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elegant
aggressive.
cocktail
art-damaged
perfect pop.

their debut album
featuring
When She Was Happy

Warner Eyes Wider
Audience For Cole

B BY EILEEN FITZPATRICK

LOS ANGELES—Over the last
two years, Paula Cole has been put

®

COLE

through the emotional wringer.
Her sophomore album, “This Fire,”
(Continued on page 18)

L

Thorn EMI Demerger
Proceeding Smoothly

This story was written by Jeff Clark-
Meads and Adam White in London
and Don Jeffrey m New York.

LONDON—Since Aug. 19, the labels,
music-publishing operations, and
record retail businesses encompassed

Thie EMI Group

by the EMI Group have been freed
from the corporate structure of Thorn
EMI. However, senior executives say
that for the immediate future, it is busi-
ness as usual.

James Fifield, president/CEO of
EMI Music, says, ‘We have the same
board of directors, the same objectives,

(Continued on page 137)

THE BILLBOARD SPOTLIGHT

SEE PAGE 63

Discount Singles Spark
U.S. Cost/Benefit Debate

This story was written by Ed Christ-
man, Chuck Taylor, and Melinda
Newman.

NEW YORK—In an increasingly com-
petitive music marketplace, in which
the number of new
releases is sky-
rocketing and label
imprints multiply-
ing, having a No. 1 single is viewed by
record companies as a pivotal tool for
gaining wider exposure for developing
acts and propelling album sales and
radio play for veterans. It’s also impor-
tant to their artists, labels say—some-
thing they hear in no uncertain terms
from managers.

There is a rising chorus of concern
among some U.S. music executives,
however, about whether one high-

NEWS ANALYSIS

stakes approach to scaling the chart
summit, particularly with the dizzying
rise of the CD single, is becoming too
costly: the practice of deeply discount-
ing singles.

A central component of the complex
marketing strate-
gy is the label giv-
ing away “free
goods” in order to
induce retail accounts to price sin-
gles—which traditionally carry a list
price of $3.49 and generally retail for
around $2.99—at $1.99, 99 cents, 49
cents, or, in rare cases, even a penny.
The retail price generally depends on
the amount of free goods involved in
the deal.

With the €D single fast emerging as
a marketplace force (Recording Indus-

Continued on page 13.3)

Bootleg Seizures Up
Under Piracy Act

B BY BILL HOLLAND

Positive Developments In
RIAA Midyear Statistics

|

CD Singles, Music Vids
Lead Modest Growth

B BY DON JEFFREY

WASHINGTON, D.C.—The music-
industry-sponsored federal
anti-bootleg statute, which
became law in 1995, is begin-
ning to pay off in a big way,
as evidenced by new statis-
tics showing a dramatic rise
in the amount of illicit music
product seized in the first six
months of this year. Much of
it is “bootleg” material, as opposed to
“counterfeit” product.

The Recording Industry Assn. of
America (RIAA) midyear anti-pira-
cy statistics, released Aug. 20, also
reveal that seizures of bogus CDs

(Continued on page 127)

)

RIAA ‘

NEW YORK—Midyear figures from
the Recording Industry
Assn. of America (RIAA)
show moderate growth in
net shipments of music
product, with price declines
in two formats—the CD sin-
gle and the music video—
yielding the biggest sales
gains.

The RIAA’s statistics also show the
evolution of two other format trends:
the steady decline of the cassette, and
the gradual increase of vinyl.

For this year through June, the
RIAA reparts that net unit shipments

(Continued on page 127)
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Garmarna Exports Its

Scandinavian Ambience
B BY PAUL VERNA

NEW YORK—Having established a
small but fervent fan base in Europe,

GARMARNA

the Far East, and North America with
its haunting fusion of Scandinavian tra-
ditional music and modernist ambient
leanings, Swedish quintet Garmarna is
gearing up to release its latest album
in the U.S. and take its hypnotic live

show to American audiences.
The album, “Guds Spelemin,”
released last spring in Scandinavia by
(Continued on page 59)
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From ‘Ship’ To ‘Spectacle’

On Nettwerk/Reprise

SEE PAGE 3
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Barenaked Ladies’ “Spectacle’

“Most people don’t realize it,” confides Steven Page, lead singer of
the five-man Canadian combo Barenaked Ladies, “but our first three
albums were conceived as a trilogy.” He is referring to “Gordon” (1992),
“Maybe You Should Drive” (1994), and “Born On A Pirate Ship” (1996),
the alternately frank-hearted and facetious pop-rock collections
through which the group has built its formidable repute as a concert
draw. “So, does that mean,” asks fellow vocalist/songwriter/guitarist
Ed Robertson, “that ‘Rock Spectacle,’ as our first live album, would be
like the long-awaited sequel to ‘Return Of The Jedi'?”

“Oh no!” answers Page, with feigned horror. “The live record is like
our ‘Return Of The King’—if you count ‘The Hobbitt”

Like popular fables extending from the the 19th-century romantics
to J.R.R. Tolkien’s mid-'560s “Lord Of The Rings” trilogy and the "70s-
*80s “Star Wars” cinema cliffhangers of George Lucas, the songs of
Barenaked Ladies have the spell-weaving sincerity of the best alle-
gorical yarns. Moreover, the beguiling plots of their best material sel-
dom pan out as logically anticipated. The newly released videoclip for
“The Old Apartment,” a song from “Born On A Pirate Ship” (in rota-
tion on the Box, MTV’s M2, and Canada’s MuchMusic),

As with the name of the group, “Rock Spectacle” is a spoofish obser-
vation on everything these musicians are not: The album’s cover art
depicts the membership as a cast of midway freaks, who provide an
acceptable prelude to the larger pleasures of the Big Top. This
approach is partly an acceptance of the meager charisma Barenaked
Ladies exhibit each night as they stroll onstage in all their geeky anti-
glory. But when the lights go down, and the harmonies get ahold of
the rhythm section, the glorious noise becomes the essence of a whol-
ly unforeseen high-wire act, complete with spur-of-the-evening patter
that confirms the uniqueness of every performance.

“There’s a lot of improvisation in what we do,” says Robertson, “and
the humor is a big part of that. The songs and cracks we make about
local topics and strange occurrences—whether it’s the Olympics dur-
ing an Atlanta show or a dead body found on the fire escape at the
Orpheum theater in Boston on the morning of one of our concerts—
we just deal with what each day brings. The aim is not to pander to the
locals but to let them see we do know we're playing in their town.”

“The worst thing about being in the audience is being excluded,”

says Page. “We also want them to see us surprising

illustrates the point, with director Jason Priestley of
“Beverly Hills 90210” TV fame craftily fleshing out the
track’s deceptively angry story line about “fading mem-
ories blending into dull tableaux,” as described by the
seemingly anguished narrator.

“The neatest thing about the song,” says Robertson,
“is that it tricks people into thinking someone’s break-
ing into his old girlfriend’s apartment. But actually, this
guy and his girl are revisiting the building from which
they’ve recently moved, and it’s painful to them. Things
have changed there, and they’re thrown by it, thinking,
‘Hey, don’t people understand how important the phys-
ical evidence of memories is?’ Because even the addi-
tion of a handrail on the steps where you once played
as kids can ruin your ability to ever have a game of tag
there again. It's a song about how you identify with
places and structures that you had almost created for
yourself by living and growing in them. This is the sort
of stuff Steve and I write about, and like our live shows,

TO MY EARS

i
by Timothy White

ourselves with a new on-the-spot arrangement or a
high-risk attempt at connection, because that’s the
charm, the magic part.”

Among the baker’s dozen selections on “Rock Spec-
tacle” are such vintage Barenaked roof-raisers as
“Brian Wilson,” “What A Good Boy,” “If I Had
$1000000,” “Jane,” “These Apples,” and “Life, In A
Nutshell,” as well as such instant indispensables from
“Born On A Pirate Ship” as “Break Your Heart,”
“When I Fall,” and “Shoe Box.” Since we now know
the source of the rousing tunes and the fanciful
between-song caprice, how do they account for all the
sell-out patrons?

“Good question,” Page admits. “I sometimes think
‘Gordon’ must be the most bootlegged album in U.S.
history, since it sold only 200,000 copies in the coun-
try, yet 800,000 kids know the words to every song. We
find that our older fans heard us in college, and the
younger ones heard a tape while camping in Indonesia

it’s funny and sad to us at the same time.”

“As a result,” Page concedes, “some people in our
audiences may resist the roller coaster of our concerts, but when the
crowds are willing, they see the larger picture, which is that red, for
instance, is not just the color of blood but also of clown’s noses.”

“So the best we can do is trust in the audiences’ attention,” adds
Robertson, “and we usually get it, because we're really trying to estab-
lish an understanding between them and us about the ambiguous and
sometimes funny aspects of life that seem so real.”

This intent among the members of Barenaked Ladies—who also
include bassist Jim Creeggan, drummer Tyler Stewart, and new key-
boardist Kevin Hearn—is another outlook that links them, however
whimsically they might acknowledge it, to a long lineage of myth mak-
ers and musical mystics, who imagined (as did Tolkien in “The Silmar-
illion”) that time had literally been sung into existence. For many, the
earliest tonal euphony that the ancient Greeks once attributed to the
Fates is still seen as the most perfect way of conveying the senses of
past, present, and future—which is purportedly why the sound of music
exerts such a profound emotional effect. And when you combine this
depth of feeling with rough-hewn wit and well-placed human sympathy,
you get the wonderfully satisfying carny ride that is a Barenaked Ladies
concert, powerful documentation of which is due Nov. 5, when the 13-
track “Rock Spectacle” (Nettwerk/Reprise) enhanced CD hits stores.
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CELINE SONG DILEMMA

Some radio programmers believe a Celine Dion ballad called “To
Love You More” could be one of her biggest hits, but the song
isn't on the U.S. version of her latest album and is available in this
country only as an import. So what should stations do? Radio edi-
tor Chuck Taylor reports. Page 124

THEY’RE ‘OFF’!
A reunited New Edition hits again with “Hit Me Off,” which debuts

4 at No. 3 on the Hot 100 Singles chart. Theda Sandiford-Waller
has the story in her Hot 100 Singles Spotlight column. Page 129
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or Colorado. People seem to bring our music along on
long journeys and make it a captive experience for
others around them.”

Those wondering exactly where the band itself is coming from
must picture the complete lack of pretension in Toronto’s explod-
ing alternative scene from 1988 to 1991—when the Barenaked
Ladies EP containing the sportive “Be My Yoko Ono” became Cana-
da’s first gold indie release. Page, born June 22, 1970, in suburban
Scarborough, Ontario, to teacher Victor Page and the former Jo-
Anne Simmons, found himself involving most of his household in his
good fortune: His retired dad founded Page Music Distribution in
Toronto to handle the “Yoko” EP (the firm now distributes Caro-
line and other labels), and his younger brother Matthew became
head of A&R for the family enterprise.

As for Robertson, he was an Oct. 25, 1970, arrival for Honeywell
plant foreman Earl Robertson and spouse Wilma Shannon, an oil-com-
pany stenographer, and Ed grew up in Scarborough as the youngest
of five children. “I've always identified myself with pop,” says the gui-
tarist, “and expressed myself through its ‘entertainment’ factor.”

“I'm the same way,” concludes Page. “I like to write pop to fool peo-
ple with the hooks, but inside, I hide all the sweetness, darkness, and
musicianship found in the grandest themes of a great mythic rock song.
For me, pop is a tight, strategic little package that’s second to none.”
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Digital Future Needs Copyright Safeguards

H BY WOLF-D. GRAMATKE

Record companies are the most important
source of programming for Germany’s 300-
plus radio stations. More than 90% of all the
music broadeast in Germany is produced by
us. Our recordings, played on the air, are pri-
vately copied onto something like 100 million
blank cassettes every year.

Record companies play a pivotal role in dis-
covering and promoting musical talent, from
the initial stage of finding and developing an
artist or group through the process of break-
ing the act and building an international
career. For many thousands of creative peo-
ple, sales of recorded music are the most
important source of income.

A flourishing music market generates rev-
enue for investment in new recordings,
ensures the availability of a wide range of
product, enables us to preserve our musical
heritage, and contributes significantly to the
development of our musical culture. The
record industry also provides many thou-
sands of jobs. All of which demonstrates that
musical culture is highly dependent on our
activity and our creative and economic via-
bility.

But ever-proliferating developments in
technology have created a situation in which
it is becoming increasingly difficult for copy-
right owners to monitor and control the
exploitation of their works and performances.
Further, the fees they do receive for broadcast
transmission, public performance, and private
copying of their works is nominal—no more
than a token.

The fact is that radio stations pay barely 3%
of their total revenue for the use of music,
which, in most cases, represents more than
two-thirds of their total program time. The
remuneration for rights owners for home tap-
ing is similarly insignificant—less than 3% of
the market value of the rights exploited.

While this was never an acceptable situa-
tion, it was one that, in a world of analog tech-
nology, could be tolerated because it did not
have a dramatically adverse effect on the cre-
ative and economic development of musical
culture. There was always the vital difference
between the original and the copy, between lis-
tening to a self-determined program of music
and one compiled by a radio producer.

But now we have entered the age of digital
technology, and we are confronted by an ever-
quickening march of progress. Indeed, the
record industry pioneered the first stage of
the revolution with the development of the CD.

Now, digitalization, cable and satellite tech-
nology, and efficient compression techniques
are opening new means of dissemination and
new opportunities for the exploitation of
music. This may seem like a cause for elation,
but in fact, the appropriate response is cau-
tious optimism. After all, in this new techno-
logical age, we have yet to determine and
achieve the implementation of the vital legal
framework necessary to safeguard intellectu-
al property rights so that musical culture can
continue to develop.

New means of exploiting music are already
in evidence. Consider the following:

¢ Multichannel programs: There are
already two suppliers offering consumers con-
tinuous music, uninterrupted by announce-
ments, on a subscription basis via satellite and
cable on 60-90 channels. Each channel is devot-
ed to a clearly defined musical genre, so con-
sumers can fine-tune their music intake. Out-
side influence on program content is kept to a

minimum. This form of dissemination bears
no relation at all to traditional radio programs.
Yet the suppliers are claiming the right to
broadcast copyrighted music based on the
compulsory license provision. If this were the
correct legal interpretation, it would mean
that such suppliers could simply play a limit-
ed number of chart records in a continual loop
on each channel—and this would clearly have
an adverse effect on record sales.

* Digital radio: In the next few years, Dig-
ital Audio Broadcasting (DAB) and Digital
Satellite Radio (DSR) will dramatically alter
the TV and radio broadcasting environment

‘We are
demanding legal
recognition of
an exclusive
electronic dis-
semination right
for all copyright
owners’

Wolf-D. Gramatke is
president of PolyGram
Germany and chairman
of the German group of
the International Feder-
ation of the Phono-
graphic industry.

with the dissemination of “CD-quality” music.
When it comes to DAB and DSR, quantitative
limits are virtually nonexistent. Innumerable
channels can be operated that will be able to
offer an enormously wide range of program
content, catering to the smallest of niche
groups. And music will play a key role here.
This would mean we would completely lose
active control of our repertoire. What is more,
the commercial viability and profitability of
recorded music would decline dramatically.

* Music-on-demand: In addition to sound
carriers, multichannel programs, and digital
radio programs, it will be possible in the
future to access music from electronic music
databases. Pilot tests are being carried out,
and the technology is already available in its
basic form. The access of music from data-
bases, which will, after all, be channeled into
private homes, requires the resolution not
only of technical problems, but more impor-
tant, the vital legal questions of data protec-
tion, right to access, protection against mis-
use, and monitoring. This is, as yet, an
uncultivated field that has the promise of
bringing forth a marvelous harvest, but could,
if the financial interests of rights owners are
not fully protected, become a musical wilder-
ness. Music databases make it possible for
anyone to exploit recorded music through an
unmonitored electronic world network. We
can combat the threat of a huge surge in musi-
cal piracy only if copyright owners’ rights are
strengthened, if the procedures by which they
claim their due royalties are simplified, and
if the necessary monitoring mechanisms are
guaranteed from both a technical and legal
point of view.

* Digital copying: Private copying in
analog technology delivers “second-hand
music” of inferior quality. The practice
of private copying could have been pre-
vented only by banning the technology
that made it possible. But such Luddite

behavior is a totally unacceptable
option, and that is why, from the outset,
we have been in favor of a private copy-
ing royalty.

However, digital technology makes
“cloning”—not mere copying—possible,
because it preserves the quality of the origi-
nal recording instead of delivering a second-
hand copy.

In order to guarantee the economic viabil-
ity of music, we are demanding express, legal
recognition of an exclusive electronic dissem-
ination right for all copyright owners. We
want to be able—in fact, we must be able—to
control the dissemination of our product
according to market criteria. This would
mean that, in the emerging world of digital
technology, we are in complete charge of our
rights and can authorize or refuse access to
our product so that we can earn money by
bringing our music to the consumer.

No one need worry that the granting of
exclusive rights will make access more diffi-
cult, more subject to bureaucratic complexi-
ties. We already work with the exclusive
rights of thousands of artists and license hun-
dreds of thousands of recordings on an indi-
vidual-charge basis to mechanical rights soci-
eties. This infrastructure can easily be
adapted to cover companies involved in the
electronic dissemination of musie.

The demand for an exclusive electronic dis-
semination right is not just a national copy-
right question. Cable networks are linked
internationally, and satellites cover entire
regions of the world. National borders mean
nothing to the broadcasting channels or the
multichannel operators. Through the Inter-
net, a worldwide data network has been cre-
ated, commercial suppliers are creating their
own networks, and the large telecommunica-
tions companies are expanding the interna-
tional channel and satellite network to achieve
greater access and involve more and more
suppliers. The legal framework for copyright
protection must therefore be conceived on a
global basis; otherwise, a pirate in a remote
country with no copyright legislation could
easily offer a worldwide service on cable and
satellite without any legal obligation to pay
royalties to the rights owners of the music
programmed.

Last summer, in its Green Paper on copy-
right and associated rights in the information
age, the European Commission recognized
the need for international regulations by pub-
lishing a list of pertinent questions, which, at
least, demonstrates an awareness of the prob-
lem we face. Asking the key questions is an
important step in the right direction, but they
do not, of course, offer solutions.

There is still a great deal to be done, and we
urge politically responsible decision makers
to act swiftly; otherwise, we could be faced
with a fait accompli, with the users determin-
ing the future evolution of musical culture and
the music industry.

The electronic data highway is simply a
transportation artery—but without forward-
ing agents and a cargo to transport, the high-
way will remain empty. Some of the builders of
this highway are intent on acquiring the cargo
as a toll for use of the highway. This would be
nothing less than highway robbery!

We, the record producers, are both the own-
ers of the cargo and the forwarding agents.
We are preparing intensively for the future,
and we expect that the traffic regulations on
the data highway will take proper account of
the interests of all parties involved.

Articles and letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of Billboard or its management.
Letters should be submitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Marilyn A. Gillen, Billboard, 1515 Broadway, New York, N.Y. 10036
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B BY SETH GOLDSTEIN

NEW YORK—It’s no lie: On the
strength of a new packaging concept
that has at least gotten retailers’
attention, New Line Home Video
expects to ship upward of 4 million
copies of “The Adventures Of Pinoc-
chio” as of the Nov. 5 street date.
This live-action version of the classic
tale is priced at $19.98 suggested list,
before rebates.

Disney, of course, owns the “Pinoc-
chio” franchise, having sold more
than 13 million copies of its animated
classic. New Line, in fact, hopes the
name recognition will reinforce the
$20 million New Line Cinema spent
on prints and advertising to back the
summer theatrical launch of “The

New Line Set To Ship
4 Mil. ‘Pinocchios’

Adventures Of Pinocchio.”

The movie, which stars Martin
Landau and Jonathan Taylor
Thomas and grossed about $15 mil-
lion, was always a
candidate for
quick release on
cassette to take
advantage of “a
presold audi-
ence,” says New
Line Home Video
executive VP
Michael Karaffa.
If the studio
makes its sales goal, “Adventures”
should do at least as well as such
fourth-quarter releases as “Flipper”
and “James And The Giant Peach”

(Continued on page 129)

PINOCCHIO

MTV Networks
Buys Stake In
Brazilian Channel

B BY BRETT ATWOOD

MTV Networks has purchased a
50% stake in MTV Brasil Ltd. from the
Abril Group, the communications con-
glomerate that has produced and pro-
grammed the Portuguese-language
music video service since its launch in
1990.

The staff and management of MTV
Brasil will stay intact, according to Bill
Roedy, MTV Networks president,
international, who declined to comment
on the financial details of the transac-
tion.

“We do not want to do anything to
change its current success,” he says.
“It’s a natural evolution of our plans
with MTV Brasil.”

The channel, which reaches more
than 15 million households, is pro-
grammed with a heavy emphasis on
Brazilian artists but also plays clips
from international acts.

The acquisition was expected, since
MTV’s original licensing agreement
with the Abril Group allowed MTV to
purchase up to half of the fledgling ser-
vice.

Although MTV Brasil’s operations
will stay based in Sao Paulo, MTV’s
new stake in the channel will result in
increased relations with sister service
MTV Latino, according to Roedy.

“We're looking to establish more
cooperation between the two opera-
tions, to take greater advantage of the
market,” says Roedy. “This is one of
the most saturated areas in the world,

(Continued on page 137)

German Industry Leader Slams Gov’t

Stein Bemoans Music’s Political ‘Impotence’

W BY JEFF CLARK-MEADS

COLOGNE, Germany—The leader of
the German music industry has mount-
ed a biting attack on the country’s
politicians. In an assault that will strike
achord across Europe, he accuses gov-
ernment of “tripping the industry at
every step.”

Thomas Stein, president of industry
organization BPW, contrasted the
music industry’s power to influence
society with its “impotence” in political
circles.

Stein, who is also president of BMG
Entertainment International Ger-
many/Switzerland/Austria, delivered
the indictment during his keynote
address at German trade fair Pop-
Komm, held here Aug. 16-18 (see sto-
ries, page 98).

Stein highlighted music’s social
importance by stating that when

Best Books. Committee members, sponsors, and winners celebrate following
the seventh annual Ralph J. Gleason Music Book Awards, held recently in New
York. Sponsored by BMI, New York University, and Rolling Stone, this year's
first-, second-, and third-place awards went to biographies of Sam Cooke, Etta
James, and Lefty Frizzell, respectively. Pictured, from left, are Gleason
Committee chairman Robert Rolontz; committee member Dr. John Gilbert of New
York University; Charlie Feldman, VP of writer/publisher relations at BMI; Etta
James and David Ritz, co-authors of “Rage To Survive: The Etta James Story;
committee member Holly George-Warren of Rolling Stone Books; Daniel Wolff,
author of “You Send Me: The Life And Times Of Sam Cooke”; and Daniel
Cooper, author of “Lefty Frizzell: The Honky-Tonk Life Of Country Music's

Greatest Singer.”

Borders Gets Vid Exclusive
Stores To Carry History Channel Tapes

B BY SETH GOLDSTEIN

NEW YORK—Borders Books & Music
has signed an agreement with A&E
Television Networks that gives the
chain a one-year exclusive to market
History Channel tapes. It’s the second
such bookstore arrangement for A&E,
which earlier gave Barnes & Noble sole
rights to the cable service’s Biography
series.

Indie Scratchie Joins With Mercury

B BY TERRI HORAK

NEW YORK—Mercury Records has
finalized a joint-venture arrangement
with independent label Scratchie
Records (Billboard, June 29) that calls
for Mercury to market, promote, man-
ufacture, and distribute Seratchie
releases, while the Chiecago-based indie
oversees the A&R and creative aspects
of the label.

Mercury president/CEO Danny
Goldberg says he hopes his company’s
involvement will enable Seratchie to
“sell a lot of records. It’s a lucky break

for me that [Mercury VP of A&R]
Steve Greenberg had this relationship
and was able to make the deal.”

The year-old Scratchie was founded
by Smashing Pumpkins’ James Tha and
D’Arcy Wretzky; Wretzky’s husband,
Kerry Brown, of Catherine; Adam
Schlesinger of Ivy; producer Jamie
Stewart; and publicist Jeremy Free-
man, who is Seratchie’s president.

Greenberg was introduced to
Scratchie by Holly Greene of Poly-
Gram Music Publishing via an EP from
the label’s power-pop act Fulflej. The

(Continued on page 137)

The History Channel, on the air
since January 1995, is available in 22
million homes and has achieved a level
of brand awareness unusual in home
video. “We get specific requests,” says
Borders video product manager Patti
Russo. “It’s either ‘I saw it at Block-
buster’ or ‘I saw it on PBS, A&E, or the
History Channel.’ Then customers ask,
‘Is it available? ”

Cassettes on the Crusades, Lincoln’s
assassination, World War 11, and the
like have been carried in Borders
stores since the channel began broad-
casting. Sales are steady, Russo notes,
and prices range from $19.95 for single
tapes to $119.95 for collections.

As of Sept. 1, Borders will organize
the A&E releases in a dedicated space
labeled “Bring history home.” Televi-
sion monitors will promote specific pro-
grams and the channel, which in turn
will air “Bring history home” commer-
cials, says A&E new-media VP Tom
Heymann.

Without promotional help, which
includes a Borders World Wide Web
site on the Internet, the 30 inaugural
titles risk getting lost in the erowd of

(Continued on page 129)

British pop band Take That broke up
in February, the announcement “was
an earthshaking event for millions of
teenagers and worth a detailed report
on a serious news
program, ‘ARD-
Tagesthemen’ on
German TV, be-
tween a report on
the pensions de-
bate [in Germany]
and the primaries
in the U.S.”

He argued that the German music
charts and TV viewing figures “tell us
more about the state of our nation than
the combined minutes of dozens of par-
liamentary sittings.”

Stein stated that music’s global
power to reach all groups in society “is
something that even the organs of gov-
ernment cannot resist.” Yet he added,
“It is foolish to speak of political power

Die Messe filr
Popmusik und
Entertainment

for pop music and necessary to note its
political impotence.”

Noting the presence of politicians in
his audience and praising PopKomm as
a forum that brings together the music
industry and government, he stated,
“The political decision-makers in our
country rarely miss an opportunity to
demand of us, the entertainment in-
dustry, a sense of responsibility for cul-
tural policy.

“I am certainly not going to deny re-
sponsibility for the direction taken by
our culture, particularly not at a time
when the German music industry has
had more success with local product
than ever before [and] when the record
companies’ encouragement of new tal-
ent has created a new form of speech
in German-language hip-hop.”

Stein said that the industry is pre-
pared to accept its cultural responsi-

(Continued on page 137)

PolyGram Buys Go! Discs;
Indie Label Founder To Exit

B BY JEFF CLARK-MEADS

LONDON—PolyGram has bought
U.K. independent Go! Discs, home of
Paul Weller, the Beautiful South, Por-
tishead, and Gabrielle. Label founder
Andy MacDonald, however, won’t
make the move with his imprint, hav-
ing left the company after an acquisi-
tion he characterizes as “oppressive.”

PolyGram U.K. chairman/CEQ
John Kennedy said that he is surprised
by MacDonald’s criticism and that
PolyGram was still trying to persuade
MacDonald to stay two days before the
deal was announced.

Kennedy stated that, as with previ-
ous indie acquisitions A&M and Island,
Go! Discs will retain a large measure
of autonomy. “We would like to not
change the culture of the label, if that’s
possible,” said Kennedy, though he
cautioned, “It is unrealistic to think
everything will be the same with Andy
gone.”

Speaking while on vacation Aug. 22,
Kennedy said he was due to meet with
senior Go! staff upon his return to dis-
cuss the practical effects of the acqui-
sition, though he said that he is happy
for Go! to “carry on as is.”

However, he acknowledged that loy-
alty to MacDonald on the part of
staffers may mean that not all Go! per-

sonnel will still be with the company by
the time the meetings begin.

PolyGram bought a 49% stake in Go!
in 1987. The agreement at that time
included a provision for MacDonald to
buy back the 49% or for PolyGram to
take the remaining 51%. The major
has now exercised that option.

MacDonald was on vacation out of
the U.K. at press time, but in a state-
ment, he says that he is “not willingly
leaving the company I founded 14
years ago.”

The statement adds, “Over the last
18 months, it has become clearly
apparent that PolyGram is not inter-
ested in negotiating the kind of deal
which would have preserved the label’s
independence. There is much more to
this episode than meets the eye.”

MacDonald concludes by comment-
ing on “this oppressive acquisition of
my company.”

Kennedy said that he finds such crit-
icism “bizarre,” and added, “We want
to maintain Go!’s culture.”

Kennedy said that it is PolyGram’s
operating philosophy that the head of
any label within the group is allowed
to run the company with a free hand.
He argued that A&M and Island are
still perceived as autonomous and dis-
tinct.

(Continued on page 129)

Liquid Audio Gets Dolby License

B BY BRETT ATWOOD

LOS ANGELES—Liquid Audio, a San
Francisco-based start-up company, is
entering the crowded Internet audio
market with a Dolby-licensed product
that promises to bring near-CD quali-
ty to the Internet. It is the first Inter-
net audio deal for Dolby.

N2K’s music-themed sites Rock-
tropolis (http://www.rocktropolis.com)
and Jazz Central Station (http:/www.
jazzcentralstation.com) will be among
the first to use the new technology.

Gerry Kearby, co-founder and pres-
ident of Liquid Audio, says that a “Lig-
uid Listening Room” is under develop-
ment that will offer near-CD-quality
song samples on the Internet.

In November, Liquid Audio will
release the Liquifier, an Internet audio
mastering tool targeted at World Wide

Web developers who want to offer
Internet audio on their sites.

A Liquid Audio Internet audio play-
eris also planned for release in Novem-
ber. The still-unnamed playback soft-
ware will be available free of charge to
Internet users. It will offer both audio
streaming (a delivery technique that
allows a user to instantly access Inter-
net audio) and audio download capabil-
ity, which the company says will rival
existing Internet audio technologies.

According to Ed Schummer, VP of
licensing with Dolby Laboratories, the
Liquid Audio Deal is “an exclusive
arrangement with respect to a portion
of the encoding technology that they
are using.”

Schummer says Dolby is looking at
the process of encoding sound for the
Internet in the same way that one

(Continued on page 136)
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Brown Puts
HighTone In
Mainstream

B BY DEBORAH EVANS PRICE

NASHVILLE—HighTone Records
has developed a reputation for cul-
tivating an eclectic roster that runs
the gamut from the irreverent Rev.
Billy C. Wirtz to
country tradi-
tionalist Dale
Watson to
bluesy singer/
songwriter
Chris Smither.
But with the
Sept. 17 release
BROWN of Marty
Brown’s “Here’s
To The Honky Tonks,” the Oak-
land, Calif.-based independent dips
its toes into more mainstream
country waters.

The release by the high-profile
Brown also marks a switch for a
label known for signing and devel-
oping unknown acts.

“It’s backward from what we

(Continued on page 129)
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Two Heatseekers Acts
Making An Impact

Modern’s Poe Gets
Well-Received ‘Hello’

B BY DOUGLAS REECE

Wallflowers Are Getting
Attention On Interscope

B BY DOUGLAS REECE

LOS ANGELES—The immediate
appeal of singer/songwriter Poe can be
summed up in a story
related by Modern
Records president
Paul Fishkin.

“I asked [then
Atlantie Records co-
chairman/co-CEOQ]
Doug [Morris] just to
meet her and listen to
a few songs without POE
belaboring the demo
tape that muech,” says
Fishkin. “I said to him that
Poe was one of those artists
that, in half an hour, you
either get her music or you
don't get it.

“He called me back after the
meeting and said, ‘I got it.””

It has becoming increasingly
apparent that Morris and Fishkin are

(Continued on page 59)

LOS ANGELES—Interscope’s low-
key nurturing of the Wallflowers is

THE WALLFLOWERS

paying off as the band’s pop-
ularity begins to bloom.

The melodie, roots-orient-
ed band became a Heatseek-
er Impact act when “Bring-
ing Down The Horse”
jumped from No. 108 to No.
96 on The Billboard 200 for
the week ending Saturday (24). This
week, it is at No. 78. The album,
(Continued on page 20)

‘Elevators’ Carries LaFace s QutKast To Top

B BY SHAWNEE SMITH

NEW YORK—With preorders hover-
ing around 700,000 units two weeks

before the Tuesday (27) release of

“ATLiens,” OutKast’s sophomore
album on LaFace Records looks poised
to make a big splash at retail.

And it all started with a little leak,
says Dre, half of the rap duo, who adds
that he gave an advance of the album’s
first single, “Elevators (Me & You),” to
WHTA Atlanta during the city’s annu-
al Freaknik festival in May.

“The timing for everything was
right,” Dre says. “We were on the back
burner. LaFace concentrates on one

OUTKAST

project at a time, and at that time, it
was Toni Braxton, so I just scooted our
timing up a bit.”

WHTA appreciated the opportunity
to break the single first; LaFace had
not yet scheduled a release date for the

song. “Dre bought [‘Elevators’] up to
DJ Jelly on wax,” says WHTA music
director Chaka Zulu. “There’s just no
way we wouldn’t jump it. “{OutKast]
hasn’t had anything out for two years,
[and] they’re a local artist, and we had
something no one else in the country

had. It’s only right that we play it.”
Though the unplanned early release
of the single initially elicited tension at
the label—local Atlanta radio jocks and
DJs claim that LaFace exees person-
ally confiscated the prereleased sin-
gle—LaFace president/CEO (U.S.)
Antonio “L.A.” Reid feels that Dre’s act
of self-promotion actually solidified the
(Continued on page 20)

LATIN

Germano Leaves Dark
Side Behind 0n 4AD Set

H BY JIM BESSMAN

NEW YORK—Along with the ethe-
real beauty of their musie, Lisa Ger-
mano’s albums have been marked by
an admittedly dark self-conscious-
ness. On her fourth album, “Excerpts
From A Love Circus,” which 4AD
will release Sept. 10, Germano has
sought to add a bit of color to the
darkness, to edge away from a pre-
vailing sense of
sadness.

“It’s all about
the stupid situa-
tions you find
yourself in,” says
Germano, con-
trasting “Ex-
cerpts” with her
preceding al-
bums, “Geek The
Girl” (1994), “Happiness” (1993), and
her acclaimed 1991 self-released
debut, “On The Way Down From
The Moon Palace” (see discography,
page 20).

“The other records were a little
sadder, whereas this is stupid in that
you're stupid to do these things,” she
adds. Stupid things, that is, like
falling for the subject of the
“Excerpts” track “I Love A Snot,”
which will be the album’s second sin-
gle, following “Small Heads.”

“It’s about loving a snot—a snot-
ty, bratty kid who never grows up
and is still a snot!” she continues.
“I’'ve been with a few, and they make
you feel on edge all the time—and
some people ike that. I stayed with
one and adored him, and it made me
laugh because he made you shake all
the time, and there was never any-
thing you could do to please him. So
why stay? I don’t know, but I'm ask-
ing that in the song.”

But Germano also characterizes
the new material as “imaginary love
songs,” which “make [for] a little
more colorful record than being so

GERMANO

dark. Paul [Mahern, who co-pro-
duced the album with Germano] said
that ‘Geek The Girl’ was awesome—
but I don’t want to listen to it. For the
next one, I'd like to actually want to
play it! I think he was successful in
helping me make a more enjoyable
record, but it’s definitely not pop
musie yet.”

At least Germano satisfied a goal
of surrounding herself with “positive
people” when she recorded the
album at home in Bloomington, Ind.
Whereas “Geek The Girl” employed

minimal outside
B B m help, “Excerpts
From A Love
Circus” brought
in a slew of upbeat guests.

“When you record by yourself, you
can get as dark as you want, because
there’s nobody to springboard off of,”
says Germano. “The idea here was to
go in and use positive people, because
the lyrics are still dark. [Drummer
and former John Mellencamp band
member] Kenny Aronoff is extreme-
ly positive and brings out the good
side in everybody. And then Glenn
Hicks, who played bass with me on
tour, is real positive, and Paul Mah-
ernis very, very positive: He came to
my house and wanted to record the
basic tracks, and he burned sage. I
came home one day, and he was
going around with this sage, because
there was lots of negative energy,
and that’s what the Indians do. I
don’t know if I believe in it, but it
really smells great. So it was kind of
a joke: ‘Let’s get Lisa to be positive.’
And we had a really good time.”

After Germano and her accompa-
nists—who also included Mystery Of
Life’s Jake Smith and John Strohm,
as well as her cats Dorothy and
Miamo-Tutti—ecut the basic tracks,
Mahern supplied her with an A-DAT
copy, “so I could come back and do
my vocals and dark stuff at home,”

(Continued on page 20)

steelo

The hot new single from the upcoming, debut album
no doubt

produced by Chad 'Dr. Ceuss" Elliott for Ambush Music & \)
George Pearson for Pologrounds Entertainment /

\\

executive producers: Michael Bivins & Todd Russaw )
e o B

1 19¢6 8iv Ten Recards, a Joint Venture of Motown Record Company, LP and Biv Ventures, Inc

BILLBOARD AUGUST 31, 1996 7



“AIN T GOT NOTHIN ON Us”

AzrplayxAugust 26th

. 0
-------

OHN MICHAEL

MONTGOMERY
One of Today’s True .

Country Sqﬁé*rstars,

-,

C’ OHN MICHAEL
—# MONTGOMERY

W T HE 8£ST

|
r.
|
|
|
?,
;
b
!

T
-

WHAT I

Rz

Fr’fom:the long-awaited albu.m"g.;.:,-
“WHAT I DO THE BEST” =

! .‘ﬁ'q.“—;.ﬁt:'.:: e “\ L ¢

yf..Street Date September 24th

Produced by Csaba Petocz

§ Vi,
—:
3 TRUST THE MUSIC
g ~ M allinark
:
b




[t°s only six months old...



. And it7s already the top-selling tour of the year.

The Garth Brooks 1996-98 World Tour

DATE
MARCH 13-17
MARCH 20-23
MARCH 27-30
APRIL 2-6
APRIL 9-10
APRIL 11-13
APRIL 18-20
APRIL 26-27
MAY 2-5

MAY 8-12

MAY 16-18
MAY 30-31
JUNE 23

JUNE 6-8
JUNE 1315
JUNE 19-24
JUNE 26-28
JULY 18-20
JuLy 22

JuLy 25-27
AUGUST 1-3
AUGUST 7-9
AUGUST '10-12
AUGUST 14-15
AUGUST 17-19
AUGUST 2731
SEPTEMBER 2-3
SEPTEMBER
SEPTEMBER 6
SEPTEMBER 7
SEPTEMBER 9-11
SEPTEMBER 12-15

TOTAL TICKETS SOLD

ary

ATLANTA, GA
CLEVELAND, OH
INDIANAPOLIS, IN
LANDOVER, MD
EAST LANSING, M
MILWAUKEE, WI
MIAMI, FL
MANHATTAN, KS
KANSAS CITY, MO
AUBURN HILLS, MI
BIRMINGHAM, AL
LAS CRUCES, NM
TUCSON, A
PHOENIX, A

SAN DIEGO, (A

INGLEWOOD, CA / ANAHEIM, CA

ALBUQUERQUE, NM
DENVER, €O
CHEYENNE, WY
PORTLAND, OR
VANCOUVER, BC
CALGARY, AB
EDMONTON, AB
SASKATOON, SK
WINNIPEG, MB
PORTLAND, ME
OTTAWA, ON
HAMILTON, ON
TORONTO, ON
MONTREAL, PQ
§T. JOHN, NB
HALIFAX, NS

VENUE TICKETS SOLD
THE OMNI 81,902
GUND ARENA 81,695
MARKET SQUARE ARENA 68,563
US. AIR ARENA 89,130
MSU BRESLIN CENTER 28393
BRADLEY CENTER 55,632
MIAMI ARENA 46,665
KSU BRAMLAGE COLISEUM 26,347
KEMPER ARENA 66,400
PALACE AT AUBURN HILLS 103,458
BIRMINGHAM/JEFFERSON CIVIC CENTER 52,758
NMSU PAN AM CENTER 24,459
ARIZONA UNIVERSITY - MCKALE ARENA 26,860
AMERICA WEST ARENA 53,248
SPORTS ARENA 42,053
GREAT WESTERN FORUM/ARROWHEAD POND 95,322
TINGLEY COLISEUM 32514
MCNICHOLS ARENA 50,685
FRONTIER DAYS 13,000
ROSE GARDEN ARENA 54,813
GM PLACE 53,339
SADDLEDOME 53,076
EDMONTON COLISEUM 50,871
SASKATCHEWAN PLACE 28,144
WINNIPEG ARENA 39,500
CUMBERLAND COUNTY CIVIC CENTER 31,000
COREL CENTRE 34,000
COPPS COLISEUM 15,000
SKYDOME 24,000
MOLSON CENTRE 18,500
HARBOUR STATION 25,000
METRO CENTRE 40,000

1,512,487

REMARKS

PREVIOUS RECORD - ELVIS PRESLEY - 4 SHOWS

PREVIOUS RECORD - PAGE AND PLANT (1989)- 42,000 TICKETS

PREVIOUS RECORD - JOHN MELLENCAMP (1992) - 60,800 TICKETS

VENUE'S FASTEST SELLOUT (FIRST SHOW SOLD OUT IN 13 MIN.) - ATTENDANCE RECORD: PRINCE (1984)
PREVIOUS RECORD - GARTH BROOKS (1992) - 14,500 TICKETS

PREVIOUS RECORD - ERIC CLAPTON (1992) - 18,700 TICKETS

VENUE'S FASTEST SELLOUT - (FIRST SHOW SOLD OUT IN 8 MIN.) - ATTENDANCE RECORD: BILLY JOEL
PREVIOUS RECORD - DEF LEPPARD (1989) - 13,800 TICKETS

PREVIOUS RECORD - NEIL DIAMOND (1982} - 34,000 TICKETS

OVER 100,000 TICKETS SOLD IN 91 MINUTES - ATTENDANCE RECORD: BOB SEGER

PREVIOUS RECORD - THE GRATEFUL DEAD (1995) - 31,000 TICKETS

PREVIOUS RECORD - PRINCE (1985) - 22,000 TICKETS

PREVIOUS RECORD - VAN HALEN (1992) - | SHOW

PREVIOUS RECORD - NEIL DIAMOND (1992) - 49,800 TICKETS

FASTEST SELLOUT IN VENUE'S 30-YEAR HISTORY - ATTENDANCE RECORD: NEIL DIAMOND

ONLY ARTIST TO SELL OUT 6 TOTAL CONSECUTIVE SHOWS AT THE POND AND THE FORUM

PREVIOUS RECORD - PAGE & PLANT (1995) - 10,000 TICKETS

PREVIOUS RECORD - THE GRATEFUL DEAD (1994) - 47,000 TICKETS

PERFORMED AT 100TH ANNIVERSARY OF FRONTIER DAYS (SOLD OUT)

FASTEST SELLOUT IN PORTLAND (FIRST SHOW SOLD OUT IN 28 MIN.) - ATTENDANCE RECORD: NEIL DIAMOND
PREVIOUS RECORD - AC/DC (1996) - 27,713 TICKETS

PREVIOUS RECORD - NEIL DIAMOND (1985) - 34,670 TICKETS

PREVIOUS RECORD - GARTH BROOKS (1993) - 18,172

PREVIOUS RECORD - NEW &30S ON THE BLOCK (1990) - 14,056 TICKETS

PREVIOUS RECORD - JOHN MELLENCAMP (1991) - 11,200 TICKETS

PREVIOUS RECORD - ELTON JOHN (1993) - 14,000 TICKETS

PREVIOUS RECORD - THE EAGLES (1996) - 15,000 TICKETS

ATTENDANCE RECORD: THE GRATEFUL DEAD - 2 SHOWS

ATTENDANCE RECORD: THE ROLLING STONES

ATTENDANCE RECORD: CELINE DION (1996)

VENUE'S FASTEST SELLOUT (FIRST SHOW SOLD OUT IN 35 MIN). PREVIOUS RECORD - AEROSMITH (1993) - 7,300 TICKETS
PREVIOUS RECORD - ROD STEWART (1989} - 30,000 TICKETS

e e
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Pure Springs A Slo Leak

Blues Vets Join For Debut Release

B BY CHRIS MORRIS

LOS ANGELES—Started for kicks
in a funky Connecticut club by a trio
of veteran musicians, blues-rock
band Slo Leak is aiming for a nation-
al breakout with the Tuesday (27)

SLO LEAK

release of its self-titled Pure Records
debut.

The group—which features vocal-
ist/guitarist Charlie Karp, guitar-
ist/producer Danny Kortchmar, and
bassist Harvey Brooks—stirs up a
direct, back-to-the-roots sound that
Reading, Conn.-based Pure hopes
will connect with dyed-in-the-wool
blues fans and young listeners alike.

“I hear this as just a real swing-
ing, rock’n’roll, blues-based kind of
record,” says Pure national promo-
tion director Terry Coen. “It’s a fun
party record. It's a fresh sound.
Obviously, they’re bringing the spir-
it and soul of the Chicago blues
records on Chess and Vee Jay, and
those great Excello records, Light-
nin’ Slim and Slim Harpo, plus some
of the early Atlantic R&B stuff. But

. 1 also hear

PURE e,
Stones, that

’ PURE RECDROS, I.TD.J! spirit.”
Slo Leak

had its genesis when Kortchmar—
noted for his work with James Tay-
lor, Don Henley, and his own band the
Session and, most recently, his pro-
duction work with the Fabulous
Thunderbirds (Billboard, July 1,
1995)—moved from L.A. to Westport,
Conn., four years ago.

There, Kortchmar encountered
Karp, who has put in many years on
the R&B road. As a teenager in the
early "70s, Karp toured and recorded
as a guitarist with drummer Buddy
Miles, who introduced the budding

(Continued on page 132)

Motel Opens Doors For Skeleton Key

@ BY BRADLEY BAMBARGER

NEW YORK—With a heavy-mental
sound that leavens latter-day Tom Waits

SKELETON KEY

with early Police, New York noise-pop
combo Skeleton Key has built a buzz in

downtown clubs and on tour with hot
indie rockers. On Sept. 3, Motel Records
issues the band’s debut EP.

In the tuneful din of such songs as
“The Spreading Stain” and “The
World’s Most Famous Undertaker,”
the six-track EP offers a hint of Skele-
ton Key'’s live sets, in which a bump-
tious rhythm section, squalling guitar,
disembodied tag-team vocals, and clan-
gorous percussion coalesce into a heady
mix that is as accessible as it is arty.

Describing Skeleton Key’s mélange
of melody and mayhem, bassist Erik
Sanko mentions that “the sound in our
heads is like a big machine . .. some-
thing with points on it.” Guitarist Chris
Maxwell adds, somewhat more con-

(Continued on page 18)

RECORD COMPANIES. Tim Sommer is
promoted to VP of A&R for Atlantic
Records in Los Angeles. He was West
Coast A&R representative.

Jeff Dean is promoted to VP of sales
and field marketing for A&M Records
in Los Angeles. He was national direc-
tor of sales.

Windham Hil/High Street Records
in Beverly Hills, Calif., appoints Dave
Yeskel VP of sales and Ron McCar-
rell VP of marketing. They were,
respectively, VP of sales and field mar-
keting for Island Records and GM of
the House of Blues Music Co.

Ellen Zoe Golden is named VP of
media relations for Universal Records
in New York. She was head of her own
publicity firm, EZG Media.

Deanna Cohen is named senior
director of MCA Music Soundtracks in
Universal City, Calif. She was director
of soundtracks for Epic Soundtrax.

Deb Bernardini is promoted to VP of
publicity for Warner Bros. Records in

SOMMER DEAN
New York. She was associate director.

Rob Dalton is promoted to VP of
national country promotion for Epic
Records Nashville. He was senior
director of national country promotion
and artist development.

Maria Aronis is promoted to
national director of promotion and
marketing at Mercury Records in New
York. She was New York local promo-
tion manager.

Island Records in New York pro-
motes Marthe Reynolds to senior
director of crossover promotion. She
was national director of crossover pro-

EXECUTIVE

Future Bright For Cole’s “Star Dust’

FElektra Aims For International Audience

B BY J.R. REYNOLDS

LOS ANGELES—Elektra Entertain-
ment hopes that an aggressive media
campaign combined with a sharp focus
on international consumers will posi-
tion Natalie Cole’s “Star Dust” as a
must-have among consumers when the
set is released globally Sept. 24.

The marketing campaign centers on
“When I Fall In Love,” a duet with her
late father, Nat “King” Cole, that was
recorded in multiple languages in an
effort to broaden Cole’s international
fan base.

“I'm just lucky that I pick up foreign
languages fairly easily,” says Cole.

Elektra’s sweeping marketing strat-
egy is designed to enable “Star Dust”
to post the same kind of success that
the label experienced with “Unforget-
table With Love,” Cole’s Elektra debut.

“Star Dust,” a 19-track collection of
standards originally recorded by various
artists from the '20s through the '50s,
was produced by Cole, Phil Ramone,
David Foster, and George Duke.

The set is musically similar to
“Unforgettable With Love,” her 1991,
seven-Grammy-winning set that was
No. 1 on The Billboard 200 for five
weeks and has sold more than 5.7 mil-
lion units, according to SoundScan.

“I’'m a little nervous with this album,
because it’s the first time that I was
really involved with every aspect of a
project from start to finish,” Cole says.
“I approved everything—from the
songs to the liner notes to the album
artwork. The songs are more sculpted
than those on ‘Unforgettable,’” and
vocally, they have more drama.”

“Take A Look,” her 1993 follow-up,
sold 487,000 copies, according to
SoundScan, and peaked at No. 26 on
The Billboard 200.

Despite the slide in numbers, Elek-
tra is confident that “Star Dust” can
generate “Unforgettable”-type sales.
“‘Take A Look’ was never meant to be
a follow-up to ‘Unforgettable,” ” says
Dane Venable, senior marketing direc-
tor for Elektra. “ ‘Take A Look’ had
more of a jazz flavor to it and was mar-
keted to consumers who favor that

YESKEL MCCARRELL
motion.

Mike Wilpizeski is named national
publicity manager for the Verve Group
in New York. He was senior product
manager at New Albion Records.

Virgin/Noo Trybe Records appoints
A.J. Savage national director of pro-
motion for Virgin Records in Los
Angeles and Mark Boyd national
director of promotion for Noo Trybe in
Columbia, S.C. They were, respective-
ly, national promotion director for Per-
spective Records and regional promo-
tion/marketing director for Capitol
Records.

TURNTABLE

genre. ‘Unforgettable’ did what it did
[saleswise] because it connected with a
broader consumer base, many of whom
rarely go into record stores.”

In an effort to appeal to internation-
al consumers, the producers of “Star
Dust” recorded selected tracks in vari-
ous languages. A
Portuguese version
of “Dindi” was cut
for South American
markets, while Ital-
ian, Spanish, and
French takes of
“When I Fall In
Love” were record-
ed for European
territories.

Based on the success of “Unforget-
table With Love,” the prospects for
“Star Dust” being a global success
appear favorable in most quarters.

In France, “Unforgettable With
Love” sold 130,000 units, and the sin-
gle “Unforgettable” sold 40,000 copies,
according to Elektra. The single
received airplay from mostly adult-ori-
ented stations, and executives there
believe “When I Fall In Love” has sim-
ilar potential.

Wolfgang Orthmeyer, managing
director of the Hamburg-based retail
chain WOM, says that “Unforgettable
With Love” has been a best seller for
the last three years, while Stephan
Hampe, head of northern Germany’s
middle-of-the-road commercial station
Radio Schleswig-Holstein, says that
Cole’s pop repertoire “is constantly
included in radio programming.”

Steve Kincaid, head of music for the
U.K.-based Virgin Our Price retail
chain, is less sure of Cole’s current
sales potential.

“It’s very difficult to say who she
appeals to now,” says Kincaid. “She
hasn’t been around for a long time, and
I think she has a very small fan base.
Success will depend on how [‘When 1
Fall In Love’] is marketed and pro-
moted.”

However, Cole appears to receive
consistent radio support from U.K. sta-
tions that have a middle-of-the-road
format.

COLE

Says Geoff Mullin, head of music at
London’s easy-listening commercial
station Melody FM, “The work that
included her father gave her a much
wider audience. ‘Unforgettable’ fit very
well with our programming. The new
product sounds like it will fit our style
again.”

Frank Jenks, purchasing/promotion
VP of the eight-store, Lansing-based
Michigan Where House, says, “ ‘Star
Dust’ is something that will sell to her
fans right out of the box, and it’s
released at the right time for a Christ-
mas gift. The lead single is a no-brain-
er for radio, and if they bang it, the
album has the potential to do ‘Unfor-
gettable’-type numbers.”

Steve Bicksler, CEO/head buyer for
the four-store, Pasadena, Calif.-based
Penny Lane Records, is more guarded.
“Her last album didn’t do that well for
us,” he says. “We find that big pop
artists don’t perform well for us.”

(Continued on page 62)

Mercury Chronicles
Tells Story Of R&B,
Blues On Eight CDs

B BY CHRIS MORRIS

LOS ANGELES—A trove of R&B and
blues, both celebrated and obscure, will
be unleashed Sept. 24, when Mercury
[ i Chronicles releases

’ its ambitious eight-
\ ‘ CD boxed set “The
I Mercury Blues 'N’

— Rhythm  Story
1945-1955.”

The 211-track set, priced at $99.98
and available on CD only, makes a com-
pelling case for Mercury—founded in
Chicago in 1945 by Berle Adams and
Irving Green—as a treasure house of
blues and R&B on a par with other
fabled regional imprints of the postwar
era.

PolyGram Chronicles director of cat-
alog development Jerry Rappaport—

(Continued on page 132)

£

Karen M. DiGesu is promoted to
national director of media and mar-
keting for Ellipsis Arts in Roslyn, N.Y.
She was director of media relations.

Tyler Bacon is named director of
artist development for Pioneer Music
Group in Franklin, Tenn. He was VP
of R.E.X. Music.

Rhino Records in Los Angeles pro-
motes Allyson De Simone to process
manager. She was inventory manager.

GOLDEN COHEN

MUSIC PUBLISHING. David Conrad is
promoted to senior VP of Rondor
Music International in Nashville. He

CONRAD

WATERS
was VP.
Chris Waters is appointed VP of Tree

Productions in Nashville. He was a staff
writer and independent producer.

RELATED FIELDS. Rundi Ream is
appointed Southeast regional director
of the Songwriters Guild of America in
Nashville. She was the office manager
for Rick Alter Management.

Carla Mercer-Katz is named senior
account executive of music at the Lee
Solters Co. in Los Angeles. She was
assistant to the senior VP of media
relations at Warner Bros. Records.
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TMBG Banks On Loyal Following

Offbeat Elektra Act To Tour With Hootie

 BY DREW WHEELER

NEW YORK—They Might Be Giants
continue on the delightfully twisted
musical journey they started in the last
decade on indie label Bar/None Rec-
ords with their newest album for Elek-
tra Entertainment, “Factory Show-
room,” to be released Oct. 8.

To further the unlikely main-
streaming of these energetic rock
dadaists, They Might Be Giants are set
to open for mega-stars Hootie & the
Blowfish on tour. “That’s the weird
scene that we’ve entered into now,”
says They Might Be Giants co-founder
John Linnell with a laugh.

John Flansburgh, the other leader of
They Might Be Giants, penned the
album’s single “S-E-X-X-Y,” a dance-
funk groove that suggests the artist
formerly known as Prince dogged by a
hyperactive Motown string section.
The group is set to perform the song
on HBO’s “The Larry Sanders Show”
in late Septembery, for broadcast later
in the fall.

“Factory Showroom” does nothing
to thwart TMBG fans’ appreciation of
the eclectic band’s rococo blend of pop
styles and sounds—especially evident
in the infectious, circular pop hooks of
such songs as “Metal Detector,” “New

THEY MIGHT BE GIANTS

York City,” “Spiralling Shape,” and
“Bells Are Ringing.” Their material is
drawn from such typically unlikely
sources as U.S. presidential history
(“James K. Polk™), a hypothetical bat-
tle of the bands (“XTC Vs. Adam
Ant”), and an embalmed icon (“Exquis-
ite Dead Guy™). In an unprecedented
low-tech turn, the song “I Can Hear
You” was recorded on the first audio
format ever—a 19th-century Edison
cylinder. “We were invited by the peo-
ple at the Edison Historical Society to
come and do a demonstration and
recording there,” says Linnell.

The aggressively offbeat TMBG
sound is as wide-ranging as it is

Rick Rubin, American Label
Aim To Bring Back Donovan

 BY CRAIG ROSEN

LOS ANGELES—With the Oct. 8
release of Donovan’s “Sutras,” Amer-
ican Recordings and label chief/pro-
ducer Rick Rubin will attempt to
bring another pop music icon back to
the forefront.

American and
Rubin accom-
plished that feat
in 1994 with the
release of Johnny
Cash’s “American
Recordings,” an
album of stripped-
down acoustic
numbers that
turned a new generation of fans on to
“The Man In Black.”

Rubin says his goal in working with
Donovan isn’t necessarily to teach a
young audience to appreciate a veter-
an performer, but to simply “make
good records the best I can with peo-

DONOVAN

ple that I think warrant making good
records, whether it’s a new artist that
excites me or an old artist that exeites
me.”

However, he says, some have
wrongly turned their backs on sea-
soned artists.

“The industry as a whole tends to
discount some of our legendary
artists,” he says. “I feel strongly
about many artists’ historical place
and the fact they they should contin-
ue making records and continue mak-
ing good records.”

Rubin, who says he “grew up being
a fan of Donovan,” got a tip that the
’60s songwriter was a free agent and
his manager, Bennett Freed, was
fielding offers.

At the time of their first meeting in
1993, Donovan wasn’t familiar with
Rubin’s work. However, he was
impressed with Rubin’s goal. “He said
he wanted to make a reeord that
would please him and I, and would

(Continued on next page)

S HURE

MICROPHONES

TH Soud 0F Proressomls, - WORIDHBE >

instantly recognizable. Yet, since the
formation of TMBG in the early '80s,
Flansburgh and Linnell have had no
preconceived “concept.” Says Linnell,
“We didn't really have a plan, we just
had a bunch of songs.” .

After 10 years as a duo backed by
prerecorded tapes, They Might Be
Giants expanded to a full-sized band in
1992. The current TMBG touring
ensemble consists of five players with
the possible addition of a two-piece
horn section.

Despite TMBG’s internal changes,
Elektra sees the group as a stable unit.
“They’ve done very well over a long
period of time,” says Steve Kleinberg,
senior VP of marketing for the label.
“We think they’re very much a ‘career
band.’ Based on what kind of success
we have at radio and how extensive the
touring is, and what that might do for

Putting A Muzzle On it. Members of Reprise acts Muzzle and ditch croaker
hook up before Muzzle's show at the Roxy in Los Angeles with execs from the
Alternative Distribution Alliance (ADA), which distributes both groups’ releases.
In the back row, from left, are ADA's Bill Kennedy, Muzzle's Burke Thomas,
ADA's David Lee, Muzzle's Greg Collingsworth; ditch croaker's Tim Newman
and Floyd, and ADA's Jenny Ogden. In the front row, from left, are Muzzle's
Ryan Maxwell and Wesley Nelson and ditch croaker's Tim Barnes.

(Continued on page 16‘)

ROCK THE BOWL: Rock the Vote, an organization that
has been extremely effective at registering young vaters,
is trying to organize a benefit concert tentatively slated for
Oct. 5 at the Hollywood (Calif.) Bowl.

According to sources, acts that have been approached to
perform include Patti Smith, Bush, Natalie Merchant,
Coolio, Jewel, and B.B. King.

The delay in announcing the show is due in part to the
difficulty in securing sponsors and artists. By moving the
show from August, as was originally pianned, to October,
the event becomes more of a “remember to vote,” rather
than “register to vote,” concert, given that voter registra-
tion closes Oct. 11. The Hard Rock Cafe had originally
signed on to sponsor the show, which

Ballots Out On Rock The Vote Show:;
ENIT Festival Fights Venue Battles

festival, including Black Grape, Love And Rockets, and
Buju Banton, pulled out, citing either lack of tour funding
or lack of desire.

Despite such pitfalls, the first date of the festival, an Aug.
17 show at Garden State Arts Center in Holmdel, N.J., drew
a sell-out crowd of 10,000. The other festivals are in Bostan,
Philadelphia, and Bear Mountain, Calif. No word from Far-
rell on whether he’ll try the festival again next year.

‘THIS AND THAT: Discovery Records has inked a deal
to market and distribute upcoming releases from London-
based indie China Records. China plans to open a U.S.
office to help work the projects. The first albums to go
through the new deal will be

would have been broadcast on televi-
sion as “Hard Rock The Vote” (Bill-
board, June 22). However, the restau-
rant chain has since pulled out.
Additionally, HBO, which had been
approached about airing portions of
the concert, has decided not to be
involved. Discussions are now being

Morcheeba’s “Who Can You Trust”’
and HeavyShift’s “The Last Picture
Show,” both of which will come out
next month. Future releases will
include a remix album from Art Of
Noise and new efforts by Zion
Train and the Egg. Not included in
the deal are China acts the Lev-

held with MTV and ABC.

“When HBO said no, the rele-
vance changed. We lost the mouth-
piece to tell people [to register to vote] in the direct way,”
says James Berk, president/CEO of Hard Rock Cafe
International. However, Berk stresses that if Hard Rock’s
participation were the only way to make the concert pos-
sible, the chain would help. “If [Rock the Vate head] Ricki
Seidman came to me and said, ‘Close the gap,’ we’d say,
“You bet.’ I think Ricki is God. Her involvement has been for
the right reasons from the start.”

The Hard Rock is working with Rock the Vote on other
voter-awareness programs, including potentially under-
writing a public-service-announcement campaign. A Rock
the Vote party will be held at the Hard Roek in Chicago
during the Democratic National Convention.

Seidman declined to comment on the concert, saying that
she prefers to wait until all the plans are confirmed.

ENIT UPDATE: When we last spoke with ENIT Festival
organizer and Porno For Pyros head Perry Farrell, there
were 15 dates on the schedule for the multi-act, multime-
dia experience (the Beat, Billboard, July 20). Ultimately,
the slate has been whittled down to a mere four stops for
the festival, which incorporates band performances with
tree-planting ceremonies and a communal meal.

So what went wrong? According to Farrell’s represen-
tative, the cost of fighting local ordinances to extend the
show’s hours or allow it to be held in nontraditional venues
proved prohibitive at most sites.

Additionally, a number of artists signed to appear at the

by Melinda Newman

ellers, Blameless, and Louchie
Lou & Michie One. Discovery is
distributed through WEA ... RCA
has no plans to replace Danny Heaps, who departed his
post as senior VP of A&R and marketing last week.

For the first time since they reeorded “Got To Get You
Into My Life” for the flick “Sgt. Pepper’s Lonely Hearts
Club Band,” Earth, Wind & Fire hzive a track in a movie.
The ballad “Cruisin’” will appear in Spike Lee’s “Million
Man March,” which comes out in October. The song is also
on EW&F’s new album, which is already out in Japan on
Avex. The group, which is no longer on Warner Bros., is
negotiating a new domestic deal. In other EW&F news,
band co-founder and producer Maurice White nas
launched his own label, Kalimba Records. Among the
artists on the label are keyboardist Freddie Ravel and
jazz/hip-hop act Hypnofunk.

For all those Abba fans out there, Frida, known as Anni-
Frid Lyngstad in her native Sweden, will release her first
album in 12 years in September. The album, performed in
Swedish, will come out in Sweden on Anderson Records,
Lyngstad’s own label . . . The Black Crowes have left CAA
for APA for concert bookings.

WHO’S NEXT: As expected, the Who will tour the U.S.
with “Quadrophenia.” The rock musical, which sold out six
shows at New York’s Madison Sq,uare Garden in July, will
travel to 12 U.S. cities, starting in Portland, Ore., in Octo-
ber. Other towns on the parade route include Vancouver
Los Angeles; Detroit; Buffalo, N.Y.; Boston; Tacoma, Wash.;
San Jose, Calif.; Chicago; Cleveland; and Philadelphia.
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Golden Palominos Trip-Hop On Dark Side

Somber Set On Restless Features Poet Nicole Blackman

M BY DAVID SPRAGUE

NEW YORK—Devotees of left-field
rock have long been fascinated by
charting the ever-changing moods of
the Golden Palominos. But even long-
time followers of the Anton Fier-led
outfit might be in for some double
takes upon hearing “Dead Inside,”
which Restless will release Oct. 8.

The album, a collaboration with New
York poet Nicole Blackman, is a dark
fusion of ambient trip-hop sonics and
compelling, psychosexual lyric forays.

Fier says a somber tone was exactly
what he envisioned for the set. “When-
ever Nicole raised any questions about
us getting too dark, I would say,
‘There’s no such thing,’” ” he recalls. “I
was looking to ereate an album that
was cohesive in its mood, and that
mood certainly comes across.”

Restless will be looking to capture
that mood in what VP of marketing
Rich Schmidt says will be an extensive
consumer-advertising campaign, one
that the label will redouble in the
Palominos’ traditionally strong mar-
kets—notably San Francisco, Min-
neapolis, Miami, and Detroit.

“We’re going to kick things off four
weeks before the release in eyber-
space,” says Schmidt. “There’s a Gold-
en Palominos site on Restless’ Web
page, which has links to a site Anton
has set up independently. There will be
musie there for fans to download for an
exclusive peek at the album.”

Schmidt says the label hopes “Dead
Inside” will garner support within the
burgeoning trip-hop club scene, and it
will service a large number of DJs and
clubs with a vinyl edition of the album.
Once feedback starts coming in from
those realms, individual tracks will be
chosen for 12-inch remixes. In the
meantime, commercial alternative
radio will be serviced with an edit of
“Ride” approximately two weeks
before the album release.

“I'm really looking forward to get-

ting the album because I think Nicole
Blackman is a great talent, and she’s
an incredible star for our listeners,”
says Shawn Stewart, music director at
modern rock outlet KREV (Rev 105)
Minneapolis. “She recorded a couple of
poems for me a while back, and when-
ever we play anything new from her,
the response is absolutely insane, even
more than when we play new singles
by huge-selling bands.”

BLACKMAN

That’s likely to continue, given the
compelling nature of tales like the self-
immolating “Holy” and “Vietim” (a
story of a kidnap/murder told from the
point of view of the victim).

“I heard the story of this woman dis-
appearing, and I was ineredibly moved
by it,” Blackman says. “I didn’t want
to be exploitive; I simply thought her
story deserved to be heard.”

Initially, Blackman was going to be
one of several vocal performers on
“Dead Inside,” but for continuity’s
sake, it was decided that she would
perform on all the album’s tracks.

“I think it’s very cohesive, almost an
opera,” she says. “People have said it’s
disturbing, which is fine. If they
weren’t disturbed by these pieces, I
wouldn’t have done my job.”

Blackman’s seductively rhythmic
phrasing makes for an interesting
mateh with Fier’s dreamy composi-
tions—which he crafted mostly on
computer, crediting himself with
“rhythmic and nonrhythmie sound.”

“We weren't really trying to make
songs here as much as we were trying
to make sounds with words. I'm not

particularly interested in song strue-
ture as it exists now,” says Fier. “It is
a departure, but there have been
numerous occasions on which I've
changed directions; that’s inherent in
what the Golden Palominos are.”

That’s an understatement on Fier’s
part. From the band’s beginnings as a
loosely configured avant-funk outfit
dominated by New York scene main-
stays like Arto Lindsay and Bill
Laswell, the Palominos mutated grad-
ually. For a time, Fier employed a
rotating-singer setup, bringing in such
guests as Michael Stipe, Richard
Thompson, and John Lydon for
straightforward rock albums such as
1985’s “Visions Of Excess.”

More recently, the Golden Palominos
were anchored by the songwriting and
vocals of Lori Carson, who is signed to,
Restless as a solo artist. But last year,
Fier decided that two albums—which
seems to be his traditional attention
span—was enough.

“Actually, that area should probably
have been left after ‘This Is How It
Feels,’ ” he says. “ ‘Pure,’ instead of
being a growth, was more a treading
of water. It was not nearly as experi-
mental as I'd hoped it would be.”

Due to the nature of the new project,
touring is highly unlikely, Fier says.
“I’'m not going to put together a half-
assed band to copy these songs in order
to sell records. If it goes gold, maybe
I'll reconsider that, but not until then.”

Since Blackman maintains a busy
performance schedule (in addition to
running her own music publicity firm),
Restless may rely on her for some pro-
motional aid via her spoken-word
shows.

“We respect Anton’s wishes in
terms of touring, and we’ve learned to
work within the parameters in which
he’s comfortable,” says Schmidt. “I
think that through word-of-mouth and
the club promotion we're planning on,
the record will get into the right
hands.”

RICK RUBIN, AMERICAN RECORDINGS AIM TO BRING BACK DONOVAN

(Continued from preceding page)

hopefully please others,” recalls
Donovan. “That’s how our relation-
ship began.”

However, as the singer/songwriter
and producer/label head began to
develop a relationship, Donovan
learned of Rubin’s diverse credits and
was impressed with his dedication
and love for music.

“I became aware that he had been
one of the people that broke the
ground in the field of rap in New
York,” Donovan says. “Then, when I
met him, I was introduced to the Rick
Rubin who was discovering the
acoustic music of America and the
world when he was working with John
Cash. I was very impressed when we
were in his car, his *78 Rolls-Royce,
driving down Hollywood Boulevard
on our way to the Valley to look at
some old acoustic guitars. He was
becoming a big fan [of roots musie],
and he was doing his homework.

“On the player in his car was a tape
of [country singer] Jimmie Rodgers
from 1928. I felt very much at ease.
He knew where to go to see where
John Cash came from.”

With Donovan living in Ireland and

visiting L.A. for weeklong stays every
three months, “Sutras” was a few
years in the making. Instead of rush-
ing Donovan right into the studio to
record, Rubin advised him to take
time to write an abundance of mater-
ial.

“Artists that have made lots of
records get into a very specific habit,”
Rubin says. “They make a record, go
on the road, and record again whether
they are prepared to make a record
or not, because that's the cycle. In the
case of grown-up artists, which I like
to call them, it’s not easy to try to
break that cycle. They should spend
as much time as it takes to write, like
they did on their first album, and not
rush into making an album,”

Donovan, whose songs are pub-
lished by peermusic/BMI, took
Rubin’s advice to heart and composed
more than 100 songs. “He told me to
try to write a couple of ideas every
day,” Donovan recalls. “And like a
coach, he would play me my old
records and say, ‘Write a song in this
style.” ”

When it came time to record, Rubin
also took a different approach with

Donovan. Initially, Donovan recorded
some tracks with a band, but that
method was serapped in favor of a
more intimate approach. “When I
performed a song three times with a
band, each time it would come out the
same way,” says Donovan. “But when
I did it by myself with just a guitar,
each one was different, and we liked
that feel.”

In all, about 20 songs were record-
ed for the album. “At one point, it felt

like we were making a Beach Boys or .

Beatles record, because it was taking
so long,” Donovan says.

To break up the sessions, Rubin
suggested that Donovan try out some
of the new material in live perfor-
mances. First, the singer played Luna
Park in West Hollywood, Calif., fol-
lowed by a series of shows at the
Viper Room on the Sunset Strip. “The
media came, fans, and friends,” says
Donovan of the Luna Park date. “It
felt like 1966, when I was opening at
the Trip in L.A.”

He found the chance to play new
material for an audience particularly
rewarding. “In the last 10 years when

(Continued on page 16)

'Fountains Of Wayne Bubble
Forth From Scratchie/TAG

NEW YORK—Fountains Of Wayne
take their name from a legendarily

1 kitsehy knick-knack shop in suburban

New Jersey—an image that’s alto-
gether apropos of the wry, collegiate
art-pop that permeates the much-
touted band’s self-titled Seratchie/
TAG debut, due Oct. 8.

“We've always been more into song-
writing than most of the people we've
played with over the years,” says
Adam Schlesinger, who, along with
Chris Collingwood, is the core of Foun-
tains Of Wayne. “I guess you could call
us the grunge Everly Brothers.”

That depiction is somewhat tongue-
in-cheek, but the sheer pop immedia-
cy of songs like initial single “Radia-
tion Vibe” and the satiric “Please
Don’t Rock Me Tonight” (which
Collingwood deseribes as “our big
anti-rock anthem”) is undeniable.

“There’s something really unique
about what they do—it’s not merely
an aping of what’s going on else-
where,” says Michael Krumper,
Atlantic VP of
product develop-
ment. “There’s a
casual quality
and a sense of
humor that peo-
ple will respond
to right away.”

Fountains Of
Wayne, which is
managed by
New York-based Q Prime, will
release its recordings under the
Scratchie/TAG designation. Seratch-
ie—which is jointly run by
Schlesinger and Smashing Pump-
kins members James Iha and D'Arey

(Continued on page.90)

FOUNTAINS OF WAYNE

amusement
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Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s) Capacity Promoter
CLIFFORD BALL: Plattsburgh Air Force  Aug. 16-17 | $3,310,245 135,267 Great Northeast
PHISH Base $30/820 © two Prods.
Plattsburgh, N.Y : sefiouts
ALAN JACKSON We Fest Aug 4 $1.281,390 ans We Fest Inc
MARY CHAPIN CARPENTER | Detroit Lakes, Minn $200/$30 seliout
PAM TILLIS
TERRI CLARK
JIMMY BUFFETT & THE Coca-Cola Star Lake  Aug. 2-3 $1.211,752 44907 PACE Concerts
CORAL REEFER BAND Amphitheatre $37.50/$23.50 twa seil- DiCesare-Engler
Burgettstown, Pa. outs Prods.
NEIL DIAMOND Rose Garden July 29-30 $1.102.123 0N Apregan Entertain-
Portland, Ore Gross Record seliout ment Group
$35/827.50/$17.50
JIMMY BUFFETT & THE Hardee's Walnut Aug. 6-7 $1.047,215 39,108 PACE Concerts
CORAL REEFER BAND Creek Amphitheatre $36/823.25/$19.50. 40,000 Cellar Door
Raleigh, N.C. Iwo shows
NEIL DIAMOND America West Arena,  Aug. 13-14 $961,163 35970 Apregan Entertain-
Phoenix $35/827.50/317.50 37,346 ment Group
wo shows
PHISH Deer Creek Music Auvg. 12-13 865 42,158 Sunshine
Center $22.50/819.50 two Promotions
Noblesville, ind sellouts
ALANIS MORISSETTE, Molson Park Auvg 10 $798.817 33581 MCA Concerts
QUR LADY PEACE, Barrie, Ontario ($1,092,835 sllout Canada
FRENTE, DINOSAUR JR, Canadian)
WILD STRAWBERRIES $25 50/$21.50
NEIL DIAMOND, ARCO Arena Aug. 5-6 $768,065 554 Bilt Graham
Sacramento, Calif $35/$17.50 two Presents
_ satfouts
LOLLAPALOOZA '96: Spartan Stadium,  Aug. 2 $762.510 21,78 Bill Graham
METALLICA, San Jose (Calif.) $36 sellout Presents
SOUNDGARDEN, State University
RAMONES, San Jose, Calif
SCREAMING TREES,
RANCID, PSYCHOTICA,
AND OTHERS

Copyrighted and compiled by Amusement Business, a publication of Billbward Music Group. Boxs-
cores should be submitted to: Marie Ratliff, Nashvilie. Phone: (615)-321-4295, Fax: (615)-321
0878. For research information and pricing, call Marie Ratliff, (615)-321-4295
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RICK RUBIN, AMERICAN RECORDINGS AIM TO BRING BACK DONOVAN

(Continued from page 14)

I play a concert, the audience wanted
to hear the history of my career,”
Donovan says. “I found introducing
new songs a challenge. It was a gas.”

Once the sessions with Donovan
were complete, Rubin augmented the
tracks with contributions from a num-
ber of other instrumentalists, includ-
ing frequent Donovan collaborator
Danny Thompson (bass), Steve Fer-
rone (drums), and Benmont Tench
(keyboards) of Tom Petty & the Heart-
breakers. Rubin also invited a younger
crop of musieians to play on the album,
including Red Hot Chili Peppers gui-
tarist Dave Navarro, American
Recordings artist Jonny Polonsky, and
Spain singer/bassist Josh Haden.

Although Donovan isn’t familiar
with the work of all of the guest play-
ers on the album, he did catch a live
performance by Spain and was quite
impressed. “They’re like Leonard
Cohen on downers,” he enthuses.

The singer/songwriter was also
impressed by Rubin’s production work
when he heard the mixes of the songs
of “Sutras,” complete with the over-
dubs.

“I got out a little notebook, and the
most astonishing thing was that I
didn’t make any notes at all until I got
to the ninth track. He had mixed and
arranged the things just the way I
would have. It just goes to show the
synchronicity between Rick and 1,”
Donovan says.

American is hopeful that consumers
who purchase new age produets will
also be in syne with Donovan.

American Recordings VP of new
media and marketing Mare Geiger
says the label will target new age book-
shops even more aggressively than tra-
ditional musie retail outlets.

It will also target subscribers of The

Utne Reader and The New York Times
and listeners of National Public Radio
with a direct mailing.

In addition, Donovan will go on a
promotional tour in the fall, stopping at
various new age conventions, where he
will discuss his music and perform.

In spring, the singer/songwriter
will likely go on a more traditional
tour, either as a headliner or a sup-
port act. (Plans for an earlier tour as
a support act for Nusrat Fateh Al
Khan were aborted after Donovan
ran into some visa problems stem-
ming from a 1966 misdemeanor
charge for possession of marijuana.

The situation has since been recti-
fied.) Donovan is booked by the
William Morris Agency.

On the radio front, American plans
to aggressively pursue airplay at
triple-A and new age stations. At press
time, the label was considering “Please
Don’t Bend” or “The Way” as the first
track it will serviee to radio.

While Geiger says that “Sutras” will
appeal to longtime Donovan fans, he
makes the distinetion that it should not
be confused with some of his familiar
’60s pop-leaning material. “This is not
a pop record,” he says. “There’s no
‘Hurdy Gurdy Man’ or ‘Sunshine

Superman.’ It’s a deep record, and we
will be more successful with word-of-
mouth rather than trying to leverage
the mass media.”

Geiger also notes that Donovan’s
album is different than the Cash
album, which appealed to younger
fans, as well as the faithful. “This is not
akids’ record,” he says. “I'm not saying
that there aren’t kids that will enjoy
this, but I don’t believe it is the same,
and we aren’t going to position them in
the same way.”

However, young rock fans may find
a song called “Nirvana” of particular
interest, although the song was

inspired by an ancient Buddhist text
that Donovan and Rubin studied, not
by the band fronted by the late Kurt
Cobain.

“After I wrote it and played it for a
few friends, they went, ‘Wow, that’s a
great song for Kurt.’ Then I realized
that the lyries ‘Gone, gone to the other
shore’ could just as easily be for Kurt,
too,” says Donovan. “It’s curious when
you are a songwriter. Sometimes you
can get a song that comes out that
reflects a mass experience. It was
about Kurt as well. It didn’t start that
way, but it certainly turned out that
way.”

TMBG BANKS ON LOYAL FOLLOWING

(Continued from page 13)

sales, potentially, we could have a very
big record with them.”

The band tours exhaustively, spend-
ing more than half a year on the road in
support of an album. “They’ve been on
the road for the last 10 years or so,”
says Marcia Edelstein, senior director
of marketing and product manager for
Elektra. “They work very hard, and
touring has been a huge part of how
they’ve developed.”

On tour, TMBG sees a profit selling
an ever-changing selection of T-shirts.
Their newest design, by artist Tony
Millionaire, depiets Flansburgh and
Linnell at age 90 or so. “It’s really dis-
turbing,” says Linnell, “It actually kind
of freaks me out to look at it.”

Although greeted by enthusiastic
fans at their headlining dates, the
band’s audiences at its warmup gigs
have sometimes differed. “They’re
basically waiting for you to leave, so it's
a little bit demoralizing sometimes,”
says Linnell. The band can take some

comfort in the fact that the members
of Hootie & the Blowfish are TMBG
fans themselves.

“The Hootie opportunity is to play in
front of a very large audience,” says
Kleinberg, “Obviously, there’s going to
be people there who’ve not seen the
Giants before and might be unfamiliar
with their music. And we see that as a
potential upside.”

They Might Be Giants tour as head-
liners Sept. 5-28 and join Hootie & the
Blowfish Oct. 4-Nov. 2. Additional
TMBG headlining dates will follow in
November.

With the album’s October release
coming in the middle of the tour, “we’re
looking to position this at retail very
aggressively,” says Kleinberg. “We're
considering rolling them out into some
stores when they’re out on the road
and doing some in-store appearances.
And we’re always doing things with
radio, whether it’s performances or on-
air appearances.”

At radio, Elektra is staging a multi-
format assault, sending advance copies
of “Factory Showroom” to college sta-
tions the second week of September.
The “S-E-X-X-Y” single will go to
alternative and triple-A stations at the
end of the month, followed by top 40
one week later.

On the Internet, Elektra will be
posting information about the new
album on its World Wide Web site
(http//www.elektra.com). The Elektra
site is linked to They Might Be Giants’
soon-to-be-opened  Web  site
(http://www.tmbg.com). “That’s per-
fect for these guys and for their fans,”
says Edelstein, “We should be includ-
ing some bits from the new album on
the site, and hopefully they’ll be doing
some online things with us.”

At present, there is no scheduled
video shoot for “S-E-X-X-Y.” “We're
hoping to do a video very shortly,” says
Kleinberg, “We’re looking to get a little
bit of feedback from the marketplace,
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from radio. Videos are an awful lot of
money, and any record company at this
point is trying to be more prudent
about what we push buttons on. And
frankly, the band should be as well,
because they pay for a portion of it.”

Flansburgh doubled as video
director for TMBG’s earlier single
“The Guitar” and has directed clips
for Frank Black, Soul Coughing, and
Edwyn Collins. Flansburgh’s other
outside projects include his Hello CD
of the Month Club, which releases
material by TMBG members and
others.

But Flansburgh’s most ambitious
outside project is Mono Puff, a full-
fledged band whose album “Unsuper-
vised” was released earlier this year
by Rykodise. The video for the single
“The Devil Went Down To Newport
(Totally Rocking)” has received airplay
on MTV’s M2.

Linnell’s back-burner projects
include a collection of 50 songs written
for all 50 states (five have been record-
ed for Hello) and a series of songs
about the mayoralty of New York.

With such inarguably marginal pre-
occupations on the band’s part,
observers might be surprised that
They Might Be Giants ever found a
home outside the innovative Bar/None,
which released their self-titled debut
album, its follow-up, “Lincoln,” and a
B-side collection.

Linnell explains that a major label
was the only place the band could go.
“There was a moment when we start-
ed selling so many copies of ‘Lincoln’
that Bar/None—God bless them—just
wasn’t really able to keep production
up. They couldn’t meet with demand.
That wasn’t a reflection on their enthu-
siasm for the project. They didn’t have
the resources to expand that quickly.
So Elektra was really the right move
at that moment.”

Says Elektra’s Kleinberg, “Their
albums have had varying success rates,
with [label debut] ‘Flood’ being the
biggest of them all. We think that the
potential audience base is enormous,
because between their lyries and their
musie, we think the songs are quite
good. And good songs appeal to a lot of
people.” Three albums remain on
TMBG’s contract with the label.

Linnell thinks the key to TMBG’s
success is the strong bond they have
with their audience. “We have this kind
of not huge but loyal following.” he
says. “They’re going to continue to buy
our records. If Elektra puts out a They
Might Be Giants record, it will get sold,
even if they don’t spend a ton of money
promoting it. They can rely on that.”
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If you've never heard of 4HIM, let’s just say you're
rapidly becoming an endangered species.

To date, 4HIM has sold almost 2 million albums, including
a Gold record for The Basics Of Life.

Upon its release last month, their brand new recording,
The Message, spent three consecutive weeks at #1 on
SoundScan’s contemporary Christian music sales chart.

In addition, 4HIM has celebrated 15 #1 songs, and won
virtuo”r every major award there is to win in the exploding
cem field.

In fact, you could say what their millions of fans have been
saying for more than 6 years: 4HIM has been — and continues
to be — one of the truly defining acts in contemporary
Christian music.

Now you can see 4HIM on one of the biggest contemporary
Christian concert tour of the year this fall — 42 of the country’s
biggest concert halls and arenas, with state-of-the-art produc-
tion and saturation-level local promotion.

Check your stock. If you don't have The Message (or 4HIM's 5
other best-selling recordings) available now at your store, call your
distributor today to order.

And don’t miss one of the most unforgettable concerts of the year.
In any genre.

For product orders or concert information,
call your distributor or Benson Records at 800/688-2505

-
Ameriean
Bible
Socicty

Me ment Mike Atins
Mike Atking Management

MERCY MINISTRIES
O AMERICA

Willom Morns Agency

4HIM / POINT OF GRACE — THE TOUR (FALL) :

e NAIRID

SEPTEMBER 5 Stillwater, OK ¢ 6 Des Moines, |A ® 7 St.

1 AR X
L _Li&n

Louis, MO ® 10 Tupelo, MS ® 11 Belton, TX ® 12/13/14 Dallas, TX * 19 Shreveport,

LA & 20 Houston, TX ® 21 Baton Rouge, LA ® 23 Springdale, AR © 24 Joplin, MO ¢ 26 Kansas City, KS ® 27 Indianapolis, IN ® 28 lynchburg, VA ® 29 Woodbridge, VA OCTOBER 4 Akron,
M| e 13 Grand Rapids, Ml ® 17 Memphis, TN ¢ 18 Birmingham, AL ® 19 Cumming, GA * 24 Chattanoogg,

OH 5 Pitisburgh, PA ® 10 Quincy, IL ® 11 Cincinnati, OH * 12 Aubum Hills,

TN o 25 Charlotie, NC @ 26 Spartanburg, SC ® 27 Myrtle Beach, SC ® 31 Wheaton, L NOVEMBER 1 Wheaton, IL ® 2 Peorig, IL ® 3 Minneapolis,
Ft. Lauderdale, FL ® 12 Monroe, LA ® 14 Litle Rock, AR ® 15 Jackson, MS ® 16 Mobile, AL All Dates Subject To Change. For tour information, call Atkins, Muse & Associates: 6 15/298-2211

MN e 7 Sarasota, FL ® 8 Orlando, FL ® 9
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WB’S COLE COMES THROUGH ‘THIS FIRE’

(Continued from page 1)

due Oct. 15 on Warner Bros., reflects a
newfound maturity grounded by a
good dose of positive energy.

“This Fire” is Cole’s first experience
working with Warner Bros. from start
to finish. Her first album, “Harbinger,”
was released by the Imago Recording
Co. in July 1994.

After Imago lost its distribution deal
with BMG, Warner Bros. attempted to
pick up Cole, Henry Rollins, and Aimee
Mann from Imago, but the deal failed
to materialize (Billboard, June 22).
However, Warner Bros. and Imago
were able to agree on a deal for Cole by
which the Imago logo would appear on
her releases. As aresult, Warner Bros.
rereleased “Harbinger” in July 1995.

“Harbinger” has sold 79,000 units,
according to SoundScan.

“I think this [new] album is an emer-
gence of self,” says the 28-year
singer/songwriter of “This Fire.”
“‘Harbinger’ was written with an ado-
lescent point of view. But now I don’t
have be so gentle.”

Touring as the only female member
of the band on Peter Gabriel’s Secret
World Live trek and doing a string of
supporting dates with Counting Crows,
Melissa Etheridge, and Sarah McLach-

ence beyond the triple-A crowd.

“She’s an incredible talent and has
the potential to reach a mass audi-
ence,” says Warner Bros. VP of prod-
uct management (U.S.) Peter Standish.
“There are more artists out there than
we realize that are capable of tran-
scending into other formats. Who ever
initially thought Sheryl Crow or Joan
Osborne would have been played on
[L.A. modern rock station] KROQ?”

Triple-A KSCA Los Angeles PD
Mike Morrison agrees that Cole has
crossover potential.

“Paula’s a unique artist, and ‘I Am
So Ordinary’ spoke to a lot of people,”
says Morrison. “Any good talent has
crossover appeal.”

Warner Bros. is confident Cole is up
to the task and plans an extensive tour
schedule to expose her to new audi-
ences. The label will release “This
Fire” internationally in early 1997.

Although dates have not been set, a
domestic tour will most likely start in
October or November, according to
Cole’s manager, John Carter.

In the meantime, Cole will play Van-
couver Sept. 14 as part of the McLach-
lan dates.

“Paula is a great songwriter and is
a tremendous live performer with an
incredible amount of passion,” says
Standish. “When you have an artist
that conveys that much emotion, it
makes a connection with an audience.”

Warner Bros. intends to mix up
Cole’s dates, having her either head-
line or open in as many markets and
small venues as possible.

Bookings will be handled by Dan
Weiner of the Monterey, Calif.-based
Monterey Peninsula Artists.

The labelis in the process of lensing
amusic video for “Where Have All The
Cowboys Gone?”

Radio and retail share Warner Bros.’
enthusiasm about “This Fire.” “ ‘Har-
binger’ continues to sell well,” says
Borders Books & Music triple-A buyer
Bob Reamer. “The release of a second
album makes her much more recog-
nizable, and that big tour with Sarah
McLachlan will really help.”

Reamer says the chain will stock at
least 25 units per store of “This Fire”
and will most likely feature it in its
“Instant best seller” new-release sec-
tion.

The weekly magazine that tells you where to go and what to do. lan have given Cole a tough skin. “It

forced me to come out of my shell,” she

R e
To advertise, call Vaughan Tebbe, Publisher, 212-539-4422 says. M OTE L 0 PE N S DOO RS FO R S KE LETO N KEY
or Jim Lally, Advertising Sales Representative, 212-539-4427 Despite the long hours and bad food  (Continued from page 9)
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on the road, Cole puts a positive spin
on the experience.

“It was a rebirth, and I was given
this chance to sow a seed,” says Cole.
“I felt that I had a purpose and that
every chance I had to play was a
chance to sow another seed.”

Gabriel showed his gratitude for
Cole’s hard work on his tour by pro-
viding guest vocals on the tender bal-
lad “hush, hush, hush” on “This Fire.”

The songs on “This Fire,” published
by hingface music/Ensign Music Pub-
lishing/BMI, offer a sharp contrast to
“I Am So Ordinary,” the single from
“Harbinger,” which spoke about a
woman'’s low self-esteem.

Lyrical themes on “This Fire” range
from the anger caused by broken rela-
tionships and the power of lust to the
search for domestic bliss.

The album’s first single, “Where
Have All The Cowboys Gone?,” will be
serviced to triple-A stations Sept. 17.
In the song, Cole is looking for her
John Wayne hero and is willing to
devote herself to raising children, set-
ting up house, and tending to his every
need. Not exactly a feminist point of
view, but Cole isn’t apologizing.

“‘Cowboys’ is one of my older songs,
and, like many on the album, it’s a
snapshot of an emotion that occurred
in a moment of time,” says Cole. “And
like any human, you have a range of
feelings, and sometimes you feel like
you want someone to take care of you.”

Other times, however, Cole isn’t feel-
ing so passive. On “Throwing Stones,”

cretely, “We play three-minute pop
songs that rock like hell.”

Skeleton Key was bred less than two
years ago in and about the downtown
New York club the Knitting Factory,
where Maxwell worked as a talent
booker and Sanko appeared regularly
as the longtime bassist for the Lounge
Lizards, John Lurie’s neo-jazz big
band. With Stephen Calhoon on drums
and Rick Lee, virtuoso of found per-
cussion (or “junk,” as he terms it),
Skeleton Key has played all over Man-
hattan and on tours in support of such
acts as Morphine, Girls Against Boys,
and Cibo Matto.

Exuberant eccentrics like Captain
Beefheart and the Residents sidle up
to the odd Jesus Lizard or Nirvana
album within Skeleton Key’s sphere of
influences, along with classical music
and ethnic sounds. But Maxwell has an
earthier allusion: “What we aspire to in
our way is what all great rock’n’roll
bands have. You know, in the Stones,
you got Charlie and Bill laying it down,
and two drunk guitar players fucking
it up. With us, Erik and Steve lock in
and can really play the songs, while
Rick and I destroy the songs. It’s that
sort of mix of reverence toward the
song and irreverence toward the song
that makes things interesting.”

Last year, Skeleton Key put out a
three-track 7-inch viny! single, which
included the mad-love anthem “In My
Mind,” via Dedicated. (Dedicated is
also issuing the EP in the U K.) The

publicity and Triage International for
radio promotion. The label is distrib-
uted in North America by Feedback
Distribution, Caroline, Cargo, and
Darla, among others.

Motel plans to spread promotional
copies of “Skeleton Key” around liber-
ally, sending out 1,500 CDs to college
radio and indie retailers. The label is
also timing regional co-op advertising
and in-store appearances with the
band’s tour dates.

The Skeleton Key sound will also get
around via a Feedback sampler. Chris
Kouzes, marketing director for the
Glendale Heights, Ill.-based distribu-
tor, says Feedback is enthused enough
about the band to feature “The Spread-
ing Stain” as the lead track on its “Sea-
D 2” sampler. Feedback is pressing
10,000 of the discs for giveaways at
conventions and to key accounts.

Kouzes says preorders for “Skeleton
Key” have “already been above any
small indie thing we've done at this
early of a stage. We couldn’t be happi-
er with the response.”

Leila H., a program host at alterna-
tive WFMU New York, attended a
Skeleton Key performance at Motel's
distributor and retailer showcase in
mid-August at New York’s Mercury
Lounge and was impressed with the
group’s energy. “Skeleton Key is fun
to watch, and you can’t say that about
a lot of bands,” she says, adding that
she’s eager to see how the band’s per-
sonality translates to the airwaves.

cati the official NXNW istor for NXNW she pounds her opponent with deep  band has already recorded its full- In September, Skeleton Key teams
travel agency, AIC: .To_rog% piano and guitar chords accompanying  length debut, which will come out on  with Grand Royal act Butter 08 for a
1-800-450-9383 write, ¢ or e-mail: the lyrics “Call me a bitch in heat and ~ Capitol next spring. The album may nine-date run of the East Coast. A

Taking its cue from the diversity of
material present on “This Fire,” Warn-
er Bros. is eager to expand Cole’s audi-

“a team that really loves the band.”
With that in mind, Motel recruited
New York firms Nasty Little Man for

North by Northwest I'll call you a liar/We'll throw stones  include a couple of songs from the EP;  record-release show for “Skeleton
Box 4999, Austin, TX 78765 until we're dead.” both were produced by the band with  Key” is set for Sept. 27 at the East Vil-
512/ 467-7979 Says Cole, “I was nervous to put that  engineer Greg Gordon. lage club Brownies. The band is cast-
song out, because you don’t make pos- Christina Bates, president of the 2-  ing out for further support slots later

fax: 512/ 451 '075_1' itivity with negativity. But I like the  year-old, New York-based Motel, says  in the fall and winter.
e-mail: song, because it touches something  the foremost strategy for promoting Skeleton Key'’s gigs are booked by
72662,2“5@compuserve,com people can relate to.” “Skeleton Key” has been to assemble  the Chicago-based Billions, and its

songs are published by In Bed Music
(ASCAP). The band is managed by
Michael Hausman Artist Management.
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WALLFLOWERS ARE GETTING ATTENTION ON INTERSCOPE

(Continued from page 7)

released May 21, has sold 90,000
copies, according to SoundScan.

Steve Berman, head of marketing
and sales at Interscope, says the label
maintained a solid but deliberately low-
key marketing campaign to make sure
the Wallflowers developed at a reason-
able pace.

“We set realistic goals and tried to
take a very
patient, methodi-
cal, step-by-step
approach,” he
says. “Our first
goal was breaking
into the top 10 on
the Heatseekers
chart. Then it was

recORDs®| totrytogettoNo.
L~ 11 [on Heatseek-
ers]. We were more concerned with the
long-term growth of the act.”

Berman adds that the label “went
market to market, account to account,
making sure to get as much attention
as we could and as much of an in-store
presence as possible.”

To expose it to a greater audience,
the act opened for Chris Isaak in 1995.

INTERSCOPE

The Wallflowers, who are booked by
Creative Artists Agency and managed
by Andy Slater in Los Angeles, also
opened for dog’s eye view and contin-
ue to play club dates.

Berman credits the Indie Coalition,
an association of independent retailers,
with helping to boost sales. Interscope
ran a promotional program with the
organization in July, tailoring its pro-
motional activity to individual accounts
and emphasizing in-store play.

At least one retailer, Borders Books
& Music, was early to support the
album. Bob Reamer, music buyer for
the Ann Arbor, Mich.-based chain, put
the album into its “instant best seller”
program—a category usually dedicat-
ed to more established acts—immedi-
ately after hearing it.

The program includes featured posi-
tioning, in-store play, and listening sta-
tions.

“I was immediately blown away by
this record,” says Reamer. “We decid-
ed to go in strong with this, because
there was no reason we could think of
that wouldn’t make it a hit.”

Early VH1 support of the Wallflow-

ers clip for “6th Avenue Heartache,”
lensed by “Seven” director David
Fincher, was also effective in breaking
the act. It was recently designated a
Buzz Clip by MTV.

The Wallflowers owe much of their
ascension to the melodie, wistful “6th
Avenue Heartache,” which was ser-
viced to mainstream rock and triple-A
stations April 23. Eventually, it spread
to modern rock and top 40 on a region-
al basis, in keeping with Interscope’s
organic development strategy. -

The song, published by Brother
Jumbo (ASCAP), is at No. 56 with a
bullet on the Hot 100 Airplay chart this
week.

Gene Remano, PD at mainstream
rock WDVE Pittsburgh, says the track
has built steadily at the station. “It has
developed nicely, but it took a while for
our listeners to become familiar with it,”
he says. “It’s one of those songs that the
more you hear it, the more you like it.”

OVERCOMING THE HURDLES
While the band is enjoying its sue-
cess, its rise has not been the picture of
fluidity. Its debut album, “The Wall-

(Continued from page 7) :

she says. “That’s how the kitties be-
came a part of the record: I'd get
bored and sit there with the mike, and
Dorothy would walk by and then Mi-
amo-Tutti—with the sage burning—
and it made me laugh, because
Dorothy loves Miamo-Tutti, whatever
he does—and you know he goes out
screwing around! So it made me laugh
at myself, how ridiculous I am. When
you feel anger or pain from relation-
ships, it’s hard to change, but when
you look at it from the outside, you see
how dumb it is. I worry sometimes
that I can be too self-indulgent. Then I
see the cats act like this and realize it’s
OK. That’s just the story behind these
songs: It’s just a cute, colorful, little,
stupid record.”

Rich Holtzman, 4AD label manager,
doesn’t describe the album quite in
those terms, but he does single Ger-

‘mano out as “one of the most important

artists for our label.” She has benefit-
ted greatly by the heavy touring and
promotional activity behind her two
previous 4AD titles (4AD’s “Happi-
ness” was a remixed and remastered
version of the album originally released
by Capitol).

Promotion of “Excerpts From A
Love Circus,” Holtzman notes, will fur-
ther the label’s long-term artist-devel-
opment plans for Germano, starting
with servicing “Small Heads” approxi-
mately two weeks after the album’s
release to college stations and publie
and community radio formats, “where
she’s always done really well in the
past,” he says.

This will be followed by retail co-op
advertising and time buys on radio
stations in Germano market strong-
holds, including Seattle, Minneapolis,

“On The Way Down From The
Moon Palace” (Major Bill, 1991):
Germano’s critically acelaimed debut
was entirely self-produced and was
manufactured, promoted, and mar-
keted on her Major Bill label—so
named because it cost her a “major
bill.” Eventually picked up for distri-
bution by Caroline, the dise is out of
print, though a reissue is possible. Its
organic structures and confessional
innocence gained great notice and
led to Germano'’s deal with Capitol.

“Happiness” (Capitol, 4AD,
1993): The ironically named album
was produced by Daniel Lanois asso-
ciate Malcolm Burn. Several guest
musicians were brought in to satisfy
major-label commercial desires, but
the set retains the intensely person-
al nature of Germano’s music. It
yielded the singles “You Make Me
Want To Wear Dresses” and “Pup-
pet” but created artistie differences

A Lisa Germano Discography

between Germano and Capitol,
which, in an unusual move, released
her and the album to 4AD, which
reissued a remixed and resequenced
version that was more to Germano’s
liking.

“Geek The Girl” (4AD, 1994):
4AD wasn't looking to release new
Germano product so soon (six
months) after reissuing “Happiness”
but felt that Germano’s homemade
demos for her third album fit in well
with the label’s image. Co-produced
by Germano and Burn, the autobio-
graphical “Geek The Girl" returned
to the mostly solo concept of her first
album. Its disquieting look at a
young woman'’s sexually vulnerable
struggle for identity featured the sin-
gles “Stars” and “Cry Wolf.”

“Excerpts From A Love Circus”
(4AD, 1996).

San Francisco, Los Angeles, Port-
land, Ore., and her Indiana home
base.

There is also a video for “Small
Heads,” and Holtzman expects “enor-
mous press” for Germano, “because
this record is very strong, and she has
always been a critics’ favorite.” She’ll
tour domestically for a month in Sep-
tember before going to Europe. In Jan-
uary, 4AD will issue “I Love A Snot” as
the second single, focusing this time on
triple-A and modern rock, as well as
public radio, with Germano to resume
touring at this time.

“She’s such a great artist to work
with because she’s willing to bust her
ass for months on end,” says Holtzman.

Chris Rasmussen, for one, seeks to
exploit Germano’s work ethic at his
indie-oriented Secret Sounds record
store in Bridgeport, Conn.

“We absolutely love Lisa Germano!”
says Rasmussen, who owns the store,
fondly recalling her and her label reps’
visit there a couple of years ago, after
which everyone went out for pizza.
“She’s great fun and such a delightful
person, and it’s important for people
to see her live, because just hearing
one song on her record doesn’t convey
the whole picture. She’s got a twisted
kind of lyrical viewpoint, but her
melodies are so lovely that it balances
out.”

Rasmussen, who is confident that his
sales of Germano’s titles better those
of chain stores like Strawberries or
Coconuts, will display the new product
in the window and highlight it further
inside.

Chris Douridas, music director and
air personality at public radio station
KCRW Los Angeles, is also eager to
expose “Excerpts From A Love Cir-
cus.”

“We’ll play it the second we get it,
out of the box,” says Douridas. “All her
previous albums got substantial airplay
here, and she has performed several
times on our ‘Morning Becomes Eclec-
tic show. So she’s someone we're
always anxious to hear more from.”

flowers,” was released on Virgin in
1992, but several of the band’s sup-
porters left Virgin just prior to that
release, and the band and label even-
tually agreed to part ways (Billboard,
April 20).

A subsequent lineup change left
singer/songwriter Jakob Dylan and
keyboardist Rami Jaffe as the band’s
only original members. Bassist Greg
Richling, who joined the group three
years ago, also remained as the band
set out to regroup.

Says Dylan, “When our contract fell
through, there was a year where
nobody would come to see us, talk to us,
or even return our manager’s phone
calls. We were severely damaged and
mauled goods at that point.”

After its dry period, the band
rebounded and was signed to Inter-
scope in early 1994,

In the studio, the Wallflowers were
aided by producer T Bone Burnett and
a cast of guest artists, including the

Counting Crows’ Adam Duritz, Michael
Penn, the Jayhawks’ Gary Louris, and
Sam Phillips. :

Says Dylan, “The joke was, ‘Maybe
you don’t think you will like the album
because I'm on it, but hey, Adam Duritz
is on it also. Do you like Michael Penn?
You may love some of his work on this

.record. Why do you think there are

stars on the album cover?' ”

“Bringing Down The Horse” was
released in markets outside the U.S. in
June via Interscope distributor MCA,
with the exception of the U.K., where
it bowed in mid-August.

The band’s progress has provided a
bit of a respite from the focus on
Dylan’s relationship with his father,
Bob.

“I have begun to do more interviews
than I did with the first album, because
theré was nothing to talk about then,”
he says. “I still say there’s no harm in
people asking [about my father]. I'm
just not answering.”

‘ELEVATORS’ CARRIES LAFACE’S OUTKAST TO TOP

(Continued from page 7)

company’s ties with local radio sta-
tions. “[LaFace] always has the prob-
lem with our groups being local. We
don’t feel we get the support we need
from the local stations, so with [‘Eleva-
tors’] breaking locally first, it cement-
ed our ties.”

LaFace released the single nation-
wide after WHTA began playing it.

Violet Brown, urban music buyer for
the Torrance, Calif.-based Wherehouse
Entertainment chain, preordered a
large quantity of “ATLiens” after hear-
ing “Elevators.”

“This is a highly anticipated album,”
Brown says. “Customers have been
asking for the album for many, many
months now, and I only stock what the
customers demand. I'm assuming it will
debut at No. 1.”

“Elevators” debuted on the Hot R&B
Singles chart July 27 at No. 5, its peak
position, and is No. 7 this week. The
song debuted on Hot Rap Singles July
27 at No. 2, peaked at No. 1 Aug. 3, and
is currently No. 2.

The album’s second single, “Wheels
Of Steel,” is due for release by the end
of September.

“ATLiens” is a notable departure
from OutKast’s hip-hop coastal-war-
defying debut album, “Southernplayal-
isticadillacmuzik,” released in 1994.
Whereas “Southern” concentrated on
the Southern “player” lifestyle,
“ATLiens” embraces family and matu-
rity.

“It’s like everybody’s talking about
sipping champagne and being big time,”
Dre said. “So we just took it upon our-
selves to do something new. When we
came out in '94, we were just out of high
school, but now we’re older—some of
us have babies. I want my children to
say, ‘Daddy really said something; he
wasn’t just trying to brag on himself.’
We're just trying to take care of our
families.”

“‘ATLiens’ is about having our own
aura and bringing something new to
the rap game,” says group member
Big Boi, who has an 18-month-old
daughter.

Radio, for its part, likes what it hears
on the new set, judging from early reac-
tion. “This is the strongest I've seen
from OutKast,” says Brian Douglas, PD

for WIMH Greensboro, N.C. “When
we played [‘Elevators’] in our radio
meeting, it got a positive response . ..
By the second week of rotation, ‘Eleva-
tors’ was one of the top three requests.
It’s key 18-24, male and female.”
Which, by the way, is the core audi-
ence LaFace is targeting. “Their age
range [of fans] is wider than that of
most hip-hop groups,” says Dolly Turn-
er, national director of product man-
agement at LaFace. “[Their music]
appeals to 12- to 30-year-olds. With the
group’s funk influences, people who

.grew up on '70s-type Parliament/

Funkadelic music can really get into the
groove.”

It is that "70s aesthetic that pro-
pelled a LaFace promotion in con-
Jjunction with Blockbuster Entertain-
ment. From Sept. 10 to Oct. 10,
consumers can go to any Blockbuster
Music store and enter to win a white
1970 Cadillac convertible, complete
with rims and hydraulics. Consumers
can win secondary prizes if they pur-
chase a specially designed, gold-
rimmed “ATLiens” CD.

“When OutKast came out with
‘Southern,’ people associated them
with that Southern-player lifestyle,”
says the act’s manager, Blue Williams.
“Everybody knows a Caddy is a South-
ern player’s car, so we're giving away
a Caddy.”

The “ATLiens” CD package
includes a foldout 24-page comic strip
featuring Dre and Big Boi as the
“defenders of positive musie” from
evil-doer Nosamulli. The comie-strip
saga will continue in each subsequent-
ly released single, with the exception
of “Elevators.”

OutKast, booked through the
William Morris Agency, is on a U.S.
promotional tour. An international tour
is being planned, according to LaFace.
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BILLBOARD’'S WEEKLY COVERAGE OF

WORD OF MOUTH: Uni-
versal Records is optimistic
that Melbourne, Australia,
native Merril Bainbridge will
be able to re-create the suc-
cess she has had in her home
market when “The Garden” is
released in the U.S. Sept. 10.

Whole Lotta Love. Luv
Junkies, the first act signed
to indie D’'Monster
Records, have been
received with open arms at
college radio, as their
debut album, “Smudge,”
released Aug. 20, is garner-
ing heavy airplay. “Supervi-
sion” is the first track ser-
viced to modern rock
stations. Early support
comes from WBXQ
Altoona, Pa., and WJST
Fort Meyers, Fla.

“Mouth,” the first single
from the album, is getting
numerous spins at top 40 radio,
mirroring the success it had in
Australia, where it topped the
chart for six weeks in 1995. In
Australia, where it was
released by Sapphire Music,
the album has been certified

double platinum (for sales of
more than 140 million units).

Since Aug. 12, when
“Mouth” was serviced to top
40, it has picked up 365 detec-
tions at 44 stations, according
to Broadcast Data Systems.

WZJM Cincinnati, WSTR
Atlanta, WPRO Providence,
R.I.,, and KFMB-FM San
Diego are among the early
supporters. At the latter sta-
tion, “Mouth” has been the
most requested song for the
last four weeks.

KFMB PD Tracy

HOT PROSPECTS FOR THE

No Worries. MCA will issue
Caribbean-born Ruffa’s debut
album, “A Diamond In The
Ruff,” on Tuesday (27). The first
single from the album is the
ballad “Don’t You Worry,” which
peaked at No. 19 on the Hot
Rap Singles chart and at No. 66
on the Hot R&B Singles chart.
The track, which impressively
blends reggae, hip-hop, and
R&B, features vocal contribu-
tions by labelmate Tasha.

Johnson, who began
airing a DAT copy of

MOUNTAlN
Paul Brandt, Calm Before The Storm

“Mouth” in June—

=3

before Bainbridge
was signed to Uni-
versal—says that
requests for the sin-
gle during the last
month exceeded the
cumulative numbers
for requests for the
rest of the songs in
the station’s top five.

“When I first

L

\

EAST NORTH CENTRAL |
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NORTHEAST
Akinyele, Put It In Your Mouth

HEATSEEKERS CHART

Greenberg. “It’s just a matter
of doing everything possible to
make sure that what happened
in Australia has the opportu-
nity to happen here.”

To that end, Universal plans
to launch an extensive promo-
tional tour that will have Bain-
bridge canvassing radio and
retail with live appearances at
the end of September.

The label will also promote
the album aggressively at
retail with point-of-purchase

REGIONAL HEATSEEKERS NO. displays, listening-station

programs, prime
| positioning, and pro-
grams at indepen-
7~ dent outlets tailored

to the artist.
Helping the cause

is VH1, which has

begun airing the clip
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San Quinn, Hustle Continues

heard it, it struck
me the same way
Madonna’s ‘Like A
Virgin’ did,” says
Johnson. “It’s just a
pure pop song with engaging
lyrics, an uptempo beat, and a
hook that won’t leave you
alone.”

Universal is understandably
enthusiastic about the album.
“When something comes this
strong out of the box, it's real-
ly not that difficult to maintain
your confidence,” says Univer-
sal product manager Lara

F
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The Braxtons, So Many Ways

for “Mouth.”

ROADWORK: Sub
Pop’s Six Finger
Satellite, which re-

T cently shared a bill
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Rotating top 10 lists of best-selling titles by new and developing artists.

CENOUS W N

MOUNTAIN

. Paul Brandt Calm Before The Storm

James Bonamy What | Live To Do

. Ricochet Ricochet

Los Del Rio Macarena Non Stop
The Samples Outpost

Jo Dee Messina Jo Dee Messina
Marco Antonia Solis En Pleno Vuelo

. The Braxtons So Many Ways
. Rhett Akins Somebody New
10. Goldfinger Goldfinger

NORTHEAST
Akinyele Put It In Your Mouth
Throwing Muses Limbo
Blahzay Blahzay Biah Biah Blah
Los Del Rio Macarena Non Stop
Screaming Trees Dust
Superdrag Regretfully Yours
The Samples Outpost
Harace Brown Horace Brown
Goldfinger Goldfinger
10. Nearly God Nearly God
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with Rage Against
The Machine, con-
tinues to tour with
the Jesus Lizard
throughout Septem-
ber. Check out the

band’s “Paranormalized,”
released Aug. 6.
Mars Needs Women,

signed to Discovery Records,
is wrapping up a support tour
with Cheap Trick. Discovery
is set to rerelease the act’s
eggBERT Records title
“Sparking Ray Gun” Sept. 24.

Meanwhile, Belgian darling
K’s Cheice is opening for Ala-

* BY DOUG REECE

nis Morissette during 13
dates, mostly in the South. The
quintet, signed to 550
Music/Sony, is supporting its
second album, “Paradise In
Me,” which created a stir in
western Europe with a five-
week stay at No. 1 on the Bel-
gian sales chart. It also hit the

Strung Out. On Aug. 6,
Columbia Records re-
leased what we can safely
assume will be the only
third-quarter debut title by a
female rock cello three-
some. College radio has
responded well to “Transyl-
vanian Concubine,” the first
single from Rasputina’s
album “Thanks For The
Ether.” The act’s unique
sound is peppered with
quirky narrative delivered
by former Nirvana road
mate Melora Creager.
Among its fans, Rasputina
counts Bob Mould, for
whom the act will open dur-
ing nine Northeastern dates
Sept. 20-29.

top 20 in the Netherlands and
France.
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Johnny Gill ‘Gets The Mood Right’

Motown Hopes New Edition Reunion Will Help Solo Set

Bl BY J.R. REYNOLDS

LOS ANGELES—When Motown
releases “Let’s Get The Mood Right,”
Johnny Gill’s third solo effort for the
label, gaining pub-
licity for the artist
won’t be a prob-
lem. Rather, ob-
taining consumer
awareness specif-
ically for the al-
bum will be the
challenge.

Nearly a month
beforehand, “Let’s
Get The Mood Right,” which drops
Oct. 8, will be preceded by the high-
profile MCA reunion album by New
Edition, of which Gill is a member (Bill-
board, Aug. 17). As a result, some
observers say consumer attention for
Gill’s solo effort might be diverted.

Not so, according to Motown execu-
tive VP/GM Steve Corbin, who says
that with the right marketing spin,
Gill's New Edition involvement could
be just the thing to return the artist to
double-platinum status, a feat Gill
achieved on his self-titled debut.

GiLL

“Johnny Gill” was No. 1 on the Top
R&B Albums chart in 1990. Gill’s last
album—“Provocative,” his 1993 follow-
up—sold 460,000 units, according to
SoundScan, and peaked at No. 4 on the
Top R&B Albums chart.

Says Corbin, “Consumers will be
able to separate Johnny’s new album
from New Edition’s because of the dif-
ferences between the two. New Edi-
tion’s first single [‘Hit Me Off’] has a
faster tempo than Johnny’s first single
[‘Let’s Get The Mood Right’], which is
slower and more romantic.”

In addition, Gill sings lead on only
one track from New Edition’s set—
“Thank You,” a gospel-tinged song
that the artist wrote and produced.

On his solo set, Gill says, the main
focus in putting the album together
was finding “great” songs, which he
says stay around longer than trendier
tracks.

In addition to his own production
talents, album credits include R. Kelly,
Kenneth “Babyface” Edmonds, Jim-
my Jam and Terry Lewis, Tony Rich,
Big Bub, Charles Farrar, and Troy
Taylor.

Gill has been working on “Let’s Get

Da Bush Babees Come Back
To Earth On Warner’s ‘Gravity’

B BY HAVELOCK NELSON

NEW YORK—More than two years
after releasing “Ambushed,” their crit-
ically praised Warner Bros. debut, rap-
ping trio Da Bush Babees are coming
back with “Gravity.”

The album, which will ship in late
September or early October, displays
increased textural depth and a more
heartfelt, mature lyrical approach,
says the group and label executives.

“We decided to call the album ‘Grav-
ity’ because we felt we needed to come
back down to Earth as people and
express all of what we really feel,”
says Khaliyl, aka Mr. Man, who shares
the mike with Lee Major (formerly
Babyface Kaos) and Light (formerly
Y-Tee).

Adds Lee Major, “We feel we have
grown and that we’re new people. As
individuals, for example, we know each
other better now, because we had just
gotten together three months before
we recorded ‘Ambushed.’ ”

Songs on the new set reflect the
group’s belief in spirituality, bemoan
the fact that rappers no longer smile in
their videos, and show disgust toward
posers and ghetto dwellers who adopt
a victim mentality.

One line in the title track goes, “It’s
time to invent the future, ’cause there
ain’t nobody else that can make it hap-
pen right, so make it happen for your-
self.”

The set is produced by the band
along with Posdnous from De La Soul;
Ali Shaheed and Q-Tip from A Tribe
Called Quest; and Sean J. Period.

Like it did on its maiden voyage, the
act bridges the gap between reggae

and jazzy hip-hop, between U-Roy and
A Tribe Called Quest. Titles include
“Wax,” “S0OS,” and the first single,
“The Love Song,” on which the group
freestyles and advocates for higher
hip-hop family values over a swirly
groove.

“The whole record is our opinion
and viewpoint,” says Khaliyl. “One
thing we’ve learned to do is never
shortchange ourselves by half-step-
ping. Every time we do anything, we
do it like it’s the last time, like we'll

DA BUSH BABEES

never see the light of day again.”

Warner Bros. is planning to use a
long setup campaign for “Gravity.”
The early focus of the marketing plan
centers on attaining visibility for the
group. A.D. Washington, the label’s
senior VP of marketing and promo-
tion, says, “All the things we’re plan-
ning are designed to make Da Bush
Babees a household name at the end of
the day.”

At the beginning of August, the
Warner Bros. street team distributed
stickers to personnel at college radio

(Continued on next page)

The Mood Right” for three years, due
in part to management changes at
Motown. “This album has more writ-
ing and producing that the others,”
says Gill, who credits producer L.A.
Reid, Edmonds, Jam, and Lewis for
helping him broaden his creative direc-
tions.

“I've been in and out of relationships
and have had all kinds of dealings with
the business, so writing has become an
outlet for me,” he says.

“Let’s Get The Mood Right” is

(Continued on next page)

Havin’ A Ball. West Coast rapper E-40 works on the set of “Rapper’s Ball.” The
video features cameo appearances by several hip-hoppers. “Rapper’s Ball” is
the first single from “Tha Hall Of Game” and will be serviced to radio in early
September. Pictured, from left, are E-40, Ice-T, K-Ci Hailey, and Too $hort.

ANOTHER RHYTHM ALTERNATIVE: Fans of
smooth-cool jazz should run, not walk, to stores for
“Fishnets & Cigarettes” by Toledo Diamond when
the set streets Sept. 3. And before pressing “play”
when you get home, dim the lights, pour a fine cognac,
and light up a good cigar.

Released on Moonshine Music, “Fishnets & Ciga-
rettes” is all about mood. It features smoky acid-jazz
riffs delivered by squeaky sax, deep-grooved upright
bass, and “Casablanca” keys that snugly mate with
Toledo’s scratchy, Sly Stone-inspired vocals. This
trans-dimensional set will send you to another place.

A former music video choreographer—Toledo has
worked with Janet Jackson, George Michael, Paula
Abdul, and US3—the
artist’s stage show must be
seen to be believed. Cur-
rently playing dates at Nice
and the Union in Los Ange-
les and at various venues in
San Francisco, Toledo’s set
is reminiscent of the speak-
easies of the '20s as por-
trayed in pulpy literature

The
Rhythm
and the

Blues

Toledo Diamond Slips Into Some ‘Fishnets’;
Hiroshima Evolves Its ‘Urban’ Soul Sound

with such artists as Sade and Randy Crawford—and
one song was produced by longtime Howard Hewett
collaborator Monty Seward.

On the vocal side, the set introduces new lead vocal-
ist Kimaya Seward, Seward’s wife and a former L.A.
session singer who has worked with Hewett, Regina
Belle, James Ingram, Tevin Campbell, and Diana
Ross. In addition, noted Average White Band vocal-
ist Hamish Stuart guests on three tracks.

Because of the set’s soulful slant, the label is pro-
moting “Unspoken Love,” the lead track and first sin-
gle, to adult R&B as well as jazz/AC programmers.
The single was serviced to both formats Aug. 13.

M 0JAZZ, MO’ NOISE:
MoJAZZ artists have been
rockin’ more than one house
in the city of angels. On Aug.
14, Hollvwood Connections,
an independent promotion
outfit, hosted a great evening
at the Century Club that fea-
tured two veteran recording
acts: MaoJAZZ artist/band-

and period films.

In addition to mood-ren-
dering stage props—such as
a wooden chair, a bulky vin-
tage stage mike, a smoldering stogie, and a black fedo-
ra—two cigarette-toting, latter-day flappers flaunt
their wares on selected numbers. A four-piece band,
comprising a saxophonist, rhythm guitarist, upright
bassist, and skinsman, peeks through the smoke-filled
haze.

But the images are mere window dressing; Toledo’s
vocals arrogantly dominate the scene, spewing
metaphoric lyrics with the same physical urgency that
his female dancers erotically express.

Moonshine radio promotion VP Jeremy Brown says,
“Since we’re not releasing singles, my biggest [pro-
motional] tool is Toledo, and our goal is to get the pro-
grammers to come out to see his show.”

The act also makes two performing cameo appear-
ances in the film “Dons Plum,” which stars Leonardo
DiCaprio and is scheduled for release later this year.

WORLD URBANIZATION: On July 30, Qwest
bowed “Urban World Music,” the second Hiroshima
set for the label. Conceptually, the band continues to
impart its trademark Japanese-influenced contempo-
rary jazz sound. However, the album has a decidedly
R&B undercurrent flowing throughout its 13 tracks.

“Urban World Music” is a project of firsts for the
seven-piece band. It marks the first time in the act’s
nine-album, 16-year recording career that it has
tapped outside producers. Seven tracks were blended
by British boardman Robin Millar—who has worked

by J. R. Reynolds

leader/composer Norman
Connors, whose name is syn-
onymous with the term
“showmanship,” and out-
standing vibraphonist Roy Ayers.

The evening was a delight for adult consumers,
especially when Connors was an the stage. Aside from
the artist’s polished gentlemanly demeanor, his guest
vocalists on a number of songs added unique creative
flavor.

Among them was former Temptations lead vocal-
ist Ollie Woodson, who dazzled listeners with his
dynamic stage presentation and sincere emotional
vocals.

In all, the evening provided thoroughly satisfying
entertainment.

One week earlier, guitarist Norman Brown fired
up a contemporary jazz crowd at the Roxy in West
Hollywood, Calif. Since the release of “Just Between
Us,” the artist’s debut set, Brawn has been develop-
ing quite a following, and the reason became appar-
ent during his fully energized set.

Brown not only possesses deft guitar-picking skills,
but like Connors, Woodson, and the aforementioned
Toledo, the artist is a true stage performer and
understands how to play to an audience.

Brown develops a spiritually fundamental connec-
tion, initiating a kindred emotional tie with concert-
goers. In addition to his latest set, “Better Days
Ahead,” Brown can be found on “A MoJAZZ Christ-
mas II,” slated for release Oct. 18,

The set is a collection of standards and original
(Continued on page 26)
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LIL JOE 215* (10.98/15.98) 94 | 87 | — | 17 | LIONEL RICHIE MERCURY 532240 (11.98 EC/16.98) LOUDER THAN WORDS | 15
44 | 42 | 8 | ME'SHELL NDEGEOCELLO MAVERICKREPRISE 45033MARNER BROS. (10.98/16.98) PEACE BEYONDPASSON | 15 95 | 85 | 89 | 43 | THA DOGG POUND AZ? DEATH ROW/INTERSCOPE 50546+/PRIORITY (10.98/16.98) (ER DOGG FOOD | 1
43 | 40 | 37 | 3 | MISTA EASTWEST 61912/EEG (10.98/15.98) MISTA | 37 96 | 89 | 90 | 84 | MARY J. BLIGE A° MCA 11156 (10.98/15.98) MYLIFE | 1
48 | 43 | 9 | HORACE BROWN MOTOWN 530625* (10.98'16.98) HORACE BROWN | 18 RE-ENTRY | 17 | SOUNDTRACK A FLAVOR UNIT/EASTWEST 61904*/EEG (10.98/15.98) SUNSET PARK | 1
51 — 2 NINE PROFILE 1469* (10.98/15.98) CLouD 9 45 RE-ENTRY 64 BARRY WHITE MERCURY 522459 (10.98 £Q/16.98) ALL TIME GREATEST HITS 70
a6 | 43 52 | 31 | THE TONY RICH PROJECT A LAFACE 26022/ARISTA (10.98/15.98) WORDS 18 RE-ENTRY 45 | VARIOUS ARTISTS A TOMMY BOY 1137 (10.98/15.98) JOCK JAMS VOL. 1 33
47 | 34 | 38 | 27 | TOTAL @ BAD BOY 73006"/ARISTA (10.98/15.98) TOTAL | 4 RE-ENTRY | 10 | PUFF JOHNSON WORK 53022/EPIC (10.98 EQ/16.98) MIRACLE | 61

(O Albums with the greatest sales gains this week. ® Recording Industry Assn. Of America (RIAA) certification for shipment of 500,000 album units (250,000 for EPs). A RIAA certification for shipment of 1 million units (500,000 for EPs), with multiplatinum titles indicated by a numeral
following the symbol. *Asterisk indicates 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. Greatest Gainer shows chart’s largest unit

increase. Pacesetter indicates biggest percentage growth. Heatseeker Impact shows albums removed from Heatseekers this week. indicates past or present Heatseeker title. ©1996, Billboard/BPI Communications, and SoundScan, Inc.

JOHNNY GILL ‘GETS THE MOOD RIGHT’

(continued from preceding page)

described as an album targeted at
young adults and skewed to females.
It features two midtempo tracks, with
the balance of the songs being ballads.

“It has more of a romantic take and
is all about mood,” says Gill, who has
no formal manager. “More than any
other album, this one is coming from
me and [explains] how I feel.”

Motown serviced “Let’s Get The
Mood Right” to adult and mainstream
R&B stations Aug. 5 and is scheduling
radio-driven consumer-shopping spree
contests in 19 markets.

The video for the single is scheduled

for release Tuesday (27) and is being
serviced to appropriate local and
regional clip shows as well as BET,
MTYV, and VHI. The single hits stores
Sept. 3.

The label plans to conduct an ag-
gressive singles discount campaign,
selling the single for $1.99 for a mini-
mum of eight weeks after its in-store
date.

In an effort to generate album
awareness, special point-of-purchase
materials are being distributed at
retail. The label also plans to take
advantage of radio and press oppor-

tunities that Gill obtains in connection
with New Edition’s scheduled fall
tour.

“There’s a lot of excitement regard-
ing his involvement with the group, and
we think it will help gain exposure for
his own album,” says Corbin.

The international version of “Let’s
Get The Mood Right,” which will be
serviced Sept. 30, features a bonus
track. Although specific marketing
plans for the album were not available
at press time, Corbin says the label “is
not going to take anything for grant-
ed.”

DA BUSH BABEES

(continued from preceding page)

and mainstream mix shows to “arouse
curiosity,” says Washington. Next,
members of the team passed out cas-
sette samplers at hip-hop-oriented con-
certs and functions. “We're working on
putting the music in the hands of peo-
ple who will most likely [respond to it],
those younger buyers,” Washington
says.

The single was serviced to college
radio and mix shows Aug. 7, and as
street teams work the record, the label
has been preparing to lens and ship a
clip. According to Washington, a video
for “The Love Song” should be in the

marketplace by the end of August; at
press time, a director had not been
announced.

As the album’s ship date approach-
es, a second wave of printed material—
large stickers and posteards listing
retail information, as well as the Box
selection number for the single—is
scheduled to be serviced.

Washington says that the group will
not embark on a promotional tour until
after the album ships. However, the
artists are visiting radio stations and
stores in the New York area.
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TITLE (Publisher — Licensing Org.) Sheet Music Dist.
31 ALL 1 SEE (Shantav, BMEMI, ASCAP/Born First,
BMI/Second Cometh, BMI) HL
78 ALL MY LUY (Beautiful Mess, BMI/Fatz, BMI)
Compiled from a national sample of airptay supplied by Broadcast Data Systems Radio Track service. 95 R&B stations 38 ALL THE THINGS (YOUR MAN WON'T DO) (FROM DON'T Compiled from a national sub-sample of PQS {point of sale) equipped key R&B retait stores which report number
are electronically monitored 24 hours aday, 7 days a week. Songs ranked by gross impressions, computed by cross- * BE A MENACE...) (Fade 2 Black, ASCAP/Tallest Tres, of units sold to SoundScan, Inc. This data is used in the Hot R&B Singles chart
referencing exact times of airplay with Arbitron Iustener data. This data is used in the Hot R&B Singles chart. ASCAP/Urban Agenda, ASCAP/PolyGram Int'l, ASCAP) HL SoundScan®
45 ALWAYS BE MY BABY (Sony/ATV LLC, BMyRye, BM/So LT
> - So Def, ASCAP/EMI Aprit, ASCAP/Full Keel, ASCAP/Air Control, = =
il5)3 Zl&al3 ASCAP/O/B/D Htself, ASCAP/Fyte Tyme, ASCAP) WBM/HL 5%z 515z
(2|2 £12|a 95  ANYTHING GOES (AHMP 926, ASCAP/Patchwerk 360, EA AR |22
2|38 TITLE 2|5 |8 TITLE ASCAP/Whatchacallum, BMI/Phonkie Habitat, BMEMI | | 2 | 5 | 5 | TITLE 2|5 &) NTLE
i = | ARTIST (LABEL/DISTRIBUTING LABEL) £ [ 3 | = | ARTIST (LABEL/DISTRIBUTING LABEL) April, ASCAP/Across 110 th Street, ASCAP) = | S | = | ARTIST (LABEL/DISTRIBUTING LABEL) £ | S | = | ARTIST (LABEL/DISTRIBUTING LABEL)
; 11 ASCENSION (DON'T EVER WONDER) (Sony/ATV
F v
* % NO.1 % % 4816 ﬁwm’!&ngiﬂmam Tunes, ASCAP/Muszewell, ASCAP/Itall Shirr, BMi) HL * % NO.1 % (3®) 38|17 nvllgglFAH (UPTOWN/UNIVERSAL)
YouRE mm, "ME HIGH 33 BABY LUV (Groove 78, ASCAP/Amo, ASCAP/izop, HIT ME OFF |
111115 ON (AFACEARISTA 11 whsat o, 1 | (3D 45 | 5 | MISSING YOU - BMI/Sony/ATV LLC, BM/Dream Team, ASCAP) HweM | (1 — | 1 | e ¥bimon sacks ahait] (393 | 5 | HEEAWOMAN e aarscenmista
LOSIG 57 BACK T0 THE WORLD (FullKeel ASCAP/lamey Jez, ASCAP/
2 | 2 |17 | 1CAN'T SLEEP BABY (IF I) 63| 2 | WHAT KIND OF MAN woULD 1 BE Ectasoul, ASCAP/Gabrile's Sr. BN WEM 2| 2| g | LOUNGIN 40|32 8 | \7'S APARTY
R. KELLY (JIVE) MINT CONDITION {PERSPECTIVE) 82 BIG LONG JOHN (Aunt Hilda, ASCAP/Zomba, LL COOL  (DEF JAM/MERCURY) BUSTA RHYMES FEAT. ZHANE (ELEKTRA/EEG)
3| 3|14 | TWISTED 41|33 | 27 | KILLING ME SOFTLY ASCAP/Tany Kelly, BMI/PolyGram Int'l, BMI) WBM 3| 1| ¢ | ELEVATORS (ME & You) (@D| 29 | 2 | SETTIN'IT )
KEITH SWEAT {ELEKTRA/EEG) FUGEES (RUFFHOUSE/COLUMB!A} 13 BLACKBERRY MOLASSES (Organized Noize, BMI/Stiff OUTKAST (LAFACE/ARISTA} TOOSHORT FEAT PARUAVENT FUNKACEL CORGEFROLS
(D) 5 |16 | oMLY YOU (32| 50 | 4 | CANT KNOCK THE HUSTLE Shirt, BMifBelt Star, ASCAP) 4|3 |11 | TWisTED 42|37 16| GETONUP
112 FEAT, THE NOTORIOUS B.1G. (BAD BOVARISTA) JAY-Z FEAT. MARY LEUIGE. 74 BODY SNATCHERS (Funk, BMI) KEITH SWEAT (ELEKTRA/EEG) JODECI (MCA)
HIT ME OFF THAT GIRL 96 CAJUN MOON (MusiKverlag Intersong GmbH, 1 CAN'T SLEEP BABY (IF ) NEVER TQO BUSY
@ 7 8 NEW EDITION {MCA) @ 8|8 MAXt PRIEST FEATURING SHAGGY (VIRGIN) ASCAP/Warner Chappell, ASCAP) WBM 5[4 8 R. KELLY (JIVE) { 48481 KENNY LATTIMORE (COLUMBIA)
73 CAN YOU FEEL ME (Talk How You Feel, BMY/Triple
TOUCH ME TEASE ME READY OR NOT ONLY YOU GOOD LOVE
6| 419 | Castrean rooeromvisroeoromencer awp | (49| — | 22 FUGEES (RUFFHOUSE/COLUMBIA) g;‘lfﬂ BM'i/tﬁan%;% ﬁ’:l(lllfa;gé:t:;rs- BMI/Stuckey, 615 | 14| T2 menomorousaic @peonrsia | |44 (42| 6 | Soummit TAYLOR (MALACO)
g ongs , ull Kell,
7 | 6 | 22 | wHY ) LOVE You so mucH 45| 37| 24 | YOU'RE THE ONE 55 CHANGE THE WORLD (FROM PHENOMENON) OWB. 7 | ¢ | 12 | HOW DO U WANT IT/CALIFORNIA LOVE 47| 5 | BABY LUV
I NS e s e B At
8 8|12 NAS (COLUMBIA) 46396 LOST BOYZ (UNIVERSAL) 70 CLONES (Granmégaz BMI) BMD g @ —| 1 AALIYAH (BLACKGROUND/ATLANTIC) 46 (41| 8 XZIBIT {LOUD}
() 11| 8 | YUSE YOUR HEART 47|40 13 | IN THE HoOD 21 C'MON N' RIDE IT (THE TRAIN) (Cesjai, BMI/Sa- ()| 11| 9 | POPIMP (D) 48 | 4 | SHAKE A LIL’ SOMETHIN".,
SWV (RCA} DONELL JONES (LAFACE/ARISTA) vette, BMl/Unichappell, BMI) DO OR DIE (FEAT. TWISTA) (RAP-A-LOTANOO TRYBE)- THE 2 LIVE CREW (LIL’ JOE)
10/ 9 | 12| MY BOO 48 | 43| 18 | C'MON N’ RIDE IT (THE TRAIN) 92 COME AROUND (FROM THE NUTFY PROFESSOR) Musc | | 15 | 7 | 13 | YOLFRE MAKIN' ME HIGHAET IT FLOW | | 49 | 49 | 17 [ HOUSE KeEPER
GHOST TOWN DJ'S (SO SO DEF/COLUMBIA) QUAD CITY DS (QUADRASOUNDBIG BEATATLANTIC) Of America, BMY/Second Generation Rooney Tunes, BMD TONI BRAXTON (LAFACE/ARISTA) MEN OF VIZION (MJJ/550 MUSIC/EPIC)
68 COME OVER (Chyna Baby, BMI/)Janice Combs, . '
LOUNGIN TOUCH MYSELF L : C'MON N’ RIDE T (THE TRAIN) CLONES
® 12|14 LL COOL J (DEF JAM/MERCURY) @ 416 T-BOZ (ROWDY/LAFACE/ARISTA} BMI/EML B|aCkatI)/dJ. BMV':‘ Dante, ASCM;/':I“"IA ) 18|25 QMDGTYD!S(QJWJFWEATA 49 (50| 7 THE ROOTS (DGC/GEFFEN)
Street Tunnel, BMI/)ustin, ASCAP/EMI April, ASCAP)
ASCENSION (DON'T EVER WONDER) AIN'T NOBODY e Ll 5 | LAST NIGHT BACK TO THE WORLD
® 14113 MAXWELL (COLUMBIA) @ 594 MONICA FEAT. NAUGHTY BY NATURE (ROWDVARISTA) 53  DIRTY SOUTH (Organized Noize, BMYSSif Shirt, BMYCool @ 2|2 AZ YET (LAFACE/ARISTA) 50 4|11 TEVIN CAMPBELL (QWEST/WARNER BROS.)
Poople, BMYGoodie Mob, BMYGriat Booty, ASCAP/Chysalis, BM)
13)10]25 KlSSlN'AYOU " 51|41/ 14 | HAY 7 ELEVATORS (ME & YOU) (Chrysas ASCAP/Gral Buoty, ASCAP WEM 13|12 | 3 | YSE YOUR HEART 51| 49 | 25 | AIN'T NO NIGGA/DEAD PRESIDENTS
TOTAL (BAD BOY/ARISTA) CRUCIAL CONFLICT {PALLAS/UNIVERSAL) 90 EVERYBODY (PolyGram Int'l, ASCAP/Freekie Smoke SWV (RCA) JAY-Z FEAT. FOXXY BROWN (FREEZEROCAFELLA)
(@) 17 | 4 | No DiGarTy 52|51 | g | WITH You Gangsta's, ASCAP/Clark's True Funk, BMY/Sugarhill, BM) | | 14 [ g | 15 | KISSIN' YOU (52) — | 6 | THINGS WE DO FOR LOVE
BLACKSTREET (FEAT. DR. DRE) (INTERSCOPE) SOMETHIN' FOR THE PEOPLE (WARNER BROS.) 62 FOREVER MORE (WB, ASCAP/Gratitude Sky, ASCAP/ TOTAL (BAD BOY/ARISTA) HORACE BROWN (MOTOWN)
@) 15 | 11 BLACKBERRY MOLASSES 53|53 | 9 | THINGS WE DO FOR LOVE Who Dat, BMI/Ensign, BMI/Hackley, ASCAP) WBM (1) 14| 4 TOUCH MYSELF (53) 65 | 2 CAN YOU FEEL ME
MISTA (EASTWEST/EEG) HORACE BROWN (MOTOWN) 29 GET ON UP (EMI April, ASCAP/Dalvin DeGrate, T-BOZ (ROWDY/LAFACE/ARISTA) DRU DOWN (RELATIVITY)
ELEVATORS (ME & YOU) EVERYDAY ASCAP/LBN, ASCAP/Joe! Hailey, ASCAP) THE THINGS THAT YOU DO SLIP N' SLIDE
@ 2|12 OUTKAST (LAFA(CE/ARISTA) 515 MC LYTE (FASTWEST/EEG) 52 GETTIN'IT wmmm,mﬁ 1613 6 GINA THOMPSON (MERCURY) 545414 DANNY BOY (DEATH ROW/INTERSCOPE)
0f Polygram Intemational, BMyGoosetiock, BMI) HLAWBM
ME AND THOSE DREAMIN' EVES OF MINE PO PIMP ASCENSION (DON'T EVER WONDER) GLORIA
(D) 23 | 12 | Faieio (EMI) 55 | 35 | 3 | DoORDE (FEAT. TWISTA (RAP-ALOTNOO TRYEE) 45: gl"’:;‘:‘f m?ﬂ“ﬁ"%ﬁlﬁwﬁ}g‘\“gﬁm 17[15] 3 | MRAXWELL (COLUMBIA) 55 (46| 4 | JESSE PowELL (sILASMCA)
llow 5 ower,
Y 25 | 4] N N imiey 56|49 | 4 | 53 EReorowns 3 GOOD LOVE (DMa'aI“' o) 18 | 10| 13 | ONICA (ROWDVARISTAY 56|53 | 20 | Yov ey e ONE
E THINGS THAT YOU DO ING MAINS T W e MISSING YOU EY DON'T OUT US
TH AT YOU SOMETHING BEAUTIFUL REMAI TH CARE AB!
19199 GINA THOMPSON (MERCURY) @ 62| 2 TINA TURNER (VIRGIN) Q ﬁ?&%“wmwmm @ %2 ERANDY, TAVIA GLADYSKNGHT £O0-AHAR-ANEASTWEST 57|55 |13 MICHAEL JACKSON (EPIC)
(70)| 27| 3 | YOUR SECRET LOVE (58){ 61 | 9 | 'LL DO ANYTHING FOR You 1 HIT ME OFF ('m The Man, ASCAP/Dinky B, ASCAP/Jizzy | | 99 | 16 | 10 | BLACKBERRY MoLASSES _| 1 | comE over
LUTHER VANDROSS (LV/EPIC) ANN NESBY (PERSPECTIVE) Mo, ASCAP/BMD, ASCAP/Beledat, ASCAP/Biv 10, ASCAP) MISTA (EASTWEST/EEG) - FAITH EVANS (BAD BOY/ARISTA)
21| 16 | 20 | GETON UP 59 | 52| 14 | I7'S A PARTY 53 HOME (Robotane, ASCAP/Drop Science, ASCAP) 21| 18| 17 | TOUCH ME TEASE ME (39} — | 2 | BODY SNATCHERS
JODECI (MCA) BUSTA RHYMES FEAT. ZHANE (ELEKTRA/EEG) 48  HOUSE KEEPER MOV, BVYDarei, ASCAP/Swelly Melodiss, ASCAP) CASE FEAT. ROIXY BROWN (SPOLED ROTTENDEF JAM) RARE ESSENCE (SOUNDS OF THE CAPITOULIASON)
10 HOW DO U WANT IT/CALIFORNIA LOVE (csfuais Drearm,
You LET'S STAY TOGETHER WU-WEAR: THE GARMENT RENAISSANCE HOME
22| 13 | 17 | GoNIFAH (UPTOWN/UNIVERSAL) B0 [ 47 | 14 | ERiC BERET UAC-MACWARNER BROS.) BNVrierscope Poarl BMANemer-Tamerne, BMYBackHeper, - (2] 23| 3 Rza FEAT. METHoD M s exppanonva @ aenns | | 60 [ 52 [ 6 | 210 Riem
(23) 28 | 5 | LAST NIGHT 61 |42 | 21 | HOUSE KEEPER 41 CAN/'S;ES‘LEEP ““s (IF 1) (Zomba, BMI/R Ke?f"’ 23 (20| 5 [ WHY DOES IT HURT SO BAD 6157 | 30 | GET MONEY
AZ YET (LAFACE/ARISTA) MEN OF VIZION (MJJ/550 MUSIC/EPIC) BMI/Sony/ATV LLC, BMI/Eca, BMI) WBM/HL ¥ WHITNEY HOUSTON (ARISTA) JUNIORMAF LA FEAT. THE NOTOROUS BLG. (UNDEAS)
24|20 | 14 | HOW DO U WANT IT 62|60| 9 | WHERE DO WE GO FROM HERE 81 |mmmwwmwm 24|17 | 9 | WHERE DO WE GO FROM HERE 621513 NO MORE TEARS
2PAC (FEAT. KC AND JQJO) (DEATH ROWINTERSCOPE) DEBORAH COX (ARISTA} 84 1 DON'T WANNA BE ALONE (Music Corp. O America, DEBORAH COX (ARISTA) MASTER P FEAT. SILKK & MO B. DICK (NO UMITPRIORITY)
(75)| 30 | 4 | LET'S GET THE MOOD RIGHT 72| 2 | NoBODY BMI/Cameo Appearance By Ramses, BMI/Vandy, 25|21 | 9 | GIVE ME ONE REASON (83 —| 1 | LOVE & HAPPINESS
JOHNNY GILL (MOTOWN) KEITH SWEAT (ELEKTRAEEG) BMI/MCA, ASCAP/G.Spot, BMI/Yppahc, ASCAP) HL TRACY CHAPMAN (ELEKTRAVEEG) SMOOTH (PERSPECTIVE)
26|18 | 16 | 1LIKE G — | 1 | PonY 17 IF | RULED THE WORLD (4 Wil ASCAP/Zomba, ASCAP/12. | | 77 | | ALL 1 SEE 6416414 IT'S ALL THE WAY LIVE (NOW)
MONTELL JCRDANFEAT. SLICK RCK (DEF JAWAVEROLRY) GINUWINE {550 MUSIC/EPIC) And Under, BMYSiam U Wedl, ASCAP/Funk Groove, ASCAP/ A+ (KEDAR/UNIVERSAL) COOLIO (TOMMY BOY/ISLAND)
- Kuwa, ASCAP/Jumping Bean, BMUJel's Jams, ASCAP) WBM :
LL ME I'M STILL WEARING YOUR NAME oly's. SO MANY WAYS KEEP ON, KEEPIN' ON
3|7 DEU HILL USLAND) 73| 2 | anNNESBY (pERsPEC%VE) 12 IF YOUR GIRL ONLY KNEW (Virginia Beach, (@Dj31 | 6 | 3% BRAXTONS (ATLANTIC) 65|61 |25 FEAT. XSCAPE (FLAVOR UNITFEASTWEST)
ASCAP/Mass Confusion, ASCAP)
ALL THE THINGS (YOUR MAN WON'T DO) LET IT FLOW J ) 1 LIKE : LET’S STAY TOGETHE
28| 24|33 | 0% (€LAND) 66 | 67 | 38 | T5NI BRAXTON (ARISTA) 25 'MU"g (FROMATS'::E\';/I{J"Y :gg:slm)ﬁmmm/ 28 [ 19| 10 | {5\TELL R FEAT.S.OKROK DEF MMERCLRY 13| 2 | Eric Bener (JAC-MAC/WARNER 8ROS.)
0 Swang, a), ong: "
THA CROSSROADS BACK TO THE WORLD , ; CHANGE THE WORLD CARRED
2|21 |22 BONE THUGS N HARMONY (RUTHLESSRELATMTY) 67 |56 |14 TEVIN CAMPBELL (QWEST/WARNER BROS.) e IT;.;ED:SACNAYJ/:L':?PZ?;):((:::\'I:ErSICAAp;I)I‘ AScherRive @ Gl B (AT e f]e2] LUKE (LUTHER CAMEBELL)
BABY LUV GOOD LOVE 72 I'LL MAKE YOUR DREAMS COME TRUE (FROM LL ME ALWAYS BE MY BABY
30 {26 | 11 | Groove THEORY (EPIC) B8] 2 | JOMNNIE TAYLOR (MALACO) KAZAAM) (EMI April, ASCAP/Flyte Tyme, A(SCAP) A0 45] 2 | oalFusuanoy 68 | 66 | 22 | MARiAH CAREY (COLUMBIA)
@D 35| 8 WHY DOES IT HURT SO BAD 67115 NO WOMAN, NO CRY 83 FLL NEVER STOP LOVING YOU DerrardQus BMYsvin BVDHLWEM @ 0|8 THAT GIRL @ —|1 STICK YOU/ILLEGAL LIFE
WHITNEY HOUSTON (ARISTA) FUGEES (RUFFHOUSE/COLUMBIA) 40 N THE HOOD (Check Man, ASCAP/Tobar, ASCAP/Ness, MAX! PRIEST FEATURING SHAGGY (VIRGIN) E-N-NOREAGA (PENALTY/TOMMY BOY)
NEVER T0O BUSY LOVER'S GROOVE Nitty & Capone, ASCAP/Wamer Chappell, ASCAP) WBM * TELL ME (I'LL BE AROUND) ME AND THOSE DREAMIN' EVES OF MINE
32 | 32 | 19 | KENNY LATTIMORE (COLUMBIA) — | 1| iMMATURE Mca) 80 (T HURTS LIKE HELL (FROM WAITING T0 EXHALE) | [02) 34 | 5 | S5kt twarowey 70|68 | 8 | DANGELO (EMD)
(Ecaf, BMI/Sony/ATV Songs, BMI/Fox Film, BMI) WBM
ALL | SEE HOME : DIRTY SOUT FOREVER MORE
@ 416 A+ (KEDAR/UNIVERSAL) 111703 4 U (RIP-IT) = gjdAlks"gAEP/v'l[A; uvAESg:g/vé) (F/:%‘Ligmi) L B|n|2 GOODIE MOB (LAFACE/ARISTA) 7163 |16 PUFF JOHNSON (WORK/EPIC)
addy, -goy, ony; y
3434 7 [ SQMANY WAYS 72|66 | 11 | JNCE AGAIN BMY/D/B/A Portait, ASCAP/Solar, ASCAP) HL 34 (33| 9 | WiTH vou R 72|67 | 4 | BIG LONG JOHN
TI:;IB:::T;:SM(AYT:NTIYC) A TRIBE CAL;.:: QUEST (JIVE) 45 IT'S A PARTY (T'Ziah's, BMI/9 th Town, ASCAP/EMI ;O:;/I::IN;SR THE PEOPLE (WARNER BROS.) IM:ZE:BERSAS(EMI)
A AB WU-WEAR: THE GARMENT RENAISSANCE i P
352928 MARIAH CAREY (COLUMBIA) @ —|1 RZA FEAT. METHOD MAN & CAPPADONNA (BIG BEATY 91 ?ﬁukgﬁmiwmw}étwm @ %4 CECE PENISTON (A&M) 71316010 BAHAMADIA (CHRYSALIS/EMI}
36|38 5 | MOVIN' (T4) — | 1 | MACARENA (BAYSIDE BOYS MIX) 69 KEEP RUNNING BACK (So So Def, ASCAP/EMI April, 36 | 25 | 16 | IN THE HoOD 74| 58 | 13 | HANG ‘EM HIGH
CECE PENISTON (A&M) LOS DEL RIO (RCA) ASCAP/Flyte Tyme, ASCAP/Avant Garde, ASCAP) DONELL JONES (LAFACE/ARISTA} SADAT X (LOUD)
(3D 46 | 6 | TELL ME (ILL BE AROUND) (75— | 1 | MOODY'S MOOD FOR LOVE 15 KISSIN' YOU (lam Shack | BM/Troy , BMYBrisong ASCAP) | | 02 [ | 16 | HAY 75| 69 | 3 | ANYTHING GOES
SHADES (MOTOWN) QUINCY JONES (QWEST/WARNER BROS.) 19 LAST NIGHT (Ecaf, BMI/Keiande, ASCAP) HL CRUCIAL CONFLICT (PALLAS/UNIVERSAL) RAS KASS (PRIORITY)
- — 49 LET'S STAY TOGETHER (FROM ATHIN LINE BETWEEN LOVE - 3 g o
(O Records with the greatest airplay gains. © 1996 Billboard/BPt Communications. LHATE) ¢  BVVDVG, BMO oy BV (O Records with the greatest sales gains. © 1996 Biltboard/BPI Communications and SoundScan, Inc.
51 LIKE A WOMAN (1995 Otna Oundsa, BMI/Stiff Shirt, BMI)
“nT R&B HH:“HHENT AI“PI.AY 79 ALIL' SOME'EM SOME'EM (One Little Indian, 86 PLEASE DON'T GO (Zomba, BMI/Hookman, ASCAP) WBM (MCA, ASCAP/Ctyna Dol, ASCAP/Cumerin AtYa, ASCAPB,
BMI/jim Edd, BM}/Interscope Pearl, BMI/Warner- 20 PO PIMP (N-The Water, ASCAP) ASCAP/Zomba, ASCAP/Ness, Nity & Capone, ASCAP) HL/WBM
1|—|1|wapy 18 | EXHALE (SHOOP SHOOP) Tamerlane, BMI/Rag Top, BMI) WEM 75 RED LIGHTS (Mass Confusion, ASCAP/Erck Sermon, ASCAP/T- 23 TOUCH MYSELF (FROM FLED) EM A ASCAPDARP, ACAP HL
DANGELD (EWh TTHEY TIOLSTON (ARSTA) 5 LOUNGIN (LL Gool ], ASCAP/Screen Gems-EM, Smooy, ASCAP/Kbete, ASCAP/Lastraa, BM/S62, BM) WM 2 TWISTED (Keith Sweat, ASCAP/E/A, ASCAP/WB, ASCAP/
2| 1|2 | KEEP ON, KEEPIN' ON 15| 21 | 21 | WHO CAN 1 RUN TO BM/Bernard Wright, BMI/Mahoma, BMY HL 60 SAY IT AGAIN (FROM EDDIE) (Al Siver, ASCAP/Beane Deep Sound, ASCAP/Short Dols, BMY Zomba, ASCAP) WM
MC LYTE FEAT. XSCAPE (FLAVOR UNIT/EASTWEST) XSCAPE (SO SO DEF/COLUMBIA) 66 LOVE & HAPPINESS (Irving, BMI/AI Greenr BMI) Tribe, ASCAP/Hicklo, BMI/Donyell Boynton, BMI) 94  UNTIL THE DAY (Chuck Life, ASCAP/MCA, ASCAP)
3| 3|6 | SITTIN'UP IN MY ROOM 16| 17| 6 | DOINIT 87 LYIN' KING (Protnans, ASCAP/Licksht Lyrcs, 63 SCARRED (FROM EDDIE) (LCM Deep South, BMI) 9 USE YOUR HEART (Waters Of Nazareth, BMI/Str8
BRANDY (ARISTA) LL'COOL J (DEF JAMMERCURY) - ;“SEC::/:;'%S*‘;';R &3';3&?/:;'22' SFS‘:;‘IF;‘)E T 61 SHAKE A LIL' SOMETHIN... (Lil' Joe Wein, BM)) From The Lab, ASCAP/T.Lucas, ASCAP)
-Choo, ’
DOWN LOW (NOBODY HAS TO KNO TELL ME . 77 SLIP N’ SLIDE (Suge, ASCAP) 37 WHERE DO WE GO FROM HERE (Warner-Tamerlane,
4|6 ] 3 | R AT RonALh Ty ey | |17 [ 14 20| TELLME - v e ASCAP/12:00 AM, ASCAP/PolyGram Int'l, ASCAP) 30 SO MANY WAYS (FROM HIGH SCHOOL HIGH) GoSoD, BMV/EMI Blackwood, BMI/Deborah Cox, BM) HL/WBM
BEFORE YOU WALK OUT OF MY LIFE LET ME CLEAR MY THROAT 22 MISSING YOU (FROM SET IT OFF) (Bany's Mekodes, ASCAP/ ASCAP/EM, ASCAP/Ae Cortel ASCAP Tkt Care OfBusiess, DML~ 24 WHY DOES IT HURT SO BAD (FROM WAITING TO
5 | 8 | 11| MoNicA (ROWDVARSTAL 1818 | 3 | 5rvoor iRy FPolGram, ASCAP/Orisha, ASCAP/Warmer Chigpel ASCAIWBMAL—* g SOMEDAY (FROM THE HUNCHBACK OF NOTRE EXHALE) (Ecaf, BMI/Sony/ATV Songs, BMI) HL
= 32 MOVIN' ON (WB, ASCAP/Ness, Nitty & Capone, ASCAP/ DAME) (Wonderland, BMI/Watt Disney, ASCAP) HL 8 WHY | LOVE YOU SO MUCH/AIN'T NOBODY (Warner-
6| 9 {10 NOT GON' CRY 19| —| 17| LOVE U 4 LIFE Stone Jam, ASCAP/Blue Zephyr, ASCAP/CeCe Pen, 100 STAKES IS HIGH/THE BIZNESS (Tee Girl, BM/Daisy Tamerlane, BMi/Boobie-Loo, BMIEMI April,
e LR AL QODECHHCH ASCAP/PolyGram It ASCA/Drisha, ASCAP) WBM/HL Age, BMI/Ephcy, ASCAP) ASCAP/Naughty, ASCAP/WB, ASCAP) WBM
7 |15/ 22 | STILLIN LOVE 20 | 19 | 44 | BEST FRIEND 18 MY BOO (Ghostown, BMI/Carl Mo, BMI/Air Control, 87 STICK YOU/ILLEGAL LIFE (Suite 1202, ASCAP/Percy Coles, 67 WISHES (FROM KAZAAM) (EMI Apri, ASCAP/Fiyte Tyme,
BRIAN MCKNIGHT (MERCURY) BRANDY (ATLANTIC) ASCAP/EM! April, ASCAP) HL ASCAP/Juverile Hell, BMVBMG-Careers, BMIVJoe Davis, BM) ASCAP/Ensign, BMUVanderpool, BMU/Catillon, BMUTen
g | 7| 4| countonme 71011 7 | EVER SINCE YOU WENT AWAY R SO e 26 TELL ME (FROM EDDIE) (Stan Brown, BMI/M Double, East, BMU/Springalo, BMURictie Furay, BMI) WBM/HL
WHITNEY HOUSTON & CECE WINANS (ARISTA) ART N’ SOUL (NATURE BOY/BIG BEAT/ATLANTIC) ASCAP/Ness, Nitty & Capone, ASCAP/Young Legend, BMV/Alley Gadfly, BM) 36 WITH YOU (Triboy, ASCAP/Junkie Funk, BMIY
s |5 | 2 | AINTNONIGGA 22| — | 15 | 1 MISS YOU (COME BACK HOME) o ;gcafgg:r;g;éﬁwg ‘LVB";MI) WEM 35 TELL ME (I'LL BE AROUND) (Screen Gems-EMI,BMI) HL 43 WU-WEAR: THE GARMENT RENAISSANCE (FROM HIGH
AY-Z FEAT. FOXXY BROWN (FREEZE/ROC-AFELLA) MONIFAH (UPTOWN/UNIVERSAL) - ongitude, . . 42 THA CROSSROADS (Ruthless Attack, ASCAP/Mo Thug, SCHOOL HIGH) (Remecca, BM/Careers-BMG, BMI) HL
LET'S LAY TOGETHER ONE FOR THE MONEY 6 ONYYOU ummﬁt:n%wmmwmwm ASCAP/Keenu, BMI/Bovina, ASCAP/EMI April, ASCAP) HL 3 YOU'RE MAKIN' ME HIGH/LET IT FLOW (1996 Groove 78,
10 4| 2 | i 1SLEY BROTHERS (RLAND) 23 (24| 2 | ORAGE BROWN (MOTOWN) ~ ﬁnmpmomn I.OCKDOWPS:];AMPWIGGV B MW”WI 34 THAT GIRL (Chrysalis, BMI/Maxi, ASCAP/Notting Hill, ASCAP/Aimo, ASCAP/Ecat, BMYSony/ATV Songs, BMI) HLAWBM
GET MONEY ; " AgC AP/ Maldy, ASC AP%SP BMVW(a ::Zf"’“b e ASCAP/Livingston, ASCAP/Irving, BMI) WBM 47 YOU'RE THE ONE (Al's Street, ASCAP/Almo, ASCAP/
111013 | anorwia o nenormasaus oo | 2]~ | 7 | Roncauir wea Tamerlane, BMI/Shades Of Brookiyn, ASCAP) WEM 16 THE THNGS THAY vo‘smmu it mﬁmné‘g qucwMaHn?éra\ade#RS) i
12 | — | 22 | FANTASY 25 (25 | 13 | WHERE DO U WANT ME TO PUT IT 76 ORDINARY GIRL (LBR, ASCAP/Sony/ATV LLC, BMVEcat, BMI) BMI/0/B/0 Itsetf, BMI/Rodney Jerkins, BMI) HL 64 YOU SAID (Hope N A Hay & Hope Sha Na, ASCAP Dowhattigotts,
MARIAH CAREY (COLUMBIA) SOLO (PERSPECTIVE) 71  PAPARAZZI (Hennessy For Everyone, BMI/Westside, ASCAP) 54 THINGS WE DO FOR LOVE ot BVWHace Broan BNV ASCAPB, ASCAP Making Musok ASCAP) WBM
13| 13| 17 | ONE SWEET DAY Recurrents are itles which have appeared o the Hot R&B 8 :‘g}; : 'B";%“"Qé:’;"' “SC“P{Wa'"e’ C";‘;ﬁ"f"w " Naty, ASCAP/Ness, Nty 8 Copre ACAPMEmar Cregred ASCAPWEM. 28 YOU (Soud On Soul, ASCAP/EM Apr, ASCAP/Thvee Boyz From
MARIAH CAREY & BOYZ il MEN (COLUMBIA) | - ginotos chart for 20 weeks and have dropped below the top 50. SCAP/AB.S Olute, BMI/Wamer-Tamerlane, BMI) W8 14 TOUCH ME TEASE ME (FROM THE NUTTY PROFESSOR) Newark, ASCAP/Burrel, ASCAP MWames Chappel, ASCAP) HLAVEM
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COMPILED FROM A NATIONAL SAMPLE OF R&B RADIO
AIRPLAY MONITORED BY BROADCAST DATA SYSTEMS,
[ ]
R&B RADIO PLAYLISTS, AND RETAIL SINGLE SALES COL-
® LECTED, COMPILED, AND PROVIDED BY ioluridlsi:.irlw
FOR WEEK ENDING AUGUST 31, 1996 ™
z g 5 5
) O = = ) D= =
ol |8 20| 2E| TITLE ARTIST X5 288 $glgE| TITLE ARTIST | %3
E2 |92 | Q2| =S| PRODUCER (SONGWRITER) LABEL & NUMBER/DISTRIBUTING LABEL & & T2 | 32| ~2| 25| PRODUCER (SONGWRITER) LABEL & NUMBER/DISTRIBUTING LABEL | & &
* % * No. 1/HoT SHOT DEBUT * » % 52 | 52 | 6 | SOODLOVE fon ¢ JOHNNIE TAYLOR | 50
HIT ME OFF 1 week at No. 1 & NEW EDITIiON
@ NEW D ! SILKY (SILKY,D,BINGHAM,J.DYSON} 3 (C) {D) {M) {T) (X) MCA 55210 ! 51 48 | 48 5 :.LDI(CE G ,Y.%S,MAN (C:DI&{A)E(;(()X')\JEAFTCEZ{ AF;'?S:REISCTI 42
2] 1| 1 | TwisteDe rAeaEa 1 GETTIN' IT & TOO SHORT FEAT. PARLIAMENT FUNKADELIC
;;\’:JEA;EE 'nc:?(":;fﬁgiﬁéﬂiﬁi?;gﬁ? 2 S z) ;E)E;T;;f;:g: @ ¥ - | SHORTY B (T.SHAW,W.COLLINS G.CLINTON JR. G.COOPER, B WOODS.S JORDAN) (C) DANGEROUS 42409/JIVE 52
313 3113 : 1 DIRTY SOUTH & GOODIE MOB
?‘?;:,C;‘Z{VEZT &VELYS(::;B::YFACE) {C1 0) M) D400 LAFACE??i’(?:E: @ M- 2 | (RGANIZED NOIZE (ORGANIZED NOIZEF.BELLC.GIPP APATION)  (C) (D) (M) (T) (X) LAFACE 2-4173/ARISTA 3
4 2 2 8 | RKELLY RKELLY) ©© W vea23rr | 54 | 55 | 49 | g | THINGS WE DO FOR LOVE ¢ HORACE BROWN | 43
LOUNGIN eLLCOOL) | 4 E.FERRELL (H.BROWN,E.FERRELL) (C) (D} (M) (T) (X) MOTOWN 860360
S 4 4 9 R.SMITH (LL COOL J,B.WRIGHT L. WHITE) (C) (D) {T) DEF JAM 575062/MERCURY 55 | 58 | 58 7 CHANGE THE WORLD (FROM “PHENOMENON") # ERIC CLAPTON | 54
BABYFACE (T.5IMS,G.KENNEDY,W.KIRKPATRICK) (C) (D) (V) REPRISE 1762 1/WARNER BROS.
6 5 5 14 ONLY YOU @ @ 112 FEATURING THE NOTORIOUS B.I.G. 4 .
5 COMBS STEVIE J.(5.COMBS, 5 JORDAN,M.SCANDRICK Q PARKER, MKEITH,0.JONES,0J ROGERS H.CASEY) _(C) (0) (M) T) (X) BAD BOY 7-306QARISTA 56 | 56 | 54 | 14 | V'LL DO ANYTHING FOR YOU ¢ ANN NESBY | g
ELEVATORS (ME & YOU) ® OUTKAST | & JJAM,T.LEWIS (J.HARRIS (1L, T.LEWIS,A.NESBY,J. WRIGHT) (C) {D) (T) (X) PERSPECTIVE 587542
1 6 5 6 | QUTKAST (ABENJAMINAPATTON) (C) (D) (M) (T) {X) LAFACE 2-4177/ARISTA 57 | 49 | 36 | 11 mgKJATZO“ TEEA ‘:(I)gg“LCER PATTERSON) - qw:s TE%;’:/\&@%&%E% 15
8 7 8 13 WHY | LOVE YOU SO MUCH/AIN'T NOBODY @ & MONICA 3 — = =
D.SIMMONS (D.SIMMONS,D.AUSTINA.CRISS) (C) (D) (M) (T) (V) (X) ROWDY 3-5072/ARISTA 58 | 51 | 51 3 S%%I:yslw STOKES.£ JOHNSON) L4 (JC)ESEAES 5%% 51
USE YOUR HEART & SWV A I E.
@ 10 | 141 3 | 5 WituaMs,CHUGO (P.WILLIAMS.CHUGO) (€)(0) () RCA 64607 | ° 59 [ 57 | 59 | 10 Egvcgrss T OWENS ROWENS) Gwrena | 5
HOW DO U WANT IT/CALIFORNIA LOVE A’ & 2PAC (FEAT. KC AND JOJO) . : — =
10| 8 7| 121 i o6t e 004D DA TROUTHANL TROTMANK DURAAAI OMRDGHA OO )W )00 DEATH ROWBSEINERSCOE ! 60 | 62 | & | SAYIT AGAIN (FROM “EDDIE") & NNEKA | ¢
ASCENSION (DON'T EVER WONDER) YT M.WINANS (M.WINANS K. HICKSON,D.BOYNTON) (C) (D) ISLAND 854648
D] v | 1 S LS huse shuR (©©) M 0 coLumpia 78372 | 11 63 | g | a | SHAKEALIL' SOMETHIN'... THE 2 LIVE CREW | ¢
@ NEWD . IF YOUR GIRL ONLY KNEW * AALIYAH | 5 D.HOBBS (D.HOBBS,M.ROSS,C. WONG WON) (C) (D) {T) LIL’ JOE 830
TIMBALAND (T.MOSLEY,M.ELLIOTT) (C) (T) (X) BLACKGROUND 9806 7/ATLANTIC 62 | 65 | 57 | 16 | FOREVER MORE & PUFF JOHNSON | 3;
@ 13 | 16 | 10 | BLACKBERRY MOLASSES * MISTA | |3 N.M.WALDEN {N.M.WALDEN,P.JOHNSON,S.J.DAKOTA) {C) (D) WORK 78297/EPIC
ORGANIZED NOIZE {ORGANIZED NOIZE,M.ETHERIDGE) {C) (D) (T) (X) EASTWEST 64299/EEG 63 56 50 2 SCARRED (FROM “EDDIE™) & LUKE | 31
"y 9 : 17 | TOUCH ME TEASE ME (FROM “THE NUTTY PROFESSOR") @  CASE FEAT. FOKKY BROWN | 4 D.RUDNICK (L.CAMPBELL,L.DOBSON,M.YOUNG) (C) (T) LUTHER CAMPBELL 164000
K SHOOVE KORNEGAY (C.WIOLAL/M | 3.8 ¥ 1 OOTEN X.SUOOVE RORKEGAYF BROWILD YOUSG, 1B WEAVER, 1R) _(C)(0) (T SPOLED ROTTENDEF JaM 854620 ERCURY 64 | 61 55 11 | YOU SAID & MONA LISA | 33
5 1 12 | 10| 18| KISSIN'YoU @ * TOTAL | ¢ S.BROWN (R.ODEN,FLEX,S.SAPP) (C) (D) {T) ISLAND 854630
R.SAADIQ (J.JACKSON,R.SAADIQ,J.JOHNSON, B.JAMES) (C) (D) (M} (T) (V) (X) BAD BOY 7-9056/ARISTA 65 62 53 13 THEY DON'T CARE ABOUT US & MICHAEL JACKSON 10
TR g | THE THINGS THAT YOU DO ® GINA THOMPSON | 15 M.JACKSON (M.JACKSON) (C) (D) (T} (V) (X) EPIC 78264
R.JERKINS (R.JERKINS) (C} (D) (T) MERCURY 578158 75 . 2 LOVE & HAPPINESS ¢ SMOOTH | g6
@ 17 | 17 | 12 | IF I RULED THE WORLD *NAS | |7 C.STOKES,S.MATHER (GREEN,HODGES) (C) (D) PERSPECTIVE 587546
POKE,TONE (N.JONES,J.OLIVIER,S.BARNES,|.PARKER K. WALKER) (T) COLUMBIA 78327+ 67 59 56 9 WISHES (FROM “KAZAAM") ¢ NATHAN MORRIS | g
18 | 19 3 MY BOO ® GHOST TOWN DJ'S | g J.JAM,T.LEWIS (J.HARRIS IIl,T.LEWIS,N.MORRIS,S.STILLS) (C) (D) (T) (X) PERSPECTIVE 587550
R.TERRY (R.TERRY,C.MAHONEY,JR.) (T) SO SO DEF 78358*/COLUMBIA NEW D 1 COME OVER FAITH EVANS | g
2 2 LAST NIGHT *AZYET | 1 C.THOMPSON, 3.COMBS (F_EVANS,F.HOWARD,C. THOMPSON, S.COMBS) (C) (D) BAD BOY 7-9065/ARISTA
. BABYFACE (BABYFACE,K.ANDES) () (D) (M) (T (X) LAFACE 2-4181/ARISTA NEW D 1 KEEP RUNNING BACK & WHODINI | g
20 2% 17 i PO PIMP & DO OR DIE (FEATURING TWISTA) 20 J.DUPRI (J.DUPRI,J.HARRIS i1, T.LEWIS) (C) {D) (T) SO SO DEF 78325/COLUMBIA
THE LEGENDARY TRAXSTER (AK 47 BELO ZERON.AR.D.) “ " (C) (D) (T) RAP-A-LOT 38559/NOO TRYBE 0| 13| 73 g | CLONES & THE ROOTS | 4,
21| 15 | 15 | 27 | C’MON N'RIDE IT (THE TRAIN) A ® QUAD CITY DJ'S | 15 K. WILLIAMS (TROTTER ABDUL-BASIT, JENKINS,BLENMAN, WILLIAMS) (C) {T) (X) DGC 19402/GEFFEN
€.CLEMONHEAD,J MCGOWAN (C.C.LEMONHEAD, ] MCGOWAN, B WHITE} C) (M) (T) (X) QUADRASOUND/BIG BEAT 9B0B3ATLANTIC 1| 8 | & g | PAPARAZZI *XZIBIT | 5
THAYOD (A.JOINERE.BANKS) (C) (D) (T) LOUD 64565
* % % GREATEST GAINER/SALES  * * 72 | 64 | 64 | 8 | 'LL MAKE YOUR DREAMS COME TRUE (FROM “KAZAAM") & SUBWAY | .54
@ 311 — 2 | MISSING YOU (FROM “SET IT OFF") © BRANDY, TAMIA, GLADYS KNIGHT & CHAKA KHAN | 99 J.JAM,T.LEWIS (J.HARRIS IIl,T.LEWIS) (C) (D) (T) (X) PERSPECTIVE 587554
B.).EASTMOND (B.J.EASTMOND,G.CHAMBERS) (C) (D) (V) EASTWEST 64262/EEG CAN YOU FEEL ME © DRU DOWN
@ 23 2 4 TOUCH MYSELF (FROM “FLED") ¢ T-BOZ | 93 @ 82 — 2 D.J.FUSE (D.J.FUSE,D.ROBINSON,K WALKER M. MORALIS,D.ROBINSON,0.0GREN, D.HARRIS, D WIMBLEY) (C) (i {T) RELATIVITY 1567 3
D.AUSTIN (D.AUSTIN) (C) (D) (T) ROWDY/LAFACE 3-5080/ARISTA 59 | 100 | a | BODY SNATCHERS RARE ESSENCE | 74
24 3l 5 WHY DOES IT HURT SO BAD (FROM “WAITING TO EXHALE") ® WHITNEY HOUSTON [ 99 D.FLOYD (D.FLOYD,C.GARRIS,M.NEAL A.JOHNSON) (C) (D) (T) SOUNDS OF THE CAPITAL S20/LIAISON
BABYFACE (BABYFACE) (C) (D) (M) (T) (V) (X) ARISTA 1-3213 " T 4 | REDLIGHTS THA TRUTH | 7,
25 16 13 10 | LIKE (FROM “THE NUTTY PROFESSOR") © MONTELL JORDAN FEAT. SLICKRICK | 1} £.SERMON (M.ELLIOT,E.SERMON,T.SMITH,L. TROUTMAN,R.TROUTMAN) (C) {T) PRIORITY 53236
J.E.JONES (M.JORDAN,J.E. JONES,H.W.CASEY,R.FINCH) (C) (D) (T) DEF JAM 575046/MERCURY a| 1 ORDINARY GIRL o LIONEL RICHIE | 7
35 . 2 TELL ME (FROM “EDDIE") ® DRU HILL | o . 76 4 L.RICHIE,J.CARMICHAEL (L.RICHIE,BABYFACE) (C) (D) MERCURY 578375
S.BROWN (S.BROWN,M.DAVIS,A.CANTRALL) (C) (D) ISLAND 854660 n e | e 4 | SLIP N'SLIDE ® DANNY BOY | &7
% * * GREATEST GAINER/AIRPLAY * % % s;tnsoasvutnccms,mwm B0Y) (C) (D) DEATH ROW 999:7R4T/IN|\:'E§8(SE
ME AND THOSE DREAMIN' EYES OF MINE @ D'ANGELO 87272 4 n
@ 21 1 U 8 | ANGELO,B.POWER (DANGELO) (©) (D) (V) EMI 557D 27 T.C.RILEY (TRACY,LATTREL) (C) (X) NATURE BOY/BIG BEAT 98068/ATLANTIC
YoUu ® ® MONIFAN 19 74 74 5 A LiL' SOME’EM SOME’EM & RAPPIN' 4-TAY 74
2 | 19 18] 17 11 A.EATON (A.FORTE A.EATON,L.HAYWOOD) (C) {T) (X) EMI 58575
g:;"g;"z‘f O,R-BURRELL ¥ HERBERT.C KING) (©) ) ) UPTOWR 5600'.’“;‘8’;5& 80 | 70 | 63 | 8 | IT HURTS LIKE HELL (FROM “WAITING TO EXHALE") ARETHA FRANKLIN | 5
BABYFACE (BABYFACE) D) A g
29 |21 | 20 | 16 | Ve DALVIN (MR. DALVINK-CLIOJO) (C) (D) (M) (T) {X) MCA 55123 J | CONCFEl;s;Y at2 (C).( ;Ai—lis::wl:;lz;
SO MANY WAYS (FROM “HIGH SCHOOL HIGH") & THE BRAXTONS 81 79 70 10 45
30 | 25 | 22 | § | JhupRICLOWE (J.DUPRI,C.5.LOWER.CALHOUN) (©) (1) ATANTIC 87056 | 22 ’;':’(;OE(;;R(:E;)S‘:JOE’ MmN C"i”;‘:;f’é‘ggsﬂ
ALL | SEE *A+ 82 | 87 | 83 | 4 82
@ 36 | 37 | 8 | CCARR(C.CARRRJERKINS,SMITH BROTHERS) (C) (D) (T) KEDAR 56003/UNIVERSAL 31 :;EELLL;‘;\[/):;)ngsggorgaﬁ:;wy%%uoN) oIk iMle ;(5)7'3
@ 32 32 5 g"&‘{::‘g ﬁﬁ C.PENISTON. G.CHAMBERS) (c.) (gE(%EX)PAE'; '%Tlgs'\é 32 8 80 68 16 S.DIAMOND ($.DIAMOND, J.BLUME) (C) (D) HOLLYWOOD 64008 57
- - = = 5 | DON'T WANNA BE ALONE & SHAI
33 | 26 | 23 | 5 | BABYLUV @ GROOVE THEORY | 53 (8| REENTRY | 11 | ¢ iisim (€) (9) (T) GASOLINE ALLEY 55178Mch | O)
B.P.WILSON (A.LARRIEUX,L.LARRIEUX,B.WILSON) (C) (T) EPIC 78359 SAFTEINTE T
.| THAT GIRL & MAXI PRIEST FEATURING SHAGGY 85 81 84 15 . 44
38 | 38 1 10T gy nccions POIONA( BEASOUM ELUOT R LNHGSTONS PEZOYAQ BURRELL BT NS S ROPPER, STENGER) on nmwn s | ‘I\’LLEJ:EL%U:'L?((;% B.SURE!L WILSON.K GAMBLE.L HUFF) ol (X)l’“mm;?ljf;é
TELL ME (’'LL BE AROUND) & SHADES 86 83 75 18 16
@ 39 | 46 8| 77AYIOR C FARRAR (T TAYLOR,C FARRAR SWRIGHT LWRGHT.0 ANOREWS,T CARDWELL M PEOPLES SWWILUANS) _ (0) (D) () OTOWN 860410 ) ;:I%‘(;SYCOCS;:‘:(LCE?})\KLESL?FCEENI) CAPO(:J)E(DI)\J(TILBS?ESZEE
WITH YOU & SOMETHIN' FOR THE PEOPLE .‘!) NEW D 1 SNy 87
36 | 38 | 34 | 13 | 7R SOMETHIN FOR THE PEOPLE (EBAKER,RHOLIDAY.C WILSONW JYOUNG) (€)(0) 1) (X WARNER BROS. 7681 | O z’gEzg:ER;_SE‘TROLSLEY'V'SAN"AGO'P'L'CH‘PMAN'K'“&J;”S”;"E';A"s’FEATUR”‘\:‘(’;‘T’S{:‘I’ji'rg ?\;g ’;OM;‘;gfz
WHERE DO WE GO FROM HERE & DEBORAH COX 88 78 78 3 : 78
31 | 28 | 2 | 9 | ereRT (LSTEPHENS,D.CO) © © o (M o0 ARSTA 13223 | B :"TA'SSTEARLP:(-TF*::EK‘;;’:\(; l:EIf/T;R(‘nﬁ\TAE/F; :)FROM DTS (C) (D) (T) NO LIMIT 532.373*;8370\/
ALL THE THINGS (YOUR MAN WON'T DO) (FROM “DON'T BE A MENACE...") ® ¢ JOE 89 84 80 14 47
38 | 40 | 33 | 30 | [5F THOMPSON (. THOMAS,).THOMPSON.M WILLIAMS) ) (©) (v) ISLAND 858530 | ° V;cg;’s';’z’%‘;\"VEY'JR"F'LEW'S) CHONT) TOMMViOVSZ;”';LEAgﬁ
NEVER TOO BUSY & KENNY LATTIMORE 90 92 86 5 86
39 37 30 17 D.HALL {D.HALL K JONES) () (T) (X) COLUMBIA 78245 19 DJ CLARK KENT (C.KENT H.DESIRE,T.HESTER, G.GILSAINT,J.CARTER) (C) (D} (T) LOOSE CANNON 5781 124SLAND
* DON NE JUMP ON IT # SIR MIX-A-LOT
4 |30 | 8|1 ll)'.‘jOL':SE(D'.'lJOOI?EEG.TOBAR,P.RICHARDSON) () (D) (M) (T) {(X) LA?A%E E-H‘z%?msrs,x 2l NEWD 1| R0 R RUBR FRER SRMIALOT) LORDON CHASEC LODIKSRUBSSONM ARRGHT, (010111 1 AVIRGANRANG . oo e 8RS 91
VIAY ® o CRUCIAL CONFLICT 92 | 77| 77 | 3 | COME AROUND (FROM "THE NUTTY PROFESSOR") & DOS OF SOUL | 77
AL 129 | 20 | 1T | GiDSTYLE (w.MARTINM.KING.C.JOHNSON,RLEVERSTON) (© ©) (1 PALLAS 56008 UNVERSAL | 1 :;‘;OGNEY!::M-MST:;L;S (NFROONEY.H.MORALES] {C).(0),DEE JAM 5765525/MER:URY
THA CROSSROADS A @ BONE THUGS-N-HARMONY 93 [ 85| 19| 13 e @ SADAT X | 53
42 | 33 | 25 | 17 | U NEEK (BONE.D.J.U NEEK,THE ISLEY BROS..CJASPER] (G (D) () RUTHLESS 6335 RELATIVITY | | AMALEK ‘D-MUR[;’:“MALE“'K'RKLAND'E»MORR'CONE’ (C) (D) (T) LOUD 64561
X . u " UNTIL THE DAY & NONCHALANT
4 | & 3 !ZUA\'?&%E;E e L I ECE?IT)M [EE%EAMI’A;‘B%%/P:'IAEBD?#Q 3 Salll LN 3| CTHOMPSON (D.BAPTISTE.Q.BAPTISTE,C.THOMPSON) () (T) MCA 55199 88
ANYTHING GOES & RAS KASS
44 | 46 | 42 9 g!}!EMTNE,TgP’;‘AEPM‘iE‘(\Eg{?PMAN) © (z) (TV'?&EIT%%;%@E% 35 9 | 91 | 8 3 | RKASS,LHOLBDY (AUSTIN.K WEST AL BSUREY (C) (T) PRIORITY 53219 85
IT'S A PARTY & BUSTA RHYMES FEATURING ZHANE 96 | 96 | 96 | 15 | CAJUN MOON #® RANDY CRAWFORD | gg
4 a 8 | EASY MO BEE (T.SMITH,R.NEUFVILLE,O.HARVEY) (C) (D) (T) ELEKTRA 64268/EEG a R.DROESEMEYER (J.).CALE) (C) (T (X) BLUEMOON 9807 L/ATLANTIC
ALWAYS BE MY BABY A ® MARIAH CAREY 97 | 90 LYIN' KING ® NINE | g9
46 | 42 | 39 | 22 | (4Camey ) DUPRI (M CAREY,J.OUPRIM.SEALLHARRIS IILT.LEWIS)  (C) (D) (M) (T) (V) (X) COLUMBIA 78276 ! < R.LEWIS (D.KEYES R LEWIS,P.WILLIAMS) (T) PROFILE 7451*
YOU'RE THE ONE ® * SWV 98 | 94 | g | g | SOMEDAY (FROM “THE HUNCHBACK OF NOTRE DAME") ® ALL-4-ONE | g3
41 4 40 20 | 5 ALLSTAR GORDON.JR. (ALLSTAR.AMARTIN,| MATIAS T JOHNSON,C.GAMBLE) (C) (D) (T) (X) RCA 64516 ! W.AFANASIEFF (A MENKEN,S.SCHWARTZ) (C) (D) WALT DISNEY 64011 HOLLYWOOD
R © MEN OF VIZION OPERATION LOCKDOWN/DA WIGGY @ HELTAH SKELTAH
48 | 43 | 3 | 19 ? v?,lLJUSAE,sKTEFﬁ:E : & SPENCER 11T RILEY.S.BLAIR) ©) (D) MUY550 MUSIC 75274,8>,c 13 99 | 93 | 89 | 13 | CSwiFT MR WALT (E.BROOKS S.PRICE.J.BUSH.W.DEWGARDE) (©) (T) DUCK DOWN 53232 PRIORITY b4
49 | 45 | a5 | 10 | LET'S STAY TOGETHER (FROM “A THIN LINE BETWEEN LOVE & HATE") @ ERIC BENET | 45 100 | 86 | 82 | 10 | STAKES IS HIGH/THE BIZNESS & DE LASQUL | 53
E.BENET,G.NASH,JR.,D.POSEY (E BENET,G.NASH,JR.,0.POSEY) (C) (D) JAC-MAC 17656/WARNER BROS. JOEEDE LA SOUL (K-MERCER D JOLICOEUR V.MASON.L LISTON) () TOMMY BOY 730-

(O Records with the greatest airplay and sales gains this week. Greatest Gainer/Sales and Greatest Gainer Airplay are awarded, respectively, for the largest sales and airplay increases among singles below the top 20. @ Videoclip availability. @ Recording Industry Assn. Of America
(RIAA) certification for sales of 500,000 units. A RIAA certification for sales of 1 million units, with additional million indicated by a numeral following the symbol. Catalog number is 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 availability. (T) Vinyl maxi-single availability. (V) Vinyl single availability. (X) CD maxi-single availability. © 1996, Billboard/BPI Communications.
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DATU FAISON'S

R&B

Billboard,

FOR WEEK ENDING AUGUST 31, 1996

Q ; COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE SALES REPORTS
S[c-ll 0 N (Continued from page 22) sl sl o &, | COLLECTED, COMPILED, AND PROVIDED BY G0 undScan®
i yuletide tunes. Featured MoJAZZ |28|58|5g| €| TIME BN ARrTisT
W acts include Brown, Wayman Tis- ==| 32| vz | 25| LABEL & NUMBERDISTRIBUTING LABEL
ELCOME HOME: A'fyera seven-year split in search of individual and dale, Impromp2, éarol Riddick, * x *NO. 1% % &
group success, New Edltlon' member's Ralph Tresvapt, Bobby Brown, and Pharez Whitted. @ 2 2 g | LOUNGIN & LLCOOLJ
Johnny Gill, Ricky Bell, Michael Bivins, and Ronnie DeVoe are back B IC) (D) {T) DEF JAM 575062/MERCURY 1 week at No_ 1
to give fans a long-awaited dose of N.E. soul. Their first single, “Hit Me ACK ON POINT: Former Warn- 2 |1 1 RS (%}E)Y&Egﬁf) mfcg‘z"‘?g}mm & OUTKAST
Off” (MCA), earns Hot Shot Debut honors on the Hot R&B Singles chart er exec Hank Spann is back in the HOW DO U - >
. . . e . 3 3 3 12 WANT IT/CALIFORNIA LOVE A @ 2PAC (FEAT. KC AND JOJO)
with a grand entrance at No. 1, a feat the group never before accomplished music fight as founder and presi- (C) {D) (M) (T) (X) DEATH ROW/INTERSCOPE 854652/ISLAND
in its 13-year career. The single moved more than 123,000 units in its first dent/CEO of Las Vegas-based T3 @)| 5| 5 | 20| POPIMP @ DO OR DIE (FEATURING TWISTA)
week at retail, according to SoundScan, good for No. 2 on Hot 100 Singles Records, and he has formed a joint gr(:g;) '::.P'RA'ILSTE/N;.)I.O (T.?:'BEE ;B;Zm; GA'N © QUAD CITY DJ'S
Sales, while radio has been strongly supportive, with 84 monitored R&B venture with longtime industry sol- § 4 4 | B | &[0 cUADRASOUND/BIG BEAT 98083/AG
stations playing the song this week. dier Chris Mitchell, founder and @) s 7 4 | WUWEAR: THE GARMENT RENAISSANCE (FROM “HIGH SCHOOL HIGHT @ RZAFEAT NETHOD WA & CAPPAOONA
“This is a very special project to MCA,” says Ken Wilson, president of president/CEO of Pittsburgh-based G L BIG BEAT D800 IATLANTIC
MCA Black Music. “Therefore, we had to make sure we did everything in WildJoker. * % * GREATEST GAINER * % &
our power to give them the highest visibility possible.” The single also The debut act on WildJoker/TS3 is 8 8 5 | ALLISEE * A+
enters Hot R&B Singles Sales at No. 1, while moving 7-5 on Hot R&B Air- Selections, a six-man band whose Lo M L L EAES
play. New Edition’s last No. 1 on Hot R&B Singles was in February 1989, self-titled set ranges in style from 8 | 9 | — [ 2 | DRI SOUTH o arammsi ¢ GOODIE MOB
with “Can You Stand The Rain.” The album “Home Again” hits stores conter'npor'ary.gospel and R&B to 9 7 6 | 16 | PAY® © CRUCIAL CONFLICT
Sept. 10. easy-listening jazz. (C)'(D) (T) PALLAS 56008/UNIVERSAL
A But there is no hodgepodge of | 10 | 10| 10 | 8 ('CT, g)‘(}ﬁ’:&g‘\ o ¢ BUSTA RHYMES FEATURING ZHANE
LL IN THE FAMILY: Destined to follow in their sister Toni’s foot- wishy-washy tracks here; the eclec-
q . . ; . o - IN’ * H G I
steps, Towanda, Trina, and Tamar—collectively known as the Brax- tic music on “Selections” holds up @| u 2 (%Fggm'énéls 42409/JIVE OIS HORTEREAHEAR IAMENTIRONKADELG
tons—enter Hot R&B Albums at No. 26 with their first set, “So Many solidly with repeat listens. 121219 8 Eﬁgﬁ%ﬁgﬁéa e  XZIBIT
Ways” (Atlantic). The set’s first single, the title track, entered Hot R&B The set, which is being distrib- 4 -
Singles at No. 40 before peaking at No. 22; it’s currently at No. 30. uted through M.S., was serviced to 13 (12 ] 4 (scﬂﬁ,KnE, ALl B%)METHIN THESRIVEEREY
The Braxtons originally counted five members. The other two sisters, radio and retail Aug. 15. 14 | 15| 16 | 9 | CLONES/SECTION & THE ROOTS
Traci and big star Toni, left the group in 1989. Towanda says, “After going Due to the album’s broad creative G {1)0X) PGC 15402/GEFFEN
through three different labels, it’s a relief that it has finally happened for range, WildJoker/T3 is not going 15 | 14 |11 |25 f}g‘g,&?&'@Q’E&R;’{Eﬁg‘@;ﬁpﬁmm SR A EATS O KB ROMH
us. OQur current label realized. our creativity, giving us the flexibility to co- the single route. Says Spann, “Since 23 | — | 7 | cANYOU FEEL ME ¢ DRU DOWN
write three songs on our project.” ‘Selections’ is a multiformatted {C) (D) (T) RELATIVITY 1567
H album, we don’t want to dictate to 17 17| 14|30 gﬂmm’fﬂ;ﬁouyslc BE’ATng(I)g;M;'A'ELA' FEAT. THE NOTORIOUS B.L.G.
ERE’S TO THE LADIES: While many recent collaborations have unit- radio which single to play. We're 18 | 16 | 15 | 4 | NOMORE TEARS MASTER P FEAT. SILKK & MO B. DICK
ed old school and new school, none has done so like “Missing You” (East- shipping the record to [R&B] and (C) (D) (T) NO LIMIT 53237/PRIORITY
West/EEG), which features Brandy, Tamia, Gladys Knight, and Chaka gospel radio, then, based on [Broad- 192118 14 ("Cr)'ﬁ))‘\('#}ws%g”;gvlﬁ 5(,_’,{3[‘)”) (FROM “EDDIE") @ # COOLIO
Kh'an. The single is the first release frqm the sour'ldt'rack to “Set It Off,” cast Dgta Sy'sterps] spins, we'll KEEP ON, KEEPIN' ON (FROM “SUNSET PARK") @ & MC LYTE FEAT, KSCAPE
« » » 20 | 2| 21| 2
which streets Sept. 24. On Hot R&B Singles, “Missing You” has seen a determine which single to press. (C) (T) (X) FLAVOR UNIT/EASTWEST 64302/EEG
54% sales increase at R&B core stores, while the audience has been steadi- In an effort to drum up aware- 21| 21 | 17 | 20 | SCARRED (FROM “EDDIE") & LUKE
ly building at 79 monitored stations. Those factors push the track’s 81-22 ness for the album, the label placed ‘SC_’I_‘IE'L(UL"EGCI“LML”BEL‘L\LIGC:"?: ORE
chart move, and the title earns the Greatest Gainer/Sales award. “This “Someone Who Loves You” on a [(2D| NEWD | 1 ™M D X ,,CE)N,{LW 05177-/romw B0Y i o
single gave us the opportunity to combine old-school and new-school vocal gospel sampler that is regularly 23 | 19 | 19 | 10 | 1 CONFESS ¢ BAHAMADIA
talent while mirroring the storyline of the movie, which is about the lives mailed with the trade publication (G (D) (T) (¥) CHRYSALIS 53437/EM)
of four women,” says Elektra Entertainment Group chairwoman Sylvia Urban Network. The sampler was | 24 | 18 | 22 | 13 | HANGEM HIGH =~ © SADAT X
Rhone. shipped with the paper’s Aug. 12 % | 21 | 2 5 | ANYTHING GOES & RAS KASS
edition. () (T) PRIORITY 53219
JUST SO YOU KNOW: By now, everyone has heard of Los Del Rio’s “This album has a spiritual air 26 | 29 | 23 | 14 | QPERATION LOCKDOWN/DA WIGGY ¢ HELTAH SKELTAH
“Macarena” (RCA), the dance craze that has swept the nation and been about it without losing its enter- NEWD KEEP RUNNING BACK © WHODINI
No. 1 on the Hot 100 Singles for five weeks. It seems the craze is so strong tainment value and should do well ! | ©(0) 50 50 DEF 78325C0MIMBIA
that a few R&B stations couldn’t help but give it spins, causing it to debut among adult consumers as well as 22 | a1 | 3 | JUMPONIT @ SIR MIX-A-LOT
Q “ » ”» (C) {D) (T) (V) (X) AMERICAN/RHYME CARTEL 17626/WARNER BROS.
on Hot R&B Airplay at No. 74. We know “Macarena” is a huge dance gospel fans,” says Spann. 100 SPOKES © ABOVE THE LAW
record, but eligibility for Billboard’s specialty charts is determined by the I B30 [ 2|5 | ¢mmrowmeor s
chart managers, and those in R&B have ruled that the song is not appro- NDUSTRY NOTES: MCA is prim- 30 | 28 | 26 | 19 | TRES DELINQUENTES # DELINQUENT HABITS
priate for the Hot R&B Singles chart. However, in our quest for accurate ing artist Rahsaan Patterson’s _— _
information, we will continue to list it on the Hot R&B Airplay chart asa | | marketing campaign for a slow |31 | 26 [ 25 | 6 | ALIL SOMEEM SOME'EM SRR IS
reflection of what is happening at radio. burn, beginning with the early fall 32 | 27 | 32 | 3 | UNTIL THE DAY © NONCHALANT
release of “Stop By” in 12-inch con- ErC;i(IT\) gg\c?;?;omsy & BONE THUGS-N-HARMONY
. ' -N-HAR|
flguratlon.'Look for the full-length B 25 | 13 | 17| o) RUTHLESS 6335/RELATVITY
in stores in ear}y 1997 . .. Old- 34 | 34 | 34 | 12 | BOOM BIDDY BYE BYE ® CYPRESS HILL
school music continues to penetrate (C) (T) RUFFHOUSE 78339/COLUMBIA
I"" H&B latest heritage act to resurface is ®| 3 5 | RENEE (FROM “DON'T BE A MENACE...") @ e LOST BOYZ
SINElEs Mandrill, which recently per- 36)| 38 | 2|2 (C) (D) (M) (T) ISLAND 854584
™ formed at a local Hollywood, Calif., 3737|2028 (%)?A'A%)O(g':ncgssws © NONCHALANT
== <[=]=z church. ,
R ol . SHOT CALLIN’ & BIG BALLIN’ THE WHORIDAS
I 2 e £z 2 - Folks over 30 will no doubt 38 | 31 ] 31 | B | (¢)(0) ! SOUTHPAWMDELICIOUS VINYL 97005/NTERSCOPE
Z | 3| ¥ | ARTIST (LABEUDISTRIBUTING LABEL) Z | [ % | ARTIST (aBELDISTRIBUTING LABEL) remlfrglbe}:" the banq bek})ur'ld Fence- 39 | 35 | 40 4 (LJL':(;F'I(L'E';%P ® NINE
1|2 |5 | KNOCK KNOCK 14 | 9 | 10 | INTIMATE THOUGHTS walk,” which, despite being a mon- KREEP & CHINO XL
SAM “THE BEAST" (CLR) RENAIZZANCE (ALL NET) ster jam among soul consumers of 40 | 8 | — | 2 | &0 AMERICAN 17625WARNER BROS
KREEP FLOSSIN the day, managed to peak only at LET IT OUT . ® SKOOTA
213 | 5 | CHING XL (MERICANWARNER BROS.) 151211 2 | jrxtuneLe) No. 19 on the Best Selling Soul Sin- NEWD | | | c&riooe 12123
. R & N
3103 h’:IAER(\:/IEN%iY%l&gPRISE/WARNER BROS.) 16|17 8 #‘l‘IOEKPEUYPI':I(E)SK(EOgNVERTIBLE/PANDISC) glest c?art B 1973 ior;jpk;)lyior 'E}}:e 42 48 37 8 g%%ﬂ?&b%;n&uﬂm 578334/Mmm3“mm{mwmw s
SRRV L RO LU S IF | RULED THE WORLD * NAS
4|15 4 | O At wrervmousewao | | 17| 18| 8 | SEAL ATy rwarneR 8R0S day for playing a total of 20 instru- B9 |38 | 1| 5cowmemarsser
SHOT CALLIN' & BIG BALLIN' DOOKY BOODY ments. Although the act currently M| 3 | — 3 | KNOCK KNOCK SAM “THE BEAST"
515 | 8| Tigwnoroas sourrawpeLcousvivv | [ 18| — | 1 | D) D:MaN & BILLY BOY (OUT OF CONTROL) sports eight performers, only four (LMI)V(TE) (;)NCI;R I;iéo;'OR T STTETEGES
6|8 |a|LLBEWTHYOY 19]19] 7 | LARazAl are original members. Word is that RE-ENTRY | 18 | (o) (1) ) RUFFHOUSE 78270/COLUMEBIA
the band is shopping for a deal. Stay 4 | 33 | 43 | 5 | FREAK OF THE WEEK # DJ POLO FEAT. RON JEREMY
1 |13 2 | eI LM eroumn | (2]~ 1| SAED OO tuned. AR e el
_ L . CITI NEVER SLEEPS (C) (D) (T) DELICIOUS VINYL 97006/INTERSCOPE
8 1| Sioota CRITIQUE) a 1| T.RoC FEATURING MiSS JONES (PROFILE) c ORRECTIONS: Last week’s 48 a 30 2 LET ME CLEAR MY THROAT DJ KOOL
9{6|6|FREAKOFTHEWEEK = ol [22|7|6|Doyo.thane story on rapper Yo Yo misidentified m (x)E cRLRE 5513- - .
LO FEATURING RON JEREMY (SALMON) AL TARIQ (KOO FASH) (CORRECT) her manager, who is Belinda Wil- 49 | 50|39 | 13 PICV)I(T)HM) m%m‘\ M o ¢ PASSION
10| 14] 3 | SR weucous terscorey | | 23| 25|41 | SO E RTINS G tonmy e son. Adrian Salley represents the  [7g0 [ 20 | 35 | 17 OREGANOFLOW * DIGITAL UNDERGROUND
1112 |5 [ v THE onLY PLaver 2| | 4 | PLAYAH'S MoDE artist thr?ugh Wllllan'l Morris. Also,
MELIECK BRITT (EASTWEST/EEG) YOUNG LAY (ATLANTIC) last week’s column tripped over the . -~ A . .
(O Records with the greatest sales gains this week, ® Videoclip availability, @ Recording Industry Association
12(24| 16 SUTL%%RAEMADNESS 251116 CIRUSH Yvell'known fact that Maze Featur-  ;ramerica (RiAR) certfication for sales of 500,000 units. A RIAA certification for sales of 1 million units. Catalog
JER, YON (GRP) BIG SHUG (FFRR/PAYDAY) ing Frankie B everly’s “Can’t Get ?g) ga for cassgtteI singlel. ;llt‘s;e?sl)( (i:rglicatels catallo% Tlt;m(bl;r) iscafor c;ssette maxil-sing|e'; Eals;etz%s\i;\glel unavailab:e.
’, . . . » ssette single availability. single availability. ssette maxi-single availability. inyl maxi-single
13 12| 14 ] B O R eAn) Bubbling Under lists the top 25 singles under No. 100 Over You” was released on Warner avaitability. (V) Vinyl single availability, (X) CD maxi-singie availability. © 1996, Billboard/BP| Communications,
which have not yet charted, Bros. and SoundScan, Inc
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25 years with a bullet.

congratulations WEA on a quarter century of success.

From your friends at

Hey Fran, George, Dave, Pete, Heggie, Dan and Mack:

Newber)Y (omies

Thanks

WEA

for 25 years of a wicked good time!
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ON BEHALF OF THE ENTIRE WARNER BROS. FAMILY OF ARTISTS, EMPLOYEES, AND LAR



ORE.

)S, CONGRATULATIONS ON 25 YEARS OF INNOVATION AND DEDICATION TO THE MUSIC.

© 1996 Warner Bros. Records Inc.



The distribution organization pops the cork on a quarter-century
of sound business, constant innovation and an unshakable belief
in the music. The whole story of how it started and how it continues
to deliver the goods, from the beginning. . .

BY DAVIN SEAY

e et’s face it,” Alan Freed once prophesied, “rock 'n’
roll is bigger than all of us.” He should know. The
man who invented the phrase had ridden into a
place in history on the first wave of the music’s epoch-mak-
ing popularity in the mid-’50s. But even as prescient a
trend-spotter as Freed could hardly have known just how
important and enduring the rock revolution would
become.

By the late '60s, rock 'n’ roll had emerged from its disrep-
utable adolescence to become the defining creative expres-
sion of a restless, but well-heeled, new generation, while

three visionary record companies—Warner Bros., Elektra

and Atlantic—had single-handedly set out to
prove that, when it came to the burgeoning
business of this potent new sound, bigger
could indeed be better.

It was that shared vision that served, in
turn, as the foundation for one of the music
industry’s most audacious success stories—an
epic tale that brought arch competitors
together, even as it honored their differ-
ences, created a worldwide network with a
local focus and forged a new era of distribu-
tion and delivery that would provide the
new music an unparalleled global
reach.

In the relatively short
history of the modern
music industry, there
are few achieve-
ments more signifi-
cant to the business
of making and
marketing  music
than the creation of
WEA Corp. WEA’s
exponential growth
over the past quarter-
century, measured in
everything from staff to market
share to the ultimate yardstick—the
bottom line—is all a part of the saga. But the
real appeal of the story inevitably lies in the
people who made it happen. The quirky,
mercurial and often unruly cast of characters
at the center of the WEA story make up a roll
call of quintessential music-professionals.
These were the individuals who presided
over the birth of the multi-billion dollar busi-
ness we know today, names that range from
Joel Friedman to Mo Ostin; Henry Droz to
Joe Smith; Jac Holzman to Ahmet Ertegun
and beyond. And each one of them played
an indispensable role in the extraordinary
evolution of WEA.

HELMSMEN: From left, founder and president Joel Friedman (1971-1977), president/CEO
Henry Droz (1977-1993), current chairman/CEO David Mount

In 1967, Seven Arts
bought Warner Bros.,
taking the first step in a
long and intricately-choreo-  that here  were
graphed series of takeovers,
buy-outs and consolidations
that would ‘eventually coa-
lesce into WEA Corp.

It was, paradoxically, those same record
people who, in large part, created the need
they were obliged to fill with the creation of
WEA. While the business and musical raison
d’étre behind the formations of Warner
Bros., Elektra and Atlantic Records might
have been as varied the men who helmed
those fledgling enterprises, the result was the
same: companies that defined an epochal
shift in the style and substance of popular
music and an attendant growth curve that
resembled the flight pattern of a moonshot:
straight up.
The triad of labels had,
between them, landed the
cream of '60s rock aris-
tocracy, establishing,
in the process, the
indisputable  fact

labels where artistic
freedom dovetailed
seamlessly with
commercial clout.

Between them, they
boasted rosters of the

most popular artists in the

history of recorded music: from

Jimi Hendrix to the Doors to Led

Zeppelin, to scores of others, the companies

had cornered the market on the rock revolu-
tion.

It was there that the similarity stopped.
Warner Bros. had originally been created by
a movie mogul as little more than a sound-
track-marketing afterthought, with Reprise
Records added only to lock in Frank
Sinatra's box office; Atlantic was the pre-
scient folly of an R&B-loving Turkish immi-
grant and a would-be dentist, Ahmet
Ertegun and Herb Abramson.

Elektra had essentially been invented in
Continued on page 36
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WEA'S

GREATEST HITS

By FRED BRONSON

To celebrate its
25th anniversary, WEA
compiled a list of its 20

hest-selling albums from
1971 to 1996, ranked in
order. The list includes

alhums released on any
WEA-distributed label

during the designated year.

AR 40 40 aF 4

g »ﬂ-’{é‘?g

“Their Greatest Hits 1971-1975," The

Eagles (Asylum) released: 9/76
For most bands, a greatest-hits col-
lection caps a career. For the togk
quintet from Los Angeles known as
the Eagles, this 10-track compilation
marked a dividing line between their
earliest hits {“Take It Easy,” “Witchy
Woman”) and the commercial
breakthrough they were to experi-
ence with their next album, “Hotel
California.” The group that was
formed by two of Linda Ronstadt’s
backing musicians—Gienn Frey and
Don Henley—re-formed in 1994,
proving that hell could freeze over.
They became the world’s top tour-
ing attraction, helping this album to
sell even more cgpies.

FEETWOOD MAC
RIMOURY

“Rumours,” Fleetwood Mac
(Warner Bros.) released: 2/77

if the members of Fleetwood Mac
had been getting along better and
were not in disarray in their personal
lives, “"Rumours” wouldn’t have
delivered such a powerful emotionat
wallop.lt also would have sported its
original title, “Yesterday's Gone,”
from the song “Don’t Stop.” But
their lives had been reduced to soap
opera-level, and John McVie came
up with the revised title that topped
the Billboard album chart for an
amazing {nonconsecutive) 31 weeks.

Wih Dave Mount

WEA's CED On Teamwork, Technology And Moving Into The Millennium

BY CHRIS MORRIS

AVID MOUNT, chairman/CEO of WEA Inc, rejoined WEA in 1993 after serv-
ing as president/CEO of LIVE Entertainment Inc. and CEO of LIVE Home
Video Inc., a subsidiary of LIVE Entertainment. Mount also served as chairman

of Strawberries, Inc., the 150-store chain owned by LIVE. Before joining LIVE
in 1988, Mount spent 11 years with Warner Communications, rising to national
VP of sales and distribution for Warner Home Video; he began his stint at Warner as
regional marketing manager for WEA Corp. in Los Angeles in 1977 and rose to become
the company’s first national VP of video sales and distribution. He started his profession-
al career in 1964 as a store manager for Musicland and later worked for the retail com-
pany’s parent, Pickwick International Inc. In the following interview, Mount discusses
WEA Inc.’s recent past and looks into the company’s

> ae 1t o . “When WEA came together, the labels created the GRPS watch-
T .
{Uture e dppI’OdChCS the yea 2000 dog committee—'G’ was David Glew, 'R’ Ed Rosenblatt, ‘P’ Mel

Is there anything intrinsic to the WEA organization that helps maintain your Posner, 'S’ George Steele—because they didn't trust this new
authoritative position in the marketplace? organization out there and they wanted to keep an eye on this guy
Over the years, the organization, the team that Henry Droz and Joel Friedman built Friedman. He was noe longer considered a ‘label’ guy. Now he was a
that 1 inherited, was a top-notch team. We've done very little in terms of changing peo-
ple around here. I think the team is very strong, they're committed to what they do.
Our people are our most important asset, and we have the best in the business, from
Continued on page 38

distributor, and they wanted to make sure they got their way. The
thing was, Joel was still a label’ quy. He knew nothing about things
like warehousing, so when he and the GRPS committee went into
the field to look at these big structures, they would ask intelligent
questions like, ‘Do you got air conditioning?,” not knowing this was
arather sophisticated thing they were getting into. But what they

did bring to the business was the labels’ point of view that the
product was the most important thing. They became non-tradi-
tionalists, acting as record people and not units people. They

ing album, its fourth release, never reached the chart summit. made up some new rules, did some silly things, and at first made
Containing the national anthem of rock radio, “Stairway To asses of themselves at times. Still, they never wavered from their

3(Untitled), Led Zeppslin {Atiantic)
released: 9/71

It's one of the ironies of the rotk etathat Led Zeppelin’s best-sell-

Heaven,” the disc spent four weeks at No. 2, runner-up to both : ] ;
Siy & The Family Stone's "There's A Riot Goin’ On” and Carole cent.ral passion Fhac the record came ﬁrst and the importance of
King’s “Music.” There’s no denying that Led Zeppelin was a music was more important than the price of cardboard. By the end
supergroup in its prime when this album was released, but the 0f 1972, WEA was the No. 1 distribution branch system. It was very
fact that “Stairway” was not released as a single is a factor in its enjoyable, as long as you were part of it."

amazing sales total. —Stan Cornyn, retired,
former head of Warner New Media
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4*Back In Black,” AC/DC {Atco)
released: 7/860

The Australian ‘heavy-metal outfit
had been together five years when it
finally achieved success in America
with “Highway To Hell” in 1979. Six
months after the album entered the
¢hart, lead singer. Bon Scott died
from an overdose of aicohol. The
band members were down but not
out: w'gth new lead singer Brian
Johnson {from the group Geordie),
they recorded "Back In Black.” It
proved to be a tribute to Scott as
well as the group's best-selling
album ®ver and the beginning of a
new phase in its career.

“Hotel California,” the Eagles
{Asylum) released: 5/76
Heading into rockier territory, the
Eagles flew to a new plateau with
“Hotel California,” a critical and
commercial success. "Ewvery band
has their peak,” Don Henley told
Craig Rosen in “The Billboard Book
Of Number One Albums.¢ “That was
ours.” Bernie Leadén’s departure
made way for former James Gang-
member Joe Walsh, who helped
move the group in its. new directian.
“He presented ballads with a lot of
harmonies in them,” Henley told
Rosen. “Hotel California” spent
eight nonconsecutive weeks atop
the Billboard album chart, and the
album yielded two No.. 1 singles as
well: the title track and “New Kid In
Town.” .

£~ “Purple Rain,” Prince &The
Revolution (Warner Bros.)
released: 6/64

Thanks to Prince, the musical map
that. embraced Detroit, -Nashville,
Memphis, San Francisco, New York
City and New Orleans as capital
cities expanded to include Minne-
apolis. The soundtrack to Prince’s
acclaimed film “Purple Rain” spent
24 consecutive weeks on top of the
Billboard aibum chart: it pwas
Prince’s first No. 1 album, jand it
included his first two No: 1 singles,
“When Doves Cry” and “Let's Go
Crgzy.”
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Continued from page 32

the audio-electronics workshop of Jac Holzman
and Paul Rickholt. 1t would be hard to imagine
corporate entities with such disparate points of
departure as these three, yet the common bond of
consistent success in discovering and marketing
the new music put them in a class, and profit col-
umn, all their own.

Small wonder that, as coffers industry-wide
began to swell with the fabulous profits of rock,
corporations were suddenly eager for a first-class
berth on the bandwagon. In 1967, Seven Arts
bought Warner Bros., taking the first step in a long
and intricately choreographed series of takeovers,
buy-outs and consolidations that would eventually
coalesce into WEA Corp. Later that year, the newly
created Warner Bros.- Seven Arts, a “leisure time

» . . . . ST
conglomerate” and one of the earliest exercises in |

true show-business synergy, made a similar bid for ~ FIRST INITIALS: From left, former Warner Bros. Records chairman Mo Ostin, Elektra (and

re b

Atlantic Records. Operated autonomously, their  Discovery) Records founder Jac Holzman, Atlantic founder and current co-chairman/co-CEOQ
competitive edges intact, the two record compa-  of the Atlantic Group Ahmet Ertegun

nies shared little but their spots on the Seven Arts

asset listing, but it wasn’t until Seven Arts was itself bought lock, stock
and record labels by an ambitious funeral-parlor and parking-lot entre-
preneur named Steve Ross that the combined potendal of the two
world-class recording enterprises began to be fully realized.

By 1968, Ross had assembled his own impressive version of an enter-
tainment empire under the Kinney Leisure Time Group imprint, a
portfolio that included several publishing companies, TV syndication
services and a talent agency. The $400-million acquisition of Warner
Bros.-Seven Arts yielded the rich assets Warner Bros. and Adantic
Records, but Ross was also interested in maintaining the winning man-
agement teams that had taken the labels o the top. With his firm
promise of no executive interference, Ross displayed the kind of canny
approach to the highly sensitive, personality-driven business of music
that would become a crucial factor in the creation of WEA.

That creation was necessitated not simply by the corporate kinship of

two major record labels, but by a hidebound distribution system that
had for years served to bring record product to the customer. By the late
"60s, that system, quite simply, was out of sync with the rapid clip of the
rock 'n’ roll revolution. The patchwork assemblage of regional one-stops
and rack jobbers worked well enough when the music industry could
count its collective revenue in seven figures or under, but as Baby
Boomers” buying habits began building to a billion-dollar business, tra-
ditional mom-and-pop operations not only couldn’t keep up; they had
no idea what was gaining on them. Independent distributors seemed
congenitally to err on the side of caution, often ordering no more than
a half-dozen copies of such new rock releases as Jimi Hendrix's “Are You
Experienced” and waiting to see how the kids would respond. They
were blissfully unaware that stocking bins was, in itself, an unparalleled
pump primer, as word-of-mouth about the power and potency of the

released: 7/94

ing to the top a record four times.

7 “Crécked Rear View,” Hoot# & The Blowfish (Atlantic)

One of the most successful debut albums: of all time,
“Cracked Rear View” proved that Atlantic A&R staffer Tim
Sommer knew what he was doing when he“$igned the
South Carolina quartet to the ldabel. The group, which
doesn’t actually include a Hootie or a Blowfish, had already
recorded three EPs when it joined the Atlantic roster.
“Cracked” became a favorite with Adult Album Alternative
stations, but the band attributes its sales breakthrough to
{ three appearancés on David Letterman’s late-night show.
The album spent eight weeks atop The Billboard 200, return-

new music spread like wildfire, creating a demand that had to be antic-
ipated and profitably met.

Simple business sense, perhaps, but the emerging giants of the music
business felt hopelessly hamstrung by a distribution network that simply
didn’t understand the music’s precedent-breaking appeal. The first to
break out of the mold was Warner Bros. Records. Learning valuable
lessons from an abortive attempt at in-house distribution in 1958, the
company set up an experimental branch in the Southern California area
in 1969 as a possible prototype for an expanded operation.

The results were immediate and gratifying: a jump in sales perfor-
mance that boded well for expanding the fledgling company, dubbed
Warner Bros. Records Distribution. But the real impetus for a label-
operated distribution system would come from Elektra founder Jac
Holzman who, that same year, approached Atlantic’s Jerry Wexler with
an elegant idea: Warner, Elektra and Atlantic in a mutual distribution
pact. Holzman’s pitch centered on the contention that the three compa-
nies’ catalogs and rosters in no way competed with each other—certain-
ly a debatable notion, but ultimately less compelling than the raw num-

Continued on page 40

“When most people think of WEA, they have praise for the past and
the track record of being No. 1 for 24 of the last 25 years. When |
think of WEA, | applaud their vision for the future and their com-
mitment to develop new markets. The continued leadership of
Dave, George, Fran and the rest of the WEA team is sure to draw on
the strength of the past to make success in the future a reality of

our division.”
—Melinda Scruggs Gales, VP/GM Warner
Christian Distribution

“Early on during the four years that | have been with WEA Latina, |
quickly realized the magnitude and complexity of WEA
Corporation. It has been a gratifying challenge to experience first-
hand the innovations and accomplishments within, while sharing
with WEA and our customers some insight into our music and cul-
ture. At times, the disagreements and differences of opinion have
made for interesting situations, but the sense of family that has
always been present and continues to be cultivated by Dave Mount

has invariably prevailed.”
—Sergio Rozenblat, GM, WEA Latina
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&“Metallica." Metallica (Elektra)
released 8/91

Metailica’s e from compli |
epics to simpler odes proved to be a
winner: for the Bay Area-based
heavy-metal outfit. After scoring a
tommercial breakthrough with
~...And _Justice For All* (the band's
first top 10 album) in 1988, Metallica
felt creatively exhausted. That
prompted the move to-shorter, more
basic tunes, and “Enter Sandman™
showed the way for the rest of the
eponymously titled album.
“Metallica,” the quartet’s first No. 1
album, spent four weeks atop The
Billboard 200.

“Jagged Little Pill,” Alanis

Mprissette (Maverick) released
©6/95
By ‘the time she signed with
Madonna’s record label, Ottawa-
born Alanis Morissette was a lohg
way from tne teen sensation who
had recorded two. dance-oriented
albums in her native Canada. The
thoughtful, provocative “Jagged
Little Pill” struck a nerve with
Americans, who rewarded Moris-
sette with the first album by a
Canadian female to reach the top of
The Billboard 200. The album, pra-
duced in the home studio of produc-
er/co-writer Glen Ballard, spent nine
weeks at No. 1 by the time 1996 was
half over.

James Tavioe

17 O“Greaﬂt.est Hits,” James Tayi—or;
(Wartler Brog):released 10/76

Boston-born Janies Taylor was
sighed to the Beatles’ Apple label by
A&R chief, Peter Asher. The intro-
spective ‘singer-songwriter didnt
achieve international fame until he
moved over to Warner Bros., with
Asher as his producer. “Sweet Baby
James” and “Mud Slide Slim And
The Blue Horizon" established
Taylor’s credentials and became his
highest-charting albums, peaking at
No. 3 and No. 2, respectively. His
best-selling album is his “Greatest
Hits” collection, even though it onl
reached No. 23 on the Billboard
album chart.

DAVE MOUNT Q&A
Continued from page 34

our branch managers and field stafl’ to our home-office team.
Generally, we promote from within, and recently promoted three of
our branch people to national positions at our Burbank headquarters.
Irom our Chicago branch, Tony Niemcyk
is now director of national sales, Gary
Dolick was with our Cleveland operation
and is now national sales manager, and
George Valdiviez came to us from the LA
branch and is national director of market-
ing.

We're developing new and better sys-
tems and ways of doing what we do, tak-
ing advantage of new techonologics that
weren’t  available  until  recently, to
improve our scrvice, and make it more
cfficient, drive some costs away.

Can you define what technologies and
what systems have helped improve
your efficiency, and even look into the
future at innovations that will expand
and improve your services?

Technologies  like  SoundScan  and
Broadcast Data Systems have brought us a
better understanding of what happens in
the marketplace with our product than we
ever had in the past. We can use that tech-
nology and that inforination to microman-
ket product. It helps us in developing
acts; to a lesser degree, it helps with the
big acts, because they tend to break
nationally anyway. But with developing acts, you can sce where a
record is starting.

Also, the type of point-of-sale information that we can get from our
customers—in addition to what we get from SoundScan—can be used
as a replenishment tool. Those stores will be able to transmit their sales
to us on a daily or weekly basis in the form of an order, and we will just
replenish inventory, basically, as it's sold in stores. We're doing that
now with some of our video customers on behalf of Warner 1lome
Video. We'll soon be able to do that on the music side as well. ‘That will
make it much more efficient for us and for the retailers, and it will
drive costs out of the system.

Dave Mount

Internally, are there innovations that WEA has made under your
aegis, either technologically or organizationally, that have
improved your ability to serve your customers?

At the beginning of 1995, the company made a decision to consoli-
date the manufacturing, packaging, printing and distribution func-
tions under one unit. That became WFEA Inc. So WEA Manufacturing,
Warner Media Services and WEA Distribution are now all part of this

released 7/867
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1 1"‘Appe‘1:ii:e For Destruétion,” Guiis N' Roses (Geffén)

The Los Angeles-based hard-rock quintet known as Guns N’
Roses was signed to Geffen by A&R staffer Tom Zutaut for a
$75,000 advance, but that was no guarantee the first full
album: {after an EP on its own independent fabel) was going
to sell. Indeed, “Appetite For Destruction” took an extreme-
ly leisurely climb up The Billboard:200, finally moving to No.
1 in its 50th chart week (the sixth-longest climb to No. 1 in
chart history). A month later, an edited version of “Sweet
Chitd O’ Mine” hit No. 1'on the Hot 100, but fead singer-AxI
Rose disavowed the shorter version because a slow guitar

N\
\%

same unit, reporting to me. From the point that we get the artist’s mas-
ter and artwork to the time that it’s on the retailer’s shelf is what we
refer to as the supply chain, and we've tried to rationalize that process
of building inventory, of manufacturing and moving product through
the pipeline to the retailer’s shelves. That whole process is now being
looked at as one process instead of a whole series of individual process-
es. We've spent a lot of time in the past
year-and-a-half focusing on the physical
sides of our distribution and manufactur-
ing. We've revamped our plant; we've
moved from batch manufacturing—which
is essentially one plant—to cellular manu-
facturing, which is in a sense a series of
small plants within a larger building. "That
has enabled us to reduce our cycle time of
turning product around and getting it
back into the customers’ shelves, so we've
lowered inventories and improved our
service at the same time.

We're also looking at new technologices
that are available to us. We've added new
automated picking systems in the branch-
es for new releases, and we've gone to
paperless picking of new releases. These
are nuts-and-bolts things, but they really
do improve our ability to service our cus-
tomers and our labels.

It's geared to developing a more
responsive system, which is probably
what the customer wants most.

Yes. You read about these re-enginceer-
ing projects that are going on in compa-
nies of all kinds, and you're really trying to
get to this "just-in-time” inventory position, where you can improve
your service to your customer hy having the right inventory at the right
time, but at the same time you don’t want 1o have lots of excess inven-
tory. That’s what we've had in the past, because we haven't had the
software or the technology to predict where those sales are going to be,
and we've tended to over-manufacture product—not just us, but every-
Continued on page 44

“You have to have the music to begin with, and the rest is non-
sense. As Mo Ostin always says, ‘A&R, promotion, distribution,’
and I'm not trying to minimize WEA's role. They are second to none,
and | don't think there is anybody who's come close to what they've
done. I'm amazed myself when | go to a branch and see how big they
are now, with facilities well over 100,000 square feet. We had a
branch in Medford, Mass., that became an office for Warner Cable,
and now | think it's a Staples office supply store. | was here when
this company was a $25-million-a-year company. Now that's a

lousy month.”
—~Lou Dennis, senior VP, national sales,
Warner/Reprise

“We always took great pride in issuing awards at our national
meetings, and you canimagine how exciting it was for all of us com-
ing from the independent world. We didn't know from Branch
Manager Of The Year or Sales Manager Of The Year. | think the thing
that struck me most was when people would receive these awards,
more often than not you could see tears welling up in their eyes
over a simple plaque. That is the kind of emotion and feeling of fam-
ily that we're talking about.”

—Vic Faraci, senior VP, Warner/Reprise
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q 2"No Jacket Required,” Phil
Collins (Atlantic) released
2/865
Answering an ad'in the British music
weekly Mélody Maker landed Phil
Collins the job as replacement
drummer in Genesis. When lead
vocalist Petee Gabriel departed,
Collins stepped up to the micro-
phone. But the most successful
phase.of his career tirned out to be
his:solé work. After “Face Value”
peaked at No. 7 in 1981 and “Hello, |
Must Be Going!” reached No. 8 two
years ‘later, “No' Jacket Required”
was his ticket to the top of The
Billboard 200. The very same week
the ‘album moved into the No. 1
spot, Collins’ “One More Night” sin-
gle also made its move to No. 1 over
on the Hot 100,

;stj%

1 S“Forever Your Girl,” Paula Abdul
{Virgin) released 6/566

Before the Virgin label was pur-
chased by EMI; it was distributed by
WEA in the U.S. And in the label’s
early days in its current incarnation,
it scored in a big way -with Paula
Abdul. But the former Lakers cheer-
leader and choreographer for stars
like  Janet Jackson and Tracey
Uliman wasn’t an immediate suc-
cess. The first two singles failed to
make the top 40 portion of the Hot
100,:but thén “Straight Up” shot to
No. 1. By September of 1989 Abdul
had cojlected three No., 1 singles. A
rhonth later, the “Forever Your Girl”
album reached the top of the album
chart in its 64th week, the fongest
any album has ever taken to hit No.
1. In February 1980, “Forever Your
Girl” became the first debut album
%o yield four No. 1 singles:

1 4“Van Halen,” Van Halen (Warner
T Bros.) released 2/78

The:eponymous debut of Van Halen'
is the hard-rock quartet’s best-seil-
ing album, even though it peaked at
a lowly No. 19 on the Billhboard
album chart, compared to the top 10
status for dll of the greup’s other
albiims, including four Ne. 1 discs.
But then “Van Halen” rémained on
The- Billboard 200 for 169 weeks,
more than twice as lohg as any
other album by the band that began
with David Lee Roth as lead singer.
The flamboyant vocalist swas
replaced by Sammy Hagar, who
departed the band recently to make
way for the return of Roth.
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WEA AT 25
Continued from page 36

bers. FElektra’s $15 million annual gross—bolstered by a roster that
included folk stalwarts Judy Collins and Theodore Bikel as well as the
era’s hottest American rock band, the Doors—added to the combined

$50-million Warner and Atlantic business would make the expense off

maintaining a distribution network feasible.

Only one problem remained: Elektra Records remained outside the
Kinney Record Group umbrella, which made any wide-ranging distrib-
ution pact tanta-
mount (o sleeping
with the enemy.
Steve Ross, at the
wrging  of Mo
Ostin and Ahmet
Lrtegun, set about
to remedy the sit-
uation, feeling out
Holzman in late
1969  on the
prospect of join-
ing Kinney’s ra-
pidly expanding
fold. Holzman
professed interest,
restating his
desire for consoli-
dated  distribu-
tion. With Elektra
purchased for $10
million in July of

N\
\\

the new company, a more basic question of business philosophy had to
be addressed: How would three fiercely independent labels carve out
common ground in this new venture? For Joel Friedman, the answer
was simple: “Why detract from that individual identity by centralizing
advertising or other functions?” he asked. “Surely, you could save enor-
mous amounts of money. But the way each company did things had to
be preserved.”

Therein would lie the simple secret of WEAs phenomenal success
story: unity achieved with uniqueness intact, a partnership dependent
on individual strengths but ultimately stronger than any of its single

1970, the way was ~ KEY PLAYERS: From left, late Time Warner chariman Steve Ross and current label heads Russ Thyret (Warner Bros.), Sylvia

finally clear for Rhone (Elektra) and Val Azzoli (Atlantic)
the next leap of
the evolutionary ladder of record distribution.
It couldn’t have happened a moment too soon. By the dawn of the
new decade, relationships between the labels and their distributors were

at the breaking point. Remembers Joe Smith, then exccutive VP of

Warner Bros. Records: “It came to a head with the Grateful Dead.
They're breaking, but our distributor is always out of stock. The end was
clearly in sight.”

In point of fact, Warner and Atlantic executives, with the unofficial
participation of Elektra, had been holding preliminary talks about com-
bined distribution since May of that year and had already filled in an
executive roster by the time the Elektra deal closed, putting the final ele-
ment of the tripartite WEA structure in place.

Joel Friedman, a former Billboard reporter and merchandis-
ing/advertising department head in the early years of Warner Bros., was
tapped to head the firm’s domestic division. Ahmet Ertegun’s urbane
and music-savvy brother Nesuhi was a perfect choice to head the inter-
national operation.

But beyond even such fundamental considerations of who would run

‘1 5“Like AVirgin,” Madonna (Sire)
released 11/64

’Q j February 1985,

She became,the pop lcon of the late '80s, but the name
Madonna . carried little weight when the album “Like A
Virgin” was released. Her first eponymously titled release
peaked at No. 8 in 1984. For her second album, Madonna
| was teamed with a producer she idolized, Chic co-founder
Nile Rodgers. Neither one of them liked the song that
Warner Bros.-A&R staffer Michael Ostin brought them. For
one thing, Billy Steinberg and Tom Kelly's “Like A Virgin”
™ had been written for a- man. But it grew on them, and
Madonna wisely chose it as the album’s first single. it went
to No. 1 in December 1984; the album did the same in

parts. That strength would be guaranteed by a de-facto oversight com-
mittee comprised of representatives from each of the three labels, in-
house and on-hand to integrate the labels” functions with what was then
to be called Kinney Records Distributing Corporation. Made up of Dave
Glew for Atantic, Ed Rosenblatt for Warner Bros. and Mel Posner for
Llektra, the trio became known as the Grip Committee (based on their
initials, GRP) or occasionally, when the going got rough, The Gripe

Continued on page 42

“One of the secrets of WEA's success is that it's a very stable
organization, yet it doesn't rest on its laurels. As recently as a few
weeks ago, | was speaking with Fran Aliberte and George Rossi
about some new programs. It's so refreshing to see individuals who
have been there for so long so open to change and looking at new
ways to do things when they could take a very arrogant attitude.
The people at WEA continually reexamine themselves to see how
they can become a better distribution company, and in spite of all
the changes at the Warner Music Group, not to mention all the
changes in WEA, it has still managed to act as the solid anchor
within the organization.”

—Richard Foos, president, Rhino Records

“WEA's strongest suit is that its labels continue to produce the
best, most sellable music. The people there have always been more
or less cooperative, and certainly fair with us through the years,
while WEA's organization and the way it handled its paperwork was
the best in the industry and made everyone else look sloppy by
comparison for a long while.”

—Russ Solomon, president, Tower Records
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band’s

1 6“éiiminator." ZZ Top (Warner
Bros.) releaséd 3/83
The Houston. trio released its first
album in 1972. “Rio Grande Mud”
spent'a mere 10 weeks on the chart
and peaked at No. 104, It was the
second album, “Tres
Hombres,” that established their
bapgie-rock credentials by peaking
at No: 8.in 1974. After three more
albums on London, ZZ :-Top moved
over ‘to Watner Bros. Their third
album_on the Burbank-based label
was “Eliminator,” which peaked at

No. 9.and spent 183 weeks on the

charf, the longest run.for any ZZ Jop
album.

“Unpluaged,” Eric Clapton (Duck/Reprise)

released 7/92

It was a reluctant Eric Clapton who agreed to tape a segment of
MTV’s “Unplugged” series on Jan. 16, 1992. After it aired on
March 11 and received the. highest rating of any “Unplugged”
show to-date, Clapton was even more reluctant to have the per-
formance available as an albun But the demand was so great, a
release was inevitable. The public loved it, and so did the music
industry: Clapton took home six statuettes at the 1993 Grammy
Awards. A week later, ‘that triumph helped boost the album to
Nc. 1 on The Billboard 200, some 27 weeks after it debuted.
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WEA AT 25
Continued from page 40

Committee. GRP became GRPS with the addition of George Steele.

Coming to grips or airing gripes, there was much to be done as the
three labels began a top-secret run-up to launching their huge new dis-
tribution network. The initial moves, made even while the Elektra deal
was being finalized, were designed solely to test the waters, with Atlantic
sharing space in Warner Bros.” single Los Angeles branch, managed by
Ted Rosenberg, formerly with Columbia Distribution, and staffed by
another CRDA alumni, Bob Moering, as well as sales manager Charlie
Goldberg and a young sales rep named Russ Thyret.

With the opening of a Cleveland branch, an initial timetable of two
years to get the entire system up and running seemed to be on sched-
ule. But news of so significant an undertaking was hard to keep secret,

and it wasn’t long before the independents began to catch on to what
was happening under their noses.

Faced with the very real prospect of no promotion and distribution for
their product from vindictive independents, Friedman and the GRPS
Committee were forced to make a whirlwind tour of every targeted
region, selecting sites and picking staff on the fly, closing down their 24-
four month window to a mere nine months. “We were ahead of our
time,” remembers Ed Rosenblatt. “We created seven new branches, to
serve greater areas. It was the first of its kind.”

Even as the Friedman team, including such canny financial officers as
Atlantic’s Sheldon Vogel, Warners’ Murray Gitlin and Elektra’s Jack
Reinstein, held off the harassing tactics of the independents, work pro-
ceeded in establishing an international network to match the mush-
rooming domestic operation, with its first flag planted in London.
Luring a whole new generation of British artists—from Fleetwood Mac
to Rod Stewart to the splintered elements of the Yardbirds—with the
promise of an enormously increased distribution clout, Kinney Records
International faced its first substantive internal struggle when disputes
began breaking out over competition in signing artists. New guidelines
were quickly hammered out, giving first rights to the label that first dis-
covered an artist.

It would be almost a year after the three labels began working in con-
cert that WEA Corp. was finally unveiled. Steve Ross inaugurated
Warner Communications, Inc. in 1971, and, in line with the name
change, Kinney Records Distribution became WEA Corp., borrowing
the first letter of each label’s name.

The newly minted corporation continued to grow by leaps and

Continued on page 50

1 B“Led Zeppelin [1,” Led Zeppelin (Atlantic)
g released 9177

With.a fusion of rock and biues that was more than the sum of
its parts, Led Zeppelin's first eponymously titled album was
released in 1969; it peaked at No. 10. The band’s instant popular-
ity was cemented on their first American tour. it was during that
major roadtrip that the quartet recorded its second album. With
the Willie Dixon-inspired track “Whole Lotta Love” racing up the
Hot 100 (it turned out to be the group'’s only top 10 single), “Led
Zeppelini” had enough ballast to rise to No. 1 in its eighth chart
week.
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Royal Wade Kimes
Kevin Sharp
Thrasher Shiver
Bryan White
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DAVE MOUNT Q&A
Continued from page 38

body in the business. Now, we're able to be more scientific in
our methodology.

At the same time, we've been focusing on the sales and mar-
keting side. We feel that the single most important thing we do
is to break new artists and develop new bands. So we've tried
to focus on how we best do that. We have revamped the sales
force to a degree, in that we've created a national account-
executive position. A national account now has a single execu-
tive that is responsible for that account. That has really
improved our communication with those major accounts.

At the same time, we have developed a whole series of posi-
tions that we call product-development reps, PDRs. That
group of people is basically like a promotion stafl, except that
instead of calling on radio stations, they’re calling on individ-
ual accounts. We found that as the retail base consolidated, we
weren't getting around to as many individual store locations.
We were losing contact with the grassroots, street-level retail
business. So this group of PDRs allows us to go out and talk
about breaking artists. They talk to clerks and store managers.
They might leave behind an in-store-play copy. They're not
really selling—they’re promoting and talking about bands. I
guess imitation is the sincerest form of flattery, and several of
our competitors have seen what we've done here and have
added similar positions. I take that as a sign that it’s working.

Are there any other operational aspects of the company
that you think are critical to the continued success of
WEA?

One of the first things we did, in 1994, was to supply all of
our field people, sales reps and account executives, with lap-
top computers. We have over 200 laptops now out in the field.

We've gotten the whole company on E-mail. We're getting
away from shuflling paper around, so we're not only saving
trees, but we're transmitting information much faster. Our res-
ident salesman in New Orleans now gets his information as
fast as Fran Aliberte does across the hall from me. The sales
rep also has the ability, if he’s sitting with a customer or in his
office at home, of getting into our computer system and check-
ing on orders and sales histories of particular records. So, if we
are selling a new Madonna record, they can go in and see how
that account did with the last four or five Madonna records.
They can also access BDS and SoundScan. That one piece of
technology has gone a long way toward tying our whole sales
force together and getting information around the pipeline
more quickly.

You alluded to the great consolidation in retail. Retail has
been in an unstable phase of late. Has this affected the
way WEA does business? Has it changed relationships
with customers?

Consolidation has certainly changed the way in which we do
business. You are calling on one account buyer now who is
responsible for 1,000 stores. It's more efficient in some ways,
but it’s also more difficult in other ways, because if you have a
breaking act or a new band, it’s a very hard sell to get them to
put that in their 1,000 stores. They’ll say, “OK, we’ll try it in
these 50 stores.” That puts the burden on us, then, to make
sure we're tracking that in those 50 stores. If we're successful,
we can go back to that buyer and say, “Look, you're doing well
with this record in these stores, leUs spread it to the other
stores.” You just don’t go in anymore and sell a new release
and walk away from it. You really have to micromanage every
release.

What are the goals and the big challenges for WEA in the
immediate future?

The biggest goal is that we liave to become more customer-
focused. We have two basic customer or client groups: We
have, on one hand, our artists and labels, and, on the other
hand, the retailer and wholesaler. We really have to service
both of those groups. There’s a tendency, when you have the
kind of market share and the kind of success that we have had
over the years, to become complacent, and that’s something
we have to continually guard against. If we're doing every-
thing we can for those two customer groups, then we're going
to be successful. In the past, we've been thinking as several
companies; we have to think as one company. Our size is an

Continued on page 46
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First lhns First

The distributor’s constant drive to deliver
better service has led to a number of innovtive
policies and positions that are now standard-
throughout the industry

EA’s place as first among equals in the field of distribu-

tion and markeiing rests not only on its consistent prof-

its and high level of performance, but also on a well-
earned reputation for innovation. While not the firsi distribu-
tion network to be created by a major label group, WEA has
unquestionably perfected the art of timely delivery—and tar-
geted awareness of product—to the consumer.

It's a record of achievement dependent largely on the cre-
ation of whole new calegories of sales and service, creating a
network of dedicated professionals that has become the envy
of the industry.

Among the most significant and enduring of WEA-initiated
positions is that of the producti-developmeni representative.
“The whole aim of our product-development department is to
effect a more aggressive, more people-oriented presence at
the retail level.” So says Jody Raithel, WEA’s VP of product-
development and an executive who has been with the compa-
ny for all of its 25-year history.

It was Raithel who headed WEA's earliest efforts to build a
network of regional representatives that would promote new
and emerging artists from the Warner, Elekira and Atlantic
rosters. He began the process in 1979 as national special-pro-

jects coordinator, a newly created post that serviced selected

artists with focused sureet-level campaigns. “Look at almost
any successful artist who began his or her career within the
WEA family, and you’ll see how the efforts of our department
have paid off,” asserts Raithel. “Our primary job is to keep key
retailers, the so-called ‘tasitemaker accounts’, up-to-date on

Continued on page 48

“When | was working in San Francisco with my own label, 415 Records, | was
always so envious of this incredible machine that was WEA. twas busy trying
to make something happen for my records, and there was WEA. They had
everything. When | eventually wound up doing a distribution agreement with

CBS Records, | thought, ‘Well, now I'll be up there in the big leagues with

WEA. It still didn’t work out for me. My first impressions were always ones

of awe and respect, so | was very pleased when | came into the fold.”
—Howie Klein, president, Reprise Records

DAVE MOUNT Q&A
Continued from page 44

advantage, and it’s also a challenge. We have about 5,000
employees now throughout WEA, and we have to keep them
focused and pointing in the same direction.

We just finished a road tour, where we took a group of
senior executives from WEA and from our labels around to
visit customers, to discuss how they want to be serviced five
years from now, three years from now. We have 1o continue (o
look over the horizon a bit if we’re going to be prepared for
that. We're anticipating at some point some level of vendor-
managed inventory with accounts; direct p-o-s replenishment;
delivering shelf-ready product with price stickers on it, so they
can just open the box and put it on the shelf. We have to be
focused on not next week, but the next millennium, which
isn’t that far away anymore. ll
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would like to salute the entire
WER organization on its 25th anniversaruy.
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Western and Eastern Europe, Hong Kong and Japan.

Call for our free video tape.

Nobody does better what we do best ™

s

Limousine Service
©1996 Music Express, Inc.



BACK IN 1971,

MANY PEOPLE WERE
TUNING IN, TURNING ON
axo DROPPING OUT.

BUT A FEW BULL-HEADED,
BLINDLY AMBITIOUS GUYS THOUGHT

IT WAS AS GOOD A TIME AS ANY
T0 starr BUILDING AN

EMPIRE.

m Twenty-five years ago, Joel Friedman's competitors told him his
start-up company "would never work.” Today, WEA Inc. is the largest music com-
pany in the world., That same year, Tom and Louis Borders opened their first

bookstore in Ann Arbor, Michigan. Today, WEA products are proudly featured at

all Borders Books & Music stores. We congratulate WEA BO R DE RS'
on their 25th anniversary. Here's to 25 more. BOOKS-MUBICICANE
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WEA
would like to acknowledge
the considerable contributions
of the following employees, who
have been with the company
for 25 years.
Pat Appleby
Joseph Bardello
Gerdine Berry
Bill Biggs
Vinnie Campisi
Terry Cox
Nathaniel Floyd
Ed Hall
Roger Helms
Gordon Holland
Peter Janito
Delores Johnson
Jac Lee
Nick Massi
Jim McAullife
Ray Milanese
Bob Moering
David Moore
Paula Nuzzo
Pete J. Pizzolato
Jody Raithel
George Rossi
Ray Rusnak
Mike Symonds
Geoff Thacker

FIRST THINGS FIRST
Continued from page 46

artists we believe will have a major impact. And, of course, we
back up that belief with everything tfrom tour support to cre-
ative merchandising. Prior to the creation of WEA’s product-
development department, the effort expended on new artists
was really hit or miss. You might have had a salesman in one
area who really believed in an act and gave them special atten-
tion. But there was no concerted strategy to introduce a pro-

ject on a national level and find allies at retail who would take

a chance on an unknown.”

The job of a product-development representative is over,
according to Raithel, once an artist is established. *You get to
work with someone like Alanis Morissette or Hootie & ‘The
Blowfish, who come out of nowhere and go on to become
superstars,” he says. “For us, there is nothing quite as satisfy-
ing as saying that we knew them when.”

A national network of singles specialists is another on WEA's
lists of firsts. “As the business grew,” recounts Raithel,
hecame apparent that the singles market needed move atten-
tion than it could receive as just an afterthought on our sales-
men's agendas. Singles became not only a significant promo-
tional tool, but an important profit center in and of them-
selves. What was needed was a dedicated stafl’ that would call
one-stops and key accounts and let them know what hot new
singles we had.”

I'he necessity of the singles specialist was, however, by no
means immediately evident. *We really took it upon ourselves
to come up with the position,” says Bob Moering, WEN's VP
of creative services. "1t was obvious that we needed someone
who could handle sales and orders for singles on a full-time
basis. Joel Friedman called Ted Rosenberg, Bob, Murphy and
myself on-the-carpet, and demanded to know why he had o
read about this new position in the trades. After we explained
our decision to Joel, he allowed us to keep the person we had
hired. Well, the singles- spec ialist idea worked out so well that
within a year we had one in every branch!”

Continued on page 50
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Zeller Electric Corp.

NEUUTy Park, California FIRST THINGS FIRST
805-499-2829 Contintied from page 18

“The account-merchandising representative was initially a
response to the company’s rapid early growth, recounts
Moering, “Before that, we would hire independent display
companies who would decorate record-store windows for us
at $15 per window. As we started getting more product in the
pipeline, we realized that it would be more economical to hire
one person dedicated to creating displays just for us five days
a week. So again, we created this position of display person,
but this time we told joel shortly after we were able to show
him the effect of a full time display person and the economies
involved.”

This time, Friedman, taking a cue from the success of the
single-specialist program, was considerably more supportive,
resulting in the first-ever system of regional representatives
working closely with retail accounts on everything from dis-
plays to inventory. “It’s one of our most successful means of
staying in touch with the customer,” asserts Moering, “and, in
the process, insuring that our product is front and center in
an increasingly crowded marketplace.”

Merchandising representatives. Singles specialists. Account
merchandising representatives; they're but three enduring

examples of WEA's tradition of innovation, which has also
included far-reaching improvements in the marketing of
country, jazz, classical and black music. While some companies
give seasonal salutes to black music, WEA was the first to begin

Black History Month, which celebrated the contributions of
both black history and black music-makers. In the marketing
of jazz and classical music, WEA was among the first distribu-
tion organizations to have a dedicated staff in the field, as well

o
1 ‘ 7er as at the home office. —D.S.

WEA AT 25

Continued from page 42

bounds in its first year of existence, thanks in large part to

® o
Friedman’s enlig};tened policy of hiring the best people in each
region: men who, more often than not, knew the distribution
business from the inside. “The managers of our eight regional

branches,” remarked Friedman, “are all guys who ran their
own distributorships or were second in command at the best
distribution companies.”

[ [
In Boston, that guy was former independent distributor Don
Dumont; in New York, it was Stan Drayson; in Cleveland, Mike
I | I I I I Spence, another distribution vet. Philadelphia was managed by
O P a um. Marv Slaveter, while the Dallas job went to Tom Sims, Chicago

to Vic Faraci and Los Angeles to Ted Rosenberg, while Bill
Biggs manned the Atlanta operation.

At the company’s Glendale, Calif., headquarters, Friedman
maintained his only-the-best policy by hiring a former Liberty-
U.A. Distributing executive, Mike Elliot, as national director of
branch administration, with the branch itself managed by Ted
Rosenberg. With a national staft of 250, spread through eight

. branches coast to coast, WEA was at last a reality, and the weight
C Ong ra tul d t 10NnS ’ WE A ’ of that reality could be seen in year-end ﬁgure);. 8
Together, the former Kinney companies comprised the No. 1
corporate label group in 1971, with an aggregate total of 156
on 2 5 gre at ye ars. @ TARGET albums released, or a neat 22.6% of the entire market, tallying
sales of over $144 million.

By 1976, five years after WEA's founding, that number had
effectively doubled, to $282.6 million. Over the course of its first
half-decade, the enterprise had sold a billion dollars’ worth of
recorded music and become far and away the most successful
and emulated distribution network in the global music busi-
ness.

Along the way, WEA had passed a number of other signifi-
cant milestones. “We developed an in-house system dedicated
to developing new artists,” remarks Jody Raithel, another early
recruit to WEA’s executive ranks. “Labels had marketing reps
before,” he explains, “but WEA was the first to initiate the con-
cept of building artist-awareness at the retail and street level.”

Another key player, and one who had long experience in
negotiating the blind curves and hairpin turns of the music

50 BILLBOARD ADVERTISING SUPPLEMENT BILLBOARD AUGUST 31, 1996



“One of our releases from last year, ‘Beautiful World.” was almost solely in the
hands of WEA and retail distribution chains because it was an in-store air
play record. WEA's PDR program led the charge on the record, and in spite of
not having a lot of air play, a video, a tour or any of the classic things usually
attributed with breaking a record, WEA stood fast and drove the record into
consumers” hands. It may not have amounted to a huge number of record
sales, but for an unknown act, with no tour, we shipped close to 45,000 units
ultimately. That is the kind of thing that really makes you appreciate the
power of WEA.”

—Syd Birenbaum, president, Discovery Records

“I've spent most of my career competing with WEA, so on an outside level
they were always the enemy. It wasn't until | got inside and became a player
that | really gained a lot of respect for the organization. The people there and
the extent to which they are able to decentralize and concentrate on effi-
ciently and effortlessly bringing product lines to the marketplace was like
nothing | had ever seen before. On top of that, WEA is a great people compa-
ny. They are very supportive of product and the creative process behind that
product, which you don't always see in distribution.”

—Rick Blackburn, president, Atlantic Nashville

“On my first day at WEA in 1973, | was with Faul Sheffield, sales
manager/Dallas, calling on my first account. The account was upset that a
new sales rookie was asked to call on her, and she refused to talk to me and
asked me to leave. So, being the New Yorker that | was, | replied with a smart
one-liner and left. Paul put his arm around me and said, ‘In everyone’s life, one
must eat crow...it's your turn. Send her adozen roses and a bottle of scotch.”
That started my 21-year career at WEA.”
—Alan Shapiro, general manager,
Giant Records, Nashville

industry, was Henry Droz. who joined WEA's Burbank staft as
national sales director in 1972. The company had just made a
series of moves that included temporary quarters in a trailer on
the movie-studio lot. Settling into its new cligs, WEA, under the
leadership of Fricdman and Droz, quickly set about compuiter-
1zing its operation, another ¢ ghted innovation in the indus-
try. “Before we had data processing,” Friedman remembered,
“we only knew about total sales to distributors, but we didn’t
know what we sold. Now, we actually have daily sales to distrib-
utors by selection.”

Along with its early entry into the information age, WEA was
rapidly expanding its sales force, with more than 100 vepre-
sentatives covering thousands of acconnts nationwicle. Virtually
overnight, the slice of the sales pie for the three labels had gone

% -\

Left: Gerald Levin, current chairman/CEO of Time Warner Inc.
Right: Bob Daly (background) and Terry Semel, current chair-
men/co-CEO’s of Warner Bros. and the Warner Music Group.

from 5% to 17%. Not bad for a partnership in business for a lit-
tle over a year.

WEN's first half-decade also saw significant executive shuftles,
with the long-anticipated departure of Jac Holzman at Elektra.
Henry Droz, meanwhile, was moved into the No. 2 spoi as VP
and sales director, and Vie Faraci relocated from Chicago to
Burbank. “We would generally have two or three or four meet-
ings about the mecting we were going to have.” remembers for-
mer big-band leader Faraci, WEN's VP and marketing director.
“And then we would go through an incredibly long day of dis-
cussing very, very heavy topics. because we were, virtually, writ-
ing the book.

That book was becoming more and more like an encyclope-
dia of music marketing, with WEA running nothing less than a
soup-to-nuts distribution service.

By the midway point of the decade, WEA's gr sales had
topped 0 million. with a significant percentage of that ligure
coming from the corporation’s rapidly expanding internation-

Continued on puge 52
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25th Anniversary Salute
Congratulations to é)avid Mount,

[
aI I O 0 u r rI en 35 at al operation. While such an expansion could be measured in
sales figures or chart positions. perhaps the most telling indica-

. : tion of WEA's weight in the business can be measured by the

lsua ntertalnl I lent. lact that, ina sin.glc day in December of 1975, the Los Angeles
branch olfice shipped morve than 50 1ons, or 100,000 pounds,
ol recorded product around the world.

At Elektra, Jac Holzman had heen replaced by an ambitous
young record man named David Gellen, who oversaw the
merging ol the company with his own Asylumn label, which was
GMed by Jerry Sharvell. Geflen in turn was replaced by Warner
Bros. Records’ stalwart Joe Sinith.

It was all part ol an increasing corporate stability that would
serve WEA well in the years 10 come. Fyen as plans were laid
for new headquarters at 111 North Hollvwood Way in
Burbank, WEA's executive corps had mounted a whirlwind
tour ol nationwide branches, promoting the company’s entire
catadog. now over 700 tites strong Along for the ride was for-
mer Los Angeles branch markeiing coordinator Bob Moering,
recently promoted to director of merchandising. Tt was that

. same year that WEN imtiated its famous “Big Bution” ad cam-

INSCAPE paign. Conceived and written by Warner Bros. Records™ execu-
tive VP Stan Cornyn, the print ads featured an out-sized, 18-
inch button on the desks of all threc label heads. The message
was clear: Warner Bros., Atlantic and Eletkra/Asylum had a
powertul marketing machine at the up of their fingers. It wasa
message that came through loud and clear, with WEA's
International sales jumping 37% for 1976, topping for the first
time the $100 million mark.

At Warner Bros. alone, pushing the Big Button yielded hit
after hit, with a nearly 17% share of the Billboard charts.

By 1977, WEA had shipped 40% ol all top 10 hits in the
world, a figure that helped sct the tone for the company’s first-
ever convention, held at Miami's Diplomat Hotel in September.
A gala aftair avended by 500 top WEA excecntives, the conven-
ton served as a perfect platforin for yet another historic
announcement: WEA had earned more R.ILAA. gold and plat-
mum certifications than any ol its competitors. In a rousing
speech to the troops, Friedman pointed up the emergence of a
new music phenomenon: the mubti-platinum album, as pio-
neered by Fleetwood Mag, the Eagles and others. The music

WEA AT 25

Continued [rom page 51
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1 929ppelin (Atlantic) released
9173

How do you follow “Stairway To
Heaven”? That was the problem fac-
ing Led Zeppelin in early 1972 when
the members rented Mick Jagger’'s
summer home to record their next
album. The result was "Houses Of
The Holy,” which went the fourth
Led Zeppelin album one better by
returning the band to No. 1.

“Houses” was Led Zeppelin's third
No. 1 album, following models il and
1il. Oddly, the titie song was kept off
the album and didn’t surface until

the release of the group’s next disc,

music stores "Physical Graffiti.”
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“The first five records we released through WEA all went to No.1in Billboard.
‘Oh, What A Night' by the Four Seasons; ‘Let Your Love Flow' by the Bellamy
Bros..; ‘Da Doo Run Run' by Shawn Cassidy; “You Light Up My Life’ by Debbie
Boane; and ‘Kiss You All Over,' by Exile. We have had a really exciting history
with WEA, and it is just a great distributor made up of enthusiastic and
organized people with the biggest machine. Technologically and every other
way | can think of, WEA has always impressel\i."

—Mike Curb, chairman, Curb Records

“In times when the retail and distribution sides of the business have evolved
into being computer-like and ‘people- unfriendly,” the greatest thing about
WEA has been its ability to maintain and build upon the human side of the
business. WEA has always been both an artist-friendly company and a retail-
friendly company, and from my point of view, that's the secret to their suc-
cess. Suddenly, chains like Tower Records became very active in breaking new
artists for the business, and WEA was the first to be able to aggressively
pursue those chains and give them the tools to get the job done.”

—Irving Azoff, owner, Revolution

“WEA, under Henry Droz's leadership in particular, was exceptionally mean-
ingful to the business. When the industry was moving from one configuration
to another, first through the eight-track and subsequently others, WEA
tended to get in front and really understood when a configuration was dying.
With that in mind, they were able to encourage an orderly management
through that process. In the case of eight-tracks, especially, | believe that
WEA's policies were very useful in getting our company, and | suspect other
retailers, to think more seriously about how to manage through transitions.”

—Jack Eugster, chairman/CEO, Musicland Group

business, Friedman asserted, was about to experience a period
of unprecedented growth.

Sadly, however, Joel Friedman would not be around to see
the tulfillment of his prophesy. Even as he began to lay the
groundwork to enhance WEAs service functions to include
aggressive marketing along  with straight  distribution,

Friedman was struck down by a heart attack in November of

that year, at age 52. It was a loss that veverberated throughout
the music industry as fellow executives paid tribute to the man
who, more than any other, had built the house of WEA. In a
eulogy delivered by Henry Droz, who would soon be tapped to
take Friedman's post as president, WEANs founding father was
extolled as a man “who loved our industry deeply. Al decisions
were arrived at based upon the potential effect upon our indus-
try. He took it upon himself to protect that same industry that
had been so good to him.”

And Joel Fricdman, in turn, had been very good to the art
and business of music.

Now at the helm, Droz took immediate steps to implement
Friedman's marketing mandate, promoting Vic Faraci to exec-
utive VP and director of marketing and appointing former LA,
branch manager Russ Bach to the new post of VP of marketing
development.

The wisdom of a freestanding marketing department within

Continued on page 54

2 O“Bmthers in Arms,” Dire
Straits (Warner Bros.)
released 5/65

The first Dire Straits albbum—the one
featuring “Sultans Of Swing”"—
peaked at No. 2 on the Billboard
album chart in 1979, but six years
later the group had not experienced
another top 10 album. Then along
came the single “Money For
Nothing,” an MTV favorite featuring
Sting as a guest on the “l want my
MTV” fine. The track was one of nine
on the band’s “Brothers In Arms”
afbum, which beat the single to pole
position in Billboard in the summer
of 1985. The album remained on top
for nine consecutive weeks.

AUSIC) & Wea

WORI.D Warner/Elektra/Atlantic Corporation

A Time Warner Company

1971 1996

AN OUTSTANDING
25 YEAR RELATIONSHIP!

g&SR Music World & “WESA have
led the way, providing outstanding service
for 2§ years. “We wish to salute “WEA,
on their anniversary & look to the future,

as we continue to blaze new trails together.
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Congratulations, WEA

Celebratin

1

S300....-

on the charts

Now

that's some
record!

A.E.C. FAMILY OF COMPANIES

Concord Jazz
Castle Communications
AEC Label Development
I.N.D.I.
Passport Distribution
Abbey Road Distribution

C.D. One Stop
Bassin Distributors
One Way Records
St. Clair

PAS. /PS.L.

AEC Brazil

k¥,

. David Mount
& Our Friends

at WEA ...

...For your generous support of

>
*
*

the Cystic Fibrosis Foundation and
for helping kids like Giovanni all
across the country. We will treasure

and value your friendship always.

Best Wishes. ..
Your CF Family!!

‘Cyslic

Fibrosis
Foundation

“There are a number of reasons WEA has proven such a powerful music dis-
tributor for the past 25 years. First. it has been blessed with great labels
and an unbelievable roster of artists who have provided great catalog and a
steady stream of new hit material. Second, it has had exceptional leadership
with founder Joel Friedman, the consummate professional Henry Droz and its
currentvisionary, Dave Mount. Third, WEA field reps and its distribution net-
work have always been top-notch. They listen to their customers, and

through the years have been able to provide the best service to an ever-
changing marketplace.”
—Rick Frio, VP sales, Atlantic Records

“WEA was and is a dynamic organization that is continually changing to meet
the present and future needs of the marxetplace. One of the more recent
things we've done is dramatically reduce the cycle time, so that there’s con-
stant replenishment in the market. Obviously, returns do nobody any good,
50 we want to beina position where, through our branch organizations, we are
able to supply what retailers need on an on-demand basis so that [nobody]
has to carry more inventory than they need. That’s why we've made several
improvements at the manufacturing level. It's all about reducing cycle time.”

—Ellis Kern, president/Co-CEO, WEA Inc.

WEA AT 25

Continued from page 53

WEA., dedicated to serving the expanding needs of the three
labels and their growing family of subsidiaries, was borne out by
the end of the decade in the most sustained periods of growth
ever experienced in the music industry. “In recent years,” Droz
observed at the time, “we were pleased with our marketing
eftorts when one person out of every 400 purchased a particu-
lar album. Today, we have a realistic target of selling one person
out of every 10. This is mind-boggling.”

Boggling also was the growth in WEA sales in the latter half
of the "70s. From a 1975 high of over $200 million, the compa-

THE GANG’S ALL HERE: WEA branch managers, Washington,
D.C., Feb. 1996. From left: Brent Gordon, regional VP, Los
Angeles; Pete Stocke, regional VP, New York; Randy Patrick,
regional VP, Dallas; Dave Mount, chairman/CEO, WEA Inc.; Ray
Milanese, regional VP, Philadelphia; Denny Schone, regional
VP, Chicago; George Rossi, executive VP, sales and marketing,
music; Bill Biggs, regional VP, Atlanta.

ny had virtually doubled that figure. From there to the dawn of
the "80s, despite a severe recession that put a significant dent in
revenues industry-wide, WEA held its own, with a 1980 sales
figure of $445 million. Irom a global perspective, WEA
International more than made up for the downturn in domes-
tic business, with a branch system that extended to 19 countries,
including such far-flung outposts as Greece, Sweden, Ireland
and West Africa, bringing in a staggering 31% sales increase.

Change and innovation, meanwhile, continued to be the
bywords for WEA at home and abroad. With the establishment
of a WCI Home Video division, WEA was chosen 1o distribute
an initial line of 20 tides. 1t was a venture that soon blossomed
into one of the company’s most promising new markets, under
the leadership of Dave Mount.

Vic Faraci’s move from WEA (o Llcktra made room for
George Rossi and marked the beginning of another major exec-

- - - - - - ¢ ¢ e utive shuffle at the labels, culminating in the departure of Joe
Continued on page 56
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Smith. At Atlantic, the chair of
departing president Jerry
Greenberg was filled by Doug
Morris. Meanwhile, WEA's impos-
ing new Burbank headquarters,
accommodating 90 WEA and 50
WEA International employees, was
unveiled with a dedication plaque reading “The Joel M.
Friedman Building.”

Within the spacious confines of the Friedman Building, WEA
continued to capitalize and consolidate its leadership position in
the new decade. By 1981, 10 years after its founding, the com-
pany posted an even 100 chart entries, grabbing nearly 30% of
the market and releasing a total of 390 albums. The closest com-
petitor: CBS with 260.

Yet, troubling indicators were starting to appear in overall
consumer trends. The advent of cable TV, more outlets for
leisure dollars and higher prices for music put downward pres-
sure on the industry. By 1982, record sales had slipped 8%, and
the entire industry found itself in a significant slump that made
even the troubled years of the mid-"70s seem mild.

For the first time in the rock 'n’'roll era, WEA's annual sales
figures took a sharp drop, from $445 million in the U.S. in
1980, to $385 million two years later. Trouble was also brewing
in catalog sales and in the video realm, with dealers objecting to
steep price increases and rental policies.

WEA and its family of labels, however, rolled with the finan-
cial punches of the era with an approach best summed up by
Warner Bros. CEQO Mo Ostin, who told Billboard, “I don’t
believe the problems of this business can be solved by business
people. 1 think the problems must rest with the music, and will
be solved by music people. 1f you believe in the future of this
business, you’ve got to bet on the music.”

And it was with the music that WEA put its faith. Even as the
company spearheaded a legislative effort to curb home taping,
Henry Droz launched a dazzling fall-product tour, carrying the
message of WEA's music to New York, Atlanta, Chicago and Los
Angeles. “lToday, you will hear no negatives,” he promised the
staffs assembled in each city, and proved the point by promot-
ing two valuable players to executive VP posts—George Rossi
and Russ Bach.

At Warner Communications, meanwhile, the precipitous
demise of the Atari electronic-games division cast an even bleak-
er shadow over the bottom line, with losses of over $539 million

ZoNC &
IN_/ \)
77 )
"L frry s

“In my 18 years in the business, I've been fortunate enough to work with only
one distribution company, and it happens to be the best, WEA. During my
first job in the corporation as an East Coast regional promotion representa-
tive for Elektra, | was based out of the New York WEA branch. My earliest
experiences, always the most crucial when trying to establish a career in this
industry, were nurtured in the wonderful environment that WEA provided. |
attribute a lot of my street savwvy to what | learned early.
“WEA has been able to maintain its amazing level of success by remaining a
streetwise, aggressive, market -oriented distribution system thatis No.1in
the business. Throughout those 18 years, I've had the opportunity to inter-
act with them on just about every level, and I'm forever being impressed at
their ability to adjust to the ever-changing marketplace. They've always pos-
sessed the sensitivity to adapt with lightning speed to the constant change
that fuels our business, rather than waiting for new markets to come to
them. They're always initiating better ways to position the wide range of
product we deal with now—creating a PDR staff, for example—to help
break new artists and better target the alternative niche when it was stillin
its formative stages.
“They provide an environment that brings the people that they do business
with into their extended family. Most of the people | knew 18 years ago are
still there. We've grown together in our different capacities through the
years. | think maybe the best thing you can say about them is they're one of
the few organizations in this business where we can sit around and talk not
only about the good old days, but plot effective strategies for the future.”
—Sylvia Rhone, chairman/CEO, Elektra Entertainment

for 1983. That same year developed into the worst in WEA his-
tory, slipping for the first time since its founding to second
place, behind the CBS system.

It was an all-but-unexpected technological advance that
would finally turn the corner for the record industry as a whole
and WEA in particular. “1 don’t think there is any chance that
the CD will replace the conventional LP” was the confident
assertion of one Wilfried Jung, a European executive with EMI,
at the time when the shiny silver discs were first introduced.
“The black disc will continue to be the No. 1 sound carrier for
many years to come.”

It was a remark akin to telling the Wright Brothers that man
wasn’t meant to fly. WEA's initial foray into the new delivery sys-
tem was a 25-title CD launch in the very depths of 1983’s sea-
son of despair. The titles included CD versions of such hot-sell-
ing vinyl as Dire Straits’ debut album, as well as the less than
resonant Echo & The Bunnymen, and” Hearts And Bones,” the
Paul Simon album that marked the first time any release was

made available in vinyl, tape and CID configurations.

By summer of the following year, sales of CDs had amazed
even the most jaded pundit and began to put a blush back in
the cheeks of record executives. By year’s end, more than 5 mil-
lion of the discs had sold. “We are positioning this new, high-
tech format as an item for an expanded market,” remarked
Droz in a July Billboard interview, and that expansion would,
in turn, fuel the record industry’s remarkable comeback, which
started sparking at the mid-way point of the decade.

But it wasn’t simply the need for record buyers to replace the
vinyl copies of their all-time favorite albums with shiny new
CDs. 1985 also marked the emergence of a whole new breed of
superstar recording artists, with a media profile immeasurably
enhanced by the music-video explosion. Videos, once strictly
for promotional use, now became a powerhouse product in
their own right, with Prince’s “Purple Rain” leading the way
with sales of half'a million by the year’s end, making it the best-
selling title in WEA history at the time. Along with Madonna,
the Purple One set a standard for commercial and creative
clout that would not be matched throughout the '80s, and,
along with artists from Dire Straits to Phil Collins, did much to
put WEA back on top with an even 50% of all top 10 albums for
1985.

By the time llenry Droz submitted his mid-year report for
1985, the dark days of the early '80s secemed like a distant night-
mare. From 3% in 1983, CDs jumped to 25% of the domestic
market, and it was WEA that led the way in phasing out vinyl in
favor of the popular new format.

Meanwhile, WEA's burgeoning slice of the music-video mar-
ket was enhanced by a bold series of incentives from VP of sales
Dave Mount, who introduced additional discounts, ad funds
and merchandising for the company’s top-of-the-line video
product.

But even with the explosive growth of videos, music contin-
ued to be WEA's No. | business. Adantic Records celebrated its
40th anniversary with hit albums by AC/DC, INXS and Phil
Collins and a distribution pact with the newly formed Virgin
Records.

Size and power continued to make the difference for WEA in
the late half of the *80s, even as the complexity and demands of
the record industry continued to proliferate. “You need nerves
of steel to run a company like this,” is the way Elektra’s then-
president Bob Krasnow summed it up, while at Warner Bros.,
Mo Ostin piled more on the WEA plate by reactivating Reprise,
the label originally started by Frank Sinatra and where Ostin
had gotten his start.

Continued on page 58
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WEA AT 25

Continved from page 56

By Christmas of 1987, the WCI
Music Group became the first
company m history to post $200
million i profis for a single year,
with fourth-quarter sales up 51%
over the previous vear. Even more
mpressive were WEA's $1 billion
in gross sales. The following vear, WEA-distributed labels cap-
tured 44% of Billboard's “Top Pop Albums. with CBS coming
m second at 1 1%,

By any measure, the 80s was a pertod when WEA proved s
metile as a company that not only understood the cyeles of the
music business. but could. time and again. anticipate and even
help shape those eveles. Despite the departure of such stahwarts as
Dave Mount and Ruoss Bach, the company remained a close-knit
family of scasoncd professionals who continued to work with
seamless efficiency—even through what would prove 1o be the
most tumuldtuons years in the hustory of the Warner Music Group.

I'he "00s were ushered in by the mega-merger of WCTEHand

(e
”’/\/‘\

4 W
ammia

Time Inc, creating the biggest and most visionary entertain-
mient and information conglomerate the world had ever seen—
as well as the largest vecord company in the world. Warner
Bros. and Elekira celebrated their 30th and 40th anniversaries.
respectively, drawing attention to an era of stability unprece-

dented in the music industry. At the same time. the merger of

WCT and Time Inc. would bring with it unprecedented tur-
moil. as the corporate cultures of both companies struggled 10
put their stamp on the future.

Droz himsell would step down the following year. bringing (o
an end a chapter in the company’s history marked by tremen-
dous challenge and enormous growth. Providing a vital link
between the vision established by Joel Fricdman and the com-
pany’s founders, and the fast-cvolving changes that kept the
record business so dynamic and volatile, Droz had established
WEA as the biggest and best distribution and marketing entity
ol its kind...and earncd for himself the love, admiration and
respect of an entive industry.

The replacememt for Droz would be a tamiliar name: Dave
Mount. Lured back into the fold i 1993, Mount would travel
with Droz on a grand 1our of WEA branches. providing the
legions of loyal staflers a chance 10 say hello and goodbye at the
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“The formation of WEA in 1971 was alandmark event in the history of Atlantic
and our sister companies. It marked the fuffillment of adream forus, and the
advantages of having a unified branch-distribution system were immediately
apparent. In fact, Atlantic had more million-seliers in 1971 than we had in any
of our previous 23 years of existence. Interestingly, 1996 also marks the
25th anniversary of the biggest-selling record in Atlantic’s history, the
fourth Led Zeppelin album, which was released just two months after WEA
was launched. The growing success of Atlantic, was, and is, inextricably
bound to the growth of the WEA system.”
—Ahmet Ertegun, co-chairman/Co-CEO,
the Atlantic Group

“Before | came to Atlantic in 1990, my work as an artist manager brought me
into contact with a number of distribution companies. Without a doubt, WEA
stood head and shoulders above the rest, clearly setting the standard
against which all others had to be judged. Over the past six years, it has been
my privilege to work closely with WEA as we have moved together into an era
of extraordinary and rapid change in the music marketplace. As Atlantic has
aggressively sought fresh, creative ways to reach the consumer, the great
WEA staff has always been there for us.

—Val Azzoli, co-chairman/Co-CEO, the Atlantic Group

“The success of Warner Bros. and Reprise Records over the years is in no
small way directly related to our partnership with WEA. On a personal level.
it's particularly gratifying to note that my own tenure with these companies
started at what would eventually become the first WEA Los Angeles branch.
Allof us at the Warner Bros. Records family of labels wish to gratefully thank
WEA for a job well done and offer our sincere congratulations.”

—Russ Thyret, chairman/CEO, Warner Bros. Records

“lactually began my career at WEA as a kid some 20-plus years ago, during
which time | was an assistant in the company’s promotional mailing room in
Philadelphia. | left a year later along with George Rossi, who was moving to
the New York office. The week | came back into the WEA fold at Elektra five

years ago, | remember there was a quarterly meeting with them at the label.
It felt great to come back inside after so many years outside. The level of
mutual respect, support and professionalism from WEA has made for a truly

great relationship.”
—Alan Voss, executive VP/GM,
Elektra Entertainment Group

same time, For his part, Mount felt that his most important
assignment was to continue the commitment to excellence that
had come 10 define the company. I wanted 10 make the staff
mine.” he remarked, singling out especially the veteran George
Rossi. "Henry told me. "George will be vour biggest allv.” Fle's my
right-hand guy. George made it easy. Basically. ook for George
and Fran Aliberte to handle the marketing and sales functions.”

But that. of course. has always been the WEA-way—loyaliy.
lasting friendships and the long vies.

Even through the upheavals of 1994 and 1995 which saw the
departure of Mo Ostin and Bob Krasnow from their respective
labels—and the arrival of new label leaders (Russ Thyret at
Warners. Svlivia Rhone at Flektra., Val Azzoli at Atlantic)—
WEA's exceutive corps kept a firm hand on the tiller, guiding
the company 10 ever-greater heights, From 1989 10 1994, for
example, the revenues of the Warner Music Group mush-
roomed from over $2 billion to nearly $4 billion, while album
units jumped from 740 million to aver a billion.

At the same time. Mount instituted a raft of new and innova-
tive distribution and marketing techniques, including the revo-
lutionary just-in-time  inventory-management systems. “We
wouldn’t be forced to warehouse Luge quantities,” he told
Billboard in 1995 when putting the system in place. *We could
move shipment time closer to manufacturing time.” It was all
part of a template for growth that included combining WEA
with several supply-chain operatians, including WEA Manu-
facturing, which now oversaw every aspect of manufacturing,
packaging and distribution. The new umbrella company, with
nearly 5,000 employees. can now produce and ship over 400
million CDs a year, more than 250 million cassettes and 16 mil-
lion VHS tapes. At the same time, WENA built a new 200,000-
square-foot branch facility in Las Angeles while breaking
ground on a 600,000-square-foot distribution-and-retrns facil-
iy in Aurora, Hl.

Meanwhile, the music just kept making history—from Green
Day 10 "Tracy Chapman. Hootic & The Blowfish to Alanis
Morissette, R.EM. 10 Metallica aned bevond., WEA-distributed
labels continue to attract the most-talented ariists from any and
all musical arenas, establishing a combined artist roster and rich
catalog that, in themselves, are historic accomplishments

It all added up 10 a substantial portion of the $12-billion-a-
year global music industry. But WEA has added immeasurably
more 1o the business of music than simply bigger profits and
better distribution. Simply put, here is a company dedicated
to bringing music to every corner of the global village. While
Alan Freed's maxinm may remain rrue, WEA has grown over
the past quarter-century into a company big and bold enough
to handle the promise, and the potental, of rock "n’roll in all
its glorious diversity. B
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GARMARNA OFFERS SCANDINAVIAN AMBIENCE

(Continued from page 1)

Swedish indie Massproduktion and

licensed to various territories in-

three continents, peaked at No. 39
on the Swedish national album
chart, according to Massproduktion
head Mats Hammerman. “That’s
pretty good for an album of tradi-
tional musie,” he says.

The album has also been well-
received in Germany, Austria,
Switzerland, France, and Japan,
according to Hammerman, who
adds that he is negotiating deals for
releases in Spain and Taiwan.

Since the spring, Garmarna has
toured Europe, playing to apprecia-
tive audiences in most of the terri-
tories where the record was re-
leased. The second video from the
album, for the track “Herr Holger,”
has received significant airplay in
Sweden, Germany, Switzerland, and
Austria, according to Hammerman.

In the U.S,, “Guds Spelemén” will
be issued Sept. 17 by Minneapolis-
based independent Omnium Record-
ings, which also issued Garmarna’s
previous release here, the full-
length album “Vittrad” (Billboard,
Jan. 21, 1995). The group’s self-
titled debut EP, also on Masspro-
duktion, has not been issued in the
States.

Omnium recently sealed a distri-
bution agreement with the Rounder
Records Group, which in turn is dis-
tributed by DNA.

“We're getting set to reap the
benefits of the groundwork we did

on the band last year,” says Omni--

um VP Drew Miller. “The label’s
now a Rounder-distributed label,
and we've got a larger organization
working on our behalf. For the last
record, we were with Flying Fish
when Flying Fish was an indepen-
dent company with seven to 10 peo-
ple and a network of indie distribu-
tors. With Rounder, we’ve got an
organization of 70- or 80-plus peo-
ple to work with, and a single-
source, national distributor with
DNA.”

Rounder Group national labels
coordinator Michael Dunford says,
“We're really excited about putting
this out with Omnium. It’s our first
record with them, so we don’t have a
lot of historical perspective on the
label, but Garmarna definitely fits
comfortably with other releases
that we have.”

Following the U.S. release of
“Guds Spelemin,” Garmarna will
embark on a U.S: tour of major mar-
kets. The shows will be booked by
world musie specialist International
Music Network, based in Marble-
head, Mass.

Citing the group’s brief swing
through the U.S. last year in sup-

port of “Vittrad,” Miller says, “This

band, like a lot of the groups we
work with, inspires a fanatical fol-
lowing. People get really into this
band.”

Other acts on Omnium include
English button accordionist John
Kirkpatrick; Senegalese-Gambian
duo Dembo Kante & Kausu Kuy-
ateh; Northhampton, Mass.-based
alternative folk group Cordelia’s
Dad; and Miller’s band Boiled In
Lead, which Omnium director of
promotion Rod Miller describes as
a “Celtodelic rock’n’reel” outfit.
Furthermore, Omnium—which has
released 14 titles, not counting

“Guds Spelem#n”—has issued a
retrospective of English country
dance act Tigermoth.

Although Miller believes in Gar-
marna’s commercial potential in the
U.S., he says his real motivation for
licensing the band’s product was his
love of the musie.

“We choose projects we think will
be successful, but we also choose
projects on the basis of what turns
our crank,” he says. “We like groups
we feel will understand the process

of putting out records. The folks at.

Massproduktion are peers of ours.
They’re doing the same thing in
Sweden that we’re doing here.”

Massproduktion was founded in
1978 by Hammerman, a member of
Swedish punk band Vacum. A label
in the punk do-it-yourself school,
Massproduktion nurtured the
careers of such other national cult
favorites as Massmedia (later Head-
cleaners), Brinda Barn, Diestinct,
Krunch, Rummet (later Gina Jaco-
bi), and the Shades Of Orange.

In its nearly two-decade history,
the label has evolved into an eclec-
tic stable of talent ranging from
sparkling pop (the Confusions) to
hardeore metal (Unholy) to Gar-
marna.

U.S. radio programmers are
eager for new product from Gar-
marna. Rita Houston, music diree-
tor and midday air personality at
Fordham University station WFUV
New York, says she recalls a special
edition of the nationally syndicated
Mountain Stage series held in New
York to benefit WFUV. Headlined

by Joan Osborne, the show featured
a head-turning set by Garmarna.
“People walked out of there saying,
‘Garmarna, Garmarna,”” says
Houston.

Dwight Loop, a DJ at community
station KSFR Santa Fe, N.M., says
he plans to play the opening cut on
“Guds Spelemén” on his “High Nov-
elty” world musie show.

“Garmarna’s singer, Emma Hér-
delin, has a voice that’s on the same
level as Lisa Gerard from Dead Can
Dance or [Irish vocalist] Noirin Ni

‘Garmarna has a
combination of
Scandinavian
folkiness and
a haunting,
disturbing aspect.’

Riain,” says Loop.

Brent- Wilcox, a jock at NPR affil-
iate KCBX San Luis Obispo, Calif.,
and local album progressive outlet
KOTR, offers further comparisons:
“Garmarna has a combination of
Scandinavian folkiness and a haunt-
ing, disturbing aspect. Whenever I
play their musie, I get calls from
people who are into Nine Inch Nails
or Gothie rock. Garmarna also fits
in with other Scandinavian folk/pop
things, like Vértting, and even with
the Cranberries or the Cocteau

Twins.”

Notwithstanding such compar-
isons, Garmarna has no direct
precedent in Western pop or Nordie
tradition. The group’s name means
“keepers of the gates of hell,” and
its live shows feature a rare mixture
of dark, brooding sounds and
images and pastoral, folkish beauty.

Its instrumentation is as unusual
as its musie:-co-founder and chief
composer Stefan Brisland-Ferner
plays hurdy-gurdy, violin, viola,
jew’s-harp, and samples; drummer
Jens Hoglin doubles on darabouka
and djembe; Gotte Ringqvist plays
lute, guitar, and viola; Richard
Westman contributes on guitar, E-
bow, and jew’s-harp; and singer
Hérdelin possesses a rich, smooth,
powerful voice reminiscent of a
cross between Enya and Finnish
folk vocal group Vértting.

Hailing from the the industrial
city of Sundsvall (population
100,000) some 270 miles north of
Stockholm, Garmarna was formed
in 1990 after Brisland-Ferner,
Ringqvist, and Westman attended a
performance of “Hamlet” rich with
traditional Swedish musie. Inspired
by what they heard but eager to
incorporate influences of Western
ambient rock into the mix, they
started a band that experimented
with the fusion of forms that would
evolve into its current sound.’

They performed as a trio in vari-
ous festivals and added drummer/
percussionist Hoglin, who anchored
the band’s sound. Then, in 1993, the
four members of Garmarna hired

Héirdelin to perform a guest voeal
on their first recording and eventu-
ally asked her to join the band as a
full member.

Despite their youth (they range in
age from 20 to 24), the members of
Garmarna comes across with the
poise of seasoned professionals.
Brisland-Ferner says, “When we
started the band, we were in school.
We just started playing for the sake
of playing. Later, when we did our
first few concerts, we didn’t have
any money or equipment that
worked properly. We played very
occasionally, so every time we got
onstage, we felt uncomfortable. Now
we're a much tighter band.”

The group’s cohesiveness reflects
in the sound of its new album,
according to Brisland-Ferner. He
says, “This album, ‘Guds Spelemén,’
is the first record we’ve done where
we can say, ‘Listen to this, this is
our record, and it’s good.” ” The
band’s songs are published by

Masspublishing/Sweden Music and *

administered by DeSelby Publish-
ing (ASCAP).

Brisland-Ferner dismisses any
suggestions that the group sing in
English in an effort to increase its
reach in the U.S.

“The last time we were here, we
met with a record company boss
who said we should have some Eng-
lish lyries. We said, ‘No, absolutely
not.” That doesn’t feel right. It’s a
Swedish tradition that we’re singing
about, and as a Swede, if you heard
those lyries in English, you couldn’t
take them seriously.”

MODERN’S POE GETS WELL-RECEIVED ‘HELLO:

(Continued from page 7)

not alone in “getting it.”

Poe, whose formative years took her
from a squat on New York’s Lower East
Side to Princeton University, drew
upon her talents as a writer—and later
as a singer in college bands—to create
“Hello.” The album, released on Mod-
ern/Atlantic, peaked on the Heatseek-
ers chart at No. 4 for the week ending
Aug. 17 before making Poe a Heat-
seekers Impact Artist by entering The
Billboard 200 at No. 99 the following
week. )

The album is No. 86 with a bullet on
The Billboard 200 this week and has
sold more than 136,000 units, accord-
ing to SoundScan.

The album bowed in Canada simul-
taneously with the U.S. release and
was released internationally at stag-
gered times throughout the remainder
of 1995. The set, which is being dis-
tributed by WEA, has not yet been
released in the UK.

Similar to its campaign with
singer/songwriter Jewel (Billboard,
April 20), Atlantie built upon Poe’s
regional success with touring and pro-
motions in key markets. Austin, Texas;
Tucson, Ariz.; and Salt Lake City were
particularly responsive to Poe early on.

“This is a textbook example of how
to grow an artist on a regional level,”
says modern rock KTBZ Houston PD
Cruze. “She has done regular touring
through the market and hasn’t been an
artist that has exploded, but she steadi-
ly gets a better reception every time
she comes here.”

The station played the artist’s first
single, “Trigger Happy Jack,” as well

as the more recent “Angry Johnny.”
The former was serviced in September
1995 to modern rock stations exclu-
sively. “Angry Johnny,” however, has
shown cross-genre appeal and has been
serviced to modern rock, mainstream
rock, and top 40 stations.

Dave Curtis, merchandise manager
at Carteret, N.J.-based retail chain
Nobody Beats the Wiz, suspects
increased airplay of “Angry Johnny”
accounts for increased sales in the
Northeast region. He says that Poe has

done “particular-
‘ YN
V45,

ly well” in Con-
ATLANTIC

necticut recently.
Ron Shapiro,
Atlantic senior
VP/GM (U.S.),
says that concen-
trated regional appearances have paid
off for the artist, who is booked by
Creative Artists Agency. “She had a
very heavy tour schedule and built her
story locally,” says Shapiro. “It was
relentless. She would do five to 10
appearances in each market, per-
forming at radio [stations], doing in-
stores and interviews, playing a show
in the evening, going online after that,
and then playing a cafe at midnight.”
By the artist’s own account, she and
her band have thrived on the activity,
in spite of the occasional sore throat
and bout of road fatigue.
“Everybody in my band loves to
play and jam,” she says. “After one
show, we went to a bar and ended up
playing our full set again to 20 drunk
guys at 1 a.m. If that weren’t so much
fun, I don’t think I would want to do

this.”

“Hello” lists eight co-writers and
three producers. The album is a dizzy-
ing collection of horns and pro-
grammed keyboards, along with more
traditional guitars, mixed and engi-
neered to accent the chanteuse wail-
ing of Poe. ’

Still, casual observers would be
wrong to assume that the lithe singer/
songwriter is a slickly packaged act.

In fact, argues Fishkin, Poe’s will-
ingness to use known and unknown
collaborators is perhaps her key
strength. “Poe wrote all the lyrics on
this album, but'
her approgch is [ yodern <
very organic and i =4
spontaneous, and L_Records £~
that means some-
times she incorporated the help of var-
ious artists, whether they are writers
or not.”

As a result, Poe incorporated snip-
pets, loops, and performances by an
assortment of engineers and acquain-
tances.

“I’ve never been crazy about rec-
ords that sound the same all the way
through,” says Poe. “I'm more inter-
ested in Brian Eno and early David
Bowie records, where they are so
inventive in terms of changing style
and production from one spot to
another.” .

Atlantic also took a unique
approach in marketing the artist,
defying conventional industry wisdom

that new-artist releases are better .

kept out of the star-heavy fourth
quarter and released at the beginning

of the year. “Hello” was released Oct.
10, 1995.

Though Fishkin says he thought the
release date could have been “suici-
dal,” it allowed the labels to get a foot
up on the flood of new artists in 1996
without sacrifieing Poe’s longevity.

Fishkin adds that Poe’s success has
come with a minute amount of MTV
exposure.

“The fact that we’ve sold. as many
records as we have and gotten this far
with basically no television play says
something to me about the power of
these songs,” says Fishkin.

Still, Fishkin says that Atlantic has
shot three videoclips of the artist. The
first video was for “Hello,” which was
initially planned as a single before the
decision was made to go with “Trig-
ger Happy Jack” instead. There are
also clips for that song and “Angry
Johnny.”

Fishkin, who manages Poe in con-
junction with Maven National Artists,
says a new version of “Hello” may be
the next single released.

Already, Atlantic has found that an
album version of “Angry Johnny” that

has more synthetic elements and a -

rougher-edged band version of the
song have been effective tools in blan-
keting various radio markets.

As an example, Fishkin points to
Los Angeles, where modern rock sta-
tions KROQ and KLYY (Y107) are

playing the band version and album -

mix, respectively.

Says Fishkin, “Even though it
doesn’t appear to be a rock song on
paper, it’s working well for us.”
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New Variety Of Sounds, But Still The Real McCoy

ANOTHER TWIRL: It was the
last place we expected to find Real
McCoy assembling tracks for the
follow-up to its global smash
“Another Night.” In fact, the spar-
tan renovated apartment that dou-
bles as New York’s Phear No Music
Studio seems more like the inspira-
tional setting for alterna-rock gui-
tar clanging than the glossy Euro-
NRG dance fare that has triggered
an army of weak copycats. And yet
this is precisely where the trio of
Olaf “0.]J.” Jeglitza, Vanessa
Mason, and Lisa Cork have con-
cocted many of the candy-sweet
cuts that will form their second
Arista collection. )

“We cut a bunch of the songs in
Berlin, but we did most of the writ-
ing right here,” Jeglitza says. “It’s
actually been good fun working in
such a small and cozy environment.”

Although the still-untitled album
is not yet complete, a previewing
single, “One More Time,” is slated
for release around late September.
Anchored by a rapid beat fondly
reminiscent of Giorgio Moroder’s
classic disco recordings, the oh-so-
bright and contagious track is a nat-
ural progression of “Another
Night.” Remixes are already in the
can by Bass Bumpers and the
Berman Brothers.

In addition to the familiarity of
“One More Time,” the act has begun
dabbling in a variety of sounds and
rhythms for this project. “Take A
Look At Your Life” has a galloping
Chicago-house flavor, while “Love
Almost Faded” cruises along at a
jeep-funk pace that conjures men-
tal images of Janet Jackson multi-
plied into a chirpy girl group. The
real jolt, however, comes from
“Start Loving Me,” which opens
with folkish guitar strumming and
breaks into a psychedelic hip-hop
groove. The hook is hauntingly
memorable as Mason and Cork lay

by Larry Flick

smooth harmonies beneath spurts of
Jeglitza’s throaty rapping.

“We want to be loyal to our base,
but we also need to grow musically,”
Jeglitza says. For safety, “Start
Loving Me” has also been cut as a
typical Real McCoy hi-NRG anthem.
The truth is that it’s not nearly as
satisfying as the original. Actually,
listening to the acoustic version of
the song had us envisioning the act
showcased in a forum like MTV’s
“Unplugged.”

“Ultimately, we can play all of our
songs stripped down to nothing but
a couple of guitars,” says Jeglitza.
“It certainly would be a good setting
to prove the strength of our songs.”

BEAT THIS: We're still bummed
that Me’Shell Ndegéocello’s daring
and brutally honest “Leviticus: Fag-
got” met with intense resistance
from programmers. For the second

_single from her brilliant “Peace

Beyond Passion” opus, she steps for-
ward with the understandably safer
but thoroughly pleasing rendition of
Bill Withers’ soul chestnut “Who Is
He -And What Is He To You.” The
album mix, which is built upon
Ndegéocello’s tasty bass licks, has
been deftly fashioned to fit club
needs by Danny Tenaglia, who
adds a dark and muscular house
beat to the cut. The track’s extend-
ed versions are custom-made for
peak-hour pleasure, while the edit
could actually slink its way onto
radio airwaves.

Protein compadres Jeremy Healy
and Amos have teamed up for

The Pulse Of Frisco. Pulse lead singer Antoinette Robinson, center, is flanked
by her dancers after a recent show at Club Universe in San Francisco. She is
trekking across the States in support of the act’s new Jellybean single, “Won't
Give Up My Music,” the follow-up to the worldwide dancefloor smash “The Lover
That You Are.” This single is bolstered by solid house production by Soul Solu-
tion and Hex Hector. Between performances, Pulse is putting together material
for an album that should be ready for release at the top of 1997. (Photo: Brad-

ford Noble)

“Stamp' ” one of the more mtrlgu-
ing new dubs to land on our desk in
recent weeks. Initially written for a
John Galliane fashion show, the
track overflows with runway drama,
combining assaulting tribal-NRG
beats with faux-classical piano lines
and a fluttering flamenco melody.
Post-productions by Rhythm Mas-
ters and Northern Boyz are fine
and full of creative ideas, but nei-
ther is quite as strong as the origi-
nal concept. Due on Positiva U.K.
Sept. 16, the single is supported by
an eye-popping videoclip that fea-
tures models Kate Moss, Linda
Evangelista, and Helena Chris-
tensen.

Veteran belter CeCe Rogers re-
surfaces after an extended absence
from recording with “In The Morn-
ing,” his first 12-incher for Jelly-
bean Records. That wonderfully
expressive, gospel-trained voice is
in excellent condition, effortlessly
gliding over a smooth, disco-framed
house arrangement that Rogers
wrote and produced. If we have any
quibble, it’s with the lack of variety
in the four featured mixes. At least
one aggressive version of the cut
would guarantee instant ardor from
DJs across the board. Instead, “In
The Morning” will probably prove to
be a slow but steady riser among the
singer’s many loyalists.

What a pleasure it is to welcome
pioneer producer Bobby Orlando
back to the fold. The man behind
’80s-era hi-NRG hits for the Flirts
and Divine, among numerous oth-
ers, is now presiding over Reputa-
tion Records, an indie designed to
resurrect and update the sound that
made him famous. The label’s fifth
release, “Sunday, Monday, Tuesday
(Days Of The Week)” by One & Two
Teenies, is its most mainstream
offering so far. It pits a breathless
beat against a kewpie-doll voeal,
with the instantly infectious chorus
serving as common ground. Con-
stantino Padovano hardens the
bassline in a remix that could make
the grade at radio, given the right
edit. More than anything, this sin-
gle—as well as most of the others
on Reputation—is solid proof of
Orlando’s immeasurable influence
on such current hot sellers as La
Bouche.

BEAT THAT: Early next month,
deConstruction will issue Secret
Knowledge’s long-awaited full-
length set, “So Hard,” in the U.K.
and continental Europe. Partners
Kris Needs and Wonder are joined
by such underground luminaries as
Jah Wobble, Ashley Beedle, and
Primal Scream. Led by the hits
“Sugar Daddy” and “Love Me Now,”
the set nourishes the brain with its
intelligent lyries and its unusual
blend of trance, tribal, and ambient
flavors.

Speaking of deConstruction, the
label’s underground subsidiary,
Concrete Records, has wisely
snagged “The Beat Is Over” by
Basco for U.K. distribution. A red-
hot item in its first pressing on Hol-
land’s Pssst Records, this percolat-

Fear No Grooves. Notorious act Le Monde chills backstage aiter a recent gig at
Splash in New York. The act is touring clubs around the U.S. te promote its first
single, “| Have No Fear,” which is gathering widespread turntable action on the
strength of leader Annette Taylor's powerful performance and nicely varied
remixes by Louie Balo, Martin “Monster” Aurilo, Allen Jeffrey, and Chop’n’Chan.
Pictured, from left, are band members April Harris and Portia, Splash manager
Greg Matthews, Taylor, band member Gayle Pilgrim, ana label manager Debra
Erickson. Kneeling is Lyle Greenfield, co-president of Notorious.

ing foray into trance-induced break
beats has been refreshed for this
new pressing by Sure Is Pure,
which concoct a crisp disco backbeat
and a handful of playful vocal loops.
Cute, cute, cute . . .

With U.S. pop radio stations con-
tinuing to open programming doors
to dance musie, more and more
labels are dipping into their vaults
and pulling out juicy jams that
didn’t get a fair shake the first time
around. Logic is going one step fur-
ther by launching Club Classics, a
singles series that resurrects oldies
with fresh remixes. Up first is Ali-
son Limerick’s “Where Love
Lives,” which sports revitalizing
new versions courtesy of Dancing
Divaz, Paul Oakenfold, and
Romanthony. Of course, the origi-
nal Frankie Knuckles/ David
Morales version is also included.
Other acts on the Club Classics
agenda include Blake Baxter, Kym
Mazelle, and the Nightcrawlers.

If you love dance music in a live
setting, do not miss the chance to
experience the James Taylor
Quartet on its first-ever tour of the
States. The U.K.-rooted acid-jazz
outfit will be on the road through
September, serving nuggets from
its 10-year catalog of albums,
including the fab new Hollywood set
“A Few Useful Tips About Living
Underground.”

Francois Kervorkian and Eric
Kupper each take a crack at pump-
ing up the alterna-soul-leaning “Get
Another Plan” by Abstract Truth
into a storming house anthem. If
you are strangly attached ta the
original version of the song, it will
likely take a moment to connect
with it in this frenetic greove set-
ting. But over time, the new track
proves to be downright addictive.
The versions are available on Ker-
vorkian’s Wave Music indie label.

- From the once-more-with-feeling
file comes yet another set of remix-
es of Future Force’s underappreci-

ated “What You Want.” This time,
Hippie Torales is up at bat, stream-
lining the track into a sleek and
soulful sound that concentrates
almost exclusively on Terry Simon’s
bravado-laced performance and the
song’s sweet melody. Props to the
folks at AM:PM Records U.K. for
not giving up on this gem. We have
our fingers crossed that these mixes
do the triek in wooing DJs.

Hearty congratulations to Car-
men Cacciatore on his transition
from the promotion and marketing
department at RCA to his new gig
as seniar director of A&R, East
Coast, at MCA. After four years of
nurturing artists like Kristine W.,
he is long overdue for a chance to
spread his creative wings. We wish
him all the best . . . and expeet to
hear some great new musie from
him soon.

(Continued on next page)
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. WHERE LOVE LIVES ALISON LIMERICK
LOGIC

. HIT ME OFF NEW EDITION mca

. SURVIVE SAUNDRA MARQUEZ emoTive

. SHAKE THAT BODY ROBI-ROB'S
C UEWORLD COLUMBIA

. HE AND WHAT IS HE TO YOU
ME SHELL NDEGEOCELLO maverick
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. THINGS WE DO FOR LOVE HORACE
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Breakouts: Titles with future chart potential,
based on <lub play or sales reported this week.
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J UST A LI'L BIT MORE: “Lift
Off” is the latest single from
Groove Collective’s sterling Giant
Steps outing “We The People,” and
it benefits from the interpretation
of hip-hop-meister Salaam Remi,
whose commercial R&B injection
makes this the act’s most radio-
friendly item to date. Vinia Mohi-
ca’s vocal is nothing short of pure
ecstasy; it is surrounded by breezy
strands, trumpets, and flutes—all
of which accentuate a chorus that
you'll be singing along with before
the track’s close. Remi should be

commended for tightening up
Groove Collective’s sound for main-
stream consumption without wiping
out all that makes the band special.

By the by, look for the Giant Steps
label to heat up in October and Novem-
ber with the onset of albums by fellow
funkateers Qutside and Ramp. The
hotly anticipated full-length collection
by “Li’l” Louie Vega and Kenny
“Dope” Gonzalez’s star-studded Nuy-
orican Soul project is now firmly slat-
ed for January '97. It’s being pre-
viewed by the single “You Can Do It,”
which features George Benson on gui-
tar and lead vocals.

Are you among the few who never
quite got over the withering of the
techno movement? If so, NovaMute is
going to make you very happy with
“Times Square” by the Blunted Boy
Wonder. The handiwork of New York-
er Steve Stoll, this four-cut EP is caus-
tic and nerve-wracking, with the occa-
sional concession to current trends
such as trance and tribal house. Stoll
wastes no time trifling with things like
melody or lyrics; he simply rolls out
one rapid drum loop or razor-edged
keyboard line after the next. The result
is tracks with the potential to lift you
from the club doldrums to a cathartic

new plateau. Hey, a couple more
records like this, and we’ll begin bet-
ting the rent money on a major techno
revival.

Evelyn Thomas continues to plug
along the Miami club circuit, this
time as the front woman of
Redemption’s “Tell The World.”
Time has given her a nice guttural
rasp that holds strong against the
urgent and often trippy house
rhythms woven by Ian Appell, Noel
Sanger, and Mark Walker. Thomas
is especially effective on the Sunday
A.M. mix of this E-SA 12-inch two-
pack, which is rife with rugged per-

cussion breaks and pillowy organs.

Finally, Ontario’s Captain Rec-
ords does its bit to keep freestyle
kicking with a festive pair of sin-
gles. “Sweet Li’l Lady Rocking Your
Body” by Vincent V. smacks of old-
school flavor, right down to its stac-
cato drums and dramatic synth
flourishes. On the other hand, Tony
Bishop’s take on the George Mic-
hael hit “Father Figure” has a mod-
ern, hip-hop feel. Both cuts were
wisely goosed into Euro-NRG dit-
ties that could ultimately carry ’em
onto stateside radio. Well worth
checking out.
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I LIFELINES

MARRIAGES
Jack Logan to Sharon Neff, Aug. 10
in Savannah, Ga. He is a Medium
Cool/Restless recording artist.

DEATHS
Bill Buchanan, 66, of complications

from cancer Aug. 1 in Los Angeles.
Buchanan wrote and recorded one of
the first pop noveities, “The Flying
Saucer,” with the late Dickie Goodman
in 1956. He also wrote the 1962 Bobby
Vee hit “Please Don’t Ask About Bar-
bara.” He is survived by his former

wife, Ann-Marie.

Joe Seneca, 82, of an asthma attack
Aug. 15 in New York. Seneca is best
known for his career as a character
actor, which spanned 20 years and
included roles in such popular films as
“A Time To Kill,” “The Verdiet,” and
“Silverado.” As a stage performer,

GOOD WORKS

Seneca starred on Broadway in “Ma
Rainey’s Black Bottom” and “The Lit-
tle Foxes” and was a member of the

ELTON, MTV CHIEF HONORS:
Elton John will be the recipient of the
the L.A. Gay & Lesbian Center’s Rand
Schrader Distinguished Achievement
Award for championing gay and lesbian
rights at the group’s 25th anniversary
ball at the Century Plaza Hotel Nov. 23.
In addition, MTV president Judy
McGrath will receive the Corporate
Vision Award for the cable network’s
role in advaneing gay and lesbian equal-
ity. Ticket prices are $175 and $275 and
can be obtained by calling 310-996-
1188. Contact: Steve Levesque, Jan
Lindstrom, or Gabriel Reyes at 213-
651-9300.

SPECIAL JAZZ BEAT: Jazz Beats
Breast Cancer! is the name of a fund-
raising event to be presented by Jazz
Cares! at the Avery Fisher Hall in New
York’s Lincoln Center Oet. 8 to benefit
Harlem Hospital Center and the
National Alliance of Breast Cancer
Organizations. October is National
Breast Cancer Awareness Month. At
the event, whose corporate sponsors
include Pfizer, Zeneca, Oppenheimer &
Co., DuPont Merck Radiopharmaceu-
ticals, and WBGO-FM (Jazz 88) New
York. Honorary chairs are jazz vibra-
phonist Milt Jackson and his wife,
Sandy, plus saxophonist Paquito
D’Rivera, who will perform, and his
wife, Brenda Feliciano. Artists sched-
uled to perform include the Duke
Ellington Orchestra, pianists Kenny
Barron, Joanne Brackeen, and Dave
Burrell; trumpeters Roy Hargrove
and Jon Faddis; saxophonist James
_ Carter and Jané Ira Bloom; bassist
Rufus Reid; druimmer Lenny White;
and vocalist Dianne Reeves. Contact:
Hugh Connor at 212-447-5120 or
Evolyn Brooks at 718-399-1134.

S KATE AID: LIFEbeat’s Skate
AID, New York’s first inline-skating
pledge event to fight AIDS will take
place Sept. 7, starting and finishing at
Chelsea Piers/Pier 62. Among the
sponsors are WXRK New York, MTV,
Rolling Stone, Sony Theatres, and Vol-
com Productions. LIFEbeat is a non-
profit AIDS resource and awareness
group. For more info, call LIFEbeat
at 212-245-3240. Contact: Jody Miller
or Joe D’Angelo at 212-431-52217.

A CARING PERFORMANCE: A
Neil Diamond performance Oct. 7 at
the Meadowlands in East Rutherford,
N.J., will benefit the Children Who
Never Forget, a nonprofit organization
dedicated to the protection and care of
abused children. Tickets, which are
$250 each, include a preperformance
cocktail reception at the Winner’s Club
at the Meadowlands. For more info, call
800-866-5023.

FUND ESTABLISHED: The Kather-
ine Korzilius Fund has been established
in memory of the 6-year-old daughter
of Paul Korzilius, manager of Bon
Jovi, who was killed Aug. 7.under mys-
terious circumstances as she was walk-
ing home in Austin, Texas. The fund
will be used for various charity dona-
tions in the Austin area for children and
education. Donations can be mailed to
the Wells Fargo/First Interstate Bank
of Texas, 609 Castle Ridge Road,
Austin, Texas 78746. The account num-
ber is 1001367829. Paul Korzilius and
his wife, Nancy, also have a son, Chris,
who is 8 years old.

COUNTRY FEST: The Mid-Missouri
Mareh of Dimes plans a March of
Dimes 1996 Country Fest Sept. 28 at
the Jefferson City Jaycees Cole Coun-
ty Fairground featuring local bands
Aces Wild, Par Three, and Mystic
Sunset, who will play throughout the
day. All profits will benefit the March
of Dimes in its battle against birth
defects and infant mortality. Contact:
Gary Harmon at 573-893-6670 or
Leigh Ann Henson at 573-635-5350.

song and dance group the Three Riffs.
Seneca’s talents also included song-
writing. Two of his songs each reached
the top 20 of Billboard’s Hot 100 twice.
He co-wrote the Grammy-winning
song “Break It To Me Gently,” a hit for
Brenda Lee in 1962 and Juice Newton
in 1982, with Diane Lampert. His
“Talk To Me, Talk To Me” was first
popularized by Little Willie John in
1958, and a 1963 cover by Sunny & the
Sunglows peaked at No. 11. He is sur-
vived by his wife, Betty.

Dreaming Of The Future. The first recipients of the EMI/Selena Scholarship
(Billboard, April 6) for Hispanic students celebrated their awards recently at
a luncheon in Hollywood, Calif. The event was attended by the families of
Selena and the scholarship recipients, executives from EMI Latin, and rep-
resentatives for Los Angeles-area politicians. The scholarship provides 10
awards of $2,500 each to students who plan to attend a four-year college.
Pictured in the front row, from left, are scholarship winner Michael Andretti;
Selena’s husband, Chris Perez; Henry Lozano of congressman Xavier
Becerra’s office; winners Pamela Huster and Patricia Herrera; Cindy Aguirre,
representative from Becerra’s office; and winners Carlos Marquez and Gina
Santos. Shown in the back row, from left, are winner Jaime Gonzales Jr.;
Jose Behar, president, EMI Latin; winner Jennifer LeBaron Rigs; Chris Cofer,
representative from congressman €Carlos J. Moarehead'’s office; and win-
ners Reuben Castaneda and Julio Schwarz.

I CALENDAR

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

AUGUST
Aug. 22-25, Jack The Rapper Music Conven-
tion And Expo 96, Sheraton Gateway Hotel/Geor-
gia International Convention Center, Atlanta. 407-
290-2289.

FUTURE BRIGHT FOR COLE’S ‘STAR DUST’

(Continued from page 9)

Elektra plans to release “When
I Fall In Love” to jazz/AC stations
on Sept. 5, AC and adult R&B pro-
grammers on Sept. 9, and top 40/
rhythm outlets on the same date
that the single is commercially
available, which has yet to be de-
termined. The single will also be
worked at oldies and AC/gold radio.

Latin stations in the U.S. will be
serviced with a Spanish-language
version of the single, which is
included on the domestic set.

The video for “When I Fall In
Love”—which features Cole and
her father via special effects simi-
lar to those used for the elip for
“Unforgettable”—is scheduled to
be serviced on Friday (30) to VH1,
the Box, and BET.

A Spanish version of the clip was
also shot and is slated to be sent to
Latin stations, such as Telemundo
and Univision, on the same date
that the single is serviced to Latin
radio stations.

The label plans to send Cole on
national and international promo-
tional tours from late August
through the end of the year. The
tours will take her to numerous
territories in Europe, Asia, and
South America.

Elektra’s publicity department
has orchestrated a national TV

blitz during the week that “Star
Dust” ships. Cole will be the sole
guest on “Oprah” the day before
the album streets. She is also slat-
ed for appearances on “The
Tonight Show With Jay Leno,”
“Dateline,” and “Entertainment
Tonight.”

The artist is also scheduled to
perform with a full orchestra on
“The Today Show” and will appear
on “The Rosie O’Donnell Show”
in early October.

“The goal of the 1996 campaign
is to set up eross-marketing oppor-
tunities for Natalie's special activ-
ities happening in 1997,” says Ven-
able.

Among them are a William Mor-
ris-booked international tour
scheduled to begin in the U.S., fea-
turing a 30-piece orchestra accom-
paniment; an autobiography pub-
lished by Warner Books, slated for
delivery during the first or second
quarter; and an HBO movie, sched-
uled to begin production in early
’97, that will include songs from
“Star Dust.”

Assistance in preparing this story
was provided by Jon Crouch in
London, Wolfgang Spahr in Ham-
burg, and Emmanuel Legrand in
Paris.

Aug. 22-25, 1996 U.S. Transplant Games, pre-
sented by the National Kidney Foundation, Univer-
sity of Utah, Salt Lake City. 800-622-9010.

Aug. 26-Sept. 2, Minnesota Black Music Expo
And Awards, Hyatt Regency, Minneapolis. 312-
268-8286.

SEPTEMBER

Sept. 5-7, Billboard/Airplay Monitor Radio
Seminar And Awards, New York Sheraton, New
York. 212-536-5002

Sept. 9, Fifth Annual Bobby Hatfield Chari-
ty Golf Classic, to benefit the Southern Califor-
nia Lupus Foundatian, Los Coyotes Country Club,
Buena Park, Calif. 714-833-2121.

Sept. 10, 21st Songwriter Showcase, pre-
sented by the Songwriters Hall of Fame and the
National Academy of Popular Music, Tramps, New
York. 212-957-9230.

Sept. 11, The LAWIM Music Resources Mar-
ketplace, presented by Los Angeles Women in
Music, Olympic Coltection Banquet and Confer-
ence Center, Los Angeles. 213-243-6440.

Sept. 12, Independent Song Pluggers (Does
It Work? Can They Help You?}, Assn. of Inde-
pendent Music Publishers, Ma Maison, Beverly
Hills, Calif. 310-273-6401.

Sept. 12, 3rd Annual Juvenile Diabetes
Foundation Music Endustry Dinner, honoring
Keith Clinkscales and Lydia Cole, Sheraton New
York Hotel & Towers, New York. 212-222-9400.

Sept. 13, Deadline for ASCAP Foundation
Songwriter Workshep Series, beginning Oct. 26,
New York. 212-621-6474.

Sept. 17-19, Interactive Muitimedia Assn.
Expo, Jacob Javits Canvention Center, New York.
415-286-2500.

Sept. 20-22, Women In Music Business
Assn. Eastern Regional Conference, Holiday
Inn Crowne Plaza, Nashville. 619-416-0935.

Sept. 21, How To Start And Run Your Own
Record Label, New Yorker Hotel, New York. 212-
688-3504.

Sept. 21-28, Georgia Music Festival And
Hall Of Fame Awards Show, various locations,
Macon, Ga. 404-656-7575.

Sept. 28, Music Biz 101: How It Works and
How to Make It Work For You, Holiday inn, Brook-
ling, Mass. 508-526-7983.

OCTOBER
Oct. 1-4, Eighth Arnual Digital Audio & Video

Workshop, Holiday Inn Select, Phiiadelphia. 703-
907-7660.

Oct. 2, 30th Annual Country Music Assn.
Awards, Grand Ole Opry, Nashvilie. 615-244-2840.

Oct. 3, SESAC Country Music Awards, SESAC
headquartess, Nashville. 615-320-0055.

Oct. 5, 1st Gay/Lesbian American Music
Awards, Webster Hall, New York. 212-592-4455.

Oct. 9-12, NAB Radio Show And World Media
Show, Los Angeles Convention Center, Los Ange-
les. 202-775-4970.

Oct. 10-14, How Can | Be Down? Fourth Annu-
al Hip-Hop New Jack Power Summit, Shore Club
Hotel, Miami. 212-977-6772.

Oct. 11-16, NARM Fall Conference, Arizona
Biltmore, Phoenix. 609-596-2221.

Oct. 16, City Of Hope Spirit Of Life Award
Presentation Gala, to honot John Sykes, Uni-
versal CityWalk, Universal City, Calif. 213-626-
4611,

Oct 21, Academy Of Country Music Bill Boyd
Golf Classic, De Bell Golf Course, Burbank, Calif.
213-462-2351.

Oct. 30-Nov. 3, 16th Annual Black Entertain-
ment And Sports Lawyers Assn. Conference,
Marriott CasaMagna Resort, Puerto Vallarta, Mex-
ico. 609-753-1221.

NOVEMBER
Nov. 6-8, Billboard Music Video Confer-
ence, Crowne Plaza, San Francisco. 212-536-
5002.

FOR THE RECORD

The Blockbuster Entertainment
Group VP for the Asia/Pacific
region is John Mlynski. The name
of the Melbourne, Australia-based
executive was misspelled in an arti-
cle in the Aug. 24 issue.

In the article “Mellencamp Feel-
ing ‘Lucky’ ” (Billboard, Aug. 24),
the director of John Mellencamp’s
video *Key West Intermezzo (I Saw
You First)” was misidentified. The
director is S. Welder. The director
of photography is Sam Bayer.
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Anymore

Japanese Music Market Develops Diversity And Encourages

Foreign Exchange Of Product
By STEVE McCLURE

nce upon a time, the Japanese music mar-
ket was fairly predictable. The major
labels released a steady stream of bland,
inoffensive pop and “enka,” old-style
weepy ballads. When it came to interna-
tional repertoire, they simply licensed
whatever was on the Billboard charts.
Through the years, they maintained roughly the same market share,
and the industry grew at a consistent—though modest—rate.

No more. A number of factors—the unprecedented rise of dance-
pop label Avex, the diversification of the market into specific genres
and the increasingly innovative sourcing of foreign product by
Japanese labels, to name a few—have put the industry into a state of
flux.

THE MARKET REPORT

One key indicator of the changes taking place in the Japanese
industry—the world’s second-biggest, with shipments worth 566.5
billion yen ($5.38 billion), up 9%, in 1995—is the fluctuating mar-
ket shares of the country’s leading record companies.

According to confidential industry data covering the first four
months of 1996 obtained by Billboard, Sony Music Entertainment
(Japan) remains in the No. 1 spot, with an estimated market share of
16.7%, while Toshiba-EMI is still No. 2, with approximately a 14.6%
share.

Coming up close behind at No. 3 is PolyGram KK, at approxi-
mately 11.6%. PolyGram’s headhunting in 1994 of former Toshiba-
EMI GM Keiichi Ishizaka to take charge of its Japanese operation and
its 1995 hiring of former WEA Japan president Ikuzo Orita to head
Polydor K.K. have evidently paid off.

Boosted by the success of new domestic acts such as Glay and
Spitz, PolyGram has significantly increased its market share and
seems well on its way to becoming a well-rounded record company
that’s strong in both international and domestic repertoire.

The big news is that Avex D.D., which didn’t even exist before
1988, has grown to the point where, in this time period, it was
Japan’s fourth-biggest record company in terms of sales, with an esti-
mated market share of 6.3%.

In the business year that ended March 31, Avex had revenues of
30.4 billion yen ($273 million), excluding its overseas subsidiaries,

Trf, another Komuro-produced success

and expects that to rise to 34.5 billion yen ($311 million) in the cur-
rent year.

Close behind, with estimated market shares of 6.2% and 5.5%,
respectively, were Wamer Music Japan and BMG Victor. Warner
appears to be going through a difficult patch at the moment, as
shown by its international-repertoire share, which at 14.4%, is
behind those of Toshiba-EM1 (21.5%) and Polydor (19.3%), accord-
ing to confidential industry data.

These rankings will likely continue to shift in the months to come,
but one thing is certain: Avex has definitely arrived. The new kid on
the block is giving older record companies such as Warner, BMG
Victor and Victor Entertainment a run for their money.

THE AVEX TOUCH

Much of Avex’s success is due to the Midas touch of independent
producer Tetsuya Komuro, who produces million-selling acts such as
trf, Namie Amuro and globe for the independent company.

Globe, a three-member group that counts Komuro himself as a
member, made industry history recently, when its eponymously titled

debut album, released March 31, became the first Japanese album
ever to hit the 4 million sales mark.

Most Japanese record producers are record- or production-compa-
ny employees and work very much behind the scenes. In the last cou-
ple of years, Komuro and Takeshi Kobayashi (producer of million-sell-
ing acts Mr. Children and My Little Lover, both on the Toys Factory
label) have brought the role of the producer to the forefront by devel-
oping trademark sounds and churing out hit after hit.

Komuro is probably the highest-paid person in the Japanese enter-
tainment industry at the moment, and his romantic and other
exploits are tabloid fodder. Similarly, 19-year-old Amuro is a key
trendsetter for young Japanese women.

On the domestic front, then, Avex is doing unbelievably well. In
terms of international repertoire, it’s a different story. Ill-advised sign-
ings such as 10cc and Bananarama show that the label with the gold-
en touch sometimes has feet of clay.

Industry sources wonder how long Avex’s winning streak can last.

“They've been spending at an incredibly high rate compared to
normal marketing and promotion,” says one insider. “I think their
theory is that, to maintain the business and the volume, you've just
got to spend high. It’s obviously been a highly effective technique for
them. But in the end, an artist has got to sustain himself through gen-

s 81995, two Foreign
allbsusms acld moire than a
Mavials Cavew's
“Daydiream®=not mwch of
@ awrprise there, given
bver worldwide popwlaritage
Thee otlher oney however,
“Scatman’s Weorld,”

uine musical and performance ability. Maybe [Avex chairman Tom)
Yoda’s theory is that if he keeps this high expenditure up, he can shut
out the rest of the music industry from the dance field.”

FOREIGN REPERTOIRE

Another key trend in the Japanese market is this country’s increas-
ingly independent take on international repertoire.

In 1995, two foreign albums sold more than a million units. One
was Mariah Carey’s “Daydream” (Sony)—not much of a surprise

Trendsetter Namie Amuro

there, given her worldwide popularity. The other one, however, was
“Scatman’s World,” by Scatman John (BMG Victor). Radio airplay
and subsequent TV commercial tie-ups helped Scatman break the

1 million mark.
Scatman aside, the outstanding foreign-music success story in
Japan in the past year has been Scandinavian music. The Nordic
Continued on page 80
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Japanese Radio Proves To Be Prime Pop Promo Tool

BY KAS FUKATSU

here are 46 commercial FM stations in Japan, and this fact In the last few years, however, Tokyo FM regained the top spot in
alone makes radio programming much different from that of the ratings by playing much more Japanese pop—which accounts for
the United States. Because there are so few stations in Japan two-thirds of Japan’s music market—and by adopting some features
(population: 124 million), there is nothing like the degree of of Japanese AM programming, such as appointing popular artists as
format specialization found Stateside. DJs or on-air personalities.

However, since Japanese FM outlets’ main target audience is the
15-to-35-year-old demographic, international and Japanese pop com- A SCENE BY DEFINITION
prise the bulk of their playlists. The most common format resembles “There are two kinds of radio stations,” comments Toshio
top 40, but the type of music played depends on the theme of the Kanehako, general manager of Mercury Music Entertainment’s inter-
program and the time of day. For exam- national pop department. “One is made up of
i those that make their programming in accordance
M Hz with the needs of listeners; the other comprises

stations that lead listeners and try to define a

B scene. FM 802 and ZIP-FM are definitely in the lat-
13 ter category, and each of them is trying to establish
its own identity by making national hits from their

i area.” This attitude resulted in establishing better
communication with listeners, which in turn has

S

Q) ple, a station might broadcast Japanese
Mo.s ‘REO R \‘ pop from 6 p.m. to 7 p.m. and then
— s “ switch to international music.

It should be noted that Japanese AM
radio is basically talk radio, so its
impact (with the exception of some spe-

cialized programs) on the music market
BI TH A is negligible. Until 1988, Japanese radio
[T X 1 Ed . ‘& ‘ .

e EANC I8 listeners had no choice when it came to : made the local music market come alive, Kanehako
W W . deciding which commercial FM station notes
to tune into. That's because the Ministry of Posts and Telecom- Says Kunio Tsuneyuki, general manager of ZIP-FM’s programming
- munications (MPT) did not allow more than one private FM station and production department, “ZIP is a music station. So our success
H [ ] -STAN DARD in each of Japan’s 47 prefectures. depends on the development of the local music market. Besides push-
" ° ' What's more, all stations except FM Yokohama belonged to the ing and playing heavy-rotation songs we choose, we have organized a
Grow'“g “P Tokyo FM-affiliated Japan FM Network (JEN). network of 170—soon to be 220—CD shops
Produced by Fat Mike, Syndicated Tokyo FM programming accounts in the area and provide them with ZIP Hot

Ryan Greene & Hi-STANDARD for about half of the material broadcast on the

33 stations comprising JFN.

100 charts for display. In addition to such
regular cooperation, we carried out a sound
campaign, focusing on specific albums, with
participating stores five times last year”

ZIP has produced several CDs, mostly
compilations of international music chosen
by the station, and some of them have made
the national charts.

The Nagoya area, which ZIP-FM serves,
used to account for about 10% of the
Japanese music industry’s sales and was
basically off thc map as far as sales of inter-
national re<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>