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The State Of Retail: Testing Brick-And-Mortar’s Foundation

The Ghallenge Of Improving Retail Customer Service

Ghains Balance Gentral
& Local Decision-Making

BY ED CHRISTMAN

NEW YORK—While super
chains like Tower Records/Video/
Books, HMV, and the Virgin
Megastore are acclaimed

by label executives for
their decentralized opera-

tions, retail chains that are s

known for strong leader-

ship from corporate head-
quarters also make al- /
lowances for a degree of
autonomy at the store
level, according to retail execu-

tives and store managers.
Stores in the 20-unit Virgin
Entertainment Megastore chain
buy locally because each is practi-
cally in a completely different mar-
ket. But Glen Ward, CEO for the
(Continaued on page 89)

Goncerts West
Deal Boosts AEG

BY RAY WADDELL

NASHVILLE—Anschutz Enter-
tainment Group’s (AEG) acquisition
of Concerts West and subsequent
move to become a major player in
the national con-
cert promotion
scene has the
potential to
bring  tough

Clear Clenned
Unveily

Weebeasling
Technology
Page 10

national promot-
ers SFX and
House of Blues (HOB).

By purchasing Concerts West
(BillboardBulletin, Dec. 6) and
making known its intention to be an

(Continued on page 90)
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BY ED CHRISTMAN

and BRIAN GARRITY

NEW YORK—Last month, Peter

Glen, a retail consultant who in the

past has worked extensively with
music chains, went
shopping at Tower

Records/Video/

Books in San Francis-

co and had an experi-

ence that label eritics
| contend is common-
place in record stores
today.

“I was looking for Guy Lombar-
do’s ‘[Enjoy Yourself] It's Later
Than You Think’ and asked a clerk
for help,” relates Glen, who once was
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hired by Tower to critique the chain
in the mid-"90s. “I knew exactly what
I wanted, and when I said Guy Lom-
bardo, the tattooed, pierced clerk
sniggered at me.”

The clerk sent him
to the appropriate
department, but the
recording Glen was
searching for didn’t
appear to be in stock.
So he found the store
manager and asked
him if he could call
other Tower stores to see if they had
an album with the Lombardo record-
ing, and, according to Glen, “the
manager answered no.”

COSIMANO

“He obviously didn’t care,” Glen
says.

Glen also tried the Virgin Mega-
store in that town, but it didn’t have

the Lombardo record either—or, if

it did, the line for
information was too
long to wait on.
“Instead, I went
home, got on my comn-
puter, signed on to
Amazon, set my timer,
and 80 seconds later, |
bought the Lombardo
CD T wanted,” he says. “And it was
delivered to my home two days
later.”
(Continued on page 86)

Billboard’s 11th Annual Music Awards

Greed’s Album Sales May Spike

Backstage Before The Big Night

competition to-

BY LARRY FLICK

LAS VEGAS—It’s 9:15 a.m., the day before the Dec.
5 telecast of the Billboard Music Awards, and the
members of ‘N Sync are already an hour into rehears-
ing the dance routine that
will open the show.

The music to its pop
revision of Johnny Kemp’s
classic funk anthem “Just {8
Got Paid” is bouncing off |
the walls of the empty [§
MGM Grand Arena in Las
Vegas, a sound occasional-
ly punetured by the sharp
commands of a choreogra-
pher putting the band through the paces.

Their focused energy as they continually repeat a
difficult step combination is impressive. Boy bands
are not supposed to consist of such hard workers.

(Continued on page 84)

'NSYNC

BY EILEEN FITZPATRICK AND JILL PESSELNICK
LOS ANGELES—Creed—which won the rock artist
of the year honor at the Dec. 5 Billboard Music
Awards in Las Vegas—is poised to be the bhiggest

A

winner at the cash register,
ey according to retailers.
increase with Creed after
the [Nov. 30] My VHI
Awards, and this could just
add to it,” says Harmony
House Records and Tape
head music buyer David
Levesque. The 39-store
chain is based ir Troy,
Mich.

National Record Mart buyer John Artale agrees
that the band’s awareness factor is gaining momen-
tum. “The buzz on Creed is huge right now after just

(Continued on page 85)
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“We've seen a huge |

BENSON

Identifying & Keeping
Retail Music Employees

BY BRIAN GARRITY

NEW YORK—Customer service
and a positive in-store experience
may be more important than ever
for brick-and-mortar mer-
chants, as they deal with
competition from loss-lead-
ering music merchants, Web
retailers, and Napster.

But hiring and retaining
people to create and support
the right environment for
shoppers is anything but
easy, retailers say, especially with
unemployment at a near all-time
low and the competition for good
help as ferocious as it has ever
been.

Also, retailers are hard-pressed to
be overly competitive in perhaps

(Continued on page 89)

Best Buy Acquires
Musicland Chain

BY ED CHRISTMAN

NEW YORK—In a move that would
create the music industry’s largest
retail account, Best Buy has signed a
definitive agreement to buy the
Musicland Group, in

a cash deal that will | 5\

pay Musicland share- USICLAKD

holders $12.55 a

share, or about $4256 [ .2 ———

million. ' .ogﬁsv'lﬁ
The deal, which B L=

needs shareholder

approval and is expected to be com-

pleted in first-quarter 2001, would

give Best Buy a music market share

of about 18%, according to senior
(Continued on page 83)
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kaylord Shutters Its Internet Division

BY PHYLLIS STARK
NASHVILLE—Gaylord Entertainment
Co. is closing its Internet division, Gay-
lord Digital, and shopping its assets.

Gaylord Digital will be shuttered or sold
by Dec. 31. Most of the 85 Gaylord Digital
employees were terminated Dec. 5. The
remainder will lose their jobs effective Dec.
31. Gaylord has also eliminated another 31
jobs in various parts of the company as part
of what it terms its “ongoing operational
review,” for a total of 116 jobs lost. Gaylord
Digital previously laid off 22 staffers in Octo-
ber. The company has approximately 5,500
employees.

The closing of Gaylord Digital is expected
to result in a nonrecurring loss of approxi-
mately $35 million for the fourth quarter.
Through the first nine months of this year,
the company’s investment in Gaylord Digi-
tal resulted in a negative operating cash flow
of $16.5 million. Gaylord Entertainment’s
negative operating cash flow was $10.9 mil-
lion for that period. Among the larger
expenses was Gaylord Digital’s $1 million-
plus title sponsorship of Dixie Chicks’ Fly
tour, which wraps up this month.

Gaylord Digital's largest assets are Chris-
tian music E-tailer Musicforee.com; Christ-
ian broadcasting site Lightsource.com; full-
service country music site MusicCountry
.com, which launched in June; and Songs
.com, a site for independent artists to sell
their music.

Negotiations are under way for the sale
of both Christian sites, which are believed

to have attracted numerous bidders. Pro-
ceeds from the sales, if consummated, are
not expected to materially affect the nonre-
curring loss for the quarter.

With the closing of its Internet arm, Gay-
lord has transformed from three operating
groups into two—one encompassing its hos-
pitality and attractions ventures, including
the Opryland hotels, and the other encom-
passing its music, media, and entertainment
ventures. Those ventures include Acuff-
Rose Music Publishing, the Grand Ole Opry
and its related businesses, Word Entertain-

GAYLORD ENTERTAINMENT COMPANY

ment, and Nashville radio stations WSM-
AM-FM and WWTN. Previously, the com-
pany operated as three groups: hospitality
and attractions, creative content, and inter-
active media.

Carl Kornmeyer has been named president
of the newly created music, media, and enter-
tainment group. He previously was the com-
pany’s executive VP for corporate and oper-
ational development. Dave Jones continues

MyMP3.com Relaunched, With

BY EILEEN FITZPATRICK

LOS ANGELES—While the $49.99 annu-
al fee for MyMP3.com may seem high for
an Internet music subscription service,
MP3.com is paying—and will continue to
pay—much more to
bring back its personal
music storage locker
service.

After months of label
and publisher negotia-
tions, MP3.com has
relaunched the service,
with TowerRecords.com
as its new retail partner.

MyMP3.com was dis-
abled in May when labels and publishers
won an injunction pending the resolution of
a copyright infringement lawsuit filed in
March. Within the past three months,
MP3.com has settled the case with each of
the five majors and publishers.

The service allows consumers to trans-
fer their CD collections to a MyMP3.com
Internet account through the company’s
Beam [t technology. They can also imme-
diately hear CDs they’ve purchased online
through the company’s Instant Listening
technology. Consumers can “beam” up to
25 CDs into their accounts for free, but for
more than that they will be charged the
$49.99 annual fee. A maximum of 500 CDs
can be stored.

Under the terms of the publisher and
labels deals, however, MP3.com will be
required to pay some hefty licensing fees
each time an album is beamed up to a con-
sumetr’s storage locker.

The first time a consumer beams up a par-
ticular CD, MP3.com will have to pay at
least $1 as a one-time licensing fee, depend-
ing upon the number of tracks the album
contains. Music publishers will get 10 cents
per track, and labels get 1.5 cents per track
per dlbum. Every time a consumer streams

T
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music from his or her account, MP3.com will
pay another 0.5 cents per stream to the pub-
lisher and label combined.

The Harry Fox Agency will collect the
royalties for the publishers, and the labels
will collect their shares themselves.

To get MyMP3.com going again,
MP3.com secured licenses with the musie
labels and publishers that sued it in March.
The cases were settled, and MP3.com is
paying an estimated $160 million to the
labels and $30 million to publishing com-
panies. But MP3.com chairman/CEO
Michael Robertson contends that the long-
term outlook outweighs the costs.

“It’s important to look at the big picture,”
he says. “All music will move [from a pack-
aged good] to being delivered digitally, and
we're laying the foundation for music to be
in one central place.”

However, outstanding lawsuits by inde-
pendent labels TVT Records and Zomba
(which represents Backstreet Boys and ‘N
Sync) and small publishers will keep many
tracks off the service. Robertson says there
are no new developments in the lawsuits.

Unlicensed songs, many of which are
found on major-label releases, will be “pad-
locked,” meaning consumers will not be able
to listen to them on their lockers. Therefore,
a customer may only be able to listen to
selected tracks on an album until clearances
are obtained. But for those available tracks,
the service will collect valuable marketing
information for labels.

“We're collecting massive data on music
fans,” Robertson says. “Before, marketing
a CD was an art, and we're turning it into a
science. In the new world, music marketing
will be data-driven.”

Robertson says the service can track
purchasing patterns based upon the
albums a customer puts in storage. He
says that other subscription services have
failed because they lack the selection

in his role as president of the hospitality and
attractions division. Brian Payne remains
president of interactive media, despite the
elimination of the Internet division.

Commenting on the closure of Gaylord
Digital, Frank Breeden, president of the
Gospel Music Assn. and the Christian Music
Trade Assn., says, “It is no secret that times
have been increasingly tough for dotcoms
over the past 12-18 months. E-commerce is
still seeking its own level and, in the process,
has given a really rough ride for a lot of tal-
ented people in our industry. While we're
saddened to learn that so many will face
unemployment, we certainly understand the
need for a business to operate profitably.

“Of course, we will watch with interest to
see if a buyer for Musicforce.com emerges
between now and the end of 2000,” Breeden
adds. “It would be great if at least one viable
Christian music lifestyle Internet site with
an E-commerce component attached could
exist.”

The company’s cable operations, which
were recently renamed from CMT Interna-
tional to MusicCountry, are believed to be
on the block as well, although company
spokesman Tom Adkinson would not con-
firm that. “Cable is part of the strategic
review,” he says, as is “every part of our
company. We are examining what our core
businesses are.”

Assistance in preparing this story was
provided by Deborah Evans Price in
Nashville.

a0 Annual Fee

MyMP3.com offers. In addition, other
subseription models don’t integrate con-
sumers’ existing CD collections and are
difficult to use.

The service will also be supported by
advertising revenue; the free area will
contain more ads than the paid area,
Robertson says.

Some analysts are throwing a wet blan-
ket on Robertson’s optimism. “To date, there
has been little evidence that consumers are
willing to pay for content on the Web, as evi-
denced by the experiences of organizations
like Slate and TheStreet.com,” says Ray-
mond James & Associates VP Phil Leigh.

He notes that other premium services,
such as those offered
by RealNetworks,
only see about 1% of
their customers opting
to pay for additional
services.

When the free version of MyMP3.com
was shut down, it boasted 500,000 members,
according to Robertson.

Leigh also says that the “online advertis-
ing environment is not only tough now but
is likely to get worse, as indicated by the
results of a survey we conducted last week.”

Tower Records senior VP of digital
entertainment Mike Farrace says MyMP3
.com is a “first step” that deserves a chance.
“We weren’t going to do anything with
MP3.com until they had the licenses,” says
Farrace, who adds that the two companies
have been in talks for several months. “We
continue to be realistic about the expecta-
tions, but there’s a place for this.”

Djangos, Jungle Jeff, and Dufflebag are
some of MyMP3.com’s online retail partners.
Robertson says the retail element should be
up and running by mid-December.

Assistance in preparing this story was
provided by Brian Garrity in New York.
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Rimes bilked his daughter out of at least
$7 million over the past five years. Among
other defendants named in that suit was
LeAnn’s former co-manager, Lyle Walker.

The May lawsuit has charged Wilbur
Rimes and Walker with a number of infrac-
tions, including fraud, breach of fiduciary
duty, gross mismanagement, and derelic-
tion of management duties.

The suit’s central claim is that Wilbur
Rimes was paying himself “egregiously
excessive and unreasonable” management
fees, producer fees, and guardian or “cus-
todian” fees—essentially “triple dipping

as a defendant, claims he is owed a 3% pro-
ducer’s fee under a previous agreement
made with his ex-wife, Belinda Rimes, in
1999.

Wilbur Rimes’ attorney, Brad Rhorer of
the Baton Rouge, La.-based Rhorer Law
Firm, says, “LeAnn needs to understand
that there are many people responsible for
her success, especially her father, to whom
she owes certain obligations. Wilbur has
shown remarkable restraint in waiting this
long [to file a counterclaim] in light of the
blatantly false, venomous allegations that
his daughter levied against him.”
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RECRERT] OﬁAL SPORTS (LREI), in Dallas. 30% being paid to LeAnn or invested for ~ was necessary to bring this case in the
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RENTALS 70 er, Belinda Rimes, alleging that Wilbur  names only LREI and not LeAnn herself  so full of blatantly false and misleading

statements that are totally unrelated to
any issue in this case,” he continues.
“The only reason he could have possibly
included such inflammatory language
was to try to humiliate his daughter
enough that she would let him get away
with what we believe were outrageous
acts of misconduct.”

A court date for Rimes vs. Rimes has
been tentatively set for late May 2001.

LeAnn Rimes, who turned 18 in
August, also recently filed a suit against
Curb Records seeking to terminate her
recording contract (Billboard, Dec. 2).
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- lil| My VH1 Music Awards / The Shrine Auditorium

> Subject: THANKS!

To: The Performers:
Bon Jovi; Christina Aguilera; Creed; Metallica;
No Doubt; Red Hot Chili Peppers; U2

From: VH1
You blew everyone away...

...and rocked the very first music awards show TOTALLY RULED by fans!
Millions voted, millions more watched. Together, we made music history.

NO DOUBT

= METALLICA —

h L

A

> SUBJECT: Way to go!! |

To: Those Who Presented and Appeared:
The Corrs; Macy Gray; Dave Matthews Band; Mark McGrath; No Doubt; *NSYNC; Carlos Santana;

Vertical Horizon; Scott Weiland; Vanessa Williams; "Weird Al" Yankovic; Sandra Bullock; Ellen DeGeneres;
Jenna Elfman; David Alan Grier; Saima Hayek; Sean Hayes; Ashton Kutcher; Matt LeBlanc; Rob Lowe;
Megan Mullally; Erik Palladino; Kevin Spacey; David Spade; Sylvester Stallone; Tenacious D; Sela Ward

Cc: Host: John Leguizamo
From: VH1

Thanks for being such a HUGE part of the show :)
You made it bigger than we could've ever imagined.

00N Warvwm Winenationad Ine Al rghte resarverd VY sy
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- CREED ——

> Subject: CONGRATS!

To: My VH1 Music Award Winners
From: VH1

YOUR SONG KICKED A** BUT WAS PLAYED TOO DAMN MUCH: "Smooth"/Santana
MOST ENTERTAINING PUBLIC FEUD: Eminem vs. Everyone

YOU WANT FRIES WITH THAT ALBUM?: Faizh Hill/Pepsi

DOUBLE THREAT (MUSICIAN-ACTORS): Will Smith/The Legend of Bagger Vance
MUST-HAVE ALBUM: "Californication"/Red -ot Chili Peppers

WELCOME TO THE BIG TIME!: Creed

BEST KEPT SECRET: The Corrs

2 FOR 2: Creed

SONG OF THE YEAR: "Higher"/Creed

COOLEST FAN WEB SITE: nancies.org/Dav= Matthews Band

MAN CF THE YEAR: Carlos Santana

WOMAN OF THE YEAR: Faith Hill

GROUP OF THE YEAR: Creed

LEGEND IN ACTION: Sting

BEST LIVE ACT: Dave Matthews Band

BEST STAGE SPECTACLE: Metallica with the San Francisco Symphony
GODS OF THUNDER: Metzallica

BOOTY SHAKE: Ricky Martin

SEXXXIEST VIDEOQ: "Breathe"/Faith Hill

VIDEO OF THE YEAR: "It's My Life"/Bon Jovi

PUSHING THE ENVELOPE VIDEQ: "Californication"/Red Hot Chili Peppers
GIVIN' IT BACK: Limp Bizkit

BEST UK ACT: Robbie Williams
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Glear Ghannel Unveils
Webcasting Technology

BY FRANK SAXE

NEW YORK—Clear Channel Com-
munications is using a developing
Internet application to promote its
radio and concert-venue operations
and to help link the two divisions
more closely.

Clear Channel is teaming with
Chicago-based Perceptual Robotics,
whose TrueLook technology allows
Web surfers to control cameras at
various concert locations, station
remotes, retail locations, and sport-
ing events. Through this partnership,
Clear Channel hopes not only to cre-
ate new content for its Web sites but
to leverage its 1,100 radio stations
and the live music performance are-
nas owned by its SFX Entertain-
ment division.

ZOOMING IN ON BBMAK
To kick off the deal, TrueLook

Five Web Firms
Scale Back Or
Halt Dperations

BY FRANK SAXE

NEW YORK—Five more enter-
tainment dotcoms have fallen on
hard times.

Among the latest victims is Disc-
Jockey.com, which on Dec. 4 filed a
Chapter 11 reorganization petition
in U.S. Bankruptey Court for Mass-
achusetts in Boston. DiscJockey
seeks protection from its creditors
and investors, which are owed
approximately $3.4 million. The
company has sharply scaled back its
operations and is meeting with
potential partners and buyers.

Jeffrey Schreiber, DiscJockey at-
torney, says the filing “will clear the
way for DiscJockey.com to erase
some poor decisions and mistakes
that were made in the past by a
management team which is fortu-
nately long gone.”

COO Dave Guinta says that last
spring’s stock market correction
affected DiscJockey more than
anyone had expected. “We couldn’t
imagine that so much Internet
advertising came from other Inter-
net companies, and all that just
went away.” The drop in dotcom
spending caused DiscJockey’s
advertising model to “fall apart,”
says Guinta, as the company
scrambled to generate advertising
revenue.

“The other thing that hurt is
audio advertising has not picked up
as quickly as everybody thought it
would,” adds Guinta. “That’s start-
ing to turn around, but the problem
is the last man standing is the one
that’s going to win.”

Guinta says the company failed
to fully capitalize itself. When it
went to the market to raise funding
in 1999, it sought out $2 million in
funding, instead of the $6 million-$8
million Guinta believes it should
have pursued. “Ten months ago, we

(Continued on page 97)

Webcast the Nov. 30 BBMak concert
at San Francisco’s Fillmore Theater,
which is owned by SFX Entertain-
ment.

Through TrueL.ook software, site
visitors were able to personally con-
trol strategically placed telerobotic
cameras so they could look wherev-
er they wanted to, much as if they
were in the Fillmore. TrueLook soft-
ware interprets mouse clicks in a
manner that allows multiple users to
control cameras simultaneously; no
matter how many visitors are using
the system at the same time, each
visitor only sees what he chooses.

TrueLook also allows users to cre-
ate a scrapbook of sorts of their con-
cert experience; more than 29,000
photos were snapped by viewers dur-
ing the hourlong presentation. Dur-
ing the weekend that followed the
Thursday night show, more than
64,000 additional page views were
recorded,

This is not the first such project for
TrueLook. It has Webcast U2’s Pop-
Mart tour, the Grammys, and sever-
al sporting events, including Wim-
bledon, the U.S. Open, and the World
Series.

“Our goal is to do more with the
concept of interactivity of the global
network,” says Perceptual Robotics
CEO Paul Cooper. “We want to give
[users] a sense of being there by
being able to poke around under their
own control and provide a fun, com-
pelling interactive experience that’s
hip in a way; it’s not the same old
couch-potato experience.”

To promote the BBMak event,
dozens of Clear Channel top 40, adult
top 40, and AC stations around the
country hosted a link to the show on
their Web sites, as well as gave the
Webcast  on-air promotional
announcements. Among the stations
placing a link on their site were
WHTZ (Z2100) New York, KIIS Los
Angeles, and KHMX (Mix 96.5)
Houston.

“This is another piece of unique,
exclusive content that we're trying
to provide to our radio station Web
sites, so we can drive people to them
more often,” says Clear Channel’s
John Duncan. The company does not
require stations to take part in the
Webcast, says Duncan. He adds that
in some markets the participating
station for the BBMak event was a
top 40 outlet, while in others it was
an AC station.

“What we're trying to do is figure
out what kind of draw this type of
event has,” says Duncan. “We're not
looking at raw numbers right now
[but at the] response from those that
do participate. We want to find out
what they think about it and how
they enjoy the experience.”

What Duncan finds most com-
pelling about the technology is its
ability to make the station's Web sites
more interactive. “It’s not just a stat-
ic image. Listeners go in and get the
image they want to see—so this is
unique, and I think it's an opportuni-
ty that listeners and Web site visitors
will appreciate.”

Clear Channel hopes that appreci-

(Continued on page 97)

BY LEILA COBO
MIAMI—After forging agree-
ments with Sony Music Enter-
tainment and BMG Entertainment
that allow it to digitally distribute
music from both companies, Rit-
moteca.com has become the first
Latin Web site to sign a digital dis-
tribution deal with any of the
majors.

The agreements, which went
into effect this month, give Rit-
moteca.com access not only to
Latin tracks, but to the entire dig-
ital catalog of both companies.

“We aren’t marketing music
only to Latin people,” says Rit-
moteca president/CEO Ivédn J.
Parrén. “We are marketing Latin
music and entertainment to the
globe. Although our Latin audi-
ence will always be our consumer,
we are seeking out nontraditional
buyers of Latin music.” This
includes buyers in countries where
it is difficult to find a substantial
number of Latin music titles.

According to Parrén, 50% of
Ritmoteca sales are within the
U.S., 25% are in Latin America,
20% are in Europe, and 5% are in

Ritmoteca Pacts With BM&, Sony

Asia. The company sells music in
digital form only (charging from
99 cents to $1.99 per track) and
bills itself as “the largest online
source for digital Latin music and
entertainment.”

According to Parrén, the 1-
year-old site features 300,000

tracks and is expanding its selec-
tion as labels continually update
their digital catalogs. Most of Rit-
moteca’s material comes from
exclusive agreements to sell the
digital catalogs of most inde-
pendent Latin music labels,
including RMM, J&N, Sonolux,
Joey, Hacienda Records, Discos
Fuentes, Cutting Records, and
Caiman. In obtaining such agree-
ments—which, according to Par-
rén, typically span between three

and six years—Ritmoteca ven-
tured into virtually untapped ter-
ritory. Although many sites are
devoted to Latin music, few, if
any, are dedicated solely to digi-
tal downloads.

“I was skeptical at the begin-
ning,” says Rick Garcia, executive
VP of Texas-based Hacienda
Records. “But we’ve seen sales
that have turned into royalties. It
was a little bit slow [at the begin-
ning], but as it’s expanding, it’s
getting better. And I've been get-
ting calls from all over the states
from people saying, ‘Hey, I've
found this record I couldn’t find
before.””

After building a strong catalog,
Ritmoteca was ready to knock on
the majors’ doors. Although
BMG, for example, has selected
Latin content available through
sites like Lycos Music, the Rit-
moteca proposal was attractive on
several levels.

“We are looking to expand the
availability of our digital music as
widely as possible, but also, Latin
music is currently the [largest-

(Continued on page 96)

Universal Film, Music Share Executive

Nelson To Oversee UMG Soundtracks, Universal Pictures’ Film Music

BY CHUCK TAYLOR

NEW YORK—The appointment
Dec. 5 of Disney film executive
Kathy Nelson to the newly created
role of president of film music for
both Universal Music Group (UMG)
and Universal Pictures will allow
the company to infuse the entities
with a bold new spirit of creativity
and cooperation, according to Uni-
versal officials.

It also represents the first time
that a major entertainment compa-
ny has created an executive posi-
tion that straddles the sometimes
disparate music
& and film divisions
(BillboardBul-
letin, Dec. 5).

In her new post,
Nelson will over-
see all UMG
soundtracks, for
releases from Uni-
versal Pictures
and other studios. At Universal
Pictures, she will manage develop-
ment and production of film music.

Nelson, who has served for five
years as president of film music at
Walt Disney Motion Picture
Group—and previously was senior
VP/GM of soundtracks at MCA
Records, where she worked for 11
years—will begin the Los Angeles-
based post in January. She will
report to UMG president/COO
Zach Horowitz and Universal Pic-
tures chairman Stacey Snider.

“Universal is virtually a new
company since my days at MCA”
Nelson says, “but the core people
remain the same. When I left MCA,
I was riddled with fear and anxiety
because 1 had grown up in one place
and then left home. With this move,
I have the benefit of knowing what

NELSON

I'm returning to, where my rela-
tionships with these people have
grown even stronger over the
years.

“And because I've worked on
both sides—with music at MCA
and film at Disney—I believe I'm in
a unique position to understand the
needs of both sides,” Nelson con-
tinues. “When I moved to Disney, I
already knew there were a lot of
things I could intercept between
the two sides. Any studio that
works with a record company needs
somebody that understands both
sides’ wants, needs, wishes, and

dreams. I'm like the connective tis-
sue.”

Adds Snider, “We felt like the
studio was firing on all pistons,
while the music company has the
No. 1 market share in the world,
and yet we weren’t maximizing our
cross-company opportunities.
There are a lot of projects we can
contemplate, but we didn’t have the
infrastructure in place to be able to
follow through. We knew we should
lead the way in terms of any num-
ber of film music projects, not just
soundtracks. There was a need to

(Continued on page 96)

Pedro Juan Rodriguez Dies At 67

Salsa Legend, Fania All Star Popularized Many Standards

BY LEILA COBO

MIAMI—Salsa legend Pedro Juan
Rodriguez, better known as Pete
“El Conde” Rodriguez, one of the
original members of the Fania All
Stars, died Dec. 2 in New York,
apparently of heart failure. He was

The Puerto Rican singer, who pop-
ularized a host of songs that have
become standards in the salsa reper-
toire—including “Catalina La O” and
“Esencia Del Guaguancé,” was a long-
time member of Johnny Pacheco’s
orchestra during the heyday of salsa
in the "60s and "70s.

“He was one of the last living
soneros,” says producer Isidro
Infante, who worked with Rodriguez
on his last recorded track, “Marchan-
do Bien.”

The song was included in “Obra
Maestra,” the Eddie Palmieri/Tito
Puente album that was also Puente’s

last studio recording before his death
earlier this year. “Anyone can be a
singer, but not everyone can be a
sonero [a salsa singer who improvis-
es],” added Infante. “Not only his
improvisation, but his charisma, his
attire—he was a great dancer! He
was a salsero par excellence.”

Born in Ponce, Puerto Rico, Rod-
riguez gained stature in the salsa
world through his work with Pacheco
and with the Fania All Stars, the all-
star band formed by artists on the
Fania roster, including Cheo Feli-
ciano, Héctor Lavoe, Ismael Quin-
tana, and Ray Barreto. Still active in
musiec, Rodriguez had returned to
Puerto Rico this past April for a
Fania All Stars show, celebrating the
35th anniversary of the group’s found-
ing. Rodriguez was buried in his
native city of Ponce.
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IN MEMORY OF JOE ROBINSON, SR.
CO-FOUNDER OF SUGAR HILL RECORDS AND
THE MAN WHO HELPED BRING
HIP-HOP TO THE WORLD
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BY MICHAEL PAOLETTA
NEW YORK—After months of
speculation, Warner Music Group
(WMG) and New York-based inde-
pendent dance label Strictly Rhythm
have created a 50/60 worldwide joint
venture. The deal also extends to
Strictly Rhythm’s imprints Groovi-
licious and G2.

The partnership gives the 11-year-
old Strictly Rhythm access to the
marketing and promotional
resources of WMG’s numerous major
U.S. labels for
selected artists,
which has the
potential to boost
sales and radio air-
play of Strictly
Rhythm record-
ings both in the
U.S. and interna-
tionally. The part-

FINKELSTEIN

atrictly Rhythm Enters
Joint Venture With WMG

Strictly Rhythm (and is WMG’s inde-
pendent distribution arm), says his
relationship with the label remains
unchanged, except for the fact that “T'll
now account to Strictly as a Warner
company and not a third party.

“The typical Strictly Rhythm
record, which starts at the club level
and often grows beyond that, is the
kind of thing we do very well with,”
elaborates Allen, who points to many
of the label’s acts (including Fragma
and the Vengaboys) as being among
his top 10 best sell-
ers of 2000.

In England,
where Strictly
J| Rhythm has a sec-

+ ond office, Warner
Music Interna-
tional (WMI) will
handle all manu-
facturing and dis-

i

ALLEN

nership also gives
all labels within
WMBG full access

o

tribution, while
Strictly Rhythm
will continue to

to  Strictly
Rhythm’s extensive back catalog.

Over the years, Strictly Rhythm has
developed such international acts as
Ultra Naté, the Wamdue Project, Plan-
et Soul, Reel 2 Real, Barbara Tucker,
Roger Sanchez, and Armand Van
Helden, among others.

“I have to liken my gut feeling to
that of a baseball player who's been
taken out of the minors and put into the
majors,” says Strictly Rhythm founder
Mark Finkelstein, who adds that he’s
been considering aligning with a major
since the mid-"90s.

“With this deal, the WMG gets one of
the largest and most recognized dance
labels in the world, especially through-
out Europe, where it’s had spectacular
success,” explains Peter Koepke, pres-
ident of London-Sire Records. “We
believe dance is an expanding universe,
especially in the U.S. and we see this
as significantly inereasing our presence
in the dance music arena.”

Andy Allen, president of Alterna-
tive Distribution Alliance (ADA),
which has a two-year history with

promote and mar-
ket its music itself. Throughout the
rest of the world, Strictly Rhythm
product will go through WMT affili-
ates, which will have first-right
options on all label recordings.

According to Finkelstein, the deal
with WMG has been in the works since
October 1999. Last March, he says,
WMG chairman/CEO Roger Ames
made a formal proposal, which was
sealed on June 28.

‘While Finkelstein maintains that it
will be “business as usual”—and that
the label will continue to independent-
ly sign, promote, and develop artists—
he acknowledges that the deal offers
him the best of both worlds and that it
was ultimately done “to break dance
music in the U.S.”

In Europe, dance is considered pop
music. But in this country, says Finkel-
stein, “dance music is seen as this bas-
tard child—and unfortunately, percep-
tion becomes reality. Now, we not only
have the street-savvy attitude of an
independent, but the added major-

(Continued on page 96)

RECORD COMPANIES. Linda Moran
is promoted to special adviser to
Time Warner chairman/CEO Ger-
ald M. Levin and president
Richard D. Parsons for Time
Warner Inc. in New York. She was
senior VP of group and external
relations for the Warner Music
Group.

Gail I. Edwin is promoted to
senior VP of global litigation for
Sony Music Entertainment in
New York. She was VP and liti-
gation counsel.

Pete Rosenblum is named VP
of promotion for Mammoth
Records in New York. He was
head of rock and alternative music
promotion for Arista Records.

Joey Scoleri is promoted to VP
of rock promotion for Hollywood
Records in Burbank, Calif. He was
national director of rock promotion.

MORAN EDWIN
Janine Richardson is promot-
ed to senior director of special
events for the Warner Music
Group in New York. She was direc-
tor of events and contributions.
Cathleen Murphy is named
director of A&R for Epic Records
Group in New York. She was direc-
tor of A&R for Hollywood
Records.
Tonya Puerto is promoted to
director of film and TV licensing

Anti-Piracy Directive To Be Drafted

European Commission Lays Groundwork For Swedish Transition

BY KAI R. LOFTHUS
OSLO—Sweden, which assumes lead-
ership of the European Union (EU)
next month, is planning the introduc-
tion of new laws to clamp down on the
burgeoning crime of music piracy.

Preceding Sweden’s highly antici-
pated involvement, the European
Parliament voted unanimously (540-
0) on a proposal—by the European
Commission at a meeting Nov. 30 in
Brussels—to introduce clearer meas-
ures to combat counterfeiting and
piracy (BillboardBulletin, Dec. 4).

As a result, the commission is
expected to come forward with an ini-
tial draft of a piracy directive in late
February, according to an official
source.

Two months later, on April 23 and 24,
Europe’s policy makers are scheduled
to convene in Stockholm for a closed
session conference on counterfeiting
and piracy to further address the issue.

The proposed piracy directive, one
of a growing number of industry-relat-
ed legislative actions in Europe
(including directives on copyright and
E-commerce), will be designed to har-
monize and strengthen existing legis-
lation within the union’s 15 member

states. The directive also aims to out-
line procedures related to search and
seizure of pirated material and evi-
dence, as well as to regulate optical
dise manufacturing plants.

These developments follow consul-
tations with the music industry un-
dertaken by EU politicians in the Green
Paper on Counterfeiting and Piracy,

issued in Octo-
N | 1998, EU
calculations—
=7 based on fig-
ures supplied
from a range of
sectors, including data processing,
audiovisual products, textiles, music,
vehicle parts, and sports and leisure
goods—estimate that piracy activities
account for a total of 5% to 7% of world
trade, representing 200-300 billion euro
($177-$266 billion) a year in lost rev-
enue, as well as the loss of 200,000 jobs
worldwide. Music alone is estimated to
account for 10% of piracy activities.

According to estimates by the
International Federation of the
Phonographic Industry (IFPI), a total
of 500 million CDs are sold annually
on a global basis, while more than 25
million pirate files are available for

[EPI’s Berman Extends Gontract

Chairman/GEO Sets Goals For Two More Years

BY GORDON MASSON
LONDON—Jay Berman, chair-
man/CEO of the International Fed-
eration of the Phonographic
Industry (IFPI), has exer-
cised the option to extend his
tenure for two more years so
he can complete the job he
set out to do.

Berman became the
IFPIs first full-time chair-
man/CEO two years ago,
having left a similar role at
the Recording Industry Assn. of
America (RIAA), and he is adamant
that the leadership role should remain
a full-time post. “I have enormous
respect for the guys that did this job
before me, but [being part time] just

Ui I1VE

TURNT

SCOLERI

ROSENBLUM

for Virgin Records America in Los
Angeles. She was manager of film
and TV licensing.

Irene Boudris is named record-
ing administration supervisor for
MCA Records in Santa Monica,
Calif. She was project coordinator
of special markets for Priority
Records.

Nick Stern is named national
manager of publicity and new
media for Blackbird Records in

BERMAN

does not work in today’s world. This
job cannot be done part time,” he

says.

Berman has radically reor-
ganized the IFPI since he
- took the helm. He counts inte-
grating Latin America into
the IFPI, the reopening of
the IFPI’s Eastern European
office, and the strengthening
of the secretariat team, espe-
cially its anti-piracy and
enforcement unit, among the
organization’s key achievements in
the past two years.

“It turned out that in the first two
years there was a lot to do,” says
Berman. “The organizational and staff

(Continued on page 96)

trading on the Internet. Europe’s soft-
ware, music, and audiovisual indus-
tries estimate that piracy deprives
these industries of an annual revenue
of 4.5 billion euros ($4 billion).

The short-term goals of the com-
mission’s proposal include:

® training for supervisory authori-
ties to be able to identify pirated goods
(countries applying for EU member-
ship will also have to implement such
training);

¢ ensuring that negotiations with
countries in Eastern Europe wishing
to join the EU include counterfeiting
and piracy as a priority issue;

e defining a methodology for col-
lecting, analyzing, and comparing
data, in order to have a simple, reli-
able, and effective evaluation tool to
define and apply appropriate meas-
ures for combating piracy; and

® establishing a contact point at
commission level to provide an inter-
face among the various functions.

In the longer term, the commission
says, it will focus on:

¢ 3 complementary mechanism for
administrative cooperation between
national authorities;

(Continued on page 83)

NARAS D.G.
Branch Gets
Ghapter Status

BY BILL HOLLAND
WASHINGTON, D.C.—In record
time, the Washington, D.C., area
branch of the National Academy of
Recording Arts and Sciences
(NARAS) has gained chapter sta-
tus, having achieved a voting mem-
bership of more than 400, with about
200 additional associate members.

The new chapter will also serve
as a base for the organization’s
federal lobbying efforts. The for-
mer branch was founded in Janu-
ary 1998 with about 100 initial
members.

(Continued on page 90)

.

MURPHY

RICHARDSON

New York. He was in the pub-
licity department at Nothing
Records.

PUBLISHERS. Gary Helsinger is
named director of A&R, West
Coast, for Universal Music Pub-
lishing Group in Los Angeles. He
was director of talent acquisitions
for Chrysalis Music Group.

Bug Music promotes Julie Rus-
sell to director of licensing in

HELSINGER

Nashville. Bug Music also names
Wendell White director of copy-
right in Nashville. They were,
respectively, director of copyright
and licensing and copyright man-
ager for BMG Music Publishing.

RELATED FIELDS. Jen Miller is
named associate music producer
for Musikvergnuegen in Holly-
wood. She was director of devel-
opment for Whitewater Films.
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Novelty Tunes Have ﬂllllll ahot At Top Spot On Brit Christmas List

BY PAUL SEXTON
LONDON—Robot gladiators vs.
Irish teen heartthrobs and an
imaginary builder vs. the guy
from “Big Brother”—these are
among the major contests to be
played out during the sales week
of Dec. 17-23, in the annual retail
frenzy otherwise known as the
race for the U.K. Christmas No. 1
single.

Like it or not—and much like
the entire Christmas experience,

“Too much has been
made of the No. 1
thing. The public

probably thinks, “Are
these guys only
making records so
that they can be
No. 12”7~

- KIAN EGAN -

the hype surrounding it tests the
tolerance of many—the battle for
the highly coveted holiday crown
is as much a part of the British
music year as the festival season
or the Brit Awards.

Once again, labels have tailored
their release schedules to maxi-
mize the exposure and sales of
their key December singles, while
retailers savor December’s tradi-
tional commercial boom.

Bookmaker William Hill, which
issues regularly updated odds for
the runners and riders on this
eccentric Yuletide race card, has
long placed RCA’s Irish pop bal-
ladeer act Westlife as the out-and-
out favorite when the Christmas
sales chart is unveiled Dec. 24.

The boy band’s “What Makes A
Man”/“My Girl,” to be released
Dec. 18, had odds of 4-9 at press
time and was predicted to become
its eighth consecutive chart-top-
per and second straight Christ-
mas No. 1. Westlife’s “I Have A
Dream”/“Seasons In The Sun”
achieved the feat last year with
first-week sales of 213,000 copies.

“If we do get it, it’s going to be
pretty amazing, but if we don’t,
it’s not the end of the world,” says
the group’s Kian Egan. “Too much
has been made of the No. 1 thing.
The public probably thinks, ‘Are
these guys only making records so
that they can be No. 177"

Not only at Christmas but
every week, the U.K. singles mar-
ket is now under a constant media
microscope, with the public made
aware of detailed day-by-day
sales figures in newspapers and
on radio, television, and Internet
news sites.

“I think it’'s a shame in a way
that they can get hold of that
information,” says Egan, who
believes that such access has
removed the element of anticipa-
tion that used to greet the week-
ly unveiling of the new chart. “It
takes all the fun out of it.”

The late decision to make the
Westlife release another double-
sided single was revealed to Bill-
board by the band’s manager,
Louis Walsh of Rolo Management,
due to favorable reaction and pub-
lic demand for the quintet’s ver-
sion of the Temptations’ classic
“My Girl.”

Of Westlife’s extraordinary run
of seven straight U.K. No. 1 sin-
gles since its debut in spring 1999
with “Swear It Again,” Walsh
says jovially, “We’'re actually
going to go for 10 in a row. Then
the pressure will be off.”

William Hill spokeswoman Ser-
ena Momberg says that betting on
the festive No. 1 may not yet be

as much a part of the British way
of life as a “flutter” on the horses,
but nevertheless it is part of the
fabric of the holiday season.

“We take thousands of bets,”
she says. “The other very keen
bet is the white Christmas [cur-
rently a 6-1 shot], and if the pun-
ters are very keen on betting on
the weather, they can bet on the
wet and dry Christmas as well.”

Last year, Momberg adds, the
company took about 40,000
pounds ($58,000) in bets on the

WESTLIFE

holiday No. 1. This year’s current
second favorite, at 2-1, is “Can We
Fix It?” by Bob the Builder, the
latest BBC children’s TV charac-
ter to make the transition to CD,
via the voice of popular British
actor Neil Morrissey.

Released Dec. 4 by BBC World-
wide, the single was, at press
time, in an improbable race for the
top spot on the Dec. 10 chart with
Eminem’s Interscope release
“Stan” (10-1 for Christmas), but
observers believe Bob may out-
last the controversial rapper and
others to give Westlife some com-
petition for consumers’ pocket
money.

If so, it will be the latest exam-
ple of British chart fortunes being

shaped in part by “toddler power.”

Bob the Builder has become a chil-
dren’s TV hero since making his
small-screen debut in April 1999.

That followed closely behind
the top five hit “Number 1” on
BBC Music by the Tweenies, who
were preceded by those other
mighty role models for the under-
5’s, the Teletubbies.

“Teletubbies Say Eh-Oh!” was
No. 1 in the week before Christ-
mas 1997, going on to be certified
double-platinum (1.2 million
units).

The power of television in shap-
ing the tastes of singles buyers,
especially at holiday time, is fur-
ther reflected in two more front-
runners. Eternal/WE A’s big hope
is “At This Time Of Year” by
Craig Phillips, the winner of the
British version of the internation-
al TV sensation “Big Brother.”

Polydor, meanwhile, is in the
fray with “Robot Wars (Android
Love)” by Sir Killalot V. Robo-
Babe, yet another BBC spinoff,
this time from the “robot gladia-
tor” contest series “Robot Wars,”
which attracts some 5 million
viewers per week. Merchandise
from the series is also in hot
demand this Christmas.

Adrian Rondeau, owner of the
prominent indie retailer Adrians
in Wickford, Essex, agrees with
the choice of Westlife as festive
No. 1 favorite but thinks Bob the
Builder will also perform well,
adding that early signs point
toward very healthy business.

“The singles market at Christ-
mas, one way or another, is always
led by kids,” he says. “It’s a time
of year when rational artists make
silly records and rational people
go out and buy them.”

Other contenders include “New
Year” by London Records-signed
trio Sugababes, who with only one
previous hit, September’s
“Reload,” have developed a repu-

tation as that unusual British
commodity—a cool pop act. Also,
Robbie Williams unleashes the
latest single from his “Sing When
You're Winning” album, “Su-
preme.”

Old-fashioned Christmas songs
with lyrics inspired by the season
are hard to come by these days,
but one of the outsiders in the
2000 contest is a melding of two
fondly remembered Yuletide hits
of the "70s, bolted together as if by

“The singles market
at Christmas, one
way or another, is
always led by kids.
It’s a time of year
when rational artists
make stlly records
and rational people
go out and buy them

~ ADRIAN RONDEAU -

b4

Dr. Frankenstein.

Wizzard’s 1973 No. 1 “I Wish It
Could Be Christmas Every Day”
(still likely to be heard on many
British retailers’ in-store holiday
tapes) has been merged with the
Wombles’ 1974 “Wombling Merry
Christmas” to create the new
Dramatico release “I Wish It
Could Be A Wombling Merry
Christmas Every Day.”

Rondeau, when asked how he
thinks such burlesque plays to for-
eign observers, says, “They prob-
ably think we’re all rather stupid.
But it’s worth reminding them we
do have good records ... maybe
just not at Christmas.”

CENTURY WEST B IVEZWAY UNII’EHSAL CITY

Special pricing for industry.

BILLBOARD DECEMBER 16, 2000

www.billboard.com

www americanradiohistorv com

15


www.americanradiohistory.com

Artists & Music

BY MICHAEL PAOLETTA

NEW YORK—With its first Eng-
lish-language  album,  Sony
Discos/Columbia’s “Purest Of Pain,”
Puetto Rican foursome Son By Four
is on the verge of crossover success
ala Ricky Martin, Mare Anthony, and
Enrique Iglesias.

“Quite honestly, we weren’t actu-
ally thinking of recording an English-
language
album,” says Son
By Four’s lead

2 4 8

Sony Discos/Columbia Album May Break Act Big In America

(20 of them, non-consecutively, at No.
1), thanks to a handful of salsa, R&B,
and pop remixes. In this issue, the
indefatigable track sits at No. 2.
The Spanish track also made its
presence known on The Billboard
Hot 100, peaking at No. 65 in May.
Three months later, its English ver-
sion, “Purest Of Pain,” peaked at No.
26 on the same chart. “A Puro
Dolor”/“Purest
Of Pain” has sold
220,000 copies,

singer, Angel says SoundScan.
Lopez. “But At the Bill-
then [Sony Dis- board  Music
cos chairman] Awards, held
Oscar Llord sug- Dec. 5 at the

gested it and we
thought, ‘If
Oscar thinks it’s
the right time
for us to record
in English, then it must be the right
time.” It offered us the perfect oppor-
tunity to share our love of music with
both the Latin and Anglo communi-
ties.”

Last F'ebruary, Sony Discos issued
Son By Four's eponymous sopho-
more album, which has sold 315,000
units, according to SoundScan.
Worldwide, the album has sold more
than 1 million copies, says the label.

“Son By Four” reached the No. 1
spot on two Billboard charts: The
Billboard Latin 50 (tropical/salsa),
and Heatseekers. On The Billboard
200, the set peaked at No. 94. In this
issue, and after 42 weeks on The Bill-
board Latin 50, the album is at No. 6.

One of the album’s tracks—“A
Puro Dolor”—has spent 42 weeks on
the Billboard Hot Latin Tracks chart

SON EY FOUR

MGM Grand in
Las Vegas, Son
By Four not only
served as an
award presenter,
but it picked up four honors as well:
Hot Latin Tracks artist, hot Latin
track, hot Latin pop track, and hot
tropical/salsa track for “A Puro
Dolor.”

“We broke that song,” says Kid
Curry, PD at WPOW Miami, refer-
ring to “A Puro Dolor”’/“Purest Of
Pain.” Curry says he began playing
the Latin Grammy Award-nominat-
ed track the day after Son By Four’s
performance at the Billboard Latin
Music Awards in April.

“It was funny,” recalls Curry. “You
had this act [Son By Four| surround-
ed by performances by Latin super-
stars, and all my wife and the Latina
girls behind me kept singing was the
chorus of ‘A Puro Dolor.” My decision
to add the song was based on my
wife’s and the Latinas’ reactions to

the song. From day one, it was an
instant success.”

Several days later, Curry says he
received a copy of the English ver-
sion of the track, and immediately set
about creating “our own Spanglish
version.” In the end, “it was a No. 1
track for us.”

“The overall success of the song
caught us completely by surprise,”
says Lopez, referring to himself and-
his bandmates (brothers Javier and
George Montes and their cousin,

Feeling Jazzy. Famed jazz saxophonist Richard Elliot, seated, recently signed a
recording deal with the GRP label division of the Verve Music Group. The musi-
cian will begin work on his first disc for the label in early 2001. Flanking Elliot, from
left, are Steve Chapman, his manager; Bud Harner, VP of A&R, Verve Music Group;
Marc Lipner, director of business affairs, Universal Music Group; and Ron Goldstein,

(Continued on page 22)

president, Verve Music Group.
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We'll Bring It To You!

ALEx LivapAs

House of Imports ¢ (714) 562-1134
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= Call Alex Livadas at (714) 562-1134 and we'll
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BUENA PARK ¢ CALL aLEX 1-800-MERCEDES Ext. 1134

Industry Execs Gite Napster, Mergers
As Most-Memorable Stories Of 2000

AS THE YEAR 2000 draws to a close, The Beat has
asked several top executives in the music industry
what they thought was the biggest industry
story/trend of the year, as well as what was their com-
pany’s biggest success story was. Part 2 will appear in
coming weeks. In their own words:

Les Bider, chairman/CEO, Warner/Chappell Music:
The biggest story of the year has been
the merger of [America Online] and
Time Warner, bringing together the
worlds of media and entertainment.
This merger provides for all the possi-
bilities of the future
of our businesses
together. The
biggest trend of the year is the
movement towards subscription
music on the Internet.

Individual success with Dido and
Craig David and the songs

BIDER

the year is one of distribution rather than content. The
ability to use the Internet to distribute music has cre-
ated incredible opportunities and incredible challenges
for everyone. The ability to connect with the public
has never been greater . . . The possibility of losing all
control over copyrights hus also never been greater.
No other event has consumed more of the industry’s
resources or attention. The other big story has been
the continued increased attention placed upon first-
week sales of albums, which has had negative conse-
quences both on record-company profit margins (by
inereasing upfront expenditures) and on artist devel-
opment.

For Capito/EMI, the biggest
story was undoubtedly the
EMI/Time Warner merger. Our
second-biggest story was having
the No. 1 album in October and
then in November with Radio-
head and the Beatles, through

“Amazed,” “Smooth,” and “Livin’ La
Vida Loca” have been creatively
rewarding this year.

Bob Jamieson, president, RCA Records: The
biggest story and trend has to be the
emerging of the Internet as an excit-
ing opportunity to promote and sell
music to music lovers around the
world. This is the future: We need to
embruce it!

Certainly the biggest story for us
has to be the unbelievable success of
Christina Aguilera in two languages, globally. She is
truly an incredible talent that has just begun to show
the world what she is capable of achieving.

Evan Lamberg, executive VP of creative, North
America, EMI Music Publishing: The
biggest story of the year was definite-
ly Napster. No matter how things go
from here on with Napster; it official-
ly kick-started where the music and
entertainment business will be going
when it comes to distribution, as well
as everyone “sharing” and communi-
cating with each other:

The biggest story for me this year was working with
Rob Thomas, matchbox twenty, Atlantic/Lava
Records, Jason Flom, Matt Serletic, and Michael
Lippman on the group’s “Mad Season.” Coming off
“Yourself Or Someone Like You” and
Rob’s “Smooth”/Santana success, we
had our work cut out for us. As you can
see by the charts, we got the job done.

Roy Lott, president/CI0, Capitol
Records: For the first time since the
advent of the CD, the biggest story of

JAMIESON

LAMBERG

by Melinda Newman

very different but equally unique
and individualized marketing
plans.

Lou Mann, president of HOB Media Properties:
The biggest story for 2000 was the
court battles that took place [in] the
music industry {involving| MP3.com
and Napster. The outcome of the
MP3.com case changed the way the
industry looked at third-party compa-
nies and how the digital distribution of
music was going to be delivered in the
future. It seemed to relax the big five music compa-
nies and allow them to focus on doing strategic part-
nerships with outside organizations to deliver digital
music to the consumer.

The biggest story for us is the development of an
additional nine House of Blues venues to « total of 36.
The formation of our record label gives us a unique
position in the industry as a fully integrated music
marketing company.

Strauss Zelnick, outgoing president/CEO, BMG
Entertainment: The story of the year
surrounds the creation of new distri-
bution media for music. Napster is just
one part of the story. In the coming
years, the music business will expand
rapidly as an array of business models
that serve consumers while protecting
artists emerge.

My biggest [personal triumph] probably is after
building BMG into a powerhouse in the business,
reflected in our market share, record revenues and
profits, record number of Grammy awards, and lead-
ership in the club and digital media businesses, [ have
decided to move on to new challenges.

MANN

ZELNICK
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There are two ways of spreading light:
to be the candle or the mcirror that reflects it.
| aEEE Edith Wh;rton
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2000 BILLBOARD MUSIC AWARDS

A Night f |l|(||| Performances And VIP-Packed Prties

Highlights of the 11th annual Billboard
Music Awards, held Dec. 5 st the Grand
Garden Arena of the MGM Grand Hotel in
Las Vegas, included crackling performanc-
es from ‘N Sync (which co-hosted with
comedian Kathy Griffin), Destiny’s Child, 3
Doors Down, Creed, Ricky Martin, Dixie
Chicks, Mystikal, and Faith Hill. The event
was telecast by Fox-TV.
The ceremony was preceded on Dec. 4 by

the Billboard Bash at Studio 54 in the
MGM Grand, hosted by Mark L. Walberg
of the Fox series “Temptation Island.” The
awards show was followed by a post-broad-
cast party at the Joint in the Hard Rock
Hotel & Casino. (Photos: David Lee Waite)

Artist of the year Destiny’s Child burns

through a “Charlie’s Angels”-inspired

medley of the hits “Independent

Women Part I,” “Say My Name,” and

“Jumpin’, Jumpin’ ” at the Billboard

Music Awards.

Shown, from left, celebrating Randy Newman's receipt of
the 2000 Billboard Century Award are Billboarad president
and publisher Howard Lander, Warner Bros. Records Inc.
president Phil Quartararo, Billboard editor in chief Timothy
White, Newman, presenter Don Henley, Newman manager
Cathy Kerr, and Warner Music Group chairman/CEQ Roger
Ames.

Kristine W. wows Billboard Bash
attendees with an electrifying version
of her new single, “Loving You.” .‘

Shown, from left, Billboard senior writer Chris Morris, Spit-

fire Recordss VP Dennis Clapp, and Billboard Los Angeles

bureau chief Melinda Newman head out te the Billboard

Bash.
Shown, from left, S-Curve Records executive VP Steve
Yegelwel, Baha Men manager Stu Bic, and S-Gurve presi-
dent Steve Greenberg enjoy the party at the Billboard
Bash.

Jive Records senior VP/GM Tom !

Carrabba, left, hangs with Billboard | P e ._Trigs

director of charts Geoff Mayfield at the right, accepts the female artist of the
Biliboard Bash. year award from Carter siblings Aaron, front, and Nick.

From left, Billboard associate publisher Howard Appel-
baum and Billboard president and publisher Howard Lan-
der greet Bcb Bain, executive producer of the Billboard
Music Awards.
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Son By Four, which collected a quartet
of Billboard Music Awards, sings its
smash “A Puro Dolor” at the Billboard
Bash.

Sisgo, male artist of the year and new
artist ot the year, collects tweo of his
six Billboard Music Awards at the Bill-
board Bash.

Shown, from left, JVC Disc America
senior VP of sales and marketing Searn
Smith, his date Shelly Abrams, and
Billboard account executive Aki
Kanekao step out ta the Billboard
Music Awards.

Shown, from left, Billboard account
executive Phil Hart, Sony Music
Nashville associate director of produci
management Kate McGlocklin, and
Vedalabs CEO Jason Hewitt get
together at the Billboard Bash.
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Shown, from left, backstage at the Billboard Music Awards
are Billboard president and publisher Howard Lander, Warn-
er Bros. Records Inc. president Phil Quartararo, Warner
Bros. Records senior VP of creative services John Beug,
Irving Azoff of Azoff Entertainment, Warner Music Group
chairman/CEO Roger Ames, and John Baruck of Baruck-
Consolo Management.

MTS Inc./Tower Records president Michael Solomon, left,
and his wife, MTS Inc. public relations director Louise
Solomon, are greeted by Billboard associate publisher
Irwin Kornfeld at the Hard Rock party.

Joe performs “l Wanna Know” —hon-
ored as the R&B/hip-hop airplay track
of the year—at the Billboard Bash.

“Kryptonite,” the rock track of the year and modern rock track of the year, was

performed by 3 Doors Down at the Billbcard Music Awards.

Shown, from left, Joyce Schorr, Rhino Home Video senior
VP Arny Schorr, Billboard group advertising director Pat
Jennings, Billboard associate publisher Irwin Kornfeld,
Crest National executive VP Johri Walker, and Walker’s
wife, Cyd, gear up for the Billboard Music Awards.

trophy at the Billboard Music Awards, as presenters
BBMak and Mandy Moore look on. Spears also wori a
special award for the biggest one-week sates of an album
ever by a female artist.

Shown, from lett, Billboard Los Angeles bureau chief Melinda Newman; Ed Toth

of Vertical Horizon; Kelly Scannell; her husband, Matt Scannell of Vertical Hori-

zon; and Billbcard editor in chief Timothy White celebrate the Bifllboard Music

Awards at the Hard Rock party.

_ _ : Shown, from left, Urbanesq.com VP of marketing Jay
G | E—_E goodech Cowan, Urbanesq.com president/CEQ Michael Johnston,

Mystikal, right, is mobbed by his fans outside the Billboard Billboard R&B editor Gail Mitchell, and Billboard adveris-
Bash. The rapper performed his hit “Shake It Fast” at the ; > ing director Andy Anderson link up before the Billboard
Billooard Awards ceremony. o ' Bash.

S _ Shewn, from left, manager Mickey Shapiro, Carnie Wilson,
Ricky Martin steams up the stage at the MGM Grand Garden Arena with a live and Wilson’s husband, Rob Bonfiglio of the band Blush,
performarnce of his house-rocking hit “She Bangs.” party at the Hard Rock.

Baha Men literally let the dogs out for a rousing moment
early in the Billboard Music Awards show.
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Artists & Music

Josh Joplin Group Serves Up ‘Useful Music’ On Artemis Set

BY DANIEL JENKINS

SAN FRANCISCO—In a market
dominated by hardeore rap/rock
acts, Artemis Records hopes to
shake things up with the Jan. 23
release of “Useful Music” by the
Josh Joplin Group.

“You don't hear things like this
at radio today,” says Daniel Glass,
president of Artemis Records.
“The market is so saturated with
that style, listeners need relief.
There needs to be a little mix.”

Glass is convinced there’s an
audience that is hungry for rock
music that’s both provocative and
mature. “Current radio balance is
too hard,” he explains. “Josh’s
music roeks intelligently, and it
doesn’t hit you over the head.”

Joplin got his start playing gui-
tar at his grandmother’s house.
“She was a music reviewer for The
Washington Times, so I listened to
all her albums,” he says. “She had
a lot of folk albums, and that’s
where I picked up the Phil Ochs
thing.”

Joplin drew inspiration from the
folk legend. “He is a musical hero
of mine,” he notes. “It was all about
who he is, his rebellion. He was a
poster on my wall.”

The album includes a song
named after Joplin’s hero. “I've
written many songs ubout Phil,” he

says. “The fact that he didn’t die
naturally was an interesting thing
for me to come to terms with.”
(Ochs committed suicide in 1976.)

After picking up a copy of Kevn
Kinney’s acoustic album “MaceDou-
gal Blues,” Joplin headed to
Atlanta, where he was inspired to
meet other songwriters around his
own age. He formed the Josh Joplin
Group four years ago and began
opening for local artists Shawn
Mullins and Natalie Farr at the
Trackside Tavern in Decatur, Ga.
Mulling took the band under his
wing and released the original ver-
sion of “Useful Music” on his SMG
label in 1999.

The album was co-produced by
Mullins and Jerry Harrison, and
Joplin drew great strength from
working with them both. “Shawn
and I have been friends for such a
long time,” he says. “When you
work with a producer, you ask
yourself if he’s going to care about
the songs, and Shawn really did.”

The group was the first band
Mullins produced. “He did it in the
middle of his own success with a hit
song,” says Joplin. “He’d fly out to
do ‘The Tonight Show’ and then be
back working with us the next
day.”’

Joplin was honored by the
chance to work with Harrison,

known for his production work
with No Doubt and Live. “Working
with Jerry was very precious to me
because I'm a huge fan of his
music,” he says. “I love the Talking
Heads and Modern Lovers.”
Harrison’s down-to-earth man-

JOSH JOPLIN GROUP

ner put Joplin and the rest of the
band at ease. “He related to us all
on a personal level,” says Joplin.
“He was understanding and willing
to discuss the songs. Songs are sub-
jective things—they can mean dif-
ferent things to different people.
The discussion lasted a few hours,
about my influences and his. I felt
elevated by him. He gave me more
ideas—things I hadn't thought of—
and they came out brilliantly.”
Both producers’ influence can be
felt strongly on “Useful Music.”

Reviews have compared Joplin’s
storytelling style to Mullins’ work
and noted a similarity in Joplin’s
vocal delivery to that of Harrison-
produced Live front man Edward
Kowualczyk. There are also frequent
and inevitable comparisons to
another Georgia band, R.E. M.,
especially on the first single, “Cam-
era One.” Joplin deseribes the song
as being about “faith in the face of
doubt” and credits the films of
director Paul Thomas Anderson
(“Magnolia”) for partly inspiring
the song.

“I had wanted to write a song
about the kids who sell maps to the
stars’ homes in Hollywood,” he
explains. “I was fascinated by this
population of nameless, faceless
people who go there to make some-
thing out of themselves.”

The “Camera One” single has
already gone to triple-A stations,
and a special limited-edition single,
“Camera One +2,” has been
shipped to stores. It features the
lead single plus two acoustic songs:
“Sofa King” and a cover of Ochs’
“Hulf A Century High.” A video for
“Camera One” is planned for Janu-
ary. “Due to the subject matter,
we're seeking out an intelligent
director for the video,” says Glass.

Artemis is strongly committed to
promoting “Useful Music” for the

duration. “We've been pushing this
during October, November, and
December while others are asleep
at the wheel, just cashing in during
the holidays,” says Glass.

Joplin and band members Geoff
Melkonnian, Allen Broyles, and
Deb Davis have been doing station
appearances nationwide. “We've
sat in meetings and discussed pro-
motional aspects, everything from
posters, pins, ete. to television and
radio advertising,” says Glass. “In
the end, we decided the best thing
to do was bring the music to the
people.”

The group has played venues
both big and small. performing in
clubs with such bauds as Fuel and
Lighthouse. It has slso played com-
mercial venues like Amazon.com in
Seattle and Borders Books &
Musie. “You want the people to love
your musie,” says Glass. “Intimate
audiences are the best.”

A newly revamped Web site,
JoshJoplin.com, has been set up
with downloadable musie.

“Our job is to expose the music
over the course of months, believe
in it, and stay with it,” Glass con-
cludes. “We're building an audience
of music lovers who appreciate
rock with intimacy and maturity.
This is musice that will be talked
about. The timing iz now.”
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Future Tribe

Future rhythms merge with World grooves
creating a multi-cultural Jazz experience!
Featuring guest artists: Angelique Kidjo
and Brian Hughes!

Bryan Savage
Rush Hour

Bryan Savage’s exciting, multi-faceted follow-up
to Soul Temptation features his longtime core
band from Denver and Los Angeles, plus an exciting
shuffle groove remix of "Coral Princess" by 3rd Force.
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Four80East are hack with a
groundbreaking Urban-Electro-Groove-Jazz
classic featuring the hit single,
"Bumper to Bumper"
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