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Labels Testing Chinese Mkt.

Liaison Offices Offer Domestic Link

® BY GEOFF BURPEE

JTH] 55
SSSENGER
\:;:i'f.b"[t'f ;l‘lu.uar .,
7 mm‘-&n’uu,,u,]i’itfﬁz pendents: America’s Cherry Lane
Musie, Taiwan’s Rock Records, and
Hong Kong’s Fitto. However, these
companies (and others that would

like a presence) must recognize

HONG KONG—As a means of
establishing and testing ties within
China’s sprawling, underdeveloped

recording restraints on
industry, a their activi-
the “repre- |SON'Y ‘ m ties, such as
sentative” state con-
or “liaison” trols on lic-
office is be- ensing music

{rom outside of China and
the lack of a developed
market within,

As early as 1988, major
Hong Kong-based music companies
began to enter the mainland by setting
up representative offices or joint-ven-
ture Chinese music production enter-
prises. In recent years, the much-
hyped prospect of China “opening up”
has been seen in sharper focus, as the
(Continued on page 109)

coming an increasing'y v
valuable tool for interna- 'BMG
tional music companies. = b= fJ
Such units also serve as an
A&R antenna, a promotion center, and
a licensing connection.

The foreign firms thus represented
include three multinationals—BMG,
EMI, and Sony—and za trio of inde-

Country Artists Facing A

® BY J.R. REYNOLDS

LOS ANGELES—A wave of releas-
es by African-American spoken-word
acts will soon
begin flowing
through the retail
pipeline, as labels
attempt to tap
into growing con-
sumer interest in
the specialized
recording genre.
In an effort to
overcome spoken-word’s traditional-
ly esoterie nature, the labels are min-
ing talent across several generations
and often setting their words in rich
musical beds. The themes, though,
remain timeless: social strife and spir-

OYEWOLE

Urban Acts Put New Spin
On Spoken-Word Genre

itual enrichment.

Labels are bowing projects by
such young hip-hop and alternative-
influenced artists as Keplyn and
Mike Ladd, a
longside product
by pre-hip-hop
poets like Sekou
Sundiata and
such early-’70s
spoken-word pio-
neers as the Last
Poets and the
Watts Prophets.

“Those acts only represent the tip
of the iceberg, in terms of quality
black poets that are out there,” says
Amaechi Uzoigwe, co-founder of New
York multimedia outfit Ozone Enter-

(Continued on page 16)

WATTS PROPHETS

Competitive Marketplace

This story was written by Phyllis
Stark, managing editor of Country
Atrplay Monitor.

The
CANNES
CLASSICAL
AWARDS

NASHVILLE—The instant success
stories of country musie artists like

Mindy McCready, Deana Carter, This story was written by Marc

Presented LeAnn Rimes, Trace Adkins, and Schiffman, managing editor of Rock
January 20th, 1997 Kevin Sharp—who were gold or plat- Airplay Monitor.
Best Label inum sellers on their debut albums

and broke at radio with their first sin-
gles—are both heartering and memo-
rable. But far more common are the
artists who get signed, release a few
singles, either have a few minor chart
records or fail to make a dent at radio,
release albums that sell poorly, and
are quickly dropped or ask to be re-
leased from their labels.

(Continued on page 99)

NEW YORK—More than two years
after it became nearly impossible to
distinguish between the modern and
active rock radio formats, a new pro-
gramming wrin-
kle has recently
emerged.

Bands such as
Columbia’s the Offspring, Island’s
Local H, and Interscope’s Helmet—
rooted in the modern rock revolu-
tion—find themselves doing better
on the Mainstream Rock Tracks
chart than on Modern Rock Tracks.
(Active rock plays harder and
younger-leaning tracks than the
wider mainstream rock format.)

Local H’s “Fritz’s Corner (Messin’

(Specialty or Repertoire)
NAXOS

E197=]

CANNES CLASSICAL AWARDS
Prosented January 20, 1997 at MIOEM
Best Labet
{Spetiaity or Repertoire}
Naxos

Changing Radio Landscape
Affects ‘Modern Rock’ Acts

NEWS ANALYSIS

Around With You)” debuted at No.
36 on the mainstream rock chart for
the week that ended March 23 and
held that spot the following week.
Helmet’s “Exactly What You Want-
ed” debuted on the mainstream
rock chart March 16 at No. 33 and
moves to No. 25 this issue. Neither
of those songs
have charted on
the modern
rock chart.

The Offspring’s “Gane Away” is
No. 7 this issue on Modern Rock
Tracks and No. 5 on Mainstream
Rock Tracks; it made the main-
stream rock chart’s top 10 three
weeks before it reached the top 10 for
modern roek.

Two reasons cited for this format-
shifting phenomenon are a lack of cur-

(Continued on page 95)

German Labels, Acts

Share In Market Gains
B BY WOLFGANG SPAHR

HAMBURG—The German record

] market, the world’s

[ L } third largest, grew

2.2% in value terms

| last year to achieve

total revenues of

L . | $3.5 billion at retail

prices, according to

figures just released by industry asso-
ciation BPW.

Though the growth rate may be

modest, the figures contain two pieces

(Continued on page 101)
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Rl Thomson Joins Ranks Of DVD Suppliers
VOLUME 109 * NO. 16
* THE BILLBOARD 200 *
e wizosn- menoromossis =o' Nt 'l Software Rollout May Affect Hardware Strategy
- Pﬁm;mh‘ov ‘ ss| B BY SETH GOLDSTEIN software to authorized Thomson dealers. “I hardware and software can be found in only
DAVID HELFGOTT * RCA VICTOR don’t have an answer” as to whether player seven cities?” Pesce asks. “It doesn’t make
i NEW YORK—Thomson Consumer Elec-  shipments will widen, Pesce told Billboard. sense.”
CLASSICAL CROSSOVER 55§ tronics formally entered the DVD lists with However, he doubts the Columbia TriStar Things are different in the seven mar-
S HNE T SOUNDTRACKITrHIS announcements April 9 here and in Los Ange-  release schedule by itself will force a change.  kets—Los Angeles, San Francisco, Seattle,
COUNTRY les that it has begun shipping RCA playersto ~ Warner-distributed titles, with movies from Chicago, Dallas, New York, and Washington,
* UNCHAINED MELODY / THE EARLY YEARS 34| outlets in the seven markets earmarked for  MGM Home Entertainment, New Line D.C.—where Thomson is promoting a street
LEANN RIMES » Curs Warner Home Video-distributed releases. Home Video, and HBO Home Video, will price of $499 for its least expensive player
HEATSEEKERS ‘ The effort to focus its firepower—and max-  dominate in-store displays until uncommit- and Image is delivering a 24-title, 72-disc dis-
* KENNY LATTIMORE * KENNY LATTIMORE * COLUMBIA 21}  imize early sales—on the rollout cities may  ted studios like Disney and 20th Century Fox play to hardware outlets. Almost 300 have
{ not last more than a couple of weeks, howev-  begin DVD deliveries. bought a pre-pack, says Pesce, who expects
JAZZ ‘ er. Underscoring just how closely DVD play- Less than a year ago, Thomson was pur- the number to rise to 500 “when the dust set-
L. 2 o e 56|  ers are yoked to software availability, Thom-  suing an aggressive DVD strategy based on tles.”
son could be forced to go national, in part  Hollywood’s wholehearted participation. All purchases through June 30 have a 100%
JAZZ | CONTEMPORARY 56| Dbecause of Columbia TriStar Home Video’s  When that balloon popped, Thomson decid- return guarantee, “a great safety net for
% THE MOMENT * KENNY G * ARISTA plan for unrestricted shipment of its first four ~ ed on a narrow-but-deep approach that is those hardware dealers who are not sure
? titles later this month to retailers, including  supposed to satisfy hardware and software about their participation in the software side
NEW AGE 531 Blockbuster stores participating in a Sony  demand. of the business,” he notes.
B L RN ST N BRICKMAN P D | Electronics DVD demonstration. Columbia is “The rationale here is simple,” according Several thousand Thomson dealers who
‘ a Sony Corp. subsidiary. to Pesce. “Purchasing an RCA DVD player haven’t bought software are stocking players
N GRng';omngkgﬁmmm 70 “I'm going to have to give this some in Boise, Idaho, when there will not be mean-  in the rollout cities. In addition, Pesce said,
thought,” says Larry Pesce, manager of DVD  ingful software available for at least a couple several mass merchants will test the RCA
R&B product management for Thomson. Ironical-  of months is not a formula for satisfaction.” brand bgginning in the next 30 days. Thom-
NI eI ERIDEATT I THE I G T ORIOUSIENTGNIEAEIE0N ‘ 27| ly, Pesce learned of Columbia’s plans, well ~— He acknowledges that “this may very well son is giving away two Warner-distributed
; publicized in the trade press, from Image  cost us in the short term, particularly among titles with the purchase of any of its three
* THE HOT 100 * Entertainment marketing director Garrett  the early adopters,” but the plan “preserves DVD players, and there’s also a “buy two, get
PUF: SA’\SJY":SEBST?J;;‘“%L?A /"\"SEE ,D.Oxgaoy " Lee’s remarks made during the Thomson  the implicit contract we have with our cus- one free” MGM promotion starting in June.
+ event in New York. Image, which replicates  tomer base to provide full support of new Pesce doesn’t attach much importance to
ADULT CONTEMPORARY 95 and distributes laserdiscs, is supplying DVD  products we introduce.” the “early-adopter” sales of players and
* ALL BY MYSELF + CELINE DION * 550 MUSIC For the same reason, Thomson has sharply movies in the past three weeks, but he’s
curtailed its ad campaign, at least until the encouraged by the results nonetheless.
ADULT TOP 40 \ 95 Best Buv Reports third quarter, when consumer electronics According to his projections, consumers will
* YOU WERE MEANT FOR ME * JEWEL - ATLANTIC w purchases usually take off. “Why spend tens purchase about 75% of the 350,000-400,000
T = of millions of dollars on a national basis to players manufacturers are expected to deliv-
T AE?P;VLLR‘JMKER — | 32 Lower Earnlngs, claim a degree of DVD inventiveness when (Continued on page 99)
T ] u u
DANCE / CLUB PLAY M D g
* STAR PEOPLE = GEO/RGE nl:lcma * DREAMWORKS ‘ 29 USIc OWIISIZIn
DANCE / MAXI-SINGLES SALES { M BY ED CHRISTMAN
* ALITTLE BIT OF ECSTASY 29
JOCELYN ENRIQUEZ * CLASSIFIED / TIMBER! | NEW YORK—With an aly sts expe cting a Sig—
LATIN ‘ 52 nificant downturn in Best Buy’s financial
T e results for its recently concluded fourth quar-
: ter, investors were surprised when the com-
R&B 25| Dpany reported earnings that weren’t as weak
* IN MY BED * DRU HiLL * 5LAND | as anticipated and bid the company’s stock up
RAP { $1 on the day the results were announced.
% CAN'T NOBODY HOLD ME DOWN 26 For the quarter ending March 1, the com-
PUFF DADDY [FEATURING MASE] * BAD BOY . pany reported earnings of $8.5 million, or 20
ROCK /| MAINSTREAM ROCK TRACKS ‘ cents per share, on sales of $2.3 billion, as com-
* PRECIOUS DECLARATION ‘ 97| pared with $19.8 million, or 49 cents per share,
ECCE=CTINEDS SItai ‘ on sales of $2.6 billion in the prior-year period.  gyerybody Loves Ricky. Sony Music executives gather to congratulate Latin star Ricky Martin
ROCK / MODERN ROCK TRACKS 97| A B?llsgfitoglghe newhs, Best Buy stock closed 4, the extension of his worldwide recording agreement with Sony Music International. In addi-
* STARING AT THE SUN * U2  ISLAND ‘ P; ‘L e per share. di o tion to his successful singing career, Martin has acted on Broadway in “Les Misérables” and
‘ Mi or t eli 1sbcal ﬁear encing March 1, t_ € ontelevision's “General Hospital.” Pictured, from left, are Angelo Medina, Martin's manager;
° TOP VIDEO SALES ° gal inneapolis-based merchant reported earn-  pon enner, president, Columbia Records; Frank Welzer, president, Latin America, Sony Music
& SPACE JAM * WARNER HOME VIDEO ings of $1.75 Tn!lhon, ord cent_s a share, on International; Martin; Robert M. Bowlin, president, Sony Music International; and Tomas
T sales of $7.8 billion. In the previous year, the  \no7 senior VP of A&R development, Sony Music International.
KID VIDEO 87 (Continued on page 100)
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Genre’s ‘Decline’ Is A Classical Myth

B BY JOE MICALLEF

There has been a spate of articles over the
past year exploring the “decline” of the classi-
cal music business. If these critics are to be
believed, the industry’s best years are behind
it. It has little to look forward to except a
steady decline and, one must assume, eventu-
al obsolescence. Cited as “evidence” in support
of this contention is the fact that the industry’s
base of consumer support has been steadily
aging and shrinking. The fact that classical
market share and unit sales have been declin-
ing is noted as further proof.

Also cited as evidence of this trend is the
“fact” that the industry has been forced to
resort to ever more “degenerate” mass-mar-
ket fodder to pay its bills and that the produc-
tion of “serious” records has declined. Indeed,
for the first time in recorded memory, no major
American orchestra has a long-term record-
ing contract.

It is an interesting story. Quite compelling,
actually. There is only one problem: It is large-
ly untrue. Let’s look at the evidence cited.

1. The classical music tndustry’s base of con-
sumers is shrinking and the average consumer
age is increasing. The industry has been unable
to attract sufficient young people to replace
the attrition of its older consumers. With a
shrinking base of ever-older consumers, time
and the logic of gerontological inevitability will
condemn the mdustry to obsolescence.

Wow, and you thought other genres had
problems! This “fact” is widely accepted in the
classical music industry. The fact is, however,
that there is no statistically valid evidence this
is true. There is a smattering of data, most of
it quite old, suggesting that the average age of
attendees at classical music concerts has been
increasing. Much of the evidence is anecdotal;
e.g., “impressions” of ushers that “young peo-
ple don’t go to concerts anymore.”

Moreover, what surveys have been done pre-
date the attempts of many symphony organi-
zations to reach out to a younger demograph-
ic—a strategy that has, on the whole, been
quite successful. Additionally, even if it were
true that the average age of attendees had
increased, there are factors, e.g. the high cost
of tickets, that may explain it. Finally, the ques-
tion of whether the industry’s customer base
is getting “older” is irrelevant. The population
on average is getting older. Not surprisingly,
the average age of attendees at most public
events is getting older.

2. The CD boom is over. Classical music
enthusiasts have finished replacing thewr LP
collections with CD equivalents. As a result,
the market share of classical music as well as
overall unit sales have been steadily declining.

It is true that over the course of the past five
years the market share of classical music sales
as a percentage of overall industry sales has
declined from roughly 5% to around 3% of the
music industry’s turnover. A 40% decline over
five years would be a pretty alarming statistic
in any industry. Let’s step back, however, and
take the longer view. Over the course of the
past 20 years, the classical music industry’s
market share has been fairly stable at some
3% of industry sales. Beginning in the late '80s
and continuing into the early '90s, that market
share began to increase rapidly.

This increase was driven by the fact that
classical music enthusiasts were among the
first to jump on the CD bandwagon. At the
same time, the CD created economies of scale
for manufacturing and worldwide distribution

that allowed a rapid increase in the number of
titles. The combination of higher selling prices
on CDs and a sharp increase in titles resulted
in the classical industry capturing a larger per-
centage of the music industry’s dollar sales,
hence the rapid increase in market share.
The demand pattern experienced in the late
’80s and early '90s was an aberration in the
industry’s historic long-term trend. What we
have seen in the last few years is not the begin-
ning of the end, but a return to normaley.
One of the “facts” cited as evidence of the
industry’s decline has been the reduction in

‘Interest in “serious’ classical
music is greater today than it
has ever been.’

Joe Micallef is president of Allegro Corp. and

is on the board of directors of the NARM
Classical Music Committee.

unit sales of classical music recordings. It’s
true, as measured by SoundScan, that unit
sales of classical music recordings have
declined in the last several years. Between
1995 and 1996, for example, overall unit sales
declined by around 10%, from roughly 23 mil-
lion units in 1995 to 21.5 million units in 1996.
But the question we have to address is the
numbers’ significance. Is this decline the
beginning of a long-term trend, or is it mere-
ly random variation in sales numbers?

I think that time will show that it is the lat-
ter. Consider that roughly half of the decline
of 1.5 million units can be explained by varia-
tions in the sales of the top 10 best-selling clas-
sical recordings in those two years. In 1995,
the top-10 records sold 1,968,682 million units.
In 1996, they sold 1,206,567 million units. One
less hit in 1995 or one more hit in 1996 would
have resulted in sharply different comparisons.

3. There is agrowing lack of uiterest i clas-
sical music in America. Labels no longer are
interested in making “serious” recordings.
Instead, either from lack of interest or from
financial necessity they have resorted increas-
ingly to turning oul “vulgar” mass-market
inspired crossover blockbusters as a way of
keeping afloat. This new “degeneracy” is an
ndication of how far the industry has fallen—
a trend accelerated by the appalling neglect
of classical music education i our schools.

Yes, there has been a spate of what are usu-
ally described as “mass-market crossover
blockbusters.” Some of them have actually
been quite clever; others are of dubious taste.
Such projects are invariably justified in the
industry on the basis of: “We need money in
order to survive until things pick up”; “We
need the money so we can spend it on making
serious recordings no one will buy and that we
will lose money on”; and/or “It will expose con-
sumers to classical music and induce them to
become more serious buyers of classical
recordings.” The issue is not whether such
recordings are justified or whether they exist,
but whether their existence is a sign of degen-
eracy, a measure of an industry in decline.

The answer is a simple one. First, the rea-
son the industry puts out mass-market
crossover recordings is for the money. Period.
It has nothing to do with needing the money to

get over the rough spots of an industry down-
turn or to finance the recordings that are
uneconomical to make. Moreover, there is no
evidence that such recordings spark a revival
of interest in their subject matter and a com-
mensurate increase in the sales of like record-
ings. The fact is the industry does it for the
money; they have always done it for the money,
as history shows. Nothing has changed.

Is the decline of interest, perceived or oth-
erwise, in classical music a reflection that we
have been raising a generation of barbarians?
It is true that classical music education in this
nation’s schools has declined considerably. It
was partly in response to this that the Nation-
al Assn. of Recording Merchandisers orga-
nized a committee on classical music five years
ago. That committee has taken the lead in
spearheading educational outreach programs
to schools to stem the tide. Moreover, the pic-
ture has never been as dismal as many would
have us believe. Fully half of this nation’s
schools have some formal program in classical
music education. The number of young people
learning to play a musical instrument is at an
all-time high. To suggest that the industry is
fated to experience a long-term decline in sales
because we are raising a generation of bar-
barians is more than premature. It is ludicrous.

4. The last argument made 1s that i s sim-
ply no longer economical to make serious clas-
sical music recordings. The most-cited exam-
ple of this is that for the first time o recorded
memory there is not a single major American
orchestrawith along-term recording contract.

It seems paradoxical to argue that the clas-
sical music industry is no longer interested in
making “serious” recordings when retailers
are seemingly awash with classical CDs—
especially considering that many of those
recordings are of the “deep” catalog type of
esoteric, highly specialized repertoire often
cited as examples of “serious” recordings.

The number of classical music titles in cir-
culation today is easily three times what it was
10 years ago. The increase in the number of
deep catalog titles is in part a reflection of a
strong and thriving independent sector.
Increasingly, it has been independent labels
that have emerged as the low-cost producers
in the classical music industry. They have made
many of the records that the larger labels sim-
ply couldn’t have made economically.

It is true that there are many major Amer-
ican orchestras today that do not have a long-
term recording contract in place. It is expen-
sive to make recordings with major American
orchestras. But it does not have to be that way:
There are ways of lowering the cost of making
recordings. Independent labels have been
doing that for years.

The fact remains that interest in “serious”
classical music is greater today than it has ever
been. Internet mail-order companies, freed
from the limits of retail space and catalog pro-
duction costs, are able to offer the entire range
of classical recordings. They are thriving.

The cost structure of the industry is chang-
ing—in some cases in a rather painful way.
This in turn will necessitate changes in how
recordings are made, distributed, and retailed.
It may even dictate a change in who makes
those recordings. Such changes are inevitable
and a normal part of the industry’s evolution.
They are hardly signs of decline. If anything,
it is a sign of an industry adjusting to the needs
and changes of its marketplace and, in the
process, readying itself for the challenges and
opportunities of the next millennium.

_—— Senior VP/General Counsel: Georgina Challis
- Vice Presidents: Karen Oertley, Adam White
3i' e_ctm dMSahawgc Joen elu‘eelopule| t: Ken Schiager 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.
iness Manager: n Sommer
Bboad Music GI’OUP - 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

6

BILLBOARD APRIL 19, 1997






