SKILLS TO
THE BILLS

@ BY SETH GOLDSTEIN

LAS VEGAS—A new rackjobber has
emerged from the executive fallout
at Rank Retail Services, the Pitts-
burgh-based audio and video whole-
saler struggling to contain costs and
remain in business.

Paul Pasquarelli, the former presi-
dent of Rank Retail Services’ rack
unit, now heads a Detroit-based firm
called Visual Expressions. It is the
creation of freight carrier Vidco In-
ternational & Associates, which ships
about 80% of the prerecorded cas-
settes delivered to specialty retailers
and mass merchants.

Some time ago, Video co-owners
Salvatore Craparotta and Irene Cor-
reia broadened their operations to in-
clude a fulfillment service, which has
since been folded into the larger rack-
ing venture. In addition to video, Pas-
quarelli and former Rank sales repre-
sentative Michael Schneider are tak-
ing on Vidco’s Sports America Club,

¢ COMPLETE TEAM COVERAGE
OF VSDA '92... SEE PAGE 1

a line of collectible cards that will be
marketed with the videocassettes.
Pasquarelli, originally hired to handle
the cards, and Craparotta scouted the
Video Software Dealers Assn. con-
vention in Las Vegas last week for ac-

$4.95 (U.S.), $5.95 (CAN.), £3.75 (U.K.)
52NOK, DM16.50, 10,500 Lire
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Video Shipper Moves Into Rack Biz | ‘cop’ Removal |
Ex-Rank Chief Scouts VSDA For Accounts

counts, much of which may be si-
phoned away from Rank.

At the VSDA show, Harry Steck,
president/CEO of Rank Retail Ser-
vices America, held a public meeting
with suppliers to underscore the
steps Rank is taking to trim the high
costs that have plagued it for the
past two years. Some manufacturers

(Continued on page 74)

Barcelona Olympics Is A
Gold Mine For Record Labels

B BY HOWELL LLEWELLYN

BARCELONA, Spain—Record com-
panies are rushing to cash in on the
Barcelona Summer Olympics, which
opened July 25 with an inauguration
ceremony that featured a medley by
Spain’s top opera singers. The compe-

Superstar Sets Slip Thru
Protection Gap In Germany

! B BY MIKE HENNESSEY
|

HAMBURG—Last year was the
most successful ever for AC/DC in
Germany, according to EastWest
Records managing
director Juergen Ot-
terstein. The group’s
tour dates drew
huge audiences and
its album, “The Ra-
zors Edge,” sold al-
most a million copies.

The band was re-
corded in various lo-
cations during the 1991 tour so that
a live album could be released in the

spring. Already nearly a quarter of
a million live albums have been
shipped into German record outlets
this year.

But this statistic does not please
Otterstein one little
bit. Because all of
those units are unau-
thorized recordings
benefiting from the
fact that release of
the official Atco live
album has been de-
layed due to the in-
volvement of AC/DC
Bruce Fairbairn

producer
(Continued on page 41)J

tition ends Aug. 9.

Within 34 hours of the three-hour
opening ceremony, BMG/RCA had
an Olympics tribute album in the
stores. “La Gran Fiesta Clasica” cen-
ters around the 14-minute medley of
popular operatic arias sung by tenors
Jose Carreras and Placido Domingo,
sopranos Montserrat Caballe and Te-
resa Berganza, and Juan Pons and

CARRERAS

MADONNA

Jaime Aragall, but also includes 20
other arias from operas such as
“Othello” and “Macbeth.”

This Spanish version went on sale
worldwide July 27; in English-speak-
ing territories it is titled “From The
Official Barcelona Games Ceremo-
ny'"

The BMG release joins ‘“Barcelona
Gold,” a worldwide WEA release that
was compiled in the U.S. The album is
this week’'s Power Pick on The Bill-
board 200, vaulting to No. 55. It also

(Continued on page 77)
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Satisfies Foes,
To A Point

B BY CHRIS MORRIS

LOS ANGELES—Protesting po-
lice groups have responded to the
surprise withdrawal of Body
Count’s controversial metal song
“Cop Killer” with a mixture of
satisfaction and a desire for corpo-
rate repentance on the part of
Sire/Warner Bros. Records’ par-
ent company, Time Warner Inc.
On July 28, Body Count leader
(Continued on page 83)
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1l SIDES TO EVERY STORY

THE NEW ALBUM

THE STORY SO FAR
Extreme’s last album, Extreme ||
Pornograffitti, was one of the year's best
stories at retail, video and radio.

With the #1 single “More Than Words”
and the Top 5 “Hole Hearted” propelling
the band to double-platinum sales status,
it goes without saying that the story

was just beginning.

RECORDS € 1992 ABM Records, Inc. Al lights reserved

THE STORY CONTINUES
With their new album, IIl Sides To Every
Story, Extreme have created a compelling
journey through the soul of rock’n’roll.
Clocking in at 77 minutes, the album is
broken down into three sections — the
metal-fueled Yours, the archly introspective
Mine and the band’s 22-minute magnum
opus The Truth — the album is full of the
stunning vocals, melodic imagery and nasty
grooves that have made Extreme a story
everybody wants to hear.

[31454-0006-2/4]

THE STORY NEVER ENDS

lIl Sides To Every Story, the new album from

=ATR=EN=

» Street date: September 22nd
» First single: “Rest In Peace” |
« MTV & Radio workdate: August 26th

Produced by Nuno Bettencourt
Co-Produced by Bab St. John

Management: Arma Andon,
assisted by Scott Bernstein for Andon Artists Inc.
in association with Louis Levin for Louis Levin Management

—
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Philips Pushes Back DCC Launch Date

Company Cites ‘Mass-Production Problems’

8 BY SUSAN NUNZIATA
and BILL HOLLAND

NEW YORK—The worldwide launch of
digital compact cassette has been post-
poned until an unspecified date sometime
“before Christmas,” according to Philips
Consumer Electronics. The delay in the
launch, originally expected Sept. 15, is the
result of mass-production problems related
to the internal software of the machines
and mechanical difficulties, according to
Philips spokesperson Angelique Hoo-
gacker.

The July 30 announcement softens con-
cerns about a hardware introduction prior
to passage of the U.S. Digital Audio Home
Recording Act. Progress on the bill, too,

has come slower than expected; passage is
now predicted by early October.

In principle, says Hoogacker, the launch
delay is not related to the royalty legisla-
tion in the U.S. but “fits quite nicely.”

Another source notes “this [delay in leg-
islation] comes at a convenient time for
hardware manufacturers to get more
equipment made and finalize their prod-
ucts. No one is really crying over this.”

The original September launch in the
U.S. was to see hardware from Philips and
300-500 prerecorded titles from PolyGram,
Capitol/EMI, BMG, WEA, and Sony. MCA
was to add its software Oct. 15 when hard-
ware from Matsushita-owned Technics was
scheduled for introduction. It is unclear
how the Philips announcement will affect

NEW YORK—This is a week of major
change in Billboard. Within the pages
of this issue, readers will discover the
debuts of five new features and new
writers for two long-running columns.

Here’s a rundown:

o Thom Duffy introduces his new col-
umn, Home & Abroad, in the Interna-
tional section. This biweekly feature
will spotlight the movements and
achievements of artists outside their na-
tive territories. Duffy, newly appointed
as international deputy editor, contin-
ues t0 be based in New York; he will
switch to Billboard’s London office in
early 1993.

e In the Artists & Music section, Me-
linda Newman takes over The Beat col-
umn as she succeeds Duffy as talent edi-
tor. Newman had been music video edi-
tor. (Next week, Newman will introduce
Continental Drift, a new column devot-
ed to city-by-city coverage of local mu-
sic scenes, regional talent develop-
ments, unsigned artists, and ground-
swell excitement across the North
American continent.)

e Deborah Russell succeeds Newman
as music video editor and takes on The
Eye, our weekly column of music video
news and commentary. This week’s Mu-
sic Video section also features the debut

Five New Features Debut In
Landmark Issue Of Billboard

of our renamed Production Notes fea-
ture, which provides weekly credit to
the creators of the newest music clips.

e In the Home Video section, Bill-
board introduces Picture This!—a
weekly look at key issues by Seth Gold-
stein, Billboard’s home video editor.
Also debuting this week is Video Pre-
views, a weekly examination of new
sell-through-priced titles in a variety of
genres.

e Chris Morris, newly appointed as
senior writer, unveils Declarations Of
Independents, a new column in the Re-
tail section dedicated to news and views
about the independent label and distri-
bution community.

“All of these new appointments signal
not only the creative growth and devel-
opment of Billboard’s strong editorial
staff,” says Billboard editor in chief
Timothy White, “but also the publica-
tion’s commitment to greater depth and
diversity in our coverage in the '90s.
Billboard aims to serve its audience
with coverage unlike any available any-
where, with unsurpassed depth and in-
novative flair. Nearly a century ago,
Billboard pioneered modern music
journalism and entertainment trade re-
porting, and we've got plenty of sur-
prises in store for the next 100 years.”

THIS WEEK IN BILLBOARD
MUSI
Sic Executive Turntable 12 Power Playlists 68 MUSIC CHARTS
Album Reviews 50  Global Music Pulse 40  Pro Audio 57 Top Albums
Artists & Music 10  Gospel Lectern 33 Ra&B 19  The Billboard 200 80
Between The Bullets 83  Hits Of The Worid 43 Radio 63 Contemporary Christian gg
The Billboard Bulletin 86 Home & Abroad 39 Retail 44 gg:::';y 32
Boxscore 18 Hot 100 Singles Spotlight 79 ~ Rossi's Rhythm Section 24 [ F . 84
Canada 42 in The Spirit 32  Single Reviews 72 L atin 34
Chart Beat 86 International 3g  Studio Action 58  Modern Rock Tracks 66
Classical/Keeping Score 31  Jazz/Blue Notes 32 Update 62 New Age 49
Clip List 37  Latin Notas gp Maxilox m o - e
Commentary 6  Lifeiines 62  HOME VIDEO AN en
Country 27  Mediailine 37 World 'Muslc 49
Dance Trax 25 Music Video 36 Box Office 56 Hot Slngles
Dec. of Independents 47  Popular Uprisings g4  Health And Fitness 55  Aduit Contemporary 64
Top Kid Video 54  Country 38

©Copyright 1992 by BPI Communications. No part of this publication may be reproduced, stored in ony Recreationai sPorts 55 Dance sg
retrieval system, or transmitted, in any form or by any means, Store Monitor 52 Hot Latin
cording. or otherwise, without the prior written permission of the publisher, BILLBOARD MAGAZINE Hot 100 78
(lssn G006. 2510) is published weekly (except for the last week in D ) by BP1 C Video Previews 54
One Astor Piaza, 1515 Broadway, New York, N.Y. 10036, Subscription rate: annuat rate, Continental R&B 23
US. $209.00, Continental Europe £183, Billbosrd, Quadrant Subscription Service Lid. Perymount  Video Rentals 56
Road, Haywards Heath, West Sussex, asa at the British Post Office, Ja- R&B Radio Monitor 20
pan Y108,000. Music Labo Inc.. Dempa Building, 2nd Floor, 11-2, 1-Chome, NigashiGotanda, Shn-  Vide@o Sales 52 Rap 24
apwﬂm Tokyo 141, Japan. Second class postage paid at New York, N.Y. and at additional mailing

- plesse send s of sddress o Bilboad, P, Box 2011, Marion, OH 43305. Top 40 Radio Monitor 77
2011 Currmundblckcopoesof“" d are from Kraus Microform, Route 100, CLASS’FIED/
Miltwood, N.Y. 10546 or Xerox Uni Microfiims, 300 North Zeeb Road. Ann Arbor. Mich, 48106, R&B Singles Sales 22
(e e ey S 6350 o S s 150065 REAL ESTATE 60 Top Singles Sales 79

the Matsushita launch plans. Executives at
that company were unavailable for com-
ment by press time.

Sources say Philips may introduce DCC
in October, but Hoogacker could not pro-
vide a specific launch date.

According to Hoogacker, the company
plans to have units available to dealers for
demonstration purposes in September, but
will not make any available for sale. She
could not confirm whether Philips is still
planning to bring 25,000 players into the
U.S. marketplace by year’s end (Billboard,
July 25). The postponement is not expected
to affect the initial home unit’s $800 price
tag, says Hoogacker.

The announcement brings the introduc-

(Continued on page 76)

Sony Adds To
Dealer Discontent
On GD Box Rehates

@ BY CRAIG ROSEN

LOS ANGELES—Music retailers’ chorus
of discontent over distributors’ CD-pack-
aging rebate programs became more stri-
dent as Sony Music Distribution unveiled
a policy intended to help retailers make
the transition into a world without long-
boxes.

Retailers generally reacted to Sony’s
policy with the same disdain they had
voiced when WEA Corp. and PolyGram
Group Distribution announced their re-
bate policies in late June (Billboard, July
4).

In a letter dated July 21, Sony an-
nounced a 20-cent rebate on all CDs with
a $13.98-and-up list equivalent, a 15-cent
rebate on all CDs with a $10.98-$11.98 list
equivalent, and an 11-cent rebate on all
CDs with a $9.98 list equivalent. The pro-
gram will run from Monday (3) through
July 30, 1993, and the rebates will be cred-
ited to retailers’ accounts on a quarterly
basis.

From Nov. 2, 1992, through Oct. 29,
1993, the same amount will be deducted
from processed returns.

Although the Sony rebate is lower than
those of the WEA and PGD programs, it
runs more than a month longer. Sony Mu-

(Continued on page 73)

BILLBOARD AUGUST 8, 1992




VSDA

92

Retailers Make Room For PPT Presence

E BY EARL PAIGE

LAS VEGAS—After years of con-
troversy, the concept of pay-per-
transaction has finally become ac-
cepted by video retailers, with sever-
al competitive systems surfacing.
However, some studios remain skep-
tical of PPT philosophy, despite their
ability to share in PPT rental reve-
nues.

Most observers say the poor econ-
omy, sluggish rental volume, and in-
creased costs of rental titles are
causing retailers to look at the lower
price of PPT titles—usually running
from $8 to $10 lower through Ren-
trak—and to overlook the fact that
the program involves revenue-shar-
ing with film studios during the ear-
ly life of a title.

Carol Berger, wife of PPT pioneer
Ron Berger, says there has been a
dramatic change in retailers’ atti-

tudes toward the program. “Four
years ago we had to have security
guards escort my husband out of the
hotel” where the annual Video Soft-
ware Dealers Assn. convention here
is held, she recalls.

In stark contrast, Rentrak, which
has grown from a $5 million to $60
million company, hosted a lavish in-
dustry party at the Mirage Hotel
July 28, with many VSDA board
members present.

“A year ago we carefully screened
guests,” says Carol Berger. “This
year everyone was invited.”

Bob McConnell, president of the
16-store, Torrance, Calif.-based The
Video Choice web, was a typical
guest at the party. ““I was one of
those wearing the buttons protest-
ing PPT,” sats McConnell, who re-
cently signed all of his stores on for
Rentrak.

McConnell points out that, though

traditional distributors are strongly
opposed to PPT, they cannot do
much to prevent the studios from
participating. “There is no way In-
gram or Commtron would have boy-
cotted ‘Silence Of The Lambs’ or
‘Dances With Wolves’ last year just
because Rentrak had the titles,” said
MecConnell of Rentrak’s two leading
1991 entries.

SUPPLIERS STILL SECRETIVE

Studio executives at the show
were reluctant to comment on Ren-
trak, because up to now the concept
has represented competition against
traditional wholesalers. And, even as
he steps into the limelight, Berger
cannot divulge his suppliers, though
industry sources routinely identify
MCA Universal Home Video as the
most prominent and regular one.

One major supplier that has never
given any of its titles to Rentrak,

BBY ED CHRISTMAN
and EARL PAIGE

LAS VEGAS—Culture Convenience
Club, the giant Japanese video rent-
al chain, has launched its invasion of
the U.S. home video market, via a
new Tarrytown, N.Y.-based division,
Supermarket Video Management
Inc.

For its initial thrust, the U.S. oper-
ation is approaching supermarket
chains and proposing to run leased
video rental and sales operations in-
side them, according to Muneaki
Masuda, who heads up CCC, and
Steve Berns, the former COO of
RKO/Warner Video, who has been
named president and CEO of Super-
market Video Management. Both
were pushing the new business at
the Video Software Dealers Assn.’s

Japanese Video Rental Web Enters U.S.

Culture Convenience Club Seeking Supermarkets

annual convention here July 26-29.

In Japan, the CCC network takes
in some 660 video- and CD-rental
stores, a direct-marketing effort, a
racked operation servicing 200 loca-
tions with video sell-through, and
Rentrak Japan, which provides in-
formation and audit processing for
wholesalers selling titles on a pay-
per-transaction basis. Altogether,
the company generates about $118
million in revenues from its various
entertainment software businesses.

Indirectly, CCC already is a play-
er in America through its stake in
Rentrak, according to Ron Berger,
chairman, CEO, and president, who
describes the company as major
stockholder.

The push into the U.S. market
comes on the heels of the company’s
July entry into Europe where it

opened two stores in Germany, un-
der the chain’s main logo, Tsutaya.
Masuda says he is pleased to land
someone with Berns’ experience to
head the company’s U.S. division.
Berns previously oversaw
RKO/Warner, which at its peak ran
more than 40 video rental and sell-
through stores in the New York
area. But the company currently is
involved in bankruptcy proceedings
that are shrouded in controversy
with, aceording to court documents,
Berns and the chain’s chairman Mi-
chael Landis trading conflicting ver-
sions of how RKO/Warner’s finan-
cial problems were caused. Berns
declines to comment on those pro-
ceedings.
In CCC’s coming to America,
some observers suggest it is retali-
(Continued on page 74)

Scaled-Down

This story was prepared by Paul
Verna, Ed Christman, Seth Gold-
stein, and Earl Paige in Las Vegas.

LAS VEGAS—The home video indus-
try’s generic advertising campaign,
first proposed two years ago, has
metamorphosed into what the VSDA
is calling “an industrywide market-
ing” program designed to increase
traffic in video retail outlets.

The objective of the campaign is
“to protect now, and for the long
term, the retail rental and sell-
through customer franchise,” said
Kevin Wolcott, the independent con-
sultant commissioned by the Video
Software Dealers Assn. to develop
the plan.

The main difference between the
initial proposal and the new, modified
version—which was introduced at the
trade group’s annual convention,
held here July 26-29—is that VSDA

Buena Vista Home Video, seems to
be softening its position. Buena Vis-
ta Home Video president Bill Me-
chanic said, “The jury is still out” on
PPT.

A spokesman at the Warner Home
Video exhibit, who asked to remain
anonymous, said the company is not
selling to Rentrak. He added that “it
would relieve the pressure” if Ren-
trak were not involved directly in
distribution, but merely took retail
orders, as its partner in Japan does.

That partner, Culture Conve-
nience Club, is just forming a U.S.
subsidiary to service supermarkets
on a PPT basis (see story, this page).

Besides Rentrak’s new high pro-
file, the excitement over PPT at
VSDA was fueled by the emergence
of new PPT players. Jack Silverman
founder of Commtron Corp., intro-
duced his new firm, SuperComm
Inc., at a media conference here July
26.

SuperComm, a Dallas PPT compa-
ny initially targeting supermarkets,
was quickly seen by observers as
likely to collide with Culture Conve-
nience Club.

Meanwhile, other new PPT com-
panies have been established, in-
cluding Dickson Video Systems
and upstart UniTrax, formed by
Fergus O’Scannlain, former VP of
operations at Rentrak.

Because it has gone after B ti-
tles and even cult product, Dickson
readily identifies suppliers for its
experimental system, which has
been installed in 27 stores in Win-
nipeg, Manitoba. These include
Prism, Fries, Republic, Water-
bearer, Vidamerica, Phoenix Dis-
tributors, View Video, Central
Park Media, and Increase Video,
Dickson says.

At his press conference, Silver-
man said he could not disclose the
six supermarket chains involved in
a test with SuperComm, acknowl-
edging that ‘‘the secrecy required
by Rentrak hurt their credibility.”
Silverman served on the board of
Rentrak until two years ago.

VSDA Awareness Drive Is Detailed

appears to be no longer seeking to
place the bulk of the financing bur-
den on the studios. Instead, the trade
group hopes to rely on corporate
partners to fund the campaign, which
will be significantly downscaled from
the $20 million program proposed
two years ago.

In a presentation to a meagerly at-
tended business session on the clos-
ing day of the convention, Wolcott
unveiled a 19-point program consist-
ing of print, radio, and TV advertis-
ing; cross-promotional opportunities;
interactive phone lines; direct-mail
kits; motivational seminars; and spe-
cial in-store promotions.

A cornerstone of the campaign is a
store “branding program” whereby
retailers can license a consumer-ori-
ented slogan and logo for use in their
stores and in advertising.

Among the highlights:

¢ Ninety-second segments inform-

ing viewers of current video releases
that will be offered to television sta-
tions for use in their news programs.

 Quarterly Sunday newspaper in-
serts promoting specific rental and
sell-through titles.

o Interactive 800/900 phone lines
allowing callers to access video re-
views and find rare titles.

¢ Radio spots promoting the latest
releases.

e Quarterly direct-mail promotion-
al kits.

VSDA is also considering televis-
ing its annual Homer Awards show,
which takes place on the closing
night of the convention.

Mitch Lowe, president of three-
store Video Droid in Sausalito, Calif.,
and VSDA’s newly elected VP, said
the organization would be taking “an
entirely new tack” based on research
and the realization that video stores
daily attract a cross-section of the

public and therefore represent many
constituencies.

“We have always approached the
campaign from the standpoint of go-
ing to the studios and finding out
how we can fund this together.
They’re already doing it,” said Lowe,
mentioning such individual cam-
paigns as Paramount’s spots on vid-
eos to push midweek rentals.

“They have their own campaigns,
their own title-specific promotions.
We have underestimated the asset
we have of all the traffic we generate
combined,” he said. “What we've
learned is that there are many indus-
tries and companies out there spend-
ing millions of dollars in advertising,
locally and nationally and in all me-
dia, who, when they look at our asset,
that incredible physical contact in our
stores, on our counters, whether it be
voter registration or counter displays

(Continued on page 74)

Label Vid Units
Finding Home In
Special Interest

M BY KEN TERRY

LAS VEGAS—The home video di-
visions of several major record la-
bels are on the move, and their ex-
pansion into areas beyond music
video signals their parent compa-
nies’ intention to become players
in the special-interest area.

Four companies—Sony Kids
Music & Video, PolyGram Video,
BMG Video, and A*Vision Enter-
tainment, Atlantic Records’ video
arm—had exhibit stands at the
Video Software Dealers’ Assn.
convention here last week. Al-
though music video titles made up
a large part of their offerings,
they were also hawking sports/
fitness, children’s, and other kinds
of special-interest product to the
video trade.

The broadening focus of these
label video divisions is mirrored
by the addition of video marketing
specialists to major branch distri-
bution companies and their at-
tempts to secure more outside vid-
eo lines.

WEA, for example, has long
handled distribution of Warner
Home Video product to record
stores; but recently, when LIVE
switched its distribution to WEA,
the company took on its first video
sales specialists. Uni Distribution,
which had a booth at VSDA, has
been distributing MCA Home Vid-
eo product for many years and
also disseminates several other
lines, including Rhino, Rabbit
Ears, Pacific Arts, and Playboy,
through all video retail channels.
While Sony Musie Distribution
and BMG Distribution have added
only a few dedicated video sales-
people thus far, PolyGram Group
Distribution recently established
a sales force of nine video special-
ists, including three regional man-
agers who are responsible for
sales and marketing.

“Until recently, PGD sales reps
handled audio and video,” notes
Jim Caparro, executive VP of
PGD, who attended the VSDA
show. “As more focus is being
placed on the video marketplace,
to develop it better we felt it made
sense to bring on video specialists.
It’s another step toward becoming
a total entertainment distribution
company.”

The directive for this thrust
comes straight from Alain Levy,
head of PolyGram worldwide. Ac-
cording to Bill Sondheim, VP of
sales and marketing for PolyGram
Video, Levy’s goal is to raise the
video share of the company’s glob-
al revenues to 25% by 1995.

Since music video takes a much
smaller slice than that of the over-
all market, PolyGram Video
(which last year dropped “music”
from its moniker) is rapidly expand-
ing its scope. ‘“We’ve targeted

(Continued on page 75)
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CONCERT, RETAIL, LABEL INTERESTS ARE LINKED

EBY BEN LISS
and CYNTHIA WALLACE

Promoters, retailers, and recording
companies are business entities
linked by their interest in the career
of a given artist and by overlapping
consumer constituencies. It has
long been assumed that a positive
correlation exists between the suc-
cess of one entity and the success of
the others. Today, that correlation
can be statistically proven using
new technological tools that have
proliferated in recent years. The
challenge is to understand the con-
cerns and practices that link those
entities and to exploit common
ground for mutual benefit.

A natural strategic alliance exists
among promoters, retailers, and
record labels. Failure to manage
that alliance is detrimental to all
concerned. If an artist’s career is
not properly developed, tickets re-
main unsold and recordings lan-
guish on retailer shelves. The pauci-
ty of new acts with enduring and
growing careers bears witness to an
inability to manage and exploit our
common interests. Our long-term
challenge is to forge greater under-
standing and ensure that collabora-
tion—ranging from consultation to

direct linkage—occurs when inter-
ests converge.

As an industry, we need to build
bridges of communication and high-
er levels of trust. New ways to suc-
ceed in this difficult economic envi-
ronment should be explored. Our in-
dustry has relied far too long on
practices that balkanize common in-
terests. A dia-
log concern-
ing how we
can work best
with each oth-
er is the first
step.

Business
management
guru Michael
Porter has
written exten-
sively on the importance of recog-
nizing and exploiting strategic alli-
ances. The successful management
of such alliances can lead to impor-
tant competitive advantages and
can mark the critical difference be-
tween survival and failure. Success-
ful management of a strategic alli-
ance results in new ideas and prac-
tices and, perhaps most
importantly, in maximizing the ef-
fective usage of limited resources.

SoundScan data has proved the

cause-and-effect relationship be-
tween concerts and recording sales
activity. The strong correlation be-
tween concert appearances in a giv-
en market and postconcert record-
ing sales in that market reveals
touring does, in fact, help break
new artists and that concert promo-
tions reinvigorate the popular ap-

‘Our challenge is
to forge greater
understanding’

Ben Liss is executive director
of the North American
Concert Promoters Assn.
Cynthia Wallace is an
independent management
consultant.

peal of established acts. Coopera-
tive partnerships, implemented on a
market-by-market basis by artist
management, promoters, labels,
and retailers, can expand the range
of services available and produce
significant economies of scope. The
result should be a more efficient ex-
penditure of resources, leading to
increased ticket and recording sales
while sustaining the long-term
growth of an artist’s career.
SoundScan, Broadcast Data Sys-

-

TIPPER IS NO HELMS

I'm extremely dismayed by the re-
action to the Clinton/Gore ticket
by those in the music industry
cited by Thom Duffy (Billboard,
July 25). Irving Azoff’s insistence
on a “written position paper” from
Bill Clinton is incredible, consider-
ing what the Republican adminis-
trations have fostered over the
past 12 years. Has Azoff asked
the Bush camp for a position pa-
per, too?

While Tipper Gore has been out-
spoken about her concerns over
rock lyrics, she is no Jesse Helms.
She is not among those who have
called for the censorship of muse-
um exhibits, bans on record album
sales, or the denial of arts grants
by the National Endowment for
the Arts. George Bush, Dan
Quayle, and their Republican foot
soldiers are a far more dangerous
threat to this country’s freedom of
expression than Tipper Gore could
ever be.

The currency of concern is
something we cannot afford to
spend unwisely. The Democratic
Party platform includes planks on
civil and equal rights, AIDS, gun
control, ozone depletion, lifelong
learning, and personal responsibil-
ity. By threatening to turn their
backs on that agenda because of
the past efforts of one peripheral
participant, the music industry
people mentioned in your article
sound less like truly concerned cit-
izens than like spoiled brats.

Susanne Hartenstine
Arista Records
New York

KNEE-JERK CRITICS

I am embarrassed for those knee-
jerk members of the music com-
munity who feel compelled to
question the candidacy of Bill Clin-
ton because of his running mate’s
spouse (Billboard, July 25).

If they seriously think that Tip-
per Gore’s lobbying for voluntary
record labeling (something the
RIAA endorsed years ago) out-
weighs her husband’'s longstand-
ing fight against racism, environ-
mental abuse, and those who
would deny a woman’s fundamen-
tal right to choose (Al Gore is co-
sponsor of the Freedom of Choice
Act), then I can only conclude that
their priorities are wildly mis-
placed.

Daniel Savage

Director, market research & product
development

PolyGram Group Distribution

New York

‘SIMPLE RATINGS SYSTEW'

In 1985, I appeared opposite Tipper
Gore and Susan Baker on “The
Donahue Show,” along with Chris
Connelly of Rolling Stone, to debate
the newest threats to our industry,
record ratings, and rock censorship.
Despite the media image of the Par-
ents’ Music Resource Center as a
reactionary, pro-censorship organi-
zation, I found Gore and Baker to
be decent, concerned citizens. They
were not advocating censorship,
but a simple ratings system similar
to that used by the motion picture
industry. In fact, their group has
never suggested or encouraged

tems, and Ticketmaster offer terrif-
ic tools to unearth data. That infor-
mation needs to be systematically
analyzed so strategies can be ad-
justed to stimulate consumer de-
mand. As Prof. Porter illustrates,
achieving competitive advantage is
often a function of an enterprise’s
ability to apply knowledge and
technology
creatively.
Smoothing the
flow of infor-
mation, merg-
ing dispersed
sales figures
into powerful
local data-
bases, and
pulling to-
gether loose-
ly aligned industry groups will
strengthen the probability that our
related goals will be attained.
Collaborative marketing efforts
will create a ripple effect. Greater
leverage, through coordinated me-
dia buys, radio tie-ins, and retail
promotions, will be realized. The
net effect will be greater than the
simple sum of its parts. Dialog and
practices facilitating the exchange
of information will shape the plan-
ning process and result in tightly

focused and effective promotional
campaigns. Ongoing communica-
tion will combine the considerable
local expertise enjoyed by promot-
ers, retailers, and label represen-
tatives. That combined expertise
represents an important resource
for managers seeking to intelli-
gently guide and develop artistic
careers.

Businesses in the music industry
are composed of experienced pro-
fessionals who share unique attri-
butes such as creativity, a passion
for music, and a risk-taking entre-
preneurial spirit. Our mutual de-
sire is to reach the same local audi-
ence while offering greater value
to artists with whom we work.
With so much at stake, it is to ev-
eryone’s advantage to communi-
cate and coordinate. Promoters,
retailers, and labels must examine
ways to address the challenges
that lie ahead while retaining their
independence and unique charac-
teristics. Cultivating working rela-
tionships based on respect and an
appreciation of shared interests
will broadly benefit the music in-
dustry while strengthening the ef-
fectiveness of the entities whose
individual fortunes are tied to the
success of our industry as a whole.

EEZETER'S

censorship legislation.

Now, many of us stand skirmish-
ing on the sidelines while the Bush
administration strip-mines funding
for the arts and reprograms the
very definition of art to the point
where truly great talents such as
Stephen Sondheim won'’t even con-
sider accepting a government-taint-
ed arts award. Who is the real ene-
my here?

Tipper Gore has kept her word
and proven her integrity. Al Gore,
to his credit, has always supported
Tipper’s activist stance. It is super-
fluous to now expect a position pa-
per or statement from a man who,
on his own, has a distinguished rec-
ord of support for arts and enter-
tainment legislation.

The music industry of 1992 is a
different animal from that of 1985.
Jay Berman and the RIAA have
successfully rallied all of the major
labels in support of freedom of ex-
pression. Artists of all stripes, from
Ice-T to Garth Brooks (“The Thun-
der Rolls”) have felt the chilling
breath of suppression.

It’s time for this industry to aban-
don the “us-and-them” scenario and
get behind the Clinton-Gore ticket,
united as a community in peril.
Those who wish to see censorship
further imposed and legislated can
stick with the Bush-Quayle agenda.
They’ve proven themselves, also.

Kevin Odegard
Los Angeles

OVERWHELMING RESPONSE

I just picked up my July 25 edition
of Billboard and am still on a high
after reading your article “Country

Music Is Striking Chord With Gay
Community.”

I am GM and head DJ for the
Twin Cities’ only country music gay
bar. We switched our music format
from contemporary dance to coun-
try music in October 1990, and the
response from the local community
has been overwhelming. Not only
do we draw customers from the St.
Paul/Minneapolis area, but on an
average weekend, people routinely
drive from northern Minnesota,
Iowa, Wisconsin, and South Dakota
just to dance at our bar.

I think my passion for country
music may reflect that of many
baby-boomer gay people. Nightlife
and disco music were a perfect
match in the "70s (and an indirect re-
sult of Stonewall, the modern gay
liberation movement, and “coming
out”). With the “death” of disco in
the early '80s, many gay people
who “boogied to the beat” gave up
on dance and the nightlife. They
grew up. But the current country
music craze has—for many of
them—recreated the need for a
nightlife. Country music, with its
unique (and structured) style of
dance, appeals to these “reborn”
Disco Babies—many of whom now
realize that “the nightlife” of the
"70s was really a lot of fun, and that
there’s something to be said for do-
ing it without all the drugs.

So, congratulations! I guess it
took a progressive periodical like
Billboard to recognize the phenome-
non.

Steven W. Anderson
Town House Country
St. Paul, Minn.

COPS NOT CONSTRUGTIVE

Although police officers nationwide
have the right to voice their con-
cerns, I heard nothing constructive
and little truth in their protests
against Body Count’s “Cop Killer”
outside the recent Time Warner
shareholders’ meeting (Billboard,
July 25). Instead, these police offi-
cers were vehemently chanting
“Ice-T should be put to death” and
other such comments.

They and others also continually
describe the song as “rap” when, in
fact, Body Count is a heavy-metal
band. If any of these people both-
ered to listen to the entire record,
they would find positive messages
and other urban observations that
do not refer to killing.

Our management company rep-
resents two heavy-metal bands
that, along with Body Count, are
part of an organization called
Banned Together. In its infancy, it
was a stand against club owners
who refused to allow this kind of
music; however, it has grown into a
noncensorship movement. All of us
applaud Time Warner’s decision to
uphold free speech, and we also
stand by Body Count’s right to con-
vey its message, be it popular or un-
popular.

I urge others to join Banned To-
gether’s and Time Warner’s stand
against the censorship of Body
Count. Freedom of speech is not

Andrea D. Trent
President & Manager
Trent Entertainment
West Hollywood, Calif.
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Island Brings Out Marley Box In Style
Set To Include Previously Unreleased Songs

@ BY MELINDA NEWMAN

NEW YORK—Inspired by the legacy
and legend of Bob Marley as wellas a
surging interest in reggae, Island
Records is planning a multipronged
push for “Songs Of Freedom,” a
four-CD/cassette boxed set chroni-
cling Marley’s 18-year career.

The Sept. 22 release, which appears
on Island via Marley’s own Tuff
Gong label, will be available simulta-
neously in 54 countries.

The breadth of the collection spans
the reggae artist’s first solo record-
ings in 1962 through the formation of
the Wailers to a live rendition of “Re-
demption Song,” recorded in Pitts-
burgh at Marley’s last concert in Sep-
tember 1980.

Included in the 78-track set are
such previously unreleased studio re-
cordings as “Iron Lion Zion,” “Why
Should I,” and “High Tide Or Low
Tide,” three tunes that were discov-
ered in the private vaults of Rita Mar-
ley, Bob Marley’s widow. Additional-
ly, the collection features a seven-
song acoustic medley (including
“Guava Jelly” and “Stir It Up”) re-
corded in Sweden while Marley was

Gancer Fells
Motown Queen
Mary Wells

@ BY JANINE McADAMS

NEW YORK—Mary Wells,
known worldwide as the
““Queen of Motown’’ for her
lighthearted '60s hits ‘“‘My
Guy” and “You Beat Me To The
Punch,” died of cancer July 26
in Los Angeles. She was 49.

Wells had been suffering
with throat problems for sever-
al years and was diagnosed
with cancer of the larynx in
1990. She underwent surgery
for the condition in August
1990, and received chemothera-
py and experimental drug treat-
ments through 1991. According
to a close friend, Joyce McRea,
the singer’s physical condition
worsened earlier this year and
she was hospitalized for several
months at the Kenneth Norris
Jr. Cancer Center at the Univ.
of Southern California, where
she died.

Says Berry Gordy, founder of
Motown Records: ‘“‘Mary’s re-
cording of Smokey Robinson’s
‘My Guy’ became her signature
song, marking the beginning of
a new era in the world of Mo-
town and music. She holds a
special place in the hearts of
millions and a very special place
in mine.”

(Continued on page 76)

working on a soundtrack.

Also with the music is a 64-page
booklet with reminiscences from Rita
Marley, Eriec Clapton, keyboardist
John “Rabbit’ Bundrick, reggae sing-
er Derrick Morgan, and Billboard edi-
tor in chief and Marley biographer
Timothy White.

Only 1 million of the CD sets will
be pressed. “We wanted to limit the
release because that presents it in the
proper artistic light,” says Matt
Stringer, Island Records VP of mar-
keting and creative development.
Similar to limited-edition prints, the
CD boxes will be numbered. It has
yet to be decided how many cassette
boxes will be manufactured. The sug-
gested retail price for the CD pack-
age is $49.98; for the cassettes,
$35.98.

Stringer feels the number of boxes
produced will meet the demand, de-
spite Marley’s widespread appeal.

Island says the demographic for
the Marley set ranges from 18-year-
olds to 54-year-olds: Those who re-
member growing up with Marley as
well as those who are catching up to
the musie. “The 18-t0-34-year-olds are

(Continued on page 73)
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The Bob Marley retrospective boxed
set “Songs Of Freedom” is due for
September release on Tuff Gong/
Island Records.

CLASSICAL<JAZZ+MUSIC VIDEO

E BY JOHN LANNERT

MIAMI—In a move designed to bol-
ster the credibility of the U.S. His-
panic music industry, Sony Discos
has begun using an outside ac-
counting firm to certify album
sales.

Sony Discos, the U.S. Latin divi-
sion of Sony Music International,
kicked off its initiative in July when
it asked the Miami-based account-
ing firm Goldstein Schecter Price
Lucas Horwitz & Co. to audit the
sales for La Mafia's “Estas To-
cando Fuego.”

The firm certified the album as
having reached the 200,000-unit lev-
el, described by Sony as ‘“double
platinum,” based on the levels in-
formally recognized in the U.S. and
Puerto Rican Latin record market.

The Hispanic music industry in
the U.S. and Puerto Rico accepts
50,000 units sold as gold and 100,000
units solds as platinum. However,
independent audits for Hispanic al-
bum sales have been rare, which
has lead many executives of U.S.

Sony Discos Hires Fim
To Gertify Album Sales

Latin labels to question the validity
of the industry’s gold and platinum
awards (Billboard, June 29, 1991).

Goldstein Schecter carried out
the La Mafia certification based on
the procedures used by the Record-
ing Industry Assn. of America. Un-
der those guidelines, for example,
an album must have been released
at least 60 days before it can be cer-
tified and at least 50% of the retail
sales must have gone through regu-
lar retail chains. However, the
RIAA does not certify sales of al-
bums under the 500,000 (gold) level.

The result of La Mafia’s album
certification, asserts Sony Discos
president Frank Welzer, is that fu-
ture album sales by Sony—and the
Latin industry in general—will be
taken more seriously.

“One of the reasons why we're
supplying these numbers,” says
Welzer, “is because we'd like to be
noted for success and integrity
rather than hype. We’re now taking
the first step to legitimize the sales
figures. And I think now that we're

(Continued on page 77)

N.Y. Says Concert Ads Deceived Public On Tix Pricing

@ BY THOM DUFFY

NEW YORK—The widespread prac-
tice of advertising concert ticket
prices without service fees has come
under fire in New York, where two
leading promoters, Ron Delsener En-
terprises and Metropolitan Concerts,
have been charged with violating con-
sumer laws with their concert ads.
New York City consumer affairs
commissioner Mark Green has cited
advertisements for 26 shows promot-
ed by Delsener, including an upcom-
ing Shea Stadium date by Elton John

and Eric Clapton; two Metropolitan
shows, including dates by Genesis
and U2; and seven performances ad-
vertised by Limelight, the popular
New York nightclub.

In each case, Green charges, the
ads included a “phony, false, and mis-
leading price” because customers
could not obtain tickets without pay-
ing an additional Ticketmaster ser-
vice charge. According to a survey by
Green's staff, those service charges
average 29% of the ticket’s face value
on a two-ticket phone order, or 17% of
the face value of a single ticket at

Brilliant Corner. Blue Note Records announces the exclusive worldwide
signing of drummer/composer Thelonious Monk Jr. at West 62rd Street in
Manhattan, recently renamed “*Thelonious Sphere Monk Circle.” Blue Note
recently released Monk's jazz debut, *“Take 1.” Shown, from left, are Blue Note
president Bruce Lundvall; Monk; and Blue Note producer Michael Cuscuna.

Ticketmaster outlets in New York.

The promoters will have a chance
to defend their practices in a confer-
ence with Green. Each advertised
show is considered a single violation
subject to a maximum fine of $500.
The promoters also will be asked to
sign agreements guaranteeing fu-
ture ads will spell out service fees or
be subject to additional court action.

“We are now investigating how of-
ten concertgoers are given no choice
by promoters or concert venues who
sell tickets only through Ticketmas-
ter,” says Green.

Delsener’s office declined com-
ment on the charges, which were pre-
sented by Green at a press confer-
ence July 29. Efforts to obtain com-
ment from Limelight were
unsuccessful.

Metropolitan’s John Scher, noting
he had not yet been contacted direct-
ly by Green’s office, says that, with
the exception of shows promoted by
Metropolitan at the Ritz in Manhat-
tan, the choice of ticket-sale locations
is made by venue officials, not the
promoter. In the case of U2, he said,

(Continued on page 85)

New ‘Mor Music’ Ghannel
Will Sell Albums To Viewers

NEW YORK—Mor Music TV, a new
24-hour video channel that will use
musie clips by middle-of-the-road art-
ists to sell records direct to viewers,
is slated to debut Aug. 17.

According to company CEO Peter
Forsythe, Mor Music will bow in more
than 5 million homes via cable and sat-
ellite. The ultimate goal is to reach
more than 60 million households.

Mor Music’s programming will be
geared to the 28-to-54-year-olds
whom Forsythe describes as “‘passive
record buyers.” The channel will fea-
ture genres from adult contemporary
to jazz to country to contemporary
Christian. “But I do have my rules,”
Forsythe says. “I don’t want any-
thing on the air that is considered of-
fensive. I don’t want hard metal or
rap or anything with nudity or nasty

lyrics. I want a lady in Kansas who
turns on the television to have no one
in the room feel uptight about what
they see.”

During the last 10 seconds of every
clip, the name of the artist, song, and
album and a number to call to order
the album will be shown on the
screen.

Instead of paying to carry Mor Mu-
sic, cable operators showing the
channel will receive an undisclosed
portion of the record sales, an ar-
rangement now in use by Home
Shopping Network. Citing contractu-
al obligations, Forsythe declined to
name any systems that will offer the
channel. However, cable operators
contacted by Billboard, including
TCI, TCA, Jones Intercable, and

(Continued on page 73)
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World Music Fests Flourish In U.K.
WOMAD Throwing 7 Events This Year

@ BY DAVID SINCLAIR

LONDON—Ten years after the idea
of the “world music” festival was in-
augurated in Britain at the disas-
trous first World Of Music And
Dance event in July 1982, the market
for such multi-cultural musical gath-
erings is flourishing. From shaky be-
ginnings in a rain-lashed field near
Bath—on a weekend beset by a rail
strike—WOMAD has since grown
into an institution, successfully pro-
moting concerts worldwide. This
year, the organization is putting on
seven major events in the U.K. alone.

The most recent WOMAD festi-
val at Rivermead, Reading, was a
resounding success. Held July 17-
19, it attracted a crowd of 10,000,
30% larger than the attendance at
last year’s event there. The bill
featured a typically exotic combi-
nation of talents, including Salif
Keita from Mali; the Drummers Of
Burundi; Angelique Kidjo, the as-
tounding singer from Benin;
Grupo Olodum, the celebrated per-
cussion ensemble from Brazil;
Varttina, the close harmony group

from Finland recently praised by
David Byrne; and Yothu Yindi, the
aboriginal sensation from Austra-
lia.

WOMAD staged another suc-
cessful event May 29-31 in the
north of England at Morecambe
Bay, Lancashire. A lineup featur-
ing Burning Spear (Jamaica), the
Super Rail Band of Bamako (Mali),
and Aster Aweke (Ethiopia),
among many others, attracted
3,200 fans, about the same as last
year.

According to WOMAD spokes-
man Andy Morgan, this is the busi-
est year for the organization yet,
despite the recession and the fact
that more major mainstream rock
acts are touring than ever. He as-
cribes the success of the shows so
far to an imaginative range of
marketing initiatives. The River-
mead event, for example, was pro-
moted in association with The In-
dependent newspaper, which on
July 9 devoted two whole pages of
editorial to world music—an un-
heard-of amount of space in a na-
tional daily broadsheet. There was

# BY IRV LICHTMAN

NEW YORK—Alfred Drake, who
combined a rich baritone with act-
ing ability that made him one of the
Broadway musical’s most com-
manding leading men and gave him
roles in Shakespeare, died July 25 in
New York of heart failure. He was
.

In the span of a decade, Drake
won rave reviews as the male lead
in three legendary shows: “Oklaho-
ma!” (1943), “Kiss Me, Kate” (1948),
and “Kismet” (1953).

—B’wavﬁreat Alfred Drake,
11, Dead Of Heart Failure

In addition to the cast recordings
of those classic shows—all of which
are available on compact disc—
Drake also made several studio al-
bums. Unusual among them is a
1959 version on Capitol Records of |
“Kiss Me, Kate,” in which the prin-
cipal original cast members were
reassembled to bring the score into
the stereo era. The original mono
recording of “Kiss Me, Kate” was
released by Columbia after the
show’s opening in 1948.

Five years before starring in the

(Continued on page 71)

RECORD COMPANIES. Abbey Konowitch
is named VP of Maverick Recording
Co. in Los Angeles. He was senior
VP of music and talent for MTV.

Marvin Robinson is promoted to
VP of the black music division of Zoo
Entertainment in Los Angeles. He was
national director of R&B promotion.

Drew Murray is promoted to VP
of rock promotion for Mercury Rec-
ords in New York. He was senior di-
rector of rock promotion.

Scott Borchetta is promoted to VP
of field promotion for MCA Records/
Nashville. He was director of nation-
al promotion. In other appointments,
Tess Taylor is promoted to associate
director of product services for MCA
Records in Los Angeles. She was a
secretary in the legal department.

Sandy Jones is promoted to direc-
tor of product management for Mo-
town Records in Los Angeles. She
was director of artist development.

Dwight Bibbs is promoted to West

f S

ROBINSON

KONOWITCH

Coast co-national director of R&B
promotion for Atlantic Records in
Los Angeles. He was West Coast di-
rector of R&B promotion.

Sony Music International in New
York names Jorge Melendez Jr. di-
rector of finance and controls and
Tom Carney marketing manager,
special marketing. They were, respec-
tively, director of royalty systems for
Sony Music International and consul-
tant with the Newport Group.

The RCA Records Label in New
York appoints Robyn Goldstein as-
sociate director of legal and business

significant TV coverage before the
event on listings programs like “01
For London’”’ and ‘“Box Office,”
and a special deal has been struck
with the Our Price record chain
guaranteeing in-store publicity in
more than 200 of its shops.

“In the past, we have been lack-
ing a link between the record re-
tailing sector and live events,”’
Morgan says. “Obviously the WO-
MAD festivals generate interest in
a group of artists, and, if retailers
can pick up on that, there is a pay-
back that can happen.”

(Continued on page 31)

Starry Night. Curtis Stigers is joined by musical guest stars during his recent
Wembley Stadium concert. Stigers’ self-titled Arista debut has gone platinum and
features the top-10 hit I Wonder Why.” He is currently touring with Eric Clapton.
Shown, from left, are Clapton; Elton John, who will join Clapton and Stigers for four
snows at New York's Shea Stadium and Los Angeles’ Dodger Stadium; Bonnie
Raitt; Stigers; and Davey Johnstone, longtime guitarist for Elton John.

NMPA Stresses Importance Of Int’l Links

European Royalty Impasse Top Topic At Meeting

This story was prepared by Irv
Lichtman in New York, assisted by
Deborah Russell in Los Angeles.

LOS ANGELES—That U.S. music
publishers must take developments
involving their international counter-
parts most seriously—now that 60%
of their income flows from Europe—
was sharply in focus at the annual
membership meeting July 28 of the
National Music Publishers Assn.

A major issue addressed by Ed
Murphy, president and CEO of
NMPA, which also incorporates the
Harry Fox Agency, the mechanical
collection group, was the current roy-
alty impasse between European pub-
lishing group BIEM and IFP], its la-
bel counterpart. IFPI is calling for a
0.54 percentage-point reduction to 9%
of published price to dealer, in addi-
tion to “introductory” rates for the
new digital compact cassette and
MiniDisc. An extension of a prior
agreement expired in June.

Murphy, who declared he would
continue to use his good offices to
help conclude an agreement, cau-
tioned, “Meanwhile . . . local mechani-
cal rights societes may be requested
by manufacturers to negotiate inde-

EXECUTIVE TURNTABLE
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affairs and Carmen Cacciatore East
Coast manager of the dance cross-
over department. They were, respec-
tively, director of legal and business
affairs at the Mainman label and mu-
sic director of WZOU Boston.

Michael Rogers is promoted to
manager of secondary promotion and
product development for Epic Rec-
ords in Nashville. He was coordinator
of Epic promotions.

Lynn Saravis is promoted to diree-
tor of creative services for A*Vision
Entertainment in New York. She was
creative services manager.

BORCHETTA

pendent rate agreements. While ex-
isting product manufactured under
the old agreement may continue to be
marketed for two years, all new re-
leases will be considered infringing
copies unless otherwise licensed. Sim-
ilarly, no agreement has been
reached on music video licensirg.”

MURPHY CONFIDENT ON ROYALTY LAW

With regard to the pending intro-
duction of the DCC and MiniDisc for-
mats in the U.S. this fall, Murphy
said he was “cautiously confident”
the Digital Audio Home Recording
Act, mandating royalty payments for
digital-based home recording technol-
ogies, would be passed “well before
the end of the Congressional session
this vear.” The Senate passed the act
in June, while action is still awaited in
the House. (See story, page 3.)

In his talk, Murphy did not address
what action, if any, NMPA would pro-
mote if the digital recording legislation
were not in place at the market launch
of DCC or MD. NMPA, among other
copyright entities, vowed to sue any
hardware company that brought dig-
ital audiotape (DAT) hardware into the
U.S. without a chip to prevent the dup-
ping of digital copies of a DAT tape.

Away from the BIEM-IFPI rift or
new technology issues, Murphy,
whose group is celebrating its 75th
anniversary this year, had good fi-
nancial news for NMPA’s more than
400 member companies. He reported
royalty collections and distributions
for the 1991 fiscal year have doubled
since 1988. Last year, collections
reached $226.7 million, while royalty
distribution hit $218.7 million, both re-
flecting a 14% increase from 1990.

Murphy also noted “tremendous
strides” in audit recoveries, rising to
$16.5 million, a 50% increase over lev-
els of three years ago. “Of equal im-
portance,” said Murphy, “HFA’s suc-
cess in placing interest charges on
audit recoveries will undoubtedly
serve to discourage future late pay-
ment, underpayment, and nonpay-
ment of royalties by record manufac-
turers. Such interest payments are
commissioned and distributed to our
affiliated publishers.” Murphy also
promised advanced computer tech-
nology will enable the agency to
“substantiate and collect close to
100% of the mechanical royalties due
them from record companies.”

Back on the international track,

(Continued on page 83)

JONES

BIBBS

Anne Deasey is promoted to asso-
ciate director of video production for
Capitol Records in Los Angeles. She
was manager of video procuction.

Jodi Petlin is named publicist for
Verve Records in New York. She was
a free-lance publicist.

PUBLISHING. Opryland Music Group in
Nashville promotes Tom Snell to as-
sistant copyright manager, Marc
Wood to assistant royalty accounting
manager, and Sandra Morgan to cre-
ative department secretary. They
were, respectively, mechanical licens-

GOLDSTEIN

ing coordinator, royalty assistant,
and accounting assistant.

DISTRIBUTION. The mid-Atlantic branch
of Sony Music Distribution in Belts-
ville, Md., promotes Craig Bruhn to
branch manager and Valerie Aiyeola
to sales manager. They were, respec-
tively, sales manager for the mid-
Central branch and sales representa-
tive in the Philadelphia market.

Michael Farrell is promoted to re-
gional sales manager for Uni Distri-
bution Corp. in New York. He was re-
gional sales manager, Boston.

‘2
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Reebok Rocks. Megadeth's Dave Mustaine, left, chats with actor Robert Downey
Jr. during Reebok’s Rock The Vote party, held in New York during the Democratic
National Convention. The event launched a weeklong voter-registration drive at
the new Reebok store coordinated with the League of Women Voters. (Photo:

Chuck Pulin)

8 BY CRAIG ROSEN

LOS ANGELES—He’s still shaken
from two recent earthquakes and
fighting off a bad cold. Nonetheless,
Roger Daltrey is riding high on the
release of “Rocks In The Head,” his
first solo album in five years.

“I played my album to Pete,” Dal-
trey says, while sipping tea poolside
at a Beverly Hills hotel. “Whether
anybody else in the world likes it
doesn’t mean as much to me as Pete
Townshend saying, ‘I’m really proud
of you. You've done great lyrics.’”

Townshend’s praise was the ulti-
mate for Daltrey, who became
known as one of rock’s most distine-
tive voices by singing Townshend's
songs in the Who.

BRAVE NEW WORLD: As many of you know, my pred-
ecessor Thom Duffy has taken a new position here as In-
ternational Deputy Editor. However, the Beat goes on . ..
just with a slightly different rhythm. The goal of this sec-
tion remains the same: to present a wide variety of artists
and music as well as pay heed to the industry fluctuations
and trends. Additionally, more emphasis wil! be given to
acts we think you'll be hearing more from in the future via
a new feature, Continental Drift. The column, which debuts
in this section next week, highlights local acts and events
in cities and towns across the coun-

U.S. Tour Kickoff Boasts Bruce At His Best:
Crowes Tix Fly; Wilson Phillips Nixes Trek

nothing to do with each other. Even so, we have a hunch
that as the tour rolls across the country, those albums will
start rolling back up the chart.

As THE CROWE FLIES: Tickets to the Black Crowes
shows are flying out the door. The three opening nights
of the theater tour, at Minneapolis’ Orpheum Theater, sold
out in less than an hour; tickets for two New York shows
were gone in 10 minutes; a pair of Philly dates sold out
in 17 minutes, and so it goes . . . Also on the road: Sophie

B. Hawkins opens her first club

try. It’s just another way we bring
the music world to you without you
ever having to leave the office.

HELLO, MY FRIENDS: With
those three simple words, Bruce
Springsteen began his first Ameri-
can tour in four years, July 23, at the

tour Aug. 10 at The Bayou in Wash-
ington, D.C. ... A revamped Ken-
tucky Headhunters hit the road
July 25 in Rome, Ga. ... Frontline
Assembly begins an outing Satur-
day (8) in Seattle.

OFF THE ROAD: Wilson Phil-

Meadowlands Arena in his native
New Jersey. It took a while for the
new band to find its legs and Spring-
steen often had to coax band mem-
bers to come share the spotlight, but by the time he
launched into “Leap Of Faith,” there was no doubt the
Boss was back. The exuberant tune highlighted Bruce at
his best; he was grinning so hard it was amazing he could
sing. But sing he did, and dance, and even jump into the
audience, filling the arena with passion, heart, and energy.
While the pacing tended to drag at times, few artists count
off a song with as much promise as Springsteen—and
fewer still can deliver like he does.

From first glance, the new band has a few stars in the
making. Shining the brightest is vocalist/guitarist Crystal
Taliefero, who cut her teeth with John Mellencamp but
really cuts loose with Bruce. Others to watch: vocalist
Bobby King and guitarist Shane Fontayne.

At 42, Springsteen showed he’s secure enough to joke
about the relatively poor performance of his two current
albums, even if label honchos and rock eritics are not. He
reminded the audience that in June he had predicted his
sagging albums would soar back up the charts, “Let’s
check on my predictions. Does anybody have a Billboard?”
he asked, and one was tossed onto the stage. Turning to
The Billboard 200, he observed: “Garth’s still up there.
Def Leppard’s still up there, shit. ‘Weird Al’ Yankovic,
he's 57. Where’s ours? I must be on the other page. ‘Hu-
man Touch' is at 73. Where's ‘Lucky Towr:’? One hundred

magazine over his shoulder before exclaiming, “We’re here
for bigger reasons than those damn record sales.” And
with that, he launched back into a jubilant “Glory Days,”
showing that chart position and true success often have

by Melinda Newman

lips has canceled its first-ever 30-
date headlining tour, which was
slated to begin Aug. 17 in Denver. A
source says the tour is being
rescheduled for sometime in the future after more singles
from the “Shadows & Light” album, on SBK, are released.

RUN OFF THE ROAD: Bryan Adams is continuing his
European tour unscathed following a car accident July 25.
After a show in Zurich, Adams was a passenger in a car
headed for Vienna when an oncoming vehicle clipped his
car. Adams, his tour manager, and the driver were all
unhurt. Adams’ European tour ends Sunday (2). The
North American leg resumes Aug. 10, starting with a ben-
efit in N.Y.

THE SONS OF THE FATHERS: Coming to a retail
store near you are the Sept. 25 eponymous debuts by the
Wallflowers on Virgin, led by Jakob Dylan, son of Ro-
bert Zimmerman; and Edan, which blooms forth with
“Dead Flowers” on Hollywood Records. The band’s
namesake is Edan Everly, son of Don Everly; the drum-
mer is Frank Avalon, scion of you know who. Both dads
appear on the late-August release. Where are Dino, Desi,
and Billy when you need them?

GOING FOR THE GOLD: In addition to the artists fea-
tured on Warner Bros.’ “Barcelona Gold” album, Summer
Olympics viewers will also be treated to a new Bruce
Hornsby tune, “Twenty Nine-Five,” during the long-jump
competition. The song, performed by Hornsby and Bran-
ford Marsalis, takes its name from the distance needed
to break the existing long-jump record. RCA has no cur-
rent plans to release the single commercially.

ROGER DALTREY

Although he has written in the
past, Daltrey says the seven tracks
he co-wrote on his latest Atlantic of-
fering—including the Album Reck
Tracks hit “Days Of Light”—mark
his first foray into songwriting that
makes him proud.

“I’'m a very strict taskmaster
when it comes to lyries, because I
have sung the best in rock’n’roll,”
Daltrey says.

Curiously, it was Townshend’s un-
willingness to work on a new Who
album that drove Daltrey to record
another solo album, and subse-
quently to hone his lyrie-writing
skills.

It was on the Who's second fare-
well tour in 1989, when the band
turned down the sound to accommo-
date Townshend’s hearing condi-
tion, that Daltrey “fell in love with

Daitrey Makes Another Solo Stand

Album Showcases His Writing Chops

singing again,” he says. “Before that
we were doing stadiums with the
sound getting louder and louder on
stage. It became a chore, because it
was like shouting over a jet engine.”

On the '89 tour, “for the first time
in my life I could actually hear every
word I was saying,” Daltrey says.
“And not only hear the words, but
hear all the nuances in [my] voice
that I never realized were there.”

Even after rediscovering the
power of his voice, Daltrey was still
reluctant to resume his solo career
because he felt the majority of his
previous solo outings were “unfo-
cused,” he says. “It became like a
hobby. I was contractually due to do
an album. As I didn’t write myself,
it was difficult to find material.”

Daltrey credits Gerard McMahon,
a little-known songwriter who had a
cut on the “Lost Boys” soundtrack,
with revitalizing his solo career.

The two hit it off during their ini-
tial meeting. “It was like sitting op-
posite myself,” Daltrey says. “By
the end of this conversation, he con-
vinced me that he could totally focus
all my energy [into the album].”
However, McMahon’s caveat to
serving as producer was that Dal-
trey must contribute to the song-
writing process.

Before penning anything himself,
Daltrey recorded some MeMahon
compositions, including the album’s

(Continued on page 18)

New Audience Wakes Up
To Suicidal Tendencies

8 BY BRUCE BUCKLEY

NEW YORK—“The way I see it,”
says Suicidal Tendencies front man
Mike Muir, “we’re like an island and
there used to be a lot of water be-
tween us and the mainland. It’s not
so much that we've come over to the
mainland, the water is just drying up
in between us now.”

Or it could be that the mainland is
coming to the island. In less than a
decade, the band has gone from be-
ing banned from Los Angeles clubs
to opening for Queensryche and even
garnering a 1991 Grammy nomina-
tion for best metal performance.

Now, with the release of its sixth
album, “The Art Of Rebellion” (its
fourth for Epic Records), Suicidal

Tendencies is gearing up for an
arena tour with Ozzy Osbourne and
receiving alternative radio airplay
across the country on first single
“Asleep At The Wheel” from stations
that previously shunned the group.

As the album title suggests, Suici-
dal Tendencies has resisted any
temptation to maintain the status
quo. Instead, the band has con-
stantly made changes in its musical
direction, from punk to metal to al-
ternative.

“Instead of playing it safe, we al-
ways kind of turned our backs on
[our last record] and just made a
great new-sounding record,” Muir
says.

Despite frequently changing its

(Continued on page 16)
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Metheny Sums It Up In ‘Secret Story’

@ BY JIM MACNIE

NEW YORK—“Oh yeah, this new
one is massive in scope,” says Pat
Metheny, regarding the sprawl of
his new album “Secret Story,” on
Geffen Records. “It’s the sort of
[record] that they only let you make
after you've proven you can justify
the expense—opportunity credits,
or something like that.”

With more than 15 years of rec-
ord-making under his belt, the affa-
ble guitarist need not fret over mar-
ketplace status. He is one of jazz's
most familiar faces. And with its
plush textures and sprightly inter-
actions, “Secret Story,” his fifth al-
bum for Geffen—and first that’s be-
ing pushed as a solo effort—should
only enhance that position.

Yet Metheny has been around

long enough to be cautious. “You
have to be aware that jazz is just a
tiny piece of the pie in the music in-
dustry,” he explains, “and not much
is a sure thing anymore. I wonder if
we’d survive if not for Japan and
Europe. That's the reality of the sit-
uation. This Reagan/Bush era is
kind of a hostile environment when
it comes to creativity in general. If
you're playing instrumental music
that has tracks which are nine and
10 minutes long, you're in a zone
where you're not going to be played
on the radio all that much.”
However, it’s unlikely program-
mers will pass on Metheny’s latest.
The album’s perky geniality is
geared to integrate itself quickly.
Though touted as his first solo proj-
ect for the label, “Secret Story” uses
a thicket of players to carry out the

composer’s lustrous tunes.

“It’s a record I've been thinking
about for five years,” he explains. “I
wanted to do something that was
longform. I also wanted to define
who would be used on particular
tunes. Many writers work that way,
but I haven’t done it much.”

The guitarist has long been
known for his pluralistic view of
jazz. His last record was a kinetic
blowing session with Roy Haynes
and Dave Holland, which swung
overtly. Most of his popular acclaim
has stemmed from his Pat Metheny
Group recordings, which prefer mu-
sical lilt to exclamation. With its
grand orchestrations and deep in-
vestment in melody, “Secret Story”
takes the latter tack, and is a suite
of sorts.

(Continued on page 18)
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Carpenter Comes On Strong
Shoots For Wider Fan Base With New Set

NEW YORK—Flushed with the
gold success of her last album,
“Shooting Straight In The Dark,”
and the high visibility brought about
by its Cajun-inflected, Grammy-win-
ning country single “Down At The
Twist And Shout,” both Mary-Cha-
pin Carpenter and Sony/Nashville
are looking to increase her following
with her latest Columbia album,
“Come On Come On.”

First country single “I Feel
Lucky” has already scored high,
while the album debuted at No. 6 on
the Top Country Albums chart. But,
as she has in the past, Carpenter
reaches beyond the traditional
bounds of country radio.

“The last album was an awfully
big step, and the new one illustrates
that maybe all the rules are gone,”
says Roy Wunsch, president of Sony
Musie Entertainment, Nashville op-
erations. “There’s a very cooperative
effort between us and our Columbia
associates in New York to find a
broader home for Chapin than
strictly country radio.”

Wunsch recognizes Carpenter’s
live audiences are strictly crossover.
To translate this at radio, he says “I
Feel Lucky” may be followed with
two singles: “Not Too Much To Ask,’
a duet with Joe Diffie, would go out
to country, while “The Hard Way”
would target more mainstream AC
formats.

“We're just beginning,” says

Wunsch. “You can't shine the laser
on this disc and find a bad track.”

“Come On Come On” features
Carpenter’s first songwriting col-
laborations—four cuts co-written
with Don Schlitz. It also has assists
from Carpenter’s “wish list”: Ro-
sanne Cash, Shawn Colvin, Indigo
Girls, Benmont Tench, and John
Jorgenson.

But Carpenter shies away from
any crossover claims or artistic
growth pronouncements. “That’s all
in the ears of the beholder,” she
says.

The Diffie duet, she adds, made
sense in that he provided a more ver-
satile and emotional counter to her
own “unadorned, straight singing
style.” The successful Schlitz team-
ing, she says, resulted from “bump-
ing into each other in parking lots”
and should not suggest she is looking
for other collaborators.

As for her country base, while she
feels “very comfortable” in the
genre, Carpenter has always made it
clear that she does not categorize
herself.

“Labels are for soup cans,” she
says. “It's great that I seem to have
found this niche in the count