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ADVERTISEMENTS 

FOR THE _8VE O. HARRY: 
EVERYBODY SINGS NILSSON 

Randy Newman 

Marc Cohn 

Aimee Mann 
Fred Schneider 
Joe Ely 

Ringo Starr with Stevie Nicks 

Beckley/Lamm/Wilson 
Lavern Baker 

Steve Forbert 
Peter Wolf and 

the Houseparty S 

Jennifer Trynin 
Al Kooper 
Victoria Williams 

Marshall Crenshaw 
Brian Wilson 
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Jellyfish 
Bill Lloyd 

Ron Sexsmith 
Adrian Belew 

Richard Barone 

The Roches with 
Mark Johnson 

John Cowan 

Jimmy Webb 

MUSICMASTEiS 
R O C < 

Before she became a 

gold - selling pop artist, 

RACHELLE FERRELL 

turned the jazz world 

Simply one of the finest jazz 
vocal recordings in the las- 
two decades. With guests 
Terence Blanchard, 
Wayne Shorter 
and others. B2/B4-27820 

Wayward Album 
Radio Turns To 

Modern Rock 
BY ERIC BOEHLERT 

NEW YORK -After two years of 
wrestling over how to respond to red - 
hot modern rock radio -whether to 

WBCN 
14D0 41-.1 F ln/I 

ignore it, embrace it, or just envy it- 
many at album rock are opting for the 
highest form of flattery: imitation. 

In a growing number of markets, 
album and modern rock playlists have 
become indistinguishable as heritage 
album stations adjust to listeners' 

(Continued on page 112) 

Wal -Mart To Dump 

Racked Videos 
BY SETH GOLDSTEIN 

NEW YORK -Wal -Mart, getting 
ready to drop the other SKU shoe, is 
about to leave rack -distributed video 

WAL *MART 
labels barefoot. 

The nation's biggest retailer has 
agreed to go direct with most of the 
studios that previously shipped 
through Wal -Mart rackjobbers An- 
derson Merchandisers and Handle - 

(Continued on page 111) 
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Major Labels Seeing Green 
Chieftains' Hit Leads Celtic Trend 

BY JIM BESSMAN 

NEW YORK -The centuries -old 
strains of Celtic music are suddenly in 
vogue. 

Of the 15 entries on the Top World 
Music Albums chart for the week end- 

surge to seasonal interest inspired by 
St. Patrick's Day, most agree that the 
popularity of the Chieftains- coupled 
with increased marketing activity on 
the part of major labels -has raised 
the genre's profile and boosted sales. 
In addition, some say Celtic music's 

THE CHIEFTAINS 

ing April 1, fully two -thirds were 
Celtic -related, leading with the Chief- 
tains' "The Long Black Veil," enjoy- 
ing its sixth straight week at No. 1. 
According to SoundScan, the run- 
away RCA disc -also last week's 
Greatest Gainer on The Billboard 200 
at No. 22 -has sold 285,000 units. 

While some observers credit the 

MARY BLACK 

link to new age may have helped gain 
fans. 

Other Celtic titles dominating the 
chart are: 

Celtic Heartbeat/Atlantic's multi- 
ple- artist "Celtic Heartbeat Collec- 
tion," at No. 3; 

The Narada compilation "Celtic 
(Continued on page 116) 

Amsterdam Boasts Diverse 
Rock, Pop, Dance Scenes 
BY ROBBERT TILLI 
and MARK SPERWER 

AMSTERDAM -As you might ex- 
pect in a city were 
even the liberal is 
considered too re- 
strictive, Amster- 
dam's bustling net- 
work of clubs and 
venues allows visi- 
tors and inhabitants 
to expose or be ex- 
posed to music rang- 
ing from the obvious 
to the extreme. 

From the latest hot -guitar band 
Shine, through the pumping techno 
pop of 2 Unlimited, to the soothing 

tones of crooner Rene Froger, Ams- 
terdam's intricate network of canals 
sustains one of the most diverse popu- 
lations in the world. 

In the capital city 
of a small but 
densely populated 
country, Amster- 
dam's venues act as 
a magnet for the na- 
tion's acts. If you're 
looking for home- 
grown rock, Claw 
Boys Claw and 
hardcore purveyors 

De Raggende Manne captivate audi- 
ences regularly here, while chan- 
teuse Mathilde Santing provides a 

(Continued on page 58) 

Arden Wins 3 
Juno Awards 

BY LARRY LeBLANC 

HAMILTON, Ontario -Winning 
three major 
awards, A &M 
Records' Jann 
Arden dominat- 
ed Canada's 
24th Juno 
Awards held 
March 26 at 
Copps Coliseum 
here. 

The Calgary, Alberta, singer /song- 
writer's major 
triumph of the 
evening was be- 
ing named female 
vocalist of the 
year, beating out 
Columbia's Ce- 
line Dion, who 
has won the 
award since 

1991. Arden also won Juno honors for 
(Continued on page 59) 
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THE 
TRAGICALLY HIP 

FOREIGN DEALS 

CHALLENGED 

AS BIZ GROWS 
For the past three years, the Honie & 
Abroad column has spotlighted the 
activities of artists outside their do- 
mestic markets. This expanded 
Home & Abroad report by Thom 
Duffy examines an issue affecting all 
recording artists in the global arena. 

HOME & Al3R()Al) 

LONDON -The growth of the global 
music business in the '90s is driving 
multinational record companies to 
place greater focus than ever on sell- 
ing acts outside their home markets. 

(Continued on page 15) 
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ELTON JOHN 1Vlade in England 
The new album on Rocket /Island Records Elton John's first world wide PolyGram release 

Featuring the smash hit "BELIEVE" 
MUSIC BY E/:onJOhn LYRICS B" Taupin MANAGEMENT: John Reid PRODUCED BY Greg Penny aid Elton Jahn 
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Copyright Reform Sweeps Across Europe 
U.K. Ponders Changes; France Lags Behind 

BY JEFF CLARK -MEADS 

LONDON -A tide of copyright reform is 
rolling across the world's biggest record 
market, the 15 -state European Union. 

Attempts by the EU to standardize copy- 
right legislation across the community al- 
ready have changed the law in five nations. 
Seven others are about to fall into line, and 
now -belatedly -the debate on the issues 
has come to the public arena in the U.K. 

Copyright provisions across the EU are 
being amended because of a directive from 
the European Commission obliging national 
governments to harmonize certain aspects 
of the law. 

However, the directive required each na- 
tional government to introduce new provi- 
sions into its domestic legislation by July of 
last year; the fact that the U.K. government 
is only now beginning the legislative pro- 
cess is being interpreted as a sign of its ret- 
icence over the measures in the directive. 
When the law is on the statute books in the 
U.K., France will then be the only EU na- 
tion not to have fallen into line. 

The U.K. government's encapsulation of 
the directive's contents is draft legislation 
titled the Copyright and Rights of Perform- 
ers Regulations 1995, which was published 
March 27. 

The main proposals in the document are: 
To grant performers a share of broad- 

cast royalties. (At present, payments to 
artists is on a voluntary basis by the record 
companies.) 

To grant performers the same rights as 
record companies to remuneration from 
record rental. 

To make distributing unlicensed 
records illegal. 

However, British record industry law- 
yers regard the document as far from clear 
and say it is further clouded by its many ref- 
erences to the U.K.'s current Copyright 
Act. At press time -two days after the doc- 
ument's publication -lawyers said they are 
working on their best guesses as to exactly 
what it means. 

They were most clear, though, that the 
regulations intend performers should have 
their right to a portion of broadcast royal- 
ties enshrined in written law for the first 
time. The way the document is phrased, 
however, means that this provision may be 
creating grounds for conflict. 

Nigel Parker, legal adviser to the U.K.'s 
Assn. of Recording Artists (AURA), says 
problems may arise because the govern- 
ment is intending to put the onus on the 

record industry itself to decide the practical 
applications of the draft legislation. 

For instance, he says, the document 
states that performers should have "a rea- 
sonable proportion" of broadcast royalties. 
However, it gives no indication of what is 
reasonable nor what systems should be in 
place to administer the payments. 

"The assumption is that the parties will 
aim to agree among themselves, and if they 
can't, they'll have to go to the Copyright 
Tribunal," says Parker. The Copyright Tri- 
bunal is a court of law established specifi- 
cally to settle disputes over intellectual 
property. 

Parker foresees that it could become a 
battleground: "This document allows indi- 
vidual artists and bands to make represen- 
tation to the Copyright Tribunal. It doesn't 
preclude collective negotiation, but if, say, 
U2 or the Beatles feel they deserve a bigger 

share of royalties than the average artist, 
they can ask the tribunal to rule in their fa- 
vor. 

"It is potentially very disturbing for 
record companies and for performers. For 
record companies, there is the potential for 
wealthy and litigious artists to keep them in 
and out of the tribunal. For artists, there 
will always be the temptation for a new, un- 
signed act to agree to a lesser rate than they 
would get at present." 

At the moment, artists receive -via col- 
lecting society Phonographic Performance 
Limited -32.5% of net distributable income 
from broadcasters. Of this, 20% goes to 
named performers, and 12.5% is sent to the 
Musicians' Union for distribution to session 
players. 

The political direction of PPL is decided 
by the record company representatives who 

(Continued on page 124) 

Jamieson Named RCA Records 
President After 7 -Month Search 

BY DON JEFFREY 

NEW YORK- Facing the task of turning 
around a label with a weak track record in 
contemporary pop music in recent years, 
Bob Jamieson has been named president 
of RCA Records after a seven -month 
search. 

Jamieson, who has been president/GM 
of BMG Canada, is an 
industry veteran with a 
sales and marketing 
background. He will re- 
port to Strauss Zelnick, 
president/CEO of BMG 
Entertainment North 
America. 

Jamieson's biggest 
task will be to develop 
successful rock and pop 

acts. RCA ranks 10th among labels in mar- 
ket share (2.51 %) for album units sold so 
far this year, according to market re- 
searcher SoundScan. But a large portion of 
that share comes from the Nashville labels, 
over which Jamieson will have no domin- 
ion. Moreover, in market share for current 
albums, RCA ranks No. 16 at 1.86 %. 

RCA has undergone considerable con- 

JAMIESON 

solidation since Joe Galante announced 
last August that after four years he was re- 
signing as RCA's president to return to 
Nashville as chairman of RCA Nashville 
Labels Group. 

This year, 39 positions have been elimi- 
nated at RCA-22% of the staff -leaving a 
staff count of 138. One week before 
Jamieson's appointment, it was disclosed 
that Skip Miller, who was senior VP of 
black music, had left the label (Billboard, 
April 1). Asked about his replacement, Zel- 
nick says, "We don't have any announce- 
ment now." The black -music A &R staff is 
reporting to RCA's senior VP of A &R, 
Dave Novik. 

Commenting on further executive 
changes, Zelnick, who has been running 
RCA since Galante left in January, says, 
"There are no changes yet. But we can rea- 
sonably expect that as Bob rebuilds the la- 
bel, he will review the team. We've made 
the difficult changes already. I'm sure Bob 
will put in his own staff." 

Many industry observers saw BMG's 
search for an RCA president as protracted. 
And, Jamieson's appointment was not an- 
nounced until several weeks after the news 

(Continued on page 117) 

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

GOING GLOBAL WITH MUSIC VIDEOS 
The Music Zone, a 24 -hour worldwide video network, launch- 
es this month with its focus entirely on music. TMZ will com- 
pete globally with MW, its foreign affiliates, and numerous oth- 
er clip services on the horizon. Music video editor Deborah 
Russell reports. Page 53 

SPIELBERG'S CD -ROMS BEFORE DREAMWORKS 
The new company DreamWorks SKG has plans to produce 
CD -ROMs, but one of its principals- Steven Spielberg -is al- 
ready working on some children's titles through his involve- 
ment with a California software specialist. Enter *Active editor 
Marilyn A. Gillen has the story. Page 98 
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Modern Rock Accounts For 
5% Gain In Buying Survey 
BY BILL HOLLAND 

WASHINGTON, D.C. -The 1994 
Consumer Profile conducted by the 
Recording Industry Assn. of Ameri- 
ca shows that rock music is still the 
leading genre among buyers.Its im- 
pressive 4.9% increase is due to what 
the RIAA calls the "increased popu- 
larity" of modern rock. 

The rock category jumped from 
30.2% of the market to 35.1% in units 
sold. The survey, conducted by 
Chilton Research Committee, used 
the terms "alternative modern rock, 
new wave and punk" to describe the 
growing modern rock genre. 

To buttress the survey findings, 
RIAA's VP of communications, Tim 
Sites, says that 1994 gold and plat- 
inum certifications also "plainly 
show" that the growing popularity of 

the modern rock genre was responsi- 
ble for the increased dominance of 
the rock genre overall. 

"The number of gold -or- better al- 
bums in this category jumped from 
29 in 1993 to 42 in 1994," Sites says. 
"This clearly shows what incredible 
contributions they make to the rock 
numbers." 

Other rock genres included in the 
RIAA survey were labeled hard rock, 
soft rock, heavy metal, rock'n'roll, 
and pop rock. 

The second -place format was coun- 
try, registering a dip of 2.4% from 
18.7% in 1993 to 16.3% last year. 

Pop music, including what RIAA 
called top 40, love songs, ballads, 
adult contemporary, etc., was third. 

Urban contemporary was fourth, 
followed by rap, classical, jazz, 

(Continued on page 124) 

Billboard Group 

Promotes 2 Key 

Magazine Execs 
NEW YORK -The Billboard Music 
Group has named Philip Alexander as 
group publisher of its two European 
music trade magazines, London -based 
Music Monitor and Amsterdam -based 
Music & Media. Additionally, Paul 

Sacksman has been 
named publisher of 
New York -based 
Musician maga- 
zine. 

Alexander, who 
has been publisher 
of Music & Media 
since 1993, will 
work closely with 
Music Monitor edi- 

torial director Adam White and associ- 
ate publisher Gene Smith in develop- 
ing the magazine, which was launched 
in January. 

"Philip's presence in Europe will 
help speed Music 
Monitor's growth 
and take better ad- 
vantage of Music & 

Media's resources," 
says Howard Lan- 
der, president and 
publisher of the 
Billboard Music 
Group. Alexander 
will continue to re- 

ALEXANDER 

SACKSMAN 

port to Lander. 
Sacksman, who joined Musician 15 

years ago, has served as the publica- 
tion's general manager since 1993. In 
his new role, he will report to Karen 
Oertley, VP of the Billboard Music 
Group and publisher of Amusement 
Business. 

Lander says, `Bringing together the 
publishing talents of Paul and Karen 
will allow us to seize the natural syner- 
gies between the touring and venue re- 
sources of Amusement Business and 
the performing needs of Musician's 
core readers." 

The Billboard Music Group, which is 
owned and operated by BPI Commmu- 
nications, publishes nine magazines 
and 19 industry directories, offers two 
electronically delivered data systems, 
operates five trade conferences, and 
presents an annual music awards show 
on the Fox Network. 

Labels Run, Don't Walk, To Kid Vid 
Time -Life, BMG, Warner Gather Titles 

BY SETH GOLDSTEIN 

NEW YORK- Children are getting 
increased attention from three labels 
that are attempting to extend their re- 
tail reach in the fastest -growing seg- 
ment of the home video market. 

BMG Video has secured rights to 
three classics, "Peter And The Wolf," 
"The Wind And The Willows," and 
"The Snow Queen." Time -Life Video & 

Television is creating a Time -Life Kids 
brand, keyed to the acquisition of' 

Canada's top children's TV show, "The 
Big Comfy Couch." And WarnerVision 
Entertainment will take over distribu- 
tion of the "Kidsongs" series, which 
has sold 7 million units since its launch 
in 1986. 

Outside kid -vid, PolyGram Video 
has begun to dip into the 10,000 hours 
of features and TV shows that come 
with PolyGram's purchase of London - 
based ITC and the 150 movies in Is- 

land Pictures' catalog, another recent 
acquisition. PolyGram's first release is 
likely to be that TV chestnut, ITC's 
"The Prisoner," released earlier by 
MPI Home Video. "I think the series is 
a natural," says president Gene Silver- 
man, who will reclaim and repackage 
ITC and Island material as current li- 
censes expire. 

BMG's titles are the fruits of a new 
strategy that has been "signed off by 
senior management," says GM Joe 
Shults, who wants to decide his "mar- 
keting destiny" by retaining as many 
rights as possible. That's fully 
achieved with "Willows" and "Snow 
Queen," due later this year, of which 
BMG controls TV and licensed goods. 
It's limited to worldwide video for "Pe- 
ter And The Wolf," which arrives Feb- 
ruary 1996. 

Shults says BMG Video and BMG 
International are placing more em- 
phasis on development and co- produc- 

Northern Lights. During Canadian Music Week in Toronto, Billboard Canadian editor Larry LeBlanc carried on 

Billboard's tradition of honoring top artists and executives in the Canadian entertainment business. In photo at left, 

LeBlanc, left, presents the 1995 International Creative Achievement Award to Ellen Reid of the Crash Test Dummies, 

center, and band manager Jeff Rogers. The band's 1993 Arista album, "God Shuffled His Feet," has sold 3.9 million 

units worldwide. In photo at right, Dan Brambilla, executive VP of Live Entertainment of Canada, right, accepts the 1995 

International Business Achievement Award on behalf of Live chairman Garth Drabinsky. Live Entertainment has two 

shows on Broadway -"Kiss Of The Spider Woman" and "Showboat" -and three productions in Toronto -"Show 
Boat," "Joseph And The Amazing Technicolor Dreamcoat," and "The Phantom Of The Opera" (which is the longest - 

running musical in Canadian theater history). (Photos: Tom Sandler) 

Death Silences Provocative Artist Eazy -E 
Rapper Was Continuing Moves To Evolve Hip -Hop 

BY J.R. REYNOLDS 

LOS ANGELES -Eric "Eazy -E" 
Wright, the gangsta rap pioneer who 
died March 26 due to complications 
brought on by the AIDS virus, was on 
the verge of revealing a new dimen- 

sion in his artistry. 
Wright, president/ 
CEO of Ruthless 
Records, already 
had broadened his 
scope as a music 
executive. 

At the time of 
his death, the hip - 
hop community was 
still reeling from 

the printed statement issued 10 days 
earlier announcing that Wright had 
contracted the deadly virus (Bill- 
board, April 1). 

On Feb. 24, Wright was admitted to 
Cedars -Sinai Medical Center here for 
respiratory problems. It was only 
then that he learned he had AIDS. His 

EAZY-E 

death was attributed to heart compli- 
cations related to a collapsed lung. He 
was 31. 

As a recording artist, Wright help- 
ed introduce the world to hardcore 
rap in 1988 with his debut album 
"Eazy- Duz -It," which peaked at No. 
12 on the Top R &B Albums chart and 
was certified double -platinum. 

The popularity of the caustic under- 
ground rap genre bubbled into the 
mainstream with the release of subse- 
quent solo albums and releases by 
N.W.A, a group he formed featuring 
Ice Cube, M.C. Ren, Dr. Dre, and Yel- 
la. The group's final album, "Efil4zag- 
gin," reached No. 1 on The Billboard 

(Continued on page 121) 

WB REVAMPS BLACK MUSIC DIVISION 
LOS ANGELES -Warner Bros. 
Records is restructuring its black mu- 
sic division in hopes that a new execu- 
tive team will bolster the label's slug- 
gish showing on the R &B charts. 

The label has announced the instal- 
lation of black music senior VP Denise 
Brown, marketing and promotion se- 
nior VP Greg Peck, and media rela- 
tions VP Karen Lee. 

Brown was a prominent music in- 
dustry attorney, Peck was formerly a 
Qwest Records promotion VP, and Lee 

worked as publicity VP at Paisley 
Park. 

Departing Warner Bros. are veteran 
black music promotion senior VP Ray 
Harris and promotion VP Hank Spann. 

Sources say further changes are ex- 
pected in the black music division's 
promotion staff, but the label declined 
to comment on those changes. 

The division revamping follows the 
exit of black music division GM/senior 
VP of A &R Benny Medina, whose con - 

(Continued on page 20) 

tion, investing "significantly over $1 

million" in each of the three projects. 
Time -Life Video is using "The Big 

Comfy Couch" to widen a retail 
foothold established with the release 
through Warner Home Video of "The 
History Of Rock'n'Roll." Direct re- 
sponse, TLV's area of expertise, 
doesn't work for kid vid, says presi- 
dent Betsy Bruce. "It's very much an 
impulse purchase at retail." 

So while TLV will continue direct re- 
sponse to boost retail awareness, Bruce 
is seeking a partner among established 
labels or chains for "Comfy." Although 
neither has been contacted, she says, 
"Blockbuster could be one, Suncoast 
another." TLV has given Time -Life 
Kids responsibility to Madeleine Boy- 
er, just promoted to VP of brand devel- 
opment; her focus could expand from 
"Comfy" to include output of a joint 
venture with Sony Wonder. 

WarnerVision expects to breathe 
new life into "Kidsongs," a series that 
president Stuart Hersch believes has 
lacked "marketing attention" from 
originator Tyco over the past couple of 
years. "They have not kept up with 
where it should have been," on occa- 
sion failing to meet demand, he says. 

Hersch, who struck the distribution 
deal with Warner Bros. Records and 
Together Again Productions, plans to 
reprice the 20 titles -two are in pro - 
duction-at $12.98 as part of a market- 
ing campaign scheduled for the fall. 
He doubts there's sufficient inventory 
in the market to warrant price -pro- 
tecting distributors and retailers who 
paid more for the earlier releases. 

(Continued on page 124) 

Credit Where 
Credit Is Due 
On Vid Charts 

Supplier credits on Billboard's home 
video charts have been changed effec- 
tive with this issue to better reflect the 
industry's chain of distribution. 

The old "Copyright Owner" and 
"Manufacturer" fields on the charts 
have been replaced by "Label" and 
"Distributing Label" credits. The new 
terminology will better reflect the 
activities of multiline suppliers like 
Buena Vista Home Video, Columbia 
TriStar Home Video, Turner Home 
Entertainment, Uni Distributing 
Corp., Warner Home Video, and 
WarnerVision Entertainment. 

The change was prompted in part by 
the inauguration earlier this year of 
chart -based supplier rankings in Bill- 
board's annual Year In Video issue. In 
future Year In Video issues, the suppli- 
er standings will list labels and distrib- 
uting labels. 

"When Billboard's Top Video Sales 
chart debuted in 1979, it made sense to 
list the 'Copyright Owner,' " says Bill- 
board director of charts Geoff May- 
field. "But, with the moves that compa- 
nies like Paramount Home Video, 
Warner Home Video, and others have 
made over the years toward multilabel 
distribution, it is now more appropriate 
to credit the specific video company 
that puts the title into the market, as 
well as the selling agent." 

Conversion of the credits was ad- 
ministered by home video charts man- 
ager Marc Zubatkin, who has overseen 
Billboard's video lists since 1983. 
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Commentary 
Music Can Aid The Healing Process 

BY CRAIG CHAQUICO 

I first became serious about playing 
the guitar in the hospital. At age 12, I 
was hit by an automobile and ended up 
with two broken arms and a broken leg, 
wrist, and thumb. Not in the best condi- 
tion to begin what eventually became 
my career and lifelong passion. Both my 
arms and hands were in a cast and my 
fingers stuck out only enough to reach 
the E- string. 

But apparently that was enough. 
A doctor encouraged me, and because 

of her -although I did not realize it at 
the time -I became a convert to the 
principle of music as therapy. That hos- 
pital guitar was no Band -Aid; it was an 
integral part of my rehabilitation. 

A couple of decades and a huge chunk 
of music history later, it is payback time. 

I am affiliated with, and seriously 
committed to, the principles of music 
therapy and the organization that pro- 
motes those principles, the nonprofit 
National Assn. for Music Therapy. To 
define my commitment, I am going 
around the country, visiting hospitals 
and schools, performing for and talking 
to kids, young people, and their families. 
I show that music, while it may not be 
a magic formula for cure, is a kind of 
medicine that can help people who are ill 
or disabled. Musicians have intuitively 
known for a long time that music can be 
a great companion that really helps dur- 
ing the process of healing, both emotion- 
ally and physically. 

NAMT has been doing this kind of 
work for 45 years. It is the largest pro- 
fessional organization of its kind, with 
more than 5,000 music therapists, corpo- 
rate members, and related associations 
worldwide. Qualified music therapists 
are university graduates from the more 
than 70 approved music -therapy pro- 
grams. They work in psychiatric hospi- 
tals, nursing homes, facilities for people 
with developmental disabilities, schools, 
medical hospitals, adult and child day 
care centers, hospices, and correctional 
facilities. 

NAMT supports a vast amount of re- 
search substantiating the benefits of 
music as treatment. NAMT's mission is 
the progressive development of the 
therapeutic use of music in rehabilita- 
tion, special education, and community 
settings. 

According to NAMT, in order for mu- 
sic therapy to be more widely available, 
the relationship between music and 
medicine has to develop further. Every 
day new techniques are being found that 
show the beneficial effects of music on 
the human mind, body, and spirit. 

But I like the stories best. 
A 17- year -old girl with cancer, for in- 

stance, was wheelchair- bound, with- 
drawn, and depressed, not talking to 
doctors, nurses, family. A music thera- 
pist with a small omnichord synthesizer 
gave her a quick lesson, and the young 
girl's mother said it was the first time 
her daughter had shown any happiness 
since she entered the hospital. In that 
case, music therapy didn't cure her can- 
cer, but it helped her cope with the dis- 
ease and being cooped up in the hospi- 

tal. 
An Alzheimer's patient who had re- 

sponded to nothing- neither words nor 
images -suddenly blinked recognition 
when his wife played a familiar song. If 
a picture is worth 1,000 words, then that 
melody was worth 1,000 pictures. 

A 5- year -old with developmental 
problems, lacking fine muscular skills, 
and unable to tell left from right, be- 

'Music is a kind 
of medicine.' 
Craig Chaquico, former 
guitarist for Jefferson 
Starship, is a Higher 
Octave Music artist. His 
latest recording is 
"Acoustic Planet." 

came fascinated with the xylophone 
through the efforts of a music therapist. 
Through this interest, he learned num- 
bers, left from right, and the concept of 
sharing. Eventually it led to this for- 
merly withdrawn child learning music 
and even leading a group in singing. 

That's what I like to think is my job 
at NAMT -helping spread the word 
about the humanistic and therapeutic 
powers of music. 

Over the years, others in the music and 
recording industry have helped. For exam- 
ple, Mickey Hart, drummer with the Grate- 
ful Dead, is a convert: He went to Washing- 
ton, D.C., a couple of years ago in support 
of a congressional hearing on the therapeu- 
tic benefits of music for elderly people. 

Two musical instrument companies, 
Washburn and Remo, have agreed to do- 
nate instruments to various music therapy 
programs. That's important, too, particu- 
larly in the school area. We all know that 
funding for music education has been cut 
back drastically, that instruments are in 
short supply, and that music programs are 
in danger. NARAS is fighting for music ed- 
ucation; perhaps we could unite behind the 
importance of music therapy as well. 

It is a fact -Plato may have said it first- 
that music is healthy for people and that it 
is a powerful treatment tool which can im- 
prove the quality of life for people with dis- 
abilities of various kinds. A partnership be- 
tween the music therapy community and 
people in the music industry will inevitably 
expand this important part of the healing 
process. 

I would hope it will also serve to create 
a greater public understanding of the role 
music can play in wellness and preventive 
health care. Along with visiting hospitals 
and schools, I intend to play a part in rais- 
ing that awareness. I invite others to join 
me. 

LETTERS 

PUBLIC RADIO COMPETES FOR SALES 
"If you own or operate a business, un- 

derwrite," exhorts Bruce Ranes in his 
commentary on the plight of public radio 
(Billboard, March 25). I'm not sure that 
music retailers will be as enthusiastic. 

We are a small shop specializing in clas- 
sical CDs. We used to underwrite one of 
our two local public radio stations, 
WAMC Albany, N.Y. It was a big chunk 
of our budget, but we felt it was a worth- 
while cause: We were devoted public ra- 
dio listeners before we owned our shop, 
and our spots on WAMC exposed us to 
the classical music audience in our area. 

However, last year WAMC, along with 
every other public radio station I know of, 
went into the retail CD business via the 
800- number -based "Public Radio Music 
Source." Almost overnight, public radio 
became our heaviest competition for the 
classical music collector who had been 
keeping our shop in the black. 

We still listen to public radio and sup- 
port the concept, but we are not going to 
throw any money its way. Not while it is 
using its nonprofit status and its free air- 
wave access to compete with us on music 
retailing turf. 

Samuel Reifler 
Rhinebeck Records 

Rhinebeck, N.Y. 

'YELLOW LEDBETTER' UNFAIR TO FANS? 
As a CD store manager, I think it is un- 

fair for radio stations to play a song like 
Pearl Jam's "Yellow Ledbetter" for which 
the studio version is no longer available. 
The only way "Yellow Ledbetter" was 

available was as a "B- side" to the im- 
ported CD single for "Jeremy," which is 
now out of print. A live version is available 
on the import CD single for "Daughter," 
but who knows how long that will stay be- 
fore going out of print. Other than that, 
the only way to get a live or studio version 
of "Yellow Ledbetter" is on a bootleg. We 
constantly hear, "You have to have it, ra- 
dio is playing it." It is unfair to consumers 
and retailers that radio is playing a song 
you cannot buy. 

Rob Cutti 
Manager 

Compact Disc And Tape Center 
Middletown, N.J. 

CLASSICAL SEX APPEAL 
I find it interesting that the only people 

quoted by name in the article on Vanessa- 
Mae Nicholson are apologists for her image 
(Billboard, March 4). Who are the "others" 
who disapprove of her wet T- shirts and "se- 
ductive" (whatever that means) cover 
poses? Was Billboard unable to fend anyone 
to make such a courageous stand on behalf 
of this exploited teen? This phenomenon is 
merely an intensification of the trend to 
package classical performers as sex ob- 
jects- compare Ofra Harnoy and Nigel 
Kennedy for examples of more socially ac- 
ceptable fantasies. This is all the more pe- 
culiar since I don't see the "Toccata & 
Fugue in D Minor" as a particularly sexy 
piece of music. Ah well, chacun à son goût. 
How 'bout them "3 Tenors "? 

Matthew Weber 
Borders Books & Music 

Utica, Mich. 

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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