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THE LEGACY
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The Reviews Are In And
They’re Unanimous!

That’s Entertainment!III is one of the most
acclaimed sequels in M-G-M’s history. Hosted
by nine Hollywood legends, this brilliant
collection of classic moments and never-
before-seen outtakes from the Golden Age

of film will be everyone’s rental must-see!

' 9 ";MJ ' :
Two BIG Thumbs Up! L /
~Siskel & Ebert . WTLQWMM[NT i «
“That’s More Than Entertainment. | ‘"'-'H'ii'-:-' Y %
That’s Pure Gold!” - \

Tap Into
Rental Profits! -

—Peter Travers, Ralling Stone

PREBOOK: September 28

No Sell Through For One Year!
Customers will dance in the door
like never before to grab this much-
awaited rental title!

Special Consumer Offer! FREE Limited
Edition M-G-M 70th Anniversary poster
with stars’ signatures available with
rental. See your distributor for details!

Generates Increased Sales and Rentals
on all the MGM/UA musicals featured
in That’s Entertainment! IIT'

STREET DATE: October 19

METRO - GOLDWYN - MAYER peesias i assocustion wins TURNER ENTERTAINMENT CO. “THAT'S ENTERTAINMENT! 11" sescin. arvearances sy JUNE ALLYSON
CYD CHARISSE ¢ LENA HORNE » HOWARD KEEL * GENE KELLY » ANN MILLER ¢ DEBBIE REYNOLDS ¢ MICKEY ROONEY ¢ ESTHER WILLIAMS
ADDITIONAL MUSIC ARRANGED BY MARC SHAH\!IAN EXECUTIVE PRODUCER PETER FITZGERALD WRITTEN, PRODUCED AND DIRECTED BY BUD FRIEDGEN & 1\4 ICHAEL J. SHERIDAN

SOUNDTRACK FROM ANGEL RECORDS A'ﬂ‘d COMING ALGUST 8.

VHS Hi-Fi / Beta HiFi / Catalog #MV903028 / NSKP?
DQ|potay susrouno |~
Gle. i
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AgM, Myrh Buid |nclie Labels Vie For Asian Niches
Changes Abound In Burgeoning Market

Grant’s ‘House’
On Solid Ground

N BY DEBORAH RUSSELL

LOS ANGELES—The foundation
supporting Amy Grant’s forthcom-
ing album
“House Of Love”
is solid as a rock,
erected on a cor-
nerstone set
jointly by con-
temporary Chris-
tian label Myrrh
Records and pop
music stalwart
A&M.

A&M begins priming fans for
the Aug. 23 album release on Tues-
day (26), when the single “Lucky
One’’ hits top 40 and AC radio.
A&M is hoping to duplicate the

(Continued on page 134)

RN

GRANT

B BY ADAM WHITE

SINGAPORE—Independent record
companies want their share of Asia’s
booming $1 billion music business,

THE BEYOND

and are aggressively pursuing that
goal through various new business
relationships and by broadening their
repertoire.

This appears to be one of those
win-win trends. Indies within Asia
want to license more international

MW BY SETH GOLDSTEIN

NEW YORK—A year ago, multi-
media suppliers were welcomed
with open arms to the annual Video
Software Dealers Assn. convention
in Las Vegas. Game makers, in par-
ticular, were singled out as allies in

il
GAME i I nwEnm

HEADAQUARTERS

the fight against information high-
waymen.

Now some home video suppliers
wonder whether the fox is loose in
the henhouse.

Vendors of B movies say unit vol-
ume has declined 30%-50% since

Video Games Threatening
B Movies In Rental Market

1992 as game rentals in video stores
exceed 10% of total rental revenue,
heading toward 25% for smaller
stores like MGM Video in New
York. The quick return on invest-
ment that games offer—better
than the B films—is considered irre-
sistible to retailers.

So while few industry observers
lay the blame solely at the feet of
Sega, Nintendo, and the like, many
put games high on the list of cul-
prits—along with an increase in
“A” rental titles and more direct-to-
sell-through hits—that are canni-
balizing B movie sales.

Big retailers like New Jersey-
based chain Palmer Video maintain
that games will never exceed 15%

(Continued on page 129)

repertoire, while indies from else-
where are looking for ways to tap
into the world’s fastest-growing
economies. Among the significant de-
velopments:

o Ad hoc partnerships between
like-minded Asian independents are
on the rise. For example, Form Pri-
vate of Singapore gained regional
rights to Prince’s “The Most Beauti-
ful Girl In The World,” then subli-
censed it to a network of fellow indies

Book, Gompilation
Due Jointly From
Marianne Faithfull

M BY CHRIS MORRIS

LOS ANGELES—Book publisher
Little, Brown & Co. and Island Rec-
ords are mounting an ambitious
cross-promotional
campaign to push
Marianne Faith-
full’s autobiogra-
phy, “Faithfull,”
to be published
Aug. 29, and a
like-titled compila-
tion of the singer’s
work, due Aug.
23.

The record label hopes the “Faith-
full” promotion will help set up the
March 1995 release of a new Faithfull

(Continued on page 133)

FAITHFULL

in markets where the company did
not have its own affiliates.

o International repertoire in such
genres as new age, blues, R&B, jazz,
folk, and classical is making incre-

DOVER
mental gains away from the pop
mainstream increasingly dominated
by the majors. Taiwan’s Himalaya
Records, for example, is generating
business with releases from Britain's
Charly Records and from Narada

(Continued on page 128)

Major Labels
Gourting Gay,
Leshian Market

H BY LARRY FLICK

NEW YORK—As major labels
continue to focus on breaking
new acts via
ethnically and
culturally
specialized
markets, ¥ .
many are ac-
tively jockey-
ing for the at-
tention of the
gay and lesbi-
an communi-
ty—a previ-
ously untapped sector that re-
portedly spends millions of

(Continued on page 37)

PETER CUNNAH
OF DREAM

Radio Discovers Ghannel X;
Melds Hip-Hop, Altemative

M BY PHYLLIS STARK

NEW YORK—A new top 40 radio
format, Channel X, may soon be
added to the already perplexing
list of programming permutations.

In recent years, the constantly
evolving top 40
format has set-
tled into three
distinct groups:
top 40/main-
stream, top 40/
rhythm-cross-
over, and top 40/
adult. Channel X, also known in
the industry as the “MTYV format”
because it combines most of the
musical genres played on the video
network, may turn out to be a
fourth category, although it is too
early to tell whether it is simply a

format du jour or a genuine con-
tender.

Already it is causing confusion
among labels that don’t quite
know how to classify it. Stations
programming the format even re-
port to Billboard in different cate-
gories. KUBE Seattle, for exam-
ple, is a top 40/mainstream report-
er, while WHYT Detroit and
WHJX Jacksonvile, Fla., are top
40/rhythm reporters.

Musically, Channel X stations
concentrate on two genres that,
on the surface, appear to be polar
opposites—alternative and hip-
hop. They also include some main-
stream pop and rock, but no met-
al.

WHYT’s current playlist, for ex-
ample, includes Da Brat, Sound-

(Continued on page 121)

HEATSEEKERS

69 Boyz Reach No. 1
With Rip-It Release

PAGE 18

Atlantic, EMI Weave
‘Tapestry’ Tribute

PAGE 14

HOME VIDEO

videocassette.
Of The Epic Film.”

the theatrical release.

www.americanradiohistorv.com

®  The deluxe book, “Dances With Wolves: The Illustrated Story
® 6 full-color Lobby Cards—originally sent to theater owners for

The nearly 4-hour version—presented in its original theatrical
aspect ratio—in a letterbox format.

BiGGER, BOLDER, MORE BREATHTAKING THAN EVER!

This is the Limited Collector’s Edition of Kevin Costner’s Academy Award®winning masterpiece—
Nearly 4 hours packed with never-before-seen footage in a collectable, deluxe gift set! “Must” for every library!

®  “The Making Of” video... the only time it will be available on LIMITED COLLECTOR’S EDITION

KEVIN COSTNER

DANGESTWOLVES

DIGITALLY MASTERED
AVAILABLE AUGUST 31

Academy Award" and Oscar* are the registered trademarks and service marks of the Academy of Motion Picture Ars and Sciences.© 1994 Orion Home Video. All rights reserved.
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The natural selection.

Rick Dees Weekly Top 40. Plug it in.

For Affiliation Contact
Qutside the U.S., Call

Tom Shovan, Ramona Rideout
at Radio Today 212-581-3962 @AK m Nm Radio Express 1-213-850-1003
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fus before embarking on the years of session work.

He plays rock’n’roll the way it was meant to be: lowdown and
swampy, with a snarling edge and an unceremonious sense of dread
and delight, kindled by a voice as undeniable as a nagging con-
science. The sound of Ivan Neville on his new “Thanks” album
(Canyon International, Japanese import) and the arresting earlier
“If My Ancestors Could See Me Now” (Polydor, 1988) show noth-
ing less than the sure maturation of a roaring young lion.

“I’m a black man who’s into rock’n’roll that’s ratty and funky and
hopefully inspiring, too, the way Sly and the Family Stone, the
‘Hard Day’s Night’ Beatles, and Larry Williams’ ‘Bad Boy’ were
for me as a kid,” says the outspoken Neville, son of renowned
singer Aaron Neville. “It pisses me off sometimes that there’s prej-
udice and typecasting, even among black people, about the kind of
music we're supposed to be playing and who we're supposed to do
it with. I mean, Sly had a white drummer back then, and I thought
that was bad! That's why T feel there’s a bond that people like
Corey Glover of Living Colour and Lenny Kravitz

No. 1IN BII,I,BOARD Ivan Neville Gives ‘Thanks’ For Voodoo

ing dropped from Warner Bros. and undergoing the personal and
artistic transformation that preceded her stunning current success.

“Bonnie was always like a surrogate mother to me,” he says,
“and I also saw my own father tuirn around in that same 1989-90
period and get his own shit together, literally changing his life and
career. They were amazing lessons for me.” As a result, Neville
shelved a 1991 album he’d been working on and decided to start
fresh with “Thanks.”

“The title of the new record describes how happy I felt that the
last project didn’t come out,” he confides. “It was computerized,
slick, and machine-like. ‘Thanks’ has more of the spirit of ‘Ances-
tors,’ the humanity and the humility.”

Born Aug. 19, 1959, in New Orleans, the first of three sons and
a daughter by his famous father and the former Joel Roux, Ivan
was christened Aaron Jr. but his name was changed when he was
6 months old. “My family realized,” says Neville, “that it was a

blessing and curse to be named after my father,

and I have in terms of the rock’n’roll thing. Our
message is that we're all born and we’re all gonna
die, and the rest is just icing, so we’ve gotta get
past what doesn’t matter and express the deeper
truth.”

What that means in terms of Neville himself is
a dedication to the underlying “creative ambition”
in everything he plays, the ability to “take your
own part in any song or group and reap the re-
wards of helping make it into something bigger for
everybody else.”

As the son of one of the most acclaimed singers
ever to emerge from New Orleans, Ivan Neville
was taught from the start to be a team player. He
served a seven-year apprenticeship alongside his
dad in the Neville Brothers band, leaving in 1981
to become a member of (the post-Chaka Khan) Ru-

that seasoned his first solo album, “If My Ances-
tors Could See Me Now.” One of the most distinc-

MUSic

TO MY EARS

by othy White

with all the honor and pressure it would bring.”
Growing up on Valence Street in the Crescent
City’s 13th Ward, Ivan played football in the
Pontchartrain Park league and attended Aaron’s
alma mater, Walter L. Cohen Senior High. He
considered pro ball as a vocation “’til I heard
James Booker on piano—1I said, ‘Shit, that’s for
me!””

He bought his first Fender Rhodes keyboards
with money earned washing dishes and working
as an orderly in the Stanton Manor old-folks’
home on St. Charles Avenue. After winning a
citywide talent contest in 1976, he formed his in-
itial group. Ivan Neville and Renegade, and gig-
ged frequently at the legendary 501 Club, known
since as Tipitina’s.

Now married with a 3-year-old daughter, Ne-
ville continues as a member of the X-Pensive
Winos, and also appears as kevboard player and/
or backing vocalist on eight of the 15 tracks on

tive and foreshadowing rock records of the last

decuade, “Ancestors” was produced by Danny Kortchmar and fea-
tured the personnel (drummer Steve Jordan, guitarist Waddy
Wachtel) who joined Ivan that same year as the X-Pensive Winos
on Keith Richards’ “Talk Is Cheap” album.

“Ancestors” had a top 30 hit in “Not Just Another Girl,” and also
charted via Neville’s duet with Bonnie Raitt on the entrancing
“Falling Out Of Love,” but it was the dramatic, percussive ferocity
of tracks like “Primitive Man” and “Money Talks” that left a lasting
impression on Ivan’s peers and the man himself.

“I was in debt when I wrote ‘Money Talks,”” he says with a
laugh, “and I'm proud I could bring something good out of that
time. 1 love the angry lyries ["Wake up all you dead presidents/If
you were here you’d know what you represent’]. But, ironically, the
‘Ancestors’ album was written about things I witnessed yet hadn’t
really lived myself. A year or two after the record was done, I
stopped being an observer and wound up in the middle of those
songs about heartbreak and pain. I didn’t realize how open and sen-
sitive I'd been to what was coming; I was surprised I was capable
of feeling it. It’s crazy, but I listened back to my own record and
said, ‘Damn, I should heed my words!””

At that point, Neville had been touring with Bonnie Raitt after
helping her cut her “Nine Lives” album (on which she recorded a
Neville song, “All Day, All Night”), which coincided with Raitt’s be-

VIVA (AND VSDA) LAS VEGAS

Billboard helps attendees at this year’s Video Software
Dealers Assn. convention get ready for Las Vegas with
a special expanded section offering iast-minute news
and information on the show’s key events. Coverage
starts on page 69.

AUSTRALIA B’BUSTER’S NEXT TARGET

The booming home video market in Australia, which has
one of the world’s highest VCR penetration rates, is
about to get a new player: Blockbuster Entertainment,
which plans to have 200 stores open in the country by
the year 2000. Christie Eliezer has the story. Page 40

RADIO NETS SCRAMBLE TO GO ONLINE

Online computer services are becoming quite popular
with the nation’s radio networks. In recent months, ABC,
NPR, Westwood One, and Public Radio international
each has increased its presence on the Internet and
other services. Carrie Borzillo reports. Page 118

LRI S " W EENRs TaNy "'BhlNg L B G AR

the Rolling Stones’ new “Voodoo Lounge” album.
“Keith phoned me up as the Stones were recording in L.A. and
said, ‘Man, we want to get you in on this.” Standing in the studio
singing with Mick, Keith, and Bernard Fowler was the most fun
T’'ve ever had, and T just love ‘Brand New Car’ and ‘Baby Break
It Down.”

But Neville rightly believes his own best efforts consolidate
the unselfish vigor of his session contributions with the tingling
vulnerability of his solo work. Anyone obtaining a copy of “If My
Ancestors Could See Me Now” would be astounded that a record
so spellbinding in its pre-Seal storytelling could possibly have
been overlooked (although it sold a respectable 175,000 units).

“Thanks" is just as revelatory—and cries out for release in this
country—with tracks like “Same Old World,” “Don’t Cry Now”
(with Bonnie Raitt), “Meet Up With You,” and “Hell To Tell”
framing the swinging lilt of Neville’s rhythmic sense as well as
the almost frightening intensity of his razory tenor. Friends
Richards, Glover, and Branford Marsalis, and his dad Aaron
also lend support to the latest stunning installment in an
emerging lion’s “lesson in how to live my music.”

“These new songs,” says Ivan Neville, “are about learning the
difference between happiness and pleasure, and understanding
the hope people get from seeing somebody play for more than
just himself. Music isn’t about me, it’s about us.”
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Normal Treatments Insufficient For Artists

# BY DR. JILL COOPER

In response to Tim Collins’ entreaty to in-
corporate psychological treatment into the
music industry (Billboard, June 4), here is a
review of the state of the art today, from the
viewpoint of a professional who provides
services and is familiar with the limitations
of many recovery programs.

It is important that the entire range of
services be known and made available, be-
cause providing the wrong treatment can
have disastrous consequences.

In the music industry there is a prolifera-
tion of one type of treatment for chemical de-
pendency, and that is intervention. It is cer-
tainly a worthy beginning when drugs are a
part of the problem. The sources Collins lists
are adequate, as are well-known places like
the Betty Ford Center and Hazeldon. For
musicians living permanently in one area, it
is often important that they are treated, and
can build support, at their home base.

A little research can help concerned man-
agers and record label executives find a local
program that can handle the unique needs of
your musician.

Most private-owned treatment programs
are based on tried-and-true 12-step princi-
ples. Clients pay for a hospital stay that pro-
vides a combination of chemical dependency
education, cognitive-behavioral support
groups, and a heavy dosage of what is hoped
will be the core of ongoing recovery—the
anonymous 12-step programs. It's worth
finding the 12-step meetings that are “celeb-
rity-proof,” i.e., where most who attend are
immune to the celebrity of the face-recogniz-
able. Therefore, your client can be treated
per usual in the “humble’™ fashion that is the
key to a solid 12-step program.

Here’s the one catch: It is important to
know that chemical dependency treatment,
once cutting edge, has become psychology’s
version of elevator music. It is “canned”
treatment, identical in any given program.
Treatment is conformed, rigid, and “right-
eous”—the very cultural attitudes and prac-
tices that are rebelled against by the musi-
cians we are trying to help psychologically.
It is increasingly difficult to force highly cre-
ative people into treatment that is “canned.”

In my experience, the popular and most
available services are untenable to creative
young people. They reject the services’ con-
formist nature and refuse to consider them
as a treatment possibility. Treatment must
involve the client’s self-knowledge and collab-
orative participation in what is effective for
them—hardly a “canned” approach.

When treatment is not creative, younger
or more creative artists are extremely skep-
tical of it. Their well-founded suspicions
cause an iatrogenic effect—i.e., those who
fervently resist what is being offered to them
appear, at the outset of intervention, to be
the most troubled and highly paranoid. If
they are listened to seriously, and if treat-
ment modalities are adjusted to their “de-
mands,” they frequently prove to be among
the more healthy clients—or, at the very
least, more treatable than they first ap-
peared. They then become more solidly crea-
tive, easier to manage, and more highly pro-
ductive in terms of marketable products and
touring stamina.

The Big Book, on which the 12-step pro-
gram is based, was written in the 1930s for
a group of low-bottom, middle-class, male
drinkers in the latter stages of life. They

were never exposed to drugs, certainly not to
the extent that we are today at such young
ages. Twelve-step old-timers did not have to
gain abstinence and then maintain a solid re-
covery for the muajority of their lives. As
young people, they got to be wild and care-
free; it took them years to hit bottom and get
to the program.

Ongoing recovery for our youthful culture
is completely unaddressed by the basics of
intervention and early-recovery specialists.

‘When treatment is not
creative ... artists are
extremely skeptical of it.’
Jill Cooper is a San Francisco-based

doctor of psychology specializing in
chemical dependency treatment.

While standard chemical dependency inter-
vention and 12-step treatment work well for
many in the beginning, they have resulted in
an inflexible model of treatment.

The dependency-treatment experts who
have had initial successes have been used re-
peatedly by the music industry, and are a
small and exclusive group. As a result, unet-
hical practices can occur. For example, one
treatment provider may privately treat more
than one member of a single group. One can-
not maintain an individual’s highly personal
growth (much less true confidentiality within
the group) with such a practice. One clinician
cannot be unbiased under these circum-
stances.

These clinicians know how to do one
thing well—intervene and provide early
treatment that can last for the first 8-10
years of recovery. What will happen to mu-
sicians who have completed years of long-
term recovery and are still relatively
young? Recovery will become more difficult
after around 10 years, and it will be at-
tained through imprisonment. Manage-
ment might control musicians’ environ-
ments so that formal “slips” are made

CLASSICAL IMPROVEMENT

The new Billboard Classical charts are
quite an improvement! It’s refreshing to see
a company willing to re-examine its policies.

Combining best-selling mid-line and
budget CDs into an Off Price list does the
trick for acknowledging the Madacys and In-
finity Digitals of the world without pre-
empting the publication of a meaningful full-
price chart. The only thing I'd consider dif-
ferently would be to expand the new full-
price top 15 list to a top 25, top 40, or even
top 50. It is the list of most use to retailers
and the general consumer, as well as, of
course, yours truly.

Thanks for making significant progress in
restoring Billboard’s credibility as the best
source for the classical best-seller lists.

Rich Capparela

Host/producer

Quarterdeck Classical Countdown
Cardiff Studios

Los Angeles

CURRENCY CONFUSION

1 am puzzled by the IFPI figures of per-
centage change in World Sales of Recorded
Music 1992-93 (Billboard, May 14).

impossible. Instead, we will see “roving
symptoms,” i.e. the, development of other
dangerous and out-of-control behavioral
compulsions. Sexual, spending, and gam-
bling behaviors are common. Unfortu-
nately, when such roving symptoms occur,
the same treatment is provided, under the
guise of another 12-step program. The un-
conscious root of the problem remains
unaddressed.

We will witness a decrease rather than
an increase in personal creativity. Rather
than becoming more individualistic, trust-
worthy, creative, and solid, musicians may
carry the rigidity of their treatment into
their creative efforts. Collaborators will be
hired to supplement the artist’s decreasing
creative edge. The need to conform one’s
self to the treatment model or theory re-
sults in the loss of one’s individuality, of the
very uniqueness that initially brought crea-
tive success.

After years in the hands of this rigid phi-
losophy that, for many, is not conducive to
creative, youthful development, one will be-
come a caricature of one’s former seif, tech-
nically abstinent with roving symptoms,
interpersonally depressed, or hyped up on
adrenalin; perhaps materially successful in
the hands of promoters or handlers, but de-
velopmentally and creatively dead.

One can speculate that Kurt Cobain, like
many creative artists, was hardly a person
who could be “lassoed” into standard treat-
ment, or into another’s view, by traditional
means. He was a creative young man, highly
sensitive and depressed, whose worst fears
likely were entrapment, controlled conform-
ity by others, and a belief that established
authority was exploitative or oppressive.
Under such treatment, his worst fears would
have come true—that his interests were not
seen and his fears not respected. His sensiti-
vities and his depression would have steam-
rolled. Unfortunately, the treatment solu-
tion available to high rollers in the music
industry feeds such fears.

| LETTERS [

If one takes base IFPI U.S. dollar figures
for 1992 (Billboard, June 19, 1993), Japan
would appear to show much higher growth in
1992-93; 17.5% against the posted 10.8%. In
Germany and Britain, in contrast, growth
seems much smaller: 2% instead of 9%, and-
1.1% instead of 10.1%.

If, on the other hand, the IFPI is consider-
ing sales figures of 1992 at 1993 exchange
rates, it would be fair to point out that annual
growth calculations will be distorted by cur-
rency fluctuations. Countries like Germany
and Britain, whose currencies devalued
against the dollar in the course of the year,
will show better sales performance in the
chart. Japan, with a rising yen, will fare
worse.

There is, finally, a possibility that percent-
age change has been measured in local cur-
rency value only. If so, domestic price
changes should be taken into account.

Peter Alhadeff, D. Phil. (Oxon.)
Associate Professor
Music Business/Management

Editor’s response: The data provided by
the IFPI is based on local currency con-
verted to U.S. dollars at 1993 exchange rates.

Articles and letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of Billboard or its management.
Letters should be submitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Susan Nunziata, Billboard, 1515 Broadway, New York, N.Y. 10036.
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BBY IRV LICHTMAN

NEW YORK—Worldwide music
publishing royalties hit $4.71 billion
in 1992, according to an expanded
43-country survey sponsored by the
National Music Publishers’ Assn.

The U.S. continues to be the top
world market, with revenues gener-
ated by U.S. publishers in 1992
reaching $1.05 billion, for a market
share of 22%.

As in the past, the survey sug-
gests a strong correlation between
copyright laws and music publish-
ing revenues, says NMPA presi-
dent/CEO Ed Murphy. The top 10
markets account for almost 90% of
reported revenues, indicating that
most legitimate revenues continue
to be generated in those markets

Global Pub Royalties
Hit $4.71 Bil In 1992

with the strongest copyright
laws—the U.S., Western Europe,
and Japan. NMPA was expected to
formally unveil the report at its an-
nual meeting in Los Angeles July
25.

While a previous NMPA study,
released in February 1993, indicated
global activity at $4.4 billion, with a
U.S. figure of $1.1 billion (or a 25%
market share), that study covered a
1990-91 period rather than a full cal-
endar year, and scrutinized 10 few-
er markets.

In addition to the calendar-year
statistics and the increased number
of territories surveyed, Murphy de-
scribes another change in NMPA
survey methodology: “We have de-
termined to concentrate on domes-

(Continued on page 127)

China Making
Progress On
G’right Issues

HONG KONG—New laws protect-
ing intellectual property in China
may not be the final solution, but
they appear to be the most promising
effort yet in controlling the world’s
most notorious pirates.

Foremost is a decision by the main-
land government to remove piracy
from civil statutes and instead make
it a criminal offense, which carries
far stricter penalties.

Changes were announced July 5 on
the heels of the USTR’s June 30 deci-
sion to put China on its 301 trade-
sanction investigation list. But it was
18 months of tough negotiating by
IFPI to control music piracy that was
the real facilitator.

Two categories of penalties call for
maximum jail terms of three years
and three-to-seven years, as well as
fines, depending on the severity of
the offense.

Officials also may seize equipment
used in counterfeiting, as well as any
financial gains that could be used to
repay victims.

“We're still not sure how [the Chi-
nese] are going to define ‘severity,’
but there is no doubt this is the big-
gest breakthrough we’ve had,” says
J.C. Giouw, IFPT’s Asian regional di-
rector.

The Chinese government also has
accepted a set of administrative rules
developed by IFPI to control the
spread of piracy.

These call for a certification pro-
cess at CD plants that will allow offi-
cials to track all product; a new sys-
tem of import and export licensing
wherein all orders must be monitored
by IFPI; and a promise of no new CD
plants.

Giouw says he believes that main-
land officials will now follow through
with previous promises to stamp out
piracy, especially during the six-
month investigative period imposed
by the USTR.

“These new laws make me confi-
dent enough to say that the spread of
piracy can be controlled by the end of
the year,” he says. “Getting rid of it
completely is another question.” (See
related story, page 128.) MIKE LEVIN

Calm Follows Wamer Music Group Storm
Elektra, EastWest To Stay Separate Under Rhone

B BY DON JEFFREY

NEW YORK—As the dust settles af-
ter the upheaval at the Warner Music
Group, it appears that Elektra and
EastWest will operate as separate la-
bel groups under their new chair-
woman, Sylvia Rhone. Although no
new appointments have been an-
nounced, sources say that in time,
each label will have a new chief who
will report to Rhone.

Rhone said in an interview that
there is no substance to speculation
that the labels will be folded under
the Atlantic Group. In fact, the estab-
lishment of a combined entity, Elek-
tra Entertainment/EastWest Rec-
ords America, along with the ascen-
sion of Doug Morris to the newly cre-
ated position of president/COO of
Warner Music-U.S., may signal the
breakup of the Atlantic Group as it
now exists.

A Jolly Good Fellow. PolyGram president/CEO Alain Levy became an
honorary feliow of the London Business School July 7. The school commended
him for building *‘a European-based global business that is at once creative,
efficient, and profitable,” and noted that PolyGram has “a unique combination of
art and finance.” Levy, right, is seen here at the ceremony with the school’s
principal, Professor George Bain.

The Atlantic Group has been the
umbrella for Atlantic Records,
EastWest, the joint ventures Inter-
scope Records and Rhino Records,
the home video company A*Vision,
and Time Warner Audio Books. It ap-
pears that each of
these units will op- r
erate independent-
ly and continue to
report to Morris,
who had been co-
chairman/co-CEQ
of the Atlantic
Group. Ahmet Er-
tegun, who is now
sole chairman/
CEO of the group, may assume new
roles within Warner Music. A spokes-
woeman says that Ertegun has not
been involved in day-to-day opera-
tions at Atlantic, and that he serves
as a special advisor to music group
chairman Bob Morgado.

RHONE

Rhone, a 20-year veteran of the
music business and the first black
woman to head a major label, started
in her new position July 18, replacing
former Elektra chief Bob Krasnow,
who resigned after Morris’ appoint-
ment was announced July 11 (Bill-
board, July 23).

Speculation continues about the fu-
ture at Warner Music, especially the
fate of Warner Bros. chairman Mo
Ostin. A source at the label says he is
negotiating a new contract with
Warner Music.

In the new hierarchy, Rhone is on
equal footing with Ostin and Ertegun
as the titular heads of the three ma-
jor-label groups under Warner Music.

Asked about other possible execu-
tive changes within the labels under
her, Rhone says, “At this point, it's too
early to discuss that. We're in the pro-
cess of evaluating the system, the

(Continued on page 134)

Study Says Interactive Media
Will Pace Industry’s Growth

B BY MARILYN A. GILLEN

NEW YORK—Interactive digital me-
dia—everything from online services
and home shopping to video games
and reference CD-ROMs—will pace
the communications industry over
the next five years, expanding at an
11.7% compound annual rate to $22.3
billion by 1998, up from $12.8 billion
in 1993, a new study predicts.

Total spending on recorded music,
meanwhile, will post a second-best
8.2% compound annual growth rate
during the next five years, to $14.9
billion by 1998—a slowdown from the
9.9% growth rate of the previous five
years. Home video spending also will
retreat from its 11% pace over the

Blockbuster Same-Store Sales Rise

NEW YORK—BIlockbuster Entertain-
ment Corp., reporting a strong in-
crease in same-store sales at its video
stores, posted significant gains in reve-
nues and profits in the second quarter.

For the three months that ended
June 30, the Fort Lauderdale, Fla.-
based company reports net income
jumping 31.3%, to $63 million from
$47.9 million in that period last year.

Revenues rose 37.3%, to $676.2 mil-
lion from $492.4 million a year ago.
Operating profit (before taxes and in-
terest) soared 45%, to $118.8 million
from $81.7 million.

Blockbuster’s 2,829 company-
owned and 926 franchise video stores
took in revenues totaling $841.4 mil-
lion in the quarter, 29.3% above last
year’s $650.5 million.

The company says that same-store
sales—from company-owned video
outlets open at least one year—were
up 13.1%, a higher comp than most
specialty retailers are reporting. Da-
vid Potts, assistant treasurer, says
sell-through accounts for about 17%
of video store revenues.

Blockbuster declined to release a
same-store sales figure for its music
outlets. It owns 521 stores that are
being consolidated under the Block-
buster Music banner, and it has a
joint venture with Virgin for 20

Megastores. Blockbuster says music
was “‘enhanced by the continuing
consolidation of our buying, distribu-
tion, and administrative functions.”
During the quarter, Blockbuster
agreed to increase its ownership
stake in software developer Virgin
Interactive Entertainment Plc. to
75% and transfer that interest to

Spelling Entertainment, which pro-
duces and distributes TV shows such
as “Melrose Place.” Blockbuster,
which now owns 71% of Spelling, will
increase its stake to 77%. Spelling re-
ports that net income rose 13.3% to
$8.7 million in the second quarter, on
an 18.1% increase in revenues to $84.2
million. DON JEFFREY

last five years to a 7% growth rate
over the 1994-98 period, totaling $18.6
billion by 1998.

An expanding demographic base
and the continued strength of the ma-
turing CD will help drive the music
sector’s growth, while sell-through
muscle and a rental rebound will help
push the home video side, which
faces no danger so far from either
PPV or video-on-demand.

So says the eighth annual Commu-
nications Industry Forecast from in-
vestment bankers Veronis, Suhler &
Associates, who included the interac-
tive market segment in their five-
year forecast for the first time this
year.

“Interactive digital media is the
hotter end of the growth spectrum
for the whole industry, and the abso-
lute dollars involved in it are not im-
material,” says John S. Suhler, presi-
dent of the New York-based firm.
“Some industries that we think are
pretty big—like recorded music and
radio—are small in comparison. And
this isn’t just a nascent, early-stage
business. This is a relatively well-
formed business that everyone’s got
to pay attention to.”

The explosion in the interactive

(Continued on page 129)

ABG Vid Arm To Get Net's Kiddie Specials

B BY EILEEN FITZPATRICK

LOS ANGELES—In its first long-
term agreement with its network
parent, ABC Video will release a se-
ries of specials and movies from ABC
Children’s Entertainment.

Prior licensing agreements have
prevented ABC'’s video division from
obtaining a steady flow of product
from its network parent. For exam-
ple, MPI Home Video distributes all
ABC News product, and Video Trea-
sures handles distribution of chil-
dren’s product under the ABC Kid-
time banner. ABC Sports also is scat-
tered among several distributors.

Under the Children’s Entertain-
ment venture, the network will peri-
odically air a Saturday morning spe-

cial. Within days of the broadcast,
ABC Video will have the special at re-
tail.

The first program under the agree-
ment, a new animated version of
“The Secret Garden,” will air as an
ABC Kids Movie Matinee Nov. 5 and
will be in stores Nov. 9. The 75-min-
ute program will carry a $16.95 retail
price.

ABC Video president Jon Peisinger
says the unusual price point reflects
a middle-of-the-road approach. The
video also will include additional foot-
age.

“We wanted to be more aggressive
than standard pricing of $19.95 for
similar product,” he says. “But we
didn’t want to go below $14.98, be-
cause traditionally retailers view that

as budget product.”

Peisinger equates the release of
“The Secret Garden” with the pat-
tern followed by “The Little Engine
That Could,” which MCA/Universal
Home Video syndicated, then re-
leased on video.

Since MCA/Universal released the
title in March 1993, “The Little En-
gine That Could” has sold nearly 1
million units.

“We're following the success of
MCA/Universal, but unlike a syn-
dicated time slot, this show will
have a uniform slot,” says Pei-
singer. The special will air at 11
a.m.

ABC Television is planning to air
one Kids Matinee special every
quarter.
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Wamer Tones It Down For Anderson
‘Bright Red’ Flame Ignites With Tiny Marketing Spark

# BY BRETT ATWOOD

LOS ANGELES—When experimen-
tal-music pioneer Laurie Anderson
returns Aug. 30 with the stripped-
down, Brian Eno-produced “Bright
Red” on Warner Bros., it will be with
little fanfare.

“Anytime we try to market Laurie
with a large amount of ‘hoopla,’ it
doesn’t work,” says Karin Berg,
Warner Bros. East Coast VP of A&R.
“It’s best to let Laurie happen natu-
rally with an organic presentation.”

It has been five years since Ander-
son’s last release, the highly crafted,
detail-oriented “Strange Angels.”

“This is one of the longest hiatuses
I've ever seen on an artist,” says
KROQ Los Angeles PD Gene Sand-
bloom. “It’s impossible to say how
the audience will react, becuase it’s a
whole new generation of listeners.”

Sandbloom says that the singles
“O Superman,” from Anderson’s

1982 album “Big Science,” and “Shar-
key’s Day,” from her 1984 album
“Mister Heartbreak,” are still staples
on the station’s recurrent rotation.

“She’s too
avant-garde for
radio,” says KITS
San Francisco
APD Spud, who
adds that Ander-
son hasn’t been in
rotation at the
modern rock sta-
tion for years.

“Modern radio
is just now catching up to Laurie,”
says John Griffin, KEDG Las Vegas
PD, who has not heard the new mate-
rial. “I would think that if it is a good
song, then we'll play it. If anyone can
break through the boundaries of the
mainstream grunge movement, then
Laurie is it. If ‘O Superman’ came out
today, it would be a huge song at the
modern [rock] format.”

ANDERSON

Eddi Reader Is The Main
Attraction On New Album

8 BY JEFF CLARK-MEADS
and THOM DUFFY

LONDON—Life as a Fairground
Attraction can mean just going
around in circles.

But for Eddi Reader, the flavor-
ful former singer
with that now-
disbanded U.K.
act, something
new has come
with every turn
as a solo artist.

Fairground At-

2 traction, fronted
READER by Reader,
reached the top 5
on the U.K. album charts in 1988
with its album “The First Of A Mil-
lion Kisses,” and Reader returned
to that chart region in early July
when her new, self-titled album de-
buted on the British album count-
down at No. 4.

Produced by Greg Penny, known
for his work with k.d. lang on the
“Ingenue” album, ‘“Eddi Reader”
was released in Britain on Blanco
Y Negro Records through WEA
U.K., and is due Aug. 30 from
Warner Bros. in the U.S.

The project is Reader’s second
solo release. Her first, 1992’s “Mir-
mama’” on RCA U.K., was not re-
leased in America despite its criti-
cal acclaim in Britain.

The difference this time, long-
standing fans will note, is that the
domestic angst Reader sings
about is now based on personal ex-
perience rather than the stories of
her friends.

“Mirmama’ was recorded as an
intimate pseudo-confessional, al-
lied to haunting tunes, but since its
release, Reader says, ‘“My rela-

tionship has ended, my recording
deal ended, and there were two
years of single parenthood in
which I felt totally divorced from
the world.”

The songs on the new album are
“‘sympathetic to how I was feel-
ing,” says Reader. But she cau-
tions: ‘“People should just listen to
the new album for what it is. It's
not a big statement. It just records
what I’ve been doing for a couple
of years. I'm not pushing a big
message. This is just me.”

The songs on ‘““Eddi Reader”
were written by, or in collabora-
tion with, such notable musicians
as Boo Hewerdine, Kirsty Mac-
Coll, Teddy Borowecki, and Mark
Nevin. Reader’s own songs are
published by Redemption Songs
through Chrysalis Music; they ex-

(Continued on page 133)

New Alliance

@ BY BRETT ATWOOD

LOS ANGELES—Independent label
New Alliance, which has been a pro-
ponent of spoken-word recordings
for the last decade, is aiming to rede-
fine the genre with a string of inno-
vative releases and a new label im-
print.

The new imprint, Issues’ is dedicat-
ed to “more informational, less artis-
tic recordings,” according to label
president Greg Ginn, who also runs
sister labels Cruz and SST and has re-
corded with Black Flag, Gone, and as
a solo artist.

“Our first two titles are about bas-
ketball, which I have a personal pas-
sion for,” says Ginn. “But Issues is

Some radio executives say album
alternative radio may be warming to
the off-center sounds like those
found on the new Anderson record.

“Laurie absolutely fits into this
format,” says KLIT Los Angeles PD
Mike Morrison. “Some stations may
be reluctant to play her, but we look
forward to hearing the new record. If
it is like her early spoken-word rec-
ords, then we may have a hard time
programming it, though. It has to be
somewhat radio-friendly.”

No commerecial single is planned
from the album, which is Anderson’s
sixth for the label. Instead, three em-
phasis tracks—‘‘Puppet Motel,”
“World Without End,” and “Poi-
son”—will be serviced to album alter-
native, commercial modern rock, and
college radio with the release of the
album.

“We will concentrate on those
three formats,” says Linda Goldstein,
who manages Anderson for Original
Artists. “The [album alternative] for-
mat didn’t even exist when Laurie’s
last album came out, so we are hop-
ing that this new outlet of exposure

(Continued on page 135)
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E BY ERIC BOEHLERT

NEW YORK—Few tales chroni-
cling the winding paths taken by
hit singles are stranger than that
of the Gin Blossoms’ stubborn hit
“Hey Jealousy.”

Released to modern rock radio
24 months ago, the song, after an
aborted run, resurfaced last sum-
mer and became an across-the-
board radio hit that helped estab-
lish the Tempe, Ariz., band as a
pop-rock radio force (Billboard,
July 31, 1993).

Now, 12 months later, defying
programming odds, “Hey Jealou-
sy’ remains a staple on many
modern rock, album rock, and top
40 stations. That’s a full 18 months
after the song began making
waves, nine months after it
peaked at No. 25 on the Hot 100,
and six months after, by all ac-
counts, it should have played itself
out.

Instead, for the week ending
July 12, the song enjoyed nearly

The Gin Blossoms’ A&M
Singles Won't Fall Away |

900 plays across the country, ac-
cording to Broadcast Data Sys-
tems. What's remarkable is that
scores of major-market top 40 sta-
tions are spinning the song not as
a strong recurrent, but rather as a
heavy-rotation cut. WHTZ (2100)
New York has been churning the
song out for nearly 12 months
straight, 30-50 times a week. And
for the week ending July 10, VH-1
more than doubled its airings of
the “Hey Jealousy” clip over the
previous week.

“It’s a phenomenon,” says Rick
Stone, senior VP of promotion at
A&M, home of the Gin Blossoms. A

(Continued on page 115)

Fostering The Future. David Foster celebrates an exclusive worldwide
publishing agreement with Leeds Entertainment and peermusic for all of his
current and future works, including copyrights from his publishing company, One
Four Three Music. Foster, a 12-time Grammy winner, is esteemed as a
songwriter, arranger, and producer. Shown, from left, are Kathy Spanberger,
senior VP, peermusic; Leeds Levy, president, Leeds Entertainment; Foster;
Ralph Peer Il, chairman/CEQ, peermusic; Brian Avnet, personal manager, Gold
Mountain Entertainment; and Ralph Goldman, business manager, Goldman,

Wasserman and Grossman Inc.

by no means a sports-only spoken-
word label. We do releases of a practi-
cal nature. There is artistic merit, but
the main idea is to provide practical
information.”
Issues’ first ti-
tles, “Bill Walton:
Men Are Made In
The Paint” and
“John Wooden: A
Life In Basket-
ball,” were re-
leased in Febru-

ary.

The basketball
titles feature leg-
endary UCLA coach Wooden and his
superstar pupil Walton detailing their
passion for the sport and the keys to

WALTON

Bows Spoken-Word Imprint

success on and off the court.

For the Walton release, ex-Doors
keyboardist Ray Manzarek contribut-
ed musical transitions that echo the
energy and enthusiasm of basketball.

“I played what I thought would be
the appropriate music for the differ-
ent moves in the sport,” says Man-
zarek. “For defense, the player will
hunker down. He is low and mean. I
played low, choppy piano chords to
convey that feeling. For free throws,
the game can move from fast and
chaotic to very composed, and the
music speed reflects that, at times
taking on a very tranquil quality.
When I play this music, I feel like 1
really am playing basketball.”

(Continued on page 26)

Sparrow’s Chapman
Launches Gift Drive
For Prisoners’ Kids

E BY BOB DARDEN

Contemporary Christian super-
star Steven Curtis Chapman is
part of a multi-organization effort
to make sure the children of pris-
oners have pre-
sents this Christ-
mas.

Chapman’s up-
coming 70-city
tour is sponsored
by Prison Fellow-
ship Ministries.
Together with
Sparrow Records
and the giant
Parable Group Inc. chain of Chris-
tian bookstores, Chapman and
PFM will make hundreds of thou-
sands of copies of Chapman’s
“Heaven In The Real World” cas-
sette available free to the children
of incarcerated parents, through
PFM’s Angel Tree program.

“Heaven In The Real World,”
Chapman’s latest release for Spar-
row, was released July 12.

PFM—founded by Charles Col-
son, former special counsel to
President Richard M. Nixon—
claims to be the world’s largest
prison outreach and criminal jus-
tice organization, working with
churches ministering to prisoners,
ex-prisoners, victims, and their
families.

The nationwide nonprofit orga-
nization has a $25 million budget,

(Continued on page 127)
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Epic Label Puts Disclaimer On Hardcore Album

MC Eiht’s Anti-Cop Lyrics Earn Unique Advisory Sticker

B Y CHRIS MORRIS

LOS ANGELES—Professing its sen-
sitivity to “intense and often graph-
ic”” lyrics, the Epic Street label has
taken the unprecedented step of
stickering “We Come Strapped,” the
new album by MC Eiht, frontman of
rap act Compton’s Most Wanted, with
a label distancing the company from
the album’s hardcore material.

‘New Music Now’
Programmer Puts
Videos Online

B BY DEBORAH RUSSELL

Regional video programmer Tom
Sodeur is blazing a trail into new
technologies, taking a alternative
rock sensibilities of his Vermont-
based “New Music Now” show to the
users of online computer services.

Sodeur, whose weekly show
reaches some 710,000 households via
the independent network WNDS of
Derry, N.H., recently linked with in-
formation systems developer Greg
Loveria to showcase music videos in
a forum other than television.

Loveria is the founder of the year-
old National Assn. Of Music
Shareware, a network of under-
ground musicians seeking to deliver
their product to the public without
having to use conventional radio or
TV. NAMS uses the Byte Informa-
tion Exchange (BIX) and Delphi In-
ternet Services, two online services
that reach an estimated combined au-
dience of 1 million-1.5 million users.
Both services are gateways to the In-
ternet, which serves about 33 million
users worldwide—a number that is
increasing by 15% per month, accord-
ing to Loveria.

“It’s not our intention to put forth
a television experience on the com-
puter; it’s not like my show is on the

(Continued on page 38)

In an interview with Billboard, the
rapper said the label is “covering
they asses” in the event of potential
criticism of his work.

The album, which bears a conven-
tional Recording Industry Assn. of
America parental advisory sticker,
also has a second label, approximate-
ly twice the height of the RIAA lyric
warning, affixed to its shrink wrap.
It reads, “The lyrical content con-
tained on this album solely expresses
the views of the artist.”

“We Come Strapped,” originally
set for a July 12 release was held
back a week so that the disclaimer
could be added.

Epic Street’s concern about the al-
bum apparently derives from the
track “Take 2 With Me.” The rap’s
scenario involves an inner-city drug
dealer who kills two police officers as
he flees a dragnet.

“They might get me, but fuck 'em,
I'm gonna take two with me,” Eiht
raps at one point. The track also
makes a specific reference to Los An-
geles Police Chief Willie Williams:
“Heard them whisper, ‘Chief Wil-
liams, two officers down.””

Queries to Epic staffers regarding

the reasons for the additional sticker
were referred to the label’s publicity
department.

On July 20, Epic released a brief
statement regarding its reasoning.

“On his solo debut album, ‘We
Come Strapped,” MC Eiht uses pow-
erful imagery which is intense and of-
ten graphic. Some may find his views
disturbing.

“We are opposed to censorship, and
support MC Eiht's right to express
his views. After discussion with the
artist and his manager, all of us
agreed on the wording and use of a
second sticker.

“MC Eiht’s manager, John Smith,
was fully aware of plans for the
sticker and commented: ‘MC Eiht and
I applaud Epic for giving MC Eiht the
platform to express his views.””

An Epic spokesperson says the
statement stands in lieu of further
comment by label executives.

MC Eiht says that Epic Street de-
cided to double-sticker the album af-
ter “it got political.”

He describes “Take 2 With Me” as
merely “a chase,” and claims that the
reference to Williams spurred the ad-

(Continued on page 134)

Broadening Horizons. Executives from Benson Records and parent company
Music Entertainment Group heraid Benson's exclusive distribution agreement
with Liberty Records. Shown, from left, are Steve Fret, CFO, Music
Entertainment Group; Wes Farrell, president/CEO, Music Entertainment Group;
Jerry Park, president, Benson Music Group; Jimmy Bowen, president/CEO,
Liberty Records; and Bob Freese, VP of sales & marketing, Liberty Records.

RECORD COMPANIES. Aloysio Reis is
named VP of marketing for EMI In-
ternational in London. He was mar-
keting director for Sony in Mexico.

Neil Werde is named senior VP of
marketing and sales at Rhino Rec-
ords in Los Angeles. He was VP of
marketing for Mattel Toys.

Sony Wonder promotes Wendy
Moss to senior VP of marketing in
Los Angeles, and John Phillips to se-
nior director in New York. They
were, respectively, VP of marketing
for Sony Wonder and a senior prod-
uct manager at ColgatePalmolive
Company.

Al Cooley is promoted to VP of
A&R at Atlantic Nashville. He was
director of A&R.

Mike Dungan is promoted to se-
nior VP of sales and marketing for
Arista Nashville. He was VP of sales
and marketing.

Rob Stone is named senior director
of rhythm-crossover promotion for

REIS WERDE

Arista Records in New York. He was
national director of crossover promo-
tion at EMI Records.

Thornell Jones is named director
of urban music marketing and prod-
uct manager for Giant Records in
Los Angeles. He was a product man-
ager for Mercury.

Olaf Bolter is promoted to director
of finance and controlling for Sony
Classical in Hamburg, Germany. He
was manager of finance and control-
ling.

Lee Leipsner is named associate
director of pop promotion for Colum-

EXECUTIVE FURNTABLE

COOLEY

MOSS

bia Records in New York. He was a
local promotion manager.

RCA Records in New York names
Alexandra Zamor promotion manag-
er of black music and Terry Ferguson
manager of national rap promotion.
They were, respectively, marketing
coordinator for Uptown/MCA and di-
rector of promotion for Loud Records.

Wes Mason is named manager of
special projects for Priority Records
in Los Angeles. He was a special
markets director for MCA Records.

Eric Fuller is named manager of
finance and accounting at Mercury

W BY CRAIG ROSEN

Rykodisc has become the sole
owner of the REP Co., a Minneso-
ta-based independent distributor,
after buying out former partner
Rounder Records. The move is de-
signed to make it easier to finance
the expansion of both REP and
Rykodisc, says Robert Simonds,
CEO of REP and VP of Rykodisc.

“Since we were managing REP
already, the easiest way to pack-
age a refinancing scenario was to
bring REP under parallel owner-
ship,” says Simonds.

Rounder Records president/co-
founder Marian Leighton Levy
says the buyout was “something
that was necessary and in the best
interest of both labels. It's amica-
ble, we're satisfied with the settle-
ment, and we all feel fine about
it.”

Rounder had owned 50% of
REP. Terms of the buyout were
not disclosed.

According to Simonds, REP has

Rykodisc Adds Rounder’s
Share Of REP Distrib Unit

surpassed its own projected sales
growth by 65%. The acceleration
of business put a strain on the
company’s financial resources, he
says.

“We have the busiest quarter of
the year ahead, and an opportuni-
ty for continued growth,”” Si-
monds says. “So we concluded we
needed to put some different fi-
nancing together.”

REP is negotiating with several
investors and banks for the addi-
tiona} financing, which Simonds
says the company hopes to have in
place by early September.

The new funds will not go
toward additional staffing, Simonds
says. Instead, they will be used to
support additional sales volume.

“We are well staffed and well
equipped to handle the volume we
are doing business at, and be-
yond,” Simonds says. In mid-July,
the company moved from its
25,000-square-foot warehouse at
the Rykodisc building in Minne-

(Continued on page 133)

Hollywood Seeking New Distrib Deal
Label Lays Off 14, Eyes New Acts

LOS ANGELES—With its distribu-
tion pact with WEA expiring in late
September, Hollywood Records
hopes to have a new distributor
within the next few weeks. Sources
point to BMG or PGD, but they do
not rule out a new deal with WEA.
Meanwhile, the Disney-funded
label laid off 14 members of its pro-
motion, sales, and financial ser-
vices staffs July 14.
“Unfortunately, the music flow
couldn’t support the size of the
staff as it existed,” says Hollywood
executive VP Bob Pfeifer. The la-
bel now has 50 employees. Pfeifer
says Hollywood has four