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BMG Rings Up Strong Results
On A Wide Variety Of Fronts

B BY DON JEFFREY $2.4 billion for the fiscal year ending
June 30, while profit increased 24%.

BMG North America’s revenue was

NEW YORK—At a time when some

music manufactur-
ers are reporting
sluggish results,
BMG Entertain-
ment turned in
an impressive per-
formance in the
past year, with
music revenue ris-
ing nearly 5% to a
record $4.4 billion.

And the compa-
ny’s domestic and
international units,

DORNEMANN

as well as many of ' .
its labels and oper-
ating companies,
posted significantly higher profits than
in the previous year.

BMG International had revenue of

ZELNICK

PolyGram Music Sales Up 9%
In First Half ... See Page 6

Disney Plans To Raise

Its Profile In Music Biz
_l BY CRAIG ROSEN

LOS ANGELES—Despite its lack of
success with Hollywood Records, the

]
1 The @M@%ﬁzp Company. |

|

Walt Disney Co. is committed to
becoming a major player in the music
(Continued on page 93)

A BILLBOARD SPOTLIGIT
SEE PAGE 45

$1.7 billion, and its
profit doubled. Pri-
vately held parent
Bertelsmann does
not disclose profits.
Total music rev-
enue was about $4.2
billion last year.

In a prepared
statement released
July 21, BMG
Entertainment
chairman/CEO
Michael Dorne-
mann said, “BMG’s
performance over
the past 10 years
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GASSNER

speaks for itself, and I'm confident that

(Continued on page 93)

H BY IRV LICHTMAN

NEW YORK—While the new 10-
year mechanical royalty agreement
recently reached between U.S. mu-

sic publishers —
and record labels
addresses many m ‘
of the same is- n

sues included in ’ a
the current pact, ‘
it also promises y

to tackle new is-

sues such as digital distribution as
the industry moves into the next mil-
lennium.

U.S. music publishers and record
companies settled on the new
mechanical royalty agreement for
the 10-year period beginning Jan. 1,
1998, after several months of negoti-

L

Mechanicals Pact Set
U.S. Deal Looks To Digital Future

ations (Billboard Bulletin, July 22).

At the National Music Publishers’
Assn. (NMPA) annual gathering,
held July 21 in New York, presi-
dent/CEO Ed Murphy said that a
written agreement “reflecting the
parties’ understanding is now being
prepared and will be submitted to the
U.S. Copyright Office for review.”

More good news came at the
NMPA meeting, where a relatively
upbeat global music publishing
financial picture was revealed (see
story, page 94).

The current mechanical rate
expires Dec. 31, ending a decade-old
rate structure, keyed at two-year
intervals to the Consumer Price
Index (CPI) and endorsed by the
now-defunct U.S. Copyright Royal-

(Continued on page 94)

RCA Expects Jai To Fill Mkt.
Niche With His Soulful Sound

B BY PAUL SEXTON

LONDON—As the search for the
next heavy-hitting pop singer/song-
writer continues, RCA is looking
west.

To the west of England, at
any rate, and Yeovil, to be
precise. It’s a town best
known in rock circles as the
home of Polly Jean Harvey
and also the birthplace of
Jai, a 23-year-old vocalist
and writer on whom the
label is pinning big hopes.

Jai is already two singles
into his career in the UK.,
where he is signed to Wired Record-
ings, owned by the independent M&G
Records, and published by M&G
Music. Outside the UK, M&G has a
worldwide distribution deal for most

JAL

of its output with BMG. Jai was
signed to M&G, which has a roster of
about half a dozen U K. acts, by head
of A&R Jack Steven.

Inthe U.S., Jai is slated to have his
debut album, “Heaven,”
released Oct. 14, to be pre-
ceded by the single “I
Believe,” which has a
planned multi-format
impact date of Aug. 18. The
evocative single glides into
action with a wash of guitar
that briefly recalls vintage
Peter Green before Jai’s
breathy vocal takes over.
Here and on other tracks,
like “I Need Love,” his gossamer lead
recalls the style of another respect-
ed, emerging British vocalist, Virgin
signing David McAlmont.

(Continued on page 91)

Dance Industry Muils
Progress, Challenges

B BY CHUCK TAYLOR

CHICAGO—The dance musie indus-
try has found its rhythm.

B!“bOOI’d Fourth Annual I
——

At the fourth annual Billboard Dance
Music Summit, held July 16-18 here,
500 clubland heavyweights heralded
the unity of the community with

(Continued on page 90)
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M2 REINVENTS THE ART OF MUSIC TV

In a finite world of familiar vehicles, conventional content, and
exhausted capacity, the provident mind ereates a new future by invent-
ing an empty vessel. M2: Music Television, the 24-hour free-form musi-
cal channel launched by MTV, will celebrate its first anniversary on
Friday (1), and even before it has secured a major cable agreement,
the largely satellite-distributed enterprise is arguably the best thing
to happen to popular music since the advent of the music video. Why?
Because its central premise is that there shouldn’t be one.

“The format is no format,” says M2 director of music programming
Darcy Sanders Fulmer with a gleeful laugh. “Today’s playlist may
make complete sense, and tomorrow’s programming day could seen to
make no sense at all—but either way, it’s deliberate.”

Fulmer, a former music director (1992-94) at KROQ Los Angeles
and programming director (1994-96) at VHI, explains that M2 was
designed trom the onset to be “unlike any music-based radio or TV
station you've ever heard or seen. When we started last summer, we
went through the MTV library and picked over 100 videos that were
underexposed, extremely cool either visually or musically, or had never
seemed to fit elsewhere. Since then, we have Monday meetings where
all labels can submit anything from any genre of music”—resulting in
the appearance of clips as eclectic as Canada’s Cape

seen how rejuvenating M2 can be for new projects, I'd be willing to bet
it’ll have a similar effect on various acts’ catalog sales.”

“We certainly hope to,” confirms Fulmer, who cites the Pretenders’
seldom-seen 1986 “Don’t Get Me Wrong” clip as a vintage video recent-
Iy added simply for its “great beat” and “narrative quality.”

Indeed, the “art-form aspects” of video are not shrugged off at M2,
where whole blocs of programming are devoted to directors who've
earned the staff’s admiration. M2 recently scheduled and then repeat-
ed a one-hour homage to the surreal beauty of music clips by French
director Michel Gondry, including those he devised for Bjork’s “Human
Behavior,” Daft Punk’s “Around The World,” Sheryl Crow’s “A Change
Would Do You Good,” Foo Fighters’ “Everlong,” Cibo Matto’s “Sugar
Water,” Lucas’ “Lucas With The Lid Off,” Massive Attack’s “Protec-
tion,” Lenny Kravitz’s “Believe,” Terence Trent D’Arby’s “She Kissed
Me,” and the 1995 “Stripped” rendition of the Rolling Stones’ “Like A
Rolling Stone.”

“We also think up these crazy themes,” notes Fulmer, “like a Blur vs.
Qasis hour, or this upcoming sequence of videos with scenes about dane-
ing on walls and ceilings.”

But the one thing M2 doesn’t do is explain everything. “In that

sense,” Fulmer cautions, “we’re less overt than any

Breton Island fiddler Ashley MacIsaac’s “Sleepy Mag-
gie,” runchera diva Nydia Rojas’ “La Numera Uno,”
activist hip-hop act Spearhead’s “U Can’t Sing R Song,”
and country comer Sherrié Austin’s “Lucky In Love.”

However, the playlists are just as likely to emerge
from the home-grown passions, internationalist pro-
clivities, and odd packaging whims of Fulmer and her
staff. “We insisted in December of *96 on doing the first
United States TV interview with Spice Girls,” says Ful-
mer, “because we’d been airing the pre-release
‘Wannabe’ clip since September, and we felt they were
gonna be so sick-huge in America.” M2 likewise acted
boldly to add early elips by the U.K.’s Sneaker Pimps,
Skunk Anansie, and REEF; France’s Daft Punk; and
Sweden’s Robyn, helping break her top 10 Hot 100 hit
“Do You Know (What It Takes)” and already adding
her next single, “Show Me Love.”

“We love Robyn, the way she sings, dresses—all of
it,” says Fulmer, “and we’ve had her on as a guest pro-
grammer for an hour of clips” (like Oran “Juice” Jones’
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TO MY EARS

i
by Timothy White

other music video vehicle, and we force viewers to fig-
ure stuff out for themselves.” The offhand intelligence
and abstract banter of M2’s three regular VJs (Dim-
itri Ehrlich, Jancee Dunn, and Matt Pinfield) are
ensured by an M2 policy of prohibiting them from
shooting retakes of any of their comments, interviews,
and wraparounds. The programming flow is meant to
have an intrinsically off-balance, searching mood in
which viewers inevitably share. Much like the polite
but unsolicitous guides in the famed high-hedged maze
on the grounds of England’s Hanipton Court Palace,
the nominal hosts of M2 will subtly redirect the befud-
dled, but they will not divulge any shorteuts through its
unique labyrinth.

As for the periodic promo and ID spots on M2,
they’re brief and more darkly oblique than their MTV
counterparts; one depicts someone trying to squeeze a
foot into the empty shoe he’s tied, while another shows
a ghost rising from an animated viewer who's just elec-
trocuted himself in the bathtub. M2’s obvious sirens

“The Rain” and Mary J. Blige’s “Not Gon’ Cry”).

“We're not afraid to focus on in-house favorites, and we want M2 to
have its own superstars, whether it’s Robyn, another cool RCA act
named Jai, or the Sneaker Pimps, Chantal Kreviazuk, and REEF”"—
the last being an Epic band whose clip for “Place Your Hands” was so
heavily supported by M2 that, in Fulmer’s words, “we helped it become
a Buzz Clip on MTV; we don’t mind helping warm up a video for our net-
work’s other channels.”

Record lahels are similarly responsive to the degree of aid M2 is pro-
viding both inside and outside their own organizations, a prime example
being the freshly raised profile of Almo Sounds group Lazlo Bane, whose
cover version of Men At Work’s “Overkill” was first embraced by M2.

As a result of two weeks of M2 airplay, sales of Lazlo Bane’s “11
Transistor” album, which was released in February, have suddenly
more than doubled, according to Almo Sounds GM Paul Kremen.
“Besides being a lot of fun to watch,” says Kremen, “M2 is an effec-
tive entity already, with very credible taste, since the industry knows
Darcy was at KROQ and understands modern rock. But when I saw
people were phoning radio stations with requests based on M2 play, it
blew my mind. Kids began calling the I'lash, San Diego’s XHRM, and
as a result, they’ve started rotating ‘Overkill.” Thanks to M2, we've
moved up the date we're sending the track to radio to Aug. 19. Having
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may be the unexpected video experiences and its fore-
tokening promo finesse, but the underlying lure of the channel is its
element of surprise. “I get 700 E-mail messages a week,” says Fulmer,
“most of them viewer requests, guesses about our programming’s hid-
den meaning, plus thank-yous.”

Certainly, performers this writer spoke with seemed appreciative.
“T was amazed and grateful to see my video for ‘Four Leaf Clover’ on
M2 in Austin [Texas] one Sunday,” says Arista/Austin artist Abra
Moore. “Not everybody at their level in TV or media looks for new
faces.”

“T was thrilled when M2 went out on a limb and added my video for
‘Breed,” ” adds Mercury singer/songwriter Lauren Christy, whose
album of the same name hit stores July 22. “It’s wonderful something
as cutting-edge as M2 is committed to early support of artists. I just
need to get a home mini-dish so I can see my own mug on M2!”

M2’s ultimate goal is to include local music video feeds from around
the country each broadcast day—a plan that will be implentented after
it closes cable distribution deals under negotiation. Meanwhile, M2
reaches 6.4 million households through U.S, Satellite Broadcasting and
Echostar’s DISH Network and has gone online with an Intel Intercast
link. Those who haven’t seen it via their PCs or mini-dishes are miss-
ing something dramatic that merits encouragement.

BILLBOARD =
COMMENTARY 4 MERCHANTS & MARKETING 65
Retail Track 68
ARTIST§ L 2 Declarations Of Independents 69
Executive Turntable 10 Child’s Play 72
The Beat 12 Home Video 73
Boxscore 14 Shelf Talk 76
The Reel Thing 15
Popular Uprisings 16 REVIEWS & PREVIEWS 78
R&B 27 PROGRAMMING 84
Dance Trax 33 AirWaves 86
‘Country 35 The Modern Age 87
Jazz/Blue Notes 39 Music Video 88
Latin Notas 40
Higher Ground 43 FEATURE§ . l
In The Spirit a4 Update/Llfellnes . 83
Classi . Hot 100 Singles Spotlight 97
assical/Keeping Score 55 Between The Bullets 100
S 5 Market Watch 102
Songwriters & Publishers 58
INTERNATIONAL 59  CLASSIFIED 81
Hits Of The World 62 REAL ESTATE 83
Global Music Pulse 63
Canada 64 HOMEFRONT 102

BILLBOARD AUGUST 2, 1997

www americanradiohistorvy com


www.americanradiohistory.com

Billooard

Editor in Chief: TIMOTHY WHITE

B EDITORIAL
Managing Editor: SUSAN NUNZIATA
Deputy Editor: irv Lichtman
News Editor: Marilyn A. Gillen
Director of Special Issues: Gene Sculatti; Dalet Brady, Associate Director;
Porter Hall, Special Issues Coordinator
Bureau Chiefs: Craig Rosen (L.A.), Chet Flippo (Nashville},
Bill Holland (Washington), John Lannert (Caribbean and Latin America)
Art Director: Jeff Nisbet; Assistant: Raymond Carlson
Copy Chief: Bruce Janicke
Copy Editors: Tammy La Gorce, Elizabeth Renaud, Carl Rosen
Senior Editors: Melinda Newman, Talent (N.Y.), Ed Christman, Retail (N.Y.)
Senior Writers: Chris Morris (L.A.), Bradley Bambarger (N.Y.)
R&B Music: J.R. Reynolds, Editor (L.A.)
Country Music/Nashville: Deborah Evans Price, Associate Editor
Dance Music: Larry Flick, Editor (N.Y.)
Pro Audio/Technology: Paul Verna, Editor (N.Y.}
Merchants & Marketing: Don Jeffrey, Editor (N.Y.)
Home Video: Seth Goldstein, Editor (N.Y.), Eileen Fitzpatrick, Associate Ed. (L.A.)
Radio: Chuck Taylor, Editor (N.Y.)
Music Video/Enter*Active: Brett Atwood, Editor (L.A.}
Heatseekers Features Editor: Doug Reece (L.A.}
Staff Reporter: Shawnee Smith (N.Y.)
Edltonal Assnstant Glna van der Vliet (L.A.)
ative/Research A Dylan Siegler (N.Y.}
Speual Correspondent: Jim Bessman
Contributers: Catherine Applefeld Olson, Fred Bronson,
Lisa Collins, Larry LeBlanc, Jim Macnie, Moira McCormick,
David Nathan, Havelock Nelson, Phyllis Stark, Heidi Waleson

International Editer in Chief: ADAM WHITE
International Deputy Editor: Thom Duffy
International Music Editor: Dominic Pride
International News Editor: Jeff Clark-Meads
International Associate Editor: Mark Solomons
German Bureau Chief: Wolfgang Spahr

Japan Bureau Chief: Steve McClure

Far East Bureau Chief: Geoff Burpee
Contributing Editor: Paul Sexton

Il CHARTS & RESEARCH

Director of Charts: GEOFF MAYFIELD

Chart Managers: Anthony Colombo (Mainstream Rock/New Age/

World Music), Ricardo Companioni (Dance), Datu Faison (Hot R&B
Singles/Top R&B AIbumS/Rap/GospeI/Reggae) Steven Graybow (Adult Con-
temporary/Adult Top 40/Jazz/Blues/Studio Action), Wade Jessen (Country/
Contemporary Christian}, John Lannert (Latin), Mark Marone (Modern Rock),
Geoff Mayfield (Billboard 200/Heatseekers/Catalog) Theda Sandiford-Waller
(Hot 100 Singles), Marc Zubatkin (Video/Classical/Kid Audio)

Chart Production Manager: Michael Cusson

Assistant Chart Production Manager: Alex Vitoulis

Archive Research Supervisor: Silvio Pietroluongo

Administrative Assistants: Joe Berinato (N.Y.), Jan Marie Perry (L.A.),

Mary DeCroce (Nashville)

W SALES

Associate Publisher/U.S.: JIM BELOFF

National Advertising Manager Video/Interactive: Jodie Francisco
New York: Kara DioGuardi, Pat Jennings, Ken Piotrowski
Nashville: Lee Ann Photoglo

L.A.: Jill Carrigan, Dan Dodd, Lezle Stein

Advertising Coordinators: Evelyn Aszodi, Erica Bengtson
Advertising Assistants: Hollie Adams, Todd Maycher

Classified (N.Y.): Jeff Serrette

Associate Publisher/Intl.: GENE SMITH

Europe: Christine Chinetti, lan Remmer 44-171-323-6686
Asia-Pacific: Steve Leece, 65-338-2774 (Singapore);
Ronan Gardiner, 852-2527-3525 (Hong Kong)
Australia: Amanda Guest, 613-9824-8260

Japan: Aki Kaneko, 213-650-3171

Milan: Lidia Bonguardo, 39+(0)362 +54.44.24

Paris: Francois Millet, 33-1-4549-2933

Latin America/Miami: Angela Rodriguez, 305-441-7976
Mexico/West Coast Latin: Daisy Ducret 213-525-2307
Jamaica: Marcia Frith-Kohler 876-974-1245

B MARKETING

Director of Marketing: ELISSA TOMASETT}

Marketing Manager: Gayle Lashin

Promotion Coordinator: Phyllis Demo

Senior Designer: Melissa Subatch

Special Events Director: Maureen Ryan

Publicist/Special Events: Michele Jacangelo Quigley
Circulation Director: Jeanne Jamin

European Clrculatlon Manager Sue Dowman (London)

T /Cir ion: Adam Waldman

Group Sales Manager Jeff Somerstem

Cir A Manager: Trish Daly Louw
Circulation Sales Manager: Michael Slsto

Il PRODUCTION
Director: MARIE R. GOMBERT
Advertising Production Manager: John Wallace
Associate Advertising Production Manager: Lydia Mikulko
Advertising Production Coordinator: Cindee Weiss
Editorial Production Manager: Terrence C. Sanders
Associate Editorial Production Manager: Drew Wheeler
Speclals Productmn Editor: Marcia Repinski

Is Production Editor: Marc Giaquinto
Systems/'rechnulogy Supervisor: Barry Bishin
Composition Techmclans Susan Chicola, Maria Manliclic, Anthony T. Stallings
Di ies Pri : Len Durham
Classified Production Assistant: Gene Williams
Il ADMINISTRATION
Distribution Director: Edward Skiba
Online Sales Manager: Sam D. Bell
Web Site Designer: David Wertheimer
Billing: Debbie Liptzer
Assistant to the Publisher: Susan Mazo
PRESIDENT & PUBLISHER: HOWARD LANDER

Il BILLBOARD OFFICES:

New York Washington, D.C. Nashville
1515 Broadway 733 15th St. N.W. 49 Music Square W.
N.Y,, NY 10036 Wash., D.C. 20005 Nashville, TN 37203

615-321-4290
fax 615-320-0454

212-764-7300
edit fax 212-536-5358
sales fax 212-536-5055

202-783-3282
fax 202-737-3833

London
3rd Floor
23 Ridgmount St.

Tokyo

10th Fioor No. 103
Sogo-Hirakawacho Bldg., 4-12
Hirakawacho 1-chome,
Chiyoda-ku, Tokyo 102, Japan
3-3262-7246

fax 3-3262-7247

M BILLBOARD ONLINE: http://www.billboard.com
212-536-1402, sbell@billboard.com

Los Angeles
5055 Wilshire Bivd.
Los Angeles, CA 90036  London WC1E 7AH
213-525-2300 44-171-323-6686
fax 213-525-2394/2395  fax: 44-171-323-2314/2316

Commentar

Industry Stands To Gain By Supporting DVD

B BY SUE SIMONE

This year marks a strategic opportunity for
the music industry to assist in and profit from
the universal commitment to DVD technolo-
gy. If we capitalize on lessons learned during
the successful introduction of CD technology,
this can be the first of many years of rising
new profits. Entertainment companies are
poised to surpass the unparalleled success of
this multimedia format revolution by agree-
ing to implement the same proven strategy of
coordinated universal commitment to DVD
technology.

For example, DVD players and DVD-ROM
drives feature the ability to play standard
CDs, which provides immediate benefits for
the music industry. These benefits include new
markets to which to sell CDs, while assisting
consumer confidence in the viability and value
of DVD technology. The successful adoption
and proliferation of DVD technology can
potentially dwarf the profits enjoyed by CD
and VHS.

Furthermore, the incredible potential of
DVD sales has induced many companies to
confidently invest in a replication industry
that already has a manufacturing capacity of
more than 2.6 billion units in the U.S. alone.
This despite the fact that CD manufacturing
capacity currently exceeds demand.

While music industry observers often blame
tight consumer budgets for low music sales,
computer software, video games, and prere-
corded videocassette sales are growing at all-
time highs. It’s time for the music industry to
explore these new channels in order to tap into
some of the dollars that the computer and
video industries are enjoying.

To illustrate, DVD players hold the key to
capturing consumer interest in shortform and
longform music concert videos, a goal that has
eluded the VHS marketplace. In addition to
its extraordinary visual capability, DVD fea-
tures the compelling benefit of Dolby Digital
multichannel scund, which can already be ex-
perienced on titles from the likes of Eric Clap-
ton and Tony Bennett. It also offers the con-

CLASSIC DISAGREEMENTS

Compliments to Wayne Wadhams for his
thoughtful essay on how to address the
malaise in the classical recording business
(“Classical Must Stop Living In The Past,”
Commentary, Billboard, July 12). Wadhams
does not propose pandering to the lowest com-
mon denominator of musical taste in order to
raise classical music’s market share—a solu-
tion that, with its offerings of “Angels,” “Ada-
gios,” and new age sanitizations, demeans the
art of classical music.

However, the answer lies not in the rehash-
ing—through the recording of transerip-
tions—of war horses and the war horse com-
posers, as Wadhams suggests, but in the
enrichment of the repertoire. The means for
exciting the classical aficionado lies ready-to-
hand in the multitude of beautiful and “acces-
sible” works by such relatively unknown com-
posers as (just off the top of my head)
Korngold, Suk, Fuchs, Novak, and Zelenka.

Although such “minor” composers already
are fairly well represented in the Schwann
catalog—mostly by subsidized import

sumer-friendly ability to skip and program
music selections just like CDs—a benefit that
has been lacking in current music video tech-
nology.

According to SounData, more than 65% of
music consumers own personal computers,
and most of those own, or plan to own, CD-
ROM and/or DVD-ROM drives. A recent sur-
vey by the Consumer Electronics Manufac-
turers Assn., moreover, shows that many
consumers are looking for “converged” prod-
ucts that combine TV and computer functions.
Record labels are addressing this consumer

‘The DVD format
mandates a
focused market-
ing message,
such as the
coordinated
efforts put forth
in introducing
the CD’

Sue Simone is president
of Myriad Entertainment,
a custom CD-ROM,
enhanced CD, and DVD
design, production, and
consulting firm.

interest with enhanced CDs that combine a
full album of music, graphics, and videos along
with a direct linking capability to the contin-
uously updateable Internet. DVD players are
the ideal convergence product to expand these
multifunction products.

But to be truly successful in this venture,
this new format also mandates a focused mar-
keting message, such as the coordinated
efforts put forth by the hardware and soft-
ware consortium called the Compact Disc
Group. This organization, of which I had the
pleasure of being a member, successfully
focused on introducing and supporting a sin-
gle universal standard for the distribution of

CD music products. This unparalleled effort
set the stage for the most successful intro-
duction of a consumer electronics product in
history. This kind of joint effort can also pro-
vide the road map for the success of DVD. The
obsequious audio CD format can also help gain
consumer confidence in the DVD format, since
all DVD players and DVD-ROM drives sup-
port standard CDs.

Of course, care must also be taken to avoid
consumer alienation with new media formats
that can supersede recent investments. This
is becoming a standard complaint by comput-
er buyers and early adopters of new audio for-
mats like DCC and MiniDise.

Although the Internet is proving to be an
invaluable resource for the music industry,
even hype about the possible future of “free
music on the Internet” can cause consumer
hesitation with current media purchases.
Therefore, the continued delay by some major
studios to embrace the DVD format, coupled
with the potential confusion being created by
hybrid DVDs, such as the introduction of addi-
tional excellent special sound formats such as
DTS, which is not currently supported by stan-
dard DVD players without purchasing extra
components, may do more harm than good to
the industry at this particular point in time.

History has shown two principles must be
in place to ensure the profitable introduction
of mass-market entertainment produets: 1) a
universal format, embraced by all major con-
tent providers and hardware producers; 2) a
business model that allows for suitable profits
at high-volume sales with reasonably low
prices per unit (instead of low-volume sales at
high prices per unit). Failure to offer con-
sumer software at accessible price points may
therefore cripple the growth of the industry.

By taking advantage of the tremendous
benefits that the DVD format can offer, 1997
can be the year that we actually capitalize on
the lessons of the past, allowing the music
industry to profit and grow. Let’s agree to
unite and successfully chart the course of this
new digital wave into the next millennium and
beyond.

__LETTERS R

cal broadeasters, and Sunday arts supplement
pundits could provide the spark that would
expand the classical universe a hundred-fold.
I collect, as well as sell, classical musie, and
what usually induces me to bring something
home from the shop is not hearing a new per-
formance of a piece I already know, but hear-
ing a work that moves me that I have never
heard before.
Samuel Reifler
Rhinebeck Records
Rhinebeck, N.Y.

ELVIS STILL TOO INSURGENT?

While this year’s inductees into the Coun-
try Music Hall of Fame—Brenda Lee, Har-
lan Howard, and Cindy Walker—are all wor-
thy, it’s sad that on the 20th anniversary of
Elvis Presley’s death, the Country Hall vot-
ing bloc has once again overlooked the King.
Isn’t it enough that Elvis’ image and artifacts
are on display (and for sale) at the Hall Muse-
um? And that his influence continues to reign
in the country music community?

Nashville never understood Elvis. So here’s

ber of the Country Hall. If they still don’t

understand that, yes, Elvis was as much coun-
try as rock’n’roll, then we’ll call it a day.

Thomas C. Lane

Marina, Calif.

WEBB & TAMMY TOO ALTERNATIVE?

Congratulations to Wade Jessen and his
Country Corner column in the July 19 issue of
Billboard! There is no doubt that Webb Pierce
belongs in the Country Music Hall of Fame.
His accomplishments stand far and above
many already enshrined members.

Speaking of injustices, when will Tammy
Wynette be elected? I am a fan of Brenda
Lee, but her country music contributions/
achievements pale in the shadow of Wynette.
I believe it is time for the [Country Music
Assn.] to rethink how it elects members to the
Hall of Fame.

Let’s hope that 1998 sees both Pierce and
Wynette honored with a place in the Country
Music Hall of Fame; without their stellar
careers, country music would have far less
prestige.

N labels—a combined effort by not only the a suggestion for RCA: Send a copy of “The Bill Woodruff
——— —  PRESIDENT: HOWARD LANDER jor Iz formers, classi- ete ions” to each votin s idence
—— | Counsel: Georgina Crallis major labels, but concert per , cla Complete Sun Sess to each g mem North Providence, R.I.
_— Vice Presidents: Karen Oertley, Adam White
gmﬁi:::ﬁ%mgﬂ::;ﬁen Schiager Articles and letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of Billboard or its management.
Bhord Musc GrouP ’ Letters should be submitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Marilyn A. Gillen, Billboard, 1515 Broadway, New York, N.Y. 10036
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TCl/Box Merger To Yield 4
New Music Vid Channels

B BY BRETT ATWOOD

LOS ANGELES—TCI Music’s acqui-
sition of the Box Worldwide offers a
glimmer of hope to labels that have been

frustrated by the

'|' (7] E lack of outlets
screening music
videos (Billboard

‘ Bulletin, July 23).
The Box will now be

MUSIC TELEVISION expanded to include

YOUCONTROL four  additional

genre-specific chan-
nels, which will debut this fall as part of
the new service—tentatively called the
Big Box—providing additional avenues
to reach consumers.

Though the new genre-specific for-
mats have not been announced, it is
likely that the additional 24-hour ser-
vices will consist of pop/rock, R&B,

Polish Artists,
Labels Offering
Flood Relief Aid

H BY DOMINIC PRIDE

Polish artists, labels, and media have
reacted quickly to the country’s cata-
strophie floods, organizing a 12-hour
benefit concert and releasing a fund-
raising album and single.

Persistent torrential rain in central
Europe has produced the worst flood-
ing in the region in more than 50 years.
The high waters have claimed more
than 100 lives and have left tens of
thousands homeless. The worst affect-
ed areas are southern and western
Poland and the Czech Republic, while
eastern Germany is bracing itself for
the waters of the river Oder, which
forms the Polish/German border, to
break its banks.

In Poland, where 26 out of 49 of the
nation’s counties have been affected by
the floods and 60 lives have been lost,
Sony Music has assembled an 18-track
compilation, “Wznies Serce” (Raise
Your Heart), featuring gold- and plat-
inum-selling artists from Sony and
local indies Kamilling and Orea, as well
as BMG, EMI, PolyGram, and Warn-
er Musie, all of which have Polish com-
panies. Among the acts taking part are
Manaam, Robert Janson, Irena Santor,
Urszula, and Ryszard Rynkowski.

All artists are donating royalties,
and record companies are forgoing
their licensing fees for tracks used; CD
and cassette manufacturers and print
suppliers delivered materials at cost.

(Continued on page 100)

country, and Latin. The Box is already
offering these customized formats in
some markets that carry its musie
video service.

The Box Worldwide signed a letter
of intent to merge with TCI Music July
22. The multiplex music video service
is expected to debut in the fall on as
many as 90% of Tele-Communications
Ine.’s (TCI) cable systems. TCI, which
is the nation’s largest cable operator,
reaching more than 12 million house-
holds, owns a controlling interest in
TCI Musie.

(Continued on page 92)

PolyGram Reaps Gains From Restructuring

B BY JEFF CLARK-MEADS

LONDON—PolyGram’s resurgence as
a revitalized, slimmed-down record
company is being contrasted by the
company’s management with continu-
ing—though expected—Ilosses at the
sister film company.

A combination of success with estab-
lished and new talent and favorable
currency movement is helping the rec-
ord operation build on the foundations
of its global restructuring, while the
movie arm has yet to break even.

PolyGram’s figures for the first six
months of the year were announced

Classic Eroica. Classic chamber ensemble Eroica Trio recently inked a record-
ing deal with EMI Classics. Pianist Erika Nickrenz, violinist Adela Péna, and cel-
list Sara Sant’Ambrogio recently completed their run on Carnegie Hall's interna-
tional “Distinctive Debut” series. Celebrating the deal, from left, are Steve
Murphy, president, EMI Classics (U.S.); Nickrenz; Péna; Sant’Ambrogio; and
Bernice Mitchell, senior director, EMI Classics (U.S.).

PopKomm Hosts Gov’t Leaders

German Event A Forum For Music Execs

LONDON—The music industry will be
able to press its claims for new copy-
right legislation relevant to the digital
age when executives and politicians
come face to face at the PopKomm
trade fair in Germany in August.
PopKomm organizers say they have
responded to a clamor from the music

POP

THE FAIR FOR
POP MUSIC AND
ENTERTAINMENT

business for access to policy makers by
inviting to the show a number of senior
German figures—including the man
set to challenge for the leadership of
the country—along with representa-
tives of the World Intellectual Proper-
ty Organization (WIPO).

SAVAGE SUIT AGAINST BOWIE DISMISSED

B BY MELINDA NEWMAN

NEW YORK—A New York State
Supreme Court judge has dismissed a
December 1995 breach-of-contract suit
filed by Savage Records against David
Bowie and his management company,
Isolar. However, the judge ruled that
Savage can continue to pursue four of
the seven charges against BMG alleged
in the same suit.

The $100 million suit charged the
artist and BMG with conspiring to put
Savage’s U.S. company out of business
(Billboard, Jan. 13, 1996). Its U.S. oper-
ation went bankrupt in 1993.

In a decision filed July 14, 1997,
Judge Charles Edward Ramos wrote
that “allegations of Bowie’s involve-
ment in an alleged scheme are conclu-
sory and cannot withstand the motion
to dismiss.”

Attorney Paul LiCalsi, who repre-
sented Bowie, says, “Savage’s assertion
of fraud and conspiracy charges
against David was just an abusive
attempt to get marquee value for this
case. We're delighted with the outcome
of this motion.”

However, Steven Shore, Savage’s
attorney, says it's not over yet. “With

(Continued on page 91)

PopKomm takes place Aug. 14-16 in
the Cologne Congress Center and will
be opened by Wolfgang Clement, eco-
nomics and technology minister for the
state of North Rhine-Westphalia, who
will also take part in a discussion panel
the evening of Aug. 14 alongside Ger-
hard Schroeder, senior minister of the
state of Niedersachsen and the man set
to challenge Helmut Kohl for the Ger-
man chancellorship in next year’s elec-
tions.

Other politicians taking part in pan-
els will be member of parliament and
FDP Party General Secretary Guido
Westerwelle and member of parlia-
ment Christian Wulff.

Uli Grossmaas, managing director of
organizer Musik Komm, says this
year’s PopKomm will see “more politi-
cians present than ever before.”

He adds, “The industry here has told
us that they need a better connection
and better communication with the
politicians because new laws have
become so important in the context of
music online. They need to bring their
concerns and fears to politicians, and
they will do that at PopKomm.”

Thomas Stein, chairman of German
record industry association BPW and
president of BMG Entertainment
International in the German-speaking
territories, comments, “It is high time
that politicians in Germany recognized
the importance of pop music culture
and its representatives.”

A link between politicians and pop
culture at PopKomm would not be just
a one-way street, Stein contends.
“Young people have abandoned

(Continued on page 31)

here July 22 (Billboard Bulletin, July
23), and in an accompanying letter,
president/CEO Alain Levy notes that
music sales grew by 9% to $2.03 billion
and argues that “it is important to
examine the music and film activities
separately.”

The film division
had losses up from
$19 million in the
first half of last
year to $47 million
in the first six
months of 1997 on
revenue down from
$351 million to
$303.6  million.
Levy's letter states, though, that the
film company’s release schedule is
heavily skewed toward the second half
of the year.

In music, Levy says, pop sales were
up 10% to $1.54 billion, with the best-

LEVY

Rising Movie Arm Losses Dampen Music Revenue Gains

selling album in the period being U2’s
“Pop,” which topped 5 million units.
Overall, nine albums sold more than
1 million units in the first half, accord-
ing to the company. Levy comments,
“This compares with 15 for the first six
months of 1996, when we released a
greater number of superstar albums.

PolyGram

Total unit sales for the top five albums
in the first half of 1997, however, were
15 million as compared with 13 million

for the same period last year.”
Among the leading albums in the
first half of 1997 were Hanson’s “Mid-
dle Of Nowhere” and Jon Bon Jovi’s
“Destination Anywhere,” which sold 3
(Continued on page 97)

Atlantic, Prodigy Joining
Forces For ECD Promotion

LOS ANGELES—Atlantic Records
and Prodigy Internet are teaming
for an ambitious eross-promotion
involving the distribution of more
than 400,000 free Internet-connected
enhanced CD (ECD) discs through
music and computer software retail
channels.

The co-branded “Fan-demonium”
ECD features new singles from five
emerging Atlantic aects: Edwin
McCain, the Gathering Field, the Bot-
tle Rockets, Treehouse, and Wide
Mouth Mason. Each dise also contains
Prodigy Internet software and one
month’s free access to the online ser-
vice. Participating retailers in the pro-
motion, which begins in early August,
include HMV and Best Data.

Once installed, the software directs
users to the Fan-demonium World
Wide Web site at http:/pages.prodi-
gy.net/fandem. The site contains a con-
test that challenges music fans to cre-
ate their own fan site for the acts
contained on the sampler disec. Web vis-
itors are encouraged to use pre-exist-
ing audio samples, artist graphics, and

other label-created assets that are
housed at the site for use in the cre-
ation of their grass-roots Web sites.

Atlantic’s move to encourage devel-
opment of fan-based Web sites comes
only weeks after the management of
Britpop sensation Oasis cracked down
on unauthorized use of copyrighted
material on fan sites.

“One of the most popular music
activities on the Web is visiting fan-cre-
ated Web sites,” says Sandy Smallens,
Prodigy’s VP of lifestyles, entertain-
ment, and music. “This is emerging as
a significant way for fans to discover
new music.”

The contest, which awards prizes to
the most original and creative fan-cre-
ated Web sites, is an expansion of
Prodigy’s exclusive music feature, also
known as Fan-demonium, which regu-
larly directs Web surfers to the best
fan-created sites on the Internet.

Prodigy is using the promotion to
draw attention to its original music
content, which is accessible only to sub-
seribers of the service. The service’s

(Continued on page 92)

NRA Fee Hearing Inconclusive
House Hopes For Marketplace Solution

H BY BILL HOLLAND

WASHINGTON, D.C.—Demands by
the National Restaurant Assn. (NRA)
to cease paying “background music”
licensing fees to performing right soci-
eties may not be addressed by a leg-
islative fix if comments from members
of the House Intellectual Property
Subcommittee at a July 17 hearing
here are any indication.

At the outset of the morninglong
hearing, the first in this Congress,
Howard Coble, R-N.C., subcommittee
chairman, said he’d prefer to take the
restaurant group and the performing
right societies “to the woodshed and let
’em fight it out.”

Comments by Democratic members,
including Reps. Howard Berman, D-
Calif., and William Delahunt, D-Conn.,
also indicated a resistance to exempt-
ing NRA members from licensing fees.

Coble added that because he and
other subcommittee members have

“friends” on both sides, “I don’t want
to have to deal with this [issuel, but
unfortunately we have to.” Insiders
interpreted the comment as yet anoth-
er signal that Congress wants a mar-
ketplace solution to the longstanding
licensing controversy.

Recently, Sen. Orrin Hatch, R-Utah,
told Billboard that he planned to try to
convince the NRA to take the fight off
Capitol Hill and instead negotiate a pri-
vate compromise agreement. Licens-
ing exemption bills for the NRA and
religious broadeasters are holding up
other pending legislation (Billboard,
June 14). Similar fee-exemption bills
failed to muster enough subcommittee
votes to pass in the last Congress.

Panelists on both sides of the issue
testified at the hearing. Singer/song-
writer Mac Davis said that most mom-
and-pop restaurants would already be
exempt under the recent agreement
between the societies and members of

(Continued on page 100)

6

www americanradiohistorv com

BILLBOARD AUGUST 2, 1997


www.americanradiohistory.com

Der Medienpreis von VIVA

15. August 1997, 20 Uhr (Einlaff 19 Uhr), Kolner Akropolis, Girlitzweg 30, 50829 Koln

\ /A / \
;
—te

A\ .
m@ In Zusammenarbeit mit der musik homm.



www.americanradiohistory.com

WRREESEE D

Worldwide Specials_

and DIRECTORIES

(XTTEN LT CIHINY=T 1 o -1y @) Ad Close: September D
Amanda Guest - 613-9824-8260 "

IEECN ET M A - g KD Ad Close: August 19)
Gene Smith - 212-536-5001 |

M1y INTERNATIONAL ARDUND THE lllﬂﬁlﬂ)

(CCITCRET IR -Tel Gl -1 K Ad Close: August 19)
lan Remmer - 44-171-323-€686

" MPD 40TH & AMERIC DISC 10TH ANMIVERSARIES )

TN ET IS Gl I Ad Close: August 12)
Francois Millet - 331-4549-2933

1997 Radio Powerbools

e e eE Yy 1 Close: August 6 )

(ele]' 17 Yo3 A New York 212-536-5034  Los Angeles 213-525-2308
Nashville 615-321-4287

v . wwWwW americanradiohistorvy com

Place your
ad today!

EAST/CANADA
212-536-5004 - PH
£12-536-5055 - FAX
PAT ROD JENNINGS
KARA DIOGUARDI

WEST/MIDWEST
213-525-2307 - PH
213-525-2394/5 - FAX
JODIE FRANCISCO
LEZLE STEIN

JILL CARRIGAN

SOUTHEAST
615-321-4294 - PH
615-320-0454 - FAX
LEE ANN PHOTOGLO

FLORIDA/LATIN AMERICA
325-441-7976 - PH

- 3J15-441-7689- FAX

ANGELA RODRIGUEZ

UK/EUROPE
44-171-323-6686 - PH
44-171-323-2314 - FAX
CARISTINE CHINETTI
IAN REMMER

ASIA PACIFIC
Singapore: 65-338-2774
Hong Kong: 852-2527-3525
CLINCH-LEECE

AJSTRALIA
613-9824-8260 -

613-9824-8263 -

AMANDA GUEST

FRANCE

331-4549-2933 -
331-4222-0366 -
FRANCOIS MILLET

WEST COAST LATIN/
TEXAS-MEXICO

213-782-6250

DAISY DUCRET

ITALY

39+(0)362+54.44.24 - PH
39+(0)362+54.44.35 - FAX
LIDIA BONGUARDO

JAPAN

2N3-650=3171 = 'PH
27°3-650-3172 - FAX
AXI KANEKO


www.americanradiohistory.com

+ COUNTRY -

Jamiroguai Leads Vid Award Nominations
Beck, Nine Inch Nails Also Get Multiple Nods From MTV

B BY GINA VAN DER VLIET

LOS ANGELES—Expect British
funk/pop group Jamiroquai to reap
rewards at retail, as the group’s U.S.
breakthrough clip “Virtual Insanity”
danced past several veteran acts to
score 10 nominations for the 1997
MTYV Video Musie
Awards.

The Work Group/
Sony act’s innova-
tive eclip, which
was directed by
Jonathan Glazer,
leads the list of
nominees, with
nods in such cate-
gories as best video,
breakthrough video, best direction, best
choreography, and best special effects.

The song is featured on the band’s
third album, “Traveling Without Mov-
ing,” which is No. 99 this issue on The
Billboard 200 and has sold more than
400,000 copies, according to Sound-
Scan.

Vince Szydlowski, music product
manager at Virgin Megastore U.S.A.,
says the publicity created by the award
show should boost sales of “Traveling.”

“We consider the group to be one of
our heritage acts,” Szydlowski says,
“and we're very happy to see they are

BECK

getting the exposure they deserve.”
Szydlowski points out that the act was
featured in Virgin’s On the Tip cam-
paign, designed for up-and-coming
artists. The chain also featured the
album in listening stations and with
prominent in-store positioning and sale
pricing. “I expect the album to be a
= strong seller
1 through the end of
| the year,” he adds.

Other leading
nominees included
Beck, with nods in
seven categories,
while Nine Inch Nails is up for five
awards. Last year’s big winners, the
Smashing Pumpkins, received four
award nominations, as did the Wall-
flowers and “Men In Black” rapper-
turned-film star Will Smith.

In the best video category, Jamiro-
quai competes with Beck’s “The New
Pollution,” Jewel’s “You Were Meant
For Me,” Nine Inch Nails’ “The Per-
fect Drug,” and No Doubt’s “Don’t
Speak.”

Other multiple award nominees
include Missy “Misdemeanor” Elliott,
Meredith Brooks, eels, Prodigy, Daft
Punk, Marilyn Manson, R. Kelly, Baby-
face, and Erykah Badu.

Interscope Records and its affiliat-
ed labels racked up 18 nominations,

WUSIC TELEVESION"

B BY ELENA OUMANO

If no single tune on reggae DJ
(rapper) Shaggy’s third album leaps
out and screams “yes!”—as did “Oh
Carolina” from his 1993 debut set,
“Pure Pleasure,” or title cut “Boom-
bastic” from 1995’s Grammy-winning
album—that’s because most of the 12
tracks on “Midnite Lover” demon-
strate that level of pop dexterity.

“The songwriting and production
are better,” says Shaggy of “Midnite
Lover,” which is due Aug. 26 on Vir-
gin Records. “I never wrote lyries
until the ‘Boombastic’ album. ‘Pure
Pleasure’ was made up on the spot.
‘Oh Carolina’ was off the top of my
head. It’s better now that I'm con-
centrating and writing properly. And
we’ve all grown. I've said over and
over that ‘Shaggy is not a solo act.’
I'm just the front man.

“A lot of people make this happen,
including the band and [harmony
singers] Brian and Tony Gold. Me,
{producer/manager] Robert [Liv-
ingston), and [producer] Sting [Inter-
national] are partners in business.
Management decisions are made by
all of us and Gemma Corfield, my

Shaggy Shines On 3rd Set

Virgin Artist Aims To Rule Reggae

Legions of gifted reggae perform-
ers have proved inadvertently that
without application of well-thought-
out marketing strategies, even the
greatest talent will not reach his or
her potential audi-
ence. Shaggy Inc.
have the musical
chops and the
business smarts
to have positioned
him as reggae’s
front-runner in
the international
pop market.

“Just from trav-
eling around the world, you really see
who your audience is, who’s actually
buying your records,” he explains.
“Then, you get back your sales statis-
tics. The songs that actually sell me
are the ‘Oh Carolinas,’ the ‘Nice And
Lovelys,’ the ‘Summertimes,” ‘Boom-
bastics'—the songs with a happy pop
feel. When I go to places like Italy or
Israel, my dancehall tunes don’t go
over as well as the pop ones.”

On the other hand, “Midnite” also
provides for the “harder the better”
Jamaican dancehall audience, who tend
to dismiss pop finesse as dilutions of

SHAGGY

while Work/Sony nabbed nine nomina-
tions. Warner Bros. and DGC each
received eight MTV nods.

This year’s nominees were
announced July 22 in New York by
comedian Chris Rock, who will host the
awards show.

Beck, Spice Girls, and U2 are among
the artists sched-
uled to perform
during the show,
which airs live Sept.
4 at 8 p.m. from
Radio City Music
Hall in New York
(the show will be
tape-delayed on the
West Coast).

Following is a
complete list of nominees for the 1997
Video Music Awards:

Video of the year: Beck, “The New
Pollution” (DGC); Jamiroquai, “Virtu-
al Insanity” (Work/Sony); Jewel, “You
Were Meant For Me” (Atlantic); Nine
Inch Nails, “The Perfect Drug” (Noth-
ing/Interscope); No Doubt, “Don’t
Speak” (Trauma/Interscope).

Best male video: Babyface, “Every
Time I Close My Eyes” (Epic); Beck,
“Devil's Haircut” (DGC); R. Kelly, “I
Believe I Can Fly” (Jive/Warner Sun-
set/Atlantie); Will Smith, “Men In

(Continued on page 92)
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B BY MELINDA NEWMAN

NEW YORK—Given the Bottle
Rockets’ collective state of mind
when they went into the studio to
record “24 Hours A Day,” it's amaz-
ing that the Aug. 12 Atlantic release
is the most upbeat the Festus, Mo.-
based quartet has made.

“When we made this record, we
were kind of depressed,” admits lead
singer Brian Henneman. “We’d
changed management, we were com-
ing out of a close-to-bankruptey situ-
ation, we were in a real in-between
time. But what’s good is all we did to
combat the depression was to make
musie. We were just so happy to be
making music.”

While the characters in the group’s
songs are frequently lonesome, often
unloved, and sometimes trapped, the
listener is more inclined to tap his
toes and grab another long-neck beer
and sing along rather than feel
morose. And despite their troubles,
the characters on “24 Hours A Day”
are still a mite happier than those on
1994’s “The Brooklyn Side,” the
group’s last album. That project,
which according to SoundSecan has

Atlantic’s Bottle Rockets
See New ‘Day’ On Album

BOTTLE ROCKETS

sold 41,000 units, came out on East
Side Digital and was picked up by
Atlantic imprint TAG in August 1995.
When TAG was folded into
Atlantice, the band members spent
some nail-biting days wondering if
they would be picked up by Atlantic.
Their status was still unclear when
they recorded “24 Hours A Day” last
summer at Echo Park, a Blooming-
ton, Ind., studio owned by John Mel-
lencamp’s guitarist Mike Wanchie.
“We found out we were still on
TAG when we started making the
album, but, at that point, practically
everyone we had worked with was
gone,” says Henneman. “It was just
an odd feeling, making an album, not
really having met the people you're
(Continued on page 101)

Boxed Set Celebrates Vanguard’s History

‘Collector’s Edition’ Takes Listeners On Multi-Genre Journey

B BY CHRIS MORRIS

LOS ANGELES—Vanguard Records
will celebrate its own rich history with
the Sept. 9 release of “Vanguard Col-
lector’s Edition,” a four-CD, 84-track
boxed set compil-
ing nearly 50 years
of the label’s dis-
tinguished folk,
blues, jazz, blue-
grass, rock, and
pop recordings.

The set, which
will be priced below
$50 at retail, was
produced and anno-
tated by Samuel Charters, the noted
musie historian who worked for the cel-
ebrated indie label as a producer and
A&R man between 1966 and 1970 and
again in 1984-85. Jeff Zaraya, who
served as an in-house engineer for
Vanguard for two decades, engineered
the project.

“Vanguard Collector’s Edition”
offers a wide-ranging survey of the
label’s popular repertoire, though Van-
guard has its roots in classical music.

The company was founded in June
1950 in New York by brothers Sey-
mour and Maynard Solomon with a

McDONALD

classical musie, and their label’s motto,
“Recordings For The Connoisseur,”
was established to describe their tech-
nically advanced LP recordings of the
classics, released under the Vanguard
and Bach Guild imprints.

But the Solomons had other inter-
ests that ultimately led them into the
folk music market.

Charters says, “Seymour and May-
nard . .. were both very committed
intellectuals, and they had a courage
that came from the fact that they felt
they were doing the right thing. They
had the background—Maynard’s first
book is a collection of Marxist essays
on the arts—so they had a deep politi-
cal commitment, and they had a deep
knowledge of what they were doing.
Also, if you were into the arts as much
as they were, you realized that all great
artists take chances all of the time.”

In 1956, the Solomons took the
chance of their lives by licensing a tape
of the Weavers’ celebrated 1955
Carnegie Hall concert from the group’s
manager, Harold Leventhal, who had
rented the famous venue to mount the
show. The vocal quartet, after scoring
huge pop-folk hits on Decca, had dis-
banded in 1953 after member Pete
Seeger was blacklisted at the height of

THE WEAVERS

back.

Though the reunion concert had
been an artistic success, the Weavers
were still viewed as suspect perform-
ers in those politically uncertain times.
Several major labels passed on the
Carnegie Hall album before the
Solomons acquired it. The record
became a huge hit and led to an asso-
ciation between the group and Van-
guard that lasted into the '60s.

The Weavers’ Ronnie Gilbert recalls,
“It was an amazingly courageous move
on their part, and I thought to myself,
‘Jesus, this is quite an unusual compa-
ny.’ It was just pleasurable to be with
people who were obviously quite inde-
pendent, in a time when you didn’t hear
very much about that. People were
really scared during that time—I was,
everybody was.”

A&R [rep] at Virgin.” (Continued on page 55) $10,000 loan from their father. The the anti-communist frenzy, and the Vanguard’s success with the
Solomons had an abiding interest in  Carnegie show marked the act’s come- (Continued on page 101)
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@ BY DEBORAH EVANS PRICE

NASHVILLE—One of the best
things an artist in a niche market can
do for his or her music and its genre
is expand the boundaries by bringing
new members to its audience. When
it comes to polka, that’s what Jimmy
Sturr has been doing for years and
what he hopes to continue doing with
the Aug. 5 release of “Living On
Polka Time” on Rounder Records.

Sturr’s new album, his 99th by his
own estimation, includes guest
appearances by country veteran Bill
Anderson on “Loving Arms” and
Texas Tornado Flaco Jiménez on
“Hey Baby.”

“Of course, the one [album] before
this one was with Willie [Nelson] and
we were thrilled with it,” Sturr says
of 1996’s “Polka! All Night Long.” “It
won a Grammy and everything, but I
do it because I'm trying to expand

Rounder Plans To Expand
Polka Base With Sturr Set

the polka. I'm not looking to be a
country band. I'm looking to get
some of these country fans that don’t
realize they enjoy polkas ... What
I'm trying to do is get a greater base
of audience, and
the way I like to
do it is recording
with Willie,
recording with
Bill Anderson and
Flaco.”
Rounder
founder Ken
Irwin calls polka
“one of America’s
great hidden secrets” and commends
Sturr for his efforts in spreading the
word.
“He’s trying to show the music has
a more universal appeal than a lot of
people would feel, who would think of
polka in terms of Lawrence Welk,”
(Continued on page 100)

STURR

Book Explores Black Music’s Golden Age

‘Heart & Soul’ Of Era Documented By Photos, Essays

@ BY J.R. REYNOLDS

LOS ANGELES—Thick with bril-
liantly colored artwork and an engag-
ing narrative, “Heart & Soul: A Cele-
bration Of Black Music Style In
America 1930-1975” offers a fresh and
evocative glimpse into the tremendous
contributions to popular culture made
by African-American music artists.

The 160-page pictorial/essay book,
scheduled to arrive in book and record
store chains in mid-August at a sug-
gested price of $40, is being published
by New York-based Stewart Tabori &
Chang. It was written by Warner Bros.
worldwide corporate communications
senior VP Bob Merlis and Warner
Bros. media information services direc-
tor Davin Seay.

Recording acts—from the Tempta-
tions, the Orioles, and the Mills Broth-
ers to such seminal vocalists as Clara
Ward, Little Richard, James Brown,
and Sister Rosetta Thorpe—are liber-
ally represented with vintage visuals,

Carlos Nuiez Exports Gaita From Spain
BMG Ariola Artist Boosted By Chieftains Connection

@ BY HOWELL LLEWELLYN

MADRID—Celtic music based on the
gaita, or Galician bagpipe, is as deeply
entrenched in the damp northwestern
corner of Spain as flamenco is in its
arid southern expanse. Until recently,
Spain’s Celtic music was the stuff of
academics and old fogeys, but that is
all changing, thanks to Carlos Nuifiez.

Niifiez looks much younger than his
26 years, despite an incipient receding
hairline beneath his long, lank blond
hair. He has been dubbed “the Jimi
Hendrix of the bagpipe,” and Chief-
tains leader Paddy Moloney calls him
“the seventh Chieftain.”

The young gaitero won a Grammy
this year with the Chieftains with “San-
tiago,” the Irish band’s homage to San-
tiago de Compostela, the ancient capi-
tal of Nufiez’s home region of Galicia,

which with neighboring Asturias is
Spain’s Celtic heartland.

“But it’s in Ireland and Scotland
where I'd really like to triumph,” says
Nuiez. It shouldn’t be difficult—he has
played incendiary
concerts with the
Chieftains in both
countries, where,
he says, “I was
treated like a broth-
er.”

Now Niifiez has
launched a reverse
cultural exchange
with the May re-
lease of his debut album, “Brotherhood
Of Stars” (BMG Ariola), in the two cra-
dles of the bagpipe, Ireland and Secot-
land (and the rest of the U.K.).

As a child, Ntfiez remembers seeing
in his hometown a procession of Scot-

NUNEZ

RECORD COMPANIES. Priority Records
in Los Angeles promotes Andrew
Shack to senior VP of A&R and
Howard Sadowsky to executive direc-
tor of business and legal affairs. They
were, respectively, VP of business
affairs and director of business and
legal affairs.

Lisa Margolis is promoted to VP of
business and legal affairs at Warner
Bros. Music in Burbank, Calif. She was
director of business and legal affairs.

Arista Records in New York names
Jennifer Looney associate director of
advertising. She was associate director
of advertising at Atlantic. Arista also
appoints Mark Burdett senior design
director and Ben Alexander director
of accounting. They were, respective-
ly, design director at 550 Music/Crave
Records and international finance
manager at BMG.

Capitol Records in Los Angeles
names Vicky Hamilton independent
A&R consultant. She was A&R coordi-

SADOWSKY

SHACK

nator at Vapor Records.

Rhino Records in Los Angeles pro-
motes Quincy Newell to senior prod-
uct manager. He was product manager.

Verve Records in New York pro-
motes Joan Pace to marketing man-
ager and names Dahlia Ambach inter-
national publicity manager. They were,
respectively, project coordinator and
tour publicist for Wayne Shorter.

Sony Musie International in New
York names Jed Hilly VP of marketing
systems. He was merchandising direc-
tor at Sony Music Distribution. Also,
Sony Music International promotes

tish bagpipers draped in leopard skins
and with their large furry hats. The
image deeply impressed him, but espe-
cially the fact that “although they
spoke English, their music was like
ours.”

Now he desecribes his music as
“Celtic music with Spanish passion, or
with sun.” He explains that “to speak
of bagpipes is to speak of Seotland and
Ireland. We [in Galicia] have not known
how to export our musie. In countries
such as the U.S., when I say I am Span-
ish, they expect to hear flamenco.
That’s why I hope that my album’s re-
lease—especially in Ireland, the U.K.,
and the U.S.—will be a historic step for
Spanish music.”

In Spain, “Brotherhood Of Stars”
was released by BMG Ariola in July of
last year and has sold nearly 95,000

(Continued on page 91)

. '.A.-

LOONEY

MARGOLIS

Steven Storch to assistant controller
of shared accounting services and
Steve Mittman to associate director of
graphic arts production. They were,
respectively, financial analysis director
and manager of point-of-purchase.
Relativity Records in New York
names Michael Todd director of
finance. He was director of finance
planning and analysis at Sony Music.
Rykodise in Salem, Mass., appoints
Chris MacDonald publieity coordina-
tor, Maura Nicholson production
coordinator, and Tom Briggs produc-
tion assistant. They were, respective-

vivid stories, and often-humorous tall
tales that together make a strong case
for the impact they made.

“One of the main contentions of the
book is that black music has had an
incredible influence on American cul-
ture,” says Seay, who describes himself
and Merlis as “amateur musicologists.”

“The years 1930-1975 was a golden
age for black musie, with recording

artists contributing more than just
musie,” he adds. “Their sense of cre-
ative style contributed to trends in
fashion as well as other fabrics of pop-
ular culture.”

Merlis agrees, pointing to the signif-
icant influence the golden age of R&B
has had on American culture. “There’d
be no rock’n’roll without rhythm and
blues,” he says. “Virtually every con-
temporary musie form today in Amer-
iea has its roots in either jazz, gospel,
or R&B.”

Divided into nine themed chapters—
Roots, Teen Types, Soul Men, Red Hot
Mamas, Wild Style, Art & Soul, Goin’
Uptown, Didn’t I Blow Your Mind This
Time, and Soul for Sale—the book fea-
tures more than 400 four-color images.
In addition to artist photographs, the
collection includes theater posters,
album art, record sleeves, publicity
shots, newspaper advertisements, and
magazine covers. The display culmi-
nates in a depiction and celebration of

(Continued on page 89)

@ BY NIGEL WILLIAMSON

ARAD, Israel—Aviv Geffen, Israel’s
biggest-selling pop star, who was
recently forced to seek exile in Lon-
don (Global Music Pulse, Billboard,
June 21), defied the calls of an Israeli
government minister and delighted
his fans last week by returning to
play a controversial one-off concert,
in the country of his birth.

Geffen moved to London in May
after he was targeted by extremist
groups and was stoned off stage at a
concert. The singer, who was playing
to 300,000 people at the peace concert
at which Yitzhak Rabin was assassi-
nated in November 1995 in Tel Aviv,
has angered Jewish fundamentalist
groups with his outspoken support of

Exiled Artist Geffen Returns To
Israel For Controversial Concert

an accommodation between the
Israeli state and the Palestinians. He
has also provoked some government
sources by refusing to do his nation-
al service.
Geffen  has
become an icon
for disaffected
Israeli youth with
his message of
peace and harmo-
ny with Israel’s
Arab neighbors.
All his five albums
on the Hed Harzi
label have been certified platinum
(40,000 units in Israel).
His July 16 appearance at the
Arad Festival on a high plateau in the
(Continued on page 89)

GEFFEN

NEWELL

HAMILTON

ly, associate publicist at Ambrosia
Healy Publicity, graphic designer at
Plymouth Rock Assurance Co., and
marketing assistant at Distribution
North America.

Rykodisc also appoints Jeffrey C.
Grady corporate controller and Ben
Sherman accounting manager. They
were, respectively, division controller
at Coca-Cola Enterprises and account-
ing manager for RED Distribution and
Relativity Recordings at Sony Music.

Narada Media in Milwaukee names
Stefanie Sprester and Brian Tice
regional sales managers, based in Min-

AMBACH

PACE

neapolis. They were, respectively, mar-
keting specialist and chainwide buyer
at Best Buy.

PUBLISHING. EMI Publishing in Aus-
tralia names Ann-Marie deBettencor
local A&R manager and Arif Chowd-
hury print music manager. They
were, respectively, executive produc-
er of operations at Triple J and print
operations manager at Warner/Chap-
pell Music Publishing. EMI Publish-
ing also promotes Maree Hamblion
to international A&R manager. She
was A&R assistant.
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Genesis Returns With New Vocalist

Atlantic Set Features Phil Collins’ Replacement

H BY PAUL SEXTON

LONDON—Genesis fans are about to
find out whether the group’s new line-
up can turn it on again.

“Calling All Stations,” the first
album by the venerable British rock
band since the departure of front man
Phil Collins, will be released Sept. 2
by Atlantic in the U.S. The band is
signed to Virgin Records U.K. The
album, overseen in London by Virgin
president Paul Conroy and GM of
A&R Paul Kinder, gets a British and
international release Aug. 25 through
Virgin.

The album marks the group debut of
new lead singer Ray Wilson. The lead
track, “Congo,” was due at album rock
stations Monday (28).

Far from assuming that the group
will automatically maintain the multi-
platinum status of its last incarnation,
keyboard player Tony Banks says
they’re prepared for any kind of reac-
tion. “It could go any way,” he admits.
“We could have modest success, modest
failure, or great success. Or big failure,
I suppose. All these things are possible.

“But we feel very strongly about this
record. We might have got a little over-
confident when we did ‘We Can’t
Dance’ [the last studio set of the Collins
era, in 1991]. There was always this
feeling at the back of my mind that it
was going to do it, and I don’t think

that’s very healthy.”

Adds guitarist Mike Rutherford,
“You don’t often get the chance, this far
down the line in your career, to have all
these new factors coming in, and when
they do happen that way, you look upon
it as a positive
thing. It gives
you a bit of
edge; you're not
so confident.”

“Calling All
Stations” con-
tains vocals
throughout by
Edinburgh,
Scotland, na-
tive Wilson,
formerly
front man-with the short-lived
rock outfit Stiltskin, which shot to brief
fame in the U.K. in 1994 with the No. 1
hit “Inside” after it was featured in a
TV and cinema jeans commercial.

The album also includes two further
additions to the Genesis team, drum-
mers Nir Zidkyahu and Nick D’Virgilio.
Zidkyahu, born in Israel but based in
New York, will play in the live version of
the new band, which is to play a six-
week arena tour in North America
before Christmas. European dates will
follow in early 1998, and those tickets
have been moving swiftly, according to
longtime manager Tony Smith.

With Collins as the focal point, Gen-

Jackson Takes A Sin-Laden
Excursion On Sony Classical

# BY JIM BESSMAN

NEW YORK—Chameleonic Joe Jack-
son, whose majestic last album, “Night
Musie,” took on a decidedly classical
tinge, has picked up where he left off
with “Heaven And Hell,” his Sept. 2
debut album for Sony Classical.

This project, though, is even more
ambitious than his last. Backed by a
stellar cast, including classical soprano
Dawn Upshaw
and violinist Nadja
Salerno-Sonnen-
berg along with
pop stars Suzanne
Vega, Jane Siber-
ry, Joy Askew, and
Brad Roberts of
Crash Test Dum-
mies, Jackson
takes on the Seven
Deadly Sins, each of which is then
depicted in song.

“I had a pretty fully developed con-
cept when I started,” says Jackson,
“though I hate saying it's a ‘concept’
album because most have been so
appalling. But I'm sure people will eall
it that—and totally alienate all poten-
tial listeners.”

Jackson laughs here, then turns seri-
ous. “I like the idea of making a record
with an overall theme,” he continues,
“so I looked for a theme to give struc-
ture to the work and started from
there. The [album’s] framework goes
through the Seven Deadly Sins in the
traditional order of getting progres-
sively worse, and I was very intrigued
by the way that suggested a musical

JACKSON

structure to me. So it gave me a sort of
framework to hang the musical ideas
on, but it’s also a very intriguing sub-
Ject with timeless appeal that’s still as
relevant as it always was.”

What intrigued Jackson particularly
was the contrast and connection
between “light and dark,” he says, “all
these songs having positive and nega-
tive [elements], being incredibly
destructive or very good. There are
times when ‘anger’ can be righteous and
‘sloth’ can be beneficial because you're
working too hard—so it’s all a question
of awareness: In one way, all the songs
are an existential challenge and inter-
esting to think about.”

Jackson was without a label when he
started recording “Heaven And Hell”
last November, having left Virgin after
two albums, 1991’s “Laughter And
Lust” and 1994’s “Night Music.” “They
had an option and wanted to pick it up,
but not everyone was enthusiastic about
the new demos I'd done,” says Jackson.
“So I didn’t want to re-sign, and they
let me go—which is one of the best
things that could have happened to me:
It was a situation where I think they
were waiting for me to make [1979’s]
‘Look Sharp’ again or something. They
had no real understanding or enthusi-
asm on the whole for the direction I
was going in.”

That direction, as manifested first on
“Night Music” and now on “Heaven And
Hell,” owes more to pianist Jackson’s
training at the Royal Academy of Music
in London than to the new-wave albums
of his earlier years, which were followed

(Continued on page 14)

esis came to be known as much for its
constant flow of hit singles and MTV-
friendly videos as it did for its multi-
platinum albums. “Calling All Stations”
contains such potential hits as “Congo”
and the ballad “Shipwrecked,” but it
also has four seven-minutes-plus
tracks, including the nearly nine-
minute “The Dividing Line.”

“Singles now are so high profile, they
overshadow albums,” says Rutherford.
“The last album had a 10-minute song
on it, ‘Driving The Last Spike’; the one
before had a couple of 10-minute songs.
I just hope this one’s taken more as an
album.”

At press time, Atlantic had not decid-
ed whether to release “Congo” as a
commercial single, but the label is high-

(Continued on page 15)

upcoming Mercury album, “The Wilsons,” with PolyGram president/CEQ Alain
Levy and Carnie and Wendy’s manager, Mickey Shapiro. Shown, from left, are
Wendy Wilson, Brian Wilson, Levy, Carnie Wilson, and Shapiro.

0 NES TO WATCH: Everyone is always yapping,
rightfully so, about how the lifeblood of the industry is
new acts. Certainly that has been proved during the
last few years by breakthroughs from Alanis Moris-
sette, Hootie & the Blowfish, and more recently the
Wallflowers, Hanson, and Meredith Brooks. Here
are three newcomers that deserve some attention:

THE TORIES: If you're a fan of Jellyfish or the
Rembrandts (and what lover of

3 Hot Acts On The Horizon; Garth Gets
His Day On VH1; Dylan Jr. Outsells Dad

the songs don’t have some kind of coherency, some
musical glue that makes them more than just interest-
ing journal entries. Luckily, Crowley comes through
enough of the time to make “Anchorless” well worth the
effort.

The album, which comes out Sept. 2 on Atlantic, is
composed of a remixed indie CD Crowley recorded but
never released and two fresh tracks, “Bottlecap” and

“Eclipse.”

pure pop isn’t?), the Tories are
right up your alley. The road is lit-
tered with the remains of power
pop bands who have been adored
by the press but ignored by the
public over the last few years. Why
should the Tories be any different?
Simply because it’s time for a pop

She’s got a voice that’s raw and
vulnerable, sort of a cross
between Sam Phillips and
Sheryl Crow. In other words,
sometimes she sounds great,
other times, she sounds like she’s
trying way too hard. And lyrics
as precious as those on the some-

band to break through to the
mainstream again, and the Tories
are just as worthy as any of their
successors. “Wonderful Life,”
which comes out Sept. 9 on N2K, is pure pop heaven,
with lush harmonies, simple catchy songs, irresistible
melodies, and just the right amount of whimsy (check
out “Spaceships In The Sky” or “Gladys Kravitz,”
which TV buffs will recall was the name of the nosy
neighbor on “Bewitched”). Instantly accessible and
guaranteed to make you smile, if not break into a rous-
ing rendition of the Pony.

MATTHEW RYAN: It’s entirely possible to listen to
Ryan’s Sept. 23 A&M debut, “Mayday,” and deduce that
he spent his childhood locked into a small, lightless
room with nothing but the music of Dylan and Spring-
steen piped in. While Ryan clearly needs to learn how
to incorporate his influences into his own sound rather
than rely so heavily on them, “Mayday” exhibits an
impressive first effort.

With so many lyrics to choose from (you might want
to watch that wordiness, son, and for God’s sake, take
that dogeared copy of “The Catcher In The Rye” out of
vour back pocket), it would be easy to overlook the
musicality to Ryan’s tunes, which is actually the key
here. The melodies are often bittersweet, with just the
barest arrangements to wrap the lyrics around. The
songs work best when he utilizes equally spare words
as well, such as on “Chrome.”

Either he simply wore me down or the sequencing on
the album could use some work; the latter half is far
more enjoyable and listenable than the first half. By
the time you get to tracks nine, “Railroaded,” and 10,
“Dam,” it’s clear that Ryan is on to something.

KACY CROWLEY: “Anchorless” is the kind of
record that critics drool over—earnest female writes
occasionally confessional lyrics, tons of fodder to delve
into. But the simple fact is it doesn’t mean anything if

by Melinda Newman

what autobiographical “Rebel-
lious Young Women” don’t help
her case.

However, when she stretches
out and sings about general experiences that may be
autobiographical but are not exclusive, she shines,
such as on probable first single “Hand To Mouthville,”
the appropriately named “Melancholy Bridge,” and
roots rocker “Nickel To The Stone.” There’s enough
promise in such tracks that an investment in Crowley
could very well pay off big in the future, as she con-
tinues to find her voice.

THIS AND THAT: A memorial service for Jeff Buck-
ley will be held Friday (1) at St. Ann & the Holy Trin-
ity Church in Brooklyn Heights, N.Y. The 7 p.m. ser-
vice will be open to the public. In lieu of flowers,
Buckley’s family asks that donations be made to the
Memphis Zoological Society, 2000 Galloway, Memphis,
Tenn. 38112, Attn: Thomas O’Malley. Buckley drowned
in May in Memphis . . . Randy Miller, who was execu-
tive VP of marketing/GM at Red Ant Records, has left
that post for a similar position at Sire Records Group
... Garth Brooks will appear on VH1 Aug. 4 in a pro-
gram titled “Garth Brooks: One Night Stand Live.”
Similar to Paul McCartney in his “Town Hall,” Brooks
will take questions via the studio audience and online.
The show will also plug his free Aug. 7 concert in New
York’s Central Park, which will air on HBO.

FOOD FOR THOUGHT: In June, “Bringing Down The
Horse,” the second album by the Wallflowers, who, of
course, are led by Bob Dylan’s son, Jakob Dylan, was
certified for sales of 3 million units by the Recording
Industry Assn. of America (RIAA). The album, there-
by, surpasses sales of any of Bob Dylan’s records, none
of which have been certified by the RIAA for sales of
more than 2 million.
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Atlantic Talking Up Talk Show’s Debut

Front Man Coutts Completes STP Members’ Sound

B BY TERRI HORAK

NEW YORK—While the future of the
multi-platinum act Stone Temple Pilots
remains open-ended, both lead singer
Scott Weiland and the rest of the
band—Robert and Dean DeLeo and
Eric Kretz—are busy with solo pro-
Jjects.

The first to be released is the self-
titled album from Talk Show; the band
formed by the DeLeo brothers, Kretz,
and former Ten Inch Men front man
Dave Coutts, which is due Sept. 2 on
Atlantic Records (Billboard, June 21).

“The truth is Atlantic is lucky to have
this amazing Talk Show record, a Scott
Weiland solo album in the works, and
we may yet have another STP album, so
we're excited that we're going to get all
this product from such talented musi-
cians,” says Atlantic GM Ron Shapiro.

“Talk Show,” which is a collection of
collaborative material by the band mem-
bers, was actually recorded last year
but held until now so the members could
fulfill various STP commitments.

“It’s kind of been a long time just
waiting and wondering what is happen-
ing with STR We were really just wait~

" ing for the proper time to put our full-
fledged efforts into it, rather than go
along the lines of the dreaded side pro-
ject,” says Robert DeLeo.

Since Weiland wrote the lyries for
STP, this new project gave the other
members of the band a chance to
stretch out. “Scott had a hard time
singing our lyrics, and we really re-
spected that. But it’s amazing how much
more of the song you take on when you
write the entire thing. It’s really like,
“Wow, this is like my little baby here,” as
opposed to just bringing the music and
melody and having someone else’s

TALK SHOW

words,” says Dean DeLeo.

With three-quarters of STP in place,
the band says there is no getting away
from some musical similarities, but
“Talk Show” adds some pop overtones
to the band’s rock edge, and of course
Coutts’ vocals create a whole new
dimension.

“It was really great for us to work
with Dave’s voice, because it opened up
a lot more things to us, and that was a
treat for the three of us,” says Robert.
Dean adds, “I think it is plainly, clearly
[evident] that with Dave’s tonality we
didn’t try to replace anyone or fill any-
body’s shoes. The two voices that we are
now used to working with are a world
apart. We’re looking at this like it’s a
new thing, a new beginning for us.”

With a voice that Robert has de-
seribed as a cross between Freddie
Mercury and John Lennon, Coutts was
actively pursued by his fellow Talk
Show members. “He had a lot of offers,
and he weeded them out with much
pleading on our part,” Dean says.

Though Coutts and Robert have
known each other for years, Coutts says
it was exciting but still fairly intimidat-
ing to come on board. “I've been a big
fan of STE, and I play guitar, but I'm not
near the musician these guys are, so [

know when I hear a good, well-written
song—you know, with choice chords and
so on. If there was a band right now
that T wanted to sing in, it would be this
one,” he says.

Not only is the band walking a fine
line musically between Talk Show and
STE the label also has the task of bal-
ancing the two acts. “We have juggled
Genesis, Phil Collins, and Mike Ruther-
ford with Mike & the Mechanics for
many years with great success, so
Atlantic has been here before and has
a model for a similar situation,” says
Shapiro.

While Atlantic intends to use the
presence of three out of four members
of a band as popular as STP to its
advantage in marketing, the label’s
strategy is to do as much as it canon a
grass-roots level.

“We can’t assume anything, and we
have to do everything that we would do
for all of our baby bands. If the STP
fans gravitate toward this record, then
wonderful, but Talk Show is an entity
in and of itself, and we want to establish
it as a long-term band,” says Atlantic
senior director of product development
Lisa Gray. The lead track off “Talk
Show” is “Hello Hello,” a straightfor-
ward rocker that showcases Coutts’
vocal power and flexibility. The single is
tentatively scheduled to ship Friday (1)
to album rock and alternative stations.

“With the players involved, it’s impor-
tant to take some sort of thread from
STP and draw a line into Talk Show,
and the best way to do that is with an
aggressive track,” Gray says.

As for how STP fans will react, both
label staff and Talk Show members
hope they’ll like the music and appreci-
ate the renewed energy, as well as a

(Continued on mext page)

Word And Sony Keep
Hammond ‘In The House’

B BY LISA COLLINS

LOS ANGELES—As one of gospel’s
top 10 acts and most sought-after and
innovative producers, Fred Hammond
has become one of the genre’s hottest
commodities.

This year alone, he’s been a prime
player in Kirk Franklin’s ground-
breaking Tour of Life; seen sales of
his current album, “The Spirit Of
David,” top 200,000 units; and signed
on to produce a solo project for Dalon
Collins, a featured vocalist with Kirk
Franklin & the Family. All this while
pacting with Verity Records in a
joint-venture label deal for his 7-year-
old Detroit-based production compa-
ny, Face to Face. Now, Hammond is
launching a new choir and album,

- “Shout In The House,” due Sept. 2.

Featuring the Motor City Mass
Choir, the set is the third installment
in Hammond’s “ . . . In The House”
series, a joint collaboration with
Mobile, Ala.-based Integrity Music.
The first release, “Praise In The
House” (with his own touring choir,
Radical For Christ), sold more than
100,000 units, according to the label.
It was followed by “Waorship In The
House,” which was recorded on the
Hosanna! Music label and featured
former Commissioned member Keith
Staten. “Shout In The House” will be
available through Word Distribution
for Christian sales channels and Sony/
Epic for the general marketplace.

The success of the partnership
between Hammond and Integrity has
opened a wide door for gospel at the
label, which had forged worship and

praise music as its niche, while nar-
rowing the margins that divided the
two music styles.

“Shout In The House” is part of the
10-year-old label’s newly launched
Get a Jump on Eternity marketing
campaign—an extensive, two-
pronged consumer advertising plan
that focuses on the role of praise and
worship.

“The overall
thrust is to
bring a national
presence to the
various urban
projects we're
launching,” re-
ports Danny
McGuffey,
senior VP/GM
for the Integrity Label Group. “It
involves more consumer advertising
than we’ve ever done in terms of
print impressions, and we will be
doing a lot of work with gospel radio,
urban radio, and regional retailers.”

Integrity teamed with Sony Music
in January for joint marketing of its
R&B releases, starting off with T.D.
Jakes’ “Woman, Thou Art Loosed!,”
which has sold 200,000 units. The
campaign shifts into high gear with
the release of “Shout In The House”
and is rounded out by Alvin Slaugh-
ter’s “Yes.”

Jimmy Starks, VP of sales for |
Sony’s black music division, sees huge
potential for the project. “I believe
this is going to be a big record for us,”
Starks says. “My goal is to get it
played on urban radio as well as main-

(Continued on page 43)
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JOE JACKSON TAKES A SIN-LADEN EXCURSION ON SONY CLASSICAL

(Continued from page 12)

by excursions into salsa, jump blues,
swing, and sophisticated pop prior to his
“retirement from the pop mainstream”
after “Laughter And Lust.”

“My first couple albums were just a
piece of me—just the piece that seemed
to fit the time,” says Jackson. “Then 10
years of albums like ‘Night And Day’
and ‘Blaze Of Glory’ were a lot more of
me, but I was still playing by the rules
to a certain extent. ‘Night Music’ was
a breakthrough, and I've gone to the
next step with this. Where ‘Night
Music’ was sort of the introverted side
of my more mature style, ‘Heaven And
Hell’ is the more extroverted side—big-
ger and noisier and more ambitious. I
can’t really put a label on it, but I'm
moving into a period of more mature
work and not being bound by pop con-
ventions in writing songs in terms of
singles or having an image in terms of
videos, and I feel like I'm really being
myself at this point—with no apologies
to anyone for anything. I'm in a much
freer place where I'm really totally me
and not playing by the rules.”

Other than being theme-driven,
there was nothing deliberate stylisti-
cally about the making of “Heaven And
Hell,” Jackson stresses, chafing at the
potential for it being taken as a con-
trived pop-classical hybrid.

“What drives me crazy is that every-
thing that one does as an artist is some-
how calculated and planned with an
agenda,” he says. “To me it's a very
intuitive process, and I happen to be a
musician with a very eclectic back-
ground, so if I be myself I'll naturally
make music that’s very eclectic—which
is the way to be going into the 21st cen-
tury, because we live in an eclectic soci-
ety. But I never sit at the piano with an
idea of making some kind of combina-
tion of rock and classical, which if you
put it like that, it’s a terrible idea!”

Still, “Heaven And Hell” is being
released by Sony Classical, to which
Jackson is now signed for at least one

more album. “I figured the most likely
scenario was a small indie or starting
my own label,” says Jackson, who was
surprised when several classical majors
showed interest. “It looks like classical
labels are redefining themselves and
becoming more broad-based, partly out
of need if they want to survive. But
that’s not a bad thing if it prompts the
kind of rethinking that’s not happening
in the pop world. I'm so sick of hearing
the same story from pop labels, the
negative whine, ‘We don’t know what to
do, we can’t get it on radio, where’s the
single? Ironically, classical labels seem
more open-minded, and it’s very liber-
ating to be out of the pop label side.”
Sony Classical president Peter Gelb
says that the label is indeed trying to
“broaden the scope and definition of
classical music” beyond the standard
repertory. “With this record, Joe has
done exactly that—and more than we
ever hoped for,” he adds. “He naturally
crosses the genres of classical and
alternative contemporary intelligent
pop music without a conscious effort to
do so, so for us he’s the ideal modern

composer/artist who could be on either
a pop or classical label.”

At Virgin Retail Group, L.A.-based
music product manager Bobby Hall is
having “Heaven And Hell” both ways.
“We'll put it on the pop side with other
Joe Jackson product, but it will have to
be cross-referenced into classical
because it’s on Sony Classical, and we
need to educate both audiences,” says
Hall, who lauds Jackson’s “adventurous”
effort while anticipating a tough sell.

“It’s definitely a record that will have
to be listened to, and hopefully the clas-
sical and pop departments will play it
in-store,” adds Hall, who prescribes lis-
tening-post play as well. “But even
though it’s a classical-oriented record,
1 definitely hear songs they can take to
triple-A radio.”

Sony Classical, in fact, is taking a
Jackson-edited version of the seven-
minute-plus “Angel (Lust)” to triple-A,
and Gelb plans to use the label’s exper-
tise in promoting to NPR and noncom-
mercial classical stations in furthering
exposure. Though Jackson is notorious-
ly video-unfriendly, Gelb promises

ATLANTIC TALKING UP TALK SHOW’S DEBUT

(Continued from preceding page)

dependability that had been lacking
with STP in recent years due to Wei-
land’s substance abuse problems.

“I'm sure STP fans were leery if we
were ever going to show up when gigs
were scheduled, and that was very dis-
heartening to us, especially [because]
we really had no control over it. Now
there’s a sense of confidence that when
we say we're going to do something, we
really feel like ‘OK, we’re going to fulfill
our commitment,” ” says Dean.

Robert adds, “It’s hard to tell how
STP fans will decipher it. I don’t think
they’ll be disappointed, but on the other
hand it’s something different, and it’s
something solid, and it’s something
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we're happy about. We haven’t had any-
thing good to talk about in a long time.”

Steve Kingston, PD at WXRK New
York, has heard the album, and if his
reaction is any indication, Talk Show
will have no problem being accepted. “I
was favorably impressed. I am like the
quintessential STP fan and probably
one of the few who stayed up till mid-
night to see them perform live on
MTV’s ‘Spring Break.” So being a big
fan, I was prepared to be disappointed
and that they wouldn’t measure up, but
the opposite is true.”

Though Atlantic wants to establish
Talk Show’s hardy rock connection with
STP fans, Gray says the variety of
tracks on the album means it has
crossover potential, which the label will
definitely pursue. “Why not go to triple-
A and VH1 if we can?” she says.

Also foremost on the label’s agenda
is establishing Coutts as front man. The
video for “Hello Hello” will be a key tool,
but Gray adds, “it has to be organic. It
will be nice if people get a sense of who
he is through the video and press, but
we’re not going to force it.”

Atlantic is shipping what it terms “a
very substantial allocation” to stores
and plans pricing and positioning at
every account through the end of the
vear, at least. There will be point-of-pur-
chase material, including posters and
possibly streamers announcing the
album’s arrival, about two weeks prior
to release.

“Once the story is told to retail and
they hear the music and see the guys
better than they’ve ever been with no
one acting jaded and spewing venom
and then they feel Atlantic’s push, I
think they’ll be very excited about the
possibilities,” Shapiro says.

Atlantic is aiming to book the group
on a late-night television show the week
of release, and substantial press cover-
age will play a key role in introducing
the band, Gray says.

Promotion plans will also most likely
include a premiere on a syndicated
radio program, according to Gray.

Atlantic is eager to break the band
worldwide, so the tour schedule will

(Continued on page 43)

“some form of music video” for the fall,
perhaps an animated piece for “Angel,”
as part of a proposed full-length ani-
mated feature inspired by the album.
Sony Classical VP of marketing
Alexander Miller says that the “Angel”
track will appear on sampler CDs,
including one from Cafe Music Net-
work, which promotes to lifestyle
accounts. Advertising will include
Rolling Stone, college newspapers, and
retail co-op, with “Heaven And Hell”
being a “major listening-post priority,”
says Miller. An electronic press kit will
be furnished—with some of that mate-
rial included on the album itself, which
is in the CD Extra interactive format.
Graphics in the CD booklet, which
contains Jackson’s photos of demonic
and angelic medieval church carvings,
will be four-color throughout, which is
unprecedented for the label. The cover
art also features angelic and demonic
elements and will be incorporated into
a perforated 8-by-10-inch sheet of
seven stickers, one for each sin, also
featuring key quotes from each song.

Additionally, a two-sided perforated
1-by-2 point-of-purchase piece has
cover art, booklet graphics, explanato-
ry text, and a Jackson portrait—as
Jackson is not pictured in the cover art.

Forthcoming performance dates so
far are being limited to New York, Los
Angeles, and two or three major Euro-
pean culture centers, to follow a Sep-
tember album presentation on the new
PBS “Sessions At West 54th” music
series. The program will also star the
guest performers, with footage to be
used at select retail accounts.

“All these guests were unplanned and
grew out of the music,” says Jackson,
who will try to re-create the album in
concert with three musicians and tapes:
“The only voice I wrote for specifically
was Suzanne’s, because I had her voice
in mind [for ‘Angel (Lust)’], and no one
sounds like her. Otherwise, I was more
like a casting director in finding the
right voices to play the characters, and
I was just incredibly fortunate to get
everyone I wanted—which doesn’t hap-
pen often in life!”
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SOUNDTRACK & FILM SCORE NEWS

EDITED BY CATHERINE APPLEFELD OLSON

‘

STAR’ TURN: More than a compilation of songs that simply sound nice
together, the soundtrack to Fox Searchlight Pictures film “Star Maps” will
serve as the gateway through which Geffen Records plans to wow U.S. audi-
ences with the hybrid genre known as rock en espaiiol The album, due Tues-
day (29), provides an arc of music from an eclectic mix of artists, many of
whom already are at the top of their field in selected Latin American markets.
The roster includes rappers DJ Strobe and Control Machete, ska prince
King Changé, hip-hop act Molotov, rockers Aterciopelados, classically
trained Rachel’s, and power songstress Lysa Flores. Flores stars in the film,
served as its music director, and contributes the first single on the sound-
track, “Beg, Borrow & Steal,” which has been serviced to triple-A radio.

For Geffen, which tends to shy away from most soundtrack projects, “Star
Maps” stood out as the sound of a different
drum.

“It didn’t fit in with anything we already do,
and that was the beauty of it,” says Geffen
director of A&R Tony Berg. The rock en
espafol movement has been building momen-
tum in selected markets, and although none of
the artists on the soundtrack are currently
signed to the label, that could soon change.
Berg says he has been working closely with the
album’s co-producer, Gustavo Santaolalla, =
whose production credits translate to a star
search throughout the Latino community. Ironically, one of the potential
soundtrack bands that initially piqued Geffen’s interest, Café Tecuba, didn’t
make the final cut.

“Gustavo produces a lot of artists in Latin America, and we want to be in
that business,” Berg says. “It is a huge marketplace that has basically been
ignored by other record companies. There is great music coming from this
area of the world, and it is our job to court it.”

Courtship of the film and soundtrack came a bit more serendipitously for
Flores, who backed into her leading role in the film—the story of young Lati-
no man whose Los Angeles-based family puts food on the table by selling
maps to the stars’ homes—while she was helping a friend audition for a part.
“Star Maps” writer/director Miguel Artetd became enamored with Flores
and immediately signed her on. After diving into her role, Flores took a lis-
ten to the music that had been selected for the soundtrack, which wus heavy
on what she calls “the stereotypical mariachi and Menudo sound. The music
was not up to par,” she says. “I basically ripped out everything that was there
and went to work. I just did it on feeling, because I was already so familiar
with the film.” Flores, who accomplished this task in less than a week, says
that because the movie strives to break down stereotypes about the Latino
community, the soundtrack served as a perfect vehicle to introduce rock en
espafiol and Chicano alternative music to a broader audience.

Flores’ sound check was welcomed by Arteta, who also received some musi-
cal advice from Tony Maxwell of Geffen act That Dog and Joey Waronker
and Smokey Hormel from Beck’s band. Arteta equates the use of rock en
espafiol music in “Star Maps” to the early groundswell of support for rap music,
which was brought to the fore in movies from Spike Lee and others in the mid-
"80s. “Indie filmmakers are using it to their advantage, and more people are
getting a chance to get it and are really taking notice,” he says. Flores and
Arteta are busy propelling the genre into greater public awareness. The two
are in the middle of touting “Star Maps,” the movie and the music, during a tour
of clubs and cafes in markets including New York, Los Angeles, Houston, Dal-
las, Atlanta, Washington, D.C., and Austin, Texas. Additional eross-promotions
are being designed between Geffen and Fox gearchlight, which will introduce
the film via a three-tier release plan. Geffen also has a triple play planned for
radio. Aside from the Flores track, Berg and company are in the process of
selecting a second single they will service to Spanish-language stations. Addi-
tional tracks will be serviced to public radio, which is where Berg anticipates
it will generate the strongest initial support. “Within the month, we will be in
the midst of an aggressive radio campaign,” Berg says.

THI{OUGH THE YEARS: The (ourth volume of “Classic Disney” has
arrived, complete with 25 songs spanning 60 years, from 1937’s “I'm Wish-
ing” from “Snow White And The Seven Dwarfs” to “One Last Hope” from
the recently released “Hercules” . . . Milan Records is saluting another clas-
sic, the 50th anniversary of the Cannes Film Festival, with an anniversary
album featuring music from a diverse marquee, including “La Dolce Vita,”
“Mystery Train,” “Blow Up,” “Taxi Driver,” and “Crash.”

PRODUCTION NOTES: New from Silva Treasury are albums that pay
homage to two distinet silver sereen musical roles. “War!” thunders with
themes from the likes of “Das Boot,” “Battle Ot The Bulge,” “Patton,”
“MacArthur,” and “Where Eagles Dare.” “Hollywood Directors—Music
From The Films Of Steven Spielberg” unfurls with the memorable sounds
of “Schindler’s List,” “Jaws,” “Raiders Of The Lost Ark,” and “Close
Encounters Of The Third Kind.”

GENESIS

(Continued from page 12)

ly optimistic about the album’s poten-
tial. “We’ve had a very positive re-
sponse {rom some really important
album radio stations,” says Atlantic
senior VP Vicky Germaise, adding that
“Congo” will also be worked at triple-
A. “I’'ve spoken to journalists prepar-
ing to do interviews with the band, and
they’re all talking about the longer
tracks.”

Echoing the view that “Calling All
Stations” marks something of a return
to the more progressive style of Peter
Gabriel-era Genesis, Atlantic VP of
product development (U.S.) Michael
Krumper says, “We’re going back to
their roots, to the core album stations
that have always been there for Gene-
sis. This is a really important release
for Atlantic, with one of our seminal
rock bands returning to a sound that
really is their signature sound.”

As the man now charged with the
Genesis vocal sound, Wilson admits
with a smile, “Sometimes you wake up
in the middle of the night and think,
‘What am I going to say in between
“Calling All Stations” and “T Can’t
Dance”? I concluded . . . I'm just going
to go out there and sing it and go for
it.”

Wilson, Banks, and Rutherford are
visiting the U.S. for press and radio
duties, with a “television satellite media
tour” due to start July 24. They will
return to launch the album at the end of
August, announcing some tour details
during radio interviews. Krumper says
Atlantic is planning a live syndicated
radio broadcast with the band in con-
Jjunction with a trade tipsheet.

Germaise also notes that discussions
have been taking place with NASA to
stage an album launch event at Cape
Canaveral, possibly featuring a short
live Genesis performance. and it will be
promoted with a radio contest. Extend-
ing the “Calling All Stations” imagery
further still, the label has submitted the
album to be played as the “wake-up
music” for astronauts on the U.S. space
shuttle.

Jonathan Rees, head of rock and pop
at retail chain HMV in London, says
that the album will have to do well to
sustain itself until the band’s live dates
in the UK. in January and February.
“It you look at their last three albums,
they all had big pop singles on them,
and quite a few of the new songs seem
to be edging away from the pop mar-
ket. But they’re still a band with a mas-
sive name and reputation, and it’s not
as if they haven’t been through a
change of vocalist before.”

Wilson, 28, says that the first Gene-
sis album he was aware of was 1973’s
“Selling England By The Pound,” and
the first he bought was “A Trick Of The
Tail.” “I was a fan, but not a die-hard
fan,” he says, noting that “Tail” was
Collins’ first album as vocalist for the
band.

Wilson landed the gig after some rig-
orous auditioning by Banks and
Rutherford, who had already started
writing material for the album before
choosing a new singer. He has three co-
writing credits on “Stations” and is
published, like his two colleagues, by
Hit & Run Music.

Says Banks, “Without Phil, people
will be slightly more cautious. They’ll
want to hear something before they go
out and buy it. We feel good about what
we've done. We feel it’s true to the spir-
it of Genesis, and we feel we can do no
more [than that].”
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