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Levellers’ ‘Zeitgeist’
Captures Rock Spirit

SEE PAGE 9
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Verve’s Shorter
Living ‘High Life’

M BY JIM MACNIE

NEW YORK—Wayne Shorter, one of
jazz's most fertile minds, has long man-
aged to braid the popular and the pro-
gressive. For more than four decades,

SHORTER

the quality of that combination has
earned him a reputation as both daring
bandleader and consummate mod-

(Continued on page 130)

Packages, Bahy
Acts Buoy Tour Biz

B BY DOUGLAS REECE

LOS ANGELES—A continuing
push toward creative packaging of
acts and a number of hot new per-
formers have bolstered U.S. con-
cert revenue this year, making 1995
surprisingly profitable for most
venues and promoters. However,
larger venues have suffered from a
lack of stadium-quality acts.
Despite the drought of super-
star attractions, a few high-
profile cancellations, the possi-
ble demise of one of history’s
most popular acts, and pre-
(Continued on page 131)

SEE PAGE 79

M BY CHRIS MORRIS

LOS ANGELES—Record labels may
have gotten wise to the fact that some-
thing was going on with the genre

Bachelor Pad Music From
’50s, ’60s Is Swingin’ Again

“Long gloves and spangly sequins on
the women, and the men are dressed
out in these funky, kind of neo-gang-
ster zoot suit things. It’s a happening.

“And when [the label people] finally

DENNY

ESQUIVEL

known as “space age bachelor pad mu-
sic” when they became aware of phe-
nomena like Mr. Phat’s Royal Martini
Club. The Thursday-night feature at
the Viper Room in Hollywood, Calif.,
has DJ Dean R. Miller spinning vin-
tage '50s and "60s sides.

“This is a scene, man,” Capitol
Records director of catalog A&R
Wayne Watkins says of Mr. Phat’s.

understood that it was the young hip
crowd that’s probably turning around
and buying a Big Head Todd record,
too—then it was, ‘Ah! It’s the 12- to 24-
year-olds that we sell the rest of our
product to. If they dig it, let’s go.””
Over the last two years, a new, young
audience has hungrily embraced space
age bachelor pad music. The in-
(Continued on page 114)

Columbia Blitz For Carey’s
‘Daydream’ A Global Reality

B BY LARRY FLICK

NEW YORK—As the Oct. 3 release
date of Mariah Carey’s sixth album,
“Daydream,” ap-
proaches, Columbia
Records is preparing a
multifaceted market-
ing blitz that is geared
toward increasing the
pop diva’s status as one
of the world’s top-sell-
ing artists.

Although the label
was still confirming
some of its plans at press time, ex-
ecutives at Columbia say they are
looking at a year-plus commitment
to “Daydream” that should include

CAREY

a major network-television special,
an Internet World Wide Web site,
and her first live performances
abroad.

The 25-year-old
singer’s 1993 release,
“Music Box,” has sold
23 million copies
worldwide, according
to the label. Carey
also issued the season-
al “Merry Christmas”
last year, which moved
8 million units world-
wide. Those releases
sold 6.3 million and 2 million units,
respectively, in the U.S., accord-
ing to SoundScan. These fig-

(Continued on page 20)

Tripping Daisy
Blooms At Island

M BY CARRIE BORZILLO

Rooted with sold-out shows, top-re-
quested songs on its local modern
rock station, and the best-selling local
album in Dallas, Island’s Tripping
Daisy is blossoming from hometown

TRIPPING DAISY

hero to nationwide success.

The band topped the Heatseekers
chart on Aug. 26 with its major label
debut, “i am an Elastic Firecracker,”
released June 20. The band became
Heatseekers Impact Artists when the
album broke into the top half of The

(Continued on page 120)

Nelson Supervises
Hit MCA S’tracks

B BY CRAIG ROSEN

LOS ANGELES—The success of “Mu-
sic From The Motion Picture Danger-
ous Minds” is the
latest in a line of tri-
umphs from MCA
Soundtracks. The
album remains on
top of The Billboard
200 for the second
consecutive week,
while its first single,
Coolio’s “Gangsta’s Paradise,” is No. 1

(Continued on page 127)
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best video of the year
GREEN DAY basket case

MICHAEL JACKSON AND JANET JACKSON
scream

TLC waterfalls

WEEZER buddy holly

CHRIS ISAAK somebody's crying

ELTON JOHN believe

LUCAS lucas with the lid off

TOM PETTY you don't know how it feels
best female video
DES'REE you gotta be

PJ HARVEY down by the water

ANNIE LEMNOX no more | fove you's
MADONNA take a bow

best group video

GREEN DAY basket case

ROLLING STONES love is strong

STONE TEMPLE PILOTS . interstate love song
TLC waterfalls

best rap video
BRANDY:gURING MC LYTE,

QUEEN LATIFAH & YO YO

I wanina be down (v.2 remix)

DA BUSH BABEES remember we

DR. DRE keep their heads ringin’

CRAIG MACK flavain ya ear

PUBLIC ENEMY giyeitup

RAPPIN' 4-TAY FEATURING THE SPINNERS
il be around

GREEN DAY basket case

MICHAEL JACKSON AND JANET JACKSON
scream

TLC waterfalls

WEEZER buddy holly

best direction in a video
MARK KOHR FOR GREEN DAY basket case
MARK ROMANEK FOR MICHAEL JACKSON
AND JANET JACKSON scream

F. GARY GRAY FOR TLC waterfalls

SPIKE JONZE FOR WEEZER buddy holly

MWW americanradiohisto om

best aiternative music video

THE CRANBERRIES zombie

GREEN DAY basket case

HOLE doll parts

STONE TEMPLE PILOTS interstate love song
WEEZER buddy holly

best new artist in g video

JEFF BUCKLEY last goodbye

DES'REE you gotta tie

FILTER hey man, nice shiot

HOOTIE & THE BLOWFISH hold my hand
PORTISHEAD sour times (nobody loves me)

best vidiep from a film

BRYAN ADAMS have you ever really loved a woman

JIM CARREY cuban pete

SEAL kiss from a rose

U2 hell me, thrilt me, kiss me, kill me

URGE OVERKILL qirl, you'll be a woman soon

best r&b videe

BOYZ Il MEN water runs dy

MICHAEL JACKSON AND JANET JACKSON
scream

JADE 5-4-3-2 (yo!'time is up)
MONTELLGORDAN this is how we do it

TLC waterfalls

GREEN DAY basket case

MEAT PUPPETS we don't exist

STONE TEMPLE PILOTS .interstate love song
WHITE ZOMBIE more human than human
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Did Stones Sell Their Music Short?

* THE BILLBOARD 200 * 128
* DANGEROUS MINDS * SOUNDTRACK * MCA
Whether its new computer software is purchased by a country  chael Jackson and the Beatles’ output) or with the agreement of
CLASSICAL 37 parson or a cyberpunl_{ .hedonist, Microsoft apparently considers  the songw_ri_ter’s r_'epresentatives (as,in the case of Paul McCart-
* IMMORTAL BELOVED * SOUNDTRACK * SONY CLASSICAL the product to be exciting enough to “make a dead man come.” ney’s administration of Buddy Holly’s body of work).
One can only assume that the company intends for this unchaste But of all these contracts, the most fragile is the social/cultural
CLASSICAL CROSSOVER 37 message to underlie its ad campaign for the Windows ’95 pro-  bond of trust between the artist and his or her audience. The tra-
* PAVAROTTI & FRIENDS 2 * VARIOUS ARTISTS * LONDON gram, since that phrase is the central point and climactic assertion  ditional, generationally renewed understanding between
- of “Start Me Up,” the 1981 Rolling Stones song the company has  rock’n’roll performers and their devotees is that rock’s value is
T COUNTRY 31 licensed as theme music for its sales pitch. based on the degree to which it inhabits a candid sphere beyond
* THE WOMAN IN ME * SHANIA TWAIN * MERCURY NASHVILLE The biggest Stones hit of the last 17 years, “Start Me Up”  the bounds of show business proprieties or entertainment indus-
O : p : prop .
P lingered in the Hot 100’s No. 2 spot for three weeks on the lasciv-  try artifice. By this criteria, the best rock’n’roll is made only by
HEATSEEKERS |21 ious strength of Jagger/Richards’ lyrical tribute to a woman so  those artists who have not compromised their primary expres-
A RUEEERNECK SATOADIESISNINTERCORH goading in her coital charms that her male “riders” actually “cry”  sions—with all exceptions to the rule relegated to lesser status.
A JAZZ as their “eyes dilate” and their “lips go green.” Scanning the oper- At its highest end, creativity is an honorable calling, protective
L & THE BRIDGES OF MADISON COUNTY 36l ating instructions on the back of the Windows 95 package, buyers  of its purity of purpose. We are touched that Picasso foundAthe
B SOUNDTRACK * MALPASO may logically conclude that such parlance as “plug and play,” courage to paint “Guernica” in condemnation of war and fascism,
u I “push the button on the taskbar,” and “an open door to doing and we feel proud that he did not later allow that masterpiece to
M :‘gﬁ;_g&mﬂmm 36| more” mirrors the debauched double-entendres become a prop to peddle Pepto-Bismol.
S ) the Stones included in “Start Me Up’s” rammish . At its finest, a song in the multigenre rock’n’roll
KID AUDIO ode to “a mean, mean” female “machine.” canon is a public pronouncement of a personal
* CLASSIC DISNEY: VOLUME 1 - 60 YEARS OF MUSICAL MAGIC | 96 If one aims to appropriate the '80s credibility of : truth. Its author makes a living by sharing that
VARIOUS ARTISTS * WALT DISNEY | the Rolling Stones, one must accept their unequiv- truth; and the truth cannot serve two masters.
' ocal artistry as originally conveyed. “What I do is lro Rs For the opportunist to state that such a song is
* LIVE AT THE Ac?;g,sA.GnyN, « PRIVATE MUSIC 37 sexual,” Keith Richards said as early as 1966, add- MYEA no longer abopt the truth from which it sprang,
,,,,,, ing to this writer in 1989, “I'm a Sagittarius—half- ¢ implying that it is no longer useful as an emblem
POP CATALOG | man, half-horse—with a license to shit in the . of honest insight and self-revelation, is to say that
* THEgEST OFUSKELETONS FROM THE CLOSET 931  street.” Thus, the rock community welcomes Bill one is now done with the truth. And any culture
A DA wAReR ros Gates and his disc/file patrons to a universal inbox that believes it is ever done with the truth has
R&B of uniquely earthy dimensions. ceased to function as an engine of human ideals.
* THE SHOW * SOUNDTRACK * DEF JAM/ RAL 24 And what do the Rolling Stones get out of this Many in the media were quick to claim last
transaction? Moneywise, Microsoft says, the per- week that there was “hardly a whimper” (News-
« THE HOT 100 ° missions fee for the deal (which is commencing at week) from Stones fans, or that they “sneered”
* GANGSTA'S PARADISE * COOLIO FEATURING Lv. » mca 124} the close of a 1994-95 Rolling Stones world tour (The Wall Street Journal) when news surfaced of
; that grossed some $315 million) is confidential, the Microsoft pact. More accurately, reactions are
ADULT CONTEMPORARY 116 and the company asserts that press reports of $12 _ still finding form in the hearts of those who take
# KISS FROM A ROSE » SEAL = ZTT/SIRE million are “grossly exaggerated.” As for the pro- By the Stones’ legacy seriously.
fessional esteem and artistic enhancement gained hv Timotllv White Over at Atlantic Records, the label where the
COUNTRY 33 from such a move, those consequences are murky. band built its modern reputation, emerging
* SOMEONE ELSE'S STAR * BRYAN WHITE * ASvUM | Apologists might say that Microsoft merely groups experiencing their own initial hits are re-
f acquired 30- to 60-second edits of the guitar-and- evaluating the Stones as role models; they realize
DANCE / CLUB PLAY 29 vocal hook from “Start Me Up,” although it’s exactly that musical ~ “Start Me Up” is the Stones’ property, to dispose of as they
* NO MORE "I LOVE YOU'S” » ANNIE LENNOX * ARSTA trademark—which helped make the song a hit in the first place—  please, and their comments aren’t punitive, just perplexed or
that triggers one’s memory of the full work and renders its pres-  deeply disappointed.
DANCE / MAXI-SINGLES SALES 29{ ence in the promotional realm potentially meaningful. “We were offered a huge sum of money from a fast-food com-
* HOW HIGH * REDMAN / METHOD MAN = DEF JAM/RAL Other defenders of the Stones could cite the ample precedents  pany to either write a new song or let them use ‘Hold My Hand,””
for such classic rock-meets-commerce payoffs, noting that a per-  explains singer/songwriter Darius Rucker of Hootie & the Blow-
LATIN 34] former of the stature of Bob Dylan allowed the accounting firm  fish. “I would never, ever let any of our songs be used to sell some
A TERCLO I RISETENAT ST \ of Coopers & Lybrand to exploit a hymn of moral reawakening,  product. These things are just a matter of money, and you're sell-
\ “The Times They Are A-Changin’,” for its own rather humble ing yourself and your music short when you do it. I'm not knock-
X YOUARE NOTALONE_&“:CHAEL [ ep—_— 27| marketing purposes. ing anybody, and I'm not saying what we do is art, but whatever
i However, if the Stones or Dylan were so smitten with the notion  artistic integrity we have we plan to keep intact.”
of using their music to sell another’s wares, perhaps they should “A computer company offered ws a million dollars to use
S lcuououo FEATURING LV. » mca | 25 ha\{e accepted assignments to contrive singular jingles for the oc- ‘Sh_ine,’ ”. says Ed Roland of Collective Soul, “but th_e song “'a§n’t
casion, as young Billy Joel once did for Bachman Pretzels, or they  written for or about a computer, so that was out of the question.
ALB might simply have sung time-honored slogans, such as those prof-  To write something from within yourself and then allow it to be
" Aﬁgggé SH,NE%M_':ROOCT:,(EME'_(%GW 117] fered to Ray Charles or Whitney Houston by soft-drink or coffee  used to sell some product seems hypocritical tome.
‘; firms. If the artist actually appreciates and uses the product, then “I saw the Stones’ commercial for the computer [software] on
ROCK /| MODERN ROCK TRACKS n sych ringing mumcg! endorsgments are concordant with the de- TV the other night,” Roland adds. “ ‘Start Me Up’ was the first
% TOMORROW * SILVERCHAIR * EPC sired perceptions of impressionable consumers. time I ever heard the Stones, and that song was very personal
: And then there are the extenuating circumstances wherein an  to me. It doesn’t make me want to buy that computer program;
~* TOP VIDEO SALES - | act’s song catalog is owned/controlled by a third party, with licens- it just makes me feel that what’s happening with the song itself
% PLAYBOY: THE BEST OF PAMELA ANDERSON K | ing done despite the composers’ objections (as in the case of Mi-  is very false.”
PLAYBOY HOME VIDEQ |
LASERDISCS
+ STAR TREK GENERATIONS * PARAMOUNT HOME VIDEO 105 THIS W E E K I'N BILLBOARD
\
g i B 106 A LABEL OF HIS OWN COMMENTARY 6  MERCHANTS & MARKETING 91
It has no name, artist roster, or staff yet, but a new label created by  agTisTS 8 MUSIC 9 Retail Track 9
RENTALS EMI Records Group does have a chief: former Geffen Records Executive Turntabl 13 Child’s Play 96
* OUTBREAK * WARNER HOME VIDEO 104 executive Tom Zutaut. He calls the job “the chance of a lifetime.” Th ; wt LEnizEle " Declarations of Independents 97
Senior talent editor Melinda Newman reports. Page 8 . S s 7 The Enter*Active File 98
oxscore
y "
No. 1 ON THIS WEEK'S UNPUBLISHED CHARTS IT'S ALL IN THE PACKAGING Continental Drift 20  Home Video 103
Ina Qigitgl age, what's Fhe bgst way to package the new varieties pf Popular Uprisings 21 Shelf Talk 104
BLUES music, video, and multimedia products? Both suppliers and retail- R&B 22
% COVER TO COVER * THE JEFF HEALEY BAND * ARISTA ers have ideas about standards to meet their needs. Enter*Active The Rap Col - REVIEWS & PREVIEWS m
editor Marilyn A. Gillen has the story. Page 91 elRapizolimn
Dance Trax 28  PROGRAMMING 115
CONTEMPORARY CHRISTIAN ! ) . Vox J 118
& 'L LEAD YOU THERE * MICHAEL W. SMITH * REUNION I BPI COMMUNICATIONS + Chairman & CEQ: GERALD S. HOBBS + President: Arthur F. Kingsbury Country 30 0X JOX
« Executive Vice Presidents: John B. . Babcock Jr., Robert J. Dowling. Martin R. Feely. Howard . Music Video 119
GOSPEL Lander * Senior Vice Presidents: Georgina Chalis, Paul Curran, Ann Haire, Rosalee Lovett Latin Notas 34
# KIRK FRANKUN AND THE FAMILY » Vice President: Glenn Heffernan * Chairman Emeritus: W.D. Littleford Jazz/Blue Notes 36 FEATURES
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il L e e L ST e oy T e voed e et fom VD Buenens Pt Sydcaton rennavcoal B nopa  Classical/Keeping Score 37 5 qatel felines 110
t thi blication reproduced. stored i iev. tem, or ) 1t i i . o
THE BILLBOARD LATIN 50 o s pulcaton v e sl sy i e, @ vries o a o oo/ Songwriters & Publishers 62 oy 100 Singles Spotlight 123
* DREAMING OF YOU * SELENA * EMI LATIN publisher. BILLBOARD MAGAZINE (ISSN 0006-2510) is published weekly except for the last week in December, Pro Audio 63 B
One Astor Plaza, 1515 Broadway, New York , N.Y. 10036. subscription rate: annuai rate, Continental U. S. etween The Bullets 130
e i, Engano LELS SEF hegsled 253 Nowpaoer at . Bt pest O opan 113,000 yon Mo INTERNATIONAL 73 Market Watch 132
Labo inc., Dem ilding, 2nd Floor, 11-2, 1-Chome, Nigashi- , Shi wa-ku, , Ja- b A
* BOOMBASTIC » SHAGGY * VIRGIN Szcundmt::IasteDO?taa;au;:;ggat N:w IYl::k, }Vl 3 a_:\dc;‘toadedit‘\oE:Is':naﬁl?:\agngfahczlrllaugsa!m:s‘::r:T;tzzel;;dfhassgs HItS Of The World 76 CLASSIFIED 107
RS e vomabion mcroim rom Kaus Microform: Rout 100, Milacd, Y 10546 or rox unmersty Miotims,  G10Dal Music Pulse 7
300 Z Road, Ann Arbor, Mich. 5 i informati -536- B
% BEST OF * GIPSY KINGS * NONESUCH Subsc'\:loprltiro‘n T:il;rmoaat:don 2:” l’—800-7’22—84982120?0:2(1?%]2.Szusblszigjgggl;ég)Ti(ol?narfya”otzhlvz i?\?oe:rr?azﬂsoln CF::: Canada 8 RE‘L ESTATE 109
212-764-7300. Printed in the U.S.A.
BILLBOARD SEPTEMBER 9, 1995 5

www americanradiohistorvy com



www.americanradiohistory.com

Billooard.

Editor in Chief: TIMOTHY WHITE

HEDITORIAL

Managing Editor: KEN SCHLAGER

Deputy Editor: Irv Lichtman

News Editor: Susan Nunziata

Director of Special Issues: Gene Sculatti; Dalet Brady, Associate Director
Bureau Chiefs: Craig Rosen (L.A.), Chet Flippo (Nashville),

Bill Holland (Washington), John Lannert (Caribbean and Latin America)
Art Director: Jeff Nisbet; Assistant: Raymond Carlson

Copy Chief: Bruce Janicke

Copy Editors: Elizabeth Renaud, Carl Rosen, Carolyn Horwitz

Radio: Eric Boehlert, Features Editor (N.Y.)

Talent: Melinda Newman, Senior Editor (N.Y.}

Senior Writer: Chris Morris (L.A.)

R&B Music: J.R. Reynolds, Editor (L.A.)

Country Music/Nashville: Deborah Evans Price, Associate Editor

Dance Music: Larry Flick, Editor (N.Y.)

Retail: Ed Christman, Senior £d. (N.Y.), Don Jeffrey, Associate Ed. (N.Y.)
Home Video: Seth Goldstein, Editor (N.Y.), Eileen Fitzpatrick, Associate Ed. (L.A.}
Pro Audio/Technology: Paul Verna, Editor (N.Y.)

Enter+Active: Marilyn A. Gillen, Editor (N.Y.)

Music Video: Brett Atwood, Editor (L.A.)

Heatseekers Features Editor: Carrie Borzillo (L.A.)

Staff Reporter: Trudi Miller Rosenblum (N.Y.)

Administrative/R h Assistant: Terri Horak (N.Y.)

Editorial Assistant: Douglas J. Reece (L.A.)

Special Correspondent: Jim Bessman

Contributors: Catherine Applefeld, Fred Bronson,

Lisa Collins, Larry LeBlanc, Jim Macnie, Moira McCormick,

David Nathan, Havelock Nelson, Phyllis Stark, Heidi Waleson
Intemational Editor in Chief: ADAM WHITE

Intemational Deputy Editor: Thom Duffy

Intemational Music Editor: Dominic Pride

European News Editor: Jeff Clark-Meads

German Bureau Chief: Wolfgang Spahr

Japan Bureau Chief: Steve McClure

Far East Bureau Chief: Mike Levin

B CHARTS & RESEARCH

Associate Publisher: MICHAEL ELLIS

Director of Charts: Geoff Mayfield (L.A.)

Chart Managers: Suzanne Baptiste {Senior Manager R&B/Reggae/Blues),
Anthony Colombo (Album Rock/New Age), Ricardo Companioni (Dance), Datu
Faison (Rap/Jazz/Gospel/World Music), Steven Graybow (Adult Contempo-
rary), Wade Jessen (Country), John Lannert (Latin}, Jerry McKenna (Hot 100),
Mark Marone (Modern Rock/Studio Action), Geoff Mayfield (Billboard 200/
Heatseekers), Marc Zubatkin (Video/Classical/Kids' Audio}

Chart Production Manager: Michael Cusson

Assistant Chart Production Manager: Paul Page

Archive Research Supervisor: Silvio Pietroluongo

Administrative Assistants: Steven Graybow (N.Y.), Amani Walker (L.A.)

W SALES

Associate Publisher/U.S.: JIM BELOFF

Advertising Services Manager: Michele Jacangelo

New York: Ken Karp, Ken Piotrowski, Patricia A. Rod Jennings,
Deborah Robinson, Erica Bengtson, Phyllis Demo, Jef Lestingi
Classified (N.Y.): Jeff Serrette, Susan Mazo

L.A.: Jodie Francisco, Gary Nuell, Lezle Stein,

Alyse Zigman, Evelyn Aszodi

Nashville: Lee Ann Photoglo, Mary DeCroce

Associate Publisher/Intl.: GENE SMITH

Europe: Christine Chinetti (London), Robin Friedman
Tokyo: Tokuro Akiyama, 044-433-4067

Southeast Asia: Grace Ip, 310-330-7888 (L.A.)

Milan: Lidia Bonguardo, 011-3936-254-4424

Paris: Francois Millet, 33-1-4549-2933

Melbourne: Amanda Guest, 011-613-824-8260/8263 (fax)
Latin America/Miami: Angela Rodriguez, 305-441-7976
Mexico: Daisy Ducret 213-525-2307

B MARKETING

Director of Marketing: ELISSA TOMASETTI

Promotion Art Director: Tony Santo

Special Events Manager: Maureen Ryan

P ion Coordi : Melissa Subatch

Marketing and Publicity Associate: Gayle Finkelstein
Circulation Manager: Jeanne Jamin

European Circulation Manager: Sue Dowman (London)
Assistant Circulation Manager: Adam Waldman

Group Sales Manager: Jeff Somerstein

Circulation P tion A Manager: Trish Daly Louw

EPRODUCTION

Director: MARIE R. GOMBERT

Advertising Production Manager: John Wallace

Associate Advertising Production Manager: Lydia Mikulko
Advertising Production Coordinator: Cindee Weiss
Editorial Production Manager: Terrence C. Sanders
Associate Editorial Production Manager: Drew Wheeler
Specials Production Editor: Marcia Repinski

Assistant Specials Production Editor: Marc Giaquinto
Systems/Technology Supervisor: Barry Bishin
Composition Technicians: Morris Kliegman, Anthony T. Stallings, Susan Chicola
Directories Production Manager: Len Durham

EADMINISTRATION

Senior Vice President/General Counsel: Georgina Challis
Director of Research: Jane Ranzman

Directories Publisher: Ron Willman

On-Line Sales/Support: Vince Beese

Distribution Director: Edward Skiba

Billing: Debbie Liptzer

Assistant to the Publisher: Kara DioGuardi

PRESIDENT & PUBLISHER: HOWARD LANDER
EBILLBOARD OFFICES:

Commentar

Stop The Spread Of Royalties Buyouts

M BY MARK ALTMAN

The acquisition of rights on a “buyout”
basis is a cancer that has been growing in the
field of intellectual property in the U.S. and
Canada. If left untreated, it will spread not
only to formats that have not “arrived,” but
also to such established areas as mechanical
royalties on CDs and cassettes.

The exposé by Seth Goldstein on the issue
of per-unit royalties for videos (Billboard,
Aug. 5) finally raises the question: Whose side
are U.S. music publishers on, and how much
money are they keeping from composers and
songwriters by making these “buyout” deals?

Home video, which has generated billions
of dollars for Hollywood studios, brings only
a meager share to the American composers
and publishers whose video mechanical rights
are “bundled” with one-time synchronization-
fee buyouts and in-perpetuity deals. Is it pos-
sible that for a vertically integrated organi-
zation, such as a studio, a buyout usually
means more profit for the studio, which does
not have to share that money with the com-
posers? This is not how video mechanical roy-
alties are shared by composers and publishers
outside of North America. In other countries,
a collective society representing local com-
posers and publishers negotiates with video
manufacturers and distributors a fair per-
centage rate of the wholesale price, and reg-
ular semi-annual royalty payments based on
unit sales are a contractual obligation. This is
the fair way to have composers participate in
the success of their music now and for gener-
ations to come.

How much are copyright owners losing?
How does $1 billion a year sound? Whatever it
is, it would be split between the songwriters
and publishers. I doubt anyone has the
answer, but a hint may be found in an article
printed in the November 1994 edition of Inter-
national Musician, the official journal of the
American Federation of Musicians of the U.S.
and Canada, in which it reports on the activ-
ity of its special funds: one for phonograph
records and the other for television/motion
pictures.

Record companies contributed $12 million
to the AFM’s Phonograph Record Special
Payments Fund last year. This fund distrib-
uted money to musicians who participated in
recording sessions. The same companies paid
almost $400 million in mechanical royalties to
the Harry Fox Agency.

At the same time, Hollywood producers
contributed a percentage of their revenues to
the AF'M’s Theatrical and Television Motion
Picture Special Payments Fund that amount-
ed to $26 million last year. If musicians made
more than twice as much from movies as they
did from recordings, why should songwriters,
composers, and publishers not enjoy similar
benefits?

Based on the proportion above, the home
video industry should generate more than
$750 million in “video mechanical royalties”
from domestic sales alone, with a similar

publishers, meanwhile, don’t have to worry
about keeping an exact count of sales in the
60,000-80,000 outlets that regularly carry

‘Have we suc-
cumbed to a new
controlled com-
position clause?’
Mark Altman is presi-
dent of Morning Music

Ltd., in Mississauga,
Ontario.

sell-through hits.” Music publishers manage
to count sales in the retail outlets selling CD
and cassettes (with the help of the Harry Fox

UNITY IN CHILDREN'S MARKET

Bravo to Karan Bunin for her commentary
on the power of a unified children’s entertain-
ment industry (Billboard, Aug. 26). For better
or worse, there is no doubt that the media and
television have a major influence on children
(as they do on us all). It is important that we,
as an industry, encourage overall quality in chil-
dren’s entertainment.

The American Academy of Children’s Enter-
tainment is another not-for-profit children’s
entertainment trade organization that was
started just a few years ago. On Father’s Day
this past June, the group sponsored the first
Children’s Entertainment Awards at Opryland
in Nashville. The gala event, which exposed
promising new talent in the children’s televi-
sion field, was broadcast live on TNN to more
than 70 million viewers nationwide. The expo-
sure was unprecedented for the artists who
performed; the program drew one of the high-
est ratings for a TNN show for that season.

The American Academy of Children’s Enter-
tainment also has joined the largest trade show
for family entertainment, the Fun Expo, to be
held at the Orlando Convention Center in
Orlando, Fla., on Oct. 9-10. This event will bring
together more than 6,000 children’s entertain-
ment buyers and providers as well as sponsor-
ing educational seminars for the industry.

All of this confirms Bunin’s urging that a
unified voice can educate the consumer and
help stimulate growth and creativity in chil-
dren’s entertainment.

Wallace Coliins

General Counsel

American Academy of Children's
Entertainment

New York

INDIE SUITS NOT AN ISSUE

I read with great interest Dominic Pride’s
article on royalties (Billboard, June 10). For
some reason, Pride’s analysis of the artist roy-

Agency and the Recording Industry Assn. of
America), so control would not be a problem
once the motion picture industry becomes
accountable to songwriters and music pub-
lishers under an equitable agreement. What
seems to be lacking is the initiative to reach
an industry-negotiated agreement. Any
industry that uses music as a component must
remunerate the creators of that music on an
equitable, quantitative basis.

Songwriter and composer associations are
now, more than ever, able to speak with a unit-
ed voice on a number of legislative issues that
concern intellectual property. It’s time for
them to lobby for something that can result
in huge financial rewards, for a change, and
protect them from the pathetic fate of so
many recording artists of the ’50s and ’60s
who get no royalties on new compilations of
their old hits.

LETFTTERS

artist royalties, and/or between the Charly law-

suit and artist royalties, then these two items

should have been left out of his otherwise fine

article. These are separate and distinct issues
and should remain as such.

Michael Chernow

The San Juan Music Group

Parlin, N.J.

FOCUS ON H.R. 789, FOR NOW
Because my letter of Aug. 26 was not run in
its entirety, some readers may have miscon-
strued its meaning. While I wholeheartedly
support the Performance Right for Sound
Recordings and Life Plus 70 legislative pro-
posals, I believe the industry must currently

focus on defeating H.R. 789.

Monica Corton
VR creative affairs and licensing
Next Decade Entertainment Inc.
New York

SONY SUPPORTS SW NETWORKS

This letter is in response to the article titled
“Syndicator Plans A Rock Series ‘With Attitude’ ”
(Billboard, Aug. 26). I was pleased to be quot-
ed on the strength of Sony Electronics’ rela-
tionship with SW Networks, but rather
unnerved to find an unnamed source implying
that Sony Eleetronies intends to lessen its com-
mitment to the network, which is emphatically
not the case.

As I pointed out to your writer, as director of
advertising at Sony Electronics, I am the only
individual privy to Sony Electronics’ advertis-
ing plans as they relate to SW; as the sole
source of information on that topic, I informed
her that Sony Electronics intends to substan-
tially expand its relationship in the immediate
future.

Sony Electronics’ commitment extends to
both SW’s specific programming and its over-
all vision. The philosophy of the company is
absolutely unique in radio; SW'’s niche-target-
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Our Customer 1s Your Customer

Our Music is Your Music

Joan Baez Catie Curtis The Rankin Family
“Ring Them Bells” “Truth From Lies” “Endless Seasons”
SEPTEMBER 26 JANUARY 1996 FEBRUARY 1996

GUARDIAN Records 810 Seventh Avenue, New York, NY 10019 P/212.603.8729 F/212.603.8648
GUARDIAN Records is a label of the EMI Records Group North America.
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Market Survey Gonfirms Good
Health Of U.K. Music Industry

# BY ADAM WHITE

LONDON—The robust health of the
U.K. music business was underscored
Aug. 24 by the British Phonographic
Industry’s second-quarter market
survey, published one day after lead-
ing music retailer Virgin Our Price
announced record 1994-95 revenues
and profits.

The BPI report, based on the trade
deliveries of its member record com-
panies, shows that album sales rose
17% to 39.6 million units from April to
June, with a 12.7% increase in value.
Singles increased 16.3% to 17.1 mil-
lion units, with a 14.9% increase in
value. Total label sales revenues rose
13% to $315.7 million.

The quarter’s top album was the
30th volume of EMI's “Now” series of
hit-single compilations, which began
in 1983. Other big contributors to the
results were albums by Wet Wet Wet,
Take That, Michael Jackson, Paul
Weller, Bon Jovi, Pink Floyd, and Al-
ison Moyet.

“The music industry is doing very
well at the moment,” affirms Virgin
Our Price managing director Simon
Burke, pointing to the chain’s own fi-
nancial results (Billboard, Sept. 2)

Blockhuster
Music Dips Toe
In Multimedia

LOS ANGELES—On the heels of
Blockbuster Video’s ongoing trial of
CD-ROM departments, sister chain
Blockbuster Music is preparing to
step into the interactive ring with a
test in select stores.

The test program, targeted to
kick off by Oct. 1 and run through
year’s end, will involve 30-35 Block-
buster Music stores nationwide, ac-
cording to an executive at Navarre
Corp., which has been selected as
exclusive distributor for the test de-
partments. Sections will boast offer-
ings of 250-300 titles across all mul-
timedia categories, according to
Navarre.

“We’'ll have 150-200 hit-oriented
titles, plus an endecap of new releas-
es, an endeap of packaged compila-
tions, a budget CD-ROM selection in
the $14.99-$19.99 range, and a full
selection of enhanced CDs and CD
Plus products,” says Jim Adams,
VP/GM of the computer products di-
vision at Navarre. “There’ll be some-
thing for everyone.”

Each component—from budget to
music to games—will be evaluated
individually at the end of the test pe-
riod to see what works, and what
doesn’t, in the music store setting,
Adams says.

Blockbuster Music has not carried
any multimedia product in its stores
to date, with the exception of a few
enhanced CDs merchandised within
the regular audio bins.

“We are always looking at ways to
provide greater selection and op-
tions for our customers, and we will
look at any number of things that can
potentially increase our business,”
says Mike Caruso, a spokesman for
Blockbuster Music. “We will assess
this periodically and see how it’s do-
ing, and take it from there.”

MARILYN A. GILLEN

and noting the BPI figures. He says
the BPI statistics are in line with the
retailer’s front-line experience during
the same period.

“Things that give me optimism in-
clude the amount of excitement
around [the] Blur and Oasis [chart
contest],” says Burke. “Remember,
this is the singles market we're talk-
ing about, which the business was al-
most writing off 18 months ago.”

On the Virgin Our Price perfor-
mance, Burke says, “This is the first
time our profits have been broken out
[by corporate parent W H Smith
Groupl], and it’s one of the success sto-
ries of the industry.”

He says the company’s two
chains—currently, 281 Our Price out-
lets and 37 Virgin stores—felt “a big
hike” in the music market from last

(Continued on page 123)

New EMI Lahel For Ex-Geffen Exec

New York Label Fulfllls Dream For Zutaut

H BY MELINDA NEWMAN

NEW YORK—EMI Records Group
is creating a stand-alone label under
the direction of former Geffen
Records executive Tom Zutaut.

The New York-based label has no
name, artist roster, or staff—other
than Zutaut—to announce yet, but its
creation fulfills a lifetime dream for
the executive and a potential creative
and profit center for EMI.

Zutaut, who left Geffen in January,
has signed a number of multiplatinum
acts throughout his career, most no-
tably Guns N’ Roses, Motley Crue,
Enya, and Tesla. The last act he
signed to Geffen was burgeoning al-
ternative band Elastica.

The deal between Zutaut and EMI,
which was signed Aug. 30, came about
after Zutaut paid a visit to Charles

Having A “Ball.” EastWest Records executives present Angus Young and Brian
Johnson of AC/DC with a plaque commemorating the group's overall sales of 80
million albums worldwide. Young and Johnson were in New York to promote

AC/DC's upcoming EastWest album, ‘BallBreaker,”

which marks the return of

original AC/DC drummer Phil Rudd. The band will embark on a world tour in
January. Shown, from left, are Steve Barnett, the band’s U.S. manager; Alan
Voss, senior VP of sales; Johnson; Stuart Young, the band’s manager; Craig
Lambert, executive VP; Young; Steve Kleinberg, senior VP of marketing; Sylvia
Rhone, Elektra chairman/CEO; Alvin Handwenker, the band'’s business manager;
Seymour Stein, Elektra president; Greg Thompson, senior VP of promotions; and

Derek Oliver, VP of A&R.

ZUTAUT KOPPELMAN

Koppelman, chairman/CEQ, EMI
Records Group North America. “Tom
came to visit me at the Capitol Tower
in L.A. six weeks ago,” says Koppel-
man. “l knew of him, but we didn’t
know each other that well. We spent
two hours talking about music and
what he wanted to do with the rest of
his life. When we finished the meet-
ing, we agreed that I would try to fig-
ure out a significant role for Tom in
the company.”

Although Koppelman says he had
not specifically been thinking about
creating a new label before his meet-
ing with Zutaut, after the powwow it
seemed like the logical step. “Over
the last couple of years, we’ve been

puttmg things in order here, and
we’ve been putting creative execu-
tives in top positions,” says Koppel-
man. “In my desire now to look at ex-
panding the product that comes out
from the labels, I thought he would be
perfect to head a label.”

Zutaut reports directly to Koppel-
man, who has been steadily installing
former A&R gurus into top positions
at the labels he oversees. He brought
in Gary Gersh, who was a colleague of
Zutaut'’s at Geffen, to run Capitol
Records two years ago and hired pro-
ducer Davitt Sigerson to oversee
EMI Records. Top Nashville produc-
er Scott Hendricks took over Capitol
Nashville earlier this year.

Zutaut says he has been meeting
with heads of labels for the last sever-
al months to decide his next move. “I
picked EMI because [EMI Records
Group International CEO/president]
Ken Berry and Charles offered me
the chance of a lifetime,” he says.
“There are positives and negatives to
every situation in life, and there were

(Continued on page 18)

Time Warner, Turner Discuss
Merger Worth $8.5 Billion

® BY DON JEFFREY

NEW YORK—Time Warner’s pro-
posed acquisition of Turner Broadeast-
ing System would create the largest me-
dia and entertainment company in the
world—with increased market share in
film and home video.

The merger would have no effect on
Warner’s music business. Atlanta-based
Turner does not operate any record
companies or music publishing units,
and its cable networks do not program

NEW YORK—This week’s Billboard
is another watershed in the maga-
zine's continuing evolution. The issue
includes new editorial features, a new
children’s audio chart, and a major re-
organization of the subject sections
into five “supersections.”

The biggest change this week is the
debut of the Merchants & Marketing
supersection, which is the new home
for Billboard’s intensified coverage of
home entertainment retailers, suppli-
ers, and distributors. The supersec-
tion includes elements of the former
Retail and Home Video sections, as
well as the Enter*Active page.

Also new is the Reviews & Pre-
views supersection, which for the first
time gathers all of Billboard’s product
reviews under one roof. The super-
section includes reviews of new al-
bums, singles, home videos, and mul-
timedia titles, as well as books, films,
and TV and theatrieal productions of
interest to our readers.

The other supersections to be found
each week in Billboard are Artists &
Music, International, and Programm-
ming, which comprises the former Ra-
dio and Music Video sections.

“The primary focus of this restruc-
turing was to organize the publication

Billhoard Adds Features, ‘Supersections’
Changes Reflect Evolution In The Marketplace

in a manner that allows our readers
better access to our broadening cov-
erage of the music and home enter-
tainment industries,” says Howard
Lander, Billboard’s president and
publisher. “We’ve grouped the mater-
ial in a logical sequence based on the
informational needs of our worldwide
reader base and to incorporate the
new editorial features we've added
over the last five years.”

“Frankly,” says Billboard editor in
chief Timothy White, “the new Mer-
chants & Marketing supersection and
all the features that emanate from it
simply reflect the new realities of the
marketplace, where varieties of en-
tertainment software are increasing-
ly available under the same roof and
in contrast with one another.”

As part of the Merchants & Mar-
keting launch, Billboard kicks off
“The Retooling Of Retail,” a special
four-week series of articles on new
product lines, fixturing and systems
developments, and distribution devel-
opments that are changing the face of
traditional home entertainment
stores in the "90s (see page 99).

Also in this issue:

¢ Billboard i nl: rofuces Top Kid Au-
dio, a biweekly 25-pusition chart de-

voted to current children’s product.
The chart will alternate with the Top
Kid Video chart in the Merchants &
Marketing supersection. (Although it
will be printed biweekly, Top Kid Au-
dio will be compiled weekly. In the
weeks that it does not appear in the
magazine, it will be available to sub-
seribers of the Billboard Information
Network and SoundScan. For addi-
tional details, see page 96.)

* Child’s Play, which provides news
of children’s musie and video releases,
increases from biweekly to weekly fre-
quency. The column by Chicago corre-
spondent Moira McCormick also ap-
pears in Merchants & Marketing.

* The Pro Audio section is moved
forward to become part of the Artists
& Music supersection. This reflects a
redirection of the Pro Audio coverage
to emphasize the role of producers, en-
gineers, recording studios, and tech-
nology in the creation of new music.

* With the introduction of the Re-
views & Previews supersection, Paul
Verna is named reviews editor of Bill-
board. Verna, who had been co-editor
of the Album Reviews page, will ¢oor-
dinate all the reviews in the new su-
persection. He also continues as pro
audio/technology editor of Billboard.

music video. Warner Music Group is one
of the largest music companies in the
world.

But Turner owns three movie compa-
nies—New Line Cinema, Castle Rock
Entertainment, and Turner Pictures
Worldwide—as well as a home video unit,
Turner Home Entertainment. These
properties, if combined with Warner
Bros. Pictures and Warner Home Video,
would add significantly to Time Warner’s
market share in film and video.

According to Adams Media Research
in Carmel Valley, Calif., Turner’s home
video companies had a 5.5% share of the
video sell-through market in the first
half of this year, with revenues of $120
million, and an 84% share of the rental
market, with revenues of $86 million.
Warner Home Video was the market
share leader in rental, at 17.9%, with
revenues of $183 million, and it had a 7%
share of the sell-through market, with
$153 million in revenues. A combined
Warner/Turner would have had a 12.5%
sell-through share and a 26.3% rental
share.

Turner also owns Hanna-Barbera,
which has animated properties that
could produce additional home video
revenue for Time Warner.

In a surprise move, Time Warner and
Turner disclosed that they were “in dis-
cussions to merge their companies.”
Wall Street sources say that Time
Warner proposes to buy the 82.6% stake
it does not own in Turner in a deal worth
approximately $8.5 billion. The transac-
tion would be an exchange of stock and
thus would not add to Time Warner’s
burdensome $15 billion 