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THE INTERNATIONAL NEWSWEEKLY OF MUSIC, VIDEO, AND HOME ENTERTAINMENT

BY CARLA HAY
NEW YORK—For somz musi-
i cians, being the star of a music
video isn't quite enough. More
artists are beginning to star in
their own TV series as a way of
showcasing their talents. And
record companies are maximizing
the potential to sell more records
by partnering with TV networks.
There is always a risk that
the artist will commit to a show
that flops. But the gamble has
paid off for country singer Reba
McEntire, whose WB comedy
series. Keba, has been one of
the network's top-rated shows
since its debut last fall. The
program was recently renewed
for a second season.

CANNON

McEntire says she always in-
tended her first TV series to be a
sitcom: “At first, [ wanted a show
that was about everything that
happens to me offstage, but we
didn’t like any of the scripts. Then
about a year ago, this script came
to me. and | loved it.”

That script was for a show that
was originally going to be called

Deep in the Heart, but the title
was changed to Reba. On the
show, McEntire plays a Texas
mother dealing with the effects
of divorce.

“I thought it was better to use
my name as the title, because it
would be less confusing and very
helpful to bring in my fans,” notes
McEntire, who won this year's

| Music Stars Take The?r Visions To TV

McEntire, Isaak, Cannon, 0-Town Each Use The Small Screen To Large Effect

People’s Choice Award for best
female performer in a new televi-
sion series. "My fans are great ad-
vertisers: They tell each other
what I'm doing next, and they've
stayed loyal to me no matter what
I'm doing in my career.”

That loyal fan base is what led
Warner Bros. and MCA Nashville
(Mclintire’s record company) to
partner, creating a win-win situ-
ation for the network and the
record company.

As MCA Nashville VP of market-
ing Dave Weigand explains: “We
were very excited that Reba was
going to have a TV show, because
we snew she'd be reaching a whole
new audience. We worked with the
WB and coordinated the release of

(Continued on page 68)
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Is Nat’l Indie Distribution
Making Its Last Stand?

BY CHRIS MORRIS

LLOS ANGELES—The U.S. independ-

ent distribution landscape is shrink-

ing, and the ground is shaking.
The closure

last fall of Wood- |

land, Calif .-based ‘“lMG

DNA by bankrupt, .

now-liquidated

ved as an excla-
mation point to two years of violent
compression on the indie distribu
tion side. Since late 1999, such other
established indies as M.S. Distribut-
ing, Platinum Entertainment, KTD,
and Paulstarr Distribution either
closed their doors or filed for bank-
ruptcy protection.

Today, the future of virtually every

EMI’s Munns

Aims To Win
U.S. Market

BY MELINDA NEWMAN
1.OS ANGELES
Music vice chairman David Munns
wants to make one thing perfectly
clear: When EMI Recorded Music
chairman/CEQ Alain Levy added
CEQ/chairman of EMI Recorded
Music North America to Munns’
title Feb. 1, his top priority became

(Continued on page 70)

EMI Recorded

national independent distributor is
a question mark.

Much of the current attention
hinges on the destiny of the major-
owned indies.
Both Alternative
Distribution
Alliance (ADA)
and Caroline Dis-
tribution are oper-
ated by majors—
Warner Music Group (WMG) and EMI
Recorded Music, respectivelv—which
recently installed new management re-
gimes in the face of dwindling mar-
ket shares. Many observers believe
that cost-conscious executives at
those firms could decide to exit the
indie sector to cut their losses, as

(Continued on page 67)
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AND YOU THOUGHT BUYING THE 15-ROOM BEACH HOUSE MADE YOU POPULAR.

Buy a fraction of a business jet from Avolar—and you and your friends will enjoy speed,
security and superb service.

Introducing Avolar, the fractional ownership program backed by United Airlines' 75 years
of operational excellence. We will offer fractional shares in only the best business jets from Gulistream,
Falcon Jet, Bombardier and Raytheon. We will give owners only the best service based on five-star
hospitality industry standards. And we will provide only the most professional operation, as you wouid
expect from our United Airlines heritage. Avolar can make your life easier, simpler—and better.

Find out more by calling 1-800-AVOLAR1 or visiting www.avolar.com
AVOLAR

1-800-286-5271
A+
Aviation Experience+Service Excellence
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Manilow’s Arista Hits Soar Again

BY CHUCK TAYLOR
NEW YORK—*“Even Now,” indeed.

Barry Manilow, who last held residence
in the top 40 some 19 years ago, has blast-
ed onto The Billboard 200 this issue at No.
3 and at No. 1 on the Top Internet album
chart with Ultimate Manilow, a collection
of 20 greatest hits—of which not one is
fewer than two decades old.

Ironically, the set was released by Arista
Records, which is no

age that regularly goes to record stores.”
Manilow is in the midst of a 40-date tour
to support Here at the Mayflower, where he
is consistently selling out theaters and are-
nas, including five nights earlier this month
at Radio City Music Hall in New York.
“Barry Manilow is so hot—again,” says
John Meglen, co-president of L.A.-based
tour producer Concerts West. “The num-
bers he’s putting up just show what a great

longer Manilow's home

label: He signed with
Concord in May 2001
and issued Here at the
Mayflower last Novem- ‘
ber. That project de-
buted at No. 90 on The
Billboard 200; in this
issue, the pop-oriented
concept album—his
first of original materi-
al in more than a
decade—buoys from |
No. 15to No. 11 on the
Top Independent Al-
bums chart inits 13th
week. The album’s |
first single, “Turn the

“There have been
greatest-hits albums
on Arista before,
and none have ever
behaved like this. I
have to believe that
there is a whole other
generation that has
discovered my catalog.’
—BARRY MANILOW

and there’s the sizable TV campaign, which
leaves a significant impression.

“I suppose it’s fashionable to say that
Barry Manilow is corny and out of date, but
the guy's got tons of fans, and he’s sold tens
of millions of records,” Keil adds. “He has
an uncanny knack for writing great hooks,
and his songs really go right to basic human
emotions and touch people in a way that a
lot of music these days can’t possibly.”

The Brooklyn, N.Y.-
born Manilow, who
studied at the Juil-
liard School, began
his musical career in
the '60s as a com-
mercial jingle song-
writer. In the early
'70s, he worked as
pianist/arranger for
Bette Midler in New
York before he be-
came the first artist
to sign with music
industry legend Clive
Davis’ Arista Records.

The singer gained

| immediate fame by
| scoring the label's

Radio Up,” is No. 25 on
the adult contemporary chart.

Ultimate Manilow is the artist’s highest-
debuting album ever, scanning 113,000
copies in its first week, according to Sound-
Scan, a tally that also represents a career high
for one-week sales in the SoundScan era
(since 1991). He enters on the heels of con-
temporary pop/R&B singer Jennifer Lopez,
who debuts at the top of The Billboard 200
with a remix project, J fo Tha L-o!, and coun-
try mainstay Alan Jackson, who eases from
No. 1 to No. 2 with Drive.

“I'm stunned; this is just an amazing expe-
rience,” says Manilow, 55. “There have been
greatest-hits albums on Arista before, and
none have ever behaved like this. [ have to
believe that there is a whole other genera-
tion that has discovered my catalog. I'd think
[ was making this up, but I see the audiences
at my shows, and half of them are voung, the

artist he is. It's wonderful to see somebody
who has such ongoing talent year after
year return to the top of the charts.”

Arista backed the release of the album
with an extensive TV advertising campaign
that featured 60-, 90-, and 120-second ads, as
well as aggressive retail in-store promotion.

“The point was to not only showcase the
diversity of his repertoire, but to remind
people of Barry Manilow’s star power,”
Arista senior VP Steve Bartels says. “He's
hip again, everybody loves those songs
when they hear them, he’s touring, and
this collection is a perfect Valentine's gift.
[ think we pretty much nailed it.”

At the CD World retail chain in South
Plainfield, N.J., VP of purchasing Eric Keil
says, “We weren't all that surprised by the
turnout for this record. First, with Barry
touring, there was a lot of pent-up demand,

SELLING MUSIC, WINNING HEARTS

When [ saw Timothy White’s well-written and
poignant column, “Selling Music ina Buyer's Mar-
ket” (Music to My Ears, Billboard, Jan. 19). | had
just finished writing the enclosed portion of the
liner notes of my upcoming CD:*The major music
labels are in derographic denial. It is a fact that one
person is turning 50 years old in the United States
every eight seconds—for the next 20 years! This is
the first generation of 50-vear-olds raised on hi-
fidelity sound. Music remains an important part of
their lives. Yet the majors still cling to the youth
market, where peer pressures cause multimillion-
sellers to happen; but this is also the demographic
where piracy and friend-to-tfriend duplication is
rampant. Profits in this sector are heading south.

“As people age, they become more educated and
informed. They don't care what their peers are lis-
tening to; they want what moves them. Their tastes
are splintered. Good music crosses the boundaries.
as we know. But how do vou reach those audi-
ences, each with its own niche? Nashville’s music
labels struggle with this. But there will not be
another Garth Brooks any time soon, for the

first No. 1 Hot 100
and AC hit in 1975 with “Mandy.” Through
the years, he accumulated 25 top 40 hits,
including the No. 1s “I Write the Songs™ and
“Looks Like We Made It,” as well as such pop
classics as “Copacabana” and “I Made It
Through the Rain,” all of which are includ-
ed on the new collection (which is the first
album distributed by the recently formed
BMG Heritage arm). He is the top male AC
artist of all time, with total worldwide sales
of 58 million albums, according to Arista.

“It’s really kind of poetic,” Manilow
muses. “[ started at Arista with its first
No. 1 record, and now I'm saying goodbye
to my relationship with Arista with a
beautiful exit. It certainly makes every-
thing nice and tidy.”

Additional reporting by Ray Waddell
in Nashville.

demographics that produced his audience have
moved on, and there are not the numbers behind
to replace them. The majors will have to begin
working the niches, same as the small independ-
ents. One thing is certain: Technology will not stop,
and the demographic curve is cast. The other cer-
tainty is the need for music will never disappear
from the human heart.”
Please keep up the great Music to My Ears edi-
torial pieces. These are strange times, for sure.
James Talley
Cimarron Records
Nashville

Timothy White's column, “Selling Music in
a Buyer's Market,” is the most moving comment
[ have read yet regarding the future of record-
ed music distribution. Around the world for the
past several generations, people remember
moments in their lives, be they happy or sad,
merely from hearing the song that was playing
in the background at the time. What is being
contemplated by the recording industry—the
“pay as you go” model—forgets why people

want to own a copy of a song and deters them
from the opportunity to create new memories.
Thomas A. Lowe

Director, Global Music Resource

Massapequa, N.Y.

Recently, a Warmer Bros. study found that 66%
of “core” music fans didn't know their favorite artist
had anew release out. [ read with interest Timothy
White's comment in his Jan. 19 column: “Whyisn't
there any comprehensive national marketing tar-
geted at the musically famished and financially
empowered 25-55 age group?” Good news: There
is. Movie Tunes' median-age patron is 32 years old,
and we reach a captive audience. We did a test in
Phoenix with the Wherehouse chain whereby we
offered a discount with ticket stubs on all artists
heard everywhere there’sa Movie Tunes speaker—
auditoriums, lobbies, concession areas, rest rooms,
parking lots. All Movie Tunes artists were displayed
in end caps. Sales increased from 34% to 64%.

Robert Kardashian
President, Movie Tunes
Los Angeles

Letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of
Billboard or its management. Letters should be submitted to the Letters Editor, Billboard, 770 Broadway, New York, N.Y. 10003.
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MANILOW HIGH: Jimmy Carter was President of the United
States. No one had ever filmed a movie based on Star Trek. And
the No. 1 single on The Billboard Hot 100 was “Stayin’ Alive”
by Bee Gees. All of those statements were true the last time
Barry Manilow was in the top three of the Billboard album chart.

The Brooklyn, N.Y.-born, Juilliard-trained musician returns
to the top three of The Billboard 200 with Ultimate Manilow,
the album that launches the BMG Heritage imprint. Manilow
who is certainly an important part of BMG’s heritage, being one
of the first artists on Arista to experience success on the charts—
has his highest debut of all time at No. 3. That peak position
makes it one of the top three most successful albums of
Manilow’s career. In 1977, Barry Manilow Live spent one week
at No. 1, and a year later, Even Now peaked at No. 3.

Like the Beatles’ /, the Ultimate Manilow collection is com-
pletely made up of songs that haven’t charted in . . . well, a long
time. The Beatles album featured songs that were at least 30
years old; this single-disc Manilow collection runs from 1974’s
“Mandy” to 1984's “When October Goes.”

Ultimate Manilow is the artist’s first set to appear on the chart
in 2002, but he's only been away for nine weeks. In December
2001, Manilow's first album for the Concord label, Here at the
Mayflower, debuted at No. 90 and remained on the chart for
three weeks.

Proving that the 25-plus age group shops online, Ultimate
Manilow debuts at No. 1 on the Top Internet Albums chart.

‘TIME’ FOR A CHANGE: Finally, we have the first new No. 1 song
of 2002 on The Billboard Hot 100. After a six-week reign, Usher’s
“U Got It Bad" yields to “Always on Time" (Murder, Inc./Def Jam)
by Ja Rule Featuring Ashanti. It's the second chart-topper for
Ja Rule—he achieved pole position last vear by guest-starring on
a remix of Jennifer Lopez’s “I'm Real”—and the first time in
lead position for Ashanti.

Ja Rule continues to have two top five hits, as "Ain’t It Funny”
(Epic)—another Lopez remix that features him as a guest star—
holds at No. 4. Should “Funny” succeed “Time" at No. 1. Ja Rule
would become only the fifth artist in the rock era to have two
consecutive chart-tappers. The artists who have achieved this to
date are Elvis Presley, the Beatles, Boyz II Men, and Puff Daddy.

GREEN PARTY: Veteran singer Al Green returns to Hot R&B/Hip-
Hop Singles & Tracks for the first time in six years. Green, who
peaked at No. 47 with “Your Heart’s in Good Hands" in 1996.
debuts at No. 74 as a featured artist with Ann Nesby on “Put It
on Paper” (It’s Time Child/Universal).

More Fred Bronson each week at www.billboard.com.

www.billboardlcom

BILLBOARD FEBRUARY 23, 2002




BET SALUTES SHINING STARS

BET congratulates all of today’s nominees
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&

India Arie

Thanks for making BET the preeminent entertainment
network for African-Americans!
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Messier Signals An End To Vivendi’s Acquisition Spree

BY MATTHEW BENZ

NEW YORK—Having built a rep-
utation during the past two years
as the premier acquirer of media
companies, Vivendi Universal has
spent the past two weeks trying
to convince investors that it is
done buying assets and ready to
use the ones it has to deliver
meaningful growth.

On Feb. 5, with the company’s
stock already down 25% in 2002,
Vivendi chairman/CEQ Jean-Marie
Messier issued a letter to employ-
ees to reassure them that the com-
pany remains on solid footing. He
said that declines in the music mar-
ket contributed to a “difficult”
fourth quarter but promised that
there aren’t any “surprises” coming
March 5, when Vivendi releases its

InThe News

« Singer/songwriter Dan Seals filed
a $22.5 million copyright-infringe-
ment lawsuit against Platinum
Entertainment and six company
executives Feb. 6 in the U.S. Dis-
trict Court for the Northern Dis-
trict of lllinois. The suit alleges that
Platinum licensed the master of
Seals’ In a Quiet Room CD in the
Philippines without authorization.

¢ Recording Industry Assn. of
America president/CEO Hilary
Rosen labeled Russia, China, and
Brazil cornerstones of an interna-
tional music-piracy effort that costs
the industry more than $4.5 billion
annually in lost sales (Billboard
Bulletin, Feb. 13). At aFeb. 12 Sen-
ate Foreign Relations Committee
hearing on international and do-
mestic intellectual-property theft
in Washington, D.C., Rosen said the
figure, which excludes Internet-
related piracy, “hurts everyone by
diminishing the incentive to invest
in the creation of music.”

¢ Steven Van Zandt, veteran mem-
ber of Bruce Springsteen’s E Street
Band and a regular on HBO’s The
Sopranos, will premiere Hard Rock
Cafe Presents Little Steven’s Under-
ground Garage April 7. The two-
hour radio show, syndicated nation-
ally on rock stations every Sunday,
will focus on garage rock.

* Viacom'’s cable networks, includ-
ing MTV Networks and BET, had
$4.3 billion in revenue in 2001, up
8.8% from 2000. Earnings before
interest, taxes, depreciation, and
amortization rose 22% to $1.68
billion. Viacom had an overall net
loss of $223.5 million, or 13 cents
per share, compared with a net
loss of $816.1 million, or 67 cents
per share, a year earlier. Revenue
rose 15.9% on acquisitions to
$23.2 billion.

full 2001 financial results.

And while Vivendi remains “open
to good opportunities,” Messier
said rumors of its interest in Ya-
hoo, Metro-Goldwyn-Mayer, or any
other acquisition are untrue.
“There are no ‘missing pieces’ in
our strategy,” he said, adding that
“our priority for 2002 is internal
growth” of at least 10%.

Messier has thus signaled the
end of a two-year era, during
which Paris-based Vivendi, once a
water utility, remade itself into a
media concern. In 2000, it took
control of Universal Music Group
(UMG) and Universal Studios with
the $100 billion purchase of Sea-
gram. Last year, it acquired MP3.com
for $372 million. Then, on consec-
utive business days last December,
Vivendi committed $1.5 billion to
an alliance with EchoStar Com-

munications and $10.3 billion in
stock and cash to a deal combin-
ing the company’s film assets with
those of USA Networks.

Its many and varied acquisitions
have made Vivendi “complex,” as

VIVENDI

Messier acknowledged in his letter
to employees. The deals also com-
plicate year-over-year comparisons
of the company’s financial per-
formance. “It’s been a very acquis-
itive company,” says Nicholas Bell,
a London-based Bear Stearns ana-
lyst who covers Vivendi, “and that

Rivera Tops Billboard Latin
Music Awards Finalist List

BY LEILA COBO

MIAMI—Lupillo Rivera, whose shaved
head, signature cigars, custom-made
suits, and youthful bravado have
helped reinvigorate regional Mexican
music and take it to a broader, younger
audience, landed six finalist slots—
more than any other artist—for the
upcoming Billboard Latin Music
Awards, to take place May 9 at the Jack-
ie Gleason Theater in Miami Beach.

Rivera’s standing was bolstered by
two albums released
within a year of each
other that landed high
on the Billboard Latin
Albums charts.

“When 1 released
the second album, I
thought, ‘Man, they're
going to get tired [of i
my music],” ” says Ri-
vera, who is touring the
West Coast. “But no,
they’re loving it. The
public is there.”

Veteran Juan Gab-
riel—who charted with
his track “Abrazame
Muy Fuerte"—won nods in four cat-
egories, including songwriter of the
year. Marco Antonio Solis, Gilberto
Santa Rosa, Jaci Velasquez, and Jen-
nifer Lopez are finalists in three cat-
egories. (For a complete list of final-
ists, see page 32.)

Both the finalists and the eventu-
al winners of the 13th edition of the
awards—which honor the most pop-
ular albums, songs, and performers
in Latin music—are determined
exclusively by the actual sales and
radio airplay data that form the
weekly Billboard charts, including
Top Latin Albums and Hot Latin
Tracks, during a one-year period from
the issue dated Feb. 17, 2001, through

RIVERA

this year’s Feb. 9 issue.

The awards, which will air May 12
on Telemundo, have become the
highest-rated special for the network,
which has agreed to produce the
show until 2004. “We feel this is the
signature show for Telemundo,” net-
work COO Alan Sokol says. “Because
of its integrity, the Billboard show
has special meaning for the industry
and the audience.”

This year, the awards have been
endorsed by a local
host committee and by
the mayors of Miami
Beach, Miami, and
Miami-Dade.

“It’s just another
example of why this
community is attrac-
tive for these events,”
Miami-Dade mayor
Alex Penelas says.
“Latin music is a hot
industry here in
South Florida.”

The Billboard Latin
Music Awards take
place immediately after
the three-day Billboard Latin Music
Conference—the Latin music indus-
try’s largest gathering of executives,
promoters, and talent—which this
year will also include BMI’s annual
Latin Music Awards.

As part of a multi-year agreement
with Billboard and Telemundo, HBC—
the largest Spanish-language radio
network in the U.S.—will for the first
time broadcast from the conference
and simulcast the awards show on its
50-plus stations nationwide.

HBC senior VP/GM and director of
new-business development Jack Hobbs
says, “The Latin Billboard program is
one of those programs we feel is a win-
ner, and we want to be a part of it.”

also tends to be one of the things
that, justly or unjustly, raises sus-
picions about the underlying busi-
ness performance.”

In his letter, Messier assured
that Vivendi doesn’t have any risky
off-balance sheet holdings. Such
arrangements are at the center of
Enron’s collapse, which has led to
widespread concern about finan-
cial-reporting practices at other
large corporations and triggered
broad stock-market declines.

Vivendi’s acquisitions have boosted
the company’s debt to 18 billion
euros ($15.7 billion)—a figure
that’s expected to rise once Vivendi
shifts from French to U.S. account-
ing standards when it reports its
first-quarter financial results April
29. However, as Bell notes, the effect
of that shift on Vivendi’s debt has
long been known.

Relative to other media compa-
nies, Vivendi has performed well.
On Feb. 11, it reported a 9.7% in-
crease in 2001 revenue to 58.2 bil-
lion euros ($51 billion), half of
which comes from its environmen-
tal services business.

UMG’s revenue fell 1% to 6.56
billion euros ($5.75 billion), as
North American revenue was flat
and Latin American sales fell
20%. Taking into account the
euro’s weakness relative to the
dollar and other currencies, Bell
says, the actual sales decline
may have been a few percentage
points more.

Bell also calls Vivendi's 10%
revenue-growth target in 2002
“ambitious.” He says, “If the mu-
sic industry continues going
south, it's going to make it even
more challenging.”

Market Watch

A Weekly National Music Sales Report

been out for more than 36 months.
ROUNDED FIGURES

YEAR-TO-DATE OVERALL UNIT SALES

2001 2002
Total 81,886,000 73,559,000 (<10.2%)
Albums 77,836,000 71,761,000 (<7.8%)
Singles 4 050,000 1,798 000 (+755.6%)
YEAR-TO-DATE SALES BY ALBUM FORMAT
2001 2002
cD 71,732,000 67,506,000 (<5.9%)
Cassette 5,951,000 4,084,000 (=31.4%)
Other 153,000 171,000 (©11.8%)
12,694,000 14,153,000
11,659,000 >10.3%
©8.9%
12,398,000 13,414,000
11,371,000 <76%
<9.0%
296,000 739,000
288,000 =59.9%
<28%
YEAR-TO-DATE ALBUM SALES BY STORE TYPE
2001 2002
Chain 44,254,000 38,476,000 (=13.1%)
independent 10,544,000 9,368,000 >11.2%)
Mass Merchant 20,244,000 21,416,000 (<>5.8%)
Nontraditional 2,795,000 2,500,000 (<10.6%)
YEAR-TO-DATE SALES BY ALBUM CATEGORY
2001 2002
Current 48,006,000 43,131,000 (<10.2%)
Catalog 29,830,000 28,629,000 (<4.0%)
Deep Catalog 20,506,000 19,878,000 (<3.1%)

Footnote: In calculating current market share, SoundScan counts only ulbum sales that have occurred
within the first 18 months of a title’s releuse (12 months for classical and jazz albums), except for titles
that stay in the top half of The Billboard 200, in which case suales continue to count as current until a title
falls below No. 100. Catalog market share counts sules generated by titles out for more than 18 months,
excluding the exceptions noted above. Deep catalog is a subset of cataloy, which reflects titles that have

FOR WEEK ENDING 2/10/02

Compiled from a national sample of retail store and rack sales reports collected, compiled, and provided by Qoin—]s.-,mu
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Mu51Cares

JANe

2 Person of The Year

Billy Joel

Monday, February 25, 2002 6:00pM Silent Auction

Century Plaza Hotel 7:30pM  Dinner

Los Angeles, California 9:00pM Tribute and Concert with Special Guest
Performers: Tony Bennett, Jon Bon Jovi,
Garth Brooks, Richard Joo, Diana Krall,
Richie Sambora & Rob Thomas plus
many others

Master of Ceremonies: Paul Reiser

The Person of the Year Tribute sells out quickly.
For Table and Ticket reservations, contact: Dana Tomarken, 310/392-3777.




BY WADE JESSEN, DEBORAH EVANS
PRICE, and PHYLLIS STARK
NASHVILLE—During a career that
spanned more than 40 years, Waylon
Jennings’ name hecame synonymous
with the word “outlaw”—because of
both his music and his lifestyle.
Jennings, 64, died Feb. 13 at his Ari-
zona home. Jennings, who was diabet-
ic, had been recovering from having his
left foot amputated last December.
Nashville songwriter Roger Murrah,
who co-wrote Jennings’ 1987 autobi-
ographical albun/stage presentation A
Man Called Hoss, describes Jennings
as bigger than life. “His mystique ran
deep,” Murrah says. “Waylon kept

them guessing. He was passionately
driven. He was determined to do it his
way and didn’t let much get in the way
of that. Of course, the very system he
fought the most he ultimately served
so well with his music.”

Jennings took country music to a
broader level of acceptance when he,
Willie Nelson, Tompall Glaser, and Jen-
nings’ wife, Jessi Colter, recorded
Wanted: The Outlaws in Glaser’s stu-
dio. It became the first platinum
album in country music, stayed at No.
1 for six weeks on the Billboard Top
Country Albums chart in 1976, and
won the Country Music Assn. (CMA)
Award for album of the year.

MURRAY

RECORD COMPANIES: Warner Bros.
Records names Wendy Griffiths sen-
ior VP of video promotion, Andy Man-
ning director of national video pro-
motion, and Liz Lewis coordinator of
national video promotion in New
York. They were, respectively, VP of
video promotion for Reprise Records,
coordinator of MTV 360 music ini-
tiatives for MTV, and promotion coor-
dinator for Reprise Records.

Michelle Murray is promoted to
VP of marketing and artist devel-
opment for Elektra Records in
New York. She was senior director
of marketing.

Wayne Chernin is promoted to
VP of sales for Universal/Motown
Records in New York. Ile was sen-
ior director of sales.

Curt Eddy is named VP of sales
for Hollywood Records in Burbank,
Calif. He was senior VP of field sales
and marketing for Universal Music
and Video Distribution.

Tracy Zamot is promoted to VP of
East Coast media relations for Atlantic
Records in New York. She was senior
director of media relations.

Warner Music Group names
Carol Sneyd VP of advertising serv-
ices and Jean Cavanagh VP of facil-
ity management and office services
in New York. They were, respec-
tively, director of advertising for
Warner Bros. Records and VP of
facilities management for Martha
Stewart Living Omnimedia.

{  Madelyn Scarpulla is named
senior director of product devel-
opment for Atlantic Records in

New York. She was senior director
of marketing at Columbia Records.

Scott Hajducky is promoted to
national director of alternative
marketing and college promotion
for MCA Records in Santa Monica,
Calif. He was East Coast regional
director of sales.

Aahmek Richards is named direc-
tor of new media for Arista Records
in New York. He was an executive
producer for Getmusic.com.

Lyric Street Records promotes
Chris Palmer to director of Midwest
regional promotion and Shari Rein-
schreiber to director of Northeast
regional promotion in Nashville.
They were, respectively, director of
Northeast regional promotion and
director of regional promotion.

Shannon Walker is promoted to
director of media relations for
Integrity Inc. in Mobile, Ala. She
was a publicist.

Razor & Tie promotes Jessica
D’Amato to associate director of
media relations and Stephen
Demko to publicity coordinator in
New York. They were, respectively,
publicity manager and part-time
publicity assistant.

RELATED FIELDS: Joel Newman is
promoted to senior VP of music sales
for Movie Tunes in Los Angeles. e
was VP of sales and marketing.

Bob Michaels is named VP of
production for 5.1 Entertainment
in Los Angeles. He was VP of tech-
nology and production for Enter-
prise DVD, which he also founded.

JENNINGS

Jennings was inducted into the
Country Music Hall of Fame in Nash-
ville last October. His other signifi-
cant awards include the Academy of
Country Music’s 1985 single of the
year award for “Highwayman”™—

recorded with Nelson, Kris Kristof-
ferson, and Johnny Cash—and four
CMA Awards, including male vocal-
ist of the year in 1975. He also won
two Grammy Awards.

Jennings recorded for RCA for
most of his career, later shifting to
MCA and Epic. He charted 54 albums
between 1966 and 1995, 11 of which
went to No. 1. He charted 96 singles
between 1965 and 1991, 16 of which
went to No. 1.

“For Waylon, it was always about
the music,” RCA Label Group chair-
man Joe Galante said in a prepared
statement. “The only spotlight he
ever cared about was the one on him
while he was onstage. It wasn’t about
the awards or events. He was an orig-
inal and a pioneer in terms of creat-
ing his own sound. This is a great loss

for the music world.”

Jennings' 1977 classic, “Lucken-
bach, Texas (Back to the Basics of
Love),” spent six weeks at No. 1 on the
country singles chart—a feat
unmatched for 20 years until Tim
McGraw and Faith Hill's 1997 duet,
“It's Your Love.” Among his other top
hits were “Good Hearted Woman,”
“Mammas Don’t Let Your Babies
Grow Up to Be Cowboys,” and “l Ain’t
Living Long Like This.”

In the early part of his career, Jen-
nings played bass in Buddy Holly’s
hand; his first single, “Jole Blon,” was
funded and produced by Holly in
1958. The following year, Jennings
gave up to Jiles Perry “the Big Bop-
per” Richardson his seat on the plane
that ultimately crashed, killing Rich-
ardson, Holly, and Ritchie Valens.

Musical Mentor Dave Van Ronk Dies

BY BILL HOLLAND

WASHINGTON, D.C.—Tom Paxton,
one of the leading figures in the '60s
folk revival, remembers his friend Dave
Van Ronk as “kind of a combination of
a colleague and mentor. You always
learned something when you talked to
Dave; he was a most knowledgeable
man. But, above all, Dave was the most
generous soul. Generosity of soul is
rare, and he had great heaping gobs of
it. He was a supporter of so many peo-
ple—encourager, cheerleader.”

Van Ronk, often called the Mayor of
Greenwich Village because of his
encouragement of other performers
and his deep knowledge of jazz and
blues, died Feb. 10 at age 65 from
colon cancer at New York University
Medical Center. His recording career
spanned 41 years.

“He loved jazz as a kid, so when he
went into folk music, he went into it
deeply,” Paxton says. “He went into
the essence of the traditional music

VAN RONK

and just ingested it. Anu right from
the beginning, he began reproducing
that music not in a more palatable
style—as so many did—but in his own
unique style that wasn’t commercially
viable, but brilliant.”

Encouraged by the singer Odetta,
Van Ronk, a Brooklyn, N.Y., native, be-
gan playing Village clubs in the late
’50s, presenting unvarnished versions

of songs by such artists as Blind Willie
McTell and Mississippi John Hurt with
an accomplished finger-picking style
and a gruff vocal delivery.

Van Ronk’s first album, Ballads,
Blues and a Spiritual, appeared on
Folkways in 1959. He recorded many
others for the label (now Smithsonian/
Folkways) before moving to Prestige.
In the '60s, he also recorded for Verve
Forecast, Mercury, Philo, and others.

Van Ronk was an early supporter
of Bob Dylan and showed the even-
tual legend many songs he’d discov-
ered, including “Bukka White’s Fixin’
to Die” and the traditional “Baby Let
Me Follow You Down™ and “House of
the Rising Sun,” all of which Dylan
later recorded.

According to the All Music Guide, 28
of Van Ronk’s solo albums are in print,
including his last, Sweet & Lowdoun
(Justin Time). which explored the jazzy
pop of the golden era he loved. He is
survived by his wife, Andrea Vuocolo.

BY ED CHRISTMAN

NEW YORK—The wind-down of
the joint venture between Tommy
Boy and the Warner Music Group
(WMGQG) is expected to be signed off
on this week after press time, with
the artist roster being split between
Tommy Boy founder Tom Silver-
man and Warner.

WMG will get the Tommy Boy
catalog, while Silverman will retain
the Tommy Boy name, sources say.
At the termination of the joint ven-
ture, the entire Tommy Boy staff is
expected to be let go, but Silverman
anticipates fielding a new team im-
mediately for the next Tommy Boy
incarnation, which is expected to

Tommy Boy Joint Venture Set To Expire

Label Founder Tom Silverman Will Retain Name, Warner Will Keep Catalog

consist of holdovers from the exist-
ing staff, as well as new hires. The
new staffing is expected to be scaled
down in order to give the label a
mean and lean
structure for its
new, independ-
ent status.
Silverman
founded Tommy

TommY
hBOYI (

K Boyin 1981. The
label was sold

to WMG in two steps—half in 1986
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