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The British Evasion: Why Can't U.K. Music Gonquer U.5.?

TRAVIS

DIDO

Tips For Brits Who Want U.5. Success

BY PAUL SEXTON

and GORDON MASSON
LONDON—Quit moaning, make
better records, and get back on the
tour bus.

Britain’s army of underachievers in
the U.S. market must weigh that brief,
brutal preseription if they have seri-
ous ambitions of succeeding on the
other side of the Atlantic. The advice

comes from a cross-section of man-
agers, label executives, and artists
who agreed to diagnose, for Billboard,
Britain’s fall from grace as a power-
house talent provider in America.
Most of these industry profes-
sionals simply conclude that too
many contemporary U.K. acts do not
have, or are not encouraged to devel-
op, the work ethic that once made the
U.K. such a rich,
influential artis-
tic source in the

MORCHEEBA

MELANIE C

BBMAK

How The U.K. Lost Its Grip On The U.S.

BY MELINDA NEWMAN
and LARRY FLICK

If America and England are
indeed two countries separated by
the same language, as British novel-
ist Sir Walter Besant suggested,
then the gulf has never seemed wid-
er than it does right now on U.S. mu-
sic charts and radio airwaves.

Only two English acts, BBMak

either the Mainstream Rock Tracks
or Modern Rock Tracks charts.
Once the dominant influence on
America’s pop sound, Britain’s musi-
cal stream has slowed to a trickle
here, with virtually no acts breaking
through or sustaining major sue-
cesses in recent years. Oasis, which
many considered the brightest hope,
(Continued on page 102)

J

SPOTLIGHT BEGINS ON PAGE 65

UMG, MP3 Gourt Gase
Hinges On ‘Willfulness’

BY MARILYN A. GILLEN

NEW YORK—While this week will certainly be a mon-
umental one for MP3.com, which is scheduled to learn
from a New York court on Wednesday (6) whether it has
been judged a “willful infringer” and thus is potential-
ly liable to Universal Music Group (UMG) for hundreds
of millions of dollars in damages, the impact of the rul-
ing on the overall online music industry is likely to be

more muted.
NEWS ANALYSIS

Unlike in the other
high-profile Internet-

music case wending its way through the court system—
that of the major labels vs. file-swap service Napster—
or even in the less-splashy fight between the Recording
Industry Assn. of America (RIAA) and search-engine
site MP3Board.com, the more sweeping question at
stake here has already been decided: Companies that
intend to offer “digital locker services” allowing con-
sumers to hear streamed-audio copies of their music col-
lections must secure licenses from copyright
(Continued on page 104)

100. There are no
British acts on

(Continued on
page 100)

CLASSICAL/KEEPING SCORE

Glassical Sector
Adapts To Web

BY BRADLEY BAMBARGER
‘When the famously technophile
conductor Herbert von Karajan
witnessed a demonstration of the
nascent com-
pact disc in the
mid-'80s, he
reportedly
declared, “All
else is gaslight.” The Internet
obviously represents an even
greater leap into the future, even
(Continued on page 36)

S

and Sting, are
sie o GIIGKRAMi0 Debuts With
Exclusive Snow Tracks

Billboard Hot

BY JIM BESSMAN
NEW YORK—1It wasn’t specifically created to promote
Phoebe Snow or any other currently unsigned artist,
new or established. But when ClickRadio debuted on
Aug. 28, the New York-based interactive digital music
service began programming new material from Snow

along with its catalog of licensed
music selections from major and indie
| _] music categories.
‘ kﬁ “Breaking new
CL!(..I’(F\'HL“O artists—is what
we're all about,”
ment for ClickRadio, which has added
Snow’s “I've Been Changed” to its adult hits, soft hits,
downtempo funk tune that Snow says is about survival,
is one of four that came to Freston following

labels in 44 pop

artists—and old

says Bill Freston, VP of entertain-
and eclectic categories. The self- produced track, a
(Continued on page 110)
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Hearing Set On FIG Media-Violence Probe

BY BILL HOLLAND

WASHINGTON, D.C.—The Federal Trade
Commission (FTC) will release the results of
its yearlong probe Sept. 11 that concludes
that U.S. record labels, movie studios, and
video game companies violate their own vol-
untary codes and warning labels by adver-
tising and marketing violent product to chil-
dren.

A Senate Commerce Committee hearing
scheduled for Sept. 13 will review the highly
critical eonelusions of the study. It couldn’t be
more high profile: The hearing is being called
by its chairman, Republican former presi-
dential ecandidate John McCain, R-Ariz., and
Democratic vice presidential candidate Sen.
Joseph Lieberman, D-Conn.

Lieberman, who with McCain has main-
tained that violence in the media has a dele-
terious effect on children, plans to attend and
testify.

A non-detailed draft of the probe’s gener-
al conclusions has been leaked to The Wash-
ington Post, and its Aug. 27 article reports
that the FTC found that all of the entertain-
ment industries have marketed violent prod-
uct to children despite the use of their own
rating systems designed to protect them
from such content. It also found that a weak-
ness in all rating systems is enforcement and
compliance at the retail level.

A spokeswoman for the Recording Indus-
try Assn. of America (RIAA) says the trade
group will not comment on the probe draft’s
conclusions until its officials read and analyze
the report. RIAA president/CEO Hilary
Rosen has stated throughout the 18-month-
long investigation that RIA A record compa-
nies have not been marketing records with
violent lyries to children.

“The music industry does not market vio-
lence to children. We market artists. And I
think there’s a big difference,” she told Bill-
board last summer (Billboard, June 12, 1999).

Last winter, an RIAA source character-
ized FTC investigators as having a “pre-
sumptuous” attitude “that music is bad for
children” (Billboard, Feb. 15).

President Clinton called for the probe in
June of last year following the student shoot-
ings at Columbine High School in Colorado.

At the Sept. 13 hearing, McCain plans to
put top movie, record, and video game com-
pany executives on the hot seat. His staff is
making it clear that the chairman is not inter-
ested in hearing from Washington-based
industry trade group representatives and lob-
byists but wants the executives to attend and
present their side of the story.

Says a McCain spokesman, “If in fact the
[ratings] have been an exercise, if they
haven’t been used to protect kids but as a
smokescreen, then these industries are going

to have a difficult time. Their best opportu-
nity is to come before the Commerce Com-
mittee in a spirit of cooperation rather than
confrontation.”

MeCain and Lieberman have been among
the most active lawmakers who have acted
upon their belief that there is a relation
between violent entertainment product and
teen violence in the culture.

The senators have co-sponsored several

NEWS ANALYSIS

bills both this year and last that called for
either a task force to investigate violent prod-
uct and teen behavior or standardized label-
ing designed to help parents monitor what
their children purchase.

MeCain and Lieberman had initially pro-
posed legislation calling for the FTC probe
before the Columbine tragedy oecurred.

They also co-sponsored the 21st Century
Media Responsibility Act, which would have
required that products such as movies, video
games, and sound recordings carry stan-
dardized warning labels about violent con-
tent. Retailers would have had to enforce age
restrictions and would have received a
$10,000 fine for each stickered product sold to
a child. The bill never made it out of commit-
tee (Billboard, June 19, 1999).

The most recent McCain-Lieberman bill
was introduced this May. It would require
that products carry labels describing the
nature and intensity of violence and that they
have an age requirement for rent or purchase
(Billboard, May 27).

“Because of this report,” says the McCain
spokesman, “this hearing will be fundamen-
tally different from the questions asked in
earlier hearings. This report makes clear
that at the same time these industries have
said their rating systems protect kids, they’ve
spent hundreds of millions in advertising to
lure kids to buy this violent product.”

According to a source at the FTC, the
report is planned for release Sept. 11 and
“will be quite detailed and show that all of the
industries have been aggressively marketing
violent produet to children.” Other sources
say that the probe found that music labels

have not been as active as video game com-
panies and movie studios because they don't
employ advertising of such product on TV.

MecCain’s committee has potential subpoe-
na power to gather label and studio chiefs into
the hearing room to answer tough questions.
“It’s definitely one option, but we've never
used it,” says the McCain spokesman. “But
the USAir and United Airlines execs showed
up for a high-visibility hearing, and the Fire-
stone tire CEOs say they will testify at anoth-
er highly visible [House] hearing. One can
only assume that the CEOs of these [enter-
tainment] companies can find the time to
come.

“T ike I said,” adds the spokesman, “the best
thing these corporate CEOs can do is to testi-
fy in a cooperative spirit. Now is the time, and
here’s an opportunity to correct these business
plans. Otherwise, their credibility with the
public will surely be undermined.”

Lieberman’s family-values beliefs have
also led him to a sometime partnership with
Republican conservative William Bennett, an
alliance that has concerned many in the lib-
eral entertainment community who believe
that violent media is a reflection of, and not a
root cause of, violence in society.

But that perspective is hardly the only
one adopted by ecrities of violence in
media—particularly critics with a liberal
political stance. As stated in a Commen-
tary in Billboard (“Music Biz Has To Bear
Social Responsibility,” Aug. 5) by Lynne
Brody, executive director of Respond Inc.,
a metropolitan Boston agency assisting
battered women and children, “The influ-
ence of culture on violence is the reason I
am so disturbed to hear music critics and
record companies promoting artists whose
lyrics promote the rape, beating, and
humiliation of women. No, one violent song
does not cause a previously gentle man to
begin battering or raping his partner. But
taken in a larger cultural context, violent
songs reinforce stereotypes and behavior,
give permission for violence . .. and allow
those battering partners to minimize their
behavior. Especially when we consider the
target audience: young people who are still
learning the boundaries of male and female
behavior and who often emulate their
favorite musical artists.”

At the hearing, three things seem cer-
tain: Congress, in light of the FTC report,
is growing exasperated with the market-
ing strategies of the entertainment indus-
tries, particularly the movie studios and
video game business; the hearing room will
be packed to the rafters with media; and
George W. Bush, Dick Cheney, and their
handlers will be watching it all unfold on
C-SPAN.

M1V Returns To Japan With Net Start-Up @JapanMedia

BY STEVE McCLURE

TOKYO—A fter a two-year break, MTV
is re-entering the Japanese market. The
new MTV Japan, a 24-hour Japanese-
language music channel, is set for a Jan-
uary 2001 launch. Alone among major
music markets, Japan has been without
MTYV since January 1999, following the
end of MTV’s licensing deal with Pio-
neer Electronic-affiliated Music Chan-
nel Co.

This time around, MTV comes into the
Japanese market not as a licenser but in
partnership with Internet business hold-
ing company @ JapanMedia, formerly
@japan.com.

In April, @japan.com took over Music
Channel, which since the end of its deal
with MTV has been operating cable/

satellite musie TV channel Vibe (Bill-
board, April 8). MTV Networks is taking
an unspecified equity stake in Music
Channel.

ROEDY

RICCA

Asked why it has taken MTV two
years to return to Japan—the world’s
second-biggest music market —MTV
Networks executive VP Gregory Ricca
says it was a question of identifying the

right opportunity.

“We talked to a number of different
companies, and one of the things I'm
very pleased about is that we’re with a
new start-up company, and that’s the new
Japan, as far as I'm concerned,” Ricca
says. He adds that MTV’s partnership
with @JapanMedia will extend to the
Internet, “because you can’t ignore [the
Internet] in any market.” Ricca empha-
sizes that MTV plans to play a more
active role in the new MTYV Japan.
Details of the Internet offering have yet
to be announced.

Vibe president Tetsuo “Ted” Kara-
sawa has been named chairman of MTV
Japan and will serve as acting president
of MTV Japan until a managing director

(Continued on page 97)
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WORLD MUSIC

* WHO LET THE DOGS OUT
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53
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106
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* YOU SANG TO ME * MARC ANTHONY * COLUMBIA

96

ADULT TOP 40
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96
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* BOUNCE WITH ME
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% LOSER * 3 DOORS DOWN * REPUBLIC

97

ROCK / MODERN ROCK TRACKS
% LAST RESORT * PAPA ROACH * DREAMWORKS

t

97

TOP 40 TRACKS
* DOESN'T REALLY MATTER * JANET * DEF JAM / DEF SOUL

98

* TOP VIDEO SALES °
* ERIN BROCKOVICH * UNIVERSAL STUDIOS HOME VIDEO

88

DVD SALES
% ERIN BROCKOVICH * UNIVERSAL STUDIOS HOME VIDEO

88

HEALTH & FITNESS

% BILLY BLANKS: TAE-BO WORKOUT * VENTURA DISTRIBUTION

89

MUSIC VIDEO SALES
* AARON'S PARTY {COME GET IT) THE VIDEO
AARON CARTER ¢ JIVE/ ZOMBA VIDEO

85

RECREATIONAL SPORTS
* VAWF: TABLES LADDERS CHAIRS
WORLD WRESTUNG FEDERATION HOME VIDEO

89

RENTALS
% ERIN BROCKOVICH * UNIVERSAL STUDIOS HOME VIDEO

No. 1 ON THIS WEEK'S UNPUBLISHED CHARTS

CLASSICAL
% APPALACHIAN JOURNEY

YO-YO MA / EDGAR MEYER / MARK O'CONNOR * SONY CLASSICAL

88

CLASSICAL CROSSOVER

* VOICE OF AN ANGEL * CHARLOTTE CHURCH * SONY CLASSICAL

JAZZ
* WHEN | LOOK IN YOUR EYES * DIANA KRALL * VERVE

JAZZ | CONTEMPORARY
% FOURPLAY... YES, PLEASEl * FOURPLAY * WARNER BROS.

NEW AGE
* MY ROMANCE ¢ JIM BRICKMAN * WINDHAM HilL

Top Of Tue News

10 Arista Records enters info a
joint-venture agreement with
Jimmy Jam and Terry Lewis’ Fiyte
Tyme Records.

Artists & Music

12 Executive Turntable: Cyn-
thia "CJ” Harris is promoted o
senior VP of R&B promation for
Columbia Records.

16 Kandi offers sweet sounds on
her solo debut, *Hey Kandi.”

16 The Beat: British acts come
stateside with the Done & Dusted
four.

18 Boxscore: Dave Matthews
Band, Ben Harper, and Ozomatli
gross more than $4 million in
Foxboro, Mass.

20 Soundtracks and Film
Score News: “Steal This Movie!”
soundtrack features ail-star cast
reworking classic tracks from such
arfists as Bob Dylan and John
Lennon.

ARTISTS & MUSIC

JitL SCOTT: P 15

21 Popular Uprisings: Super-
generous makes serious noise with
self-titled debut on Blue Note
Records.

22 Reviews & Previews:

Albums from Jaci Velasquez,
Youssou N'Dour, and Benjamin

L

REVIEWS & PREVIEWS

JAGH VELASQUEL: P 22

Schmid are in the spotlight.

25 R&B: Changing Faces inviles
listeners to listen in with “Visit Me.”

26 Rhythm Section: Wyclef
Jean shows no signs of a sopho-
more slump with his latest debuting
at No. 3 on the Top R&B/Hip-Hop
Albums chart.

30 Dance: Junior Vasquez and
the Tri-City Singers team for a toe-
tapping, spirit-lifting remix.

32 Country: Fast-rising single
builds anticipation for John Michael
Montgomery’s newest set, “Brand
New Me.”

52 [n the Spirit: Donnie
McClurkin works hard fo quell
rumors and promote new projects,
including his latest Verity set.

52 Higher Ground: The 42nd
annual National Quartet Convention
looks to “Share The Joy” with its
inspirational sounds.

53 Jazz/Blue Notes: Koch flies
high with the launch of its “Bird-
land” series.

54 Pro Audio: Comfort is a high
priority at Westport, Conn.’s Pres-
ence Studios.

56 Songwriters & Publishers:
Nashwville publishers begin to
rework the way they do business.
57 Latin Notas: Daniela Mer-
cury lives and breathes the samba

on *Sol Da Liberdade.”

INTERNATIONAL

59 The Australian Labour Party
announces plans to parfially rein-
state parallel imports restrictions.
62 Hits of the world: Madon-
na's *Music” debuts atop five
international charts.

63 Global Music Pulse: The
Indian national anthem gets a
makeover courtesy of composer
A.R. Rahman.

MerCHANTS & MARKETING

81 Guitar Center rocks with
new click-and-brick strategy.

83 Declaration of Indepen-
dents: Ryko Distribution kicks back
at New Orleans sales convention.
84 Retail Track: Rhino’s sales
and video staff joins the WEA
family.

85 Child’s Play: Zany Brainy
will “Celebrate Friends” with a com-
pilation for kids.

86 Sites + Sounds: Universal's
eLabs debuts music programming
for broadband users.

87 Home Video: Studios look

to scare up sales by releasing hor-
ror titles on DVD.

PRUGRAMMING
94 Rock PDs question Arbi-
tron’s ability to properly survey for
their format.
97 The Modern Age: MxPx’s
Mike Herrera discusses the
joys of irresponsibility on

“Responsibility.”

99 Music Video: BET settles
into new New York digs with a
host of new music shows.

FeATURES
90 Classifieds
93 Update/Goodworks: Coun-
try stars prep fo lend their talents
to the Jerry Lewis Muscular Dys-
trophy Telethon.

A
RONI SIZE & DYNAMITE MC: P 30

- f
JOHN M. MONTGOMERY: P 32

107 Hot 100 Spotlight:
Madonna dances up The Bill-
board Hot 100 with her Iatest
single, “Music.”

110 Between the Bullets:
Nelly chalks up his third week at
No. 1 on The Billboard 200 with
*Country Grammar,” only the third
album to hit No. 1 all summer.

111 Billboard.com: What's
online this week.

112 Market Watch

112 Chart Beat: Janet and
Madonna evoke déja vu as they
reach No. 1 and No. 2, respective-
ly, on the Hot 100.

112 Homefront: Nothing But
Net's Jimmy de Castro is an-
nounced as keynote speaker for the
Billboard/Airplay Monitor Radio
Seminar & Awards.

BY CHRIS MORRIS

LOS ANGELES—“When I look at a list
of all the things I've done, it really does
blow my mind. I really did a lot of stuff and
nobody knows it,” Jack Nitzsche said in an
interview for “The Encyclopedia Of
Record Producers” (Billboard Books,
1999).

Nitzsche’s 40-year career in the record-
ing studios and sound stages of L.A. was
indeed a staggeringly versatile one, encom-
passing important work as a musician,
songwriter, arranger, and producer. And
for much of that career, he was a consum-
mate “inside guy”—well-known to indus-
try cognoscenti, virtually anonymous to the
public at large.

Nitzsche, 63, died Aug. 25 at Queen of
Angels Hospital in Hollywood. He suffered
cardiac arrest brought on by a recurring
bronchial infection.

Born in Chicago on April 22, 1937, and
raised in Michigan, keyboardist/gui-
tarist/saxophonist Nitzsche moved to L.A.
in the late ’50s. He was hired by Sonny

Bono, then an A&R man at Art Rupe’s Spe-
cialty Records, as a music copyist. He also
worked for a time at Capitol Records.

In 1962, Nitzsche became an integral
component of producer Phil Spector’s
_ potent “Wall Of Sound.”
He crafted arrange-
ments for a number of
Spector’s biggest, and
biggest-sounding, hits,
including the Ronettes’
“Be My Baby” and
“Baby I Love You,” the
Crystals’ “He’s A
Rebel,” Bob B. Soxx &
the Blue Jeans’ “Zip-A-Dee Doo-Dah,” and
the producer’s famed 1966 Pyrrhic victo-
ry, Ike & Tina Turner’s grand, commer-
cially doomed “River Deep, Mountain
High.”

In 1963, Nitzsche scored the only real hit
he ever had under his own name when his
moody orchestral number “The Lonely
Surfer” reached No. 39 on Billboard’s Hot
100 Singles chart, although a second Reprise

NITZSCHE

Artist/Praducer Jack Nitzsche Dies At 63

single, “Rumble,” reached No. 91. The fol-
lowing year, he co-wrote (with ex-employer
Bono) one of his most enduring songs, “Nee-
dles & Pins,” which charted in three differ-
ent decades in versions by Jackie DeShan-
non, the Searchers, Smokie, and Tom Petty
& Stevie Nicks (and was even covered by
punk group the Ramones).

During the ’60s, Nitzsche worked as an
arranger and producer for artists as
diverse as Bobby Darin, Doris Day, Lesley
Gore, Bob Lind, Tim Buckley, and Gene
McDaniels. He worked frequently as a
sideman for the Rolling Stones, contribut-
ing piano to such tracks as “Let’s Spend
The Night Together,” “Play With Fire,”
and “Paint It, Black.”

In 1966, Nitzsche released “Chopin ’66,”
which included pop arrangements of the tit-
ular composer’s work. (His later solo
release, 1972's “St. Giles Cripplegate,” was
an orchestral work recorded in the titular
English church.)

In 1967, Nitzsche wrote the string

(Continued on page 111)
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Featuring: INCUBUS with BIG PUN ® OZZY OSBOURNE & TONY
IOMMI with WU-TANG CLAN ¢ SUGAR RAY with
THA ALKAHOLIKS ¢ STATIC-X with DEAD PREZ * EVERLAST
with MOBB DEEP ¢ SEVENDUST with XZIBIT and many more...

e Loud Records presents over 18 gold and
multi-platinum rock and hip hop artists that
have collaborated to fuse rock and hip hop
together.

e Two hour MTV special to air Sept 24th 2000.

e #1 on R&R, Album Network and FMQB e Wbbegvz:asr “:::buj ng
Alternative Specialty Chart and in rotation early e P
at KROQ, KEDJ, WFNX, KXTE.

e Initial US shipment approaching 250,000 units.

e Massive Street Campaign in all major mar-
kets & on Ozzfest, Tattoo The Earth and Warped
Tours. Over 1,000,000 stickers and 250,000
sampler cassettes distributed.

e Online Chat with Wu-Tang Clan and System
Of A Down September 6th 9pm EST. Link
through www.loudrocks.com.

o US release through Columbia Records & dis-
tributed internationally through Epic Records.
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New Filings On Napster

NARAS, Others Offer 3rd-Party Briefs

BY EILEEN FITZPATRICK

LOS ANGELES—The Motion Pic-
ture Assn. of America (MPAA), the
National Academy of Recording Arts
and Sciences (NARAS), and retail
group the Video Software Dealers
Assn. are preparing to file or lend
their name to amicus curiae or
“friend of the court” briefs in the
Napster appeal now with the 9th U.S.
Circuit Court of Appeals in San
Francisco.

The National Assn. of Recording
Merchandisers says it is also review-
ing the issue and has not decided on
a course of action, according to a
spokesman.

NARAS, which submitted an affi-
davit in the original copyright-in-
fringement lawsuit filed by the Re-
cording Industry Assn. of America
(RIAA) last December, will file its
amicus brief shortly, according to a
spokesman for the organization.

On Aug. 25, the Consumer Elec-
tronics Assn., the Digital Music Assn.
(DiMA), and lobbyist NetCoalition
each filed friend-of-the-court briefs
saying that Napster’s music file-shar-
ing technology must be compared
with the Supreme Court’s 1984 Sony
Corp. vs. Universal City Studios case,
which requires new technologies to
be judged on whether they have sub-
stantial “non-infringing uses.”

In addition, DIMA’s brief cites the
1998 Digital Millennium Copyright
Act “safe harbor” provisions that
limit the liability of service providers.

The 9th Circuit has scheduled oral
arguments for Oct. 2, and the RIAA
will file its response to the appeal on
Friday (8). The MPAA is expected to
file its amicus brief around the same

day as the RTA A’s response.

Napster won a stay of a prelimi-
nary injunction on July 28 following
an order issued by U.S. District
Judge Marilyn Hall Patel on July 26.

Third-party friend-of-the-court
briefs are common in landmark cases,
and if written well they can sway a
court’s ultimate decision, according to
San Francisco copyright attorney
Fred von Lohmann of Morrison &
Foerster.

“A third party makes it clearer to
the court how important a case is,
and it carries weight,” von Lohmann
says. “With parties less directly in-
volved, it lets the court know there’s
more at stake than one online digital
music company.”

The briefs don’t take sides [

in the case but are meant to *
offer a different perspective.
“If persuasive, these briefs &%
can be powerful stuff, but the
briefs of each of the parties
are supposed to be the most
important,” von Lohmann
says. :

He speculates that the §
Internet groups filed to
encourage the court to keep
its decision as narrow as pos-
sible. “They don’t want the
court to chill other compa-
nies.”

Von Lohmann also points
out that in an appeals case no
witnesses are called and that
the primary source of infor-
mation the three-judge panel
will have is from briefs. “An
appeal is an isolated experi-
ence, and the process is dom-
inated by paper,” he says.

Arista Teams Up With Fyte Time

BY GAIL MITCHELL

LOS ANGELES—Managers of
Arista acts are calling the label’s
new joint venture with Jimmy Jam
and Terry Lewis’ Los Angeles-based
Flyte Tyme Records a wise business
decision.

“Jimmy and Terry are phenome-
nal producers. I worked with them
when I worked with Boyz II Men,”
says Mark Singleterry, who manages
LaFace/Arista act Pink. “[Arista
president/CEO Antonio] ‘L.A. Reid
is very smart bringing such prolific
producers to the table.”

“I think it’s a cool idea,” echoes
Terry McBride, manager of Arista
acts Sarah McLachlan and Dido.
“They have a great reputation, and
I think it’s a smart move.”

Governors and Saviors. VH1 Save the Music Founda-
tion recently received the 2000 Governors’ Award from
the Academy of Television Arts and Sciences for its exten-
sive campaign to help reintroduce music education into
public school curriculums, providing instruments and
materials needed to restore programs. Pictured accepting
the award, from left, are Tom Freston, chairman/CEO of
MTV Networks; John Sykes, president of VH1; and Bob
Morrison, executive director of VH1 Save the Music.

The exclusive three-year deal calls
for Arista to assume all marketing,
promotion, sales, and distribution
for Flyte Tyme. In addition to pro-
ducing artists for Flyte Tyme, Jam
and Lewis will produce acts on
Arista and its affiliated labels.

The duo—whose production cred-
its include recordings by Mary J.
Blige, Mariah Carey, and TLC, as
well as Janet’s Billboard Hot 100 No.
1 single “Doesn’t Really Matter”—
Jjoins Kevin “She’kspere” Briggs and
other noted producers as members of
the Arista family.

“This is a dream come true,” says
Reid. “Because of Jimmy Jam and
Terry Lewis’ unquestionable track
record over the last 15 years and my
tremendous respect for them, it’s
been my lifelong goal to work
with them. They’ve proven
they can stand the test of
time and have always made
records that cross over well.”

Prior to launching Flyte
Tyme Records in 1997
I through Universal, Jam and
i Lewis created Perspective
Records in 1991. The A&M-
distributed label was home to
Sounds Of Blackness, Mint
Condition, and Solo. During
¢ its association with Univer-
sal, Flyte Tyme released
“Album” by Angel Grant in
1998 as well as the “How
Stella Got Her Groove Back”
soundtrack the same year.

“This continues to build
Arista in the R&B and pop
genres,” adds Reid. “And that’s
the goal: to increase our ability
to attract talent and find mate-
rial for our artists. When I
came to the company, there

BY RAY WADDELL
NASHVILLE—“Pick Of The Lit-
ter,” a septet of reissues due Sept. 19
on the Sony Nashville/Lucky Dog
imprint, is being positioned and mar-
keted as a set of influential precur-
sors to the current alt.country/roots
music movement.

The first-time project is also
designed to add some beef to Lucky
Dog, still in its puppyhood, with artists
Jack Ingram and Charlie and Bruce
Robison currently signed to the label.

The seven reissues include critical-
ly acclaimed works from Rodney
Crowell (“Keys To The Highway,”
“Life Is Messy”), Billy Joe Shaver
(“Salt Of The Earth”), Marty Stuart
(“Let There Be Country”), and Joy
Lynn White (“Between Midnight &
Hindsight”), as well as compilations
from the O’Kanes (“The Only Years”)
and Shelby Lynne (“Epic Record-
ings”).

“When we first started Lucky Dog
a couple of years ago and brought in
Charlie, Bruce, and Jack, we knew we
wanted to flesh it out some with the
catalog and make it a real label,” says
Dale Libby, Sony Nashville VP of
sales. “Given the mission of Lucky
Dog to sign these type artists, and in

Lucky Dog Offers “Pick Of The Litter’ Reissues

Sony Imprint To Market Sets From Rodney Crowell, Shelby Lynne, Others

going through the vaults, I started to
realize that albums like Rodney Crow-
ell’s ‘Keys To The Highway’ could
stand up against any Americana
artist’s records today.”

RODNEY’S DOGS
With two releases in the first “Pick
Of The Litter” batch, Crowell is

CROWELL

pleased his past records are receiving
renewed focus but stops short of say-
ing either release is among his best
work. “Parts of ’em are worth anoth-
er look,” Crowell says. “The good
thing about [the reissues] is I don’t
have a copy of ‘Life Is Messy,” so now
I can go out and buy one.”

Crowell says “Keys To The High-
way"” (1989) could have been a better
record if he hadn’t felt pressure to
quickly follow up his highly successful
“Diamonds And Dirt” record (1988).

“I let myself be bullied and regretted
it,” says Crowell. “Parts of [“Keys”] I
liked, and parts of it I would rather
have been scrapped. It could’ve been a
really good record if I hadn’t allowed
myself to be rushed.”

He cites “My Past Is Present,” “If
Looks Could Kill,” and “Many A
Long And Lonesome Highway” as his
favorite cuts on “Keys.” Crowell adds
that both that album and the later
“Life Is Messy” (1992) are “me try-
ing to paint by numbers at the time.
To me, ‘Life Is Messy’ is a bit better
piece of work, born out of its own cir-
cumstances. Overall, I think you could
go through all the records I made at
Columbia and compile what I would
call a pretty damn impressive piece of
work.”

Among the notable cuts on “Life Is
Messy” is “What Kind Of Love,” with
songwriting credits for Rodney Crow-
ell, Will Jennings, and the late Roy
Orbison. Crowell says that Orbison
was dead before the song was written
but had previously committed the
melody to tape, from which the other
two writers composed the song.

“Will and I were careful to try and
write a very good song from [Orbi-

(Continued on page 107)

was the Melisma deal with Matt Ser-
letic that we’re excited about and
working hard to continue to develop.
Among those also here are, of course,
Babyface, Jam and Lewis, Briggs,
Sean Combs’ Bad Boy, and Divine Mill
with producer KayGee, responsible
for bringing Next and Naughty By
Nature. We're stacking up all the best
producers in the world here.”

Initial artists and projects under
the new Flyte Tyme/Arista umbrel-
la will be announced in the coming
weeks, says Flyte
Tyme’s Jam. “As
great as the idea is
of signing with
Arista,” adds Jam,
“what means more
is signing with a
company that L.A.
Reid is running.
The parallels in our
careers are significant: growing up
in the Midwest, our long respective
partnerships. We're looking forward
to working with L.A. and Arista.”

Longtime Flyte Tyme president
Gwen Irby joins Jam and Lewis at
Arista.

In addition to Flyte Tyme
Records, Minneapolis-based Jam and
Lewis operate Flyte Tyme Produc-
tions, the Flyte Tyme recording stu-
dios, and their own music publishing
companies. The companies remain
separate from the Arista deal.

Asked if similar joint ventures
are in the offing, Reid says,
“We're looking to grow the roster
but not necessarily through
[more] big deals such as these.”

JAM AND LEWIS

Assistance in preparing this story
was provided by Melinda Newman
in Los Angeles.

American Driginals Showeases
songwriters From Bluebird Gafe

BY DEBORAH EVANS PRICE

NASHVILLE—For nearly 20
years, Nashville’s famed Bluebird
Cafe has been a mag-

already signed to be part of the next
wave of releases due out in January.
The label plans to issue between 10

and 15 “Live At The

net attracting stellar
performances from a

Amy Kurland

Bluebird” eollections
each year.

who’s who of aec- “[My goal] for
claimed songwriters. e has a American Originals
With the Sept. 12 y has always been to
launch of the “Live At devOtzon and be a singer/song-
The Bluebird” series, respectfor writer label like

those performances
will be available on CD
for the first time via
New York-based label
American Originals.
The series, a joint
venture between
American Originals
and the Bluebird Cafe,
will kick off with
releases by Michael
Johnson, Angela
Kaset, and Fred
Knobloch and Jelly
Roll Johnson. The

artists that I've
only seen a few
times.
Nashville is
blessed to have
her and the
Bluebird’

- PHIL KURNIT -

Lifesong was,” Kur-
nit says, referring to
the label he started
in the 1970s with
Terry Cashman and
Tommy West. Kur-
nit currently heads
up Metrostar and
Winthrop Records.
American Originals
is a joint venture
between Winthrop
Records and South-
bound Music Group.

“My partner, Len

series will be distrib-
uted by Koch Interna-
tional.

According to American Originals
president Phil Kurnit, Don Schlitz,
whose credits include Kenny
Rogers’ hit “The Gambler,” is

Handler, introduced
me to [Bluebird own-
er] Amy Kurland,” he adds. “She
has a devotion and respect for
artists that I've only seen a few
times. Nashville is blessed to have

(Continued on page 111)
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CINCINNATI—John Mellencamp
fans seem to know a good thing when
they see it, and the artist himself con-
curs, judging from continuing
response to his free Live in the
Streets: The Good Samaritan Tour.
The impromptu road trek was ex-
tended to four more cities (Cincinnati,
Atlanta, Nashville, and the rocker’s
hometown of
Bloomington,
Ind.) following an
initial series of
six  surprise
shows (“Mellen-
camp’s Acoustic
Samaritans,” &
Music to My
Ears, Billboard,
Aug. 26) that
kicked off Aug.
11 before a star-

Mellencamp and musicians in Atlanta.
(Photo: William Berry/AJC)

Mellencamp Extends
Impromptu Free Tour

lencamp took on the mini-tour, accor-
dionist Mike Flynn from Indiana
band Old Pike and fiddler Merritt
Lear from Chicago group Butterfly
Child, have likewise had to adapt to
the impromptu nature of the process.

“I thought we'd be playing 10 songs
of John’s and there'd be the same set
list every show with the same parts for

me,” says Lear.
+ “Butwhen I gotto
the first rehearsal
Iwas told by John
to ‘go nuts,’ basi-
cally. For even the
few songs of his
we tend to play,
like ‘Pink Houses,’
I've been instruct-
ed to improvise as
much as possible.”

“We're just

tled throng of
400 in Philadelphia’s Rittenhouse
Square, with the crowd size swelling
to 15,000 by the time it surfaced in
Chicago Aug. 21.

Fueled by clues placed on his Web
site and duly recirculated by radio sta-
tions in the designated cities (includ-
ing Boston, Pittsburgh, and Cleve-
land), the size of expectant audiences
for the hourlong lunchtime busking
ranged from 3,000 in Nashville to
7,000 in Cincinnati Aug. 25 and 8,000
in Atlanta, with the Bloomington
finale on Aug. 31 drawing over 10,000.

Asked in Ohio why he extended the
tour, Mellencamp tells Billboard Edi-
tor in Chief Timothy White, “It’s
been too much fun to stop, and I had
a little more unscheduled time this
summer, so what the hell? Let’s face
it, I've spent over 20 years in the
grind of corporate obligations to play
orrecord, and I just wanted to break
the mold and get out of the box. I
mean, let’s just have fun, with no tick-
ets, no sound checks, no T-shirt
booths. Music outdoors with no cash
changing hands, what a concept!”

The two main accompanists Mel-

making it up as
we go,” adds a grinning Flynn, who
ad-libbed new lyries to the old Dono-
van/Animals classic “Hey Gyp” when
Mellencamp turned the mike over to
him during the performance in Cin-
cinnati’s packed Fountain Square.
Fans appeared to enjoy every off-
hand aspect of the program, but
press coverage along the trail has
ranged from buoyant to bewildered,
with The Cincinnati Enquirer noting
that “it’s an unprecedented tour for
an artist who remains a major con-
cert draw even though modern rock
radio doesn’t play his new music.”
(For the record, Mellencamp has
never once appeared on Billboard’s
Modern Rock Tracks radio chart
since its inception in the issue dated
Sept. 10, 1988, but he has remained a
staple on the Mainstream Rock
Tracks chart since it started in 1985.)
“Basically, the musie fans of all
ages who've come to these shows are
Jjust people in motion every day, and
I guess that includes me,” says Mel-
lencamp. “Our culture is in constant
motion and change, and I just want
(Continued on page 111)

EXECUTIVE

RECORD COMPANIES. Cynthia
“CJ” Harris is promoted to senior
VP of R&B promotion for Colum-
bia Records in New York. She was
senior national director of R&B
promotion.

Brian Shafton is promoted to
VP of sales for Priority Records in
Los Angeles. He was director of
sales, West Coast region.

Susan Jacobs is named VP of
publicity for Sony Classical in New
York. She was co-president of
Kahn & Jacobs Public Relations
and Marketing.

Lisa Hirsch is promoted to
senior director of artist relations
for Universal Records in Los An-
geles. She was associate director
of artist relations.

Tony Hicks is promoted to sen-
ior director of urban promotion for
Restless Records in Los Angeles.
He was national director of urban

HARRIS SHAFTON

promotion.

Virgin Records promotes Jason
McFadden to national promotion
director in New York. Virgin
Records also names Tyson Haller
national manager of college pro-
motion in New York. They were,
respectively, a New York regional
promotion rep and national coordi-
nator of college promotion and
marketing for Elektra Entertain-
ment.

Bonnie Fedrau is named direc-
tor of A&R for Zomba Records

TBA Quietly Turns Into Powerhouse

Entertainment Co.’s Newest Ventures Include Web/TV Series

BY RAY WADDELL

NASHVILLE—While SFX has been
attracting the lion’s share of attention
on the event production front for the
past few years, TBA Entertainment
Corp. has quietly become one of the
strongest and most diversified enter-
tainment companies in the industry; pro-
ducing more than 3,000 events annually.

The main catalyst for TBA's growth
has been the company’s ability to join
the creative and corporate communities
in ways that work for both.

The most recent announcement
from TBA, headed by entertainment
business entrepreneur Thomas Jack-
son ‘Jock” Weaver 111, was for the
upcoming “Music In High Places”
Internet and television series. The
venture, sponsored by Radio Shack,
RCA, and MSN, features musical
artists in adventures/performances at
exotic locales. It kicks off Oct. 6 with
Alanis Morissette at the Navajo
Nation’s Canyon de Chelly National
Monument in Arizona.

“Music In High Places” is the lat-
est in a string of high-profile, corpo-
rate America-supported events from
TBA. Just this year TBA produced the
Hard Rock Cafe Rockfest near Chica-
go presented by Oldsmobile and the
25-date Montreux Festival tour pre-
sented by Oldsmobile Aurora.

Additionally, TBA has a corporate
entertainment division, a highly active
fair division, a management division
that represents acts ranging from
Brooks & Dunn and Kathy Mattea to
Point Of Grace and Nine Days, and a
marketing arm that has been on the
forefront of hooking up concert tours
with promotion-minded corporations.

When the company’s special events
(1998 Goodwill Games opening and
closing celebrations), television (pay-
per-views for Bad Company and Merle
Haggard), and merchandising efforts
are considered, TBA emerges as one of
the most active and broad-based enter-
tainment companies.

TODAY'’S TBA VISION
The mastermind of TBA's strategy
and growth is chairman/president/
CEO Weaver. A financial magnate

TURNTABLE

JACOBS

HIRSCH

Canada in Toronto. She was an
A&R manager for EMI Musiec
Canada.

Gizelle Galang is named direc-
tor of business and legal affairs
for the Island/Def Jam Music
Group in New York. She was an
associate at L. Londell McMillan
PC.

Shannon McSweeney is pro-
moted to director of marketing
services for Artemis Records in
New York. She was manager of
A&R.

turned president of Hard Rock Inter-
national ple, Weaver deftly parlays
lessons learned from both worlds into
his vision for TBA.

Weaver says his original concept for
what became TBA Entertainment was
to build a broad-based entertainment
company with numerous fixed assets,
using entertainment to drive the train.

“We soon saw that our entertain-
ment assets were experiencing signif-
icantly greater growth, so we made
the decision to sell all of our fixed
assets and focus on growing the enter-
tainment side of the business,”
explains Weaver. “Since that time

ENTERTAINMENT CORPORATION

we've been growing our revenues at
double- and triple-digit rates and have
come from a setup company with vir-
tually no revenues or assets to a com-
pany with $80 million-$100 million in
[annual] revenue.”

Such growth came from a narrow
focus on creating a niche for TBA,
Weaver says. “What we really do that’s
very different from most everybody
else in the industry is specialize in link-
ing the creative community with the
corporate community and by doing
that producing some of the largest and
most successful programs in history,”
he observes.

And, while SFX has attracted all the
attention with its aggressively acquis-
itive stance, TBA has been mostly
under the radar in becoming an enter-
tainment force in its own right.
“SFX—and other companies—invest-
ed large amounts of capital in brick and
mortar, and the investments we’ve
made have been in human capital,”
says Weaver. “In all of the operations
we acquire we're investing in people
and in creating a pure service play, as
opposed to brick and mortar.”

While TBA has produced large
tours, including Page & Plant and sev-
eral big country names, the company
is not in a risk-taking position as a pro-
moter. Instead, it brings corporate
America on board to underwrite costs
and remains highly flexible, which
Weaver considers a competitive edge.

Is there a point where the artistic
side can clash with the corporate side
and where marketing can reach criti-
cal mass with the consumers? Weaver
thinks the line is there but doesn’t
think TBA has crossed it.

“There is a significant amount of
commerecialization in the marketplace,
and we think a lot of it goes beyond a
level of integrity that should be main-
tained,” says Weaver. “If you push
commerecialization too far, you will not
move your targeted constituency the
way you want to.”

PRIVATE PARTIES

Much of TBA's linking of art and
commerce is in internal corporate
events. These aren’t the company par-
ties of yesteryear.

“As companies’ work forces reach
the 35-45 age, they’re no longer want-
ing the Temptations and Neil Sedaka;
they’re wanting Lenny Kravitz and
Sheryl Crow;” says Greg Janese, exec-

utive VP at TBA. “From the artists’
side of it, there is no question more and
more are open to playing private cor-
porate events. They don’t have to
worry about percentages and ticket
sales—they just come in and play their

Besides the aforementioned acts,
TBA'’ artist management division now
represents Chely Wright, Gary Chap-
man, Jerry Kilgore, Jaci Velasquez,
Wayne Watson, 4HIM, FFH, Scott
Krippayne, Petra, and Jay Johnson.

“Artists that are developing careers
need a [management] company that
can negotiate record contracts and
other business aspects but also can
secure corporate sponsorships and
endorsement situations,” says Janese.
“As often as is appropriate, we utilize
our artist management clients for
these purposes.”

UNPLUGGED IN HIGH PLACES

“Music In High Places,” the 12-
episode music and travel series, will
debut on international satellite service
DirecTV and at Microsoft’s MSN.com
Web portal (BillboardBulletin, Aug.
29).

The artists will perform “un-
plugged” at various scenes on their
“adventure,” according to Mare
Oswald, co-executive producer of the
series for TBA. “It's almost like a long-
form music video,” Oswald explains.
“It's not really a concert, more like a
series of acoustic performances.”

Morissette’s performances in front
of Native Americans were unique,
Oswald says. “Her presence and inter-
action with the Navajo was nothing
short of sacred in itself,” he says. “The
way she deals with people blew me
away.”

Oswald says producers are cur-
rently in discussions with some 50
“major” acts to take part in “High
Places,” including rock, R&B, pop,
Latin, and country performers.

The MSN Webcasts will be en-
hanced with additional content, and
the site will also sell “Music In High
Places” branded merchandise, from
which a portion of proceeds will bene-
fit the Grammy Foundation.

Oswald says the series will feature
an “intense” Internet component, to
begin Oct. 18. “The experience on the
Internet is second to none,” he says.
“The Internet is a huge part of this
series.”

TBA is working with Tall Pony Pro-
ductions and Innovative Media Pro-
ductions in producing, and plans call
for a cable network launch in January
2001. “It will be something on basic
cable, likely one of the music chan-
nels,” says Oswald. “We're talking to
all of them.”

“Music In High Places” was con-
ceived by Innovative producer and
marketing exec Parvene Michaels,
who sought out TBA to lead the spon-
sorship and co-produce the event.
Brian Murphy and Oswald of TBA,
Anthony Eaton of Tall Pony, and
Michaels will serve as executive pro-
ducers of the series.

TBA currently has offices in Los
Angeles, New York, and Nashville.
Sources say the announcement of a
major presence by TBA in London and
other European markets could be
forthcoming.
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Showcase Nightclub

There’s nothing worse than playing at a casino to a bunch of blue hairs. Oh sure, they’re energetic, if you catch
them right after their afternoon nap. And forget about holding lighters up during the ballad — their oxygen tanks
might explode. But that’s not the case here. Our fans are young, hip and unbelievably enthusiastic about showing
their appreciation to the big stars who play here. Add to that a state-of-the-art sound system, attentive staff and
intimate venue and you’ll begin to understand why artists like Vince Gill, Julio Iglesias, Ray Charles, Joe Cocker,
Chicago, Faith Hill and Olivia Newton-John are just a few who have experienced the thrill “onsnsnon )
of performing in front of our fans. Call Randy Wright at Integrity Events — 615-777-5766. —=CASINO-HOTEL>~

Horseshoe Casino & Hotel ¢ Tunica, Mississippi e (just 12 miles south of Memphis, TN)
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LATIN MUSIC
6 PACK V

Billboard’s fifth edition of the
Latin Six Pack spotlights Puerto
Rico. We'll take a look at this
hotbed of talent and the
influence the country has had
on the international music
scene. Also, a look at Puerto
Rican boy bands, the most
successful Puerto Rican artists
in the Spanish market and the

year-to-date Latin charts.
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LOS TIGRES DEL NORTE - Issue Date: Oct 21 ® Ad Close: Sept 26
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GEORGE WEIN 75TH BIRTHDAY TRIBUTE

Billboard is proud to honor George Wein on his 75th birthday and on the 50th anniversary of Festival Productions!
On October 7th we'll chronicle the amazing success and future plans this dynamic impresario.
Plan now to be a part of this very special issue of Billboard Magazine!

TOWER SUNSET

30TH ANNIVERSARY

Billboard marks the 30th anniversary
of Tower Sunset and the 40th
anniversary of Tower records with
a special tribute to this cornerstone
of record retailing. We'll trace the
company'’s history from its inception
through the opening of the Sunset
store to the present. Don't miss
your chance to be part of this
very special tribute!
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NEW FACE OF RADIO

i changing every day. Billboard
navigates radio’s changing
landscape with a look at the new
programming guidelines, the
wide range of non-traditional
ways of presenting radio and the
new directions formatting might
take to attract new listeners.

ISSUE DATE: OCT 14
AD CLOSE: SEPT 19

Andy Anderson 646.654.4692
aanderson@billboard.com

i

1 Consolidations, Internet radio,
4 digital rights, new revenue
| pressures...the state of radio is
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Carter’s Violin Reverberates With ‘Motor Gity’ Jazz On Verve

BY STEVE GRAYBOW

NEW YORK—Detroit, the home of the
automobile industry and the birthplace
of Motown, has been indelibly stamped
into the American consciousness as an
incubator for ingenuity. Along with
such artists as Stevie Wonder and
Marvin Gaye, the city boasts jazz leg-
ends Thad Jones, Milt Jackson, and
Barry Harris among its native sons.

It can also brag of violinist Regina
Carter, who fetes the music of her
hometown on “Motor City Moments”
(Verve, Sept. 19). Along with composi-
tions by Wonder, Gaye, Jackson, Jones,
and Harris, Carter interprets Alex
North’ “Love Theme From Spartacus”
(itself recorded by Detroit native Yusef
Lateef), along with a piece by saxo-
phonist Lucky Thompson.

Carter penned two compositions
found on “Motor City Moments,” the
melancholy “Forever February” and
the blues “Up South,” written and per-
formed with guitarist Russell Malone.

“T wanted to dedicate something to

Letting ‘Dogs Out’ Benefits Baha Men
As §-Gurve Single Drives U.S. Success

[blues guitarist] John Lee Hooker,”
explains Carter. “Russell is from the
South, and he grew up playing that
kind of blues. Most people in Detroit
migrated from somewhere else, so in
many ways the community just moved
up South.”

At age 16, Carter discovered jazz.
“The problem with playing in a sym-
phony”—Carter’s résumé includes a
stint with the Detroit Civic Symphony
Orchestra—“was that I would be a
soloist with the orchestra, and I want-
ed to be out front,” she says with a
laugh. “At first, I didn’t know what jazz
was or what my role in it could be, but
I knew I wanted to be a part of it.”

Despite her enthusiasm, Carter’s ini-
tial introduction to jazz was less than an
epiphany. “No one taught jazz violin, and
my teachers didn’t know what to do with
me,” she recalls. “I went to the music
store and bought Ornette Coleman, Eric
Dolphy, and Miles Davis albums, and I
was really turned off. I felt jazz was
something I couldn’t handle.”

Thanks to a sympathetic big-band
teacher at Michigan’s Oakley Universi-
ty, Carter began to develop her own
voice on her instrument. Eather than
listening to the scant handful of existing

o

CARTER

jazz violinists, her teacher instructed
her to listen to horn players and placed
her in the school band’s saxophone sec-
tion. There, Carter began transposing
alto saxophone parts to the violin. She
also began listening to jazz vocalists,
learning to phrase and let her notes
breathe like a singer would.

Now, Carter holds jazz education
clinics when she tours, showing people

‘“where the written music stops and the
improvisation starts and how jazz is a
living, breathing conversation between
the musicians. I think that if more peo-
ple understood jazz, more people would
come to the shows and buy the music,
because they would not be so intimi-
dated,” she says.

Verve senior VP of sales Michael
Kauffman calls Carter “a dynamic live
artist” and notes that “getting people to
see her in person is key to promoting
the new record.” Along with jazz ctubs,
Carter typically expands her audience
by playing live dates for subscription-
based performing arts centers and
plans to augment her upcoming tour
with in-store appearances.

Verve will extensively promote the
album in and around Detroit, partner-
ing with such Michigan-based outlets
as Harmony House and Borders Books
& Music.

Tracks from “Motor City Moments”
will also be placed on 50,000 free sam-
pler CDs distributed by the General

Mills cereal company to its consumer
base and will be included on 1 million
CD-ROMs given away by Infiniti auto-
mobiles in conjunction with Excite.com.

According to Suzanne Berg, senior
VP of promotion for the Verve Music
Group, jazz radio will be serviced with
the entire “Motor City Moments”
album, with emphasis on the tracks
“Don’t Git Sassy,” “Don’t Mess With
Mr. T” “Forever February,” “Higher
Ground,” and “Up South.”

“Jazz radio needs to go deep on a
record,” explains Berg.

“Regina’s last record [1998's “Rhy-
thms Of The Heart” (Music to My
Ears, Billboard, April 3, 1999)] sold
very consistently and continues to sell
based on word-of-mouth, radio, and
touring,” notes Jessica Sendra, jazz
buyer for Borders. “This record has
the potential to do double or triple the
sales of the last one, and we plan to
work closely with Verve to spread the
word about this very talented and orig-
inal musician.”

Word-0f-Mouth Boosts Album Sales
For Hidden Beach’s ‘Who Is Jill Seott?’

BY CARLA HAY

NEW YORK—A fter a series of ups and downs
in their career, Baha Men have achieved a main-
stream U.S. breakthrough with their unique
blend of Caribbean rhythms and hip-hop. The
group—named after its home country of the
Bahamas—is getting
attention for its fourth
U.S. album, “Who Let
The Dogs Out” (S-

Curve/Sheridan

Square/Artemis Rec-

BAHA MEN ords). Sales for the al-

bum are being fueled

by exposure for the title track, according to
industry observers.

Released July 25 in the U.S., “Who Let the
Dogs Out” debuted at No. 21 on the Heatseekers
chart in the Aug. 19issue. The album rose to No.

1 on that chart in the Aug. 26 issue and then
reached Heatseekers Impact status when it
rocketed from No. 103 to No. 59 on The Billboard
200 in the Sept. 2 issue. This issue the album is
at No. 35.

s
NPT

The song “Who Let The Dogs
Out” is shaping up to be one of
the more popular party-and-
sports anthems of the year,
due in large part to aggres-
sive marketing of the song
to various sports organiza-
tions.

“We knew that the song was
going to have tremendous youth appeal,” says
Artemis executive VP Michael Krumper. “And
we knew the song would make a great theme
song for athletic events.”

(Continued on page 92)
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BY CARLA HAY

NEW YORK—“Who is Jill Scott?” is a ques-
tion that more people are getting the answer
to, as the jazz-influenced R&B singer finds
a growing audience. Industry professionals
are saying that powerful word-of-mouth sup-
port is the driving
force behind a re-
cent increase in
sales for Scott’s de-
but album, “Who Is
Jill Scott? Words
And Sounds Vol. 1”
(Hidden Beach/Epic

SCOTT

Reccrds).

Released July 18, Scott’s album bowed at
No. & on the Heatseekers chart in the Aug. 5
issue. In the Aug. 26 issue, the album peaked
at No. 2 on that chart. Scott’s album reached

Heatseekers Impact status in the Sept. 2
issue when it jumped from No. 109 to No. 94
on The Billboard 200. This issue, the album is
No. 64 on that chart.

Scott believes a large part of her appeal is

because “I wrote this album like
a human being. I sing like a
black woman. I didn’t talk
about what everyone else is
talking about. If the people
who hear my album don’t
share my experiences, at
least they understand.”

The Philadelphia-based
singer adds, “I also still leave something for
my concerts, so when I perform the songs it’s
something different.”

Hidden Beach president/CEQO Steve Mc-

(Continued on page 92)
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Hit Songwriter Kandi Ilelmts As An Artist On Golumbia Set

BY LARRY FLICK
NEW YORK—Kandi is ready for
her close-up.

After erafting a string of hits
by other acts, most notably TLC’s
“No Serubs” and Destiny’s
Child’s “Bills, Bills, Bills” (both
No. 1 records), the charismatic
young woman is gunning for
deserved recognition as an artist
in her own right. She makes a
solid case for her cause on her
stellar Columbia debut, “Hey
Kandi,” due Sept. 26.

Bolstered by the singer/tune-
smith’s continued collaboration
with longtime creative partner
Kevin “She’kspere” Briggs, the
collection is rife with the kind of
cutting-edge hip-hop rhythms
and candy-sweet hooks that radio
programmers currently require.
Cuts like the rising first single,
“Don’t Think I’'m Not,” gain a
unique edge from lyries that
offer more than standard,
romance-rooted fodder. They tell
relatable tales in real terms from
the perspective of 2 woman who
is no shrinking violet.

“I respect strong women who
lay it out, with no beating around
the bush,” Kandi says. “That’s
the kind of woman I’'ve always
been, particularly when it comes
to relationships. That raw hon-
esty and strength is at the core
of every song I write.”

No doubt. And for proof, all one
needs to do is investigate tunes
like “Talkin’ Bout Me,” on which
the artist “talks about the good
side of relationships. I love that
song because it communicates
how nice a woman ecan be with a

man. But there’s also a definite
edge there that says, ‘Don’t cross
me, because I will cut you.””

Given her creative potency, it’s
hard to believe Kandi’s admission
to initially being “momentarily
frozen” while trying to cook up
material. “I hit the wall,” she
says. “I eame up empty. The pres-
sure was so intense. The expec-
tations for this record were
super-high.”

But the artist eventually trust-
ed herself to simply let the words
and musie flow. “I just got down
to tellin’ stories . . . on myself, on
my friends, whatever,” she
recalls. “Once we got rollin’, the
fear lifted. I got back to trusting
myself and my gift.”

Now it’s Columbia’s turn to
deliver on that gift. According to
Quiney Jackson, associate direc-
tor of product marketing at the
label, the approach to “Hey
Kandi” has been similar to that
for a rap project. “We started
underground, letting it swell up,”
she says.

Early exposure for Kandi’s solo
career has come via the inclusion
of the skittling, beat-smart gem
“What I'm Gon’ Do To You” on the
rap-laden soundtrack supporting
the film “Big Momma’s House.”

“Now that we’re solid at street
level, we're broadening the scope
to include the mainstream pop
and R&B worlds,” Jackson says.

That expansion includes issu-
ing a slick videoclip for “Don’t
Think I'm Not,” directed by Billy
Woodruff. It is currently getting
active airplay on BET and the
Box, and MTV has recently

KANDI

added it.

In addition to the standard
round of press, radio, and retail
visits, Kandi has spent much of

the summer on the road, playing
clubs and several R&B/hip-hop-
leaning festivals. The label is
mulling over several touring
options for autumn.

The artist is also preparing to
spend a portion of the fall
trekking through the U.K. and
continental Europe, where the
album will be released in Decem-
ber. Columbia is also leaning
toward issuing a softer, more
downtempo tune as the first sin-
gle there. “Easier,” a soulful duet
with Faith Evans, is among the
candidates.

“It’s such a great song, and it’s
certainly one of the songs we’re
considering for single release
here, too,” Jackson notes. “We're
extremely fortunate in that we

have a wealth of ineredible mate-
rial to work with.”

Although Kandi should be used
to such accolades, she isn’t yet.
“It’s always a little bit of a jolt to
realize that people are speaking
so highly of me,” she says. “It
only gets deeper as the songs get
bigger.”

Kandi’s name may not ring an
instant memory bell to many, but
her musie has amassed a legion of
fans over the past five years. For
starters, she’s a founding member
of Xscape, whose successful late-
'90s spree of hits—including the
million-sellers “Can’t Hang” and
“Feel So Good”—blazed a trail for
current girl-group darlings Des-
tiny’s Child.

(Continued on page 20)
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You're never far from exceptionally good company.

From Lincoln Center to the Met, when you stay with us,

we'll keep you close to the best things in Manhattan.

Including fine dining at our Conservatory Restaurant & Cafe.

Happy Hour 5 p.m.-7 p.m.

$190 Single

210 Double

260 Suites

For reservations, call 800-223-4164.

THE MAYFLOWER HOTEL
ON THE PARK * NEW YORK

15 Central Park West at 61st Street, New York, NY 10023 212-265-0060
www.mayflowerhotel.com

Latest British Invasion Coming In 2001
When Done & Dusted Tour Hits U.S. Shores

ONE IF BY LAND: The British are coming, but
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