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A New Hohday Tradltlon
ENNY G SR

mitacles
The Holiday Album

A brand new album of holiday classics from the

#1 instrumental artist of all time. The follow-up to

. his Grammy-winning, 6X Platinum smash album,

BREATHLESS.

|

r‘* .. Includes his new single “HAVE YOURSELF A MERRY
."‘LITTLE CHRISTMAS,” plus these holiday chestnuts:
“WINTER WONDERLAND,” “SILENT NIGHT,”

|

:, . “WHITE CHRISTMAS,” “SILVER BELLS” and his
i e stunning new original compositions, “MIRACLES”

! ’and “THE CMNUKAH SONG.”
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NOTE FOR NOTE,
THE PERFECT HOLIDAY ALBUM.
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Management: Dennis Turner F A
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Turner Management Group, Inc. JTURNER
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VIACOM HOLDS ONTO FAMOUS

Viacom may have put off the sale of
Famous Music, the old-line music
publisher it acquired earlier this
year when it purchased Paramount
Communications. A prospectus that
has been awaited by possible suitors
has not arrived, and is unlikely to,
according to sources. Bulletin hears
that highly placed executives within
Viacom have concluded that the
publishing unit is too important an
asset to sell off. Famous Music chief
Irwin Robinson would not com-
ment. Estimates are that Famous
would fetch $150 million-$200 mil-
lion in the current marketplace.

EHRLICH TO SONY TECH POST
Bulletin hears that Fred Ehrlich
will move from his post as VP/GM
of Columbia Records to a new tech-
nology unit at label parent Sony.

STEIN NEW PREZ OF ELEKTRA/EW?
The appointment of Seymour Stein
as president of Elektra Entertain-
ment/EastWest Records appeared
imminent at press time, although in-
siders cautioned that some major
hurdles needed to be resolved. The
fate of Stein’s Sire label, long part-
owned and distributed by Warner
Bros., is one matter to be reconci-
led. As president, Stein would re-
port to unit chairman Sylvia
Rhone, a reporting procedure that
conforms to the current Warner
Music U.S. label structure, which is
led by Doug Morris; under his
Warner label ties, Stein reports to
Warner Bros. Records chief Mo

IRV LICHTMAN

Qstin, who departs from the label at
the end of the year.

HOUSE OF BLUES CONCERT SERIES
“Live IFrom The House Of Blues,” a
weekly concert series taped live in
the club web’s Los Angeles and New
Orleans venues, will debut in De-
cember via T3S, Turner Broadcast-
ing System Inc.’s flagship net. The
series, with Friday night premieres
and Sunday encores, will be co-pro-
duced by House Of Blues’ in-house
production company, House Of Blues
Productions, and A*Vision Enter-
tainment. TBS’ initial order is for 22
original programs and four best-of
episodes.

MORE ON PICTURE MD

Immediately following the Japan Au-
dio Fair in Tokyo Oct. 13-17, Sony an-
nounced the technical specifications
for its Picture MD, which is based on
the MD Data format announced in
July 1993. Picture MD will allow stor-
age of color still images on 64 mm
MD software. An individual disc will
be able to store 365 images in a 4-by-
3 format with 480 lines of resolution,
along with 45 minutes of audio.

SONY, BMG EUROPE EXECS EXIT

Sony Software European exec VI’
Henri de Bodinat has resigned to
take up a strategic marketing posi-
tion at vacation company Club Med-
iterranée. De Bodinat has been pres-
ident of Sony Software France since
May 1955, when he took over from
Alain Levy. De Bodinat added his
software title last February. Mean-

while, BMG’s French president, Ber-
nard Carbonez, has also resigned,
effective Nov. 1, prompting specula-
tion that he will head up Sony
France.

BERRY TO DROP VIRGIN ROLE?

Virgin sources refuse to confirm or
deny that Ken Berry, president/CEO
of EMI Records Group International
since Sept. 1, will be relinquishing his
other post as chairman/CEO at the
EMI Music-owned Virgin Music
Group. The post would be filled by his
wife, Naney Berry, currently senior
VP. In other KEMI moves, [EMI Elec-
trola managing director Erwin Bach
is to head up EMI Switzerland.

LYNN SHULTS GETS ATLANTIC POST
Lynn Shults is stepping down as Bill-
board’s director of operations/country
music to become VP of media for
Atlantic Records in Nashville, effec-
tive Oct. 31. Shults, who manages Bill-
board’s country charts, joined the
magazine in March 1991 after label
stints at Capitol, United Artists, and
RCA. At Atlantic, he will handle press,
publicity, and artist development.

TCI STAKE N ACCLAIM
Tele-Communications Inc., the big-
gest cable TV company in the U.S,,
has formed a joint venture with the
video game producer and distributor
Acclaim Entertainment Inc., to de-
velop new video games for interactive
networks, including television. TCI
has acquired a 10% stake in Acclaim
through an exchange of stock valued
at $80 million.

The Eagles Have Landed Again

GUESS WHICH GROUP FLIES like an eagle onto the
Hot 100? No, not the Steve Miller Band, aithough there
is a recent three-CD boxed set from the blues-rock band.
Your next clue: It must be pretty damn cold in hell. That’s
right—it’s the Eagles nabbing Hot Shot Debut honors at
No. 61 with “Get Over It,” the group’s Geffen bow.

It’s the first time since March 21, 1981, that the Eagles
have appeared on the Hot 100. That was the final chart

week for “Seven Bridges Road,” the

19th and what many thought was the
BEAT.

final Eagles single. The Los Angeles
quintet, formed by Linda Ronstadt
sidemen Glenn Frey and Don Hen-
ley, began its chart career the week
of June 3, 1972, with the debut of
“Take It Easy.” During its original

nine-year tenure, the Eagles had five
No. 1 songs, all of which had just one
week at the top. So all “Get Over It”
has to do to become the biggest Ea-
gles hit of all time is reach No. 1 and claim it for fwo weeks.

ABBA DABBA DOO: “The Adventures Of Priscilla:
Queen Of The Desert” soundtrack slips from the No. 1
position in Australia, but it’s worth mentioning that it
was the first soundtrack to top the album chart there in
three years, since the “Grease” soundtrack had a return
shot at the top. New at No. 1 in Australia, as well as the
U.K,, is “Cross Road,” the Bon Jovi greatest-hits collec-
tion that should make an impressive debut on these
shores next week.

Bon Jovi's single, “Always,” is up four notches to No.
9 on the Hot 100. It’s the group’s first top 10 single since
last year's “Bed Of Roses.”

YOUNG GIRL: Brandy is No. 1 on Hot R&B Singles
for a second week. If you want some idea of how young
Brandy is, she wasn’t even born when “Le Freak” by

by Fred Bronson

Chic topped the R&B chart. Actually, at 15 years and
eight months, Brandy is the second-youngest female so-
loist to have a No. 1 R&B hit. The youngest is Little
Peggy March, who was 15 years and one month old
when “I Will Follow Him” topped the R&B chart in April
1963. To this day, March is the youngest female singer
to have a No. 1 single on the Hot 100.

On the male side, Stevie Wonder is the youngest solo
artist to have a No. 1 R&B hit. He
was 13 years and one month old
when “Fingertips—Pt 2" hit the top.
Tevin Campbell was 13 years and
seven months old when “Tomorrow
(A Better You, A Better Me)”
reached the summit.

GUITAR MAN: Can you guess
which rock’n'roll instrumentalist,
who hasn’t appeared on the Bill-
board album chart under his own
name for more than 30 years, was featured on three dif-
ferent albums on The Billboard 200 earlier this month?
Kim Bloxdorf of Record Research Inc. in Menomonee
Falls, Wis., points out that Duane Eddy can be heard
on the soundtracks of “Forrest Gump” and “Natural
Born Killers,” as well as the “Red Hot + Country” com-
pilation. Kim's knowledge may be genetic as well as envi-
ronmental: her father is Joel Whithurn,

LONG DECEMBER: Tag Team might have to surren-
der its hold on the record for the longest run on the Hot
100. “Whoomp! (There It Is)” visited for 45 weeks. But
the Four Seasons regain a bullet on “December 1963
(Oh, What A Night),” now in its 39th chart week. Se en
more weeks, and we'll have a new champ. Tag Te:.n will
still have the longest consecutive run, as the I our Sea-
sons will have needed two separate runs to rack up 46
weeks (or more).
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The Orchestral Albun

The Orchestral Album reflects on Dave Grusin’s 35 year
career of composing and arranging for films and
records. An album that mixes contemporary jazz with
the grandeur of a full orchestra, featuring the musician-
ship of Lee Ritenour, Arturo Sandoval and Tom Scott.
Includes remastered tracks and some previously
unreleased compositions. Over the years, Grusin’s
orchestral efforts have defined his work and ceutainly
this collection reminds us all of the beauty ofthis music.

Dave, +°
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RAPPER TWEAKS TAIWAN TRADITIONS

(Continued from page 1)

more loosely as “You Sick Suck Nutz
Psycho Mania Crazy Taipei City.”
After a quick listen, the last thing
anyone would expect to learn is that
Jutoupi is a deacon in a Presbyterian
church in southern Taiwan.

The artist has combined Western
rock and traditional Chinese songs,
and has tackled subjects in his lyries
that have gone against the grain of
much of the country’s pop musie.

“They think I sold out,” Jutoupi
says, describing how his religious
brethren reacted to the album, re-
leased by Mandala Works, an alter-
native subsidiary of Taiwan’s large
independent label, Rock Records.
The problem is not his message of
challenging society, says Jutoupi,
but his medium and manner.

His growing congregation of fans,
however, has no difficulty embracing
Jutoupi as one of Taiwan’s first
home-grown rappers. “Wo hsih
Shenjingbing,” has sold some 50,000
copies since its release last April, ac-
cording to Mandala Works. That is
quite a feat, considering that Tai-
wan’s government-backed TV and
radio stations will not play it. In-
stead, Jutoupi has received a boost
via word-of-mouth and exposure
through stories in the daily press,
neighborhood cable-television
shows, and promotional appear-
ances.

Jutoupi is one of the first true Tai-
wanese rap artists, although he de-
buted after the release of three high-
ly successful albums by the Pony
Canyon trio L.A. Boyz, as well as the
launch of Mandala Works’ seven-
member hip-hop act the Party. Both
of the latter are “idol” acts, with safe
messages for young audiences.
Jutoupi’s musie, with its spirit of so-
cial criticism and personal expres-
sion, is closer in style to American
rap.

Without a doubt, Jutoupi has at-
tempted something different. The
first clue is the album’s cover, a take-
off on “Sgt. Pepper’s Lonely Hearts
Club Band.” Instead of a collage of
the Fab Four, one finds photographs
of Jutoupi in a dozen costumes, some
male and some female, together with
cutouts of local politicians and
celebrities. Prominently displayed
are two English words, “Funny
Rap.”

“Funny” is a misleading term for
the album, however. On each of 10
tracks, Jutoupi toys with the contra-
dictions and weirdness of Taiwan so-
ciety, and his message is humorous
in the style of a latter-day Lenny
Bruce. His lyrics bounce above music
created by sampling a cross-section
of Western rock and traditional Chi-
nese songs, supported by a drum ma-
chine, live bass, and brass.

The listener encounters such num-
bers as “Gei Wo Baubau” (Hug Me),
with lyrics parodying a public health
message on condoms. The song is
sung to a musical arrangement sam-
pled from a video game and bits of
funky horns and drum beats, over-
laid with the melodies from the Cap-
tain & Tennille’s song “Do That To
Me One More Time” and Nike's
“Just Do It” advertisement.

On one track, Jutoupi lambastes
the government tax office, his voice
shouting above the guitar riffs of
Lenny Kravitz’s “Are You Gonna Go
My Way.” On another, he turns
French composer Serge Gains-
bourg’s romantic “Je T’aime . .. Moi
Non Plus,” into a parody of human
sexual sentiment, performed as a
male/female duet, beginning with

painfully mushy lyrics before rising
to a frantic erotic climax.

Needless to say, the album is
viewed as a bizarre aberration by the
guardians of Taiwan’s dominant mu-
sie category, Mandarin pop. Indus-
try elders privately lament that the
album has challenged the proper role
that music should play in the island’s
Confucian society.

“People listen to music to relax,”
says a top executive of a mainstream
record company. “Jutoupi’s songs
are ‘tai jinjang’ [nerve-racking].
Their lyries are ‘disu’ [vulgar]. Who
would want to listen to this album af-
ter coming home from work?”

Yet Jutoupi’s sales figures speak
for themselves. He is not the first
Taiwanese recording artist to chal-
lenge the mainstream style of the lo-
cal $270 million-a-year music indus-
try, but he has certainly enjoyed the
most commercial success.

“I don’t write commercial songs
like Jacky Cheung,” says Jutoupi.
“Maybe it is because I am different.”

Jutoupi was born in February
1966 as Ju Ywe-hsin in Tainan, the
oldest city on the island. His father
was an important figure in the city’s
Presbyterian Church, which, due to
its liberal ideas, was long a thorn in
the side of the island’s rulers, Chiang
Kai-shek and his son, Chiang Ching-
kuo.

“From an early age, | was exposed
to all kinds of social theory, even rad-
ical stuff like Marx,” says Jutoupi.
“This is part of the tradition of dis-

sent within our church. I even
learned my music theory from
hymns.”

While growing up in Tainan, he
says, “the only rock that I heard was
stuff like Abba, Lobo, and Rick
Springfield.” But on the Taipei cam-
pus of National Taiwan University,
he met friends who collected nearly
impossible-to-get alternative record-
ings of Western music. “The styles
shocked me at first,” he says. “Yet
there was something in my blood
that told me I had some link to that.”
Following graduation, Jutoupi land-
ed a job at Crystal Records, working
in turns as a producer, composer,
mixer, and vocalist.

THE BLACK LIST GROUP

Martial law in Taiwan was lifted in
1987, and shortly afterward, a loose
confederation of artists known as the
Black List Group recorded an album,
“Songs Of Madness,” combining
works by Chen Ming-jang, Lin Wei-
je, and Wang Ming-hwei with politi-
cal lyries and a range of musical
styles—modern and traditional, Chi-
nese and Western, “This was a mile-
stone for Taiwan,” says Jutoupi, ac-
knowledging the inspiration of those
writers.

In this rapidly changing social en-
vironment, Jutoupi recorded three
low-budget, independently released
albums with like-minded friends.
The first was “The Music Of Ju Ywe-
hsin,” followed by ““Feast” and
“Mama E Leaves Home.” The latter

was a tribute to deceased Taiwanese
writer Yang Daji, who was jailed by
both the Japanese and the Chinese
nationalists. The albums brought
Jutoupi to the attention of Ni Chung-
hwa, general manager of Mandala
Works.

“He is a very smart guy who really
wants to write,” says Ni, who adds
that the label originally asked
Jutoupi to write some songs for the
Party. The results were too heavy
and too political for an idol act, says
Ni. “Everything had to be changed,”
he says, “But I thought to myself,
‘Wow! These songs would be great if
sung by the writer.””

So Mandala Works signed Jutoupi
last November, intending to release
his album quickly. But the numerous
rewrites needed to craft the lyries
consumed an extra three months.

“l wanted my music to have its
own sound,” says Jutoupi, who says
he listens to such acts as New Order,
the Smiths, Sonic Youth, Naughty
By Nature, House Of Pain, and De
La Soul. “They are great, but I didn’t
want my album to sound exactly like
that.”

The arranging and sampling was
done by Jerry Lo, a 21-year-old
American-born Chinese from South
Pasadena, Calif., who broke into the
music industry shortly after his ar-
rival in Taiwan in 1991. Lo was dis-
covered by a club DJ who heard him
performing original works on two
keyboards on the sidewalk outside a
Taipei record store.

“This album would be unlike any-
thing ever done before in Taiwan,
but we thought it would be possible
to find a market,” says Jutoupi. “The
approach to making music was dif-
ferent from when I was at Crystal,
where I was pursuing my curiosity.
At Mandala Works, we were [also]
thinking about commerecial realities.
Ni Chuang-hwa wanted to create
new [kinds of] musie, but still make
money.”

Jutoupi and Lo created an album
that projects a unique flavor of con-
temporary Taiwan society. *“ ‘Wo
hsih Shenjingbing’ has a very local
sound,” says Ni. “And that is its
strength.” That remark echoes the
opinions of other industry ob-
servers.

However, that local flavor mani-
fests itself in music that is sampled
almost entirely from Western songs.
The foreign material may account
for the album’s ability to cross over
from a cult audience to record buy-
ers who normally listen to “idol”
music.

“I finally know that I will be in
music from now on,” says Jutoupi,
noting that he has already begun
work on his second album for Man-
dala Works. He hopes to gain expo-
sure for the new album on the all-im-
portant terrestrial TV networks, and
notes that the next album will in-
clude two “safe” songs with lyrics ac-
ceptable to official censors. “Then,”
he says, “the remainder of the album
is going to be even more radical.”

INDIE LABELS THRIVE BY MINING MAJORS’ CATALOGS FOR REISSUES

(Continued from page 1)

retail sales for PolyGram Special
Markets, says, “|The independents]
can, for the short term, micro-market
an album that right now we aren't in-
terested in ... It would otherwise be
dormant.”

“Knowing how to market it and hav-
ing the drive to market it is what [the
majors| can’t supply,” says Carl
Caprioglio, who operates Oglio
Records in Redondo Beach, Calif.,
which has released half-remembered
albums by such new wave acts as King
and Freur. “The last hurdle that they
can’t make is the marketing and sales
of these things.”

Licensing certain reissues to the in-
dies can take some strain off the ma-
jors’ already overburdened distribu-
tion systems. Shelli Hill, Western
regional manager for Cema’s special
products division, says, “Items like
that don’t get the attention from the
Cema sales staff—they're worried
about getting the current product
out.”

Adds Cliff Chenfield, co-owner of
Razor & Tie Records in New
York,“[The majors are| worried about
selling an additional 3 million of an al-
bum at the top of the Billboard charts.
They’re not worried about another
3,000 copies of a catalog title.”

Catalog licensing is very much a
numbers game: The majors initially
have to determine if a title will move
enough units to make its release on an
internal imprint worthwhile. “When it
comes to the major labels, there's cer-
tainly a larger nut there,” says Bob Ir-
win of the Coxsackie, N.Y.-based indie
Sundazed Records, reissuer of titles
by such diverse acts as Mitch Ryder,
the Kingsmen, the Shirelles, 213 the
Challengers. “There’s a mucir higher
level they have to hit . .. to make [a
reissue] cost-effective for them.”

Even Rhino Records, long the
leader in the reissue market, has li-
censed some material it controls that
the company doesn’t believe it can
profitably release itself.

Licensing boils down to “economies
of scale,” according to Bob Emmer,
Rhino’s executive VP of legal and
business affairs. “When a [reissue la-
bel] comes to us, theyre usually com-
ing to us for a very obscure title, or
something we don't see sales potential
on,” Emmer says. “If it doesn’t harm
me, and it benefits me, it makes good
sense to do [the license].”

Rhino controls the licenses to cer-
tain early Atlantic and Stax/Volt
tracks via its distribution relationship
with Atlantie, and owns the Autumn
Records catalog and the North Amer-
ican rights to the Roulette Records
catalog. The label generally will li-
cense a title if it believes its sales po-
tential is fewer than 10,000 units, ac-
cording to Emmer,

Cema’s Hill says that when grant-
ing licenses, her division usually seeks
guaranteed sales of 10,000-15,000
units on a license of one to two years,
and 20,000 units on a title licensed for
three years. Without citing specifics,
PolyGram’s Spielman acknowledges a
similar range of guarantees.

Semetimes labels will accept lower
unit guarantees. David Nathan, who is
overseeing a series of soul reissues for
Ichiban Records in Atlanta, says that
Rhino asked for an upfront guarantee
of 5,000 units per title on packages by
Patti LaBelle & the Blue Belles, Doris
Troy, Margie Joseph, and Jackie
Moore.

“That’s not the normal figure,”
Nathan says. “[Rhino] looked at it
from the point that we wanted the mu-
sic out there.”

In at least one case—a current se-

ries from Razor & Tie featuring such
Atlantic artists as King Curtis, Don
Covay, Ivory Joe Hunter, and Chuck
Willis—Rhino used its licensing capa-
bilities as barter.

“We needed a favor from them,”
says Emmer, who notes that Razor &
Tie held a license on some of Carl
Reiner and Mel Brooks’ “2,000 Year
Old Man” material, which Rhino
wanted to release in boxed-set form.
“We said, ‘We want to take over that
license you have. We'll give you a cou-
ple of packages.’”

The benefits for the majors extend
beyond the monies derived from li-
censes.

In addition to getting licensing rev-
enue, Spielman and others say the
deals usually involve an agreement to
have the major label handle manufac-
turing the reissues. According to Hill,
the indie labels usually “pay for the
goods as they're manufactured, so
they don’t pay for everything up front
... They have to sign a letter of guar-
antee up front, and if they don’t reach
fthe sales figure], they will be held li-
able for the shortfall, those mechani-
cals and royalties,”

The indies’ reissue activities are, in
the end, pure gravy for the majors.
“There’s absolutely no risk whatever”
for the licensing labels, according to
George Grant, who oversees reissues
at the Collector’s Pipeline in New
York.

“We'll make their money quick and
easy,” says Caprioglio. “It’s guaran-
teed cash in, with little exposure.”

NARROW MARKETING
Indie reissue entrepreneurs have
been able to find significant success
by targeting catalog material to a nar-
row segment of the collector’s market.
Brian Perera, who heads Los Ange-

les-based Cleopatra Records, notes
that Capitol saw little life in a series of
titles by the German electronie band
Kraftwerk. “When CDs first came out
in '85, '86, they re-released them, and
they didn’t do well, and they discon-
tinued them,” he says.

But Cleopatra, which licensed the
group’s “Trans -Europe Express,”
“The Man Machine,” and “Radio Ac-
tivity” from Cema, has hit pay dirt
with the Kraftwerk catalog by mar-
keting the music to its core audience
of electro-pop listeners. “The Model,”
a compilation of the group’s singles,
has sold more than 30,000 units, ac-
cording to Perera, and this month the
label has released an elaborate three-
CD boxed set of the titles.

Careful audience targeting also re-
sulted in major success for a Razor &
Tie title by the Michael Stanley Band,
a mid-level chart act of the '70s and
"80s that enjoyed its greatest popular-
ity in the Midwest.

“We just wired Cleveland,” says
Chenfield of the label’s marketing ef-
forts in the band’s hometown, which
he says helped push sales of one Stan-
ley title to more than 50,000 units. “I
don’t know if [the majors] are gonna
do that.”

The list of indie-reissue outlets
seemingly grows with each passing
month. Other players include Collec-
tables Records in Narbeth, Pa., One
Way Records in Albany, N.Y., and
Griffin Music in Carol Stream, Ill.

“There’s people coming out of the
woodwork to do this,” notes Grant of
the Collector’s Pipeline, who adds that
the majors may become pickier about
assigning their licenses,

“The majors are becoming a lot
more selective,” he says. “They’re
preferring to deal with people they’ve
dealt with for a long time.”
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BETWEEN THE

BULLETS,

by Geoff Mayfield

BOYZ BOUNCE BACK: Not only does Boyz II Men’s “II" hang in, but the
vocal quartet actually manages to score an increase in sales. The Boyz' 3,000-
unit gain over the previous week's sales, coupled with R.E.M.’s 22% decline,
brings about a changing of the guard on The Billboard 200, as the Boyz return
to the top slot, racking up a fourth week at No. 1. The continued popularity of
“I'l Make Love To You," which logs its 10th week at No. 1 on the Hot 100,
helps account for the album’s remarkable staying power. Also driving sales is
the upcoming single, “On Bended Knee,” which is already picking up unso-
licited airplay at R&B and top 40 radio. The Boyz ring up 147,000 units, plac-

ing the act 6% ahead of R.E.M.’s 139,000 units.

R.O.C.K. IN THE U.S.A.: Two rock acts, Offspring and Green Day, are the
only top 10 acts besides the Boyz to see an increase in sales. In fact, with a gain
exceeding 8,000 units, the independently distributed Offspring own The Bill-
board 200’s largest unit increase. At No. 4, the punk-rock band has a one-week
total of 111,000 units, followed by Green Day, with more than 89,000 units. The
only other acts in the top 20 who manage increases also are rockers: No. 13
Stone Temple Pilots (64,500 units) achieve a gain of almost 10%, and Melis-

sa Etheridge (50,500 units) sees an 8% boost.

LEGS: Aside from Boyz 11 Men, who seem to attract both young and mature
consumers, have you noticed the continued strength of Eric Clapton and Ani-
ta Baker, artists who clearly appeal to an older fan base? Clapton holds at No.
3 (113,000 units), and has not had a rank lower than that in his five chart weeks.
Baker, who slips to No. 7 (83,000 units), has spent all five of her chart weeks in

the top 10.

AFTE RGLOW, PART TWO: The halo effect from music-awards telecasts can
last as long as two weeks, as proved this week by the continued success of sever-
al Nashville-based artists who seized momentum after the Oct. 3 telecast of the
Country Music Assn. awards. Walking tall on The Billboard 200 are Tim Mc-
Graw (23-21 on a 19% gain), Alan Jackson (33-24 and 150-135), the Tractors (42-
30 on a 24% gain), Vince Gill (44-31, up 28%), John Michael Montgomery (47-
35, up 19%), and Reba McEntire (5344 and 160-139). Clint Black, in his second
week, scoops up a 36% increase, good for a 60-37 jump, while the chart’s largest
percentage gain is scored by Faith Hill, who zooms 167-104 on a 61.5% increase.
Other country acts who bullet: Joe Diffie (No. 61), Jeff Foxwerthy (No. 74), Al-
abama (No. 90), Sammy Kershaw (No, 94), Tracy Byrd (No. 96), Brooks &
Dunn (No. 143), Pam Tillis (No. 155), and Travis Tritt (No. 164). Most of these
artists received exposure during the CMA show; others benefit from the country

music promotions that chains run in conjunction with the telecast.

A CALM BEFORE THE STORMS RESUME: Compared to recent
weeks—including last week, when 15 new entries appeared on the chart, in-
cluding three in the top 15—the current Billboard 200 shows a break in the ac-
tion in terms of product flow. But the floodgates are about to re-open. Next
week’s chart will see two huge rap debuts: “Murder Was The Case” by Snoop
Doggy Dogg and company, and the new Scarface album. Other key debuts to
watch next week include Queensryche, Bon Jovi, Digable Planets, Gloria

SINGING PRAISES OF HARLEM BOYS CHOIR DEBUT

(Continued from page 1)

on EastWest Records.

The album features 25-30 mem-
bers of the choir singing a mixture of
gospel spirituals, South African
township anthems, holiday songs,
and contemporary tunes fit for air-
play on pop, R&B, and hip-hop out-
lets.

In fact, EastWest considers the
recording so commercially viable
that it has already released a focus
track, “Overjoyed,” to R&B radio,
according to Steve Kleinberg, the la-
bel’s senior VP of marketing.

A second cut, “Power,” will be
worked to top 40 outlets later in the
year, says Kleinberg. In addition, a
holiday-themed track, “This Christ-
mas,” will vie for airplay during the
Yuletide season.

“We made a major effort to make
this record different from what peo-
ple think the Boys Choir is about,”
says Kleinberg. “The Boys Choir
does classical and gospel music. And
now we're showing this other, con-
temporary side in a very radio-
friendly record.”

The album’s various tracks were
produced by an array of well-known
and up-and-coming producers, in-
cluding Mervyn Warren, Darren
Clowers, Don Sebesky, D'Angelo,
LALA, Mike E, Brian McKnight,
and Smack Productions. Among the
guest musicians appearing on the al-
bum are Gerald Albright, Chuckii
Booker, and Paul Jackson Jr.

The contract between the Choir
and EastWest—a multi-album
deal—also provides for a still-undis-
closed soundtrack tie-in, according
to Kleinberg. The Boys Choir has al-
ready appeared on the soundtracks
to the films “Glory,” “Jungle Fever,”
and “Malcolm X,” as well as on the
all-star Christmas compilation“A
Soulful Celebration.”

“The Sound Of Hope” probably
will get a boost in November, when
approximately 40 of the nearly 300
students who make up the choir un-
dertake a two-week tour of the
Southeast, performing a mix of
gospel standards, classical pieces,
jazz tunes, and material from the
new album, according to Dr. Walter

25-year-old choir.

Kleinberg says EastWest is con-
sidering selling copies of the album
at the venues where the choir per-
forms, as well as incorporating the
album’s Afrocentric graphics into
the stage production.

The label’s retail campaign cen-
ters on making the public—and re-
tailers—aware that “The Sound Of
Hope” is more than a gospel record-
ing. Says Kleinberg, “We're trying
to make sure that the record is on the
end racks [of stores], which are non-
genre-specific.”

EastWest is shipping 30,000 cop-
ies of “Hope” initially, according to
Kleinberg, who says the unprece-
dented nature of the project makes
unit projections impossible.

The association between East-
West and the Boys Choir of Harlem
began when EastWest president
Sylvia Rhone—a Harlem native—
approached Dr. Turnbull about a
possible collaboration.

“Sylvia felt there was something
that could be done with a choir that
was positive and, at the same time,
commerecially viable,” says Turnbull.
“It was a great stroke of genius on
her part, and something that we've
always wanted to do.”

Dr. Turnbull says the album pro-
ject will provide much-needed fund-
ing for an organization that prides it-
self not only on producing musical
talent, but also on preparing young
boys and girls for college and be-
yond.

With a co-ed student pool of near-
ly 300 people, the Choir Academy of
Harlem provides a full curriculum
for grades 4-12 that includes music
and dance instruction, according to
Turnbull.

The academy—located at Madison
Avenue and 127th Street in Manhat-
tan—tries to time the choir’s tours to
coincide with school holidays, ac-
cording to Turnbull. It also sends a
teacher on the road with choir mem-
bers to make sure they keep their
grades up while they're away.

The Girls Choir, says Turnbull, is
much newer and not as fully evolved
as its male counterpart, but is “mov-
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Estefan, and the Go-Go’s; “Murder” and Queensryche each has a shot at No. |  Turnbull, founder and director of the
1. Madonna bows the following week, while Nov. 1 looms as the first of two
consecutive “Super Tuesdays.” That day will see new titles from Nirvana,
Tom Petty, Aerosmith, Mariah Carey, the Black Crowes, and Megadeth
hit store bins. Nov. 8 greets Robert Plant/Jimmy Page, the Eagles, Sting,
and the Woodstock '94 packages. Kenny G’s Christmas album will fall into one

of those two November weeks.

ing forward.”

RELEASE YOUR OWN (CDs!

500 CDs and "
[ 500 Chrome Cassettes [ill $2,790

with two-color inserts and chrome tape

SECOND TIME AROUND: The deaths of her husband and her band’s bass
player wreaked havoc on the DGC debut of Courtney Love’s band Hole, but,
with Love slowly returning to the spotlight, the Geffen team is turning the al-
bum around. With “Doll Parts” winning plays at radio (it bullets 22-15 on Mod-
ern Rock Tracks) and at MTV, the album vaults 164-129 on a 25% sales increase.

NMARKET WAT<CT H
A WEEKLY NATIONAL MUSIC SALES REPORT

INCLUDES:

* Free Grophic Design

® Proof Pasitive™ Reference CD
* Major Label Quality

® Maney Bock Guarontee CANADA
OVERALL UNIT SALES | ISSUE DATE: FEBRUARY 4
THIS WEEK I LAST WEEK CHANGE THIS WEEK (1993) CHANGE AD CLOSE: JANUARY 10
12,201,000 12,323,000 DOWN 1% 11,770,000 UP3.7% D
|
o e ool o LT
phihlipns | i | ey 1-800-468-9353 |- ISSUE DATE: FEBRUARY 11

AD CLOSE: JANUARY 17

DISC MAAKERS

1328 North Fourth Street ¢ Philodelphia, PA 19122  Outside USA (215) 232-4140 » FAX (215) 2367763

FOCUS ON CD ALBUM SALES:

THIS WEEK | LAST WEEK CHANGE THIS WEEK (1993) | CHANGE
6,197,000 I 6,330,000 DOWN 2.1% 5,218,000 UP 18.8% NY: 212-536-5004
VEAR-TO-DATE CD ALBUM SALES ' LA: 213-525-2308
YTD (1994) | YTD (1993) l CHANGE Reach For-The STARSé7 I:;ASSSY-:IZJSI;‘P
o009 2070400 wraion MOVING?'RELOCATING? :
ROUNDED FIGURES ARE YOU INTERESTEG IR ; ; \L COM T UK & EUROPE
W ik ’ 4 44-71-323-6686

COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE AND i’i’i’ii‘"
RACK SALES REPORTS COLLECTED., COMPILED, AND PROVIDED BY L]

PROPERTIE!

BILLBOARD OCTOBER 29, 1994 115



I ® . continued FOR WEEK ENDING OCTOBER 29, 1994
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STREET DATE: OCTOBER 25, 1994

Tommy Boy and ESPN team up to present

]OCk Rock - the ultimate music compilation for sports fans
everywhere. ]OCk Rock brings all the stadium excitement home by
mixing the hottest arena hits with live crowd action, cheers, chants and
organ riffs. IOCk ROCk, the live experience that puts you in the

|

)

front row, is the ticket for holiday gifts, Super Bowl parties, and other
sporting events. Watch for a massive ESPN on-air campaign.

]OCk Rock: you can’t get any closer to the action

without getting hurt.

Includes:

“WE WILL ROCK YOU” Queen

“ROCK AND ROLL PART 2” (THE “HEY” SONG) Gary Glitter
“NA, NA, HEY, HEY, KISS HIM GOODBYE” Steam

“WHAT | LIKE ABOUT YOU” The Romantics

“SHOUT” The Isley Brothers’

and many more!

pre-release preview call 718-398-2211
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HOT100

SINGLES SPOTLIGHT.

by Michael Ellis

BOYZ IT MEN ARE still No. 1, for the 10th consecutive week, with “I'll
Make Love To You” (Motown). It's still ahead by a substantial margin and
is certain to hold for at least one more week. Weekly singles sales are at
about 68,000, down from 168,000 at its peak. Both “I'll Make Love” and “All
1 Wanna Do” by Sheryl Crow (A&M), at No. 2, are losing points, but be-
cause “I'll Make Love” is slipping at a much faster clip, Crow’s single could
move into the top spot in two weeks. However, four bulleted records in the
top 10 are angling for a shot at No. 1. Within the top five, “Secret” by
Madonna (Maverick/Sire/WB) and “Another Night” by Real McCoy
(Arista) are contenders for the top in two or three weeks. The records at
Nos. 9 and 10 are serious threats as well: “Always” by Bon Jovi (Mercury)
and “Here Comes The Hotstepper” by Ini Kamoze (Columbia).

IN FACT, THOSE TWO singles are the second- and third-biggest point
gainers on the entire Hot 100. “Hotstepper” is the No. 1 airplay gainer on
the entire chart, and the No. 2 overall gainer, jumping 17-10. It’s No. 1 at
seven stations on the Hot 100 monitored panel, including WJMN Boston,
WI0Q (Q102) Philadelphia, and KBXX Houston. “Always” is right behind
“Hotstepper” in total gains and No. 2 in sales gains, shooting up 11-6 in sin-
gles sales. “Always” is No. 1 at four stations on the monitored panel, in-
cluding WPRO Providence, R.1., and WSTW Wilmington, Del. Both singles
are potential No. 1 records, but their gains are eclipsed by the biggest point
gainer on the chart, “You Want This” by Janet Jackson (Virgin). It ex-
plodes from No. 60 to No. 20, thereby becoming ineligible for the Greatest
Gainer/Sales award even though it registers the largest sales gain of any
record. It’s already top five at three monitored stations: WHHH Indi-
anapolis (No. 2), WHJX Jacksonville, Fla. (No. 3), and WFLZ (Power 93)
Tampa, Fla. (No. 5).

THE GREATEST GAINER/AIRPLAY award goes to “Living In Dan-
ger” by Ace Of Base (Arista), jumping 15 places to No. 38. It has 16 early
top 10 airplay reports, including No. 3 at WNNK Harrisburg, Pa., and No.
5 at KHFI Austin, Texas. The Greatest Gainer/Sales is Da Brat’s “Fa All
Y’All” (So So Def/Chaos). On the airplay side, it's breaking out of San Diego
(No. 4 at Z90). The runner-up for the airplay award is “Playaz Club” by
Rappin’ 4-Tay (Chrysalis/EMI). It’s No. 42 overall, but is already No. 1 in
ajiplay at KYLD (Wild 107) San Francisco and KZHT Salt Lake City.
The runner-up for the sales award is “The Most Beautifullest Thing In
The World” by new artist Keith Murray (Jive), zooming 27 places to No.
66. Over 85% of its points are from sales—it’s No. 4 on the Hot Rap Singles
chart—and it’s getting early airplay at WQHT (Hot 97) New York.

QUICK CUTS: “100% Pure Love” by Crystal Waters (Mercury) is a rec-
ord that will not die. After slipping 11-12 last week, it regains its bullet at
No. 12 on increased airplay, including No. 1 at WBBM (BY6) Chicago and
four other stations ... The next Boyz II Men single, “On Bended Knee,”
will not be out until mid-November, but it’s No. 34 in airplay now and would
be on the Hot 100 if it were commerecially available.
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RYKO BUYS ZAPPA CATALOG; FORMS PARENT CORP.

(Continued from page 10)

they want to do.”

Ryko purchased the Gramavision
Records label in August of this year
(Billboard, Sept. 3).

Rosenstein says that Ryko’s restrue-
turing comes not “in the pejorative
sense of the word,” but because he
viewed the company as being in the “big
leagues,” and thus ripe for restructure.
The joint-venture partnersin Ryko dis-
tribution wing REP were bought out in
the restructuring.

With the restructuring comes a new
board of directors, comprising the orig-
inal Ryko principals and Genesis share-
holders. Rose says no redundancy-cre-
ated internal layoffs are expected, and
the label is seeking a Zappa product
specialist for its U.S. and U K. offices.

“The simplest, cleanest method to ac-
complish this would have been to align
with a major,” Rose says. “And we felt
that we had an opportunity, by remain-
ing independent, to fill a huge void in the
industry landscape—that of a true
medium-sized full-service record com-
pany. And we felt that we would ulti-
mately have more control and autono-
my by maintaining the independent
route—although it was much more
complicated.”

Gail Zappa had always expressed lit-
tle interest in selling the catalog, but re-
calls with amusement her husband’s ad-
monishment: “He said, ‘I want you out

of this business. I want you to relax and
have a good time ...’ I very much ap-
preciate that he was so forceful about
establishing how he wanted it sold.”

The only titles not included in the
purchase of Zappa’s voluminous catalog
are the “200 Motels” soundtrack, a 1971
United Artists release, and the “Beat
The Boots” bootleg series distributed
by Rhino. (While Zappa owned the com-
mercial rights to these originally illegal
discs, he did not own the masters, de-
spite the fact that their very existence
was unauthorized.)

All upcoming Zappa titles, already
converted from analog to digital in the
mid-'80s, were remastered a second
time by Zappa.

“There are so many more little things
that you can clean up, little noises and
snats and things that aren’t supposed to
be there,” said Gail Zappa of the new
masters. “They’re pretty spiffy—
they're as good as they can get under
current technology.”

Zappa titles previously released by
Ryko as two albums on one CD will now
be rereleased as separate discs. “We'll
take this opportunity to make them as
complete as possible,” says Rose. “We'll
restore color where perhaps we weren’t
full-color throughout the booklet be-
fore. Each is going to be looked at on an
individual basis. There may be things
that don’t need much.”

Most interesting for Zappa fans is
Ryko’s rerelease of his '60s milestone al-
bum “We're Only In It For The Mon-
ey.” In his final years, Zappa discovered
a complete two-track master of the al-
bum, which will be repackaged by Ryko.

Zappa completed several as-yet-un-
released projects before his death,
which will be marketed and distributed
by Ryko. Among those releases are the
compilation “Have I Offended Any-
one?” and an album titled “Lost
Episodes.” (The latter’s content of
which, says Gail Zappa, is “pretty much
what it implies.”)

In coming years, Ryko will also issue
previously unreleased material from
the Zappa archives. Unreleased record-
ings of Zappa’s classical compositions
are owned by Gail Zappa, and are not
part of the Ryko agreement.

The Zappa family is very pleased
that Ryko now owns the Zappa mas-
ters. “It’s fair to say that they were
the only ones who could do it in the
sense that they understand the val-
ue—in terms of Frank’s money and in
terms of the integrity of the catalog,”
says Gail Zappa. “It was a long, ardu-
ous process, but well worth it because
part of the effort that went into nego-
tiating the contract also really helped
to develop a strong relationship be-
tween me and my family and Ryko. I
think they will honor Frank’s wishes.”

EMI CREATES CHRISTIAN DIVISION IN NASHVILLE

(Continued from page 10)

Sparrow business from secular distribu-
tion the first year, that was an area
where we surpassed our expectations,”
Bowen says. “And exactly as we
planned, we did not lose, we gained
Christian bookstore volume. One does
not take from the other.”

Star Song looks poised to be another
profitable entity for EMI. Darrell Har-
ris was one of the founders of the com-
pany in Houston in 1976. In 1989 the
company relocated to Nashville. That
same year, Moser became CEOQ; since
then, according to Moser, the company
has grown “from a $4 million company to
a $30 million company.”

In addition to distributing Forefront's
artists—including DC Talk, Geoff
Moore & the Distance, and Audio
Adrenaline—Star Song also distributes
Chapel Music Group, a Southern gospel
label that is home to the Gaither Vocal
Band and Jeff & Sheri Easter, among
others.

Moser sees the affiliation with EMI as
the next step in Star Song’s growth.
“The corporate partner provides re-
sources we just don’t have on our own,”
he says.

Sparrow’s positive feelings about
EMI were a key factorin Star Song’s de-
cision. “If you talk to the people at all lev-
els with Sparrow’s organization, they
have nothing but high regard for EMI,”
Moser says.

Bowen says EMI Music presi-
dent/CEO .Jim Fifield has been very
“warm” and “open” to EMI's involve-
ment in Christian music. “It doesn’t
hurt when you have Jim Fifield who
went to [Southern Methodist Univer-
sity in Dallas],” Bowen says of Fi-
field’s understanding of the music’s
message. “It wasn’t like I had to ex-
plain what I was talking about. He
knew.”

The acquisition of Star Song is only
the latest chapter in EMI's Christian
music plans. Bowen hints this isn’t
the end of EMI's penetration into the
Christian market, but declines to re-
veal its next move. “We are looking
and talking,” he says.
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EMI Music and Star Song executives finalize EMI's purchase of the Nashville-
based Christian label. Shown in front, from left, are Star Song CEO Stan Moser
and EMI Music president/CEO Jim Fifield. Behind them, from left, are Darrell
Harris, president of Star Song; Jimmy Bowen, president of Liberty Records and
co-chairman of the new EMI Christian Music Group; and Jeff Moseley, executive

VP/COO of Star Song.
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TROKE YOU UP @ & CHANGING FACES ( CANUGETWITIT & USHER
13 9 7 14 EHELLV R KELLY SPOILEL ROTTEN Bl BEAT LATLANTIC 62 66 10 S D.SWING SWING CLiD) M. 1T) (X LAFACE RISTA
14 10 8 23 WILD NIGHT & JOHN MELLENCAMP WITH ME'SHELL NDEGEOCELLO @ 67 68 () I'LL TAKE HER @ ILL AL SKRATCH FEATURING BRIAN MCKNIGHT
) MELLENCAMP.M WANCHIC (V MORRISON} (C) (V) () MERCURY & LG.LORIDER (AL.ILL.LG.TONY P ) (C) () (X) MERCURY §%6 124
3 SHORT DICK MAN 20 F|NGER$
@[ e | v | | plceimen 195 oH, st anieen fous se1s0s | (@] o | s | o | soom o Man
’ NUTTIN' BUT LOVE & HEAVY D & THE BOYZ
A6 18 | 24 13 Lm&ﬂfﬁf},x&m& ‘M ETHERIDGE M MEUS?,?,E&’:E?;PSE 65 | 6l 52 18 | WEAVY D) KID CAPRITNID CAPRI HEAVY D) (C) (M) iT} UPTOWN 54865 MCA
RE THE MOST BEAUTIFULLEST THING IN THE WORLD ° KEITH MURRAY
min| B30 TQQ,ITS"EEDARS,%& T.TEAM (C) (M} (T B¢ 2,,‘? .?9?’121 (66 93 2 | e semion i £ SERWON C JASPER E ISLEY 8 ISLEY O ISLEY RISLEY.  1Ci 0/ 4T, |00 IVE 42249
= BREAKDOWN & FU- SCHNlCKENS
CIB IR 6 g’ggithIHRE LBnEzﬁtzﬁaoyt‘p ‘i’fﬁ'ﬁ" Al SPECIALIST ) CREWCENT W .GLO}?'A‘ ESTEFAN @ s 2 ¥ /%7 $.1 FECR IR ROACHFORD. L MATURINE.R KIRKPATRICK) AT NVE 432
A IN YA EAR & CRAIG MACK B_EFORE | LET YOU GOH . L J B'LACKSTREET
1911916 12 EALse\»ao I!EE © MECK,EA:V MO BEE) (€) 4DI (M) (T) BAD BOY 7 9001 ARISTA @ s 2| Va7 TRILEVL SYLOERS U RILEY C HANMIBALD HOLUSTER) _ eiadl
7% HIP HOP RIDE & DA YOUNGSTA'S
q ( 20/,> 60 2 | You W,AN] THIS . o .,JANET,;JQEKS.QN 69 |68 | 1|6 CRSAN T GOODMAN.T DAWSON.C HARTE.M MARL CIiTix) EALTWEST 9831
e ]
21 | 20 | 18 | 10 | CIRCLE OF LIFE (FROM 'THE LION KING') # ELTON JOHN )| 78 | 91| 3 | FEL -UIP: I (o A oA B
C THOMAS €L TON KA1 T RIC (C) (D) HOLLY®OOD E4% 1€
HOLD MY HAND & HOOTIE & THE BLOWFISH
Q2] 9|29 | 12 ,ISL,I;&J‘ANE,%Y YOU 6 T RELLY £2.1v) (XJ SIRE ,;;’&EJ,E’E“RDBE@:S @ 77 | BT | 4 | DGerman M BRYM D FELBER C RUCKER | SONEFELD ATLANTIC 75 5
i W " 5-4-3-2 (YO! TIME IS UP) & JADE
23 14 12 26 $Jﬁx«(,| L“ﬂfsSED YOU) (FROM "REALITY BITES") ® # LISA LOEB & NL’:{E%EPSE% 12 73 72 6 3 C ROONEY M MORKLES LIADE M C ROONEY,M MORALES) __(C)IDH(T) (X) GIANT 1HE6¢
THUGGISH RUGGISH BONE & BONE THUGS N HARMONY 73 | 65 [ 63 (R B QUSHE BESIDE HOU @ SOPHIE B. HAWKINS
2| 3|3 T | o uln{mzk (DJ UNEEK, HONE (C}(T) RUTHLESS 5527.RELATIVITY UPOR T(;CALL T CHERTOFF.S.LERMAND SR F:EA; C;T;\:‘é"‘ (7)7?8
ROMANT & PATRA U Y
@5 27 30 6 wrrlﬁkTESMTPB‘%EfszEvgalLJJEyS'Y'lLﬂE'NNETH? (C (T) V) (X) WARNER 5305'5"‘{" 74 12 & 12 HOv’-]'_l(;;E T"Et;; TEE.D.SMITHY WHITAKER RS»L(S!NEE;TCO'N!;;
AR BEHIND & CANDLEBOX 15 5 | 81 | 3 | OV EARS . NE:
% | 24| 23|10 5G§AVB,CEANDLEBOX 'k MARTIN CANDLEBOX) (C) MAVERICK/SIRE 18118 WARNER BROS C '\’Nm;;;“””‘" IJVINS (M JAGGER K RICHARDS) ©m 3"(’) ‘;“;EC‘;D;
v | L 4
21122 |15 | 26 P,\ONI TURN, A*ROEJ:“O?‘D.D VIRREN R B ACE.?TE ?Aesgii: 76 | 63 | 69 T | JSEGABAEWILIO ESTEFAN R |/ SECADA T HICWILLIAWSS (C) 1L TT) SBK Mg &
2| 26 | 22 | 12 | LUCKY ONE # AMY GRANT 7| 71| 64| 16 | THE WAY SHE LOVES ME # RICHARD mg
s T (I COULD ONLY) WHSIPER YOUR NAME & HARRY CONNICK, JR
JUICY/UNBELIEVABLE @ THE NOTORIOUS B. G, 8| & 2 ULD ONLY) WHSIPER ¥ ) L IR,
29 | 30 | 32 | 10 | Sranowme.) OLIWER ‘THE NOTORIOUS B1G) (€1 (D1 M) (T) BAD BOY 7 9004 ARISTA I\FL':/EVEAYS rN MY‘(HE:;T L . TE\C/)I;OEJ:;[APEELIE
0 | 32 26 | 22 Eésr‘;g'f”sgvlv&gov‘\&,%:s ALEXANDER BEAVERS.CRAIGA oy T X To.f.?gguo |70 % 19 | BaBVRACE [ SAmtms BaE ACE SIMMONS) (€1 (D) (V) QWEST 15260 WARNER BROS
13 MUCAN Gy (N i g el
(80| &3 | & | 3 | 9TH WONDER (SLICKER THIS YEAR) © DIGABLE PLANETS
3 31 27 14 BOP GUN (ONE NATION) & |CE CUBE FEATURING GEORGE CLINTON g WAL PLANETS COIGABLE 1L i i T/ 1X) PENDULUM 58159 EM
Q O (I1ICE CUBE (ICE CUBE.Q D 11.G CLINTON,JR..G.SHIDER W MORRISON) (M) (T) (X) PRIORITY 53161 PEERE Dlcs T
32| 28 | 20 [ 26 | SHINE® o) 4 CI%L&ESEVFCSSUL (8L | NEWD | 1 | WHEN W STING (STING - CIxt k&M 1846
y ' @ GOOD ENOUGH ® SARAH MCLACHLAN
THISD.). @ WARREN G 85 88 4 .
BB [T [ 5| wagren chw GRIFFIN) (C) (My 1T+ (X} VIOLATOR/RAL 8% 3 236 ISLANE :':A"c"g"" (Ss > CL‘;:;L;':)’ T, 9] ‘:_’ "’:z'f‘;‘ : 2‘;9;’
34 | 31 | 25 | 21 | CAN YOU FEEL THE LOVE TONIGHT (FROM THE LION KING') ® & ELTON JOHN 53|61 | 74 [Wz6Rd THELIONSLEERS TOMIGHT (ALMOWEH) oo TORENS
C THOMAS (€ JOHN.T RICE) (C) (D) HOLLYWOOD 6454 BaGT CHlL SENCKSIREET
35 | 33 | 35 | 26 | IFYOUGO ) © JON SECADA 84 1 82 | 77 | 19 | TGLiv i filev € SERMON IRILEY.SERMON SYLVERS,RILEY DICKEY TROUTMAN)  (C) (M) (T) (X) INTERSCORE 1285
&S SECADA £ ESTEFAN /R 1, SECADA M () (D) {T) (V} SBK 58166 EM T EROaE e ) CRARIL = T
(36 (35 43 | 5 | LUCAS WITH THE LID OFF # LUCAS 85 | & 2| JCRUTCHFIELD (B.BROCK.2 TURNER) (C) 1v) MCA 54889
‘ LUCAS.ILLINTON (S (0% FREED.BROWN, ZANY) (C) (T) (X) BIG BEAT 98219 ATLANTIC T : S
a7 | 3 | 37 | 35 | COMETO MY WINDOW & MELISSA ETHERIDGE 86 | 74 | 80 | 20 | pT"acT: perey) (©) (B 1T X0 2VK 6691
H PADGHAM.M ETHERIDGE (M ETHERIDGE C) \X) ISLAND 858 028 J TRKE IT EASY oHroLiof
87 76 75 14 L
=~ " + +GREATEST GAINER/AIRPLAY* *
| R
3§1 3 f—]2 L':‘(&TEP'K‘D;‘%‘QETGF&:R BUCDHA (CI A TI X1 ARISTA 12784 88 ) 9 | 9 3 | W WARREN N WARREN H HILL (CY ABM D776
DANCE NAKED & JOHN MELLENCAMP
(39| 39 | 39 |{ 15 | NONE OF YOUR BUSINESS @ SALT-N-PEPA @ NEWD | | | MELLENCAMP M WANCHIC 4| MELLENC AMP) (€) (D) V) 00 MERCURY 85¢ 443
S AZOR (H AZOR.S AZOR M OLIVER) (C) (D1 ML (T} (X) NEXT PLATEAU/LONDON 857 578/1SLAND T ROCK FROM THE SUN S OEDIEE
4 | 37 | 3 | 9 | BODY&SOUL © ANITA BAKER 90 | 86 | 84 | B | STy ruprit i MESINENAUL S WHIFLE T MARTIN) iC) (vl EPIC 73577
A.BAKER (E SHIPLEY.R NOWELS) (C) ELEKTRA 6479
KARYN WHITE
; | SWEARA  ALL-4-ONE 91 | 80 | 78 | & | HUNGAH , I .
| 35 | 31 28 | b PosteR (F J MYers.G BAKER) (C) (V) BLITZZ 8724 3ATLANTIC frjlém;c;zw's T R L * Lo}[?C[‘):l(()TF‘ ‘;r:(s YJASB?:(Z??SOS:I;
42)| 48 57 6 PLAYAZ CLUB & RAPPIN' 4-TAY (%’ NEWD ! M MARL D KELLY.A WARDRICK MARLEY MARL) (C) (M) (T) PENDULUM 5846 EMI
FRANKY J.C ESTABAN (A FORTE) (C) (T) (X) CHRYSALIS 58267/EMI SHUTUP MD KE5.ME < VARY CHAPIN CARPENTER
@3 | 43 | 5 | 4 | UWILLKNOW (FROM JASON'S LYRIC') & B.M.U. (BLACK MEN UNITED) Q3N NEW D | L |1 o canmbie R th.C.CARPENTER) ‘C v, CoLABI: 27696 |
B MCKNIGHT.D'ANGELU [ ANGEL() L ARCHER) (C1 (D! (V) MERCURY 856 200 WORDRS BGND S BRAND RUBIAN
(44: 52 [ 65 4 saﬁggéﬁfvgrﬁg;(xggfgﬁglc LEVERT £ T NICHOLAS) L 4 BAR(%YAZ\’%I;E @ NEW ) B LORD #WAR (DECHALUS.MURPHY, MCINTYRE,BALLDUNCAN.STUART,FERRONE.GORRIE) (M) (T) ELEKTRA 66191 "
> | 3 A
THROUGH THE RAIN & TANYA BLOUNT
45 | 42 | a1 | 21 | CLOSER & NINE INCH NAILS 95 | 95 | 9 4 | (ST WHITE P LAURENCE (K.JACKSON.E WHITE.B WILLIAMS) (C) ISLAND 853 314
FLOOD.T REZNOR (T REZNOR) {C) (X) NOTHING/TVT 98263 INTERSCOPE SUPERNGTE T
(46, 46 | 58 5 HOW MANY WAYS & TONI BRAXTON % |9 i 3 L PHMR 1L PHAR (C) (V) (X) MATADOR 98206 ATLANTIC
L V HERBERT (v HERBERT,T BRAXTON,N.GORING.K MILLER P FIELD) (C) LAFACE 2-4081 ARISTA | NGUBETTER WATT = STEVE PERRY
47-| 40 | 40 | 31 | YOU MEAN THE WORLD TO ME ® ¢ TONI BRAXTON 97 | 8 | 76 | 16 | Tgiproh s PERRY.L BREWSTER.P TAYLORM LUCAS,J PIERCE.G HAWKINS) {C) COLUMBIA 77580
> L A REID BABYFACE,D.SIMMONS (L A.REID,BABYFACE.D.SIMMONS) (C) (D} (M) (V) LAFACE 2-4064/ARISTA
- 98 92 90 38 AM | WRONG L J LOVE SPIT LOVE
@ s [ | 0| Mewscton ¢ csoev o
- — : 99 | 88 | 8 | 10 I‘v’le?E hq\:lEx I:.Suﬁ'zﬁzm £.JOHNSON,DR.DRE,SNOOP) M WHITEC’;‘EQTDO\A?NRZQ%
* * *x GREATEST GAINER/SALES * % % = A , !
(‘*\ FA ALL Y ALL OUAE ' 100 | 100 98 4 7 SECQNDS " ¢ YOUSSOU N’DOUR & NENEH CHERRY
49 | 63 | 79 3 | JDUPRI G DUPRIDA BRAT) () (D (M) (T) (X0 SO SO DEF ? 7593 CHAGS BODGA 6 ALY Y $ (Y N DOUR N CHERRY.C MCVEY J SHARP! (C) (T} (X) CHAOT 77483

( ) ) Records with the greatest airplay and sales gains this week @®Videochp availability. @ Recording Industry Assn. O America (RIAA) certification for sales of 500,000 units. & RIAA certification for sales of 1 million units, with additional million indicated by a numeral following the symbol. Catalog number 1s for cassette

single. *Asterisk indicates catalog number is for cassette maxi-single; regular cassette single unavailable. (C) Cassette single availability. (D) CD single availability. (M) Cassette maxi-single availabihty. (T) Vinyl maxi-single availability. (V) Vinyl single avaslability. (X) CD maxi-single availabihty.
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TITLE (Pubhsher — Licensing Org.} Sheet Music Dist. a
12 100% PURE LOVE (Basement Boys, ASCAP/C-Water,
ASCAP/Polygram Int'l, ASCAP) HL
72 5-4-3-2 (YO! TIME IS UP) (Second Generation .
Rooney Tunes, BMI/MCA, BMI/Creole Chee Chee,
Compiled from a national sample of alvpl supplied by Broadcast Data Systems’ Radio Track service. ASCAP/Sista Girl, ASCAP/Nikkian, ASCAP) HL g . . . § .
194 stations are electronically monitored 4 hours a day, 7 days a week. Songs ranked by gross impres- 100 7 SECONDS (EMI Virgin, BMI/Fiction, ASCAP) HL mgfg‘fm;xg?gaﬁ:‘g;; ﬁgcs (f'h(:lsn ag:asiasless?é’u:gﬁ ,r_?;f |Ilgoor§?n::\ér;(‘::nwtlets uhich
sions, computed by cross-referencing exact times of airplay with Arbitron listener data. This data 80 9TH WONDER (BLACKITOLISM) (Wide Grooves. T ) SoundScan
is used in the Hot 100 Singles chart BMUGitro. BMI/EMI Blackwood, BMI) HL (][ LLLL
<« | x| - == 56 ACTION (EMI Blackwood, BMI} HL x| %[ 2 > =
glu|s g |=|S 2 ALL | WANNA DO (WB, ASCAP/Warner-Tamerlane, el i R b S
|z |9 |2 |2 == = 2
S s | Timee Sl TITLE ASCAP/0ld Crow. BM/Ignorant, ASCAP/Zen Of e 5 vime - 5 Time
Z | 5| £ | armist ABELDISTRIBUTING LABEL) Z | 3 | = | ARTIST (LABELDISTRIBUTING LABEL) :'sug\'g' ﬁ(':‘AP/AImo. ASCAP/Canvas Mattress, = | 5 | = | ARTIST (LABEL/DISTRIBUTING LABEL) E = | ARTIST (LABEUDISTRIBUTING LABEL)
FAR BEHIND 79 ALWAYS IN MY HEART (Sony, BMI/Ecaf. BMI/Boobie- HOW MANY WAYS
* % NO.1 * 38140 | 16 | canLEBOX (MavERICKSIREWE) Loo. BMI/Warner-Tamerlane, BMI) HL/WBM MA*KE* o:‘EoTo 100* * 1 0 [ il s i [
I'LL MAKE LOVE TO YOU NTIL | FALL AWAY 9 ALWAYS (Polygram Int'l, ASCAP/Bon Jovi, ASCAP) HL I'LL L Y BEFORE | LET YOU GO
1| 1|12 | govziimen odorown) — Swhsatto 1| [39] 41| 25 | UNTILLEALL BN 98 AM | WRONG (Wedding Song. BMI/Irving. 1)1 [ 1] eoveimen motown Towssano 1| 39164 ) 2 | BEFOREALEIYOURO,
ALL | WANNA DO IT'S ALRI BMIFailsafe. ASCAP) WBM ENDLESS LOVE GET UP ONIT
2(2)12 SHERYL CROW (A&M} 4038110 El',fv &v%s t n?[’ﬂéws (ELEKTRA} § ANOTHER NIGHT (Copyright Control) 2|2|7 L. VANDROSS & M. CAREY (COLUMBIA) 01373 KEITH SWEAT (ELEKTRA)
8 AT YOUR BEST (YOU ARE LOVE) (Bovina, ASCAP/EMI
SECRET SOMETHING'S ALWAYS WRONG q NEVER LIE I'D GIVE ANYTHING
3) 3 | 4 | SASoNNA (MavERICKSIREWE) 41145 | 5 | 70D THE WET SPROCKET (COLUMBIA) April. ASCAP) HL 3] 4| 13| [UMATURE (Mcay 41|32 | 11 | GERalD LEVERT (EASTWEST)
WHEN CAN 1 SEE YOU BOP GUN (ONE NATION) 68 BEFORE | LET YOU GO (Donnl. ASCAP/Zomba, TOOTSEE ROLL I'LL TAKE HER
4| 4| 20| gagyrace €PIC) 42|37 [ 12 | {cE cube (pRIORITY) ﬁg%ﬁﬂ'xﬁm :di'éé:g‘:"_'};‘;; ooy 4| 3 | 18| gggovz mipan 4243 | 6 | |,"AL SKRATCH (MERCURY)
ANOTHER NIGHT HIS D.J. 40 BODY & SOUL (EMI Vi i , BMI/Shi k. BMUEMI 5 | WANNA BE DOWN LUCKY ONE
5 6 | 10| REaL MCCOY (@RiSTA) 43|42 | 18 | WaRREN G (VIOLATORRALISLAND) v,,g,-,,_:sc,pﬁ(um,e ;’:,':nu,e_ As(';%e,cu 3| 7| 6 | granpy atLanmic) 43 [ 41| 10| Kiiv GRaNT (asm)
65|23 WILD NIGHT 44469 FADE INTO YOU 84 BOOTI CALL (Donnt, ASCAP/Zomba, ASCAP/Erick Bl 4 LWAYS 45| 3 UNDONE - THE SWEATER SONG
JOHN MELLENCAMP (MERCURY) MAZZY STAR (CAPITOL) Sermon, ASCAP/MCA. ASCAP/Tadej, ASCAP/Color It BON JOVI (MERCURY) WEEZER (DGC/GEFFEN
7| 9| g | rmTHE ONLY ONE 45|51 ¢ | You GoTTA BE Funky, ASCAP/Saja. BMI/Troutman, BMI) HL/WBM 7 | 5| g | AT YOUR BEST (YOU ARE LOVE) 4 | ag | 3 | 5-4-3-2(YO! TIME IS UP)
MELISSA ETHERIDGE (ISLAND) DESREE (550 MUSIC) 31 BOP GUN (ONE NATION) (Gansta Boogie. ASCAP/WB. AALIYAH (BLACKGROUND/JIVE) JADE (GIANT)
ASCAP/Deep Technology, ASCAP/Full Keel, ASCAP) WBM
DECEMBER 1963 LUCAS WITH THE LID OFF A HERE COMES THE HOTSTEPPER WILD NIGHT
8110 | 12 | B ons oae) 46 |47 | 4 | B N A 67 g;f;rm?w" (mm:xvcmx, BMV/Saja. 8 12) 5 | INrKkaMOZE (COLUMBIA) 4636 | 19 | JoHN WELLENCAMP (MERCURY)
routman,
912 |21 | 199% PURE LOVE 47 (49| 8 | FLAVAIN YA EAR 59 BUTIT'S ALRIGHT (Famous. ASCAP) HL 9| 8|9 [ALL! WANNADO 47|54 | 6 | PLLSTAND BY YOU
CRYSTAL WATERS (MERCURY; D 5
T e T A SR e e T T
ROUND HER! 9 YEAR
10 8 | 8 | "VANDROSS & M. CAREY (COLUMBIA) 48} 59 | 20 | COUNTING CROWS (DGC/BEFFEN) & ff:uvmé)‘fwl;:'gi:‘%‘ Argc':lgugl(mom HE 10| 6 ) 14| Bavain races sporen rorrenaic ean) | | 48] 55 | 4 | DiGasLE PLANETS IPENDULUMEM)
umlz7lz STAY (| MISSED YOU) 9(56] 9 SELF ESTEEM 21 CIRCLE OF LIFE (FROM THE LION KING) 11l10/ 8 THUGGISH RUGGISH BONE 922]9 CIRCLE OF LIFE
LISA LOEB & NINE STORIES (RCA) OFFSPRING (EPITAPH) (Wonderland, BMI) HL BONE THUGS N HARMONY (RUTHLESS) ELTON JOHN (HOLLYWOOD)
12|21 | 5 | HERE COMES THE HOTSTEPPER 50| | | GETOVERIT 45 CLOSER (Leaving Home, ASCAP/TVT, ASCAP) 12| 9 | 12 | FLAVA IN YA EAR 50 | 34 | 10 | LETITGO
- INI KAMOZE (COLUMBIA] EAGLES (GEFFEN) 37 COME TO MY WINOOW (MLE. ASCAP/Almo. ASCAP) CRAIG MACK (BAD BOY/ARISTA) PRINCE {(WARNER BROS.)
AT YOUR BEST (vou ARE LOVE) IVAKI UL ANOTHER NIGHT WHAT'S THE FR Y, ?
1313 | 12 | 34 1vAH (BLACKGROUNDAIVE) stjsz|7 52}4 (NEXT PLATEAULONDONAISLAND) 89 DANCE NAKED (Full Keel, ASCAP) 1314 8 | REY wccoy aRisTA SLIEL|S | gem. (émzszn aER%%ENC e
. 15 DECEMBER 1963 (OH, WHAT A NIGHT) (Seasons.
DON'T TURN AROUND BODY & SOUL R 14 SECRET WATERMELON CRAWL
1411128 | e oF east arisTa) 32153 | 9 | ANITA BAKER (ELEKTRAY BMU/Jobete, ASCAP) WBM 14118 3 | NiAGoNNA (MavERICK'SIREWE) 52|50 | 5 [ TRacy BYRD iMcA)
el O ooe — T 21 DON'T TURN AROUND (Albert Hammond, ASCAP/WB, eT = o
15 | 14 | 32 | eliSSA ETHERIDGE ISLAND) I — | 1 | Raprina-TAY icHrYSALISEM) ::&Egﬁé‘%ﬁ?xgam Sasel 15| 13 | 10| 75 Notorious 6.6 (BAD BOY/ARISTA) 5358 | 11 | TERRGR FABULOUS (EASTWEST)
16|15 8 | CIRCLE OF LIFE 5355 7 | NEW AGE GIRL 51 DO YOU WANNA GET FUNKY (Cole-Clivilles, 6 (21| 4 | UWILL KNOW 54| 46 | 11 | THE LION SLEEPS TONIGHT
ELTON JOHN (HOLLYWOOD) DEADEVE DICK (ICHIBAN) ASCAP/Duranman, ASCAP/EMI Virgin, ASCAP) HL B.M.U. (BLACK MEN UNITED) (MERCURY) THE TOKENS (RCA)
WHAT'S THE FREQUENCY, KENNETH? 3 LANDSLIDE 3 ENDLESS LOVE (Pgp, ASCAP/Brockman, 7 PRACTICE WHAT YOU PREACH CAN YOU FEEL THE LOVE TONIGHT
10017 | 6 | REm. cwarNER BROS ) 55)1 58| 3 | SMASHING PUMPKINS (VIRGINy ASCAP/Intersong U.S.A.. ASCAP) HL 1) 24| 4 | Eiry whiTe (A&M) 55 [ 45 | 22| E\7ON JOMN (HOLLYWOOD)
STROKE YoU UP CLOSER 49 FAALLYALL (S0 So Def, ASCAP/EM Apnl, ASCAP/Ar FAR BEHIND LOVE IS ALL AROUND
18 (18|14 CHANGING FACES (SPOILED ROTTEN/BIG BEAT) 96679 NINE INCH NAILS (NOTHING/TVT} Control, ASCAP) HL 18179 CANDLEBOX (MAVERICK/SIRE/WB) 56|53 |10 WET WET WET (LONI;JON/ISLAND)
§5 FADE INTO YOU (Salley Gardens, BMI) -
NEVER LIE ACTION 100% PURE LOVE RT
19120 [ 10 | maaturE tcar 57 | 57 | 15 | Termor FaBuLOUS (EASTWEST) 30 FANTASTIC VOYAGE (T-Boy, ASCAP/Boo Daddy. 19 22 | 23 | CRysTAL WATERS (MERCURY) S5T[65/4 g(’)‘ chERéc(lz(ox)AN
0 | WANNA BE DOWN LOVE IS ALL AROUND pecarPortrai Solar. ASCAP/Cice L ASCAP) HL NONE OF YOUR BUSINESS FUNKDAFIED
20 22| 4 | BRany (ATLANTIC) 58 | 61| 15 | WET WET WET (LONDONASLAND) 26 FAR BEHIND (Skinny White Butt, ASCAP/WB. 20| 23| 15 | SRUT-N.PEPA (NEXT PLATEAURSLAND) 58 | 40 | 22 | 4 gRAT (30 SO DEF/CHAOS)
T STAND EYVa0 ASCAP/Maverick, ASCAP) WBM
i %0 TODAY VA IN YA EAR (For Y. THIS D.J. THIRD ROCK FROM THE SUN
21] 27 | 11| pRevENDERS (SIREWARNER BROS.) 99069 | 11| SmashinG PUMPKINS (VIRGIN) e %::AP/'EMI A:riL A(S&Pﬁxg::f:gﬁgf ,le . 20 [ 15| 18] WRRREN'G (VIOLATORRALISLAND) 59 | 49 [ 10 [ THIED R (EPIC) v
IF YOU GO DO YOU WANNA GET FUNKY 61 GET OVER IT (Black Cypress, ASCAP/Red Cloud, BOP GUN (ONE NATION) BACK IN THE DAY
22|16 | 26 | Jow secapa serEMD 60 [ 63 | 14 | £\ MusIC FACTORY (COLUMBIA) ASCAP/WB. ASCAP) 22[ 19| 14| ¢ cuse (rioRITY) 60 [ 44 | 23 | DAGK ans ©
LIVING IN DANGER NUTTIN' BUT LOVE 70 GET UP ON IT (Keith Sweat, ASCAP/E/A, ASCAP/WB. 5 YOU WANT THIS 1 NEW AGE GIR
8352 ACE OF BASE (AR)STA) 61/50 |13 HEAVY D & THE BOYZ (UPTOWN/MCA} ASCAP/S: ille, BMI/EMI Blackwood, BMI) HL/WBM 3 ! JANET JACKSON (VIRGIN) 6170 5 DEADEYE Elg( (I(L:HIBAN)
SHINE 82 GOOD ENOUGH (Sony, BMUTyde, BMI) HL =
24119 25 | Zo1ckECTve souL aTLanTIC) B2{72] 2 | AR O 10 HEREP(/::MEi ;;I/i HOIS(T’EP:':II; \(Ns;:daam Remi, 24)[l16)] 18] WHEN CANISEE YOU BN 60 || 3 |1y A S M oLuMEw
= ASCAP/Pine, ongitude,
YOU WANT THIS | SWEAR Y TURN THE BEAT AROUND 'TT
2539 | 3 | JANET JACKSON (VIRGINY 63 | 54 [ 28| Al7-4.0NE LITZZATLANTIC) 69 :;aﬁ‘jro:zgfn"ga"gum’:ﬁmgggm 1. 5| 27 | 4 | GlORA ESTEFAN (CRESCENY moOON) 63 (56 | 24 %%&Rﬁ'\ﬁﬁc‘&%‘; IR
TURN THE BEAT AROUND BLACK HOLE SUN ) i1, ASCA : FA ALL Y'ALL BOOTI CA
26[23 | 5 | GLORIA ESTEFAN (CRESCENT MOON) 64 [ 62 [ 23 | SOUNDGARDEN (A&M) ELHOLD m.":gm“:;":fp"" (BT 2639 [ 2 | 5 6RAT (50 50 DEF/CHAOS) 64163 | 16 | BOORETARET anrerscores
FANTASTIC VOYAGE HOW MANY WAYS 46 HOW MANY WAYS (Three Boyz From Newark, | SWEAR SHINE
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Germany Moves To Protect Authors’ Rights
Int’l Digital-Age Laws Stressed At World Congress

B BY WOLFGANG SPAHR

MUNICH—Germany’s federal min-
ister for justice, Sabine Leutheuss-
er-Schnarrenberger, has come out
in favor of improved protection for
authors, when their works are mar-
keted by third parties across nation-
al borders and in new digital media.

Opening the World Congress of In-
ternational Performing Rights Soci-
eties in Munich in September, the
minister expressed her regret that a
proposal for harmonizing authors’

royalties from private use of musie
and films within the European Union
was still being reviewed.

She went on to say that there was
“fundamental consensus that authors
should receive fair compensation for
this type of exploitation,” but feared
that this harmonization would not see
the light of day before the year 2000.

Given the possibilities of digital
communication, individual copy-
rights are endangered, she said,
quoting as an example the setup by
which a customer can individually se-

The Soul Of Cole. In a special ceremony at New York's Lincoln Center, the U.S.
Postal Service honored legendary musical artist Nat King Cole with a collectors’
edition stamp issued as a part of their “Popular Singers” series. Capitol Records
took that opportunity to herald the album “Nat King Cole’s Greatest Hits,” which
was released Oct. 18. In addition to Cole classics “Mona Lisa,” “Ramblin’ Rose, "
and “Nature Boy,” the Capitol edition includes both his original version of
“Unforgettable” and the 1993 duet remake by daughter Natalie Cole. Pictured,

| from left, are Cole’s daughters Casey and Timolin, and his widow Maria Cole.

HOME RECORDING ACT ROYALTIES

(Continued from page 5)

earnings. Those costs are estimated
to be approximately $135,000.

Major claimants in the Musical
Works Fund—ASCAP, BMI,
SESAC, NMPA/Harry Fox and the
Songwriters Guild—have not yet
reached a settlement as to how
those royalties will be disbursed.

“We haven't come to any firm con-
clusion as to who gets what yet,”
says Susan Mann, a spokeswoman
for NMPA. “The [Musical Works
Fund] monies are relatively small as
yet, and until we are able to meet
again to discuss the distribution of
funds, we will just wait. Otherwise,
we would use all the money up (in

IMAGO TRIMS STAFF

(Continued from page 12)

New singles by both artists are ex-
pected to be released before Christ-
mas, Ellis says, with the full albums
expected in January or February.

In addition to the restructuring,
Imago plans to move its headquar-
ters from its posh digs on West 57th
Street to Manhattan’s Flatiron Dis-
trict. “We’re moving downtown to a
location that is more appropriate for
the company and the style of the
company,” Ellis says. “We shouldn’t
be in midtown-we should be down-
town.”

arbitration costs).”

Under the newly restructured
Copyright Office, which no longer
has a Copyright Royalty Tribunal in
place to settle disputes, professional
arbitrators will have to be brought
in to hear testimony by claimants
who cannot negotiate successfully.
Sources say such arbitration would
cost more than $9,000 per day.

If future Musical Works Fund ne-
gotiations do not proceed smoothly,
says a source, the Copyright Office
would first use the monies in the
fund to pay arbitrators and then bill
the claimants for any further ex-
penses.

Mann, however, discounts the ru-
mors that claimants in the Musical
Works Fund are headed toward liti-
gation.

A source close to the performing-
rights groups agrees with Mann,
saying, “No way would they go to
litigation on this. The problem, in
shorthand, is that the rights groups
want to wait until the money pot
grows, because of the numbers of all
their songwriters.

“If they sent out, you know,
20,000 checks, each for a buck or
two, and it costs them, say, $7 per
check in administrative costs to fig-
ure out who gets what, it doesn’t
make much sense at this point.”

ASCAP and BMI officials were
unavailable for comment.

lect the music he or she wishes to
buy.

The German Federal Government,
she said, advocates international
copyright law capable of covering ex-
isting and future technological devel-
opments and giving the author suffi-
cient protection.

In Leutheusser-Schnarrenberg-
er’s view, this protection should cov-
er musical works and extend to in-
clude databases and other means of
storage used by modern information
technology. The Federal Govern-
ment is hopeful that initial proposals
will be submitted on this issue before
the end of the current EC presidency
next year.

The congress of the 29 national so-
cieties—which represent the inter-
ests of composers, lyricists, and pub-
lishers—was dominated by the
subject of digital exploitation of copy-
righted works.

Juergen Becker, staff lawyer at
the German authors’ rights society,
GEMA, said: “Despite the fact that it
is becoming increasingly difficult to
keep track of and monitor copying,
there is no reason to assume the im-
minent demise of copyright law. By
the same token, it’s important to
rapidly create a legal basis which al-
lows sufficient protection.”

DRUG HELPLINE ALBUM

(Continued froni page 12)

message here isn’t ‘don’t do drugs.’
It’s to say that there are people who
run these lines that you can talk to if
you need information, and who will not
be judgmental. We think dance music
is an ideal way to reach these people.”

The mix is very European in flavor,
with 16 international hits such as Ace
Of Base’s “The Sign,” Dr. Alban’s “It’s
My Life,” and tracks that have proved
difficult for other compilations to li-
cense, such as Tony Di Bart’s “The
Real Thing” and Big Mountain’s
“Baby I Love Your Way.”

The compilation also features four
European acts that are not known in
the U.K.: E-Type, Master Boy, and
Marusha from Germany, as well as
Italy’s Jovanotti.

Organizers declined to release ship-
ment figures, but sources say the re-
lease had an initial pressing of 70,000
units.

The compilations market in Europe
is vibrant, with pan-European adver-
tised collections selling several hun-
dred thousand copies. It is also a fast-
moving and competitive market. Yet
the compilers believe ‘“High On
Dance” has a chance because of its
longevity. “We believe that, because
we’ve selected classic tracks that
aren’t necessarily current hits, this al-
bum will have a shelf life of five years,
not five weeks,” says Wells-Thorpe.
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EMI’S LIBERTY, SBK IMPRINTS TEAM TO RELEASE NELSON’S STANDARDS SET

(Continued from page 1)

to return to a major (Billboard, Dec.
18, 1993).

In a complex arrangement, Nel-
son is signed to both EMI Records’
pop imprint SBK and to EMI's
stand-alone, Nashville-based coun-
try label, Liberty Records. “He’s on
Liberty and SBK because we want
to leverage the strength of both or-
ganizations,” says EMI Records
Group North America chairman/
CEO Charles Koppelman. ‘“Both
companies can explore every avenue
of retail and radio.”

The desire and ability to work
Nelson at both country and pop was
paramount when it came to finding
him a new deal, says Nelson’s man-
ager, Mark Rothbaum.

“What it came down to, quite hon-
estly, was there was a stronger
sense of commitment from.Charles
Koppelman and [Liberty president]
Jimmy Bowen than from the other
labels that were interested,” says
Rothbaum. “In the world of country
music, there is generally very little
cooperation between the parent la-
bel and Nashville, very little across-
the-board cooperation and commit-
ment. With Sony, it was clear that
we would have re-signed through
the Nashville division.”

The only connection between the
Liberty Records for which Nelson
recorded in the '60s and the Liberty
Records of today is the Statue of
Liberty logo, but Nelson is happy to
be back on the label regardless.
“Jimmy Bowen and I have been
wanting to do an album together for
a long time,” says Nelson. “Charles
Koppelman was also a fan. With
both of them, how could I go wrong?
I wasn’t strong enough to turn them
down.”

“Healing Hands Of Time,” which
features a 63-piece orchestra, was
recorded in Los Angeles in two
days, with a third day used for over-
dubs. “With that big an orchestra, I
booked four days in the studio until
I saw the cost, and I almost had a
heart attack,” says Bowen, who pro-
duced the album. “So I cut it.down
to two days. I've never seen anyone
do a better job than David Camp-
bell, who arranged the music and
conducted.”

NO BOUNDARIES

At Waterloo Records in Austin,
Texas, owner John Kunz says Nel-
son’s latest will have broad appeal.
“Willie is the consummate song-
writer/entertainer,” he adds. “He’s
one of the ones who's best able to
say there’s no such thing as a bor-
der, there are no boundaries.
There’s a real concern with all the
young country hat acts of ‘where
does that leave someone like Willie
or Waylon? But Willie, in particu-
lar, is a classic; he’s timeless.”

As Kunz points out, country radio
has somewhat abandoned artists
such as Nelson in favor of young up-
starts. Despite Nelson’s tremen-
dous career success at radio—he
has registered 114 songs on Bill-
board’s country singles chart over
the last 30 years—it has been three
years since Nelson last appeared on
the Hot Country Singles & Tracks
chart.

“I'm over 40; country radio has al-
ready forgotten about me,” says
Nelson, laughing. “If you try to do
the chart game, you're going to go
crazy. My first pop hit was ‘Blue
Eyes Cryin’ In The Rain,’ which was
a 100%-pure country song. [The pop
standards album] ‘Stardust’ was on

the country (album] charts for 10
years, and there wasn’t a country
song on there.”

Bowen stresses that his staff will
do everything to “max out the mu-
sic,” but adds, “this wasn’t an album
of, ‘Hey, guess what’s happening.
Let’s do one like that.’ It was a mu-
sical thing that I wanted to do with
Willie for half a dozen years. I got it
exactly the way I wanted, and now I
don’t really give a damn. I can’t do
anything else about it.”

‘GOING EVERYWHERE’

Despite Nelson’s assessment,
Liberty and SBK are servicing the
title track to country, adult contem-
porary, and album alternative sta-
tions the first week of November.
There is even talk of taking Nel-
son’s material to urban radio down
the road. “We're going everywhere
with this,” says Koppelman. “Willie
Nelson is a blues singer. Whether
you listen to ‘Night Life’ or ‘Funny
How Time Slips Away,’ I believe the
urban consumer will respond to
Willie.”

Although EMI execs are hopeful
that Nelson’s new album will get
airplay, they are leaving no market-
ing ploy unexplored when it comes
to making sure that the American
public knows Nelson is back in town.

For EMI Records VP of market-
ing Jane Berk, the challenge is how
to promote the record to the casual
Nelson fan. “Willie usually averages
sales of 300,000-350,000 units per
record, but ‘Stardust’ has sold more
than 5 million copies worldwide, and
I think a lot of that has to do with
word-of-mouth,” she says. “So the
initial part of our campaign is to let
everyone know the record’s there,
and it’s in the tradition of ‘Stardust.’
Why is there such a huge gulf be-
tween 5 million and 300,000? A lot of
it has to do with people not knowing
when Willie has a new record out.”

Berk says phase one of the mar-
keting effort will be a television and
radio advertising campaign, as well
as an extensive media slate that will
have Nelson on virtually every na-
tional late-night and morning-tele-
vision program, and various syndi-

cated radio shows.

A second phase, which will kick in
after the new year and is still in the
planning stages, is focused on
reaching people in the “heartland,”
Berk says. Most of the ideas center
on offering a cassette sampler cou-
pled with a discount coupon at retail
which will be available at a variety
of outlets. Berk says EMI is looking
at tying in with gas stations across
the country—where, for example,
people buying a full tank of gas
would get the sampler—as well as
giving away the cassette through a
major department store and a bud-
get, family-hotel chain in the South
Central U.S. “I'm even thinking of
doing something with Avon where if
you buy a certain product, you
would get the whole Willie Nelson
album,” she says.

ALTERNATE MARKETING
Another strategy being consid-
ered for 1995 would be placing Nel-
son’s music on in-flight programs,
and making the album available
through QVC. Nelson has used the

home-shopping channel before to
push a greatest-hits package.

Next up for Nelson will be a High-
waymen album with Johnny Cash,
Waylon.Jennings, and Kris Kristof-
ferson, which will be produced by
Don Was in November. That record
will come out only on Liberty, not
SBK.

In the meantime, Nelson is
thrilled to have recorded an album
like “Healing Hands” that places
standards he penned, such as
“Crazy” and “Funny How Time
Slips Away,” alongside great tunes
like Jerome Kern & Oscar Hammer-
stein’s “All The Things You Are”
and Irving Kahal & Sammy Fain’s
“I’ll Be Seeing You.” “To have
[songs I've written] beside these
writers is a dream that songwriters
have, that very rarely comes true,”
he says. ““I wouldn’t have thought
that, at this stage in this career, 1
could have pulled this one off.
Whether it sells or not, that’s anoth-
er story, but up to this point, I'm
tickled to death.”

VIDEO SUPPLIERS GET TOUGH ON STREET DATES

(Continued from page 6)

White.” That is an industry record,
according to Buena Vista, which dis-
tributes Walt Disney titles.

A Buena Vista spokesman says
“The Lion King” is scheduled for
spring, 1995 release.

Meanwhile, the Video Software
Dealers Assn. has established a
street-date task force with a mission
to create a list of recommendations
to help the industry manage the
problem. The group will meet with
suppliers, distributors, and retail-
ers for their input in compiling the
recommendations.

VSDA president Jeffrey Eves,
who will chair the panel, announced
its formation at the trade organiza-
tion's Oct. 14 emergency summit
meeting on the problem.

Task force members are NARM
executive VP Pam Horowitz; NAVD
executive VP Mark Engle; VSDA
board member and Sight & Sound
Distributors president Larry De-
Vuono; VSDA board member and
Handleman senior VP Dave
Stevens; Tower Video VP John
Thrasher; and Wherehouse Enter-
tainment CEO and NARM presi-
dent Scott Young.

HELP FROM NARM

Speaking to the press following
the summit, Horovitz said the music
trade has long struggled with
street-date problems.

“We discovered that part of the
solution was to look at the opera-
tional issues, which is very similar
to what VSDA is doing now,”
Horovitz said.

Part of NARM’s street-date plan
includes retail education and an in-
dustry-wide campaign called
“Break Artists, Not Street Dates”
Horovitz said.

More than 40 studio, distributor,
and retail representatives took part
in the daylong summit. Eves made
the point that the meeting “was not
a blame session.”

“All parties came with a firm com-
mitment to honor street dates,”
Eves said.

The committee’s first meeting is
scheduled for Nov. 2 in Los Angeles.
With first-quarter sell-through re-
leases just around the corner, the

task force members will have plenty
to talk about.

In addition to Buena Vista’s “The
Lion King,” New Line Home Video
will release “The Mask,” and MCA
will have “The Little Rascals.” De-
tails on both titles will be announced
by the end of the month. Buena
Vista also will throw in “Angels In
The Outfield,” according to industry
sources.

Paramount Home Video is still
deciding on “Forrest Gump,” which
may get a late-April sell-through re-
lease.

“The demographics of the title
are very strong,” says Paramount
VP of marketing Alan Perper. “But,
realistically, we have to look at
rental. Gross sales on sell-through
does not always mean success.”

Perper says the studio is not hes-

itant to release another direct-to-
sell-through title following the
“Wayne's World” disaster in 1992.
However, he points to its release
pattern with “Ghost’—which was
released as a rental in the spring of
1992 and was repriced for sell-
through by December—as a viable
“Gump” option.

“The ‘Ghost’ formula,” Perper
says, “was very successful for us.”

RIAA OFFERS HELP ON ENHANCED-CD STANDARD

(Continued from page 6)

value-added features that would ap-
peal to music buyers.

The awareness campaign, and re-
tailers’ thoughts on the new discs,
were to be topics of discussion at the
NARM Wholesalers Conference,
set for Friday (21) through Wednes-
day (26) in Phoenix.

“There will be a concerted effort
to make sure this product is one that
the music retailing community em-
braces,” Rosen says. “We want mu-
sic stores to be selling this product,
not just computer stores.”

On the standards front, the ques-
tion of the “track one” protocol is
“the first hurdle to overcome,”
Rosen says. “Track one” refers to
the placement of all computer-read-
able data on the first track of a CD,
leaving the remaining tracks free
for audio information.

Standard audio decks, however,
may attempt to ‘““read” the first
track, resulting in either noise or si-
lence; other machines skip over the
first track. The enhanced CDs carry
warnings not to play track one on

WARNER PROFITS, SALES UP IN 3RD QUARTER

(Continued from page 6)

tempt, Gold says, to reach “an aging
population” that does not frequent
music stores. As for promotional ven-
tures, he mentions the music video
channel Viva in Germany, which is a
model for a music video channel that
Warner and four other music majors
expect to debut in the U.S. early next
year (Billboard, July 9).

Time Warner’s filmed entertain-
ment unit’s performance paled in
comparison to the music division’s.
Revenues went up only 1.7%, to $1.34
billion, while operating earnings de-
clined 7.3%, to $189 million. The com-
pany stated that “prior-period com-
parisons were affected by
exceptionally strong theatrical and
home video results in the third quar-
ter of 1993, fueled by Warner Bros.’
record-setting international video re-
lease, ‘The Bodyguard.’ ”

In the third quarter this year,

Warner Home Video’s biggest hit on
the video rental and sales charts was
“Ace Ventura: Pet Detective.”

Revenues for Time Warner’s cable
TV systems were flat at $552 million
in the quarter because of the effects
of government regulation on cable
rates. The company counts 7.35 mil-
lion cable subscribers in the U.S.
Publishing revenues rose 7.7%, to
$840 million, while HBO’s revenues
climbed 12.2%, to $386 million.

Overall, New York-based Time
Warner reports consolidated rev-
enues of $4.1 billion in the third quar-
ter, 10.3% higher than in the same pe-
riod last year. The net loss narrowed
significantly to $35 million from $136
million a year ago. The stock was un-
changed on the day the results were
announced, closing at $36.875 on the
New York Stock Exchange.

audio players.

Several of these discs already are
on the market, including “Music-
Rom: Blues” from SelectWare
Technologies, and the Canadian al-
bum “Far Out” from the band Gin-
ger, on Nettwerk Records. In the
highest-profile release yet, WEA
Records will include approximately
six minutes of interactive video and
computer graphics on track one of
the forthcoming Mike Oldfield al-
bum, “The Songs Of Distant Earth,”
which will be priced as a standard
album.

An alternate approach, termed
“multisession,” is designed to inte-
grate the computer data seamlessly
into the disc so that consumers can
play the album exactly as they
would an audio-only CD.

A similar tack, referred to as “sin-
gle session’ by developer Pacific
Advanced Media Studios, was used
by co-developer BMG Australia
subsidiary Ariola Interactive En-
tertainment for the Oct. 17 release
of the CD single “Sooner Or Later”
by Sydney pop band GF4. The $5.90,
four-track disc includes video and
other information integrated seam-
lessly into the dise, according to
Chris Gilbey, managing director of
Ariola Interactive.

The PAMS technology is being
patented under the name Active Au-
dio, (Billboard, Oct. 15).

Next up for Active Audio, accord-
ing to BMG, is a DiVinyls record.

The technology will not be limited
to BMG artists, according to PAMS
and BMG/Australia.
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The dealers say,
“Put the dollars

INtO promotions,
not advertising”

The fastest way to kill a brand is to stop
a(lvertising. Do it and you're le’c’cing your dealers
get away with murder.

Adver’cising generates strong brand
awareness and builds brand preference. Such
preference is particularly critical for marketers
who have little or no control over the sales
follow-up process.

In fact, we recently found that brand
preference among l)uyers expose(l to
five pages of a(lvertising was
1.46 times higher than
among l)uyers who had not
seen any ads. For those R. l‘ P

exposed to 10 pages, brand

preference was 1.79 times

higl-xer. To 30 pages, 2.46
times higl'xer.

But the greatest results were achieved

when a(lvertising worked in sync with the sales
effort. Buyers who received a sales call and who

were expose(l to five pages of a(lvertising had a

brand preference level 3.75 times l'ligl'xer. To 10
pages, 4 times higher. And to 30 pages, 5.33
times higl'ler.

It has also been proven that a(lvertising
increases share of market. Sometl-xing from which
everyone can benefit.

Don't let someone (leep-six your brand.
For more information on how a(lvertising

affects brand awareness and preference, write
the American Association of A(lvertising
Agencies, Dept. Z, 666 Third Ave., New Yorl:z,
NY 10017-4056.

AAAA/ABP/ANA

American Association of Advertising Agencies
American Business Press
Association of National Advertisers

This advertisement prepared by Sawyer Riley Compton, Atlanta.



WASHINGTON ROUNDUP

(Continued from page 101)

spoken truly or falsely” on the air.

“We don’t ever want to be the
Federal Censorship Commission,”
he said.

However, as observers later
noted, that certainly didn't keep
Hundt from bringing up the subject
of supposed falsehoods on talk
shows, especially barbs aimed at the
Clinton administration.

Later at the convention, Rep. Xa-
vier Becerra, D-Calif., said he felt

there was a“storm brewing” on Ca-
pitol Hill because of some talk-show
hosts who are seen as spreading
“untruths.”

In his speech, Hundt also stressed
the need for more minority and fe-
male representation in radio, and
cited figures to reinforce his point.
While women account for 46% and
minorities, 23% of the national
workforce, they represent just 33%
and 13%, respectively, of radio sta-
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tion officials and managers, he said.

NO TO FAIRNESS DOCTRINE?

While commissioners Rachelle
Chong and Susan Ness had no on-
the-record comments on re-imposi-
tion of the Fairness Doctrine, com-
missioner Andrew Barrett didn't
mind quipping, “I don’t necessarily
have an open mind for re-imposi-
tion.”

On the subject of FCC fines and
enforcement, all of the commission-
ers gave broadcasters hope that the
commission might soon take an-
other look at rules and fines govern-
ing EEO recruiting efforts, espe-
cially such contentious issues as
recruitment in smaller markets.

Unchanging, though, is the com-
mission’s efforts to force broad-
casters’ EEO efforts to become not
simply adequate, but “beyond ade-
quate,” as commissioner Barrett
said.

RENEWAL CHALLENGES

FCC senior staff at the show
warned attendees that as the station
renewal application cycles kick in
again in mid-'95, challenges might
come with them, based on charges of
violating of the FCC’s leasing agree-
ment/local marketing agreement
rules.

“Get prepared now,” said FCC
mass media chief Roy Stewart, who
warned that “there could be trouble
for you” if challenges come and sta-
tions haven't followed FCC rules on
main studios, station files, and full-
time staff.

“I'm not going to listen to argu-
ments [from station owners] that
these responsibilities for these rules
were contracted” to another party,
Stewart warned.

On the lawmaker panel, Rep. Car-
los Moorehead, R-Calif., the rank-
ing minority member of the Com-
merce Committee and a 22-year
House veteran, officially pro-
nounced the 103rd Congress “one of
the least productive since I've been
in Congress.” He also praised the
“quality people” on the NAB'’s lob-
bying staff.

Moorehead warned broadcasters
that the recording industry’s per-
formance right bill would be back in
the 104th Congress. But both he and
Becerra, a member of the Intellec-
tual Property Subcommittee, also
said that the radio and recording
industries should try once again to
work out a compromise agreement
that would exempt traditional
broadcasters from upcoming per-
formance right legislation. “Few
members of Congress care or have
any intelligent idea of what intellec-
tual property is,” Becerra said, nor
have they studied the arguments on
why the copyright law might need to
be revised in the digital age.

EXPANDED AM STATIONS NAMED

While the NAB convention was
going on in Los Angeles, back in
Washington, D.C., the FCC re-
leased a list of 79 stations that will
be given the opportunity to migrate
to the expanded AM band (1605-
1705 kHz). That list was narrowed
down from hundreds of applicants
for the expansion. The FCC chose
the stations whose moves from the
existing AM band would result in
the greatest interference reduction
on that band.

The list is still subject to petitions
for reconsideration and related
FCC procedures.

ALBUM REVIEWS

(Continued from page 74)

syndrome thanks to her distinctive voice,
and thanks to creative arrangements that
push the boundaries of the original
songs. Acoustic instrumentation
accompanied by select programming
make for adult-hip listening on “Thrill Is
Gone” and “I Don’t Care Who Knows
(Baby I'm Yours),” while three-piece
instrumentals like “Tenderly” and
“Angel Eyes” shine. Flack succeeds in
delivering these tunes in a jazzy,
improvisational style without robbing the
original works of their essence.

DANCE

P> REEL 2 REAL

Move It!

PRODUCERS: Erick “More” Morillo, Ralphie “Boy” Muniz
Strictly Rhythm 314

Popular underground duo makes its full-
length debut with a solid set that blends
the best elements of the house and
reggae idioms. International hits “I Like
To Move It” and the more recent “Can
You Feel It” kick with hard and
aggressive percussion and rapid-
tongued toasting that is positively
irresistible. With an ardent club
following already in place, the next step
is radio acceptance—which this act more
than deserves.

JAZZ

P> JAMES CARTER QUARTET

On The Set

PRODUCERS: Kazunori Sugiyama & DIW

DIW/Cotumbia 66149

Auspicious debut for tenacious young
tenor Carter, whose raw, Shepp-like tone
has beefed up the ensembles of Wynton
Marsalis, Lester Bowie, Julius Hemphill,
and others. A vigorous player with more
than a couple Rollinsesque musical jokes
up his sleeve, Carter grunts the hard
blues on “JC On The Set,” while the
rolling “Baby Girl Blues” finds him in a
more Sonny disposition. Standards
include a bracing, out-of-the-chaos
version of “Caravan,” a lilting, dreamy
take on Sun Ra's “Hour Of Parting,” and
a straightforward “Sophisticated Lady,”
with Carter’s broad, romanticized tones
grazing parody at times.

Y DAVID KIKOSK!

PRODUCERS: David Kikoski & Michael Caplan
Epicure/Epic 64441

The bright, agile stylings of young jazz
piano talent Kikoski are the opening
salvos from Epic’s new Epicure label. In
a fine, traditional-trio set that features
ace drummer Al Foster, highlights
include such Kikoski-composed themes
as the dramatie, dynamic “The Shadow,”
the freestyle “Spacing,” the breathless,
neo-classically inflected “B Flat Tune,”
and the darkly rhapsodic “7/4 Ballad.”
Also features enjoyable treatments of
Coltrane’s “Giant Steps” and the Kern/
Gershwin tune “Long Ago And Far
Away.”

NEW AGE

P> CRAIG CHAQUICO

Acoustic Planet

PRODUCERS: Craig Chaquico & Ozzie Ahlers

Higher Octave 7070

Best known for slinging electric leads
with the Jefferson Starship, guitarist
Craig Chaquico follows up his 1993 album
“Acoustic Highway” with another
instrumental effort. However, the
production techniques, keyboards, bass,
and electronic drum pads make this
album far from “unplugged.” Chaquico
writes open melodies couched in fancy
picking on “Native Tongue” and
“Gathering Of The Tribes,” but he's often
undermined by pedestrian drumming.
His rendition of Starship’s hit “Find Your
Way Back” provides a contrast to his
other, more intricate melodies.

WORLD MUSIC

MALEEM MAHMOUD GHANIA WITH PHAROAH
SANDERS

The Trance Of Seven Colors

PRODUCER: Bill Laswell

Axiom 314.524 047

On this, the most compelling of his
several African field recordings,

producer/label chief Bill Laswell
documents a magical collaboration
between Gnawan master musician
Mahmoud Maleem Ghania and free-jazz
sage Pharoah Sanders. Hardly worlds
apart, Sanders’ tenor saxophone
improvisations mesh intuitively with the
dark interpretations of traditional
Gnawan trance music. Channeling the
pure, powerful spirit of John Coltrane as
much as the sounds of mystic Africa, the
pair bridge the continental divide to
speak a universal language.

LATIN

Y BOY THODE

El Canario Presents

PRODUCERS: various

Mat 001

While the Antillean isle Curagao is hardly
known for producing Latino tropical
stars, veteran sonero José Alberto “El
Canario” has dug up a vocal diamond in
the rough whose raspy baritone powers
hard-swinging salsa numbers and
pleasant, slower-tempo entries. Radio-
friendly album contains hit singles in
three tropical genres: salsa (“No La
Nombres”), merengue (“Que Siga La
Vida™), and bachata (“No Sé Por Qué™).
Contact: 212-928-7590.

ROY TAVARE Y EL CLAN DE LA FURIA

Doit...

PRODUCERS: Roy Tavare, Bienvenido Rodriguez
Karen/BMG 21394

Intriguing second set by handsome,
twentysomething vocal trio from the
Dominican Republic features a tropical
potpourri of genres, ranging from rock-
laced merengue/rap to gently percussive
bachata. Merengue/rap first single
“Hazlo Asi” and slinky funk thumper
“Esa Mujer” may click at pop/tropical
outlets, but best single picks are
merengue stompers “Amor Mio” and
“Me Voy De Bebida,” plus romantic salsa
track “La Colmé De Besos.”

CONTEMPORARY CHRISTIAN

A STEVE TAYLOR

Now the Truth Can Be Told

PRODUCER: Steve Taylor

Spamow 1454-1455

Two CD-set chronicles the Sparrow
career of contemporary Christian music’s
still-reigning iconoclast, premiere
lyricist, and—as this compilation amply
shows—a pretty fair rock’n’roller as well.
The brilliant, disturbing, biting, ironie,
sometimes outright funny lyrics tend to
overshadow the melodies, but classic
tunes like “This Disco,” “On The Fritz,”
and others show Taylor's true genius.
Also included are tracks from Chagall
Guevara, a couple of unreleased tunes,
and an inventively wacky reading of
“Winter Wonderland.”

RESOLUTION

PRODUCERS: Scott Blackwell & Greg Hobgood

N'Sout 9905

Another house-happy entry from Scott
Blackwell's House Of Dance, Resolution
combines dance-oriented (we would have
called this disco in a simpler time) songs
with quirky, challenging lyrics. Synth-
meisters Calix Reneau and Gary Scott
shine on the toe-tapping covers of Larry
Norman’s “Watch What You're Doing”
and on an easy-going reading of
Squeeze’s “Tempted.” And yes, the lyrics
are overtly evangelical.

CLASSICAL

KRONOS QUARTET

Night Prayers

PRODUCERS: Judith Sherman, Kronos Quartet

Elektra Nonesuch 79346

Ever exploring, Kronos here convenes a
recital of new music from the East—
work of composers from Armenia,
Uzbekistan, Georgia, and other former
Soviet states—juxtaposing the sacred
with the secular, folk tradition with high
art. Focal points on a dark, demanding
release include Giya Kancheli’s furiously
introspective title composition and
soprano Dawn Upshaw’s heart-rending
contribution to Dmitri Yanov-Yanovsky's
“Lacrymosa.”

BILLBOARD OCTOBER 29, 1994

105



Radio

Minority Broadcasters May Get 25/25 Cap;
Revenues Growing At Double-Digit Rates

DURING THEIR MONTHLY
meeting, FCC commissioners voted
unanimously to look into allowing mi-
nority broadcasters to own up to 25
FMs and 25 AMs, compared to the 20,
20 cap now in effect for all other
owners. The move would have a prece-
dent. Years ago, when the station cap
stood at 12/12, minority owners were
allowed to claim 14/14. The question to-
day, with limited funds available to mi-
nority investors, is who could possibly
take advantage of the expanded 25/25
rules. The commission will look into
that quandry.

Meanwhile, the Radio Advertising
Bureau reports that radio revenue con-
tinues to grow at double-digit rates.
Combined local and national revenues
were up 13% in August over the same
month last year. That figure is based
on 4 12% gain in local revenue and a
15% national revenue boost.

In year-to-date figures through the
end of August, combined revenues
were up 12% over the same period in
1993, thanks to a 12% local jump and
4 13% national revenue gain.

PROGRAMMING: CHANNEL X AXED

WILIX Jacksonville, Fla., VP/GM
Jim Jerrels and OM/PD Keith Clark
are out, as the station which pioneered
the alternative/rap hybrid format,
“Channel X,” flips to mainstream
R&B. In a media release, Clark says
the format change was made by the
bank receiver for the property, and
that “speculation is [that| there are
new owners in the wings with wishes of
an urban-formatted radio station in the
market.”

Acting GM Sandy Rockwell could
not be reached for comment.

KAMX Albuquerque, N.M., flipped
from AC to Jacobs Media's modern
rock format, “the Edge,” Oct. 20. The
station is “jock free” for the moment,
says PD Michael Blade.

In the days before the switch, the
station temporarily adopted an *all
sound effects™ format. “We played ev-
erything from the sound of a cow to a
moose in heat,” says Blade, who adds
that the most requested sound was that
of a human burp.

KNIX Phoenix PD Brad West exits
as the station shifts its target demo

from 25-44 to 25-51. No new PD will be
hired in the immediate future, accord-
ing to general program manager Larry
Daniels. Instead, the station is looking
to fill a newly ereated APD slot.

KNIX afternoon hosts John Mi-
chaels and Bobby Lewis shift to
mornings as Hawk Harrison and
Marty Hunter exit. Late-morning jock
George King shifts to afternoons, and
morning show producer Dave Crosier
adds the late-morning shift.

KACE Los Angeles flips from R&B

YOX

mm JOX

by Phyllis Stark
with reporting by Eric Boehlert
and Brett Atwood

adult to R&B oldies. The station will
play classic R&B hits from the '60s and
*70s and will aim at a slightly older
demo, according to GM Howard Neal.
No staff changes were involved.

KYLD/KYLZ San Francisco PD
Rick Thomas exits and has not been
replaced ... KING-AM-FM Seattle
VP/GM Jack Swanson rejoins KGO/
KSFO San Francisco for OM duties,
replacing Ken Beck, who exited.

WRIF Detroit PD Greg Ausham
exits.

Former WIPNT Chicago program-
mer Michael Spears has been named
operations director at KRLD Dallas
and the Texas State Networks.

Afternoon jock Steve Slaton adds
PD duties at KZOK Seattle.

Longtime oldies outlet WJDM New
York flips to Spanish.

WJIPC-FM Chicago has applied for
the new calls WEJM.

WMIC Long Island, N.Y., PD/after-
noon driver Jack Kratoville exits to
become MD at WMGK Philadelphia.
He replaces PPeter Smith, who is now
PD at WVEZ Louisville, Ky.

Former KIIS Los Angeles APD

NAB ATTENDEES STEP INTO HOTEL HELL

(Continued from page 100)

ing a host rail about “all the faggots”
in the city, along with welcoming a cal-
ler who complained about the “‘dark
meat” in town.

“In 1994, appealing to fear works . ..
But if we can't police ourselves, some-
one else will,” warned Swanson.

During a panel that dealt with the
potential legal liabilities of on-air an-
ties, six legal experts reviewed two po-
tentially libelous radio broadcasts.

One promotion, held on National
Secretaries Day, invited jaded secre-
taries to share their bosses’ most evil
and embarrassing characteristics. If
the caller revealed the boss's name, he
or she won a pair of concert tickets.

The other on-air tape involved a
phone prank that misfired. A morning
show DJ, claiming to be a city worker,

woke up 4 man and informed him that
his car had been illegally parked and,
consequently. impounded and de-
stroyed.

“If 4 talent acts on its own, that does
not get the owner off the hook,” said
Charles Sennett, Tribune Broadcast-
ing senior counsel of legal affairs.
“Management is legally responsible for
making sure that the rules are ob-
served. The best solution is prevention.
Stop the on-air talent from doing some-
thing stupid before they do it.”

FCC senior adjuster Jane Mago re-
minded attendees that it is illegal to
tape a confidential conversation with-
out the consent of both parties. In Cali-
fornia, a call is “confidential” if only
one party says he believes the call to
be private, she said.

Gwen Roberts joins KCLX-FM San
Diego in the newly created operations
director slot. Roberts rejoins former
KIIS staffer Jack Silver, who is PD at
the station.

Dave Dunkin joins KLOU St. Louis
as PD, replacing Doug Wilson.
Dunkin previously was group PD at
Shockley Comimunications.

WSSF (Soft 104.3) Baltimore flips
from soft AC to 'T0s-based oldies as
“the Colt.”

JJ. Quest is the new PD at WZIM
Cleveland, replacing Jerry Mac, who
remains in middays for now. Quest ar-
rives from WRQN Toledo, Ohio, where
he was station manager.

KDYL Salt Lake City has a local
marketing agreement with crosstown
KOVO and simulcasts its adult stand-
ard format there.

WGLD Greensboro, N.C., flips calls
to WWWB-AM and switches from
adults standards to N/T.

KXL-FM Portland, Ore., flipped
from hot AC to "T0s-based oldies Oct.
18. Crosstown KKSN-FM morning
host John Williams joins KXL-FM for
the same duties. Also, WCKG/WYSY
Chicago PD Mike Dirkx exits to join
KXL-AM as OM.

Tony Dee is out as PD at WLUM
Milwaukee. APD Bruce Bunce takes
over as acting PD, while Bill Gamble,
PD at WKQX (Q101) Chicago, signs on
to consult WLUM.

WAUK Milwaukee flips from satel-
lite country to sports.

KHTK Sacramento, Calif., picks up
the syndicated “Fabulous Sports
Babe” show in middays.

WRYVF Columbus, Ohio, flips calls to
WLLD, while WYMJ Dayton, Ohio,
picks up the WRVF calls ... WTVN
Columbus OM Bobby Ilatfield is out
and has not been replaced.

Interim OM Dary! O’Neal adds
those duties officially at KUTZ Austin,
Texas, replacing Malcolm Ryker, now
at KNAC Los Angeles. O'Neal had
been promotion director.

At WFBC-AM Greenville, S.C.,
morning host Russ Cassle has added
interim PD duties. He takes over for
Mike Gallagher, now at WGY-AM
Albany, N.Y.

KEZL Fresno, Calif., production di-
rector/afternoon host Mike Vasquez
adds PD duties, replacing J. Weiden-
heimer, who exits. Morning news re-
porter Jenifer Wilde is now solo in
mornings, as the station drops the syn-
dicated Mark Thompson and Brian
PPhelps morning show. Late-nighter
Leslie Davis shifts to middays.

Album rock WRKU Youngstown,
Ohio, picks up ABC/SMN’s classic rock
format in every daypart but after-
noons, where it remains local. Former
PD John Thomas is now hosting mid-
days at new sister station WICT (Cat
Country). Former WRKU midday host
Lisa Lyons moves to aftermoons there.
Night jock Terry Ford moves over to
that shift at WICT. The rest of the
Jjocks are out.

WYMY Lynchburg, Va., flips from
Major Networks’ country format to a
simulcast of local marketing agree-
ment partner WLQE, which programs
ABC/SMN’s adult standards format,
“Stardust.” WLQE has an option to
purchase WYMT.

cently stepped down from the board.

AM-FM, for an undisclosed price.

KAMX-AM-FM, for $1.6 million.

newsline...

JEFFREY SHERMAN, COO of Bloomingdale’s, has been elected to Infinity
Broadcasting Corp.’s board of directors. He succeeds 0.J. Simpson, who re-

CLEAR CHANNEL COMMUNICATIONS has filed with the FCC to acquire an 80%
interest in a partnership to own KPRC/KSEV Houston for an undisclosed
price. Current owner Sunbelt Broadcasting will retain a 20% interest in the
stations. Clear Channel already owns crosstown KBXX/KHYS. At the same
time, Clear Channel is selling KALO Beaumont, Texas, to Faith Broadeasting
for $450,000. Also, Clear Channel has applied to list its common stock on the
New York Stock Exchange, and hopes to begin trading there Nov. 4.

OTHER STATION SALES: KKCD Omaha, Neb., from Vantage Communications
to WTM.J Inc., which is also in the process of purchasing erosstown KEZO-

SALE CLOSINGS: WBZT/WIRK West Palm Beach, Fla., from Price Communi-
cations to American Radio Systems for $22.5 million; KKJY Albuquerque,
N.M,, from MBC Southwest to Bengal Communications, owner of crosstown

CHANCELLOR BROADCASTING has completed its $150 million acquisition of 11
stations from American Media Inc. The stations are in Cincinnati; Minneapo-
lis; Long Island, N.Y.; Riverside, Calif.; Orlando, Fla.; and Sacramento, Calif.

NETWORK NEWS: R.I.P. “KOOL GOLD”

ABC Radio Networks and Compass
Satellite will pull the plug Dec. 31 on
the syndicated oldies format “Kool
Gold,” which was produced by Com-
pass and distributed by ABC. The two
affiliates owned by Compass, KOOL-
AM Phoenix and KCBQ-AM San
Diego, will continue to program the
format locally.

Dick Clark will move his syndicated
show, “Dick Clark’s Rock, Roll & Re-
member,” from Westwood One to his
new company, United Stations Radio
Networks, beginning Jan. 1, 1995,
United Stations also will launch a three-
hour AC show, “The Dick Clark U.S.
Music Survey,” beginning Jan. 15, 1995.

Plans to syndicate Matt Siegel’s
WXKS-FM (Kiss 108) Boston morning
show are now in the “embryonic
stages,” according to GM Matt Mills.
For now, the plan is to put four hours
each morning up on the satellite in
early '95. Whether the station or a
third-party syndicator will handle the
show is still up in the air.

PEOPLE: SHANE NEW Z100 MD

Andy Shane has been upped from as-
sistant MD to MD at WHTZ (Z100)
New York, replacing former APD
Frankie Blue. Also, staffer Chris
“AxI"" Nemetz has been named assist-
ant MD.

At WQUE-FM New Orleans, mid-
day host LeBron Joseph adds APD
duties. Evening sidekick Wild Wayne
takes on full-time night duties.

WWEKA Orlando, Fla., MD Scott St.
John exits for Patriot Records.

WBSS (Boss 97) Atlantie City, N.J.,
MD/air personality Alan Fox exits.

WYNY New York picks up the syn-
dicated overnight show “After Midnite
With Blair Garner.” Former overnight
jock Joe Marino is looking for a new
gig and can be reached at 201-339-8609.

KGSR Austin, Texas, morning host
Kevin Connor joins KXOA-FM Sacra-
mento, Calif.,, for the same duties, re-
placing Mark S. Allen, now at cross-
town KSFM, KXOA'’s sister station,
KQPT, nabs crosstown KRAK week-
end host Lee Pitt for mornings, replac-
ing Bob Keller, who exits.

WWKX (Kix 106) Providence, R.I.,

has an opening for a night jock. Send
T&Rs to PD Scotty Snipes.

Research department staffer Marc
Hilsenrath is upped to research direc-
tor at WPLJ New York, succeeding
Adam Goodman, now at WZMX Hart-
ford, Conn.

Jim Fraser joins CJJR Vancouver,
B.C., as morning host. He arrives from
crosstown CKWX. Former crosstown
CKLG staffer Tamara Stanners joins
CJJR as morning co-host.

Linda Cobble, KSSK Honolulu’s VP
of community affairs and news opera-
tions, adds ND duties. Part-timer Dave
Curtis is upped to newsroom manager
and 10 a.m.-4 p.m. news anchor at
KSSK.

KITS (Live 105) San Francisco
morning host Alex Bennett has
branched out to video games. Bennett
provides the voice for the “Star Base
Commander” in the new Crystal Dy-
namics 3DO game, “Star Control I11.”
The game hits retail this month.

Finally, we're very sorry to report
the Oct. 17 death of WUSN Chicago
morning co-host John Katzbeck, due
to a brain aneurysm. Katzbeck, 29, is
survived by his wife, Leslie, and 7-
month-old daughter, Maxwell.

MODERN ROCK LAUDED

(Continned from page 100)

that a show needs to have a local success
story to be considered for syndication,
Korowitz's “Modern Rock Live” is an
example of a major-market-talent
host—former WDRE Long Island,
N.Y., PD Tom Calderone—helping to
pique station interest.

The bottom line in trying to get a
show syndicated is that it is neither easy
nor cheap, panelists agreed. In fact,
Korowitz said, it's a 10-15-person job.
The Rev. Earl Jackson, who bought his
own satellite operation, Star Talk Net-
work, to syndicate his “Earl Jackson
Across America” show, said those
thinking they can get rich quick should
think again.

“It’s a tough business,” said Jackson.
“If you're thinking you're only gonna do
radio, you have to do other things as
well.”
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IKE MANY OF HER compositions,

Sarah McLachlan’s dreamy tonic “Good

Enough,” from her latest Arista release,
is a song that, even after it was completed, took
some time to come into focus. “Good Enough” is
No. 16 on the Modern Rock Tracks chart.

“That song was actually one of the most
ambiguous to me, for the longest time, of what it
actually meant,” she says. “Lots of times [a new
song] will feel right, and I'll leave it at that, not
really knowing what it means and where it
comes from. And this is one of the songs. I have
learned a lot from it in different ways.”

For some songs, “I need to go through some-
thing in my life before I'll be able to understand
it, before I'll be able to finish it. Somehow, some
little line will relate to my life, and all of a sud-

Billboard..

den it makes sense, where before it didn’t. The
songs on this record are definitely stepping
stones to learning a lot of different things. And
the nice thing is, I'm still learning from them.”

ey

As for “Good Enough,” which came into focus
for McLachlan about a year ago, the fictional tale
is about “how people can get out of touch with
themselves and the people they have relation-

Somehow, some
little line will
relate to my life,
and all of a sud-
den it makes

FOR WEEK ENDING OCTOBER 29, 1994 Blllbwrd’»

BY ERIC BOEHLERT

ships with. And [it’s about] the patterns that are
created,” such as the ones between abusive par-
ents and children, or between lovers. “If there’s a
bad pattern happening, someone has to be strong
and try to break that, or it’s just going to contin-
ue. And that’s the outsider kind of stepping in
[during the song’s chorus] and saying, ‘Well, I can
show you there’s something different than this if
you let me.'”

McLachlan’s narratives can be tough to follow.
“Definitely,” she says. “And that’s by design. Not
to be clever or intricate, it just kind of happens
that way. Part of it is meant to be [unclear]
because I don’t want to be too obvious.
Sometimes, unfortunately, I become too un-obvi-
ous. But I do that when I'm not sure what I'm try-
ing to say, at least when I'm writing it.”

FOR WEEK ENDING OCTOBER 29, 1994

Week of October 9, 1994
: : TRACK TITLE ARTIST 2l|e TRACK TITLE ARTIST .
=i § ALBUM TITLE (IF ANY) LABEL/DISTRIBUTING LABEL ~E|SE |2 | £3| asumMTiTLECF ANy LABELDISTRIBUTING LABEL g V'l Make Love To You / Boyz I} Men
Endless Love /
*x *NO. 1xx % ** *NO. 1% & » Luther Vandross & Mariah Carey
1 1 1 11 INTERSTATE LOVE SONG 7wisatNo.1 & STONE TEMPLE PILOTS 1 2 2 5 ZOMBIE 1 weekatNo. 1 & THE CRANBERRIES @ Un Homme Et Une Femme / Clementine
i3 ALLANTIC SN D ARe ' @ Motherless Child / Eric Clapton
9 GALLOWS POLE & JIMMY PAGE & ROBERT PLANT WHAT'S % ? EM,
(2)| 3 | — [ 2 | NOQUARTER, IMMY PAGE & ROBERT PLANT (UNLEDDED) ATLANTIC 2|1 1| mtra g e e s w,,,;',,g, ERcMs © Love Is All Around / Wet Wet Wet
| 2 2 6 WHAT'S THE FREQUENCY, KENNETH? ®REM. 3] 4 | 19| 3 | ABOUTAGIRL ® NIRVANA ® Lucky One / Amy Grant
9 MONST WARNER BROS. MTV UNPLUGGED IN NEW YORK DGC/GEFFEN @ Hey Now (Girls Just Want To Have Fun) /
* * * AIRPOWER * * * 4 3 3 11 | INTERSTATE LOVE SONG & STONE TEMPLE PILOTS Cyndi Lauper
_ PURPLE ATLANTIC .
4 B GET OVER IT & EAGLES ® Mickey Mouth / Oulfer
— 2 2 HELL FREEZES OVER GEFFEN | 5 6 5 13 sSNEALSE ESTEEM & OFFS’:STI:‘PS ® Live Forever / Dasis
S .5- 4 6 10 SUEPlEIl';UngOBV%‘CK DAYS SOUNDGARDAE&E 6 5 4 10 FEEL THE PAIN & DINOSAUR JR @ When We're Makin Love /
— BT P T ——— WITHOUT A SOUND SIRE/REPRISE Opaz Featuring Ray Hayden
) ABOUT A GIRL & NIRVANA
(6)] 8 | 2 | 3 | v UNPLUGGED INNEW YORK DGU/GEFFEN | 7 | 9 [ Al SUFERNOVA A Rt © Good Times / Edie Brickel
TORE DOWN ERIC CLAPTON - . @ At Your Best {You Are Love) / Aaliyah
1L 515 L8| croumecun owoweermse | [(8)| 12 | 38 | 3 | LANDSLIDE SMASHING PUMPKINS | | G et o Gone amarow
R 1AM 1 & QUEENSRYCHE - .
8)| 12 2 | PROMISED LAND £ 9| 11| 15| g | WELCOME To PARADISE GREEN DAY @ Hungah / Karyn White
9 6 4 14 HOLD MY HAND & HOOTIE & THE BLOWFISH DOOKIE REPRISE @ Sweets For My Sweet / C.J. Lewis
CRACKED REAR VIEW ATLANTIC | 10 10/ 10 g | SEETHER & VERUCA SALT @ Letitgo/ 4+
10 7 3 15 YOU GOT ME ROCKING @ ROLLING STONES AMERICAN THIGHS MINTY FRESH/DGC/GEFFEN @ All | Wi /Shery!
YO0D00 LOUNGE RN | T8 | 6 | 11 | TALONE  LIVE e
anl u 9 10 | BASKET CASE ¢ GREEN DAY THROWING COPPER RADIOACTIVEIMCA @ Bird Of Paradise / l2it
DOOKIE REPRISE 12| 9 | 13| 9 | SOMETHING’S ALWAYS WRONG® TOAD THE WET SPROCKET B La La (Means 1 Love Youl/
* % * AIRPOWER * * % DULCINEA COLUMBIA Swing Out Sister
7 A CONSPIRACY o THE BLACK CROWES 13)| 17 | 2% | 4 [ SWEETJANE COWBOY JUNKIES | | @ Shine/Aswad
NEW ) 1 NATURAL BORN KILLERS NOTHING/INTERSCOPE -
AMORICA AMERICAN/REPRISE MOCKINGBIRDS RANT @ Biggest Part Of Me / Take 6
13 10| 8 | 28 | FARBEHIND ® CANDLEBOX W | 14| 1817 | v ioemoon ¢ GRANTLEE BUFERLO | | @ swoke You up / changing Faces
NDLEBOX MAVERICK/SIRE/WARNER BROS. = . 3
HIGH HOPES  PINK FLOYD 15)| 22 | 32 | 3 | DOLLPARTS L LD
14 9 7 10 | e DIVISION BELL COLUMBIA LIVE THROUGH THIS DGC/GEFFEN @ Every Day The Same / China Crisis
15| 13| 17| 4 | COMING DOWN (DRUG TONGUE) & THE CULT 16)| 21 [ 22 | g | SOODENOUGH UG GO ) ® Gotta Work / Masters Of Funk
THE CULT BEGGARS BANQUET/SIRE/REPRISE | FADE INTO YOU * MAZZY STAR @ Don't Call My Name / King Of Hearts
(6)| 16 | 18 | 6 %:Rléelmgco»m ww’,vg{}’cﬁ W B3] 8 [ M| omononrmarimenr see CAPITOL @ Word Up/ Gun
COME OUT AND PLAY & OFFSPRING 18 19 27 SUPERSONIC & OASIS @ Na Estrada / Marisa Monte
1711510 )16 | cuasu EPITAPH > | oereLy wavee EPIC @ stay (I Missed You) /
18 | 1 | 1z | 21 | VASOLINE o STONE TEMPLEPOTS | [ 19 | 15 | 11 | 12 | SOMETIMES ALWAYS @ THE JESUS AND MARY CHAIN Lss Lo & Nin S
Tl » ” 5 SEALF ESTEEM ® OFFSPRING 20 16 ; 17 | BASKET CASE ® GREEN DAY ® What's The Frequency, Kenneth? /
a9 SMASH EPITAPH DOOKIE REPRISE REM.
20 [ 22| 23| 7 | ALUSONROAD @ ence Ol 21 | 20 | 12 | 16 | ALL1WANNA DO & SHERYL CROW @ Izit Everywhere Part 2/ lzit
Ym I T TUESDAY NIGHT MUSIC CLUB ASM ®p 0f The Load / Pink Cloud
) LEDBETTE A LUCAS WITH THE LID OFF & LUCAS G i
@[5 |59 AT T AT =~ CLARE;IE 2)A 5|5 | eacenmme BIG BEAT/ATLANTIC Q; :‘Th: R:f ':_l K“/"Tm: oo "
2|13 UNDONE - THE SWEATER SONG & WEEZER (SURUShE HROYD /1 ag Ko Unukl
::‘INENI::OBPOG;ITQRSI o C‘"RG'N 3 2% 2 16 WEEZER DGC/GEFFEN ® Do You Wanna Get Funky /
23| 2 | 20 | 10 | EVERYBODY sl 24 | 18 | 16 | 9 | YOUR FAVORITE THING ® SUGAR € &C Music Factory
',—ﬁ | 32 | 39 3 | DANCE NAKED & JOHN MELLENCAMP — ;5 lal;i‘;?EEASV LISTENING RY;JD"’L ® Just Missed The Train / Oanielle Brisebois
(2 DANCE NAKED MERCURY %)| 34 4 [ ¢ SOUNDGARDEN ® 0o It Again / Paul Hardcastle
@) » 2 | SOMETHING'S ALWAYS WRONG & TOAD THE WET SPROCKET 25| NEws | 1 | CANTEVENTELL S SOOCTSTION @ Bresking Away / Jaki Graham
BONECRUSHER SOULHAT B — "CLERKS" SOUNDTRACK COLUMBIA @ | Wanna Be Yours / Trellini
2 (29| 27 7 | GooD TO BE GONE EPIC (| 30 | 30 6 AAN%ELRlICAANM ek AR * DA?R/; @ Fire On Babylon / Sinead 0'Connor
BLACK HOLE SUN ¢ SOUNDGARDEN L S i
2] 211915 | surerumoonn s | [28)] 31 | 31 | 4 | COMING DOWN (DRUG TONGUE) ® THE CULT gg::: o o
28 18 1 16 RAIN KING COUNTING CROWS THE CULT BEGGARS BANQUET/SIRE/REPRISE 4
AUGUST AND EVERYTHING AFTER DGC/GEFFEN 29 | 28 | 23 | 16 | FAR BEHIND & CANDLEBOX @ 2o Laret/ Stone Age
29 27 2 9 PLANET CARAVAN & PANTERA CANDLEBOX MAVERICK/SIRE/WARNER BROS. @ Laid Back / Zachary Breaux
FAR BEYOND DRIVEN EASTWEST 30 25 20 ) 16 EINSTEIN ON THE BEACH COUNTING CROWS @ I'll Be Around /
,@ 33 34 5 UNDONE - THE SWEATER SONG & WEEZER DGC RARITIES VOL. 1 DGC/GEFFEN -
WEEZER DGC/GEFFEN 3l P " i FELL ON BLACK DAYS SOUNDGARDEN Russ Freeman & The Rippingtons
3 191 13| 12| MAMA'S FOOL TESLA SUPERUNKNOWN AN @ I | Ever Lose This Heaven / Workshy
BUST A NUT GEFFEN @ Vem Vet/ Li |
VASOLINE & STONE TEMPLE PILOTS em Vet/ Lisa Ekdah|
(3| 39 | 32 | 5 | STONE COLD HEARTED BLOODLINE QD] 3% | 36 | 20 | JoF U .
— BLOODLINE BAD REPUTATION & FREEDY JOHNSTON ®T
33 | 30 | 30 [ 25 | VSTAY Away # ALICE IN CHAlNS 33| 35 [ 38 | 6 | FiseerrecT WORLD N LEIDHITIER
JAR OF FLIES COLUMBIA COME OUT AND PLAY © OFFSPRING @ Aways / Bon Jovi
4|31 | 29| 2 ?ﬁ%ﬁ;ﬂfﬁ»&""w mouoac?nv LIVE I R R EPITAPH Selections can be heard on
AM | WRONG * “Pioneer Tokio Hot 100"
35 | 35 | 3 | 4 | ALLIWANNADO ¢ SHERYL CROW 3 (29 | 18 | 14 | AMIIWRON LOVE SPIT LOVE
TUESDAY NIGHT MUSIC CLUB ASM “HFERSTA = every Sunday 1 PM-5 PM on
BREATHE . couscnvs SOUL @ SONIC YOUTH i
bl e IRl I HINTS, ALLEGATIONS AND THINGS LEFT UNSAID Ll Il Tlw WERE A CARPENTER ASM SR IS5
kY 37 28 2 EAL%I;‘gOWN & TOAD THE WET SPROCKET (371)| NEWD 1 mmj%mtx & BRYAN FEI;?'Y‘
uLCH COLUMBIA — VIRG)
(38)| NEWD | | | OUTOF TEARS ¢ ROLLING STONES 38 | 3 | 33 | 9 | EURO-TRASH GIRL ® CRACKER
\ Y LOUNGE VIRGIN KEROSENE HAT VIRGIN
( DON'T FOLLOW ALICE IN CHAINS T _ SHINE ¢ COLLECTIVE SOUL
(39)| Newd | 1 | DONTEO "~ COLUMBIA (3)[ RE-ENTRY | 21 | B ey EGATIONS AND THINGS LEFT UNSAID ATLANTIC
PUSH COMES TO SHOVE & JACKYL AR
0 @] 6| ] pusnconeso O | (G| o | s | Bkt sin el 01 3FM |-WAVE
°

Compuied from a natonal sample of airplay supphied by Broadcast Data Systems’ Radio Track service. 109 album rock stations and 38 modern rock stations are electronically monitored 24 hours a day, 7 days a week. Songs ranked by number of detections.
(O Tracks showng an increase 1n detections over the previous week, regardiess of chart movement. Aipower awarded 10 thase records which attain 800 detections (Album Rock) or 400 detections (Modem Rock) for the first ime. @ videocip availatulity. € 1994, Billboard/BPI Communications
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Billboard

Hot Adult Gontemporary.

Compiled from a national sample of airplay suppned by Bmadcast Data Systems’ Radio Track service. 45 adult contemporary stations
are electronically monitored 24 hours a day, 7 days a week. Songs ranked by number of detections.

FOR WEEK ENDING OCTOBER 29, 1994

x x 21 €| TiTLE ARTIST
2| J3 | 2| 3O | LABEL & NUMBER/DISTRIBUTING LABEL
** % NO. 1T * o %
) 2 3 ALL | WANNA DO & SHERYL CROW
ALM 0702 1 week at No. 1

¢ ELTON JOHN

4 | 4 | 10 | CIRCLE OF LIFE
HOLLYWOOD 64516
1 | 1 | 22 | WILD NIGHT® JOHN MELLENCAMP/ME'SHELL NDEGEOCELLO
MERCURY #58 738
3 | 3 | 12 | LUCKY ONE © AMY GRANT
ASM 0724
6 7 14 | BUTIT’S ALRIGHT & HUEY LEWIS & THE NEWS
ELEKTRA 64524
YOU GO # JON SECADA
5 5 28 ljh 58166EMI
7 6 27 | COMETO MY WINDOW & MELISSA ETHERIDGE
ISLAND 85K ¢
9 I'LL MAKE LOVE TO YOU & BOYZ {l MEN
MOTOWN 2257
g | 10 | 24 | LOVE IS ALL AROUND © WET WET WET
LONDON 857 SSONSLAND
& MADONNA

SECRET
15 | 19 4 MAVERICK/SIRE 1B035/WARNER BROS

73 | CAN YOU FEEL THE LOVE TONIGHT & ELTON JOHN

HOLLYWDOD 64543

11 | WHEN CAN | SEE YOU & BABYFACE

EPIC 77550

10 | 11 | 7 | ENDLESSLOVE @ LUTHER VANDROSS & MARIAH CAREY
COLUMBIA 77629

14 | 13 | 20 | DON'T TURN AROUND ® ACE OF BASE
ARISTA 1-2691
TURN THE BEAT AROUND ® GLORIA ESTEFAN

Bl=|=8|=|8|=®]=]- =]~ =00

CRESCENT MOON 77630/EPIC SOUNDTRAX

YOU MEAN THE WORLD TO ME ¢ TONi BRAXTON

16 16 17 29 LAFACE 2-4064:ARISTA
17 | 12 | 9 | 19 | STAY (4 MISSED YoU)  LISA LOEB & NINE STORIES
RCA 62870

# JOSHUA KADISON

—
o
—
©w
—_—
(-2}
w
—

BEAUTIFUL IN MY EYES
SBK 58099/EMI

WHISPER YOUR NAME
COLUMBIA 77718

¢ HARRY CONNICK, JR

—
-3
~y
(=3
~N
—_
-]

* % * AIRPOWER * % %

6 M THE ONLY ONE © MELISSA ETHERIDGE
ISLAND

~N
w
~
~

ANYTIME YOU NEED A FRIEND
COLUMSIA 77499

© MARIAH CAREY

N
[
—
(=]
—
oo
~
o~

PRAYER FOR THE DYING
ZTT/SIRE 151 I8/ WARNER BRO

& SEAL

~N
~N
~
~N
ny
(=3
—
I

¢ RICHARD MARX

ES ME
23|/ 17 | 12 [Tig | THE WAX SHE LOV
UNTIL | FALL AWAY ¢ GIN BLOSSOMS
@ 2 25 13 M’l‘ﬂ ALBUMF&T
25 | 26 | 24 | 9 | DECEMBER 1963 (OH, WHAT ANIGHT)  FOUR SEASONS
CURB 76917
BODY & SOUL & ANITA BAKER
@ 28 30 8 ELEKTRA £
NIGHT L N CHRISTY
7l 7|30 “I:FVEIE‘C{)LQR OF THE NIGH LAUREN CHRIS
28 24 23 25 | SWEAR @ ALL-4-ONE

BLITZZ 87243/ATLANTIC

* * * HOT SHOT DEBUT * % »

OVER IT & EAGLES
NEw ’ 1 gE?FTLN 19376
rLL D BY YOU © PRETENDER
30 30 29 8 SIRE lglr:O”VAREER BROS RETE ERS
(31)| 32 | 38 | 3 | IF'MNOTINLOVE KATHY TROCCOLI
YOU # BONNIE RAITT
820|129 | 26 |18 || iZanior saiss B
@) 3 | OUT OF TEARS # ROLLING STONES
VIRGIN 38459
ME MICH TON
(33)| NEWD ougg INA LIF| LIFETI ICHAEL BOLTO
(35) 34 | 36 | 6 WH_lPPED # JON SECADA
| 37| 3 | ALwAYs « BON JOVI
@ 40 | — | 2 | PICTURE POSTCARDS FROM L.A. @ JOSHUA KADISON
SBK S8238EMI
38 | 39 [ 3 | THESIMPLE THINGS # JOE COCKER
*ST)
(39)| NEWD | | | WHEN WEDANCE STING
40 33 32 16 YOU BETTER WAIT STEVE PERRY

COLUMBIA 77580

(O Tracks showing an increase in detections over the p week, reg; of chart A to
those records which attain 500 for the first time. @ Videoclip availability. © 1994, Billboard/BP) Commun
1 1 I'LL REMEMBER & MADONNA
MAVERICKSIRE 1824 7/ WARNER 8RO
THE RIVER OF DREAMS & BILLY JOEL
2 4 5 % msuau M.n? 0E
3 ) ) 6 THE SIGN & ACE OF BASE
ARISTA 1-2653
4 6 7 15 WHAT MIGHT HAVE BEEN & LITTLE TEXAS
WARNER BROS 18385
5 8 . 9 gO\IN AND FOREVER © RICHARD MARX
PITOL 58005
6 3 3 6 EVERYDAY & PHIL COLLINS
ATLANTIC 87300
7 5 4 8 LOVE SNEAKIN’ UP ON YOU & BONNIE RAITT
CAPITOL 58125
8 9 9 17 THE POWER OF LOVE & CELINE DION
550 MUSIC 772 3(
9 7 6 20 PLEASE FORGIVE ME & BRYAN ADAMS
10 . 8 6 BABY | LOVE YOUR WAY ¢ BIG MOUNTAIN
RCA 627

Recurrents are titles which have appeared on the Hot Adult Contemporary chart for 26 weeks and
have dropped below the top 20.

Radio

Execs, Jocks Trade Tips At NAB Confah

Safety First, Panelists Say, But Deception Has Its Place

LOS ANGELES—Useful ideas on ev-
erything from sabotaging a competi-
tor's event to using non-traditional pro-
motions to promoting a duopoly were
tossed around at the National Assn. of
Broadcasters conference, held Oct. 12-
15 here.

At the radio stunts panel, KISW
Seattle PD Steve Young stressed that
stations must have a reason for every
stunt, while KISW morning man Bob
Rivers said his one rule is that if the
stunt could hurt someone, don't do it.

“Stunts that have a connection to
something that’s already being talked
about [are] a good idea,” said Rivers,
who once stayed on the air until the
Baltimore Orioles won a game.

For jocks who tend to come up with
a promotion while on the air and begin
talking about it without consulting the
promotion director or higher-ups, Riv-
ers suggested phrasing the idea on-air
as “Wouldn't it be fun if we ...7”

“That way, you can always leave
yourself a way out,” said Rivers. “You
can be spontaneous all the way to jail,”
Young quipped.

Rivers and former KSHE St. Louis
morning man the Byrd shared stories
of successfully sabotaging a competi-
tor’s promotion.

The Byrd said he once called a sta-
tion that was conducting a hot-tub
breakfast and offered to bring bikini-
clad women to the event. The station
took the bait, and when the women,
who were instructed not to speak, got
to the site and were mum, the compet-
itor’s jock asked the Byrd why they
wouldn’t talk. The Byrd used that on-
air opportunity to introduce himself to
the market.

The equally deceptive Rivers took
over another station’s promotion with
Seattle Mariner Jay Buhner, which
was co-sponsored by a newspaper.

Rivers called the paper and asked if
KISW could be involved. Although the
answer was no, staffers at the paper
still allowed KISW to camp out two
blocks away from the event site for its
own promotion. However, KISW
wasn't allowed to use its call letters. In-
stead, the station, whose morning show
is called “Twisted Radio,” spelled out
“Twisted Buhner Fans” on T-shirts
worn by listeners. That shot ended up
in the newspaper coverage of the event,
instead of a shot with the participating
station’s call letters.

At the roundtable on non-traditional
promotions, KCBS-FM (Arrow) Los
Angeles marketing and promotion di-
rector Kim Kelly shared her promo-
tions approach. Since the station isn’t
very active promotionally on the air,
Kelly uses a toll-free information line
to conduct contests and tie in sponsors
who want promotions. The clients also
get 10 on-air mentions a week.

“It keeps the clutter off the air,” said
Kelly, who also uses the information
line, rather than the airwaves, to in-
form callers about contest rules.

“Since we don’t do contests on the
air, when we run one of the 10 men-
tions, it gets more attention,” she
added.

Sheri Nelson, promotion director at
KABL-AM-FM San Francisco, offered
some tips for promotion and marketing
executives in duopoly situations.

Nelson said the relationship between
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by Carrie Borzillo

promotion directors at sister stations
should resemble the relationship-be-
tween siblings who live together: loyal
to one another, but still keeping their
own identities.

Nelson also suggested clearly defin-
ing the perimeters of each station’s
promotion department early on. To cut
down on costs, promotional tools could
be shared by the stations.

KFI Los Angeles marketing and
promotion manager Bill Lewis dished
out a few tips on working with the me-
dia, including never allowing talent to
speak for the station. Off-the-cuff re-
marks can be deadly, he said.

Lastly, the NAB is accepting entries
for its “Best Of The Best Radio Promo-
tion Contest.” Entries for promotions
conducted between Oct. 1, 1993, and
Sept. 30, 1994, must be received by the
NAB by Nov. 1. Entry fees are $50 for
NAB members and $75 for non-mem-
bers.

The three categories—sales promo-
tions, station-enhancement promo-
tions, and community-service promo-
tions—will be judged on objective,
implementation, results, and illustra-
tive materials.

For more information, contact BJ.
Cohen at the NAB office in Washing-
ton, D.C.

IDEA MILL: ‘BAYWATCH’ BOUND
Winners of KYSR Los Angeles’
worst body contest will be featured on

a Nov. 28 episode of “Baywatch,” along
with morning team Jim and Melissa
Sharpe. The Sharpes also will appear
on “The Marilu Show”
Tuesday (25) in a segment on married
couples who work together.

In his nationwide search for a wife,
Texas millionaire John Taylor stopped
by WXRB (Rebel 104.7) Pittsburgh for
a “Rebel Millionaire Meet & Mingle”
contest. Five women were selected to
slow dance with Taylor.

KSHE St. Louis gave away 50
Alvarez guitars signed by Great White
in exchange for guns. Listeners hand-
ing in guns were entered into a draw-
ing to win one of the guitars.

In response to a charity auctioning
off a meal with O.J. Simpson’s lawyer,
Robert Shapiro, KRTH Los Angeles
morning man Robert W. Morgan took
bids for a meal with himself, KRTH
ND Joni Caryl, and KRTH traffic re-
porter Richard Turnage. Two listen-
ers bid $1,000 each. The money was do-
nated to the Glendale Family YMCA.

KITS (Live 105) San Francisco re-
sponded to the baseball strike by orig-
inating Alex Bennett’s morning show
from home plate at the Oakland Coli-
seum. The 20th listener through the
turnstile won $2,000.

As part of KUSF San Francisco’s
community crusade in October, the sta-
tion is selecting 12 children between
the ages of 10 and 16 to be guest DJs
for its “Kids Unleash Station Frenzy”
day on Halloween.

PRO-MOTIONS

Paul Kamras has been upped from
promotion coordinator to promotion di-
rector at WNEW New York. He re-
places former director of marketing
and promotion Neil Barry, who moves
to the station’s sales department as di-
rector of client marketing services.

NAB Comes To L.A. For Confab,
Stays For Indecency Hearing

W BY BILL HOLLAND

LOS ANGELES—The subject of inde-
cent programming merited only one
programming panel at the National
Assn. of Broadcasters convention, held
here Oct. 12-15, but the issue returned
to the forefront as NAB officials re-
turned to town Oct. 19 to hear Appeals
Court oral arguments on the FCC’s in-
decency “safe harbor” rules.

NAB, Infinity Broadcasting, and
other commercial broadeasters, as well
as a coalition of non-commercial broad-
casters and authors, brought the ACT v.
FCC case to cowrt soon after Congress
told the commission to limit indecent
programming from midnight-6 a.m.
Last year, a three-judge panel of the
Appeals Court held that the FCC'’s pol-
icy was not narrowly tailored enough
and violated First Amendment rights.

The commission may update its al-
ready relaxed radio ownership rules
again; the FCC was scheduled to look
at reconsideration requests Oct. 20.

The other Washington-oriented ses-
sions at the NAB show ranged from the
sparsely attended Congressional panel

WASHINGTON
ROUNDUP.

to detail-packed, news-laden sessions
led by FCC commissioners and top
Washington staff.

The news from the FCC was straight
from the hip, first at the session with
chairman Reed Hundt, then at the FCC
commissioners’ breakfast and the FCC
ownership/duopoly panel.

Hundt told broadcasters that they
will have to pay like everyone else if
they request extra spectrum (beyond in-
band, on-channel DAB) to offer consum-
ers for-pay services.

The chairman also took signifying
swipes at the “terminal negativism” of
radio talk show hosts.

He quickly added that neither he nor
the commission, but rather the public,
should be “the judge of the quality or
content of public discourse,” and said
that he didn’t want the commission “to
be in the business of deciding who has

(Continued on page 105)
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NAB Attendees Step Into Hotel Hell .

New Technologies Top Agenda At Confab

This story iwas written by Brett
Atwood, Eric Boehlert. Carrie Bor-
zillo, and Phyllis Stark.

LOS ANGELES—Despite dozens of
sessions on duopoly, programming,
FCC issues, and other important radio
matters, the talk of the National Assn.
of Broadcasters convention, held here
Oct. 12-15, turned out to be a hotel—
specifically, the Westin Bonaventure,
which served as headquarters for the
convention.

Thanks to a hotel computer system
cerash that left hundreds of people wait-
ing in line for up to eight hours to check
in, sleeping in the lobby, being as-
signed hotel rooms that were already
occupied, or stranded without accom-
modations altogether, by day two of
the convention attendees were swap-
ping horror stories and referring to the
hotel as the “Bad-Adventure.”

The NAB, which had already tenta-
tively booked the Westin Bonaventure
as hotel headquarters for the 1996 con-
vention, quickly arranged for all atten-
dees staying there this year to get one
free night’s lodging.

As a result of its combining with sev-
eral other, non-radio conventions this
year, attendance at what was once
dubbed the “Radio Show” (now the
“World Media Expo”) swelled from
6,417 last year to 17,637 this year.

EMERGING TECHNOLOGIES DEBATED

The impact of advancing technologi-
cal developments on radio was a hot
topic at NAB, where dueling visions of
a digital future fueled fierce debate.

“I understand that people are tired
of the endless hype about the informa-
tion superhighway, but something
clearly is happening,” said Bob Schena,
president/CEO of FutureVision of
America.

Schena said the industry needs to
prepare for the coming changes as re-
cent developments, such as RBDS and
DBS, force the industry to rethink the
very basics of radio.

Digital radio will be commonplace in
two to five years, Schena predicted. Di-
rect broadeast satellite and cable radio
are two emerging alternatives that will
expand the competitive playing field,
he said. Unlike broadcast radio, the
new digital media outlets are not lim-
ited by space on the radio spectrum.

“Using the finite spectrum as a com-
petitive advantage will soon become ir-
relevant,” said Schena. “The new chal-
lenge will be to get a consumer to find
your station in the larger digital radio
environment.”

The future of radio will not necessar-
ily be wired, countered Dr. John Abel,
NAB executive VP of operations, who
noted that only 200,000 homes cur-
rently receive cable radio.

Abel said the broadcast radio indus-
try has a large asset in its mobility.
Many of the emerging competitors to
radio are not accessible in the car or
outside a “wired” environment.

Broadcast radio will experience a
boom from “multimedia broadcasting,”
which adds text information,
interactivity, and possibly even video
transmission to existing radio spec-

tirum broadcasts, Abel said.

As it has in previous years, the topic
of duopoly scored plenty of session
time. Kevin Reed, an attorney with
Dow, Lohnes & Albertson, noted that
FCC commissioners have been
shocked at how quickly broadcasters
have moved to consolidate through
mergers. Looking to the future, he pre-
dicted that the station ownership cap
will be lifted by the FCC, perhaps to
25/25, but that the push for triopolies—
three FMs owned in a market (Bill-
board, Oct. 22)—will likely fall victim to
politics and “won’t go anywhere.”

POLITICAL CORRECTNESS V. CENSORSHIP
Discussing the topic of political cor-

rectness and how it affects radio, John
Gorman of WMMS Cleveland said the
phenomenon is just “doublespeak for
censorship,” and that broadcasters
should resist it. But Jack Swanson, GM
at KING Seattle, said he is concerned
for the industry, which will “do and say
anything to get ratings,” because if it
does not police itself, the government,
through the Fairness Doctiine, will. He
noted that lewd sexual humor on radio
doesn’t bother him. Rather, it's the in-
creasingly hateful tone of some talk
show hosts that may catch Washing-

ton’s attention.
Swanson recalled turning on a high-
profile, major-market station and hear-
(Continned on page 104)
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Many of Westwood One’s syndicated personalities turned out for a pool party
hosted by the network during the National Assn. of Broadcasters convention in
Los Angeles. Pictured in front, from left, are Greg Batusic, president of WW1's
entertainment division, and personalities Tom Leykis and Jed the Fish. In back,
from left, are talk host Mike Walker, WW1 executive VP/programming and
production Thom Ferro, and personalities Elliott Mintz, Jim Bohannon, Mike
Harvey, Lon Helton, and Bruce Williams.

Fast-Growing Modern Rock Format Lauded At NAB

This story was written by Brett Atiwood,
Eric Boehlert, Carrie Borzillo, and
Phyllis Stark.

LOS ANGELES—Already giddy from
the format's year-long success, those
gathered at the modern rock session of
the National Assn. of Broadcasters con-
vention, held Oct. 12-15 here, heard
even more good news about new rock
radio.

According to Paul Jacobs of Jacobs
Media, the format is either the first- or
second-fastest-growing genre—depend-
ing on which recent study you follow—
among a coalition audience made up of
top 40 and albumn rock listeners, as well
as those who had simply given up on lis-
tening to radio. In addition, Jacobs said,
is the “frenzy” taking place at advertis-
ing agencies, scrambling to land young
consumers (1829 listeners wield a dis-
cretionary income of $125 billion).

Looking at a batch of recent surveys,
Pierre Bouvard, of Coleman Research,
pointed out that grunge rock is the “se-
cret sauce” that draws listeners, as
preference for the format continues to
rise among those surveyed.

At an modern rock panel, outside of
the NAB, sponsored by Pollack Media
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ABC Radio Networks' syndicated
personalities met with affiliates at a
party hosted by the network during the
National Assn. of Broadcasters
convention in Los Angeles. Pictured at
the party, from left, are ABC's Moby,
Tom Joyner, Rick Dees, the Fabulous
Sports Babe, Bob Kingsley, and Dick
Bartley.

Group and Bolton Research Corp., con-
sultant Jeff Pollack noted that there’s a
good reason why all of the successful
stations in the format sound different:
Modern rock is very market specific.

Pollack said the notion that “every-
one should sound like KROQ,” the influ-
ential Los Angeles modern rocker, is ri-
diculous because every market is
different. Top 40 “got into trouble when
people said it had to be the national con-
sensus of what to play,” he said. “You
can't do that here.”

In the NAB’s album rock format ses-
sion, Lee Abrams, managing director of
rock at ABC Radio Networks, said,
“This is a great time to pick your turf.
I've never felt more positive about the
format ... because it’s a time for no
rules. The winners don’t just swvive,
they create.”

Abrams also said that rock stations
have to avoid the “MTV inferiority com-
plex. We sell more records. They’re
playing celebrity volleyball, while we're
Jjamming.”

While modern rock and hard rock can
be programmed together successfully,
Dave Numme, PD of KBBT/KUFO
Portland, Ore., said he has to think
carefully about which modern rock
songs to add to the hard rock station
KUFO, for fear of turning away listen-
ers who aren’t receptive to unfamiliar
music.

“It’s a real challenge to program new
music to an audience that is not exposed
to it,” he said.

Numme also said the key is to not
only find quality modern rock songs for
his hard rock station, but to find the
quality, guitar-driven, modern rock
songs that are more sophisticated lyri-
cally. For example, he said, “Alice In
Chains, Pear]l Jam, Soundgarden, and
Stone Temple Pilots work, but Off-
spring doesn’t, because the lyrics are
more kid oriented.”

When Atlantic VP of promotion
Danny Buch asked if core listeners
would be “pissed off” if hard rock sta-
tions broadened the music a bit, Numme
responded, “It’'s OK to piss the core a
bit, but not drive them away.”

NEW COUNTRY DEMO
Consultant Jay Albright, GM of BP

Consulting Group, shared research on
the country format and its growing au-
dience during that format session. He
noted the average listener’s age had
dropped from 43 in 1990 to 38 today, and
that 25-34 has become modein rock’s
largest demo. Because the format has
yet to truly fragment, stations must ap-
peal to what Albright identified as three
distinet sets of listeners: traditionalists
who search for lots of Alabama singles
and wonder what’s happened to country
music in the last five years; part-timers
who come in and out of the format; and
trend-setters who are passionate about
new country.

Albright also nated that as country
evolves into a sort of top 40 of the *90s
(i.e., home of the hits), it also picks up
some of that format’s negative baggage,
such as increased repetition, attacks on
competitors, and playing watered-down
music that listeners don’t feel passion-
ate about.

On radio’s role in supporting artists,
Tony Thomas, PD at KMPS Seattle, in-
sisted it isn’t the job of radio to help cre-
ate stars—that is up to the performer.
Listeners want to hear hits, he said, and
if an artist scores high enough. he or she
will become a star. But it’s not up to ra-
dio to artificially boost an artist who
lacks the hits, in order to sustain their
career, he said.

TOP 40 IDENTITY CRISIS

Tap 40 risks losing its identity as the
format fragments further, said consult-
ant Bill Richards during the top 40 ses-
sion.

“We have to be careful not to play too
many alternative tracks,” said Ri-
chards. “We have to get down to playing
the hits. There is a difference between
hit-based alternative songs and alterna-
tive records. If we play the pop alterna-
tive records. the alternative stations will
be forced to play more unfamiliar songs
and deeper album cuts—whieh, in turn,
will make our identity stronger.”

The emerging rap and alternative hy-
brid format, dubbed “Channel X" for its
Generation X demographic, was de-
hated at the same panel.

“It’s all about putting together a good
product—talking to them. touching
then, finding out what they like and

don’t like,” said Richards.

“I think when you talk about someone
who likes both alternative and hip-
hop—you are talking about two totally
different types of people,” countered
WZYP Huntsville, Ala., PD Kat Tho-
mas. “It's such a small demographic of
people. It’s a hard sell, and not too many
people are ready to ventwre into it.”

Listener interest is shifting back to
top 40 radio. said consultant Dan Vallie,
who presented results of a new survey
that concludes that most radio listeners
prefer to hear current music. The Val-
lie/Gallup survey randomly polled 747
listeners across all formats on their ra-
dio music preferences.

“One of the swrvey surprises is that
even 35-54-year olds prefer current mu-
sic,” said Vallie.

JOCKS IN SPACE

With more and more jocks setting
their sights on syndication, it’s no sur-
prise that the two NAB panels on that
subject drew capacity crowds.

At the “Making Satellite Program-
ming Sound Local” session, Mark
Kiester of the ABC/SMN “Z-Rock™ af-
filiate, KUTZ Austin, Texas, said that
the three keys to making national radio
work on a local level are: local promo-
tions, good production, and blending lo-
cal and national personalities.

Voicing a different opinion, Marty
Miller, procluction director of Westwood
One Radio Network’s “AM Only” affili-
ate KLAC Los Angeles, said, “We don’t
need to sound local. We just need to
sound good . . . It’s more of a production
thing than a programming thing.”

At the “Jocks In Space” panel, both
syndicated jocks and network execu-
tives shared thoughts on how to get a
show on the bird.

Spear Communications’ Alan
Korowitz, who sold his “Modern Rock
Live” to Global Satellite Network in
March, said, “Your show needs to reach
70% of the country for advertisers [to be
attracted], or you have to have a very
special demo. In this case, the modern
rock format is a hot format, and the
Generation X demo is a sought-after
demo.”

While many network heads stress

(Continued on page 104)
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As the largest business music provider on
earth, it's no surprise we're equally big in
space - zooming along the information high-
way, 23,000 miles up via Direct Broadcast
Satellite. From there, MUZAK® not only
beams down great environmental music for
business, but provides business with new
and dynamic ways to communicate and ex-
change information. For example, we offer:

Direct Broadcast Multimedia Systems -
enhance in-store marketing with combined
audio, visual and text messages

Satellite Addressable LED Boards - cre-
ates exciting visual merchandising displays
Satellite Downloadable Messaging
Systems & AdParting - for custom,
in-store audio messages

NewsCast - for national and

60 years of music and a lot more

international news coverage

DTN Wall Street (Data Transmission
Network) - delivers up-to-date electronic
quotes, news and financial information
Z-Net - point-to-multi-point data
communications

Business TV - powerful video communica-
tion broadcasts for business

SuperLink - strategic point-of-sale audio
marketing broadcasts for grocery retailers
ZTV Music on Sight - highly targeted

music and entertainment videos for
business

At age 60, we're still growing and leading the
way in satellite-delivered music and business
communications. And the future? The sky's
the limit. And you probably thought all we
did was play the elevator stuff.

400 N. 34th Street. Suite 200. Seattle. WA 98103 (800) 331-3340
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For instance, the owner of a French restaurant might want French
music piped in through the sound system. Since none of Muzak’s
standard services can accommodate such an option, the compa-
ny turns to its on-premise music operation.

“Whatever kind of aura you're creating for your business, we'll
put it together, and we’ll make it make sense,” says Funkhouser.

Muzak’s SCA customers number approximately 150,000,
according to Funkhouser. The next largest category is the satellite
base, which consists of some 60,000 users; comparatively small,
the TONES clientele is made up of some 15,000 clients.

Users pay anywhere from $30 to more than $100 per month
for their music menu, depending on the delivery method, the
level of service and the number of ancillary products they order.
For instance, Muzak also provides such products as point-of-sale

messaging, LED displays, video conferencing, newscasts and on-
hold telephone marketing.

These “other” products, while they account for less than 10%
of the $100 million company’s business, are a growing Muzak
category, according to Funkhouser. He says Taco Bell, one of
Muzak’s largest customers, contracted Muzak not for music but
to deliver data from a central point to retail locations. Eventually,
music was added to the package.

Among the most unusual applications of Muzak is the federal
government’s use of music o mask conversations and prevent
them from being surreptitiously recorded. The tape reels used for
that purpose are then destroyed, according to Funkhouser.

VARIATION ON THE LEVI'S RIFF
The diversity of Muzak’s offerings reflects a dramatic turn-
around for one of the most widely recognized—and ridiculed—
names in American business. Funkhouser compares Muzak’s

ONGRATULATIONS, MUZAK!

To a company in the foreground --
-- from a company in the background.

Thanks for 60 years of music.

' TOA Electronics, Inc.
‘ ' Equipment Suppliers
TO A for 60 years.

rebirth to that of Levi’s jeans. “Levi’s for 100 years were pants that
you got cowshit on,” he says. “The only people who bought them
were farmers, and nobody would think it was hip to wear them.
But somewhere in the '50s, Levi's saw an opportunity to expand
their market. People had come back from the war and found that
they were good, durable pants, and suddenly James Dean was
wearing them and kids were wearing them. Then they went on an
advertising campaign and turned Levi’s into something hip, and
now used Levi’s sell for $200 in Japan.”
Muzak is following a similar, albeit slower, path since its abili-
ty to mount the kind of advertising blitz that Levi’'s did is limited
by its own structure. One of the oldest affiliate organizations in
the country, Muzak resembles a franchised retailer in that the
company licenses its name and logo to its independently owned
affiliates.
The company owns 30 of the 175 U.S. qoffiliates, including
those in such key markets as New York, Los Angeles, Boston,
Chicago, Dallas, Detroit, San Francisco and Seattle. Overseas,
‘ Muzak is represented by large, independently owned affiliates

that subcontract to smaller reps. Headquarters does not dictate
| pricing or marketing policies to its affiliates. Consequently, the
cost of Muzak’s services varies from region to region.

Although Muzak has two direct competitors—3M on the
broadcast side and AEl for on-premise services—Funkhouser
regards the firm’s primary competition as radio, followed by
business people deciding to use their own musical selections.

Funkhouser is quick to point out the shoricomings of both of
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those options. Radio, he says, poses the risk of alienating cus-
tomers by airing too many commercials and announcements,
and distracting them by providing a music mix that is not neces-
sarily conducive to working. Personal music systems, says
Funkhouser, are labor-intensive and too costly when the software
and hardware costs are figured in. Added to that burden are
ASCAP and BMI licensing fees, which are mandatory even for
businesses that play their own musical selections.

Muzak pays ASCAP and BMI blanket licenses, the amount of
which the firm does not disclose. lts agreement with ASCAP has
just been renegotiated for five years, while its seven-year deatl
with BMI expired at the end of 1993 and is currently in renegoti-
ation.

Other Muzak competitors include digital cable-radio networks
like DCR and DMX, as well as nascent technologies that could
threaten the company’s information delivery franchise.

"We see what’s happening with digital cable radio, fiber
optics, phone companies and cellular companies,” says
Funkhouser. "We know that the way to get to our customers is not
only going to be changing over the course of the next few years,
but also challenged. Everybody wants to own the pipeline to our
customer. If you're the cable company, you want to have that
| wire. If you're the phone company, you want to send all sorts of

stuff down that phone line, and if you're us, you want to be able
l to get your music down there but also get some of this other stuff

through.”
With 60 years experience and no sign of slow- @
The cover illustration for this section is by Johanna Hantel,

‘ ing down, Muzak leaves no doubt that it can con-
tinue to accomplish its mission.

an artist based in Nazareth, Pa. Her work can also be seen

in American Showcase.

Easy Reading

For more information on Muzak and ambient music, see
Elevator Music (A Surreal History Of Muzak, Easy-Listening And
Other Moodsong), by Joseph Lanza, 1994, St. Martin’s Press.
| Picador Books will issue it as a paperback in April. B
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FOREIGN COUNTRIES.

WE'RE VERY BIG ON MUSIC. MUZAK?® is the world's largest provider of music for business. For 60 years,
we've been broadcasting music for every taste and for every environment. Whether it's the hot, current favorites,
timeless classics, golden oldies or mainstream pop, we play them all to an audience that is as broad and varied as
the music we play. Some of our daily listeners include:

Hewlett Packard, IBM, Microsoft, Pitney Bowes, McDonald Douglas, United Technologies, Dow Corning, Adolph
Coors, Brown Forman Corp., Bank of America, Bank of Boston, Bank One, Chase Manhattan, Citibank, First
Savings Bank, Manufacturers Bank, National Bank Corp., Peoples Bank, West One Bank, Burlington Northern,
Federal Express, Trans World Airlines, United Parcel Service, Hilton, Hyatt Hotel, Holiday Inn, Marriott, Radison
Hotel, Ramada Inn, Red Lion Inn, St. Moritz Hotel, Waldorf Astoria, Ann Taylor, August Max Women, Casual
Corner, Capezio, Pappagallo, Petite Sophisticate, Nordstrom, Sears & Roebuck, Kinko's, Drug Emporium, Dayton
Hudson Field, Macy's, Kroger, Super X, Stop & Shop, Thrifty Drug, TJ Maxx, Walgreens, Wal-Mart, Winn-Dixie,
US Shoe, FW Woolworth, La-Z-Boy, Circuit Whataburger,White Castle, AMES Stores,
City, Applebees, Arby's, Bob Evans Farms, P SIXT, Associated Wholesale Grocers, Fleming Cos.,
Burger King, Canteen, Denny's, Hardee's, Long Super Food Services, Inc., Cellular One,
John Silver, Kentucky Fried Chicken, General Electric Co., Motorola, Inc., Sony
McDonalds, Quincy's, Perkins, Pizza Hut, Corp., Speed Queen, Sunbeam Products,
Shony's, Taco Bell, Western Sizzler, Boise Westinghouse Electric Company, Zenith Corp,
Cascade, Caterpillar Corp., Timken Co., Chrysler, Chief Auto Parts, Dana Corp., Ford Motor Corp., General
Motors, AMOCO, Mobil Oil Corp., Shell Oil, Owens Illinois, Morrison Knudsen, Peter Kiewit Sons, Abbott Labs,
Upjohn, Cooper Tire Co., Eastman Kodak, Honeywell, Inc., Xerox, Proctor & Gamble, Huffy Corp., AT& T, GTE,
MCI, SPRINT, U.S. West Communications, Allstate, Blue Cross/Blue Shield Insurance, CNA Insurance, Equitable
Life, Farmers Insurance, New York Life, Metropolitan Life Insurance., Prudential of America, State Farm
Insurance, Trans America Title, Travelers Insurance., American Express, Coldwell Banker, Commercial Federal
Corps., Dun & Bradstreet, GMAC, ITT, Loews, Master Card, Merrill Lynch, Standard & Poors, US.E& G.,
Campbell Soup Co., ConAgra, Gerber Products, Kraft Food, Sara Lee plus many, many more.

60 years of music and still counting
400 N. 34th Street. Suite 200. Seattle. WA 98103 (800) 331-3340

We'e also known for playing in an occassional elevator or two. It’s just what youd expect from one of the music industry’s biggest supporters.
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“FUNCTIONAL MUSIC”
Continued from page 92

melody, with original-artist recordings in rotation alongside
Muzak’s hallmark cover versions.

DIAMOND-ANNIVERSARY DELIVERY
In the late '80s, Muzak was acquired by Centre Capital Investors,
L.P. As Muzak enters its diamond anniversary, more channels of
audio service—now totalling 12—have been added; its diversifica-
tion beyond background music includes audio marketing mes-
sages, data messaging and multi-channel business television—all
in satellite-delivered formats.

Heir to Squier’s vision: William Solid sender: Muzak satellite-
Benton dish antenna

As for its primary product, history has sided with General Squier’s
vision. The English composer/synthesist Brian Eno has cited Muzak
as a compositional influence, introducing the notion of ambient
music to the pop marketplace. When asked if the company
acknowledges this unexpected role as tastemaker, Bruce

MUZAK TODAY
Continued from page 92

known as Stimulus Progression, while the 11 instrumental chan-
nels use a similar productivity-enhancing system called Quantum
Modulation.

LOWER PRESSURED, INCREASED PRODUCTIVITY

Stimulus Progression, designed for the workplace, increases
concentration, lowers blood pressure and raises productivity of
office workers, according to various proprietary and secondary
studies cited by Muzak. The system works by gradually raising the
intensity level of the music in 15-minute sweeps. At the end of a
cycle, there is a short pause and then a new cycle begins.
Furthermore, the relative level of each cycle climbs during the
mid-morning and mid-afternoon lulls typically experienced by
office workers as they get further away from meals.

Muzak’s radio-supplied customers number approximately
150,000. The next largest category is the satellite base, which
consists of some 60,000 users; comparatively small, the TONES
clientele is made up of some 15,000 clients.

Quantum Modulation is also designed to have a physiological
effect on people, but it is geared toward a retail environment
rather than an office setup. Funkhouser says, “The quantum part
is gathering the quantity, i.e., the song list. The modulation part
is putting the thing together so as to create the overall atmos-
phere that the client is looking for.”

All 12 of Muzak’s music channels are programmed at the com-
pany’s Seattle headquarters and transmitted from its uplink facil-
ity in Raleigh, N.C., to satellite clients, or—to businesses that are
not satellite-equipped—via subsidiary communications autho-
rizations (SCAs), otherwise known as radio sidebands or FM sub-
carriers.

| Funkhouser, VP, programming, says that Muzak “is aware of—and
. ’ m isn't surprised by—the music of [Robert] Fripp, Eno and others.” He CUSTOM REELS FOR CLIENTS
AW LO/VM g&ﬂ stresses that his company is “not proactive, but For clients not suitable for any of the 12 main channels, Muzak
reactive. We don’t create new styles here. Our job provides its TONES custom tape reels, which are programmed
is to make customers realize they’ve come to the according to the user’s needs and updated as often as desired.
right place.” Continuted on page 98
Disk Eyes Productions ® Disk Eyes Music, ASCAP
10020A Main Street #233 @ Bellevue, WA 98004 ® Fax: 206 454-7902
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WE'VE BEEN PLAYING |
THE HITS FOR 60 YEARS

JUST A GIGOLO - LADY, PLAY YOUR MANDOLIN - LOVE FOR SALE - REACHING FOR THE MOON
WHO CARES - APRIL IN PARIS - CARIOCA - ANYTHING GOES - BEGIN THE BEGUINE - I WON'T
DANCE - LET YOURSELF GO * TWILIGHT ON THE TRAIL - THE WAY YOU LOOK TONIGHT
HARBOR LIGHTS 1934 was the year we got our start. Back then, MUZAK® was called "Wired Radio" and
we were the first to transmit programmed music (records) over telephone lines. The broadcasts came com-
plete with news, music, variety and advertising, Because of our exposure in commercial and business loca-

tions, MUZAK gained the reputation as a "hit maker". Deservedly so.

NEVER ON SUNDAY - CAST YOUR FATE TO THE WIND - DAYS OF WINE AND ROSES - PINK PAN-
THER THEME - DOWNTOWN - FIDDLER ON THE ROOF - GOIN' OUT OF MY HEAD - WIN-
CHESTER CATHEDRAL - WATCH WHAT HAPPENS - MARAKESH EXPRESS - BUILD ME UP BUT-
TERCUP - HAWAII FIVE-O - GAMES PEOPLE PLAY - PROMISES, PROMISES - HAIR - HELLO DOLLY
While Whitney Houston was celebrating her first birthday, we were broadcasting over private radio signals,
using tape machines and conducting extensive research on the positive psychological and physiological effects

music has on people in the workplace. Heady stuff.

TP L]

HARD LUCK WOMAN - BABY I LOVE YOUR WAY - COME TO MY WINDOW - DIVINE HAMMER
WILD NIGHT - STAY - INTERSTATE LOVE SONG - ALL I WANNA DO - WILLING TO FORGIVE - |
TAKE MY CHANCES “ I'LL BE THE ONE - CAN YOU FEEL THE LOVE - (I COULD ONLY) WHISPER

XXX'S AND OOO'S - LUCKY ONE - BLUE DENIM - BODY & SOUL Today, we're the world's largest
provider of business music - broadcasting environmental music via satellite throughout the world. In addi-
tion, we transmit data, newscasts, business TV and a host of other communication services for business.
Come the 21st century, MUZAK will still be leading the way, striking the right note to make the business
world more pleasant, productive and efficient. Come back in 2024 and we'll let you know what weve been up
to.

N/
/l\\

60 years of music and still playing the hits
400 N. 34th Street. Suite 200. Seattle. WA 98103 (800) 331-3340

() < s on on o o oo e e e o e - - D D D D - D S D S S S D S G S S S S D G D S S D S D I D G S G D S NS GED NS S GED S GED D GED B GED SN D D D W G D D G D S G e S e e e




MUZAK SIXTIETH ANNIVERSARY

Record promotion, film placement, Xmas CDs and ski-
resort tours—It’s all in a day’s work for the firm’s new
alternative-marketing division.

in the '90s, Muzak doesn’t just supply music to businesses,
nor does it just transform pop songs into instrumental ditties.
The company also serves as an alternative marketing service
for record labels, and a concert-booking agency and provides a
slew of other services that fall under the Muzak Special Products
Division.
The division was created last May to serve Muzak clients to its
fullest potential and as a profit center for the Seattle-based com-

syCARRIE BORZILLO

pany. Managed by Allan Peterson, Special Products is broken
down into four areas: promotions, in-store advertising, publish-
ing and licensing, and services.

“It's not only a good profit center,” says Peterson of the divi-
sion. "If we can go to our customer with a promotion or a tour,
then they bond to us a little more. We're not just their mostly
music service to them; we can bring them more. With record
companies, if we can help them sell product in alternative ways,
then they're happier with us.” Peterson’s goal for the division is
to bring in $250,000 in revenue for the first year.

20,000-CD GIVEAWAY
The promotions are broken down into consumer promotions

NGRATULATIONS: MUZAK
ON-YOUR 60TH ANNIVERSARY

To Bruce Funkhouser, Elfi Mehan, and everyone at MUZAK:

Dean’ Whitney Musi¢'Enterprisés is proud to have provided you with quality
muzic for 15 years, We sincerely thank you for allowing us to be a part
the past, present and future of Su¢h a wonderfully professional organization.
Dean Whitney and all of the extremely talented composers, arrangers, and
artists listed below wish you continued success and growth in the future
and look forward to making our muzical contributions for years to come!

Dean Whitney Music Enterprises

Ambidextrous Music

Bayou Bandits

Charles Michael Brotman
Chatsworth Acoustic Band
Crescenta Valley Boys

Jim Devlin/Entish Ways Music
Steve Donovan

Rich Friedman

Gloria Gordon

Rudy Guess/Rude Stude Music
Christopher Ho/Ho Tones
Mitch Holder/Good Holdings Music
Joy Ishibashi/Kotobuki Music
Ray Kinman

Lighthouse

Bob Mango

Miriam Mayer/Ambidextrous Music
\ Madlyn O’Neill
David Patt/Standing Patt Music
Bob Safir/SafirSongs Music

- & Lynn Scott-Smith

“Jim Taylor

Phil Barron

Bow Tai

Derek Chase

Clair Marlo Music

Diana Dentino

DeWhit Music

Judy Erwin

Audry Goodman/Mother Mode Music
M.B. Gordy, I1I/Riot Drum Music
Erin Hesse

Daniel Ho/Daniel Ho Creations
Hunter's Pass Music

Lisa & Phillip Keveren/Menifee Music
Tom Kellock

Lil Bo-Dean Music

André Mayeux

Moss Ave. Strings

Panorama

Ed Roscetti/Groovetoons

Steve Sharp/Winter String Music

Sounder Group
Michael J. Verta Maibe: Of Rl)

Muzak Special Products

and record-company promotions. For example, the division is
presently working on a promotion with the 300-store Ann Taylor
chain of upscale women’s-clothing stores and Sony. Consumers
will receive a Sony compilation CD with an Ann Taylor purchase.
Peterson says the promotion will give away 20,000 CDs.

“The benefit is that some of our clients can’t get to record
labels themselves,” says Peterson. “We use our existing affilia-
tion with them to get them to the client.”

Another upcoming promotion involves the Summit Corp.,
which is a subsidiary of American Greetings. Muzak will compile
a Christmas CD that will be sold at Summit's card stores for
$8.99. Peterson says Muzak will likely produce compilations for
other holiday occasions as well for Summit.

WONDER STUFF
Another instance of the way Muzak
Special Products promotes record-
label product is its current in-store
advertising campaigns with the Wal-
Mart chain. The campaign is
designed to help promote CDs and
tours of recording artists in Wal-Mart
stores nationwide.
. "Studies show that 66% of pur-
% chasing is done on impulse,”
o ;7 explains Peterson. “l go to a label
E and say, ‘I know you have this artist
coming out, | can get you into 2,200
Wal-Marts.” ” The Wal-Mart stores
air 30-second spots highlighting a new album that is stocked in
the stores or an upcoming tour. While the details have yet to be
finalized, one upcoming campaign of this sort will be done with
the children’s label Sony Wonder.
Muzak doesn’t just put together CDs for promotions; it also

Cheryl Wheeler

“Wild Palms” uﬁlizﬁd Muzak music-placement services.

can package tours. "We're now working on a Cheryl Wheeler
tour of ski resorts,” says Peterson. "We try to do speciality tours
and get [labels’] artists in an area they might not be able to, but
since [the ski resorts] are already our customers, it's easy for us
to do.”

Wheeler, whose current album, “Driving Home"” is on
Rounder/Philo Records, will perform at 20 resorts in December.
This will be Muzak's first tour.

Tim Rathert, who co-manages Wheeler for Morning Star
Management, says, “This enables one to target specific markets
and certain demographics where you may not typically be able
to get, especially with smaller labels. We can now get acts in
areas where they may not be developed yet.”

CATALOGS FOR FILMS
In addition, the Special Products Division handles music
licensing and publishing through its
in-house publishing unit, Litt. This
entails placing music in such films
and television shows as “The Firm"”
and "Wild Palms.”

"We're putting together a catalog
now to offer to film producers,” says
Peterson. “We have 10,000 instru-
mental titles to offer. They'd pay
major bucks if they had to go to a
record label for it. Instead, they can
come to us for the instrumental ver-
sion of the song for a lot cheaper.”

Some of Muzak Special Products
Division’s other services include providing professional voice talent
for television commercials, supplying music for conventions and

trade shows, and creating jingles for businesses.

anniversary CD, which is being manufactured
and distributed by Muzak.
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The division is also handling Muzak’s 60th
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CONGRATULATIONS

MUZAK

on reaching such a

significant milestone |
60 years of excellence 3
is quite an

achievement.

ON YOUR t h ANNIVERSARY

l

We are proud to be
associated with your

organisation.
From the Australian

Muzak affiliate.

SOUNDCOM AUSTRALIA
LEVEL 7/55 GRAFTON STREET
WOOLAHRA NSW 2025
AUSTRALIA



MUZAK SIXTIETH ANNIVERSARY

The Pioneering Firm’s “Functional Music”
Has Upped Production, Aided The War
Effort And Been To The Moon.
What’s Next For The Ambient Champions?

5y RICHARD HENDERSON

It has been praised both by behaviorists and captains of industry
as a stimulant fo productiveness. As a testament to the unique and
sustaining contribution of Muzak to the soundscape of our world,
the company has been paid the ultimate compliment: its name has
become literally synonymous with the environmental music that
made the company an American institution. For over 60 years, its
influence has registered worldwide, and on an extra-globai scale as
well, as when Muzak accompanied Apollo astronauts on their lunar
voyage. The company’s originative flair was evident in the early
‘30s, when it initiated the transition from shellac recordings to vinyl.
Subsequent Muzak innovations have reverberated beyond hallways
and elevators to such diverse fields as behavioral science, retail
marketing, digital cable technology and satellite communications.

Muzak’s founder, Major General George O. Squier, was a futur-
ist in the purest sense of the term. The first airplane passenger (he
flew with the Wrights) and the inventor of high-speed telegraphy,
Squier was capable of foreseeing a day when music and film would
bypass theaters and concert halls via cable, broadcasting directly
into the homes of consumers. Muzak began in 1922 as Wired
Radio, Inc., Squier’s attempt to “piggyback” a music delivery system
on the elediric cables recently erected in urban centers. Obviously,
this innovation presaged modern cable systems; as a bellwether of
the company’s eventual direction, it also foreshadowed the multiple
channels and formats through which Muzak was to refine and
diversify its product in the final
quarter of the century.

THE MAJOR’S BRAIN-
CHILDREN

Initially, Major General Squier
aimed to serve residential and
retail clients in Cleveland with
three channels featuring news
and dance music. When, in a
concurrent development, wire-
less radio became the choice of
private residences, Squier repo-
sitioned his company to add
musical accompaniment to
commercial settings. Grocery
stores, hotels and restaurants
were soon enveloped in the
musical broadcasts of Squier’s
brainchild. Telephone wires
replaced electric power lines as the conduit of choice; Muzak was
soon to have the largest phone bill in the country. After the compa-
ny moved to New York in 1936, Muzak piped cover versions of con-
temporary hits {"Carioca,” “Anything Goes”) to the Stork Club and
other society watering holes. The session players for these live trans-
missions often included the likes of Fats Waller and Xavier Cugat;
to this day, charting musicians

Founder Maj. General
George Squier

yielded the Quantum Modulation process, the present-day linchpin
of Muzak programming.

MUSICAL WAR EFFORTS

In 1941, Benton bought out his two partners and gained con-
trolling stock in the corporation. World War |l occasioned a cru-
cial—and successful—test of the new “functional music” on the
assembly lines of more than 100 American factories, as well as
plants in the U.K. Industrial psychologists began to herald the
boosts in productivity, a shortening of the learning curve during
training and the reduction of employee turnover.

Having proven its metile in wartime, Muzak was adopted by sev-
eral major clients throughout the late ‘40s, companies that contin-
ve to use it today, such as Bell Telephone and Prudential Life. A
post-war America in motion began to discover Muzak when on
trains, passenger ships and commercial flights. A “Transit Radio”
program, broadcast on Washington, D.C., buses, encountered
legal opposition based on a perceived invasion of privacy by some
transit riders, but was soon reinstated—partly due to high approval
ratings from the large maijority of riders polled.

The vertical integration of record-pressing facilities under the
Muzak umbrella during the '40s enabled the company to further
diversify by manufacturing discs for such labels as Sears Roebuck’s
Silvertone and Maijestic Records. During this era, Rosemary
Clooney, Errol Garner and other
notables recorded for Muzak’s
Associated Program Service.

Then, in 1953, Muzak’s engi-
neers developed a revolutionary
electronic tape-playback system,
the M8R. What was described at
the time as “an elecironic brain”
responded to inaudible pulses
encoded on the tape, allowing
for different tape players to be
activated in sequence with a
minimum of human assistance.
The system facilitated a radical
departure from vinyl discs as
source material. As well, this
heightened degree of automa-
tion opened up the small towns
of America for Muzak franchis-
es, as it was now financially feasible to operate a playback system
in rural areas.

The issue of what is and is not audible during a Muzak broadcast
occasionally gave rise to the suspicion that “brainwashing” of one
sort or another was transpiring. Authentication, not mind control,
was the issue. Aside from the aforementioned cuing pulses, Muzak
engineers devised a silent “watermark” for their tapes, which

revealed the Muzak trademark

Muzak musician Fats Waller

create “Music By Muzak.”

By the end of the '30s,
Muzak’s parent company, North
American, made the acquisition
of publishing rights to a great
number of classical and semi-
classical compositions. This
proved a fortuitous move, as live

when properly decoded.

The company’s originative flair was evident in the early
’30s, when it initiated the transition from shellac
recordings to vinyl. Subsequent Muzak innovations have rever-
berated beyond hallways and elevators to such diverse
fields as behavioral science, retail marketing, digital cable
technology and satellite communications.

FOREGROUNDING IN
SEATTLE
By the ‘50s and early '60s, the
musical content of Muzak
became refined to the easy-
listening cover versions of then-

talent had come to prove eco-
nomically unfeasible. Muzak and its affiliated publishers were then
bought by Warner Bros., which in turn sold the businesses to a tri-
umvirate comprising Waddill Catchings, William Benton and Allen
Miller. These were the proper heirs to Squier’s vision; Benton had
been a U.S. Senator and a publisher of the Encyclopedia Brittanica,
and Miller owned an English firm comparable to Muzak,
Rediffusion Ltd., engaged in its own radio-via-telephone transmis-
sion. Company president Catchings, an investment banker, had
already envisioned his network as a programmable entity, one
capable of reviving flagging spirits in the workplace. The move to a
pre-recorded format allowed for musical selections to be indexed
and sequenced by their stimulus potential, inaugurating the
decades of research into the physical and psychological effects of
music. The resulting refinement of playlists, taking into account
audience characteristics and musical production values, ultimately

current hits, which most people
came to associate with the company’s programming for public
spaces. These recordings were the stuff of Muzak’s stereotyped
image: string-laden environmental music residing quietly in the
background. After Muzak was acquired by Teleprompter (late
'60s), the new management strove to incorporate a broader palette
of contemporary melodies. On the technological front, the end of
the '70s saw the launching of Muzak’s own broadcast satellite.
After Marshall Field V purchased Muzak, it orchestrated a merg-
er with Yesco Audio Environments in 1987, one of Muzak’s few sig-
nificant competitors. The combined operation moved to its present
headquarters in Seattle; there, the concept of foreground music,
previously a Yesco specialty, became part of Muzak’s design. A new
delivery channel for the company, FM (Foreground Music) One,
featured greater variety in tempo, volume, sonic texture and
Continuted on page 96

Muzak Today:
Hip, Current And
Firmly In The
Foreground

sy PAUL VERNA

The best thing that ever happened to background music was
foreground music. At least, that's the perception at Muzak, the
Seattle-based business-music firm that has transformed itself
from a passé “elevator-music” specialist to a dynamic, multi-
faceted communications com-
pany.

The surest sign of Muzak’s
transformation is in the music
itself, according to Bruce
Funkhouser, VP of program-
ming and licensing.

“If you go into a store and
you think you’re hearing
Muzak, it probably isn’t
Muzak,” he says. “There are
still a couple of companies out
there doing that old-style,
1,001-strings, ruin-your-
favorite-song kind of thing, but
we dropped all that in '87.”

That was when Muzak merged with foreground-music com-
petitor Yesco and incorporated Yesco’s philosophy into its mix.
Foreground music differs from background music in that it uses
popular recordings of hits by the original artists, rather than
soothing instrumental renditions of those hits.

The degree to which Muzak has embraced the Yesco formula

Bruce Funkhouser

LW

EnvironMulisB: George Benson (left), Earl Klugh

is reflected in its product mix. Today, 11 of Muzak’s 12 music
channels program foreground music exclusively, according to
Funkhouser. The 12th channel, the Environmental Music chan-
nel, follows the old Muzak tradition of remaking popular tunes

“If you go into a store and you think you're hearing Muzak,
it probably isn’t Muzak. There are still a couple of companies out
there doing that old-style, 1,001-strings, rvin-your-favorite-song
kind of thing, but we dropped all that in '87.”
—Bruce Funkhouser, VP, programming and licensing

instrumentally. However, Environmental Music has been expand-
ed to include new original compositions written specifically for
Muzak, and it does include the occasional original recording of
instrumentals, by such artists as George Benson and Earl Klugh.

The remaining channels deliver up-to-the-minute hits and
oldies in a vast range of music genres, including Top 40, adult
contemporary, dance, rock, country, jozz, classical and Latin.

A far cry from the “oceans of beautiful music” style of the past,
the new channels are hip, current and extensively researched.
The instrumental channel employs a programming method

Continuted on page 96
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Americans have created music in astonishing variety -- gospel, jazz,
blues, Broadway, bluegrass, rock ‘n roll, classical and everything in
between. Taken all together, this glorious body of music forms a
national self-portrait that is a source of pride to every American.

For one hundred years, Billboard has monitored, measured, nurtured and
celebrated our nation’s most beloved cultural treasure --
our music.

The National Music Foundation is proud to honor Billboard
on the occasion of its 100th Anniversary.

Please join us for a gala celebration, November 15, 1994 at the New York
Marriot Marquis Hotel. Reception and silent auction at 6:00pm, dinner
and dancing at 7:30. Proceeds will benefit the National Music
Foundation, a not-for-profit organization dedicated to American music
and the people who bring it to us. At the National Music Center, we will
preserve our musical heritage through an active retirement residence,
educational programs, performances, a music library and archive, and an
interactive museum of American music.

DAl Y Az

National Music Youandation

Dick Clark Lenox, Massachusetts 01240
Chairman of the Board 1-800-USA- MUSIC

National Music Foundation Benefit Office: (212) 245-6570

Gloria Pennington
President & CEO
National Music Foundation




COMPUTERS

MEAN MORE PROFIT!

Call or fax today to see why YSL is undeni
ably the leader in computer systems for
music ond video retailers and wholesalers.
We built 20+ years of music and video in-
dustry experience into our computer systems
ta help make your business more profitable.

YOUNG SYSTEMS UMITED  Phone (404) 449-0338
Fax (404) 840-9723
Australia: (08) 338-2477
6185 Butord Hwy Ste C-100; Norcross, Ga.30071

YSL COMPUTER SYSTEMS

REALESTATE
TOTHESTARS

RecordTrak

Computerized Inventory Management
for R Stores

800-942-3008

Voice 203-265-3440

Fax 203-269-3930

Sulte

Rateigh, NC 27612
19
Fax (919) 833-1900

3

0243) 775419 Fax 0243) 776327

FIXTURES

NASHVILLE

Spectacular modern architectural
gem on 56 acre private estate. 5
level hilitop house w/360°
observation tower. Enchanting
views of rolling hills. 4,400 sf. 4
BR, 3 stone frpics. Total privacy,
15 miles to Downtown, 6 mins.
from Loveless Motel.  $675,000

Contact Libby Perryman
@ Zeitlin & Co.

(615) 383-0183

FACTORY DIRECT
*CD JEWELBOX STORAGE
(‘\Bl\l[s In St :

Pnces NCLUDE Iocks Textured
steel construction.

*CD JEWELBOX sll[ LF,
Gridwall Si

hite ;grr{v
“Flip-thru”

Architectural Merchandising Floor
Plans at no cost or obligation.
*|JEWEL BOX OR LONG BOX
COMPACT DISC DISPLAYERS
*AUDIO CASSETTE DISPLAYERS
*LASER DISC DISPLAYERS
*VIDEO CASSETTE DISPLAYERS
*ELECTRONIC ARTICLE
SURVEILLANCE SYSTEMS

& & NEW! % %

In your future?
I'll help you find your new HOME!

Paul L. Riggan, Realtor
Sharon Langford & Associates

(615) 383-6600
(615) 646-6855

BILLBOARD’S
“SERVICES”

classification is alive with
advertisers promoting their

professional services every

week. Be a part of this
happening section

Call:
TOLL FREE
1 (800) 223 7524
NYS (212) 5636 5174
FAX (212) 536 5055

*COMIC BOOK DISPLAYERS
*TRADING CARD DISPLAYERS
*COLIL l( Ilbl !\ pDIsr l AY U\S

Stockod in Chlcago, Baltlmore,
Los Angeles, and London, England
Free 100 Page Color Catalog
180024333543
Ask for Jim McFarland
Fax: 213 624-9022

Lift Display System

CD/Cassette Rack

Model G704

Holds 352 CDs and 420 Cassettes
$900 each or best offer

Call 203-374-3652

LOOKING
FOR A
NEW JOB?

NOwW
YOU CAN RUN A
1" X1 COL

“POSITION WANTED”

ADVERTISEMENT
FOR ONLY
$65.00

CALL TOLL—FREE
1-800-223-7524
212-536-5174

| GOOD WORKS

THE THEME IS HELP: Olympic and
world figure-skating champions and
dancers will perform to the music of
Broadway songwriters at “Angels On
Ice,” a performance Oct. 24 at New
York’s Madison Square Garden that
will benefit Gay Men’s Health Crisis.
The writers represented include: Pei-
tor Angell, Howard Angel, Burt
Bacharach, Leonard Bernstein, Jerry
Bock, Cy Coleman, William Finn,
Marvin Hamlisch, Jerry Herman,
John Kander, Barry Mann, Alan
Menken, Mary Rodgers, Lucy Simon,
Stephen Sondheim, Jule Styne,
Andrew Lloyd Webber. For more info,
call Elizabeth Eynon at 212-337-3577.

DELIVERING THE MESSAGE:
Artists Against Drugs, a Hollywood-
based nonprofit group providing free
concerts to schools, is featuring pop-
dance group David & the Venetian
Blondes in a series of 100 nationwide
high-school shows this fall, in which the
group speaks out against drug abuse
and violence. The program is funded by
private sponsors, with the artists donat-
ing their performances, says campaign
director Latisha Orban. For more info,
call 818-452-9101.

BUILDING FOR THE FUTURE:
Warner Bros. artist Tish Hinojosa will
host the first annual San Antonio Habi-
tat For Humanity benefit concert Oct.
26, along with Jimmie Dale Gilmore
and Sara Hickman, at the Majestic
Theatre in San Antonio, Texas. The
event will raise funds enabling the
chapter to construct its 80th home.
Habitat For Humanity helps people in
need build homes, and doesn’t seek in-
terest or profit. For more info, call Jer-
emy Much at Warner Bros. Records at
615-748-8000.

Horne Of Plenty. Lena Horne meets wrth friends after a recent performance at
New York's Supper Club, the proceeds from which benefited the Lena Horne
Education Program of the New York chapter of NARAS, the recording academy.
Shown, from left, are Jon Marcus, executive director, New York NARAS; Liza
Minnelli; Horne; Bruce Lundvall, president, Blue Note Records; Linda Moran, VP,
group and external relations, Warner Music Group, and secretary/treasurer of
New York NARAS; and Jack Maher, first VP, New York NARAS.

CALENDAR

A weekly listing of trade shows, con-
ventions, award shows, seminars,
and other events. Send information
to Calendar, Billboard, 1515 Broad-
way, New York, N.Y. 10036.

OCTOBER

Oct. 21-26, NARM Wholesalers Conference,
Arizona Biltmore, Phoenix. 609-596-2221.

Oct. 25-27, NARM Retailers Conference, Ari-
zona Biltmore, Phoenix. 609-596-2221.

Oct. 27, The Pop Top 2D Breakfast Count-
down, presented by NARAS in association with
Biltboard, sponsored by BMI and the House Of
Biues, at the House of Blues, Los Angeles. 310-
392-3771.

Oct. 27, Third Annual Salute To Excellence
Dinner, honoring Terri Rossi, benefiting the Amer-
ican Cancer Society's Early Detection Breast Can-
cer Program, Sheraton New York Hotel & Towers,

| LIFELINES

BIRTHS
Boy, Corey Tinati, to Michael and
Mona Settler, Sept. 12 in New York.
He is a CPA handling musie industry
accounts and is the son of Gene Set-
tler, president of the Singing Machine
Co. Inc. in Boca Raton, Fla.

Girl, Kimberlee Catherine, to Gary
and Trish Grosjean, Sept. 15 in Ran-
cho Mirage, Calif. He is the stage
manager on Aerosmith’s current tour.

Girl, Elloisa Gaia, to Emmanuel and
Paola Candi, Sept. 22 in Surry Hills,
Australia. He is executive director of
ARIA, the Australian Record Indus-
try Assn.

Boy, Michael Jacob, to Bennett and
Karen Kaufman, Oct. 1 in Los
Angeles. He is VP of A&R for RCA
Records.

Boy, Forrest Bryant, to Paul and
Marilyn Hutchinson, Oct. 4 in Nash-
ville. He is retail co-coordinator for
the Sound Shop/Music 4 Less retail
chain.

Boy, John Edward Enrique, to

Edward and Margarita Rogers, Oct.
4 in Livingston, N.J. He is director of
royalty audits for PolyGram.

Girl, BlueBelle, to Dwayne and Lucy
Welch, Oct. 6 in New York. He is VP
of international for the RCA Records
Label.

MARRIAGES
Steven G. Baker to Michelle Baines,
Oct. 8 in Franklin, Tenn. He is na-
tional promotion manager for
Shindler-Turner Promotions. She is a
management associate at Refugee
Management.

Hiroyuki Kawai to Hitomi Kato,
Oct. 8 in Tokyo. He is an assistant
manager at Tower Records Shibuya.

Mark Fotiadis to Marivi Magsino,
Oct. 16 in Warwick, N.Y. He is VP/GM
of Mute Records. She is Northeast
marketing manager of Capitol Rec-
ords.

Send information to Lifelines, c/o
Billboard, 1515 Broadway, 14th
Floor, New York, N.Y. 10036 within
six weeks of the event.

New York Cynthia Badie Associates, 212-222-
3438.

Oct. 27, TJ. Martell Music And Wine Aficio-
nados Dimner, Burden Mansion, New York. Muriel
Max, 212-245-1818.

NOVEMBER

Nov. 2-4, Billboard Music Video Conference
And Awards, Loews Santa Monica, Santa Monica,
Calif. 212-536-5018.

Nov. 6-8, Sixth Annual EPM Entertainment
Marketing Conference, Universal City Hilton &
Towers, Los Angeles. Riva Bennett, 718-469-
9330.

Nov. 10, Seventh Annual Silver Clef Award
Dinner And Auction, to benefit the Nordoff-Rob-
bins Music Therapy Foundation, honoring Ahmet
Ertegun, Roseland, New York. Sunny Raffini, 212-
541-7948.

Nov. 10, National Conference Of Christians
And Jews Humanitarian Award Dinner, honoring
Blockbuster chairman/CEQ H. Wayne Huizenga,
Beverly Hilton Hotel, Los Angeles. 213-250-8787.

Nov. 10-13, Audio Engineering Society Con-
vention, Mosconi Convention Center, San
Francisco. 212-661-8528.

Nov. 12, “Back To Broadway” Evening, hon-
oring Wamer/Chappell Music chaiman/CEQ Les
Bider, berefiting the T.. Martell Foundation’s Neil
Bogart Memorial Fund, Barkar Hangar, Santa
Monica, Calif. Karen Tremewan Carbone, 310-
247-2980.

Nov. I5, National Music Foundation Fund-
raising Dinner, honoring Billboard’s 100th anni-
versary, benefiting the National Music Center,
Marriott Marquis, New York. Eitin Delsener, 212-
245-6570.

FOR THE RECORD

In her commentary on the asso-
ciation of music and spatial rea-
soning (Billboard, Oct. 15), Dr.
Frances Rauscher omitted the
contributions of Dr. Gordon Shaw,
originator and director of the line
of research being carried out at
the University of California,
Irvine. Shaw and Xiaodan Leng
masterminded these ideas more
than five years ago.
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CELEBRATING OUR 27TH ANNIVERSARY

AAND L

@Y ATU5i0 PRODIC

BLANK AUDIO AND VIDEQ CASSETTE TAPES
FROM 1 MINUTE TO 126 MINUTES

BASF CHROME SUPER MAXELL XLN

WE CARRY A FULL PRODUCT LINE OF:

M

AMPEX AUDIO, VIDEO &
o DIGITAL TAPES
MAG MEDIA

1-800-221-6578

IN NYC 718-435-7322
24 HOUR FAX 718-853-2589

SHAPE, TDK
PANCAKES & C-0'S

NORELCO, JEWEL, POLY BOXES & EMPTY REELS
DISCOVER VISA MASTERCARD AMEX

CUSTOM COMPACT DISCS
Affordable single copy CDs starting at
$35. Write, call or fax for information.

46 PRODUCTIONS

42W557 Hawk Circle, St Charles, IL 60175

TEL (800) 850 5423
FAX (800) 203 1725

1000CD’S

1000 CASSETTES
$2899

COMPLETE PACKAGE

WE'LLDO IT
ALL FOR YOU

ALHIRG

PHONE: (800) 423-2936
FAX: (818) 569-3718

COMPACT DISC / VINYL | CASSETTE PRODUCTION
DESIGN | SEPS | PRINT | PACKAGES | DROP-SHIP

FREE CATALOGUE or SPECIAL QUOTE, CALL
ALIGNED AUDIO 1 - 800 - 869 - 6561
or 718 - 788 - 6969 / FAX 718 - 499 - 0421

SVIALL AD. BIG VALUE!

REPLICATION
PRINTING
TOTAL PACKAGING
GRAPHIC DESIGN STUDIO
POSTERS
PERSONALIZED EXPERT SERVICE

COMPLETE CD AND CASSETTE

The Power
of Excellence

212 - 333 - 5953

Ol ONA0Yd

330 WEST 58TH ST. NEW YORK. N.Y 10019

L
N

FOR SALE: 1
Used record bins, capable of holding
cd's, Ip’s, or laser discs. Bins are two
tier with storage. Dimensions are 30" x
54" Price is $75 each plus shipping.
Call Keystone Music Exchange
717-274-7572

(Paychedetio « Hoavy Metal « Punk + Jaaa + Blues « RAS - |

: Campus Records :
i Wholesale Distnbutor of .
3 “Deletions/Overstocks® "™*0*T o
H 74 Altaay Shaker Rood H
. Lacham, NY 12110 exvony ¢
H 1518) 7836698 %
3 (518) 783.6753 FAX h
£ For a Unique Blend of Independent and  *
e Major Label Closeours and Overstocks &
& MNP « MTD « SEBBey ¢ INGNINY .« S UEQ . A1

N\ Jewel Boxes * CD Blisters
Security Packaging
~ Plastic & Paper Sleeves

WRAPPING & PACKAGING

The Jewelmaster™ Packaging System
Retail-level shrinkwrapping. Does CD's, Videos
casseftes, LP's, posters & more...only $189.95!

Low-cost shrinkwrapping solutions for
retailers & distributors . L-sealers available!

Money-back gusraniee
MUSIC AND MORE...
Indie Labels « Budget & Cut-Out CD"s, Tapes. LP's
Novelties « Comics/Rags * Accessories * Blank Tape
pERFORMANCE
& ISTRIBUTORS

2 Oax S7. New Brunswick AL OBS0 1
Tel:908.545.3004 Fax:908.545.6054 |

SAMPLING SELLS/!!

Laraest U.S. mir. of Listening Posts
quarantees you will sell More Music
with our systems. Call NOW aboul

our FREE test program

i telescan

1-800-835-7072

DON'T BUY CUTOUTS!

Until You See Our Catalog
Of Great Cassettes and CD’S

TARGET MUSIC DISTRIBUTORS
7925 NW 66 th ST., DEPT J
MIAMI, FL 33166

Oir"| Phone: (305)591-2188
Fax : (305)591-7210
LOWEST PRICE!

* CD’s - LP’s - Tapes *
* Cut-Outs - Over Stocks *
* Budget - Midline *
* Call For Your Free Catalog Today!
MUSIC WORLD
8555 Tonnelle Ave., N. Bergen, NJ 07047
Tel: (201) 662-7600 Fax: (201) 662-8060

Buy direct and save! While other people are
raising their prices, we are slashing ours. Ma.
jor label CD’s, cassettes and LP's as low as 50¢.
Your choice (rom the most extensive listings
available. For free catalog call (609) 890 6000.
FAX: (609) 890 0247 or write
SCORPIO MUSIC, INC.
P.O. Box A
Trenton, N| 08691 0020

POSITIONS WANTED

PERSONAL ASS'T

Whether on tour or in the office - always
perform with confidence. Leave all the details
to this youthful but savvy assistant.
Discreetly handies all your professional and
personal matters with dedication and a smile.
CONTACT JILL AT (205) 471-4108

| information confidential. Fax to (908) 781-1693 &/or

DRUMMER SEEKS INTERNATIONAL ACT

Highly experienced professional drummer w/top
name credits seeks established national/interational
pop, rock, R&B or country, cross-over act
Resourcetul team-player, versatile w/great feel,
knowledgeable on all aspects of music business. All

send material to Sphere Productions, P.0. Box 991
Far Hills, NJ 07931-0991

PROFESSIONAL
SERVICES

[ MUSIC LAWYERS are dealmakers in the |

music business — they can advance your
career and get your tape to the right people.
Find out who’s who and how to reach them in
The Directory of Music Lawyers, written by an
entertainment attorney. Send a check or money
order for $49.95 to: U.S. Music Library, P.0.

[ Box 150758, San Rafael, CA 94915-0758.

FOR DIRECTOR, BUSINESS AFFAIRS

Zomba Recording Corp. (including the
Jive and Silvertone labels) seeks a
lawyer with at least 1 year of record
company expefience, with emphasis in
drafting and negotiating artist, producer,
and related agreements. Great growth
potential. Applicants must be detail-
oriented and have strong organizational
skills. Submit resumes to Zomba
Recording Corporation, 137-139 West
25th Street, New York, NY 10001, Attn:
Personnel Manager, or send by fax to
(212) 989-6603. Absolutely no phone
calls, please.

<4

PARTNER WANTED

A recently established and successful
record label with a dynamic programme
of classic, pop and folk music is
seeking an international equity partner.
Located in a southern German music
metropolis, the company offers

* A diversified source of productions
which have proven their attractiveness
on the German market and could be
distributed in other countries under the
equity partner’s label

« Entry to the German market for the
equity partner’s own productions.

Germany
FAX: ++49 89 480 22 60

INTERNATIONAL EQUITY |

MUSIC SALES
One of the nations fastest growing
independent and import/export
distributors is looking for experienced
agressive additions to our staff in the
following departments:

SALES
A few select positions are open for
individuals with a proven track record in
sales to retail accounts.

EXPORT
Experienced export manager to oversee
all aspects of our export department.

Excellent benefits. Must be able to
relocate.
Send resume to:

1SS
P.0. Box 31731
Chicago, IL 60631-0731

SERVICES [FORSALE [ HELP WANTED HELP WANTED TALENT

WANTED:
BEACH BOYS
COVER BAND FOR
PRIVATE PARTY

APRIL 30
NYC AREA

CALL 718-258-0009

International Record Label Seeks English
Speaking Asian Female Lead Singer
For Clarence Clemons Album
Send Tape, Resume, Photo &/or Video To:
The Law Fim of Berger, Kahn, Shafton et al
4215 Glencoe Ave. Marina Del Rey, CA 90292-5634
Attention: Judi Tevrow @ 310.821.9000 ext. 107
Packages Will Not Be Retumed

Multi-national video facility seeks
experienced dubbers; all shifts.
Minimum 2 years experience with 17,
D2, Betacam, 3/4”, Standards
Conversions. For consideration,
please send your resume to:

Box 8192, Billboard Classified,
1515 Broadway, NYC, NY 10036

ROYALTY AUDITOR

LA based CPA Firm is seeking
individual with 4 or more yrs performing
royalty audits at record companies.
Must possess excellent computer and
written/verbal skills. Experience and
ability to produce results will determine
compensation and advancement.
Resume to:
Box 8187
Billboard Classified
1515 Broadway
New York, NY 10036

needed for exciting & successful POSTER
tine! Rock, girl/guy, Black Light, fantasy &
more. Many territories open. We've been #1
in colteges for years, now we’re expanding
retail. (Fax resume to 513-577-7110, Attn:
LVickie. PH: §13-577-7100.

RETAIL SALES REPS |

|

Record company seeks individual with 2 yas—'

music distributor sales/marketing experience.
| Prefer major fabel experience & college degree.
Must be able to travel, have computer skills,
communicate well, be willing to live in South East,
have knowledge of the music industry and love of
music.
Box 8189 — Billboard Classified
1515 Broadway, NYC NY 10036

GENERAL MANAGER
Leading children’s music record label &
World/Progressive label with major distribution
seeks General Manager. Responsibilities include
management and coordination of all aspects of
the labels. Strong financial and strategic planning
background. Located in beautiful rural area.

Contact Jeff at 707-923-3991 or

Fax 707-923-3241.

SMITH.ALSTER

—— AND COMPANY ——

> )cludio BoOKS  yideo Games
> Lonsumer ., computers
Electronics > Compact Discs

> Videos
> Laser Discs > Cassettes

Fax: (516)420-8455

CASH-CASH-CASH
Top $ paid on CD’s, Cassettes,
LP’s, Music Books, Rock
T-shirts. No quantity too big or
too small. Call 201-662-7600 or
Fax: 201-662-8060

$ POSTERS $

American Arts & Graphics, Inc.
$ CONCENTRATED PROFIT $

TAPES

SENTRYJS/YSTEMS

A New Generation of Reusable
Software Security Packaging

* Seven Models — Including a
double CD Package
* Adapts to all EAS Technologies
. Ir;lcrfiase Profits by Reducing
e

Call or Write Today for Brochure

and Samples

C & D Special Products, Inc.

309 Sequoya Drive
Hopkinsville, KY 42240
West Coast
800-366-4923

1-800-922-6287

APPAREL

LICENSED MUSIC APPARREL
“"OVER 100 ARTISTS"
CALL FOR FREE CATALOG
DEALERS ONLY

1800 328 0308
ACCESSORIES

PROSING Karaoke

FreeCatalog: World's largest

CSP P.O.BOX 1106
- Bridgeview IL 60455
2 1-800-800-8466

\J
,‘\ selection AllBrandsolequipment
CD+G LD's Vocal Eiminalors
4 1! =N Players. Speakers. Mics

POSTERS NOVELTIES

DEALERS OMLY = 1-800-248-2238 « CALL FOR CATALOG

MUSIC MERCHANDISE
Thegreatest variety of licensed product around!
POSTERS, T-SHIRTS, STICKERS, PATCHES,

CAPS, JEWELRY, TAPESTRIES, BUTTONS, ETC...
Same day shipping / NO minimums
GET IT ALL WITH ONE CALLM!

ZMACHARS POSTERS, INC
(305) 888-2238/ FAX: (305) 888-1924
7911 NW 72 AVE, SUITE 102 MEOLEY, FL 33166
SERVICE IS OUR #1 GOAL!
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ALL TOLL FREE
1-800-223-7524

Regular Classitied: $4.85 per word, minimum order: $98.00
DISPLAY CLASSIFIED:

$136.00 PER

125.00 PER

119.00 PER

111.00 PER

92.00 PER

REVERSE ADVERTISEMENTS:; $17.50

POSITION WANTED: $65.00 PER COLUMN INCH
BOX NUMBER: $17.50, BROADCAST MEDIA: $80.00 PER INCH

-1 issue

- 3 issues
- 13 issues
26 issues
" - 52 issues

Billboard Classified Action Mart

Call Jeff Serrette NY State - 212 536-5174 *Outside NY State - toll free 800/223-7524
Billboard Classified * 1515 Broadway * New York, NY 10036

**REAL ESTATE TO THE STARS**

For Real Estate information call Laura Rivchun
1 (800) 223-7524 - in NY (212) 536-5173 * NY OFFICE FAX # (212) 536-5055
800 223-7524 - For Classified Advertising Only

FAX YOUR AD
212-536-5055

Real Estate To The Stars
$65.00 per inch

SERVICES SERVICES SERVICES

SBEST VALUES IN THE INDUSTRY”
CD & CASSETTE (Complete Package)

coainon(1:000 co'SESRTTM1,000 cass.[XTH)

GLASSMASTER « 4 COLOR FRONT COVER | TEST CASSETTE » 4 COLOR JAY CARD +1

Specnal AND TRAY CARD « 2 COLOR CD LABEL » | COLOR PRINT ON CASSETTE « NORELCO

Wih T JEWEL BOX « OVER-WRAP « (to 78 Min.) | BOX « OVER-WRAP (to 60 Min.)
ko Oy

{FROM DAT OR TAPE AND COMPOSITE PRINTERS FILM) -/
IMUG IV Press, Inc

Call Toll-Free For our Free Catalog 1-800 - 553-7553

* Phone (305) 825-8433 +« Fax (305) 827-3803

THE ONLY NUMBER YOU NEED FOR
DESIGN AND MANUFACTURING

THE LEADING MANUFACTURING SERVICE FROM THE UK
NOW IN THE UNITED STATES
FALL SPECIAL OFFERS FOR
CD’8 & CASSETTES

1,000 CD Albums * Glassmaster * Two Colour On Body
Print » Four Page Booklet And Tray Card 4 X 1 Colour *
Jewel Box « Shrink Wrap

$1750

(From CD Ready Master and Composite Printers Film)
1,000 Cassettes
Running Master + Label Plate + 1 Colour Print On Cassette
Inserts « Norelco Box * Shrink Wrap

$925

A TO 2 MUSIC SERVICES INC

105 OUANE STREET « SUITE 528
TRIBECA TOWER + NY « NY10007

(From Dat Or Tape And Composite Films)
« Full Type Setting And Design Service
« All Editing And Packaging Requirements

TELEPHONE (212) 346-0653/73
FAX (212) 346-0679

Video / Graphics &

It's 2 Teugh Market! Te Win You Neod Mind-Blewing Graphics That Will Get
Your Product The Attontien It Desorves. 4th Dimension Graghics Caa Give You
The Creative Edge You Noed Te Cut Through The Clutter. Estimatss.

« 30 For i, Fim &1V + Graphie 1 For evary sucoet 1°000°031-0133

When You Need The Very Best In Braphics, Contact The 4th Dimension

COMPACT DISCS = 95¢ EACH

{Bulk from your C.D. ready master and label positives) minimum 1000
Complete CD and Cassette Packages Available in quantities of 250/500/1000
1-800-874-4174
CALL FOR A QUOTE
Digital Mastering Systems ® Digital Audio Duplication ® Computer Graphics

NATIONAL TAPEDISC

1110-48th Avenue North « Nashville, 37209

INCLUDES:

* ORIGINATION
2-PAGE BOOKLET* WITH 4-COLOR COVER
1-COLOR BACK
4-COLOR INLAYCARD
CO LABEL FILM & 2-COLOR LABEL IMPRINT
JEWEL BOX & SHRINK WRAP

Ci

o

PACKAGE

Rainbo Records and €assettes
1738 Berkeley Street, Santa Monica, CA 90404 + (310) 829-0355 « Fax (310) 828-8765

4-PAGE BOOKLET ADD $95.00

LENGTH [ PRICEe) | TDK PRO SA BULK
C-10 $0.30 CUSTOM LOADED
C-30 $0.42 (UNLABELLED AND UNBOXED)
C-40 $0.46
C-45 $0.48
C-50 $0.52
J C-60 $0.58
C-70 $0.64
|_c-80 $0.71 32 WEST 39th STREET
e S0.78 TELE;“:&E?ZZ:%EBY;;S&KB;(??J:S3579
$25.00 minimum order
CUSTOMER PICK-UP, MESSENGER OR MAIL ORDER
WE CARRY ALL BRANDS OF RECORDING SUPPLIES AND ACCESSORIES

EASTERN STANDARD
PRODUCTIONS, INC.

37 JOHN GLENN DR BUFFALQ. NY 14228
(716) 691-7631 + FAX (716) 691-7732

FOR A FREE
BROCHURE

PROFESSIONAL RECORDING AND DUPLICATING SUPPLIES

COMPLETE LINE OF Y Hewy \SOUMD
NORELCO BOXES
1 Min. - 126 Min. o = FTD . CRYSTAL POLY
Loaded With MAXELIT - SONY'- K COLOR CASSETTE LAMELS & 5-CARDS
BASF CHROMA PLUS, Studio Masterin SH%A‘%WM
cHmoms supse & | and Multitrack Products | gasr ano MAGNENIC MEDIA AUDIO PANCACKES
MAXELL XL It DAT'S - 489/289 (S-VHS) Sy
HIGH BIAS TAPE HI-8MM - COR'S CUSTOMMOED CASSETTE
U-MATICS
SONY - TELEX - NOW! RECORDING SYSTEMS
499/456 - 911/468 Tope Duplicating Eguipment

CALL FOR 7 764 5th Avenue, Brooklyn, New York 1232 g h'RS
OUR FREE € In New York Telephone: (718) 369-8273 S
CATALOG % 24 Hour Fax: (718) 369-8275 Notondl Recording Supphes inc.

COMBINATION SPECIAL !

500 TAPES AND 500 CD'S
OMRAETE RETAL READY PACKAGE

|Combleation Speciet P rics

v $2,355

rhctory Direct..

Best Valves! 500 - Promo CD's - $995

(1,000 C0’s $1,550)
Delivery in 158 Business Days!
Promotional Package includes: CD-R
Reference, One Color CD Label with
Layout, Typesetting & Film (to 25 Min.)

Manufacturing
In Our Plant!

SPECIALS -
“With This Ad Only”

500 - Color CD's - $1,995
(1,000 €0's $2,265)

500 - Cassettes - $715 _
Retail-Ready: FULL COLOR Front

(1,000 Cassettes - $1,025)
Retail-Ready: FULL COLOR J-Card,
Test Cassette, Graphics Layout,
Typesetting & Film, Cassette Label,
Norelco Box & Shrink-Wrap (to 50 Min.)

& Tray Card, CD-R Reference,
2-Color CD Label, Graphics Layout &
Film, Jewel Case & Shrink-Wrap
{to 58 Min. / 20 Index Points)

500 - 12" Vinyl - $1,075 [ Best Values in The industry! |
(1,000 12" Singles $1,450)
Retail-Ready 12" Single Package Call For Our Complete Catalog
Direct Metal Mastering, 5 Test Pressings, =8 TSDA - \
Label Layout & Printing, Plastic Sleeve, EUROPAD_!S_K\A,LTD.

Black or White Die-Cut Jackets,

75 Varick Street, New York, NY 10013

Shrink Wrap (to 14 Min. per side)

= (212) 226-4401 FAX (212) 966-0456

american pro digital inc

CD & CASSETTE
PRODUCTION

P.0. 30X 550 Tel : (315) 7690034
ROOSEVELTOWN, N.Y. Fax: (315) 7690342
13683-0550

1-800-APD-DISC

(273-3472)

RECORD PROMOTION

EXPERIENCE! EXCELLENCE!
25 + YEARS!

Working Al Leading National Charts.
‘One Of The Foremost
Names in Music Promotion™
RCt Records inc., 1-800-737-9752
4721 Trousdale Dr., Nashville, TN 37220
615-833-2052 » FAX 615-833-2101

EIBLANK TAPE & ACCESSORIES v
Widest Selection Anywhore!
Casil For Free Catalog

(800) 355-4400 ';
@ rosevmal
Ty SV L e

» 00000

NS A

Your music on

CD

Small quantities our specialty

Og|
O

Big Dreams Studio  708-945-6160

CASSETTE & RECORO MANUFACTURING
(800) 859-8401

(CA, INC. « 2832 SPRING GROVE AVE. » CINCINNATI, OH 45225

{513) 681-8400  FAX (513) 681-3777

(Continued on page 88)
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Pro Audio
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| AUDIO TRACK

NEW YORK

ARISTA ARTIST Barry Manilow
was at Edison Recording Studios
working on his “Singin’ With The Big
Bands” album. Phil Ramone, who co-
produced the project with Manilow,
used vintage microphones from the
'30s and '40s to record the sessions. . .
Lou Reed was at Sear Sound work-
ing with producers PPaul Kolderie
and Sean Slade on an upcoming trib-
ute to the late, great songwriter Doc
Pomus. Kolderie engineered the ses-
sions with the assistance of Fred Ke-
vorkian and Bil Emmons. Tracks
were recorded onto a 16-track, 2-inch
Studer deck and mixed onto Ampex
half-inch 300 tape . .. Producer Russ

Billboard.

Titelman was at Unique Recording
Studios putting finishing touches on
the mixes for Eric Clapton’s new
Warner Bros. release “From The
Cradle.” Ben Fowler engineered the
all-digital project, and Ed Miller as-
sisted . .. Chaos/Columbia artist Su-
percat was at Platinum Island Stu-
dios with producer Chad Elliot
remixing the single “Turn.” Elliot
worked behind the Neve 8128 console
with Flying Faders.

LOS ANGELES

TOMMY BOY act the Jazzy Fat
Nasties has been at Soundcastle Re-
cording Studios working on an up-
coming project with producer Jay

Swift. Tim Nitz engineered the proj-
ect, with assistance from Mon
Agranat .. . Larrabee Studios played
host to American Recordings act the
Jayhawks. The band was in working
on its upcoming release with pro-
ducer George Drakoulias and engi-
neer Dave Bianco ... Capitol group
Duran Duran was at Skip Saylor Re-
cording working on an upcoming self-
produced album. Engineering the
sessions was Ken Kessie. Eric Flick-
inger assisted ... EastWest Records
artist Adina Howard was at Encore
Studios working with various produc-
ers, including Livo Harris, Carl Ro-
land, Al Foust, George “G-Man”’
Corante, Brian Walls, Doc, Rochad
Holiday, and Sauce. Engineers on
the project were Rob Chiarelli and

Kevin Davis. Assisting was Carlos
“Whiz Kid"” Warlick.

NASHVILLE

MCA RECORDING ARTIST Rod-
ney Crowell was at Woodland Digital
working on his upcoming album with
producer Tony Brown. Sharing engi-
neering chores were Steve Marcan-
tonio and Russ Martin ... Another
MCA artist, Trisha Yearwood, has
been spending time at the Sound Em-
porium with producer Garth Fundis
and engineers Dave Sinko, Ken Hut-
ton, and Mark Harrelson. The
singer has been readying a Christmas
album and a jingle/video shoot for
South Georgia Chevrolet dealers, in
addition to completing her fourth reg-
ular release.

OTHER LOCATIONS

ALLIGATOR ARTIST Carey Bell
has been at Streeterville Studios in
Chicago, working with producer
Bruce Iglauer on his upcoming re-

lease. David Axelbaum engineered
the sessions behind the Neve console
... Shrapnel artist Marty Friedman
was at the Rocket Lab in San
Francisco completing his upcoming
release for the label. Engineer Ken
Lee used the Apogee UV22 bit-reduc-
tion process on the mastering ses-
sions for the project . .. Bad Animals
in Seattle played host to “Far Side”
creator Gary Larson, who was in
working with guitarist Bill Frisell on
music for “Tales From The Far Side,”
an animated television special to be
televised at the end of October . .. At
New River Studios in Fort Lau-
derdale, Fla., mixing was completed
on an upcoming Christmas album
from Polydor artist Engelbert Hum-
perdinck. The project was produced
by James and Ron Last. Ron Last
handled engineering chores, while
Riley J. Connell assisted.

Please send material for Andio
Track to Peter Cronin, Billboard, 49
Music Square W., Nashville, Tenn.
3$7203; fax: 615-320-0454.

PRODUCTION CREDITS FOR BILLBOARD’S NO. 1 SINGLES (WEEK ENDING OCTOBER 22, 1994)
| CATEGORY HOT 100 R&B COUNTRY MODERN ROCK | ALBUM ROCK
TITLE I”"LL MAKE LOVE | WANNA BE DOWN/| SHE'S NOT THE WHAT'S THE INTERSTATE
Artist/ TO YOU Brandy/ CHEATIN' KIND FREQUENCY, LOVE SONG
Producer Boyz Il Men/ K. Crouch Brooks & Dunn/ KENNETH? Stone Temple Pilots/
(Label) Babyface (Atlantic) D. Cook R.EM./ B. O’Brien
(Motown) S. Hendricks S. Litt (Atlantic)
(Arista) R.EM.
(Warner Bros.)

RECORDING LARRABEE STUDIO 56 SOUNDSHOP CRITERIA SOUTHERN TRACKS
STUDIO(S) (Los Angeles) (Los Angeles) (Nashville) (Miami, FL) (Atlanta, GA)
Engineer(s) Brad Gilderman Booker T. Jones Ill | Mike Bradley | Pat McCarthy Nick DiDia
'RECORDING | SSL 40006 Trident 808 Trident Vector 432 | Neve 8078 | SSL 4064G
CONSOLE(S)

MULTITRACK/ | Studer A827 ADAT Sony 3348 Studer 827/Sony Studer A827
2-TRACK 3348

RECORDER(S)

(Noise reduction) [

| |

STUDIO | Augsperger/TAD | JBL | Westlake BBSM15 | Yamaha NS10 Yamaha NS10
MONITOR(S) | Yamaha NS10 Augsperger
MASTER TAPE | 3M 996 Ampex 489 Ampex 467 Ampex 499 Ampex 456
MIX DOWN ENCORE | sTUDIO 56 THE CASTLE OCEANWAY SOUTHERN TRACKS
STUDIO(S) (Los Angeles) (Los Angeles) (Nashville) (Los Angeles) (Atlanta, GA)
Engineers(s) Mick Guzauski Booker T. Jones Il | Scott Hendricks Pat McCarthy Nick DiDia
CONSOLE(S) SSL 4000G | Neve VR0 SSL 4056G Neve 8038 i SSL 4064G
[MULTITRACK/ | Studer A827 ADAT 3700 Sony 3348 ATR124 Studer A827
2-TRACK-

RECORDER(S)
| (Noise reduction)

1 !

STUDIO Augspurger/ Augspurger/ [ UREI 813 Custom Oceanway | Yamaha NS10
MONITOR(S) Tannoy SGM10 TAD [ B&W Augsperger
MASTER TAPE | 3M 996 | Ampex 489 | Ampex 467 | 3M 996 Ampex 456
MASTERING | FUTUREDISC | BERNIE GRUNDMAN| MASTERMIX | PRECISION GATEWAY
(ALBUM) Eddy Schreyer | Brian Gardner Hank Williams Stephen Marcussen | Bob Ludwig
Engineer

PRIMARYCD | PMBC WEA BMG WEA WEA
REPLICATOR Manufacturing Manufacturing Manufacturing Manufacturing
(ALBUM)

PRIMARY TAPE | HTM WEA BMG WEA WEA
DUPLICATOR Manufacturing Manufacturing I Manufacturing Manufacturing
(ALBUM) , | .

© 1994, Billboard/BPI Communications, Hot 100, R&B & Country appear in this feature each time; Aibum Rock, Modern Rock, Rap, Adult
Contemporary & Dance appear in rotation

EUROSOUNDS

(Continned from preceding page)
with the addition of a 32-voice, 32-
megabyte Synclavier with 8-track
PostPro.

DENMARK

BRUEL & KJAER will launch the
4040 valve mike at the upcoming 97th
Audio Engineering Society Conven-
tion in San Francisco. Available in a
limited run of 100 units on special
order, the unit combines valve and
FET pre-amps with a one-inch dia-
phragm, and provides simultaneous
in-phase outputs from the two pre-
amp types.

NORWAY

PA COMPANY PSS has bought an
EAW KF650ISR rig for its rental de-
partment, with SB600RD2 sub-woof-
ers, MX8001 CCEP processor, and
Crown amps. The system has already

been used by Norway’s Reidar Lar-
sen and Iceland’s Mezzoforte. PSS’s
KF300ISR system was used for the
Night Jazz festival at the Asgard-
strand Hotel.

Norsk Rockeforbund, the Norwe-
gian rock association, has taken deliv-
ery of two EAW systems that will be
based on Tonsberg and Forde, to be
used by lesser-known bands. The sys-
tems are KF650ISRs with
SB250RD2 sub-woofers, MX300i
CCEP processor, and Crown amps.

SWEDEN

BENNY ANDERSSON, formerly
with Abba, has bought a 64-megabyte
Synclavier with 32 sampling voices,
32 synthesis voices, and 16-track di-
rect-to-disc. This follows the upgrade
of his first system to 96 sampling
voices and 128-megabyte RAM with
Synclavier Co. MegaRam cards.

Here Muffs. Warner Bros. rockers the Muffs completed their upcoming project
for the label at NRG Recording Services in Los Angeles with producer Rob
Cavallo, known for his work with Green Day. Assistant engineer John Ewing Jr.
is shown in front; behind him, from left, are drum tech Mike Fasano, Muffs bassist
Ronnie Barnett, drummer Roy McDonald, guitar tech Andrew Buscher, Muffs
singer/guitarist Kim Shattuck, Cavallo, and engineer Jerry Finn. At the bottom is
assistant engineer John Ewing Jr.
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On The Pulse. Jamaican reggae act Steel Pulse holed up at Grove Studios

in Ocho Rios to cut its new album, “Vex.” Jamaican Prime Minister P.J.
Patterson, left, discusses the album's social content with Steel Pulse leader

David Hinds.

Rundgren Takes Interactivity Live
Show Lets Audience Members Participate

B BY MIKE LETHBY

LONDON—Todd Rundgren,
whose latest CD-i album, “No
World Order,” allows fans to remix
tracks and explore the music’s in-
ner structures, has extended the
interactive concept to the live
stage.

The show pushes the limits of in-
teractive audio, video, and lighting
technology, and breaks new
ground in the area of audience in-
volvement.

Accompanied on stage by three
dancers, Rundgren plays on a tiny
circular plinth in the heart of the
audience, while a slender arch

EUROSOUNDS

1

A column by Zenon Schoepc on the
Ewropean professional audio industry.

SWITZERLAND

THE STEERING BOARD of the Eur-
opean Digital Video Broadeasting Proj-
ect has settled on a conditional access
package of techniques and operational
agreements that it believes will enable
the successful introduction of digital
television in Europe.

The package i3 based on a common
scrambling system for DVB transmis-
sion and includes further agreements
on technical issues. “The DVB believes
that these *echniques may be used to al-
low any owner of DVB equipment to re-
ceive all programs available to hiin
through a single receiver,” says steer-
ing board chairman Peter Kahl.

The project has grown in the last
year from 83 to 147 member organiza-
tions, including broadcasters, manufac-

turers, network operators. and regula-
tory bodies.

UK.

STAFFING CHANGES AT digital
audio workstation manufacturer DAR
have continued following the departure
of marketing director Jeff Bloom. Ha-
zel Simpson has departed the company
as MD, but will continue as chairman.
She also has been appointed commer-
cial director at sister Carlton Commu-
nications company SSL, where she re-
places Anthony David.

DAR’s former technical director,
Mike Parker, has been appointed MD
of DAR, and David Lawrance has
joined as sales and marketing manager
from Drake Electronics, where he was
GM of the products division.

THE REFURBISHMENT of the
Royal Burgh of Stirling visitor center

Potential Profits Draw Industry
To Color CD Printing Conference

W BY STEVE TRAIMAN

NEW YORK—Heightened interest
in the extra revenues from coloriza-
tion of CD and CD-ROM product
drew 40 attendees from four conti-
nents to the first International Color
Conference for the Decoration of
CDs. Sponsored by Colonial Printing
Ink Corp., it was held Sept. 27-29 in
Las Vegas.

According to Bob Nersesian, Colo-
nial marketing manager, the 40 exec-
utives from the U.S., Canada, UK,
Germany, Taiwan, and Australia
shared positive experiences related to
trends and expansion of a current $10
million-$15 million market that could
double or triple within five years
(Billboard, Sept. 10).

The conference attracted manufac-
turers such as Sony, Digital Audio
Dise Corp., JVC, Distronies, Cinram,
HMG, Technicolor, Metatec, Astral-
Tech, Serigraph Sales, Sonopress,

and Comdec; suppliers such as Tetko,
Graphics International, Microcircuit
Engineering, and Novachem; and in-
dustry speakers from Majestech,
Coates UK, Wierderhold, Datacolor,
Kammann Maechine Services, and
Pantone.

“As a neophyte in the CD industry,
I thought it went quite well,” said
Pantone senior VP Michael Gavin at-
ter the show. “The great interest
from the CD community fit with the
timing of our program to license the
use of Pantone matching colors for
ink recipes mixed to match the Pan-
tone color formula guide. As the first
licensee, Colonial demonstrated the
system, and the response was excel-
lent.”

Most attendees indicated a need to
continue the forum, Nersesian says,
and with many companies unable to
attend during their “busy season,” a
spring 1995 conterence is being plan-
ned.

at Stirling Castle, Scotland, has incor-
porated the first installation of Sennh-
eiser’s Si 1029 multichannel, infra-red
transmission system. The system is
part of an audio-visual presentation
that will introduce an estimated 100,000
visitors a year to the Royal Burgh'’s his-
tory.

STEINBERG HAS ANNOUNCED
A PROGRAM of Cubase training
courses for users and teachers, com-
mencing in the U.K. at the end of
October as part of a worldwide educa-
tional scheme that is under way at insti-
tutions and distributors in more than 30
countries.

NORWICH CITY is the latest football
club to opt for restricted-radius radio
broadcasting from its ground on match
days. Three other clubs—Blackburn
Rovers, Manchester United, and New-
castle United—already use the special-
ized community radio service, which
can be heard within a four-mile radius
of the ground, for such programming as
match-day information on travel and
team selections, interviews, and phone-
ins.

Central to the Norwich City installa-
tion is a Sounderaft Series 10 console.
“Although different clubs want differ-
ent facilities, we invariably specify a 28-
channel format and vary the configura-
tion of stereo/mono/telco inputs,” says
Alan Yardley, executive consultant of
the installers Club Radio UK.

SMS, THE UK. SPECIALIST DIS-
TRIBUTOR of audio and data to radio
stations, is to expand its services into
Europe. SMS’s satellite footprint via
Intelsat 601 already covers parts of
Western Europe, and CEO John Ross-
Barnard says the move, which has not
yet been given a timetable, was a natu-
ral and more efficient means of extend-
ing the existing service.

SMS shareholders include U.K. com-
mercial radio companies such as Capi-
tal Radio; ABC Radio Networks of
America took a stake last year.

LONDON POST HOUSE Saunders &
Gordon has upgraded its fifth room
(Continued on next page)

structure over his head—custom-
built by Stagecraft of Carson City,
Nev.—supports a cluster of light-
ing, audio monitoring equipment,
video screens, and other parapher-
nalia. Amplification and control
racks nestle alongside fog ma-
chines beneath his feet. The tour is
crewed by just two men: sound en-
gineer Larry Toomey and produc-
tion manager Greg Guzzetta.

The show consists of Rundgren
singing via a headset mike and
playing live guitar and keyboards.
Rhythm and other backing tracks
run from Apple Macintosh com-
puters and assorted samplers us-
ing Opcode MIDI software. Also
MIDI-linked to this system are
DMX controllers, which operate
the High End Track Spot auto-
mated lights and other lighting
hardware.

Says Guzzetta, “We were in the
States for about 12 weeks around
the beginning of the year, and in
Japan for two weeks. We did
Woodstock in the summer and then
brought it over to Europe.

“The attempt is to take the audi-
ence out of just being observers to
become participants in the show.
Todd had to come up with a lot of
ideas to create the participation.
Something this complex has a lot of
things that can go wrong—it was
very trial and error. It's very de-
pendent on the audience. Since it's
something new, people are a little
shy sometimes, so it’s a different
experiment in every city we go to.”

Electronic boards carry song
lyries and other messages; three
beacons—green, yellow, and red—
tell the audience when it’s permis-
sible to step on stage, choose an in-
strument, and join the action.

“This show contains a lot of dif-
ferent elements,” says Guzzetta.
“It’s not just interactive, it’s a mul-
timedia show. Eighty percent of
the video content was produced by
Todd in his video studio. He’s
known for his cutting-edge video
stuff, and he takes advantage of
that here. Part of the interactivity
of the show comes from two little
video cameras which drop into the
audience, so the audience become
camera people, and their shots are
put up on the screens.”

Meanwhile, Rundgren himself
plays guitar, drums, and key-
boards, and sings using an AKG
C410 headset on a Samson wireless
system.

The show uses a four-point PA
design. Engineer Toomey says, “It
works out real nice to keep it
sounding clean and to bring out the
sibilance in the PA. In the begin-
ning, we thought about mixing in
quad, but it seemed like with the
audience being all over the place,
they wouldn’t get much of the ef-
fect.”

Toomey mixes from a position in
the audience alongside the amp
racks. “But every so often when
something goes wrong, I have to
crawl under the stage and get

squirted with fog juice and blasted
by the two subwoofers down
there,” he says. “It took a couple of
months to get the mix together, us-
ing three Peavey 8128 8-channel
digital mixers. In the show, we're
just recalling presets—maybe five
or six per song—and what’s neat is
that the Peavey mixers allow sub-
tle crossfades between presets.”

Much of the audio chain—from
the four-corner PA stacks to digital
processing, mixers, and key-
boards—has been supplied by Pea-
vey. The entire production runs on
Opcode software, except for the
message boards, which are control-
led by a Powerbook.

Toomey says, “The video is run
off four Philips CD-i players.
Philips is a major sponsor here,
and Todd’s really the first artist to
utilize Philips CD-i technology:
Not only is his album on it, but all
the video we have here is recorded
on it. Segments of the CD-i album
are incorporated into the live show,
cued from the Mac’s serial printer
port.”

In command of video are four
Commodore Amiga 4000 com-
puters, switched via MIDI, which
handle camera and CD-i inputs,
plus special effects for a videowall
processor.

Says Guzzetta, “It’s all pro-
grammed and sequenced, but with
the master controller on stage, Todd
can call up any part of any song at
any time, instantaneously, so he’s
actually ‘playing’ the sequence live.
And there’s the three Peavey MIDI
fader boxes: one controls the light-
ing, another his monitor mix, and
the third provides MIDI volumes
and mutes for all 16 channels. Todd
can reach over at any time and
change anything he wants to—his
monitor balance, for example.”

Lighting designer John Rossi de-
signed scenes for the show that
Rundgren later attached to appro-
priate parts of each song. Guzzetta
says, “The High End Track Spot
was the perfect light because it re-
ally suits the small space up there.
Todd’s also been handing over the
guitar a lot, and it seems like at ev-
ery city there’s a couple of guys
who'll play it pretty close to the orig-
inal. It’s really amazing how many
good guitar players are out there,
who know the songs and can really
play them. We get all these different
playing styles: Guys that are into
Metallica play it heavy, and others
who are more jazz-influenced play it
a little lighter.”

Also available to the audience are
timbale sticks, an electric drum kit
(minus the kick), an overhead trig-
ger, and some 20 samples, playable
from a master keyboard.

Toomey sums up the production
by saying that Rundgren “always
comes up with something new. He
really wanted to hand the show back
to the fans. Sometimes they're a lit-
tle shy in coming forward, but most
times the reaction is amazing.”
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TURNER HOME VIDEO

(Continued from page 6)

sales programs that Turner imple-
ments—not unlike the label deal that
linked New Line to Columbia. Einhorn
called that arrangement “frankly so
successiul that it's a paradigm for how
two companies can work together. Now
it's a new frontier.”

New Line unquestionably will domi-
nate Turner’s sales growth. Snyder
said revenues are expected to quintu-
ple to $250 million in 1995, following
New Line’s move from Columbia. Tur-
ner is projected to climb to $300 million
in 1996 and $400 million the year after,
at the same time Home Video reaps the
benefits of New Line Cinema's ex-
panded movie making and acquisitions.

Einhorn said he expects to introduce
more than 40 titles in 1995, including
the just-released documentary “Hoop
Dreams” and ‘“Wes Craven's New
Nightmare,” two special-interest pro-
grams, and two made-for-TV movies.
“There will be much more activity in
the non-theatrical programming area,”
he adds. Children’s animation and fit-
ness titles are on the agenda, taking
New Line into sell-through genres it
has avoided to date.

New Line’s biggest first-quarter fea-
ture will be “The Mask,” which scored
$108 million theatrically and should be
priced under $25. No plans for the title
were unmasked in Atlanta, however.

Turner Home Entertainment’s con-
nections to TNT, CNN, the Cartoon
Channel, and Turner Broadecasting’s
other cable networks will be enlisted to
promote all sell-through releases. The
company has been busy selling the
nine-part “Baseball” series at $19.95
per segment, following its showcase
presentation on PBS. It could prove
Turner's most successful release thus
far.

Snyder said unit volume is approach-
ing 1 million cassettes, with reorders
running 30%-40% of the initial ship-
ment. About %% of the sales are of the
full set, which retails for anywhere
from $130 to the suggested list of $180.

The telecast and the home video re-
lease were planned around the 1994
baseball season, which would have
been approaching the playoffs and
World Series had the strike not inter-
vened. Nevertheless, “I think the
strike has helped,” Snyder says. “It’s
our gut feeling. But we'll never know.”

Turner has been pursuing other ac-
quisitions in addition to the PBS deal
that brought it “Baseball.” Among its
purchases are “The Swan Princess,” an
animated musical adventure that
breaks theatrically next month, and
“Desperate Trails,” which goes direct
to video in December.

The company piggybacked its re-re-
lease of the Hanna-Barbera “Flint-
stones” episocles onto the theatrical re-
lease of “The Flintstones.” Turner
sources report good sales. but say re-
sults might have been better if the
movie, which grossed $1:30 million, had
shown more box-office staying power.
They are anticipating returns, al-
though not anywhere near the flood of
Hanna-Barbera cassettes that came
back under the previous administra-
tion. One H-B title has been a standout
performer: “The Halloween Tree,” de-
livering 125,000 units.

At the very least, Turner sources say
the company has raised awareness of
the Hanna-Barbera “Flintstones,” lay-
ing the groundwork for future sales ef-
forts.
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Home Video

PICTURE THIS

(Continued from page 77)

3,500 cassettes. One opened in Au-
gust in a Tulsa, Okla., Supercenter.
“We're happy with it,” says Mo~roe,
who wants more.

Entertainment One’s C&M Video
subsidiary has concessions in 30
Wal-Marts, and could add as many
as 50 in 1995. It shares installations
with Supercenter Entertainment
Corp. (Billboard, Oct. 8). Supercen-
ter Entertainment tracks rentals via
Supercomm software; C&M has be-
gun using Rentrak, “a good pro-
gram for us,” says Monroe.

FLAT TIRE: Those potholes in the
superhighway have punctured an-
other tire. ITA, the all-purpose
home entertainment media trade as-
sociation, has announced it is cancel-
ing Information Superhighway ’95,
a first-time conference scheduled
for late January in Santa Clara, Ca-
lif. The reasons: the U.S. Senate’s
failure to approve national super-
highway legislation and, says ITA,

FILMS LOSE SHARE OF VIDEO MARKET IN EUROPE

(Continued from page 77)

“Jamon Jamon,” and “Toto The Hero.”
It was one of the most comprehensive
studies in the field of movie marketing
ever undertaken in Europe.

EVE is part of the European Com-
munity’s MEDIA cultural program.
Based in Dublin, it aims to promote
video releases of European films
throughout the member territories,
primarily by advancing repayable mar-
keting loans. In the past four years, it
has lent 5 million pounds (approxi-
mately $7.5 million) to 113 companies,
aiding in the release of 754 European
features.

British companies have received the
lion’s share, 40%, a reflection of the
market’s maturity and sophisticated
retail structure rather than any mar-
ket bias.

HOCKEY VIDEOS

(Continued from page 77)

ing. He cites unsolicited orders from
Toys ‘R’ Us and sporting goods chains
as evidence of the newfound demand.
(Barr also has an in-line skating video
in production for release next year.)

The NHL, meanwhile, could use a
marketing instructional, perhaps pre-
pared by the National Basketball
Assn., which fully exploits home video’s
potential.

Because of a lapse in licensing, the
only “official” NHL title currently in
circulation is the Rangers’ Stanley Cup
video. Two titles, “Hockey’s Greatest
Hits” and “Hockey: The Lighter Side,”
originally were produced and distrib-
uted by New. Jersey-based PHoenix
Communications Group, which shipped
more than 200,000 units of the pair in
the U.S. and Canada.

Simitar then acquired U.S. distribu-
tion rights, but that option lapsed more
than a year ago. It is unclear whether
anyone else has optioned the titles, or
if the rights have reverted back to the
NHL.

League officials were not available
for comment at press time. However, a
league source says a new title, “Oh,
Baby,” is being sold via telemarketing.
No retail delivery date was available.

“delays and problems” affecting in-
teractive TV trials.

“Things did not progress as we
had anticipated,” says ITA’s Henry
Brief. ITA had been swamped with
requests to speak in Santa Clara, he
adds. Some of those hardy optimists
will be asked to hold forth at ITA’s
25th anniversary seminar, which
will devote one day of the March 8-
12 meeting in Rancho Mirage, Calif.,
to “the volatile changes” on the su-
perhighway.

ITA, meanwhile, has asked Tur-
ner Home Entertainment executive
VP/GM Stuart Snyder to discuss
home video at its Nov. 22 seminar in
New York.

THE UNDEAD: New Jersey-
based Elite Entertainment claims it
shipped 6,100 copies of its THX la-
serdisc edition of “Night Of The Liv-
ing Dead” and could finish with
9,000-10,000 units. It had hoped for
a total of 7,000-8,000.

Elite, which has tried to stamp out
unauthorized LD versions of the ti-
tle, wrongly assumed to be in the
public domain (Billboard, May 14),
now wants to develop the CD-ROM
potential. There could be two in the
set: an interactive movie and a
game, both perhaps incorporating
new footage. “Everyone’s shooting
zombies in the head,” says Elite
president Vini Bancalari, who
wants it done right in the cult clas-
sie.

GONE: Hasta la vista, New York.
The Motion Picture Assn. of Amer-
ica has closed its Manhattan office
and moved the last of the caretaker
staff to its Washington, D.C., head-
quarters. MPAA functions, includ-
ing anti-piracy, had long since been
transferred to Los Angeles—where
they were displaced once again by
the January earthquake. The associ-
ation only just returned to its old
space.

The report, “European Non-Fiction
Video,” reveals that while features are
still the staple of the sell-through busi-
ness, true local video publishing is tak-
ing a surprisingly healthy slice of reve-
nues. These programs include
business, local, and non-theatrical ti-
tles, whose sales potential has grown to
fill in the gap left by the U.S. studios.
Movie catalogs have been exhausted,
observers say; now, most of what is left
comprises new releases, and retailers
can handle only so many copies of each.
Demand is shifting to other forms of
video entertainment.

Actually, the stature of current fea-
tures at retail has been shrinking in the
U.K. since 1989. Big-sereen hits made
up 48.3% of the market in 1993, but the
report predicts that this will soon fall
to 25%. Television programming,
meanwhile, grew 44%, from a 16.5%
share to a 23.6% share, between 1991
and 1993. Non-TV/nonfiction did as
well, gaining almost 44%, to 16.4 mil-
lion units, during the same two years.
The category now comprises 28% of
the retail market.

In France, hit movies and television
together comprised a peak 45% of the
retail market last year, according to
the report. The study foresees a de-
cline for those genres, led by a dip in
features, to 25% of the market over the
next several years. TV programming is
a major part of retail life, encompass-
ing up to a 90% share of the non-movie
market.

Italy is expected to follow a similar
path. Movies and TV combined for a
50.8% share in 1993 in Europe’s fourth-
largest video market, but features
again are expected to decline. Typi-
cally, output exceeds sales as non-the-
atrical producers jump in at the first
sign of a change. It’s no different in
Italy, where over 50% of new video ti-
tles are not movies.

Music video, the largest single cate-
gory of nonfiction programming in the
U.K. and Italy and the second largest
in France, stands to be the beneficiary
of changing consumer and retail tastes.

International artists are the prefer-
red choice, although in France Johnny
Hallyday proves the worth of home-

grown talent. Last year, PolyGram
sold more than 100,000 units of his
most recent longform video. France,
however, isn’t as hospitable to crosso-
ver titles like “The Three Tenors,”
which generated sales of more than 3
million pounds ($4.5 million) in the
U.K. The most successful French
crossover would not generate more
than 10,000 units.

Sport and fitness videos are increas-
ing in popularity in all three markets.
The sector, split 63% for sports and
37% for fitness, is the second-largest
nonfiction category in the UK. General
end-of-season reviews of league play
are popular, selling 100,000-150,000
units apiece in France or the UK.

The most spectacular sports success
can be found in niche programs. Com-
edy tapes such as “Danny Baker’s Own
Goals And Gaffes” and French com-
pany TF1’s soccer entry, “Le Foot En
Folie,” each sold more than 200,000
units. And demand for specialty pro-
grams such as French bullfighting and
U.K. wrestling are proving that heavy
television coverage isn’t necessary for
retail recognition.

Aside from sports, comedy also con-
tinues to do well. In the U.K., for exam-
ple, “adult” performer Roy Chubby
Brown has moved more than 1 million
copies of four titles. Warner hit it big
in France with comedian Lagaf’s per-
formance at the Théatre du Gymnase,
which sold 200,000 copies. Comedy vid-
eos haven’t tickled the Italian funny
bone, however; none are available.

Another cultural divide is apparent
in sales of documentary titles. French
documentary sales are 10 times those
in the U.K. The 21-tape “Histories Na-
turelles” collection topped 800,000
units, and a three-cassette tour of ex-
otic islands by French singer Antoine
sold 160,000. Observers compare those
numbers to the hottest-selling U.K.
documentary, “Police Stop!,” which
sold 300,000 units and is already being
copied in other European territories.

“European Non-Fiction Video” also
showed the scale of Disney’s market
domination—22% of children’s pro-
gramming in France and a staggering
94% in Italy.
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Home Video I

H BY TRUDI MILLER ROSENBLUM

NEW YORK—Special-interest
video marketing and consulting
firm 411 Video, which offers a se-
ries of instructional legal tapes, has
gotten a boost for its product from
an unexpected source: the 0.J.
Simpson trial.

As part of its coverage of the
case, TV’s “A Current Affair” aired
a portion of the video, “How To
Give A Good Deposition And Tes-
tify Well In Court,” produced by
Noel Nelson. Based in Pebble
Beach, Calif., 411 handles distribu-
tion.

“It was a natural tie-in,” says 411
president Leslie McClure. “‘A
Current Affair’ was talking about
how there are so many attorneys
for 0.J., and how they have to re-

ally prepare witnesses to testify on
the stand. They aired part of the
video and told how to get it.”

“How To Give A Good Deposi-
tion” was also featured on “The
Late Show With David Letterman
Show,” as part of Dave’s Video Col-
lection, a recurring comedy seg-
ment. “People have actually called
the show asking where to get it,”
says McClure.

The 45-minute program has sold
about 10,000 copies since its re-
lease two years ago, she says.
Aimed at consumers, it retails for
$39.95 and is part of a five-part se-
ries called “The Winning Case.”

The first four volumes carry the
same list price but are marketed
primarily to schools, libraries, at-
torney organizations, catalogs, law
journals, and bookstores. Lawyers

To Understand Law, Gall On 411 Video

0.J. Trial Builds Demand For Learning Legalese

can get continuing-education credit
by watching the videos.

The tapes are also carried in
some consumer catalogs and how-
to video stores, and can be ordered
via a toll-free number (800-383-
8811).

Meanwhile, another series mar-
keted by 411, “Understanding The
Child Witness”—a seminar for at-
torneys, judges, and social work-
ers—was shown in parts on “Court
TV'"

McClure’s newest effort is the
“Let's Talk Law” series, aimed at
consumers, with 30-minute tapes
on practical topics like “Selecting A
Lawyer,” “Small Claims,” “Mar-
riage And Divorce,” and “Bank-
ruptey.” Each tape retails for
$14.95. Five have been released,
and five more are due early in 1995.
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| VIDED PEOPLE

Five regional sales managers have been named at Columbia TriStar Home
Video: John de Leon, formerly of Sight & Sound, covering sell-through in
the Southwest; Kim Martini, formerly of Ingram Entertainment, covering
sell-through in the central states; Bob Finot, formerly of Sight & Sound,
Midwest; Gail March, formerly of WaxWorks/VideoWorks, Texas; and Rob
Erdmann, formerly of Star Video, New York state.

Lance Shwulst becomes sales director of Kino On Video, replacing Laur-
ence Lerman, who resigned earlier.

James Weiss, formerly of Ingram
Entertainment, is named senior VP
of Rentrak’s Home Entertainment
Group.

Louis Fogelman, founder of Music
Plus, and Edward Gradinger join
the board of Best Film & Video.

MITCHELL

Jim Mitchell has been promoted to QuIsT
north central region sales and cus-
tomer service manager for duplicator Allied Film & Video. Marilyn Quist,

formerly of Rank Video Services America, joins as regional sales executive.

Paul Payette of the Discovery Channel’s Home Entertainment arm is
named president of the newly formed mid-Atlantic chapter of the Special
Interest Video Assn. Other officers are: Terrance Afer-Anderson, Smithso-
nian Video, first VP; Victoria Weagley, WRS Motion Picture and Video
Laboratory, second VP; Jeff Kraft, Allied Film & Video, treasurer; and Ro-
bert Potter, National Geographic Television Home Video, secretary.

Vicki Greenleaf, veteran publicist, is appointed senior VP and Entertain-
ment Group manager of Manning, Selvage & Lee Public Relations in Los
Angeles.

Paula Martin, formerly with distributor ETD, joins PM Entertainment
Group as Midwest sales director, based in Oklahoma City.

Dorianne Brown advances to operations manager at ABC Video.

Lisa Alter opens an intellectual-property and entertainment law firm in
New York. She had been general counsel for the Rodgers & Hammerstein
Organization and, previously, was legal and business affairs director of
CBS/Fox Video.

Shelly Davine, formerly director of the Video Software Dealers Assn.’s
Canadian office, joins Coliseum Video as director of Canadian operations.

Heidi Diamond has been appointed VP of consumer marketing and sales
for Ameritech’s video and interactive services.

David Walmsley joins A&E Networks as home video manager. He reports
to Tom Heymann, director of A&E Home Video for A&E Television Net-
work.

Tim Fournier advances to executive director of sell-through sales for LIVE
Home Video. He had been national director.

Edmund Pistey has been appointed director of the Motion Picture Assn.
of America’s U.S. anti-piracy operation.

Charles Riotto has been named director of operations of New York-based
ITA, a trade group representing magnetic and optical media manufacturers.

Jeff Rouse is promoted to VP of electronics/multimedia at Ingram Enter-
tainment.

Eric Peterson is promoted to sales VP of Brentwood Communications, with
responsibility for home video and interactive product.

Steve Brecker, formerly of Worldvision Home Video, is named executive
VP of Arrow Entertainment and Arrow Video. Alan Sherman becomes
sales VP.

Daniel O’Brien is promoted to VP of finance, Rank Video Services Amer-
ica.

Darryl Iwai, formerly of video distributor JL Bowerbank & Associates, is
named president of PolyGram Filmed Entertainment Canada.

Michelle Oris is named PR director and Suzanne Mitchell, PR manager
at LIVE Entertainment.

Andrew Wilk is promoted to National Geographic Television programming
VP.

BILLBOARD OCTOBER 29, 1994

81



Billboard,,

FOR WEEK ENDING OCTOBER 29, 1994

] ]
Top Kid Video.
E COMPILED FROM A NATIONAL SAMPLE OF

<|gl|Z RETAIL STORE SALES REPORTS.

5l2(8 Te
=lg |5 "
= ~ = | Copyright Owner, Manufacturer, Catalog Number >x | @3

*xx NO. 1 % * %

L] 1| 0 | s e e Wacar Home Viden 24000 1994 | 2456
2 | 2| 21| 1k Dicney vome vido 5237 1994 | 29
3] 3|7 | i s viteo 7118 oo 1994 | 2495
415 | cvl;ﬁ%?s'rey Home Video 1662 1692 )| 249
5| 4 | 11| Tokama Pebristingomidao 4276 1988 | 1958
s |6l mkags: (I;.rlt\){jEp IN NEW YORK CITY 03¢ [ias
T NEWD | o tome Video 83716 o too | 1295
8| 17| 3 | Buetor vinecrom xide 300813 o ! RANCH 199 | 1298
9| 11 [ 103 | SEN Cioney vome video 1325 o9 | 2499
10 | NEWD ?:e“ryf,“'s'ser'o'ﬂ:g'o':)g"°" ISLAND 1994 | 1495
1| 1|3 | B videua Kide 3003053 | ANSION ioo | 1298
12 | 10 | 250 | ey Home video 239 o | 2499
13 | 8 | 31| Wok oiomey Mome videa 2141 el i
Wisin Ia’!ﬁﬁmﬁi?&mﬁa’mmmt 50710-3 154 §10%
15119 | 125 \}Vgllt gékxﬁm: eideo 1263 19610
16 | NEW D | O emnuanioon Erertaioment 42013.3 1o 2%
(0] | 0] B e L8R (1330
18 | 13 | 31 | K ouhevision Entriainment 50701 tog4 | 1295
18 | NEW D | O rtimmentia-Vision Emersiement 42011-3 192 | 1298
20 | NEWD | O erammentAnision Entenamment 42012:3 tow | 1295
afsfa ?aﬁ':gtﬁgﬁﬂlmsafﬂﬁ?eﬁgﬁﬁieﬁ“&{)éal1353 15 1255
22 | 20 | 7| Waier Bros. Inc.amer Hiome Video 13539 ioa | 1295
Bz ;ro'lge':qu'i‘lgls.lgo'f\:{N\Sonder 49604 19941438
2 | 21| B | R e nc earne tome video 18500 1993 | 1996
25| | | e v Entenamment 50700 1o | 1295

# ITA gold certification for a minimum of 125,000 units or a dollar volume of $9 million at retail
for theatrically released programs, or of at least 25,000 units and $1 miltion at suggested retail for
ITA platinum certification for a minimum sale of 250,000 units or a dollar

nontheatrical titles.
volume of $18 million at retail for theatrically released pi 000
$2 million at suggested retail for nontheatrical titles. © 1994, Billboard/BPI Communications.

rams, and of at least, 50,000 units and

SHELF TALK

(Continued from preceding page)

vorite during the fourth quarter.

MEET KATHIE LEE: Fans of
perky morning chat-show diva
Kathie Lee Gifford will have a

lous.” Entry forms are due by Jan. 31.

The winner receives a trip to New

chance to meet the star through a

sweepstakes conducted by Post Bran-
ola cereal.

Post will drop a free-standing in-
sert coupon in Sunday papers Oct. 17
and Dec. 4, alerting consumers of the
contest. Tear-off entry forms will be
on grocery-store displays of Gifford’s
workout tape, “Feel Fit and Fabu-

stores last month.

York to see a taping of “Live With
Regis and Kathie Lee,” and 100 other
prize winners get copies of Kathie
Lee’s video, not Regis’.

SOARING SALES: Acclaim Enter-
tainment reports more than $50 mil-
lion in sales of its latest game, “Mor-
tal Kombat II.” Approximately 2.5
million units of the title arrived in

Sales are outpacing those of “NBA

Jam,” another Acclaim title and the

previous record holder.

ACTIONAMART

The results are fast. The
reach is vast. And the call is
free! To place a Billboard
Classified ad, call Jeff
Serrette at (800) 223-7524.

Meanwhile, Saban Home Entertain-
ment VP of sales Nancy Jones reports
its latest three releases of “The Mighty
Morphin Power Rangers” series have
shipped more than 2 million units.

The shipment is a record for series.
Ten earlier releases have sold in excess
of 10 million cassettes at retail.

Video Previews

EDITED BY CATHERINE APPLEFELD

MUSIC

Smashing Pumpkins,
“Vieuphoria,” Virgin
Records, 90 minutes, $19.98.
This hip longform comprises
lots of lively concert footage,
iced with interviews with the
Pumpkins and sundry other
quality moments with Billy
Corgan & Co. Virgin is billing
the video as the “ultimate
bootleg,” and, in a happy
occurrence, “Vieuphoria”
actually lives up to its label.
Among the multitude of hot
tunes included are “Quiet,”
recorded live in Atlanta; an
acoustic version of “Cherub
Rock” from MTV Europe;
“Today,” live in Chicago; a
particularly angry version of “I
Am One,” recorded in
Barcelona, Spain; and “Slunk,”
live on a hilarious Japanese TV
set. The most clever moment of
the video comes in a scene
showing band members in
individual faux therapy
sessions, griping about all the
stuff their fans would expect
them to gripe about. A treat in
itself, video is a fine
complement to the Pumpkins’
new B-side collection, “Pisces
Iscariot.”

Dead Can Dance, “Toward
The Within,” Warner
Reprise Video, 77 minutes,
$19.98.

Dead Can Dance is a fitting
name for the duo of Lisa
Gerrard and Brendan Perry,
as their music would inspire
even the nonliving to get up
and sway. The act’s new video,
a companion to the album of
the same name, combines
candid, in-depth interviews
with concert footage recorded
during a private stint at the
Mayfair Theater in Santa
Monica, Calif., where the duo
performed along with five
backup musicians. A
captivating swirl of traditional
Anglo-Celtic sounds, liturgical
chants, and Middle Eastern
dance music, Dead Can
Dance’s music is the
personification of ethereality.
“Toward The Within,” which
premiered at the Montreal
Film Festival and had its U.S.
debut at the CMJ Convention
last month, will have a stint on
cable television. Fans who will
relish repeat-performance
possibilities, however, will
want to own the video.

“The Papal Concert To
Commemorate The
Holocaust,” Rhino Home
Video (213-852-1943), 90
minutes, $19.99.

Video documenting the events,
personalities, and, of course,
the music that came together
in the landmark April 7
Vatican concert
commemorating the Holocaust
is a keepsake that will appeal
equally to fans of classical
music and those who want to
cherish a slice of history. The
Royal Philharmonic Orchestra
and Choir of St. Peter's
Basilica—singing entirely in
Hebrew—perform for an
audience that includes Pope
John Paul II and the Chief
Rabbi of Rome in a concert
featuring selections by
Beethoven, Bruch, Schubert,
and others. Among the many
touching moments is actor

Richard Dreyfuss’ reading of
the Kaddish, the Jewish prayer
for the dead.

CHILDREN'S

“The Night Before
Christmas,” Sony Wonder, 48
minutes, $14.98.

Children’s shop Sony Wonder
has clearly been busy
preparing for the holidays and
unloads a bundleful of product,
including this latest edition to
its animated Enchanted Tales
series. A totally different take
on the Christmas classic of
similar name, this story is of a
young boy who, after playing
Santa himself and delivering
toys to an orphanage,
discovers a real miracle on
Christmas Eve. Narrated by a
friendly mouse and featuring
original music as well as
selections from “The
Nuteracker” and other
classical favorites, video is
available by itself or as part of
a book and tape package. Sony
Wonder also gets into the
holiday spirit with Christmas
episodes of its Nickelodeon
collection, including “Ren &
Stimpy: Have Yourself A
Stinky Little Christmas” and
“Crock O Christmas,” “Doug:
Christmas Story,” “Rugrats:
The Santa Experience,” and
two new “Lassie” adventures.
All videos feature tie-ins with
Mattel toys.

DOCUMENTARY

“America And The
Holocaust: Deceit And
Indifference,” Shanachie
Entertainment (201-579-
7763), 90 minutes, $19.95.

There have been a number of
programs documenting the
persecution of the Jewish
people in Germany and the
occupied countries under Adolf
Hitler. This haunting episode
from PBS-TV’s “The American
Experience,” narrated by Hal
Linden, takes a close look at
anti-Semitism in our own back
yard. The troubling picture of
anti-Semitism in America is
painted here with archival
photos, documents, and
interviews, and shows such
prejudice began to swell in the
early part of the century and
reached a high in the mid-'40s
while Hitler was waging his
own war across the Atlantic.
Video reveals how the U.S.
government delayed action,
suppressed information, and
even blocked large-scale
rescue efforts, including the
tragic voyage of the St. Louis.

“The Mystery Of The
Sphinx,"” Goldhil Home
Media (805-495-0735), 95
minutes, $29.95.

The great Sphinx of Egypt, 240
feet long, 60 feet high, and
carved from a single piece of
limestone bedrock, is the focal
point of this documentary.

Narrated by Charlton Heston,
the video examines the
controversial work of
Egyptologist John Anthony
West, who, despite long-held
views to the contrary, believes
the Sphinx was carved
thousands of years prior to the
rule of the Egyptian pharach
assumed to be its father. If
West is correct—and he has
turned on numerous
converts—we may well be
descendants of a people whose
history has received virtually
no documentation. Based on a
theory that the water erosion
on the vast limestone structure
must have taken place
thousands of years before it is
commonly believed that the
Sphinx was built, West and his
colleagues continue to turn up
supportive evidence that has
caused more than a little
controversy among
Egyptologists, geologists, and
others. Whether or not viewers
buy West's theory, “Mystery”
is compelling video viewing.

SPORTS

“The Twenty-Fifth
Anniversary Of ABC’s
Monday Night Feotball,”
ABC Sports/NFL Films/
PolyGram Video
approximately 50 minutes,
$14.98.

The NFL anniversary
celebration continues with the
release of this home-grown
video hosted by Al Michaels,
Frank Gifford, and Dan
Dierdorf. Hard-hitting

television footage abounds as
the trio discuss the magic
associated with “Monday
Night Football,” beginning
with that first game between

NW, Washington, D.C. 20008.

Video Previews is a weekly look at new titles at sell-through prices.
Send review copies to Catherine Applefeld, 2238-B Cathedral Ave.,

the Jets and the Browns.
Player and coach interviews
reveal the special excitement
and pressures associated with
playing in a game on “Monday
Night,” the longest-running
series on ABC-TV, and the
third-longest-running series in
television history.
Accompanying music is drawn
from some of the rock, country,
and R&B acts that have feted
football in previously released
NFL/PolyGram videos.

“The Greatest Goals Of
World Cup USA '94,”
PolyGram Video, 45 minutes,
$14.95.

The global tournament that
turned on the United States to
the drama and skill that make
a world-class soccer match
may be a memory now, but the
magic of World Cup USA
comes alive again in this high-
energy video. Available in both
English- and Spanish-
language versions, “Greatest
Goals” includes all the
highlights—5§5 in total—from
the monthlong event. Eric
Wynalda is shown clinching his
30-yard free kick that got
Team USA into the game,
Diego Maradona is pictured
leading the Argentine team,
Roberto Baggio is shown in the
glory of his two stunning goals
that paved Italy’s way to the
championship game, and the
list goes on. A fun collectible
for sports fans.

INSTRUCTIONAL

“Commercials, Just My
Speed,” Wizards Production
Group (818-387-3850), 54
minutes, $19.95.

Co,"
Just M%’""/t.
7 Speedy

Actress Vernee Watson
Johnson, a veteran of the
television and commercials
scene, begins her instructional
video by rapping a sitcom-style
tune about how she found her
way into commercials and
decided to stay there. User-
friendly to the max, her
program covers everything
from how to achieve the
commercial “look” to a brief
exercise session aimed at
stretching muscles, and
encompasses demonstrations
of various voice exercises,
lessons on facial expression, a
trip to the hairdresser, and
even tips on how to eat on
camera. Watson Johnson is a
natural in front of the camera.
She has been in countless TV
shows and more than 200
commercials, has won Emmy
and Clio awards, and has run
her own acting school. No
wonder she opens her terrific
video with the question
“Recognize me?” Also new is
Watson Johnson's “Kids In
The TV Commercial Biz.”
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e . Carreras, Domingo,
3 2 6 THE 3 TENORS IN CONCERT 1994 A*Vision Entertainment 50822-3 Pavarott (Mehta) 1994 | NR | 29.98
4 | 3 | 5 | SLEEPLESS IN SEATTLE Columbia TriStar Home Video 52413 Lfez :;::s 199 | pe | 1995
Wait Disney Pictures .
5 4 7 D2: THE MIGHTY DUCKS Walt Disney Home Video 2553 Emilio Estevez 1994 | PG | 1999
PLAYBOY CELEBRITY CENTERFOLD:  Playboy Home Video
6 | 8 | 9 | LATOVA JACKSON Uni Dist. Corp. PBVO756 LaToya Jackson 198 | NR 1995
. Universal City Studios Charles Grodin
7 |5 | 9 | BEETHOVEN'S 2ND MCA/Universal Home Video 42029 Bonnie Hunt 1903 | PG (2498
. John Wayne
8 | 7 | 3 | HONDO MPI Home Video 7021 BofS¥ille Page. 1953 | NR | 1998
i Cary Grant
9 | 14 | 27 | AN AFFAIR TO REMEMBER FoxVideo 1240 Deborah Kerr 1957 | NR | 998
10 | 10 | 3 | BEASTIE BOYS: SABOTAGE Capitol Video 77787 Beastie Boys 1994 | NR | 1698
Private Music . .
11 | 9 | 31 | YANNI: LIVE AT THE ACROPOLIS A® BMG Home Video 82163 Yanni 199 | NR'|19.98
12 | 6 | 6 | KISS: KISS MY A** PolyGram Video 8006323093 Kiss 1994 | NR | 1995
13 | 20 3 BASEBALL: A FILM BY KEN BURNS Turner Home Entertainment 85318 Various Artists 1994 | NR |[179.98
Warner Bros. Inc. .
14 | 12 | 11 | THUMBELINA Warner Home Video 24000 Animated 1994 | G | 2496
PENTHOUSE: 25TH ANNIVERSAY Penthouse Video )
15 | 13 | 10 | pET OF THE YEAR SPECTACULAR A*Vision Entertainment 50777-3 Various Artists 1994 | NR | 1995
PLAYBOY: WET & WILD-THE Playboy Home Video ! )
16 | 11 | 9 | ocKER RoOM Uni Dist. Corp. PBV0757 atioys Artsts 18] jitaas
. Morgan Creek Productions inc. :
17 | 16 | 18 | ACE VENTURA: PET DETECTIVE Warcer Home Video 23000 Jim Carrey 1993 | PG-13 | 2496
18| 33| 2 SS:ESQTSTRE'SA"D’ BARBRA-IN Columbia Music Video 24V50115 Barbra Streisand 1994 [ NR | 2498
19 (37| 2 EE,TEER S Gefien Home Video 39547 Peter Gabriel 1994 | NR | 2495
20 | NEWD | SMASHING PUMPKINS: VIEUPHORIA  Virgin Music Video 77788 Smashing Pumpkins | 1994 | NR | 19.98
Penthouse Video N .
21 | 26 | 15 | PENTHOUSE: DREAM GIRLS A*Vision Entertainment 50775-3 Various Artists 1994 | NR | 1995
22 | 15 | 8 | 3 CHAINS O’ GOLD Warner Reprise Video 3-38399 & 199 | NR | 1998
23 | 18 | 22 | THE RETURN OF JAFAR Walt Disney Home Video 2237 Animated 1994 | NR | 2299
RHI! Entertainment Inc. .
24 | 19 | 14 | LITTLE RASCALS COLL.: VOL. 1 Cabin Fever Entertainment 974 The Little Rascals 1994 | NR | 1495
25 | 24 | 55 | ALADDIN Walt Disney Home Video 1662 Animated 1992 | 6 |29
26| 28|17 g:\PLG.E:YLYNN ALLEN'S LINGERIE Z?\?c[r)‘i:.ogoer: i‘;%om Ginger Lynn Allen 1994 | NR | 995
PENTHOUSE: SEXIEST AMATEUR Penthouse Video ) )
27 | a 15 VIDEOS A*Vision Entertainment 50776-3 Various Artists 1994 | NR | 1995
. Linda Darnell
28 | NEWD | FOREVER AMBER FoxVideo 8540 Comel Wilde 1947 | NR | 1998
. Corbin Bernsen
29 | NEWD> | SAVAGE LAND Hemdale Home Video 7230 Vivian Schilling 1994 | PG | 19.95
30 | 22 | 4 | BOYZ 1l MEN THEN Il NOW PolyGram Video 8006326553 Boyz Il Men 1994 | NR | 1495
31 | 23 | 7 | THE PRINCESS AND THE GOBLIN Hemdale Home Video 7113 Animated 199 | G | 2495
PLAYBOY: 1994 PLAYMATE Playboy Home Video
32| 30 | B | oF THE YEAR Uni Dist. Corp. PBVO753 Sl ) 1994 | MR 1995
33 | 36 | 8 | PLAYBOY: LOVE, SEX & INTIMACY e “&TS.YJS‘C%M Various Artists 199 | NR | 2095
34 | NEWD | BARNEY'S IMAGINATION ISLAND The Lyons Group 2003 Various Artists 1994 | NR | 1495
35 | 25 | 3 | THECASE OF THE LOGICAL e Mary-Kate & Ashiey Oisen| 1954 | NR [ 1298
36|31 | 2 | Gypsy Cabin Fever Entertainment 9893 Bette Midler 1993 | NR | 1495
37 | 27 | 99 | BEAUTY AND THE BEAST Walt Disney Home Video 1325 Animated 1991 | G | 2499
38| 35 | 2 | CLIFFHANGER Columbia TriStar Home Video 52233 fg:ﬁﬁ{,:;ﬂ'm 1993 | R | 199
39 | 34 | 3 | THE CASE OF THORN MANSION 0503 Mary-Kate & Ashiey Oisen] 1994 | NR | 1298
RHI Entertainment Inc. .
40 | 39 | 14 | LITTLE RASCALS COLL.: VOL. 2 Cabin Fever Entertainment 975 The Little Rascals 199 | NR | 1495

@ RIAA gold cert. for sales of 50,000 units or $1 million in sales at suggested retail. A RIAA platinum cert. for sales of 100.000 units or $2 million in sales at suggested
retail. @ ITA gold certification for a minimum of 125,000 units or a dollar volume of $9 million at retail for theatrically released programs, or of at least 25,000 units and $1

million at suggested retait for nontheatrical titles.

ITA platinum certification for a minimum sale of 250,000 units or a doliar volume of $18 million at retail for theatrically
released programs, and of at least, 50,000 units and $2 million at suggested retail for nontheatrical titles. © 1994, Billboard/BPI Communications.

Sega’s New TV Show/Ads Are
‘Absolutely’ Not Infomercials

SEGA’S EXPERIMENT: It’s a
TV show, a 30-minute ad, but it’s
not an infomercial.

The folks at Sega of America,
who made screaming advertise-
ments a form of entertainment, are
testing a new campaign that offers
characters and a story line a la
“Wayne’s World.”

The name of the show is “Abso-
lutely Rose Street,” and it follows
the ups and downs of a pair of
teenagers who produce a video-
game review show for cable called
“Game Beat.” An evil TV producer
tries to cancel

dio promotion or contest, but those
plans have not been finalized. If
the response warrants, future epi-
sodes of “Absolutely Rose Street”
could blossom.

STAFF CHANGES: The Video
Software Dealers Assn. is search-
ing for a new director of member
sales after Mary Greiner was dis-
missed from her two-year position.

VSDA is also looking for a news-
letter editor following the depar-
ture of Andrew Leigh earlier this

month.

the show so his
girlfriend can

have the time Sll]?‘]dl“

Director of
marketing

Bob Finlay-
slot. The rey son says the
games fea- !lj‘l l{ membership
tured on the A post will be
show, of by Elleen Fitzpatrick changed by

course, are all
Sega’s, which
will also use the half-hour to pro-
mote the company’s new Genesis
32X-hardware upgrade.

The show will run during time
slots usually reserved for Tony
Little or Susan Powter info-
mercials in 20 markets during No-
vember and December. But, to de-
note the difference between this
plug and an infomerecial, there will
be no 800 number to call to place
an order.

Sega product manager Peter
Loeb describes the campaign as
“context advertising,” or an at-
tempt to “show how Sega product
fits into the context of people’s
lives,” with an expanded story line
and characters.

Loeb says the budget for the
show equals that of a 30-second
commercial. It’s considered a big-
money gamble.

“The trade-off is getting people
to watch, because you assume that
responsibility, which you don’t
have to worry about when you're
buying during prime time,” says
Loeb. “Viewership is what we're
interested in, because direct re-
sponse is not part of our strategy.”

In order to reach insomniac
teens and twenty-somethings,
Sega has purchased time slots dur-
ing the Thanksgiving and Christ-
mas breaks. Sega plans to produce
only one episode of “Absolutely
Rose Street,” which will repeat
more than 50 times during each
one-week ad flight.

Three “real” commercial breaks
during the show will advertise
Sega product and another three
will feature a public service an-
nouncement for a yet-to-be-named
cause. Loeb says viewers won't be
constantly bombarded with Sega
messages during the show.

“Sega product is reviewed, but
there is a strong attempt not to
make it overly partisan,” he says.
“It’s also about the story line and
developing the characters.”

On the set in Los Angeles last
week, Loeb said Sega may adver-
tise the show’s debut through a ra-

cutting out re-
gional chapter
responsibilities previously in the
job description.

VSDA has hired Aggie Winston
as assistant convention coordi-
nator to assist convention director
Cathy Austin, who joined the as-
sociation last month.

GOODTIMES MOVIE CO.: It
looks as if GoodTimes Entertain-
ment is entering the theatrical
marketplace with a live-action ver-
sion of “Pocahontas: The Legend,”
Another version of the tale is Walt
Disney Pictures’ next big ani-
mated feature project.

The New York-based sell-
through specialist is prepping the
movie for a spring 1995 release,
followed by a direct-to-video “Po-
cahontas” issue.

Details were sketchy on why the
company is putting out two ver-
sions of the same movie. The only
distinction is that the theatrical ti-
tle is for “mature audiences,” with
the video aimed at “family enter-
tainment,” according to a Good-
Times spokeswoman. Presumably,
the big-screen edition eventually
will show up on cassette as well.

GoodTimes executives were
showing the project at the MIP-
COM TV show in Cannes and were
unavailable for comment. Stay
tuned.

GOOD DEEDS: Consumers pur-
chasing “It’s A Wonderful Life”
for the holidays will also be able to
make a donation to the American
Cancer Society.

The Republic Pictures Home
Video title will include a brochure
that consumers can use to order a
special “Wonderful Life” com-
memorative silver bell with a $50
contribution. An additional $25 do-
nation gets them a glass dome and
silver-tray base on which to dis-
play the bell.

Republic expects to ship about
400,000 copies of the perennial fa-

(Continued on next page)
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Littlefoot And His Friends Are Back

In An All-NeW, Feature-Length Animated Hit!

THLE Leu D DEFOLE ThdE [
The Great Valley Adventure

THE DIRECT-TO-VIDEO SEQUEL!

< Following in the footsteps of a winner! The original “Land Before Time *
opened up #1 at the box office, grossed over $46 million. and has amassed
over $78 Million* in rental revenue, in addition to its sell-through success.

¥ The Land Before Time - II: The Great Valley Adventure builds
on the success of the original classic which boasts a staggering
return on investment per unit of 1,271%.*

fre e,
W Timed for success! December 26 street dale capitalizes on staggeringly ‘]{ G [ '\\
high store traffic. It's a golden opportunity to have fresh product in your s r 5 ~a J l
store the day after Christmas and into January—a sensational retail month! ‘L) ) [ Jr

4 A delightful new family classic featuring kid-pleasing original songs
by The Roches.

% Consumer-friendly, eye-catching CLAMSHELL package!

+¢ Value-added consumer incentive! Every videocasselte contains a
free "Gift" for children: FULL COLOR. RE-USEABLE STICKERS.

¥ Animation sensation! Brilliantly animated by the same team that brought
The Land Before Time characters vibrartly to life.

4 Dino-sized media support! National campaign (lop 50 markets)
includes Spot TV. Cable and Print. A massive ad blitz starts December 25.
Powerful advertising support will generate over 610 Million
Consumer Impressions:

NBC . e LIFETIME

oW [ USA mzﬂa%%m

age B [T maa

3 Reach & Frequency: 95% of all Women 25-49. 6.9 times.
90% of all Kids 2-11. 6.2 times. 98% of all Women 55+
(targeting “Grandmothers”). 9.2 times.

<« Fun-tastic P.0.P.!
24/48-unit floor/counter merchandiser ¢ shelf talkers e static clings
B/W line art coloring fun-sheets ¢ one sheets ¢ half sheets

4% Co-op Advertising available.

Call YOlll' Sales b' g . ‘ - Color / 1 Hour 14 Mins.

Videocassette #82142 ($19.98 s.r.p.)

Representative ' VESSA | | Laserdisc 142142 (624.98 5.xp.

and Ordef, Today! U | g8 2, e &

S A A Wiy = prossee S s \e comge wIRE T ITTRY

STREET DATE: DECEMBER 26, 1994
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THES ﬂ

By Seth Goldstein L...

HUNGRY: New Jersey-based
distributor Star Video has hired
Glen Andriano for the new post
of national director of supermar-
ket sales. Andriano held a similar
position at Ingram Entertain-
ment. He remains in Nashville,
Ingram’s home base, a sign Star
may be ready to expand outside
the Northeast.

Groceries, always stronger in
rentals, have been getting con-
siderable sell-through attention
of late. They're wanted as regu-
lar customers, not just as huyers
of megahits and in-and-éut pro-
motions. Disney reportedly has
supermarkets high on a list of up
to 100 accounts targeted for di-
rect sales; veteran rackjobber
Paul Pasquarelli, now a Buena
Vista Home Video sales VP, has
come on board to lead the
charge, we're told. “The machin-
ery's in place,” says a source.

With requirements that can
make Wal-Mart seem meek, gro-
cery chains are known to eat dis-
tributors for lunch, so some
wholesalers question why Disney
wants to suffer the agony of di-
rect sales—if grocers really want
to go that route. “Very, very few
buy direct,” says one budget ex-
ecutive. “They still look at video
as an ancillary item, and they
don't like to deal with retwrns,” a
distributor’s chore. Disney needs
the volume to merit these service
costs, he adds.

The studio apparently wants to
find out for itself. However, the
major battles are likely to be
fought at the distribution level,
among ETD, Ingram, and now
Star.

KIDS STUFF: Entertainment
One has more on its mind than
Wal-Mart. The Effingham, Ill.,
company, which has been install-
ing rental concessions in Wal-
Mart Supercenters, wants to roll
out the concept to other mass
merchants and to supermarkets,
according to president Terry
Monroe.

Wal-Mart, though, is the big-
gest part of Monroe's efforts.
That includes the chain’s test of
his Playland and Adventure
Video concept, a 2,100-square
foot leased department encom-
passing a kids' play area and

(Continued on page 82)

Hockey Vids Inspire Lofty Goals

But Will Lockout Put Sport’s Popularity On Ice?

B BY TERRI HORAK

NEW YORK—The National Hockey
League may not take the ice anytime
soon, but hockey videos have been
playing well at retail since last season.

It’s no surprise: Video is benefiting
from a surge in interest that should
push sales of all NHL merchandise to
an estimated $1 billion this year. Un-
less the owners’ lockout freezes action,
altendance is sure to top last season’s
17 million—potential buyers of items
other than programs and hot dogs.

At the center of the video arena is
the “1994 Stanley Cup Champions:
N.Y. Rangers” tape, which has sold
more than 100,000 copies, according to
producer and distributor ABC Video.
It’s the all-time best-selling hockey ti-
tle in the states, thanks to the Rangers’
first trophy in 50 years, won in the big-
gest sports market in the U.S.

“The American market still has a
long way to go before we have the pas-
sion for hockey that Canada does, but
we are rapidly heading in that direc-
tion,” says Bill Smith, VP of sales for
Minneapolis-based Quality Video.

Quality’s sister company, Toronto-
based Quality Special Products, is vir-
tually “guaranteed to sell more than
200,000 units of a new release like ‘Best
Of '94’ or ‘Don Cherry’s Rock Em Sock
Em VI.;'” according to Smith. He
maintains that hockey has been gaining
momentum here since 1990, and “this
will definitely be Quality’s biggest
year,” with 20 titles selling about

500,000 cassettes.

Simitar Entertainment, another ma-
jor supplier, expects to sell about
200,000 units this year of four hockey
releases, says president Ed Goetz.
Footage ranges from Pee Wee League
games to the pros, and is gathered
from “a number of sources,” Goetz
adds.

Neither Quality nor Simitar expects
the delayed start of the NHL season to
hurt sales or to force changes in mar-
keting. “I think the hard-core hockey
fan will continue to buy videos, because
that's their only source for hockey,”
says Smith.

When—and if—the NHL gets under
way, increased exposure on television
likely will boost sales, he says. Fox and
ESPN recently made deals to air
nearly 200 games.

Simitar’s marketing goal, according
to Goetz, is simply “putting [tapes] in
a box and putting them on the shelf.”
He adds, “It’s our belief that shelf posi-
tion and price point are the two things
that drive this kind of product.” Goetz
has priced the 30-minute entries in his
Sports Pages Series, including “lce
Wars” and “Fantastic Hockey Fights,”
at $5.99, an easy call for mass mer-
chants’ customers. Offered at drug
chain Walgreen's for $4.99, the tapes
“blow out,” says Goetz.

Smith counts as a sign of the success
of hockey video a “significant pres-
ence” for Quality’s titles at the Musi-
cland Group, Trans World Music En-
tertainment, and Camelot prior to

After Jane, Try Joan. Popular morning-show personality Joan Lunden, second
from right, is muscling her way into the fitness genre with “Joan Lunden: Workout
America,” which arrives at retail in December. She performs the exercises; Republic
Pictures Home Video exercises marketing clout on consumers presumed anxious
to shed holiday cheer (they'll do it every time). Shown with Lunden, from left, are
Republic executives Glenn Ross, Gary Delfiner, Bob Sigman, and Gary Jones.

Christmas. and placement in the West
Coast-based Wherehouse chain for the
first time. “In-store play reels, com-
bined with placement and signage, do
a nice job of merchandising the prod-
uct,” he says, In the strongest markets,
Quality runs “teaser” television spots.

Quality licenses NHL footage
through Quality Special Products from
Molstar, the broadcasting arm of the
Molson Brewing Company, which has
league rights in Canada. Bloopers and
violent action draw the most attention,
but there is a niche for kinder, gentler
instructional videos.

Irvine, Calif.-based Barr Entertain-
ment has seven how-to tapes by vet-
eran player Gordie Howe. which it
acquired when the company purchased
KVC Entertainment in 1990. GM
James Johnston says the cassettes are
pitched to schools, libraries, and the
armed forces, as well as major retail
chains.

According to Johnston, “Hockey—
Here'’s Howe: Power Skating™ is expe-
riencing “a whole new life,” which he
attributes largely to the rapid. instruc-
tion-less growth of in-line roller skat-

(Continued on page 82)
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In Europe, Films
Are Losing Share
Of Video Market

B BY PETER DEAN

LONDON—Steven Spielberg,
move over. The movies’ share of the
sell-through market is dwindling in
three of the four largest European
video markets, according to a re-
port called “European Non-Fiction
Video.” In their place are music,
sports, fitness, and travelog cas-
settes that are drawing ever-larger
audiences.

Commissioned by Espace Video
European (EVE), the report looks
at the importance of the “home
publishing” retail sector in the
U.K., France, and Italy. It was
presented as one of the key lectures
at the third European Video Per-
spective, held in Montpellier,
France.

The conference also offered a
comparative study on all aspects of
the distribution and marketing of
three features, “The Crying Game,”

(Continued on page 82)

MAXIMUM
PERFORMANCE.

Take your sales to the max with O.J. Simpson’s Minimum
Maintenance Fitness For Men. Featuring O.J. and his personal
trainer, it’s a unique approach to exercise, nutrition and lifestyle
fitness for today’s active man. Certain to be a collector’s item...
just watch it perform for you.

PLAYBOY HOME VIDEO
© 1994 Playboy. All Rights Reserved
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Pippin Jams, Raps In Digital’s ‘Slam City’

B BY MARILYN A. GILLEN

NEW YORK—Following in the ex-
tra-large footsteps of fellow basket-
ball star Shaquille O’'Neal, Scottie
Pippin is lending both some muscle
and some music to an upcoming
video game.

The Chicago Bulls guard/forward
stars in “Slam City With Scottie Pip-
pin,” a unique live-action interactive
game due in November from San
Mateo, Calif.-based Digital Pictures.
And while Pippin’s on-court role in
his first interactive game was cer-
tainly a familiar one, he was a novice
in another role he undertook for the
game: recording artist.

Making his musical debut, Pippin
recorded the theme song for the
game, “Respect,” which was written
especially for “Slam City” by com-
poser/producer Jellybean Benitez.
Pippin and Benitez, who has worked
with such artists as Madonna and
Whitney Houston, recorded the
track in a Chicago studio last month.

Benitez says the rap track keys in
to the strategy of the game, which
includes earning respect from the
other players. “For Scottie, I
wanted to write words that captured
the respect that kicks in when one
great ballplayer knows he has met
his match, whether it’s in a stadium,
on a street corner, or in a video
game,” he says.

Digital Pictures plans to use the
track as a valuable promotional ve-
hicle for the game, including the

Scottie Pippin goes against “Ace” in a
scene from Digital Pictures’ upcoming
interactive game.

NEW

VITSIE VISITS DINOSAURS
GTE Interactive
MPC2/Mac 7.0 or higher
$34.95 suggested retail

There’s some hi-tech help on the way
for parents who want to keep their kids
occupied, entertained, and educated.
Vitsie, the video interactive babysitter,
is ready for hire. This half hour-plus
musical program, created specifically
for the multimedia platform, is aimed
at children ages 3-6. The red-haired
Vitsie looks like a big-sister hybrid of
Barney, Ronald McDonald, and Cyndi
Lauper. She sings and dances over a
fast-paced, animated backdrop. Hands-

possibility of seeking airplay. There
are no current plans, however, to
package a separate audio release
with the game, or to release the
track commercially, according to a
Digital Pictures executive, who adds
that those plans could change.

Game publisher Electronic Arts
also keyed in to rap music for a
sports game starring O’Neal. The
San Mateo, Calif.-based EA has
linked with .Jive Records for an ex-
tensive cross-promotion that in-
cludes packing the lead single from
O’Neal’s sophomore Jive album with
some 600,000 copies of the Sega
Genesis version of the game, titled
“Shaq-Fu.”

Unlike the Pippin title, however,
the track itself was not included on

the game, which is to begin shipping
late this month in conjunction with
the release of the Jive album.

LIVE INTERACTION

Having the rap track performed
by Pippin helps further “the ‘right
there’ energy and atmosphere we're
after,” says Digital Pictures presi-
dent Tom Zito. “It’s the live-action
experience with Scottie Pippin that
makes ‘Slam City’ so different, and
we wanted to capture this real feel-
ing in the soundtrack, too.”

Unlike other sports games with
well-known stars, “Slam City” fea-
tures not animated or computer-
generated images of the players in
action, but actual video of the char-
acters in action, and their dialog,

Zito says.

Pippin filmed his part in the game
at a Hollywood studio this summer,
under the direction of Ron Stein,
whose credits include choreograph-
ing Robert DeNiro’s fight scenes in
“Raging Bull.”

Game players get into the experi-
ence by entering a pick-up basket-
ball game taking place on a gritty
street, surrounded by graffiti. Those
who manage to beat such characters
as “Fingers,” “Mad Dog,” and
“Smash” in the early matches earn
the chance to take on Pippin one-on-
one.

The game is due for Sega CD in
November; for the Pentium PC in
December; and for the Sega 32X in
January.

Pressman Films Set For Interactive Bow
Will Work With Philips Media On

NEW YORK—Another film entity has
thrown its hat into the interactive ring.

Edward R. Pressman Films, pro-
ducer of such movies as “Reversal Of
Fortune,” “Wall Street,” “Conan The
Barbarian,” and “Blue Steel,” has
formed a new division to focus on li-
censing, development, and distribution
of interactive properties, according to
producer Edward Pressman.

Miles Mogulescu, formerly executive
in charge of business affairs at Propa-
ganda Films, will helm the new Con-
tent Inc. as executive VP/COO.

Content Inc.'s first project will be
the development of an interactive game
based on the gothic action film “The
Crow,” which stars Brandon Lee and is
currently a leading home video title
from Buena Vista Home Video. Press-
man Films produced the Miramax
Films picture.

The production company will co-pro-
duce the CD-based game with Philips
Media’s Games label, according to
Pressman and Philips. Philips Media,
which has recently revved up its activ-
ity on the games front, will handle dis-
tribution of “The Crow.” Target date
for a multiplatform launch is set for
Christmas 1995, Pressman says.

RELEASES

on activities, like making “fossils” from
Play Doh, are accessible with a click of
the mouse. Though mostly linear, the
video can be scanned forward to a de-
sired activity, musical number, or in-
formational segment. The video fills
approximately one-third of the screen,
which is bordered by a mock television
set. The musical numbers are surpris-
ingly catchy, with simple lyrics that
will not intimidate younger viewers.
Other Vitsie discs in the series include
space and ocean themes. The overall
result is a surreal, but highly effective,
“edutainment” title. This is Max Head-
room for kids.

BRETT ATWOOD

“This is a very important step for us,
and something we feel is key to our
growth strategy,” says Pressman.
“The properties we are involved with,
now more than ever, and the properties
that we are developing, just lend them-
selves wonderfully to multimedia de-
velopment. ‘Reversal Of Fortune’ and
‘Bad Lieutenant’ might not have made
great games. ‘The Crow’ will. And so
we want to position ourselves to tap in
to that potential in a more hands-on
way.”

Pressman earlier had licensed out
several film properties that will bow as
games next year. Among them is
“Judge Dredd,” a film starring Sylves-
ter Stallone; the game spinoff is due
next summer from Acclaim. Also due
next summer is a game based on the
upcoming film “The Mutant Chroni-
cles” that will be released for the Sega
and Nintendo platforms from Play-
mates Interactive.

“The Crow’ Game

“Everything we take on from now on
we are going to try to keep more in-
house,” Pressman says, adding that
Content Inc. will play a role in the
“Judge Dredd” and “Mutant Chroni-
cles” projects.

Pressman also plans to try to narrow
the gap between film and game re-
leases as Content Inc. revs up, he says.
“We are actually in discussions now
with a major game company to develop,
on parallel tracks, both movie and
game,” he adds, “and to share the costs
of developing both areas, as well as co-
ordinating the release.”

Currently in post-production by
Pressman is a film that went the other
route: “Street Fighter,” starring Jean-
Claude Van Damme and Raul Juliy, is
based on the game of the same name.
The film is due this Christmas from
Universal Pictures.

MARILYN A. GILLEN

examined the intersection of CD-ROMs and the music community during a two-
hour panel last month in New York. Pictured at Manhattan’s Merkin Hall, in front,
is panelist Richard Bowers, editor of the Optical Publishing Assn. newsletter.
Behind him, from left, are multimedia consultant Ken Brady; NARAS New York
executive director Jon Marcus; chapter president Karen Sherry; and panel
moderator Harry Hirsch, president of Digi-Rom and a NARAS New York Governor

and Trustee.

1

GT Interactive Goes
Boom With ‘Doom’

‘OVER HALF A MILLION’ is the number
GT Interactive Software president
Ron Chaimowitz pegs for U.S. orders
of “Doom II: Hell On Earth,” the fol-
low-up to the hot shareware title from
Id Software that his company is dis-
tributing on CD-ROM. “We've had re-
tailers reordering before it even
launched”—which was Oct. 10. Orders
have come from a wide variety of chan-
nels, he says, including record chains
like Tower Records and Musicland, al-
though the bulk of the orders have
come through more traditional soft-
ware stores and mass merchants.

It is an auspicious, and somewhat
daunting, debut for GT Interactive,
“sort of like starting a video company
with ‘Jurassic Park,’ " Chaimowitz
says. GT Interactive hopes to approach
Doom II's out-of-the-box success, “by
forging other strategic partnerships
with quality developers such as Id,” he
says. Upcoming titles from the com-
pany will include several in the “edu-
tainment” field, as well as other action
games in the “Doom II” vein, he says.

As to the high-adrenaline, high-
body-count action of *“Doom
II"—glowingly described on the box as
“more of the bloodiest, fiercest, most
awesome blastfest ever!”—Chaimowitz
says GT Interactive made a point of
getting the game rated under the new
IDSA committee system. The box
sports a “Mature” flag on the back,
with the description “Animated Vio-
lence, Animated Blood & Gore.”

“We knew this was going into main-
stream places like Wal-Mart,”
Chaimowitz says, “and we wanted to
make sure people knew what they were
getting.” The “Mature” rating posed
no distribution barriers, he says, “al-
though some did ask to make sure it
was rated.”

ANO SPEAKING OF big numbers and big
combat, Acclaim Entertainment says it
has passed the $50 million-mark in
sales of “Mortal Kombat I1.”

FOX INTERACTIVE'S launch titles—
“The Pagemaster” (Billboard, Oct. 22)
and “The Tick,” both launching in No-
vember—are its “first and last” for the
16-bit cartridge market, according to
VP/GM Tedd Hoff. Future titles will
be developed for various platforms,
including CD-ROM, the Sega 32X,
Sega Saturn, and Sony Playstation.
Among upcoming titles are a series of
“movie storybooks” based on Fox Kids
Network properties, due on CD-ROM
for Christmas 1995; a CD-ROM based
on this year’s film remake of “Miracle
On 34th Street,” due next Christmas;
and a Marilyn Monroe “biographical
movie storybook” that will be a co-pub-
lishing venture with sister book com-
pany HarperCollins, due on CD-ROM
by fall 1995.

ITA WILL NOT HOLD its previously an-
nounced “Information Superhighway”
conference, which had been slated for
Jan. 24-27, 1995. The conference was
postponed, says the ITA, due to the
Senate’s failure to approve related leg-
islation, as well as delays in interactive
trials. Parts of the conference will be
incorporated into the 25th Anniversary
Spring Seminar, March 8-12, 1995.
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Sin

P> AEROSMITH Blind Man (4011
PRODUCER: Michael Bainhorm

WRITERS: Tyler. Porry, Rhodes

PUBLISHERS: Swan Song/EMI-ApriVMCA/T. Rhodes,

ASCAP
Geffen 4692 (c/o Uni) (cassette single)

Eternally popular band offers a killer
new track from its upcoming greatest
hits compilation, “Big Ones.” Fans of
recent hits like “Crazy” and “Amazing”
will feast on this jam's delicious recipe of
bluesy guitar riffs, grinding rock-ballad
rhythms, and Steve Tyler's
incomparable vocals. A bright sales

and chart future appears more than
likely.

D> LIZPHAIR Supernova (2:40)

PRODUCER: Liz Phair

WRITER: L. Phair

PUBLISHER: not listed

Matador 5828 (c/o Atlantic) (cassette single)

It’s time for this alternative rock darling
to make the transition into pop stardom.
Fuzzy, guitar-rooted ditty bounces with
a pure-pop hook, saucy lyrics, and
layered vocals that sound like a cute girl-
group gone mad. Already a rock-radio
smash with an MTV-friendly videoclip,
single has the charm and the clout to pull
top 40 support with relative ease. From
the album “Whip-Smart."”

k JON SECADA Mental Picture (4:19)
PRODUCER: not listed

WRITER: aot listed

PUBLISHER: not listed

SBK/EMI 54231 (c/o Cema) (cassette single)

Third single from Secada’s “Heart, Soul
& A Voice” collection can also be heard
on the soundtrack to “The Specialist.”
Swaying pop ballad provides a fine
showcase for his formidable skills as

a romantic crooner, flexing his
impressive tenor range to excellent
effect. The song has a lovely and
infectious chorus that permanently sinks
into the brain upon impact. Delicious
single deserves instant recognition from
programmers at several formats.

INNER CIRCLE Black Roses (4:00)

PRODUCERS: Arif Mardin, Joe Mardin

WRITER: C. Coffie

PUBLISHERS: Rock-Pop/Warner/Chappell, BMI
REMIXER: Joe Mardin

Big Beat 5934 (c/o Atlantic) (cassette single)
Engaging reggae band that is still best
known for its theme to the Fox-TV
program “Cops” offers its strongest
single to date with this easy-paced,
pop-splashed tune. The lyrics explore
better days gone by, voiced with a lilting
and melancholy tone. Song ends on

a positive, uplifting note, giving listeners
one more good reason to investigate the
act’s current “Reggae Dancer” set.

THE PUPPIES Summer Delight (3.29)
PRODUCERS: Calvin Mills Il, Cariton Mills

WRITER: not listed

PUBLISHER: not listed

Chaos 6413 (c/o Sony) (cassette single)
Co-produced by Carlton and Calvin
Mills, this pint-sized bass-rap duo rolls
out big beats and soulful sounds. Heavy
on “whoomp”-derived rhythms, the high-
pitched, fast-paced rap will appeal to the
young hip-hop set and, possibly, their
parents, too. Squeaky-clean lyrics and
catchy chants should make radio bark for
this bouncy bump-fest.

LI’'L SUZY Promise Me (no timing listed)
PRODUCER: Victor Franco

WRITER: not listed

PUBLISHERS: Victor F./STC/Play The Music, ASCAP
Empire 3001 (c/o Metropolitan) (CD single)
Freestyle chippie struts with newfound
confidence on an old-school twirler.
T'would be nice if her voice was not
awash in unnecessary echo, but

the sound is in keeping with the
synth/electro/hip-hop direction of the
music. Already picking up regional
crossover radio play, single would need
a beefier remix to break out on a national
level.

gdle Reviews

EDITED BY LARRY FLICK

DAMIEN BAUTISTA What Will | Do (4.02)
PRODUCERS: Glenn Guiterrez, Mario L. Agustin Jr.
WRITERS: G. Guiterrez, M.L. Agustin Jr.

PUBLISHERS: Rhythm Vision, BMI; School Days, ASCAP
REMIXERS: Jothan Frakes, Douglas Terrebonne, Nathan
Brenholdt

Classified 1101 (CD single)

More fun in the freestyle world. Bautista
does his best to generate teen-idol heat
on this standard boy-weeps-for-lost-love
tune. His breathy style is effective, and
the production by Mario Augustin and
Glenn Gutierrez is notches above many of
the Latin-pop singles vying for attention
right now. CD single has no fewer than
10 mixes, dabbling in a slew of other
street sounds. Noteworthy.

D> CHANTE MOORE OId School Lovin' (4:26)
PRODUCERS: L. Stewart, Kuk Harrell

WRITERS: C. Moore, P.L. Stewart i, T.L. Harrell Jr., G
Stewart, M. Stewart

PUBLISHER: niot listed

Silas/MCA 3150 (c/o Uni) (cassette single}

Moore previews her sophomore effort, “A
Love Supreme,” with a gorgeous R&B
ballad. She is growing into a stylist of the
highest order, as proven within an
arrangement that is lush with retro
instrumental nuances. Moore clearly
knows how to measure her diva
outbursts, shading her scale climbing
with soft and sultry tones. Wonderful
track has enough of a youthful vibe to
entice new-jacks’n’jills, but it is smooth
enough to please mature minds, too.

D> HEAVY D & THE BOYZ Black Coffee (3.52)
PRODUCERS: Easy Mo’ Bee, Pete Rock

WRITERS: E. Bee, P. Rock, Heavy D

PUBLISHER: ASCAP

Uptown/MCA 3169 (c/o Uni) (cassette single)

This cut from “Nuttin’ But Love” delivers
the goods. With a heavy dose of hip-hop,
Heavy D. and his Boyz brew a busy
backbeat, dripping with a potent blend of
playful lyrics and stimulating samples. A
soulful backing vocal adds an R&B
flavor. Good to the last bass drop.

RAJA NEE Turn It Up (3:59)

PRODUCERS: Jimmy Jam & Terry Lewis

WRITERS: J. Harns 111, T, Lewis, R. Nee, R. Isley, R. Isley,
M. Isley, O. isley, E. Isley, C. Jasper

PUBLISHERS: Flyte Tyme/EMI April/Bovina, ASCAP; Tap-
Eight/Help The Bear, BMI

Perspective/ALM 7472 (c/o PGD) (cassette single)
Produced by Jimmy Jam and Terry
Lewis, this slick mix of R&B, dancehall,
and rap will snatch smooth movers and
gangsta groovers alike. Rowdy crowd
noises nearly drown out the clever
samples from the Isley Brothers’ 1975
album cut “Make Me Say It Again, Girl.”
Harder-edged rappers will relate to the
sassy rap and steamy lyrics, though they
are watered down a bit for the R-rated
edit. From the forthcoming debut, “Hot
& Ready.”

GERALD ALSTON Stay The Night (4:26)
PRODUCERS: Gi, Gerald Alston

;VQF:’I‘;I'ERS: R. Gnssett Jr., G. Alston, E. McFarland, R.
PUBLISHERS: Perry & Lisa C./Alstonian, BMI; AAC
Songs, ASCAP

Street Life/Scotti Bros. 75393 (c/o BMG) (cassette single)
It has been too long since Alston warmed
the hearts of young lovers with his
special brand of love talk. On his first
release for the Scotti Bros. subsidiary
Street Life, he plays it cool and relaxed
on a romantic R&B ballad. His fine
performance is matched by a slow groove
that grinds with the kind of sex appeal
that urbanites regularly indulge in.

A NUTTIN' NYCE Down 4 Whatever (2.50)
PRODUCERS: Art & Rhythm

WRITERS: L. Campbell, L. Wallace, O. Ponder, B. Romeo,
P. Hooper, S. Law, C. Wheeler

PUBLISHERS: Zomba Enterprises/Art & Rhythay
PocketowrVEMVEMI-April/Jazzie B/EMI-Virgin/Warner-
Chappell. ASCAP

REMIXER: Mr. Lee

Jive/Hollywood 42260 (c/o BMG) (cassette single)

Female trio previews its sophomore
collection with a yummy slice of pop/
funk, seasoned with an ample dose of
'90s-style safe sex. They sing and vamp
with more maturity than on past jams,

bolstered by a sample of a hook from Soul
I1 Soul's “Back To Life.” Seductive and
contagious as they come, single should
begin its multiformat attack on R&B
stations before making a major impact on
top 40 airwaves. Track can also be heard
on the soundtrack to “A Low Down Dirty
Shame.”

COUNTRY

D> CONFEDERATE RAILROAD Summer In Dixie
(3:01)

PRODUCER: Barry Beckett

WRITERS: J. Robbin, G. Levine

PUBLISHER: Sony Cross Keys, ASCAP

Atlantic 5618 (7-inch single)

Those rowdy rebels return with this
ballad of heartbreak across the Mason-
Dixon line. A predictable storyline is
strengthened by Barry Beckett's
muscular production and Danny
Shirley's impassioned lead vocal.

LISA BROKOP Take That (3:31)

PRODUCER: Jerry Crutchfield

WRITERS: G. Burr, T. Shapiro

PUBLISHERS: MCA/Gary Burr/Great Cumberland/
Diamond Struck, ASCAP/BMI

Patriot 79072 (7-inch single)

There are plenty of lyrical and musical
hooks on this midtempo tale of a dead-
end romance. But what puts this track
over the top is Brokop’s performance.
This 21-year-old newcomer from the
north country is an exceptional singer
whose way with a song belies her age.

GREG HOLLAND When | Come Back (| Wanna Be
My Dog) (3:00)

PRODUCER: Mark Wright

WRITERS: C. Wiseman, A. Anderson

PUBLISHERS: Almo, ASCAP; Mighty Nice/Al Andersongs/
Bluewater, BMI

Warner Bros, 7208 (CD promo)

Holland may be more than just another
handsome hat act, but it's going to take
more than this single to prove it. A cute
little idea, a fairly catchy tune, and th-th-
that’s all folks.

DANCE

P> MOBY Feeling So Real (5:47)

PRODUCER: Moby

WRITER: Mobu

PUBLISHER: Little Idiot, BMI

REMIXERS: Moby, Westbam, Klaus Jankuhn

Elektra 66180 (CD single)

Leave it to the brilliant mind of Moby to
build a bridge uniting rave and classical
music. Single has a majestic quality—
particularly with its vocals, which have a
decidedly operatic bend—that is as
interesting to the ear as it is to the body.
An abundance of remixes are provided to
suit various club formats, as well as
adventurous crossover radio and
alternative radio outlets. Be sure to check
out the added track, “New Dawn Fades.”

Y MSM (MIAMI SOUND MACHINE) Jambala

(8:01)

PRODUCERS: Emilio Estefan Jr., Jorge Casas, Clay
Ostwald

WRITERS: E. Estefan Jr., J. Casas, C. Ostwald
PUBLISHER: Foreign Imported, BMI

REMIXERS: Johnny Vicious, Mark Lewis, Byron DeLear
Crescent Moon 6590 (c/o Sony) (12-inch single)
MSM's first recording without Gloria
Estefan explodes with Latin-drenched
tribal intensity. The combination of live
instruments with aggressive synths
works extremely well. Top off the track
with a vampy female vocal and gang-style
male chants, and you have the fuel to set
peak-hour programs on fire. Dive into
any of the remixes; Mark Lewis, Byron
DeLear, and Johnny Vicious have truly
outdone themselves. One of the better
moments from the soundtrack to “The
Specialist.”

UNCANNY ALLIANCE Happy Day (7:16)
PRODUCERS: Orville Brinsley Evans, Eric Kupper
WRITERS: 0.B. Evans, E. Kupper

PUBLISHERS: MCA/EMI-April, ASCAP
REMIXERS: Orville Brinsley Evans, Eric Kupper
A&M 0823 (c/o PGD) (12-inch single)

Quirky New York duo celebrates the
onset of its full-length debut, “The
Groove Won't Bite,” with a slick pop-

house anthem that casts front woman
E.V. Mystique in a more vocally sedate
light than in the past. Eric Kupper's
remixes are nice, but single works best in
its original form—which could also be the
act’s best bet for radio impact to date.

VANESSA DAOU Sunday Afternoons (5:42)
PRODUCER: Peter Daou

WRITERS: V. Daov, E. Jong

PUBLISHERS: VandaVAlma/The Zipless Co., ASCAP
REMIXERS: Peter Daou, Cosmic Baby, DJ Chillfreez, Tony
Edwards

Lotus 0001 (12-inch single)

Daou’s “Zipless” album should get a nice
boost from this revamped version of a
song that brims over with erotic prose
and sultry quasi-spoken vocals. Input
from DJ Chillfreeze brings the track into
the world of acid jazz with a decidedly
ambient twist, while Cosmic Baby’s
interpretation is dreamy and accessibly
syncopated.

D> BARBRA STREISAND Evergreen (3:06)
PRODUCERS: Barbra Streisand, Jay Landers

WRITERS: B. Streisand, P. Williams.

PUBLISHERS: WB/Emanuel/First Artists, ASCAP
Columbia 6602 (c/o Sony) (CD single)

La Streisand’s live concert opus will
surely benefit from the availability of this
Oscar-winning classic from “A Star Is
Born.” Volumes could be written on the
timeless strength of her voice, but your
time is better spent bathing in the beauty
of this incredible rendition. Just lovely.

KENNY LOGGINS Rainbow Connection (3.47)
PRODUCERS: Kenny Loggins, David Pack

WRITERS: P. Willlams, K. Aschar

PUBLISHER, Jim Henson Productions. ASCAP

Sony Wonder/Columbia 6538 (c/o Sony) (CD singie)
Loggins captures the wonder and
optimism of this Paul Williams/Kenny
Archer kiddie chestnut without having to
fall into a syrup trap. A peek into “Return
To Pooh Corner,” an album of children’s
tunes, single has the potential to
transcend its audience and reach adults
who never forget the innocence and
magic of dreams and rainbows.

PATRICE RUSHEN | Do (4:28)

PRODUCER: Patrice Rushen

WRITERS: P. Rushen, F. Washington

PUBLISHERS: Baby Fingers, ASCAP; Freddie Dee, BMI
Sin-Drome 1190 (CD single)

Singer who thrilled disco-era punters
with “Forget Me Nots” is back with a
jazzy 1i'l pop/R&B jam that exhibits her
instrumental prowess and sweet voice.
Single is a tad too sophisticated to woo
the hip-hop generation, though mature
minds in search of rhythm-based music
with substance will be thoroughly
satisfied.

ROCK TRACKS

D> LETTERS TO CLEO Here & Now (no timing
listed)

PRODUCER: not listed

WRITER: not listed

PUBLISHER: not listed

Cherry Disc/Giant 5212 (c/o Warner Bros.) (cassette
single)

Listeners with a penchant for unearthing
new bands will remember this jangly
rocker from the Boston band’s acclaimed
“Aurora Gory Alice” album on the
independent CherryDisc Records. Re-
recorded for the album’s release on
Giant, song has retained the crisp, left-of-
center power-pop sound that made the
original so endearing. Perfect for both
rock and pop radio formats, single will
benefit from its inclusion on the “Melrose
Place” soundtrack.

JIMMY BUFFETT Frenchman For The Night (4.00)
PRODUCER: Russell Kunkel

WRITERS: J. Buffett, R. Guth

PUBLISHER: not listed

Margaritaville’/MCA 3213 (c/o Uni) (cassette single}
For those with an appetite for romantic
ballads, Buffett serves up a Caribbean-
flavored acoustic love-fest. The bonus
cut, “Vampires, Mummies, And The Holy

Ghost,” is considerably more interesting.
On that track, Buffett compares MTV
VJs to aliens and psychopaths. Scary
stuff, indeed. Programmers looking for a
new Halloween novelty track will want to
give it a listen.

Y SPONGE Plowed (3:17)

PRODUCERS: Sponge

WRITERS: Sponge

PUBLISHERS: It Made A Sound/Plunkies, BMI

Chaos 6535 (c/o Sony) (cd promo single)

Sponge said it best. Prepare to get
“buried by the sound of a world of human
wreckage.” With vocals that sound
somewhere between Bad Religion and
the Psychedelic Furs, Sponge
aggressively plows past any sense of
subtlety and gets right to the raw roots
of modern rock. Colliding guitar riffs
wreck a rage-filled rhythm, while the
emotionally charged lyrics unearth a
desperate, hidden plea for mental
stability. Heavy stuff.

BLUES SARACENO My Generation (no timing iisted)
PRODUCER: not listed

WRITER: not listed

PUBLISHER: not listed

Guitar 01 (CD single)

Accomplished guitarist Blues Saraceno
puts aside his Poison pals to go it solo on
this impressive cover of the 1966 hit by
the Who. It’s hard to say how he fares on
his first vocal outing, since it is
intentionally distorted by a Ministry-like
soundbox. Still, there's no denying the
skilled strength of his fast-paced guitar
work.

RANDY BACHMAN Prairie Town (4:27)
PRODUCERS: Randy Bachman, Chris Wardman
WRITER: R. Bachman

PUBLISHER: not listed

Guitar 99406 (CD cut)

Rocker mines a sound similar to his heyday
as half of the popular *70s-era group
Bachman-Turner Overdrive. Rootsy, Bob
Seger-esque kicker benefits from
participation of Neil Young and Cowboy
Junkie Margo Timmons. This cannot even
touch classics like “Takin’ Care Of
Business,” but it sure is good for a night of
bar brawlin’ with the boys. From the album
“Any Road.”

P> LORDS OF THE UNDERGROUND Tic Toc (3:53)
PRODUCER: Marly Marl

WRITERS: D. Kelly, A. Wardrick, M. Mar!

PUBLISHERS: LOTUG/Marty Marl, ASCAP

Pendulum/EM| 19857 (c/o Cema) (maxi-cassette)

Using samples from Doug E. Fresh's classic
hip-hop anthem “La Di Da Di,” the chief
rockin’ rappers give maximum props to the
old school. The Newark, N.J.-based trio
constructs a funky flow flavored with
screechy scratchin’, simple melodies, and
spare drum beats. For a jazzy trip, try the
remixed version.

GROUND FLOOR One, Two (no timing listed)
PRODUCERS: Ground Floor

WRITERS: Ground Floor

PUBLISHER: not listed

Bandoola 12927 (CD single)

This indie rap debut comes out rumbling,
tumbling, and ready to roar. A creeping,
high-pitched piano line advances over an
insistent rap and an abrasive backbeat. The
bonus cut, “Dig On This,” reworks the
track, adding the rap prowess of Lord
Finesse.

NINE Whutcha Want? (4:50)

PRODUCER: Rob Lewis

WRITERS: D. Keyes, R. Lewis

PUBLISHERS: Protoons/Pretty Helen/Lickshot Lyrics, ASCAP
Profile 5426 (cassette single)

Froggy vocals and mad sounds rake
through this ragga-derived, laid-back rap.
Not content with a by-the-numbers
delivery, Nine unloads a raspy, rugged vocal
against a subdued backdrop. The bare beat
and smooth synth samples contrast sharply
with the nonstop hip-hop verbal assault. For
backwards splatter-rap, check out the flip-
side, “Redrum.”

PICKS (p) : New releases with the greatest chart potential. CRITIC'S CHOICE (%) : New releases, regardless of potential chart action, which the reviewer highly recommends because of their musical merit. NEW AND NOTEWORTHY: Highlights new and
developing acts worthy of attention. Cassette, vinyl or CD singles equally appropriate for more than one format are reviewed in the category with the broadest audience. All releases available to radio and/or retail in the U.S. are eligible for review. Send
copies to Larry Flick, Billboard, 1515 Broadway, New York, N.Y. 10036. Country singles should be sent to Billboard, 49 Music Square W., Nashville, Tenn, 37203.
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P> DREAM THEATER

Awake

PRODUCERS: John Purdell & Duane Baron

EastWest 90126

It would be tempting to call this band's
high-octane brand of driving guitars,
extended instrumental solos, and vocal
pyrotechnics arena rock—except that
Dream Theater has substituted splashes
of invention for the clichés the term
implies. The group’s album, which
crashed onto The Billboard 200 at No. 32,
exhibits a noted theatrical bent on tunes
like pounders “Caught In A Web"” and
“The Mirror,” and standout “Voices,”
each a mini-epic of interwoven guitar
jams and quick-slipping tempos. “Lie,”
the lead single, is the monster-maker in
this bunch—a powerful, cynical bender
with a chorus to boot. Slower options
include rock ballad “Lifting Shadows Off
A Dream” and odd-men-out “The Silent
Man,” an acoustic pop interlude, and
ominous piano-driven closer “Space-Dye
Vest.”

P> CORROSION OF CONFORMITY

Deliverance

PRODUCER: John Custer

Columbia 66208

Standing firmly at the intersection of
speed metal, album rock, and punk,
Raleigh, N.C., noisemakers make an
impressive major-label debut after a 10-
year indie run. Album serves up a
combination of warp-speed pyrotechnics,
balls-to-the-wall rock, and soulful,
Southern-accented tunes—all featuring
the writing and singing of guitarist
Pepper Keenan, who is now COC's front
man. Worthiest selections are driving,
catchy “Clean My Wounds,” epic “Seven
Days,” and anthemic title track. Equal
parts Black Flag, Black Sabbath, and Big
Black.

P> ROBBIE ROBERTSON & THE RED RIVER
ENSEMBLE

Music For The Native Americans

PRODUCER: Robbie Robertson

Capitol 28295

Robertson’s powerful soundtrack to a TV
documentary is not what you’d expect,
and much more. Rooted in traditional
music and performed by Robertson and
an ensemble that includes Coolidge
sisters Rita & Priscilla (as well as
Priscilla’s daughter, Laura Satterfield),
Kashtin, the Silver Cloud Singers,
Douglas Spotted Eagle, Ulali, and Jim
Wilson, album filters that past through a
contemporary lens; the result is a work of
timeless beauty and force. Among its
highlights are “Golden Feather,” a
shivering quiver of a love song and one of
six new Robertson-penned or co-penned
numbers; “Twisted Hair"; and
“Skinwalker,” the rockingest effort.

P> THE cuLT

PRODUCERS: Bob Rock

Sire/Reprise 45673

Lead singer Ian Astbury may have cut
his hair, but he hasn’t scaled down the
'80s-gothic, biker-glam drama. With Billy
Duffy’s fluid-to-fuzzy guitar licks over
crunchy, thrashy drums—and lyrics that
lament River Phoenix, among others—
the Cult still turns out overrwrought
rockers. The drug clichés abound on
“Joy,” pairing a Lennonesque grinding
guitar and up-close vocal style (“Cold
Turkey”) with Jim Morrison-style organ
chords. Garage-rock production by Bob
Rock puts pounds of meat on “Gone,"
“Universal You,” and “Black Sun.”

P> VARIOUS ARTISTS

Music From The Motion Picture Pulp Fiction
PRODUCERS: Various

MCA 11103

All but one of the songs accompanying
this much-talked-about new film are
previously released, so the soundtrack’s

MARILYN A. GILLEN,

AND PETER CRONIN

SPOTLIGHT

W/ SO N

SPOTLIGHT

SPOTLIGHT

e jean

GEORGE WINSTON

FOREST

MADONNA

Bedtime Stories

PRODUCERS: Madonna, Nellee Hooper, Babyface,
Dallas Austin, Dave Halt

Maverick/Sire 45767

The Queen of Pop pulls another doozie
from her bag of tricks, with help from a
cast of savvy conspirators. This time,
rather than shocking with sexual antics,
or even trying to break musical ground,
Ms. M sticks to a pop recipe that yields
hits galore, with little excess baggage.
Most seductive offerings are pop smash
“Secret,” catchy opener “Survival,”
funky “I'd Rather Be Your Lover”
(featuring Me'Shell NdegéOcello on
bass), dancefloor gem “Don’t Stop,”
tribal jam “Human Nature,” and
Babyface collaboration “Take A Bow.”
A holiday feast for top 40, rhythm
crossover, and AC.

genius lies not in its novelty but in
director Quentin Tarantino's eclectic
selection of surf, soul, pop, and country
nuggets. From Dick Dale’s “Misirlou,” to
Ricky Nelson's “Lonesome Town,” to
Urge Overkill’s cover of Neil Diamond's
“Girl, You'll Be A Woman Soon,” album
hangs together exceedingly well, woven
with bits of film dialog. Other standouts:
Kool & the Gang’s “Jungle Boogie,” Al
Green's “Let's Stay Together,” and the
Statler Brothers’ “Flowers On The Wall.”

Yk VARIOUS ARTISTS

Beat The Retreat: Songs By Richard Thompson
PRODUCERS: John Chelew, others

Capitol 95929

Richard Thompson’s extensive
compositional range—from folk and Celtic
flavorings to rock—is matched here by a
remarkable assemblage of artists: R.EM.,
Dinosaur Jr, David Byrne, Bob Mould,
Bonnie Raitt, X, Los Lobos, the Five Blind
Boys Of Alabama, June Tabor, and Syd
Straw & Evan Dando—each of whom brings
a sense of passion, if not always invention,
to the chosen cover. Tabor's crystalline
voice is a revelation on folk-leaning numbers
like the title track, while X and Dino Jr light
the requisite fire under “Shoot Out The
Lights” and “I Misunderstood,”
respectively.

Y VARIOUS ARTISTS

Music From The Motion Picture Clerks

PRODUCERS: Various

Chaos/Columbia 66660

The offbeat bits of dialog dotting this
soundtrack of the extremely low-budget,
high-cachet film are among its surest
delights, but the rough and rowdy music is
pretty witty, too. Among the contributors of
newly recorded music are the Jesus Lizard,
Bad Religion, Corrosion Of Conformity,
Bash & Pop, Stabbing Westward, and Soul
Asylum, whose “Can't Even Tell” is the first
single and video. Alice In Chains also kicks
in a track, “Got Me Wrong,” off its “Sap”
EP.

VARIOUS ARTISTS
You Got Lucky: A Tribute To Tom Petty
PRODUCERS: Vanous
Backyard/Scotti Bros.

Legal precepts aside, any new tribute

DIGABLE PLANETS

Blowout Comb

PRODUCERS: Digable Planets

Pendulum 30654

Group defined a new style of speak and
created a catchprase (“cool like dat”)
that was on the lips of b-boys,
bohomemians, and other denizens of
Planet Pop. Planets’ maiden voyage sold
past platinum and earned a Grammy,
but success hasn't messed with the
warm, retro vibe they created. In fact,
their sophomore set updates their
chilled-out, oceanic ambience by way of
tricky, off-kilter loops. Live
instrumentation and lively samples slink
and dart, while the crew emphasizes
black power and politics lyrically as well
as symbolically (afros and hair picks).
Guest shots by Guru and Jeru the
Damaja further stir the proceedings.

album at this point in the deluge is guilty
of overkill until proven innocent. The
verdict on this latest entry (which marks
the debut of Scotti Bros." alternative
imprint)? Well worth giving some
listening time to, thanks to the inclusion
of a top-drawer, cross-country sampling
of indie and underground bands (amueng
them Everclear, Truck Stop Love, and
Edsel) and the hits-heavy music itself,
which proves highly amenable to
interpretation.

AMERICAN MUSIC CLUB

San Francisco

PRCDUCERS: Joe Chiccarelli, American Music Club
Reprise 45721

Mark Eitzel and company return with
their hopeless romanticism tempered by

GEORGE WINSTON

Forest

PRODUCERS: George Winston, Howard Johnston,
Cathy Econom

Windham Hill 11157

Fourteen years after his first album,
“Autumn,” George Winston still stands
alone among solo pianists. On
“Forest,” he extends his ringing, open-
air, melodic sound, embracing the
minimalist influences of Steve Reich on
“Tamarack Pines,” the jazz harmonies
of the late organist Larry Young's
“The Cradle,” and the slow ragtime of
William Bolcom’s “Graceful Ghost.”
But whether playing the challenging
inside-the-piano effects of his
“Forbidden Forest” or the inviting
themes of “Cloudy This Morning,”
Winston’s gifted lyricism remains true.

a bit more cynicism and rhythmic oomph.
Though not the wonder that was AMC's
major-label debut, “Mercury,” new
album still showcases Eitzel's shadowy
songs and band's twilight glow to fine
effect. As always, guitarist Vudi’s
voluptuous leads frame Eitzel's vocals
perfectly, especially on the melancholy
numbers, But it’s the addition of upbeat
tracks like “Hello Amsterdam” that could
break band beyond its cult. The faithful
should seek out “secret” cut, a definitive

(X1

take on “California Dreamin’.
RICHARD SHINDELL

Blue Divide

PRODUCER: Steve Addabbo
Shanachie 8014

Folksinger's second release doesn't
match his stunning debut, 1992’s
“Sparrows Point.” But the themes are

VARIOUS ARTISTS

The Sue Records Story: The Sound Of Soul
PRODUCERS: Juggy Murray, others

COMPILATION PRODUCER: Alan Warrer

EMI 28093

New York indie was a black-owned
powerhouse of the "50s and '60s, a
contemporary of Motown that racked up
an impressive hit list of its own. Sue's
higgest success story was undoubtedly
Ike & Tina Turner, who recorded their
hreakthrough hit “Fool In Love” and
other early singles for Juggy Murray's
imprint. Other notables represented on
this generously annotated four-disc set
include Inez & Charlie Foxx, Barbara
George, the Soul Sisters, Bobiby
Hendricks, and rock’n’roll pioneer Jaekie
Brenston. Music that laid the foundatians
for pop, rock, and R&B.

WAR

Anthology 1970-1994

COMPILATION PRODUCER: Jerry Goldsaein

Avenue 71774

From War's early hits with Eric
Burdon—*Tobacco Road,” “Spill The
Wine"—to its remake of “Don’t Let No
One Get You Down” with Hispanic
M.C.s, two-disc collection spans the

VITAL REISSUES.

California outfit's quarter-century
career, right up to its current “Peace”
offering. All the highlights are there: the
breezy “Slippin’ Into Darkness” and
“Summer,” the socially conscious “The
World Is A Ghetto,” the instrumental
nugget “Deliver The World,” ete.
Material is timeless and worthy of the
handsome reissue it is accorded here.

THELONIOUS MONK

The Complete Blue Note Recordings

COMPILATION PRODUCER: Michael Cuscuna

Blue Note 30363

Modern jazz legend places Thelonious
Monk at the zenith of innovation, and
these dates, cut between 1947 and '58,
explain why. With stellar sidemen like Art
Blakey, Milt Jackson, Max Roach, and
Kenny Dorham, Monk was the Buiiuel of
bebop, and recorded such standards as
“Ruby My Dear,” “In Walked Bud,”
“Round Midnight,” “Epistrophy,” and
“Straight, No Chaser.” This well-
annotated 4-disc set also includes two
Sonny Rollins-led cuts, and a 1958 Five
Spot date with John Coltrane. (The latter
corrects last year's release, which listed
the wrong rhythm section and ran a half-

step fast.)

similar, and the high points display some
of the same intensity and eloquent
songeraft. Youths go off to war
(“Arrowhead,” “The Things That I Have
Seen”) and a Biblical figure narrates a
stirring love song (“The Ballad Of Mary
Magdalene”). Shindell can convey
romantic obsession in powerful melodies
and striking imagery (“A Summer Wind,
A Cotton Dress”), or show a deft hand
with a country tune (“TV Light”). But
he’s most affecting with the quiet anthem
“A Tune For Nowhere.”

Y DAVID GRAY

Flesh

PRODUCERS: Jim Abiss & David Gray

Hut/Vernon Yard 39770

Welsh singer/songwriter follows up a
mostly acoustic (and mostly overlooked)
debut with a fleshed-out band project
that stands simply as one of the year's
best. Gray possesses a ferocious vocal—
audibly straining to contain raw passions
ranging from rage to love and lust—and
a poet’s gift for making words tactile. But
it is the music—mixing pop-friendly,
aggressive guitar strumming, bass, and
drums with generous daubs of piano,
gurgling organ, mandolin, and
autoharp—that ultimately disarms. The
5-minute “Coming Down” is a dark-
edged pop tune on a trip. Other
highlights include “Falling Free” and
“Made Up My Mind.”

POP WILL EAT ITSELF
Dos Dedos Mis Amigo

PRODUCERS: Pop Will Eat Itself & Bryan New
Nothing/Interscope 92393

PWEI is in a more industrial frame of
mind on its latest set, and the slightly
dark, vaguely sinister neighborhood suits
it sublimely. Kickoff track “Ich Bin Ein
Auslander” is the knockout here, a
rumbling number with a kicking chorus,
but the darker-edged “Underbelly” and
melancholic “Babylon” are serious
contenders.

THE NEW ST. GEORGE

High Tea

PRODUCERS: Rico Petruccelli, jennifer Cutting, Bob
Dawson

Folk Era 1415

New and longtime fans of British folk-
rock should find the distinctive first
album by this Washington, D.C.-area
band just the ticket. Like the Fairport of
old, the band boasts strong original tunes
by transplanted Brit Jennifer Cutting,
wise choices in traditional songs, and
terrific singing—especially by Lisa
Moscatiello. Also, production seasoning
by bassist Rico Petruccelli makes this
quite the occasion for high tea. Pass the
scones, please. Contact: 708-305-0770.

CHRIS GROENDENDAL

Always For OQur Children

PRODUCERS: Sue Anderson, Randy Wanless

SD 85152

Newest by familiar musical theater tenor
is a tour de force resembling recent
albums by another Broadway performer,
Mandy Patinkin, though Groendendal is
more reserved in his presentations. The
songs, in tribute to the artist’s young son,
vary widely, including “Baby Mine” from
“Dumbo,” “Baby Face,” “Always,” Bob
Dylan’s “Forever Young,” and a snappy
rendition of the old hit by Lloyd Price,
“Personality”—an unusual choice for a
tenor. A group billed as the Hampton
String Quartet backs the singer
inventively. Contact: 203-544-8288.

P> ROBERTA FLACK

Roberta

PRODUCER: Roberta Flack

Atlantic 82597

Artist covers blues, jazz, and R&B
favorites, avoiding the copy-cat

(Continued on page 105)

SPOTLIGHT: Releases deemed by the review editors to deserve special attention on the basis of musical me-it and Billboard chart potential. VITAL REISSUES: Rereleased albums of special artistic, archival, and commercial interest, and outstanding collections
of works by one or more artists. PICKS (p») : New releases predicted to hit the top half of the chart in the corresponding format. CRITIC'S CHOICES (% ) : New releases, regardless of chart potential, highly recommended because of their musical merit.
MUSIC TO MY EARS (JJ) : New releases deemed Picks which were featured in the “Music To My Ears” column as being among the most signifcant records of the year. All albums commercially available in the U.S. are eligible. Send review copies to
Paul Verna, Billboard, 1515 Broadway, New York, N.Y. 10036, and Marilyn A. Gillen, Billboard, 1515 Broadway, New York, N.Y. 10036. Send country albums to Peter Cronin, Billboard, 49 Music Square W., Nashville, Tenn. 37203.
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CHILD’S PLAY

(Continued from page 71)

As for her striking lyrics, Harper
says she employed “a level of whimsi-
cality that my own kids enjoy.” In
“Back Door Open,” for instance, extra-
terrestrials park their rocket in the
singers’ kitchen sink, creating amusing
dilemmas for drop-in guests Santa
Claus and Goldilocks—all done in a fin-
ger-snapping, coolly bluesy style. “I
tried not to condescend musically,”
says Harper. “My children, bottom
line, love a good groove. I wanted to
give kids something more than what
they usually get on children’s albums.”
Harper says there’s a possibility that
some of her songs may be turned into
illustrated storybooks. We say, start
the presses.

As for the thoroughly engaging West
End Gate Children’s Theatre, proprie-
tors Stu Morden and wife Jo Ann
Grossman have been producing chil-
dren’s theater for five years in the
West End Cafe’s jazz room on Satur-
day afternoons. Morden’s fall lineup in-
cludes (among the storytellers, magi-
cians, puppeteers, and clowns like New
York’s Silly Billy) two of the most ex-
citing children’s music artists on the
scene: Sooz (Oct. 22), whose urban,
pancultural, infectious pop is spiced by
her piquant tenor sax; and Lou Del
Bianco (Dec. 17), an immensely gifted
actor/singer/storyteller who is one of
the most disarmingly funny, honest,
and unique kids’ artists around. The
Cafe’s jazz room is ideal for its young
audience, strewn with comfy mats
right in front of the stage, and the res-

INDEPENDENTS

(Continued from preceding page)

raw, blues-edged Gun Club and the
shambling, Stones-like Pontiac
Brothers (whose ex-lead vocalist,
Matt Simon, is the Giants’ drummer
today).

“I always played along with the rest
of the band’s sensibilities,” Dotson says
of his earlier endeavors. “This is really
my solo project. I was embarrassed to
put my name on it . . . This is definitely
the stuff I wanted to do.”

Dotson, who returned to L.A. from
New York a year ago, doesn’t know if
he’s ready to take the group (which
also includes Lisa Jenio, formerly of
the Pussywillows, on bass) on the
road.

“It's getting kind of long in the
tooth,” he says of the low-budget tour-
ing experience. “I've slept on every liv-
ing-room floor in America, and they all
smell pretty bad.”

TOP NEW AGE
ALBUMS (conminuen)

TITLE/ARTIST/LABEL

16. TURN OF THE TIDE TANGERINE DREAM

RATA
17. TO RUSSIA WITH LOVE MANNHEIM
STEAMROLLER aviricay GRAVAS 1 g
18. PRAYER FOR THE WILD THINGS
PAUL WINTER 1one
19, LAUGHTER AT DAWN JIM CHAPPELL
REAL
20. RAIN DANCER ARMIK eam1sp
21. THE SOUND OF LIGHT VARIOUS narapa
22. NOUVEAU FLAMENCO OTTMAR LIEBERT

23. HONORABLE SKY PETER KATER &
R. CARLOS NAKAI
24. ROMANCE MUSIC FOR PIANO VARIOUS

25, IN MY TIME YANNI eriatc vusc

taurant itself caters to the clientele
with kids’-menu lunches. Morden and
Grossman say they draw upwards of 60
children every week (though this par-
ticular Saturday’s turnout was compar-
atively light, due to the five-star
weather outside.) The West End Chil-
dren’s Theater provides valuable expo-
sure for children’s performers—who
are the lifeblood of the kids’ entertain-

ment industry—for whom appropriate
venues are few and far between. En-
couragingly, Morden has done so well
with the theater that he plans to debut
a Sunday series in the Lincoln Center
area called the West Side Kids Theatre
(held at the Lincoln Square Syna-
gogue). The aforementioned Silly Billy
kicks things off with a Nov. 6 perform-
ance.

Higher Detave Musie

presents the top debuts of 1934

“One Thousand & One Nights”
Shahin & Sepehr (Hom 7061)

ONE TTIOUSAND & ONE NIGHTS

S

This exciting debut by Washington
D.C.-based instrumental duo will
undoubtedly draw favorable
comparisons with artists such as
Strunz & Farah and Ottmar Liebert.

“One Thousand & One Nights is a
smooth blend of guitar (Shahin) and
keyboard (Sepehr) with flavors of
jazz. Spanish, Middle Eastern and a
bare touch of pop. producing a
delicious, spicy. lively New Aduit
Contemporary sound. This is one
great album for the drive!”

THE NEW TIMES -

SEATTLE, WASHINGTON

“3RD FORCE?” (vom 70s6)

3RD FORCE. fed by Wiltiam Aura
wnth special guest Craig Chaquico.
explodes on the stens with an
extsaordiniry iollecrion of seducisve
grooves and sensuai melodies.

With a singi2 wision. 3RD FORCE
“has urventod @ powerful newr woy fo
exprrmece musical ecstasy!

“Their modens syniliesiad rhythms.
AcOUSTLE Dlgnd tills, wngamic
percuseion and sumpled Solos e
ity voowen and ave as catosy i
\hey are frésh The Yeiwaes amd
PIooves afe some ol tha Best e
heaeyl o yea '
SAVIN

.

Billboard's #1 Independent Adult Alternative/
llew Age Label 1991 1992 & 1993

| “As i music, so in life

Higher Octave Music
23715 W. Mahlﬁlll. PR Ml CA 0265 mwlll‘tﬁb Tac 130 $80- 125
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House Of Punk/Flipside Set Un-Masques Legendary Club

PUNKORAMA: When DI recently
learned that House Of Punk/Flipside
Records was releasing a three-album
series called “Live From The Masque
1978,” we were overcome by a wave of
something between nostalgia and nau-
sed.

The albums—the first of which is
due in early November, distributed by
Mordam in San Francisco—are the
brainchild of House Of Punk overlord
Brendan Mullen, the onetime proprie-
tor of the Masque, the first L.A. punk
club.

The recordings on “Live From The
Masque” are drawn from two days of
benefit concerts held Feb. 24-25, 1978,
at the Elks Lodge near L.A.’s MacAr-
thur Park. Although none of the assem-
bled malcontents knew it at the time,
those shows marked a historic occa-
sion: As Mullen notes, “It was almost
like the first punk-rock concert, out-
side of a club.”

The shows—which featured 17 local
punk bands, including such now-leg-

endary units as X, the Germs, and the
Screamers—were held to raise funds
for Mullen’s club, which had become
Ground Zero for the still-burgeoning
L.A. punk scene.

As Mullen recounts in his very
funny, sometimes ax-grinding liner
notes to Volume I of “Live From The
Masque,” he started the club, which
was located in the basement of a porno
theater on Hollywood Boulevard, in
1977 as a cut-rate band rehearsal
space. The Masque soon became a
magnet for an assortment of lunatics,
disaffected teens, and even a few musi-
cians. The dangerous-looking subterra-
nean firetrap turned into the late-night
hangout for a growing cadre of
bands—some great, some terrible, all
of them exciting.

After the L.A. fire marshals closed
the Masque in January 1978 (two days
after the Sex Pistols’ last show in San
Francisco) for a lack of the proper per-
mits, the punks took over the Elks hall
for two days to bail the club out. The
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by Chris Morris

shows were captured primitively on
four-track tape.

“They were recorded and thrown in
4 closet, because I was told they were
so bad they were unusable,” Mullen
says. “But all the engineers I talked to
said, ‘These aren’t bad.” So it was ei-
ther throw them out or do something.”

Thus, the Masque Benefit concerts,
transferred to A-DAT and digitally re-
mixed, are just now seeing the light of
day as a co-venture with Flipside, the
label offshoot of the long-running L.A.
punkzine run by Al Kowalewski,
which today has 30 hardcore albums in
its catalog.

The first “Live From The Masque”
includes performances by the Germs,
the Bags, the Weirdos, and the
Skulls. Future volumes will contain
performances by X, the Screamers,
Black Randy & the Metro Squad, the
Alleycats, the Zeros, the Dickies, the
Deadbeats, and the Eyes, among oth-
ers—the cream of early Hollywood

O .
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punks, in all their primitive-sounding
glory.

It’s enough to bring a tear to this old
punker’s eye. Not Mullen’s, though:
With a typical absence of sentiment, he
says, "It wasn’t, ‘Oh, the good old
days.’ I figured it would be 20 years be-
fore the interest would surface.”

One hopes the Masque compilations
will serve as an education to a crew of
young listeners apparently in need of
some exposure to the punk-rock roots.

“I DJ at the corner bar on Saturday
night,” Mullen says with amusement.
“I play [the Dickies’ pop-punk classic]
“I'm OK, You're OK,” and the kids
come up—'Is that Green Day?"”

QUICK HITS: Les Silver has been
appointed GM at JVC Music in L.A,
Silver previously was VP of sales and
marketing at Quality Records, follow-
ing tours of duty in sales at Arista, Ca-
pitol, and GRT ... Navarre Corp. in
New Hope, Minn., has named Vyto
Lazauskas Midwest/East Coast
branch manager. He comes to the indie
from Cema, where he served as L.A.
branch manager ... Upstart Records
in Cambridge, Mass., has signed
English rocker Nick Lowe; his first al-
bum for the Rounder-distributed label
will be “The Impossible Bird,” due
Nov. 29. Lowe previously recorded for
Warner Bros. and Columbia . . . Aspho-
del Records, a new label in San

Francisco, will make its debut Feb. 1
with “Incredibly Strange Music—Vol-
ume 2,” the second album based on
RE/Search’s attention-grabbing books
about audio oddities.

FLAG WAVING: The Liquor Gi-
ants’ guitarist/vocalist, Ward Dotson,
confesses that he hasn’t exactly been
taking the long view of things in his
musical endeavors.

After starting his band in L.A.
nearly five years ago, he says, “I imme-
diately made a poor career choice and
moved to New York, and then made a
record right before I moved back—
strike two.”

But the band’s new East Side Digital
album “Here” should alert listeners to
the Giants’ formidable gifts. It's a
hard-rocking, tuneful mix of a variety
of styles—DBritish acts like the Kinks
and the Faces, along with American
post-punk rock, especially the Re-
placements.

“I get that a lot,” says Dotson of
comparisons to Paul Westerberg's
late, much-beloved unit, of which he
has long been a fan. “I don't even listen
to them anymore, because I'm so con-
scious of the influence.”

The tough, yet melodic sound of the
Liquor Giants is distinctly different
from the music offered by the acts in
which Dotson previously served—the

(Continued on next page)

DiscoveEr Two BEAUTIFUL

New WorLbps OF Music

L [~ L 1T 3 T3 1]

SHA 64055 CD
SHA 105 Video

Now you can experience this fantastic,
world-chart-topping group on a new
CD and an hour long VIDEO!

Fourth quarter reviews or features will be appearing in Audio,
CD Review, Downbeat, Entertainment Weekly, Escape, Jazz
Times, Jazziz, LA Reader, Musician, and many more,
“This is primitive beauty of the most exotic
and haunting kind...” — Los Angeles Times

David Lindley
in Norway

SHA 64057
* Rapa lIti

Henry Kaiser & David [ind/e» - In Norway
-The Sweet Sunny North
Following on the heels of their successful “A World Out
Of Time” Madagascar project, Henry and David went
off to sunny Norway to work their magic, interacting
with and Inspiring some of the local musicians to
produce this diverse and beautiful record.
Plans are being finalized for Henry and
David to tour with some of these
Norwegian musicians in 1995!

Coming in November - an amazing new release from Tuvan throat singers
Huun-Huur-Tu called “The Orphan’s Lament” (SH 64058)
and a Tuvan tour in early 1995!

Distributed by Koch Int'l.
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COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE AND RACK SALES >
o « REPORTS COLLECTED, COMPILED, AND PROVIDED BY Soundsialri Sk
wi| 55| ArTIST TITLE | £%
ZE| 3% | Lees NUMBER/DISTRIBUTING LABEL (SUG. .IST PRICE) I 35
xxx NO. 1T % % %
NINE INCH NAILS ® PRETTY HATE MACHINE
1 1 TVT 2610° (9.98/15.98) 5 weeks at No. 1 58
BEASTIE BOYS A ° LICENSED TO ILL
2 3 DEF JAM 40238/COLUMBIA (7.98 EQ/11.98) 112
BOB MARLEY AND THE WAILERS & © LEGEND
3 2 TUFF GONG 846210*/1SLAND (10.98/16.98) 169
EAGLES A '* GREATEST HITS 1971-1975
4 4 ELEKTRA 105 (7.98/11.98) 180
JOURNEY A7 JOURNEY'S GREATEST HITS
5 6 COLUMBIA 44493 (9.98 EQ/15.98) 180
PINK FLOYD A ¢ THE WALL
6 71 COLUMBIA 36183* (15.98 EQ/31.98) 180
JIMMY BUFFETT A~ SONGS YOU KNOW BY HEART
7 5 MCA 5633° (7.98/11.98) 179
NIRVANA BLEACH
8 10 | sus POP 34° (8.98/14.98) 28
PINK FLOYD A "° DARK SIDE OF THE MOON
9 8 CAPITOL 46001 ° (9.98/15.98) 180
ENYA A - WATERMARK
10 9 REPRISE 26774/WARNER BROS. (10.98/15.98} 157
AEROSMITH A © GREATEST HITS
11 14 | COLUMBIA 36865 (7.98 EQ/11.98) 177
JANIS JOPLIN A" GREATEST HITS
12 17 | coLumBia 32168 (5.98 EQ/9.98) 134
ERIC CLAPTON A3 TIME PIECES - THE BEST OF ERIC CLAPTON
13 12 POLYDOR 825382*/A4M (7.98 EQ/11.98) 180
METALLICA A ...AND JUSTICE FOR ALL
14 15 | ELEKTRA 60812 (9.98/15.98) 171
STEVE MILLER BAND A ¢ GREATEST HITS
15 13 | caPiTOL 46101 (7.98/11.98) 178
ELTON JOHN A '© GREATEST HITS
16 11 POLYDOR 512532°/A4M (7.98/11.98) 170
JAMES TAYLOR A’ GREATEST HITS
17 16 | WARNER BROS. 3113° (7.98/11.98) 180
CREEDENCE CLEARWATER REVIVAL A~ CHRONICLES VOL. 1
18 19 FANTASY 2° (10.98/17.98) 89
THE DOORS A BEST OF THE DOORS
19 21 ELEKTRA 60345 (12.98/19.98) 166
EAGLES A ® GREATEST HITS VOL. 2
20 | 22 | ELEKTRA 60205 (7.98/11.98) 178
PATSY CLINE A * GREATEST HITS
21 20 | McA12¢(7.98/12.98) 174
EAGLES A HOTEL CALIFORNIA
22 18 | ELEKTRA 103(7.98/11.98) 8
GREEN DAY KERPLUNK
23 | 23 | LOOKOUT 46* (7.98/10.98) 5
METALLICA & MASTER OF PUPPETS
24 | 27 | ELEKTRA 60439 (9.98/15.98) 162
METALLICA A RIDE THE LIGHTNING
25 | 25 | MEGAFORCE 60396/ELEKTRA (9.98/13.98) 163
GREEN DAY 39/SMOOTH
26 24 LOOKOUT 22* (7.98/10.98) 4
YANNI A REFLECTIONS OF PASSION
2 26 | PRIVATE MUSIC 2067 (9.98/15.98) 3%
BILLY JOEL & ¢ GREATEST HITS VOL. | &I
28 | 29 | COLUMBIA 40121 (15.98 EQ/28.98) 180
FLEETWOOD MAC A ° GREATEST HITS
| 29 | 30 | waARNER BROS. 25801 (9.98/15.98) 153
ROLLING STONES A ¢ HOT ROCKS
30 [ 28 | ABKCO 6667 (15.98/31.98) 15
MELISSA ETHERIDGE A MELISSA ETHERIDGE
31 34 | ISLAND 90875 (8.98/16.98) 10
LED ZEPPELIN A" LED ZEPPELIN IV
32 | 45 | ATLANTIC 19129/AG (10.98/15.98) - 154
MEAT LOAF A BAT OUT OF HELL
33 | 37 | CLEVELAND INT'L 34974 */EPIC (10.98 EQ/15.98) 180
CHICAGO A GREATEST HITS 1982-1989
34 | 36 | REPRISE 260BO0/WARNER BROS. (9.98/15.98) 166
VARIOUS ARTISTS DISNEY CHILDREN'S FAVORITES VOLUME 1
35 | 31 | WALT DISNEY 60605 (6.98/11.98) 4
BONNIE RAITT & LUCK OF THE DRAW
36 [ 33 | capiToL 96111 (10.98/15.98) 35
ORIGINAL LONDON CAST A PHANTOM OF THE OPERA
k) 32 | POLYDOR 83173/A&M (10.98 EQ/16.98) 55
SANTANA A GREATEST HITS
38 COLUMBIA 33050 (7.98 EQ/11.98) 18
YANNI A DARE TO DREAM
39 | 35 | PRIVATE MUSIC 82096 (10.98/15.98) 2
U2a: THE JOSHUA TREE
| 40 | 38 | 1sLAND 842298 (10.98/16.98) 144
ALICE IN CHAINS & FACELIFT
41 | 43 | COLUMBIA 46075 (9.98 EQY15.98) 58
LYNYRD SKYNYRD & BEST-SKYNYRD'S INNYRDS
42 | 39 | mca42293(7.98/12.98) 63 |
GRATEFUL DEAD A2 THE BEST OF SKELETONS FROM THE CLOSET
43 40 | WARNER BROS. 2764 (7.98/11.98) 8
AEROSMITH A ° PERMANENT VACATION
4 42 GEFFEN 40329 (7.98/12.98) kx}
CAROLE KING A TAPESTRY
45 COLUMBIA 34946 (7.98 EQ/11.98) 30
EAL A SEAL
46 SIRE 2662 7/WARNER BROS. (9.98/15.98) 15
ADE A STRONGER THAN PRIDE
47 | — | EPIC 44210 (5.98 EQ/9.98) 18
PINK FLOYD A ¢ WISH YOU WERE HERE
48 | 47 | coLumsia 33453 (10.98 EQ/16.98) 30
SOUNDTRACK A ° GREASE
49 | 49 | POLYDOR 825095/A8M (9.98/15.98) 3
AEROSMITH & ¢ PUMP
50 L 46 | GEFFEN 24254 (7.98/12.98) v 11

Catalog albums are older titles which have previously appeared on The Biliboard 200 Top Albums chart
and are registering significant sales. @ Recording Industry Assn. Of America (RIAA) certification for sales
of 500,000 units. A RIAA certification for sales of 1 million units, with multimillion sellers indicated by
a numeral following the symbol. Most albums available on cassette and CD. *Asterisk indicates vinyl LP
is available. Most tape prices, and CD prices for WEA and BMG labels, are suggested lists. Tape prices
marked EQ, and all other CD prices, are equivalent prices, which are projected from wholesale prices.

indicates past Heatseeker title. © 1994, Billboard/8PI Communications, and SoundScan Inc.
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Mighty Morphins Power Up Audio Sales

IT'S MORPHIN TIME: Three Mighty
Morphin Power Rangers audio prod-
ucts released last month by Saban’s
Cool Kids Records/TW Kids are prov-
ing to be a powerhouse at retail.

According to Ron Kenan, senior VP
of music for Saban Entertainment
(producer of the mega-smash syndi-
cated TV series “Mighty Morphin
Power Rangers”), the combined titles
“are approaching a half-million units
sold.” A Toys ‘R’ Us spokesperson con-
firms that the giant toy discounter has
moved approximately 70,000 units and
is on its third reorder. At FAO
Schwarz, VP of marketing Brooke
Adkins says, “We blew through our
first order, and we’re on recorders as
well. It's such a powerful license that
anything connected with it sells well,
but the audio’s really taken off.”

Plus, says Kenan (who serves as ex-
ecutive record producer for all Mor-
phin audio), one of the three titles—the
3D read-along “Day Of The Dump-
ster”—"knocked ‘The Lion King’ out of
the No, 1 spot at WaldenKids. And ‘On
Fins And Needles,’ an audiocassette
with 3D sound and trading cards, is
No.3.”

Interestingly, the third title—an all-
music release called “Mighty Morphin
Power Rangers The Album: A Rock
Adventure,” a hard-rocking collection
which, Kenan points out, is the closest
thing yet to the inaugural kids’ metal
album Child’s Play’s been waiting for—
has dominated the orders from Han-
dleman. Kenan says that’s all part of
Saban’s plan: The two value-added
packages are being sold heavily by toy
retailers, while Handleman racks out-
lets such as Kmart and Wal-Mart. “The
TV show has developed a high school
and college cult following, which brings
in traditional record retail. The pack-
aging itself has the Power Rangers
logo, but no photos of the Power Rang-
ers themselves. It looks more like a
regular [rock] record [than a kids’ al-
bum]. Our intent was to capture the
elusive audience that wouldn’t buy a
kids’ release. We're seeing more or-
ders from traditional record outlets.”

Saban has been running cross-pro-
motions with the hot-selling Power
Rangers video line, and Kenan says a
new P-O-P item, an audio-video “Com-
mand Center,” began shipping two
weeks ago. Also in the works are radio
promotions with top 40 stations, in con-
junction with Atlantic Records, and a
major arena tour starting in De-
cember, Kenan says. In the meantime,
another 3D audiocassette with trading
cards has been released, called “Island
Of Illusion,” while a read- and sing-
along Christmas title, “Lord Zedd's
Holiday Humbug,” is due Nov. 8. “It
hits the street the day after something
special happens on the TV show,” says
Kenan, declining to divulge details,
“other than that the product will con-
tain many surprises.” Also in the works
from Saban is an audio line based on its
new syndicated series “VR Troopers.”

ON THE ROAD, PART ONE:
Child’s Play spent a most diverting Co-
lumbus Day weekend on the East
Coast, sampling a chocolate-box as-
sortment of kids' entertainment. We
began in Boston with an in-store ap-
pearance by actress/singer Jessica
Harper, whose debut children’s album

by Moira McCormick

on Alacazam!/Alcazar, “A Wonderful
Life,” is one of the year’s best. From
there, it was on to New York and the
Museum of Television and Radio,
whose “Storybook Playhouse” series
offers valuable exposure for kids’ vid-
eos (more on that in the next video col-
umn, in the Nov, 12 Billboard), Next,
we had a téte-a-téte-a-téte with “Full
House” star moppets Mary-Kate and
Ashley Olsen, whose two new videos
are making a splash on Billboard’s Top
Kid Video chart (details on that in the
next column as well). We wound up at
the West End Gate Children’s Theatre
near Columbia University, an impor-
tant showcase for regional kids’ singer/
songwriters, who in this era of major-
label neglect need all the help they can
get.

First, Jessica Harper. With engi-
neering assistance from Mitch Can-
tor, label manager of Waterbury, Vt.-

based Alcazar Records, the svelte bru-
nette with the creamy alto performed
a good portion of her captivating album
at Tower Records near Boston’s Berk-
lee College of Music, Harper’s jazzy,
ingeniously worded tunes attracted a
good-sized crowd of grown-ups, while
lending themselves to the sort of prop-
laden kid interaction that’s de rigueur
for today’s children’s performers.
Lucky kids in the audience (including
Child’s Play’s 6-year-old Lily) walked
away with all kinds of loot, from choco-
late coins (during “Penny In A Hat”) to
tiny toy animals (“Little Zoo”).
Afterward, the Los Angeles-based
mother of two little girls told Child’s
Play that she plans to continue per-
forming at the in-store level “for the
moment. I like the intimacy—I'm keep-
ing it small.” Harper, whose film cred-
its include Woody Allen’s “Love And
Death” and “Stardust Memories”
along with Brian de Palma’s cult clas-
sic “The Phantom Of The Paradise,”
has written songs for years. Bette
Midler, in fact, recorded a version of
Harper's album cut “One More Round”
some time ago. It wasn’t until Harper
became a mother five years ago,
though, that she began composing kids’
songs.
(Continued on page 73)

Tired of leaving messages on
voice mail and hoping some-
one will call you back?
YOU SHOULD HAVE

CALLED H.L.!

|=B00=180=T112

LOCAL: 305262 TNl « FAK: 30522616143

6940 S.W. 12 Street Miami, FL 33144
SEAVICE IS OUR MAIN PRIOAITY

Compact Discs
Cassettes
Uideos
Laserdiscs
Accessories

Excellent Service

Super Prices

Best Rills

Rnowledgeable Sales Reps.

Same Day Shpping

Deep Catalog

Customer Satisfaction
Guaranteed!

VVVVVVV VIVVVYY

Excellent Fills
Weekly Mailer
Posters & Promos

800-275-4799
800-856:3874{ -
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He came to your
store with only
one thing on his
mind. He wanted a
CD. He didn’t
want to hear
"we’re out of
it.”

If you were out,
he could’ve done
something
drastic..

He’'d probably
have gone to
another store.
Worse, he might
have never come
back.

’;!f i,}a_: o
SOUTHWEST
WHOVLESALE

records & tapes

4240 Lockefield
Houston, Texas 77092
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COMPACT DISCS » CASSETTES » ACCESSORIES

Over 900 Major
And Independent Labels
In Stock!

» Orders shipped overnight

» New Release and Top 100 always at a discount

» Computerized order processing verifies what's in
stock instantly!

» Huge in-stock inventory

» EDI Capable

Toll Free: 800-388-8889
FAX: 203-798-8852

Qe C’a&da.;, Same fbaf Mad, RBeat Price

Call Toll Free To Place Orders

1-800-441-4041

Har: 118-658-3573

RAYVON
NO GUNS, NO MURDER

VP# 5399

MAIN BRANCH: 89-05 138th Street, Jamaica, NY 11435 Tel: 718-291-7058
IN FLORIDA: 5893 S W. 21st St.. W. Hcllywood, Fionda 33023 Tel: 305966 4744 Fax 235966 8766
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THE v 3  Cold-Rolled Steel Enclosure |
A'::ng.,, * Hard-Wired Control Panel
* Volume/Track Controls {

]
| CD PLAYER
* Reinforced Headphones
i  Jewel-Box Display
* Automatic Shut-0ff

* Full Power Return

|

|

* Easy Mounting
Call 1-800-835-7072

= 3
E telesca“ now for free catalog.

Full line suppliers of interactive merchandising systems including CD Changers, |
Music, Video & Audiobook sampling systems and interactive touch screen kiosks. |

Memphis’ Planet Music Offers

OUT AND ABOUT: Track was in
Memphis a couple of weekends back
for the Elvis Presley tribute concert
and took half a day to do alittle store
hopping. Memphis, as you might
know, has a bit of a heritage in being
one of this country's major music
centers, what with Sun Studios sup-
posedly birthing rock'n’roll as we
know it. As if that weren't enough to
put the city on the music map, Mem-
phis probably could also claim to
have been the heart of soul music
back in the 1960s and '70s, when Stax
Records and Hi Records were in
their prime, oozing the kind of deep
soul never heard before or since.

With that kind of environment,
Track figured Memphis might have
some pretty good record stores to
complement the

‘A World Of Listening Options

cal music room in the back, an infor-
mation desk in the center of the
store, and five or six MUZE ma-
chines spread throughout.

More impressions: Planet Music's
vestibule and front windows could
use some pizazz. Also, the interior
could use more selling stimuli strate-
gically placed around the store, but
the great power merchandising
throughout the store keeps placing
product briskly into customervs’
hands.

Also, the store has, count 'em, 141
listening stations. Up front are about
six large listening racks., each
stocked with the top hits in different
genres, allowing customers to listen
to each CD on the rack with multiple
copies right there. should a CD prove

irresistible upon

town’s history.
Unfortunately,
Track never had
the chance to
find out, because
[ got waylaid in
the first store I

RETAILY
TRACK |

by Ed Christman fr -

hearing it.
Complement-
ing the genre lis-
tening posts up
front were indi-
vidual posts
along the wall

called upon,

Planet Music,

and wound up spending a good part
of my afternoon there.

Planet Music is a superstore con-
ceived by Durham, N.C.-based CD
Superstore, which was recently
acquired by Borders, the book chain
owned by Kmart. Planet Music, in
Track's humble opinion, is a home
run, although it is not without its
flaws.

On the Sunday afternoon that
Track visited, there must have been
between 100-150 people in the store.

The shop measures 30,000 square
feet, but this is not a multimedia out-
let. Other than music videos, it
doesn’t carry sell-through video. Nor
does it stock computer games or CD-
interactive formats. And there isn't a
coffee bean in sight.

To be sure, Planet Music is a rec-
ord store. and one with a hell of a se-
lection. But what most distinguishes
Planet Music is its pricing structure,
its listening stations, and its mem-
bership club.

Like any good merchant, those
who conceived Planet Music know
it's important to steal good ideas
from other retailers. And Planet Mu-
sic lifts a concept or two from the
Price Club.

When a customer walks into the
store’s large vestibule area, a couple
of employees, behind a counter. try
to induce vou into joining the store's

| Star Club. A one-year membership

costs $12 and allows yvou to buy music
at membership prices. It also allows
vou to listen to any D in the store.
But since Track doesn't live in Mem-
phis or in Virginia Beach, Va., where
the only other outlet is located. I
forewent the opportunity to fork
over $12, and walked directly into the
store.

A couple of quick impressions: The
cost of build-out per square foot has
to be the lowest of any music super-
store around, and, jumping juxtapo-
sition, do they ever get a bang for
their buck. The store looks great and
is nicely laid out. with a large classi-

racks, some fea-
turing a single title and others hold-
ing five titles. Track was impressed
to see new albums from local Mem-
phis acts like Dan Penn and Don Nix
available for previewing.

Every CD in the store has two
prices marked on it. Let me explain:
among Track's purchases was the
new Robert Gordon CD. which was
marked $14.98, with a membership
price of $11.77. The average savings
on a CD is about $3 for Star Club
members, and, with five CDs already
in my hands within 15 minutes of my
entrance, that $12 membership price
was beginning to look like a mighty
good bargain.

What macde Track finally reach for its
wallet was the possibility of visiting the
store’s listening room. Looking like a
school study hall, the fenced-in area fea-
tures about 40 CD plavers. each in indi-
vidual cubicles. A customer can bring
any CD in the store to the counter, a
clerk takes off the shrinkwrap, and each
CD can be sampled. If the customer
doesn’t want it. the clerk puts a slip-

and among the |

sleeve over the CD, places a new price |

sticker with the proper bar code on it,
and returns it to stock. Customers
didn't seem to care that they were buy-
ing a previously listened-to CD.

While Track was there, that was the
busiest part of the store. Kids younger
than 12 had membership cards and were
sampling CDs. Fathers and daughters
were listening to music together.
Everybody wanted to hear the music, it
seemexl, before purchasing it.

Soon. people living in towns other |

than Memphis and Virginia Beach will
get the chance to visit a Planet Music.
It will open three more stores before
the end of this vear, two in Houston and
one in Baltimore, and 20 are planned for
next year.

A couple of days after Track was
there, Michael Jackson and his wife
Lisa Marie stopped by Planet Music.
Like Track, they apparently are valued
consumers, and succumbed to the wis-
dom of parting with $12 to buy a mem-
bership.

"_ADWEN: a
KIDS
it

A sTRONG spaNiSH
audio business is as easy as
1-2-3 with Walt Disney
Records. That's because
we're featuring three new
prepacks of Spanish music
and read-along titles with
specially designed header
cards, in-store posters, bin cards
and more. Merchandise these
selections of hot Disney titles
up-front to capture those incre-
mental Spanish-market sales.

v

Prepack #1: "The Lion
King™ (“El Rev Leon”) &
catalog titles (available
10/10/94)

* timed specifically for the
re-release of The Lion
King movie '

* 48 pieces per shipper ‘

Prepack #2: Holiday Catalog |

& the new Lion King release |

(available 10/17/94) {
* classic Mickey and Minnie
Christinas themed header

card

* 60 picces per shipper

|

Prepack #3: “Navidad en las
Américas” (available 10/25/94)
» merchandise in-store during
the TV special (first three
weeks of December)
* 24 pieces per shipper

v |

Take in all three prepacks for
the holiday buying season.
It's easy! Simply call your
one-stop and order these
three prepachs today.

RECORDS

© DISNEY
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ALTITUNES KIOSK

(Continued from preceding page)

Rocks.””

She says the kiosk typically will
stock about 20 to 25 units apiece of
the top 5-10 music titles, and only one
or two units of popular catalog items.
“Because we use one-stops, we're
able to get things in within a day or
two, to replenish the stock or get
something we're missing,” Nye says.

While mainstream rock accounts
for 40%-50% of the music in the mix,
Nye says Altitunes has something for
just about everyone, including gospel
fans. “We discovered that we needed

HASTINGS PLOTS A POST-

(Continued from preceding page)

ahead of the pack in his belief in supe-
rior systems, with Western Merchan-
disers being the first music account
with computerized buying systems.
“Our competitors, then, didn't have the
same belief, and where are they to-
day?” Marmaduke asked.

Fourth, Sam Marmaduke knew the
meaning of entertainment, and was
fond of saying, “we are in a fun busi-
ness, and we have to share that with
our customers.”

Finally, John Marmaduke recalled

WESTERN COURSE

how Sam “was into sharing, whether it
be profit, praise, ideas, or criticism.
You knew where you stood with him.”
Sam closed his final chapter “doing
what he liked to do,” John Marmaduke
said. His father had just visited a Wal-
Mart and a Hastings in Idaho, and was
getting ready to go fishing when he
was struck with a fatal heart attack.
“Sam had a wonderful life, and much
of it is still here,” John Marmaduke
told Hastings and Western staffers. “It
was so rich and full, and it is really be-

cause of you. Thank you very much.”

Next, Marmaduke turned his atten-
tion to the changes facing the Western
staff. Anderson News is going to bring
4 lot of new ideas to the company’s op-
eration, and he urged Western staffers
to accept and be part of the coming
changes.

Marmaduke said it was necessary
for each company to go its own way.
“Hastings is now bigger than both
companies were when we sold Western
to Wal-Mart four years ago,” he said.

“Each company is big enough that
Hastings has to focus on its business,
and so does Western Merchandisers.”

Though the Western staffers now
have a different destiny, Marmaduke
said, “in our hearts, we will always be
together. Remember how much we still
share in our values and emotions. You
are still family to us.”

He then told both Hastings and
Western staffers, “I want you all to re-
member that you are the best damn
companies in the world.”

to have a stronger gospel section,”
she says. “l don’t know whether
that's because USAir flies to a lot of
Southern destinations, or what.”

The maiden stand, operating from
6 a.m.-9 p.m. seven days a week, is
stationed strategically near the rest-
rooms, on the way to USAit’s depar-
ture gate. “There have been men who
have made purchases while waiting
for their wives to finish in the ladies’
room,” Nye says. “And there was one
man who said, ‘I need a Walkman
fast!” and we managed to sell him one
just before his flight finished board-
ing.”

While there is a certain sense of ur-
gency in an airport—where Altitunes
is the only such game in town for peo-
ple in a rush—that isn't reflected in
the prices. “While we don’t beat dis-
counters’ prices, we do match most
retailers,” Nve says. “Because we're
priced competitively, we have airport
personnel buying from us. With them,
we're essentially competing with mall
stores, and we're able to, not just be-
cause we're more convenient.”

Part and parcel of staying competi-
tive is low costs. “The stand is de-
signed to require only one person to
man it at a time, which reduces over-
head,” Nye says. “And this is a kiosk,
not a store that we had to build and
put a lot of money into and then sell
a lot of CDs to recoup the invest-
ment.”

That fact also helped persuade the
airport to give Altitunes a chance.

“Because this is a kiosk in a hallway
and we're not taking up an already-es-
tablished retail space, we were able to
convince the air terminal that they
would only be increasing their revenues
by letting us come in,” Nye says.

Airline and airport staffers are frequent
patrons of the Altitunes music outlet,
located in the USAIr Terminal at
LaGuardia Airport.

NESAK INTERNATIONAL
“The Biggest Little Company In Our Industry”

ngwus of the

gd Apocalypse

Lreeteased Gotnic/ masinat
* Larotla’s Db + Dightal Pontie * Royutom Is Wade ©
e vt

#19811-2 « Visions of the Apocalypse

THE SEASO

BIGGEST HIT!

#19807-2 » A Fistful of Techno

UNRELEASED
TECHNO
FEH URING
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4

UNDERGROCUND

#19809-2 » Strictly for The Hardcore

DISTRIBUTORS: Rock Bottom © Great Bay ® Action ® ComFour ® Twin City ® Universal One Stop . VaIIey

N’'S

Rod Trembly
- Bullet Marketing

SN« LUDK & ' JSTEN STRITS

RAPPIN' THE

*9.95

Retail

#12005-3
Rappin® The A-B-C's

“Radio response has
been FANTASTIC...”

The Animal Kwackers

CHRISTMAS FAVORITES

Rudoiph the Red Mose Reinderr « Iyosty The Snowman
* Jingle Bells » Santa Claus is Coming to Town « Rock N Round
the Christinas Tree « and more

198192

#19810-2 » The Animal Kwackers CHRISTMAS FAVORITES

MOST MAJOR RETAILERS ARE CONTINUALLY REORDERING DUNCAN THE MAGIC DRAGON VIDEOS

Mlg“ilat.ym ﬁ;mnes

ko Tbom "n Acuon

NGALONG

#12006-3 #12007-3
SING-A-LONG MIGHTY MACHINES

DAMCAR THE MAGIC DRAGON*

Firetighters

Soo Flre & Rescue
Men & Women In Action!

#12009-3
TIMBER!

#12008-3
FIREFIGHTERS

NESAK INTERNATIONAL

460 Ridgedale Ave « East Hanover, NJ 07936 ¢ Tele. (201) 386-5670 « Fax (201) 386-5679 « Martin Kasen, President

The Animals
Sing Ali
The Christmas

“ON THEIR
WAY TO GOLD -
MADE THE CMJ
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Hastings Plots Post-Western Course
New Infrastructure Needed, Marmaduke Says

B BY ED CHRISTMAN

AMARILLOQ, Texas—Hastings Books,
Music & Video has an interesting chal-
lenge in the coming year—to maintain
its lead in developing multimedia-en-
tertainment-software stores while
building a new company infrastructure.

That was the message Hastings
president John Marmaduke sent to
employees and vendors at the company
convention, held here Sept. 26-Oct. 1.

The new infrastructure is needed to
replace the services previously sup-
plied by Western Merchandisers, the
former sister company of Hastings
that was sold to Anderson News this
past August. Anderson, which bought
the company from Wal-Mart, changed
the name to Anderson Merchandisers.
The two companies probably held their
last convention together this year.

“The gradual pulling apart of Hast-
ings and Western was anticipated in
1991,” Marmaduke told vendors during
a question-and-answer session.

At that time, Western had just been
sold to Wal-Mart, and a contract had
been provided for the rackjobber to
continue supplying distribution and
other headquarters services to the re-
tail chain, of which the Marmadukes
retained ownership.

As part of the agreement, Marma-
duke, who retained the title of Western
Merchandisers president, was sup-
posed to split his time evenly between
the two companies. But as Western’s
growth paralleled the rapid Wal-Mart
expansion, Marmaduke found himself
spending two-thirds of his time with
Western. “When you dance with an
800-pound gorilla, the gorilla leads,”
Marmaduke said.

Meanwhile, the world of music retail
was changing, and it became apparent
that Hastings’ trail-blazing multimedia
store was the concept of the future,
with many well-financed competitors
copying it.

“I knew that the window of opportu-
nity wouldn’t be open for long,” Mar-
maduke said. So he told Wal-Mart he
wasn't interested in renewing his con-
tract, which ultimately led to the dis-
counter selling Western Merchandis-
ing to Anderson News.

Hastings now has about 95 stores,

generating some $300 million a year in
revenue. The company’s main priority
over the next nine months will be put-
ting together its own infrastructure.

Hastings has organized a new pur-
chasing staff, overseen by Steve Hicks.
Also, the company is spending about $3
million to develop a management infor-
mation system, which will include a
point-of-sale system, an inventory-re-
plenishment package, and a new ac-
counting package.

In February, the chain will begin
buying new releases, with reorders ful-
filled by Anderson Merchandisers.

‘We don’t want to
be in distribution . . .
We wiill continue to

buy from Westerm’

During that time, the company will
by readying a two-level, 100,000-
square-foot warehouse, first setting up
a retwns depot. In June, distribution
is expected to come online. But that fa-
cility is only expected to handle current
product and high-turn catalog product.
“We don’t want to be in distribution,
particularly for slow-moving stock,”
Marmaduke told Billboard. “We will
continue to buy from Western. We
could give them $15 million to $20 mil-
lion a year in business.”

Building a new infrastructure won’t
slow Hastings’ expansion plans, ac-
cording to Marmaduke. The company
plans to open five more stores before
Christmas, closing out the year with
around 100 stores. Next year, the com-
pany plans to open 20 new stores and
enlarge 12 others. Hastings’ stores
currently average some 25,000 square
feet, with the biggest outlet measuring
about 47,000 square feet.

The chain’s trade area takes in 13
states in the Southwest and the Rock-
ies, with Nebraska and Missouri tar-
geted as new markets for next year. In-
stead of opening stores in major cities
that already have home-entertainment
superstores, Marmaduke said, “we run
to daylight. We mainly go into second-
ary markets, and we think there are a

lot of places where there is a need” for
a Hastings.

Meanwhile, inside the store, Hast-
ings continues to ply its trade. As Mar-
maduke put it, “We want to sell mys-
teries to people who come in and buy
music, and we want to sell music to
people who come in and buy myster-
ies.”

Hastings continually tries to up-
grade and redesign its stores, keeping
in mind that “the customer wants it
all,” Marmaduke said. In order to meet
that demand, Hastings carries music,
books, rental and sell-through video,
computer games and other computer
software, magazines, and other inven-
tory lines, including used CDs.

Most Hastings outlets now carry
used CDs, which comprise about 3% of
the chain’s business. “The used-CD
controversy was one of the most over-
blown issues of all time,” Marmaduke
said. “In the strongest used-CD stores,
the primary benefit is it seems to im-
prove sales of new releases of tertiary
titles. Customers trade in the CDs they
are tired of and buy new ones.”

In his opening address to the con-
vention, Marmaduke paid tribute to his
father Sam, who died Sept. 7, 1993, and
outlined his father’s strategy for suc-
cess. His address began with a video
made by Garth Brooks. The country
music superstar, who was in Europe
for a tour, told Hastings and Anderson
Merchandisers that Sam Marmaduke
was a “future guy.” He then led the
convention in the Sam cheer, asking re-
peatedly from the video, “What are
we?”” with the audience responding
“We're entertainment.”

After the video, John Marmaduke
resumed his address. “Look at what he
left us,” he said. “We have integrity. In
the early days of music retailing, it was
very easy to be seduced by unethical,
under-the-table deals, but Sam stuck to
his integrity.”

Second, John Marmacduke noted that
his father hated expenses. “In the early
days, Sam and his management staff
worried about being run out of busi-
ness, so they stayed lean, which is still
a good recipe for businesses to follow
to this day.”

Third, the original Marmacduke ran

(Cantinued on page 67)
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Metropop. Priority Records act Magnapop and independent distributor Paulstarr

.8

hosted a party for Chicago-area music retailers, radio, and press at The Smart
Bar before the band's performance at Cabaret Metro. Pictured, from left, are
Michelle St. Clair, director of promotion, rock and alternative, Priority Records;
Bobby Wilcher, marketing representative, Paulstarr; Linda Hopper, Magnapop;
Steve Goedde, Rose Records; Nancy Levin. senior VP of promotion, Priority; an
unidentified clubgoer; Ward Rose, regional sales manager, Pauistarr; and John

Hardman, publicist, the Metro.

Altitunes Kiosk Takes Off
At N.Y.’s LaGuardia Airport

W BY SARI BOTTON

NEW YORK—Amy Nye seems to
get a kick out of responding, “The
skv’s the limit—no pun intended,”
when asked about projections for
Altitunes, the airport-based record
kiosk business she launched in late
September.

Kidding aside, the entrepreneur
who dreamed up the impulse-ori-
ented shops aimed at air travelers on
the go really does have, er, high hopes
for Altitunes. Based on lots of re-
seareh and a strong first two weeks
in business in the company’s 200-
square-foot unit in the USAir termi-
nal at New York’s LaGuardia Air-
port, Nye says, “We should have no
problem reaching gross volume of
$500,000 in the first year in this
store.”

She says she expects to get to work
soon on at least two other shops in
New York-area airports. Before five
years are up, she hopes to have at
least 10 open and running, with some
placed in other major cities.

“I learned about projections and
cash-flow analysis working in invest-
ment banking at Goldman Sachs for
two years,” says Nye, 26, who started
the business in partnership with her
father. “After that, I worked at the
Zandl Group market research and
consulting firm, where I learned a lot
about getting a company up and run-
ning.”

With Altitunes, the Brown Univer-
sity graduate gets to combine her
business acumen with her love of mu-
sic. She says her tastes run the gamut
from classical to alternative rock. “I
think you should always be in a busi-

BILLBOAIRD
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IS COMING SOONTO
A STORE NEAR YOU! <& ))

ness that you love. I've always spent
so much time in record stores, and I
go to concerts as often as I possibly
can.”

The first Altitunes stocks about 800
music titles on CD and cassette, au-
diobooks, and electronic game car-
tridges, plus a handful of electronics
products, including a few Walkman,
DiscMan, and GameBoy models. “We
started out with only about 600 titles,
but we’re learning quickly that we
need to have more,” says Nye. “We
have a software program that records

Amy J. Nye is the founder of Altitunes,
the kiosk-style music outlet at
LaGuardia Airport in New York.

what people have requested, and we
use that information in ordering from
one-stops,”

Nye says the selection will grow,
even though a broad assortment is
not what she initially had in mind. “I
had planned to have a very small
stand with only the top-selling 100 ti-
tles, but I went around and inter-
viewed people and discovered that
there’s a big demand for catalog
items, like Elton John's greatest hits
and the Rolling Stones’ “Hot

(Continued on page 69)
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COMMERCIAL STATIONS

Continued from page 62

nent independent promotion com-
pany, Ferret & Spanner. “1t's fair to
say that the radio market is getting
awfully fragmented.”

Like others, Sweeney welcomes
the growing number and widening

scope of radio outlets for music—but
he fears that, with a tendency for sta-
tions to be in either chart music or a
specialist market, listeners may not
be receiving a balanced aural diet.
“That’s bad for the music business,”
he says, “but it's good for listener
choice.”

Many millions of listeners still con-

tinue 1o choose an unbroken diet of

Radio One. Dylan
White, a radio consul-
tant at Anglo Plugging,
who was voted the
U.K.'s plugger of the
year in 1993, empha-
sizes the station’s con-
tinuing importance as the U.K.'s
only nationwide pop outlet. "You
can be on the playlist at 45 local sta-
tions,” he says, “but it's still only on
Radio One that you'll get your

record played from Lands End to

John OFGroats.

“You know Radio One is impor-
tant,” White continues, “because
when they velease their playlise,
there are 20 or 30 pluggers waiting
forit. At Virgin, you'll wander in and
pick it up at some point over a cou-
ple of days.”

Virgin 1215, launched on the AM
band in April 1993, is the U.K.'s sec-
ond nationwide commercial broad-
caster, joining Classic FM, which
went on the air in July 1992, Virgin's
3.4 million listeners a week give it
3.2% of the U.K. radio market,
according to figures from Radio
Audience Joint Research Limited
(RAJAR). The station’s policy of
rock-oriented album tracks and “the
best in new music” provides another
outlet to promotion stafls looking to

break records.

Record companies also have been

given new opportunities through

the rising numbers

of influential niche

and cult stations in

95-8 FM the commercial

sector, as exempli-

fied by former pirate and now legiti-

mate Londonwide broadcaster Kiss

I'M. Such is Kiss stature in the dance

and soul market that it has fran-

chised its name and much of its pro-

gramming philosophy to an uncon-

nected company, Faze FM Radio,

which is launching Kiss 102 in
Manchester.

Radio One is also broadening the
listening spectrum by pursuing a
policy under controller Matthew
Bannister of providing an alterna-
tive to the overwhelmingly chart-ori-
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ented commercial sector. Lis philos-
ophy, announced in detail in the
spring, dictates that new talent now
accounts for 31% of Radio One’s air-
time compaved with 24% previously,
and catalog tracks have been
reduced from 38% to 30% to accom-
modate this.

Record companies are also opti-
mistic about yet more opportunities
that will come from the newly
approved commercial stations that
are due 1o take 1o the airwaves later
this year and into the next. The first
of these are the four district stations
in major population centers that will
sign on this year, 1o be followed by a
network of regional companies that
will be franchised by the UK. Radio
Authority in 1995, The first district
statton is Heart FM, owned by
Chrysalis Radio, which began broad-
casting in September to the West
Midlands of England.

Heart FM is a pioneer in the UK.
in the adult-contemporary format,
and Chrysalis Radio is one of 10
broadcasters that have applied for
AC licenses in London.

Record-company promotion exee-
utives currently agree that breaking
a record requires all areas of the
broadcast market—Radio One and
the indepen-
deat local ra-
dio stations.
They point
out that commercial stations will bol-
ster a chart record’s sales with high-
rotation plays, 24 hours a day. But
they add that they are unlikely to
move a record onto the singles chart
in the first place without nationwide
exposure on Radio One.

Says Dylan White at Anglo
Plugging, “The whole thing is like a
big machine, and you need all the
wheels turning in your favor. Radio
One is still the biggest wheel.” B

CLASSIC fM

BANNISTER Q & A

Continued [rom page 65

Jownd such difficulty bevond the U.K.?

MB: There does seen to appear to
be a divergence of taste between
Europe and the United States, and
that must be one of the problems. In
a sense, there's innovation going on
over here in styles of music which is
not going on in the States—and
which maybe the States isn’t ready
for ver. Wiser minds than | have
thought long and hard about this
and have not agreed vet on what the
answer is. But mv intevest in this is in
the British audience being able to
hear a good range of music and an
innovative range of music. And 1
think actually there’s plenty of mate-
rial for us to go after as a UK. broad-
caster.

BB: What is Malthew Bannister’s pick
as the top albwon of the past year or so?

MB: I'm alwavs loath to answer
this guestion. | always preface it by
saying that my own personal musical
tastes do not influence the profes-
sional way in which the radio station
is programmed. The democracy of
the exercise means that 1 am influen-
tial but not necessarily dictatorial.

But I am on record as saving that
my favorite album of all time is
R.EMs “Auntomatic For The
People,” which is a beautifully crafi-
ed, beautifully produced, excellently
written album...

BB: ...of American yock ' roll.
MB: That's vight. (laughs) B
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BANNISTER Q & A

Continned from page 62

crned by any Kind of plavlisi. Those
wre individuals who 1 trust, who the
audience trusts, who the indusiry
trusts, going out there and saving we
champion new bands on this radio
station. And that's unprecedented, |
would expect. outside college radio
in the United States.

BB: What vesponsibility does Radio One
have tward the pap music produced by the
British music industiy?

MB: We have to have a relation
ship with the record mdustry for this
reason, and that is that we are ver
powerful. And despite all the news-
paper headlines that vou see. we snll
have L4 million people listening to
Radio One every week (incuding
more than 2 nuthion under age 15)
I'hat means that we can be istru
mental in making and breaking
artists. and we must acknowledge
that responsibility

But U'm quite dear that our priori
ty is 1o program music that we helieve
1s right for the radio station. not
because it's a priority of the record
mdustry

BB: .Are there radio statians aulsid,
Britain that you think highly of

MB: I'm not as well-traveled as |
should be. to be honest. And one of
the things that P'me planning is a tip
to the States 10 travel around and
study radio. because there are
undoubtedly things to be learned
brom the experience i the US. 'm
not sure that you can hit them up
and apply them lock, stock and bar-
rel inthe UKL becanse the culture
and history hereas very different. We
start from having had a history of the
BBC monopoly, having had mixed |
public-service channels, with huge
andiences, which people inderstand.

Fhere's a big debate going on in
the industry at the moment as to how
far 1o niche broadeastng the UK
aundiences are prepared to go—and
at what speed—and I think that’s an
interesting debate. Therefore, ics
mmportant to leak at what's hap
pened i America

BB: [l da you view the creatice health
f the British music scene?

MB: There are obviously some
very talented artists abowt. All of us
want to see artists who mature and
develop and produce a good body ol
work. That's the way forward for the
British music industry. T don’t think
there's a shortage of talent ont there
and | think we are hearing on the
Fvening Session and on John Peel’s
program, for example, some very
strong bands.

BB: Wiy then have ymeng British hands |
Continued on page 66 [
|
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RIGHT AND WRONG
Continued from page 62

Chris Wright

Chairman, The Chrysalis Group

The recent confirma-
tion in the govern-
ment white paper of
Radio One’s contin-
uing role as a public-
service broadcaster
allows it to continue
providing airplay
opportunities for new bands, thus
helping to develop new musical tal-
ent for the U.K. record industry. And
the decision by the Radio Authority
to use the new 105-108 Mhz spec-
trum for the licensing of a variety of
new regional commercial services
allows the introduction of music for-
mats such as adult-contemporary,
alternative/indie, etc. It’s too bad
that a number of existing commercial
radio operators fear competition and
cannot accept that the controlled
introduction of new music services,
including mainstream AC formats,
will help further the U.K. commercial
radio industry, enabling It to take a
larger share of the overall advertis-
ing pie.

Paul Burger

Chairman and CEQ, Sony Music UK.

| have been consid-
ering doing a doc-
toral thesis on U.K.
radio! [The posi-
tives]: It’s growing.
it’s occasionally
quirky. There’s a
strong tradition of
listenership. [The negatives]: A limit-
ed variety of format, too much
dependence on fast-moving charts,
which have no radio input, and no
national FM commercial rock station.

David Hepworth

Editorial Director, EMAP Consumer
Magazines 14d.

- BBC Radlo Four Is
great and justifles
the {radio and tele-
vision] license fee on
its own, as does
Danny Baker [host
of the Saturday
morning show on
BBC Radio One FM]. There are many
things wrong. For one, dabbling
politicians and bureaucrats jam the
alrwaves with unviable minority for-
mats while protecting the fat cats
from genuine competition.

Alain Weill
General Manager, Groupe NR|
Considering its late
arrival—-it was pre-
ceded by decades in
the U.S., France and
elsewhere—com-
mercial radlo in the
U.K. has come
a through its Phase 1
development sounding sophisticat-
ed and diverse. But don’t mistake
diversity for competition. Real com-
petition comes in Phase 2—and can
result In startling advances for the
industry. Il

s British retailers look to radio to
Apm\'i(lc exposure of new releas-
es—and often look away in frus-
tration—the fastest-growing rela-

tionship between radio and retail in

the UK. bhas followed the success of
two-year-old Classic FM.

Launched in September 1992 as
Britain’s first nationwide commer-
cial classical radio station, Classic M

now rceaches a weekly andience of

4.6 million.

Coinciding with the station’s
arvival. classical music in Britain is
now being marketed with the cre-
ativity and chutzpah once reserved
for rock, resulting in Top 10 album
chart action for such unlikely figures
as Henryek Gorecki and the
Benedictine Monks of Santo
Domingo De Silos. Many classical
retailers say this sea change in pre-
sentation has been brought about in
large part by the unashamedly pop-
ulist, and overwhelmingly popular,
programming style of Classic FM.

“Sponsors want to be associated
with the audience that we've got
because we reach a large number of
[consumers in a desirable demo-
graphic].” says Chris Vezey, senior
producer at Classic FM, noting that
listeners span the 25-t0-55 age
group sought by advertisers.

I'hose sponsors, in turn, have
allowed Classic FM to nurture its
relationship with record labels and
retailers. A compilation of opera
highlights was released on Classic
FM's own imprint through BMG
Distribution, for example, as a tie-in
with British Gas.

The Retail Connection
Vezey readily admits that the sta-
tion's success in presenting classical
music in a pop style has generated
classical action at retail. “What's hap-
pening is that people walk into W.H.

CrassicaL, Starion CAuses SEA CHANGE
IN MARKETING AND STARTS NEW WavE
OF INTEREST IN Tg GENRE

BY PAUL SEXTON

Smith to buy the Phil Collins album,
and the classical Top 20 is next toi,”
he says. “They see a compilation and
say, 1 fancy that.™

Andrea Turner, product manager
for classical music at W.H. Smith,
says Classic FM "has been a very
important factor in
our classical business.”
The retail chain spon-
sors Classic FM's chart
show and displays its
chartin every store.

Turner agrees with
other observers that
the station came along
at a time when public
awarceness of the clas-
sical genre was already
on the upswing,
thanks to such popu-
lar artists as Luciano
Pavarott and Nigel
Kennedy.

“When Classic FM
started, 1 think [clas-
sics-oriented BBC] Radio Three was
worried that they would take away
their listeners.” says Harriet Capaldi,
manager of press and artist promo-
tion for Warner Classics. "But it
seems that thev've ereated their own
audience, which is great.”

Capaldi savs that the station’s pre-
sentation of bite-size classics coin-
cides with the aggressive marketing,
by Warner Classics and many others,
of casily digested classical snacks.

HAMV"s Brian Mclanghlin

“Classic Weepies™ on Warner's Erato

label and “Gardening Classies™ on
Teldee are just two recent examples
of  mainstream  salesmanship.
Capaldi says these compilations ¢an
achieve annual UK. sales of 50,000,
Sony Classical has launched a Classic
FM label with the
compilation album
“Nocturne,” named
for the station’s late-
night program.

Radio Oasis
Brian McLanghlin.

retail giant FIMV, says
that Classic FM has
created an oasis in a
radio desert. "1 think
radio just continues to
disappoint,” he says.
*1 find it very hard to
listen to radio in this
country at all. I don’t
think the changes at
[BBC] Radio One [under new con-
troller Matthew Bannister] have
worked. The initial indications are
that there's too much talk and not
enough music.

“One needs to go back and think
how Caroline and other pirate sta-
tions used to operate—where the
personality of the disc jockey was a
factor, but not the domimating fac-
tor,” says McLaughlin. *But Classic
FM has been fantastic for us and the

managing director of

whole industry.”

Few other stations, cither airwave
veterans or newcomers, clicit such
enthusiasm from retailers. Most say
British radio does not give retail
much of a helping hand in present-
ing new music to the public.

In the Midlands city of Leicester,
{or example, Richard Wootton, part-
ner in the leading independent store
Ainleys, reports that the only local
pop rival to Radio One. Leicester
Sound FM, adopted an all-gold tor-
mat last year.

“We try to tie in with them where
we can, but the appeal is limited in
terms of creating new business,” says
Wootton. "We're not very well
served for what T would call new
music.”

Simon Burke, managing director
of Virgin Retail UK., takes a more
positive view about the U.K.'s listen-
ing choices. "One of the good things
is that there is such variety,” he says.
“1f you take all the local [BBC and
commercial] stations into account,
iU's really quite a good selection, And
granting a national license 1o a classi
cal station was a very enterprising
move.

“Also, Virgin 1215 [the national,
rock-oriented AM station launched
in April 1993] has stimulated a par-
ticular sector of the market. There's
probably a very large market of peo-
ple in my sort of age group, thirty-
somethings, who were probably feel-
ing a bit out of touch with at jotr of
current music, and Virgin has
undoubtedly met some of their
needs. Retailers do what we can with
things like [in-store] listening sta-
tions, and you wouldn’t believe the
response we get.”

Whether it's through in-store play
or radio airplay, says Burke, “when
people hear something new, sales

Just rocker.” W

“rl‘h(- cross-pollination of spon-
sor, artist and radio is very,
very important,” asserts pro-
moter Barrte Mavshall. managing
director at Marshall Arts Lud. “Icis the
world of the "90s.”

In the Britain of the "90s, however,
while the live-music business is having
to cope with some harsh economic
realities, it is also coming to terms
with radical changes in the medium
that has served as one of its key pro-
motional devices.

As long-dominant BBC Radio One
FM confronts declining listenership,
and a stream of new commercial sta-
tions are launched, radio in the UK.
clearly is no fonger the beast it once
was.

While promoters and agents have a
wider variety of outlets to promote
both shows and artists, many still
express frustration at how limited
plavlists are, even at the new com-
mercial stations.

“Virgin [1215] doesn’t have as wide
a format as we had all hoped and
expected,” says Tim Parsons, a direc-
tor of Midland Concert Promotions.
“We follow the formats more than we
follow the playlists. and. to be honest,
it is the formatting which is the prob-
lem with most radio stations because
it is so inflexible. 1Cs dreadful at the
moment.”

No Guarantees
“For us, the biggest problem with
Radio One FM is that getting play
time on there doesn’t guarantee hits
these days as much as it used 10,” con-
tinues Parsons. “That is of major con-
cern to evervone.”

INFLEXIBLE FormATS AND
Liirep Praviists STRaiy T
ProMoTioNAL RELATIONSHIP BETWEEN
LIvE SHows AND Rabio

BY RICHARD BUSKIN

“Inflexible™ is a word that is men-
toned time and again by promoters
and agents with regard to many radio
stations—especially  the  BBC
Network stations—and the view that
they do not truly represent the tastes
of most concerigoers.

“Whilst the likes of
Radio One almost refuse
to play music by what
one would call really
popular artists—those
who can actually sell
300,000 or 400,000 con-
cert tickets—this will
continue to be reflected
m their declining num-
bers of listeners,” says
Mel Bush, managing
divector of the Mel Bush
Organization. “In gener-

Yoakam tour, where do 1 go? We're
actually in bed with Capital Radio [the
leading commercial London pop sta-
tion, which co-promoted the Youakam
tour]. But it’s a complete waste of time
[in terms of playlist exposwre].” Fenn
serves as both a promoter
and as an agent for artists
selling talent to other
promoters within and
bevond the UK.

Mavtin  Hopewell,

the leading U.K. book-
ing agencies, says radio
playlists often don’t

artists on the road. “1
don’t regard the materi-

al, they just seem to be
concentrating on minor-
ity artists.”

“With some of our shows, it's very
difficult to find a sutable radio sta-
tion,” adds Paul Fenn, joint managing
director of Asgard Promotions Lid. “1
mean, if 'm in the middle ofa Dwight

Promoter Harvey Goldsmith

al that radio stations play
as a strong indicator
with regard to the [live]
market,” he says, While music televi-
ston channels MTV and CMT have
less impact than radio, in Hopewell's
view, “they're more prestigious, and
so 1 do tend to place more importance
on them.”

managing director of
Primary Talent, one of

reflect the popularity of

Truth In Advertising

Overall, advertising—or co-pro-
moting a show—uvia local commercial
radio appears to be the way to go.
Thus the impact of regional FM sta-
tions could be guite considerable.

“There’s a difference between pro-
motion on radio and playlists on
radio,” notes Harvey Goldsmith of
Harvey Goldsmith Entertainments.
“What radio plays, by and large, has
got bugger all 1o do with us. In fact,
it's got bugger all to do with any-
body. On the other hand. as a pro-
motional device, radio is very, very
important because it hits your target
market.”

All of the promoters profess to
enjoy good working relationships
with vadio stations—particularly the
commercial ones—yet they also agree
that radio has to do more to help
meet one of the most important chal-
lenges facing British music today.
“We need to tey to break new acts that
become lasting acts,” says Danny
Betesh, MD of Kennedy Street
Enterprises.

Adds Barrie Marshall, “Radio is
very important in that process,
because it seems to me the problem
we have is that there are no longer the
acts coming through to play arenas
and bigger venues.”

Can radio still rise o the occasion?
“At the end of the day, it's very sim-
ple.” says Goldsmith. *Radio is reflec-
tive of the marketplace. Development
of talent in that marketplace is very,
very limited at the moment, and until
the record companies decide what
direction they're going in, radio sta-
tions are going to reflect this.” W
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Atlantic 252, On

The Question
Of Right Ang
Wrong On
Radio

What i nght, and

London—; huge void—and there's
a lack of €Xxperimentation and inno-

Jean Francois Cecillon
A I(lm/gnlg Direcior. £y Records

format of 3 record on radio.

CEO, Polluck p ledu oup

The good nNews |s
that U.K. radio con-
tinues
advances In many
local markets with a
more Sophisticated
audlence-orlented
product. Also worth

national services,

the continuing jack

more Important than the music they
play are not living

Continued on puge 64

N i F

T

what is oy

- radio in the 905 ?
Billhoard pul the questioy loa
cross section
British .\‘celle—inr/m/iug some
from ouiside the UK.

of observes of the

Netiworky I'm‘o/:r
What s right:
Commercia| radio is
being allowed to
expand. BBC Radio
One has moved Into
the '90s, Classic Fm
has Introduced mii-
lions to the Joys of

in

U.R.
The balance in the
U.K. between state-
owned and com.
radio js
about right, and |
think Radio One
made a very good

YOu can't work the

to

show

well-programmed
Virgin 1215 and
the negative side Is

In the reaj world.

s set on (he British

now another bastion of

BBC Radio. 1he
announced wyy Peace and (h
Beatles, wi) SO0Nn no longer e the
brightes light in British broadcas-
mng. The growing constellations of
commercial rudie, Stations in e

Ko have. over the last 1wo decades.

medium thai

also second jn audience sh

other ¢ifjey. such

more than we harve Billboard's \irplay Monijtor pub-
which remaing the UK g single Phonogram Records, suys, - Fhe done in he PAst T Tications,

biggest and most influentiy) ontem-  Jikey of Radio Clyde in (vlusgm\'. know there's lot RCA, like other companies. wonlg
Porarv-music statjo. Capital in London ang Piccadilly

Nonetheless. the BBC having 1o
ac Ln()h'k—dgv decline. [, Forgan,
Managing direcie, of
BBC Radio Network, g
the UK. s Radio Festival
m july, conceded thy

L( 4 ¢ corporation’s shyye
ol toral radie lisu-ning

would thiy yeqr fall below 50% for
the firsg fime.,

\though she Stressed that this s
not due 1o gy imherem weaknesses
m the BB s OUIPUT—g ]y wholly
alribuies (he change 1o ()¢ eXpan-
ston of (he commerciy] SCClOr—;j;
underscores the fact 1h
independeny local r
COUrt jester., it is now

In London,

Radio in Manchesier are

ful in (heir areas. They gre
impm'lum o us.”

008 kavqo

reintroduced

aging direc
alter previoyy
Clipsham dispensed wigh it hwo ve,

0r Fow

v gl;n'ing one.” sy Nelson.

\re record compa-
nies in general shifting
Promotionyi direction
to reflect g ('hunging
market> Yes, su pro-
motion exeeutives. bug he
a gradual one

at where
adio was once
Crown prince.

for instance, (he City's
independeny Sation. Capital Fyp.
has grown. sinee its Jauneh in 1973,
1o claim 4 larger share of radio Jjs-
tening than (he BBC's pioneerin

Pop brand Rudie One. Radio One is

team.” g vy Malcolm

he top man o the top POp station

m the land. Matthew Bannister-,

37. was named congrolley of BBC
Radio One Fyp n October 1994
and procecded o shake things
His quick changes (g aj staff
Plaviisg policies took place in the lace
of & long-term slide in Radio One's
audience, and his moves encoun-
terecd sharp initial Criticism withiy the
British music indusipy. In this
Billboard INterviey Bannisie,
reviews his goals. coungers the critics
and addresses the question of Radig
One's future role as » public broad
caster.

p.
and

these are caricy

tures of aging DJs

who are absolutely
ludicroys. out of
touch wirh music
and full ()f'ego»
and there ywyy a
Sense thar oeey
sionally, on Radio
Oneinwas satire
which hi home., |
wanied 1o send g
signal 1o people
tha things were
(‘hunging.

So at the gy me
time as emphy-
$171ng a new gen-
eration of DJs
We emphasized
those lhings which
made us differeny. We put John pec)
into daviine for the first (ime n 25
years: we emphasized o, world
Music output, oyr soul-musi¢ output,
our dance speciyls, our live mugic.
We put more olthar in dayviime,

We wanted 1o break lhr()ugh with
the 16-10-94 vear-old audience,
which had been dtclining over ()
YEArs as a proportion of our audj-
ence. There are Some signs (hyy we
are starting 1o do thy

Billboard: 1/ hat task s Presented (g
You upon hec oning controller of Radio
One?

Matthew Bannister: Radio One was
facing 1wo challenges: One was the
aging of jis audience, al()ng with it
Presemters, ang (e other was y very
real threay in the debae abour the
future of (he BBC—h Radio One
might Iy Privatized. separated off
from (e BBC and iy, some wyy
turned migp 4 commercial radje sta-
ton.

So the 1ask that we
modernize (e radio statjon, to
ensure that we didn't lose touch with
the new generation of listeners, e
also had 1o be sure evervone wys
quite clear on why Radie One needs
1o be u centra) Partofa publich fyy].
ed BBC ang what its role Is i the
nereasingly crowde. commercially

funded marketplace, So that was (he
task.

—

faced was 10

BB: Sl prc Radio Netyoy), manag-
g direclor 1z Forgan hay acknowledged
that the B¢ mevitably wif] continue (o fxe
s dominany share of listeners iy Years
ahead, qs commercial radip grows in (he

A

BB: you yere onlicized by some Jor the
speed and abrupt manner of changes iy (he
an slaff.

MB: Ideally, one would have done
it rathey more slowly. [ dop know
il your American readers woul
understang Smashey ang Nicey—

MB: were here 1o bhe 4 compli-
mentary service (¢ that commercia]
market, noy 1o compete head-on i),

GLve BBC R A
Conperrmoy As Conmp
STRIEE Up Tyieme Baxps

l BY JEFE Cry RK-MF 4 DS
croded the BB firmameny.

Bur though (he corporation’s nj. are in
verse is smaller than it was, can sijlj as Glasgow,
boast sonie of the greates stars Manchesier ang Liverpool,

\! 4 prime among them BB(: Radio One. Martin Nelson, head of promaotion

all-power-
all very

Re ognizing that faer, Phonogram

a regiongl Promaotions
wam this sumey under new man-

ard Berman
company ey Davidl
ars
Ago. "Ihe team’s absence was pret-

CLYDE

1162 4p
change js

We're Tucky because weye g0l a
strong if smal| regional Promotions
L prome.-
tions direcror for 31 Records, “Bug
Isuppose we've ('h;mg('(l lactics a i
in that | make fungs available 1o dg

Rinio Ovg's NuvpER-Ong
AQ '

DJusTs To

things in (he regions
VA ago. We ke groups ouyg
regional siuqio

PICCADII LY

of lisieners out thepe,”

At RCA, oy with other
record Companies, the
of the indcpvndc
radio audience js

Nt commercj

teners by records,

statons gy ;1”'('('ling our sales.” sy
Nick Godwyn. Promotions

at RCA, “ang we have conducred

lot of research angd Monitoring 14

that end .~

only 1o know which stations
tastemakers fo) their listeners,
also whyy 15 meang when y statio
Says it has A-listel or B-listed
ticular record. - \n
mean 30 plays

252 the AV station

thirds of 1he | K. population. ;
cied as a starion where

e

My Tatks R

With Matthey Banniste)
BY THON] DUFIY

sav that we don’y
wani 1o dt-\'clop
the nexi original
Popular formge—
of course we do.
We want 1o have

the ney ideas
here. And | think
i's one of the

roles of 4 public
Service 1o ke
risks with igs out-
lll”

It s mevitahle
that we wij) [lose
audience shyye) as
Competition
Increases. But it is
imporian also
that we deliver

these high-minde Purposes 1o ;s
substantial audience of People us
wWeaan. 8o I'm ey sitting here saving
that I'm etreating inqg some culiyy-

al gheto. By | will he happy 10 be

Judged on the Amount of five mygic

that | put on. on the Support of new

bands 1h;y have beep heard (we
well ahead of any commercial i,
station in the Amount of pre-refegge
material we py on). on the number
of unsigned bangs that we put on,
and also on (e range of music we
Plav. I'm vepy happy 10 offer these
performance indicators and sav his
18 what mgkes us differeng.

Can I say one other thing abou,
what distinguishes ys from commer-
cial radio? \ve believe in hiring indi-
viduals with something 1o say 14 be
on the radie station. We don’t believe
n tightly li)l'lll;xllil)g what our Djs

dre
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more than [ djg

British
sheer volume

a given. Now the
question asked s which of those is-

"We are analvzing hoyw differeng
)S
direcror

For Gody v its impm'l;ml not
are
but

a par
A-listing can
@ week in gne plac
and 70 in another.” he gays, \tlaniic
based iy Ireland,
whose sery 1€es can be hear by two-

an \-lisling

it Thas not 1o

MAY mean 70 plays,

New l('('hnnl()g) Promises o bring
anew level of decuracy 1o radie
plaviisg mlormation available in
Britain. ¢ NISHNG serviees such ay
Media Monige, and Sham racking
have Sained new competition from
Broadeas Data Svstems. (he l('uding
computerized .m'pluv-nmnilnrmg
company inthe U . which has heer,
launched iy the UK. BDS is o ned
by the parem COmpany of Billlouy(.
and s day s used (o compile aip-
Plav charig iy Billboard and ip

o
ns

love 10 have an unlimireq regional
Promoiion sy However, because
resources gre limited.
Godwyn wif use his
CXisting rescarch
methods qq tell him
where 1o hey apph
available siaff g 1007 FM
funds.

Even as independeny local radie
4 grows in significance. Radio One
remaing outstanding in ¢ field.
despite lnsing more thyn one-quar-
ter of ity audience gyer the pase 19
months. [y still the only station
with || mi<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>