Jewel’s
New Shine

Page 13

10 Summer Fling

The vid release of Justin Guarini
and Kelly Clarkson’s summer
flick is pushed back amid objec-
tions from theater owners.

27 Black Music Month
Billboard delves into the her-
itage that has kept R&B
music—and the Isley Broth
ers—thriving for decades.

40 Mellencan{p’s Cover Story

John Mellencamp tackles
songs by Robert Johnson and
Hoagy Carmichael on covers
album Trouble No More.
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The Sky

After Near Crashes,
Satellite Radio Set To Soar

BY MARC SCHIFFMAN

Besides Tang and Velcro. the space
program had never done much for your
average Joe—until the advent of com-
mercial satellites.

Now, after precarious starts, two com-
panies may do to radio what satellite TV
companies are doing to cable TV. From

the far reaches of Earth orbit, they are
challenging a handful of voracious com-
panies that are hell-bent on dominating
the industry.

Widespread consolidation has un-
leashed on radio listeners a plague of cook-
ie-cutter music formats, overused syndi-
cation filler, repetitive playlists, and

(Continued on page 82)
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Music Biz
Mergers

Lose Gloss

‘Convergence’ Flop Hurts Values
BY BRIAN GARRITY

Should some of the world’s biggest music compa

nies change hands in the coming weeks or
months. don’t expect to hear much carnival

harking about “convergence.”

The term was spawned in the fever of the

tech-stock boom to justify such multi-bil-

lion dollar deals as the AOL-Time
Warner merger.

But the notion that convergence
—the marriage of content with dis-
tribution—could maximize the prof-

itability of media companies turned out to be as

illusory as the tech-boom itself.
“Convergence was a dream of investment bankers
(Continued on page 69)

Ricky Still Packs
Star Sales Punch

BY LEILA COBO

MIAMI—Ricky Martin has recaptured the
peak of the Top Latin Albums chart with the
best sales week ever for a Spanish-language
album in the U.S.

Almas del Silencio, released May 20 in the
U.S. by Sony Discos, enjoyed a first-week sales
total of more than 65,000 copies, according
to Nielsen SoundScan. The previous record-
holder was Luis Miguel's Romances, which
opened with 57,000 copies in 1997.

Almas del Silencio is Martin’s first Span-
ish-language studio set since his global break-

(Continued on page 83)
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ARTIST ALBUM PAGE

STAIND 14 Shades Of Grey

ALISON KRAUSS + UNION STATION Live

ETTA JAMES Let's Roll

STACIE ORRICO Stacie Orrico

JO DEE MESSINA Greatest Hits

Top Albums

SOUNDTRACK  Queer As Folk: The Third Season

VICKIE WINANS Bringing It All Together

REVIS Places For Breathing

ALKALINE TRIO Good Mourning

NORAH JONES Come Away With Me

BOB MARLEY AND THE WAILERS Legend

RICKY MARTIN Almas Del Silencio

DAVID BANNER Mississippi: The Album

SEAN PAUL Dutty Rock

The Matrix Reloaded: The Album

SOUNDTRACK Bend It Like Beckham

JUSTIN TIMBERLAKE Rock Your Body

ARTIST TITLE PAGE
3 50 CENT FEATURING NATE DOGG 21 Questions
_m UNCLE KRACKER FEATURING DOBIE GRAY _ Drih Away
.E MATCHBOX TWENTY Unwell
WQ DIAMOND RIO | Believe
O
-

DANIEL BEDINGFIELD If You're Not The One

RICKY MARTIN Tal Vez

50 CENT FEATURING NATE DOGG 210

50 CENT FEATURING NATE DOGG 214

AUDIOSLAVE Like A Stone
TRAPT Headstrong
JUSTIN TIMBERLAKE Rock Your Bod[

TITLE PAGE

TREASURE PLANET

THE HOT CHICK

PILATES FOR DUMMIES

SCOOBY-DOO MEETS THE HARLEM GLOBETROTTERS

50 CENT: THE NEW BREED

WWE: NO WAY OUT 2003

CATCH ME IF YOU CAN

CATCH ME IF YOU CAN

ARTIST

Senti

ANDREA BOCELLI

JOSH GROBAN Josh Groban

DIANA KRALL Live In Paris

NORAH JONES Come Away With Me

KIDZ BOP KIDS Kidz Bop 3

No. 1 on this week’s unpublished charts
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Top of the News

| 5 Listen.com offers CD burns
for 79 cents each through its
Rhapsody subscription service.

6 Last-ditch efforts to revise
media ownership limits are made
in anticipation of the Federal
Communication Commission’s
June 2 vote.

Artists & Music

13 The Beat: Elvis Costello

| promises “something quite
different” on his upcoming
Deutsche Grammophon project.

ELVIS COSTELLO

14 Damien Rice’s U.S. debut,

0, begins to catch on—David

Gray-style.

16 The Classical Score:

Pianist Christopher O’Riley

| returns with his new Odyssey set,
True Love Waits: Christopher
O’Riley Plays Radiohead.
18 Soundtracks: Pink’s “Feel

| GoodTime” is the lead single

| for the Charlie’s Angels: Full

| Throttle soundtrack.

 F— —
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CARLOS SANTANA

19 Touring: Pearl Jam’s 2003
tour continues to vield strong
ticket sales.

21 R&B: De Passe Entartain-
ment chairman/CEQ Suzanne de
Passe gives Billboard her take on
the music business.

23 Words & Deeds: This Is
Now!!!, Craig-G’s D&D Records
debut, is his first set in 12 years.

32 Latin Notas: Carlos San-
tana’s “Hoy Es Adids” takes him
another step closer to a possible
all-Spanish album.

35 Beat Box: Teamed as
M.1.X., PK Productions and Pas-
sionate Marketing provide various
services for labels and artists.

37 Country: Rounder Records
credits Rhonda Vincent’s work
ethic for the strorg start of her
new disc, One Step Ahead.
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RHONDA VINCENT

61 Songwriters & Publishers:
Leiber & Stoller Music Publishing
is still in business after selling
three indie catalogs.

62 Stadio Monitor: Surround
sound is finally achieving greater
prominence in music production.

Merchants & Marketing

43 A new poll indicates digital-
music consumers are likely to pay
for music downloads if the serv-
ice meets their expectations.

44 Dedlarations of Independents:
ATP Recordings offers full-blown

albums by the Magic Band at the
All Tomorrow’s Parties Festival.

45 Retail Track: Virgin Enter-
tainment Group plans to have the
entire chain linked to a new cen-
tralized automated replenishment
system by October.

QUOTE OF THE WEEK
@ Many of today’s artists just don’t kill me live.

I don’t see an overabundance of real artistry. 9

SUZANNE de PASSE.
Page 21
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58 Home Video: The industry
questions Flexplay Technologies’
plans to test-market EZ-Ds.

International

63 C(anadian retailers attempt
to ensure that labels deliver on
their marketing promises on
major new releases.

65 Global Music Pulse: Ter-
rorism fails to halt the 2003
Mawazine Rhythms of the World
Festival in Morocco.

Programming

70 Tuned In—Radio: Stations
continue to deliberate the influ-
ence of independent promoters
on radio.
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The music

industry’s most important
R&B Hip-Hop event of the year

» NEW ARTIST SHOWCASES

» AURN SALUTE TO THE FINALIST RECEPTION
» UP CLOSE N’ PERSONAL SUPERSTAR INTERVIEW

» BMI URBAN AWARDS SHOW (invitation only) Bl LLBOARD
» LIVING LEGENDS DINNER an unprecedented event R& B . H I P"H O P
honoriag the legends of R&B Hip-Hop AWARDS

» RADIO COVERAGE IN OVER 12 KEY MARKETS VIA AURN HONORING THE TOP URBAN ARTISTS OF THE YEAR
» OVER 700 ATTENDEES including Artists, Managers, Agents Lés'f Y?af's winners aﬂ_d performers included Usher‘,‘
Filmmakers, Internet Companies, Journalists, DJs, Producers DON'T MISS AURN'S - Ginuwine, Sean Paul. Timbaland, Hr. Cheeks. Rockwilder,
Publishing, Label Executives and more! NATIONAL RADIO Martin Luther. Stay tuned for this year’s lineuj.
NOW AT ITS NEW LARGER HOME . . .
» PROVOCATIVE PANEL SESSIONS covering the industry’s COVERAGE OF THE "?E j:m:ls. GLEASUN‘:HEMER,
current trends, issues ar challenges. Topics include: AWARDS SHOW! ' ‘ 3
ARTIST & MONEY MANAGEMENT, MARKETING /

DEAL MAKING , INDIE VS. MAJOR LABELS,

CROSSOVER, EMERGING TRENDS

A A ‘A

august 6-
miami beach

8

P A

iphep

AMERICAN URBAN RADIO NETWORKS NATIONAL COVERAGE TO

REGISTRATION & GROUP DISCOUNTS

Kelly Peppers 646.654.4643, kpeppers@billboard.com

AWARDS SHOW & PERFORMANCES

Michele Jacangelo 646.654.4660, bbevents@billboard.com

SPONSORSHIPS

Cebele Marquez 646.654.4648, cmarquez@billboard.com

AMERICAN URBAN RACIO NETWORK
Andy Anderson 212.883.2117, aanderson@aurn.com

HOTEL

The Roney Palace 305.604.1000
Make your reservations hefore 7,15
to receive discounted room tate of S159!

MIRMI BERCH UCA

Crezt11g Tourism Partnerships

for more info & to

OVER 450 RADIO STATIONS

NEW FOR 2003 . ..
THE LIVING LEGENDS FOUNDATION MENTORING SESSION

A session designed to escalate the professional development of artists,
writers and producers. This exciting session will allow participants one
on cne access to the hest in tie music industry.

BROADCASTING FROM THE CONFERENCE

BILLBOARD/AURN REB HIPHOP AURN's entertainment shows, USA Masic Magazine with
CONFERENCE & AWARDS Host JOKN MONDS. Hollywood Live with TANYA HART and
Superlams Survey.

PLUS...

AURN will conduct a six-week Natioral Radio Promozion that will bring
fucky listeners and their guests te tie Conference and Awards show.

.

register: www.billboardevents.com or call 646.654.4660
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Listen Offers 79-Cent Songs

BY BRIAN GARRITY

NEW YORK—In the first salvo aimed at Apple’s iTunes Music Store,
listen.com is lowering the price it charges for burnable tracks.

Those who subscribe to the company’s Rhapsody music service
will now pay 79 cents per track when burning songs to a CD. Pre-
viously, CD burns cost 99 cents. Rhapsody offers unlimited access
to on-demand streaming music for $9.95 per month.

The price cut follows a six-week trial conducted by Listen and
distribution partner Lycos in February and March, in which burn-
able tracks were sold for 49 cents.

Listen reports that there was a “dramatic increase in sign-up
rates” for Rhapsody throughout the course of the promotion.
Burning activity increased by more than 300% during the period.

Listen CEO Sean Ryan says the company concluded from its
49-cent burning trial that consumers are looking to buy CDs for
less than $10.

The company is also using the feature as a selling point against
pay-per-download services like Apple’s.

“This is an advantage of subscription services over a la carte,
Ryan says.

Subscription services can charge a lower price for CD burns
because their revenue streams are diversified.

These models for selling music—which have been in existence
for more than a year—have come under fire in the wake of the
iTunes launch.

Some music industry executives are questioning whether the
slow growth of operations like MusicNet, Pressplay, and Rhapsody
indicates that consumers are not willing to pay for access to music
on a conditional basis.

In response, operators of such businesses are seeking ways to
drum up consumer interest in their monthly-fee-based offerings.

Ryan points out that while subscriptions may not end up
attracting the same mass of consumer traffic that pay-per-down-
load services will, they will attract a more active, and perhaps

]

Arlt)ownsli;zeed
emis Begins
A New Era

BY ED CHRISTMAN

NEW YORK—Artemis Records’ recent move to Koch Distrib-
ution appears to have given the 4-year-old independent label
a new lease on life.

But some wonder how long
Artemis can carry on, as label
founder and CEO Danny Gold-
berg looks for new investors to
fund his quest to build an indie
powerhouse.

Since opening its doors in 1999,
Artemis has generated more than
$100 million in business, accord-
ing to the April 15 press release
announcing the Koch deal. That
would make it one of the most
successful indie start-ups of the
past decade, in terms of revenue.

But that has not stopped
rumors that New York-based
Artemis has been in trouble since
the exit earlier this year of the company’s prime investor, C&P
Capital Partners.

The speculation was further fueled by indications that the
company has run up substantial losses. In March, Artemis laid
off nearly half its staff. Then, its most successful act, Kittie,
and the band’s producer sued the label, claiming they are owed
$1 million in royalties.

Goldberg declines to comment on the Kittie lawsuit and dis-
misses speculation about the company’s financial uncertainty. He
concedes that C&P is no longer an active investor in Artemis, but
he notes that Michael Chambers, a principal in C&P Capital Part-

(Continued on page 84)
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more valuable, music-buying segment.

Listen reports that Rhapsody users are consuming 250 to 300
songs per month through on-demand streaming, in addition to
burning select tracks.

He says the Rhapsody model is a much more compelling option
for heavy music consumers because such consumption rates in an
a la carte environment are cost-prohibitive.

Rhapsody distribution partners like Real Networks are expect-
ed to play up that fact in marketing the service.

“All-you-can-eat is a proven model,” says Dan Sheeran, VP of
marketing at RealNetworks.

RealNetworks—which has an agreement in place to acquire lis-
ten.com—added Rhapsody to its RealOne suite of content serv-
ices May 28. RealNetworks has also stopped offering the MusicNet
subscription service.

Listen and other companies are still looking to get into the 2
la carte download business as well.

Subscription services, along with a host of leading media and
technology brands, are planning to slug it out with Apple in the
a la carte download business when a Windows-compatible version
of iTunes hits the market, possibly later this year.

But just how competitive the pricing environment is remains
to be seen.

Ryan says that a 79-cent price point would not necessarily work
with an iTunes-style business model.

Ryan says Listen is considering launching a pay-per-download
service. But he cautions that in a business model where no sub-
scription is required before buying downloads, the cost per track
will likely be more expensive.

Digital-music executives predict that download pricing, instead
of being a fixed cost, will ultimately be based on the nature of the
track, whether it is a hit, and how long it has been in the market.

And it will all be determined by whether the track is being sold
through a subscription service.

Ryan says, “This is not a one-size-fits-all market.”

Two Latin Labels
Get New Leaders

Sony Music Forms New Latin Division
BY LEILA COBO

MIAMI—In the midst of two high-profile executive exits in the
Latin music world, Sony Music International (SMI) announced
the creation of Sony Music Norte, a new Latin Music division that
will encompass U.S., Mexican, and Central American operations.

The departures of Oscar Llord as chairman of Sony Discos and
Rafael Gil, who is retiring as presi-
dent/CEO of EMI Recorded Music,
Latin, mark the end of two highly
influential and often confrontational
leaderships.

Kevin Lawrie, formerly president of
Sony Music Mexico, was named as
president of Sony Music Norte, effec-
tively replacing Llord. He reports to
Frank Welzer, chairman/CEO of Latin
America for SMI.

Llord is a maverick who often bent
the rules and took artistic and business
liberties that won him both praise and criticism during his seven-
year tenure at Sony Discos.

That Lawrie would succeed Llord had been widely speculated
within the industry for months. But Sony steadfastly denied
rumors that Llord was leaving or that Lawrie was coming in.

Still, the rumors persisted. While Lawrie had signed several
big-selling acts in Mexico—notably pop duo Sin Bandera, pop/rock
band Elefante, and, most recently, Natalia LaFourcade—Llord’s
recent signings failed to perform well on the charts.

But Sony Discos’ showing remained singularly strong, thanks
to the performance of such established acts as Shakira, Chayanne,
and Marc Anthony, whom Llord had not signed but had helped
develop in this market.

In tropical music, Llord signed veterans India and Brenda K.
Starr. At the end of the year, Sony Discos emerged as Billboard's

(Continued on page 69)
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Sertab Wins Eurovision Contest Handys Announced

BY FRED BRONSON

RIGA, Latvia—Turkey’s winning entry in the Eurovision
Song Contest, “Everyway That I Can” by Sertab, is off
to a jet-propelled start, thanks to advance work by the

staff at Sony Music.

“Three weeks before Eurovision,
countries all over Europe were
committed,” says Nanou Lamblin,
London-based VP of A&R. “When
we heard the track and saw the
video, we were ready to go. We
knew that if she won, it would help
the record to move faster, but it
was not a sudden shock. Every-

thing was ready.”
|  The single was released in
most European countries May 26,
just two days after claiming vic-
tory at the song contest, held at
Skonto Hall in the Latvian capi-
tal. France and Australia have
scheduled a June 16 release for
the single, and dates are pending
for the U.K., Argentina, Mexico,
and Colombia.

“Everyway That 1 Can” is
Turkey's first winning song in 25
attempts. It was written by its per-

former, Ser-
tab Erener,
and Demir Demikan, and was pro-
duced by Ozan Colakoglu. Colakoglu’s
biggest international hit is “Simarik”
by Turkish male pop singer Tarkan.
“We wanted a song with ethnic
flavor that would appeal to Western
listeners,” says Melih Ayragman,
managing director of Sony Music
Entertainment Turkey.

SERTAB

InThe News

* The WB TV network is aiming
for new music series Pepsi Smash
to become the largest U.S. music
series for top 40 acts. The one-
hour show—which premieres July
16 and will air at 9 p.m. ET
Wednesdays—features live per-
formances and a music count-
down. Pepsi is the show’s primary
sponsor. It is the first time in vears
that a U.S. broadcast TV network
has committed to a weeknight
prime-time music series featuring
top mainstream acts. Veteran TV
producer Joel Gallen of Tenth
Planet Productions will executive-
produce (Billboard, April 19).
Sources say that Beyoncé Knowles
and Evanescence are among those
in talks to appear on the show.

* A California bill that would make
it a “fiduciary duty” for record
labels to accurately calculate roy-
alty earnings owed to artists living
in the state passed the Senate May
29 by a 22-15 vote. Authored by
Sen. Kevin Murray, D-Culver City,
bill No. 1046 now goes to the
Assembly, where it must be voted
on by September.

Supporting Sertab onstage in Riga were two dancers
from Germany and one from Austria. “We said the music

Ayragman adds.

and choreography should represent East meets West,”

Erener will be promoting the single throughout Europe

as early as next week. She is scheduled for an appearance on

the German edition of TV show Top of the Pops.

She also has a scheduled June 6 visit to Radio Stock-
holm’s P5—one of the first stations in Europe to add the
song, according to its music director, Robert Jonsson.

“It’s a good song that reminds me of the Tarkan hit,”
explains Jonsson, noting that he added Sertab to the playlist
three days before the contest after hearing the song on a
Eurovision CD released by CMC/EMI in Denmark.,

Erener, who was born in Istanbul, released her debut
album in 1992. Three more albums have followed.

She recorded “One More Cup of Coffee” for a Bob Dylan
tribute album, and Dylan liked her version so much he
included it in the soundtrack of soon-to-be-released movie
Masked and Anonymous.

A collection of Erener’s songs will be released in Europe
at the end of June, featuring songs in English and Turkish,
according to Lamblin.

Eurovision runner-up “Sanomi” by Belgium'’s Urban Trad
could also see a Pan-European release. The roots-based folk

group's second album, which includes its Eurovision entry,

was sent to all Universal Music managing directors in
Europe after the contest, according to Bert Van Roy, prod-
uct manager for Universal Music Belgium.

FCC Plans For Loosening
Limits Likely To Proceed

BY BILL HOLLAND

WASHINGTON, D.C.—Opponents
predict the plan to further relax media
ownership regulations will go forward
in a June 2 vote, but they are confi-
dent that they’ve brought public
attention to the issue.

Despite the expected 3-2 vote by the
Republican-led Federal Communica-
tions Commission (FCC), opponents
say they have created citizen concern
that media controlled by big corpora-
tions could stunt diversity.

The changes, advanced by FCC
chairman Michael Powell, will allow
newspapers to acquire TV and radio
stations in their markets, raise the
broadcast networks’ national audi-
ence cap from 35% of a market to
45%, and increase the number of
cities in which one company can own
multiple TV stations.

Democratic commissioners Michael
Copps and Jonathan Adelstein held a
roundtable discussion of the issue May
26 at FCC headquarters.

Representatives from 27 opposition
groups across the political spectrum
attended, ranging from the National
Rifle Assn. (NRA) to the American Fed-
eration of Radio and Television Artists.
Powell and two Republican commis-
sioners were invited but did not show.

“If you like what happened to radio
after we abandoned concentration
protections there,” Copps tells Bill-
board, “just wait till you see what's
coming down the pike for radio, TV,
and newspapers.”

Within a two-week time period, a

year-long grassroots effort by liber-
al public interest groups to stop
deregulation has suddenly become
front-page news.

This is mainly a result of the added
voices of conservative organizations
such as the NRA, which has staged an
all-out effort to oppose the rule change.
Those groups are concerned that
deregulation will reduce the amount of
conservative viewpoints on the air.

Sources within the FCC tell Bill-
board that months before the NRA
joined the call, liberal public interest
groups had pushed the FCC to back
away from plans to lift radio owner-
ship caps from eight stations in a
market to 10.

The FCC says it has received more
than 500,000 comments from the pub-
lic in recent weeks regarding this issue.

By early May, the FCC’s Web site
had received more than 9,000 com-
ments from unaffiliated individuals,
all but 11 opposing rule changes (Bill-
board, May 24).

“When's the last time the FCC
received half a million complaints?”
Copps asks. “Until it threatened to
undermine media protections, most
people didn't even know what the
FCC was.”

The headlines follow calls from leg-
islators on both sides of the aisle for
the FCC to hold off on rule changes
until there is further study of the pos-
sible ramifications of changes.

Common Cause and MoveOn.org
launched a $250,000 opposition press
campaign last week, placing ads in the
major dailies on May 28.

Copeland Leads Award Wins
BY CHRIS MORRIS blues album of the year honors, and
the R&B singer was tapped as soul
Vocalist Shemekia Copeland led male artist of the year. Charlie Mus-

the field at the 2003 W.C. selwhite was named con-
Handy Blues Awards, col- temporary male artist of
lecting three trophies the year and blues instru-
during the May 21 cere- mentalist (harmonica).
mony at Memphis' Or- B.B. King repeated as
pheum Theatre. blues entertainer of the
Copeland’s Alligator al- year, while Magic Slim &
bum Talking to Strangers the Teardrops scored as
was named blues album blues band of the year.
of the year and contem- The Handys are pre-
porary blues album of the sented by the nonprofit,
year, and the singer was - Memphis-based Blues
named contemporary fe- COPELAND Foundation. They are
male artist of the year. voted on by more than
Two blues vets scored multiple 13,000 international blues fans.
wins. Solomon Burke's Don't Give Up A complete list of winners is available

on Me (Fat Possum/Anti-) took soul at billboard.com/bb/awards/index.jsp.

Market Watch

A Weekly National Music Sales Report
YEAR-TO-DATE OVERALL UNIT SALES

2002 2003
Total 257,228,000 234,876,000 (=8.7%)
Albums 251,435,000 231,164,000 (<8.1%)
Singles 5,793,000 3,712,000 (<+35.9%)
YEAR-TO-DATE SALES BY ALBUM FORMAT
2002 72003
cD 237, 101,000 222,746,000 (<6.1%)
Cassette 13,721,000 7,685,000 (= 44.0%)
Other 613,000 733,000 (<+19.6%)
. OVERALLUNITSALES
This Week 10,628,000 This Week 2002 11,684,000
Week 9,811,000 Change <9.0%
<8.3%
This Week 10,431,000 Veel 2 11,488,000
9626000  Cha <9.2%
Changs <8.4%
(T Tk S RS SALES - - - e LR
This Weel 197,000 This Week 200: 196,000
185,000 <0.5%
Jange <6.5%
YEAR-TO-DATE CD ALBUM SALES BY GEOGRAPHIC REGION
2002 2003
12,469,000 12,114,000 (= 2.8%)
31,393,000 29,078,000 (<>7.4%)
35,764,000 33,316,000 (<+6.8%)
14,703,000 13,897,000 (<5.5%)
45,481,000 42,928,000 (<>5.6%)
o 35,429,000 32,867,000 (<7.2%)
17,589,000 16,800,000 (<4.5%)
44,273,000 44,747,000 (+5.7%)
ROUNDED FIGURES FOR WEEK ENDING 572503
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‘Idol’ DVD Pushed Back

BY JILL KIPNIS

LOS ANGELES—A six-week window
between a film's theatrical debut and
its home video release may be too
ambitious.

According to Billboard sister pub-
lication The Hollywood Reporter,
Twentieth Century Fox Studios has
dropped its plans to use a six-week
window for From Justin to Kelly after
a group of theatrical exhibitors said
they would not play the film if that
time frame was followed.

The romantic comedy, featuring
American Idol first-season stars Kelly
Clarkson and Justin Guarini, is now
expected on video in early September.
The film opens June 13 in theaters.

A Twentieth Century Fox Home

Entertainment representative tells
Billboard that an official release date
for the video had not been set. The
company does not choose video
release dates prior to the film’s the-
atrical debut.

The Fox representative also says that
it would not be surprised if theatrical
exhibitors were upset over a six-week
video window. Exhibitors were con-
cerned that they would not reap maxi-
mum benefits from heightened con-
sumer interest in the American Idol TV
series, The Hollywood Reporter says.
The second installment of the show
ended May 21 (Billboard, May 31).

According to a number of studios
and retailers, the studios’ need to max-
imize marketing dollars has led to
shrinking windows (Billboard, May 3).

Home videos have traditionally
come out six to eight months after a
theatrical opening, though a three- to
five-month window is fast becoming
the norm as theatrical runs are also
becoming shorter.

The proposed six-week window
may have been difficult to execute.
Studios have expressed concern over
the ability to create extra features for
DVDs if windows increasingly hover
near three months.

Additionally, retailers have said that
creating appropriate marketing cam-
paigns in a shorter time frame is
more challenging.

But video divisions are more likely
to benefit from the afterglow of the
theatrical marketing campaign the
sooner the title makes it to stores.

MTV Buys Into Game One

BY GORDON MASSON

LONDON—MTYV Networks Europe’s aggressive expan-
sion plans are taking the group outside of pure music TV.
The broadcaster has purchased a 50% stake in Paris-

“Games are played by everybody,” he notes. “There’s
no geographical boundaries.”

Game One advertising sales will be represented by
MTV France’s sales house MTV Publicité, enabling the
partners to offer advertisers marketing opportunities

based videogames channel Game One

through a partnership with French media
company Atari.

A 24-hour, local-language channel
devoted solely to games, Game One is dis-
tributed to 3.5 million homes on all cable
and satellite platforms in France. Financial
details of the deal were not disclosed.

MTYV hopes to leverage Game One’s
niche audience expertise to create oppor-
tunities for co-production and cross-pro-
motion. Game One, meanwhile, will tap
into MTV's global network to fuel its
expansion ambitions.

Simon Guild, COO of MTV Networks
Europe, tells Billboard that Game One “is
at break-even today. We want to get our
music team in to work closely with their

with a combination of games- and music-
related packages.

Guild says that 12- to 20-year-olds
"spend as much time playing videogames
as they do watching TV, and they may
even spend more money on games than
they do on music. We have to educate our
staff on what this is all about, so they can
spot opportunities and possibilities, and
then we can tap into [Game One’s|
expertise when it comes to actually cre-
ating new channels.”

The management structure of Game
One, which has a staff of 20, will remain
the same, with CEO Michael Sportouch
presiding over operations and reporting to
a board appointed by Atari and MTV.

The Game One deal marks the next step

Popular Artists Will
Cover Porter In Biopic

BY CARLA HAY

NEW YORK—Now that the Acade-
my Award-winning mega-hit Chica-
go has ignited a comeback for movie
musicals, several hit artists are get-
ting in on the action. The Cole
Porter biographical musical Just
One of Those Things is one way.

The MGM movie will feature Sheryl
Crow, Elvis Costello, Alanis Moris-
sette, Diana Krall,
Natalie Cole, Robbie
Williams, and Vivian
Green singing and
dancing to the music of
Porter while re-enact-
ing scenes from his life.

The film’s director.
Irwin Winkler, says, “A
whole new audience
will be exposed to
[this] music because of
these artists.”

The confirmed mu-
sical numbers are: Crow (“Begin the
Beguine”), Costello (“Let's Misbe-
have”), Morissette (“Let's Do It, Let’s
Fall in Love"), Krall (“I Get a Kick out
of You" and “Just One of Those
Things"), Cole (“Everytime We Say
Goodbye”), Williams (“It’s De-Love-
Iy"), and Green (“Love for Sale”).

Just One of Those Things produc-
er Rob Cowan says that initially, the
movie was not a musical, “but it
evolved into one because of all the

WINKLER

musical numbers. We wanted hip,
contemporary artists to make this film
more accessible.”

Cowan adds that as many as four
more numbers will be filled by differ-
ent artists. “They include the scenes
for the songs ‘I Love You,” ‘What Is
This Thing Called Love,” and ‘Wake Up
and Dream,’ " he says.

The movie will star Oscar winner
Kevin Kline as Porter and Ashley
Judd as his wife, Linda.
Kline and Judd sing
and dance in the film
and duet on “In the
Still of the Night.”

MGM Music execu-
tive VP Anita Camarata
praised the Cole Porter
estate; Porter’s music-
publishing administra-
tor, Warner/Chappell;
and the artists for their
cooperation.

Sony Music Sound-
trax, the record company behind the
Chicago movie soundtrack, will
release the soundtrack to Just One of
Those Things. Both it and the film are
due in 2004. The soundtrack will con-
sist entirely of Porter’s songs, accord-
ing to the soundtrack’s creators.

Sony Music Soundtrax president
Glen Brunman says, “Just One of
Those Things is similar to Chicago in
that the musical performances are so
seamless in this movie.”

team and hopefully generate a slightly better business

environment.”

Guild says the next step will be to expand Game One’s
reach into other territories around Europe, perhaps as

early as this year.

in MTV's global expansion strategy. In the past year, MTV

has launched 13 channels in Europe, Asia, and Latin

America. In addition, MTV Networks Europe acquired
TMF Holland, TMF Belgium, and Dutch kids brand
Kindernet in 2001.

Universal One-Stop Liquidates

BY ED CHRISTMAN

NEW YORK—Universal One-Stop,
which filed April 10 for Chapter 11
protection, has announced its inten-
tion to liquidate.

Harold Lipsius, Universal One-
Stop owner and founder, says he
abandoned his hope to reorganize
under Chapter 11 protection when
Universal Music & Video Distribu-
tion (UMVD) refused to sell the
company product, under a 546-G
arrangement.

“That killed us, because we
couldn’t operate with only four
major labels,” Lipsius says.

UMVD could not be reached for
comment. But as a result of the dif-
ficult times that the music industry
is experiencing, the company has
become conservative in its approach
to selling one-stops.

According to Michael Bloom, a
partner in the Philadelphia-based
law firm of Morgan, Lewis & Bock-
ius, who represents the majors,
“The debtor announced it will file
a liquidating plan, perhaps as early
as June 13, which will include pay-
ment to Wachovia, the return of
inventory to majors, and recovery
from accounts receivables, which
hopefully will provide payment to

other creditors.”

Wachovia provided Universal
One-Stop with a revolving credit
facility, which was said to be drawn
down about $1 million at the time
of the filing.

At that time, Universal One-Stop
inventory was considered to be
about $6 million. Wachovia and the
majors’ loans are secured by Uni-
versal One-Stop assets, with the
bank being the senior lender.

Universal, which opened its doors
in 1955 as an independent distribu-
tor, currently has about 60 employ-
ees. All will lose their jobs as a result
of the closure of the company.

GEORGESON

RECORD COMPANIES: Frances
Georgeson is promoted to senior VP
of international marketing for Arista
Records in New York. She was VP of
international marketing,

Traci Swartz is named director of
production for Shout! Factory in Los
Angeles. She was director of produc-
tion for Rykodisc.

John McDonald is named head
of sales for Artemis Records in New
York. He was manager of retail
marketing for Koch Entertainment
Distribution.

PUBLISHING: Brentwood-Benson
Music Publishing promotes Shawn
Hibbs, previously VP of sales, to VP of

sales and marketing; Rob Collins,
previously manager of sales and cus- |
tomer service, to director of market-
ing; Marvin Copaus, previously team
leader/outhound sales representative,
to training supervisor; Joel Shoe-
make, previously team leader/out-
bound sales representative, to man-
ager of sales and customer service;
Maury Davis, previously outhound
sales representative, to team leader/
outbound sales representative; Mark
Box, previously team leader/out-
bound sales representative, to retail
sales supervisor; Helen Shy, previ-
ously inbound sales representative, to
outbound sales representative. They
are based in Nashville.
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ELVIS RETURNS: Elvis Costello, who
was honored with the Founders Award
at ASCAP’s annual Pop Awards May 20,
has wrapped up a new album for
Deutsche Grammophon. The still-
untitled project is to be issued Sept. 23.

“It will be something quite differ-
ent,” he promises. “It’s all original
songs written at the piano. There are
11 songs and they are among the most
direct I've ever written lyrically, and,
musically, [ hope they do something
new. 've written all the orchestrations
myself. The orchestration ranges from
a 35-piece ensemble to solo piano, so
there’s quite a range, but it’s all of one
piece. It kind of can be heard as a story
—there’s a thread
running through
it.”

Additionally, Cos-
tello says he plays
guitar on only one
track and his sing-
ing style is different
for this project. “I'm
singing exclusively
in my speaking reg-
ister, everything in
baritone range, with
the exception of
maybe four notes
on the record that
go above middle C.”

Costello says the
“gentle oral educa-
tion in music” his parents provided
him with has kept him in good stead
during his years as a songwriter. “As a
consequence, when I'm looking for a
model for my songwriting, depending
on the mood I'm in and the thing I'm
trying to say, it might be Howlin’ Wolf,
Rodgers & Hart, or it might be some-
thing currently on the chart. You have
tc keep an open mind.”

SEVEN SIGNS: Hot songwriter/pro-
ducer 7 Aurelius (Ashanti, Lou Reed,
Jennifer Lopez) has launched a joint
venture with Island Def Jam named
Aurelius Records. The first two sign-
ings are female artists M, whom Aure-
lius likens to Lopez. and Cree, whom
Aurelius says reminds him of Mary J.
Blige. Aurelius says he felt like he
needed his own label to achieve his
goals. “This is the best way for me to
go in this industry, and [it] means
complete expression for my vision and
direction. I have to have [my own
label] as the platform to really do that.”

SE HABLA ESPANOL: Backstreet Boy
Howie Dorough is set to start work on
a solo album that will include songs in
both English and Spanish. He tells

COSTELLO

Billboard that during the Backstreet
Boys’ current break, he decided to
shop some of his songs—he has had
tunes cut by Mandy Moore and K-Ci &
JoJo, among others—and those dis-
cussions led to his own project.

“It will be a Latin-influenced album,”
Dorough says, “but it will have an inter-
national feel so it’s not just caught in
South America. I never want to neglect
the fans in Japan, Europe, Canada, or
America.” He expects producers to pos-
sibly include Emilio Estefan, Rudy
Perez, and Steven Morales.

Though details haven’t been final-
ized, Dorough says the project will
most likely be a joint venture between
BMG Latin and Jive.

CHICK CHIC: 1t will
be Ladies Night
June 2 when Judy
McGrath, president
of the MTV Net-
works Music Group,
is honored at the
28th annual Hu-
manitarian Award
Gala for the TJ
Martell Foundation
in New Yark. Among
the performers will
be Blige and Michelle
Branch. Sharon Os-
bourne will present
McGrath her award.
Token male Jon Stewart will be the
evening’s host.

HAIL TO THE CHIEFS: The National
Academy of Recording Arts and Sci-
ences has elected its 12 new chapter
presidents, nine of whom are serv-
ing second terms.

The presidents for 2003-2004 are
Atlanta: Jermaine Dupri, CEO, So So
Def Records/senior VP, Arista Re-
cords; Chicago: Michael Freeman,
president, Coach House Music; Flori-
da: José Tillan, VP of music and tal-
ent, MTV/Nickelodeon Latin Ameri-
ca; Los Angeles: Jonathan McHugh,
VP of creative development, Jive Re-
cords; Memphis: Jimmy Davis, sing-
er/songwriter; Nashville: Paul Cor-
bin, VP of writer/publisher relations,
BMI; New York: Phil Galdston, song-
writer/producer; Pacific Northwest
(Seattle): David Meinert, owner,
Fuzed Music; Philadelphia: Helen
Bruner, singer/songwriter/producer;
San Francisco: Anthony Brown,
artistic director, Asian American
Orchestra; Texas: Terry Lickona, pro-
ducer, Austin City Limits; Washing-
ton, D.C.: Robert Aubry Davis, radio
personality.
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Jewel Just Having Fun These Days

After Three Serious Sets, Singer Embraces Pop, Plays Up Sexuality

BY CHUCK TAYLOR

It took three albums for Jewel to
convince us that she’s an earnest
woman with a message and a guitar.

Now, forget about it.

With the June 3 release of her
0304, this girl just wants to have
fun. The 14-song Atlantic Records
set finds the heady singer/song-
writer relinquishing her folk/pop
roots to explore electronic beats
and uptempo melodies, _
taking her out of coffee- |
houses and onto the
dancefloor.

“I've always been con-
sidered a very serious
artist,” says Jewel, 28.
“This is my pop culture
record. The world is
complicated and hard, |
and people want to be |
able to lose themselves
in the rhythm. People
want to feel young and
sexy and smart; and like
things are OK—includ-
ing me. That is the only
image | had writing
these songs. This is a
happy record.”

Jewel called on Les-
ter Mendez—who has
worked with Shakira,
Santana, and Enrique
Iglesias—to collabo-
rate through the pro-
cess of songwriting,
arranging, and produc-
ing the album.

“I'd always thought
electronic music was
cold and pat and not very creative.’
she says. Yet she decided to try the
remix treatment on “Serve the
Ego,” a single from her previous
This Way.

The end result not only resonat-
ed personally but lifted Jewel to No.
1 on the Billboard Hot Dance Club
Play chart.

“I found a way to use beats that
suits me,” she says. “Now, I see that
it's like being a painter who says
they will never use red or yellow.
Why limit yourself that way?” She
adds, “I intend to work with Lester
for the rest of my life. I can't tell you
how powerful a musician he is.”

Jewel also went about the song-
writing process in a way that was
novel for her: “Usually, when it's
time to make an album, I compile
songs from my catalog; I've always
had a lot in stock. This is the first
time ['ve written a record from
beginning to end, really exploring

J

where current culture is heading.”

As a result, Jewel—who signed
with EMI Music Publishing at the
beginning of May—and Mendez
recorded and mixed the record in a
rapid-fire eight weeks.

First single “Intuition” gives lis-
teners a clear indication of Jewel’s
new stylistic gleam.

The song opens with an accor-
dion and rallies like a gypsy carni-
val, with an army of marching

beats and creamy layers of harmo-
ny coming from behind.

GETTING SEXIER

The videoclip, directed by Marc
Klasfeld, prompted an even bigger
surprise: Jewel playing up her sex-
uality before the camera.

“It’s true, I've always held back; I
always believed you can’t be smart
and sexy at the same time,” she
admits. “But at this point. people
know who I am and what I stand
for, so I feel like I can play with that
image and offer some irony.”

That’s not to say that 0304 is
shallow. As usual, Jewel lavers her
songwriting, allowing listeners to
dig as deep as they choose to.

“If you look at it just for the beat
value, then this is a fun record. But
if you want to go deeper, there are
as many levels of irony as you
want,” Jewel says. “If you want to
hear what I've learned about the

world and what ['ve been through
in my life, it’s there.”

Atlantic Records Group co-pres-
ident Ron Shapiro says, “This is a
young woman who has always been
in command o her talent, her
beauty, her intelligence, and her
desire to be impactful. She's in a
unique position to take the credi-
bility of a lauded singer/songwriter
and show that vou can be funny
and provocative.”

SINGLE GOES TO
RETAIL, TV

The label’s initial
plan of attack was to
place “Intuition” at
mainstream and adult
top 40 radio. It is cur-
rently No. 30 on The
Billbcard Hot 100.

Atlantic backed the
! release with a commer-
cial single May 6 and a
maxi-single including
dance mixes of the
song and video footage
May 13.

Jewel also inked a
deal with Schick razors
to use “Intuition” as the
music for a national TV
ad campaign to launch
the cempany’s new all-
in-one shaver, called
Intuition. A related con-
cert event was held May
10 in New York’s Central
Park, where she sang
the song.

In addition to a bar-
rage of morning and
night time talk-show appearances,
Jewel was also on the roster at
this year's VHI Diva Duets con-
cert May 22.

She also continues to back a
number of personal causes, includ-
ing talent search Soul City Cafe,
which will award the winners with
opening slots on her next tour (not
yet scheduled); and Higher Ground
for Humanity a foundation
launched with her mother and
manager, Lenedra Carroll.

But foremost—for now—Ilet the
beat be heard.

“It always takes time to know
what somebody s capable of; peo-
ple have watched my learning
curve since the bYeginning,” Jewel
says. “I've tried as much as [ can to
be honest, and I've been lucky
enough to do this job according to
the morals and principles that suit
me. Now, I'm ready for this album
to be heard.”

BILLBOARD JUNE 7, 2003

www.billboard.com

13



now from Billoeard.

The hest source of venue
information for promoters,
producers, agents, managers
and event planners.

2003 AudArena Guide

2003 Internati‘é)rval Gl}nde‘

You get detailed information on the
venues including:
CONTACT INFORMATION
CAPACITIES
STAGING CONFIGURATIONS
SERVICES
MARKETING POPULATION
TICKETING RIGHTS
PLUS, an entire FACILITY BUYER'S
GUIDE listing those who supply
and service the arena industry.

For faster service order online @
www.orderbillboard.com
or call toll-free 1-800-745-8922
International: 815-734-1216

Or send payment for $99 plus $7 shipping & handling

(515 for international orders) with this ad to:

Billboard Directories, PO EBox 2011, Marion, OH 43306.

Add appropriate sales tax in NY, NJ, CA, TN, MA, IL PA, OH, VA & DC.
Orders payable in U.S. funds only. All sales are final.

To advertise,
Lee Ann Photoglo: 615-321-4294 » laphotoglo@billboard.com
Cynthia Mellow: 615-321-9172 * cmellow@billboard.com

BDAA2160

. ARTISTS & MUSIG

Rice Follows On Rungs
Of Gray's ‘Ladder’

BY WES ORSHOSKI

Listening to emerging Irish singer/
songwriter Damien Rice outline how
his career has blossomed during the
past year, it’s tough to deny the many
similarities to David Gray and the path
of his breakthrough album, White
Ladder.

Not only are there peripheral sim-
ilarities between Rice and Gray—
their work is mostly built on an
acoustic guitar, they share the same
management, etc.—but the birth and
growth of the newcomer’s debut, O,
mirrors the fabled beginnings of
White Ladder.

Both albums marked new musical
approaches, new directions partially
born out of each’s frustrations with the
music business.

Gray, without a label for the third
time in roughly as many years, retreat-
ed to his English basement and began
experimenting with drum machines,
beats, and loops for the first time.
Career-wise, he had nothing left to lose
and everything to gain.

As a member of little-known band
Juniper, Rice scored a deal with Poly-
Gram Ireland in the mid-'90s. Yet after
being pressured by his management
to come up with more uptempo, radio-
ready singles, he left the group, disil-
lusioned and disappointed with the
experience.

A few years later, after some
extensive traveling throughout
Europe, Rice—also with everything
to gain—returned home and began
writing O. (The set is being issued
June 10 in the U.S. through Ken Lev-
itan and Jack Rovner’s new Vector
Recordings label.)

The buzz on both records began in
Ireland. White Ladder was a full-
fledged hit in Ireland and was build-
ing in the U.K. long before it neared
platinum status in the U.S.

DOUBLE PLATINUM

Since its February 2002 release in
Ireland, O (issued on Rice’s own DRM
label and distributed by Ritz) has been
certified double-platinum in that
country for sales of more than 30,000
copies and it is heating up in the UK.
(After being issued last summer
through 3MV, O was recently rere-
leased in the U.K. with distribution
through Warner Bros.)

What’s more, the true groundswell
on both albums in the U.S. can be
traced to the same person: Nic Har-
court, music director at Santa Monica,
Calif.-based noncommercial KCRW.

Now all that's left for Rice is to sell
some 3 million or 4 million records
worldwide, right?

Thanks to Harcourt, he’s off to a fine
start in the U.S.

An adventurous programmer who
is always seeking new artists, Harcourt
received a copy of O shortly after its

Irish release from Rice’s management
team, Bernadette Barrett and Rob
Holden at London-based Mondo.

It was one in a pile of albums Har-
court was sifting through one Sunday
morning while returning e-mails.
Because of the sheer number of discs
he is sent, he says he usually gives the
first couple of songs on each disc a lis-
ten, then moves on.

Yet, with the quiet, affecting O, he
soon found himself three or four
songs deep. The next day, he played it
on his influential morning show,
Morning Becomes Eclectic. Harcourt
has been playing tracks from the

album ever since.

“It just stood out from the pack,” he
says. “You start to listen to the lyrics,
and you realize that you're listening to
a songwriter. You're not listening to
somebody who's making music just
because they want to be on the radio
or on Top of the Pops in England or
something like that.

“You're listening to someone who is
writing songs about their life and their
relationships, and it just draws you in.”

Starting a year ago, Harcourt says
he “pounded the crap out of O. I just
fell in love with it so deeply that [ want-
ed to share that with the world.”

After Harcourt embraced the en-
veloping, somber relationship songs
on O, U.S. majors across the board and
a number of U.S. independents soon
phoned Mondo.

“[KCRW] started the whole ball
rolling, really,” Barrett says. “It opened
a number of doors that we had not
even considered knocking on yet.”

Indeed, after his earlier experiences,
the 29-year-old Rice had approached
pretty much every aspect of the busi-
ness side of his life with great caution.

After setting up DRM, Rice was
quite content to continue without a
label or manager. But as buzz began
building in Ireland and the U.K., he
found it impossible to juggle playing
and writing with management, book-
ing, and publicity tasks.

What began with the hiring of a

publicist led to his teaming with the
like-minded Barrett, the KCRW air-
play, and noteworthy critical enthusi-
asm on both sides of the Atlantic.

Thanks to KCRW, Rice played three
sold-out club shows in Los Angeles in
February. He stills finds it hard to
believe, considering he had neither
been to the city nor released an album
in the U.S. yet: “It was nuts, nufs.”

‘BLINDING FOCUS’

The songs on O, Rice says, origi-
nate from “a complete focus, an al-
most blinding, passionate focus on
something that I didn’t quite have or

didn’t quite understand or couldn’t
quite attain or hadn'’t quite attained
at that point.”

They’re perhaps strung together by
confusion, he says. “ ‘The Blower's
Daughter,” for example, is this obses-
sion with somebody [ just couldn’t get
to communicate enough with to get to
a point of understanding of what was
goingon. . . Idon’t know if [ was actu-
ally falling in love with the person or if
[ was just obsessed, enchanted maybe.”

Making the songs that much more
moving is the potent contrast of Rice’s
vocals with those of his angel-voiced
singing companion, Lisa Hannigan.

Considering former RCA president
Rovner’s hands-off approach to the cre-
ative side of things, Vector makes a
proper licensee of O, the first album to
be issued by the WEA-distributed off-
shoot of Vector Management.

Rovner (who was instrumental in
Gray's career while at RCA) says
Holden and Rice’s U.S. booking
agent, Marty Diamond, brought the
artist to his attention. He pursued
the deal after a show in London.

“He was an exceptional perfor-
mer,” Rovner says, adding that he
was drawn to Rice’s “incredible
charisma, his confidence, his inter-
pretation of the songs—even though
they were different than they were
on the album. He’s just an incredi-
bly gifted performer. He takes you on
a journey.”
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Gahan Makes Solo Bow

BY WAYNE HOFFMAN

After more than two decades as
Depeche Mode’s lead vocalist, Dave
Gahan is singing a different tune:
His own.

Paper Monsters, due June 2 on
Reprise Records, marks

at the helm, Paper Monsters was
recorded in 10 weeks last summer
at New York's Electric Lady Studios.

The songs range from such
dreamy, slow tracks as “Hold On”
and “Stay” to harder, darker fare
like “Black & Blue Again” and the

Gahan's debut as a solo
artist and his first stab at
songwriting.

“This is my story,” he
says. “I'm finally getting
to reveal who [ am and
what I'm about.”

Three years ago, after
Depeche Mode finished
touring to support Sin-
gles 86-98, Gahan’s
friend, drummer Victor
Indrizzo, introduced him
to guitarist Knox Chan-
dler, who has worked
with the Psychedelic
Furs and R.E.M. The two
started writing songs
together in Chandler’'s
home studio in New York’s East Vil-
lage—a short trip from Gahan's
home in the West Village.

“It felt so natural, [ don't know
why [ hadn’t done it before,” Gahan
says.

When Gahan stopped to work on
Depeche Mode's Exciter weeks later,
he had already written a dozen
songs.

“He's incredibly musical,” Chan-
dler says. “He's not just a singer in a
band.”

After Exciter was finished and the
accompanying tour ended, Gahan
returned to his solo project. With
producer Ken Thomas (Sigur Ros)

“Dirty

set opener and lead single,
Sticky Floors.”

“The song is about somebody
slowly destroying themselves,”
Gahan says of the single, noting
that the lyrics draw on personal
experience. “But there’s a lot of

hope in there . . . and a sense of
humor as well.”
VOICE OF DEPECHE MODE

Creating an identity for Gahan
independent of Depeche Mode is one
of the label's toughest tasks.

Reprise senior VP of marketing
Craig Kostich is striving to assert a
strong solo presence for the album
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and Gahan without ignoring the
obvious connection.

“It’s not Depeche Mode but a solo
record from the voice of Depeche
Mode,” he says.

Getting that dual message across
—that this project is related to the
popular group, yet dis-
tinct from the band’s
catalog—is a primary
goal of Reprise’s promo-
tional efforts.

Web and viral market-
ing plans are in place, as
well as a TV advertising
campaign that started
two weeks ahead of the
album’s release.

“It’s going to be hard
for him to do anything
that's not considered a
new Depeche Mode sin-
gle,” WBRU Providence,

cia Mullin says.

Even Mullin herself
cannot help comparing
Gahan's first solo single to the
band’s earlier work.

“It's no ‘Enjoy the Silence,” ” she
says, referring to Depeche Mode's
1990 top 10 hit. “But his voice is
amazing.”

“Dirty Sticky Floors” is already
getting airplay at triple-A and mod-
ern-rock radio. It is scheduled to
expand onto hot modern-AC stations
when the album hits stores. A maxi-
single featuring club remixes of the
song streeted May 27.

The first 25,000 albums released
will include a limited-edition DVD
that features the “Dirty Sticky
Floors” video, footage of acoustic
live performances of “Hold On” and
“A Little Piece” shot in New York, a
photo gallery, and a behind-the-
scenes film about the making of the
album.

Gahan'’s European concert tour
starts in June, and it will cover 18
markets. After that, Gahan will
return to the States for a 20-city
tour, kicking off July 18 in Atlanta.

During his shows, Gahan will per-
form a few Depeche Mode songs—
including “Personal Jesus,” “I Feel
You,” and “Never Let Me Down"—in
addition to his solo material.

Gahan is not the only Depeche
Mode member pushing a solo proj-
ect. Counterfeit 2, a collection of
covers sung by Depeche Mode gui-
tarist/songwriter Martin Gore, was
released April 29, also on Reprise.

“They are being linked" in Inter-
net marketing, Kostich says, “but
we're selling two individual solo
albums. To lump them in as two-
thirds of Depeche Mode is not real-
ly fair to each artist.”

The solo projects do not portend
the end of the group, Gahan assures.

“I'm sure there will come a time
when Depeche will go back in the
studio and make another record.
But for the moment, Paper Mon-
sters is where it's at for me.”

I

R.I,, music director Ali- |
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SONGS IN THE KEY OF ‘KID A’: Pianist
Christopher O'Riley has long been one
of America’s most ambitious young
musicians, with a vast repertoire and a
small but impressive discography
devoted primarily to adventurous
works by Stravinsky, Scriabin, Busoni,
and contemporary American com-
posers to his credit.

Disappointingly, he has been poor-
ly served on record in recent years,
with the exception of At the Break, a
2001 collection of the short pieces
O'Riley has performed on his popular
public radio program From the Top, a
showcase for pre-college classical
musicians.

On June 10, O'Riley will make a wel-
come return to record stores—though

not in a way that admirers unfamiliar
with his radio program might have
anticipated. True Love Waits: Christo-
pher O'Riley Plays Radiohead, the
pianist’s debut release on Sony Classi-
cal’'s Odyssey imprint, features origi-
nal solo piano transcriptions of 15
songs by the prominent and influen-
tial British alternative-rock band.

O'Riley says that he was drawn to the
music of Radiohead by precisely the
same qualities that attract him to all of
the music he performs, from Ravel and
Rachmaninoff to Piazzolla tangos.

“I'm always fascinated with texture
and color, interesting harmony and
narrative structure,” O'Riley explains.
“I think those are elements that draw
alot of people to them.

“You have at any given time three
guitar players—or guitar, keyboards,
and what-have-you—and each one is
dedicating himself to one particular
motif that makes up the whole. That
has a sort of semi-orchestral [aspect];
it has a much more contrapuntal sense
than most popular music.”

A rock musician and jazz improvis-
er himself before turning to classical
performance in college, O'Riley made
solo piano transcriptions of a handful
of Radiohead songs for performance
on From the Top—an appropriate set-
ting, given the wide-open ears and

by Steve Smith

eclectic tastes of the young musicians
he features on the show.

As recordings of those performanc-
es began to circulate among enthusi-
astic Radiohead fans on the Internet,
O'Riley decided to make a complete
disc of the band's material. He crafted
thoughtful, deeply considered tran-
scriptions of 15 songs that span the
band’s first five albums and a live EP.

When O'Riley’s manager brought
the project to the attention of Sony
Classical A&R executive Lorraine
Perri, the label was quick to respond.
“We were very impressed by his ap-
proach to these transcriptions,” Sony
Classical president Peter Gelb says.

“They were extremely appealing in
the way that he approached them and
the way he performed them. We knew
immediately that this was something
we wanted to pursue.” O'Riley record-
ed the disc with prominent engineer
and producer Da-Hong Seetoo, an
exacting audiophile best known for his
work with the Emerson Quartet.

Gelb is quick to point out that True
Love Waits is not being positioned as
atypical classical recording, beginning
with the compelling abstract cover art
by renowned graphic designer Steve
Byram. “It looks more like an alterna-
tive pop record than a classical re-
lease,” Gelb says. “There are no liner
notes, and it’s on our Odyssey label, an
imprint that we created to serve the
purposes of a record like this, where
we don’t want it placed solely in clas-
sical sections of record stores.”

With the band's approval, True Love
Waits has already been widely pro-
moted to Radiohead fan Web sites and
pop-music media.

Countertop bins positioned in
high-traffic areas of stores will ensure
that fans flocking to buy Radiohead's
own hotly anticipated Hail to the
Thief, also out June 10, won't miss
O'Riley's homage.

O'Riley will support the disc with a
heavy schedule of live performances
throughout the summer and fall,
beginning with an after-hours recital
June 16 at the Ravinia Festival and a
July 10 showcase at New York's trend-
setting Joe’s Pub.

Although he is aware that classical
purists might view his new offering as
a bid for crossover success, O'Riley
points out that the project is actually
part of a practice nearly as old as clas-
sical music itself.

“When Mozart or Beethoven would
sit down at a dinner party, they would
improvise on popular music of the day.
Liszt took folk melodies and turned
them into grand piano fantasies. It's
important to note that there's a real
tradition, a pre-commercial tradition,
to this kind of activity.”
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Brazilian Star’s Risky Solo Career Continues To Pay Off

BY LEILA COBO

The rise and rise of Alexandre
Pires can be seen as a case study of
many things:

Breaking a new act in the U.S.
Latin market.

Successfully crossing over a
Brazilian, Portuguese-speaking
singer into the Spanish-language
Latin market.

Having a black Latin artist achieve
great success by singing ballads, as
opposed to tropical or dance music.

The second of those three accom-
plishments has
not been achieved
since Brazilian
Roberto Carlos
took the Latin
world by storm in
the 1970s. The
third bears no rec-
ollection in recent
memory.

“I'm a 27-year-
old guy, and I do
what I like—
which is making
music,” the soft-
spoken Pires says
of his sophomore
Spanish effort,

Estrella  Guia
(Guiding Star).
The CD was

released March 18 on BMG U.S.
Latin.

“My parents are musicians; my
mother sings, my father is a drum-
mer. Today, I have the opportunity to
do all these things,” he continues.
“My mom says, ‘I can’t believe my
son performs in Mexico!" It's a rea-
son for pride and love.”

Such sentiments might seem a bit
mushy if these achievements were
not so unusual.

Prior to the release of his Spanish-
language debut in 2000, Pires was a
superstar in his native Brazil as the
lead singer of So Pra Contrariar.
BMG U.S. Latin managing director
Adrian Posse says the group sold 13
million albums during Pires’ tenure.

So Pra Contrariar is also the 35th-
highest-selling act in the history of
BMG worldwide.

TAKING A SOLO RISK

That Pires would choose to leave
such an exalted musical place to pur-
sue a solo career in a different lan-
guage and a different territory is rare
in itself.

Successful Brazilian artists can—
and often do—make a profitable liv-
ing simply by selling and touring
domestically. They seldom have the
time or inclination to deeply mine
other markets.

Pires not only made the effort, but
he succeeded: His self-titled debut al-
bum was a finalist in the best new
artist category at last year's Billboard
Latin Music Awards.

This year, Pires was Billboard'’s

Hot Latin Tracks artist of the year,
thanks to three singles from that
album.

Now, Amame is No. 24 on the Bill-
board Top Latin Albums chart after
eight weeks. BMG hopes to improve
that position with increased radio
promotion.

Pires’ foray into the Latin market
was not initially planned, according
to his manager, Joca Ribeiro. But
Pires caught the eye of several key
people when he performed at the
World Music Awards in Monaco in
1998.

Brazil and singing in Spanish,”
Ribeiro says.

But once Pires began recording in
Spanish as a soloist, his band in
Brazil ground to a halt.

His brother Fernando was ap-
pointed lead singer of the group,
enabling Pires to pursue his ca-
reer abroad.

MAKING A KEY DECISION
Ribeiro asserts that Pires’ depar-
ture from So Pra Contrariar was cru-
cial in establishing him as an inter-
national solo star.

‘Brazilian acts are
used to being treated
like stars, and they
don’t want to start
again. Yes, Alexandre
made less money by
spending time
promoting aboard.
But it was like a bet
he made with himself’

—IJOCA RIBEIRO, MANAGER

That followed sales of 3 million
copies of a So Pra Contrariar album
in Brazil.

Following that performance, Pires
was asked to record the song “Santo
Santo” with Gloria Estefan, which
would become a resounding hit. He
also recorded one track in Spanish
in a BMG homage to the late José
Alfredo Jiménez.

More important, as an experiment,
his So Pra Contrariar album was
rereleased with three tracks in Span-
ish. (The other So Pra Contrariar
albums are all Portuguese-language.)

According to Ribeiro, the newly
edited disc sold 600,000 copies out-
side of Brazil.

“From that point on, everyone in
BMG thought Alexandre could be
successful as a soloist—outside of

Although a
handful of Brazil-
ian acts have
attempted to
launch careers
abroad, they sel-
dom dedicate the
time necessary to
find true success.

“Many acts don’t
leave Brazil not so
much because of
money, but be-
cause it’s such a big
country and tour-
ing takes so much
time,” Ribeiro says.
“Brazilian acts are
used to being treat-
ed like stars, and
they don’t want to
start again. Yes, Alexandre made less
money by spending time promoting
abroad. But it was like a bet he made
with himself.”

Pires is hedging that bet with his
original fans with the release of a
Portuguese version of Estrella Guia
in Brazil.

The album, which features duets
with Alejandro Sanz and Rosario, has
a Brazilian sound. It is also far more
experimental than his more tradi-
tional Spanish-language debut.

“It's an inventive album,” Pires
says. “I'm not saying the other album
wasn't gorgeous, but this one is a
very personal album. I had the op-
portunity to put in my musical
essence, which is Brazilian. I am a
Brazilian singer.”

BUILDING SALES EXPECTATIONS

BMG's Posse believes that it was
essential to pick a radio single that
could capitalize on Pires’ previous
success.

“We came from great hits, and we
had to repeat that,” he says. “There
aren’t many artists like [Pires], who
are real musicians and who sing with
an uncommon degree of feeling.”

Posse adds that he expects to top
the 2-million sales mark with Estrel-
la, aided by sales of the Portuguese
version of the album in Brazil.

“Our focus is the U.S., Brazil, Mex-
ico, and Spain, in that order,” he
says, noting that the marketing
strategy will be conventional, with
radio as a focus. “What makes this
project different is Pires.”

__ARTISTS & MUSIG.
Global Reach

GOING ‘FULL THROTTLE': The makers of
the film Charlie’s Angels: Full Throttle
had the same challenge facing anyone
working on a sequel project: How do
you try to top the original?

For the Charlie’s Angels: Full Throt-
tle soundtrack (due June 24 on
Columbia Records/Sony Music Sound-
trax), the answer was to bring back
familiar hits, put a new twist on some
of them, and offer a new song as the
lead single from an artist who person-
ifies the female empowerment message
of Charlie’s Angels.

Pink was a top choice early on in the
selection process, Sony Music Soundtrax
president Glen Brunman says. “She’s
proved herself as a recording artist who
can do many things really well.”

With Pink’s versatility in mind, the
soundtrack makers decided to ask her
to record a song that was a musical
departure for her: the electronica-
tinged song “Feel Good Time,” featur-
ing William Orbit.

As the first single from Charlie’s
Angels: Full Throttle, “Feel Good Time”
has a hard act to follow. Destiny Child’s
“Independent Women Part One”—the
first single from the 2000 Charlie’s
Angels soundtrack—topped The Bill-
board Hot 100 for 11 weeks and it
remains the group’s biggest hit.

“Pink was the perfect artist for this
movie because she’s a high-profile,
popular artist and her appeal perfect-
ly matches the audience for this film,”
Columbia senior VP of marketing/
West Coast Peter Fletcher says. “Al-
though the film is being marketed to
males and females, the core audience
is teen females.”

Charlie’s Angels: Full Throttle opens
June 27 in U.S. theaters. The film fea-
tures returning stars Cameron Diaz,
Drew Barrymore (who is also one of
the film’s producers), and Lucy Liu as
the high-action detective trio. Pink has
a cameo in the film during a motocross
scene.

In addition to the Pink single, anoth-
er highlight of the soundtrack is David
Bowie’s new version of his 1974 song
“Rebel Rebel.” Brunman says, “We
were interested in creating a new ver-
sion of one of his classics, and David
Bowie really liked the idea. He record-
ed the new version of ‘Rebel Rebel’ just
for this soundtrack.”

Also giving a new take on a 1970s
song are Nickelback and featured artist
Kid Rock, who do a cover version of
Elton John’s 1973 hit “Saturday
Night's Alright for Fighting.”

Another soundtrack highlight is a
new song, “Nas’ Angels . . . the Flyest,”
from Nas featuring the Neptunes pro-
ducer/N.E.R.D. member Pharrell
Williams.

Other tracks on the album include

by Carla Hay

Donna Summer’s “Last Dance,” M.C.
Hammer’s “U Can't Touch This,” and
the Beach Boys’ “Surfer Girl.”

Jack White of the White Stripes is
the uncredited lead vocalist on Electric
Six’s “Danger! High Voltage,” another
of the soundtrack’s songs.

The soundtrack will be cross-pro-
moted with the film in several areas.
The record label has teamed with the
film studio to host Charlie’s Angels: Full
Throttle parties in several markets, with
music from the soundtrack playing at
the parties. Radio stations will hold con-
tests for admission to the parties.

Sony Ericsson will make music
available from the film on its phones.
There will also be cross-promotions
with Nestea/Coca-Cola to promote the
film and soundtrack.

On the Internet, several partnered
Web sites will provide links with infor-
mation on how to buy the sound-
track. Those sites include those for
YM magazine, Entertainment
Tonight, Woman's Day, and Elle.

“We have a special promotion with
Best Buy,” Columbia director of mar-
keting/West Coast Bob Semanovich
adds. “Pink recorded a [spoken-word]
intro to her single, and that intro will
be available only at Best Buy locations
for their in-store play.”

In addition, moviegoers who see the
film will get special Charlie’s Angel’s:
Full Throttle popcorn bags that will
have postcards with information on the
soundtrack and film.

BROADWAY SOUNDTRACKS: Nine—The
Musical (2003 Broadway Revival Cast)
will be released June 17 on P.S. Clas-
sics. The musical is nominated for eight
Tony Awards (Billboard, May 24). Nine
has been extended on Broadway
through September.

At a May 14 Tony nominees recep-
tion in New York, Nine star Antonio
Banderas said
of the ex-
tension, “It
doesn’t have
anything to do
with the
Tonys. It has
to do with the
pleasure of
doing theater
in the condi-
tions in
which I'm
doing it now, with the people I have
surrounding me. And with the audi-
ence standing up every night, it’s a
beautiful experience.”

Amour, which had a limited run on
Broadway last year, will have a sound-
track featuring the original cast. The
album will be released in July on Sh-
K-Boom Records.

BANDERAS
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Pearl Jam Satisfies Pent-Up Demand With Tour

BY SUSANNE AULT

LOS ANGELES—Undeterred by a fan
walk-out at its U.S. bow, the Pearl Jam
2003 tour is on a near-sellout track.

Wrapping up its 22-date first leg
May 3 at the Bryce Jordan Center in
State College, Penn., the 18 Pearl Jam
shows reported to Billboard Boxscore
grossed an average of $434,050. Over-
all attendance clocked in at 80% of
venues’ total capacity, averaging
11,974 per concert.

Creative Artists Agency booked the
tour. Clear Channel Entertainment
(CCE) promoted most of the dates.

“I absolutely want them back,”
says John Scheck, booking manag-
er for Denver’s Pepsi Center. That

mask during the charged song.

“It will stand out as one of the
hottest shows of the year,” Kevin
Ullestad, director of the Assembly
Hall in Champaign, Ill., says of the
April 23 sold-out Pearl Jam concert
there. He admits to being concerned
about possible fallout from the anti-
Bush remarks but says, “Everything
went off without a hitch.”

Dan Kemer, a CCE promoter who
worked the sold-out April 25 show at
the Gund Arena in Cleveland, got a kick
out of Pearl Jam covering “Sonic
Reducer” by local act the Dead Boys.

“They played tribute to some
Cleveland band. It was great. It’s nice
to see Eddie and the guys out
onstage—and just out on the road,”
Kemer says. “I think
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PEARL JAM

was the venue where about two
dozen people reportedly left in
protest after vocalist Eddie Vedder’s
theatrics with a mask of President
George W. Bush.

Scheck says no one asked for refunds
at the April 1 show, which grossed
$463,866. He believes it was “a non-
event—much ado about nothing.”

Like Scheck, Pearl Jam manager
Kelly Curtis waved away the Denver
incident.

“I think the band likes to engage
people in talking and reacting and
speaking out—not everyone agrees
with them, but I think they are fine
with that,” Curtis says.

Though the Garden shows were
filled well before the April incident, Joel
Peresman—senior VP of Radio City
Entertainment, a division of Madison
Square Garden—is confident that on-
sales for his July shows would still have
produced swift sellout business after
the incident.

Reviews in local papers have been
glowing. Many say that a winning
factor is that the shows often run
two to three hours in length. Others
note that no two set lists are alike.
Curtis estimates that about every
fifth or sixth show includes “Bush-
leaguer,” the song in which Vedder
speaks out against the current pres-
idential administration.

At gigs at the AmSouth Amphithe-
ater in Nashville and Nassau Coliseum
in Uniondale, N.Y., Vedder wore a Bush

fans are just hungry
to see them live.”

In March, New
York’s  Madison
Square Garden sold
out its July 8-9
20,000-seat capacity
shows in one day.
The San Diego
Sports Arena and
Alltel Arena in
North Little Rock,
Ark., are anticipating
sellouts at their re-
spective June 5 and
June 10 concerts.

“This is a terrific
band that hasn’t
played the venue in a long time,” Peres-
man says. “I thought the ticket price
was low [$35-$40 on average] . . . but
there would have been no more resist-
ance if they had gone up significantly
in price.”

Regarding its relatively low ticket
pricing, Curtis explains, “[Pearl Jam|]
has always held that tradition—it
means a lot to them. We've been told a
million times how much more money
we could be making. But that has never
been an issue for them.”

Pearl Jam last toured the U.S. in sup-
port of its album Binaural, and sever-
al markets have not seen the band in a
while. It has not played the Garden
since 1998. It notched its first appear-
ance at the First Union Center in
Philadelphia April 28, a sellout that
drew 15,259 people and grossed
$553,002. Another first-time play is its
June 15 stop at the Fargodome in
Fargo, N.D.

There were some soft spots on the
tour. The April 5 show at Verizon Wire-
less Amphitheater in Selma, Texas, sold
12,219 of the available 20,000 seats.
And 9,392 arrived April 16 for the Ver-
izon Wireless Amphitheater show in
Charlotte, N.C., which is a little less
than half of its 18,800 capacity.

But for the most part, “kind of like
Jimmy Buffett, no matter what album
goes out, they still sell tickets,” says
Sean Saadeh, director of booking and
marketing at the San Diego Sports
Arena. “It’s affordable. A lot of their fol-

lowing is now 30-something—they
can afford expensive prices. So [the
band] really is fan-friendly.”

Projections for the next 30-date leg,
which began May 28 at the Adams
Center in Missoula, Mont., and ends
July 14 at the PNC Center in
Holmdel, N.J., are for more packed
arenas and amphitheaters in primary
and secondary cities.

To answer pent-up demand, Pearl
Jam beefed up the second leg with
more dates. It added a third
Philadelphia market show July 6 at
the Tweeter Center in Camden, N.J.,
a third Boston market show July 11
at the Tweeter Center in Mansfield,
Mass., and more visits to virgin ter-
ritories like Hersheypark Stadium in
Hershey, Penn., July 12.

The band is also playing several
indoor dates. “They’re trying to even-
tually hit everywhere [and] they really
love the arenas. It’s more intimate,”
Curtis says. “Last time they toured,
they did more sheds. But they wanted
to mix things up.”

Beyond a probable fall performance
at annual Bay Area charity show the
Bridge School Benefit, Curtis says no
more dates will be scheduled for 2003.
The summer tour will be capped off
with three Mexico City shows July 17,
18, and 19.

He predicts that the band will
then return to the studio to record
and will tour the U.S., Europe,
and/or Asia with the new material
beginning in 2004. Pearl Jam has
fulfilled its contract with longtime

ACM Win Helps Keith's

BY RAY WADDELL

NASHVILLE—Already off to a career
touring year, Toby Keith can only
pick up momentum with his new
Academy of Country Music (ACM)
entertainer of the year trophy.

Keith has been out all year, but he
resumes in earnest with his Shock ‘N
Ya'll tour, beginning June 15 in Dear-
born, Mich. The tour is sponsored by
Ford as part of its launch of the new
2004 F-150 pickup truck. Blake Shel-
ton supports on all dates.

“We've been selling really well
already, but I think winning the
[entertainer of the year] award will
have a good impact,” T.K. Kimbrell,
Keith's manager, says. “I think it will
do nothing but increase our ticket-
selling power. We just put some
hard-ticket fair dates on sale, and
they’re kicking ass.”

Keith has already grossed more

IEG/BILLBOARD TOUR SPONSORSHIP ROUNDUP

than $10 million and sold 253,297
tickets from 28 shows reported to Bill-
board Boxscore. In 2002, Keith grossed
$21.3 million, putting him in 19th

-

KIMBRELL

place among all touring artists.
Keith is faring well in a banner
year for country. Kenny Chesney is

label home Epic (Billboard, Nov. 2,
2002) and is weighing its options as
a free agent.

Fans are showing a decreasing
appetite for Pearl Jam's album
releases, which makes the band's
2003 road results that much more
impressive.

Ten, Pearl Jam's 1991 debut, sold 9.1
million copies, according to Nielsen
SoundScan, compared with 457,000
copies of 2002’s Riot Act.

Live CDs recorded during each
2003 show in Australia, Japan, and
the U.S. seem to be selling well, con-
sidering they are only accessible on
the Internet. By early May, 60,000
CDs from the 37 concerts that made
up the overseas and first U.S. leg had
been purchased.

Ticket Sales

off to a career-best year, and Dixie
Chicks, Tim McGraw, Brooks &
Dunn, Alan Jackson, and George
Strait are also turning in solid num-
bers. As many as nine country artists
could end up among the top 25 tour-
ing acts in what is shaping up as a
record-grossing year for the genre.

Meanwhile, Keith is basking in the
glow. “From now on when they intro-
duce Toby, it's as this year’s ACM
entertainer of the year, which is a
great accomplishment that sure won't
hurt,” Kimbrell admits.

Keith works the road hard until
Christmas. Then, after a break, he will
tour through March 2004, Kimbrell
says. A new album on DreamWorks is
due this fall. “Our tickets are selling
faster than ever, and we're looking for-
ward to touring as entertainer of the
year,” Kimbrell says.

Keith is booked by Curt Motley at
Monterey Peninsula Artists.

Dealmakers

Mark Hall, senior VP, Hansen; Mark Livingston,
director, strategic alliances and sponsorships,
Vans.

Sponsor Tour Estimated Fee  Leverage

Monster energy  Vans Warped tour, $225,000 Looking to gain on-premise accounts, Monster will

drink June-August, 45 stops host promotions in nightclubs, giving local bands the

Hansen Beverage chance to appear on the tour. Monster will also co-title

Co. the tour’s battle of the bands competition. Replaces
Pepsi-Cola North America’s AMP Energy Drink from
Mountain Dew.

Thermasilk Michelle Branch tour, $175,000 Running online sweeps offering trips to New York,

Unilever Home &  May-June, 12 stops where winners receive shopping spree, hair make-

Personal Care overs, tickets to a Broadway show, and a meeting with
Branch; using the sweeps to compile a database of
prospect names, e-mail addresses, and product prefer-
ences. Running radio station promos offering tickets,
meet-and-greets, and product samples. Providing
stylist for Branch.

Xbox Lollapalooza tour, $500,000 Will run on-site promos offering fans the chance to play

Microsoft July-August, 30 stops band members in videogame competitions. Will use on-
site kiosks for sampling games and touting the multime-
dia functionality of the Xbox operating platform.

13 Compiled py William Chipps, senior editor, IEG Sponshorship Report

o sponsorship.com

Mary Drapp, manager, strategic alliances and
sponsorship, Unilever; Jeff Rabhan, manager,
and Constance Schwartz, VP of strategic mar-
keting, the Firm.

Mitch Koch, corporate VP of marketing, Xbox,
and Bill Nielsen, director of brand marketing,
Microsoft; Michael Abrams, managing director,

Lollapalooza; Orly Agai, corporate sponsorship,

William Morris Agency; Michael Kassan, inde-
pendent entertainment and media consultant,
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CONCERT GROSSES

VENUE/ GROSS/ ATTENDANCE/
ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER
MUSIC MIDTOWN FESTIVAL: BOB DYLAN, Central & Renaissance $2,772,210 189,000 Clear Channel
TONY BENNETT, GODSMACK, SHERYL Parks, Atlanta $45 300,000 three days Entertainment
CROW, LL COOL J, DEF LEPPARD, & OTHERS May 2-4
ELTON JOHN & BILLY JOEL Sawvis Center, $1,964,765 18,247 Clear Channel
St. Louis $195/845 sellout Entertainment
May 5
DIXIE CHICKS, JOAN OSBORNE Sawvis Center, $1,072,59 18,029 Clear Channel
St. Louis $65/$35 18,449 Entertainment, in-house,
May 11 The Messina Group
" DIXIE CHICKS, JOAN OSBORNE Kemper Arena, $1,047,310 17,8% Clear Channel
Kansas City, Mo. $65 17,973 Entertainment,
May 10 The Messina Group
CHER, DOM IRRERA  Gund Arena, $1,044,401 15828 Clear Channel
Cleveland $79.75/834.75 16,000 Entertainment
May 16
DIXIE CHICKS. JOAN OSBORNE St. Pete Times Forum, $953,993 15,535 Clear Channel
Tampa, Fia. $66.75/$36.75 17,969 Entertainment, in-house,
May 5 The Messina Group
DIXIE CHICKS, JOAN OSBORNE Offico Depot Center,  $927,560  sam0 Clear Channel
Sunrise, Fla, $66.50/$36.50 17,924 Entertainment, in-house,
May 4 The Messina Group
DIXIE CHICKS, JOAN OSBORNE TD Waterhouse Centre,  $8725525 157266  Clear Channel
Orlando, Fla. $65/835 sellout Entertainment,
May 3 The Messina Group
" DIXIE CHICKS, JOAN OSBORNE  Hilton Coliseum, $805680 13845 Clear Channel
Ames, lowa $65/835 seliout Entertainment
May 13
RED HOT CHILI PEPPERS, Madison Square Garden, $657,675 14,615 OCESA Presents,
QUEENS OF THE STONE AGE, New York $45 sellout Metropolitan Talent
THE MARS VOLTA May 20
'RED HOT CHILI PEPPERS,  Continental Airlines Arena, $650.385 13453  OCESA Presents,
QUEENS OF THE STONE AGE, East Rutherford, N.J. $45 sellout Metropolitan Talent
THE MARS VOLTA May 19
TIM McGRAW - Staples Center, $644,770 10,445 Clear Channel
Los Angeles $75/$39.50 16,030 Entertainment,
May 16 The Messina Group
DIXIE CHICKS, JOAN OSBORNE The Mark of the Quad  $611,310 10476 Clear Channel
Cities, Moline, III. $67.50/$37.50 sellout Entertainment
May 14
TIM McGRAW America West Arena, $595,275 11,935 o Clear Channel
Phoenix $59.75/839.76 17,271 Entertainment, in-house,
May 12 The Messina Group
THREE MO’ TENORS ~ Civic OperaHouse,  $514,130 T esa2 - Jam Theatricals
Chicago $65/$50/$25 three sellouts
May 18, 16-17
ALAN JACKSON, DIAMOND RIO, Nissan Pavilion at Stone $498,523 21,208 Clear Channel
TERRI CLARK, JOE NICHOLS Ridge,UBrislow, Va. $58.50/$13 22,662 Entertainment
May 1
BUZZFEST: GODSMACK, STONE SOUR, SEETHER, Cynthia Woods Mitchell $489,046 15895 Clear Channel
EVANESENCE, THE USED, THE ALL AMERICAN Pavilion, The Woodlands, Texas  $75/330 16,066 Entertainment
REJECTS, MAROON 5, THE EXIES, & OTHERS May 10
TIM McGRAW HP Pavilion, $468,022 9,383 Clear Channel
San Jose, Calif. $60.25/$40.25 17,079 Entertainment
Moy 6
TIM McGRAW Charleston Civic Center, 544,093 7,574 N Outback Concerts, Clear
Charleston, W.Va. $59.50/$49.50 8,831 Channel Entertainment,
May 24 The Messina Group, Xentel
RED HOT CHILI PEPPERS, Pepsi Arena, $433,838 11,569 Frank Prods.
QUEENS OF THE STONE AGE, Albany, N.Y. $37.50 sellout
THE MARS VOLTA May 17
_JAM—ES T:YL;Q - Smirnoff Music Centre, S‘ZS.SQOA - 10,-347- - House of Blues Co;lcens
Oallas $58/$38 12,000
May 15
MATCHBOX TWENTY, SUGAR RAY, FleetCenter, $386,924 9,146 Clear Channel
MAROON S Boston $49.50/$29.50 17,511 Entertainment
May 12
GOOD CHARLOTTE & NEW FOUND  PNC Bank Arts Center, $374,07 16,643 Clear Channel
GLORY, LESS THAN JAKE, HOT ROD  Holmdel, N.J. $25.75/$22.75 16,944 Entertainment
CIRCUIT May 3
AVRIL LAVIGNE, SIMPLE PLAN, GOB Savvis Center, $352,443 13,192 Clear Channel
St. Louis $28/$24.50 14,761 Entertainment, in-house
May 9
JAMES TAYLOR The Pyramid, T samy0 1012 " BeaverProds.
Memphis $47.50/$37.50 8,500
May 23
TIM McGRAW Oakland Arena, $303,141 10,816 Clear Channel
Oakland, Calif. $60.25/$43.11 13,250 Entertainment
May 7
BROOKS & DUNN, RASCAL FLATTS,  Allstate Arena, soie6 0 8809 Clear Channel
BRAD PAISLEY, AARON LINES, JEFF  Rosemont, |ll. $49.75/$9.95 12,355 Entertainment
BATES, CLEDUS T. JUDD May 16
AVRIL LAVIGNE, SIMPLE PLAN, GOB The Arena at Gwinnett §294 580 10,306 Clear Channel
Center, Duluth, Ga. $30/$25 sellout Entertainment
May 8
COME TOGETHER & WORSHIP: Tacoma Dome, $285825 10020 Lowell MacGregor
MICHAEL W. SMITH, THIRD DAY Tacor;a, Wash. $30/$25 12,953
May 21
JAMES TAYLOR Mississippi Coliseum, © $278035 6,542 Beaver Prods.
Jackson, Miss. $42.50 sellout
May 21
GAITHER HOMECOMING "~ TargetCemter, 272172 T nan Clear Channel
Minneapolis $32.50/$17 18,526 Entertainment
May 16
MATCHBOX TWENTY, SUGAR RAY, Nationwide Arena, $211,944 6,520 Jam Prods.
MAROON S Columbus, Ohio $42/$36 10,973
May 25
JAMES TAYLOR The Cajundome, $264,733 e Beaver Prods.
Lafayette, La. $42.50 7,500
May 20
TIM McGRAW Lawlor Events Center, $262,068 6,629 Clear Channel
Reno, Nev. $62.25/$42.25 10,826 Entertainment
May9
ALAN JACKSON, JOE NICHOLS,  Verizon Wireless Amphitheater, $257,459 8,902 " Clear Channel
JENNIFER HANSON \’\I;‘rginia Beach, Va. $50.50/$10 20,000 Entertainment
ay 9
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MORE ACCESS: A year after a debut
that saw a Rolling Stones presale
swamp the system, Clear Channel
Entertainment’s (CCE) GetAccess
program has worked out the bugs
and added to its features.

“We've come a long way in a
year,” says Mike Stacy, CCE sen-
ior VP of consumer marketing
GetAccess director. “The program
is much different from last year at
this time.”

GetAccess could not have bowed

with a more high-profile, in-demand
tour than the Stones. For a $60
membership fee, fans could pur-
chase two tickets to the Licks tour
prior to general on-sale. Since sev-
eral shows were at smaller-than-
usual venues, including four rare
theater gigs on the first leg, a sense
of urgency caused CCE to be over-
whelmed by the influx (Billboard,
May 25, 2002).

Now, things have settled down
considerably, and GetAccess has
turned its focus toward value-
added features. A member kit
includes perks like four show
vouchers, free lawn-chair rental at
amphitheaters, buy-one-get-one-
free coupons for concessions, and
VIP access.

“If the consumer goes online,
there are more offers, like a free
subscription to Blender, and
access to other Clear Channel
events, like motorsports, as well
as presale opportunities,” Stacy
explains. “The point is, this is
much more than a presale pro-
gram today. We've harnessed the
assets of Clear Channel Enter-
tainment and brought them
together to offer value to our
customers. The kit alone is val-
ued at $150.”

All of this helps CCE counter
critics who assert that GetAccess
is basically charging people for the

by Ray Waddell

right to buy a ticket,

“We’ve partnered with compa-
nies that provide discounts to
theme parks and lift tickets; this is
a more value-driven program,”
Stacy says. “There is a lot more to
it than just the presale. The presale
is important, but we have much
more to offer.”

Stacy says current GetAccess
membership is about 70,000. He
expects a big uptick when new pro-
grams with Best Buy and Ebay are
rolled out in the coming weeks.

UNIVERSALLY BUSY: Universal
City, Calif.’s Universal Amphithe-
atre juggled three elite events over
the course of 10 days: the May 14
world premiere of the Jim Carrey
film Bruce Almighty, the two-day
American Idol finals May 20 and
21, and the May 23 showcase of
Ricky Martin’s latest album,
Almas del Silencio.

But venue executives are treating
the workload, including a five-day-
long load-in for the American Idol
production, as business as usual.

“Today, we're tired,” Emily
Simonitsch, House of Blues
(HOB) Concerts senior VP of spe-
cial markets, admitied May 22,
the day after Ruben Studdard
was crowned the new American
Idol. “But we would love to come
in Saturday [a dark night] and
just continue with getting a big
show in.”

Rental fees at Universal are the
same whether the show takes days to
set up or the concert average of six
to eight hours. Because of its deluxe
design, 10 hours were blocked out to
raise Martin’s concert, which was
staged for 6,000 Hispanic Broadcast-
ing Corp. radio listeners who had
won tickets.

“There isn’t a member of the staff
that treats one event different from
the next,” says Jill Przelenski, HOB
Concerts director of special events.
“Every event is treated with first-
class professionalism.”

Przelenski says coordinating all
the news operations covering
American Idol, including 5 a.m.
interviews with Studdard and run-
ner-up Clay Aiken, was unexpect-
edly tricky.

However, “it's nothing that
we’re not accustomed to dealing
with. You're always going to have
surprises,” Simonitsch explains.
“That can happen [when] you plan
a birthday [party].”

Additional reporting by Susanne
Ault in Los Angeles.
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De Passe Speaks Out

CEO Keeps Her Finger On The Pulse And Her Ear To The Ground

She learned from one of the
masters.

Suzanne de Passe, chairman/
CEO of de Passe Entertainment,
was Motown founder Berry Gordy’s
creative assistant before ascending
to the Motown Productions presi-
dency. Since then, the Emmy
Award-winning executive produc-
er has been a guiding light behind
various TV series (Lonesome Dove,
Sister, Sister), biopics (The Temp-
tations), and specials (the NAACP
Image Awards).

She still keeps a hand in music,
managing such acts as Latin pop
group Soluna. And last year, the
Harlem, N.Y., native began exec-
utive-producing the syndicated
Showtime at the Apollo. On the
eve of producing her second Es-
sence Awards (honoring Mary J.
Blige and Mos Def June 6 at Los
Angeles’ Kodak Theatre), de Passe
talked to Billboard.

What has changed about the
music industry?

What I’'m struck by more than
anything is how the Internet has
impacted so many aspects of our
business. Before that became ram-
pant, I was amazed at the change in
how long it takes to do a project
and the impact that technology has
had in good and not-so-good ways.

I'm also struck by the waste. | see
a lot of waste of time—and time, of
course, is money. Back in the day,
studio time was sacred. You
wouldn’t dream of being late for a
session. Now there’s a whole lot of
booking a session for 8 p.m. and the
producer showing up at 2 a.m.

Did you ever have the desire to
run a label?

I don’t know what running a label
means today, I swear to God. I don’t
know how you quantify and evalu-

HDH Does the Rockwalk. Before receiving BMI's 2003 kcon Award, hitmakers Hol-
land-Dozier-Holland were inducted into Hollywood’s Rockwalk. The Motown
songwriting pioneers were saluted by the Supremes’ Mary Wilson for their “sig-
nificant contribution to the rock’n’roll art form.” Stopping in the name of histo-
ry are, from left, Eddie Holland. Lamont Dozier, and Brian Holland.

ate if you’re making money or not.

You could have a hit, but now
there’s a whole generation of folks
who don’t believe in paying for
music. And that can be a problem
for someone running a label.

6 Questlons

DE PASSE

Now that smaller clubs where
people could practice have dried up,
an artist is expected to go to an
arena and excite a crowd. I'm wild
about many new artists who are
coming along. But many of today’s
artists who are capable of having hit
records . . . some of them just don’t
kill me live. I don’t see an over-
abundance of real artistry.

I’'ve never lost my passion for
music, though. [ still love the cre-
ative aspects of finding and work-
ing with a great artist.

What lured you to TV?

I don’t think anyone today thinks
of music only. Berry Gordy really
did understand how TV and film
could amplify an artist’s career. So
I got a chance to put my toe in that
water early.

Records gave me a wonderful
foundation for all aspects of other
media. [ love the marriage of music
and visuals—the storytelling aspect
of film. I find TV particularly excit-
ing, because it’s another way to
access the audience, make a state-
ment, entertain, and educate.

How would you assess your first
year producing Showtime?

I’'m excited. We [in conjunction
with Heritage Networks] were just
given the next five years to do it.
There’s a certain amount of creative
freedom in syndication vs. network
TV. I'm enjoying that, too, in terms
of other projects that may manifest
at the Apollo.

One we're excited about is doing
six shows this season branded by
record labels—Showtime at the
Apollo: The X Records special.
We're working now to figure out
those six labels. It’s an opportunity
to give a label an hour of time to
reach [its] target audience, bring
on baby and name acts, and talk
about itself.

The average consumer has so
many choices for leisure activity
and disposable income. It’s not
enough to do something good.
How do you let people know
you're there?

Did you see the film Standing
in the Shadows of Motown?

I saw an early version. | was very
happy for the guys [the Funk
Brothers]. I feel they deserve a
great deal of credit.

But at same time, | feel as
though some of what the process
really was was lost. To wit, the pro-
ducers were very much a part of
how those records got made.

My recollection is it was a real
team effort: musicians, producers,
arrangers, engineers, executives.
It’s hard sometimes to get a bal-
anced portrait. Everyone is entitled
to their point of view. But when |
do my movie, it will be different.

Are there other music-oriented
films in your future?

Yes. I'm working on a big movie
that involves many music acts. |
can’t talk about it now, but {I will
be able to] in three to four months.

I’'m also the AOL-Time Warner
{endowed chair] professor at Howard
University’s school of communica-
tions. People come into this business
extremely naive about what'’s expect-
ed and what’s necessary.

Thanks to Berry Gordy, I have
very high standards. [ want to make
sure anyone | come in contact with
is up to the task. For so long I've
been told, “We want more minori-
ties, but we can’t find anybody.” |
want to help. GAIL MITCHELL

by Gail Mitchell

and The Blues,..

CONFAB UPDATE: Awards finalists for
Billboard’s third annual R&B/Hip-
Hop Awards show will be announced
in the next issue (June 14). Last
year’s top award winners were Alicia
Keys, Usher, and Ginuwine.

The Aug. 8 show caps the fourth
annual Billboard/AURN R&B/Hip-
Hop Conference. It will be held Aug.
6-8 at Miami’s Roney Palace.

HOT TIME IN THE CITY: Not only is
songwriter/producer Mike City
staying busy behind the boards,
he is also working on his own
singing debut.

Titled Sing Along, Vol. 1, the set
features a singing City with a tenta-
tive guest list culled from his grow-
ing résumé.

“I'll be recording the album this
year for release next year,” City says.

Family, join Mary J. Blige, Mos
Def, and Tom Joyner as honorees
at the 16th annual Essence Awards.
Queen Latifah will receive the
magazine’s Readers Choice enter-
tainer of the year award. The two-
hour special will be taped June 6
in Los Angeles and will air June 27
on Fox.

UP AND COMING: Keep an ear out for
Cherish, a new sister quartet on
Warner Bros. Twins Felicia and Fal-
lon (16 years old), Neosha (18), and
Farrah (19) are currently represent-
ed on the charts as guests on Da
Brat’s “In Love Wit Chu.”

The rapper returns the favor on
the foursome’s own lead single,
“Miss P.,” due at radio in June/July.
Debut album Cherish ... The
Moment will arrive later this year.

City produced the
first single on the Nap-
py Roots’ Sept. 2 soph-
omore set, Wooden
Leather. “Around the
World” bumps with an
infectious hook (“the
whole damn world is |
country”) that has the
potential to become a
national anthem.

His current produc-
tion slate includes Sun-
shine Anderson, Brandy,
Blu Cantrell, Carl Thom- |
as, LSG, Isyss, Jon B.,
and Calvin Richardson.

City is also juggling
several independent proj-
ects, including one by former Chan-
nel Live member Tuffy.

SCREEN SCENE: In an interesting
side note to last issue’s cover story
about brand marketing and R&B/
hip-hop artists (Billboard, May 31),
Missy Elliott’s Reebok commercial
heads the top five most-liked hip-
hop- and R&B-endorser TV spots.

Elliott—who has also done spots
for Vanilla Coke and the Gap—is
followed by Jadakiss (Reebok), Mya
and Common (Coca-Cola), Usher
(Twix), and LL Cool J and Run-
D.M.C. (Dr Pepper).

This ranking comes courtesy
of the Intermedia Advertising
Group. The survey covers TV ads
breaking between Jan. 1, 2002,
and April 30, 2003.

Also, last issue’s story included a
non-inclusive list of R&B/hip-hop
artists pitching products. The act
listed for MasterCard should have
read Jurassic 5.

Mom and Pop Winans, the pro-
genitors of the musical Winans

CHERISH

Cherish possesses strong har-
monies and a stage nresence belying
its youth. That’s no doubt thanks to
dad Charles King, former lead gui-
tarist for veteran R&B groups the
Chi-Lites and the Stylistics.

INDUSTRY BRIEFS: Three Keys
Music keyboardists Marcus Johnson
and Bobby Lyle join Kevin Hare-
wood’s L.A.-based Edclectic Enter-
tainment for management. Johnson
also doubles as CEO of Three Keys;
a key investor in the label is BET
founder and CEO Robert Johnson
(no relation).

Macy Gray, Rahsaan Patterson,
Jamey Jaz, and DJ Spinna are
among the guests on Edclectic
client Jimmy Sommers’ Lovelife.
The Gemini Records/Higher Octave
Jazz set will be released Aug. 5.

Jive soul newcomer Raheem
DeVaughn has been selected to per-
form during Tanqueray’s next Soul
Suite tour. The trek launches in
early July in New Orleans during the
Essence Music Festival.
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