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Maijors Investing In Turkish Market
P’Gram Is Latest To Tap Into Local Talent

This story was prepared by Jeff
Clark-Meads in London and Adrian
Higgs i Istanbul.

DEMET

Turkey, a record market straddling
the borders of Europe and Asia and on
the cusp of the secular and the spiri-
tual, has now received a vote of confi-
dence from four of the five major
labels.

PolyGram has this month estab-
lished a joint venture in the country,
which means that it has followed BMG
Entertainment International, EMI
Musie, and Sony Music Entertainment

in being directly represented in
Turkey.
The man who will oversee Poly-

Gram’s activities in Turkey, Sevket
Gozalan, says that his company is
already aware of the creative potential
of the country through Cartel, a Turk-
ish hip-hop outfit signed to Mercury
Germany whose last album sold
400,000 copies in Turkey.

PolyGram and the other labels are
also aware of the power in the growing
Turkish market held by such domestic
artists as Ibrahim Tatlises, Demet,

German Act Back In Vogue

Album, Remixes, Tribute Put Focus On Can

M BY CHRIS MORRIS

LOS ANGELES—Can, the influential
German progressive rock group of the
’60s, will be very much in the public
eye this spring.
One of the band’s
founding members,
Holger Czukay,
recently embarked
on his debut U.S.
tour; an American
independent label
is issuing Czukay’s
most recent solo
album here; and two other indie labels
will pay homage to the group with a
remix album and a tribute set.
Czukay, the classically trained musi-
cian who co-founded Can in Cologne,
Germany, in 1967, kicked off his Amer-

CAN

ican major-market trek Jan. 3 at New
York’s Knitting Factory. Purple Pyra-
mid Records, a new imprint of L.A.-
based indie Cleopatra Records, will
issue Czukay’s 1993 album, “Moving
Pictures,” Jan. 28; it
will be the first U.S.
release of a Czukay
solo project.

In late March or
early April, Mute
Records—which
has been rereleas-
ing Can’s original
albums throughout
the world (excluding France and Ger-
many) for several years—will issue
“Sacrilege,” a collection of new remix-
es of classic Can tracks; the package
will be distributed in the U.S. by the

(Continued on page 110)

Melvan, Hasan Cihat Orter, Ahmet
Kaya, Serdar Ortac, Sezen Aksu,
Tarkan, Biilent Evsoy, Orhan Gence-

MELVAN

bay, Tugce San, and Sefika Kutluer.
PolyGram’s commitment to Turkey
isin the form of a 25% stake in the four
(Continued on page 107)

Artists Rally For Human
Rights On Ark 21 Set

B BY PAUL VERNA

NEW YORK—When then director
of Amnesty International Jack
. S Healey wanted to
call attention to
‘N(I LESSER PERSON| human-rights
#5Y abuses in the late
| ’80s, he persuad-
' ] _| ed Bruce Spring-
steen, Peter
Gabriel, and Sting to participate in
the worldwide Human Rights Now!
tour. Nearly a decade later, Healey
is still pushing the human-rights
cause, now as director of his new
Human Rights Action Center.
(Continued on page 107)

Musicland Talks Could
Yield Cash Infusion

SEE PAGE 10

NEWSPAPER

®

IN MUSIC NEWS

Pointblank Set Showcases
Burke’'s Classic Soul Sound

SEE PAGE 13
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B BY CHET FLIPPC
| NASHVILLE—Country music sales
suffered a signifi-
cant downturn in
1996, according to
SoundScan. After
peaking at U.S.
sales of 76 million
albums in each of
the years 1994
and 1995, total
country album
sales for 1996
| slipped to 67 million, & 12% drop.

By comparison, the overall U.S.
music marketplace finished 1996 up
about 3% in unit
sales over 1995,
according  to
SoundSean, with
album sales about flat, at a .05% rise
over the prior-year period.

While many industry executives
consider the country music downturn

a correction in what had been a heady

A®n

GALANTE

" Country Music’s Drop
In ’96: Cause For Worry?

NEWS ANALYSIS

five years of go-go growth that
reached a 400% increase in market
value from 1989 to 1994, some also
express a convic-
tion that the coun-
try musiec indus-
try is hearing a
wake-up call.
Most disturb-
ing was a more
severe dip in sales
in the final quar-
ter of 1996, as
compared with
the same period in prior years.
Where sales in the final quarter of
1994 were 27 million, increasing to 28
million in 1995,
fourth-quarter
sales for 1996
were 23 million—

LEWIS

a drop of 18%.

According to label and retail exec-
utives, two factors emerge in analyz-
ing the sales results. First, they say,

(Continued on page 111) |
|

SESAC Blanket TV License Is
Milestone For Rights Group

M BY IRV LICHTMAN
NEW YORK—SESAC, the perform-
ing rights group, has negotiated its
tirst blanket local-TV licensing deal in
the U.S.

The license, sue-
cessfully capping
more than a year of
negotiations with the Television
Music License Cemmittee, is
regarded as a milestone in SESAC’s
continuing bid to compete more
aggressively with its two bigger
rivals, ASCAP and BMI.

“It’s a milestone for SESAC in
lots of ways,” says Stephen Swid,

BILLBOARD EXCLUSIVE

who, along with fellow co-chairmen
Freddie Gershon and Ira Smith,
acquired SESAC from private own-
ers in October 1992.

“It’s a big reduction in cost,” he
says,
“because
we’ve previ
ously licensed
local TV on a station-by-station
basis. These five-year deals have
been coming up for renewal on an
everyday basis. This has greatly
streamlined our infrastructure
along with our program of putting
everything on computer.”

(Continued on page 109)
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Four New Books Open
Windows On The Past

SEE PAGE 61
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FAMILY OF LABELS

| BILLBOARD’S YEAR-END RANKINGS!

TOP 40
#1 SOUNDTRACK ALBUM - WAITING TOo EXHALE (ARISTA)
#1 NEw Popr ArTisT - THE TONY Ri1CH PROJECT (LAFACE)
#1 Por MARKETING LABEL - ARISTA
#1 HoT 100 SINGLES PROMO LABEL - ARISTA
#1 SINGLES LABEL - ARISTA

| #1 HoT 100 SINGLES PRODUCER - BABYFACE (LAFACE)

#1 HoT 100 SINGLES SONGWRITER - BABYFACE (LAFACE)
#1 Porp CaTtaL0G ALBUM - KENNY G - MIRACLES (ARISTA)

R&B
#1 R&B ALBUM DISTRIBUTING LABEL - ARISTA |
#1 R&B SiNGLE - TONI BRAXTON - “You’RE MAKIN’ Mk HicH/LET IT FLow” ({LAFACE) |
#1 Hort R&B SiNGLES LABEL - LAFACE
#1 Hot R&B SINGLES PROMOTION LABEL - ARISTA
#1 NEw R&B ARrTisT - TOTAL (BAD BOY)
#1 R&B ARTIsT/FEMALE - MONICA (ROWDY)
#1 R&B LaBer - LAFACE
#1 PROMOTION LABEL R&B MAINSTREAM - ARISTA
#1 LABEL R&B MAINSTREAM - ARISTA
| #1 PROMOTION LaBEL R&B ApuLT - ARISTA
| #1 ARTIST R&B ApuLT - TONI BRAXTON (LAFACE)

COUNTRY
#1 HoT COUNTRY SINGLES & TrRAaCKkS - BROOKS & DUNN (ARISTA NASHVILLE)
#1 COUNTRY ARTISTS - Duo/GrRour - BROOKS & DUNN (ARISTA NASHVILLE)

ADULT CONTEMPORARY
#1 CONTEMPORARY JAazz ARTIST - KENNY G (ARISTA)
#1 CONTEMPORARY JAzz ALBUM - KENNY G - THE MOMENT (ARISTA)
#1 CONTEMPORARY JAzz LABEL - ARISTA
#1 COMBINED JAzZzz LABEL - ARISTA
#1 Hot ApuLT CONTEMPORARY SINGLES & Tracks - TAKE THAT (ARISTA)

DANCE
#1 HoTt DANCE Music MAX1-SINGLES SaLES LABEL - ARISTA
#1 HoT DANCE Music MAX1-SINGLES SALES DISTRIBUTION LABEL - ARISTA
#1 HoT DANCE Music LABEL - ARISTA
#1 HoT DANCE MUSIC MARKETING LAaBEL - ARISTA

¥ ONE INCOMPARABLE 1
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No. 1 IN BILLBOARD

VOLUME 109 * NO. 4

« THE BILLBOARD 200 ° 106)
% TRAGIC KINGDOM * NO DOUBT * TRAUMA
CLASSICAL T
* APPALACHIA WALTZ 43
YO-YO MA / EDGAR MEYER / MARK O'CONNOR * SONY CLASSICAL
CLASSICAL CROSSOVER 43
% SHINE * SOUNDTRACK * PHILIPS ‘
o
4
COUNTRY 40
# BLUE * LEANN RIMES * CURB
HEATSEEKERS | 27
% NO MERCY * NO MERCY * ARISTA
JAZZ a4
* NEW MOON DAUGHTER * CASSANDRA WILSON * BLUE NOTE |
-
JAZZ | CONTEMPORARY a4
# THE MOMENT * KENNY G * ARISTA
NEW AGE
# LINUS & LUCY - THE MUSIC OF VINCE GUARALDI a5
GEORGE WINSTON * DANCING CAT |
POP CATALOG 83
* GREASE * SOUNDTRACK * POLYDOR
R&B
* THE DON KILLUMINATI: THE 7 DAY THEORY 29
MAKAVELI ¢ DEATH ROW
* THE HOT 100 * 104#
A UN-BREAK MY HEART * TONI BRAXTON * LAFACE
ADULT CONTEMPORARY 99
& UN-BREAK MY HEART » TONI BRAXTON * LAFACE
ADULT TOP 40 99
4% DON'T SPEAK * NO DOUBT * TRAUMA
COUNTRY 38
% NOBODY KNOWS * KEVIN SHARP * ASYLUM |
DANCE / CLUB PLAY 35
#* BLUE SKIES * BT FEATURING TORI AMOS ¢ PERFECTO / KINETIC
DANCE /| MAXI-SINGLES SALES '35
* UN-BREAK MY HEART * TONI BRAXTON * LAFACE
LATIN
* ASI COMO TE CONOC! * MARCO ANTONIO SOLIS * FONOVISA |
R&B 3
% DON'T LET GO (LOVE) * EN VOGUE * EASTWEST
RAP 33

# COLD ROCK A PARTY * MC LYTE * EASTWEST

ROCK / MAINSTREAM ROCK TRACKS 101
* BLOW UP THE OUTSIDE WORLD * SOUNDGARDEN * AsM |

ROCK / MODERN ROCK TRACKS 101

* #1 CRUSH * GARBAGE * CAPITOL

* TOP VIDEO SALES ° 90
* INDEPENDENCE DAY * FOXVIDEQ

Scandal Hurts S. Korean Music Industry
Nation’s Largest Record Distributor Linked To Cult

B BY CHO YOON-JUNG

SEQOUL, South Korea—The prosperous
$500 million South Korean music market,
Asia’s largest after Japan, has been hit by
uncertainty and a slowdown in sales. It fol-
lows the public revelation last month that
Syn-nara, the country’s largest record dis-
tributor, with nearly a third of the market,
is owned and operated by a religious cult.

The news came to light in connection with
a murder investigation in which the leader
of the Aga Dong-san cult, an unnamed
woman, and other high officials within Syn-
nara were implicated.

Syn-nara is a major music retailer and
wholesaler, with eight sizable record stores
and a large wholesale center, accounting for
a countrywide wholesale market share of
about 30%. The company made a significant
impact upon the Korean industry when it
began aggressive price-cutting in late 1995,
reducing retail prices by 20%. It has been
alleged that Syn-nara was able to do this by
employing cult members who worked with-
out pay.

The firm’s immediate fate remains
unknown, as a case involving allegations of
slave labor, murder, and other charges
awaits deliberation in the courts. Represen-
tatives of Syn-nara could not be reached for
comment.

However, top international musie execu-
tives say that with Syn-nara’s operations
and future in doubt, they are already seeing
a drop in sales on a scale that corresponds
almost directly with Syn-nara’s market
share. Some companies are also said to be
suffering because of large unsettled
accounts with Syn-nara.

“It caused us immediate concern,” says
BMG Entertainment International Asia-
Pacifie senior VP Michael Smellie. “But
after some meetings, we now feel pretty
comfortable we're going to get paid. It was
more by good luck than anything else—it
went down before we’d shipped Kenny G
and so on. This is one instance where it was
good not to have anything really on the
charts.”

EMI Music Asia president Lachland
Rutherford asserts that “good luck and a
little skill” are the two factors that have left
his company all but unexposed, with a
“nominal” balance outstanding. He adds
that he had word the Korean government
on Jan. 13 announced plans to freeze, fore-
close, and liquidate at least some of Syn-
nara’s considerable assets in the coming

Reportedly, Syn-nara’s links with the Aga
Dong-san cult were common knowledge
within the record industry here. But this
aspect aside, the company is an important
player in the industry and commands
respect in its own right: Among other ven-
tures, Syn-nara also runs four record labels,
one of which, King, is a major supporter of
local rock acts.

While the world has lately seen Korea as
a place of violent political demonstrations
by student radicals and scenes of bitterly
entrenched labor disputes, the country is
also one of Asia’s most vibrant and success-
ful economies—and record markets. It has
well over $500 million in annual music sales
and steady annual growth. For foreign
record companies, access to that market to
develop Korean artists and to sell interna-
tional repertoire has been one of the
region’s more profitable and exciting devel-
opments of the decade.

Now, with the country’s largest distribu-
tor rocked by such scandal, there are ques-
tions. How will the market reshape itself
while Syn-naru is preoccupied? Will it be
good or bad for the market? Will someone
fill the void?

“T'm not sure,” says BMG’s Smellie. “It’s
something that will definitely have an
impact on the Korean market, but we’re
going to have to wait and see what that
impact will be.”

Says EMI’s Rutherford, “In the short
term, this is is obviously the biggest whole-
saler in Korea, so it’s a matter of concern.
That said, there is a measure of opportuni-
ty here, in that we are starting to deal with
one or two accounts direct. In terms of our
long-term distribution, it could be encour-
aging news.”

Assistance in preparing this story was pro-
vided by Geoff Burpee i Hong Kong.

@ BY JEFF CLARK-MEADS

LONDON—1In the increasingly heated dis-
pute between the U.K. and the European
continent’s mechanical collecting societies,
Europe’s competition authority has been
asked Lo investigate.

The company at the center of the row,
PolyGram International Music Publishing,
complained on Jan. 15 to the European
Commission’s antitrust body, DG4, about
what PolyGram Publishing says are unfair
practices by Scandinavian mechanical
rights society NCB and its French coun-
terpart, SDRM. PolyGram Publishing’s
complaint says that NCB and SDRM have
taken illegal sanctions against the compa-
ny in retaliation for its pivotal role in the
new and controversial system of direct dis-
tribution (Billboard, Jan. 18).

Under this system, the U.K.’s Mechani-
cal Copyright Protection Society (MCPS)
makes mechanicals payments directly to
publishers anywhere within the European
Union. This means that the local collecting
society in each territory is deprived of sig-
nificant amounts of business through lost
commissions.

EU Antitrust Body Asked
To Probe Royalty Dispute

MCPS is the only society within the EU
to offer such a service, and, while it is open
to ali its members, to date only PolyGram
Publishing has taken advantage of it. Poly-
Gram’s record arm has its pan-European
central license deal with MCPS, an agree-
ment that was concluded virtually simulta-
neously with the publishing arm adopting
direct distribution.

PolyGram Publishing’s complaint to the
commission, the governmental civil service
of the EU, is under Articles 8 and 86 of the
Treaty of Rome, one of the constitutional
documents of the union. Article 85 aims to
safeguard fair competition, and Article 86
legislates against abuse of a dominant mar-
ket postition.

PolyGram Publishing’s director of legal
and business affairs, Crispin Evans, says
NCB is the subject of the complaint
because, he argues, it has withheld rebates
due to PolyGram’s record arm. SDRM is
also cited because of its declared termina-
tion of the reciprocal-rights representation
deal it has with MCPS.

PolyGram group general counsel Richard
Constant says, “We do not want to do this.

(Continued on page 111)
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Music Biz Is Ignoring Vital Teen Mkt.

W BY JIMI LaLUMIA

In recent months, members of the
music industry have been subjected to
a variety of national newspaper think
pieces about the downfall of our busi-
ness—doomsday death knells placing
blame for the supposed crisis on a
wide variety of factors. While there is
no denying that there are problems,
the main reason for the erisis is much
more basic, and correctable: The
music industry has forgotten, or has
chosen to deviate from, some of the
fundamentals that made it so success-
ful in the first place.

At the end of the '70s, when we
faced a similar crisis, MTV saved the
day by giving a face to popular music.
This time, there is no new MTYV to
save the industry. This time, it’s a
case of “physician, heal thyself.”

The prescription must begin with a
renewed commitment to the singles
marketplace and, in tandem, to pre-
teen and early teen fans, who have
largely been forgotten.

Pop music—from Rudy Vallee and
Bing Crosby through Frank Sinatra,
Elvis Presley, the Beatles, etc.—has
always been teen-driven. As teens, we
all first bonded with our favorite icons
by hearing songs, buying singles,
watching them rise up the chart, and
feeling as though we were part of that
rise. Every time our favorite artist sat
atop the Hot 100, we felt as if we were
sitting there with them. The result:
Long-term bonding was forged
between artist and fan. To this day,
these artists still draw loyal crowds
and sell anthologies of tried-and-true
songs. In other words, these acts have
proved to have staying power.

How can this bonding, which is so

essential to the long-term health of
the music industry, occur in 1997,
when the “postcard” between artist
and young fan—the commercially
available single—hardly even exists
anymore? Teens nowadays are often
being told that they must purchase an

‘How can bonding, which is so
essential to the long-term health
of the music industry, occur
when the “postcard” between
artist and young fan—the com-
mercially available single—
hardly even exists anymore?’

Jimi LaLumia, former front man for *70s punk
rock outfit Jimi LaLumia & the Psychotic Frogs,
is the owner of the Record Connection in Lake
Ronkonkoma, N.Y.

entire album when they want to own
a song that captures their imagina-
tion. This is hardly the way to forge a
decades-spanning relationship.
Instead, kids denied access to a low-
price commercial single will view
artists as greedy (as well as wealthy)
and unworthy of their long-term loy-
alty. They also will (and do) tape the
songs they desire from the radio or
MTV and pass on copies of these
tapes to friends. This is the fault of no
one except the record labels that
choose not to make singles available
at retail. These labels have forgotten
that tangible, artwork-bearing com-
mercial singles (not radio dubs on
unmarked cassettes) are the basic
building blocks of long-term fan loy-

CHART SCENES & CHARTS SEEN
Thanks for being a publication that gives
serious space to a multitude of musical
styles. We at Black Music Vox are heartened
to see the front cover piece “U.K. Cultivates
Vibrant R&B Scene” (Billboard Report, Bill-
board, Dec. 21, 1996). There can be no doubt
that the U.S. and the major territories will

be hearing a lot of British R&B in '97.

Since Billboard has shown time and time
again that it’s a publication about change, 1
would like to make a suggestion regarding
your charts. There’s no doubt Billboard car-
ries the most comprehensive chart listings
worldwide. However, may I suggest that it
would be very useful for chart-heads and
researchers alike if, alongside the peak posi-
tion of the records that reached No. 1, you
could squeeze in the bracketed total weeks
at the peak. I appreciate that this informa-
tion is now provided alongside the current
chart-toppers, but since many No. 1s are
long-stayers in the charts, it would be help-
ful if their stay at the top is still listed long

after they’'ve dropped off the top.
Olly Fatodu
Chairman
Black Music Vox Ltd.
London

LETTERS ;

PACKAGING UTOPIA

In reply to Richie Kessler’s letter, head-
lined “Recycling Alternatives,” in the Dec.
28 issue, the recycling of plastic jewel
boxes vs. cardboard CD packaging is not
the point when it comes to what’s best for
the environment.

CD packaging is intended as permanent
storage, to hold the disc as long as the disc
itself lasts. The problem is that neither the
cardboard covers nor the extremely brit-
tle jewel boxes are permanent, and when
they do fall apart or crack, it is unlikely
that either will find its way into a recy-
cling bin. In fact, in our neck of the woods,
only corrugated cardboard and plastic
marked with the triangular recycling sym-
bol may be recycled.

A truly environmentally friendly CD
package would be a plastic jewel box made
up of 100% recycled materials sturdy
enough not to shatter when dropped or sat
on. In such a Utopia, there would be a
jewel box return plan for those who keep
their CDs in binders or use other alterna-
tive storage.

Samuel Reifler
Rhinebeck Records
Clinton Corners, N.Y.

alty. Cut off this vital first step and
the whole relationship founders.

Nurturing the teenage market must
go further than making more singles
available, however. We must also con-
sider the music. At some point in the
last few years, the music industry has
come to ignore the musical needs of
the 8- to 15-year-old market—and
particularly the very young female
sector.

Parents were happy to make Christ-
mas gifts of Elvis’ music in the ’50s,
the Beatles in the '60s, the Jacksons
and Osmonds in the '70s, and New
Kids On The Block in the '80s. Each of
those acts introduced the next gener-
ation of music buyers to the joys and
rituals of being a music fan—for life.
What can parents offer pre- and young
teens now? Gangsta rappers shooting
one another and alternative rockers
shooting themselves? I don’t think so.

The U.S. industry should take a
long, hard look at the U.K., where
Spice Girls, Boyzone, Backstreet Boys,
ete., offer an encouraging and thriv-
ing market for young music fans who
are not hard enough or cynical enough
to consume some of the more danger-
ous choices on the market.

To ignore this young audience, hun-
gry for pop music, is to run the risk
of losing it forever, thereby bringing
the industry to its knees in the next
10 years. Remember, everything does
not have to be “underground.” In fact,
an underground can thrive only when
there is a flourishing overground
(read “mainstream pop market”) for
it to react against.

Perhaps a strong dose of this think-
ing will mean that more of us in the
industry will be feeling better this
time next year.

BEYOND THE PALE

I just read your Global Music Pulse
review of our 30th anniversary (Bill-
board, Dec. 14, 1996), in which Emmanuel
Legrand thinks of us as being “a pale
copy of the original.” Being a faithful
reader, I cannot let such commentary
pass.

Rock & Folk will probably last as long
as the music will live, and Legrand forgot
to tell your readers that we had a birth-
day bash of our own by producing a TV
show for the French channel Canal Plus,
“30 Ans De Rock & De Folk.” Directed by
Nick Kent, the one-hour TV special got
record-breaking ratings; was specially
introduced by Mick Jagger, David Bowie,
and Patti Smith; and a bunch of French
rockers and writers participated. We are
still France’s No. 1 monthly rock mag.
Surely we must have done something
right all these years?

Philippe Manceuvre
Editor

Rock & Folk
Editions Lariviére
Paris
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