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Atlantic’s Everything But
The Girl Tells its Tender
Love Story ‘Walking’

SEE PAGE 3

Ivers, ‘Riverdance’:
Luck 0’ Labels’ Irish

B BY BRADLEY BAMBARGER

NEW YORK—St. Patrick’s Day must
have felt like Christmas for labels

IVERS

WHELAN

Green Linnet and Celtic Heartbeat

this year
Kindled by a sold-out run of the tra-
ditional Irish music/dance revue
“Riverdance” at Radio City Music Hall
(Continued on page 116)
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NEWSPAPER

Carlos Santana To Receive
’96 Billboard Century Award

Guitarist Melds Rock, Jazz Fusion, Salsa

Bl BY BRADLEY BAMBARGER ry Award live in December at the Bill-
board Music Awards. The internation-

ally telecast program will be broadcast

NEW YORK—From Woodstock '69

and the glory days of the
Fillmore West to Wood-
stock '94 and beyond, the
career of Carlos Santana
has been marked by a
questing, inclusive spirit.
As a guitarist, composer,
and bandleader, Santana
has forged a singular voice
while embracing a world of
music. Above all, he has re-
mained resolute in his pur-
suit of community and com-
munion in art.

For his uncommon accomplishments
and continuing influence, Santana has
been named the 1996 recipient of the
Century Award, Billboard’s highest
honor for creative achievement. San-
tana will be presented with the Centu-

SANTANA

in North America on Fox
Television.

The announcement of
Santana’s upcoming re-
ceipt of the Century Award
makes known the fifth of
the initial group of five
artists selected for annual
recognition, following a
confidential yearlong con-
sultation in 1991-92 by Bill-
board editor in chief Timo-
thy White and Billboard
president and publisher
Howard Lander with hundreds of
artists and industry professionals. The
four prior honorees, revealed in se-
quence, have been George Harrison
(1992), Buddy Guy (1993), Billy Joel

(Continued on page 117)

B BY ARTHUR GOLDSTUCK

JOHANNESBURG—On Jan. 13,
the Johannesburg area played host
to three events that
would have been
unthinkable just a
few years ago: Eng-
land and South
Africa met at the
Wanderers stadium
in an internation-
al cricket match;
South Africa’s na-
l tional soccer team met Cameroon at

the Soccer City stadium for the open-
| ing game of the African Nations Cup
| tournament; and, at the Loftus Vers-
| feld stadium, which normally plays

South Africa’s Live Industry
Healthy, But Venues Limited

host to rugby fans, Luciano Pavarot-
ti performed the first of two concerts
before an ecstatic crowd.

Although there were “sold out”
signs at all three |
venues, it was the |
Pavarotti appear- |
ance that proved to |
South Africans, |
once and for all, |

|

that they were back
in the international
mainstream. Tick-
ets for two perfor-
mances sold out months ago, within
hours of going on sale.

It has been five momentous years |
since the release of Nelson Mandela l‘
(Continued on page 109) |

Def Leppard Gets Edgy
On New Mercury Album

SEE PAGE 12
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Digital Delivery
Comes To Radio

B BY CHUCK TAYLOR

With digital technology demon-
strating ever-increasing might over
the music industry, the familiar
practice of a new record hitting a
radio program-
i mer’s desk might
l soon be supplant-
|
[

—_——

ed with a song be-
ing fired downline
to a station PC’s
hard drive.

A number of ma-
jor labels have be-
gun utilizing a sys-
tem that allows CD-quality music to
be sent electronically to radio stations,
potentially offering dramatic savings

(Continued on page 101)
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RuffHouse’s
Fugees Score

H BY J.R. REYNOLDS

LOS ANGELES—By combining a
long-term setup campaign and non-

FUGEES

stop touring with the release of singles
capable of crossing multiple formats,
(Continued on page 100)
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RETAIL TRACK
NARM News: Blockbuster Video
Adding Music To its Stores

SEE PAGE 84
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Everything But The Girl: “Walking’ Tall

To profess knowledge of experiences one hasn’t had is to be a real
fool rather than someone’s opinion of one. In contrast, Everything
But The Girl is so honest about its own seasoned imprudence that
the twosome makes music on the subject that feels heroic in its tri-
umphs over chronic delusion or self-deception.

“I think the angst in our records comes from our own charac-
ters,” says Tracey Thorn, half of the veteran vocal/composing team
that includes longtime professional and romantic partner Ben Watt.
“But our music reached a stage in 1991 where it lost its tension and
spirit and became more soothing than anything else. It’s been
reawakened in the light of Ben’s illness and everything we went
through during that period—which exploded a lot of certainties and
an element of complacency that [had] crept into our lives, while
informing a lot of the songwriting.”

The infirmity Thorn refers to is the severe abdominal and chest
pain that sent a frightened Watt into one of London’s biggest teach-
ing hospitals June 26, 1992; his grave discomfort was finally diag-
nosed as Churg-Strauss Syndrome, a rare life-threatening disease
that “destroys the body’s connective tissues and blood

its directness, and the way it seems to hook listeners from the first,
people saying, ‘God, ['ve felt that.””

Consciously or otherwise, Thorn and Watt have made their mutu-
al devotion a lens by which they can analyze the contemporary dis-
integration of every little unselfish thing that once assured fidelity.
In all they’ve done together since they dueted in July 1983 on a bare
version of Cole Porter’s “Night And Day” for London’s Cherry Red
indie label, one hears the progression of a deepening love affair.

“We were both signed as teenagers to Cherry Red but never met
until we attended Hull University,” says Watt. “I'd seen Tracey play
in pubs with her band, the Marine Girls, a minimalist, no-drums
trio that was like the Shangri-Las meet the Raincoats [and whose
1981 ‘Beach Party’ and 1983 ‘Lazy Ways’ albums were an acknowl-
edged blueprint for later L.A. and Seattle acts, such as Hole]. [ put
a message out on the university’s paging system saying if Tracey of
the Marine Girls was around, could she meet me in the reception
area. She was in the building and came along! I said, ‘I'm Ben, and
I'm on Cherry Red, too. Did you bring vour guitar?’”

“Ben was very funny, very dynamic, and very high-

vessels,” in Watt’s words, “by activating the body’s
immune system against itself.” As for the songwrit-
ing that has since corresponded with Watt’s thus-far
successful treatment (although he permanently for-
feited much of his intestines and muscle mass), it can
be found on the 1994 collection “Amplified Heart,”
whose “Missing” single, a Todd Terry-remixed epi-
log on elusive love, took two continent-hopping years
to make the exceptional album a global smash.
“Walking Wounded,” the duo’s new Blanco Y
Negro/Atlantic disc (due May 21), is even more
sophisticated—and hopeful—in its dissection of
life’s abrupt dilemmas and the inward debates they
invite. “Even songs that aren’t specifically about our
recent threatening experiences show we’ve had our
once-mellow perspective undermined,” Thorn
observes calmly. “There’s a real acknowledgment on
the new album of all kinds of troubles and suffering,
but often the characters in the songs are survivors.”
The new record’s initial singles (the foreboding

Music

TOMYEARS

by Timothy White

ly motivated,” Thorn recalls tenderly. “Those are
very attractive qualities.”

Watt was born Dec. 6, 1962, in Barnes, West Lon-
don, the sole child of accomplished actress/journal-
ist Romany’s second marriage (she had had four chil-
dren previously) to Scottish jazz bandleader Tommy
Watt, whose popular orchestra issued two albums
(“It Might As Well Be Swing,” 1959; “What’s Cook-
ing,” 1962) on the George Martin-run Parlophone
label.

“George Martin called my dad up early on,” notes
Watt with a laugh, “and he said, ‘Tommy, ['ve got
these four kids from Liverpool. Do you want to go
halves on the arrangements for them? No? Well,
they’re called the Beatles, anyhow. Look out for
them!"”

If the younger Watt lost out on a linkage with the
Fab Four and suffered through a “prickly adoles-
cence” with his musical parent, his father’s infec-

title track in the U.K., the fibrillating “Wrong” in the

U.S,) represent further advances in Thorn and Watt’s proficiency
at bending the jungle/drum-and-bass dance rhythms of London’s
clubs and New York’s deep house scene to their own neo-jazz-pop
purposes. But the unsung greatness of Everything But The Girl,
which has made some of the paramount pop records of the '80s and
’90s, shines forth on the track that follows the aforementioned pair
on “Walking Wounded,” a flawless bit of heartbreak-synchronized
belles-lettres called “Single.” There is little data shared in the song
beyond the aesthetics of loneliness and disjunction, but the psychic
pattern is clearly drawn: “I’ll put my suitcase here for now/I'll turn
the TV to the bed/But if no one calls and I don’t speak all day/Do [
disappear?”

Thorn explains that the lyrics were written by “just imagining
what it would be like to be single, having been part of a couple for
such a long time. I just went away for a few days doing some work,
and I found myself in a hotel alone, which is unusual. And I thought,
‘Hang on, what would that be like if this [situation] were more per-
manent?’ People seem to live their lives these days in ever-decreas-
ing units; we've gone from the family to the couple to the single per-
son. So the song is about being on your own, and I like its emptiness,

THIS WEEK

A RAPPING REUNION

The Geto Boys are back, this time with their original lineup and a new
album titled “The Resurrection.” On it, Bushwick Bill, Scarface, and
Willie D. deliver their familiar brand of social and political commentary.
Rap columnist Havelock Nelson has the story. Page 28

BATTER UP AT VIDEO

Spring is here, and baseball fans can look forward to indulging their
favorite pastime at the video store. Vendors are hoping for a home
run in tape sales. Home video editor Seth Goldstein reports.

Page 88
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tious affinity for Stan Getz enabled Ben to conceive
the Everything But The Girl sound he now calls
“21st-century bossa nova.”

Thorn, meanwhile, was the Sept. 26, 1962, offspring of accoun-
tant Dennis Thorn and wife Audrey, growing up in Brookmans Park,
Hertfordshire, with two siblings and a household piano she terms
“an aspirational piece of suburban furniture that only [ went near.”
Years of classical study and a punkish band, Stern Bops, predated
Thorn’s literature major at Hull U., where she read Samuel Beck-
ett by day and rocked Everything But The Girl by night (the name
was borrowed from a local second-hand shop).

The “natural cool and Latin tonality” Watt admires in Thorn’s
voice became the guidance system for a glimmering series of jazz-
pop records (principally “Eden,” 1984; “Idlewild,” 1988; and
“Worldwide,” 1991) whose previous acme was the Tommy LiPuma-
produced “The Language Of Life” and its 1990 radio perennial,
“Driving.” An equally winsome cut on the pre-eminent “Walking
Wounded” is the repentant “Mirror Ball.”

“People are often hooked,” Thorn ventures, “by the surface appeal
of songs that later resonate through their lives.” Watt agrees:
“That’s us, and also our cry, our desire. We’ve been given a rebirth,
and feel very inspired.”
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Ediforial

Missing At NARM: Product Presentations

In a darkened auditorium six years ago, in
the midst of what seemed to be a routine video
presentation, a huge crowd of unsuspecting
music industry officials were stunned by the
first few notes of a singer they had never heard
nor heard of. This normally stodgy throng
responded with applause that morning, prac-
tically before her name had been revealed; and
for special emphasis, she showed up at that
evening’s dinner for a duet with Michael
Bolton.

It was the moment that planted the seed for
Mariah Carey’s sequoia-sized career. But,
there could be no such moment at this year’s
National Assn. of Recording Merchandisers
convention, because, in a move reminiscent of
the old ’60s slogan “What if they gave a war
and nobody came?,” distributors pulled the
plug on product presentations.

Citing concerns over return on investment,
and noting time and again that sharp buyers
should already be aware of upcoming releas-
es, distributors just said no to presentations.
So, although many accounts and suppliers
hailed the March 22-25 NARM in Washington,
D.C., as an especially productive convention, it
felt like the guest of honor was missing.

Carey isn’t the only superstar who turned
NARM into a debutante ball: During the past
dozen years, the meet also launched multi-
platinum debuts for Whitney Houston and
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Tracy Chapman, as well as Anita Baker’s first
No. 1 album. Retail’s support for Chapman
was particularly crucial, because her set was
practically gold by the time radio found “Fast
Car.” And someone must have thought the con-
fab had significance in setting up Houston,
Baker, and Carey, since as a gesture of thanks
all three returned to the meeting to headline
events in subsequent years.

Maybe last year’s three-hour blocks in San
Diego were exorbitant, but is it possible that
the right measure lies somewhere short of
zero hours, particularly with regard to Heat-
seekers candidates and other new artists?
And, with imagination, creativity, and, most
important, focus, isn’t it possible to produce a
meaningful pitch for a reasonable cost?
Although astute buyers do know about tomor-
row’s releases, would any buyer six years ago
have had a total comprehension of Carey’s
powerful voice and appeal had that buyer not
seen the reaction to her talents? Probably not,

There are other values attached to these
forums, like educating those retail executives
who have responsibilities other than buying.
And, when a couple of veteran attendees can
amuse a suite full of folks quoting punch lines
from an 8-year-old A&M presentation, one is
reminded that product spiels also serve to
establish and enhance a company’s image. The
presentation format also gave prior conven-

tions a sense of flow in which every vendor
had a guaranteed moment in the spotlight,
rather than having to choose between one of
several competing off-campus events.

Most important of all, since the product
presentations have customarily been the most
popular mass events of any NARM conven-
tion, giving all attendees a shared experience
they could discuss afterward, they have
always proved to be the most dramatic com-
mon agenda-setter for the task that lies
beyond each annual confab: selling lots of
records with belief, effectiveness, and enthu-
siasm.

Fortunately, the convention was not totally
devoid of music, thanks to nuggets like k.d.
lang’s stellar scholarship-dinner set, the mar-
velously informal country “Guitar Pull” with
Carlene Cartey, Suzy Bogguss, Pam Tillis, and
Mary Chapin Carpenter; the gospel brunch;
the Club DiverCity showcases, and the star-
studded (Buddy Guy, the Corrs, Richard Marx,
Kathleen Battle, Four Tops, Temptations,
Trisha Yearwood) night at Constitution Hall,

But many attendees left NARM feeling
thirsty for more music linked directly to the
new releases that will fuel the industry’s '96
profits and passions. Let’s hope distributors
will again rethink their stance and quench
that vital thirst at next year’s event. After all,
this is show business.

COMMENTARY

Black Alternative Radio: Responding To A Need

@ BY VERDINE WHITE and RICK SCOTT

What do Me’shell NdegéQOcello, Incognito,
Lenny Kravitz, Seal, Marcus Miller, George
Duke, Jamiroquai, the Brand New Heavies,
Des'ree, and Dionne Farris have in common?
They are some of the finest voices in soul
music—and you won’t hear any of
them on black or urban radio sta-
tions.

These artists are pushing the
creative envelope with their alter-
native messages, styles, rhythms,
and sounds. Their music deserves
to be heard by a wide audience, but
it isn’t, because the acts don’t have
a platform on black radio as it
exists today. Forward-thinking
radio program directors, there-
fore, need to take the initiative and
build them a platform, in the form of a bold new
radio format—black alternative radio.

Today’s radio formats—urban, alternative,
country, jazz, top 40, etc.—are the proverbial
square holes: formulaic and cookie-cutter. Many
R&B artists, both black and white, are adven-
turous round pegs that will never fit into these
predefined boxes.

Melding elements of blues, jazz, fusion, folk,
and alternative rock, progressive R&B artists
don’t fit the typical urban radio playlist, which
predominantly boasts such admittedly talented
artists as Brandy, 2Pac, TLC, Boyz II Men, and
Snoop Doggy Dogg.

Alternative R&B artists’ music challenges
their listeners; commereial black radio stations
prefer to promote artists whose music appeals
to the masses. Alternative R&B artists prefer a
less-predictable sound that defies categoriza-
tion, and that makes them a tough fit at urban-

radio stations.

Cutting-edge R&B, in fact, doesn’t perfectly
fit any existing radio format. Some of these
artists have garnered attention from new adult
contemporary and AC radio stations. Others
have landed on the playlists at alternative rock
radio. On the broadeast side, Black Entertain-

‘Cutting-edge
R&B doesn’t
perfectly fit any
existing radio
format’

Verdine White, left, is
the bassist and co-
founder of Earth, Wind
& Fire. Rick Scott is the
president of Great Scott
Productions, a Los
Angeles public relations
firm. They are the pro-
ducers of a planned
weekly black alternative
radio show to air in the
Los Angeles market-
place.

ment Television has done a commendable job of
airing videos by many of these artists, despite
their lack of radio airplay.

But it’s not enough. The artists deserve and
need more exposure. New methods of reaching
the widest possible audience for this rich music
form need to be employed.

That’s where a new radio format must come
to the rescue, as other radio formats have done
before for other types of music.

In the late *70s and early '80s, for example,
college radio embraced the punk rock and new

wave scenes. Such bands as U2, R.E.M., Talk-
ing Heads, and Pet Shop Boys were, in fact, once
played only on college radio.

As college radio became saturated with the
sounds of “alternative” music, records began to
sell. Commercial radio stations and video out-
lets took notice and began airing the music.

Later, commercial alternative
radio stations blossomed across the
country. These artists eventually
crossed over into the pop world, and
the bands went on to sell millions of
albums. Look at the charts today:
Alternative rock acts have become
the new “mainstream.” The same
thing could happen with progressive
R&B artists if they were given a
chance to have their music heard.

It’s not as if there’s nothing in it
for radio, either. Typical fans of this
new genre of R&B tend to be upscale and dis-
criminating listeners ranging in age from 18-60
and crossing racial and ethnic boundaries. Radio
stations playing alternative R&B could attract
advertisers who wish to reach these preferred
consumers, who tend to possess an above-aver-
age disposable income. The bottom line: Black
alternative radio is economically viable.

The music from artists who are taking R&B
to new heights is relevant and stimulates cul-
tural growth by blurring both music genres and
color lines. The artists are not only striving to
create, they are trying to elevate.

For this exciting new R&B music to be
exposed to the largest audience possible, we
need outlets on radio dials across America that
will specialize in the diverse and expansive
forms R&B music can take. This art form can
only flourish if black alternative radio stations
are established.

Articles and letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of Billboard or its management.
Letters should be submitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Mavilyn A. Gillen, Billboard, 1515 Broadway, New York, N.Y. 10036
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Video Buyers Hungry For ‘Babe’

Retailers Report Heavy Sales For Pig Flick

B BY EILEEN FITZPATRICK

LOS ANGELES—Pigs can fly. If you
don’t believe it, just ask video retailers
that are having trouble keeping
“Babe” in stock.

Many retailers report that they
have sold through their initial order of
the MCA/Universal Home Video title,
which was released March 19, and are
quickly running through reserve in-
ventory.

“We’ve sold more copies of ‘Babe’ in
one week than we’ve sold of ‘Poca-
hontas’ in one month,” says Tower
Video’s VP of video John Thrasher.
“We're into massive reorders for
‘Babe’ on a daily basis.”

At one Blockbuster Video store in
Los Angeles on March 23, only six cop-
ies of “Babe” were left out of a 48-unit
prepack that the location had put up

only two days before. “We have other
stores who are out calling us for our
copies,” says a clerk at the store.

Borders Books & Music buyer Pat-
ti Russo says she doubled the chain’s
initial “Babe” buy and has sold
through more than half.

“If I would have gone with my first
order, we would have been through it
in two or three days,” says Russo. “I
wouldn’t call ‘Babe’ a ‘Lion King,’ but
it’s close.”

Best Buy’s video merchandise man-
ager Joe Pagano says the chain has
also sold through its initial order, plus
50% of its back-up inventory.

The 200-plus-store chain placed
about 400 units per store at street
date, Pagano says.

MCA senior VP of sales and market-
ing Andrew Kairey won’t disclose the
initial shipment for “Babe,” but one re-

Roger Ames New President
Of PolyGram Music Group

B BY JEFF CLARK-MEADS
and ADAM WHITE

LONDON—Colleagues (and rivals) of
Roger Ames expect him to succeed
when he assumes the role of president
of the PolyGram Music Group June 1.
He will be responsible for the multina-
tional’s recorded music and music pub-
lishing operations worldwide.

His low-key business style is seen as
a major asset to the newly created
post, as it has been for him as chair-
man/CEOQ of PolyGram U.K. for the
past three years.

“He is truly one of the best up-and-
coming record executives,” says Ru-
pert Perry, president of EMI Music
Europe.

“He has our complete blessing,
says David Fine, the former PolyGram
president who is chairman of its super-
visory board. “This is a great move.”

Anticipated in music business cir-
cles for months, Ames’ appointment
was officially announced March 22 by
PolyGram president/CEQ Alain Levy

”

(Billboard, March 30). Ames was also
named an executive VP of the group,
alongside its other executive VPs: Jan
Cook, who is CFO, and Michael Kuhn,
president of PolyGram Filmed En-
tertainment .

Levy says he selected Ames for the
global post because of “the experi-
ence he has had, from running a small
label to managing what is really an
enterprise.” He also cites Ames’ A&R
background and says he has signifi-
cant knowledge of the American mar-
ket. “He’s so well accepted there,”
adds Fine. “That’s his second home.”

Levy continues, “Roger is not a for-
eigner we are sending to the U.S. to
find out how the market works. He
values my label presidents there, and
he is totally acceptable to them, which
is important to me.”

Ames is expected to operate primar-
ily from PolyGram’s corporate head-
quarters in London. His successor as
chairman of PolyGram U.K. is music in-
dustry lawyer John Kennedy; he, too,

(Continued on page 94)

B BY CRAIG ROSEN

LOS ANGELES—Eagle Don Hen-
ley will fly solo again with a three-al-
bum deal with Warner Bros. Records
that brings him back to the Warner
Music  Group
nest. According
to sources, Hen-
ley will receive $3
million per album
under the pact;
Warner Bros.
would not con-
firm the figure.

“1 have always
had great admiration for Warner as a
label,” says Henley. “Its artist roster
has always been, as long as I can re-
member, the best in the business.”
Henley points to such veteran artists
as Neil Young and Joni Mitchell, who
have both returned to the Warner
fold in recent years, signed to

HENLEY

Don Henley Back At Warner

Artist Signs Three-Album Solo Deal

Reprise. “Joni and Neil are part of
the body of artists that make up the
roster that is very special,” he says.
Warner Records Inc. chairman/
CEO Russ Thyret says the Henley
signing was based on the singer’s
artistic merits and
was not meant to
send the message
that Warner Bros.
is back on track
after nearly two
years of corporate
changes. “Signing
Don Henley in it-
self is the mes-
sage,” he says. “I've been a fan of his
since I can remember. It sounds like
idol worship when you say something
like that, but that’s the truth.”
Henley describes Thyret as “a
longtime friend” and notes that
Warner Bros. Records president
(Continued on page 108)

THYRET

tail source says the supplier’s national
goal was 5.5 million units. However,
published reports have stated that the
title shipped more than 8 million units.
Sources also say that MCA has or-
dered an additional 500,000 units from
its duplicator to keep up with retail de-
mand. Kairey, however, would not con-

firm that figure.
Propelled by the massive publicity
(Continued on page 110)

Capitol, Turner
May Ink Deal For
‘Anthology’ Vids

B BY SETH GOLDSTEIN

NEW YORK—Capitol-EMI, backing
away from a major commitment to the
video business, is nearing a deal that
would assign Turner Home Enter-
tainment the rights to distribute “The
Beatles Anthology.”

According to an executive at the la-
bel, Capitol would maintain control
over marketing and programming de-
cisions.

The 10-hour series, twice the length
of the program seen on ABC last year,
is expected to make its video debut in
the fourth quarter, several months
later than Capitol had anticipated.
The executive attributes the delay to
“simply a matter of production. There
is no other reason.”

If the agreement is consummated
as both sides expect, Turner will share
in what trade sources predict should
be the biggest-selling music video of
all time. Steve Chamberlain, senior
executive adviser to Capitol and head
of the Beatles project, had earlier pre-
dicted that sales of the eight-tape se-
ries would top 1 million units a year
(Billboard, Dec. 9, 1995).

“Qfficially, we have no comment,”
says a Turner official, who believes
that an announcement is due shortly.
Once the contract is signed, Turner
and Capitol will proceed with plans for
a major display at the Video Software
Dealers Assn. convention in Los An-
geles July 10-13. “You can expect
something big,” says the Capitol exec-
utive, who didn’t dismiss the possibili-
ty of an appearance by California res-
ident Ringo Starr.

Turner has come this close to beating
the competition for “Anthology” be-
cause of its “huge television potential,”
the executive continues. Capitol antici-
pates using Turner Broadcasting’s ca-
ble channels, including CNN and TNT,
to help drive consumers into stores.
The label, meanwhile, has retained the
right to sell “Anthology” cassettes via
direct-response ads, which could also
run on the Turner networks.

While new to music, Turner Home
Entertainment is an experienced mar-
keter of multicassette series, includ-
ing “Baseball” and “The Civil War”
from producer Ken Burns and “The
Trials Of Life.” A source says,
“They’re no stranger to longform pro-
gramming.” Chamberlain himself is
no stranger to Turner, where he spent
10 years and was instrumental in de-
veloping a home video strategy.

Capitol has completed its intent-to-
purchase studies, but still hasn’t de-
cided on the price of the “Anthology”
cassettes. When the series was first

(Continued on puge 94)

Retail Street-Date Violations
Cloud ‘Anthology’ Releases

B BY ED CHRISTMAN

WASHINGTON, D.C.—While mer-
chants are happy that the Beatles’ “An-
thology 2” is brightening first-quarter
sales, music specialty retailers are un-
happy that mass merchants seem to be
able to break street date on the title
with impunity.

In addition, mer-
chants attending NARM
the National Assn.
of Recording Mer-
chandisers annual
convention, held
here March 22-25,
were incensed that Circuit City
assembled a customer contest for the
title with what appears to be the aid
of Capitol Records and Cema Distri-
bution and then sold the title below
the distributor’s minimum-adver-
tised price.

Music merchants say that they can’t
remember a title that generated as
many street-date violations as the first
album in the Beatles series, “Antholo-
gy 1,” which was released last fall.

In retaliation, many specialty mer-

'96

chants sought to protect their stores’
sales and reputation by putting “An-
thology 1” on sale early themselves.

Capitol initially intended to have a
Monday street date on “Anthology 1.”
But after an uproar by independent
merchants and one-stops, which
claimed that a Monday street date
would put them at a competitive dis-
advantage, Capitol switched to a tra-
ditional Tuesday release. However,
many who jumped street date on “An-
thology 1” claimed they were confused
by the switch.

The U.S. music industry sets street
dates for album releases on Tuesdays.
To ensure that product is in stores by
then, distributors ship to merchant
warehouses as early as a week before
so they have time to prepare the prod-
uct for distribution to their stores.

“Anthology 2,” which was released
March 19, enjoyed sales of about
440,000 units in its first week, accord-
ing to SoundScan, and debuted at No. 1
on The Billboard 200. That album
achieved the second-highest weekly
sales this year, after 2Pac’s “All Eyez

(Continued on page 110)

Anti-Club Sentiment Strong At NARM
Strategy Discussed At Clandestine Meeting

B BY DON JEFFREY

WASHINGTON, D.C.—Top music
retail and wholesale executives, after
digesting a report

on record clubs - ]
during a closed- S
door meeting at the

recent National REG‘ORD
Assn. of Recording .LUBS
Merchandisers | “
convention here, | " |
agreed to meet

again soon to decide whether to take
legal action against the clubs for anti-
competitive pricing.

Meanwhile, executives of the two
major clubs, BMG Direct and Columbia
House, maintained a generally low-key
presence at a convention at which senti-
ment against them ran strong. Some
merchandisers wore stickers with the
words “record clubs” in a circle with a
slash through it. The stickers also stat-
ed “sponsored by Geffen Records.” A

label spokeswoman confirmed that the
stickers were provided by the label, but
declined further comment.
Behind the scenes, though, the major
clubs, which are locked in a market
share battle with
each other, were
N AR M said to be approach-
ing independent la-
bels to sign licensing
deals for product.
“It’s a sign of re-
spect for the inde-
pendent community,” says Doug
Keogh, senior VP/GM of indie label
Roadrunner Records. “As our market
share continues to be as strong as it
has been, it's good business for them to
[recruit indie labels].” Roadrunner’s
releases have been offered by Colum-
bia House for the past six years.
Attracting new business is a good
strategy at a time when some major la-
bels have pulled out of the clubs. In the
(Continued on page 110)
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Strong German Mark Restricts
Record Companies’ Revenues

B BY WOLFGANG SPAHR

HAMBURG—The German music
market that grew in unit volume in
1995 has failed to produce increased
revenues for the country’s record
companies.

Labels here say that they are vie-
tims of a strong currency, the
deutsche mark, which sucked in
cheap imports of top international re-
leases from other European Union
countries.

Thomas Stein, chairman of record
industry association BPW, says that
this phenomenon of trans-shipment
cut German companies’ income on re-
leases from international artists by
up to 30%.

BPW, which claims to represent
80% of the German music market, re-
ports growth in unit volume of only
0.4% in 1995, although the gross sales

rose by 2.8%.

The organization states that its
members achieved collective revenues
equivalent to $3.12 billion last year,
compared with $3.11 billion in 1994.

Conversely, total unit sales were up
2.5% to 251.6 million from 245.4 mil-
lion.

Stein, who is president of BMG Ar-
iola in the German-speaking territo-
ries, says that to counter declining
prices for international releases, Ger-
man companies are concentrating on
national productions. “National prod-
ucts now account for more than 40%
of the best-seller lists.”

The image of “ugly kraut rock” is a
thing of the past, Stein states, adding
that the international audience is
more receptive to German-made mu-
sic than ever before (see story, page
75).

(Continued on page 41)
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THE WALT DISNEY MOTION PICTURES GROUP

PROUDLY CONGRATULATES OUR NOMINEES FOR THE NAACP 27th ANNUAL IMAGE AWARDS

Outstanding Motion Picture
CRIMSON TIDE

Hollywood Pictures

Outstanding Lead Actor in a Motion Picture

DENZEL WASHINGTON
CRIMSON TIDE
Hollywood Pictures

Outstanding Rap Artist

COOLIO
“GANGSTA’S PARADISE”

Outstanding Soundtrack Album

DANGEROUS MINDS
Various Artists (MCA)

Outstanding Soundtrack Album

DEAD PRESIDENTS
Various Artists (Capitol)
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Jars Of Clay’s Secular Smash
Christian Rock Act Crosses Quver

B BY CARRIE BORZILLO

LOS ANGELES—In less than one

year, Jars Of Clay have received a

Grammy nomina-

tion, sold out clubs,

and topped the

essential Heatseekers chart.

A Breniwood Music Company These feats “'OUId

_ be notable for any

new rock band but

are even more im-

| /7 pressive consider-

/,‘ || | ing that Jars Of

\! Clay are a contem-

porary Christian
— | rock act.

S One of the only

Christian alterna-

tive rock acts to

garner significant

modern rock,

triple-A, MTV, and

VH1 airplay, the Nashville-based

band recently cracked the top half of

=

The Billboard 200. Sales of the band’s
self-titled debut album have been
fueled not just by the Christian mar-
ketplace but by a strong showing at
secular vetail.

JARS OF CLAY

“Jars Of Clay,” released to the
Christian marketplace on Essential
Records in May 1995 and to main-
stream retail via Silvertone Recordsin
October 1995, topped the Heatseekers
chart for the week ending March 23.

(Continued on page 113)

Ozzy Lands Platinum. There's nothing mysterious about the platinum award
that was presented to Ozzy Osbourne to commemorate 1 million sales of his
latest Epic Records disc, “Ozzmosis.” Pictured celebrating Osbourne's 11th
consecutive platinum album, from left, are David Glew, chairman, Epic Records
Group; Richard Griffiths, president, Epic Records; Osbourne; Thomas Mottola,
president/COO, Sony Music Entertainment; Sharon Osbourne, artist manager;
Michele Anthony, executive VP, Sony Music Entertainment; and Tony Martell,

senior VP/GM, Epic Associated Labels.

COUNTRY -

Uni’s Best Bets
Program To Offer
Low-Priced Titles

B BY ED CHRISTMAN

WASHINGTON, D.C.—Uni Distri-
bution, using the National Assn. of
Recording Merchandisers conven-
tion as a forum,
has unveiled a

new developing- N ARM
artist program
that was enthusi-
astically re-
ceived by mer-
chants attending
the meet.

The program, dubbed Best Bets,
carries an $8.98 list price for CDs,
with a wholesale cost of $4. Cas-
settes have a list of $5.98 and a
wholesale cost of $2.50.

(Continued on page 117)
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LATIN -

RCA Victor Jazzing Up Under
The BMG Classics Umbrella

B BY CHRIS MORRIS

In an effort to exploit synergies be-
tween the audiences for jazz and classi-
cal music, RCA Victor’s formidable jazz
catalog will now be marketed under the
aegis of BMG Classics.

RCA Victor will kick off the exploita-
tion of the back catalog April 16 with the
release of 10 midline jazz “Greatest
Hits” compilations, which are similar in
intent to the company’s successful series
of classical “Greatest Hits” packages.

RCA Victor will also issue albums by
artists on its current jazz roster. On May
21, it will release “Labyrinth” by its lat-
est signing, trumpeter Tom Harrell, and
“Curves Of Life” by saxophonist Steve
Coleman. The midline Victor Jazz in-
print will also be launched May 21 with
reissues of five classic sets: Coleman
Hawkins’ “Body And Soul,” Duke
Ellington’s “Sophisticated Lady,” Dizzy
Gillespie’s “Dizzier And Dizzier,” Sonny

Rollins’ “The Bridge,” and Paul Desmond
and Gerry Mulligan’s “Two Of A Mind.”

Last year, under its domestic banner,
RCA reactivated its Bluebird label, es-
tablished a rhythm-oriented jazz im-
print, Groovetown, and announced its in-
tention to heighten the label’s jazz
profile (Billboard, Feb. 25, 1995).

However, in a subsequent reorganiza-
tion, BMG’s jazz efforts have been
brought under the umbrella of BMG
Classics, which is overseen by BMG En-
tertainment president/CEQ Rudi
Gassner.

Cor Dubois, senior VP of worldwide
marketing at BMG Classics, explains,
“We are very close with our organiza-
tional setup on a worldwide level in un-
derstanding the consumer who appreci-
ates classical and jazz music. It’s a very
niche market in the total music world,
and our whole network is geared to han-
dling this kind of music.”

(Continued on page 113)

‘Schoolhouse Rock’ Gets A Tribute

Lava Set Follows TV Serles ’Newfound Popularity

B BY TERRI HORAK

NEW YORK—Learning can be fun,
as the popularity of the ABC-TV Sat-
urday morning series of animated mu-
sical vignettes “Schoolhouse Rock”
has demonstrated.

Now Lava/Atlantic Records is tak-
ing the good times even further with
the April 9 release of “Schoolhouse
Rock Rocks,” a tribute album by rock,
rap, and alternative artists including
Blind Melon, Better Than Ezra, Skee-
Lo, Biz Markie, and Buffalo Tom.

There is a natural connection be-
tween the artists and music fans who
grew up in the ’70s, when the long-
running series first aired.

“We were really happy to be
asked,” says Buffalo Tom’s Bill

s

Janovitz. The band recorded “Lolly,
Lolly, Lolly, Get Your Adverbs Here”
for the album. “My first choice
would've been ‘I'm Just A Bill,’ but
‘Lolly’ was right up there,” Janovitz
says.

Lavais hoplng that music fans who
watched the series, which ran on ABC
from 1973 through 1985, will respond
with an enthusiasm similar to that of
the bands that participated. The label
is planning an aggressive marketing
campaign including tie-ins with a book
from Hyperion, due in stores mid-
April, and a boxed set of the original
tracks from Kid Rhino, due in June.

A recent resurgence of popularity
for “Schoolhouse Rock” has already
been generated through the release of
ABC Video compilations of the origi-
nal episodes—which have sold more
than 1 million copies, according to
ABC Video—a popular CD-ROM se-
ries, and the market for '70s nostalgia.

In addition to the recognition

(Continued on page 108)

RADIO IS COUNTING!

KROQ Los Angeles
KLOS Los Angeles
WAXQ New York
WRCX Chicago

WHFS Washington D.C.
WXTB Tampa

KNDD Seattle

KISWV Seattle

Y 100 Philadelphia
WIBF Philadelphia

and a whole lot more!

1996 A6M Recorts, (nc. All rights reserved

BILLBOARD APRIL 6, 1996



Artists & Music

Def Leppard Shifts Gears With ‘Slang’
Band Updates Sound On Mercury Album

Il BY MELINDA NEWMAN

LOS ANGELES—WHhen a band is as
successful as Def Leppard, it would be
understandable if its members stuck
to the same driving rock formula that
has provided them with such acclaim
since the early '80s.

However, on its new Mercury al-
bum, due May 14, the British quintet
felt the need to break the mold. The
result is “Slang,” a refreshingly
updated effort that still draws on Def
Leppard’s strength—catchy, hard
rock-based guitar-driven pop
melodies—but brings the band into
the "90s. The group has replaced its
trademark meticulous production
with an edgier, more experimental
sound that incorporates elements of
funk, soul, alternative, and even dance
musie.

“There’s been a lot happening in
music in the last few years, and we
kind of embraced all that stuff and
made it our own,” says guitarist Phil
Collen.

“Unlike many of the '80s hard rock
bands who had their moment, Def
Leppard has remained vital in the
’90s,” say Josh Zieman, senior direc-
tor of marketing at Mercury. “They
were never trapped in the '80s.”

DEF LEPPARD

That change is evident on the first
single, “Work It Out,” which goes to
top 40, album rock, and hard rock
radio the last week of April. On the
crunchy, funky tune, Joe Elliott’s
vocals are deeper and subtler than
ever before.

“That was done on purpose,” says
Collen.“One of the things that we're
very identified by is Joe's voice, and it
became, unfortunately, part of that
’80s thing. Some of that style was
instinctively wrong for where we are
at the moment, personally and career-
wise and musically. So, on some songs,
we got Joe to sing in a completely dif-
ferent way. On ‘Work It Out,” we said,
‘Sing like Iggy Pop, sing like Bowie,
sing down there,” and he actually
sounds real appealing because it’s dif-
ferent.”

Spin Doctors Believe In
Themselves On Epic Set

H BY JIM BESSMAN

NEW YORK—By the numbers, Spin
Doctors’ career might seem to be fal-
tering: The Epic band’s 1991 debut
album, “Pocket Full Of Kryptonite,”
sold 5 million units in the U.S., with 2
million more worldwide. Its follow-up,
“Turn It Upside Down,” sold only 1
million copies domestically and
500,000 worldwide.

But band members and Epic exec-
utives are confident that the Spin Doc-
tors can reverse that downward slide
on the group’s May 14 release, “You've
Got To Believe In Something.”

“Let’s face it, we haven’t had an
album out in a while, and we have a
hell of a lot to prove,” says vocalist
Chris Barron. “We’ve been vilified as
the ‘Two Princes’ band, but people
have forgotten that there’s a lot more
to this band than ‘Two Princes.” And
then ‘Turn It Upside Down’ came out
and even though it [did well] world-
wide, people perceived it as a dud.

“So somebody in our shoes could be
kind of gun-shy, but we did a lot of
thinking and the conclusion we came
to is, ‘“To hell with it!” We love playing
music in front of people and will do so
as long as people want to hear it,” he
says.

“We’re in a position of strength
because of the quality of the songs,
and we have a clear indication from
the fan base that they’re there,” says
product manager Heidi Brown Lewis,
pointing to in-house research and
Spin Doctors’ active Internet follow-
ing. “There may be some rebuilding in
terms of gate keepers, [such as]
retailers, and other people in the
industry who may take a wait-and-see

SPIN DOCTORS

approach, [since] the first album was
so huge. But with any artist who has
a long and healthy career, some
albums are going to be spiked by out-
rageous radio play, and the first one
definitely had that. Then there are
albums which speak more to the core
of an artist’s fan base, and the second
one showed that.”

“Kryptonite” was spiked by the
multiformat radio play of “Two
Princes,” which peaked at No. 7 on
Billboard’s Hot 100, and “Little Miss
Can’t Be Wrong,” which climbed to
No. 17. “You can still hear them as
recurrents,” continues Lewis, “so it’s
not like there’s a feeling of anything
to overcome [at radio].”

Retailers agree that it is much too
soon to count the band out. “They can
have success. I don’t think they’re
done,” says one Midwest retailer.
“Their name still has value to the con-
sumer. If they get good radio play and
get some good adds on key image-
making stations, the fans who left
them will come back. I'm semibullish
on it.”

Epic will advertise in “targeted
publications” to reach Spin Doctors’
core following, Lewis says. “They

(Continued on page 20)

The band may not have been
trapped in the '80s, but the group
members will be the first to admit
that they were trapped in the studio.
Their albums, in particular 1987’s
“Hysteria” and 1992’s “Adrenalize,”
took years to record, with each layer
fastidiously added.

While the band is very proud of
those records, the studio process
became so arduous that Collen says he
seriously considered quitting the
band.

“I spent four years in the studio
making ‘Hysteria,’ and it got to the
point where I'd go to the loo so I could
Jjust get out of room. I'd get coffee and
go, ‘Shit, I don’t want to go back in
there. It’s worse than working in a
factory.” We'd spend months doing the
same guitar riff. We started doing
that again on ‘Adrenalize,’” and it was-
n’t valid at that point. That was some
kind of turning point.”

(Continued on page 18)

Gibson Girls and Guys. Eddie Van Halen taks guitars with Joni Mitchell,
center, and Emmylou Harris at the Orville H. Gibson Awards. Van Halen won
best male rock guitarist, Mitcheil won best female acoustic guitarist, and Harris
won a lifetime achievement award and tied for best female country guitarist with
Mary Chapin Carpenter.

MANAGEMENT SHUFFLE: What’s going on with the
slew of artist managers leaving their posts to take jobs at
record companies? Morty Wiggins from Bill Graham Man-
agement is the latest to skip to the other side of the tracks.
Wiggins, who manages the Gin Blossoms, the Neville
Brothers, Monster Magnet, All, and Sweet & Low, will relo-
cate from San Francisco to Los Angeles and the cozy confines
of the A&M lot in late June or early

Artist Managers Climb Corporate Ladder;
London Merger Leaves Staffers Slashed

London assume complete ownership of Slash. Mark Trillan,
who was a partner of Slash president,founder Bob Biggs for
several years, has already been bought out. The U.S. move
makes sense, because London has distributed Slash’s releas-

es in the rest of the world for several years.
[n May, Biggs, who keeps his title as president of Slash, will
move from Los Angeles to New York. where he will oversee
Londan’s A& R and creative services

July for a senior marketing post.
Among the other managers who
have made the switch in the last few
months are Will Botwin to Universal,
Dana Millman to Mercury, Danny
Heaps to RCA, Ken Levitan to Rising
Tide, and Andy Gershon to Outpost,
the Geffen-distributed label he co-

staffs.

According to Biggs, Slash will
retain an L.A. office with approxi-
mately five staffers. “Contrary to
some of the reports, we are going to
stay open on the West Coast and will
have a very vital A&R presence in
Los Angeles,” he says. All other func-

founded earlier this year.

Quite a few of the managers I've spo-
ken with lately, including some of those
mentioned above, have mumbled
vagaries about how tough it is to be a manager today. If there
wasn'’t such a traffic jam on the management exit ramp, I'd
chalk it up to normal grumbling. To be sure, today’s managers
must have the savvy of an Ivy League-educated attorney to
maneuver through such land mines as deals that involve record
companies, merchandising, and publishers, yet they must-also
possess the patience of a saint when dealing with artists who
want a manager/mother/psychiatrist rolled into one. At the
same time, most of the managers mentioned here didn’t pur-
sue their label gigs—the record companies came afterthem.
Maybe it's nothing more than what Wiggins says: “Five years
from now, I couldn’t see myself managing bands any Ionger,
but I could see myself doing what I'm going to be doing at
A&M.

Wiggins’ move means the end of Horizon Records, a label
formed by Bill Graham Management and A&M in 1994 (Bill-
board, March 26, 1994). The label’s most notable release had
been an album from the Songcatchers, a Pacific Northwest
group of American Indians. Wiggins’ switch leaves his clients
to decide their fates. A&M acts the Neville Brothers and the
Gin Blossoms have decided to stay with Bill Graham Man-
agement, while his other artists have not yet made up their
minds.

SLASHER: As part of its merger with London Records,
Slash Records has let go roughly half of its 11 Los Angeles
staffers, including publicist Barbara Mitchell, radio promoter
Kerry Murphy, and retail staffer Dale Johnson. The deal,
which has been in the discussion stages for more than a year
but is just now taking effect, will, over a period of years, see

by Melinda Newiman

tions will be handled by London
staffers in New York.

The deal does not affect all acts on
the Slash imprint, some of whom,
including Los Lobos and Soul Coughing, continue to be dis-
tributed through Slash’s former U.S. distributor; Warner Bros.

THE YEARLING: X’s Exene Cervenka has founded Year
1 Records with business associate Skip Paige. The venture’s
first offering will be “Live From The Masque,” a three-vol-
ume collection that serves as a history lesson of the L.A. punk
scene. The releases, which are due in June and will be sold
separately, capture a number of acts at two benefit concerts
held Feb. 24-25, 1978, for the Masque, a Los Angeles cluband
recording studio. In addition to featuring the first publie per-
farmance by X, the triptych includes music from such semi-
nal LA. acts as the Germs, the Eyes, the Weirdos, the Dick-
ies, the Bags, the Zeros, and the Skulls.

Cervenka plans to release live albums by L.A. punk bands,
as well as sign new bands to the imprint. Year 1 is distributed
by Unity Entertainment.

THIS AND THAT: Columbia is releasing “Dead Man Walk-
ing: The Score” Tuesday (2). The album is a companion piece
to the acclaimed album “Dead Man Waiking: Music From And
Inspired By The Motion Picture,” which came out last fall to
accompany the movie. “The Scare” includes the complete ver-
sions of “The Face Of Love” and “The Long Road,” performed
by Ustad Nusrat Fateh Ali Khan and Eddie Vedder, as well
as pieces written by Dave Robbins, brother of Tim Robbins,
the film’s director . . . In what has seemed like an awfuily long
goodbye, Oingo Boingo finally fades away with the April 16
release of “Farewell,” a two-CD set on A&M taped last Hal-
loween at Los Angeles’ Universal Amphitheater.
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Radio Climate Could Boost Capitol’s Cocteau Twins

B BY BRADLEY BAMBARGER

NEW YORK—Although mass accep-
tance has eluded the Cocteau Twins,
their swirling pop abstractions have
influenced a generation of alterna-
tive-rock types, from the girl-group
dreamscapes of Lush and fevered
feedback reveries of My Bloody
Valentine to the sad-core of Mazzy
Star and Low. *

The rich “Milk And Kisses,” due
May 14 from Capitol, finds the
Cocteau Twins creating with re-
newed vigor and ready to make their
way in a world perhaps better pre-
pared to receive them than it was in
the past.

“They’re probably too good for
this world, but I think they have a
better shot these days,” says Jody
Denberg, PD at triple-A KGSR Aus-
tin, Texas. “It’s not so much the audi-
ence being more open-minded now
but programmers. With triple-A’s
proliferation, and modern rock
embracing types of music other than
grunge, the Cocteaus’ new album
should get some airplay.”

To Denberg, the Cocteau Twins’
appeal stems from their uncommon
sound: “Their music adds a different
texture to our station, which helps us
stand out among all the sound-
alikes.”

Mixing the polar attributes of the
Cocteau Twins to great effect, “Milk
And Kisses” makes a place for both
the subdued emotionalism of the first
single, “Tishbite,” and the high-den-
sity guitars of the intense opening
track, “Violane.”

The Cocteau Twins—vocalist
Elizabeth Fraser, guitarist Robin
Guthrie, and bassist Simon Ray-
monde—have been together for a
decade and a half, persevering de-
spite dark forces from without and
within. While the muted tones of the
group’s last album, 1993’s “Four-
Calendar Cafe,” had their pretext,
so does the more expressive sound of
“Milk And Kisses.”

“Our mellowest records, like ‘Vie-
torialand’ or ‘Four-Calendar Cafe,
come from the most manie times,”
Guthrie says. “When we have enough
aggression in our lives, our musie
gets more peaceful. So now, when
we’'re more at ease, like when we
made ‘Head Over
Heels’ years ago,
our music gets
more aggressive.”

The Cocteau
Twins debuted in
1982 with the
dark postpunk
strains of “Gar-
lands” and broad-
ened their distine-
tive sound over a
string of releases
on 4AD. A mid-
’80s burst of innovation brought
forth the best of these: the “Head
Over Heels” and “Sunburst And
Snowblind” EPs from ’83, the semi-
nal album “Treasure” from ’84, and
the compilation “The Pink Opaque”
from '86. Available only on import at
the time of their release, these have
since been issued in the U.S. via
Capitol.

In 1988, after signing with Capi-
tol in the U.S., the band released
“Blue Bell Knoll,” an album that en-
deared a larger American audience
to Fraser’s ethereal vocalise. The
gorgeous, newly expansive “Heaven
Or Las Vegas” came two years later
and became the band’s best-selling
album, according to Capitol, at
235,000 copies. With “Four-Calendar
Cafe,” the Cocteau Twins left 4AD
in the U.K. for Fontana. That album
has sold 146,000 copies, according to
SoundScan.

Last fall, the Cocteau Twins of-
fered two experimental EPs as a
prelude to “Milk And Kisses.” The
acoustic set “Twinlights” featured
new tracks—including “Rilkean
Heart” and “Half-Gifts,” which
appear on “Milk And Kisses” in their
original, electric form—as well as a

COCTEAU TWINS
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restrained rendition of the classic
“Pink Orange Red” from 1985’s
“Tiny Dynamine.” The second EP,
“QOtherness,” features remixes of two
new and two vintage tracks by Mark
Clifford from Brit ambient act
Seefeel.

“We released the EPs to hearken
back to the Cocteau Twins’ tradition
of releasing music as it’s ready,
whether in single, EP, or album
form,” says Clark Staub, Capitol’s
senior director of alternative mar-
keting. “We wanted to reach out to
the band’s fan base.”

Staub says the label plans to con-
duect special promotions with the 60-
store Independent Retail Coalition,
hoping to repeat the success of sim-
ilar campaigns with Everclear and
John Hiatt.

Terry Currier, owner of Musie
Millennium in Portland, Ore., and
VP of the Independent Retail Coali-
tion, says, “The new album will be in
our top five one week out of the box.
The Cocteau Twins have a pretty
intense grass-roots, word-of-mouth
following—I'm already hearing a big
buzz.”

“Tishbite” goes to college radio in
early April, with the single going to
commercial alternative and triple-A
one month later. An EP featuring
“Tishbite” and several B-sides might
be available commerecially in the sum-
mer.

On May 8, the Cocteau Twins
headline at London’s Royal Albert
Hall. Prior to a late May European
tour, the band will embark on an
eight- to 10-city U.S. promotional/
performance tour, with the label
coordinating special events with
retail and radio. “We want to let the
fans know the new album is com-
ing—though, incredibly, many of
them already do,” Staub says. “And
we want to introduce the band to all
the new radio formats that have
cropped up since its last album.”

The Cocteau Twins plan a 20-city
tour of the U.S. during the summer.
The group’s shows are booked by
Creative Artists Agency in the U.S.
and by International Talent Booking
in the U.K. and Europe.

The Cocteau Twins will have fur-
ther exposure with the May release
of the Capitol soundtrack to the
Bernardo Bertolucei film “Stealing
Beauty.” The band contributed the
nonalbum song “Alice” to the sound-
track, which also includes perfor-
mances by Liz Phair and Mazzy Star.
The Cocteau Twins’ songs are pub-
lished by Sony Musie Publishing; the
group is managed by the London-
based Raymond Coffer Management.

Ever charting their own course,
the Cocteau Twins keep making
records because, Guthrie says, “I
keep thinking we can do better. Even
though I know the first Cocteau
Twins album someone buys is usual-
ly the one that is most important to
them, our music seems to move on as
time moves on.”

The Cocteau Twins’ time is nigh,
according to Chris Douridas, musie
director of KCRW Los Angeles and
host of “Morning Becomes Eclectic.”
With even a platinum act like the
Cranberries taking a page from the
Cocteau Twins’ songbook, he says,
“People seem to have caught up with
what the Cocteau Twins have been
doing all these years.”

Neville Bros. Get Family Spirit

On A&M’s ‘All

M BY CATHERINE APPLEFELD OLSON

WASHINGTON, D.C.—Although at
first glance, the title of the Neville
Brothers’ new album, “All My Rela-
tions,” seems a straightforward nod to
the siblings’ lineage, it also refers to
the deep sense of spirituality that has
graced the act’s music through the

years.

The title is translated from a cher-
ished Lakota phrase, “mitakuye oyasin
oyasin.” “It means, ‘We are all related,
but it also speaks of the relationship of
all things in the universe to each other.
We are all of one spirit; we are all cre-
ations of the creator,” says Charles
Neville, who has been active in Native
American causes for many years.

Building on their message of broth-
erly love and good will, Aaron, Art,

My Rel

ations’

NEVILLE BROTHERS

Charles, and Cyril Neville again weave
arich tapestry of newly written songs
and hand-picked, thematically related
nuggets. The melting pot on the new
album includes a sax instrumental writ-
ten by Charles, Bill Withers’ 1971 tune
“Ain’t No Sunshine,” and the Grateful
Dead standard “Fire On The Moun-
tain,” which the Nevilles have been
playing live for some time and which
(Continued on page 16)
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ARTIST(S) Venue Date(s) Ticket Price(s} Capacity Prometer
ROD STEWART United Center March 22 $809,260 15,958 Jam Prods
Chicago $100/350/830°825  seifout
LUCIANO PAYAROTTI Fox Arena March 10 $124 415 3062 Pequot Entertain-
Ledyard, Conn $500/3300/3150 setiout ment Group
ROD STEWART Gund Arena March 15 $565,307 16,890 Belkin Prods
Cleveland $50/823 50 18,000
B0B SEGER Reunion Arena March 23 $498,195 17886 PACE Concerts
Dallas 30825 sellout
LUTHER VANDROSS Valley Forge Feb. 27- $496,994 11,263 Music Fair Prods
Music Fair March 2 $50 11,728,
Devon, Pa four shows,
two
sellouts
LUTHER VANDROSS Westbury Music Fair  March 5-9 $493.811 10,683 Music Fair Prods
Westbury, N.Y. 50 11,480,
four shows
two
sellouts
ROD STEWART Mark of the March 19 $478,755 10470 Beaver Frods
Quad Cities $49.50/%34.50 sellout
Moline. til
BOB SEGER Buffalo Memorial March 4 $469,540 16,366 Metropofitan Enter-
Auditorium $30/$25 seitout tainmen: Group
Buffalo, N.Y
BOB SEGER Summit March 25 $365,565 12,461 PACE Concerts
KEVIN WELCH Houston $30/825 sellout
ROD STEWART Charies M. Murphy ~ March 23 $353 822 954 PACE Concerts
Athletic Center. $52.50/342, 50/ 11,031
Middie Tennessee $32.50
State University
Murfreesboro, Tenn.

Copyrighted and compiled by Amusement Busingss, a putlication of Billboard Music Group. Boxs-
cores should be submitted to: Marie Ratliff, Nashville. Phone: (615)-321-4295, Fax: (615)-327
1575. For research information and pricing, call Marie Rattiff, (615)-321-4295
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Soul Coughing Set Promises ‘Irresistible Bliss’
Slash Act Back With Polished Favorites, New Road Songs

| I BY CATHERINE APPLEFELD OLSON

WASHINGTON, D.C.—Fans of Soul
Coughing’s live shows who are expecting
to hear a string of new songs on the band’s
latest album, “Irresistible Bliss,” may find
themselves experiencing a sense of déja
v

The album, due May 14 on Slash/

| Warner Bros., contains its share of new

tunes, but it also showeases the polished
incarnations of several works that have
been in progress for quite some time.

“We've been playing some of these
songs on the road for up to a year and a
half,” says Soul Coughing’s lead singer
and principal songwriter, M. Doughty.
“People come expecting to hear all this
new stuft, but we really serew around
with songs onstage and come up with new
versions.”

“We're not one of those bands who sits
down to write, and the thing is in stone

SOUL COUGHING

after a week,” notes compatriot Mark De

5li Antoni, who, with bassist Sebastian
Steinberg and drummer Yuval Gabay,
rounds out Soul Coughing. “We write the
music together and flesh it out in perfor-
manee. Until it gets to that point. which
may take, say, 10 to 15 performances, it's
not really settled for us.”

True to its long and winding roots,
“Irresistible Bliss” is chock-full of road
songs, but they are of a decidedly differ-
ent ilk than those immortalized by the
likes of Bob Seger and Jackson Browne.

NEVILLE BROTHERS GET FAMILY SPIRIT

(Continued from page 14)

includes electrie guitar input by Bob
Weir.

The Nevilles began writing songs for
the new album while they were on tour
last year supporting “Live Around The
World,” and they began recording at New
Orleans’ Side One Studio as soon as they
returned home. Giant Records Nashville
head and producer James Stroud, who
has been associated with the family in
various roles for years, was co-producer.

Fittingly, A&M will erank up promo-
tional support for the album, due May 14,
at one of the prominent feel-good events
of the year: the annual Jazz & Heritage
Festival in New Orleans. “This release is
alittle unusual for us,” says Mike Regan,
senior director of product development
at A&M. “Normally, we get the Nevilles’
records out right before Jazz Fest, but
this one is coming right after.”

Aswith past Neville Brothers albums,
the campaign will center around live
shows. The band will appear at the House
of Blues during the first weekend of the
festival and will then move into the heart
of the fairgrounds. The label will hit the
streets with print advertising, fliers, and
a barrage of billboards touting the
release of the album with the message
“the real party starts in three weeks.”

A&M is tying in with Blockbuster
Musie to offer consumers money-saving
coupons if they buy the album during its
first week of release, and it is pressing
10,000 sampler cassettes to give away at
the fairgrounds.

“We want to give people a feeling for
what the record is going to be like, because
it is probably the closest to their roots than
anything,” Regan says. “If you take it song
by song, it is so diverse. but there is a com-
mon thread that goes all through.”

For Aaron Neville, that common
thread is the intangible, distinetive
Neville sound. “People are always trying
to pigeonhole us into one slot, but we
cover the spectrum,” he says. “We've
been around for so long, with different
musical backgrounds, and we pull it all
together and it comes out the Nevilles. It
is a mixture of everything from bebop to
gospel to doo-wop to pop rock.”

Acknowledging that the act has had
“limited success” in a variety of formats,
Regan says that A&M will again blanket
radio stations from album rock and triple-
A to AC and hot AC. “There are a lot of

Neville fans out there. We want to find
them,” he says.

Radio play isn’t a priority for the
Nevilles. “Radio is so compartmental-
ized,” Charles Neville says. “There are
certain kinds of songs that get played
nowadays, so artists are not encouraged
to explore and create, but to copy. We do
the musie for the musie, because we love
it, and because it expresses our spirits.”

“For us, it’s all about spreading the
musie and the message,” notes Aaron. “I
got a call from a woman who said she
heard my voice and it stopped her from
committing suicide, letters from school
teachers and children thanking us for our
music because it has such a positive mes-

Beginning at Jazz Fest, the Nevilles
will spread their message on a tour that
will take them from the West Coast to the
West Indies for about half the year. This
time around, the brothers hope to
inerease the “theatrical” aspeets of their
live performance to include some sort of
chronological tribute to their myriad
musical influences.

“We've been playing music since the
doo-wop days. We were around through
all of it: the R&B turning into rock’n’roll
days, the psychedelie days and hard rock
into heavy metal times, rap and pop
musie, gospel,” Charles says. “We are
thinking about doing something to show
our involvement in the musie industry
through the years.”

The other half of the year will be spent
cultivating numerous individual projects.
Art has been playing with the Meters for
years. Charles and Cyril have their own
hands. And the ever-prolific Aaron has
plans to work with sons Jason and Aaron
Jr’s still-unnamed new band, as well as
to record his own children’s and gospel
albums for A&M.

“We've finished picking out the songs
tor the gospel album,” he says. “It’s going
to have some old, traditional Sam Cooke-
type stuff mixed together with some con-
temporary musie.”

So with his plate this full, does Aaron
Neville ever get out of earshot of the
music? “As a matter of fact, yes,” he says.
“My good buddy just called and said he
got me an extra ticket to Wrestlemania
at the end of the month. I'm just going to
sit back, relax, and take it all in. That’s
different.”

Soul Coughing’s take on the touring life
is a lovesick paean to waiting in vain by
truck stops and fast-food-joint pay
phones. Doughty puts the underlying
angst into a succinet formula: hope plus
paranoia times lust. divided by telecom-
munications devices.

The first single. “Soundtrack To
Mary,” which ships to college and alter-
native radio in late April, is an ode to the
Jjoys of just lying in bed until a call to hit
the road sounds, Doughty says. “The Idiot
Kings” pays tribute to the feeling that
comes when emerging from a nightclub
at 7a.m. and realizing that you forgot your
sunglasses.

When it came to recording the album,
the band chose its home turf of New York,
where it came together almost four years
ago at downtown club the Knitting Fae-
tory. Doughty was working the door, and
De Gli Antoni, Steinberg, and Gabay
came around to play a gig.

“Doughty approached us and said he
had a bunch of songs, and would we want
to get together to play,” De Gli Antoni
says. “I was really wrapped up in a lot of
other stuff at the time, but the more the
four of us got together; the more exciting
it got.”

Recording took place primarily at the
Power Station and Sear Sound with the
assistance of producer Steve Fisk and
engineer Tehad Blake, who worked with
Soul Coughing on its label debut, “Ruby
Vroom.”

“The actual playing part is easy. It's the
mixing part that I have absolutely no idea
about,” Doughty says. “It's not good for
you to listen to the sound of your ampli-
fied voice for 12 hours a day.”

Slash/Warner Bros. aims to get Soul
Coughing’s voice amplified to a much
broader audience than that which caught
wind of “Ruby Vroom.” That album has
sold approximately 70,000 units.

“It is fair to say that we were not satis-
fied with the 70,000 records sold. and we
will not be satisfied until we reach a much
greater goal.” says Peter Rauh, Soul
Coughing’s product manager at Warner
Bros. “We will continue to assume they
need ground-level awareness and will con-
tinue to build exponentially. This band is
mining turf that no one else is mining, and
it is our job to realize a national awareness
that has basically been dormant.”

Details haven'’t been finalized, but Soul
Coughing is scheduled to hit the road in
June to headline an eclectic package that
will likely feel more like a night at a dance
club than a concert.

“One of the things we learned the first
time around is how many different types
of bands they can play with,” Rauh says.
“From Cop Shoot Cop to Jeff Buckley.
from Shudder To Think to Dave
Matthews Band. And every one of those
packages increased the fan base in that
particular market.”

Doughty and company would like to
incorporate a DJ. “We’re most comfort-
able being in a realm where there is a
social experience for dancers, rather than,
‘There’s a stage at the front of the room,
so come hear the white boys play.” ”

With a chain of disenchanted songs
written on the road. it would seem that
Soul Coughing might be reluctant to get
back into the old bus again. Not so.

“This band goes into extreme states of
depression when it is not on the road,”
Doughty says. “We've gotten adjusted to
the lifestyle, and it creates a terrible eri-
sis when we have to sit around and wait
for the lifestyle to commence.”
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Everything’s Going Right For Murphy’s Law

Profile Act Examines New Feelings On ‘Dedication’

H BY ED CHRISTMAN

NEW YORK—While some might say
that a five-year gap between albums
could be detrimental to the commer-
cial development of a band, Profile
Records GM Fred Feldman says that
now is the perfect time to release a
set from Murphy’s Law, a longtime
favorite of hardecore fans. “Dedica-
tion,” the band’s fourth album, comes
out May 14 on Profile imprint Anoth-
er Planet.

Since the release of Murphy’s
Law’s last full-length album, 1991’s
“Best Of Times,” Nirvana exploded,
bringing punk music back to the
fore, and the subsequent success of
such bands as Green Day and Off-
spring has insured that the market-
place remains fertile for punk musie.

Murphy’s Law, which was formed
in 1985, has a solid fan base upon
which to build, Feldman says. The
band consists of founders Jimmy “G”
Drescher, vocalist, and Todd Youth,
guitarist, and new members Dean
Rispler on bass and Eric Arce on
drums.

Murphy’s Law issued its debut
album on Profile sub-imprint Rock
Hotel in 1986 and followed with
“Back With A Bong” in 1989. In
1991, the band moved to Relativity
for “Best Of Times” and a 1994 EP,
“Good For Now.”

With songs like “Panty Raid,”
“Beer,” “The Bong Song,” and “Fun,”
Murphy’s Law is always up for a
good time. But between the EP and
the new album, “there was all this
heavy shit going on,” says Drescher,
who, with Youth, is the main creative
force in the band.

“Both Todd and myself were hav-
ing trouble with our families,” he
says. “Also, we lost a lot of friends to
heroin.” And in 1994, in a moment of
random violence, the band’s bassist,
Chuck Valle, was fatally stabbed.

“When you lose one of your best
friends, one you worked with and
created with ... It took a lot out of
us,” Drescher admits. “But it also
put a lot into us.”

The band turned to its music as a
healing process. “That is what this

record turned out to be for us,” says
Drescher. “In the studio, we just
bonded, and the music just busted
out.” The album was recorded most-
ly live by Daniel Rey, who has pro-
duced the Ramones and Masters Of
Reality.

Until now, the band’s lyries have
focused on party-
ing. With this al-
bum, Drescher
says, “l wrote
about how I was
feeling.”

The song titles
reflect the change.
The set opens
with “Don’t Both-
er Me” and moves
on to such tracks
as “Dysfunctional
Family,” “Shut Up,” and “Bitter.”
The only number that overtly dis-
plays Murphy’s Law’s trademark
sense of fun is “Bag Of Snacks,” a
song about the attractions of large
women, for whom one band member
apparently has a predilection.

The music reflects the more seri-
ous lyrical tone. Although past
Murphy’s Law albums have had
their share of ferocious hardcore
and/or angst-ridden punk songs,
they have also featured ska num-
bers, outright hard rock, and even
an occasional ballad. But on “Ded-
ication,” aside from the the surf
guitar instrumental intro and the
ska instrumental outro, the music
is loud, hard, fast, furious, and
unrelenting.

Feldman says he plans to ship
30,000 units of “Dedication” initially.
Although the band hasn’t had a full-
length album out since 1991, Feld-
man says the allotment is justified,
considering the band’s sales history
and extensive touring.

The first Murphy’s Law album,
according to Feldman, sold 50,000
units, while the second one moved
about 40,000. Both albums are
regarded by cognoscenti as pivotal
statements in the development of
hardcore. The third album, which
was released after the advent of
SoundScan, sold 17,000 units, ac-
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MURPHY'S LAW

cording to the Hartsdale, N.Y.-based
company.

“We are spending a lot of time set-
ting this record up properly,” Feld-
man says, noting that there will a
push to grass-roots retailers.

Natalie Waleik, director of pur-
chasing for 15-unit, Boston-based
Newbury Comics, says that Mur-
phy’s Law is a steady seller for the
chain. “We do really well with most
hardcore, and Murphy’s Law still
has a loyal hardcore following, and 1
would imagine that the younger kids
will discover them for the first time,”
she says.

Feldman says the label will take
emphasis track “Neighbors” to col-
lege metal and alternative stations,
and if that meets with success, it
will try commercial alternative.
Also, for the first time, Murphy’s
Law will have a video to promote the
cut.

But the main ingredient behind
Murphy’s Law success has always
been touring, Feldman says.

Anybody who has ever seen the
band knows that Murphy’s Law’s
live shows are a celebration of every-
thing that’s rock’n’roll. Drescher
serves as MC, coordinating the chaos
and making sure that everyone has
fun but trying to keep the fans’
enthusiasm from boiling over into
the danger zone.

In addition to touring clubs all
over the U.S., Europe, and Japan,
Murphy’s Law has opened for such
acts as the Red Hot Chili Peppers,
the Beastie Boys, and Fishbone.

The band, which is looking for a
new booking agent, is trying to land
a spot on the Warped tour, a skate-
boarding and alternative music out-
ing planned for this summer.
Regardless of whether it lands a slot
on that tour, the band will definitely
be on the road this summer.

Murphy’s Law’s rigorous commit-
ment to the road is helping out on
another front, as Another Planet is
working on worldwide distribution
for the album. The label is currently
negotiating to license the album in
Europe and Australia; it has already
lined up Avex for Japan.

DEF LEPPARD SHIFTS GEARS WITH ‘SLANG’

(Continued from page 12)

Although the band felt stifled by
the process, the public couldn’t get
enough. According to the Recording
Industry Assn. of America, Def Lep-
pard is the only band to have two
albums top the 9 million sales mark.
“Pyromania,” released in 1983, is cer-
tified for sales of more than 9 million.
“Hysteria” is certified for sales of a
staggering 11 million copies, while
“Adrenalize” has been certified for
U.S. sales of more than 3 million units.
“Retro=Active,” a 1993 collection of
B-sides and alternate tracks, has gone
platinum.

By the time the band began work-
ing on “Slang,” it knew it had to
change. The band members’ first
move was to part with longtime pro-
ducer Robert John “Mutt” Lange, opt-
ing to produce the album themselves
with engineer Pete Woodroffe.

“Look, we're all best friends. |

speak to Mutt all the time,” says
Collen. “He helped us find our direc-
tion in the first place. He put his
stamp on us, and it’s enabled us to
work this way now. No one gets really
precious about songs. I know some
bands, they go, ‘Well man, we're
gonna change that middle eight, the
chords, and the lyrics there,” and the
guy in the band who wrote it goes,
‘Fuck! That’s my heart, man, don’t
touch it.” We've never had that because
we worked with Mutt, and he kind of
ironed that out.”

For the first time in years, the band
rehearsed and played the songs
together in the studio instead of each
coming into the studio and recording
his part separately. The result is a
much more live-sounding, enthusias-
tic album.

“It had gotten to the point where
the first time we’d even play the songs

as a group was at [tour]| rehearsal
after the album was finished,” says
bass player Rick Savage. “On this
record, from the very start, it was def-
initely a conscious decision to be more
like a group, to work songs out a little
bit more between us rather than the
guitar player putting the guitar part
down and then later, we’ll add some-
thing else. It was all pretty much done
at the same time on this record.”
The band, which is signed to Mer-
cury U.K., convened in a house in
Spain in 1995 to begin writing mate-
rial and rehearsing. Drummer Rick
Allen arrived first and, much to the
other members’ surprise, set up an
acoustic drum kit. Since losing his left
arm in an 1984 auto accident, Allen
has played an electronic kit with the
band.
“I took my electronic drum kit
(Continued on page 20)

DGC’s Raincoats Prove
Impermeable To Time

l BY DAVID SPRAGUE

NEW YORK—The Raincoats
have been called the godmothers
of the riot grrrl movement and
have been hailed for the feminist
spirit they brought to the British
punk scene in the '70s. That fire
still burns in the reunited version
of the band, which releases
“Looking In The Shadows,” its
first full-length album in more
than 10 years, May 14 on DGC/
Geffen.

“When we started, we didn’t
say, ‘Let’s form a feminist band,” ”
says Ana Da Silva, who co-found-
ed the band in 1979. “But by
merely starting a band and defy-
ing stereotypes, we became one.
I’d rather have us considered on
musical terms as well, however.”

On those terms, “Looking In
The Shadows” (on which Da Silva
and fellow original member Gina
Birch are joined by violinist Anne
Wood and drummer Heather
Dunn, who formerly played with
riot grrrl mainstay Bratmobile) is
exceedingly successful. While not
as insistently gruff as the Rain-
coats’ early work, the combination
of playful convention-tweaking
and jarringly inventive rhythmic
constructions is every bit as fresh.

“They’re not doing the same
thing they were 12 years ago, but
I think they’re every bit as rele-
vant,” says DGC sales executive
Ray Farrell. “It’s not like one of
these embarrassing punk reunion
shows.”

Farrell says the label will work
the album to college radio begin-
ning in April. While no single has
been chosen in the States, DGC
may follow the lead of Rough
Trade (the band’s U.K. label),
which is in the process of select-
ing a track, possibly the jumpy
“Only Tonight,” for single and
video promotion.

DGC will target small chains
with listening-post efforts and
intends to concentrate heavily on
mom-and-pop retail. “The reissues
have done really well for us, so
much that we still sell some every
week. The same is true of the
greatest-hits package,” says
Chris Vanderloo, manager of New
York’s Other Music record store.
The greatest hits are a vinyl-only
issue on Portland, Ore.’s Tim/
Kerr label. “I imagine the new
album will do just as well, if not
better.”

After releasing four albums and
weathering numerous lineup
changes, the band split for good in
1983. The Portugal-born Da Silva
did some film scoring, and Birch
played briefly with avant-rock
ensemble Red Krayola, but for the
most part, the members drifted
out of music until 1994, when Kurt
Cobain (who cited the Raincoats
as a cruc<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>