Disney Targets
Xmas Set At
Latin Market

@ BY JOHN LANNERT

With the Nov. 8 release of its La-
tino-rooted Christmas album “Navi-
dad En Las Américas” (Christmas

GABRIEL

DOMINGO

In The Americas), Walt Disney Rec-
ords is not only saying feliz navi-
dad for the first time, but also bien-
venidos to Latino consumers.
(Continued on page 114)

B’huster Set To
Expand In Asia

@ BY STEVE McCLURE

TOKYO—After establishing firm
footholds in Australia and Japan,
Blockbuster Video is preparing to
expand aggressively into other
Asia-Pacific territories.

“We’re looking at the possibility
of 1,000-plus stores in the Asia-Pa-
cifie region within the next 10
years,” says John Mlynski, Block-
buster’s VP for the Asia-Pacific re-
gion. “And I’'m taking a conserva-
tive approach.”

(Continued on page 114)
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Indies Welcome At Radio

Modern Rock Finds New Hit Sources

W BY ERIC BOEH LERT

NEW YORK—Major-label artists
have dominated modern rock radio
playlists for so long
that most observers
had assumed the days
of small, independent
labels hatching nation-
al hits were long gone.
But in the last 10
months, a string of in-
dies have scored im-
pressive hits at com-
mereial radio with acts
such as Beck, Off-
spring, Veruca Salt, and others
amassing national airplay that, just
two years ago, would have been un-
thinkable.

“Radio stations are more in touch
with the streets,” says Bill Gamble,
PD at WKQX (Q101) Chicago, ex-
plaining the apparent openness at ra-
dio. “People are looking at music

—
|
[

TORONTO—National political
events such as Canadian native
leader Elijah Harper’s stand
against the Meech
Lake Accord, the
fierce confrontation
l between Mohawks
| and Quebec Prov-
ince Police at Oka,
Quebec, and ongo-
l ing aboriginal de-
| mands for self-gov-
ernment have

|
! W BY LARRY LeBLANC
|
}

[ .
| brought renewed attention to Can-

ada’s 1.5 million aborigines.

| The mainstream popularity of
Lthe Innu duo Kashtin, the media-

RANCID

Canad;’s Al;ﬁl'i_g;il;al ]Vlusicians
Seek Mainstream Recognition

from different sources—small labels,
unsigned [acts], imports. It doesn’t

need a major-label push behind it.”

Adds Kurt St. Thomas, PD at
WFNX Boston, “PDs
realize that if they're
really alternative,
they’ve got to take
some chances.” More
times than not, those
chances involve spin-
ning indies.

Late last year, be-
fore signing with Gef-
fen Records, Beck’s
low-budget release of
“Loser” spread like wildfire at com-
mercial radio, placing programmers
in the unusual position of having to
send away for copies of the hard-to-
find single on little-known Bongload
Records (Billbeard, Nov. 27, 1993).

For those who assumed that “Los-
er” was a one-time fluke of commer-

(Continued on page 125)

driven commercial breakthroughs
of Inuk performer Susan Aglu-
kark (Billboard, May 21) and Juno |
Award-winning Cree country sing- l
er Lawrence Martin, and a new
Juno category for
aboriginal music ini-
tiated this year have
put the national
spotlight on Canadi-
an aboriginal musie.
Although this
newfound atten-
tion is welcome,
those involved in
the aboriginal music business
note that its progress is ham-
pered by language barriers |
(Continued on page 55) J
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Atlantic Reels In
Ancther Rock Hit
With Blowfish

@ BY CARRIE BORZILLO

LOS ANGELES—Atlantic Rec-
ords appears to be on the brink

HOOTIE & THE BLOWFISH

of breaking another regional
success story nationwide, as
Hootie & the Blowfish’s “Hold
My Hand” continues to climb
| the Album Rock Tracks chart.
The debut single by the Co-
lumbia, S.C., act, which fea-
tures David Crosby on backing
vocals, climbs to No. 12 this
week on Album Rock Tracks.
(Continued on page 124)

U.S. C’right Office
Looks To Future

M BY BILL HOLLAND
WASHINGTON, D.C.—Marybeth
Peters, the newly appointed Regis-
ter of Copyrights, is preparing the
Copyright Office for the future.
Librarian of Congress James H.
Billington has given Peters the task
of figuring out how the office will
(Continued on page 121)
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Five Auckland Jazz
Artists Head To U.S.

PAGE 63

i

2 U0

Ruely ANUIAY
yasaldar yRoLw

o )

g
%
g

ue|e ayl

anoss

worldvide mutt flatsom aom

i

lo e




NINE CONSECUTIVE DOUBLE PLATINUM & PLATINUM ALBUMS WERE JUST THE BEGINNING. ..
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“When we found out that “I Believe”
| had gone #1 on BILLBOARD’S HOT REB
| SINGLES chart, we felt like we were
going to explode. It was like heaven

was smiling on us, because going #1 was

additional confirmation that after 23 years, |

people everywbhere were hearing
| the messages and the music of

the Sounds of Blackness. ”

bttty (O

Ann Bennett Nesby Gary D. Hines

SOUNDS OF BLACKNESS, 1994
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Convention Reasserts GMWA'’s Strength

® L4
o psosm e ™ (Gospel Group Quiets Industry Speculation
comvmm&’;g{pm sq| W BY LISA COLLINS conference climbed to more than 15,000.  port staff of this organization and its
STEVEN CURTIS CHAPMAN * SPARROW “This is one of the most important  board of directors for years. There’s no
ATLANTA—The Gospel Music Work-  groups of people who understand and  way any one individual could do it.
T AMOMENTfo%‘:mnM ST 50| shop of America has reasserted its lead-  buy the musie,” noted Benson president “We've had explosive growth,” Hobbs
O ersh{p position with a well-attended con-  Jerry Parks, whose label is among a  adds. “Andin our.desire to create the ‘a
GOSPEL 53 vention, marked by a progressive and handful of companies accelerating their  la carte’ convention where one might
# IT REMAINS TO BE SEEN * MISSISSIPP! MASS CHOIR « MALACO ambitious agenda. thrust into the traditional gospel mar-  come and shop for the things that are in
The convention, attended by label ex-  ketplace. their greatest interest for forward mo-
HEATSEEKERS 36| ecutives, retailers, broadcasters, church For first-time attendee Alan Freed- tion, we’ve been able to surpass even
# THE WAY THAT | AM © MARTINA McBRIDE * RCA and choir representatives, artists, and  man, president of Atlanta International  the goals set by Ed in our original ex-
B fans, serves as a focal point for the  Records, it was more of a networking  pectations. Our job is network building.
mf;:m:#ﬂmg 51 GMWA, which lately has gone through affair, “bringing together people with We see this convention as the umbrella
tough times. the same goals with regards to the  organization by which gospel music ma-
NEW AGE Complaints of disorganization and  growth, development, and love of gos- triculates in all of its facets. That is be-
# UVE AT THE ACROPOLIS * YANNI * PRIVATE MUSIC 691 board in-fighting have shadowed the  pel music.” ing done—and quite handily, I might
GMWA since the death of its founder, GMWA chair Al Hobbs says the group  add.”
R&B 39| the Rev. James Cleveland, in 1991. The  is “solid as a rock. What people hear and Another upbeat sign for the GMWA
* WE COME STRAPPED * MC EIHT FEATURING CMW * EPC STREET death in April of Ed Smith, who had  are wondering is based on what the me-  has been a series of record deals se-
served as executive director of the  dia has given them in terms of the lead- cured by its conference-based choirs.
~ OUEEN OF'EEEGPECAKE- P RATaE: 69| group since its inception, had seemed to  ership of this organization. The truthbe ~ Among them is the GMWA Women Of
be the final blow for the GMWA, with told, there’s been strength in the sup- (Continued on page 117)
WORLD MUSIC some predicting that this year’s meet-
ALl FARKA T:u;m 23‘%'835.: o HANNIBAL 7] ing would be its last.
But the group’s 27th annual conven-
« THE HOT 100 * BJ tion, held Aug. 13-20 here, seems to -,
# I'LL MAKE LOVE TO YOU * BOYZ Il MEN * MOTOWN 118 have put to rest industry speculation Imes ev re - angln s
about the viability of the organization.
ADULT CONTEMPORARY Board members rallied to show that s .
* WILD NIGHT 108] the group not only could keep pace with om orea s ong an
JOHN MELLENCAMP / ME'SHELL NDEGEOCELLO * MERCURY gospel’s improving sales and changing
COUNTRY image, but in some instances could set EBY BYUNG HOO SUH healthy” songs that contained ““subver-
& WHISPER MY NAME * RANDY TRAVIS * WARNER BROS 48] the tone for progress. Nowhere was this sive” left-wing messages or mentioned
more evident than with the choice of SEQUL—The civilian government of communist slogans, names of commu-
Bishop Paul S. Morton as the opening South Korean president Young Sam nist leaders, or locales of communist
% omszggﬁﬁ-/msgn’-nmprleg!w O 45| speaker. Morton is an evangelist and re- Kim is lifting its ban on 847 songs that countries or cities.
cording artist who has become one of radio and TV stations had been unable The 64 reinstated Korean songs in-
DANCE / MAXI-SINGLES SALES the industry’s rising superstars. to play under three successive military clude “Nakwha Yoosoo” (Rivers Run),
# FLAVA IN YA EAR * CRAIG MACK * BAD BOY a5 Furthering the convention’s theme, regimes. penned by Cho Yong Ahm, who desert-
“Torchbearers For Excellence,” Morton The Korea Broadcasting Commission ed from North Korea to the South, and
LATIN keyed in on one of gospel’s biggest con- (KBC), headed by chairman Kim Chang ‘““MooJong Gobaek” (Heartless Confes-
# QUISIERA * RICARDO MONTANER + EM! LATIN 521 cerns: the lack of professionalism in the Yeol, announced last week that it has sions) by Park Young Hyo, who desert-
presentation of live and recorded gospel lifted the ban on the blacklisted songs ed South Korea to join the North.
R&B musie. Also, a new forum offered a after a nine-member committee had re- A ban also was lifted on “The First
# I'LL MAKE LOVE TO YOU * BOYZ il MEN * MOTOWN 41l much-needed exchange between the screened 1,451 banned songs during Time Ever I Saw Your Face,” written
gospel and church communities. the last two months. by the late Irish singer/songwriter
More than 100 seminars and work- The KBC said, ‘“The times have Ewan McColl, categorized as a left-
S Mmsgesngg -A:gvzlulzavsu S 40} shops covered topics as varied as con- changed since these songs were winger. Most of the Vietnam War-era
cert promotion, choir decorum, and com- banned, mostly during the era of the anti-war songs that have been black-
puter use in music transeription. Show- Cold War and ideological confrontation listed by the KBC and Korea Public
_ HOT R&B SINGLES SALES 40| cases and nightly musicals provided the between the East and West.” Performance Ethics Committee have
e Qg ie g B L g biggest excitement, spotlighting such Among the 783 works that have been also been reinstated.
top gospel talent as Tramaine Hawkins, reinstated by KBC are such protest In contrast to the music industry,
RAP a3 the Clark Sisters, Daryl Coley, Kirk songs as Bob Dylan’s “Blowin’ In The which welcomed the KBC’s decision,
# TOOTSEE ROLL * 69 BOYZ ¢ RP4T Franklin, and John P. Kee and the Mis- Wind,” Joan Baez’s “We Shall Over- some moral watchdog groups and
sissippi Mass Choir (see In The Spirit, come,” and the Beatles’ “Revolution” religious groups expressed displeasure
ROCK / ALBUM ROCK TRACKS o] P28e 53). Artists like BeBe & CeCe Win- and “Back In The USSR.” at the gags that have been removed
# VASOLINE * STONE TEMPLE PILOTS * ATIANTIC i ans and Shirley Caesar came to show Previous governments during the from such metal groups as Black Sab-
their commitment. Cold War era had pressured the cen- bath and Judas Priest.
And, as always, there were impres- sors to ferret out and ban any ‘“‘un-
ROCK / MODERN ROCK TRACKS 110] sive numbers. Attendance at this year’s
# BASKET CASE + GREEN DAY * REPRISE
TOP 40 AIRPLAY /| MAINSTREAM ”J S W E E K | N B LLB O ARD
# STAY (| MISSED YOU) + LISA LOEB & NINE STORIES * RCA
PGD CATALOG RESTORATION BEGINS Album Reviews 70  International 58
TOP 40 AIRPLAY / RHYTHM-CROSSOVER ;4 Rejecting newfangled digital tape formats, PolyGram Group  Artists & Music 10  Jazz/Blue Notes 42
I SR Distribution has embarked on a massive effort to back up its  Between The Bullets 125  Latin Notas 51
HOT 100 AIRPLAY catalog of recordings using BASF’s 911 analog mastering tape. ~ The Billboard Bulletin 126 Lifelines 106
# STAY {I MISSED YOU) * USA LOEB & NINE STORIES * RCA 116 The restoration project is expected to take five years. Paul Ver- Boxscore 16 Medialine 18
na reports. Page 104 Canada 61 :“"c v""(” 1?2
SALES Chart Beat 126 ewsmakers
* L M:'K‘E)I)\’EOT?) %'U‘Ga'fvg 1l MEN « MOTOWN 16 Child’s Play 65 Popular Uprisings 36
. . A spate of singles discussing serious topics such as AIDS, do-  Clip List 57
~ m{,‘,};;}’,:,? Efm o 75 mestic abuse, and alcoholism have invaded country radio. Pro-  Commentary g Radio 107
grammers have been left to ponder, is this a trick of timingora  Country 46  The Rap Column 43
HEALTH & FITNESS backlash against an overload of upbeat material? Eric Boehlert  Dance Trax 44 Retall’ 64
# CINDY CRAWFORD / THE NEXT CHALLENGE 79 sorts it all out. Page 107  Declarations of RossisRhythm Section ¢
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Will Live Entertainment Survive?

B BY C.K. LENDT

Recent headlines tell us that the future of
entertainment lies in some unfathomable
combination of Paramount, Viacom, QVC,
TCI, 3DO, US West, Bell Atlantic, and
NYNEX, all of which promise to bombard us
with an infinite number of television channels.

Entertainment will only require that we
cocoon in front of a TV or telephone or cozy
up to a computer. Punching remote control
buttons to interact with Silicon Valley’s latest
invention will be our principal leisure-time di-
version. In short, live entertainment will soon
be dead. Techno-savants have gone to fanati-
cal lengths to persuade us that live entertain-
ment is doomed, but just how credible are
these information-age Cassandras?

Almost before it was announced, tickets for
Barbra Streisand’s concert tour were
scooped up by the faithful, a group unique in
that it straddles the generations. On the
nightly news programs, gushing fans unbur-
dened themselves of their anxieties, pro-
claiming that her performance was well
worth the decades-long wait, the endless
queues for tickets, and the budget-busting
prices.

This summer’s rock tours, including Billy
Joel & Elton John, the Eagles, the Rolling
Stones, and Pink Floyd, ratcheted up ticket
prices to record levels.

On Broadway, an arsenal of computerized
effects, illusions, and pyrotechnics was more
than enough firepower to set box-office rec-
ords for the advance sale of Disney’s $12 mil-
lion production, “Beauty And The Beast.”
Despite generally unflattering reviews, par-
ents and children filled each performance.

People are dying to get out of the house to
be entertained. Cashing in on this demand
are entertainment concerns, consumer mar-
keters, and companies on the cutting edge of
new technologies. The thrust toward new, di-
verse forms of live entertainment will be a
major challenge for the industry well into the
next century. How we define and adapt to the
competition will transform this business.

Three parallel trends have emerged in re-
cent years that have reinforced the value of
live entertainment and expanded the size of
the market.

The first is the movement toward record
company-owned arenas. Not long ago, con-
cert promotion was the backwater of the mu-
sic business. It was dominated by a ragtag
collection of local entrepreneurs, some of
whom had a reputation for business dealings
reminiscent of the Wild West. The record
companies shunned them.

Today, the business has been twned up-
side-down, with major music/entertainment
companies getting a foothold in the concert
business. Sony, Pace Concerts, and Block-
buster have locked arms to control a chain of
amphitheaters scattered across the U.S.;
MCA has been so successful with its Univer-
sal Amphitheater that it has promoted shows
in many other markets and, through the Win-
terland purchase, has become the largest mu-
sic towr merchandiser; and this summer we
were offered the crowning achievement of
corporate rock, Woodstock 11, presented by
PolyGram.

Meanwhile, Disney has found an ingenious
way to become a major player: In addition to
producing “Beauty and The Beast,” it has
agreed to invest tens of millions of dollars to
renovate and refurbish the New Amsterdam
Theater on 42nd Street in New York. The

idea is simple: to use the Disney flair for
spectacle to showcase the company’s produc-
tions live on stage in New York.

Corporate sponsorship is the second major
trend to affect live entertainment. Sponsor-
ships of pop music tours have surged to more
than $400 million per year. But that is only
a small measure of the marketing muscle
supporting many of the biggest promotions.
Corporate America, which until the early '80s

‘The only
certainty is that
the out-of-home
entertainment
market will
flourish.’

C.K. Lendt, co-director
of the entertainment and
media management
program at Marymount
Manbhattan College, is
writing a book about the
music business.

saw the music industry as a kind of pariah,
now eagerly courts superstars to tout its
products.

Hawking beer and soda may be the most
common use of towr sponsorships, but corpo-
rations now recognize pop stars’ value as cat-
alysts in accomplishing other marketing
goals: Phil Collins, previously a Michelob
man, cheerily reminds us this year to shop at
Sears, and Blockbuster’s sponsorship of Paul
McCartney’s tour last year helped put it on
the map as an important music retailer, with
summerlong promotions that built store traf-
fic for both records and home videos.

It’s no longer a question of who is “selling
out” to sponsors, but who isn’t. Fees paid by
sponsors plug holes in artists’ tour budgets
and prop up flagging finances, while the tours
serve as highly targeted promotional tools
that can be exploited at the trade and con-
sumer levels. Record companies stand to
reap enormous benefits from all the hoopla
surrounding these major-league sponsor-
ships. But it’s the event—live music and big
crowds—that provides the pizzazz that mar-
keters recognize as the essential ingredient
for sponsorship success.

The third important trend is the move to-
ward escapism in entertainment. Live enter-
tainment increasingly will be challenged to
offer experiences that are truly larger than
life. Movies like “Jurassic Park” and “Termi-
nator 2” have whetted the public’s appetite
for a spectacular, theme park-like experi-
ence. As choices for electronic entertainment
proliferate, only the most unique live enter-
tainment will be able to yank people away
from the sedentary alternatives revolving
around the tube. Piercing that private uni-
verse of home-based entertainment will be an
intensely competitive race among players
who can offer a special brand of escapism.

The music industry hasn’t been immune to
this. Madonna, Janet Jackson, Michael Jack-
son, the Stones, and a handful of others have
gone the distance with full-tilt theatrical pro-
ductions incorporating everything from mov-
ing stages to computer-controlled lasers to
chorus lines of costumed dancers. U2 took it
a step further with its multimedia “Zoo TV”
tour, featuring towering walls of video moni-
tors. Peter Gabriel broke new ground with
his interactive concert experiences, in which
the audience is part of the show. And Pink

Floyd, never shy about over-production, is
touring with what has been described glow-
ingly as the ultimate spectacle in sight and
sound.

What these productions have in common
are staggering costs and elaborate technol-
ogy. But these are the shows that consistently
pull huge numbers of people into giant stadi-
ums and arenas worldwide, where tickets are
priced at Broadway levels, often reaching
$50-$75 and more. Concerts on this grandiose
scale, supported by special-effects wizardry
that appeals to all the senses, are the next
generation of mass entertainment, more
mega-event than mere musical performance.

Shattering the conventional wisdom that
live entertainment can be confined to con-
certs, clubs, and theaters will be crucial to
competing in the new marketplace. A genera-
tional shift is taking root, as the teen popula-
tion will swell by an additional 6 million by the
year 2010. By then, the baby boomer market
will have diminished as an economic force,
along with many of the warhorse arena acts
from the golden era of concerts dating back
to the 1970s. And a younger generation
weaned on video games, computers, multime-
dia, and theme parks may have decidedly dif-
ferent ideas about what the live entertain-
ment experience means.

What we think of as live entertainment will
require that we stretch our definition to ac-
commodate the changing realities of the mar-
ket. The only certainty is that the out-of-home
entertainment market will flourish, fueled by
the increasing pace of technology-based di-
versions and the escapist mindset to which
they appeal. Bigger and ever more spectacu-
lar entertainment will be needed to keep the
customer base from eroding. How the various
entertainment providers carve up that mar-
ket, who will survive and prosper, and how
music fits into the mix will be the source of
considerable speculation. The most opportun-
istic won’t be wedded to a single approach,
but will create an array of choices to tantalize
even the most dedicated couch potato.

LETTERS

A BEEF WITH McOONALO’S PROMO
1 am the only prerecorded music dealer in
a vacation community whose population var-
ies from 3,000 permanent residents to 50,000
weekend visitors during the summer season.
A few years ago, McDonald’s opened a “mini
unit” to service summer guests. This
MecDonald’s unit surely will take advantage
of a national promotion using all the big
splashy posters, ad slicks, ete. that will be
supplied by EMI (Billboard, July 23).
While my one-stop, RTI, is great about
getting me the materials I need to move
more product, and I have had really good ex-
periences with WEA's Cleveland office, any
small retailer can tell you how tough it is to
get any promo materials from the record
companies. I have spent hours calling the
majors for posters, flats, in-store play cop-
ies, ete. It sickens me that while I have to
fight for the things that will help sell music
365 days a year, a small McDonald’s in my
market will be handed everything it needs
to give away a $10.98-$15.98 value for $3.99-
$7.99.
Harold Schmidt
Owner, Hunter's Music and Radio Shack Dealer
Loudonville, Ohio

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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‘Reality Bites’ Fuels Spate David Gates Returns With New Style
Discovery Records Targets Country, AC Radio

0f Soundtracks For RCA

l BY TRUD! MILLER ROSENBLUM

NEW YORK—On the heels of its
platinum success with “Reality
Bites,” RCA has initiated a slate of
soundtrack projects that includes
the Aug. 2 release “Corrina, Cor-
rina” and upcoming releases ‘“The
River Wild” and “Dumb, Dumber.”

According to president Joe Ga-
lante, the releases symbolize the la-
bel’s new commitment to sound-
tracks. “It's something we've been
working on for the last two years,”
he says. “Only now has it really be-
gun to yield the kind of opportuni-
ties we want.”

The film “The River Wild” stars
Meryl Streep and Kevin Bacon, and
opens Sept. 30. RCA’s soundtrack
for the film features a score by
Maurice Jarre, with the title track
performed by RCA act Cowboy
Junkies, and is due Sept. 27.

“Dumb, Dumber” stars Jim Car-
rey and is due in spring 1995. The
soundtrack will feature contempo-
rary artists, but the roster has not
been finalized yet.

“Reality Bites” has sold 1.2 mil-
lion units, according to SoundScan,
and reached No. 13 on The Billboard
200. On Aug. 19, the album had one-
day retail orders of $1 million, driv-
en by the release of the home video,
according to the label. “Corrina,
Corrina” opened in 22 theaters Aug.
19. The soundtrack has sold 3,700
units so far, according to Sound-
Scan, which Galante says “is very
encouraging.”

Although RCA released such
hit albums as “The Sound Of Mu-
sic” in the '60s, the company had not
put out many soundtracks in recent
years. That changed with the hiring
of Ron Fair as staff producer and
senior VP of A&R, West Coast in
1992.

“When we hired Ron, we were
talking about the success of ‘Pretty
Woman,” which he did for EMI, and
realized that that was something
that we could utilize,” says Galante.
“He’s got experience coming from
several record companies, so he’s
got the contacts, and he’s got the
sensibility of being an executive

Oleta Adams, left, and Brenda Russell
work on “We Will Find A Way" from the
“Corrina, Corrina” soundtrack.

within the company to know the
process of getting things done. At
the same time, having worked with
film for so many years, he under-
stands what the film companies
want.”
In the past two years, RCA has
(Continued on page 18)

W BY PETER CRONIN

NASHVILLE—Under a big cowboy
hat and sporting a mustache, the face
may not be familiar, but for anybody
who so much as walked by a radio in
the '70s, the soothing voice of David
Gates is instantly recognizable.

Throughout that decade, as lead
singer, songwriter, and producer of
Bread and as a solo artist, Gates pro-
duced a steady stream of mellower-
than-mellow hits.

Gates’ shot at a career revival be-
gan with a phone call from the man
who originally signed Bread in 1968,
Elektra Records founder Jac Holz-
man. Now chairman of the newly re-
vived, WEA-distributed Discovery
Records, Holzman requested some
demos, liked what he heard, and
coaxed Gates out of retirement. With
the Sept. 6 release of “Love Is Al-
ways Seventeen,” Gates’ first new al-
bum in 13 years, the company is hop-
ing to recapture Gates’ audience.

“We're dealing with a pop icon
here, but at the same time we're deal-
ing with someone who hasn't been in

No Sophomore Jinx. During a recent showcase at the Viper Room in Los
Angeles, the members of MCA Nashville act the Mavericks try on their Popular
Uprisings T-shirts. Billboard presented the shirts to band after its sophomore
album, “What A Crying Shame,” spent three weeks at No. 1 on the Heatseekers
chant. The title has just been certified gold by the Recording Industry Assn. of
America. Shown, from left, are bassist Robert Reynolds, guitarist Nick Kane,
singer Raul Malo, drummer Paul Deakin, and keyboardist Jerry Dale McFadden.

front of people on an ongoing or con-
temporary basis for years,” says Syd
Birenbaum, Discovery’s VP of sales
and marketing. “It’s my job to let ev-
eryone who knows his voice know
that David Gates has a new record
out.”

Complicating that task for Biren-
baum is the fact that Gates’ top 40 ra-
dio audience from the "70s is scat-
tered in the strictly formatted world
of "90s radio. The label has shipped
the first single, “Love Is Always Sev-

enteen,” to country and AC national-
ly, says Birenbaum. “David has an
acknowledged and tangible base of
interest at AC pop, but the audience
for the musical values that he has al-
ways represented has shifted from
pop in the "70s to country today.”

Many PDs also have made the
move from pop to country in the past
decade. That could be seen as an ad-
vantage for Gates in a format that
has widened considerably to embrace
the soft-rock influences of acts like
James Taylor, the Eagles, and Bread.
And considering the fact that many
of his favorite Los Angeles session
players, including former Bread key-
boardist Larry Knechtel, have moved
to Music City, it’s not suprising that
Gates looked to Nashville when it
came time to record.

Gates began doing demos again in
1990, and brought his work to Nash-
ville, which he says “seemed to be
where it was happening, just as when
I first left Oklahoma, Los Angeles
was the place to be.”

“Love Is Always Seventeen” was

(Continued on page 117)

PolyGram Takes A Chance On
A Four-GD Abba Boxed Set

EBY ADAM WHITE

LONDON—B;j6rn yet again?

Two years after PolyGram re-
leased its ‘“Abba Gold” compila-
tion worldwide—a set that sur-
prised label executives by selling 7
million copies—the defunct Swed-
ish supergroup is being commemo-
rated one more time. A four-CD
boxed set on Polydor, entitled
“Thank You For The Music,” will
ship Oct. 17 in markets outside
North America, and in the U.S. and
Canada early next year.

Widely regarded as icons of the
"70s for the stacked-heel, Spector-
esque pop of ‘“Dancing Queen,”
‘“Waterloo,” and “Take A Chance
On Me,” Ahba has maintained an
international following that many
'90s hitmakers would envy. In ad-

Rhino, Justice Join Forces On Holocaust Memorial Set

EBY PAUL VERNA

NEW YORK—A concert held at the
Vatican to mark the Catholic
Church’s first official recognition of
the State Of Israel and the Holocaust
has engendered a fittingly coopera-
tive project between two unrelated
entertainment companies, Rhino
Home Video and the Houston-based
independent label Justice Records.

Justice will release a live album of
the concert Sept. 6, while Rhino’s cor-
responding home video will appear
Oct. 26, according to sources at both
companies.

The landmark event took place
April 7 (Billboard, April 9). Titled
“The Papal Concert To Commemo-
rate The Holocaust,” it featured the
Royal Philharmonic Orchestra of
London under the direction of Ameri-
can conductor Gilbert Levine, with
the Choir of St. Peter’s Basilica sing-
ing in Hebrew for the first time.

The program included Max
Bruch’s “Kol Nidre,” featuring solo
cellist Lynn Harrell; the third move-
ment of Beethoven’s Ninth Sympho-
ny; Franz Schubert’s “Psalm 92,”
featuring New York Cantor Howard
Nevison; and two works by Leonard

Richard Dreyfuss, right, reads the
Kaddish as Gilbert Levine conducts.

Bernstein. The late composer was
represented by his Chichester
Psalms, showcasing boy soprano
Gregory Daniel Rodriguez, and by an
excerpt from his Symphony No. 3,

which featured a reading of Kaddish,
the Jewish prayer for the dead, by ac-
tor Richard Dreyfuss.

The concert was conceived by Pope
John Paul II and Levine, who once
served as musical director of the Kra-
kow Philharmonic Orchestra in the
Pope’s home city in Poland. Guests of
honor at the recital included Chief
Rabbi of Rome Rav Elio Toaff, Ital-
ian President Oscar Luigi Scalfaro,
more than 200 Holocaust survivors
from 12 countries, and an invited au-
dience of 7,500.

Justice Records president Randall

(Continued on page 123)

-

ABBA

dition to the millions who bought
““Abba Gold,” the group has admir-
ers ranging from Britain’s Era-
sure through America’s Lemon-
heads to Ireland’s U2—to say
nothing of Australia’s Bjérn
Again, which fills clubs and con-
cert venues around the world with
its Abba sound-alike and look-alike
act.

Meanwhile, Abba’s 1976 hit
“Mamma Mia” is featured promi-
nently in the soundtrack of a new
movie, “The Adventures Of Pris-
cilla, Queen Of The Desert.” The
picture, which stars Terence
Stamp and includes a number of
other Abba references, opened
Aug. 10 in four U.S. cities; it goes
into wider release Aug. 26. A
soundtrack album that includes
“Mamma Mia’’ has just been re-
leased by Mother/Island Records.

“Other groups have good sing-
ers, good songs, good production,”
former Abba member Bjérn Ul-
vaeus wrote in the ‘““Thank You For
The Music”’ liner notes, “but given
the background that Benny [An-
dersson} and I had as songwriters,
maybe we had a bigger range. Be-

(Continued on page 121)
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New Restaurant Brings
Bit Of Nashville To L.A.

B BY DEBORAH RUSSELL

LOS ANGELES—Nashville comes
to Hollywood in a new chain of
country music-themed restaurants
designed to attract, entertain, and
educate the burgeoning country au-
dience.

The first Country Star restau-
rant, which opened Aug. 23 adjacent
to the entrance of Universal Studios
and CityWalk here, already has at-
tracted MCA artists Vince Gill,
Reba McEntire, and Wynonna, as
well as TNN personalities Lorianne
Crook and Charlie Chase. They have
agreed to represent the chain in ex-
change for stock options in the pub-
licly traded corporation.

Judging from the elaborate,
$600,000 audio/video system, it is
clear that this restaurant—which
holds 540 patrons—is as much
about music as it is about meal time.

Visitors to Country Star will be
surrounded by more than 100 video
monitors built into walls through-
out the restaurant, including a 25-
monitor video wall at the lobby en-
trance. Even the restrooms are
equipped with video screens. Some
70 12-inch speakers are strategically
placed throughout the venue so that
no patron is ever more than 20 feet
from a unit.

“As soon as you walk in, you’ll
immediately understand that you'll
be hearing great sound and seeing
great video,” says Country Star
chairman Robert Schuster, a lawyer
who started in the music business in
the late '60s as Albert Grossman'’s
partner.

Country Star video programming
runs the gamut from current clips,
provided by Burbank-based closed-
circuit programmer ET/VideoLink,
to historic archival photos provided
by the Country Music Foundation.
Closed-circuit programming can be
customized for specific events,
Schuster says.

One 22-by-13-foot dining area is a
convertible showcase stage, pre-

wired for video and audio output,
with capabilities to broadeast live
music on monitors in-house and off-
site. Country Star will make the fa-
cilities available to labels in all
genres seeking to promote artists
and product through live perfor-
mance. A number of showcases are
planned for September.

Country KZLA-FM Los Angeles
plans a series of live broadcasts
from the restaurant, and Crook &
Chase likely will use Country Star
as a remote location for future TNN
telecasts, Schuster says.

In addition, the restaurant is out-
fitted with 13 listening stations, ca-
pable of playing one CD each. Also,

(Continued on page 17)

“Breathless” Excitement. Arista president Clive Davis presents Kenny G with
a plaque commemorating worldwide sales of 10 million units of his current Arista
album, “Breathless.” Kenny G is working on his next album, “Miracles,” due
Oct. 25. Shown, from left, are Roy Lott, executive VP/GM, Arista; Davis; Kenny
G; and Dennis Turner of Turner Management Group, who manages the artist.

Big-Name Releases Step Up In September
Clapton, Boyz Il Men, R.E.M., Streisand Sets Due

B BY BRETT ATWOOD

LOS ANGELES—Erie¢ Clapton,
Beywil-Men, R.E:M., Bavhea:Strei-
sawné, Brooks & Dunn, and Awite
Bwker top the list of top artists
with key releases heading toward
retail shelves in September.

Other highly anticipated titles
are due from PetersGabriel, Lyle
Lovett, Danzig, Big Head Todd &
the Monsters, Dolly Parton, Green
Jelly, and Love And Rockets.

Eric Clapben follows up his
comeback release, the seven-
times-platinum, multi-Grammy-
winning ‘“Unplugged,”’ with
“From,The Cradle,” due Sept. 13
on Duck/Reprise. On the new al-
bum, Clapton covers 16 blues ¢las-
sics, including works by Robert
Johnson, Elmore James, and Willie
Dixon. Clapton is expected to tour
in support of the release.

Boyz Il Men aims to top sales of
its five-times-platinum “Cooley-
highharmony” with “4E™ An all-
star lineup of producers was in-

MUSIC VIDEO. VH-1 in New York
names Wayne Isaak senior VP of
music and talent relations and Nor-
man Schoenfeld VP of original mu-
sic programs. They were, respective-
ly, executive VP of publicity and East
Coast operations for A&M and VP of
program and artist development for
VH-1. (See story, page 56).

RECORD COMPANIES. Marybeth Kam-
merer is promoted to director of na-
tional music video promotion for At-
lantic Records in New York. She was
manager of national music video pro-
motion.

Bill Kennedy is promoted to na-
tional sales director for Liberty and
Patriot Records in Nashville. He was
West Coast regional sales manager.

George Maloian is named director
of creative projects at Virgin Records
in Los Angeles. He was director of
film soundtracks at EMI Music Pub-
lishing.

ISAAK SCHOENFELD

Michael Beinhorn is appointed
staff producer for Epic Records in
New York. He was an independent
producer. (See story, page 105).

Jason Linn is promoted to director
of college marketing for Atlantic Re-
cords in New York. He was college
marketing coordinator.

MCA Records in Los Angeles pro-
motes Larry Jacobson to director of
recording administration and Chris
Edwards to director and administra-
tor of soundtracks. They were, re-
spectively, associate director of re-
cording administration and manager

volved in the Motown project, due
Sept. 30, including Jimmy Jam &
Terry Lewis and L.A. Reid & Baby-
face. It took only three weeks for
the first single, “I'll Make Love To
You,” to jet to No. 1 on the Hot
100, where it remains this week.

R.E.M. returns Sept. 27 with
“Monster” on Warner Bros. Pro-
duced by Seott Litt, this latest ef-
fort is louder and more guitar-driv-
en than its predecessor, the dou-
ble-platinum ‘Automatic For The
People.” Sonic Youth’s Thurston
Moore and Michael Stipe’s sister,
Lynda, contribute backing vocals.
The act is expected to tour in sup-
port of the record, after a five-year
absence from the road.

Lyle Lovett delivers his unique
hybrid of pop and country Sept. 27
with the Curb/MCA release “I
Love Everybody.” A video for the
song ‘“Penguins’ was completed in
mid-August.

Two double-CD live sets are due
this month. Barbra Streisand, who
debuted at No. 1 with her last stu-

EXECUTIVE TURNTABLE

KAMMERER KENNEDY

of soundtracks.

Rhino Records in Los Angeles
names Jennifer Sperandeo national
manager of radio and video promo-
tion and William Smith promotion
coordinator. They were, respectively,
promotion coordinator for Rhino and
media relations assistant for Relativ-
ity Records.

Epic Nashville names Mike Brady
regional promotion manager, West,
in Los Angeles. He was PD of KNAX
Fresno, Calif.

Columbia Nashville names Shawn
Williams manager of media and pub-

dio album, “Back To Broadway,”
aims to repeat that feat with “Sug
bra—The Concert:-Recorded Live
At Madison Square Garden.” The
Columbia release, due in stores
Sept. 13, features highlights from
her just-completed concert tour,
which was broadcast Aug. 21 on
HBO.

The other live double set is Peter
Gabriel’s ‘‘Secret World Live,”
which bows Sept. 13 on Geffen.
The release was recorded at the
Palasport Nuovo in Modena, Italy,
during Gabriel’s 1993 world tour,
and features more than 100 min-
utes of music.

Longform companion videos are
due for the Streisand and Gabriel
albums this month. .

Multiple Grammy winner Anita
Baker breaks her four-year silence
‘with-“Rhythm Of Love,” due Sept.
13 on Elektra. Guest musicians in-
clude George Duke and Joe Sam-
ple. Each of Baker’s last three re-
leases has achieved or bypassed

(Continued on page 124)

Rykodisc Readies
1st Gramavision
Catalog Releases

E BY CHRIS MORRIS

LOS ANGELES—Rykodisc will
begin promoting its newly ac-
quired Gramavision catalog in Sep-
tember, and will launch a pair of
new best-of compilations in Octo-
ber and brand-new releases in Jan-
uary or February.

In late August, Salem, Mass.-
based Rykodisc purchased the
holdings of Katona, N.Y.-based
Gramavision, which most recently
had been distributed by Rhino Ree-
ords through WEA (Billboard,
Aug. 20). From 1989-1991, Gra-
mavision had been moved through
multitiered distribution by Mesa/
Blue Moon through Rhino, via the
latter label’s previous arrange-
ment with Cema.

Under Rykodise, Gramavision
product will be distributed via
REP Co.

Gramavision founder Jonathan
Rose says he had been looking for
the right owner for his 15-year-old
label for a while.

“I had decided probably a year
ago that it was time for me to
leave the record business, and
spent some time figuring out who
the best company was to take
over,” Rose says.

He says his decision was predi-
cated in part on more than a de-
cade of acquaintance with both Ry-
kodisc president Don Rose (who is
no relation) and Joe Boyd, who
runs Hannibal Records, the folk-
oriented label that Rykodisc pur-
chased in 1991.

“A lot of it was family, a real
sense of comfort,”” Jonathan Rose
says.

He adds that the success of Han-
nibal since it joined the Rykodisc
fold influenced his decision. “It’s
prospered, it’s strong, and it has
grown, and that’s a good sign.”

The two companies were also an
excellent fit, he adds. “Rykodisc

(Continued on page 124)
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BEINHORN

MALOIAN

licity. She was national sales manag-
er at Music City News.

DISTRIBUTION. Bob Morelli is promot-
ed to VP of field operations for BMG
Distribution in New York. He was di-
rector of independent and ventured
labels.

Janet Guerra is appointed asso-
ciate director of Epic single sales for
Sony Music Distribution in New
York. She was marketing coordinator
at the mid-Atlantic branch.

RELATED FELDS. Marsha Gleeman is

LINN MORELLI

named president of MGM/UA Music
in Los Angeles. She will oversee mu-
sic for MGM and United Artists, in-
cluding film and television production
music, home entertainment product,
and advertising, and will manage the
company’s record and publishing cat-
alogs. She was an attorney at Hill
Wynne Troop & Meisinger.

Susan Slamer is appointed direc-
tor of film and television for Chrysa-
lis Music and affiliate Air-Edel Asso-
ciates in Los Angeles. She was man-
ager of film and television licensing
for Warner Special Products.
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Artists & Music

Manilow Explores Big-Band Sounds
Original Ensembles Recruited For Arista Set

B BY CRAIG ROSEN

LOS ANGELES—Barry Manilow
explored jazz with 1984's “2 A M.
Paradise Cafe” and 1987's “Swing
Street.” He saluted Broadway with
1992's “Showstoppers.” Now the
singer/songwriter is going back to
the future again with his new re-
lease. “Singin’" With The Big
Bands,” due Oct. 11 on Arista.

Manilow credits Arista president
Clive Davis with the album’s con-
cept. "But I dragged my heels on
(the] idea for about a year, until I
was able to come up with an angle
that would make it creatively satis-
fying for me. Because just singing
these old songs, even though there
are classie old songs, wasn't enough
for me.”

To make the project more chal-
lenging, Manilow decided to track
down some of the original big bands
to accompany him on songs they
made famous. "I went after the big
bands themselves to see if they still
existed, if they still plaved their
brilliant original arrangements,
and if I eould possibly be the boy
singer in these big bands.”

The album includes “Sentimental
Journey™ with the Les Brown

Band, "Green Eyes" with the
Jimmy Dorsey Orchestra, “Sunny
Side Of The Street” with the
Tommy Dorsey Orchestra, “All Or
Nothing At All”
with the Harry
James Orchestra,
“Don’t Get
Around  Much
Anymore” with
the Duke Elling-
ton band con-
ducted by Mercer
Ellington, and
““Chattanooga
Choo Choo” and “Don’t Sit Under
The Apple Tree” with the Glenn
Miller Orchestra.

“They put the songs in my key
and I sang them with the original
arrangements,” Manilow says.
“Some required background vocal
groups like the Pied Pipers, so we
got people that sounded like them.”

In addition, Manilow also opted
to bookend the classies with two
originals—the title track and
“Where Does Time Go?”— written
with his longtime collaborator,
Bruce Sussman.

“I needed to say something per-
sonally, musically, about what I felt
about this. instead of just doing

MANILOW

Relativity’s Mercy Rule Keeps
Music, Marriage Separate

@ BY DAVID SPRAGUE

NEW YORK—The family that plays
together stays together. That adage
may be mighty musty, but Heidi Ore
and Jon Taylor, the spousal team at
the core of Mercy Rule, prove it still
has some relevance.

“I think it helps that our lives are
so entwined,” says singer/bassist Ore.
“But the relationships are separate.
When we're in the practice room we
seream at each other like band mates,
but when we walk out of there we go
back to being Heidi and Jon.”

The Lincoln, Neb.-based Mercy
Rule's second album, “Providence,”
which is set for an Oct. 11 release on
Relativity, bears a passing resem-
blance to X (post-punk’s paradig-
matic couple-led combo). but the
manner in which ringing guitars soar
over bulldozing rhythms on songs like
“Tell Tomorrow™ and “"Stumble” is
more in keeping with fellow Midwes-

terners like Hiisker Dii.

“They're very grounded in the
Midwestern sound,” says Alan
Grunblatt, Relativity’s senior VP of
marketing. “And like the Replace-
ments or Soul Asylum, they're not
afraid to go out and work.”

Touring has already garnered an
impressive Upper Midwest following
for the trio, which is rounded out by
drummer Ron Albertson. He, like
Ore and Taylor, spent several years
in 13 Nightmares (a now-defunct

(Continued on page 16)

‘Woodstock M.LA.

| Last week’s The Beat column

on Woodstock '94 was written by
| Melinda Newman. Her usual by-
| line and photo were last seen sink-
| ing in the mud in Saugerties, N.Y. l
L
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cover versions of all these songs,”
he says.

“I've listened to a lot of the art-
ists who have done album tributes
to classic songs, like Linda Ron-
stadt with her Nelson Riddle al-
bums and Natalie Cole with ‘Unfor-
gettable.” This one goes back even
further than theirs,” Manilow says.
“I immersed myself in this genre.
What I found acecidentally was that
... there was a big difference be-
tween the early-'40s style and the
late-'40s/'50s style of musie. There
is a major difference in recording
technique and the way they arran-
ged their music, and the orchestra-
tion. I found there was a hipness
and a sassiness to every single cut
that I didn't expect. I found myself
really falling in love with this era. It

Feats Of Glory. The members of Little Feat are flanked by Zoo Entertainment
executives to celebrate the group’'s signing to the label. The veteran rockers
will enter the studio this fall to record their first Zoo release. Shown in the front
row, from left. are attorney John Frankenheimer: Peter Asher of Peter Asher
Management; Little Feat’s Shawn Murphy; Zoo Entertainment president Lou
Maglia; Zoo VP of A&R Bud Scoppa; and Little Feat business manager Nick
Ben-Meir. In the back row, from left, are Z0o senior VP o marketing Brad Hunt;
Little Feat’s Bill Payne, Ken Gradney, Fred Tackett, and Sam Clayton; Peter
Asher Management's Ira Koslow; band member Paul Barrere; Peter Asher
Management's Brigette Barr; Little Feat’s Richie Hayward: and Zoo VP of
promotion Bill Pfordresher.

(Continued on page 4.3)

LET IT RAIN: Sting, Paul McCartney, Paul Si-
mon, Elton John, Genesis, Joe Walsh, and U2 are
among the participants in a benefit album for the
Rainforest Alliance. The record, scheduled for a mid-
to-late-October release, will be on Pyramid Records
and is titled “Earthrise.”

According to Pyramid COO Allen Jacobi, some of
the 17 tracks will be new, while other songs, “if appro-
priate,” may have already been released. Many of the
tunes will have an environmental flair. “We want to
put together a very special and

Artists Rise To Occasion For Rainforests;
PPVers Stayed Dry, Saw Woodstock Anyway

viewership in perspective, the Guns N° Roses pay- ‘
per-view concert from Paris last year had an .8% buy
rate. whereas 1992’s Buster Douglas/Evander Holy-
field bout had a 7.3% buy rate.

THIS AND THAT: Scotti Bros." new alternative im-
print will be called Backyard Records. The first re-
lease will be a Tom Petty tribute album (Billboard,
Aug. 6) ... Bruce Springsteen is producing the new

Joe Grushecky & the House-

really wonderful album,” he says.
The artists are all donating their
royalties, and Jacobi says Pyra-
mid will contribute any money it
makes above the cost of making
the album to the Rainforest Alli-
ance. Pyramid is distributed
through Rhino/Atlantic, and is

rockers album. Springsteen
joined Grushecky on stage Aug.
20 at Marz American Style, a
club in Long Branch. N.J. In ad-
dition to performing several of
his songs, Springsteen played
guitar on two songs penned by
Grushecky that they have reec-

the home of such acts as Walsh
and Dave Edmunds.

Also included on the album are
two tracks written especially for
the project, both of which feature separate all-star
choruses. Among the artists appearing on the tunes
are Bonnie Raitt, Joe Cocker, Michael MeDonald,
Lenny Kravitz, Was (Not Was), and Chaka Khan.

Pyramid also has the video rights to the project. A
longform release will come out later this fall, and will
include clips of the two all-star chorus tracks, docu-
mentary footage. and other material.

The record and video will come out in the U.K.
through another label. The proceeds from that proj-
ect will go to a British environmental agency. the
Earth Love Fund.

LET IT RAIN. PART II:. While those of us who at-
tended Woodstock '94 could find no rehef from the
rain, folks who watched it on TV probably felt nary
a drop. But they felt it in their wallets. According to
preliminary numbers, the 44-hour pay-per-view of
the Aug. 13-14 extravaganza drew a very respectable
buy rate of hetween 1.2% and 1.5%. With a universe
of 24 million addressable homes, that meuns more
than 250,000 people purchased the programming. A
breakdown of who bought the entire weekend pacx-
age, priced at $19.95, versus the one-day $34.95 cov-
erage is not vet available, but you're looking at a min-
imum of $10 million more in PolyGram Diversified
Entertainment’s pockets from the event. To put the

by Melinda Newman

orded for the new album. The
project is still looking for a label
home ... Five unsigned bands
will compete in the finals of
Soundcheck. Yamaha's music showcase. Aug. 29 at
L.A's House of Blues. Finalists are Dayv By The
River from Miami. Love Riot {rom Baltimore, the
Monets from Los Angeles. Iris Anvil from Overland
Park, Kan.. and Caroline’s Spine from Cardiff, Calif.
The winner will represent the U.S. in Japan at Musie-
Quest, an international pop and rock showease, in
Octobher. We understand there ix no swimsuit compe-
tition . .. In other contest news, Columbia. S.C'.’s own
Blightobody has won Conan O'Brien’s college band
search. In addition to a performanee on the show, the
group. composed of University of South Carolina stu-
dents, has won a recording contract with Restless
Records. which will record and promote a single by
the band . .. What artist seems to have benetited the
most from Woodstock "94? One who attended in spirit |
onlv. According to last week's Billboard 200, all three
Jimi Hendrix albums on the chart took a leap after
the festivul. He's currently the only artist to have
three albums on the chart.

01-’ F THE ROAD: Soundgarden has postponed its |
European tour because of singer Chris Cornell's |
strained vocal chords. The group was supposed to be-
gina U.K. and European tour Aug. 25. The outing h;
now been pushed back until before Christmas
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Buddah Heads Build Upon Blues Base

RCA Debut Due In October; Follow-up’s In The Can

W BY JIM BESSMAN

NEW YORK—As Buddah Heads’
RCA debut album “Blues Had A
Baby ..."” indicates, the Los Angeles
band led by guitarist/vocalist Alan Mir-
ikitani is a blues child.

Borrowing from the bluesman’s
creed “the blues had a baby and they
called it rock’n’roll,” the album title
rightly suggests that Buddah Heads—
which also includes bassist Mike Sto-
ver, rhythm guitarist Bobby Schenck,
drummer Ray Hernandez, and blues
harpwoman Kellie “Kotton” Rucker—
is heavily blues based, but not wholly
traditional.

“We don't stick with the traditional
blues chord progressions or standards.
We stray from the musical form a bit,
with all original songs with lyrics com-
pletely outside of straight blues, as well
as big guitars and more current drum-
beats,” Mirikitani says.

In fact, he compares the Buddah
Heads’ musical progression to that of
the Rolling Stones, who originally
toyed with traditional blues and later
expanded to different R&B/blues influ-
ences, including the Stax/Volt artists.
“Our second album is like that: an
R&B, soulful thing,” Mirikitani says.
“We took the next natural step away
from basic 12-bar blues and ended up
doing a lot of the things that bands like

BUDDAH HEADS: Seated in front is
Kellie Rucker. Shown in back, from left,
are Ray Hernandez, Alan Mirikitani,
Mike Stover, and Bobby Schenck.

the Stones did.”

Second album, did he say? Buddah
Heads' first album comes out Oct. 11,
but sure enough, the follow-up, as yet
untitled, is already in the can. “Going
through the back way,” as Mirikitani
explains it, Buddal: Heads first signed
with BMG-affiliated Japanese label
Edoya, which released “Blues Had A
Baby ...” internationally a year ago.
Then last February, as RCA's VP of
A&R Peter Lubin says, both label
president Joe Galante and senior VP of
A&R Dave Novik expressed a desire to

Billeeard
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sign a blues band.

Lubin, who already knew about the
group, played some tracks for Galante
and Novik, who “loved it,” Lubin says.
“They asked, ‘Who do we talk to, and
how much do we pay?’ And I said, ‘The
beauty is, it’s free—you already own it,’
and they liked that a lot, too! It was all
a big happy coincidence.”

Mirikitani, who is third-generation
Japanese-American, says that Japan-
ese artists generally record a new al-
bum every six to eight months, but
Edoya has no problem holding back re-
lease of the second album to coincide
with its U.S. release, slated for mid-'95.

As for domestic plans for “Blues
Had A Baby ...,” senior director of
artist development Hugh Surratt says
that RCA wants to establish the 5-
vear-old Buddah Heads as a “slammin’
blues-rock band, which has built eredi-
bility through touring.”

“Pile them in a van and point them
toward the highway,” says Surratt.
“They're known for their live shows
in Southern California and the Pa-
cific Rim, but they haven't played the
rest of the country. So we want to
get them out there at appropriate
clubs with a built-in clientele like
House of Blues and B.B. King's.”

As the band gears up for the “old-
fashioned press-tour-radio-boogie,”
Surratt says that media efforts will
focus on Mirikitani’s guitar prowess
via pitches first to guitar magazines,
then to mainstream rock publica-
tions.

Rock radio, Surratt says, is being
serviced Sept. 9 with a three-song,
promotional CD featuring the har-
dest-driving album tracks: “Dodge
the Rain,” “House of Shame,” and
“Talkin’ Trash,” with “Dodge the
Rain” the likely single.

“This is the album to establish
their blues-rock credibility,” Surratt
says. “From what I've heard, the
next one expands upon that base.”

Mirikitani also says the second al-
bum progresses naturally from the
first, with contributions from the
Memphis Horns on a couple of
tracks, as well as his own sax play-
ing. “On the first record, we wanted
to capture the energy and vitality
that the great blues artists had when
they were young,” he says. “It’s not
a trendy or commercial thing, like
‘Oh, let’s call it a blues band.’ This is
the real thing.”

Indeed, Mirikitani has been into
the blues since he was a youngster,
when he grabbed Jimmy Reed’s
“Bright Lights, Big City” at random
from a bin of records and bought it
with money his dad gave him as a re-
ward for not squirming in the bar-
ber’s chair.

“We're trying to prove to younger
audiences that the blues can be new
and exciting and musical,” says Mir-
ikitani, whose band was once called
B.B. Chung King & The Screaming
Buddah Heads. “ ‘Buddha-heads’
was a derogatory term used in the
Japanese-American concentration
camps, though Japanese-Americans
; used it affectionately with each
other, like ‘nigger.” We use the term
positively by saying, ‘Even though
I'm Asian, we're all Buddha-heads.
Color really is not an issue.”

W/C Print Unit Plans Miami
Shift After CPP/Belwin Buy

IT’S A WRAP: With official word
from Warner/Chappell Music, its
acquisition of rival music print
firm CPP/Belwin is, well, official
(Billboard, May 7). In effect, CPP/
Belwin as a nomenclature ceases
to exist, as will Warner Bros. Pub-
lications’ plant in Secaucus, N.J.
Several executives from the plant
are moving to Miami, where CPP/
Belwin operates a better-equipped
facility. Senior VP Cy Feldman,
along with several other staffers,
will relocate there around Labor
Day. With Warners' executive VP/
GM and pres-

terials should be sent to ASCAP
Songwriters Workshop, 7920 Sun-
set Blvd., Suite 300, Los Angeles,
Calif. 90046. Deadline is Sept. 20
... Cash awards amounting to
$910,050 for 1994-'95 have been vo-
ted to writer members of ASCAP.
The special awards are given to re-
ward writers whose works have a
“unique prestige value for which
adequate compensation would not
otherwise be received, and to com-
pensate those writers whose works
are performed substantially in me-
dia not surveyed by ASCAP,” the
society ex-

ident of the
print division
Jay Morgan-

WIII'IIS&MIISII}

plains.
ASCAP’s pop
and standard

stern in awards pan-
charge, the els determine
new  setup who receives
keeps CPP/ the pay-
Belwin presi- ] ments.
dent/C0O by Irv Lichtman

Sandy Feld- SGA SE-

man in his post, along with senior
VP/GM Michael Lefferts. The ac-
quisition, said to cost Warners
about $40 million, makes the com-
bination the No. 1 or No. 2 print
operation. (CPP/Belwin was previ-
ously No. 2, and Warner/Chappell
was No. 3). Hal Leonard Corp.'s
chief Keith Mardak says he’s still
No. 1, but Morganstern says that
his company is No. 1 if the world
market, within which Warner/
Chappell has extensive print ties,
is taken into account.

THEIR MAN IN ASIA: Cherry
Lane Music Group’s Asia director
Michael Primont is in Los
Angeles for a few weeks after
spending the last eight months in
Beijing representing the office
there that Cherry Lane opened
last year. He returns in September
to continue to license Cherry Lane
holdings, represent foreign artists
and do concert promotion.

A HYMN FOR HER: Last win-
ter, Michelle Kwan, 14, went to
the Olympics in Norway on the
U.S. ice-skating team, intending to
perform her long number to “An
American Hymn” by Molly-Ann
Leikin and Lee Holdridge. But
Kwan was bumped by Tonya
Ilarding, and never skated. But
you can't keep a good skater down
for long, so she won a silver medal
at this summer’s Goodwill Games.
Her musical accompaniment? “An
American Hymn,” of course.

WORKSH()PS & AWARDS:
The 1994 ASCAP West Coast
Songwriters Workshop begins the
last week of October, with the
workshops to be held two nights
per week for a total of four weeks
at the Los Angeles ASCAP office.
Those interested in participating
should submit a cassette contain-
ing two original songs along with
the lyric sheets, a brief resume or
bio, and a letter explaining why
they would like to participate. Ma-

RIES: The Songwriters Guild
Foundation of the Songwriters
Guild of America is starting the
third year of its Pro-Shop net-
working series in which unsigned
songwriters and singer/songwrit-
ers have a chance to meet with
publishers, producers, and A&R
staffers, among other industry
professionals. For more informa-
tion on the 1994-'95 series, contact
George Wurzbach at the Guild
headquarters in New York.

IN YET ANOTHER PRIMER
format for writers, Cleveland-
based singer/writers RjCowdery
and Karen Stevenson are hosting
a monthly Songwriters-in-the-
Round that resembles Nashville
events at the Bluebird Cafe there.
Featuring four local and regional
singer/writer talents, the event
will be held the fourth Saturday of
each month at Moonspinner’s Cafe
in Cleveland. There will be a $2
cover charge. Performers will be
chosen by audition-only.

ROLLING IN RACK:
“Rack’N’Roll is working great,”
says Keith Mardak, president of
Hal Leonard Corp., the music
print giant, of his new retail pro-
gram. “We are now racking Tower
Records, Hastings, Strawberries,
and Guitar Centers across the na-
tion. We hope to have the
Rack’N'Roll program installed in
several more record chains soon.”
The program features a custom,
permanent display of Hal Leon-
ard’s best-selling guitar song-
books, instruction, reference, and
a general mix of music books sup-
ported by a service program.

PRINT ON PRINT: The follow-
ing are the best-selling folios from
Hal Leonard Corp.:

1. The Lion King, soundtrack

2. Nirvana, In Utero |
3. Alice In Chains, Jar of Flies/
Sap

4. Schindler’s List, soundtrack
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his notification constitutes an apology to Ozzy
Osbourne, Sharon Osbourne, and their family for a
story published in Music Confidential about a year
ago. The article incorrectly stated that Ozzy had a
particular disabling medical problem. We now recog-
nize this story to be false and unwarranted. We
regret any harm this story may have caused Ozzy
Osbourne. We wish Ozzy Osbourne much continued
success, and, in accordance with his wishes, we have
made a charitable donation to The Bridge
School and The International Rett Syndrome
Association.

Toni Allen
(Gina McHatton
Music Confidential
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Smashing Orange, MCA Aren’t Worried About Playing Name Game

B BY GIL GRIFFIN

NEW YORK—When singer/song-
writer and guitarist Rob Montejo
formed his band six years ago, he
gave it a name he thought couldn’t
be approximated by any other.

“Boy, was I wrong,” he says,
chuckling. “I always liked the way
the British use the word ‘smashing’
as a positive adjective, and I always
liked the word ‘orange,’ so I put the
two together.” But any similarity
between Montejo’s band, Smashing
Orange—which hails from Wilming-
ton, Del.—and Chicago alternative
rock act Smashing Pumpkins begins
and ends with the “S” word.

“No Return In The End,” Smash-
ing Orange’s major-label debut for
MCA Records, is a gritty and som-
ber, guitar-driven hard-rock set that
is scheduled for an Oct. 11 release.
Don’t expect it to arrive in stores
with a “not to be confused with ...”
sticker.

“There won't be any problem with
name recognition,” says Robbie
Snow, MCA'’s VP of product man-
agement. Whether or not Smashing

Orange will distinguish itself, Snow
adds, will “come down to the musie.”
“The Way That I Love You” will
be the leadoff single, according to
MCA staffers. “Our promotion peo-
ple felt strongly about that song,”
Snow says, “so we're going to work
it to college and alternative radio.”

Those formats eagerly supported
Smashing Orange’s debut album,
“The Glass Bead Game,” which the
band released independently in
1992. With not much demand in the
Wilmington-area clubs for an alter-
native band, Smashing Orange, with
the backing of a now-defunct British
label, found an audience while tour-
ing the U.K., Belgium, and France.
“Wilmington isn’t like Seattle,
where we could go play-and make
$2,000 a night,” Montejo says. “Most
of the bands that played in Wilming-
ton when we started were cover
bands. There was no such thing as
alternative back then.”

Now that there is, Smashing Or-
ange has been building a small fol-
lowing in the Mid-Atlantic region,
playing numerous dates in Wil-
mington, Philadelphia, Baltimore,

SMASHING ORANGE

and Washington, D.C. Snow says
that building on that fan base will be
a key part of MCA’s marketing
strategy. “We want the band to con-
tinue touring in that base,” he says.
“We want them to build a database.
If people are fans, they'll want to
know about the band. Having a da-
tabase is a way to keep the fans up-
dated.”

Montejo probably couldn’t envi-
sion having a legion of fans even two
years ago, when Smashing Orange
recorded “The Glass Bead Game.”
The money to record the album was
put up by perhaps the band’s big-
gest backer, Bert Ottavio, who owns

LEADERS OF RELATIVITY’S MERCY RULE KEEP MUSIC, MARRIAGE SEPARATE

(Continued from page 13)

band that recorded for the Chicago-
based Pravda label).

Relativity product manager Paul
Bibot says that further roadwork—
with a substantial number of in-store
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appearances along the way—is essen-
tial to the label’s campaign, which be-
gan with this spring’s reissues of
“God Protects Fools,” originally
issued on Lincoln micro-indie Caul-
field Records.

“We re-serviced that to get the
buzz going, but we really used it to
set up [‘Providence’],” Bibot says. “I
was honestly surprised by how well
the reissue sold, even around the
band’s home base. But we didn’t
want to wait too long. We wanted to
create momentum, then build.”

The next steps in the building
process are college radio (targeted
for early September) and commer-
cial alternative (which will be ser-
viced with a single version of “Tell
Tomorrow” two weeks after the al-
bum’s in-store date).

That song (more or less a pessi-
mist’s revision of the ‘“‘Annie”
theme) distills Mercy Rule's basic
forumla—an aggressively pounded
verse, followed by an anthemic

WE CAN ALWAYS
DiG UP ROOM 4U
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MERCY RULE: Ron Albertson, Heidi
Ore, and Jon Taylor.

chorus—with invigorating results.
Considering the members’ relative
inexperience as writers—13 Night-
mares’ songs were all penned by its
former frontman—“Providence” is
surprisingly deep in fully realized
songs.

“Our whole thing is power bal-
lads,” Taylor says, laughing. “None
of our songs are the fastest, peppiest
things you'll hear. On the first rec-
ord we just had a bunch of riffs,
since we were just learning to write.
But the new ones are led by the vo-
cals, because Heidi's voice is our
strongest element.”

Ore brushes off that notion, insist-
ing that the band’s strength is its
spontaneity. “We're constantly writ-
ing songs in practice and then doing
them at the very next show, whether
they're finished or not,” she says.
“They may not be finished, and I
may have to make up lyrics, and we
may just throw it out the next day—
but I think the less time we spend on
something, the better off we are.”

Reach For The STARS!
Moving? Relocating?

the Wilmington record store where
Montejo had worked since he was
15. After the album was completed,
Ottavio—now the band’s manager—
helped Smashing Orange find a law-
yer. “Bert’s been a great source of
support,” Montejo says. “The record
store is like a second home. We want
him to benefit as much from this rec-
ord as we do.”

But the band wouldn't have bene-
fited from signing a major-label deal
with any of the other labels that
courted it before and after the re-
lease of “The Glass Bead Game,”
says Montejo. “It was a risk not tak-
ing the offers, but we had to have
the right deal. Anything can be writ-
ten in a contract. Other companies
wanted to have creative control, tie
us up for a long time, or not give us
a share of royalties.” But by signing
with MCA, Montejo says, “the way
our deal is set up, we're a major part
of the decision-making process.”

“It’s their record,” says Ron Ober-
man, MCA’s VP of A&R. “They
have exceptionally strong songs,
and we believe in them as a creative
act.”

Montejo and band mates Stephen
Wagner and Rick Hodgson had to
exercise extraordinary creativity
when they decided to re-record “No
Return In The End,” because a
since-dismissed drummer’s rhythms
were off-tempo and couldn’t be
cleaned up in the editing room.
Luckily, session drummer and engi-
neer Andy Kravitz was on hand and
played drums on the re-recording,
which was done in a hectic five days.
Stroller White has since taken over
as the band’s new drummer.

“It was a challenge to make some-
thing good out of an adverse situa-
tion,” says Hodgson, the band’s gui-
tarist. “It showed we could stick
together and make somethmg even
better.”

. AMUSEMENT BUSINESS®
1l=) BOXSCORE ™2™
Attondance
ARTIST(S) Yenue Date(s) T»clm Prics(s) Capacity Promoter
ROLLING STONES Giants Stadwm hug 12 $9,531.214 200540 Concert Prods
COUNTING CROWS East Rutherford, NJ.  14-15,17 $50/325 four Internabional USA
sellouts
ROLLING STONES Exhibition Stadium Aug 19-20 $3.281,367 719 Concert Prods
STONE TEMPLE PILOTS Toronto (84,521,067 two International USA
Canadean)
$50/329.50
EAGLES Coca-Cota Aug 15-16 $2,402.765 43054 PACE Concerts
Star Lake $110/365/ two DiCesare-Engler
Amphitheatre $45 sellouts Prods
Burgettstown, Pa
EAGLES Hardee's Walnut Aug 18-19 $2,100,482 3332 Callar Door
Creek Amphitheatre $97/$39.50 two PACE Concerts
Raleigh, N.C sellouts
PHIL COLLINS Great Western Aug 89, $1.2124% 35,000 Avalon
Forum 11 $50/330 37.500 Attractons
Inglewood, Cakd thres shows
MICHAEL BOLTON Jones Beach Aug 6-7 $1.174169 2108 Delsaner/Stater
CELINE DION Theatre 10 $36.50 2679 Enterpnses
Wantagh, N.Y, three shows
two
sellouts
LOLLAPALOOZA ‘94: Houston Raceway Ag 19 $502,123 2,007 PACE Concerts
SMASHING PUMPKINS Park $30.50 30,000
BEASTIE BOYS Baytown, Texas
GEORGE CLINTON &
THE P-FUNK ALLSTARS
THE BREEDERS, L7
A TRIBE CALLED QUEST
GREEN DAY
BONNIE RAITY Jones Beach g 1819 | $554380 19,030 Deisener/Stater
BRUCE HORNSBY Theatre $36/826 21,694 Enterpnses
Wantagh, NY two shows
AEROSMITH Hersheypark Aug 10 $540.639 u4an Electric Factory
e Stadwm $22.50 sefiout Concerts
Hershey, Pa
METALLICA Coca-Cola Aug. 12 $532,665 204 PACE Conoerts
SUICIDAL TENDENCIES Star Lake $21822 seflout DiCesare-Engler
FIGHT Amphttheatre Prods.
Burgetistown, Pa
Copyrighted and compiled by Amusement Business, a publication of BPI Communications,
Boxscores should be submitied to: Marie Ratliff, Nashville. Phone: (615)-321-4295, Fax: (615)-
327-1575. For research information and pricing, call Marie Ratliff, (615)-321 .4295,
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NEW RESTAURANT BRINGS A BIT OF NASHVILLE TO L.A.

(Continued from puge 12)

a bank of interactive kiosks, featur-
ing headphones and 20-inch video
screens, provides information about
each of the celebrity representa-
tives via interviews, biographies,
discographies, videos, fan club in-
formation, and touring itineraries.

A separate bank of kiosks will de-
liver information and historical data
provided by the Country Music
Foundation, the Academy of Coun-
try Musie, and the Country Music
Assn,

Schuster foresees a time when
each country music label could have
its own kiosk to deliver data regard-
ing its artist roster and label his-
tory. In addition, an 8-by-10-foot
message center on the exterior of
the building can be used to promote
artists, product, and tours. Video
can be displayed on the screen as
well.

Schuster says he hopes to engage
in cross-promotions with its Coun-
try Star’s Universal City neighbor,
music retailer Sam Goody. A cou-
poning feature likely will be incor-
porated as a kiosk function.

Other cross-promotional options
include tie-ins with local entertain-
ment operators, including the Uni-
versal Amphitheater and the Uni-
versal Studios Tour, Schuster says.
The Universal complex attracts
some 8 million visitors each year.

A Country Star sweepstakes pro-

moting a forthcoming Vince Gill
concert at L.A.'s Greek Theater of-
fers a free trip to L.A., with air fare,
hotel, concert tickets, and a trip to
Universal Studios as part of the
prize package.

Artifact displays throughout the
restaurant include gold and plati-
num albums, guitars, clothes, pho-
tos, motorcycles, and other items
representing such artists as Marty
Stuart, Patsy Cline, Roy Rogers &
Dale Evans, and Buck Owens.
Stuart, an avid collector of memora-
bilia on his own, is one of the restau-
rant’s curators. Elaine Glotzer is
another curator.

A number of glass cases include
video monitors which illustrate the
context in which the featured arti-
facts and clothing were used.
Schuster hopes to include head-
phones so that patrons can listen to
the artists themselves as they detail
the backgrounds of the various
items.

Commemorative stars are placed
in a walk along the restaurant en-
trance. Artists will be presented
with their own stars as time pro-
gresses.

Country Star sells its own mer-
chandise, as well as Roy Rogers
candy. But Schuster says he is
unsure whether the restaurant will
branch out into other music mer-
chandising or create a line of exclu-

sive music and video product of its
own.

“We don’t want to take ourselves
out of the restaurant business and
into competition with the record la-
bels and retailers,” he says. “We be-
lieve the concept of great food in a
musically charged environment is
good enough to stand on its own.”

Future Country Star sites are
planned for such high-density tour-
ist hubs as Las Vegas, London,
Orlando, and a city in Canada, says
Schuster. The Las Vegas restau-
rant is projected to open in June.

“It’s an enormous opportunity to
attain another level of visibility for
the artists,” says Bruce Hinton,
chairman of MCA Nashville. “MCA
will definitely be using Country
Star as a showcase venue, and I'm
sure other labels will, too. As the
chain expands internationally, it
gives the artists a chance to be pro-
filed around the world.”

The restaurant chain’s board of
directors includes chairman Schus-
ter, president Peter Feinstein, di-
rector David Michael Talla, and di-
rector Pamela Lewis. Lewis’ firm,
PLA Media, handles marketing and
publicity for the chain.

Country Star faces competition
from such existing L.A.-based, mu-
sically themed, memorabilia-laced
restaurants as the House Of Blues

(Continued on next page)

THEY RE
FLAYING
MYSONG

After Gerald Levert
turned down the
chance to cover “I
Swear,” he sat and
watched the former
country hit become a
No. 1 pop smash for All-
4-One. When Levert
was offered a shot at
another country song,
Boy Howdy's “She’d
Give Anything,”
written by Jeffrey
Steele, Chris Farren,
and Vince Melamed, he
hesitated again, but
not for long. Levert’s
version of the song,
retitled “I'd Give
Anything,” is the
debut gingle from his
upcoming “‘Groove On”
album.

Edited By Peter Cronin
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I’'D GIVE ANYTHING
Published by Farren-Curtis Music/Mike
Curb Music (BMI); Curb Songs/
Farrenuff Music/Full Keel Music
(ASCAP); August Wind Music/Alberta’s
Paw Music/Longitude Music Co. (BMI)

“Doug Morris, who was CEQ of Atlantic at that
time, originally brought me ‘I Swear,’ " says Ger-
ald Levert. “I'm a song-
writer, and when I heard
that song I just said, ‘Hey, I
can do something better or
just as good as that.’ Then it
goes No. 1 for 10 or 11
weeks! I was kicking myself
in the butt! So I went to
Doug and said, ‘I blew it,’
and he told me he had an-
other one for me. I said, ‘You
don’t even have to play it for
me, I'm doing it"" Anyway, he played it for me.
I didn't really like it a whole lot, but I kind of
liked it. When Doug said we could get {producer}
David Foster to do it, I said, ‘Great,’ because I'm
a big fan of David. Well, I went out to record the
song, and we really clicked together. I think it
came out real good. David is the greatest cat with
vocals that I've ever seen. I didn’t want ‘I'd Do
Anything’ to be the first single, because I'm bas-
ically R&B-based. I wondered if my black fans
were going to think it was a sellout, you know,
big lush production, a country & western melody.
But they’ve accepted it, and I'm cool with that
now. When I first heard the song, I said, ‘This
is so country,’ but it came out just great. The rec-
ord is selling to white and black people, and I'm
getting a new audience with it. I think it was a
good move, and it is a great song.”

LEVERT

AUGUST 30
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RCA BITES INTO SOUNDTRACK MARKET WITH SLEW OF UPCOMING RELEASES

(Continued from page 10)

made a conscious effort to form rela-
tionships with film companies, and is
now involved in projects with Mira-
max, Fox, New Line, Universal, and
Castle Rock, Galante says. With
“Reality Bites” he says, “People
have begun to see that we can do the
job.”

In compiling a strong soundtrack,
the first priority is matching up the
right singers and songs, even if the
artist is not on the label, says Dave
Novik, RCA senior VP of contempo-
rary music. For example, the first
single from the “Corrina, Corrina”

NEW RESTAURANT

(Continued from preceding page)

and the Hard Rock Cafe. The Hard
Rock Cafe, in fact, plans to open a
second L.A. venue at the Universal
CityWalk in 1995. CityWalk also is
home to B.B. King's, a blues restau-
rant and nightclub set to open immi-
nently.

In addition, PolyGram Diversified
Entertainment Group and Boston
Ventures Inc. have entered a joint
venture to design a chain of Mo-
town-themed restaurants, but rep-
resentatives of both companies were
not available to comment at press
time. Also, the Billboard Musie
Group is considering its own music-
oriented cafes.

soundtrack is “We Will Find A
Way" by Oleta Adams and Brenda
Russell, who are not RCA artists.

“This particular song just hap-
pened to suit the movie perfectly,
and we chose the acts based on find-
ing the right singers for this song.
They just happened not to be on our
label,” says Novik.

Another example was Giant act
Big Mountain’s “Reality Bites” sin-
gle “Baby I Love Your Way,” which
reached No. 6 on Billboard's Hot
100. The film featured the original
Peter Frampton version of the song,
but Fair “elected to use Big Moun-
tain on the soundtrack because he
knew that a reggae version of that
song could be very successful,” says
Novik. In addition, the Knack's “My
Sharona” appeared on the Hot 100
as a result of the film.

“Reality Bites” also earned a No.
1 single with Lisa Loeb & Nine Stor-
ies' “Stay (I Missed You).” Loeb ulti-
mately signed to Geffen, a disap-
pointment for RCA, but the single
“certainly increased our presence,”
says Galante. “Many record com-
panies had previously seen Lisa
Loeb as just a singer/songwriter on
the New York circuit. We took her
from alternative to top 40 to adult
contemporary to rhythm-crossover.
So people look at that performance
and say, ‘You know, those guys re-
ally can deliver.””

Soundtracks are “a great opportu-
nity to launch the career of an art-
ist,” says Galante. “Corrina, Cor-
rina” features a duet on “I Only
Have Eyes For You” by RCA artists
Peter Cox (formerly of Go West)
and Niki Harris, as well as older ma-
terial from Billie Holiday, Sarah
Vaughn, Duke Ellington, and oth-
ers. “I Only Have Eyes For You”
will be released in September as the
second single, Galante says.

Other recent RCA soundtracks
include “Little Big League,” “The
Beverly Hillbillies,” and “Body Of
Evidence.” RCA also has placed sin-
gles by its artists on soundtracks
from other labels, including the
Smithereens’ “Time Won't Let Me”
on the “Time Cop” soundtrack, and
ZZ Top's “World Of Swirl” on the
soundtrack to “In The Army Now.”

The label also is launching the
solo careers of Genius and Rae-
kwon, two members of Wu-Tang
Clan, with solo singles on the Loud/
RCA soundtrack to “Fresh.”

RCA does not yet have plans for
a separate soundtrack division, Ga-
lante says. “We're kind of taking it
as it comes. We have enough people
in the company from an A&R stand-
point that can help deliver the mu-
sic, and with our relationships with
the music supervisors, it's not neces-
sary now. But down the road we'll
probably move toward that.”

Donna Summer,

We think you’re
really
“Hot Stuff!”

Congratulations

from your friends

and family at
Home
Shopping Club

sm

in recognition
of your
outstanding
career!

HOME
SHOPPING
CLUB

Stones, Lollapalooza Stories
Reveal Pop Press Prejudices

8 BY ERIC BOEHLERT

POWER OF THE press, the old
saying goes, belongs to those who
own the presses. On a slightly less
lofty plane, the power of the pop mu-
sic press belongs to those who write,
edit, and, most important, assign
stories. In recent weeks, coverage of
a new Rolling Stones album and
tour and of Lollapalooza’s third run-
through has provided fresh evidence
that most mainstream music cover-
age springs from the perspective of
middle-aged professionals.

It comes as no surprise that the
Stones’ “Voodoo Lounge” album and
the kickoff of their summer tour
would create a

(which couldn't resist weighing in on
the Stones release), “When you've
been making records for 30 years,
there are people who have assigned
memories of whole chunks of their
lives to your music. If you were hav-
ing sex in the dorm while listening to
a song from ‘Beggars Banquet,
you've already attached a sensory re-
sponse to that song.”

How important is the band, as per-
ceived by the sensory-responsive
media mavens? USA Today re-
viewed the band’s opening-night
show two days in a row. Entertain-
ment Weekly commissioned 15 sepa-
rate “Voodoo Lounge” reviews. Even
if the mag’s move was somewhat
tongue in cheek—here’s hoping it
was—the mes-

tidal wave of
stories. The rit-
ual has been

MEDIALINE

sage was clear.
As one annoyed
(young?) reader

played out again

and again for more than a decade:
The band releases a record, much of
the press deems it to be the group’s
true comeback effort, folks marvel at
the players’ ages, and an event is
manufactured despite the fact that
other, newer artists are busy selling
more records.

The routine seems a bit peculiar.
After all, unlike currently newswor-
thy classic rockers the Eagles, the
tour does not mark a reunion for the
Rolling Stones. And unlike Pink
Floyd, the new album was not the
Stones’ first studio effort in nearly a
decade. In fact, Stones records have
been arriving with amazing regular-
ity. Since the 1981 release of “Tattoo
You,” the band has issued “Under-
cover” (1983), “Dirty Work” (1986),
“Steel Wheels” (1989), “Flashpoint”
(1991), and now “Voodoo Lounge.”

So, why the habitual deluge of
words about the band?

In a damning column in the Chi-
cago Reader, pop writer Bill Wy-
man (no relation to the former
Stones bassist) researched old
Stones reviews and profiles and
found a generation of writers who
have been stuck on this tired cycle
for years. Summarizing the rut, Wy-
man writes, “Any new Stones album
is by definition a masterwork dis-
playing that the band can rock in top
form once again, and previous rec-
ords are, ‘Nineteen Eighty Four’
style, dismissed as tired.”

The endless attraction to the
Stones may spring from the fact that
many rock writers and editors who
cut their teeth in the '60s and '70s are
privately left cold by the harsh
sounds of Seattle rock and disheart-
ened by rap. Seeing the Stones circle
the track every three or five years
reminds them of a time when rock
reflected their tastes and interests.

As ““Voodoo Lounge” producer
Don Was told the New Yorker

wrote EW
weeks later, “According to you, the
Rolling Stones are all that count in
the music world.”

Despite all the press elamor, “Voo-
doo Lounge” initially fared no better
than numerous other records that
arrived recently with little notice in
the mainstream press. “Voodoo
Lounge” debuted at No. 2 on The
Billboard 200 (failing to dethrone
“The Lion King") and sold a com-
bined 250,000 copies in its first two
weeks, according to SoundSean.
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