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HOT SPOTS

11 Bank On It

50 Cent protégé Lloyd Banks
burns up the charts with “On
Fire,” the lead single from his
G-Unit/Interscope solo set.

32 Waylon Gains

Waylon Payne promotes his
upcoming album, “The Drifter,”
with roles in a DKNY video
and a Johnny Cash biopic.

66 Ritmo Rocks
Ritmo Latino’s David Massry
discusses the strategy for his

market-leading Latin music
chain inThe Last Word.
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His Marc

Debate
Latin Star Anthony

Overnight Radio Play
For Sale To Labels

Offers Fans His First

Spanish Pop Album

BY BRIAN GARRITY

Controversy surrounding
overnight airplay at radio is
nothing new for the
recording industry. But the
current flap over tracks plaved
late at night in label-sponsored
“spin programs” presents a new
twist on past grievances.

Just a few vears ago, labels were
complaining bitterly that radio
programmers were relegating
new singles to the overnight
hours. Now many labels are
shelling out thousands of dollars
per week to have songs playved
between midnight and 6 a.m.

As first tipped on hillboard.biz
and in Billboard sister publica-
tion Airplay Monitor’s June 11
issue, a growing number of
labels are purchasing overnight

advertising time at

small- to medium-sized

radio chains and using

! % the time for repeated
</ play of singles in their
entiretv—sometimes hun-

BY LEILA COB:!

It is 3 tim¢ of change for Marc
Anthorw:.

Last year hefchanged management
by signing with Tommy Mottola after
a longstandihg association with
Bigram ZayasjAnthony’s brother.

Last month, he changed his tour
dates. Criginklly slated to kick off in
June, the outing has been resched-
uled for Novgmber.

Last week, he reportedly married Jen-
nifer Lopez.

But perhaps most important to his
fans is kis change in musical style.

After years pf alternating between salsa
albums ‘n Spanish and pop albums in Eng-
lish, on June § Anthony released “Amar Sin
Mentiras,” higfirst pop album in Spanish.

Sony Disco released and is promoting
the album, altHough Columbia—Anthony’s
label for nis Eriglish material—will assist in
mainstream mjaket:ng.

| (Continued on page 64)

dreds of times in a given week.
These spin programs, or
“spot buys,” have emerged in
the past year as increasingly
popular tools for labels looking
(Continued on page 65)

Female DVD Buyers
\\Take Over The Remote g,

BY JILL KIPNIS ,
P

"
LLOS ANGELES —The 7-vear-old DVD format has reached
another milestane.

DVD marketing canmpaigns no laonger focus on the tech-
nologv-savvy ma.es who fueled the forma:’s rapid ascent
in its infancy. During the past vea~. females have emerged
as a significant sales drive~—and as marketing targets.

“Women a-e now involved in about 50% of [DVD]
purchases,” savs Sean Wargo, analyst for Arlington,
(Contirued on page 64)
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To build business, you have to meet the right people.
And no one brings you more music zus ness people than

Midem — the world’s definitive mrusi: - arket.

Sign-up today to meet, work and leam with 9,000 music
professionals from 94 countries a onz with the key actors
from the technology, mobile, music & images and live

music sectors.

Get smart, get close and get ahezd &t tha music market

that makes a difference.

January 23-27, 2065 « MidemNet

idem

orld's music market — 39th edition Vesdes

g 1

Register now to start networking
Save Lp to 20%™ on your regular participation fee
by booking -ight now at www.midem.com. All prices,

includ ng stands, are frozen at 2003 levels.

Alternatively, contact Jane Rodriguez or Bill Craig
tel: +1 212 370 7470

email: midemusa@reedmider.com

* valid for all ‘participant withcut stand’ book ngs
made defore 2 Novermber 2004,

« Reed MIDEM

A member of Reed Exhibitions

[Music & Technolaogy Fo-um] Jan. 22

Palais des Feszivals, Cannes, France » www.midem.com
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Top of the News

5 Nobody in Particular Presents
has settled its suit against Clear
Channel, but three other concert-
related cases are pending against
the industry giant.

6 Studios argue over next-
generation high-definition DVD
standards at the DVD Lucky 7
confab.

Music

11 The Beat: The Matrix puts
singers Katie Perry and ADD in
the spotlight on its self-titled
Columbia set.

12 Classical Score: Morocco’s
Fes Festival of World Sacred
Music presents artists within that
genre from around the globe.
12 In The Spirit: Tye Tribbett
makes “mud” music on his
Columbia debut, “Life.”

13 Movies & Music: The 2004
Los Angeles Film Festival raises its
musical profile by choosing Neil
Young as its artist in residence.

21 Touring: Agents, managers

TYETRIBBETT

and artists are questioning facility
fees for club bookings.

23 R&B: Fonzworth Bentley
hits the road to raise Courvoisi-
er’s brand awareness.

25 B2ats & Rhymes: The
Billboard/AURN R&B/Hip-Hop
Awards honor KRS-Cne with the
R&B Founders Award.

27 Latin Notas: Univision
Music ‘3roup again holds nine of
the tor 10 positions on the Bill-
board Top Latin Albums chart.

30 B-at Box: The best electronic/
dance album category will debut
at the 47th Grammy Awards.

32 Country: Waylon Payne’s
roles on the big and small screens
will lik2ly grab attention for his
album “The Drifter.”

QUOTE OF THE WEEK

@ The American culture cares that when you
have to face a traffic jam, does the music get

you to work well?

JENNIFER WARNES
Page 44

Athens Olympics inspire a slate
of Olympics- and Greek-themed
DVDs.

Global

45 C(anadian MC Kyprios bows
on Sony Music Canada with the
album “Say Something . . "

47 Global Pulse: Neil andTim
Finn reunite after eight years for a
Nettwerk album, “Everyone Is Here.”

Programming

51 Tuned In: Radio: Sens.
John McCain and Patrick Leahy
present the bipartisan Low Power

44 Words & Music: American Radio Act.

Film Institute presents “AFI's 100

Years . .. 100 Songs: America’s Features
Greatest Music in the Movies.” 22 Boxscore
44 Studio Monitor: NARAS 35 Billboard Picks
educates consumers and profes- 42 The Billboard BackBeat
sionals at the Grammy Surround 42 E‘ tive Turntabl
Music Alliance. Xecutiverurntabie
46 Hits of the World
Retail 49 Classifieds
37 World Music Network has 53 Charts
brought global music to the 53 Chart Beat
masses for 10 years with its 53 Market Watch
Rough Guide anthologies.
66 The Last Word

38 The Indies: Sin City Market-
ing and Artist Management
launches its own label.

39 Retail Track: Handleman
reports positive 2004 financials.

40 Home Video: The 2004
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Hugh Jackman
hosts and wins
at this year’s
Tony Awards

6

California
State Sen.
Kevin Murray
holds hearings
on two music
biz bills

Promoters Prep For
More CC Court Cases

Fallout From NIPP/Clear Channel Suit Unclear

385,000 Rock Lisbon
At Six-Day Festival

BY CHRIS GRAEME festival “attzined one of the highest

attendznce figures for a rock festival
LISBON, Portugal—Brazil’s biggest ir the world—]|it] has exceeded

Woodstock's.”

Medina, who Fails the event
as a success, anmounced that
E - Rock in Rio will return
to Lishon in 2006.
Lisbon mayor Pedro
Santana Lopes and
Medina signed a
contract June 7 to-
the event, which could
become & fixture for

Portugal.
The organizers also hope
o & to bring it to Sydney, perhaps while
- (Continuea on page 63}

music festival, Rock in Rio, has shown
it can be exported successfully.
Rock in Rio Lisboa drew more
than 385,000 participants across
two weekends. However, that
figure is lower than initial
expectations from organiz-
ers, who predicted half a
million ticket buyers.
The six-day musical
event is the brainchild
of Brazilian concert
promoter Roberto
Medina. It was pre-
viously presented
in 1985, 1991 and
2001 in Rio de
Janeiro, Brazil.
Medina says the

Among the 70-plus performers
at Rock in Rio Lisboa were
Sting, above, and Alicia Keys.

{ ‘_’_,%

'_—73.

BY RAY WADDELL

The jury is out on how the settlement of Nobody
in Particular Presents’ lawsuit against Clear Chan-
ne’ Communications will affect the industry.

NIPP settled with Clear Channel
in a closed agreement, leaving lit-
tle guidance to the independent
concert promoters in three other
pending proceedings with the con-
cert promotion giant.
Those slated to meet Clear Chan-
ne in court include Metropolitan Talent pres-
ident John Scher; JamSports, an affiliate of
Chicago-based independent promoter Jam Pro-
ducztions; and San Francisco-based indie Gregg
Pe-loff, president of Another Planet Entertain-
me nt.

NIPP recently settled its monopoly suit, filed
in Jenver in August 2001, against Clear Channel
and several of its subsidiaries (Billboard, June 12).
Thz terms of the agreement are confidential.

NIPP alleged that Clear Channel’s radio and
premoter businesses in Denver constituted a
“monopolistic, multimedia empire” that was
“severely harming NIPP’s ability to compete.”

. udge Edward Nottingham ruled April 2 that
suificient evidence existed to proceed to trial
Aul 8.

JNow there will not be a trial, which disappoints
sor1e observers. “I would have preferred to see
this issue resolved and decided once and for all,

¥

whether [Clear Channel is] doing anything illegal
or not,” says Seth Hurwitz, president of Wash-
ington, D.C.-based promoter IMP.

“My guess is |Clear Channel] paid a great deal
of money to make sure the facts of this case did
not go public,” Perloff says. “It’s time for the
industry as a whole to get more sophisticated
about the issues surrounding radio, radio airplay,
radio concerts and how they affect concert indus-
try sales as a whole.”

Hurwitz adds, “There’s no way [the settlement]
could be interpreted as anything but bad news for
an industry wishing to bring these issues to light.
But I certainly don’t blame the guys [at NIPP] for
wanting to get out from under this. That would
be a mighty tall order to ask them to fight our
battle for us.”

Jerry Mickelson, co-president of Jam Produc-
tions, agrees. “If this helps [NIPP] stay in busi:
ness, 'm all for it,” he says. “We’re next.’

In the case of JamSports’ breach of contract/
antitrust suit against Clear Channel Entertain-
ment’s motor sports division and the American
Motorcycle Assn., the focus is promotional rights
for supercross events.

JamSports (which counts Tom PPetty manager
Tony Dimitriades among its principals) filed the
suit in April 2002 in the Northern District Court
of Illinois. A court date is set for Nov. 15.

At issue is a long-term contract to produce
supercross events. The contract had been

(Continued on page 63)

Hi-Def Radio Static

RIAA: Digital Radio Would Fuel File-Sharing

BY BILL HOLLAND

WASHINGTON, D.C.—The Record-

“You'll have a situation where radio isn’t radio
anymore, but a method for acquisition and redis-
tribution |of tracks] without pay-

ing Industry Assn. of America has
been working behind the scenes here
for several months to obtain copy-
righ t protection measures for sound
recc rdings transmitted on high-def-
inition digital radio service. '

RIAA chairman/CEO Mitch Bain- :
wol says he is in favor of the serv-
ice. But the trade group has major
con:erns that second-generation
receiver-recorders now being
plar ned by consumer electronics
manufacturers could allow con-
surr ers to “cherry-pick” and copy
indi sidual tracks, which could end
up teing traded on file-sharing services.

BAINWOL: AGAINST
SEARCH-AND-RECORD

ment,” Bainwol says.

Such use, he says, would be dev-
astating to an already hard-hit
industry. “You’ll have a situation
- that undermines the future invest-
ment in music and funding of new

- { art,” he says.

Current digital radio receivers do
not yet employ technology to copy
individual tracks, but only blocks of
programming.

The Federal Communications
Commission authorized interim
regulations for digital radio in 2002.
Its current inquiry will define and

(Continued on page 63)
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Artist Royalty Bill Revised Again

Final Vote June 15 For California State Sen. Murray'’s Legislation

BY SCOTT BANERJEE

SACRAMENTO—<California State Sen.
Kevin Murray's crusade to help record-
ing artists collect unpaid royalties is
approaching the finish line.

His legislation. dubbed the Record-
ing Industry Accounting Practices Act.
must undergo another round of
amendments—for the fourth time in
less than two years—before its final vote.

The Democratic senator introduced
the proposal in February 2003. The
most recent form of the bill (SB 1034)
was offered June 8 during a public
hearing here at the California Assem-
bly Committee on Arts, Entertain-
ment, Sports, Tourism and Internet
Media. That committee will cast the
final vote June 15.

The proposal seeks to create a
statutory right to audit royalty state-
ments recording companies issue to
recording artists. It would also

institute penalties for underpayment
by those labels.

At the hearing, the American Feder-

ation of Television and Radio Artists,
California Teamsters Publlc Affairs
Council, Los Angeles mmm—
County Federation of [\
Labor, former industry
executive Walter Yet-
nikoff and recording
artists Jennifer Warnes,
Joi Marshall and Kim
Weston provided sup-
porting testimony. The
Recording Industry Assn.
of America spoke in
opposition.

The bill has evolved
significantly over time as
record labels have proac-
tively modified their royalty account-
ing practices. The bill originally sought
to create a fiduciary duty for labels to
accurately report and pay royalties.

MURRAY: REMOVING
ECONOMIC BARRIERS

During the hearing, Yetnikoff said

the labels are “conceding they are
underreporting $150,000 for every
million dollars in royalties, and they
don’t argue about it.”
s Yetnikoff also quoted
| noted entertainment
lawyer Don Engel: “The
intentional underpay-
ment of royalties to all
recording artists is a per-
vasive, consistent policy
and practice.”

Murray noted how
the cost of an audit, usu-
ally around $30,000,
forms an economic bar-
rier for artists seeking
unpaid royalties. The
most recently proposed
bill would allow individuals to join
with other artists to conduct an audit
on a contingency-fee basis.

During the hearing, the RIAA

particularly opposed the notion of
having to pay legal fees, audit fees and
treble damages.

“If you have the kind of penalties that
are in this bill with an after-the-fact
determination by a jury as to what the
interpretation of a contract should be,
it's going to chill the record companies
from exploring the new models that the
record industry needs to survive,” RIAA
general counsel Steven Marks says.

Amendments must be made by
June 11.

Another bill from Murray, SB 1506,
extends the current law that protects
the distribution of CDs and DVDs to
include digital content; it is another tool
to fight Internet piracy. The bill received
unanimous support from the assembly
and will be heard by the Public Safety
Commiittee in the coming weeks.

“I think that bill will be fine,” Murray
says, “and we'll clearly move forward
on some piracy protection.”

Studios

BY JILL KIPNIS

LOS ANGELES—Studios are hoping
that the two competing high-definition
DVD formats will become one by the
time HD discs are introduced to U.S.
consumers in two or three years.

Backers of Toshiba/NEC’s HD format
and the alternative Blu-ray Disc—
endorsed by 13 consumer electronics
and PC companies—presented their
technologies at the DVD Lucky 7 con-
ference June 8. The event took place at
the Wyndham Bel Age Hotel here.

Each HD format has benefits (see
chart, below), but studios say intro-
ducing only one format to consumers
is crucial.

“Two formats will be a death knell
for HD product,” MGM Home Enter-
tainment president/COO David Bish-

Debate HD DVD Formats

op says. “The product will fail like it
did on the audio side,” he adds. refer-
ring to slow consumer uptake of DVD-
Audio and Super Audio
CD. "We need to form a
single format.”

Henry McGee, presi-
dent of HBO Video,
agrees—to a point.
“We need the right for-
mat, not a format right
now,” he says.

ON THE FENCE

Columbia TriStar
Home Entertainment is
the only studio to offi-
cially side with one of the formats. Its
parent company, Sony, supports Blu-
ray. So does Dell, Hewlett-Packard,
Hitachi, LG, Matsushita, Mitsubishi,

FEINGOLD: INCREASED
STORAGE CAPACITY NEEDED

Pioneer, Royal Philips, Samsung,
Sharp, TDK and Thomson.

Studios are in no hurry to choose
sides while standard DVD
is selling so well. More
than 2.7 billion DVDs
have shipped since the
1 format’s launch seven
years ago, according to
the Digital Entertainment
Group. More than 330
million DVDs shipped in
first-quarter 2004, a 43%
increase compared with
first-quarter 2003.

Warner Home Video
is “firmly on the fence”
about the two formats, president
James Cardwell says. “We have not
yet monetized the catalog for stan-
dard DVD.”

How HD DVD Rivals Stack Up

What studios can expect from Toshiba/NEC and Blu-ray HD Technologies

Toshiba/NEC HD DVD:

* 30 GB storage
 HD picture and audio

e Advanced copy protection

electronics devices and PCs

200 companies

e Internet connectivity and interactive special features
® Backward compatability and interoperability with consumer
e Switchable manufacturing with current DVD lines

¢ Managed by the DVD Forum, an international association of e Supported by 13 major consumer electronics, PC and game
console manufacturers

e 25 (B storage (single layer) or 50 GB storage (double layer)

e HD picture and audio (Blu-ray says it has the highest bit rate,
at up to 36 megabits per second)

* Potential broadband connectivity and interactive special features

e Advanced copy protection

® Blu-ray drives can be compatible with CD and standard DVD drives

e Similar cost to manufacturing standard DVDs

Blu-ray Disc:

JILL KIPNIS

Studios say a realistic time frame for
introducing HD DVD would be late
2006 or early 2007.

“That is when HD TV will start to
proliferate,” Twentieth Century Fox
Home Entertainment president Mike
Dunn says.

Until then, Dunn adds, HD DVD
makers need to convince studios that
their format offers increased copy pro-
tection, a better consumer experience
and low manufacturing cost.

Toshiba/NEC spokesman Warren N.
Lieberfarb says there is “an urgency
for a decision.”

Lieberfarb, formerly president of
Warner Home Video, heads consult-
ing firm Lieberfarb & Associates.

He believes studios need an HD
solution now to compete with tech-
nologies consumers have rapidly
adopted like broadband (which en-
ables direct delivery of content), flat
panel TVs, HD programming and dig-
ital video recorders.

Lieberfarb says there is “evi-
dence that {Toshiba/NEC] are on
the side of right.”

Benjamin Feingold, president of
Columbia TriStar, says Toshiba/NEC's
format is an interim solution. “Blu-
ray will allow studios to plan for the
next 10 years. We need increased
storage capacity to give to the cre-
ative community.”

Feingold also promises an “enor-
mous, big-bang launch” for Blu-ray,
because it has the support of consumer
electronics and PC manufacturers.

Video Store Magazine produced the
DVD Lucky 7 conference in coopera-
tion with the Digital Entertainment
Group and The Hollywood Reporter.

STERN: FCC WILL REVIEW
MORE COMPLAINTS

Clear
Channel
Antes Up

BY BILL HOLLAND

WASHINGTON, D.C.—Broadcast
industry analysts say the record-set-
ting indecency settlement that
Clear Channel Communications
reached with the Federal Commu-
nications Commission amounts to
small change,

The San Antonio-hased broad
casler agreed June 9 to pay $1.75
miillicn to the FEC Lo settle ot
standing indecency claims,

“The folks down in San Antonio
must be going, Whew, glad thal's
behind us.” 1 think there's a collec-
tive sigh of relief,” Wachovia Secu-
rilies directrr Bishop Cheen sayvs,

“Retative to Clear Channel’s size
and the [tenfold increase of] fine
amotnts being talked about in
Congress, it could have been
worse,” e says.

“Tt seems to me [that] to pay
£1.75 million to pul all these past
potential indiscretions behind
them—ior a company that is malk
ing $2.5 hillion & year—certainly
doesin't have an impacl o earnings
from the financial analyst point of
view." RBC Capital Markets equity
research divector David Bank says.
" “TU's & positive in detting rid of
the ‘noise’ that investars have had
to live with, seeing story after story
on indecency in The Wall Street
Journal [and] in Silibaard "

The settlement, the largest ever
negotiated by the FCC and a broad-
cast company, includes fines levied
earlier this vear. It also erases 14
perhng complaints,

On Jan. 27, the FCC fined Clear
Channel $755,000 for indecent pro-
gramming that aired in 2001 on
Bubba the Love Sponge’s syndicated
show. The material was broadcast

(Continued on page 63)
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THE WEEKIN BRIEF

According to an Interpol report prepared for the House Committee on
International Relations, intellectual property crimes are a growing
resource for terrorist groups from Northern Ireland to the Arab world,
including al-Qaida and Hezbollah. In addition, the Recording Industry
Assn. of America has evidence that Dawood Ibrahim—an Indian Muslim
the Department of the Treasury named a “specially designated global ter-
rorist” in October—is financing a pair of illegal CD plants in Pakistan.

While intellectual property theft is not confined to entertainment
products, it appears to be a funding source that terrorist groups are will-
ing to exploit.

The Interpol report raised eyebrows June 9 during a hearing before the
Senate Foreign Relations Committee as it examined the impact of interna-
tional copyright piracy.

Four countries in particular-—China, Brazil, Pakistan and Russia—
account for much of the trade in pirated movies, music, games and soft-
ware. RIAA president/CEO Mitch Bainwol suggested that the United
States should consider revoking the “Generalized System of Prefer-
ences,” a special trade status that lowers tariffs on goods for at least some
of the countries. BROOKS BOLIEK, THE HOLLYWOOD REPORTER

Judge Gerard E. Lynch of United States District Court for the Southern
District of New York held Source Enterprises, publishers of The Source
magazine, in contempt of court June 9 for failing to comply with an
injunction relating to a copyright case with rapper Eminem and his
label, Shady Records.

Lynch awarded monetary damages to Shady Records but dismissed
counterclaims against Eminem himself. According to reports, the New
York-based magazine publisher violated an injunction by publishing
lyrics written by Eminem on its Web site (thesource.com). The lyrics,
written several years before Eminem’s major-label success, degrade black
women. The judge said their publication by The Source carried the
potential to impair the credibility of Eminem, who is white. Representa-
tives for Source Enterprises and Eminem could not be reached for com-
ment at press time. RASHAUN HALL

Bertelsmann and Sony have sent to the European Commission their detailed
reply to the “Statement of Objections” regarding the proposed merger of
their recorded-music divisions.

On May 24 the EC sent the SO, which outlines possible issues that could
arise from the merger, to both parties. The most serious charge relates to
price collusion between the majors.

Sony and BMG claimed that the onset of piracy and the dramatic col-
lapse of music sales in recent years have made consolidation a matter of
urgency. For more details, see the June 14 issue of Billboard’s Entertain-
ment Law Weekly. LEO CENDROWICZ and EMMANUEL LEGRAND

The National Assn. of Recording Merchandisers and the Video Software Deal-
ers Assn. jointly announced June 11 that they have entered talks to explore
a merger. The groups say a formal letter of intent is being finalized.

The merger talks stem from the fact that the bodies are now facing similar
retail issues. “In addition to industry consolidation and other economic fac-
tors, matters pertaining to piracy, copyright law, First Amendment protec-
tions, theft prevention, formats, packaging and labeling, emerging business
models, digital delivery and the like concern our members,” the organizations
say in a statement. JILL KIPNIS

another wave of legal action against file-sharers in Europe. The trade hody
initiated some 100 copyright-infringement cases in Denmark, and prose-
cutors are expected to charge 30 individuals in Italy in the coming weeks.
These cases follow others launched in March by the IFPI and local trade
bodies in Denmark, Canada, Germany and Italy. JULIANA KORANTENG

The International Federation of the Phonographic Industry has launched

“American ldol” judge Paula Abdul has teamed with retailer Sam’s Club for a
line of jewelry, Innergy, that will be available at stores and samsclub.com in
July. The line will consist of pendants with an average price of $75, as well
as bracelets and necklaces with an average price of $300.

In a statement, Abdul said she decided to make her jewelry line avail-
able to the public after giving pieces from the line as gifts to third-sea-
son “Idol” semifinalists and seeing a demand for the jewelry. Abdul
noted that she designed the jewelry to “appeal not just to teenagers but
to everybody.” CARLA HAY

For the latest breaking news, go to billboard.biz.

Icon Ray Charles Dies

BY CHRIS MORRIS

Ray Charles, who is being remem-
bered as one of the creators of soul
music and as a legencary singer, died
June 10 of complications from liver
disease. Charles was 73.

“The world is a quieter place today as
we mourn the passing of 12-time
Grammy winner Ray Charles,” National
Academy of Recording Arts and Sci-
ences president Neil Portnow said in a
statement. “With a mix of blues, gospel,
jazz and soul, Mr. Charles was the pre-
eminent American musician—with a
heart as grand as his talents.”

Charles was born Ray Charles
Robinson Sept. 23, 1930, in Albany,
Ga. He later dropped the family name
to avoid confusion with middleweight
boxing champ Sugar Ray Robinson.

Charles, who grew up poor in
Greenville, Fla., was stricken with glau-
coma at the age of 6 and lost his sight
at 7. He was educatec at the Florida
School for the Deaf and Blind in St.
Augustine, Ila., where he learned to

RAY CHARLES

read music in Braille and studied clar-
inet, alto sax, trumpet and piano.
With the death of his mother in
1945, Charles struck out on his own.
As a neophyte pro musician, he played
with big bands and jump-blues com-
bos and a gig with a “hillbilly” group
called the Florida Playboys—work

prefiguring his eclectic career.

He honed his skills with journeyman
work in the late '40s in Seattle. where
he led a trio variously known as the Mc-
Son Trio and the Maxin Trio. He also
began using heroin; his drug addiction
would dog him until the mid-'60s.

In 1949, Charles made his record-
ing debut on Jack Lauderdale’s Los
Angeles independent Down Beat/
Swing Time Records. His sides for the
label, produced by pianist Lloyd Glenn,
showed a teenage performer in the
thrall of the reigning singer/pianists
Nat "King” Cole and Charles Brown.

While Charles’ work for Laud-
erdale vielded three Billboard R&B
chart hits, he didn’t hit his stride
until New York indie Atlantic Records
purchased his contract in 1952.

Initially, Atlantic owners Ahmet
Ertegun and Jerry Wexler groped for a
suitable setting for their new signing.
In 1954—the year after he arranged
and played on Guitar Slim’s huge Spe-
cialty hit “The Things I Used to Do”—

(Continued on page 9)
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- 'Q"Wins Best
Musical Tony

BY CARLA HAY

NEW YORK—With fie prizes, “Assassins” was the top
winner at the 2004 Trny Awards, held June 6 here at
Radio City Music Hal.. But it was the puppet show of
“Avenue Q” that char ned enough voters for it to take
home the best musicz] Tony.

“Assassins” won the awards for best revival of a musi-
cal, best featured acto= in a musical (Michael Cerveris),
best direction of a musical (Joe Mantello), best orches-
trations (Michael Starobin) and best lighting design
(Jules Fisher and Peggy Eisenhauer).

Other awards for ‘ Avenue Q” were best book of a
musical (awarded to Jeff Whitty) and best ariginal score
(music and lyrics) wr tten for the theatre, awarded to
Robert Lopez and Jeff Marx.

(Continued on page 50)

Rhino Phone
And Games

Deals With Verizon, EA

BY SCOTT BANERIEE

Rhino Records, best-known for its “retro” music cat-
alog, has launched a pair of new-media initiatives in
the past two weeks.

Rhino, the Burbank, Calif.-based subsidiary of
Warner Music Group, cut exclusive music deals with
Redwood City, Calif.-based interactive software com-
pany Electronic Arts and U.S. mobile carrier Veri-
zon Wireless.

Rhino will provide catalog music for all EA Sports
videogame titles. Beginning with “Madden NFL 2005,”
EA Sports Throwback Trax Powered by Rhino will fea-
ture songs from such acts as House of Pain, Faith No
More, the Cure and the Jesus and Mary Chain.

In the Verizon Wireless deal, customers of its Get It
Now virtual store can download the Rhino Retro Club
application to access ringtones, wallpaper and other
digital content from Rhino and such WMG acts as
Aretha Franklin, the Doors, the B-52’s, Echo & the
Bunnymen and Chicago.

David Dorn, senior VP of new media for Warner
Strategic Marketing, notes that wireless carriers have
successfully connected with the teen market and its pen-
chant for personalizing mobile handsets with ringtones.
But there’s still an untapped older demographic.

“We want to offer them something that can help them
create a unique identity,” Dorn says. “These ringtones
will allow that [older] audience to re-experience their
past and personalize their handsets the way the kids can.”

At the same time, Dorn believes younger EA gamers
will be turned on to music from the past.

Under terms of the one-vear-with-mutual-options
deal, catalog music is defined as being at least 18
months old.
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Studw Gadgets Cannot Replace Professional Production

High Tech, Low Quality

ow that we have virtual consoles

and virtual studios, we can create

virtual music for virtual consumers,
then have virtual sex with virtual partners.
1t might pass, but it ain’t the real thing.

As an industry, we have forgotten the
prime reason for our existence: combin-
ing art and science to capture those rare
musical moments that occur when live
musicians perform together.

By misusing advancing technology
from other areas, we have lost our
core strength. We are creating virtual
music on virtual instruments, and the
public isn’t buying it—figuratively
and practically.

Members of the recording industry are
finally realizing that we have shot our-
selves in the foot. We have become so
entranced with what the latest computer
technology can do that we play with the
toys but forget the game.

The causes of the malady are mani-
fold. Each industry subgroup points fin-
gers at the other subgroups:

“The labels are charging too much
for albums.”

“There’s no talent out there anymore.”

“Studio time costs too much.”

And on and on.

We forgot what our industry is supposed
to do and what services we are supposed to
provide. We forgot why many of us even got
into the business in the first place.

[ know that I got into the industry to
make music. As a working musician in
New York, I felt that capturing those
rare moments of real musicality on a

recording medium would be as chal-
lenging as creating them.

Through 40 years as a studio owner, I
watched the introduction of each new
“hot” technology and saw those magic
moments become increasingly rare.

At one time, “transistor” was the magic
word. If it didn’t say “solid state” on the
equipment, no one was interested.

[ listened. I researched. And I avoided

By Walter E. Sear

transistors. However, many studios forgot
their purpose: producing good sound and
musical quality for recording.

The next major change was the intro-
duction of multitrack recording. Musi-
cians donned headphones and dispersed
into separate rooms.

Besides being completely foreign to the
way we learn to perform music, multi-
tracking meant that if we made a mistake,
we could go back and fix it. And we knew
that. The tension of performance—which
is essential to playing music—was des-
troyed. With mixing time added to “fix it
up” time, studio billing spiraled higher.

Then A&R people became incompetent
or lazy. They gave a bunch of money to
producers and relinquished all artistic
and financial responsibility: “Bring me an
album. Whatever you save on the produc-
tion costs are your profit.”

Guess what happened.

Back on the technology side, synthe-
sizers appeared and further dehumanized
the music.

[ opened one of the first commercial
electronic music studios in 1964. I was
doing commercials, film scores and
albums. When John Barry, the composer
for “Midnight Cowboy,” showed up at my
studio, he asked for examples of original
sounds I could create on my Moog synthe-
sizer. After a few minutes, he asked for the
house phone. He called downstairs to Fine
Recording Studio A. “You can send the
musicians home,” he said.

[ knew it was the beginning of the end.

Digital was the great leveler. We pressed
the last life out of the music, and the sound
was awful.

Still, it was cheaper and more conven-
ient. You could spend days doing correc-
tions—and you often did, because the
remaining musicians were so careless,
sloppy or unskilled. Digital devices fixed
tracks that should have been recorded
correctly on the second take. Studio
billing went through the roof.

Naturally, people said, “I can buy the
same computers and gadgets and do this in
my living room.” Never mind the creative
environment that a professional recording

(Continued on page 9)

Hitting File Sharers Below The Belt

In response to Matt Stover’s letter in
the June 12 issue (“A Youth Perspective
on Downloading”): I happen to be a 30-
plus-year-old, and since peer-to-peer
piracy surfaced as a problem, I have been
proposing almost exactly the same
thing—that a permeation of P2P sites
with tainted music files would cripple
this form of piracy and help restore the
legal vending of music.

The major labels can file all the lawsuits
they want and parade around patting them-
selves on the back for taking “action,” but
this really amounts to nothing more than
ineffectively asking consumers to “stop it.”

P2P piracy has hit the industry below the
belt, and the only effective solution is to

respond by fighting dirty.

While I do not necessarily advocate the
spread of computer worms and viruses—
which could create collateral damage by
spreading to innocent computer users or be
easily detected by virus protection pro-
grams—the dissemination of decoy or oth-
erwise tainted files is the only effective
measure to deter P2P thieves.

If P2P users were to find out that files
they downloaded from an unlicensed
source only contain the first 30 seconds of a
song followed by three minutes of white
noise, they would be frustrated enough to
seek legal downloads.

It would be worth 99 cents per song to
know for sure that a file is not corrupt.

l Does something make you jump and shout? Write a letter to the Edﬁ Mail to Ken Schlager, Executive Editor, Billboard, 770 Broadway, 6th Floor, New
York, N.Y., 10003, or e-mail to letters@billboard.com. Include name, title, address and phone number for verification. Letters should be concise and may
be edited. All submissions published shall become the sole property of Billboard, which shall own the copyright in whole or part, for publication.

Of course, this solution doesn't attack
the real source of the problem, which is the
labels’ lack of artist development in favor of
singles-driven, “hit-and-run” product.
Sadly, today’s youth has come to expect that
an album will only have one good song (the
single), and the remaining songs from the
album are complete crap or pale regurgita-
tions of the single. Why in the hell would
they buy the CD for $16.99?

Give them quality artists and albums
with depth and you can induce consumers
to buy the CDs.

So there’s my advice: Deter and induce.

Erik Szabo
Wixen Music Publishing
Calabasas, Calif.
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Music Publisher
Bill Lowery Dies

BY JIM BESSMAN

Legendary independent music
publisher Bill Lowery died June 8 of
cancer in Atlanta. He was 79.

The former owner of Atlanta-based
Lowery Music and the first inductee
into the Georgia Music Hall of Fame
was the publisher of more than 5,000
varied titles, including the 1956
rock’n’roll classic “Be-Bop-a-Lula,” the
disco-era smash “I Love the Nightlife”
and Joe South’s 1969 Grammy Award-
winning “Games People Play.”

Other heavily played hits emanating
from Lowery’s house were “Young
Love,” “Traces,” “I Never Promised You
a Rose Garden,” “Spooky,” “Stormy,”
“So Into You,” “Key Largo,” “Imagi-
nary Lover,” “Down in the Boondocks,”
“Walk On By” and “Common Man.”

In addition to South, Lowery’s writ-
ers included Ray Stevens, Mac Davis,
Freddy Weller, J.R. Cobb, Tommy Roe,
Robert Nix, Sammy Johns, Razzy Bai-
ley, Alicia Bridges and Bertie Higgins.

Among the acts that have cov-

ered Lowery-published composi-
tions are the Beatles, Deep Purple,
Gene Vincent, the Classics IV and
Lynn Anderson.

Lowery was reportedly the youngest
radio station manager in America
when he launched his pubbery in
1952. He also operated the Southern
Tracks recording studio and record
company in Atlanta.

BMI cited Lowery Music as the top
U.S. music publisher in 1969; in Jan-
uary 2000 Lowery sold it to Sony/ATV
Music Publishing.

“The music industry has lost a leg-
end,” says Donna Hilley, president/
CEO of Sony/ATV Music Publishing
Nashville. “Bill Lowery will never be
forgotten. He was one of a kind. 1
never met anyone who knew Bill who
did not love him. He made a wonder-
ful contribution through his love of
songwriters, music and people in all
walks of life.”

Sony/ATV president Richard Rowe
says: “Bill Lowery was a true origi-
nal, a great man and music publish-

er who song by song built a remark-
able and timeless calalog of hits. We
were privileged to know and work
with Bill and proud that he trusted
us to safeguard his legacy.”

“He was a remarkable music man,”
Sony/ATV chairman Javid Hockman
adds, “and one of the truly great char-
acters of the business who will be
sorely missed.”

Lowery is survivec by his wife, Bil-
lie Lowery; a son, William “Butch”
Lowery III; two daughters, Terri
Drake and Cheryl Goodridge; eight
grandchildren; and eight great-
grandchildren.

BY SCOTT BANERJEE

Xingtone, a controversial player in
the rapidly emerging ringtone indus-
try, got a shot in the arm June 8.

The Los Angeles-based company
has secured its first round of institu-
tional financing from Siemens Mob-
ile Acceleration, a Munich-based sub-
sidiary of the Siemens Information
and Communication Mobile Group
of Siemens AG.

Xingtone allows users to create
custom ringtones from their MP3 and
CD libraries and upload them to their
wireless handsets. Critics say Xing-
tone bypasses paying artists for their
music. The company claims its serv-
ice enables consumers to make “fair
use” of music they already own. The
software is compatible with all open
networks, including Sprint PCS, Cin-
gular, AT&T Wireless and T-Mobile.

Xingtone chairman/president Brad
Zutaut says the funding will be used

Xingtone Gains
New Financing

for “software development, planning,
hiring more people and building a
storefront for content owners.”

Mark Frieser, CEO of Consect, a
New York-based mobile market con-
sultancy, says the deal allows Xing-
tone to become “a viable company in
the mobile music market.”

Frieser also says the deal could
help provide more direct distribution
channels between content owners
and their customers. To date, Walt
Disney and Artemis Records have
worked directly with Xingtone.

“This could shake up the industry,”
Frieser says.

Meanwhile, Sven Weber, VP of
Siemens Mobile, and Ovid Santoro
have joined Xingtone’s board of direc-
tors. Santoro has been an investrment
banker and venture capitalist for
almost 20 years.

Xingtone’s PC client supports some
50 handsets and nearly a dozen carri-
ers in the United States and Canada.

Charles

Continued from page 7

Charles reached the R&B top five with
“It Should Have Been Me,” a comic
stop-time number.

However, Charles found the touch-
stone of his style the following year.
While on the road in Indiana, he heard
a gospel song on the car radio. He asked
trumpeter Renald Richard to help
him convert it into a secular number.

The resultant tune, “I've Got a
Woman,” reached No. 1 on the R&B
chart, where it spent 20 weeks. Com-
bining the testifying intensity of gospel
and the worldly eroticism of secular
music, it became the template for a
new form of R&B that would be known

as soul music.

“He introduced the world to secular
soul singing,” Aretha Franklin told Bi/-
board. “He was a fabulous man, full of
humor and wit, and a giant of an artist.”

“Brother Ray,” as his preaching
delivery led him to be known, followed
that landmark with a run of top five
Atlantic R&B hits—*“A Fool for You,”
“This Little Girl of Mine,” “Drown in
My Own Tears,” “Hallelujah I Love Her
So,” “(Night Time Is) The Right
Time”"—that solidified his rep as the
high priest of soul.

He reached his apotheosis with the
electrifying 1959 call-and-response
tune “What'd I Say.” The two-part sin-
gle stayed on the R&B chart for 17
weeks and hit No. 1 and was a No. 6
pop smash.

Atlantic showcased Charles’ versatil-
ity in a variety of projects: the album of

funk-jazz instrumentals “The Great Ray
Charles” (1957), 1958 and 1961 collab-
orations with vibraphonist Milt Jackson
and the boldly arrangzd 1960 big-band
set “The Genius of Rav Charles,” which
won two Grammy Aw ards.

In 1960—ironically, right after cut-
ting a version of Hanlt Snow’s country
hit “I'm Movin’ On”"—Charles deserted
Atlantic for ABC-Paramount Records.

He immediately made his mark for
the label with a diverse raft of singles:
the ballad “Georgia on My Mind” (which
collected two Grammvs); the jazz organ
arrangement of “One Mint Julep” (for
ABC’s jazz subsidiary. Impulse); “Baby
[t’s Cold Qutside,” a duet with jazz
vocalist Betty Carter; and, most notably,
“I Can't Stop Loving You.”

That last number-—a cover of Don
Gibson’s No. 7 countr? hit from 1958—
inaugurated a long string of best-

Taking Issue

Continued from page 8

studio provides. (Or did we stop pro-
viding it?)

With this combination of factors,
the sonic quality of CDs—poor to
begin with—became even worse.

After 20 years of bad sound, two
things happened: 1) The public
stopped buying CDs, and 2) Those
who still wanted to listen were
quite happy with the even more
miserable quality of MP3 files.

Aside from these woes, we

brought this dilemma on ourselves.
We lost our mission to try to cap-
ture the music. We went along
with the styles and trends dictated
by equipment manufacturers,
record labels and sometimes our
own customers.

Instead of using our musical
judgment, we, too, began to
believe the advertisements that
said you didn’t have to go to a pro-
fessional recording studio to get
professional results.

We even bought that equipment
ourselves. We cut our own throats.

I have made it a policy at Sear
Sound never to purchase anything
intended for a home or “project”

studio. If it has RCA jacks on it, I
don’t buy it. You cannot compete
with “free.”

No one has succeeded in creat-
ing a great painting on a computer,
and I think that holds true for
music as well.

In a world of virtual recording,
virtual music, virtual sex and vir-
tual government, perhaps we
should look back to a time when
hit songs became classics, govern-
ment was accountable and the
public bought recorded music
because it was real.

Walter E. Sear is the owner of Sear
Sound in New York.

selling country-soul fusions by Charles.

The song, a huge No. 1 pop and R&B
hit, was drawn from “Modern Sounds
in Country & Western Music,” which
spent 14 weeks at No. 1 on the Bill-
board pop album chart.

“Here’s a black guy who took coun-
try & Western and made a whole new
genre of music,” industry veteran
Clarence Avant says.

By 1964, Charles seemed on top of
the world.

He had his own ABC imprint, Tan-
gerine Records (which would release
albums by Charles and his produc-
tions of vocalist/writer Percy Mayfield
and singer Jimmy Scott). He con-
trolled his publishing and his masters.
And he opened his own L.A. studio,
designed in part by Atlantic engineer
Tom Dowd.

But his personal life was coming
apart. On Oct. 31, 1964, he was busted
in the Boston airport after customs offi-
cers found marijuana, heroin and a
syringe in his overcoat.

Charles took a year off from touring
and checked into an L.A. hospital and
kicked his junk habit.

Sentenced to probation, Charles cel-
ebrated with the late-1965 release of
“Crying Time,” his No. 6 pop cover of
Buck Owens’ country hit.

Within years, his influence would be
heard in the work of white vocalists—
Steve Winwood, Van Morrison, Joe
Cocker—who claimed him as their sty-
listic avatar.

Charles moved into the '70s with a
stirring guest shot on Aretha Franklin's
album “Live at the Fillmore” and a hall-
mark pure-funk rendition of “America
the Beautiful” on his 1972 collection

“A Message From the People.”

In 1976, he collaborated with Eng-
lish vocalist Cleo Laine on an interpre-
tation of Gershwin’s “Porgy & Bess.”
The following year, he returned to
Atlantic. His second stint with the label
lasted until 1980.

That year, Charles’ lagging career
received a boost when he was signed by
Rick Blackburn, head of CBS Records’
Nashville division, and returned to
country music.

His association with Columbia
Records yielded hit duets with
George Jones, Hank Williams Jr. and
Mickey Gilley and a No. 1 country
album, 1984’s “Friendship,” and sin-
gle, the Willie Nelson duet “Seven
Spanish Angels.”

Charles moved to Warner Bros.
Records in 1990. “I'll Be Good to You,”
his duet with Chaka Khan for his old
Seattle colleague Quincy Jones’ Qwest
imprint, won a Grammy in 1991.

Charles’ most recent album was
2002’s “Thanks for Bringing Love
Around Again,” on his own Crossover
imprint.

Concord Records has scheduled an
album of duets with such talents as
Willie Nelson, Norah Jones, Elton John,
Bonnie Raitt and James Taylor for
release Aug. 31.

John Burk, executive VP of Concord
Records, produced the forthcoming
“Genius Loves Company.”

Burk tells Billboard, “I used to think
the most striking things about him
were his ability to cross the lines
between genres and his far-reaching
influence on singers. But I believe the
most striking thing was his unique
ability to capture emotion in a song.”
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promosquad
“The closest thing to a

crystal ball that the musm
industry has ever seen...”

Just a few recent examples of songs that
we identified as hits before airplay:

~ ZVAN 'SCCNCE My Immortal (WIND-UP) #1 Adult Top 40

LFNKIN PARK Lying From You (WB) #1 Modern Rock/Alt
TWISTA Overnight Celebrity (ATLANTIC) #1 R&B

BEYDNCE Naughty Girl (COLUMBIA) #1 Rhythmic Top 40

ACCURAI‘E“-*ﬁearIy 100% accurate with our predictions
CREDIBLE - well respected.and experienced team, obsessive attention to detail
RELIABLE - the most trustec anﬁ widely used predictive song testing company in America

-

. If you’'d like HitPredictor to help you...contact:
= Phone: 518.792.8900

Pro mosquad: hitpredictor@promosquad.com
HilPredicior www.hitpredictor.com



www.americanradiohistory.com

13

The Los
Angeles Film
Festival taps
Neil Young to
be its ‘artist
in residence’

POP / ROCK / COUNTRY / R&B / HIT

Matrix Steps Out
With Own Album

Lauren Christy, Graham
Edwards and Scott Spock—better-
known as the Matrix—have just
finished their own album for
Columbia Records.

The self-titled project arrives
Sept. 14. It features two lead
singers, Katie Perry and ADD.

“We hired two singers; we didn’t
want to be in the spotlight,”
Christy says. “We just wanted to do
a Fleetwood Mac-type project.
[Perry and ADD] are great writers
and we all get to make these
records together and they can have
their solo careers, and we’ll come
back in a year’s time and continue
to make records for them.”

The album served as a “creative
outlet” for the guns for hire,
Christy says. “Normally, we’re
working through the eyes of a
14-year-old girl or Liz Phair or

if we keep mentioning her . . . But
then again, she'll probably just
think we’re weirdos and are stalk-
ing her.”

Christy and Spock were recently
honored as BMI songwriters of the
year. Edwards won the same honor
from ASCAP.

NO TRYOUT: Don’t look for Evanes-
cence to try out new songs while
on tour this summer.

Singer Amy Lee says her
babies aren’t ready for public
consumption.

“The songs aren’t ready yet,” she
says. “They’re all little skeletons of
songs and structures. [ don’t want
to blow the secret before they’'ve
had time to grow.”

The writing for the follow-up to
“Fallen” (Wind-up Records)—
which has sold more than 11 mil-
lion copies worldwide,

The
Beat
® O

By Melinda Newman

mnewman@billboard.com

according to the
label—is going well,
Lee says.

“T’'ve had the chance
to really write [this
year|,” she says. “1
bought a house; I'd
been homeless forever.
I've been playing my
piano in the middle of
| the night, whenever,
lighting candles and

Ricky Martin or writing with
them. Suddenty, we just had to
please ourselves.”

However, Christy admits that
the prospect of not writing for
someone else was a little daunting.
“It was very nerve-wracking,” she
says. “So we just decided, ‘Let’s go
at this just like we're working on
something else.””

While working on their own
record, the members of the Matrix
continued to write for other acts,
including Hilary Duff, Backstreet
Boys, Shakira and Mooney Suzuki.
“We're very good multi-taskers,”
Christy says.

Who is still left on their wish
list? All three agree on Gwen
Stefani.

“She’s the bomb,” Christy says.
“We would love to work with her.”
When asked if they have approached

writing. It’s so gratify-
ing. I just feel complete again.’

As for returning to the road last
month, Lee says she couldn’t wait.
“We were all dying to get back on
the road. Once you do it, you have
to keep doing it.”

The European leg of the tour
ended June 11. The North Amer-
ican leg runs July 7-Aug. 15
(Billboard, May 1).

HE REALLY JUST WANTS TO
DIRECT: Ask Goo Goo Dolls’
Johnny Rzeznik if producing
E.V.L.A. Records Entertainment/
Atlantic artist Ryan Cabrera gave
him the producing bug, and he
quickly responds, “I'm really
only concerned with my own
band and getting my own record
out at this point.”

While he says he learned a lot by
producing Cabrera, Rzeznik says

23

Fonzworth
Bentley is
dressed to be
Courvoisier’s
‘Arbiter of

Good Taste’

_ G-Unit MC Follows 50 Cent’s
\ . Road From Streets To Sales

.\.

\ BY RASHAUN HALL
| It is summertime, and one of the hottest
songs in hip-hop comes from a Queens,
N.Y.-based MC who emerged from the mix-
tape circuit with the backing of a con-
troversial multi-platinum artist.
Sound familiar?

Following in the footsteps of G-Unit
brother and label head 50 Cent, Lioyd
Banks made a name for himself in hip-
hop circles before widening his audi-

ence with a popular single—in his case,
“On Fire.

The MC is looking to capitalize on
this recognition with his debut solo
set, “The Hunger for More,” which is
due June 29 from G-Unit/Interscope.

With initial shipments expected to
be in the 750,000-1 million range,
the album likely will be the sum-
mer’s first big release.

But will it catapult Banks to 50

Cent’s level of success?

“There is a huge buzz for anything
G-Unit—and Banks fits closest into
the 50 Cent mold,” Vibe music editor
Erik Parker savs. “He made his name
on mix tapes, stamping each track
with sizzling verses—as did 50 Cent.
And like 50 did with ‘Wanksta,” Banks
utilizes a polished club record like

‘On Fire’ to make a splash.”
Ron Gillyard, head of black music at
Interscope Geffen A&M, acknowledges the
similarities between 50 Cent and Banks (as
well as fellow G-Unit member Young
Buck). However, he is quick to point out
that each artist is unique

“50 1s 50,” Gillyard says. “His [audience]
anticipation came from a whole lot of other

things—you had his history, his upbringing,
his alleged beef [with Ja Rule]. All these other
things played into that, and then you had mon-
ster records. With Lloyd Banks and Young
Buck, 50 will be to them what Eminem and
[Dr.] Dre were to him. It’s about validation.

“On Fire,” the album’s lead single, provides
further validation. Produced by Eminem and

Will ‘On Fire’ make this a Lioyd Banks summer?

Stefani, Christy says no. “We don’t  his attention is now turned toward The buzz says you can take it to the bank. (Continued on page 14)
like to be too pushy. We just think (Continued on page 14)
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Early, Sacred Music Dovetail At Fes Festival

Morocco’s Fes Festival of World
Sacred Music is a beloved event for
many in the world-music community.
This year’s fest (May 28-June 5) was
no exception, playing host to such
acts as South African legend Miriam
Makeba, Senegalese superstar Yous-
sou N'Dour and the Whirling
Dervishes of Turkey.

Since the festival’s founding 10
years ago, however, the early-music
community has also found a home
in Fes. In past years, audiences have
heard such acts as England’s Hilliard
Ensemble and Catalonian viola da
gamba virtuoso Jordi Savall along
with his group, Hespérion XXI.

Participants in this year’s event

Steps from Central Pari,
Lincoln Center and the
theatre district

suites $229

rhotel.com

"Rates quoted are base rates for singie or double occupancy, subject to availability Groups not applicabie. Taxes and gratuities not included
Advanced reservations suggested. Valet parking avarlable ©2004 The Mayflower Hotel

AXTREME ARTIST MANAGEMENT PRESENTS:

WORLD CLASS
CELEBRITY DRUMMER

PETER
YOUNG

AUDITIONING FOR BANDS

DVD PROMOTIONAL TRAILER AVAILABLE BY REQUEST

QUESTIONS OR INFO?
CALL NICK WILLIAMS @ 310-281-8585 ext: g

www.peter-young.com

*SERICUS INQUIRIES OMLY*

included Lebanese liturgical music
specialist Sister Marie Keyrouz,
Barcelona-born vocalist Monserrat
Figueras, French group Le Concert
Spirituel (conducted by Hervé
Niquet) and the United Kingdom’s
Tallis Scholars.

The festival takes place in the city of

event like this, is something com-

pletely new to us,” says Peter Phillips,

founder and director of the Tallis
Scholars. He notes that the June 3
concert was the group’s first appear-
ance in the Muslim world in the
group’s 31-year history.

But Phillips maintains that their

Fes (better-
known in the
West as Fez),
ancient 1mper1al
capital that for
centuries has
been a crossroads
for Judaism,
Christianity
and Islam.
Building on
this heritage, the

Classical
Score.

By Anastasia Tsioulcas

atsioulcas@billboard.com

festival presents
sacred music from across the globe
to create a cross-cultural dialogue.
Early music, which so often traverses
many different cultures, is a natural
bridge, such as in the Arab-Andalu-
sian music often performed at Fes.
Even so, it might be a surprise to
see the Tallis Scholars’ concert of
Tudor music, featuring works by Byrd,
Tallis and Parsons, on the Fes lineup.
“Performing in Fes, and at an

appearance makes sense, given the
festival’s larger emotional and spiri-
tual context. “The emotional con-
tent between what we do and the

other concerts here is quite similar,”

he says. “We're all worshipping God
through music.”

THE END OF AN ERA: One of the
great singers of the post-World War
Il era, Bulgarian-born bass Nicolai

Ghiaurov, 74, died June 2 of a heart
attack in Modena, Italy. He is sur-
vived by his wife and frequent per-
forming partner, soprano Mirella
Freni, and two children.

Ghiaurov leaves behind an impor-
tant operatic legacy; his best-known
roles included Philip II in Verdi’s
“Don Carlo,” the title role in Mus-
sorgsky’s “Boris Godunov” and
Mephistopheles in Gounod’s “Faust.”

In a statement, superstar tenor
Plicido Domingo said, “With the
passing of Nicolai Ghiaurov, the
world of music has lost a giant.”

NEW & NOTEWORTHY: Paul Tobias’
“The American Cello” collection,
featuring concertos by Samuel Bar-
ber, Chen Yi and Behzad Ranjbaran
(on the Albany label); Mozart’s “Le
Nozze di Figaro,” featuring Simon
Keenlyside, Véronique Gens,
Patrizia Ciofi, Lorenzo Regazzo and
Angelika Kirchschlager, conducted
by René Jacobs (Harmonia Mundi);
Joseph Calleja’s debut album,
“Tenor Arias” (Decca); and eighth
blackbird’s “Beginnings” (Cedille),
featuring Daniel Kellogg’s “Div-
inum Mysterium” and George
Crumb’s “Vox Balaenae.”

Tribbett Gets Down In The
Mud On Major-Label Debut

When it comnes to describing the
kind of music he makes, Columbia’s
Tve Tribbett has an unusual response.
He calls it “mud.”

“My musical influences are so
wide. [There’s] a little country, a little
pop, some rock’n’roll, some gospel.
As long as the spirit is within us,
there are no boundaries at all. That's
why it’s just ‘music undefined.’ It’s
just mud,” Tribbett says, explaining
the acronym.

Then, offering an even deeper rea-
son for his definition, he adds, “The
Bible describes us as human beings.
We were born of the dirt in the
ground, and God's spirit is synony-
mous with water. So his water mixed
with dirt makes mud. As long as his

¢

TRIBBETT; IT'S ‘MUSIC UHIJEFIHED ;

AT

spirit is in us we can become any-

thing. He can shape us just like clay.”
On his major-label debut, “Life,”

which was released June 8, Tribbett

the “America: A Tribute to Heroes”
TV special in September 2001 and
sang backup on Justin Timberlake’s
“Cry Me a River.”

and his group
G.A. (which
stands for
Greater Anoint-
ing) serve up one
of the most joy-
ous, encouraging
projects to be
released this
year. Tribbett’s
insightful song-
writing takes
center stage and

NThe |§
Splrlt_

By Deborah Evans Price
dprice@billboard.com

is vibrantly
brought to life through the ensem-
ble’s powerful performances.

Tribbett and G.A. were slated to
tape a live-concert DVD at an
album-release event June 9 in
Philadelphia. Then on June 13, they
plan to stage another album-release
performance at Pastor Hezekiah
Walker’s Love Fellowship Church in
Brooklyn, N.Y.

Even if their names are unfamiliar,
chances are you've seen or heard
Tribbett and G.A. before. The group
backed Don Henley on his Inside Job
tour, performed with Faith Hill at the
Country Music Assn. Awards and on

“The Lord just opened so many
doors. We've been blessed to sing
[with] and even open for so many
people,” Tribbett says, citing the
Henley experience as particularly
enjoyable. “I became the biggest fan
on that tour. It was a wonderful
experience.”

A Camden, N.J., native, Tribbett’s
first musical experiences were grow-
ing up attending church.

“My father was the pastor of the
church,” he says. “So I was the
organist/keyboardist. Anything with
black and white keys, I just played it.

(Continued on page 14)
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L.A. Film Fest Casts Young
To Boost Its Music Profile

The 2004 Los Angeles Film Fes-
tival has made strides in increasing
its musical profile.

The festival has tapped Neil
Young to be this

Newman. BMI VP of film/TV rela-
tions Doreen Ringer Ross will
moderate the panel, which takes
place June 20 at the Directors

1o

year's “artist in
residence.” The
10th annual
event takes place
June 17-26 in
various loca-
tions through-
out Los Angeles.
On June 22,
Young will do a
Q&A session at
the Argyle Hotel

Movies & ‘
Mu5|c

By Corla Hay

chay@billboard.com

about his inter-

ests in film. Nic Harcourt, music
director of noncommercial KCRW
Santa Monica, Calif., will moderate
the session.

Young, using the alias Bernard
Shakey, directed the movie
“Greendale,” which was screened
in select U.S. cities this year. The
L.os Angeles Film Festival will
also screen the film. On June 22,
Sanctuary Records Group will

YOUNG: FESTIVAL'S ARTIST lN RESIDENCE

release “Greendale” on DVD.

The movie—which Young calls a
“musical novel”—is inspired by
Young’s Reprise Records album of
the same name. Young composed
the music for the film, which is
about a family that must deal with
various problems in a fictional town
called Greendale.

As the festival’s artist in residence,
Young has chosen two of his favorite
movies to be shown at the event:
1995’s “Dead Man,” directed by Jim
Jarmusch and starring Johnny Depp,
and “THX 1138,” the 1971 film that
George Lucas directed before “Ameri-
can Graffiti” and “Star Wars.”

Another musical highlight of the
festival is a BMI-sponsored panel,
“Coffee Talk: Composers,” with
Grammy Award-winning com-
posers Danny Elfman and Thomas

Guild of America headquarters.

Elfman’s upcoming movies
include “Spider-Man 2,” “Charlie
and the Chocolate Factory” and
“The Corpse Bride.” Newman has
signed on to do film-score work for
“Lemony Snicket’s A Series of Un-
fortunate Events” and “The Cin-
derella Man.”

Music-oriented films screening at
this year’s festival include “Rock
School,” a documentary about a
young people’s music school in
Philadelphia that is said to be the
inspiration for the Jack Black film
“School of Rock.”

Documentaries “The Last of the
First” (about the Harlem Blues and
Jazz Band ), “DIG!” (about the
frontmen for the Dandy Warhols
and Brian Jonestown Massacre)
and “Metallica: Some Kind of Mon-
ster” will also be screened.

More information can be found
at lafilmfest.com.

IN BRIEF: Wu-Tang Clan member

“ RZA and Terence Blanchard have

signed on to write the score for New
Line Cinema’s “Blade: Trinity,” the
third installment in the “Blade”
series. “Blade: Trinity” stars Wesley
Snipes in the title role and will open
Dec. 10 in U.S. theaters.

Sony Classical will release the
soundtrack to Andrew Lloyd Webber's
film version of “The Phantom of the
Opera.” The Warner Bros. Pictures
movie musical, directed by Joel Schu-
macher, is due in December in U.S.
and U.K. theaters. A release date for
the soundtrack has not been set.

Columbia Records/Sony Music
Soundtrax will release the “Spider-
Man 2” soundtrack June 22. Dash-
board Confessional’s “Vindicated”
and Train’s “Ordinary” are the lead
singles. Other previously unreleased
songs on the soundtrack include
Hoobastank’s “Did You,” Maroon5’s
“Woman,” Jet’s “Hold On” and Yel-
lowcard’s “Gifts and Curses.” Co-
lumbia Pictures’ “Spider-Man 2”
opens June 30 in U.S. theaters.

Vagabond Films is developing a
biopic based on the life of the late
singer/actress Nico, who at one
time recorded with the Velvet
Underground. David Mackenzie
(“Young Adam”) will direct the film.

Paramount Pictures is working
on a film based on the 1970s musical
TV series “The Partridge Family.”

André 3000 of OutKast has a star-
ring role in an as-yet-untitled movie
from Element Films. He will play a
musician who is wrongly accused of
shooting his girlfriend’s brother.

Beyoncé is co-starring in the MGM
remake of “The Pink Panther,” which
is currently filming in New York and
Paris. The movie also stars Steve Mar-
tin as Inspector Jacques Clouseau.

Jennifer Lopez has signed on to
star in the New Line Cinema
romantic comedy “Monster In-Law,”
which is filming in Los Angeles.

Marques Houston and former
B2K member Omarion have co-star-
ring roles in the 20th Century Fox
comedy “Fat Albert,” based on the
1970s cartoon series.

SUITES SO EXCLUSIVE

WE WON'T EVEN SHOW YOU A PICTURE.

PI

THE PHILLIPS CLUB

Welcome to The Phillips Club with two cosmopolitan locations offering modern living
in the heart of Boston and New York. Enjoy stylish apartments and superb features
such as full kitchens, entertainment centers, marble bathrooms, 24-hour concierge,
private doorman and preferred access to fitness and spa facilities. It's all just steps
from the spectacular parks and culture of each city. You'll have to see it to believe it.
For more information, visit www.phillipsclub.com

N E W YO RK
155 WEST 66TH STREET
212 835 8800

BOSTON
THREE AVERY STREET
617 423 8500

= Preferential membership at Reebok Sports Club/NY
=Steps from Central Park

=Preferential membership at The Sports Club/LA — Boston
=Steps from Boston Common
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BET Jazz delivers 24 hours of cutting
edge musical and lifestyle television
to millions of affluent households.

Jazz Fan Facts*
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Banks

Continued from page 11

Kwame, the record debuted at No.
57 on the Hot R&B/Hip-Hop Sin-
gles & Tracks chart and No. 65 on
The Billboard Hot 100.

Last issue, the single earned
Greatest Gainer/Airplay honors on
both charts. It moves up this issue to
No. 6 on R&B/Hip-Hop and to No. 15
on the Hot 100.

BANKING ON RADIO

Banks recorded most of his album
in a studio-equipped tour bus while
he was on the road with 50 Cent.

Describing the process for “On
Fire,” Banks says: “Kwame did the
beat, and after I laid the record down
I sent it to Em [Eminem]|. He just
did one of those things where he laid
his magic on the record, and it had
that feeling.”

Radio has embraced the results.

“First it was 50, then G-Unit and
now Lloyd Banks,” Sirius Satellite
Radio director of hip-hop/dance pro-
gramming Geronimo says. “Whatev-
er these dudes touch turns to plat-
inum. From my first listen [of] a

bootleg to ‘On Fire,” I knew it was a
smash, and now the Sirius listeners
agree. It continues to be one of the
most requested tracks on Sirius.”

Before the success of “On Fire,”
Banks was a staple on the mix-tape
circuit. Last year, the MC was named
the top mix-tape artist at Justo's Mix-
tape Awards.

“Once you have the streets and
radio on top of that, it's a wrap,” Justo
says. “Whoever is No. 1 the week
before [Banks’ album drops] will be
knocked out. He's going to be No. 1.

“Artists are getting smart,” he
adds. “They know that you have to
have the streets and then take it to
the next level. You need that stamp
of approval, and he has that.”

Banks recognizes the importance
of that stamp. After watching 50
Cent's rise, Banks also recognizes the
value of brand recognition.

“The whole system that we
designed was based off of mix tapes,”
Banks explains. “Knowing is half the
battle, and I know we can’t beat the
bootleggers, especially when you
win mix-tape artist of the year.
That’s telling them that you're the
one that needs to be bootlegged.
Knowing that, I flipped it around to
make the bootleggers my personal
street team.

The Beat

Continued from page 11

the Goos’ July 4 show in the band’s
hometown of Buffalo, N.Y.

The group is filming the concert
for release on DVD. “Right now,
we're getting together for some
preproduction on the DVD, which
will have some unreleased material
on it, of course,” he says. “You got
to have the bait. you know.”

He's also writing songs for the
next Goos album. “Hopefully, we’ll
be in the studio in the fall.”

Just as Rzeznik doesn’t plan to
produce more artists, he also

doesn't foresee starting a label, even
though bandmate Robby Takac has
launched Good Charamel Records
with Gregg Bell.

“I have no desire after seeing
what those guys are going
through,” he says with a laugh. “It
would be nice to get a little
imprint and find a couple of bands
that you really liked and make a
couple of small records a year and
not have to sweat too much about
it. But it'’s a lot of work doing it
from the ground up, and I don’t
have that much patience.”

It looks like Rzeznik may have a
hit on his hands with Cabrera. First
single “On the Way Down” is already
getting adds at radio. Album “Take It
All Away” comes out in August.

“My first commercial record was
[50 Cent’s] ‘PLM.P,” he continues.
“That was the first record that put a
visual to who Lloyd Banks was. By
then, I had been to Germany, Japan,
Australia and New Zealand without a
commercial record, but they knew
me because of mix tapes. Just know-
ing that, I will never leave that base.
That’s how I built my core.”

Banks says he has as much con-
trol over the business aspect of his
career as he has creative control
over his music.

“50 speaks to me as if he's speak-
ing to a brother,” Banks says. “That’s
the difference between a business
relationship and a business business
relationship. When you're dealing
with these dudes and you're signing
record deals, a lot of times they only
tell you what they want you to know
at that time—--as opposed to 50
telling me what he feels I need to
know.

“That’s why I am able to be hands-
on with my project,” he adds. “I know
who to call when something isn’t
going right, and whatever idea I have
I can bring to the table. And for the
most part, the only person I have to
ask about anything is 50.”

Interscope’s marketing tools for
the album include a collectors’ edi-
tion Digipak, wholesale priced at
$13.95. The regular album has a reg-
ular JumpStart cost of $10.35 and a
suggested list of $13.98.

The special CD/DVD features a
bonus track, exclusive “My Buddy”
animated video, “Smile” video and
day-in-the-life clips of Banks and
Young Buck. The label will print the
cover and booklet on U.S. currency
paper stock and limit production to
100,000 copies.

But for Banks, the music inside is
the key.

“The {songs] that I picked are the
songs that I thought were my best
material,” he says. “A lot of people
hold things back—they make ‘to be
continued’ videos—and they plan too
far in advance. I don’t have a plan B,
and I'm not guaranteed tomorrow, so
when [ made this album I laid every-
thing on the line.”

In The Spirit

Continued from page 12

1 grew up playing behind him at the
church and behind the choir ... But
I never saw myself as the frontper-
son or singing as I'm doing now.”

He eventually began perform-
ing in other churches and at com-
munity events. Tribbett says he
began developing his songwriting
out of necessity.

“Back then my choir wasn't that
good,” he admits. And since he had
trouble teaching its members some
of the more popular tunes of the
day, he began writing for them.

“I said, ‘Let me just write this

simple song that you all can get
leasily].” So I wrote it, and the
anointing was all over it. People
began to call and ask for songs. I
said, ‘I'm not a writer, 1 just did
that for my little choir.” [But] then
I began to start writing, writing
and writing.”

He and the group recorded one
independent record, then came to
the attention of Columbia A&R
execs when Tribbett put together a
band and played keyboards at a
showcase for his cousin, Vivian
Green, who also has a deal with the
label. Former Sony chief Tommy
Mottola wanted to know who the
guy was on piano, and soon after,
Tribbett and G.A. had a deal.

Tribbett wrote every song on
“Life.” Opening track “My Soul

Loves Jesus” sets the tone for the
reverent, joyful songs that follow.
“Taste ‘N’ See” is a track that Trib-
bett describes as a “ ‘try Christ’
song with a crazy party beat.”

Tribbett, who is married and the
father of an 18-month-old daughter,
says the past seven years of his life
were the inspiration for the album.

“T just write words out of my
heart, like most writers do. But as I
listened [to] all the songs, [I real-
ized] they dealt with everyday life,”
he says, explaining the album’s title.

“The message that I hear on here
is hope. All these songs talk about
real life. And whether it’s pressures
or temptations or just anxiety or
jealousy or envy, it touches on all
those things, but at the end there’s
always hope.”
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New Edge

So Far, Alternative Marketing
Keeps Genre's Head Above Water

BY DAN OUELLETTE

Jazz today is at a marketing crossroads.

At music retail, jazz never sold in the volume
or with the speed of pop. A perpetual sales under-
achiever, the genre accounts for 3% of music
sales in the United States, according to Nielsen
SoundScan. But jazz artists do offer consistent
long-term sales.

Vocalists dominate the field lately. Witness the
success of Norah Jones on the Billboard Top Con-
temporary Jazz Albums chart and Diana Krall on
Top Jazz Albums.

Some critics fault the music itself for shrinking
jazz sales. They pine for the classic jazz days of John
Coltrane and Miles Davis and allege a lack of talent

and inspiration among today’s recording artists.
(Continued on page 18)
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Chart-Toppers In Jazz

The chart recaps in the Jazz Spotlight are year-to-date from the Dec. 6, 2003, issue (the beginning of the 2004 chart
year) through the May 22, 2004, issue. These recaps are based on sales information compiled by Nielsen SoundScan.
Although the jazz charts are published in Billboard every other week, they are compiled each week and are available dur-
ing unpublished weeks through billboard.biz, Billboard Information Network and Nielsen SoundScan. Titles receive
credit for sales accumulated during each week they are on the chart, regardless of whether the chart is published or not.

Anthony Colombo compiled the chart recaps with assistance from jazz chart manager Gordon Murray.

Top Contemporary Jazz
Artists

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

1 NORAH JONES (1) Blue Note

2 WILL DOWNING (1) GRP/VG

3 KENNY G (1) BMG Heritage/RMG
(1) Arista

4 DAVE KOZ (1) Capitol

5 CHRIS BOTTI (2) Columbia/Sony Music

Top Contemporary Jazz
Distributors

/)

-f";‘ 3 /
A\

CONNICK: THREETOP ALBUMS

Top Contemporary Jazz
Jmprints

Pos. IMPRINT (No. of Charted Titles)

1 BLUE NOTE (4)

2 GRP (6)

3 BMG HERITAGE (1)
4 COLUMBIA (4)

5 CAPITOL (1)

Top Contemporary Jazz
Labels

Pos. DISTRIBUTOR (No. of Charted Titles)

1 EMM (13)

2 UNIVERSAL (10)

3 INDEPENDENTS (20)
4 BMG (6)

5 SONY (5)

SONY

Pos. LABEL (No. of Charted Titles)

1 BLUE NOTE (3)

2 VERVE GROUP (9)

3 RCA MUSIC GROUP (1)
4 NARADA (8)

5 SONY MUSIC (5)

Pos. TITLE—Artist—Impnnt/Label

1 COME AWAY WITH ME—Norah
Jones—Blue Note

2 EMOTIONS—Will Downing—GRP/VG

3 ULTIMATE KENNY G—Kenny G—
BMG Heritage/RMG

4 SAXOPHONIC—Dave Koz—Capitol

5 A THOUSAND KISSES DEEP—Chris
Botti—Columbia/Sony Music

Top Jazz Albums Artists

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

1 HARRY CONNICK, JR.
(2) Columbia/ Sony Music
(1) Marsalis/Rounder
2 DIANA KRALL (2) Verve/VG
3 STEVE TYRELL (2) Columbia/Sony
Music
4 CASSANDRA WILSON (1) Blue Note
5 PETER CINCOTTI (1) Concord

Top Jazz Albums Distributors

Pos. DISTRIBUTOR (No. of Charted Titles)

1 SONY (8)

2 UNIVERSAL (17)

3 INDEPENDENTS (26)
4 EMM (11)

5 BMG (7)

Top Conﬁggiggﬂfy Jazz Top Jazz Albums Jmprints

Pos. IMPRINT (No. of Charted Titles)

1 COLUMBIA (8)
2 VERVE (9)

3 BLUE NOTE (6)
4 CAPITOL (5)

5 BLUEBIRD (5)

Top Jazz Albums Labels

Pos. LABEL (No. of Charted Titles)

1 SONY MUSIC (8)
2 VERVE GROUP (9)
3 BLUE NOTE (5)

4 CONCORD (5)

5 CAPITOL (6)

Top Jazz Albums

Pos. TITLE—Artist—Imprint/Label

1 ONLY YOU—Harry Connick, Jr.—
Columbia/Sony Music

2 HARRY FOR THE HOLIDAYS—
Harry Connick, Jr.—Columbia/Sony
Music

3 THE GIRL IN THE OTHER ROOM—
Diana Krall—Verve/VG

4 LIVE IN PARIS—Diana Krall—
Verve/VG

5 THIS GUY'S IN LOVE—Steve
Tyrell—Columbia/Sony Music

JAZZ FROM EUROPE, WITH A GLOBAL FLAVOR...
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New Edge

Continued from page 15

Others counter that the genre is far
from lacking in musicianship.
Instrumental jazz, they note, has
several top-notch artists.

There are elders like drummer
Roy Haynes and saxophonist Von
Freeman and such mid-career giants
as saxophonists Michael Brecker and
Joe Lovano. Young upstarts include
vibraphonist Stefon Harris, pianist
Jason Moran and power jazz trio the
Bad Plus.

The problem is getting potential
buyers to hear and appreciate current
jazz releases. So what should be done
when the traditional markets dry up?

OUTSIDE THE BOX

Most in the jazz industry agree that
it is time to think outside the box and
pursue new marketing strategies to
expose audiences to cutting-edge
instrumentalists and singers.

“It’s imperative to think of a new
business paradigm to deal with the
competitive marketplace,” Jazz
Alliance International president Suzan
Jenkins says.

“New partnerships and alliances are
essential,” Jenkins savs. She cites
satellite radio services Sirius and XM

as examples of programming that
reaches people not serviced by local-
ized jazz radio stations. “We've got to
widen the jazz audience by demystify-
ing the music.”

Jessica Senders, jazz buyer for Bor-
ders Books & Music, agrees.

“Major and indie labels recognize the
need to come up with new ideas
because the old ones aren’t working,”
she says. “So thev’re trying to reach
sympathetic, arts-oriented customers
through e-mail lists, e-mail blasts with
coupons and being part of subscription
series of multiple genres.”

Recent success stories offer clues to
what works.

Senders cites Blue Note’s achieve-
ment in building Jones’ profile beyond
Jjazz magazines into nontraditional jazz
markets with TV appearances on
“Today” and “Late Night With David
Letterman.” In addition, she notes,
“Blue Note did extensive NPR buys to
target the older demographic that
doesn’t download music.”

The success of Norah Jones helped
open the door for other Blue Note
acts, says Zach Hochkeppel, VP of
marketing for EMI Jazz and Classics.

“You still need a hook, but because
of Norah'’s success, we can talk about
our instrumental artists like Stefon
Harris and Jason Moran to non-tra-
ditional jazz markets,” he says. “We
used to get lip service—‘we'll call

you back’—but now people listen.”

Senders adds that the Verve Music
Group worked with Borders on Krall’s
new album to identify the best markets
for TV ads, like “Today” and “The
Oprah Winfrey Show.”

Sherry McAdams, president of Bran-
ford Marsalis’ Boston-based indie,
Marsalis Music, observes that artists
like Krall and Jones “enjoy a level of
commercial success that is rare for jazz
musicians. Their fan base—people
who like jazz-influenced vocalists—
extends well beyond that of the core
jazz audience.

‘The old marketing
ideas aren’t working.’

—JESSICA SENDERS,
BORDERS BOOK & MUSIC

Therefore, McAdams notes, market-
ing strategies that work for them won’t
fit with traditional jazz artists.

“Jazz is not mass-market music, and
we believe a lot of money is wasted in
chasing that audience,” she says.

“Jazz certainly has a loyal following,
but it’s a much smaller audience than
that of the pop world,” McAdams con-
tinues. “So it’s vital to focus our
resources and efforts on reaching the
existing audience.”

The label applied border-busting

marketing to Marsalis’ last CD,
“Romare Bearden Revealed,” a jazz
reflection on the renowned visual
artist. When Bearden’s work received a
major retrospective at the National
Gallery of Art in Washington, D.C. “that
allowed us to introduce Branford to a
new audience,” McAdams says.

NEW PARTNERSHIPS

Concord Records is also exploring
marketing partnerships to get the word
out about its artists.

“Adults are now the most voracious
consumers of music,” Concord GM
Gene Rumsey says. “We've got to be cre-
ative in getting our product to them.”

He cites the label’s affiliation with
Starbucks to market Ray Charles’ label
debut, “Genius Loves Company,” which
will be released in August.

To advance the careers of newcomer
vocalists Rebecca Martin and Erin Bode,
MaxJazz president Richard McDonnell
banks on the growing reputation of the
label itself. MaxJazz packages discs with
handsome graphics that easily identify
the label (see story, page 37).

“From the beginning, we intention-
ally set out to establish our [abel
brand,” McDonnel! says. “Over time we
hope that people will trust our label
even if they don't know an artist. The
encouraging news is that our business
reply cards are indicating that’s true.”

(Continued on page 20)

! JIA Awards
Gain Ground

The Jazz Journalists Assn. will
stage the eighth annual JJA Jazz
Awards June 15 at B.B. King
Blues Club & Grill in New York,
followed June 21 by the JJA Jazz
Awards West Coast Party at the
Jazz Bakery in Los Angeles.

“The awards are significant,
JJA president Howard Mandel
says. “They validate quality
musicianship and contribute to
the recognition of jazz culture.
Increasingly, the awards are
being acknowledged through-
out the worldwide jazz commu-
nity—musicians are taking
pride in their awards, and
record companies are labeling
[these artists’] recordings with
stickers that designate them as
award winners.”

JJA’s international member- |
ship of 450 writers, editors,
broadcasters, photographers and
new-media professionals vote for
the honorees.

Full details of both events are
available online at jazzhouse.org.

DAN OUELLETTE

Revolutionizing the jazz world,
one artist at a time

Philip Bailey
Walter Beasley (new signing)
Michael Brecker (new signing)
Caribbean Jazz Project
Richie Cole

Joyce Cooling

Paquito D’Rivera
Heads Up Super Band
Hiroshima

Monty Alexander
Geri Allen
Cheryl Bentyne
Ray Brown
Dave Brubeck
Michel Camilo
Freddy Cole

Al Di Meola
Benny Green
Jim Hall

Hiromi

Ahmad Jamal

The Manhattan Transfer

Marcus Miller
Gerry Mulligan
Oscar Peterson
John Pizzarelli
Ernest Ranglin
George Shearing
Janis Siegel
Tierney Sutton
McCoy Tyner

~~~ Whiskey Store

TELARC

www.telarc.com

Ladysmith Black Mambazo

Dave Liebman
Miriam Makeba

Joe McBride

Marion Meadows

Andy Narell

Jaco Pastorius Big Band
Pieces of a Dream

Doc Powell

Spyro Gyra

Nestor Torres

Gerald Veasley
Yellowjackets

Alexander Zonjic

2004 Billboard Chart Positions
* Top 10 on the Billboard Jazz Chart (John Pizzarelli, Bossa Nova)
** Top 5 on the Billboard Jazz Chart (Tierney Sutton, Dancing In The Dark)
*** Top 5 on the Billboard Blues Chart (Jimmy Thackery/Tab Benoit, Whiskey Store Live)

* Number 1 on the Billboard World Chart (Ladysmith Black Mambazo, Raise Your Spirit Higher)
*+ Top 10 on the Billboard Contemporary Jazz Chart (Marion Meadows, Player’s Club)
*+++Top 10 on the Billboard Contemporary Jazz Chart (Pieces Of A Dream, No Assembly Required)

# Debuted at Top 5 on the Billboard Contemporary Jazz Chart (Spyro Gyra, The Deep End)
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Representing the best in UK jazz

www.dune-music.com

Soweto Kinch

Conversations With The Unseen

DUNECDO08

One of the most exciting new voices in British jazz, Mercury/MOBO
award-winning alto saxophonist/rapper Soweto Kinch boils and shuffles
the mix, creating an organic fusion of jazz with hip hop, rap and ethnic
rhythms that brings Charlie Parker and Q-Tip ‘into the zone’

Booking now for North America (Fall 2004)

| i Denys Baptiste
Let Freedom Ring! ounecooro

g Mercury/MOBO award-winning saxophonist, Denys Baptiste’s uplifting,
insprrational new suite combines contemporary jazz with rousing gospel,

5 r = blues and Afro-Cuban music, and the poetry of Ben Okn to celebrate

¥ IDenys Baphiste

the 40th anniversary of Dr Martin Luther King's historic / Have A Dream
oration

Booking now for North America (February 2005)

Record Label Artist Management
Music Publishing Education

Tel +44 20 8424 2807
info@dune-music.com

New Edge

Continued from page 18

Pat Rustici, GM of Palmetto Records,
says touring is fundamental.

“We're alean record label. When we
sign someone new like Kate McGarry
or someone who's been dropped by a
major like a Bobby Watson, touring is
part of the conversation,” Rustici says.
“It's a partnership. |The artist] works
hard, and we’ll work hard to generate
press—and sales—on the road.”

Live performances are key, says Jeff
Levenson, executive VP of Half Note
Records, which has released CDs from
Ben E. King, Onaje Allan Gumbs and
Miri Ben-Ami.

For vocalist Karrin Allyson’s
new album of '70s pop songs,
“Wild for You,” Concord Records is
looking for free outside summer
concert bookings to introduce her
to new audiences, the label’s Gene
Rumsey says.

Dave Love, president of Heads Up
International (a division of Telarc
International), says it's vital to
showcase artists live, especially
when dealing with new talent such
as Telarc pianist Hiromi.

This year's big performance success
story is Verve’s Jamie Cullum. The
U.K. jazz singer/songwriter created a

buzz when he plaved select showcases
eight months before his “Twenty-
something” debut.

“This is one of the best setups I've
ever been a part of,” Verve senior VP/
GM Nate Herr says. “Seeing Jamie is
believing. That’s how we wanted to
introduce him to critics, TV, retail buy-
ers and radio programmers. We ended
up lining him up for a lot of high-pro-
file press, including MTV, ‘Austin City
Limits" and NPR.”

AT THE MOVIES

New marketing opportunities based
on increased artist exposure continue
to surface. Concord is preparing to cap-
italize on singer Peter Cincotti’s
appearance in two films—a cameo in
this summer’s “Spider-Man 2" and a
larger role in Kevin Spacey’s fall release
about Bobby Darin, “Beyond the Sea.”

Then there are those in the jazz
industry who still believe in the power
of record stores in promoting music,

Independent promotion veteran Bob
Ruttenberg of Tucson, Ariz.-based
Coast to Coast Marketing acknowl-
edges that there’s plenty of lifestyle
marketing going on—with tunes play-
ing on airplanes, at clothing stores and
in malls and restaurants.

“But the best sellers are behind the
counter at independent record stores
like Dan Lamb's Kemp Mill in D.C. and
Sally White’s Sally’s Place in Westport,

Conn.,” Ruttenberg says. “People fre-
quent stores run by people who know
and love music. I'll take 100 Sallys and
Dans over 100 radio stations.”

Mitchell Feldman, director of the
jazz promotion department of Denver-
based Synergy Media Group’s Indiego
Marketing, agrees. He says that despite
Web-buying and Internet downloading,
there is “no substitute for the social
experience of going to a store and inter-
acting with other people.”

Feldman says Indiego Jazz's promo-
tion of Oliver Lake Steel Quartet's new
Passin’ Thru Records album, “Dat
Love,” includes Touch Stand kiosks.
These eMac computers with 17-inch
touch screens are in 30-plus indie
record stores with strong jazz depart-
ments. They allow in-store browsers to
listen to the disc.

Amid today's myriad jazz marketing
experiments, veteran jazz writer and
publicist Peter Levinson waxes philo-
sophical. He believes its sales woes
reflect a deeper dilemma.

“What the jazz business needs is a
new artist who creates controversy, like
Ornette Coleman did in 1959, or a new
and sensuous brand of jazz, such as the
bossa nova that Antonio Carlos Jobim
and Jodo Gilberto offered in 1961,” he
says. “Jazz desperately needs a new kind
of musical expression to make it both
commercial and important in the gen-
eral media once again.”

NLM-0938

THEQ BISHOP "NEWPORT NIGHTS"

The debut album from this Smooth
Jazz keyboardist features Jeff Kashiwa,
Brian Hughes, Juan Carlos Quintero, and
Jimmy Hastip of the Yellowjackets.

native
lanquaqe’

JEFF KASHIWA “PEACE OF MIND”

The brand new album from this hit
saxophonist! Features guests Jeff Lorber,
Jonathan Butler, Brian Bromberg, and
Chuck Loeb. AVAILABLE IN STORES
AUGUST 24!

THE NEW VOICE
OF CCNQTE%APCH%&RY’

S
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NLM-0937

“"INTRODUCING ADAM NIEWOOD”

The debut album from this up-and-
coming New York saxophonist featuring
Eric lewis, Matt Brewer, and Ben

Perowsky. standards.

GERRY NIEWOOD “FACETS”

The saxophone legend is back with
a brand new album featuring Gene
Bertoncini on guitar. Includes classic

VARIOUS “SMOOTH JAZZ: CRUISIN™
Great for a Summer road trip, this
Smooth Jazz compilation features some
of the biggest names in Smooth Jazz.

danSIEGEL
INSHDEGt

DaN STEGEL " I:I'GID‘E ouT

L0530

The brand new: sGum rrm'n.-ﬂ'ns_;d:t

Incudas the saghes “In 'f'rJg,:I' Ep.--, 1r-d =
*Crossroads.”

Cruisin

WARIOUS “SMOCTH. 1077 ESSENTIALS”
Some of the format’s bestknown anists
&t & sperial bw price! Inchides hits by
Dan Segel, 1 Kashiwe, Everette Harp,
and rre! =

© 2004 Native Language Music, LLC. All rights reserved. For more information on these and other great Native Language releases, log on to www.nativelanguage.com Distributed in the U.S. and Canada by Navarre COrp., Meswy Fnpe, MK, [B007 TEE-SD, Eranmanioral dbmibio: svaiabie B e ferfoies, Mo
contact info@nativelanguage.com for details. Brian Hughes and Brian Bromberg appears courtesy of A440 Music Group. Jimmy Haslip appears courtesy of Heads Up Intl. Jeff Lorber appears courtesy of Narada Productions. (rurk Loch appnas ooty of Sharai ke Dwrtsinvent. Sorey James nopess courtesy of

Warner Bros. Records.
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Facility Fees On The Rise For Club Bookings

BY SUSANNE AULT

LOS ANGELES—Amphitheater, arena
and theater facility fees have long been
a thorn in booking agents’ sides.
Clubs, however, have only recently
become a sticking point.

LLarge-venue owners say their
surcharges, which average $1 to $3
per ticket, are necessary to help
finance arena or shed construction
or renovation.

Over time, agents started question-
ing the validity of these fees, which
benefit venue owners over artists,
agents and managers.

To many acts’ representatives,
venues were enjoying a new rev-
enue stream at the expense of the
talent’s gross potential (Billboard,
May 26, 2001).

The $1 to $3 tacked on to a $50
shed show could be seen as reason-
able. But the increasing use of such
fees by clubs for tickets that cost $20
or less is upsetting many tour organ-
izers, who say there is no room to pad
those tickets.

“At that kind of entry level, there is
no real demand yet for that artist. You
don’t want to make it that difficult” for
people to go to shows, says Jim
Guerinot, partner at Rebel Waltz Man-
agement. “You certainly want to keep
your prices as low as possible.”

P.0.D.’s current club tour ends
June 20. Larry Webman, the band’s
booking agent at Little Big Man, says
it is disappointing to see clubs add a
facility fee in which the band does
not share.

Although club capacities might top
out at 1,000 seats, a facility fee as low
as 50 cents at places like the Pageant
in St. Louis (where PO.D. played May
7), “could be $500 that the artist could
have had for hotel rooms,” Webman
says. “Add that on every single day of
the tour, and that really adds up.”

Tom Chauncey, booking agent at
Partisan Arts, whose clients include
Jack Johnson and Ben Harper, says
“more clubs do have the [fee]. It
could be called a ‘restoration fee’ or a
‘facility fee’—there are a number of
nice, flowery words [for it]. But it is
another income stream for the pro-
moter or venue.”

For promotion companies that are
aligned with clubs, like Clear Channel
Iintertainment and House of Blues
Concerts, promoters and venue man-
agers may share the facility fee.

“At times I look like the culprit,”
admits Eric Herz, a Los Angeles-based
CCE promoter. “But at other times |
just pay rent” and do not participate
in the facility fees.

Herz sees two sides to the debate.
He works shows at such fee-
charging clubs as the city’s Avalon
and Wiltern (both CCE-operated)
and the independently owned Henry
Fonda Theater.

All three have undergone recent
renovations, which would logically

explain their addition of a facility
fee during the past couple of years,
he says.

Nevertheless, “I think it varies from
venue to venue. Some truly have a
high overhead and need help paying
for it. Others turn to it as a pure
source of profit,” Herz says.

SHARE THE WEALTH

Whatever the reason, Chauncey
says, he wishes the agent and
promoter/venue could be fair in
crafting contracts so all parties
could benefit.

“I see |facility fees] as a problem.
It is deception. It would be far sim-
pler if people were more straight
and put expenses on the table and
made deals based on reality,”
Chauncey says. “If you make deals
that don’t work on paper, promot-
ers are then forced to make revenue
streams for themselves.”

Other clubs that have added facility
fees in the past couple of years include
the Bottleneck in Lawrence, Kan.,
which has a $1 charge. Jointly booked
hy CCE and HOB, Sunset Station in
San Antonio recently added a $3 fee.

“I would skip the market over that,”
one booking agent says of the Sunset
Station charge. “It’s ridiculous that an
artist can’t get $3 |of] revenue on a
$15 ticket.”

Facility fees have become com-
mon at many HOB clubs, including
locations in Los Angeles; Chicago;
Orlando, Fla.; and New Orleans.

HODB executives did not return
phone calls by press time.

When Kirk Sommer, an agent at
William Morris Agency, questioned
Bottleneck management over the new
fee, he says he “got the usual answers:
‘Sales have been down. Everybody else
is doing it, why can’t I?””

Sommer believes that agents rout-
ing acts into clubs have had to become
savvier negotiators because of the
increasing usage of facility fees. Yet
Sommer says he has had luck with
waiving fees in some deals.

“People are more conscious of it.
Before we confirm the deal, we're
asking that question,” Sommer says.
“Sometimes at certain venues you
can’t win. But we do our best to
make sure there aren’t additional
facility fees.”

Sommer adds that “so far, everyone
has folded” in agreeing not to charge
facility fees for club shows for up-and-
coming rock band the Killers, as well
as other new acts.

Artists have also become involved
with clubs’ facility fees, agents say.

IEG/BILLBOARD TOUR SPONSORSHIP ROUNDUP

Acts will either push to beef up their
own deals or work to get the facility
fee split between themselves and the
promoter and/or venue.

“Promoters bitch and moan that
artists cut narrower deals. But [facility
fees] are another factor of why |acts]
try to get more on the front end. That
$1 facility fee is why you try to push
that much harder to get an extra
$1,000" for vour client, Webman says.

There are clubs that do not charge
facility fees as a general rule. Inde-
pendently operated 9:30 Club in
Washington, D.C., is one example;
others include CCE clubs the Roxy
and Cotton Club in Atlanta.

“We feel that costs should be kept
to a minimum when you’re talking
about developing artists,” says
Adam Cohen, a CCE talent buyer
for Atlanta.

Seth Hurwitz, owner of the 9:30
Club since 1986, believes adding a
facility fee will simply vesult in encour-
aging “the agents to want a piece of
that too” instead of significantly
advancing the venue in some way.

Sommer concludes, “If it was up to
me, no one would charge a facility fee.”

Dealmakers

Tim Hudgens, regional marketing
manager, Chevrolet Southeast.

Sponsor Tour Estimated Fee Leverage
Chevrolet Third Day tour, $125,000 Using sponsorship as a grassroots marketing platform in the South-
General Motors six-plus stops east United States 1o raise visibility around the SSR, Malibu,
Equinox and several other new and redesigned vehicles. Also using
tie to play up Chevy's“Americana” positioning and benefit from the
band’s transition from a Christian rock group to a mass-market act.
Leveraged with a promo dangling a free “Chevrolet Exclusive: Third
Day Live” sampler CD to consumers who took a test drive at a local
dealer; touted CD through 300,000 direct mail fliers. Band also
talks up Chevy and plays ads from the stage.
Dunkin’ Donuts Little Steven’s $100,000 Aligned with grassroots tour to sample new iced lattes, play up the
Allied Domecq Rockin’ Garage tour, drink’s high-octane positioning and drive traffic to local restau-
eight cities, April-june rants. Touting the drinks and local stores on the tour’s Web site;
hyping the sponsorship on dunkindonuts.com and 5,000 fliers and
250 posters in each market. Tour hits Chicago, Cleveland, Miami,
Washington, D.C., and four other East and Midwest markets.
Dunkin’ Donuts also will sponsor Little Steven’s garage band com-
petition in New York this summer.
Grace Tropical VP Records $30,000 Ties afforded exclusive beverage status, on-site sales rights and
Rhythms 25th Anniversary Cel- visibility in the concerts’ $500,000 media buy. Leveraged through
Grace Foods ebration, New York and radio station ticket giveaways and street marketing campaigns. On
Miami, May site, gave product to celebrities and sampled inVIP media rooms.
Co-sponsors indluded Western Union, Bacardi, Caribbean Food
Delights, Sirius Satellite Radio and Dennis Shipping.
Maybelline Presenting, Chicks $500,000 Using tie as promotional platform as part of 6-month-old rebrand-
New York with Attitude tour ing campaign. Maybelline is routing tour to key markets and plans
L'Oréal USA featuring Liz Phair to run in-store retail promotions; the promos may also stock end-
and the Cardigans, cap displays with CDs from tour artists. Retailers will also tout the
August-September, tour in circulars and other marketing collateral and will run national
19 stops sweeps offering a trip to see the tour’s New York show. On-site
presence includes the Maybelline Lounge where attendees can
check out interactive displays and leam tips about applying make-
up. Maybelline also is touting tour on a dedicated Web site.
X-type Zero 7 tour, $150,000 Sponsoring British D) duo to create awareness for the entry-level X-
Jaguar North May-June, 14 stops type among tastemakers and creative entrepreneurs and develop a
America dialogue with those consumers through an online newsletter. Lever-
aging through a dedicated Web site that plays up the vehicle’s affini-
ty with music, fashion and art; using site to compile a prospect list
by offering downloadable music tracks and a sweeps offering a lim-
ited-edition black X-type iPod. Site also touts a free 48-track box CD
compilation to consumers who sign up for a test drive at a local
dealership. In addition, X-type is presenting a series of early evening
events at venues in Los Angeles, New York and Miami.
4&; Compiled by William Chipps, senior editor, IEG Sponsorship Report
- sponsorship.com

Little Steven Van Zandt and Jon
Luther, CEQ, Allied Domecq Quick
Service Restaurants. Marketing
agency Mr.Youth activates.

Jesse Kirshbaum, president, NUE:A;
Chris Schlarb, head of sponsarship,
VP Records; Adrienne Rhodes,
Barfield Public Relations; and
Ricardo Bryan, CEOQ, Grace Foods

Joseph Bongiovi, president,
Monarch Entertainment Group, and
Cheryl Vitali, senior VP of market-
ing, Maybeltine New York-Gamier.

Chris Stephenson, CEQ, Exposure
USA, and Carol Crabtree, managing
director, Solar Management.
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~ Creed Fans May
Cross To Alter Bridge

Although open only since 1991,
the Pyramid’s future is in limbo.
The Memphis City Council recently
narrowly defeated a proposal to
close the landmark structure,
which will soon play second fiddle
to the new Fedkx Forum. The
Forum, new home of the city’s NBA
franchise, the Memphis Grizzlies,
opens Sept. 1,

Creed may have called it quits,
but a new band will have the same
focus on touring, according to its
agent, Ken Fermaglich at the
Agency Group.

Creed songwriter/guitarist Mark
Tremonti and drummer Scott
Phillips have joined original bassist
Brian Marshall and former Mayfield
Four singer/songwriter Myles

Kennedy in a new
group called Alter : m

Bridge (billboard.biz,
By Ray Waddell

June 4). Plans are to
rwaddell@billboard.com

work the road hard.

With Creed, “we
were dealing with a
band with rabid fans
around the world who
have had nothing to
sink their teeth into
for awhile,” says IFer-
maglich, who was also
Creed’s agent. “I
believe many of them will be drawn
to Alter Bridge.”

Alter Bridge’s debut album on
Wind-up is set for Aug. 10. A pro-
motional acoustic tour of radio sta-
tions will begin later this summer,
and a worldwide tour will start in
September.

Like Creed, Alter Bridge will
maintain a serious work ethic when
it comes to touring. “They will be on
the road at least a year-and-a-half,”
Fermaglich predicts.

“The Grizzlies will be operating
the FedEx Forum, and they’ll also
be responsible for any deficit the
building may incur,” Pyramid GM
Alan Freeman says. “In return for
that, the Forum has first right of
refusal on any entertainment that
could play the Pyramid or the Mid-
South Coliseum.”

Facing budget cuts, the council
mulled potential savings of more
than $1 million per year it could
realize by shuttering the Pyramid.

x

-

But when politicos are in doubt, task
forces form, and that’s what is hap-
pening in Memphis regarding the
Pyvramid. Another hearing on the
topic will be held in the near future.

The Pyramid has historically
been a busy arena. It currently
hosts most major concerts in the
city, as well as the Grizzlies and
University of Memphis basketball,
both of which will move to the
Forum. If the building closes, the
city and county would have to buy
out the concessions contract Ara-
mark holds at about $1 million.

As it stands, “we’re open for
business,” Freeman says. The
future, though, is anything but
clear-cut.

Suggested alternatives include
conversion to a casino or entertain-
ment/retail complex.

“This building is too young to be
put out to pasture,” Freeman says.
“That’s why the politicians are
seeking to find another use.”

Certainly, Creed was an act that
was built through radio hits and
hard touring. It put up some strong
numbers, and the band wasn’t afraid
to work. Its last two tours in 2002
and 2000 grossed a combined $65
million and played to about 1.8 mil-
lion people at 160 shows, according
to Billboard Boxscore.

“Creed understood the impor-
tance of secondary and tertiary mar-
kets as much as major markets,”
Fermaglich says. “They understood
the importance of an amazing live
show, and they understood the
importance of letting a fan experi-
ence a concert that brought them to
another place.”

MILLION DOLLAR PYRAMID: It has
been called everything from “wow”
architecture to a white elephant.
Now the Pyramid in Memphis is in
a battle just to remain standing in
its huge footprint alongside the
Mississippi River.

2004
~ o VENUE/
ARTIST(S) DATE

GROSS/
TICKET PRICE(S)

ATTENDANCE/
CAPACITY

PROMOTER

CELINE DION The Colosseum at Caesars

Palace, Las Vegas

$2,617.132

19,151
$225/$175/$127.50/$87.50 five sellouts

Concerts West

CULT, AMERICA, GRAND FUNK RAILROAD May 15

May 26-30
PRINCE Staples Center. $2,527.148 34,651 Concerts West
Los Angeles $85/$49.50 two sellouts
May 26, 28
PRINCE Mandalay Bay Events  S2432,651 2258 Concers West |
Center, Las Vegas $131.25/$68.25 two sellouts
May 29-30
THE WHO, DAVID JOHANSEN Madison Square Garden, $1.807,136 16,550 Clear Channel
New York $405.43/$54.50 sellout Entertainment
May 22
2100 ZOOTOPIA: JESSICA SIMPSON, Madison Square Garden,  $1,791,039 19402 Clear Channel B
MAROON 5, AVRIL LAVIGNE, BLACK EYED New York $329.50/$74.50 14,870 Entertainment
PEAS, MARIO WINANS, J-KWON & OTHERS May 21
WANGO TANGO: JANET JACKSON, BIG BOI OF Rose Bowl, $1,575,198 40,361 Clear Channel
QUTKAST, JESSICA SIMPSON, LENNY KRAVITZ, Pasadena, Calif. $151.21/$31.21 63.534 Entertainment
HILARY DUFF, ENRIQUE IGLESIAS & OTHERS May 15
SHANIA TWAIN, EMERSON DRIVE Xcel Energy Center, $1,199.355 16,277 Jam Productions o
St. Paul. Minn. $80/965/$45 sellout
June 4
JIMMY BUFFETT Office Depot Center, $1,159,533 19,508 Clear Channel
Sunrise, Fla. $91/565/$55/831 sellout Entertainment
May 1
KISS 108 FM CONCERT: JESSICA SIMPSON, JC  Tweeter Center for the Performing  $1,075,135 18,551 Clear Channel
CHASEZ, SEAN PAUL, MAROON 5, KIMBERLEY  Arts, Mansfield, Mass. $200/365 19,900 Entertainment
LOCKE, BACKSTREET BOYS & OTHERS May 22
PRINCE Arrowhead Pond, $968,729 15.467 Concerts West
Anaheim, Calif. $85/$49.50 sellout
May 24
— — — — —
SHANIA TWAIN, EMERSON DRIVE Schottenstein Center, $875.410 17.35% Frank Productions
Columbus, Ohio $80/365/$45 sellout
May 21
SHANIA TWAIN, EMERSON DRIVE Fargodome.. $861.575 13.791 Beaver Productions
Fargo, N.D. $75/$55/345 17,500
June 5
FLEETWOOD MAC “Tweeter Center forthe Performing $829.351 T 12805 Clear Channel
Arts, Mansfield, Mass. $125/838.50 16.669 Entertainment
May 28
SHANIA TWAIN, EMERSON DRIVE Van Andel Arena, $822,580 12,450 Clear Channel
Grand Rapids, Mich. $80/845 sellout Entertainment
May 16
SHANIA TWAIN, EMERSON DRIVE Allen County War Memorial $810,050 10.887 Frank Productions i
Coliseum, Fort Wayne, Ind.  $80/365/$45 sellout
May 14
FLEETWOOD MAC Veterans Memorial Arena,  $789,375 10,664 Clear Channel
Jacksonville, Fla. $115/835 12,648 Entertainment
May 23
FLEETWOOD MAC 'PNC Bank Arts Center, $777.775 1os: Clear Channel
Hoimdel. N.J. $134.50/$32.50 16,944 Entertainment
May 29
AEROSMITH, CHEAP TRICK Pengrowth Saddledome, $755.196 13.871 Clear Channel
Calgary. Alta. ($1,039,528 Canadian) 16.259 Entertainment
May 20 $65.02/$35.96
FLEETWOOD MAg Chastain Park Amphitheatre, $749,212 6.66!-3 Clear Channel
Atlanta $130/858 sellout Entertainment
May 15
KENNY CHESNEY, KEITH URBAN, The Pyramid, $744,809 15,861 The Messina Group,
DIERKS BENTLEY II\\Aﬂemphis $50.75/$40.75 sellout TBA Entertainment
ay 21
KENNY CHESNEY, RASCAL FLATTS,  Smirnoff Music Centre,  ST19276 20073 The Messina Group,
UNCLE KRACKER Dallas $59.50/$27.50 sellout House of Blues Concerts
June 5
AEROSMITH, CHEAP TRICK Saskatchewan Place, $712,037 12,577 Clear Channel
Saskatoon, Sask. (5987,377 Canadian} sellout Entertainment, in-house
May 16 $64.54/$42.91
" AEROSMITH, CHEAP TRICK "~ Rexall Place, 688,157 2z Clear Channel
Edmonton, Alberta (8960,322 Canadian) 134N Entertainment
May 18 $64.13/$35.47
KENNY CHESNEY, RASCAL FLATTS, Verizon Wireless Amphitheater, $671,950 17,979 The Messina Group,
UNCLE KRACKER Bonner Springs, Kan. $59.75/$27.75 selflout Clear Channel
June 4 Entertainment
" THE WHO, MRNORTH Tweeter Center for the Performing 655,800 9,598 Clear Channel
Arts, Mansfield, Mass. $125/$35 15,047 Entertainment
May 20
AEROSMITH, CHEAP TRICK Idaho Center, $614,860 9,724 Clear Channel
Nampa, Idaho $75/855 12,532 Entertainment
May 24
FLEETWOOD MAC Alltel Pavilion at Walnut 5614,015 | 12,848 Clear Channel
Creek, Raleigh, N.C. $102/$35 20,000 Entertainment
May 22
FLEETWOOD MAC Sound Advice Amphitheatre, $565,071 11,516 Clear Channel
West Palm Beach, Fla. $127/835 19,27 Entertainment
May 18
3 — E— S— = 3
ALAN JACKSON, Verizon Wireless Music $561.642 10,049 Clear Channel
MARTINA McBRIDE Center, Pelham, Ala. $64.75/$49.75 sellout Entertainment
May 20
ALAN JACKSON, Verizon Wireless Amphitheater, $539,849 14,169 Clear Channel
MARTINA McBRIDE Charlotte, N.C. $61.50/$27.50 18,812 Entertainment
May 15
KENNY CHESNEY, PHIL VASSAR, Pensacola Civic Center, $448,829 8,4_13 The Messina Group, ]
DIERKS BENTLEY Pensacola, Fla. $55.50 sellout Mischell Preductions
May 23
FLEETWOOD MAC Verizon Wireless Amphitheater, $397,981 9,093 Clear Channel
Charlotte, N.C. $102/835 18,812 Entertainment
May 20
KENNY CHESNEY, KEITH URBAN, Mississippi Coliseum, $382,011 7682 The Messina Group,
DIERKS BENTLEY Jackson, Miss. $53.50/$41 sellout Varnell Enterprises
May 22
KENNY CHESNEY, UNCLE KRACKER Tulsa Convention Center, $343,455 7153 The Messina Group.
Tulsa. Okla. $52.50 sellout Mischell Productions
June 3
KKRW ARROWFEST: STYX, PETER Cynthia Woods Mitchell Pavilion, $329.361 11,481 Clear Channel
FRAMPTON, KANSAS, BLUE OYSTER The Woodlands, Texas $95.70/$25 15,956 Entertainment

Copyright 2004, VNU Business Media, Inc. All rights reserved. Boxscores should be submitted to: Bon Allen, Nashville.
Phone: 615-321-9171. Fax: 615-321-0878. For research information and pricing, call Bob Ailen, 615-.

3219171

FOR MORE BOXSCORE RESULTS GO TO BILLBOARD.COM
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Billboard To Honor

R&B Founders Award at the Bill-

| 1 Burn 3 WsANo @ 25 Still In Love Sunshine
USHER (LAFACEZOMBA) | TEENA MARIE {CASH MONEY CLASSICS/UMRG) LIL' FLIP FEAT. LEA (SUCKA FREE/COLUMBIA/SUM)
] 3 If 1 Ain't Got Youﬁr 27 24 Don't Take Your Love Away | Want You ﬁf
| ALICIA KEYS {J/RMGH AVANT (MAGIC JOHNSON'GEFFEN INTERSCOPE) JANET JACKSON (VIRGIN]
- 2 Overnight Celebrity s, B 38 Selfish Make It Alright
1 TWISTA (ATLANTIC} SLUM VILLAGE (BARAK/CAPITOL) CARL THOMAS (BAD BOY/UMRG}H
4 Confessions Part i ﬁf 29 23 Tips What If
KRS'One \Vi” YQCGIV c B earis " DY d A . USHER {LAFACE/ZZOMBA] J-KWON (S0 S0 OEF/ZOMBA) RUBEN STUODARQ {J/RMG)

e this y our production | 5 Freek-A-Leek 99 Problems I Like That
19
|8

“When finally the time came that

ice : i = ! i al.” On Fire You Don't Want Drama Confessions Part 1
bOElI’d/Amel’lLdn U] ban Rad]o Net we felt we C‘OUId get h]m ) dedl’ COO] i LLOYD BANKS [G-UNIT/INTERSCDPE} BBALL & MJG FEAT. P. 0I0DY {BAD BOY/UMRG) USHER ([LAFACEZOMBA)
works R&B/Hip-Hop Conference continues, “we told him to do an | Happy Peaple Time's Up! 62 Questions
and Awards. album—we gave him the beats—and b R KELLY LIVEZOMBA) JADAKISS FEAT.NATE 00GG {RUFF AYDERS/INTERSCOPE) TAMIA [ELEKTRAVATLANTIC)
. . “\ 10 Slow Motion Think About You 63 No Problem
The Bronx, N.Y,, native and found-  we would get him a deal. We shopped : JUVENKE (CASH MONEY/UMRG) LUTHER VANDROSS [J/AMG) LIL SCRAPPY {BME/REPRISEAVARNER BROS)
i i i iddi i ! 6 All Falls Down So Sex 59 B4 Biow It Dut
ing r}1ember of Boogie Downipro' him, t.here was a bidding war and it = KANYE WEST (ROC-A-FELLAVDEF JAM/IOJMG] TWISTA FEAT.R. KELLY (ATLANTIC) LUBACAIS (DISTURBING THA PEACEEF JAMSOUTHADIMG]
ductions is known for his socially was history from there.” i 12 Jesus Walks Lean Back b 69 Headsprung
conscious lyrics as well as his early Dre says, “We had interest from , Tty o - o e ;“::“ {SRCUNVERSALIMTG) OG ;:;’:;Jl‘t";:x'w‘”
1'iva|ry with MC Shan. Shady, Aftermath, Interscope, Def MARID WINANS [BAD BOY/UMRGH PATTI LABELLE (OEF SOUL CLASSICS/I0JMG) LIL' WAYNE (CASH MONEY/UMRG)
addits - : : ) e g g Roses Call My Name (62175 Let Me In
In addition to his impressive musi-  Jam and Atlantic, as well as Jive. |Jive QUTKAST (LAFACEZOMBA) PANCE (NAG/COLUMBASUM) ! YOUNG BUCK (G UNITANTERSCOPE)
cal output, KRS- Game Over (Flip) Splash Waterfalls PN &3 Y Dip It Low
One Created the UL FLIP {SUCKA FREE/COLUMBIA/SUM) LUDACRIS THA PEACE/DEF IMGH CHRISTINA MILIAN {ISLAND/IDJMG)
) k Yeah! The Way You Move Get No Better
Temple of Hiphop, USHER {LAFACE/ZOMBAI OUTKAST FEAT SLEEPY BROWN (LAFACEZOMBA) CASSIDY FEAT. MASHONDA [FULL SURFACEL/AMG,

a nonprofit organ-

Beats

ization that aims Naughty Girl Me, Myself And | Diamond In The Back
o : BEYONCE [COLUMBIA/SUMI BEYONCE (COLUMBIASUM) LUDACRIS (DISTURBING THA PEACE/DEF JAM SOUTH/IDMG,
to “continue -
] - Diary Sorry 2004 Musicology
decriminalizing ALICIA KEYS (J/RMG) RUBEN STUDDARD (J/RMG) PRINCE (NPG COLUMBIASUM)
; o Dude | Tear It Up Let's Get Awa
_Hlphop’s public T BEENIE MAN (SHOCKING VIBESVIRGIN) [ g won (o sureacezym) BT 11, (GRAND AUSTEANTE
image and pro- Move Ya Body o b3 Salt Shaker Why?
te th i NINA SKY (NEXT PLAT ERSAL/UMRG) e YING YANG TWINS (COLLIPARK/TVT) JADAKISS FEAT ANTHONY HAMILTON [RUE o)
mote e LIIEY; Jook Gal (Wine Wine)ﬁr U Saved Me 70 X | Wanna Thank Ya
of the Hiphop By Rashaun Hall ELEPHANT MAN (VP ATLANTIC) RLKELLY LIVEZOMBA) ANGIE STONE FEAT. SNOOP DDGG (/AMG)
Welcome Back Whats Happnin! 71 W Locked U
KU] ture. ” rha"@bi"boa rd.com MASE {BAD BOY/UMRG) YING YANG TWIRQ (COLLIPARK/TVT) AKON FEAT. ST\?LES P. (SRC/UNIVERSALUMRG}
i Talk About Our Love Culo m — Golden

fi Serving aSBt };f BRANDY FEAT, KANYE WEST (ATLANTICI PITBULL FEAT.LILJON {1V} =2 JILL SCOTT {HIDOEN BEACHEPIC/SUM)

inale to the Bill- Southside " | This Wa (73] — Take Ya Clothes Off
board/AURN R&B/Hip_] lOp Con- senior VP] Chris nghty came down LLOYD FEAT ASHANTI (THE INC/DEF JAMIOJMG) DILATED PEOPLES (ABB/CAPITOL) | BONE CRUSHER [BREAK EM OFF/SQ SO DEF/ZOMBA!

g g ke Dirt Off Your Shoulder Whoknows | — Knuck If You Buck
ference (Rhythm & Blues, Bill- and met with us, and Dirtbag was JAYZ (ROC A FELLA/DEF JAMADIMG) MUSIQ {DEF SOUL/IDJMG =" CRIME MOB (CRUNK;BME)
L et g . isted Turn M 75 G | Hate U

board, May 29), the awards show really feeling Chris. Got It Twiste urn Me On L e aur

will take place Aug. 6 at Barton G
in Miami Beach.

“We were in [..A. about to close a
deal with Shady when Chris Lighty
and |Jive president] Barry Weiss put

JUNE 19
2004

LAST WEEK

TITLE
ARTIST (IMPRINT/PROMOTION LABEL)

TITLE
ARTIST (IMPRINT/PROMOTION LABEL}

LAST WEEK

HIS WEEK

Billboard” HOT R&B/HIP-HOP AIRPLAY.

TITLE
ARTIST (IMPRINT/PROMOTION LABEL)

LAST WEEK

e NUMBER 1

PETEY PABLO {JIVEZZOMBA}

=28

JAY-Z (ROC-A-FELLAVOEF JAM/IO4MG)
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La Bersuit Innovates, Generates Sales

BY MARCELO FERNANDEZ BITAR

BUENOS AIRES—An odd name with
no true meaning meets an even odder
music that mixes rock with folk, polka
and even tropical rhythms.

It adds up to Bersuit Vergarabat, a
group that has found success thanks
to its singularity.

Although the band has a 15-year
history, only now is it enjoying nation-
wide success here, propelled by a 2002
live album and its most recent release,
“La Argentinidad Al Palo.”

The new album was released March
5 on Universal Music Argentina.
According to the label, it has already
topped the 200,000-unit mark in
Argentina, an extraordinary number
for the region. It is also the band’s
best-selling set. Live album “De La
Cabeza” has sold 125,000 copies.

The new album’s success is the
result of an innovative marketing plan
and a tiered release schedule.

“La Argentinidad” is a double
album, but it was released one disc at
a time. The first volume was sold at
full price, while the second one,
released a month later, was sold at
half price.

It's an unorthodox approach for an
unorthodox band.

The eight-man troupe, led by vocal-
ist Gustavo Cordera and keyboardist
Juan Subira, La Bersuit (as the group
is called by fans) has learned to roll
with the punches.

Its first shows during the early "90s

attracted a cult following on the
Argentine rock scene. But in the wake
of a promising debut, several band
members departed, and the songs
from its following two albums
received little airplay.

“But we never stopped playing,”
Cordera says. Instead, the group
honed its onstage antics with outra-
geous behavior, such as wearing paja-
mas to its shows.

BERSUIT VERGARABAT: TIERED-RELEASE DOUBLE-ALBUM

ON THE COMEBACK TRAIL

La Bersuit caught the attention of
producer Gustavo Santaolalla, who
produced the band’s 1998 album,
“Libertinaje.”

The record marked a comeback to
mainstream radio and broadened the
band’s appeal. By then La Bersuit had
begun incorporating Argentine
rhythms into its music. It also began
using traditional folk instruments, as
well as accordions, which are part of
the local cuarteto genre.

Lyrically, Cordera’s songs com-
bined social consciousness with
poetic verses and blunt sexually ori-
ented phrases.

La Bersuit’s popularity started grow-
ing, and it continued to escalate in
2002 with its live release. The album
included older tracks and hits from its
Santaolalla-produced albums, as well
as the tango-tinged “Perro Amor
Explota.” The song, featured on the

soundtrack to Mexican blockbuster
film “Amores Perros,” became a hit.

Sergio Chapetta, marketing direc-
tor at Universal Music Argentina, says
that after the live release, “the new
studio album became a top priority,
and a special plan was laid out to set
up the record.”

PAY NOW, LISTEN LATER
Universal released first single “La
Soledad” Jan. 5 in conjunction with a
contest and a promotion with retailer

Musimundo that tied in with the
album’s release.

For two months, Musimundo’s 64
Argentine stores exhibited a giant
Argentine flag that would be raffled off
among buyers who paid 60% in
advance for their copy of the CD and
a free single.

The maneuver was more suc-
cessful than the record company
ever imagined.

SELLS 200,000 COPIES

In the end, 20,000 units of the
first album were sold in advance. By
late March sales had grown to
60,000 copies.

When the second volume of “La
Argentinidad” was released April 8, it
also had racked up just as many
advance sales.

“We are living these days with great
intensity and enthusiasm,” Cordera
says. “Over 100 songs were composed
for this project, and the recording was
made during a great Latin American

tour with 92 shows throughout 2003.”

“La Argentinidad Al Palo” has since
been released in Spain, Puerto Rico,
Chile, Uruguay, Paraguay, Mexico,
Costa Rica, Colombia, Ecuador and
Peru. Promotional visits and concerts
have taken place in Spain (24 shows
in April), Mexico and Puerto Rico.

In Argentina, Bersuit Vergarabat
will play a series of shows at the
8,000-seat Luna Park arena. The ini-
tial dates of June 25-27 sold out, and
new concerts were added for June 30
and July 2.

In the United States, “La Argen-
tinidad” bowed March 14. The group
finished a 10-date tour this month
that took in Miami, Los Angeles and
New York, among other cities.

“Our idea is to translate the Bersuit
phenomenon into the U.S.,” says
Elena Rodrigo, marketing manager of
alternative product for Universal
Music Latino. “Their success in Ar-
gentina demands that they get more
massive attention here.”

The biggest hurdle is radio, which
finds Bersuit too edgy and too Argen-
tine for U.S. audiences, according to
programmers.

No matter, Cordera says.

“We want to perform the new songs
live,” he says. “Our most cherished
pleasure is playing concerts, and that
experience justifies any extra effort. It
is also great to reach other countries
and start from zero, because every tro-
phy there turns us into a small soccer
team that wins the championship.”

Univision Goes N

For the second consecutive week,
nine of the top 10 titles on the
Billboard Top Latin Albums chart
belong to Univision Music Group.
They include the No. 1 album,
Lupillo Rivera’s “Con Mis Propias
Manos,” which remains in the top
spot for a second week.

“I think this is unprecedented,”
Univision Music Group
president/CEO Jose Behar says.
“Two years ago I said we would have
seven out of the top 10 spots on the
chart. Now, we have nine.”

Rivera is on Univision Records,
as is Jennifer Pena (whose “Se-
duccién” debuted at No. 1 and is
now No. 5) and Los Huracanes del
Norte (at No. 6 with “Con Expe