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Wall St. Woes For Dotcoms

Falling Stock Prices Bring New Challenges For Music E-Tailers

®

APRIL 29, 2000

Radio Gonfronts Tech
Future At NAB Gonference

BY BRIAN GARRITY

and MARILYN A. GILLEN

NEW YORK—Ho:is the day of reck-
oning finally come for once highly
valued—but unprofitable—Internet
music companies?

That’s the question up for dehate
in industry and finance circles fol-
lowing record one-day declines in
both the Dow Jones Industrial Aver-
age and Nasdaq Composite Index on
April 14 that sent many music-relat-
ed Internet companies into a valua-
tion free-fall.

In what sounds like the punch line
to a bad joke, the only companies in

Music Vets Lead
The Dove Lineup

Il

SMITH

BY DEBORAH EVANS PRICE
NASHVILLE—Steven Curtis
Chapman, Michael W. Smith, and
Sixpence None The Richer took home
top honors at the 31st annual Gospel
Musie Assn. (GMA) Dove Awards,
held April 20 at the Grand Ole Opry
House in Nashville.

Chapman, who holds the distine-
tion of having won the most Doves in
GMA history, received six accolades,

(Continued on page 94)

the music space trading worse than
the stocks of pure-play brick-and-
mortar retailers are shares of Inter-
net retailers, which have almost all

—— | Global Music

ﬁﬁ,i@ Mkt. Was Flat In

hit 52-week lows in the last several
weeks. Leading the plunge: digital
download seller EMusic.com and
custom-compilation retailer Music-
maker.com. which have both slipped
under $2 a share in recent trading.
While there is no question music
is experiencing its own bear market
on Wall Street, still to be seen is

whether many of the publicly traded
companies in the sector, built with
venture-capital dreams rather than
income streams, can recover from
this investment “correction.”

Forrester Research, for one,
thinks the prospects for many are
not bright. In a recent report pro-
vocatively titled “The Demise Of Dot
Com Retailers,” its analysts predict
that “the combination of weak finan-
cials, increasing competitive pres-
sures, and investor flight will drive
most of today’s dot-coms out of busi-
ness by 2001.”

Others would refute that point.
Still, this much is sure: Equity-
financed deal-making and lund-rais-
ing via the capital markets just
became decidedly more ditficult for
many music-related Web companies.

(Continued on page 103)

BY CHUCK TAYLOR

LLAS VEGAS—Sting might as well
have had the radio industry in mind
when he sang about a “brand new
day.” The annual Nutional
Assn. of Broadcasters (NAB)
Convention, held here April
8-13, wus replete with the
promise of a radically re-
vised broadcasting landscape
in which radio stations must
strive to make the 80-year-old ser-
vice an interactive medium.

The Web, not surprisingly, was at
the lorefront of the discussion, but
not without accompanying warn-
ings that the millennium will also
bring aggressive competitive forces
such as satellite radio and Internet-
only Webcasters.

Appropriately, the theme of the
technology-based trade show, which

NEWS

U.S. Latin Market Still Growing, But More Slowly

Lack Of Huge Hit Albums Impacts 1st-gtr. SoundScan Numbers; Sony Still Tops Sector

BY JOHN LANNERT

Bereft of the kind of blockbuster hit product that
provided a vigorous sales push last year, the U.S.
Latin market is now showing signs of calmer growth.,

According to SoundScan’s first-quarter
Latin Album Distributor Report, sales in
the U.S. Hispanic market came in at 5.3 mil-
lion units, up nearly 10% compared with the
same time frame in 1999.

While the 10% figure is running higher
than the 7% growth of the overall market in
the first quarter, it pales dramatically in com-
parison with the 46% rise in sales seen in the first quar-
ter of 1999 as compared with the prior-year period.

To be sure, there was no huge sales phenomenon in
the first quarter of this year that could compare with

the activity seen in the corresponding period last year,
when Ricky Martin and Selena were blowing through
the sales roof with big-selling albums that were chart-
ing in the upper half of The Billboard 200.

X Heineker @ sn 1 Still, the pace of first-quarter sales this

. v vear is sharply lower than the 41% sales
Blllbmrd I growth registered in all of 1999.

! ~4-  If the current growth of the stateside

LATIiN Ml“l( Latino market holds firm at 10%, sales

e e this year should reach about 24.5 million
Latin Music 6 Pack units, up 2.3 million units from last year.
SRR  Soveral industry observers note that the
huge spike in sales last year was due to mainstream
retailers adding product to more stores.

While the first-quarter figures suggest a possible

(Continued on page 95)

drew more than 113,000 registrants
from 110 countries—a record—was
“the convergence marketplace.” That
was apparent by more than a million
square feet of exhibit space
crammed with radio and tele-
vision vendors and online enti-
ties, as well as some 125 pan-
els whose appeal has greatly
expanded from the days of
attendance primarily by pock-

et-protector-wearing engineers.
Setting the tone, NAB presi-
dent/CEOQ Eddie Fritts opened the
convention with a rosy forecast
(Continued on puge 90)

Live Billy Joel On
Columbia 2-GD Set

BY MELINDA NEWMAN
LOS ANGELES—Billy Joel’s “2000
Years—The Millennium Concert”
marks a number of milestones: The
two-CD Columbia Records set cap-
tures the singer/songwriter per-
forming at New York’s Madison
Square Garden on Dec. 31 as one
century passes into the next; it her-
alds the final performance of Joel’s
two-year tour; and, perhaps most sig-
nificant, it notes the last such per-
(Continued on page 95)

 HEATSEEKERS

Atiantic/AG’s M2M Has It
Made In The ‘Shades’ At Top

See Page 30

musictoday.com
THE SOURCE FOR LIVE MUSIC"

FOR ARTISTS AND FANS ON THE WEB
...tourdates...artist stores...live music news...contests...

ADVERTISEMENT

www americanradiohistorv com



www.americanradiohistory.com

IF THE MUSIC MOVES YOU
"~ MOVE WITH THE MUSIC

SDMi-ready Flash Memory Devices
industry's leading manufacturers.
1200 record labels

secure tracks

liquid audio

the way music moves

700 music Web sites.

visit www.liquidaudgo.com



www.americanradiohistory.com

Billeoard

Editor in Chief: TIMOTHY WHITE

M EDITORIAL

Managiné Editor: DON JEFFREY

Deputy Editor: Irv Lichtman

Executive Editor-New Media: Marilyn A. Gillen

Director of Special Issues: Gene Sculatti; Dalet Brad?/, Associate Director;
Katy Kroll, Assistant Editor; Marin Jorgensen, Special |ssues Coordinator
Bureau Chiefs: Phyllis Stark (Nashvifle), Bill Holland (Washington),

John Lannert (Caribbean and Latin America), Melinda Newman {(L.A.)
Art Director: Jeff Nisbet; Assistant: Raymond Carlson

Copy Chief: Bruce Janicke

Copy Editors: Andrew Boorstyn, Marlaina Gray, Carl Rosen

Senior Editor: Ed Christman, Retail (N.Y.)

Senior Writer: Chris Morris (L.A.)

Talent Editor: Larry Flick (N.Y.}

R&B Music: Gail Mitchell, Editor (L.A.)

Country/Christian Music: Deborah Evans Price {Nashville)

Dance Music: Michaet Paoletta, Editor (N.Y.)

Pro Audio/Technology: Paul Verna, Editor {N.Y.)

Digital Entertainment: Eileen Fitzpatrick, Editor (L.A.)

Radio: Chuck Taylor, Editor (N.Y.)

Heatseekers Features/Music Video: Carla Hay, Editor (N.Y.)

Financial Reporter: Brian Garrity (N.Y.)

Touring Reporter: Ray Waddell (Nashville)

Editortal Assistants: Rashaun Hall (N.Y.), Jill Pesselnick (L.A.)

Special Correspondent: Jim Bessman

Contributors: Catherine Applefeld Olson, Bradley Bambarger, Fred Bronson,
Lisa Collins, Larry LeBlanc, Moira McCormick, David Nathan, Dylan Siegler,
Steve Traiman

International Editor in Chief: ADAM WHITE

International Deputy Editor: Thom Duffy

international Editor: Tom Ferguson

international News Editor: Gordon Masson

German Bureau Chief: Wolfgang Spahr

Asia Bureau Chief: Steve McClure

Contributing Editors: Sam Andrews, Nigel Hunter, Kwaku,
Paut Sexton, Nigel Williamson

Ml CHARTS & RESEARCH

Director of Charts: GEOFF MAYFIELD

Chart Managers: Anthony Colombo (Mainstream Rock/Sé)otIi ht Recaps)
Ricardo Companioni {Dance, Latin), Steven Graybow (Adult Contemporary/
Adult Top 40/Jazz/Blues/Reggae), Wade Jessen (Country/Contemporary
Christian/Gospel), Stephanie Lopez (R&B/Hg:-pr), Mark Marone

(Modern Rock/Studio Action), Geoff Mayfield (Billboard 200/Heatseekers/
Catalog), Silvio Pietroluongo (Hot 100/Top 40 Tracks), Marc Zubatkin
(Video/Classical/Kid Audio, World Music/New Age)

Chart Production Manager: Michael Cusson

Associate Chart Production Manager: Alex Vitoulis

Administrative Assistants: Keith Caulfield (L.A.), Mary DeCroce (Nashville),
Gordon Murray (N.Y.)

Il SALES

Associate Publisher/Worldwide: IRWIN KORNFELD
Advertising Directors: Pat Jennings (East), Jodie Francisco {(West)
Urban Advertising Director: Andy Anderson

New York: Evan Braunstein, Marc Lichtenstein

L.A.: Diana Blackwell, Michelle Wright

Nashville: Phil Hart

Advertising Coordinators: Hollie Adams, Evelyn Aszodi
Advertising Assistants: Eric Vitoulis, Jamie Yates
Classified: Dave McLean

Directories: Jeff Serrette

Associate Publisher/International: GENE SMITH

U.K./Europe: Christine Chinetti, lan Remmer 44-207-822-8300
Asia-Pacific/Australia: Linda Matich 612-9440-7777.

Fax: 612-9440-7788

Japan: Aki Kaneko, 323-525-2299

France: Francois Millet, 33-1-4549-2933

Latin America/Miami: Marcia Olival 305-864-7578. Fax: 305-864-3227
Mexico/West Coast Latin: Daisy Ducret 323-782-6250
Jamaica/Caribbean: Betty Ward, 954-929-5120 Fax 954-921-2059

Il MARKETING & LICENSING

Associate Publisher: HOWARD APPELBAUM
Promotion Director: Peg%y Altenpohl

Promotion Coordinator: Amy Heller

Senior Designer: Melissa Subatch

Assistant Marketing Manager: Corey Kronengold

Special Events Director: Michele Jacangelo Quigley
Special Events Coordinator: Phyllis Demo
Sponsorship Coordinator: Cebele Rodriguez

Circulation Director: JEANNE JAMIN

Group Sales Manager: Katia Ducheine

Circulation Promotion Manager: Lori Donohue
Circulation Assistant: Mike Fouratt

international Circulation Marketing Director: Ben Eva
Circulation Marketing: Stephanie Beames, Paul Brigden
Director of Rights and Clearances: Susan Kaplan

H PRODUCTION

Director of Production & Manufacturing: MARIE R. GOMBERT
Advertising Production Manager: Johny Wallace

Advertising Manufacturing Manager: Lydia Mikulko
Advertising Production Coordinator: Christine Paz

Editorial Production Director: Terrence C. Sanders

Editorial Production Supervisor/QPS Admisistrator: Anthony T. Stallings
Specials Production Editor: Marc Giaquinto
Systems/Technology Sugervisor: Barry Bishin

Senior Composition Technician: Susan Chicola

Composition Technicians: Rodger Leonard, Maria Manliclic
Directories Production Manager: Len Durham

Classified Production Assistant: Gene Williams

Il NEW MEDIA

Editorial Director: KEN SCHLAGER

Billboard Bulletin: Michael Amicone (Managing Editor), Carolyn Horwitz
{News Editor), Lars Brandie (International £d.), Eileen Fitzpatrick (Associate Ed.)

Billboard Online: Barry Jeckell (Senior Editor), Jonathan Cohen (News Editor),
Sam D. Bell (Sales Manager), Rachel Vilson (Product Manager)

Il ADMINISTRATION

Distribution Director: Edward Skiba

Billing: Maria Ruiz

Credit: Shawn Norton

Business Manager: Joellen Sommer

Assistant to the Publisher: Sylvia Sirin

PRESIDENT & PUBLISHER: HOWARD LANDER
H BILLBOARD OFFICES:

New York Washington, D.C. London
1515 Broadway 733 15th St. N.w. 50-51 Bedford Row
N.Y., NY 10036 wash., D.C. 20005 London WCIR 4LR

212-764-7300
edit fax 212-536-5358
sales fax 212-536-5055

202-783-3282
fax 202-737-3833

44-207-822-8300
fax: 44-20-72429136

Nashville
49 Music Square W.
Nashville, TN 37203

Los Angeles

5055 wilshire Blvd.
Los Angeles, CA 90036
323-525-2300 615-321-4290
fax 323-525-2394/2395 fax 615-320-0454

To Subscribe call USA: 800-745-8922, Europe: +44 (0) 1858435326
International: 740-382-3322

I BILLBOARD ONLINE: http://www.biliboard.com
212-536-1402, sbell@billboard.com

EMI Music Publishing, Net4Music Pact

BY IRV LICHTMAN

NEW YORK—Commercial downloading of
sheet music for professional and amateur
use has received a big shot in the arm
through a worldwide deal between EMI
Music Publishing and Net4dMusic, the
Paris-based musicians’ portal that opened
shop in the U.S. late last year (Billboard,
Dec. 4, 1999).

Sheet music drawn from a catalog of
more than 1 million titles will be digitally
distributed worldwide by NetdMusic in an
arrangement between the two companies
that will include EMI Music Publishing
taking a minority stake in NetdMusic
(BillboardBulletin, April 19).

Interestingly, Warner/Chappell Music,
which is set to merge with EMI Music Pub-
lishing later this year as part of the EMI/
Warner Music Group merger, has a similar
arrangement with Seattle-based Sunhawk.
(EMI and Warner/Chappell are the world’s
leading publishers). As the merger gets clos-
er, EMI and Warner/Chappell may have to
deal with the use of separate downloading
companies for their sheet music catalogs.

“Downloading will help grow a business
that’s been flat in recent years,” says Mar-
tin Bandier, chairman/CEOQO of EMI Music
Publishing Worldwide. “Finding a store
that sells sheet music, especially in small
towns, is difficult. With downloading, musi-
cians and laypeople can buy music in their
own homes, offices, or recording studios to
meet their requirements.”

According to a survey published last year
by the National Music Publishers’ Assn.
(NMPA), worldwide sales of sheet music fell
0.1% to $580.58 million in 1997, the last year
for which figures are available.

The two leading markets—representing
57% of the worldwide market for sheet
music—were the U.S., with sales of $208
million, and Germany, where sales reached
$135 million.

The NMPA notes that the study “un-
doubtedly understates” the size of the world
market for print music because many coun-
tries lack a central source of data.

Looking globally, Bandier says EMI Music
song lyrics can be delivered electronically in
the local language. Net4Music notes that it
offers content in five languages and the abil-
ity to purchase sheet music in 22 currencies.

While EMI Music Publishing has a long-
standing music print arrangement with Mil-
waukee-based giant Hal Leonard Corp.,
Bandier says that its “paper rights” deal

with the giant print company does not
specifically grant it electronic rights of
downloading or lyric visualization. Hal
Leonard also handles the Chappell end of
Warner/Chappell, which owns another print
music giant, Warner Bros. Publications.
According to Paris-based Claude Poletti,
chairman of Net4Music, there are some 50
EMI titles currently available, with engrav-

‘Downloading will help
grow a business that’s
been flat in recent
years’

- MARTIN BANDIER -

ing being made for 1,000 more.

In addition, the deal is structured so that
out of every 1,000 titles added to the site, 600
are to be culled from best-selling songs, with
400 other titles to be selected, 200 each, by
EMI and Net4Music. Net4dMusic is obligated
to make at least 100,000 EMI titles available
on the site, the titles of which account for
about 90% of EMI’s annual revenue.

These “cream” titles will be available at
the current pricing of $3.95 for each four-
page title, while catalog titles may command
prices about 50 cents higher, says Poletti.

The first well-known writer catalog to

be made available, adds Poletti, will be
some 600 titles of Duke Ellington’s under
the EMI Music banner.

Poletti also promises some major deals
in the short term, including one that may
lead to downloading rights from a major
U.S. independent publisher.

Meanwhile, Keith Mardak, president of
Hal Leonard Corp., says his company has a
download partnership, established in 1997
with print/publisher Music Sales Corp.,
called Sheet Music Direct. The sheet music
of many of Hal Leonard’s major publishing
clients is available for downloading through
this partnership. Hal Leonard also pro-
vides downloading for those who use the
Yamaha Disklavier piano, from a site
known as Yamaha MusicSoft.

EMI Music, which many consider the
world’s largest publisher, gives Netd Music
a substantial presence in sheet music
downloading. Net4Music’s portal, which
was launched last December, features dig-
itized downloadable sheet music and M1DI
files for more than 40,000 titles. The site
also features content written by musicians
and educational components for musicians
of all levels.

The company was founded in 1995 in
France as Interactives Musiques Companie
by Poletti, the director of several acade-
mies and chamber music festivals and the
president of the Assn. of Music Academies
in France. Its name was changed to
NetdMusic last year.

Celebration Backstage. Bobby Short recently received Back Stage’s Bob Harrington Life-

time Achievement Award. Chita Rivera presented the honor at the 2000 Bistro Awards at New
York’s Supper Club. Shown, from left, are Short and Rivera. (Photo: Patti Ouderkirk)

ON CAPITOL HILL: ARTISTS NOT AT THE TABLE

Excellent commentary by Bob Donnelly on the
lack of a true recording artist association in
Washington, D.C. (“Voiceless Voices: Who Will
Speak For Artists?,” Billboard, April 15). My law
firm has been involved in D.C. lobbying for 50
years. Time and again I've witnessed important
legislative activity—copyright tribunal hearings
on rates for digital delivery of radio, antitrust
deliberations at the Department of Justice (DOJ)
—slip by without any effective artist input at the
table. Does anyone really think the artist was
heard when the DOJ looked at the Universal
merger? It pains me when the Recording Indus-
try Assn. of America (RIAA) trudges artists to
Capitol Hill with massive media coverage to
speak on censorship issues, and then the same
organization lobbies for anti-recording-artist leg-
islation out of the public view. The RIA A ignores

power in any way, and why should they? What
artist organization is there on the Hill? The un-
ions and the National Academy of Recording Arts
and Sciences have different agendas. There has
never been a time when an independent record-
ing artist association has been needed more in
D.C. than now. In a few years, legislative activity
and lobbying on most Internet issues will be over,
and recording artists will again be subject to leg-
islation without true representation.
Jay Rosenthal
Berliner, Corcoran & Rowe, LLP
Brookeville, Md.

NAPSTER, HENLEY'S ‘INSIDE JOB’ & THE MORTGAGE

Why are artists “surprisingly silent” on the
subject of Napster? (“The Industry Responds
To Napster,” Billboard, April 15). It's because,
as one Nashville business journalist succinctly

where, once the mortgage is paid off, the bank
still owns the house.” Napster may rip off record
labels, but so many labels have been ripping
artists off for so long, it's giving them a taste of
their own medicine. You live by the sword, you
die by the sword. Reading “The Operator” by
Tom King is a real eye-opener. Then reading
Timothy White’s interview with Don Henley
(The White Paper: “Don Henley’s ‘Inside Job’
Ponders Love, Work, Copyrights & Wrongs,”
Billboard, April 8) tells us more of what we need
to know about that side of the business. If the
music on Napster is good, listeners will seek out
the artist in a live venue where artists make
their paycheck. If the music is mediocre or bad,
it will evaporate into ether, so sales aren’t affect-
ed. The rules have changed: Get used to it.
Christine Lavin
Christinelavin.com

—  the artists because they don’t fear the artists’  put it to me, “The music business is the only one New York
E— = PRESIDENT: Howard Lander
B Vice Presidents: Howard Appelbaum, Marie Letters appearing on this page serve as a forum for the expression of views of general interest. The opiniors offered here are not necessarily those of Billboard or its management.
Gombert, Irwin Kornfeld, Karen Oertley, Ken : : Mo . .
Bl rd Musi Group Schlager, Joellen Sommer, Adam White Letters should be submitted to the Letters Editor. Billboard, 1515 Broadway, New York, N.Y. 10036.
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World Sales Remain Stagnant

Boom Times Continue In U.S.; Growth Seen In Australia

BY GORDON MASSON
LONDON—It’s official: The world is
flat. Figures collated by the Interna-
tional Federation of the Phonographic
Industry (IFPI) reveal that shipments
of sound carriers grew by just 1%
globally in terms of value last year,
fueled primarily by the strength of the
market in the U.S. and also by encour-
aging gains in Australasia, parts of
Eastern Europe, Scandinavia, and
Southeast Asia.

The 1999 world sales report also
pinpointed these key developments:

* Australia is the fastest-growing
top 10 market.

* Consumer use of the Internet in
the U.S. to buy music more than dou-
bled.

* Europe is in a period of stagna-
tion.

* The Asian market began its long-
awaited recovery.

* The U.K. captured 50% of the
global MiniDisc market.

Despite the claim of a slight rise in
dollar value, the IFPI's own docu-
ments point to a decrease in the value
of global shipments. The IFPI says the
1999 sales figures total $38.5 billion—
arise of 1% on the previous year. How-
ever, in its report for 1998, the IFPI
highlights a sales figure of $38.7 bil-
lion. In fact, figures from IFPI reports
in years gone by show that the 1999
figures are, apparently, the lowest
total dollar sales since 1994.

Explaining this anomaly, IFPI
chairman/CEQ Jay Berman tells Bill-

board, “The numbers were revised
from last year’s figures, because cer-
tain national groups—in particular,
Japan—had been reporting on a dif-
ferent basis than everybody else, but
that now has changed.”

Total sales of all music formats
worldwide were flat at 3.8 billion units.
Globally, CD unit sales rose nearly 3%
to 2.4 billion units,
helping to offset a
7% fall in sales of
cassettes and a 4%
reduction in singles
sales.

CDs now account
for 65% of all units
sold. Cassette sales
fell sharply in every
region except for Asia. Worldwide cas-
sette sales fell by 7% but by consider-
ably more in North America and Latin
America. Sales of LPs fell 31% in the
year, and singles fell by just over 4%.

Sony Music International president
Rick Dobbis says, “When I look at the
figures, I get very concerned, but
there are a lot of other signals to tell
me that the consumption of music is
still enormously important to people
and that we can build on those figures
in a positive way.”

Dobbis and his peers at the multi-
national labels are certainly watching
world markets closely and taking
action where trading conditions
require it. For example, EMI has im-
plemented an extensive reorganiza-
tion, including layoffs, at its German

BERMAN

a0ny Launches Platform

Japanese Labels To Get Download Services

BY STEVE McCLURE
TOKYO—In another sign of how
labels are leading the way in dev-
eloping online music delivery in Ja-
pan, Sony Cominunications Network
(SCN) is launching a platform to
support music download services by
Japanese record companies.

Dubbed Label Gate, the platform
will provide system operation, online
billing, and music data storage and
distribution services for labels oper-
ating their own music download sites.
SCN has set up a wholly owned sub-
sidiary, also called Label Gate, to
operate the service (BillboardBul-
letin, April 7).

SCN reveals that so far 12 Jap-
anese labels, including Sony Music
Entertainment (Japan) (SMEJ), have
said they will invest in, or use, Label
Gate’s services. The other labels are
Avex, BMG Funhouse, For Life, John-
ny’s Entertainment, King Record,
Pony Canyon, Pryaid Records, Toku-
ma Japan Communications, Warner
Music Japan, Vap, and Zetima.

Significantly absent from the list
are labels affiliated with the Mat-
sushita/JVC business group, Sony’s
main rival. Label Gate says it hopes
other Japanese record companies
sign up with Label Gate in the future.

The first labels to start using the
Label Gate service will be SMEJ and
Avex. Sony launched its bitmusic
download site in December, while the

Avex Network site will begin down-
load service April 25. BMG Funhouse
will begin free-sample, 30-second
downloads of material by some of its
domestie acts this month on its Moth-
er of Music Web site, with online
music sales scheduled to begin in
July.

A Label Gate spokesman says the
other labels are expected to link up
to the Label Gate portal once they
launch their own download services.
Selection and pricing of songs will
be determined by individual labels.

At this early stage in the evolution
of music E-commerce in Japan, how-
ever, it remains to be seen what
form cooperation between Label
Gate and its supporting labels will
take.

A Warner Music Japan (WMJ)
source stresses that WMJ, especial-
ly in light of the pending AOL/Time
Warner merger, has yet to fully map
out its online distribution strategy.

Label Gate will use IBM’s Media-
Direct technology to distribute data
and will format music files using
Sony’s ATRACS system. Label Gate
says it is targeting a total of 600,000
downloads via the portal by the end
of March 2001.

The president of the new company
is Senji Yamamoto. He also is presi-
dent of SCN, which is owned by
SMEJ (40%), Sony Corp. (40%), and
Sony Finance International (20%).

company, and Sony is reshaping its
Dutch business (see stories, pages 67
and 68).

During 1999 the world's largest
music market, the U.S., added more
than 10% to its CD sales, taking total
music sales dollar growth in the region
to 19% over the past two years. That
marks the fifth consecutive year of
improved figures in the States. At the
same time, there were strong indica-
tions of rapid growth in U.S. sales of
Internet-delivered music. The number

of consumers who last year used the |
Internet to buy music rose to 2.4%, up |

from 1.1% in 1998, according to U.S.
consumer research cited by the IFPI.
Berman says the general boom time

in the U.S. economy is contributing to
the music industry’s growth. He says,
“The added ingredient in the U.S. is
the tremendous explosion in different
genres of music—at a point in time
when rock seemed to be kind of flat,
all of a sudden street music came
along. In the last couple of years,
Spanish-language product is just fly-
ing out of the stores, so it has been
kind of a regeneration process in
(Continued on page 22)

Not All Promoters Will
ahift To "SFX” Moniker

BY RAY WADDELL
NASHVILLE—The announcement
that the names of SFX acquisitions
will be phased out and replaced by
“SFX"” does not immediately apply to
the company’s music division, accord-
ing to Rich Lobel, senior VP
of marketing and communi-
cations for SFX.

SFX has gradually inte-
grated its name into its var-
ious acquisitions over the
past two years and now will
implement a full-blown
assimilation that will see
most acquired companies’ names
replaced by “SFX” (BillboardBul-
letin, April 18).

However, according to Lobel, in the
short term the move won't extend to
most of the acquired promoters,
despite their mention in an April 17
company announcement. Instead, the
SFX name will appear in all commu-
nications and ads but will not replace
the individual promoter names, which
will remain in advertisements, inter-
nal communications, and on office

‘Emotional Bends’ On Airwaves. Compass Records recording artist Robby Mcln-
tosh recently stopped by New York’s WFUV to promote his band’s debut album,
“Emotional Bends.” The Robbie Mcintosh Band is scheduled to appear on “The
Late Late Show With Craig Kilborn” in May. Shown at the station, from left, are
David Haley, director of radio promotions for Compass Records; Mcintosh; Darren
DeVivo, morning host for WFUV; and Rita Houston, music director for WFUV.

Italian PM’s Resignation May
atall Anti-Piracy Legisiation

BY MARK DEZZANI
ROME—The future of Italy’s pro-
posed new anti-piracy law has been
thrown into doubt by a government
crisis. Italian Prime Minister Massi-
mo D’Alema resigned April 19 fol-
lowing severe losses for his center-
left coalition in regional elections held
April 16. D’Alema will face a vote of
confidence or will be replaced by a
new premier selected by the coalition
government.

Meanwhile, the proposed anti-
piracy law, which contains tougher
sanctions against pirates, should be
heard in Parliament soon after it
returns to business May 2. It was
due to be heard April 18.

If the fragile coalition govern-

ment, which has a slim majority in
Parliament, fails to reappoint D’Ale-
ma or select a new premier, then
ITtaly could face new elections. That
would delay passage of a new anti-
piracy law indefinitely.

“If the government falls and we
face new elections, then the bill will
be scrapped, and we will have to
start again from the beginning,”
says Enzo Mazza, director general
of labels’ body FIMI. He adds, “If
the bill fails to be ratified soon,
Italy risks moving from the watch
list to the priority list by the U.S.
Board of Trade & Industry, [and
that] could involve sanctions
against Italy.”

(Continued on page 99)

signage.

To eliminate the acquired promot-
ers’ identities would effectively take
out of circulation some of the concert
industry’s most venerable and well-
established names and with them
years of branding in their
respective marketplaces, a
move SFX is apparently not
ready to make. After a com-
1 pany release April 17 that
implied otherwise, SFX now
says most of these promoter
names will stay, at least for
the time being.

Lobel says the promoters are a dif-
ferent animal. “We have given very
serious consideration to the local rela-
tionships in each market,” says Lobel.
“We believe a transition period to be
determined would be in everyone’s
best interests. We're trying to be extra
sensitive.”

Who is going to be called exactly
what appears to be a work in progress.
“There are a couple of things going on
here,” says Nick Clainos, co-president
of Bill Graham Presents in San Fran-
cisco. “There is a legitimate desire to
brand SFX, and at the same time
there is a standing equity in the case of
some promoters. Fitting this together
in a way that makes sense is what this
process is all about, and we're still in
this process.”

The announcement was made by
SFX executive chairman Robert Sil-
lerman in a videotaped address to the
international company’s 5,000-plus
employees.

The move still means that such well-
known sports and entertainment
names as MagicWorks, FAM.E.,
ProServ, Integrated Sports Interna-

(Continued on page 24)

Commission Finds |
No Mishandling Of
Sacem Payments

This story was prepared by E'm-
manuel Legrand of Music &
Medio.

PARIS—French authors’ rights
society Sacem has been cleared of
misappropriating royalties from
Jewish authors during the occupa-
tion of France by German troops |
between 1940 and 1944.

The conclusions were drafted by
a commission of civil servants
appointed by the French govern-
ment to investigate accusations
over Sacem’s handling of Jewish
assets during the troubled period
of Germany’s occupation in sectors
such as banking, works of art, and
intellectual property.

Looking at Sacem’s attitude dur-
ing the period, Commission Mat-
téoli, named after its president,
says in its findings that “the preju-
dice with regards to despoiling
doesn’t seem to be established.”

(Continued on page 99)
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RED Signs 3 Labels, Eyes 4 More

Distributor Says edel, Label Consolidation Help Business

BY ED CHRISTMAN

NEW YORK—With the signing of
three label deals for exclusive distri-
bution, RED Distribution is taking
steps to ensure that it remains the
largest independent distribution
company.

RED, which had sales last year of
about $150 million, has signed Trau-
ma Records, home of Bush and the
Flys; Aimee Mann’s SuperEgo Rec-
ords; and Transparent Musie, the
newly created record company co-
owned by jazz artist Herbie Han-
cock, manager David Passick, and
former Verve president Chuck
Mitchell.

What's more, RED president Ken
Antonelli says, the company is in dis-
cussions that could bring another
four labels to the company for distri-

Ghanges Are
Under Way At
BYMG’s Mammoth

BY MELINDA NEWMAN

LOS ANGELES—As Buena Vis-
ta Music Group (BVMG) contin-
ues its restructuring of Mam-
moth Records following the
departure of label founder Jay
Faires in January, plans include
closing Mammoth’s Carrboro,
N.C., office and naming Holly-
wood Records A&R exec Rob Sei-
denberg head of the alternative
rock label. Hollywood is BVMG's
pop label.

Although BVMG chairman
Bob Cavallo declined to com-
ment, according to a story in
Raleigh, N.C.’s The News &
Observer newspaper, many of
Mammoth’s 20 Carrboro em-
ployees will lose their jobs. A
handful will relocate to Mam-
moth’s New York office, which
will serve as the company’s
headquarters.

(Continued on page 103)

RECORD COMPANIES. Valerie De-
Long is named senior VP of cross-
over promotion for Universal/Mo-
town Records Group in Los Angeles.
She was senior VP of promotion for
Lava Records.

Cynthia Sexton is promoted to
senior VP of visual marketing and li-
censing for Virgin Records America
in Los Angeles. She was senior VP
of multimedia.

Keith Stegall is promoted to exec-
utive VP of A&R for Mercury Rec-
ords in Nashville. He was senior VP
of A&R.

Tom Cording is promoted to VP
of media relations for Legacy Re-
cordings in New York. He was senior
director of media relations.

Ashley Smith is named head of
publicity for Beyond Records in Los
Angeles. She was an account execu-
tive at Rogers & Cowan.

bution.

Sales from the new labels should
more than make up for the defection
of Moonshine and Li'l Joe Records,
both of which have left since edel
music acquired RED in November.

“We have

picked up some
pretty cool things
that we are excit-
ed about,” says
Antornelli. “{RED]
is not a parking

lot. Labels come

here and expect a
certain level of service, and in return
we expect a certain level of per-
formance. If the two expectations
don’t meet, it probably won’t be a
lasting relationship.”

In talking about signing Trauma
and SuperEgo, he says that “these
are [things] that I am not sure a cou-
ple of years ago would have found
their way into our system.”

But he says that RED is now get-
ting the chance to work with bigger
labels and acts, for two reasons: edel
music and fallout from consolidation
among the majors.

“Edel has made an impact on how
we do business,” Antonelli says.
“They are very aggressive and like
to move quick. That has given us a
little more open space to work with.”

Trauma’s releases through RED,
he says, include “Learn To Swim”
from Noogie (April 11), the Flys’
“Outta My Way” (April 18), and, in
the fall, a greatest-hits package
from Bush. Other acts on the label’s
roster include the American Girls,
Bree Sharp, and Phunk Junkeez.

Meanwhile, Antonelli says, RED
has high hopes for the new Aimee
Mann album, “Bachelor No. 2,” which
it is rush-releasing May 2. Her song
“Save Me,” which appears on the
soundtrack of the movie “Magnolia,”
was nominated for both an Academy
Award and a Golden Globe Award;
the soundtrack has shipped 400,000
units, according to RED. The mar-
keting of “Bachelor No. 2” will be
augmented by RED’s Red Ink mar-
keting service, Antonelli says.

Finally, RED’s deal with Trans-

SEXTON

David Burrier is promoted to sen-
ior director of product development
for Atlantic Records in New York. He
was director of artist development.

Denise Moreno is promoted to
senior regional director of sales for
Columbia Records in Chicago. She
was regional director of sales.

MCA Records names Jeffrey
Becker associate director of mar-
keting, new media, and Lee Ham-
mond associate director of new-
media production in Universal City,

EXECUTIVE

parent Music, which targets people
aged 25-54, will result in at least
three releases this year (see story,
this page).

Transparent Music’s Passick says
the label chose RED because it pre-
sented a clear alternative to the
majors. “Based on the commitment
we wanted to make to our records,
we didn’t want to be at a major,” he
says. But RED has tools compara-
ble with those of the major distrib-
utors, he says, “and they gave us a
sense that they understood what we
are trying to do.”

Antonelli says that RED is “try-
ing to develop anything that has a
niche, that is not necessarily on
the front of the radar screen with
our major competition. We may
not have steady platinum sellers,
but if we can sell 100,000 units or
200,000 of an album, we will take
it every day.”

He adds that with its current
signings and potential label
deals, as well as the product it is
getting from Loud, Artemis,
Roadrunner, Epitaph, and War-
lock, among other labels in its
portfolio, RED “will have a sub-
stantial increase” in its business
this year.

BY ED CHRISTMAN

NEW YORK—In forming Trans-
parent Music, principals Herbie
Hancock, manager David Passick,
and former Verve

Transparent Music
Aims For Adult Demo

no longer” hearing about new
music. “This audience is there, and
when paid close attention to, they
are activated very quickly, no mat-
ter what the genre.”

president Chuck
Mitchell say their
label’'s  primary
focus is reaching
the mature adult
audience, regard-
less of genre.
Mitchell says the

‘These are
people who
have grown up
with music as

Passick—who
manages or has
managed Art Gar-
funkel, Maxwell,
Hancock, Tom Ver-
laine, Sister Seven,
and Angie Aparo,
among others—ac-

pete for their attention so they are

owners agree that part Of their knowledges that
there is a real op- the market is
portunity in targeIE- culture 000 and crowded, saying,
ing those aged 25- > “The world doesn’t
54, especially the when pald CIOSB need another label
ctop g T GEtentlon 1o, PR s that
of 35-49. ut he adds tha

“These are people they are there is a place for
who have very much . “a label that is pas-
grown up with mu- activated Very sionate about
sic as part of their . ’ developing a career
culture,” Mitchell quickly and will work a
says, “but because record for 18 |
they are now adult, - CHUCK MITCHELL - months, instead of |
other factors com- six weeks.”

(Continued on page 99)

'alls Artists Join Fray, Sue MP3.com & Labels

BY MARILYN A. GILLEN

NEW YORK—As the swirl of suits
and countersuits surrounding the on-
line musie sites/services MP3.com
and Napster begins to wind its way
through the courts, a group of '50s-
era artists has now waded into the
legal morass, while a '90s rap star
warns he might, too.

Meanwhile, Yale University has
blocked access to Napster software
from its server as a result of litiga-
tion filed against it by the band Met-
allica.

In a suit filed April 12 in the U.S.
District Court for the Southern Dis-
trict of New York, musicians repre-
senting '50s-era groups the Cham-
bers Brothers, the Coasters, the

STEGALL CORDING
Calif. They were, respectively,
manager of online/grass-roots
marketing for Universal Music
Group and art director for Sony
Musie.

Jon Maslansky is named director
of licensing for Green Linnet Rec-
ords in Danbury, Conn. He was di-
rector of sales and licensing for Vid-
eo Yesteryear and Radiola/Sandy
Hook Records.

Maria Potje is named sales man-
ager of direct accounts for Rhino

Original Drifters, and the Main In-
gredient allege that MP3.com has
used their names and likenesses with-
out their consent or authorization in
connection with its MyMp3.com serv-
ice, which via its Beam-It technology
allows consumers to purchase CDs
from aftiliated online retailers and lis-
ten to the tracks instantly in the
streaming audio format.

According to the filing, when visi-
tors type in a search request for the
plaintiffs’ names on the MP3.com
site, they are prompted to “[t]ry
My.MP3.com, where you can beam
your CDs and listen to them any-
time, anywhere.”

The group members claim that
MP3.com, by diverting customers

TURNTABLE

SMITH BURRIER
Entertainment in Los Angeles. She
was West Coast regional sales and
marketing director for Platinum En-
tertainment.

RELATED FIELDS. Joel Peresman is
named senior VP of entertainment
for Radio City Entertainment in
New York. He was VP of concerts
and events.

Lee Hilliard is named GM of the
Castle Door in Nashville. He was a
vocalist.

from purchasing their recordings,
has deprived them of royalties.

MP3.com declined comment.

In a seemingly unusual twist, the
suit also names as defendants Time
Warner, Sony Corp., BMG Enter-
tainment, and Universal Music
Group. Those companies, through
their music labels, are themselves
parties to a suit against MP3.com
that was filed by the Recording
Industry Assn. of America (RIAA)
on behalf of its members.

That RIAA suit, filed Jan. 21 in
the same New York court (Billboard,
Feb. 5), is the reason the labels are
named in the suit filed by the musi-
cians, according to their Jenkin-

(Continuned on page 102)

MORENO POTJE

Kurt Biersmith is named direc-
tor of marketing and promotions for
Music America Promotions in Buf-
falo, N.Y. He was promotions man-
ager for the concert division of SFX
Entertainment.

Artistomedia names Emily Bur-
ton publicist and Shelley Crow me-
dia specialist in Nashville. They
were, respectively, a publicist for
Word Publishing and associate direc-
tor of marketing for Renaissance
Records.
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Two ‘Aida’ Stars Debut On Disc

Pascal, Scott Sets Due From Web-0nly Sh-K-Boom Label

BY MICHAEL PAOLETTA
NEW YORK—Although much at-
tention has been paid to the pop-
splashed framework of Elton John
and Tim Rice’s new Broadway musi-
cal hit, “Aida,” two of its stars are
aiming to generate their own pop
heat with a pair of debut recordings
on the Internet-only Sh-K-Boom
Records. s

On May 16 and Fi/
23, respectively, the &
label is scheduled to
issue Adam Pascal’s | gﬁ

“Model Prisoner” &.i& et
Cs

and Sherie René
SCOTT

.
oy

-

e

b
4
Scott’s “Sherie s
René ... Men I've
Had.”

For “Model Prisoner,” singer/song-
writer Pascal—who appeared in the
Broadway and London productions of
“Rent” prior to “Aida”—has written
a solid set of classic rockers, includ-
ing “Liken A Razor,” “The One That
Got Away,” “Which Way To No-
where,” “Ordinary Boy,” and “Pre-
cious Little Meltdown.” Pascal’s
songs are handled by Little Carly
Music (BMI)/Sh-K-Boom Publishing
(BMD).

“Model Prisoner” showcases Pas-
cal’s deft pop and rock sensibilities,
which the artist honed during his
late-"90s stint with the Adam Pascal
Band, which performed in such New
York clubs as CBGB, Coney Island
High, the Elbow Room, Wetlands,
and Irving Plaza.

For her eclectic debut, singer Scott,
a seasoned veteran of the stage
(“Tommy,” “Faust,” “Rent,” “Over
And Over”), wanted to pay tribute to
the globally recognized composers
she’s worked with in her career—
hence its saucy title.

“Men I've Had” features some of
Scott’s favorite songs by Elton John
(“Honky Cat”), Randy Newman
(“Real Emotional Girl”), and Pete
Townshend (“Squeeze Box"). Also
included are never-before-recorded
songs by Jonathan Larson (“Love
Heals”) and John Kander and Fred
Ebb (“This Life,” from the Broadway-
bound musical “Over And Over”).

Both albums were co-produced by
Grammy winner Joel Moss (the
Eagles, Talking Heads, Chaka Khan,
Red Hot Chili Peppers) and Tim Weil
(musical director/arranger of the
Broadway musical “Rent”).

“It’s interesting how it all worked
out [with Sh-K-Boom],” says Pascal.
“I was actually looking for an Inter-
net company to release my album.
Out of nowhere, and after I had
approached several companies, Kurt
[Deutsch, president of Sh-K-Boom
Records] eame to me.”

Pascal says that most of his fans

are more Internet-savvy than they
are mainstream. “This is the best way
to reach them,” he notes. “More tra-
ditional labels don’t necessarily know
how to properly promote and market
an artist like myself.”

Scott, who is married to Deutsch,
concurs. “Major labels don’t always
truly understand what to do with a

Broadway performer like myself or
Adam. While we make pop music,
label executives tend to be too blind-
ed by our roles on Broadway and
don’t necessarily see us as pop
artists.”

One day, says Scott, “I turned to
Kurt and said, ‘Let’s just do it our-
selves. Let’s put my record out.’”

For Deutsch, it was a no-brainer.
“But I thought, ‘If I do it for Sherie,
1 should also do it for my other friends
in the theater world,” ” recalls
Deutsch, who adds that the label will
concentrate on Broadway perform-
ers, which he calls “a niche that hasn’t

‘More traditional
labels don’t
necessarily know
how to properly
promote and market
an artist like
myself’

- ADAM PASCAL -

been tapped.”

Adds Deutsch, “Broadway artists
have been pigeonholed for so long in
amusical style they can’t escape. But
so many of these artists want to
bridge the gap between pop and
Broadway sounds.”

Last year, Scott, along with Elton
John and Heather Headley, recorded
the Phil Ramone-produced “A Step
Too Far” for the Rocket/Island col-
lection “Elton John And Tim Rice’s
Aida,” which featured a stellar roster
that included Sting, LeAnn Rimes,
Tina Turner, Janet Jackson, Shania
Twain, and Lenny Kravitz, among
others (Billboard, Feb. 20, 1999).

“A Step Too Far” peaked at No. 15
on Billboard’s Adult Contemporary
chart; the album has sold 187,000
units, according to SoundScan.

“That album has done very well for

us,” says Michael Tannen, vocal/show
buyer at Tower’s Lincoln Center loca-
tion in New York. “And now that ‘Aida’
is on Broadway, it’s selling better than
ever.”

Buena Vista Records is scheduled
to release the original Broadway cast
recording of “Aida” in June.,

In addition to Scott and Pascal, Sh-
K-Boom has signed
Alice  Ripley’s
band, Uncle Daddy,
and Jesse Martin.

Ripley appeared
on Broadway in
“Sideshow,” while
Martin, an original
cast member of
“Rent,” has ap-
peared on such TV shows as “Law &
Order” and “Ally McBeal.”

Initially, Deutsch says, “Model
Prisoner” and “Men I've Had” will be
available solely from Sh-K-Boom
Records’ Web site (sh-k-boom.com).
Each disc will retail for approxi-
mately $16, which includes postage
and handling.

“I will investigate other possibili-
ties in the future,” notes Deutsch. ‘As
I show numbers, I can possibly bring
a distributor into the picture.”

As for radio, Deutsch feels that
Scott and Pascal deserve to be heard
on the AC and rock airwaves, respec-
tively. Of course, he also is aware of
the challenges involved in an inde-
penclent label getting its product on
the air.

“Once I begin raising money, I'll
probably hire an indie promoter to
work these projects at radio,” says
Deutseh. “But until then, I’ll be
spreading the word in true indepen-
dent style: guerrilla marketing.

“We have people handing out post-
cards in front of the Nederlander
Theatre [where “Rent” is playing],
the Palace Theatre [where “Aida” is
playing],” and at the discount-tickets
TKTS booth in Times Square, he
says.

In addition to upcoming tours for
both artists, Seott and Pascal have
performed at numerous benefit
shows for organizations like Project
AOS and Broadway Cares/Equity
Fights AIDS, Deutsch says. On
April 20 the two artists were sched-
uled to perform on the TV show
“The View,” singing songs from
“Aida.”

“Indie labels strive hard to find an
audience,” acknowledges Deutsch.
“Well, Sherie and Adam already have
an audience. We're able to piggyback
with the shows they’re currently in.
It all feeds off each other. Because of
this, we don’t need to spend a lot on
advertising. If this model works, we’ll
definitely look to raise capital.”

PASCAL

apragga Benz IS
‘Fully Loaded’ On VP

BY ELENA OUMANO

If he’d been born anywhere in the
U.S. instead of in Red Square corner,
a tough urban enclave in Kingston,
Jamaica, Spragga Benz—aka Carl-
ton Grant—would be rocking the top
of the stateside rap charts.

Instead, the veteran D.J’s (reggae
rapper) potent riddim-riding skills
and keen lyrical instincts have made
him a steady-slugging hitmaker in
Jamaican dancehall since 1993’s
‘Jack It Up.” That’s a rare achieve-
ment in a fickle arena where few DJs
can flex staying power.

Yet Spragga’s “Weh Ya Sey Star”
—from the Benz Speculous/VP
Records set “Fully Loaded,” re-
leased April 25—is currently heat-
ing up international reggae dance-
hall airwaves. “Fully Loaded” is
Spragga’s third solo album and the
long-awaited follow-up to
“Uncommonly Smooth,”
released in 1995 on Capi-
tol Records.

“This album has a
tougher, better delivery,”
says Spragga, “because
the producers are ven- i
turing into new fields,
incorporating dancehall
with a lot more musical channels, The
bond between hip-hop and dancehall
is getting stronger. It's ghetto music,
black music, right across the board,
and a lot of people are getting past
the egos on both sides.”

Unlike other Jamaican artists who
attempt to straddle the tastes of
American and Jamaican audiences,
Spragga had one compromise on this
set—"‘more clarity in pronunciation,”
he says. “We want to cross over, but
we want them to get into our music
as it is. We don’t need to make com-
promises, because hip-hop audiences
want the real thing in our field.”

Several hip-hop MCs—Noreaga,
Foxy Brown, and Pras—felt Spragga’s
vibe enough to drop by the February
“Star” video shoot in New York, just
“to hang and be in it,” Spragga says.

Directed by Zodiac Fishgrease, the
video was serviced the week of April
3 to reggae and R&B outlets includ-
ing MTV, BET, and MuchMusic.

“Fully Loaded” opens with
“Praise,” a hard-rocking giving of
thanks produced by King Jammy’s
son John-John, with Ward 21. Other
prominent producers who helmed
the set’s mix of favorites and new
tracks are Dave Kelly, Bobby Digital,
Salaam Remi, Richard Martin,
Andre Terrel, and Danny Browne.

The set’s 20 tunes span a complete

SPRAGGA BENZ

arc of the black urban experience—
from safe-sex warnings to good-body
gal homages to mike battles—then
closes with a return to the spiritual,
“Sleep With Angels,” produced by
Spragga with Penthouse Records’
Donovan Germaine. A bonus track,
“Too Stush,” featuring rapper Foxy
Brown, was produced by Remi using
his Acid Hall riddim.

“Spragga Benz’s unique vocal
stylings have ensured his long stint
as one of the top DJs in Jamaica,”
says VP director of marketing/spe-
cial projects James Goring. “His
powerful delivery and wicked lyrical
content keep him at the top of the
game, and his urban look and sound
appeal to a crossover market that
many reggae artists have failed to
connect with.”

VP sent a vinyl sampler—featur-
ing “Star,” “She Nuh
Ready Yet,” “We Nuh
Inna That,” and “Shot-
| ta’—to mix-show stations
| and clubs in December
i ’99. A new sampler/com-
mercial single with “Sup-
posed To Know,” “Star,”
and “Too Stush” went out
in mid-April to mix-show
and reggae stations.

“T've always thought of Spragga as
one of the most lyrical DJs out of
Jamaica, if not the most creative,”
says DJ Roy, host of WRGN New
York’s “Irie Jam” show. “He’s a
unique lyricist, very creative, and his
style is different. He has this
strangely annoying but addictive
voice. This album should put Sprag-
ga on the map.”

At retail, the label is pursuing co-
op ads and other programs with var-
ious retail chains, Goring says.

Merchandising includes T-shirts,
condoms, key chains, postcards, and
stickers that have been distributed
at clubs and at reggae-related events
since March. Internationally, the
album will be released at an unspec-
ified date approximately two weeks
after stateside release. It will be ini-
tially licensed to England’s Jet Star.
Arrangements with other European
licensees are being worked out.

“We expect good sales,” says
Eddie Pena, world music supervisor
at HMV Records’ 34th Street store
in New York. “He’s a well-known and
respected artist in reggae culture
who always keeps the crowd on their
toes with his uptempo dancehall
style. He'’s set to do an in-store at the
Times Square HMV around release
date, and we expect big crowds.”
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Who’s Got Live Set, Tour Plans?

The Who Does, Plus An Exclus:ve Mus:cmaker. com Deal

BY CARLA HAY

NEW YORK—Not too long ago, it
would've been hard to predict that the
Who would be taking part in the In-
ternet revolution by distributing an
album exclusively on one Web site, in
addition to reuniting for the band’s first
major North American tour since 1996.

But the veteran British rock act is
coing just that with “The Blues To
The Bush,” a live album available
online only at Musicmaker.com, the
same Web site that struck an exclu-
sive online deal to sell Jimmy Page &
the Black Crowes’ “Live At The
Greek: Excess All Areas” set (Bill-
board, March 18).

The 20 tracks on “The Blues To The
Bush” were culled from live perfor-
mances that the Who—guitarist Pete
Townshend, lead singer Roger Daltrey,
and bassist John Entwistle—gave last
year at Chicago’s House of Blues and
London’s Shepherd’s Bush Empire.

The songs consist primarily of the
Who's career-spanning greatest hits,
such as “My Generation,” “Magic
Bus,” “Won’t Get Fooled Again,” and
“You Better You Bet.” Also included
are lesser-known songs, such as
“Boris The Spider;” “Pure And Easy,”

THE WHO

and “Getting In Tune.” Album track
“After The Fire” was a song that Who
chief songwriter Townshend origi-
nally wrote for a Daltrey solo albwm.

Musicmaker is offering the tracks
as downloads, giving customers the
opportunity to pick and choose which
tracks they want to purchase and in
which order. Customers ean also buy
the album in a CD format, with the
ability to customize the number and
order of the tracks on the CD.

The Who's reunion tour will begin
June 25 in Tinley Park, IlIl. The tour,
which continues through October; will
be tied in to a Page/Black Crowes con-
cert trek, with the two tours playing
separately in the same cities on alter-
nating nights. The tour will conclude
with both acts sharing the same bill
on dates to be announced at New

Universal’s A*Teens Build Fan
Base Onstage for U.S. Debut

BY LARRY FLICK

NEW YORK—BY the time Universal
issues the A*Teens debut disc, “The
Abba Generation,” on May 23, the
teen quartet will have already com-
pleted several concert tours around
the world.

The Swedish act, whose debut con-
tains such Abba classics as “Mamma
Mia,” “Take A Chance On Me,” and
“S.0.8.,” proved
its stage chops
last year, when
it made several
rounds through
Europe. The act
was first intro-
duced to state-
side audiences as
an opener on the
‘N Syne fall ’99
road jaunt.

“This has been a great experience
for us,” says group member Marie
Serneholt. “We enjoy being in front
of people who like what we do. It also
gives us a chance to become better
performers.”

Apparently, the A*Teens are get-
ting stronger by the second. They’ve
Jjust landed the much-coveted opening
slot on Britney Spears’ summer tour
of the U.S,, July 19-Aug. 14. But until
then, they’ll spend the remainder of
April and early May on the Radio Dis-
ney tour of the States.

“They are truly their own best
salespeople,” says Paul Orescan, VP
of marketing at Universal. “They go
out onstage, and kids just go erazy for
them.”

A’TEENS

Universal has been gradually build-
ing a fan base for the A*Teens, whose
album was released internationally in
spring 1999, via a variety of teen-
lifestyle marketing ungles—most
notably Internet chats.

They’re also garnering television
exposure for the video supporting the
single “Dancing Queen.” Directed by
Patrick Kiley, the clip is a take on the
'80s film “The
Breukfast Club,”
and it even fea-
tures one of the
movie's stars,
Paul Gleason, in
his role as deten-
tion hall teacher.

“Dancing
Queen” was a
No. 1 hit for
Abba in 1977,
and it’s given a thoroughly modern
update by the group, which also
features Sara Lumholdt, Dhani
Lennevald, and Amit Paul.

“The beauty of this project is that
it’s connecting with kids who weren’t
aware of Abba during their heyday,”
says Orescan. “They’re receiving this
material as if it’s brand-new.”

Among those consuming the songs
as if they're new are the members of
the group, who have developed a high
degree of respect for the material.
“The melodies are often too obvious
to the listener,” says Lennevald. “But
when you’re in the studio, you discov-
er how incredibly complicated and
well-written their music is. It’s just
fantastic.”

York’s Madison Square Garden.

Zak Starkey will be joining the
Who's touring lineup on drums, and
John “Rabbit” Bundrick will play key-
boards. The tour is being produced by
SFX Entertainment; Musicmaker has
signed on as a tour sponsor.

“You Better You Bet,” the first sin-
gle from “The Blues To The Bush,” is
available on Musicmaker as a free
download. Musicmaker, which is set to
relaunch under a new design this sum-
mer, has provided Musiemaker links to

(Continued on page 26)

Shur Thing. Tunesmith ltaal Shur recently stopped by the offices of Warner/
Chappell Music in New York to'share his songwriter of the year Grammy, which
he won for his work on the Santana/Rob Thomas smash, “Smooth.” Shur has
just completed songs for Jennifer Paige and Gina G, among others. He'll soon
begin collaborations with Lisa Loeb, Courtney Love, and Brian Setzer. Pictured,
from left, are Shur’'s manager, Suzanne Hilleary; Shur; and John Titta, senior VP

of creative at Warner/ChappeII

Live, Gounting Grows To Inspire Each Other
On TIIIII‘ Direct Management Signs k.d. lang

IF PAST SERVES as prologue, expect the mem-
bers of Live and Counting Crows to rub off on
each other, musicully speaking that is, when they
tour together this summer.

“We had PJ Harvey and Veruca Salt out with
us in the summer of 1995, and I remember watch-
ing PJ Harvey every night, and what emerged
throughout the summer wus so great,” recalls
Live leader Ed Kowalezyk. “We were soaking
each other up. We joked that my record was going
to sound like | PJ Harvey leader] Polly [Harvey],
and her next record was going
to sound like Live. When we

the show,” says Duritz, laughing. “When Live’s
opening, Ed’s married and I'm not, so I need
some help, so he’ll say nice things to girls about
me.”

While the evenings are sure to produce some
collaborations, the bands are playing it loose on
where the magical moments will come. “We're
definitely going to beg them to help with ‘Hang-
inaround,” because we need people for that, and
then we’ll see what comes out of it,” says Duritz.
For his part, Kowalezyk says he’d like to see the
two bands work up a version
of Van Morrison’s “Into The

put out [1997’s] ‘Secret Samad-
hi,” what I feel is a lot of the
madness of that record was in-
spired by what I got from her
on that tour.”

The first leg of the Counting
Crows/Live tour officially

Mystic.”

Management has signed k.d.
lang as a new client. Her first
project with the new team
™ will be lang’s summer-themed

]- CH—CH—CHANGES: Direct

starts on July 28 at Kansas
City, Mo.’s Sandstone Am-
phitheater and ends at Merri-
weather Post Pavilion in sub-
urban Washington, D.C., on Sept. 3. The second
leg runs from mid-September until the end of
October.

Kowalczyk and Counting Crows leader Adam
Duritz have been friends for a number of years
and had tossed around the idea of playing togeth-
er, but discussions began in earnest earlier this
year. “I was on a video set in January, and Adam
called and said, “What are you doing during the
summertime?’ ” sayvs Kowalezyk. “We talked
about it and talked to our bands about it and
decided to go ahead.” Live is booked by Monterey
Peninsula Artists. Counting Crows is booked by
Creative Artists Agency.

Each band will play for 75 minutes every night.
While an offer to an opening band has been made,
Live and Counting Crows were still waiting for
an answer at press time.

“We want to make it the same for both, exact
same set length, everything even,” says Duritz.
“But we’ll have really unique production for each
band. I think the emotion thing we do [onstage] is
very similar, but the way we approach the look
onstage is very different, and we want to capture
that so Live doesn’t look like a Counting Crows
show and vice versa—as long as we can do that
without carrying twice the production. We’ve got
[the production companies] working as much as
possible to make both shows unique.”

Counting Crows and Live will trade off on play-
ing first, depending upon the venue. “When we’re
opening, I'll find a bar for us to hang out in after

by Melinda Newman

album “Invincible Summer,”
coming June 20 on Warner
3ros. Lang has managed her-
self for the past two years.
“She’s already made a great record, so that
makes life easier; [our job] is really about rais-
ing her profile,” says Martin Kirkup, who runs
Direct with Steve Jensen. Activities for lang in-
clude an appearance at the Equality Rocks con-
cert April 29 in Washington, D.C., appearances
on VH1’s “The List” and ABC’s “Dharma &
Greg,” and a U.S. tour beginning in August.

STUFF: DreamWorks Records has signed
Leslie Carter, the 13-year-old sister of Back-
street Boy Nick Carter. As many of you may
recall, Carter’s younger brother, Aaron Carter,
is already signed to edel music . . . Cameron
Sears, former head of Grateful Dead Produec-
tions, has been named VP of music affairs for
garageband.com. The San Francisco-based Inter-
net company, which signs developing bands, was
formed six months ago by former Talking Head
Jerry Harrison, former Netscape exec Amanda
Lathroum Welsh, and producer Tom Zito, to
whom Sears will report. Sears, who had been
managing former Grateful Dead members Bob
Weir and Mickey Hart, will continue to manage
Weir; Hart will now be managed by 360 Degrees
Production. Sears starts May 1 .. . Kid Rock will
make an appearance in cartoon form on the April
30 episode of “The Simpsons” . . . RSUB, for-
merly a division of Razorfish, has acquired a
majority stake in Michael Stipe’s Self Timer, the
new parent company for his Single Cell Pictures
and C-Hundred Film Corp.
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aonic Youth Ventures Through ‘NYG Ghosts & Flowers’ On DGG

BY CHRIS MORRIS

LOS ANGELES—Sonic Youth’s
new DGC album, “NYC Ghosts &
Flowers,” due May 16, finds the
veteran modern rock band at its
most adventurous.

“We didn’t intentionally try to
make a record that was completely
outside,” says guitarist Thurston
Moore. “I just think it’s weirder.
It’s not a noisy record. I think
when people think something is
kind of out, they think it’s noise
and skronk going on.”

While the 44-minute album is far
less sprawling than Sonic Youth’s
last album, the 72-minute “A Thou-
sand Leaves” (1998), “NYC Ghosts
& Flowers” generally eschews neat
song structures in favor of a more
abstract approach. The set’s eight
tracks often veer into the evanes-
cent terrain explored by the band
in the four all-instrumental sets on
its indie label SYR—especially the
most recent volume, last year’s
“Goodbye 20th Century,” a collec-
tion of neo-classical modern works
by such composers as John Cage,
Steve Reich, and Pauline Oliveros.

Moore says, “In a way, our
involvement with that music was
really early on, in the 70s, when
[guitarist] Lee [Ranaldo] and I
were doing stuff with [composer
Glenn] Branca, ete. That whole
school was potent at the time for
us, but at the same time we were
very young, and we didn’t lend it
too much credence. It was sort of
something there, informing us. It
was something that made an
impression on us and [that] we
always somewhat employed
through the years, although we
were much more interested in

being an all-out rock band.

“I think it’s not until now that we
got involved with working with
these musicians, with their musie,
and dealing with it historically and
having sort of 4 newfound appreci-
ation for it—maybe just because of
our own development, our age,
being able to look at it as 40-year-
olds,” eontinues Moore. “That, in a
way, did something. We felt we
could make that musie part of our
world more than ever before, with-
out losing the idea of being a four-
piece rock band.”

Moore also attributes the texture
of the album to the theft of the
group’s instruments. Sonic Youth’s
collection of modified and unusual-
ly tuned guitars, stolen from a van
in L.A. last summer, has never
been recovered.

“That was at once completely de-
bilitating, but on another level it
was completely liberating,” Moore
says. “It was insane coming home
and knowing that in a couple of
months we had to really start
working and writing and record-
ing. This record is basically us
going into the studio with nothing
except scraps and picking up those
scraps and jamming things in them
and pretty much being a new
band—or at least having new
instruments and enjoying it,
because it was radicalizing us fur-
ther, in a way.”

Additionally, the album’s lyrieal
content—especially on “Small
Flowers Crack Concrete,” a recita-
tion with musical accompaniment
(published, like the rest of the
band’s work, by Sonik Tooth
[BMI])—reflects the impact of the
Beat writers and poets and partie-
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ularly the Cleveland school that
included D.R. Wagner and the late
d.a. levy.

“I really wanted to draw more

SONIC YOUTH

attention to the literature under-
ground, it being really hand in
hand with the music underground,”
Moore says. “It always has been,
and [’ve always felt that to be a
really important thing, through
Dylan, through Patti Smith, and
then through things . .. like Iggy
[Pop], the way he was writing.
Even those lyries like the Ramones
were writing.”

“NYC Ghosts & Flowers” was
co-produced by Sonic Youth’s long-
time collaborator Wharton Tiers
and Jim O’Rourke, former member
of the Chicago band Gastr Del Sol
and one of the Windy City’s most
prominent young producer/musi-
cians.

Moore says, “Jim is representa-
tive of this generation that is
younger than us who we were real-
ly sort of attracted to—as some-
body who is so attuned and
informed by academic musical
ideas, like modern composition and
avant-garde musics but at the same
time is completely in love with the
great work of Van Dyke Parks or
Sparks.”

With bassist Kim Gordon,
Moore’s wife, now serving as a
third guitarist, O’'Rourke con-
tributed some basswork to the new
album and will also appear with the
group on tour.

“He’s going to be our Eno,”
Moore says with a laugh. “He’s
going to play bass; he’s going to
play some guitar; he’s going to play
synthesizer. He’s going to stand
right up there in the front right
next to Kim, with a Steinbrenner
bass, and just bum everybody out
in the front row.”

Moore expects Sonic Youth to be-
gin touring at the beginning of
June. (The group is managed by
John Silva of the G.A.S. Co. and
booked by Bob Lawton of Legends
of the 21st Century in New York.)

He says, “We’re going to run
around the U.S. a little bit, a lot of
Midwest kind of stuff, then go to
Euro, do some stuff, and come back
and do all of August with Pearl
Jam. They've asked us before, and
we've always [said] no, but I think
we want to do it this time.”

Recently installed Geffen
Records president Jordan Schur,
who refers to Sonie Youth as “my
heroes for a really long time,” real-
izes that the unusual nature of
“NYC Ghosts & Flowers” pre-

cludes many of the usual market-
ing strategies.

Schur says, “We’re not going to
get too caught up in the tradition-
al ways that record companies
think and thus might be concerned
about a record like this, where
there isn’t a quote-unquote hit song
or a track that’s going to get sent
to radio that’s immediately going to
get 500 spins. It’s different with
Sonie Youth. There’s a community
for this band, and they love to see
how this band grows and evolves.
They never were buying a song.
They were always buying the
band.”

Regarding radio plans, Schur
says, “We'll service the whole
record, and I think we’ll push a
track at radio. That’s yet to be
decided. Of course, we’ll go
through the traditional ways of

breaking a record.”

But he emphasizes that the cam-
paign for the album will be more
street-oriented.

“Our lifestyle and street mar-
keting campaigns will be in full
force, in terms of giving out sam-
pler tapes and distributing them
through various street teams that
we work with,” Schur says. “We
have a mass marketing strategy
that includes not only the lifestyle
and street aspect but also the
Internet and press. On the Inter-
net we're going to go out and we're
going to stream music and do
chats.”

He adds, “We’ll be supporting
their tour, and we’ll have an aware-
ness level in any ways we can,
whether it's meet-and-greets or in-
stores or trade advertising or con-
sumer advertising.”

busines:s o
» TOP 10 CONCERT GROSSES
Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s} Capacity Promoter
CROGHE STILS, | Madison Square Aprit3 4 §2.710,381 11380 TNA SFX Music
RASH & YOUNE | Garden X/E3050 > Group
| New York i salets
TA TURKIR, | Madison Square Apni 7 8 I 32 AEDAEL 28107 SFX Music Group
LHIHEL REGHIE | Garden bk RN < by
: | New York Tt T S ktws
| | or sk
]
CROSHY STLLS, | FleetCenter March 26- [ 52,452 EBd 0.3 TNA_SFX Music
NASH & YOUNG ] Bosten 2 S04 two Group
| selingts
LROGHESTLS, | FirstUnion Center  March 20- | $231381 /AW 1 TNA SFXMusic
RASH & YOHIHG | Philadelphia 2l g L = Group, New Park
! sl Entertainment
|
1
CROSHE STILLS. | Ar Canada Centre March 30- | SLADEHR JLoms 1 TNA SFX Music
NASH & YOUNG | Taronta 31 1R sT ] Group, House of
1 Canadian} alings Blues Canada
| (R Erplot: vl ]
BRUCE SPRINGETEES | Tacoma Dome April 4 | LA 245 House of Blues
; Tacoma Wash 157 5053060 syt i Concerts
]
GROSEY 3TMLS MCI Center April 6 | OEL3EA20 IE544 TNA SFX Music
HASH & YOUNG: Washingten, 0.C b A5 50 sfut 7 Group
: !
| I
|
= | SR M o S T TN |
CROSBL STILLE Continental Airlines  Apnl 9 ISl L1745 TNA SFX Music
FAsH & WIUNG | Arena [ AR0EAs A wahaat Group
| East Rutherford, N.J
{
[
| |
CROSHY STRLS, I Gund Arena March23 | 51260241 IREES | TNA SFX Music
Rl & TOUNG | Cleveland | RAnEAN S wliger | Group
[
SR L “ - - ! {
HRUCE SPRINGETEEN  Rose Garden April 3 SL1EA SES LE254 | House of Blues
| Portland Ore | Brsliga o st | Concerts
|
Copyrighted and compiled by Amusement Business, a publication of Billboard Music Group
Boxscores should be submitted to: Bob Allen Nashville. Phone: 615-321-9171,
Fax: 615-321-0878. For research information and pricing, call Bob Allen, 615-321-9171
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WORLD SALES REMAIN STAGNANT

(Contimaed firom page 10)

terms of the music.”

Unfortunately, Canada was unable
to keep up with its neighbor. The
Canadian market was down hy 11%
in units and 9% in value in 1999,
meaning that North America as a
whole gained 3% in units and 7% in
value.

Australasia followed the trend set
in the U.S. by adding 6% in units and
5% in value, making it the highest-
growth region.

Economic recovery in Asia helped
boost the figures in that region. Four
of the five top Asian markets, exclud-
ing Japan, experienced growth. They
were led by South Korea, which
bounced back with unit sales up 15%.
Oftsetting those gains, however, the
Japanese market fell sharply by 11%
In units and 7% in value, leaving Asia
with an overall slide in unit sules of 4%.

Says Berman, “{ The Japanese slide |
is very troubling, but I think the num-
bers for the year 2000 will show an
improvement. From an industry per-
spective, it's critical [that Japan does
turn around] because it's such a sig-
nificant market.”

While Europe as a whole was flat in
unit growth, the story throughout the
Continent differed, with falling sales
in France and Germany offset by
improved sales elsewhere, particularly
in Scandinavia, parts of Eastern
Europe, Ireland, and the U.K.

Sweden’s continued importance to
the pop music genre helped its unit
sales increase by 1%. The 11°PI says
that strong releases in Sweden are
heiping to continue the market’s
growth this year. Norway and Den-
mark also enjoyed healthy growth.

Across the North Sea, the UK.
was boosted by a strong improve-
ment in sales of singles. Thanks to a
relatively strong pound, the U.K.
posted a 2% dollar-value gain despite
a slump of 5% in unit sales.

Unit sales in Germany were flat,
leading to a 2% fall in value (or a 6%
fall in dollar terms). Germany sold
290 million sound carrier units, while
the U.K. sold 278 million, but pricing
structures and exchange rates re-
sulted in the UK. pulling in $2.9 bil-
lion, compared with Germany’s $2.8
billion.

Shipments of nearly 500,000 Mini-
Discs also helped the UK. stake a
firm claim as the world’s No. 1 in that
market. Globally, MiniDisc sales
totaled 1 million, meaning about half
of all MiniDiscs were sold in Britain.

In Eastern Europe, the major mu-
sic markets (Hungary, Poland, Russia,
and Croatia) all grew in unit terms,
except for the Czech Republic, which
fell by 25% in units and almost 30% in
value.

Berman tells Billhoard, “In some of’

the larger [European| marketplaces

Regional Music Markets

Retail Value
(US $-Billions)

Region

World

North America
Europe

EU

Asia

Asia excl. Japan
Latin America
Australasia
Middle East
Africa

we have a CD-R problem for the first
time, while in the rest of Europe we
still have a very significant piracy
problem. Those are significant factors
that are restraining growth.”

Says Dobbis, “If vou look at the
[luropean| market figures, there is
definitely cause for concern, but the
same is true in Latin America, in
parts of Asia, and in other countries.”

While not complacent, Dobbis has
a refreshing outlook on the problem
of piracy. “I saw some figures re-
cently where the number of CD-Rs
sold in Germany was over 200 million
last year. Even if you say that num-

38.5
15.1
12.4
11.3
7.8
1.3
1.9
0.8
0.4
0.2

ber is good by plus or minus 10%, the
legitimate album CD market is not 2
whole lot greater than that.

“So the ‘[glass| half {ull’ theory
would be that the consumption of
music that we see in the traditional
marketplace is a concern, but if you
look at the other opportunities for
people to acquire music—albeit the
illegal ucquisition of music—to a
large degree, there is still a lot of
interest in consumption of musie,” he
continues. “As our dear departed Tan
Dury would have said, there are rea-
sons to be cheerful.”

With the exception of Mexico, mu-

sic sales in Latin America were hit by
significant economie difficulties. Mex-
ico bucked the trend with a healthy
15% growth in value terms, helping
it maintain its ranking as the 10th
largest worldwide music market.
Brazil's 60% currency devaluation
and massive piracy levels contributed
to a fall in musie sales of 5% in value.
“Brazil was a nightmare,” says
Berman. “|Brazil endures| a very,
very ditficult situation where the vol-
ume of pirate CDs getting into that
market is staggering. We have
seized something close to 20 million
pirate CDs in the last vear and a half
—s0 vou can only imagine what has
actually gotten in there. There is no
(uestion that it is a very sophisticat-
ed commercial illegal activity, and
they are highly organized.”
Elsewhere, Middle Eastern mar-
kets lurgely saw improvement, ex-
cept for Saudi Arabia and Israel. The
Middle East region as « whole expe-
rienced a 2% fall in units and a 1%
fall. In Africa, South Africa was
down in units but up in value.
Dobbis says, “Our challenges [in
the industry| are to make the expe-
rience of buying music one that the
potential consumer is excited about,
more comfortable with, is more con-
venient, and offers them what they
want. Certainly that all starts with
having the best possible records.”

25271

MEDESKI MARTIN & WOOD

IN STORES APRIL 25

TONIC

FIRST OFFICIAL LIVE ALBUM!
THIS ACOUSTIC SET WAS RECORDED
DURING A WEEK-LONG ENCAGEMENT AT
NEW YORK'S DOWNTOWN CLUB TONIC.

25251

JAZZ MANDOLIN PROJECT
IN STORES MAY 9

XENOBLAST

e JAZL WANDUAIS PHGSIICT

BLUE NOTE DEBUT

JMP have quickly jumped to the forefront
of an exeiting movement in jazz - led
by mandolin virluoso JAMIE MASEFIELD.
The trio’s hard-playing live shows have played
to sold-out venues across the country.

X{:NoBLaST

IN STORES JUNE 6TH

E

CHARLIE HUNTER
wNEWORLEANS

on MAY 4

AT THE

SAENGER AUDITORIUM

WITH

GARAGE A TROIS: CHARLIE HUNTER,

TOUR DATES
4/29 GENEVA, NY SMITH 0PERA HOUSE
5/1 WASHINGTON, DC 9:30 CLUB
5/2 DURHAM,NC CAROLINA THEATER
5/3 ATLANTA ROXY THEATER
5/5 MEMPHIS BEALE ST.FESTIVAL TOUR DATES
5/8 NEW ORLEANS SAENGAR AUDITORIUM )
5/7 NEW ORLEANS RIVERBOAT 5/4 Washington, NC
5/9 LAWRENCE.KS LIBERTY HALL 515 Atlanta, GA
5/10 ST.LOUIS MISSISSIPI NIGHTS
5/12 ST.PAUL THE WOMAN'S CLUB 5/6 New Orleans
5/13 CHICAGO PARK WEST 5/8 Oxford. MS
BATIS  BESTON TORDANBALL N

= N :

W ¢

5/19 PORTLAND, ME STATE THEATER ::; I}I'.'I‘s'd"”l T"_'”’"
5/20 PHILADELPHIA ZELLERBACH : ilacepina
6/1 SEATTLE MOORE THEATER
8/2 PORTLAND. OR ROSELAND THEATER 541053 Qbulimplonie
6/3 SAN FRANCISCO WARFIELD THEATER oy
/5 OAKLAND YOSHI'S 202 Cog=ga N
6/6 SANTA CRUZ PALOOKAVILLE 612 New York City
6/8 ANAHEIM SUN THEATRE )
8/9 SAN DIEGO 4TH&B 6/6 Burlingian
8/10 LOS ANGELES HENRY FONDA THEATER 6/l Pittshurgh

9:30 Club

Music Midtown Feslival
with Ratdog

Tipitina's

Prond Larry's

Visulight Theater

Zigey's

Irvine Audilorium

with Dave Gristan

Calvin Theater

with Mickey #fart

Harmony Park Music Garilen

Baitery Park
with The Funky Melers
Flynn Theater

Three Rivers Aris Feslival

STANTON MOORE, SKERIK
ALSO APPEARING

OYSTERHEAD: TREY ANASTASIO,

LES CLAYPOOL, STEWART COPELAND

“=FINEST=JATL SINCE 1938

. BLUE NOTE,

www.bluenote.com

music | contests | jazz chat ! radio | merchandise

©2000 Blue

Note Records
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NOT ALL ITS ACQUIRED PROMOTERS WILL SWITCH TO ‘SFX’ MONIKER

(Contenued from page 10)

tional, and Marquee Group will be
phased out.

But the announcement does not nee-
essarily apply to such established con-
cert industry names as Pace, Cellar
Door, Bill Graham Presents, Contem-
porary Productions, Avalon Attrac-
tions, Electric Factory Concerts, Don
Law Presents, and others. “Those
company names will still exist during
this transition period,” says Lobel, who
declined to say how long the transition
period would last. “That depends on
how the market reacts.”

Mike Ferrel, SFX president/CEOQ,
confirmed what Lobel says. “As it is
now, SFX already has a presence in
[the various promoters’] ads,” Ferrel
says, adding that SFX was not out to
eliminate promoter acquisitions’ pres-
ence in their markets.

The SFX logo and name will be list-
ed firstin all local advertising and con-
cert promotions, and the individual
acquisitions will not keep their graph-
ic identifications or logos, Lobel says.

Many SFX promoters weren't as
attached to their company names as
might be expected. Cellar Door
founder and chairman of SFX’s music
division Jack Boyle says he was a pro-
ponent of the move to consolidate the
names. “We're all one company,” he
says. “I love ‘Cellar Door,” but I think
this is the right thing to do.”

At SFX’s the Next Adventure,

phones at the Toronto offices were
answered “SFX TNA.” TNA and its
previous incarnation, Concert Promo-
tions International, gained notoriety
as worldwide promoters of mega-tours
by the Rolling Stones, U2, Pink Floyd,
and Crosby, Stills, Nash & Young.
TNA chairman Michael Cohl says he
has no particular attachment to the
name (which he coined) and thinks
SFX is doing the right thing.

“I have no problem with it at all,”
Cohl says. “I’'m not stuck in the mud of
the past. The reality is, SFX hought
these compuanies, they own them, and
they can call it whatever they want to.
People should know who it is.”

SFX, which spent about $2.2 bil-
lion acquiring more than 40 live
entertainment and sports marketing
companies, recently announced a
multibillion-dollar definitive merger
agreement with Clear Channel
Communications that is expected to
close this year (Billboard, March 11).

Since SFX began aggressively buy-
ing established promoters in October
1996, the company has continued to
make use of the equity these brands
have spent years establishing in their
various markets. For now it appears
that this equity will remain and that
the SFX brand will not replace the
individual company names. SFX, how-
ever, will be highly visible in any adver-
tising and concert promotion. Already,

‘I think that change

is inevitable, and in

this case, change is
good’

- BRIAN BECKER -

concert grosses reported to Billboard
sister publication Amusement Busi-
ness generally come in under the SFX
Music Group name, regardless of mar-
ket.

Boyle thinks a “one company”
approach is appropriate. “We don’t
want people to think anything we do
is a Pace action or a Don Law action or
a Cellar Door action, ete.,” says Boyle.
“We don’t want people thinking there
is any division among us.”

At Boyle’s Washington, D.C,, offices
on April 17, the phone was answered
“SFX Cellar Door.”

Boyle sold his company and its
amphitheaters to SFX for more than
$100 million in 1997. “As much as T'll
miss the Cellar Door name and as
proud as I was of that name, the way
things are going, [ believe I will be just
as proud of SFX, and that will appease
my memory as much as anything
else,” says Boyle. “SFX is already No.
1 in the world, and it has been fasci-

nating to watch.”

At what were formerly the Pace
offices in Houston, the phone has heen
answered “SFX” for several weeks
now: “I think change is inevitable, and
in this case change is good,” says Brian
Becker, executive VP of worldwide
operations for SI'X and son of Pace
chairman and co-founder Allen Beck-
er.

“There has heen equity in the Pace
name, and now there is more equity in
a unified SFX identification, and we'll
manage that for the SFX sharehold-
ers and now the Clear Channel share-
holders,” says Becker.

Allen Becker, now chairman of the
board for Pace, is one who would hate
to see the Pace name disappear. “I'd
hate to see it go away, because Pace
has a lot of meaning to those of us in
Houston who have been working under
that banner for all these years,” says
the senior Becker: “I understand the
reasons for it, but it doesn’t make it
any easier.”

Perhaps no promoter name has
more clout or name recognition in a
given market than Bill Graham Pre-
sents (BGP) in San Francisco. Named
for its founder; the late impresario Bill
Graham, BGP hus been a concert-biz
mainstay in the Bay Area for more
than 30 years.

Other SI'X promoter names that
relate closely with their respective

markets are Electric Factory in
Philadelphia, Don Law in New Eng-
land, and Concerts/Southern in At-
lanta.

The Clear Channel acquisition of
SFX has no bearing an the move to call
all companies “SFX.” SFX’s Ferrel
says Clear Channel is “committed to
strengthening SFX as a separate
brand.”

There are those close to the situa-
tion who believe SFX backed off the
name change for promoters following
a negative reaction. Others feel a uni-
versal name change is inevitable and
all original company names will even-
tually disappear. “It may take six
months to a year, but it will happen,”
says Allen Becker:

Do the fans care who presents the
show? “Credihility is important, but
the main interest is toward the artist,”
says Irv Zuckerman, president of
SFX/Contemporary Productions in
St. Louis. “The sooner we all get to
SFX the company, the better. Phasing
out [these names] is a nice gesture, but
at the end of the day, SFX is the com-
pany that represents the live enter-
tainment business, not Contempo-
rary.”

The new SFX brand signature was
designed by the corporate identity
firm OH&CO in New York. A new
tagline, “It’s Better Live,” came from
Gray Entertainment in New York.

Third Eye: our next thousand years. So far.

Lighting design:

“America’s Millennium,” the
all-star live concert/CBS TV
broadcast in Washington, D.C.
produced by Quincy Jones

Design and Performance
Lighting, together with
Fisher/Marantz/Stone,

for the Times Square ball

New Year’s Eve, 2000

and George Stevens, Jr.

Lighting design: the new
Broadway musical “The Wild Party”
by Michael John LaChiusa and
George C. Wolfe,
directed by George C. Wolfe.

Third Eye

Jules Fisher + Peggy Eisenhauer
Entertainment Lighting

22 W. 1g9th St., New York, NY 10011

Tel: (212) 691-3020
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BMG Entertainment

EMI Recorded Music

Sony Music Entertainment

Universal Music Group

Warner Music Group

Sony Music Entertainment

(Japan)

C-Cube Microsystems Inc.

Mats ushita Electric Industrial

Co., Ltd. (Panasonic)

Nlicrosoft Corporation

Face it. The growth of e-commerce and the proliferation of new digital channels have changed
NTT EAST the rules of content distribution and use forever. Now there is a way to manage and protect
content rights in an increasingly complex digital/analog world.

Pioneer Corporation Introducing the Verance Rights Management Utility (VRM). The audio watermarking
technology solution adopted as the worldwide industry standard for SDMI Phase | and DVD
Audio copy control.
Sony Corporation
The VRM Utility complements other rights management and content protection systems
involved with the delivery of digital content. For consumer electronic manufacturers, record
companies, information technology providers ard Internet-based music delivery platforms,
licensing the VRM Utility provides the foundation for greater consumer access to legitimate high
quality digital music.

STMicroelectronics Inc.

TDK Corporation

For more information, visit us at: www.verance.com

Toshiba Corporation

Rioport.com Inc.

Silicon Contents A

VM Labs Inc.

VeranceDigital

Zoran Corporation A DIVISION OF VERANCE CORPORATION


www.americanradiohistory.com

Billboard.

APRIL 29, 2000

COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE, MASS MERCHANT, AND INTERNET E
« « SALES REPORTS COLLECTED, COMPILED, AND PROVIDED BY SoundScan® (3_:) -
2% | 35 | ARTIST BRI mme | =0
£z | 3z | IMPRINT & NUMBER/DISTRIBUTING LABEL (SUG. LIST PRICE) 2z
—amlli NO.1 BEw—
CREED A° MY OWN PRISON
1 1 WIND-UP 13049 {11.98/17.98) EB 13weeksatNo. 1 | 133
METALLICA ¢! METALLICA
2 2 ELEKTRA 61113*/EEG (11.98/17.98) 453
BACKSTREET BOYS & BACKSTREET BOYS
| 3 | 4 | 5vE41589(11.98/17.98) 140
BOB MARLEY AND THE WAILERS &' LEGEND
4 6 | TUFF GONG/ISLAND 846210/IDiMG (12.98/18.98) | 565
JO DEE MESSINA A° I'M ALRIGHT
5 3 CURB 77904 {10.98/16.98) 109
BOB SEGER & THE SILVER BULLET BAND A GREATEST HITS |
| 6 5 | CAPITOL 30334* (10.98/15.98) B 286
ANDREA BOCELLI A’ ROMANZA
1 9 | PHiLIPS 539207 (12.98/18.98) BR 124 |
: PINK FLOYD A COLLECTION OF GREAT DANCE SONGS
8 COLUMBIA 37680/CRG (10.98 EY/16.98) 46
SANTANA A THE BEST OF SANTANA
9 7 LEGACY/COLUMBIA 6556 1/CRG (11.98 EQ/17.98) 24
BUENA VISTA SOCIAL CLUB A BUENA VISTA SOCIAL CLUB
10 10 | WORLD CIRCUIT/NONESUCH 79478/AG (12.98/18.98) 48
DEF LEPPARD A VAULT — GREATEST HITS 1980-1995
11 14 | MERCURY 528718/IDJMG {10.98/17.98) 180
PINK FLOYD ¢ DARK SIDE OF THE MOON
12 | 12 | CAPITOL 46001* (10.98/17.98) 1204
TRAIN A TRAIN
13 1] AWARE/COLUMBIA 38052/CRG (11.98 EQ/17.98) 40
MATCHBOX 20 ¢' YOURSELF OR SOMEONE LIKE YOU
14 | 16 | LAVAATLANTIC 92721%AG (10.98/17.98) B 163
BARRY WHITE A ALL TIME GREATEST HITS
15 15 | MERCURY 522459/IDJMG (10.98/17.98) 53
NO DOUBT ¢° TRAGIC KINGDOM
16 - TRAUMA 492580*/INTERSCOPE (11.98/17.98) 121
TOM PETTY AND THE HEARTBREAKERS A° GREATEST HITS
17 13 | MCA110813(12.98/1898) 314
QUEEN A GREATEST HITS
18 17 | HOLLYWOOD 161265 (11.98/17.98) 354
AC/DC '° BACK IN BLACK
19 18 | EASTWEST 92418/EEG (11.98/17.98) 301
PINK FLOYD & THE WALL
20 21 COLUMBIA 36183*/CRG (15.98 EQ/31.98) 573
AL GREEN A GREATEST HITS
21 22 | HVTHE RIGHT STUFF 30800/CAPITOL (10.98/16.98) 91
JAMES TAYLOR &' GREATEST HITS
22 24 | WARNER BROS. 3113 (7.98/11.98) 492
SUBLIME A°® SUBLIME
23 25 | GASOLINE ALLEY 111413/MCA (11.98/17.98) 185
AC/DC A LIVE
24 20 | EASTWEST 92215/EEG (11.98/17.98) 109
METALLICA A’ ...AND JUSTICE FOR ALL
25 23 | ELEKTRA 60812/EEG (11.98/17.98) 519
JIMMY BUFFETT A° SONGS YOU KNOW BY HEART
26 30 | MCA325633*{12.98/18.98) 461
LIMP BIZKIT A THREE DOLLAR BILL, Y'ALL
21 27 FLIP 490124/INTERSCOPE (11.98/17.98) BB 109
JOHN LENNON IMAGINE
28 | — | CAPITOL 24858 (10.98/16.98) 46
ANDREA BOCELLI @ ARIA — THE OPERA ALBUM
29 29 | PHILIPS 462033 (12.98/18.98) 71
VARIOUS ARTISTS @ CEDARMONT KIDS CLASSICS: TODDLER TUNES: 26 CLASSIC SONGS FOR TODDLERS
30 33 | BENSON 84056 (3.98/5.98) 3
GREATEST HITS
3 — | A&M 540387/INTERSCOPE (10.98/17.98) 25
BROOKS & DUNN A° THE GREATEST HITS COLLECTION
32 28 | ARISTA NASHVILLE 18852 (10.98/16.98) 111
DAVE MATTHEWS BAND A’ CRASH
33 44 | RCA 66904 (11.98/17.98) 204
FLEETWOOD MAC A* GREATEST HITS
34 36 | WARNER BROS. 25801 (10.98/17.98) 392
SAVAGE GARDEN A° SAVAGE GARDEN
35 35 | COLUMBIA 67954/CRG (11.98 EQ/17.98) 147
ELTON JOHN ¢ GREATEST HITS
36 26 | ROCKET/ISLAND 512532/IDJMG (6.98/11.98) 459
ELTON JOHN A° LOVE SONGS
37 | 37 | MCA111481(11.9817.98) 98
MADONNA A° THE IMMACULATE COLLECTION
38 41 SIRE 26440*/WARNER BROS. (13.98/18.98) 303
METALLICA A® MASTER OF PUPPETS
39 34 ELEKTRA 60439/EEG (11.98/17.98) 464
CREEDENCE CLEARWATER REVIVAL A*  CHRONICLE THE 20 GREATEST HITS
40 3 FANTASY 2* (12.98/17.98) 340
KORN A* KORN
41 | 38 | IMMORTAL 66633/EPIC (11.98 EQ/17.98) 154
BEE GEES A° BEE GEES GREATEST
42 19 POLYDOR 80007 L/UNIVERSAL {13.98/22.98) 77
STEVE MILLER BAND A® GREATEST HITS 1974-78
43 31 | CAPITOL 46101 (7.98/11.98) 409
JOE A ALL THAT | AM
4 46 | JIVE 41603* (11.98/16.98) 48
SARAH MCLACHLAN A SURFACING
45 40 | ARISTA 18970 (10.98/17.98) 144
THE BEATLES ¢! THE BEATLES
46 | — | capiToL 46443 (15.98/30.98) 234
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WHO’S GOT LIVE SET, TOUR PLANS?

(Continued from page 16)

numerous Web sites to help sell the set.

Townshend says, “I'm happy to see
the album out on Musicmaker.com
because it’s a great concept. We knew
we couldn’t put the album out in a con-
ventional way because we just
released the Who's ‘BBC Sessions’ al-
bum on MCA, and releasing this live
album on the Internet doesn’t feel like
we're glutting the market.”

Townshend credits Who manager
Bill Curbishley with spearheading the
deal with Musicmaker. Curbishley, a
principal of London-based Trinifold
Management (which is booking the
upcoming Who tour and also repre-
sents Page), explains why he chose
Musicmaker. “They didn’t just offer
downloading of music; they also
offered it on a custom disc.”

As enthusiastic as Musicmaker and
its affiliates are about these exclusive
Internet album deals, the deals have
been met with their share of criticism,
as some retailers believe they are
being shut out of sales for the albums
(Billboard, March 18).

Curbishley responds to the criticism
by saying, “The record companies
make most of their retail money off of
traditional retail, and in two years 1
think that record stores will have
kiosks to download music from the
Internet. Traditional record companies
don’t embrace change enough, and this
Musicmaker deal was a challenge.”

Musicmaker president of global
marketing Larry Lieberman says,
“The moment that the online playing
field gets to be as significant as tradi-
tional retail is when traditional retail-
ers can say they’re not getting their
fair share. It's really up to the bands
to decide where they want to go with
their music, and they came to us for
an Internet distribution plan.”

With the Who's 1989 tour being
dubbed a “farewell” tour, how does
Townshend respond to cynics who
may accuse the band of being just
another classic rock group reuniting
again to cash in on its past glories?

“That’s true to a certain extent,” he
says candidly, “and it's fine if people
want to think that way. But it’s not
purely about the money or reliving
past glories. We're older and wiser,
and we're going to handle things dif-
ferently, because we didn’t handle
things so well in the past. If something
bad were to happen to us on this tour,
I'd hope that I'll know how to
respond—in a human, honest, and
vulnerable way rather than pretend-
ing that it doesn’t matter.”

Townshend adds, “The 1989 tour
was a farewell tour because I left the
band and I haven’t made another
record with the Who. It was my idea
to call it a farewell tour because I had
decided to stop recording with the
band at that point. I couldn’t write
songs for the band anymore because
1 couldn’t find anything new to say or
that would do justice to the Who.”

He adds with an impish grin, “I
have no lofty ambitions whatsoever for
this upcoming tour. I'm there to sup-
port Roger and his ambition to stay
forever young.”

Even with the Who's members pur-
suing various solo projects over the
years, news of the Who reunion tour

band. I've written a lot of music in the
last three years, but I haven’t done a
lot of songwriting. What’s really excit-
ing is that I don’t know what'’s going
to happen next.”

Daltrey was unavailable for com-
ment.

Meanwhile, Townshend—whose
songs are published by Warner/Chap-
pell Music (BMI)—will star in a VH1
“Storytellers” episode that premieres
Wednesday (26) on the network.

Townshend adds, “Pressure fuels
creativity. 'm very content at the mo-
ment, so I think I need to find a new
way and a new reason to write. I think
what Roger and I hope will happen on
this tour is to find a way to work with
each other again and share ideas. May-
be some new ideas will come together
during this tour. But we’d have to be
very passionate and even angry about
the work, and maybe that will turn into
something that’s worth recording.”

has fueled speculation that a new Who
studio album may be on the horizon.
For now, Townshend is skeptical but

‘We knew we
couldn’t put the
album out in a

conventional way
because we just

released the “BBC
Sessions” album’

- PETE TOWNSHEND -

won't rule out the possibility. “I think
I'll be doing music forever, but I can’t
really get as excited about the Who as
much as Roger is excited about the

Arthur Comes Alive. Singer/songwriter Joseph Arthur recently played a show-
case at the Conga Room in Los Angeles in support of his Real World/Virgin set
“Come To Where I'm From.” Pictured, from left, are Tony Berg, Virgin VP of A&R;
Ty Braswell, Virgin VP of new media; Jeffrey Naumann, Virgin VP of promotion;
Nancy Berry, vice chairman of Virgin Records America and vice chairman of Vir-
gin Music Group Worldwide; Arthur; Piero Giramonti, Virgin VP of marketing;
Keith Miiton, Virgin VP of video production; and Rob Shore, Arthur’s manager.
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Mighty Bosstones
‘Pay Attention’ On
Island/Def Jam Set

BY RAQIYAH MAYS
NEW YORK—In creating and
marketing the opus “Pay Atten-
tion,” the Mighty Mighty Boss-
tones and their label, Island/Def
Jam Music Group, have made
pleasing die-hard fans the prima-
ry focus.

Due in stores May 23, the set fol-
lows 1997’s “Let’s Face It,” which

MIGHTY MIGHTY BOSSTONES

sold 1.7 million copies, according
to SoundScan.

“We want to say thank you to the
core fans that have supported the
Bosstones, six albums deep,” says
Island/Def Jam senior VP of mar-
keting Julie Greenwald. “We want
to make fans’ lives comfortable by
making sure that they’re part of
the rollout, as well as embracing
chains, mass merchants, and
everybody else.”

Special midnight sales and func-
tions with independent retail prior
to the release of “Pay Attention”
are only a small part of the fan-ori-
ented campaign headed up by Boss-
tones lead singer Dicky Barrett.

“He’s doing radio shows around
the release of the album and giv-
ing away tickets, small concerts,
and club shows to radio stations,”
says Greenwald. “He wants to
make sure he’s touching people.
It’s wonderful working with bands
like this.”

The Bosstones also produce a
newsletter that has just recently
been placed on the their Internet

(Continued on next page)

Hittin’ The Beats. New York DJ John-
ny Rocks takes a break from cutting
one of the several mix shows he pre-
sides over. His “Dance Party 2000”
and “Happy Traxx” shows can be
heard on WAPE Jacksonville, Fla.,
while his “Midday Classic Mix” and
“KTU Funhouse” can be heard on
WKTU New York.

Continental Ot &

UNSIGNED ARTISTS AND REGIONAL NEWS
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DANNY BOY: Is there room for another blue-collar troubadour?
That musical road has certainly been well-traveled, but New Jer-

sey singer Danny White brings a few
interesting ideas to the genre with his fine,
self-made dise, “Is This All.”

Working within a simple, acoustic-rock
framework, White weaves vivid lyrical
images and tales of working-class people
searching for answers to some of life’s big-
ger philosophical questions. In lesser
hands, such subject matter would seem
clichéd. However, White is a consummate
storyteller with a flair for drawing realis-
tic characters living relatable lives.

Among the 10-song set’s stronger cuts
are “Ooh Yeah,” with its appropriate dose
of stomach-churning angst, and the anthemic “Rage On (Provi-
dence Queen).” These are among the tracks that have gotten air-
play on local station WDHA Morristown, N.J., which has long been
a supporter of the artist.

White spends much of his time on the road, playing clubs along
the East Coast as both an acoustic solo artist and with a backing
band that includes guitarist Rob Michael, drummer Mike Camp-
bell, and bassist Chris Dargis. If you're in New York, be sure to
check him out during his once-a-month gigs at the Elbow Room.

For more information, contact Jason Krauss at 732-583-2436,
or E-mail him at DWmusic@att.net.

WHITE

SHE WANTS TO ROCK: After giving life in a band a shot,
Catherine C. Graham is ready to hit the solo route.

The Dublin native has been performing in various groups since
she was 15, traveling to various
parts of Europe to develop her
performance and writing skills.
-~ It’s a move that’s served her well,
given the strength of a demo of
material she’s currently shopping
in New York.

Produced by P’hil Richards,
. the tunes have a nifty pop bend,

! though Graham’s quirky, often
ethereal delivery helps maintain
an intriguing, modern-pop flavor.
She also injects an earthy edge
via her lyrics, many of which
were inspired by a stint as a bar-
tender.

“Everyone had a story they absolutely needed to tell me,” she
says. “I can’t believe some of the things people would confide in
me.”

It’s interesting that Graham is opting to shop in the States, given
that she’d probably have an easier time snagging a deal in her
native U.K.—after all, her brother is Mikey Graham of Boyzone.
But the young singer is opting to make her own way in the music
world. She’s got her eye on breaking out in the U.S.—and we’re
willing to bet that she has a good chance of succeeding.

For additional details, contact Richards at 212-486-0150.
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GRAHAM

N UGGETS: Stingray is a trio from London shopping a solid,
rock-rooted collection of songs that are fondly reminiseent of Goo
Goo Dolls and Blink-182. Lots of catchy cuts can be found on their
eponymous disc, although we’re most stuck on the radio-ready
“Freak Weather.” For more info, E-mail Julian Able at Jam X
Management, jamx@easynet.co.uk.

On the folk/pop tip, Steven Gellman is beginning to gig in sup-
port of his fine new disc, “Return To Summer Lake,” which is
essential for fans of sensitive acoustic music. The artist’s previous
set, “Photobook,” earned an enthusiastic reception, critical praise,
four Washington Area Music Awards (WAMAs), and a Gay/Les-
bian American Music Award (GLAMA) for debut album of the year.
For more details on Gellman and his tour, check out his Web site,
hiddenpoet.com.
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MIGHTY MIGHTY BOSSTONES

(Continued from preceding page)

site, bosstones.com.

“l choose to be hands-on
because I have the time,” says
Barrett. “Fans are our friends
and family, and I don’t really
want to let anybody speak for us
besides us.”

It’s this influence of the fans
that have directed the Bosstones
in the making of “Pay Attention.”
“When you have the kind of suc-
cess we have, you worry that
maybe the fan base might take it
as some sort of a sellout album,”
explains Barrett. “Once we
crossed that bridge and realized
that people who love Bosstones
music were going to be support-
ive of us no matter which direc-
tion we took, we felt free to do
whatever we wanted. So that’s
kind of what we set our sights on
and dedicated ourselves to in the
making of this album.”

The original eight members of
the Mighty Mighty Bosstones met
in 1985 in their hometown of
Boston. Their 15-year history
includes a rotation of several

Billboard.

TIII] New Age Alhums.

members and five albums: 1990’s
“Devil’s Night Out,” 1992’s “More
Noise & Other Disturbances,”

‘I choose to be
hands-on because 1
have the time. Fans
are our friends and
family, and I don’t

really want to let
anybody speak for
us besides us’

- DICKY BARRETT -

1993’s “Don’t Know How To
Party,” 1994’s “Question The An-
swers,” and 1997's “Let’s Face
It.” The band has been revered as
a key force in the latest wave of
ska bands, along with No Doubt
and Sublime.

The band will be co-headlining

APRIL 29, 2000

[ TITLE

COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE MASS MERCHANT AND INTERNET SALES
REPORTS COLLECTED. COMPILED, ANB PROVIDED BY

- | IMPRINT & NUMBER/DISTRIBUTING LABEL

SoundScan®

ARTIST

o
3o

NEIU".I'E&LI FLAMENCO® **
HIGHER TCTAVE 48793MIRGIN

4 3 e
N 0 »_ o e
4% OTTMAR LIEBERT

3 weeks at No, 1 a

PLAINS @ GEORGE WINSTON
WINDHAM HILL 11465 _

DESTINY ® JIM BRICKMAN
WINDHAM HiLL 11396

LOVE SONGS YANNI
PRIVATE MUSIC 82167/WINDHAM HILL

ANCIENT JOURNEYS cusco
HIGHER OCTAVE 48902/VIRGIN

COLLECTIVE FORCE 3RD FORCE
HIGHER OCTAVE 48855/VIRGIN

MANNHEIM STEAMROLLER MEETS THE MOUSE MANNHEIM STEAMROLLER

AMERICAN GRAMAPHONE 86064 1/WALT DISNEY

BMG SPECIAL PRODUCTS 44801

GYPSY FIRE VARIOUS ARTISTS
NARADA 48989/VIRGIN

WATERS OF EDEN TONY LEVIN
NARADA 49132/VIRGIN —
FORBIDDEN DREAMS YANNI

CELTIC JOURNEY
SONIC IMAGES 277920

VARIOUS ARTISTS

REAL MUSIC 8802

BEST OF MICHAEL HEDGES
WINDHAM HILL 11223

EAST OF THE MOON DAVID LANZ
DECCA 466967/UNIVERSAL ]
ONE WORLD JOHN TESH
GTSP 559673 y
RIVER OF STARS 2002

MICHAEL HEDGES

WORD 63659/EPIC

WHISPER TO THE WILD WATER

MAIRE BRENNAN

PURE MOVIES
GTSP 539779

DAWN OF A NEW CENTURY
PHILIPS 538838

THE JOURNEY-THE BEST OF ADIEMUS

THE JOHN TESH PROJECT
SECRET GARDEN

19 |12 12 KARL JENKINS
OMTOWN/HIGHER OCTAVE 48414/VIRGIN

20 | 13 47 | \NNAMORARAE/SUMMER FLAMENCO OTTMAR LIEBERT
EPIC 69673

21 20 342 YEAR CELEBRATION OF MANNHEIM STEAMROLLER  MANNHEIM STEAMROLLER
AMERICAN GRAMAPHONE 25

22 |14 7 | DANCING WITH THE MUSE CHRIS SPHEERIS
HIGHER OCTAVE 48755/VIRGIN

23 |21 |31 | WINTER LIGHT YANNI
PRIVATE MUSIC 82176/WINDHAM HILL
ERA ERA

25 | 8 | isLanD 536885/DIMG
LAND OF FOREVER 2002

(Z5) |RE-ENTRY

REAL MUSIC 8801

O Albums wth the greatest sales gains this week. ® Recording Industry Assn Of Amenca (RIAA) certification for net shipment of 500,000 album
units (Gotd), & RIAA certification for net shipment of 1 mitlion untts (Platinum). @ RIAA certification for net shipment of 10 millon units (Diarmond).
Numeral following Platinum or Diamond symbol indicates atburn's multi-platinum level, For boxed sets, and double albums with a running time of 100
minutes or more, the RIAA multiphes stipments by the number of discs and/or tapes. All alburns avaslable on cassette and CD. *Asterisk indicates
vinyl available. indicates past and present Heatseekers tities © 2000, Billboard/BPI Commc nications and SoundScan, Inc.

this summer’s Warped tour with
Green Day. The 36-city show is
set to kick off June 24 in Phoenix.

“Pay Attention’s” first single,
“So Sad To Say,” was delivered to
radio April 3. The video, directed
by Marcus Niftel, will be serviced
to MTYV, the Box, and VHI.

To further prepare the fan
base, Island/Def Jam street
teams will hit the pavement, dis-
tributing stickers, postcards,
posters, and handbills. Online
promotional contests will run
where fans will get an opportuni-
ty to win a spot on the Bosstones
street team.

“All this is about is making sure
the kids know what the new
album is and having them come
see the show,” says Greenwald.
“Once you see their show, you're
a Bosstones fan.”

Ray Rocks The Whiskey. Famed Doors keyboardist Ray Manzarek recently led
an all-star cast through a celebration of the Doors’ music and poetry during a
live Webcast from the Whiskey in Los Angeles. Manzarek was joined by Doors
guitarist Robby Krieger, John Doe, and Perry Farrell, among others.

GUEST COMMENTARY

(Continued from page 8)

the slicing and dicing of a work
into component parts and
sequences. That means more
content will be available for
exploitation.

For example, an online music
company could conceivably break
an album up into individual
tracks and sell them individually
or aggregate tracks from differ-
ent record companies. However
it’s done, consumption will defi-
nitely change, becoming either
pay-for-play, subseription, or a
combination of the two. As digi-
tal content may be more versa-
tile, the associated rights man-
agement issues will become more
complex.

DRM will allow these new
business models to take sales,
marketing, and advertising to
levels not experienced yet. With
DRM technology at work, an
online entertainment company
could continually update the
price attached to the content
based on real-time market in-
formation. When the material
isn’t hot anymore, the company
can automatically reduce the
price, which customers would
enjoy as well.

Today, it’s not uncommon for
entertainment companies to
throw some promotional material
into the packaging of a CD or
movie or tie that purchase to a
particular promotion. With elec-
tronic content, these companies
will be able to continually update
promotions over time, so that
opportunities to promote don’t
end at the point of sale.

When a sale is made, DRM
technology will also be able to
aggregate and analyze customer
data, such as usage patterns and
demographics, using metering to
tailor marketing, promotions,
and advertising programs. If
these companies have the pro-
files of what people like, they can
offer better value, choices, and
service to their clients and find

new revenue streams, too.

SETTING THE STANDARD

With technology accelerating
as rapidly as it is, there is poten-
tial for multiple players to offer
content online that is protected
by individual proeprietary securi-
ty systems. Imagine the havoe
that would be caused in the mar-
ketplace if companies like Ber-
telsmann, Sony, and Time War-
ner each configured their
content via this approach.

This is a major reason why
standardization is so important.
With new-breed MP3 players
seemingly being released daily,

As digital content
may be more
versatile, the

associated rights

management issues
will become more
complex

the musie industry of today will
have to assure compatibility
between various compression
formats if it wants to stay com-
petitive tomorrow. Striving for
interoperability is key to main-
taining any kind of order and
security in the digital world.
But can a universal DRM plat-
form that companies will adhere
to be established? There are a
number of concepts that must
synergize in order for standard-
ization to work: key encryption,
which includes watermarking
and metering; compression; and
format, which has a lot do with
the quality of the content. If
entertainment companies can
agree on standard formats for
these concepts, they would be a
step closer to a universal secu-

rity platform.

There are a number of entities
at work on a solution. InterTrust
has developed a general-purpose
DRM platform that allows pro-
tected information to flow from
party to party and still be man-
aged in accordance with speci-
fied rules. InterTrust licenses
platform software and tools to
companies, which build produects
and operate commerce services,
while maintaining the specifica-
tions that ensure interoperabili-
ty.

The Recording Industry Assn.
of America (RIAA) has been
working for more than a year on
its Secure Digital Music Initia-
tive (SDMI), a forum for the
development of an open, inter-
operable architecture and spec-
ification for digital music secu-
rity. The SDMI, whose members
include virtually every company
that is a player in the Internet
content marketplace, has a spec-
ification to define SDMI content
and as well as a specification for
a watermark that goes into the
content. But even this well-
intentioned group is a long way
from defining true interoper-
ability.

Over the next 10-20 years, the
Internet will become a signifi-
cant distribution channel for
many forms of entertainment
content. In this digital era, con-
tent producers or distributors
need to know that the right peo-
ple are receiving their product
and that the wrong people can't.

The opportunity not only to
ensure security for their con-
tent but also to enhance its
delivery and gauge its usage
with DRM technology should
rightly be embraced by the
entertainment industry. If DRM
is universally implemented and
standardized, there is a good
chance of keeping the cyber-
streets safe and profitable for
all concerned.
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(8| 11 | 30 | YOLANDA ADAMS elerrn 62439/E€G (10.98116.98) MOUNTAIN HIGH..VALLEY LOW 24 | 48 | CHELYWRIGHT @ Wea naSVILLE 170052 11.9817.95) SINGLE WHITE FEMALE
NEW
NEW b | PAT MCGEE BAND GIANT 24734/WARNER BROS. (11.98 CD) SHINE (€D) L (e AR e FENIXTX
1 7 4 TAMAR DREAMWORKS 4501 10/INTERSCOPE (8.98/12.98) TAMAR & e i DAVE KOZ capiToL 95458 (10.96/16.98) a5l e S
12 12 7 WESTLIFE ARISTA 12642 (1 L.98/17.98) WESTLIFE 31 34 45 IBRAHIM FERRER WORLD CIRCUITINONESUCH 79532/A0 (12.98/18.98) BUENA VISTA SOCIAL CLUB PRESENTS IBRAHIM FERRER
3 10 16 TRIN-I-TEE 5:7 B.RITE 490359/INTERSCOPE (11.98/17.98) SPIRITUAL LOVE 38 33 7 COUNTDOWN MIX MASTERS MADACY 0399 (3.98/7.98) BLUE (DA BA DEE) DANCE PARTY
14 15 |28 ANDY GRIGGS RCA (NASHVILLE) 67596/RLG (10.98/16.98) YOU WON'T EVER BE LONELY NEW > | CLAY DAVIDSON VIRGIN (NASHVILLE) 48854 (9.98/12.98) UNCONDITIONAL
15 T 8 | 7 | SHAKIRA Sony DISCOS 83775 (10.98 €416.98) MTV UNPLUGGED 42 | 8 | GROOVE ARMADA JVE ELECTRO 41683/JIVE (16.98 CD) VERTIGO
23 2;% SOLE DREAMWORKS 450118/INTERSCOPE (11.98/17.98) SKIN DEEP 41 31 3 ANTHONY KEARNS/RONAN TYNAN/FINBAR WRIGHT MASTERTONE S018/POINT (11.98/17 98) THE [RISH TENORS LIVE IN BELFAST
@ 18 37 BRAD PAISLEY @ ARISTA NASHVILLE 18871 (10.98/16.98) WHO NEEDS PICTURES 42 21 37 JESSICA ANDREWS DREAMWORKS (NASHVILLE) 450104/INTERSCOPE (10.98/16 98) HEART SHAPED WORLD
79 | 4 | DISTURBED GIANT 24738/ WARNER BROS. (7 98/11.98) THE SICKNESS RE-ENTRY | SHANNON CURFMAN ARISTA 14614 (10.98/16.98) LOUD GUITARS, BIG SUSPICIONS
19 | 16 8 NOBODY'S ANGEL HOLLYWOOD 162184 (8.98/12.98) NOBODY’'S ANGEL 4 | 36 | 2 SPLENDER C2/COLUMBIA 69144/CRG (7.98 EQ/13.98) HALFWAY DOWN THE SKY
20 | 17 | 54 | MONTGOMERY GENTRY @ COLUMBIA INASHVILLE) 69156/SONY (NASHVILLE) (10.98 £Q/16.98) TATTOOS & SCARS NEW b | METHRONE CLATOWN 2000 (11.98/16.98) MY LIFE
@ 28 | 58 | SONICFLOOD cotee 2802 (15.98 CD) SONICFLOOD 46 | 35 8 PHIL VASSAR ARISTA NASHVILLE 18891 (10.98/16.98) PHIL VASSAR
22 19 29 | AMBER TOMMY BOY 1253 (11.98/16.98) AMBER 47 43 82 SHAKIRA A SONY DISCOS 82746 (10.98 EQ/16.98) DONDE ESTAN LOS LADRONES?
23 13 2 SUPERGRASS PARLOPHONE/ISLAND 542388&/IDJMG (12.98 CD) SUPERGRASS 48 39 7 DONALD LAWRENCE PRESENTS THE TRI-CITY SINGERS £mi GOSPEL 20251 (10.98/15.98) TRI-CITY4.COM
25 45 A.B. QUINTANILLA Y LOS KUMBIA KINGS A EmI LATIN 99189 (8.98/14.98) AMOR, FAMILIA Y RESPETO... 49 46 12 CONJUNTO PRIMAVERA G.M.P. 9926/FONOVISA (7.98/11.98) MORIR DE AMOR
25 20 23 HEZEKIAH WALKER & THE LOVE FELLOWSHIP CRUSADE CHOIR VERITY 43132 (10.98/16.98) FAMILY AFFAIR RE-ENTRY | CARLOS VIVES A Emi LATIN 22854 (8.98/14.98) EL AMOR DE MI TIERRA
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BILLBOARD'S WEEKLY COVERAGE OF HOT PROSPECTS FOR THE HEATSEEKERS CHART + BY CARLA HAY

DUNLAP’S ‘TALES’: Vet-
eran jazz artist Gene Dun-
lap returns with “Tales Of
The Phatman,” his first new
album in five years. The set,
due for release Tuesday (25)
on Avenue Jazz Records, was

During the hiatus from his
musical career, the Detroit-
based artist has been teach-
ing children; he was inspired
to record the new album af-
ter he played for his students
his demo version of Janet
Jackson’s hit “Got 'Til It’s
Gone,” the album’s first sin-
gle.

Dunlap says, “I was mess-

R i ing around with some tracks,

] and it wasn’t until I played

- the Janet Jackson tune to my
e students that I be-

In Their Element. The mem-
bers of R&B/gospel group 4th
Elemynt count as one of their
biggest influences a local min-
ister named Clarence Williams
Jr. from their hometown of
Rialto, Calif. The group—
whose ages range from 16 to
23—releases its debut album,
“Elemyntal,” May 9 on Tommy
Boy Gospel.

REGIONAL HEATSEEKERS NO. 15

stream with hit singles and
albums in the upper half of
The Billboard 200. Could
drum’n’bass DJ/artist Dies-
elboy be next?

Dieselboy (whose real
name is Damian Higgins)
hails from Pennsylvania, and
he’s considered one of the top
American drum’n’bass DJs
in a scene dominated by Brit-
ish artists.

Dieselboy was the first
American artist to be named

best drum’n’bass

King Jammy, Jason “Jigza-
gula” Henriques, and Don-
ovan Germaine. “Stage
One” debuted at No. 2 on the

Hawaiian Star.

the public. The

the latest teen-pop song-
bird to be introduced to

of Don Ho, Hoku (whose
name means “star” in
Hawaiian) has already had
a top 40 hit on The Bill-
board Hot 100 this year
with “Another Dumb
Blonde.” The song, fea-
tured on the “Snow Day”
soundtrack, is the first sin-
gle from Hoku's self-titled
debut album, due May 2
on Geffen Records. Hoku
is currently on a promo
tour of radio stations.

” MOUNTAIN

™ came motivated to
Static-X, Wisconsin Death Trip

| make a new album.
It excites me to
think that young
people could get

Hoku is

EAST NORTH CENTRAL
Yolanda Adams, Mountain High...Valley Low [

NORTHEAST
SClub7,SClub7

DJ at the 1998 Glo-
bal DJ Mix Awards
(he tied for the
award with LTJ
Bukem). Diesel-

On The ‘Rad’ Track. Los
Angeles-based rock band
Radford is getting airplay
on several stations for

into this music, and
the end result is a
product of their in-
fluences on me.”
Known for his
collaborations with
Earl Klugh, Dun-
lap was joined on
the new album by
guitarist Perry
Hughes, saxophon-
ist Ray Manzerole,
keyboardist
Charles Scales, and trum-
pet player Rayse Biggs. The

daughter

PACIFIC
Del The Funky Homosapien, Both Sides Of The Brain

\ @

W_-‘ WEST NORTH CENTRAL W SClub?,SClub7
The Wilkinsons, Here & Now | T - |
= ! | A _ 1999’s “A Soldier’s

=

SIS a—
THE REGIONAL ROUNDUF

“Don’t Stop,” the first sin-
gle from the band’s self-
titted debut album on RCA
Records. Rock stations
playing the song include
WFNX Boston; KNRK Port-
land, Ore.; KWOD Sacra-
mento, Calif.; and KENZ
Salt Lake City. “Don’t

boy’s latest album,

“System Upgrade”
(Moonshine Music),
is the follow-up to

MIDDLE ATLANTIC

SOUTH ATLANTIC
Son By Four, Son By Four

V

Story.” Dieselboy
T has been touring
the U.S. with DJ

\

Dara and AK1200. R !
SOUTH CENTRAL Stop” has had an impact
ES.G., Cify Under Siege : P AUL’S REG. | °nthe Modern Rock
- GAE STAGE: Tracks chart, where it

stands this issue at No.
34. Radford has been on a
U.S. tour and is scheduled

“Stage One,” the
VP Records debut album
from dancehall reggae artist

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

to play Atlanta May 5.

latter two musicians co-pro-
duced “Tales Of The Phat-

WEST NORTH CENTRAL

The Wilkinsons Here And Now
Static-X Wisconsin Death Trip

Sean Paul, holds steady this

MIDDLE ATLANTIC issue at No. 7 on Regional

. $Club7SClub 7
. Travis The Man Who

executive-produced by Eddie
Levine, who is credited with
discovering Dunlap and sign-
ing the artist to Capitol Rec-
ords in the "70s.

man” with Dunlap.

LOOK OUT, FATBOY AND
MOBY: Dance DJs/artists
Fatboy Slim and Moby have
broken through to the main-

Project 86 Drawing Black Lines

M2M Shades Of Purple

System Of A Down System Of A Down

. Brad Paisley Who Needs Pictures

. Disturbed The Sickness

. Travis The Man Who

. Del The Funky Homosapien Both Sides Of The Brain

I INTRU R NE

10. Westlife Westlife

Son By Four Son By Four

M2M Shades Of Purple

moe. L

System Of A Down System Of A Down

Sean Paul Stage One

. Amber Amber

. Del The Funky Homosapien Both Sides Of The Brain
. Kelis Kaleidoscope

SePNOUB LN~

Roundup’s New Artists Al-
bums (Middle Atlantic)
chart.

The album features vari-
ous noted reggae producers,
including Jeremy Harding,

Top Reggae Albums chart in
the April 8 issue, and the
album bowed at No. 45 on
the Top Independent Al-
bums chart in the April 15
issue.
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How a Great Company
Keeps Great Company.

THE PULLMAN GROUP,® LLC creator of all PULLMAN BONDS™, including the Bowie Bonds™ and all Future Music

Royalty Bonds, has 100% market share and clients who are some of the biggest names in the industry. Just some of

the artists and songs we have worked with to date include: DAVID BOWIE ISLEY BROTHERS

RON ISLEY O’KELLY ISLEY RUDOLPH ISLEY
JAMES BROWN HOLLAND DOZIER HOLLAND ASHFORD & SIMPSON
:-]-:-I.‘.::.L::'.!.”:IE::::L:.@JPI and CEG Edward Holland, Jr. Lamont Dozier Brian Holland Motown Hit Machine

Heroes ZIGGY STARDUST Fashion SUFFRAGETTE CITY The Jean Genie CHANGES Young Americans
GOLDEN YEARS Space Oddity STARMAN  China Girl SCARY MONSTERS Fame UNDER PRESSURE  Cat People
LET'S DANCE Rebel Rebel SOLID Don’t Cost You Nothin’ IS IT STILL GOOD TO YOU AIN'T NO MOUNTAIN HIGH ENOUGH
RAY CHARLES You're All | Need to Get By = MAYA ANGELOU  Reach Out and Touch (Somebody’s Hand)  DIANA ROSS
Ain’t Nothing Like the Real Thing THE BOSS  Your Precious Love = TAMMI TERRELL ~ MARVIN GAYE  WHITNEY HOUSTON
I'm Every Woman  CHAKA KHAN  There Is a Winner in You  PATTI LABELLE  Ain’t Too Proud to Beg  THE TEMPTATIONS
Baby | Need Your Loving | Can’t Help Myself (Sugar Pie Honey Bunch) THE FOUR TOPS Baby Love  THE SUPREMES
Standing in the Shadows of Love COME SEE ABOUT ME  Where Did Our Love Go?  Can | Get a Witness  YOU CAN’T HURRY LOVE
STOP IN THE NAME OF LOVE  You Keep Me Hanging On | Hear a Symphony =~ HEAVEN MUST HAVE SENTYOU  THE MARVELLETTES
I'm a Road Runner Nowhere to Run  DR. WALKER AND THE ALLSTARS  How Sweet It Is to Be Loved By You  Please Mr. Postman
MARTHA & THE VANDELLAS  STEVIE WINWOOD  Roll With It ISLEY BROTHERS Take Me in Your Arms and Rock Me a Little While
KIM WESTON  Love Is Like a Heatwave  Papa’s Got A Brand New Bag | GOT YOU (I FEEL GOOD)  Living In America
IS A MAN’S WORLD  Cold Sweat (Part One) | GOT THE FEELIN’ Say It Loud—I'm Black & Proud (Part One} SHOUT
MOTHER POPCORN (YOU GOT TO HAVE A MOTHER FOR ME)  It's A Man’s, Man’s, Man’s World (But It Wouldn’t Be Without A Woman)
LICKING STICK—LICKING STICK  Sex Machine  TWIST AND SHOUT  It's Your Thing BETWEEN THE SHEETS FIGHT THE POWER
That Lady (Who's That Lady)] SUMMER BREEZE Love the One You’re With SMOOTH SAILIN’ TONIGHT  Shout

THE PRIDE Take Me To The Next Phase This Old Heart Of Mine Is Weak For You Love Is A Wonderful Thing
The Pullman Group®, LLC as principal, finances Music Publishing, Writer’s Share, Record Masters, Artist Record and Producer’s Royalties, Film

and TV Libraries, TV Syndication, Literary Estates and other Entertainment and Intellectual Property Royalties, minimum @$200k in annual royalties and

up. The group’s experience includes over $1 Billion in transactions through 2000.

PULLL_ NMAN? SECURITIZING THE FUTURE®"

THE PULLMAN GROUP® 1370 Avenue of the Americas, New York, NY 10019 Fax: 212.750.0464 Tel: 212.750.0210
e-mail: dpullman@pullmanco.com info@pullmanco.com www.pullmanco.com

www.americanradiohistorv.com
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How Much Is That Deal In The Window?

Whether it's the majors’ “album-fund” advances or the indies’ “sweat equity”
investment, many factors determine where artists’ money comes from—and goes.

BY RICHARD HENDERSON

cquiring and promoting new tal
ent is the constant for all record
labels. No matter how the Inter-

net affects corporeal retail, or

which new set of mergers

expands or shrinks the playing

field, artists and their music de-
fine the character of a company; the ability to
attract, sign and successfully promote new
artists determines whether that company stands
or falls. That said, and with ever-increasing num-
bers of new releases vying for attention, the price of sign-
ing and launching a new act requires cither very deep
pockets or ingenuity worthy of Bre'r Rabbit—or both.

Of course, there is no hard and fast figure that will guar-
antee the signing of an act or the success of its first release.
Myriad factors determine the amounts of money advanced
by a label to a new artist in exchange for signing a contract;
the budget necessary tor competitive promotion of a pre-
miere album is likewise liquid. Bands with established fan
and touring bases, olten the subject of bidding wars
between record companies, command larger sums than
those of lower profile. While
major labels allot healthy

“Advances for new

sums for a new signing,
indie labels must strategize
and economize to get the
most bang for their promo-
tional buck. In any case,
nothing—neither the lon-
gevity of a band’s career,
nor us relationship with a
given label—is assured.
Even with the best inten-
tions bolstered by the most
generous budgets, a new
act can wind up on the

rocks, riding a wave of

returns.

Perhaps not surprisingly,
none of the major labels
contacted for the purpose
of this article was willing to
discuss the cash outlay
required to secure and
market new acts. llowever,
entertainment lawyer [Jay
Cooper, senior partner in

the West 1.A. offices of

bands, for the first
album, are usually
between $150,000 and
$600,000. Almost all
of these deals, with
few exceptions, are
what we call ‘album

fund’ deals. Which is to

say, with this amount
of money advanced,
the artist is responsi-
ble for paying all
recording costs, and
what is left can go into
the artist’s pocket, the
entire album fund
being treated as

an advance.”
—attorney Jay Cooper

Mannatt, Phelps & Phillips, by his own admission, has

negotiated “hundreds and hundreds and hundreds” of

deals with majors over the years and was willing to share
his perspective on the state-of-the-art in deal-making and
the real-world numbers attached to the major-label con-
tracts he evaluates and refines for the bands he represents.

CAUSING THE ADVANCE

Addressing the initial variables that determine the
amounts that the majors will spend to sign new talent,
Cooper remarks upon the difference between an act which
is sought by one record company and one sought by half a
dozen different labels: “First, there’s no standard [signing
amount]. Secondly, the deals with majors or companies
owned by majors are bigger than those done with inde-
pendents. The next thing is that the amount of money is
all in the eye of the beholder, in the following sense:
There’s a desire on the part of a company to have an artist,
and that desire has to be measured, which translates into

From left: attorney Cooper, peer’s Spanberger and Thirsty Ear’s Gordon

time to time, with a very heavy royalty deal, the company
night be driven to pay less in advances.

“On the other hand, if there are relatively few albums
negotiated—compared to what the company could get as
a maximumn figure—that could affect the advance num-
bers. To some degree, all ol the major points in a deal are
interdependent upon one another.

“So0,” Cooper continues,” examining the extent to which
the artist wants and needs this deal,

[audience] base, save for a local one, vou real-
ly can’t expect to put out more than a few
thousand records to get started. It's a litde
ecosystem that you've got to work with in
terms of your relative levels of exposure.
Money is involved in production, and man-
ufacturing is based on what kind of revenues
you can generate in the marketplace. Being
an indie label, we can’t invest heavily in antia-
pation that an act 1s going to break wide open.
We all try for that and want that for our bands, but
the reality is that we're more the tortoise than the hare in
the race to get where we want to go. Things have to be
done systematically over a period of time. You have to take
everything that you make m the market and reinvest it
back in the band and gradually build over nme.”

As an example of album-fund advance money spent
well, Gordon cites a recent signing to Thirsty Far, the
Virginia Beach-based Car 44, a band whose debut was
produced by Chris Haskett of the Rollins Band. The cre-
Continued on page 40

and how much the company desires
the artist, these factors affect the
amount of money an artist can get.
Advances for new bands, for the
first album, are wsually hetween
$150,000. on the low side, to
$500,000 1o $600,000 on the high
side. Almost all of these deals, with
few exceptions, are what we call
‘atbum fund’ deals. Which is to say,
with  this  amount of money
advanced, the artist is responsible
for paying all recording costs, and
what is left can go into the artst’s
pocket, the entire album fund being
treated as an advance. If a band
gets $300,000 and spends $200,000
on recording, hiring the producer
and doing whatever else is neces-
sary to deliver the master, they can
put the balance in their own pocket.
That's how most of the deals are
made. Long ago, the advance
money was independent of the
recording costs, which would be
picked up by the companies. That
changed some time ago when
artists—not realizing that they were
spending their own money—would
run up recording costs. The record
companies saw the need to limit
that, hence the album-fund deal.”

INDIES’ ECOSYSTEM

Indie labels, with limited re-
sources at their disposal, will micro-
manage the preproduction and
recording of a new signing, to
ensure that funds advanced are
spent with optimum efficacy. Peter
Gordon, president of Manhattan-
based Thirsty Ear Records, de-
scribes the equation of resourceful-
ness and spending which enables a
smaller label 1o survive and—hope-
fully—succeed: “I’s all an economy

The Business 0f Doing Music: Keeping Track

Attorneys

hey often say thzt a hit record is “in the grooves,” but the ingredients
for a lengthy and prosperous recording career are often found behind
the scenes, in the effective efforts of three distinct parties—the act’s per-
sonal manager, attorney and business manager. When all three parties
pool their expertise, they can free the artist to concentrate on creat-
ing music. “When it works correctly, it's a thing to behold, a
thing of beauty,” says personal manager Bill Leopold.
“People who are very esperienced and have been
around a long time are unafraid to offer their input
and aren’t worried about people stealing their thun-
der. You need legal, financial and managerial input,
all going at the same time, to make things happen.” *
“Obviously, anything having to do with the legal &
side is kandled by the aztorney, and anything hav- %
ing to do with accounting side is handled by the

business manager,” adds personal manager Jim %
Guerinot. “But there is some overlap in the business
development of an artist, where we bring both people together to consult the
artists over the rumbers in the deal. In general, you'll develop the bulk of the
deals with the attorney, and after that, the revenue from those deals is the
purview of the business manager.”

The biggest change behind the scenes, to the artists’ benefit, is the growing
music sophistication of zntertainment attorneys. “What’s different with my
generation [of attorneys” and the generation before me is that before, people
[basically] fell into entertainment law,” says Fred Goldring, partner in
Hansen, Jacobson, Teller, Hoberman, Newman, Warren, Hertz & Goldring.
“They were corporate cr real-estate lawyers who got a musician client and
suddenly became enterzainment lawyers. I'm of a generation of attorneys
who happen to love music and the music business. 1 knew what 1 wanted to
do when I got into law school, In a sense, we're all frustrated musicians, and,
because of that, the whale concept of entertaimment law has changed.”

The attorney has also taken a bigger role in the growth of a new and

The Bottom Line

BY JEFF SILBERMAN

I

LEGAL EAGLES

the quality of the deal, be it royalties or advances. The rest of scale, really,” he explains. “If it’s Continued on page 34
of the deal also affects advances in the sense that, from a brand-new act without any sort of
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The Business 0f Doing Music: Keeping Track 0f The Bottom Line

Business Managers

BY JEFF SILBERMAN

s the role of attorneys in an artist’s longterm suc-
cess has changed and grown, so have the respon-
sibilities of the business manager. Not only has
the potential exploitation of an artist’s work and
likeness grown exponentially over the past few years, but
the truly effective business managers make—or at the very
least, counsel—an artist to establish a prosperous existence
that goes well beyond his or her prime recording career.

“On all financial matters, the business manager is always
the point person, whether it involves personal financial
issues or company financial matters involve tours, publish-
ing deals, merchandising and Internet applications.”

BUSINESS/ARTIST RELATIONS
Each arust/business manager relationship is different,
depending on the experience and interest of the artist in

“In the past, business man-
agers have been engaged in
tax compliance and financiat
management—making  sure
the artist’s bills were paid and
providing a working budget,
be it on tour or in the studio,”
says business manager Wayne
Coleman. “Now, we're more
mvolved in their personal
finances and busiess plan-
ning, as well as making sure
our clients’ money has been
imvested, with the end result
being the preservation of cap-
ital. The business manager
needs to make sure the client,
who may have a limited artis-
tic lifespan, preserves those
great earnings generated during the peak of success, so
that by the end of the artist’s career, or when the client
decides not work as hard, there is still a capital reserve to
fall back on.”

David Levin, who has been a business manager for 16
years, concurs. “The business manager’s function is pri-
marily to be a financial guardian angel for the artist,” he
says, “to make sure their bills are paid in a timely manner

and, most importantly, that “ . ,
their taxes are filed and Some clients don’t
paid and that they can live want to know anyﬂ"'ng
’()n 13' budﬂget,'_ ‘su\"c e about it. They want the
and invest wisely for the :
future.” business manager to
“The relationship can go do everything. Other
from cuuing all the checks  efjents want to be inti-
each month, keeping the -
books, and everything that mately IHVOIve.d' ,”
has to do with accounting deﬁl_?nds on the artl§t§
and finance, to checking Wllllngness fo [pafthI-
_pate in] all the
business aspects of
their career.”

out insurance policies, refi-
—business manager

nancing houses, shopping
for the best deal on a new
Richard Johnson

car, picking mutual funds
and providing analysis on
the investment side,” adds
14-year business manager
Richard Johnson, who's handled hundreds of artists over
his tenure in the business.

BEYOND THE ACTIVE CAREER

Indeed, of growing importance to a business manager is
ensuring a suitable and prosperous lifestyle beyond the
typical lifespan of a recording artist. “Our new role entails
how we can take [the artist’s] income and increase that cap-
ital, based on the changes in the industry and economy,”
Coleman notes. “A 401K is a conservative pot of gold at the
end of an artist’s career today. We have o make sure the
act is collecting all the money entitled to them, then we
take that and make investments. 1f you're not an invest-
ment advisor yourself—but have the skills to be organized
and stay on top of your clients’ income and expenses—you
can go to an expert to provide [investment] services for
you. Money managers, investment advisors... there's a
whole breed of people who have popped up to advise busi-
ness managers on how to properly invest and protect their
clients’ money.

Business managers Levin (left) and Coleman

the fine points of his business
affairs. “After spending time
with new artists and very
established artists, 've tound
that, at the beginning stage of
an artst’s career, it’s 'very
important to interface with
a business manager who can
set the artist off on the right
foot and ingrain in their
minds the policies they should
follow when the money comes
rolling in,” Levin notes.

“Some clients don’t want to
know anything about 1it,”
Johnson says. “They want the
business manager to do every-
thing. Other clients want to be
intimately involved. 1t de-
pends on the artist’s willingness to [participate in] all the
business aspects of their career. In general, artists are more
savvy today than they were in the past, but even now, their
craft and artistry do not leave them with the time they’d
like to spend on their business and to get better at both.
That’s why they have to lean on a business manager to
provide advice.”

Yet, all three business managers note that, whatever the
refationship is between business manager an artist, it
should complement the service of the artist’s manager or
attorney. “In most cases, a business manager is a screener,”
Coleman says. “A lot of offers come through that he can
dismiss without having go to the client, the personal man-
ager, attorney or other advisors. The best arrangement is
for a client to have a team of advisors that includes a busi-
ness manager whose primary responsibility is the financial
end. The attorneys are responsible for dealmaking, while
the personal manager provides career guidance. The best
way to serve an artist is through a team approach.”

MAKING BUSINESS PERSONAL

What makes a good business manager? “A good business
manager needs to have a solid accounting background,
considerable experience in the music business and a very
solid tax understanding—be it a CPA degree or the equiv-
alent,” Johnson says. “Look for people who are experi-
enced and aren’t overloaded with a lot of accounts.

“It’s also about how big the business-management com-
pany is,” he continues. “The arust has to decide if he or
she wants to work with a big fish in a small pond or vice
versa. There should also be some sort of personal rela-
tionship there, some philosophical connection of minds to
work for the same goals together.”

There also needs to be some sort of personal connec-
tion. “On one hand, it is a fiduciary relationship, where
the artist has to be able to look into your eyes and know
he can trust you,” Levin says. “Personally, 1 can adapt to
any artist environment, but it’s always more pleasurable
to work with someone who you trust and respect in the
imdustry.”

As personal manager Gary Spivack attests, the best trait
of a good business manager is his or her ability to work
effectively as part of a team. “You want someone who
wants to work together to make an arust’s career success-
ful,” he explains. “You don’t want a lawyer or business
manager stepping into areas out of their expertise. You
always want everyone pulling together.” H

ATTORNEYS

Continued from page 33

unsigned artist's career. “We will either get involved with
an artist that hasn’t been approached by the labels—where
we take an active role in shopping a deal for them—or, at
a later stage, with a new artist who already has manage-
ment and mterest from labels,” adds Mitch Tenzer, partner
at Ziftren, Brittenham, Branca & Fisher.

“Way back in late '60s and early '70s, attorneys were
coming in later in the process, often when the recording
contract had already been made,” adds Lee Phillips, part-
ner in Manatt, Phelps & Phillips. “Over years, it has
evolved to where many artists hire the attorney first. They
look for an attorney to find interested labels, then negoti-
ate all business points completely. Sometimes, our duty is
to find them a personal manager. A lot of legal issues now
go well beyond the recording-contract artists.”

THE NEW NET GAME

In fact, attorneys are spending an increasing amount of
time defending their artists’ rights in the new digital and
Internet revolution. “The Internet has become a big part of
the business, especially in the last six months. We’ve been
very involved in sponsorship deals that now have an Internet
component, be it downloading or Webcasting. Contracts
have changed dramatically, and one of the biggest fights con-
cern who owns [an artist’s] Internet name,” says attorney
Neville Johnson, who runs his own firm. “The labels want to
control all Internet uses of the artist’s name and likeness, so
there’s some major battles going on in that area.”

“Over the last year, we've gotten tremendously involved
in the Internet and digital convergence space, and, as result
of that, 1t’s hard for us to look an artist in the eye and rec-
ommend they enter into a longterm recording agreement,”
Goldring says. “It's just a dilferent time now, where every-
thing is so unsure. A deal made today may not be in the
best interests of an artist five years from now.”

“We've never been into [securing] tongtermn deals for
our artists, unless there’s a mutual commitment that has a
favorable guaranteed streant of income,” Phillips asserts.

L TR aé.
From left: attorney Phillips, personal managers Leopold and Guerinot

MONEY FOR AIR

“Then there’s a dramatic change in the methodology for
promotion,” Johnson says. “Because of Web radio, 1t’s a
whole new ballgame for artists in that they can promote
themselves, through alternate means of distribution, such
as Amazon.com and mail-order. The big success in that
area has been by Ani Dikranco, who had done it all by her-
self out of Buffalo. More and more artists will break away
from majors to companies like Danny Goldberg’s Artemis
label. It could make the business more competitive and
take us back to the '50s, when there were hundreds of
record companies. Of course, [the Internet] still can’t com-
pete against the muscle power that BMG can put behind
the Backstreet Boys. It's clearly a million-dollar effort to
break out on a major scale, but it's now much easier to
start a lire and fan the flames.”

“As this digital revolution continues, it may turn out that
artists will make a lot more money using their own distrib-
ution, Phillips says. “if, of course, they’re well known; they
might not need a label for [distribution]. But, if they're a
new act, the Internet {distribution] won’t work. It's hard
for a new band to stand out when MP3 has got 54,000 new
bands to choose from.”

FIND THE RIGHT REPRESENTATION

With so much on the line for an artist, choosing the right
attorney is of paramount importance. “Look for someone
who has had experience in all areas, be it with new artists
and superstars,” Tenzer says, “someone who's on the cut-
ting edge in terms of new technologies, has relationships
throughout the industry, as well as passion for the music
and a time commitment for the parties involved.”

“Just ask around,” Goldring continues. “This is a pretty
small community. If you ask a number of people in differ-
ent areas of the business, you'll find out who has integrity.
You've got to do your homework. It’s like looking for a
good doctor. 1f a law firm has many very successtul clients,
that firm must be pretty good. Then again, there are a lot
ol great young lawyers who deserve a break and would give
you more attention. For instance, if you start at the top and
the big lawyers can’t take you, they can recommend some
smart up-and-comers. [ do that all the time.” W
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Securifized loans
AI‘B_MIISIBIHIIS’ Hedge
Against The Future

Estimates suggest thgre are iore tkan 1,000 musical artists
worldwide who fit the'criteria for sugh loans. The total musi‘c
market could be $200 million to $4C0 million a year.

BY DON JEFFREY".s

ore than three years ago, a business manager and an
investment banker fashioned what came to be known
as the Bowie Bonds, ushering in a new style ol
music-industry linancing.

The unique nature of that deal was that artist David
Bowie sold $55 million worth of bonds backed by royalties
from his catalog of 25 albums.

Since then, several firms have tried to carve out pieces of

this new market, which is known as the securitization of

music assets. Some have put together viable businesses;
some have apparently fallen by the
wayside. The first company 1o success-
fully market a music-bonds deal was
imvesrment bank Fahnestock & Co. lts
banker, David Pullman, has since
formed his own division within the
bank, called The Pulhman Group,
designed to execure these transactions.

It was Pullman who, along with
Bowie’s business manager, Bill Zysblat,
engineered the Bowie bonds.

Besides The Pulliman Group, the field now contains such
players as Zysblai and partner Joseph Rascoff’s investiment
firm, Entertainment Finance Internatonal LLC; and
music-industry veteran Charles Koppelnan's CAK
Universal Credit Corp. Although these firms vary in the
kinds of deals they do, the basic architecture of the trans-
actions is similar.

Continued on page 12

Road Money
“Earn cash while you play

Label support and product endorsements can make touring a lucrative proposition,
but everyone has to bite the financial bullet at one time or another. Ray Waddell counts
the ways artists can make—and keep—revenue earned on the road.

Steady touring, along with radio and video exposure,
remain the most important tools in breaking an act and
maintdining a career. '

But with the increased cost of getting an act out on the
roacl. artist managers have had to look for ways to either
defer costs or make touring as clficient as possible. Among
the ways (o do this are garner-

III

MERCHANDISING MOOLA
When touring dollars ger tight, options include label sup-
port, sponsorships and merchandise sales. “Generally, all
record company deals have some kind ol tour support written
in,” says Williams. “Merchandise rarely makes you enough in
the early stages to make much of a difterence. You're lucky if’
you can do 50 cents a head.”

ing tour sponsorship and as-
sembling like-minded artists for
tours.

Touring costs can fluctuate
wildly. “All an agent or manager
can control is what their act can
make, not what they spend,”
says Buck Williams, whose Pro-
gressive Global Agency books
such acts as R.F.M., Train,
Guster, Evervithing and Wide-
spread Panic. Williams cites such cost factors as whethet
the act travels by bus or van, carries its own sound and
lights and i1s willing 1o cut corners.

“Some bands can tour for $5,000 a week or less and still
make some money,” says Williaums. “They can do that if
they’re really careful, and quite frankly, very few are. We
tell people that they've got to keep their sanity, but they’ve
also got to keep sonething back to grow into. Whatever
luxury vou’ve got [on the road], you're not gonna ever
want to give it up. Few people ever go backwards.”

L1
Godsmack,
Moonshine’s Levy

Sponsorships, while not widely avail-
able to baby acts, are also tricky to make
work, Williams says. "Any time a sponsor
1s involved, it's another source of res
enue,” he says. “You just have to maintain
L | yourintegrity. It burns a lot of people out
if you commercialize yourself. There's a
fine line there, and every deal is different.
You look at each case as it comes up—and
the uming—with each individual artist.

%'*" %

You have 1o be flexible and not he 100
greedy. We tell people that there’s ahvays tomorrow.”
Developing a country act on the road appears to be a
more expensive venture than with a rock act. “The big thing
in country music is that bus,” says Williams. “As a rule, coun-
1y acts make more money quicker, but rock acts make more
for a longer period of time, and more at the top end.”

BUSES AND HOTELS
Clarence Spalding of the Titley-Spalding Company,
managers of Brooks & Dunn, Chely Wright and Jerry
Continued on page 44
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Leading advisors”
to the world of music

We are number 1 advisors to recording artists in the UK and
justly proud of our reputation. So whether your needs are for
UK or international tax planning, auditing, accounting or
bookkeeping services, catalogue valuations, tour planning,
VAT or any of our other services just give us a call. You'll soon
find why we are first choice for the UK’s music industry....

Contact: Richard Rees-Pulley 44 (0)20 7951 6394 or
Garth Tweedale 44 (0)20 7951 4844.

Ernst & Young
Rolls House
7 Rolls Buildings
Fetter Lane

*Source - Cliff Dane’s Rock Accounts 1999 London EC4A 1NH

Ell ERNST & YOUNG

FROM THOUGHT TO FINISH™
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WE ARE PLEASED TO ANNOUNCE THAIT

FEINSTEIN MANACEMENT

HAS BECOME THE ENTERTAINMENT/BUSINESS MANAGEMENT
Division OF
ORAM, YELON & BERNSTEIN, PC.
CERTIFIED PUBLIC ACCOUNIANTS
420 LEXINGTON AVENUE, Suite 2150,
New York, NY1017O
(212) 6864-0830 F ax (212) BO3-OI05
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