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The Bristol Sound Grows ‘Massive’

ADVERTISEMENTS

Trip-Hop Steps Out

The days of Bristol's dingy Dug-Out
club may be over, but the Wild Bunch,
whose performances electrified the
semilegendary venue here in the '80s,
was at the forefront of the wave of
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TRICKY

lazy, dub-infused British hip-hop that

has attracted the name “trip-hop.”
Tricky is the latest artist to carry the
torch for a musical scene with its roots in
(Continued on page 80)
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Prolific Scene Profits From Diversity

W BY DOMINIC PRIDE

BRISTOL, England—Forgive the
good citizens of this town—or “The
Massive” in local parlance—if they

e s

WAY OUT WEST

might seem a little jaundiced when
asked about the “Bristol Sound.”

Acts such as Portishead, Tricky, and
Massive Attack may have hit the head-
lines with their blend of dub, hip-hop,
and dance (see story, page 1), but when
the glare of the media spotlight falls on
some other town, this capital of Eng-
land’s West Country will carry on as

the country’s most prolific provincial
city in terms of producing music.
From the enduring, thoughtful rock
of the Blue Aeroplanes to the surging
house of Way Out West to the deep,

deep drum and bass jungle of Roni Size
and DJ Krust, Bristol provides a feast
for the ears of those wishing to stray
beyond the clichés. And for every local
hero, there are a hundred aspiring
youngsters strumming guitars or mix-
ing in the city’s pubs, clubs, and bed-
rooms, hoping to emulate the success

(Continued on page 79)
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Record Prices

W BY ED CHRISTMAN

NEW YORK—For the first time in

over a year, there

CONCERT CROSSROADS: PEARL JAM
MAPS TOUR MINUS TICKETMASTER

appears to be a
slight uptick in hit
pricing at retail.
The increases are
too small yet to be
called a truce in the ongoing price war,
but label sales and distribution execu-
tives as well as music merchants say
they hope that the movement becomes
atrend.
Until now, discounters have sold
(Continued on page 72)

Berklee

COLLEGE OF

50th ANNIVERSARY
FOLLOWS PAGE 42

READ BY
GREGORY #:
PECK i

Produced and
Directed by
Stophen Peck

12 Cas. I5B
1-556800-963-3
$39.95
17 Chs ISBN L
0-876871-0172-9
$79.85

Will Risk Pay Off?

M BY ERIC BOEHLERT

NEW YORK—Pearl Jam’s made
its bed, now the band has to lie in it.
By taking the
bold step of booking
a summer swing
through the U.S.
without the benefit
of established ticket
distributor Ticket-
master, Pear] Jam
finds itself poised to
emerge either as champions of
change in the tour business or mar-
tyrs of a failed grass-roots rebellion.
(Continued on page 70)

PEARL JAM

ETM’s Big 1st Job

NEW YORK—Baptism by fire.
That is what ETM Entertainment
Network can expect when it begins
selling and distributing tickets for
Pearl Jam’s 1995

w4 U.S. tour, its first

account.

E  The company,
. which hopes to
¢ “bring the next
revolution of tech-
nology to the live-
entertainment
business,” according to one co-
founder, was launched last fall
when ticketing pioneer Peter
(Continued on page 71)

IN MUSIC NEWS

Elvis
Costello
Offers
‘Kojak
Variety’

SEE PAGE B8
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Jungle: The Beat Goes On

The jungle beat was undeniably a
London-based 'ting when it first came
up from the streets, but Bristol was
the first city outside the capital to em-
brace this furious combination of

DJ DAZEE

breakbeats, bass, and drums.

Names such as Roni Size, DJ Krust,
Flynn and Flora, Donovan, and DJ
Dazee are being tipped as the ones to
keep an eye on for this summer’s

(Continued on page 80)

EMI Set Honors
Selena’s Memory

W BY RAMIRO BURR

CORPUS CHRISTI, Texas—As the
music industry
mourns the loss of
Tejano superstar
Selena, EMI is
preparing to pay
tribute to the artist
with a retrospec-
tive package that
also will include
previously unre-
leased English- and
Spanish-language material.
(Continued on page 72)

IN THE NEWS

Melissa Etheridge Teams
With VH1 For Tix Campaign

SEE PAGE 8

SELENA

The Goo Goo Dolls
Come Out Swinging

SEE PAGE 67

L
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After Topping The Charts They Continue To Pour It On...

): UPTC/D-11125

The Debut Album From Uptown's Next Generation
Featuring The Platinum No. 1 R&B Single

For 3 Consecutive Weeks
And No. 2 Pop Smash
“Candy Rain"

UPTCS-54906

And The Next Hit
“Every Little Thing | Do"

UPTCS-55032

1

Album Shipped Gold
Billboard Album Debut #27*
Soundscan: 37,489

Look For The New Video
On MTV, BET And The Box

ﬂ Spring Break
ABC In Concert April 7

“Candy Rain" Sweepstakes
On The Box

On Tour With
Mary J. Blige Starting June 15

S

MCA Tune In To AMP — MCA On-Line: http://www.mca.com/mca_records
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Online Innovation Promises Instant Audio
New Technology Would Eliminate Download Time

B BY MARILYN A. GILLEN

NEW YORK—A new company aims to elim-
inate the words “download time” from the on-
line vocabulary through a new audio-on-de-
mand system it will unveil Monday (10) at the
National Assn. of Broadcasters convention in
Las Vegas.

Progressive Networks, a Seattle startup
headed by former Microsoft Multimedia and
Consumer Systems VP Rob Glaser, also will
announce its first content partners for the
new “RealAudio” system at the show: Capital
Cities/ABC and National Public Radio. Both
plan to offer on-demand news and entertain-
ment programming over the Internet.

Other companies that have already made
plans to begin using RealAudio technology
include Santa Cruz, Calif., online radio sta-
tion RadioNet and New York’s On Ramp
Inc., which will use RealAudio in the launch of
several new Internet-based “radio” pro-
grams (see story, this page).

“We saw an immediate opportunity for
content providers to develop and offer on-de-
mand services today—years ahead of the in-
frastructure investment needed for video on
demand,” Glaser says. “We are bringing one
of the oldest and most popular forms of elec-
tronically transmitted entertainment, sports,
music, and news programming—called ra-
dio—into the next century.”

Home PC users currently can use “radio
cards” to access conventional broadcasts;
these cards, added into computers much like
soundboards, basically turn computers into
radio tuners that pick up whatever is being
broadcast at the time. Other add-on cards al-
low users to record radio broadcasts for play-
back at their leisure (Billboard, March 11).

The RealAudio system, however, is de-
signed to serve as a central storehouse of
programming that users can access instantly
at any time.

RealAudio allows anyone with a multime-
dia PC and a standard 14.4 modem to browse,
select, and play back audio (or still video) on
demand. “Basically on a 14.4 modem, it takes
about five times as long as the real-time
length to download a program,” Glaser says.
“So a 30-minute radio show could take you
more than two hours. With RealAudio, you
hear it within seconds.”

The 30-minute show used as an example is
not actually downloaded, but rather is sent
out from the server (a storage medium) and
received by the user in real time.

Audio is well below CD quality, Glaser al-
lows, pegging it at about 8-bit, with an inter-
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THE BOY IS BACK
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nal sampling rate of 8 kilohertz (CDs are 16
bit, 44 kHz).

For that reason, Glaser says he expects ini-
tial uses to focus on “voice-driven content,”
such as radio interviews and news and sports
broadcasts that users can access at times
convenient to them.

“We'd love to work with the record indus-

try, but we want to make sure they under-
stand that we're not saying that this genera-

tion of technology is going to open up the
world of direct delivery of albums—it won’t,”
Glaser says. “But if they have an interview
with an artist, fantastic. If they want to offer
samples of music or a song to preview, that's
great, too.”

On Ramp head Adam Curry, who will use
RealAudio as the basis for his Internet music
programming, adds, “It gives the low-end

(Continued on page 66)

Precedent Set With Grant Of |
Blanket Online License By BMI

NEW YORK—BMI has granted what is be-
lieved to be the first Internet music license to
On Ramp Inc., which will put it to use almost
immediately with the expected launch Mon-
day (10) of several new music-based Internet
programs.

The pact between the music performing
right organization and the New York-based
company headed by Adam Curry is described
as a music performance license covering the
transmission of BMI music contained in On
Ramp’s programming over the Internet. “We
believe this is the first to cover musical per-
forming rights on the Internet and recognizes
that the online transmission of musical com-
positions constitutes a public performance
under the U.S. Copyright Law,” says BMI
president/CEO Frances Preston.

The question of rights incurred in using
music in the tledgling online domain has been
a heated one. Still pending in federal court is
an action by music publisher members of the
Harry Fox Agency, the mechanical collection
arm of the National Music Publishers’ Assn.,
against CompuServe for unauthorized use of
their music on a CompuSetve service called
MIDI/Music Forum (Billboard, Deec. 11,
1993). There appears to be movement toward
a settlement of the dispute among the parties
involved.

The blanket license granted to On Ramp
by BMI covers unlimited access to BMI com-
positions, as well as a variety of planned uses,
including browsing, listening, and transmis-
sion to consumers in the home, according to
BML

In other licensing news, fellow rights orga-
nization ASCAP is expected to announce next
week the formation of a new department
called New Media And Technology Strategy.

According to a spokesman for the performing
right society, one of the department’s first
tasks will be to create an ASCAP site on the
World Wide Web area of the Internet.

BMI currently has an Internet Web site
(http://bmi.com), which was developed by On
Ramp.

For Curry, the BMI license pact dovetails
with the official launch of a real-time music-
delivery system (see story, this page); togeth-
er, the two allow for the kickoff of new pro-
gramming initiatives online, he says. “It
means we will finally be able to offer real-time
audio, including music, and legally,” he says.
“We've got a couple pieces of the pie.”

Those pieces will come together initially in
the form of three new “radio shows” set to de-
but in Curry’s Internet domain (http:/meta-
verse.com) on Monday: “Rave Radio,” which
will be hosted by Curry and will feature
house, techno, and trance music; “American
Blues”; and “Up Close,” a music/interview
program. The shows will have “sponsorship,
ads,” Curry says.

Curry also plans to debut something called
“Browse, Listen, And Buy,” he says, which
will allow users to listen to 30-second music
clips in real time. “If you like what you hear,
vou can purchase it and download the whole
file in CD quality,” he says.

The browse-and-buy feature will also be an
adjunct of an Internet-based label Curry is
planning, called the Internet Entertainment
Network. Curry says IEN will “sign talent
from the Internet and release their music
both conventionally on CDs and also for
download.” A May launch is planned.

This story was prepared by Marilyn A.
Gillem with assistance from Irv Lichtman.
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George O'Dowd, better known as Boy George, is on the come-
back trail with a British single release, an album due this summer
in the U.S., and an autobiography coming in September. Larry
Flick interviews the Boy in his Dance Trax column.

A MULTIFACETED MUSICAL CAREER

Suzanne Ciani can be called many things: electronic music pi-
oneer, label entrepreneur, new age synthesist, and sound ef-
fects wizard, among others. Pro Audio editor Paul Verna pro-
files this unusual producer and musician.
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This issue marks the introduction
of point-of-sale data in the compila-
tion of Billboard’s Top Contempo-
rary Christian albums chart. In ad-
dition to utilizing data from all
stores that report to SoundScan, the
chart also reflects music sales rung
in Christian bookstores.

With this change, all of Bill-
board’s music sales charts are now
based on POS data.

Additionally, Billboard’s weekly
editorial feature on Christian music
has been renamed Higher Ground,
to better reflect the industry’s new,
broader marketing goals for the
music. The column is written by
Nashville-based correspondent
Deborah Evans Price.

The new contemporary Christian
chart methodology is a joint effort
of Billboard, SoundScan, and the
Nashville-based Christian Music
Trade Assn.

The pool of Christian bookstores,
which was coordinated by the
CMTA, numbers some 100 loca-
tions. More than 70 of those are in-
dependent stores. The CMTA pool
also includes the 18-location Berean
Christian Stores chain, and within
the next month should be expanded
to include data from the Family
Bookstores chain, which has more
than 100 outlets.

Christian Albums Chart Gets
SoundScan, Bookstores Data

Over time, the CMTA hopes to
further enlarge its pool of stores.
The trade group estimates that
1,000 Christian bookstores have
POS systems in place. CMTA also
reaches an additional 3,000 stores
that do not yet have POS systems.

Sales data from the CMTA stores
also will be used in the compilation
of The Billboard 200, Top Pop Cata-
log Albums, Top Country Albums,
Heatseekers, and any other Sound-
Scan-based chart that utilizes all re-
porting stores.

The new chart methodology will
“help us see what is really selling,
vs. what we’re told by word-of-
mouth,” says Bruce Koblish, presi-
dent of the Gospel Music Assn.,
which oversees the CMTA. “We'll
be able to make sound buying deci-
sions by recognizing national music
trends, and I think it will certainly
help professionalize the retail indus-
try.”

“The inclusion of data from Chris-
tian bookstores is a welcome addi-
tion,” says Geoff Mayfield, Bill-
board’s director of charts.
“Although we do not yet know how
much the Christian bookstores’
sales will influence overall totals,
this innovation will make it easier
for contemporary Christian albums

(Continued on page 72)

Alpert, Moss
Expand Label
To Nashville

B BY EDWARD MORRIS

NASHVILLE—Almo Sounds, the
new label formed last year by A&M
Records co-founders Herb Alpert and
Jerry Moss, will open a Nashville di-
vision May 1 under the direction of
producer Garth Fundis. Although his
focus will be on developing country
artists, Fundis is also empowered to
sign acts in other
formats.

Fundis, who ex-
ited his post as
VP of A&R for
RCA Records a
few weeks ago,
says he has “a cou-
ple of things in the
works” but has yet
to sign his first act.
He will officially assume the post of
director of Nashville operations May
1 and will have offices in the newly ex-
panded Almo/Irving building at 1904
Adelicia Ave.

Plans call for the Nashville division
to have its first albums out by early
next year. As to roster size during the
near future, Fundis says, “We’re going
to take it slow and build slowly and re-
ally concentrate on the things we be-
lieve in—probably two to three acts.”

Fundis, who will continue to pro-
duce Trisha Yearwood for MCA, in-
tends to produce for Almo Sounds as
well. In staffing the Nashville opera-
tion, Fundis says, “My intention is to
have marketing and promotion on
site. Publicity and creative services
will probably be on a contract basis
outside the office. By the end of the

(Continued on page 75)
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Music Chains Drawn To CD-ROM

Prices Drop; Mass Merchants Tempted Too

B BY EILEEN FITZPATRICK

LOS ANGELES—Falling CD-ROM
prices and increasing numbers of
households with multimedia comput-
ers have broken the barrier keeping
multimedia products out of music and
mass merchant chains, say suppliers
who have seen CD-ROM sales sky-
rocket in recent months.

Overall, suppliers say the average
CD-ROM price has dropped from $80
to between $30 and $60, while the
growing consumer base, now estimat-
ed at 30 million households, has en-
couraged many previously reluctant
retailers to begin pilot tests or ex-
pand multimedia sections.

Wal-Mart is aggressively attacking
the category, says GT Interactive
Software VP of merchandising Tom
Gross. GT Interactive Software is the
exclusive distributor for Wal-Mart’s
2,300 outlets.

“They’re about to increase their
computer software departments by
about 80%,” says Gross, “and a major-
ity of that will be CD-ROM product.”

Gross says about 1,800 Wal-Marts
carry computer software products,
and soon all 2,300 locations will have
multimedia product.

Wal-Mart representatives did not
return calls about their multimedia
plans.

Musicland, which has segregated
multimedia product to its Media Play

Mayoral Meeting. Carl Griffin, VP of A&R for GRP Records, left, greets New York
Mayor Rudolph Giuliani at a reception hosted by the mayor in celebration of
African-American history. Griffin presented the mayor with the label’s two-CD
“Black Legends Of Jazz"” from its Legendary Masters Of Jazz Series. In addition,
guests at the reception received copies of saxophonist Teodross Avery’s GRP
CD “In Other Words.”

superstores, has begun to test it in
about 50 Sam Goody locations, ac-
cording to a software publisher
source. “It’s guaranteed that by the
end of 1995 they’ll have it in all their
stores,” the source says.

The 861-store chain has recently
hired a CD-ROM buyer, according to
Musicland spokeswoman Marcia Ap-
pel. However, Appel says Sam Goody
is carrying CD-ROM product only in
“a few locations.”

Albany, N.Y.-based Trans World
Entertainment is in the process of
“mapping out” how it will incorporate
multimedia in its 680 locations, says
chief administrative officer Bob
Helpert.

In January, Tower Video began
testing CD-ROM product in 25 of its
109 stores and has since expanded to
about 60 stores, says video VP John
Thrasher. By this summer, CD-ROM
product should be in all Tower stores,
he says.

Target and Kmart are also expect-
ed to increase their multimedia pres-
ence, sources say.

Portland, Ore.-based Creative
Multi-Media has increased its distrib-
ution base from 1,000 stores a year
ago to 8,000 stores, says Creative
MultiMedia VP of marketing Len
Jordan. Most of that increase has
been in mass merchant outlets.

“For us it’s branded product and
pricing,” says Jordan. “Our titles

street for about $30, and that’s about
$10 to $20 less than most multimedia
products. That’s a big part of it.”

Another company, Scottsdale,
Ariz.-based Sirius Publishing, has
seen its revenue jump from $1 million
in 1993 to $40 million in 1994, mainly
due to the success of its “5-Ft. 10
Pak,” which includes 10 different CD-
ROMs and is priced at $39.95. A chil-
dren’s pack of six hit the market last
November, priced at $29.95. The com-
pany will release the “5-Ft. 10-Pak
Special Edition” April 10, priced at
$39.95.

“What’s happened is the sales ve-
locity now exists to allow lower price
points for mass merchants,” says Sir-
ius Publishing president Richard
Gnant.

In order to keep retailers interest-
ed, some publishers are introducing
new pricing policies.

The Discovery Channel will begin
pricing catalog titles at a $39.95 sug-
gested retail price, which can be dis-
counted to $29.95, says director of
sales and distribution Steven Nurme.
New titles will be priced at a suggest-
ed retail price of $49.95, which could
be discounted to as low as $37.

Wholesale prices on all titles that
have been on the market for a least a
year will be lowered by $5, Nurme
says.

Discovery debuted three CD-ROM

(Continued on page 72)

WarnerVision Nabs Olsen
Twins Vid Titles From B@IG

B BY SETH GOLDSTEIN

NEW YORK—The combined
weight of three Time Warner com-
panies has separated BMG Video
from distribution of the Olsen Twins
line. BMG recently picked up sever-
al children’s titles (Billboard, April
8), but television stars Mary-Kate
and Ashley Olsen were considered
the keystone of its kid-vid business.

As of April 14, WarnerVision
takes control of the five prerecorded
cassette titles on the market while
proceeding with the production of up
to 10 additional releases over the
next two years. On tap are four to
eight entries in the twins’ “Adven-
tures” series, a dance-exercise tape,
and one on slumber parties.

BMG has delivered an estimated
1.3 million-1.5 million copies of the
tapes featuring the Olsens, who de-

Tower Opens Second Store In Israel

B BY JEFF CLARK-MEADS

LONDON—Tower Records’ interna-
tional expansion is gathering pace.

The chain opened its second Israeli
store March 26—six days ahead of
schedule—and also says that growth
from Africa to the Middle East is in
the cards.

Having first ventured from its U.S.
power base into the U.K. market in
1986, Tower also has stores in the Re-
public of Ireland and Japan. Its new
store in Haifa, Israel, joins its exist-
ing one in Tel Aviv.

European operations general man-
ager Andy Lown says the success of

Tower in Tel Aviv convinced the com-
pany of the potential in the Israeli
market. He adds that Tower has
agents in “a number of different ter-
ritories, including Turkey and South
Africa,” and when the right premises
become available at the right price,
the company will move in.

In Haifa, Tower has 8,500 square
feet, which accommodates 75,000 ti-
tles, says Lown. “Israeli music is only
about 10% of the market there,” he
says. “The bands we've seen do real-
ly well in Tower are the Boo Radleys,
Elastica, Freakpower, and even the
more obvious ones like Elton John.
It’s an amazing thing when you go

out there and you're surrounded by
this entirely different culture, and
then the first person through the
doors in Haifa wants the Freakpower
single.”

Lown says the Israeli market is
heavily influenced by what it sees on
MTYV, with the singles market being
particularly susceptible.

Of Tower’s competition in Israel,
Lown says there are some ‘“‘very
good” independents, but in general
he regards the market as under-
served. As a result, Tower is planning
a store in Jerusalem in July or Au-
gust, with possibly a fourth and fifth
Israeli outlet to follow.

gk
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MARY-KATE & ASHLEY OLSEN

veloped a huge preteen following
during their years on ABC’s recent-
ly canceled prime-time hit “Full
House.” But the ties started to
loosen when Warner Bros. took on
distribution of the twins’ first movie
and when Warner Television ac-
quired the first 13 episodes of their
new TV series from ABC.

According to Robert Thorne, at-
torney for the twins, BMG agreed
WarnerVision had become the obvi-
ous home for video. “They knew in
their hearts” that the switch would
be made, he says. “We made it very
clear to them where we wanted to
be.” To close out the contract, which
had a year to run, Thorne says the
twins’ Dualstar Entertainment
Group paid a “nominal” fee toward
BMG’s $1.3 million production bud-
get for the two newest “Adventures”
tapes.

BMG Video GM Joe Shults wasn’t
available for comment at press
time—Shults, previously with Poly-
Gram, arrived well after Thorne had
negotiated a multiyear agreement
reportedly worth $8 million to Dual-
star.

The current nine-year deal,
Thorne tells Billboard, is a signifi-
cant financial improvement. Warn-

(Continued on page 75)

BILLBOARD APRIL 15, 1995




IN FOND MEMORY OF

Melvmn
Franklin

We miss you,
but we Fnow that heaven

now has the greatest
bass singer in the world.

— The Motown Family
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Chipping Away At The Relevance Of Labels

@ BY JON TIVEN

In the past few years, we have seen not
only an evolution in musical styles, but a
revolution in radio formatting. We now
have adult album alternative, alternative,
and Americana, although it was not that
long ago that a “rock” talent scout was pri-
marily concerned with album rock, a format
that is for all intents and purposes strug-
gling to redefine itself (Billboard, April 8).

Who would have thought even five years
ago that hard rock/heavy metal would be
supplanted by bands in flannel shirts? Yet
there is a short window for each genre, and
no one knows how long it will be before
what is “commercial alternative” is consid-
ered passé. The formats for artists who
would have been considered marginal only
a few years ago are the breeding grounds
for the mainstream of tomorrow.

The A&R executive continues to go out
to find a band that can fit in that commer-
cial alternative slot—the next Pearl Jam,
Stone Temple Pilots, or (gasp!) Nirvana.
While this has always occurred in pop mu-
sie, the alternative market is different; the
quality that gives a group alternative ap-
peal can be easily destroyed by attempting
to fit them into that very slot. It may be
time for a new category for these major-la-
bel would-bes: corporate alternative rock.

Record companies have tried to immu-
nize themselves against failure by signing
bands either formerly or currently affili-
ated with indies—witness the rise of Minty
Fresh, Mammoth, and Matador—but at
some point these beards will fall off, and the

public will realize that there is essentially
little difference between an artist who
chooses to deal with the record company
politics of a satellite label and the little
band that opts for the flash and pomp of be-
ing signed directly to the major. Soon, any
artist signed to a label—be it big or small—
will potentially have the stigma of being
perceived as a “sellout.”

I know some of you are sick of the

‘A record
company’s
usefulness may
be thrown into
question.’

Jon Tiven is a New York-
based record producer.

A&R feeding frenzy for acts that inspire
six-figure advances and zero sales. Part of
the problem is that record companies pre-
fer to sign an act with no history at all than
to sign an older artist with credentials, even
if that artist’s past efforts might endear
him or her not only to the public but, per-
haps, to one of the new radio formats.
With younger audiences taking a sec-
ond look at people like Dan Penn, Johnny
Cash, and John Prine, it’s not out of the
question that one or more of these artists
could find a significantly larger audience
the second time around. And as the com-
puter revolution becomes more wide-

THE IMPORTANCE OF RAVI SHANKAR
Timothy White’s piece on Ravi Shankar
(The White Paper, Billboard, March 18) was
absolutely the best about this monumental
musician, both as an artist and human being.
White caught the importance of Ravi’s con-
tributions and gave a compelling account of
his formative years, his youthful flirtation
with “Western values,” and, finally, his re-
turn to India, where he reacquainted himself
so vigorously with his own culture. This is the
kind of article that honors White and Bill-

board.

Jac Holzman
Discovery Records
Santa Monica, Calif.

THERE IS HOPE FOR BLACK MUSIC

I always find Havelock Nelson’s column in-
sightful and nothing short of brilliant, but he
has outdone himself with his column regard-
ing the stalemate in creativity and originality
in black music (Billboard, March 11). T just
hope people in positions of power digested all
he said, because it is tremendously impor-
tant.

We need to hold responsible not only those
who decide which artists get signed and
which artists get promoted, but ourselves—
each of us in the industry who accepts this
as status quo. Consumers won't buy the best
music; they will buy the best of what’s avail-
able, which often means what’s rammed
down their throats by radio. I still believe
there is hope for black music. I am fortunate

spread, an artist’s computer accessibility
may have more relevance to his or her
success than radio. At that point, the rec-
ord company’s usefulness may be thrown
into question.

There is always a trade-off between
what the record company wants and what
the artist wants, and once distribution of
music becomes more accessible to the art-
ist without the intermediary, the artist
can make the judgment as to whether the
record company is assisting his or her ca-
reer or arresting his or her development.
We may see major artists leaving major
distribution systems in order to gain more
control of their careers.

The computer generation will be able to
find what they want in the music they can
get directly from their online services,
and the middleman—the record com-
pany—will be left out in the cold, selling
CD reissues of its Journey and Carly Si-
mon libraries. Live performances as a ve-
hicle for attracting a record company will
eventually be deemed too costly, and
A&R executives will spend their days and
nights channel-surfing on their modems,
looking for the next home recordist to ex-
ploit.

This scenario raises a number of ques-
tions: What can a record company do once
artists are equipped to distribute them-
selves? Does the function an A&R execu-
tive perform something most artists can
live without? And most importantly, what
can an A&R executive do to prevent him-
self or herself from becoming a car repair-
man in a world of mass transit?

LETTERS

in that 1 can continually surround myself

with the true innovators, the positive-minded

and socially responsible, conscious people.
They do exist.

Wendy Day

Rap Coalition

Brooklyn, N.Y.

TREACHERQUS BUSINESS
I applaud Havelock Nelson’s courage and
commend the depth of his insight into the
music business and the climate that exists to-
day. He captured the treacherousness of this
business where we African-Americans are

concerned.

Jaye Howard
Mid-Atlantic Music Group
Memphis

ARE ARTISTS RESPONSIBLE?

I agree with Havelock Nelson’s stance that
black music executives should work to main-
tain the integrity and beauty of black musie.
The music of the 'J0s basically focuses on
sexual innuendoes and gender bashing (pri-
marily female bashing). The so-called love
songs are no longer about falling in love but
about having sex; this gives children and
teenagers the false impression that love is
synonymous with sex.

There are several questions I feel must be
addressed. Are the executives solely to
blame? What responsibilities do artists have
regarding their musical integrity? And what
do the charts say about the public’s demand?

I agree with Nelson that performers who
adjust their work to pre-existing musical for-
mats are serving to de-intellectualize black
music and make it easier for nonblacks to
control the art. This also exacerbates non-
black misconceptions and fosters stereotypes
about black men and women.

Tiffany Summerville
Bronx, N.Y.

NAIRD SETS AWARD EXAMPLE

Though Grammy bashing is no secret in
the music industry, I appreciated the com-
mentary by Thomas O'Neil in that it offered
some insight to the problem, as well as a solu-
tion. I would like to point out that the Na-
tional Assn. Of Independent Record Distrib-
utors (NAIRD) has already taken similar
steps for its own Indie Awards. This year, all
phases of Indie voting will be done by various
panels of judges who will listen to all the mu-
sic submitted. Even though our label has pre-
viously been honored by the Indies, we were
one of a majority of NAIRD members who
supported this change. Quality should always
prevail over popularity. We are proud to have
been recognized in the past, but will be even
more proud when we win our next Indie.
Hopefully, we will have reason to be equally

as proud when we win our first Grammy.
James Marienthal
President
Silver Wave Records
Bouider, Colo.
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