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Summer Tour Sked
Thin On Pop, Hip-Hop

(=2

BY RAY WADDELL
NASHVILLE—While other gen-
res, notably country and rock, are
crowding the road with superstars
this summer, touring traffic in the
U.S. will be much lighter among
the pop, rap, and R&B ranks in
the coming months.

The summer pickings are partic-
ularly slim in the pop world, with
only one significant arena-level
headlining tour currently on tap:
the Christina Aguilera/Justin Tim-
berlake Stripped & Justified tour.

The outlook is a little brighter
for rap, with a couple of potentially
strong packages in the making
and a blockbuster co-headlining
trek in the 50 Cent/Jay-Z tour of

arenas and sheds, which has yet to
be announced.

Even so, “it’s going to be a sum-
mer of rock and country,” says Phil
Casey, VP/head of urban music for
International Creative Management
(ICM). “Everything else is very thin.”

The void in pop is in marked con-
trast to only a few years ago, when
venues could host a variety of pop
artists, some of them box-office
superstars. In 2000, three youth-ori-
ented pop acts—'N Sync, Backstreet
Boys, and Britney Spears—account-
ed for more than $120 million in
combined box-office receipts, ac-
cording to Billboard Boxscore. In
2001, 'N Sync and Backstreet Boys

(Continued on page 59)

IFPI: Global
Sales Down
7.6% In 02

BY GORDON MASSON
LONDON-—Global sales of music fell
below $31 billion in 2002—a drop of
7.6% from the previous year, accord-
ing to annual figures released April 9
by the International Federation of the
Phonographic Industry (IFPI).

The decline in value was driven by a
6% drop in unit sales of CD albums, a
16% decline in singles, and a 36% fall
in the cassette album market.

The marketplace figures do not
include music video unit sales and value,
which for the first time have been bro-
ken out by the IFPI for each territory

(Continued on page 4)

U.S. Biz Off
10%In Q1;
UMVD Gains

BY ED CHRISTMAN

NEW YORK—With 144.7 million
units scanned as of March 30, album
sales in first-quarter 2003 were down
10% from the 160.7 million units
Nielsen SoundScan tracked in first-
quarter 2002.

Meanwhile, the Universal Music &
Video Distribution (UMVD) express
keeps on chugging, leading the U.S.
industry in total album market share
and current album market share in
first-quarter 2003 and achieving mar-
ket-share growth on both fronts. In
total album share, it tallied 28.3% in

(Continued or; page 33)

Digital Singles Market
Quietly Taking Shape

BY BRIAN GARRITY

NEW YORK—Quietly and almost
overnight, the commercial market
for digital music has approached a
critical mass of content, thanks to
a concerted effort on the part of
U.S. major labels to make their
repertoire available for Internet
distribution.

During the past nine months,
more than 100,000 tracks from the
majors have been put up for sale
on the Web without a subscription
through such online outlets as
Best Buy, Tower Records, Circuit
City, rollingstone.com, and Trans
World’s fye.com. That figure is ex-
pected to rise to just shy of 300,000
songs by vear’s end, according to

projections by music companies
and digital distrisutors.

With such levels of content and
distribution, the industrv is edging
closer to a future that has been
envisioned and debated for years:
one where virtuzlly any track from
any album can be bought online,
free of packaging.

Many (but nat all) of the songs
available online can be purchased
without being bundled into an
album. Most retail for approximate-
ly 99 cents apizce. Additionally,
unlike tracks scld on subscription
services, the a la carte downloads are
sold for permanent ownership and
can be burnec to blank CDs or

(Continued on page 60)

Synch Deals Boost Latin Acts

BY LEILA COBO
MIAMI—Mexican rap/electronic
band Kinky has scanned
only 24,000 units in the
U.S. of its self-titled de-
but album, which Sonic
360 Records/Nettwerk
America released slightly
more than one year ago. \
Yet the songs from that
album may be the Latin
sounds most recognized
by mainstream America today.
Kinky’s music has been used
on such TV series as Kingpin,

Alias. It can 5e heard in three

,¥

DOUG JAMES
EMI MUSIC

Felicity, Six Feet Under, and

Honda ad spots, a Mo-
torola campaign, and a
Smirnoff commercial
(for Hispanic TV).

“That was the drama,”
says Doug James, manag-
er of the film/soundtrack
division of EMI Music
Publ.shing, which han-
dles Kinky’s repertoire in
the U.S. “It’s so recognized, but it
sold very little commercially. We
¢Continued on page 58)
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(see story, page 36). Although DVD drove
growth in that sector, the silver lining did lit-
tle to dispel the clouds hanging over record-
ed music sales.

Not surprisingly, the U.S. remains the
world’s biggest music market, although it
has now recorded its third consecutive
down year, with album sales off by 10% in
units because, the IFPI says, of sales sub-
stitution from Internet sources.

In Japan, the No. 2 music market, music
value tumbled nearly 10% as business suffered
from continued Internet piracy and CD burn-
ing: The IFPI says 236 million CD-Rs were
burned in Japan during 2002, while legitimate
CD sales totaled only 229 million units.

On a regional basis, all areas except Africa
experienced significant downturns, with the
economic difficulties in Asia and Latin Amer-
ica exacerbating the industry’s problems in
those regions. The Latin American market
suffered a 13% fall in

retail sales value com-
pared to 2001, while
Asia, excluding Japan,
fell 16.5% from the
prior year.

Lachie Rutherford,
chairman of IFPI Asia-

189 Shaftesbury Avenue

Fax +44 (0) 207 420-6014

Pacific and president
of Warner Music Asia-
Pacific, says the actual
figures for Southeast
Asia are “far worse”
than the IFPI indicates, because of widespread
CD exportation to Europe and Japan by some
local affiliates of the big five majors.

Industry sources in Asia say it is common
practice for local affiliates to tell their head
offices that people in Asia prefer CDs manu-
factured in Europe to Asian-made CDs—a
claim Rutherford says is untrue. CDs are sent
out from Europe, but instead of being sold in
Southeast Asia, they are exported to Japan or
back to Europe, according to the sources.

“I'm not going to point fingers,” Ruther-
ford says, “but Southeast Asia needs to take
stock of itself. It's very clear we can control
these issues. If you let the exports develop to
this level, your company goes rotten, because
your marketing and promo people don’t have
to market and promote anymore.”

On a slightly more optimistic note, Ruther-
ford says that although actual local sales are
worse than those shown by IFPI figures, he
does not think the Southeast Asian music mar-
ket is as weak as some people. He says, “I just

BERMAN

[
Top 10 Recorded Music Markets:
Retail Value (in millions)

Country (2001 Rank) 2002 2001 Growth
1. United States (1) $12,325 $13412 -8.1
2. Japan (2) 4,593 5,096 -9.9
3. United Kingdom (3) 2,859 2932 -2.5
4. France (5) 1,990 1,923 35
5. Germany (4) 1,988 2217 -103
6. Canada (6) 588 651 9.7
7. Italy (8) 555 552 0.5
8. Spain (7) 542 645 -159
9. Australia (9) 500 549 -8.9
10. Mexico (10) 445 547 -18.6
Top 10Total 26,385 28,524 -7.5
World Total 30,981 33538 -1.6
Source: IFPI, Figures in millions. Sales do not Include music
video, 2001 figures amended for currency fluctuations,

think the companies are falling down on the
job of exploiting what the local market wants.”

Overall, the world’s top 10 markets, which
accounted for 85% of global sales in 2002, suf-
fered a decline of 6.8%. The IFPI calculates its
figures by scaling up shipment numbers to
include product from non-IFPI members. It
then adds local sales taxes and retailer mark-up
to arrive at a final estimated retail sales figure.

The continuing decimation of the German
music industry by home CD-R copying (see
story, page 6) allowed France to surpass its
neighbor and become the world’s No. 4 music
market, just behind the U.K. at No. 3. The
French industry’s continuing success in
exploiting local repertoire helped boost value
in that territory to a record $2 billion, thanks
to a 2:5% increase in unit sales.

But reliance on local repertoire has its
downside, too. London-based UBS Warburg
media analyst Helen Snell notes: “The grow-
ing proportion of local repertoire increases
the pressure on record companies to main-
tain operations in as many local markets as
possible in order to source domestic talent.
But this global network places pressure on the
cost base. Local repertoire, other than Anglo-
American product, typically [generates] lower
margin, since it does not have the potential
for exploitation outside its home market.”

In the UK., domestic acts counted for half
of the 40 best-selling albums last year. Despite
album sales remaining stable at 226 million
units, price pressure meant the value of album
sales in Britain fell by 3%.

Italy’s modest growth helped it climb from
No. 8 to No. 7 in the global rankings, at the
expense of Spain (7-8), where piracy continues

to take its toll. Spain in particular has seen a
sharp increase in CD-R piracy; two out of every
five records sold last year in Spain were illegal.
(Last year's rankings have been adjusted by
the IFPI to account for currency fluctuations.)

IFPI chairman/CEOQ Jay Berman tells Bill-
board, “1 don't think the figures are as bad as
the global numbers look, because if you just
concentrate on CD album sales, they were
down close to 6%. So while it wasn't great, it
wasn't as bad as the total number looks.”

Berman points to a “very strong” release
schedule in 2002 as the reason album sales did
not slump further. Eminem, Shakira, Norah
Jones, Avril Lavigne, Nickelback, and Red Hot
Chili Peppers enjoyed impressive global sales.
But Berman acknowledges that during the past
two years, “global top sellers are selling less.”

A recent report by London-based research
firm Enders Analysis states downloading and
burning are responsible for up to 40% of the
global sales decline in music. Accounting for
the other 60%, Berman notes, “In addition to
the [sales] substitution from unauthorized file
sharing and CD burning is piracy, a pretty
weak environment in Latin America and Asia,
competition with DVD and videogames—
there’s a long list, unfortunately.”

But it’s not all gloom and doom. Berman
says progress is being made in efforts to intro-
duce legal online music services. The online
environment “clearly is the business of the
future, but in order to get to that future we
need to protect the business we're in,”
Berman says. “I sense that there will increas-
ingly be other revenue streams—new licens-
ing agreements, mobile phone ring tones,
and the like—that [record] companies will
begin to look at, so that they're not just locked
into the sale of the product.”

Studying the IFPI statistics, Snell com-
ments: “While IFPI highlights the launch of
online music services as a potential positive
catalyst for legitimate sales, we remain skep-
tical as to the ability of these services, given
their current functionality and pricing struc-
ture, to supplant illegal file sharing.”

She adds that UBS Warburg’s forecasts for
recorded-music sales remain unchanged,
“expecting a drop of 5.6% in 2003, followed
by a drop of 2.8% in 2004, and a return to
growth not forecast until 2006.”

Berman concludes: “This year will likely be
similar to 2002; probably flat or in the worst-
case scenario, down 5%. But I sincerely
believe we're getting close to the turnaround.”

Additional reporting by Steve McClure
in Tokyo.

Clear Channel Cuts Indie Promoter Ties

BY MATTHEW BENZ
and BILL HOLLAND

Bowing to legislative pressure, Clear
Channel Communications (CCC) is sever-
ing ties with independent promoters.

CCC president/COO Mark Mays said in a
statement that the company heard “loud and
clear” the concerns of Sen. John McCain, R-
Ariz., and Sen. Orrin Hatch, R-Utah, at radio-
ownership hearings in Washington, D.C., in
late January (Billboard, Feb. 8): “We have
zero tolerance for ‘pay for play’ but want to
avoid even the suggestion that such a prac-
tice takes place within our company.”

Once its independent-promotion con-
tracts end this summer, Clear Channel Radio
(CCR) says it will build “a new, restructured

relationship with the recording industry.”
CCR CEO John Hogan tells Billboard that
while it is too early to discuss further details,
the 1,200-station operator—by far the coun-
try's biggest—wants to “work directly on a
local basis with artists and labels as well as
to work, where it’s appropriate, on other cus-
tomized geographies.”

As for concerns that CCR trades airplay
for artists’ appearances at station con-
certs, Hogan says, “We have a zero toler-
ance for any form of play for considera-
tion. We very plainly and simply don’t
engage in that practice.”

Recording Industry Assn. of America
chairman/CEO Hilary Rosen says she’s
pleased that CCC recognizes “there is a bet-

ter formula for industry partnerships that
deliver new music to fans.”

National Academy of Recording Arts and
Sciences president Neil Portnow said in a
statement that the academy is “pleased to
hear the announcement that Clear Channel
is severing ties with independent radio pro-
moters, which hopefully is an important
first step in ensuring equal and fair radio
airplay practices.”

Sen. Russ Feingold, D-Wisc., who on Jan.
28 reintroduced his Competition in Radio
and Concert Industries Act, said in a state-
ment that CCC “has taken a step in the right
direction,” but “it is still essential that we
pass legislation to ensure that a replacement
‘pay for play’ system does not emerge.”

www.bitlboard.com
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Caparro Eyes Warner Music Group For EDC Dream

BY ED CHRISTMAN

If WEA Inc. president/CEO Jim Caparro is successful in his
attempt to buy the Warner Music Group’s manufacturing and dis-
tribution operations, he still has other hurdles to face to make his
dream of EDC—Entertainment Distribution Center—a reality.

Caparro is attempting to implement a paradigm shift in the
industry’s back room by helping the majors achieve savings
through centralizing manufacturing and warehousing to provide
economies of scale.

He is believed to be one of three parties bidding on the assets
that include the CD/DVD manufacturing plants, the Ivy Hill
printing plants, and the distribution warehouses that were put
on the block in February by debt-laden AOL Time Warner (AOL
TW). If he is successful, Caparro will leave WEA, sources suggest.
Morgan Stanley is believed to be overseeing the bidding process
of AOL TW, which hopes to realize $1 billion from the sale. As
part of the deal, AOL TW’s music and video companies are
expected to sign a long-term contract for manufacturing and
pack, pick, and ship services.

The other companies believed to be bidding on Warner Manu-
facturing are said to be pure manufacturing companies. That may
give them an advantage on the manufacturing end but probably
leaves them at a disadvantage when it comes to dealing with the
complexities of just-in-time product delivery in the music world,
where breakout hits can happen overnight.

When Caparro was pursuing the creation of EDC last sum-
mer, he was said to have raised the funding from a group of

investment firms including Apollo Advisors and Thomas Lee &
Associates. But EDC failed at that time because only one of the
three companies that Caparro was said to be negotiating with—
BMG, EMI Recorded Music, and a third, unknown entity—ulti-
mately agreed, and the plan required two to sign on the dotted
line before the venture could get off the ground. At that time,
Billboard was unable to determine which company had agreed.
But if Caparro can get that company to agree again, it would
give him the two companies needed to get KDC started, should
he win the bidding process.

Some are skeptical that Wall Street would invest in such a
plan, considering that many financial players believe that phys-
ical music product will be wiped out by digital distribution,
either through the creation of a legitimate model or through
piracy. But even as digital product eats into physical product’s
share of sales, many executives believe the two formats will co-
exist and the ability to create manufacturing and distribution
efficiencies will still be necessary.

Furthermore, while the CD has matured, many have high
hopes that a hybrid format containing either a DVD-Audio or
Super Audio CD and the regular CD version will replace the
CD, while the DVD certainly appears to be in the earlier part of
its life cycle.

Another hurdle Caparro will have to overcome so that EDC
can realize its full potential is to convince retailers to upgrade
their systems so that they can receive product from multiple
purchase orders in the same box.
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Interscope Uses Merchandising Twist For 50 Cent DVD

BY BRIAN GARRITY
and RASHAUN HALL
NEW YORK—While 50 Cent remains
near the top of the charts, he is not rest-
ing on his laurels. The Shady/After-
math/Interscope artist, who is current-
ly on tour, has been busy preparing his
DVD and launching his G-Unit imprint.
The DVD, The New Breed (Shady/
Aftermath/Interscope), marks a new
merchandising twist, with Interscope
Records packaging it in a standard CD

jewel box along with a bonus EP. The
title, which streets April 15, will be
stocked in music sections at retail.

The CD will feature previously
unreleased 50 Cent material. Early
pressings of the EP will have three
tracks, while later runs will have four.
Interscope reportedly is shipping
more than 1 million units of the
release, which the label is billing as a
multimedia experience.

Interscope sales and marketing chief

Steve Berman says the strategy behind
The New Breed is in anticipation of
hybrid DVD-Audio technology cur-
rently in development that will play in
both CD players and DVD players.
“We're just a little behind the tech-
nology, so we're packaging it as two
separate discs,” he says. “But in our
mind, [the release] is one complete
thought. It's one piece of art, and the
laudio and visual components] will
never be separated from each other.”

German CD-R Copies Increase By 42%

BY WOLFGANG SPAHR
HAMBURG—German music fans
used 260 million CD-Rs to copy
music in 2002—100 million more
units than the number of prere-
corded CDs sold in the country dur-
ing the same period, according to
Gerd Gebhardt, president of the Ger-
man Phonographic Assn.

InThe News

¢ Zomba Music Canada is closing,
and president Laura Bartlett will
shift to Jive in New York as senior
VP of international. The majority
of Zomba Canada’s 11 staffers will
be integrated into BMG Music
Canada. Bartlett will oversee glob-
al marketing and promotional
activities, reporting to Jive presi-
dent Barry Weiss.

* WNEW New York officially
launched its new hybrid radio for-
mat April 10. It combines top 40
music with entertainment news
and gossip.

e EMI Group has paid Berry
Gordy $109.3 million for an addi-
tional 30% stake in the Jobete
publishing catalog, raising its
stake to 80%.

¢ The man behind a Netherlands-
based technology company that
claimed it was planning to launch
peer-to-peer (P2P) file-sharing
software with full knowledge that
‘t would be sued has confessed
that the whole concept was a hoax.
Pieter Plass, founder and CEO of
Internet-services management
company PGR, now says his “Hon-
est Thief” P2P service was nothing
more than an April Fools’ joke.

e Composer John Adams was
awarded the Pulitzer Prize for
music April 7 for his Sept. 11, 2001-
inspired On the Transmigration of
Souls. The work was commissioned
by the New York Philharmonic,
which gave the premiere perform-
ance last September at New York’s
Avery Fisher Hall.

Statistics show that 486 million
CD-Rs were sold in Germany last
year, meaning that an estimated
53% were used to burn music files.
The astonishing figure is equivalent
to an increase in CD-R copying of
42% over 2001. The report was pre-
pared by market researcher Ge-
sellschaft fur Konsumforschung,
based on a representative study on a
survey of 10,000 people in 2002.

Co-sponsored by the German Fed-
eral Assn. of the Phonographic Indus-
try and the Film Promotion Institute
for the first time, the survey looked
into questions relating to the copy-
ing of music and films, as well as its
ramifications. To date, this is the only
study of its kind in Europe, though
the IFPI plans a global CD-R study
later this year and references Japan
and Spain CD-R woes in its global

sales study (see story, page 1).

According to the study, 22.5 mil-
lion people copied music onto CD-Rs
in 2002, an increase of 32% over 2001
(17.1 million). Each person copied an
average of 11.5 CD-Rs; 42% copied
new releases, 62.8% copied borrowed
original CDs, and 35.8% copied CD-
Rs. The people who copied music
onto CD-Rs spent 16% less on CDs.

In 2002, 622 million songs were
downloaded in Germany from al-
most exclusively illegal sources on
the Internet, compared with 492
million tracks in 2001.

The report says 6.4 million people
in Germany downloaded music from
the Internet, up 31% from 1.9 mil-
lion in 2001. Of these, 93.6% down-
loaded from non-charging sites.
81.5% copied the downloaded music
onto CD-Rs.

RIAA Suit Shutters Campus P2Ps

BY BILL HOLLAND

WASHINGTON, D.C.—The decision
by the Recording Industry Assn. of
America (RIAA) earlier this month to
ratchet up its Internet anti-piracy
efforts by slapping copyright-in-
fringement lawsuits on four students
at three U.S. colleges who were oper-
ating Napster-like campus network
systems seems to be paying off. The
RIAA reports that two of the sites
have been taken down by their own-
ers, and following news of the suits
in the press, 10 or more similar sites
on other campuses not yet targeted
have also disappeared.

RIAA senior VP of business and legal
affairs Matt Oppenheim also says the
trade group has “offered to negotiate a
settlement” with two of the students
who have contacted him. “We realize
they are students and probably
couldn't pay even the minimum penal-
ty, so we’re hoping to let a settlement
process work itself out.” The maxi-
mum penalty per infringement is
$150,000; the minimum is $750 per
infringement. Each of the sites had
hundreds of tracks available.

The industry’s lawsuit has drawn
the support of two prominent artist-
community groups, the Recording
Artists’ Coalition (RAC) and the
recording artist division of the Amer-

ican Federation of Television and
Radio Artists (AFTRA).

RAC co-counsel Jay Rosenthal says
the group “supports strong enforce-
ment of copyright and recognizes that
some of the most serious P2P [peer-to-
peer] offenders are college students.
Recording artists have tried to convey
the message to their fans that creating
and using illegal P2P networks is ille-
gal and disrespectful to the artists they
love. Unfortunately, the message has
fallen on deaf ears.”

AFTRA director of sound recording
Ann Chaitovitz agrees. “These local
area Napster networks are not like bor-
rowing your dorm mate’s record and
taping it, but [they] are networks mak-
ing hundreds of thousands of songs
available to the entire university pop-
ulation at the click of a button.”

But spokespersons for two other
artist-related groups, the Future of
Music Coalition and the Music Man-
agers Forum (MMF), say the industry’s
litigation effort against the allegedly
infringing student “consumers” or
music fans takes the wrong tack and
does nothing to remedy a major com-
plaint by artists and listeners that much
music of today and yesterday—includ-
ing out-of-print albums and tracks—
cannot currently be found by using
legitimate services on the Internet.

While the label is waiting for DVD-
Audio technology to come up to speed,
Interscope is expected to use The New
Breed strate-
gy as a mod-
el for posi-
tioning its
DVD titles in
music racks
at retail.

“Music
DVD in some
accounts is e
getting a BN \i ,
great deal of =
attention, BERMAN
but at some accounts it’s not,” Ber-
man says. “Our idea here is: [The
New Breed] is an album. So we want
it in that section, and we want it
treated like that. We believe that
music consumers are trained to look

at that [area] for music titles.”

While some retailers—particularly
independent merchants—have made
moves to position music DVD titles in
close proximity to CDs, sources say
accounts have been hesitant to mix
DVD-only titles with music CD prod-
uct. Bundling music and video togeth-
er in a single package is an attempt to
alleviate such concerns.

In addition to preparing for the
release of The New Breed, 50 Cent
and Interscope recently formed G-
Unit Records. Under the new Shady/
Aftermath imprint. 50 Cent will sign
and develop artists, which will be
marketed and distributed by Inter-
scope Records. G-Unit’s first release
will be by the group of the same
name—featuring Tony Yayo, Lloyd
Banks, and 50 Cent; the album is slat-
ed for release later this year.
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Nordeman, Smlth Lead Dove Winners

BY DEBORAH EVANS PRICE
NASHVILLE—Nichole Nordeman
and Michael W. Smith were the top
winners at the Gospel Music Assn.’s
34th Annual Dove Awards held April
10 at the Gaylord Entertainment
Center in Nashville.

Nordeman won seven awards, in-
cluding songwriter, female vocalist,
and both song of the year and pop/con-
temporary song for “Holy,” which she
co-wrote with Mark Hammond.

Nordeman says she always looks
forward to the Doves because of the
sense of community: “For so much of
the year I feel out of touch with what’s
happening in Christian music. It's easy
to get wrapped up in my own world of
touring, recording, etc., and remain
fairly unaware of the big picture as it
relates to the creative contribution of
so many. [ always look forward to
some fantastic live performances and
the chance to celebrate once more
how musically diverse the world of
Christian music has become.”

NORDEMAN

Smith took home five Doves, in-
cluding his third far artist of the year
and his first for male vocalist. as well
as for praise and worship album for his
Reunion release Worship Again.

Third Day won a third consecutive
Dove for group of the year as well as for
rock recorded song of the year for “40
Days” from its Come Together album.
“The fact that the Daves are voted on
by our peers in Christian music make
them more special than any other

awards we’ve been a part of,” Third
Day’s Mark Lee says.

Brown Bannister won his fourth
producer of the year honor. The new
artist accolade went to the Paul Col-
man Trio. The Crabb Family won two
Doves: southern gospel album of the
year for A Crabb Collection and south-
ern gospel recorded song for “Don’t
You Wanna Go?” Kirk Franklin picked
up his ninth Dove for The Rebirth of
Kirk Franklin, which won contempo-
rary gospel album of the year.

Tim Hughes won the Dove for inspi-
rational recorded song for “Here I Am
to Worship.” Jars of Clay's The Eleventh
Hour won for modern rock/alternative
album of the year.

Hosted by Steven Curtis Chapman
and CeCe Winans, this year’s show is slat-
ed for broadcast on PAX-TV April 19 and
Trinity Broadcast Network April 25 and
was carried live on XM Satellite Radio.
Dove Awards are presented in 43 cate-

gories. For acomplete list of winners, log |

R emn (A
ns ,:_ |
|F. 51 il | v

. 'Trol | --\iL._#;

Carey Lures Fans With Honey

Singer Teams With Label To Open Online Fan Club

BY BRIAN GARRITY

NEW YORK—Island Def Jam (IDJ)
is getting into the artist fan club
business, kicking off the initiative
with a new Internet-based club on
behalf of Mariah Carey.

Carey and IDJ are teaming on the
official Mariah Carey fan club, a joint
venture called Honey B. Fly. Start-
ing April 14, fans can sign up for the
service through mariahcareyfan-
club.com; a subscription costs $35
per year in the U.S. and $45 per year
internationally.

Fan club members get access to
presale concert tickets for Carey’s
upcoming tour, as well as music and
video exclusives, an introductory let-
ter from Carey welcoming members
to the club, an 8x10 autographed
photo, a T-shirt available only to club
members, and a membership card
that can be used in conjunction with

onto billboard.comvbb/awards/index.jsp. | special retail and concert events.

Arista’s Lavigne Tops Juno Awards With Four Wins

BY LARRY LeBLANC
OTTAWA—Taking four categories,
Arista’s Avril Lavigne was the big
winner at the 2003 Juno Awards held
April 5 and 6 in Canada’s capital city
of Ottawa.

Lavigne was recognized for top
album and pop album for her Arista
debut, Let Go; top single for “Com-
plicated”; and for top new artist.

Runner up with three wins was Juno
Awards telecast host Shania Twain. The
Mercury Nashville superstar won for
top artist, the Fan Voice Award, and for
top country recording for her Mercury
single “I'm Gonna Getcha Good!”

This year’s main Juno event took
place April 6 at the Corel Centre in
Ottawa and was televised in Canada
live on CTV. The bulk of Juno stat-
uettes—26 in all—however, were
handed out in a non-televised gala
April 5 at the Lac Leamy Casino in
nearby Hull, Quebec, which drew
numerous non-show winners.

Twain opened the televised show in
a flashy sequined Montreal Canadians

jersey, half top, and sweatpants while
singing her hit “Up!” Also appearing on
the show were Our Lady
Peace, Nickelback, Remy
Shand, Tom Cochrane,
and Lavigne—all cate-
gory winners—as well as
veterans Blue Rodeo and
newcomer Sam Roberts.

A result of Juno or-
ganizers' focus on a
stripped-down, perform-
ance-filled TV spectacle
was that popular cate-
gories—including top
group, top rock album,
and top vocal jazz album:
—were relegated to the
off-camera first night. Neither Sum 41
(top group) nor Diana Krall (top vocal
jazz album) showed up, and Our Lady
Peace (top rock album) was absent
because the band was rehearsing for
the Junos show.

This year’s two-hour Junos show
drew a viewing audience of 2.2 mil-
lion Canadian viewers, an increase of

LAVIGNE

more than 57% over its 1.4 million
viewers last year.

Capping a year in
which Lavigne jumped
from obscurity to inter-
national fame, the 18-
| year-old from Napanee,
Ontario, made up for
her shutout at the
Grammys in February.
Her newfound status
was certainly proved
by her debut set being
chosen as top album
over releases by Twain,
Celine Dion, Our Lady
Peace, and Daniel
Bélanger.

“This is just so incredible, this being
my first album and having this dream
of mine come true,” Lavigne told the
adoring audience of 15,000 fans. “It’s
pretty amazing.”

During the televised show, Coch-
rane gave a deeply felt speech after he
was inducted into the Canadian Music
Hall of Fame, an award presented by

Online Royalty Deal Awaits Approval

BY BILL HOLLAND

WASHINGTON, D.C.—The Copy-
right Office is expected to approve
a deal worked out April 3 between
royalty-collection body SoundEx-
change, Webcast trade group the
Digital Media Assn. (DiMA), and
artists’ unions on royalty rates and
terms for commercial Webcasters
and Internet radio. The agree-
ment, retroactive to Jan. 1, runs
through 2004.

The deal allows nonsubscription
Webcasters to pay royalties of either
0.0762 cents per performance or
1.17 cents per aggregate tuning

hour. For subscription services,
there is an additional option of pay-
ing 10.9% of annual gross revenue.
The pact allows eligible small com-
mercial Webcasters to elect rates
adopted under the Small Webcast-
ers Settlement Act. It does not
address terms for noncommercial
Webcasters and simulcasts of over-
the-air broadcasts.

The parties say the deal will pre-
clude another costly and lengthy
arbitration before the Copyright
Arbitration Royalty Panel (CARP),
which was roundly criticized for its
rate suggestions last year.

SoundExchange executive direc-
tor John L. Simson says the deal
will enable the body to start receiv-
ing royalties considerably sooner
than if a CARP had been convened:
“Webcasters had stopped paying
royalties pending the setting of
new rates, even though they con-
tinue to exploit sound recordings
for their businesses.”

DiMA executive director Jonathan
Potter characterizes the agreement
as “a temporary band-aid that
avoids millions of dollars of legal
fees associated with a broken arbi-
tration process.”

blues guitarist Jeff Healey.

In other categories, 604 act Theo-
ry of a Deadman was named top new
group. Both Chad Kroeger and his
group, Nickelback, were named top
songwriters. Bélanger’s Réver Mieux
on Audiogram was named top Fran-
cophone album. For a complete list
of winners, log on to billboard.com/
bb/awards/index.jsp.

IDJ VP of new media Larry Mat-
tera says that the Honey B. Fly ven-
ture is the first of a half-dozen artist
fan clubs the label plans to launch
in the coming year.

Fueling that interest is the oppor-
tunity for secondary revenue streams.
IDJ and the artists in question will
share the money generated through
club ventures. Until recently, clubs
were operated by the artists.

Driving the artists’ interest in
partnering with IDJ on clubs is sup-
port in the effort to stay connected
with fans.

“Honey B. Fly is really a way for
me to have personal contact and
involvement with [my fans] world-
wide,” Carey said in a statement.

Jerry Blair, president of Carey’s
imprint Monarc Entertainment,
points out that the launch of the
artist’s tour serves as an ideal plat-
form for driving subscriptions to
the club.

In an effort to drive interest in
Honey B. Fly, IDJ is tagging plugs
for the fan club to print and radio
ads promoting the tour. The club
will also be promoted on the artist’s
tour bus.

Mattera says that labels are ideal
partners for artists on fan club busi-
nesses, because a label can use its
marketing muscle to help promote a
club. In addition, the label is moti-
vated to make music, tickets, and
other proprietary content and pro-
gramming available to the club.

LACHMAN

MUSIC VIDEO: Cliff Lachman is
named senior VP of production
and development for VH1 in Los
Angeles. He was head of first-run
programming development for
Twentieth Television.

PUBLISHING: Richard Stumpf is
promoted to VP of marketing and
licensing for Cherry Lane Music
Publishing in New York. He was
director of marketing and licensing.

BMI Nashville promotes Nancy
Moore to director of writer/pub-
lisher relations and LuAnn David-
son to associate director of writer/
publisher relations. They were
both executive assistants for

STUMPF

ENGSTROM

writer/publisher relations.

DIRECT MARKETING: Mike Eng-
strom is named VP of product
development for Warner Strategic
Marketing in Burbank, Calif. He
was senior director of marketing
for Rhino Records.

RECORD COMPANIES: Tom Gimbel
is promoted to senior director of
marketing for Arista Records in New
York. He was senior director of sales.

VENUES: Steve Miller is promoted to
director of sales for the Grand Center's
DeVos Place in Grand Rapids, Mich.
He was director of event services.
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RETRO RHINO: Rhino Records has started a cat-
alog vinyl arm, appropriately titled Rhino Vinyl,
that is slated to release 10 titles in 2003 and an
additional 30 in 2004.

The first three albums, out April 22, will be
a trio of Grateful Dead titles: Live/Dead, Work-
ingman’s Dead, and American Beauty.

“There’s a huge resurgence of interest in
vinyl,” says Mark Pinkus, VP of strategic mar-
keting and custom products for Warner Strate-
gic Marketing (WSM), of which Rhino is a part.
“There’s the 35-plus demo who had these al-
bums originally on vinyl, and then there’s the
30-and-under demo who never had any albums
on vinyl but want them that way now.” Pinkus
credits his former assistant, Mason Williams,

RHINSVINYL

now WSM's manager of reissues/special proj-
ects, with conceiving the idea.

Pinkus says that Rhino had outsourced some
projects to release on vinyl to outside manu-
facturers, and, based on the success Rhino saw,
decided o open an in-house division. “Some of
these titles would sell 20,000 units on vinyl,”
Pinkus says. “That amount traditionally
wouldn’t be enough for us to make money—
it’s a niche market and we don’t expect big
homeruns—but this is something people
want.” The titles will be distributed through
WEASs indie distribution arm, Alternative Dis-
tribution Alliance. Although Pinkus expects
mem-and-pop retailers to be the main carriers,
he says that both the Virgin and Tower chains
are expected to feature the vinyl albums as well.

The first batch of titles are coming shortly
after they have been released by WSM on CD,
but Pinkus says that “in a perfect world, the
vinyl will come out at the same time as the
CD.” The next slate, which includes T. Rex’s
FElectric Warrior and Yes’ third album, will
arrive in May. Although many of the initial
titles will be '70s chestnuts, Pinkus says he
expects to mine titles up until the mid- to late

'80s. All albums will retail for $17.98. When
possible, the albums are remastered from the
original analog tape.

The titles will feature the original cover art
and liner notes with one slight nod to tech-
nology: “We got rid of the white paper sleeve,”
Pinkus says. “We found everyone wants the
plastic inner sleeve since it doesn’t tear.”

SIGN OF THE TIMES: Immergent Recordings’
parent company, Santa Monica, Calif.-based 5.1
Entertainment Group, has laid off five people,
most of whom worked for Immergent. Immer-
gent’s staff goes from 12 to seven; among those
let go are president Paddy Spinks, three
regional radio staffers, and publicist Melissa
Boag. Dishwalla remains on the label, but New
Zealand singer/songwriter Greg Johnson was
released before his debut EP could be issued,
and 5.1 chairman John Trickett says four other
deals with pop/rock acts that Immergent was
signing were halted. “For a midsize indie label,
the swing was just too wide on how much
money you have to spend to get that elusive
pop/rock hit,” Trickett says. “You can’t justify
the heavy expense.”

Instead, 5.1 will focus its efforts on its elec-
tronica-leaning My Utopia label, which has six
releases coming this year.

MUSICAL CHAIRS AND MORE: Former Elektra
A&R exec Josh Deutsch has been named sen-
ior VP of A&R for Virgin Records in New York.
He reports to Virgin chairman/CEO Matt Ser-
letic. Together, the two have signed soul singer
Ricky Fante . .. Incubus founding member/
bassist Dirk Lance has left the band and has
been replaced with Roots guitarist Ben Ken-
ney . .. Mike Smith, formerly with Snet, has
joined Limp Bizkit as guitarist. He replaces
Wes Borland, who left inore than a year ago

.. Bon Jovi and the Goo Goo Dolls will play
Tiger Jam VI April 19 at Mandalay Bay Events
Center in Las Vegas. Tiger Jam raises funds for
the Tiger Woods Foundation and children’s
charities in Las Vegas and Los Angeles, as well
as VHI's Save the Music Foundation and the
Grammy in the Schools program.

Yorn Keeps It Simple On 2nd Set

BY TOM DEMALON
Despite a gold certification and a heap of crit-
ical praise for his 2001 debut, Musicforthe-
momingafter, Pete Yorn says he felt no pressure
preparing his sophomore effort, Day I Forgot.
“It felt like things were happening,” the artist
says of his debut, which has sold more than
518,000 copies, according to

one fan at a time.”

Day I Forgot finds the artist exploring a
greater range of musical dynamics. Listeners
will find the expected bevy of pop-inflected
hooks—beginning with the lead radio track,
“Come Back Home.”

The guitar-etched song has been building an
audience at both triple-A and

Nielsen SoundScan. “It wasn’t
too fast or overwhelming. 1
just want to keep making re-
cords, and I consider it still
early in the game.”

Instead, Yorn focused on
“making the vocals as strong
as I could and keeping the
instrumentation simple. My
sensibilities lean toward tight,
simple pop songs.

“I didn’t want too much
fat,” he adds, noting that there
is less reliance this time on
loops and electronic elements.
“I wanted to make a more clas-
sic, straight-up record.”

One thing remaining un-
changed on Day I Forgot,

‘(I focused] on

modern-rock radio since its
arrival March 17. Nic Har-
court, music director for
KCRW Santa Monica, Calif.,
led the charge on Yorn’s
debut with early support and
hears a “definite maturity in
the songs” that appear on
Day I Forgot.

“The songs feel a little
deeper,” says Harcourt, who
also hosts KCRW’s popular
Moming Becomes Eclectic.

Jenkins adds that Colum-
bia recognizes that this proj-
ect is artist-driven. “We don’t
have to come up with any
contrived marketing to posi-
tion him. It’s a deep record

which arrives April 15, is .that making the UOC(IIS like the last one, and tl3at‘s a
—aside from contributions great rroblem to have.
from co}—{prodm;)cler R. V\é;:jlt\fmf-f as Strong as | Could Outlets will be serviced
cent (“He’s able to add stu a with a video made by an artis-
that I'm not able to do,” Yorn and kee mn the tic collective call y he A
: ¢ collective .edteV
p st o | nstrumentation | S et st
;nost (;)tfyytt\](e album is per- snnp[e My glgl,( R;)manilop%olla, atr:.d
orme: orn. S e agie pike Jonze. Also, Columbia
“I'm creating a lot when I'm sensibilities lean realizes the importance of
th d gh 1 lik he 1 1‘1) f;
in the studio,” he says. “I like . the Internet. “His fans are
to just ca.ptufe it quickly with- towar d simp le pop very Web-savvy, and .they go
out filtering it through a lot of songs. ” there first,” Columbia VP of
other people.” markzting Nick Cucci says.
A solid fan base eagerly —PETE YORN “We’re going to do a lot of

awaits Day I Forgot; a core

Internet marketing.”

audience that Columbia ex-
pects to build upon. “He is the real deal,” Colum-
bia senior VP of marketing and media Larry
Jenkins says. “{Musicforthemomingafter] wasn’t
about any one song blowing up. It was a steady,
steady build. He did that by touring relentlessly
and with repeated tracks getting on radio and
video channels.”

Jenkins points out that Yorn has “great fans
in the press,” which helped “build his fan base

Yorn, who is managed by
the Firm and booked by Creative Artists Agency
in Los Angeles, will embark on an ATT Wireless-
supported tour upon the album'’s release, head-
lining clubs and theaters in major markets.

Along the way, Jenkins notes, there will be
“surprises from Pete,” as the label strives to pro-
vide Yorn with the widest and largest possible
audience. “But,” he asserts, “the music is always
going to lead the way for us with him.”
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Melissa Errico Adds New Career Colors With ‘Blue Like That’

BY CHUCK TAYLOR

Melissa Errico always made a
point nof to make a record.

For one thing, she simply did not
have the time. At 18, while a fresh-
man at Yale, the native New Yorker
was cast in the national touring
company of Les Miserables, followed
by Broadway runs in Anna Karenina,
My Fair Lady, and High Society.

Then came TV, first with a key role
in CBS series Central Park West,
then as a recurring character on
NBC'’s £d. Hollywood beckoned next,
with a part in the Angelina Jolie vehi-
cle Life or Something Like It, and
several indie films.

“Making a CD was the one place |
wasn't going to play the game,” Erri-
co says. “I'd been offered deals since

ADVERTISEMENT
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I was 21, and I'd always said no.
There were just too many other
things to explore.”

However, in 1998, Bruce Lund-
vall—current Blue Note/Angel/Man-
hattan Records CEO—became inter-
ested in recording Errico for the cast
album of High Society. Ultimately,
he declined the project but ap-
proached the singer for a solo deal.

“He told me, ‘You are happiest when
you sing quiet,” ” Errico says. “ ‘You're
not going to have to be the big, loud
Broadway diva. You don’t

Errico explains, “A lot of what
motivates me is visual. I see a char-
acter, but I also see a period and I
plan a universe in my mind. Then I
know what a song needs to sound
like; for instance, in the song ‘Hot in
Here,” | knew that we needed a real-
ly lecherous sax player, and I needed
to feel guilty, sexy, like I'm about to
do something I shouldn’t. The music
comes, and then the voice. When
you're not a writer, the music has to
trigger something. Luckily, I'm

singers develop a strong relationship
with their accompanists, you know.”

Mardin notes that “it was so heart-
felt [that] there was no need to do it
twice. Her performance is like a whis-
per in the ear, or like a person think-
ing to herself while writing a letter.”

THE ROAR OF SILENCE
For all of her accomplishments,
Errico learned early on to treasure
every nuance of her success. In her
early 20s, while performing in My
Fair Lady, she was working

have to be a vocal storm-
trooper. We’'ll help you find
your way.” You know, it
finally seemed right.”

Lundvall was integral in
connecting the songbird
with fitting material and
like-minded collaborators,
including pianist Alan Pas-
qua. “I hit it off with him
right away; the nights I
would hear him play, I
couldn’t sleep,” Errico says.
“He was such a strong pres-
ence and exactly what [ was
looking for.”

The pair got to work re-
cording demos in Los Ange-
les, one of which landed on
the desk of industry legend
Arif Mardin, who was work-
ing with Lundvall.

“It was a piano/voice ver-
sion of ‘Company’ by Rickie
Lee Jones, which Alan made
into an art song, sexy and
pained,” Errico says. The {iber-pro-
ducer was entranced and signed on
to produce the full project.

AN INTIMATE EXHALATION

Five years later, Errico, 33, has
released Blue Like That, an intimate
exhalation of jazz, modern-day stan-
dards, and heart-on-sleeve composi-
tions written by the likes of Joni
Mitchell, Randy Newman, Billy Joel,
Shawn Colvin, and her old-soul
brother, Mike Errico. She is one of a
handful of artists signed to resusci-
tated upscale imprint Manhattan
Records, joining operatic tenor
Daniel Rodriguez and Art Garfunkel.

Mardin insisted that the set be gen-
tly recorded in a live setting—a deci-
sion echoed from his recent work on
another debut—Norah Jones’ Come
Away With Me, for which he was
awarded the 2003 Grammy as pro-
ducer of the year.

“I would take Melissa’s album
with me to a desert island,” says an
enthused Mardin, who, with indus-
try veteran lan Ralfini, is VP of
Manhattan, “Melissa is a singer’s
singer. She offers such heartfelt
interpretations of originals and
these incredible standards. She
sees each song in a visual way, sets
up a scene, and then sings as if
she’s telling the story she has cre-
ated—in much the mode that
Bette Midler operates. I really
believe in her.”

ERRICO

‘A lot of what
motivates me is
visual. I see a
character, but I also
see a period and I
plan a universe in
my mind. Then I
know what a song
needs to sound like.
—MELISSA ERRICO

tapped into my senses because I'm
an actress. The songs become a cock-
tail of the writers’ ideas and mine.”

Mardin adds, “There are so many
influences at work, and yet a stylistic
thread links all of these songs.”

Perhaps the most affecting track
is Joel's “And So It Goes,” sung oh-
so-serenely with a lone piano, played
by arranger Pasqua.

“I loved the line, ‘In every heart,
there is a room, a sanctuary safe and
strong.” ” Errico says. “There was a
feeling with Alan—just the way we
played it in his apartment the first
time—of taking care of each other
and being friends. Interpretive

in a sound studio where she
was required to scream, a la
a slasher movie. As a result,
she hemorrhaged a vocal
cord, requiring microscopic
surgery, and was ordered to
remain silent for six
months. Her road back re-
quired intense vocal thera-
py and a long absence from
the stage.

“I was so young and had
to be so disciplined; I had no
life and couldn’t express
myself—and remember,
there was no e-mail then,”
Errico says. “It’s made me
come to this record project
grateful and mature.”

In fact, Errico says that
she is just now again enjoy-
ing the full versatility of her
vocal cords: “It’s like I'm on
the other side now.”

Manhattan executives
realize that their prize
singer’s road to success in the music
business is also going to be a
methodical journey.

“It’s going to be a long haul; we
accept that. We know that Melissa
has to get out there and further build
her base,” Ralfini says. “She already
has a following in New York, San
Francisco, and Washington, so we’ll
start in those cities to expose her to
the press and show them that we're
serious about her.”

Errico is also looking for an appro-
priate U.S. summer tour, while her
team keeps a close eye on multi-
media opportunities,

“It’s important that she continue
her own path with television and
theater,” Ralfini says. “She has a
strong sense of self, so we believe in
whatever she feels is right for her
career. It will only add to the expo-
sure that she needs.”

Errico, who will appear in several
episodes of Darren Star’s upcoming
NBC series Mismatch, starring Ali-
cia Silverstone—possibly showcas-
ing her music from Blue—is also
eager to share the music with her
budding fan base.

“I'want to cast a spell over my live
show,” she says. “I see the evening as
a kind of evolving watercolor, a wash
of colors but still vibrant, [ want guys
to be playing with a subtle touch,
with a smoky, sexy quality in the air.
It's not just about catchy songs; it’s
about captivating all of your senses.”
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Woodward’s Debut Jump-Started On Web

Label: ‘Dumb Girls’ Downloaded More Than 1.5 Million Times

BY CATHERINE APPLEFELD OLSON

With a high-profile online campaign
powering early interest in her easily
relatable lyrics and soulful voice,
Atlantic artist Lucy Woodward already
is somewhat of a household name as
the label rolls out her debut album,
While You Cun.

Woodward's single "Dumb Girls” has
heen downloaded more than 1.5 mil-
lion times since she became an AOL
Music “Breaker” artist last fall, accord-
ing to Atlantic. The AOL relationship
has since snowballed to include a Ses-
sions@AOQOL performance, a video pre-
miere, and a listening party that was
held the night before the album’s April
1 street date, among other features.

Building on what Atlantic VP of
product development Peter Galvin calls
a “wide-reaching, grassroots promo-
tional campaign,” the label took the
song to hot AC, adult top 40, and pop
radio in January, and Woodward hit the
road for a two-month radio tour. The
campaign recently broadened to na-
tional TV with appearances on The
Farly Show and The Tonight Show
With Jay Leno.

Woodward also is filming promos

\4

WOODWARD

and recording liners and the jingle for
cable’s Women’s lintertainment Net-
work and has taped several shows for
MTV, including a “You Heard It First”
interview segment. Also, she hit the
malls with a Seventeen magazine tour.
Afull-blown club tour is slated to begin
this summer.

“The process went quickly with her,”
Galvin says. “We wanted as many peo-
ple as possible to hear her. We got
things done efficienitly.”

Although the past six morths have
heen a whirlwind, the 26-year-old
singer/songwriter is no newcoiner to

the music world. The daughter of two
classically trained musicians, she
refined her voice in the New York club
scene, where she was singing backup
and performing with various cover
bands by the time she was 16.

“We were raised with a lot of music
and art.” Woodward says. “From the
time I was 5 years old I was always
playing an instrument. By the time |
was 12, I knew I needed to make rec-
ords and sing.”

Woodward credits the new genera-
tion of such female rockers as Avril Lav-
igne, Michelle Branch, and Vanessa
Carlton—all of whom were featured on
AOL Music campaigns—for opening
previously wedged doors. “These are
girls with big electric guitars and great
pop songs, and they have paved the way
for people like me to come along.”

Woodward made the album with
producers Kevin Kadish and John
Shanks. “I loved being in the studio;
there was a great energdy,” she says. “We
decided to decorate, hang fabric on the
wall, and create a whole vibe. It was
truly amazing having folks like [famed
drummer] Kenny Aronoff come in and
play. These guys are some serious cats.”
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| pated in the panel

Piracy, Artist Development
Debated At Gospel Music Week

BY DEBORAH EVANS PRICE
NASHVILLE—DPiracy, profitability, and
the proliferation of new acts were
among the topics of interest as approx-
imately 3.000 participants gathered for
the Gospel Music Assn.’s (GMA) annu-
al Gospel Music Week convention April
5-10 at the Renaissance Hotel and
Nashville Convention Center (see
related story, page 7).

The event attracts representatives
from Christian radio, retail, record la-
bels, and others who attend seminars,
roundtables. and product presenta-
tions geared for participants attend-
ing different facets of the convention,
including the National Christian
Radio Seminar (NCRS).
Christian Music and
Video Retailers (CMV'R)
seminar and the Man-
agers, Agents, and Pro-
moters Seminar &
(MAPS). This vear's |
theme was “Zeal With |
Knowledge.”

Several of the indus- |
try’s key plavers partici-

“Facts, FFigures, and the
Future of Christian Mu-
sic,” which addressed
such industry concerns
as piracy. Moderator/Next Agency pres-
ident Scott Hughes shared statistics on
piracy and cited a survey in which two-
thirds of church youth-group leaders
admitted that young people in their
organizations download music, thus
proving the Christian industry is not
immune to such ills.

“Artist development is the ultimate
answer to the piracy issue.” EMI Chris-
tian Music Group president/CEO Bill
Hearn said, noting that if artists create
compelling music, consumers will pur-
chase the album. Hearn, Warner Bros.
Records Christian division president
Barry Landis, and Reunion Records
senior VP/GM Dean Diehl each stressed
the importance of not only maintain-
ing healthy bottom lines for their cor-
porate parents but also nurturing the
spiritual health and well-being of their

| acts. Hearn said. “A healthy artist is

going to produce better art.”

Despite the war and difficult eco-
nomic climate, registration was up this
year. Pre-registrants increased by 172
over last year to 1,193. GMA officials
anticipated additional walk-ups, not-
ing that about 150 people register on-
site each year. In addition to paid reg-
istrants, GMA attendance is bolstered
by artists, managers, and others.

“In uncertain times, economically
and othenwise, we are certainly thrilled
that our registration numbers have
held up and even increased slightly
over last vear,” GMA spokesperson Tri-
cia Whitehead said. “Overall, we'll have
more than 3.000 people gathered here
in Nashville with a shared passion for
Christian and gospel music.”

Among the week's highlights was
the annual “Monday Morning Live"

membership meeting, during which
the GMA confers seven special awards
and holds elections for the GMA board.
The Impact award, presented to the
non-artist individual or organization
making the most significant contribu-
tion to the Christian music industry,
went to Salem Communications’
“Fish™ radio stations. The first Fish
outlet launched in 2000 in Los Ange-
les. and the stations are now in 13 mar-
kets including Chicago. San Francis-
co. and Honolulu.

The outstanding mainstream con-
tribution to gospel music award is tra-
ditionally given to the person or entity
outside of the Christian music business
that helps take the
music to a wider audi-
ence. This year's hon-
oree was Elektra En-
tertainment Group
chairperson/CEO Sylvia
Rhone, who has been
involved in launching
several artists, among
them Yolanda Adams.
Songwriter/worship
leader/producer Brian
Doerksen was this
year’s recipient of the
international award.
recognizing a member
of the Christian music community who
has made an impact around the globe.

The lifetime achievement award is
presented to an entity that has been
involved in Christian music for more
than 20 years. This year's honoree was
113-vear-old music publisher the
Lorenz Corp. The Grady Nutt humor
award went to comedy duo Hicks &
Cohagan. The Scott Campbell award
for outstanding contributions in
broadcasting went to Jon Rivers, K-
LOVE music director and national
morning show co-host. The Rob Gre-
gory award recognizing major contri-
butions in radio went to KSBJ Hous-
ton GM Tim McDermott.

At the convention, Diamante-But-
terfly Distribution announced that
the company’s name was changing
to Butterfly International Distribu-
tion. Dan Huisinga, director of inter-
national sales and marketing at
Provident Music Distribution, has
been appointed to the newly created
position of VP of major accounts.
while Jim Clark—previously sales
director at Diamante Media
Group—will be VP of independent
accounts. Five new hires have also
been added to the sales team.

Among the most talked-about proj-
ects during GMA week was Hero. a
rock opera written by Eddie DeGarmo
and Bob Farrell that will be a major
event rolled out in September.

DcTalk's Michael Tait, Audio Adren-
aline’s Mark Stuart, Rebecca St. James,
T-Bone. and Skillet’s John Cooper are
among the artists lending their talents
to the project, which will include a
double CD. a comic book series, three
novels, and a live tour.

12

www. billboard.com

BILLBOARD APRIL 19, 2003



ARTISTS & MUSIC =~

Notes.

IN TANDEM: The relationship be-
tween an artist and a record label is a
partnership whereby the artist pro-
vides the label with music, and the
label provides the artist with a means
to distribute that music. The mutual
goal is to assure the most visibility
for the music and a certain level of
sales success.

Such is the central tenet of Motema
Music. which bowed in the first quar-
ter with percussionist Babatunde
Lea’s Soul Pools (released Feb. 25) and
the Lynne Arriale Trio’s Arise (issued

ARRIALE

March 25). “Our artists are partners
with us on a sales level,” founder Jana
Herzen says. “When they go out on
the road, it is their job to promote
their CD. and no one is a better sales-
person for the music than the artist.
If they perform well, people will pur-
chase a CD. At the same time, they
don't have the resources to create the
physical product. which is where we
corne in.”

Herzen says that several elements
are necessary for a project to succeed
at retail. “You need to have radio pro-
motion, you need a distributor [Mo-
tema is distributed through City
Hall], you need someone to do pub-
licity, and you need a certain amount
of print advertising. These things
seem obvious, but a lot of artists put
out CDs and do not get these things
from their label.”

The partnership extends to retail,
as Herzen explains: “I've been warned
not to spend more than $500 on art-
work for a CD because I won't get a
return on my investment, but ifa CD
looks bad, it is less likely to sell. We
contract attractive artwork for our
releases, which in turn gives our dis-
tribufor a better chance of getting
our CDs good placement in stores
and of giving stores a better chance
1o sell them.”

Arriale, whose manager, Suzi Rey-
nolds, is Motema's VP of artist de-
velopment, says that the label’s ap-
proach works well for her. On Arise,
the pianist and her trio interpret the

by Steven Graybow

familiar (Bill Withers’ “Lean on Me”)
and the unexpected (The Guess
Who's “American Woman”) with a
sophisticated approach that refer-
ences pop, jazz, and classical music.
“Our original material and choice of
covers allow us the opportunity to
reach a wide audience,” Arriale says.
“Music should give people a sense of
hope and comfort, and when the
tunes are already familiar with peo-
ple, we can then take them on a little
journey through our improvisations.
Motema’s insistence on presenting
our music as best as possible allows
us the greatest chance of reaching
our audience and beyond.”

DOUBLE DIGITS: In the mid-'70s,
Yasohachi “88” Itoh produced more
than 70 jazz releases for the Japanese
East Wind label by such artists as Art
Farmer, Andrew Hill, and Hank
Jones. With the advent of his new
Sony-distributed Eighty-Eight im-
print, Itoh is again producing f<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>