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House May Force Germans Enjoy Exotic Sound
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Fee Disclosures

B BY BILL HOLLAND

WASHINGTON, D.C.—A panel of
the House Energy and Commerce
Committee held a Sept. 29 hearing on

TICK Y, ZE E ASTCEA

the “Ticket Fee Disclosure Act of
1994” (H.R. 4995), a bill that would re-
quire Ticketmaster and other ticket
distributors to print individual sur-
charge prices on tickets.

The hearing before the House
Transportation and Finance Sub-
committee, chaired by Rep. Al Swift,

(Continued on page 105)

‘Woodstock '94’
Gets A&M Push

B BY PAUL VERNA

NEW YORK—*Woodstock '94,” the
album, is coming to a theater near
you. And to a television set. And to a
record store, a video store, a book-
store, a college campus, a military
base, a newsstand, and pretty much
any other place where people connect
with the outside world.
1t’s all part of A&M Records’ mas-
sive marketing campaign for its
“Woodstock '94”" double-live album,
recorded at the Aug. 12-14 festival in
Saugerties, N.Y.
The 146-minute program—the ex-
act lineup of which has yet to be de-
(Continued on page 112)
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Of Hybrid Turk

B BY ADRIAN HIGGS
and DOMINIC PRIDE

BERLIN—Mixing with the smell of

the vegetable stalls
and the tasty gyros

and doner snacks in
the Kreuzberg dis-
trict here are the
strains of oriental-
tinged pop music
drifting from cas-

w=eP

ish Pop Scene

largest ethnic group in the country.
Add on the naturalized German eiti-
zens of Turkish descent, and there
are upwards of 4 million Turkish-
speaking people liv-
ing in Germany.
While a late-night
kebab or Turkish
snack is almost a
standard feature of
a night out on the
town, until now Ger-
mans have shown

oard
Tl

sette recorders,
making it obvious
why the area is called “Little
Turkey.”

Official statistics say close to 2
million Turkish citizens live in Ger-
many, making them by far the

B BY CARRIE BORZILLO

LOS ANGELES—A decade has
passed since Sting left the seminal
modern rock trio the
Police. On Nov. 8 A&M
will commemorate the
occasion with the re-
lease of “Fields Of Gold,
The Best Of Sting, 1984-
1994” and an accom-
panying home video and
laserdisc collection.
“They've been saying
that now is the time to
do a greatest hits,”
Sting told Billboard
during a tour stop in
South Africa. “I actually
resisted it, because in a
way I was thinking,
‘Well, is this capitulat-
ing? Shouldn’t I really just de siother
album? Then T thought about it, and
thought about the 10-year landmark.”
Al Cafaro, president/CEQ of A&M,

Hits Set Mines Stinu’s—(i—oIE

2 New Tracks Debut on A&M Collection

STING

little appetite for

the music hey're likely to en-
counter wiile assuaging the
munchies.

Music, like many other aspects of
‘Continued on page 65)

says that now is a nice time to re-
assess, then i yve on. He’s one of
those artists wh » will be making rele-
vant musie for « ecades to come. You
ne ver know when you
fir st start with an artist
he w deep the creative
w 1l is; this only hap
pe ns for a few.”

The 14-track collec-
tioyn, which carries a
s ggested retail price of
$16.98 for the CD and
$10.98 for the cassette,
icludes two new Hugh

>adgham-produced

songs. All of the previ-
ously released tracks
have been digitally re-
mastered.

The romantic “When
We Dance” will be re-
leased as a cassette single Oct. 18 and
will be serviced to top 40, AC, modern
rock, album rock, and album alter-

(Continued on page 16)
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Log; Aims For
‘Bulk’ Sales

H BY ERICPQEHLERT

NEW YORK—Three months af-
ter the release of his widely ac-
claimed double-length album
“Bulk,” Jack Logan, the 35-year-

LOGAN

old Georgian songwriter/me-
chanie, is still trying to make
sense of all the hosannas hurtling

(Continued on page 96)

Regional Distrib
System Reeling

B BY ED CHRISTMAN

NEW YORK—Separate moves by
Blockbuster Music and Camelot Mu-
sic to realign the way they buy indie
product are seen as further eroding
regional distribution, once the back-
bone of the indie sector.

Last month, Fort Lauderdale, Fla.-
based Blockbuster sent out a letter to
its indie vendors, telling each one which
labels it would buy from them. The end
result of those assignments, according
to sources, is that San Fernando,

(Continued on page 103)

HEATSEEKERS

‘Playtime Is Qver’ As
Immature Hits No. 1

SEE PAGE 24
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COHEN LIVE

“The Future”

1S now.

LEONARD COHEN

‘ “The Future.” Featuring The Future and Waiting For The Miracle.

As heard in Oliver Stone’s film
/ “Natural Born Killers.”

Also available:
“COHEN LIVE -
Leonard Cohen

In Concert”
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TONY TERRY HEART OF A MAN

featuring the smash single and video WHEN A MAN CRIES

His two previous albums sold 850,000 copies and charted six
Top 10 R&B singles, including the #3 smash She’s Fly, and
the Top 5 hit With You and the charttopping Lovey Dovey.

With his Virgin Records debut album HEART OF A MAN,
Tony Terry proves himself ready to hit the charts and break
hearts again, starting with the tender first single

WHEN A MAN CRIES.

When A Man Cries produced by Jerry Barnes and Katreese Barnes for Jareese Music, Inc.
Executive Producers: Cherrie Shepherd/Gemma Corfield. Management: Cherrie Shepherd/Bob Currie.

Yt
/f}- ©1994 Virgin Records America, Inc.




IN BILLBOARD

PG.
VOLUME 106 * NO. 41 "v°
* THE BILLBOARD 200 ° 108
4 Il « BOYZ Il MEN * MOTOWN
TOP CLASSICAL
T # THE 3 TENORS IN CONCERT 1994 58
o CARRERAS., DOMINGO, PAVAROTTI * ATLANTIC
P TOP CLASSICAL CROSSOVER 58
* THE PIANO ¢ MICHAEL NYMAN ¢ VIRGIN
A COUNTRY o
L 4 NOT A MOMENT TOO SOON ¢ TIM McGRAW ¢ CURB 4
B
HEATSEEKERS 24
u 4 PLAYTYME IS OVER * IMMATURE * MCA
s JAZZ 57
4 MTV UNPLUGGED ¢ TONY BENNETT ¢ COLUMBIA
JAZZ | CONTEMPORARY 57
* BREATHLESS *« KENNY G * ARISTA
R&B 30
4 RHYTHM OF LOVE * ANITA BAKER * ELEKTRA
¢ THE HOT 100 * 106
 I'LL MAKE LOVE TO YOU * BOYZ Il MEN * MOTOWN
ADULT CONTEMPORARY
* WILD NIGHT 100
JOHN MELLENCAMP / ME'SHELL NDEGEOCELLO * MERCURY
COUNTRY 38
* WHO'S THAT MAN ¢ TOBY KEITH * POLYDOR
DANCE / CLUB PLAY
* DO YOU WANNA GET FUNKY 34
C+C MUSIC FACTORY ¢ COLUMBIA
DANCE / MAXI-SINGLES SALES 34
4 FLAVA IN YA EAR * CRAIG MACK * BAD BOY
LATIN 59
4 EL DIA QUE ME QUIERAS * LUIS MIGUEL * WEA LATINA
R&B 27
# I'LL MAKE LOVE TO YOU * BOYZ It MEN ¢ mMOTOWN
HOT R&B AIRPLAY 29
% I'LL MAKE LOVE TO YOU * BOYZ Il MEN * MOTOWN
HOT R&B SINGLES SALES 29
% I'LL MAKE LOVE TO YOU * BOYZ Il MEN ¢ MOTOWN
RAP 28
% TOOTSEE ROLL * 69 BOYZ * RIP-IT
ROCK / ALBUM ROCK TRACKS 99
% INTERSTATE LOVE SONG * STONE TEMPLE PILOTS * ATLANTIC
ROCK /| MODERN ROCK TRACKS 99
% WHAT'S THE FREQUENCY, KENNETH? * R.E.M. * WARNER BROS.
TOP 40 AIRPLAY /| MAINSTREAM 103
* ALL I WANNA DO *» SHERYL CROW * A&M
TOP 40 AIRPLAY | RHYTHM-CROSSOVER 103
* J'LL MAKE LOVE TO YOU * BOYZ It MEN * MOTOWN
HOT 100 AIRPLAY 104
* I'LL MAKE LOVE TO YOU * BOYZ It MEN * MOTOWN
HOT 100 SINGLES SALES 104
* I'LL MAKE LOVE TO YQU = BOYZ It MEN * MOTOWN
* TOP VIDEO SALES ° 82
% THE 3 TENORS IN CONCERT 1994 * A*VISION ENTERTAINMENT
LASERDISCS 88
* THE CROW * IMAGE ENTERTAINMENT
MUSIC VIDEO 84
* THE 3 TENORS IN CONCERT 1994 + A*VISION ENTERTAINMENT
RENTALS 86
* FOUR WEDDINGS AND A FUNERAL * POLYGRAM VIDEO

J.B.’s, Byrd, And All That Acid Jazz

To viff on an old Zen proverb, when the students are ready, the
masters will appear. Such seems to be the case for the England-
Germany axis of acid jazz, the get-down aggregate of traditional

jazz, ’60s/70s funk and the cutting 90s edge of the house/hip-hop

dance pendulum. Hot acts like US3, the Young Disciples, the San-
dals, the Brand New Heavies, Galliano, and Carleen Anderson
have helped intensify fans’ appetites for the exploding scene’s par-
ent sounds, and you can’t hardly get closer ancestry-wise than the
J.B. Horns featuring Fred Wesley, Pee Wee Kllis, and Maceo
Parker, or the full-bore bluster of Bobby Byrd and band.

As a result, no self-respecting acid jazz D.J in London, Ham-
burg, or Tokyo dares face a packed dance floor these days without
a turntable-ready copy of Byrd’s “I Know You Got Soul” (King
Records, 1971) or Fred Wesley & the J.B.'s “Doing It To Death”
(People Records, 1973).

“It all goes back to when the ‘rare groove’ thing was first hap-
pening in London around ’88-'89,” says Crispin

‘acid jazz’ until a few years back, when my band and I were play-
ing a show in Kassel, Germany,” Byrd recalls with a raspy laugh.
“This young man came up after the show, asking me about my
days singing with James [Brown] in the Famous Flames. And he
said, “Your stuff has got pop, jazz, rhythm and blues, and funk in
it, just like this record’—and he showed me an EP that said ‘aeid
jazz' on the cover. I said, ‘Well, if those are the ingredients, that
must be us too!”

The weleoming aspects of the multigenerational acid jazz world
were further erystallized for Byrd during a 1989 gig with the J.B.
All-Stars at London’s Town & Country venue, during which his
wife and vocalist, Vicki Anderson, coaxed their daughter Carlene
onstage at the start of Vicki’s featured singing spot.

“Basically, I turned my solo slot over to her,” says Vicki,
“'cause 1 wanted people to hear what her daddy and I had been
hearing at home. Afterward, Fred Wesley came over to me and

said, ‘Only a mama would do what you just did!'

Taylor, Galliano’s drummer extraordinaire and a
favored fusilier on the acid jazz session scene.
“People in the elubs were crazy for every choice
or obscure American funk and Blue Note 7-inch
single from the "70s, especially B sides. That’s why
it was called ‘rare groove. The punctuation and
the soul of those records was mysterious and mes-
merizing, and the breaks in hip-hop were getting
people back into that early funk-fusion by Byrd
and the J.B.s.

“Unfortunately,” adds Crispin, “the musicians
themselves were left out of the club scene in the
'80s, because live music was never important in
dance the way it was in rock. But now, the live
hand feel that was pioneered by James Brown’s
top players is back in a big way.”

And luckily, the battle-tested lieutenants of
Brown’s original soul garrison are alive and swell
on Byrd’s “On The Move” and the J.B. Horns’ “I
Like It Like That” (Instinct Records). two in-

MUsIC

TO MY EARS

by Timothy White

but it paid off, ’cause my baby just slaughtered
them, killed them.” Indeed, such rites of passage
paved the way for Carleen’s 1991 performance on
the Young Disciples’ smash international single
“Apparently Nothing.”

While awaiting the stateside release of her ac-
claimed “True Spirit” U.K. solo album {due Oct.
18 on Virgin), Carleen Anderson contributed
guest backing vocals beside her mom and sister
Keisha for “On The Move,” a rollicking family af-
fair that also boasts a rhythm section composed
of Byrd’s four sons and a horn phalanx that in-
cludes three uncles.

As with the J.B.s’ “I Like It Like That” (one
of the finest acid jazz sides since US3’s “Canta-
loop™), which finds vocalist Jaye Ellen Ruth, for-
merly of the Brand New Heavies, lending lovely
support, Byrd’s album also shows a blend of the
schooled expertise and youthful exuberance that
are the crux of the acid jazz experience. There

-~

spired new instaliments of the Manhattan-based

label’s ongoing “This Is Acid Jazz" series. To be

blunt: There can’t be a new-bohemian club anywhere that
wouldn’t be content to alternate the two albums for an entire eve-
ning, since nothing so beautifully biting as Byrd’s “Never Get
Enough” or the title track of the J.B.’s record (which features
Taylor) could possibly put a erimp in any dancer’s cool.

Instinet Records, founded in 1988 by journalist Jared Hoffman,
licensed these latest acid jazz jewels from Germany’s kindred
Soulciety label, which sponsored the London/Hamburg/Nashville
studio dates that resulted in the exhilarating releases. For Gal-
liano’s Taylor (whose group recently wowed a crowd at New
York’s Supper Club with a set from their new Talkin’ Loud/Mer-
cury record, “The Plot Thickens”), the chance to play with Fred,
Maceo, and Pee Wee “was an unbelievable honor.”

“] grew up in North London listening to their old James Brown
tunes with those R&B and jazz horns against that loud, acoustic
snare drum,” explains Taylor. “So when the Young Disciples
helped get Byrd and the J.B.s to come over to England to play
in the late '80s, it was amazing. The chords of their new music
still do summon up a mood that's deeper emotionally than the
usual pop.”

Bobhy Byrd concurs as he speaks from his own experience on
the British-German acid jazz circuit. “I hadn’t heard the term

VIRGIN’S FIRST NYC STORE SET

Virgin Megastores’ expansion into the U.S. is proceeding
L quickly, and the company recently announced plans for
an outlet in the base of the Bertelsmann building in New
York’s Times Square. The record store will be the largest
in North America. Ed Christman reports. Page 69

- FRATERNIZING WITH THE ENEMY

The purchase of top 40/rhythm WI0Q Philadelphia by EZ
Communications, parent of arch rival WUSL, gave WUSL
PD Dave Allan a chance to do something rare indeed—
take over his chief competitor. Page 100
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will always be a place in the funk canon for pulse-

halting eruptions like Byrd's “Try It Again,” a
sweat-drenched close-order drill no dancehall should be with-
out. Similarly, no matter how often one hears the impeccably
persistent honk of Maceo and Pee Wee's saxes or the elastic
purr of Fred’s trombone on “Evening In New York" and “Bop
U” from the “I Like It Like That” album, they remain forever
fresh.

“You veally gotta have hope for the international future of this
kind of music,” says Byrd, “when you think that I got signed to
record for Soulciety by two German guys while I was on tour in
Paris. Then the next thing 1 know I'm doing a London show and
I look down and see every kid in the audience knows the words
to the tunes!

“And now,” adds Byrd, “the same week ‘On The Move’ comes
out in America, my phone starts ringing off the hook! The song
on the album that says it all for me is ‘Try It Again,” which I wrote
way back in '73 in Houston, Texas. I was very frustrated at the
time and I got advice from a preacher that when things you be-
lieve in don’t always go your way, try "em again. If what you're
shooting for really is a part of who you are, you don’t have a choice
but to keep yourself pointed towards it.”

Or, to quote another funky hunk of Zen wisdom, “Fundamen-
tally, the marksman aims at himselt.”
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Mexico Must Curhb Piracy In Order To Grow

B BY JAMES G. FIFIELD

The potential of the Mexican music market
is fuereible,

Per capita Mexican spending on music is
high. The country has a rich, diverse musical
culture, drawing on and influencing music
cultures throughout North and South Amer-
ica. Latin music is experiencing a boom in the
United States. with releases by Jon Secada,
Gloria Estefan, Selena, Luis Miguel, Barrio
Boyzz, and many others enjoying unprece-
dented sales. The Mexican economy is ex-
pected to grow at above-average rates, fueled
hy post-NAFTA investments. The Mexican
government has placed strong copyright en-
forcement provisions on the books.

What we need now is greater follow-
through on Mexico's copyright enforce-
ment—a meaningful erackdown on the ramp-
ant music piracy that accounts for more than
60% of Mexican unit sales.

That’s the message I am delivering—along
with senior representatives of the other ma-
jor record companies, the Recording Indus-
try Assn. Of America, and the TFPl—at
meetings in Mexico City Oct. 3-7. We want
the Mexican people to understand that we
are serious about investing substantially
more in Mexican culture and the Mexican
economy, provided that piracy can be
brought under control.

There is cause for optimism. Most impor-
tantly, President-elect Zedillo already dem-
onstrated his concern about piracy and its
impact on the preservation and growth of
Mexican culture during his tenure as Secre-
tary of Public Education. The piracy issue
was brought to his attention, along with the
fact that little was being done by relevant
authorities. He developed a plan that led to
the formation of an inter-agency task force
for the protection of intellectual property—
an unprecedented action in Mexico.

The Mexican government also is legally
obliged to enforce its copyright laws effec-
tively under the terms of NAFTA. This
should be viewed not so much as an “obliga-
tion,” but as an opportunity—an opportunity
for Mexican music to flourish in a growing
worldwide music market.

The experience of Southeast Asia is illus-
trative of the market growth that can folow
a successful anti-piracy effort. Between 1987
and 1992, Singapore, Malaysia, Taiwan, and
Korea slashed their high rates of piracy to
less than 15% of sales, and legitimate music
sales more than tripled, according to IFPTL.
Local talent benefited the most from this in-
crease, and the explosive growth continues.

In 1993, legitimate music sales in Mexico

‘The industry
cannot beat
back the pirates
alone.’

James G. Fifield is
president/CEO of EM!
Music in New York.

reached 62 million units with a retail value of
more than $572 million. In that same year,
though, 100 million pirated units were sold.
representing nearly $1 billion in lost reve-
nues, royalties, and taxes. In terms of sheer
nurmber of pirated units sold, Mexico's plague
of piracy has been exceeded by only one
other country, China.

It is not unreasonable to assume that with
a reduction in piracy comparable to what has
been achieved in major Southeast Asian mar-
kets, Mexico could shoot from No. 8 to No.
4 among international music markets. With
music sales in excess of $2 billion, Mexico
could become the biggest music market in
the world outside the U.S., Japan, and Ger-
many.

There is clearly export potential for Mexi-
can talent in the U.S. market. The phenome-
nal growth of Latino music in this country
has been spurred both by the growth of the
U.S. Spanish-speaking population—which al-
ready totals 25 million and is set to become
the nation's largest minority in the next dec-
ade—and by the power of today’s fresh La-
tino sound to attract non-Spanish-speaking
fans.

With freer trade between Mexico and the
United States as well as greater economic in-
tegration throughout Latin America, up-and-
coming recording artists in both nations

COMPOSERS HURT BY INTERACTIVE DEALS

Regarding Irv Lichtman’s column on copy-
right owners and the information superhigh-
way (Billboard, Oct. 1), unfortunately, every-
one’s eyes are focused on the road up yonder.
But composers are getting dumped on the
side of the i-way by the current agreements
offered in the multimedia, CD-ROM, and in-
teractive markets. Every interactive pub-
lisher, almost without exception, offers com-
posers and songwriters work-for-hire and
complete buyout agreements. In contracts
reminiseent of days gone by, creators are
giving up their copyrights. In each case, a li-
censing agreement of some kind would make
it a win/win situation for everyone.

CISAC has the right idea and the right
place, but the wrong time. The time is now.
Whether the composition is altered or not is
beside the point. Composers in the interac-
tive field today, creating title themes, under-
scores, and complete songs, are getting
forced off the road. Isn't it time we address

LETTERS

this issue as an industry?
Bob Safir
President of InterOctave
Chairman of the Assn. Of Interactive Audio/
Music Professionals
San Jose, Calif.

FAULTY ASSUMPTION ON ROYALTY RATES?

Wallace Collins’ commentary, “Controlled
Composition Should Get Court Test” (Bill-
board, Sept. 24), is fatally flawed, resting on
the faulty assumption that the statutory me-
chanical compulsory license rate represents
a “minimum mechanical royalty rate.”

The statutory rate, and the periodie ad-"

justments to that rate, have been the product
of negotiations hetween record producers on
one side and songwriters and music publish-
ers on the other. These negotiations have al-
ways been based on the understanding that
the statutory rate represents a ‘“ceiling”
rather than a “floor,” under which musical
compositions can be recorded by a eompul-

should be able to gain easy access to a larger.
hemisphere-wide audience than ever before.
In addition, they stand to gain greater recog-
nition throughout the entire world, enhane-
ing their chances of joining the global super-
stars of tomorrow.

While piracy remains rampant in Mexico,
the higgest losers are local artists, whose
music accounts for the overwhelming major-
ity of pirated sales. The Mexican government
loses too, with the pirates stealing substan-
tial tax revenue that would otherwise come
trom legitimate sales. The biggest winners
are the pirate kings—eriminals who operate
on a large scale. making ohscene profits from
stealing and exploiting the work of others.
The pirates do not reward artists, do not in-
vest in new talent, and do not pay taxes.

Elimination of piracy would not simply
mean greater royalties for established art-
ists. It also would provide greater incentive
for the recording industry to invest in devel-
oping emerging musical talent, helping to en-
sure that the widening audience for Latino
music will continue to grow. In addition, it
would encourage greater investment in re-
cording and production facilities, creating
new job opportunities in an industry that al-
ready employs tens of thousands of people in
North America.

The international music industry is fim in
its commitment to Mexico—all of the major
record companies have subsidiaries there,
and together they fund nationwide anti-pi-
racy operations in partnership with the rest
of the Mexican record industry. Still, the in-
dustry cannot beat back the pirates alone.
We need a concerted, cooperative effort from
the Mexican government to prosecute the
music pirates and educate the public about
the damage that piracy is doing to the na-
tion's economy and culture.

As a means of building appreciation for a
musical genre that has truly global growth
potential, of taking a major music market to
a new level of prosperity, and of ensuring
that talented artists and performers are
justly rewarded, the intensification and ex-
pansion of Mexican anti-piracy efforts are of
major importance to everyone concerned
with the recording industry.

sory licensee—that is, a record company that
neither seeks permission from, nor negoti-
ates with the songwriter or his or her music
publisher. For a variety of legitimate rea-
sons, “negotiated” mechanical licenses com-
monly vary from the terms of the mechanical
compulsory license.

To more fully grasp the rationale behind
this ceiling rate, one must recall that the me-
chanical compulsory license was enacted in
the early 1900s to avoid the danger of mo-
nopolistic practices by music publishers, a
danger that Congress believed still existed
when it retained the mechanical compulsory
license as part of the 1976 omnibus revision
of our copyright law.

Collins’ effort to analogize the statutory
mechanical rate to a federally mandated
“minimum wage” just doesn’t hold up.

David E. Leibowitz

Executive VP/general counsel
Recording Industry Assn. Of America
Washington, D.C.

Articles and letters appearing on this page serve as a forum for the expression of views of general interest. The o
Letters should be submitted to the Letters Editor. Commentaries should be submitted to Commentary Editor Susan Nunziata, Billboard, 1515 Broadway, New York, N.Y. 10036.

pinions offered here are not necessarily those of Billboard or its management.
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MCA Vigilant On Jurassic’ Street Date

@ BY SETH GOLDSTEIN

NEW YORK—This week, barring an
11th-hour calamity, MCA/Universal
Home Video may have accomplished
every studio’s dream: Holding retail-
ers to the Oct. 4 street date for
“Jurassic Park.”

Until then, stores were not permit-
ted to sell the title, in stock for as long
as two weeks. With a few days to go,
only eight outlets reportedly had bro-
ken the date for MCA’s biggest title,
which is expected to top 20 million
units through early 1995. [t’s available
in 90,000 locations, MCA estimates.

Street-date violations, although
never involving more than a few hun-
dred stores, are endemic to the sell-
through market, and studios’ inability
to solve the problem has upset major
retail chains, which claim to play by
the rules that some mass merchants
ignore. In meetings held during the
July Video Software Dealers Assn.
convention in Las Vegas, Blockbuster
took the studios to task, threatening
to join the violators unless suppliers
got the situation under control.

“We feel stricter sanctions need to
be imposed against perpetual offend-
ers,” says Blockbuster Music presi-
dent Gerry Weber, also speaking for
Blockbuster Video. “We go through
all the effort of enforcing street dates,
and they need to do the same. If they
tell us it’s not important, we'll take
appropriate action.” As things stand
now, “it’s making us look foolish to
our customers,” he adds.

Weber considers “Jurassic Park”
the first opportunity to measure Hol-
lywood’s response to three or four
chronic offenders, thought to be the

Wholesaler Sues,
Alleging Cutout
‘Conspiracy’

@ BY ED CHRISTMAN

NEW YORK—Smith & Alster, a
wholesaler that has long questioned
musie industry procedures for selling
cutout product, filed a lawsuit Sept.
29 alleging that five major record
companies and two wholesalers are
engaging in antitrust violations and a
racketeering conspiracy.

Named as defendants in the com-
plaint are EMI Records Group N.A.,
Sony Music, BMG, PolyGram, and
MCA Records, as well as cutout
wholesalers Surplus Records and
Tapes and Countrywide Record Dis-
tributors. The Warner Music Group,
which apparently has sold cutout
product to Smith & Alster, is not
named.

Rudnick and Partos, the law firm
representing Farmingdale, N.Y.-
based Smith & Alster, filed the suit in
California Superior Court, Los Ange-
les County.

Smith & Alster ran a series of trade
advertisements in an attempt to
break into the cutout business last
year (Billboard, Oct. 30, 1993).

The filing contains 10 causes of ac-
tion, including the allegation that the
defendants engaged in unfair trade
practices. Six of the actions ask for
$25 million in damages apiece, while
four of the actions each ask for treble
damages of $75 million and demand a
jury trial.

(Continued on page 105)

price clubs and other deep discoun-
ters using video as a loss leader.

At least until the weekend of Oet. 1,
when the number of violations could
soar, MCA had passed with flying col-
ors. The sheer volume of “Jurassic
Park” required periodic deliveries of
cassettes two weeks before street
date so that chains had sufficient time
to stock all locations. Sales, including
bootlegged copies in New York, be-
gan to crop up in late September.

Putting into effect a plan devised
for “Jurassic Park,” MCA sent field
reps into offending outlets as soon as
they were identified to take the title
off the shelves. The studio won't com-

ment, but MCA is said to have logged
the names of violators since the re-
lease of “We're Back” earlier this
year, and now uses its records to spot
quick-release trends.

In the case of Kay-Bee Toy Stores,
the studio “was on it like white on
rice,” according to one trade source,
who calls the appearance of “Jurassic
Park” in two outlets “an honest mis-
take.” MCA had the copies removed
in a matter of hours.

Kay-Bee, based in Pittsfield, Mass.,
made it relatively easy to pinpoint the
street-date jumpers. The chain’s
1,100 stores report transactions elec-
tronically via a point-of-sale system

that immediately flagged the pur-
chases, says senior VP Craig Kurlan-
der. “It was well under control.”
Earlier, the chain had taken the
kind of precautions that MCA prefers
to punitive measures, such as holding
back delivery of cassettes until just
before street date. Kay-Bee manage-
ment twice notified stores in writing
that violating street date could cost
the chain “our privilege to receive hot
releases in the future.” In a Sept. 22
memo, Kay-Bee reminded staff that it
was “extremely important” to adhere
to the Oct. 4 date.
“Jurassic Park” and Disney’s
(Continued on page 103)

Col/TriStar Boosts Russian Video Biz

@ BY EILEEN FITZPATRICK

LOS ANGELES—The Russian video
industry has moved one step closer to
legitimacy with the announcement
that Columbia TriStar Home Video
plans to distribute more than 100
films there over the next year.

Varus Video, a Russian-Greek com-
pany, is distributing Columbia as well
as Orion Home Video product in the
16 Russian states, as a result of a two-
year pact that began Sept. 26. Varus
also started distributing Warner
Home Video material in Russia in
February.

Columbia’s participation in the
venture will “significantly contribute
to reducing the huge losses of rev-
enues” from widespread video piracy
in the former Soviet Union, according
to Columbia executive VP Christo-

pher Deering.

At one point, video piracy was so se-
vere that the Motion Picture Assn. of
America issued a product boycott of
the region from 1991 to 1993. In 1993,
the Russian government founded an
intellectual property agency and
drafted laws to control video piracy.

Columbia’s strategy is that con-
sumers will be more likely to pur-
chase and rent tapes that are dupli-
cated on high-quality equipment,
rather than those dubbed off movie
screens or bootleg tapes.

The company also is committed to
working closely with the Russian gov-
ernment to enforce the new anti-pira-
cy laws.

Initial Columbia releases now in
Russian stores include “The Fisher
King,” “Flatliners,” “F/X,” “Platoon,”
and “Back To School.”

Knight Fever. Gladys Knight celebrates the release of her new MCA album
“Just For You” at a party at B.B. King's Blues Club in Los Angeles. The album’s
first single is 'l Don't Want To Know,"" written and produced by Kenny
“Babyface”” Edmonds. Shown, from left, are Richard Palmese, president, MCA
Records; Al Teller, chairman/CEO, MCA Music Entertainment Group; Knight;
Ernie Singleton, president, black music division, MCA Records; Jimmy Newman,
Knight’s manager; and A.D. Washington, senior VP of promotion and marketing,

black music division, MCA Records.

Eventually, Columbia plans to re-
lease new product to Russia in the
same time frame as it does to other in-
ternational territories—usually six
months after a domestic release.

Despite the Russian government’s
commitment to make its country en-
tertainment-friendly, some video dis-
tributors are skeptical.

“The burning issue is the copyright
agreement, because the government
can't enforce it,” says Sight & Sound
Distributor president Larry De-
Vuono. “You have to accept that there
will be a high level of illegal duplica-
tion, or else you're going to be playing
cops and robbers.”

In 1991, the St. Louis-based dis-
tributor opened a video store in
Moscow but was unable to turn a
profit because of widespread corrup-

(Continued on page 112)

China Drops B
Quotas On
Foreign Music

@ BY MIKE LEVIN

HONG KONG—China’s restrie-
tive quota system for foreign
repertoire has been all but elimi-
nated following the State Coun-
cil’s decision to put international
music under the scrutiny of the
Propaganda Department.

The shadowy department has
always had de facto control of all
aspects of Chinese culture, but
IFPI negotiations to control pira-
cy in the mainland have forced the
government to publicly appoint its
propaganda bosses as guardians
of the music-import flame.

Until this summer, China had an
unofficial yet rigid quota system
that restricted foreign titles to
about 120 a year. By June, that lev-
el was raised to 250. Under its new
plan, the government will let in all
music that passes the department’s
censorship regulations.

As with all such proclamations,
the quota abolishment is “unoffi-
cial,” as the government waits to
see if the country is flooded with
foreign titles. Foreign record com-
panies say they will not increase
exports to China immediately and
abuse this market-access victory.

The policy change is one more
step in China’s efforts to become a
legitimate part of the worldwide
music industry. In fact, during the

(Continued on page 112) |

OmniBox To Offer Pay-Per
Taping Of Albums, Videos

@ BY STEVE TRAIMAN

A Connecticut firm has begun field
tests of a “transactional TV” system
that will allow consumers to record
complete albums and home video pro-
grams off their television sets.

The OmniBox system will enable
subscribers to purchase titles by
credit card and record them in real
time onto audio and videotape, Mini-
Dise, or DCC.

The preliminary tests are expected
to be completed by late fall, according
to OmniBox president Thomas Bush.

The Stamford, Conn.-based compa-
ny was the first interactive group to
reach an agreement with the Harry
Fox Agency last December; the deal
will allow OmniBox to license musical

An errant transmission by one of the
major accounts that supplies sales in-
formation to SoundScan caused nu-
merous errors in the musie sales
charts that appeared in the Oct. 1 issue
of Billboard. The faulty data caused
the unusually high number of re-en-
tries that appeared on some of last
week’s charts.

SoundScan discovered the mistake
too late to process the correct data in
time for Billboard’s print deadlines. On
Sept. 22, SoundScan released revised

For The Record: Chart Data Revised

lists to its subseribers.

To ensure that the sales histories of
titles on Billboard’s charts correspond
with the amended SoundSean lists, the
corrected data was fed into Billboard’s
computer archives. Thus, the “last
week” numbers that appear on this
week’s charts reflect the positions
from the revised charts, rather than
the ones that were published in last
week’s Billboard.

Further, the sales totals that Sound-
Sean released Sept. 22, instead of the

ones originally issued Sept. 21, will be
counted in the tabulation of Billboard’s
1994 Year In Music standings.

The Billboard charts that were af-
fected by the error were The Billboard
200, Top Pop Catalog Albums, Heat-
seekers, Top Country Albums, Top
Country Catalog, Top Reggae Al-
bums, Top Jazz Albums, Top Contem-
porary Jazz, Top Music Videos, Top
Classical Albums, Top Classical
Crossover, Top Off-Price Classical,
and The Billboard Latin 50. l

compositions owned and controlled
by Fox’s music publisher clients on a
per-play basis.

The company hopes to license pro-
gramming from music, video, and
video game companies, and to develop
proprietary programming with vari-
ous partners, but it has yet to reach
any such agreements.

Bush says the first two OmniBox
services to launch in early 1995 will be
pay-per-album music-delivery and
home-shopping channels. OmniBox
subscribers will receive a home set-
top box that allows for the direct
credit-card sales.

Other OmniBox services to roll out
later in 1995 will include access to
first-run movies, current concerts,
and sporting events, as well as home
video sales from a database of past
concerts, movies, and sports. Bush
says OmniBox will broadeast pay-per-
view programming in “near video-on-
demand,” which means a subscriber
would wait 15-30 minutes before a se-
lected film begins, compared to limit-
ed play times on current services.

All progamming will be stored in a
database at OmniBox headquarters,
and transmitted via satellite to partic-
ipating cable companies, which will
then offer the services to subseribers
for a monthly fee of about $9.95. The
company has yet to finalize any deals
with cable operators.

Because it is equipped with digital
encoding/decoding technology li-
censed from VCOM, the OmniBox

(Continued on page 112)
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