
previously wrote and produced “My Past Is
My Own,” a CBS film staming Goldberg which
focused on the non-violent protest movement
during the early '60s. For the latter, Gansberg
was nominated for an Emmy for praducing,
and won the Humanities Prize for his script,
along with other awards and recognitions. He was previously nominated
for two Emmys for his writing, also of CBS films, and, in addition,
has written for many top-rated television series such as “Who's the
Boss” and “Facts of Life.”

Although he was 11 years old before his family owned a television
set (due to a childhood in Europe), he has become a recognized historian
of the medium and recently completed writing the commemorative book
for the opening of the Museum of Broadcasting's new headquarters
in New York, an edition which focuses on the history of radio, television
and cable from 1920 to the present. Gansberg has taught this topic
at UCLA Extension as well. Gansberg brings his experience and vast
knowledge of the silver screen to this panel.

Panelists:

Michael Mitchell, vp, publicity, Motown,
has been the marketing and publicity link
between the record company and the film
industry for the Hudlin brothers’ film, “House
Party,” and the Spike Lee film “Do The Right
Thing.” The marketing of Public Enemy’s “Fight
the Power” added to the success of the film.
Next up will be the Stevie Wonder soundtrack
for Spike Lee’s upcoming production “Jungle
Fever.” Mitchell was tour publicist for Michael
Jackson's world-record shattering tour and
brings to this panel his expertise and knowledge in helping select
the right media thrust for making the union of records and film work

Cynthia Sissle, daughter of legendary vaudeville headliner, Noble
Sissle, brings to this panel the legacy of her father's 57-year collaboration
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were the first performers to be captured on
flm when famed inventor Lee DeForest
been involved extensively in the music and
marketing of the box office success “New

- with Eubie Blake. Sissle has solid industry

experience as the former A&R director for

ABC Records and GR Productions. She has

been directly invalved in the non-theatrical

distribution of films from the aspects of sales,

home video productions and copyrights. It is

: believed that Nobel Sissle and Eubie Blake

produced a short on them in 1923. This was
four years prior to the showing of “The Jaz
Singer.” This makes the question possible:

What if this film had been marketed properly, would it have been

called “the first talkie” and been recorded in all the history books

as having changed the medium?

As head of the black music division of

Azoft Entertainment, Cassandra Mills has

Jack City.” This film continues the legacy of

black filmmakers. The film's director, Maria

Van Peebles has not had to deal with the

marketing lock-out his father, Melvin, faced 4

when he released “Sweetback” in 1971. Mills

brings to the panel the working knowledge

of the important role music plays in the

marketing of film.

FRIDAY, APRIL 5, 10 a.m.
“Ain‘t Nothing Like The Real Thing”

; - Moderator Benny Medina is proof person-
ified that art sometimes mimors reality. The
vp/nat’l dir, A&R, Wamer Bros., has not only
been instrumental in developing an eclectic
" roster, which includes Prince, Al B. Sure!, Ray
Charles, Karyn White, James Ingram, Tevin
Campbell and El DeBarge among others, but
he is also the producer of “Fresh Prince of
Bel Air'—the TV series about the adventures
of a ghetto hipster who comes to live in Bel
Air. The storyline is actually based on Medina's
own rags-to-riches story.

Originally hired as a staff writer/producer at Motown, Medina soon
joined the A&R staff and was quickly promoted to dir, A&R. After
an eight-year stint in that capacity, Medina was offered the same
position at Wamer Bros. Since joining that label in 1985, Medina
has been heralded as one of today's top A&R chiefs.

Adding to his credits at Wamer Bros.,, Medina has recently formed
his own company, Camelot, to produce feature films and television
projects. He brings to this panel his experience
in developing veteran artists and successfully
marketing them in the contemporary R&B
scene.

Panelists:

Miller London, vp, marketing, black music,
RCA Records, has over two decades of music
industry experience. After a 21-year tenure
at Motown Records as vp, marketing/sales
& distribution, London found a new home at
RCA. While at Motown, he had the unique
distinction of strategizing marketing campaigns
for not only new artists, but also a veteran roster that included Smokey
Robinson, Stevie Wonder, Diana Ross and the Temptations. With the
recent signing of Martha Wash (formerly of Two Tons of Fun & the
Weather Girls), London will take on the task of marketing a newly-

continued on page 19
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signed, established act. He brings to this panel his creativity in product
marketing and knowledge of the most effective means of presenting
artists.

Joyce McCrae, trustee and board member of the Rhythm and Blues
Foundation, is supremely interested in the plight of those ‘real thing
artists. She has been in the entertainment industry for over 20 years,
having begun her career at Chicago's famed Mr. Kelley's night club.
In 1968, she relocated to Los Angeles where she became the celebrity
coordinator for Hugh Hefner. After several stints in the film and public
relations industries, McCrae became the manager of Sam Moore. McCrae
was commissioned by the White House to produce the rhythm and
blues concert for the Bush Inaugural Celebration at the Convention
Center in 1989. She was instrumental in raising thousands of dollars
for the Mary Wells Medical Fund. McCrae brings to this panel the
knowledge of the struggle that befalls so many of our industry legends
as they fade from the limelight.

- Sam Moore is indeed the real thing. As

bl the lead half of one of the "60s most successful
oW soul duos, Sam & Oave, he recorded a
succession of classics which include “Soothe
Me.” “Hold On I'm Comin’,” “When Something
Is Wrong With My Baby,” and the million
plus-selling “Soul Man.” He has been featured
in the film "One Trick Pony” as himself and
' still tours year round. The song “Soul Man”
was the inspiration behind the formation of

X / ! The Blues Brothers, played by Dan Aykroyd
N and John Belushi. Moore, a recent recipient
of the Rhythm & Blues Foundation's Pioneer Award, brings to this
panel the authenticity of working in and experiencing the changes in
the music industry, then and now.

Barbara Shelley, vp, publicity, Rhino
Records, brings to the panel over 15 years
of music industry experience, most recently
dealing with the recordings of artists who are
off the charts. There is definitely a different
marketing strategy for artists who may no
longer make the charts, but still make the
cash registers ring. Many consumers reach
out and reach back for the 'real thing.” From
time to time, one of these artists has the

bonus of hitting the public consciousness and ‘ .
the charts, such as John Lee Hooker did last

year. Shelley was intimately involved in the media surrounding Hooker's
resurgence. She has owned a public relations firm which boasted an
artist roster that included Aretha Franklin and Narada Michael Walden.
She was formerly national director, publicity, Arista Records. Shelley's

voice will lend her knowledge of marketing and attracting publicity
for repackaged product covering the period from the 1950s to present.

4(.,

FRIDAY, APRIL 5, 11:45 a.m.
“Rap: The New Musical Heritage”

Moderator Wes Johnson is a valuable commodity at Rush Associated
Labels (home to Def Jam, DBR, Fever, No Face, Protovision, RAL
Oewdoo Man and JMJ) where he is sr. vp, marketing/promo, his
third promotion. Lucky enough to have James Brown as his first employer
(when the legend was owner of WEBB/Baltimore), Johnson has expanded
his industry experience to include distribution. Playing a key role in
the promotions for the debuts of both M.C. Hammer and Tone Loc,
Johnson will share how rap artists and their music can be successful
when altemative marketing strategies are employed.

Panelists:

Nastymix's Karrin Anderson has spent her past three years leaming
the complexities of marketing urban music, as she is asst dir, radio
promo, for the label that brought us Sir Mix-A-Lot (“My Posse’s on

v
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Broadway” and “Beepers”) and just recently Criminal Nation. A graduate
of the University of Washington, Anderson will shed some light on
what it sometimes takes to get conservative stations to accept altemative
music.

Brute Bailey is natl dir, promo, rap and altemative music, MCA.
Previously nat'l dir, promo, Priority Records
(home to West Coast gangsta rapper Ice Cube),
Bailey has also served as regional promo dir
for Island Records. Boasting 12 years of radio
experience, Bailey is a knowledgeable authority
on the emergence of rap as a force to be
reckoned with. He, along with other panelists,
will prove that the dollars made by rappers
and their music are enough to give this genre
a place in the history of black music.

Maria Hilton is the new backbone to Priority
Records, having
been promoted to nat'l dir, promo, following
Brute Bailey's change to MCA. Herself having
worked at MCA in the past (as a promotions
coordinator), Hilton will enhance this panel
as she, too, reveals some of the differences
between the philosophies of majors and
independents.

Los Angeles’ premiere rap station, KDAY,

« is aptly represented by the station’s pd, Jack
» /? Patterson. Having been in the radio industry
’ for some 13 years, Patterson will offer first
hand experience about the demand for rap music, as well as explain
how some artists can find themselves “out of the mix" even on Rap-
formatted stations.

Sr. dir, urban music, SBK, Virgil Simms
also brings to this panel his knowledge of
promotions, having been vp, promo, Sleeping
Bag Records, from 1987 to 1990. Having
discovered the only rap group to reach the
No. 1 spot on hlack charts in three consecutive
years, EPMO, Simms will further enhance this
discussion by expounding on the state of rap
music today.

Rastafarian King Sporty is a black music
legend. Creatively involved in the music
industry for some 32 years, King Sporty has
amassed intemational acclaim as writer of Bob Marley's “Buffalo Soldiers”
hit, as well as work he has done with other legends—Jimmy Cliff,
Betty Wright, Bobby Caldwell and Oennis Brown. Owner of two labels,
Konduko and Tashamba Records, King Sporty will share his views on
how rappers influence legendary hits.

SATURDAY, APRIL 6, 10 a.m.
“Black Radio Programming for 1991~

Moderator Tony Gray, a radio industry veteran and former programmer
for WRKS in New York, now runs his own
program consultancy company—Gray Com-
munications. Having already brought about 15
stations into his fold, including WJLB/Detroit
and KMJQ/Houston, Gray will show the
advantage Urban programmers can have if
they are committed to their audiences. He
and his panelists will also discuss some very
valuable aspects of marketing, promotion and
production—enlightening programmers on
ways of maximizing their resources.

IO

R Panelists:
KMJQ/Houston's Ron Atkins is but another panelist who formerly
continued on page 22
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LACK RADIO DEFINITELY HAS ITS
SHARE of popular air personalities, pds
and mds. The real heavy hitting jocks
and programmers get a real boost from
the gms and station owners who use their knowledge
and expenence in the business to truly make a
successful station. Paul C. Maor, gm and owner
of WTMP-AM/Tampa, FL, is an example of the
business mind propelling the station upwards.

Major has a substantial amount of experience
in operating radio stations. He explained his earlier
days in the business. "I started &s an air personality
at WMPP-AM and WLNR-FM—both in Chicago. |
programmed those stations as well. | also did some
work in the Detroit area at WJLB-FM and WCAR-
AM and FM. | worked in that particular part of
the Midwest region from the md ‘60s to the mid
70s.”

Dunng his stint in Detroit, Major did various
national radio commercials for such advertisers as
Columbia Motion Pictures, Quaker Oats, Rainier Ale
(West Coast), and the Dow Chemical company. In
addition, he also namated various industrial training
films for major manufacturers in the Midwest. And
in 1971 and 72, Major went cn to become one
of the first black air personalities to host a national
countdown show heard on 50 Black programmed
radio stations across the country. Following that,
he consulted for and later became vp and gm of
WVNS-FM/Tuskegee, AL which is now WBIL-FM.

“From 1977 to 1982, | was a television account
executive for the Taft Broadcasting Company, based
at their ABC affiliate station in Columbus, OH.” While
on the subject of television, ne discussed TV
executives and their perception of the black consumer. Major
replied, “It's really a lot more demographic than it is cultural.
However, | do think TV executives should have a clear per-
ception of the black consumer.”

Also during that time, while working in both radio and
television, Major found the time to complete undergraduate
studies at Indiana University at Indianapolis—as well as
graduate studies at Ohio State University in Columbus. By
this time Major was ready to embark on bigger and better
things.

In ‘82 Major purchased WTMP-AM/Tampa, FL Since then
he has managed to bring the station up to a 12+ rating
in the latest book, making them a No. 10 station in the
market. Major offered, “Our demos usually range from 25
to 54, sometimes even going b2yond that. We think our
ratings substantiate our listenership, which in the Tampa metro
is less than 10 percent black.”

He was also elected to the boara of directors of the National
Association of Black Owned Broadcasters (NABOB),
representing all black-owned media—which is approximately
220 radio stations and six television stations throughout the
country. Major revealed, “I am proud to be among the very

|
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Conference '91 Keynote Speaker

PAUL C. MAJOR

By Ray A. Myrie

diversified board at NABOB. | am also very proud of all our
black owned broadcasters in this country. We do all that
we can to help them.”

Major serves on the executive board of the Private Industry
Council of Tampa, the Bi-Racial Advisory Board to the
Hillshorough County School Board, and the Tampa Male Club.
In addition he formerly held a gubematorial appointment by
former Govemor Bob Graham, as board member of the Alafia
River Basin Board of the Southwest Water Management District
in the State of Florida, goveming water quality needs of a
three-county area.

On WTMP's commitment to preserving black heritage, Major
says, “Our station format is a direct reflection of the full
black music spectrum. In order to do that we feature the
music of 10, 15, sometimes even 20 years ago. From blues
to jazz to gospel, you name it; we like to call it heritage
music, which we feature in the momings and on weekends.”
When asked whether or not he felt radio should feel responsible
for preserving black heritage, Major replied, “Well, of course
| think they should. For the stations that don't, they should,
simply to become more competitive in the marketplace. If
so, they could target a much wider spectrum.” 3%
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ONFERENGE '91 EVENTS

EW ORLEANS IS A LEGENDARY CITY. The music winds its way up and down the mighty Mississippi

and lingers in the French Quarter. As we come together to take a serious look at marketing our
musical heritage, we also take time out to enjoy the wonders of conversation, food entertainment and
friendship in an amay of festivities guaranteed to delight all who have come to Conference ‘91.

Z . April 5, 3 p.m.
0‘3-’,‘:‘ I‘m{l g!;mbeai Crl:ise

,."'-V‘-" TH .
oud  FoRyglns

Friday, April 5, 11 p.m.

Luke’s New Orleans
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Dear Friends,

I, and the entire staff at WYLD, want tc
welcome the BRE Conference to the City of New

Orleans.

The fifteen year history of BRE is certainly
one of which to be proud. It is truly an
accomplishment for a black-owned comparny to
be such an integral part of the music industry.
BRE affords the opportunity for black radio and
the record companies to share information and to

work toward better radio for all.

Truly you have chosen one of the greatest
cities in America for the BRE Conference.
WYLD is honored to be the host station for the
conference and invites all participants to come by
and visit us at the radio station during their stay

here in New Orleans.

Sincerely,

g O3

Penelope’ R. Brazile

Vice President/ General Manager

O Box 19066
New Orleans. La 70179
(504) 822 1945

Telefax (504) 826 7723
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Congratulations BRE CONFERENCE '91
15th year Anniversary

Friday, April 5, 1991
11:00 PM
BRE RHYTHMS CLUB
Sheraton Hotel
500 Canal Street
New Orleans, LA
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WYLD: BRE'S

By J.R. Reynolds

ALENT SHOWS ARE A PART OF MANY RADIO STATIONS

promation activities during the year, but host station for this

year's conference, WYLD, has perhaps the premiere of all

talent show promos. WYLD boasts numerous talent show
winners over the years who have gone on to make their marks
professionally. Some of them include recording artists Eric Gable, Anthony
Bailey, and Aleisha Randolph. The recording group Seduction also had
its start in the WYLD Talent Show.

Temy Davis is the spe-
cial events manager for
WYLD and gm of Basin
St. Artist Management. In
this key promotion posi-
tion, it is his responsibility
to organize and promote
the talent show each year.
“The show is produced and
directed by myself and
Todd Lewis, pd, WIZF, our
sister station in Cincin-
nati.”

This year's show !
represents the annual
event's 10th anniversary.
“The show was onginally
conceived by Interurban
(the station’s parent com-
pany) chairman/station
owner Tom Lewis and James J. Hutchinson Jr., exec vp. From there
it was brought to life by former WYLD pd and curent MCA Records
executive Brute Bailey. After getting the whole show up and rolling,
Bailey handed the job off, when he left the station, to incoming pd
Dell Spencer. Following
Spencer was Cassandra
Ware, who remained in
charge until 1989 when
| took over.”

Davis reports that not
only is the show a success
from an entertainment and
promation level, it also
provides a base for pre-
serving black musical
heritage in New Orleans,
not to mention the com-
munity service aspects to
which it contributes. “We
hire dozens of local musi-
cians for the band, as well
as local business vendors,
who sell T-shirts, food, etc.
The venue we utilize for the show benefits from the business and
adds still more citizens to the payroll. In addition, we generate local
tax dollars, plus donate proceeds to local charitable organizations. There
are substantial dollars awarded to our talent show winners, and it
gives all contestants a look at the music world from the inside.”

Eric Gale

||
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While not showing every aspect of the professional music world,
the talent show does afford the chance for amateurs to begin their
music careers by grooming themselves with an event that is among
the most successful in the region. “We offer the beginnings of ‘training’
for these young, people and hopefully help build their confidence for
that long road toward obtaining a recording deal,” Davis continues.

From a logistical standpoint, Davis says the whole project is cumently
a year-long endeavor. “The earlier show required six to seven months
worth of planning.
But because of the
increasing  success
of the show in
recent years, we've
had to begin plan-
ning an entire year
ahead.

“The way the
show is set up, we
have three different
cuts where we whit-
tle down the num-
ber of acts from
nearly 1,000 to
about 30, then
down again to
about 18 who actu-
ally take the main
stage. These num-
bers fluctuate and we try to accommodate as many as we can.” Davis
reports that the talent show features all types of music, from rap
to jazz to blues and gospel. “This is an extremely effective way for
us to preserve black music here in New Orleans. It gives the peaple
who attend the shows a chance to be exposed to all forms of black
music and allows the contestants to display those important art forms.”

W

Seduction

~ —TERRY DAVIS, WYLD

The payoff for the station is a giant promation that gets the attention
of the entire city. It also gains the participation of advertisers, large
and small alike, who want to be a part of such a positive event
in New Orleans. Davis reports that the talent show's budget is in
the ball park of about $30,000.

“The WYLD Talent Show gives our advertisers a direct community
angle and many of them take advantage of it. There are so many
ways to tie in to this promotion that you're only limited by your imagination.
It generates attention, interest, desire, and action on the part of our
listeners. These are the very same things that our advertisers are looking
for when they want to make a buy with our station. As a result,
everyone ends up happy.” 33€
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Three of Motown's
Future Stars Thank
BRE for the
Opportunity to
Shine.

Colin England
"1 Got What You Need"

Shanice Wilson

"1 like Your Smile"
"Special Prayer"”

Another Bad Creation
"Playground"”
"lesha"

&

till The Sound Of Young America!
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Cant Beat The Real Thing.




COLUMBIA/EPIC
HOSI
SOUL FOOD FEAST

PERFORMING:

CHERYL “PEPSII” RILEY
LARRY LARR
SWEET OBSESSION

SATURDAY, APRIL 6TH
12 NOON UNTIL...
The Food Runs Out:

Fried Chicken, BBQ Ribs,
Macaroni & Cheese, Hush Puppies,
Potato Salad, Cornbread

And We Run Out Of Prizes

DAT MACHINE, TVs, CAMCORDERS,
DISCMANS, WALKMANS,
AND A TRIP FOR TWO

© 1991 SONY MUSIC
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Congratulations =<2&= on 15 Years
of Excellent Industry Service

Our Clients are in a Class by Themselves

Cassandra Pierson

A&M Records
Harry Anger
Jamie Archer
Rebecca Arthur
Atlantic Records
Lee Bailey
Carolyn Baker
Danny Bakewell
Bananahead, Inc.
BET
Anne Bloom
BRE
Bust It Productions
Avery Brooks
Charnele Brown
Jheryl Busby
Capitol Records
Larry Carroll
David Cassidy
Cole Classic Mgmt.
Bernadette Cooper

David Lombard Mgmt.

Clifton Davis
Morris Day
Dee Cohen

En Vogue
Kim & Chip Fields
Scott Folks
Dawn Foxx

Steve Garvey
David Giannotti

Marla Gibbs
A. Zane Giles
Johnny Gill
Dyane Golden
Jasmine Guy
Geremy Hammond
Barry Hankerson
Florence Henderson
Jim Hill
James Ingram
Jermaine Jackson
Pat Jones
KACE
KDAY
Jayne Kennedy
KJLH
KKBT
Gladys Knight
Korea Times, Inc.
Queen Latifah
Dawn Lewis
M.C. Hammer
Masai Films
MCA Records
Harold Moore
Debbie Morgan
Chuck Morrison
Motown Records
Ron Nadell
Rosie O’Donnell
Parkhill Travel

PolyGram Records
Simon Potts
Joan Pringle
Dack Rambo
Renge Films
Elaine Rich
Esther Rolle
Joan Scott
Sinbad
Ernie Singleton
Bubba Smith
Hank Spann
Patrick Stewart
Al B. Sure!
Tabu Records
Tommy Boy Records
Frank Turner
Vesta
Virgin Records
Marsha Warfield
Warner Bros. Records
A.D. Washington
Keenen Ivory Wayans
Rob Weller
Barry White
Nancy Wilson
Shanice Wilson
The Winans
Angela Winbush
Stevie Wonder

Jackson Limousine Service

5917 West Blvd. ® Los Angeles, CA 90043
(213) 734-9955 @ (800) 522-9955

Proudly Serving The Entertainment Industry For Twelve Years



CONFERENCE '91

ERE ARE SOME FAMILIAR FACES and some who, until now, have been only voices on the phone. Below
are the BRE staff members who are in New Orleans at Conference ‘91 and are available to answer questions

and talk with you about the magazine. You can reach them through registration.

Dotun Adebayo
British Invasion columnist

Multilingual, multi-degreed Adebayo
joined BRE as international editor just over
a year ago. From his base in London, he
covers the black English music scene. When
BRE begins our weekly television talk show
next season, Adebayo will lend his extensive
television experience to the interview
segments.

Haleemon Anderson

writer/proofreader

Recently adding writing assignments to

her proofreading duties, newcomer Anderson

generates feature stories, Intros, Profiles and

news stories. Prior to working with BRE, the

New Orleans native worked in the corporate

sector. In this conference issue, Anderson

took a look at the “Gold on the Silver
Screen.”

Ingrid Bailey
dir, circulation/conference coordinator

As dir, circulation, Bailey, also a native
of New Orleans, tracks and services
subscriptions, as well as generates new
subscribers on local, national and interna-
tional levels. Working again as this year's
conference coordinator, she uses her keen
communication and organization skills as
means for facilitating administrative aspects
of the conference—including accommoda-

tions and registration.

Ray Boyd

Basic Training columnist

Boyd recently came to BRE's pages to

offer his knowledge of just how to make

a radio station successful. In his opinion,

radio needs to 'get back to the basics,’ thus
the title of his informative weekly column.

=0~
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Therese J. Davis
conference media coor

A recent graduate from the University of
Southern California School of Journalism,
Oavis is a former contributor to BAE editorial.
Now a freelance media consultant, she most
recently served as unit publicist for the
upcoming feature film "Boyz in the Hood.”

Melinda Chatman Edwards

conference asst. to editor-in-chief

As assistant to Ruth A. Robinson, Edwards

is involved with talent coordination and script

preparation for BRE Awards Night, as well

as organizing and scheduling video taping

and panels. Originally from Lake Charles,

LA, she also works as talent director for

award shows, including the Grammys, Soul
Train, and NAACP Image Awards.

LarriAnn Flores
a writer, columnist/concert & music reviewer

Born in Los Angeles, Flores is an authority
on both the most obscure and most
® prominent genres of black music, as is
demonstrated in her weekly column "Rap,
| Roots & Reggae.” This mother of twins (Little
Ruth and Nicole Robinson) is also the music
critic and record reviewer for the magazine
and writes Intros, Star Talks, Profiles and
; cover stories. In this issue, Flores wrote
about the father of reggae toastlng U Roy, and, in a spread on
today's rappers, examined the rising awareness of African heritage
in rap music. She also interviewed One Cause, One Effect and
Ho Frat Hooo! for the Bust It section.

Angela Johnson

copy editor

Working as copy editor, Johnson also

handles the awesome responsibility of

tracking copy from input to paste up. She §

is also the liaison for columnists and other

editorial contributors. Johnson took a look

at how the musical heritage is passed from

parents to children in a story entitled
"Passing the Torch.”

continued on page 41
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Wednesday, April 3,10 a.m.
Celebrity Golf Tournament

o)

Wednesday, April 3, 7:00 p.m.
WYLD Welcome Reception

WYLD 922~




OUT NOW..

Rhythm Tribe

&

lazet Michaels

Radio's best friend.

COMING SOON. ..
88
Cardell
Def Dames

m ENTERTRINMERT

i The humamn record compamny
2 phlj“lS Human with the animal name.
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NOW,

THE R&B LABEL FOR THE '90s...
ARISTA RECORDS TAKES GREAT PRIDE

’ IN INTRODUCING

AN UNPRECEDENTED PARTNERSHIP BETWEEN

ARISTA RECORDS AND THE COUNTRY'S HOTTEST

TEAM OF PRODUCERS, L.A. REID & BABYFACE.




THE FIRST HIT IS EXCLUSIVELY YOURS!

THE FIRST SINGLE FROM DAMIAN DAME
AND LAFACE RECORDS.

FROM THEIR UPCOMING DEBUT ALBUM.

"l

>4

DON’'T MISS

[ DAMIAN
[ DAME

PERFORMING LIVE,
EXCLUSIVELY AT
THE ARISTA DINNER,
APRIL STH AT 8PM

IN THE GRAND BALLROOM.

ALBUM PRODUCED BY THE LAFACE FAMILY
EXECUTIVE PRODUCERS: ANTONIO REID AND KENNETH B. EDMONDS

& 19¢ LaFace Recorps

MANLFACTURED AND DISTRIBUTED BY ARISYIE RECORDS INC & BERTELSManN MUSIC GROUP COMPAaNY

""\*Mw - i
| ;




sk a reggae fan
who made the
most signifi-
cant contribu
tions to the art
form and only a
handful of names will be
heard. When one such name
IS repeated, 1t is said with
reverence. He's the legenda-
ry father of reggae toasting—
U Roy

How does a performer
become legendary? Maybe it
i1s the ability to outlast the
sands of time or maybe it's
just pure talent. Actually, it's
both. He's called the “Grand-
father of All DJs” and "The
Originator of Toasting”
{(which really means rap-
ping). Whichever tag you use
to describe the man, both
descriptions fit

Considering that reggae
has never had the kind of
marketing other musical
genres take for ganted, for a
reggae artist to rise to the
status of legend means one
has had to overcome all the
odds

Long before anyone in the
U.S. was rapping, U Roy was
learning how to write and
perfecting the style that
would eventually give birth to
rapping 1n America. He
literally opened the doors of
exploration into a new way
of mixing vocals and music.

He had some help along
the way—by way of encour-
agement—from the very
Jamaican earth and the stern
but loving hand of his grand-
mother. At a very early age,
he began to sing in school
productions. The realization
‘soon come’ that this was the
way out of the ghettos of

PAGE 46 / APRIL 12, 1991
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DADDY U ROY

Jamaica. He also realized he
was making people happy
through his music

Kingston. Following that, he
played with Sir George and
worked his way up to King

—ODADDY U RDY

As time passed, he started
playing for Doctor Dickies,
one of the many well known
sound systems around

Tubby, the man credited with
discovering the “dub” sound.
Dub is the sound heard
throughout almost all reggae

By LarriAnn Flores

songs recorded even today.

Even rappers use the
technique. Rappers like
Heavy D. remark that his first
“inspiration and knowledge”
of rapping came from this
source

The U Roy legend began
growing in the years from '68
to ‘71, starting with his first
two hits, “Wake The Town
And Tell The People” and
“This Station Rules The
Nation.”

The third release for U Roy
was “Wear You To The Ball”
and in 1971, all three songs
were in the top three posi-
tions on the Jamaican music
charts. Despite the lack of

continued on page 111
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With a new label and falent like this,
LEVERT

“BABY I'M READY”

“YOU CAN’T PLAY
- WITH MY YO-YO”

‘, ' “ANTI FUNKY WORLD”
?\"( \ {Coming Soon)

CHRIS BENOGR T v
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READ ANY G

By Ruth A. Robinson

LATELY?

EADING IS AS BASIC TO SOME PEOPLE AS BREATHING. Readers sift new information through the cumulative screen of all the

books they've read, evaluate it and then store it in their memory bank. When the subject matter is one that adds to the sparse

information available about black musical history, reading becomes even more important.

For the true reader, there are usually six or eight magazines waiting to be read and there’s a hook of some sort in any place

where they might find themselves stuck for more than 10 minutes. Likely, there's even a book in the trunk of the car should it break down,

or a book tucked away in the comer of luggage. |

The books most appro-
priate for these odd places
are autobiographies, since
they require no retention of
plot lines and while interest-
ing, require no commitment
to read through to the end
at one sitting.

There have always been
books written about music,
some by scholars, some by
fans, and from time to time
a performer takes pen in hand
to offer his/her version of the
life and times. There is
something intriguing about
reading a book written or
partly-written by a celebnty.

Over time, it seems such
books make us feel better
about the subject matter and
feel closer to them. If that
applies to the general con-
sumer, it could be that books
are the ultimate marketing
tool since they are available
to a succession of generations
by their inclusion in the public
libranies. If there is to be a
preservation of the hentage,
much of it has to be done
with the written word.

In no particular order, here
is @ sampling of books tucked
into comers at BRE. In each,
you will find something to
entertain you and you will
leamn something new.

Honkers and Shouters: The
Golden Years of Rhythm &
Blues by Amold Shaw. This
is a wonderful book, as are
all of Shaw's books. It's nich
in imagery, and although it
was published in 1978, it
seems right in line with the
times. The dedication gives
you the flavor: “To the
memory of Dinah Washing-
ton, T-Bone Walker and Louis
Jordan, and to all the great
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blues singers who helped give
depth and height to American
popular music.” Magic names
from the past leap off the
pages: Memphis Minnie,
Speckled Red, Champion Jack
Dupree, Pine Top Smith and
chapter titles like "Black Is
Green: Preconditions for the
Rise of R&B" make fascinat-
ing reading.

Moon Walk by Michael
Jackson. This book was long
awaited but proved dis-
appointing to those who ex-
pected Jackson to tell tales
out of school. He didn't,
though some facts are inter-
esting, such as how he
developed the “Motown 25"
routine he did on “Billie Jean”
that shot his career into high
gear, or the thought processes
involved in “We Are The
World.”

Listen Up—The Lives of
Quincy Jones, edited by
Courtney Sale Ross, essay by
Nelson George. This coffee
table book is more of a
companion piece for the film
of the same name. The book
itself is a bit hard to read
because the graphics distract.
Since Quincy's life has always
been that proverbial open
book, there’s little new infor-
mation, but what's there is
worth a quick look anyway.

There are two books by
Sammy Davis Jr. with Burt
and Jane Podell writing both
with him, The titles are Yes
| Can and Why Me. The
Podells managed to capture
Sammy's voice in both these
books, which are better
written and more revealing—
in both positive and negative
ways—than any other artist's
book. These books are a
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history lesson in two volumes.

Brother Ray. Ray Charles’ Own
Story, wnitten by Ray and David Ritz.
It was written when Ray was 48, but
it seems to take the reader back even
farther than that. In this one, Ritz
wasn't given free rein, he was held
in tight check by RC. This book should
be read if only for the inspiration of
what a man of unshakeable will can
do if he tries. As Ray has said all
of his 60 years, "I was only black,
blind and poor, not stupid.”

Peter Guralnick's Sweet Soul
Music: Rhythm and Blues and the
Southem Dream of Freedom covers
one of the most remarkable periods
in popular culture—the story of soul
from the late "50s forward. This book
is as sweet as its title and should
be read.

Count Basie once said to Lena
Home, “They have never been given
a chance to see a Negro woman as
a woman. You've got to give them
that chance.” In her wonderful book,
Lena, she and Richard Schickel
candidly cover her family, her reaction
to the Civil Rights Movement, her
marmiage and her life in the spotlight.

{ Am The Blues: The Willie Dixon
Story is a brand new book that is
crucial to the preservation of history.
Almost every major artist has pre-
formed a Dixon tune at one time or
another, but his seminal contributions
to blues, R&B and rock and roll have
largely gone unnoticed by the public.
If you want to know about the men
who made the music what it is today,
read this.

There are a batch of books about
Motown and Motown artists. There
was the much heralded Mary Wilson
book which was an interesting read,
if you kept in mind it was clearly and
only from Mary's point of view. There
is the Temptations book by Otis
Williams, with Patricia Romanowski
{who also did the Wilson book); there's
Smokey: Inside My Life written with
David Ritz. Smokey's book is powerful
in that it shows a Smokey the world
has not seen before. It presents him
with all his human failings and makes
the reader love him even more.

For pure reference there is Heat
Wave: The Motown Fact Book by
David Bianco. If you want to know
any obscure fact, this is the place.
And then there is always Motown's
Christmas present last year, it's own
coffee table book. 33
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ON THE

By Haleemon Anderson - ‘

AY BACK WHEN

MUSICALS WERE

all the rage, some-

one had the idea to
incorporate some real bandleaders and
vaudeville performers into the storyline.
Black people who made their way into
the movie houses of the day saw
images unlike those presented before.
How elegant Duke Ellington logked in
“Murder at The Vanities.” Wasn't Lena
Horne incredibly beautiful leaning
against that pillar singing “Stormy
Weather?" And wasn't four-year-old
Sammy Davis Jr. irresistible singing "Il
Be Glad When You're Gone You Rascal
You" in “Cabin in the Sky?”

The images on celluloid locked into
our brains and these people became
bigger than life. They represented a
part of the heritage black people are
proud of and we went out and brought
their records and later Count Basie's
and others.

In the '50s Chuck Berry and Little
Richard appeared in a succession of hastily made films capitalizing
on the rock and roll frenzy sweeping the nation. Their records rushed
out of the record stores to be played on the newly invented, almest
portable 45rpm record players.

the film “Cabin In The Sky.”

The legendary Lena Horne was paired with actor Eddie (Rochester) Anderson in

That is until the ‘60s. By then soul
music had made significant inroads into
the American consciousness via the
original ‘soul’ labels like Motown and
WattStax. At the movies it was beach
party time, but black stars didn't get
any sand and surf action. Tapes do
exist of all the developing R&B acts
of the day. James Brown, Jackie
Wilson, all of Motowns™ acts—they all
were filmed—there just wasn't any
medium for them. Every once in a while
there was a surprise like the James
Brown vignette in “Ski Party,” which
starred Frankie Avalon. All that did was
make the audiences long for more.

By the ‘70s, they got their wish.
The sacial unrest and new militancy
in the black community was a hot bed
for artistic expression. Black folks
wanted their concems and lifestyles
legitimized on a large scale and as
activists lobbied for sacial change, black
artists teamed with black entrepreneurs
and went about the task of taking more
black movies to Hollywood. One of the first films to capture the sacial
climate was “Wattstax ‘72" which started out as a taping of the
Stax artists’ concert in the L. A. Coliseum. It ended up making a
statement and selling a lot of records for Stax artists like Isaac Hayes,
Johnny Taylor, Rufus Thomas and
others.

Soon what started as a ripple tumed
into a wave that rocked the celluloid
boat. The impact on the movie industry
was two-fold. Black directars like
Melvin Van Peebles and Gordon Parks
found the gold at the end of the
celluloid rainbow. That success was
predicated on the curiosity of a cross-
cultural audience, but that was alright.
We'd certainly suffered the white
screen idol long enough. And the color
of money tumed out to be green.

The big money card was the
relationship that these directors
prophetically forged between film and
black music. Gone were the simpering
strains in the background. Black music

The Five Heartbeats (I-r} Leon (J.T), Robert Townsend (Duck), Tico Wells (Choiboy), Harry J. Lennix (Dresser) and Michael roared to the foreground, enveloping

Wright (Eddie} in a scene from the film “The Five Heartbeats.”

Since then, music made by black people and used in movies has
done a lot, not only for the films but for the royalty checks of the
artists. Usually it was just a song or two, used as a backdrep to
set the mood for a scene. The camera lens might swmg to the bandstand
as a means of punctuating a particularly heady scene or simply to
give the viewing audience an up close look.
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the moviegoer. The films became a
vehicle for the black composer and performer as well as for black
actors and actresses.

Black soundtracks spawned hit records and contributed to something
of a black Renaissance in Hollywood. Black stars were bom and they
had, to set the mood, some of the swankiest sounds this side of
Soulville. The soundtrack to “Shaft” won Isaac Hayes an Oscar in
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1971 and helped photographer-tumed-
director Gordon Parks to create an
imesistible aura around actor Richard
Roundtree. “Shaft” spelled black screen
idol for a culture that until then hadn't
possessed all the letters.

Melvin Van Peebles created a black
anti-hero in "Sweet Sweetback's
Badasss Song” and scraped the money
together to finance and promote his
underground hit. He had the foresight
to employ the exotic and original sound
of destined-to-be-supergroup Earth,
Wind & Fire.

Curtis Mayfield's compelling sound-
track for the movie “Superfly” saturated
the market in 1972. The songs were
so potent and visionary they helped
position director Gordon Parks Jr.'s
movie as a cult classic. After “Superfly,”
Mayfield contributed soundtracks to the
movies “Sparkle” (which starred Phillip Michael Thomas before he
got viced), “Claudine” (Mayfield used Gladys and the Pips on the
theme song), and “Let's Do It Again” (stamming Bill Casby). All of these

Al

Lee's “Mo’ Better Blues.”

“Scotty” Appleton (ice-T, I} and his partner detective Nick Peretti (Judd Nelson, 2nd from 1) go undercover and meet “Gee Money”
{Alan Payne, 2nd from 1) and Frankie Needles (Anthony D. Sando) in “New Jack City.”

movies focused on black agendas and they all generated R&B hit
records.

The onslaught of black acted, directed and/or produced movies
that followed would be labeled as blaxploitation by the media, but
in general, black audiences didn't buy in to that negativism. They
were satisfied to have black faces and
music on the screen. And even though
there may have been larger social s
implications in the proliferation of
pimps and prostitutes and black super
cops, most audiences accepted these
movies at there lowest common
denominator—pure entertainment.

With the advent of video technology,
the film medium once again expanded
and redefined its reach. The essence of the feature film and popular
music was conceptualized and packaged into short form, and once
again black artists stepped to the forefront. Artists like Prince and
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Bleek Gilliam (Denzel Washington) enjoys a passiooate love affair with aspiring singer Clarke Betancourt (Cynda Williams) in Spike

Michael Jackson flashed across America's TV screens. They electrified
viewers, and re-created themselves as the new “film stars.” Again
black performers put black music on the market and on the map.

Today's young black film makers still
carry the torch. They work in a
Hollywood that is arguably more
amenable to the black experience. They
still see it their duty to chronicle black
life—as diversified as it may be—in
the context of R&B music.

Director Mario Van Peebles teamed
with producers George Jackson and
Doug McHenry to create “New Jack
City.” So far it's 1991’s box office
bigshot. The movie takes elements from
“Shaft” and “Superfly” and sears them
with a blow torch. The sound track
slithers like a snake, enveloping the
residents of this underworld nightmare
like a boa constrictor. Color Me Badd's
bump and grind number “| Wanna Sex
You Up” provides background sound
for a scene (featuring Tracy Camilla
Johns, Wesley Snipes and Allen Payne)
that prickles the skin.

Renegade rap artist Ice-T plays well as a streetwise cop and also
wrote the movie's compelling theme song/rap, “New Jack Hustler.”
The compilation LP also features songs by R&B heart thrabs Johnny
Gl and Christopher Williams. The movie is No. 2 in the country,

with a No. 1 per screen average. While
sales figures are not in for the
soundtrack, all indications point to a
smash hit. “It's exploding,” said Giant
Records execs. “We're selling out at
90 percent of the stores and re-orders
are coming in strong.”
Writer/producer/director Spike Lee
is considered a gifted, visionary
filmmaker. His ability to capture the
black expenience, again and again, has eamed him a place in the
history books of tomorrow. He goes from one subject matter to the
next, writing his films for and about black people.
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His pronounced love of jazz permeates all his work. Lee is bent
on preserving and exposing the genre. The lilt of the clarinet and
the tinkling, clinking of the piano key is never far from ear shot

in his movies. His choice of contem-

The soundtrack is a start-to-finish treat for the ear. Vintage cuts
by the Delfonics, the Four Tops, and the Dells are spliced into the
scenes. Townsend chose the Dells as technical advisors for the film's

music and they provide several tracks

porary music leans toward the avant-
garde, also. He used the music of Take
6, Steel Pulse, Al Jameau and Pemi
on the soundtrack for the incendiary
masterpiece “Do The Right Thing.”
Public Enemy's “Fight The Power”
became the signature piece for the film
and coined a new black power phrase.

His “Mo’ Better Blues,” though a
fictionalized account of the meander-
ings of jazz trumpeter Bleek Gilliam,
illuminates the frustrations encountered
by any artist obsessed with a musical
form that is not held in popular esteem.
Lee's films brought high visibility to a
slew of jazz musicians. He relentlessly
uses his father, jazz pianist Bill Lee,
to score all original music for his films.

The most mainstream bridge across
the vast heritage of black music in film
is found in Robert Townsends' the “Five

Sicy in My

Corner” the kind

of song that carries
you instantly back

to that time and
place when it
was fhe song.

for the album, including “A Heart Is
A House for Love.”

The Dells are a national treasure—
they are the stuff of true heritage and
they should be heard—today. The
inclusion of their immortal “Stay In
My Comer” is just sooo sublime. The
song is a heritage gemstone; a
mellifluous cacophony of pure emo-
tional appeal. It's the kind of song
that carries you instantly back to that
time and place when it was “the song.”
Incidentally, the year was 1969.

Heritage—something acquired
from a predecessor, or possessed as
a result of ones’ tradition—is not dusty
volumes of history hidden away.
Today's black filmmakers and musi-
cians are making history that is waiting
to be written. Their works will be seen
and appreciated and are destined to

Heartbeats.” The movie is a light-

hearted look at the rise of the classic five-man singing group and
the pitfalls and pratfalls they encounter on the way up. Whether
the Coasters, the Platters, the Orifters, the Vancouvers or the
Temptations, this movie pays tribute to an R&B institution.

is our black history.

become part of the vast fabric that

Music and film, subliminally linked, mimor our lives. The proper
and fastidious marketing of these two elements will continue to
highlight and therefore maintain our heritage. 3=

TRIAD ARTISTS, INC.

GERALD ALBRIGHT
HARRY BELAFONTE
GEORGE BENSON
CHUCKII BOOKER
THE BOYS
SHARON BRYANT
CALLOWAY
RAY CHARLES
THE CHIMES

JOHNNY CLEGG & SAVUKA

GEORGE CLINTON
NATALIE COLE
BOOTSY COLLINS

BERNADETTE COOPER

GEORGE DUKE

EARTH, WIND & FIRE

EN VOGUE
FOSTER/MC ELROY
AL GREEN
GUY
HOWARD HEWETT
WHITNEY HOUSTON

JOYCE IRBY
JERMAINE JACKSON
PAUL JACKSON JR.
JESSE JOHNSON
QUINCY JONES
KLYMAXX
GLADYS KNIGHT
KOOL SKooL
LADYSMITH BLACK MAMBAZ0
LEVERT
LIVING COLOUR
MANTRONIX
TEENA MARIE
GEOFF MC BRIDE
BOBBY MC FERRIN
THE MEETING
IVAN NEVILLE & THE ROOM
THE NEVILLE BROTHERS
JEFFREY OSBORNE
THE JOHNNY OTIS SHOW
PARLIAMENT/FUNKADELIC
THE PASADENAS

DAVID PEASTON
THE POINTER SISTERS
LOU RAWLS
DIANNE REEVES
SMOKEY ROBINSON
THE RUDE BOYS
BRENDA RUSSELL
SAMUELLE
SINBAD
S.0.S. BAND
TERRY STEELE
SURFACE
JAMES "J.T." TAYLOR
THIRD WORLD
THE TIME
DIONNE WARWICK
BARBARA WEATHERS
CARON WHEELER
BARRY WHITE
DENIECE WILLIAMS
THE WINANS
BERNIE WORRELL
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INTERNATIONAL CREATIVE

MANAGEMENT

IS PLEASED TO CONGRATULATE OUR
SOUL TRAIN MUSIC AWARD NOMINEES.

Best R&B/Urban Contemporary Single—Male

Best R&B/Urban Contemporary Song of the Year

JOHNNY GILL ‘MY, MY, MY”

M.C. HAMMER ‘U CANT TOUCH THIS”
Best R&B/Urban Contemporary Single —

Group, Band or Duo L

AFTER 7 ‘READY OR NOT”
BELL BIV DEVOE “POISON”

Best R&B/Urban Contemporary
Album of the Year— Female

MICHELLE “MICHELLE"

Best R&B/Urban Contemporary

Album of the Year—Male

AL B. SURE! “PRIVATE TIMES. ..
AND THE WHOLE 9!”

JOHNNY GILL “JOHNNY GILL

M.C. HAMMER “PLEASE HAMMER
DON'T HURT 'EM”

KEITH SWEAT “'LL GIVE ALL MY

LOVE TO YOU”

JOHNNY GILL “MY, MY, MY”

M.C. HAMMER “U CANT TOUCH THIS”

Best R&B/Urban Contemporary

Album of the Year—Group, Band or Duo

BELL BIV DEVOE “POISON"

TONY! TONI! TONE! “THE REVIVAL

Best Rap Album

M.C. HAMMER “PLEASE HAMMER
DON'T HURT 'EM”

Best R&B/Urban Contemporary Music Video

M.C. HAMMER *U CANT TOUCH THIS”

Best Jazz Album
BRANFORD MARSALIS
QUARTET/ “MUSIC FROM ‘MO’

T. BLANCHARD. BETTER BLUES' "

Entertainer of the Year

M.C. HAMMER

INTERNATIONAL CREATIVE MANAGEMENT, INC.
NEW YORK s LOS ANGELES s LONOON=PARIS s ROME s MADRIO s MUNICH
TALENT AND LITERARY AGENCY



Black Radio: Marketing Our Musical Heritage

BLACK MUSIC

Passing the Torch

By Angela Johnson

RITAGE

FRICAN HISTORY HAS BEEN KEPT ALIVE AND THRIVING through storytelling to the children. That tradition is parallelled
in the preservation of the heritage of black music in America. Black music heritage has been passed down from generation
to generation through the children of R&B, jazz, soul and blues music legends. These progeny in turn enter the music
business and continue on with the family tradition. First, second and third generation jazz musicians are not uncommon—

as is the case with R&B, reggae and gospel.

The true essence of what black people are has been preserved through the offspring to whom the torch, symbolizing our vitality
and genius, has been passed. The true core of a people is their culture and for African-Americans, black music in general—blues
and gospel in particular—is a major part of that—as well as fine art, expression through dance and literature.

The passing of the torch and the business of carrying it further has been taken up at first apprehensively by a few and willingly
by others. But by all of them the torch is guarded whole heartedly, insuring the flame doesn’t die out so that it may be passed
to the next generation, thereby keeping the heritage, the true meaning of what we are, alive and ever glowing.

Following is a pictorial spread of the generations of black music and the many fruits it has barne.

LALAH HATHAWAY

Lalah Hathaway
learned music from
one of the most pralific
singer/composer/
musicians of the 20th
century—Donny Hath-
away. And it is
uncanny how Lalah’s
voice is rich and her
music is full-bodied
with heart felt emotion,
as was the hallmark of
L her father's work. The
thing about Lalah's
father that was the
biggest musical influence on her was “the honesty
in his music and its integrity,” she said. “The
feeling | try to recreate is the soul of his music.”
That, she says, is the musical quality of her dad’s
that has grown within her own style. Lalah has also been influenced
by her mother Eulalah Hathaway, a respected classical singer. About
black music heritage, Lalah asserts, “It is a very big part of our
society, not only for black people but white people, too. We need
to keep the tradition going.”

PHALON

Phalon is on the
verge of taking R&B
music in another direc-
tion with his singing,
rapping and writing of
fresh melodic hooks
and funky grooves. He
was, no doubt, greatly
effected by his trail-
blazing father James
Alexander—one of the
founding members of
the funk band The Bar-
Kays. “What inspired
me the most, music-
ally, was to see my father on stage. | used
to go on tour with the band during the summer
and | thought it must be such a thrill to get

'
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up in front of all those people.” While Phalon probably received
plenty of musical guidance from his mather Deniece Alexander, who
has sung with a wide array of artists from pop to funk, he states,
“I am similar to my dad in stage presence. Often times a radio
programmer will say we look alike or have similar personalities.”
KEISHA JACKSON

has such a great business sense and she was &
able to juggle it all so easily. She didn't want

From observing
how her mother
worked the music bus-
iness with such seem-
ing ease, Keisha Jack-
son was enticed into

me to get into the business because she knew how tough it really
was. By the time | realized it was so hard, | didn't want to get
out of it.” Keisha feels “it's important for people like me, Lalah
(Hathaway) and others to carry on the name of our parents so peaple
can remember their music. People will remember my mom because
of me. That's how | keep her name and her music alive.”

taking on a singing
NATALIE COLE
The velvety ,
smoothness of
Nat King Cole’s
voice is not to be
duplicated again
in this lifetime.
He is a true
legend-in black

career. Millie Jackson,

her mather, is the soul

singing veteran with
music. A masterful pianist as well as
vacalist, Cole set the standard for the
black balladeer. His daughter, fittingly

sexy sass who gave us
the 4-1-1 on relation-
named Natalie (no doubt because of

ships, among other
things, during her
career peak in the
"70s. “I wanted to get into the business because
she made it look so easy,” Keisha said. “She
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her close resemblance to him), likewise sets standards. Earlier in her
career, she had a string of hits including the soulful ballads “Inseparable,”
“Our Love,” "l Got Love On My Mind,” and the uptempo tracks “This
Will Be,” “Sophisticated Lady” and “Mr. Melody.” Now, Natalie is

enlivened with a career renewed and reestablished through her latest
musical triumph Good to be Back. Like her father (the first black entertainer
to have his own TV show), Natalie is blessed with a talent that
encompasses music and television, as evidenced by her successful
TV show “Big Break.” Natalie is continuing to blaze a trail.

ZIGGY MARLEY AND THE MELODY MAKERS

“Reggae is an instrument
through which good things
can be camied out. It's like |
a tree—you plant the seed
and it grows and bears fruit.
The tree is the music,” says Ziggy Marley, “and the fruit is the people.”
That is the spirit and philosophy that permeates his music, which was
surely picked up from his father, “the first Third World superstar,”
Rasta prophet, Bob Nesta Marley. To Ziggy, reggae music is more
than just entertainment. It is a force for change. This is the view
that his father firmly believed in, as he used his music to ignite mental
awareness within all who enjoyed his roots rhythms. Ziggy's physical
and vocal resemblance to his father is haunting. Ziggy is his father
incamate, in word and deed, as he and his siblings (The Melody Makers)
faithfully march forward in their father's light. The younger Marleys
echo Bob's messages of equality and intellectual enlightenment, and
take up the mission that their father left unfinished.

DOMINO THEORY

Well-respected jaz
pianist Bobby Lyle
passed on his key-
boarding dexterity to
his sons Thomas and
Robin, members of the
RCA funk/R&B band
Domino Theory. The
biggest musical influ-
ence that Bobby had on
Robin was that he was
“practicing all of the
time. | even heard
him in my sleep, so it was natural that | went
into music.”

For Thomas, it was the fact that his father's
job wasn't like a regular nine-to-five. "l liked the
fact that he was home a lot, was doing something
he loved and could still support the family while
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doing it. | like the idea of working for myself and saw that in him.”
Furthermore, Thomas thinks it's important for children of black music
greats to continue on with what their parents started “just to keep
the inspiration there for other people. Even if you're not as great as
your father or mother, the fact that you are still striving may inspire
someone else to want to be as great as or even greater than you.
| just think it's good for us to keep the vibe alive.”

WYNTON AND BRANFORD MARSALIS

Wynton and
Branford Marsalis
came from an envir-
onment entrenched
in jazz tradition. Not
only is their dad the
exceptional musi-
cian, composer,
educator Ellis Mar-
salis, but they both
started out working
for the jazz elite
early in their music :
careers. At age 18, Wynton who has the distinction
of being a Grammy-winning classical musician as
well as a jaz
virtuoso, was
inducted into the
fratemity of An
Blakey and his Jazz Messengers and
later went on the road with the Herbie
Hancock Quartet. Branford, who per-
formed with his brother in the Blakey
and Hancock ensembles, gamered much
attention with his exceptional LP
offerings of Royal Garden Blues,
= Romances For Saxaphone, and his latest
Crazy Peaple Music.

Both brothers maintain an unsinkable devotion to jaz tradition.
Wynton's dedication to jazz is expressed through his definition of what
type of musician he is. “Some people think I'm a classical musician
who plays jazz. They have it backwards! I'm a jazz musician who can
play classical music.” Branford reveals, “When | realized how much
of a contribution jazz music and jazz musicians have made to the
world—that's when | decided | really wanted to be a jazz musician.”

CECIL WOMACK Il

Cecil Wo- |
mack Il is the
fourth genera- |
tion of a fam-
ily that began
singing gospel

in the coal
fields of Vir-
ginia—his

great grandfather mined by day,
singing over his pick and by night
organized gospel groups; his father,
mother and uncle are all prolific song
writers. Cecil Womack Sr. wrote the
Rolling Stone’s first hit “it's All Over” while still in his teens and
played with Jimi Hendrix, Mary Wells and the 0'Jays during the early
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part of his career. Linda Womack
has written gold singles for Aretha
Franklin, Wilson Pickett and James
Taylor. Uncle Bobby {Womack)
played guitar on sessions with Ray
Charles, Aretha Franklin, Joe Tex and
Dusty Springfield. He's also written
and recorded such soul classics as
“If You Think You're Lonely Now,”
“That's the Way | Feel About 'Cha”
and “You're Welcome, Stop On By.”

Cecil II matter-of-factly says,
“Talent just came natural to me. |
believe musical talent is hereditary.” He further explains, "I was inspired
by being around them in the studio while they were recording. | started
playing around with his (Cecil Sr.'s) material and from there was motivated
to start writing on my own.”

Continuing on with black music heritage is second nature to him—
truly a family tradition. He feels it's “important just to carry on and
keep the flow of good music going to black radio.”

GERALD AND SEAN LEVERT, LEVERT

It seems only natural that
Gerald and Sean Levert
{members of the singing group
LeVert) would name their
debut Atlantic LP Bloodline,
considering they are the
second generation of a strong
bloodline of singers beginning
with R&B vet Eddie Lever,
their father and one of the
founding members of the
legendary O'Jays. Sean says
that “just to see how my
father got the crowd into the
show inspired me and seeing him perform on stage made me want
to be on stage, t00.”

While the family resemblance to his father is strong, Gerald says,
“Sometimes it's hard to live in the shadow of someone.” He adds
that “the whole thing is about being able to live up to the comparisons
and being prepared to follow in those footsteps and do something
positive. 've grown to be able to appreciate the comparison.” 33
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JAMES BROWN.

Cornerstone Of Black Musical feritage’

By J. Roland Reynolds

-

E'S BEEN REFERRED TO AS
MR. DYNAMITE, twe God-
father of Sou, Sou Brother
No. 1, and the Fardest
Working Man in Show Business James
Brown is not j.st one of the most pcpla
recording artists who's eve- livec, Erown
is a living leged. His records have defited
a music cultu-e that not only transcends
the color barrer, but played a grear par:
in molding the opinions of milions 0~ e —
people across the country in tzmes o°
their black identity.

From the '50s through taday, Brown's

influence has been indelibly imprmzed or
black music, firmly preserving a 1entage
that he helped develop. The hottest music
today comes ¥rom the urban stree:s and
is called rap. 3rown's musiz is the most
sampled of all the music ever reccrded—
a tribute to the etemal sound te man
was able to ceate. His incedible dance
moves continu2 to be rejuvenated, decade
after decade, by the yourg superstars
of today, anotter example of this l2gend's
innovative prowess. And despte ‘-he
problems he's had in recert yeas with
the IRS, drugs, prison, etc), his legacy
continues to remain intact and receive
support from Joth the music and hlack
communities.

Bom in Bamwell, SC, Brawn crew up
in a whorehouse, not knowing a real father
figure or having a positive family
environment. Despite the epparen: lack
of direction, f-om a family persaectize,

Brown had ar inner-drive “or e»ce ling.

Aithough that energy was zhanneled in

several directiens during his earlv years /

(sports, music, and making a fast tuck)

he made his lirst attempt at music by

forming a small group. He was '3 at ] «®
the time and te assemblage was called

the Cremona Tro.

Though encouraged by eary, if inited‘ *
success, Brown continued ether hustles o
on the side, which landed tte future s-ar ¢ °
in jail. Folloning his paroe in 192, :
Brown moved to Tocca, GA, where e S
fired up his ambitions to establish a rusic
career. There, he joined a group call2d 'v
the Avons. It was during hi¢ carear wth
the Avons that Brown's potential tecare
evident. The croup got the opporiunity
to perform at 3 show that Little Riznerd ,
was headlining N
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From there the group renamed themselves the Flames and enjoyed
a series of successes, including the release of the tune “Please, Please,
Please,” and eventually were signed to the King/Federal label for $200.

“Please, Please, Please” made it into the Top 5 on the national
R&B charts and positioned the Flames for their rise to fame. But
it didn’t happen. The next nine singles released were flops. As a result,
the group eventually disbanded and went home, all except Brown,
who remained determined to make his mark.

Undaunted, Brown came up with “Try Me,” a song that gave him
a No. 1 hit on the R&B chart and his first crossover success, moving
into the Top 50 on the pop chart. With that achievement and new
band members in place, Brown was on his way. In 1962, he released
“Night Train,” which also made it on the pop charts. By this time,
Brown was creating quite a stir around the nation with his high energy
show and creative musical talents.

In 1963, Brown formed his own label, Try Me. The following year,
Brown's band was joined by the incomparable Maceo Parker and his
brother Melvin. The recording act's popularity continued to rise and
Brown and company made appearances in a couple of mainstream
film projects a year later.

By the mid-60s, Brown had toured Europe and later appeared for
the first time on the “Ed Sullivan Show.” In between all of this he
released three classics, including “Pappa’'s Got a Brand New Bag”
which eamed him his first Grammy, “| Feel Good,” and “It's A Man's
World.”

In 1968, several creative and business partners of Brown departed,
leaving a professional and personal void. It was a year of strife, not
only for Brown, but for an entire nation. Around the world, people
were reeling from the assassination of Dr. Martin Luther King, Jr.

Because of the tremendous effect Brown had on the black masses,
the day after King was killed he was flown by political officials to
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Baoston, where he performed in concert on television. The goal was
to quell the rioting that had erupted because of the temible loss of
the nation's most influential black leader. As a result of his success,
it became apparent that Brown also had influence, and he joumeyed
to other hot spots across the country, including Washington, D.C.

Later that same year, Brown realized a very important industry success.
He purchased two radio stations. He also found triumph with the release
of his heritage-inspiring hit “Say It Loud—I'm Black And 'm Proud,”
a hook that super-charged the civil rights struggle of the time.

Brown's volatile temperament was as demanding as his passion for
perfection. Ironically, those same qualities he had used to rise as high
as he had may have contributed to the eventual departure of most
members of his band. Joining the ranks of those who left in 1970
were Maceo Parker and his brother, leaving a shell of a band. But
that void was filled by a new breed of musicians, led by the funky
bass of William “Bootsy” Collins. And while these “JBs” remained in
place for only a year, Brown set the nation on end with hot soul singles
like “"Sex Machine,” “Soul Power,” "Get Involved,” and “Super Bad.”

Brown continued his music, adding trombonist Fred Wesley to the
band. That year, Brown signed with Polydor Records and continued
to release hit after hit through the mid-70s. In 1986, Brown won
his second Grammy as Best R&B Performance, Male for “Living In
America.” That same year, Brown was inducted into the Rock n’ Roll
Hall of Fame.

Currently, there is a video chronicling Brown's tremendous career.
There is also a four CD compilation entitled Star 7ime offering over
five hours of music from a man who has been at the forefront in
marketing black musical heritage for four decades. The project is set
for release in May and features liner notes from some of the most
well-respected people in music today, including Nelson George, Alan
Leeds, Cliff White and Hamry Weinger. 33&
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THE nEVY MUSICAL HERITAGE

By Darryl James

Run-D.M.C.

CLOSE LOOK AT

THE HISTORIES of

jazz, rock and R&B

will reveal some
undeniable similarities in their
development, and in their
struggle to be recognized and
marketed properly.

All three musical styles emerged from a
pool of talented, innovative youth, yeaming
for new and personal expression through
music. Each style, in its formative years, was
rejected and attacked by the contemporary
mainstream, causing an initial necessity for
underground exposure and marketing.

Hip-hop music is no different.

Rap, just like jazz, rock and R&B, began
as an underground pursuit. Its eventual
emergence into the mainstream is not pure
rap, but a metamorphosized version,
genetically altered to be more palatable for
the establishment. The eventual acceptance
of each new musical style is directly related
to the discovery of its selling power.

S|

Kurtis Blow

However, before successful marketing
plans can be created and implemented, the
background of the musical style must be
understood. Even before the commercial
introduction of rap in 1979, young deejays
in New York City were in the streets at block
parties and house jams, talking to the beat
over their favorite records to keep the crowd
hyped. The disco era was on its way out,
but the repetitive rhythms were useful as
a backdrop for rhymes that motivated the
crowd to party just e little bit harder.

The name of this new art form would be
taken from the first line of “Rapper’s Oelight.”
“Hip-hop” was given a formal introduction
to the music indusiry. In the most remote

B a2 _RADIO EMCIL LIS Vv E

places of the country with
pockets of black youth, hip-hop,
via "Rappers Delight,” and a cut
that immediately followed, Kurtis
Blow's “Christmas Rappin’,” was
beginning to carve out a slice
of the musical sales pie.

"Rapper’'s Delight,” just like
peer group rap cuts that
followed, was all about bragging
and even featured some light
dissing {meaning putdowns,
short for disrespecting) of a
friend’s family cooking and
Superman'’s sexual prowess.

For the first three years of
rap’s commercial success, every-
one who could make moon
rhyme with June would get on
the microphone to dis and brag
to the beat—almost always
someone else’s beat with the
original lyrics removed.

Hip-hop had a great deal of
critical opposition even in the
early days. Those who were
quick to dismiss it as a fad were
beginning to say after three years
that it had been as creative as
it would ever get, and that it
was slowly dying—how much
bragging and dissing could music
lovers take?

By 1982, it was clear that
rap music would have to take
on a new and different twist in
order to hold on to its audience,
and prove that it was more than
a passing fad. That proof came
from Grandmaster Flash & The
Furious Five. Their 1982 release, "The
Message,” brought social relevance to rap,
something that R&B had abandoned at the
close of the ‘60s. Shortly after "The
Message,” hip-hop retumed to bragging and
dissing, but the path laid by Grandmaster
Flash & The Furious Five would later be dusted
off and followed by rapmasters like Public
Enemy and KRS-One.

In 1983, rap took another twist. Two
rappers from New York slammed onto the
hip-hop scene with some deep bass lines,
and a smooth vocal exchange style that would
be openly imitated by Salt-N-Pepa. Run-
D.M.C. were rapping straight from the street
with “It's Like That,” and “Hard Times,” two
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musical statements of a
young black nation. Three
years later, in 1986, Run-
D.M.C. became the first
rap group to cross over
with “Walk This Way.”
Fans were upset with the
crossover, and once again,
critics began to talk about
the death of rap—until
1987.

In 1987, Public Enemy,
a group discovered by
Run-D.M.C,, released their
first album, Yo! Bum Rush
The Show, which accom-
plished two things in the
development of hip-hop.
The creative sampling em-
ployed by the production
team, The Bomb Squad,
began to give credibility
to the artistic value of rap.
In addition to creative
sampling, the group
created their own percus-
sion rhythms with the aid
of modem technology.

The lyrical content of
that album followed
Grandmaster Flash & The
Furious Five's lead of
social consciousness, and
took it one step further,
setting the new militant
afrocentric agenda for rap music and rap fans.

Changes in the nation’s economy and open
acts of racism began to dominate the thoughts
and minds of urban youth across the nation.
Just like in the '60s, when soul (the pre-
decessor of R&B), then the music of the youth,
reflected their frustrations and anger, rap,
today's new music of the youth, began to
reflect their frustrations and anger.

On the hip-hop culture scene, the gold
chains began to disappear, reappearing as
African medallions. While some artists have
been resistant, jheri curls and high tops began
to reappear as “low, funky dreds.”

On the West Coast, in the same area that
produced the Watts Riots, a group of hard
core street youth got together to rap, calling
themselves N***** With Attitude, or NWA
for short. The lyrics and the style of NWA
became the subject of PTA meetings, school
board meetings, and one cut in particular,
“F*** Tha Police,” made them the subject
of FBI and police meetings. While NWA may
enjoy recognition as the first major West Coast
rap act, its development out West simultan-
eously took root in Oakland with Too Short,
and in Seattle with Sir Mix-A-Lot.

At the close of the "80s, hip-hop began

Ice Cube
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to move away from simply
laying down rhymes over
someone else’s music
track. Rappers began to get
more creative with their
sampling, and even more
creative with their vocal
styles.

Rap has become as
much a part of mainstream
life as sports or apple pie,
even as the mainstream
continues to attack it and
claim to reject it
Commercials feature rap,
and movie soundtracks
feature rap. Rappers are
being placed in movies and
television, and rap has even
found its way into cartoon
shows, like "‘Teenage
Mutant Ninja Turtles.” It is
clear that what Quincy
Jones calls “the freshest
new musical style to date”
will continue to grow as
some even predict the
death of R&B.

The cument trend with
popular records in several
formats, including R&B, is
to feature a rap in the
bridge of the record, to
increase the hype.

Ice Cube, who left NWA
last year in a flumy of
controversy to establish
himself as one of the major
rappers from the West, has
perhaps best summed up

~the current relationship

between rap and R&B.

"R&B, | call it Rap Biters,
because they're takin" rap
and sampling, while
accusing us of sampling
from R&B. No, we don't
sample from R&B. We
sample from soul music.
R&B used to be called soul
music, but now it's rhythm
and blues. We're sick of
singing the blues.”

As hip-hop continues
to position itself as a
major musical style, with
gold and multi-platinum
artists, the marketing
plans must include a
thorough respect and un-
derstanding of the
evolution of this proud
musical art form. SI&
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A Formal Set consisting of Cummerbund, Bow
tie and Pocket piece made of authentic Kente
cloth, hand-woven by Ashanti mastercraftsmen of
Ghana, West Africa...are yours FREE.

Welcome to BRE '91.

We would like to tell you that sometime after the conference, if you
find yourself in Los Angeles at 2 a.m. or any time, day or night, and
you need a rental car, whether it is a basic transportation car or a
“statement” car, you can call us at 213-337-7827. Our phones are
monitored 24 hours a day. We will pick you up or deliver the car of
your choice to your desired location at no charge to you. We have
reasonable rates. Our fleet consists of clean, well-maintained late
model cars from compacts to luxury.

Personal and Corporate accounts
If you call us in advance, we will amange for an account to be opened
in your name to avoid tieing up your credit cards. We will even bill a
third party such as your company, if you direct us to

Los Angeles area residents

If you live in the Los Angeles area, we hope your car never breaks
down, but if it does, give us a call at 213-337-7827, and depending
on where you are, we can usually deliver a car within 45 minutes of ]

your call. Our phone number again is 213-337-7827 and you can
also reach us outside the 213 area by dialing 800-545-1020. Write
these numbers down before filing this magazine, or better yet, give us

a call and we will send you a complete package which includes a

business card you can keep in your wallet.

Free Gift

For a very limited time only, we will give you a formal set consisting

of a cummerbund, a bow tie and a pocket piece made of authentic

hand-woven Kente cloth imported from Ghana, West Africa...FREE if
you open a personal or corporate account with us.

Why not call us now at

REGENCY EXOTIG GAR RENTAL

213-337-7827 OR 800-545-1020
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he tea room of the Plaza was as upper-
crusty as ever the day after the Grammys.
Chamber music played, elderly women in furs
perched slghtly forward on chairs as they
balanced tea cups and cucumber sandwiches.
Men with somber faces listened with half an
ear to the music as they watched the parade
through the lobby. Oaktown's neighborhoods are
farther away from this elegant New York home
of "Auntie Mame” and other such fantasies than
even the geographical distance. But into this
rarified strata strode a man from Oakland who
might have seemed familiar even to many of
the people listening to chamber music. As Lowis
Burrell moved forward, the family resemblance
to his brother was evident likely making him
vaguely recognizable. M.C. Hammer's face has
been in the face of the entire world for the
last few years and the man pushing that public
awareness came to talk to BRE about perceptions.
As teatime stretched into the cocktail hour, Burrell

EEEE

covered a range of topics from the realities of the past to fis vision
of the future.

Rap didn't get much dap in major circles not so long ago. But M.C.
Hammer gave the world a slogan and sent label executives pounding
the sidewalks to find another whidin’, spinnin’, dancin” dynamo who would
be welcome into the hearts and homes of America to the tune of 10
million units sold.

Louis Burrell didn't have to look any further than under his own roof
to find his brother Kirk, but there’s no doubt that Burrell doesn't get
a lot of dap as being a real manager. The first thing he had to overcome
was the fact that most people simply discount him. “There’s a double
situation here. In this business, the black manager isn't given much respect
and a manager who is a relative isn't normally given any.”

Respect seems crucial to Bumell, who talks casually about the fact
that his family was on welfare. So casually in fact, it's apparent he
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The smash hit
'l Don’'t Want To Lose Your Love,”

From her debut albu

B. Angie B.

Now on the Bust It Tour

ON BUST IT/CAPITOI CASSETTES COMPACT DISCS & RECORDS




BUST lT A RT |STS continued from previous page

finally got a reward
for all their patience
and hard work. For
this Florida-born
group, that reward
came about when
Hammer was in
Miami performing.
An old school friend
of the group, who
also happens to be
Miami Dolphins’
wide receiver Emest
Givens, managed to
slip Special Genera-
tion backstage
passes for M.C.
Hammer's per-
formance. Dowdell states, “We knew that Hammer was always looking
for new musical talent. so when we were invited to go and audi-
tion in his hotel room we jumped at the chance.”

When Special Generation amived at Hammer's room, he was no-
where to be seen, so they began to harmonize for his brother, Louis
gll. “Louis was really impressed,” Dowdell adds. “His face had
g, broad smile on it,” he continued excitedly. So impressed

gat he tried

Their final comments basically sum up Special Generation. “Cur
big thrill in life is to go out and please people and to keep our strong
church beliefs.”

HO FRAT HOOO!!
'Nother Kind Of Frat House

By LarriAnn Flores

HE WORD “HO" HAS MANY CONNOTATIONS AND THERE ARE

many types of fratemities. But an entirely new spin develops when
you combine these two words and get Ho Frat Hooo!—the rap/dance
group from the Bust It label. Ho Frat Hooo! is five young arothars
who rap and dance their pants off, the very activities they've been
working hard at on the “Please Hammer Don't ‘Em Tour.”

Actually, only one member of the group, Lo Ho, is in a fraternity.
Lo Ho hails from Los Angeles and went to Long Beach State. It was
there that he pledged Kappa Alpha Psi. The other LA. group member
is X Ho, who went to UCLA. King Ho went to Cal State Haywerd,
Mighty Ho went to Cal State Northridge and Heavy Ho went o Chico
State. All have plans to retum to college this summer.

King Ho says, “We can't wait to get back to campus life and get
back in touch with all our friends and supporters. We really miss them.
The level of high energy and enthusiasm the college students have
is exciting and fun.” It should also be noted that Ho Frat Hogg
not a fratemity. King admits that although the group is ng

ho

Hammer's Please Ham®

The group was featured in numerod
singing background vocals on “Help The Children,” they arSt™es
in the thought-provoking video that accompanied the song. After the
notoriety the group received from that album, they soon set about
launching their own album. The album, which contains songs in all
tempos, has M.C. Hammer featured, this time in a production role.

Take It To The Floor has already brought forth two hits, those songs
being “love Me Just For Me” and their current release “Spark Of
Love.” With other songs featured that have true chart potential, the
group seems set to have an eventful 1991.-With each member keen
to pursue other goals such as acting, producing and developing real
estate, you can sense right away that this quintet is shaping up perfectly
for future generations.
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“We_b !
@ can be
rmooo! (hoood mean-
ing ‘Let’s party,” noc whcre)
as long as they have a
positive mind_and. a. geod

reach as many people as
possible though our music,
lyrics and dancin’. First of
|, Ho Frat Hooe! is all
ing gocd clean
and

hang 0"
but do it wi
Secondly, we war
aeople to get an educ?
ay in school. Atter
know exactly
ark will

(0]9)aan,

“Hammer came
doing a dance routine. When Hammer €3
he liked what he saw.” King remembers. After this chance™®

they exchanged numbers with Hammer and every time Hammer performed
at home (Oakland) he invited the dancers to come to the venue.

After a while Hammer asked them to join him on stage. That was
the start of a lasting friendship that tumed into a good working relationship.
King is quick to interject, “We got along great, right from tie start.
Our personalities just clicked.”

After about a year of doing live performances with Hammer at
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"Turn Table Genius,"

the hot new single

from their debut album

2
Drop The Axxe \’ ]
l§‘ "

T’FORDS

Now on the Bust It Tour

ON BUST IT/CAPITOL CASSZTTES. COMPACT DISCS & RECORDS

QUIETLY, WE ARE MAK NOISE..



BUST IT ARTISTS continved

local clubs and such, he then
invited the fellas on the set of
his first video shoot for the song
“Let's Get It Started,” which led
to the video “Tum This Mutha
Out.” They danced in the first
and played extras in the second
video.

Two months later, Hammer
called on their choreography
talents to do Oaktown's 3.5.7's
video for the song “Yeah, Yeah,
Yeah,” the ladies first single. This
is where they met their soon-
to-be-dance-partners, Lo and X.
Hammer had invited those two
to dance behind Oaktown's 3.
during the video. Thg
together and
fraterpig

Unity and a
hrist” Whether they're
performing or talking to a group
of students, they always want to
stress, “You can come from
different places and still have
unity and have a good time. We
et b

we can relate fo B0 (Taon r

still come from the streets. We understand whats goln on out on
those mean streets.”

He goes on to say, “We try to reach

out and stress getting an education is

very important for your survival in today's

society. You have to be smarter than

the next guy. We never stopped working

_d we stayed in school. We tumed

ita a reality.”
‘89 featured
d

g the live performance A
except the last video

the Hooos made thelr
performed with Hammer 0
hite, the group made

“They Put Me In The WIX:

a lasting impression on all who saw them.
Ho Frat Hooo! was also at last year's BRF conference when Hammer

showed off his entire Bust It Prods. family. Wearing their signature

colors of red, black and white, they proceeded to tear the stage apart
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want io be posifive roie models
for the students of today and tomorrow.
Through our lyrics and music, we want to
relate to the peopie that we understand
What they're going through, whether
2N up on school er themselves.”

with their fancy foot work and
high energy. They introduced fra
steppin’ to the young il
who was there

Was excitig

B, then we
sive the business.” And
that's just what he taught us,
the business—inside and out. He
taught us how to invest our
money so we wouldn't come up
broke.” The fellas were well taken
care of on the road by people
like Louis Burmell, Chris Burrell,
Jonathan Mosely, Craig Brocks
and Hammer, says King.
He adds, "Ho Frat Hooo! did
90% of the choreography for the
entire tour, including that for all

Ne nackiEd

worx on their own project, . ich should drop i Auguse. *
of the group writes and raps as wall.
One song King is particularly fond of
is “Grease It Up,” which means to dance
hard. The album itself will combine
many different styles of music, from
dance and street to message and maybe
one ballad. The group had a wonderful
group of talented writers and producers
from the Bust It family who worked
on the project with them—0ne Cause,
One Effect, Thymine Dunce (Hammer's
drummer); George William (Hammer's
keyboard player); Michael Kelly (p-o-
ducer); James Earley (producer); Felion
Pilate and M.C. Hammer.

e in America, this group if filled with high energy,

®ee_men project positive vibrations.

urging us 19
could sing” and
the hook on Oaktown
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"Go For It,”

The international smash single,
(Performed with Tynetta Hare)
And "Thought U Were The One For Me,"
The current single
From the Rocky V Soundtrack

Now on World Tour with M.C. Hammer

ON BUST IT/CAPITOL CASSETTES COMPACT DISCS & RECOEDS
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“somebody from back home,” there were enough listeners who stepped song to inspire others. “People thought | was ‘so cute.” Little did they

out of the “amen comer’ long enough to recognize that the hooks realize that when | said | wanted to be a singer at age five, | was
from their favonte jams originated from one vocalist. serious. But, no one listens to a child at that age.”

Going on, Angie admits that she had

extravagant day dreams. “When | was 12,

| dreamt of replacing the background vocalist

of someone’s group. | mean | used to actually

picture someone’s background singer getting

» U
X at age 17 because
6 didn't know anyone there, Angie decided
to move to Califomia and, hopefully, live with
an aunt. She was so anxious, in fact, that
she had her bags packed two weeks befare
her high school graduation and was on a plane
to Cali only hours later!
During those years of g
dreary '
aBelle is my sole inspiration. It was, has
always been, and always wi// be her. Thare
is no other. She has always been so real.”
gigebias leanr d a few things
’
Bay Area singer T
the teasing charm for whic
wn. As has been evident throug
ur curently in sessian,
igaces fzel

background to foreground. Although she was the lead female vocalist say, end you'll be UK.

and only solo performer ” “Well, it looks as if such good advice has
of the 31-member con- paid off. Yeah, she may slip into a bit of
cert group, Angie a drawl when she gets excited, but that's

doesn't consider her- was taught to respect my elders OK. There's a little bit of country in all of
self a star by any my peers, and mysel.” us, and that's never a bad thing. But intel-

means. | know that | ligence, beauty and talent are in abundance
have a long way to go,” —B ANGIE B here. And if that's what it ta
she admits. I don't want to limit myself in any means.” priority at a new label, then a lot Zu
Now making a video appearance of her own in “| Don't Want to to be Angie B.
Lose Your Love,” the first single from her self-titled debut LP (and
cover of the Emotions’ 1976 hit), Angie showcases her coml
and independence—never appearing unsaakal
relate to me because

wO CONTENDERS STEP INTO THE RING
ead with every aspiring superstar in the music
lere are very few punches to be thrown in this particular
ith some hard rthymes, a slammin’ track and equally powerful
vocals, Bust It's Joey B. Ellis and Tynetta Hare have all it takes to
Ising share the championship belt.
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BUST IT ART ISTS continved

With the release of yet another Y found him, they
Rocky” film—the fifth—who would ou know, sometimes we talk about what would happen if  did meet up with

have thought that an entrepreneur from Hammer's body-

Philadelphia and a teenaged Charlotte, three or four Bust It artists were nominated in the same category quard and he
NC, native would bring world class merit O @ MUSIC awards show. It wouldn't even matter who won. It promised them
to the soundtrack of a film that faired - woy|g just be exciting to know that we were all good enough to be that he would
poorly at the box office? Not only did d with mination.” get Hammer to
; iarp o o ed with a nomination. listen to them.
“Well, he
came through,”
them—following in the footsteps of Bill Conti's original she continued. “After Hammer had watched their performance, he agreed
theme song and Survivor's “Eye of the Tiger.” What few fail to realize, to sign the group immediately upon our graduation from high_schoe
however, is that the dynamic duo are, in actuality, two separate parts Of course, we thought it was just a ling
of an even greater whole. the summer that we gradusiades
Formerly MC Breeze, 21-year-old Ellis was inspired early in h|s youth i
to pursue a music career by a guitar-playing uncle and
he never idolized any particular artist._“L3
music itself rather thas

—TYNETTA HARE

’ w appen 1T three or four Bust It amsts were nommated
€ ndustry as a member of a band, in the same category on a music awards show. It wouldn’t even

Ellis demded to Iaunch his own label after having five demos of the matter who won. It would just be exciting to know that we were

band retumed unopened. He served a short stint at a pizza company, all good enough to be honored with a nomination.”

working solely to amass capital with which to bring his dream to Those conversations could very well become a reality, since Soft

life. In 1985 Breeze Records became a reality. Touch is preparing to release product at about the same time as
Only two years later, Ellis met Hammer at the New Music Seminar labelmates Ho Frat Hooo!, David Black and others. Ellis and Hare
New York City where Ellns was one of the contestants in a rap are jabbing with the left, hooking with the right, and showing all

mer enlisted Ellis to join his competitors that if they want to "hang,” theyll have to roll with

Steady STate Travel, (e

STEADY STATE TRAVEL IS SOO000 PROUD TO
HANDLE THE TRAVEL ARRANGEMENTS FOR THE
olun for S To e fomdl “M.C. HAMMER—PLEASE DON'T HURT "EM
" s o o s e g WORLD TOUR 1990/91!11!"
POSSE AND THE ENTIRE “BUST IT” MANAGEMENT STAFF
YOU DESERVE ALL YOUR SUCCESS...AND WISHING
YOU ALL THE BEST FOR THE FUTURE

“All You Gotta Do is Sing”
LP. Still operating his own label (now
f Dlsaster) he also has

(Novella Simpson, Carla
oleman and Erica Bond) took some

chances, however, to make the acquain- DIANE STEEL JODI EDWARDS
tance of the man who “got it started”
in Oaktown. As a matter of fact, as SERVING THE ENTERTAINMENT
Hare explained it, it wasn't Hammer's ’

. " COMMUNITY’S TRAVEL NEEDS

1
o o Touhwasongnaly | Gre s by STATE TRAVEL SPECIALIZES IN “BAND AND CREW
“When Hammer had stopped TOUR TRAVEL AND CORPORATE TRAVEL.” WE OFFER 24

through Charlotte (NC) on his ‘Let’'s Get HOUR “HANDS ON AVAILABILITY.”

it Started Tour, she began, “Novella,
Carla and Erica went to the hotel looking
for Teddy Riley, who was also on the
tour with Guy. Although they never

11818 WILSHIRE BOULEVARD, SUITE 109, LOS ANGELES, CALIFORNIA 90025
(213) 479-5900 FAX: (213) 478-5410
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Marketing With a Full-Service Slant

By Steven lvory

F YOU DIDN'T KNOW,
YOU'D NVEVER KNOW.
Aside from the occa-
sional stretch limo
maneuvering out of the
parking lot, there are few
signs outside this ho-hum
office park to suggest a pop
music empire. However,
inside the complex, in a suite
of offices on two floars, it
is forever Hammer Time. This
is headquarters for the cele-
brated rapper's Bust It organ-
ization. From these low-key
but tastefully adormed Oak-
town Quarters operate
Hammer's companies, among
them Bust It Productions, which creates music for Hammer and other
Bust It acts, and Bust It Management, which handles a roster of
Bust It acts and others. And then there is the gem in Hammer's
crown, Bust It Records.
The Capitol-distributed label could easily be dubbed the “little label

ga
-~

Darrell Butler, nat'l dir, promo

that could.” Since its official July 1990 start-up date, Bust It, through
a roster of acts that include Special Generation, One Cause, One Effect,
Joey B. Ellis and B Angie B, is steadily carving out a niche for itself
among industry peers and the retail marketplace.

According to Bust It general manager Jonathan Moseley, there are
two phrases that best define the label: “Marketing and full-service.
Being a label started by a man [Hammer] who from the beginning
has been big on image and self-promotion, and another man [Burrell]
who found a way to make it all happen, it's only natural that we'd
consider marketing as a major ingredient in the music we make.
Our ultimate goal is to be a full-service label, not simply confined
to black music, but open to all areas. If we compared our ambitions
to any label, it would be Geffen.”
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Jonathan Moseley, gen mgr

An indication of Bust It's dedication to diversification was the label's
Rocky V album, which featured music from and was inspired by the
Sylvester Stallone movie. In addition to urban music acts such as
Snap and Rob Base, the LP featured tracks by Elton John and film
scorer Bill Conti.

Mosley says establishing the identity
of a label formed by an entertainer
has its own special obstacles, including
the tendency by some to assaciate Bust
It solely with Hammer, who, inciden-
tally, doesn't record for the label. “Now
that we have records on the charts,
people can see beyond him, but you
have to keep it in folks' minds, that
we're a real company with our own
promation, marketing and publicity
staffs.”

Getting past the notion of Bust It
as one man's candy store means
promoting the company's image and
identity not only at the consumer level
but within the music industry itself. “It's
a process that consists of everything
from making sure all business com-
munication goes out on Bust It
stationary, to making sure the trades don’t forget to list our company
when reporting our records. You don’t know how many times we've
seen a Bust It record on a chart credited to Capitol only. It's not
Capitol's fault, it's the person at the trade who innocently assumes
that the distributor's logo is enough. At radio, quite often they'll say,
‘Well, we're already playing plenty of Capital product, and we'll say,
‘But this is a Bust It record.” “

When it comes to marketing the music, Moseley, who came to
the Bust [t Organization after a tenure as regional director/West Coast
for Troop fashion wear, says “I'm a firm believer in commodity, image
and reaching the right market. Take, for instance, soap commercials.
You don't see many of them on late-night TV because they advertise
during daytime TV, when housewives and heads of households are
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Venise Curry, asst dir, dance div, fan club services

watching. Same thing with marketing music—
target audience is everything. Special Genera-
tion is a commodity filling a void of young singing
groups. Troop and New Edition are between
records; we're aiming to fill that gap.”

Historically, artist-run custom labels have not
done well, primarily because they aren’t run like
real companies. Likewise, Bust It promotion
director Darryl Butler says the star association
can be a mixed blessing. “It isn't a negative
thing, but sometimes radio will figure you've
got hits—you've got Hammer. But Hammer isn't
a Bust It act. His name will always open doors,
but then it's up to the product under your arm,
like every other label.” Bust It assistant general
manager Charles L Freeman, based at the
company's Los Angeles office at Capitol Tower
in Hollywood, agrees. “Obviously there’s a certain
power and latitude that comes with Hammer's
name, but the other companies don't have a
Louis Burrell running them. He runs Bust It as
a business, not a hobby.”

Freeman, who joined the label in September

(L-r) Kymberlee Thornton, dir, A&R, EC: Je 'Naine Brown, travel coordinator/administrative assistant Tracy

Anderson, coordinator, artist relations.

|RE

Chartes Freeman
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Nalo Fennell, rep, mkty

of last year after serv-
ing three years in an H
administrative assist-

ant's post at Kalimba
Productions, points to
major-label activities
like a cument 40-city
promotional tour by
roster acts which
kicked off February 22
in Miami. The tour
includes visits to retail
and radio outlets,
along with live perfor- ;.%lf.s
mances in clubs and

theaters—"the same places Hammer played
three years ago.” Bust It acts have also made
appearances on TV shows such as “Into The
Night With Rick Dees,” “Soul Train,” “The Party
Machine,” and the “MTV Music Video Awards”
among other visual outlets.

To help with publicity, Bust It recruited high-
profile Los Angeles-based fim Solters, Roskin
and Friedman to coordinate PR
activities with Bust It in-house publicity
executive Ramona Spotsville and the
Capitol publicity department. “Louis and
Hammer have guaranteed all of our
acts the same kind of attention Hammer
got in building his act in the beginning,”
says Freeman, “and that's what we're
doing.” Key to the company’s success
in doing business on a day-to-day basis,
says Freeman, is its commitment to
sharing the glory: “When Hammer's
album reached the 10 million unit mark,
the platinum awards went to every-
one from the road crew to the
attomeys.”

In addition to its cument releases,
Bust It is gearing up for debuts from
Soft Touch, a gird group, and vocalist
David Black, whom Hammer discovered
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while on tour. Even so, Moseley says the label's roster size won't
grow by much. “We want to be able to serve each act properly,

.
build a legacy on quality
e T R B T
o ——.IOIIA'I'-HAN MOSELEY

but at the same time, we won't tum down the opportunity to sign
a Guns n' Roses. What company in business to make its mark in
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the marketplace would?”
And does Moseley see any
danger of conflict of
interest, what with Bust
It management, produc-
tion and recording execs
being one and the same?
“Actually,” he says,
“there’s an advantage for
the act. This way, we're
all on the same team
working for a common
goal—to win. Also, inter-
nally you avoid all the
posturing that goes on
between artist, manage-
ment and record com-
pany.”

Curently, Bust It is looking to consolidate. The company already
owns a recording studio in neatby Fremont, but is looking to invest
in facilities they can transform into a full-service complex of
administrative offices and studios. After substantial success in the
department of long-form videos, the company also has plans for film
production, with a feature-length Hammer movie tentatively logged
for 1992.

Deirdra Chilton, admin asst artist relations

Earyn Smith, exec asst to the pres

“We're well aware that not everyone gets the shot we've got,”
says Moseley. And Capitol has been there for us all the way.
We don’t think small around here, what we're aiming to do at
Bust It is build a legacy on quality acts and good music.” 3R€
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Congratulations
M.C. Hammer!

Good luck and continued success.

Nocturne is proud to be the concert 2
Z

video projection company for the
&
-
M.C. Hammer World Tour in support \ Special thanks teo

of the smash album, Louis Burrell, Chris Burrell,

please

amrner
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Craig Brooks, Peter Seven,
Al Haymon, Skip Davis,
Phil Casey, Jeff Mason,
and the entire tour family.

Thanks for a great tour!
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Nocturne Europe, Ltd., 3 Commerce Rood, Brentford, Middlesex, England TW8 8LE Tel: (81) 569-9292 Fax: (81) 569-9293 N l] [ T l.l R N E



The Producers

By Lynette Jones

S IF THEIR ARTIST
ROSTER ISN'T DOPE
ENOUGH, Bust it has
the nerve to be the
source of even more production
genius in Northem Califomia. Let's
see. You've got your Denzil Fosters
and Thomas McElroys {En Vogue),
your Tony!Toni!Tone!s and your
Shock Gs (Digital Underground).
Now, as if these talents weren't
enough, along come Bust it's Felton
Pilate, James Earley and a slew of
newcomers.

Industry reference to the label as
the new Motown is fairly accurate.
Granted, the artist roster is to die
for, but it is the diverse expertise
of the producers that has left
listening audiences even more in
awe. They have made jamming a
part of their lives and have brought funky tracks into the speakers
of Kenwoods, Alpines and Sony Walkmen alike, jackin’ the beats like
sultans of slam, gurus of groove and doctors of destruction. '

As we all know by now, it all started with Kirk Bumrell {M.C. Hammer,
a knowledgeable producer in his own right). But, what about the events
that led to the emergence of the rapping/dancing sensation? Who
was it that took part in the initial transformation of the unknown Holy
Ghost Boy to the omnipresent Hammer? It seems that a former member
of the hit '70s band Con Funk Shun holds the key to a treasure
chest of questions.

Felton Pilate, co-producer of Hammer's debut
Let's Get It Started and multi-platinum Please
Hammer Don't Hurt Em LPs, is currently serving
as musical director for Hammers “Please
Hammer Don't Hurt 'Em" tour which is scheduled
to go to Europe and Japan in coming months.
ft was his Felstar Recording Studio in Vallejo,
CA. a project Pilate initiated upon the disbanding
of Con Funk Shun in 1986, that afforded him
the opportunity to work with an aspiring Christian
rapper known as the Holy Ghost Boy, who was
signed to the only big label in the Bay Area,
Fantasy/Volt Records—most known for their
reissuance of jazz product.

As a solo artist himself signed to the same
label, it was no wonder that Pilate’s songwiting,
aranging and producing know-how was enlisted
by label executives to work with several artists,
including the Holy Ghost Boy. When both artists
left the label, Pilate proposed that the rapper record an album in
his 16-track Felstar facility, promising sound comparable to that on
a 12" single the rapper had made at a 24-track studio, but at a
lower price. Having agreed, the Holy Ghost Boy became M.C. Hammer
and the Let's Get It Started LP was bom.

“The intial idea that | sold to him,” Pilate recalls, “was the promise

Jemas Eearlay

=1 —{—]
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Felton Pilats

to save him some money. However, what that tumed into was a blend
of our respective creativity. And what | brought to the table was the
idea of adding what ‘traditional’ or ‘normal’ music is suppesed to sound
like.”

Not used to working with many rap acts, Pilate often found himself
wondering if things were going as they should. “Sometimes, | would
be in the middle of saying, ‘Hold on, this doesn't sound right.” And
Hammer would have to say, ‘Don't worry, it works. That's when |
was leaming what hip-hop was about.” Pilate’s leaming experience
enabled him to expand his musical diversity as
well as show the big man a little more of what
amanging background vocals was all about.

Responding to criticisms about rappers
sampling and how Hammer's use of the hooks
from older hits affects his originality, Pilate
pauses and replies, “I'd say they were listening
to the wrong cuts on the record. On the song
‘U Can't Touch This,” we obviously used an entire
phrase from Rick James. From a commercial
point of view, that worked out pretty well. In
this case,” he decides, “I| would probably have
to agree; it wasn't the most original thing we
could have done. But I'm not so sure if the
‘original’ in this case would have made the record
as successful as it was.”

And insuring success is what has made Pilate
one of the key figures in the expansion of
Bust It. It was he, afterall, who taught the
studio engineering ropes to fellow producer
James Earley, thereby etching the label’s signature sound in musical
history. But, like so many pioneers before him, Pilate has not received
full recognition for prior works. “For some of the artists on Volt,
| was hired to be an arranger. What | was doing, in actuality,
though, was playing all of the instruments and supervising the vocals
and recording loggings. Unfortunately,” he continues, “as
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long as there are people who are unaware, there is gaing to be
someone willing to take advantage of that unawareness.”

Pilate goes on, “There’s not much opportunity for people, black
or white, to gain much experience ahout what is supposed to be
happening in the music industry. Pay scales are very gray areas and,
| guess, it sometimes comes down to negotiating skills. Mast things
are leamed through experience.”

Having already felt his way through the darkness and into the
light, Pilate was able to guide Earley through the maze. Originally
a client in Pilate’s studio, Earley eagerly became Pilate’'s mentee and
took advantage of every waking moment ta leam engineering techniques
as well as took control of the console on his own time. Though
only a newcomer in the producer's chair, Earley, too, has a long
list of credits, including all remixes for Bust It singles.

“We've worked with Hammer so long that things pretty much run
smoothly,” Earley says of the killer combination. “He (Hammer) usually
comes to the table with the concept, like a catchy haok, and prabably
some drum beats. Hammer seems to have a knack for picking out
catchy beats and lyrics to enhance a song. From there Felton brings
in the ideas for vocal arangements and harmonies.”

Because Pilate is so
s long

busy concentrating on
Hammer's upcoming pro-
ject, Earley balances the

responsibility of working

as there are with the ever-increasing
people who roster of Bust It acts.
Having already completed

are unaware, work on LPs for B Angie
there B; Special Generation;

is going fo One Cause, One Effect;
be someone must now fog:!s his atte.ni
emme tion on compiling materia
wnlllng to take for Soft Touch and others.

and Ho Frat Hooo!, Earley

advan'age “Just like LA. and
Babyface and Teddy Riley

of that give their sounds to other
uUnaware- People,' we, tgo, have a
- Bust it' sound,” the young

ness. B ~ producer concedes. “But,
NI IATE it's up to the artist to have

his own, unique style.
That's how the music is enhanced and remains diverse.

“Every time | get with an artist | want to get to know them a
little bit” he continues. “I like to have some input from them. Not
that I'm going to let them tell me what ta do,” he jokes, “but |
want them to be really comfortable with what we're doing.”

Admitting the label has already begun to change—defining more
roles and taking on more responsibility—Earley believes that the Oakland
explosion can only be viewed as something positive. “Basically, from
a black perspective, we needed this—whether Bust It or somebody
else did it. There's a lot of talent here, so it's great that Hammer
and Louis {(Burrell) have come up with an outlet through which to
showcase that talent. Our music can only get better.”

With up-and-coming producers like Michael Kelley and label artist
Joey B. Ellis, among others, on the rise at Bust It, there’s no wonder
why the label seems to have a monopoly on Bay Area talent. Earley
claims that the label is trying to “ride out the wave” of its cument
success. Most likely, since it can boast an early takeoff, the label
will soar to even greater heights on the wings of its producers. 33&
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Paisley Park
Studios
Congratulates
M.C. Hammer
And Bust-it
Productions...
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Two Big Hits.

Paisley Park Studios

A World Class Facility For World Class Artists.
7801 Audubon Road. Chanhassen, MN 55317
(612) 174-8555 FAX (612) 4714-6328
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MINORITY DEMOGRAPHICS

By Lynette Jones

HERE HAS

NEVER BEEN

ANY DOUBT

that one of
the most effective
ways of assuring
advertising and mar-
keting success is by
accurately pinpointing
the demographic
market you wish to
persuade. By targeting
specific demographics,
businesses find that
their products are more
widely accepted by
those who feel that
they can relate to the
advertising message.
By presenting certain
values, beliefs and
ideas, advertisers can
hopefully influence the
purchasing behavior of
its audiences. If adver-
tisers are successful in
making the consumer
believe that there are
similarities between
the two, the business-

N

es are successful in changing the attitudes of the consumer, which
consequently affect his cognitions, emotions and behavior.

Within the last
10 years, there has
been an increase in
the targeting of
minorities for ad
campaigns. Al
though there were
some emors early
on, messages and
channels have been
redefined so as not
to offend and have,
subsequently, been
quite successful.
Researchers have
found that among
specific minorities
like Latinos and
blacks, if they can
establish a good
reputation early on,
their successes are
guaranteed. These
cultural groups tend

EX L < R0
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tisers stop using
negative stereo-
types in their
campaigns. What
resulted was a
drastic change in
marketing strate-
gies, putting some
companies out of
business while
allowing others to
maintain the sup-
port of those cul-
tural groups that
they were trying
unsuccessfully to
represent.
Although blacks,
Latinos and Asians
make up only 20
percent of the U.S.
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of targeting minority groups in advertising. Marty Westerman's article
in American Demographics magazine, “Death of the Frito Bandito,”
focused on the de-

mand by ethnic
groups that adver- “IF,\"M

\A'

ADE,

3

to stick with brands
that work, whatever
the cost. In attempts
to win approval from
their target audiences,
many corporations
have even altered their
trademarks as a means
of trying to reflect the
views of more con-
temporary consumers,
while others had to
concentrate on over-
coming more than
difficult language
bariers.

Through a look at
different commen-
taries and research on
advertising demo-
graphics, we can see
how blacks are target-
ed and the success
they have in influenc-
ing the corporate
moguls for whom their
buying dollars work.

March 1989
marked an increase in
studies on the effects

|



population, accord-
ing to Westerman,
they account for
$218 billion, $134
; billion and $35
. billion in market

% spending, respec-

tively. Westerman

sy.Ro '::' P further presents the
notion of brand
loyalties, citing support from a Market Segment

the

without jeopar-
dizing their lead
marketing posi-

of Wheat Chef Rastus have under-
gone dynamic transformations.
Instead of being full portraits, they
have evolved into simple, two-
dimensional figures, allowing the
companies to

still maintain c
images

Research representative. He says that the buying tions.
preferences of Latinos and Asians are greatly influ- Businesses
enced by those of their peers. The majority of these like the Lincoln
minorities being immigrants, they are easily influ- City, OR, diner
- enced by television called Li'l Black
advertisements. Sambo, on the
Says Westerman, other hand,

“Companies that
sell to these new-
comers now can
count on long-term

4 gk -s //l

with advertising

stereotypes depict-

ing Mexican ban-

dits, pig-tailed Stack up those Aunt Jemimas
Chinese and sub-

servient blacks. | for the

Fortunately, with Real A .

the dawning of the ' B akf t '
Civil Rights Move- _— merlcan re as °
ment in the '60s,
things began to
change.

The demise of ethnic stereotypes saw the fall
of Frito-Lay's Frito Bandito of 1971. Today, the
company donates money to build playgrounds in
Hispanic neighborhoods. Likewise, Quaker Foods,
under pressure from their primary consumer, blacks,
changed the image of Aunt Jemima from that of
a kerchief-wearing servant mammy to that of a
“black Betty Crocker.” Even Uncle Ben and the Cream

were not as suc-
cessful. The
owner dropped the word “Black”
from the title in the early ' 70s. Then,

loyalty to their pro- a California-based group created a

ducts.” nationwide Sambo’s restaurant
But, what does chain, trying to avoid the racial issue

the consumer want in retum? As this by using a turbaned Indian boy as its trademark. Unfortunately, the

researcher puts it, cultural groups look public didn’t buy it and the chain went out of business in 1982.

for positive images that promise a more As is extensively pointed out in this analysis, ethnic groups are

financially prosperous future. As we complex markets with specific and delicate social and cultural behavior.

know, that hasn't always happened, The only way to truly insure proper representation is through the

use of ethnic
specialists, surveys
and focus groups.
The ideal campaign
will inspire or enter-
tain ethnic cus-
tomers and pro-
mote their integra-
tion into society's
mainstream.

A piece in the
June 22, 1989,
edition of the Los
Angeles Times
verified, through
surveys, what was
already known—
black customers
represent a vast
potential for profits.

This article focuses on the findings revealed in a 150-page report
on the black consumer from Impact Resources, a Columbus, OH, research

firm, and another by Touche Ross Retail
. o _ Services Group of New York. It seems
o that both researchers concluded that

" . ) i blacks make up a large and loyal market

) that could prove to be profitable to

any institution willing to make the effort

to tap their billions of dollars in yearly
income.

The Impact report surveyed 21,470

black adults age 18 and older, and

145,540 whites in the same age group
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in 35 U.S. markets. The

Touche Ross study was

based on the findings of

the Impact report as well

as other sources. The

Impact study revealed that

while blacks are less likely

to own expensive luxury

items such as cars, when

they do own these items,

they are more likely to be

the owners of an expen-

sive model like a BMW

or Mercedes-Benz. The

study further revealed that

the differences between black consumers and their white counterparts

is that blacks have fewer choices. Not only are they less likely to

engage in reqular department store shopping, but they are also less

likely to be recipients of direct mail catalogues, because they usually
reside in urban areas not

served or desired by such
retailers.

““Researchers are

CARBURETO!IRO. making concerted efforts

. to attract [Latinos] and

Asian-Americans,” said

the report. “They have

overlooked the nation’s

fargest minority, the black

community. Continuing

that oversight could be a
serious eror.”

Along those lines came
the Newsweek article en-
titled “A Long Way From
‘Aunt Jemima.'” Instead
of revealing the error
companies may realize by
not focusing on minority
demographics, this piece
was a revelation of how
marketers have been able
to successfully target
black consumers with
what it referred to as “hipper and more ‘authentic’ adds.” This treatise
focused on advertisers” ability to hone in on and get a feel for black
lifestyles. Some of the examples of advertisers who have been success-
ful in doing so include Nike and the McDonald's corporation.

By using spokesper-
sons (basketball superstar
Michael Jordan and
filmmaker Spike Lee for
Nike athletic shoes) and
music (rappers Young
M.C. for Taco Bell and
M.C. Hammer for Pepsi
and British Knights
athletic shoes) that relate
to the everyday lifestyles
of their consumers,
companies have been
able to rid their ads of
stereotypes and present
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more positive, modern
depictions of African-
American life. This article
goes even further to say
that targeting black
consumers has height-
ened the competition for
the new ad business.
Responses to in-
creased competition have
been quite different.
Black-owned agencies are
insisting they are better
equipped than white-run
agencies to reach and
affect the black market. They claim to be more adept at using Census
Bureau data and personal affiliation to draw black consumers into
the advertising lore. White firms have countered this notion, the article
states, by establishing their own research groups in order to maximize
their share of the
“marketing niche.”

In June 1990, Frank
DiGiacomo wrote an
article entitled “Doing the
Right Thing” for Marketing
and Media Decisions
magazine. In his piece,
DiGiacomo outlined a few
do's and don’ts of minority
marketing, pointing out a
few rules that apply to the
politics, culture and sensi-
tivities of the target
audience. In his attempt
to show the sensitivities
involved, DiGiacomo com-
piled separate treatises on
the struggles that certain
companies must undergo.
Instead of doing direct re-
search of target audi-
ences, he instead consult-
ed the expertise of those
knowledgeable in specific

marketing arenas and presented some of their comments and ideas
on the difficulties faced by big businesses and the response of minority
communities. As he so aptly shows, big money doesn't always spell
success or a happy ending.

DiGiacomo reveals that
liquor and tobacco com-
panies have the most diffi-
cult time being accepted
by black and Latino
communities today. It
seems that activists in
low-income communities
believe that the presence
of these elements in their
communities is detri-
mental to their youth, and
liquor and tobacco indus-
tries only make the situa-
tion worse by openly

continved on page 102
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Featurimng
Complete Hair
and Skinmn Care,
Because We Care

For those of yvou with discriminmnating tastes,
treat vourself to a complete make-over
with Scott Julionm.

ur professional staff offers all of the above services. Fach

operator 1s a trained professional using the Scott Julion

Method. This method is designed to give you the most up-to

date styles with emphasis on the care and maintenance of the
hair and skin. Our operators are courteous, efficient and always
professional

We create 1mage making hair styles that fit your life style. Soft textured
body cuts that flatter you and can be perfected. by you, in seconds

Each client receives the exclusive attention of his/her operator under
the guidance of Scott Julion. A full consultation determines the best
style for you and what your style should say about you. A style is then
created just for you, to bring you into focus, giving you a look as unique
as your fingerprint

When your style 1s completed your operator will prescribe the proper
products and maintenance procedures necessary for you to maintain
that style between visits. Complete skin care is also available.

We at Scott Julion Salon know how important your time is, our
services are therefore designed to save you time by providing all of your
beauty services and products under one roof. Everything you need in a
high-tech Beverly Hills motif enhanced by rare plants and warm smiles

At Froll Jrullion
“Do don ’éoaém/&w.t&é&éd/éug X ﬁ.t&éoé%&ﬁwwm@ 77
Ask about our Gold Card anmnd our Gold V.I.P. Card

SCOTT JULION INTERNATIONAL SALON
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Jazz Nores

By J.R. Reynolds

New Orleans Jazz: Origins Of A Musical Heritage

While many consider it a travesty,
most African Americans feel closer
cultural ties to the American South than
of Western Africa. from where our
original descendents came. Not
surprisingly, our heritage of spiritual
music originates mainly from the South
and while there are powerful elements
to Western Africa, from where our
black music, most of 1t was developed
during the horrible days of slavery

However, the basic elements of jazz,
blues and other spiritual offshoots of
black music seem to have been derived
from rudimentary concepts of sound.
tonation and rhythm, which the slave-
owners were unable to completely erase
from their African captives. As a result,
when the emancipation of slaves came
aboutin the South and blacks were freer
to study their own pursuits, New Orleans
became a hotbed for the emerging new
sound that would be called jazz

Described as having a basic, pulsating
rhythm section, with melodic
instrumental support that weaves an
independent sound that i1s counter 1o
that rhythm, jazz during the latter part
of the 19th century was emerging as a
type of music unlike other contemporary
forms of the time. Because of its
newness, there were no real critics of
the sound and countless young
musicians found jazz a most interesting
style of music

Another case for jazz having more of
a West African influence. than the often
proposed speculation that jazz ties are
more firmly connected to European
inspiration, comes from the old Negro
chain gangs and their rhythmic chants
accented by the sounds of their own
tools, that produced a higher level of
productivity than other ethnic
(especially European) gangs at work
Adding to that argument, the typically
West African use of antiphonal styling
and overlapping of harmony 1s also
present in jazz, not to mention blues and
other spirituals. Many jazz niffs are also
seen as having theirr origins in West
African music styles, and are a major
part of American black music

Through 1ts evolution, jazz saw the
hkes of drummers like Zutty Singleton,
Warren ‘‘Baby’’ Dodds and their
contemporaries as recognized New
Orleans pioneers of jazz drummers. All
of the rest of the traditional jazz
instruments were pioneered 1in New
Orleans as well. And while it wasn't until
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the music became a fixture in the North
that the piano would be added to the
jazz ensemble, it was “Jelly Roll”” Morton
who developed a style of playing that
found much of its influences from early
New Orleans bands

Even Louis Armstrong. the great
trumpeter, never underestimated the
power of studying the music form in a
city that continues to produce world-
class jazz talent. At age 18 he was
offered the chance to move to New York
to work with Fletcher Henderson
Armstrong declined and later reflected
that it had probably been in his best
interest to stay. for he continued to learn
about jazz from players in New Orleans
and on riverboats, living and working
around those who could teach him what
he needed to know about jazz
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Armstrong'’s B-flat trumpet

in the "20s. jazz was still held by the
critics in low regard, but in New Orleans,
the sporting-life district offered the
music a chance to be show-cased. And
ironically, on a national level, it was the
popular speakeasies, during prohibi-
tion, that made the music the choice of
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an audience bent on being entertained.

Also a hotbed for controversy, New
Orleans became involved in class and
color struggles after the Civil War which
filtered down into the music world. In
the later 1900s and early 20th century,
factions among jazz performers
developed. The Creole-trained
musicians, who usually learned to read
music before they could play 1t by ear,
clashed with the blues-based
performers, who were the opposite In
color and style.

Creole, Negro. Mulatto, Quadroon,
Octaroon, Griffe; the city was abound
with racial classifications and stratifica-
tions. Downtown, sophisticated
colored-Creoles combined with uptown,
“down-home” Negroes to create a
sound that would move the entire
nation. Where the division of music
styles often paralleled similar barriers
imposed because of color, much of the
separation was eventually penetrated,
due In part to the need for musicians
of both factions to develop and evolve

The first important break from the New
Orleans style of group improvisation—
that s, after Joseph “King*’ Oliver, whose
style anticipated the new, more
harmonic approach to ensemble—was
the greater and greater attention paid
to the talent of the individual. Still
another break from traditional New
Orleans jazz came when bands began
the planning of orchestral color where
group improvisation would be able to
proceed.

Some of the other New Orleans jazz
masters and pioneers include trumpeter
Buddy Bolden, clarinetist and
saxophonist Sidney Bechet, trombonist
Edward “‘Kid”* Ory, trumpeter Willie Gary
“Bunk’ Johnson, and trumpeter Henry
“Red’” Allen Jr. Though this list is far
from complete, bearing in mind the tre-
mendous contrnibution New Orleans
made in the early days of one of
America’s few original music art forms,
it provides a stepping off point into a
world filled with innovative and creative
jazz men.

The world of jazz continues to evolve,
and New Orleans continues to generate
tens of young musicians dedicated to
continuing the city's rich musical
heritage. Having become an interna-
tional source of pleasure, American jazz
1s destined to increase its position as
one of the world's greatest music
influences. 3RE
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“Sales Exploding”
“Great In-Store Play Record.”

—Howard Applebaum, Kemp Mill Records
Balto/Wash.

“Biggest George Howard Yet”

—Lou Rosenfeld, Douglas Stereo/The Fiz
Balto/Wash.

Check out the

hot new video!

The smash duet with
Brenda Russell

32* On Gavin

AC Stations.

Artists managements:

George Howard: Robert Tauro

Diane Schuur: Paul Cantor Ent, f.d
Carl Anderson: Andi Howard & Assaoc,
Patti Austin: Dick Scott Entertainment

“Baby My Heart”

GEORGE
HOWARD

“Baby Come To Me”

From the new release
“Love and Understanding”

DIANE
SCHUUR

“Nobody Does Me”

From the new album
“Pure Schuur”

Crossing over to

Black Urban Radio!

Already On

These Stations:

| WDAS, WAMO, WKYS,
| WPLZ,Z16, WCDX,

K97, WZAK, WTLZ,

wWVol, WWDM,

WHJ]X

PATTI
AUSTIN

“Soldier Boy”
Definitely A Hit Maker

CARL
ANDERSON

From the album

“Pieces Of A Heart”

uuuuuuu
1991 GRI? Records, Inc.

Coming Soon: The Temptations “Shake Your Paw”

The first single from the aloum “Garfield, Am I Cool or What?”



SURVIVAL TACTICS FOR CONFERENCE '91

By V.L. Owens

| ) . | HETHER THIS IS YOUR FIRST CONFERENCE OR
| ¥ you're an industry veteran with a few dozen of these
whirlwinds under your belt, there are a few things
you need to know about surviving BRE's Conference
‘91. First of all, if you're reading this, then you're already in New
Orleans and either soaked from the rain or feeling soaked from the
ever-present humidity of the climate. Since you know by this time
whether or not g . -
you've packed the
right clothes and
it's too late in any
event to do any- '
thing about it, suffice it to say, welcome to New Orleans in April.
Now then, there are a few rules you need to follow in order to
make it through this trade conference. Some of them are obvious.
Others are unspoken quirks that vets have leamed through the years
and are vital for the survival of both yourself and your career in

the industry. In both cases, what you do or don't do can spell either
success with your peers (and higher ups), or make you one of the
dubious award winners in the categories of “Complete Idiot” or “Former
Industry Hopeful” that a secret, inner-circle of high level execs conduct
at the end of each conference.

One of the most important, and perhaps vital things to understand
about any conference is that behind all of the “big fun” that is had,
there is some deadly serious maneuvering. People who attend
conferences are on display. You may not think people are watching
you, but they are—watching and evaluating. The lower you are in
the pecking order, the more serious the matter. Keep this in mind
when you're partying in one of the hospitality suites one night and
considering blowing up condoms to use as ballons. Promotion managers

(perhaps due to their stressful jobs) have sometimes been guilty of

this offense and then wonder why they haven't move up.
Because most people are on somewhat of a budget during their
stay in New Orleans, obtaining food can become costly if you don't
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know what's up. It is advisable to check the conference itinerary for
the events that will be offering “free” food. Use these events to
your stomach’s advantage. Another suggestion is to ask the hotel
concierge for places to eat that are within your budget. A crafty
suggestion for cash poor programmers is to get that promo person
who's been bugging you to play their record to spring for a meal
or two. It is likely that they will be only too happy to oblige. Of

: course, business ethics
may come into play, so
be careful.

Since the conference is

; a time for meeting people
and letting them know who you are, some goers find themselves
with the chance to meet high-level execs (vp and above) in a one-
on-one situation. Yes it is socially acceptable to introduce yourself
to that VIP, but there are certain rules on how to conduct yourself.
Don't think that just because that executive greets you with a hearty
hello and slaps you on the
back that you can do the
same thing to him or her.
They're just being cordial.
It is also advisable to keep
the encounter time at a
minimum, especially if you
see the exec is restless,
or looking at everyone in
the room but you.

Excuse yourself from
&2 the conversation the
moment you have intro-
duced yourself and
covered the basics—like
who you are, where you
work, what you do, the
weather situation, and the
wonderful time you're
having. If there is a more
specific reason for taking
the person’s time, be as

=s|vE=
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“Love in the Making

featuring Barry White

WEBB, WAMO, WTLC, WZAZ, 7104, WPAL, KMJM, WHRK,
Z-16, KMJQ, WQFX, KDIA, KHYS, WHQT, WEDR, WXYV,
WHOR, WHYZ, KDKO, KBLK, WGCI, WBLS, KSOL, KJLH

From her forthcoming album ./W
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| ) ; TIPREUUESTED REGORD IN H(lllSTﬂIl FURMURETHIMMNITH...

DJ Street, KMJQ - Houston: “Best street record I've ever heard. A
guaranteed #1 on every urban station that adds it.”

| Tony Rankin. WJTT - Chakanooga: “The Chill Deal Boyz song is smokin!”

i Chuck Atkins, KMJM - Kansas City: “My tavorite and the hottest rap
" record I'm programming.”
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precise as possible and brief. You can easily be lulled into a sense
of familiarity with some of the higher level people in this business
because most are good at communicating. That's why they're where
they are. Regard the hellos as social until the exec shifts gears,
then follow accordingly.

Don't ever paint an exec into a comer by asking for something
cold. It's one thing to let that person know you're interested in moving,
and quite another to press him for a position right after you've just
introduced yourself. And don't think that just because an exec stopped
for a chat with you that now you're best buddies. Always remember
your position in relation to the execs’, because they will.

The same goes for big
name recording artists
who you might run into.
Remember, they get
stopped by people all day
long. Try to be brief and
to the point. Nothing is
more annoying than a
groupie who works in the
entertainment  business.
Artists feel you should
know better, and you
should. And please don't
come with that tired line,
“Remember? We met
once backstage at the
concert you did 10 years
ago in Kalamazoo.”
because they won't.
They'll say they do, and
then remember you as
“that idiot” the next time
they see you.

One of the best opportunities you'll have during the conference
to show off your knowledge and sawwy is if you're sitting on a panel
at one of the numerous business seminars. As a panelist, you have
three options during those meetings: You can shine like a stat, glare
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like a swollen black eye,
or become the invisible
man. Assuming that you
do want to open your
mouth and contribute
something positive, we'll
eliminate the third option
and consider the first two.

To come out of a
seminar looking good, all
you have to do is say
things that are timely,
relevant, and easily under-
stood by the audience.
And be brief. Too many
times, a seminar becomes
a talking marathon, with
one or several panelists
competing to see who can
fill the room fastest with
the most hot air. Making
comments that are con-
sidered personal attacks
are also inappropriate.
Moderators take note: You
are directly responsible for the success of your panels. It is advisable
to declare the rules before the seminar begins, not while it is in
full swing.

The same applies to people in the audience who choose to offer
comments or ask questions. Remember, your peers are judging you
by the relevance of what you say and the way you say it. What
you do in a seminar may not get you into a higher level job but
it certainly can keep you from getting there. Somebody's always
watching.

Finally, there are the lunch and dinner events. These are key events
for professionals because you simply must be on your best behavior,

even while you're enjoying yourself, Table manners count. Use this
opportunity to get to know the 10 or so people at your table. Since
you will have a captive audience of sorts, it is a good time to acquaint

yourself with strangers as well as cultivate contiswed on page 107

=_|E




INTRODUGING...

The smallest, lightest and most advanced
cellular telephone in the worid.
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MINORITY DEMOGRAPHICS

continued from page 94
advertising items which
could lead to dependency
and complete the inevitable
cycle of self-destruction
Their public outcry on what
will and will not be accept-
ed in their communities has
become atrendto be expect-
ed of minority markets
Subsequently, their dollars
are taken with more serious-
ness when compiling strate-
gies that are essential to
long-term growth

An example of a strategy
employed by one company
responding to protest was

the new marketing strategy
employed by Brown-Fro-
man'’s Canadian Mist liquor
Instead of following their
traditional policy of promot-
ing and publicizing whe-
never and wherever possi-
ble. the company instead
decided to move its publicity
campaign nto black maga-
zines and off the street level
billboards. One of their larg-
est changes has been In
reinvesting their marketing
dollars to their Mist Behavin’
Fashion Show, which benef-
1ts nonprofit black organiza-

continwed on page 111

PUBI.ISI'IER'S continued from page 3

Stevie Wonder and M.C
Hammer have given us the
product to market our
heritage into the most
popular art form of the
century. We've come a long
way, but we still have a long
way to go

Part of the way along. we
need toturnaround and look
back at the people coming
up. One of the most valuable
assets in the musical
heritage 1s people. If Can-
non, Nancy and Lou had not
given me a hand, | don't
know 1if | would have come
in this direction. I've made 1t
possibie for others to start
companies and publica
tions. It's the right thing to
do in preserving the her

itage. to preserve the people

Although my title was
regional head of promo-
tions, | quickly learned that
ifIdidn’t involve myself in the
sales end (without commis-
sion) of the product that |
promoted, | would fail. That
was because the sales staff
in my region could sell out
the maximum credit line on
all of their accounts without
even selling any of my
product. This was due to the
extensive roster of hit white
acts available like the
Beatles. Bobby Gentry, Glen
Campbell, Merl Haggard.
and many more. Therefore,
| had to establish relation-
ships with atl of the
accounts, let them know

ACNE SKIN CARE CENTER

PROBLEM SKIN “TREATMENT THAT WORKS"
EDGAR M. MITCHELL
SKIN SPECIALIST
SHAVING BUMPS. PIMPLES, BLACK HEADS, ACNE

(213) 461-8688
5850 Santa Monica Blvd., Hollywood, CA 90038

whatlwas promoting in their
areas and get them to order
At first the orders were
minimal, but after establish-
Ing a good working rapport,
Il was allowed by most
accounts to determine the
size of their orders

Today, most major record
labels have black sales staffs

to deal with black product
sales and point of purchase
sales displays. The sophisti-
cation of the marketing of
our musical heritage con-
tinues. Attend the seminars
at BRE and learn the game
plans from the best in the
businesss. 3RE

RAP MUSIC contunued from page 45

through African culture is
what Brand Nubian s all
about

One rapper who truly
knows the meaning of the
word survival 1s Jive's KRS-
One of Boogie Down Pro-
ductions. Having survived
the cold, hard streets of New
York City. overcoming the
tragic loss of his close friend
and business partner, Kris
Parker can speak from the
heart when he speaks to
young people about getting
their lives together and stay-
ing in school. When Parker
1S not on tour rockin’ the mic
with his posse, BDP, he s
spreading the word of
truth—truth about God,
being black in America, and
being proud of who and what
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you are. Parker goes from
community to community in
and around New York state,
as well as other parts of the
U.S. On these lecture tours,
Parker talks to students of all
ages, starting at the pre-
school level and going all the
way up to the college level
BDP’s music and lyrics send
out a strong message of
hope

For the more hard-core
rap lhstener, Public Enemy
shouts out their message of
the black struggle. Until this
group came out in the late
‘80s, noone had the courage
to really speak out against
the crimes committed by the
police, the politicians and
people in power. This group
has faced many controver-

taquan

sies In the past, but have
ma'ntained their dignity
throughout. Many respects

As far as female rappers
go. Queen Latifah 1s In a
category all by herself
Latifah truly started others
thinking about the African
woman and how much she
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has sacrificed to this coun-
try’s growth. She is proud of
her people and of what they
have accomplished

Last but not least, BRE
would like to acknowledge
the rap group Gang Starr.
Writer/rapper extraordinare
G.U.R.U and DJ Premier are
a dangerous duo who dis-
play an array of talents. Gang
Starr blends positive philos-
ophies over melodic, mellow
textures of music that work
well and send out a strong
message of black unity.

All of the above-men-
tioned rap artists are on the
serious positive tip that
incorporates love, unity and
black awareness—some-
thing that every community
could use a strong dose of

Hats Off! 3R&
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By Ray A. Myrie
OLLEGE STUBENTS. WITH KNOWLEDGE AT THEIR GRASP
and experience just beyond the horizon, the world offers
a host of opportunities. The world of college broadcasting
gives students the chance to enhance their craft through

hands-on training. That gives them the knowledge plus the exper-

ience to pursue choice positions at commercial stations in major markets.

Another way for student broadcasters to stay ahead of the game

would be to create an organization which especially caters to their

needs. This would also put them in touch with industry professionals
as well as other students, so that they could meet and exchange
ideas and concepts. Well, there is such an organization in existence.

Best of all, this particular organization caters exclusively to the black
student broadcaster.

-

o

-
<

CONFERENCE

which is the theme for the BRE Conference this year. “| feel that
all of us as African-American professionals in the entertainment industry
have an obligation to do just that. One way that young black college
broadcasters could become instrumental in preserving our musical
heritage would be to stimulate an awareness of our cultural roots
found prevalent through-out our musical past.

Jelks is a graduate of Clark Atlanta University and possesses a
strong awareness of the black college broadcaster. He discussed the
organization and how it began. “| was operating a cable television
station at the time, WAUC out of Atlanta University, which | did
for about 10 years. Larry Davis—who was attending Morehouse at
the time—and | later became very instrumental in helping to get
the organization off the ground. We basically felt a great need for

Vit
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It's called Black College Radio. The organization was founded in
1978 by chairman Lo Jelks. With headguarters based in Atlanta, GA,
BCR is cumently hosting their 13th annual convention. The two-day
conference consists of moming panels, luncheons featuring keynote
speakers, and finally an awards dinner. Throughout the conversation
Jelks expressed a great need for preserving our musical heritage,

=
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this type of opportunity to be exposed to black college broadcasting
students, considering there was absolutely no mass communications
curriculum offered at the time.”

Ouring the discussion, Jelks touched on some of the subjects being
covered in this year's panels. “Some of the subjects this year are
very interesting. One panel covers the technique of costiowed on page 115
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"Tue Brmisn Invasion

By Dotun Adebayo

Marketing Our Heritage In The UK

Black music needs some
serious marketing in the U.K
Black music here 1s becom-
ing httle more than a beat
and an uninteresting artist
dancing away to it. Market-
ing in the right direction has
changed everything to do
with a successful career, as
exemplified by the recent
careers of five different
artists in the U K

Monie Love, U.K. rapper,
but resident in the U.S., felt
that travelling to America
was the way to go about
marketing. Her success
subsequently increased.

Reggae star Shabba Ranks
is currently on a Top 40 pop
single with the mainstay of Scritti Politti
What happens there? Who's zoomin’
who? How does a record company
successfully market a Jamaican ghetto
street DJ with a squeaky clean white pop
artist?

Rappin’ Is Fundamental and Gang Starr
are just two U.S. rap artists who have
discovered that marketing in Europe for
rap stars has to be substantial and
differentfrom their marketing inthe U.S.

We're working our way through the
hip-hop lexicon here. Hip-hop. hip-
house, raggamuffin hip-hop. hippy-
hop...brace yourselves for a new entry
Doo-hop. New York group Rappin’ Is
Fundamental i1s made up of Easy Mo B,
Jay and Money and the new style is all
their own

“We were full fledged entertainers
before we ever gotintorap. Dancing and
singing five part harmony was all part
of it,” explains Money. “We're bringing
that into rap now. Some of the best
records ever made were ones your
parents were listening to—doo wop and
all those greats. Well, we're rappers
reviving that tradition.”

Their first release Rappin Is
Fundamental lives up to these radical
principles. According to Easy Mo B, they
are the new jacks and he ventures that
hardcore rap 1s now dead

“Rappers like lce Cube have done
great things mustcally but lyrically he's
coming from a dangerous level. The
gang bangers have a place but there are
new paths to follow.”

Time to turn your clocks back—20
years. The ‘70s revival, which has been
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Four Tops

ongoing tor some time, gathers pace
with the arrival of the Memones Music
Club. The Bognor based club has been
attracting a huge membership by
booking stars from yesteryear to step
forth from the grave and rave again
Their most bizarre discovery to date is
'70s "Rock You Baby” star George
McCrae who was tracked down
managing a fish shop in Toronto. From
has-been to is-again, McCrae is doing
rather well for himself the second time
around. Says Mike Taylor, of the
Memories Music Club, “"Nowadays he
{McCrae) i1s a very expensive artist to
book. There's a massive following out
there for a lot of the old stars. In the
four months we've been going we've got
130.000 members, and they all want to
see the old faces back.”

Also currently on the books of the club
are the Four Tops, Bobby Farrell, Boney
M., Chubby Checker and Percy Sledge.

“Basically, we'll try and get anyone
who's requested,” says Taylor. “New
names., or ones that have been
forgotten, crop up all the time. The old
favorites never die, they just end up
running fish shops or selling insurance
and it's up to us to tell them there are
thousands of people out there who still
love them.”

Samantha Fox, the former topless
model, has now teamed up with Full
Force. That's a briliant opportunity for
a sharp-eyed marketing person If ever
| saw one. A new record by Fox and Full
Force looks set to cause outrage in the
United States and re-open the row over
music censorship. The single “"Hurt Me,

EXCL LSS IVvVE

Hurt Me (But The Pants
Stay On)” features lyrics
which are highly degrad-
ing to women and will
probably never see the
light of day in Bnitain. In
America, however, where
rap artists 2 Live Crew,
NWA and the Geto Boys
last year found them-
selves pilloried in the
media and In the courts
for alleged obscenity, the
record seems setto cause
a new storm

Although only a minor
star here in Britain, in
America Fox has estab-
lished herself as a major
soft porn attraction filling
stadiums of up to 50.000.

Previous collaborations with Full
Force, such as “Naughty Girls Need Love
Too.” have earned Fox notoriety already,
but to date she has remained outside
the campaign waged by America’s right-
wing moral majority against black artists
for alleged obscenity

“You can bet there will be a reaction
to a record like this,” says Robyn
Blumner of the American Civil Liberties
Union 1in Miami, FL, which has been
keeping a close eye on developments
in the 2 Live Crew court case. “Any
record with sexually explicit lyrics is
bound to be attacked by conservative
groups. The bigquestion now is whether
anyone decides to take 1t further and
prosecute.”

Meanwhile, right-wing pressure
groups are awaiting the outcome of an
appeal in the 2 Live Crew trial before
deciding whether to bring another case
relating to their live appearances.

Gang Starr’'s DJ Premiere has angrily
lashed out at producers of the “Jonathan
Ross Show™ after they slammed fans for
enjoying themselves too much. Having
flown in from New York for the peak time
TV appearance, the acclaimed jazz
rappers launched into their set. But as
members of the audience raised their
arms in jubilation, studio personnel
waded into the crowd and asked them
to stop

“l'yust don't understand that attitude,”
a furious Premiere told a U K
publication. “They seemed to be scared
that the audience was going to have a
continued on page 107
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'Far East Perspecnive

By Jonathan King

Sony Plan Takes Black Urban Music Higher

The art of breaking black contempor-
ary music in Japan’s major metropohtan
areas—primarily Tokyo and Osaka—has
over the years been left up to the forces
of good luck and blind faith. But with
the radical changes occurring as young
consumers favor rap over rock and jazz
over classical, record companies have
been left with no choice
but to fall in step with the
times

A record executive at
Sony Music Group. Japan,
conceded that "M.C.
Hammer's success here in
Japan was the straw that
broke the camel's back
Capitol Records should
be commended for the
hard work and commit-
ment they put toward
breaking him at a time
when rap music was not
widely accepted. His
album recently went
platinum and his popular-
ity i1s proof that we at CBS-
Sony must push our black
music roster this year
without fail.”

Although Sony Music
has had no reservations
about developing
strategies to market soul-
inspired artists who have
crossover appeal. namely [N
C & C Music Factory.

Surface, Earth, Wind & Fire,

Mariah Carey, George Michael and New
Kids On The Block. little emphasis has
been placed on breaking hard core rap
and dance talent. Besides L.L. Cool J and
Public Enemy, many of Def Jam's artists
distributed by the Sony Group in Japan
have been treated with benign neglect

Nevertheless, Sony's new attitude
toward promoting dance and rap music
has gradually started to be put into affect
with the release of their new compitation
disc entitled Kiss My Thang. All of the
music on the disc was carefully selected
by Japan's No. 1 funk star, Sony's T
Kubota,. and the reaction to the disc has
been phenomenal. As a result, Kubota
has given extensive interviews with
several of Japan's leading and most
widely read entertainment publications,
allowing him to share with millions of
young readers his recommendations of
pivotal black discs spanning from the
beginning of the funk era in the early
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‘70s. to the new sounds of the '90s,
ending with hip-hop and new jack swing

These nationally syndicated interviews
with Kubota have not only served as
excellent publicity for Sony's new and
old black catalogues, but has awakened
Japanese consumers to a whole new
world of black groups who at one time

Aretha Frankhn

were on the cutting edge of black music
in America. Some of his picks from the
‘70s and '80s to get favorable mention
were LTD's “Love Magic. " Graham Central
Station's “My Radio Sure Sounds Good
To Me, “ Jennifer Holiday's “Fee/ My Soul.”
Zapp's “Wonder Zapp Land, "Major Harvis’
"My Way. " Cameo’'s “She’s Strange” and
greatest hits collections by Harold Melvin
and the Blue Notes, Isley Brothers, Marvin
Gaye and Donny Hathaway

For the ‘90s, he chose recent releases
by Guy. Al B. Sure!, Alyson Williams, Digital
Underground, Keith Sweat, The Whispers,
The Time and George Duke. Besides that,
Kubota was recently asked to host an
overseas program about the roots of
black music which took him to various
parts of Africa, Brazil and the United
States in an attempt to understand the
link between blues, jazz and soul, as they
relate to other ethnic genres. It is
expected to receive a wide audience of
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viewers due to the overwhelming
popularity that Kubota 1s experiencing at
the moment. As Kubota takes on his new
role as the new ambassador and
advocate for black contemporary music
in Japan, the Sony Group is thinking up
new ways to use him for pushing their
dance and rap music over the top
One project that is
being considered in the
near future is a high-
powered rap video using
Kubota as narrator and
featuring some of Def
Jam’s most exciting
rappers. Since rap is still
in its infancy here, the
video would be made on
the basis of entertaining
and educating Japan’'srap
fans at the same time. One
possible title that may get
used is “Everything You
Wanted to Know About
Rap. But Were Afraid To
Ask...”". Some rappers
who could get a chance
to make a debut in the
video made specifically
for the Japanese market
are The Afro’s, The Black
Flames, EPMD. 3rd Bass.
Terminator X, Nikki D. and
No Face With Japan's
penchant for innovative
marketing, the video
would come equipped
with a portable dictionary
of rap terminology. a CD with singles
from each of the featured rapper’s latest
releases and special rap paraphernalia.
which would include caps. chains,
medallions and T-shirts
If Sony leads the way. domestically
released rap videos will get industry-
wide support instantaneously. Other
major videos will get the Sony Group to
support the music through the music TV
channel which comes under the auspice
of Japan Satellite Broadcasting's new
national cable network better known as
Wowow (World Entertainment). One of
the highlights of Sony’s new channel will
be a 120-minute nonstop broadcast of
M.C. Hammer's videos and per-
formances. Why not Sony's rap stars?
Since they are not as popular in Japan
yet, Sony is trying to lure subscribers to
the cable network with programming
they know will win. After gaining a solid
continued from page 107
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’AMES ALEXANDER .o :nueo from page 14

qualified to work that day-
part. both style-wise and
from an experience point of
view. When 1t comes to DJs
in general, | choose jocks
who have a good personality
and possess their own per
sonal style. That translates
into effective, succinct com-
munication without long-
windedness

Discussing the long-time

feud between proponents of
personality radio versus
“programmed” music. Alex-
ander says he's in favor of
allowing jocks the opportun-
Ity to incorporate their own
unigue qualities into their air
shifts. "I come from the old
school of radio. | favor DJs
having their say. But | don't
believe a DJ should ramble
when on the air Instead. |

continued on page 108

BR"'SH l"VASlO" continued from page 104

good time. The British
audiences are t00 laid back
Back home you get people
jumping on each other, they
get so hyped by the sound.
They fight more and they
carry more guns, which isn’t
necessarily a good thing. but
they do have a good time.”
Gang Starr, soontorelease
a new single “Lovesick”, will
tour Britain extensively next
month. DJ Premiere and

rapper G.U.R.U. are hoping
British crowds won't hold
back this time around

“The only thing that stops
a good show from being a
great show 1s a bad bouncer
or some other guy who wants
to throw his weight around
and make sure nobody has
a good time. We're looking
forward to the tour, but | hope
the British fans aren't afraid
to loosen up a httle.” 3]€

FAR EAST continued from page 106

cross-section of viewers,
there 1s no doubt that Sony's
rap artists will get the long
overdue exposure they
deserve.

Other marketing gimmicks
expected to be manipulated
by Sony to sell dance music
will be the new pact made
with Coca-Cola, whereby 5.6
million miniature compact
audio discs will be given
away with six and 12-packs
of Coca-Cola beverages.
Since Sony will provide all of
the music for the CDs from
19 Sony artists—they will
have the opportunity of
catering to music fans of all
ages and backgrounds
Depending on the success of
the venture here and in the
United States, a CD featuring
rap music for rap fans will be
a strong possibility. With
future plans to develop new
CD software dubbed CD |
(compact disc interactive)
that will be able toreproduce
sound and visual images for
new space age technology
like the music book, the Sony
Group can be expected to be
in the forefront of marketing
black music in Japan for the
remainder of the 1990s. In
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regard to reissues of soul
music from the 1950s to
1970s, Japan’'s Atlantic/
Atco label 1s churning out
black gems at an incredible
pace, gaining them lots of
accolades from other
affilates in S.E. Asia, who
have requested to import the
discs directly from Japan
Numerous classic record-
ings of Aretha Franklin, Otis
Redding, Solomon Burke,
Wilson Pickett, Percy Sledge.
Clarence Carter, The Spinners
and Blue Magic have been
given ample coverage by
speclalty magazines, and
various music stores have
given the product high
visibility. For jazz, there has
simply been no better time to
market reissues as a result of
the jazz club boom occurring
throughout Tokyo. Besides
the comprehensive scope of
publicity that both the Swing
and Jazz Life magazines have
been able to give up to now,
various jazz labels such as
King and Alfa Records can be
Jjust as effective. All in all,
1991 will see more com-
panies taking black music
directly to the people. 3R€
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SURV|VAL 'I'AC'I'ICS continued from page 98

relationships with people
you know but rarely make
time to really talk to. Keep in
mind that this business is
tightly knmit and that word
gets around. So keep your
negative opinions about
other people in the business
to yourself, you never know
who's friend is listening
One final note to all you
men and women who loved
ressing to the nines with four
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inch pumps and your best
pair of Ballys: If you're going
on the boat ride and plan on
walking 1n the parade to the
dock, wear something com-
fortable. The parade on the
way up and march back from
the boat s murderous on the
bunions and your dogs will
let you know about it the
whole way if you're wearing
the wrong shoes. 3RE
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’AMES ALEXANDER continued from page 107

want people who are perso-
nable. And being personable
leads to personality. Eve-
ryone 1s different and | want
them to express themselves
when they broadcast.”

True to his belief that main-
taining a smooth running
organization calls for people
who know and understand
their roles, Alexander says
that to maintain an edge over
the competition, he keeps his
own “house” clean. "We
work hard to keep the station
the best it can be. We con-

duct plenty of research to
know what 1t i1s our listeners
enjoy hearing. We run the
best promotions we can; we
air items 1n the news that are
the most pertinent to our
listeners.

“"From the administrative
people who keep the station
running effectively to the DJs
who go on the air to provide
the very best in entertain-
ment possible, we all do the
very best we can and let our
broadcasting speak for
itself ” 39

CARI. H. DAVIS continued from page 14

“The main reason why |
began that label 1s because
Chicago had a very rich
heritage musically, but it was
slowly disappearing because
the major recording labels
that had been based here
moved to either New York or
Los Angeles | felt that in
order to keep some of that
heritage here, | should create
a label here in the city.”

Because of this rationale,
Davis ended up helping
hundreds of musicians who
had been out of work be-

RAY HARR'S continued from page 15

where he was made presi-
dent of black music. Three
years later, in 1985, Harns
left Solar to form his own
production company. It was
during his stint at Avant
Garde Management in 1988
that he accepted the position
of vp. mktg/promo. black
music, Warner. Two vyears
later he added sr. vp stripes

"Working in this business
is never boring,” says Harris
“There are so many facets of
the business that are chal-
lenging. | am particularly
interested 1in preserving our
black music heritage through
the proper instruction of the
younger people coming
through the ranks. ‘Each one
teach one’ 1s a philosophy |

encourage everyone In the
business to follow. It's impor-
tant we all do whatever we
cantocontinueto push black
music forward. To do that, we
must encourage our young
people to remember their
roots. They must know who
the earlier programmers and
executives are and under-
stand their way of doing
things in order for our her-
itage to continue to thrive
“We must also understand
that black music ts more than
justrap and ballads and funk.
There i1s a tremendous diver-
sity that exists within the
black music genre. and we
must do everything that is
possible for all of our music
to receive its fair share of

exposure. Black radio has the
awesome task of trying to
accommodate these various
types of music. but there are
Jjust so many types that the
task, at times, seems over-
whelming. But we must
remember that black music
1s also general market music
The No. 1 and/or No.2 radio
stations 1in numerous major
markets are Black (music)
formatted stations, so that
confirms that the music has
a general market appeal.

“I'm an advocate of our
music culture, and it's impor-
tant to learn how to connect
our past and present so that
we may successfully mold
our future.” 3E

cause of the major label
exodus. "l just did my part.”
he comments The ‘part’ he
did endeared him to many
music people In the busi-
ness. Davis has grown In
respect for his dedication to
the craft of producing quahty
recordings, while remaining
in Chicago

For Dawvis, though, 1t's
more than just keeping the
music in Chicago that helps
him maintain that same
enthusiasm he brought into
the industry. "Maintaining
your perspective regarding
the business of music from
a heritage standpoint is very
important to me. It's good for
the black music industry to
reach back and remember
those in the past who have
been instrumental in bring-
Ing us as far as we've come
today

"I 'am a person who
remembers. And | try to do
everything | can to preserve
our black musical heritage
and move forward the 1deals
that have taken black music
as far as 1t 1s today. Everyone
has dreams. But to make
those dreams a reality takes
dedication and belief 1n what
you're doing. | believe in
black music and I'm sure it
will continue to thrive, just as
we have as a people.” 3RE

CATHERINE L. HUGHES continued from page 15

fiscal management and inge-
nious marketing strategy
That strategy paid off be-
cause by the time she left the
station, she helped catapult
the station from the No. 28
position, when she arrived. to
one of the top three stations
In the city

From WHUR, Hughes
became vp and gm of WYCB,
also in Washington. Because
of the station’s legal prob-
lems, the station had been off
the air for 12 years. Never-
theless. she relished the
challenge of building the
station over “from scratch.”
To do it, she developed the
concept for the station which
1S now known as contempor-
ary gospel radio. She re-
mained there until she
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departed to buy her own
station.

Today. Hughes regards her
position as one of a van-
guard, ever trying to maintain
and promote the welfare of
black radio. One of the ways
her station does this is by
programming prominent
black historic recording
artists. “Certain artists must
always be remembered for
the tremendous contribu-
tions they've made in our
music. As such, we have a
whole classification of music
that 1s continuously rotated
INto our regular program-
ming. Some of the artists we
always make sure are played
include James Brown,
Quincy Jones, Aretha Frank-
lin, Jackie Wilson, Sam

Cooke and Otis Redding.”

While this list i1s by no
means exclusive (there are
numerous others). it conveys
the dedication Hughes and
her station have with regard
to the preservation of black
music. “We have a tradition
to uphold and | feel we have
a mandate to see to it that
the music continues to get
the respect it deserves.

“"We play classic black
music and have the best
variety in oldies and hits.”
Hughes says her station is
able to play music from all
genres of black music and
still win in the ratings game
because of the station’s care-
ful research and special
attention paid to the actual
music played.
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"We're able to maintain a
high level of profitability
because we play music
according to artist, as
opposed to music. Any song
we play has to have a great
deal of potential before we
consider it.” That “specialty
programming” has paid off
since the station has consist-
ently brought in respectable
numbers.

In terms of future chal-
lenges. Hughes says there
are numerous goals in the
works. “I'm currently hosting
my own television talk show:;
that's in addition to my reg-
ular radio morning talk show.
I'm also working toward
increasing the number of
combo stations | own.” 3E

=0 ~(—



JO1 HUCKABY:

o1 Huckaby s
vp, business
affairs, Dick
Scott Entertain-
. . ment and Gen-
: 28 eral Entertain-
ment Management in New
York City. To her credit, she
has a law degree from
Harvard University in Cam-
bridge, MA, and has a deep
background in corporate
finance and entertainment
law. As such, you would think
of her as a highly intelligent,
no-nonsense woman

But beneath the seemingly
stern exterior of Huckaby
exists a woman who passion-
ately embraces all forms of
art, from painting, to music,
to film. Quite a contrast from
the usually cool and logical
environment that surrounds
most attorneys. However,
since Huckaby also possess-
es a Bachelor of Arts degree
In art history and her extra
curricular 1nterests include
art, film and dance, a more
accurate picture begins to
develop of this Houston
native

“I consider myself a well
rounded person,” says
Huckaby. "Of course my
position with the company
puts me in the position of
having to be highly disci-
plined during office hours
"When I'm on my own time,
1 find myself involved in more
creative endeavors.”

Though accuracy and logic
are staples in her world of
law, Huckaby sees herself as
being fortunate to be working
in an industry where there s
so much creativity and
artistry to pull from. "Actually,
| get the opportunity to be
creative much more than you
might think. Working with
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Maurice Starr and Dick Scott
offers me chances to work
closely with recording artists
as well as business people
from numerous aspects of
the entertainment business
such as public relations,
video and film, and recording
labels and artist manage-
ment.”

Huckaby originally wanted
to earn a Ph.D. in art history,
but chose law instead. "It was
a difficult decision, but one
that was in my best interest
at the tme.” After finishing
law school. Huckaby entered
the corporate law sector,
working for Cahill, Gordon &
Reindel in New York City
Threeyears later, she focused
on entertainment law, taking
a position with the law firm
Beldock, Levine & Hoffman,
also in the Big Apple

Gaining key experience in
the legal field as it relates to
entertainment, Huckaby met
Scott in 1987. “I met him

during work that | was doing
on an account,” she says. “l
worked with his lawyer on a
particular project and as a
result developed a strong
working rapport, which
blossomed into a job offer.”

Huckaby regards her posi-
tion at the companies as quite
challenging and very de
manding. "My job ts to act as
legal council, negotiate
agreements and review con-
tracts. | also trouble-shoot
problems to ensure smooth
operations.”

“Because my position is
multi-faceted, | find myself
faced with multiple tasks that
need to be accomplished
immediately. I'm 200 percent
swamped 100 percent of the
time. Everything has to be
done right now,” she says

Time management is per-
haps the most difficult aspect
of her job, Huckaby says
“Managing my time s diffi-
cult because | work on so

By J.R. Reynolds
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many different types of
things. But the gratifying
thing about it all is at the end
of the day. when | can step
back and take a look. | really
know that | accomplished
something that day.”

Since Huckaby has settled
into her niche, she has quietly
moved forward with her other
career goals in the business
“Some of my goals are to help
develop film and television
projects. In addition, | am vp
of the board of directors for
Women Make Movies, a not-
for-profit group that exists to
promote the various career
aspects of women in film.”

Armed with the strong
background she gained from
school and key experience
she’s acquiring through her
work with Starr and Scott, Joi
Huckaby i1s preparing to take
on the entertainment world
with a vengeance that should
propel her high into the ranks
of this industry’s best. 3I€
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"Ivory’s Notes

By Steven lvory

Marketmg It All Begins With The Act

Jesse Johnson

When guitarist Jesse Johnson's
domestic woes with his wife made
headlines recently, both Johnson's
industry peers and some of his most
ardent fans responded in like fashion
they didn’'t even know he had a wife
Johnson, who had been attached since
the heyday of The Time—when he was
the group’s ladies man—invoked
marketing savvy at its most basic level—
like many entertainers considered sex
symbols by their adoring public, he kept
his relationship out of the spothght and
to himself

It's called marketing

However basic, in the music industry,
that's what marketing
iIs—establishing a
product or image and
then (hopefully) taste-
fully exploiting 1it. It's
been proven time and
again over the years;
acts that have anything
going for them also
have, perhaps unwit-
tingly, a zest for
marketing their desired
image.

It may be as simple
as an artist refusing to
have his picture taken
while holding a cigar-
ette, when in reality
they may puff a pack a
day. or not being seen
drinking alcohol In
public. Indeed, today's
young acts have taken
lessons from the
veterans and are
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learning how to market themselves
to their target audiences. The only
thing wrong with Bell Biv Devoe's
street style, which successfully
separated the trio from the supper
club look of New Edition, 1s that the
group has discussed its engin-
eering in the press. A marketed
image should appear as second
nature. And Michael Bivins’
imageering of kid group Another
Bad Creation, the act signed to his
production company which he co-
manages, was right on the money
from day one

For many of the veterans, you
couldn’t separate the public
persona from who they were
privately. The public attitude and
garb of Sly Stone and Jimi Hendrix
reflected their musical craft to the point
that you often wondered which came
first—the clothes or the lifestyle. It's quite
hard to imagine a perplexed Hendrix
surrounded by make-up, hair and
wardrobe personnel, hovering about to
assure that his crushed velvet bell
bottoms work with the pattern in his tie-
dyed shirt.

Record companies can be proficient
at marketing product and style, but In
most cases the project comes off best
when the seed comes from the act itself
For example, his confidants know him
as one who certainly loves good
conversation and laughter, but Prince

Prince

Bl OACiK ROAD1I0O EDCCL LSS IW E

created interest in his work by marketing
himself as an eccentric weirdo. (He was
obviously onto this years before
stardom; photos accompanying local
Minneapolis newspaper articles about
the town’'s then-teenaged musical whiz
featured The Kid sporting that same
somber scowl.) Those who have met
Prince have often been disappointed that
he wasn’t, well, more strange.

Jimi Hendrix

There exists a certain skill to marketing
personality. If the image doesn’t truly
reflect the act to some extent, then it s
bound to come off hokey. How many
times have we seen a female star in wigs
and gowns that don't suit her or the so-
called “street” act attempting to hive up
to a manufactured bravado? On the other
hand, if an artist's personality is even
generally appealing in private, chances
are good that a larger-than-life version
of it will go over well with the public
Aside from his music—or, directly
complimenting 1t—it was Lionel Richie’s
“good ol" boy” persona which sold
crossover audiences on him. When
songwriter/producer Kenny Edmonds
speaks of his career as Babyface, the
recording artist, it's often as if he is
discussing someone else. Edmonds 1s
‘Face: he is reserved, shy and disarming.
However, Babyface fans never see the
shrewd businessman that Edmonds
surely has to be when he and partner
L.A. Reid make decisions.

in marketing, the hook is ever-
important. As rapper Kwame recently
said on a BET talk show, “You can't just
come out with something that has no
meaning to it.” He said this after dutifully

continued on page 111
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tions. Thisis one of the more
contemporary attempts to
recycle black doliars and
maintain good relations in
the black community.
Advertisers will have their
work even further cut out as
they take on new commun-
ication technology. The
equipment, organizational
structures, and social values
by which individuals collect,
process and exchange infor-
mation has already been
advanced through fax
machines, voice mail, and
computer bulletin boards
Not only will there be greater
interactivity—the degree to
which participants in a com-
munication process have
control over roles in their

mutual discourse—but there
will also be increased levels
of demassification and
higher levels of asynchronic-
ity. This will allow advertisers
to reach larger audiences at
times more convenient to
users, so as not to require
participants to usecommun-
ication systems simultan-
eously

As minorities become
increasingly aware of the
roles they play in the corpo-
rate game, one can only
wonder if there will be
increased attempts by
minority-owned businesses
to successfully target white
audiences in what has tradi-
tionally been a one-sided
1ISsue. 3E
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continued from page 110

explaining that, of his trade-
marked polka-dot garb, the
white dots symbolize white

Earth, Wind & Fire

people in South Africa,
surrounded by the black

DADDY Il ROY continued from page 46

promotion or airplay in the
U.S.. the music somehow
made its way into the
consciousness of American
music fans. More than likely,
the records were carried In
some Jamacian’'s suitcase
into New York and played in
the neighborhoods there.

Fatefully enough, when he
left home in '71, he went to
New York for some club
dates. The response was
fantastic and the rhythms
and the rap of Jamaica left
a mark on the young per-
formers in the city.

After going back to Ja-
maica briefly, U Roy was on
his way to places like The
Cayman Islands; Freeport,
Bahamas, London and
France. U Roy admits, I
loved all the places | was
going. But, mon, I truly loved

=||=

London. The people there
were so good to me. They
really understood and
enjoyed my music. | can still
remember how good it made
me feel for them to appre-
ciate me.”

His continued recording
and touring has made U Roy
popular and as he spreads
the reggae beatand message
all over the world. Like most
reggae artists, he's recorded
on labels large and small.
During the '80s, he recorded
seven albums on the Virgin
Record label in England,
which accounts for millions
of units, including the smash
single "Natty Rebel.”

He's a staple on the Sun-
splash tours. In 1990 U Roy
toured Japan, England,
Europe, Canada and the
Caribbean performing on the

Sunsplash USA tour

In this same year, Balance
Records released the single
“Keep On Learning” to good
response. But the turn of fate
which generated another
level of awareness of U Roy
was the use of "Wear You To
The Ball” as the title track for
the movie “Men At Work.”

This '"grandfather’ of
reggae ts not sitting in a
rocking chair, reminicing
over past successes, how-
ever. So far this year, U Roy
has been in the studio
working on new matenal,
and plans are in the works
for another tour that will take
him to Los Angeles, Miami
and again to Europe. He
smiles as.he reveals these
plans. “I will never stop
making music, it's what [ live
for. It's my life force.” 3RE
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background, which repre-
sents the country’s black
majority. Whatever you say,
Kwame

However, one of the
greatest marketing/imageer-
ing plans in black music will
forever belong to song-
writer/producer/band
leader Maurice White, who
successfully marketed Earth,
Wind & Fire as what can only
be referred to as the first
R&B/funk New Age band. In
the '70s, EW&F was ahead of
its time with their majestic,
often Afro-centric uniforms,
which coincided with the
band’s musical message of
spiritual awareness and love
of mankind. Legendary was
the EW&F regimen—yoga,
vegetarianism and the avid
exploration of world religion,
though some EW&F mem-
bers preferred conventional
Christianity to pyramid power
and a good steak to soy-
beans. No matter; to this day,
EW&F is revered as the
musical guardian of universal
good. Del Monte or Kraft
couldn’t have engineered a
more effective campaign. 36
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"Mipwest Report

By Jerome Simmons

Marketing The Company Before The Act

Marketing 1s a word
thrown around in the record
business that, for the most
part, cannot be correctly
defined. Most will say that it
Is a combination of sales,
promotion, and advertising.
To the true marketer,
marketing 1s a concept of
research more than that of
sales and promotions

The true idea of marketing
starts with the customer. It
should gear all efforts to
giving the customer what
they want. A good marketing
plan takes months and
sometimes years to perfect,
before it is introduced to the
public.

In the case of the record
industry, true marketing
happens after the promotion
and sales. Marketing can
result in a record that lasts
ayear, as compared to a hot,
two-month hit. For many
records, by the time a
marketing plan is developed
the record is over.

Motown Records was the
only company to have a plan
for a record before it was
conceived, regardless of
whether 1t was a hit or not.
They marketed the company
and then the artist.

In the eyes of the public
the company was bigger
than the acts. When the
names of the Supremes.
Temptations, Jackson 5,
etc., were mentioned, the
company was usually men-
tioned first. This shrewd
concept made the artist
totally dependent on the
company regardless of the
amount of success attained
by the artist. Motown
Records was the first
recording company to sell
the company to the general
public over the artist

When a piece of product
was released with the
Motown name attached, 1t
was like having the blessing
of God. The name was so
strong. that many radio
stations would play the
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product simply because of
the company name. The
name Motown was magic in
record stores and dominated
their windows and walls
When purchasing a Mo-
town product, such as a new
Miracles album, you were
introduced to at least five
other artist, via the album
jacket and record shucks

B L oOC ROl O

Not only was a consumer ex-
posed to other artists, but
the jackets and record
shucks also were selling
other Motown catalog
entries. Temptations posters
advertised the Four Tops,
Shorty Long and Jr. Walker
A new Motown poster
meant sales forcatalogand
other new releases.

EXCLUuUISsSIwvE

With the advent of CDs
containing every recording a
company can get its hands
on, there is little marketing
of the old with the new

The best kept secret in the
record industry i1s the avail-
ability of old records. Market
the company, market the
product. 3RE
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NTRO...

DAMIAN DAME

amian Dame is
the premiere act
torecord on the
new LaFace
label. They are a
product of their
own creative talents, mixed
with the splendid production
skills, wisdom and guidance
of Antonio Reid and Kenneth
Edmonds (L.A. & Babyface).
Deah Dame and Damian say
they're excited to represent
the Atlanta-based label as
thetr flagship act. of sorts

Damian says he's comfort-
able about the duo’s role in
history with regard to the
pioneering tabel. “It's a
wonderful feeling to be a part
of such a class act as LaFace
Records.” he says. “Everyone
over here s very professional
It's a class operation.”

Deah agrees. “Damian and
Ithink the opportunity to work
with LA and Face is one of
the greatest challenges to
befall a new act, she says
“"The amount of energy and
creativity they have creates
an incredible environment in
which to work.”

Explaining how Damtan
Dame came together,
Damian explains that it was
just one of those “love at first
sight” (sound) kind of things
"l was listening to one of my
producer-friend’s music one
day and Deah’s voice was on
the track. | asked him. ‘Who
is that?” Right then and there,
| knew | wanted to work with
her.”

Describing the work
relationship the two have
together and working n
Atlanta, Deah says. "We have
a good working rapport with
each other. Working in

PAGE 114 / APRIL 12, 1991

Atlanta as opposed to
Los Angeles or New
York was a good exper-
ience for us. We're kind
of set apart from things
here in Georgia and |
think 1t helps keep you
focused on what you're
doing.”

Discussing the pro-
Jject itself, Damian says
that while it's true he
and Deah were working
with two of the hottest
production teams in
music today, there
were no problems
“They're like home-
boys.” he says. “It's so
easy to work with them
And the really good
thing about it all is that
they gave us a lot of
room, creatively. We
got to make a lot of
decisions on our own
and we were really glad
for that.”

“"Working with L.A
and Face was unbelievable.”
adds Deah. "They were so
helpful, and really know the
business side of the music

The first single to be re
leased from their self-titled
album s called “Exclusivity.”
The song offers a nice hook
and has a poppin’ R&B/funk-
type beat. The tune is topped
off by some rap vocals that
give this song even more
appeal. "We're definitely not
your ordinary recording act.”
explains Deah. "We're into
making our mark in music
and this song s a fine repre-
sentation of what we're
about.” .

Other hot cuts from the
album include “Gotta Learn
My Rhythm.,” a happenin’

groove that features the
sliding notes of an accordion
(you won't believe the incred-
ibly funky sound). giving the
piece a unique flavor

“Virgin Island” is a soft
ballad that has very emo-
tional lyrics and an easy
sound to it, demonstrating
the ability of the group to
change gears at will. “Whack
It On Me” has a funky rap
flavor with an infectious, fluid
beat that won't quit. “Don’t
Remind Me™ has a heavy but
cool cadence that urges the
listener to rock to its urban
vibes

A native of Houston, but
raised in Northern California,
Deah says music has been a
part of her throughout her

By J. R. Reynolds

life. Damian hails from Battle
Creek, MI, and says he was
doing music gigs profes-
sionally when he was only
16. Together the two
embody Damian Dame. a
recording act that banks on
its ability to create
tnnovative sounds designed
to engage and delight the
ears of everyone who listens.

“It all boils down to
closing the gap that's
between our black brothers
and sisters,” says Damian,
explaining their musica
purpose. “With our music,
we hope to help present a
foundation where we'll all be
able to come together as
one and continue our proud
black heritage.”S]€E
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professional audience This 1s basically a give and tive programming concepts students the opportunity to

measurement in radio. How-
ever, the most interesting of
all the panels 1s one that
covers the new concept of
digital radio broadcasting
This new concept—still
the talking stages in the
U.S.—is currently being
tested 1in Europe. While In
the current age of digially
mastered recording and
DAT, this seems to be the
beginning of things to come
in the future of broadcast
ing.”

Jelks and BCR sponsored
a tour of CNN Center In
Atlanta nearly three years
ago. In comphance with
many delegates who wvisited
then, Jelks has announced
that BCR will sponsor a tour
of the center for this year's
conference. Jelks went on to
describe some other sche-
duled conference events
“One of Saturday's events
will feature what's called the
Creative Problem Solving &
Brainstorming Workshop

take. one-on-one discussion
between students in the way
of airing out problems or
certain obstacles they may
have in common.”

Another special event
includes a video presenta-
tion called "Minorities In
Journalism: Making a Differ-
ence.” This video features
established black journalists
discussing many of the ins
and outs of the business as
they pertain to minority jour-
nalists. With the hikes of such
industry professionals as Ed
Bradley of "60 Minutes” and
public television’s Charlayne
Hunter-Gault, the video 1s
geared to spark interest n
journalism behind the
scenes as well as in front of
the camera

BCR also offers an awards
dinner that will include an
award presented to the sta-
tion of the year. This will be
awarded to the station most
influential In the areas of
community service and crea-
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Continuing on, Jelks offered
the remaining list of awards
scheduled to be presented
“"We will be presenting
awards for most popular/
established artist: male. duo
or group; best new artist
male and female; and most
popular gospel artist or
group. The awards are usu-
ally accepted by record label
representatives on behalf of
the artist selected.” Keynote
speakers to be featured dur-
ing the awards presentation
include Al Bell. pres.. Bell-
mark Records n Los
Angeles. and Jamie Brown.
publisher of Sister 2 Sister
magazine based in Washing-
ton.D.C

While discussing some of
the ways BCR has helped
young black college broad-
casters. Jelks offered. "In our
13 years of existence, our or-
ganization has given young
black broadcasting students
many opportunities. We've
been successful in affording
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get extensive input from
industry professionals. Sta-
tion owners, gms, sales
executives, and even record
producers have devoted
time to extending their
knowledge and professional
experience in the industry
Students are also able to
network with one another as
well. Allin all, BCR is the only
organization of its kind.”

On a final note Jelks was
asked if he thought black
college radio 1n general
could ever compete with
commercial stations in major
markets. “The two are pro-
grammed so differently, |
don’t think they could ever
compare to one another
Major market stations are
programmed strictly for high
ratings and high dollars. On
the other hand. black college
radio 1s. for the most part.
alternatively designed to
educate and entertain.” 3
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"Canapian Report

By Norman Richmond

Black Music: Not Spanning The Miles

Marketing black music in Canada 1s
an arduous task. While Canada 1s the
second largest country on earth in size,
it's population 1s only 25 million. This
presents complications because
Canada’s major cities, Toronto,
Montreal, Vancover. Halifax etc. are
hundreds of miles apart. This
makes 1t difficult for small
independent artists to distribute
their records and to tour the
nation

BRE spoke to managers,
record company executives and
artists about how they go about
marketing black music 1n
Canada. The rapper Maestro
Fresh-Wes 1s without a doubt the
hottest artist in Canada at the
moment. His album Symphony
in Effect has gone platinum In
Canada, his videos have won
awards and he has toured with
M.C. Hammer, Public Enemy and
other giants i1n the hip-hop
world

Fresh-Wes’ label in Canada 1s
A&M/Attic. He 1s managed by
Full Flex Management and
Productions, a company headed
by a gentleman who prefers to be called
Farley Flex. Full Flex Management also
looks after the affairs of hip-hoppers like
MC Kish, D-Shan, Prophet Z. hip-house
artist Landlord, and R & B vocalists like
Thando Hyman, Thyron Lee White and
Kerwyn Rolle.

Flex helped mastermind Fresh-Wes'’
rise to fame in Canada. He talked about
how he went about marketing Fresh-
Wes" music. Says Flex, "We were on a
U.S. label (LMR). Initially, when the
record wasreleased. Iwas having copies
shipped up here from New York City. |
was distributing them on the street. |
gave a couple of copies to Starsound,
(a local retailer) and they started
importing them and getting them out to
the DJs. They broke a lot of ground for
us

“"We hit all the street stores first. We
hit Carnival Records (alocal retailer) and
a lot of the black-owned stores. | firmly
believe that in Canada you have to break
black music on the street because of the
lack of commercial radio. It was more
of a problem two years ago when | was
trying to break Maestro. Today radio
stations like CFTR are jumping onto
black music

"What that did was to create an instant

buzz on the single 'Let Your Backbone
Shde.” We also did a lot of interviews
with community radio stations, like
CKLN-FM and CIUT-FM. We did all the
black and hip-hop shows. We even did
a lot of the Caribbean shows. Black
people jump on new things quicker than

Records and Robles spoke about how
these three acts are being marketed in
Canada

Says Robles, "We try to get as much
publicity as we can by press. Next, we
take the 12-inch singles to the record
pools. From there we go to radio and

a lot of others. The communication lines
are so quick., when something new
comes out everybody hears about it
within 24 hours, 1t seems. | used the
street approach with all my acts,
because the street people are the best
critics you're going to find.”

Capitol Records, Canada, is the first
and only label here to create a black
music department. Ron Raobles is the
black/urban/dance product manager
for the label. Spunkadelic. Simply
Majestic. featuring B. Kool, MCJ and
Cool G. are handled by Robles.

Spunkadelic, who recently performed
on the television show the “Party
Machine” is signed to SBK Records in
the United States. The Canadian based
duet Ali. and her partner-in-rhyme Ray,
have a new album called Spunk-Junk
SBK Records decided to introduce
Spunkadelic via the “Teenage Mutant
Ninja Turtles” motion picture sound-
track. The group contributed to
“9.95," a sinewy song written by Dan
Hartman.

Simply Majestic, featuring B. Kool,
recently won a Juno Award for their
single “Dance to the Music (Work Your
Body)". MCJ and Cool G. have an album
on Capitol entitled So Listen. Capitol
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Spunkadelic

promote it as much as we can.” Robles
makes a point that Toronto needs a 24-
hour-a-day radio station that programs
black. dance and hip-hop music. He
feels that this is the key element
missing In marketing black music in
this country

One of the creative ways Capitol has
marketed MCJ and Cool G. was by what
they call a mall tour. MCJ and Cool G.
travelled to shopping malls in Toronto,
Montreal. Halifax and other Canadian
centerstosignautographs and perform
a short set. This method has worked
sowell for MCJ and Cool G. that Capitol
1s planning a similar tour for the group
Spunkadelic

Jay W. McGee is about to have his third
album, Turn It Up. on the independent
label Quantum. McGee's tast album
Survivor was a turntable hit in Canada
Out of nine songs on his Survivor album
he received substantial airplay on eight
of them. His major problem, however,
was that his album wasn’t in the stores
to capitalize on the airplay. He says that
this time around he plans to work the
Toronto and Ontario market through a
different independent distributor until he
can get a deal with a major record label,
thus reaching a broader audience. 3R€
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"GospEL

By Tim Smith

The Same Message, A Changing Marketplace

In your wildest dreams could
you ever visualize such legend-
ary gospel music figures as Dr.
Thomas Dorsey, the Father of
Gospel Music, with Sallie Martin
and the Sallie Martin Singers
appearing on Don Cornelius’
“Soul Train”? Donnie Simpson
showing video clips of Mahalia
Jackson on BET's “Video Soul”;
Clara Ward and her singers
taking their flamboyant act to
the stage of the “Arsenio Hall
Show.”

As far fetched as it sounds,
gospel music today has
reached the level where 1it1s not
uncommon to see gospel artists
appearing on any of the afore-
mentioned TV shows

The marketing and promotion
of gospel recorded music has
changed drastically since its
infant stages, going back to the
'50s. Although they still exist in
some cases, gone are the days when
boxing up thousands of records and
shipping them to retail and radio was
the extent of marketing and promotion
The artistic change of the guard has
warranted a change in the business-as-
usual stance taken by a majority of the
labels representing gospel music
Artists, from the “Father of Contempor-
ary Gospel Music,” Andrae Crouch, to
today’'s trendsetters, the Winans, BeBe
and CeCe Winans, Take 6, Al Green,
Deniece Williams, etc., have demanded
a change in how gospel music is
marketed through the progressive
nature of their music and the
mainstream audience 1t has begun to
penetrate

Today, gospel record companies have
had to keep pace with secular music
giants (Warner Brothers and PolyGram,
for example). who have entered into the
gospel music arena by creating gospel
divisions. Because of this, gospel
companies have had to formulate
marketing and promotion departments
similar to those of their big brothers and
sisters In order to assist in developing
careers as well as creating strategies
geared towards getting the total mileage
from each piece of recorded product.

These changes have seen labels
employ knowledgeable, energetic,
innovative Afro-American business
professionals not afraid to challenge
and break through the stereotypes that

||E

Al Green

have long hindered the growth of gospel
music. Vicki Mack Lataillaude and Denise
Marcia, Sparrow Records; Robert Butler,
Teresa Hairston, and Vikki Lewis, Benson
Records; Frank Williams, Jerry Mannery.
Roy Wooten. Rick Simone. Malaco
Records; Milton Biggham, Savoy; Butch
McGhee, MSSG Records; Raina Bundy,
Lection/Polygram; M‘ynon Lewis, Light
Records. Juandolyhn Stokes. AIR:
Demetrius Alexander, Warner/Alliance
Records; Kevin Evans, A&M Records;
James Bullard, Joyce Logan, Word
Records. Bryant Scott, Steven
Lamont, Tyscot Records; Ben Tankard,
Tribute/Diadem Records; Al Bell, Debra
Walker, Bellmark Records; Tayna Harris,
Sharon Sadler, TM Records; as well as
independent entrepreneurs such as
Vernice Watson, Prestige: Rev. Sam
Williams, NGE Production; Telisa Smith
and Dan Underwood. Glorybound
Promotions; along with countless
others, are part of the new structure
responsible for seeing that the barriers
that have long kept gospel music from
entering the mainstream are deterred

Contemporary and the newly baptized
creation, urban contemporary gospel
music, long considered by traditional
purists as nothing more than “warmed
over rhythm and blues with a quasi-
religious message,” have been the
vehicles instrumental in incorporating
these “new” marketing methods into the
message of gospel music

BLOACKK RADIO EXMCCLUL) S IV E

Marketing and promotion
departments have broken with
tradition, nstituting ground-
breaking marketing campaigns
targeted towards secular radio,
publications and television in
an undaunted effort to gain
mass appeal for gospel artists
and their music. It has met with
surprising success, as can be
witnessed by the appearance of
the Winans, Al Green, Tramaine
Hawkins, Shirley Caesar, Walt
Whitman and the Gospel Soul
Children, Tremora Parker and the
L.A. Cathedral Choir on such
mainstream programs as “Soul
Train,” the “"Arsenio Hall Show.”
and the recently aired program
hosted by Patti LaBelle “Going
Home To Gospel.”

Although purists have long
stood against gospel artists
treading into the pastures of the
secular world, broadening the
gospel horizon has also been beneficial
to traditional gospel music as well,
bringing greater awareness to the rich
heritage of both the musical style and
the artists that are rooted and grounded
in the traditional sound

Today, gospel music is big business
It i1s not just relegated to the confines
of church on Sunday morning. It has
moved from the church and the
traditional gospel sound, engulfing
many alternative and/or avant garde
styles of gospel expression: contempor-
ary, urban, jazz, pop, dance and rap

The musical base of gospel has
advanced from the basic organ and
drums to layers of electronic keyboards,
gospel artists have joined forces with
those of the secular genre to record and
produce gospe! music (Anita Baker,
Michael McDonald, Teddy Riley. Stevie
Wonder and Kenny G. joining the
Winans; Al B. Sure! with Al Green; CeCe
Winans with Phil Perry, etc.) and the
music today is being marketed for mass
appeal. Yet, through all of these physical
changes, the gospel-rooted message
has not changed. To remain gospel, the
message must always remain constant
and evident.

This message and music being
marketed to the masses 1S not only
gospel, but an intricate and important
segment of the Afro-American cultural
experience which we as a people should
hold in high esteem. 3R€
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Climate and geo-
graphy both have an
impact on how the
signs move through
the worlds of business
and love. You know
how rain on the roof
can inspire romance,
for instance Or that
some signs feel more at
ease in the city than in
the country. For this
conference issue. we
thought you'd iike to know how you. your
friends and collegues might fare in the
magic city of New Orleans. In April, there
might be some gentle rainfall and some
humidity—both these things and the pull
of the Mighty Mississippt influence
behavior and perception. You might
want to take a look at the signs of the
people you are looking to do business
with, just to see how to proceed—not
to mention a peek at the loves who might
interest us.

ARIES (March 20-April 19)—During the
convention, natives of this sign will be
helped 100 percent by the position of
Jupiter. This means in business, Jupiter
chooses for Aries a relationship with a
Pisces man or Scorpio man—both of
these will be very profitable. You are
warned to stay away from Virgo, espe-
cially during the convention. Take note.
this iseven more important if the weather
is hotter than 60 degrees. Aries will do
more business here than almost anybody
else. But the Aries man will not make
any decistons on the spot. You will go
home and think about all you have heard
and discussed, but will give all the
answers after the convention is over
TAURUS (April 20-May 20)—You are
surrounded by the sexual desires of all
the other signs—particularly all the air
signs. Both the male and female Taurus
will be irresistible and will need to
concentrate seriously if you want to do
any business. Women of all the other
signs should try to avoid the Taurus man
because you can fall in love. dramati-
cally, and hewillonly be looking for some
convention romance. The heat drives the
Bull. You won't want to do much but look
through the French Quarter and in secret
places for secret activities

GEMINI (May 21-June 20)—You are
more serious than anybody right now
But if anybody wants to do business with
you, they'll have to seek you out. You
are going to be very selective at the
moment, and many—particularly you
women—will hide in your rooms. Neither
the male or female likes crowds. The men
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will have a lot of suc-
cess with Sag women
and Pisces men
CANCER (June 21-
July 22)}—If you know
any natives of this sign,
you might as well
resign vyourself to
being outside the
Moon Child's area of
interest this week. That
1S, uniess you too are
born a Cancer. Natives
of this sign are drawn together and stay
together like captives under a glass bell
dome. They can see and be seen, but
won't be touched.

LEO (July 23-Aug. 22)—The woman of
this sign is going to be completely crazy
Her fire and heat i1s fanned by the beat
of New Orleans. She’s all over the place
and you'll see her smiling face at every
party, every function, each panel. She
knows no strangers and every sign is
compatible this week. You Leo men, on
the other hand, must be very careful,
whether it be in business or with a sexual
partner. Don’t be made nervous by the
hot weather

VIRGO (Aug. 23-Sept. 22)—You women
are going to be very precise during this
time—very calm and serene. During all
the hustle and bustle of the conference-
goers, Virgo females will be like an island
of calm. Because of this, she'll attract
lots of attention from Sag men. She must
be very careful not to fall in love with
Taurus or Aries men. The Virgo man isn’t
calm. He'll be running around spreading
oil to all the women, pay no attention
to anything he says. If he finds time to
do any business, then and only then will
he get a bit serious

LIBRA (Sept. 23-Oct. 22)—Any of the
shows with Libra men on the bill are
guaranteed to be smashing successes.
This is his time to shine. On the business
side, Libras should take every moment
to make important deals and career
decisions this week. It's good that
business is good for the Libra man, this
iS a time when no romance is on the
horizon. The Libra woman is likely to be
found ordering room service and reading
magazines, too lazy to stir out of her
room. This is a period of do-nothingness
for this woman.

SCORPIO (Oct.23-Nov. 21)—The Scor-
pio woman can't afford to go out in the
hot weather. It drives them to be even
crazier than normal. Heat makes them
miserable and they make everyone
around them know it. Stay close to the
air conditioner, be calm and just look
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out the window at the
activities on the streets
below. Her opposite, the
Scorpio man, 1s going to
be very active and very
successful. He likes to
move In the hot weather
and he always has his
choice of sexual part-
ners. The Scorpio
woman must be careful
with Capricorn, Scorpio
and Sag men. Her
dilemma? To choose the right one from
the men who will find her, even if she hides
in the hotel

SAGITTARIUS(Nov. 22-Dec. 21)—This is
the week. You are going to be very active
and successful. You like the heat and rain,
nothing can rearrange the good mood you
feel now. Sag men can expect a lot of
attention right now, particularly from
Geminis and Virgos, but be careful of
Gemini men. You female Sags can look
to have great artistic and business success.
For once, you are not interested in love
or sex.

CAPRICORN (Dec. 22-Jan. 20)—You are
the woman of responsibility. If any of you
have secrets, the Capricorn woman is the
one to trust with them. She’s going to be
very discreet, both with her own informa-
tion and your secret. The men of this sign
are going to be in a little depression, maybe
there are career problems in the air. They
are really notinteresting to be around. Have
a drink with someone else.

AQUARIUS (Jan. 21-Feb. 18)—Are you
ready for this, Aries woman? This week,
in this place, you could find the love of
your life, the man of your dreams. He
will be either a Pisces or a Scorpio. Run
and hide in the Quarter if a Lion
approaches you. it would be disaster for
you. You can also have business success
with Pisces. The Aquarius man is stim-
ulated by the water and the hot weather
Turn that stimulation to a Scorpio
woman or a Libra woman. You'll be glad
you did, they both give you confidence.
PISCES (Feb. 19-March 19)—You, in
this sign, are comfortable in any situa-
tion. This week may call for physical
force, but it could be just the energy you
use going to all the panels and the
parties. If anybody is looking for help in
New Orleans, look for a Pisces to do it.
They are very hard workers, both men-
tally and physically and they can be
trusted with completing any task, small
or large. They are discreet, charming and
cheerful. Tall Pisces are dominant this
week. Look for the short Pisces woman
to be very depressed right now. SRE
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FISCHER

“"How Can I Ease lee Pain”

the first sing’lc and video
fr()m tllc (lcl)ut a“)um N R

“Lrerybody knows my love of areal female voices.
-/ / 1]/‘ /l "
Lisa ischer without a doubt is amaong the pesl.
—LUTHIEER VANDROSS

u/ . - / / / .
15d 15 one of e most phenomenal singers
[ve ever uvrl'cal with. Her vange is extraors mary as is

the a’cpl/: o//wr soul”!
=NARADA MICHALL WALDEN

“She is one ofl/lc mosl lalented and /waullfu/ vocabists
l've ever had the p/casun: o work wwith.”
—TEDDY PENDERGRASS
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