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IN MUSIC NEWS 

Human League Re- Enters 

The Race On Elektra 
SEE PAGE 7 
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China Pact Spurs Label Action 
U.S. Companies May Profit First 

BY 3ILL HOLLAND 
and MIKE LEVIN 

WASHINGTON, 
D.C. -As a U.S. - 
owned operation, 
Warner Music 
Group may be the 
first multinational 
record company to 
benefit from the 

recent landmark copyright trade 
agreement with China. 

Sources here and in Hong Kong 
say Warner and China have had pri- 
vate discussions to explore joint ven- 
tures or licensing agreements. 

Still sketchy at press time, the 
news follows the Feb. 26 trade agree- 
ment with China, which averted the 
imminent imposition of $1.08 billion 

(Cor Iih,uedonpage10i) 

Acts Await Grammy Windfall 
Bruce, Sheryl, Tony Are Big Winners 

BY CRAIG ROSEN 
and DEBORAH RUSSELL 

LOS ANGELES -Bruce Springsteen, 
Sheryl Crow, and Tony Bennett - 
the big winners at the 37th 

annual Grammys- 
are also likely to 
win big at retail, as 
their Grammy glo- 
ry spurs sales of 
their current re- 
leases. 

Springsteen, the 
only artist to take 

CROW four awards at the 
March 1 ceremony 

at the Swine Auditorium here, is likely 
to bent the most from his Grammy 
victories. On Feb. 28, one day prior to 
the inta-nationally telecast ceremony, 
Colum 3ia Records released Spring - 
steen's first "Greatest Hits" set. It 
marks the first time that "Streets Of 
Philaddphia," the harrowing tale of a 
man coning to grips with AIDS, has 

ptN::' 

YEN, 

A BILLBOARD SPOTLIGHT 
SEE PAGE 71 

appeared on a Springsteen album. 
The song, previously available on the 

Epic Soundtrax album "Philadelphia" 
and as a single (and recently included 
on the "1995 Grammy Nominees" al- 
bum), earned Springsteen Grammys 

(Continued on page 100) 

NARM '95: RETAIL DEFENDS 

MARKETPLACE INTERESTS 
MAP Policies Tackled Record Clubs Studied 

BY ED CHRISTMAN 

SAN DIEGO -After more than a 
year of hearing five of the six majors 
say there is nothing they can do about 
the retail price war, merchants came 
to the National Assn. of Recording 
Merchandisers convention here 
armed with a list of suggestions for 
the manufacturers. 

The retailers are asking manufac- 
turers to strengthen their minimum - 
advertised -price policies, raise the 
MAP prices, and help increase retail 
margins by passing on cost savings 
to accounts as the industry becomes 
more efficient in distributing 
product. 

Unless something happens to end 
the price war, merchants say that 
eventually some chains will be forced 

(Continued on page 108) 

Advanced Broadcast System 
To Transmit Via Computers 
BY BRETT ATWOOD 

LOS ANGELES -Radio Broadcast 
Data Systems, first developed to bring 
text information to car stereos, could 
expand its exposure 
by tapping into the 
multimedia market. 

RBDS transmis- 
sions send station call 
letters and artist - 
name and song -title 
information to spe- 
cially equipped radio 
receivers. (RBDS is 
not related to BPI 
Communications' Broadcast Data 
Systems airplay monitoring service.) 

Record labels may soon be able to 
use the enhanced broadcasts to add 

song lyrics, artist photos, and bio- 
graphical information, too, which can 
be accessed by specially equipped 
home computers. 

Indeed, since a large portion of 
record sales already 
result from radio ex- 
posure, the availabil- 
ity of additional 
artist information 
over the airwaves 
could boom interest 
in many developing 
acts. 

"Getting song ti- 
tle and artist infor- 

mation is a dream come true for la- 
bels," says Norman Beil, Geffen head 
of new media. "Radio sells records. 

(Continued on page 107) 

BY CRAIG ROSEN 

SAN DIEGO- Record club members 
are as likely to purchase music from a 
retail store as they are to purchase 
from a club, according to a study con- 
ducted for the National Assn. of 
Recording Merchandisers. 

The results of the study were pre- 
sented at the annual NARM confab 
here Feb. 25, two days after BMG 
Distribution and BMG Direct an- 
nounced its new- artist development 
program, which aims to promote new 

Wm/tinned at page 109) 

New Acts Rewrite 
Book On Touring 

BY ERIC BOEHLERT 

NEW YORK- They've changed re- 
tail and radio, and now they're 

OFFSPRING 

repaving the road. 
Young, headstrong rock bands that 

(Continued on page 105) 

SEE PAGE 29 

Continental Drift 
The Backsliders Hope 

To Find Country Niche 
SEE PAGE 14 
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`The Lion King' Roars On, Off Shelves 
Appliance Chain's X4.99 Promo Wreaks Havoc 

BY EILEEN FITZPATRICK 

LOS ANGELES -March has come in like a 
lion for Buena Vista Home Video, with con- 
sumers putting "The Lion King" on track to 
becoming the biggest -selling video of all time. 

Release of the title was relatively free of 
street -date violations, says Tania Moloney, 
Buena Vista VP of publicity and event mar- 
keting. 

"We received about 200 calls, of which 120 
were legitimate violations," she says. The sup- 
plier currently is investigating the violations. 

But Indianapolis -based H.H. Gregg Appli- 
ances & Electronics caused a stir when it ran a 
promotion offering "The Lion King" for $4.99, 
a price point usually reserved for McDonald's 
promotions for catalog titles. Normal dis- 
counts on the $26.99 -priced video range from 
$15 to $20. 

Consumers were allowed to reserve a copy 
during a weeklong promotion that ran from 
Feb. 20 -28. No other purchase was required to 
get the bargain -basement price. 

"The Lion King" was released Feb. 28. The 
15 -store chain ran out of its 2,100 copies that 
afternoon but took an additional order for 
18,000, says H.H. Gregg executive VP Ken 
Beckley. The back orders should be filled by 
the end of the month, he says. 

"We made the decision that because of the 
tremendous demand, we would continue tak- 
ing orders," says Beckley. "We didn't in any 
way want to damage our reputation." 

However, H.H. Gregg's bank account will 
suffer a $100,000 -$200,000 loss, according to 
Beckley. The wholesale price on the title is 
about $15. 

"Hindsight is really great," says Beckley. 
The chain normally doesn't stock videos and 
has no plans to buy more copies of "Lion 
King." 

H.H. Gregg, which has locations in Indiana, 
Kentucky, and Tennessee, did a similar pro- 
motion with "Aladdin" in November 1993 but 
limited the amount of copies to 100 -150 per 
store. 

Competing retailers near H.H. Gregg loca- 
tions say the promotion created spillover busi- 
ness when Gregg ran out of its supply of tapes. 

"When I first heard about it, it made me a 
little nervous," says an employee at an Indi- 
anapolis Coconuts store located across the 
street from an H.H. Gregg location. "I'm down 
to my last two copies, so it hasn't affected my 
store," says the Coconuts employee, who 
asked not to be identified. 

However, Kmart, which has a `we'll- match- 
any- price" policy, had some customers in the 
Fort Wayne, Ind., area expecting the chain to 

live up to its promise. 
Kmart manager of electronic communica- 

tions Dennis Wigent says those locations were 
instructed not to match H.H. Gregg's price. 

"Once a competitor's price is 30% less than 
ours, we reserve the right not to match it," 
says Wigent. "Besides, H.H. Gregg didn't 
have the tape in stock and may not get them 
for quite some time." 

Other dealers in the Indianapolis area say 
many customers were upset that they would 
not match H.H. Gregg's low -ball price, but the 
customers still purchased the tape. Buena 
Vista apparently wasn't happy with the H.H. 
Gregg promotion, according to the Coconuts 
employee. 

He says he received a call from Buena 
Vista's main office asking about details of the 
promotion. 

"[The Disney rep] told me they would have 
never sent the store a standee or any in -store 
[point of purchase material] if they would have 

known about the pricing promotion," the em- 
ployee says. 

Despite the minor glitch, retailers say first - 
day "Lion King" sales have exceeded those for 
other event videos, such as `Beauty And The 
Beast," "Aladdin," "Jurassic Park," and "Snow 
White And The Seven Dwarfs." 

"The Lion King" easily will be the highest - 
selling title we've ever had," says Kmart's 
Wigent. 

The observation was echoed at Block- 
buster, Musicland, Tower, and Palmer Video 
in Union, N.J., all of which say the title is sell- 
ing briskly. 

"We sold about 3,500 copies on the first 
day," says Tower Video VP John Thrasher. 
"And that puts up with some of the holiday 
event titles. It's just the kind of jump -start 
consumers needed." 

Assistance in preparing this story was pro- 
vided by Seth Goldstein. 

3M Joins Sony, Philips To Up 
DVD Ante At ITA Seminar 

BY SETH GOLDSTEIN 
and SUSAN NUNZIATA 

NEW YORK -Sony and Philips are taking 
their digital videodisc roadshow to the ITA 
seminar in Rancho Mirage, Calif, March 8-12. 
Rivals Toshiba and Time Warner, however, 
won't be performing. 

Unlike the Sony -Philips presentations 
since DVD was introduced in December, the 
emphasis at ITA will be on the single- sided, 
double -layer disc capable of playing back 270 
minutes of programming. Until Toshiba and 
Time Warner began gathering hardware and 
Hollywood support for their two-sided, 270 - 
minute system, Sony and Philips were content 
with 135 minutes of entertainment. Doubling 
that was a more distant goal, based on 3M 
technology that existed but would not be avail- 
able until later. 

3M, in fact, is making the Sony- Philips ITA 
act a threesome. Business development man- 
ager Rusty Rosenberger says he will discuss 
new manufacturing advances that weren't 
covered when 3M released its DVD ̀ white pa- 
per" in January. 

Rosenberger would not provide details in 
advance of ITA, but the information is expect- 

ed to further bolster the Sony- Philips decision 
to battle Toshiba -Time Warner for format su- 
premacy. The two systems are incompatible. 

However, 3M is trying to stand clear of 
what could be a bloody retail war, akin to VHS 
vs. Beta 15 years ago. "We're going to support 
whichever standard the market supports," 
says Rosenberger. 3M is backing Sony and 
Philips, "but not in a high -profile manner," he 
says. "In the end, we're going to manufacture 
whatever the industry wants." 

ITA, which often has been a showcase for 
embryonic entertainment systems, including 
the first laserdisc players, had expected 
Toshiba and Time Warner to run up their 
DVD flag in Rancho Mirage. Instead, the as- 
sociation was told "the timing is not right," 
says executive VP Charles Van Horn in a 
memo to registrants. Van Horn understands, 
but adds, "We do regret the decision as ITA 
has always tried to be a neutral forum." He 
would not comment further. 

Toshiba, meanwhile, is gearing up for a 
system launch next year. On March 1, the 
Tokyo-based consumer -electronics giant an- 
nounced the creation of a new 100 -person di- 
vision to handle DVD planning, marketing, 

(Continued on page 93) 

T H I S W E E K I N B I L L B O A R D 

GETTING THE NUMBERS ON HOME VIDEO 
Definitive statistics on the home video industry have long been 
a problem, but the Video Software Dealers Assn. may have a 

solution: using Rentrak's pay -per- transaction system. Home 
video editor Seth Goldstein has the story. Page 61 

WHAT MUSICIANS WANT IN THE U.K. 
British recording artists have a new association to represent 
their interests in the forthcoming round of changes to U.K. 
copyright law. International editor in chief Adam White and Eu- 
ropean news editor Jeff Clark -Meads report. Page 47 
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NARM '95 
BILLBOARD'S COMPLETE COVERAGE OF THE ANNUAL RECORDING MERCHANDISERS CONVENTION 

Members Re- Evaluate Confab Format 
BY DON JEFFREY 

SAN DIEGO -With the 37th annu- 
al convention of the National Assn. 
of Recording Merchandisers as- 
signed to memory and assessment, 
retailers, suppliers, and wholesalers 
can look forward to big changes in 
future industry gatherings. 

One plan on the drawing board is 
a joint NARM /Recording Industry 
Assn. of America weeklong event 
that would combine a music festival 
for consumers, a new RIAA gold 
and platinum awards show, and a 
business show for the trade. And 
some officials suggest that eventu- 
ally the spring NARM convention 
could be done away with in favor of 
a fall event. 

For all the griping about under- 

For additional 
NARM coverage, 

. .. see pages 53 -55 

attended presentations, this year's 
NARM, held here Feb. 21 -25, was 
judged a success by the trade group 
and most of the participants. Atten- 
dance rose 13% to 3,400 this year 
from 3,000 a year ago. Trade partic- 
ipation grew at an even higher rate 
because there were fewer family 
members in this year's total. The 
number of exhibitors reached an all - 
time high of 240 from approximate- 
ly 200 last year. 

But despite the numbers and 
some imaginative venues and pre- 
sentations, this NARM lacked the 
kind of defining issue, like the sell- 
ing of used CDs or the demise of the 
CD longbox, that created controver- 
sy at previous conventions. 

Issues were debated, dealt with, 
and, in some cases, partly resolved, 
however. Progress was made on 
source -tagging -a hot topic two 
years ago -when the record compa- 
nies agreed to start testing the 
placement of antitheft tags on CDs 

at the manufacturing stage (see sto- 
ry, page 53). Record clubs were the 
subject of a research report, and 
BMG released an announcement of 
a promotion that links its record 
club with a retailer (see story, page 
1). 

What concerned retailers the 
most, however, was margins, which 
have been severely squeezed in re- 
cent price wars. 

Jack Eugster, chairman of The 
Musicland Group, the biggest music 
retailer, said in his Feb. 23 keynote 
speech: "As discounting has blos- 
somed, and CDs and movies have 
been nearly given away at hamburg- 
er stands and gas stations, the con- 
sumer's perceived value of CDs has 
diminished precipitously almost 
overnight." He said NARM needs to 
stay focused on how retailers can 
lower their costs as prices and prof- 
it margins decline. 

Pamela Horovitz, executive VP of 
NARM, said of Eugster's speech: 
"It was Jack's role to bring a retail 
perspective to the forefront again." 
For at least the past three years, 
keynote speakers have been present 
or former heads of record compa- 
nies. 

Indeed, Eugster set the tone for a 
debate about the role of NARM and 
the future of its gatherings. 

Scott Young, chairman /CEO of 
Wherehouse Entertainment and out- 
going president of NARM, told 
members that the trade group has 
hired a consultant, Glenn Ecker, to 
"step back and re- evaluate its focus." 

Eugster complained in his speech 
that NARM members were often 
"having meetings looking for issues, 
rather than issues looking for meet- 
ings." He did not, however, call for 
an end to NARM gatherings. "We 
do need an annual convention to pull 
us all together," he said. 

Young told members that RIAA 
and NARM are forming a task force 
to plan a "weeklong celebration of 
American music" to be held in Los 
Angeles in the fall of 1996. Labels 

Michael Thrills NARM. The National Assn. of Recording Merchandisers gave its 
Harry Chapin Memorial Humanitarian Award to Michael Jackson at the end of the 
product presentation by Sony Music Distribution at the 37th annual NARM 

convention. Pictured with Jackson is Scott Young, the 1994 -1995 NARM president. 

Keys To The Convention. Jack Eugster, chairman of The Musicland Group, 
was the keynote speaker at the 37th annual convention of the National Assn. of 
Recording Merchandisers Feb. 21 -25 in San Diego. Eugster, left, is pictured with 
Pamela Horovitz, executive VP of NARM, and John Salstone, co -owner of M.S. 
Distributing, who was convention chairman. 

would be encouraged to showcase 
new and major acts, and the RIAA 
awards event could be broadcast on 
network TV. 

Horovitz said later: "If we move it 
to the fall, it will make it easier for 
companies to showcase more major 
titles closer to their release dates." 

But the NARM officials empha- 
sized that the fall event would not 
replace the 1996 convention in 
Washington, D.C., in March. "The 
festival is an additional event," said 
Young. Horovitz said NARM chose 
Washington for next year's conven- 
tion because 1996 is an election 
year. "This is an industry that has a 
need to present our views to Con- 
gress," she said. 

The role of the annual mini - 
NARM convention held in the fall in 
Phoenix also will be re- evaluated. 
But many members believe this 

gathering has a future because in- 
dependents derive much benefit 
from it. 

After Young's speech, BMG pres- 
ident Pete Jones said, "I am for 
changing the format and doing an 
entertainment, consumer -oriented 
show in the fall. It should kick off 
the November -December selling 
season. Let's talk business in the 
spring, and let the fall meeting be 
aimed at the consumer." 

Said Paul Smith, chairman of 
Sony Music Distribution, "There is 
a need for NARM. It helps deal with 
a lot of issues. The question is about 
the format for the convention. If it's 
going to survive, will it survive in 
this format ?" 

Assistance in preparing this report 
was provided by Ed Christman. 

Northeastern Retailers 
Clean Up At NARM Awards 
NEW YORK- Northeastern retail- 
ers nearly swept NARM's retailer -of- 
the -year awards, winning four of the 
five retail awards. But West Coast 
companies held their own in the one - 
stop and music -label categories. 

For the second year in a row, HMV 
U.S.A. was named small retailer of 
the year, Valley Record Distributors 
was named one -stop of the year, PGD 
won the award for branch distributor 
of the year, and Anderson Merchan- 
disers won for the rackjobber catego- 
ry. Last year, the company won when 
it was called Western Merchandisers, 
before it was sold to Anderson News. 

The awards were presented at the 
37th annual NARM convention in San 
Diego. A complete list of winners fol- 
lows: 

Independent retailer of the year 
(single store): Pure Pop, Burling- 
ton, Vt. 

Independent retailer of the year 

(small chain): Last Unicorn, Utica, 
N.Y. 

Small retailer of the year (1 -25 
stores): HMV U.S.A., Cambridge, 
Mass. 

Midsize retailer of the year (26 -50 
stores): Newbury Comics, Allston, 
Mass. 

Large retailer of the year (more 
than 50 stores): Tower Records, 
West Sacramento, Calif. 

Rackjobber of the year: Anderson 
Merchandisers, Amarillo, Texas. 

One -stop of the year: Valley 
Record Distributors, Woodland, 
Calif. 

Independent label of the year: 
Epitaph Records, Los Angeles. 

Branch -distributed label of the 
year: Geffen Records, Los Angeles. 

Independent distributor of the 
year: RED Distribution, New York. 

Branch distributor of the year: 
PGD, New York. 

U.K. Court Action 

Against Collective 

Licenses Delayed 
BY JEFF CLARK -MEADS 
and MARK KINGSTON 

LONDON -The U.K.'s collective -li- 
censing system for music videos is un- 
der a three -pronged attack -but a 
decision on its future appears more 
elusive than ever. 

A High Court action challenging 
established practices is on indefinite 
hold; the European Commission de- 
partment, considering whether col- 
lective licensing should be allowed at 
all, has been silent on the issue for 
several months, and now an opportu- 
nity for the U.K. Copyright Tribunal 
to pass its judgment has been 
snatched away. 

The latest challenge to collective -li- 
censing organization Video Perfor- 
mance Ltd. (VPL) came last week in a 
case before the tribunal brought by 
independent television -production 
company Video Visuals, producer of 
the popular program, "The Chart 
Show." 

Video Visuals' counsel George Car- 
man said a 1988 video air -time deal 
with VPL for "The Chart Show" was 
"unconscionable and inequitable" 
and was signed only because the 
show's producers had a deadline by 
which they had to supply the show to 
the independent television network. 

Carman asserted that when the 
agreement with VPL was signed, the 
production company was "over a bar- 
rel." VPL counters that it has sought 
only broadcast royalties that are "fair 
and equitable." VPL represents all 
the U.K.'s major labels in licensing is- 
sues. 

In his opening statement to the tri- 
bunal, Carman highlighted the pro- 
motional benefits artists and record 
companies enjoy when their videos 
are played on programs such as "The 
Chart Show," which attracts 1.7 mil- 
lion viewers in its Saturday morning 
slot. 

He argued that the videos had no 
commercial value in themselves and 
were merely a device to promote 
saleable product. He underscored the 
point by stating that 50% of the cost 
of the video's production was often 
deducted from artist royalties. 

"Effectively," he said, "record com- 
panies are trying to profit from the 
promotion of their own product." 

He described how "The Chart 
Show," first broadcast here on Chan- 
nel 4 in 1986, initially enjoyed a free 
supply of music videos from record 
companies; the situation changed 
with the intervention of VPL on be- 
half of the major labels. The indepen- 
dent sector continues to supply the 
program with free clips. 

Carman claimed that following a 
move by "The Chart Show" to the 
ITV channel in 1988, Video Visuals 
signed an "unconscionable and in- 
equitable deal under unfair circum- 
stances," whereby an initially agreed 
figure of $11,850 per week rose to 
$19,750 in 1990 and $25,280 in 1991. 

Carman added that Video Visuals, 
having signed an agreement with 
ITV, was forced to agree on an overall 
fee of $1.06 million for 1992. Carman 
said, "Video Visuals were effectively 
held over a barrel by the pressure of 
VPL acting as a monopoly." 

The current VPL offer of a 
$675,000 tariff for 10 months of 1994 
was the factor that led to Video Visu- 

(Continued on page 15) 
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TH_S YEAR 
YOU SAW US WIN 

"BEST RECORDING STUDIO: 

NOW WE'LL SHOW YOU WHY. 

R E C O R D P L A N T C L I E N T GRAMMY N O M I N A T I O N S 

"Love sneakin' up on you' , Bonnie Raitt & Don Was 

Longing in their hearts° Bonnie Raitt & Don Was 

(Vocal) "The Power of Love" Celine Dion 

POP VOCAL PERFORMANCE (Voeal)'Zonging in their hearts" Bonnie Raitt 

POP VOCAL PERFORMANCE (Vocal) "Ordinary Miracles" Barbra Streisand 

POP ALBUM "Longing in their hearts" Bonnie Raitt 

TRADITIONAL POP VOCAL PERFORMANCE "The Concert" Barbra Streisand 

ROCK VOCAL PERFORMANCE (Female) "Love sneakia' up on you" Bonnie Raitt 

LATIN POP PERFORMANCE (Vocal /Instrumental) "Segundo Romance" Luis Miguel 

TROPICAL LATIN PERFORMANCE (Vocal /Instrumental) "Master Sessions. Volume 1,, 
Cachao 

ALTERNATIVE MUSIC PERFORMANCE (Vocal /Instrumental) "The Downward Spiral" Nine Inch Nails 

PRODUCER OF THE YEAR For "Completely" (Michael Bolton) & "The Power of Love" (Celine Dion) David Foster 

PRODUCER OF THE YEAR For "Longing in their hearts" (Bo, :nie Raitt) & "Meet the Flinastones" (B -52s) Don Was 

ENGINEERED ALBUM (Non -classical) "Longing in their hearts" Bonnie Raitt Engineer: Ed Cherney 

MUSICAL SHOW ALBUM `Andrew Lloyd Webber's Sunset Boulevard" Andrew Lloyd Webber & Nigel Wright 

Producers: Don Black & Christopher Hampton 

RECORD PLANT. 
COMPROMISE ELSEWHERE 

Producer of fifteen client Grammy Nominations, 
winner of the TEC Award for Best Recording Studio, 

and the world's leading recording studio. For over 25 years. 

1032 N. Sycamore Ave., Hollywood, CA 90038 T ?I (213) 993 -9300 Fax (213) 466 -8835 
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Commentary 
It's Time the Grammys Face The Music 

BY THOMAS O'NEIL 

Why does everyone, it seems, love to 
give music's Grammy Awards such a 
drumming? The cool "in" crowd, rockers 
and media pundits mostly, dismiss them 
as "the Grannys," while even the epitome 
of the Uncool and Out -Of -It -Homer 
Simpson -recently pitched one over a ho- 
tel balcony with the harumph "piece of 
junk!" It was Rolling Stone magazine 
that uttered the most infamous de- 
nouncement ever when it once railed 
against them as "the laughing stock, the 
spitting spittoon of the music business." 

It hardly seems fair -the Oscars never 
take such a beating -and therein lies a 
curious irony. The whole problem with 
the Grammys, in my view, is that their 
voting system is based on the Oscars. In 
fact, they should be modeled on the 
Emmys. 

Oscar winners are chosen by the broad 
popular vote of film professionals in a sys- 
tem that works, for the most part, well 
enough. There are fewer than 300 feature 
movies made in Hollywood every year - 
50 or so are award -worthy -so it's not too 
much of a stretch to suppose that most of 
the voters have seen most of the films 
competing in the top categories. The mu- 
sic industry, by contrast, has a volume 
problem. There are 50,000 new tapes and 
CDs released annually, a number so stag- 
gering that it's absurd to suggest that 
Grammy voters are tuned in to them all. 

Television suffers from a similar crea- 
tive overload, of course, and the leaders 
of the TV academy once made the same 
mistake of trying the Oscar system to 
choose award recipients. They learned 
their lesson after suffering a series of hu- 
miliating scandals in the 1950s. The most 
embarrassing involved the same kind of 
gross injustice that still happens at the 
Grammys all the time when popularity 
prevails over art. In the Emmys' notori- 
ous "Astaire Affair" of 1959, Fred Astaire 
was voted the year's best actor for a song - 
and- soft -shoe act on the year's top -rated 
TV variety special over bravura dramatic 
performances given on "Playhouse 90" by 
Paul Muni and Rod Steiger. Hollywood 
howled, and the scandal -numbed acad- 
emy leaders decided that Oscar had no 
business judging TV. 

What the Emmys came up with was a 
decision to conduct the most noble exper- 
iment in the history of show business 
awards: Winners would be chosen by 
judging panels composed of the nomi- 
nees' peers, who must watch and care- 
fully evaluate everything in the running. 

The overhaul triggered a new outcry. 
Academy members fumed at the incon- 
venience of having to drive over to a hotel 
room on a Saturday or Sunday and sit 
through hours of tapes before being able 
to vote. But the new ballot outcomes re- 
vealed something quite astonishing: Not 
only were the new winners obviously 
worthy, some of the choices were down- 
right heroic. All of the following shows 
were quivering under their network exe- 
cutioner's ax when they won top 
Emmys -"Mission: Impossible," "Hill 
Street Blues," "Cagney & Lacey," and 
"Cheers" -and all of them were given a 
second chance after winning, thereby ow- 

ing their survival and current classic sta- 
tus to the intervention of that winged 
statuette that looks so much like an an- 
gel. 

At the Grammys, unless the sainted 
talent is Bonnie Raitt, lesser -known art- 
ists don't have a prayer. The awards are 
so skewed to rewarding favorite popular 
artists over the best music of the year 
that the voting results are pathetically 

Grammy voting 
`should be 
modeled on the 
Emmys.' 
Thomas O'Neil, author 
of "The Grammys" and 
"The Emmys" (Penguin 
Books), is a senior 
editor at Hearst 
Magazines in New York. 

predictable. The bottom line -and the 
reason its critics are so irate -is the 
Grammy contest just isn't fair. 

It's time the Grammys face the music 
and let deserving, lesser -known talent be 
heard. Each NARAS chapter city should 

set up judging panels that play all the 
nominated music for recording academy 
members qualified to judge it. If the 
members don't attend, they can't vote. 

If NARAS leaders are skeptical that 
such a drastic electoral overhaul could 
work, they should test it first in the classi- 
cal categories, where the Grammys face 
their greatest discord. Just last year, ex- 
ecutives in charge of the classics at Elek- 
tra, BMG, and Nimbus all blasted the in- 
tegrity of the current system and 
endorsed the idea of experimenting with 
the Emmy procedure. NARAS, that's 
your overture. 

"Grammy bashing is the easiest sport 
in the world," NARAS president Michael 
Greene once admitted. He doesn't have to 
shoulder the blows. Consider what Cecil 
Smith, former TV critic of the Los 
Angeles Times, once wrote about the 
Emmys: "The system of selecting win- 
ners is still the most intelligent used by 
any entertainment medium. The Emmys 
may be the only awards system where the 
judges actually vote for the things they 
have seen, not just things that they have 
heard about or read about or the waiter 
at the bistro told them about. One looks 
back through the years and the argument 
is valid that most of the time what was 
best on television won an Emmy." 

LE I L E R S 

GRP SETS THE RECORD STRAIGHT 
Thank you for Paul Verna's story on the 

signing of George Benson and our exciting 
developments here at GRP (Billboard, 
March 4). I would, however, like to correct 
a couple of facts. 

Bob Krasnow founded Blue Thumb 
Records. Several months later, a mutual 
friend of ours, Don Graham, joined him as 
a partner. Several months after that, I 
joined as a third partner. Approximately a 
year later, Sal Licata joined us as VP in 
charge of sales and marketing. After an- 
other year, Graham left to pursue other 
things, and at that time Licata became a 
partner. 

Also, I did not produce George Benson's 
"The Greatest Love Of All." That was pro- 
duced by Michael Masser. 

Tommy LiPuma 
President 

GRP Records 
New York 

CUSTOMER SERVICE IS FORGOTTEN 
One really has to laugh after reading 

about the financial woes of the major mu- 
sic chains. Stores have now been reduced 
to the "how low can you go" pricing men- 
tality. All the analysts in the world would 
not be able to correct the problems that 
plague these mall stores. Customer serv- 
ice and long- standing relations with the 
customer have been all but forgotten in 
the eternal quest for the ultimate fixtures 
and end caps. 

I was a manager for Sam Goody from 
1974 until the early '80s. In the early '70s, 
department managers knew the merchan- 
dise inside and out, were given free reign 
to merchandise the stores and price goods, 

and basically they created unique identities 
for their particular stores. The advent of 
low -wage, "know nothing" floor help and 
management helped these stores lose re- 
spect in the eyes of customers and record 
company staff, thereby creating the need to 
draw customers in with outrageous, profit - 
eating discounts that only further insult the 
integrity of the merchandise and the busi- 
ness itself. This dead -end road will eventu- 
ally lead to the downfall of most of these 
"copycat, cookie -cutter" stores, and drive 
customers back to the single, independent 
stores, where the biggest attraction is a 
person behind the counter who cares about 
the music, the long -term business, and the 
customer base. 

Jimi LaLumia 
Record Connection 

Lake Ronkonkoma, N.Y. 

VIDEOS SHOULD CREDIT COMPOSERS 
Recently, while flipping through MTV 

and VH1 music videos, I noticed that nei- 
ther channel gives credit to the composer 
or lyricist of the music. This is incompre- 
hensible to me. If these networks can go so 
far as to credit the director of the video, 
why can't they give credit to the compos- 
ers? Composers work very hard at their 
craft and deserve just as much recognition 
as the artist and director. Were it not for 
the composers, there would be no video, no 
director, and in many cases, no artist. 

Until I see the composer names on MTV 
and VH1 music videos, I will flip right past 
these channels and watch TNN, which 
does, by the way, credit composers. 

Gerald S. Schubert 
Attorney 

Brea, Calif. 

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 Susan Nunziata, Billboard, 1515 Broadway, New York, N.Y. 10036. 
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Human League Is Back In The Race 
Brit Synth -Pop Trio Returns Via Elektra 

BY MIRANDA WATSON 

LONDON -Phil Oakey's famous lop- 
sided fringe may have gotten the chop, 
but the crafty pop that put the Human 
League at the top of the charts is still 
there, as proven by initial reaction here 
to the band's new album, "Octopus." 

A label change to EastWest in the 
U.K. and a return to the band's musical 
roots are behind the renewed success 
here. Elektra Records will release "Oc- 
topus" April 25 in the U.S. 

The band will be in the U.S. on a pro- 
motional tour April 3 -7 and will return 
to do "track dates" across America 
from the end of May to the beginning 
of July. 

On a personal level, Oakey has big 
ambitions for the U.S. release of the al- 
bum. "I am hoping for a No. 1 in Amer- 
ica. It would make my life a bit simpler 
and give us the confidence and the 
backing to continue making records." 

"Tell Me When" -the first single 
from "Octopus," released in December 
1994 -is the band's first top 10 U.K. hit 
in eight years. With sales of 200,000 
units, according to EastWest, "Tell Me 
When" has topped airplay lists across 
the country and reached No. 6 on the 
national singles chart for the week of 
Jan. 28. 

The act's next single, "One Man In 
My Heart," due commercially Monday 
(6), already has logged 91 adds in the 
week ending Feb. 26, according to 
BDS data published in Music Monitor. 

"Octopus," the band's first album in 
four years, shot up to No. 6 on the U.K. 
album chart after its January release. 

The musical style is simple yet un- 
mistakably Human League. Oakey's 
deadpan baritone counters the heady 
pop choruses of Susan Sulley and 
Joanne Catherall against a backing of 
pure pop synthesizers. 

Although some criticize the group's 
lyrics as banal, the Human League's 
songs have always been at least memo- 
rable, says EastWest managing direc- 
tor Max Hole. 

"They are brilliant exponents of 
making three -and -a -half minute pop 
music records. They are a brilliant sin- 
gles band," he says. Or in Oakey's 
words, "The Human League is about 
simplicity. We went in some silly direc- 
tions after `Dare,' trying to bring in 
acoustic instruments and trying to 
make white soul music. Now we've 
gone back to how we started -singing 
over recorded sequences on synthesiz- 
ers." 

The Human League stood for all 
that was modern back in the early '80s, 
especially its innovative use of synthe- 
sizers, which until then had been con- 
fined to more experimental music. But 
the string of hits in the early '80s was 
followed by a notable absence from the 
charts toward the decade's end. 

The Sheffield -based band first rose 
to fame in 1981 with the hit "Sound Of 
The Crowd," released on Virgin 
Records. Three more top 10 hits fol- 
lowed, climaxing with the No. 1 single 
"Don't You Want Me ?" Their 1981 al- 
bum, "Dare," also reached No. 1 in the 
U.K. and sold (i million copies world- 

wide, according to Virgin. 
Though the hits continued with top 

20 singles "Mirror Man," "Fascina- 
tion," "Louise," and the guitar -laden 
"The Lebanon," the League was never 
able to duplicate the level of success it 
enjoyed with "Dare." 

The group's next two albums - 
"Hysteria" (1984) and "Crash" 
(1986) -sold 2 million copies between 

them worldwide, according to Virgin. 
The 1986 top 10 single "Human" - 
which reached No. 1 in the U.S. -and a 
"Greatest Hits' album kept the group 
in the public eye. But the band's last 
Virgin album, "Romantic ?," released in 
1990, flopped. 

Now Oakey has taken Human 
League back to its synthesizer roots, 
while adding a '90s touch with a more 
uptempo, dancey feel and some new 
programming twists. 

Making the band's sound fit into the 
'90s was not such a hard task, since the 
Human League was seen as being 
ahead of its time in the '80s, according 
to Oakey: "We were the frst'new -fash- 
ioned' band." 

"Octopus" has sold 80,000 units to 
date in the U.K., which is a fair perfor- 
mance, says EastWest's Hole, who be- 
lieves the album will go "at least plat- 
inum" in the U.K. 

The powerfully catchy chorus of "Tell 
Me When" made it an ideal radio hit. 

(Continued on page 15) 

Base Hit. BMI executives congratulate Ace Of Base on the worldwide success of 
the group's album "The Sign" and singles All That She Wants" and "The Sign." 
Shown at the MIDEM convention at the Noga Hilton in Cannes are, from left, 
Lasse Karlsson, band manager; Del Bryant, BMI; Kjeld Wennick, Mega Records; 
Christian Ulf- Hansen, BMI; Ulf "Buddha" Ekberg, Ace Of Base; Lene Vesten, 
Mega Records; Frances W. Preston, BMI chief; Claes Cornelius, Mega Records; 
Jonas "Joker" Berggren, Ace Of Base; John Ballard, Gothenburg Records/Tuff 
Studios; and Phil Graham, BMI. 

Brooks, Guns N' Roses 
Break RIM Records 

BY CHRIS MORRIS 

LOS ANGELES -Garth Brooks 
and Guns N' Roses scored glittering 
new tonnage in February certifica- 
tions from the Recording Industry 
Assn. of America. 

Country star Brooks' 1990 opus 
"No Fences" 
vaulted the 13 
million mark, 
making it the all - 
time best -selling 
country album. 
Other Brooks al- 
bums on Liberty 
that are hitting 
new heights were 
"Ropin' The 

Wind" (1991, 11 million), "The 
Chase" (1992, 6 million), and his cur- 
rent "The Hits" (5 million). 

GN'R's 1987 Geffen debut, "Ap- 
petite For Destruction," topped the 
13 million sales mark, making it the 
best -selling hard rock album of all 
time; it trails only "Boston," certi- 
fied at 15 million, in the best -selling 
debut category. 

Three other GN'R sets hit new 

BROOKS 

GUNS N' ROSES 

sales apexes in February certifica- 
tions: "Use Your Illusion I" and 
"Use Your Illusion II" (both 1991) 
reached 6 million, while the 1988 
mini -album "GN'R Lies" arrived at 
5 million. 

Elton John's 1974 "Greatest Hits" 
(Rocket /PolyGram), certified for 
sales of 11 million, trails the Eagles' 
"Their Greatest Hits 1971 -1975," 
now at 14 million, as the second best- 
selling hits compilation. 

Patsy Cline's "Greatest Hits," the 
1973 Decca/MCA release by the late 
country thrush, was certified sextu- 
ple- platinum, making it the best- 
selling greatest hits album by a 
country artist and -amazingly -the 
biggest -selling hits collection by a 

(Continued on page 43) 

Ichiban Links With Cema 
For New Mainstream Label 

BY CHRIS MORRIS 

LOS ANGELES -Ichiban Records, 
the decade -old, Atlanta -based inde- 
pendent music company, has formed a 
new label, Ichiban International, 
which will be distributed by Cema. 

Ichiban International is being 
styled as a conduit for mainstream -ori- 
ented urban and alternative acts. 

Bertelsmann Gets 5% Of America Online 
New Service Planned For Germany, France, U.K. 
NEW YORK -BMG parent Ber- 
telsmann AG has acquired a 5% 
stake in America Online as part of a 
pact between the two companies to 
establish an online service in West- 
ern and Eastern Europe. 

The online venture, as yet un- 
named, is expected to be launched 
late this year in Germany, France, 
and the U.K., with a rollout to other 
countries in 1996 and beyond. 

Bertelsmann says it will invest up 
to $100 million to fund the launch of 
the online service, which will be 
owned equally by the two partners. 

The 5% stake in the publicly trad- 
ed America Online, which is based 
in Vienna, Va., is valued as an ap- 
proximately $50 million investment 
by Gutersloh, Germany -based Ber- 
telsmann. As a minority stockhold- 
er, Bertelsmann earns a seat on the 

expanded AOL board of directors. 
One likely candidate to fill that 

seat is Thomas Middlehoff, head of 
Bertelsmann's corporate develop- 
ment department and overseer of 
the company's various multimedia 

BERTELSMANN MUSIC GROUP 

activities worldwide. The German - 
based Middlehoff, who was unavail- 
able for comment at press time, re- 
portedly will play a major role in 
the development and direction of 
the new venture, which will provide 
"communication, information, and a 
wide range of other electronic ser- 
vices," according to a Bertelsmann 
statement. 

While no specifics have been re- 
vealed yet about that "other elec- 
tronic" content, it can be expected 
to leverage Bertelsmann's exten- 
sive entertainment and publishing 
assets, which include the Bertels- 
mann Music Group, the Bantam 
Doubleday Dell Publishing Group, 
and the BMG Music Club. 

Mark Wösser, president /CEO of 
Bertelsmann, says, "Services will 
be international in scope, but will 
also reflect local content, custom, 
and language." 

America Online has more than 2 
million subscribers in the U.S., of- 
fering them a list of services that 
includes E -mail, digitized maga- 
zines and newspapers, interactive 
discussion forums, and Internet ac- 
cess. 

BILLBOARD EXCLUSIVE 

Ichiban will continue to distribute 
product on its flagship label and on 
such imprints as Wrap, Naked Lan- 
guage, and Sky through independent 
channels. 

Ichiban was launched in 1985 by 
chairman /CEO 
John Abbey, found- 
er of England's 
Blues & Soul mag- 
azine and a Euro- 
pean concert book- 
er and tour man- 
ager, and president Nina Easton, for- 
mer director of public relations and 
promotion for CBS Records in Scandi- 
navia. The company has enjoyed indie 
success with blues /R &B artists such 
as Clarence Carter, William Bell, Cur- 
tis Mayfield, and Millie Jackson; rap 
performers M.C. Breed, MC Shy -D, 
and 95 South; and, most recently, mod- 
ern rock act Deadeye Dick. 

Ichiban's new venture with Cema 
grew out of preliminary discussions 
between Easton and Cema president 
Russ Bach at the National Assn. of 
Recording Merchandisers Whole- 
salers Conference in Phoenix last 
year. 

Easton says, "There had been talk, 
pretty much all of last year, that we 
might expand, and that expansion 
might involve some of the majors. We 
hadn't really been aggressive about 

(Continued on page 14) 
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