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15 Seal Deal

Seal’s “Waiting for You,”
from his new album “Seal
IV,”is a focal point of NBC’s
fall TV campaign.

20 Mule Gets Even Deeper

Gov’t Mule’s recent six-hour
gig in New Orleans is
captured on the two-disc
CD/DVD “The Deepest End.”

p i A |
41 ‘Ready’ to Dance?

Elton John’s “Are You Ready
for Love” booms through the

U.K., but will the U.S. dance
to its beat?
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Plracy Suits: Shock and Awe

For N ickelback,
Success Rocks

New Album Targets Broad Audience

BY CHUCK TAYLOR

It's OK with Nickelback if you want to call them a pop group.

In fact, pop doesn't begin to describe the Canadian quartet’s
third album, “The Long Road.” It’s the most-anticipated global
rock release of the year. The Roadrunner release is due Sept. 23
in North America and a day earlier in the rest of the world.

“Somewhere along the line, people turned pop—as in ‘popu-
lar'—into a dirty word,” says Chad Kroeger, leader of the hard-
rocking band.

“We want to reach the widest audience possible and let every-
one know who we are. Korn, Tool and Slipknot are among the

(Continued on page 77)
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Courts: A Powerful Boost
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BY BILL HOLLAND

WASHINGTON, D.C.—The nation’s
top copyright cop has strongly en-
dorsed the record industry’s right to file
subpoenas and sue those who illegally

download songs over the Internet.
During testimony Sept. 8 beforethe
Senate Judiciary Committee, U.S.
Register of Copyrights Marybeth Peters
provided the clearest federal statement
yet in support of industry efforts to
(Continued on page 78)

RIAA: Amnesty Nets Calls

BY BILL HOLLAND

PETERS: WELL WITHIN RIGHTS

WASHINGTON, D.C.—The music in-
dustry’s amnesty program for illegal
downloaders is generating plenty of
interest—and yet another lawsuit.

A California man has filed a class-
action suit against the Recording Indus-
try Assn. of America (RIAA). The suit
seeks an injunction, claiming the offer
is misleading because it doesn't shield
users from legal action by other parties.

(Continued on page 78)

Congress: Support Grows

BY BILL HOLLAND

SMITH: BEHAVIOR MODIFICATION

WASHINGTON, D.C.—What could
have been a public relations disaster
did little to hamper the music indus-
try on Capitol Hill this week as it
pressed its case for more action

against Internet piracy.
The Recording Industry Assn. of
America (RIAA) was caught in a poten-
(Continued on page 78)
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The R. in R&B Collection: Volume 1
The new album from R. Kelly celebrates the
first 10 years of R. Kelly's extraordinary career
with a compilation of 18 of his greatest hits
including his newest single “Thoia Thoing”

e Step In The Name of Love - Remix
e Honey Love

e Bump N’ Grind

e Your Body’s Callin’

e |gnition - Remix

e Sex Me (Part 1)

e She’'s Got That Vibe

e Down Low (Nobody Has To Know)
e \WWhen A Woman'’s Fed Up

e | Believe | Can Fly

* Fiesta - Remix

3 new songs and much more!

Two-disc set includes limited edition
remix bonus disc

IN STORES

SEPTEMBER 23, 2003

Look for the DVD The R. In R&B - The Video Collection In Stores 10/21

www.r-kelly.com  www.jiverecords.com
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ALISON KRAUSS + UNION STATION  Live
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ANDREA BOCELLI

YO-YO MA Obrigado Brazil

ALAN JACKSON _ Greatest Hits Volume Il And Some Other Stuff

Top Albums
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LOUIE DEVITO  Louie DeVito Presents : Ultra.Dance 04

JPANES Un Dia Normal

LIL JON & THE EAST SIDE BOYZ __ Kings Of Crunk
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Nature Boy: The Standards Album
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BEYONCE FEATURING JAY-Z  Crazy In Love

OBIE BERMUDEZ Antes
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BLACK EYED PEAS Where Is The Love?
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Top of the News

6 A concert to launch David
Bowie’s new album is beamed
live into cinemas across Europe.

8 An appreciation of the career
of Warren Zevon.

Music

15 The Beat: Randy Newman
and his piano recreate work from
his own repertoire.

21 In the Spirit: CeCe Winans
releases “Throne Room,” the first
of three discs on her new gospel
label, Pure Springs.

21 Higher Ground: Flicker
Records targets the youth market
with its new Christian label, Big
House Kids.

22 Jazz Notes: Norah Jones
and Marian McPartland perform
a piano duet for the latter’s NPR
show, “Piano Jazz.”

31 Touring: Radio stations’
summer festivals are losing out
to summer tour packages.

33 R&B: Rhian Benson will
add to her impressive résumé

RANDY NEWMAN

NORAH JONES

with the October release of her
DKG Music debut, “Gold Coast.”

34 Beats & Rhymes: Boo-Yaa
T.R.L.B.E. is back with its new
Sarinjay Entertainment set, “West
Kostra Nostra.”

37 Latin Notas: The broadcast
of the 2003 Latin Grammy
Awards attracts more viewers
than last year’s show.

41 Beat Box: Dub Pistols fire
up for their appearance at the
10th annual Billboard Dance
Music Summit.

43 Country: Patty Loveless
gets closer to traditional country
with her latest Epic album, “On
Your Way Home.”

50 Songwriters & Publishers:
Groovelily frontwoman Valerie
Vigoda is recruited for a military
advertising campaign.

QUOTE OF THE WEEK

Global

57 A high-profile court battle
between Universal Music Australia
and Warner Music Australia ends
with both sides claiming victory.
59 Global Pulse: B92 releases
“Belgrade Coffee Shop 3,” the
third collection in a series spot-
lighting Serbia’s hottest dance
and house music.

Programming

65 Tuned In—The Tube:
Rappers such as Eve and Lil’
Romeo are making their mark
on prime-time TV.

Features

SPECIAL REPORT BEGINS ON PAGE 23

62 Studio Monitor: The 2004
AcuraTL is the first vehicle in

the U.S. to be equipped with a d

standard DVD-Audio/surround 32 Billgpand Bf)xscore

sound system. 46 Billboard Picks

48 The Billboard BackBeat

Retail 48 Executive Turntable

51 Microsoft builds consumer 58 Hits of the World

acceptance of its Xbox systems 63 Classifieds

by marketlng the product to 67 Charts

music fans. Chart B

53 Retail Track: Universal 67 griEeat

Music Group reinvents its busi- 81 Update

ness model and takes a stand on 82 Last Word

cooperative advertising dollars.

54 The Indies: How will

indie distributors react to
Universal Music Group’s CD price
cuts?

55 Home Video: Sundance is
building on its brand name by
expanding its DVD business.

6 It was time to just say “fogive and forget”

and move on.

PAUL SIMON
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STAIND . So Far Away
PHARRELL FEATURING JAY-Z Frontin’

NELLY, P. DIDDY & MURPHY LEE _ Shake Ya Tailfeather

NELLY, P. DIDDY & MURPHY LEE  Shake Ya Tailfeather
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THE LORD OF THE RINGS: THE TWO TOWERS

THE LORD OF THE RINGS: THE TWO TOWERS (WIDESCREEN)

THE LORD OF THE RINGS: THE TWO TOWERS
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Bowie gels
‘Real’ with
fans across
Europe
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Warren Zevon
remembered

CINCOTTI: RUBBING CHART ELBOWS WITH VETERANS

BY DAN OUELLETTE

NEW YORK—Jazz is most often
associated with instrumentals,
but today’s charts tell a different
story: Jazz vocalists are selling
the most CDs.

Norah Jones’ Blue Note debut
“Come Away With Me” has topped
the Billboard Contemporary Jazz
list for more than one year. And
Diana Krall’s Verve recordings
occupy lofty positions for months
on end.

Meanwhile, such newcomers as
Peter Cincotti (Concord Jazz) and
Lizz Wright (Verve) are rubbing
chart elbows with such veterans
as Diane Schuur (Concord Jazz)
and Tony Bennett With k.d. lang
(RPM/Columbia).

“It’s the human voice, the lyrics,”
says Bruce Lundvall, president/
CEO of Blue Note Records.

“With vocalists, listeners have an

easier time making the transition
from pop music to jazz,” says
Lundvall, who has presided over
Blue Note’s big success with Jones.
Her CD is approaching worldwide
sales of 15 million, according to
the label.

“Becoming a serious jazz fan—
to get into music by Charlie Parker
or Joe Lovano—requires ear train-
ing. You can’t just jump into in-
strumental jazz from rock.”

From a marketing perspective,
it makes perfect sense for labels to
get more voices into the jazz mix,
whether it’s delivering a full disc of
songs or sprinkling vocal tracks
into the instrumental proceedings.

Under Lundvall, Blue Note has
signed several vocalists who have
risen to the top of the class, includ-
ing Cassandra Wilson, Patricia Bar-
ber and Kurt Elling.

Lundvall also fostered the careers

(Continued on page 80)

WRIGHT: ATTRACTING ATTENTION

UMG Share Grows
In 2002 IFPI Report

BY GORDON MASSON

LONDON—Universal Music
Group saw its global market
share grow to 25.9% in 2002,
according to figures released by
the International Federation of
the Phonographic Industry.

In its Recording Industry in
Numbers vearbook, published
Sept. 9, the IFPI states that Uni-
versal's dominance was up from
23.7% in 2001, while BMG added
an impressive 3% to its global
market share to take 11.1% fol-
lowing its acquisition of Zomba.

The report also claims EMI
lost ground, falling to 12% from
13.1% in 2001, and Sony also
lost half a point to see its mar-
ket share at 14.1%. Warner
remained steady at 11.9%, while

the indies lost 3.6% to collec-
tively hold a 25% slice of the
global $31 billion recorded
music market.

Based on the 2002 figures,
any merger equation, be it BMG
and Warner or EMI and Warner,
would still only equal the No. 2
record company in the world
behind Universal.

For the first time, the IFPI]
report examines genre trends,
putting seven countries (Aus-
tria, Belgium, Germany, Ire-
land, the Netherlands, the U.K.
and the U.S.) under the micro-
scope to highlight “the revival
of rock music, largely at the
expense of dance.”

The U.S. remains the biggest
recorded music market in the

(Continued on page 77)

BY ED CHRISTMAN

NEW YORK—While retailers are
unanimously applauding the Univer-
sal Music Group price cut, they con-
tinue to debate the details of the plan.
Meanwhile, a Sept. 19 deadline looms
for retailers to qualify for the lower
prices.

So far, only Newbury Comics CEO
Mike Dreese has publicly declared to
Billboard that he has signed on for
the plan.

But UMG insiders report that
hundreds of retailers have already
signed up. And behind the scenes,
some of the biggest U.S. retailers say
they will probably agree to the terms,
if they can get Universal Music & Video
Distribution to become more flexible
on some of the details.

At the same time, a few big accounts
say they have concerns about the plan.
Specifically, the want UMVD to address
the profit-margin issue for retail.

“Structurally and spiritually, with
modifications, UMVD’s move is the
right thing to do,” says John Mar-
maduke, chairman of Hastings
Entertainment. “This 1s very much
like when the studios changed the
video rental business model and
went to revenue sharing.” But that

UMG

Wins

Retail
Converts

URIE: VISITING WITH ACCOUNTS

change needed fine-tuning by retail
in order to make it work for every-
one, he says, and he expects the same

thing to occur now.

Indeed. that’s exactly why Dreese
agreed to the plan. From his perspec-
tive, “it started out good; it’s getting
better, and hopefully in six months it
will be perfect.”

Gerry Lopez, president of Handle-
man Entertainment Resources—the
giant rackjobber based in Troy, Mich.
—has similar hopes, although he
declines to say whether the company
will sign on.

“Although highly supportive of
lower prices and more value for the
consumer. the mechanics and execu-
tions of their plan are still under dis-
cussion,” he says. “I remain hopeful
that we can make this work for the
consumer, the distributor and the
retail community.”

While there is much discussion
on the UMG pricing makeover,
profit margin is the main focus for
merchandisers.

Universal lowered its frontline list
price to $12.98 and cut boxlot costs to
$9.09, although they say that perhaps
10 to 12 albums a year will come out
carrving a boxlot cost of $10.10. At the
same time, UMG eliminated coopera-
tive advertising funds, buy-in dis-
counts and early payment discounts.

(Continued on page 79)
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Bowie Simulcasts ‘Reality’

Singer Bows New CD With Live Gig Beamed To Theaters

BOWIE: ONSTAGE AND ON-SCREEN FOR 50,000 FANS

BY PAUL SEXTON

LONDON—“This is my band. I'm
in front of it. That makes me
David Bowie.

Thus, one of music’s most tech-
nologically imaginative artists
launched a new adventure that
placed him onstage and on the sil-
ver screen at the same time.

Bowie’s concert Sept. 8 at
Riverside Studios in Hammer-
smith, West London, was an inti-
mate yet grand-scale introduction
to his new album. Bowie per-
formed the forthcoming “Reality”
album in full at the show. It will
be released internationally by
[SO/Columbia Sept. 15 (Sept. 16
in North America).

The gig itself—for some 300
members of his Bowienet fan com-
munity plus about 150 media reps,
celebrity fans and record company
personnel—exuded the exclusivity
of a private party. But it was
beamed live by satellite in
widescreen and 5.1 DTS digital sur-
round sound (mixed by the album’s
producer Tony Visconti) to cinema
audiences in the U.K., Denmark,
France, Germany, Italy, Norway,
Poland, Sweden and Switzerland.

It was not the first time a band
had used a digital simulcast to the-
aters to bring an intimate show to
a large number of fans. In June
2002, Korn broadcast a live New
York concert to theaters in dozens
of U.S. cities. But the Bowie event
reached more countries and includ-
ed a Q&A segment.

Demand for theater tickets in
Paris prompted an expansion from
two screens to 14.

With the attendant time delay,
this inaugural interactive cinema
event aired in Australia and Asia the
following day; broadcasting in the
U.S,, Canada and Brazil Sept. 15.

The final total of participating
theaters will be 86, in 22 countries,
for a total audience of 50,000,
according to Julie Borchard, senior
VP of international marketing at
Sony Music U.S.

“The uptake in this program was
phenomenal from a Sony perspec-
tive,” she says. “We were able to
plug in various entities: media,
retail and of course the fans played
an enormous role. In one evening,
it has raised awareness of the new
album to a fever pitch.

A label source estimates tech-
nical costs to be about $350,000,
which were covered by Sony with
a “small but significant” spon-
sorship contribution in the U.K.
by communications company 02,
which had on-screen advertising
at participating Odeon cinemas
in Britain.

The full performance of “Reality”
by Bowie and his band was followed
by a Q&A session overseen by U.K.
TV personality Jonathan Ross.
Bowie took live questions from fans
taking part from their cinema seats
in Berlin, Copenhagen, Paris, Lon-
don and elsewhere.

This interlude largely added to
the event’s flavor and was followed
by a second live set in which Bowie

played such hits as “Hallo Space-
boy” and “Modern Love,” as well as
material from his vast catalog,
including “Hang On to Yourself”
from 1972’s “The Rise and Fall of
Ziggy Stardust,” “A New Career in
a New Town” (“Low,” 1977), “Fan-
tastic Voyage” (“Lodger,” 1979) and
“Cactus” and “Afraid” from last
year’s “Heathen.

“The publicity generated has
been incredible right across the
board,” says music media consult-
ant Alan Edwards of the London-
based Outside Organization. “The
whole undertaking was of course
dependent on having an artist of
caliber and vision to pull it off. Peo-
ple may well look back on this as a
watershed in the presentation of
live music.’

Marc John, head of digital cine-
ma for Odeon and managing direc-
tor of Quantum Digital, which was
responsible for digital delivery of
the show, says: “This technology is
affordable, and now that Bowie has
done it. that should burst open the
doors. I guarantee digital cinema
will transform the multiplex.”

Borchard says that Sony will ship
400,000 copies of “Reality” inter-
nationally. She estimates worldwide
sales of “Heathen” at 1 million, a
figure Sony hopes to reach exclu-
sive of U.S. sales this time with the
further benefit of Bowie's world
tour, which opens Oct. 7 in Copen-
hagen and will stretch well into
2004 (Billboard, June 21).

Borchard adds, “The impact of
this event will be long-lasting.

BY RAY WADDELL

As Paul Simon and Art Garfunkel
prep their first full-blown tour togeth-
er in more than 20 years, it appears
the reunion could have significant
clout at the box office, though it is
somewhat of an unknown entity until
dates actually go up.

The Old Friends 2003 Concert Tour
begins Oct. 18 at the Palace of Auburn
Hills (Mich.) and will play arenas in 32
cities through Christmas.

First tipped here (Billboard, June
17), some details of the tour were
announced at a Sept. 9 press confer-
ence at New York’s Bottom Line.

The tour will work with local/
regional promoters in each market;
among those promoting dates are

Friends Again

Simon & Garfunkel Reunite For Tour

Clear Channel Entertainment (CCE),
House of Blues Concerts, Jam, Fan-
tasma, Another Planet, Mass Con-
certs, Bill Silva and LM.P.

Early press coverage has been pos-
itive, and most in the industry feel the
outing is special enough to capture
the public’s interest.

“Simon & Garfunkel are one of the
cornerstone artists in all of contermpo-
rary music, and we're very happy that
they're touring again,” says Rob Light,
head of music for Creative Artists
Agency, booking agency for Simon.
“I'm excited as an agent and as a fan. I
can't wait to see it.”

Likewise, CCE Midwest VP Rick
Franks, promoter of the first date,
thinks the tour will be “huge, huge,

(Continued on page 79)

SIM(;N & GARFUNKEL: ‘IT’S FAMILY, THETWO OF US’
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Zevon Succumbs To Cancer

BY CHRIS MORRIS

LOS ANGELES—When Warren Zevon
was diagnosed with inoperable [ung
cancer last year, he told Billboard,
with typically mordant humor, that
he hoped to live long enough to see
the next James Bond movie.

The release of that film—titled, iron-
ically enough, Die Another Day—came
and went, and Zevon lived long enough
to record another album and see it
debut at No. 16 on The Billboard 200.

Singer/songwriter Zevon died
peacefully Sept. 7 at his Los Angeles
home. He was 56.

After going public with his illness
(Declarations of Independents, Bill-

i\ )

WARREN ZEVO

board, Sept. 21, 2002), Zevon raced to
complete his final album. That collec-
tion, “The Wind” (Artemis)—featur-

ing contributions by Bruce Spring-
steen, Jackson Browne, Dwight
Yoakam and other stars—was
released Aug. 26 and entered The
Billboard 200 last issue.

Zevon was born Jan. 24, 1947, in
Chicago. Active as a writer in L.A. from
the mid-"60s, he cut his first album,
“Wanted Dead or Alive,”in 1969. After
the album flopped, he did a tour of
duty as the Everly Brothers’ key-
hoardist/music director and later
appeared on Phil Everly’s solo releases.

In 1976, Zevon's recording career
took off with the release of his
self-titled Asylum album, pro-
duced by his close friend Jackson

(Continued on page 77)

ascal Wins Mercury Prize

BY GORDON MASSON

LLONDON—Nineteen-year-old rapper
Dizzee Rascal became the youngest
winner of the Panasonic Mercury Music
Prize Sept. 9, heralding another suc-
cessful vear for
the U.K. urban
scene.

Rascal, whose
real name 1s
Dylan Mills,
follows in the
footsteps of last
year’s winner,
Ms. Dynamite,
a fellow Lon-
doner from
whom he re-
ceived the prize
and a check for

DIZZEE RASCAL

£20,000 ($32.000).

Rascal’s debut set, “Bov in Da Cor-
ner” (XL Recordings), was voted
album of the vear by the Mercury’s
independent panel of judges. The
panel had sifted through 180 albums
to arrive at a short-list of 12 finalists
for the coveted prize, which was
established to champion new and
innovative British and Irish music.

Performers during the prize cere-
mony at London’s Grosvenor House
hotel were nominees the Darkness,
the Thrills, Floetry, Athlete, Terri
Walker, Soweto Kinch and Eliza
Carthy. Other finalists were Coldplay,
Radiohead, Martina Topley-Bird and
Lemon Jelly.

Rascal did not perform at the event.
While collecting his prize, he said, I
want to thank God, my mum, my fam-

ily and everyone in the underground. 1
come from nothing, [ come from the
underground and pirate radio stations.”

Paul Redding. XL's international
director, says, “We've already taken a
lot of new orders for the record. The
album was building nicely anyway”
before the awards ceremony.

Regarding the label’s internation-
al plans for the set, Redding tells Bi//-
board that the record was released
Sept. 8 “in a lot of countries. It will be
released in Germany in November,
and we're currently in talks about a
U.S. release date in early 2004.

“We wanted to build the story in
the U.K. first,” Redding adds, “and we
just started doing our international
promotion last week, but obhviously
the Mercury prize will help us get
better press. It's a great boost.

Rock Acts Lead Latin VMA Nods

BY LEILA COBO

inees are established in the Latin rock/alternative scene.

BY GEOFF MAYFIELD

LLOS ANGELES—If a label could con-
jure an ideal artist in a lab, one might
design an easy-on-the-eyes singer who
appeals to hordes of young women yet
who writes songs serious enough to
cut muster with the National Public
Radio crowd. Aware/Columbia has
found just such a formula in John
Mayer, whose new album will easily
lead next issue’s Billboard 200.

Retail chains’ opening-day num-
bers suggest that Mayer's “Heavier
Things” will move at least 275,000
copies in its first week, with a solid
shot at reaching 300,000. If he hits
the high end of that range, it would
mark the chart’s largest sales week in
five weeks.

His Columbia debut, “Room for

ms A LOOK AHEAD S
‘Heavier Things’ To Weigh In At Top

Squares,” has sold 3 million copies
since its 2001 release, according to
Nielsen SoundScan. It moved 122,500
copies in its biggest frame during
Christmas week 2002.

Rapper E-40 (Sick Wid It/Jive) will
have the second-highest bow from a
busy Sept. 9 release schedule, opening
in the neighborhood of 50,000-60,000.

This would mark his second appear-
ance in The Billboard 200's top 10, a
feat achieved by one of the seven pre-
vious sets he has placed on the chart.

Also aiming for the top 20 are the
fourth album by Seal (Warner Bros.)
and the eighth by Clay Walker, the lat-
ter making his RCA Label Group bow.
Both artists seem on target for starts of
around 45,000 copies, which would
yield the highest Billboard 200 start
that either has seen.

NEWSLINE -« -

THE WEEK IN BRIEF

The day after Dave Matthews’ solo RCA debut hits retail this month, the |

singer and his Dave Matthews Band will play a benefit show in New
York’s Central Park that is expected to be attended by 100.000 people.
AOL is sponsoring the Sept. 24 show and using it to promote the newest
version of its software, AOL 9.0. The concert will be held on the park’s
Great LLawn and will be recorded by RCA for a CD)/DVD release in Novem-
her. The show will raise funds for the AOL Concert for the Schools! pro-
gram, which benefits the IFund for Public Schools of New York City and
the Music Resource Center of Charlottesville, Va. (where the band was
founded). Tickets will be free through AOL and the band’s official fan site,
warehouse.davematthewsband.com. Donations of at least $25 are
requested. All seats are general admission, but the band is offering fan-
club members “preferred viewing section passes,” which include access
to a backstage barbecue and exclusive viewing area.

Steve Kingston has resigned as operations manager of WNEW-FM (Blink
102.7) New York. Kingston has been a fixture in New York radio pro-
gramming, having helmed modern WXRK (K-Rock)—the flagship for
the syndicated Howard Stern morning show—and top 40 WHTZ (Z100).
Sources say Kingston may have as much as eight months left on his con-
tract and might be reassigned inside parent company Infinity. WNEW-
FM relaunched earlier this year as Blink with much fanfare. It was an
attempt by Infinity to create a new format by melding entertainment
programming a la the 5! cable channel with a female-friendly hrand of

WES ORSHOSKI

|

MIAMI—The second annual MTV Video Music Awards
Latin America will have a distinct rock feel, with Mexi-
can acts Café Tacuba, Naltalia Lafourcade and Molotov—
as well as Chilean band La Ley—topping the list of nom-
inees, with five nods each.

Argentine Gustavo Cerati, Colombian Juanes and Mexi-
can band Mana received four nods apiece.

Winners will be announced during an Oct. 23 event at
the Jackie Gleason Theater in Miami Beach. This year’s
awards will be broadcast live and coincide with MTV Latin
America’s 10-year anniversary.

Although details on the show have not yet been
released, it is expected to be a more elaborate affair than
last year’s debut.

The predominance of rock and alternative acts among
the nominees for the 2003 awards can be attributed to strong
releases from veteran acts that have been out of the spot-
light for several years. These include Molotov, Café Tacuba
and La Ley, whose recent album, “Libertad,” is far more rock-
oriented than the group’s previous work.

With the exception of Lafourcade, who recently garnered
four Latin Grammy Award nominations, all of the top nom-

But two relative newcomers—Kevin Johansen and Miran-
da—nhoth of whom are released and distributed by small
indie labels in Argentina—obtained two nominations each.

Based on the strength of his indie releases, Johansen
has just been signed by Sony and recently played a show-
case in Miami.

The MTV Video Music Awards 1.atin America will air inter-
nationally on the MTV Latin America network and domes-
tically on MTV2. In addition, MTV Networks will air the
awards one week later.

Nominees in 16 categories were selected by a “music and
video academy” that comprises music industry profession-
als and MTV Latin America viewers. Although most awards
are given for Spanish-language videos, there are also “inter-
national” awards for non-Spanish-speaking acts whose
videos aired on the network.

Winners will be chosen by fans who vote online at MTV
[Latin America’s Web site between Sept. 11 and Oct. 8.

Nominees in the newly created independent artist cate-
gory were selected by the channel, and the winner will be
chosen by the music and video academy.

For a full list of the nominees, log on to billboard
.com/awards.

pop music. In the past few weeks, the station has jettisoned its rhythmic
titles and leaned in a softer, more adult direction, bringing it closer in
format to neighboring adult contemporary WLTW. SKIP DILLARD

Tower Records and music-video network Fuse have teamed to hring the retail-
er’s “The Next Big Thing” new-artist initiative to national TV. Tower
launched “The Next Big Thing” in June. The retailer highlights different
emerging acts each month, placing their music in end-cap displays and lis-
tening stations and selling CDs for $9.99 or less. Under the new deal, FFuse
will showcase the selected artists in a new monthly series, “The Tower
Records Next Big Thing Awards,” which premieres Sept. 13. Viewers can vote
for their favorite acts at fuse.tv and tower.com; winners will be announced on
Fuse’s live dailv show “IMX-Interactive Music Xchange.”  CAROLYN HORWITZ

Big Idea Productions, best-known for its successful children’s DVD/video
line VeggieTalcs, has agreed to sell its assets to Classic Media. As part of
the agreement, Big Idea has filed for Chapter 11 bankruptcy in Illinois,
where the company is based. In a statement. Big Idea founder Phil Vischer
says the bankruptcy was the result of “several key strategic errors.” New
York-based Classic Media owns the Golden Books brand and recently part-
nered with Word Entertainment to produce and distribute the Golden
Books Music series. PHYLLIS STARK
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At Last A Market Solution

ome may argue that the handwrit-

ing has been on the wall for the

past three years, but Universal
Music Group’s decision to slash whole-
sale prices for its music still took guts.

In the business world these days,
that’s something that all too often is in
short supply. For far too long, far too
much emphasis has been put on boosting
short-term profits and share price at
almost any cost. Most chief executives
live and die by their quarterly income
statements, often at the expense of long-
term goals and sensible economics.

That’s what makes Universal’s action
remarkable. The move was contrary to
conventional corporate wisdom. Univer-
sal is risking a substantial short-term hit
to the bottom line in a gamble to
improve the long-term prospects for
music sales.

As Doug Morris, Universal Music’s
chairman, noted in numerous inter-
views: “We are making a very bold,
strategic move to bring people back to
music stores.

Bravo.

The company’s decision to end co-
operative advertising payments was

equally remarkable. Whatever co-op pay-
ments started out as, they have long
since morphed into something akin to
payola. The implied threat, of course. is
that without such payments, record
labels won't get adequate shelf space for
their products.

But co-op payments and the myriad
discount schemes that accompany them
do nothing but distort the true value of

Universal is risking a
short-term hit to improve
the long-term prospects
for music sales.

music and create a false economy that
ultimately thwarts innovation.

That is not to say that this is an
endorsement of the details of Universal’s
plan. Much still needs to be discussed
and explained. That's to be expected. Uni-
versal faces a big job on that score, and
even it has reserved the right to ulti-
mately modify or abandon its plan.

That’s certainly its prerogative. But it
shouldn’t take away from the broader

importance of its decision to cut prices.

It comes at a time when the industry is
suffering through a sharp, three-year
downturn in sales. Although the sour
economy is the chief reason, physical and
Internet piracy are definitely exacerbat-
ing the situation.

It’s been our position all along that
the industry needs a market solution to
solve its problems. The first part of that
is to provide a legitimate way to down-
load music. That’s happening. The sec-
ond part is to come up with a fair market
price for music. Universal’s move mayv
not be the final word, but it is making
that happen as well.

Indeed, consumers should find some
real bargains at Christmas. But Congress
also needs to take note. The canard that
high music prices somehow morally
justify illegal downloading should be put
to rest once and for all.

It's time for Congress and the Bush
administration to become real partners
in the effort to defeat piracy and stand up
for performers, songwriters and count-
less others in this business. Because, in
the end, it’s really all about the music.

Where would we be without that?

‘ 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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JULIAN J. ABERBACH

Hall of Fame member, Music Industry USA
Hall of Fame member, Country Music Industry, Nashville, Tennessee

Had the honor to be named

CHEVALIER DE LA LEGION D’HONNEUR
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Opinion I

The MIRACLE Project Helps Industry Aspirants Achieve The American Dream

Cheering For The Little Guy

guys came in first, if what was

“right” always prevailed and if
everyone could compete in their
area of expertise on a level playing
field. This is not happening in the
music industry.

There’s a lot of negative media
written about the state of the
music industry today, with

It would be a great world if nice

millennium.

I'm an outsider to the music
industry. However, I've been work-
ing with a local nonprofit music
organization for several months,
and the experience has given me
quite an education. I've seen ideas
that are emerging from this indus-
try chaos that are phenomenal.

such issues taking the
spotlight as under-the-
table “payola,” illegal
downloading of music and
famous stars rising too
quickly and landing in
rehab or bankruptcy.
Unfortunately, these sce-
narios are real. When you
observe the ways that the
music industry and the top

Taking|
Iss_ge"

By B.H.Woods

five record labels have
manipulated and controlled artists
and radio airplay during the past
several decades, these major prob-
lem areas become apparent.

As a music consumer, I've
changed my listening habits. Many
music lovers today choose to hear
streaming online music or down-
load CDs for entertainment
because radio stations seem repeti-
tious and unexciting. I often hear
the same artists and the same
songs over and over. This is just
not adequate for the savvy music
lover of the new, Internet-driven

Some music professionals say
that it would take a miracle to
change the inner workings of an
industry, especially one as power-
driven as the music business.

However, there is a group of
innovative individuals collaborat-
ing right here in Atlanta, the
music mecca of the South, to
establish a new foundation for the
mechanics of the trade.

This group of people is going
where no one in the music indus-
try has gone before to create
opportunity for the little guys who

want to achieve the American
Dream. They're calling it the
MIRACLE Project.

Little League kids who are bat-
ting balls around in their back-
yards actually envision themselves
making it into the big leagues one
day, practicing until they are great
and they become as legendary as
Hank Aaron or Babe Ruth.

Based on a sports template of
the major and minor leagues of
baseball, the MIRACLE Project is a
“music minor league” designed to
mentor local and regional talent
through the ranks and onto video
and audio Webcasting, online
music sales and eventual radio air-
play in local markets.

As I work with this nonprofit
group, the Georgia Music Industry
Assn. (GMIA), I hear my colleagues
from the corporate sector tell sto-
ries about talented friends whom
they know ought to get a chance to
succeed in music, but it's “just too
hard to break into the field.”

I am finding that almost every-
one knows someone who “ought to
get a chance.” I'm finding that
GMIA’s phenomenal—yes, unparal-
leled—vision is just what the doc-
tor ordered here in Atlanta. The
Southeast is a huge hub of musical
talent, yet the numbers of artists
who break into national recogni-
tion are few. I am beginning to

believe in revolutionary change.
The key to this coup is integrity.
With open books, professional edu-
cation programs, highest-quality
Webcasting, shared CD sales rev-
enue from worldwide downloading
capabilities, truly fair voting and
charting methods and a personal
mission to offer equal opportunity
to local songwriters and musicians,
GMIA has created a win-win situa-

business communities throughout
the state discovering the signifi-
cance of this cause.

This nonprofit organization has
great foresight. It’s an arts and cul-
tural group of excited experts
working toward the American
Dream even in the face of the
naysayers who will always stand in
the skeptic’s line. I'd like to see a
MIRACLE today.

 “Almost everyone knows someone who
 “ought to get a chance.” GMIA’s vision is just
what the doctor ordered here in Atlanta.’

tion for everyone involved.

Radio stations are about to
receive [proven] marketable new
talent, local listeners will finally
hear more songs from regional
artists, the airwaves will offer
greater variety, qualified GMIA
artists may become part of Apple
iTunes and more music profession-
als will be living and spending
money in Atlanta.

Results include an improved
local economy that attracts tourists
and other artists to Atlanta.

Sounds too simple, and yet it is
not simple. MIRACLE stands for
Music Is Really A Community Liai-
son Experience. Every week 1 see

I'm cheering for the little guy
and remembering the many Amer-
ican successes in the past that
were unexpected. Whoever
thought a young black man born
in a poor part of Mobile, Ala.,
called Down the Bay would grow
up to surpass Babe Ruth's home-
run record, or that a school
dropout from Macon, Ga., would
go on to write and record hits like
“(Sittin’ On) The Dock of the Bay'?
Today, that kid from Macon
wouldn’t make it.

B.H. Woods is marketing and devel-
opment consultant at the Georgia
Music Industry Assn.

Youth-Culture Focus Is Degrading To Industry

I was motivated to write after
reading another letter you printed
from a gentleman who was disap-
pointed by Billboard’s constant cov-
erage of “youth culture artists.” [
really agree with him and wanted to
add my own viewpoint.

I have been in the music biz for
27 years, as an agent, manager, pro-
ducer and writer. I have worked
with Grammy Award-winning new-
wave acts, blues acts and rock acts. 1
have my own songs on Grammy-
winning albums.

I think the entire industry is
overlooking the “baby boomers”
and now “gen-Xers” that have the
real money in their pockets to buy
CDs. Not everyone is giving it to
their kids. Some of us give it to
ourselves first.

By sheer math, it should be obvi-
ous to the labels and retailers that if
something comes out that is really
good, we will buy it and outnumber
any other age group of buyers.

The amazing staying power and
success of records like “O Brother,
Where Art Thou?” and Norah Jones
show what records can do when
they appeal to this age group and
everyone else as well.

This youth-culture thing is
degrading to our industry. Pretty
young people with little or no talent
appear on labels every week, then
disappear after one CD.

If the actual talent and songwrit-
ing and performance skills for these
artists were really their own and not
a production fabrication, there
would be a lot more lifelong artists
and big record sales, as there were
in “the old days.”

Those of us who grew up when
every song was a single know how
low the bar has fallen and refuse to
spend on records where only one
song out of a possible 15 is decent.

Why are we surprised that no one
buys and not everyone wants to pay
to download one song? Aren’t we

giving the consumer anything last-
ing for their money? It is called the
music industry, right? What about

the music?

Where are the good musicians
and the great songs? Are we sup-
porting the art form or just trying to
make a fast buck at the consumer’s
expense? Is it right to reward only
beauty and not talent? The greatest
artists of our time, let’s face it, are
often “not pretty” but in possession
of a gift that far surpasses looks.

I continue in this business con-
stantly apologizing for it. I serve on
many committees and work with
many niche artists. I am glad you
print these letters or even read
them. I pray for a change in our
industry—one where we deliver the
gift of music instead of youth-cul-
ture media hype that fowers our
industry standard worldwide.

G. Graper Moore
Moore Music
Los Angeles

Disappointed
With The VMAs

The cover story in the last issue of
Billboard contributed significantly
to a buildup of my expectations for
the 2003 MTV Video Music Awards.

Heretofore, I have always consid-
ered the ceremony somewhat taste-
ful. Last year my only complaint
about the show was an admittedly
vain, narcissistic one. A video by the
band Cake in which I made a short
cameo appearance lost to the White
Stripes in the groundbreaking
music video of the year category.

This year, my disappointment is
based on what I believe to be more
noble grounds—artistic and
moral indignation.

Instead of an art exhibit, I got
exhibitionism. Instead of a video
show, I got a pimp-and-ho show,
compliments of folks like a once
vibrant, now dirty old lady getting
her jollies by planting a seductive

kiss on a young female starlet; 50
Cent, a cool master of rhythm, but
compared to Eminem, a day late and
dollar short on lyrical substance;
Snoop Doggy Dogg and the usual
bands of rap pimps glorifying a life
of prostitution, crime and slime.

Then there was Good Charlotte,
the band that, on a good day, makes
punk look like a Bad Harlot. This
year [ wanted the White Stripes to
win. I wanted [Johnny Cash] to
win. They were nominated in mul-
tiple categories.

They each won one award, in low-
profile categories. It was not a year
for the Man in Black or the Stripes in
White. No, it was not a year for black
and white, only dismal shades of
abysmal gray. Next year, I'll be a no-
show for MTV's pimp-and-ho show.

Bruce L.Thiessen, Ph.D.,
Bakersfield, Calif.

Bruce L. Thiessen is a psychologist
and psychology of music instructor.

12

www.billboard.com

wWwWWwW . americanradiohistorv.com

BILLBOARD SEPTEMBER 20, 2003


www.americanradiohistory.com

Why have so many music retailers
chosen Hilco to help them

through these volatile times?

We’re their bridge over troubled waters.

STRATEGIC STORE CLOSINGS.
INVENTORY DISPOSITION.
REAL ESTATE DISPOSITION.
LEASE MITIGATION.
INVENTORY APPRAISALS.

]
]
]
]
]
B FULL BUSINESS APPRAISALS.
We’re your strategic partner of
choice because we know and
understand the music industry
AND music inventory.

Music retailers, worldwide, have
worked with Hilco Merchant Resources
to execute asset repositioning
strategies designed to quickly generate
cash and reduce operating costs.

Hilco can provide cash guarantees

for your inventory, help you shed real
estate burdens and close under-
performing stores, all while protecting
your brand’s integrity. You'll find

us flexible, fast and very creative

in structuring even the most

complex transactions.

We can recover more
value with less expense
than you can.

No disrespect intended. It's just

that we consistently surpass the
sales forecasts of retailers who plan
to close stores or implement other
business repositioning strategies on
their own.

As your strategic partner, Hilco
can generate more net revenue,
at zero risk.

Other benefits...

B We can manage every aspect of
a store closing, from personnel
issues to advertising, from loss
prevention to disposition of store
fixtures and real estate.

B We can ensure margin protection
on returnable catalog inventory.

B Your management team can
concentrate on running your
profitable stores.

Our experience speaks for
itself...and works for you.

Here is a partial list of music stores
among hundreds of retailers for whom
we have delivered results beyond
expectation:

CD Warehouse

Value Music

National Record Mart
Peppermint Music

Kemp Mill Music

Willies Music

Turtle’s Music

Andy’s Music (UK)

The WIZ music department
Kmart music department

No operation is too large or too far
away for Hilco. We have the experi-
ence, quality people and capital to
deliver as promised on any size
assignment. And, because we'’re
international in scope, we can pro-
vide services beyond North America.

We’'d welcome an opportunity to discuss how Hilco can help with your strategic store closings.
Please contact: Sid Lambersky ¢ 847.849.2906 ¢ slambersky @hilcotrading.com

Hilco Nerchant Resources

All the resources for today’s retail environment.

800.52.HILCO » www.hilcomerchantresources.com

www americanradiohistorv com


www.americanradiohistory.com

R = IDEO NVUSIC AWRRDS

MUSIC TELEVISION® Y awAens

No wonder everyone wants to watch.

MTV would like to thank our host Chris Rock, all of the spectacular performers, guests and the
50 million viewers’ who made the Video Music Awards the most watched cable telecast in 2003!

00‘1 on mitv % miv. cov

*Source: Nielsen Media, N-Power; P2+ cume, all VMA telecasts, including pre and post shows. 8/28-9/1
Nietsen Media Research: 8/28 8-11pm, P12-34 (000). vs all other cable telecasts, 12/30/02-8/28/03. Qualifications available upon request. Photos by Frank Micelotta, Scott Gries and Theo Wargo. ©2003 MT v Networks. All nghts reserved
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Norah Jones
gets jazzy
with Marian
McPartland

in a piano
duet for NPR’s
‘Piano Jazz’

41

Elton John’s
‘Are You

Ready for

Love’ storms
the U.K. Will

™ the U.S. dance
d to jts beat?

POP / ROCK / COUNTRY / R&B / HIP-HOP / LATIN / DANCE / TOURING

Newman And Piano
Tackle His 'Songhook’

On “The Randy Newman Song-
book, Vol. 1,” out Sept. 30 on None-
such Records, Randy Newman recre-
ates 18 works spanning his 33-year
career. But to hear him tell it, he was-
n’t much for the idea originally.

“It was what the label wanted, and
it didn’t seem particularly interesting
to me,” he says. “I was a little sur-
prised that I did what the record com-
pany wanted me to

However, as the project progressed,

years, Newman says that when he lis-
tened to all of them together for the
first time, “I realized there were things
that I wrote a long time ago that |
could have written last year.” In partic-
ular, such songs as “Political Science”
or “It’s Money That I Love” seem more
relevant today than ever. Other songs,
like “It’s Lonely at the Top,” which
appeared on his 1972 classic “Sail
Away,” grow only more hilarious.

“I wrote that for Frank Sinatra,” he

Beai

By Melmda Newman

mnhewman@billboard.com

says. “I thought it
would really be funny
—the lamppost-lean-
ing crap—but Frank
didn't think it was
funny. Then [ played it
for Barbra Streisand,
and she was afraid peo-
ple would take it too
seriously.”

Happily, he also
notes that as he listened

and as he “tried his hardest” in the
studio with producer Mitchell Froom,
Newman says he changed his mind.
“I now think it’s probably a good idea
to have a record of them the way [
usuatly perform them,” he says.

That means the album is just New-
man and his piano; it’s the first to fea-
ture the artist—Billboard’s 2000 Cen-
tury Award recipient—solo at the
keyboard since 1970’s “Live” album.

The songs are interspersed with
snippets from his movie scores, and
the result is a seamless project that
showcases not only Newman's gruff
yet touching vocals but also his ele-
gant, deft playing.

Although he had been performing
many of the songs in concert over the

to the new versions, “1
didn’t notice any big decline, thank
God, in quality. Actually, T think Tve
gotten better. I think [1999's] ‘Bad Love’
was the best album I've made, but you
don'’t know if you've gotten crappy
because no one’s going to tell vou.”

One listen to the disc and it’s clear
that there are no signs, as Newman
puts it, “of decay.”

In some ways, the starkness of pres-
entation shows him in the light that
his biggest fans have always said New-
man belongs: a distinctively American
songwriter in the tradition of Irving
Berlin or George & Ira Gershwin.

“I think that’s what [Nonesuch
president] Robert Hurwitz felt might
happen,” Newman says. “Not necessar-

Reconnects
With IV’

NBC Promo, TV Spot
Play Role In AIbum Push

Seal

BY MELINDA NEWMAN

LOS ANGELES—Seal’s first self-titled
album, which was released in 1991, has
sold 1.7 million copies in the U.S,,
according to Nielsen SoundScan. His
second album, 1994's “Seal,” sold 3.3
million. His third album, 1998’s
“Human Being,” sold 489.000.

Is it any wonder his fourth album
is called “Seal IV?

“That was my idea actually,” he
says with a good-natured laugh.
“After the first and second albums,
any attempt to call it anything else
seemed unnatural. That third album
was a commercial catastrophe.’

Naming the Sept. 9 Warner Bros.
release after himself seems especially
appropriate given the personal but
universal themes of self-truth, love and
brotherhood running through “Seal IV.”
Depending on how you count it, the
new set is actually his second since
“Human Being.” He recorded and
trashed a complete album before
making “Seal IV.”
“The other album wasn’t
relevant. I listened to it and
I didn’t believe it,” Seal
says. The labe! liked the
now-discarded effort but
(Continued on page 16)

(Continued on page 16)

CENTURY WEST

4245 [ ankershim Universal City

The Uitimate Driving Expartence

www.centurywestbmw.com

2003

525i

(VIN# GO25311)

2000

M5

(VIN# BZ95304)

2002

745IA

(VIN# DP51043)

MSRP $64,220 MSRP $59,490

$58,888

MSRP $41,275 MSRP $46,145

$39,888 929/ 436,888 $36,368

"Where the stars buy their cars.”

All prices Plus Tax, Lic, and Doc Fees. Vehicles subject to prior sale.

MSRP $48,000

$44,888

2001

540iT

(VIN# GN91679)

MSRP 41,765 290!

2330

(VINK LR63529) (VINg LL46450)

I IVENWAW UNIVERSAL CITY

E-mail: Info@centurywestomw.com

800-447-8871

Hours:
9am - 9pm M-F
9am - 7pm Sat
10am - 7pm Sun

MSRP $46,145

All prices + sales tax,

Drive offs include
Iho vehicle registration,

license fees & finance

MSRP $30,575
$27 888 charges. Subject to prior
’ sale on approved credit.
Ad explres close of
business 09/20/03
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Seal Reconnects

Continued from page 15

thought it lacked a crucial hit single. “So they felt I needed to come
up with the song, but you see, that's not good enough for me. I took
that as meaning that basically the album wasn’t good enough. It
had no bearing on the reality of who I was or what I felt I needed
to communicate at that point in my life. I think I had become
somewhat reclusive, living in my little castle in Los Angeles, with-
out going back home.”

So he hightailed it back to London and spent more time in his
hometown than he had in the past decade, reacclimating himself
with city life (he now lives in both countries). In the process, Seal
reunited with producer Trevor Horn. “I decided to go back to Eng-
land to try to recapture that original creative force,” he says.

For Seal, that meant learning how to reconnect with his audi-
ence by making music that spoke honestly to him.

“My reason for making records is that I believe [ have some-
thing to say. It's not the financial success. I have enough by way
of material and financial,” he says. “By some miracle, I have an
ability to resonate with people. I am so fortunate that I can some-
how go directly to the emotional state of people and offer some
kind of hope or relief with my music.”

But Seal knows there can be a thin line between touching peo-
ple and preaching to them, and it’s one he makes sure not to cross
even on an album as message-laden as “Seal IV."

“The first thing I try to avoid is preaching to people. So I
always endeavor myself to write in a way that is entertainment
first,” he says. “Music is one of the few mediums left where you
can escape. And yes, | have a message, but my message is there
to be taken or left.”

Musically, the new album embraces modern technology, such
as the drum programming on “Let Me Roll,” but the emphasis is
clearly on Seal’s powerful, smooth, soulful voice.

“The only two things that matter to me when I'm making an
album are the songs and my ability to sing them,” Seal says.
“Do I think of radio and what will make a hit? No. You'll drive
yourself crazy if you try to figure that one out. ‘Kiss From a
Rose’ was a waltz with a strange type of English medieval
baroque and a kind of R&B feel to it. It has got all the things
that shouldn’t make it a hit.”

The tune was the most-played song at top 40 radio in 1995,
according to Billboard, and went on to earn Seal a Grammy Award
for both record and song of the year in 1996.

The new album’s first emphasis track, “Waiting for You,” is
slowly finding an audience at radio. It is No. 36 on the adult top
40 chart this week, and it debuts on the AC chart at No. 29.

Joel Grey, PD for KKLT Phoenix, says of the song, “It’s still in
my light rotation, but it seems to be doing pretty well. Nobody has
called to request him, but callers have been asking who we played
after the fact, so that’s a good sign. People think it sounds like a
Peter Gabriel record.”

Radio is not the only driver for the album, label executives stress.

“Waiting for You” is also being used by NBC as a major part of
a campaign to introduce its fall lineup. “NBC received this album
early this summer and immediately put ‘Waiting for You’ into a
campaign called “The New Faces of NBC,"” says Lori Feldman,
Warner Bros. senior VP of television marketing.

That campaign ran for four weeks and led to the song being
chosen as the leadoff track. {(In the U.K., “Love’s Divine” is the first
single; in the rest of the world, it’s “Get It Together.”) Now, “Wait-
ing for You” is being used to tease the premiere of the final season
of “Friends” on the network, as well as in a five-week campaign
for TNT's repeats of “Law and Order” that start Sept. 19.

“Exposure like this can make all the difference in the life of
arecord,” Feldman says. “We are hoping to do more TV licens-
ing with Seal, both for this single” and for other material on
the album.

With top 40 radio dominated by young hip-hop and R&B artists,
Warner Bros. chose not to spend the money to make a tradition-

alvideo. “He’s not R. Kelly or Justin Timberlake, and he didn’t per-
form this song as a 40-year-old with a 20-year-old guy doing the
vocal,” says Jeff Ayeroff, Warner Bros. vice-chairman.

“What we commonly do with our upper-demo audience is
instead of spending $250,000 and hoping that MTV and VH1 will
care, we take $35,000 and do a two-minute filmed commercial
that looks like we spent $250,000.”

The commercial has aired on the Internet and several TV out-
lets and has been used as a calling card for the album on a num-
ber of TV entertainment programs. “That’s why we did the two-
minute piece—to go to different partners and not just use radio
or video,” Ayeroff says. “We wanted to go to mass marketing chan-
nels to expand his audience.”

Other promotions included a tie-in with amazon.com. Cus-
tomers who pre-ordered the album prior to its Sept. 9 release date
on the site had access to a 20-minute exclusive interview with the
artist and three of the songs on the album. Additionally, ama-
zon.com offered the album for $12.98, deeply discounted from the
list price of $18.98.

While Seal’s career may have been dormant in the U.S. for the
last few years, it has been very active in Europe.

Since the last album’s release, he has appeared on “My Vision,”
a British hit for Jakatta, and was a guest performer on French star
Mylene Farmer’s hit, “Les Mots.”

“Artists have their careers in different places,” Ayeroff says.
Seal has had “huge hits in the rest of the world with English and
French artists. Here, he has had lesser success. This album will
make up for all that.”

Additional reporting by Margo Whitmire in Los Angeles.

= Holiday on Ice

Established in 1943, Holiday on ice is an international market leader in entertainment on ice. A division of Stage Holding, Holiday
on Ice has its place of business near Amsterdam, with subsidianes in London and Hamburg. The organisation operates
autonomously, with 240 employees and a turnaver of around 40 million euro. The head office employs a staff of 26. There are
yearly three or more different shows, each of which tours various countries for a period of three years. Each show has a staff
complement of around 75 people. Holiday on Ice is mainly active in Germany, the Netherlands, Belgium, the UK, Austria, France,
Ireland and in South and Central America. Holiday on Ice attracts some 2 million visitors annually.

For Holiday on Ice we are looking for a

MANAGING DIRECTOR

The Job

The Managing Director has full P&L responsibility and reports to the Board of Stage Holding. He or she will be expected to
attract a wade and large audience for the ice shows and will be responsible for broadening and modemising the current
programme, while focusing on a structurally profitable, marketing-orientated organisation. The Managing Director is able to
demonstrate keen negatiating qualities relating to major contracts with operators and skills regarding cost management,
scheduling control and organisational turnaround.

Applicant's Profile

We are looking for a Managing Director, with 3 demonstrable passion for live entertainment and {ice} revues in particular. The
ideal applicant will be a professional marketer with a good sense of what appeals to ‘mass (family} audiences', a person with
an international attitude, experienced in managing a multinational organisation, who is familiar with touring arena productions

The Masaginy Directer

Will have developed * academic of equivalent training and ed

 an imternational network 3 minimum of ten years' professional (Emo} marketing experience

| m&wam senior M hagunenl nmcl:-cnce

« excefien! communicative and nagatiating skifls Will be capable of

* knvietiye of and experience with the live entertainment field « working operationatly {‘hands-on’), in addition to an innovative
approach

Will have

* an entrepransurial attitude Additicnalty

* an energatic snd enthusisdic personality * he of she will be predisposed to change

« an open mind »will be familiar with sponsor acquisition

* experience as a managing director » will speak fiuent English, with French and German being an advantage

 gxperience as a cial ger with P&L responsibility «will reside and work in the Netheriands, but be willing to travel

Letters of Application
Persons interested in the foregoing position should submit a letter of application within ten days to the following address:
Stage Holding, Caspar Gerwe (COO0), PO Box 75182, 1070 AD Amsterdam, The Netherlands

The Beat

Continued from page 15

ily that the album will happen in record stores or sweep the coun-
try, but he wanted me to be seen as a member of that fratermity.”

Of course, Newman is too modest to put himself in that class.

“You can sing Gershwin. My stuff is kind of tough,” he says. “I
don't really feel I'm up there. Lyrically, I'm a different thing. My
love songs, like ‘Marie,” are as close as I get to mainstream, and 1
don’t do many of them.”

In addition to preparing for his return to the road—a U.S.
tour starts Sept. 19 in Boston—Newman is also writing songs
for an album of new material on Nonesuch. “If they don’t drop
me,” he says. “It would be so hip if they did that—dropped me
after they put out ‘Vol. 1." I'd almost enjoy that.”

e, A

NEWMAN: "VOL. 1" OF AN AMERICAN SONGWRITER

STUFF: “American Idol” contestant Kimberley Locke has inked a
deal with Curb Records (billboard.com, Sept. 7). She will record
her label debut in Nashville. No release date has been set . . .
Jackson Browne met with a number of California legislators
Sept. 9 in Sacramento to discuss artists’ rights and label
accounting procedures. He appeared at the invitation of Sen.
Kevin Murray, D-Los Angeles, who currently has a label fiduci-
ary hill before the state Assembly that has already passed the
state Senate. A representative for Murray says, “We just want to
keep educating members as the artists are available.” . . . Marty
Olinick, a 32-year vet at BMG and most recently senior VP of
licensing for BMG Strategic Marketing, has left his post. He can
be reached at olinick@sbcglobal.net.

www.billboard.com
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MICHAEL PERLMUTTER

R&B/HIP-HOP ARTIST

ANGIE STONE

SHARING HER VIEWS AND
EXPERIENCES ON THE
“HIP, HOP, DANCE”™ PANEL

SHOWTIME HIT SERIES “QUEER AS FOLK” MUSIC SUPERVISOR

WIDELIFE

CANADIAN PRODUCTION DUO THAT CREATED THE THEME FOR THE
BRAVO/NBC SMASH “QUEER EYE FOR THE STRAIGHT GUY”

NORMAN SIEGEL CIVIL-RIGHTS/CIVIL-LIBERTIES LAWYER

DAVE AUDE, DAVE AUDE PRODUCTIONS
BRANDON BAKSHI, BMI

CHRIS BARBOUR, GLOBAL UNDERGROUND
JASON BENTLEY, MACHINEHEAD

MAURICE BERNSTEIN, GIANT STEP

ROBERT BODKMAN, PESETSKY AND BOOKMAN
TODD BRABEC, ASCAP

LEE BRIDLE, MOST WANTED

BT, NETTWERK AMERICA

BILL COLEMAN, PEACE BISQUIT

LAINIE COPICOTTO, AURELIA ENTERTAINMENT
LYNN COSGRAVE, TRUST THE DJ

CHRIS COX, THUNDERPUSS

JOHNNY DEMAIRO, ATLANTIC RECORDS

JAY DENES, NAKED MUSIC

D:FUSE, SYSTEM RECORDINGS

ROB DISTEFANO, TWISTED RECORDS

PATRICK DODDY, A/X ARMANI EXCHANGE
DEBRA ERIKSEN, ORACLE ENTERTAINMENT
DONNIE "DISCO DONNIE" ESTOPINAL, DISCO PROCUCTIONS
ROB GELICK, MOTOROLA

DANIEL GLASS, ARTEMIS RECORDS

EDDIE GORDON, DJ IN THE MIX

HOSH GURELI, RCA MUSIC GROUP

KEVIN HEDGE, WEST END RECORDS

JESSE HOUK, THE SCUMFROG

STEVE HULME, SUBLIMINAL RECORDS

KEOKI, HYPNOTIC RECORDINGS

ERROL KOLOSINE, ASTRALWERKS RECORDS
JURGEN KORDNLETSCH, RADIKAL RECORDS
GILLES LUKA, GALLEON

JENNIFER MASSET, STUDIO K7

ELLIS MIAH, ORANGE FACTORY

PATRICK MOXEY, ULTRA RECORDS

KURDSH NASSERI, NASSER! MUSIC BUSINESS SOLUTIONS
JASON NEVINS, BIG MANAGEMENT

FRANK OWEN, VILLAGE VOICE

MICHAEL PERLMUTTER, SL FELDMAN & ASSOC.
THEO PISANI, HOM BRAZIL CLUB

PETER RAUHOFER, STAR 69 RECORDS

MARTHE REYNOLDS, ISLAND DEF JAM

DENISE RICH, DENISE RICH SONGS

CARMEN RIZZ0, CARMEN RIZZ0 PRODUCTIONS
CORY ROBBINS, ROBBINS ENTERTAINMENT
TOMMY SALEH, SOHO & TRIBECA GRAND HOTELS
LISA SHAW, NAKED MUSIC

NORMAN SIEGEL, LAW OFFICE OF NORMAN SIEGEL
TOM SILVERMAN, TOMMY BOY RECORDS

JOHN SIMSON, SOUND EXCHANGE

ANGIE STONE, J RECORDS/RCA MUSIC GROUP
CHUCKY THOMPSON, LIFEPRINT PRODUCTIONS
CURTIS URBINA, QUARK RECORDS

JIMMY VAN M. THE COLLECTIVE AGENCY

GARRY VELLETRI, BUG MUSIC

RACHID WEHB!, WIDELIFE

JONATHAN WHITEHEAD, RIAA

SEPTEMBER 22-24 UNION SQUARE BALLROOM NYC
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LUDACRIS: GIVES DTP MEMBERS TIME IN THE SPOTLIGHT

Ludacris Boosts DTP Clique
On New Def Jam South Set

BY RASHAUN HALL

NEW YORK—In hip-hop, family can be everything.
Most rappers are affiliated with one clique of artists or
another. For Ludacris, it's Disturbing Tha Peace (DTP).

The group and the label of the same name serve
as the Atlanta-based rapper’s foundation. So, it
only makes sense that they take center stage on
his third Def Jam South set, “Chicken

ple, ‘P Poppin’ features Shawnna and Lil’ Fate, two of
the artists signed to Def Jam South through Disturb-
ing Tha Peace. That’s why I put those two on that
record without even second-guessing. I wanted to give
them that exposure.”

“It’s just the setting of the platforms,” Def Jam
South GM Chaka Zulu adds. “Everybody [in the
clique] has a solo deal and albums in the can. Behind

this album, they’ll be able to be steam-

& Beer” (Oct. 7).

Lead single “Stand Up,” which features <URBIy,
DTP member Shawnna, is a prime example. Qé/ _ ¢

“‘Stand Up’ is an energetic record,

that is both male- and female-friendly.
That’s what it’s going to make people do
when they hear it—stand the fuck up! It's
a club banger.”

Shawnna isn’t the only DTP clique

Ludacris says. “It’s an uptempo record | (,/
o

[ A
f l&
( 'i.{,y\..‘ SoundScan. Ludacris believes that

(1

€4c®

rolled into their solo projects.”

His first two sets, “Back for the First
Y Time” and “Word of Mouf,” have sold
more than 2.9 million and 3.3 million
units, respectively, according to Nielsen

“Chicken & Beer” will not only satisfy
his core fan base but will also earn him
more followers.

“As time goes past, I'm definitely try

member featured on “Chicken & Beer.”
The rest of the DTP family—Chingy, I-20, Titty Boy
and Lil’ Fate—also appear on the set. Ludacris sees
his album as a platform not only for him but for
DTP as well.

“I'm trying to promote other [DTP] artists as well
as to promote this album,” Ludacris says. “For exam-

ing to get better and better at the skill,”
Ludacris says. “This album is taking that next step.
When you thought it couldn’t get any wilder, crazier
or more versatile, I'm going to surprise people again
by letting them know I can rap so many different
ways. That'’s what I'm here to do.”

(Continued on page 19)

PLAYING THE LEAD IN DISTRIBUTION FOR 20 YEARS.
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Ludacris

Continued from page 18

“It’s all about being consistent
and taking things a step further,”
Zulu agrees. “With Luda and every-
thing that he has going on, it’s about
maintaining the consistency and
integrity in his music so that people
don’t think he has changed.”

In addition to his music, Ludacris
launched his film career this sum-
mer with a role in “2 Fast 2 Furi-
ous.” While he is currently reading
more scripts, the rapper does not
see himself working just in front of
the camera.

“We sold a script to MTV/Para-
mount cailed ‘Skip Day,”” he says.

‘Everybody [in the
cligue] has a solo
deal and albums
in the can. Behind
[the new Ludacris
release], they’ll
be able to be
steamrolled
into their
solo projects.’

—CHAKA ZULU,
DEF JAM SOUTH

“It’s like a ‘Ferris Bueller’s Day Off’
meets ‘House Partv.” You know how
in high school all the seniors will
pick a day to skip class before they
graduate? That's the idea. There is
a lot of other movie stuff that I'm
trying out for, but it’s not in stone
right now.”

While Hollvwood looks ready for
Ludacris, he isn’t going to put down
the microphone just yet. He believes
he still has a lot to accomplish as an
artist and an executive.

“Being the CEO [of the Disturbing
Tha Peace label] and an artist at the
same time takes a lot of work,”
Ludacris says. “It’s a lot more than
people might think. You have to
invest a lot of time, make sure every-
thing is in the right place and make
strategic moves for everybody—not
just me. If I have an opportunity pre-
sented to me, 1 try to do something
behind the scenes with my artists as
well as depending on whose time it
is or who's going to come next.

“Right now, we're working on 1-20
kind of heavy, because he’s coming
next,” he adds. “So, if you look at the
Neptunes album [“The Neptunes I’re-
sent . .. Clones”], there’s a song with
me and him. So, if anyone wants me
to do something, 1 always try to incor-
porate my artists. That’s what's impor-
tant. The higger we become as a unit,
the better we are as a company, and
the more success we’ll have.”

KEEP YOUR CAREER
ON THE CUTTING EDGE

WITH UCLA EXTENSION ENTERTAINMENT STUDIES

DESIGN FOR THE REAL WORLD

e Over 500 practical training courses per year
« Stand-alone courses, certificate programs, and internships
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Fundamentals of Music

PERFORMANCE
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Technique
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A Singing Workshop

> Developing Your Voice:
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Workshop

THE MUSIC BUSINESS
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EXTENSION

ENTERTAINMENT STUDIES

> The Musician’s Crash Course:
A Practical Approach to
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in the Music Business

> Elements of Creative Radio
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and International Music
Publishing: Law and Business

> The Independent Record
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> Music Supervision for Film

> Music Video Production:
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> Record Marketing, Sales, and
Distribution: From the Label to
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Industry: A Primer for the
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and Producer
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RECORD PRODUCTION

> Introduction to Pro Tools
> Producing Professional Demos

> Digital Audio Editing with Pro
Tools: A Studio Workshop

> Digital Film Mixing

> Microphone Techniques for
Professional Recording

> Recording Engineering Theory

> Recording Engineering
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> Record Production I:
Professional Practices
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> Digital Audio Editing with Pro
Tools: A Studio Workshop
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and Audio Post-Production:
A Workshop

SONGWRITING

> The Great American
Songbook: Past, Present,
and Future

> The Craft of Songwriting:
Words and Music Il—
Developing Vocabulary and
Song Structure

> Professional Songwriting for
the Commercial Market:
A Weekiy Workout

FILM SCORING
> Anatomy of the Film Score:
Past and Present

> Film Scoring I:
Form and Function

> Film Scoring Ill: Composing
and Conducting to Picture

> The Fundamentals of
Conducting

> Music Supervision for Film
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FILM, TELEVISION,
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ENTERTAINMENT MEDIA
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DIGITAL ENTERTAINMENT
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WESTLAKE AUDIO
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DVD CapturesTribute To Gov't Mule’s Woody

BY CHRISTOPHER WALSH

NEW YORK—Three years after the
death of founding bassist Allen
Woody, Gov't Mule marks the end of
an era—and the start of a new one—
with the Oct. 7 release of “The Deep-
est End” (ATO), a two-CD/DVD pack-
age documenting the band’s six-hour
concert May 3 at the Saenger Theater
in New Orleans.

“The Deepest End” follows volumes
one and two of the “Deep End” releas-
es in 2001 and 2002, respectively, and
Phish bassist Mike Gordon’s “Rising
Low,” a documentary of the “Deep
End” projects, on which Mule paid trib-
ute to Woody with help from many of
the bassists and musicians that influ
enced the band.

With 25 guest musicians, including
13 bass players, “The Deepest End” doc-
uments the complete May 3 concert,
itself a comprehensive tour of Gov't
Mule’s myriad influences.

Founding members Warren Haynes
(guitar, vocals) and Matt Abts
(drums), along with keyboardist
Danny Louis, are joined by such
guests as Jack Casady (Jefferson Air-
plane, Hot Tuna), Les Claypool
(Primus), Bela Fleck, Jason Newsted
(Metallica), George Porter Jr. (the

PHOTO; MICHAEL WEINTROB, GROOVETOGRAPHY

HAYNES, LEF-I', AND NEWSTED: PAYING TRIBUTE TO THE FOUNDING BASSIST

Meters), Bernie Worrell (Parliament/
Funkadelic), Dave Schools (Wide-
spread Panic) and Gordon.

“Working with a lot of these cats that
are legends is in itself an experience,”
says Haynes, who formed Gov't Mule
as a side project in 1994 when he and
Woody were members of the Allman
Brothers Band. “Musically, we always
try to keep our ears open to wherever
the music wants to go. These people

are legends for a reason; they all have
extremely strong musical personalities.
So instead of doing the norm for us,
which would be to drive the train the
way we want it to go, we found our-
selves listening a lot more to see where
these people would take it.

“What we found,” Haynes adds, “was
that all these influences we've always
had through the years came out in
larger doses, in some cases, than we

had ever experienced. Being in such a
vulnerable state after losing one of
your best friends and a huge part of the
sound of our band, |and] all of a sud-
den replacing that, filling that void
with all of these wonderful musi-
cians—it was just a very emotional
time and very much a transitional
state. You could feel change happen-
ing all the time.”

Known for extended jams that often
incorporate multiple songs yet main-
tain an almost telepathic tightness
among the players, Mule’s many guests
rise to the occasion, seen and heard on
such tracks as “Sco-Mule,” featuring
Worrell and bassist Victor Wooten;
“John the Revelator,” featuring the
Dirty Dozen Brass Band horns and a
particularly searing slide guitar by
Haynes; and “Mule,” on which the band
and Porter segue into and out of Van
Morrison’s “I've Been Working.

For Gov't Mule, “The Deepest End”
marks the first time the band has pre-
sented itself on the DVD format, apart
from the “Rising Low” release. The
high-definition audio and video of the
format allows not only a front-row
view of the concert but also a 5.1-
channel surround sound mix along
with a standard stereo mix, both cre-

(Continued on page 22)

Mule Names
New Bassist

Three years after the death of
founding member Allen Woody,
Andy Hess has been named per-
manent bass player for Gov’t
Mule. The new lineup will begin
a fall tour Oct. 3 at the Backyard
in Austin.

Hess, who has recorded and
toured with John Scofield, the
Black Crowes, Joan Osborne and
Freedy Johnston, among others,
is one of many musicians who
has performed with the band
since Woody’s passing, touring
briefly with the group in 2002.

Hess tells Billboard that he is
excited about signing on to
Mule’s notoriously frenzied tour-
ing schedule. “I'm kind of a road
warrior, so [ can do it,” he says.

Gov't Mule’s “Deep End” proj-
ects were special, Hess adds, “but
[ think those guys are also really
psyched to have a unit again, to
be a group just coming togeth-
er and playing music, maybe
doing some recording—becom-
ing a band again.”

CHRISTOPHER WALSH
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Winans Imprint Springs Forth

Gospel darling CeCe Winans
returns with the Sept. 9 bow of
“Throne Room,” the first of three new
releases from her Nashville-based
label, Pure Springs Gospel. The other
two sets are the recording debuts of
Vicki Yohe (Sept. 16) and the Born
Again Church Choir (Oct. 7).

Winans,
a five-time
Grammy
Award
winner,
wrote six
of the
songs on
the CD,
which
marks the
first re-
lease in a
WINANS: 0D WANTED M T0' [E R

ture struck
earlier this year between Winans and
Epic Records.

“As I was completing the new deal
with Epic, 1told them, T've got to do a
worship album before I can do any-
thing else,”” Winans says. “For the
past two years, I've had confirmation
after confirmation that God wanted
me to do it. The times we're living in
are tough, and we've got to learn how
to worship, because with that we can
create an atmosphere in which God

can work in our lives.”

So convinced is Winans that the
first eight (of 16) songs are uninter-
rupted, bleeding one into another.
The album’s title cut is a collaboration
with contemporary pioneer and wor-
ship master Andraé Crouch.

“When I sat with him at the piano

work on a pop-oriented release due
out next spring. Currently, she is
wrapping a promotional tour of wor-
ship services that kicked off in Los
Angeles last month and included such
key and secondary markets as Hous-
ton; Dallas; Philadelphia; Atlanta;
Tulsa, Okla.; Nashville; and New York.

as he began playing
the music to
‘Throne Room,’ it
expressed precisely
what I wanted to say
on this album, and
it became the title
song,” Winans says.
“Mercy Said No,”
another deeply per-
sonal track, tells of
when her brother

By Lisa Collins

eyedgospel@aol.com

Ronald stopped
breathing during surgery.

“We were in that hospital desper-
ately praying,” Winans recalls, “and
this song says, ‘Life and death stood
face to face, and God said no."”

Winans is backed by the Born
Again Church Choir (her home
church choir) on the release, which
was produced by Victor and Cedric
Caldwell. Gospel radio outlets are giv-
ing much attention to the track “Hal-
lelujah Praise,” which some have
likened to Mary Mary’s “Shackles.”

Next month, Winans will begin

“Because the music is so much
about worship, we've been going to
churches,” Pure Springs president
Demetrius Stewart says. “CeCe really
wanted to personally introduce the
project. A Throne Room tour is being
planned for the second quarter [of
next year], where she can do this on a
larger scale.”

In the meantime, the set is being
promoted with the inclusion of a
bonus DVD, with interview and per-
formance footage, to the first 100,000
people who purchase the CD.

New Label Targets Kids

The Flicker Records gang is
branching out with a new label
geared toward children. Big House
Kids will target young consumers
with the Christian message through
such mediums as music, video,
interactive games and live tours.

- 1 Flicker
Records
GM Troy
Vest is
| heading
the new
venture
and will
oversee
A&R, mar-
keting and
opera-
tional
functions.
EMI
Christian Music Group’s Chordant
Distribution Group and EMI Music
Marketing will distribute the label.

Flicker is owned by Audio Adren-
aline members Bob Herdman, Will
McGinniss and Mark Stuart. Vest
went to work for the label earlier
this summer.

“Some people might think that
it’s strange for a label that’s well-
known for its success with rock
music to start a children’s label,”
Vest says. “The reality is that

VEST: HEADS BIG HOUSE

between Bob Herdman, Will McGin-
niss and myself, we have eight kids.
As parents, we want to provide high-
quality entertainment from a
biblical worldview that stimulates a
child’s mind and spirit. We're all
really passionate about the new ven-

um brands that parents can trust for
infants through pre-teens.”

NEWS NOTES: Retirement doesn’t
seem to be in Jim Van Hook’s
vocabulary. The former chairman/
CEO of Provident Music Group

ture and are look-
ing forward to the
release of our first
project, ‘Praises &
Smiles.
That album is
the first title in a
series called the
Praise Baby Col-
lection: Music for
Baby’s Spirit and
Mind. The series,

By Deborah Evans Price
dprice@biliboard.com

i Higher

which launches
Big House Kids, arrives Jan. 27,
2004, and will feature a line of audio
and video products.

“Although Flicker and Big House
Kids are at different ends of the
spectrum, the mission for both is
the same,” Vest says. “Ultimately we
want to build a relationship of trust,
|whether] it's with teens and their
parents or moms of preschoolers.
Our desire is to reach people with a
message of life and hope, [no] mat-
ter if they are 1 or 21. Speaking
specifically of Big House Kids, our
goal is to develop a stable of premi-

(and Brentwood Music founder) has
been named the first dean of Bel-
mont University’s Mike Curb Col-
lege of Entertainment and Music
Business in Nashville . . . Will Van
Wyngarden has joined the Journey-
men Quartet as bass singer. He
enters the fold after Jason Brooks,
who resigned to pursue other inter-
ests ... The Conference on Artist
Management: A Christian Music
Industry Summit will be held Sept.
26-28 in Franklin, Tenn. To register,
log on to michaelsmithandassociates
.com/conference.
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Jones Finds Her Thrill On McPartland Bill

Before her Aug. 30 appearance
at the Tanglewood Jazz Festival
in Lenox, Mass., Norah Jones
was anxious.

Although uncomfortable
onstage early in her career, Jones
has matured into a seasoned per-
former. So why was she so uneasy?

Because she agreed to play piano
duets with Marian McPartland dur-
ing a live recording of the classy
and witty grand dame of jazz’s
long-running NPR program,
“Piano Jazz.” (The show will be

broadcast later this year.)

JONES: AHI[{]I.I.S ABOUT DUET

“This is a thrill for me, but you
make me nervous,” Jones said to
McPartland in front of a large audi-
ence in Seiji Ozawa Hall, which
also opens onto the outdoor lawn.

“You play so well,” McPart-
land charmingly responded.
“You're so good. I want to hear
you play more.”

At ease, Jones giggled, then sang
the standard “Easy Living,” which
included solo grand piano breaks
by both players (Jones on a Yama-
ha, McPartland on a Steinway).

Earlier this year, Jones, 24, was
a guest at McPartland’s 85th
birthday party concert held at
Birdland in New York. On that
occasion, she shyly said, “I saw
Marian perform when I was 13 in
Dallas. This is such an honor to
play with her tonight.”

But apprehensive of holding her
own on piano, Jones then chose to
sing two numbers with McPartland
accompanying. Six months and
dozens of sold-out concerts later,
she was ready, albeit timidly, for
the Tanglewood challenge.

The two-hour program proved
to be both entertaining and engag-
ing, with no sign of frayed nerves.
The two chatted about such topics

as Jones’ future projects (she
returns to the studio this fall after
a month'’s vacation) and writing
lyrics (Jones performed Dulke
Ellington’s “Melancholia” graced
with words she penned).

The two joined for sublime ren-
ditions of “Summertime” and
“These Foolish Things,” and

tion to his longtime sidemen—
keyboardist Matthew Shipp,
bassist William Parker and drum-
mer Guillermo E. Brown—Ware
enlisted jazz viola player Mat
Maneri and classical violinist
Daniel Bernard Roumain for his
new String Ensemble.

In the CD’s liner notes, Ware,

McPartland played Jones
her classic composition
“Twilight World.” She
also improvised a quiet.
playful musical portrait
of her guest, after which
Jones said enthusiasti-
cally, “That’s the coolest
ever for me.”

GRAVITY: Tenor saxo-
phonist David S. Ware
is well-known for his

By Dan Ouellette

douellette@billboard.com

gripping quartet record-

ings, which are potent improvisa-
tional celebrations of unre-
strained risk-taking. He has
honked and hollered his way
through several albums during
the past three decades.

His latest, “Threads™ (Thirsty
Ear), due Sept. 23, reveals the
meditative side of the tenor’s spiri-
tually charged personality. In addi-
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who either wrote or co-wrote all
six pieces, says, “I didn't want to
make another quartet album with
everybody blowing. There are
enough records with me blowing
my brains out. I want to become as
good a composer as I am a player.”

LEVITY: Slide trumpeter/arranger
Steven Bernstein is not only an

imaginative bandleader—he also
has an enormous sense of musical
humor. On “Dime Grind Palace”
(Ropeadope Records), his latest
Sex Mob recording to be released
Sept. 23, Bernstein unleashes his
crew to dive into warped. swinging,
waltzing, funk-grooved and carny-
like tunes inspired by an eclectic
array of musicians from King Cur-
tis to Little Richard to jazz trom-
bonist Roswell Rudd, who guests
on this live studio date.

THREE-DOT LOUNGE: New releases

| also arriving Sept. 23: Rising-star

trumpeter Jeremy Pelt makes his
MaxJazz label debut with a ballads
album, “Close to My Heart,” which
features a hauntingly lush version
of Charles Mingus’ “Weird Night-
mare” . .. On his new Milestone
Records album, “Coast to Coast,”
Red Holloway hooks up with fellow
tenor saxophonist Frank Wess for
a grooving set of tunes spanning
the jazz repertory . .. Southern
Californian contemporary jazz sax-
ophonist Eric Marienthal delivers
“Sweet Talk,” his second Peak
Records album and 10th overall.
The new set was recorded in New
York and produced by Jason Miles.

Gov't Mule

Continued from page 20

ated by producer/engineer Michael
Barbiero and Haynes.

“For a live project,” says Barbiero,
who has produced all of Gov't Mule’s
albums, “you want the listener to
experience the project as if they were
in the audience. A little bit of the
exact mix you've got in the front
[speakers] is tucked in the back, but
it's mostly audience [in the rear
speakers]. The whole 5.1 thing is a
lot of fun, and the application for live
performances is fantastic.”

“It just makes sense with the pro-
liferation of DVD in the marketplace,”
notes ATO Records co-founder Chris
Tetzeli. “It's something the core fan
base is going to go crazy over and
that will serve the test of time, as
well. It will be one of the great
live albums, honestly, of all time.
The night was that amazing. and
obviously such a testament to
Warren and Matt, and to Allen.
[These are] hard-working, amaz-
ing people and great musicians,
and it's all documented through
the recording and filming. We're
excited about it; it's exciting to
put out a combo package—two
CDs and one DVD together.”

“The Deepest End” will be pack-
aged in a double-CD jewel case
with a 24-page booklet featuring
photos and liner notes written by

Haynes, Tetzeli adds; it will be
priced at $23.98.

“That’s cheap for a double live
album,” Tetzeli says. “It’s a decision
by the band and record company that
that’s the right thing to do. I know
retail is excited about that, as well.”

“I expect it to be absolutely huge
for us,” says Paul Epstein of Denver-
based retailer Twist & Shout. “I've
seen the same arc with Gov't Mule
that I saw with Phish, moe., all of
these bands. I've seen the venues get
bigger and bigger, sales get bigger
and bigger; what's going on with
them is very familiar to me. I expect
it to be a keystone release for the
fourth quarter.”

After three years of recording and
touring with guests filling Woody's
role, Gov't Mule has just named a
permanent bass player, Andy Hess
(see story, page 20). A fall tour will
commence in October, featuring
Hess and Louis, now a permanent
addition to the one-time power trio.

“It feels like now's the time for us
to really start moving at a whole new
pace,” says Haynes, a relentless per-
former who played roughly 200
shows per year with Mule prior to
Woody's death and more than 100
per year subsequently.

He has also rejoined the Allman
Brothers and is a member of Phil
Lesh & Friends.

“We're seeing the future a littie
more clearly now and realize
there’s something special about
what we do and that we need to
keep it together.”
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All That Jazz

MME Honoree Takes Questions

BY PAUL SEXTON

Jazz Summers, the recipient of the
Peter Grant Award for 2003 from the U.K.
Music Managers Forum (MMF), has guid-
ed such British talents as Wham!, Lisa
Stansfield and Yazz to global prominence
for some 20 years. But that’s only part of
Summers’ story.

He has been a musician and a record-
company owner with Big Life Records. With

business partner Tim Parry, he continues to
oversee Big Life Management's thriving ros-
ter of artists, producers, engineers and mix
ers, as well as the rich publishing catalog of
Big Life Music.

The company estimates that its manage-
ment team has been directly involved in the
sales of 40 million albums and 47 million
singles worldwide and some 85 top 40 hits
since its founding in 1986. Big Life cur
rently manages such acts as Badly Drawn
Boy, Jaz Coleman, Queen Adreena, Snow
Patrol and the Futureheads. Producers on

its roster include Youth, Andy Gill and

Hugo Nicolson.
Summers will receive his MMF
honor, named for the late, leg-
endary manager of Led Zep-
pelin, Sept. 17 in London.

Tell us about your early
musical career, before you
became a manager.

My dad was an army
musician. He taught me to
play drums when I was 5
and xylophone when [ was
8 or 9. By the time I was 10,
[ was well into music.

[ joined the army when
[ was 16. [ joined it to
“learn a trade,” because my

dad said, “You’ll never make
money from music.”

I went to Newcastle, and
my cousin said, “This guy
from this band wants to talk
" to you. Our drummer’s dad
banned him from going out.
Will you play drums with us?”
After that, they said, “Do you
want to join us? We're going
(Continued on page 27)

LINKIN PARK: CONCERNED ABOUT DIGITAL DOWNLOADS

All Aboard The
Digital Train?

BY BRIAN GARRITY

Digital distribution may be the future of
the music business, but inside the office
suites of artist managers, few are in any
hurry for the future to arrive.

The industry’s embrace of downloading and
streaming is being met with a mix of ambiva-
lence and trepidation by artist representatives.

“There are some artists who say, ‘I'm not
going to participate until the system is fig-
ured out,” ” one management source says.

With the major labels clearing hundreds
of thousands of tracks for sale online, a large
number of artists are now represented on
such digital services as Apple Computer’s
iTunes Music Store and RealNetworks’
Rhapsody. Even the Rolling Stones have
hoarded the digital train.

But a growing number of acts and their
representatives are expressing reservations
about the creative and financial implications
of unbundling albums and shifting to a sin-
gles-based economic model.

Thus far, many managers are hesitant to
resist the record labels on digital distribu-
tion in hopes of establishing a market for
commercial online consumption.

But a fight over digital distribution is like-
ly brewing—both regarding the future of the
album and royalties paid to the artist for
online sales—as new download stores bow on
the ubiquitous Windows platform this fall.

The majority of artist representatives
interviewed by Billboard acknowledge that
in the age of peer-to-peer piracy, they have
little choice but to climb aboard and help
commercialize digital distribution.

“If people are worrving about canni-
balization, it’s too late: It’s already hap-
pening,” savs Dan Fraser, president of
Nettwerk Management and manager for
such artists as Coldplay, Avril Lavigne and
Sarah McLachlan.

But many managers continue to ques-
tion whether the new model of online
consumption is ultimately a good thing
for their clients.

‘We're operating in a world where it’s still
much better for artists to sell CDs,” says
Michael Lippman, president of Lippman
Entertainment and manager for Matchbox
Twenty. “The business is not set up to sus-
tain an online sales model at this point.”

A NEW CONCERN?

To date, download economics have not
heen an area of much concern for artists and
their handlers because of the limited rev-
enue opportunities.

But veteran manager Irving Azoff point-
ed out to Billboard earlier this year that
many digital distribution deals are short-
term licenses and that “there are going to
have to be renegotiations later.”

(Continued on page 25)
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Special Reporf s
till Determined

MMF Meets Industry Challenges Head On

BY PAUL SEXTON

Amid the many challenges facing
the music industry, the members of
the Music Managers Forum in the
U.K. have responded with “gritty
determination,” according to MMF
general secretary James Sellar.

“Any perceived crisis forces peo-
ple to reassess and change their
business model,” Sellar says. And
the MMF, now in its 11th year and
with chapters in the U.S. and
other major music markets, has
empowered its members to take
on that task.

Sellar adds, “Whatever happens,
managers will still be the ‘sword
and shield’ for the artistic commu-
nity. And the MMF will help them
achieve that.”

SELLAR: FIGHTING FOR MANAGERS

For example, while digital tech-
nology is blamed for online piracy
and plummeting record sales,
technology also promises new rev-
enue from sources such as ring
tones, videos on cell phones and
digital TV channels.

“Artists still don't get [video
performance royalties],” Sellar
notes. “The MMF will be vigor-
ously campaigning for a slice of
any income derived from these
types of technologies to come back
to the artist.”

Meanwhile, managers continue
to focus on such strategies as self-
financed releases, territory-by-ter-
ritory licensing and improving
terms in recording contracts.
“There’s a confidence that these
tasks are achievable, which we
would like to think has something
to do with our training programs,”
Sellar says.

Stuart Worthington, head of
training and education for the
International Music Managers

Forum (IMMF), the umbrella
organization for MMF chapters
worldwide, leads that effort. “Train-
ing will always be one of the cor-
nerstones of our organization,” Sel-
lar says.

The past year has also been busy
in terms of the “necessary evil” of
political lobbying, Sellar adds. “The
MMF has been particularly sup-
portive of British Music Rights [the
London-based body that promotes
the interests of the U.K.’s com-
posers, songwriters and music pub-
lishers] with their campaigns and
the Music Business Forum, of
which the MMF is an active mem-
ber,” he says.

A key achievement has been the
invitation for the IMMF, chaired by
Peter Jenner, to become a partici-
pant in the World Intellectual Prop-
erty Organization. Sellar thinks
this is significant because it
acknowledges the fact that the
IMMF comprises the closest contact
to artists in this type of forum.

“At this level, the IMMF will be
making submissions concerning
collection societies and copyright
and Internet treaties” with a focus
on exclusive rights for artists in
the digital realm, Sellar says. The
MMF has also been involved in
U.K. legislation such as the
Licensing Bill affecting the live
music industry, and the Commu-
nications Bill shaping the broad-
casting business.

Although there are downsides to
the Licensing Bill, which the forum
is monitoring, the Communica-
tions Bill is a success, says Sellar.
“It validates the MMF,” he says,
adding, “We're pleased the govern-
ment recognized the need to look
after the interests of the creators,
performers and songwriters.”

Another goal of the manager’s
group this past year is to reach out
beyond the music industry capital
of London. "Some of the best
entrepreneurial projects and dis-
coveries are outside of London,”
Sellar notes.

He adds that there are plans to
open an MMF office in Manchester
and increase the number of courses
and events in other areas of the U.K.

As a member of the Music
Exports Group in the U.K., the
MMEF also is exploring the feasibil-
ity of a U.K. Music Office in the
U.S., to boost the prospects of
British talent in the U.S. The MMF
is working on a business plan for
the office with other government
and business entities such as the
Department for Culture, Media and
Sport and Trade Partners U.K.

“We believe that an office would
benefit all sectors of the industry,”

Sellar says.

MMF is also working with ASCAP
to produce a series of guides to
major music capitals in the U.S. for
managers traveling in the country
from abroad. “ASCAP has always
been tremendously supportive of
the MMF,” Sellar says, “and we're
particularly pleased to plug into
their experience to give our mem-
bers access to something with prac-
tical usage.”

On its own, the MMF also has
produced the third edition of “The
Music Management Bible.” “This
book has become an increasingly
important calling card for the
organization,” Sellar says. “We

‘Whatever happens,
managers will still
be the ‘sword and
shield’ for the artistic
community. And
the MMF will help
them achieve
that . . . and will
vigorously campaign
for any income . . .
to come back
to the artist.’

—JAMES SELLAR,
MUSIC MANAGERS FORUM

encourage artists and managers to
read it and promote good practices
and understanding between artists
and managers.”

The ties between managers in
the U.K. and the U.S. remain
strong. “We hope to do a series of
reciprocal training programs in
early 2004,” he says. “The U.S.
chapter is important to us, and we’'ll
be working to help each other's
members and influence grow.”

The art of management contin-
ues to evolve, Sellar continues,
offering Jazz Summer, the recipi-
ent of the MMF's Peter Grant
Award this year, as an example of a
manager who has changed with
the times.

“He is very much ‘old school," "
Sellar says, “but if you look at his
roster and his approach to new con-
tracts and opportunities, he stays
ahead of the game with his team.
Peter Grant himself would have
approved.”
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“If this thing really connects,
they’re going to have to go back to
artists and pay more of the 50/50
model than the 80/20 model they're
trying to do right now,” he said.

Others note that an economic
model acceptable to artists still
needs to be established.

“It’s completely unclear how the
royalty rates are going to be
worked out,” says Bill Diggins,
manager of TLC.

As far as artist payments are con-
cerned, some labels pay out on the
artist’s album royalty rate—typical-
ly a 15% royalty on the wholesale
price. Others give artists a royalty
rate for singles sales, which is 12%
on average.

It also varies from label to label
regarding whether deductions are
taken on technology (typically
20%), packaging (20%) and free
goods (15%) before paying royal-
ties on a permanent download.
Such deductions are standard with
sales of CDs.

Universal Music Group and
Warner Music Group are consid-
ered to be at the forefront of pro-
gressive wholesale and compensa-
tion efforts. Both label groups
announced last year that they
would not deduct such fees in dig-
ital singles sales.

But even in the most progressive
models, economic concerns abound
about a shift to a singles-based system.

Artist representatives say that the
hit to the bottom line is significant
for artists in a singles-oriented
model—especially for those writing
their own material.

Rather than collecting songwrit-
ing mechanicals on as many as 14
tracks plus an artist royalty on the
album sale, payment is being
parsed on a per-track basis in a sin-
gles model.

The loss of artistic control is also
an issue.

“I have great concerns about
being ahle to buy each song from an
album separately,” says Merck Mer-
curiadis, CEO of Sanctuary Group
U.S., which handles Iron Maiden,
the Pet Shop Boys and Jane’s Addic-
tion. “The album as an art form is
something we as an industry have to
protect the integrity of.”

ARTISTIC UNCERTAINTIES
Given all of the uncertainties,
some of music’s biggest acts—the
Beatles, Metallica and Garth
Brooks—are not yet allowing the
sale of their music through online

services.

Still others are rethinking their

position on digital distribution.
For example, Warner Bros. Rec-
ords band Linkin Park recently
pulled its music from digital servic-
es. The group has expressed con-
cerns about undercutting album
(Continued on page 26)
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sales, according to sources.

“For the largest artists, they just
don’t care,” says Whitney Broussard,
an attorney with entertainment law
firm Selverne, Mandelbaum &
Mintz. “It makes sense for them to
sit back and let other people make
mistakes.

But as online sales grow, the issue
could become more widespread
among artists.

Some artist managers say that
there could be growing limitations
of content availability on online
services as digital royalties become
a hot-button issue.

“Ubiquity is going to move this issue

to the front burner,” Diggins says.
Label hopes are running high
that the pay-per-download business
will morph into a mainstream phe-
nomenon once it hits the PC market.
While sales figure to be more sin-
gles-driven than album-driven, the
revenue is expected to be made up by
the increased volume of singles sold.

WAIT-AND-SEE APPROACH

But until the PC market is up
and running, that’s only a suppo-
sition. Managers are taking a wait-
and-see approach.

Those bullish on the future of dis-
tribution say that the model will
work in the long run.

“Once copyright protection prob-
lems are solved, the single is going
to be everywhere.” Diggins says.

Other managers are voicing con-

cern about the short-term impact.

“Do I like that people are selling
music as singles? Absolutely not,’
says Josh Lippman, Lippman Enter
tainment director of new media.

But Fraser says the industry has
little choice but to accept digital
distribution.

“To worry about whether or not
to participate in iTunes or any other
services because it will ghettoize
your record is pipe-dream thinking,”
he says.

He adds that if there are people
willing to pay for a la carte down-
loads, the music should be avail-
able because the alternative is los-
ing the sale to free peer-to-peer
networks.

That said, some artists, like
Madonna and Radiohead, are stipu
lating that their music be sold exclu-
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sively in an album bundle.

Some artists and managers are
also expressing concerns about roy-
alty terms.

On average, for a 99 cent down-
load, the label is taking home 47
cents per track before accounting for
production, marketing, promotion
and other costs; the service provider
is grossing 34 cents per track before
technology, processing and distribu-
tion costs; and the artist takes 10
cents before paying out to producers

| and other collaborators. The pub-

lisher/songwriter share is 8 cents.

That’s assuming the label is sell
ing tracks at a 65-cent wholesale
rate and that the artist is receiving
an album royalty rate with no
deductions applied.

Those conditions can vary,
depending on the label, the artist’s
deal and the service provider.

To make up for the shift to sin-
gles sales, some artists who have
control of their digital rights are
looking for a bigger rovalty rate

than the labels want to grant.

If the average act nets 18 cents,
including publishing, on the tvpical
99-cent download, star acts are
seeking upwards of 40 cents,
sources say.

In some cases, the digital royalty
debate and approval of online distri-
bution is being wrapped into larger
contract negotiations, especially in
cases where an artist is seeking a
new or upgraded deal.

But more often than not, artists
are taking the digital deals the
labels are offering, according to
Broussard.

“Given that it’s not one of the
biggest sources of income, even at
the superstar level, it's not one of the
most important issues,” he savs.

Regardless of pending battles
over digital royalties, many man-
agers want to see systems in place
to help protect the album format
and the CD.

Mercuriadis says the industry
cannot lose sight that music
enthusiasts still want a tangible
product they can actually hold in
their hands.

The ideal goal, he and other man-
agers say, is to use digital distribu-
tion for artist brand-building and
ancillary income.

“The industry needs better ways
to market our product,” Fraser says.

Acts like Matchbox Twenty are
attempting to drive such thinking
by offering Web-only content
through services like iTunes.

“What we’ve done is stress that
people should buy unique exclu-
sives,” Lippman says. “We want peo-
ple to have the attitude that [a]
record is (a] record and this is
another thing.
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to Germany. We're going to get
£15 [the equivalent of $23.60
today| a week.

How did you get out of the army?

I’'m a bhit colorblind. I was being
trained to do electronics, and I con:
nected all the wires up wrong.

[ left and trained as a hospital
radiographer and formed a band,
called the Shades of Blue, in
Malaysia. We got a deal on a label
called Life Records, of all things. We
played in Kuala Lumpur [Malaysia|
and Singapore; this was the late '60s.
I [was] skint [poor]. just like my old
man said. But il was great.

[ was in a band playing clubs in
Germany, and we hadn't been paid
for about seven gigs. It was awful,
and T said we'd go and see this Ger
man agent and tell him unless we
get paid, we're not playing.

The rest of the band are not say-
ing anything. The agent said, “I can't
pay vou, I haven't collected the
money yet.” And vou knew they were
buying and selling you. Agents
would buy a band. Say you did a gig
for 20 quid—they’d sell you to the
club for 30 quid and stil! charge you

20% of your 20 quid, so he’s making
12 quid and you're making 18.

We got half the money and played
that night. Afterwards, the back
doors of the van were closed and the
guys said, “Jazz, we've just fired you.
The agent said if we didn't fire you
and take this new drummer, we

couldn’t do the rest of the tour.” So
I was left completely broke on a
street corner in Frankfurt. I sold
half my drum kit to get a ticket
back to London.

Was there work back home?
[ worked back in hospital and

SNOW PATROL: THE NEXT COLDPLAY?

Special Report

plaved gigs. doing top 40 stuff. T
plaved on some of those “Top of the
Pops™ records [budget-priced cover
compilations of hits of the day|.

[ shared a flat with [U.K. folk
entertainer] Richard Digance,
who asked me to play drums on
his demo for Transatlantic Rec-
ords. His manager walked out on
him, and he said, “Would you
manage me?” I said, “I'm not a
manager, I'm a drummer.” e
said, “No. vou organize every-
thing; you're good at all that. You
could manage me.’

Were you any good as a rookie
manager?

I didn’t have a clue. There’s no
school for management. Hilarious,
really, the things you do. We did a
deal with Transatlantic—publishing
and recording. I think he got a £600
[the equivalent of $943 today)
advance for the pair, a 4% royalty in
the U.K. and a 50% royalty for the
rest of the world. I knew nothing.

That was the start. After three
years of managing Richard, I made
a difference in his career. Then he
fired me, and that was hard.

Did that knock you back for a
while?

| took it pretty badly. I'd stopped
plaving by that time but I was still

b % AHINE : 3 2 e
ALIEN COWBOYS
Produced and Engineered

working in the hospital. So for six
months, [ didn’t do anything. |
went to the Cambridge Folk Fes-
tival the nex! year and ran into
Dave Woods, who was an agent
then. He said. “You've got to come
to see this punk thing: I'm run-
ning the Vortex.” I was totally
knocked out by it.

[ found a band called the
Stukas, a kind of R&B/punk band,
and got them a deal with Sonet
Records. They changed their name
to the Autographs. and [ signed
them to Mickie Most, which was a
learning curve.

[ ended up booking bands at Lon-
don venues like the Pegasus and the
Fulham Grevhound and managing
bands like the Crooks and the Late
Show. They were the first top 40 hit
[ had. with “The Bristol Stomp,” but
they’d fired me by then. All man-
agers get fired in the end.

Was it around this time that you
met Tim Parry?

The Crooks turned into a band
called Modern Jazz, and Tim was the
guitarist. They became Blue Zoo,
which was the first time I was with
a band on "“Top of the Pops,” with a
song called "Cry Boy Cry” [No. 13 in
the U.K. in 1982]. I'd left the hospi-
tal by then.

(Continued on page 28)
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How did the association with
Wham! begin?

I signed Blue Zoo to Arista, and
while I was doing that I heard
Wham!'s white label of “Wham Rap”
at Island Music’s offices. I knew
Mark Dean |of Innervision, to whom
the act was signed], and he played
me a demo of “Careless Whisper.” I
said, “Who wrote that? That’s a No.
1 all over the world.” He said, “This
guy George Michael.” And I said,
“I've got to manage this band.”

Bryan Morrison and Dick Leahy
got the publishing. Bryan said,
“Quite honestly Jazz, you're not a
big enough manager.” And I suppose
at the time, [ wasn't. Then I met
Simon Napier-Bell, and he said, “Do
you want to go into a partnership?”
I went back to Morrison and Leahy
and said, “I've got clout now; I'm in
a partnership with Simon Napier-
Bell. He managed the Yardbirds and
he wrote ‘You Don’t Have to Say You
Love Me.” "

Wham! was having hits all over
the place. Dick Leahy said, “Do you
want to have a meeting with George
and Andrew [Ridgeley]?” So we
ended up managing them. That was

a blast, for three years. It wasn’t very
nice how it ended, though.

Simon and I went our separate
ways, and [ said to Tim Parry, who
was managing March Violets, “Come
and work with me. I'll give you a few
quid a week until we get going.”
That’s what happened. We've been
together since.

‘Music is bigger than
it’s ever been, but the
industry is still
hanging on to what it
knows. It’s a bit like
the publishers
hanging on to sheet
music in the °50s.’

Did Big Life Records start soon
afterwards?

I was managing Lisa Stansfield
then, her group was called Blue
Zone, who had a deal with Arista.
Tim and I found the Soup Dragons
together. Then of course, I was mar-
ried to Yazz. I didn't let the business
know that, because I was trying to
find her a deal.

We started the label Big Life and
put out a record by Society, a spin-
off of Danse Society. [U.K. mix duo]
Coldcut did a mix of it. The next
record we put out was one of the
first British hip-hop records, by Lon-
don Posse.

And that led to a hit for Coldcut,
featuring your wife.

|Coldcut’s] Matt Black said to me,
“We want to get into this acid-house
scene, we've got this record called
‘Doctorin’ the House" and we need a
singer.” We did it with Yazz, and
nobody would bite. [Eventually] I
said to Tim, “We're going to do this
ourselves.”

It was a hit [No. 6 in the U.K. in
1988], and it got Big Life up and run-
ning. Then Jonathan Moore from
Coldcut came in with “The Only Way
Is Up,” a cover of an Otis Clay song,
and we made that with Yazz. [Despite
a big offer from Roger Ames at Poly-
Gram], [ said, “We're going to have a
run at this ourselves; this has got to
go to No. 1,” and it did.

So you obviously had a lot of con-
fidence in your own opinion by
then?

It's the only way to be.

What new bands are grabbing
your attention right now?

We've been getting loads of calls
about the Futureheads, a band of
ours signed to Fantastic Plastic.
They're co-managed by Scott Baker
Marflitt, who was a guy who kept e-
mailing me from college in New-
castle wanting a job. I told him to
stay up there and put local bands on
in pubs, then you become a catalyst
for new talent. He sent me stuff
down on the Futureheads, and [
loved it. They're a four-part-harmo-
ny punk band!

Snow Patrol is going to happen.
Polydor thinks they've got the next
Coldplay there. And we co-manage
the Warlocks, signed to Mute via
Birdman Records in the U.S., who
could be huge.

When you hear something brand-
new and unknown like that, are you
as enthusiastic now as when you
started out?

Yeah. I was interviewed for a book
recently, and the guy said, “I met
you 25 years ago, and I think you're
more enthusiastic today.” I love
music. Music is bigger than it’s ever
been, but the industry is still hang-
ing on to what it knows. It’s a bit
like the publishers hanging on to
sheet music in the '50s. They've got
to change.

You are covering a lot of differ-

ent areas, managing producers and
engineers, too.

We've got probably the strongest
producer roster we've ever had.
[Recently] Killing Joke was No. 1 on
the independent album chart and

YOUTH: PRODUCER ON THE ROSTER

Futureheads were No. 1 on the inde-
pendent singles chart, and Andy Gill
produced both of them.

What is your opinion of, and
involvement with, the MMF?
(Continued on next page)

Congratulations Jazz
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The MMF runs a teaching pro-
gram, and when I can, I sit on this
and that panel, and they run them
brilliantly.

I very much like sharing any knowl-
edge I can, I'm quite open about it—
for instance, our contracts are not
long-winded. They last a period of
time, then after that, it's three months
on either side. I'm on the MMF coun-
cil now, and they put me [to work] on
the Communications Bill. I know that
[Gut Music chairman] Guy Holmes
and I made a difference. We're there
to stand up for artists.

How would you describe your
managerial style?

Probably a lot of other people
would think pretty heavy-handed.
I've been aggressive in my time. I've
worked on that, because I don't
think that helps.

I've always had a bit of a short tem-
per, but I meditate for an hour every
day, I don’t take drugs anymore; |
don't drink anymore. I don’t eat meat.
I try to follow a spiritual life. That still
doesn’t change the fact that if some-
body’s {screwing] up in a record com-
pany, I'm going to tell them.

COLEMAMN: ENIOYING THE BIG LIFE

What have you learned through-
out your career?

I have one statement that sums it
up, and a lot of people say they've
repeated it: “If you get the music right,
the money comes.” And I have a
responsibility to an artist to look after
them and teach them the business.

Going forward, I see the manag-
er's role as more important than

ever. Music is more widespread now
than it’s ever been, but the whole
model of the industry is going to
change. There’s more and more
emphasis on putting artists at the
middle. With Web sites, touring and
merchandise, there's a whole world
we're not tapping into. Innovative
managers, coupled with great artists,
can change the face of the business.

Special Report
MMF Roll Ot Honour

This year’s MMF Roll of Honour Dinner Sept.17 at
London’s Park Lane Hilton begins, as always, with a
reception and gala dinner, followed by the Roll of
Honour ceremony. In addition to the Peter Grant
Award, the ceremony includes the presentation of
the producer and manager of the year awards, Roll of
Honour inductions and other special presentations.

As the list below demonstrates, Jazz Summers joins
a distinguished roster of recipients of the Peter Grant
Award, named for the late, widely respected and,
many say, widely feared former manager of Led Zep-
pelin.

Previous winners of the Peter Grant Award:

2002 Ian McAndrew and Colin Lester
2001 Chris Morrison

2000 Tony Smith

1999 Rod Smallwood

1998 Ed Bicknell

1997 Gail Colson

1996 Geoff Travis and Jeanette Lee

Congratulations Jazz
ON Receiving THe Peter GRANT AwARd
Thank you for 1% yEARS OF ENTERTAINMENT
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ompetition Takes Toll On Station Fests

BY BRAM TEITELMAN
Airplay Monitor

NEW YORK—A sluggish economy
and a proliferation of summer touring
packages are taking their toll on radio
station summer festivals.

Radio shows that have perennially
sold out have not fared as well this
year, and some stations are opting for
more frequent, smaller shows with
developing acts.

“There’s too much competition from
Ozzfest, Lollapalooza, Summer Sani-
tarium, the Warped tour and the like,”
active rock WNOR Norfolk, Va., PD
Harvey Kojan says. “Festivals used to be
unique—now they’re a dime a dozen.
And many radio stations have been their
own worst enemies by booking several
shows a year. They just got greedy.”

“There’s a thousand different festi-
vals now,” modern rock KPNT (the
Point) St. Louis assistant PD/music
director Jeff “Woody” Fife says. “Maybe
Lollapalooza was around [10 years
ago], but there wasn’t Summer Sani-
tarium, the Rock the Mic tour, Ozzfest
or the Warped tour.”

Another sticking point: “Increased
band costs equal increased ticket cost,”
modern rock WARQ Columbia, S.C.,
operations manager/PD Dave Stewart
says. “I think we've hit the price wall
for what listeners are willing to pay for
these shows.”

All told, when the reasons are tal-
lied, “they have a major impact” on the
radio shows, modern rock WRZX Indi-
anapolis PD Scott Jameson says. “The
radio-show model, although still suc-
cessful in certain markets, has, for the
most part, run its course.”

The other summer tours have also
affected radio by preventing stations

from drawing star power because of
blackout dates and other limitations
placed on the larger tours’ artists.

“A lot of the bigger bands are already
teamed up with another festival, and
there’ll be blackout dates, so they're not
available for your show, and stations get
stuck with shittier lineups,” Fife says.
“Unless you're New York or Los Ange-
les, you have a harder time pulling off
that kind of stuff. I can understand not
playing three weeks before, but if my
show is in July and Ozzfest isn’t until
the end of August, for example, I'm
going to fight for that band.”

Modern rock WBRU Providence, R.L.,
PD Seth Resler says it can be a daunting
task for programmers. “My issue, since
['ve gotten here, has been bands skip-
ping Providence and playing Boston and
then having a radius clause preventing
them from coming to Providence,” he
says. “The upcoming Dashboard Con-
fessional show is in Lowell, Mass., which
is half an hour north of Boston. It's an
hour-and-a-half [trip], plus Boston traf-
fic, which could be another hour, for
anyone in Providence to go to that show.
However, the radius clause prevents
them from coming here.”

END OF THE ‘DEAL

The changes also reflect the shifting
dynamics between radio and artist.

“In the ‘old days’ of radio shows,
back in the mid-"90s, the artists need-
ed us more than we needed them,”
Jameson says. “As time went by, they
saw stations making vast sums of
money from their good will. Now, sta-
tions need artists more than artists
need stations, and band management
and booking agents know it. What
started out as primarily an audience
promotion has morphed into serious,

budgeted nontraditional revenue
[NTR] that must be generated annually.
When you factor in pricing issues along
with available talent and the pressure
to post significant profits, some stations
have thrown in the towel.”

Kojan adds, “Agents got smart.
They discovered how much money
stations were making from these

- p ®
JAMESON; TOUGH TO GET TALENT

shows. Now there are no more ‘deals,’
excluding baby bands.”

Kojan was successful this year with
Lunatic Luau VII, which featured 15
bands—including Korn, Sevendust
and Chevelle—and sold nearly 20,000
tickets for a Thursday-night show. “We
only do one festival a year, so we haven't
diluted the concept,” he says. “We were
lucky because Ozzfest and Lollapalooza
bypassed the market, meaning less
competition. Most importantly, we
kept the ticket prices low. While esca-
lating artist costs have forced us to
establish a three-tiered pricing system
[with a top of $29.99], we've stubborn-
ly kept lawn tickets at $9.99.”

WRZX took a similar approach,

Jameson says. “We knew securing the
top-level talent would be very tough
due to the three national tours on the
road this summer. So, we focused on
value as the key selling point for this
year’s X-Fest, [pricing] our lawn tick-
ets at $19—the lowest-priced lawn
tickets since X-Fest '96—and sold it
as ‘10 bands for 19 bucks.””

Jameson always tries to throw in a
“goofy, car-wreck kind of stunt.” Last
year, it was porn-star boxing; this year’s
X-Fest will feature a 107-pound woman
attempting to set a world eating record.

With many stations having to rely
on baby bands, Kojan says that anoth-
er trick to creating excitement is to
concentrate more on the show than
the bands.

“Stations that have relied too much
on the strength of the bill instead of
building a [strong] brand are much
more susceptible to slow sales when a
true headliner isn't available,” he says.
“We're at the point where our partners
at the Verizon Wireless Amphitheater
are convinced we would sell a mini-
mum of 10,000 tickets no matter what
the bill was.”

Moving the party to a smaller hall is
also an option. “If you know the show
lacks star power, you had better find a
smaller venue, or don't do the show.
It's embarrassing to have a show that
sells no tickets, and people go there
and the place is empty. I'd rather can-
cel the whole show,” Fife says.

Fife says KPNT caches its favors
from developing bands. “We'll basical-
ly take a rain check and let them know
we want them for a show at some
point. And if they break, then we've got
this trim card,” he says. “We’ll say,
‘Remember when you came through
before anyone heard you, and we said

we would support you? Well, we've
played the three singles now,” and the
management will always agree to have
them play.”

THINK SMALL

Many stations have begun thinking
smaller. WBRU has just begun a series
of Cheap Dates, featuring developing
bands. “The Cheap Dates series is not
what most radio stations’ concerts are,
in a lot of senses,” Resler says.

“First of all,” he continues, “it’s not
a source of revenue for us, and it’s not
something we're billing as a source of
revenue. We do not pay the bands or
rent the hall. It is a show put on by
[local club] Lupo’s. They set the price at
either $5.95 or $9.55, and the station
throws everything we can behind it.
Lupo’s works on it with the booking
agent, and we work on it with the
record label and bring shows to town.
They're up-and-coming bands that
might otherwise play in front of 200
people for $15; our goal is to have them
play in front of 1,200 people for $5.”

Despite the less-than-stellar per-
formance of some shows, it does not
look as though they will fade away any-
time soon, since they bring in NTR to
stations that have become reliant on
the additional income. KQRC (the
Dam) Omaha, Neb., PD Tim Sheridan
says, “Not only do [radio stations] need
the NTR, but it's great imaging.”

Fife agrees, saying, “It’s such a great
imaging tool for a station. They're a
pain in the ass, but if you do it right and
you're smart about it, it's invaluable.”

But Resler says, “I'd like to get out
of the business of booking acts. That is
not the core business of a radio station.
If [ wanted to do that, I'd be a promoter,
not a radio station programmer.”

Voodoo Music Expands To Three-Day

BY SUSANNE AULT

Despite the recent misfortunes of
several multi-day festivals, the
Voodoo Music Experience is expand-
ing from one to three days for the
first time this year.

Held Oct. 31 in City Park, New
Orleans, the 5-year-old Voodoo has
become a Halloween tradition in
the city.

Steve Rehage, owner of Voodoo
fest production company Rehage
Entertainment, believes that with
Halloween falling on a Friday this
year, it sets up the perfect weekend-
long live music event.

Headliners among the 80-plus acts
playing Voodoo 2003 Oct. 31-Nov. 2
include 50 Cent, the White Stripes,
Queens of the Stone Age, Marilyn
Manson, Godsmack and P.O.D.

Three-day ticket packages are
priced at $80 apiece. Individual day
passes cost $40 each.

Because attendance has steadi-
ly grown since Voodoo's 1999
launch, Rehage thinks a three-day
fest is justified.

His optimism persists even though
Bonnaroo Northeast—a fresh edition
of jam-band-themed Bonnaroo—was
scrapped this summer. Poor ticket
sales postponed Watershed Four, set
to star Alan Jackson
and Bryan Adams in
Walkerton, Ontario
(Billboard, Aug. 23). |
Plus, the inaugural
Field Day in June,
with Radiohead and
the Beastie Boys, [
contracted from [Eie
three days to one.

“We went from
18,000 to 65,000 be-
tween our second
and third years. Last
year, we were right
over 80,000,” says

.-‘_‘

Rehage, whose goal for Voodoo 2003
is snagging 60,000 people per day.

Denials of a land permit for Bon-
naroo NE's and Field Day’s same
Long Island, N.Y., location influ-
enced their cancellation and revamp,
respectively, more than crowd inter-
est, Rehage notes.

Voodoo's permits are secure,

Ry o oW = . o
Voodoo Music Experience 2002 drew some 80,000 people
to New Orleans’ City Park.

Rehage says. Besides, he adds, “we sold
more tickets in the first three hours
of our on-sale [in late August] than the
first two weeks of last year.”

Going forward, Rehage says he
hopes Voodoo remains a multi-
day fest, similar to the city’s 35-
year-old New Orleans Jazz and
Heritage Festival.

Raising Voodoo’s profile in 2003
also coincides with Halloween's
growing reputation as the new Mardi
Gras for the city.

Like Mardi Gras in early spring,
“there’s marches through the streets.
It's ballistic,” he says.

Still, the touring community cur-
rently fears fest saturation (Bill-
board, July 5). Others angling for
fans this summer include High Sier-
ra Music Festival in Quincy, Calif.,
and the Gathering of the Vibes in
Waynesburg, N.Y.

Admittedly, this “will be an in-
vestment year” for Voodoo, which

Package

in its one-day form has made money
for the past three years, Rehage
says. “This will be a whole new ball-
game,” he adds.

Agents and managers support
Voodoo's vault to three days of music.

Mike Luba, who manages fest vet-
eran and Voodoo 2003 performer
String Cheese Incident, says, “There’s
no guarantee in anything. But I think
they put together a great lineup. The
$80 [three-day pass price] is reason-
able. They are doing everything right.”

Dave Kaplan, booking agent for the
White Stripes at the Agency, adds.
“Halloween in New Orleans is an
attractive selling point. You're going
to get people from other parts of the
country. And they have a good lineup.
That's the biggest key.”

Already, packs of people from Van-
couver; Atlanta; Washington, D.C;
Chicago; and New York make up a
good chunk of Voodoo's crowd,
Rehage says.
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McCue Joins
HOB In Denver

Concert industry veteran Jim
McCue has joined House of Blues
Concerts as senior VP of talent,
based at the company's Denver
office. McCue’s duties will include
programming for HOB’s Denver
venues, Fiddler’s Green and the
Paramount Theatre.

began last May. Made up primarily
of majors and Midwestern second-
aries, added dates include Air
Canada Centre in Toronto (Oct. 9);
Mellon Arena in Pittsburgh (Oct.
11); the Palace of Auburn Hills
(Mich.) Oct. 14; Gund Arena in

Additionally, McCue
will be responsible for
overseeing HOB's
booking arrangements
with the City of Den-
ver at Red Rocks
Amphitheatre and the
University of Denver at
Magness Arena.
McCue will also pro-
mote HOB events pre-
sented at the Pepsi

OnThe
Rga‘dm

By Ray Waddell

rwaddell@billboard.com

Center and other ven-
ues in Denver and throughout the
Rocky Mountain region.

McCue comes to HOB after
resigning from the Rose Garden
Arena and Rose Quarter complex
in Portland, Ore., where he was
VP of arena sales and marketing
(On the Road, Billboard, Aug. 2).
The move to HOB reunites McCue
with HOB executive VP Alex
Hodges, as the pair worked
together as booking agents at
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McCUE: ‘A GREAT OPPORTUNITY’

International Creative Manage-
ment in the late 1980s.

“This is a great opportunity,
and I'm really excited to be work-
ing again with Alex,” says McCue,
who reports to Hodges.

In Denver, McCue joins Jason
Miller, senior VP of talent for
HOB, and Lalena Luba, director
of marketing.

“Denver is a very competitive
market, but we have a great team
here,” McCue says. “The HOB office
in Denver has had a great summer,
with more than 20 shows at Fid-
dler’s, more than 20 shows at Red
Rocks and a great season pending at
the Paramount this fall.’

FAREWELL I, PART B: The Eagles
have added a fall North American
leg to their Farewell I tour that

Cleveland (Oct. 15); Excel Energy
Center in St. Paul, Minn. (Oct. 17);
Resch Center in Green Bay, Wis.
(Oct. 18); Kohl Center in Madison,
Wis. (Oct. 20); Allstate Arena in
Chicago (Oct. 21); Schottenstein
Center in Columbus, Ohio (Oct.
23); Conseco Fieldhouse in Indi-
anapolis (Oct. 25); and Allen
County Memorial Coliseum in
Fort Wayne, Ind. (Oct. 26). Con-
certs West is the promoter.

GENERAL TRAVIS: Epic act Travis has
confirmed a brief run of U.S. theater
dates for October, beginning with a
two-night stand (Oct. 21-22) at New
York’s Beacon Theatre. Other stops
include the 9:30 Club in Washing-
ton, D.C. (23), the Tower Theatre in
Philadelphia (25), the Orpheum
Theatre in Boston (26), the Riviera
Theatre in Chicago (28) and the
State Theatre in Detroit (29). Pinna-
cle Entertainment books the band.

SWINGING AGAIN: The heart attack
country legend John Anderson suf-
fered sidelined the hard-touring
singer for the first time in his career,
forcing the cancellation of three
shows. Anderson experienced chest
pains before he was to perform at the
Charleston (W.Va.) Sternwheel
Regatta Aug. 30 and was taken to the
hospital, where he underwent angio-
plasty. Still, Anderson was (o resume
his touring schedule Sept. 12 in
Searcy, Ark., and has dates on the
books through the end of the year,
with some time off in November for
hunting season. Anderson is booked
and managed by Bobby Roberts of
the Bobby Roberts Co.

MAVERICK SPIRIT: The reunited
Mavericks follow up a September
U.S. run with 17 U.K. dates,
heginning Oct. 18 at the Guildhall
in Portsmouth, England (B7il-
board, Sept. 13). The tour moves
on to Texas and the West Coast
after Thanksgiving.
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VENUE/ GROSS/ ATTENDANCE/

ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER

AEROSMITH & KISS, SALIVA Tweeter Center for the Performing ~ $2,934,551 39,743 Clear Channel
Arts, Mansfield, Mass. $135/$49.50 39,800 two shows Entertainment
Aug. 25, 27

CELINE DION The Colosseum at Caesars  $2,797.916 20,552 Concerts West
Palace, Las Vegas $225/$175/$127.50/$87.50  five sellouts
Sept 3-7

CELINE DION The Colosseum at Caesars ~ $2,751,709 ) 5,306 Concerts West
Palace, Las Vegas $200/$150/$127.50/$87.50  five sellouts
Aug. 27-31

JIMMY BUFFETT Tweeter Center, $2.533,431 55,746 Clear Channel
Tinley Park, Il $63.50/$33.50 two sellouts Entertainment
Aug. 21,23

DAVE MATTHEWS BAND, Continental Airlines Arena,  $1,991,720 39,440 Clear Channel

DICKEY BETTS East Rutherford, N.J. $50.50 42,310 two shows Entertainment
Aug. 24-25

EAGLES Coors Amphitheatre, $1,680,118 16.866 House of Blues Concerts
Chula Vista, Calif. $308/$158/$93/549 19,492
Aug. 8

DAVE MATTHEWS BAND, Saratoga Performing Arts B §1.449,705 37.907 Clear Channel

DICKEY BETTS Center, Saratoga Springs, N.Y.  $56.50/$35 50,072 two shows Entertainment
Aug. 27-28

EAGLES America West Arena, $1,429,098 14,197 Concerts West
Phoenix $175/$85/345 sellout
Aug. 5

JOHN MAYER & COUNTING CROWS  Tweeter Center for the Performing  $1,316,435 32,748 Clear Channel

Ants, Mansfield, Mass.

$48.50/$32.50

39,801 two shows

Entertainment

Beach Theater. Wantagh, N.Y.
Aug. 25-26

$48.50/$35.50

28,288 two shows

32848

Aug. 22-23
EAGLES White River Amphitheatre,  $1,235,510 14,359 Clear Channel
Auburn, Wash. $140/$50 19,934 Entertainment
Aug. 24
AEROSMITH & KISS, SALIVA Tweeter Center at the $1,233,183 19061 Clear Channel N
Waterfront, Camden, N.J. $127/842.50 24,988 Entertainment
Aug. 29
JOHN MAYER & COUNTING CROWS Tommy Hilfiger at Jones $1.227179 28,202 Clear Channel

Entertainment

Aug. 13

RADIOHEAD, STEPHEN MALKMUS Alpine Valley Music $1.222,027 Clear Channel
& THE JICKS Theatre, East Troy, Wis. $42.50/$36.50 35,229 Entertainment
Aug. 23
JOHN MAYER & COUNTING CROWS PNC Bank Arts Center, $1.208.928 30,776 Clear Channel
Holmdel. N.J. $46.50/$35.50 33,888 two shows Entertainment
Aug. 28-29
AEROSMITH & KISS, SALIVA Darien Lake Performing Arts  $1,118,489 ) 16.390 Clear Channel
Center, Darien Center, N.Y. $128.50/$48.50 20,599 Entertainment
Aug. 23
NEW YORK SALSA FESTIVAL: GILBERTO SANTAROSA,  Madison Square Garden, $952,060 13,674 Ralph Mercado Presents
OSCAR D'LEON, FANIA ALL STARS, JOHNNY New York $95/$85/875/$55 15,323
PACHECQ, RAY BARRETOQ, CHEO FELICIANO & OTHERS ~ Sept. 6
EAGLES Centennial Garden Arena, $930,115 9.410 B ) Concerts West,
Bakersfield, Calif. $175/$85/$45 sellout Nederiander
Aug. 6 Organization
JIMMY BUFFETT Riverbend Music Center, $891.918 20,521 Clear Channel
Cincinnati 366/$36 20,530 Entertainment
Aug. 26
v—Rj(ELLY, ASHAN_TI ) h M_ad_ison Squa:EaTden, $871.015 - h 1;,449 Atlanta Worldwide
New York $75/$55/835 sellout Touring, AEG Live
Aug. 23
OZZFEST: 0ZZY OSBOURNE, KORN, Sound Advice Amphitheatre, $754.848 14,939 Clear Channel
MARILYN MANSON, DISTURBED, CHEVELLE, West Palm Beach, Fla. $77.75/$45.75 19,238 Entertainment
CRADLE OF FILTH, VOIVOD & OTHERS Aug. 28
-_REGGAETON SUMMER FEST: TEGO  Madison Square Garden, $751,415 o 10.698 - Elph l\;ercado Presents- i
CALERON, VICTOR MANUELLE, New York $125/895/875/345 12,372
GRUPO AVENTURA Aug. 9
CHER, TOMMY DRAKE Pengrowth Saddledome, $738.893 13.164 Clear Channel
Calgary, Alberta (81,035,705 Canadian) sellout Entertainment
Aug. 25 $60.64/$46.37
OZZFEST: 0ZZY OSBOURNE, KORN, Verizon Wireless Amphitheater, $729,339 16,563 Clear Channel ]
MARILYN MANSON, DISTURBED, CHEVELLE, Charlotte, N.C. $100.50/510 18,855 Entertainment
CRADLE OF FILTH, VOIVOD & OTHERS Aug. 24
CHER, TOMMY DRAKE General Maotors Place, $720.568 12.562 Clear Channel
Vancouver (81,009,737 Canadian) 15,151 Entertainment, in-house
Aug. 23 $60.94/346.67
" CHER, TOMMY DRAKE " Saskatchewan Place, $719,615 13,085 " Clear Channel
Sask Saskatch ($1,002,710 Canadian) sellout Entertainment, in-house
Aug. 27 $61.29/846.94
BEN HARPER & JACK JOHNSON Red Rocks Amphitheatre, $693,995 18,900 Clear Channel
Morrison, Colo. $40/835 two sellouts Entertainment
Aug. 27-28
ALABAMA Nissan Pavilion at Stone  $672,088 T za Clear Channel
Ridge, Bristow, Va. $1,000/S8 24,939 Entertainment
Aug. 24
LOLLAPALOOZA: JANE'S ADDICTION, AUDIOSLAVE,  HiFi Buys Amphitheatre, $665,782 11.979 House of Biues Concerts
INCUBUS, QUEENS OF THE STONE AGE, JURASSIC Atlanta $58/529 15,000
5, THE DONNAS, THE DISTILLERS & OTHERS Aug. 3
| JAMES TAYLOR "~ Alistate Arena, $576,570 107 Clear Channel -
Rosemont, IlI. $55/545 13,004 Entertainment
Aug. 14
JOHN MAYER & COUNTING CROWS ctnow.com Meadows Music  $570,556 16.917 Clear Channel
Centre, Hartford, Conn. $42.50/$15.25 24,000 Entertainment
Aug. 20
JOHN MAYER & COUNTING Blossom Music Center, $568,907 15224 House of Blues Concerts
CROWS, WISECHILD Cuyahoga Falls, Ohio $45.50/$35.50 19,502
Aug. 11
LOLLAPALOOZA: JANE'S ADDICTION, AUDIOSLAVE,  Verizon Wireless Amphitheater, $560,054 15,020 Clear Channel
INCUBUS, QUEENS OF THE STONE AGE, JURASSIC Selma, Texas $56.50/S10 20,000 Entertainment
5, THE DONNAS, THE DISTILLERS & OTHERS Aug. 9
FLEETWOOD MAC Unitedgpirit Arena, $553,868 7,990 Concerts West a
Lubbock, Texas $95/$75/549.50 9,297
Aug. 7
ALABAMA Hersheypark Stadium, $546,377 9,916 Clear Channel
Hershey, Pa. $1,000/$35.75 15,312 Entertainment
Aug. 16
CHER, TOMMY DRAKE Veterans Memorial Auditorium, 554,396 8038 ClearChannel |
Des Moines, lowa $79.75/$39.75 8,176 Entertainment

Copyright 2003, VNU Business Media, Inc. Al rights reserved. Boxscores should be submitted to. Bob Allen, Nashville
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Benson Touches On Two Coasts

BY GAIL MITCHELL

Opening act for Raphael Saadiq,
Musiq and Brian McKnight. A video
with hot fashion model Tyson Beck-
ford. Host of a BET series debuting
in November.

Those credits are part of the impres-
sive résumé being compiled by R&B
newcomer Rhian Benson (pronounced
“Ree-Ann"). They're also the latest steps
in a carefully orchestrated marketing
campaign launched 18 months ago on
behalf of Benson’s DKG Music debut,
“Gold Coast.” It is due in stores Oct. 7.

“You can’t depend on any one outlet
for success,” DKG Music co-founder
and CEO China Danforth says. “You'll
have problems before you get there.
You need to come to radio with a
strong following. Our focus is on qual-
ity music; building a real grassroots fol-
lowing through touring and playing
live. That’s what we want to do with all
the artists we sign. They have to be able
to connect with the audience. You need

to come with the music first.”

The strategy appears to be working.
Benson’s first single, “Say How You
Feel,” is No. 13 on the Airplay Monitor
Adult R&B chart. The song first caught
the ear of WHUR Washington, D.C., PD
Dave Dickinson by way of an EP the
label began selling at Benson’s various
performances. The tune later climbed
to No. 1 at the station. It was among
the extensive repertoire of self-penned
songs the Ghana-born singer/musician
drew from when she began performing
in January 2002 at small venues like
Los Angeles’ Cantor’s Deli.

The ensuing groundswell led to
gigs at the crosstown Temple Bar; in
September, the label put together a
sampler CD from her demos and sent
it to clubs nationally. A tour that
month of 20 cities (including Great
Barrington, Mass.) spawned a January
2003 gig at the House of Blues, open-
ing for Saadiq. The venue’s touring
director, Kevin Morrow, signed on as
Benson’s manager. Then the EP came

along in March, recently followed by
2-year-old DKG’s distribution deal
through WEA in a joint venture with

BENSON: 1 TAKE MY CUE
FROM AFRICAN PEOPLE'

Topsail Productions.

Discovered in London performing at
an open-mic session, Benson is a gui-
tarist/keyboardist whose flavorful, per-
cussion-prominent mix of R&B, soul,

Mario Winans Pacts With Big3

‘Yellow Man’ Will Sign, Produce, A&R New Talent

Producer/songwriter
Mario “Yellow Man”
Winans has signed a joint
venture imprint agree-
ment with Big3 Records.

Under the terms of the
pact, Winans will sign,
write for and produce new
talent for Yellow City/Big3
Records. He will also pro-
vide A&R for Big3's artist
roster, which includes

RN
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By Gall Mlichell

gmitchell@billboard.com

0’Jays. The anniversary
special will be taped Sept.
12-13 at Los Angeles’ Kodak
Theatre to be aired in Janu-
ary 2004.

Rawls, who has hosted
the telethon each year, notes
that it has subsidized 54,000
students to the tune of more
than $250 million during
the past 24 years.

“It was a way of giving

Impromp2, Prymary Col-
orz and Cheap Trick.
Winans will continue as a mem-
ber of Sean “P. Diddy” Combs’
writing/production collective the
Hitmen. St. Petersburg, Fla.-based
Big3 is headed by chairman Bill
Edwards and CEO Qadree El-Amin.

ON THE RECORD: Troy Taylor

(Aretha Franklin’s “The Only Thing
Missin’ ") is in the studio with Patti
LaBelle. He is also in talks with var-

ious labels on behalf of Trey Songz,
the first artist under his Songbook
Entertainment banner . . . Dome
Records has signed Atlanta’s Seek
(Billboard, Sept. 7, 2002) to a U.K.
and Europe licensing deal for its
new album, “Journey Into Day.”
The set will hit the shelves Oct. 20.
Dome will also release a third
album by New Jersey-based soul
artist Dennis Taylor in October. In
addition, it has signed South Lon-
don vocalist Avani. The 23-year-old
is managed by Tony Hall, whose
past clients include Loose Ends and
Lynden David Hall . . . Besides
Rhian Benson (see story, this page),
DKG Music is home to Kush,
described by CEO China Danforth
as “Lauryn Hill meets Mary Mary”

.. The duo Ruff Endz is no longer
with Epic.

.. AND COUNTING: Joining Lou
Rawls as he celebrates the 25th
anniversary of the United Negro
College Fund telethon will be Ste-
vie Wonder, Chaka Khan and the

something back,” he says of
his UNCF commitment. “I can’t
knock on everyone’s door to thank
them for buying my records. But
kids going to school and helping
their communities is another way
to do that.”

After some 70 albums, the Chica-
go singer is back with a new label—
Savoy Jazz—and a new album,
“Rawls Sings Sinatra.”

In addition to operating his own
label, Rawls and Brokaw Records,
he hopes to record an album of
Sam Coolke songs “for a new gener-
ation” (he sang back-up on some
Cooke records), as well as an album
of original material.

“It's been a couple of years since
my last album,” Rawls says. “It felt
good to be in the studio. I've always
wanted to do this, respecting
Frank’s work as he did mine."

CLARIFICATION: S-Curve Records
(Rhythm & Blues, Billboard, Sept.
13) is wholly owned by president
Steve Greenberg and distributed by
EMI Music North America.

jazz, reggae and African music has
drawn comparisons to Sade and Jill
Scott and has won her critical kudos
from USA Today, The Los Angeles
Times and The New York Beacon.

The former London School of Eco-
nomics and Harvard student also
shares production duties on “Gold
Coast” with Grammy Award-winning
producers James Poyser (Jill Scott,
Lauryn Hill) and Bob Power (D'Ange-
lo, Chaka Khan). Themes range from
eternal optimism and self-confidence
to a tribute to fellow African musician
Fela Kuti.

“T don’t want to be locked into one
category,” the now-L.A.-based Benson
says. “ ‘Gold Coast’ is about my spiri-
tual connection to Ghana, California
and the realization of my dream. The
foundation of African music is percus-
sion. It's becoming more popular in
R&B. To keep the music growing, you
have to play with that rhythm. I take
my cue from African people. That adds
alot to this album.”

In keeping with the label’s plan to
“not depend on radio” to break Ben-
son, DKG marketing head André
Fuller says the label’s “connect-the-
dots” marketing rollout includes a

s Biboord H

Airplay monitored by N nielsen

lifestyle campaign (beauty and bar-
bershops), media interviews, radio
meet-and-greets, Internet (rhian-
benson.com), the aforementioned
video directed by Millicent Shelton
(Aaliyah) and a 30-minute BET spe-
cial, “Who is Rhian Benson?" (remi-
niscent of Scott's similarly titled
debut album/campaign).

BET has played a major role in
boosting Benson's profile. In addition
to premiering the “Say” video in July,
the cable network invited her to per-
form at its Heritage Festival in Ghana.
That invitation inspired the forthcom-
ing six-part BET series “Gold Coast.”
Benson will co-produce and host the
Sunday program, which will spotlight
music, videos and various guests.

And of course, she’s still doing her
live thing. Benson is opening for the
current Brian McKnight tour. It
launched Sept. 3 in Minneapolis and
wraps Sept. 30 in Seattle.

“I feel confident that I've done the
best I can,” Benson says of “Gold
Coast.” “This album represents where
I am now. People will respond to
music that touches them, regardless
of the genre. They always have and
always will.”
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Return Of The
Boo-Yaa T.R.1.B.E.

Boo-Yaa T.R.I.B.E., the gangsta
rap outfit comprising the Samoan-
descended, Los Angeles-based
Devoux brothers, is back. Its new
CD, “West Kosta Nostra,” is set for
release Oct. 7 by Santa Monica,
Calif.-based Sarinjay Entertainment
with distribution by Warner Bros.

The CD features production by Bat-
tle Cat (Snoop Dogg, Ice Cube) and
collaborations with B Real of Cypress.
Hill, WC, Kokane, Mr. Short Khop,
Kurupt, Mack 10 (on the lead single,
“Bang On”) and

picked up the other, and the magic
just came back again.”

Describing “West Kosta Nostra” as
“a balance of everything that people
go through in their lives,” Gawtti says
this project is special to him and his
brothers. “Out of all the albums we
did, I love this album, because the
brothers put their hearts and souls
into it. It was just good being together
every day and collaborating with other
artists that have been at the top.”

Gawtti says the group’s goal on

Eminem (on the
track “9117).
Group member
Vincent “Gawtti’
Devoux savs he
and his brothers
endured some dif-
ficult times
recently but
maintained a
presence on the
international

Beats&
Rhyr’nc-’zsm

By Rhonda Baraka

rbaraka@comcast.net

music scene.

“We were still touring in Europe
and Japan,” he says. “Those were the
only places keeping us alive in music.
In America it was hard because times
changed and music changed.”

Gawtti says the group went
through the usual trials and tribula-
tions of an act attempting to re-
bound, including trying to release its
music independently. It also had
problems with managers who, he
says, “took everything away from us.

BOO-YAAT.R.LB.E.: ‘AMERICA WAS HARD’

“We started from ground zero, and
we kept starting over,” Gawtti contin-
ues. “We stayed in the music, but at
the same time we had problems in
the neighborhood.” Among those
problems were the arrests of several
of the brothers.

“I just thank God that we all came
back together to do this once again,”
Gawtti says. “Everyone’s out of jail;
everyone came back.”

Gawtti says that despite their chal-
lenges, their family bond kept them
going. “As you go along, sometimes
you do [get discouraged], but that’s
what's good about having family in
the music business,” he says. “If one
brother falls, the other is going to
pick him up; each brother came and

“West Kosta Nostra” was to be true to
itself. “With this album we just want
to be real,” he says. “A lot of people in
the music business have gone corpo-
rate. It’s not like in the old days when
you could call up a radio station and
say, ‘Hey, can I get this song dedicat-
ed?” and they play it right there. Now
you got to be on a certain rotation,
money’s got to be paid.

“There’s good music out there that
will never be heard, and a lot of people
sleep on that,” he says.
“Our group is one of
them. You can ask any
group in the world, ‘What
do you think about Boo-
Yaa?” and they'll say
something positive. Even
though they know we're
gangstas and we're 0.G.s,
they look at it as a posi-
tive thing. [We're] not out
there trying to scare the
world. We're out here try-
ing to bring good music.”

“West Kosta Nostra”
is the fifth album re-
leased by the collective, following
“New Funky Nation” (4th & Broad-
way Records) in 1990, “Doomsday”
(Bullet Proof Records) and “Occupa-
tion Hazardous” (First Kut) in 1995
and “Mafia Lifestyle” on its own
Samoan Mafia label in 2000.

MIC PLANET: “The Mic Planet Ses-
sions” is a collection of rap songs
that executive producer Israel “Iz
Real” Vasquetelle describes as a
“who’s who of quality hip-hop.” The
CD features Kool Keith, MF Doom,
Mystic and Bahamadia, as well as
appearances by freestylers and
underground artists. Released by
Insomniac Music and distributed by
Ryko/WEA, the CD is due Sept. 23.
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Latin Grammys:Who Else Won

Final Latin Grammy Awards TV
ratings provided by Nielsen Media
Research indicate that 1 million
more people tuned in Sept. 3 to the
fourth edition of the awards than
they did in 2002.

The 3.4 rating is a marked
improvement from last year's 2.9
rating, when 3.1 million homes and
3.9 million viewers

Overall, the dominant advertiser
of the evening was Procter & Gam-
ble, with seven spots (for Clairol,
Cover Girl and Crest), followed by
DaimlerChrysler and Sears.

The most-advertised brands were
Dr Pepper and Heineken, with four
spots each, and Bud Light and Veri-
zon Wireless, with three each.

watched. This year, 3.69
million homes were
tuned to the show, and
4.9 million people aged
two and older watched.

And they weren’t
only watching the per-
formances.

According to a report
on national advertisers
compiled by the Media
Economics Group, a

Lamn
Notas.

By Leila Cobo

lcobo@billboard.com

\ F

total of 26 individual

national advertisers ran spots for 42
separate brands or products. Sixty
spots aired during the two-hour
telecast, and only 14 of them-—
approximately one-quarter—were
completely or mostly in Spanish.

“I expected to see a lot more Span-
ish-language ads this year,” Media
Economics Group president Carlos
Pelay says. The company, which he
owns, monitors
advertising on His-
panic media.

Last year, Pelay
says that approxi-
mately one-third
of all spots aired
during the Latin
Grammys were in
Spanish.

This time
around, not only
were there fewer
spots in Spanish, but several adver-
tisers ran Spanish and English ver-
sions of the same ads. These includ-
ed Dr Pepper’s spot featuring
Paulina Rubio.

The tendency toward nglish was
reflected during the show, where
winners were encouraged to give at
least part of their acceptance
speeches in English.

The most-advertised products
were beer and personal care and cos-
metics products.

While the advertising seems to sug-
gest that Latin viewers can drink and
drive, they apparently can’t save.

There wasn’t a single financial
advertiser and only one technolo-
gv and one drug advertiser during
the show.

LUCYBELL GOES GLOBAL: Chilean
rock band Lucybell, one of the
country’s most established acts, is
venturing beyond its borders in
search of wider success for its fifth
studio album.

Lucybell {(made up of Eduardo
Caces, Francisco Gonzilez and Clau-
dio Valenzuela) has set up shop in
Los Angeles, where members have

Ameéricalatfina. .

NEWS FROM SOUTH OF THE BORDER

been residing for the past three
months. The group has begun pro-
duction of its new album with British
producer Adam Moseley at the Boat
studio in Silverlake. The disc is set
for release on Warner Music Chile,
Lucybell’s longtime label.

Moseley, who has worked with the
Cure and Roxette, among other
bands, says the move to Los Angeles
and to a mainstream producer is an
effort to target a U.S. audience.

The new album, he adds, will be
“In Spanish with some English” and
will include a bit of programming.

“Any loops or beats we use, we're
going to make ourselves, and when
we use samples, we'll sample the
hand [itself]. That way, we don’t use
anything generic, and the whole
record will be about Lucybell.”

Lucybell’s last studio album was
2000’s “Amanece.”

ROAD WORK: Miami-based alterna-
tive band Volumen Cero will open
eight shows for Chilean rock band La
Ley in Mexico, including three per-
formances at Mexico City's Auditorio
Nacional. The group, whose major-
label debut album, “Luces,” was
released last year on Warner Music
Latina, is working on a second album
for the label. The first single is slated
to be a cover of “El Condor Pasa,
according to Volumen Cero lead
singer/songwriter Martin Chan.

The track was included on the
recently released Latin Alternative
Music Conference compilation album.

CHANGES: A trickle of layoffs has been
reported at BMG U.S. Latin and Warn-
er Music Latin America. Sources con-
firm that two sales staffers were let go
at BMG, while at Warner, three posi-
tions were eliminated. Of those, one
was reassigned within the company.
The most senior among those let go
was Carlos Tabakof, former director of
strategic marketing for Warner Music
Latin America. Tabakof spearheaded
many high-profile projects at the label,
including the “Chill Brazil” series and
the soundtrack to WB network’s chil-
dren’s show “Mucha Lucha.”

Estefan Ir.

In Mexico: Cable channel Ritmo Son Latino
honored the late Celia Cruz with an eight-hour
special. “La Unica” aired three times Aug. 16 to
fill the entire 24 hours of programming for the
day. The special featured performances by Cruz
and footage from her many visits to the Televisa
network, as well as interviews with approxi-
mately 60 different stars, including Olga Taidn,
Willy Chirino, Thalia and Gloria and Emilio

TERESA AGUILERA

throb Ricardo Montaner has achieved a record
number of sellout dates at Centro de Bellas
Artes de San Juan (capacity 1,833), Puerto
Rico’s most prestigious venue. On Aug. 23.
Montaner presented his Prohibido Olvidar show
for the 17th time at the theater. The perform-
ances were not consecutive hecause originally,
Montaner was only slated to play half the num-
ber of dates. But because of popular demand,
more nights were added. TV producer and artist

manager Tony Mojena produced the shows.

In Puerto Rico: Venezuelan balladeer and heart-

RANDY LUNA
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Universal Music Latino & Guitian Brothers Music
come together to bring you “THE BEST IN SPANISH HIP-HOP”
Titled “LA CALLE". Featuring DON DINERO with the smash hit

PANA PANA.
IN STORES OCTOBLR 28. 200!

REYES RECORDS INC.

NMUSIC DISTRIBUTORS
CD'S - CASSETTES - DVD'S & MUSICAL VIDEOS

® “ 10N, 22 Avenue Miami, Florda 33125 Te: (305) 541-6686 / Fax. (305) 642-2785
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www. reyesrecords.com E-mail: reyesrecords@reyesrecords.com
Lttt TODO EN MUSICA * EVERYTHING YOU NEED IN MUSIC

MAJOR CREDIT CARDS ACCEPTED

BKTT LIMO another winner at the

Latin Grammys

Miami, FL- Undoubtly, BKTT
out shines the competition during
The Latin Grammys in Miami.
Among the best performers,
BKTT rises to the occassion.

Recently finishing a National
Tour with CMN providing the
best to the best, for the Ricardo
Arjona’s Santo Pecado 2003 US
Tour in more than five major
cities including New York, Los
Angeles, Miami, etc.

BKTT had the honor to provide
the highest quality transportation
service to Gilberto Gil who
received “The Person of the Year
Award”, Bacilos and other
performers that participated in
the Grammys celebration.

BKTT Limo is not a new comer
to the industry. American
Airlines, Burger King, Bacardi,
Budweiser and many others have
drawn upon their extensive
experience of professional
ground transportation service for
the corporate world.

BKTT Limo personel were able
to demonstrate the other side of
their excellent business service
by coordinating the dispatch of
all the limousines for the “Latin
Grammy Celebration Party”
hosted at the Loews Hotel on
Miami Beach.Now, BKTT has
successfully completed the
crossover, providing performance
and luxury to the entertainment
industry as well.

With a mesmerizing fleet of
vehicles, BKTT distances itself
from the pack.

Harmony is achieved thru
coordination between technology
and old fashion know how, to
provide the services needed. You
may contact the event department
at (305) 858-LIMO (5466) or
Toll Free (888) 858-9986. Open

24/7/365. A
o Limo B

www.bktt.com
your concierge on the road
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Miami's Grammys

Latin musicians and executives from around the globe converged in
Miami for the fourth annual Latin Grammy Awards. The event took place
Sept. 3 at the AmericanAirlines Arena and was broadcast live on CBS and
worldwide to more than 100 countries. Highlights included a tribute to
Celia Cruz and the comic hosting of George Lopez. Behind the scenes,
the Latin Grammys were bolstered by creative sponsorships, fundraising
for worthy causes and plenty of after-show parties.

Spanish artists, supported by Spain's Society of Authors and Publishers (SGAE),
came in force to the Latin Grammys. Pictured at SGAE's nominee luncheon, from
left, are award nominees David Bisbal, Pepe de Lucia, Alex Ubago and Pau Dones
of rock band Jarabe de Palo.

At the Universal Music after-party, from left, are Jesus Lépez, chairman of Univer-
sal Music Latin America and the Iberian Peninsula: Micky Huidobro of nominated
band Molotov: Zach Horowitz, president/COO of Universal Music Group; multiple
Latin Grammy winner Gustavo Santaolalla, president and founder of Surco
Records; and Randy Ebright and Tito Fuentes of Molotov.
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Spain meets Mexico as Spanish divas Ana Torroja, left, and Rosario, right, flank
Mexican “prince of song” Jose Jose.

After the awards show, EMI hosted a reception and show at Bongos Cuban Cafe
featuring Obie Bermudez (whose single “Antes™ is No. 1 on the Billboard Hol
Latin Tracks chart) and Spanish rocker Enrique Bunbury. Pictured. from left, are
Marco Bissi, president/CEO of EMI Music Latin America; David Munns, chairman
of EMI Music North America; Latin Grammy nominee Thalia; Alain Levy, chair-
man of EMI Music Worldwide; EMI artist Carlos Vives; Bermudez: and Jorge Pino.
president/CEO of EMI Music US Latin.

Piclured at the BMG after-party are
Lionel Richie, left, and award nominee/
performer Alexandre Pires.

Photo: Rick Diamond/Wirelmage.com

Multiple Latin Grammy winner Juanes is flanked by chairman of the Latin Academy
of Recording Arts and Sciences hoard of trustees Manolo Diaz. left, and LARAS presi-
dent Gabriel Abaroa.

Latin Grammy winner Millie Quezada
sports a green crystal ribbon designed
by fashion designer Narciso Rodriguez.
The ribbons are part of Heineken's
Green Ribbon Initiative, which pledged
to make a donation to the Celia Cruz
IFoundation for every Latin Grammy
attendee who wore one to the awards.

' M-A-C AIDS FuNp

PAY EXACTHY Fifty-five thousand Doilars
554
r $55.000

DATE Senternber 7 2003

PAY EXAC Y

THE ORDER Viva €.
o 42023, La Casa de Ia Sa) and Florida MBS Action

SEWES

Eduardo Bautista, left, executive presi-
dent of SGAE, is pictured with Dania
Dévora, producer of “Historia del Sol-
dado,” which won the Latin Grammy
for best classical music album.

The Latin Grammys’ person of the year, Gilberto Gil, right, receives a $55,000 check
from M.A.C Cosmetics president John Dempsey during the person of the year dinner
Sept. 2. The check will go to AIDS charities in Brazil, Mexico and the U.S.
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After U.K. Hit, Is The U.S. ‘Ready’ For Elton?

BY MICHAEL PAOLETTA
and LARS BRANDLE

1t took almost three decades for the
U.K. to be ready for Elton John’s “Are
You Ready for Love.”

Now, the question remains: Is the
U.S. ready, too?

The 26-year-old John recording,
produced by Thom Bell, has won
major support from British club cul-
ture. It topped the Official U.K. Singles
Chart the week of Sept. 1. It also
topped the U.K. Radio Airplay Chart
with 2,307 plays.

The disco-infused track—released
in the U.K. on DJ/producer Norman
“Fatboy Slim” Cook’s independent
label, Southern Fried—should arrive
Sept. 23 in the U.S. on Patrick Moxey'’s
Ultra Records.

Both labels licensed the recording
from Mercury/Universal.

Universal Records president Monte
Lipman says a strategy is being put in
place to maximize the song’s potential
in North America.

The song’s U.K. success “happened
naturally and organically—and
Elton likes that,” says Derek MacKil-
lop, creative director of London-
based Twenty First Artists, which
oversees John's career.

“l am ecstatic that the dance com-
munity has discovered this [song] for
themselves,” John says.

“Are You Ready for Love” was cut,
along with five other tracks, at Kay/
Smith Studios in Seattle and Sigma
Sound Studios in Philadelphia in 1977.
(One year earlier, John’s Philly-flavored
collaboration with Kiki Dee, “Don’t Go

Breaking My Heart,” reached the sum-
mit of The Billboard Hot 100.)

The six tracks—"Are You Ready for
Love,” “Mama Can’t Buy You Love,”
“Three Way Love Affair,” “Nice and
Slow,” “Country Love Song” and
“Shine on Through”—comprised “The
Complete Thom Bell Sessions.”
Released in 1979, the collection peaked
at No. 51 on The Billboard 200.

The same year, “Mama Can’t Buy
You Love” peaked at No. 9 on the Hot
100, while an Elton John and Clive
Franks “remix” of “Are You Ready for
Love” peaked at No. 42 in the UK.

And that was the end of “Are You
Ready for Love.” That is, until a hand-
ful of British club DJs, including Justin
Robertson in Manchester, began play-
ing the euphoric track months ago.

“It became this very end-of-the-
night-type track,” MacKillop says.

At this point, Nathan Thursting,
director of A&R at Southern Fried,
approached MacKillop and Todd
Interland (John’s manager at Twenty
First Artists) about the possibility of
Southern Fried releasing the track.
With Twenty First Artists’ help,
Southern Fried licensed the track
from Mercury/Universal.

Thursting says that everybody in-
volved saw it as a great opportunity to
give Elton “a bit of cool dance credibil-
ity.” Additionally, he says, if it resulted
in a hit, John's recently issued “Great-
est Hits 1970-2002” could be repack-
aged with this newly discovered gem.

Mercury U.K. has since added the
track to the collection, which it rere-
leased Sept. 1.

Thus far, the set has achieved a “pret-

ty good response” from record buyers,
observes Rob Campkin, head of rock
and pop for British retailer HMV,

The album has re-entered the offi-
cial UK. Albums Chart at No. 6.

Campkin adds that limited-edition
pink 12-inch vinyl singles of “Are You
Ready for Love” were a big hit. They

JOHN: ECSTATIC ABOUT DISCOVERY

“flew out” of the store, he says. “This has
brought Elton to a new audience. Dance
punters and customers don't really asso-
ciate dance music with Elton, but this
one has gone down amazingly well.”

Southern Fried label manager Katy
Ellis calls the song “one of the success
stories of the year,” adding, “Elton John
on Southern Fried—who would have

ever dreamed that up?”

In addition to the 1979 “remix,” the
revamped “Are You Ready for Love”
includes contemporary remixes by Ash-
ley Beedle, Linus Love, Freeform Five
and Mylo.

“This is one of those classic disco
songs that never got its true props,”
Beedle says. “The reason why it's
worked so well today is because there's
an absence of great songs. And Elton
has always crafted great songs.”

The track has also done amazingly
well at such British radio outlets as
BBC'’s Radio One and Radio Two, which
have fiercely championed it.

“I never thought I'd necessarily
play an Elton track out of the box
again,” notes Alex Jones-Donelly,
music policy editor of BBC’s Radio
One. “I'm definitely not looking to
play the current Elton songs, but this
was simply a moment.”

The main reason Radio One em-
braced the track, Jones-Donelly says,
was its strong foundation in the clubs.
“It has a great hook—it’s a really
euphoric moment for the summer. And
we're getting the right reaction from
the audience.”

The commercial success of the track
in the U.K. has been aided by its inclu-
sion ina TV ad for Sky Sports.

MacKillop says subscription-TV serv-
ice Sky wanted to use one of John's
songs for the upcoming soccer season.
Because “Are You Ready for Love” was
happening in the clubs, Twenty First
Artists suggested the song to Sky.

“Sky was smart,” MacKillop says.
“The song first happened in the clubs,
then broke into the mainstream via

this TV ad.”

A Sky representative close to the soc-
cer campaign says they wanted a good,
popular track for the campaign.

The ad, which Elton appears in, be-
gan airing two months ago on both
network and cable TV. So, MacKillop
adds, “while the mainstream was hear-
ing the song on TV, the kids were danc-
ing to it in the clubs of Ibiza [Spain).”

According to management, John
donated all his proceeds from the ad to
the Watford Football Club, of which he
is the honorary life president and a
former chairman.

While it is too early to tell if U.S. con-
sumers will embrace the track like
their British counterparts. Ultra’s
Moxey is hopeful.

“We're delivering the song to dance
and top 40 stations, as well as Elton’s
traditional format, AC,” Moxey explains.
“I'm also meeting with VH1, MTV and
Fuse about playing the video.”

Darren Davis, the regional VP of pro-
gramming in Detroit for Clear Chan-
nel who oversees AC outlet WNIC, has
already given “Are You Ready for Love”
a few spins at WNIC.

“We got some good reaction, sowe're
going to give it awhirl,” Davis says. And
because it definitely sounds like some-
thing from yesterday, Davis says the sta-
tion is telling listeners how the track
has been rediscovered in England.

“While we will definitely play it,”
Davis adds, “I'm not sure if it will be as
successful here in the U.S. as it has
been in the UK.”

Still, Moxey remains optimistic. “If
everyone with an open mind can get
into this track, it could be a hit here.”

Dub Pistols At The Ready For Dance Summit

England’s Dub Pistols are the lat-
est act to be confirmed for the 10th
annual Billboard Dance Music Sum-
mit Sept. 22-24 at the Union Square
Ballroom in New York.

Dub Pistols brain-

Joining Ashworth on this timely
panel is Rob DiStefano of Twisted
Records, Eddie Gordon of
DJintheMix.com, Jonathan White-
head of the Recording Industry Assn.

child/DJ/producer Barry
Ashworth will be the spe-
cial guest DJ at the sum-
mit’s special edition of
“De La Guarda,” the
must-see off-Broadway
production.

For this Sept. 23 per-
formance, Ashworth’s

intertwined with the
show’s already high-

Beat
qu,.,

turntable antics will be - By Michael Paoletta

mpaoletta@billboard.com

octane musical mix.

For those who have already
experienced “De La Guarda,”
expect this one-night-only affair to
be harder, better, faster and
stronger—as well as louder and
wetter.

Earlier in the day, Ashworth will
participate on the panel “The (Inter-
net) Revolution Will Be Televised.”

of America, Kevin Hedge of West
End Records and Kurosh Nasseri of
Nasseri Music Business Solutions.
The timing of all this activity could
not be better for Ashworth. The Dub
Pistols have a new album, “Six Mil-
lion Ways to Live,” arriving Oct. 7 on
Distinct’ive/K7 (which is handled by
Studio Distribution in the U.S.).

A marriage of rock, hip-hop, ska
and electronic, “Six Million Ways to
Live” includes contributions from
Terry Hall (the Specials, Fun Boy 3,
Colourfield), Horace Andy (Massive
Attack) and New York’s Sight Beyond
Light. The set’s lead single, the ska-
drenched “Problem Is” (featuring
Hall), spotlights sterling remixes by
John Creamer & Stephane K., Jon
Carter and Soul of Man.

For additional info on the
Dance Music Summit, visit
billboardevents.com.

PARTY PATROL: Also taking place
during the Billboard Dance Music
Summit is the 10’s Across the
Board party at Time Cafe.

Presented by promotion team
Soul Giants, the Sept. 23 soirée cele-
brates the 10th anniversaries of King
Street Sounds, Jeannie Hopper’s
weekly radio show Liquid Sound
Lounge on WBAI New York, XLR8R
magazine and the summit itself.

At press time, confirmed DJs
included Hopper and Kevin Hedge.

ASHWORTH: SPECIAL GUEST DI

SESAME STREET HUSTLE: To cele-
brate the 35th anniversary of the
first “Sesame Street” show, Ninja
Tune is releasing special disco mixes
of classic “Sesame Street” songs.
The limited-edition 12-inch sin-
gle, due Sept. 23, includes incredi-
bly rare remixes from late DJs
Larry Levan and Roy Thode—as
well as a recent re-edit by DJ Food.
With this package, the now-

classic, long-out-of-print Levan
and Thode mixes of “C Is for Cook-
ie” by Cookie Monster & the Girls
are yours for the purchasing.

DJ Food's edit of “Pinball Number
Count"—the original of which was
never released—includes original
backing vocals by the Pointer Sisters.

RUBBERNECKIN’ RERUB: In the
Sept. 6 issue, we mentioned Paul
Oakenfold’s remix of Elvis Pres-
ley’s “Rubberneckin’.” While Oak-
enfold's versions were reteased
Sept. 9, RCA has just approved
mixes by Jason Nevins, which
should be in stores soon.

UPDATE: Donna Summer’s
“You're So Beautiful” (Beat Box.
Billboard, Sept. 13) is one of three
new songs on “The Journey: The
Very Best of Donna Summer,” due
Sept. 30 from UTV/Mercury/UME.
The artist’s autobiography, “Ordi-
nary Girl: The Journey (Villard
Books/Random House), will be in
bookstores Oct. 14.
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1 | | LOUIE DEVITO Louie DeVito Presents: Ultra.Dance 04
36) 46| —| | CENTER OF THE SUN nermwen Conjure One S UirRa s
..: B 2 POWER P'CK @ 2 ’\ -:” x@?gﬂ%g./stARTISTS Verve//Remixed2
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1 Turbulent Waters

BY CHRIS MORRIS

sees in the company.

“They’re maintaining quarterly profitability in what's
obviously a very seasonal business,” Morrison savs. “In a bad
time, they’re still making money.

I like the fact that they're moving away from being a pure
distribution company, becoming less reliant on music and con-
centrating on doing more exclusive licensing, owning product
and moving more into the software and videogame area,” he
continues. “From a pure business standpoint, they've got a very
well-run distribution system. They have the ability to run a whole
lot more product through that, which they’re starting to do.’

Speaking on the vicissitudes of the home enter
tainment business in 2003, Navarre Corp. chair-
man/CEO Eric Paulson makes a remark that sounds
like a personal credo.

“I think turbulent waters present tremendous opportu-
nity—if you’re ready to swim,” he says. “You've just got to
dive in.

During Navarre's two-decade history, Paulson has always
dived in head-first.

After stints at National Tape Distributors, Transconti-
nental Music and Pickwick, Paulson founded his New
Hope, Minn.-based company in 1983 as a regionally based
music distributor.

Today, as it marks its 20th anniversary, Navarre is one of the
top U.S. distributors of computer software and a respected
leader among national music distribution firms. The compa-
ny has recently moved more deeply into the areas of personal
productivity software, videogames and DVDs.

In its most recent fiscal year, which ended March 31, NAS-
DAQ-traded Navarre posted net sales of nearly $360 million and
a gross profit of $45 million. Net sales for its software division,
Navarre Distributed Services (NDS), rose 16.3%, to $300.8 mil-
lion, while net sales for the music division, Navarre Entertain-
ment Media (NEM), climbed 22%, to $55.1 million.

Paulson notes, “I have seen technology drive our product lines
together, which was one of the things we had hoped for and which
was one of the original strategies in the original business plan
back in 1983. We believed that technology would converge the
computer industry and the music industry. And as it happened, we
could cross-pollinate our supply side with our suppliers—they would
handle more than one product—and our customers would certain-
ly acquire and merchandise more than one product.

“Whether that was a great strategy or a lucky guess is kind of irrel-
evant,” he adds. “The fact is, that's what’s happened, and that has
been the biggest change in the business. It had allowed us to take
our expertise and move it into various retail channels with var-
ious product lines.”

Clint Morrison, who follows Navarre as senior analyst at
the Piper Jaffray brokerage firm in Minneapoljs, likes what he

DIVERSIFYING IN SOFTWARE

Paulson says, “I think our company over the next few years can
grow very significantly. We're focusing our growth in videogames
and software. In software. we own the entertainment segment.
But vou know what? We only have a small percentage of market
share in personal finance, personal productivity software. and quite
frankly, that's the biggest portion of the business.

“Today, we're a Microsoft distributor, a McAfee distributor, an
Adobe distributor. All those huge lines have been added to
Navarre's arsenal within the last two years.

“As we begin to get our traction and gain market share in the
personal reference, personal finance and personal productivity side
of the husiness—which is frankly the largest side of the software

business—it presents tremendous opportunity for growth for our
company over the next three or four years,” he says.

Spreading the company’s software offerings has become a major
imperative.

Morrison says, “On the software side, they’re very heavily in PC

entertainment, and I think they're diversifving nicely and bringing

in more of the business productivity product.”

In addition to Microsoft and Adobe, Navarre has also established
relationships with Symantec, Roxio, Network Associates and 321 Stu-
dios, NDS senior VP/GM Brian Burke says.

“We’ve shifted our focus a little bit. \Ve maintain our market share
in entertainment. We distribute about 85% to 90% of the entertain-
ment products going into retail,” Burke says. “But we’ve added a lot of

(Continued on page N-14)
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BILLBOARD SEPTEMBER 20, 2003 www.billboard.com

www americanradiohistorv com

N-1


www.americanradiohistory.com

Celebrating 20 Years of Commitment
to Our Employees, Customers & Suppliers
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We've huilt our success on offering a broad range of services
to all of our business partners
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Marketing and Creative
Manufacturing
National Sales and Customer Service

Thanks for being a part of our history and our future!
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Special Report

‘We've Got To Develop Critical Mass’

Paulson Discusses Importance Of Owning Content, Navarre’s Five-Year Plan

BY MATTHEW BENZ

On Sept. 19, several hundred employees and friends of
Navarre will gather at Minneapolis’ Metropolitan Ballroom
to celebrate the 20 years that have passed since company
founder and chairman/CEQ Eric Paulson, in his words,
“walked into a warehouse with nothing to sell and no one
to sell it to.”

Since then, New Hope, Minn.-based Navarre has become
a $359.4-million, publicly traded distributor of music,
video and software. Last year, it purchased Encore Soft-
ware, the first of what Paulson says will be other forays
into owning content, including music.

Paulson acknowledges making mistakes along the way,
most notably his decision to sell Navarre to Live Enter-
tainment in 1990. He bought part of the company back one
year later.

“We’ve had the distinct pleasure of starting this compa-
ny twice,” he jokes.

Paulson then took Navarre public in 1993. And
while initial forays into online radio and distri-
bution fizzled, he is confident that those attempts
laid the groundwork for new digital initiatives
Navarre will soon launch.

Twenty years on, Paulson believes more in per-
spiration than inspiration.

“Most entrepreneurs like to tell you about how
they had really planned the thing out methodi-
cally and they had always been an entrepreneur,”
he says. “A lot of that is nonsense. Something
happens in your life that shows you an opportu-
nity and forces you to make a decision.”

Most party-goers would likely agree that Paul-
son made a good one.

What was your initial vision for Navarre?

In 1979, the music industry took a horrible
downturn in revenue, as it finally came to com-
pete with other high-tech items.

VHS had just come on the scene, as had
videogames. Cable television was spreading like
wildfire. And it was all competing for the leisure-
time consumer dollar that previously was devot-
ed primarily to the music industry. The CD was-
n't out; we were still in cassettes and vinyl.

All of these major distribution companies—I [
think there were six then—had grown their busi- |
nesses and become large corporations in the early g
"70s. And as the business declined, they found
themselves with tremendous fixed overhead that
they couldn’t unwind.

So the only way to maintain some sort of prof-
itability was [to] rob the coffers of the inde-
pendent segment of the business by buying
either the distributions rights or the labels
themselves.

When American Can had us close the inde-
pendent distribution segment of Pickwick [where Paulson
was senior VP/GM of its distribution operations], [ saw an
opportunity to compete with the major labels on an inde-
pendent basis. [ resigned and started working on a busi-
ness plan for a company that would start out as a region-
al music and computer-software distributor.

The original business plan was to establish Navarre in
the consumer-software business and the music business,
because we believed that somewhere down the road, tech-
nology was going to converge in those industries.

What is Navarre today? What will it look like in
five years?

Our makeup will be significantly different, because there
will be a certain percentage involved in owning and man-
aging content.

You have seen us move in that direction with the acqui-
sition of Encore Software in 2002. There are other things
we have done that we haven't yet announced, including
purchasing some catalogs of recording artists.

You will continue to see us raove into the growth area of
independent distribution. As an industry, we are becom-
ing proactive, and within the next 18 to 24 months we're
going to have all of this digital confusion solved to a cer-
tain extent.

Currently, investing in the distribution of independent
labels is a great place to be putting your money. And we
have publicly stated that we are looking to consolidate
independent distribution in the United States, and we are
hard at work on that.

We have told the market that we're going to grow organ-
ically from 5% to 10%), and 14% to 25% organically from
a net-income standpoint.

The real growth in this business, however, is going to

e

PAULSON: 'LIFE SHOWS YOU AN OPPORTUNITY'

“I'm very bullish on
our industry. I think
it’s a great place to
be putting your money
and build your
business.”

come from acquisitions. And it will be focused in the area
of independent music distribution, because for independ-
ent distribution to be successful in the future, we've got
to grow our economies of scale.

We've got to develop critical mass, and [ don't think any
of us doing $50 million-$100 million is critical mass.
You've got to be doing $200 million to $500 million in
independent distribution to have critical mass.

When will Navarre reach that point?

In five years. we will certainly be at critical mass in inde-
pendent distribution with music and video. We'll own some
of the content we distribute, both in music and video and
in videogames and software.

We will continue to build Encore, and we're going to
build our DVD catalog, both music video and feature-
length and specialty video. That catalog is growing very
rapidly right now, and we've just been growing it very qui-
etly. It's not huge [about $8 million annually],
| but the margins are significant. So our goal is to
| grow the volume and the margins, both organi-
| cally and through acquisitions.
| We will be an entertainment publisher and dis-
| tributor on a global basis within the next five
years. We're already in Canada and in 14 different
countries with Encore. So, in essence, we're a
global company now.

Why is owning content so important?

[t allows you to better participate in the digital
side of the business. The business is going to be
multi-faceted. Digital products and physical prod-
ucts are going to live in harmony and will co-pro-
mote each other.

From a physical standpoint, you will find an
array of configurations and price points that meet
the needs of the consumer—which we got away
from.

Today, we meet a single consumer need—the
high-price point full-length album. On the digi-
tal side of the business, you're already starting to
see a multitude of configurations and price
points. You've got a guy out there at 49-cent dig-
ital downloads, you've got 99-cent digital down-
loads, you've got subscription agreements, you've
got albums you can buy from $10 to $19. The dig-
ital world is providing an array of choices for the
| consumer.

I'm very bullish on our industry. [ think it's a
great place to be putting your money and build
your business. [ want to participate in all facets
of our business.

We have the digital-distribution rights of most
of our labels we distribute. We have it on a nonex-
clusive basis, but today we’ve licensed to Press-
play, to Liquid Audio. We were one of the people
that attended and are working with Apple right
now, although we haven’t licensed anything to them yet.

We're going to be out this fall with a direct-to-consumer
campaign on a product we're designing for both direct-to-
consumer and for retail. We're going to co-promote it
through direct-to-consumer advertising—ordering
through an 800-number or Web site—or through tradi-
tional retail, where you can walk into anv retail store in
the country and buy it.

Is Navarre gaining the exposure you want on Wall
Street?

We have retail coverage from Piper Jaffray, but it’s
very difficult in today’'s environment when you're a
microcap stock to get the attention of analysts. The vast
majority of microcap stocks have no coverage at all.

(Continued on page N-10)
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Special Report mumway

Employees, Technology Backbone Of Good Business

BY MATTHEW BENZ

How does Navarre stay on top of all the independent
labels it distributes through its Navarre Entertainment
Media (NEM) division, as well as the major-label music,
video and software it handles through Navarre Distribu-
tion Services (NDS)?

Quite simply: with 373 emplovees.

But that’s not an excessive head count for the volume of
Navarre’s business. Indeed, chairman/CEO LEvic Paulson
runs a tight ship. And Navarre’s revenue-to-employee ratio
is a statistic of which he is eminently proud. With sales in
the fiscal year (which ended March 31) of $359.4 million, it
__works out to $963,000

I per staffer.

! “That includes En-
§ core,” Paulson is quick
i to add. Excluding the
52 people who work at
8 the Gardena, Calif.,
software firm Navarre
acquired last year, the
§ ratio jJumps to $1.12
million per employee.

Executives at Navarre
and at the independent
labels it distributes say
Navarre can run lean
because its people are
well-deploved and expe-
rienced. and the distri-
bution system it has
huilt makes good use of
technology.

In addition, label executives value Navarre for the fact
that it has maintained financial stability through a rocky
period for the entire music industry, particularly the inde-
pendent-distribution sector.

“As an independent, I can’t worry about anyone going
out of business on me,” savs Mike Catain, CEO of Liquid
8 Records and Entertainment, which NEM distributes.

Being headquartered in New Hope, Minn., also helps.

‘You're able to straddle the coasts,” savs Jim Colson,
NEM VP of business affairs. Minneapolis-St. Paul Inter-
national Airport is 22 miles away, and most of the coun-
try is no more than a three-hour plane ride from there.

Colson is based in Southern California. e joined in
early 2002 from now-defunct indie distributor DNA, where
he had been VP/GM.

Colson says that being in the Minneapolis area has also
helped foster good relations with the major retailers, most
notablv Best Buyv and Target, who are based there.

For the sake of efficiency, NEM senior VP/GM Steve
Pritchitt does not have a national sales head. Instead, Ed
Maxim handles West Coast sales, while Vyto Lazauskas
oversees the East Coast. All field staffers have high-speed
Internet connections.

“This is a big country.” says Pritchitt, a UK. native who
assumed his post in 2001, when Navarre divided itself into
NEM and NDS.

“I take a lot of heat from Billboard for alwavs restruc-
turing,” Paulson adds. “But vou know what? If vou're
not restructuring, vou’re the same old company vou
were hefore.

Paulson savs he revamped to offer lahels a broader range
of services.

“That includes helping them finance their businesses. It
includes hooking them into our system so that they
hecome our partners. and they can see what’s heing sold,
who it's being sold to and what's coming back. It includes
allowing them access to our [Nielsen] VideoScan and our
SoundScan information.”

Navarre's specialty is the value-added,” savs Brian
Burke, senior VP/GM of NDS, which distributes major-
label music. along with video, software and videogames.
He cites the holiday promotions NDS helps mount and its

PRITCHITT: CONSTANTLY REVAMPING

ability to manage inventories on behalf of accounts.

“The big challenge is that our software and DVD busi-
ness is growing so much,” Burke says. “It’s a double-edged
sword, because people are reducing their music invento-
ry to make way for DVD.”

That, coupled with the downturn in music sales. means
that audio products, which five or 10 years ago would
have accounted for around 30% of NDS' sales, today com-
prise 20%.

Adding new labels became a priority when
Pritchitt assumed his current job at NIEM, he says,
because its lineup was dominated for a long time by
American Gramaphone.

“I like to have my hand
held and be kissed at
the end of the night,
so to speak, and they

do that for me.”

—MIKE CATAIN, LIQUID 8 RECORDS AND ENTERTAINMENT

“Now we have a pretty hroad label roster,” he says.
Five of the labels NEEM distributes do more than $5 mil-
lion in annual sales, Pritchitt notes, and 15 do $2 mil-
lion or more.

Besides distribution. NEM markets other services to
those labels. “We're much more involved than in the clas-
sic sales-and-distribution sense.” Pritchitt says—a fact
that he is proud of hut, he notes. (does not necessarily
make Navarre unique. “The big five, their distribution

arms now call themselves ‘marketing firms.””

Today, for example, NEM can offer Navarre VP of
marketing Joyce Fleck to assist in media buying. It can
also assist in such areas as lifestvle marketing. Inter-
net marketing and radio promotion (functions that
NEM outsources).

As evidence that NEM’s approach is working, Pritchitt
notes that returns have declined some five percentage
points in the past two years.

“The whole focus has kind of shifted from selling to sell-
through,” Pritchitt says. “Returns hurt everybody.”

According to executives at some of the independ-
ent labels NEM distributes, the system works.

Liquid 8's Catain,
who is based in Minn-
eapolis. has watched
Navarre evolve. “They're
seeing other labels
come on hoard now,”
Catain says, “and I think |
that’s because of the
people they have.”

Navarre 1s in a
good place now, be-
cause it assembled a
strong team, bol-
stered with additions
in recent years from !
RED and DNA. Catain |
savs. “They were not,
[in a good place] in
my opinion, a couple
vears ago.”

Since shifting dis-
tribution late last year from BMG to NEM, Catain savs Lig-
uid 8 has been getting move personalized service. “I like to
have my hand held and be kissed at the end of the night,
$0 to speak, and they do that for me,” he says.

(Continued on page N-18)
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Navarre Corp.

7400 49th Ave. N.

New Hope, Minn. 55428
Phone: 763-535-8333
Fax: 763-533-2156

Web site: navarre.com

Founded: 1983

Divisions: Navarre Distribution Services, Navarre
Entertainment Media, Encore Software

Executives:

Eric Paulson, chairman/CEO

Charles E. Cheney, vice chairman

Jim Gilbertson, VP/CFO

Brian Burke, senior VP/GM, Navarre Distribution
Services

Steve Pritchitt, senior VP/GM, Navarre Entertain-
ment Media

Michael Bell, CEO, Encore Software

Employees: 373

Navarre At A Glance:
Three Divisions, 373 Workers

Fiscal year: April 1-March 31

Fiscal 2003 sales and earnings: $359.38 million;
$4.32 million, or 20 cents per share

Stock symbol: NAVR (Nasdaq National Market)
Shares outstanding: 21.62 million

Share price: $2.28**

Market capitalization: $49.3 million**

52-week high/low: $2.79/$.97+*

Sources: Navarre.com, U.S. Securities and
Exchange Commussion filings

**as of Sept. 2
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MAKINE GREAT MUSIC TOGETHER

DREAMCATCHER RECORD 3

CONGRATULATES NAVARRE
ON 20 YEARS OF SUCCESS

< P i, T
: e o i -
S o

DREAMCATCHER PRESIDENT/CEC JIM MAZIA PRESENTING NAVARRE
PRESIDENT/CED ERIC PAULSON WITH NAVARRE'S FIRST PLATINUM RECORD

INCLUDING THE BRAND NEW RELEASE FROM DREAMUATCHER AND NAVARRE:

FEATURING THE NEW SINGLE:
"HANDPRINTS ON THE WALL"

o vnovee: N 1) THE DUETS
L P -
e i "UNDERCOVER"
WITH DOLLY PARTON
&

"OWE THEM MORE THAN THAT"
WITH TIM MCGRAW

IN GTORES SEPTEMBER 2dRD

DREAMCALZR
29710 POSTON AVENUE = NASHVILLE, TENNESSEE=37203=615.323.2309= WWW . DREAMCATCHERENTER.COM (l"‘scogosc’:TCHE |
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Eric Paulson

Chairman/CEO

The founder of Navarre, Eric Paul-
son has been chairman/CEO since its
inception in 1983. Throughout that
time he has served as a director,
including during the Live Enter-
tainment acquisition in 1990. Prior
to founding Navarre, he was senior

SpeCIleepOﬂ NAVARRBE
Of The Navarre Organization

o

¥

W

PAULSON

Brian Burke i Margot McManus L_'_._'
Navarre Distribution Services sen- VP of human resources P
ior VP/GM Margot McManus has been VP of

Brian Burke has been senior
VP/GM of Navarre Distribution Ser-
vices since 2001. Previously, he served
as VP/GM of the company’'s Comput-
er Products Division, at which he held
a series of positions of increasing

BURKE

human resources since 2000. She
has also served as director of human
resources since joining the compa-
ny in 1995, bringing with her 15
years of human resources and busi-
ness experience. Prior to joining

McMANUS

VP/GM of Pickwick Distribution Com-
panies, a distributor of records and tapes.

Charles E. Cheney

Vice chairman

Charles Cheney, a director since
1991, became vice chairman in
1999. Prior to joining Navarre, he
was employed by Control Data
Corp. in various financial capaci-
ties. including controller of Con-
trol Data Commerce Internation-
al. He is also a certified public
accountant.

responsibility since joining the com-

pany in 1995. Before Navarre, Burke held various marketing,
sales and account manager positions with Imtron and Blue
Cross/Blue Shield of Minnesota.

Kathleen Conlin

VP, corporate controller

Since 1995, Kathleen Conlin has
been VP, corporate controller. She
has served in a series of positions of
increasing responsibility since join-
ing the company in 1984.

Joyce Fleck

Navarre, she served as director of

human resources for Access Management, a technology com-
pany and director of human resources and training for Con-
pal Restaurant Corp.

John Turner

Senior VP of operations

Since 1995, John Turner has been
VP of operations. Previously, he was
senior director of distribution for
Nordic Track in Chaska, Minn. (1993
to 1995). Prior to that, he held var-
ious positions in logistics in the U.S.
and the U.K.

Jim Gilbertson

VP/CFO

Since 2001, Jim Gilbertson has
been VP/CFO. Before joining Na-
varre, he held positions of co-pres-
ident, COO and CFO at Intelefilm,
formerly Children’s Broadcasting
Corp. Prior to that, he served as
CFO for Parker Communications in
Minneapolis.

GILBERTSON

VP of marketing

Joyce Fleck has been VP of mar-
keting since 2000. She has also '
served as director of marketing since
she joined the company in 1999.
Prior to Navarre, she held divisional
marketing and merchandising posi-
tions at the Musicland Group (1986
to 1997) and senior buying positions
at Grow Biz International (1997 to
1999).

HITTING THE STREET AND
MOVING THE MUSIC...

R

TO THE NAVARRE FAMILY

A F 7 P %, 2 >
HOT EBrnsicc1simns

ON YOUR

- e

from

THE VP RECORDS FAMILY

Michael Bell

Encore CEO

Michael Bell has been Encore
CEO since co-founding it in 1994.
He retained this title even after
Encore became a majority-owned
subsidiary of Navarre in 2002. Bell
has held positions with NEC and
Paramount, where he built Para-
mount Interactive and the successful
CD-ROM launches of Richard Scarry stories and “Star Trek:
Deep Space Nine.”

Steve Pritchitt

Navarre Entertainment Media sen-
ior VP/GM

Steve Pritchitt has been senior
VP/GM of Navarre Entertainment
Media since 2001. He came to the
company from eSplice, where he
had served as VP of content acquisi-
tion. His career has included roles
in international marketing, sales,
product management and publishing with several major
labels, such as Atlantic Records, PolyGram Records, CBS
Records International and CBS Records U.K.

|"' .
PRITCHITT

James Colson

Navarre Entertainment Media VP
of business affairs

In 2001, James Colson joined the
company as VP of business affairs for
Navarre Entertainment Media.
Before Navarre, he was GM of Valley
Media Inc.’s profitable independent
music distribution division, DNA
(1997 to 2001). From 1999 to 2001,
he also assumed the title of VP of independent distribution for
Valley Media. He was that company’s controller from 1995 to
1997. Prior to joining Valley Media. Colson held senior finance
and accounting management positions with a number of com-
panies in the retail, service and nonprofit industries. He is also
a certified public accountant.

Cary Deacon

Corporate relations officer

Cary Deacon has been corporate
relations officer since 2002. Prior to
joining Navarre, he served as presi-
dent/COO of SkyMall Inc. and as pres-
ident of ValueVision International.

Source: Navarre.com
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Navarre’s Three Divisions Have It Covered

Navarre is a leading distributor of propriety and
non-propriety home entertainment PC software,
music and DVDs. Customers include national and
regional retailers-—mass merchants, specialty
stores, wholesalers and e-tailers. Its business-to-
business Web site, navarre.com, provides product
fulfillment to both traditional and online retail
ers. Following is a list of the company’s divisions:

NAVARRE DISTRIBUTION SERVICES
Navarre Distribution Services (NDS) distributes
non-proprietary PC software, major-label music

IN/ANVATRIR=

and DVDs. NDS provides a variety of value-added
services to its vendors and customer base. These
services include customer-specific ticketing, pack-
aging and bundling. Its vendor-managed invento-
ry offers customers individual item tracking,
which provides retailers with sales-trend infor-
mation maximizing each item'’s sales performance.

During the past five years, computer software

product sales for NDS have grown substantially.
At the end of 2000, PC Data reported that its dis:
tributed market share was 10.3%. Its distribution
share by category was 58% in entertainment soft-
ware, 25% in personal productivity, 21% in refer-
ence and 35% in the education category.

NAVARRE ENTERTAINMENT MEDIA

Answering the needs of artists, Navarre Enter-
tainment Media (NEM) provides the personalized
attention and creative freedom artists need to get
their music to the market. NEM also helps studios
release product into the DVD market.

The division’s customer base includes all nation-
al music retailers, national and regional one-stop
wholesalers and one-stops.

NEM ensures that artists, labels, studios and
publishers get the proper development and mar-
keting and have access to major music and spe-
cialty entertainment retailers, national and region-
al wholesale clubs and office superstores. Its goal
is to maximize the sales potential of each release.

Through the years, Navarre has distributed
product from a wide array of musical genres.
Today, that roster includes contemporary instru-
mental, dance, country, gospel, pop and seasonal
product. Its video catalog is home to an extensive
range of action, drama and special-interest titles

that appeal to just about any retail customer.

ENCORE

In 2002, Encore—a leading interactive publisher
of videogames and PC CD-ROMs—became a major-
ity-owned subsidiary of Navarre. Last year, the com-
pany shipped “Circus Maximus.” Future releases
include such highly anticipated next-gen console
games as “Phantom Crash,” “Dragon’s Lair 3D” and
“Daredevil.” Encore also offers a large selection of
titles from such internationally recognized proper-
ties as “Sesame Street,” “Dragon Tales,” National

™
A NAVARR= CORPORATION COMPANY

Geographic and Kaplan. These products are sold in
more than 35,000 stores nationwide and throughout
major international markets. Encore, which con-
tinues to operate as an independent publishing enti-
ty headquartered in Los Angeles, was co-founded in
1994 by CEO Michael Bell.

Source: Navarre.com

Happy
20th Birthday

Navarre!

NAVARRE

HerE's A TRIBUTE TO YOU!

AARON HAGEBAK
AMY WENTWORTH
ANNA-MARIE GANJE
BARB MINER
BoeBY BLAND
CAROL NACHAZEL
CEDAR BURNETT
CHuUCK CHENEY
Coby BREULER
DANI GALLAGHER
DaAvID MILLER
DAVID WOMACK
DEAN MIKKELSON
DESIREE MAHONEY
DEWITT BARKER
DYLAN MAGIEREK
ED MAXIN

ERIC PAULSON
HELEN AVERBACH
GLENN NAPLES
GRADY GARMAN
IAN LOooMIS
JAMIE LURTZ
JEAN JORGENSEN
JiLL PHILLIPS

JIiLL WATSON

Jim CoLsoN

JiMm GILBERTSON
Jim MAXWELL
Jobl STock

JOE COURTNEY
JOYCE FLECK
KAREN PASET
KATHY CONLIN
KERRY TIMMANDER
KEVIN BRADSHAW
KRISTEN RAINEY
LiSA HOLTMEIER
MICHAEL MEYER
MICHAEL NEUSTADT
MICHELLE UHER
MikE CORNETTE
NANCY WEISS

PAT BLAKE

PETER PIASECKI
RICK LAWLER

RICK MILLER
RODNEY METOYER
ScotrT CAMERON
SHANNON BARLAND
SHAWN WELLS
STEVE PRITCHITT
SUSAN TIMMERMAN
TERESA SULLIVAN
TODD REKOWSKI
Tommi Diaz

TonNI SWANN-PARDIGNO

TONY TARLETON
VYTO LAZAUSKAS

CGCIVIHE RECORDS

WORKING WITH NAVARRE FOR OVER 18 YEARS
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Congratulations

to Eric Paulson and Navarre

on your 2 O t h annNIvVersary.

Here's to the many
years of success
yet to come.
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Bowne is proud to
be a part of the
Navarre team

BOWNE

EMPOWERING YOUR INFORMATION:

TYPESETTING - PRINTING - EDGAR/SEDAR SERVICES
SECURITIES AND COMPLIANCE RESOURCES - TRANSLATION

TRADITIONAL AND ELECTRONIC FULFILLMENT

©2003 BOWNE & CO., INC www.bowne.com

Special Repori mssss—s

Giving Back

Navarre supports the communities around its New Hope,
Minn., headquarters by sponsoring and supporting the fol-
lowing organizations:

Madelyn’s 2003 PaceMaker 5000 is an annual five kilo-
meter walk/run event that raises funds and awareness for
Children’s Hospitals and Clinics, which serves the Min-
neapolis/St. Paul metropolitan area. All net proceeds from the
event are donated to the hospital. The event also celebrates the
work of the hospital’s doctors, nurses and support staff in
improving the lives of children. This vear’s race is scheduled
to take place June 26, 2004.

Greater Minneapolis Crisis Nursery aims to prevent child
abuse and neglect by providing support to parents in crisis.

Mission Inc. provides shelter and support for battered
women and their children.

Milkweed Editions is an award-winning, nonprofit literary
publisher of high-quality books that focus on cultural diver-
sity, environmental responsibility, well-crafted poetry and
quality literature for adults and middle-school-age children.

Community Education Assistance Program (CEAP) is a
community-based, nonprofit agency that collaborates with
other agencies and organizations to assist people in need.

Tree House serves adolescents who have difficulties at home,
school or in the community. Youths are referred by school coun-
selors, courts, probation officers, churches, friends or family.

Source: Navarre.com

Eric Paulson

Continued from page N-3

In the last vear, we have been successful in getting ana-
lyst coverage from a retail standpoint, and we're working
at it from an institutional standpoint. But 'm hesitant to
give anyone a time frame. It’s the proverbial struggle of a
microcap company trying to get attention.

Once vou cross a half billion dollars in annual sales,
that gives vou a different level of consideration from the
investment community; they consider that critical mass
for a company in our business. That’s the direction we're
heading in.

Is all the bad news coming out of the music industry
hindering your efforts to gain Wall Street’s attention?

We've done a lot of presentations. we’ve met with a lot
of institutional analysts; I would tell you that people do
not look at investment in the music industry right now as
a negative—they look at it as a positive.

Like me, many people believe that the industry is in tran-
sition and that it has the potential to be healthier than it
has ever been. We believe that the consolidation of the
independent music sector is the direction we should be
heading in, because we think there’s a big future there, and
now is a great time to be doing it.

What did you learn from your investments in the now-
shuttered NetRadio and digital-distribution platform
eSplice?

If you and [ were business partners and it was 1995. and
we were a growing, profitable company—which we were—
and the biggest difficulty in the music side of our business
was getting radio airplay, and the Internet provided a huge

(Continued on page N-19)

Congratulations

to

Navarre

on your

20th anniversary

from everyone at

One Little Indian Records

London: 34 Trinity Crescent, London,
England SW17 7AE
+ 44 208 772 7600

New York: 67 East 11th Street # 517
New York 10003 NY USA
212 979 9392

www.indian.co.uk

*' Happy 207

Anniversary Navarre

. [ 4
B Corporation
1
1 WS | Bolero Records wishes to congratulate Navarre Corp.
SR g P
R on 20 years of excellence. We wish you decades of
ITEE= N y y
A continued success.
A 5 U
" “Thank you for believing in my music.”
e Armik
“We're proud to be a part of Navarre Corp.”
Bolero Records
PO THED

Bolero Records
18653 Ventura Blvd. Suite 314,

Tarzana, CA 91356
Tel: 818-888-1059 « Fax: 818-884-0395
www.Bolero-Records.com
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HERE'STO TWENTY MORE YEARS FROM YOUR FRIENDS AT |

Music
Marketing

CONGRATULATIONS NAVARRE!

On your 20th year anniversary.
Here’s to another 20 years of stelliar distribution.

INZWVNTRIR=

THSIS

"L
X p
{ -.
§ {F8
. " KEOKICLASH This is ‘80s Hair Metal
OH, YEAH! THE MOST EXTENSIVE COMPILATION
HE'sS BACK! THE DNE, THE ONLY...SUPERSTAR —— OF SUNSET STRIP-ERA METAL BANDS 7O EVER
HIT THE MARKET! THIS 3 DISC SET FEATURES

DJd KEDOKiI! KEOKICLASH ROCKS THE BEST OF

SEVERE, BEAT DENSE EURODANCE WITH TRACKS POISON, WARRANT, LYNGH MOB, CINDERELLA,

E,ITS;Eé'l':TEDNAA:'g'UMSUCRAET,' CHicks ON SPEED, QuieT R1OT, GREAT WHITE, NIGHT RANGER, L.
2 A. GuNs, FASTER PUSSYCAT AND MORE!
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Special Report

Growth Still A Key Theme After Banner Year

BY TRUDI M. ROSENBLUM

Navarre Entertainment Media is having a banner year. Sales
were up 22% for the fiscal year ended March 31 and contin-
ue to be strong this year, says senior VP/GM Steve Pritchitt.
On Oct. 14, the company will release 200 titles (including
reissues), the largest number of releases on a single day in
NEM’s history.

Pritchitt attributes this success to the major changes in
NEM'’s organizational structure since he came on board 21/2

years ago.

¢ CLEOPATRA

Since then, instead of a single national sales director, the
company put in place two sales directors: Vyto Lazauskas for
the East Coast and Ed Maxim for the West Coast. There are
eight national account managers, spread throughout the
country, who report to either Lazauskas or Maxim: Michael
Neustadt in Boston, Jill Phillips in Chicago, Tommy Dias in
Los Angeles, Joe Courtney in Dallas, Kevin Bradshaw in Flori-
da, David Womack in Atlanta, Scott Cameron in Minneapolis
and DeWitt Barker in San Francisco.

Peter Piasecki in Toronto handles the Canadian territory.
Cedar Burnitt in Minneapolis is in charge of telephone sales.
Most of the national account managers have field sales and
marketing reps who report to them. Altogether, there are 24

people on the sales staff.

“It’s an unusual structure because we divided the country
up by region, instead of having one single head of sales,”
Pritchitt says. “Ed and Vyto are both senior salespeople who
have great relationships with their accounts. And this struc-
ture gives us the opportunity to get them in front of senior
account management more frequently. They can also be
more responsive to the needs of our labels and talk about
macro-level account issues with the labels. It doesn’t all fall
on one person.”

Another change to
come, Pritchitt adds, is
that the warehouse will
be fully automated by
April 1.

NEM has also greatly
expanded and strength-
ened its label roster
during the past two
years, Pritchitt says.

“In the last couple of
years, we have focused
our attention on the
urban and hip-hop gen-
res, dance music and
rock. The majority of
our business is now those three styles of music. The first big
signing was with the Cleopatra label,” he says. “Then when
Valley Media went bankrupt, taking DNA with it, we hired
Rick Lawler and Jim Colson from DNA, and they enabled us
to pick up a lot of great labels. That w<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>