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Spencer Steers ‘Damaged Blues’ Sound

W BY CHRIS MORRIS
LOS ANGELES—On “Dissect,” a
track from the 1994 Matador album

JEFFREY EVANS OF '68 COMEBACK

“Orange,” Jon Spencer commanded
fellow Blues Explosion guitarist Judah
Bauer to “play the blues, punk!”
Today, a whole sub-genre or musicians
is heeding Spencer’s wry exhortation.

U.K. Copyright Law
Nears Gov’t Approval

M BY JEFF CLARK-MEADS

LONDON—The U.K.’s new copyright
law is being sneaked through Parlia-
ment away from publie gaze and in a
form that econtains disappointment for
musicians, their
managers, and
3 record compa-
s | nies.
The Copyright

and Related

Rights Regula-
| tions 1996 were

approved Nov. 6
by Parliament’s lower ehamber, the
House ol Commons, alter a debate
lasting less than an howr. The govern-
ment made few efforts to inform those
most affected by the new regulations
that the debate was taking place; the
London-based International Managers
Forum (IMF), for instance, was not
aware that the draft regulations had
come before Parliament until contact-
ed by Billboard the day after.

The regulations, which represent
the U.K.’'s most important copyright
changes in a decade, were unamended

(Continved on page 94)

The Jon Spencer Blues Explosion,
which released its latest Capitol-dis-
tributed Matador album, “Now 1 Got
Worry,” in October (Billboard, Sept.

14), is the most widely publicized stan-
dard-bearer lor a closely related pack
of indlie-label bands that is warping the
sound and repertoire of the blues into
an abrasive new style.

Unlike the Knglish and American
blues-rock bands ol the *60s, which
replicated the musie of such black
artists as Muddy Waters and Howlin’
Wolf with purist fidelity, these con-
temporary acts, while drawn to the
mature forcelulness of Delta and

Chicago performers, noisily bang the
blues against a freewheeling punk rock
sensibility.

“We do play some blues songs, but

THE JON SPENCER BLUES EXPLOSION

we are definitely not a blues band,”
says Bob Bert, drummer for New
York’s Chrome Cranks and a former
member of Sonie Youth. “It's definite-
lv there, but we're not trying to re-
create anything. We're total, like,
white guys who haven't sulfered or
anything.”

Matthew Johnson, owner of Fat
Possum Records in Oxford, Miss., who
has produced a collaboration between

(Continued on page 96)

E BY DOMINIC PRIDE

LONDON—Refusing to play the
marketing game the way a record
company wants is usu-
ally the first step to-
ward finding your con-
tract in the elevator.
But for Enigma’s ere-
ator and producer,
Michael Cretu, it was
a stroke of genius that
played its part in the
aet’s selling more than 17 million al-
bums worldwide.

On the third Enigma album, “Le
Roi st Mort, Vive L.e Roi!,” to be
released worldwide Nov. 25, Virgin
Records is sticking to its tried-and-

ENIGMA

Virgin Stays With Proven
Marketing For Enigma

tested formula of anonymity, using
the Enigima name as a proven mar-
keting brand.

The new album, which will ship
close to 3 million copies

the hallmarks of the
Enigma experience:
luxuriant carpets of
synthesizers; laid-back
rhythms; breathy,
whispered female
Iyries; and a calming
new-age vibe.

The Gregorian chants of the first |

album, 1990°s “MCMXC a.D.,” and
the Indonesian voices of its succes-
sor, “The Cross Of Changes” in 1994,

(Contivued on puge 95)

worldwide, bears all |

Foo Fighters Big At

Music Vid Awards |
W BY BRETTATWOOD |
SAN FRANCISCO—The Foo

IFighters’ “Big Me,” the clip that
spoofs the Euro-flavored eommer- |

o
Ll an
P ‘
¥
\

v "

]
FOO FIGHTERS |

MORISSETTE

cials for the breath-tfreshening
candy Mentos, picked up three
awards at the 18th annual Billboard |
Musie Video Awards, held at the
Crowne Plaza Pare Fifty Five
Hotel here Nov. 9.

The Roswell/Capitol modern
rock act won clip ol the vear and
best new artist clip in the alterna-
tive/modern rock category. as well
as the Maximum Vision Award,

(Continued on puge II)U

Labels In EU Face

Price-Fixing Inquiries

W BY MARK DEZZAN)
and JEFF CLARK-MEADS

ROME—The record industry in the
Furopean Union is
[acing its fourth

HFn

24 government
[ i iry in thr

11\‘1““# nquiry in three

AN vears over allega-

Ty {,,“,f} tions that labels

are running a

price-fixing cartel.

FFollowing investigations in the U.K.
and the Netherlands—both of which
gave a clean bill of health to the record
companies—the competition authort

ty in Ttaly has now begun a probe of
[talian trade organization FIMI and

the five major labels it represents.

(Contuned on puge 94)
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INMEMORY OF

GRANVILLE “GRANNY W HITE
71927 - 1990

“MEN ACQUIRE A PARTICULAR QUALITY BY CONSTANTLY

ACTING IN A PARTICULAR waAY. —ARISTOTLE

GRANVILLE WHITE’S QUALITY OF LIFE, SERVICE TO OTHERS, AND 36 YEAR CAREER IS AN INSPIRATION TO US ALL. WE PAY TRIBUTE TO THIS

LEGENDARY MAN WHO NOT ONLY MADE A SIGNIFICANT IMPACT ON THE QUALITY OF MUSIC, BUT ALSO ON THE MANY LIVES HE TOUCHED.

Sony Music ENTERTAINMENT [ NC.

© 1996 SONY MUSIC ENTERTAINMENT INC.
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Teller Plans Restructuring For Alliance
Merger Of Indie Distributors Among Changes On Tap

B BY ED CHRISTMAN

NEW YORK—AI Teller. in his {irst move
to reshape Alliance Entertainment since
he assumed the chairmanship in August,
says that over the next 18 months the com-
pany will consolidate its warehouse sys-
tem, reduce its work force by 20%, and
restructure its independent distribution
business.

The announcements were made in con-
junction with the Nov. 14 release of the com-
pany’s third-quarter results. For the three-
month period ending Sept. 30, Alliance
reported a loss of $9.4 million, or 23 cents
per share, on sales of $160.6 million. On a
cash-fTow basis—earnings before interest,
taxes, depreciation, and amortization—the
company posted a $2.4 million loss.

The results were down considerably
from the corresponding period last year,
when the company posted a $1 million
profit—or $13 million on a cash-flow
basis—when it had sales of $182.5 million.
On Nov. 13, before the results were
announced, the company’s stock closed at
$3.25, up 25 cents from the previous day’s
trading.

FFor the nine-month period ending Sept.
30, the company reported a net loss ol
$35.9 million, or 95 cents per share, on
sales of $500 million.

Sources suggest that despite the pro-
posed consolidation of the company’s oper-
ations, the New York-based Alliance con-
tinues to be hungry to make acquisitions.
In fact, sources report that Alliance is
involved in negotiations to raise $100 mil-
lion in equity, some of which would come
from Apollo Advisors, a New York-based
investment fund. As part of that deal,
Teller is expected to invest further capital
in Alliance; some of his former finaneial
backers may join him as well, along with
other senior Alliance executives.

Teller joined the company when Alliance
acquired his Red Ant Entertainment.
Teller was previously chairman of the
MCA Music Entertainment Group and
formed Red Ant—with the backing of
Wasserstein Perella Entertainment
Group—in July. Red Ant, which is already
partially staffed and is in the process of
signing talent, will be a tull-service label.
With its merger with Alliance, Red Ant is
expected to assume control over the Cas-
tle Communications and Concord Juzz
labels owned by Alliance (Billboard, Nov.
9).

Alliance Entertainment Corp. was

formed by Joe Bianco (who serves as co-
chairman with Teller), who made 15 acqui-
sitions over the last five years. While Bian-
co has built a music industry powerhouse,
Alliance management has been slow to
consolidate the acquisitions. So far, the
company has focused on its one-stop
efforts, combining three sueh companies
into one, the Alliance One-Stop Group.

Alliance executives were unavailuable for

comment on the results at press time. In
a press release, however, the company
reported that the decline in sales and the
losses were due to “lower than anticipat-
ed sales and higher than anticipated
returns in a weak retail musie environ-
ment,” particularly the independent-label
portion of the business.

In addition to the restructuring, the

company announced Nov. 14 that it likely
will sell off its Brazilian operations and
Premiere Artist Services, an artist man-
agement company.

In a press release detailing the changes,

Alliance announced that it will shutter five
of its eight warehouses. In the fourth

quarter, the company expects to take a $28
million-$32 million write-oit to make the
move. Although it did not specity which
warehouses would be closed, knowledge-
able sources say the ones that will still be
standing after the closures are those in
Coral Springs, Fla.; Albany. N.Y.; and
Santa Fe Springs, Culif. The latter two
will likely be expanded to handle the
increased product flow.

Another problem area for Alliance has
been the company’s independent distribu-
tion operation, which comprises two
wholesalers. Independent National Dis-
tributors Ine. (INDI) and Passport, that
distribute about a total of 750 labels. Teller
has named Larry Stessel, formerly GM at
EMI Records, to head up Alliance’s dis-
tribution operations.

Alliance’s previously announced agree-
ment to acquire DNA, the distribution
company jointly owned by Rounder and
Valley Record Distributors, is off, accord-
ing to sources.

Knowledgeable sources also say that

(Continued on page 101)

Future Is Cloudy For MCI’s

‘1-800 MUSIC

B BY ED CHRISTMAN

NEW YORK—Music industry executives
are questioning if there is a future for 1-200
MUSIC NOW, the MCI initiative to sell
music directly to consumers.

A year after MCI entered the music
business with & high-profile print and radio
campaign, industry executives say they
have seen little in the way of reorders from
the operation.

Moreover, numerous label executives say
that Diamond Creative Partners—the com-
pany MCT {ormed with Album Network
and SJS Entertainment to operate the ven-
ture—has stopped chasing co-operative
advertising funds.

[Yor example, one label sales executive
suys that he called Diamond Creative Part-
ners about spending money with it to pro-
mote a “real mainstream” album over the
holiday selling season but never received a
return call. “It was like they didn’t want my
money,” he says.

In February, Billboard reported that 1-

NOW’ Venture

800 MUSIC NOW was on track to generute
$7 million-$10 million in revenues this vear.
But now, based on the account’s huying pat-
terns, industry executives say the operation
will be lueky if it achieves $5 million in sales
for- the vear. That's a far cry tfrom the $145
million that Diamond Creative Partners doc-
uments suggested that the company would
achieve in its first year of operation.

In fact, due to its almost nonexistent pur-
chases and its lack of activity in chasing
advertising funds, music industry execu-
tives are speculating that MCI will shut
down the operation at the end of the year.
Other sources suggest that MCI has been
seeking a way to disengage tfrom the music
business and has considered selling the
operation, possibly to Steve Smith, presi-
dent of the Album Network.

MCI executives and Diamond Creative
Partners executives did not return calls
seeking comment. But in October, Dennis
Kruse, a consultant working on the opera-
tion for MCI, told Billboard that MCI was

(Continued on page 105)
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Post Office Delivers Holiday Vid Tie-In

‘Rudolph, Frosty & Friends’ Title Due For Xmas

B BY SETH GOLDSTEIN

NEW YORK—The U.S. Postal Service is
dispensing more than stamps this holiday
season.

At 13,800 post offices around the coun-
try, clerks will sell patrons a 24-minute
video titled “The Rudolph, Frosty &
Friends Sing Along” for $4.99, plus the cost
of priority mail if buyers need to send that

last-minute gift. “It’s a promotion for pri-
ority mail,” says USPS spokeswoman Mon-
ica Hand. Competing against Federal
Express and UPS, “we have become
extremely market-driven,” Hand says.
The “Rudolph” sing-along is the bright
guiding light from early November through
the end of the vear. In partnership with
Golden Books Entertainment Group in New
York, USPS has already ordered 3 million

Resounding Deal. Warner Resound has signed an exclusive distribution/marketing deal
with SaraBellum Records, a division of 5 Minute Walk Records. Shown, from left, are
Melinda Scruggs-Gales, VP/GM, Warner Christian Distribution; Jim Ed Norman, president,
Warner Reprise Nashville; Frank Tate, president, SaraBellum Records and 5 Minute Walk
Records; and Barry Landis, VP/GM, Warner Resound.

New Music & Media Editor In
Chief To Be Based In London

A new editor in chief has been named at
Music & Media, the Billboard Music
Group’s Pan-European trade publication.
Emmanuel Legrand, who is currently
French correspondent for both Music &
Media and Billboard, based in Paris, will
take the post next month in London.

The appointment signals a new phase of
development and growth at Music & Media,
which is relocating its
headquarters to the
British capital from
Amsterdam, effective
Jan. 1. Legrand, 37, will
succeed Machgiel
Bakker as Music &
Media’s editor in chief;
Bakker is taking a
senior post with Hol-
land’s Stichting Mega
Top 100 organization.

Both media and music figure in
Legrand’s experience. In addition to Bill-
board and Music & Media, he has written
for such business publications as TV World,
European Video Review, and Broadcast. In
1987-8%, Legrand was editor in chief of
Show Magazine, the French music trade
paper. Later, Legrand co-founded Export
Music Assn., an organization dedicated to
promoting French music abroad, and in
1989-90, he served as its president.

In his new position, Legrand will he
responsible for all aspects of the Music &
Media editorial operations and for the pub-
lication’s further expansion from its new
European headquarters. A new correspon-
dent in France will be appointed in due
course for Music & Media and Billboard.

Music & Media group publisher Philip
Alexander says, “The move to London
makes strategic sense for both Music &
Media and its customers. We have advanced
plans to develop our editorial and chart
information. The relocation creates the
opportunity for the magazine to better serve
the international record companies and radio
groups which are increasingly centered, or

LEGRAND

doing business, in the British capital. Mean-
while, our European network of correspon-
dents and sales agents will remain based in
the major media and music markets.”

Adam White, international editor in chief
of the Billboard Music Group, says,
“Emmanuel’s knowledge of Europe’s media
and music industries, honed through years
of reporting from one of the region’s most
dynamic markets, ensures that Music &
Media will continue to put the needs of its
readers first and foremost. On this founda-
tion, we plan to build on the success achieved
by Machgiel Bakker and his editorial team.”

Bakker was a co-founder of Music &
Media in 1984. He will join Stichting Mega
Top 100 in January as managing director,
where he will oversee its research and chart
business, including the launch of a new top
100 ranking.

copies and could take delivery of as many as 10
million, according to Golden Books president
Eric Ellenbogen.

No money has changed hands as yet. “They
are profit participants in the program,” Ellen-
bogen says.

LIVE Home Video should also profit. Gold-
en Books earlier this year bought Broadway
Video for $91 million and the Rankin-Bass TV
shows from which the cassette was created.
Until its contract expires at the end of 1997,
LIVE has the rights to the Rankin-Bass pro-
grams, which drive sales of its perennial Christ-
mas Classics series. Senior VP of sales Jeff
Fink expects to equal or surpass the 4 million
copies of “Frosty The Snowman,” “Santa Claus
Is Coming To Town,” *Rudolph The Red-Nosed
Reindeer,” and others shipped in 1995.

The Postal Service will get some of the cred-
it since a commercial touting the series pre-
cedes the sing-along. “There will be a residual
bump,” says Tim Fournier, VP of sell-through
sales. “Call us the beneficiaries.”

(Continued on puge 104)

Buena Vista Takes
‘Honey’ Sequel
Direct To Video

B BY EILEEN FITZPATRICK

LOS ANGELES—They've already shrunk the
kids and enlarged the baby. Now they’re
shrinking the parents and taking them direct-
to-video in the third installment of the “Honey”
franchise.

Continuing its focus on made-for-video fea-
tures, Buena Vista Home Video will release
“Honey, We Shrunk Ourselves” direct to stores
March 18, 1997, priced at $22.99.

Buena Vista VP of publicity and event mar-
keting Tania Moloney says the supplier also has
direct-to-video sequels of “The Lion King” and
“Pocahontas” scheduled for release next year
but dispels rumors that a “Toy Story” sequel is
in the works. “It is not a project as of now,” she
says.

Announced as made-for-video project nearly
two years ago, “Honey, We Shrunk Ourselves”
is the supplier’s first attempt at capitalizing on
the popularity of one of the studio’s live-action
movie series.

Previously, Buena Vista released “Return Of
Jafar” and “Aladdin And The King Of Thieves,”
based on the hugely successful animated fea-
ture film “Aladdin.”

{Continued on page 99)

Justice Approves Infinity Sale
Westinghouse Still Must Lose WMMR

B BY CHUCK TAYLOR

NEW YORK—The U.S. Department of Jus-
tice gave its nod to the largest radio group
merger in history Nov. 12, approving the sale
of Mel Karmazin’s Infinity Broadcasting to
Westinghouse/CBS.

The new group will operate 79 stations in
17 major markets in the U.S., including 64 sta-
tions in the top 10 markets. That is two fewer
outlets than the companies had originally
intended.

Citing monopolization, Justice insisted that
CBS spin off its rock station WMMR
Philadelphia, and Infinity its rock outlet
WBOS Boston. If not, the department said,
Westinghouse/CBS would command 40% of
the radio advertising revenues in those cities,
eliminating competition for advertisers aim-
ing for the rock’n’roll demographic.

“This would allow the merged firm to

increase prices to advertisers and to substan-
tially reduce competition for radio advertis-
ing,” said Justice in a prepared statement, its
only public communication on the matter.

Even so, Westinghouse—which will base its
broadcasting operation in New York—
appears to be pleased with the approval,
which comes four months after its announced
intention to merge.

“In the last three years, we have begun a
very significant shift into the media business.
We think we've made significant progress in
putting together a first-class media compa-
ny,” says Westinghouse chairman/CEO
Michael Jordan. “Our radio businesses are
going gangbusters. It's a great business that's
growing rapidly.”

There is likely 2 modicum of relief for
Westinghouse and Infinity in the announce-
ment. In recent months, the radio industry

(Continued on page 104)
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Holograms To Be Used In
Flapf’s Anti-Piracy Effort

B BY JEFF CLARK-MEADS

LONDON—The Latin American
record industry is gearing up to ana-
lyze the results of its ambitious
attempt to track the sources and des-
tinations of pirate product,

As part of the new initiative, all
legitimate product in the region is to
be marked with a holographic sticker
(Billboard, Nov. 9), which, hopes Latin
American anti-piracy outfit Flapf,
hased in Coral Gables, Fla., will make
the illegitimate albums immediately
recognizable.

Holograms have been used success-
fully to identify legitimate product in
a number of European piracy
blackspots, and now 185 million have
been produced as a mark of authentic-
ity for the Latin industry.

Gabriel Abaroa, executive president
of Flapf, says the holograms will be
distributed to all Flapf-recognized

CD Replicator
Joins RIAA
To Fight Piracy

B BY PAUL VERNA

NEW YORK—The Recording Indus-
try Assn. of America (RIAA) has
undertaken a joint anti-piracy initiative
with a CD replicator that was recently
caught in the middle of a piracy scam.

The program calls for the replica-
tor—ASR Recording Services of
Canoga Park, Calif.—to host anti-pira-
cy training seminars at its headquar-
ters and produce and distribute a video
that promotes awareness of the prob-
lem, according to ASR executive VP
Jeff Schor.,

“Qur goal is to educate the public
and other replicators regarding anti-
piracy issues,” says Schor. “We think
these issues are very important not
only to our existing customers but also
to future ones. Many music companies
will only do business with plants that
take as serious a stance [against pira-
cy] as ASR. I believe these programs
will benefit the public and the entire
industry.”

ASR plans to effectively turn its
manufacturing plant into a training site
for anti-piracy seminars and distribute
a video that will teach law enforcement
officials “what to look for and what to
do about” piracy, according to Schor.
He adds that ASR has already con-
ducted one successful training session
at its headquarters.

ASR was sued by 20 RIAA member
companies June 20 in U.S. District
Court in Los Angeles (Billboard, July
6). They charged the replicator with
copyright infringement in a case
involving pirated compilations of musie
by such recording acts as Ace Of Base,
Bryan Adams, the Beatles, Boyz I1
Men, Mariah Carey, Michael .Jackson,
Janet Jackson, Salt-N-Pepa, TL.C, U2,
and Vanessa Williams.

Schor says ASR was unwittingly
duped by a client who presented false
evidence of rights ownership. “The doc-
umentation wasn’t legitimate,” he says.
“The guy didn’t have the rights, he
wasn’t paying royalties, and he hood-
winked all of us.”

Because copyright law calls for
penalties even in cases of unintention-

(Continued on page 101)

companies in the region and will be
applied to each legitimately produced
CD and cassette.

The immediate purpose, he says, is
to help the industry recognize its own
products; a consumer-awareness ¢am-
paign will follow.

Abaroa underscores the importance
of instant recognition by pointing to
the long land border the burgeoning
Brazilian market shares with piracy
hot-spot Paraguay and the difficulty
this produces for traditional means of
protecting a country from illegal
imports.

(Continued on page 105)

Phil Ramone, N2K Form Encoded Music

B BY LARRY FLICK

NEW YORK—N2K Inec., a leading
Internet music and entertainment
information service, is joining forces
with veteran producer Phil Ramone to
launch N2K Encoded Music, one of the
first to merge online technology with
traditional music production.

Based in New York, the label will
span all possible genres, with an initial
emphasis on rock and R&B. Ramone
will concentrate heavily on A&R, act-
ing as executive producer on nearly
every release. He will also oversee a
20-plus-person staff covering market-
ing, sales, and promotion.

Cockburn On Board. Executives at Rykodisc and Bruce Cockburn celebrate
his recent signing to a worldwide recording contract, exclusive of his native
Canada, where he records for True North Records. Cockburn’s Rykodisc debut,
“The Charity Of Night,” is due Feb. 4, 1997. Shown, from left, are Arthur Mann,
executive VP, Rykodisc; Rob Simonds, CEO of distributor the REP Co.; Cock-
burn; and Don Rose, president, Rykodisc.

Industry Fights Military Ban

Recordings Under Fire On Bases

B BY BILL HOLLAND

WASHINGTON, D.C.—Rip down that
pinup, soldier, and hand over that Ala-
nis Morissette CD on the double!

That could be the seenario as of Dec.
22, when a new federal law goes into
effect, limiting what U.S. soldiers,
sailors, and Marines can purchase at
base commissaries.

The law, titled the Military Honor
and Decency Act, prevents any “sexu-
ally explicit” material from being sold
or rented on military bases, including
certain mainstream-but-explicit sound
recordings, movies, and videos.

If Uncle Sam decides to follow the
letter of the law, there’ll be no more
copies at the commissary of Mel
Brooks’ gassy “Blazing Saddles,” the
Oscar-winning “The Piano” with its
nudity, nor any other strect-real rock,
rap, or comedy albums.

The upcoming military makeover is
the result of an amendment tacked on
the new Defense Bill, passed by Con-
gress this summer and signed into law
by President Clinton Sept. 23. “Sexu-
ally explicit” material is defined in the
new law as “an audio recording, a film
or video recording, or a periodical with
visual depictions, produced in any
medium, the dominant theme of which
depicts or describes nudity, including
sexual or exeretory activities or organs,
in a lascivious way.” No mention is
made of what group or court would be
the judge of what material would be
deemed in violation of the law.

The Recording Industry Assn. of
Ametrica (RIAA), the National Assn. of
Recording Merchandisers (NARM),
and the Video Software Dealers Assn.
(VSDA) are among the Media Coalition
groups of manufacturers, retailers,
publishers, and librarians that chal-
lenged the law in an Oct. 19 motion for
a preliminary injunction in U.S. Dis-
trict Court of the Southern District of
New York.

Government reply documents were
filed Nov. 13, and a date for oral argu-
ment for a hearing of the case has been

(Continied on puge 95)

Although the label is still in negoti-
ations for its first signings, N2K
Encoded Music may begin rolling out
the first of its projected 18 albums for
1997 as soon as January.

Each title will be produced in the
enhanced CD (ECD) format, so that
the albums can be
played on all stan-
dard audio systems
and run multime-
dia content when
played back on a
computer’s CD-
ROM drive. Each
disc will also link
music  fans  to
artists’  World
Wide Web sites created and main-
tained by N2K’s in-house interactive
design and technology team.

“I am extremely excited to have Phil
Ramone join the N2K family to help
realize our vision for the music com-
pany of the future,” says Larry Rosen,
chairman/CEO of N2K Ine. “The
establishment of N2K Encoded Music
is the next extension of our dream to
truly capitalize on the synergy

RAMONE

New Venture To Offer Online Links, Music On ECDs

between music and technology.”

The label's releases will be distrib-
uted in the U.S. by Sony’s RED Dis-
tribution; discussions are under way
with music carriers throughout
Europe and the U.K.

Among the features unique to each
- N2K Encoded
| Music release will

be a direct Inter-

net link to an
[ artist’'s Web site.
| To achieve this,

each ECD will

come with a free
15-day Internet connection, allowing
users to link to specific areas of N2K’s
growing family of genre-based music
Web sites. These sites will be devel-
oped and maintained by N2K and offer
data on acts, including tour itineraries,
E-mail addresses, biographies, photos,
videoelips, and other regularly updat-
ed information.

“Success in the music business has
always rested on a strong relationship
between the artist, the record compa-
ny, and the audicence,” says Ramone.

(Continued on page 95)

ENCODED
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EMI-Capitol Purchases 50%
Of Rap, Hip-Hop Label Priority

B BY MELINDA NEWMAN

NEW YORK—EMI-Capitol Music
Group North America has purchased
50% of leading rap and hip-hop indie
label Priority Records.

According to sources, the purchase
price was approximately $50 million.
After five years, EMI-Capitol has the
option to purchase the remaining 50%
or to sell its share back to Priority
president/CEQ Bryan Turner and Pri-
ority president of sales Mark Cerami.

“We've been in business with Brvan
and Mark for 10 years, and ['ve really
gotten to know them over the last few
years,” says EMI-Capitol North
America chairman/CEO Charles Kop-
pelman. “We've talked from time to
time about exercising an option we had
to acquire them, and I felt this was the
time. We both want to figure out how
to grow Priority organically and with
our finaneial strength.”

Priority has relied on EMI1 Musie
Distribution (EMD) to handle its ful-
fillment and assume its credit risk and
collect payments for more than a
decade.

Its old contract with EMD was to
expire in February 1997, “As a natural

order of business, we started to explore
other opportunities, and I was talking
with companies like Red Ant and Inter-
scope,” says Turner. “Clearly, we were
talking with KMI-Capitol as well, and
that's when Charles hrought up acquir-
ing equity in Priority.”

Both Koppelman and Turner stress
that the deal will not radically change
how EMI-Capitol and Priority do
business.

“The only change is that EMD will
now supplement our sales staff. We'll
be included in EMD’s solicitation
books,” says Turner. “We'll still set up
our own in-stores, fliers, price, and
positioning for us and the [dozen] labels
we distribute.”

He notes that the change will result
in the trimming of approximately 15
Priority staffers, leaving the company
with some 90 employees. “[The cuts]
will have to do with some back-room
funetions that EMI will probably
absorb,” Turner says. “Nothing will
change with our creative, marketing, orr
A&R functions.”

For both entities, the deal comes at
the perfeet time. Ever since Capitol
Records shuttered its black music divi-

(Coutinued on page 101)

Australia Launching EPOS -Based Charts

B BY CHRISTIE ELIEZER

MELBOURNE, Australia—A date
has been set for the Australian music
industry’s long-awaited switch to elec-
tronic point-of-sale (EPOS) charts:
Feh. 17, 1997.

On that Monday, the system,
dubbed ARTAnet, should be fully oper-
ational. In practice, it is expected to be
substantially in place over the busy
Christmas period, when retailers rep-
resenting more than 100 musie outlets
will supply their sales data electroni-
cally to the Australian Record Indus-
try Assn. (ARIA) for the compilation
of industry charts.

ARTAnet brings Australia in line
with other major world markets,

including the 1.8, Canada, the UK.,
and France. In Germany, meanwhile,
the switeh to point-of-sale data for the
industry charts produced by Media
Control is expected to be completed on
schedule by Jan. 1, 1997, and in Japan,
the SoundScan/JVC joint venture is
making progress, which is eventually
expected to produce state-of-the-art
charts there.

Once ARIAnet is operating at its
maximum potential, says ARIA GM
Jim White, it will be taking EPOS
information from almost 500 outlets,
representing most of Australia’s music
retail base. However, at least one
major merchant will not be fully online
for another year. According to Sanity
GM Daniel Agostinelli, the 80-story

chain is looking at an October 1997
deadline to eomputerize its business.
Before then, Sanity cannot represent
its precise sales in ARIAnet.

Indeed, the reluctance of many Aus-
tralian musie retailers to computerize
has delayed the systems’ implementa-
tion. It has been in the planning stages
for three years, but gained momentum
over the past 12 months (Billboard,
June 29), in part because of the
reduced costs of hardware and instal-
lation.

The confidentiality issue also hin-
dered ARIAnet’s progress. Repre-
senting the account base, the Aus-
tralian Music Retailers Assn. (AMRA)
was concerned about data seeurity, the

(Continued on puge 105)
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..]little letters, BIG RECORDS.

ANNOUNCING THE LAUNCH OF JMI RECORDS,
THE NEW CONTEMPORARY MUSIC LABEL FROM JVC.

JVC MUSIC HAS STRETCHED THE BOUNDARIES OF JAZZ WITH
RELEASES RANGING FROM BILL HOLMAN’S GRAMMY AWARD-
WINNING A VIEW FROM THE SIDE TO PAUL HARDCASTLE’S
FORMAT-DEFINING JAZZMASTERS. NOW, WITH OUR EARS OPEN
TO DIVERSITY, ONE LABEL JUST DOESN'T SEEM LIKE ENOUGH.

...WE'RE LISTENING.

Member of JMI RECORDS IS A TRADEMARK OF JVC MUSICAL INDUSTRIES, INC. 3800 BARHAM BLVD.,
NAII!I:I SUITE 305, LOS ANGELES, CA 90068. PHONE: {213) 878-0101 FACSIMILE: (213) 878-0202
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B BY CRAIG ROSEN

LOS ANGELES—“Legend,”.the
1984 Island Records compilation by
reggae greats Bob Marley & the
Wailers, contin-
ues to live up to
its name. It has
reached the 9
million mark in
certified sales,
according to the
Recording Indus-
try Assn. of
America (RIAA).

Angela Corio, director of the
RIAA’s gold and platinum awards
program, says the achievement
proves Marley’s “stay'ng power and
his overwhelming suceess.”

Indeed, even as Marley’s “Leg-
end” continues to reach new sales

ISLAND

‘Marley’s ‘Legend’ Lives
On 1984 Island Set

heights, Island Records is planning
to make his music even more wide-
spread with a series of Marley dub
(remix) albums that are in the works.

According to
Island Records
founder/chairman
Chris Blackwell,
four to six Marley
dub albums will
be released in the
next few years.
The first in the
series, mixed by
Bill Laswell, is
expected to be released in the spring
of 1997.

“We don’t want to just flog it to
death,” adds Blackwell of the dub
album series. “We just want to see
what mixers might have some ideas,

(Continued on page 18)

MARLEY

U.K. Loves Alexander 0’Neal

Soulster Returns On EMI Premier

H BY KWAKU

LONDON—American R&B/soul sing-
er Alexander O’Neal is rekindling his
love affair with U.K. audiences through
a new album and tour here.

His return to the limelight comes
after a three-year hiatus and a sever-
ing of long-established ties with Tabu
Records and writer/producers Jimmy
Jam and Terry Lewis.

“Lovers Again” was released Nov. 11
on EMI Premier, which licensed the
album from London-kased One World
Entertainment for the world outside of
North America.

O’Neal is the latest in a long line of
American R&B acts who have, during
the past 30 years, relacated to the U.K.
to sustain or resuscitate their careers.
Others who have done so include the
late Clyde McPhatter, Jimmy Ruffin,

J.J. Jackson, Tommy Hunt, Edwin
Starr, Donnie Elbert, and Gwen
McCrae.

“We're positioning Alex as the
return of a great
soul/R&B singer
back to the U.K.,
where in the '80s he
sold millions of
albums and sold out
Wembley six nights
on the trot,” says
Premier managing
director Roger
Lewis.

“There are many TV appearances
lined up for him,” he adds. “The pro-
motional plot is there. His return has
been met with open arms by the U.K.
media.”

O’Neal has spent much of the last

(Continued on page 61)
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Judie Tzuke Takes Flight With “Angels’

Songstress Has New Set On Own blg moon Label

M BY JOHN FERGUSON

LONDON—The career of British
singer/songwriter Judie Tzuke is about
to take flight again, this time under the
artist’s own power.

After an absence of four years,
Tzuke has returned with a new album,
“Under The Angels,” and her own
record label to boot. Unhappy with the
deals offered by record companies,
Tzuke and longtime collaborators Mike

TZUKE

Paxman and Paul Muggleton have
decided to set up their own label, big
moon records, to release the new set
and other projects.

And in the U.K,, at least, they have
decided to bypass traditional distribu-
tion arrangements: Tzuke’s 10-track
album is available only by ordering it
directly from the company either by
telephone, fax, or through a newly
established Internet World Wide Web
site (http://www.bogo.co.uk/pax/).

“It’s very exciting,” says Tzuke, “and
having been in the business as long as
T have, and having been disappointed
as many times as I have, this is a lot
more satisfying.”

It is a brave route to take, but one
that has been endorsed by her fans in
the industry. Says David Shoesmith, a
partner in Scottish-based independent
distributor CDS Distribution, “I think
it makes sense for them to do what
they are doing from the outset—I
think more and more artists are going
to be doing this in the future. I think a
lot of them feel that they can promote
their material better themselves.
Labels often can’t give them the same
support.”

Tzuke’s do-it-yourself move comes
on the heels of that of another well-

respected female singer/songwriter,
Jane Siberry, who recently eschewed
the majors to launch her own label,
Sheeba Records. It also is using the
Internet, among other avenues such as
direct mail, to get
its releases into the
hands of fans (Bill-
board, June 1).

Tzuke’s rocket-
to-the-moon journey began in 1979. Her
debut album (“Stay With Me Till
Dawn”; U.K. title, “Welcome To The
Cruise”) for Elton John’s Rocket label
produced a hit single of the same title
in the U.K. (reaching No. 16), and her
first four albums in her home country
charted in the top 20. Stints on a variety
of major and independent labels
(including Essential/Castle Communi-
cations for 1992’s acclaimed ‘Wonder-
land’) have not always been happy expe-
riences, she says.

Tzuke explains: “[Record compa-
nies] seem to give [albums] a bit of pro-

judie
rxithe

motion, then they give up, and then you
find it has been deleted. It is very dis-
appointing, because when I make a
record, I don’t just chuck an album
together—it is a real big emotional

thing.”
For “Under The Angels,” Tzuke
therefore decided to go it alone with big
© (Continued on page 99)

Junior Boy’s Own Underworld
Sent Overground With ‘Slippy’

B BY PAUL SEXTON

LONDON—Underworld’s single
“Born Slippy,” the floor-filler from the
soundtrack of the hit movie “Trainspot-
ting,” is proving to be the record that
sent the English beatmasters over-
ground.

The relentless, hard-edged club cut,
originally released here in May 1995
and in the U.S. in Oct. '96, was reissued
by independent dance label Junior
Boy’s Own in July and spent more than
three months on the U.K. chart,
recently surpassing sales of 400,000
copies to achieve gold certification.

Meanwhile, Underworld’s second
album, “Second Toughest In The
Infants,” released in March of this year
in the U.S. and the U.K., has achieved
gold status, even though the U.K. edi-

UNDERWORLD

tion does not include “Born Slippy.”
The label estimates current domestic
sales of “Second Toughest” at 140,000.
Underworld has also won high eriti-
cal praise along with those commercial
achievements. “Second Toughest In
The Infants” was a nominee for the
1996 Mercury Music Prize, the crities’
album of the year award. A follow-up
single from the current album, Pearl’s
Girl,” has charted of late, albeit more
(Continued on page 20)
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Foxy Brown Takes Solo Turn
Hip-Hop Hits Propel Violator Debut

H BY HAVELOCK NELSON

NEW YORK—In the '70s, during the
bountiful blaxploitation era of African-
American artistic achievement, Foxy
Brown was a mack-diva character por-
trayed by Pam Grier. Today, the
moniker has been appropriated by a
teen-dream rapper signed to Violator
Entertainment/Def Jam Recordings.

“Foxy Brown is our first rap diva,”
says Julie Greenwald, Def Jam’s
senior VP of marketing. “She’s a eross
between an artist with a great lyrical
flow and someone who has vision and
style—all the characteristics that go
into making a star.”

Lyor Cohen, Def Jam’s pre51dent/
CO00, adds, “It’s a eritical time for
female MCs, when they’re about to
break through their sales ceiling, and
she’s in the forefront of that move-
ment. She was hotly pursued by other
labels, including Bad Boy, and we'’re
glad she chose to come to us.”

The 17-year-old performer, who is
the owner of a rich, raspy voice, throws

FOXY BROWN

loose, well-oiled lasso lines and says
Grier is one of her favorite actresses.
Violator CEO Chris Lighty adds, “And
she s brown-skinned and good-look-
ing,” by way of explaining the handle.

Brown’s debut album, “Ill NaNa,”
which ships Tuesday (19), has been
eagerly awaited because of its precur-
sors, four hot hip-hop hits featuring
Brown: “I Shot Ya” by LL Cool J,
“Touch Me, Tease Me” by Case, “You're
Makin’ Me High” by Toni Braxton, and
“Ain’'t No Nigga” by Jay-Z.

B BY JIM MACNIE

In a club in Rome, on the evening
of Nov. 6, saxophonist James Moody
called for a moment of silence, then
launched into the standard “Free-
dom Jazz Dance.” The tune’s com-
poser is Eddie Harris, a virtuoso
horn player. Harris had died of heart
failure the night before in a Los
Angeles hospital, and halfway around
the world, Moody was acknowledg-
ing his pal’s life of musie-making.

“Eddie’s name was on the wall of
the club, right next to me,” says
Moody, “and the place was selling a
CD that he had made there. I
thought it was only appropriate to

Jazz World Mourns
Horn Virtuoso Harris

have alittle reflection. It was packed,
but the people all went silent instant-
ly. Eddie had a lot
of fans. He’s gone
... Man, what a
drag.”

A tenor saxo-
phonist of great
renown, Harris
was 62.

His interest in
music began dur-
ing church services in Chicago. He
picked up some piano rudiments
from his cousin, who played spiritu-
als and hymns. During high school in
the late "40s, Harris was buddies with

(Continued on page 19)

HARRIS

RECORD COMPANIES. Universal
Records names Evan Forster senior
director of crossover promotion in Los
Angeles, Charlie Foster senior direc-
tor of top 40 promotion in New York,
Howard Leon and Kyle Wong co-
national directors of rock promotion
in New York and Los Angeles, respec-
tively, and Kay McCarthy national
director of field promotion. They
were, respectively, president of Tuff
Break Records and VP of marketing
for Immortal Records concurrently;
regional director of Midwest promo-
tion for Arista Records; director of
triple-A promotion for Arista; nation-
al director of alternative promotion,
West Coast, for Island Records; and
West Coast promotion manager for
American Recordings.

Mark Pinkus is promoted to GM of
special markets for Rhino Records in
Los Angeles. He was senior director
of licensing and special products.

Gia DeSantis is promoted to direc-

FOSTER

FORSTER

tor of video promotion for Reprise
Records in Los Angeles. She was
associate director of video promotion.
Coco Shinomiya is appointed art
director for MCA Records in Univer-
sal City, Calif. She was director of the
art department at Rhino Records.
Teresa Blair is appointed director
of ereative services and production for
Rising Tide in Nashville. She was
director of creative services for Asy-
lum Records.
* Jana Fleishman is promoted to
associate director of media and artist
relations for Mercury Records in New

These songs, all of which are from
gold or platinum sets, made Brown a
bona fide star without the benefit of a
solo single. “She has the ability to be
on other people’s records and really
shine,” says Greenwald. “She always
adds that extra heat.”

“She is one of the most popular
artists this year,” says Lighty. “And
even with the market so heavy with
competition, we couldn’t have thought
of a better situation for launching a
new act.”

“Ill NaNa,” which is what Nas (a
member of Brown’s clique, the Firm)
nicknamed Brown, grooves and
bounces across subjects ranging from
sex and homie camaraderie to money,
high fashion, and intense black-mafia
fiction.

“I think my album may surprise a
lot of people,” Brown says. “Some
seem to have made the assumption
that I only rap about clothes, dia-
monds, and cars. In my previous remix
performances, I touched on those

(Continued on page 19)

B BY BRADLEY BAMBARGER

I

NEW YORK—
Over the course
of 20 years, 20

albums, and
countless gigs
around the world,
guitarist  Pat
Metheny  has
come to define
“contemporary METHENY

jazz” in the best

sense of the term. Few musicians are
as rooted in tradition yet resolutely
progressive as Metheny, and fewer
still are as iconoclastic yet perva-
sively popular.

Distilling the diverse attributes of
his past work to their essence, the
Pat Metheny Group album “Quar-
tet”—due Tuesday (19) from Geffen
Records—has the potential to capti-
vate contemporary and mainstream
jazz fans alike to an unprecedented

Geffen’s Metheny Group
Strips Down To ‘Quartet’

degree, as it reconciles the contra-
dictory aspects of technology and
tradition, studio and spontaneity.
And the album is abetted by a spate
of side projects that further demon- -
strate Metheny’s range as both an
improviser and a composer.
Featuring the longtime core
Metheny Group—co-composer/co-
producer Lyle Mays on acoustic key-
boards, Steve Rodby on bass, Paul
Wertico on drums, and Metheny on
acoustic/electric guitars and his
patented guitar-synth—“Quartet”
trades the elaborate textures of per-
cussion and vocalese on past Group
albums for newly intimate ensemble
interplay. Yet from the yearning lyri-
cism of “When We Were Free” to the
abstraet drama of “Badland,” from
the soaring energy of “Language Of
Time” to the wistful balladry of “As
I Am,” the settings may be stripped
down but the signature sound
(Continued on page 99)

Virgin To Take dc Talk Mainstream

B BY DEBORAH EVANS PRICE

NASHVILLE—Dec Talk has signed a
deal with the Virgin Music Group,
which intends to expand the already
popular band’s reach into the main-
stream-music marketplace.

The act remains signed to Nashville-
based ForeFront Communications,
which signed the group in 1989, for the
worldwide Christian marketplace,
where it already has a substantial fan
base. Virgin has the act for the North
American mainstream market, while
EMI International will handle it for
the rest of the worldwide mainstream
market.

De Talk has released four albums on
Forefront in the Christian market-
place, with the last two—1992’s “Free
At Last” and current project “Jesus
Freak,” released in November 1995—
having been certified platinum by the

TUR

PINKUS DESANTIS
York. She was manager of media and
artist relations.

Pete Rosenblum is promoted to
national director of alternative pro-
motion for Elektra Records in New
York. He was director of college pro-
motion.

Mary Stuyvesant is appointed to
the marketing staff at Revolution in
Beverly Hills, Calif. She was head of
her own management firm, Triple M
Management.

Heather McBee is named manag-
er of strategic business development
at the RCA Label Group in Nashville.

N T,

DC TALK

Recording Industry Assn. of America.

To kick off the deal, Virgin Records
has rereleased “Jesus Freak” into
mainstream U.S. retail channels and is
working the single “Just Between You
And Me” at mainstream radio. Early
signs are good: The song debuted at
No. 39 on Billboard’s Hot 100 Singles
chart for the week ending Saturday
(16) and moves to No. 36 with a bullet
this week.

“I am so impressed with them as

songwriters and as individuals,” says
Phil Quartararo, president/CEO of
Virgin Records America, of band
members Toby McKeehan, Michael
Tait, and Kevin Smith. “It really
struck me when I met them for the
first time just how passionate they
were and how much vision they had.

“The first time I saw them [per-
form] was in Nashville. They tore the
place upside down,” he adds. “They
kept 12,000 kids on their feet for 2%
hours straight.”

But while Quartararo says he was
“blown away” by the Nashville show,
he also wanted to see the reaction they
received in another city. “I saw them
in Chicago—and it was even bigger,”
he says.

Band member McKeehan sees the
new deal as offering a chance to reach
new listeners. “Our main hope in the

(Continued on page 105)

SHINOMIYA BLAIR
She was manager of the label group’s
sales department.

PUBLISHING. Donald A. Thursten,
president of Berkshire Broadcasting,
is re-elected chairman of the board for
BMI. In addition, Frances W. Pre-
ston is re-elected president/CEOQ.

RELATED FIELDS. Matt Gruson is pro-
moted to VP of technology and soft-
ware development for Disney Inter-
active’s edutainment and multimedia
group in Burbank, Calif. He was direc-
tor of technology for the edutainment

FLEISHMAN THURSTON
and multimedia group.

King, Purtich, Holmes, Paterno &
Berliner in Century City, Calif.,
names David M. Corwin and Tracy
E. Loomis litigation attorneys. They
were, respectively, with Choate, Hall
& Stewart and Quinn, Kully & Mor-
row.

David Walmsley is promoted to
director of A&E Home Video in New
York. He was manager of home video.

Dean Tschetter is named senior
VP of creative affairs at High Five
Entertainment in Nashville. He was a
consultant.
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New Sets Offer ‘Greatest Ballads’
Older And Upper—Demographw Fans Targeted

H BY DAVID SPRAGUE

NEW YORK—Labels have long relied
on the virtually guaranteed draw pro-
vided by archival collections, both rar-
ities packages and greatest-hits col-
lections. Lately, however, the industry
has developed a new variation on the
repackaging theme, as borne out by
recently issued “greatest ballads” sets
from superstar artists like Madonna,
Elton John, and Rod Stewart.

While all of these collections offer
some new material—between two and
four new tracks each—there’s a fair
amount of recyeling at play. That’s not
surprising, given that Stewart is rep-
resented by no less than six “best-of”
sets and John by four. Nevertheless,
labels looking to entice consumers
with a penchant for lighter fare—a
number that’s fairly large, given the
steady listenership for so-called “lite”
rock stations—have found that there
is certainly a market for these upper-
demographic collections.

Madonna’s 1995 album “Something
To Remember,” which has two songs
overlapping with her “Immaculate Col-
lection” hits set {rom 1990—has sur-
passed 1.5 million units in sales,
according to SoundScan. The Warner
Bros. release also spawned her top 10

STEWART

JOHN

hit “You’ll See.” “Something To
Remember” included a new cover of
Marvin Gaye’s 1976 hit “I Want You”
and the ballad “One More Chance.”

The success of that collection was
the impetus for Stewart’s set, “If We
Fall In Love Tonight,” out Nov. 12 on
Warner Bros.

“I was so impressed, but not sur-
prised by, the success Warner Bros.
had with Madonna’s ‘Something To
Remember’ that I thought the idea
would be perfect for Rod,” says Stew-
art’s manager, Arnold Stiefel. Instead
of offering only previously released
material, the Stewart collection fea-
tures four new Stewart tracks: first
single “If We Fall In Love Tonight,”
which was produced and written by
Jimmy Jam and Terry Lewis; the
James Newton-penned “For The First
Time”; and remakes of Leo Sayer’s

Rhino’s Heart Beats Qver
New Romantic Series

B BY SHAWNEE SMITH

NEW YORK—“Every time you turn
on the TV, there’s a new collection of
love songs just thrown together,” says
Emily Cagan, product manager for
Heart Beats,
Rhino Records’ “
first romantic W
music series. “But -
[Heart Beats] isn’t
just another col- -
lection of love \‘
songs. It’s some-
thing put together M
by women for
women.”

Created and
developed by Rhino’s all-female
Women’s Product Development Team
(WPDT), Heart Beats encompasses
romantic tunes from all music genres
in a six-volume set.

“We learned pretty quickly that
romance means something different to
different people,” says Julie D’Angelo,

-
)
a

label manager of Rhino Movie Music
and head of WPDT. “Just between [the
members of the team] we like every-
thing from country to '70s romantic
swingers, so we tried to reflect that.”

The first three volumes, “Soul Sere-
nade—Intimate R&B,” “Country
Lovin'—Songs From The Heart,” and
“Feel Like Makin’ Love—Romantic
Power Ballads,” will be released Jan 21,
1997. The other sets, “Sirens Of Song:
Classic Torch Singers,” “Closer Than
A Kiss: Crooner Classics,” and “Behind
Closed Doors: ’70s Swingers,” are
scheduled to be released in April ’97.

Heart Beats was developed by the
members of the WPDT in addition to
their daily functions (the 22-member
team is composed of women from
every department of Rhino, including
human resources, the mail room, and
accounting).

“Since we're a small company, we
can’t really start a new division,” says
Richard Foos, president of Rhino Rec-

(Continued on page 58)
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1977 hit “When I Need You” and Dan
Hill’s No. 3 hit of the same year, “Some-
times When We Touch.”

John's set, “Love Songs,” includes
“Can You Feel The Love Tonight” and
“Circle Of Life,” his hit songs from
“The Lion King” (which had previous-
ly been available only on the movie
soundtrack), as well as two new tracks,
first single “You Can Make History
(Young Again)” and “No Valentines.”

“You Can Make History” is No. 5
with a bullet on Billboard’s Adult Con-
temporary chart.

According to Robbie Snow, VP of
product management at MCA, plat-
inum certifications from countries like
Australia and England, where “Love
Songs” had come out several months
earlier, prompted MCA to release the
album in North America Sept. 24.
According to SoundScan, the U.S. edi-
tion of the album has sold 202,000

September Song. The Enclave duo September '67 receives kudos from the
label staff for the release of its debut, “Lucky Shoe.” Shown, from left, are Kristin
Asbury, September '67; Tom Zutaut, CEO/president, the Enclave; Shannon Wor-
rell, September '67; Steven Ehrlick, head of business affairs, the Enclave; and
Steve Backer, head of marketing, the Enclave. Kneeling in front is Mike Worth-
ington, head of sales, the Enclave.

(Continued on page 55)

BLINDSIDED The good news is that Hootie & the
Blowfish have a solid hit with “I Go Blind,” an irrepress-
ibly jaunty remake of a song by Canadian group 54 *40. The
bad news, at least for Atlantic Records, is that the song is
from the “Friends” soundtrack, released on Reprise in Sep-
tember 1995, instead of from the band’s current album,
“Fairweather Johnson.”

Played by some stations for more than a year, “I Go Blind”
is now hitting its stride at radio. It is at the top or near the
top of mainstream and adult top 40 playlists in a number of
key markets, including WHTZ and WPLJ New York;
WTMX Chicago; WKQI Detroit; WSTR Atlanta; KHMX
Houston; KALC and KHHT Denver; WSTW Wilmington,
Del.; WEZB New Orleans; and

Hootie’s ‘1 Go Blind’ May Be A Hit,
But It’s Also A Mixed Blessing

to sources, and they handed him “I Go Blind” for the
“Friends” soundtrack. Goldberg left Warner Bros. after
the soundtrack was mastered but before it was released.
Atlantic execs considered asking for the track back but
decided to let it stay on the soundtrack, even though “we
always knew it would be a hit and that it would be in com-
petition with Atlantic releases,” says a source.

Radio PDs contacted by Billboard say that no one from
Atlantic has asked them not to play “I Go Blind” but that
label reps have good-naturedly complained about the
impact the song has had on singles from “Fairweather
Johnson.” “We understand that Atlantic is trying to pro-
mote a new piece of product by Hootie, and we’ve done all
we can to support them by playing

WKCI New Haven, Conn. Those
same stations are either playing cur-
rent “Fairweather Johnson” singles
“Tucker’s Town” and “Sad Caper” in
lower rotation or not at all. “I Go
Blind” is No. 18 with a bullet on Top
40 Airplay Monitor’s the Big Picture
chart this week; no other Hootie song

‘Tucker’s Town’ and ‘Sad Caper,” but
we're in the business of playing what
our listeners want to hear,” says
mainstream top 40 WKCI PD Tony
Bristol. Andrea Ganis, Atlantic’s
executive VP of promotion, was not
available for comment by press time.

“‘I Go Blind’ is just poppy, hooky,

makes the 40-position list.

“This whole thing is one of those
monsters you wish you could create,
but when you have it, you wish you could kill it,” says Hootie
& the Blowfish’s manager, Rusty Harmon. “At what point
does it become a good thing because it’s helping you pro-
mote your band and at what point does it become a bad
thing because it’s hurting sales [of your current album]? I
don’t know: It’s more of a label issue than a band issue.”

The Recording Industry Assn. of America has certified
“Fairweather Johnson” for sales of more than 2 million
units since its release in May. While that figure is far more
than respectable, it is dwarfed by the 14 million sales mark
hit by “Cracked Rear View.”

Harmon says, “I don’t know if ‘I Go Blind’ is hurting
sales of ‘Fairweather Johnson’ as much as it is killing radio
play for the album.” But he goes on to say that “I Go Blind”
has been a velvet thorn in Hootie's side for a long time. “ ‘I
Go Blind’ was cropping up when we were going for adds as
far back as for ‘Time’ and ‘Only Wanna Be With You.””

How the song ended up on a soundtrack for a compet-
ing-yet-sister label is a typically winding music industry
tale. Although big in 54 +40’s native Canada, “I Go Blind”
was never a hit in the States. A staplein Hoot1e & the Blow-
fish’s live show for years, the song was recorded by the band
for possible inclusion on “Cracked Rear View,” but they
decided to feature only band originals on the album. When
former Atlantic president Danny Goldberg left the label
to become head of Warner Bros. (which encompasses
Reprise), he asked for a “favor” from the band, according

by Melinda Newman

and relatable,” says Rich Anhorn,
music director at adult top 40 KHMX,
which is giving “I Go Blind” twice as
many spins per week as “Sad Caper.” “I think the songs on
‘Fairweather Johnson’ are good songs, but you don't really
know what they’re singing about.”

Part of the success of “I Go Blind” is that it has benefit-
ted from a slow, grass-roots growth, since Reprise could
not actively push the song to radio.

“I think it’s encouraging that radio will search out good
records,” says Marc Ratner, Reprise’s VP of promotion.
“Any time a band has a hit record, it’s a good thing. In the
short term, this may interfere with some stuff, but in the
long run, it will help the band’s career.”

“It started boiling under at radio last September [1995],
and there was an undercurrent going on with the record,”
says Dan Bowen, PD at mainstream top 40 KHHT. “By the
time we started playing it, several stations in this market
were already playing it. We haven’t even plaved ‘Sad Caper’”

Harmon says the label has opted against issuing the song
as a single or making a video. “We thought about putting
it out as the B-side of the CD single for ‘Sad Caper,’ but we
thought, ‘Let’s not facilitate this any further,’ ” savs Har-
mon. Interestingly, “I Go Blind” was the B-side of the cas-
sette version of “Hold My Hand,” Hootie’s first single, and
is on the Japanese version of “Cracked Rear View.”

It’s unclear whether “I Go Blind” has hurt sales of “Fair-
weather Johnson,” but it does not appear to have helped
the gold-certified “Friends” soundtrack, whose sales have
shown no noticeable increase in the last several weeks.
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ENTERTAINMENT ‘97: SWEDEN ' WPLJ 25th
FIRST-QUARTER FOCUS ANNIVERSARY
Issue Date: Dec. 7 Issue Date: Dec. 14 Issue Date: Dec. 21 Issue Date: Dec. 28
Ad Close: Nov. 12 Ad Close: Nov. 19 Ad Close: Nov. 25 Ad Close: Dec. 3
In keeping with cur commit- ~ Sweden’s music market Billboard’s December Billboard’s 1996 year-
. ment to provide readers ~ continues to flourish en the 21st spotlight looks at the end issue is a renowned
with the latest industry international front. E growth and heritage of the even:, where artists and
breakthroughs. and product ~ Billboard’'s December 14th legendary, award-winning the entire industry take
offerings, Billboard’s - issue provides readers with Top 40 station, New York’s the spotlight. It contains
- December 7th spotlight ~ anup-tc-date reportonthe =~ WPLJ, celebrating its 25th the Year End charts,
~ looks ahead ta entertain- ~ latest happenings in the ~ Anniversary. Featires will chroricling the year’s best
_=="1 ment in 1997. This special = 'I: region. This annual spot- ._33;. ~ include coverage on the releases. Plus, expanded |
~ issue will previaw the hot !.. =_| light will explore record el station’s personalitizs, ~ coverage recaptures the
products to watct forinthe = -f.] companies’ shifting focus - management and key - impactful trends and ¥
| January to March period of = from domestic sales to - players. Artists and i n i happenings of the past 'I -
the new year. Editorial cov- © = aggressive exporting of ~ industry figures wilt also | year. A collector’s issue, it |
erage will feature a survey . Sweden’s artists worldwide. 5'-_ ~ comment on their experi- A remains on the newsstand
of key new releases from Other features will highlight = ences with this well- ;.I.I '15'.' ’ for two weeks. ‘_': il
both indie and major ' radio opportunities for tour = respected award winning A r { i
- imprints, as well as an promoting, industry players | station. \

- (managers, publishers etc),
| and priority acts to watch
for as we enter 1997!
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MARLEY’S ‘LEGEND’ LIVES ON 1984 ISLAND SET

(Continued from page 13)

and we will make material available for
them to do a dub album.”

Meanwhile, the latest sales triumph
achieved by “Legend” puts the 14-
track album in a three-way tie for the
fourth-best-selling greatest-hits album
of all time. The other contenders are
“Aerosmith’s Greatest Hits” and Garth
Brooks' “The Hits.” Only the Eagles’
“Their Greatest Hits 1971-1975,” which
has been certified for sales of 22 mil-
lion, Elton John's “Greatest Hits,” with
sales of 13 million, and “James Taylor’s
Greatest Hits,” with sales of 11 million,
have sold more.

Yet there's a big difference between
Marley and pop powerhouses like the
Eagles, John, and Taylor; hard-rock-
ers Aerosmith; and country superstar
Brooks. With the exception of Brooks,
who has racked up numerous Hot
Country Singles & Tracks No. 1 hits,
all of the other acts have scored at least
one top 10 hit on the Hot 100 Singles
chart. The Eagles and John have mul-
tiple No. 1 singles to their credit.

Marley’s only single to chart on the
Hot 100 was “Roots, Rock, Reggae” in
1976. It peaked at No. 51 and, ironical-
ly, isn’t included on “Legend.”

Despite Marley’s lack of success on
the Hot 100, his albums remain consis-
tently strong sellers. “Legend” has
been a fixture in the upper regions of
the Top Pop Catalog Albums chart,
where it has appeared for a remarkable
274 weeks, making it one of the
longest-running titles on the chart.

Rather than losing sales momentum,
as many catalog titles do over the
years, “Legend” seems to be becoming
nmore popular as time passes. The
album was initially certified platinum,
for sales of 1 million copies in the U.S,,
in June 1988. It reached the 2 million
mark a yvear later, 3 million in March
1992, 4 million in June 1993, and 5 mil-
lion in 1994,

In March of this year, it was certi-
fied simultaneously for sales of 7 mil-
lion and 8 million, and now it has
reached the 9 million mark. (World-
wide sales, meanwhile, have topped 15
million, according to Island.)

The fact that Marley’s music was not
embraced by the masses immediately
has given it a timeless quality. “It was
never really overexposed,” Blackwell
says. “It was never on the air a lot dur-
ing one particular period or one par-
ticular year, so it still has the quality of
being discovered.”

Blackwell adds that Marley’s music
appeals to different age groups on dif-
ferent levels: “The appeal to the very
young is the rhythm and the melody,
and as you get older and become more
aware of the Iyrics, vou start to under-
stand the importance of the lyrics.”

Rita Marley, the singer’s widow and
a former member of the vocal group
the I-Threes, which backed Bob Mar-
ley & the Wailers on many of their
recordings, says that her husband envi-
sioned his music being embraced by
the masses in America. “One of our
main goals was to make a mark in the
American territory and have them lis-
ten to the message that we were car-
rving.” she says.

The goal has been accomplished, as
“Legend” has crossed cultural bound-
aries and is a strong seller at huge chains
and mom-and-pop retail stores alike.

Shari Barber, Los Angeles-area dis-
triet buver for the Best Buy chain, says
that the album continues to exhibit

strong staying power. “It does pretty
well across the board with everyone,”
she says. “Bob Marley still has a pret-
ty big universal appeal, and it’s a good
compilation, especially for someone
who is new to Bob Marley. It’s a good
introduction piece into reggae.”

Terry Currier, owner of Music Mil-
lennium, which has two stores in Port-
land, Ore., concurs. “It’s one of our top-
selling catalog items. It’s in owr top 200
in sales every week, and most weeks it
is in our top 100 of overall sales.

“It’s such a great collection,” Curri-
er adds. “You look at some of the other
‘best-of” collections out there and they
kill the catalog, but this one hasn’t
killed the catalog.”

In fact, Currier notes, Music Mil-
lennium’s top-seiling reggae albums
list consists entirely of Marley titles,
along with Jimmy Cliff’s “The Harder
They Come.”

Curtis Jackson, a sales representa-
tive for Chicago-based George’s Music
Room, which caters to an African-

American clientele, also cites “Legend”
as a “constant seller. It seems like it is
something that will never die out. It's
like albums by the Isley Brothers,
James Brown, Marvin Gaye, and Ste-
vie Wonder.”

Violet Brown, urban music buyer for
the 267-store, Torrance, Calif.-based
Wherehouse Entertainment chain,
agrees. “It continues to sell for us
every week,” she says. “It helps when
we have promotions and it’s on sale, but
even without sale pricing, it constant-
ly moves for us.”

Also suggesting the lasting influence
of Marley’s music is the Fugees’ cur-
rent single, a remake of “No Woman,
No Cry." A videoclip for the single,
which features vocals by Marley’s son
Steve and includes vintage tootage of
the Wailers, is receiving play on MTV.

For Rita Marley, the enduring suc-
cess of her husband’s music and “Leg-
end” is reaffirming. “It proves that the
people still believe in Bob and what he
stood for.”

|
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321-0878. For research information and pricing, call Marie Ratliff, (615)-321-4295

18

wwWwW americanradiohistorvy com

BILLBOARD NOVEMBER 23, 1996


www.americanradiohistory.com

| Artists & Music

VIOLATOR ARTIST FOXY BROWN TAKES SOLO TURN

(Continued from page 14)

things, but on ‘Ill NaNa’ I finally get
my chance to prove that’s not all that
I’'m about.”

Still, Brown makes no apologies for
her past rhymes, saying, “I do have the
clothes and the cars ... and [talking
about them is] what got me to where I
am now.”

The new collection was supervised
by producers Sean “Puffy” Combs,
Mobb Deep, Suga Bear, China, and
Trackmasters Entertainment, the col-
lective that discovered Brown and
functioned as co-executive producers
of “Ill NaNa” with Lighty.

Songs include the title track, a
rough assertion of womanhood (“Nas
ruled the world, and now it's my year”)
featuring Method Man; “I'll Be,” a the-
matic follow-up €6 “Ain’t No Nigga,”
showcasing Jay-Z; and “Get Me
Home,” the anticipatory first song that
got exposed from “Ill NaNa.”

This saucy, sizzling song, whose
hook and melody is from Eugene
Wilde’s classic “Gotta Get You Home
With Me Tonight,” revels in classic
girl-singer doubt (“Mind tellin’ me no,
body tellin’ me yes”). It was shipped to
R&B musiec DJs and mix-show jocks
during the last week of October. “We
were the most-added record that

week,” says Greenwald.

For the week starting Nov. 11, “Get
You Home,” which will not be sold
commercially, was on a total of 70
R&B-oriented stations, including
WJMH Greensboro, N.C., which gave
it 62 plays, and WBHJ Birmingham,
Ala. (57 plays). Overall, it received a
total of 1,053 spins, which is an
increase of 13.6% from the previous
week.

Helen Little, co-PD and midday air
personality at WUSL (Power 99)
Philadelphia, says the song is an across-
the-board power-rotation smash. “It’s
mainly young females responding, but
it’s actually all demos, which I attribute
to the R&B sounds of Wilde and the
appearance of Blackstreet.”

Reginald Slaughter, assistant to the
singles buyer at Tower Records’
Fourth Street and Broadway store in
New York, says, “Lots of people have
been coming in looking for [‘Get Me
Home’),” and Ramsey Jones, a clerk in
the rap department at the same store,
adds, “A good many people have been
checking for when the album’s coming
out.”

Lighty says he endeavored to create
a radio-friendly, crossover-leaning
album for Brown, who is managed by

JAZZ WORLD MOURNS EDDIE HARRIS

(Continued from page 14)

several jazz musicians—bassist
Richard Davis and saxophonist John
Gilmore among them—who were be-
ing nurtured by the teaching staff at
the legendary DuSable High School,
specifically the famed instructor Wal-
ter Dyett.

Early gigs on piano with Gene Am-
mons broke Harris into the profes-
sional realm. But a stint in the army
took him away from U.S. bandstands.
It did, however, give him a glimpse of
the world, and he also spent time play-
ing sax in an Army band.

Back in the States by the late '50s,
Harris took a notion to put a jazzy spin
on Ferrante & Teicher’s “Exodus.”
The Vee-Jay label released the track,
and Harris' first recording under his
own name was a runaway best seller.
His tenor was played in a high regis-
ter, making it an oddly compelling
sound that echoes both the alto and
soprano saxes.

This success set off a string of dates
where Harris covered film themes. He
updated “Breakfast At Tiffany’s” in
1961. By the time Vee-Jay folded and
he went with Columbia in 1964, Har-
ris’ records carried titles like “Cool
Sax From Hollywood To Broadway.”
He had a falling out with Columbia,
allegedly over the label’s decision to
pass on his version of “Goldfinger.”

In 1965, Harris moved to Atlantic,
his home for the next 10-plus years.
There he initially stayed the aesthet-
ic course, sticking to commercially

enticing pop pieces like “The Shadow .

Of Your Smile,” which was the love
theme from the film “The Sandpiper.”
But while his adaptations of such
tunes were smooth, the variations he
wrung out of their melodic material
became more and more intellectually
advanced.

By the time he made his first
Atlantic dise, “The In Sound,” in ’65,
he was a pro at enhancing any iota of
blues motifs that could be located in

the body of a song. A backing trio of
pianist Cedar Walton, bassist Ron
Carter, and drummer Billy Higgins
also made it the most overtly jazz-ori-
ented outing of his career thus far. In
1966, Miles Davis covered Harris’
“Freedom Jazz Dance” on his “Miles
Smiles” disc, and the saxophonist’s
hipness quotient rose accordingly. He
then began experimenting with the
sound of his horn. Electronic devices,
at least one invented by Harris him-
self, were utilized to amend the tone.

Though heard by many as a way to
keep up with the times, these effects
were deemed by some as a fall into
the trite milieu of pop music. Harris’
rhythmic attitude often stressed the
funky side of things; it was a tack
that won him lots of listeners who
didn’t know and couldn’t care less
about jazz.

The irresistible groove of “Listen
Here” in 1968 seduced more than 1
million record buyers, giving Harris
his second smash. A year later, when
he hooked up with pianist Les
McCann at the Montreux Jazz Festi-
val, another iconic soul-jazz track was
cut. “Compared To What,” with
McCann's passionate vocals and Har-
ris’ gospel honking, helped make the
record “Swiss Movement” a hit. The
tune “Kathleen’s Theme” proved that
Harris had the capacity to be a deep
improviser without the use of any elec-
tronics.

In the summer of 1996, Rhino
Records rereleased Atlantic’s “Swiss
Movement,” along with a video of the
live Montreux session. (Other Harris
twofers from Rhino/Atlantic are “The
In Sound” backed with “Mean
Greens” and “The Electrifying Eddie
Harris” backed with “Plug Me In.”)

Harris made several more discs for
Atlantic—a worthy career overview is

. out on Rhino under the title “Artist’s

Choice”—but many seemed cheesy.
(Continued on next page)

Don Pooh. “The most successful
female rap group is Salt-N-Pepa,” he
says. “And the way they've done that is
by being accessible to the masses.”
Referring to two other new-generation
female MCs on the rise, Da Brat and

- L’il Kim, both of whom have new

albums in the marketplace, he adds,
“We have ghetto joints on Foxy’s
album, but [ wagn’t trying to be in the
gutter while the competition was in the
gutter. It’s hard enough to make
females accepted, so we tried to make
our direction a little different.”

Brown’s music is at the center of the -

marketing strategy Violator/Def Jam
is using to bolster the artist’s career.
Greenwald says, “Her music speaks
for itself, and that’s the best way of
promotion. She’s completely honest
and genuine, and she raps about who
she is and what her lifestyle is all
about. She is being talked about now,
and she will be remembered for doing
things her way.”

Foxy Brown has been on the road,
performingdates since April, after
“Ain’t No Nigga” (it was the B-side to
Jay-Z’s “Dead Presidents,” which sold
256,000 units, according to SoundScan)
dropped.

Booked by several agencies, includ-
ing ICM and Famous Artists, she has
played clubs and theaters in several
regions, but mainly the East Coast.
“We didn’t put together a promotional
tour for her, because she’s got a lot of

paid dates. But when she goes into a
marketplace, we're totally taking
advantage of it, doing press, radio,
retail, video, and much more.”

Lighty says, “We're gonna be doing
everything that you expect her to do and
everything you don’t expect her to do.”

One promotion was done in con-
junction with WQHT (Hot 97) New
York. From Nov. 8 through Nov. 15,
a contest for a $9,700 shopping spree
was promoted on drive-time air per-
sonality Wendy Williams’ show.
Twenty listeners will qualify for the
grand-prize drawing, which will be
announced Monday (18) on Angie
Martinez'’s evening program.

Greenwald says Brown is visiting
colleges on weekends between shows
and that she will begin dropping by
high schools starting next month. “She
wants to deal with kids, to totally let
them know she’s young, too, and talk-
ing about the same things they’re deal-
ing with.”

The album was being advertised via
snipes, commercials on the Box and
BET, and ads in consumer magazines,
such as the Source and Vibe. Co-op
advertising with several retail
accounts, including Blockbuster, the
Wiz, and “lots of local outlets,” is also
being arranged.

The promotional videoclip for “Get
Me Home,” which was lensed by direc-
tor Hype Williams, is presently airing
on the Box, BET, MTV, and several

local outlets. At MTV, it is in “jam
rotation,” which means it receives
between 12 and 15 spins in a program-
ming day.

Brown hails from the Park Slope
section of Brooklyn, N.Y. She was
introduced to the world on LL Cool J’s
“I Shot Ya,” a chorus-line jam from
last year that featured veteran
rhymers Fat Joe, Busta Rhymes,
Keith Murray, and Prodigy from
Mobb Deep. “We thought it would
really surprise people if this girl came
out of nowhere and really hung with
these heavyweights,” says Steve
Stoute, GM of Trackmasters Enter-
tainment and senior VP of Sony Music.
“It did, and everybody wanted her to
be on their records after that.”

Brown grew up listening to “every-
one,” she says. “I like everything, but
I have not mocked anyone else’s style.”

Artists she says she has looked to as
examples include the Notorious B.I.G.,
Jay-Z, and Nas, Firm member AZ, and
Trackmasters/Columbia newcomer
Nature. These artists all appear on “Ill
NaNa.”

Several cuts on “Ill NaNa” speak
about Brown’s commitment to the
Firm, and the crew’s album will appear
next year on Dr. Dre’s Aftermath label
through Interscope. “The Firm isn't
some kind of industry-fabricated
clique,” Brown says. “Me and AZ have
been friends for years, and me and
Nas are like Bonnie and Clyde.”
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Bainbridge In London. Australian singer/songwriter Merril Bainbridge stopped in
London for a showcase at Ronnie Scott’s club. Among the songs she performed
was “Mouth,” which topped the Australian chart for six weeks and is due for
release in the U.K. Monday (18) on Arista. Shown at the showcase, from left, are
George Levendis, head of marketing, Arista U.K.; Jeremy Marsh, president, music
division, BMG U.K.; band member Owen Bolwell; Bainbridge; Frank Wright,
session musician; Martin Heath, managing-director Arista U.K.; Richard Perry,
Arista head of promotions; Chris Carr, head of press, Arista U.K.; John Preston,
chairman BMG U.K. and Ireland; and Sien Ooi, Bainbridge's manager.

JUNIOR BOY’S OWN ACT UNDERWORLD SENT OVERGROUND

(Continued from page 13)

modestly, selling 20,000 copies. The
single debuted at No. 22 in the UK.
for the week ending Nov. 9 and cur-
rently stands at No. 45.

This Junior Boy’s Own story is now
assuming international dimensions.
Underworld is licensed outside the
U.K. to BMG, except in Japan and
Southeast Asia, where it is affiliated
with Sony Musie, dnd in the U.S,,
where “Born Slippy” is licensed to
TVT’s Wax Trax! imprint. The song
debuted on Billboard’s Hot Dance
Music/Club Play chart for the week
ending Nov. 9 at No. 46.

Across Europe, BMG is seeing
substantial chart action on “Born
Slippy,” which has reached No. 1 in
Italy on the Do It Yourself imprint
and has gone top five in Spain on Ari-
ola. In Germany, it appeared on
Logic/No! Static and reached No. 13

Wherever your listeners
celebrate the holidays,
they’ll enjoy a special gift
from the Air Force and
Randy Travis. On this free
hour-long program, he
sings songs of the season
and some selections from
his new album, Full Circle.
Licensed country music
stations will receive this
holiday program on CD
the first week of
December. You can receive
The Gift I1I by calling

1-210-652-3937

last month. The single has also gone
top 10 in Belgium on Logic.

In the U.S., Underworld has yet to
play extensively, but in Japan, the
group is seeing the fruits of its three
tours there, as Junior Boy’s Own
founder Steve Hall observes.
“Underworld are seen as the techno-
scene leaders there,” he says. “We
want to go back and do an awful lot
more in America. Most of the bigger
British dance acts—Underworld, the
Prodigy, the Chemical Brothers—are
all in the very early stages over
there. But I've just come back from
the States, and for first time, the
signs are that people are getting into
the idea of live dance musie.”

Touring has also been a factor in
Underworld’s domestic success, and
even if its output is largely eschewed
by daytime commercial radio,”Hall
gives part of the credit for breaking
“Born Slippy” in the U.K. to the more
adventurously programmed BBC
Radio 1.

Underworld has also had consid-
erable press support from weekly
and monthly rock publications, as
well as broadsheet newspapers. All
this despite Hall’s assertion that the
band is “not totally enamored with
the pop world. They want to be seen
as a long-term album act.”

Mainstream radio exposure, from
Radio 1 and dance stations such as
Kiss 100 FM London, may prove to
have been a one-time thing for this
act. Kiss head of music Simon Sadler
says that “Born Slippy” was “a sur-
prise radio hit for us and Radio 1, and
whether they’ll be consistent radio
performers, I'm not sure. But they’re
part of that whole stable of left-field
acts like the Chemical Brothers that
are very cool, and they’re destined to
happen in a big way.”

The association with such a fash-
ionable yet commercial film as
“Trainspotting” has done Under-
world no harm, either. The sound-
track, released here on EMI Premier
and on Capitol in the U.S,, includes a
nine-minute version of “Born Slippy.”
That album has now sold more than
1 million copies worldwide, according
to EMI.

“‘Trainspotting’ is what really
triggered the single off,” says
Thomas Jahnse, dance buyer at the
Tower Records outlet in London’s
Piceadilly. “Both of their albums have
sold quite steadily, and they’re a good
band. But with ‘Born Slippy,’ they got
the mainstream, and you can see the
difference.”

Such dizzying single success is
incongruous for such a low-profile,
experimental act, even if two of the
three members of Underworld, Karl
Hyde and Rick Smith, were previ-
ously pop denizens as members of
Freur, whose moment of notoriety
came on CBS in 1983 with the single
“Doot Doot.” Their new colleague is
25-year-old Darren Emerson. The
trio writes all its own material, which
is published by Underworld/Sherlock
Holmes Music.

Emerson does not hide his surprise
at Underworld’s new, mainstream
status. “We just follow our noses,” he
says. “All this is just being in the
right place at the right time. If
[“Trainspotting’ director] Danny
Boyle hadn’t put two of our tunes in
the film, we wouldn't have got to the

people we've got to.”

He adds that the British chart pen-
dulum has swung dramatically
toward dance in recent years. “I've
always been into underground
music,” says Emerson. “You used to
get things like Steve ‘Silk’ Hurley
getting into the top 10 by chance. But
now there’s so many elements to
[dance music], it keeps it healthy.”

Junior Boy’s Own was formed in
1990 and, as Hall recalls, had to
recover from an early setback. “We
had a deal with PolyGram but got
dropped, which was a terrible thing
at the time,” he says. “We were there
for a year and a half, but we were
dropped with Underworld and the
Chemical Brothers, who were both
quite embryonic afthe time. But we
kept plugging away at it, so we've
been going as an independent com-
pany since ’92.”

It was Underworld that provided
the label with a sales breakthrough
in 1994 with its debut album, “dubno-
basswithmyheadman,” which Hall
says has now sold 94,000 copies in the
U.K. “We targeted everything
around selling 20,000, so it was a big
surprise, because no one thought that
market was out there at the time.
The only things out there [in elec-
tronie dance music] were the Shamen
and the Orb.” In the summer of 1995,
the Chemical Brothers provided
Junior with the top 10 album “Exit
Planet Dust” before departing for
Virgin.

“We've also done lots of one-off
singles,” says Hall, noting in partic-
ular “The Sound” by X-Press 2,
which hit the U.K. top 40 in March.
“It’s difficult to compete with the
majors on those, but if something
does well, we spend the money on
something else.”

Although Hall admits that many
industry backseat drivers have told
him he should have held on to the
Chemical Brothers (who recently
achieved a U.K. No. 1 single for Vir-
gin with the Noel Gallagher collabo-
ration “Setting Sun”), he has no
qualms. “Everyone says we should
have kept them, but at the time
nobody was willing to stump up any
money to help us to do it,” he says.
“And the money we earned from Vir-
gin was the money we spent on the
Underworld campaign.”

HARRIS DEAD AT 62

(Continued from preceding page)

With titles like “I Need Some Mon-
ey” and “That Is Why You're Over-
weight,” his work seemed overly sil-
ly. It helped instill a now common
viewpoint of Harris being a minor fig-
ure. To many, the trite music over-
shadowed the inspired soloing.

However, subsequent records for
European labels Steeplechase, Time-
less, and Enja all suggest that Harris’
chops were refined. Enja’s 1993 date
“Listen Here: The Funk Projeet” and
1995’s “Dancing By A Rainbow” both
find the saxophonist going for the
thrills, using uncommon phrasing,
and stressing the surprises of dynam-
ics while playing over commonplace
backbeats. One of the pieces on “Rain-
bow” perhaps explained his artistic
trajectory best: “It’s All Just Fun
And Games.”
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BILLBOARD’S WEEKLY COVERAGE

BREAKING THE STREAK:
Following the time-honored
and increasingly common
DIY ethic, Capitol Records
ska signing Less Than Jake
has built a rabid following
over the yvears in its home-
town of Gainesville, Fla. The

Out Of The Shadows.
“Endtroducing . . .", the
much-anticipated debut by
Mo’ Wax hip-hop artist D.J.
Shadow, will street Tues-
day (19). As the first artist
signed to Mo’ Wax, the
Davis, Calif.-based Shadow
is often credited with pro-
viding the label’s sonic
blueprint and inspiring the
trip-hop movement with his
“Legitimate Mix” and
“InfFlux” singles as well as
his “What Does Your Soul
Look Like?” EP. R&B/dance
press includes a cover
story in Urb magazine. Mo’
Wax will service the
album’s first single to col-
lege and modern rock sta-
tions in January.

band’s first major-label
album, “Losing Streak,” was

released Nov. 12.

Sources at Capitol say that
the prolific and grass-roots-
minded act has sold a combined
20,000 units of its previous
albums. The band, which
prides itself on a relentless
tour schedule and energetic
performances, has been fea-
tured on various compilations
and also produced a series of 7-
inch singles.

This experience, says Capi-
tol director of marketing
Stacy Conde, has helped the
band ally itself with
the label’s promo- ./
tion and marketing
efforts,

“They came to us
wanting to be indepen-
dent still, and we were
comfortable with that
because they know
what it's like heing
responsible for getting
things done,” says
Conde.

“We have them
doing a lot on their

[

OF HOT PROSPECTS FOR THE

Growing Wild. Reprise rock
threesome Darlahood has been
making continuous gains on
the Mainstream Rock Tracks
chart with its debut single,
“Grow Your Own,” which is No.
23 this week. The band is mak-
ing promotional appearances
San Antonio, Texas; WKLS

at such radio stations as KISS
Atlanta; and WSTZ Jackson, Miss., in support of its album
“Big Fine Thing,” released Oct. 22. Early press includes Gui-
tar, Guitar World, and Drum magazine coverage.

REGIONAL HEATSEEKERS NO.1s

P

L Merril Bainbridge, The Garden
[___ e S|

MOUNTAIN NORTHEAST

EAST NORTH CENTRA|
[‘i Merril Bainbridge, The Garden

Tx Y

_ !-‘ MIDDLE ATLANTIC
WEST NORTH CENTRAL (

Akinyele, Put It In Your Mouth

JAZZED: Krasnow Enter-
tainment/MCA artist Vanessa
Daou is making a smooth tran-
sition from dance to jazz sta-
tions, as the album “Slow To
Burn,” which includes the No. 1
dance hit, “Two To Tango,”
begins to make inroads at jazz
stations such as WQCD New
York, KBLX and KKSF San
Franeisco, and KOAT Dallas.
The album was released Sept.
24,

Meanwhile, session trum-
peter Mac Gollehon’s debut
album, "Mac’s Smo-
kin’ Section,” is pick-
ing up airplay in
major markets. The
album, released by
McKenzie Entertain-
ment Oct. 14, is in
heavy rotation at
WPLM Boston,
WEFM Baltimore,
and KCEP Luas

Merril Bainbridge, The Garden | =
= - I =

—=o
SOUTH ATLANTIC

™
[ _ ,l,/ Ann Nesby, 'm Here For You

Vegas. Cable music
operators DMX and

y Muzak’s syndicated

~ PACIFIC
Merril Bainbridge, The Garden V

own,” she adds, “in-
cluding handling a
10,000-piece fan club
muailing, fanzine
press, and Internet
activities.”

According to Conde, the act
sold nearly 1,000 units of “Los-
ing Streak” at venues during
three performances in the
Gainesville market.

Capitol serviced college
radio with the album Oct. 24
but will not be sending it to
commercial stations until the
first quarter of *97.

SOUTH CENTRAL
Michael Salgado, De Buenas Raices |

THE REGIONAL ROUNDUP

Rotating top 10 lists of best-selling titles by new and developing artists.

NORTHEAST
. Fun Lovin’ Criminals Come Find Yourself
Merril Bainbridge The Garden
The Cardigans First Band On The Moon
Bounty Killer My Xperience
Local H As Good As Dead
Akinyele Put It In Your Mouth
. Republica Republica
. Kula Shaker K
Amanda Marshall Amanda Marshall
10. Pauia Cole This Fire

MOUNTAIN
. Merril Bainbridge The Garden
Kenny Chesney Me And You
Trace Adkins Dreamin’ Qut Loud
. Paul Brandt Calm Before The Storm
Fun Lovin’ Criminals Come Find Yourself
Gary Allan Used Heart For Sale
Kevin Sharp Measure Of A Man
. Republica Republica
. BR5-49 BR5-49
. David Kersh Goodnight Sweetheart

SeomNou AN~
CENDL AW -

—

“Jazz Flavors” are
also favoring the
album.

M AJOR COVER-

AGE: “Don’t Be,” a
track from HighTone modern
rockers AstroPuppees’ debut
album, “You Win The Bride,”
will be covered by none other
than “Beverly Hills 90210”
dropout Shannen Doherty.
The saucy actress will be fea-
tured performing the song on
the NBC-TV movie “Friends
"Til The End,” which airs in
February of next year. Kelly

HEATSEEKERS CHART < BY DOUG REECE

Ryan, the act’s lead singer, was
brought on board as a vocal
consultant for the actress.

AstroPuppees will perform
at an album release party Nov.
12 in Los Angeles.

ROADWORK: SpinART
recording act the Technical
Jed tour through the month in

Enough Already. Mila
Mason, whose debut
album, “That's Enough Of
That,” was released by
Atlantic Nashville Sept. 19,
is experiencing a radio
boom with the album'’s title
single. Major supporters of
the track, which debuted
July 29, include country
stations KILT Houston;
WRBQ Tampa, Fla.; and
WFMS Indianapolis. Mason
has also been visible on
TNN, making multiple
appearances on the net-
work’s “Prime Time Coun-
try” and “Country News”
programs, in addition to a
showing on “Countdown At

The Wildhorse Saloon.”

support of its album, “The
Oswald Cup,” released Sept.
17.
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H BY J.R. REYNOLDS

LOS ANGELES—After purchasing
the North American licensing rights to
the Sugar Hill Records catalog in June
1995, Rhino has assembled a five-CD
boxed set that reviews the historic rap
label’s most noted music.

Scheduled to arrive in stores Feb. 4,
1997, “The Sugar Hill Records Story”
comprises 56 of the label’s greatest hits
and hip-hop tracks—all of which have
been digitally remastered.

Rhino urban product manager/cata-
log development director Quincy
Newell says, “We thought that this was
a good package to come with to pay
homage to some of the originators of
hip-hop musie.”

Among the acts featured on the set
are the Sugar Hill Gang, Grandmaster
Flash & the Furious Five, the Treach-
erous Three, the Sequence, Funky Four
+ One, Busy Bee, and Spoonie Gee.

“The tracks featured on the set were
selected by the Rhino R&B staff with
the help of outside hip-hop historians,”
Newell says.

Sugar Hill Records was formed in
1979 by co-founder and president/CEO
Joe Robinson Sr. after folding his pre-
vious label, All Platinum Records—a
company that he formed in 1971—
when it “ran into problems.”

“We named Sugar Hill Records after
an area in Harlem [N.Y.] where I lived,”
says Robinson.

Although rap music originated in the
mid-"70s as an underground music

& MUSIC

Rhino Tells Sugar Hill’s ‘Story’

Boxed Set Compiles Seminal Label’s Tracks

form, it wasn’t until 1979, when Engle-
wood, N.J.-based Sugar Hill Records
released “Rapper’s Delight,” that rap
music became a commercial commodi-
ty. Recorded by the Sugar Hill Gang,
“Rapper’s Delight” sampled Chic’s hit
“Good Times” and peaked at No. 4 on
the Hot Soul Singles chart in 1979.

As a result of the single’s success,
Sugar Hill Records went on to help
popularize rap through its innovative
12-inch vinyl, singles-only approach to
marketing. In some retail quarters, the
industry was initially resistant to a new

configuration.

Says Robinson, “At first it was chal-
lenging for us to market 12-inch sin-
gles because they were wholeselling
for $2.25, vs. the traditional 7-inch sin-
gles that were wholeselling for only 60
cents.”

On the radio side, the label also
found it initially difficult to gain that

Rhythm & Blues Foundation To Honor
Four Tops And Other Heritage Acts

Motown recording act the Four Tops
will receive the Rhythm & Blues Foun-
dation’s Lifetime Achievement Award,
and 10 other heritage R&B recording
acts will also be honored, during the orga-
nization’s eighth annual Pioneer Awards.

At a presentation scheduled to oceur
Feb. 27 at the New York Hilton, the
foundation will issue financial awards
totaling $230,000 to pioneering artists
in R&B. At press time, the hosts for the
show had not been announced.

Says Rhythm & Blues Foundation
executive director Suzan Jenkins, “This
year, the [foundation] trustees wanted
to award an act that not only epitomizes
R&B, but also recognize a group that
possesses the tenacity needed to stay
together for 43 years.

“The music that the Four Tops made
penetrated into the very fabric of
America, and their lives have been con-
sumed by this music and it's an
acknowledgement by their peers that
is well deserved.”

Motown board chairman Clarence
Avant will serve as honorary chairman
for the event, which is to take place dur-
ing Grammy Week.

“We're proud that Clarence agreed
to serve as honorary chairman,” says
Jenkins. “We have to become more
responsible for ourselves and take care
of our own—no matter the color—and
1 think the foundation is making that
statement. With someone such as

Clarence involved, one who’s known for
being no-nonsense, it raises awareness
and helps reinforce the importance of
the organization and its efforts.”

This year’s Pioneer Award recipients
are vocalists William Bell, Gary U.S.
Bonds, Clarence “Gatemouth” Brown,
Gene Chandler, Little Milton, and Glo-
ria Lynne; instrumentalists Phil Up-
church and Van “Piano Man” Walls; and
performance groups Smokey Robinson
& the Miracles and the Spinners.

Since its inception, the Rhythm &
Blues Foundation has given more than
$1.7 million to R&B artists of the '40s,
’50s, and "60s—most of whom were vic-
tims of inequitable royalty compensa-
tion during their careers.

The foundation has set a goal of issu-
ing awards totaling $2 million by the
end of the decade. “We can never right
the wrongs done to our great artists so
long ago, but we can do our best to rec-
ognize and honor them today for their
past achievements,” says Jenkins.

Other R&B Foundation programs
include the Doc Pomus Financial Assis-
tance Program—which provides emer-
gency financial assistance and funding
for R&B artists’ health care. The foun-
dation also acts to educate the publie
about the artistic, cultural, economic,
and political impact that R&B music
has made worldwide and works to pre-
serve the history of the art form.

J.R. REYNOLDS

first airplay spin of “Rapper’s Delight.”
After Sylvia Robinson, his wife and
label co-founder, completed production
of the record, dubs were made and ser-

viced to stations around the country.
One of the programmers who
received the track was Jim Gates of
WESL St. Louis, who was also a DJ.
“After I convinced him to play the
record just once, {the listener response]
ended up jamming the phone lines,”
recalls Robinson. “That night, a local
distributor phoned in with an order for
30,000 records. It was so bizarre that
the next day I called retailers in the
market who confirmed that the record
(Continued on page 26)
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Solar Funk With A Thump. Thump Records president Bill Walker, left, shakes
hands with Solar president Dick Griffey after negotiating a licensing deal to
release “Old School Funk,” a compilation of songs originally recorded by Solar
acts. Included on the 14-track package is Midnight Star’s “Freak-A-Zoid,” E.U.’s
“Da’Butt,” the Whispers’ “Rock Steady,” and Sheena Easton’s “Sugar Walls.”
The set hits stores on Friday (22) and is manufactured and distributed by EMI-
Capitol Music Special Markets.

MOTHERLAND MECCA: Music industry executives
are being solicited to attend the fourth African-African-
American Summit, scheduled to take place in Harare, Zim-
babwe, July 20-26, 1997. The purpose of the meetings is to
stimulate economic development of the African continent,
especially among African-American investors.

A battalion-size contingent of American businesspeople
are expected to join the Rev. Leon Sullivan as he leads
the charge to southern Africa. Sullivan is founder and
chairman of the board of the 20-year-old, Philadelphia-
based Opportunities Industrialization Centers (OIC) of
America—an employment training and retraining orga-
nization with offices in 100 U.S. cities—founder and chair-
man of OIC International, and president of the Interna-
tional Foundation for
Education and Self-Help. ———————————

The summit begins as U.S.
travelers converge on London The
July 18, 1997, for a rest stop
that includes a reception that Rhythm
cand the
Blues

will be attended by U.K. busi-
nessmen, dignitaries, and
members of Parliament. From
there, registrants fly to Johan-

Southern African Summit To Tap U.S. Music
Industry Executives Into Vast New Market

Advance scouting of southern Africa has allowed Ham-
mond the chance to package a five-city concert tour there,
beginning with an official summit concert in Harare.

“From our perspective, to be able to go over there and
package concerts featuring American recording acts is a
breakthrough,” Hammond says. “I hope to maximize my
relationships with African-based promoters and other busi-
nesspeople and begin bringing American artists over on a
regular basis.”

In addition to a second public concert in Harare, other
cities scheduled for dates are South Africa’s Durban, Sun
City, Johannesburg, and Capetown.

Hammond says that because of apartheid, South African
consumers have had limited exposure to "70s acts such as
Shalamar, Rick James, Teddy
Pendergrass, and the Whis-
pers—all artists that the South
African consumer “just can’t
get enough of.”

“They also love today’s
artists like Luther Vandross
and Babyface, so this summit
carries a lot of opportunity for
people in the industry to make

nesburg for a presummit meet-
ing, before moving on to
Harare.

Noted for his business and
social contributions on an international scale, Sullivan sits
on the boards of several American companies and organi-
zations, including General Motors, Mellon Bank Corp., and
the Boy Scouts of America.

For the first time, Sullivan and company have reached
out to the entertainment community. “We’re hoping to get
more people in the music and entertainment industry
involved because there is a wealth of consumers in Africa
who love American music,” Sullivan told Billboard during
a Nov. 7 reception at Los Angeles’ Georgia restaurant.

“In fact, there are more blacks in South Africa than
there are here in the U.S.,” he said. “There’s a void that
exists within their entertainment sector, so just imagine
all the opportunities for doing business there, and they wel-
come our presence.”

The Los Angeles reception was organized by Hammond
Entertainment president Bill Hammond and partner
Wendy Turner. Hammond went on a fact-finding mission
to South Africa earlier this year to determine the viabili-
ty of doing business there. “There were only two labels that
1 know of over there in Johannesburg right now—Tusk,
which is owned by Warner Bros., and Sony,” Hammond
says. “The time is right for black American entrepreneurs
to go in and begin doing business.”

Hammond Entertainment is an L.A.-based special
events production company.

by J. R. Reynolds

key contacts for doing regular
business here,” Hammond says.

As in the U.S., making the
proper business connections is
essential to producing a successful concert. Hammond’s
early research mission in southern Africa has given him a
nose up on other American businesspeople seeking their
stake in the motherland lode.

Hammond’s growing presence in southern Africa is wel-
comed by ICM VP Phil Casey, who says that the booking
agency has never had a successful run of African dates.
Casey cites the instability in various African regions, com-
bined with international red tape and the lack of on-site
supervision of business dealings.

“It’s hard to know who'’s legitimate and [can] make
things happen and who can’t deliver,” says Casey. “Anoth-
er concern that we’ve had in South Africa in the past is pro-
viding shows that are accessible to black Africans.

“Because many don't have a large disposable income,
there’s a certain amount of time from when a concert is
announced to the show date that they need to save up,” he
says. “So we have to work out arrangements so that a block
of prime seats is still be available after [the poorer black
Africans] put together their money—which is a dangerous
delay for us [fiscally].”

However, with people such as Hammond on-site who are
familiar with the local promoters and overall infrastructure,
the risk of putting on shows diminishes to acceptable levels.

“If you got a guy over there that you know and trust, it’s
(Continued on page 26)
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5 3 1 3 WESTSIDE CONNECTION LENCH MOB 50583*/PRIORITY (10.98/16.98) BOW DOWN 1 98 44 36 5 KANE & ABEL NG LIMIT 50634*/PRIORITY (6.98/9.98) THE 7 SINS 29
6 4 — 2 BABYFACE EPIC 67293 (10.98 EQ/16.98) THE DAY _4 NEW ) 1 SNOOP DOGGY DOGG DEATH ROW 90038*/INTERSCOPE (10 98/16 98) THA DOGGFATHER 5_9
% % % PACESETTER » % % 60 43 35 7 NATALIE COLE @ ELEKTRA 61946/EEG (10‘98/16_.98)- T STARDUST 11
9 4 7 SOUNDTRACK A EASTWEST 61951*/EEG (11.98/17.98) SET IT OFF 3 61 | 60 | 46 5 702 BIv 10 530738+/MOTOWN (8.98/16.98) NO DOUBT | 37
8 6 2 20 | KEITH SWEAT A’ ELEKTRA 61707*/EEG (10.98/16.98) KEITH SWEAT 1 62 | 47 | 43 | 15 | UGK JwE 41586 (10.98/15.98) RIDIN' DIRTY | 2
9 7 3 10 | BLACKSTREET A INTERSCOPE 90071* {10.98/16.98) ANOTHER LEVEL 1 63 | 62 50 | 24 | LOST BOYZ @ UNIVERSAL 53010 (10.98/15.98) LEGAL DRUG MONEY 1
8 6 21 | TONI BRAXTON A’ LAFACE 26020/ARISTA (10 98/16.98) SECRETS 1 64 | %2 49 52 | R.KELLY A°JIVE 41579 (10.98/16.98) R. KELLY 1
(11)| NEWP | 1 | RICHIE RICH OAKLAND HILLS 4151 0/DEF JAM 533471 /MERCURY (10.98 EQ/16.98)  SEASONED VETERAN | 11 65 | 63 | 55 | 23 | SWV A RCA66487-(10.98/16.98) NEW BEGINNING | 3
12 5 — | 2 | DABRAT 50 50 DEF 67813*/COLUMBIA (10.98 £Q/16.98) ANUTHATANTRUM 5 66 | 50 | 31 3 %?Aldvsgovoig’}"%_gm&ga) TRUTH CRUSHED TO EARTH SHALL RISE AGAIN | 31
ii 11 5 9 NEW EDITION A MCA 11480+ (10.98/16.98) HOME AGAIN ; 67 68 52 4 ﬁ;’;‘f&'ﬁgﬁfﬁmﬁgﬁ )’2’1'5312"9’3”‘ ANGELOU BEEN FOUND | 49
15 1(2) 975 i ;ﬁ.r:z:)ZAGNUD:: i:;iﬁ;:ﬁzf ;;?;8;05/:3:;0% (10.98/16.98) = SE(;F:\ESTTL;)RV; 10 68 | 64 5 | 20 | QUAD CITY DJ'S @ QUADRASOUND/BIG BEAT 82905%/AG (10.98/16.98) GET ON UP AND DANCE | 23
1 1 . s N 69 | 55 | 44 | 12 | SILKK NO LIMIT 50591+/PRIORITY (10.98/16.98) THE SHOCKER 6
1(7; 12 180 450 i:;:i: GDE::T:?:::; T:Z:’IE::;ZOA L. ALLT:ZE;(?,\’:E’\,:i 51, 10 67 54 19 | CRUCIAL CONFLICT @ PALLAS 53006*/UNIVERSAL (10.98/15.98) THE FINAL TIC 5
NEW ) 1 TELA SUAVE HOUSE 1553/RELATIVITY (10.98/15.98) PIECEOF MIND | 18 74 | 68 8 GROVER WASHINGTON, JR. COLUMBIA 57505 (10.98 EQ/16.98) SOULFUL STRUT | 45 |
19 16 13 12 | OUTKAST A LAFACE 26029%/aRiSTA (10.98/16.98) ATLIENS 1 72 | 54 | 39 5 SOUNDTRACK 40 ACRES & A MULE 90089/INTERSCOPE (10.98/16.98) GETON THEBUS | 38
20 | 14 | 14 | 5 | JOHNNY GILL MOTOWN 530646 (10.98/16 98) LET'S GET THE MOOD RIGHT | 7 13 | 53 | 29 | 3 | PMD RELATVITY 1569 (10.98/15.98) BUSINESS IS BUSINESS | 29
NEW D 1 LL COOL J DEF JaM 534125*MERCURY (11.98 EQ/17.98) ALLWORLD | 21 81 58 26 | KENNY LATTIMORE COLUMBIA 67125 (10.98 EQ/16.98) KENNY LATTIMORE | 31
%5 | 69 59 10 | TINA TURNER VIRGIN 41920 (10.98/16.98) WILDEST DREAMS | 26
%) 2(1] Z ;; ;::KB?;T;SEF:/T:E (71::&;;5\;1\( PS e Loomr:'lj : 76 | 76 | 66 | 58 | MARIAH CAREY A® COLUMBIA 66700 (10.98 EQ/16.98) DAYDREAM 1
TR f)ogpg;E’;lecf'::;f‘;i’/zzs:RYBE e p—— e 77 | 82 | 61 | 64 | THUG LIFE @ DEATH ROW/INTERSCOPE S0608/PRIORITY (9.98/15.98) VOLUME | | 6
24 24 26 | THE ISLEY BROTHERS @ T-NECK 524214/ISLAND (10.98/16.98) MISSION TO PLEASE 2 2 s ggg’g C':Em?"“c%%‘(gglgig M|LYA R R e DA BT AN I 6
2 18 | — 2 AZ YET LAFACE 26034/ARISTA (10.98/15.98) AZ YET 18 79 | 66 63 | 25 | TOO SHORT A DANGEROUS 41584*/JIVE (10.98/16.98) GETTIN' IT (ALBUM NUMBER TEN) 1
27| 19 | 15 | 32 | MAXWELL @ cowumsia 6434 (7.98 ear11.98) MAXWELL'S URBAN HANG SUITE | 8 80 | 85 | — | 2 | BEBE & CECE WINANS SPARROW 37048 EMI (10.98/15.98) GREATEST HITS | 80
28| 2] 9 5 | JERU THE DAMAJA PAYDAY/LONDON 124119*ISLAND (10.98/17.98)  WRATH OF THE MATH | 3 81 | 84 | 76 | 25 | MONIFAH UPTOWN 53004 /UNIVERSAL (10.98/15.98) MOQDS...MOMENTS | 4
29 | 27 | 28 | 24 | ANN NESBY PERSPECTIVE 549022/A&M (10.98/14.98) I'M HERE FORYOU | 27 | 82 | 8 | 72 | 11 | MC LYTE EaSTWEST 61781+/EEG (10.98/16.98) BAD AS | WANNA B | 11
30 | 23 | 22 | 7 | MINT CONDITION PERSPECTIVE 549028/A&M (10.98/14.98) DEFINITION OF A BAND | 13 83 | 73 | 62 | 10 | DRU DOWN RELATIVITY 1531* {10 98/15.98) CAN YOU FEELME | 14
32 | 27 5 GINUWINE 550 MUSIC 67685/EPIC (10 98 EQ/16.98) GINUWINE... THE BACHELOR | 25 84 | 70 | 70 | 14 | FACEMOB INTERFACE/RAP-A-LOT 41336/VIRGIN (10.98/15.98) THE OTHER SIDE OF THE LAW 6
32 | 31 | 19 | 11 | AALIYAH @ BLACKGROUND 92715/AG (10.98/16.98) ONE iN A MILLION 4 8 | 15| — 2 | EARTH, WIND & FIRE PYRAMID 72621/RHINO (10.98/15.98) GREATEST HITS LIVE | 75
33| 29 | 25 ] 6 [ CURTIS MAYFIELD warNer 8roS. 46348 (10.98/16.98) NEW WORLD ORDER | 24 100 | 57 | 4 | POORRIGHTEOUS TEACHERS THE NEW WORLD ORDER | 57
34 | 26 | 20 ] SOUNDTRACK @ BIG BEAT 92709*/AG (10.98/17.98) HIGH SCHOOL HIGH 4 87 | 80 | 1N 15 | GEORGE BENSON GRP 9523 (10 98/16.98) THATS RIGHT | 33
3 | 25 | 18 | 7 | THE DAYTON FAMILY RELATIVITY 1544 (10.98/15.98) FBI | 7 88 | 92 | 75 | 22 | HELTAH SKELTAH DUCK DOWN 50532+/PRIORITY (10.98/16.98) NOCTURNAL | 5
36 | 30 | 26 | 23 | VARIOUS ARTISTS @ 50 S0 DEF 67532*/COLUMBIA (10.98 EQ/16.98) SO SO DEF BASS ALL-STARS 9 RE-ENTRY | 68 | MONICA A ROWDY 37006-/ARISTA (10.98/15.58) MISS THANG 7
31 | 33 | 34 | 22 | JOHNNIE TAYLOR MALACO 7480 (9.98/15.98) GOOD LovE! | 15 NEWD | | | VANESSA WILLIAMS MERCURY 532827 (11.98 EQ/17.98) STAR BRIGHT | 90
86 § 08 L 2 LoD Ao (e OE) HEICIEa0 D W 91 71 — 2 TAKE 6 REPRISE 46235/WARNER BROS. (10.98/15.98) BROTHERS 71
Il 3 R NAS A% COLUMBIA 67015 (10.98 EU16.98) WSS L 92 90 69 23 | SOUNDTRACK A DEF JAM 5319117/MERCURY {11.98 EQ/17.98) THE NUTTY PROFESSOR 1
8 ) 4 : UL S S D e S DAL [LLADELPH HALFLIFE : 93 | &7 60 10 | SOUNDTRACK MCA SOUNDTRACKS 11498/MCA (10.98/17.98) BULLETPROOF _37 ]
41 | 39 | 37 | 79 | 2PAC A INTERSCOPE 50609*/PRIORITY (10.98/16.98) ME AGAINST THE WORLD 1 94 | 72 | 64 | 51 | LL COOL J A? DEF JAM 523845+ MERGURY (10.98 EQ/1 7 98) R n
o) il QY ECEyzooi s o teoTGRERE) ROMININOO RIMOUTHIER) s 95 77 67 30 | MASTER P @ NO LIMIT 53978*/PRIORITY (10.98/16.98) ICE CREAM MAN 3
43 | 38 | 42 | 69 | BONE THUGS-N-HARMONY A‘ RUTHLESS 5539*/RELATIVITY (10.98/15.98) E. 1999 ETERNAL 1 9% | 91 77 7 SOUL FOR REAL UPTOWN 53012/UNIVERSAL (10.98/16.98) TTL. 79 N
57 | 48 | 23 | DONELL JONES LAFACE 26025%/ARISTA (10.98/15.98) MY HEART | 30 RE-ENTRY | 104 | SADE A7 £ric 66636 (10,98 €017 98) o 115
R ﬁvgt}ll 5535'((:1‘\1|..9'§551l6).9€)u EsTe BEATS, RHYMES AND LIFE | 1 98 | 98 | 80 | 20 | ME'SHELL NDEGEOCELLO MAVERICKREPRISE 46033MWARNER BROS (10.98/16.98) PEACE BEYOND PASSION : 15
5 | — | 2 | ALFONZO HUNTER DEF SQUAD 52827/EMI (10.98/15.98) BLACKA DA BERRY | 46 99 | 91 | 73 | 71 | D'ANGELO A EMI 32629 (10.98/15.98) BROWN SUGAR 4
4] 5-1 2 GEORGE CLINTON caPITOL 33911* (10.98/15.98) GREATEST FUNKIN' HITS | 47 100 | 83 74 15 | DAZZ BAND LUCKY 010 (1098/14.98) UNDER THE STREETLIGHTS | 42

(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 fol-
lowing the symbol. *Asterisk indicates LP is available. Most tape prices, and CD prices for WEA and BMG tabels, are suggested lists. Tape prices marked EQ, and all other CD prices. are equivalent prices, which are projected from wholesale prices. Greatest Gainer shows chiart'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/BP! Communications, and SoundScan, Inc.
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n n
TITLE (Publisher — Licensing Org.) Sheet Music Dist.
71 ALL I SEE (Shantav, BM/EMI, ASCAP/Born First.
BMI/Second Comett, BMI/EMI Blackwood, BMI) HL
™ % e Bl o opt ape o, w
) ) ENSION {DON'T EVER WOND! ny/ATV Tunes L
Compited from a national sample of airplay supptied by Broadcast Data Systems’ Radio Track service. 95 R&B stations ASCAP/Muszewell, ASCAP/tall Shur. BMVEI\%I April, ASCAP)” Compiled from a national sub-sample of POS (peint of sale) equipped key R&B retail stores which report number
are electronically monitored 24 hours a day, 7 days a week. Songs ranked by gross impressions, computed by Cross- HL of units sold to SoundScan, Inc. This data is used in the Hot R&B Singles chart.
referencing exact times of airplay with Arbitron listener data. This data is used in the Hot R&B Singles chart. 72 AT NIGHT | PRAY (Sony/ATV Tunes LLC, ASCAP/Wlld Orchid, SoundScan®
ASCAP/Bobby Sandstrom, ASCAP/BMG, [T1
92 g&lli/v&l;ll\; A(%IrooLve 7B8 OgCAP/A}mo ASCAP/JIZOE/W
x | x x | x ny/ATV LLC, BMI/Dream Team, ASCAP) HL/WBM
O o | |3 | 4K
pri aordenary, z|3|e z|w
215 é TITLE g % é TITLE a5 E{}SEMI/ENCF;%PSODgEKg/% HIG?O‘?CES%(AI;)HI(L}H) ® 2|5 é TITLE i S S| TITLE
Z | S | 2 | ARTIST (LABEL/PROMOTION LABEL) Z | ARTIST (LABEL/PROMOTION LABEL) efdman nident, lenw T3 z E
s 38 BOUNCE O DA BEAT(LCM Deep St B Cuacasound, = 2 e BLIST(LABELPROVOTION LABEL) = | 5|} ARTIST (AGELRROVOTION LABEL
FLOATIN' ON YOUR LOVE M
* & NO. 1 & % 38 | 31 | 18 | npisLey BROHERS FEAT ANGELAWINBUSH(TNECK) 30 EOWESOC\;\I;! /’g&?ﬁihm?ﬂmgie, AS(/ZAP/WB,FASCAP/Base * & NO.1 « & 38379 #(!)’é%éA?_o(ROWDY/ARISTA)
2 | 14 o AT A A ELOXTRAES skt 19 | g | HOW COULD YoU bl “ ' . i, 1| 1| 12| ERNMNE (850 MUSICEPIC)2 ws 1] [39]38] 7 | MORE TO LOVE
K-CI & J0JO OF JODEC (MCA SOUNDTRACKSMCA) 38 g:gg KNDCK TH;nl:U"STI'.ME"(LjI |7A‘§ (L:XP §MM(I:/E°K§82 o)nne Rilatto CASE (SPOILED ROTTEN/DEF JAWMERCURY)
! ASCAP/Thriller Miller. P) HL
2 | 1| 14| WHAT KIND OF MAN WOULD [ BE 44 | 24 | MEAND THOSE DREAMIN' EYES OF MINE e MR i NO DIGGITY LOUNGIN
:l(r;n cIZN[I»T:ow (PERSPECTIVE/A&M) D'ANGELO (EMI) 82 g%ﬁ%ﬁlgfsﬁg’m&%@%ﬂ %ﬁ%’:ﬁggygﬂ&s ) (D] 2 | 7 | BAcksineer trear or. ore anterscors) | |40 | 36 | 20 | {20000 (oer sammercury)
DIGG RAPPER’S BALL ASCAP/PotyGram Int', reers-BMG. BMI NOBODY
3| 3 | 16| gackstreer tFeat bR ore) anterscore | | 41| 3| 8 | E40 FeAT. T00 SRORT & Kl (SICK WD TVE) = I OVER e N (D) 4 | 8 | L0 SWeAT FEAT, ATHENA CAGE (FLEKTRAEED) a3 gggx)“r’éwwf\mgg/gﬁoom&w
PONY SNOOP'S UPSIDE YA HEAD Blackwood, BMI/Lit Dante, ASCAP/Ninth Street Tunnel THIS IS FOR THE LOVER IN YOU USE YO
(&) 4 | 13| GRUNINE (550 MUSICERIC) 42 | 41| 4 | SNOOP DOGGY DOGR (DEATH ROWANTERSCOPE) - gx&]ussﬁn:;\sc?r/[w AIPﬁL RSCAp) e unel (6 | 5 | [hivenee abc) 40 (15| sy (RC}\-;R HEART
E SEE ME (Tyme 4 Fiytes, BMI/Butter Jinx, BMI/Justin ]
() 6| 5 | LBELIEVEICAN FLY 67| 3 | COLD ROCK A PARTY Combs, ASCAP/EMI Aprl, ASCAP/LB Sam, ASCAP) HL 5| 7| 5 | UN-BREAK MY HEART 2 | YOU couLD BE MY BOO
l: ;ETL:'(:A:NER SUNSET/ATLANTIC/JIVE) MC LYTE (EASTWEST/EEG) g ng%"; (()EJ}CHT(B monS)ed ) BMVHm'O N TONI BRAXTON (LAFACE/ARISTA) 65 THE ALMIGHTY RSO FEAT. FAITH EVANS (RAP-ALOT)
H NEVER LEAVE ME ALONE rganized Noize. eople,
6 | 5 |17 &z ¥er (aracemmrisTA) 94 | 5| NATE COGFEAT, SNOOP DOGGY DOGG DEATHROW) a'%ﬂmw Mob, 5zt Boty, ASCAP/Chysals, M) Y sl WWSE‘QILTII-OLN('\%EX £ Wi You M ng"hggT?gNF(MCA)
7 | g | THIS IS FOR THE LOVER IN YOU WHY | LOVE YOU SO MUCH 13 DON'T LET GO (LOVE) (FROM SET IT OFF) (Organized FALLING YOU'RE MAKIN' ME HIGH/LET IT FLOW
(D BABYFACE (EPIC) 4533 | 34| \ionica (ROWDY/ARISTA) 3°‘Ze' BMVHMA’S%’AW%”MM ASCAP/Rondor, ASCAP/One 121 8 | \ONTELL JORDAN (DEF JAM/MERCURY) 45 42 | 25| 165 BRAXTON (LAFACE/AFtIVSLTA)
I' Ghetto Hoe, P/Warnes Chappell/Belt Star,
(8) 9 | 9 | UN-BREAK MY HEART 46|36 LET'S GET THE MOOD RIGHT ASCAP/AI WEM WHAT KIND OF MAN WOULD [ BE WHAT'S LOVE GOT TO DO WITH IT
(& TON! BRAXTON (LAFACE/ARISTA) 16| [OHNNY GILL (MOTOWR) 67 1o THI/AN:%IZ:;‘(\Z%AIJE,) ASCS‘})P/DOH% ASC?SP/KRD Me 9 | 12| MINT CONDITION (PERSPECTIVE/ABM) 46 | 46 | 10| JARRENT FEAT, ADINA HOWARD (NTERSCOPE)
I'M STILL IN LOVE WITH YOU NO TIME Humble, mokin’ Sounds, ASCAP/Slap-Roc, TELL ME :
9110 10| Newepimon tica) S0 | 8 | |3 FEAT PUFF DADDY (UNDEASBIG BEATATLANTIO ASCAP/Mr Peanut Butter, ASCAP) WBM 91 3 | 14 bR Lt ustanD) 47| 45) 20 L%’EJ S.Lv"é)“ e
LL ME TOUCH ME TEASE ME ® fﬁos"»? BTTLHINK ‘)@‘c’g'/'r‘ﬁ”'"m B%MEHS Glmlhmey
08|19 , BMI/T Lucus, P/The Waters Of Nazerath, BMI/Str8 LAST NIGHT THE MOMENT
DRU HILL (ISLAND) 4814031 FOXY BROWN (SPOILED ROTTENDEF JAvI) ;rso&;l/xg Bﬁ{tnT ASCAP//rKevm V]\_Igles, ASCAP/Justin Combs, 10|10 14 AZ YET (LAFACE/ARISTA) 48|44 4 KENNY G (ARISTA}
Mi Apri, ASCAP/Total's Thing, ASCAP} 7
R fnglﬁlfIETPJORDAN (DEF JAM/MERCURY) 64] 2 ?ﬁﬁ,{ﬂ @L’X‘(I:kgr%ﬁwomumnc) e ESLEVAPRS(ME&VOUNC"’V““S ASCAP/Gral Booty, D 25| 3 | §2 \?‘OEULEE JEAGS?V‘(/ES)T\//EEE)G) (4| Wb IoGR'gMJF(’r?c%’
9 FALLING (Driveby, BMYX-Men, BMI/New Line, BMI/Sony/ATV e
12112 | 16| STEELO 50 | 45 | 21 | THE THINGS THAT YOU DO 12| 5 | 14| MISSING You ELEVATORS (ME & YOU)
702 (BIV 10/MOTOWN) GINA THOMPSON (MERCURY; LLC, BMI) HL 50|53 |18
L2 B oot SN ) = ;'ggﬁy,gn%" '3,';:}@‘3“,5 g'“g ,3:;'9 e BRANDY, TAMIA, G, KNIGHT & C. KHAN (EASTWEST) b OUTKAST (LAFACE/ARISTA)
it 0 NO TIME FRO N
2|3 TONY TON! TONE (MERCURY) BD 65 | 4 MAKAVELI (DEATH ROW/INTERSCOPE) 57 FRONT LINES (HELL ON EARTH) (Careers BMG, BMI/Albert 13|16 UL’ KIM FEAT. PUFF DADDY (UNDEAS/BIG BEAT) 51|58 2 MosggELEL 1Egu(FELL ON EARTH)
. Johnson, BMYBMG, ASCAP/Juveniie Hell, ASCAP)
ASCENSION (DON'T EVER WONDER) 1 JUST CAN'T STREET DREAMS READY, COMES
16 | 25 | WAXWELL (COLUMBIA) (52| 58 | 4 | FAS EVANS (BIG BEATATLANTIC) 80 (G,ﬂn',g% ':eE RBWP%?)MESD%SJ,&?RZ:O&&HA%O&P) 18113 3 | Ras coumsin 52|49 | 12| SouThsybe B.o.1Z. (mgscgfmsm

MISSING YOU 99 GETTIN' IT (Zomba. BMI/Srand, BMI/Rubber Band,

15 | 15 | 17 | geaipy, Tavia, & Kot &€ keian exstwesteeey | [ 99 | 37| 11 5:1’%.’}92%9;!‘ (%m SOUNDTRACKS/MCA) - g%/gongg'(&O?ﬁmmbﬁgﬂchemk BMB HL/WBM 1|0 2 ?8 2’&8 ook %;'»A(‘ASOUNDTRACKS/M(‘A) 53599 gﬂ%@&ww CLAPPAZ (DUCK DOWNPRORTY)
alaco,

IF YOUR GIRL ONLY KNEW YOU CAN'T STOP THE REIGN 36  HIT ME OFF (MCA. ASCAP/'m The Man, ASCAP/Dinky B, FLOATIN' ON YOUR LOVE STAY Wi E

161116 AALIYAH (BLACKGROUND/ATLANTIC) 6|5 SHAQUILLE ONEAL (T.W.ISM/TRAUMAN ASCAP/Jizzy Mo, ASCAP/BMD, ASCAP/BeIedat ASCAP/Biv 16159 THE ISLEY BROTHERS FEAT. ANGELA WINBUSH (T-NECK) 6712 JASOII vvgswsy(momwm
17 14| 20 | USE YOUR HEART 55 (48 | 15 | PO PIMP 9% #%#&E@%IMHZSCAE; BMI/Horace Brown, BMI/) (1) STEELO () NEVER MISS THE WATER
tin 1D[19] 11 —1 1
SWV (OAKLAND HILLS 41510/RCA) DO OR DIE (FEAT. TWISTA) (RAP-ALOTNOO TRYEE) Combs, ASCAP/EMI Apn",mm,mgﬁ°9 r;"'v’v'};M us 702 (BIV 10/MOTOWN) CHAKA KHAN FEAT. MESHELL NDEGEOCELLO)
16 HOW COULD YOU (FROM BULLETPROOF) (Sony/ATV L,
1 ONLY YOU BOW DOWN BOW DOWN SET IT OFF
B 18| 28 | )5 fear. e notorous B1G. a0 BovarsTA) | | 98 | 47 | € | WESTSIOE CONNECTION (LENGH MOBPRIGRITY) gm%gg}’rlﬂg gml‘//lfg"(‘,’”oz“"’l’e" %"md LBM' aything, 18 17 | 10 | Westsioe connecrion encrwospriory) | | 98 | 57 | 11| Srcanizen noize (eastwesT/EE®)
GET ME HOME STRESSED OUT 34 HOW DO U WANT IT/CALIFORNIA LOVE Uoshua's Dream, SITTIN' ON TOP OF THE WORLD
199214 FOXY BROWN FEAT. BLACKSTREET (VIOLATORDEF JAM) 5715210 A TRIBE CALLFD QUEST FEAT. FAITH EVANS (JIVE) BMU/Interscope Pearl, BMI/Warner-Tamerlane, 19187 DA BRAT (SO SO DEF/COLUMBIA) 5|51 17 AM;L(K'E%EE/UNIVERSAL)
20| 19 | 27 | YOU'RE MAKIN' ME HIGH ATLIENS ngég%eku/mwag&ﬁ?cﬁ%u I COME SEE ME GIVE ME ONE REASO
S, mbassy, BMI

TONI BRAXTON (LAFACE/ARISTA) 98|55 | 7 | GUTKAST (LAFACE/ARISTA) 37 ;3 c/lx/ré;r ngOEUP BABBV (|/rE [ omb)a BMIRR | Kelly, 381 3 | 112'(BAD BOVIARISTA) 98 | 54| 21 | TRacy cHaPmAN (ELEKTF?NEEG)

1 AIN'T MAD AT CHA LOUNGIN MI/Sory/ATY LLC, BMIECat, BMI) WBM/M NEVER LEAVE ME ALONE
(ZD) 22| 14 | 2680 eATH HOW/NTERSCOPE) 59|46 | 26 | [ "coor J (OEF JAWMERCURY) 13 &:g‘s‘gn‘“‘\“s'-ci\)g/w;“w (‘g"ﬂ‘”‘a B%Ch ASCAPMass 20| 21| 3 | N pos Fea SN00P D0GGY oo peatrowy | | 99| 60| 19 oINS WARNER BROS.)

YOUR SECRET LOVE WORLD SO CRUEL 61 1 GOT IT BAD (Tewin Campbell, ASCAP/Human Rhythm, PO PIMP .

22| 17115 | |THER VANDROSS (LVIEPIC) | 1| FLESH-N-BONE (MO THUGY/DEF JAMMERCURY) - m@mr;‘gﬁéarﬁl%cgﬁ?ggﬂsé s;s\ngAAl;)CYXg/thlApnl 22|16 | 21| 150n D (reaT TWISTA) (RAP-A-LOTNOO TRYBE) | | g&/!\-l)LE?(EhngT‘E)bVE)E ALSD)

KNOCKS ME OFF MY FEET | CAN MAKE IT BETTER ) ' WHY | LOVE UCHAINT NOBOD!

@ 24110 DONELL JONES (LAFACE/ARISTA) = LUTHER VANDROSS (LV/EPIC) 7. ﬁcérzu IN LOVE WITH YOU/YOU DON'T HAVE TO 314118 Zmﬁ I}-TOIANA&SSOLW}E’RESEYP e 61143125 MONIch (ROVYI%J/}S\QISMTA) aY Y
. ; WORRY (EMI, ASCAP/Flyte Tyme, ASCAP/EMI April, e EYES
223 | % | (NS TRRar ELekTRaes) 832 EE‘S‘J@ R oM Combs, Bt St T, EM Dnatone, 2| 24| 4 | B NG O A 2]y Sk 201 VE SN DTG Rt S er i

I'M STILL WEARING YOUR NAME {T'S ALL Al u 78 ITAIN'T EASY (LIVIN' WITHOUT ) (Rodney Shelton. THINK ABOUT MEETS
@ 26|14 ANN NESBY (PERSPECTIVE/A&M) K sws (okhLAEgLHLLs 41510/RCA} = f\%ﬁ/&@ﬂ? gun ;\?CA TR BMeljJ (@D 28| 5 TOTAL {BAD BOY/ARISTA) ! B - -3 th:‘lJE:vnsM(n?\eFLn?Lg?v[/)/\Ergm BROS.)

rack feam, alos, unior, [

BEEN THERE DONE THAT WHO IS HE AND WHAT IS HE TO YOU CAP/Robert Carter) MUSIC MAKES ME HIGH WU-WEAR: THE GARMENT RENAISSANCE
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EN VOGUE (EASTWEST/EEG) CASE (SPOILED ROTTEN/OEF JAM/MERCURY) 60 ;\gw/gggh?gap)uman Rhythm BMYoung Legend, FEAT.KCaND Joson e rowmviersoore) | | 88 55| 30 | 1o7aL (8aD BoviarisTa)
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. Fugees A Cypress Hill A.Kris Krass A'Call O' Da Wlld A .Mac Dadc{y A Fort’e ®
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. ' »  SLAM JAMZ

Hyenas I The Desert A Son of Melquan
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RECORDS GROUP
“Cotunbia” Reg, U.5. Pat. & Tin Off. Marca-Registrada A9 1996 Sony Music Entertainment inc.
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In 1997, the major challenges to artists and labels
will involve doing everything they can to eliminate
rap's black eye. Independent-label execs will have to
lTearn more about the business they've gotten them-

selves into.

other genres.

BY HAVELOCK
KELSON

he clock keeps ticking; time
is slipping. And, during the
last 12 months, rap has
kept keeping on despite a
few growing pains. It wide-
tracked along and over the
hip-hop highway, and as its artists
crossed the hump that was 1996, the
music moved onto a creative precipice.

Such acts as the Fugees, Busta
Rhymes, A Tribe Called Quest, Nas,
Bone Thugs-N-Harmony, Quad City DJs,
Crucial Conflict, Dr. Dre, Jay-Z, Goodie
Mob, Outkast, The Roots and Non-
chalant managed to break through to
the mainstream, but mostly rap became
more separated from the overall pop
pie. The industry is undergoing an
assimilation process, turning into mcre
of a “bottom-line thang.” And despite
the many hard-edged voices shouting,
“Keep it real!,” the music has become
less rebellious and more dangerous and
insular than ever before.

“It's all business now,” says Jay-Z,
co-founder of the Priority-distributed
indie Roc-A-Fella, where he is also a
gold-selling artist. The feeling shared
by several industry observers is that all
involved parties must now do all they
can to prevent the form from falling
over the edge.

Duck Down Records CEO and former
Black Moon frontman Buckshot B.D.I.
says, “Hip-hop on a whole suffered last
year.”

Tommy Boy president Monica Lynch
adds, “| see the industry getting mid-
dle-aged and affected by problems
that come with that.”

And the recording artist and Def
Comedy Jam DJ Kid Kapri offers, “The
music went to one of its lowest points
because of bullshit.” Some of the
things Kapri, as well as Lynch and

Performers have to flex harder in their
mental gyms and work more toward building bridges to

S

1 * voices shout-
ing, "Keep it
real!,” the
music has

become less
rebellious

and dangerous as
well as more insular

than before.

Buckshot, is referring to are the prac-
tice of producers making samey sound

recardings, MCs spinning rhyme
schemes that reveal no new themes, a
media-manufactured civil war between
East and West Coast rap troops, other

petty rivalries and a cycle of silly vio-
lence that has resufted in a paucity of
rap clubs and live-performance oppor-
tunities in major cities like New York

SLOW GROWTH AND
FRAGMENTATION

At this critical juncture, rap has lost
some of its market share. At its early
'90s peak, it accounted for 9.2% of all
music sales. Its slice slipped down to
8% in 1994 and t0 6.7% in 1995. This
year, there will probably be a modest
gain, since recorded music sales rose
overall.

With young African-American males
continuing to be strong supporters—
and African-American females and a
lot of suburban whites increasingly
turning to new-jack R&B and alterna-
tive rock 'n’ roll respectively for their
sonic satisfaction, fragmentation has
become an increasingly important
issue.

Over the past year, such modern-
rock stylists as Beck, Alanis
Morissette, Primitive Radio Gods, Fun
Lovin’ Criminals, 311 and Rage

Against The Machine made liberal use
of hip-hop and rap elements in their
soundscapes, and after much talk

follow. They're global pioneers in the
sense that they changed a lot of minds
around the world and positively affect-
ed people who may have had stereo-
types about rap and hip-hop In gener-
al.”

The prime ambassador of rap’s new
generation, who has been attacked for
selling nihilism and materialism, was
the late Tupac Shakur, who died Sept.
13 from bullet wounds inflicted in a
drive-by shooting. His latest album, "All
Eyez On Me,” rap’s first double album,
has sold 2.6 million units since its
February release, according to Sound-
Scan.

about suburban teens abandoning
their interest in rap a year or two ago,
there appeared to be just as much hip-
hop on rock radio as there was over
top-40 and R&B airwaves.

“There is a new cycle happening,”
says Phil Quartararo, president/CEO of
Virgin Records America. “Rap and
alternative music have run a cycle on
radio.” The tracks by the “alternative”
artists flourished only in a grungy ghet-
to; core hip-hop fans did not check for
them, and this phenomenon was part
of an overall splintering trend.

“Rap and rock moved farther apart
than ever,” notes Lynch.

PIONEERS’ POSITIVE EFFECTS

In 1996, one of the few hip-hop
acts to gain cross-sectional accep-
tance and bring people together was
the Ruffhouse/Columbia band the
Fugees, whose sophomore set, “The
Score,” blazed a creative trail and sold
4.2 million units, according to Sound-
Scan. “The Fugees brought the most
important development to rap this
year,” says Bad Boy Entertainment
CEO Sean “Puffy” Combs. “They
opened up a lot of doors for others to

Mainstream breakthrough: Busta Rhymes

“Tupac was a genius the way he
manipulated the press,” says Tracii
McGregor, a writer and publicist at
Payday Records in New York. ‘“After
appearing in the movie Juice,” he
started running that whole ‘thug-life’
persona. He became news, and as the
press started flocking to him, he
became the bad boy of hip-hop. It
worked to his advantage—he sold
records—but look at how he went out
and the reaction his death drew.”

Among some middle-class blacks
and many whites, news of Tupac's
passing was met with apathy and com-
ments like, “He had it coming.” There
was little sympathy outside of rap’s
core because, even though Pac was a
complex (confused?) individual, a tal-
ented writer and a gifted actor, his
public image was that of a violent, no-
future gangster. For the general public,
Pac’s image perfectly mirrored that of
rap, which Buckshot says “became
diseased—for a while, it was like any-
body who wore the rap garment was
considered someone to be avoided.”
This despite the appearance of con-
scious stylists like Chuck D., De La

Continued on page 48
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Frezen eut by venues,
insurers and a bad rep,
the music takes alternate
reutes te get te its
audience.
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By ANITA M. SAMUELS

t is difficult to change

images of rap music. Yet

the increasingly disrup-
tive public and personal behavior
among rappers around the country has
all but guaranteed a silent "lock-
down” on rap tours. But this year's
Smokin' Grooves Tour, the six-week
tour sponsored by the House Of Blues
in West Heollywood and co-organized
by Cara Lewis, of the William Morris
Agency in Mew York, was to be the
"breath of new 1ife" that hip-hop
supposedly needed. The success of
this "black-Lollapalooza,® consist-
ing of the Fugees, Cypress Hill,
Zigay Marley And The Melody Makers,
Busta Rhymes, A Tribe Called Quest
and Spearhead, has made the indus-
try hopeful that it would serve as
an exanple to make promoters less
leery of rap-music events. And
despite it being said that the show
catered more to young white kids and
less to urban black kids because of
its crossover acts, this tour set a

Spearhead's Michael Franti with
Morris Agency’s Cara Lewis

The straight rap tour 1S no more
Mark Cheatam, a booking agent at
Intemational Creative Management in
New York, says Smokin' Grooves was
clearly an alternative to having rap on a
tour. Mr. Cheatam, who booked the
recent “Back To School Jam.”zwhich
interspersed Keith Sweat, S 112,
Bone Thugs-N-Harmony _&rid the
Fugees at Long Islands Nassau

Coliseum, says all-rap packages are
difficult to sell. “In most cases. the tour
has to be watered down with reggae
and R&B, to make it more palatable to
i te people who don’t understand the

Among the many complaints among
agents and promoters is not being able
to secure insurance for a venue.
“Most carriers for concert insurance
have a rap-exclusion clause, and when
a promoter attempts to do a concert,
the camer will say they don’'t cover
rap,” says Phil Casey, VP of the music
department at ICM’s Los Angeles

r+-r:||Je=~1. for a
explains th-e arﬂsr

rate will then become
cause it is rap.
n artist chooses to speak his
ng them,
be a unilateral ban,"”
Insurance carriers
. but there hasn’™

p
"IIIJEI'[II'IH but |I' an lr‘l

CONG 'r. the crime I.r.'iII a[jtum:::llr_':ally'
be attributed to it.”
Caontinuved on page 46
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Backed by samples of yesterday's hottest R&B hits, a new crew

managed to change the face of hip-ho

from a

hardcore aesthetic— jeans, jerseys, bitches, ho's and Heineken-

to a Dapper Don
persona: _Armani
suits, alligator
boots, Rolex watch-
es, expensive cars,
broads and Cristal.
[s it a passing

fad or a new trend
in bad-value
promotion?

BY SHAWNEE
SMVMITH

ver the past
year, while gang-
sta rap occupied
the minds of the
media and politi-
cians wying for
office, another trend in hip-hop
emerged: the glorification of material-
ism and sex. Backed by samples of
yesterday's hottest R&B hits, The
Notorious B.1.G., Junior M.A.FLA., Jay
Z and a cast of others have managed
to change the face of hip-hop from a
hardcore aesthetic—jeans, jerseys,
bitches, ho's and Heineken—to a
Dapper Don persona: Armani suits, alli-
gator boots, Rolex watches, expensive
cars, broads and Cristal.

Though the year has also witnessed
stellar comebacks by rap vets like De
La Soul and A Tribe Called Quest, and
sophomore acts the Fugees and Jeru
Tha Damaja, sex and materialism have
won media prominence hands-down.

“It's just a fad,” says EastWest artist
Yo Yo. “It's just the time and the game.
This year, Cristal is what's popping. It's
just an image for the fans. But so many
people identify with it; the idea [of sell-
ing sex and materialism] is not far-
fetched.”

“I'm just happy to say that I've gone
from here to there,” says Junior
M.AFLA's LilI' Kim, who, along with
Def Jam’s Foxy Brown, is a frontwoman

for designer name-dropping and sexu-
ally explicit lyrics. “Fashion is part of my
image. A lot of people want to dress
like this, ! just have the money to buy
it.”

Kim’s provocative style of dress has
also sparked controversy in the hip-hop
world conceming her tastefulness. “I

Notorious B.I.G.

reveal certain parts of my body
because I'm confident; | never do it to
be raunchy—you never see me
naked—I do it with class.” she says.

“What Foxy and LiI' Kim wear is no
different, timewise, than what Salt-N'-
Pepa wore,” says MC Lyte. “But | don't
think it's right to spend four minutes on
a song promoting a car you're not get-
ting a dime for. But | love my freedom
of speech, and if | want to rap about
lampshades, | don't want somebody
telling me | can't, so I'm not going to
say they shouldn’t do it because it's not
what I'm into. "

Fact is, sex and material objects can
be found in all types of music. Akinyele,
whose track “Put It In Your Mouth” can-
didly discusses oral sex, doesn't feel his
music is any different from many R&B
artists. “What's that group called talk-
ing about ‘Last night, | was inside of
you, | saw the sun, the moon, the
mountains,' —if that's not explicit, |
don't know what is. That's the R&B

"~ “IF you look at the history of black music,

~» you'll find that overt sex has always been
" a part of it—the blues is filled with overt
sexual lyrics. But the difference now is that
the gender relationships in the youth are at

an all time low. Males have painful ideas of ? §
women and females have a distorted,
materialistic view of men.”
—BILL STEPHNEY, STEPSUN RECORDS

equivalent that's getting played all
day—and that's Babyface.”

JFK JUNIOR AND THE BIG-WILLIE
TREND

Bill Stephney, CEO/founder of
StepSun Records, says sexual exploita-
tion reaches further than just R&B. “If
you look at the history of black music,
you'll find that overt sex has always
been a part of it—the blues is filled with
overt sexual lyrics. But the difference
now is that the gender relationships in
the youth are at an all-time low. Males
have painful ideas of women, and
females have a distorted, materialistic
view of men. It's not just us: sex and
materialism is big in the larger society.
JFK Jr's wedding is more important to
the media than the real issues facing
our communities.”

Yo Yo

De La Soul, whose latest album,
“Stakes Is High,"” decries the gang-
ster/Big Willie trend in hip-hop, is offer-
ing the listeners an alternative. “Hip-
hop is nothing but a mirror of what
goes on in the world,” says member
Pos Dnuos. “But everything has to be
balanced, and right now it's not.
There's more negativity going on than
positive. It's supposed to be about liv-
ing your life correctly and not living your
life like a video, because videos are
99.9% bullshit. But these kids are look-
ing at these rappers and taking heed of
that.

“Maybe ([rappers] are talking about
something that they grew up around,
but they're glamorizing it. [The videos)
are not showing any outcomes or any
fallbacks, just the glamour. Movies like
‘The Godfather' and ‘Good Fellas’ make
the villains the hero, and you want to
see them win. It's that negative side of
all humans, and it doesn’t exclude a lit-
tle kid.”

RECORD DEVELOPMENT VS.
ARTIST DEVELOPMENT
Angelo Ellerbee, CEO/founder of
Double Xxposure, a public-relations/
Continued on page 44
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The _
CO munltg
Cyberspale

chat rooms, multimedia would seem to be
a golden opportunity for urban enter-

tainment. So why's it so under-utilized?

BY LAUREN COLEMAN

ip-hop culture overall is revered for its innova-
tion, creativity and energy and is certainly
responsible for a solid percentage of the multi-
million dollars the recording industry generates
each year. However, as the multimedia industry
forges on and continues to develop, hip-hop's pres-

ence seems to plod along— with few exceptions in the music

industry. For instance, while most major labels and some larg-

er independents have finally come to the table with Websites,

many sites are painfully unimaginative when representing rap

artists. With the level of technology now available-including

RealAudio and QuickTime-it is unfortunate so many Websites are

limited in content to photos, bios and tour information. And

finding rap projects on the E-CD/CD-ROM front can be a major

game of seek-and-find. So the question becomes, is it a lack

of manpower and creativity to pioneer more projects, or is it

that the new media dollars are just not being earmarked for

hip-hop enter-

tainers?

But the large

multicultural

market that

purchases rap

music seems to

have encouraged

at least some

labels to begin

exploring the

various media

and partake of

the music's

true marketing

potential. On

the Internet front, BMG's Peeps Republic must be commended for

creating the first Website devoted entirely to the distribu-

tion company's artists of color. The site certainly has the

standard artist-bio and release-date information, but it also

includes industry gossip, autographed artists photos and

socio-political content.

TEENAGE PRODUCTION

Yet on-line efforts from entities not affiliated with labels
sometimes seem to be the most pioneering and passionate.
Pseudo.com's 88 Hip Hop is a dope online radio show that
"airs" live each Wednesday night at 6 p.m. Eastern time. It is
produced by Gordon Connors, who is said to be the only teen
producer of color with an on-line hip-hop radio show. It is
well-produced, utilizes CU-SeeMe technology and interviews
with today's top artists. Pseudo also plans to develop shows
utilizing other purveyors of urban entertainment, such as
comedians, for a show entitled "Mo' Funny Comedy" to be pro-
duced by Curtis Sherrod and Billboard rap editor Havelock
Nelson. In addition, Sonic Net is positioning itself as the
leading multi-user platform for hip-hop chats. In fact, its
chat diva, Marti Zimlin, has consistently had such artists as
Ghostface Killer, Akinyele, Run DMC and Coolio talk to fans
over the 'net.

CLAN ENHANCEMENT, DRE'S HITS
Further on the multimedia front, the Red Hot Organization's
"America Is Dying Slowly" project on Elektra, rel r

BY JEAN A,
WILLIAMS

hicago. It has all
the elements of a
great city for hip-
hop. It's a sprawl-
ing  metropolis
with a sizeable

black community and plenty of urban
stories to be told. Yet, for the past
decade or so, while everybody and his
mother was privy to record deals on the
two coasts, the rhyme-sayers of the
Midwest were left to toil in the shad-
ows, awaiting greater things.

Sure, there was the hip-hop
nation’s quiet embrace of Common
Sense, now known professionally as
Common, and his two albums
1993’s “Can | Borrow A Dollar?” and
1994's “Resurrection.” But, If mea-
sured only by what the numbers tell,
Common was a lightweight by industry
standards. And then there was 1994's
“Funkdafied” by Da Brat, who hails
from the city's West Side, but who
isn't necessarily regarded as represen-
tative enough of homespun hip-hop
talent, if you ask some. Plus, she now
lives in Atlanta. Still. Da Brat's overall
success couldn’t have hurt in attract-
ing some of the elusive spotlight to
Chicago.

Reaching further still, R. Kelly's hip-
hop driven vibe of R&B was another
tug at the ear of the record industry.

Even with all this, however,
Chicago’s hip-hop community has
thrived mostly as an underground
labor of love for dozens of groups, who
freestyle in the night at hangouts like

At it for more than a decade: Do Or Die

the Elbow Room on the North Side.

But the City's hip-hop crafters
appear to be on the cusp of better
days.

“Chicago is a sleeping giant that's
now ready to roar,” says Fab 5 Freddy,
who, along with partner Roy Comnier,
heads up the Universal Records label
Pallas.

The former longtime host of "Yo!
MTV Raps” and Cornier, who also
heads up the international promotion
company Da Join. had the biggest

hand yet in stirring the giant from its
slumber with the release earlier this
year of Crucial Conflict's “The Final
Tic,” which debuted on the Billboard
Album charts at No. 12 after it was
released in July. So far, “The Final Tic,
recently certified gold, has spawned
the gold single “Hay,” which had a
long-running hit video in rotation on
Continued on page 48
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Continued from page 34

this year, was an Enhanced CD. In
addition to the audio tracks, the disc
offered video images of artists as they
gave frank opinions about AIDS. Loud
Records promises to issue an E-CD
on the much-anticipated Wu-Tang
Clan sophomore album, and the
group itself is developing its own
Website.

Sonic Net chat guest: Run DMC

And even Dr. Dre has made certain
that his brand-new entity, Aftermath
Entertainment, is represented on the
Web. Although at press time, the site
consisted of only a home page with
the logo and release-date informa-
tion, the label estimates it is receiving
400 to 500 “hits” per day.

Clearly, these efforts indicate that
hip-hop has a place in multimedia.
Yet it has not been pushed, perhaps
because of intolerance, ignorance or
fear of new-media tools. In addition,

On-line efforts
From entities
not affiliated
with labels
sometimes

seem to be the
most pioneering

the marketing and publicity efforts to
make consumers aware of many
multimedia projects, in a culture-
specific way, have been virtually non-
existent. With such powerful forms of
communication as radio, television,
film and publishing primarily con-
trolled by those outside of the hip-
hop community, the multimedia
world would seem to be a golden
opportunity for the urban-entertain-
ment community—one that is not
being fully utilized at present. The
powerati in the industry predict that
original programming will be that
which really drives the Web. What
better source than hip-hop? The
multimedia tools are a fine platform
for marketing and creative efforts for
our industry. Il

Lauren Coleman is the owner of
Punch Media, whose online produc-
tion division develops content and
recently produced a forum for
Hollywood directors regarding sound-
tracks and urban film.
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What' ut There

PARIS With only two
albums to its credit so far, the French
multiracial rap band IAM has become
one of the leading acts of the Gallic
rap wave, after debuting in 1995 with
“Je Danse Le Mia,” one of rap’'s
biggest hits to date in France.
Meanwhile, frontman Akhenaton has
recorded his first solo album,
“Meteque Et Mat,” for the Virgin
imprint Delabel, cutting tracks in
Marseille, Naples, Capri and New
York, and co-producing the disc with
Nicholas Sansano. The album is one
of the artistic successes of the year.
At 27, Akhenaton shows skill and
maturity as a lyricist. The artist, who
has embraced the Islamic religion,
looks at the world with humor and
sometimes anger in this album. He
shoots at the Mafia (“La Cosca”),
drug dealers (“Au Fin Fond D'une
Contree”) and takes the right-wing
National Front party as a target (“La
Face B"). His lyrics deal with multicul-

turalism (“Meteque Et Mat"), unem-
pioyment (“Eclater Un Type Des
Assedics”), urban violence and racism
(“Un Brin De Haine”) and the dark
side of the American dream (“L'Ameri-
cano”). The album has already pro-
duced two hit singles—*’Americano”
and “Bad Boys De Marseille.”
Akhenaton is back in the studios with
the rest of |AM for a new album
scheduled for the beginning of 1997.

—EMMANUEL LeGRAND

LONDON - Although the
U.K. hip-hop scene generally decries
those focusing on commercial suc-
cess as “sell-outs,” two of its most
respected artists seem poised for a
breakthrough. Female rapper Phoebe

Tony Olabode

1 has raised her profile by performing
on such R&B cuts as “Do You Know
What It Takes” by the RCA act Robyn
and “If | Change My Mind” by the
group Ebony. However, the south
London crew called Black Twang, led

by articulate writer-rapper Tony
Olabode, may reach mainstream
awareness first. Black Twang's debut
album, to be released this month, has
been licensed by the small indie
“The

Sound Of Money label to Avex.

1AM

title of the album is ‘Dettwork
Southeast.” It's just about lifestyle,”
says Olabode. “That Dettwork thing is
all about networking—linking up all
over the place so that we can build a
proper scene and be able to make the
scene.” Olabode is also the guest
rapper and co-writer-producer of
award-winning R&B singer Beverly
Knight's new single, “Mutual Feeling.”

—KWAKU

TOKYO -The debut album
of Japan’s DJ Honda is the first release

by a Japanese hip-hop artist to have
any significant impact in the American
market. Recorded in the U.S. and
released there by Relativity Records in
Aprit (following its 1995 release in
Japan), the album, titled simply “DJ
Honda,” reached No. 90 on Billboard's
R&B chart in August. A new single from
the album is due to be released by
Relativity this month. Honda, whose
work features such American rappers
as Fat Joe and the Beatnuts, is set to
start work on his second album this

DJ Honda

month with a release set for next
spring i Japan and the U.S. While not
recording or doing promotion in the
U.S., Honda keeps busy with produc-
tion work back in Japan. His sound
features aense, hardcore grooves that
are the antithesis of the lightweight
pop/rap that's recently struck a chord
with Japanese music fans—and, as
such, he remains a minority taste in
his homeland. DJ Honda has soid just

Continued on page 42
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RAPIDLY CHANGING ATTITUDES,

NEWFOUND CHART

SUCCESS AND SALES ACTION HAVE PUT AN END TO

ANY DOUBTS ABOUT THE GLOBAL IMPACT

IT’S BLOWIKEG UP

(This story was prepared by Billboard
correspondents Kwaku in the UK,
Steve McClure in Japan, Ellie Weinert
in Germany and Emmanuel Legrand in
France.)

merican rap 1S
reaching  audi-
ences around the
world like never
before. As recent-
ly as the early
'90s, conventional wisdom in the
international music business held that
hip-hop, as a sharp reflection of
American culture, would not trans-
late—or sell—abroad.

However, the past year or so has
brought a breakthrough for rap In inter-
national arenas, particularly with the

EVERYWHERE.

success of Coolio in late 1995 and the
Fugees this year. The chart and sales
action of these two disparate but dis-
tinctive acts, along with inrocads made
by a number of other artists, has put
an end to any doubts about the global
impact of rap.

RAP IN THE U.K: BACK IN THE
DAYTIME

The U.K. is most closely aligned with
pop tastes in the U.S. and is the mar-
ket where the most American hip-hop
acts—Tupac on Island, A Tribe Called

“_..one of the year’s BEST

albums”

SE
LNDTRE DRLAWL TN BETHNEEN

&

-~
-

OF RAP.

Quest on Jive, Luniz on Virgin, Busta
Rhymes on WEA, Nas on Columbia
and others—have found acceptance
and chart action.

October 1995 marked a tumning
point in the U.K. when Coolio debuted
at No. 1 in the “official” U.K. singles
chart with “Gangsta’s Paradise,” the
first hip-hop record to achieve such a
feat. Unusually for a rap record, it
picked up radio support early.

“The success of ‘Gangsta’s Paradise’
is significant, because it opened the
way for others to crossover by having
rap played on daytime radio, and it
showed that 1t can work and listeners
will appreciate it,” says Martin Davis,
managing director of Tommy Boy
Records U.K.

Singles from such hardcore artists

as the Geto Boys and Shyheim, right
through to M.C. Lyte and Bone Thugs
"N Harmony, to radio-friendly acts like
Luniz and Skee-Lo, have all had chart
success in the U.K.. They have proven
that U.K. radio is receptive to U.S. rap

Highest hip-hop debut: Coolio

singles—when American labels and
artists give priority attention to the
British market.

Coolio’s success, for example, came
through a strong fan base, which he
had been building by touring and mak-
ing himself available to U.K. radio, TV
and press with previous album and sin-
gles, prior to the release of
“Gangsta’s...” His debut album, “It
Takes A Thief,” had gradually built up
some 40,000 sales in Britain.

GERMANY: MOVIE SYNERGY
MOVES UNITS

In Germany, although Coolio is
licensed from Tommy Boy to EastWest

Germany, “Gangsta’s Paradise” also
appeared on the soundtrack album
“Dangerous Minds,” released through
ICA.

“A hit is a hit,” says MCA product
manager Katharina Landahl. “The
Coolio single already sold 30,000 units
via imports before we even got started
cn promotion. The effect was visible
with the immediate chart entry at No.
15 after eight days in the shops. On
the basis of this hit and the massive
play for the video, we were able to sell
the ‘Darigerous Minds' soundtrack,
which in turmn promoted the movie. The
movie wes launched Jan. 4, 1996
after the album and the single had
already become incredibly successful.”
The single also went to No. 1 in
Germany, while the album of the same
name went to No. 3 in the market.

“There are many comparably suc-
cessful U.S. artists who are not the
least bit interested in working outside
their own market,” observes Jurgen
Sauer, product manager at EastWest
Germany. “This was much different
with Coolio—even before the release
of his debut album, ‘It Takes a Thief,” in
1994, we were able to arrange an
exiensive promotion trip and several
showcases.”

in France, the single “Gangsta's
Paradise” also hit No. 1 and sold more
than 300,000 units, while the album
has sold more than 210,000 units.
The synergy between the “Dangerous
Minds” scundtrack and “Gangsta's
Paradise” also drove sales in Japan,
where Coolio is due to mount his sec-

ond tour in the market this month.
Less than a year later, with a very
different style and sound, the Fugees
have found similar international suc-
Continued on page 42
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GLORBAL IVIPACT
Continued from page 40

cess. Once again, a key to that suc
cess has been the U.K., where the sin
gle “Killing Me Softly” spent five weeks
at No. 1 and sold more than 1.2 mil-
lion copies, propelling the album “The
Score” to No. 2 and more than
580,000 in sales.

“This is a stronger album, with
stronger pop sensibilities and stronger
songs,” says Matthew Ross, product
manager with Columbia Records U.K.
“That's the starting premise you have
to go with when you lock at the
Fugees and their phenomenal suc-
cess with ‘The Score’ album, com-
pared with their developmental suc-
cess with their debut album, ‘Blunted
On Reality.” Moving on from there,
then it comes to the receptiveness of
radio. [BBC] Radio 1 has been instru
mental in the Fugees’ success in the
U.K.. To a lesser degree, the indepen-
dent local-radio networks have come
to the party with ‘Killing Me Softly’ and
reluctantly on ‘Ready Or Not,” when it
first charted.

SCORING IN FRANCE

Germany, where “The Score” has
spent seven weeks at No. 1, is the
biggest overseas market for the

Fugees to date, according to product
manager Thomas Heymann at
Columbia Records Germany. “The early
commitment of the band towards the
German market included numerous
promotion activities and the May tour,
ncluding their performance at the

il L

Radio-friendly Skee-Lo

Rock am Ring open-air festival,” he
says. “The promotion highlight was
their impressive performance on the
Columbia Roadshow and at the SWF3
New Pop Festival presented by state-
owned radio station Sid westFunk.
Their impressive performance con-
vinced radio DJs and generated radio
support at SWF 3

“The Score” has sold more than
670,000 units in France, which is
believed to be the biggest-selling

album in France by an American rap
act, and the Sony Music imprint
S.M.A.L.L. says the album could find a
million buyers by the end of the year.
The single “Killing Me Softly” has sold
more than 650,000 units and has “a
soul touch which appeals to French
audiences,” says S.M.A.L.L. product
manager Jean-Marc Bakouch.

FUGEE PHOTOS FOR JAPAN

In Japan, “The Score” has sold near
ly 80,000 copies, including imports,
since going on sale in April, and pro-
motion again focused on “Killing Me
Softly.” Because in the Japanese mar-
ket an artist's visual image is very
important, the group did a special for-
Japan photo session

The enthusiasm for American rap
abroad goes beyond best-sellers such
as Coolio and the Fugees to broad
support for the genre among interna-
tional label executives.

‘The U.S. hip-hop scene has
reached a new level in terms of cre-
ativity and sound,” says Jean-Marc
Bakouch at Sony Music imprint
S.M.A.L.L. in France. “There is a real
artistic credibility and at the same time
a crossover potential. What's new in
France is that radio stations such as

Fun Radio or Skyrock play this kind of

music. This helps reach a wider pub-
lic.

At Columbia Records U.K., product
manager Matthew Ross says, “There’s
a gradual recognition permeating the
record companies, the marketplace
and the media that black music in
general, including hip-hop, is a valid
component of popular culture. And
that recognition is a gradual change,
which we are only starting on in the
U.K.

| EAMS, the

In Germany, MCA product manager
Katharina Landahl agrees that the atti
tude toward U.S. rap has changed in
that market: “Media has realized the
pop potential of black music and that
kids and not only specialized music
fans just love the groove. Some people
still have this attitude of labeling some
songs as ‘too black’ for a crossover
audience. But, years ago, the same
people were saying this about the
chart acts of today, so | think—and
truly hope—that this will change even
more.” IR

Continued from page 38 DJ Bobo

46,000 units in Japan on Sony
Records, while Epic/Sony pop/rap
unit East End X Yuri's “Da Yo Ne,” in
contrast, last year became the first
Japanese rap single to sell a million
copies.—STEVE McCLURE

Boho's pop dance songs include a
wide range of musical elements such
as house, reggae, gospel and Philly
soul meshing with sometimes
smooth, sometimes gutsy female
vocals. They combine with DJ Bobo's
deep veice rapping love, peace and
harmony and, above all, belief in one-
self. The multi-talented, workaholic
artist practices what he preaches,
writing and arranging his own materi-
al, which he then produces and mixes
with co-producer Axel Breitung. For
the second consecutive year, Bobo
received the World Music Award as
best-selling international Swiss artist.
This fall. he performed as opening act
for Michael Jackson in Prague,
Budapest, Bukarest, Moscow and
Warsaw. His headlining tour of
Germany this autumn played to
venues of 4,000 to 13,000 capacity,
and he's bound for Asia in mid
December for shows in 10 countries
including India and China.

—FELLIE WEINERT

NVMIURNICH-—René Bau
mann, better known to dancefloor
fans as DJ Bobo, has been enjoying
considerable success for the past
three and a half years. 3igned to
small German record company
rapper/singer/dancer
scored a gold debut single (250,000
units) with “Somebody Dance With
Me,” followed by the platinum
(500,000 units) single “Everybody.
Meanwhile, he has accumulated nine
gold singles and two gold albums in
Germany while raking in three plat-
inum albums in his homeland of
Switzerland. His latest album, “World
In Motion,” entered the German
charts at No. 6 in September, and its
first single, “Pray,” shot to No. 3. DJ
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SEX & PROPS
Continued from page 32

artist-development firm in New York,
finds fault with the record execs who
sign and handle the rap artists. “These
kids are starved for education,”
Ellerbee says. “They are not teaching
these rappers about the business, they
are not training them for longevity.
Berry Gordy was known for thoroughly
training his artists; that's why we still
have Gladys Knight, Patti LaBelle and
Diana Ross. He took the time to make
sure they knew the business and how

per they need to learn to speak proper-
ly, or how to listen, They're like, ‘What
do | need that for?,” but you do need
that. You also need a good manager,
who knows how to communicate and
help you understand why you need to
do certain things. Nobody wants to be
told *You gotta do this and you gotta do
that’ and not know why.”

WORD: BOOKS AND PROMOTION
E-40, Oakland-based rapper and
founder of Sik-Wid-It Records, learned
the ins and outs of the music industry
by trial and error, selling over 400,000

"1 don't think it's right to spend Four minutes
on a song promoting a car you're not getting

a dime For. But | love my Freedom of speech, _:',
and if | want to rap about lampshades,
| don't want somebody telling me | can't. *

'_a-n T At g T .:ﬂil'

to deal with people, not just how to
interview. The artist-development
department used to do that sort of
thing. but now all these kids get is
record development.”

As a result, Ellerbee set up a 24-week
program that teaches artists about such
subjects as taxation—paying taxes,
acquiring an accountant and a book-
keeper and keeping track of cash-flow
activity; foreign exchange: calculating
exchange rates of foreign countries to
ensure correct payment; voice lessons;
financial planning; interview techniques;
making sure artists can read and under-
stand their contracts; choreography;
management and grooming.

“| have my clients watch ‘The Five
Heartbeats,”” says Ellerbee, “because
it gives them an idea of black people's
history in the music industry. There's a
lack of communication between our
generations because these rappers
don’t understand the struggle that took
place to get something like the ‘Soul
Train Awards' on TV, and they spend
thousands of dollars for an outfit to go
to the Grammys and show up for ‘Soul
Train’ wearing something they wouldn't
even wear to a concert.”

EXECUTIVE EVASION

Having defied the usual formula for
success, the hip-hop genre continues
to confound record execs. “They don't
understand why rap is selling,” says MC
Lyte. “It just came out, boomed and
sold, so they think, ‘Why do we need to
develop a hip-hop act?’ Which is why
they can't equate why it is that some
groups aren't selling.”

Few labels include artist develop-
ment as an integral part of a rapper's
career the way they do for rock and pop
acts. Rappers who are offered it don't
feel they need it.

“A lot of rappers don't think they
need to learn etiquette,” says Lil" Kim,
who is currently being developed
through her label. “You can't tell a rap-

albums before he signed with a major
label. “I got me a book called ‘All You
Need To Know About The Record
Industry,” which they put out every year.
Me and my partner put out our own
money to press our own tapes and
CDs, and we used the cheapest form of
promotion, word of mouth.”

Paying dues like E-40 is what
Stephney believes will keep rap artists
prepared. “Pop and rock artists usually
go through the ‘chitlin circuit,” which is
performing live at different clubs, to get
their name out. It gives the artist time
to develop, to figure out who they are.
Rappers don't go through that process.
[Labels] just get a kid who can sing or
who can rhyme and put him out. They
never get the chance to figure out who
they are or what their art is, because
there’s too much pressure to get an
instant hit.”

“Artists dictate how much is put into
them by a record company by showing
an interest in themselves,” says Luther
“Luke” Campbell, former member of 2
Live Crew and CEO of Luke Records.
“The average life expectancy of a rap-
per is about two records, because peo-
ple flip when they get some money—
gang-banging, going to jail. A record
company wants to know that they're
going to get their money back. An artist
has to show some incentive.”

MONEY AND DUES

EMI rapper Heather B believes that
money is at the root of hip-hop’s prob-
lems. “| remember somebody said rap
music made $9 billion this year in this
article | read a few years ago. That's
when hip-hop changed, because peo-
ple found out how much money could
be made. Before, artists used to make
their names in clubs and on under-
ground radio stations; now record
labels decide who's dope. We need to
get back to that, because paying dues
keeps you honest. You're into it for the
art, not just for the glamour.” M

Dr. Dre

NOVEMBER

DR. DRE, “Dr. Dre Presents...The
Aftermath” (Interscope)

B-LEGIT, “The Hemp Game” (Jive).
First single, “Check It Out,” fea-
tures E-40 and Kurupt.

KEITH MURRAY, “Enigma” (Jive).
Guest rappers contributing are
Busta Rhymes, Redman, Erick
Sermon and Jamal.

MAKAVELI, “The Don Killuminati—
The 7 Day Theory” (Death Row)

SNOOP DOGGY DOGG, “Tha
Doggfather” (Death Row)

CUTTY RANKS, “Six Million
Ways To Die” (Priority)

SPOONIE GEE, “The
Godfather Of Hip Hop”
(OI' Skool Flava)

QUEEN LATIFAH, APACHE,
LAKIM SHABAZZ, “The
Original Flavor Unit” (OI
Skool Flava)

ULTRAMAGNETIC MC'S “Mo
Love’s Basement Tapes”
(OI" Skool Flava)

VARIOUS ARTISTS, OId
School Rarities: “History
Of Hip Hop & Rhythm”
series: “The Disco Jams,”
“Funky Drum Jams,” “Linn Drum
Jams,” “The Electro Jams” (Ol
Skool Flava)

WARREN G, “Take A Look Over Your
Shoulder” (Reality/G Funk
Music/Mercury)

ILL AL SKRATCH, “Keep It Movin'”
(Mercury)

DECEMBER

VARIOUS ARTISTS, “Old School Rap
3" (Thump Records)

CRUCIAL CONFLICT, “Showdown”
(Universal Records)

HEAVY D, “Waterbed Heav”
(Universal Records)

JANUARY

SNOW, “Justus” (EastWest)

CAMP LO, “Uptown Saturday Night”
(Profile). Inspired by '70s soul and

black films of the same era;

KRS One

“Uptown” features production by
Ski (Jay-Z, Bahamadia, AZ).

TRACY LEE, “Many Facez” (Universal
Records). First single, “The
Theme,” due December '96.

VARIOUS ARTISTS, soundtrack,
“Rhyme & Reason” (Priority). Busta
Rhymes, Tribe, KRS-One, MC Eiht,
Lost Boyz, Crucial Conflict and E-
40 all guest on this soundtrack to
the forthcoming hip-hop documen-
tary.

VARIOUS ARTISTS, “The Sugarhill
Records Story” (Rhino Records).
Five-CD boxed set highlighting old-
school rap-music hits from the late
'70s and early '80s.

FEBRUARY
COMRADS, “Comrads” (Scotti
Bros./Streetlife Records). Features

(F54)

{ —

Mac10 of the Westside
Connection.

VARIOUS ARTISTS, “Freestyle’s
Greatest Beats Vols. 8 to 10”
(Tommy Boy Music)

VARIOUS ARTISTS, “TB Greatest
Hits"* (Tommy Boy Music)

NOTORIOUS B.I.G., untitled (Bad
Boy)

CYDAL, untitled (Elektra)

KULCHA DON, “The Original Wucka
Man" (Columbia}

SPEARHEAD, “Chocolate Supa
Highway" (Columbia)

D-SHOT, “True Worldwide Player”
(Jive)

KRS-ONE, “Just To Prove A Point”
(Jive)

VARIOUS ARTISTS, soundtrack,
“Booty Call” (Jive)

THA TRUTH, “Makin’
Moves...Everyday” (Priority)

DA 5 FOOTAZ, “Worldwide” (G Funk
Music)

MARCH

FATBACK BAND, “The Fattest Of
Fatback” (Rhino Records). First
greatest-hits CD featuring the

Snoop Doggy Dogg

Fatback Band, the first act to rap
on vinyl.

DJ POOH & THE THREAT, untitled
Atlantic)

CAPPA DONNA, untitied (Razor
Sharp/Epic)

JENA SI QUA, “Jena Si Qua”
(Columbia)

A Selective Guuides To

For-dtbhaeomminmng Rap Albuarms

FIRST
QUARTER
1997

PUFF DADDY, “Puff
Daddy & The Good
Fellas: Hell Up In
Harlem” (Bad Boy).
Features various
artists, including
Notorious B.I.G., The
Lox, Foxy Brown, Lil’
Kim.

THE LOX, untitled (Bad
Boy)

MADD HEAD, “Madd
Head Chronicles”

(Geffen)
ONE AND ONE, “One And One” (Next
Plateau Entertainment)

APRIL

POWER 3, untitled (Chuck Life, Epic)

CALL O’ DA WILD, “Ruffturrain”
(Columbia)

DATE TO BE
DETERMINED

THE LADY OF RAGE, “Necessary
Roughness” (Death Row)

VARIOUS ARTISTS, “Death Row’s
Greatest Hits” (Death Row)

MOTHER SUPERIA, “Levitation”
(Island). Producers include KRS-
One and Redman.

(Compiled by Doug Reece, J.R.
Reynolds and Gina van der Vliet.)
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ON THE ROAD
Continued from page 32

INVISIBLE VENUES

Another major issue is the venues
that are available for artists become
“invisible” for rap acts. “The market is
fair, but it isn't very open, there are less
promoters and venues and more
groups,” says Peter Schwartz, another
booking agent in New York. “People
have hip-hop fear in terms of insurance
and fights.” In an effort to remain
undaunted, many are finding alternate
routes for rappers in small-scale clubs
around the country. In New York,
Tramps, the Tunnel and the Palladium
have provided an arena for rap.

“l try to bring in the groups to pop-
crossover venues,” says Schwartz.
“The dollars are not as high, but with
the value of the show—particularly
quality, sound and advertising—you
can develop your artist, which is diffi-
cult to do in clubs that are only open on
Friday nights.”

But there are some drawbacks. “The
security is intense,” says Chuck Bone,
A&R at Motown. “The extensive search-
es, which require people to remove
their shoes, make people feel as
though they are being treated like ani-
mals.”

BEST-OF PACKAGES

One solution for Schwartz has been
for him to put out what he calls the
“best of the underground” tours. Two
years ago, his first tour, featuring
Common Sense, the Beatnuts and
Organized Confusion, performed 33
shows successfully across the U.S. His
second tour, with Nine, Da Bush

Babees and Channel Live, had equal
success. The goal, Schwartz says, is to
take four acts who want to go out and
tour and promote their product.

“We tell them to go down on their
asking price, and we offer them a pack-
age, with record labels and promoters
helping to send them out to venues,”
explains Schwartz, who expects this
year’s tour, including MOPR, Akinele and
PMD, to triumph as well. “It gives them
a chance to get into markets they
couldn't normally get into; it works
well,” he says.

STRATEGIC “SPOT DATES”

A number of rap artists are finding
success with “spot dates,” where an
artist performs at specific concerts
contingent on the popularity of his or
her record. Rapper Heather B., who
has had moderate success with her
recent album, “Takin’ Mine,” says she
works the club circuit. Last month, she

Eiht goes overseas.

toured in Switzerland and performed at
an Amsterdam music festival with
artists like Onyx and Sadat X.

“The people were really receptive, it
was a great experience,” says B. The
rapper agrees that insurance is the
biggest problem, noting, “You have to
pay so much money for the tour, and
you will have knuckleheads who will
make it harder for you to have a
show.”

Other artists, such as MC Eiht, have
opted to take advantage of the over-
seas market. The rapper is currently
touring in Hamburg and Stockholm,
doing both music-festival appearances
and club dates.

YELLOW JOURNALISM AND GREEN
PROMOTERS

Promoters often blame the media for
blowing incidents out of proportion to
make a case against rap. ICM’s Casey

Among the “best of the underground”:

recalls the Budweiser Superfest four
years ago, when a couple got into an
argument and the woman stabbed her
mate in the arm with a nail file. “In the
Los Angeles Times, the heading ran
‘Stabbing Mars Rap Concert,” which
simply wasn't true,” he says. Another
part of the blame rests—no matter how
much they deny it—on young promot-

s
R

Clubbing Switzerland: Heather B

Beatnuts

ers who have little knowledge of putting
on shows beyond getting the acts to
show up.

Artists should take some of the
blame as well, particularly since often
their perception is that the violence—
which can run from fights backslage to
gunplay to destroying venues—is only
“isolated incidents.” Motown’s Bone

admits that litle things that an artist
might think harmless actually spark
such incidents at the venues. Rappers
who do the New York borough thing (“Is
Brooklyn in the house?") tend to alien-
ate other people who think rappers
from their respective boroughs are the
best. In the wake of the death of the
late Tupac Shakur, the venues that still
exist will probably have an East Coast
and a West Coast rapper perform at the
same venue.

BOTTLES, RAP AND ROCK

Most rappers wonder why no one
ever points out what happens at rock
concerts. “They throw bottles, break up
stuff and fight too,” says Bone. The
underlying belief is that the rap shows
draw heat simply because the artists
are black. “Both rap and rock are forms
of expressions for most kids, but rap
brings a street element that incorpo-
rates so-called thug life with guns and
drugs,” he continues.

Then there’s the contention that rap
music is not the reason why kids are
killing each other, but rather exemplifies
the survival of fittest—a testament to a
ghetto lifestyle that has bred the phi-
losophy of war among its performers.
“Tupac’s death had nothing to do with
music,” says Bone. “It was a personal
matter that got out of hand. This is
what the public is waiting to use against
rap.”

With so many artists disappearing,
many others are renewing their efforts
to dispel the negative images associat-
ed with rap music; some, who might
have been more hardcore, are toning
down their lyrics.

The competition for touring is so
great that some promoters are only
doing one show a week. Rappers who
have a successful album will have an
advantage over others, as will artists
fortunate enough to get billed with a
top group. But these days, most are
content just to be working at all.
“Anything is better than sitting at home.
| don’t care where the show is, every-
body is doing it,” says Heather B. @l
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CHICAGO
Continued from page 34

The Box and BET's “Rap City.” Anocther
album selection, “Ride The Rodeo,’
has also been doing well with its video.

SHORTBABY! - "BASSCAPADES” - CONBB107

BASSCAPADES is the Album
“HOLD THAT LEG UP!" is the Single

For Questions or Licensing, Contact Derek Andrews ot
Ph. (954) 921-3100
Fax (954) 926-1822
P0. 8ox 800207, Miami FL 33280,
http://www fireblazer.com/conartrec

ARTWORK, SPEGAL FFFECTS, DESIGN, LAYOUT AND PRINTING: PEN & PIKEL GRAPIICS, BNC (713) 60-3538

CRUCIAL SADDLES UP

What's Crucial's secret? Perhaps it's
a combination of things. For one. their
Midwestern brethren, Cleveland’s
Bone Thugs ‘N Harmony, ignited an
inferno with their wildly successful
1994 EP “Creepin On Ah Come Up”
and 1995 full-length album, "E. 1999
Eternal.” It doesn’t hurt, either, that in

The Figure

Rubberroom

some really superficial ways, Crucial
bear a certain resemblance to Bone in
image and in sound: the oft-comn-
rolled locks of hair and the bouncy,
roll-of-the-tongue rapping on the verge
of all-out singing. But most of all, it
may be that the group has a fresh
approach, a style they've dubbed
“rodeo.”

“They call it the Rhymes Of Dirty

Available soon:

THE FUGEES

Refugee Camp video!
1000’s more available!

MUSICVIDEO DISTRIBUTORS

CALL
NOW

N-1410 E. Circle Dr. 422 Bus.Cir.Oaks Pa 19456

800-888-0486

VHS - LASERDISCS
OVER 6000 TITLES

SAMPLE CLEARANCE

LIMITED

Fast, Reliable
® Sample Clearance Services
e Synchronization Licensing
® Motion Picture Soundtrack Supervision

Matters handled by qualified entertainment attorneys at a

\fraction of the cost of high priced law firms. Samples cleared

for artists and producers including Jay-Z, Nas,
Naughty By Nature and Dallas Austin.

Contact Danny Rubin or Eric Weissman @ 212-5806-3213
ILSAMPLE(IEARANCE_: 330 W. 58th St., Suite 614, New York, NY 10019

English Organization, but it also means
the kind of music, the rhythms that
they came wup with on ‘Hay,’
‘Desperado’ and ‘Showdown’ and on
‘Get Up,”” says Fab 5 Freddy. “Those
records are like what they consider
rodeo, which is a new sound. It's like
Jungle, which is the sound that's in
London now.”

DO-OR-DIE SITUATION

Another feather in the city's rap cap
was last month's release of “Picture
This,” by West Siders Do Or Die, whose
foray into the the R&B and rap charts
was led by the first single, “Po Pimp,”
which had a life of its own before Rap-
a-lot/Noo Trybe came courting. The
single, which features a guest perfor-
mance by veteran Chi-town rapper
Tung Twista, is said to have sold some-
where in the neighborhood of 25,000-
plus units—no small feat and no
overnight sensation either.

Do Or Die’s success has been longer
in the making than that of Crucial,
which has been together for about
seven years in one incarnation or
another. Do Or Die, brothers NARD
and AK-47 and pal Below Zero, have
worked at their craft for over a decade.
Though they’re savoring the reception
they're receiving, they balk at any
notion that attention didn't come to
Chicago sooner because of a weak tal-
ent base.

“Chicago always has been a force in
hip-hop... It was just not recognized,”
insists Do Or Die's Below Zero, speak-
ing from the West Coast offices of Noo
Trybe Records. “We never had an
opportunity to show our talent. Major
labels wouldn’t come through there.
They'd bypass the Midwest. They
might hit the East Coast or they'd hit
the West Coast, or a little off east or a
little off west, but they never targeted
and focused on Chicago, so we've had
to just get down and do things on our
own.”

Doing things on their own may have
been key for both Crucial Conflict and
Do Or Die, and will be so perhaps in

the future for those who hope to follow
in their footsteps.

“That's typical of a lot of groups that
blow up in rap,” says Fab 5 Freddy, in
town to shoot a video for Crucial
Conflict’'s “Showdown.” “They develop
a neighborhood thing, and they'll
sometimes put their own tapes out and
sell them from the trunks of their cars,
which is the classic way many, many
labels have started and [the way] many
artists got their first break. Even Snoop
Doggy Dogg was doing his own little
tapes and selling them in the 'hood.”

GRASSROOTS COMPILATION

The struggle continues for groups
such as Rubberroom, Undaground
Solution, Steady Serv, The Figure and
others featured on last year's “Talent
Fest” compilation, which was a truly
grassroots undertaking by fan-turned-
indie-label exec Scot Kellogg.

RAPPING UP
Continued from page 31

Soul, Outkast and Jeru The Damaja,
an artist who, instead of looking to
bash another coast, was critical of
actions occurring in his own New
York City backyard.

SLIPPING INTO DARKNESS

With such things as major labels
down-sizing, stower retail sales, more
titles being released and fewer over-
ground opportunities to expose
them, coupled with higher ambition
among hip-hop executives who
desire more control, and a fear of
bad publicity among major-label

‘| was going to see all these great
hip-hop groups in Chicago and | decid-
ed, ‘Man, there needs to be an out-
let,”” says Kellogg. That outlet became
“Talent Fest,” which was released last
year on Kellogg's own Beathole
Records.

“I would go up to them and ask who
else should | get involved with this,”
Kellogg says. “There's a pretty good
underground network here, and the
idea was to get groups that were doing
the shows and doing things for them-
selves.” The 12 groups on the CD pro-
ject, which Kellogg estimates has sold
only about 1,000 copies, is rddled
with artists who have several near-miss
stories of major-label success to tell.

With a bevy of products in the mak-
ing from Chicago acts, the world of
hip-hop may need to brace itself for a
powerful gust from the Windy City.
Common, for one, is in the studio cut-
ting his third album. “We expect to
have a single out soon, but the album
won’'t come until like maybe January,”
says Derrick Dudley, the rapper's man-
ager. Other acts gearing up to release
product are Tung Twista, the manic-
mouthed speed rapper, Psychodrama,
D To The S and more.

Perhaps, in the next few months or
so, there will be even clearer signs of
whether Chicago hip-hop will flourish or
flounder anew. In the meantime,
though, one thing's for certain: the
artists feel it's time for some long over-
due attention, and they plan to work
their mics to the wires to keep it coming.

“It's like this is the last city, so to
speak, to get on the map,” says Below
Zero. "And they say, save the best for
last, so here we come.” M

In any case, majors as well as the
independents have been hiring
young minds and using barbarian
tactics—such as marketing from the
street, using tools like stickers,
snipes and spray-paint stencils to
create awareness for their rap acts.
To further expose the names on their
rosters, labels also have been turning
to underground publications and
public-access video shows. Several
labels, among them Epic and
Motown, have been utilizing a con-
tinuous-blend mix-tape format for
their sampler cassettes.

“Mix tapes are one of the most
important means of exposing a new
rap record,” says Tim Dawg, A&R VP
at Island Records.

L
Hip-hop-plus-rock: Beck

execs, rap dipped back into the un-
derground in 1996.

“Rap is something that came up
from the street and should not be
dominated by the majors,” says Ron
Skoler, a New York—based entertain-
ment attorney who recently formed
Lethal Records. “It's music that needs
a do-it-yourself approach, and with
the executive turntable spinning faster
than ever, | think a lot of the bigger
companies are in a state of chaos.”

“It's a street tool,
but Funkmaster
Flex's album, ‘60
Minutes Of Funk,’
brought it to the
forefront.”

In 1997, the
major challenges
to artists and
labels involve
doing everything
they can to elimi-
nate rap's black
eye—the result of
a cycle of violence
and gangsta pos-
turing that's be-
come associated with it. And, as
more independent companies devel-
op, those running them must learn
more about the business they've got-
ten themselves into.

Creatively speaking, performers have
to flex harder In their mental gyms and
work more toward building bridges to
other genres. In order to remain a vital
force, rap has to spawn more influen-
tial facilitators attempting to expand
the genre’s artistic headroom. Il
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Rollo Finds Cheeky Success With Faithless

ROLLO LIKES TO KEEP his studio
team focused and physically fit. No all-
night sessions riddled with junk food
and drugs for these lads. Instead, they
relieve stress between recording takes
with vigorous games of football. Not
exactly the most glamorous or deca-
dent way for a budding pop star and his
posse to conduct themselves, is it? But
it suits the producer/musician’s boyish
and good-natured personality quite
comfortably.

" ROLLO

“It’s good fun, actually,” he says,
catching his breath after a recent
afternoon game in the courtyard of his
London studio. “It fosters a communi-
ty spirit. Afterward, we all feel good
and ready to get on with the business
at hand.”

These days, much of that business
revolves around Faithless, a 10-piece
band that he’s been anchoring for the
past year or so. Its sterling debut,
“Reverence,” has been collecting
ardent cultists and critical roses
throughout the U.K. and Europe for its
genre-defying blend of house rhythms,
acoustic-pop melodies, and assorted
splashes of funk, reggae, and gospel.
Issued on Rollo’s Cheeky label via
Champion Records U.K., the set offers
a seemingly incongruous stylistic equa-
tion that comes to surprisingly logical
and vivid life in the form of such mem-
orable pop hits as “If Loving You Is
Wrong” and “Insomnia.”

With its eclectic yet street-smart
tone, “Reverence” is easily accom-
plishing what few other dance-infused
projects have—drawing the respect of
the alterna-rock elite and the sales
interest of the pop mainstream with-
out compromising its groove integrity.

Dauce

TRAX ﬁ

by Larry Flick

In fact, the set was oddly slow in ini-
tially attracting the props of the same
clubheads who had previously em-
braced Rollo’s production work with
Our Tribe, Felix, Donna Summer,
and Kristine W., among numerous
others.

“They simply didn’t understand it at
first,” Rollo says with a shrug. “I think
that when you break from a familiar
formula, it will usually take a little
more time and effort to break through.
But the dance music community is
coming around now, which is great. But
I must admit that T didn’t mind things
happening this way, because it allowed
people outside of dance music to
approach the album with a fresh and
unprejudiced ear.”

With a lineup that includes longtime
pals and Cheeky labelmates Sister
Bliss and Pauline Taylor, Faithless is
an intentional family affair, which has
made endless months on the road
together more fun. “We’re a tight and
self-contained unit that has literally
grown up together,” Rollo says. “With
that comes a lot of trust and security—
and a lot of bitchiness, too.”

As of last week, the band’s days as
an indie outfit began to dwindle. After
a round of major-label bidding, Arista
has smartly snapped up “Reverence,”
with an eye toward issuing it here in
late February. A 12-inch pressing of
“Insomnia” is expected to begin pop-
ping up on domestic turntables by the
first week in December. As with its
‘round-the-block acceptance in the club
world, it makes sense that Faithless
would find a major-label home after
establishing its musical direction. Its
experimental vibe would not likely pass
through the conservative A&R meat-
grinder employed by too many majors
these days.

“The beauty of our situation up to
this point has been having the freedom

HIF HOP FREESTYLE CLUE HOUSE TECHMNO

= over 600 Major /
Independent 127
Labels

e Current and Catalog

12" / LP's
e Computerized
Inventcry

e VINYL ACCESSORIES =—————

Record Bags - Slip Mats - Stanton Products

CALL FOR OUR NEW STORE PACKET

HWISE TRIBAL CLASSICS R&B

CLUBHC

PROGRESSIVE

UNIQUE MUSIC CORP.

Tel.# (516) 294-5905 ext. 420
Tel.# (800) 294-5901 Outside NYS Fax# (516) 294-1644

TRANCE

ASNOHAYYH

Same Day Shipping
Weekly New Release
Mailer / Specials
Monthly Catalog
Knowledgeable
Sales Force

* Excellent Service

LYIEAYIHE ITDNNOr

S

alov

DAMCE DANCEHALL

to be true to myself as an artist,” Rollo
says. “That might mean skirting the
so-called dividing lines of musical gen-
res to express universal things like
emotion or intelligence. The more suc-
cessful 1 become, the more apprehen-
sive I get. This business can complete-
ly serew you over if you let it.”

Such apprehension seems to aceen-
tuate a charming and natural shyness
that keeps him miles from the gossipy
power cliques that litter clubland’s
alleys. Given his soft-spoken demeanor,
one has to wonder where such wicked-
ly aggressive anthems as “Let This Be
A Prayer,” a single he offered earlier
this year under the moniker Rollo
Goes Spiritual, come from.

“Let’s just say that I let it all out in
my music,” he says with a laugh. “Five
years in the studio has allowed me to
be a socially inept person. But it has
also allowed me to stay properly
focused on my music without having to
deal with outside nonsense—and that’s
the way I like it.”

M OVE YOUR BODY: Photogenic
Arista trio No Mercy appears primed
to build upon the multiformat, gold-
selling success of “Where Do You Go”
with an appealing eponymous debut
album that wisely doesn’t stray far
from the single’s patented Latin-NRG
sound.

The set was produced by FMP (aka
Milli Vanilli mastermind Frank Far-
ian), cruising at a bright and brisk
groove pace—save for the occasional
obligatory power ballad. Lead singer
Marty Cintron’s suave Romeo-like
tenor voice holds up fairly strong, as do
the fluffy midrange harmonies of part-
ners Ariel and Gabriel Hernandez.
The selection of potential singles is
impressively deep. Most notable are a
candy-coated cover of Exile’s “Kiss
You All Over” and the melodramatic
“Don’t Make Me Live Without You.”

Our only quibble is with the flutter-
ing flamenco guitar riffs that under-
line nearly every cut. We understand
and appreciate their cultural signifi-
cance, but more spare usage would
have been far more effective.

Arista’s allegiance to clubland con-
tinues with “Ultimate Dance Party,” a
17-cut album compiling almost every
major dance radio hit of the past year,
including “Macarena” by Los Del Mar,
“Be My Lover” by La Bouche, “C’mon
N’ Ride It (The Train)” by Quad City
DJ’s, and “Children” by Robert Miles.
Sequenced in bite-sized edits, this is
clearly intended to connect with the
kids of mall-America and those of us
who enjoy a fast and furious spree of
familiar fare whilst sweating on the
S