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Caparro Sets
New Structure,
Lines Up New
Faces At WEA

JIM CAPARRO

BY ED CHRISTMAN
NEW YORK—Through the pain
of downsizing by 50 employees
and closing six offices, the new
management team at WEA
Corp. is developing what it be-
lieves is the music-distribution
model for the future.

While that may appear to be
a grandiose claim, the team’s
leaders—WEA Inc. CEO Jim
Caparro and WEA Inc. presi-
dent John Esposito—have a
track record of leadership and
innovation dating back to their
days of heading PolyGram
Group Distribution (PGD).

Caparro and Esposito “bring a
very progressive manner to doing
business,” Trans World Enter-
tainment divisional merchandise
manager Jerry Kamiler says. “They
try to be better, smarter, and
more profitable, not only for their

(Continued on page 64)

Radio Execs Battle ‘Bad Rap’

Programming Practices Defended At Billboard/Monitor Conference

A Billboard/Airplay Monitor staff report

MIAMI BEACH—Among panelists at “Battling Radio’s Bad
Rap,” the most contentious session of the Billboard/Air-
play Monitor Radio Seminar held Feb. 6-8, there was lit-
tle agreement on whether .

radio really has a problem
with listeners, much less on
how to address it.

While indie promotion,
voice-tracking, and consoli-
dation have brought radio a
weekly barrage of negative
stories in the consumer press,
panelists from all aspects of
the music business and media
attributed radio’s declining
time spent listening (TSL) of
recent years to factors other than public disaffection with
radio’s music policies. For MediaThink founder Tom
Barnes, it was spot loads. Jay Frank. Yahoo Music’s head of
label relations, cited the proliferation of new music tech-
nologies and broadcasters’ willingness hecause of royalty
concerns to cede the Internet space to companies like his.

PAT PAXTON
ENTERCOM

Dennis Wharton, a spokesman for the National Assn.
of Broadcasters (NAB), noted that while TSL has
dropped “slightly” through the years, time spent read-
ing newspapers, for instance, has dropped more. Whar-
ton also blamed satellite
radio, which he claims spent
some $50 million to employ
eight public-relations com-
panies to attack radio.

But speaking for the press,
Miami Herald reporter Jordan
Levin decried the “circular
argument” that radio research
dictates playing familiar music
when unfamiliar music is not
exposed in the first place.
Levin asked why broadcasters
did not actually try doing something more adventurous—
a suggestion that broadcasters on the panel, judging from
their reaction, clearly considered naive.

Levin also took issue with claims by radio’s backers that
consolidation has led 10 more variety, suggesting that Clear

(Continued on page 60)
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Radio Awards Dial Up First-Time Winners

BY STEVEN GRAYBOW

First-time winners were in abundance at the 2003 Bill-
board/Airplay Monitor Radio Awards Feb. 8 at the Eden
Roc Hotel in Miami Beach, as the music industry honored
the past year’s most outstanding achieve- g

were split into major and secondary markets for nine
formats: adult contemporary, adult top 40, country,
mainstream rock, modern rock, mainstream top 40,
rhythmic top 40, R&B/hip-hop, and adult R&B. (In a
10th format, triple-A, only one award was

ments in broadcasting and promotion. Near- Bilboard M&iitor given.) The winners were chosen in a vote
ly half the winners of the 71 radio awards— RADIO 20@:? by the music industry and a panel of Bill-
which recognize radio stations, programming amrds board and Airplay Monitor staffers.

personnel, consultants, and labels—took
home their first Billboard/Monitor honors.
Radio Awards were given out in five cat-
egories: radio station, program/operations
director, assistant PD/music director, radio
consultant/group PD, and network/syndicated pro-
gramming. All categories (except for radio consult-
anf/group PD and network/syndicated programming)

A Complete List Of
Winners Appears
On Page 47

Among the first-time winners were nine
stations that received the station of the year
award, including major-market mainstream
rock station of the year WMMR Philadelphia;
major-market R&B/hip-hop winner WPGC
Washington, D.C.; and major-market adult R&B KMJQ
Houston. Six secondary-market stations—adult contem-
(Continued on page 47)
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Showcasing
The Sounds
Of Change
In S Afnca

.
A SCENE FROM ‘AMANDLA!’

BY JIM BESSMAN
NEW YORK—Artisan Entertain-
ment’s release this month of the
Sundance Award-winning docu-
mentary Amandla! A Revolution
in Four-Part Harmony powerfully
recounts the struggle against
apartheid by the indigenous peo-
ple of South Africa. But the film is
as much a showcase for the pri-
mal “freedom music” of South
Africa that was an integral part of
(Continued on page 62)
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nominees

Aaliyah
Will Ackerman
John Adams
Christina Aguilera
Darol Arger
Audio Adrenaline
Bacilos
David Balakrishnan
Charli Baltimore
Banda El Recodo

De Cruz Lizdrraga
Daniel Bedingfield (PRS)
Big Tymers
Eddie Blazonczyk
The Blind Boys of Alabama
Kevin Bond
Ryan Bowser
David Bdwie (PRS)
Brandy
Norman Brown
Solomon Burke
Burning Sky
RiL-BoTside
Gary Burton
Gary Calamar
Michel Camilo
Cam‘Ron
The Canton (Spiritua s
Capleton (PRS)
Caribbean Jazz Project
Cee-Lo
Lauren Christy
The Clinch Mountain Boys
Andy Colver (PRS)
‘Commissioned
Common
Creed
Bill Cunliffe
The Charlie Daniels Bahd
Diamord Rio
Michael Doucet
Dave Douglas
Don Edwards
Danny:zlfman
Enya (PRS)
Faith Evans
Tommy Flanagan
The Flaming Lips
Béla Fleck
Michael J. Fox
Allison Brewster Franzetti
Peter Gabriel (PRS)

David Lee Garza y
Los Musicales

Oszaldo Golijov
Gov't Mule

Al Green

Gr ts

Dawe Grusin
Deitrick Haddon

Fred Hammond

Roy Hargrove

Jesse Harris

Ben Henley

Fa'th Hill

Cave Holland
Big Band

Devid Holt

Intoeable

Et-a James

Jaes of Clay

J3kule

Jay-Z

Maxi Jazz (PRS)

Liftlz Joe & La Familia

El-on John (PRS)

She Jordanaires

Juanes

John P. Kee

Sclif Keita (PRS)

R. Kzlly

Kinky

Ktaro

Jennifer Knapp

Kmoc-Turn ‘Al

Korn

Dave Koz

Jeff Koz

Alison Krauss

F=mi Kuti (SACEM)

kd lang

Jim Lauderdale

Doyle Lawson
& Quicksilver

Don Letts (PRS)
Lenestar

Les Angeles Guitar
Quartet

The Light Crust
Doughboys

Lmi-T 21

Israel "Cachao™ kBpez
Taj Mahal

Lloyd Maines

s DIXIe chicks

» chad Kroeger
(socAN)

Maraca

Martina McBride
Delbert McClintan
Ereddie McGregor (PRS)
Lee Thomas Miller
Mingus Big Band

Molxy

Chaslie Musselwhite
Mesazil Ndegeocello
The Neptunes

Newsong

Nickelback (SOCAN)
*NSYNC

North Mississippi Allstars
The ©Qak Ridge Boys
Makcto Ozone (JASRAC)
Lee “Scratch” Perry (PES)
Pharrell

Queens of the Stone Age
Bustz Rhymes

Riders In the Sky

Peter Rowan

Nancy Rumbel

Nicky Ryan (PRS)

Roma Ryan (PRS)

Mingo Saldivar y Sus

Tremendos Cuatro
Esoadas

Santana

John Santos and the
Machete Ensemble

Al Schmitt

The lohn Scofield
Bard:

Earl Scruggs

Wayue Shorter

Jon Stdel

Siggno

Allan Slutsky

Arthar Smith (PRS)

The Spanish Harlem
Orchestra :

Scott Spock

RalphiStanley i

Sting (PRS)

Angse Stone

Omar Sosa

Luciana Souza

Jimmy Sturr

Take Six

Susen Tedeschi

Joht Tesh

The femptations

EricTingstad

Tobymac

Trick Pony
Katky Troccoli

‘Los Tucanes De Tijuana

McGoyalyner:

Jai Uttal

BebeoValdés

Carlos "Patato” Valdés

The Vanguard Jazz
Orchestra

Scoftt Wenzel

Kenny Werner

Lucinda Williams

Robin Williams

Dean Wiison (PRS)

BeBe Winans

The Roland White Band
Pete Woodruff
Yellowjackets

Joe Zawinul
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BY BRIAN GARRITY AND RASHAUN HALL
NEW YORK—Sales of 50 Cent's Shady/After-
math/Interscope debut, Get Rich or Die Tryin’,
surpassed all expectations when it sold
872,000 copies on its debut this week, ac-
cording to Nielsen SoundScan. Released Feb.
6, the album, which debuted at No. 1 on both
the Top R&B/Hip-Hop Albums chart and The
Billboard 200, racked up the largest sales week
since Shania Twain’s Up! (Mercury) debuted
last November, selling 874,000 units. It's the
fourth-highest
weekly total ach-
ieved by a rap
album, topping
Snoop Dogg's
1993 debut, Dog-
gystyle (Death
Row/Interscope),
which debuted at
No. 1 with 803,000
copies. All three
top weekly totals
byarapalbumare
held by Eminem’s
projects.

Universal Music & Video Distribution
(UMVD) president Jim Urie says, “God only
knows how big it would have been if we
didn’t have to interrupt the plan the label
put together.”

Urie points out that by changing the re-
lease date, none of the advertising and mar-
keting and retail circulars ran. What's more,
UMVD found itself scrambling to get prod-
uct into the marketplace. Urie says that
retail was out of stock by Sunday night and
was furiously filling back orders Monday,
Feb. 10 and Tuesday, Feb. 11.

“I don't know what cost us more,” he
says, “the lack of stock or not having all
that initial marketing coincide with the
new release date.”

But Urie calls the release “fantastic for the
business, because it shows there is still poten-
tial for sales on an individual title out there.”

The first week “was huge for us,” Trans-
World Entertainment urban music buyer
Jim Stella says. “Any positive numbers
that we can get are great, especially when
compared to the same week last year. Sales
didn't exceed expectations, but they were
impressive nonetheless.”

According to Stella, the interest in the
album also translated into sales for other
artists. “A lot of the releases that streeted on

Tuesday (4) exceeded label expectations,
because people were in the stores. Urban
acts, like Sean Paul and Missy Elliott, par-
ticularly received a pop [in sales].”

As for the digital end of the campaign,
downloads of the album totaled in the hun-
dreds. While negligible by normal commer-
cial standards, Urie says the initiative was
Universal Music Group’s most successful
download offer to date: “Bearing in mind the
downloads don't sell any significant quanti-
ties, this was certainly the best-selling down-
load we had.”

Notably, a greater number of full album
downloads were purchased. “For every hun-
dred [digital] singles we sell, we usually sell a
couple of album downloads,” Urie says. “This
time, the percentage [of albums sold] was sig-
nificantly greater. Instead of being a couple of
percent, the albums were more like 20%."

Subscription services like Pressplay and
Rhapsody said the 50 Cent offer had little to
no impact on customer acquisition. But
both services report that 50 Cent immedi-

50 Cent Is Worth 872,000 Units

ately became the most-searched and -lis-
tened-to artist once content was available.

“We're frankly astonished by 50 Cent,” lis-
ten.com CEO Sean Ryan says. “With no pro-
motion, he blew out our numbers the day he
went up. It's just staggering.”

Neither service would disclose specific
consumption figures.

While Ryan notes that the timing of the
50 Cent promotion was “a little rushed,”
which negated the ability of the service to
market the artist’s availability online, he says
that such windowing tactics are the future:
“You're going to see increasing amounts of
music released to the legitimate digital serv-
ices as soon as it hits radio as a way to head
off piracy as well as increase demand when
the album comes out.”

Meanwhile, 50 Cent’s last independent re-
lease, Guess Who's Back?, has also benefited
from the anticipation of Get Rich or Die Tryin'.
During the past three weeks, the album has
jumped 34-26 on the Top R&B/Hip-Hop
Albums chart and 72-45 on The Billboard 200.

Montenegro, Las Ketchup Head
Billboard Latin Awards Finalists

BY LEILA COBO

MIAMI—Girls and newcomers rule the ros-
ter of 2003 Billboard Latin Music Awards final-
ists. Mexican pop/regional diva
Pilar Montenegro and sibling trio
Las Ketchup top the list; each will
compete for seven awards.

Colombian pop/rocker Juanes
is a finalist in six categories, while
two other new kids on the charts
—Mexican/Argentine duo Sin
Bandera and regional Mexican
singer Aracely Arambula—are
finalists in five categories each.

The awards will be presented
May 8 at the Miami Arena in
Miami and will be televised by
the Telemundo network. The
awards show is Telemundo’s highest-rated
special each year.

The sheer number of awards targeted by
the top finalists reflects the addition of 14 new
categories this year—including Latin Christ-
ian/gospel album of the year and Latin tour of
the year—for a total of 41 awards.

BY ERIK GRUENWEDEL

Seeking to create a new revenue source
[ arlists and labels from live perform-
anges, news company DiscLive says it will
suon begin selling CDs of just-completed
concerts at the venue.

DiscLive is headed by CEO and former
Lowd Records president Rick Isaacson. He
has assembled a venerable board of advisers,
including Jerry Blair, former executive VP of
Colurmbia Records and current president of
Mariah Carev's Monare Entertainment; for-
mer BMG senior VP Sami Valkonen; and
Tomas Cookman, founder of the Latin Alter-
native Music Conference.

New York-based DiscLive says it will serd
bechnicians to concerts Lo record therm; some
discs mav come in special editions with auto
graphs, backstage passes, or other material,
The CDs will be sold at kiosks in the venues
for an undisclosed price, according Lo a

DiscLive To Sell Post-Concert CDs

spokesperson. Concertgoers will also be able
{o pre-order the discs online.

The business. lsaacson savs, will provide
artists and labels with “a new, risk-free
apportunily o eslend Lhe investment on
their brand,

“Artists and labels will gel close Lo, if nol
maore, money on the sale of a live CD as they
would on a vetail C1, lsaacson conlinues,
adding that such venue operators as Clear
Channe] Entertainment would be offered a
cut of the CD sales.

"We want to be in business with every-
ane,” he says, adding thal announcements
about live CDis at specific concerts would be
made in the nest few weeks,

Last menth, sources told Sillboard Bl
et that Clear Channel was developing a
similar concert-CD service (Bulletin, Tan.
200, At deadline, a representative from Clear
Channel was unavailable for comment.

MONTENEGRO

The new categories come in response to
the public’s thirst for new movements and
sounds. Often it takes an artistic leap to sat-
isfy that thirst.

Explaining the success of Las
Ketchup's hit song “Aserejé,” a
finalist in four categories, group
member Lola told Billboard last
year: “We did it half-jokingly,
not expecting anything in
return, and maybe that's why
| people have liked it so much.”

Las Ketchup is also a finalist
in the top Latin albums artist
| category, among others, vindi-
cating the group’s faith in its
album, which was released in
the U.S. last fall. “The truth is,
there are many songs we love on the album,
and we would like people to listen to these
other songs as well,” Lola said, “because they're
really very pretty and lots of fun. But their turn
will come, t00.”

Montenegro’s strong performance comes
in the wake of the success of her hit single
“Quitame Ese Hombre,” which topped the
Billboard Hot Latin Tracks chart for 13 weeks
and continued to propel sales of her album
Desahogo several months after its release.

“My album was released in September, but
really, it’s as if it was released in January,” Mon-
tenegro told Billboard last year. “And 1 was so
happy and so excited that the album had come
out that I didn't feel frustrated [at the initial
lack of response].”

The Billboard Latin Music Awards honor
the most popular albums, songs, and per-
formers in Latin music, as determined by the
actual sales and radio airplay data that are used
in compiling the weekly Billboard charts. This
year’s awards cover the issues dated Feb. 16,
2002-Feb. 8, 2003. Finalists and the eventual
winners reflect the performance of new re-
cordings on the Billboard sales charts—in-
cluding Top Latin Albums—and radio charts
—including Hot Latin Tracks—with album
categories confined to titles that did not chart
before the Nov. 17, 2001, issue of Billboard
and that exclude finalists from last year's Bill-
board Latin Music Awards.

For a full list of finalists, see page 20.
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Top of the News

6 An agreement regarding digi-
tal-performance royaity rates
must be reached by March 5.

7 Executive Turntable: Daniel
Savage is named GM of Maverick
Records in Los Angeles.

Artists & Music

9 The Beat: Slash Records
founder Bob Biggs reactivates
his rock label.

Art of Losing, its sophomore set
for Island Def Jam.

13 Jazz Notes: Spyro Gyra
keeps pushing its artistic bound-
aries with Original Cinema, its lat-
est Heads Up International release.

14 Higher Ground: Audio
Adrenaline preps for a new tour
in support of its forthcoming
ForeFront set, Worldwide.

14 In the Spirit: Donnie

McClurkin . . . Again follows up
the artist’s successful live album.

15 Touring: March Metal Melt-
downV returns to New Jersey for

9 American Hi-Fi road-tests The

L@tin Music
St

SPOTLIGHT FOLLOWS PAGE 22

16 Boxscore: John Farnham
grosses more than $10.5 million
from a brace of dates in Australia.

16A R&B: Reggae artist Buju
Banton makes his VP/Atlantic
debut with Friends for Life.

19 Words & Deeds: Jermaine
Dupri introduces Bonecrusher,
the first artist signed under his
new pact with Arista.

20 Latin Notas: Billboard
Latin editor Leila Cobo makes
her Grammy Award predictions.
24 Beat Box: Yoko Ono gets
the remix treatment again, after
“Walking onThin Ice” is released
via Mind Train/Twisted.

45 Studio Monitor: The Library
of Congress’ National Recording
Registry heightens the need for a
standard archiving format.

Merchants & Marketing

33 Good timing and strong
commitment is Miles of Music’s
formula for longevity.

34 Declarations of Independents:
Chicago-based jazz and blues indie
Delmark Records celebrates 50
years with a four-disc boxed set.
35 Retail Track: Cablevision
Systems decides to divest itself
of its remaining Wiz stores.

37 Home Video: Fine-arts and
performing-arts home-video
titles find a renewed life on DVD.

International

39 The U.K. music industry is
upbeat, though the BPI reports that
album shipments dropped last year.

40 Hits of the World:
T.A.T.U.’s “All the Things She
Said” tops four international
singles charts this issue.
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41 Global Music Pulse: Lut-
ricia McNeal’s blend of American
and Swedish influences scores two
hits from her album Metroplex.
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48 Tuned In: Television: PBS
revives concert series Sound
Stage, with Lyle Lovett as its
first guest.
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sophisticated Midnight Lounge.

26 Country: Steve Wariner
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Another Day, on his own label.
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environment.
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a rushed street date and a
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65 Update
66 The Billboard BackBeat

At a Glance
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IFPI Introduces Digital Tracking System

BY JULIANA KORANTENG

LONDON—The International Federation of the Phonographic Indus-
try (IFPI) has introduced a new serial-number identification system
designed to help copyright owners track digitally distributed music.

Called the GRid (Global Release [dentifier), the system was devel-
oped with the Recording Industry Assn. of America (RIAA); it aims
to simplify the method for keeping track of any legiti-
mate recording that is delivered via the Internet and to
ensure that rights holders receive the royalties to which
they are entitled.

Although Paul Jessop, IFPI's chief technology officer in
London, concedes that GRid will not stop online piracy on
its own, he says it will help anyone who is distributing
music on the Internet to maintain a reliable record of how
that music is being used. He says, “You are eligible for
using these [GRid] numbers if you're dealing with record-
ed music, if you're a distributor, a record company, or
online service provider.”

GRid is, in effect, an e-commerce version of the UPC,
the bar code that enables retailers to identify the dif-
ferent physical CD titles they sell in their stores. Because the UPC
system is used for bar codes on all non-music products as well, the
numbering capacity for music-related items, like CDs, is limited.
The GRid system enables a company that owns a database of music
for e-commerce purposes the potential to create codes for more
than 30 million releases within that company.

Jessop stresses that GRid will complement the UPC and the Inter-
national Standard Recording Code (ISRC), another long-established
system that identifies any track in any format—such as a single,
an album track, or digitized music.

ISRC is currently used to manage the information found on music

databases operated by music archivists, radio stations, and royalty-
collection societies. Jessop explains, “It lets you know evervthing
about a track, including the date of the release, the date of the
recording, [and] the composers’ names.”

GRid is relevant to anyone seeking to distribute digital music,
whether they are record companies operating their own music com-
merce sites, brick-and-mortar retailers with online busi-
nesses, or dedicated online service providers, such as mar-
ket leader OD2 in Europe.

“It 1s targeted at anyone with the right to repackage
tracks to sell,” Jessop adds. The most likely hands-on users
are executives in the marketing department or the A&R
units, who need to know exactly which music is being
made available to consumers electronically.

There is no complex technology—such as electronic
fingerprinting or watermarking—involved. The GRid’s
format is implemented alongside users’ existing in-house
database. Its introduction, however, means those databases
will have a common language with which to communicate
with the databases of other music-industry trade bodies,
such as publishers’ associations and the collection societies.

“We shall work closely with authors and publishers to ensure our
systems interoperate,” Jessop notes. BIEM, the interational body rep-
resenting publishers and CISAC—its counterpart for composers and
authors—worked with the IFPI and the RIAA on the Music Industry
Integrated Identifiers Project (MI3P), when it started in January 2001.

MI3P is the foundation on which GRid is built for the labels. BIEM
and CISAC are expected to use MI3P to set up a similar system for pub-
lishers and authors, respectively.

GRid applicants must pay a £150 ($240) one-off fee via the IFPI
Web site (ifpi.org).
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Major Players Near Online Royalty Rate

CARP Wants To See Deal Between Webcasters, Music Industry By March 5

BY BILL HOLLAND
WASHINGTON, D.C.—Music indus-
try and Internet trade groups’ reps
say they are hopeful, but far from
confident, that ongoing discussions
regarding a joint agreement for new
digital-performance royalty rates
and terms will turn fruitful. Other-
wise they say that by law, they may
have to again turn
the matter over to a
government arbi-
tration panel to
determine the rates
this spring.

The negotiations
are for new rates for

—
those Webcasters = = o
who choose a statu- | o % =7

tory license rather
than elect to negoti-
ate directly with
labels. The old rate
structure ended Dec.
31, 2002. The rates
would be worked out for Webcast-
ers with a revenue of more than $1
million. Rates for small Webcasters
have already been negotiated
through 2004.

Neither side says it wants anoth-
er Copyright Arbitration Rovalty
Panel (CARP) like the one in 2001,
which was criticized by Webcasters
and their lawmaker allies for its high
fees and misguided calculations in
determining rates and terms.

“In these ongoing discussions,”
Recording Industry Assn. of Ameri-
ca (RIAA) senior VP of husiness and
legal affairs Steve Marks says, “we

-

InThe News

* Sanctuary Records Group in the
U.K. has purchased the assets of Sil-
ver Spring, Md.-based RAS Records.
RAS president Gary Himelfarb, who
founded the indie reggae label 21
years ago, will now serve as the U.S -
based GM of Sanctuary; his duties
will include the creation of compi-
lations from the catalogs of RAS and
Trojan Records, the noted English
reggae label purchased by Sanctu-
ary last year. Sanctuary is distributed
by BMG in the U.S.; RAS was previ-
ously distributed by Select-O-Hits.

¢ Sony Corp. declined to comment
ona Feb. 10 Financial Times report
in which chairman/CEQ Nobuyuki
Idei said the company was consid-
ering eliminating the management
boards of Sony Music Entertain-
ment and other units. According to
the report, the boards would be
replaced by U.S., European, and
Asian management groups tasked
with developing synergies between
Sony’s entertainment and electron-
ics arms. A spokesman says Sony is
studying various options regarding
its management on a global basis.

T

<

are trving to reach an industrv-wide
settlement that we would then pro-
pose to the Copyright Office . .. in
lieu of arbitration.’

Marks savs the negotiations with
commercial Webcasters have heen
“productive so far, and we hope to
reach an agreement soon.”

Jonathan Potter, executive director

a time when people are not looking
to spend more moneyv on lawyers
than one receives in rovalties.” But,
he adds, “we’re not so anxious to
get out of [a CARP] that we'd settle
for a bad deal and bad precedents
for future negotiations.”

The U.S. Copyright Office wants to
see the details of the deal between
Webcasters and mu-
sic-industry interests

of Webhcaster trade group DiIMA, says,
“If there's a good deal to be had, we
intend to jump on it.” DIMA members
include indie companies hut also
amazon.com, America Online, Real
Networks. Yahoo. and Verizon.
Potter says another CARP would
not only be expensive for Webcast-
ers but for the RIAA and artists’
groups as well. “It would certainly
be a very expensive undertaking, at

CHAITOVITZ

by March 5, or the
matter could end up
back before a CARP.
Both sides make
clear that they could
continue to negoti-
ate past that date
and another dead-
line of May 5.
American Federa-
tion of Television and
Radio Artists (AFTRA)
director of sound re-
cordings Ann Chait-
ovitz savs, “We hope there will be a set-
tlement with the larger Webcasters as
well [that will] avoid costly and uncer-
tain litigation. The lengthy CARP
process generates unnecessary legal
fees: without it, artists earn more and
Webcasters pay less. AFTRA supports
the valuable alternative that Web-
casters provide for artists and audi-
ences, hut we must ensure that the
artists are fairly compensated.”

Sony Countersues Incubus

BY MELINDA NEWMAN

L.OS ANGELES—Sony Music Enter-
tainment has filed a countersuit
against Incubus, asking that the Epic
rock group’s contract, which was
signed in New York, not be recog-
nized in California.

Sony’s Feh. 10 action, filed in New
York, follows the Feb. 6 suit Incubus
filed in Santa Monica. Calif., against
both Sony and Immortal Entertain-
ment, the Santa Monica company to
which it originally signed. In that suit,
Incubus alleges that even though it
entered into its initial contract with
Sony in 1996 under New York law, the
group should be afforded protection
under California laws because, among
other reasons, the quintet’s four prin-
cipal partners are California residents.

According to the suit, the group is
asking that its contract be recognized
in California so the band can utilize a
California labor code that limits per-
sonal-services contracts to seven
years. An amendment to the so-called
Seven-Year Statute states that should
recording artists decide to leave a
label after seven years, the record
company has the right to recover
damages for anv undelivered albums.
Incubus has delivered three albums
to Sony that have sold a combined 5.3
million units in the U.S., according to
Nielsen SoundScan. According to
Sony’s countersuit, Incubus owes the

label four more albums.

[ncubus accuses neither Sony nor
Immortal of any wrongdoing and, in
fact, the suit goes out of its way to claim
“this action does not concern any
issues of validity, construction, per-
formance, or breach of any agreement
between plaintiffs and defendants.”

In a statement. the band’s manage-
ment, Ren Management, savs if Incubus
is allowed out of its contract because of
California law, “Incubus would be free
to negotiate fairly ... with any record
company, including Sony Music, who
desires to be in business with Incubus
over the course of the next seven
vears.” The statement does not
address any damages Incubus may
owe Sony for undelivered projects.

In its countersuit, Sony maintains
that Incubus’ suit is merely a negotia-
tion ploy after previous renegotiation
efforts were unsuccessful and asks that
the band be held to the terms of its
original contract under New York law.

Incubus manager Steve Rennie had
no comment on the countersuit other
than to say, “It was not unexpected.”

Through the years, a number of
acts have challenged their recording
contracts citing the Seven-Year
Statute, including Don Henley, Metal-
lica, and Luther Vandross. But the
suits have always been settled out of
court, before a legal interpretation of
the statute could be rendered.

BY GEOFF MAYFIELD

LOS ANGELES—A rough-hewn
rapper as Cupid? The combination
of Valentine’s Dav shopping and a
long holiday weekend will deliver
its annual boost to the Billboard
sales charts next week. Current
champ 50 Cent is destined to
stitch a second week at No. 1 on
both The Billboard 200 and Top
R&B/Hip-Hop Albums.

Universal Music & Distribution
president Jim Urie thinks 50 Cent’s
Get Rich or Die Tryin’ (Shady/After-
math/Interscope) will sell about
600,000 in its second week. With
872,000 sold in its opening stanza
(see story, page 4, and Over the
Counter, page 49), even if it suffers
a 60% evaporation—which is not
unusual for albums that open with
such explosive totals—the set would

== A LOOK AHEAD &=
50 Cent To Cash In For 2nd Week

still command a formidable 349,000
units. This week’s No. 2 album,
Dixie Chicks’ Home (Monument/
Columbia), sells 114,000 units.
George Strait’s For the Last
Time: Live From the Astrodome
(MCA Nashville) appears a lock to
be the Hot Shot Debut on both The
Billboard 200 and Top Country
Albums. First-day numbers put
him on course for an opener of
about 80,000 units, which should
plop him inside both lists’ top 10s.
Virgin forecasts Yanni’s EfAnici-
ty, his third album for the label
after a long tenure at Private Music,
will start at 50,000-60,000 units,
which would put him in the top 20.
His last Virgin set bowed at No. 20
with 55,000 in 2000, but unlike the
new one, that album started with a
direct-response sales campaign.
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Hit Factory Owner Dies At 61

BY CHRISTOPHER WALSH

NEW YORK—Edward Germano, own-
er of the renowned Hit Factory studios
in New York and Miami, died Feb. 6
after a long illness. He was 61.

A former singer, producer, and A&R
representative, Germano purchased
the facility from producer/composer
Jerry Ragavoy in 1975. Under his stew-
ardship, the Hit Factory became one of
the most celebrated recording facilities
in the world, maintaining exceptional
recording, mixing, and mastering stu-
dios furnished with cutting-edge equip-
ment while offering an opulent work
environment to top artists, producers,
and engineers.

“My father was an innovator and a
visionary in the recording industry, and

‘Chicago’
Leads Oscar
Noms With 13

BY CARLA HAY

With 13 nods, Miramax Films'
musical Chicago tops the noeminee
list for the 75th Acadermy Awards,
The film's nominations include hest
picture, best aclress (Rende Zell
weger), best supporting actress
{Quieen Latifah and Catherine Zeta
Jones), best supporting actor (John
C. Reilly), best divector (Roh Mar
shally, and best original song (“1
Mowe On™'). The awards will be pre-
sented March 23 at the Kodak The-
atre in Los Angeles,

If Chicage wins the best picture
{scar, it will be the first musical to
o 50 since the 1965 film Oliver!

Composer Elliot Goldenthal’s
wirlk on Miramax's Frida earned
him the distinction of being the
only sungwriter this vear to get
nods in both Oscar music cate-
dories: hest original scove and best
original song.

The following are the music
nominees (or the 75th Acadermy
Awards, The music awards are
given Lo the songwriters.

Best original score: Elmer Bern-
stein, Far From Heaven: Philip
Glass, The Hewrs; Elliot Goldenthal,
Frida; Thomas Newman, Road fo
FPereditiony, and John Williams, Calch
Me A You Can.

Best original song: “Burn It
Blue” {from Fride), rmusic by Elliot
Goldenthal and lvrics by Julie Tay-
maor; “Father and Daughter” (from
The Wild Thornberrys Movie),
music and lyrics by Paul Simon;
“The Hands Thal Built America”
(from Clamgs of New York), music
and Ivrics by U2: 4] Move On” (from
Clidcago), music by John Kander
and lyrics by Fred Ebb: and “Lose
Yoursel™ (from & Mife), music by
Eminem, Jeff Bass, and Luis Resto
and lyrics by Eminern.

GERMAND

my mentor,” Hit Factory CEO Troy
Germano says. “With my father, there
was never best—there was always bet-
tex. Hopefully, other studios through-
out the country and around the world
can learn from the example he set.”

“He was a very close friend of
mine,” Universal Music Group chair-
man Mel Lewinter says. “He was as
generous and as good-hearted as any
person I've ever met.”

“This guy was really great to me
when I was a kid and throughout my
entire career,” says Interscope/Gef-
fen/A&M chairman Jimmy lovine, who
began his career at Record Plant Stu-
dios in New York, where Germano was
a partner prior to purchasing the Hit
Factory. “I was 19 years old, had no
teols, no information—nothing—and
he just adopted me. There were three
different incidents in the first year
where 1 was [about] to get fired, and he
protected my job.”

Rick Plushner, president of North
America for console manufacturer
Solid State Logic {SSL), says, “He
brought a level of service and technol-
ogy to the recording industry that sig-
nificantly raised the bar and really
helped define ‘world-class.””

Engineer/producer Bruce Swedien
recalls a session at the Hit Factory illus-
trating Edward Germano's dedication
to excellence. While working on “a real-
ly important song” on Michael Jack-
son’s HIStory album, “Michael was
coming in the following day. I was get-
ting tapes ready for him to sing on, and
the computer in the SSL died. We
couldn't get it to do anything, and it was
in the evening. Eddie and Troy were at
a hockey game, and I called him on his
cell phone. e came to the studio, we
got on a conference call with SSL, and
Eddie spearheaded a thing where they
had a new computer for the desk flown
over on Concorde early in the morning,
and when Michael walked in the studio
the next day, everything was up and
running . .. That is what I call taking
care of business.”

In addition to his son, Germano is
survived by his wife, Janice; his daugh-
ter, Danielle; and two grandchildren,
Jake and Nicolas. A service was held Feb.
10 at St. Ignatious Loyola in New York.

“When we go to the Hit Factory,”
producer Phil Ramone says, “we will
always feel Eddie with us. He'll be a part
of our lives forever.”

Opinion Split On Artists’ Benefits
If SAG, AFTRA Merger Passes

BY BILL HOLLAND

WASHINGTON, D.C.—Following a
Feb. 8 agreement-of-principles meeting
by the leadership of the American Fed-
eration of Television and Radio Artists
(AFTRA) and the Screen Actors Guild
(SAG) to merge the two unions—a
move they characterize as a ground-
breaking first step to strengthen the
bargaining position of performers and
media artists—music-industry groups
are split on the impact of such a deal.

Recording Industry Assn. of Ameri-
ca chairman/CEO Hilary Rosen ap-
plauded the move, saying, “We have
always valued our relationship with
AFTRA, and we look forward to work-
ing with a new, merged organization.”

But Jay Rosenthal, co-counsel for
the Recording Artists’ Coalition, wor-
ries about possible diluted representa-
tion for recording artists, who “need to
be assured that this merger will not
push them further to the back of the
bus,” he says. “If a stronger focus on
recording-artist issues comes from this,
then a merger is a good thing.”

In a joint statement, officials from
the unions said the move would “min-
imize potential conflict” and “maximize
their strength in dealing with man-
agement” in the digital age when giant
entertainment and media companies
are “using new technology to seek the

lowest rates possible” for artists.

AFTRA represents recording artists
in collective bargaining agreements and
has in recent years played a more active
role in recording artists’ affairs. Togeth-
er, AFTRA and SAG represent more
than 40,000 members. Traditionally,
their efforts have often overlapped.

But the deal is far from done—a
merger will not take place until the
board of each approves the Feb. 8 agree-
ment, probably this month, and then
60% of the membership of each union
must also give the nod.

In the failed attempt at a merger five
years ago, AFTRA's membership ap-
proved the deal, but SAG’s membership
scuttled it with only a 46% approval.
Most of SAG members’ reluctance was a
perception that a joint union, as then
envisioned, would not so much help
actors but use shared resources to pro-
mote the careers of on-air broadcasters
and recording artists. This time around,
the principles call for individual units
within the new union dedicated solely to
the rights of actors, on-air broadcasters,
and recording artists.

It is expected that the unit repre-
senting on-air talent will use the
AFTRA handle, the unit representing
actors will keep the SAG title, and the
unit representing recording artists will
carry a new, as-yet-undecided name.

UMG ’02 Sales Off; Viacom Up

UMG Appoints CFO Nick Henny As Vice Chairman

BY MATTHEW BENZ

NEW YORK—Universal Music
Group (UMG) reported a 2% down-
turn in fourth-quarter sales and a
4% decline in sales for all of 2002,
while Viacom turned in robust
fourth-quarter and full-year 2002
revenue and net income.

UMG has given CFO
Nick Henny the addition-
al title of vice chairman.
He joins its office of
the chairman, which in-
cludes UMG president/
COO Zach Horowitz and
Jorgen Larsen, chairmar/
CEO of Universal Music
International. All report
to UMG chairman/CEQ
Doug Morris.

UMG's fourth-quarter
sales totaled 2.08 billion euros ($2.23
billion), down from 2.12 billion ($2.27
billion) in fourth-quarter 2001. North
American sales proved a bright spot,
rising 15% in the period. For all of
2002, UMG's sales were 6.28 billion
euros ($6.75 billion), down from 6.56
billion euros ($7.05 billion) in 2001.
Excluding the negative impact of cur-
rency translation, fourth-quarter sales
rose 4%, and full-year sales fell 1%.

UMG “has proven remarkably re-
silient to the slowdown in the music
markets,” UBS Warburg analysts
wrote in a research note. But its sales

may have been bolstered by increased
spending on marketing that is “likely
to have depressed profitability.” Earn-
ings will be announced March 6.

Parent Vivendi Universal's media
and communications units had fourth-
quarter revenue of 8.05 billion euros
($8.66 hillion), down 1%. 2002 revenue
rose 4% to 28.7 billion
euros ($30.9 billion).

At Viacom. fourth-
quarter revenue was
$6.78 billion, up 12%, and
net income was $652.4
million, or 37 cents per
share, compared with a
net loss of $42.5 million,
or 2 cents per share,
in fourth-quarter 2001.
2002 revenue rose 6% to
$24.6 billion: net income
was $725.7 million, or 41 cents per
share, compared with a 2001 net loss
of $223.5 million, or 13 cents per share.
The swing to profit was mostly a result
of lower amortization expenses.

Viacom’s cable networks, which
include MTV Networks and BET. had
fourth-quarter revenue of $1.35 bil-
lion, up 16%. Earnings before inter-
est, taxes, depreciation, and amorti-
zation (ebitda) were $580.6 million.
up 10% but lower than some analysts’
forecasts. Cable-network revenue for
all of 2002 rose 10% to $4.73 billion.
Ebitda was up 12% to $1.96 billion.

RECORD COMPANIES: Daniel Savage
is named GM of Maverick Records in
Los Angeles. He was senior VP of
sales, marketing, and synergy for
Hollywood Records.

Glenn Delgado is promoted to VP
of business and legal affairs for Arista
Records in New York. He was senior
director of business and legal affairs.

Ron Moss is promoted to VP of
A&R for Rondor Music Internation
al in Los Angeles. He was senior
director of A&R.

Jack Satter is named VP of promo-
tion for Liquid 8 Records in New York,
His most recent position was senior
VP of promotion for Jive Records.

Loni Berman is promoted to
manager of A&R for Artemis Rec-
ords in New York. He was coordina-
tor of tour marketing.

PUBLISHING: Ellen Jones is pro
moted to senior director of cor-
porate relations for SESAC in
Nashville. She was director of
corporate relations.

Brooke Primont is promoted to
director of writer/publisher rela
tions for BMI in New York. She
was associate director of writer/
publisher relations,

BROADCASTING: Charlie Colombo
is named executive VP/GM of
Launch Radio Networks in New
York. He was executive VP for
United Stations.

MUSIC VIDEO: Michael Dagnery is
named VP of production for MTV
Networks Latin America in Miami.
He was an independent producer.
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DANCE & ELECTRONICA #1

Billboard takes a look at what’s next on the horizon for
dance & electronic music with a report on what's keep-
ing genre-related labels successful and how dance and

electronic sounds are permeating mainstream audiences.
Plus we recap year-to-date charts and highlight top-

As we operate in a challenging retail environment, ranking dance hits and electronic albums.
Billboard's spotlight on NARM navigates through issue date: mar 22
uncharted waters. We assess the health of ad close: feb 25
specialty music chains, highlight online retail Michelle Wright 323.525.2302 * muwright@billboard.com

activity and report on innovative packaging
being used to boost appeal.
Bonus distribution at NARM!

MEDIA REPLICATION

issue date: mar 22 Billboard looks at the overall status of the replication
industry and highlights market strengths and

ad close: feb 25 challenges. We follow the impact of the hybrid SACD
and DVD-A formats and report on the implementation

Joe Maimone 646.654.4694 « jmaimone@billboard.com and success of IRMA's anti-piracy program.

Be a part of this important spotlight.

issue date: mar 29

ad close: mar 4
Aki Kaneko 323.525.2299 ¢ akaneko@billboard.com

BILLBOARD MUSICIAN'S GUIDE - Issue Date: Apr 30  Ad Close: Mar 12 RAP/HIP HOP #1

CANADA - Issue Date: Apr 12 « Ad Close: Mar 18
TOURNG QUARTERLY #2 - lssue Date: Apr 12 + Ad Close: Mar 18 With the help of high-profile directors, Rap/Hip Hop videos
DVD-AUDIO - lssue Date: Apr 19 + Ad Close: Mar 25 are evolving into more than just booty shaking scenes.
Billboard takes a look at this and more as we check out

SR [RANDELD - FpriB ™ &d B MandS artists who are branching out with their own radio shows
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by Melinda Newman

SLASH IS BACK: Slash Records founder Bob
Biggs is reactivating the label with two
releases coming in June. Biggs, who started
the imprint 25 years ago, brought such sem-
inal acts as X, the Germs, the Violent
Femmes, L7, Los Lobos, the Blasters, and
Faith No More to the public before selling
the label to London Records in 1996. Due to
corporate changes, Slash slowly faded away
in 2000 (although Rhino has reissued a num-
ber of its titles).

Since leaving Slash in 2000, Biggs and New
York-bhased partner Will Fulton started Bigg
Massive Records. (The second part of the
name comes from Fulton’s punk-rap band
Shiner Massive, whom Biggs signed to the
former Slash.)

“We were looking at dif-
ferent options and how we
could get the company
financed through a distrib-
utor, but it was clear we
weren't going to get any
money,” Los Angeles-based
Biggs says. “There isn't any
out there right now.”

Biggs switched tracks L
and decided to finance the
record label himself, with some funds com-
ing from outside the industry. He also called
Warner Music Group chairman/CEO Roger
Ames and asked if he could license the
Slash name again. “Roger said, ‘OK," " Biggs
recalls. “He said that Slash is so tied in with
aname and an era that Warners wasn't
going to try to do something without me. I
told Roger, ‘I want to do it again,” ” He says
the new label will keep the old spirit. “Peo-
ple bought titles just because they were on
Slash. We didn't have absolutely one style
of music: We were pushing an attitude of
‘Here we are; we're going to do whatever we
want to do.””

The first releases on Slash/Bigg Massive
will be from Shiner Massive and Shinex Mas-
sive Sound System, a reggae offshoot of the
aforementioned band. The releases will be
distributed by Alternative Distribution

.

&QB-SCQ

Alliance in the U.S. and WEA International
in the rest of the world. Biggs says he will
outsource marketing and promotion,
although radio won't be an initial focus. “It’s
basically being done on a shoestring,” he says.
“The two groups will be touring here and in
Europe. Until we get the place softened up a
bit, we don’t need to go to radio.”

He says a primary goal is to build the
Slash/Bigg Massive name with such items as
shot glasses, ashtrays, and logos. “The more
we can do to inject steroids into the label, the
more we can build the logo brand back up.”

As the first two signings would indicate.
Fulton says his interest is in signing punk-
rap bands and reggae acts. As part of Shiner
Massive, he expects to wear
his A&R hat when he’s not
onstage. “I think being out
on the road, I can sign
bands that I see out there
and produce them on the
fly on the road or in New
York at my studio. That's
the way the label will build.
I'll be scouting every
minute and making al-
bums in the van.”

STUFF: O.A.R. has signed with Lava Records.
The group’s previous four albums, released on
its own Everfine Records, have sold more than
200,000 copies, according to Nielsen Sound-
Scan. O.A.R. is in the studio with producer
John Alagia, who has worked with Dave
Matthews Band and John Mayer. The band's
Lava debut, I Between Now and Then, arrives
May 27. The release will be bundled with a
three-track limited-edition DVD . . . Jimmy
Allen, who co-wrote “She Hates Me” and “Blur-
ry” with Puddle of Mudd’s Wesley Scantlin,
has formed a new hard-rock band called Cut-
Out. The group is currently shopping for a deal

. John Hiatt has signed with New West

.R.ecords. His debut for the label, Beneath This |

Gruff Exterior, was recorded live with his band
the Goners and will be released May 6. Hiatt
last recorded for Vanguard Records.
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American Hi-Fi Tests Second Set
For Island Def Jam OnThe Road

BY TOM DEMALON

It’s not surprising that American Hi-Fi's
sophomore release, The Art of Losing (Feh.
25, Island Def Jam), was written and tested on
the road.

“We played one show before we recorded
the first album,” says lead singer/guitarist
Stacy Jones of his band’s 2001 eponymous
debut, "and we played almost 300 shows
before we recorded this one. Having the time
on the road really helped us develop into the
band that we really wanted to be.”

Radio programmers are apparently im-
pressed with the results, making The Art of
Losings title track (and first single) most-
added at modern rock upon its Jan. 6 add
date. Although the Boston-based act had
scored at several radio formats
with “Flavor of the Weak,” the
first single from American Hi-Fi,
Jones describes the early success
as “very surprising.”

“We wanted to keep that live
element in the studio,” says Jones,
who wrote material for the record
“in the back of the bus,” allowing
the band to introduce many of the
new songs during last summer’s
Van's Warped Tour. “The founda-
tion of this record is the four of us
playing live.

Helping American Hi-Fi retain what Jones
calls "good mistakes™ was producer Nick
Launay, whom the band had-long admired.
“Nick’s style really works with where we are
at right now,” Jones says, noting, “We didn't
use any studio trickery.”

If The Art of Losing possesses a rawer feel
than its predecessor, it still retains an abun-
dance of hooks and melodies. “People who
purchased the last record will be very excited
to hear this one,” executive VP of Island Def
Jam Stu Bergen says, noting the label’s intent
to be aggressive at the street level. “They made
a lot of fans with the last record. which greas-
es the wheel.”

Steven Strick. assistant PD/music director
for WBCN Boston, is convinced that the band
“really came through with a great record, and
we re excited about it.”
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Through Liquid Audio, Island Def Jam
began offering the single as a 99-cent down-
load through numereus online retailers.
Bergen points out that the program is not
intended to cut out traditional retail outlets—
where the single will ke available Feb. 25—
but “it will allow people to buy it legitimate-
ly” as soon as they hear it at radio.

Video outlets will be serviced with a Chris
Applebaum-directed clip that was filmed at an
actual house party to accompany the single.

“These were real kids from Kansas.” Jones
says of the band’s return to a college house
where they had attended a party while tour-
ing. “Just us and real kids.”

One of the real chayms of The Art of Los-
ing for music fans—aside from a start-to-

D

~

sl

O

finish array of infectious choruses and
crunchy guitar riffs—is the heavy dose of
cleverly placed references to other artists
and songs.

“Stuff like that comes out all the time just
because it's in my bload,” says Jones, who pos-
sesses an impressive ¢ollection of concert T-
shirts. “There are a lot of little hidden things.
Part of that is we want to turn people on to
the bands that inspire us.”

Following some downtime, American Hi-
Fi—managed by Josh Neuman and Jonathan
Daniel for Crush Music Media Management
in New York and booked by Andy Somers and
Melody King for the Agency in Los Angeles—
will hit the road this month, playing club-
sized venues with several hand-picked acts.
The band’s songs are published by Disciples
of Judra/BMG Songs (ASCAP).
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German Cabaret Singer, Cult Figure Ute Lemper
Gets Smoother, More Personal On ‘But One Day’

BY JIM BESSMAN

German songstress Ute Lemper
describes her new Decca/Universal
Classics set But One Day . . . as a
“bridge album,” linking her last set,
Punishing Kiss—which featured
material written for her by such
contemporaries as Elvis Costello and
Nick Cave, as well as her trademark
blend of Berlin cabaret, French
chanson, and of course, the works of
Kurt Weill—with her earlier work.

Due March 11, But One Day . . .
blends songs by the likes of Weill,
Hanns Eisler, Jacques Brel, and
Astor Piazzolla with songs by Lem-
per herself.

“After singing this great reper-
toire of the world songwriters and
composers, it was satisfying to write
myself,” says Lemper, who has writ-
ten lyrics previously for songs on
her 1997 album, Nuits Efranges, but
not music.

“I was totally on the moon,” she
continues, “but {company executives|
in the U.K. said, ‘Ute, this is a classi-
cal company, and you had to push the
envelope far with Punishing Kiss;
make sure this is a bridge to keep the
old fans who love you and the new
audience it opened up.’”

Ultimately, she says, the new set

is “more personal; smoother than
the last but far deeper, with a lot of
soul and life. It’s also experimental
and adventurous in working with
the composers and bringing them

LEMPER

into the cabaret of the new centu-
ry—taking a piece of old Berlin and
throwing it into Manhattan 2003.”

Calling it a “return to her
roots,” Universal Classics Group
senior VP/GM Marc Johnston is
targeting press and marketing
efforts to her core Broadway and
gay fan base “and expanding
beyond there.

“She’s an unusual artist,” John-

ston continues. “She’s known by the
Broadway market. But she’s not
really a Broadway singer but a
unique, iconic cult artist—the
world’s cabaret artist. The last
album, with writers like Tom Waits
and Elvis Costello, branched her out
into a bigger market, so we hope
those fans stay loyal and are inter-
ested in this one, too.” Johnston
adds that touring is “crucial” to
marketing her.

Lemper, who is booked in “legit
venues” by CAMI in New York and
more “offbeat” spaces by Tom
Chauncey in San Francisco, says
she’s been “schlepping around”
Europe since But One Day . . . was
released there in October. “The
album has a symphonic structure,
Lemper adds, “so I'll go on a Euro-
pean tour with a symphony orches-
tra—and my rhythm section under-
neath.” She will commence a U.S.
tour in the spring.

Lemper is optimistic about this
record’s future: “With the back-to-
the-roots trend of Norah Jones,
this album comes at the right
time” she says. “It’s a little more
artistic and demanding, but it’s
from the same roots, with great
intimacy and emotion.”
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Levellers Mark 15th Year With New Set

TR

o

Eagle’s ‘Green Blade Rising’ Is Band’s First U.S. Release In Seven Years

BY ERIC AIESE

As Brighton, England’s, Levellers
celebrate their 15th anniversary, the
band has issued its seventh studio set,
Green Blude Rising. 1t s the band’s
first U.S. offering in seven years.

Green Blade Rising, helmed hy
longtime producer Alan Scott at
the group’s home studio, features
the quintet’s distinctive fiddle-
and mandolin-laced sound, as
well as tolk influences from the
British Isles.

The acl is often mistaken for an
Irish hand, vocalist/guitarist Mark
Chadwick says. “IU’s difterent from
rock music but not unfamiliar:
English folk music, like Fairport
Convention or the Incredible String
Band, with a punk-rock ethic.”

“Their sound is like that of a jam
hand,” Eagle president Michuael
Carden savs. “Thev will appeal to
people who love greal musicians.”

Chadwick notes that the band’s
charm lies more in its often-political
ivrics than its music. “People gen-
uinely believe what we say. People
love the instrumentation, hut it's
almost secondary.”

The album’s 11 songs represent
the band after 15 vears together.
Chadwick savs, “It’s our journey at

> SCANNED OVER 400,000 UNITS.
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Chadwick says that the album’s
closer, “Wake the World”—written
during the recording sessions—Iyri-
cally sums up the album, with lines
like, "Do vou take to your bed or do

&
LEVELLERS

vou lake the cure/Been getting out of
my head lately, that's for sure.

Groen Blade Rising marks a return
k0 an indie label for the Levellers;
after the band’s U.K. label, China, was
hought by WEA the band tound itself
in conflict with its punk ideals.

“We caught a lot of flak from the
fans.” Chadwick recalls. “[But it’s] the
nature of the beast. We carried on

plaving and changing and kept the
fans on our side.”

Still, the pressure for a major-
lahel hit grew stifling. He recalls

“We didn’t fancv being owned by |

Bugs Bunny.

Carden and the New York-hased
Lagle stalt were imtroduced to
Green Blude Rising during a lis
tening session of potential releas-
es. “Evervhody liked what they
heard,” he says. “It was a universal
thought at the company.”

The set was released in Septem-
ber in the UK., but Carden decid-
ed to hold the U.S. release to avoid
fourth-quarter “clutter.”

While the hand has not had a
U.S. record deal since leaving
Flektra in 1996, it has maintained
a considerable U.S. fan base. in
large part via the Internet. “We
were alwayvs into communication.’

Chadwick savs. "We used to print
magazines. With the Internet, vou
gel access to the true fans and can
develop more.”

I'ollowing a U.K. tour in March,
the Levellers will travel to the U.S.
this spring for a series of acoustic
dates on the East Coast. The act will
return lo the U.S. for an electric tour
in the summer.
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BY CARLA HAY

Bert McCracken, lead singer for
the Used, is at a loss for words. He
can’t remember when, or if, a rock
band from Utah has ever made it big.
He says with a laugh, “Utah is
known for the Osmonds, not
for bands like us.”

The Used may well be on its
way to putting its hometown
of Orem, Utah, on the musi-
cal map, thanks to the Heat-
seekers Impact breakthrough
of the band’s eponymous
debut album on Reprise.
Industry observers credit
steady touring and MTV expo-
sure with boosting the Used’s
record sales.

“The whole thing has been a
crazy ride,” McCracken says.
“You never really plan on hav-
ing success, and nothing’s
really what we thought it
would be.”

The band—whose other
members are guitarist Quinn
Allman, bassist Jeph How-
ard, and drummer Branden
Steineckert—has that kind
of hard-driving rock with
just enough punk attitude that
makes it one of the few acts that
can play Ozzfest and the Vans
Warped tour. And the Used has

done just that, and will play the
Warped tour again this year.

BANNED TO SIGNED
But before landing on these high-
profile tours, the band members

=l

THE USED

were trying to survive in a conser-
vative Utah environment in which
they were not always welcome and
frequentlv banned from clubs. Re-

prise came calling, and McCracken
says, “The people at the label just
really seemed to get what we’re
about, and they offered us 100% cre-
ative and artistic freedom.”

Produced by John Feldmann, The
Used was released June 25 and
debuted at No. 50 on the Heat-
seekers chart in the Aug. 17,
2002, issue. The album rose to
No. 1 on that chart in the Nov.
16, 2002, issue. The Used
gained Heatseekers Impact sta-
tus in the Jan. 25 issue when it
jumped from No. 106 to No. 96
on The Billboard 200.

Reprise marketing director
Xavier Ramos says the label’s
strategy for the Used has been
to let word-of-mouth build
through touring. “We put
them on the road soon after we
signed them. Our philosophy
was that this is a good live
band, and they’ll win fans over
show by show.”

Meanwhile, the Used has
been getting attention for its
singles “The Taste of Ink”
(which hit No. 19 on the Bill-
board Modern Rock Tracks
chart) and “Buried Myself Alive.”
Both videos for the songs received
airplay on MTV, MTV2, and Much-
Music USA. The Used’s songs are

published by the Used Movement
Music/EMI Blackwood Music (BMI).

THE ‘OSBOURNES’ CONNECTION

Ed Canavan, major-label buyer for
indie retailer Aron’s Records in Los
Angeles, believes that the turning
point for the Used’s record sales was
the band “getting picked up by MTV
and MTV2. It also doesn’t hurt that
the lead singer is dating Kelly Os-
bourne.’

McCracken is reluc-
tant to talk to the
press about his rela-
tionship with Os-
bourne. Their ties
have been fea-
tured on MTV’s
reality series The !
Osbournes. One
episode centers on
Osbourne bringing
McCracken home to meet
her mother. When asked what
he thinks about being on The Os-
bournes, McCracken groans and says,
“I'd rather just talk about my music.”

Reprise’s Ramos says, “Bert being
on The Osbournes hasn’t hurt
record sales, but I don’t think it’s
carried sales over to this gigantic
level. We don’t want to exploit his
connection [to The Osbournes|, and
we're not marketing the album that

HEAT
KERS
CIMpACT

_.—/

way. Our job right now is to make
sure people discover this band on
the band’s terms.”

Those plans include more touring
for rest of the yvear. The Used is
booked by Darryl Eaton of Creative
Artists Agency in Beverly Hills, Calif.
The band is managed by John Reese
and Paul Gomez of Freeze Manage-
ment in Laguna Hills, Calif.

McCracken says of the other band

members, “Touring has

- brought us closer togeth-

er. It’s pretty intense to
be playing a show
almost every day, but

I love doing shows

as much as [ love to

write. We'll probably
start recording our
next album at the end
of the year. The plan is
o to write it the way we did
it the first time. We're going
to go back to Utah and jam at
Branden'’s house.”

“This is a band that's still hun-
gry,” Ramos notes. “They do things
like visit retailers and show up with
a pizza. They’ll do in-stores, they’ll
hang out with street-team mem-
bers after the show. These guys
won’t forget where they came
from, and that’s what’s keeping
them humble.”
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Notes.
CINEMA VERTIE: Few jazz groups have
challenged their collective muse tor as
long as Spyre Gyra, which is past its
25th anniversary and is continuing to
explore new avenues of group expres-
sion on Original Cinema, 1o be
released Feb. 25 on the Cleveland-
based Heads Up International label.
Unlike the band’s past few releases,
which often seemed tailored to Lhe
needs of smooth-jazz radio, Original
Cinema tackles the full scope of the
band’s influences. Several songs have
surprising nods to traditional hardhop,
while others pay homage to the band’s
roots in fusion, boasting electric in-
strumentation and world-music-in-

BECKENSTEIN

spired rhythms. If the album seems
somewhat darker and more stylistical-
ly expansive than what many have
come to expect from the band, that is
fine with saxophonist Jay Beckenstein.

“This record sounds more angular,
more muscular, and more adventur-
ous,” savs Beckenstein, who composed
seven of the new set’s 13 tracks. “I
wanted to ignore any preconceptions
of what Spyro Gyra should be and
chase sounds that were exciting.” To
that end, Beckenstein shifted his writ-
ing from the piano to the tenor saxo-
phone, an instrument he had largely
avoided on vecent albums. “When |
play tenor, for some reason I play more
like & Jazz musician and less like a pop
musician,” he says. “Perhaps [ am re-
sponding to the sound of the horn or
to the people I have heard play the
tenor, but I hear a bit more Sonny
Rollins or John Coltrane influence in
my tenor playing.”

Spyro Gyra’s lineup is rounded out
by keyboard player Tom Schuman,
guitarist Julio Fernandez, bassist Scott
Ambush, and drummer Joel Rosen-
blatt. Former vibraphonist Dave
Samuels guests on several tracks.

Beckenstein is confident that long-
time fans and recent devotees will be
pleased by Original Cmema'’s diversity.
‘When we perform, audiences are
looking to hear the familiar songs they
might know from the radio. but they
also respond strongly to the same

by Steven Graybow

things all audiences respond to—ener-
gy, enthusiasm, technique, and most
importantly, emotion,” he says. “Radio
has dictated that the genre should
remain in one specific direction, and a
very conservative viewpoint has set tra-
ditional jazz in a different direction.
We've always been someplace in the
middle, and that is a fine place to be if
it allows us to make the kind of music
that we want to.”

Heads Up president Dave Love savs
that Original Cinema's diversity will
he a key factor in exposing Spyro Gyra
toa wider audience. While first single
“Getaway" has already been worked to
smooth-jazz radio, Love anticipates
thal one or more of the album’s edgi-
er tracks might find favor at college
radio, a format that one would not nec-
essarily associate with the band.

To tie in with Original Cinema’s
title, Love plans to enhance his pro-
motion efforts by giving away a trip for
two to an independent film festival
later this year, which will be coordi-
nated through the label’s Web site,
headsup.com.

INTO THE GROOVE: Drummey Dennis
Chambers is known for his over-the-
top technique, but it is solid grooves
and funky rhythms that most inform
Qutbreak (ESC, March 11), his first
domestic date as a leader. “I wanted to
show a side of my playing that I don’t
usually get to focus on,” says the
drummer, who is currently touring as
amember of Santana’s backing band.
“I participate anonymously in online
chat rooms and bulletin boards, and
it seems like people tend to focus on
the more technical aspects of what 1
do, but they forget about what I've
done with Steely Dan, P-Funk, or
David Sanborn.”

Joining Chambers are a bevy of
notabhle musicians, including guitarist
John Scofield. bassist Will Lee. and
trumpeter Randy Brecker. Several of
the tracks are songs Chambers has
wanted to record for years, including
James Brown’s “Talkin’ Loud and
Sayin’ Nothin" ” and Sly Stone’s “In
Time,” a song that Chambers used to
jam on with P-Funk. “When people
hear good, funky grooves, it’s like
waves in the ocean,” the drummer
says. “They just flow.”

AND: The street date for bassist Chris-
tian McBride's Vertical | ision (Warn-
er Bros.) has been changed to Feh. 25
... Dubtometry, DJ Spooky’s remnix of
last year's Optometry project, will be
issued March 25 on Thirsty Ear. Pianist
Matthew Shipp, bassist William Park-
er, drummer Guillermo E. Brown, and
saxophonist Joe McPhee provide the
musical backbone of the recording.

Taylor, Simon’s Son Making Long-Delayed Debut

BY CATHERINE APPLEFELD OLSON

Disenchanted with the corporate
machine, Ben Tavlor is taking charge
of his future with his debut, Famous
Among the Barns, due Tuesday (18)
on his own Iris Records (distributed
by Rykodisc/MRI).

The release. which already has sold
10.000 copies via the Internet since
last August, is being accompa-
nied by a flurry of fan-building
measures, including grass-
roots fundraising and market-
ing and what Taylor calls the
tour of a lifetime.

‘A huge part of a singer and
songwriter’s responsibility is
performance,” he says. “Some-
one asked me recently how
long the tour I'm about to
embark on will last, and I said,
‘I'seriously hope it’s for the rest
of my life.””

“Touring provides Ben and
his band the chance to get lacal press,
visit radio stations, do in-store per-
formances at retail, and get fans
involved in promoting the band,” says
Kipp Stroden, Iris co-founder and
manager of the Ben Taylor Band. “It's
expensive and time-consuming, but
it's one of the most reliable wavs to
develop and maintain fans.’

Of course it does not hurt that the
artist in question is the son of Carly

—_——

Simon and James Taylor, and that he
not only smiles upon but also em-
hraces the opportunity to perform
with either parent.

Among recent familial collabora-
tions, Ben Taylor joined Simon on-
stage at the televised lighting of the
national Christmas tree last Decem-
ber, performed with his mother and

bum. it is not hds first recorded music
venture. Several vears ago, he signed
with and cut an album for the Work
Group/Sony that was shelved when the
houtique label was folded into Epic.
“At the time 1t was heartbreaking for
me that it didn't come out, but in ret-
rospect I'm glad things worked out the
way they did,” he says. “I don't do well
when I have too many cooks in

BENTAYLOR BAND

sister Sally on Good Moming Ameri-
ca, and lent his vocals to several Simon
songs featured in the upcoming film
Piglets Big Adventure.

When it came to recording his al-
hum, Tavlor enlisted his father to har-
monize on a few songs, including first
single “Island.” a balmy, emotive bal-
lad that is slated to impact triple-A
radio on street date.

While Famous is Tavlor’s debut al-

the kitchen, especially if their
motives are corporate as op-
posed to artistic.”

After taking some time off—
during which he considered
trading in music for organic
farming—Taylor decided to
regroup the Ben Tavlor Band,
which now comprises drum-
mer Larry Cianca, kevboardist
Adam MacDougall, guitarist
Rick Musallam, and bassist Joe
Dunne. At the same time, he
co-founded Iris along with
Stroden. Enter Megaforce/MRI, which
provided the necessary distribution
manpower and understanding of both
the critical independent as well as
mainstream retail arenas.

Megaforce's Missi Callazo adds, “We
are going to treat this album as a
grassroots indie project that happens
to have a lot of mainstream support
given the natural curiosity about Ben
and his lineage.”

Tune in to BET Jazz to experience

-

=2 './

THE 24 HOUR JAZZ CHANNEL®

Spend the evening with Stanley Clarke and some
of bis distinguished friends including Patrice Rushen,
Wesley Snipes and Stevie Wonder. Taped at the
“Musicians Institute” in LA, Stanley plays highlights
of his work with a stringed orchestra including
moments from “Boyz N the Hood", “Poetic Justice”
and “Undercover Brother.”

February 26 at 8am, 4pm, 10pm EST
{repeats Sunday 3/2 at 8am, 4pm, 12am).

Call your local cable operator to get BET Jazz.

©2003.BETJAZZ

The only 24 hour Jazz Channel.
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SITTIN’ ON GO: Forel'ront band Audio
Adrenaline has always had a reputa-
tion for being enthusiastic in spread-
ing the gospel and encouraging oth-
ers to do the same. As it prepares for
its upcoming tour and the Feh. 25 re-
lease of ils ninth album, Worldwide.
the hand’s Mark Stuart says Audio
Adrenaline has never heen more
committed to missions. “There
have been several things that
pushed us in that direction.” Stu-
art says. "One was jusl an over-
whelming response trom the song
‘Hands and Feet,” which is on the
Underdog album. We would meet
people that would say. “The reason
I'm inmissions’ or ‘The reason I'm
going to school to be a missionary
is because that song moved me."”

Stuart savs that he and band-
mates Will McGinniss, Ben Cis-
sell, and Tyler Burkum have al-
ways supported missions, in part
because they have missionary
parents and partly because “we love
taking the dare to gel out there. The
adventure is in our blood as a hand.
It's kind ot been one of the themes
that we have been singing about
throughout our career. We wanted to
do a whole record that was hased on
the fact that we need to encourage
this generation. It reminds them that

by Lisa Collins

THE HEAT IS ON: With the success of
Live in London and More . . .. which
garnered six Stellar Awards and made
Donnie McClurkin the hest-selling
gospel artist of 2001, the New York-
hased preacher/singer had been feel-
ing hard-pressed to duplicate its suc-
cess with his next effort. It seems that
feeling was short-lived tor the artist,
whose Donnie McClurkim . . . Again
arrives March 4 (Verity).

“My main focus for this CD is to
deliver what God wants.” McClurkin
says. “Tam not looking for another hit
song for radio or for another platinum
CD. My main concern is that God is
pleased with what I've done.”

McClurkin's follow-up to the dou-
ble-platinum Live in London and
More—nhis sophomore CD—is one of
the most-anticipated releases this
spring. Presales stand at 200.000 and
the lead single, “The Prayer,” is already
in high rotation at such stations as
WVAZ (V103) Chicago and KJLH
(102.3) Los Angeles, as well as gospel
stations nationwide. The soul-stirring
ballad teams McClurkin with Yolanda
Adams, with whom he is currently
touring on the Hopeville Tour, which
also features Kirk Franklin.

McClurkin couldn’t have had a bet-
ter set-up than this trek, which has

-

there is a whole world out there that
needs to hear from them. They need
to put their love for worshiping God
into action.”

The label is launching a campaign
where the hand will otfer that encour-
agement in person. The first 100,000
copies of Worldwide will contain a

'6}\'

23 % .Y
AUDIO ADRENALINE

hackstage pass to an exclusive recep-
tion with the band prior to each dale
on the Go Show. the group’s 50-city
spring tour with MercyMe. “It’s going
to be logistically hard for us but a lot
of fun,” Stuart says. “As a band. we are
committed to do it because these are
our fans who go out and buy the rec-
ords. \We are excited [to meel] them.”

enabled him to promote the release
regionally al key radio stations. A con-
cept video for “The Praver” is poised
for a BIET debut Feb. 17.

"1 think the release of ‘The Praver’
couldn't have come at a better time,”
McClurkin says. “It speaks divectly to
people’s fear and conveys the simple
message that if we pray, God will

McCLURKIN

intervene and lead us by his grace to
a place that is safe . . . in him.”
McClurkin wrote seven of the
album’s 11 songs while reteaming in
the studio with producer Kevin Bond.
The CD was recorded in part at West
Angeles Church of God in Christ in
Los Angeles last September. The

Audio Adrenaline and MercyMe
have joined forces to form the Go
Foundation, which will aid those want-
ing to hecome involved in mission
work. Both bands will talk about the
toundation during their sets, and at the
end of the evening hoth groups will
participate in a “praise and worship/
call to missions”™ time with the
audience. (For more information,
visit thegofoundation.org.) The
tour will also feature up-and-com-
ing bands the Swift and Kutless.

“The older we get. we take our
platform on every record more
seriously.” Stuart says. “We want
to go out and impact a generation
rather than just entertain people.”

NEWS NOTES: Derek Webb is leav-
ing Caedmon’s Call to focus on
his solo debut. She Must and
Shall Go Free, due March 25 on
INO Records. Webb has been with
the band for 10 vears . .. Mara-
natha has opened a Nashville office.
Christian publishing veteran Steve
Rice is the VP of publishing. and Phil
Sillas will seyve as VI of A&R . ..
Brent Milligan has been named new
ForeFront VP of A&R, reporting to
president Greg Ham. Milligan, who
starts Monday (17), will succeed inter-
im head of A&R Charlie Peacock.

tracks span the gamut of traditional
gospel and urban-inspived pop to
what McClurkin refers to as *high
worship™ and a rousing remake of
Walter Hawkin’s classic “Special Gift”
with Lynette Hawkins singing lead.

CAGE MAKING DEBUT: Arriving this
month is the eponymous. Gospo Cen-
tric debut release of Byron Cage—one
of the gospel circuit’s most-renowned
ministers of music. And while Cage
has made his mark on gospel’s church
scene. he hopes to carry his “carefully
and praverfully cultivated brand of
cross-cultural. mass-appeal praise and
worship” to audiences far heyond the
four walls of the church. Produced by
Kurt Carr and recorded live at Atlanta’s
New Birth Cathedral, the album’s 11
tracks include cuts written by Carr,
Donnie McClurkin. Michael Brooks,
and Cage. Also featured are remakes of
some of Cage's earlier Full Gospel Bap-
tist hits, including “Shabach™ and “Yet
Praise Him.

FINALLY: Carliton Pearson may have
sparked controversy with remarks last
year that contradicted the basic tenets
of Christian theology. but he hopes to
strike a chord with the Feb. 11 release
of The Best of Azusa . . . Yet Holdin' On.
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| BY SUSANNE AULT
LOS ANGELES—Hoping to make
its album Head on Straight—which
nabbed two Grammy Award nomi-
nations—really go down smooth for
audiences, Tonic is setting out on its
first all-acoustic tour next month.
The band frequented amphithe-
aters during its summer run with the
Sheryl Crow-
led Jeep Out-
side World
Festival, which
notched disap-
pointing box-
office results.
This time,
Tonic is stick-
ing primarily
to small- and
medium-sized
clubs in order
to best show-
case its stripped-down sound.
Kicking off March 3 at Marion
College in Fond Du Lac, Wis., and
wrapping April 11 at Rick’s Cafe in
Starkville, Miss., the 22-date tour is
primarily limited to East and South-
east U.S. venues, averaging 400-500
seats in capacity. The ticket price for
the road trip, promoted by such var-
ious companies as Clear Channel
Entertainment (CCE), Jam Produc-
tions, and Concerts East, ranges
between $12-$15.

RETURNING TO THEIR ROOTS

These parameters might suggest
that Tonic, whose 1996 release Lemn-
on Parade went platinum (1.3 mil-
lion copies sold, according to Nielsen
SoundScan), is underestimating its
grossing power. But the act specifi-
cally chose to scale things down to
get as far away from the numbers
side of music as possible.

“We get wrapped up in the busi-
ness of it so much. Record compa-
nies are falling apart all around us.
So I need to get out there and
remind myself of why I love music
so much,” Tonic lead singer/guitarist
Emerson Hart explains. Intimate
clubs appeal to him because “you
hear the people talking, you see their
faces—it’s like having a show in your
living room every night.”

Tonic guitarist Jeff Russo believes
fans should respond to the acoustic
arrangements as well, because that
is the key ingredient in the creation
of all the group’s songs.

“It’s going to give listeners in-
sight into the way the songs get
crafted,” he says, adding that the
trio got its start in the early 1990s
playing acoustically in coffee shops.
“We always work on songs with
three acoustic guitars and build
from there.”

Tonic’s label, Universal, is aiming
to use the tour to spike sales for
Head on Straight, which earned a
Grammy nomination for best rock

| Tonic Opts For Acoustic Jams

album and best rock performance by
a duo or group with vocal for its sin-
gle “Take Me As I Am.” But the
34,000 copies Head on Straight has
moved (according to Nielsen Sound-
Scan) since its September 2002
release falls below what the group
has sold previously.

Universal VP of marketing and
~ artist develop-
ment Tom
Derr says, “For
them, touring
is definitely a
tool. Visibility
is key in mak-
ing fans thor-
oughly aware
that they have
a current rec-
ord out there.”

Derr agrees
with the band
that people will be attracted to an
acoustic style, explaining, “It’s just
as good as a full band. They can
sing very well. They are great,
great performers.”

KEEPING HEADS ON STRAIGHT

Nevertheless, with 10 years of
playing and recording under their
belts, Tonic feels ready to make more
of its own decisions, and boosting
Head on Straight is not its main pri-
ority while on tour. “Now we have
more control over our career after
our third album. So that gives us
the chance to do what we want to
do,” Russo says. “We are very grate-
ful for what we have, but sometimes
you get so immersed in the com-
mercial aspect of things that you
forget why you got into music in the
first place . . . and we want to bring
things back to a level where we
remember what it’s about.”

Promoters seem to be embracing
the acoustic concept. Jeff Sample,
entertainment coordinator at
Birdy’s in Indianapolis, which is
hosting Tonic March 8, reports that
at least half of his 400-seat capacity
building had been sold by the first
week of on-sale. Similarly, Maria
Cukr, a Detroit-based CCE promot-
er working Tonic’s March 9 date at
the city’s Shelter, is thrilled that
with minimal marketing her 400-
seat house is one-fourth sold in lit-
tle more than a week’s time.

“It’ll be fun. We're a rock club,
but it’ll be a nice change of pace
having it be more subdued,” adds
David Kells, Great Big Show’s mar-
keting director, who is promoting
Tonic’s April 5 concert at Nashville's
Exit Inn and is anticipating a
healthy turnout.

Seeing the tour’s reception so far,
William Morris Agency’s David
Levine, which booked the tour, is
thinking about bringing Tonic back
on the road for some West Coast
dates in June.

Meltdown Gets Hotter In N.J.

Now In Its Fifth Year, Annual Metal Fest Promises Diverse Lineup

BY CHRISTA TITUS

NEW YORK—When March arrives in
New Jersey this year, it won't come in
roaring like a lion but screaming with
electric guitars, because March Metal
Meltdown V will rock the Cricket Club
Complex March 7-9 in Irvington.

The all-ages Meltdown features
approximately 80 bands performing on
two stages. The first was at the Asbury
Park Convention Center in 1999; it
lasted two days. showcased 120 bands,
and drew about 4,500 people.

The headliners this year are Over
Kill, Status Quo, Nile, Budgie, Diocide,
and Fozzy. Such unsigned talent as the
Hixon, Category 5, Afterthought, and
Pyrexia are homegrown Jersey bands;
unsigned groups from outside the
state include Indianapolis’ Thunder-
core and Connecticut’'s Geomancer.

The event also features Vendorville,
a gathering of such metal-related
attractions as tattoo and body-piercing
artists, food, merchandise, and booths
for record labels and booking agents.
Tickets went on sale Jan. 18 and are
available through Ticketmaster for $35
(for a one-day pass), $55 (two days),
and $75 (three days).

TAKING CUES FROM MILWAUKEE

Meltdown is presented by Jack
Koshick Productions, the founder of
Milwaukee Metalfest. Geared to pro-
vide exposure for underground metal
acts and now in its 17th year, the annu-
al Wisconsin event (scheduled for July
25-26 at the U.S. Cellular Arena) has
grown from a one-day concert of 15
bands to an attraction that has pulled
7,000 people per day and showcased
166 acts, with such previously un-
known talents as Korn, Sevendust, and
Coal Chamber gracing its stages.

Koshick anticipates that about
5,000 people per day will attend the
Meltdown. The primary reason he
launched it in the Garden State was
that it made good logistical sense. He
explains, *In a 350-mile radius, you've
got New York City, Philly, Boston, Bal-
timore, and [Washington| D.C. You
have a major population base there to
support the event.”

After presenting metal fests in San
Bernardino, Calif., and San Antonio, he
found that in the latter location, “there’s
nothing there [in terms of surrounding
cities].” And in California, Koshick dis-
covered that “the San Bernardino kids
will go to LA., but LA, kids won't go to
San Bernardino. There was no public
transportation, and it's still a couple-
hour drive. It was also very pricey.”

The Cricket Club Complex fits into
the equation because of “its proximity
to New York |approximately 15 miles]
and public transportation,” Koshick
says. “The venue is located just blocks
off the Garden State Parkway.”

Although headliners make paid
appearances, unsigned bands are con-
tracted on a pay-for-play basis to help

offset Meltdown'’s costs. (Relapse Rec-
ords and Root Cellar Records are each
sponsoring a stage, but Koshick says
that to maintain the event’s integrity,
he does not actively court non-metal-

OVER KILL

related sponsors.) For $1,000, bands
receive 20 tickets, which they resell to
their fans to recoup their investment.
Koshick points out they can even turn
a small profit to help reduce their trav-
eling expenses. (A booth in Vendorville
is also designated for unsigned bands to
sell merchandise.) He notes, “If you
can't even move 20 tickets, you really
have no business playing.”

Category 5 and the Hixon plan to sell
their original CDs and T-shirts at the
event and to charter buses to transport
their fans. Both bands say selling tick-
ets has not been difficult, though at
press time they were still waiting to
receive them so they could be distrib-
uted. When asked if the fee was con-
sidered a good investment, Hixon
drummer Wellzy says, “If we can get
exposure to people who never heard us
before and people who will want to con-
tinue to listen to us and a good amount
of them, I say it's definitely worth it.”

Category 5 guitarist Mike Z says of
an upcoming gig, “We're going to pro-
mote the show at [New Jersey club] the
Pirate’s Den. We're just really excited
to play at such a huge event and to
have such a great opportunity.”

PLENTY OF GRAINS OF METAL

In terms of exposure, the Meltdown
is just as valuable to well-established
bands. Over Kill is performing a 90-
minute set as a one-off before the
March 25 debut of its latest album, A7/
box 13 (Spitfire Records). “It’s a good
opportunity for us. This is a band that
has always been able to draw, especial-
ly in this area,” vocalist Bobby “Blitz"
Ellsworth says of Over Kill, which hails
from the New York/New Jersey region
and has previously played the Milwau-
kee fest. “Our top end in this area is
somewhere around 2,000, so this gives
us the opportunity to expose ourselves
almost twice as much.”

Booking is handled by Koshick; Don
Decker, frontman of Anal Blast and
owner of Nightfall Records; and Market
Your Music (MYM), an independent

company that provides promotional
services to musicians.

“We're not looking for just anybody.
Jack really wanted to change things up
a little bit this year with both of the
shows and bring a more diverse sound
into it,” explains Rob Mason, rhythm
guitarist for Thundercore and founder
of MYM, which is also booking Mil-
waukee. “These particular shows have
[leaned| a lot more toward extreme
metal over the years. Although there is
a place for it, Jack wants to bring in a
much more diverse sound and a much
more diverse crowd.” Mason says the
lineup includes “hardcore, post-hard-
core, nii-metal, alternative metal, power
metal, progressive, death, and grind-
core. There’s something for everybody.”

The festivals have experienced their
share of glitches. Previous attendees
and participants have complained of
such problems as poor acoustics and
sets being too short. Koshick says
fewer bands were booked than last year
(when 130 performed) to ensure
longer playing times of 25-90 minutes,
and he is “very confident” that the
Cricket's acoustics are excellent.

“Milwaukee and Jersey are probably
the No. 1 and No. 2 festivals in the coun-
try for networking. Any band that's try-
ing to make it, you've got 20-plus of the
top alternative metal labels in the coun-
try—if not the world—in the same
room with you,” Koshick says. “That's
where you go and start dropping your
demos, your CDs, your tapes, because
chances are somebody behind that
booth has the power to sign you. Also,
there are booking agents . . . there's
always half a dozen different agencies on
hand. [Plus] you've got all of the world’s
metal press attending these things.”

Ellsworth says, “The most endear-
ing thing about unsigned bands is
their commitment, and labels notice
commitment, especially in metal
bands.” When asked how unsigned

acts can make the most of Metalfest,
he responds, “Rehearse. Have demos
and 8x10s. If you're not approached by
a label rep—of course, they're not all
going to have name tags on—also have
the balls to approach.”

And on a lighter note, he adds with
alaugh, “Don't drink too much before
you play. I [once] saw a drummer fall
off his kit.”
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JOHN FARNHAM

VENUE/ GROSS/ ATTENDANCE/
ARTIST(S) DATE TICKET PRICE(S} CAPACITY PROMOTER
JOHN FARNHAM Rod Laver Arena, $3,868.774 73,147 Glenn Wheatley,

Metbourne, Australia ($6,860,744 Australian} 81,274 eight shows  TalentWorks

JOHN FARNHAM

JOHN FARNHAM

Nov. 7-16 $58.81/847.65
Sydney Entertainment $2,343.392 47,299 Glenn Wheatley,
Centre, Sydney. Australia {$4,180.895 Australian} 54,367 six shows TalentWorks
Nov. 29-Dec. 6 $58.74/847 64

o Brishane Entertainment $2,078.350 o _42,300 B Glenn Wheatley,

($3,674,593 Australian)
$57.30/$46.10

Centre. Brishane, Australia 54,023 six shows TalentWorks

Dec. 16-22
Adelaide Entertainment
Centre, Adelaide, Australia

25,903
27,973 tour shows

Glenn Wheatley,
TalentWorks

$1.285,402
{$2,293,190 Australian)

Nov. 21-25 $57.34/$45.94
JOHT\I F/_\RNHAM Newcastle Entertainment $950.193 19,575 o Glenn Wheatley,
Centre, Newcastle, Australia (31,698,563 Australian) 21,823 four shows TalentWorks
Dec.11-14 $58.74/347.66
KENNY CHESNEY, MONTGOMERY Alltel Arena. $573,374 15,485 Clear Channel
GENTRY, KELLIE COFFEY North Little Rock, Ark. $39.75/$29.75 sellout Entertainment, The
Feb. 8 Messina Group
CHER, TOMMY DRAKE  Selland Arena, $547.371 760 " ClearChannel |
Fresno, Calif. $76.25/860.25 sellout Entertainment
Jan. 30
DAVID GRAY Madisen Square Garden, $518,033 13,946 Clear Channel
New York $545/$25 14,148 Entertainment
Jan. 31
ALAN JACKSON, JOE NICHOLS,  Ford Center,  $436195 10223 BeaverProds.
REBECCA LYNN HOWARD Oklahoma City $45/$35 11,400
Feb. 6
I — 3 S S = 0 = @ 0 0 = 3
KENNY CHESNEY, MONTGOMERY The Cajundome, $412.432 11.217 Clear Channel
GENTRY, KELLIE COFFEY Lafayette, La. $40.75/$30.75 sellout Entertainment, The
Feb. 7 Messina Group
" KENNY CHESNEY, MONTGOMERY  Pensacola Civic Center,  $316.751 i 8,408 Mischell Prods. The
GENTRY, KELLIE COFFEY Pensacola, Fla. $3950 sellout Messina Group
Feb. 6
GAITHER HOMECOMING TD Waterhouse Centre; $314.516 14,228 Clear Channel
Orlando, Fla. $29.50/$16.50 17,257 Entertainment
Jan. 25
| DAVID GRAY uic Pavilion, $305,065 7.931 MAJ Concerts
Chicago $45/$35 seilout
Feb. 7
ALAN JACKSON, JOE NICHOLS, Tulsa Convention Center, $296.355 6,965 Beaver Prods.
REBECCA LYNN HOWARD Tulsa, Okia. $45/$35 sellout
Feb. 8
" WPBZ BUZZ BAKE SALE: CYPRESS HILL,  Coral Sky Amphitheatre,  5279,025 12278 ~ Clear Channel
HOOBASTANK, OUR LADY PEACE, GOOD West Palm Beach, Fla. $36/$26 19,271 Entertainment
CHARLOTTE, EVERCLEAR, & OTHERS Dec.7
GAITHER HOMECOMING Palace of Auburn Hilis, $251,390 9.922 Clear Channel
Auburn Hills, Mich. $32.50/$21.50 15,064 Entertainment, Palace
Jan. 31 Sports & Entertainment
- I . = 2 = i
DAVID GRAY, CARLOS BERNARDO Tweeter Center at the $240,373 6.339 Clear Channel
Waterfront, Camden, N.J. $45/$35 6.795 Entertainment
Jan. 28
DAVID GRAY Paul E. Tsongas Arena, $180.430 5,664 Clear Channel
Lowell, Mass. $37.50/$29.50 5,896 Entertainment
Jan. 30
OUR LADY PEACE, FINGER ELEVEN  Skyreach Centre,  s119732 1217 Clear Channel
Edmonton, Aiberta {$273,932 Canadjan)} 7,463 Entertainment, House of
Jan. 28 $25.92 Blues Canada, in-house
DAVID GRAY, MIMI HOLLAND Fox Theatre, $178,519 4,382 Clear Channel
Atlanta $42/837 4,674 Entertainment
Feb. 4
DAVID GRAY Fox Theatre, T sim780 4,557 Clear Channel
Detroit $45/835 4,749 Entertainment
Jan. 26
— 1
OUR LADY PEACE, FINGER ELEVEN  Pengrowth Saddledome, $174,049 7.026 Clear Channel
Calgary, Alberta ($264,295 Canadian) 7721 Entertainment, House of
Jan. 27 $26.01 Blues Canada, in-house
SCORPIONS & WHITESNAKE, Coral Sky Amphitheatre, 162,971 8,421 Clear Channel
DOKKEN West Palm Beach, Fla. $41.50/$18.50 19,271 Entertainment
Jan. 31
HEZEKIAH WALKER & THE LOVE Radio City Music Hall, $159,620 4,336 Radio City Entertainment
FELLOWSHIP CHOIR, CECE WINANS, JOHN P. New York $50/$45/$35/$25 5,941
KEE, MICHELLE WILLIAMS, ALVIN SLAUGHTER Feb. 1
OUR LADY PEACE, FINGER ELEVEN  General Motors Place, $146,091 6,028 Clear Channel
Vancouver {$221,753 Canadian) 10,843 Entertainment. House of
Jan. 25 $26.02 Blues Canada
COLDPLAY, RON SEXSMITH Frank Erwin Center, $141,930 5,3087 Clear Channel
Austin $30 6,290 Entertainment
Jan. 29 “
BIG HEAD TODD & THE MONSTERS  The Fillmore, $120,888 319 Clear Channel
Denver $42.50 3,600 Entertainment
Dec. 31
GALACTIC, MIXMASTER MIKE, Warfield Theatre, $115,840 1.380 Clear Channel
VINYL. TRIPLE THREAT DJ'S San Francisco $100/360 2,250 Entertainment
Dec. 31
INDIGO GIRLS, NEKO CASE Chicago Theatre, $109,802 3440 Jam Prods. ]
Chicago $35.50/825.50 sellout
Feb.6
OUR LADY PEACE Skyreach Place, $107,.700 4,398 Ciear Channel
Kelowna, British Columbia  ($164,202 Canadian) 4,664 Entertainment, House of
Jan. 24 $25.91 Blues Canada, in-house
SCORPIONS & WHITESNAKE, " CenturyTel Center, $100,164 2,566 Stone City Attractions
DOKKEN Bossier City, La. $41.50/$26.50 5.365
Feb.5
B2K, IMX Tower Theatre, $98.840 3,040 Clear Channel
Upper Darby, Pa. $35 sellout Entertainment
Dec. 31
OUR LADY PEACE,_FINGER ELEVEN Winnipeg Arena, $97,089 4,196 Clear Channel
Winnipeg, Manitoba ($147,770 Canadian) 4,591 Entertainment, House of
Jan. 30 $25.95 Blues Canada, in-house
COLDPLAY, RON SEXSMITH Verizon Wireless Theater, $96.145 3.127 Clear Channel
Houston 835 sellout Entertainment
Jan. 28
STYX & KANSAS, JOHN WAITE Coral Sky Amphitheatre, 591,469 5609 Clear Channel
West Palm Beach, Fla. $36.50/$10 19,271 Entertainment

Jan. 30
g g FOR MORE BOXSCORE RESULTS GO TO BILLBOARD.COM

Views.

BIG IN BROOKLYN: Brooklyn Boyz
Productions has secured exclusive
rights to present a summer concert
series at KeySpan Park in Coney
Island, N.Y. The park is the home of
the Brooklvn Cyclones, the New
York Mets Class-A haseball team.
The seating capacity at each con-
cert will range from 9,000 to more
than 14,000 people, according to
Brooklyn Boyz Productions man-
aging director Josh Young. “The
first season, we're looking at pre-
senting at least 20 concerts, from
mid-May until the first week in
October.” says Young, who adds
that KeySpan will host shows only
when no baseball games are sched-
uled, not before or after games.

[

According to Young, potential
concerts include such music festi-
vals as Van’s Warped or Lolla-
palooza or headline entertainment.
Young has already been in contact
with the major booking agencies
and says KeySpan park will be an
open venue for promoters.

BUILDING: British import Coldplay
has extended its North American
tour through June, moving up to
larger venues in the process. Includ-
ed in the band’s 45-city run will be a
May 31 headline show at the Holly-
wood Bowl in Los Angeles and a
June 13 show at Madison Square
Garden in New York. The next leg
begins Feb. 24 in Kanata, Ontario, at
the Corel Centre. Coldplay is booked
by Little Big Man.

MARSHALL IN MOTOR CITY: After
doing well headlining the Anger
Management tour last yvear, Emi-
nem will keep his live performanc-
es to a minimum this year, playing
only one show on U.S. soil. He will
play Detroit’s Ford Field July 12
with special guests Missy Elliott
and 50 Cent. Clear Channel Enter-
tainment’s Rick Franks will pro-
duce the event.

A
by Ray Waddell

PERRY FARRELL WEEKEND: After
several false alarms, Lollapalooza
will return for a summer run of at
least 28 dates in July/August. On
the bill are tour founder Perry Far-
rell with his former band Jane’s
Addition, along with Incubus,
Audioslave, Queens of the Stone
Age, and Jurassic 5; second-stage
acts are to be finalized. Co-pro-
duced by the William Morris
Agency and Farrell, the tour will
cut promoter deals in each market
and primarily play sheds; Peter
Grosslight is the responsible agent
for the tour.

Farrel] launched the first version
of Lollapalooza in 1991, with Jane's
Addiction headlining a bill that also
featured Nine Inch Nails, Ice-T/
Body Count, Living Colour, Butt-
hole Surfers, and Rollins Band.
Last time out, Lollapalooza grossed
$7.4 million and drew 282,786 from
24 shows on a bill that featured
Snoop Dogg, Korn, Tool, Tricky,
Julian and Damian Marley, and
Devo. among others.

ROCKING FOR THE INTIMIDATOR:
The inaugural Dale Earnhardt
Tribute Concert is set for June 28
at Daytona International Speed-
way to honor the late NASCAR
champion. The concert, sponsored
by Kraft and its Nabisco Biscuit
Division, will benefit the Dale
Earnhardt Legacy Program. Al-
ready on a bill that will feature as
many as seven headliners are
Sheryl Crow, Alabama, Brooks &
Dunn, and Kenny Chesney. All
daleearnhardtinc.com premium
content members can participate
in an exclusive presale March 3
(3/3/03, in a nod to the seven-time
Winston Cup champion’s No. 3
car). Tickets for the general public
go up March 22.

STILL ELECTRIC: Feb. 2 marked the
35th anniversary of the founding of
Electric Factory Concerts in 1968
by Larry Magid and brothers Allen
and Herbie Spivak. The Philadel-
phia-based company, now part of
Clear Channel Entertainment
(CCE), began with the Electric Fac-
tory club, which then grew into
Electric Factory Concerts. To cele-
brate their 35 years, the company
will donate funds to music pro-
grams at 35 area schools, and its
14th annual charity auction is set
for March 30 at the revived Electric
Factory. In 2000, Electric Factory
was one of the last regional pro-
moters acquired by SFX; later that
year. SFX was sold to CCE.
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ISSUE #1

Venue Views

BY RAY WADDELL

his century has seen an
arena building boom in
North America that rivals
previous capital surges in the *60s
and ’80s, taking concert and fam-
ily-show venues to a state-of-the-
art level never previously realized
in the history of live entertainment.
This trend continues today, with
dozens of new venues opening in
the past year or scheduled for
2003. These facilities are cropping
up in major and secondary mar-
kets, with public and private own-
ership/management, university
and professional sports tenants.
The sheer volume of new venues
bodes well for the touring indus-
try, and Billboard checks in here
with a sampling of what’s new in
enlertainment buildings.

SBC Center
San Antonio, Texas

The new $190-million SBC
Center i San Antonio opened
Nov. 1, 2002, with a game by the
building’s primary tenant, the
NBA's Spurs, tollowed by a sold-
out, $I-million performance by
George Strait the following night.
The county-owned, 18.700-capac-
ity arena is managed by VVP/GM
Steve Zito, previously with San
Antonio’s Alamodorne. Early suc-
cesses have included sold-out

dates by Cher, Neil Diamond, the
Rolling Stones, Trans-Siberian
Orchestra and Bill Gaither, along
with Sesame Street Live and a
slate ol Spurs games. “We're very
pleased with the acts we've heen
able to book and the way they're
selling, and the public has
responded 1o the evenis we're
bringing in,” Zito said following
the building’s opening.

The venue derives its name
from San Anronio-headquartered
Southwestern Bell Corp. via a
$100-illion, 20-year naming-
rights deal. The building boasts
40 terrace suutes, 16 “bunker”
suites, fwo 180-seat “super” boxes,
four party suites rented out on an
cvent-by-cvent basis and 22 four-
seat boxes with wait service. Vir-
tually all premium seating has
heen sold. Zito savs some refer to
the building’s design as “ranch
tech,” and the building claims to
be custom-made lor San Antonio.
“We use the tag line ‘something
for everyone,”” says Zito, “and
were committed (o doing that.”

Ryan Center
Kingston, R.l.

The 7,000-seat, $54-million
Ryan Center opened on the cam-
pus of the University of Rhode
Islane in September 2002 as the
new home ol U.R.I. baskethall
and a site tor concerts and family

outhern Belle: Carolina Center

shows. Named after U.K.1. grad
and CVS Pharmacy president/
CEO Tom Ryan and managed by

veteran lfacility exec 'Terry Butler,
the venue hosted Rusted Root for
a soft opening. one of five con-
certs already logged ai the facility.
“T'here are never enough shows
o go around, but I think we're off’
Lo a pretry good start,” savs Butler.
Promoters in the building mclude
Metropolitan Entertainment
Group and Mass Concerts, along
with the university’s student-run
entertainment committee. Con-
certs so far include Counting
Crows, No Doubt/Garbage, Bob
Dylan and John Mayer. Butler
says the market potential extends
heyond the universitv community.
“We try (0 make our market
broader,” he savs. “We've been
reaching into Providence, and
we've had success in Southern
Connecticut.”

University of Miami
Convocation Center
Coral Gables, Fla.

The new $18-mitlion Universi-
ty of Miami Convocation Center—
which opened Jan. 4 with a Miami
Hurricanes vs. North Carolina
Tarhecels men’s basketball game—
hopes to carve its own niche in a
crowded facility market. At 7,500
seats, the venue's capacity alone

Continued on page T()-2

New Tickets
To Ride

Innovations in selling tickets are changing
the face of the concert industry and may
help thwart counterfeiting.

BY SUSANNE AULT

magine going o a concert,
having a venue staffer scan
vour cell phone and then
walking into the arena for
the show. Or using a ticket—
bought online and printed at
home—to enter 4 facility, buv a
T-shirt and pick up a hot
dog and a beer.
These are not
predictions for
the far-ofl futre.
The Internet is
now the most pop-
ular way to buy live-

Ticketmaster's phone stall has
been slimmed down according-
ly, but Barnes says that company
savings will probably not trans-
late (o less convenience charges.
That money is being reinvested
into Ticketmaster’s ongoing
tech projects. All-in-one smart
cards are currently being tested,
m which one ticket’s embedded
barcode would get a consumer
into the door and carry a bal-
ance for food and/or merchan-

dise purchases. The compan
is also studying
ways to transmit
ticket barcodes

event tickets, with BL@8% . ~- directly into buy-
ol “atm £ > A
Ticketmaster research  ,88%= '§§ § g! i1~ ers” cell phones.
estimating that 40% %% £: & 24, Asforechnol-
e s 3 3 o § s §E e o
are sold this route vs. = & _»,s”g:]‘ = ogy lowering tick-
phone and box-office gE2yg+#~ el prices anyume
methods. And music fans ] F g 4. soon, “I don't see
. - & 23 o .
should keep embracing Ty '§5 g . T [so] much as
. . L L3 k4 B .
advanced ticketing sys- ~ ° 532 cost-saving any-

tems, say members of the %
touring community. “Tech- ‘g
nology is continually being
developed because it makes it a
much better value-added con-
sumer experience,” says Ticket-
master co-chair Terry Barnes,
adding that 16 of the company’s
phone centers have been consol-
idated down to three due to the
increased use of the Web for tick-
els.

Noting that point-and-click
(ransactions are often speedier
than half-hour phone waits and
long box-office lines, Barnes
adds, “We all thought the Inter-
net would make a lot of changes
in the ticketing business, butit’s
happened a little quicker than
people thought. The consumers
absolutely love it

) way,” says Peter
Luukko, president of
Comcast-Spectacor Ventures,
which operates Philadelphia’s
First Union Center. “But I do
believe we're doing much betier
business. [t’s much move acces-
sible 1o buy tickets. That’s more
revenue. 1t’s just so easy to buy,
so we're probably selling more.”
Internet ticket sales at House
of Blues Concerts’ 18 owned-
and-operated venues have dou-
bled over the last two years,
according to the company’s
executive VP Alex Hodges.
With that in mind, the print-at-
home option, where patrons
receive tickets via their comput-
er printers rather than geting
them at will-call or in the mail, is
Continued on page TQ-8
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sets it apart. “While we are crowd-
ed [with venues] down here,
there’s nothing in the 5,000-to-
7,000 capacity range, so we're the
only true mid-sized arena in the
market. That’s how we’re staking
our claim,” says Dave Touhey, GM
of the Convocation Center for
Global Spectrum. “We’re also
south of Miami in Coral Gables,
with ail parking on campus, so 1t’s
safe.”

The first concert in the arena
was Coldplay, on Jan. 22, pro-
moted by Jack Utsick Presents.
Other promoters expected to be
active in the arena are Clear
Channel Entertainment and Fan-
tasma Productions, along with
the student-run Hurricane Pro-
ductions and local Latin promot-
ers. “We’re open for business and
willing to work with anybody,”
says Touhey.

Ford Center
Oklahoma City, Okla.

Across the sireet from the Cox
Business Services Convention
Center in Oklahoma City, the

$90-million, 20,000-capacity
Ford Center opened in june of
2002 with six performances of
the Ringling Bros. and Barnum
& Bailey Circus and has since
hosted Cher, the Eagles, Tony
Hawk’s Boomn Boom HuckJam,
Britney Spears, Sammy Hagar/
David Lee Roth, Bow Wow, Bill
Gaither, Nelly, Michael W.
Smith/Third Day, Mannheim
Steamroller, George Strait and
Creed, along with numerous
family shows and sporting
events. The most statement-
making engagement to date
was a Paul McCartney concert
that sold out in 45 minutes and
grossed $1.9 million. Such
numbers help the Ford Center
establish its home market as

< bk I
Busy Building: Ted F. Constant Convocation Center

Houston Arena
Houston, Texas

The new $175-million home
of the NBA's Rockets is set to
open in September in down-
town Houston. The new arena
is designed to hold 18,500
spectators for basketball, while
accommodating 17,800 and
19,000 for hockey and con-
certs, respectively. The county-
owned facility will boast 92 lux-
ury suites. Doug Hall is the
GM of the arena for the Rock-
ets’ in-house management
team, coming to Houston from
a similar position at the Mellon
Arena in Pittsburgh.

When the new arena opens,
a non-compete clause will be in
effect for the existing home of

one compietely separate from
Dallas three hours to the south.
“We're the newest, largest facil-
ity in the state of Oklahoma,” says
Gary Desjardins, GM of the city-
owned facility for SMG. “Our cor-
porate office has helped a lot in
acquiring events, and the market
has supported all of our events.”
The arena hosted 14 concerts this
year, compared to eight at the
Convention Center in 2001.
More conceris are routing
through Oklahoma City to Ford
Center in the coming months,
including a return engagement
from Cher and dates from Alan
Jackson, Billy Joel/Elton John
and the Rolling Siones. Accord-
g to Desjardins, “Our niche is

offering the best entertainment in
Oklahoma.”

Omaha Convention Center
and Arena
Omaha, Neb.

Part ot a $291-million project
for Omaha’s Metropolitan Enter-
tainment and Convention Author-
ity (MECA), the Omaha Conven-
tion Center and Arena is on
schedule for completion Aug. 31,
with opening events during
Omaha’s annual River City Round
Up festival in September. The city-
owned facility is operating under
the title of Omaha Convention
Center and Arena, but GM Roger
Dixon said in an earlier interview

that MECA has retained Front
Row Management, Global Spec-
trum’s marketing arm, to help nail
down a title sponsor. End-staging
capacity will be 16,000 for concerts
at the arena, which will also host
college basketball and hockey. The
entire project covers ! million
gross square feet, including a
30,000-square-foot ballroom.
Dixon expects the new building to
be well-received. “In the past,
Omaha was known as a city to
spend the night in, as [acts] trav-
eled through to Chicago, Kansas
City or Denver,” he says. “I think
we’ll be a good stop now for tours.
We will be the largest facility in this
region.”

the Rockets and Houston's
other large arena, Compaq Cen-
ter. Primary promoters in the
arena will likely be Clear Chan-
nel Entertainment and New
Orleans-based Beaver Produc-
tions.

Ted F. Constant
Convocation Center
Norfolk, Va.

On the campus of Norfolk’s Old
Domimon University, Constant
Convocation Center hosts men’s
and women’s basketball but is also
very much a “community” build-
ing, according to Doug Higgons,
GM of the 7,000-seat arena for
Global Spectrum. He adds that

Continued on page TQ-4
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The deals keep getting tighter

We won't put the screws to you

At the Thomas & Mack Center, Sam Boyd Stadium and Cox Pavilion,
we're finding new and innovative ways to increase your bottom line and ours.
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business at the $47-million, pri-
vately funded arena has heen
healthy since it opened with a uni-
versity gala on Oct. 25. Highlights
imelude Sesame Street Live, Count-
ing Crows and Roberta Flack with
the Virginia Symphony. The arena
also hosted a comedy show featur-
ing stars from the film Frday Afler
Next and a radio show with
Hoobastank and the Mighuy
Mighty Bosstones. Promoters in
the market include Clear Channel
Entertainment and Rising Tide
Productions, along with the swu-
dent- activities committee, with the
lateer bringing in Ludacris. Hig-
gons says the arena draws from as
much as an hour away. “Sesame
Street Live doubled the highest
gross this area has ever seen, and
they were just in the market five
months earlier,” he points out.

Budweiser Events Center
Loveland, Colo.

The new Budweiser Events
Center, currently under construic-
tion at the Larimer County Fan-
grounds and Lvents Complex in

Loveland is part of a $65-mullion,

county-funded project. Sched-
uled to open in fall 2003 and
managed by Ann Larson for
Global Spectrum, the 250,000-
square-foot, 6,500-capacity facil-
ity will be home to a Central
Hockey League team, concerts,
family shows and other enter-
tainment events. Loveland is
about one hour north of Den-
ver. Arena officials expect 1o
host more than 120 events m
the first year ol operation,
attracting nearty 500,000 peo-
ple. “Being an hour out of Den-
ver, we feel {[developers| were
realistic in determining what
size venue made sense lor this
niarket.” Larson says. “We obvi-
ously don't want to try and coni-
pete directly with Denver, but
this ts a market that has been
dependent on Denver for enter-
tainment, so this is long overdue.”

Larson savs Budweiser Events
Center will be an open shop for
promoters, noting, “We look tor-
ward to doing business with tolks
used to working in the Rocky
Mountain area, and I encourage
any promoters from the Midwest
to come out and do some business
with us.”

Orleans Arena
Las Vegas, Nev.

In a market largely geaved
toward tourists, the Orleans
Areng, scheduled to open in May
2003, plans on creating a niche

by targeting the locals. Steve Stall-
worth is diirector, and Tim Lanier
is assistant GM. The Orleans
Arena will be a 9,000-seat, multi-
purposc sports/entertainient
facility and is part of a $140-
million expansion of Coast Casi-
nos properties, a local gaming
company owned bv Michael
Gaughan that includes the
Orleans, Gold Coast, Suncoast
and Barbary Coast. “This is going
to be a locals place,” says Stall-
worth. “We're going to have free
parking and $3 beer.” The
Orleans will also be comfortable,
with 24-inch padded seats
throughout. For concerts, capac-
ity will be 7,500-10-8,000, and lor-

mer PACE Motorsports exec
Gary Becker has been brought in
as in-house talent booker. As tor
outside promoters, the Orleans
will be an open shop. “We think
we have a good plan,” says Stall-
worth.

John Labatt Centre
London, Ont.
The $45-million (Canadian)

John Labatt Centre fills a void in

the market, dirawing trom a pop-
ulation of about 500,000 people.

Hone to the London Knights of

the Ontario Hockey League, the
facility has already hosted sellouts
from Cher, Guns ‘N Roses and the
Royal Christmas with Julie

Andrews and Christopher
Phunmer The building opened
Oct. 11,2002, with Knights
hockey. “We're surpassing our
expectations in the response
from the community,” says
Brian Ohl. GM of Labatt Cen-
tre lor Global Spectrum. “We're
selling lots of tickets to lots of
shows.” Other events include
Lipizzaner Stallions, Our Lady
Peace, Great Big Sea, WWEL
wrestlmg, Elvis Stovko’s SK8
tour of Canada and Sesame
Street Live, along with B.B.
King and Natalie Cole in sepa-
rate theater configuration con-
certs. Coming up are concerts
from Aviil Lavigne, George
Jones, Keith Urban, Rav
Charles and the Scorpions/
Whitesnake package, as well as
the Harlem Globetrotiers, Stars
on Ice and another WWE engage-
ment.

Tyson/IBP Events Center
Sioux City, lowa
With a soft opening scheduled
for November, the 10,000-seat
$52-million Tvson/IBP Lvents
Center 1s geared to replace the
adjoming Sioux City Auditorium,
built in 1950. The old auditorium
will become a privatelv managed
family entertainment center, while
the Tyson/IBP Center will tunc-
tion as a city-run and -owned
multipurpose arena that is home
to professional indoor football,
contined on page TQ-6
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When size matters.

And even when it doesn't.

One of the most dynamic and fast-growing areas in the country is now home to one THE

of its most exciting new performance venues, The Arena at Gwinnett Center. Just minutes AREN A

from downtown Atlanta, this beautiful, state-of-the-art facility is architecturally impressive, iGWI N
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acoustically advanced, and incredibly versatile. Whether it’'s a concert set-up for 13,000 or a
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minor-league hockey and numer-
OUs dmateur sporting events.
And, with such promoters as Jam
Productions, Police Productions,
Bravo Productions, Frank Pro-
ductions, Clear Channel Enter-
tainment and West Cenual Pro-

ductions active in the market, the
new arena should also host a
wealth of concerts, family shows
and motorsporis events. “We'll
also copromote as a building,’
stresses executive director Denmis
Gann. “In a market ol our size,
vou have to be aggressive.” Gann
says the building is currently con-
sidlering options for a major artist
for a grand opening concert in
carly "'04. "Conventional wisdom
savs we need 10 have 30-60 days
ol operation in belore a major
production.” he says. “We don't
want to have a natonal act come
in and have a ghitch in produce-
tion.”

Meanwhile, the response from
the market has been very positive.
with 1,000 personal seat licenses
and all 24 Tuxury suites sold out

[his market has spent 50 vears
waiting to get this building,” says
CGiann.

Giant Center
Hershey, Pa.

Owned by the Pennsylvania
township ol Dervv and operated
by the Iershey Entertammment &
Resort Co.. the new $65-million
Giant Center sold out live of 1ts
lirst seven cvents, beginning with
a grand opening concert by Chei

new home of the mimor-leacue
hockev team Hershey Bears.
“The building has been very well-
received by all,” savs GM Matthew
Ford. “We’ve had our growing
pains—as anv building does—but
we've won over the hockev fans,
and the shows that have been
here have been very excited about
how casy the building is for setup
and breakdown and how friendlv
our statl is.

Fvents to date include Rush
Michiael W. Smith, the Royal
Christimas and Lil' Romeo. Book-
ings are strong for first quarter
2003, including plenty of hockey
and amateur sporting events,
along with tamily shows in Dragon
Tales. Sesame Street Live, the
Harlem Globetrotters, Champions

on Ice and Stars on Ice. “lThere's
not a lot of white space 1 our cal-
endar,” sayvs Ford. “We're ver
busv.

Carolina Center
Columbia, S.C.

Adjacent 10 the campus ol the
University of South Carolina in
Columbia, Carolina Cenier is the
new 18,000-capacity, $70-nillion
home of USC Gamecocks men’s
and women's baskeiball. The
building opened last October and
has alreadv hosted WWL
wrestling, Bruce Springsieen
Sesame Street Live, Chainpions
on lce and Michael W. Smith and
1s gearing up lor Ringling biros.,

Jimmy Bufletr, Kenny Chesney

and a motrorsports event. “It’s
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been great,” savs Tom Paquette,
GM of the Carolina Center for
Global Spectrum. He savs the
response Irom agents and live-
entertainment producers has
heen very positive. The immedli-
ate Columbia market boasts a
population ol about 600,000,
aquette says, and the surround-
ing counties take that number up
1o about 900,000. Geographically
in the center of the state, Colum-
bia also routes well. “We’re about
an hour and a half sonth of Char-

lotte [N.C.] and three-and-a-halt

hours out of Atlanta,” he says.
Columbia is also the home bhase
for veteran Clear Channel Enter-
tainment promoter Wilson
Howard; other promoters active
in the market inchude C&C Con-
certs and Premier Productions.
lhe building would also coOpro-
mote if the right situation pres-
ents itsell, Paquette says.

Mid-America Center
Council Bluffs, lowa
Located in the Omaha, Neb.,
metropolitan area, the 8,000-
capacity, 30,000-square-foot Mid-
Anmerica Center opened Oct. 18
as part ol a $75-million complex
including a stll-under-construc-
tion, 66,000-square-loot conven-
tion center. The project was fund-
ed bv a public/private partnership
and includes financing from area
casinos. Concerts (o date include
a John Mellencamp show pro-

moted by Jam Productions of

Chicago, Def Leppard and a
nmotorsports event from Clear
Channel. The arena is also home
to the River City Lancers minor-
league hockey lranchise. Also
expected o be active in the mar-
Ketis Police Productions; upcom-
ing events include Alan Jackson
and the World’s Toughest Rodco.
Director of inarkeung Lvnn Hig-
ginbotham says that officials
would love a naming-rights spon-
sorship for the arena but are not
actively pursuing one given cur-
rent market conditions.

Cabarrus Arena and
Events Center
Concord, N.C.

The Cabarrus Arena and
Events Center in Concord, N.C.,
opened on Sept. 20 as part ol the
50cth anniversary of the Cabarrus
County Far. Funded bv the citi-
cens of Cabarrus County, the
$24-million, 190,000-square-fool

facility boasts a seating capacity of

6,000. In addition 10 high school
graduations and other civic
events, the arena has hosted a
successful Brad Paisley concert
Rodeo and circus dates are being

scheduled for the first quarter of

the vear; also on the books are a
number of consumer shows. The
population within a 30-mile
radius of the venue is 1,200,000,
Cabarrus county is one ol the
fastest growing counties in the
Southeast, according 1o arena
officials. Mark Chappuis is the
GM of the Cabarrus Arena and
Events Center. There are no
naming-rights sponsors heing
considered at this time. B

g
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Ar O SAVVIS CENTER

AVVIS CENTER REDEFINES THE TERM “FLEXIBILITY” WITH THE
INTRODUCTION OF THE CONCERT CLUB. NOW, WHETHER IT'S AN
INTIMATE CLUB SETTING FOR 4,800 OR A ROCKING, 21,000-SEAT
SELL-OUT, SAVVIS CENTER PROVIDES THE IDEAL VENUE FOR ANY ARTIST.

Called “an intimate pleasure” by fans, The Concert Club is more than a scaled down arena configuration. It
creates an entirely new atmosphere, and offers unmatched sightlines from virtually any seat in the house.

The St. Louis Post-Dispatch had this to sey: “.... fans gave Savvis Center’s new Concert Club rave reviews,
praising the venue’s atmosphere, sightlines and sound.” And from the fans: “It’s a lot more intimate. It
feels a lot different than the regular Savvis Center” and “I felt like this was more informal and I was closer
to the stage ... this is more like a club.”

The Concert Club at Savvis Center. This is what a theatre in an arena was meant to be.

SAVVIS CENTER. THE CONCERT CLUB AT SAVVIS CENTER.
CLUB INTIMACY. WORLD CLASS ARENA BENEFITS.

+ The heart of America + 120.000 pound riggisg capacity For booking information, contact Oennis
- The heart of your tour + 1,100 feet to fow steel Petrullo, senior vice prasident/general
« Located at the crossroads of four major + Award winning catesing manager. at 314-622-5425 or

interstate highways - Exceptional, experienced front zni back dpetrullo@savviscenter.net.
+ Within a day’s drive of over a third of the of house staff

country’s population

. e B Y ——— e ——— ———

| SAVVIS CENTER AND THE CONCERT CLUB AT SAVVIS CENTER - 1401 CLARK AVENUE - ST. LOUIS, MISSOURI 63103 - WWW.SAVVISCENTER.NET
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CONUOC2TION

cCENTEN

1 million people within 7 miles
3 zip codes, top 1% of U.S. income
7,000+ seats

o Al
- BOOK NOW! &
. CALL
David Touhey
%. 305-284-8244

“dtouhey@miami.edu

www.UMConvocationCenter.com
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| TICKETS
Continued from page TQ-1

a home run for HOB patrons. At
its Coors Amphitheatre in San
Diego, which introduced print-at-
home in August 2002, 12,000
tickets were sold over just six
shows that month. Echoing Com:-
cast Spectacor’s Luukko, Hodges
says, “I think that 1f you make it
so there’s less pain involved,
more people will step up and buy.
Holding on the telephone, not
knowing if you're going to get a
ticket, that deters some people.”

Debbie Burda, bookings direc-
tor at Louisville, Ky.’s Freedom
Hall, points out that print-at-
home saved her patrons a lot of
potential grief when the venue
landed a major college basketball
game last year at the last second,
leaving just two days for people
to buy tickets. “There could have
| been 5,000 people in line for will-
call, so we like print-at-home,”
Burda explains.

As a result of people increas-
ingly purchasing tickets with their
computers, venues are also able
to capture a clearer picture of
their consumers. Internet buyers
are oftentimes asked for their e-
mail addresses and musical tastes,
which is compiled for concert-
marketing purposes.

“You're able to develop a pro-
| file as far as their likes and dis-
likes,” says HOB Concerts senior
VP John Van Zeebroeck. That
way, he explains, HOB can more
precisely advertise its shows. “You
don’t want to become a nuisance
and spam people with unneces-
sary info,” he explains. “There’s a
fine line between being helpful
and turning them off.”

Starting this past summen, all
of HOB’s owned-and-operated
facilities have been equipped with
barcode encryption technology,
which encompasses print-at-
home ticketing, as well as mailed
and will-call tickets. For this serv-
ice, building staffers scan each
tickets’ embedded barcode with a
handheld computer, rather than
manually ripping tickets, as peo-
ple enter shows.

At this point, most major are-
nas built within the last couple of
years, including L.os Angeles’ Sta-
ples Center, are outfitted with
barcoding, with the necessary
equipment typically coming cour-
tesy of Ticketmaster. Comcast-
| Spectacor has opened a number
of new buildings over the last
year, making sure to equip all of
them with barcoding. Examples
include the john Labatt Centre
in London, Ont., and fresh facil-
ities at the University of North
Carolina and Norfolk, Va.’s Old
Donunion University.

Since first introducing barcod-
ing into the Charlotte Coliseum
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in 1995, Ticketmaster has sup-
plied 436 venues with the tech-
nology. Some of the older build-
ings that have converted over
include Comcast-Spectacor’s First
Union Center in Philadelphia and
the Nederlander/HOB-operated
Greek Theatre in Los Angeles. “1
think you'll see most venues in
excess of 6,000 seats eventually
going to barcoding,” says Com-
cast-Spectacor’s Luukko. “As the
Internet gets more prevalent—
with print-at-home you need to
have barcoding [capabilities}|—it
will become standard.”

Besides speeding up the
entrance lines, barcodes are also
benelicial (o the touring business
because they ward off counter-
feiting. Barcodes can only be
scanned once and then are ren-
dered useless, meaning venue
managers are less likely 10 be
duped by duplicated tickets.

Initially, Mike Garcia, GM of
Nederlander Concerts and the
Greek Theatre, planned (o switch
to barcoding once the Greek’s
current renovation project
wrapped, tentatively scheduled
for spring/summer 2004, but
decided to speed up the process.
“We saw counterfeiters showing
up, and we started thinking it’s |
not going to take us long to do,
so let’s knock it out and get it
done,” he says, regarding the
building’s decision 1o convert this
past July. "And I can’'t say enough
good things about it.”

Michael Marion, GM of North
Little Rock’s Alltel Arena, recalls
stopping a counterfeiter, thanks
to a non-working harcode. The
man had tried to make a copy of
a print-at-home ticket for James
Taylor’s Dec. 14 show of last year,
“but it was picked up immediate-
ly—taken care of,” says Marion.
“He couldn’t go through the
door with that. [The original] had
already been scanned.”

Marion and other venue man-
agers also point out that barcodes
help in tracking when people are
entering the building, which aids
in gauging when enough people
have arrived to kick off concerts.
“Part of the barcode program is
sitting at your laptop and watch-
ing each seat get scanned. If
you're expecting 6,000 people,
and it’s three minutes [until an
event staris] and we only have
3,000, you better hold the show a
bit,” says Marion.

For some facilities, barcoding is
too expensive. Most performing
arts centers, which rely heavily on
public funding and private dona-
tions, do not have the budgets to
accommodate such high-tech
gadgetry. And some secondary-
market buildings, such as North
Dakota’s 28,000-seat Fargodome,
do not attract enough big-name
shows to generate the revenue for
a barcoding system.

“But it is something we’re look-
g at for next year’s budget,” says
Paul Johnson, executive director
of the Fargodome. “It would defi-
nitely help with the security factor
of ucketing; it would cut down on

Contmued on page TQ-1 1
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Stage 15 15,000 S0. FEET
Fabricothen Shop: 13,400 S0. FEET
Stage B: 8,000 $0. FEET

Stage T: 7.000 50, FEET

5] Post Production
6] Powsr Stathon Recording Studio

Sonalysts Studios
[7} Internat / E-Business

Waterford, CT

800.752.1946

9:30 CLUB
THE FORD CENTER

THINK THEY
NEED THE
SAME TICKETING
SOLUTION?

Venues come in all shapes and sizes. Ticketing solutions should too. That’s the thinking
behind our new suite of ProVenue™ Ticketing Solutions.

Whether your ticketing is online, offline, in-house or outsourced, our suite offers the
industry's widest range of software products and services. Our lineup of ProVenuePlus™, ProVenueMax™,
ProVenueElite™, ProVenueOnline™ and ProVenueServices™ can accommodate any size venue and
ticket volume - from the best live music club in Washington D.C. to Oklahoma's state-of-the-art sports and
entertainment showcase arena.

So why settle for a "one-size-fits-all" approach, when you can have a solution ideally suited to fit

your venue! For complete product information, visit www.tickets.com/provenue or call 888-397-3400.

Now you've got a choice.

© 2003 Tickets.com. Inc The Tickets com logo 1s a trademark of Tickets cam, Inc
Al other trademarks are property of their respective companies

QUARTERLY

hetting The Most Bang
For Your Goncert Buck

To keeép turnstiles turning, artists give concert
i

au

ences as many state-of-the-art bells

and whistles as budgets can buy.

BY RAY WADDELL

wo divergent agendas come

nto play as tour-production

budgets tighten while both

artists and their audiences
expect state-of-the-art bells and
whistles at concerts.

“1¢’s all about giving value for
the money,” observes Brad
Wavra, VP of touring for Clear
Channel Entertainment (CCE)
and promoter of such produc-
tion-heavy tours as Paul McCanrt-
ney, ‘N Sync and Cher. It the
artist is smart and uses [produc-

Meeh

tion] properly, it's just an
enhancement to the concert
experience. The downside ts
there can also be a lot of waste
and self-indulgence.”
Production expenditures—
however large or small—are con-
sidered a necessary expense. “\We
all need it because, if the show is
big and the production is nice,
more kids want to see the show,”
says Steve Lawler, production

director for CCE. “The level of

production is 4 management

decision, and I think most of

those decisions are pretty good.
Word-of-mouth works, and if a
show is great, it's all over the
Internet the next day. The same
is true if a show is bad.”

What the audience expectsis a
key determining factor, Wavra
adds. "Kids today have grown up
with special ettects, and, when the
lights go down and the curtain
drops, it’s not just about audio
anymore. They want a visual
experience,” he says.

TOPPING YOURSELF
Country artist Kenny Chesney
entered touring’s big leagues in
2002 as the genre’s top-grossing
artist, and, as plans were made
for Chesney’s 2003 touring

efforts, there were no thoughts of

Swinford

scaling back on production.
“Chesnev 1s carrying twice as
much video, all LED,” says Mike
Swinford, set and lighting design-
er for Chesney and Alabama. “He
has an all new set and added
another 40% in moving lights, up
o 110.”

Moving lights have virtually
replaced the traditional “par can,”
or stationary lights, and today are
more ethicient than ever, ultimate-
ly cutting stagehand bills and sav-
ing transport fare. "A lot of [the
efliciency] has to do with the truss-
ing,” says Swinford. “Thev have
now what they call ‘intel-
ligent trussing,” where
the lights fit into the
trussing. It speeds up
the setup and strike
times because you don't
have to physically han-
dle each light. When you
can keep the lights on
the trusses every day, it
saves a lot of time. As
they say, trucks are
cheaper than stage-
hands.” Lights attached to trusses
is actually not a new idea. “That’s
kind of revistting an old concept.”
says Lawler, a 30-yvear veteran of
concert production. “For years
you had the lighting in the truss,
but lights got so complicated that
that went away.”

Lawler says moving lights have
replaced pars because they are
more versatile. “Thev offer more
bang for the buck,” he explains.
“Par cans are more of a novelty
now, just for special eftects.” Still,
pars had their value. *You could
buy a par can tor $10-to-$15 and
a light bulb for $10,” Lawler
notes. “Moving lights are way
more expensive.”

In Chesney’s case, special effects
this time out include vertical lights
and video and a “lightning strikes”
eftect with three 75,000-watt units.
“These were designed originally
for the film industry, to sinulate
real bright light in a blue flash,”
says Swinford. “It’s a spectacular
effect.” In designing Chesney’s set
and lights, Swinford says he wasn't
under strict budgetary demands.
“They just wanted us to do some-
thing great, something that Kenny
loves,” he says. “As far as I'm con-
cerned, it’s money well spent,
because this show has such a
dynamic impact now.”
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FLASH FOR CASH

Lawler says he has seen an
upsurge in the use ol pyrotech-
nics—particularly among vouth-
oriented pop and metal acts—but
cost remains a big factor. “Some
of these tours come through with
a whole (ruck of pvro,” he
explains, “and it used 1o be two or
three boxes ol pyro, total.

Even so, in a post-Sept. 11
world, pyro has taken a hit. “The
9/11 thing has really put a crimp
malotol (Ius kind of thing, but we
are seeing it coming back finally,”
says Greg Meeh, owner of Brook-
lyn, N.Y.-based Jauchem & Meel,
Inc., which counts Broadway pro-
ductions and Britmey Spears and
Mariah Carey as ellects clients.
“For a while, we were seeing less
bang and less buck.”

Costs lor pyro can range from
$150 a show in perishables and
$700-t0-$300 per week n rentals
for under a minute of eflect for a
Broadway-style production, to
tens of thousands ot dollars per
night for a rock tour. “It’s punc-
tuation, not display,” Meeh says.
“And, once you shoot it, it’s gone.”

Gerbs, which produce a toun-
tam ol sparks, work particularly
well behind a drum kit but are
high smoke-producing devices.
Trends i general include low-
smoke products geared toward
arenas and domes and ground-
mounted displays that lower
installation labor and costs. Pyro
hasn’t been aflected much by
technology, remaining fairly con-
sistent over the years. “It’s just
bigger and more extreme,” says
Lawler. “They haven't perfected
digital fireworks yet.” :

TICKETS
Continued from page T(-9

counterfeiting.” However, stal-
ling a I)dlu)(!nw system can cost
hundreds of llmuwn(ls ol dollars,
according to venue managers.
Maurcen Andersen, director ol
ticket services at the Denver Center
lor the Performing Arts and board
meniber for the International Tick-
eting Association (IN 1TX), believes
that like-sized vennes will move

right into the smart-card aspect of

barcoding. “I see it starting at the
performmg arts |level] as a perk for

donors. If they give ' amount of

dollars, they'll get a card to usc lor
various things...drinks lor inter-
mission, show memorabilia, erc.,”
she explains.

Jane Kleinberger, INTTN board
member and CEO ol Paciolan, a
ticket-software provider whose
clients include University ol Neva-
da at Las Vegas' Thomas & Mack
Center and University of Texas a
Austin’s Erwin Center, believes all-
mn-one cards will hit imajor venues
m the next several years. “People
want to get vid of superfluous
pieces ol paper,” she notes. “A lo
()l organizations should move 10 a
[an, patron loyalty card—maybe
a supermarket tvpe card—that
vou can swipe for admitiance,
concessions and souvenirs.” l

Welcome to Ford Center, home of the
Best Entertainment & Sports in Oklahoma! Loaded with
starrdart features including air, stereo, floomtats and
tolding bircket-seats—Fhis-new-modekalsginclutte
46 rows of seats, 20,000 cup holders and
an entertainment system that redefines virtual reality.

For Booking Information:
100 West Reno ¢ Oklahoma City, 0K 73102 = (405) 602-8700
www.0KFORDCENTER.com

u‘-«.

Ilﬂ@@ﬂﬁﬂ@ﬁ@§

FORD CENTER

Private Management for Public Facilities
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R&B/HIP-HOP

BY GAIL MITCHELL

Two days after the March 11 re-
lease of his sixth album, Friends for
Life, Buju Banton will be doing what
he loves best: performing.

The dancehall reggae progenitor
kicks off a 60-city U.S. tour—organ-
ized by Peter Schwartz of U.K.-based
the Agency Group—to introduce his
new VP Records/Atlantic project. The
tour begins March 13 at New York’s
Hammerstein Ballroom with label-
mate Wayne Wonder. Banton jump-
starts proceedings with a co-headlin-
ing stint at the 22nd Ragga Muffins
Festival/Bob Marley Day Celebration
2003 in Long Beach and San Diego,
Calif. (Feb. 15-17). Anti/Epitaph will
sponsor the tour’s final leg in Europe.

“When I put an album out, it takes
a year to promote it,” says Banton,
born Mark Myrie. “I'm an under-
ground artist, not a mainstream
artist. So it takes a longer time for me
on the road to support my records.”

Banton's impending road trip is
the major component in VP/Atlantic’s
plan to get the word out stateside that
Banton is back, bridging his well-
established non-urban audience with
his growing hip-hop-fan contingent.
The set arrives March 3 in Europe via
Epitaph subsidiary Anti Inc.

“Thanks to Buju’s last album on
Anti/Epitaph [Unchained Spirit,
2000] and work with acts like Mor-

Airplay monitored by &9 Nietsen

Banton Has

‘Friends’
OnVP/

Atlantic Set

gan Heritage, this music has a devel-
oping alternative rock fan base who
embraces the reggae vibe,” says
Aaron Talbert, VP Records director of
sales and project manager for Friends
for Life. “There’s also a foundation
with the hip-hop audience. They
know him from his [1995 Dr. Dre-

E#HTL)N

AQUEMINI/COLUMBIA
I CAN
| ILL WILUCOLUMBIA

[NO LETTING GO
| WWGREENSLEtvtSNP/ATLANTIE

=
2 Broadcast Data
E Systems
L=l TITLE IMPRINT/PROMOTION LABEL Artist
. | 3 Weeks At Number 1
1l IN DA CLUB 50 Cent %
SHADY/AFTERMATH/INTERSCOPE
2 MESMERIZE Ja Rule Featuring Ashanti =
|| muRoER INc/DEF sam0aMG
3) GOSSIP FOLKS Missy "Misdemeanor" Elliott Featuring Ludacris <
| THE GOLD MIND/ELEKTRAVEEG .
4 | WANKSTA 50 Cent %
I G-UNIT/SHADY/INTERSCOPE
5 AIR FORCE ONES Nelly Featuring Kyjuan, Ali & Murphy Lee =
| I FO REEL/UNIVERSAL/UMRG
8 SICK OF BEING LONELY Field Mob <
MCA
[ THUGZ MANSION 2Pac %
| | AMARU/OEATH ROW/INTERSCOPE
119 7 |EXCUSE ME MISS Jay-Z =
4 ROC-A-FELLA/OEF JAM/IDJMG
18 BEAUTIFUL Snoop Dogg Featuring Pharrell & Uncle Charlie Wilson =
OOGGYSTYLE/PRIDRITY/CAPITOL
15 SUPERMAN Eminem
|| weBraFTERMATHINTERSCOPE
10 | TELL ME (WHAT'S GOIN' ON) Smilez & Southstar =
ARTISTOIRECT
7 | |'03 BONNIE & CLYDE Jay-Z Featuring Beyonce Knowles %
ROC-A-FELLA/DEF JAM/IDJMG e e
9 WORK IT Mlssy "Misdemeanor” Elliott =
[ || THE GOLD MINO/ELEKTRAEEG - 1
14 | SATISFACTION Eve =
| e RUFF RYDERS/INTERSCOPE
16 THE JUMP OFF Lil' Kim Featuring Mr. Cheeks
; QUEEN BEE/ATLANTIC — =7|
o 13 DO THAT... Bahy Featuring P. Diddy =
B L CASH MONEY/UNIVERSAL/UMRG
11 PARADISE LL Cool J Featuring Amerie =
. OEF JAM/IDIMG
17 MAKE T CLAP Busta Rhymes Featuring Spliff Star =
JIRMG
21 | WHAT HAPPENED TO THAT BOY Baby Featuring Clipse <
CASH MONEY/UNIVERSAL/UMAG
20 COME CLOSE TO ME Commeon Featuring Mary J. Blige =
MCa
12 |MADE YOU LOOK Nas =
ILL WILL/COLUMBIA
25 A.D.I.D.A.S. Killer Mike Featuring Big Boi =

Nas

Wayne Wonder =)

24 [ GIMME THE LIGHT
| | 2HARDVR/ATLANTIC

Sean Paul %

. Records with the greatest increase in aud

impressions. The rap tracks audience i1s compiled from 101 R&B/Hip-Hop an

46 rhythmic top 40 stations which are electronically monitored 24 hours a day, 7 days a week. Songs ranked by number of aud-
ence, computed by crossereferencing exact times of airplay with Arbitron listener data. ' Videoclip availability. © 2003, VNU Bus)-

ness Med:a, Inc. All nghts reserved

sampled| single and video ‘Champi-
on Remix." Plus his core reggae hits
have influenced artists like [label-
mate| Sean Paul and Busta Rhymes.

“As a result, we're targeting col-
lege, adult, hip-hop, and rhythmic
crossover radio, developing the rec-
ord with mixers, record pools, and
street jocks,” Talbert continues. “The
emphasis is on visibility: press, tour-
ing, and street awareness. Buju'’s
been voicing a lot of ‘core riddems’
to get himself back in the dancehall
spotlight. We're using that street
vibe to help expose the record’s other
elements. This album caters to dif-
ferent audiences.”

Eighteen months in the making—
Banton was slowed down by a soccer
injury to his knee but remained on
tour—Friends for Life mixes reggae,
dancehall, R&B, and hip-hop. Re-
corded in Jamaica, New York, and
Miami, the resulting 18-track set finds
Banton teaming with such friends as
noted reggae producers Donovan Ger-
main (who also manages Banton
through Kingston, Jamaica-based
Penthouse Productions), Bobby
“Digital” Dixon, Steven “Lenky”
Marsden, and Troy Rami, with Ban-
ton himself also sliding behind the
mixing board. Guest appearances
include the aforementioned Wonder,
fellow labelmate Bounty Killer, Fat
Joe, and Beres Hammond.

Still musically championing edu-
cational and cultural empowerment,
Banton covers the spiritual and the
real through such cuts as the rol-
licking dancehall joint “Paid Not
Played,” the human-race-as-one ode
“All Will Be Fine,” and the fun
“Good Times (Aye Aye Aye)” with
Hammond and Fat Joe.

“Inspiration came from a whole
range of things,” says Banton, who is
published through Gargamel Music/
Jermaine Music/BMI/EMI. “Inner
thoughts, personal afflictions . .. I
wanted to make good music like I've
always had the hunger to do. I'm
talking to all people. If we want to
heal the world from where we're sit-
ting, we have to start with ourselves.”

WLIB New York music director
Rich LaMotte notes, “This album
can bring Buju back into the reggae
spotlight. T can already see the pop
appeal with ‘Good Times.” And ‘What
Am I Gonna Do’ [with labelmate
Nadine Sutherland] has been heat-
ing up my request line.”

At press time, video treatments
were being prepared with Epitaph for
“Paid Not Played” and “What Am 1
Gonna Do.” Talbert adds, “We're
watching street reaction to decide on
the timing to service mainstream
radio and video.”

In the meantime, Banton is banking
on reggae’s ongoing influence and bur-
geoning mainstream popularity, driv-
en recently by Paul and Shaggy. “Every
genre of music has been exploited,”
Banton says. “But reggae’s been on the
back burner a while. People are crying
for it, with young people loving the
words we spit. The underground is
coming forth and taking hold.”

50 CENT CASHES IN: On the heels of
his Shady/Aftermath/Interscope debut
Get Rich or Die Tryin’ bowing at No.
1 on The Billboard 200 and the Top
R&B/Hip-Hop Albums chart (see
story, page 4, and Over the Counter,
page 49), 50 Cent signs an exclusive,
worldwide publishing pact with Uni-
versal Music Publishing Group
(UMPQG). Also signing on the UMPG
dotted line in a separate deal: 50 Cent’s
producer/co-manager, Sha Money XL.

MAKING NEWS: Warryn Campbell joins
the growing ranks of producers-cum-
label A&R execs (including Jermaine
Dupri, Bink, and Bryan Cox) with his
appointment as VP of A&R at Elektra.

“It’s like college to me,” says Camp-
bell, who will continue to work on
outside projects. “This was the perfect
opportunity to learn [from]| someone
like [Elektra chairman/CEQO] Sylvia
Rhone while the industry is in a state
of emergency. You are definitely going
to see a lot more producers doing
this. It's a chance for us to be creative
and [be] business people. We're going
to be able to articulate the needs of
the record company to the producers,
writers, engineers, and the artists
because we are producers.”

ON TRACK: Having notched two hits—
Nappy Roots’ Grammy Award-nomi-
nated “Po’ Folks™” and Nelly’s “Air
Force Ones”—the Trackboyz have
arrived in another way. St. Louis musi-
cian Willie Woods has filed suit against
the Atlantic Group, Nappy Roots, and
others, claiming he was never given
“full credit” for his guitar work on *“Po’
Folks™ (Billboard Bulletin, Feb. 4).

T TRACKBOYZ

While the Trackboyz duo of Joe
“Capo” Kent and Mark “Tarboy”
Williams does not have any com-
ment, the St. Louis pair isn't letting
the pending litigation stand in the
way of other projects. Nor was it
fazed by MTV’s decision to not air
the “Air Forces Ones” video. “MTV
felt it was a four-minute tennis-shoe

R
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by Gail Mitchell

commercial,” Kent says. “We felt
that since Nelly has always support-
ed MTV, they should have played it.
But we didn't take it personally.”

Besides hooking up again with
Nappy Roots, the twosome is working
with J artists Angie Stone and Pretty
Tony, plus ramping up for the second-
quarter debut of Abyss. The male hip-
hop trio is the first act on the Track-
boyz’s Atlantic imprint, Rag Doll Music.

“We've been trying to get in the
door for at least eight or nine years,”
Williams says. “Hopefully, this is the
beginning of a long career.”

Asked to describe the duo’s sound,
Kent says, “It's unorthodox. We
don’t have a formal way of doing
anything. It's how we feel.” Williams
adds, “Being a team allows us to be
versatile and do different genres, not
just hip-hop. And we're really into
new artists. We have nothing against
established acts, but we like the
chance to make a new act a star.”

WHILE THE IRON’S HOT: Less than four
months after the Dec. 10, 2002, release
of sophomore set Pandemonium! (fea-
turing No. 1 single “Bump, Bump,
Bump”), B2K bounces back March 25
with a special edition of the album. The
upgraded CD includes four previously
unreleased cuts, including the R.
Kelly-written and -produced new sin-
gle “Girlfriend” and a “Bump, Bump,
Bump” remix titled “Bump That.”
Sporting a new cover and artwork, the
CD also provides access on the B2K
Web site to exclusive bonus footage of
the “Girlfriend” video shoot and the
full-length video—an eight-minute
mini-movie with a cast that includes
Will Smith and Ron Isley.

Also of note: The Stevie Won-
der March 18 tribute CD, Con-
ception: An Interpretation of Ste-
vie Wonder's Songs, boasts an
array of R&B, rap, reggae, and
pop acts singing Wonder tunes
circa 1972-87. The list includes
Eric Clapton (“Higher Ground”),
Mary J. Blige (“Overjoyed™), and
Musiq (“Visions”). The 14-song
Universal/Motown set’s first sin-
gle is “That Girl" by Joe Featur-
ing Mr. Cheeks. But definitely
check out Angie Stone’s hot take
on “You Will Know.”

DINNER DATE: A special tribute to the
mothers of Aaliyah, Lisa “Left Eye”
Lopes, 2Pac, Big Pun, Big L, and
Freaky Tah is the theme of the March
11 B.I.G. Night Out. Benefiting the
Christopher Wallace Memorial Foun-
dation, the event will be held at New
York’s Metropolitan Pavilion. For mare
information, contact 917-873-9167.
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ALL-STAR MELTDOWN: Those of us
who were in Atlanta Feb. 6-9 are
probably still recovering from all
the All-Star Weekend excitement.
The city played host to more than
200 parties and events—and about
half of them were thrown by Jer-
maine Dupri.

Well, not quite half. But Dupri’s
name appeared on more than a
few invitations for private parties
around the city throughout the
weekend, one of which celebrated
his recent affiliation with Arista
Records (Billboard, Jan. 25). The
All-Star Weekend festivities—
which drew about 150,000 visi-
tors—included everything from a
Players Ball featuring Snoop Dogg
(which went off without a hitch
and drew a huge crowd, despite
local protests), celebrity baskethall
games (a couple of them spon-
sored by Ludacris), and a surprise
16th birthday party for Bow Wow
at an Atlanta skating rink. The
NBA Jam Session also featured
several days of performances by
such acts as MC Lyte, Nelly, Red-
man, Clipse, Mr. Cheeks, and Pas-
tor Troy. Whew!

HE AIN’T SCARED: Just weeks after
underground rapper Baby D was
scooped up by Epic Records (Words
& Deeds, Billboard, Jan. 25),
another Atlanta local has inked
with a major label. Bonecrusher,
whose indie release “Never Scared”
has been blazing at local radio and
clubs for months. has bhecome Jer-
maine Dupri’s first signing for
Arista. The album, titled Atten-
shun, was previously released by
Atlanta indie Breakemoff Records.
Its street date is April 15.

BONECRUSHER

Formerly a member of rap group
Lyrical Giants, 27-year-old Bone-
crusher says the song, which has
become something of an anthem in
Atlanta, is “talking about life,” not
violence. “Never Scared” features
fellow Atlanta rappers Killa Mike
and T.I.

by Rhonda araka

PASTOR TROY’S CLOSE-UP: Pastor
Troy is spreading his wings these
days. The rapper will be featured in
a documentary DVD put together
by Atlanta photographer Shannon
McCollum, who has been traveling
with Troy for the past six months
filming live shows and behind-the-
scenes footage.

Pastor Troy says, “I'm hoping
that through this DVD I can appeal
to more fans and be more univer-
sal. I hope that I can have a greater
appeal to the MTV market and have
awareness of my music broadened.
I just wanna reach the world.”

Troy also has a new TV show on
Atlanta’s UPN affiliate. D.S.G.B.TV
is hosted by Troy and features
interviews, fashion, sports, and
video exclusives, as well as scenes
from Troy’s concerts and other ap-
pearances.

McCollum, who also works with
Troy on the UPN show, says, “Doc-
umenting Pastor Troy’s career is a
great opportunity. Making a hot
underground artist a national
name through visuals has always
been a dream of mine, and Pastor
Troy saw my vision.”

For more information, log on to
shannonmecc.com and gaboyz.com.

HIP-HOP HISTORY: Four-part audio
series The History of Hip-Hop
joins the lineup of special pro-
grams slated for Black History
Month. Presented by Music
Choice, which provides commer-
¢ial-free digital music via cable
and satellite TV, the series traces
hip-hop from its beginnings in the
mid-"70s through its assimilation
into today’s mainstream.

Each edition of the series will air
twice on the Music Choice Show-
case channel this month. Accord-
ing to Music Choice, the program
is expected to reach some 27 mil-
lion digital-cable and DirecTV
homes nationwide.

The series is split into The For-
mative Years 1975-1982, which
covers the beginning of rap
through Afrika Bambaataa’s Soul
Sonic Force; The Pioneers of the
Mid-’80s, which focuses on how
MCs incorporated social messages
into their rhymes; The Golden Era
1986-1989, which looks at the
genre’s East Coast to West Coast
migration; and The ‘90s, which
explores hip-hop’s rise within
mainstream music. For more in-
formation, visit the Music Choice
Web site at musicchoice.com.

Rhonda Baraka may be reached at
rb3506@aqol.com.
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Billboard Latin Awards Finalists

Finalists for the awards, covering
the period Feb. 16, 2002-Feb. 8,
2003, are listed here in alphabetical
order by artist (see story, page 4).

Hot Latin track of the year: “Y Tu Te
Vas,” Chayanne (Sony Discos); “Quitame
Ese Hombre,” Pilar Montenegro (Univi-
sion); “El Dolor de tu Presencia,” Jennifer
Pena (Univision); “Entra en Mi Vida,” Sin
Bandera (Sony Discos).

Hot Latin track of the year, vocal duo:
“Te Quiero Mas Que Ayer,” Aracely Aram-
bula With Palomo (Disa); “Bandida.” Elvis
Crespo Featuring Tempo (Sony Discos);
“La Salsa Vive,” Tito Nieves Featuring Celia
Cruz, Gilberto Santa Rosa, Cheo Feliciano
& Ismael Miranda (WEAcaribe/Warner
Latina); “Por Ese Hombre,” Brenda K.
Starr With Tito Nieves and Victor Manuelle
(Sony Discos).

Hot Latin tracks artist of the year: Cris-
tian (Ariola/BMG Latin), Enrique [glesias
(Universal Latino), Juanes (Surco/Universal
Latino), Alexandre Pires (RCA/BMG Latin).

Songwriter of the year: Franco de Vita.
Estéfano, Juanes, Rudy Pérez.

Producer of the year: Aureo Baqueiro,
Rudy Pérez, Bebu Silvetti, René Luis Toledo.

Latin pop album of the year, male:
Quizds, Enrique Iglesias (Universal Latino);
Un Dia Normal, Juanes (Surco/Universal
Latino); Alexandre Pires, Alexandre Pires
(RCA/BMG Latin); MTV Unplugged. Ale-
jandro Sanz (Warner Latina).

Latin pop album of the year, female:
Desahogo, Pilar Montenegro (Uni-
vision/UG); Acdstico, Ednita Nazario (Sony
Discos): Acustico Vol. 2. Ednita Nazario
{Sony Discos); Thaliu. Thalia (EMI Latin).

Latin pop album of the year, duo or
group: E! Primer Instinto. Jaguares (RCA/
BMG Latin): Las Ketchup, Las Ketchup
(Shaketown/Columbia/Sony Discos); Rev-
olucion de Amor. Mana (Warner Latina);
Sin Bandera, Sin Bandera (Sony Discos).

Latin pop album of the year, new artist:
Las Ketchup, Las Ketchup (Shaketown/
Columbia/Sony Discos); De Pata Negra,
Melody (Sony Discos); Desahogo, Pilar
Montenegro (Univision/UG); Sin Bundera,
Sin Bandera (Sony Discos).

Top Latin albums artist of the year:
Juanes (Surco/Universal Latino), Las
Ketchup (Shaketown/Columbia/Sony Dis-
cos), Mana (Warner Latina), Los Temerar-
ios (Fonovisa/UG).

Latin rock album of the year: The Live
Album, Manu Chao (Virgin/EMI Latin); £/
Primer Instinto, Jaguares (RCA/BMG
Latin): Un Dia Normal, Juanes (Surco/Uni-
versal Latino); Revolucicn de Amor, Mana
(Warner Latina).

Tropical/salsa album of the year, male:
Urbano, Elvis Crespo (Sony Discos); Le Pre-
guntaba a la Luna, Victor Manuelle (Sony
Discos); Vuela Muy Alto. Jerry Rivera (Ari-
ola/BMG Latin); Viceversa, Gilberto Santa
Rosa {Sony Discos).

Tropical/salsa album of the year, female:
Hecho a Mano, Albita (Times Square/Silva
America); Latin Songbird: Mi Alma y Cora-
zon, India (Sony Discos); Pienso Asi, Milly
Quezada (Sony Discos); Temptation, Bren-
da K. Starr (Sony Discos).

Tropical/salsa album of the year, duo or
group: We Broke the Rules, Aventura (Pre-
mium Latin/J&N); Latino, Grupo Mania
(Universal Latino); Confesiones . . .,
Monchy & Alexandra (J&N/Sony Discos);
Un Gran Dia en el Barrio, Spanish Harlem
Orchestra (Ropeadope/AG).

Tropical/salsa album of the year, new
artist: We Broke the Rules, Aventura (Pre-
mium Latin/J&N): Derroche de Amor,
Raulin Rodriguez (J&N/Sony Discos); No
Es Casualidad, Yoskar Sarante (J&N/Sony
Discos); Un Gran Dia en el Barrio, Spanish
Harlem Orchestra (Ropeadope/AG).

Regional Mexican album of the year,
male solo artist: Bellas Artes en Vivo: {n
Canto de Mexico. Alejandro Fernandez

(Sony Discos); Amorcito Corazon, Lupillo
Rivera (Sony Discos); Sold Out at the Uni-
versal Amphitheatre Vol. 2, Lupillo Rivera
(Sony Discos); Lo Dijo el Corazén, Joan
Sebastian (Musart/Balboa).

Regional Mexican album of the year,
male group: Suerios, Intocable (EMI Latin);
Perdoname Mi Amor, Conjunto Primavera
(Fonovisa/UG); Una Ldgrima No Basta, Los
Temerarios (Fonovisa/UG); La Reina del
Sur, Los Tigres del Norte (Fonovisa/UG).

Regional Mexican album of the year,
female group or female solo artist: Sélo
Tuya, Aracely Arambula (Disa’/UG); Soy Ast,
Grupo Limite (Universal Latino): A Toda
Onda, La Onda (EMI Latin); Libre, Jennifer
Pefa (Univision/UG).

Regional Mexican album of the year,
new artist: S6lo Tuya, Aracely Arambula
(Disa/UG); En la Esquina, Chicos de Bar-
rio {(WeaMex/Warner Latina); Germdn
Lizdrraga, German Lizérraga (Disa/UG); A
Toda Onda, La Onda (EMI Latin).

LAS KETCHUP

Latin greatest-hits album of the year:
Grandes Exitos, Chayanne (Sony Discos):
Historia de un ldolo Vol. 2, Vicente Fernan-
dez (Sony Discos); Ones, Selena (EMI Latin);
Grandes Exitos, Shakira (Sony Discos).

Latin compilation album of the year: /5
Postales de Amor, various artists (Lideres):
Arcoiris Musical Mexicano, various artists
(Univision/UG); Las 30 Cumbias Mds
Pegadas, various artists (Disa/UG); La Hora
Sonidera, various artists (Disa/UG).

Latin jazz album of the year: The Shad-
ow of the Cat, Gato Barbieri (Peak/Concord);
Tridngulo, Michel Camilo (Telarc); My Pas-
sion for the Piano, Arturo Sandoval (Cres-
cent Moon/Columbia); Funtasia Cubana,
Chucho Valdes {Blue Note/Capitol).

Latin dance club play track of the year:
“Escape/Escapar (Remixes),” Enrique Igle-
sias (Interscope/Universal Latino); “Alive
{Thunderpuss Remix),” Jennifer Lopez
(Epic); “Surrender (Remixes),” Laura
Pausini (Atlantic): “Don’t Say Goodbye/Si
Tu Te Vas (Remixes),” Paulina Rubio (Uni-
versal Latino).

Latin dance maxi-single of the year:
“I've Got You/Te Tengo Aqui (Dance
Remixes),” Marc Anthony (Columbia/Sony
Discos); “Alive {Thunderpuss Remix),” Jen-
nifer Lopez (Epic); “Surrender (Remixes).”
Laura Pausini (Atlantic); “Lose Control
(Descontrolate),” Yohany (Durmar/Pyra-
mid/Orpheus).

Latin rap album of the year: Emboscada,
Vico-C (EMI Latin); £/ Aballarde, Tego
Calderén (White Lion); A la Reconquista,
Hector & Tito (VI Music/Universal Latino);
Emigrante, Orishas (Surco/Universal Latino).

Publisher of the year: EMI April,
ASCAP; Sony/ATV Latin, BMI; Universal
Musica, ASCAP; WB, ASCAP.

Publishing corporation of the year: EMI
Music Publishing, Sony/ATV Music Pub-
lishing, Universal Music Publishing, Warn-
er/Chappell Music Publishing.

NEW CATEGORIES
Latin pop airplay track of the year, male:
“Y Tt Te Vas,” Chayanne (Sony Discos); “A
Dios le Pido.” Juanes (Surco/Universal Lati-
no); "Yo Puedo Hacer,” Ricardo Montaner
(Warner Latina); "Usted Se Me Llevo la

Vida,” Alexandre Pires (RCA/BMG Latin).

Latin pop airplay track of the year,
female: “Quitame Ese Hombre,” Pilar Mon-
tenegro (Univision); "El Dolor de tu Pres-
encia,” Jennifer Pena (Univision); “Todo Mi
Amor,” Paulina Rubio (Universal Latino);
“No Me Ensenaste,” Thalia (EMI Latin).

Latin pop airplay track of the year, duo
or group: “Aserejé,” Las Ketchup (Sony
Discos); “Angel de Amor,” Mana (Warner
Latina); “Me Huele a Soledad,” MDO (Sony
Discos); “Entra en Mi Vida,” Sin Bandera
(Sony Discos).

Latin pop airplay track of the year,
new artist: “Aserejé,” Las Ketchup (Sony
Discos); “Quitame Ese Hombre.” Pilar
Montenegro (Univision); “Usted Se Me
Llevé la Vida,” Alexandre Pires (RCA/BMG
Latin); “Entra en Mi Vida,” Sin Bandera
(Sony Discos).

Tropical/salsa airplay track of the year,
male: “Viviendo,” Marc Anthony (Colum-
bia/Sony Discos); “Vuela Muy Alto,” Jerry
Rivera (Ariola/BMG Latin); “La Agarro
Bajando,” Gilberto Santa Rosa {Sony Dis-
cos); “Por Mas Que Intento,” Gilberto Santa
Rosa (Sony Discos).

Tropical/salsa airplay track of the
year, female: “La Negra Tiene Tumbao,”
Celia Cruz (Sony Discos); “Sediceme,”
India (Sony Discos); "Por Ese Hombre,”
Brenda K. Starr (Sony Discos); “No Me
Ensenaste (version tropical},” Thalia
(EMI Latin).

Tropical/salsa airplay track of the year,
duo or group: “Aserejé,” Las Ketchup (Sony
Discos); “Dos Locos,” Monchy & Alexandra
(J&N/Sony Discos); “Te Quiero 1gual Que
Ayer,” Monchy & Alexandra (J&N Sony Dis-
cos); “Cuando Faltas Ta,” Puerto Rican
Power (J&N/Sony Discos).

Tropical/salsa airplay track of the
year, new artist: “Aqui Conmigo.” Andy
Andy (Sony Discos); “Si No Estas.” Area
305 (RPE/Univision); “Mi Bombén,”
Cabas (EMI Latin): “Aserejé,” Las Ketch-
up (Sony Discos).

Regional Mexican airplay track of the
year, male solo artist: “No Sé Vivir,” Jose
Manuel Figueroa (Universal Latino); “Estoy
Sufriendo,” German Lizdrraga (Disa);
“Sufriendo a Solas,” Lupillo Rivera (Sony
Discos); “Te Solte la Rienda,” Lupillo Rivera
(Sony Discos).

Regional Mexican airplay track of the
year, male group: “Del Otro Lado del
Portén.” Ramon Ayala y Sus Bravos del
Norte (Freddie); “El Poder de Tus Manos.”
Intocable (EMI Latin}; “No Me Conoces
Adn,” Palomo (Disa): “Perdéname Mi
Amor,” Conjunto Primavera (Fonovisa).

Regional Mexican airplay track of the
year, female group or female solo artist:
“Te Quiero Mas Que Ayer,” Aracely Aram-
bula {Disa); “Ay! Papacito (Uy! Daddy),”
Grupo Limite (Universal Latino): Qu1-
tame Ese Hombre (version nortena).”
Pilar Montenegro {Univision): “El Dolor
de Tu Presencia {version cumbia),” Jen-
nifer Pefia (Univision).

Regional Mexican airplay track of the
year, new artist: “Te Quiero Mas Que
Ayer,” Aracely Arambula (Disa); “Cada Dia
Mas,” Los Canelos de Durango (Cintas
Acuario/Sony Discos); * Estoy Sufriendo,”
Germdn Lizarraga (Disa); “Quitame Ese
Hombre (versién nortefia),” Pilar Mon-
tenegro (Univision).

Latin Christian/gospel album of the
year: Lifestyle, the Katinas (Gotee/Chor-
dant); Storm, Fernando Ortega (Word);
Fred Hammond Presents ... Joann
Rosario: More, More, More, Joann Rosario
(F Hammond/Verity/Provident); /nto
Motion, Salvador (Word).

Latin tour of the year: Marc Anthony
(Columbia/Sony Discos), Enrique Iglesias
(Universal Latino), Luis Miguel (Warner
Latina), Shakira (Epic/Sony Discos).

Latin RIAA Certifications for January
appear on page 34 in this issue.

Notas.
NOW IT’S MY TURN: A few weeks ago, a
panel of experts gave their predictions
for the Grammy Award winners in the
Latin field. As the Feb. 23 event inches
closer, here are my own predictions—
made with the best of dispositions, even
though to date, not one single Latin act
has been booked to perform on the
show. Nevertheless, this is an im-
pressive list of contenders, which only
makes that crystal ball murkier.

Best Latin pop album: Of the five
fine albums in the category, only Sin
Bandera’s eponymous debut wasa U.S.
hit. It’s loaded with hits that blend
R&B and Latin pop sensibilities. But
the most well-rounded disc may be
Caraluna, Bacilos’ third effort, on
which the trio truly finds the right
sound for its superb material. The win-
ner? My bet's on Jorge Moreno’s
Moreno, which has been boosted by
the widespread name recognition that
Madonna’s Maverick label offers.
Moreno recently won a Latin Grammy
for best new artist.

Best Latin rock/alternative album:
Revolucion de Amor may be solid, but
it's certainly not Mana’s best album,
nor its most innovative, But the band
has enough name recognition and has
been in this category enough times to
make it the lead contender. It faces stiff
competition from Juanes’ Un Dia Nor-
mal, though, who has garnered tons
of mainstream press and has the
album to support it.

Best traditional tropical Latin
album: Although there’s name recog-
nition to be found here, notably with
Orquesta Aragon (£n Route) and
Plena Libre (Mi Ritmo), these albums
have been little heard or discussed.
Jazz enthusiasts may tilt the vote by
opting for K1 Arfe del Sabor, which car-
ries the Valdés brand name through
patriarch Bebo playing with Cachao
and Patato.

Best salsa album: It's neck and neck
between Celia Cruz, who has won mul-
tiple awards for La Negra Tiene Tum-
bao already, and Marc Anthony’s
return to salsa, Libre. I'll bet on Antho-
ny, not just because of his name but
because he has revived the genre and
his voice sounds better than ever.

Best merengue album: This really
wasn't merengue’s year, was it? So it is
all the more surprising to find such a
solid array of contenders. My vote of
confidence goes to Manny Manuel’s
eponymous effort, because he has
voice and star appeal, a combination
that has been missing from the
merengue equation.

Best Mexican/Mexican American
album: I hope this is the last year that

| the entire Mexican field must compete

2
ANTHONY

against itself. My bet is divided between
Jennifer Pefia’s Libre, which should
have the support of the very sizable
Texas contingent, and Banda el Reco-
do’s No Me Se Rajar, supported by its
name recognition and reputation for
delivering quality.

Best Tejano album: Lesser-known
Siggno, with its Por Amor, has been a
welcome addition to this field. But the
bid will be between two stalwarts:
David Lee Garza y Los Musicales, with
Estamos Unidos, and Emilio Navaira,
with Acuérdate.

BILLBOARD AWARDS: If Grammy
Award selection relies on taste and
recognition, the finalists and winners
of the May 8 Billboard Latin Music
Awards will be based, as always, on the
Billboard charts (see list of finalists,
this page).

The show will come in the wake of
the Billboard Latin Music Conference,
which takes place May 5-8 at the Eden
Roc Hotel in Miami Beach and for
which registration is now open.
Among other things, expect multiple
showcases, the BMI Latin Music
Awards, and an expanded schedule of
panels. Topics to be discussed at the
panels include the growth of Latin
Christian music, rap, and reggaeton,
as well as piracy, strategic marketing,
regional Mexican music, strategies for
breaking new acts, and the selection of
radio singles. ASCAP will host its song-
writers’ panel and, in what has become
a tradition, a soon-to-be-announced
major artist will be featured during our
in-depth Q&A session.

For the first time, the Billboard
Bash will be held at BillboardLive.
Scheduled for May 7, the bash will
include awards presentations and per-
formances by some of this year’s Bill-
board Latin Music Awards finalists.

The invitation-only BMI Latin
Awards will take place May 5. For
more information, call Michele Jacan-
gelo at 646-654-4660 or visit bill-
boardevents.com; for sponsorship
opportunities, call Cebele Marquez at
646-654-4648.
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e SONY DISCOS 87611 {15.98 EQ CO) UNIVISION 310673/UG (11.98:15.98}
4 11 LOS BUKIS 30 Inolvidables | 1 48 {45 LA ONDA © A Toda Onda | 29
: FONOVISA 050691/UG (14.98 CD) [H] EMI LATIN 39099 (8.98/12.98)
fE
716 INDUSTRIA DEL AMOR 30 Inolvidables | 5 54|52 ELVIS CRESPO Greatest Hits | 45
UNIVISION 310093/UG (1498 CO) [W] SONY 0ISCOS 87663 (14 98 EQ CO}
9 — VARIOUS ARTISTS 30 Gruperas De Coleccion | 6 41|36 SOUNDTRACK Silvana: Complices Al Rescate | 6
p p
5 UNIVISION 310099/U6 (1398 CO) AR(OLA 92579/BMG LATIN (998 CO)
10118 INDIA © Latin Songbird: Mi Alma Y Corazon | 7 v/ 15350 MARCO ANTONIO SOLIS ¢ Mas De Mi Alma | 1
SONY DISCOS 87454 (16,98 £Q.CO) [M] FONOVISA 000527/UG (10.98/16.98) [W]
- 6|5 LAS KETCHUP 2’ Las Ketchup | 1 50 | 46 CRISTIAN Grandes Hits | 13
SHAKETOWN/COLUMBIA 86980/SONY 0ISCOS {15.98 EQ CD) [W) ARIOLA 95787/BMG LATIN (16 98
I { D) [M] RIO! /BMG LATIN (16 98 CO) [W]
LAl 3 |7 RICARDO ARJONA © Santo Pecado | 3 62 (72 BACILOS Caraluna | 59
SONY DISCOS 84564 {17.98 EQ €O} [W] WARNER LATINA 46640 {14.98 CO)
11110 LIMITE SoyAsi | 8 57|63 LUPILLO RIVERA A Amorcito Corazon | 4
1 UNIVERSAL LATINO 066373 (8 98/13.98! [W] SONY DISCOS 87537 (8.98 £0/13.98) [W]
16| 40 LOS TEMERARIOS Joyas Vol.2 | 11 CELIA CRUZ La Negra Tiene Tumbao | 17
FONOVISA 350744/UG (10.98/13.98) SONY DISCOS 84372 (10.98 EQ/16.98) [W]
3|4 VARIOUS ARTISTS O Protag DelaM 3 58 |44 BANDA EL RECODO No Me Se Rajar | 1
SONY DISCOS 87543 (14.38 EQ CO} - FONOVISA 286228/UG (9.98/13.98) [H]
SELENA ¢ Ones | 4 MARC ANTHONY o Libre | 1
EMI LATIN 42096 (16.98 CO} COLUMBIA 84617/SONY DISCOS (11.98 EQ/17 98)
7 ER MILLIE Millie | 64
. L 4 | = ARIOLA 50366/BMG LATIN (14.95 CO)
47 |47 SIN BANDERA( SinBandera | 12 GUARDIANES DEL AMOR Me Enamore De Un Angel | 65
= SONY DISCOS 84806 (16 96 EQ CT) {M] FONOVISA 350672/UG (9 98/13.98)
129 KUMBIA KINGS O All Mixed Up: Los Remixes | 3 A.B. QUINTANILLA Il Y LOS KUMBIA KINGS @ Shhh! | 1
EMI LATIN 42526 (7 98/11.36) : EMI LATIN 29745 (9.98/14.98)
1813 LOS TIGRES DEL NORTE La ReinaDel Sur | 1 | 70| — LOS TEMERARIOS Historia Musical | 1
FONDVISA 050666/UG 14.98 CO) DISA 727024/UG 18.98/13.98)
14| 8 VARIOUS ARTISTS Arcoiris Musical Mexicano Vol.2 | 6 68 | 58 PESADO Pesado Mix | 50
UNIVISION 310030/UG (11 98/15.98) 1 WEAMEX 49501 \WWARNER LATINA {10.98 CO)
15115 2 Revolucion De Amor | 1 16157 GILBERTO SANTA ROSA O Viceversa | 2
» WARNER LATINA 48566 (10.98,18 98) SONY DISCOS 84781 (6.98 £0/16.38) [M]
17|12 ENRIQUE IGLESIAS @ Quizas | 1 frioi] 69 |48 LOS ANGELES DE CHARLY Bonita Mujer | 10
4 UNIVERSAL LATING 064385 (11 98/18.98) L FONDVISA 050665/UG (9 38/13 98) [M]
23|22 LUIS MIGUEL ~ Mis Boleros Favoritos | 3 Aii51|49 ANTONIO AGUILAR Con Tambora | 49
WARNER LATINA 49277 (19.98 CO) MUSART 12708/BALBOA {5 98/12 98
33| — JESSIE MORALES: EL ORIGINAL DE LA SIERRA Recordando A Chalino Sanchez Vol. 2 | 21 1167 |65 VARIOUS ARTISTS Salsahits 2003 | 48
— UNIVISION 310097/UG (9.98/13.38) [M] I J&N 87551/SDNY DISCOS (14.98 EQ CO)
2011 CONJUNTO PRIMAVERA Perdoname Mi Amor | 2 ll 56 | 51 VARIOUS ARTISTS Historia Musical Sonidera | 48
£ FONOVISA 086237/UG (9.98/13.98) [H] 3 DISA 724055/UG (7.98/13.98)
35|32 THALIA A Thalia | 1 EDNITA NAZARIO AcusticoVol.2 | 2
; EMI LATIN 39753 (10.98/17 98) [M} - SONY DISCOS 87649 16.98 £Q CO) [H]
28 | 31 SOUNDTRACK Talk To Her | 24 1172|56 VARIOUS ARTISTS Solo Exitos Underground 2003 | 56
- MILAN 36005 (17.98 COI s MOCK & ROLL 87635/SONY DISCOS (12.98 EQL COI
119117 ALEJANDRO FERNANDEZ Bellas Artes En Vivo: Un Canto De Mexico | 6
SONY DISCOS 84953 {15.98 EQ CO) [M] -~ -~ 01 1R AC D o
3016 VARIOUS ARTISTS Guerra De Estados Pesados Vol.4 | 16 - o e
- UNIVISION 310021/UG 10.98/14.98) 7] o
| : : " RY COODER MANUEL GALBAN " INDIA 10S BUKIS
21120 sgl;nong\z,/'u?(s 0513581 [M] Situaciones | 15 "1 MAMBO SINUENDO (PERRD VERDE/NONESUCH /AG) LATIN SONGBIRD: MI ALMA Y CORAZON SONY DISCOS | } 20 INOLVIDABLES (FONDVISA/UG)
- i ) 1
21 JOAN SEBASTIAN Afortunado | 14 4 JuANES ' VARIOUS ARTISTS 1 INDUSTRIA DELAMOR
MUSART 2680/BALBOA (8.98/13.98) [M] + B UN D1 NDRMAL (SURCO /UNIVERSAL LATIND) | BACHATAMITS 2003 (J&N/SONY DISCOS) 30 INOLVIDABLES (UNIVISION /UG
2626 OLGA TANON ¢ Sobrevivir | 11 SHAKIRA CEUA CRUZ VARIOUS ARTISTS
WARNER LATINA 43393 (16.98 COJ [H] . | GRANDESEXITDS (SONY DISCOS | HITSMIX (SDNY DISCOS | 30 GRUPERAS DE COLECCION {UNIVISION /UG
24 (23 SOUNDTRACK Mariana: Complices Al Rescate | 5 \ | LS KETCHUP ELVIS CRESPO MITE
o ARIQLAISEsSY BMETI ATINIE 81C0) 1 | LASKETCHUP (SHAKETOWN/COLUMBIA /SONY DISCOS) GREATEST HITS (SONY DISCOS } SOYASI (UNIVERSAL LATIND )
112925 X‘ﬁ‘&'ﬁ%gv% D‘ggju‘sa}én o) Bachatahits 2003 | 25 - RICARDO ARJONA CELIA CRUZ | LDS TEMERARIOS
3 - " SANTOPECAOD [SONY DISCOS ) " LANEGRA TIENE TUMBAO SONY 01SCOS | 8 JovASVOL 2 (FONDVISA /UG)
F 12524 Enlinggga%%lgggglsl).g'{E La Fiesta Del Chichicuilote | 19 PY vaRioUS ARTISTS MARC ANTHONY L0S TIGRES DEL NORTE
= — PROTAGONISTAS OF LAMUSICA 1SONY DISCOS | LIBRE (COLUMBIA /SONY DISCOS! LA REINA DEL SUR {FONOVISA /UG}
- xito inos: Latin Hi .
4 38|42 'sl'Tl'glEmLé'zl"y;I“gLL STARS Exitos Latinos: Latin Hits | 33 e T LIERE
T e — NoB ONES (EMI LATIN | VICEVERSA (SONY DISCOS | ARCOIRIS MUSICAL MEXICANO VOL 2 (UNIVISION /UG)
= na Lagrima No Basta | 1 p 0
.5] AFG SIGMA/FONOVISA 080523/UG (10.98/16 98) g SIN BANDERA | VARIOUS ARTISTS JESSIE MORALES: EL ORIGINAL DE LA SIERRA
22 LOS ORIGINALES DE SAN JUAN Jodo Lo Belln £ Mio | 34 SINBANDERA [SONY DISCOS ) SALSAHITS 2003 {J&N /SONY DISCOS) AECORDANDD A CHALING SANCHEZVOL 2 {UNIVISION /UG
' - ‘odo Lo Bello Es Mio ] |
EMI LATIN 38335 (9 98/13 98] I KUMBIAKINGS VARIOUS ARTISTS CONJUNTO PRIMAVERA
- ALL MIXEO UP: LOS REMIXES (EMLLATIN } SOLO EXITO! 2008 (MOCK & ROLL/SONY DISCOSI PERODNAME Mi AMOR (FONOVISA /UG
31|27 PANCHO BARRAZA Las Romanticas De Pancho Barraza | 27
MUSART 2713, BALBOA {5 3 CD) | MANA MONCHY & ALEXANDRA ALEJANORO FERNANDEZ
— . REVOLUCION DE AMOR (WARNER LATINA | CONFESIONES. . (J&N /SONY DISCOS) BELLAS ARTES ENVIVO. UN CANTO DE MEXICO {SONY DISCOS
VARIOUS ARTISTS Radio Hits...Es Musica Vol. 2 | 30 o 2 ! ‘
UNIVERSAL LATING 06542 (16,95 CO} ENRIQUE IGLESIAS AVENTURA VARIOUS ARTISTS
TEGO CALDERON El Aballarde | 17 QUIZAS (UNIVERSAL LATINO | WE BROKE THE RULES {PREMIUM LATIN /J&N) | GUERRA DE ESTADDS PESADOS VOL ¢ (UNIVISION /UG)
i WHITE LION 90033 (13.98 CO) [M] LUIS MIGUEL VARIOUS ARTISTS PALOMO
113228 LIBERACION Historia Musical | 7 MIS BOLERDS FAVORITOS [WARNER LATINA } | MERENHITS 2003 (J&N /SONY DISCOS) SITUACIONES (0154 UG}
= DI5A727076/1)5.45.9%/13.56) [H] THALIA THE SPANISH HARLEM ORCHESTRA JOAN SEBASTIAN
- W) THALIA (EMILATIN) UN GRAN DIA EN ELBARRID (ROPEADOPE /AG) AFORTUNADD (MUSART /BALBOA)
5 SOUNDTRACK VICTOR MANUELLE SOUNDTRACK
VARIOUS ARTISTS Sonideros USA: 15 Exitos Bailables | 40 TALK 70 HER MILAN ) LE PREGUNTABA ALALUNA (SONY 0ISCOS ) 1" MARIANA: COMPLICES AL RESCATE (ARIOLA/BMG LATIN)
UNIVISION 310102/UG {9.98/13.98)
- OLGA TANON VARIOUS ARTISTS EL CHICHICUILOTE
36130 VARIOUS ARTISTS Los Mejores Saxofones Nortenos | 30 SOBREVIVIR (WARNER LATINA | BAILAHITS (SONY DISCOS ) LA FIESTA DEL CHICHICUILOTE (LIDERES }
FONOVISA 050702/UG (9.98/13.98)
THE LATIN ALL-STARS CARLOS VIVES LOS TEMERARIOS
39|29 JAGUARES El Primer Instinto | 2 EXITOS LATINOS LATIN HITS ST, CLAIR) OEJAME ENTRAR (EMILATIN UNA LAGRIMA NO BASTA (AFG SIGMA/FONOVISA /UG)
RCA 96656/8MG LATIN (14.98 CO)
- VARIQUS ARTISTS JERRY RIVERA LOS ORIGINALES OF SAN JUAN
45 (43 CHAYANNE ~ _— Grandes Exitos | 1 RADIO HITS .S MUSICA VOL 2 (UNIVERSAL LATING ) VUELA MUY ALTO {ARIOLA /BMG LATINY T000 L0 BELLOES MIO (EMILATIN
SONY DISCOS 84567 (10 98 EQ/16.98) [M L
. . TEGO CALDERON JOSEPH FONSECA PANCHO BARRAZA
f&i@éﬁﬁfmmw o E! Principe Con Trio Vol. 1 | 44 EL ABALLARDE (WHITELION | ESCUCHAME (KAREN /UNIVERSAL LATIND) LAS ROMANTICAS DE PANCKO BARRAZA (MUSART /BALBOA}
JAGUARES EL GENERAL LBERACION
52| — ?Nﬁ.g&?oﬁﬂsgmwADOR/LOS ORIGINALES Encuentros A Toda Madre | 45 EL PRIMER INSTINTD (RCA/BMG LATIN} EL GENERAL DE FIESTA {MOCK & ROLL /SONY DISCOS} HISTORIA MUSICAL {DISA/UGH
; CHAYANNE RUBEN BLADES VARIOUS ARTISTS
37 [ 33 JENNIFER PENA /A Libre | 2 3 !
UNTVISION 310053 16 (9 92,13 98) [ H] 1 GRANDES EXITOS {SONY DISCOS } MUNDO (COLUMBIA /SONY DISCOS} SONIDERDS USA: 15 EXITOS BAILABLES {UNIVISION /UG)
al40| 37 VICENTE FERNANDEZ 35 Aniversario...Lo Mejor De Lara | 7 & plbums with the greates sales gains this week. @ Recording Industry Assn. f America {RIAA) certiication for net shipment of 500,000 album units {Gold). A RIAA certiication for net shipment of 1 mi
4 SONY DISCOS 87589 {17 98EQCD) Jion units (Platinum. @ RIAA certfication for net shipment of 10 millon units (Qiamond). Numeral following Platinum or Diamond symbol indicates album’s multi-platinum level. For boxed sets. and double
P albums with a running time of 100 minutes or mare, the RIAA muttiplies shipments by the number of discs and/ar tapes. RIAA Latin awards: © Centification for net shipment of 100,000 units {Dro}. A Certfica-
! 55 [ 54 INTOCABLE Suenos | 1 tion of 200,000 untts {Platinal. /\? Certfication of 400,000 units {Mutu-Platino). *Astensk indicates LP is available. Most tape prices, and CO prices for BMG and WEA labels. are suggested lists. Tape prices
- 3 EMI LATIN 37745 (9.98/15.98} [H] marked £Q, and al other €D prices, are equivalent prices, which are projected from whalesale prices. Greatest Gainer shows chart's fargest unit increase. Pacesetter indicates biggest perceritage growth
- - ker Impact shows albums removed from Heatseekers this week. iH] indicates past or present Heatseeker titie. © 2003, YNU Business Media, Inc., and Nielsen SoundScan, Inc. All nghts reserved.
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BILLBOARD'S ONGOING COVERAGE OF THE LATIN MUSIC INDUSTRY

Labels are betting on witchy folk, alt-Tejano, natural crossovers, even
“co-ed bubblegum” to spark consumer interest in 2003.

iVamos A Bailar!

"The many styles and subgenres of Latin dance-
music may disguise the fact that it's a growing
market, connecting with diverse aucliences.

BY LEILA COBO

Wilh the starl of a new year
come the expectations and hopes
sirrounding a [resh crop of
Latin artists. Their challenge iy
immense, for. i loday’s environ-
ment, breaking « wew acl is
hasder than ever, giuen the lin
datrons of airplay and shrinking
marketing ldgets. Al the same
lime, pickier companies ave hedg-
ing thewr bels on those acls the)
feel 1ruly have poteniral for suc-
cess. Heve are some of he new
priovities for labels tn 2003,

LA BRUJA GATA

La Bruja Gata, or Cat Wirch,
surprised many lace last year
when it wou the Villa de Madrid
award (which the cuy presenis
each year lor best popular music
album) with its debut CD, Manu-
al De Pociones/Potions Flandbook (La
Fabrica de ldeas). The Enghsh
translation of the title has been
added 1o ek the album’s inter-
national release in Germany last
December through Lxil, the label
owned by renowned German
band Dissidenten.

Manual... is essential folk
music, a Madrid hybrid that
embraces many ol Spain’s cultur-
ab roots: Celtic, North African.
Castilian, even Oriental. The
band’s six musictans include
among therr instruments a hurdy-
gurdy and a dulzaina pipe to
underline the “Maduvid (olk” feel
of a mamly instrumental albuin,
as well as an accordion, clariner.
guitar, percussion, bass and cello.
w The music ranges from the
mournful to the jovful, with rural
rools and traditions that renmind
the listencr that Madrid was not
s0 long ago a stage-coach stop on
acouniry road in the dead center
ol Spain. The aty remuins a wel-
coming melting-pot of multiple
cultures, trom Latin Amervica.
Lastern Enrope and Africa, while
never ceasing to be an essentially
Mediterranean citv.

Clockaase from top: Chyistina Valens, La Onda aned Frijoles Romanticos

La Bruja Gata shines clearly on
Spain’s small folk circuit. The
band ol virtuoso instrumentalists
is preparmg its second album lor
2003 velease, Musica Para Glular
{Music To Ululare To).

—Houwell Liewellyn

NATALIA LAFOURCADE

At o time when strong debui
acts have become virtually non-
existent in the Latin marker,
along comes Natalia Lafourcade,
who, al I8 years old, and, despie
having a tough-to-prononnce last
name, has managed 10 release
what many are calling the
strongest debut in Mexico in
2002, with 120,000 albums sold
in six months. Produced by Loris
Ceroni (producer lor OV7) and
Aureo Baqueiro (producer of Sin
Bandera), Lalourcade’s epony-
mously titled debut is a fresh mix
ol pop and rock with a touch of
hossa. And all the tracks, save one
are hers, a fact Sony Mexico pres-

ident Kevin Lawrie thinks has
been fundamential to LakFour-
cade’s success. “Finallv. we're
hearing the voice as it 1eally is in
Mexico—and not some labricat-
ed boy band we think people are
going to like,” savs Lawrie. “And
her thing s really striking a
chiord.” LaFourcade, who alwavs
performs live and plays the gui-
Lar, will see her album released in
the U.S. m March by Seny Discos.
What | learned with this
album is you don’t need a huge
studio to make good nusic,” savs
[.alourcade. “Music comes in
countless shades and faces, and
breaking (he rules sometimes

takes vou to interesting things.”
—Leila Cobo

FRIJOLES ROMANTICOS

With Tejano music losing
younger fans in recent years,
some musical and lyrical rebellion
might help the genre get its
groove back. That's what Ed

Continued oir page LM~/

MIAMI—When people dream
of having music with no bor-
ders—rhe kind that can be heard
indiscrinunately m a variety ol sta-
tions, regardless of stvle or lan-
guage—the place to turn (o is
L.atin dance music. While rock en
espanol struggles ta find a place
in Enghsh-kinguage and Latin
pop radio, Latin dance moves
eftortessly through the Power
and dance stations, filters mto
tropical stations and, of course, is
found on the Latin pop stations
via a multitude of remixes. That's
because Latin dance, like dance
uself, 1s open to manv delinitions
and characrerizations which allow
it 1o be both chaneleonic and,
also, hard to pin dawn.

The end resutt 1s that, while
there are lew labels dedicated
solely to “Latin dance™ (which, lor
purposes of this story, does not
nclude tradinonal tropical dance
genres like salsa, merengue and
bachara), there's no denving that
the genre’s presence is growing in
the U.S. The most tangible way o
measure this is via sSoundScan
sales. In 2002, a handful of remix
albuns made the Billboard Top
Lauin Albums chart, most notably
I'he Kumbia Kings” All Mixed Up:
The Remixes, which was sull in the
upper halt of the chiart afrer 16
weeks. Qther albums include (he
recenthy released Hits Mix, featur-
ing remixes of Cefia Cruz his.

“It's a market that's opening up
[urther now, and it's a marker that
can be worked more at the club
and disco level,” savs Jorge Pino,
president/CEO of EMI Latin
USA, who, aside from the kumbia
Kings album, is also readyimg to
release an album of Thalia remix-
es on leb. 95,

REMIX STRATEGY

Beyond full-fiedged dance
albums, however, remixes of all
genres of Latin music have become
an mdispensable part of an arust’s

entre marketing strategy.
“We see it as an area that defi-
nitely supports our releases,” says

Jorge Meténdez, executive VP,

Sony Discos. “We have a consult-
ant who works that narketplace
in particular, and the club space
is something we use to create a
buzz. And we have the possibility

Cutling’s edge: Aldo Martin

of using some additional stations
to support the artist. So it’s a
viable element of what we include
in a marketing plan.”

Remixes not only allow a track
to enter the club crcun but also
go o different radio formats.
Nowadays, singles are releasec
with various remixed versions,
including a norteno or grupero
version for regional Mexican air-
play and an extended club mix.
Labels vie for big-name DJs, such
as Pablo Flores or Steve Morales
and others who have a club fol-
lowing.

As far as developing avtists in
that genre, says Meléndez, “We've
been testing the waters.” But,
while majors mostly test the
waters, the development of artists
m Latin dance has fallen to small-
er, specialized indie labels, among
them Cutting Records in New

Continued on page LM+
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Vodka & Flamenco,
Moaotivating Women &
Visiting DJs

Sublime flamenco-flavored copla
singer Martirio is extending her
career into the U.S. and Latin Amer-
ica in the same laid-back way she has
carved her arstic niche in Spain over
the past 20 years. Nominated for Best
Flamenco Albunt at last fall’s Latin
Gramnrys (in the category won by fel-
low Andalucian El Chocolate), Mar-
trio missed the event as she was tour-
ing Colombia and Venezuela at the
time. Perhaps it is a good thing Mar-
tirto didn’t triumph: Her
nominated album, Mucho
Corazon’ (52 PM -Karonte),
is artistically exquisite
and classy in a way that
beautiful but raw cante
jonde flamenco rarely is.
Martirio has drunk trom
every Andalucian toun-
tain, and her music is a
unique and superh cock-
tail with a gentle jazz kick,
courtesy of New York-
based Puerto Rican Latin
Jazz trumpeter Jerry Gonzalez and
Spain’s renowned Latin jazz pianist,
Chano Dominguez. Martirio's decep-
tively heady mix graced Miami's Goss-
man Center last month, two years
after she appeared at the city’s film
and jazz festival. She has played in
Puerto Rico and counts Cuban music
among her strongest influences. In
contrast to her understated music, her
promo image is often outrageous:
dark glasses and exaggerated south-
ern Spanish hairstyles with high mani-
la combs. (One of her album covers
has been chosen by Absolut Vodka as
part of an international campaign to
find the best vinyl LP covers since the
1970s.) Pioneering Madrid indie label
Nuevos Medios last fall released a
compilation of the best songs from her
first two albums, Estoy Mala and
Cristalitos Machacaos, as part of the
label’s 20th-anniversary celebrations.

—Houwell Llewellyn

Colombia continues to be a viable
outlet for North American and Euro-
pean DJs. Upcoming acts to visit the
country include British DJs Ben Sims
and Alan Somerville, masters of tech-
no and minimal sounds. Both will be
featured at Electropaz (Electropeace),
Colombia’s first major electronic
music festival. The event was sched-
uled for Feb. 8 and will also feature
local DJs Sonico and Statik,

—Gustavo Gomez

As happened in Spain with the par-
ticipants of Operacion Triwnfo, the par-
ticipants of Mexico’s La Academia are
already briskly selling albums. At the
top of the list is winner Myriam Mon-
temayor, who has sold more than
75,000 copies (gold in Mexico) of M
Historia en La Academia (My History in
L.a Academia), a compilation of the
songs she performed in every gala,

Ricardo Arjona

released by EMI for the holidays. Mon-
temayor is recording her debut, which
is being produced by A.B. Quintanil-
la. Finalist Nadia Lopez just finished
recording her solo album, which
includes songs by Revh (from pop/rock
band Elefante), 1o be released this
month. Yahir Otén, who finished fifth,
has also recorded an album—pro-
duced by Oscar Lopez—and will star
in the soap opera Enamdrate (Fall in
Love), which began airing Jan. 20 on
TV Azteca. All 16 participants are in
the niidst of a national 60-date tour.
—Teresa Aguilera
Guatemalan singer Ricardo Arjona,
whose stunning single, “El Problema”
(The Problem), sat at the top of Bill-
board’s Hot Laun Tracks chart for
eight consecutive weeks (at press time),
readily admits lie began
to write songs “to shorten
the space between the
women I liked and my
capacity to get close to
them. Really that’s why 1
write, and that's why 1
sing. [ was a complicated
guy, and it was terribly
hard for me to get up and
approach a woman. But
when 1 picked up a gui-
tar and sang in a party, |
became the focus of atten-
tion.” Of course, such motivations
haven't deterred Arjona from writing
some of the most thought-provoking
tracks in Latin pop. Most recently,
alongside “El Problema”™is “La Nena,”
a harrowinq tale of a child'’s l\'i(lnap-
ping. “It was a challenging song,” says
Al]()lld primarily, because [ don’t crit-
icize kidnappings in the song. I'm a
camera that follows the action. I never
voice an opinion. And it’s difficult to
narrate something that hurts and trou-
bles you. 1t’s a tough song.”
—Leila Cobo
Chilean singer Myriam Hernandez
has inked a new contract with EMI.
The first release will be an autobio-
graphical album featuring songs trom
her entire career, plus two bonus
tracks and a new version of her hit
“Mio™ (Mine). The single was record-
ed with multi-platinum band Los
Nocheros in December, during two
sessions at Panda Studios in Buenos
Aires. The album is slated for release
early tlhis year.
—Marcelo Fernandez Bitar

MERCHANTS $ NARKETING

A Tribute To Argenting
Rock, A Million-Dollar
Car Campaign

Javier Vargas is widely considered
as one of Spain’s best electric blues
guitarists, and, for years, the DRO
East West artist dreamed of produc-
ing an album that would serve as
recognition of the early blues and
rock inspiration he felt in Buenos
Aires, where the Madrid-born youth
was raised. The result is Tributo Al
Rock Argentino y a band formed for
the occasion, Javier Vargas & Espiritu

Celeste. The disc has been released by
the Catalan indie label Discmedi.
Spanish-born Vargas went to live in
Argentina from age 9, when his par-
ents enngrated to the then-wealthy
country. He learned to play guitar
amid a rock and blues boom that coin-
cided oddly with the 1976-82 military
dictatorship. “Alot was going on musi-
cally, but randon repression was a
constant threat,” recalls Vargas.
“Argentine rock was born under the
dictatorship when some 30,000 peo-
ple disappeared. Bands sang in Eng-
lish during military rule but began
singig in Spanish after 1982. Blues
was big in Buenos Aires, and we were
all listening to British
blues and rock bands,
like Deep Purple and
Cream, so that, m a way,
this atbum was born
nearly 30 years ago.”
Referring to Ry Cooder’s
project that re-discovered
long-forgotten Cuban
musicians, Vargas says
“Argentina needs a
Buena Vista Soctal Club
to salute the generation
of rock, tango and blues
musicians that were persecuted by
the police; this album is a tribute to
them.” Vargas and the band are on a
30-gig Spanish tour that will climax in
June with a Madrid concert. The
album “has pride of place” in the
Latin section at Madrid's FNAC
record store, where music manager
Javier Lopez says much interest has
been shown by Argentines who have
emigrated to Spain during the eco-
nomic crisis of the past year in
Argentina.
—H.L.
Grammy nominees Bacilos have
found that their new single, “Mi

Primer Millon” (My First Milliou), off

their album Caraluna (Warner Music
Latina), lends itselt to many uses. Most
recently, the catchy track—about a
band that dreams of making its first
million—was picked up by General
Motors for a szmisll-ldnuu%e televi-
sion campaign. The song was redone
specifically to fit the GM advertise-
ment. “These types of opportunities
will become more and more common
in the future,” says George Zamora,
president of Warner Music Latina.
“Everyone benefits from it: the artists
and the label. And vou don’t have to
rely solely on radio to break an act.”
Comnciding with the launch of her
fist album on Univision Records,
regional Mexican singer Graciela Bel-
tran will also be teatured m a market-
g campaign tor national retailing
chain Mervyn’s. The commercials,
which are set to be shot in Mexico, will
feature Beltran as herself, endorsing
Mervyir's clothes. “Supposedly I'm in
the middle ofan interview, and, while
the interviewer wants to talk about my
new albun, people keep calling to ask
where 1 buy my clothes,” says Beltran.
“So it promotes hoth their clothing line
and my new album.” To date, the one-
year contract entails Spanish-language
commercials only, although there have
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been conversations for future projects
in English.

“I consider Spanish my first lan-
guage, even though [ was raised in
Los Angeles,” says Beltran. As for her
album, dtled No Me Avvepiento de Nuda
(I'm Not Sorry tor Anything), it marks
the singer’s return to the banda for-
mat, with a twist. Although all the
original instruments of the tradition-
al banda sinaloense are preserved
here, Beltran has added drums and
guitar on some tracks, which lend the
atbum a more contemporary sound.

Christian music in Spanish will find
a new marketplace thanks to a distri-
bution deal inked between Warner
Music Latina and Warn-
el Bros. Records’ Chris-
tian Music Division. The
“long term” agreement
calls for Warner’s Chris-
tian division to distrib-
ute product put out by
Miami-based Christian
music label Rejoice,
which in turn, is licensed
by Warner Music Latina
in the U.S. and Puerto
Rico.

With the new deal in
place, Rejoice’s 17 active catalog titles,
as well as tuture releases, will be dis-
tributed m the Christian U.S. mar-
ketplace by Word distribution, which
falls under the Warner umbrella.
Titles will be distributed to the 8,000
Christian Bookstore Association
(CBA) accounts serviced by Word.
Warner Music Latina, in turn, will
continue to distribute Rejoice’s prod-
uct in the secular, U.S. Latin market-
place and in Puerto Rico.

In an eftort to spur sales and fight
the allure of lower-priced pirated
(:Ds, retailer Ritmo Latino is offering
a series of incentives to

More Hip-Hop, Format
Swaps & Radio Sales

Following the addition of The Roof
to 1ts lineup, mun? has continued to
expand its musical programniing with
New York Underground, a documen-
tary-style half-hour show that focuses
on Latin hip-hop and rap and features
up-and-coming bands and artists.
According to Yolanda Foster, VP, pro-
gramming and promotions for Tele-
mundo Cable, which includes mun?2
and Telemundo Internacional, the
emphasis on hip-hop reflects the fact
that it’s currently the most popular
genre among mun?’s core of voung
viewers. “Hip-hop is the most main-
stream music in this country, by far)”
says Foster: Despite this, she says, mun2
will continue to provide other kinds of
music, from Latin rock to regional
Mexican, through shows like Planeta
Rock and Jamz. “We're a Latin channel,
and I feel it is our responsibility.”

—L.C.

The stunning Sunday night ratings
obtamed by TV network TV Azteca
with reality show La Academia have
prompted Televisa to launch a new
show on the same schedule. Jan. 12 was
the first air date of Gran Musical (Great
Musical), which follows in the steps of
the defunct live variety show Siemfie en
Doniingo. Gran Musical willbe host