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Compilation Hits Have More
Labels Turning To TV Mktg.

B BY ED CHRISTMAN

NEW YORK—With millions of
consumers this year embracing
Arista’s “Ultimate

Party,” a 1998 edition of what the label
clearly hopes will be a long-running,
successful series.

Virgin is gearing up to issue

Dance Party 1997”
and Virgin’s “Pure
Moods,” a plethora
of television mar-
keting efforts for
newly conceived compilations are
ready to kick into high gear for the hol-
iday selling season.

Later this month, Arista will issue
“Ultimate Hip Hop Party,” “Ultimate
New Wave Party,” and a follow-up to
its platinum-selling “Ultimate Dance

German Indie
Stores Unite To
Help New Acts

W BY WOLFGANG SPAHR
and JEFF CLARK-MEADS
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HAMBURG—The independent retail
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sector in Germany is bucking a Euro-
pean trend by helping to launch the

careers of emerging acts.
Indie stores in many parts of
(Continued on page 89)
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“Celtic Moods”

and “Instrumental
POLYMEDIA
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Moods” in Octo-
ber. Also in the
EMI camp, Angel
Records is planning
to release “Pure Classics” in Septem-
ber.

In June, PolyMedia, the company
formed within PolyGram Group Dis-
tribution to exploit PolyGram’s cata-
log, issued the “Pure Soul” compilation
under the Motown imprint. It released
“Urbal Beats,” a dance compilation,
July 29 on its affiliated ffrr/London
label. Sources say that the company is
readying at least two more compilation

(Continued on page 75)

| N

NEWSPAPER

®

IN MUSIC NEWS E

£

&

o

Reunited Fleetwood Mac
Bowing Reprise CD, Vid
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B BY PAUL VERNA

As intense competition in the CD
replication industry continues to
drive down profit margins, some dise
manufacturers have begun to voice
concerns over what they perceive is
an unfair playing
field in the area of
CD patent fees.

Manufacturers
not affiliated with Sony and Philips—
the bearers of most of the hundreds
of patents that apply to CD replica-
tion—say the burden of paying a per-
unit licensing fee for every disc they
press has becoming increasingly dif-
ficult to bear for a variety of reasons.

For one, several manufacturers
have cross-licensing agreements with

Replicators Cite Growing
Burden Of CD Patent Fees

NEWS ANALYSIS

Philips and Sony and therefore do
not pay the same royalty that the rest
of the industry does.

“You've got a club of companies
saying, ‘We will not charge each
other for our own patents,” ” says
John Metealf, principal at U.K.-
based indepen-
dent replicator
Ablex. “That club
includes Sony,
Philips, Toshiba, Matsushita, Mit-
subishi/ JVC, and Hitachi/Maxell. So
here I am in Shropshire. Maxell is in
the same town. They pay the same
rents and wages, but they're 10%
better off because they don’t have to
pay the Philips license.”

Although Sony and Philips jointly

(Continued on page 78)

Big Slate Of Releases
Should Shake Up Retail

N BY MELINDA NEWMAN
and CHRIS MORRIS

NEW YORK-—The 20th
anniversary of Elvis
Presley’s death will be
marked by celebrations
fit for a king—the King,
to be more precise.

A slew of album
releases, a concert fea-
turing musicians who
performed with Presley,
and a presentation of in-
ternational awards at
Graceland are just a few of the activ-
ities planned.

(Continued on page 80)

Elvis Anniversary Brings
Renewed Promotional Push

PRESLEY

Int’l Markets Map Out
Localized Campaigns

This story was prepared by Dominic
Pride m London, with reports from
Billboard correspondents i Tokyo,
Hamburg, Amsterdam,
Paris, and Milan.

LONDON—Of the esti-
mated 1 billion-plus
legitimate sales of Elvis
Presley’s recorded mu-
sic, approximately half
have been rung up out-
side the U.S,, according
to BMG Entertainment
International, now the
worldwide owner of the rights to all
recordings of Elvis’ voice.

(Continued on page 81)

Trans World Back
On Growth Track

W BY ED CHRISTMAN

NEW YORK-—In signing a letter of
intent to acquire the Strawberries

Lechmere Closing Will Thin The
Electronics-Chain Ranks . .. Page 6

chain, Trans World Entertainment
Corp., which last year successfully
completed a restructuring begun in
January 1995, continues to outpace

other music specialty retailers.
The pending acquisition, if complet-
(Continued on page 88)
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Warner Music, Vid Units
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LOS ANGELES—Retailers, one-stops,
and labels are scrambling to ensure that a
steady supply of product flows to con-
sumers, following a nationwide strike by
the Teamsters union against United Par-
cel Service (UPS).

Caught in the crossfire of the strike,
which began Aug. 4, are several high-pro-
file new releases that were due in stores
the day after the strike began, including
311’s “Transistor” on Capricorn/Mercury,
“Def Jam’s How To Be A Player” sound-
track on Def Jam, and Snoop Doggy
Dogg’s “Doggumentary” on Death Row/
Interscope.

The strike-related problem of getting
product into stores in the absence of UPS
delivery is likely to result in reduced sales
for many hot releases, industry executives
say. Retailers, too, worry that if the strike
is an extended one, they may have trouble
keeping an adequate supply of stock on
their shelves.

“We are scurrying,” says Henry Droz,
president of Universal Music and Video
Distribution (U.S.). “As far as the tonnage
of major releases is concerned, that’s not
much of an immediate problem. We can
ship those by truck, which might result in
an extra day or two for delivery. But what
we have done is reduce the minimum
ordering requirements on our shipments
by truck to accommodate this situation.

“The real problem is with smaller ship-
ments, and we have no alternatives for
those in place yet,” Droz adds. “We may be
in a position where we have to hold small-
er shipments until additional orders come
to justify the cost. This is not a do-or-die
situation, but it is a pain.”

While PolyGram Group Distribution
(PGD) president/CEO Jim Caparro ac-
knowledges that the strike did create some
difficulty for the company’s releases—“we
were able to realize about 80%-85% of our
total orders [on release dayl”’—he feels
confident in the company’s contingency
plans.

“Because we have to work our way
through the transportation system with
the rest of the country’s parcels, we will be
shipping out our new releases [with alter-
native carriers] earlier, and more by air,
to allow more time for delivery by the
morning of their release date,” he says.
“We’re trying to figure out how to best fill
individual orders to get our product on the

shelves.”

PGD distributes Mercury and Def Jam.

Despite the contingency plans of record
distributors like PGD, the strike still has
some retailers nervous about the possibil-
ity of being without hit product.

“It’s a big problem for us,” says Richard
Ellis, manager of Aron’s Records in Hol-
lywood, Calif. “We normally average about
20 UPS-shipped boxes a day, and today we
got nothing . . . Luckily, we have sufficient
back stock on our top sellers.”

Ellis says that the store is picking up
some orders directly from local one-stops,
but that it is most affected by delayed
shipments from East Coast-based inde-
pendent labels.

Many shipments are being made
through alternative distribution avenues,
such as Federal Express and first-class
mail, according to Ellis. In some cases, the
retailer is splitting the additional distrib-
ution cost with the label.

Lew Garrett, VP of purchasing and mer-
chandising at Camelot Music, says that the
315-store chain is “doing the best it can”
to find alternative methods of delivery,
such as Airborne and other couriers, to get
product out to its stores.

“The releases by (311 and ‘Def Jam’s
How To Be A Player’] are probably the two
we're the shortest on,” he says, admitting

that he has even checked around the build-
ing to find extra copies of the albums to
put on shelves.

Garrett is confident, however, that the
strike won’t continue much longer, as he
does not think the federal government will
allow interruption of productivity and
services across the country for too long.

“People will be getting laid off, and I
don’t think the government is going to
stand for that,” he says.

Chicago-based retailer George’s Music
Room has not been affected by the strike
yet, but its owner says he is cautious about
the prospects of an extended strike.

“We haven’t really felt the effects of [the
strike] yet,” says owner George Daniels.
“UPS would probably affect us more so
from our secondary supplier, Valley
[Record Distributors], who is out of Wood-
land [Calif.]. They ship through UPS.” The
retailer adds that the Chicago-based
Baker & Taylor is his primary supplier. “I
can either pick up [the shipments myself]
or they messenger them over.”

While retailers worry about keeping
shelves stocked, distributors like Valley
are concerned about stretching the capa-
bilities of their alternative carriers if the
strike persists for a long period of time.

“It makes you wonder how much further

(Continued on page 79)

K Makes Choice. Belgian band K's Choice signed a co-publishing agreement with Famous
Music during a break from recording its second single, “A Sound That Only You Can Hear,” at
Los Angeles’ A&M studios. Pictured, from left, are Bobby Carlton, senior creative director of
Famous Music; Laura Becker, assistant to the president of Famous Music; Sarah Bettens,
band member; Ira Jaffe, president of Famous Music; and Gert Bettens, band member.
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Labels Must Look To New Ways Of Selling

Bl BY THOMAS M. STEIN

The main talking point at last year’s
PopKomm was a report on those people
who do not buy music—the so-called
“sleepers” who have stopped doing so and
those other non-buyers who never have
done so. Many of the alarming facts it con-
tained were well known, but seeing them
again in black and white, supported by
charts and graphs, caused much soul-
searching in the industry and reinforced
the search for possible solutions via incre-
mental distribution channels in nontradi-
tional outlets.

The results of the study sparked a long-
overdue discussion in the industry. Only a
few weeks later, the sweeping success of
Andrea Bocelli and Sarah Brightman
proved that “sleepers” really can be sold
records on a large scale.

In this context, it again became clear
that the whole of Europe, not only Ger-
many, is suffering from non-buyer syn-
drome. As in many other areas of business,
where globalization is rapidly advancing,
the musie industry will increasingly have
to look for European solutions to resolve
the core problems of the future, as it is
doing with the non-buyers problem area.

If we want to win over via new distribu-
tion channels the 50% of the German pop-
ulation who do not buy records, we will, in
our search for additional sales mechanisms,
come into contact with nontraditional forms
of supply that have long been established
across Europe, and that means that we
must devise pan-European concepts.

However, there are disadvantages for the
music industry, as well as advantages. We
must adjust to growing competition with-
in Europe and must face the threat posed
by the demand of pan-European trade con-

MATTER OF TRUST

While I am disappointed with Billy
Joel’s decision to abandon his popular
music pursuits (“Joel Sees Pop Exit With
Greatest Hits 3,” Billboard, July 26), I find
it difficult to accept his theory that his last
pop composition (“Famous Last Words,”
from 1993’s “River Of Dreams”) prophe-
sized his departure with the lyric “These
are the last words I have to say.”

If such were to be the case, Joel’s song-
writing career would not have extended
beyond his debut solo album, “Cold Spring
Harbor,” in 1971. In its final track, “Got To

o

BILLY JOEL

glomerates dictating our marketing and
repertoire policies. We could easily find
ourselves in a situation where we are losing
the commercial advantage to large-scale
customers of European status—even in the
domestic market.

The musie industry needs to adapt just
as radically in its search for new distribu-
tion channels as it does in adjusting to inci-

‘Disappearing
trade barriers
and a single
currency are
generating new
pan-European
demand chan-
nels and busi-
ness fields’

Thomas M. Stein is
president of Bundesver-
band der Phonographis-
chen Wirtschaft, the
German recording
industry association,
and president of BMG
Entertainment Interna-
tional Germany/Switzer-
land/Austria.

sive changes in marketing communica-
tions.

A medium like the Internet is bound to
change the record companies’ marketing
mix supranationally. Certainly we are still
not fully aware of all the opportunities the
Internet will offer as a marketing commu-
nications instrument for our product. It is
not only the finished produect that profits

from Internet marketing; at an early
stage, indeed, the creative exchange is
more global and more highly differentiat-
ed, maybe even more efficient. At the same
time, we need to understand that many
questions, such as copyright and intellec-
tual property protection, must be clarified
before we send a single music track, let
alone an entire concert, over the Internet.

The Internet as a medium shows clearly
that nation-by-nation legislation is no
longer feasible in the present day; for this
reason, we must address all issues and
problems of digital transmission channels
in a European or global context, as was
successfully done at the World Intellectu-
al Property Organization Conference last
December in Geneva.

The European approach is changing our
markets. The development of pan-Euro-
pean A&R and marketing concepts for our
top stars has been a fact of life for the
music industry for years. Now we find that
disappearing trade barriers, a single cur-
rency, and the progressive merging of
political and cultural ties in Europe are
generating new pan-European demand
channels and business fields.

At my company, BMG, in addition to our
traditionally close working relationship
with the retail trade, we have risen to the
challenge of this new environment by
recruiting a group of marketing profes-
sionals to form the BMG Special Market-
ing Europe team, whose task it will be to
develop well-aimed concepts and supply
conduits for nontraditional outlets.

We must all continue to rise to these
challenges, maintain the stability of a func-
tioning trade sector, and ensure that the
music, which has always been the most
important mood-maker in our lifestyle, is
accessible to a wide audience.

[ e TR -

Begin Again,” Joel proclaims, “All the

words have been spoken/And the prophe-
cy fulfilled.”

William Simpson

Los Angeles

WE WILL ALL GO TOGETHER WHEN WE GO

I enjoyed Jim Bessman’s piece in the
June 21 Billboard, “Rhino Reissues
Lehrer’s Seminal ‘Songs’ Albums.” For
your interest, the sta-
tion you refer to in the
ReDISCussion sidebar
is ours: WFMT-FM
Chicago, a commercial
classical music station,
but which has a long
tradition of broadcast-
ing folk musie, comedy,
and show tunes through
the program that Mike
Nichols created here,
“The Midnight Special.”

Nichols and May comedy routines have
been a staple of “The Midnight Special”
since its inception in 1953. Mike was a
WEFEMT announcer in the early 1950s. He
and Elaine May attended the University
of Chicago, but the radio station has
never been connected with the school.

LEHRER

98.7 WEMT & The Radio Networks

today on WFMT. Forty-four years later,
it is the longest continuously running pro-
gram of its kind in North America. It is
often credited with keeping folk musie
alive in Chicago. It is the place where
Steve Goodman, fresh off the train from
Louisiana, sang his “City Of New
Orleans” live on the program, or so the
legend goes.

“The Midnight Special” today is host-
ed by Rich Warren, who frequently heads
out of the studio to broadcast live from
the Old Town School of Folk Musiec, as
well as from area folk festivals and, com-
ing up in August, from suburban Prairie
Crossing in Grayslake, Ill., for concerts
by Cindy Mangsen and Anne Hills, and in
September, the Burns Sisters.

“The Midnight Special” began national
syndication 15 months ago and is widely
carried on public radio outlets across the
u.s.

Jon Kavanaugh
Director, Corporaie Communications
98.7 WFMT & The Radio Networks

— PRESIDENT: HOWARD LANDER ) The program that Mike created “lives” Chicago
- — Senior VP/General Counsel: Georgina Challis
— @ \vice Presidents: Karen Oertley, Adam White _ _
glre_ctor ofMSztgs;grlc ﬁ;r::fgxg;ren Schlager Articles and letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of Billboard or its management.
usiness Ma g ) )
Bilbocrd MUS!C GTOUP Letters should be submitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Marilyn A. Gillen, Billboard, 1515 Broadway, New York, N.Y. 10036
L
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The countdown has begun.
Album in-stores Fall 1997
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Lechmere Closure Will Dim
Electronics Sector’s Power

B BY DON JEFFREY

NEW YORK—Consumer electronics
chains, whose low-ball pricing of re-
corded music ignited a retail price war,
will be fewer in number now that Mont-
gomery Ward is closing all 44 of its
Lechmere and Electric Avenue &
More stores.

Chicago-based retailer Montgomery
Ward, which filed for Chapter 11 cred-
itor protection July 7, has sought ap-
proval from the bankruptcy court to
close its specialty stores, which include
27 Lechmere, six Home Image by Lech-
mere, and 11 Electric Avenue & More
outlets (Billboard Bulletin, Aug. 4).

About 3,200 people are expected to
lose their jobs at Lechmere and Home
Image and another 700 at Electric
Avenue. Among those already let go
was Larry Cohen, director of music
and video for Lechmere/Montgomery
Ward.

“I was shocked by that decision [to
close the stores},” says Cohen, “and so
was everyone I talked to in the Boston
area.” Lechmere’s stores are located
throughout New England and in New

Tarantino Label
To Do Business
With Maverick

B BY CRAIG ROSEN

LOS ANGELES—A Band Apart
Records, the new soundtrack label
formed by filmmaker Quentin Taran-
tino and his producing partner,
Lawrence Bender, may also release
compilation and comedy albums, says
Bender.

The label will be marketed and dis-
tributed by Maverick, which is a coup
for the company run by co-CEOs
Madonna and Freddy DeMann, as it
will allow Maverick to move into the
soundtrack business. (The soundtrack
to Madonna’s “Evita” was released on
Warner Bros., not Maverick.)

A Band Apart, which is also the
name of Tarantino and Bender’s film
and commercial companies, is expect-
ed to make its bow in December with
the release of the soundtrack to Taran-
tino’s next film, “Jackie Brown,” an
adaptation of Elmore Leonard’s crime
novel “Rum Punch,” which stars Pam
Grier, Samuel L. Jackson, and Robert
De Niro (Billboard Bulletin, Aug. 1).

The label’s deal with Maverick is a
blow to the Walt Disney Co. and MCA.
Disney’s Miramax Films produced
Tarantino and Bender’s hits “Pulp Fic-
tion” and “Reservoir Dogs” and will
handle “Jackie Brown,” while MCA
released the soundtracks to “Pulp Fic-
tion” and “Reservoir Dogs.”

“Disney Studios chairman Joe Roth
recently told Billboard that the compa-
ny would like to keep the soundtracks
from Disney-affiliated films on its
labels rather than allowing them to go
to competitors (Billboard, Aug. 2).

DeMann, who announced the deal
with A Band Apart at the WEA mar-
keting managers’ meetings July 31,
says he is pleased to be making the
move into the soundtrack business.
“We've had success in so many other
areas, and we were looking for some-
thing kind of Mavericky, something
cool, something that makes a state-

(Continued on page 76)

York, Michigan, Wisconsin, and Alaba-
ma. Cohen points out that the demise
of Lechmere will create opportunities
in its core New England markets for
other music retailers.

Judy Gustafson, director of corpo-
rate communications for Montgomery
Ward, says she does not know the
timetable for the closings or the plans
for the disposition of the music and

(Continued on page 76)

.
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Radiohead First.

Radiohead began its U.S. tour with a sold-out performance at

‘Batman’ Vid To Get Major WB Muscle

Video, Record Units Team For Massive Marketing Campaign

B BY EILEEN FITZPATRICK

LOS ANGELES—For the first time,
‘Warner Home Video and sister division
Warner Bros. Records will pool their
marketing resources for the video
release of “Batman & Robin.”

The first of the summer block-
busters to be announced for video, the
title will be released Oct. 21 with a
retail price of $22.97 and a $14.95 min-
imum advertised price (MAP).

the Wiltern Theater in Los Angeles. Shown celebrating backstage, from left, are
Steve Rosenblatt, Capitol Records VP of marketing; Joe McFadden, Capitol senior
VP of sales; Clark Staub, Capitol VP of market planning; band members Jonny
Greenwood, Thom Yorke, Colin Greenwood, and Phil Selway; Gary Gersh, Capitol
president/CEO; Perry Watts-Russell, Capitol VP of A&R; Phil Costello, Capitol
senior VP of promotions; band member Ed O’'Brien; Bryce Edge of Courtyard
Management; and Brian MacDonald, Capitol VP of alternative promotions.

Warner will simultaneously release
a DVD version of “Batman & Robin”
priced at $24.98 with a $19.95 MAP.

Meanwhile, Universal Studios Home
Video is expected on Monday (11) to
announce the sell-through release of
“The Lost World,” the summer’s top
box-office grosser at $223.9 million.
The “Jurassic Park” sequel is expect-
ed to hit stores by mid-November.

Consumers who purchase both the
“Batman & Robin” video and sound-
track will receive a $5 rebate from
Warner.

The soundtrack has sold 499,000
units since its release in June, accord-
ing to SoundScan.

Retailers will receive point-of-pur-

chase displays housing both the video.

and soundtrack, another first-time
marketing strategy for Warner.

Although Warner has had numerous
opportunities to cross-promote its
videos with hit soundtracks, VP of sell-
through sales Ron Sanders says that
the fact that both the music and video
division now report to studio heads Bob
Daly and Terry Semel triggered the
cross-promotion.

In addition, he says, the upswing in

sales experienced with the “Space
Jam” soundtrack following that film’s
home video release was a contributing
factor..

‘When “Space Jam” was released on
video March 29, the album jumped
from No. 14 on The Billboard 200 to No.
6 and remained in the top 10 until the
May 31 issue.

The album has sold 3.7 million units
in the U.S., according to SoundScan.

The video remained in the top five of
Billboard’s Top Video Sales chart from
April 5 to June 14.

“We're just learning the upside of
putting video and music together,
based on ‘Space Jam,’ ” says Sanders.

The soundtrack/video rebate is one
of eight promotional offers Warner has
set up for the title. In total, consumers
can receive up to $32 worth of rebates
and discounts.

Consumers also receive a $5 rebate
from Duracell and Fuji with purchase
of the video and certain products from
the packaged-goods companies.

On Nov. 9 and Dec. 7, Duracell will
distribute a free-standing insert into
Sunday newspapers across the coun-

(Continued on page 76)

CMT Int’l Seeks Partners
To Bring It Into The Black

B BY CHET FLIPPO

Bank Set To Buy Red Ant

Alliance Would Retain A 10% Interest

NEW YORK—Alliance Entertain-
ment, which filed for Chapter 11 cred-
itor protection last month, has agreed
to sell its Red Ant label to investment
bank Wasserstein Perella & Co. How-
ever, other bids for the fledgling label
may be considered before the bank-
ruptey court approves the deal.

Wasserstein Perella provided the
initial funding for the label, which was
begun last year by former MCA Music
Entertainment chairman Al Teller,
now chairman/president/CEO of
Alliance.

Sandra Sternberg, a spokeswoman
for Alliance, says that Teller will
remain with Alliance and will have no
personal equity in Red Ant, which will
be run by its current president, Randy
Phillips, and his management team.

Alliance, however, will retain a 10%
stake in the Beverly Hills, Calif.-based
label, which has a roster of 20 acts and
released its first albums this year.

According to the terms of the deal
approved by Alliance’s board of direc-
tors, Wasserstein Perella will provide
$625,000 cash to fund operations of the
label until the sale closes. That re-
places $625,000 in debtor-in-possession
financing obtained from Alliance’s
lenders and approved by the bank-
ruptey court. After the deal is
approved by the court, Wasserstein
Perella will provide between $11 mil-
lion and $19 million in funding for the
label, of which $3 million will be invest-
ed at the closing.

It was unclear whether the deal
would include Red Ant’s stake in Deli-
cious Vinyl; Alliance refused comment.
In February, Red Ant acquired 50% of
the hip-hop label, but the deal went
sour with Alliance’s financial problems,
and Delicious Vinyl sued Red Ant on

July 24, charging that it breached its
joint-venture agreement (Billboard,
Aug. 9).

Other bids for Red Ant may surface.

_ Alliance retained investment bank

Donaldson Lufkin & Jenrette to solic-
it offers for Red Ant, and under bank-
ruptcy law competing—and higher—
bids may be considered by the
bankruptcy court by the time of its
hearing on the Wasserstein Perella bid

Wednesday (13).
Alliance declines to say whether it
has obtained other offers for Red Ant.
Meanwhile, sources have said that
Alliance has considered an offer of $60
million for two other labels it owns,
Castle Communications and Concord
Jazz. The company has no comment on
that, nor on speculation that potential
purchasers have looked at Alliance’s
Independent National Distributors

Inc. (INDI) unit.
(Continued on page 82)

NASHVILLE—With operating losses
mounting into the millions, CMT Inter-
national is looking for outside partners
to maintain the venture.

Otherwise, the future of the 5-year-
old network, which is expected to lose
about $16 million this year, is unclear.

In a proxy statement sent to in-
vestors in July, parent company Gay-
lord Entertainment noted that, while
CMT International had not yet oper-
ated profitably, management felt it
could be improved to the point of doing
s0. Otherwise, said the report, man-
agement would consider selling all or
part of the network or shutting it down.

Gaylord spokesman Alan Hall said
that, at present, “Gaylord has no plans
to do what’s mentioned in the proxy
statement. We are rigorously out there
right now trying to find partners to
make this thing successful. We truly
believe country music has a bright
future internationally.”

Last year’s agreement by Westing-
house to acquire CMT and TNN from
Gaylord for $1.55 billion, which has not
yet been signed off on, called for Gay-
lord to keep CMT International, which
consists of CMT Europe, CMT Latin

Rachmaninoff Heirs Sue EMI

B BY BRADLEY BAMBARGER

NEW YORK—The heirs of Sergei
Rachmaninoff have filed suit against
EMI Music Publishing for allegedly
failing to properly exploit the Russian
composer’s catalog. The suit, filed June
9 in Paris, will be heard in France,
where Rachmaninoff’s grandson,
Alexandre Conus Rachmaninoff,
resides.

The majority of Rachmaninoff’s
compositions—including the Piano
Concerto No. 3 popularized by the
recent hit film “Shine”—are published
by the British firm Boosey & Hawkes

(in an arrangement renegotiated earli-
er this year). The copyrights adminis-
tered by EMI consist of the composer’s
last works (Opp. 40-45), which include
such renowned pieces as “Rhapsody
On A Theme Of Paganini.”

The suit’s plaintiffs argue that EMI
is in breach of its obligation to publish
and exploit the Rachmaninoff works
under its control in “a diligent and dig-
nified manner in accordance with the
usual, artistic, and promotional stan-
dards of a publisher with regard to a
composer of an eminent classical
stature” (Billboard Bulletin, Aug. 6).

In particular, the suit claims that

America, and CMT Pacific Rim. Each
has a different feed and different
playlist. While not broken down by
areas, subscriber figures for CMT
International show 6.8 million con-
firmed households in 59 countries.

The main problem, notes Hall, has
been CMT Europe, which is more ex-
pensive to run and is operating in a
harder market to crack than the Latin
America and Pacific areas.

“The problem you have on all fronts
in Europe,” says Hall, “is that you don’t
have the delivery systems in place in
enough households right now. And
you've got advertising difficulties in
Europe, where you have to get adver-
tising that will appeal to audiences
across all those cultural boundaries.
Then you have political considerations
in some countries ... [and] the enor-
mous cost of renting a transponder in
Europe.”

Additionally, Europe remains a hard
market for country music. Country
sales in the U.K. accounted for only 2%
of the album market in 1996, down
from a peak of 2.5% in 1992. In Eu-
rope’s biggest market, Germany, coun-
try sales are 0.5%.

By contrast, country albums are 7%

(Continued on page 89)

Over Catalog

EMI hasn’t done its publishing duty
because the company’s New York sub-
sidiary does not have a “qualified and
competent” classical music depart-
ment. The suit goes on to note that
copies of popular works like “Rhapsody
On A Theme Of Paganini” have not
been readily available in graphic edi-
tions (all-important for classical music)

in such key markets as Paris.
Another portion of the suit alleges
misappropriations by EMI of phono-
graphic royalties due to the Rach-
maninoff family from Japan, as well as
account irregularities in other territo-
(Continued on page 79)
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Fleetwood Mac Back With Album, Video

Reprise’s ‘The Dance’ Marks ‘Rumours’ Anniversary

B BY LARRY FLICK
and MELINDA NEWMAN

NEW YORK—On Aug. 19, Reprise
Records will commemorate the 20th
anniversary of Fleetwood Mac’s land-
mark “Rumours” recording with “The
Dance,” a live album culled from an
MTV special that reunites the band’s
classic lineup of Lindsey Buckingham,
Stevie Nicks, Mick Fleetwood, Chris-
tine McVie, and John McVie. The set
will trigger a 40-city U.S. fall tour that
will put the group on the road togeth-
er for the first time since 1982.

The 17-track collection, which com-
bines four new songs with familiar
tunes, was gathered from three per-
formances on a Warner Bros. Studios
soundstage in June. The 90-minute
MTYV special, which will begin airing on
Tuesday (12), will be issued Aug. 26 on
home video via Warner Reprise Video,

, Sl
Stevie Nicks, left, and Lindsey Buck-
ingham are shown performing during
the taping of their forthcoming MTV
special, which will be released on
video and DVD.

with a DVD release planned for Sept.
23. A laserdisc version of the show will
be handled by Image Entertainment
and will be offered Sept. 23.

“This has become a monumental
event that pays long-overdue tribute to
a band that continues to have immea-

B BY PAUL SEXTON

LONDON—Fela Anikulapo-Kuti,
both an outspoken political activist
and one of the
best-known musi-
cians in Africa in
the 1970s and
"80s, rose to inter-
national promi-
nence with a
series of albums
highly critical of
successive mili-
tary regimes in
his native Nigeria. Kuti continued to
battle the authorities both in and out
of the recording studio, enduring sev-
eral jail terms while maintaining a
musical profile via such albums as

KUTI

African Political Activist,
Musician Fela Kuti Dies

“Upside Down” (London, 1977) and
“Black-President” (Arista, 1981).

Kuti died Aug. 2 at his home in
Lagos, Nigeria. He was 58. He had
reportedly been suffering from an
AIDS-related illness.

Few of Kuti’s albums achieved
widespread release in the U.S,, but
he is nevertheless seen as a pioneer
in the development of the urban West
African musical hybrid that became
known as Afrobeat and in the spread
of African culture to wider shores.

He was born in Nigeria in 1938,
inheriting much of his political moti-
vation from his schoolteacher moth-
er Funmilayo, a well-known feminist
and labor organizer. At the turn of
the ’60s, he went to London to study

(Continued on page 75)

surable influence on new musicians,”
says Craig Kostich, senior VP of artist
development/creative marketing (U.S.)
at Reprise. “These songs sound as
strong now as they did when they were
first released. Judging from early
interest in this project, people are still
clearly very turned on by them.”

The extensive marketing strategy
behind “The Dance” started to unfold
July 22, when Reprise issued the
album’s first emphasis track, “Silver
Springs,” to pop, AC, and mainstream
rock radio formats. Since then, the
Nicks-fronted tune—which was origi-
nally recorded for “Rumours” but did
not make the final track listing—has
gathered airplay on 47 stations, with
audience impressions of 3.8 million,
according to Broadcast Data Systems.

WNOK, a top 40 station in Columbia,
S.C,, played “Silver Springs” more

(Continued on page 78)

LATIN

B BY CHRIS MORRIS

LOS ANGELES—Tanya Donelly, a
former member of three of the last
decade’s most respected alternative
bands, goes it alone on “Lovesongs
For Underdogs,” due from Reprise
Records Sept. 9.

Singer/songwriter Donelly was a
founding member of Throwing
Muses (1984-91), the Breeders
(1992), and her own group Belly
(1992-96); with the latter act, she
scored a No. 1 hit on the Modern
Rock Tracks chart with “Feed The
Tree,” which also hit Billboard’s Hot
100 Singles chart in 1993. Reprise
plans to use this formidable track
record as an entree for Donelly’s new
solo career.

Reprise senior VP of artist devel-

| Reprise Looks To Donelly’é_
Past In Touting Solo Debut

DONELLY

opment/creative marketing (U.S.)
Craig Kostich says, “The initial
thrust of our advertising and mar-
keting plans are going to be directed
at [fans] that are more alternative
skewed and have probably purchased
records by Throwing Muses, the

(Continued on page 89) J

Patty Larkin Delivers ‘Perishable Fruit’
All Stringed Instruments Used On High Street Set

B BY DEBORAH EVANS PRICE

NASHVILLE—When talented musi-
cians gather in a relaxed atmosphere
to experiment with different sounds,
the result can be something unique and
fresh, like “Perishable Fruit,” the aptly
titled Aug. 26 release from Patty
Larkin on High Street/Windham Hill.

Recorded at her home studio on the
tip of Massachusetts’ Cape Cod, “Per-
ishable Fruit” was created entirely
with stringed instruments. No drums
were used, but the percussive sounds
Larkin and her musical colleagues
were able to coax from a variety of gui-
tars, basses, and other stringed instru-
ments provide the songs with ear-
catching appeal.

“I was really attracted to the exper-
imentation idea of it,” says Larkin. “I
was in preparation . . . and the idea
came up, and I thought that would be

really intriguing because [we’re] at a
point now between technology, guitar
styles, and string styles that it kind of
all met together and it was possible to
doit.”

Larkin produced
the project and was
joined on her musi-
cal adventure by
Ben Wittman and
Jennifer Kimball,
who've worked with
the Story; Mare
Shulman, whose
credits include
Jewel and Suzanne
Vega; and Michael Manring. Bruce
Cockburn and Jane Siberry make
guest appearances on the project,
which was mixed by Ben Wisch.

“The key element was when Ben
Wittman came and spent a couple days
here and de-tuned lap steel guitars and

LARKIN

de-tuned a bass and hit the bass head
with a mallet,” she says.

“It was very experimental. Some of
it worked, and some of it didn’t. |
didn’t even know that his father had
been a professor of experimental
music. So he was very much into the
idea of playing with sounds and seeing
what we could get. We ran things
through amplifiers and put delays on
them, things like that, and taped every-
thing we got . . . It was a very fun pro-
ject to do.”

Larkin says she had already written
the songs for the album before she
decided to record it strictly as a string
project.

“I would have written something
completely different if I had set out to
do an album with just stringed instru-
ments,” she says. “It was actually kind
of a challenge to take the songs I

(Continued on page 76)
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Artists & Music

B BY BRADLEY BAMBARGER

NEW YORK—When Sviatoslav
Richter died Aug. 1, classical music
lost not only one of the greatest
pianists of the
postwar era but
one of the last,
legendary figures
of a bygone gold-
en age. Richter—
“that miracle
Richter,” as fel-
low keyboard
wizard Glenn
Gould once
dubbed him—passed away of a heart
attack in Moscow at the age of 82.
That Gould was inspired by
Richter shouldn’t be a surprise, as
the elder Russian was a genius both
idiosyncratic and uncompromising.

e -

RICHTER

Classical Piano Great
Richter Dies At 82

" with the years.

And like Gould, he shunned the spot-
light—though in the opposite way.
While Gould retired from the concert
stage at a very young age to devote
himself to the solace of the recording
studio, Richter avoided the studio
nearly at the outset. He was dedicat-
ed to live performance, and the spo-
radic recordings of his concerts
stoked a cult of adoration that grew

Richter’s repertoire was as vast as
his physical facility, spanning sonatas
and concertos by Bach and Handel,
Haydn and Mozart, Beethoven and
Schubert, Chopin and Liszt, Debussy
and Ravel. And as well as anyone
ever, he interpreted the musie of the
Russian greats: Tchaikovsky, Mus-
sorgsky, Scriabin, Rachmaninoff,
Shostakovich, and his close friend,

(Continued on page 79)

Signature Aims To Help Taylor Win
A Smooth ‘Ride’ To Mainstream

B BY DOUG REECE

LOS ANGELES—Signature Sounds is
hopeful that the timing is right for
Louise Taylor’s new album, “Ride,” to
find a mainstream audience when it
bows Aug. 19.

Jim Olson, president of the Whatley,
Mass.-based label, says that the grow-
ing popularity of such folk-oriented
artists as Jewel and Paula Cole repre-
sents a noteworthy shift in the tide of
public taste that could buoy Taylor’s
latest effort.

“There’s no doubt that listeners are
flocking to this kind of musie,” says
Olson. “Modern rock runs its course
and continues to become a male, youth-
oriented thing. Country doesn’t seem
to be speaking to the 30-plus audience,
and these types of artists who are pro-
ducing good music with interesting
lyries are touching a nerve.”

Signature is no stranger to female

Mayfield Catalog Ups Rhino’s R&B Status

‘Superfly’ To Be 1st Release From Curtom Acquisition

B BY J.R. REYNOLDS

LOS ANGELES—Rhino continues to
bolster its position in vintage R&B with
the purchase of the North American
rights to Curtis Mayfield’s Curtom
Classics catalog. In a related deal,
Rhino also secured a license from
Warner Special Products for addition-
al Curtom recordings owned by Warn-
er Bros. Records.

The deals give Rhino access to more
than 400 tracks, which include record-
ings from such artists as Mayfield, the
Impressions, Linda Clifford, Leroy
Hutson, Natural Four, Fred Wesley,
Ava Cherry, and the Notations.

“We've always admired Curtis and
regard him as one of the greatest
artists and writers in pop musie histo-
ry,” says Rhino president Richard
Foos. “When he and his manager [Mar-
vin Heiman] indicated that they were

interested in selling the catalog, it
made perfect sense for us to become
involved.”

The first release from the catalog
will be Mayfield’s seminal soundtrack
recording “Super-
fly” on Nov. 11 (Bill-
board Bulletin,
Aug. 5).

Described as
a two-CD deluxe
reissue, the release
celebrates  the
soundtrack’s 25th
anniversary. The
“Superfly” rere-
lease will include bonus tracks by May-
field, incidental musie from the film
that wasn’t included on the original
soundtrack, and a demonstration track
called “Ghetto Child,” which ultimate-
ly became the soundtrack’s “Little
Child Runnin’ Wild.”

MAYFIELD

RECORD COMPANIES. Mark Gorlick
is named VP of promotion at Dream-
Works Records in Los Angeles. He
was senior VP of promotion at MCA.

Roadrunner Records in New York
promotes Jonas Nachsin to senior
VP/GM. He was VP of marketing.

John Carter is appointed senior
VP of A&R at Restless Records in
Los Angeles. He will continue to
manage the eels and Paula Cole.

Warner Bros. Records in New
York promotes Dana Watson to
director of A&R, jazz. He was man-
ager of A&R.

EMI Christian Musice Group in
Nashville promotes Shawn Tate to
director of gospel sales. He was man-
ager of national accounts.

Anne Kristoff is appointed direc-
tor of press and artist development
at Elektra Entertainment Group in
New York. She was associate direc-
tor of press and artist development
at EastWest Records.

GORLICK

NACHSIN

Donna Fetchko is promoted to
manager of international A&R at
Mercury Records in New York. She
was assistant to the senior VP of
international A&R.

Atlantic Records in New York ap-
points Gary Spivack VP of alterna-
tive promotion. He was senior nation-
al director of promotion at TAG
Recordings.

Arista Records in New York pro-
motes Al Kiczales to senior VP of
finance and administration and
Thomas Martin to manager of pub-
licity. They were, respectively, VP of

“Superfly,” which features such clas-
sic hits as the title track and “Freddie’s
Dead (Theme From ‘Superfly’),” was
originally released in 1972 and was No.
1 for four weeks on The Billboard 200.

The international rights to the Cur-
tom catalog are currently being nego-
tiated for by three companies, and Cur-
tom executives expect to close a deal in
the next 60 days.

Rhino’s Curtom deal comes on
the heels of another significant acquisi-
tion, the licensing of R&B icon
Ray Charles’ ABC-Paramount,
Tangerine, Crossover, and Colum-
bia masters—a move that bolstered
Rhino’s existing Charles catalog from
the Atlantic years 1952-59 and 1977-80
(Billboard, Feb. 15).

Mayfield, who was paralyzed from
the neck down following an onstage
accident in 1990, decided to pact with

(Continued on page 15)
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finance and administration and coor-
dinator of publicity.

MCA Records in Los Angeles pro-
motes Todd Gallopo to art director.
He was graphic designer.

A&M Records in Los Angeles pro-
motes Charlie Londono to national
director of AAA promotion, Scot
Finck to national director of CHR
promotion, and Jay Hughen to
national manager of alternative and
college promotion. They were,
respectively, national director of
alternative promotion, West Coast;
senior director of national promotion;

singer/songwriters. The label’s roster
also includes Erica Wheeler and Deb
Pasternach.

Not one to be pigeonholed, however,
Taylor professes interest in a wide
array of R&B, pop, country, and folk
artists.

“I keep an ear
out for great songs
that go across all
types of m