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ADVERTISEMENTS

B’huster Sell-Thru Strategy Questioned
Chain Said To Be Left With Excess Inventory

U.S. Promoters
Step Up Activity

H BY PAUL SWEETING For its part, Blockbuster stresses
- that its highly publicized move into
sell-through was intended to position
the chain as a year-round player in
that market and that the recent
fourth quarter has to be viewed with-
in the context of an overall strategic
design.

“The sale of video is part and par-

NEW YORK—Despite Blockbuster
Video’s much ballyhooed success in
boosting fourth-quarter sales with an
aggressive sell-through campaign,
supplier sources say the giant chain’s
overordering has left it with serious
inventory problems this year.

BLOCKBUSTER CLOSES IN ON
CITYVISION BUY, SEE P. 6

Blockbuster sold through to consum-
ers less than 50% of the product it
bought for the *91 holiday season, ac-
cording to the suppliers. However,
they add, that percentage varies

In Latin America

EBY JOHN LANNERT

MIAMI—Encouraged by the sta-
bilizing economic and political cli-
mate in Mexico and neighboring
South American and Caribbean

countries, several U.S. promoters
are now actively promoting con-
certs and tours in the region.
In most instances, local promot-
ers are involved, but the newly ag-
(Continued on page 87)

MICKEY HART: PLANET DRUM
A triumphant sold-out tour. Nominated for
the Best World Music Album Grammy.
| Nine weeks at # 1 (so far) on Billboard's
| | WORLD MUSIC chan. “A once-in-a-
lifetime Congress of master percussionists
from around the wod.”—Philadelphia City
Paper. On Rykodisc (RCD 10206/RACS).

cel of what the video industry is,”
says Joe Baczko, Blockbuster presi-
dent and chief operating officer.
“We've always been selling product;
we just decided to be more aggres-
sive at it this year and to have a year-

round presence. The Christmas quar- l
ter only marked the beginning of

that.” i i
g\lNhile declining to reveal specific In Blllboard Bulletin..

from as much as 80% on some titles
to as little as 10% on others.

While doubling its sell-through vol-
ume over the fourth quarter of 1990,

Stations Say Telemarketer
Linked To Bogus Requests
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B BY SEAN ROSS

NEW YORK—Bogus request call-
ing, often organized by fan clubs
whose members repeatedly phone
radio stations, has escalated to a
new and peskier level: Several top
40 and album rock radio program-
mers say their stations have re-
ceived bogus request calls from a
Denver-based telemarketing firm in

behalf of the Storm’s current chart
single, “I've Got A Lot To Learn
About Love.”

The Storm calls, which both the
group’s label, Interscope Records,
and its management deny any
knowledge of, are apparently relat-
ed to similar activity in behalf of In-
terscope act Gerardo and Atlantic
group Winger. Eight months ago, a

(Continued on page 88)

sell-through percentages, Baczko
says, “Overall, we are where we
wanted to be. On any given title,
there may be a situation where
there’s a problem, but if you look at
the mix of titles we carried and the
depth in which we carried them, we
had a good representation of what
the industry told us to carry and
what our own intelligence told us to
buy. Not everything sold at the rate
we bought it at, for whatever rea-

(Continued on page 85)

Tower Parent Buys Indie Distributor

This story was prepared by Deborah
Russell in Los Angeles and Thom
Dufly ir Cannes.

LOS ANGELES—Tower Records’
parent, MTS Inc., has purchased the
majority of Bayside Record Distrib-
uting Co., a Northern California-
based independent distributor.

The acquisition has aroused fears
among independent label and distri-
bution executives that Tower will
eventually purchase all of its indie
product nationwide through Bayside.
Comments made by Bayside presi-
dent Robin Wise seem to confirm this

speculation.

Contacted at MIDEM, Wise said
the deal with Tower closed prior to
his trip to the MIDEM music fair in
Cannes last week. “It's something
that we’ve been discussing [with
Tower] for the past couple of months.
We’ve been a very small company for
a number of years, and this is a
chance for us to really expand our
markets.”

Bayside currently has one ware-
house in San Rafael, Calif. Its eight-
person sales force covers territories
in California, Washington, and Ore-
gon, with some accounts in Nevada

and Hawaii.

“I think we can take the kind of or-
ganization we have on the West
Coast and transplant it across the
country In stages,” Wise says.

Long-range effects of Bayside’s
expansion remain unclear at this
stage, but Stan Goman, senior VP of
Tower’s retail operations, maintains
the “significant investment” Tower
has made in Bayside will not impact
the business of independent distribu-
tion overall.

“Whatever impact there is will be
negligible,” Goman says. “Bayside is

(Continued on page 85)

2 New Springsteen
Albums Due In Spring
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THE MULTI- PLATINUM SUCCESS STORY OF 1991,

COLOR THEM ECSTATIC.

GRAMMY NOMINATIONS AMERICAN MUSIC AWARD NOMINATIONS

Best New Artist POP/ROCK SOUL/R&B

Color Me Badd Favorite Band, Duo or Group Nominee  Favorite Single Nominee
Best R&B Performance by a Duo or Group Color Me Badd “I Wanna Sex You Up” Color Me Badd

Color Me Badd Favorite Single Nominee “| Adore Mi Amor" Color Me Badd
Best Rhythm & Blues Song “l Wanna Sex You Up” Color Me Badd Favorite New Artist Nominee

I Wanna Sex You Up" Color Me Badd Favorite New Artist Nominee Color Me Badd
Color Me Badd

COLOR THEM it

INHERIT 255 LEGACY
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No-Nonsense Approach Marks ‘92 MIDEM

Business Comes Ist For Record-Setting Crowd

This story was prepared by Adam
White, Jeff Clark-Meads, and Thom
Duffy.

CANNES—The sharp realities of recession
put a focus on hard business at MIDEM
1992, which the organizers claimed was the
best-attended event in the music market’s
26-year history.

By the close of the third of the show’s
five days, according to the MIDEM Organi-
sation, 8,360 people had attended—higher
than any previous five-day total. The only
people who stayed away, said MIDEM Or-
ganisation chief executive Xavier Roy,
were the record pirates who have been
seen at some past fairs.

Throughout the exhibition hall, the no-
nonsense approach to the current commer-
cial climate was evident. Noted Jon Bee-
cher, director of U.K. label Castle Commu-
nicatiors, ‘“This must be one of the best
MIDEMs. Because there’s a lot less money
around, people are doing business rather
than just socializing.” Added Music For
Nations managing director Martin Hooker,
“There are a lot fewer time-wasters around
this year.”

Roy stated, “My impression was that it
was dynamic and serious. I had the feeling
that the participants this year really want-
ed to go for it. Because of the American
and Japanese absence last year, this was
the first time many people had seen their
business partners for two years.”

Fewer pirates were seen this year than
in the past, Roy declared. He claimed they
were put off by the clause in the exhibitors’
contract that states that anybody display-
ing illegal material will be banned from the
show for two years.

However, Roy was speaking on the eve-
ning of Jan. 22, the penultimate day of the
fair. He added that he anticipated a stand
in the exhibition hall would be raided by

MIDEM REPORT

anti-piracy agencies the following morning.

MIDEM 1992, held here Jan. 19-23, had
350 stands, 1,121 exhibiting companies, and
63 represented countries; 54 nations had
been expected. Attendance from the for-
mer Communist bloc rose markedly, al-
though the list of the biggest national
groups was the familiar one: France had
1,692, followed by the U.K. (1,278), U.S.

(926), and Germany (798).

The biggest defector from the ranks of
habitual MIDEM-goers, the giant Warner/
Chappell publishing company, was missed
by some attendees.

“I was looking for Warner/Chappell be-
cause I had some things to talk to them
about,” said Raimo Henriksson, manager
of Frazer Music in Finland and president
of the Finnish Music Publishers Assn. “It
was a big surprise for me. I think this

(Continued on page 87)

H BY LARRY LeBLANC

TORONTO—The Canadian Record Indus-
try Assn.’s net shipment statistics for 1991
indicate a 9% rise in revenues and a strong
growth in compact discs, but also a 5% re-
duction in overall units shipped, with the
cassette format being the hardest hit.

The net value of sales in 1991 advanced
to $368.85 million (at an exchange rate of
86.7 U.S. cents to the Canadian dollar)
from the 1990 figure of $339.57 million
(U.S.). Overall unit sales, however, de-
creased to 49.96 million from 52.33 million
in 1990.

Unit shipments of full-length cassettes
fell 18% to 25.78 million from 31.43 million
the previous year, and maxi-single cas-
sette sales plummeted 48% last year to
2.51 million units from 4.85 million in 1990.
CD sales jumped 35% to 21.41 million units
from 15.83 million units in 1990.

“The whole business is digital-driven

GCassettes Pull Ganada’s 91
Units Down; Revenues Up 9%

and we're very vulnerable,” warns Brian
Robertson, president of CRIA. “Thank
goodness digital is there because I don’t
know where we’d be without it. There’s
more and more recyling of older product,
particularly boxed sets, which have be-
come a substantial part of the business.

Several Canadian industry figures pre-
dict that, although digital compact cas-
settes will be available near the end of
1992, the format will not impact the mar-
ket much until the fall of 1993. “I don’t
think DCC can arrive too soon,” says Rob-
ertson. “It won’t, however, come soon
enough to shore up that loss of a cassette.
It should have been here two years ago.
We're going to have at least three years of
a lost format.”

“When you consider the [retail] bank-
ruptcies, the war, the recession last year,
a 9% increase in dollars, music is not doing
that bad,” says Joe Summers, president of
A&M Records Canada.
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CD Players, Laser Brighten Hardware Biz

H BY SUSAN NUNZIATA

NEW YORK—CD players were the
bright spot in a recession-plagued
year for audio and video electronics
gear, showing about a 26.7% in-
crease in factory sales in 1991 over
1990, according to the Electronics
Industries Assn.

According to a cross-section of
audio and video hardware retailers,
sales of CD players grew 12%-17%
in 1991, but overall sales of audio
and video equipment were flat or up
only 2%-3%.

Although the EIA reported a 7.2%

growth in manufacturers’ VCR unit
shipments in 1991, most retailers
saw flatness in that format. Sales of
audiocassette hardware, although
not broken out as a separate pro-
duce category by EIA, were flat or
down in 1991, according to industry
observers.

Unit sales of laserdisc equip-
ment grew 22% over the previous
year’s volume, although market
penetration reached only 3% in
1991 (see story, page 58). Those re-
tailers carrying laserdisc players
are pleased with their sales perfor-
mance.

Blockhuster’s Gityvision Buy
Apparently Is A Done Deal

B BY PETER DEAN

LONDON—BIlockbuster Entertain-
ment U.K. has effectively acquired
Cityvision PLC, owner of the 862-
unit video rental chain Ritz Video,
despite a last-ditch attempt by two
British entrepreneurs to block the
deal (Billboard, Jan. 25).

Blockbuster announced it had re-
ceived 50.2% of Cityvision’s common
shareholders’ vote Jan. 22, just short
of the 51% acceptance it required as
a condition of its $135 million offer.
It also received 10.9% of Cityvision’s
preferred shares.

In order for Blockbuster to get the
51% of common shares needed to
conclude the deal, the offer has been
extended until Wednesday (29), by
which time it is expected Blockbust-
er will secure the additional shares.

As originally structured, once 51%
of Cityvision shareholders had voted
to accept the offer, Blockbuster had

made the deal conditional on 90% of
outstanding shares being tendered
within two weeks.

At press time, however, the Fort
Lauderdale, Fla.-based Blockbuster
had dropped the 90%-tender condi-
tion.

STOCK OPTION
In tendering their shares, Cityvi-
sion shareholders can choose a
straight cash payment of 48 pence
per share, or take a mixture of cash
and Blockbuster stock. Of the com-
mon shares tendered thus far, about
85% have elected to take Blockbust-
er stock as part of the payout.
Blockbuster has capped the
amount of shares it will issue in con-
nection with the deal at 4 million,
which means its stock will represent
only about one-third of the payment,
with cash being used for the remain-
der.
(Continued on page 89)

NEW YORK—This week Billboard
introduces The Rap Column, a bi-
weekly feature by frequent contrib-
utor Havelock Nelson, The new fea-
ture debuts in the Artists & Music
section on page 26,

Nelson’s column will provide
news and commentary about the
rapidly growing rap music segment
of the music industry. Nelson will
also contribute articles throughout
the magazine relating to rap music,
its executives, its stars, and its
trends.

“Rap is the dominant expression
of black culture in America right
now,” says Nelson. “Its influence is
spreading from the music into other
media and into fashion and politics.
1t will be my job to keep track of the
trends in this sociopolitical art form
and offer analysis of things that are
already in development.”

Nelson, 27, is a native of Guyana
in South America. He was raised in
Brooklyn, N.Y., where he still re-
sides. He is the co-author with Mi-
chael Gonzales of the book “Bring
The Noise: A Guide To Rap Music
And Hip-Hop Culture,” published
by Harmony House in 1991. He has
been a contributor of news, re-
views, and interviews to Billboard

Billboard Expands Goverage
With New Golumn On Rap

since 1987. His work has also ap-
peared in the Boston Phoenix, Roll-
ing Stone, New York Newsday, The
Boston Globe, Interview, The
Source, Word Up!, The City Sun,
and The Village Voice.

“Havelock’s fine reporting has
been an asset to Billboard for
years,” says editor in chief Timothy
White, “and his deep knowledge-
ability and enthusiasm regarding
rap make him an ideal writer for
this exciting new feature.”

The Rap Column is another in a
series of features that represent
Billboard’s commitment to expand-
ed coverage of various musical
genres. Specifically, it represents
the further development of Bill-
board’s tracking of rap music,
which began in 1989 with the estab-
lishment of the Hot Rap Singles
chart. The chart, which lists the
best-selling rap singles in the U.S,,
was introduced on a biweekly basis
in March 1989 and became a weekly
feature eight months later. The re-
porting panel for the chart was re-
vised last month to provide a more
complete picture of national sales
(Billboard, Jan. 25).

The Rap Column will next appear
in the Feb. 15 issue.

The outlook is optimistic for both
CD- and laserdisc-player sales in
1992. EIA predicts a 12.5% increase
in CD factory sales and a 22% climb
in laserdisc shipments, and retailers
are also expecting strong growth in
those formats, particularly if the
economy improves.

“CDs were really our strongest
product [in 1991],” says John Bow-
ers, president of La Salle Electron-
ics, Galesburg, Ill. ““Basically,
where the CD did well is in porta-
bles, because those units are finally
working. In home units, the chang-
ers really perked up sales.”

EIA does not break out portable-
CD-player sales, but it reports
only a 3% increase in factory sales
of portable and personal headset
tape/CD player combinations.
However, most retailers agree
with Bowers that portable CDs,
both in tape/radio combinations
and portable headset units, took a
substantial percentage of CD
sales.

According to Bowers, sales of por-
table CD units were roughly 10%
above those of home CD units during
the holiday season. Overall, he says,

(Continued on page 9)

Great Scott. Jazz vocalist Little Jimmy Scott takes a break in recording his
latest album—nhis first under his new exclusive recording contract with Sire
Records. Scott, best known for his ballads, began his career in the '40s as a
vocalist for the Lionel Hampton band. In the '50s he recorded a series of solo
albums on Savoy Records, moving to Tangerine Records in the '60s and
Atlantic Records in the '70s. Most recently, he recorded ““When Did You Leave
Heaven” for the soundtrack to the upcoming film ““Street Of Dreams.” Scott's
Sire debut is scheduled for release in late spring. Shown, from left, are engineer
Al Schmitt; Scott; producer Tommy LiPuma; arranger Johnny Mandel;
keyboardist Kenny Barron; drummer Grady Tate; and bassist Ron Carter.

WEA Assumes
Distrib Duties
For Latin Am

E BY JOHN LANNERT

MIAMI—WEA Corp., in an ef-
fort to bolster domestic albums
sales of its Hispanic subsidiary
WEA Latina, has announced it
will distribute all WEA Latina
product to WEA’s existing
mainstream accounts.

The distribution accord—
which took effect Jan. 2—does
not include Latin retail ac-
counts, which will continue to
be serviced by WEA Latina.
Sales and coordination of the
WEA Latina line will be over-
seen by Alan Shapiro, WEA di-
rector of national sales.

As a result of the new distri-
bution arrangement, WEA La-
tina senior VP Luis Pisterman
has tapped Rosana Mattioli to
be director of national sales.
Mattioli formerly was the la-
bel’s production director. Deb-
bie Ward, previously head buy-
er at Music Plus, has been
named mainstream accounts co-
ordinator.

Pisterman hailed the distri-
bution pact, saying the WEA
Latina artists now have a gold-
en opportunity to realize a sales
increase at domestic outlets.
“It was decided that the best
way to [expose our prod-

(Continued on page 85)

State-Owned China Record Gorp. Joining IFPI
Move Comes In Wake Of Pledges On Int’l Copyrights

CANNES—In the wake of China’s
pledges to protect international copy-
rights (Billboard, Jan. 25), the huge,
state-owned China Record Corp. is in
the process of joining international
record company organization IFPI. It
also says it is eager to pull together
China’s independents into a national
IFPI group.

“They’re very interested in taking
an active role,” says IFPI president
Sir John Morgan. “It’s actually a role
reversal in that they volunteered to
us their wish to set up an IFPI na-
tional group. What they want is prop-
er representation of China on the
IFPL”

China Record Corp., which has a
virtual monopoly on a par with that
of the old Melodiya in the former So-
viet Union, is keen to open up to inter-
national trade.

Such trade would be based on ef-
fective copyright legislation in China.
Morgan, whose role in the British dip-
lomatic service gave him extensive
experience of the country, explains
that China has passed a copyright
law in outline (as is the case with all
new legislation) and that specific reg-
ulations are now being slotted into
that framework.

The Recording Industry Assn. of
America also hailed China’s agree-
ment to improve intellectual property
protection, citing the threat of U.S.
trade sanctions as the deciding fac-
tor. “A very important note to this
agreement,” said RIAA president
Jay Berman, “is that U.S. industry
and government worked together not
only to ensure U.S. copyright protec-

tion, but pressed for protection for
foreign copyright holders as well.”
Under China’s Memorandum of
Understanding, the Chinese govern-
ment has committed to raise the level
of protection it provides all foreign
copyright works for a term of 50
years and extend protection to all
U.S. copyright works created prior to

the date the agreement was signed
(Jan. 16), providing these works re-
main protected in the U.S.
According to the RIAA, China
will join the Berne Convention ef-
fective Oct. 15, 1992, and the Gene-
va Phonograms Convention effec-
tive June 1, 1993,
JEFF CLARK-MEADS

New Assn. Of European Radio
Sets Agenda For Uniformity

B BY KEN GARNER

GLASGOW, Scotland—Representa-
tives of commercial radio trade bod-
ies from five major European coun-
tries will meet Friday (31) in Brussels
to advance the agenda of the newly
formed Assn. of European Radio.

As the region moves toward great-
er economic union, broadeasters are
clearly keen to gain lobbying influ-
ence at the European Community’s
administrative heart in the Belgian
capital. They want to at least begin
moving toward standardization of
copyright principles and rates across
the continent. Having their own Eur-
opewide association was seen as a
key first step.

“Obviously, copyright payment is
one of the legal areas radio associa-
tions are interested in,” says Brian
West, director of Britain’s Assn. of
Independent Radio Companies, one
of the prime movers behind the AER.

“One of our first priorities will be to
set up a working party looking at this
area.”

Besides the AIRC, founding mem-
bers of the AER include:

e AERP, the Spanish radio owners’
association.

o SNR, one of the three French sta-
tion trade bodies, and the one that
represents only major national or net-
work services.

o Germany’s VPRT, which has 30
members, representing the largest
stations and some TV interests. (Be-
cause of differing media laws in vari-
ous regions of the country, it has few
members in states such as North
Rhine-West Phalia, Baden Wuerttem-
berg, and Bavaria, where the alterna-
tive Assn. of Private Radios—so far
not an AER member—represents the
greater number of smaller stations li-
censed by these states.)

o The association for Italian local

(Continued on page 44)
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- “"BUCKWHEAT ZYDECO IS THE ROLLICKING AND ULTRA-DANCEABLE BAND THAT HAS TAKEN THE MUSIC
OF SOUTH LOUISIANA’S CREOLE COMMUNITY INTO THE HEART OF THE CONTEMPORARY POP MAINSTREAM...”
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BUCKWHEAT ZYDECO DEBUTS ON CHARISMA RECORDS WITH
ON TRACK

FEATURING HIS POWERFUL INTERPRETATION OF THE CLASSIC
“HEY JOE”

BE SURE AND SEE
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B BY GEORGE STOKES

What do Steak & Ale, Sears, Cheer
detergent, Bugs Bunny cartoons, and
the movie “Platoon” have in com-
mon? They've all made use of classi-
cal music! Ditto commercials for
United Airlines, Carefree gum, Stain-
master carpet, and a growing host of
other companies that are jumping on
today’s resurgence of classical music
to showcase their messages on radio
and television stations. Both the time-
less music of past generations and
contemporary works are finding
their way into the mainstream and
are being welcomed with open arms.

Nobody applauds this ‘‘renais-
sance” of classical music more loudly
than the Concert Music Broadcast-
ers’ Assn.—the professional organi-
zation of commercial classical radio
station broadcasters dedicated to the
continuing growth and success of
what they consider the world’s great-
est music.

The CMBA, which celebrates its
22nd anniversary this year, repre-
sents some 50 commercial classical
music stations, both AM and FM. As-
sociate members include record la-
bels and other music companies, re-
search organizations, syndicators,
and others,

Underlining the classical resur-
gence, Lee Abrams, managing direc-
tor of Dallas-based Satellite Music
Network, recently told a national
trade magazine that great classical
melodies are being heard in “every-
thing from commercial jingles to hit
songs.” Noting that the classical for-
mat has a definite niche in some mar-
kets, he said that, besides classical
buffs, “there’s a sizable unserved au-
dience that would use classical as
‘thinking man’s beautiful music,””
especially in large markets.

Abrams urged classical radio to
use ““traditional competitive pro-
gramming techniques” to increase
their mainstream appeal—something
many classical stations are already
doing. They have no unified ap-
proach, however; different cities are
receptive to different approaches to
the classical format.

So how fast ¢s the commercial clas-
sical format growing? Mediamark
Research Inc., based in New York, re-
ports listenership on commercial clas-
sical stations has increased a hearty
5.5% from 1990-91. And more com-
mercial stations are broadcasting
classical music—50 outlets last year,
compared with 45 in 1990.

Why are more listeners switching
to classical? Possibly, it’s just a sign
of the times, as we're in the baby-
boomer era and people are simply
looking for alternatives to other radio
fare. Also, classical stations are fine-
tuning their programming and have
access to more programming than
ever before.

While the listening public is famil-
iar with radio networks like ABC,
NBC, and CBS, the fastest-growing
network is the Concert Music Net-
work—the only radio network reach-
ing the same format on every affili-

Baby Boomers Try Something Different

MORE PEOPLE ARE TUNING IN TO GI.ASSIGAL RADIO

ate station. Concert Music Network
VP/GM Roy Lindau sums up his net-

looking for

work’s bottom line: “Advertisers lift
the perceived quality of their prod-
uct/service when they run next to
classical music. On classical stations,
the advertiser’s message comes on
when the audience is all ears, and
they will love you for helping support
their quality of life.”

SHUT DOWN, VOLUME 2

First, I'd like to thank Timothy White
and Billboard for the full page of free
publicity (Commentary: “Be True To
Your Facts: The Case Of Brian Wil-
son”) I received in your Jan, 11 issue.
However, 1 was dismayed that, once
again, White chose to disregard
many variables in the Brian Wilson
saga that don’t support his own pro-
paganda. White writes in his Jan. 11
column: “Nearly two weeks after the
{Nov. 2, 1991] Billboard issue contain-
ing the full page of Wilson letters [in
response to White’s Oct. 4 Billboard
“White Paper”] had been published
and circulated on newsstands, we re-
ceived Holdship’s letter, whose cen-
tral argument was the writer’s disbe-
lief that we hadn’t received any let-
ters supporting [Dr.] Eugene
Landy.” This is an outright lie. In
fact, I faxed my letter to Billboard’s
commentary editor, Ken Terry, on
Wednesday, Oct. 30, two days after
Billboard subscribers (myself includ-
ed) would have received that issue.

Secondly, I didn’t write that White
“made fun” of how Brian Wilson
eats. Those are White’s words. I
wrote that White “commented” on
the way Wilson eats. Finally, I don’t
need to lie “in a clumsy attempt to
smear [White] in the eyes of hardcore
Beach Boys fans.” White accom-
plishes that himself if fans would just
take the time to go back and read his
two-part Brian Wilson story in the
June and July 1976 issues of Craw-
daddy.

Throughout the Crawdaddy piece,
White refers to Wilson’s slovenly ap-
pearance. He refers to Brian as “pot-
bellied” twice. Elsewhere, he writes:
“[Wilson]'s limp, faded shirt is unbut-
toned in deference to a swollen
paunch which, like the rest of Brian,
is pale and translucent, like the un-
derside of an albacore ... his body is
rather disproportionate, the head too
small atop his bloated barrel frame,
and the long arms and legs flowing
awkwardly from their now-drooped

‘People are

alternatives to
other radio fare’

George Stokes is executive
VP/GM of KRTS-
He also serves on'the board
of directors of the Concert
Music Broadcasters’ Assn.

In the best-selling book ‘“Mega-
trends 2000,” the authors predict the
arts will replace
sports as a leisure-
time activity dur-
ing the ’'90s—a
very bright fore-
cast for classical
radio.

Just as other
professional orga-
nizations have
made their mark
in broadcasting,
the Concert Music
Broadcasters’ Assn. has become a
major force in the radio arena. Where
once the airwaves were dominated by
rock, country, and easy listening, the
formats are rolling over to make
room for Beethoven . .. proof positive
that classical music is indeed classic.

FM Houston.

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. Contributions should be submitted to Ken Ter-
ry, Commentary Editor, Billboard, 1515 Broadway, New York, N.Y. 10036.

The Kronos Quartet, one of the best-known classical music ensembles, has
expanded its appeal beyond the core classical audience with an unusual mix of
pop marketing techniques and unorthodox repertoire. Its latest album for
Elektra/Nonesuch, “Africa,” due Feb. 21, combines Western and African music.
Pictured, from left, are Hank Dutt, viola; Joan Jeanreneaud, cello; David
Harrington, violin; and John Sherba, violin.

B LETTERS |

anchor.” Finally, White describes
Wilson downing a glass of orange
juice as “he gasps between gulps.”
In Timothy White’s Brian Wilson
cover story that appeared in the Au-
gust 1985 issue of Musician maga-
zine, White does comment on the way
Brian eats food. First, White quotes
Wilson as saying: “[Dr. Landy]'s
taught me things like manners. I nev-
er realized that I used to rush
through my meals. He's taught me to
eat slower and enjoy them!” Five
paragraphs later, White describes
Brian as “gobbling his eggs with re-
flex gusto.” I found it extremely un-
fair that White would call me a liar
based on a statement made in a letter
that he originally refused to print in
the first place.
Bill Holdship
Los Angeles

Timothy White replies: First of all,
I accept as genuine Holdship’s
gratitude for this sort of “publici-
ty.” However, the Nov. 2 Billboard
containing the full page of Brian
Wilson letters first hit the streets
Oct. 25, with industry subscribers
receiving the magazine from that
day onward. Regardless of when
Holdship’s letter dated Oct. 30 was
Sfaxed, it reached my desk Nov. 5,
11 days after publication. More-
over, the original Brian Wilson
“White Paper” issue hit the streets
Sept. 27. Thus, Holdship’s tardy
letter actually arrived at Bill-
board at least a full month after
the original Wilson article.

I did not directly quote Holdship
as charging me with having “made
Sun’of Brian,; rather, that was the
clear point of his letter's emphatic
allegations about what I'd “com-
mented” on in my past articles.
And Holdship’s charges were
made with the same sarcastic, ital-
ics-prone prose as the rest of his
letter, using the distortion-via-se-
lective-quotation approach he has
utilized in attacking much of my

Beach Boys journalism. For exam-
ple, Holdship mow offers a long ex-
cerpt from my Crawdaddy story to
support his claim that I derided
what he himself terms a ‘“‘sloven-
ly,” juice-“downing” Brian Wil-
son, but Holdship deliberately
avoids quoting the very next sen-
tence of that story: “Yet Brian re-
tains a singular charisma, and
when left to himself there is a dig-
nity in his open heart and insouci-
ant demeanor that is striking.”

Holdship employs a similar
trick with the Musician excerpt,
Aatly ignoring its ironic message
about Eugene Landy’s apparent
ineffectiveness as a therapist/
teacher, while also omitting the
kindly prose about Brian himself
that accompanied it: “The rest of
the meal proceeds under Brian’s
courteous stewardship. He is care-
Sul to monitor the flow of food to
others, to query us all about sec-
onds, to see we have enough to
drink.” I'd certainly urge anyone
who truly cares to seek out in the
public library the complete text of
the articles, material from which
was taken virtually verbatim for
the supposed Brian Wilson autobi-
ography Holdship recently praised.

For my part, I've been increas-
ingly confounded by Holdship’s
continued pro-Landy assault on
my reporting on Brian Wilson; in-
deed, he finds foult and offense
where no one else (including the
Wilson family and even Eugene
Landy) ever has. Holdship has also
been strangely scornful (“If you
choose not to print this, it will
only serve to confirm my worst
fears regarding the ‘new’ Bill-
board”) of the magazine.

Just recently, as a result of in-
JSormation volunteered by several
parties who've individually come
Sorward, I discovered that last au-
tumn, during the period when my
Brian Wilson “White Paper” first
appeared in Billboard, a member

of Bill Holdship’s family lost his
Job at the ‘“‘new’’ Billboard when
his position was eliminated in a
departmental restructuring. I was
completely unaware of this con-
nection, but Holdship’s subse-
quent attacks were made under
these circumstances.

GOD ONLY KNOWS

With reference to Timothy White’s
Commentary in the Jan. 11 issue, [
was empathetic to his strong and val-
id statements regarding the Eugene
Landy-Brian Wilson fiasco. It was I
who arranged for him to interview
Brian and the Beach Boys back in
1976 when I was vice president of the
music department at Rogers &
Cowan Public Relations in New
York.

I have never openly spoken about
my experience with Landy at that
time, as [ felt a responsibility to my
clients not to discuss personal activi-
ties, relationships, etc. to anyone.
However, at this time, since everyone
knows of this so-called ‘“arrange-
ment” between Landy and Wilson—
and how absurd it is—I recall how
uncomfortable I was watching the
manipulation of a human being by
another. [, too, was brought into the
web by being told by Landy what to
do and say in my handling of Brian.
He was determined to manipulate me
as well to his way of thinking.

[ felt helpless and at the same time
enraged. He knew at that time I
would not and could not question his
“authority.” Perhaps in the begin-
ning Landy felt he could help Brian
with his many problems. Unfortu-
nately, it seems that ego, recognition,
power, and money became more im-
portant.

What would happen if Landy were
ignored; would his contrived celebrity
fade away and would he become in-
significant?

Carol Ross-Durborow
CRD Consultancy
East Stroudsburg, Pa.
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Disney Bringing Tim Burton’s First
Film To Life Via Direct-To-Vid Launch

@ BY JIM McCULLAUGH

LOS ANGELES—Walit Disney
Home Video plans to unveil super-
star director Tim Burton’s first
film—*“Frankenweenie”’—as a di-
rect-to-video release April 10 at
$14.99.

Burton has gained global promi-
nence as the director of such films
as ‘“Batman,” “Beetlejuice,” and
“Edward Scissorhands.”

The release of the 28-minute
film, which was never given a gen-
eral theatrical release and has nev-
er been available on video, under-
scores the home video industry’s
increasing interest in film direc-
tors as a consumer marketing
hook.

Recently, for example, Para-
mount Home Video announced the
reissue of two films in its new Di-
rector’s Series—‘‘Fatal Attrac-
tion,”’” directed by Adrian Lyne,
and ‘““Star Trek IV: The Voyage
Home,” directed by Leonard Ni-
moy (Billboard, Jan. 18).

That series includes not only the
individual films, but behind-the-
scenes footage, outtakes, and new-
ly shot commentary/insight by the
directors themselves of those
films. Enhancement of this type is
widespread in the laserdisc field.

Disney has had home video
rights to “Frankenweenie” since
Burton created the film in the ear-
ly ’80s, while working as an anima-
tor for the studio.

Burton is currently lensing the
sequel “Batman Returns,” slated
for summer release by Warner
Bros. The Disney release is de-
signed to precede the theatrical

opening of that film.

According to Disney officials,
the film was thought to be “‘ahead
of its time,” and was originally
given an extremely limited re-
lease.

Lensed in black-and-white, the
film features performances by
Shelley Duvall and Daniel Stern,
the voice of TV’s ““The Wonder
Years,” who also had recent star-
ring roles in “Home Alone’ and
“City Slickers.”

The parody, which plays off the
classic ‘“Frankenstein’ tale, re-
volves around a boy named Victor
Frankenstein who brings his dog
back to life after it is run over by a
car.

Paralleling—and presaging—
the plot line in “Edward Scissor-

hands,” the “revived” dog evolves
from scary creature to accepted
hero.

Disney officials say the work is via-
ble in the home video market since it
also contains “humor, emotion,” and
other ingredients that should appeal
to both kids and adults.

To enhance the “video exclusivity”
of the title, Disney will not release it
to cable, pay-per-view, TV syndica-
tion, or any other broadcast medium.

To plug the title, Disney plans to
place a “Frankenweenie” insert into
all of its spring sell-through titles,
including the expected megaseller
‘101 Dalmatians,”’ available in
April.

Other advertising, marketing,
and merchandising elements will
also support the release.

‘Miserables’ Loves Company. Atlantic recording artist Debbie Gibson is
congratulated on her Broadway debut as Eponine in “‘Les Miserables” at a
postshow party following her opening-night performance. Gibson is slated to
perform in “‘Les Miserables” through March 29 at New York’s Imperial Theatre.
Shown at New York’s Planet Hollywood, from left, are Ahmet Ertegun, co-
chairman/co-CEO, Atlantic Records; Gibson; Richard Jay-Alexander, associate
director/executive producer, “Les Miserables”; Doug Morris, co-chairman/co-
CEO, Atlantic Records; and Robert J. Morgado, chairman, Warner Music Group.

W BY DON JEFFREY

NEW YORK—Musicland Stores
Corp., the biggest record retailer in
the U.S., has filed for a public offer-
ing of stock for the second time in
21, years.

The Minneapolis-based company
plans to raise between $150 million
and $175 million in an initial offer-
ing of 12.5 million shares at a price
range of $12-814 a share. The pro-
ceeds are to be used primarily to re-
tire junk-bond debt incurred in a
1988 management buyout of the
company.

In July 1990, the retailer pro-
posed a 6-million-share offering at
$13-316 a share, but Iraq’s invasion
of Kuwait a month later caused the
stock market to plunge and Music-
land to shelve its stock sale.

But the surge in the market in re-
cent months—especially since the
Federal Reserve Board drastically
lowered interest rates in Decem-
ber—persuaded Musicland and its
bankers to take the company public
again, according to Wall Street ob-
servers.

Musicland executives declined to
comment on the offering.

The climate for new stock issues
has been extraordinarily good in
the past six months. Three music-
related companies went public last
year: R-Tek Corp., the parent of
Quality Records; Gaylord Enter-
tainment Co., the operator of the
Grand Ole Opry; and BET Holdings
Inc., owner of the Black Entertain-
ment Television network. Shares of
Gaylord and BET are listed on the
New York Stock Exchange, while
R-Tek’'s are traded over the
counter.

Musicland Plans Public
Offering Of 12.5 Mil Shares

Musicland has filed for listing of
its shares on the New York Stock
Exchange. The offering is expected
to be completed by the end of Feb-
ruary.

The company says in a news re-
lease that it plans to offer 10 million
shares in the U.S. and Canada and
2.5 million shares in other nations.
Musicland itself is selling 9.5 million
shares, and institutional sharehold-
ers are selling 3 million. “Proceeds
from the offering are expected to
be used to redeem all or substantial-
ly all of its 13.75% senior subordi-
nated notes,” says the release.
These high-interest securities are
commonly known as junk bonds.

Musicland incurred a huge debt
when the formerly publicly held
company went private in a $406 mil-
lion leveraged buyout in 1988

For the first six months of last
year, Musicland reported a $9.75
million net loss on revenues of $342
million, compared with a net loss of
$4.26 million on $318 million in reve-
nues the year before. The losses
were said to be primarily due to in-
terest payments on debt.

During 1991, Musicland agreed to
acquire the struggling 80-store mu-
sic retailer Record World from its
owner, Chemical Banking Corp.,
but the deal fell through, presum-
ably over price. Sources say Port
Washington, N.Y.-based Record
World is still for sale and that Mu-
sicland remains interested, as are
the retailers Trans World Music and
W.H. Smith.

Musicland operates 1,041 stores
under the names Musicland, Sam
Goody, and Suncoast Motion Pic-
ture Co. The latter chain specializes
in sales of home video product.

BPI Rolls Qut 1st
Rock History On
CD-ROM Format

NEW YORK—The first definitive
multimedia presentation of rock
music history on CD-ROM is
scheduled for release in fall of
1992.

Tentatively titled ‘“The Bill-
board History Of Rock’n’Roll,”
the CD-ROM will feature material
from more than 37 years of Bill-
board archives, including charts,
artist photographs, album covers,
bios, tour histories, musical ex-
cerpts, a time line of important
events, and a variety of lists, such
as top-selling artists by year. The
user will be able to search for in-
formation by artist, group, title,
genre, Or year.

The first release will cover the
years 1962-72. Subsequent re-
leases will cover 195261, 197382,
and 1983-present. The program is
designed for MS-DOS-based com-
puters and is slated to retail for
under $100.

The CD-ROM is being devel-
oped by the electronic publishing
division of the BPI Information
and Research Group, a division of
BPI Communications (publisher
of Billboard), and Compton’s
NewMedia, a division of Encyclo-
pedia Britannica. TRUDI MILLER

CD PLAYERS, LASER BRIGHTEN HARDWARE BUSINESS

(Continued from page 6)

the CD format showed a 12% in-
crease for the Christmas period com-
pared with 1990.

Like their audio cousins, laserdisc
players are expected to remain
strong in 1992. “We saw about a 25%
increase in laserdise, and we expect
even more in 1992,” says Art Shul-
man, president of Harvey Electron-
ics, New York, which experienced
overall sales growth of 7% in its ser-
vice-oriented, six-store chain. “This
format, which has been around a long
time, is finally starting to catch on,
and it’s directly attributable to being
linked to home theater.”

Harvey Electronics has seen
growth in ail products related to
home theater, including laserdise
players, large-screen TVs, and
audio/video receivers with surround
sound, according to Shulman.

“We just began merchandising la-
serdisc players in our audio depart-
ment,” says Bill Taylor, senior audio
buyer with Best Buy, Bloomington,
Minn. “The numbers are not huge,
but I was very pleased. We sold virtu-
ally all we had planned to sell, and
I’'m optimistic about the future of la-
serdisc.”

OVERSATURATED MARKET
Other audio and video hardware
categories are not as strong. The
market for VCRs, which have a
household penetration rate of 77%,

“is oversaturated right now,
Bowers.

Additionally, although the EIA
does not break out sales of cassette
decks, many retailers report the for-
mat was flat or down in 1991.

“Our sales of tape decks have tak-
en a significant plunge downward,”
says Shulman. “CD is the format of
choice, it’s a fabulous format, and
there’s no reason not to expect it to
grow.”

Despite their growth in CD and la-
serdisc, several retailers complained
of profit margins that dropped 5%-7%
in 1991, indicating across-the-board

says

markdowns on audio and video equip-
ment. In some cases, product was dis-
counted $100 or more during the holi-
day seiling season.

At Best Buy, where CD player
sales were up approximately 12%
during the 1991 holiday season, profit
margins were down about 5%, ac-
cording to Taylor. One industry ob-
server predicts more of the same for
1992, “We’ll see continued strong
sales and we'll continue with aggres-
sive pricing and promotion to main-
tain those sales, with some pressure
on margins to retain that,” he says.

Formats like Philips’ digital com-

pact cassette and Sony’s mini disc,
both slated for introduction in 1992,
are expected to add excitement to the
marketplace.

“New formats generally cause con-
fusion,” says Harvey’s Shulman.
“The marketplace will tell the tale for
these new formats, but I don’t think
it will take a dramatically long time
to shake itseif out. In 18 months,
we'll see which will be the dominant
format. It will be CD and either DCC
or MD.”

Assistance in preparing this story
was provided by Paul Verna.

Fight Vs. Vid Piracy In Fast-Forward In "91

LOS ANGELES—The major Holly-
wood studios are making significant
gains in the battle against U.S. home
video piracy, chalking up 582 seizures
of suspect product last year, com-
pared with 394 in 1990, according to a
recap of anti-piracy activities by the
Motion Picture Assn. of America.

The volume of product seized in
1991 also increased. According to the
report, 252,184 tapes were confiscat-
ed in 1991, compared with 180,000 the
previous year.

The increased success is attributed
in large part to stronger “state con-
sumer-protection laws,” says Jack

Valenti, MPAA president, in a state-
ment. Such local criminal statutes al-
low for more local police participa-
tion. Indeed, local authorities were in-
volved in 169 raids in 91 compared
with 64 in 1990, according to the re-
port.

The increase in product seized
stems from two factors: the ability to
use the eriminal statutes, and a shift
by the MPAA to pirate duplicating
facilities and wholesale operations,
Valenti adds. The number of raids on
duping labs almost doubled last year
to 32, says Ted Gardner, MPAA di-
rector of U.S. anti-piracy operations

in Los Angeles.

In criminal cases, as opposed to civ-
il actions—which are based on copy-
right violations—investigators can
grab large quantities of suspect prod-
uct, not just that of MPAA-member
studios. Seizures using criminal
search warrants were up to 213 from
153 a year ago.

Many of the seizures are prompted
by calls to piracy hotlines maintained
by the MPAA and the Video Soft-
ware Dealers Assn. “We fill out a
form and contact MPAA immediate-
ly” upon getting a hotline call, says
the source at VSDA.
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Garth’s TV Show Fuels Album Sales

First Two Releases Are Biggest Gainers

NASHVILLE—Not only did Garth
Brooks score the highest ratings
in his time slot with his Jan. 17
NBC-TV special, but he also
pumped up his already record-set-
ting album sales.

The big winners appear to be the
first two of the Capitol artist’s

three albums. Following the TV
show, “No Fences,” Brooks’ sec-
ond album, enjoyed a 5% sales in-
crease over the previous week, ac-
cording to point-of-sale data. The
album soared from No. 10 to No. 5
in its 72nd week on The Billboard
200. ““Garth Brooks,” the artist’s

@ BY JANINE McADAMS

NEW YORK—EMI Records Group
North America has established
what appears to be the first major-
label rap department independent
of its R&B music department.

The new unit is being built
I b T around the rap

department es-
tablished last
November at
Chrysalis Rec-
ords under Lind-
sey Williams,
who has been
named to head
the new depart-
ment. Shortly af-
ter that department was created,
Chrysalis was consolidated with
EMI Records and SBK Records into
a single operation, the EMI Records
Group North America, under for-
mer SBK CEO Charles Koppelman,
now chairman/CEO of the new en-
tity.

The new department will handle
A&R, marketing, promotion, press,
and video for all rap product from
EMI, SBK, Chrysalis, and distribut-
ed-label Wild Pitch. As director of
rap music for EMI Records Group,
Williams oversees all areas, with an
emphasis on A&R and marketing.
He reports to Daniel Glass, execu-
tive VP/GM, and Fred Davis, VP of

EMI Labels Establish
Independent Rap Dept.

A&R.

Other key staffers are Harry
Fobbs, national manager of radio
promotion, rap music; Walter Daw-
kins, manager of publicity and vid-
eo promotion, rap music; and Der-
rick Thompson, national manager,
R&B/rap sales. Williams, Dawkins,
and Thompson comprised the now-
defunct Chrysalis rap department.

Koppelman stresses the impor-
tance of rap music as a “growth
area” for EMI Records Group. “I
think rap music has not been com-
pletely an urban phenomenon, but a
suburban, mainstream music that
crosses all boundaries,” he says.

“This shows the commitment
that the new company has to rap
music,” says Williams, a 25-year-old
Bronx, N.Y., native. “If you look
around through all the music corpo-
rations out here, while they may
have distribution deals or one or
two staff members to handle rap,
they don't really have a full, inde-
pendent rap department that en-
compasses video, retail, promotion,
and marketing.”

The current rap roster is a mix
from all four labels. Among the
acts are Chrysalis signee Ar-
rested Development, whose mu-
sic is described by Williams as
“Southern hip-hop with ethnic
culture and lots of funk’; rap

(Continued on page 26)

debut album, stepped up from No.
32 to No. 23 in its 91st week.

“Ropin’ The Wind,” Brooks’ cur-
rent album, dropped to No. 2 on The
Billboard 200, as Nirvana’s “Never-
mind”’ recaptured the top spot. “Ro-
pin’ ” has held the No. 1 spot for 10
of.its 18 weeks on the chart.

Retail sources polled confirm
that the TV special appears to
have upped sales for Brooks’ ti-
tles. At the 302-store Wherehouse
Entertainment chain, “Ropin’ The
Wind” went from No. 4 to No. 2;
“No Fences” rose from No. 27 to
No. 5; and “Garth Brooks” jumped
from No. 80 to No. 43.

A spokeswoman for the 115-unit
National Record Mart says ‘“Garth
Brooks” increased enough to join
the two newer titles in its chain-
wide top-25 ranking.

Waxworks’ album buyer Jim
Roe reports Brooks’ first two al-
bums ‘“‘almost doubled in sales the
past week.” During that period, he
adds, “No Fences” matched sales
with “Ropin’ The Wind” at the 150-
store chain. Since the special, it
has been selling twice as well as
“Ropin)'!!

Stewart Trusk, chief buyer for
the 33-store Record Shop chain,
based in Sausalito, Calif., says he
does not have the postspecial sales
figures for Brooks’ albums but his
impression is that they all “did
real well.”

Roger Craig, store manager for
a Harmony House Records &
Tapes mall outlet in Troy, Mich.,
says Brooks’ sales have been so
strong it is difficult to tell what ef-
fect the special had. But, he notes,
“I think we saw a few more than
usual go out [after the concert]. I
think it did have an impact.”

According to Recording Indus-
try Assn. of America certifica-
tions, the three albums have com-
bined sales of 14 million copies, in-
cluding 6 million copies of “No
Fences,” the best-selling country
album ever. EDWARD MORRIS

New BMG Kidz Unit Seeks Joint Ventures

NEW YORK—Increasing its pres-
ence in the children’s entertainment
market, the Bertelsmann Music
Group has created BMG Kidz, an um-
brella organization that will seek
joint ventures with children’s audio
and video companies.

Other major record firms—includ-
ing Warner Bros., Sony, MCA, and
Rhino—have recently increased their
commitments to children’s entertain-
ment through either acquisitions or
the formation of in-house divisions.

BMG Kidz will fall under the ban-
ner of BMG Enterprises, the new op-
erating unit that oversees some of
the company’s other joint ventures,
such as the one with Nice Man Mer-
chandising. Ron Osher, a veteran of
BMG-distributed RCA Records, has

just been promoted to VP of BMG
Enterprises.

The Kidz division’s first project is a
long-term investment in Los Angeles-
based Rincon Children’s Entertain-
ment, best known for the Barbie Doll
record “The Look” (Billboard, Jan. 4).
BMG is seeking to tap into Rincon’s
established account base in such out-
lets as toy stores, while Rincon will
benefit from BMG’s strength in ser-
vicing the music retail community.

Osher calls the new children’s unit
“a natural progression” from BMG’s
extensive activities in kids’ product.
Until two years ago, the company dis-
tributed the recordings of such popu-
lar children’s artists as Raffi and
Sharon, Lois & Bram on A&M Rec-
ords. Then, after A&M switched dis-

tribution to PolyGram, BMG inked
distribution deals with three labels
that specialize in children’s fare: Dis-
covery Music, Children’s Group Rec-
ords, and Lightyear Records. In addi-
tion, BMG handles new age label
Windham Hill, which distributes the
Rabbit Ears kids’ label.

Those four distribution arrange-
ments are still in place, though they
are separate from the new Kidz divi-
sion, which is reserved for “[BMG-]
owned or partnered ventures,” ac-
cording to Osher.

Tom McPartland, VP of legal and
business affairs at BMG Music, says
BMG Kidz will soon unveil other joint
ventures with firms specializing in
the children’s music, video, and con-
cert businesses. PAUL VERNA

‘Phuncky One’ Is No. 1. Rap act Cypress Hill announces its signing to BMG
Songs. The band’s current single, “The Phuncky Feel One,” is No. 1 on
Billboard’s Hot Rap Singles chart, and its self-titled debut album is climbing The
Billboard 200. Cypress Hill also appears on the upcoming MCA soundtrack for
the film *“*Juice,” performing the song “Shoot 'Em Up.” The group’s next single
will be “Hand On The Pump.” Shown at BMG Songs’ Los Angeles office, from
left, are Danny Strick, senior VP/GM, BMG Songs; Deborah Dill, senior director
of creative affairs, BMG Songs; Margaret Mittleman, West Coast creative
manager, BMG Songs; Happy Walters, the group’s manager; and Cypress Hill

members Sen Dog and B-Real.

PolyGram Labels Launching
Indie Imprints For Bahy Acts

@ BY ED CHRISTMAN

NEW YORK—In order to fuel PGD’s
Independent Label Sales division
with product for independent distri-
bution, U.S. labels under the Poly-
Gram umbrella will create a series of
new imprints that will focus on baby
acts.

ILS, formerly Island Records’ inde-
pendent distribution arm, was recent-
ly placed within PolyGram Group
Distribution so that all the labels in
the PolyGram camp could have the
option of going through PGD or
through the indie network (Billboard,
Nov. 16). Previously, only Island had
the option of signing acts to either it-
self or its indie labels, 4th & B'way
and Mango.

Each PolyGram label, including
Mercury, A&M, and the companies of
the PolyGram Label Group, will cre-
ate one or two new independent im-
prints. The new logos could be help-
ful in establishing credibility at the
street level, says Pat Monaco,
VP/GM at ILS. Also, he says, it
would create confusion if both PGD
and ILS salesmen worked different
projects on the same label when call-
ing on accounts.

According to PolyGram executives,
the new labels will serve as farm
teams, with acts graduating to the
PGD-distributed majors when they
are ready for it.

Other major labels have also tried
various approaches to tapping the in-
dependent network. Sony owns 50%
of Relativity Entertainment Distribu-
tion; Virgin owns Caroline Records;
and Warner Bros. owns Tommy Boy
Records, which issues product
through WEA and independent dis-
tribution.

Initial PolyGram plans do not call
for any additional staffing to support
the new labels. Other than sales and
marketing, which will be handled by
ILS, all functions for the new im-

prints will be handled by the major-
label staffs.

“Most of the labels in the Poly-
Gram group will end up with two
new labels, one for rap and dance and
one for metal and alternative rock,”
Monaco says. “The new labels may
have new names or the names could
be revived from defunct labels owned
by PolyGram. For example, Mercury
owns Chocolate City, the old Casa-
blanca label, that it could use if it
wanted to.”

Monaco supplies ILS with the ex-

(Continued on page 89)

Street-Level
Mktg. Retumns,
Says Stessel

@ BY IRV LICHTMAN

NEW YORK—Larry Stessel has
seen the marketing of pop acts
come full circle since the late "70s.
The veteran label executive, who
has just left the CBS (now Sony)
organization after two decades to
become senior VP/GM of market-
ing, sales, and promotion at Mer-
cury Records, says the industry is
back to using a mix of streetwise
tools for marketing and has less-
ened its dependence on videoclips.

“It’s no longer music TV or
nothing,” says Stessel, noting
that music video now can enter
the marketing picture on a release
later than in past years.

“When [ started in marketing in
the late "70s, there was no music
video to deal with. The strategy
was basically packaging and

(Continued on page 88)
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Glivilles & Gole, BDP
Among February Sets

B BY LARRY FLICK

NEW YORK—Hip-hop and dance
beats will be plentiful in February as
C&C Music Factory’s Clivilles & Cole,
Sir Mix-A-Lot, and Boogie Down Pro-
ductions issue new albums.

Other noteworthy releases this
month include the soundtrack to John
Mellencamp’s screen debut, “Falling
From Grace,” and new music by
Hank Williams Jr., Yngwie Malm-
steen, Adrian Belew, and Calloway.

Now that they have gained world-
wide notoriety as the masterminds
behind C&C Music Factory, produc-
tion team Robert Clivilles and David
Cole delve into their vault of past
projects for “Clivilles & Cole’s Great
est Remixes, Vol. I’ (Feb. 11, Colum-
bia). In addition to the current double-
A-side hit “Pride (In The Name Of
Love)/A Deeper Love,” the set in-
cludes remixes of tracks by such art-
ists as Seduction, Chaka Khan, and
the Cover Girls.

After attaining platinum-sales sta-
tus last year with his Nastymix al-
bum ‘“Swass,” rapper Sir Mix-A-Lot
makes his major-label debut Feb. 4
with “Mack Daddy” (Def American/
Warner Bros.). The just-issued single
“Baby Got Back (I Like Big Butts)” is
shaping up to be his first multiformat
hit, as it begins to pick up adds at
pop, urban, and club levels.

Although it has been more than a
year since Boogie Down Productions’
gold-certified “Edutainment,” the
act’s front man, KRS-ONE, has re-
mained highly visible. He has added
guest rhymes to a number of re-
leases during 1991, including singles
by R.E.M. and Shabba Ranks. BDP
returns Feb. 25 with “Sex & Vio-
lence” (Jive), to be preceded by the hit
“Duck Down.” Word has it the over-
all theme of the album will be gang-
initiated crimes.

Mellencamp’s acting debut in the
film “Falling From Grace” will be
supported by a soundtrack album of

RECORD COMPANIES. Eddie Pugh is
promoted to senior VP of black music
and jazz promotion at Columbia Rec-
ords in New York. He was VP of
black music and jazz promotion.
Deborah Morgan is promoted to
senior VP of marketing and sales for
PolyGram Classics & Jazz in New
York. She was VP of marketing and
sales. In other appointments, Mi-
chael Kushner is promoted to VP of
business affairs, East Coast, for Po-
lyGram Records in New York. He
was director of business affairs.
Arista Records in Nashville pro-
motes Allen Butler to VP of national
promotion and artist development,
Mike Dungan to senior director of
marketing and sales, Rhonda For-
law to retail marketing manager,
Denise Nichols to mid-Atlantic re-
gional promotion manager, and
Vanessa Adair to media assistant.
They were, respectively, senior direc-
tor of national promotion and artist
development, director of marketing
and sales, marketing and media coor-

the same name (Mercury, Feb. 18).
Co-produced by Mellencamp and
Mike Wanchic, the set features previ-
ously unavailable tracks by the sing-
er, as well as by Nanci Griffith,
Dwight Yoakam, and John Prine.

On Feb. 18, Hank Williams Jr.
bows with “Maverick” (Capricorn/
Warner Bros.), his first studio set
since 1990’s “Loan Wolf.” Williams
was at the production helm, along
with James Stroud and Barry Beck-
ett.

Heavy metal guitar hero Malm-
steen makes his Elektra recording
debut Feb. 11 with “Fire & Ice.” He is
currently preparing an extensive
world tour, which is slated to begin in
early spring. The first emphasis
track, “Teaser,” goes to album rock
radio Feb. 18.

Another guitarist, Belew, issues
“Inner Revolution” (Atlantic, Feb.
25), his first album since 1990’s
“Young Lions.”

One of the top R&B releases of the
month will be the sophomore set by
Calloway, “Let’s Get Smooth” (Epic,
Feb. 11). The group will aim to dupli-
cate the multiformat success of last
year’s hit “I Wanna Be Rich” with
the title track, which will ship as a
single Feb. 4.

Also of urban interest are “360 De-
grees Of Power” by Sister Souljah
(Epic, Feb. 11) and “Nearer To You”
by Skyy (Atlantic, Feb. 25).

Key alternative releases include
the return of Icelandic rockers Su-
garcubes with “Stick Around For
Joy” (Elektra, Feb. 18); “Solace” by
Sarah McLachlin (Arista, Feb. 4); the
fourth album by Cowboy Junkies,
“Black-Eyed Man” (RCA, Feb. 11);
and “Spooky’” by Lush (Warner
Bros., Feb. 4).

Assistance in preparing this story
was provided by Barbara Davies
and Trudi Miller in New York, Mi-
chael George in Nashville; and Ro-
chelle Levy in Los Angeles.
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Execs Meet Artists One 2 One. Members of A&M recording group One 2 One
chat with executives from A&M and PolyGram after performing at a recent PGD
conference. The Canadian duo’s debut album, “Imagine It,” is scheduled for
release Feb. 18. The first single, “Peace Of Mind (Love Goes On),” is due out
Tuesday (28). Shown, from left, are Billy Gilbert, senior VP of sales and distribution,
A&M; Jim Guerinot, senior VP of marketing, A&M; One 2 One member Leslie
Howe; Al Cafaro, CEO and president, A&M Records; One 2 One member Louise
Reny; Jim Caparro, executive VP, PGD; Richie Gallo, VP of sales and distribution,
A&M; Gary Rockhold, president, PGD; and David Fitch, VP, PGD.

Virgin Brings Back Blues
Glassics With Lots Of Flair

B BY PAUL VERNA

NEW YORK—Virgin Records has
begun reissuing vintage record-
ings from the Modern Records cat-
alog of midcentury blues classics,
which it acquired last year.

Released in the U.S. under the
Flair Records logo, these releases
include early material from the
likes of Etta James, B.B. King,
Johnny Guitar Watson, and El-
more James.

So far, all the releases in the
Flair series have been licensed
from Britain's Ace Records, which
compiles the material, remasters
it, and creates the packages for
the reissues. However, Virgin Rec-
ords America plans to take an in-
creasingly active role in reviving
these archival recordings. Senior
VP/GM Jim Swindel says, ‘“We
will be taking over and taking a
harder look at this catalog, which
comprises well over 6,000 individ-
ual sides.”

Virgin launched the Flair im-
print in late 1991, borrowing the
name from one of the labels under
the Modern Records umbrella. The
initial U.S. releases were Etta
James’ “R&B Dynamite,” King's
“The Best Of B.B. King Vol. 1,”
and Watson’s “Three Hours Past
Midnight.”

Since then, Flair has reissued
works by Elmore James and more
material from King. According to
Swindel, plans are under way to re-
lease a Howlin’ Wolf package, a
Delta blues compilation, and a
Lightnin’ Hopkins set, among oth-
er projects.

The acquisition of the Modern
catalog allowed Virgin to mine one
of the richest available sources of
vintage R&B material. Swindel
says, “After looking at the artists
and the titles in the catalog, we re-
alized this was going to be as much
fun as you could have without be-
ing turned loose in the Chess Rec-

(Continued on page 85)
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dinator, national promotion coordina-
tor, and office assistant. Additionally,
Jackie Proffit is named promotion
coordinator. She was office manager
for Radio & Records magazine.

Skip Bishop is promoted to VP of
pop promotion for RCA Records in
New York. He was national director
of pop promotion.

Colin Finkelstein is promoted to
VP and controller of EMI Music in
New York. He was senior director of
financial reporting and control.

Jim Dunbar is promoted to direc-
tor of A&R, East Coast, for Columbia
Records in New York. He was man-
ager of A&R, East Coast.

KUSHNER BUTLER

Giant Records in Los Angeles ap-
points Rob Sides director of national
sales. He was regional sales and mar-
keting manager for Elektra Enter-
tainment.

Darryl Sutton is named director of
A&R, R&B, for Virgin Records in
Los Angeles. He was creative man-
ager for EMI-SBK Music.

Rick Rockhill is appointed nation-
al director of country promotion for
Capricorn Records in Nashville. He
was national promotion director for
Bang Records.

Stacey Murray is named associate
director of media and artist relations
for Capitol Records in Los Angeles.

DUNGAN

BISHOP

She was manager of national publici-
ty for Jive Records.

Quintin Grogan is appointed
chairman/CEO of Heritage Records
in Los Angeles. He was VP of promo-
tion at advertising firm Charles
Smith and Associates.

Spindletop Records in Los Angeles
appoints Tracy Daniello VP and
Brent Grulke sales and marketing
director. They were, respectively, cre-
ative director for Spindletop, and a
senior staff member of the South By
Southwest Music Conference.

DISTRIBUTION. Frank Mooney is ap-
pointed branch manager for Na-

Simmons Boosts
Execs, Plans
Growth At Rush

B BY JANINE McADAMS

NEW YORK—Rush Communica-
tions, the multimedia operation
owned by rap impresario Russell
Simmons, continues to expand with
the appointment of a new president
and plans for several new film and
television projects. Rush Communica-
tions—considered the largest Afri-
can-American-owned company in the
music industry—is the parent compa-
ny for Def Jam/Rush Associated La-
bels, Rush Artist Management, Rush
Producer’'s Management, RSTV (a
TV production company), RSVP (a
film production company), and Rush
Broadcasting (a radio syndication
network).

Carmen Ashhurst-Watson, former
president of Def Jam/RAL, has been
named to succeed Simmons as presi-
dent of Rush Communications. Ash-
hurst-Watson will oversee the opera-
tion of all the companies under the
Rush Communications umbrella.
Simmons continues to serve as chair-
man.

David Harleston has been named
to succeed Ashhurst-Watson as presi-
dent of Def Jam/RAL Records. He
had been head of the label’s business
affairs department.

Of Ashhurst-Watson’s promotion,
Simmons says, “The company has
grown rapidly in its 10-year history
and having such a capable individual
at the helm can only add to our con-
tinued growth and expansion.” Ash-
hurst-Watson was not available for
comment by press time.

Def Jam, which was founded by
Simmons and then-partner Rick Ru-
bin in 1983, quickly built an empire on
rap music that included streetwise
rap superstars L.L. Cool J, the Beast-
ie Boys, and Kurtis Blow. Now near-
ly a decade later, with rap music’s
look and style becoming much more
diverse, Harleston says he has two

(Continued on page 89)

FINKELSTEIN

varre Corp. in Los Angeles. He
was executive VP of Viking Rec-
ords.

RELATED FIELDS. Linda Lou McCall
is named VP of personal manage-
ment for Bust It Management Inc.
in Oakland, Calif. She was assis-
tant GM of Bust It Records.
Bruce “Cousin Brucie” Mor-
row is named chairman of the mu-
sic division of the International
Radio and Television Society in
New York. He is the host of CBS
Radio Networks’ oldies show
“Cruisin’ America” as well as two
shows on WCBS-FM New York.
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Big Talents Gome Together In Little Village

EBY JIM BESSMAN

NEW YORK—They call themselves
Little Village, but the band made up
of longtime cohorts Ry Cooder, John
Hiatt, Jim Keltner, and Nick Lowe
could easily have been called Big Un-
dertaking.

What with solo careers, different
managers, different record compa-
nies, and even different band names
bandied about—Moula Banda and 2
Guitars, Bass & Drums were others
that didn’t cut it—this Village meet-
ing was long in the making, especial-
ly considering that the quartet first
came together on Hiatt’s 1987 A&M
solo album, “Bring The Family.”

“It couldn’t happen a moment be-
fore it did—and not a moment too
soon!” Hiatt says on the eve of Little
Village's self-titled Reprise Records
debut, set for release Feb. 18. The al-
bum’s first single, “She Runs Hot,”
will be serviced to album rock, mod-
ern rock, and college radio Tuesday
(28).

Obviously, Hiatt’s developing solo

career delayed the project for awhile,
as did Lowe’s move from Columbia
Records to Reprise. Both Reprise
solo artist Cooder and much-in-de-
mand drummer Keltner had their pe-
rennial commitments as well.

‘Not to sound like
old hippie musicians,
but it was a
spiritual thing’

“But if Howlin’ Wolf called and
asked you to join a band, you
wouldn’t go, ‘Oh, gee, I would, but I
got this new record coming out!” You
make room for something this big,”
says Hiatt. “If 1 had a nickel for ev-
ery [fan who said] ‘Boy! “Bring The
Family,” what a great band!,’ [ could
retire.”

The other Villagers are equally
awed. “Rockpile doesn’t compare,”
says former Rockpiler Lowe of his

Noncountry Acts Get The
Spotlight At N'ville Event

8 BY DEBBIE HOLLEY

NASHVILLE—It's billed as any-
thing but country—and that’s what it
delivered. The Nashville Entertain-
ment Assn.’s seventh annual Nash-
ville Music Extravaganza gave rec-
ord industry gatekeepers a chance to
witness the variety of noncountry
performers working out of Nashville.

The three-day, 25-band showcase
took place Jan. 16-18 at four venues:
12th And Porter Playroom, Diamond
"N The Ruff, Ace Of Clubs, and 328
Performance Hall. The event was
open to the public.

The organizers—NEA and volun-
teer Steve West—report attendance
was up by 26% over last year’s event.
Among the near-capacity crowds—
which totaled approximately 2,900 for
all three nights—were some 40 rec-
ord label headhunters and recording

industry executives, including man-
agers, attorneys, publishers, and
agents from outside of Nashville.

Among the record labels represent-
ed were Elektra, Capitol, Atlantic,
Arista, Columbia, SBK, A&M, Vir-
gin, Giant, RCA, Chameleon, Atco,
Geffen, and Hollywood.

Each of the acts—chosen from ap-
plicants who paid a $25 fee to enter
the selection process—was allowed
35 minutes to strut its stuff.

Reviews were mixed. The musical
styles ranged from jazz to folk to
mainstream pop/rock to metal. Ex-
travaganza highlights, randomly so-
licited from members of the 18-and-
up crowds, included performances by
Jody’s Power Bill, Ball Of Confusion,
Jeff Finlin & Big Chief, Blue Million,
Dorcha, Conspiracy, and Hopscotch
Army.

(Continued on page 18)

Dutch Get American Treat
Singer/Songwriter Tour Is Sellout

M BY WILLEM HOOS

AMSTERDAM—A showcase tour
billed as the Singer/Songwriter Mar-
athon, featuring eight American acts
and held in four Dutch cities Jan. 9-
12, has become so successful that a
major European follow-up will start
in May. Plans are in the making for a
Singer/Songwriter Marathon Tour,
which will include at least 15-20
shows. Performances are planned for
cities in the U.K., Norway, Sweden,
Germany, Switzerland, Austria,
France, Belgium, and Holland, with
details to be announced in February.

The Singer/Songwriter Marathon
in the Netherlands, claimed to be a
unique event in the European music
business, featured Townes Van

Zandt, Guy Clark, Eric Anderson,
Alex Chiiton, Pat Mears, Paul K., Da-
vid Olney, and Tom Pacheco, all ac-
companying themselves on acoustic
guitar. They performed in four
shows, which were held at well-
known venues of the Dutch club cir-
cuit. All shows, each including more
than four hours of music, were sold
out.

The first show Jan. 9 was given at
the Paradiso in downtown Amster-
dam. The other shows took place Jan.
10 at the Tivoli in the central-Dutch
city of Utrecht, Jan. 11 at the Ooster-
poort in the northern Dutch city of
Groningen, and finally Jan. 12 at the
Willem 2 in the southern Dutch city
of Den Bosch. The latter show also

(Continued on page 42)

past much-acclaimed collaboration
with Dave Edmunds, Bill Bremner,
and Terry Williams. “The Wilburys
doesn’t compare,” agrees unbilled
Wilbury Keltner. “I'm the most en-
vied drummer in the world right
now.” Notes Cooder, “It’s an exten-
sion for everybody.”

And everybody was equally in-
volved. “We're all co-writers, co-sing-
ers, and co-conspirators,” says Hiatt.

‘“Having played together as we all
have over the years, there was noth-
ing to think about—or even scratch
your head over!” continues Cooder,
whose Santa Monica, Calif., studio
was used for 70% of the recording.
“It was really an organic thing.”

(Continued on page 16)

“We're all co-writers, co-singers, and co-conspirators,” says John Hiatt of his
collaborators in Little Village. Pictured, from left, are Hiatt, Nick Lowe, Jim
Keltner, and Ry Cooder. (Photo: David Gahr)

WHAT CAN YOU SAY about a bash that boasted
Johnny Cash playing on Jimi Hendrix’s “Purple
Haze”?

That was but one highlight of the traditional closing
jam of the Rock and Roll Hall of Fame induction dinner,
Jan. 15 at the Waldorf Astoria Hotel in New York. It
ranked alongside Neil Young jamming on Bob Dylan’s
“All Along The Watchtower,” backed by a guitar pha-
lanx of Keith Richards, Jimmy Page, Carlos Santana.
U2’s the Edge, John Fogerty, Ernie Isley, and others.

A Blue-Ribbon Jam, Touching Tributes—
And Other Rock Hall Winning Moments

chorus-verse and we set fire to things”. .. “My first sin-
gle with a band called the Hassles was ‘You Got Me
Hummin’’ by Sam & Dave in 1967,” recalled Billy Joel.
“I did it again in 1980—and I still didn’t get it right” . ..
Phyllis Fender on the induction of her late husband,
Leo: “He just loved musicians; he thought they were
special envoys from God” ... Little Richard on the Is-
ley Brothers: “They were the first rock’n’roll group I
ever heard—and they didn’t even know they were
rockin’ and rollin’” ... After an emotional induction of

Somewhere up there, the late Leo
Fender, newly inducted into the
hall this night, was surely smiling.

As were most of the tux-and-
gown crowd in the Waldorf ball-
room as band leader Paul Shaffer
cued a good-night melody from
Aaron Neville, Sam Moore, and L
Moore’s guests, the sons of the

s B

the late songwriter Doc Pomus by

Phil Spector, Pomus’ daughter,

Sharon Felder, said of her father:
“His indestructible spirit lives on in
his songs” ... Neil Young on Jimi
Hendrix: “Guitar—you can play it
or you can transcend it. Jimi
showed me that. I just looked at it,
heard it, felt it, and wanted to do

late Dave Prater Jr., who joined
voices beautifully on Sam &
Dave’s “Something Is Wrong With
My Baby.” The hall of fame foundation’s annual cele-
bration is expected to be staged next January in Los An-
geles for the first time. And by then—eight years after
the first hall of fame dinner-—construction of the actual
hall of fame in Cleveland may have actually begun.

NOTES AND QUOTES: In introductory remarks, man-
ager and producer Jon Landau acknowledged the Rock
and Roll Hall of Fame, like the rest of society, has been
slow to recognize the achievements of women. Etta
James and Ruth Brown are among the past nominees
who have failed to get sufficient votes for induction.
“We can and must do better,” he said. Landau also set
the tone for a night of emotional connections. He told of
recently sitting in a car with a certain 6-year-old girl who
began, unprompted, to sing “I’ve got sunshine, on a
cloudy day ... ” He would always remember, Landau
said, the first time he heard the Temptations sing “My
Girl”"—and the first time he heard it sung by his daugh-
ter, Kate Landau. This night, he said, was about “cele-
brating the music we love, and passing it on to the peo-
ple we love” ... Producer Bobby Robinson recalled his
first session with Elmore James in Chicago, on a drea-
ry, stormy day, “‘so we came up with idea that ‘The Sky
Is Crying’ ” ... “What’s my favorite song?” said Bobby
“Blue” Bland in response to the perennial backstage
query. “The one that sells” . . . “Johnny Cash has always
had a strong point of view and not been afraid of doing
things out of the ordinary,” said Lyle Lovett, who isn't
exactly ordinary himself . . . Aaron Neville on Professor
Longhair: “As far as I'm concerned he’s the grandfa-
ther of rock’n’roll. 'Fess was 'Fess and that was it” . ..
Jeff Beck on the Yardbirds’ legacy: ‘“We paved the way
for barbarism. We broke down the barriers of verse-

by Thom Duffy

it” ... The Edge on inducting Jim-
my Page, Jeff Beck, the absent
Eric Clapton, and the rest of the
Yardbirds: “In a million garages, from Culver City to
Cork, young men in torn T-shirts were to be found
hunched over Les Paul copies trying to find any stray
semitone that Beck, Clapton, or Page hadn’t used ... It
wasn’t easy and, in the end, most gave up the struggle
and took to playing in open D very loud” ... John Fo-
gerty on the late Bill Graham: “It’s rather like induct-
ing Moses ... There's an old axiom in show business
that you should always leave them wanting more. Well,
Bill Graham, we wanted more—a helluva lot more.”

SIGNINGS: Hall of Fame inductee Sam Moore to Sony-
distributed French label AOC Records. Moore an-
nounced he’ll be teaming again with original Sam &
Dave collaborators Isaac Hayes and David Porter . ..
Ottmar Liebert, nominated for a new-age-album Gram-
my, to Epic for a midyear release . . . Faith No More and
Joe Satriani to Shore Fire Media for publicity.

NEW DISC NOTES: Rhino Records has released four
new compilations, “Street Jams: Hip-Hop From The Top,
Parts 1 & 2” and “Street Jams: Electric Funk, Parts 1 &
2,” with liner notes by editor Jon Shecter and writer
Reginald C. Dennis from “The Source” and Billboard’s
senior radio editor, Sean Ross ... fIREHOSE, the cool
punk act with the fierce sound and the funny typogra-
phy, has recorded cover tunes from Blue Oyster Cult,
the Butthole Surfers, and Public Enemy on “Totem
Pole,” the band’s new Columbia EP, recorded live last
summer at L.A.’