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elegant
aggressive.
cocktail
art-damaged
perfect pop.

their debut album
featuring
When She Was Happy

Warner Eyes Wider
Audience For Cole

B BY EILEEN FITZPATRICK

LOS ANGELES—Over the last
two years, Paula Cole has been put

®

COLE

through the emotional wringer.
Her sophomore album, “This Fire,”
(Continued on page 18)

L

Thorn EMI Demerger
Proceeding Smoothly

This story was written by Jeff Clark-
Meads and Adam White in London
and Don Jeffrey m New York.

LONDON—Since Aug. 19, the labels,
music-publishing operations, and
record retail businesses encompassed

Thie EMI Group

by the EMI Group have been freed
from the corporate structure of Thorn
EMI. However, senior executives say
that for the immediate future, it is busi-
ness as usual.

James Fifield, president/CEO of
EMI Music, says, ‘We have the same
board of directors, the same objectives,

(Continued on page 137)

THE BILLBOARD SPOTLIGHT

SEE PAGE 63

Discount Singles Spark
U.S. Cost/Benefit Debate

This story was written by Ed Christ-
man, Chuck Taylor, and Melinda
Newman.

NEW YORK—In an increasingly com-
petitive music marketplace, in which
the number of new
releases is sky-
rocketing and label
imprints multiply-
ing, having a No. 1 single is viewed by
record companies as a pivotal tool for
gaining wider exposure for developing
acts and propelling album sales and
radio play for veterans. It’s also impor-
tant to their artists, labels say—some-
thing they hear in no uncertain terms
from managers.

There is a rising chorus of concern
among some U.S. music executives,
however, about whether one high-

NEWS ANALYSIS

stakes approach to scaling the chart
summit, particularly with the dizzying
rise of the CD single, is becoming too
costly: the practice of deeply discount-
ing singles.

A central component of the complex
marketing strate-
gy is the label giv-
ing away “free
goods” in order to
induce retail accounts to price sin-
gles—which traditionally carry a list
price of $3.49 and generally retail for
around $2.99—at $1.99, 99 cents, 49
cents, or, in rare cases, even a penny.
The retail price generally depends on
the amount of free goods involved in
the deal.

With the €D single fast emerging as
a marketplace force (Recording Indus-

Continued on page 13.3)

Bootleg Seizures Up
Under Piracy Act

B BY BILL HOLLAND

Positive Developments In
RIAA Midyear Statistics

|

CD Singles, Music Vids
Lead Modest Growth

B BY DON JEFFREY

WASHINGTON, D.C.—The music-
industry-sponsored federal
anti-bootleg statute, which
became law in 1995, is begin-
ning to pay off in a big way,
as evidenced by new statis-
tics showing a dramatic rise
in the amount of illicit music
product seized in the first six
months of this year. Much of
it is “bootleg” material, as opposed to
“counterfeit” product.

The Recording Industry Assn. of
America (RIAA) midyear anti-pira-
cy statistics, released Aug. 20, also
reveal that seizures of bogus CDs

(Continued on page 127)

)

RIAA ‘

NEW YORK—Midyear figures from
the Recording Industry
Assn. of America (RIAA)
show moderate growth in
net shipments of music
product, with price declines
in two formats—the CD sin-
gle and the music video—
yielding the biggest sales
gains.

The RIAA’s statistics also show the
evolution of two other format trends:
the steady decline of the cassette, and
the gradual increase of vinyl.

For this year through June, the
RIAA reparts that net unit shipments

(Continued on page 127)
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Garmarna Exports Its

Scandinavian Ambience
B BY PAUL VERNA

NEW YORK—Having established a
small but fervent fan base in Europe,

GARMARNA

the Far East, and North America with
its haunting fusion of Scandinavian tra-
ditional music and modernist ambient
leanings, Swedish quintet Garmarna is
gearing up to release its latest album
in the U.S. and take its hypnotic live

show to American audiences.
The album, “Guds Spelemin,”
released last spring in Scandinavia by
(Continued on page 59)
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From ‘Ship’ To ‘Spectacle’

On Nettwerk/Reprise

SEE PAGE 3
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Barenaked Ladies’ “Spectacle’

“Most people don’t realize it,” confides Steven Page, lead singer of
the five-man Canadian combo Barenaked Ladies, “but our first three
albums were conceived as a trilogy.” He is referring to “Gordon” (1992),
“Maybe You Should Drive” (1994), and “Born On A Pirate Ship” (1996),
the alternately frank-hearted and facetious pop-rock collections
through which the group has built its formidable repute as a concert
draw. “So, does that mean,” asks fellow vocalist/songwriter/guitarist
Ed Robertson, “that ‘Rock Spectacle,’ as our first live album, would be
like the long-awaited sequel to ‘Return Of The Jedi'?”

“Oh no!” answers Page, with feigned horror. “The live record is like
our ‘Return Of The King’—if you count ‘The Hobbitt”

Like popular fables extending from the the 19th-century romantics
to J.R.R. Tolkien’s mid-'560s “Lord Of The Rings” trilogy and the "70s-
*80s “Star Wars” cinema cliffhangers of George Lucas, the songs of
Barenaked Ladies have the spell-weaving sincerity of the best alle-
gorical yarns. Moreover, the beguiling plots of their best material sel-
dom pan out as logically anticipated. The newly released videoclip for
“The Old Apartment,” a song from “Born On A Pirate Ship” (in rota-
tion on the Box, MTV’s M2, and Canada’s MuchMusic),

As with the name of the group, “Rock Spectacle” is a spoofish obser-
vation on everything these musicians are not: The album’s cover art
depicts the membership as a cast of midway freaks, who provide an
acceptable prelude to the larger pleasures of the Big Top. This
approach is partly an acceptance of the meager charisma Barenaked
Ladies exhibit each night as they stroll onstage in all their geeky anti-
glory. But when the lights go down, and the harmonies get ahold of
the rhythm section, the glorious noise becomes the essence of a whol-
ly unforeseen high-wire act, complete with spur-of-the-evening patter
that confirms the uniqueness of every performance.

“There’s a lot of improvisation in what we do,” says Robertson, “and
the humor is a big part of that. The songs and cracks we make about
local topics and strange occurrences—whether it’s the Olympics dur-
ing an Atlanta show or a dead body found on the fire escape at the
Orpheum theater in Boston on the morning of one of our concerts—
we just deal with what each day brings. The aim is not to pander to the
locals but to let them see we do know we're playing in their town.”

“The worst thing about being in the audience is being excluded,”

says Page. “We also want them to see us surprising

illustrates the point, with director Jason Priestley of
“Beverly Hills 90210” TV fame craftily fleshing out the
track’s deceptively angry story line about “fading mem-
ories blending into dull tableaux,” as described by the
seemingly anguished narrator.

“The neatest thing about the song,” says Robertson,
“is that it tricks people into thinking someone’s break-
ing into his old girlfriend’s apartment. But actually, this
guy and his girl are revisiting the building from which
they’ve recently moved, and it’s painful to them. Things
have changed there, and they’re thrown by it, thinking,
‘Hey, don’t people understand how important the phys-
ical evidence of memories is?’ Because even the addi-
tion of a handrail on the steps where you once played
as kids can ruin your ability to ever have a game of tag
there again. It's a song about how you identify with
places and structures that you had almost created for
yourself by living and growing in them. This is the sort
of stuff Steve and I write about, and like our live shows,

TO MY EARS

i
by Timothy White

ourselves with a new on-the-spot arrangement or a
high-risk attempt at connection, because that’s the
charm, the magic part.”

Among the baker’s dozen selections on “Rock Spec-
tacle” are such vintage Barenaked roof-raisers as
“Brian Wilson,” “What A Good Boy,” “If I Had
$1000000,” “Jane,” “These Apples,” and “Life, In A
Nutshell,” as well as such instant indispensables from
“Born On A Pirate Ship” as “Break Your Heart,”
“When I Fall,” and “Shoe Box.” Since we now know
the source of the rousing tunes and the fanciful
between-song caprice, how do they account for all the
sell-out patrons?

“Good question,” Page admits. “I sometimes think
‘Gordon’ must be the most bootlegged album in U.S.
history, since it sold only 200,000 copies in the coun-
try, yet 800,000 kids know the words to every song. We
find that our older fans heard us in college, and the
younger ones heard a tape while camping in Indonesia

it’s funny and sad to us at the same time.”

“As a result,” Page concedes, “some people in our
audiences may resist the roller coaster of our concerts, but when the
crowds are willing, they see the larger picture, which is that red, for
instance, is not just the color of blood but also of clown’s noses.”

“So the best we can do is trust in the audiences’ attention,” adds
Robertson, “and we usually get it, because we're really trying to estab-
lish an understanding between them and us about the ambiguous and
sometimes funny aspects of life that seem so real.”

This intent among the members of Barenaked Ladies—who also
include bassist Jim Creeggan, drummer Tyler Stewart, and new key-
boardist Kevin Hearn—is another outlook that links them, however
whimsically they might acknowledge it, to a long lineage of myth mak-
ers and musical mystics, who imagined (as did Tolkien in “The Silmar-
illion”) that time had literally been sung into existence. For many, the
earliest tonal euphony that the ancient Greeks once attributed to the
Fates is still seen as the most perfect way of conveying the senses of
past, present, and future—which is purportedly why the sound of music
exerts such a profound emotional effect. And when you combine this
depth of feeling with rough-hewn wit and well-placed human sympathy,
you get the wonderfully satisfying carny ride that is a Barenaked Ladies
concert, powerful documentation of which is due Nov. 5, when the 13-
track “Rock Spectacle” (Nettwerk/Reprise) enhanced CD hits stores.
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CELINE SONG DILEMMA

Some radio programmers believe a Celine Dion ballad called “To
Love You More” could be one of her biggest hits, but the song
isn't on the U.S. version of her latest album and is available in this
country only as an import. So what should stations do? Radio edi-
tor Chuck Taylor reports. Page 124

THEY’RE ‘OFF’!
A reunited New Edition hits again with “Hit Me Off,” which debuts

4 at No. 3 on the Hot 100 Singles chart. Theda Sandiford-Waller
has the story in her Hot 100 Singles Spotlight column. Page 129
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or Colorado. People seem to bring our music along on
long journeys and make it a captive experience for
others around them.”

Those wondering exactly where the band itself is coming from
must picture the complete lack of pretension in Toronto’s explod-
ing alternative scene from 1988 to 1991—when the Barenaked
Ladies EP containing the sportive “Be My Yoko Ono” became Cana-
da’s first gold indie release. Page, born June 22, 1970, in suburban
Scarborough, Ontario, to teacher Victor Page and the former Jo-
Anne Simmons, found himself involving most of his household in his
good fortune: His retired dad founded Page Music Distribution in
Toronto to handle the “Yoko” EP (the firm now distributes Caro-
line and other labels), and his younger brother Matthew became
head of A&R for the family enterprise.

As for Robertson, he was an Oct. 25, 1970, arrival for Honeywell
plant foreman Earl Robertson and spouse Wilma Shannon, an oil-com-
pany stenographer, and Ed grew up in Scarborough as the youngest
of five children. “I've always identified myself with pop,” says the gui-
tarist, “and expressed myself through its ‘entertainment’ factor.”

“I'm the same way,” concludes Page. “I like to write pop to fool peo-
ple with the hooks, but inside, I hide all the sweetness, darkness, and
musicianship found in the grandest themes of a great mythic rock song.
For me, pop is a tight, strategic little package that’s second to none.”
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Digital Future Needs Copyright Safeguards

H BY WOLF-D. GRAMATKE

Record companies are the most important
source of programming for Germany’s 300-
plus radio stations. More than 90% of all the
music broadeast in Germany is produced by
us. Our recordings, played on the air, are pri-
vately copied onto something like 100 million
blank cassettes every year.

Record companies play a pivotal role in dis-
covering and promoting musical talent, from
the initial stage of finding and developing an
artist or group through the process of break-
ing the act and building an international
career. For many thousands of creative peo-
ple, sales of recorded music are the most
important source of income.

A flourishing music market generates rev-
enue for investment in new recordings,
ensures the availability of a wide range of
product, enables us to preserve our musical
heritage, and contributes significantly to the
development of our musical culture. The
record industry also provides many thou-
sands of jobs. All of which demonstrates that
musical culture is highly dependent on our
activity and our creative and economic via-
bility.

But ever-proliferating developments in
technology have created a situation in which
it is becoming increasingly difficult for copy-
right owners to monitor and control the
exploitation of their works and performances.
Further, the fees they do receive for broadcast
transmission, public performance, and private
copying of their works is nominal—no more
than a token.

The fact is that radio stations pay barely 3%
of their total revenue for the use of music,
which, in most cases, represents more than
two-thirds of their total program time. The
remuneration for rights owners for home tap-
ing is similarly insignificant—less than 3% of
the market value of the rights exploited.

While this was never an acceptable situa-
tion, it was one that, in a world of analog tech-
nology, could be tolerated because it did not
have a dramatically adverse effect on the cre-
ative and economic development of musical
culture. There was always the vital difference
between the original and the copy, between lis-
tening to a self-determined program of music
and one compiled by a radio producer.

But now we have entered the age of digital
technology, and we are confronted by an ever-
quickening march of progress. Indeed, the
record industry pioneered the first stage of
the revolution with the development of the CD.

Now, digitalization, cable and satellite tech-
nology, and efficient compression techniques
are opening new means of dissemination and
new opportunities for the exploitation of
music. This may seem like a cause for elation,
but in fact, the appropriate response is cau-
tious optimism. After all, in this new techno-
logical age, we have yet to determine and
achieve the implementation of the vital legal
framework necessary to safeguard intellectu-
al property rights so that musical culture can
continue to develop.

New means of exploiting music are already
in evidence. Consider the following:

¢ Multichannel programs: There are
already two suppliers offering consumers con-
tinuous music, uninterrupted by announce-
ments, on a subscription basis via satellite and
cable on 60-90 channels. Each channel is devot-
ed to a clearly defined musical genre, so con-
sumers can fine-tune their music intake. Out-
side influence on program content is kept to a

minimum. This form of dissemination bears
no relation at all to traditional radio programs.
Yet the suppliers are claiming the right to
broadcast copyrighted music based on the
compulsory license provision. If this were the
correct legal interpretation, it would mean
that such suppliers could simply play a limit-
ed number of chart records in a continual loop
on each channel—and this would clearly have
an adverse effect on record sales.

* Digital radio: In the next few years, Dig-
ital Audio Broadcasting (DAB) and Digital
Satellite Radio (DSR) will dramatically alter
the TV and radio broadcasting environment

‘We are
demanding legal
recognition of
an exclusive
electronic dis-
semination right
for all copyright
owners’

Wolf-D. Gramatke is
president of PolyGram
Germany and chairman
of the German group of
the International Feder-
ation of the Phono-
graphic industry.

with the dissemination of “CD-quality” music.
When it comes to DAB and DSR, quantitative
limits are virtually nonexistent. Innumerable
channels can be operated that will be able to
offer an enormously wide range of program
content, catering to the smallest of niche
groups. And music will play a key role here.
This would mean we would completely lose
active control of our repertoire. What is more,
the commercial viability and profitability of
recorded music would decline dramatically.

* Music-on-demand: In addition to sound
carriers, multichannel programs, and digital
radio programs, it will be possible in the
future to access music from electronic music
databases. Pilot tests are being carried out,
and the technology is already available in its
basic form. The access of music from data-
bases, which will, after all, be channeled into
private homes, requires the resolution not
only of technical problems, but more impor-
tant, the vital legal questions of data protec-
tion, right to access, protection against mis-
use, and monitoring. This is, as yet, an
uncultivated field that has the promise of
bringing forth a marvelous harvest, but could,
if the financial interests of rights owners are
not fully protected, become a musical wilder-
ness. Music databases make it possible for
anyone to exploit recorded music through an
unmonitored electronic world network. We
can combat the threat of a huge surge in musi-
cal piracy only if copyright owners’ rights are
strengthened, if the procedures by which they
claim their due royalties are simplified, and
if the necessary monitoring mechanisms are
guaranteed from both a technical and legal
point of view.

* Digital copying: Private copying in
analog technology delivers “second-hand
music” of inferior quality. The practice
of private copying could have been pre-
vented only by banning the technology
that made it possible. But such Luddite

behavior is a totally unacceptable
option, and that is why, from the outset,
we have been in favor of a private copy-
ing royalty.

However, digital technology makes
“cloning”—not mere copying—possible,
because it preserves the quality of the origi-
nal recording instead of delivering a second-
hand copy.

In order to guarantee the economic viabil-
ity of music, we are demanding express, legal
recognition of an exclusive electronic dissem-
ination right for all copyright owners. We
want to be able—in fact, we must be able—to
control the dissemination of our product
according to market criteria. This would
mean that, in the emerging world of digital
technology, we are in complete charge of our
rights and can authorize or refuse access to
our product so that we can earn money by
bringing our music to the consumer.

No one need worry that the granting of
exclusive rights will make access more diffi-
cult, more subject to bureaucratic complexi-
ties. We already work with the exclusive
rights of thousands of artists and license hun-
dreds of thousands of recordings on an indi-
vidual-charge basis to mechanical rights soci-
eties. This infrastructure can easily be
adapted to cover companies involved in the
electronic dissemination of musie.

The demand for an exclusive electronic dis-
semination right is not just a national copy-
right question. Cable networks are linked
internationally, and satellites cover entire
regions of the world. National borders mean
nothing to the broadcasting channels or the
multichannel operators. Through the Inter-
net, a worldwide data network has been cre-
ated, commercial suppliers are creating their
own networks, and the large telecommunica-
tions companies are expanding the interna-
tional channel and satellite network to achieve
greater access and involve more and more
suppliers. The legal framework for copyright
protection must therefore be conceived on a
global basis; otherwise, a pirate in a remote
country with no copyright legislation could
easily offer a worldwide service on cable and
satellite without any legal obligation to pay
royalties to the rights owners of the music
programmed.

Last summer, in its Green Paper on copy-
right and associated rights in the information
age, the European Commission recognized
the need for international regulations by pub-
lishing a list of pertinent questions, which, at
least, demonstrates an awareness of the prob-
lem we face. Asking the key questions is an
important step in the right direction, but they
do not, of course, offer solutions.

There is still a great deal to be done, and we
urge politically responsible decision makers
to act swiftly; otherwise, we could be faced
with a fait accompli, with the users determin-
ing the future evolution of musical culture and
the music industry.

The electronic data highway is simply a
transportation artery—but without forward-
ing agents and a cargo to transport, the high-
way will remain empty. Some of the builders of
this highway are intent on acquiring the cargo
as a toll for use of the highway. This would be
nothing less than highway robbery!

We, the record producers, are both the own-
ers of the cargo and the forwarding agents.
We are preparing intensively for the future,
and we expect that the traffic regulations on
the data highway will take proper account of
the interests of all parties involved.

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 Marilyn A. Gillen, Billboard, 1515 Broadway, New York, N.Y. 10036
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B BY SETH GOLDSTEIN

NEW YORK—It’s no lie: On the
strength of a new packaging concept
that has at least gotten retailers’
attention, New Line Home Video
expects to ship upward of 4 million
copies of “The Adventures Of Pinoc-
chio” as of the Nov. 5 street date.
This live-action version of the classic
tale is priced at $19.98 suggested list,
before rebates.

Disney, of course, owns the “Pinoc-
chio” franchise, having sold more
than 13 million copies of its animated
classic. New Line, in fact, hopes the
name recognition will reinforce the
$20 million New Line Cinema spent
on prints and advertising to back the
summer theatrical launch of “The

New Line Set To Ship
4 Mil. ‘Pinocchios’

Adventures Of Pinocchio.”

The movie, which stars Martin
Landau and Jonathan Taylor
Thomas and grossed about $15 mil-
lion, was always a
candidate for
quick release on
cassette to take
advantage of “a
presold audi-
ence,” says New
Line Home Video
executive VP
Michael Karaffa.
If the studio
makes its sales goal, “Adventures”
should do at least as well as such
fourth-quarter releases as “Flipper”
and “James And The Giant Peach”

(Continued on page 129)

PINOCCHIO

MTV Networks
Buys Stake In
Brazilian Channel

B BY BRETT ATWOOD

MTV Networks has purchased a
50% stake in MTV Brasil Ltd. from the
Abril Group, the communications con-
glomerate that has produced and pro-
grammed the Portuguese-language
music video service since its launch in
1990.

The staff and management of MTV
Brasil will stay intact, according to Bill
Roedy, MTV Networks president,
international, who declined to comment
on the financial details of the transac-
tion.

“We do not want to do anything to
change its current success,” he says.
“It’s a natural evolution of our plans
with MTV Brasil.”

The channel, which reaches more
than 15 million households, is pro-
grammed with a heavy emphasis on
Brazilian artists but also plays clips
from international acts.

The acquisition was expected, since
MTV’s original licensing agreement
with the Abril Group allowed MTV to
purchase up to half of the fledgling ser-
vice.

Although MTV Brasil’s operations
will stay based in Sao Paulo, MTV’s
new stake in the channel will result in
increased relations with sister service
MTV Latino, according to Roedy.

“We're looking to establish more
cooperation between the two opera-
tions, to take greater advantage of the
market,” says Roedy. “This is one of
the most saturated areas in the world,

(Continued on page 137)

German Industry Leader Slams Gov’t

Stein Bemoans Music’s Political ‘Impotence’

W BY JEFF CLARK-MEADS

COLOGNE, Germany—The leader of
the German music industry has mount-
ed a biting attack on the country’s
politicians. In an assault that will strike
achord across Europe, he accuses gov-
ernment of “tripping the industry at
every step.”

Thomas Stein, president of industry
organization BPW, contrasted the
music industry’s power to influence
society with its “impotence” in political
circles.

Stein, who is also president of BMG
Entertainment International Ger-
many/Switzerland/Austria, delivered
the indictment during his keynote
address at German trade fair Pop-
Komm, held here Aug. 16-18 (see sto-
ries, page 98).

Stein highlighted music’s social
importance by stating that when

Best Books. Committee members, sponsors, and winners celebrate following
the seventh annual Ralph J. Gleason Music Book Awards, held recently in New
York. Sponsored by BMI, New York University, and Rolling Stone, this year's
first-, second-, and third-place awards went to biographies of Sam Cooke, Etta
James, and Lefty Frizzell, respectively. Pictured, from left, are Gleason
Committee chairman Robert Rolontz; committee member Dr. John Gilbert of New
York University; Charlie Feldman, VP of writer/publisher relations at BMI; Etta
James and David Ritz, co-authors of “Rage To Survive: The Etta James Story;
committee member Holly George-Warren of Rolling Stone Books; Daniel Wolff,
author of “You Send Me: The Life And Times Of Sam Cooke”; and Daniel
Cooper, author of “Lefty Frizzell: The Honky-Tonk Life Of Country Music's

Greatest Singer.”

Borders Gets Vid Exclusive
Stores To Carry History Channel Tapes

B BY SETH GOLDSTEIN

NEW YORK—Borders Books & Music
has signed an agreement with A&E
Television Networks that gives the
chain a one-year exclusive to market
History Channel tapes. It’s the second
such bookstore arrangement for A&E,
which earlier gave Barnes & Noble sole
rights to the cable service’s Biography
series.

Indie Scratchie Joins With Mercury

B BY TERRI HORAK

NEW YORK—Mercury Records has
finalized a joint-venture arrangement
with independent label Scratchie
Records (Billboard, June 29) that calls
for Mercury to market, promote, man-
ufacture, and distribute Seratchie
releases, while the Chiecago-based indie
oversees the A&R and creative aspects
of the label.

Mercury president/CEO Danny
Goldberg says he hopes his company’s
involvement will enable Seratchie to
“sell a lot of records. It’s a lucky break

for me that [Mercury VP of A&R]
Steve Greenberg had this relationship
and was able to make the deal.”

The year-old Scratchie was founded
by Smashing Pumpkins’ James Tha and
D’Arcy Wretzky; Wretzky’s husband,
Kerry Brown, of Catherine; Adam
Schlesinger of Ivy; producer Jamie
Stewart; and publicist Jeremy Free-
man, who is Seratchie’s president.

Greenberg was introduced to
Scratchie by Holly Greene of Poly-
Gram Music Publishing via an EP from
the label’s power-pop act Fulflej. The

(Continued on page 137)

The History Channel, on the air
since January 1995, is available in 22
million homes and has achieved a level
of brand awareness unusual in home
video. “We get specific requests,” says
Borders video product manager Patti
Russo. “It’s either ‘I saw it at Block-
buster’ or ‘I saw it on PBS, A&E, or the
History Channel.’ Then customers ask,
‘Is it available? ”

Cassettes on the Crusades, Lincoln’s
assassination, World War 11, and the
like have been carried in Borders
stores since the channel began broad-
casting. Sales are steady, Russo notes,
and prices range from $19.95 for single
tapes to $119.95 for collections.

As of Sept. 1, Borders will organize
the A&E releases in a dedicated space
labeled “Bring history home.” Televi-
sion monitors will promote specific pro-
grams and the channel, which in turn
will air “Bring history home” commer-
cials, says A&E new-media VP Tom
Heymann.

Without promotional help, which
includes a Borders World Wide Web
site on the Internet, the 30 inaugural
titles risk getting lost in the erowd of

(Continued on page 129)

British pop band Take That broke up
in February, the announcement “was
an earthshaking event for millions of
teenagers and worth a detailed report
on a serious news
program, ‘ARD-
Tagesthemen’ on
German TV, be-
tween a report on
the pensions de-
bate [in Germany]
and the primaries
in the U.S.”

He argued that the German music
charts and TV viewing figures “tell us
more about the state of our nation than
the combined minutes of dozens of par-
liamentary sittings.”

Stein stated that music’s global
power to reach all groups in society “is
something that even the organs of gov-
ernment cannot resist.” Yet he added,
“It is foolish to speak of political power

Die Messe filr
Popmusik und
Entertainment

for pop music and necessary to note its
political impotence.”

Noting the presence of politicians in
his audience and praising PopKomm as
a forum that brings together the music
industry and government, he stated,
“The political decision-makers in our
country rarely miss an opportunity to
demand of us, the entertainment in-
dustry, a sense of responsibility for cul-
tural policy.

“I am certainly not going to deny re-
sponsibility for the direction taken by
our culture, particularly not at a time
when the German music industry has
had more success with local product
than ever before [and] when the record
companies’ encouragement of new tal-
ent has created a new form of speech
in German-language hip-hop.”

Stein said that the industry is pre-
pared to accept its cultural responsi-

(Continued on page 137)

PolyGram Buys Go! Discs;
Indie Label Founder To Exit

B BY JEFF CLARK-MEADS

LONDON—PolyGram has bought
U.K. independent Go! Discs, home of
Paul Weller, the Beautiful South, Por-
tishead, and Gabrielle. Label founder
Andy MacDonald, however, won’t
make the move with his imprint, hav-
ing left the company after an acquisi-
tion he characterizes as “oppressive.”

PolyGram U.K. chairman/CEQ
John Kennedy said that he is surprised
by MacDonald’s criticism and that
PolyGram was still trying to persuade
MacDonald to stay two days before the
deal was announced.

Kennedy stated that, as with previ-
ous indie acquisitions A&M and Island,
Go! Discs will retain a large measure
of autonomy. “We would like to not
change the culture of the label, if that’s
possible,” said Kennedy, though he
cautioned, “It is unrealistic to think
everything will be the same with Andy
gone.”

Speaking while on vacation Aug. 22,
Kennedy said he was due to meet with
senior Go! staff upon his return to dis-
cuss the practical effects of the acqui-
sition, though he said that he is happy
for Go! to “carry on as is.”

However, he acknowledged that loy-
alty to MacDonald on the part of
staffers may mean that not all Go! per-

sonnel will still be with the company by
the time the meetings begin.

PolyGram bought a 49% stake in Go!
in 1987. The agreement at that time
included a provision for MacDonald to
buy back the 49% or for PolyGram to
take the remaining 51%. The major
has now exercised that option.

MacDonald was on vacation out of
the U.K. at press time, but in a state-
ment, he says that he is “not willingly
leaving the company I founded 14
years ago.”

The statement adds, “Over the last
18 months, it has become clearly
apparent that PolyGram is not inter-
ested in negotiating the kind of deal
which would have preserved the label’s
independence. There is much more to
this episode than meets the eye.”

MacDonald concludes by comment-
ing on “this oppressive acquisition of
my company.”

Kennedy said that he finds such crit-
icism “bizarre,” and added, “We want
to maintain Go!’s culture.”

Kennedy said that it is PolyGram’s
operating philosophy that the head of
any label within the group is allowed
to run the company with a free hand.
He argued that A&M and Island are
still perceived as autonomous and dis-
tinct.

(Continued on page 129)

Liquid Audio Gets Dolby License

B BY BRETT ATWOOD

LOS ANGELES—Liquid Audio, a San
Francisco-based start-up company, is
entering the crowded Internet audio
market with a Dolby-licensed product
that promises to bring near-CD quali-
ty to the Internet. It is the first Inter-
net audio deal for Dolby.

N2K’s music-themed sites Rock-
tropolis (http://www.rocktropolis.com)
and Jazz Central Station (http:/www.
jazzcentralstation.com) will be among
the first to use the new technology.

Gerry Kearby, co-founder and pres-
ident of Liquid Audio, says that a “Lig-
uid Listening Room” is under develop-
ment that will offer near-CD-quality
song samples on the Internet.

In November, Liquid Audio will
release the Liquifier, an Internet audio
mastering tool targeted at World Wide

Web developers who want to offer
Internet audio on their sites.

A Liquid Audio Internet audio play-
eris also planned for release in Novem-
ber. The still-unnamed playback soft-
ware will be available free of charge to
Internet users. It will offer both audio
streaming (a delivery technique that
allows a user to instantly access Inter-
net audio) and audio download capabil-
ity, which the company says will rival
existing Internet audio technologies.

According to Ed Schummer, VP of
licensing with Dolby Laboratories, the
Liquid Audio Deal is “an exclusive
arrangement with respect to a portion
of the encoding technology that they
are using.”

Schummer says Dolby is looking at
the process of encoding sound for the
Internet in the same way that one

(Continued on page 136)
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Brown Puts
HighTone In
Mainstream

B BY DEBORAH EVANS PRICE

NASHVILLE—HighTone Records
has developed a reputation for cul-
tivating an eclectic roster that runs
the gamut from the irreverent Rev.
Billy C. Wirtz to
country tradi-
tionalist Dale
Watson to
bluesy singer/
songwriter
Chris Smither.
But with the
Sept. 17 release
BROWN of Marty
Brown’s “Here’s
To The Honky Tonks,” the Oak-
land, Calif.-based independent dips
its toes into more mainstream
country waters.

The release by the high-profile
Brown also marks a switch for a
label known for signing and devel-
oping unknown acts.

“It’s backward from what we

(Continued on page 129)
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Two Heatseekers Acts
Making An Impact

Modern’s Poe Gets
Well-Received ‘Hello’

B BY DOUGLAS REECE

Wallflowers Are Getting
Attention On Interscope

B BY DOUGLAS REECE

LOS ANGELES—The immediate
appeal of singer/songwriter Poe can be
summed up in a story
related by Modern
Records president
Paul Fishkin.

“I asked [then
Atlantie Records co-
chairman/co-CEOQ]
Doug [Morris] just to
meet her and listen to
a few songs without POE
belaboring the demo
tape that muech,” says
Fishkin. “I said to him that
Poe was one of those artists
that, in half an hour, you
either get her music or you
don't get it.

“He called me back after the
meeting and said, ‘I got it.””

It has becoming increasingly
apparent that Morris and Fishkin are

(Continued on page 59)

LOS ANGELES—Interscope’s low-
key nurturing of the Wallflowers is

THE WALLFLOWERS

paying off as the band’s pop-
ularity begins to bloom.

The melodie, roots-orient-
ed band became a Heatseek-
er Impact act when “Bring-
ing Down The Horse”
jumped from No. 108 to No.
96 on The Billboard 200 for
the week ending Saturday (24). This
week, it is at No. 78. The album,
(Continued on page 20)

‘Elevators’ Carries LaFace s QutKast To Top

B BY SHAWNEE SMITH

NEW YORK—With preorders hover-
ing around 700,000 units two weeks

before the Tuesday (27) release of

“ATLiens,” OutKast’s sophomore
album on LaFace Records looks poised
to make a big splash at retail.

And it all started with a little leak,
says Dre, half of the rap duo, who adds
that he gave an advance of the album’s
first single, “Elevators (Me & You),” to
WHTA Atlanta during the city’s annu-
al Freaknik festival in May.

“The timing for everything was
right,” Dre says. “We were on the back
burner. LaFace concentrates on one

OUTKAST

project at a time, and at that time, it
was Toni Braxton, so I just scooted our
timing up a bit.”

WHTA appreciated the opportunity
to break the single first; LaFace had
not yet scheduled a release date for the

song. “Dre bought [‘Elevators’] up to
DJ Jelly on wax,” says WHTA music
director Chaka Zulu. “There’s just no
way we wouldn’t jump it. “{OutKast]
hasn’t had anything out for two years,
[and] they’re a local artist, and we had
something no one else in the country

had. It’s only right that we play it.”
Though the unplanned early release
of the single initially elicited tension at
the label—local Atlanta radio jocks and
DJs claim that LaFace exees person-
ally confiscated the prereleased sin-
gle—LaFace president/CEO (U.S.)
Antonio “L.A.” Reid feels that Dre’s act
of self-promotion actually solidified the
(Continued on page 20)

LATIN

Germano Leaves Dark
Side Behind 0n 4AD Set

H BY JIM BESSMAN

NEW YORK—Along with the ethe-
real beauty of their musie, Lisa Ger-
mano’s albums have been marked by
an admittedly dark self-conscious-
ness. On her fourth album, “Excerpts
From A Love Circus,” which 4AD
will release Sept. 10, Germano has
sought to add a bit of color to the
darkness, to edge away from a pre-
vailing sense of
sadness.

“It’s all about
the stupid situa-
tions you find
yourself in,” says
Germano, con-
trasting “Ex-
cerpts” with her
preceding al-
bums, “Geek The
Girl” (1994), “Happiness” (1993), and
her acclaimed 1991 self-released
debut, “On The Way Down From
The Moon Palace” (see discography,
page 20).

“The other records were a little
sadder, whereas this is stupid in that
you're stupid to do these things,” she
adds. Stupid things, that is, like
falling for the subject of the
“Excerpts” track “I Love A Snot,”
which will be the album’s second sin-
gle, following “Small Heads.”

“It’s about loving a snot—a snot-
ty, bratty kid who never grows up
and is still a snot!” she continues.
“I’'ve been with a few, and they make
you feel on edge all the time—and
some people ike that. I stayed with
one and adored him, and it made me
laugh because he made you shake all
the time, and there was never any-
thing you could do to please him. So
why stay? I don’t know, but I'm ask-
ing that in the song.”

But Germano also characterizes
the new material as “imaginary love
songs,” which “make [for] a little
more colorful record than being so

GERMANO

dark. Paul [Mahern, who co-pro-
duced the album with Germano] said
that ‘Geek The Girl’ was awesome—
but I don’t want to listen to it. For the
next one, I'd like to actually want to
play it! I think he was successful in
helping me make a more enjoyable
record, but it’s definitely not pop
musie yet.”

At least Germano satisfied a goal
of surrounding herself with “positive
people” when she recorded the
album at home in Bloomington, Ind.
Whereas “Geek The Girl” employed

minimal outside
B B m help, “Excerpts
From A Love
Circus” brought
in a slew of upbeat guests.

“When you record by yourself, you
can get as dark as you want, because
there’s nobody to springboard off of,”
says Germano. “The idea here was to
go in and use positive people, because
the lyrics are still dark. [Drummer
and former John Mellencamp band
member] Kenny Aronoff is extreme-
ly positive and brings out the good
side in everybody. And then Glenn
Hicks, who played bass with me on
tour, is real positive, and Paul Mah-
ernis very, very positive: He came to
my house and wanted to record the
basic tracks, and he burned sage. I
came home one day, and he was
going around with this sage, because
there was lots of negative energy,
and that’s what the Indians do. I
don’t know if I believe in it, but it
really smells great. So it was kind of
a joke: ‘Let’s get Lisa to be positive.’
And we had a really good time.”

After Germano and her accompa-
nists—who also included Mystery Of
Life’s Jake Smith and John Strohm,
as well as her cats Dorothy and
Miamo-Tutti—ecut the basic tracks,
Mahern supplied her with an A-DAT
copy, “so I could come back and do
my vocals and dark stuff at home,”

(Continued on page 20)
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. And it7s already the top-selling tour of the year.

The Garth Brooks 1996-98 World Tour

DATE
MARCH 13-17
MARCH 20-23
MARCH 27-30
APRIL 2-6
APRIL 9-10
APRIL 11-13
APRIL 18-20
APRIL 26-27
MAY 2-5

MAY 8-12

MAY 16-18
MAY 30-31
JUNE 23

JUNE 6-8
JUNE 1315
JUNE 19-24
JUNE 26-28
JULY 18-20
JuLy 22

JuLy 25-27
AUGUST 1-3
AUGUST 7-9
AUGUST '10-12
AUGUST 14-15
AUGUST 17-19
AUGUST 2731
SEPTEMBER 2-3
SEPTEMBER
SEPTEMBER 6
SEPTEMBER 7
SEPTEMBER 9-11
SEPTEMBER 12-15

TOTAL TICKETS SOLD

ary

ATLANTA, GA
CLEVELAND, OH
INDIANAPOLIS, IN
LANDOVER, MD
EAST LANSING, M
MILWAUKEE, WI
MIAMI, FL
MANHATTAN, KS
KANSAS CITY, MO
AUBURN HILLS, MI
BIRMINGHAM, AL
LAS CRUCES, NM
TUCSON, A
PHOENIX, A

SAN DIEGO, (A

INGLEWOOD, CA / ANAHEIM, CA

ALBUQUERQUE, NM
DENVER, €O
CHEYENNE, WY
PORTLAND, OR
VANCOUVER, BC
CALGARY, AB
EDMONTON, AB
SASKATOON, SK
WINNIPEG, MB
PORTLAND, ME
OTTAWA, ON
HAMILTON, ON
TORONTO, ON
MONTREAL, PQ
§T. JOHN, NB
HALIFAX, NS

VENUE TICKETS SOLD
THE OMNI 81,902
GUND ARENA 81,695
MARKET SQUARE ARENA 68,563
US. AIR ARENA 89,130
MSU BRESLIN CENTER 28393
BRADLEY CENTER 55,632
MIAMI ARENA 46,665
KSU BRAMLAGE COLISEUM 26,347
KEMPER ARENA 66,400
PALACE AT AUBURN HILLS 103,458
BIRMINGHAM/JEFFERSON CIVIC CENTER 52,758
NMSU PAN AM CENTER 24,459
ARIZONA UNIVERSITY - MCKALE ARENA 26,860
AMERICA WEST ARENA 53,248
SPORTS ARENA 42,053
GREAT WESTERN FORUM/ARROWHEAD POND 95,322
TINGLEY COLISEUM 32514
MCNICHOLS ARENA 50,685
FRONTIER DAYS 13,000
ROSE GARDEN ARENA 54,813
GM PLACE 53,339
SADDLEDOME 53,076
EDMONTON COLISEUM 50,871
SASKATCHEWAN PLACE 28,144
WINNIPEG ARENA 39,500
CUMBERLAND COUNTY CIVIC CENTER 31,000
COREL CENTRE 34,000
COPPS COLISEUM 15,000
SKYDOME 24,000
MOLSON CENTRE 18,500
HARBOUR STATION 25,000
METRO CENTRE 40,000

1,512,487

REMARKS

PREVIOUS RECORD - ELVIS PRESLEY - 4 SHOWS

PREVIOUS RECORD - PAGE AND PLANT (1989)- 42,000 TICKETS

PREVIOUS RECORD - JOHN MELLENCAMP (1992) - 60,800 TICKETS

VENUE'S FASTEST SELLOUT (FIRST SHOW SOLD OUT IN 13 MIN.) - ATTENDANCE RECORD: PRINCE (1984)
PREVIOUS RECORD - GARTH BROOKS (1992) - 14,500 TICKETS

PREVIOUS RECORD - ERIC CLAPTON (1992) - 18,700 TICKETS

VENUE'S FASTEST SELLOUT - (FIRST SHOW SOLD OUT IN 8 MIN.) - ATTENDANCE RECORD: BILLY JOEL
PREVIOUS RECORD - DEF LEPPARD (1989) - 13,800 TICKETS

PREVIOUS RECORD - NEIL DIAMOND (1982} - 34,000 TICKETS

OVER 100,000 TICKETS SOLD IN 91 MINUTES - ATTENDANCE RECORD: BOB SEGER

PREVIOUS RECORD - THE GRATEFUL DEAD (1995) - 31,000 TICKETS

PREVIOUS RECORD - PRINCE (1985) - 22,000 TICKETS

PREVIOUS RECORD - VAN HALEN (1992) - | SHOW

PREVIOUS RECORD - NEIL DIAMOND (1992) - 49,800 TICKETS

FASTEST SELLOUT IN VENUE'S 30-YEAR HISTORY - ATTENDANCE RECORD: NEIL DIAMOND

ONLY ARTIST TO SELL OUT 6 TOTAL CONSECUTIVE SHOWS AT THE POND AND THE FORUM

PREVIOUS RECORD - PAGE & PLANT (1995) - 10,000 TICKETS

PREVIOUS RECORD - THE GRATEFUL DEAD (1994) - 47,000 TICKETS

PERFORMED AT 100TH ANNIVERSARY OF FRONTIER DAYS (SOLD OUT)

FASTEST SELLOUT IN PORTLAND (FIRST SHOW SOLD OUT IN 28 MIN.) - ATTENDANCE RECORD: NEIL DIAMOND
PREVIOUS RECORD - AC/DC (1996) - 27,713 TICKETS

PREVIOUS RECORD - NEIL DIAMOND (1985) - 34,670 TICKETS

PREVIOUS RECORD - GARTH BROOKS (1993) - 18,172

PREVIOUS RECORD - NEW &30S ON THE BLOCK (1990) - 14,056 TICKETS

PREVIOUS RECORD - JOHN MELLENCAMP (1991) - 11,200 TICKETS

PREVIOUS RECORD - ELTON JOHN (1993) - 14,000 TICKETS

PREVIOUS RECORD - THE EAGLES (1996) - 15,000 TICKETS

ATTENDANCE RECORD: THE GRATEFUL DEAD - 2 SHOWS

ATTENDANCE RECORD: THE ROLLING STONES

ATTENDANCE RECORD: CELINE DION (1996)

VENUE'S FASTEST SELLOUT (FIRST SHOW SOLD OUT IN 35 MIN). PREVIOUS RECORD - AEROSMITH (1993) - 7,300 TICKETS
PREVIOUS RECORD - ROD STEWART (1989} - 30,000 TICKETS

e e
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Pure Springs A Slo Leak

Blues Vets Join For Debut Release

B BY CHRIS MORRIS

LOS ANGELES—Started for kicks
in a funky Connecticut club by a trio
of veteran musicians, blues-rock
band Slo Leak is aiming for a nation-
al breakout with the Tuesday (27)

SLO LEAK

release of its self-titled Pure Records
debut.

The group—which features vocal-
ist/guitarist Charlie Karp, guitar-
ist/producer Danny Kortchmar, and
bassist Harvey Brooks—stirs up a
direct, back-to-the-roots sound that
Reading, Conn.-based Pure hopes
will connect with dyed-in-the-wool
blues fans and young listeners alike.

“I hear this as just a real swing-
ing, rock’n’roll, blues-based kind of
record,” says Pure national promo-
tion director Terry Coen. “It’s a fun
party record. It's a fresh sound.
Obviously, they’re bringing the spir-
it and soul of the Chicago blues
records on Chess and Vee Jay, and
those great Excello records, Light-
nin’ Slim and Slim Harpo, plus some
of the early Atlantic R&B stuff. But

. 1 also hear

PURE e,
Stones, that

’ PURE RECDROS, I.TD.J! spirit.”
Slo Leak

had its genesis when Kortchmar—
noted for his work with James Tay-
lor, Don Henley, and his own band the
Session and, most recently, his pro-
duction work with the Fabulous
Thunderbirds (Billboard, July 1,
1995)—moved from L.A. to Westport,
Conn., four years ago.

There, Kortchmar encountered
Karp, who has put in many years on
the R&B road. As a teenager in the
early "70s, Karp toured and recorded
as a guitarist with drummer Buddy
Miles, who introduced the budding

(Continued on page 132)

Motel Opens Doors For Skeleton Key

@ BY BRADLEY BAMBARGER

NEW YORK—With a heavy-mental
sound that leavens latter-day Tom Waits

SKELETON KEY

with early Police, New York noise-pop
combo Skeleton Key has built a buzz in

downtown clubs and on tour with hot
indie rockers. On Sept. 3, Motel Records
issues the band’s debut EP.

In the tuneful din of such songs as
“The Spreading Stain” and “The
World’s Most Famous Undertaker,”
the six-track EP offers a hint of Skele-
ton Key'’s live sets, in which a bump-
tious rhythm section, squalling guitar,
disembodied tag-team vocals, and clan-
gorous percussion coalesce into a heady
mix that is as accessible as it is arty.

Describing Skeleton Key’s mélange
of melody and mayhem, bassist Erik
Sanko mentions that “the sound in our
heads is like a big machine . .. some-
thing with points on it.” Guitarist Chris
Maxwell adds, somewhat more con-

(Continued on page 18)

RECORD COMPANIES. Tim Sommer is
promoted to VP of A&R for Atlantic
Records in Los Angeles. He was West
Coast A&R representative.

Jeff Dean is promoted to VP of sales
and field marketing for A&M Records
in Los Angeles. He was national direc-
tor of sales.

Windham Hil/High Street Records
in Beverly Hills, Calif., appoints Dave
Yeskel VP of sales and Ron McCar-
rell VP of marketing. They were,
respectively, VP of sales and field mar-
keting for Island Records and GM of
the House of Blues Music Co.

Ellen Zoe Golden is named VP of
media relations for Universal Records
in New York. She was head of her own
publicity firm, EZG Media.

Deanna Cohen is named senior
director of MCA Music Soundtracks in
Universal City, Calif. She was director
of soundtracks for Epic Soundtrax.

Deb Bernardini is promoted to VP of
publicity for Warner Bros. Records in

SOMMER DEAN
New York. She was associate director.

Rob Dalton is promoted to VP of
national country promotion for Epic
Records Nashville. He was senior
director of national country promotion
and artist development.

Maria Aronis is promoted to
national director of promotion and
marketing at Mercury Records in New
York. She was New York local promo-
tion manager.

Island Records in New York pro-
motes Marthe Reynolds to senior
director of crossover promotion. She
was national director of crossover pro-

EXECUTIVE

Future Bright For Cole’s “Star Dust’

FElektra Aims For International Audience

B BY J.R. REYNOLDS

LOS ANGELES—Elektra Entertain-
ment hopes that an aggressive media
campaign combined with a sharp focus
on international consumers will posi-
tion Natalie Cole’s “Star Dust” as a
must-have among consumers when the
set is released globally Sept. 24.

The marketing campaign centers on
“When I Fall In Love,” a duet with her
late father, Nat “King” Cole, that was
recorded in multiple languages in an
effort to broaden Cole’s international
fan base.

“I'm just lucky that I pick up foreign
languages fairly easily,” says Cole.

Elektra’s sweeping marketing strat-
egy is designed to enable “Star Dust”
to post the same kind of success that
the label experienced with “Unforget-
table With Love,” Cole’s Elektra debut.

“Star Dust,” a 19-track collection of
standards originally recorded by various
artists from the '20s through the '50s,
was produced by Cole, Phil Ramone,
David Foster, and George Duke.

The set is musically similar to
“Unforgettable With Love,” her 1991,
seven-Grammy-winning set that was
No. 1 on The Billboard 200 for five
weeks and has sold more than 5.7 mil-
lion units, according to SoundScan.

“I’'m a little nervous with this album,
because it’s the first time that I was
really involved with every aspect of a
project from start to finish,” Cole says.
“I approved everything—from the
songs to the liner notes to the album
artwork. The songs are more sculpted
than those on ‘Unforgettable,’” and
vocally, they have more drama.”

“Take A Look,” her 1993 follow-up,
sold 487,000 copies, according to
SoundScan, and peaked at No. 26 on
The Billboard 200.

Despite the slide in numbers, Elek-
tra is confident that “Star Dust” can
generate “Unforgettable”-type sales.
“‘Take A Look’ was never meant to be
a follow-up to ‘Unforgettable,” ” says
Dane Venable, senior marketing direc-
tor for Elektra. “ ‘Take A Look’ had
more of a jazz flavor to it and was mar-
keted to consumers who favor that

YESKEL MCCARRELL
motion.

Mike Wilpizeski is named national
publicity manager for the Verve Group
in New York. He was senior product
manager at New Albion Records.

Virgin/Noo Trybe Records appoints
A.J. Savage national director of pro-
motion for Virgin Records in Los
Angeles and Mark Boyd national
director of promotion for Noo Trybe in
Columbia, S.C. They were, respective-
ly, national promotion director for Per-
spective Records and regional promo-
tion/marketing director for Capitol
Records.

TURNTABLE

genre. ‘Unforgettable’ did what it did
[saleswise] because it connected with a
broader consumer base, many of whom
rarely go into record stores.”

In an effort to appeal to internation-
al consumers, the producers of “Star
Dust” recorded selected tracks in vari-
ous languages. A
Portuguese version
of “Dindi” was cut
for South American
markets, while Ital-
ian, Spanish, and
French takes of
“When I Fall In
Love” were record-
ed for European
territories.

Based on the success of “Unforget-
table With Love,” the prospects for
“Star Dust” being a global success
appear favorable in most quarters.

In France, “Unforgettable With
Love” sold 130,000 units, and the sin-
gle “Unforgettable” sold 40,000 copies,
according to Elektra. The single
received airplay from mostly adult-ori-
ented stations, and executives there
believe “When I Fall In Love” has sim-
ilar potential.

Wolfgang Orthmeyer, managing
director of the Hamburg-based retail
chain WOM, says that “Unforgettable
With Love” has been a best seller for
the last three years, while Stephan
Hampe, head of northern Germany’s
middle-of-the-road commercial station
Radio Schleswig-Holstein, says that
Cole’s pop repertoire “is constantly
included in radio programming.”

Steve Kincaid, head of music for the
U.K.-based Virgin Our Price retail
chain, is less sure of Cole’s current
sales potential.

“It’s very difficult to say who she
appeals to now,” says Kincaid. “She
hasn’t been around for a long time, and
I think she has a very small fan base.
Success will depend on how [‘When 1
Fall In Love’] is marketed and pro-
moted.”

However, Cole appears to receive
consistent radio support from U.K. sta-
tions that have a middle-of-the-road
format.

COLE

Says Geoff Mullin, head of music at
London’s easy-listening commercial
station Melody FM, “The work that
included her father gave her a much
wider audience. ‘Unforgettable’ fit very
well with our programming. The new
product sounds like it will fit our style
again.”

Frank Jenks, purchasing/promotion
VP of the eight-store, Lansing-based
Michigan Where House, says, “ ‘Star
Dust’ is something that will sell to her
fans right out of the box, and it’s
released at the right time for a Christ-
mas gift. The lead single is a no-brain-
er for radio, and if they bang it, the
album has the potential to do ‘Unfor-
gettable’-type numbers.”

Steve Bicksler, CEO/head buyer for
the four-store, Pasadena, Calif.-based
Penny Lane Records, is more guarded.
“Her last album didn’t do that well for
us,” he says. “We find that big pop
artists don’t perform well for us.”

(Continued on page 62)

Mercury Chronicles
Tells Story Of R&B,
Blues On Eight CDs

B BY CHRIS MORRIS

LOS ANGELES—A trove of R&B and
blues, both celebrated and obscure, will
be unleashed Sept. 24, when Mercury
[ i Chronicles releases

’ its ambitious eight-
\ ‘ CD boxed set “The
I Mercury Blues 'N’

— Rhythm  Story
1945-1955.”

The 211-track set, priced at $99.98
and available on CD only, makes a com-
pelling case for Mercury—founded in
Chicago in 1945 by Berle Adams and
Irving Green—as a treasure house of
blues and R&B on a par with other
fabled regional imprints of the postwar
era.

PolyGram Chronicles director of cat-
alog development Jerry Rappaport—

(Continued on page 132)

£

Karen M. DiGesu is promoted to
national director of media and mar-
keting for Ellipsis Arts in Roslyn, N.Y.
She was director of media relations.

Tyler Bacon is named director of
artist development for Pioneer Music
Group in Franklin, Tenn. He was VP
of R.E.X. Music.

Rhino Records in Los Angeles pro-
motes Allyson De Simone to process
manager. She was inventory manager.

GOLDEN COHEN

MUSIC PUBLISHING. David Conrad is
promoted to senior VP of Rondor
Music International in Nashville. He

CONRAD

WATERS
was VP.
Chris Waters is appointed VP of Tree

Productions in Nashville. He was a staff
writer and independent producer.

RELATED FIELDS. Rundi Ream is
appointed Southeast regional director
of the Songwriters Guild of America in
Nashville. She was the office manager
for Rick Alter Management.

Carla Mercer-Katz is named senior
account executive of music at the Lee
Solters Co. in Los Angeles. She was
assistant to the senior VP of media
relations at Warner Bros. Records.
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TMBG Banks On Loyal Following

Offbeat Elektra Act To Tour With Hootie

 BY DREW WHEELER

NEW YORK—They Might Be Giants
continue on the delightfully twisted
musical journey they started in the last
decade on indie label Bar/None Rec-
ords with their newest album for Elek-
tra Entertainment, “Factory Show-
room,” to be released Oct. 8.

To further the unlikely main-
streaming of these energetic rock
dadaists, They Might Be Giants are set
to open for mega-stars Hootie & the
Blowfish on tour. “That’s the weird
scene that we’ve entered into now,”
says They Might Be Giants co-founder
John Linnell with a laugh.

John Flansburgh, the other leader of
They Might Be Giants, penned the
album’s single “S-E-X-X-Y,” a dance-
funk groove that suggests the artist
formerly known as Prince dogged by a
hyperactive Motown string section.
The group is set to perform the song
on HBO’s “The Larry Sanders Show”
in late Septembery, for broadcast later
in the fall.

“Factory Showroom” does nothing
to thwart TMBG fans’ appreciation of
the eclectic band’s rococo blend of pop
styles and sounds—especially evident
in the infectious, circular pop hooks of
such songs as “Metal Detector,” “New

THEY MIGHT BE GIANTS

York City,” “Spiralling Shape,” and
“Bells Are Ringing.” Their material is
drawn from such typically unlikely
sources as U.S. presidential history
(“James K. Polk™), a hypothetical bat-
tle of the bands (“XTC Vs. Adam
Ant”), and an embalmed icon (“Exquis-
ite Dead Guy™). In an unprecedented
low-tech turn, the song “I Can Hear
You” was recorded on the first audio
format ever—a 19th-century Edison
cylinder. “We were invited by the peo-
ple at the Edison Historical Society to
come and do a demonstration and
recording there,” says Linnell.

The aggressively offbeat TMBG
sound is as wide-ranging as it is

Rick Rubin, American Label
Aim To Bring Back Donovan

 BY CRAIG ROSEN

LOS ANGELES—With the Oct. 8
release of Donovan’s “Sutras,” Amer-
ican Recordings and label chief/pro-
ducer Rick Rubin will attempt to
bring another pop music icon back to
the forefront.

American and
Rubin accom-
plished that feat
in 1994 with the
release of Johnny
Cash’s “American
Recordings,” an
album of stripped-
down acoustic
numbers that
turned a new generation of fans on to
“The Man In Black.”

Rubin says his goal in working with
Donovan isn’t necessarily to teach a
young audience to appreciate a veter-
an performer, but to simply “make
good records the best I can with peo-

DONOVAN

ple that I think warrant making good
records, whether it’s a new artist that
excites me or an old artist that exeites
me.”

However, he says, some have
wrongly turned their backs on sea-
soned artists.

“The industry as a whole tends to
discount some of our legendary
artists,” he says. “I feel strongly
about many artists’ historical place
and the fact they they should contin-
ue making records and continue mak-
ing good records.”

Rubin, who says he “grew up being
a fan of Donovan,” got a tip that the
’60s songwriter was a free agent and
his manager, Bennett Freed, was
fielding offers.

At the time of their first meeting in
1993, Donovan wasn’t familiar with
Rubin’s work. However, he was
impressed with Rubin’s goal. “He said
he wanted to make a reeord that
would please him and I, and would

(Continued on next page)

S HURE

MICROPHONES

TH Soud 0F Proressomls, - WORIDHBE >

instantly recognizable. Yet, since the
formation of TMBG in the early '80s,
Flansburgh and Linnell have had no
preconceived “concept.” Says Linnell,
“We didn't really have a plan, we just
had a bunch of songs.” .

After 10 years as a duo backed by
prerecorded tapes, They Might Be
Giants expanded to a full-sized band in
1992. The current TMBG touring
ensemble consists of five players with
the possible addition of a two-piece
horn section.

Despite TMBG’s internal changes,
Elektra sees the group as a stable unit.
“They’ve done very well over a long
period of time,” says Steve Kleinberg,
senior VP of marketing for the label.
“We think they’re very much a ‘career
band.’ Based on what kind of success
we have at radio and how extensive the
touring is, and what that might do for

Putting A Muzzle On it. Members of Reprise acts Muzzle and ditch croaker
hook up before Muzzle's show at the Roxy in Los Angeles with execs from the
Alternative Distribution Alliance (ADA), which distributes both groups’ releases.
In the back row, from left, are ADA's Bill Kennedy, Muzzle's Burke Thomas,
ADA's David Lee, Muzzle's Greg Collingsworth; ditch croaker's Tim Newman
and Floyd, and ADA's Jenny Ogden. In the front row, from left, are Muzzle's
Ryan Maxwell and Wesley Nelson and ditch croaker's Tim Barnes.

(Continued on page 16‘)

ROCK THE BOWL: Rock the Vote, an organization that
has been extremely effective at registering young vaters,
is trying to organize a benefit concert tentatively slated for
Oct. 5 at the Hollywood (Calif.) Bowl.

According to sources, acts that have been approached to
perform include Patti Smith, Bush, Natalie Merchant,
Coolio, Jewel, and B.B. King.

The delay in announcing the show is due in part to the
difficulty in securing sponsors and artists. By moving the
show from August, as was originally pianned, to October,
the event becomes more of a “remember to vote,” rather
than “register to vote,” concert, given that voter registra-
tion closes Oct. 11. The Hard Rock Cafe had originally
signed on to sponsor the show, which

Ballots Out On Rock The Vote Show:;
ENIT Festival Fights Venue Battles

festival, including Black Grape, Love And Rockets, and
Buju Banton, pulled out, citing either lack of tour funding
or lack of desire.

Despite such pitfalls, the first date of the festival, an Aug.
17 show at Garden State Arts Center in Holmdel, N.J., drew
a sell-out crowd of 10,000. The other festivals are in Bostan,
Philadelphia, and Bear Mountain, Calif. No word from Far-
rell on whether he’ll try the festival again next year.

‘THIS AND THAT: Discovery Records has inked a deal
to market and distribute upcoming releases from London-
based indie China Records. China plans to open a U.S.
office to help work the projects. The first albums to go
through the new deal will be

would have been broadcast on televi-
sion as “Hard Rock The Vote” (Bill-
board, June 22). However, the restau-
rant chain has since pulled out.
Additionally, HBO, which had been
approached about airing portions of
the concert, has decided not to be
involved. Discussions are now being

Morcheeba’s “Who Can You Trust”’
and HeavyShift’s “The Last Picture
Show,” both of which will come out
next month. Future releases will
include a remix album from Art Of
Noise and new efforts by Zion
Train and the Egg. Not included in
the deal are China acts the Lev-

held with MTV and ABC.

“When HBO said no, the rele-
vance changed. We lost the mouth-
piece to tell people [to register to vote] in the direct way,”
says James Berk, president/CEO of Hard Rock Cafe
International. However, Berk stresses that if Hard Rock’s
participation were the only way to make the concert pos-
sible, the chain would help. “If [Rock the Vate head] Ricki
Seidman came to me and said, ‘Close the gap,’ we’d say,
“You bet.’ I think Ricki is God. Her involvement has been for
the right reasons from the start.”

The Hard Rock is working with Rock the Vote on other
voter-awareness programs, including potentially under-
writing a public-service-announcement campaign. A Rock
the Vote party will be held at the Hard Roek in Chicago
during the Democratic National Convention.

Seidman declined to comment on the concert, saying that
she prefers to wait until all the plans are confirmed.

ENIT UPDATE: When we last spoke with ENIT Festival
organizer and Porno For Pyros head Perry Farrell, there
were 15 dates on the schedule for the multi-act, multime-
dia experience (the Beat, Billboard, July 20). Ultimately,
the slate has been whittled down to a mere four stops for
the festival, which incorporates band performances with
tree-planting ceremonies and a communal meal.

So what went wrong? According to Farrell’s represen-
tative, the cost of fighting local ordinances to extend the
show’s hours or allow it to be held in nontraditional venues
proved prohibitive at most sites.

Additionally, a number of artists signed to appear at the

by Melinda Newman

ellers, Blameless, and Louchie
Lou & Michie One. Discovery is
distributed through WEA ... RCA
has no plans to replace Danny Heaps, who departed his
post as senior VP of A&R and marketing last week.

For the first time since they reeorded “Got To Get You
Into My Life” for the flick “Sgt. Pepper’s Lonely Hearts
Club Band,” Earth, Wind & Fire hzive a track in a movie.
The ballad “Cruisin’” will appear in Spike Lee’s “Million
Man March,” which comes out in October. The song is also
on EW&F’s new album, which is already out in Japan on
Avex. The group, which is no longer on Warner Bros., is
negotiating a new domestic deal. In other EW&F news,
band co-founder and producer Maurice White nas
launched his own label, Kalimba Records. Among the
artists on the label are keyboardist Freddie Ravel and
jazz/hip-hop act Hypnofunk.

For all those Abba fans out there, Frida, known as Anni-
Frid Lyngstad in her native Sweden, will release her first
album in 12 years in September. The album, performed in
Swedish, will come out in Sweden on Anderson Records,
Lyngstad’s own label . . . The Black Crowes have left CAA
for APA for concert bookings.

WHO’S NEXT: As expected, the Who will tour the U.S.
with “Quadrophenia.” The rock musical, which sold out six
shows at New York’s Madison Sq,uare Garden in July, will
travel to 12 U.S. cities, starting in Portland, Ore., in Octo-
ber. Other towns on the parade route include Vancouver
Los Angeles; Detroit; Buffalo, N.Y.; Boston; Tacoma, Wash.;
San Jose, Calif.; Chicago; Cleveland; and Philadelphia.
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Golden Palominos Trip-Hop On Dark Side

Somber Set On Restless Features Poet Nicole Blackman

M BY DAVID SPRAGUE

NEW YORK—Devotees of left-field
rock have long been fascinated by
charting the ever-changing moods of
the Golden Palominos. But even long-
time followers of the Anton Fier-led
outfit might be in for some double
takes upon hearing “Dead Inside,”
which Restless will release Oct. 8.

The album, a collaboration with New
York poet Nicole Blackman, is a dark
fusion of ambient trip-hop sonics and
compelling, psychosexual lyric forays.

Fier says a somber tone was exactly
what he envisioned for the set. “When-
ever Nicole raised any questions about
us getting too dark, I would say,
‘There’s no such thing,’” ” he recalls. “I
was looking to ereate an album that
was cohesive in its mood, and that
mood certainly comes across.”

Restless will be looking to capture
that mood in what VP of marketing
Rich Schmidt says will be an extensive
consumer-advertising campaign, one
that the label will redouble in the
Palominos’ traditionally strong mar-
kets—notably San Francisco, Min-
neapolis, Miami, and Detroit.

“We’re going to kick things off four
weeks before the release in eyber-
space,” says Schmidt. “There’s a Gold-
en Palominos site on Restless’ Web
page, which has links to a site Anton
has set up independently. There will be
musie there for fans to download for an
exclusive peek at the album.”

Schmidt says the label hopes “Dead
Inside” will garner support within the
burgeoning trip-hop club scene, and it
will service a large number of DJs and
clubs with a vinyl edition of the album.
Once feedback starts coming in from
those realms, individual tracks will be
chosen for 12-inch remixes. In the
meantime, commercial alternative
radio will be serviced with an edit of
“Ride” approximately two weeks
before the album release.

“I'm really looking forward to get-

ting the album because I think Nicole
Blackman is a great talent, and she’s
an incredible star for our listeners,”
says Shawn Stewart, music director at
modern rock outlet KREV (Rev 105)
Minneapolis. “She recorded a couple of
poems for me a while back, and when-
ever we play anything new from her,
the response is absolutely insane, even
more than when we play new singles
by huge-selling bands.”

BLACKMAN

That’s likely to continue, given the
compelling nature of tales like the self-
immolating “Holy” and “Vietim” (a
story of a kidnap/murder told from the
point of view of the victim).

“I heard the story of this woman dis-
appearing, and I was ineredibly moved
by it,” Blackman says. “I didn’t want
to be exploitive; I simply thought her
story deserved to be heard.”

Initially, Blackman was going to be
one of several vocal performers on
“Dead Inside,” but for continuity’s
sake, it was decided that she would
perform on all the album’s tracks.

“I think it’s very cohesive, almost an
opera,” she says. “People have said it’s
disturbing, which is fine. If they
weren’t disturbed by these pieces, I
wouldn’t have done my job.”

Blackman’s seductively rhythmic
phrasing makes for an interesting
mateh with Fier’s dreamy composi-
tions—which he crafted mostly on
computer, crediting himself with
“rhythmic and nonrhythmie sound.”

“We weren't really trying to make
songs here as much as we were trying
to make sounds with words. I'm not

particularly interested in song strue-
ture as it exists now,” says Fier. “It is
a departure, but there have been
numerous occasions on which I've
changed directions; that’s inherent in
what the Golden Palominos are.”

That’s an understatement on Fier’s
part. From the band’s beginnings as a
loosely configured avant-funk outfit
dominated by New York scene main-
stays like Arto Lindsay and Bill
Laswell, the Palominos mutated grad-
ually. For a time, Fier employed a
rotating-singer setup, bringing in such
guests as Michael Stipe, Richard
Thompson, and John Lydon for
straightforward rock albums such as
1985’s “Visions Of Excess.”

More recently, the Golden Palominos
were anchored by the songwriting and
vocals of Lori Carson, who is signed to,
Restless as a solo artist. But last year,
Fier decided that two albums—which
seems to be his traditional attention
span—was enough.

“Actually, that area should probably
have been left after ‘This Is How It
Feels,’ ” he says. “ ‘Pure,’ instead of
being a growth, was more a treading
of water. It was not nearly as experi-
mental as I'd hoped it would be.”

Due to the nature of the new project,
touring is highly unlikely, Fier says.
“I’'m not going to put together a half-
assed band to copy these songs in order
to sell records. If it goes gold, maybe
I'll reconsider that, but not until then.”

Since Blackman maintains a busy
performance schedule (in addition to
running her own music publicity firm),
Restless may rely on her for some pro-
motional aid via her spoken-word
shows.

“We respect Anton’s wishes in
terms of touring, and we’ve learned to
work within the parameters in which
he’s comfortable,” says Schmidt. “I
think that through word-of-mouth and
the club promotion we're planning on,
the record will get into the right
hands.”

RICK RUBIN, AMERICAN RECORDINGS AIM TO BRING BACK DONOVAN

(Continued from preceding page)

hopefully please others,” recalls
Donovan. “That’s how our relation-
ship began.”

However, as the singer/songwriter
and producer/label head began to
develop a relationship, Donovan
learned of Rubin’s diverse credits and
was impressed with his dedication
and love for music.

“I became aware that he had been
one of the people that broke the
ground in the field of rap in New
York,” Donovan says. “Then, when I
met him, I was introduced to the Rick
Rubin who was discovering the
acoustic music of America and the
world when he was working with John
Cash. I was very impressed when we
were in his car, his *78 Rolls-Royce,
driving down Hollywood Boulevard
on our way to the Valley to look at
some old acoustic guitars. He was
becoming a big fan [of roots musie],
and he was doing his homework.

“On the player in his car was a tape
of [country singer] Jimmie Rodgers
from 1928. I felt very much at ease.
He knew where to go to see where
John Cash came from.”

With Donovan living in Ireland and

visiting L.A. for weeklong stays every
three months, “Sutras” was a few
years in the making. Instead of rush-
ing Donovan right into the studio to
record, Rubin advised him to take
time to write an abundance of mater-
ial.

“Artists that have made lots of
records get into a very specific habit,”
Rubin says. “They make a record, go
on the road, and record again whether
they are prepared to make a record
or not, because that's the cycle. In the
case of grown-up artists, which I like
to call them, it’s not easy to try to
break that cycle. They should spend
as much time as it takes to write, like
they did on their first album, and not
rush into making an album,”

Donovan, whose songs are pub-
lished by peermusic/BMI, took
Rubin’s advice to heart and composed
more than 100 songs. “He told me to
try to write a couple of ideas every
day,” Donovan recalls. “And like a
coach, he would play me my old
records and say, ‘Write a song in this
style.” ”

When it came time to record, Rubin
also took a different approach with

Donovan. Initially, Donovan recorded
some tracks with a band, but that
method was serapped in favor of a
more intimate approach. “When I
performed a song three times with a
band, each time it would come out the
same way,” says Donovan. “But when
I did it by myself with just a guitar,
each one was different, and we liked
that feel.”

In all, about 20 songs were record-
ed for the album. “At one point, it felt

like we were making a Beach Boys or .

Beatles record, because it was taking
so long,” Donovan says.

To break up the sessions, Rubin
suggested that Donovan try out some
of the new material in live perfor-
mances. First, the singer played Luna
Park in West Hollywood, Calif., fol-
lowed by a series of shows at the
Viper Room on the Sunset Strip. “The
media came, fans, and friends,” says
Donovan of the Luna Park date. “It
felt like 1966, when I was opening at
the Trip in L.A.”

He found the chance to play new
material for an audience particularly
rewarding. “In the last 10 years when

(Continued on page 16)

'Fountains Of Wayne Bubble
Forth From Scratchie/TAG

NEW YORK—Fountains Of Wayne
take their name from a legendarily

1 kitsehy knick-knack shop in suburban

New Jersey—an image that’s alto-
gether apropos of the wry, collegiate
art-pop that permeates the much-
touted band’s self-titled Seratchie/
TAG debut, due Oct. 8.

“We've always been more into song-
writing than most of the people we've
played with over the years,” says
Adam Schlesinger, who, along with
Chris Collingwood, is the core of Foun-
tains Of Wayne. “I guess you could call
us the grunge Everly Brothers.”

That depiction is somewhat tongue-
in-cheek, but the sheer pop immedia-
cy of songs like initial single “Radia-
tion Vibe” and the satiric “Please
Don’t Rock Me Tonight” (which
Collingwood deseribes as “our big
anti-rock anthem”) is undeniable.

“There’s something really unique
about what they do—it’s not merely
an aping of what’s going on else-
where,” says Michael Krumper,
Atlantic VP of
product develop-
ment. “There’s a
casual quality
and a sense of
humor that peo-
ple will respond
to right away.”

Fountains Of
Wayne, which is
managed by
New York-based Q Prime, will
release its recordings under the
Scratchie/TAG designation. Seratch-
ie—which is jointly run by
Schlesinger and Smashing Pump-
kins members James Iha and D'Arey

(Continued on page.90)

FOUNTAINS OF WAYNE

amusement
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Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s) Capacity Promoter
CLIFFORD BALL: Plattsburgh Air Force  Aug. 16-17 | $3,310,245 135,267 Great Northeast
PHISH Base $30/820 © two Prods.
Plattsburgh, N.Y : sefiouts
ALAN JACKSON We Fest Aug 4 $1.281,390 ans We Fest Inc
MARY CHAPIN CARPENTER | Detroit Lakes, Minn $200/$30 seliout
PAM TILLIS
TERRI CLARK
JIMMY BUFFETT & THE Coca-Cola Star Lake  Aug. 2-3 $1.211,752 44907 PACE Concerts
CORAL REEFER BAND Amphitheatre $37.50/$23.50 twa seil- DiCesare-Engler
Burgettstown, Pa. outs Prods.
NEIL DIAMOND Rose Garden July 29-30 $1.102.123 0N Apregan Entertain-
Portland, Ore Gross Record seliout ment Group
$35/827.50/$17.50
JIMMY BUFFETT & THE Hardee's Walnut Aug. 6-7 $1.047,215 39,108 PACE Concerts
CORAL REEFER BAND Creek Amphitheatre $36/823.25/$19.50. 40,000 Cellar Door
Raleigh, N.C. Iwo shows
NEIL DIAMOND America West Arena,  Aug. 13-14 $961,163 35970 Apregan Entertain-
Phoenix $35/827.50/317.50 37,346 ment Group
wo shows
PHISH Deer Creek Music Auvg. 12-13 865 42,158 Sunshine
Center $22.50/819.50 two Promotions
Noblesville, ind sellouts
ALANIS MORISSETTE, Molson Park Auvg 10 $798.817 33581 MCA Concerts
QUR LADY PEACE, Barrie, Ontario ($1,092,835 sllout Canada
FRENTE, DINOSAUR JR, Canadian)
WILD STRAWBERRIES $25 50/$21.50
NEIL DIAMOND, ARCO Arena Aug. 5-6 $768,065 554 Bilt Graham
Sacramento, Calif $35/$17.50 two Presents
_ satfouts
LOLLAPALOOZA '96: Spartan Stadium,  Aug. 2 $762.510 21,78 Bill Graham
METALLICA, San Jose (Calif.) $36 sellout Presents
SOUNDGARDEN, State University
RAMONES, San Jose, Calif
SCREAMING TREES,
RANCID, PSYCHOTICA,
AND OTHERS

Copyrighted and compiled by Amusement Business, a publication of Billbward Music Group. Boxs-
cores should be submitted to: Marie Ratliff, Nashvilie. Phone: (615)-321-4295, Fax: (615)-321
0878. For research information and pricing, call Marie Ratliff, (615)-321-4295
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RICK RUBIN, AMERICAN RECORDINGS AIM TO BRING BACK DONOVAN

(Continued from page 14)

I play a concert, the audience wanted
to hear the history of my career,”
Donovan says. “I found introducing
new songs a challenge. It was a gas.”

Once the sessions with Donovan
were complete, Rubin augmented the
tracks with contributions from a num-
ber of other instrumentalists, includ-
ing frequent Donovan collaborator
Danny Thompson (bass), Steve Fer-
rone (drums), and Benmont Tench
(keyboards) of Tom Petty & the Heart-
breakers. Rubin also invited a younger
crop of musieians to play on the album,
including Red Hot Chili Peppers gui-
tarist Dave Navarro, American
Recordings artist Jonny Polonsky, and
Spain singer/bassist Josh Haden.

Although Donovan isn’t familiar
with the work of all of the guest play-
ers on the album, he did catch a live
performance by Spain and was quite
impressed. “They’re like Leonard
Cohen on downers,” he enthuses.

The singer/songwriter was also
impressed by Rubin’s production work
when he heard the mixes of the songs
of “Sutras,” complete with the over-
dubs.

“I got out a little notebook, and the
most astonishing thing was that I
didn’t make any notes at all until I got
to the ninth track. He had mixed and
arranged the things just the way I
would have. It just goes to show the
synchronicity between Rick and 1,”
Donovan says.

American is hopeful that consumers
who purchase new age produets will
also be in syne with Donovan.

American Recordings VP of new
media and marketing Mare Geiger
says the label will target new age book-
shops even more aggressively than tra-
ditional musie retail outlets.

It will also target subscribers of The

Utne Reader and The New York Times
and listeners of National Public Radio
with a direct mailing.

In addition, Donovan will go on a
promotional tour in the fall, stopping at
various new age conventions, where he
will discuss his music and perform.

In spring, the singer/songwriter
will likely go on a more traditional
tour, either as a headliner or a sup-
port act. (Plans for an earlier tour as
a support act for Nusrat Fateh Al
Khan were aborted after Donovan
ran into some visa problems stem-
ming from a 1966 misdemeanor
charge for possession of marijuana.

The situation has since been recti-
fied.) Donovan is booked by the
William Morris Agency.

On the radio front, American plans
to aggressively pursue airplay at
triple-A and new age stations. At press
time, the label was considering “Please
Don’t Bend” or “The Way” as the first
track it will serviee to radio.

While Geiger says that “Sutras” will
appeal to longtime Donovan fans, he
makes the distinetion that it should not
be confused with some of his familiar
’60s pop-leaning material. “This is not
a pop record,” he says. “There’s no
‘Hurdy Gurdy Man’ or ‘Sunshine

Superman.’ It’s a deep record, and we
will be more successful with word-of-
mouth rather than trying to leverage
the mass media.”

Geiger also notes that Donovan’s
album is different than the Cash
album, which appealed to younger
fans, as well as the faithful. “This is not
akids’ record,” he says. “I'm not saying
that there aren’t kids that will enjoy
this, but I don’t believe it is the same,
and we aren’t going to position them in
the same way.”

However, young rock fans may find
a song called “Nirvana” of particular
interest, although the song was

inspired by an ancient Buddhist text
that Donovan and Rubin studied, not
by the band fronted by the late Kurt
Cobain.

“After I wrote it and played it for a
few friends, they went, ‘Wow, that’s a
great song for Kurt.’ Then I realized
that the lyries ‘Gone, gone to the other
shore’ could just as easily be for Kurt,
too,” says Donovan. “It’s curious when
you are a songwriter. Sometimes you
can get a song that comes out that
reflects a mass experience. It was
about Kurt as well. It didn’t start that
way, but it certainly turned out that
way.”

TMBG BANKS ON LOYAL FOLLOWING

(Continued from page 13)

sales, potentially, we could have a very
big record with them.”

The band tours exhaustively, spend-
ing more than half a year on the road in
support of an album. “They’ve been on
the road for the last 10 years or so,”
says Marcia Edelstein, senior director
of marketing and product manager for
Elektra. “They work very hard, and
touring has been a huge part of how
they’ve developed.”

On tour, TMBG sees a profit selling
an ever-changing selection of T-shirts.
Their newest design, by artist Tony
Millionaire, depiets Flansburgh and
Linnell at age 90 or so. “It’s really dis-
turbing,” says Linnell, “It actually kind
of freaks me out to look at it.”

Although greeted by enthusiastic
fans at their headlining dates, the
band’s audiences at its warmup gigs
have sometimes differed. “They’re
basically waiting for you to leave, so it's
a little bit demoralizing sometimes,”
says Linnell. The band can take some

comfort in the fact that the members
of Hootie & the Blowfish are TMBG
fans themselves.

“The Hootie opportunity is to play in
front of a very large audience,” says
Kleinberg, “Obviously, there’s going to
be people there who’ve not seen the
Giants before and might be unfamiliar
with their music. And we see that as a
potential upside.”

They Might Be Giants tour as head-
liners Sept. 5-28 and join Hootie & the
Blowfish Oct. 4-Nov. 2. Additional
TMBG headlining dates will follow in
November.

With the album’s October release
coming in the middle of the tour, “we’re
looking to position this at retail very
aggressively,” says Kleinberg. “We're
considering rolling them out into some
stores when they’re out on the road
and doing some in-store appearances.
And we’re always doing things with
radio, whether it’s performances or on-
air appearances.”

At radio, Elektra is staging a multi-
format assault, sending advance copies
of “Factory Showroom” to college sta-
tions the second week of September.
The “S-E-X-X-Y” single will go to
alternative and triple-A stations at the
end of the month, followed by top 40
one week later.

On the Internet, Elektra will be
posting information about the new
album on its World Wide Web site
(http//www.elektra.com). The Elektra
site is linked to They Might Be Giants’
soon-to-be-opened  Web  site
(http://www.tmbg.com). “That’s per-
fect for these guys and for their fans,”
says Edelstein, “We should be includ-
ing some bits from the new album on
the site, and hopefully they’ll be doing
some online things with us.”

At present, there is no scheduled
video shoot for “S-E-X-X-Y.” “We're
hoping to do a video very shortly,” says
Kleinberg, “We’re looking to get a little
bit of feedback from the marketplace,
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from radio. Videos are an awful lot of
money, and any record company at this
point is trying to be more prudent
about what we push buttons on. And
frankly, the band should be as well,
because they pay for a portion of it.”

Flansburgh doubled as video
director for TMBG’s earlier single
“The Guitar” and has directed clips
for Frank Black, Soul Coughing, and
Edwyn Collins. Flansburgh’s other
outside projects include his Hello CD
of the Month Club, which releases
material by TMBG members and
others.

But Flansburgh’s most ambitious
outside project is Mono Puff, a full-
fledged band whose album “Unsuper-
vised” was released earlier this year
by Rykodise. The video for the single
“The Devil Went Down To Newport
(Totally Rocking)” has received airplay
on MTV’s M2.

Linnell’s back-burner projects
include a collection of 50 songs written
for all 50 states (five have been record-
ed for Hello) and a series of songs
about the mayoralty of New York.

With such inarguably marginal pre-
occupations on the band’s part,
observers might be surprised that
They Might Be Giants ever found a
home outside the innovative Bar/None,
which released their self-titled debut
album, its follow-up, “Lincoln,” and a
B-side collection.

Linnell explains that a major label
was the only place the band could go.
“There was a moment when we start-
ed selling so many copies of ‘Lincoln’
that Bar/None—God bless them—just
wasn’t really able to keep production
up. They couldn’t meet with demand.
That wasn’t a reflection on their enthu-
siasm for the project. They didn’t have
the resources to expand that quickly.
So Elektra was really the right move
at that moment.”

Says Elektra’s Kleinberg, “Their
albums have had varying success rates,
with [label debut] ‘Flood’ being the
biggest of them all. We think that the
potential audience base is enormous,
because between their lyries and their
musie, we think the songs are quite
good. And good songs appeal to a lot of
people.” Three albums remain on
TMBG’s contract with the label.

Linnell thinks the key to TMBG’s
success is the strong bond they have
with their audience. “We have this kind
of not huge but loyal following.” he
says. “They’re going to continue to buy
our records. If Elektra puts out a They
Might Be Giants record, it will get sold,
even if they don’t spend a ton of money
promoting it. They can rely on that.”
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If you've never heard of 4HIM, let’s just say you're
rapidly becoming an endangered species.

To date, 4HIM has sold almost 2 million albums, including
a Gold record for The Basics Of Life.

Upon its release last month, their brand new recording,
The Message, spent three consecutive weeks at #1 on
SoundScan’s contemporary Christian music sales chart.

In addition, 4HIM has celebrated 15 #1 songs, and won
virtuo”r every major award there is to win in the exploding
cem field.

In fact, you could say what their millions of fans have been
saying for more than 6 years: 4HIM has been — and continues
to be — one of the truly defining acts in contemporary
Christian music.

Now you can see 4HIM on one of the biggest contemporary
Christian concert tour of the year this fall — 42 of the country’s
biggest concert halls and arenas, with state-of-the-art produc-
tion and saturation-level local promotion.

Check your stock. If you don't have The Message (or 4HIM's 5
other best-selling recordings) available now at your store, call your
distributor today to order.

And don’t miss one of the most unforgettable concerts of the year.
In any genre.

For product orders or concert information,
call your distributor or Benson Records at 800/688-2505

-
Ameriean
Bible
Socicty

Me ment Mike Atins
Mike Atking Management

MERCY MINISTRIES
O AMERICA

Willom Morns Agency

4HIM / POINT OF GRACE — THE TOUR (FALL) :

e NAIRID

SEPTEMBER 5 Stillwater, OK ¢ 6 Des Moines, |A ® 7 St.

1 AR X
L _Li&n

Louis, MO ® 10 Tupelo, MS ® 11 Belton, TX ® 12/13/14 Dallas, TX * 19 Shreveport,

LA & 20 Houston, TX ® 21 Baton Rouge, LA ® 23 Springdale, AR © 24 Joplin, MO ¢ 26 Kansas City, KS ® 27 Indianapolis, IN ® 28 lynchburg, VA ® 29 Woodbridge, VA OCTOBER 4 Akron,
M| e 13 Grand Rapids, Ml ® 17 Memphis, TN ¢ 18 Birmingham, AL ® 19 Cumming, GA * 24 Chattanoogg,

OH 5 Pitisburgh, PA ® 10 Quincy, IL ® 11 Cincinnati, OH * 12 Aubum Hills,

TN o 25 Charlotie, NC @ 26 Spartanburg, SC ® 27 Myrtle Beach, SC ® 31 Wheaton, L NOVEMBER 1 Wheaton, IL ® 2 Peorig, IL ® 3 Minneapolis,
Ft. Lauderdale, FL ® 12 Monroe, LA ® 14 Litle Rock, AR ® 15 Jackson, MS ® 16 Mobile, AL All Dates Subject To Change. For tour information, call Atkins, Muse & Associates: 6 15/298-2211

MN e 7 Sarasota, FL ® 8 Orlando, FL ® 9
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WB’S COLE COMES THROUGH ‘THIS FIRE’

(Continued from page 1)

due Oct. 15 on Warner Bros., reflects a
newfound maturity grounded by a
good dose of positive energy.

“This Fire” is Cole’s first experience
working with Warner Bros. from start
to finish. Her first album, “Harbinger,”
was released by the Imago Recording
Co. in July 1994.

After Imago lost its distribution deal
with BMG, Warner Bros. attempted to
pick up Cole, Henry Rollins, and Aimee
Mann from Imago, but the deal failed
to materialize (Billboard, June 22).
However, Warner Bros. and Imago
were able to agree on a deal for Cole by
which the Imago logo would appear on
her releases. As aresult, Warner Bros.
rereleased “Harbinger” in July 1995.

“Harbinger” has sold 79,000 units,
according to SoundScan.

“I think this [new] album is an emer-
gence of self,” says the 28-year
singer/songwriter of “This Fire.”
“‘Harbinger’ was written with an ado-
lescent point of view. But now I don’t
have be so gentle.”

Touring as the only female member
of the band on Peter Gabriel’s Secret
World Live trek and doing a string of
supporting dates with Counting Crows,
Melissa Etheridge, and Sarah McLach-

ence beyond the triple-A crowd.

“She’s an incredible talent and has
the potential to reach a mass audi-
ence,” says Warner Bros. VP of prod-
uct management (U.S.) Peter Standish.
“There are more artists out there than
we realize that are capable of tran-
scending into other formats. Who ever
initially thought Sheryl Crow or Joan
Osborne would have been played on
[L.A. modern rock station] KROQ?”

Triple-A KSCA Los Angeles PD
Mike Morrison agrees that Cole has
crossover potential.

“Paula’s a unique artist, and ‘I Am
So Ordinary’ spoke to a lot of people,”
says Morrison. “Any good talent has
crossover appeal.”

Warner Bros. is confident Cole is up
to the task and plans an extensive tour
schedule to expose her to new audi-
ences. The label will release “This
Fire” internationally in early 1997.

Although dates have not been set, a
domestic tour will most likely start in
October or November, according to
Cole’s manager, John Carter.

In the meantime, Cole will play Van-
couver Sept. 14 as part of the McLach-
lan dates.

“Paula is a great songwriter and is
a tremendous live performer with an
incredible amount of passion,” says
Standish. “When you have an artist
that conveys that much emotion, it
makes a connection with an audience.”

Warner Bros. intends to mix up
Cole’s dates, having her either head-
line or open in as many markets and
small venues as possible.

Bookings will be handled by Dan
Weiner of the Monterey, Calif.-based
Monterey Peninsula Artists.

The labelis in the process of lensing
amusic video for “Where Have All The
Cowboys Gone?”

Radio and retail share Warner Bros.’
enthusiasm about “This Fire.” “ ‘Har-
binger’ continues to sell well,” says
Borders Books & Music triple-A buyer
Bob Reamer. “The release of a second
album makes her much more recog-
nizable, and that big tour with Sarah
McLachlan will really help.”

Reamer says the chain will stock at
least 25 units per store of “This Fire”
and will most likely feature it in its
“Instant best seller” new-release sec-
tion.

The weekly magazine that tells you where to go and what to do. lan have given Cole a tough skin. “It

forced me to come out of my shell,” she

R e
To advertise, call Vaughan Tebbe, Publisher, 212-539-4422 says. M OTE L 0 PE N S DOO RS FO R S KE LETO N KEY
or Jim Lally, Advertising Sales Representative, 212-539-4427 Despite the long hours and bad food  (Continued from page 9)
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on the road, Cole puts a positive spin
on the experience.

“It was a rebirth, and I was given
this chance to sow a seed,” says Cole.
“I felt that I had a purpose and that
every chance I had to play was a
chance to sow another seed.”

Gabriel showed his gratitude for
Cole’s hard work on his tour by pro-
viding guest vocals on the tender bal-
lad “hush, hush, hush” on “This Fire.”

The songs on “This Fire,” published
by hingface music/Ensign Music Pub-
lishing/BMI, offer a sharp contrast to
“I Am So Ordinary,” the single from
“Harbinger,” which spoke about a
woman'’s low self-esteem.

Lyrical themes on “This Fire” range
from the anger caused by broken rela-
tionships and the power of lust to the
search for domestic bliss.

The album’s first single, “Where
Have All The Cowboys Gone?,” will be
serviced to triple-A stations Sept. 17.
In the song, Cole is looking for her
John Wayne hero and is willing to
devote herself to raising children, set-
ting up house, and tending to his every
need. Not exactly a feminist point of
view, but Cole isn’t apologizing.

“‘Cowboys’ is one of my older songs,
and, like many on the album, it’s a
snapshot of an emotion that occurred
in a moment of time,” says Cole. “And
like any human, you have a range of
feelings, and sometimes you feel like
you want someone to take care of you.”

Other times, however, Cole isn’t feel-
ing so passive. On “Throwing Stones,”

cretely, “We play three-minute pop
songs that rock like hell.”

Skeleton Key was bred less than two
years ago in and about the downtown
New York club the Knitting Factory,
where Maxwell worked as a talent
booker and Sanko appeared regularly
as the longtime bassist for the Lounge
Lizards, John Lurie’s neo-jazz big
band. With Stephen Calhoon on drums
and Rick Lee, virtuoso of found per-
cussion (or “junk,” as he terms it),
Skeleton Key has played all over Man-
hattan and on tours in support of such
acts as Morphine, Girls Against Boys,
and Cibo Matto.

Exuberant eccentrics like Captain
Beefheart and the Residents sidle up
to the odd Jesus Lizard or Nirvana
album within Skeleton Key’s sphere of
influences, along with classical music
and ethnic sounds. But Maxwell has an
earthier allusion: “What we aspire to in
our way is what all great rock’n’roll
bands have. You know, in the Stones,
you got Charlie and Bill laying it down,
and two drunk guitar players fucking
it up. With us, Erik and Steve lock in
and can really play the songs, while
Rick and I destroy the songs. It’s that
sort of mix of reverence toward the
song and irreverence toward the song
that makes things interesting.”

Last year, Skeleton Key put out a
three-track 7-inch viny! single, which
included the mad-love anthem “In My
Mind,” via Dedicated. (Dedicated is
also issuing the EP in the U K.) The

publicity and Triage International for
radio promotion. The label is distrib-
uted in North America by Feedback
Distribution, Caroline, Cargo, and
Darla, among others.

Motel plans to spread promotional
copies of “Skeleton Key” around liber-
ally, sending out 1,500 CDs to college
radio and indie retailers. The label is
also timing regional co-op advertising
and in-store appearances with the
band’s tour dates.

The Skeleton Key sound will also get
around via a Feedback sampler. Chris
Kouzes, marketing director for the
Glendale Heights, Ill.-based distribu-
tor, says Feedback is enthused enough
about the band to feature “The Spread-
ing Stain” as the lead track on its “Sea-
D 2” sampler. Feedback is pressing
10,000 of the discs for giveaways at
conventions and to key accounts.

Kouzes says preorders for “Skeleton
Key” have “already been above any
small indie thing we've done at this
early of a stage. We couldn’t be happi-
er with the response.”

Leila H., a program host at alterna-
tive WFMU New York, attended a
Skeleton Key performance at Motel's
distributor and retailer showcase in
mid-August at New York’s Mercury
Lounge and was impressed with the
group’s energy. “Skeleton Key is fun
to watch, and you can’t say that about
a lot of bands,” she says, adding that
she’s eager to see how the band’s per-
sonality translates to the airwaves.

cati the official NXNW istor for NXNW she pounds her opponent with deep  band has already recorded its full- In September, Skeleton Key teams
travel agency, AIC: .To_rog% piano and guitar chords accompanying  length debut, which will come out on  with Grand Royal act Butter 08 for a
1-800-450-9383 write, ¢ or e-mail: the lyrics “Call me a bitch in heat and ~ Capitol next spring. The album may nine-date run of the East Coast. A

Taking its cue from the diversity of
material present on “This Fire,” Warn-
er Bros. is eager to expand Cole’s audi-

“a team that really loves the band.”
With that in mind, Motel recruited
New York firms Nasty Little Man for

North by Northwest I'll call you a liar/We'll throw stones  include a couple of songs from the EP;  record-release show for “Skeleton
Box 4999, Austin, TX 78765 until we're dead.” both were produced by the band with  Key” is set for Sept. 27 at the East Vil-
512/ 467-7979 Says Cole, “I was nervous to put that  engineer Greg Gordon. lage club Brownies. The band is cast-
song out, because you don’t make pos- Christina Bates, president of the 2-  ing out for further support slots later

fax: 512/ 451 '075_1' itivity with negativity. But I like the  year-old, New York-based Motel, says  in the fall and winter.
e-mail: song, because it touches something  the foremost strategy for promoting Skeleton Key'’s gigs are booked by
72662,2“5@compuserve,com people can relate to.” “Skeleton Key” has been to assemble  the Chicago-based Billions, and its

songs are published by In Bed Music
(ASCAP). The band is managed by
Michael Hausman Artist Management.
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WALLFLOWERS ARE GETTING ATTENTION ON INTERSCOPE

(Continued from page 7)

released May 21, has sold 90,000
copies, according to SoundScan.

Steve Berman, head of marketing
and sales at Interscope, says the label
maintained a solid but deliberately low-
key marketing campaign to make sure
the Wallflowers developed at a reason-
able pace.

“We set realistic goals and tried to
take a very
patient, methodi-
cal, step-by-step
approach,” he
says. “Our first
goal was breaking
into the top 10 on
the Heatseekers
chart. Then it was

recORDs®| totrytogettoNo.
L~ 11 [on Heatseek-
ers]. We were more concerned with the
long-term growth of the act.”

Berman adds that the label “went
market to market, account to account,
making sure to get as much attention
as we could and as much of an in-store
presence as possible.”

To expose it to a greater audience,
the act opened for Chris Isaak in 1995.

INTERSCOPE

The Wallflowers, who are booked by
Creative Artists Agency and managed
by Andy Slater in Los Angeles, also
opened for dog’s eye view and contin-
ue to play club dates.

Berman credits the Indie Coalition,
an association of independent retailers,
with helping to boost sales. Interscope
ran a promotional program with the
organization in July, tailoring its pro-
motional activity to individual accounts
and emphasizing in-store play.

At least one retailer, Borders Books
& Music, was early to support the
album. Bob Reamer, music buyer for
the Ann Arbor, Mich.-based chain, put
the album into its “instant best seller”
program—a category usually dedicat-
ed to more established acts—immedi-
ately after hearing it.

The program includes featured posi-
tioning, in-store play, and listening sta-
tions.

“I was immediately blown away by
this record,” says Reamer. “We decid-
ed to go in strong with this, because
there was no reason we could think of
that wouldn’t make it a hit.”

Early VH1 support of the Wallflow-

ers clip for “6th Avenue Heartache,”
lensed by “Seven” director David
Fincher, was also effective in breaking
the act. It was recently designated a
Buzz Clip by MTV.

The Wallflowers owe much of their
ascension to the melodie, wistful “6th
Avenue Heartache,” which was ser-
viced to mainstream rock and triple-A
stations April 23. Eventually, it spread
to modern rock and top 40 on a region-
al basis, in keeping with Interscope’s
organic development strategy. -

The song, published by Brother
Jumbo (ASCAP), is at No. 56 with a
bullet on the Hot 100 Airplay chart this
week.

Gene Remano, PD at mainstream
rock WDVE Pittsburgh, says the track
has built steadily at the station. “It has
developed nicely, but it took a while for
our listeners to become familiar with it,”
he says. “It’s one of those songs that the
more you hear it, the more you like it.”

OVERCOMING THE HURDLES
While the band is enjoying its sue-
cess, its rise has not been the picture of
fluidity. Its debut album, “The Wall-

(Continued from page 7) :

she says. “That’s how the kitties be-
came a part of the record: I'd get
bored and sit there with the mike, and
Dorothy would walk by and then Mi-
amo-Tutti—with the sage burning—
and it made me laugh, because
Dorothy loves Miamo-Tutti, whatever
he does—and you know he goes out
screwing around! So it made me laugh
at myself, how ridiculous I am. When
you feel anger or pain from relation-
ships, it’s hard to change, but when
you look at it from the outside, you see
how dumb it is. I worry sometimes
that I can be too self-indulgent. Then I
see the cats act like this and realize it’s
OK. That’s just the story behind these
songs: It’s just a cute, colorful, little,
stupid record.”

Rich Holtzman, 4AD label manager,
doesn’t describe the album quite in
those terms, but he does single Ger-

‘mano out as “one of the most important

artists for our label.” She has benefit-
ted greatly by the heavy touring and
promotional activity behind her two
previous 4AD titles (4AD’s “Happi-
ness” was a remixed and remastered
version of the album originally released
by Capitol).

Promotion of “Excerpts From A
Love Circus,” Holtzman notes, will fur-
ther the label’s long-term artist-devel-
opment plans for Germano, starting
with servicing “Small Heads” approxi-
mately two weeks after the album’s
release to college stations and publie
and community radio formats, “where
she’s always done really well in the
past,” he says.

This will be followed by retail co-op
advertising and time buys on radio
stations in Germano market strong-
holds, including Seattle, Minneapolis,

“On The Way Down From The
Moon Palace” (Major Bill, 1991):
Germano’s critically acelaimed debut
was entirely self-produced and was
manufactured, promoted, and mar-
keted on her Major Bill label—so
named because it cost her a “major
bill.” Eventually picked up for distri-
bution by Caroline, the dise is out of
print, though a reissue is possible. Its
organic structures and confessional
innocence gained great notice and
led to Germano'’s deal with Capitol.

“Happiness” (Capitol, 4AD,
1993): The ironically named album
was produced by Daniel Lanois asso-
ciate Malcolm Burn. Several guest
musicians were brought in to satisfy
major-label commercial desires, but
the set retains the intensely person-
al nature of Germano’s music. It
yielded the singles “You Make Me
Want To Wear Dresses” and “Pup-
pet” but created artistie differences

A Lisa Germano Discography

between Germano and Capitol,
which, in an unusual move, released
her and the album to 4AD, which
reissued a remixed and resequenced
version that was more to Germano’s
liking.

“Geek The Girl” (4AD, 1994):
4AD wasn't looking to release new
Germano product so soon (six
months) after reissuing “Happiness”
but felt that Germano’s homemade
demos for her third album fit in well
with the label’s image. Co-produced
by Germano and Burn, the autobio-
graphical “Geek The Girl" returned
to the mostly solo concept of her first
album. Its disquieting look at a
young woman'’s sexually vulnerable
struggle for identity featured the sin-
gles “Stars” and “Cry Wolf.”

“Excerpts From A Love Circus”
(4AD, 1996).

San Francisco, Los Angeles, Port-
land, Ore., and her Indiana home
base.

There is also a video for “Small
Heads,” and Holtzman expects “enor-
mous press” for Germano, “because
this record is very strong, and she has
always been a critics’ favorite.” She’ll
tour domestically for a month in Sep-
tember before going to Europe. In Jan-
uary, 4AD will issue “I Love A Snot” as
the second single, focusing this time on
triple-A and modern rock, as well as
public radio, with Germano to resume
touring at this time.

“She’s such a great artist to work
with because she’s willing to bust her
ass for months on end,” says Holtzman.

Chris Rasmussen, for one, seeks to
exploit Germano’s work ethic at his
indie-oriented Secret Sounds record
store in Bridgeport, Conn.

“We absolutely love Lisa Germano!”
says Rasmussen, who owns the store,
fondly recalling her and her label reps’
visit there a couple of years ago, after
which everyone went out for pizza.
“She’s great fun and such a delightful
person, and it’s important for people
to see her live, because just hearing
one song on her record doesn’t convey
the whole picture. She’s got a twisted
kind of lyrical viewpoint, but her
melodies are so lovely that it balances
out.”

Rasmussen, who is confident that his
sales of Germano’s titles better those
of chain stores like Strawberries or
Coconuts, will display the new product
in the window and highlight it further
inside.

Chris Douridas, music director and
air personality at public radio station
KCRW Los Angeles, is also eager to
expose “Excerpts From A Love Cir-
cus.”

“We’ll play it the second we get it,
out of the box,” says Douridas. “All her
previous albums got substantial airplay
here, and she has performed several
times on our ‘Morning Becomes Eclec-
tic show. So she’s someone we're
always anxious to hear more from.”

flowers,” was released on Virgin in
1992, but several of the band’s sup-
porters left Virgin just prior to that
release, and the band and label even-
tually agreed to part ways (Billboard,
April 20).

A subsequent lineup change left
singer/songwriter Jakob Dylan and
keyboardist Rami Jaffe as the band’s
only original members. Bassist Greg
Richling, who joined the group three
years ago, also remained as the band
set out to regroup.

Says Dylan, “When our contract fell
through, there was a year where
nobody would come to see us, talk to us,
or even return our manager’s phone
calls. We were severely damaged and
mauled goods at that point.”

After its dry period, the band
rebounded and was signed to Inter-
scope in early 1994,

In the studio, the Wallflowers were
aided by producer T Bone Burnett and
a cast of guest artists, including the

Counting Crows’ Adam Duritz, Michael
Penn, the Jayhawks’ Gary Louris, and
Sam Phillips. :

Says Dylan, “The joke was, ‘Maybe
you don’t think you will like the album
because I'm on it, but hey, Adam Duritz
is on it also. Do you like Michael Penn?
You may love some of his work on this

.record. Why do you think there are

stars on the album cover?' ”

“Bringing Down The Horse” was
released in markets outside the U.S. in
June via Interscope distributor MCA,
with the exception of the U.K., where
it bowed in mid-August.

The band’s progress has provided a
bit of a respite from the focus on
Dylan’s relationship with his father,
Bob.

“I have begun to do more interviews
than I did with the first album, because
theré was nothing to talk about then,”
he says. “I still say there’s no harm in
people asking [about my father]. I'm
just not answering.”

‘ELEVATORS’ CARRIES LAFACE’S OUTKAST TO TOP

(Continued from page 7)

company’s ties with local radio sta-
tions. “[LaFace] always has the prob-
lem with our groups being local. We
don’t feel we get the support we need
from the local stations, so with [‘Eleva-
tors’] breaking locally first, it cement-
ed our ties.”

LaFace released the single nation-
wide after WHTA began playing it.

Violet Brown, urban music buyer for
the Torrance, Calif.-based Wherehouse
Entertainment chain, preordered a
large quantity of “ATLiens” after hear-
ing “Elevators.”

“This is a highly anticipated album,”
Brown says. “Customers have been
asking for the album for many, many
months now, and I only stock what the
customers demand. I'm assuming it will
debut at No. 1.”

“Elevators” debuted on the Hot R&B
Singles chart July 27 at No. 5, its peak
position, and is No. 7 this week. The
song debuted on Hot Rap Singles July
27 at No. 2, peaked at No. 1 Aug. 3, and
is currently No. 2.

The album’s second single, “Wheels
Of Steel,” is due for release by the end
of September.

“ATLiens” is a notable departure
from OutKast’s hip-hop coastal-war-
defying debut album, “Southernplayal-
isticadillacmuzik,” released in 1994.
Whereas “Southern” concentrated on
the Southern “player” lifestyle,
“ATLiens” embraces family and matu-
rity.

“It’s like everybody’s talking about
sipping champagne and being big time,”
Dre said. “So we just took it upon our-
selves to do something new. When we
came out in '94, we were just out of high
school, but now we’re older—some of
us have babies. I want my children to
say, ‘Daddy really said something; he
wasn’t just trying to brag on himself.’
We're just trying to take care of our
families.”

“‘ATLiens’ is about having our own
aura and bringing something new to
the rap game,” says group member
Big Boi, who has an 18-month-old
daughter.

Radio, for its part, likes what it hears
on the new set, judging from early reac-
tion. “This is the strongest I've seen
from OutKast,” says Brian Douglas, PD

for WIMH Greensboro, N.C. “When
we played [‘Elevators’] in our radio
meeting, it got a positive response . ..
By the second week of rotation, ‘Eleva-
tors’ was one of the top three requests.
It’s key 18-24, male and female.”
Which, by the way, is the core audi-
ence LaFace is targeting. “Their age
range [of fans] is wider than that of
most hip-hop groups,” says Dolly Turn-
er, national director of product man-
agement at LaFace. “[Their music]
appeals to 12- to 30-year-olds. With the
group’s funk influences, people who

.grew up on '70s-type Parliament/

Funkadelic music can really get into the
groove.”

It is that "70s aesthetic that pro-
pelled a LaFace promotion in con-
Jjunction with Blockbuster Entertain-
ment. From Sept. 10 to Oct. 10,
consumers can go to any Blockbuster
Music store and enter to win a white
1970 Cadillac convertible, complete
with rims and hydraulics. Consumers
can win secondary prizes if they pur-
chase a specially designed, gold-
rimmed “ATLiens” CD.

“When OutKast came out with
‘Southern,’ people associated them
with that Southern-player lifestyle,”
says the act’s manager, Blue Williams.
“Everybody knows a Caddy is a South-
ern player’s car, so we're giving away
a Caddy.”

The “ATLiens” CD package
includes a foldout 24-page comic strip
featuring Dre and Big Boi as the
“defenders of positive musie” fro<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>