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Phil Collins
Sees The
‘Light’ On
Atlantic/
WEA Set
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Jazz Addresses New, Old Frontiers

Evans Boxes Put Pianist
In The Retail Spotlight

@ BY CHRIS MORRIS

Crossover Appeal Key

For Atlantic’s Peyroux
B BY JIM MACNIE

LOS ANGELES—The music of the late
jazz piano giant Bill
Evans will soon
undergo a major
renaissance, as no
fewer than three
major Evans boxed
sets will be released
between October
and the end of the
first quarter of 1997.
On Oct. 29, IFan-
tasy Records, on its Milestone imprint,
will issue “Bill Evans—The Secret Ses-
(Continued on page 94)

Congress Mulls Over

Entertainment Issues
M BY BILL HOLLAND

EVANS

WASHINGTON, D.C.—Members of
Congress who returned from their
August recess Sept. 3 face unfinished
or languishing leg-
islation that could
have a major
impact on the musie
industry and the
entertainment-ori-
ented telecommuni-
cations world.

The most impor-
tant piece of legislation remaining on
the Senate and House schedules is the
administration’s intellectual-property
blueprint bill for its information super-

(Conlinued on page 93)

RETAIL TRACK

Commerce Underscores
Wal-Mart/Crow Debate

PAGE 68

NEW YORK—When Yves Beauvais
first heard the then
16-year-old Made-
leine Peyroux sing
in a tiny Greenwich
Village bar here, it
took him only one
tune to realize he'd
come across an
extraordinary tal-
ent. It was one of
those goose-pimple

PEYROUX

moments.

Six years later, Beauvais, VP of jazz
and A&R (U.S.) at Atlantic Records,
has reason to hope that a much larger
audience will get chills when it hears
the vocalist. The label places Peyroux’s
debut disc, the ultra-distincet “Dream-
land,” in the racks Oct. 1.

(Continued on page 95)

Arista Aims To Build On
Kenny G’s Int’l Popularity

| BY TERRI HORAK

NEW YORK—It would be under-
standable if Kenny
G felt pressure to
live up to the enor-
mous success of his
past albums, but
with the Oct. 1
worldwide release
of “The Moment,”
his latest Arista
dise, the superstar
sax player is keep-
ing his focus on the music.

His 1992 album, “Breathless,” has
been certified by the Recording Indus-
try Assn. of America for sales of more
than 10 million units and has been on
one or more Billhoard charts for near-
ly four years. Four of his albums have
reached the No. 1 spot on Billboard’s

(Continued on page 94)

KENNY G

B BY CRAIG ROSEN

LOS ANGELES—Music and sports
have a long history of creative cross-
pollination. Surf music has been a

phenomenon since the early '60s, for
instance, while punk rock has been
closely affiliated with skateboarding.

Golf Music:
Rough, Into The Fore

Out Of The

Less well known, but primed for a
resurgence, is the unlikely genre of
golf music. A number of songwriters
and at least two record companies
think the sport is a natural—although

it is the theme, not a specific sound,
that drives this particular brand of
(Continued on page 26)
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Versatile Vandross Will
Get Major Epic Push

B BY J.R. REYNOLDS

LOS ANGELES—With the Oct. 1
worldwide release of Luther Van-
dross’” “Your
Secret Love” on
LV/Epie, the
veteran R&B
crooner proves
that he still has
some creative
tricks up his

sleeve.
The album VANDROSS
features a

hearty blend of soft R&B and pop
tracks that are backed by the I
(Continued on page 96) |

EMI’s Madredeus Gets

Int’l Exposure Via Film
H BY FEFﬁANDO TENENTE

OPORTO, Portugal—The evocative

charm of the work of Portuguese

MADREDEUS

ensemble Madredeus so inspired inter-
nationally acclaimed film director Wim
Wenders that he not only set his latest
movie against the haunting backdrop
of the band’s home city, but he wrote
the film around the group’s score and
invited its members to act in it.
(Continued on page 99)

SEE PAGE 51

Vids Set For
Fall Release
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Pumpkins A Smash At MTV Video Awards

Winners, Performers Could Also Score At Retail

B BY BRETT ATWOOD

NEW YORK—Look for the Smashing Pump-
kins to get a sales boost at retail following
their seven-award sweep at the 1996 MTV
Video Music Awards, held Sept. 4 at Radio
City Music Hall here.

The band took the honors for best video,
best alternative musie video, and break-
through video during the cablecast. As is the
case with other nationally televised awards
shows, winners and performers who appear
on the MTV Awards often experience a lift in
sales.

Other multiple winners who may experi-
ence a post-awards sales boom include Ala-
nis Morissette and Coolio, who won three
awards each.

The awards show, which was hosted by
comedian Dennis Miller, will be repeated sev-
eral times throughout September on the
musie channel.

The biggest beneficiaries of the MTV expo-
sure may be the performers—some of whom
did not win or were not up for awards. Per-
formances by Oasis, Kiss, LL Cool J, Hootie
& the Blowfish, the Cranberries, Neil Young,
and Bone Thugs-N-Harmony could translate
into sales in the coming weeks. Winners who

Smashing Pumpkins with former drummer
Jimmy Chamberlin, shown at right.

Georges Melies’ classic silent {ilm “A Trip To
The Moon” (Billboard, July 20). The husband-
and-wife team of Jonathan Dayton and
Valerie Faris of Los Angeles-based produe-
tion company Dayton/Faris was honored as
best director for work on the innovative clip.
The Pumpkins also received a nod for best
alternative music video for “1979.”

Maverick artist Morissette added three
MTV Awards to her growing list of 1996
achievements, which include 1 Grammy win
and a chart-topping, 11-times-platinum
album, “Jagged Little Pill.” Morissette’s
“Ironic” was awarded best female video, best
new artist in a video, and best editing.

sophomore DGC album “Odelay,” was award-
ed best male video for “Where It’s At

A complete list ol 1996 Video Music
Awards winners follows:

Best video: the Smashing Pumpkins, “Tonight.
Tonight” (Virgin).

Best male video: Beck, “Where [t's At” (DGC).

Best female video: Alanis Morissette. “Tronic”
(Maverick).

Best group video:
(Roswell/Capitol).

Breakthrough video: the Smashing Pumpkins,
“Tonight, Tonight” (Virgin).

Best direction in a video: Jonathan Dayton and
Valerie Faris for the Smashing Pumpkins’ “Tonight,
Tonight” (Virgin).

Best rap video: Coolio Featuring L.V., “Gangsta’s
Paradise” (MCA Soundtrucks).

Best dance video: Coolio, “1,2
(Tommy Boy).

Best hard rock video: Metallica, “Until 1t Sleeps”
(Flektra).

Best alternative music video: The Smashing
Pumpkins, “1979” (Virgin).

Best new artist in a video: Alanis Morissette,
“Tronic” (Maverick).

Best video from a film: Coolio Featuring L.V,
“Gangsta’s Paradise” (MCA Soundtiacks).

Best R&B video: the Fugees, “Killing Me Softly”

Foo Fighters, “Big Me”

3,4 (Sumpin’ New)”

also performed—the Smashing Pumpkins,
Morissette, Bush, Metallica, and the [Fugees
(who were joined onstage by rapper Nas)—
are also likely to score at retail.

Morissette performed during last year’s
MTV Awards, for example, and received the
largest unit gain on The Billboard 200 album
chart, a 5% sales increase, the following week.
R.E.M., Hole, Weezer, and White Zombie also
exhibited moderate sales increases the week
after the 1995 cablecast (Billboard, Sept. 23,
1995). The expected boost comes during what
is traditionally one of the slowest sales
months of the year

“A lot of people may have already seen the
videos, so the performances are important in
making an impact,” says Natalic Waleik, a
music buyer for the Boston-based, 16-store
Newbury Comics. “If an act is already estab-

. lished, then there might be a littie bit of a
R&B 33 sales spurt, but it is the developing acts that
& HIT ME OFF * NEW EDITION + MCA | stand to gain the most. I wouldn’t be sur-
T prised if [best group video winner| Foo Fight-
RAP | 34 ers and [performer] Ousis increase their sales
oy O ok over the next week.”

Multiple winners the Smashing Pumpkins
crushed the competition this year in seven of
I the eight categories in which they were nom-
inated. All but one of the wins was for the
89 modern rock act’s “Tonight, Tonight” elip,
- which was inspired by French filmmaker
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DISCOUNTED SINGLES: U.K. PERSPECTIVE
Low Prices Place Music Industry On A Slippery Slope

B BY JON MAIS

With respect to “Discount Singles
Spark U.S. Cost/Benefit Debate”
(Billboard, Aug. 31), the same situa-
tion exists in the U.K. in regard to
deals struck by record labels with
major retailers to enable price dis-
counting.

In a number of cases, new releases
are given free to the trade in large
quantities. This practice is not lim-
ited to unknown or growing acts, but
is done frequently for records by
major established acts. Independent
labels, which need cash flow and are
not just chasing market share, as are
most major labels, cannot hope to
compete.

Here in the U.K., we have a situa-
tion in which many top 20 entries
have yet to make national radio
playlists. The single chart moves
faster than radio programmers can
add records to their playlists. As a
result, most stations jump on a sin-
gle once it has already charted and
then only with trepidation. It has
become increasingly difficult to per-
suade programmers to play new sin-
gles before they see chart action. Yet
in most cases, that sales chart action
is limited to one week. The national
chart in the U.K. is sales-based.

The practice of discounting is a

very dangerous one for many rea-
sons:

* It devalues the product.

* It becomes virtually impossible
to make any money on a single
unless sales can be sustained over a
number of weeks.

* The retailers have more power

‘How can discounting the
jewels in your crown be
anything else other than
commercial suicide?’

Jon Mais is GM of the London-based

Media Research Consultants in Music,
Video & Film.

than the record labels or radio sta-
tions.

* The public’'s perception of the
value of the CD format is signifi-
cantly reduced as people argue,
quite rightly, that if a CD single
costs 1.99 pounds, why does a CD
album cost 14.99 pounds?

When the CD single was intro-
duced, in order to justify its being
more expensive than vinyl or cas-
sette, extra tracks were added.
Record companies now discount
their trade prices to enable retailers
to sell CD singles very cheaply, yet
CD singles still contain those extra
tracks. The artist is required to

spend recoupable recording costs,
not to mention creative blood, in
making these extra tracks, and then
the label gives the finished product
away.

The problem is that as long as one
label follows this practice, all others
do the same. What is needed is an
industry directive to stop this ludi-
crous discount policy immediately.
Otherwise, I fear, the industry gives
away more than 50% of its product to
the retail trade. How long will it be
before retailers ask for similar
terms on new album releases?

We are all on a slippery slope to
oblivion. While the use of free sam-
ples with new artists is a common-
sense approach, how can discounting
the jewels in your erown be anything
other than commercial suicide?

In the U.K., the day has already
arrived, for some labels, in which a
song is presented to retail and radio
to see what they think of it, and if a
negative reaction is received, the
record is pulled from the release
schedule. Who needs an A&R
department when labels allow retail-
ers to dictate terms?

There is much more to this debate;
this is merely the tip of the iceberg.
We must wake up and demonstrate a
cohesive common purpose and far
more common sense.

.. . U.S. Could Take (Painful) Lesson From Abroad

W BY JON WEBSTER

Billboard’s excellent analytical
article on the introduction of low-ball
singles pricing in the U.S, (Bill-
board, Aug. 31) was read with great
interest here. I have worked for 15
years in the U.K. market and have
watched the effect of the removal of
a minimum-selling-price qualifica-
tion on the singles chart here. If the
U.K. experience is anything to go by,
you, in the U.S., are at the top of a
long, slippery slope, which—if you
don’t act now—will devalue your
chart and singles in the eyes of the
public and cost the industry a small
fortune.

Whatever the principled sales
chiefs quoted in the article maintain,
if they are not low-balling singles
now, they will be. The pressure from
managers and label chiefs to get
results will be too much to resist as
long as sales constitute a portion of
chart data. The result, of course, is
that every label will be low-balling
singles, and you will end up with a

level playing field where practically
everyone is selling singles for 99
cents instead of $2.99, and you are
back to square one. No one has a
competitive price advantage any-
more, but everyone is a lot poorer.
The product is also devalued in the
eyes of the consumer.

‘Isn’t it odd that record
companies will go to court
to protect minimum pric-
ing on albums but encour-
age retail discounting of
singles?’

Jon Webster, of the Clancy Webster

Partnership, is a former managing
director of Virgin Records U.K.

The only answer to this is to intro-
duce a minimum selling price in
order for singles to qualify for the
chart. This has not happened in the
U.K. because some retailers were
unhappy about providing “confiden-
tial,” price-sensitive information to

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 suhmitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Marilyn A. Gillen, Billboard, 1515 Broadway, New York, N.Y. 10036

the chart compilers, but is this infor-
mation really sensitive? Anyone can
see how much a store is selling sin-
gles for by walking through the door.

I see that SoundScan [which com-
piles the sales information used by
the Billboard charts] is not keen to
adopt this approach, but I believe
that if you want sales to be part of
the chart, there is no option—or a
bottomless pit of low-ball pricing
beckons. We work in an extremely
competitive industry, and record
companies need rules to protect
them from themselves.

In the U.K., it costs maybe 1 mil-
lion pounds to compile the chart . ..
and the record industry spends at
least 10 times that annually trying
to distort the chart to the individual
labels’ advantage. Doesn’t really
make sense, does it?

Finally, isn’t it a little odd that rec-
ord companies will go to court to
protect minimum pricing on albums
but then positively encourage retail
discounting of their own singles?

Act now before it’s too late.
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VelVel’s Yetnikoff Links
Indie Label With Navarre

B BY PAUL VERNA

NEW YORK—Walter Yetnikoff’s
indie label VelVel Records has linked
with indie distributor Navarre Corp.,
marking both the official launch of the
former CBS Records chief’s start-up
and the branching out of Navarre as a
full-service content provider.

Under the terms of an agreement
announced Sept. 3, Navarre will be a
minority equity partner in VelVel and
the exclusive distributor of VelVel's
products in North America.

VelVel, which will be run on a day-to-
day basis by former Mercury Nashville
senior VP/GM Bob Frank, has already
signed label deals with New York indies
Razor & Tie and Bottom Line Records.
VelVel will serve as an umbrella com-
pany in making label deals.

Razor & Tie is a catalog specialist
that has recently branched out into
new signings with such artists as Dar
Williams, Marshall Crenshaw, Graham
Parker, and country parody performer
Cledus “T.” Judd. Bottom Line
Records, headed by producer Hank
Medress, is the namesake label of the
New York venue owned by Allan Pep-

American To Fill
Sony Chinese
Repertoire Post

B BY GEOFF BURPEE

HONG KONG—Bucking a business
trend in Asia, Sony Music has appoint-
ed an American, Matthew Allison, as
its head of Chinese repertoire devel-
opment in the region.

Other multinational record compa-
nies, including BMG, EMI, and Warn-
er, recently named Chinese executives
to comparable posts (Billboard, June
22), suggesting an acceleration in the

transfer of respon-

sibility from expa-
triate Westerners
to Asian nationals.
“The nationality
question is irrele-
& vant,” says Sony
Music Asia senior
VP Martin Davis.
“I disagree with
some others who
think it’s crucial to have a Chinese per-
son running |this sector]. We need
someone who knows the language and
is fully integrated into the society.
Matthew is that person.” He adds,
“For us, regionally, this |appointment]
means that we are serious about devel-
oping Chinese repertoire.”

Allison, who is fluent in Mandarin
Chinese, becomes VP, greater China
region, for Sony Music Asia, reporting
to Davis. The post consolidates the
leadership of the company’s Taiwan,
China, and Hong Kong operations;
Allison is based in Taipei, Taiwan.

Allison joined Sony Music Interna-
tional in July 1992 and a year later was
appointed managing director, Taiwan
and China, by Davis’ predecessor,
Patrick Hurley. Previously, Allison
worked with American Express in Tai-
wan and Booz, Allen and Hamilton in
Singapore.

“It’s critical to have an appreciation
of Chinese music and Chinese popular
culture,” Allison says, “and an under-

(Continued on page 96)

)

ALLISON

per and Stanley Snadowsky.
Yetnikoff declines to comment on
the nature of the label deals, other than
to characterize VelVel’s stake in Razor
& Tie as “a noncontrolling interest.”
In addition to the label deals, VelVel
has made the following direct signings:
Atlanta-based alternative rock act Five-
Eight, formerly on Sky/Ichiban
Records; Band De Soleil, which fea-
tures singer/songwriter Michelle Mal-
one; alternative rock act Babyfat, which
is working on an album; and the Prairie
Oyster Band, a Canadian country act
formerly on Arista. A statement from
Navarre says that Five-Eight and Band
De Soleil are scheduled to release their
first albums on VelVel in early 1997.
VelVel will release soundtrack
(Continued on page 99)

Summer Blockbusters Due In 4th Quarter
‘Independence Day,’ ‘Nutty Professor’ Lead Vid Pack

H BY EILEEN FITZPATRICK

LOS ANGELES—Retailers’ holiday
wishes are becoming a reality, as the
last of the summer blockbusters have
been dropped into the fourth quarter
sell-through video schedule.

After weeks of speculation, 20th
Century Fox Home Entertainment has
scheduled “Independence Day” for a
Nov. 22 strect date, according to a Fox
spokesman. Retail price for the title
will be $22.98.

Fox will release marketing details
for the title Sept. 10. The plan is ex-
pected to contain multiple consumer
offers.

Meanwhile, MCA/Universal Home
Video has slated the Eddie Murphy
comedy “The Nutty Professor” for a

Sugarhill Gang Rides Again. Members of the old-school hip-hop act Sugarhill
Gang stopped by the offices of Rhino Records recently to celebrate the release
of “Rapper’s Delight: The Best Of The Sugarhill Gang” and to discuss
promotion plans with label staffers. Pictured in the back row, from left, are Ron
Wiggins, national manager of urban sales; Joey “Master Gee” Robinson Jr.,
manager and band member; Tracey New, national manager of media relations;
Quincy Newell, national urban catalog and product manager; and band
member Henry “Big Bank Hank” Jackson. Pictured in the front row, from left,
are Barry Benson, national manager of radio promotion, and band member

Michael “Wonder Mike” Wright.

Soviet Classical Works Compiled
Music From State Radio, TV Broadcasts

B BY NIGEL HUNTER

LONDON—A gold mine of Soviet state
classical recordings that span 70 years
will be launched Sept. 16 in the U.K. on
the specially formed Revelation label
by Telstar Records, the TV-promoted
compilation specialist.

The material
comes from an
archive located in
the northern Mos-
cow suburb of
Medvedkovo. It
comprises an estimated 600,000 tapes
that contain 400,000 hours of music
claimed to be worth around $4 billion.
It is the repertoire resource of Gostel-
eradio, the former Soviet state radio
and TV broadcasting monopoly now
known as Ostankino, and dates back to
the Russian Revolution.

An initial release of 30 CDs will be
followed by a monthly schedule of
eight, and in January a rare repertoire
series will debut with a monthly release
pattern of six CDs. Revelation will be
launched in continental Europe, Asia,
and the U.S. later next year.

Artists and composers involved are

a cross-section of Russia’s most distin-
guished 20th-century names, including
Dmitri Shostakovich, David Oistrakh,
Sviatoslav Richter, Emil Gilels, Gen-
nadi Rozhdestvensky, Igor Stravinsky,
and Mstislav Rostropovich, plus well-
known Western practitioners, such as
Herbert von Karajan, Yehudi
Menuhin, and Artur Rubinstein, who
were recorded during concerts and
recitals broadcast in the U.S.S.R. The
archive has been preserved, often in
adverse environmental conditions, by
a dedicated staff that defied orders
from Soviet authorities to destroy
tapes that featured composers or
artists who had fallen out of state favor.

One unique tape, never heard out-
side of Russia, is of a 1949 Moscow con-
cert by Paul Robeson, during which he
sang in several languages, including
Yiddish.

Hitherto, Telstar’s involvement in
classical music has been minimal, but
the advent of Revelation will make it a
major player. “There will be heavy
radio advertising to back the launch in
the U.K. and other territories,” states
Telstar managing director Sean

(Continued on page 89)

Nov. 12 street date. Retail price is
$22.98, with a $14.95 minimum adver-
tised price.

The summer’s highest grossing
movie, “Independence Day” has taken
in more than $281
million at the box
office, while “The
Nutty Professor”
has grossed in
excess of $120 mil-
lion, landing in the
No. 5 spot for the summer.

Of the remaining top five, “Twister,”
which grossed more than $239 million,
will be released by Warner Home
Video Oct. 1. “Mission: Impossible,”
which raked in $178 million, will be
released by Paramount Home Video
Nov. 12, putting it head-to-head with
“The Nutty Professor.”

Sell-through retailers, though, will
not be getting a piece of Buena Vista
Home Video’s “The Rock,” the sum-
mer’s fourth-biggest box-office gross-
er. A spokesman for Buena Vista says
the company will release the title as a
rental in the fourth quarter.

Although dealers are disappointed
that “The Rock” won't be added to the
schedule, they aren’t surprised.

“It’s a safe bet to do “The Rock’ as a
rental,” says Tower Video VP John
Thrasher. “Besides, Buena Vista has a
ton of sell-through titles for the fourth
quarter.”

Indeed, Buena Vista's schedule is
loaded with power. “Toy Story” is
expected to meet or exceed sales of 30
million units. The supplier also has
“Oliver And Company,” “James And
The Giant Peach,” “Muppet Treasure
Island,” and several repromotes on the
schedule.

As was the case with “Mission:
Impossible,” MCA will release “The
Nutty Professor” without the market-
ing support of a tie-in partner.

“It was a matter of timing,” says
MCA executive VP Andrew Kairey.
“IThe choice] was either to come out in
the fourth quarter without a partner or
wait until the first quarter with a tie-in
partner. There is tremendous upside to
release the title now, and a partner
won’t make or break the title.”

Kairey says the marketing campaign
for “The Nutty Professor” will be “one
of the richest since ‘Jurassic Park’ and
‘Apollo 13.””

MCA will begin network television

(Continued on page 96)

Lightyear Expands Universe With
Jazz, Reggae, Publishing Forays

® BY |RV LICHTMAN

NEW YORK— Lightyear Entertain-
ment, a strong force in the children’s
audio and video markets, is extending
its reach with a series of initiatives that
include a licensing deal with reggae
label Tuff Gong International U.S.,
entry into the jazz field, and the estab-
lishment of two music publishing com-
panies.

“Niche music with breakout poten-
tial” is how Arnold Holland, president
of Lightyear, defines his company’s
thrust into the pop album market.

Lightyear, based here, will celebrate
its 10th anniversary in 1997. It is par-
ticularly well known for its Stories to
Remember video line, as well as for its
U.N. 50th-anniversary show “People,”
which has appeared on the Disney
Channel and for which the company
has released a soundtrack album.
Lightyear also releases concert videos
featuring Elvis Presley.

Of the company’s new music direc-
tion, “It’s back to what I love most,”
says Holland, a lawyer whose music-

industry career goes back two decades,
when he started a seven-year career in
the legal department of Capitol
Records; that post was followed by a
seven-year stint with RCA Records in
New York.

With recently released product and
other works in the hopper, Holland
predicts that by the end of the year,
revenues from Lightyear’s new areas
will account for 50% of his business and
that “in a few years,” the figure will be
70%. Holland says he hopes to triple
the company’s annual revenue of $5
million in three years. In addition, Hol-
land sees a well-defined flow of prod-
uct stemming from three areas: self-
production, licensing, and distribution.

In licensing, Lightyear has
embarked on a mission to, in Holland’s
words, “bring reggae to young peo-
ple,” via a deal with Cassandra Goins’
Tuft Gong International U.S., the
recently opened branch of the Jamaica-
based Marley family label. In turn,
Gong will distribute Lightyear product
in the Caribbean.

(Continued on page 103)

Canadian Gold Rush. Set to perform songs from her latest album, “Boys For
Pele,” at Massey Hall in Toronto, Atlantic recording artist Tori Amos is presented
with a Canadian gold award for the set. Presenting the plaque, from left, are
Joanna Dine, publicity coordinator, Warner Music Canada; Amos; Roger Des-
jardins, national artist relations manager, Warner Music Canada; and Doug
Raaflaub, Elektra/Atlantic marketing manager, Warner Music Canada.
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NATALIE COLE

Eighteen splendid selections from the
standards songbook, including songs
made popular by Nat “King” Cole
and other greats.

Features “When [ Fall In Love,”

a father/daughter duet
across time that rekindles the emotional magic
of Unforgettable’s Grammy-winning title track

In stores September 24 A %

Don’t.miss INatalie’s upcoming appearances:

September 21 & 22 - Entertamment This Week &
September 23 - Oprah
September 24 - Dateline NBC
September 26 - The Tonight Show
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Produced by Natalie Cole, Phil Ramone,
David Foster, George Duke
Executive Producer: MNatalie Cole
Management: Dan Cleary Manazement Assqtiates

On Elektra compact discs and
CEE)= To 9" cassettes.
heep://www.elektra.com
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© 1996 Elekua Frtertinmens Gronp, a division of Wurner Conmmunications Inc. A Time Warner Compaay
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Phil Collins Shines On
Atlantic/ Warner Int’l Set

This story was written by Melinda
Newman tn New York and Jeff Clark-
Meads m London.

Following the dissolution of his
marriage, his split
from Genesis, and
a move from his
native England

to Switzerland, 8§
Phil Collins has :
emerged from a —
tumultuous time to

one of the brightest

periods of his life. COLLINS

That newfound
jubilance inhabits “Dance Into The
Light,” Collins’ first solo album since
1993’s “Both Sides.” The Oct. 22
release marks the first Collins project
that will be handled by Warner compa-
nies throughout the world. Previously,
Collins’ records came out on Virgin in

the U.K. Now, he is signed to Warner
Music International there and for the
world outside of North America, where
he remains signed to Atlantic Records.

“Dance Into The Light” stands in
stark contrast to “Both Sides,” which
was a personal, somber look at his dis-
solving marriage
and his take on cer-
tain social issues.
Collins recorded
the album com-
pletely by himself

at his house.

The new album is as bright as “Both
Sides” was somber. Co-produced with
Hugh Padgham, “Dance Into The
Light” features primarily upbeat mate-
rial and a full band.

“A lot of people have said to me, ‘It’s
nice to have the old Phil Collins back,” ”
says Collins’ longtime manager, Tony

(Continued on page 20)

Crouch Feted On Tribute

Warner Alliance Gathers Top Acts

W BY DEBORAH EVANS PRICE

NASHVILLE—Ask any artist in con-
temporary Christian music to name
his or her principal
influence, and most
will mention
Andraé Crouch, a
singer/songwriter/
pastor whose
songs have not
only found chart
success but have
earned a place
among classie
church hymnals.
To salute that enduring impact,
Warner Alliance assembled some of
the top names in contemporary Chris-
tian music—including CeCe Winans,
Wayne Watson, Twila Paris, and

CROUCH

Michael W. Smith—to record an album
of Crouch hits, such as “Take Me
Back,” “To God Be The Glory,” and
“The Blood Will Never Lose Its
Power.” Titled “Tribute: The Songs Of
Andraé Crouch,” the project wil be
— —— released Sept. 24
with distribution
through Warner
Christian Distribu-

WARINER | tion.
[ALLIANCE|l  «pp g0 excited
—— about the record,”
says Crouch. “It’s overwhelming most
of all to be alive and to be able to wit-
ness this. Most gospel artists and
writers I know who’ve had tributes
done of their music are already
deceased, and I'm grateful that I’'m

alive and still young.”
(Continued on page 50)

Reprise Finds ‘Dance’
Partners For Ferry’s
‘Phenomenon’ Track
A

i

' .

The soundtrack to “Phenome-
non,” on Reprise Records, has
prompted a bit of a self-fulfilling
prophecy. In addition to spawn-
ing 4 monster hit for Eric Clap-
ton, “Change The World,” it has
generated acclaim—and air-
play—for enigmatic singer Bryan
Ferry.

His cut on the project, “Dance
With Life (Brilliant Light),” has
received spins at triple-A and AC
radio stations.

Hot AC KFMB (Star 100) San
Diego, which was responsible for
breaking the BoDeans’ first
mainstream hit, “Closer To
Free,” added the Ferry track to
distinguish itself on the radio
dial.

“The song plays a key role in a
big movie with the biggest movie
star these days, John Travolta,”
says PD Tracy Johnson. “We love
the artist because he’s cool and he’s
been around a long time.”

Adds Rich Fitzgerald, executive
VP/GM of Reprise, “I think it’s one
of the best songs I've heard Bryan
Ferry do as a solo artist.”

CHUCK TAYLOR

WB Has “Live Art’ Design

Marketing Expands For Flecktones Set

@ BY TERRI HORAK

NEW YORK—For the Sept. 10
release of “Live Art” by Béla Fleck &
the Flecktones, Warner Bros. has cre-
ated a broad web of marketing plans
centered around the considerable,
diverse fan base for the imaginative
banjo player and his musieal compan-
ions.

The album, a mix of old and new
material, is a treasure trove of music,
and with the band’s popularity as a live
act higher than ever, the label is
understandably excited about its
potential.

“They play over 150 dates a year,
and that’s what has driven sales, so a
live album is a natural. We expect it to
be his best record ever,” says Chris
Palmer, VP of progressive music for
Warner Reprise Nashville.

“It seems like our live shows are
what people know us for, and yet we've

BELA FLECK & THE FLECKTONES

never really put that out there, so it
feels like a real honest way to do a
record,” says Fleck.

The set is culled from concerts over
the past four years. In addition to
Fleck and the Flecktones—bassist
Victor Wooten and drummer Roy

(Continued on page 99)

Capricorn/Mercury’s 311
Vows Loyalty To Fan Base

B BY DOUG REECE

LOS ANGELES—The irony that
“Down,” an MTV and modern rock
radio hit by Capricorn/Mercury
recording act 311, was written as a
tribute to the band’s hardcore audi-
ence is not lost on vocalist/guitarist
Nicholas Hexum.

For the week ending Sept. 1, the
track was the most-played song at
modern rock stations, beating out such
big-name competitors as R.E.M.’s “E-
Bow The Letter,” Soundgarden’s
“Burden In My Hand,” and Pearl
Jam’s “Who You Are,” according to
Broadcast Data Systems.

But now that 311’s self-titled album
is at No. 13 on The Billboard 200 and
has sold more than 696,000 units,
according to SoundScan, Hexum says

311

the band is even more dedicated to the
core group of fans who have been
behind it during its slow build from
the underground to the upper reach-
es of the album and singles

(Continued on page 91)

- MIcHAEL HEDGES

The New Instrumental Album

STREET DATE
OCTOBER I

Hedges is an acoustic guitar icon...
delivering engaging, offbeat and
transcendental performances.

“25 Guitarists Who Shook The World.”

=GUITAR PLAYER MAGAZINE

“100 Greatest Guitarists Of All Time.”

=MUSICIAN MAGAZINE

For A Sneak Preview Call:
1-800-444-MUSIC (x401)
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Eastwest/EEG would like to extend a
special thanks to these artists and friends...

Darryl (Delite) Allamby; Atlas/Third Rail Entertainment;

Blulight; Bone Thugs-N-Harmony; Brandy; Jamali Cathorn;

Gordon Chambers; Keith Crouch; Nikki D; Jerry "Pe-Bass"

‘Duplessis; Barry Eastmond; The 88X Unit for Gaphlin'
Entertainment Group; En Vogue; Marqueze Etheridge; Da 5
Footaz; Flavor Unit Entertainment; The Fugees; G-Funk
Music, Inc./Def Jam Music Group; Goodie Mob; H Squad;
Trevor Horn; Chaka Khan; Mark 45 King; Gladys Knight;
LaFace Records; Billy Lawrence; MC Lyte; Ivan Matias; MCA
Records; Ray J. Norwood; Organized Noize; Queen Latifah;
DJ Rectangle; Busta Rhymes; Ruthless Records; DJ Scratch;
Seal; Simply Red; So What Arts; Swoop & Bright Productions;
Tamia; DJ U-Neek; X-Man; Warner Bros. Records; ZTT Records

...for their invaluable help in bringing
together the original soundtrack to the
New Line Cinema Motion Picture
SET IT OFF

Featuring new music by

Brandy, Tamia, Gladys Knlght & Chaka Khan;
Organized Noize featuring Queen Latifah; Bone
Thugs-N-Harmony; En Vogue; Busta Rhymes;
Seal; Simply Red; Goodie Mob; Ray J; Queen
Latifah; Billy Lawrence featuring MC Lyte;
Blulight; Da 5 Footaz; X-Man featuring H Squad

NEWLINE CINEMA st A PEAK PRODUCTION u i o . GARY GRAY JAUA PIRKETT (UEEN lMIFAH SH 1FOFF VIVCAA. FOX JOHNC. MCGINLEY IMEERLY ELIGE and BLAIR UNDERWOOD * ROBIREED-HUMES ¢
2 VA VED VIS SLVAONE 2522 RGN PROROCTONS o RNGORR “ RSORR VOIG o JOENCARTER ¢ [ﬂn‘%"“sé‘}% AR WIS MAHBH[SH[]VSKY

it UBER J. [l[GlIS msl ASHI HlIFH]Hﬂ AL SRR ¢ HARYPAENT F ARYAAY = TAACH BLFORD = TAVSH LD and TELINER = DLE LLEK e RENCULS 2 G Gy

@NXEWhlﬂ oduchions e A gt Reserved
e wwwseliofeom L ol g OOfEmEm SORSEEE ngw Lne oovema IR

Soundtrack Executive Produczr: Sylvia Rhone ¢ Soundtrack Co-Executive Producers: Organized Noize Productions and Merlin Bobb

In stores September 24

On Eastwest Records America compact discs, amu.« cassettes and records. http://www.elektra.com <
61951-1/2/4 61981-2/4 (clean)
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Artists & Music

‘Mac’ Attack Sustained
By Los Del Rio Album

W BY DOUG REECE

LOS ANGELES—Los Del Rio’s
“Macarena” has topped the Hot 100 for
seven weeks and has been included on
numerous compilation albums, but it
wasn’t until the week ending Sept. 7
that the act’s 32nd album, “Macarena
Non Stop,” broke into the top 100 of
The Billboard 200.

The accomplishment made Antonio
Romero and longtime partner Raphael
Ruiz, the unassuming 48-year-old
Spaniards collec-
tively known as
Los Del Rio,
Heatseekers
Impact artists.

“Macarena Non
Stop,” released by
BMG Latin/Ariola
June 4, contains
several versions of the song, along with
some new material. It peaked on the
Heatseekers chart Aug. 31.

The album, which has sold more
than 58,000 units, according to Sound-
Sean, is No. 75 this week. For the sec-
ond consecutive week, it has received
the Pacesetter distinction for the
greatest sales gain.

Remarkably, the “Macarena” single
from that album has sold more than
225,000 units since June 11, according
to SoundSecan.

The song and its accompanying
dance have created a worldwide stir
that began when BMG released the
first all-Spanish version of the track.
The original recording was on indie
label Zafiro, which teamed with BMG
in 1994 (Billboard, July 27).

Eventually, the song was included on
a few various-artists albums and the
act’s 1994 “A Mi Me Gusta,” which has
sold 58,000 units, according to Sound-
Scan.

Romero, who has admitted that the
success of the single took him by sur-
prise, says he suspects that the cross-
generational, cross-genre appeal of the
song is due to its celebratory spirit.

“‘Macarena’ is a revelation of hap-
piness, and that happiness is captured
in the rhythm of the song,” he says. “It

LOS DEL RIO

puts the world in agreement to dance
and celebrate.”

Still, Romero says that he hopes the
massive success of the song he com-
posed will help draw attention to
other material in the group’s expan-
sive catalog.

Rogelio Macin, BMG Latin market-
ing and sales manager for the West
Coast and Central regions, says that
the impressive debut of “Macarena
Non Stop” was heavily prepped by ear-
lier BMG releases that feature differ-
ent versions of the single.

“*‘A Mi Me Gusta’ sold a half-million

(Continued on page 96)

N BY JIM BESSMAN

NEW YORK—Sensing an opportu-
nity to broaden the exposure of polka
music in general and his band Chica-
go Push in particular, Lenny Gomul-
ka is following last year’s Grammy-
nominated album “For Old Times
Sake” with a set that he feels will
please his traditional Polish audience
while drawing wider support.
Gomulka and Chicago Push’s
“Irresistible You” launches Sept. 27
on the veteran “push” polka-style
bandleader’s self-marketed Push
Records. Produced and arranged by
Gomulka at top polka studio Pepper-
mint Productions in Youngstown,
Ohio, the dise, notes Estelle Gomul-
ka, Lenny’s wife and label jack-of-all-
trades, “has something for everyone.”
Specifically, it is a mix of Gomulka
originals with covers of both tradi-
tional Polish polka fare and pop hits,
which are given Gomulka’s high-ener-

Chicago Push Forges ‘Irresistible’ Polka

Push Records Act Expands Beyond Traditional Audience

gy push-polka treatment.

Virginia Ruda, co-owner with hus-
band Don of Ruda’s Polkas and Pol-
ish Gifts in Buffalo, N.Y., a Polish
polka stronghold, says, “Lenny’s very
popular in this district. He has played
here on different church affairs, like
Dyngus Day, and the next day, peo-
ple come in and ask when his new
album’s coming out.”

Dyngus Day, of course, is the day
after Easter, when a favorite Polish
tradition calls for boys to wake up
girls by dousing them with water and
“beating” them with pussy willows,
only to have the girls even the score
the next day by throwing perfume on
the boys.

With “Irresistible You,” Gomulka
clearly looks beyond just this tradi-
tional ethnie stronghold, however.

“I try to pick tunes that people
within our demo will like, as well as
songs that will attract the kids,” says
Gomulka, whose “Doodle Lee Do
Polka” hit from “For Old Times
Sake” covered Eddie Cantor, while its
“Havin’ A Party (Mr. D.J.)” was a nod
to Sam Cooke. This time out, on the
pop side, Gomulka covers the Chip-
munks with “The Witehdoctor Polka”
(“I rewrote the lead line a bit,” he
says, “but it has the same ‘Oo-ee-oo-
ah-ahs”) and an instrumental tune,

(Continued on page 103)

Greatest-Hits Sets By James Taylor Doobies Top Certs

W BY CHRIS MORRIS

LOS ANGELES—Greatest-hits col-
lections racked up fresh lodes of plat-
inum in August, as compilations of
best-sellers by
James Taylor, the
Doobie Brothers,
and Aerosmith
were among the
top certified
albums, according
to the Recording
Industry Assn. of
America (RIAA).
“James Taylor’s Greatest Hits”
(Warner Bros.) was certified for sales
of 11 million, while the Doobie Broth-
ers’ “Best Of The Doobies” (Warner
Bros.) topped 10 million and “Aero-
smith’s Greatest Hits” (Columbia)
vaulted over the 9 million mark.
These three records trail the two

RIAA

RECORD COMPANIES. Dave Novik is
promoted to senior VP of interna-
tional A&R at RCA Records in New
York. He was senior VP of A&R.

Alan Grunblatt is promoted to
senior VP at Relativity Records in
New York. He was VP of marketing
and promotion.

Mike Worthington is appointed
head of sales at the Enclave in New
York. He was director of sales at
Atlantic Records.

Jeffery Fey is promoted to senior
director of art and design at Capitol
Records in Hollywood, Calif. He was
director of art and design.

Dennis Morgan is named world-
wide director of sales and special
projects for Drive Entertainment in
Los Angeles. He was general sales
manager for AGP Productions.

Heather Davis is promoted to
director of media relations, West
Coast, for Epic Records in Santa
Monica, Calif. She was associate

GRUNBLATT

NOVIK

director of media relations.

Priority Records in Los Angeles
appoints Robert Redd Jr. marketing
manager for rap/hip-hop artists and
promotes Dana Mason to advertis-
ing manager. They were, respec-
tively, director of promotions for
Lench Mob Records and A&R coor-
dinator for Priority.

Bill Smith is promoted to nation-
al manager of promotion for Rhino
Records in Los Angeles. He was
manager of college radio.

Angela Hart is named public rela-
tions manager for Reunion Records

top-selling hits packages, “Eagles—
Their Greatest Hits 1971-1975” (Asy-
lum, 22 million) and Elton John’s
“Greatest Hits” (MCA, 13 million).

ZZ Top’s “Eliminator” also leaped
over the 10 million
mark in August.
The 1983 Warner
Bros. album is the
Texas rock’n’roll
band’s best-selling
set.

“Van Halen,” the
metal band’s 1978
Warner Bros.
debut, shot to 10
million units. The album becomes only
the seventh bow to reach that plateau;
other debutants that have sold at that
level or better include Boston (15 mil-
lion), Hootie & the Blowfish (14 mil-
lion), Guns N’ Roses (13 million), Meat
Loaf (12 million), Whitney Houston (12

TURNT

TAYLOR

WORTHINGTON

in Nashville. She was a publicist with
the Press Network.

PUBLISHING. Kathy Coleman is
named VP of motion picture and
television music/creative for MCA
Music Publishing in Los Angeles.

Tina Snow is appointed creative
director of catalog for Sony/ATV
Music Publishing in Santa Monica.
She was creative director for Poly-
Gram Publishing.

Ramon Arias is promoted to the
dual positions of director of Latin
talent acquisition, East Coast, and

DOOBIE BROTHERS

million), and Alanis Morissette (11 mil-
lion).

Sheryl Crow’s 1994 debut, “Tuesday
Night Music Club,” arrived at certified
sales of 6 million, tying with Peter
Frampton’s “Frampton Comes Alive!”
and Janet Jackson’s “Rhythm Nation
1814” as A&M’s best-selling album.

Annie Lennox collected her first
multiplatinum award, for her 1992
Arista album “Diva,” which went dou-
ble platinum last month.

Metallica’s current Elektra set,

SNOW

COLEMAN

director of talent acquisition, East
Coast, in New York. He was creative
director, East Coast.

RELATED FIELDS. New Line Cinema
in Los Angeles names Jonathan
McHugh VP of soundtracks and
Paul Broucek VP of music. They
were, respectively, director of film
music for A&M Records and an
independent music supervisor.
MCA Concerts Canada promotes
Don Simpson to executive VP/man-
aging director in Toronto and names
Donald Tarlton executive VP in

“Load,” sprinted to triple platinum,
becoming the hard rock band’s sixth
multiplatinum album.

First-time million sellers for the
month included modern rock thrush
Jewel (Atlantic), children’s songster
Raffi (MCA), and Orange County,
Calif., alternative rock act No Doubt
(Trauma/Interscope).

Signing on in the gold-album cate-
gory were pop hip-hopper Jon B (550
Music), pop/R&B singer Deborah Cox
(Arista), blues giant Buddy Guy (Sil-
vertone), rappers Lost Boyz
(Pallas/Universal), modern rock jug-
gernaut Primitive Radio Gods (Colum-
bia), country songbird Mindy
McCready (BNA Entertainment), and,
for his inspirational album “Precious
Memories,” the pride of Mayberry—
Andy Griffith (Sparrow).

Two singles were certified double

(Continued on page 93)

BROUCEK

MCHUGH

Montreal. They were, respectively,
senior VP/CFO and head of BCL
Entertainment Corp.

In addition, MCA Concerts Cana-
da promotes Steve Herman to
senior VP, Central division, and
names Mark Norman senior VP,
West division. They were, respec-
tively, VP of talent and head of Per-
ryscope.

Dwight Halderman is appointed
president of B.L.T. Management in
Nashville. He was associate manag-
er at the Ken Stilts Co.
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Wilco Sees Double Over ‘There’ -
Reprise 2-Disc Set Shows Stylistic Stretch ¥ 3

M BY CRAIG ROSEN

LOS ANGELES—When Virgin
Records released a double CD of
new material by the Smashing
Pumpkins last year, the band was
already a million-selling modern
rock powerhouse. It was still a risky
move, but the band had a legion of
loyal fans willing to splurge on a
double disc. The same can’t be said
of Wilco, a critically acclaimed but
as-yet-unproven commercial force.

Nonetheless, Reprise Records,
demonstrating its faith in the band,
will release the two-CD “Being
There” on Oct. 22, and the Wilco
faithful will undoubtedly be
pleased—but they might be in for a
big surprise. On “Being There,” the
band not only gives its fans twice the
music, but it also moves beyond the
country-rock sound with which it
has been closely identified.

The result is a diverse collection
of songs that set Wilco apart from
the so-called “No Depression” move-
ment of new country-rock acts and
secure its position as one of the
most promising new American
bands of the '90s. On the 19-track
set, the band recalls such classic
works as Big Star’s “Misunder-

stood” and “Sunken Treasures,” the
Rolling Stones’ “Monday,” and the
Beach Boys’ “Outta Mind (Outta
Sight).”

Gary Briggs, VP of artist devel-
opment at Reprise, says that there
was initial concern at the label when
it learned that Wilco wanted to
release a double CD. After all,
Wileo’s debut album, 1995’s “A.M.,”
has sold only 62,000 copies, accord-
ing to SoundScan.

“There was a lot of apprehension
until people took it home, put on the
headphones, listened, and smoked
’em if they got ’em,” says Briggs.

After the Reprise brass was suf-
ficiently impressed with the album,
a deal was cut. Wilco will take a cut
in its royalties and Reprise will
reduce its profits in order to make
the two-CD set available for $16.98

Immortal/Epic Returns To
Street For Korn’s 2nd Set

M BY STEVE MIRKIN

NEW YORK—After selling more
than 700,000 copies of Korn’s debut
album, how does Immortal/Epic pro-
pose to market the band’s sophomore
effort, “Life Is Peachy”? By doing
the same thing
again.

“If it ain’t
broke, you don’t
fix it,” is how Al
Masocco, West
Coast senior di-
rector of product
management at
Epic, summa-
rizes the label’s
approach to the Oct. 15 release.
“This band is kind of like the James
Dean of rock’n’roll. We pulled it out
of the garage and ran it around the
block.”

The band’s impressive sales fig-
ures (Epic is still selling about 6,000

KORN

copies a week of the self-titled first
album) were accomplished with min-
imal support from radio, press, or
MTYV, Masocco says. “It was a com-
pletely grass-roots campaign,” with
near-constant touring and street-
level tactics, he notes.

Paul Pontouf, the VP of A&R at
Immortal who signed the band, has
been pleased by the band’s steady
growth. “Korn’s not a band that’s
going to be an MTV darling or a
radio darling,” he says. “I'm pleased
with how it’s progressed. It’s been
very natural.”

Jonathan Davis, Korn’s lead
singer, agrees. “We’ve gotten big
because we are so underground.
Kids hold something like that true to
their heart. I want to keep it like
that. We're gonna do it all over again,
not trying to blow up too much. This
band is successful because we kept it
there; the challenge is to keep it

(Continued on page 18)

Ruby Terry does it,
and does it right,
with great gospel music

that will rock your soul
on “God Can Do It”,

her newest release

from

&

list.

Wilco singer/guitarist Jeff
Tweedy says, “We wanted to make
it a double without making it a
nightmare financially for the people
that want to buy it.”

Joel Oberstein, director of retail -
operations for the 10-store, Simi Val-
ley, Calif.-based Tempo Music &
Video, applauds the double CD and
the pricing. “Wilco could put out a
boxed set of new material, and it still
wouldn’t be enough. Jeff Tweedy is
one of the best songwriters around
right now.”

Tweedy says that the band, which
spun off from the late Uncle Tupelo,
didn’t intend to record a double
album—it just evolved. “We started

(Continued on page 22)

The Sounds Of Garbage. The members of Garbage and execs from Almo
Sounds congratulate one another on the gold certification of Garbage's label
debut. The gold album is the first for the band, as well as for the new label.
Shown, from left, are Paul Kremen, Almo Sounds GM; Garbage’s Steve Marker
and Duke Erickson; Bob Bortnick, Almo Sounds director of A&R; Jerry Moss,
Almo Sounds chairman/president; Garbage’s Shirley Manson; Garbage manag-
er Shannon O’Shea, and Garbage’s Butch Vig.

THE REAL ‘REAL WORLD’: The Pedro Zamora
Foundation, named after the cast member of MTV’s
“Real World” who died of AIDS a few years ago, will
host its first benefit concert Oct. 5 at the Los Ange-
les Forum.

Confirmed to appear are Joan Osborne, Extra
Fancy, Soul Asylum, the Presidents Of The United
States Of America, and Jewel. Other acts will be
added.

Benefit Concert Rocks Foundation;
K-tel Brings Back *70s Classics

I am an ardent supporter of a woman’s right to
choose whether to bear a child. However, it seems a
little weird, if not downright distasteful, to have a
pro-choice album centered around a holiday that cel-
ebrates the birth of Jesus—or anyone’s birth, for that
matter. It also brings religion smack-dab into the
issue, which has always been the pro-lifers’ tactic.
What were they thinking? Life was so much easier

“We’re approaching bands who
are sensitive to the cause, as well
as people who have some sort of
draw or their music or philosophy
advances our agenda of educating
America’s youth about AIDS,”
says Pedro Zamora Foundation
president Brian Quintana. He

ed the Special Olympics.

LONG LIVE K-TEL: Coming
back to work after the long Labor
Day weekend was made much
easier with the arrival of five
classic K-tel packages of '70s

when Christmas albums benefit-
B[A[N

cites Brian Grillo, lead singer of
Extra Fancy, who is HIV-positive
and has emerged as an AIDS
activist. However, Quintana
stresses that it is up to the “individual participating
artist as to whether they want to make any kind of
fonstage] comments, personal or political, that they
feel appropriate.”

Sponsors of the show include MTYV, local radio sta-
tion KROQ, Ticketmaster, and Westwood One. At this
point, MTV has pledged to support the concert on the
air via news coverage but has not committed to air-
ing any of the event.

The concert will take place on the day that was sup-
posed to see Rock the Vote’s benefit show across town
at Universal Amphitheater (the Beat, Billboard, Aug.
31). The Rock the Vote show has since been cancelled,
and Quintana says that the Pedro Zamora Fo<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>