11 The ‘Simple’ Life

Amy Grant shares her latest
life journey on her Word/
Curb/Warner Bros. debut,
“Simple Things.”

35 Universal Support

Universal South’s Tony Brown
talks about his remarkable
recovery from a nearly fatal
head injury.

43 Painting Stars

NASCAR paints Staind and
other acts on Chevys as part
of Warner Music Group’s
cross-promotional alliance.
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All Out For The Blues

Advocates Hope Scorsese Series Sparks Music Sales

by a flood of “Blues”-branded music, DVD
and book titles, as well as a concurrent

BY CHRIS MORRIS

LOS ANGELES—Will “The Blues” fire up

the blues?

The PBS series “Martin Scorsese Pre-
sents the Blues,” an unconventional, seven-

part look at the genre, pre-
mieres Sept. 28 on the public
TV network.

The series is expected to
provide the blues with
unprecedented national
exposure.

“This is going to be the
best marketing of blues and
the most intense presenta-
tion of blues to the genzral
public that’s ever happened,”
says Bruce Iglauer, owner of
Chicago-based label Alliga-
tor Records.

“If the films convey the excitement and the
intensity of emotion of blues, then people will
want the music,” adds Iglauer, who also serves
as president of the blues trade group the Blues

Music Assn. (BMA).

radio series.

Sony Legacy and Universal Music Enter-

prises (UME) are issuing a best-of package,
just out Aug. 26, plus a five-CD boxed set,

seven soundtrack albums and
12 individual artist compila-
tions, all due Sept. 9. Sony
will issue the seven-DVD edi-
tion of the series Sept. 30
(Billboard, July 12).

Additionally, Amistad, an
imprint of HarperCollins Pub-
lishers, has created a compan-
ion book for the series, arriv-
ing in stores Sept. 16.

Public Radio International
will distribute a 13-hour his-
torical series, “The Blues: The

Radio Series,” for airing in late September.

Though some observers express only
guarded optimism, many say the series—
executive-produced and directed by Scor-
sese—and its heavily cross-marketed prod-

ucts could provide a major boost to the waning

The PBS film series will be accompanied

(Continued on page 67)
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FCC Rules
Get New
Scrutiny

Groups: Radio Pay-For-Play,
Artist Abuse Must Be Eyed

BY SEAN ROSS
and BILL HOLLAND

Any effort to rewrite the latest federal
rules for radio must include a broad investi-
gation into such issues as “pay-for-play” and
artist intimidation, according to music and
artists’ groups.

Michael Bracey. director of government
relations for the Future of Music Coalition
says his group wants the Federal Communi
cations Commission to examine “pay-for-play
and vertical integration” in the radio industry.
The group opposes FCC rule changes that
were enacted June 7.

And Jay Rosenthal, co-counsel of the
Recording Artists’ Coalition (RAC), wants
the commission to follow up on reports of
artist intimidation.

“The FCC can no longer ignore evidence

(Continued on page 68)

Justin, Beyoncé,
U.K. Rockers
Tops At VMAs

BY CARLA HAY

NEW YORK—Justin Timberlake, Beyoncé
and Coldplay emerged as the top winners
at the 2003 MTV Video Music Awards
(VMAs), which were held Aug. 28 at New
York’s Radio City Music Hall.

At press time, Timberlake, Beyoncé and
Coldplay were tied at three awards each.

Timberlake’s “Cry Me a River” took the
prizes for best male video and best pop
video; his clip for “Rock Your Body” won
best dance video.

“Crazy in Love” by Beyoncé Featuring
Jay-Z won the awards for best R&B video,
best female video and best choreography
in a video.

Coldplay’s “The Scientist” received hon-
ors for best group video, breakthrough
video and best direction in a video.

(Continued on page 68)
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Top of the News

5 Enrique Iglesias becomes
Pepsi’s new musical spokesman.

6 New Sony/ATV head David
Hockman will focus on acquiring
new talent and existing catalogs.

Music

11 The Beat: John Kalodner
leaves Columbia Records to
become senior VP at Sanctuary
Records Group.

14 In the Spirit: The 36th
annual Gospel Music Workshop of
America proves it is still an inte-
gral part of the gospel scene.

14 Higher Ground: Margaret
Becker leaves her longtime label,
Sparrow, to independently
release “Just Come In.”

22 Jazz Notes: Branford
Marsalis reflects on Romare
Bearden’s artwork on his new
album, “Romare Bearden
Revealed.”

23 Touring: A new Jam Pro-
ductions and SMG partnership
launches with Vince Gill and Amy
Grant’s Christmas tour.

25 R&B: UPN hosts the TV

A

ENRIQUE IGLESIAS

l

MARGARET BECKER

debut of Essence magazine’s
annual Essence Music Festival.

28 Beats & Rhymes: It was
a close-run thing, but in the
end, Kool Keith chose music
over politics.

30 Latin Notas: A look at who
should and who is likely to win
the Latin Grammys.

33 Beat Box: West End is
making its entire catalog avail-
able digitally for 79 cents to 99
cents per track.

35 Country: Universal South
Records’ Tony Brown talks about
his astonishing recovery from a
head injury.

42 Songwriters & Publishers:
Andy Brick explains the
difficulties of having a live
orchestra perform videogame
soundtracks.

QUOTE OF THE WEEK
@ The fact that Britney Spears is not singing about Irag
tells you a great deal about the world she exists in.’

MATTHEW HERBERT
Page 70

DVD of “The Meaning of Life.”

Global

49 Finnish band the Rasmus
rocks the European charts with
its latest set, “Dead Letters.”
51 Global Pulse: Lovefield
incorporates melody and big-
band production on its Polydor
debut, “Vivid.”

Programming

56 Tuned In—The Tube:
Aretha Franklin is among the
stars taking part in “McCormick
Presents Burt Bacharach Tribute

48 Studio Monitor: Sound on lce” on NBC.
Kitchen modifies its booming
business by cooking up a partner, Features
West Entertainment. 57 Market Watch
. 24 Biliboard Boxscore
Ret'all ) 38 The Billboard BackBeat
43 Warner Music Group inks a 38 Executive Turntable

cross-promotional deal with i )
Chevrolet to plug its acts at 40 Billboard Picks

NASCAR events. 50 Hits of the World
44 The indies: John Burns’ 54 Classifieds
distribution expertise props 57 Charts

his new Nashville-based firm, 57 Chart Beat

CBuJ Distribution. 69 Update

45 Retail Track: Sun Capital 70 Last Word

Partners had turned around
Musicland, but the company

still awaits the support of three
major suppliers.

46 Home Video: The Monty
Python troupe had carte blanche
while creating the special-edition
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“Talking ‘Bedroom’ music

By Carla Hay

Making the music for last
vear's award-winning movie
“In the Bedroom™ epitomized
the credo “less is more” because
only 25 minutes of music was
used in the two-hour picture.

“In the Bedroom™ composer
Thomas Newman, screen-
writer-director Todd Field and

Field joked, “I called Bo up
and said, ‘I know you haven't
scen this movie yet, but if you
love your daughter and want to
sce your kids again, vou'll call
Thomas.” And he did.”

Newman said he had not read
the script when he first saw the
movic, adding, “Somcumes it
isn't good idea for a composer
to read the script before you see
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Film, TV and music
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Hockman
heads
Sony/ATV

TOP OF THE NEWS

Iglesias Feels Joy
Of Global Pepsi Push

‘Relationship Of Mutual Support’ Includes Tour Sponsorship

v 7N
s .

BY LEILA COBO

MIAMI—Enrique Iglesias will be
seen in Pepsi ads worldwide by year’s
end as part of an international spon-
sorship deal with the soft-drink
company.

The one-year agreement, signed
with PepsiCo Beverages Internation-
al, covers all territories. But inside
the U.S., Pepsi will be able to run
campaigns in Spanish-language
media only.

Although sources say that conver-
sations are under way for other U.S.
possibilities, “at this point, this is just
an international relationship,” ac-
cording to Pepsi spokesman Larry
Jabbonsky.

Iglesias’ stature as a bilingual, bicul-
tural artist was a factor in Pepsi’s deci-
sion to partner with him, Jabbonsky
says: “Enrique has exceptionally broad
appeal across a diverse audience.”

The wide-ranging deal covers com-
mercial campaigns and tour support.
Under the new accord, Pepsi will spon-
sor Iglesias’ 2004 world tour, sched-
uled to take place following the release
of his next English-language album
later this year. Iglesias is signed to
Interscope Records.

(Continued on page 10)
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Morrell

touts Stones’
eco-friendly
tour in Europe

Best Buy/Rhapsody:
What’s The Deal?

BY BRIAN GARRITY

NEW YORK—Real Networks is enjoy-
ing bragging rights for its Rhapsody
subscription service with a two-week
exclusive for Rolling Stones content.

But analysts say that the com-
pany’s real coup was picking up
the support of its other partner in
the deal: Best Buy.

“It’s even bigger news for Rhapsody
than the Stones,” Raymond James and
Associates analyst Phil Leigh says.

To date, convincing retail to mean-
ingfully participate in the digital dis-
tribution of music has been a chal-
lenge for the industry that is as
daunting as obtaining music from the
world’s most famous rock band.

The deal with Rhapsody signals a
first attempt by Best Buy to get into
the digital music services market.

“The move by Best Buy has very sig-
nificant long-term strategic implica-
tions for us and the industry as a
whole,” says Dave Williams, GM of
product management for music at
RealNetworks. “Best Buy brings tre-

mendous marketing muscle to the
category.” Williams says Rhapsody
enjoyed “record-breaking sales” dur-
ing the Stones exclusive but would not
reveal figures.

The Stones; their label, EMI/Virgin:
Best Buy; and ABKCO linked in an
exclusive deal with Rhapsody to make
most of the group’s catalog available
for digital purchase or streaming for
a two-week period ending Aug. 31
(Billboard, Aug. 23).

Once the exclusive window closes,
the EMI/Virgin material will be avail-
able for download through all legiti-
mate services, including Apple’s
iTunes Music Store and MusicNet.

Thanks to Best Buy’s participation,
the deal may herald the start of a
more widespread movement by brick-
and-mortar retailers into the digital
music business.

‘It’s clearly the first good synergy
we’ve seen between brick-and-mortar,
a music service and a label to build a
real cross-channel promotion between
digital and physical product,” Jupiter

(Continued on page 55)

PPL Distributions
Up Despite BizWoes

BY GORDON MASSON

LLONDON—Significant cost-cutting
measures at Phonographic Perfor-
mance Ltd. helped the UK. collections
society distribute its highest-ever rev-
enue to rights owners.

PPL chose the most L
recent financial vear to
change its reporting
process, meaning that
the accounting period
was the 13 months to
Dec. 31, 2002.

During that period,
PPL collected public-per-
formance income of
nearly £33 million ($51.9
million) and broadcast-

ing and dubbing income AL EGECFI]

of £48.7 million ($76.6

million) for a total license fee income
of £81.7 million ($128.5 million).
But those figures were recalculated
on a pro-rata basis to give a fair com-

parison to the previous vear.

As aresult, PPL increased its license
revenue by 4.3% in 2002 to £75.5 mil-
lion ($118.8 million) on a pro-rata
basis. But thanks to the organization
reducing its costs from £17.9 million
($28.2 million) in 2001 to
£15.5 million ($24.4 mil-
lion) in 2002, the amount
distributed to members
rose 8.3% to £61 million
($96 million).

“A further growth in
PPL income was accompa-
nied by a significant reduc-
tion in our running costs,
which will enable us to dis-
tribute more money than
ever before to member
companies and perform-

ers,” PPL chairman/CEQ
Fran Nevrkla says.

“We are determined to pursue this

trend [that] is absolutely essential,
(Continued on page 10)
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Sony/ATV Names New Head

Hockman Keeping Eye Out For Growth Opportunities

BY BRIAN GARRITY

NEW YORK—Evaluating growth op-
portunities—including a possible run
at Warner/Chappell Music Publishing
—will be at the top of the to-do list for
newly hired Sony/ATV Music Publish-
ing chairman David Hockman, Sony
officials say.

“We will be taking a very serious
look at all publishing opportunities
that arise,” Sony Music Entertain-
ment (SME) executive VP Michele
Anthony says.

That includes Warner/Chappell,
should Warner Music Group look to
sell off the division to clear the way for
a potential joint venture with BMG
Entertainment.

“If Warner/Chappell were to become
available, we would take a very serious
look at it,” she says.

Hockman is no stranger to growing
publishing businesses. During the past
15 years he has served as the architect
of the publishing arms of PolyGram
and Edel Records.

Hockman tells Billboard that in his

HOCKMAN: TARGETING TALENT, CATALOG

new role he hopes to build Sony/ATV's
established base and “turn it into if
not the higgest music publishing
company in the world, than certainly
the best.”

But he says the company will be as
focused on acquiring new talent as it
will be on grabbing established catalogs.

“It’s no secret that the available
opportunities these days are diminish-
ing. I don’t think one can necessarily
assume there will be a plethora of

acquisitions over the next few years,”
he says.

Hockman's focus will be “to ensure
that Sony/ATV becomes the first choice
for creative talent when it comes to
music publishing deals,” he says.

The past few years have been a
time of growth for Sony/ATV Music
Publishing.

In July 2002 the company acquired
the catalog and real estate of Acufi-Rose
—home to popular works from Roy
Orbison, Hank Williams, the Everly
Brothers and Felice and Boudleaux
Bryant—for $157 million.

In March, Sonv/ATV completed a
sub-publishing agreement with UK.
independent music publisher Strong-
songs to represent its catalog world-
wide outside of the U.K.

Sony/ATV Music Publishing owns
and/or administers copyrights and cat-
alog by a number of famous acts. They
include Babyface, the Beatles, Ruben
Blades, Brooks & Dunn, Leonard
Cohen, David Crosby, Miles Davis, Neil
Diamond, Bob Dylan, Merle Haggard,

(Continued on page 10)

Sympathy For The Environment
On Rolling Stones’ U.K. Tour Dates

BY GEOFF MAYFIELD

LOS ANGELES—Mary J. Blige and
Hilary Duff will be the leading ladies
on next issue’s Billboard 200. The R&B
veteran and the teen star led a busy
Aug. 26 album slate, which could place
five albums in the top 10 for a second
consecutive week (see Over the
Counter, page 57).

Blige's “Love & Life,” her first since
MCAS roster got absorbed by the Inter-
scope-distributed Geffen label, is
expected to exceed 250,000 copies,
according to projections culled from
chains’ first-day sales.

The debut Buena Vista album by
Duff, who portrayed the title charac-
ter from “Lizzie McGuire” on Disney
Channel and on film, could approach
the 200,000 mark and seems destined
for the No. 2 slot.

A\HEAD o

Blige, Duff Target The Top

Next issue’s chart will also show sale
halos from MTV's Video Music Awards,
which hit the cable channel Aug. 28
(see story, page 1). The 2002 edition
provided boosts for Avril Lavigne, the
Vines, the [ lives and the White Stripes,
among others.

In 2001. 10 charting albums by acts
who appeared on the MTV special saw
post-show spikes, while 14 got a lift
from the 2000 show.

Aside from Blige and Duff. hip-hop
acts Nappy Roots (Atlantic) and
Youngbloodz (So So Def/Arista) are on
track for starts in the range of 70,000,
while a live album from Cher’s farewell
tour (Warner Bros.) could do as much
as 60,000.

If all five albums meet projections, it
will likely be the sixth week this year that
five albums have entered the top 10,
which would be a Billhoard 200 record.

BY GORDON MASSON

LLONDON—The Rolling Stones are the first band in the
world to undertake an eco-friendly “carbon-neutral” tour.

Nine scheduled dates on the U.K. leg of the Stones’ Licks
world tour have been made carbon-neutral through a deal
with London-based for-profit company Future Forests.

Having already calculated a method to make CDs car-
bon neutral (B3ilboard, March 15), Future Forests has now
carried out a similar study for live music.

CarbonNeutral Touring is a scheme that measures
emissions of carbon dioxide
from any concert and offsets
this by planting natural for-
ests and investing in renew-
able energy.

Dan Morrell, Future For-
ests’ president and founder,
explains that the company
has worked closely with the
Edinburgh Centre for Car-
bon Management (ECCM)—
a specialist team of scien-
tists and advisers in carbon
management to govern-
ment and industry—to cal-
culate the emission rate for
touring. The factors taken into account are venue size,
distance between gigs and fan travel.

The Rolling Stones shows should bring 160,000 fans to
the nine dates. “It is estimated that each fan will produce 13
kilograms of carbon dioxide,” he says. “This takes every-
thing into account—even the power required for the ven-
ues. But a staggering 90% of the total emissions are from
fans’ travel to and from the gigs.”

The ECCM has calculated that planting and maintaining

one tree for every 60 fans will make the Stones tour carbon
neutral. Trees absorb carbon dioxide and produce oxygen.

As a result, 2,800 trees are now being planted in two
forestry projects in Scotland—one on the Isle of Skye and
one in Inverness.

The cost of about £24,000 ($37,700) works out to 15 pence
(20 cents) per ticket, which is being paid in this instance by
tour sponsor T-Mobile, a subsidiary of Deutsche Telekom.

Future Forests and ECCM have only recently calculated
the formula for carbon-neutral touring. Morrell says he
originally anticipated rolling out the package early next year,
when “it looks like it will
become the norm worldwide,’
1 but the Rolling Stones were
able to launch the initiative six
months ahead of schedule
because of T-Mobhile’s willing-
ness to pick up the costs.

Morrell comments: “Every-
thing we do creates the green-
house gas carbon dioxide, from
going to a gig to driving a car
¥ to boiling a keltle. Yet there is
still a lot of inertia in the pub-
lic’s attitude. The music indus-
try is rallying to [be] proactive
on climate change, empower-
ing fans to take positive steps to offset their carbon dioxide
emissions in a way that is affordable and radically changes
the way people think and act.”

Future Forests was conceived in 1996 around a camp-
fire at Glastonbury Festival with the late Clash frontman
Joe Strummer. Today, acts including Coldplay, IFoo [Fight-
ers, Pink Floyd and David Gray are involved in Future
Forests initiatives (Billboard, March 15), and some 30 mil-
lion CDs have been made carbon-neutral.

MIAMI—Less than a year after it
wrapped up a U.S. arena tour, Mexi-
can rock band Mand is gearing up to
do it all over again.

Touring twice in support of the
same album in venues of this size is
unusual for a Latin act and may be
unprecedented for a Latin rock act.
But Mana is not only Latin rock’s
biggest-selling act; it has also built
steady support through touring.

The group will kick off an 18-
date U.S. stint that starts Oct. 13 at
Los Angeles’ Home Depot Arena
(capacity 27,000) and ends Oct. 30
at Mandalay Bay in Las Vegas
(capacity 12,000).

According to Chris Dalston,
Mand’s agent at Creative Artists
Agency in Los Angeles, 18,000 tick-
ets for the Home Depot concert were
sold during the first three days of sale.

“They were always going to come
back a second time. We just didn’t

MANA: TWO U.S. ARENATOURS IN ONEYEAR

Mana Makes It
Back To U.S.

BY LEILA COBO

know how big it was going to be,”
Dalston says.

Although the group will still be
supporting its 2002 release, “Revolu-
ci6n de Amor” (Warner), it remains
remarkably strong at radio.

“Mariposa Traicionera,” the third
single from that album, reached
No. 1 on the Billboard Hot Latin
tracks chart July 5. This week, it
sits at No. 20.

In addition, the band is releasing a
greatest-hits album Oct. 21, which
will include two new tracks. Promot-
ers say that these two elements
should add new life to the tour.

“We’re very optimistic because
they’re so strong at radio,” says
Malaica Valiente, director of the Latin
department at Miami-based NYK Pro-
ductions. The company is promoting
Mana’s Miami show with Clear Chan-
nel and the Orlando show with Water
Brother Productions.

Valiente says that last year, Mana

(Continued on page 10)
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THE WEEK IN BRIEF

The California Supreme Court delivered a victory to the DVD industry
Aug. 25, when it decided that free speech rights do not extend to
computer users who post movies unlawfully for download. The ruling
stemmed from the film industry’s objection to a computer program-
mer posting DVD decryption code on his Web site. More than 100
Web sites had posted the decryption after the code was originally
cracked in 1999 in Norway. But all the other violators had settled or
removed the code. MELINDA NEWMAN

The Webcaster Alliance, a group of small Webcasters, filed a com-
plaint Aug. 28 in U.S. District Court for the Northern District of
California, charging anti-competitive conduct in last year’s Webcast
rate negotiations. The suit follows an announcement by the alliance
in July that it would sue unless the Recording Industry Assn. of
America rectified the rate structure. In 2002, Congress passed legis-
lation that gave small Webcasters that gross less than $1 million
annually a current rate beginning at 7% of gross revenue. The
alliance wants a flat rate of 3% to 5%. The RIAA characterized the
suit as a “publicity stunt that has no merit.’ BILL HOLLAND

A woman that the Recording Industry Assn. of America targeted for
allegedly distributing copyrighted music online has filed a court
motion seeking to protect her anonymity. “Jane Doe” plans to attempt
to quash a subpoena served by the RIAA to her Internet service
provider (ISP), Verizon, according to her lawyer, Glenn Peterson. Filed
Aug. 21 in U.S. District Court in Washington, D.C., the motion says
Verizon informed the woman that it had received an RIAA subpoena
requesting her personal information. The filing concedes that Jane
Doe had copied music to “her family’s home computer” but says she
took “reasonable good-faith steps to ensure that no other member of
the [online] community could access” the material. Verizon filed a
motion in support of Jane Doe Aug. 21, saying a subscriber has the
right to protect his or her interests. The RIAA claims the woman made
more than 900 songs available on Kazaa and had already received two
warnings from the trade group. In an Aug. 27 brief filed in the U.S.
District Court in Washington, D.C., the RIAA said the woman's motion
to protect her anonymity should be denied. Peterson counters that the
original RIAA subpoena listed only nine songs that she had allegedly
offered for download. TODD MARTENS

Audits at the Sound Recording Special Payment Fund of the American
IFederation of Musicians have resulted in two separate actions, one at
Local 47 in Los Angeles and the other at the national headquarters.
AFM announced Aug. 21 that it had fired Enex Steele, national execu-
tive director of the union’s special payment fund. The union deter-
mined that Steele engaged actions that were “in flagrant disregard of
the fiduciary obligation” owed to the fund, according to AFM president
Thomas . Lee. “The investigation will continue to determine to what
extent, if any, the fund has lost any money because of Mr. Steele’s
actions.” At AFM’s behest Aug. 17, the Los Angeles Police Department
issued felony warrants for two members of Local 47, John Rosenberg
and Robert O’Donnell, charging them with grand theft embezzlement.
They are alleged to have engaged in a scheme of falsely claiming to
have participated as sidemen in a significant number of nonexistent
recording sessions during the past five years. The two allegedly
scammed “many thousands of dollars” from the fund, according to
AFM. The warrants were issued following a one-year investigation by
the union and LAPD. The fund provides a once-a-year distribution of
money contributed by signatory companies lo non-featured artists on
recording sessions. BILL HOLLAND

The independent Online Distribution Alliance, a new San Francisco-based
organization designed to help independent artists sell their content
through digital music services, has announced that it aims to broker
online distribution for 50 independent music labels. Labels represent-
ed by IODA—including I'rench Kiss Records, Kindercore Records,
Lookout Records, StarTime International and Velocette Records—
control music from such acts as the Donnas, Del Tha Funkee Homo-
sapien, Green Day, Cracker, Speech and Vic Chesnutt. IODA offers
indie labels encoding services, collective negotiation, online market-
ing promotional services, royalty administration and usage and sales
data reporting systems. IODA was founded in May by Kevin Arnold,
former listen.com director of data services and creator of San Francis-
co’s Noise Pop music festival. BRIAN GARRITY

BY ED CHRISTMAN

“The Two Towers,” the second installment of the
“Lord of the Rings” (LOTR) trilogy, did better-than-
expected business on its debut day, leaving some
to wonder if holes in the pipeline will leave non-
direct accounts scrambling for replenishment.

According to Best Buy senior VP of entertain-
ment Gary Arnold, the chain moved 343,000 copies
on its Aug. 26 release day alone, the
biggest debut day in the DVD era for
the chain. Arnold predicts that Best
Buy will finish the week with more
than 700,000 units sold from the
chain’s stores.

At Trans World Entertainment, divi-
sional merchandise manager Mark
Higgins projects that the title “will be
one of the year’s top sellers” based on
first-day sales. “It could be our top title
for debut-week sales so far in 2003.”

Musicland VP of purchasing Peter
Busch says the movie is “the biggest-
selling title for the past 12 months at
the chain, exceeding expectations by
about 20%. We look forward to the
extended version.”

Its studio, New Line Home Entertain-
ment, will issue a four-disc extended-edition DVD
of “The Two Towers” Nov. 18.

At Hastings Entertainment in Amarillo, Texas,
VP of purchasing Steve Hicks reports that “The Two
Towers” sold 26% more copies than the first LOTR
film, “The Fellowship of the Ring.”

Victor Fuentes, director of movie purchasing
at the chain, says Hastings’ sales were boosted
by an aggressive reservation campaign prior to
the release, as well as a successful midnight
release party on the debut date. “It definitely was

“Two Towers’ Sales Hot;
Replenishment Tough

one of the strongest video releases so far [this
year],” he says.

But the usual big-box pricing has specialty store
merchants gnashing their teeth, with their cash
registers ringing hollow because of the profitless
environment spawned by hit movies.

While the title carried an $18.74 cost and a
$22.95 minimum-advertised-price, most discoun-
ters were selling the title in the
$15.99 range, while one specialty

store merchant says he saw it for
about $13.99 in a Target store.

Most specialty store merchants
tried to price it around cost or $1
or $2 higher.

“One goes to a low price, and

then everyone matches it, so
what’s the point?” one special-
ty store merchant gripes. “We
give away the best product. [
never see people going in to
buy ‘Lord of the Rings’ com-
ing out with a refrigerator.”
But even though Warner
Home Video probably ship-
ped, by some estimates, 10
million units, the better-than-expected
performance is leaving some accounts scrambling
for replenishment. Calls around the market indi-
cate that the video distributors still buying direct
from Warner Home Video, New Line’s distributor,
are tight on supply.

Likewise, other wholesalers that were cut off last
vear when Warner Home Video pruned its distrib-
utor portfolio now have to jump through hoops for
the company’s DVDs. Those wholesalers say that
they, too, are scrambling to restock.

Additional reporting by Geoff Mayfield in Los Angeles.

MTV And Tracks Music
Magazines Launch This Fall

BY CARLA HAY

NEW YORK-—Even with the pub-
lishing business facing tough
times, two new music magazines
aim to beat the odds when they
launch this fall.

In October, MTV will debut a
self-titled consumer magazine to
be published by the Nickelodeon
Magazine Group, owned by MTV
parent Viacom. The MTV maga-
zine will target the network’s
core demographic of 12- to 24-
vear-olds.

Meanwhile, an adult-oriented
music magazine titled Tracks is
expected to hit newsstands in
November. Both magazines will be

headquartered in New York.

MTV’s magazine will carry a
retail price of $5.99; circulation is
estimated to be 300,000. The first
issue will include a mini-magazine
and a CD-ROM, as well as a
“Spankin’ New” theme for new
record releases.

The second issue of MTV’s maga-
zine is slated for December. It will
have a “Rewind” focus, offering a
retrospective of music from the past
vear. In addition to covering music,
the magazine will cover movies,
DVDs and videogames.

Bob Moses—who previously
worked in the publishing business for
A&E and the Sundance Channel,
among other TV networks—uwill serve

as MTV magazine's editor in chief.

Although some published re-
ports said the MTV magazine will
be bi-monthly, a spokeswoman
says there are no definitive plans
for the publication hevond its ini-
tial two issues.

Tracks will be headed by editor in
chief Alan Light and publisher John
Rollins. Light and Rollins pre-
viously held the same positions at
Spin magazine.

Secret Communications CEO
Frank Wood has agreed to invest up
to $5 million in Tracks during a
five-year period. Tracks will launch
as a quarterly; the magazine’s
founders intend to make Tracks bi-
monthly by the end of next vear.
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Piracy: F

I eyes have been on the Recording

Industry Assn. of America as the

group wages its controversial legal
campaign against individuals who trade
copyrighted music online.

Since the effort began, the RIAA has
issued nearly 1,000 subpoenas to those it
judges to be “egregious” file swappers. The
campaign, so far, has been credited for caus-
ing a 10% to 15% dip in downloading.

That’s progress, but with all the hoopla
surrounding the RIAA's campaign, more
significant developments in the war
against Internet piracy have been some-
what overshadowed.

A case in Federal District Court signals,
we think, a far more substantive milestone.
On Aug. 21, Mark Shumaker, a 21-year-old
from Orlando, Fla., pleaded guilty to violat-
ing copyright laws. Shumaker was the
leader of an organized Internet bootlegging
ring known as the Apocalypse Crew.

Significantly, the case was the first fed-
eral criminal prosecution of an online
music piracy ring. In fact, Shumaker is
one of 22 people convicted so far on
charges of felony copyright infringement
under Operation Buccaneer, a global inves-
tigation run by the Bureau of Immigration

...and NOW

inally Real Action

& Customs Enforcement and the Depart-
ment of Justice Computer Crime & Intel-
lectual Property Section.

Similar developments have taken place
around the globe within the past few weeks.
In Australia, Federal Police broke up an

«This is not to belittle the
RIAA’s campaign. But
early, organized piracy
is a far greater threat.

international piracy ring that operated
under the names “Drink or Die” and “ViCE."
Its leader is on the run.

In Malaysia, where the trade in pirated
software, music and movies is rampant, the
government finally launched a crackdown
with a series of successful raids.

In Italy, a piracy ring was broken up,
based on a lead from a single e-mail. So far,
181 people have been charged; 10,300 oth-
ers are under investigation.

On another front, movie and music com-
panies did the right thing last Tuesday when
they appealed U.S. District Court Judge
Stephen Wilson's appalling decision to

absolve two file-sharing companies of liabili-
ty for massive copyright infringement on
their services. Let’s hope the appeals court
can see what's really going on here.

All of this is not meant to belittle the
RIAAs “egregious” file swappers campaign.
But, clearly, organized piracy is a far greater
threat. It's good to see the Justice Depart-
ment finally taking action. It’s setting an
example, and other nations are now follow-
ing its lead.

If the government truly wants to curtail
rampant Internet piracy, aggressive law
enforcement is one key to a solution. The
final piece of the puzzle is to hold file-shar-
ing services responsible for the content trad-
ed over their networks. It's that simple.

FOR THE RECORD

Aline was dropped from the last
paragraph of last issue’s editorial. It
should have read: And let's hope, this
time, that Congress delivers a clear
message: Police illegal content volun-
tarily on P2P services or be forced to
do so by law.

Does something make you jump and shout? Write a letter to the editor! Send submissions to Keith Girard, Editor-in-Chief, Billboard, 770 Broadway,
6th Floor, New York, N.Y., 10003, or by e-mail to letters@billboard.com. Include name, title, address and phone number for verification purposes.
Letters should be concise and may be edited for length or content. Names can be withheld, if requested, at the discretion of the editor.
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The Right To Control Property Is One Of Our Most Sacred

Compulsory Licensing Is Not The Answer

specter of a statutory compulsory license as an answer to the

pervasive sharing of music online.

While federal laws have occasionally aided in the wider dis-
semination of music, which is healthy, this is not an area in
which I think it is wise to propound such a solution.

Needless to say, publishers and record companies abhor the
very concept of compulsory licensing, given the fact that they,
like all of us, consider it their constitutional right—if not a

In the Aug. 2 issue of Billboard, Steve Gordon raised the

allow compulsory licenses for online music sharers? Why not
amend the Copyright Law so corporations can play music for
holiday parties without paying performing royalties, even
though they pay the DJ, the electric company, the oil company
and everyone else who contributed to the parties’ ambience?
Why not allow kids to download music for their own use,
without paying the copyright owners and without the fear of
subpoena? It seems to me that the right to property and these
kinds of entitlements are mutually exclusive. One cannot have

objective standard. [s a Bea-
tles song worth as much as
a Gershwin song? A Norah
Jones song? A Sean Paul
song? Who is to say they are
worth the same?

When dealing with
copyright as property, we
must address one funda-

God-given one—to value
their property as they deter- T | '

mine, not according to an
By Peter M.Thall

it both ways.
Compulsory licenses are a bad idea. But why is
the issue raising its ugly head so often these days?
One reason is that the copyright interests often
manage their copyrights in ways that are funda-
mentally obstructive and block the free marketabili-
ty of ideas and the arts.
i It can take as many as 200 contracts to clear five
B songs and five masters for a TV show. As another
example, an independent filmmaker recently made
a small movie for film festivals and, at considerable
expense, cleared dozens of songs and masters for

mental issue above others:

Among the many characteristics of the U.S. that makes it a
one-of-a-kind nation is the right to acquire and hold prop-
erty. Property—especially the kind of private property that
is the fruit of sheer diligence and industry—has always been
inviolate in this country.

The right to hold it and to deal with it as one likes has always
protected the weak against the strong, the up-and-comer
against the entrenched. John Locke, James Madison and
Thomas Jefferson all held the view that civilized society is pred-
icated upon the sanctity of private property and the guarantees
provided by our governments to protect it.

We in the Copyright Bar have a favorite expression: that
without the right to acquire property rights, there is no incen-
tive to create. Article I1 of the Constitution says as much.

We argue that without the right to own and control one’s
property, there is no certainty, no security, no liberty. The free-
dom to enter into contract, to keep what is ours and to dispose
of what is ours underlies all our liberties.

To fiddle with the basic tenets of private property—particu-
larly that which is specifically delineated in our Constitution—
might establish a very nice society. but it would not be our soci-
ety. It would be a society susceptible to the whims of a
particular time and the momentary circumstances of that era.

But you might argue: Why not modify these rights a bit to

$500 each on a most-favored-nations basis.

But one publisher decided that its two songs were of such
extraordinary value (songs that have not been heard for
more than 40 years) that it felt that $40,000 per song might
be more appropriate.

Appropriate to what? Appropriate for a film that would never
be distributed except at film festivals? Appropriate to killing the
entire project? The exercise of exclusive copyright rights in this
manner only exacerbates the drive toward governmental
involvement. Yes, their property is absolute. But isn't there
some responsibility to respect the needs of the public as well?

There are many battles being waged among the copyright
and anti-copyright interests, whether it is the effort to repeal
the Fairness in Music Licensing Act, to re-establish the seven-
year statute in California for recording contracts or to establish
a seven-year rule in New York state.

The music industry may be scared to death of losing any of
these skirmishes, because doing so would signal the further
loss of control over its property. But its fear has not impeded it
from exploiting in any way it can the extraordinary natural
monopoly that it controls, including ways that I suggest are
self-destructive.

According to recent reports, the Recording Industry Assn. of
America has issued 859 subpoenas to individuals who share
music. The press suggests that among those subpoenaed were

children and grandmothers. Has our industry got it backwards?
[s the passion to stop thievery overcoming reason?

For there is another battle raging in our industry: between
those who want easier and more economical access to the
music of their cultures and those who want to deny them such
access except on their terms, their parameters, their paradigms,
their conditions, their specifications, their financial demands.

We have seen what kids will do if they are not offered what
they want, when they want it, at a fair price. We are now seeing
the opposite. Until iTunes came into the picture, kids who
downloaded music did not have the means to access the music
they wanted in the manner in which the Internet functions
best: when they wanted it and at a fair price.

Digital sheet-music download company musicnotes.com is
one of the world’s leading e-commerce sites. It achieved this
position through technological breakthroughs, along with
clever and incessant Internet marketing.

Its almost 300,000 paid downloads are more than six times
the paid downloads of Pressplay. And it sells its “sheet music” at
full price, experiencing no price resistance from customers. At
almost $5 per download, its gross receipts rival those of iTunes
in its first spectacular months.

No, compulsory licensing is not the answer. Self-regula-
tion and the respect for their potential customers’ desires
and needs is.

[ am afraid that without a manifested display of the latter, the
government may choose to step in and apply its own methods
to solve the problems that we in the industry helped create.

We have a chance to apply reason as we find ways to satis-
fy our own vested interests in protecting the copyright
structure as well as the expressed needs of those who con-
sider our creations as their own. Some of this will be
achieved through education; some through example; some.
inevitably, through lawsuits.

Hopefully, with a better understanding of the culture and
the nature of the Internet as a business—which the tradi-
tional music industry is sorely lacking—executives will make
more rational decisions regarding their responsibilities to the
public at large.

Yes, copyright is inviolate—but only until we give the gov-
ernment reasons to chip away at it. [ hope we cease doing so.

Peter M. Thall has practiced entertainment and copyright law in
New York for 35 years. He is the author of “What They'll Never
Tell You About the Music Business: The Myths, the Secrets, the
Lies (And a Few Truths)" (Billboard Books, 2002).

Lack Of Selection, Singles Leads To Downloading

chandise that is cheapest and most

As a consumer, I wholeheartedly
agree with Larry Kenswil’s assess-
ment of the digital dilemma facing
artists as well as the music industry
(“Seizing the Digital Opportunity,”
Billboard, Aug. 23).

[ think, for the first time, the
average music consumer, or the
average music downloader, was not
portrayed as some leech on the
music industry whose sole goal is
to get music for free.

Moreover, the ease of digital down-
loads in the age of cable modems and
CD burners compares to the days of
creating a cassette tape from an
album (remember those!) or taping a
CD for a friend. Yet the music indus-

try needs to face other issues for the
rise in peer-to-peer file sharing.

First, where have all the music
stores gone? Here on Staten Island, a
borough of New York with a popula-
tion of more than 400,000, my choic-
es for music purchases are limited:
Best Buy, Circuit City, the Sam
Goody store in the mall and one
independent music store.

If they do not stock what I am
looking for, [ am out of luck. My
other options? Get myself into Man-
hattan to the nearest Tower Records.
Or [ could search it out online, where
[ am guaranteed to pay $16.98 plus
shipping and handling and tax—and
then wait a week for my CD to arrive.

Secondly, where have all the sin-
gles gone? [ remember the days of
poring over the singles rack for just
the song [ wanted. As a longtime
music consumer, | can only suggest
that the music business made a huge
mistake by eliminating singles.

Singles were what drove me and
my friends into the store. Give me a
great A side and a fairly good B side,
and I'll consider buying the album.
Give me five great singles, and I'll
consider buying five albums.

Let me download a couple of
songs by an artist for 99 cents a
pop. Odds are, if I like what I hear
and [ want to hear more, I'm in the
store buying the album.

Third, if the music industry wants
to get us into the brick-and-mortars,
cut the price of a CD (and I don't
mean the $9.99 loss leaders) and
give us a wider selection. Consumers
view most CDs as overpriced. We
don’t begrudge musicians and music
companies a profit, but we are also
not foolish enough to spend $18.98
on an item we know costs half as
much (if that) to produce.

Furthermore, a “classic album™ is
not a 3-year-old release from 'N Sync.
A walk through any Wal-Mart “music
department” can only suggest how
anemic selection has become.

In the end. consumers will seek
out the means of acquisition of mer-

convenient. And for most music con-
sumers—much to the chagrin of the
music business—this means sitting
down at a computer and download-
ing it for free.

It is refreshing to see, though,
that the music industry is finally
offering consumers a legal and cost-
effective means of supporting musi-
cians and acquiring samples of the
rich variety of music, as well as an
opportunity to use this music in a
media most convenient for us—
which is what most music down-
loaders were doing in the first place.

Eric A. Walters
Staten Island, N.Y.
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Bilboard tums the spotiight on Aretha

Franklin, the Queen of Soul. We report on
Aretha’s bestselling albums and singles,
and take a look at her illustrious career
from her gospel recordings of the ‘50s and
groundbreaking soul hits in the ‘60s to her
pop repertoire and upcoming new album
for Arista Records.

issue date: october 4 - ad close: september 9
Pat Jennings 646.654.4614 » pjennings@billboard.com

DVDs are on the rise and Billboard
reports on the growth of this market.
We take an in-depth look at the
increasing sales of DVDs, specialty
DVD titles in growing areas such as
anime and Latin and tell you what to
expect at this year's East Coast
Video Show!

issue date: october 4 - ad close: september 9
Joe Maimone 646.654.4694 » jmaimone@billboard.com

TOURING QUARTERLY 4

Blllb()ard s Touring Quarterly 4 spot-
light takes an in-depth look at sec-
ondary tour markets including ven-
g ues, promoters and booking agen-
cies, examine the casino market and
its growing importance for the live
concert business, and provide a pre-
view of the International Entertain-
ment Buyers Association (IEBA) con-
ference.

issue date: october 11 - ad close: september 16
Cynthia Mellow 615.321.9172 = cmellow@billboard.com

UPCOMING SPECIALS

GLORIA ESTEFAN issue date: October 11 = ad close: September 16
EUROPEAN QUARTERLY 3 issue date: October 18 = ad close: September 23
AUSTRALIA issue date: October 18 * ad close: September 23

CLEVELAND issue date: October 25 * ad close: September 30

MTV LATIN 10TH ANNIV. issue date: October 25 * ad close: September 30

Il board com
NY 646.654.4606 « LA 323.525.2308 <« NASHVILLE 615.321.4297 < LONDON 44.207.420.6067
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Upfront comsmemess savas

Sony/ATV

Continued from page 6

Lauryn Hill, Harlan Howard, Sarah
McLachlan, Roger Miller, Joni Mitchell,
Graham Nash, Willie Nelson, Stevie
Nicks, Pearl Jam and Sade.

Hockman reports to Anthony and
will maintain offices in London and
New York. He will oversee worldwide
publishing activities and will work
with senior management of SME on
strategic initiatives.

“With ring tones and videogames,
etc., it’s an exciting time for the pub-
lishing business,” Anthony says.
“There are a lot of new revenue possi-
bilities to explore.”

“We’re going to be looking at new
and innovative ways to make sure that
Sony copyrights are cleverly exploit-
ed,” Hockman adds.

He points out that while he was at
PolyGram he pushed for the inclusion
of his copyrights in everything from

PolyGram films (including the Poly-
Gram project “Four Weddings and a
Funeral”) to more publishing-driven
efforts like the Abba musical “Mama
Mia!” and the Elton John/Bernie
Taupin tribute album, “Two Rooms.”

Hockman was CEO of Edel Pub-
lishing from 1999-2002. During part
of that time, he also held the title of
president of Edel Records Europe.
Prior to that, Hockman oversaw Poly-
Gram'’s re-entry into the music pub-
lishing business and served as CEO of
PolyGram International Music Pub-
lishing from 1986-98.

At Sony, Hockman replaces Paul
Russell—a 30-year Sony veteran
who is leaving to join an entertain-
ment law firm.

Russell declined to comment on
the reasons for his departure from
the company.

Sources discard the notion that
Russell left because Hockman was
brought in. They point out that Rus-
sell brought Hockman to Sony in the
first place in 2002 to do some con-
sultancy work for Sony/ATV.

A source close to Russell suggests
that Russell’s departure has to do
with other management changes at
the company.

“Somebody was going to be
brought in that [Russell] would have
found extremely difficult to work
with,” a source says.

Russell told Billboard that he was
relocating to London “in the coming
weeks” and that he planned “to align
myself with one of the key media law
firms in the U.K., where [ expect to rep-
resent a select number of key Euro-
pean artists, managers and executives.”

Russell says he has been in discus-
sions with two law firms and that he
expects to finalize an agreement
“within a month or so.

Russell was named chairman of
Sony/ATV Music Publishing in Octo-
ber 2000, relocating to New York from
London, where he had served last as
SME Europe chairman. He later added
the title of senior VP of SME Inc.

Additional reporting by Emmanuel
Legrand in London.

lglesias

Continued from page 5

“This is more than just a business
deal where Enrique receives a sum
of money,” says Fernando Giaccar-
di, Iglesias" manager at the Firm.
“There’s more of a marriage here,
where Enrique will promote Pepsi
and Pepsi will support his album and
his tour. This will be a relationship
of mutual support.”

Neither Pepsi nor Giaccardi are
disclosing details of the deal, but
sources say the singer could earn up
to $80 million through the affiliation.

“By signing Enrique, we hope to
bring our customers even closer to
their favorite stars on tour as part of
a continuing commitment to our
Ask for More campaign,” said Karen
Goffe, head of marketing for Pepsi
U.K., in a statement.

The Ask for More campaign is
Pepsi’s international equivalent of
the Joy of Pepsi campaign in the U.S.

Aside from the tour sponsorship,

Pepsi is planning to run several
commercials and advertising cam-
paigns featuring Iglesias in the
international market.

Conversations are under way to
have one of those commercials
feature Iglesias’ own music in-
stead of a Pepsi jingle. Giaccardi
says a date has yet to be finalized
to begin running the first com-
mercial, but it will probably be by
the end of the year.

Iglesias recently came to the end
of a year-long association with Dori-
tos, which is a division of PepsiCo.

PPL

Continued from page 5

especially against the backdrop of
declining volume sales of physical
formats. There is no doubt that PPL
income will continue to become
increasingly important to the indus-
try as a whole.”

PPL’s annual report states that
Stereophonics’ “Handbags and
Gladrags™ was the U.K.’s most-
played track in 2002, while label-
mate Liberty X made it a good year
for V2, with its “Just a Little” being
the No. 4 most-played song.

Stealing the limelight, though, is
Kylie Minogue, who scored three of
the top 20 most-used tracks. Her
“Love at First Sight” was No. 2,
“Can’t Get You out of My Head” was
No. 6 and “In Your Eyes” was No. 14.

Since his arrival nearly three
years ago, Nevrkla has radically
streamlined PPL. And having again
cut expenditure—the cost-to-
income ratio has dropped to 20.5%
from 24.7% in 2001—he is now
determined to repatriate overseas

performance fees to their rightful
U.K. owners.

PPL counts more than 3,000
record companies (and 13,000 indi-
vidual labels) among its members,
while more than 25,000 perform-
ers have registered with the col-
lection society.

“We have redoubled our efforts
to ensure that the streams of PPL-
type overseas income generated by
British repertoire are eventually
repatriated back to the United

Kingdom, and this process is
already well advanced in relation to
the monies [that] specifically
belong to the British record labels,”
Nevrkla says.

“In full collaboration with all the
performer organizations, we shall be
delighted to offer the same services
to the British performers so that
they, too, can recover the even
greater sums from the same over-
seas usage, which historically have
been denied to them.”

Mana

Continued from page 6

sold out the 11,000-seat Miami
Arena. This time, the band is play-
ing at the AmericanAirlines Arena,
which seats 13,000,

Valiente says the Orlando venue
1s also new for Mana but should be
a sellout. The band last played
there nearly five years ago, at the
House of Blues. This time, it will
be at TD Waterhouse, which seats

more than 6,000.

Other stops on the tour, which is
sponsored by Coors, include Madison
Square Garden in New York, the
Sports Arena in San Diego, Calif., and
the Patriot Center in Washington, D.C.

Mana is donating $1 from each
ticket sold to benefit the Food and
Agriculture Organization of the
United Nations and its own environ-
mental organization, the Selva
Negra Foundation.

Mani was the recipient of Bill-
board'’s 2000 Spirit of Hope Award
in recognition of its humanitarian
contributions.
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Amy Grant's ‘Simple Things’

New Album Reflects Singer’s Personal Transformation

BY DEBORAH EVANS PRICE

NASHVILLE—Always one to wear her heart on her
sleeve musically, Amy Grant’s willingness to be vul-
nerable and surprisingly forthright in her creative
expression has earned the 42-year-old singer/song-
writer devoted fans in contemporary Christian

and mainstream pop circles.
Since her last album, 1997’s
“Behind the Eyes,” she divorced
longtime husband Gary Chap-
man, a Christian singer/
songwriter with whom
she has three children. In
2000, she married country
superstar Vince Gill, and
they now have a 2-year-old

daughter.

So the songs on Grant’s
new album, “Simple
Things,” out Aug. 19, reflect
a season of life marked by
choices, regrets, healing,

love and a renewed appre-
ciation for God’s mercy.
She says, “One thing [

like about this record taking three years
to make is that it captured a really com-
mon but beautiful transformation,” Grant
tells Billboard as she settles onto a big,

" o |

‘Several songs

learning to forgive
yourself, the
process of trying
to be honest—
and holding your
head up again.’

comfortable sofa in her Nashville home.
“People go through it all the time. We all make

choices that carry great consequences and a lot of
times things that bring about a lot of shame. I feel
several songs capture the process of learning to for-
give yourself, the process of trying to be honest—
and holding your head up again, feeling the beauty of

the other side and feeling the weightlessness of grace
and the maturity that come with that

capture the
process of

—AMY GRANT

life experience.”

“Simple Things” is going to the
Christian market through the Word/
Curb/Warner Bros. label and is being
worked to the mainstream pop market
through Grant’s longtime association
with A&M Records.

Like her previous albums, the new set
is a portrait of Grant’s current life and
times, and it was an album she says
couldn’t be rushed. “I wasn't ready to pull
a record together,” she says of the origi-
nal timetable. “I'd been through so many
personal changes. I didn’t want to belit-
tle any of those things by not having

enough personal time to process them.”
Grant acknowledges that at one point

Word executives were threatening a lawsuit because
the zlbum hadn’t been delivered. “There were a lot of
highly emotional conversations that took place, none

(Continued on page 12)

Columbia’s Kalodner Will Segue To Sanctuary

After nine years at Columbia
Records, senior VP of A&R John
Kalodner will start Sept. 15 as senior
VP at Sanctuary Records Group. He
will be based in the company’s Santa
Monica, Calif., office.

Kalodner’s multi-year deal allows
him to continue working with non-
Sanctuary artists, including Cher, for
whom he will A&R a new album next
year. Sanctuary will get a percentage
of any of his non-Sanctuary projects.

“I want to stay at Sony, but that
can't happen,” Kalodner says in an
exclusive interview with Billboard.
“They didn’t renew a lot of people’s
contracts, including myself. I'm still
very close to a lot of people there,”
including Sony Music Entertainment
executive VP Michele Anthony, Sony
Music U.S. president Don Ienner and

him and help him any way I can.”
Kalodner notes that he plans to

continue working with Sony, includ-

ing A&R'ing an upcoming slate of

Columbia Records Group president
Will Botwin. “It’s sad that I'm not
staying, but I'm thrilled about this
new opportunity.”

‘[ have nothing but
respect for John and
what he has contributed
to Columbia Records
Botwin says.

When asked why
Kalodner’s contract
wasn’t renewed
Botwin says, “It’s part
of an evolution of
[where] this company
is at this point [and]
cerlainly reflects the

The
B'egt

By Melinda Nevrman

mnewman@billboard.com

circumstances in the

marketplace and changing musical
taste and directions. I'm always
going to have good thoughts about

Journey DVDs set for release through
Sony Legacy.
During his stints at Atlantic, Geffen

and Columbia, Kalodner has worked
with a staggering number of artists.

Long affiliated with Bon Jovi
and Aerosmith, he has worked
with acts ranging from the Cather-
ine Wheel, Shawn Colvin and
Chantal Kreviazuk to John
Lennon, Simon & Garfunkel
XTC, Dokken, Heart and Jackyl.

At Sanctuary, in addition to signing
new acts and A&R’ing existing artists
on the label, Kalodner will help with
the company’s other divisions. Sanc-
tuany’s diversity was part of its appeal,
he says. “Ior instance. they manage
the Pet Shop Boys,” he says. “1
brought a Diane Warren song to them
that they’re doing. Or if Van Halen or
Bon Jovi want a new T-shirt deal, 1
would try to push Sanctuary's [mer
chandising] company to Bon Jovi.

However, he says he'll probably stay
away from the company’s manage-
ment arm. “T don't want to be a man-
ager. I'll recommend them to acts, but
I'd recommend Irving Azoff to acts
still, because I think he’s the best
manager in the world.’

“John and I have worked together
for close to 20 years, and he is
arguably the greatest rock A&R man
of our time,” says Sanctuary Group
CEO Merck Mercuriadis. to whom
Kalodner will report. “His expertise
and deep relationships with artists,
producers, writers and managers
will make him an incredible
resource for all of our artists and
managers across the entire Sanctu-
ary group of companies.

Kalodner will take his trademark

(Continued on page 12)
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Amy Grant

Continued from page 11

of which I was part of,” she says, not-
ing that her management (Nash-
ville-based Blanton, Harrell, Cook
and Corzine) handled the situation
with Word executives.

Although still working hard, she
admits her priorities have shifted. “Hav-
ing new music is one of many things
going on in my life,” Grant says. “When
the kids were younger, we had to fold it
into what the next career move was, and
now I kind of feel like we are folding the
next career move into the bigger pic-
ture of life. I've never felt so free from
expectation about what'’s going to hap-
pen with an album.”

Grant knows the pop music land-
scape has changed dramatically since
her last album, but she isn't stressing
about her place in today's market.

“I've always taken great comfort in
the strength of the female singer/song-
writer,” Grant says. “Even if they aren't
on top of the chart, the audience is
always there because women do not
want to be disconnected from their
feelings. Part of being a woman is
understanding who you are, where you
come from and being in touch with
yourself. So whether it’s Carole King a
long time ago or Avril Lavigne, I feel
records find their own audience.”

The song “Happy” is an insightful
revelation about delving deeper in a
relationship and appreciating the
power of little gestures.

“Beautiful” is about the end of a rela-
tionship and is, ironically, a duet with
Gill. “How much more interesting to
have two people that are in love sing a
song about [a relationship being] over,”

“Out in the Open” is about “freedom
from shame and forgiving yourself.” “I
Don’t Know Why" was co-written by
Grant and Wayne Kirkpatrick.

The album was produced primarily
by Keith Thomas (responsible for
Grant's biggest hit, “Baby, Baby”) with
additional cuts produced by Brown
Bannister and Kirkpatrick.

Word and A&M are working togeth-
er to ensure Grant’s audience knows
about “Simple Things” through an
extensive publicity push that includes
appearances on “The Tonight Show
With Jay Leno” and “The View.”

Grant and Gill will hit the road
together starting Dec. 1 for a 19-date
holiday tour called Vince and Amy’s
Simple Christmas (see related story,
page 23).

Word already put Grant on a promo-
tional tour during which she performed
sold-out shows at churches in Chicago;
Columbus, Ohio; Jacksonville, Fla.; and
other markets.

“The first show in Chicago sold out
quickly, so we had to add a second show.
In Columbus we also added a second
show,” Word senior VP of marketing
and artist development Mark Lusk says.
“We go into these markets and partner
with Christian radio and retail and a
major church. We pull all the partners
together to host these events, which are
very consumer-focused. The idea is to
[have consumers] pre-purchase the
record from the Christian retailer. We
are doing a special premium promotion
with the first quantity of initial orders
shipped on the [Christian retail] side
and will have a free membership for the
Amy Grant Fan Club with purchase.”

The first single, the title track, is cur-
rently at mainstream AC and Christian
radio. It is No. 23 on the Billboard AC
chart and No. 6 at Christian AC. The
album, which debuts this issue at No. 1

bums and No. 23 on The Billboard 200,
sold 28,000 copies during its first week,
according to Nielsen SoundScan.

“I like the Amy Grant record, and we
added it right away,” says Barb Richards,
PD at WAJI Fort Wayne, Ind. “I think she
has to work pretty hard to restore her-
self as a pop artist. It has been a few years.
At AC, we love to have familiar artists to
play, but the song is very different for her.
[ keep thinking back to Cher and
‘Believe’—][that was] a different sound
from a familiar artist, and it caught on.
Maybe this will do the same for Amy.”

Though some Christian artists who
have divorced have seen their populari-
ty decline among Christian consumers
with more conservative views, Lusk
doesn’t think Grant will have a problem.

“There are those that are always
going to be very critical of anybody
who has done something that they
don't feel is consistent with the Chris-
tian lifestyle, be it a divorce or what
have you, but Amy’s life has always
been a positive witness. The way she
has handled the difficulty of her mar-
riage breaking up was very classy. Peo-
ple are just happy to see her back and
happy to see her happy.”

A&M president Ron Fair agrees. “This
is an important artist with a 25-year
legacy,” Fair says. “We're in a climate
where everything that’s compelling is
like a reality show, whether it’s the fact
that Amy went through a tumultuous
marital split and ended up with Vince or
50 Cent being shot nine times. People
like the real story on things, and I think
they are going to look to this album to
see what she’s saying lyrically.”

That's fine with Grant. “I don't really
think about the presentation to the pub-
lic,” she says. “I just think about the
honesty of putting a pen to paper. What's
the point of writing a song if it'’s not real?
Why waste the record company’s money

Grant says of the twist. on Top Contemporary Christian Al-  and why waste everybody’s time?”
456 has signed a nonexclusive dis- would look at a major label.”
T e B eat tribution deal with Caroline. The pact Despite Daly's hectic schedule, he
allows 456 to shop artists to other will be active in the label’s dealmak-
Continued from page 11 labels. “If we're in Europe and we ing. “He’ll be heavily involved in

liner-note credit of “John Kalodner:
John Kalodner” with him. For triv-
ia buffs, Foreigner’s Mick Jones
came up with that handle when
Kalodner A&R'd the group’s “Dou-
ble Vision” album.

EASY AS 1-2-3: Look for 456 Enter-
tainment, the new record company
launched by Carson Daly and former
Loud Records executive VP Jonathan
Rifkind, to announce several sign-
ings and the formation of a manage-
ment division in coming weeks.

Already inked to the label are
drum’n’bass artist Photek, quar-
tet Seymour Glass and hip-hop
outfit U.N.

“This is a combining of the
resources of Loud with Jonathan on
the hip-hop side and Carson in the
rock world,” says label president John
Davis, who was formerly VP of A&R
and marketing for Loud.

pick up a group that may have mas-
sive appeal at top 40, we may need a
radio staff for that,” says Rifkind, who

&

KALODNER; SOUGHT SANCTUARY

shares the co-chairman title with
Daly. “I'm not going to take that act
to Caroline, because our deal with
them isn't predicated on commercial
avenues of exposure. For that, we

whom we sign,” Rifkind says. “He has
a cool, credible little circle of people
he grew up with who basically allow
him to find these groups that are
really buried.”

Although the label is signing more
acts, it will remain small. “I'd be nerv-
ous with more than eight acts,”
Rifkind says.

The company is in talks with com-
panies for foreign distribution. “Our
first priority was to lock down our
U.S. releases,” Davis says.

DEALMAKERS: RCA has signed Velvet
Revolver. The band, fronted by Stone
Temple Pilots’ Scott Weiland. includes
former Guns N’ Roses members
Slash, Duff McKagan and Matt
Sorum and Suicidal Tendencies’
David Kushner. The group, which was
introduced to the public with the song
“Set Me Free” on “The Hulk” sound-
track, is writing songs and selecting a
producer for its RCA debut, which will
bow in first-quarter 2004.
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Nappy Roots Prdte New Set W|th Inéréased Visibility

BY RASHAUN HALL

NEW YORK—Nappy Roots couldn’t have picked a
more appropriate lead single than “Roun’ the
Globe” to introduce their Atlantic sophomore set,
“Wooden Leather.”

The success of the act’s 2002 debut, “Watermelon,
Chicken & Gritz,” certainly took the sextet of R.
Prophet, Big V, Skinny DeVille, Scales, Ron Clutch and
B. Stille on a journey around the world. The group was
even one of the few hip-hop acts to travel with the USO
to Iraq. Not bad for a troupe of boys from Kentucky.

“It was eye-opening to see the type of things [the

soldiers] have to go through,” Scales says. “It can get
up to 130 degrees, and electricity and running water
are only available in a few places. When we went to
Baghdad, the troops were staying in a hangar at the
Saddam Hussein International Airport. sleeping on
the floor—and their main concern was seeing us per-
form. It was a big morale booster for them, and that
meant a lot to me.”

R. Prophet adds. “It was a spiritual thing. [ remem-
ber sitting out by the pool with the sun beaming next
to the ocean. It was like charging my battery. One of
the pilots told us if we looked closely we could see
Egypt. It was mind-blowing.”

Ironically, the group’s trip overseas tied directly into
the release of “Roun’ the Globe.”

“To be sensitive to what’s going on over there, we
didn’t set out to use it as a marketing situation,”
Atlantic \'P of urban marketing James Lopez says.
“The group had the opportunity to do something that
would change their lives forever. When we got the
invitation. we presented it to the group and they went
for it. They actually departed for the Middle East the
day we shipped the single ‘Roun’ the Globe."”

Footage from the trip was incorporated into the
videoclip for the track.

(Continued on page 22)
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| penned a new

Muse

GMWA Confab Still Strong

With a majority of gospel’s major
labels opting out of the costly lunch-
eons and showcases that had for
years become a fixture at the annual
meeting of the Gospel Music Work-
shop of America—and with some
big-name stars noticeably absent—
there was
some
question
as to the
conven-
tion’s rele-
vance in a
changing
industry.

The
15,000-
plus
attendees
who turned out Aug. 9-16 in Tampa,
Fla., for the GMWA's 36th annual
session provided the answer—the
gathering is still relevant.

Some suggested that with so
many new avenues of exposure, it
was not as necessary to have an
artist perform there. But attendance
was high at the week-long confab,
swelling to 1,800 alone at its Nation-
al Mass Choir session, where a live
album to be released by Gospo Cen-

HOBBS: SEEKING SUPPORT

tric was recorded.

“Just having all of the gospel an-
nouncers and programmers in one
room made it for us the best place
to showcase,” AIR Records national
promotions director Kenny Taylor
says. “Last year, we were preparing

increasing attendance of young peo-
ple. Highlights included perform-
ances from John P. Kee and CeCe
Winans as well as the salute to such
gospel pioneers as Albertina Walker,
the William Brothers and the Five
Blind Boys.

to release Maurette
Brown-Clark and
after the event,
radio jumped on
the record—
though the costs
have gone up to
where we could not
have done it alone.”
Gospel An-
nouncers Guild
chairman Al Hobbs

By Lisa Collins

eye4gospel@aol.com

cites escalating
costs and shrinking budgets for
declining label participation.

“That’s about to change,” Hobbs
says, “as showcases will be more tar-
get-specific to our broadcast mem-
bers in order to reduce the cost.”

An emphasis is also being put on
attracting corporate partners.

Some of the week’s biggest
crowds were registered at the con-
fab’s youth division—an indication
of yet another conference trend: the

Despite the absence of some key
heavy-hitters—the result of
scheduling conflicts—most con-
sider the GMWA conference a key
destination stop.

Hobbs says, “You cannot ignore
the fact that this is where the indus-
try gathers. [There are} 1,500-2,000
choir directors (who| come here
each year, and if you can get them
singing your music, you will see a
difference.”

Becker Takes Indie Route

As a singer, songwriter and all-
around great human being, Mar-
garet Becker has continually im-
pressed me for many years. She does

touring in support of an album.

“I love to encourage people, and |
love to empower people,” Becker
says. “I realized I had been short-sell-

it again on her lat-
est collection,
“Just Come In.”

The project
finds Becker at an
interesting time in
her life and career.
She has been pro-
ducing such artists
as Kelly Minter
and Ginny Owens,
and she has

Higher
Ground.

By Deborah Evans Price
dprice@billboard.com

book. She also left Sparrow, the only
label she has ever been on, to create
an independent album free of com-
mercial expectations.

The result is an 11-track collection
that includes five new tunes as well
as earthy, acoustic versions of six of
her best-loved songs, including “Say
the Name™ and “Clay and Water.”

Becker signed a deal with Here to
Him Music’s Cross Driven Records to
market and distribute the record.

“Sparrow has been an incredible
company to work with, and they really
empowered me to be able to do what
I'm doing now,” she says. “I had an
incredible ride. I enjoyed it but just
didn’t want to continue in that way.”

As Becker moves forward, she looks
to do more than follow the usual
artist cycle of recording, releasing and

BECKER: BRANCHING OUT

ing my tools in the business and that
I had a lot more tools available to me
than just music. I needed to be re-
sponsible for those tools, so that’s
when I started to think that my tools
are words, so I have to start concen-

trating on other ways to use words
that would be equally fulfilling to
me. That’s when I started concen-
trating more on writing the book.”

She was inspired to write the as-
yet-untitled book after attending a
retreat. “It completely focused my
life and helped me rearrange my pri-
orities,” she says. “It kind of sent me
in a place where I started to live from
the center of my giftings. These past
couple of years have been an exercise
in that, and it has been working so
incredibly well.”

Becker says that after that refocus-
ing, “I'm working harder than I think
I've ever worked, but I'm enjoying it
more. I am no longer being pushed
by my life—1I started to direct it
again, which I did when I first decid-
ed I wanted to be an artist. After a
while you get caught in a machine,
and no matter what everyone’s inten-
tions are—good, bad or otherwise—
you can’t get out of that cycle.”

Becker continues to tour but is try-
ing to limit her road schedule so she
can explore other options, including
producing some world music artists.

As for her next project, “I'm going
to be working on the first in a series
of records based on the book of
Psalms,” Becker says. “It has rage,
jealousy, celebration—all the human-
ity is there. It’s interesting to see how
the psalmists dealt with all that stuff
that we all deal with, and that’s kind
of the commentary I'll be writing.”
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Classical

A BILLBOARD SPECIAL REPORT

SOPRANO ANNA NETREBKO IS AMONG NEW SIGNINGS BY DEUTSCHE GRAMMOPHON

Dealing With Hard Times

Majors, Indies Find New Ways To Boost Acts’ Success

BY STEVE SMITH

Everywhere you look, the story
is the same: Classical music is on
the ropes, whether in concert halls
or record stores.

Across the country, symphony
orchestras and arts presenters are
struggling to make ends meet—to
varying degrees of success.

But the fall release schedules of
classical recording lahels tell
another story. Labels large and
small are finding new ways to
deal with hard times, by making
fundamental changes in the kinds
of artists and repertoire they
record or by developing new
strategies for marketing and pro-
moting the music.

Universal Classics—home to the
venerable Deutsche Grammophon,
Decca and Philips imprints—

hoasts a deep catalog of legendary
recordings by some of the greatest
artists. Nevertheless, this fall
Deutsche Grammophon will roll
out new recordings by an impres-
sive lineup of recent signings,
including violinist Hilary Hahn,
soprano Anna Netrebko, pianist
Helene Grimaud and conductor
Esa-Pekka Salonen, all of whom
perform music from the standard
repertoire.

Another new addition to the ros-
ter, pianist Lang Lang, recently
made his label debut with a re-
cording of concertos by Tchai-
kovsky and Mendelssohn. It was
issued in June to capitalize on a
pair of high-profile TV appearances
but will continue to be a priority
into the fall.

“There are troubles in the mar-
ketplace, but there will always be

room for someone who has talent
and personality and who is willing
to make a commitment to their
fans and do what needs to be done
today, which is perhaps more com-
plicated than it has been in the
past,” says Chris Roberts, world-
wide chairman of Universal Clas-
sics and Deutsche Grammophon
president.

“These new signings reflect all of
what’s healthy about the business,
as well as a new era of media-savvy
artists who can get outside of the
traditional audience and make a
connection with a wider spectrum
of people,” he continues.

Though this new crop of artists
finds itself in direct competition
with the recordings of past legends.
Roberts places great faith in its
ability to reach heyond a core clas-

(Continued on page 17)

Bringing Music
Into Classroon s

BY STEVE SMITH

Many explanations have been
offered for the dire straits affect-
ing the contemporary classical
music industry. But one stands out
as the most critical: the deep cuts
in public schools’ music education
programs.

Without meaningful exposure to
classical music, children can hardly
be expected to embrace such a seri-
ous, often demanding art. As a re-
sult, they may grow into adults who
feel no connection to the music—
and therefore have no compelling
reason to attend concerts or pur-
chase recordings.

Rather than simply bemoaning
the situation, several individuals and
companies have embarked on a
campaign to win young hearts and
minds on behalf of classical music
by offering educational tools for
children of all ages and develop-
mental stages. Some have begun to
direct their efforts toward empow-
ering adult listeners, as well.

The Sibelius Group, a leader in
music notation technology (sibelius
.com), recently expanded its educa-
tional software suite with the June
introduction of Sibelius Instru-
ments, an encyclopedic guide to
orchestral and band instruments on
CD-ROM. Sibelius was founded in
the U.K. in 1993 by twin brothers
Ben and Jonathan Finn, who com-
bined their talents for music com-
position and computer program-
ming. Today the company has offices
in the U.K. and U.S. and reports it
has customers in 100 countries.

Earlier this year, Sibelius launched
Sibelius Starclass, a comprehensive
software program designed to aid ele-
mentary-school teachers in teaching
music, with more than 180 interac-
tive lesson plans.

“I really believe that what we're
doing, to enable creativity and
improve the study of music, is going
to be of major importance in build-
ing the talent base for the music
industry of the future,” Sibelius CEO
Jeremy Silver says.

Canadian musician/educator
Susan Hammond has been at the
forefront of classical music educa-

tion for more than a decade with
Classical Kids, an ambitious and
ever-growing range of products
designed not only to teach school-
children about classical music but
to demonstrate its deep and rich
connections to other areas of
human experience.

From its humble origins with the
1988 release of “Mr. Bach Comes to
Call,” a fanciful story about a con-
temporary child’s personal en-
counter with the great composer,
Classical Kids—based in Pickering,
Ontario—has grown into a diverse
company offering nine different pro-
grams on cassette and CD, as well as
videotapes, interactive CD-ROMs,
DVDs, teacher’s guides and even live
concert events.

SILVER: ENABLING CREATIVITY

While the company’s products have
been cited for numerous awards by
educators and home-schooling ex-
perts, it is somewhat ironic that Ham-
mond did not conceive “Mr. Bach” and
its successors for classroom use. She
merely intended to educate and enter-
tain her own daughters.

“We didn't even sell to teachers
for the first four years,” Hammond
says. “We sold it to families who
wanted it in the car and by the bed-
side. Then the kids began to bring
‘Mr. Bach Comes to Call’ and
‘Beethoven Lives Upstairs’ to school
for show and tell, and the teachers
said, ‘What is this? It’s wonderful!" "

Feedback from interested educa-
tors led Hammond to create de-
tailed teacher’s notes for each
release in the series; the guides were

(Continued on page 17)
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Special Report

Hard Times

Continued from page 15

sical audience through a combina-
tion of talent and personality.

ON THE HORIZON

Meanwhile, Deutsche Gram-
mophon expands its horizons this
fall with the release of “North,” a
jazz-oriented disc by singer/song-
writer Elvis Costello, as well as
with the launch of Edge, a new
imprint that will feature more jazz-
and world music-oriented releases.

“There’s so much good music
out there, but I didn’t want to do
the kind of crossover that Decca
does,” Roberts says, referring to
that label’s emphasis on such pop-
ular artists as Andrea Bocelli, Bond
and Russell Watson. “We wanted to
move the label forward in certain
areas of repertoire that wouldn’t
contradict its general aesthetic.”

Sony Classical president Peter
Gelb has long held that the indus-
try's constant recycling of the
standard repertoire is at the heart
of its problem.

“It’s not reasonable to expect
consumers to continue to buy addi-
tional recordings of the same
repertoire,” he explains.

“But hopefully, in the creative
process that goes on between
artists and record companies, it is
possible to create new recordings

ROBERTS: ‘ALWAYS ROOM FOR TALENT'

and new music that have genuine
artistic resonance and a reason to
exist beyond purely commercial
aspects.”

Gelb holds up the label’s recently
issued “Duetto,” a crossover-
oriented recording by rising young
operatic tenors Marcelo Alvarez
and Salvatore Licitra, as a prime
example of a project that can
enable classical musicians to reach
a widespread audience without
compromise (Billboard, June 28).
Although it was issued in the U.S.
in June to capitalize on a PBS
broadcast and a performance in
New York’s Central Park (attended
by an estimated 50,000 people),
“Duetto” will be a key fall release
throughout most of the world.

“In the world of opera, these
are two of the most acclaimed
young singers out there,” Gelb

TENORS MARCELD ALYAREZ AND SALVATORE LICITRA SEEK MAINSTREAM ALDIENCE WITH “DUETTO®

says. “But the fact of the matter is
that opera stars today have less of
a public foothold than they did 10,
20 or 30 years ago, and it becomes
harder with every passing year to
maintain that foothold. So it is
doing a service to classical music,
to audiences and certainly to our-
selves as a record company, to
find vehicles and projects that can
put classical musicians in front of
a larger public.”

Along the same lines, Sony’s
major fall priorities include cellist
Yo-Yo Ma's recently issued Latin-
crossover disc, “Obrigado Brazil,”
as well as a still-untitled disc of
popular melodies and arias per-
formed by violinist Joshua Bell.

Still, the core repertoire has its
place, such as in upcoming Sony
offerings by pianists Murray Per-
ahia and Arcady Volodos.

INDIE SUCCESS

Some independent labels are
also beginning to find success by
drawing upon the example set by
the majors.

Steve Wehmhoff, senior label
manager for Koch Entertainment,
says that cellist Maya Beiser’s
“World to Come,” on in-house label
Koch International Classics, will be
a major fall priority. The disc fea-
tures a lively mix of contemporary
compositions by David Lang,
Osvaldo Golijov, Arvo Part and
John Tavener.

“Maya is touring to promote the
record, which is novel in the inde-
pendent world,” Wehmhoff says.
“She takes great interest in her
records; she’s involved in record-
ing, mixing, editing, marketing—
the whole bit.”

The label’s aggressive publicity
campaign includes using a publi-
cist with experience in promoting
pop music, another sign of faith
that an artist can break through
to a larger audience with the prop-
er strategy.

On the other hand, Michael
Davis, founder of audiophile piano
specialist label Ivory Classics, feels
that the emphasis on high-priced

marketing and strategizing is the
very thing that has been most
detrimental to classical music.

Davis hews instead to a more
fundamentalist approach: Record
great artists in the repertoire of
their choosing.

In October, Ivory Classics will
issue a new recording by Earl Wild,
featuring repertoire that the 88-
year-old keyboard legend has never
previously recorded, including
music by Beethoven, Marcello and
Balakirev. Currently self-distrib-
uted after short stints with Allegro

GELB: NEW VEHICLES NEEDED

and Naxos, Davis faces the daunt-
ing proposition of attracting atten-
tion to a worthy recording without
the benefits of a major-label budg-
et and market access.

“A big marketing blitz can sell
records, we all know that,” Davis
says. “The main task is to get the
word out about what is truly
good, and that can only happen
through word-of-mouth, because
the smaller labels can't afford to
spend the money that the larger
labels can.”

As has been the case with so
many other independent labels,
Davis has turned most of his efforts
toward Internet sales. Despite the
difficulties, however, he sees a clear
need for his label’s efforts.

“These artists deserve to be
heard, and their performances
deserve to be preserved,” he says.

Classrooms

Continued from page 15

designed not only for music spe-
cialists but for everyday classroom
teachers. The materials expand
beyond the music and the compos-
er’s biography to touch on topics
from literature, social studies, his-
tory and the visual arts.

Each guide also calls for the
children’s participation. Such
activities as singing, playing in-
struments, dancing, drawing and
writing poetry are used to deepen
a child’s appreciation for the music
and the composer’s story.

BEETHOVEN ON DVD

The newest addition to the Clas-
sical Kids product line, issued in
March, is a DVD version of the pop-
ular “Beethoven Lives Upstairs™ pro-
gram, ideal for an age in which chil-
dren are even more visually
oriented, computer-savvy and enam-
ored of videogames. In addition to
the Emmy Award-winning live-
action film version of the tale, the
disc includes several interactive fea-
tures and games, some of which
were derived from a previous CD-
ROM incarnation,

Most important to Hammond, the
DVD teaches children to read music.

“I've taught tons of kids how to
read music, and it's not hard,”
Hammond insists. “And it’s ex-
tremely important that they do
something, instead of the way we
usually present classical music with
them strapped to their seats. They
want to feel it’s something that they
could do. And they can.”

Like Hammond, Naxos Records
president Klaus Heymann also
entered the field of educational prod-
ucts out of enlightened self-interest.

“It started over dinner around
four years ago; we were sitting
around lamenting the decline in

| concert attendance and the aging of

our audiences,” he recalls. “And |
said, ‘Well, let's do something about
it." I realized that the only way to
build an audience for the future is
to educate new audiences but with-
out being overbearing and forcing
things down their throats. I mean, I
can't read music or play an instru-
ment, but I would still like to know
what's going on in the music that
I'm listening to.”

Heymann’s ongoing foray into
musical appreciation is a sophisti-
cated line of audio books on CD,
written and narrated by British
author/broadcaster/educator Jere-
my Siepmann. The Life and Works
series presents a biography of a
major composer on two to four
discs, illustrated with copious
musical examples. (The company
also distributes the Classical Kids
line in the U.S.)

“Classics Explained” and “Opera
Explained” (the latter written by
Thomson Smillie) focus on a single
musical work in-depth, presented in
a refreshingly jargon-free manner.

Naxos issues four new sets from
each series per year.

INSTRUMENTAL ROLE

The most impressive issue to date,
however, is the seven-CD boxed set
“The Instruments of the Orchestra,”
which introduces each instrument,
describes its role within the orches-
tra and illustrates the various effects
that each can create,

While it is intended for sophisti-
cated high schoolers, college stu-
dents and adults who want to learn
about the genre, the set is so com-
prehensive and logically arranged
that even knowledgeable music
lovers might find it valuable. Here
and in his other series, Siepmann’s
warm, patrician tone conveys a
sense of seriousness without stuffi-
ness or condescension,

That impressive product is only
the tip of the iceberg for Heymann.

When he established Naxos' U.S.
headquarters in Nashville, as a good-
will gesture to the state he donated
70,000 CDs to be given to the par-
ents of newborn babies. The CD he

‘“The only way to
build an audience for
the future is to
educate new
audiences.’

compiled for that program, “Listen,
Learn and Grow,” has since become
a Naxos franchise in its own right.

Aimed at the parents of infants
and toddlers, the discs feature short,
upbeat popular classics, accompa-
nied by a colorful activity booklet
designed by children’s book produc-
ers Williamson’s Little Hands.

Naxos will soon take on an active
role in music education at a higher
level. "The problem faced by many
professors and universities, if there’s
only a copy of a CD in the school
music library and they want to put
together a listening program for the
students, is that it's often very diffi-
cult to get all of the CDs together,”
he says.

To solve that, Naxos has developed
the Naxos Music Library, which will
deliver its entire catalog on a single
hard disc, searchable with a special
search engine, he says. Teachers will
be able to listen to the Naxos cata-
log on its Web site, then go to the
hard disc and set up a listening pro-
gram for their students on their uni-
versity server. Students can listen to
the program whenever they choose.

Heymann demonstrated a proto-
type of the system at last year’s
National Music Librarians Confer-
ence, then took suggestions and
requests into account to develop the
final product.

“That’s ready to be rolled out now.
We're handing out trial subscrip-
tions so that people can try out the
service before we start shipping the
hard discs.”
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Special Report
Selected Q4 Classical Releases

Here is a selective month-to-
month guide of upcoming classical
music releases. Specific release dates
available at press time are noted.

SEPTEMBER
BLACK BOX
Susan Chilcott & Iain Burnside,
“Voices, Vol. 3/The Gift to Be Free:
Songs of Aaron Copland” (Sept. 23)

BMG CLASSICS
Jussi Bjorling, “Rediscovered”
(Sept. 9)

CANARY CLASSICS/ARTEMIS
Gil Shaham, “The Faure Album”
(Sept. 23)

CHANDOS
Richard Hickox/London Symphony

Orchestra, “Vaughan Williams
Symphonies Nos. 6 & 8” (Sept. 23)

COLLEGIUM

John Rutter, “Mass of the Children”

DECCA

Cecilia Bartoli, “The Salieri Album”
(Sept. 30)

Bond, “Remixed” (Sept. 16)

Renee Fleming, “By Request”
(Sept. 16)

Luciano Pavarotti, “Te Adoro”
(Sept. 16)

DEUTSCHE GRAMMOPHON

Elvis Costello, “North” (Sept. 23)

Hilary Hahn, “Bach Violin Con-
certos” (Sept. 9)

Gilbert Kaplan/Vienna Philhar-
monic, “Mahler Symphony No. 2”
(Sept. 9)

Anna Netrebko, “Opera Arias” (Sept. 9)

DORIAN

Baltimore Consort, “Adew Dundee:
Early Music of Scotland”

Piffaro & the Concord Ensemble,
“Trionfo d’Amore e Della Morte”

Red Priest, “Vivaldi: The Four Seasons”

ECM NEW SERIES
Hilliard Ensemble, “Hartke: Tituli”

Andras Schiff, “Bach: Goldberg
Variations”

Isabelle van Keulen, “Erkki-Sven
Tuur Violin Concerto”

EMI CLASSICS

Leif-Ove Andsnes, “Grieg and
Schumann Piano Concertos”

Emanuel Pahud, “Khachaturian &
Ibert Flute Concertos”

Sir Simon Rattle, “Beethoven:
Fidelio”

ERATO

William Christie/Les Arts
Florissants, “Handel: Theodora”
(Sept. 23)

HARMONIA MUNDI
Andrew Manze/English Concert,
“Mozart: Night Music”

Paul Hillier/Estonian Philharmon-
ic Chamber Choir, “The Powers
of Heaven”

HYPERION
Seta Tanyel, “Scharwenka Piano
Concertos Nos. 2 & 3"

KOCH INTERNATIONAL

CLASSICS

St. Thomas Choir of Men and Boys,
“A Cappella II” (Sept. 23)

MILKEN ARCHIVE/NAXOS

Mario Castelnuovo-Tedesco, “Naomi
and Ruth”

Kurt Weill, “The Eternal Road”

Various artists, “Milken Sampler”

Various artists, “Yiddish Theater
Songs, Vol. 17

Various composers, “Klezmer
Concertos”

NAXOS

Marin Alsop/Bournemouth
Symphony, “Leonard Bernstein:
Chichester Psalms”

Michael Stern/IRIS, “Hartke:
Orchestral Works”

NEW WORLD
Various artists, “Music From the
ONCE Festival 1961-1965"

NONESUCH

Gidon Kremer, “The Russian Seasons’

Lorraine Hunt Lieberson, “Bach
Cantatas Nos. 82 & 199”

y

ONDINE
Lilli Paasikivi, “Alma Mahler:
Complete Songs” (Sept. 23)

OXINGALE/ARTEMIS
Matt Haimovitz, “Anthem” (Sept. 9)

REFERENCE RECORDINGS

Felix Hell, “Organ Sensation”

Eiji Oue/Minnesota Orchestra,
“Argento: Casa Guidi”

Paul Goodwin/Minnesota Orches-
tra, “Tavener: Ikon of Eros”

SONY CLASSICAL

Murray Perahia, “Bach Branden-
burg Concerto No. 5 & Italian
Concerto”

TELARC

Donald Runnicles/Atlanta Sym-
phony, “Beethoven Symphony
No. 9”

Erich Kunzel/Cincinnati Pops,
“Epics”

VIRGIN CLASSICS
Vivica Genaux, “Bel Canto Arias”

WARNER CLASSICS

Barry Wordsworth/Royal
Philharonic, “Bernstein: West
Side Story” (Sept. 23)

OCTOBER
ASV
Caspar Richter/Bruckner Orchestra
Linz, “Korngold: Der Sturm”

BRIDGE
Sir William Walton, “Walton Con-
ducts Walton”

BLACK BOX
Matthew Barley, “The Silver Swan”

BMG CLASSICS

Ensemble Modern, “Music of Steve
Reich”

Nikolaus Harnoncourt/Vienna Phil-
harmonic, “Bruckner Symphony
No. 9"

Nikolaus Harnoncourt/Vienna Phil-
harmonic, “Smetana: Ma Vlast”

CANTALOUPE
Ethel, “Ethel”

DENON
Andre Rieu, “Live From Dublin”

DEUTSCHE GRAMMOPHON

Magdalena Kozena, “French Arias”
(Oct. 14)

Anne-Sophie Mutter, “Andre Previn
Violin Concerto” (Oct. 14)

DORIAN
Les Violins du Roy, “A Celebration”

ECM NEW SERIES

Leonidas Kavakos, “Music of Ravel
and Enescu”

John Potter, “Care Charming Sleep”

EMI CLASSICS

Roberto Alagna, “Nessun Dorma”

Eroica Trio, “Beethoven Triple
Concerto”

Hei-Kyung Hong, “Korean Songs”

Nigel Kennedy, “The Vivaldi Expe-
rience”

Maxim Vengerov, “French Violin
Concertos”

ERATO
Susan Graham, “Carnegie Hall
Recital” (Oct. 7)

HARMONIA MUNDI

Anonymous 4, “Wolcum Yule”

Rene Jacobs/Akademie fur Alte
Musik Berlin, “Scarlatti: Griselda”

Olga Kern, “Tchaikovsky Piano Con-
certo No. 17

HYPERION

Graham Johnson, “Robert
Schumann Songs, Vol. 8”

Stephen Layton/Polyphony, “Arvo
Part: Triodion”

Angela Hewitt, “Bach: English
Suites”

KOCH INTERNATIONAL CLASSICS

Maya Beiser, “World to Come”

Gramercy Brass, “Christmastime Is
Here”

Project, “Arthur Berger: Com-
plete Orchestral Music”

REFERENCE RECORDINGS
Virgil Fox, “The Bach Gamut, Vol. 1”

SONY CLASSICAL

Vladimir Horowitz, “Carnegie Hall
Recital 1965

Volodos, “Tchaikovsky Piano Con-
certo No. 1”

TELARC

Paavo Jarvi/Cincinnati Symphony,
“Prokofiev: Romeo and Juliet
Suites”

TELDEC CLASSICS
Pierre-Laurent Aimard, “Debussy
Images & Etudes” (Oct. 7)

WARNER CLASSICS
Chanticleer, “Evening Prayer: Purcell
Anthems and Sacred Song” (Oct. 7)

NOVEMBER

ASV

Felicity Lott & Graham Johnson,
“Strauss Songs”

BRIDGE

Cygnus Ensemble, “Music of Milton
Babbitt”

Gregory Fulkerson, “Stephen Jaffe:
Violin Concerto”

DORIAN

Chuckerbutty Ocarina Ensemble,
“The Classic Ocarina”

FLEMING: ‘BY REQUEST" ON 5EFT. 16

Lionheart, “Tydyngs Trew”

MILKEN ARCHIVE/NAXOS
Leonard Bernstein, “A Jewish Legacy”
Joseph Achron, “Orchestral Works”

NAIVE
Accentus, “Choral Transcriptions”

NAXOS

Gil Rose/National Symphony
Orchestra of the Ukraine, “Bar-
ber: Vanessa”

NEW WORLD
Gil Rose/Boston Modern Orchestra

Trinity Choir Boston, “Radiant
Light, Vol. II”

HARMONIA MUNDI

Philippe Herreweghe, “Bach: Christ-
mas Cantatas From Leipzig”

Jon Nakamatsu, “Wolfl Piano
Sonatas”

Orlando Consort, “The Toledo Summit”

HYPERION

Christopher Maltman, “Songs of
Travel”

Various artists, “Gramophone Award
Winners” (A 14-disc limited-edi-
tion series)

(Continued on page 20)
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Groban Is Crossover Chart Darling

These chart recaps are year-to-
date beginning with the issue
dated Dec. 7, 2002—the start of
the 2003 chart year—through the
Aug. 9 issue.

The recaps are based on point-of-
sale data as compiled by Nielsen
SoundScan. Titles receive credit for
unit sales for each week they appear
on the pertinent chart. Although the
classical charts appear bi-weekly in
Billboard, they are compiled weekly
and are available through bill-
board.com, the Billboard Informa-
tion Network and Nielsen Sound-
Scan. The recap rankings include
sales during the unpublished weeks.

Compiled by Anthony Colombo with
assistance from classical charts
manager Ricardo Companioni.

Top Classical Crossover

Artists
Pos. ARTIST (No. of Charted Titles) Imprint/Label
1 JOSH GROBAN (2)
143/Repnse/Warner Bros.

2 CHARLOTTE CHURCH (2) Colum-
bia/Sony Music

3 SARAH BRIGHTMAN (2) Nemo
Studio/Angel
(1) Really Useful/Decca Broad-
way/Universal Classics Group

4 BOND (2) MBO/Decca/Universal
Classics Group

5 RUSSELL WATSON (2) Decca/Uni-
versal Classics Group

6 MARIO FRANGOULIS (1) Sony
Classical/Sony Music

7 ANDREA BOCELLI (1) Philips/Uni-
versal Classics Group

8 OPERA BABES (1) Sony (lassi-
cal/Sony Music

9 DANIEL RODRIGUEZ (2) Manhat-
tan/Angel

10 ASELIN DEBISON (1) Sony Classi-

cal/Sony Music

Top Classical Crossover

Imprints

Pos. IMPRINT (No. of Charted Titles)}

1 REPRISE (2)

"—-——lu—-—'--_.*

GROBAN: HE REIGNS ONTHE TOP CLASSICAL CROSSOVER ARTISTS AND CROSSOVER TITLES CHARTS

1
3
4
5

143 (2)

COLUMBIA (2)

SONY CLASSICAL (10)
DECCA (7)

Top Classical Crossover

1
2
3
4
5

Labels

Pos. LABEL (No. of Charted Titles)

WARNER BROS. (2)

SONY MUSIC (12)

UNIVERSAL CLASSICS GROUP (9)
ANGEL (5)

AAL (5)

Top Classical Crossover

1

2

10

11

12

Titles

Pos. TITLE—Artist—Imprint/Label

JOSH GROBAN—Josh Groban—
143/Reprise/Warner Bros.

JOSH GROBAN IN CONCERT—
Josh Groban—143/Reprise/Warner
Bros.

PRELUDE: THE BEST OF CHAR-
LOTTE CHURCH—Charlotte
Church—Columbia/Sony Music
HAREM—Sarah Brightman—~Nemo
Studio/Angel
SHINE—Bond—MBO/Decca/Uni-
versal Classics Group
ENCORE—Russell Watson—
Decca/Universal (Classics Group
SOMETIMES I DREAM—AMario
Frangoulis—Sony Classical/Sony
Music

CIELI DI TOSCANA—Andrea
Bocelli—Philips/Universal (Classics
Group

BEYOND IMAGINATION—Opera
Babes—Sony Classical/Sony Music
CLASSICS—Sarah Brightman—
Nemo Studio/Angel
ENCHANTMENT—Charlotte
Church—Columbia/Sony Music
SILK ROAD JOURNEYS: WHEN
STRANGERS MEET—Yo-Yo Ma &
The Silk Road Ensemble—Sony
Classical/Sony Music

13 SWEET IS THE MELODY—Aselin
Debison—Sony Classical/Sony
Music

14 THE VOICE—Russell Watson—
Decca/Universal Classics Group

15 FROM MY HEART—Danjel
Rodnguez—~Manhattan/Angel

Top Classical Artists

Pos. ARTIST (No. of Charted Titles) Imprint/Label

1 ANDREA BOCELLI (1) Philips/
Universal Classics Group
(1) Decca/Universal Classics Group
2 JANUSZ OLENJNICZAK (1) Sony
Classical/Sony Music
3 YO0-YO MA (2) Sony Classical/Sony
Music
4 GLENN GOULD (1) Sony (lassi-
cal/Sony Music
5 RENEE FLEMING (1) Decca/Uni-
versal Classics Group
6 PLACIDO DOMINGO (1) DG/Uni-
versal Classics Group
(1) Decca/Universal Classics Group
CHANTICLEER (2) Teldec/AG
8 LUCIANO PAVAROTTI (1)
Decca/Universal Classics Group
(1) Decca/UTV/Universal Classics
Group
9 CECILIA BARTOLI (1) Decca/Uni-
versal Classics Group
10 WARSAW PHILHARMONIC
NATIONAL ORCHESTRA OF
POLAND (1) Sony (lassical/Sony
Music
10 TADEUSZ STRUGALA (1) Sony
(lassical/Sony Music

~

Top Classical Imprints

Pos. IMPRINT (No. of Charted Titles)

1 PHILIPS (3)
2 SONY CLASSICAL (11)
3 DECCA (10)

4 TELDEC (3)

5 CIRCA (1)

Top Classical Labels
Pos. LABEL (No. of Charted Titles)

1 UNIVERSAL CLASSICS GROUP
(21)

SONY MUSIC (12)

ANGEL (8)

AG (5)

VIRGIN (2)

Top Classical Titles

Pos. TITLE—Artist—Imprint/Label

(S N VIR )

1 SENTIMENTO—Andrea Bocelli—
Philips/Universal Classics Group

2 THE PIANIST (SOUNDTRACK)—
Janusz Olenjniczak With The War-
saw Philharmonic National Orches-
tra Of Poland (Strugala)—Sony
Classical/Sony Music

3 STATE OF WONDER—Glenn
Gould—Sony Classical/Sony Music

4 CLASSIC YO-YO—Yo-Yo Ma—Sony
Classical/Sony Music

MA: TOP FIVE CEASSIEM ARTIST

5 THE BEST OF THE 3 TENORS—C(ar-
reras-Domingo-Pavarotti—
Decca/Universal Classics Group

6 BEL CANTO—Renee Fleming—
Decca/Universal Classics Group

7 THE MOST RELAXING CLASSICAL
ALBUM...EVER! II—Various
Artists—Circa/Virgin

8 LA BELLE EPOQUE—Yo-Yo Ma—
Sony (Classical/Sony Music

9 THE ART OF CECILIA BARTOLI—
Cecilia Bartoli—Decca/Universal
(Classics Group

10 THE BEST OF VANESSA-MAE—
Vanessa-Mae—Angel

11 SACRED SONGS—Placido Domin-
go—DG/Universal Classics Group

12 OUR AMERICAN JOURNEY—Chan-
ticleer—Teldec/AG

13 DUETTO—Marcelo Alvarez/Salva-
tore Licitra—Sony Classical/Sony
Music

14 A PORTRAIT—Chanticleer—
Teldec/AG

15 THE ULTIMATE RELAXATION
CHRISTMAS ALBUM—Various
Artists—Decca/Universal (Classics
Group

Releases

Continued from page 18

KOCH INTERNATIONAL CLASSICS

Sara Davis Buechner, “Rudolph
Friml Works for Piano”

MILKEN ARCHIVE/NAXOS

Gerard Schwarz/Czech Philhar-
monic, “Milhaud: Sacred Service”

Various artists, “Music for Chanukah”

NAXOS

David Lloyd-Jones/Royal Scottish
National Orchestra, “Bax
Symphony No. 7"

James Judd/New Zealand Symphony,
“Bernstein: Jeremiah Symphony”

ONDINE

Mikko Franck/Oulu Philharmonic,
“Rautavaara: The House of the Sun”

Soile Isokoski, “Sacred Finnish
Songs”

Leif Segerstam/Helsinki
Philharmonic, “Sibelius
Symphonies 2 & 6”

NEW WORLD

Paragon Ragtime Orchestra, “Black
Manhattan”

Various artists, “Music of Margaret
Brouwer”

REFERENCE RECORDINGS
Stanislav Skrowaczewski, “Concerto
Nicolo; Concerto for Orchestra”

TELARC

Leon Botstein/London Symphony
Orchestra, “Liszt: Dante
Symphony”

VANGUARD CLASSICS/ARTEMIS
Michael Hersch, untitled (First disc by
award-winning young composer)

VIRGIN CLASSICS
William Christie, “Campra: Grands
Motets”

WARNER CLASSICS
Nikolai Lugansky, “Rachmaninoff Piano
Concertos Nos. 1 & 3" (Nov. 4)

DECEMBER

HANSSLER CLASSIC

Neville Marriner/Academy of St.
Martin in the Fields, “Bruch
Symphony No. 1 & Violin Con-
certo No. 17

HARMONIA MUNDI

Victor Pablo/Tenerife Symphony,
“Villa-Lobos Symphony No. 10"

Josep Pons/Orquesta Ciudad de
Granada, “Ginastera: Estancia”

Paul Van Nevel/Huelgas Ensemble,
“Festa: La Spagna”

HYPERION

Stephen Coombs, “Pierne: Complete
Works for Piano and Orchestra”

Vernon Handley/Royal Philhar-
monic, “Bantock: Song of Songs”

Stephen Hough, “Hummel Piano
Sonatas”

Robert King/King’s Consort, “Mon-
teverdi: Sacred Music, Vol. 17
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Visual Art Colors Marsalis' '/Romare Bearden’

Instead of unplugging during his
recent, long-awaited month off, Bran-
ford Marsalis kicked into gear with
his quartet to work on a new project
with a tight deadline: “Romare Bear-
den Revealed,” a jazz reflection on the
renowned visual artist. Bearden’s
works will be exhibited in a major ret-
rospective at the National Gallery of
Art in Washington, D.C., beginning

Sept. 14. The CD will be released Sept.

9 by Marsalis’ label, Marsalis Music,
distributed by Rounder.

The stylistically diverse album fea-
tures Marsalis’ band (pianist Joey
Calderazzo, bassist Eric Revis, drum-
mer Jeff “Tain” Watts) and such

BRANFORD MARSALIS: PRESENTS
A JAZZ REFLECTION ON BEARDEN

guests as Wynton Marsalis, the
Marsalis Family Band, Harry Connick
Jr. and guitarist Doug Wamble. They
perform traditional tunes linked to
Bearden (1911-1988), whose artwork
was inspired by jazz musicians like
Duke Ellington (“I'm Slappin’ Sev-
enth Avenue With the Sole of My
Shoe”) and James P. Johnson (**Car-
olina Shout”). They also cover origi-
nals (including Branford’s swingin’
and struttin’ “B’s Paris Blues”) and a
song Bearden composed, “Seabreeze.”

“I met Romare when [ was 26,”
Branford recalls. “I was gregarious
and a chatterbox, and he was the com-
plete opposite: very quiet and
thoughtful.” After Bearden painted
the cover of Wynton's 1986 album “J-
Mood,” Branford began paying more
attention to the artist’s oeuvre. “He
loved jazz, which was especially evi-
dent in his collages. He improvised,
taking disparate elements and making
them into something cohesive.”

For the project, Branford studied
Bearden’s paintings and hand-picked
tunes that fit the spirit, including the
slowed-down but still-swinging “J-
Mood"” and the gem of the bunch,
Watts' “Laughin’ and Talkin' (With
Higg).” As for the latter, Branford says,
“That's the jewel of the CD. As I was

studying Romare’s paintings, 1 kept
hearing Tain’s tune. It has the same
exuberance of Bearden’s work.”

CONVERGENCE: Nat “King” Cole and
Dinah Washington did it. So did
George Benson and Louis Arm-

says. “It was the ultimate of cool
working with him.”

Released last month, the CD fea-
tures such guests as vocalists Karrin
Allyson and Brian McKnight.
Manilow joins Schuur for the gor-
geous duet “Anytime.”

Also released in August

on Concord Jazz: another

By Dan Ouellette

douellette@biilboard.com

jazz-and-beyond disc,
“Yall Just Don’t Know" by
Dapp Theory, led by
pianist Andy Milne. He
fuels his avant-leaning
improvisation with hip-
hop and what he calls
“bar talk.” The key guest
is folk-rocker Bruce Cock-
burn, who performs on
three dynamic tunes that

strong. "So why can't [ make a record-
ing that finds common ground
between jazz and pop music?” ques-
tions jazz vocalist Diane Schuur when
asked about her new Concord Jazz
album, “Midnight,” a collaborative
project with Barry Manilow.

The pop hitmaker not only co-pro-
duced the set with Eddie Arkin but
also spent a year writing fresh materi-
al with Schuur in mind.

“Barry knows his jazz,” Schuur

BET Jazz and GMAC present

Jazz and GMAC have joined forces to produce a series showcasing
our mutual commitment to helping African Americans achieve
financial independence. This six show series will feature important .
conferences and organizations dedicated to this worthy goal mcludmg. 8

m Black Enterprise Entrepreneurs Conference

= 100 Black Men of America
= LINKS Area Conference

= NAACP Convention/National Urban League

: .- Natlmtal Assoclatlon of Black Journalt 515 Y

THIE 14 HOUR JATE CHAMNMEL

www.gmacis.com

Call your local cable operator to get BET Jazz.
The only 24 hour Jazz Channel.

BEET Jazz 2003

he co-wrote. (Milne
returned the favor by jazzing up
Cockburn’s latest, “You've Never Seen
Everything,” on Rounder.)
Meanwhile, Concord Jazz has

upped the crossover ante with its
recent signing of Ray Charles, the
epitome of the jazz-pop connect.

THREE-DOT LOUNGE: Italian reeds
man Gianluigi Trovesi is a primo
example of a foreign artist flying
under the radar of American jazz afi-
cionados. With his Ottetto band, he
has released another brilliant ECM
album, “Fugace,” which ranges from
old-timey swing to Barték-infused
jazz with ample dollops of humor
thrown into the mix . .. Coming Nov.
4: Fantasy Records releases the four-
CD Oscar Peterson box “Dimensions:
A Compendium of the Pablo Years.”

TRACKS: This column marks my offi-
cial entry into Billboard. For jazz
news and upcoming releases, please
contact me by e-mail (douellette@
billboard.com) or write: Dan Ouel-
lette P.O. Box 847, Planetarium Sta-
tion, New York, N.Y. 10024.

Nappy Roots

Continued from page 13

“They're in the process of putting
together their next DVD, so we asked
video director Lenny Bass to travel
with them to the Middle East to docu-
ment |the trip],” Lopez says. “They
shot the video for the single the week
before they left, but during the editing
process we decided to stick in some of
the USO footage because it's hoth
timely and topical.

“They've actually heard from a cou-
ple of soldiers who saw them out there
who are now back home,” he adds.
“They were on ‘The Steve Harvey Show’
in Los Angeles on KKBT, and one of the
guys called. They're going to always run
into people who saw them over there.
It was a life experience, and it gave us a
chance to show another side of what the
Nappy Roots movement is about.”

Released Aug. 26, “Wooden Leather”
aims to build on the group’s success
while remaining true to the formula
that helped sell more than 1.2 million
copies of its debut, according to
Nielsen SoundScan.

“We like to build off of every piece
of work we make,” Scales says. “We
always want [to be]| better, so this
album shows a lot of growth.”

One of the secrets to Nappy Roots’
success has been touring. The group
toured for a year-and-a-half in support
of the first album. Atlantic plans to fol-
low that same formula this time around.

“Management and the label are com-
mitted to keeping the guys on the road,”
Lopez says. “They're in the process of
routing an extensive tour for the fall
that will hit a lot of traditional core mar-
kets but also focus a little bit more on
breaking them a lot earlier on the West
Coast and in the Northeast.”

Atlantic has also concentrated on
the group's visibility on TV. Nappy
Roots have already appeared on MTV's
“DFX,” Fuse's “IMX,” “The Tonight
Show With Jay Leno™ and WB’s “Pepsi
Smash.” Upcoming appearances are
planned for “Showtime at the Apollo,”
FX's “The Orlando Jones Show™ and
BET's “Rap City” and *106 & Park.”

Following the platinum-plus suc-
cess of “Watermelon, Chicken &
Gritz,” Atlantic has guarded hopes for
the performance of the new set.

“The group has their goals and [
have in my head what I'd like to see it
do, but given current market factors,
it's hard to say,” Lopez admits. “It real-
ly is scary out there in regards to fol-
low-up albums. Even superstar artists
who have long careers have come out
with some good product in the last
year, and the numbers didn’t match
the expectations. For me, if we do
twice as many albums as we did last
time, I'm happy.

“The pressure is on all of us to do
well,” he adds. “We definitely had one
of the artist-development stories of the
year last year, and we just want to con-
tinue that.”

With sights set high, Nappy Roots
believe that their music is the kind that
will last, hence the new album’s title.

“ ‘Wooden Leather’ resembles a lot
of things that you come across in Amer-
ican culture,” Skinny DeVille says. *The
‘wood’ is the structure. You can look at
‘leather’ as success. If you take care of
them both, they will last forever—they
both represent quality.

“These are things that we have
been accustomed to for generations
and generations. It's almost like
‘Watermelon, Chicken & Gritz’ but
not quite,” he adds. “It shows the
growth and development of Nappy
Roots in making classic material that
will last a lifetime for you and your
sons and daughters.”
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Jam, SMG Team For Co-Promotion Venture

BY SUSANNE AULT

LOS ANGELES—Looking to score
more A-list events, venue-manage-
ment group SMG and Chicago-based
Jam Productions have teamed for a
broad concert promotion co-venture.

Dubbed Jam/SMG, the partner-
ship’s first major splash will be its
presentation of 13 dates on the up-
coming Vince Gill and Amy Grant
holiday outing, called Vince and
Amy’s Simple Christmas tour.

The 19-date arena trek runs from
Dec. 1 at the Jacksonville Arena in
Jacksonville, Fla., to Dec. 22 at the
Van Andel Arena in Grand Rapids,
Mich. Tickets will be $24.50-$50
apiece. It is booked by the William
Morris Agency.

While SMG quietly entered its pact
with Jam early last year—co-promot-
ing a few Dixie Chicks and Dave
Matthews Band shows together—SMG
is carving out its largest monetary
stake yet with the Gill/Grant tour.

“This is the most extensive man-
ifestation of the relationship.” says
Mike Evans, SMG senior VP of
entertainment.

He continues, “We wanted to take
more control over our bookings and
content. The competition for quality
holiday shows is intense. You can sit
back and hope the artist finds your

building, or you can be aggressive
[and] secure those dates by [being]
financially involved.”

Evans says SMG identified Jam as
the best partner because of their past
promotion collaborations, and because
the two companies have few conflict-
ing interests.

“They are one of the few promoters
out there that doesn’t have a lot of real
estate,” Evans says. Such promoters as
AEG-owned Concerts West, Clear
Channel Entertainment and House of
Blues Concerts all have substantial
venue holdings.

For Jam, the union offers an oppor-
tunity to pump up its strength in the
concert world. Sharing risk with
another company should improve its
ability to work with blue-chip but
often pricey acts, co-president Arny
Granat says.

“We're the largest independent pro-
moter, but we found ourselves shut out
from people who would sell a tour to
other organizations [with more re-
sources]. We want to be in the ball-
game in today’s marketplace,” Granat
says. “We want to get more shows to
survive in this market. We're in a more
powerful stance joining forces than by
being an individual force.”

Neither side would disclose terms of
the deal, but essentially, Jam and SMG
are sharing equally in promotion costs

and show revenue for the Gill/Grant
dates, as well as any future ones.
Overall, the Jam/SMG alliance will
remain flexible. For example, SMG
may just rent its buildings, as it is
doing on the Gill/Grant dates. Local
promoters will work these shows
instead of Jam/SMG. Also, two of the
concerts will be at non-SMG venues.

GRAMNAT: PACT WILL STRENGTHEN 1AM

SMG operates 156 venues—hous-
ing 1.5 million seats total—consisting
of arenas, sheds and theaters in pri-
mary and secondary markets.

“If other buildings have had a his-
tory with Vince and Amy, we’ll step
aside,” Evans says. “It was never the
intent to force the whole tour into

SMG buildings. We submitted 25
SMG buildings to William Morris as
possibilities. We didn’t want to put
pressures on William Morris. We
wanted to do what’s best for Vince
and Amy.”

After the first initial co-promotes
between Jam and SMG went well, the
companies decided to form the alliance.

“It is a joint venture continuing for-
ward,” Evans says. “We’re trying to
[build a Jam/SMG] brand.”

Granat adds, “Since last year, we
have been under a business agree-
ment. We'll explore lots of possibilities
—explore [co-promotions] on partial
tours, concerts, family shows, full are-
nas, cut-down arenas and theaters. The
whole spectrum. Whatever financially
makes sense.”

Early reception to the Jam/SMG ini-
tiative seems positive.

Gill’'s manager, Terry Elam at
Fitzgerald/Hartley, admits he would
have pushed for the road trip to go into
other buildings if SMG had not stepped
up to co-promote.

Elam says that SMG’s interest in
coming to the table “made a huge dif-
ference. It probably would have routed
differently if Mike [Evans| had not
made this offer.”

Co-promotion boosts a tour’s prof-
it potential, Elam believes, because
“everyone has a vested interest in the

project. They are not just leasing the
building for a fee. The success of the
event is in their hands.”

More Christmas shows are out in
the market than in years past, which
increases the rivalry for audience dol-
lars, Elam says. That makes a build-
ing’s involvement in promotion
important to attracting crowds.

Gill/Grant is SMG’s most compre-
hensive co-promotion yet because of
the stars’ statures and the inherent
attractiveness of a Christmas show.
“It’'s a family show—it’s the kind of
event that you want in the building,”
Evans says.

Regardless of the financial results
of the Gill/Grant outing, SMG is stick-
ing with Jam and its long-term co-
promotion strategy.

“This is an interesting business. We
have winners and losers, and we
understand the business is cyclical,”
Evans says. “But this is not something
that we just decided yesterday.”

Mindful of Jam/SMG’s big debut
with Gill/Grant, Elam says the approx-
imate $40,000 per-show production
costs are far from sky high, calling
them “right in the middle.”

He adds, “Because we're all part-
ners, if we win, we all win together.
And if we lose, we'll share the loss so
it’s not so severe. We're hedging our
bets, so to speak.”

Outlaws Plan Jennings Tribute In Texas

BY RAY WADDELL

The Red River Tribute, set for Sept.
19-20 at Saengerhalle in New Braun-
fels, Texas, will feature like-minded
musicians honoring legendary outlaw
Waylon Jennings as best they know
how: by playing music their way.

And, unlike two recently released
multi-artist albums paying homage to
the late Jennings, the Red River play-
ers skew more toward acts of a rebel-
lious bent that best make their state-
ment from the stage.

“At first we wanted to do a studio
record, but most all of the bands we
had in mind work 200-plus dates a
year, so it would be nearly impossible
to get all of them in the studio,” says
Cody Canada, frontman for Cross
Canadian Ragweed. Canada’s wife/
manager, Shannon, is spearheading
the Red River Tribute.

Most of the acts on that bill,
except for country hitmaker Lee
Ann Womack, inhabit that murky
country/rock no man’s land where
Jennings staked his claim.

Among those booked for the occa-
sion are Cross Canadian Ragweed;
Billy Joe Shaver; Jason Boland & the
Stragglers; Cooder Graw; Travis
Linville; Ray Wylie Hubbard; the Mike
McClure Band; 1,100 Springs; Stoney
LaRue; Randy Rogers; Wade Bowen;

and Mickey & the Motor Cars.

“Just about every person we
called jumped right on it,” Canada
says. He adds that the tribute was
put together with the full blessing
of Jennings’ widow, Jessi Colter, and
son Shooter Jennings. Both of them
will also perform.

For Shaver, playing the tribute is a
chance to tip his hat to an artist who
had a huge impact on his own career.

“I heard about a few other tribute
shows, but I didn’t get invited to
"em,” Shaver says. “If Waylon hadn't
stuck his neck out and recorded my
songs, I probably wouldn’t even be on
the map.”

Putting the event together has
involved “lots of paperwork and deal-
ing with lots of record labels, getting
permission,” Shannon Canada admits.
“XM Radio wants to broadcast it, so
that’s a whole 'nother set of paper-
work. But I imagine most artists will
sign off on it.”

Shannon says most acts will play
45-minute sets, including their own
material plus a Jennings song, while
Colter and Shooter Jennings will per-
form a set of the elder Jennings’ mate-
rial. Doors open both days at 9 a.m.
Music will run from 11 a.m. until mid-
night on Aug. 19. On Aug. 20, the
bands play from 11 a.m. until 1 a.m.

No outside promoter has been

brought in to work the event. “It’s just
us, word-of-mouth and [our] Web
site,” Cody Canada says. As for pro-
duction costs, “Ragweed will foot the
bill. If we don't get our money back,
well, it’s for a good cause.”

Cross Canadian Ragweed is signed
to Universal South Records, but a
live double-CD recording from the
tribute will be released in time for
Christmas on the band’s own Under-
ground Sound label.

All profits from tickets ($45 for one
day, $80 for both days), food and bev-
erages, merchandise and CD sales
will benefit diabetes research. Jen-
nings died of complications from dia-
betes Feb. 13, 2002.

1EG/BILLBOARD TOUR SPONSORSHIP ROUNDUP

acts, September-
December, 45 stops

sponsorship.com

Sponsor Tour Estimated Fee  Leverage
FreshLook FreshLook Fresh $100,000 Using tour as part of an integrated marketing platform to repo-
contact lenses Faces tour featuring sition FreshLook color contact lenses from a vision comection
CIBAVision Nodesha and Nikki product to a fashion accessory. Using the tour’s malf stops to
Cleary, August-Sep- drive traffic to local eye-care practitioners.Teamed with BMG
tember, 16 stops Entertainment to create the tour; BMG is using tour to tout
upcoming releases by tour artists and build ties with record
stores through in-store promos offering artist meet-and-greets
with product purchase.Tour will also hit schools, YMCAs and
Boys & Girls Clubs.Talent will wear FreshLook lenses.
GM Card Kenny Chesney tour, ~ $1.2 million Leveraging Chesney tour with on-site promos offering souvenir
General Motors January-August, 100 (D and the chance to win front-row tickets and artist meet-
stops and-greet to attendees who apply for a card; existing cardhold-
Steely Dan tour, July-  $600,000 ers who fill out an automobile intent survey also are entered in
Odtober, 42 stops the meet-and-greet raffle. Displaying vehicles at roughly 20
gigs. Soliciting card applications through link on Chesney’s Web
site. Steely Dan on-site leverage is limited to tabling, although
GM Card is offering tickets for both tours to local GM dealer-
ships for customer entertainment and prospecting.
Jim Beam Jim Beam Live tour $750 000 Routing tour to top 15 markets; will use radio ads to hype con-
Jim Beam Brands  featuring Trapt, Tantric, certs and convey lim Beam’s rock’n’roll positioning to 21- to
Co. Maroon5 and other 26-year-olds. Replaces 5-year-old Jim Beam Backroom Ses-

sions that featured smaller adis.

‘lﬁé Compiled by Wifliam Chipps, senior editor, IEG Sponshorship Report
v

Dealmakers

lulie Collins, group director of con-
sumer marketing North America, CIBA
Vision; Kenetta Bailey,VP of strategic
marketing, BMG. Youth marketing
agency 12-t0-20 exegutes.

Annette Lloyd, director of advertising
and communication. GM Card: Noel
Pearlman, senior marketing manager,
Household Intemational; Tony Potter, VP,
account director, Momentum; lrving
Azoff, president, Azoff Entertainment
(Steely Dan). Momentum executes.

Chris Hess, senior manager, promotional
marketing, Jim Beam; Nicola Merenda,
director of market development, Big Hit
Marketing. Big Hit executes.
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Boxscore Includes
Dion’s Vegas Gig

To paraphrase Bob Dylan, 5i//-
board has changed its way of thinkin’
regarding Celine Dion’s perennially
sold-out performances at the Colos-
seum at Caesar’s Palace, the one-of-
a-kind venue built to showcase the
songstress during a three-year run.

DION: WE'RE KEEPING SCORE

Until now, we have viewed Dion’s
Vegas engagement as an event
rather than a tour, so we did not run
it in our weekly Boxscore chart.
From now on, though, Dion’s num-
bers from the Colosseumn will be fea-
tured in Boxscore.

racial sturs, and that’s why he’s so
angered by [the citys] actions,” Mike
Novak, Nugent’s longtime attorney,
tells On the Road. “I tried to explain
to them that they picked the wrong
artist to do this to.” Muskegon city
officials declined to comment.

CAN WE CALL IT STARWOOD NOW?
The shed formerly known as Am-
South Amphitheatre in Antioch,
Tenn., will have a new name by the
time the next concert season rolls
around, as AmSouth Bank an-
nounces it will not renew its title
sponsorship. The facility opened as
Starwood Amphitheatre, a prototype
PACE shed, in 1985. It became First
American Bank Music Center with
its first title sponsorship; AmSouth
bought First American and again
changed the name of the venue, but
the locals have always pretty much
referred to it as Starwood.

Whatever the case, it’s not going to
be AmSouth Amphitheatre any more.
“Our deal is up at the end of this con-
cert season,” says Heather Story, who
came to the Clear Channel Entertain-
ment-owned venue in February from
Nissan Pavilion at Stone Ridge in
Bristow, Va. “We've had a great rela-

In short, because the
show is ticketed, held
at a venue and promot-
ed like a concert, it
must be a concert. That
will no doubt please
promoter Concert
West, where co-presi-
dent John Meglen has
long maintained that
the only difference
between Dion’s Vegas

OnThe
Road

By Ray Waddell

rwaddell@billboard.com

engagement and a reg-
ular concert is that the people travel
instead of the artist.

Whichever way one looks at it,
Dion is destined to be one of the top
attractions of the year. From March
25 through Aug. 24, she grossed
almost $44.4 million from 80 sell-
outs that drew 327,088 fans.

WILL HEADS ROLL? Outspoken rocker
Ted Nugent filed a civil complaint
Aug. 21 in Grand Rapids (Mich.) Fed-
eral Court regarding the cancellation
of his June 30 appearance at the
Summer Celebration in Muskegon,
Mich. His performance at the fest was
nixed following the alleged “derogato-
ry racial remarks” Nugent made dur-
ing a May 5 radio interview with her-
itage rock KRFX Denver. Defendants
include the City of Muskegon, Mayor
Stephen Warmington, city manager
Bryon Mazade, fest president Joe
Austin and promoter Meridian Enter-
tainment. The suit seeks a jury trial
and unspecified compensatory and
punitive damages.

“It’s not in [Nugent] to make

tionship, and now we’re both going
our own way. We're pursuing a new
name-in-title sponsorship.

Story says the new sponsor could
be local, regional or national. “There
are some prospects on the horizon,”
she says.

Given the number of venues al-
ready bearing their names and the
confusion it can cause, here’s hoping
Tweeter and Verizon Wireless aren’t
among them.

TOURS AND SUCH: “Whisperin’ ’
Bill Anderson will host the 25th
anniversary Georgia Music Hall of
Fame show Sept. 13 in Atlanta
before heading to Canada for the
Traditionally Yours tour with Jean
Shepard, George Hamilton IV,
Bobby Wright, Johnny Wright and
Kitty Wells. The tour will also in-
clude U.S. dates in Tacoma (Oct. 6)
and Spokane, Wash. (Oct. 7).
Shelby Lynne and Steve Conn will
tour this fall, starting Sept. 26 at the
Boulder (Colo.) Theater. The trek ends
Nov. 16 at a site to be determined.

SEPTEMBER 6
2003
VENUE/ GROSS/ ATTENDANCE/
ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER
SUMMER SANITARIUM TOUR: Los Angetles Memorial $4,156,165 57,7113 Clear Channel Entertainment,
METALLICA, LIMP BIZKIT, LINKIN Coliseum, Los Angeles $75/$55 79,742 Frank Productions, 0CESA
PARK, DEFTONES, MUDVAYNE Aug. 9 Presents
BRUCE SPRINGSTEEN & Pacific Bell Park, $3,134,054 40,702 Giants Enterprises,
THE E STREET BAND San Francisco $75 sellout Another Planet
Aug. 16 Entertainment
BRUCE SPRINGSTEEN & US. Cellular Field, 52970543 39439 Jam Productions
THE E STREET BAND Chicago $77.50/$57.50 sellout
Aug. 13

CELINE DION

The Colosseum at Caesars

Palace, Las Vegas
Aug. 20-24

$2,789.763
$200/$150/$127.50/$87.50

20,564
five sellouts

Concerts West

| CELINE DIgN B

The Colosseum at Caesars

Palace, Las Vegas

$2,788,263

$200/$150/$127.50/$87.50.

20,55
five sellouts

Concerts West

Aug. 13-17
DIXIE CHICKS, MICHELLE BRANCH MGM Grand Garden, $1.845,845 22,098 TBA Entertainment,
Las Vegas $100/875/855 two sellouts Concerts West
July 26-27
KISS & AEROSMITH, SALIVA Nissan Pavilion at Stone $1,510,372 21,088 Clear Channel
Ridge, Bristow, Va. $127/845 22,454 Entertainment
Aug. 9
— —
OZZFEST: OZZY OSBOURNE, KORN, Tweeter Center for the Performing  $1,465,482 29,960 Clear Channel
MARILYN MANSON, DISTURBED, CHEVELLE, Arts, Mansfield, Mass. $65.50/839.50 39,800 two shows Entertainment
CRADLE OF FILTH, VOIVOD & OTHERS Aug. 14-15
TOM PETTY & THE HEARTBREAKERS, PNC Bank Arts Center, $1,388,954 26,827 Clear Channel
BOB DYLAN Holmdel, N.J. $84.75/837.50 33,888 two shows Entertainment
Aug. 8-10
AEROSMITH & KISS, SALIVA PNC Bank Arts Center, $1,241,342 16,902 Clear Channel
Holmdel. N.J. $137/$47.50 16,944 Entertainment
Aug. 11
THE DEAD Tommy Hilfiger atJones Beach $1,188.334 28,390_ Clear Channel
Theater, Wantagh, N.Y. $44.50/$42.50 28,403 two shows Entertainment
Aug.9-10
FLEETWOOD MAC Rose Garden, $1.177,810 11,722 Concerts West
Portland, Ore. $125/875/$49.50 sellout
July 25
FLEETWOOD MAC America West Arena, $1,100,495 10,201 Concerts West, Arizona
Phoenix $125/875/$49.50 sellout Heart Foundation
July 21
FLEETWOOD MAC White River Amphitheatre,  $1,064,889 11,874 Concerts West, Clear
Auburn, Wash. $128.50/$88.50/558.50 13,630 Channel Entertainment
July 26
—DIXIE CHICKS, MICHELLE BRANCH Air Canada Centre, $1,031.779 17.470 TBA Entertainment,
Toronto (31,444,903 Canadian) sellout Concerts West
Aug. 6 $89.50/$69.50/$59.50
JOHN MAYER & COUNTING Tweeter Center, $1.018.01% 28,531 Clear Channel
CROWS, DAVID RYAN HARRIS Tinley Park, llI. $47.50/$30.50 sellout Entertainment
Aug. 9
DIXIE CHICKS, MICHELLE BRANCH America West Arena, $965,950 15,984 TBA Entertainment,
Phoenix $65/$45/$35 sellout Concerts West
July 25
DIXIE CHICKS, MiCHELLE BRANCH Gaylord Entertainment $921,730 15,696 TBA Entertainment,
Center, Nashville $67.50/$47.50/$37.50 sellout Concerts West
Aug. 4
OZZFEST: OZZY OSBOURNE, KORN, ctnow.com Meadows Music  $915,729 19,605 Clear Channel
MARILYN MANSON, DISTURBED, CHEVELLE, Centre, Hartford, Conn. $83.75/810 24,620 Entertainment
CRADLE OF FILTH, VOIVOD & OTHERS Aug. 9
JUSTIN TIMBERLAKE & CHRISTINA Palace of Auburn Hills, $897,043 15,316 Concerts West, Palace
AGUILERA, BLACK EYED PEAS juburn Hills, Mich. $72/$55/$42 sellout Sports & Entertainment
uly 25
AEROSMITH & KISS, SALIVA Riverbend Music Center, $884,312 14.013 Clear Channel
Cincinnati $127/$13.45 20,335 Entertainment
Aug. 13
DIXIE CHICKS, MICHELLE BRANCH Pengrowth Saddledome, $850,800 13,442 TBA Entertainment,
Calgary, Alberta (81,178,954 Canadian) sellout Concerts West
Aug. 13 $89.50/869.50
" JUSTIN TIMBERLAKE & CHRISTINA  United Center, $846,143 13,422 Concerts West
AGUILERA, BLACK EYED PEAS Chicago $75/$52.50/$39.50 seilout
July 23
RADIOHEAD, STEPHEN MALKMUS Tweeter Center for the Performing  $837,108 19,901 Clear Channel
& THE JICKS Arts, Manstield, Mass. $45/$38.50 sellout Entertainment
Aug. 13
LOLLAPALOOZA: JANE'S ADDICTION, Coors Amphitheatre, $831,583 14,042 House of Blues Concerts
AUDIOSLAVE, INCUBUS, A PERFECT CIRCLE, Chula Vista, Calif. $65/853 17,000
JURASSIC 5, THE DONNAS, ROONEY & OTHERS Aug. 17
FLEETWOOD MAC Oakland Arena, $830.768 8,856 Concerts West
Oakiand, Calif. $125/$75/$49.50 10,266
July 23
JOHN MAYER & COUNTING Nissan Pavilion at Stone  $826,296 2625 Clear Channel
CROWS, WISECHILD Ridge, Bristow, Va. $47.50/831.50 22,645 Entertainment
Aug. 15
JUSTIN TIMBERLAKE & CHRISTINA Allstate Arena, $822 466 13,732 Concerts West
AGUILERA, BLACK EYED PEAS Rosemont, Ifl. $75/$52.50/$39.50 sellout
July 22
FLEETWOOD MAC CenturyTel Center, $813982 10236 Concerts West i
Bossier City, La. $95/875/%48 11,142
Aug. 9
CHER, TOMMY DRAKE Target Center, §797,153 11.911 Clear Channel
Minneapolis $79.75/834.75 14,391 Entertainment
Aug. 15
FLEETWOOD MAC San Diego Sports Arena, $783,695 9,906 Concerts West
San Diego $125/$75/$46.50 sellout
July 19
LOLLAPALOOZA: JANE'S ADDICTION, AUDIOSLAVE,  Cynthia Woods Mitchell Pavilion, $782,290 16,224 Clear Channel
INCUBUS, QUEENS OF THE STONE AGE, JURASSIC The Woodlands, Texas $71.50/$44.55 sellout Entertainment
5, THE DONNAS, THE DISTILLERS & OTHERS Aug. 10
FLEETWOOD MAC Kemper Arena, $778,843 11,050 Concerts West
Kansas City, Mo. $125/575/$48.50 12,952
Aug. 15
- N— — - — —
DIXIE CHICKS, MICHELLE BRANCH Skyreach Centre, $732,918 12,590 TBA Entertainment,
Edmonton, Alberta {$1,012,453 Canadian) seliout Concerts West
Aug. 12 $85/365/$45
DIXIE CHICKS, MICHELLE BRANCH Cox Arena, $723.021 11.168 TBA Entertainment,
San Diego $68.25/$48.25/$38.25 selout Concerts West
July 23

Copyright 2003, VNU Business Media, Inc. Al rights reserved. Boxscores should be submitted to: Bob Alien, Nashviile.

Phone: 615-321-9171. Fax: 615-321-0878. For research information and pricing, cail Bob Allen, 615-321-9171
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Will R&B Survive Hip-Hop’s Reign?

BY RASHAUN HALL
and GAIL MITCHELL

This summer, the sounds of R&B
and hip-hop have been at the center
of American pop culture. Albums by
50 Cent, Beyoncé, Ashanti, Luther
Vandross and the Isley Brothers have
topped not only the Top R&B/Hip-
Hop Albums chart but also The Bill-
board 200.

But despite that success, industry
members are split on whether R&B is
fighting an uphill battle against hip-
hop’s dominance or if the genre is
holding its own.

Interviews with artists, label execu-
tives, managers, producers, songwrit-
ers and radio programmers about cre-
ative trends revealed a divergence of
opinion—not surprising, when you
consider the diverse community
behind R&B and hip-hop.

Apart from successful albums by the
Isleys, Tyrese, Vandross, Jaheim,
Floetry, R. Kelly and others, there is
plenty of evidence regarding R&B's
struggle to maintain its foothold in the
mainstream.

One member of the management
group behind a top-selling R&B singer
says his team has hit a roadblock while
shopping a new R&B act. At several
labels, they were told, “ ‘If it isn’t rap
or hip-hop, we aren't dealing with it," ”
the manager says.

“Hip-hop is at the top of its game,
but R&B is dying,” he concludes.

Jay Oz/Koch artist Jeffrey Osborne
—the veteran singer/songwriter who
first hit it big with LTD—agrees.
“R&B is actually fading out. It's large-
ly hip-hop and rap using our old R&B
for flavor.”

Songs used to have more character,
according to Osborne. “With the

musicians and artist feeding off each
other, you can hear the magic on
those old records,” he says. “Today,
you've got one guy with synthesizers
and sequencers. You don't get the dif-
ferent colors. R&B will live on, but 1
don't know if it will ever come back
full force.”

On the other hand, Geo Bivins, Pri-
ority/Capitol VP of urban promotion,
cites such artists as Monica, Beyoncé,
Vivian Green, Heather Headley and
Musiq to illustrate that R&B is still
very much alive.

“Sales show that R&B fans are still
out there,” Bivins says. “If R&B is
played on the radio and in videos and
clubs, it will survive.”

Soul music is the key to R&B'’s sur-
vival, artist manager Eli Davis of Spe-
cial Assignment says. “Real good soul
music is what’s next,” says Davis, who
manages So So Def/Arista R&B new-

Network Shuffles Shows

UPN Loses Source Awards, Gets Essence Festival

The Source Hip-Hop
Music Awards may be
moving to BET from UPN
(Billboard Bulletin, Aug.
22). But on Sept. 12, UPN
will host the TV debut of
Essence magazine’s annu-
al Essence Music Festival.
The three-day event cele-
brates its 10th anniver-
sary in 2004.

The two-hour show (8

[Rh
& Iue.s,,

nm

By Gail Mitchell

gmitchell@billboard.com

FAB FEMMES: DreamWorks'
dynamic duo Floetry car-
ried home three awards
during the ninth annual
Soul Train Lady of Soul
Awards. The British-born
pair’s cache included dou-
ble wins for hit single “Say
Yes” (best group, band or
duo R&B/soul single; best
R&B/soul or rap new artist,
group, band or duo). The

p.m.-10 p.m. ET/PT) will
feature highlights from the 2003
Louisiana Superdome show, staged
July 3-5 in New Orleans. On tap
will be performances by LL Cool J,
Ashanti, Erykah Badu, Stevie
Wonder, Chaka Khan and Usher.
Telecast host is Steve Harvey. At
this juncture, the UPN/Essence
agreement is just for this year.

In the meantime, the Source Hip-
Hop Music Awards will commence
Oct. 13 at the Miami Arena (see Beats
& Rhymes, page 28). BET plans to
broadcast the show Nov. 4 at 8 p.m.
ET/PT. For a complete list of nomi-
nees, log on to billboard.com/awards.

IN OTHER NEWS: BBE/Rapster
Records is preparing a set of unre-
leased recordings (circa 1976-
1981) by Roy Ayers. For the unini-
tiated, the vibraphonist’s music
(especially the much-sampled
1976 tune “Everybody Loves the
Sunshine”) has inspired artists
ranging from Guru and Mary J.
Blige to Eric Benét. “Virgin Ubiq-
uity” is due in early 2004 . . . Dur-
ing his well-received concert in
Los Angeles, R. Kelly noted that
he has recorded enough material

for four albums—not counting his
new forthcoming hits compilation
... A new Luther Vandross set,
“Live at Radio City Music Hall
2003,” is slated for Oct. 14 from J
Records . . . Def Squad female teen
act Nia will perform at the 25th
annual Georgia Music Hall of
Fame Awards Sept. 13. James
Brown and TLC are among past
hall honorees.

FLOETRY: LAUDED LADIES OF SOUL

pair’s debut album, “Floet-
ic,” earned kudos in the same cate-
gory for R&B/soul album of the year.

Tied at two wins apiece were
Missy Elliott and newcomer
Heather Headley. Elliott’s “Work It”
was named R&B/soul or rap song of
the year and best R&B/soul or rap
music video. Headley’s debut, “This
Is Who I Am,” was R&B/soul album
of the year, solo; single “He Is” won
Headley recognition as best
R&B/soul or rap new artist, solo.

Headley also doubled as an
awards show co-host, sharing the
stage with Aisha Tyler, Arsenio
Hall and Tyrese.

Dorinda Clark-Cole’s self-titled
CD was named best gospel album.
Erykah Badu’s “Love of My Life (An
Ode to Hip Hop)” featuring Com-
mon claimed best R&B/soul single,
solo. Badu also received the Aretha
Franklin Entertainer of the year
Award. Actress Vivica A. Fox was
given the Lena Horne Award for
outstanding career achievement.

The Aug. 23 live telecast took
place at the Pasadena (Calif.) Civic
Auditorium. The awards were voted
on by a panel of radio PDs, active
recording artists and key retailers.

comer Anthony Hamilton.
“Real singing is so refreshing right
now, since everything from hip-hop to

R&B sounds the same,” Davis says.
“It's the same thing that happened
with dancehall this year. It was so
refreshing that people were ready to
jump on it. That’s going to happen to
soul music.”

Rico Brooks, Atlanta district man-
ager for Peppermint Music, agrees, but
he expects a slow building of momen-

r

Airplay monitored by I\' Nielsen

tum. “I look for the new crop of
R&B/soul artists to develop through
touring, word-of-mouth, press, video
and in-store play,” he says.

Other observers say R&B already is
on the rebound. They point to a new
generation of male R&B/soul singer/
songwriters that stands ready to take
center stage.

In addition to Hamilton, they cite
Donnie and Kem, both recently picked
up by Universal/Motown; Calvin
Richardson on Hollywood; Javier on
Capitol; Raheem DeVaughn on Jive;
and Rashad on Fo’ Reel/Universal.

“I do notice a lot of R&B [singers]
coming out,” says Rashad, whose “Ele-
vator Music” album debut mixes in
hip-hop. “Hopefully, I can create my
own lane.”

Jerome Hipps, who manages Musiq
with Mama's Boys partner Mike
McArthur, welcomes the new voices,
even if it means added competition for
listeners’ attention.

“The more the merrier,” Hipps says.
“It’s healthy to have a lot of artists out
there doing quality music. Our whole
thing is to save black music; we can't
do it by ourselves. We love hip-hop, but

(Continued on page 55)
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] TITLE IMPRINT/PROMOTION LABEL Artist

- NUMBER 1 ' 1 Week At Number 1
GET LOW L1l Jon & The East Side Boyz Featuring Ying Yang Twins =
SMET.T
RIGHT THURR Chingy =
DISTURBING THA PEACE/CAPITOL
|PL.LM.P. 50 Cent %
| SHADY/AFTERMATH/INTERSCOPE _

SHAKE YA TAILFEATHER Nelly, P. Diddy & Murphy Lee =
BAD BOY/UMRG —
INTO YOU Fabolous Featuring Tamia Or Ashanti =
DESERT STORM/ELEKTRAVEEG
LET'S GET DOWN Bow Wow Featuring Baby =
COLUMBIA/SUM
LIKE GLUE Sean Paul %
VP/ATLANTIC =]
CAN'T STOP, WON'T STOP Young Gunz %
ROC-A-FELLA/DEF JAM/IDJMG
DAMN! YoungBloodZ Featuring Lil Jon =

$0 S0 DEF/ARISTA

MAGIC STICK
QUEEN BEE/ATLANTIC

Lil' Kim Featuring 50 Cent

GET BUSY

VPIATLANTIC

LIGHT YOUR A** ON FIRE
STAR TRAK/ARISTA

LIKE A PIMP
SRC/UNIVERSAL/UMRG

Sean Paul =

Busta Rhymes =

David Banner Featuring Lil' Fliﬁ =

|SUGA SUGA
| UNIVERSAUUMRG

24'S
GRAND HUSTLE/ATLANTIC

WHERE THE HOOD AT?
RUFF RYDERS/DEF JAM/IOJMG

Baby Bash Featuring Frankie J
TL =

DMX =

IF I CAN'T
SHAOY/AFTERMATH/INTERSCOPE

21 QUESTIONS
SHADY/AFTERMATH/INTERSCOPE

WHAT UP GANGSTA
SHADY/AFTERMATH/INTERSCOPE

STAND UP
DISTURBING THA PEACE/OEF JAM SOUTH/IDJMG

50 Cent
50 Cent Featuring Nate Dogg =
50 Cent

Ludacris Featuring Shawnna

WHERE IS THE LOVE?
ABM/INTERSCOPE

CAN'T LET YOU GO
DESERT STORM/ELEKTRA/EEG

Black Eyed Peas

Fabolous Featuring Mike Shorey & Lil' Mo

| BAD BOY/UMRG

~ LA-LA-LA (EXCUSE ME AGAIN)

Jay-Z

ROUN' THE GLOBE
ATLANTIC

| PON DE RIVER, PON DE BANK
| vp

Elephant Man

Nappy Roots

@ Records with the greatest increase in audience impressions. The rap tracks audience is compied from 98 R&B/Hip-Hop and
55 rhythmic top 40 stations which are electronically monitored 24 hours a day, 7 days a week. Songs ranked by number of audi-
ence, computed by cross-referencing exact imes of awrplay with Arbitron hstener data. 2 Videoclip availability. © 2003, VNU Busi

ness Media, Inc. All nghts reserved.
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OP R&B/HIP-HOP ALE

Sales data compiled from a national subset ®
e § panel of core R&B/Hip-Hop stores by I\ Nielsen z e § =
z S z 3
C ‘é’ ARTIST = EoeEn Title | % 5 5 | € ARTIST Title |2 5
<z IMPRINT & NUMBER/DISTRIBUTING LABEL 4 =1 16 IMPRINT & NUMBER/DISTRIBUTING LABEL 4
| :¥e NUMBER 1 /G REATEST GAINER SEYT 1 Week AtNumber | N 42 |42 SCARFACE . PRINCE £2028/RAP-A-LOT (12.98/18 98} Balis And My Word | 3
1 272| — VARIOUS ARTISTS  S74R TRAK 51295 /ARISTA {11 98 18.98) The Neptunes Present... Clones | 1 51 129 160 DOTTIE PEOPLES  ATLANTA INTL 10278 856/1358 Churchin’ With Dottie | 49
ZrH HOT SHOT DEBUT 3J9¢ 46 144 | NELLY AS g REEL/UNIVERSAL 017747*/UMRG 12.98/18.98) Nellyville | 1
2 | Tl GRAND HUSTLEITLANTIC 63650'AG (8521481 TrapMuzik [ 2 F53 %46 (88 | | OMAR CUNNINGHAM  ontop ssos ioserissss Hell At The House | 53
3 JUELZ SANTANA  ROC-A-FELLA/DEF JAM 000162°/10JMG 12.98/18.98) FromMeToU | 3 54 BARRY WHITE  1SLAND/CHAONICLES 000884/00MG 11238 €D} The Best 0f Barry White: 20th Century Masters The Milleanium Collection | 54

4 BOW WOW  COLUMBIA 87103/SONY MUSIC {11.98 EQ/18 98] Bow Wow: Unleased | 4 55 154 |53 FREEWAY  ROC-A-FELLA/OEF JAM 566920°/10MG (12 98/18 981 Philadelphia Freeway | 3

1|— | VARIOUS ARTISTS  CRIMINAL BACKGROUND/ROC-A FELLA D00S71*/IDIMG (11 36/1838) State Property Presents: The Chain Gang Vol Il [ 1 47 |43 B2K A  TUG/EPIC 8995*/SONY MUSIC {12 98 EQ/1898) Pandemonium! | 3
6 2 (1 SOUNDTRACK A  BADBOY000716*/UMRG (11.98/18 98) Bad Boys Il | 1 43 [35 KEITH MURRAY  0EF JAM 000316 /10JMG (11 98/18.8) He's Keith Murray | 11

312 CHINGY @ O0ISTURBING THA PEACE B2976*/CAPITOL (11 98/18 38) Jackpot| 2 58 62 |— SOUNDTRACK @ BLOODLINE/DEF JAM 063615°/iDMG (12 96/18.98) Cradle 2 The Grave | 3

413 BEYONCE A  COLUMBIA 8638 /SONY MUSIC (12 98 EQ/18 38) Dangerously In Love | 1 148 |50 ROSCOE  capiToL 28291+ (1098/18.98) [H] Young Roscoe Philaphornia | 22
9 516 LIL JON & THE EAST SIDE BOYZ @ 6MmE 2370+/TVT (13.98/17 98) Kings Of Crunk | 2 60 170 {66 INDIA.ARIE @ mOT0WN 054755/UMRG (12.98/18.98) Voyage To India | 1

104615 | LUTHER VANDROSS A sisss/ams (12 56/1858) Dance With My Father | 1 S 50 |54 SNOOP DOGG A  DUGGYSTYLEPRIORITY 39157°/CAPITOL [1296/18 58] Paid Tha Cost To Be Da BosS | 3
717 ASHANTI A MURDER INC/DEF JAM 000143*/IDIMG (1298118 98] Chapterll | 1 62 157 |69 HEZEKIAH WALKER & THE LOVE FELLOWSHIP CRUSADE CHOIR  venvasizoveariisurrse (W) Family Aairt:Live At Radio City Music Hall | 37

124 9 |10 R. KELLY A? vEa1812720mBA 1898 CO) Chocolate Factory | 1 63 159 |62 T. NAIJA  nOK 0537 (1598 O} Rhythm Of Love | 58
8|8 50 CENT A SHADVAFTERMATH 493544*/INTERSCOPE {12 98/18.98) Get Rich Or Die Tryin' | 1 64 168 |63 TYRONE DAVIS  FuTURE 1005 (1098/15.58) Come To Daddy | 63

14 415]14 KEM  MOTOWN 067516/UMRG (896 12351 [H) Kemistry | 14 ¥ 45 184 |83 2PAC A?  AMARU/OEATH ROW 497070°/INTERSCOPE (18 98/24 98) Better Dayz | 1

12112 THE ISLEY BROTHERS FEATURING RONALD ISLEY @  nREAMWORKS 450203/INTERSCOPE (12.98/18 98) BodyKiss | 1 20 56 (92 LIL' BOOSIE AND WEBBIE  ThiLL6310 (1098/16.581 Pimp C Presents... Ghetto Stories | 56
10| 4 LSG  ELekTRA 62651/EEG 1836 CO) LsGz) 3 vl 51 |46 MACK 10 HOO-BANGIN' 970028/BUNGALD 118 35 CO/OVD) Ghetto, Gutter & Gangsta | 28
1 DO ORDIE . PRNCE 42024/3F-A-L07 (185 00 Pimpin Ain't Dead | 17 VS o4 |52 JOHNNIE TAYLOR  matac0 515 (17 co) There's No Good In Goodbye | 30
ny9 MYA a8 000754INTERSCOPE (189 CO) Moodring | 2 BT 53 67 FRANKIE J  COLUMBIA 90073S0NY MUSIC 112,38 EQ CO) What's A Man To Do? | 33
16117 FABOLOUS @ 0ESERT STORM/ELEKTRA 62791+/EEG (12.98/18.98) Street Dreams | 3 70 178 |57 BROTHA LYNCH HUNG  siccmack 070131785 ¢o) Lynch By Inch: Suicide Note | 21
114113 THREE 6 MAFIA  HYPNOTIZE MINDS/COLUMB!A 83030*/SONY MUSIC (11 98 £0/18 98) Da Unbreakables | 2 71 MARY J. BLIGE  Gerren ooess /I TERSCOPE (125018 91 Love & Life | 71
13111 HIEONIEAN® mptwiiihizss) AMENRAISIIIn ) 2 72492 (75 AALIYAH A  BLACKGROUND/UNIVERSAL 060082/UMRG (12.98/18.98) ICaredU | 1

22 419120 DAVID BANNER  sac/univERsAL 000312*/UMRG (12 98/18 98} Mississippi: The Album | 1 73 187 [s8 VIVIAN GREEN @ CoLMBIA s5a57/S0nT MUSIC 1290 £1859 Love Story | 14

1
18jte SERNIREE £ Sungnchs Muibuoku TS LU 63 |51 KIRK WHALUM  waRNER BROS 48226 (185 CO) M) Into My Soul | 44
17 |15 GINUWINE @ £PiC 85950*/SONY MUSIC {12.98 EQ/18 98) The Senior | 1 52 |68 o S Best0f | 22
B 98/1898
®¢ PACESETTER 3@ 6 i

25126118 JAVIER  CaPrToLssaes- (1261658 Javier | 18 71180 LOU MOSLEY  JENSTAR 1379 (11.98 CD) Finally | 71
77 186 |76 TALIB KWEL!  RrawkUs 113048 /MCA (18.98 CO} Quality | 6

21 (1 Ice C 1 :

26 9 JS  DREAMWORKS 45033%/INTERSCOPE (9 98 COI (fe ream 78 THE ROOTS @ wca 112956 (1858 Co) Phrenology | 11
20| — BIG GIPP  GOODIE MOB/IN THE PAINT 8481/KOCH {18.98 CO) [W] Mutant Mindframe | 20 79 8(_) 45 KELLY PRICE 06t 500 s06777100016 1205 1058 Priceless | 2
22122 DA BRAT ¥ ) Limelite, Luv & Niteclubz | 6

;2 v ST e B fm nd El hu : U 65 (70 LIL' FLIP A  sUCkAFREE/LOUD 8521 */SONY MUSIC (7.98 £Q/12 98) Undaground Legend
27 |25 BLACK EYED PEAS s lephun 23

AEMIO N RTERSCOR (BN e 81 496 |87 MOBB DEEP  (ANOSPEED 9222*/KOCH (14.98 CD} Free Agents: The Murda Mix Tape
V8 23|23 JOE BUDDEN ~/ (1098/18.98) Joe Budden | 2
M Jake B 61|55 VARIOUS ARTISTS  WARNER MUSIC GRDUP/BMG STRATEGIC MARKETING 52553/AAL 118.38 CO) Totally Hip Hop | 30
31 131|26 SMOKIE NORFUL i GOSPEL 20374 (9.98/16.98) [W) { Need You Now | 26
83 THE MANHATTANS  BEeMARK 107 (1798 CO) ..EvenNow... | 83
24 |24 BONE CRUSHER  BREAK EM OFF SO SO OEF 50995 /ARISTA {18 98 CD) AttenCHUN! | 1 —
- - : (U 69 (48 C-BO  WEST COAST MAFIA 201011898 CO) The Mobfather | 37
33 135|34 CAM'RON PRESENTS THE DIPLOMATS @  ROC A FELLAIDEF JAM 063211°/IDJMG {1256 CD) Dipl | v| 1 E -
- 85 i DONNIE  GIANT STEP/MOTOWN 000324/UMRG (1298 C0} [H] The Colored Section | 31
28|21 YUKMOUTH . pRINCE 42028/RAP-A-LOT 4 LIFE (18.98 COI Godzilla | 21 -
" {1 55 |61 B2K  7U.G/EPIC 86885/SONY MUSIC {9 98 EQ CO} The Remixes Vol. 2 (EP} | 38
29|29 LIL* KIM @ QUEEN BEE/ATLANTIC 83572°/AG {12.98/18 38) LaBella Mafia| 4
27 189 |1— T.).  GHET-O-VISION 14681/ARISTA (11 98/17.98} I'm Serious | 27
a4 30|27 LUMIDEE  UNIVERSAL 000681/UMRG {1898 CO} Almost Famous | 11
. T i f Kirk Fi i 1
25130 VARIOUS ARTISTS  vria i ssostac (1795 Col Reggae Gold 2003 14 884 KIRK FRANKLIN A  G0SPO CENTAIC 70037/ZOMBA (11.98/17.98) he Rebirth 0f Kirk Franklin
i S 77 | — ANITA BAKER c The Best 0f Anita Bak 29
32|33 KINDRED THE FAMILY SOUL  HiooEN BEACH/EPIC 86431/SONY MUSIC 13.98 EQ CD) W] Surrender To Love | 29 AATE T T AT D UL - falaxer
39 | ZANE  PRIORITY 50191*/CAPITOL (11.98/18.98) The Big Zane Theory | 39 o 53 |7 - CANIBEISN |BaavGhinoe 530736 K1) BipjficilaCkes 32
L 9 4 9818 4

40 Jji 40| 40 JUSTIN TIMBERLAKE A® e 41823'20MBA 112.98/18 38) Justified o [ e BRIANNCHINI(G W@ v e s 80 iz S UlTu
3438 FLOETRY @ 0ntamioncs 650313/ TERSCOPE (1756 O Floetic| 4 92 197 (81 | -] DAZ  canNGsTA ADVISORY 164(17.98 COY DPGC: U Know What I'm Throwin' Up | 35
36| 39 1 HEATHER HEADLEY @ achsssmemms 129185 This Is Who 1 Am | 14 73|65 50 CENT  SHAOY/AFTERMATH 000108/INTERSCOPE (19.98 OVD/CO) The New Breed | 1
33|37 EMINEM A® WEB/AFTERMATH 493290°/INTERSCOPE (12.98/19 98) The Eminem Show | 1 ol 74| — GOAPELE  scvBLAZE 230108:HIERD IMPERIUM 1695 CD) Even Closer | 74

44 ] 44| a7 DWELE  visoi 0519 (956 CO1 (] Subject | 28 S 94 182 DJ KAYSLAY  COLUMBIA 87048-/SONY MUSIC (12.98 EQ/18.98) The Streetsweeper:Vol.1 | 4

L3 39| 28 BLU CANTRELL  REOZONE 51132ARISTA (1698 CO) Bittersweet | 8 [l 60 |64 THE LAST MR. BIGG _ wapLock 2884 1193 C0) The Mask Is Off | 44

il 3 39 JAHEIM @ OWINE MILL 46214 WARNER BROS (188 CO) Still Ghetto | 3 9 90 |49 LES NUBIANS  0MTOWN 82569/HIGHER OCTAVE (17 98 CO) One Step Forward | 16
4132 | SOUNDTRACK @ 0ISTURBING THA PEACE/DEF JAM SOUTH 00026°/10JMG {12 98/18.98 2Fast 2 Furious | 1 98 4 . ! ROY HARGROVE PRESENTS THE RH FACTOR  vervE oss152/VG 1235 CO) [H) Hard Groove | 32

LM 37| 36 TYRESE @ 2004181 (1298/18.38) | Wanna Go There | 2 99 N} ]5? | DONNIE MCCLURKIN  VERITY 43199,20MBA (12.98/18 98} Donnie McClurkin... Again | 12

49 145(41| | GANG STARR  viron aer- 2se/iess) The Ownerz| 5 RI100, : | SYLEENA JOHNSON  JIVE4i815ZOMBA (11.98/17.98) [H] Chapter 2: The Voice | 19

= Billboard. TOP R&B/HI

N < Sales data compiled from a national subset R @ ] 2 x @
E g panel of core R&B/Hip-Hop stores by Nielsen E E “;-' E
A SoundScan 2 Bl & 2E
F < | ARTIST IMPRINT & NUMBER/DISTRIBUTING LABEL Title | 25 P =] S | ARTIST IMPRINT & NUMBER/DISTRIBUTING LABEL Title | 25
‘B NUMBER 1 73 106 Weeks At Number 1 kB 10 | NAS A coumsia 576867/S0NY MUSIC (7.98 E0/11.98) llimatic | 81
- 2 | BOB MARLEY AND THE WAILERS @' 1UFf GONG/ISLAND 568304/IDJMG (12 98/18.98) Legend | 355 W14N — | AL GREEN A Hi/THE RIGHT CTIFF 30800/CAPITOL (10.38/17.98) Greatest Hits | 434
L 2 0 3 [ 2PAC A neam row ssooskoc 19 3925.90 AllEyezOnMe | 385 BU15M 24 [ NAS A" coiumsiasmms o music 109 E0isss) 1t Was Written | 100
B 4 | EMINEM A" WEB AFTE=MATH 490629*/INTERSCOPE (12 98/18.98} The Marshall Mathers LP | 131 LU 21 | EMINEM  A* WEB/AFTERMAT K 4337~/ INTERSCOPE (12.98/18.98) The Slim Shady LP | 178
LS 1 | BONE THUGS-N-HARMONY A’ RUTHLESS/EPIC 69443*/SONY MUSIC (10.98 E0/15.98) E.1999Eternal | 285 BNFA 14 | 2PAC A AMARUJIVE 41636Z0MBA 11 381798 Me Against The World | 363
{51 9 | THE NOTORIOUS B.I.G. A* BA0B0Y 273000 UMRG (11 38/18.98) Ready ToDie | 406 51| 17 | LIL JON & THE EAST SIDE BOYZ @ sme 2220 Tv7 (1098/16.98) Put Yo HoodUp | 30
'3 5 | 2PAC A° AMARU/DEATH ROW 490301*/INTERSCOPE (19 98,24.98) Greatest Hits | 244 BSEH 22 | BARRY WHITE A CASABLANCA/MERCURY 822182, 1DJMG (5,98 11.98) Barry White's Greatest Hits Volume 1 | 119
72| 4 | THE NOTORIOUS B.1.G. @ " BADBOY 273011*/UMRG {19.98/24.98) Life After Death | 293 BF1 M 16 | LAURYN HILL A® RUFFHDUSE/COLUMBIA 63035* SONY MUSIC (11.98 EQ/17.98) The Mised ion Of Lauryn Hill | 133
:3 7 | BARRY WHITE A MERCURY 522459,10.MG (11.98/18 98] All Time Greatest Hits | 252 §L2° J 25 | MARY J. BLIGE A” uptown 110581/MCA (69511 981 What's The 4117 | 177
[ 9 8 13| NELLY A® Fo' REEUUNIVERSAL 157743*/UMRG (12.98/18.98) Country Grammar | 147 @ 23 | R, KELLY A" Jive41705-/20MBA (1298/1898) tp-2.com | 111
08 12 MAKAVELl A* Opats ROW 63012°/KOCH (12.98/17.98) The Don Killuminati: The 7 Day Theory | 271 BVXH 18 | JAHEIM A DVINEMILL 47652/ WARNER BROS. (11.98,17.98) [Ghetto Love]l | 127
(114 20| MICHAEL JACKSON @ Ep(C 56073/SONY MUSIC (1298 EQ/18 38) Thriller | 263 P¥7 8] 15 | DR. DRE A° AFTERMATH 690486"/INTERSCOPE (1298/18.98 Dr.Dre—2001 | 179
P 8 | JAY-Z A FREEZE/ROC-A-FELLA 50040+/CAPITOL 110 98/17 98} Reasonable Doubt | 292 BL.250 — | DMX A* urr RVOERS/OEF am 558227/10JMG (12.32/18.98) It's Dark And Hell Is Hot | 187
B —— —— e et e e — — =

@ Albums with the greatest sales gains this week. Catalog albums are 2-year old tities that have fallen below No. 100 on The Billboard 200 or reissues of oider albums. Total Chart Weeks column reflects combined weeks title has aPpeared on the Top R&B/Hip-Hop Albums and Tog R&B/Hi?jHop Catalog Albums. ® Recording industry
Assn. Df America (RIAA} certification for net shipment of 5%0,000 album units (Gold). A RIAA certification for net shipment of 1 million units (Platinum). # RIAA certification for net shipment of 10 million units (Oiamend). Numeral following Platinum or Diamond symbol indicates album’s multi-platinum level. For boxed sets, and double
alburns with & running time of 100 minutes or mare. the RIAA multiplies shipments by the number of discs and/or tapes. RIAA Latin awards: © Certification for net shipment of 100,000 units {Drol. A Certification of 200,000 units {Platino). A ?Certification of 400,000 units {Multi-Platino). *Asterisk indicates LP is available. Most tape prices,
and CD prices for BI\?G and WEA labels, are sug%sted lists. Tape prices marked EY], and all other CD prices, are equivalent prices, which are projected from wholesale prices. Greatest Gainer shows chart's largest unit increase. Pacesetter indicates biggest percentage growth. Heatseeker Impact shows albums removed from Heat-

seekers this week. [M] indicates past or present Heatseeker title. © 2003, VNU Business Media, Inc., and Nielsen SoundScan, lnc All rights reserved
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e Vatuest Urban One-Stroy
in the South

Gonzales Music Wholesa\s

phone: 1-800-489-2133 fax: 225-647-2234 email: gonmusic@eatel.net

Offering Exclusive and Non-Exclusive Distribution

OUR NEW FALL LINE UP OF POWER
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1 #66

“"Coming soorn”
Screwed uUp Cclick |
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TOP R&B/HIP-HOP
ALBUMS CHART (53)
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GINUWINE (EPIC/SUM)

h4 4 4
ol Wi | W & I
w B [y L w R
z B 2z K z B
= - ~
2 2 TITLE o @ TITLE 2 K TITLE
~ I ARTIST (IMPRINT/PROMOTION LABEL) - . ARTIST (IMPRINT/PROMOTION LABEL} = S ARTIST (IMPRINT/PROMOTION LABEL)
5 & NUMBER 7 % ; i . j
L 101 Frontin swsane [ELIM 25 Light Your A** On Fire [51] 53 What A Girl Wants
PHARRELL FEAT. JAY-Z (STAR TRAK/ARISTA) BUSTA RHYMES (STAR TRAK/ARISTA} ) B2K (TUG/EPIC/SUM)
1213 Get Low 27 I3 Put That Woman First (52] Find A Way
LIL JON & THE EAST SIDE BOYZ (BMETVT} JAHEIM (DIVINE MILLAWARNER BROS.) i DWELE (VIRGIN)
L 2 PLM.P. 28 By I'll Never Leave 53] The Only Thing Missin’
i 50 CENT (SHADY/AFTERMATH/INTERSCOPE| B.KELLY (JIVE} | ARETHA FRANKLIN (ARISTA)
OH Shake Ya Tailfeather 12931 28's 54 Fi
| NELLY, P. DIDDY & MURPHY LEE (BAO BOY/UMRG) T (GRANO HUSTLE/ATLANTIC) A3 0PG)
s B Right Thurr 13039 Love Calls 55 Roun' The Giobe
i CHINGY (DISTURBING THA PEACE/CAPITOL KEM (KEMISTRY/MOTOWNAIMAG! NAPPY ROOTS (ATLANTIC)
(616 Into You (21436 What Up Gangsta 56 Feelin' Freaky
FABGLOUS (OESERT STORM/ELEKTRA/EEG) 50 CENT_{SHADY/AFTERMATH/INTERSCOPE} NICK CANNDN FEAT. B2K {NICK/JIVE)
[ 70 11 Baby Bo Like A Pimp Far Away
BEYONCE FEAT. SEAN PAUL (COLUMBIA/SUM) DAVID BANNER FEAT. LIL' FLIP [SRC/UNIVERSAL/UMRGH KINORED THE FAMILY SDUL {HIDDEN BEACH/EPIC/SUM}
8 B In Those Jeans Dance With My Father 58 Busted

LUTHER VANDROSS {J/RMG)

THE ISLEY BROTHERS (OREAMWORKS}

B
o 1110 Come Over Na Na Na Na Got Some Teeth
4 AALIYAH (BLACKGROUNO/UNIVERSAL/UMRG) 112 FEAT SUPER CAT {BAD BOY/DEF SOULIOJMG) OBIE TRICE {SHADY/INTERSCOPE)
10 K So Gone Stand U 57 Cop That Sh#!
| MONICA |J/RMG) LUDACRIS {DISTURBING THA PEACE/DEF JAM SOUTHADIMG} 8 TIMBALAND & MAGOO_(BLACKGROUND/UNIVERSAL/UMRG)
11 Crazy In Love Walked Outta Heaven Ice Cream
- J BEYDNCE FEAT. JAY-Z (COLUMBIA/SUMI JAGGED EDGE {S0 SO DEF/COLUMBIA/SUM) JS |OREAMWORKS}
(12115 Damn! Where The Hood At? Naggin
| YOUNGBLOOOZ FEAT. LIL JON (SO SO DEF/ARISTA) DMX_(RUFF RYDERS/OEF JAM/OJMG! YING YANG TWINS {COLUPARK/TVT)
Q 13 Thoia Thoing Love At 1st Sight Nookie (Real Good)
B '-‘ R.KELLY [JIVE) MARY .J. BIGE FEAT. METHOD MAN {GEFFEN] i JACKI-0 FEAT. RODNEY {POE BOY/SOBE)
14 KB Like Glue Officially Missing You ¢4 ] I Need You Now
‘ SEAN PAUL |VP ATLANTIC) TAMIA {ELEKTRAVEEG] i, SMOKIE NORFUL (EMI GOSPEL)
G’ 16 Can't Stop, Won't Stop Rock Wit U (Awww Baby) LEM 66 Flipside
i YOUNE 5% (ROC A FELLA/DEF JAMADJMG) ASHANTI {MURDER INC/DEF JAM/IDJMG] FREEWAY FEAT. PEEDIE CRAKK ROC-A-FELLA/DEF JAM/IDIMGH
@ 14 Let's Get Down Summertime (661 — Holidae In
-] BOW WOW FEAT. BABY {COLUMBIA/SUM) BEYONCE (MUSIC WORLD/COLUMBIA/SUM) 4,‘ CHINGY (DISTURBING THA PEACE/CAPITOL)
[ [18| | Step In The Name 0f Love Get Busy .7 164 | calling All Girls
| R KELLY (JIVE} SEAN PAUL (VP/ATLANTICH (S ATL iINOONTIME/EPIC/SUM)
18 |yl | Wish | Wasn't 43 KX Superstar @ 7 Suga Suga
| HEATHER HEADLEY {RCA/RMG) RUBEN STUDDARD {J/RMG] BABY BASH FEAT FRANKIE J {UNIVERSAL/UMRG
19 KN Signs Of Love Makin' 4 B Danger (6972 Getting Late
TYRESE (J/RMG) ERYKAH BADU (MOTOWN/UMRG} 9 FLOETRY {SOLJAZ/DREAMWORKS}
20 KB Never Leave You - Uh Ooh, Uh Oooh! § -1 | 40 If1Can't (708 — Party & Bullsh*t 2003
! LUMIDEE {UNIVERSAL/UMRGH 3 50 CENT {SHADY/AFTERMATH/INTERSCOPE} RAH D13GA _(FLIPMODEAVRMG!
D E Och! [46 ] 55 Pon De River, Pon Oe Bank 71 — Knock Knock
MARY J BLIGE (GEFFEN) ELEPHANT MAN (VP) MONIEA (J.RMG}
22 B My Love Is Like... Wo (47 156 Read Your Mind 2170 Wat Da Hook Gon Be
1 | MYA [A&M/INTERSCOPE} AVANT |GEFFEN} 4 MURPHY LEE (FD' REE/UNIVERSAL/UMRGI
23 Rain On Me 48 Y 21 Questions (73] — Milkshake
‘, ASHANTI (MURDER INC/DEF JAM/IDJMG) 50 CENT {SHADY/AFTERMATH/INTERSCOPE| i KELIS (STAR TRAK/ARISTA
128 Clubbin 49 La-La-La (Excuse Me Again) [ 74) Girl I'm A Bad Boy
i MARQUES HOUSTON {TUG JAY-Z (BAD BOYAUMRG) e FAT JOE & P 0100Y {BAD BOY/UMRG)
125 2 Magic Stick 50 Crazy 75 Faithful To You
L 3 LiL Kl_M FEAT. 50 CENT wEEN BEE/ATLANTICH wl JAVIE_R {CAPITOL! e SYLEENA JOHNSON (JIVE}

® Records with the greatest impressions increase. © 2003, VNU Business Media, fnc. Al rights reserved. Compiled from a national sample of airplay supplied by Nieisen Broadcast Data Systems’ Radio
Track service. 140 stations are electronically monitored 24 hours a day, 7 days a week. Songs ranked by gross impressions, computed by cross-referencing exact times of airplay with Arbitron listener data.
This data is used to compile the Hot R&B/Hip-Hop Singies & Tracks chart

=g Billboard” HOT R&E/HIP-HOP SINGLES 5ALES~

LAST WEEK

TITLE
ARTIST (IMPRINT/PROMOTION LABEL)

' THIS WEEK

LAST WEEK

LAST WEEK

TITLE
ARTIST (IMPRINT/PROMOTION LABEL)

| TiTE

ARTIST (iIMPRINT/PROMOTION LABEL)

WUMBER 1
Walked Outta Heaven
JAGGED EDGE tSD S0 DERCOLUMBIA/SUM)

T WkAtNo. 1

n
(-

N
w

X
w
w
3
=
ar
=

Where The Hood At?
DMX (RUFF RYDERS/DEF JAM/ADIMG]

Shake That Monkey
700 SHORT [SHORTAIVE)

1 Love At 1st Sight 30 Step In The Name Of Love 52 D) When You Hear That
1 MARY J. BLIGE FEAT METHOD MAN (GEFFEN) RKELLY (JIVE) BEANJE SIGEL (ROC-A-FELLA/DEF JAM/IDJMG)
3 Superstar/Flying Without Wings 27 Never Scared LXM 37 Fire (Yes, Yes Y'all)
| RUBEN STUDDARD {J/RMGH BONE CRUSHER (BREAK 'EM OFF/SO SO DEF/ARISTA) JOE BUDDEN FEAT. BUSTA RHYMES (DEF JAM/IDJMG)
4K Let's Get Down @ 42 Tonite, I'm Yours (54 — 21 Questions
1 BOW WOW FEAT BABY (COLUMBIA/SUMI ZANE FEAT. TANK (PRIORITY/CAPITOL) B 50 CENT (SHADY, AFTERMATH/INTERSCOPE}.
OB Soul Shake (30 34 I Don't Wanna Hurt You (551 — Abracadabra
NATHANIEL LAMAR {JENSTAR} LATIF ‘MOTOWN/UMRG} APANI B (O BORO/FAT BEATS}
' I Like €D BB Never Leave You - Uh Och, Uh Oooh! 56 I — Naggin
1 AJ (RIPE) LUMIOEE (UNIVERSAL/UMRG) YING YANG TWINS (COLLIPARK/TVT)
7 Na Na Na Na 32 k5 Angel LY 54 Snake/I'll Never Leave
’ 112 FEAT SUPER CAT {BAD BOY/DEF SOUL0SMG) AMANDA PEREZ (POWERHOWSENIRGIN] R.KELLY [JIVE}
\ Let's Get it 33 pal Crazy In Love 58 KN In Love Wit Chu
i
o & SMOQT {RAPROCK/PYRAMID} BEYONCE FEAT. JAY-Z {COLUMBIA/SUM) DA BRAT FEAT. CHERISH (S0 SO OEF/ARISTA}
o By The Wa 22 /52 [ | Flipside 59 I3 '
| & JESSE POWELL {MONOPOLY/OJ/RIVIERA) FREEWAY FEAT. PEEDI CRAKK {ROC-A-FELLA/DEF JAM/DJMG) T! (GRAND HUSTLE/ATLANTIC)
[10] 70 Suga Suga (35 N a6 Got Some Teeth 10 60 Breathe
i BABY BASH FEAT FRANKIE J {UNIVERSALAUMRG OBIE TRICE {SHADY/INTERSCOPE} BLU CANTRELL FEAT. SEAN PAUL (REDZONE/ARISTA)
11 Jimmy Mathis 36 P Miss You 61 34 In Da Club
BUILHA SPARIXX (BEAT CLUB/INTERSCOPE} AALIYAH {BLACKGROUND/UNIVERSAL/UMRGH | 50 CENT {SHAOQY AFTERMATH/INTERSCOPE}
12 W Officially Missing You (37 447 Through The Rain 62 FX Pump It Up
TAMIA {ELEKTRA/EEG { MARIAH CAREY {MONARC/ASLAND/I0JMG}) JOE BUDDEN (DEF JAM/IDJMG)
13 1B Light Your A** On Fire 38 k5 Starting With Me [63) — Made You Look
BUSTA RHYMES (STAR TRAK/ARISTA) BRANDY MOSS-SCOTT {HEAVENLY TUNES) f | NAS {ILL WILL/COLUMBIA/SUMI
DEE Damn! (39 49 'm Glad 64 I Crazy
z YOUNGBLOODZ FEAT. LIL JON (SO SO DEF/ARISTA] JENNIFEA LOPEZ (EPIC) JAVIER (CAPITOL)
(15} — Stand Up (40 )53 Dipset {Santana's Town) 65 KL | Love You
i LUBACRIS THA PEACE/DEF JAM SOUTH/DJMG! | JUELZ SANTANA FEAT CAMRON {ROC-A-FELLAVDEF JAM/ICMG) l DRU HILL (DEF SOULIDJMG)
16 K Right Thurr sl 44t | Get Busy - 61 1 Can
CHINGY {DISTURBING THA PEACE/CAPITOL) SEAN PAUL {VP/ATLANTIC) NAS {itt WILL/COLUMBIA/SUM]
17 All Night Long LY M 55 Like Glue Y 58 Feelin' Freak
SEDUCTION WITH SADDLER (JENSTAR) SEAN PAUL {VP/ATLANTIC) NICK CANNON FEAT. B2K (NICK/JIVE}
15120 Frontin' %8231 | nto You (o8] — Summertime
PHARRELL FEAT. JAY-Z (STAR TRAK/ARISTA] FABQLOUS FEAT. TAMIA (OESERT STDRM/ELEKTRAVEEG! D.J. JAZZY JEFF & THE FRESH PRINCE (JIVE) A
19 K Thoia Thoing (440 — Rain On Me O Ooh Wee
R.KELLY (JIVE) ASHANTI (MURDER INC./OEF JAM/IDJMG} MARK RONSON (ELEKTRA/EEG)
il 19 Cop That Sh#! LN 38 | Be About Yours 70 Feels Good
§ TIMBALAND & MAGOQ {BLACKGROUND/UNIVERSAL/UMRG JAY-EL (POWERSOURCE/ORPHEUS) KRONDON {STRONG ARM STEADY/FAT BEATS)
21 B My Love Is Like... Wo — Ghetto Musick (71] Nitefall
MYA (A&M/INTERSCOPE] QUTKAST (ARISTA} KEV BROWN (TRAFFIC)
.
[22] 26 Get Low 47 EE Chow, Chow, Chow S Step Dadd
i | LIL JON & THE EAST SIOE 80YZ (BMETVT} _| SHDTGUN THE REPRESENTER (BLACK § ENTERTAINMENT) HITMAN SAMMY-SAM (ROCKY ROAD/COLLIPARK/UMRG)
1§ .
(234 24 If You Let Me 48 F¥) Uh-Oh (73] Candi Bar
, | LOUMOSLEY (JENSTAR} THE PROJECT 2B {NYCE/ORPHEUS] KEITH MURRAY {DEF JAMADJMG}
1241281  Danger (19— Miss P. Girlfriend
ERYKAH BADU_(MOTOWN/UMRG! * CHERISH FEAT. 0A BRAT (ARIZEN,REPRISEWARNER BROS.) B2K_(TU.G/EPIC/SUMI
25 NV PIM.P. 50 k¥ Stop/Excuse Me Miss Again Rock Wit U (Awww Baby)

| 50 CENT (SHADY/AFTERMATH/INTERSCOPE}
—

JAY-Z (ROC-A FELLA DEF JAM 10JMG)
—— -

ASHANTI {MURBER INC/OEF JAM/IDJME)

@® Records with the greatest sales gains. ¢ 2003, VNU Business Media. Inc. and Nielsen SoundScan. Inc. Al nghts reserved. Compiled by Nielsen SoundScan from a national subset panel of core
R&B/HIp-Hop stores. This data 1s used to compile the Hot R&B/Hip-Hop Singies & Tracks chart

Would Kool Keith
Get Your Vote?

Kool Keith, the enigmatic rapper
who made a name for himself as a
member of Ultramagnetic MCs,
came dangerously close to joining
the growing roster of celebrities
vying to replace embattled Califor-
nia Gov. Gray Davis.

Keith's publicist, Craig Melone,
says, “We were seriously preparing to
have Keith take a run at politics.

“We pulled the necessary paper-
work, and {label}

Like some of these tracks were so
ahead of their time, they sound new
right now.”

No commercial single had been
announced at press time but
prospects include “Baby Baby” and
“Girls Want You.”

VOODOO MUSIC: The 5-year-old New
Orleans VooDoo Music Experience
has announced its lineup of talent for

president Carl
Caprioglio had cut
the check,” Melone
continues. “We
guessed there
would be a handful
of candidates, but
after we saw how it
was panning out,
we decided against
it. It was an inter-
esting concept:

Beatse
Rhyr.ngs.ﬂ

By Rhonda Baraka

rbaraka@comcast.net

Vote Black Elvis &

Dr. Doom for governor. That’s a
bumper sticker people would
remember.”

Instead of digging up political dirt
on opponents, Keith has dug into his
vault and pulled out a cache of previ-
ously unreleased songs that he has
compiled as a CD, titled “The Lost
Masters.” DMAFT/Oglio Records
released the set Aug. 26.

The album features songs that
Keith says he wanted to “keep for my

own. [It is] a collage of my music and
a road map of my inspirations.”

The album contains “as many lost
tracks as I could dig up. [ found
them everywhere: in my dresser, in
my suitcases, my kitchen drawers.
When [ actually started looking, I
was like, ‘Damn! Where has this
been hiding?" ”

Known for his edgy, innovative
style, Keith says his music has always
contrasted sharply with what has
dominated the hip-hop marketplace.

“It just seems to work out like
that,” he says. “I never tried to be an
innovator, per se . . . Like sit down
and say, ‘How can I be different?’

this year’s festival. Among hip-hop-
pers on the ticket are 50 Cent,
Cypress Hill, the Roots, Mos Def,
Ludacris, Ahmir “?uestlove”
Thompson and Blackalicious. Orga-
nizers say morve acts are expected to
be added in the coming weeks.

VooDoo expands from one day to
three this year, taking place Oct. 31-
Nov. 2 at the New Orleans City Park.
The event features three stages and
more than 80 acts serving up a com-
hined total of some 90 hours of
music.

STRAIGHT FROM THE SOURCE: This
year, Lil’ Kim and Jay-Z lead the list
of nominees for The Source Hip-Ilop
Music Awards. Both artists received
five nods, including album of the
year (“La Bella Mafia” and “The Blue-
print 2,” respectively).

Other multiple award nominees
include Nelly, 50 Cent, Cam’ron, the
Diplomats, Scarface, Lil Jon & the
East Side Boyz, LL Cool J, Clipse,
Missy Elliott, Baby, David Banner,
Ludacris, Disturbing Tha Peace, the
Neptunes, Pharrell, Eve, Bone
Crusher, Nas, Snoop Dogg, Slum
Village, Field Mob and Ja Rule.

This year’s show will include three
new categories: independent album
of the year. dancehall reggae album
of the year and international album
of the year.

The show will take place Oct. 13 in
Miami and will air on BET in Novem-
ber (see Rhythm & Blues, page 25).

The editorial staff of The Source
magazine chooses nominees based
on the songs and artists that have
had the most impact in a given
year. Source subscribers and the
Five Mic Council, a group of influ-
ential DJs across the U.S., then cast
ballots to determine the winners.
For a complete list of the nomi-
nees, visit hillboard.com/awards.
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Mz NUMBER 1/ HOT SHOT DEBUT  :®¢ 1 Week At Number | Jll 43 | 53 GRUPO MONTEZ DE DURANGO El Sube Y Baja | 43
- DISA 724042 (7.98/13.98)
INTOCABLE Nuestro Destino Estaba Escrito | 1 46 | 46 EROS RAMAZZOTTI 9{Spanish Version} | 30
EMI LATIN 30524 {16.98 D) ARIOLA 52254/8MG LATIN (17.98 D} P
111 CELIA CRUZ Regalo Del Alma | 1 45| 34 VARIOUS ARTISTS Las 30 Cumhias Mas Pegadas Vol.2 | 21
SONY DISCOS 70620 (15,98 EQ CO} DISA 727042 (14.98 €O}
CONJUNTO PRIMAVERA DecideTu | 3 53 ) 56|60 ALEXANDRE PIRES ¢ Estrella Guia | 12
FONOVISA 350875/UG (14.98 CO) [H} ARIOLA 50632 BMG LATIN (16 98 CO} [H]
2 & CELIA CRUZ Exitos Eternos | 2 S 44 | 49 LOS ANGELES AZULES Alas AlMundo | 6
UNIVERSAL LATIND 000756 {16.38 CD} OISA 727022 (9.98/13 98} [H]
3|4 LOS BUKIS i 25 Joyas Musicales | 3 55 BRONCO Historia Musical | 55
FONOVISA 350895/UG (14 98 CD) [H DISA 724083 (13 98 CO)
6|5 BRONCO: EL. GIGANTE DE AMERICA Siempre Arriha | 1 JM 47 | 45 LA OREJA DE VAN GOGH Lo Que Te Conte Mientras Te Hacias La Dormida | 42
FONOVISA 350927/UG (13 98 CD) SONY DISCOS 70451 (15.98 EQ CD)
516 LOS TIGRES DEL NORTE Herencia Musical: 20 Corridos Inolvidables | 1 57 ) 62 | 67 CUISILLOS DE ARTURO MACIAS Coleccion De Oro | 57
FONOVISA 350871/UG (14 38 CO) MUSART 12808 BALBOA (1298 CD)
4 |3 CELIA CRUZ Hits Mix | 2 Ml 41 | 26 CAFE TACUBA Cuatro Caminos | 11
SONY DISCOS 87607 (14 98 EQ CO) MCA 44602 115 88 CO) [H]
E CONTROL La Historia | 9 Al 54 |43 SELENA Ones | 4
EMI LATIN 90878 (14.98 CD) [H] EMI LATIN 42096 (16.98 CD)
2 N El Abayarde | 60
$$¢ GREATEST GAINER :%¢ ad e AR 3 il
L o 1
717 AKWID Proyecto Akwid | 7 s 58 | 57 PEPE AGUILAR Y Tenerte Otra Vez | 1
HEADLINERS/UNIVISION 310155/UG (1498 CO)_[H] UNIVISIDN 310119/UG (16.98 CO' [H] 5
8 |10 f--B JUANES @ Un Dia Normal | 2 62 ) 63|72 CHAYANNE A Grandes Exitos | 1
SURCO 017532/UNIVERSAL LATING {16 95 CO) [H] SONY DISCOS 84667 (10 98 EQ/16.98) [M]
LUNYTUNES & NORIEGA MasFlow | 12 [ 35132 EL PODER DEL NORTE Imaginate Sin Eltos | 13
V1 409429 114 98 CO) [} DISA 727021 (8.98/13.98)
LOS ACOSTA EnvVivoVol.1 | 13 M. 52154 PANCHO BARRAZA Coleccion De Oro | 52
DISA 726992 {14 98 CD/DVD) [MH] MUSART 2888/BALBOA {12.98 CD}
11112 LOS CADETES DE LINARES 30 Inolvidables | 5 6 55— ADAN CHALINO SANCHEZ Un Sonador | 55
UNIVISION 310127/UG {14 98 CO) [H] UNIVISION 310148/UG (13.98 CD)
9|9 LIMITE Gracias 1995-2003 | 9 J. 9 57 | 58 CARDENALES DE NUEVO LEON 30 De Coleccion | 57
UNIVERSAL LATINO 000964 {16.98 CD} [M] DiSA 725026 {9.98 LD}
10| 8 RICKY MARTIN /? Almas Del Silencio | 1 67 F THALIA ~ Thalia | 1
SONY DISCOS 70439 (17.38 £Q CO) EMI LATIN 39753 (10.98/17.98) [H]
1313 |4l PANCHO BARRAZA Las Romanticas De Pancho Barraza | 12 {68 } 69| — VARIOQUS ARTISTS Las Rebajadas Sonideras | 68
MUSART 2713/8ALBOA 16.98 CD} [H] DISA 726993 {17 98 CD.OVD)
1211 LOS ANGELES AZULES/LOS ANGELES DE CHARLY Encuentro De AngelesVol.1 | 7 K69 J 75| — ALEJANDRO FERNANDEZ Nina Amada Mia | 22
DISA 727042 (14 98 CD) [H] SONY DISCOS 70363 (16 98 EQ CD)
14 |15 MANA Revolucion De Amor | 1 Vil 64 | 64 VARIOUS ARTISTS Los 30 Corridos Mas Prohibidos | 27
WARNER LATINA 48566 {10.98/18.98] FONOVISA 350791/UG (13.98 CD}
16|23 CUISILLOS DE ARTURO MACIAS Las Romanticas De Cuisillos | 16 53|51 LOS FREDDY'S 30 Inolvidables | 21
MUSART 270%/BALBOA (6 98 CD) UNIVISION 310156/UG {14 98 CO)
15(14 DON OMAR The Last Don | 2 50|56 EL COYOTE Y SU BANDA TIERRA SANTA El Rancho Grande | 50
V1 450587 (15.98 CD) {M] EMi LATIN 90594 (14.98 CD)
v| 25 A.B. QUINTANILLA 11l PRESENTS KUMBIA KINGS 411 73 VARIOUS ARTISTS JamzVol.1 | 73
EMI LATIN 20514 {16.98 CD} PIMIENTA 360574/UNIVERSAL LATING {14 98 CD)
18117 GRUPO BRYNDIS/LIBERACION Encuentro Romantico | 17 §74 } 71 | — SORAYA Soraya | 25
DISA 724078 13.98 CO} EMI LATIN 81120 {14.98 CD)
22119 POLO URIAS Y SU MAQUINA NORTENA 20 Mas...Quinazos!!! | 19 E75 SOUNDTRACK Clase 406 | 75
FONDVISA 350948/UG (13.98 COI ARIOLA 96607/BMG LATIN {1398 CO)
20|27 JOAN SEBASTIAN ) Coleccion De Oro | 14
MUSART 12887/BALBOA (8.98/13 98
LATIN POP ALBUMS TROPICAL ALBUMS REGIONAL MEXICAN ALBUMS
Al CELIA CRUZ El Carnaval De La Vida | 26
LIOERES 950524 {13.96 CDI
- JUANES CELIA CRUZ INTOCABLE
Es%g:yﬁ;\[gsl}&ﬁssms GHOUP 1398 CO) Frida | 4 UN 01 NORMAL (SURCO/UNIVERSAL LATINO} REGALO DEL ALMA [SONY 0ISCOS) NUESTRO OESTING ESTABA ESCRITO (EMI LATIN) |
;\e’g PACESETTER ;\e'g RICKY MARTIN CEUA CRUZ CONJUNTD PRIMAVERA
- b ALMAS DEL SILENCID (SONY DISCOS) EXITOS ETERNOS (UNIVERSAL LATIND) DECIDE TU (FONDVISAIG)
67 |52 BELINDA Belinda| 28
ARIOLA 54141/BMG LATIN {1398 CD) MANA CEUACRUZ LOS BUKIS
REVOLUCION OE AMOR (WARNER LATINA) HITS MIX (SONY DISCOS) 25 JOYAS MUSICALES (FONOVISA/UG]
21|20 BANDA EL RECODO Nuestra Histori
FUND’\?K‘S/\ 350813/UG {14.98 CO} [M] uestra Historia | 5 00N OMAR LUNYTUNES & NORIEGA BRONCO: EL GIGANTE DE AMERICA
- THE LAST DON (1) MAS FLOW (V1) SIEMPRE ARRIBA (FONOVISA/UG)
25|24 MARCO ANTONIO SOLIS Tu Amor O Tu Desprecio | 1
FONOVISA 350840/UG {16.98 CO} A.B. QUINTANILLA Il PRESENTS KUMBIA KINGS CELIA CRUZ LOS TIGRES DEL NORTE
23 22 PALOMO/CONJUNTO PRIMAVERA Encuentro De Tltanes 12 4 [EMILATIN] EL CARNAVAL DE LA VIOA {LIDERES} HERENC!A MUSICAL: 20 CORRIDOS INOLVIDABLES [FONOVISAUG)
DISA 727043114.98 CD) [M] BELINDA CELIA CRUZ CONTROL
26|28 THALIA Thalia's Hits Remixed 7 BELINDA (ARIOLA/BMG LATIN) LA NEGRA TIENE TUMBAD {SONY DISCOS) LA HISTORIA {EMI LATINI
EMI LATIN 8155 (14.98 CO) [M]
THALIA HUEY DUNBAR AKWIO
31131 GRUPO BRYNDIS Memorias 4 THALIA'S HITS REMIXEQ (EMI LATIN) MUSIE FOR MY PEOPLES {SONY 0ISCOS) PROYECTO AKWID (HEADLINERS/UNIV!SION/UG)
DISA 726995 (18 98 CD/DVD) [M]
. DAVID BISBAL IBRAHIM FERRER 10S ACOSTA
32|35 LOS PLAYER'S Ranchero De | 26 CORAZON LATINO (VALE'UNIVERSAL LATIND} BUENOS HERMANDS (WORLD CIRCUIT/NONESUCH/AG] ENVIVOVOL 1 (DISA)
MUSART 2741/BALBOA {12.98 CD)
— RICARDO ARJONA VARIOUS ARTISTS LOS CADETES DE LINARES
3438 ém&%ﬁﬁgh% =, La Historia | 3 SANTO PECADO {SONY 0/SCOS) SALSA AROUND THE WORLD (PUTUMAYD) 30 INOLVIOABLES {UNIVISION/UG)
> ; SAMUEL HERNANDEZ VARIOUS ARTISTS LIMITE
27130 Réxgg,ﬁ!&%ﬁb,m“m e Corazon Latino | 27 JESUS SIEMPRE LLEGA A TIEMPO (SHI BACHATAHITS 2003 (J&N/SONY ISCOS) GRACIAS 1995-2003 (UNWERSAL LATING}
42 | 47 RICARDO ARJONA ~ Santo Pecado | 3 CELIA CRUZ MONCHY & ALEXANDRA PANCHO BARRAZA
SONY DISCDS 84564 (17.98 €Q CO} [M] SIEMPRE CELIA CRUZ. BOLERGS ETERNOS {VENE/EMI LATIN} THE MIX [J&N/SONY 0iSCOS) LAS RGMANTICAS DE PANCHO BARRAZA (MUSART/BALBOA}
33133 LOS HURACANES DEL NORTE En El Tiempo | 4 SHAKIRA CELIA CRUZ LOS ANGELES AZULES/LOS ANGELES DE CHARLY
UNIVISION 310122/UG (1438 Co) W] GRANDES EXITOS (SONY DISCOS) CARNAVAL OE EXITOS (UNIVERSAL LATINO} £NCUENTRO OE ANGELES VOL 1 (DISA)
49 |37 B iﬁO%HBESA-CEERNANDEZ Jesus Siempre Llega A Tiempo | 36 OBIE BERMUOEZ FRANKIE RUIZ CUISILLOS DE ARTURO MACIAS
i - CONFESIONES (EMILATIN) EXITOS ETERNOS {UNIVERSAL LATING) LAS ROMANTICAS OE CUISILLOS {MUSART/BALBOA}
38|44 Q@I&%‘J&Qﬁ}ée‘hﬁs‘f Con Tamhora | 38 EROS RAMAZZOTTI VARIOUS ARTISTS GRUPO BRYNDIS/LIBERACION
9(SPANISH VERSION) (ARIOLA/BMG LATIN) THE REVENTON- 30 PEGADITAS (MOCK & ROLUSONY DISCOS) ENCUENTRO ROMANTICO {0ISA)
7 PEPE AGUILAR Coleccion De Oro | 31
MUSART 12891/BALEOA (12 98 CO) ALEXANDRE PIRES INDIA POLO URIAS ¥ SUMAQUINA NORTENA
. ) ESTRELLA GUIA {ARIOLA/BMG LATIN} LATIN SONG!| - MI ALMA Y COf [SONY DISCOSH 20 MAS. OUINAZOS!! (FONOVISA/UG}
28118 -8 CELIA CRUZ Siempre Celia Cruz: Boleros Eternos | 8 i ONGEIRD WA RAzon :
VENE 50004/EMI LATIN (13 98 €O LA OREJA OE VAN GOGH CELIA CRUZ JOAN SEBASTIAN
30| 29 LOS ORIGINALES DE SAN JUAN La Motosierra 3 LOOUE TE CONTE MIENTRAS TE HACIAS LA DORMIDA {SONY DISCOS) SERIE 32 {UNIVERSAL LATING} COLECCION DE 0RO {MUSART/BALBOA)
EMLLATIN 64636, {1458 C0) (W], CAFE TACUBA SALVADOR SOUNOTRACK
39 41 BRONCO 30 Inolvidables 3 CUATRO CAMINOS IMCA} CON PODER (WORD-CURB/WARNER BROS.) FRIOA {DGAINIVERSAL CLASSICS GROUP}
A TN T GHEY ) [CY SELENA VARIOUS ARTISTS BANDA EL RECODO
36|36 SHAKIRA A Grandes Exitos | 1 ONES (EMILATINY LA BULLA OFL REGBAETON {REVOLU/UNIVERSAL LATING) NUESTRA HISTORIA {FONOVISA/UGH
SONY DISCOS B7611 15 98 EQ CO)
—— TEGO CALDERON AVENTURA MARCO ANTONIO SOLIS
37139 ggm{ga;@(f@ﬂya\(ERA Nuestra Historia | 4 ELABAYARDE (WINTE LION/BMG LATIN) WE BAOKE THE RULES (PRERIUM LATINAEN) TU AMOR 0 TU DESPRECIO (FONOVISATUG)
- CHAYANNE Yl FLOR DE TABACO PALOMO/CONJUNTO PRIMAVERA
29|55 SAPJEN%EE!YL&BEZ Confesiones | 29 GRANDES EXITOS (SONY DISCOS) FLOR OE TABACO (ERAMINVI) ENCUENTRO O TTANES (0ISA}
48|48 LOS TEMERARIOS/LOS BUKIS 20 Inolvidables | 1 & Albums with the greatest sales gains this week. @ Recording Industry Assn. Of America (RIAA) certification for net shipment of 500,000 aibum unds (Gold). A RIAA certification for net shipment of 1 mil-
FONOVISA 350832/UG'114.98 CD) ion units {Platnum). @ RIAA certfication for net shipment of 10 million units {Diamond). Numeral following Plaunum %r Diamond symgol 'mdcrcates album’s mutt-platinum levgé.[gar boxedose;s ang double
albums with a running tme of 100 minutes or more, the RIAA multiplies shipments by the number of discs and/or tapes. RIAA Latin awards: © Cerufication for net shipment of 100,000 units {Ora}. ertfica-
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