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Alicia Keys ° Avril Lavigne * Celine Dion
Hillary Duff « Hoobastank « Kanye West
Josh Groban ¢ Marc Anthony * Maroon 5
& Usher

also honoring
Clive Davis for his outstanding contribution
to the music industry.
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Artist Spot mgnt

HOT SPOTS

John Fogerrty S flrst album in
seven years, “Déja Vu All Over
Again,” gives a new spin to his
familiar Creedence style.

13 A Strong Pulse

Juanes’ “Mi Sangre” release
is being promoted with a
hearty multimedia marketing
campaign.

65 ‘Company’ C hecks In

“Genius Loves Company” is
Ray Charles’ highest-charting
album in 40 years, as it bows
at No. 2 onThe Billboard 200.

For breaking news, !

!ibbs and i

s visit: |

o billoora.biz

Photo: Rick Diamond/Wirelmage.com

THE INTERNATIONAL AUTHORITY ON MUSIC,

Nashville Icon
Offers New Set
Of Pure Country

BY DEBCRAH EVANS PRICE

NASHV L_E

new album approzches, most
artists Fezin to wax philosophi-
cal about art, life and the mes-
cages thew hope to convey with
their music. In discussing his
new Arista Nashvi le album,
Do,” releaszd Sept. 7,

“What
Alan Jackson takes a more
down-home approach.

“My wife said evzry song |
write has either foed or cars in
it,” Jacksen says with a laugh. “1

”

said, ‘I write about what 1 like.

In truth, Jacksor’s musical
contrikittions during his 15-
vear ca~eer cove~ a much
broader -ange of topics. I'rom
the po.gnant post-Sept. 11,
2001, ki lad “Where Were You
1When the World Stopped
Turnir@” to the fun-loving
“Chattzlwochee” to the wistful
nostalgiaof “Remember When”
to his canivent hit love song “Too
Much of a Good TAing,” Jack-
son has zontinually served up
songs -lat strike & universal
chord with audiences.

His wirm, heartfelt baritone
and abiliy to writecr find great
songs have placed Jackson at the
top of the format. He's the
Country Music Assi’s reigning

(Continued on page 77)

VIDEO AND DIGITAL ENTERTAINMENT

$6.99 (U.S.), $8.99 (CAN.), £5.50 (U.K.), €8.95 (EUROPE), Y2,500 (JAPAN)
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Court Ruling
Could Chill

Sample Use

Judges: Two-Second Lick Infringes
BY SUSAN BUTLER

A surprising new court ruling could have a pro-
found impact on the use of samples in hip-hop and
other recordings.

In a decision that some industry lawyers view as
contrary to the law, the U.S. Court of Appeals for the
Sixth Circuit in Nashville created what it called a “new
rule” in copyright law Sept. 7.

The court held that a mere two- JMUTOTLTRNTS
second, unauthorized sample of a IRYVEIG A
guitar solo from Funkadelic’s “Get
Off Your Ass and Jam” is enough to
constitute copyright infringement

Copyright
Protection:
Page 12

' of the recording.

The sample was used in N.W.A’s “100 Miles and
Runnin’,” a cut on the soundtrack to the 1998 film “I
Got the Hook Up,” produced by Master P’s No Limit
Films. Bridgeport Music and Westbound Records
claim to own the musical composition and
Funkadelic’s sound recording copyrights,
respectively. They joined other parties in filing law-

(Continued on page 76)

Who'll Drive US. |
Ringtones Market?

BY SCOTT BANERIEE

SAN FRANCISCO—With a possible billion-dollar windfall
at stake, U.S. music companies are eagerly awaiting the
full-blown development of the stateside ringtone market.

But the U.S. appetite for ringtones has not developed
as quickly as in other markets, and no company has
emerged to do for ringtones what Apple has done for dig- |
ital downloads with its iTunes/
iPod campaign.

Abig part of the responsibil-
ity for building the market falls
to the five major U.S. carriers—
Verizon, Sprint, Cingular/AT&T Wireless, T-Mobile and Nex-
tel—which control the pipeline to their customers.

However, it is generally held that mobile music pro-
motions are more effective when some combination of
the carriers, handset manufacturers, ringtone aggrega-
tors (like Infospace Mobile, Zingy and Faith West) and
record labels co-market their products.

Perhaps the most aggressive U.S. mobile music mar-
keter has been Virgin Mobile—a mobile virtual network

(Continued on page 76)



www.americanradiohistory.com

(reargemtrait
e moMinct.ons

Frarhﬁge rs ’

3 nommatmn

.
!2'; '.. \ luu

ASCAPS 2004 CMA Nominces M““:ﬁambe"“”’ ' o, ASC AP o



www.americanradiohistory.com

SEPT. 18
2004

Billboard” NO. 1 ON THE CHARTS
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JILL SCOTT Beautifully Human: Words And Sounds Vol. 2
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Garden State
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CIARA FEATURING PETEY PABLO Goodies

HOOBASTANK The Reasonm

FIVE FOR FIGHTING 100 Years
KEITH URBAN Days Go By
MURK Time
F i e T T

Top Singles

KEVIN LYTTLE FEATURING SPRAGGA BENZ Turn Me On

GEORGE MICHAEL

Flawless {Go To The City)

1985

BOWLING FOR SOUP

ANDY & LUCAS Son De Amares

ASHLEE SIMPSON_ Pieces Of Me

LINKIN PARK Breaking The Habit
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Goodies

TERROR SQUAD

i
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Lean Back

CIARA FEATURING PETEY PABLO __ Goodies ==

MICKEY, DONALD, GOOFY: THE THREE MUSKETEERS

HE GIRL NEXT DOOR (UNRATED VERSION)
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PS2 - MA-DDEN NFL 2005

ARTIST

GEORGE THOROGOOD & THE DESTROYERS __ Greatest His: 3 Years 0f Rock

:5V_VITCHFOOT The Beaugif‘uluLet‘dovvvr”l

FREI? HAMMOND Somethin’ ’Bqut Love

KEVIN LYTTLE

Kevin Lyttle

TWELVE GIRLS BAND Eastern Energy
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Top of the News

7 Sony BMG gives Don lenner
and Michele Anthony new exec-
utive responsibilities.

8 Part two of our series on
industry-related congressional
races focuses on upcoming
changes to the Senate
Commerce Committee.

Music

13 The lyrics on John Fogerty’s
first album in seven years,“Déja
Vu All Over Again,” focus on the
here and now.

14 Higher Ground: Nicole C.
Mullen brings her message of
harmony to a broader audience
with “Everyday People.”

15 Legal Matters: A few words
in a publishing contract could
mean the difference between
receiving thousands of dollars or
being liable for millions.

16 Jazz Notes: Bill Frisell’s
new release features samples
compiled by producer/collector
Hal Wiliner.

32 Touring: The British govern-

&a 3
=

BILL FRISELL

ment’s Live Music Forum publishes
the results of its live-music survey.
34 R&B: Three hot singles set
the tone for summer 2004.

38 Latin Notas: Artists’ low
attendance at the Latin Grammy
Awards is cause for concern.

41 Beat Box: Fashion brand
Ben Sherman debuts its On the
Verge photo series, which features
acts like dance duo Spalding
Rockwell.

43 Country: Ricky Skaggs
continues his love affair with
bluegrass on “Brand New Strings.”
63 Words & Music: Next
Decade extends its exclusive song-
writing and co-publishing deal with
“Queen of Trance” Jan Johnston.

63 Studio Monitor: Software

,._!,
“

>

‘

;

NICOLE C. MULLEN

QUOTE OF THE WEEK
® Alan Jackson could sing
a grocery list right now
and it would be a hit. 9

TIM CLOSSON, WUBE CINCINNATY
Page 77

Global

53 Young Mongolian acts like
Camerton are drawing attention
from outside the local music
industry.

55 Global Pulse: After winning
TV talent show “Nouvelle Star,”
Steeve Estatof lands on the
French charts with debut album
“A Lenvers” on BMG.

Programming

64 Tuned In: The Tube: The
2004 MTV VMAs show lacked
pizzazz, as its ratings drop for
the third consecutive year.

Features
33 Boxscore
46 Billboard Picks
48 The Billboard BackBeat
48 Executive Turntable
54 Hits of the World
59 C(lassifieds
65 Charts
65 Chart Beat
65 Market Watch
78 The Last Word

RICKY SKAGGS

updates from Solid State Logic
and Digidesign will be available
at the upcoming AES Convention.

Retail

49 Microsoft’s MSN Music
store moves away from the one-
size-fits-all pricing model for
downloads.

49 The Indies: Artist Alexi
Murdoch gets distribution for
his “Four Songs” EP through
allindies.com.

50 Retail Track: UMVD presi-
dent Jim Urie gives a dynamic
review of JumpStart during a
NARM “town hall” meeting.

51 Home Video: Entertainment

Media Expo attendees remain
optimistic about DVD sales.

ARTIST & COMPANY INDEX

(SIGNIFICANT MENTIONS IN THE NEWS)

Artist Page(s)
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Chris Barbour
ASCAP Global Underground

Frankie Xnuckles

Craig Kallman
Atlantic Records Artist

Richard Bridge, Virgin Megastore
Susan Butler, Billboard

Joi Cardwell. Artist

Bill Coleman, Peace Bisquit Productions
Tamara Conriff, Gillboard

Lainie Copicotto, Aurelia Entertainment
Patrick Doddy, Armani Exchange

Dana Dynamite, Ben Sherman

Cebra Eriksen, Oracle Entertainment
Rob Gelick, Motorola

Eddie Gordon, DJintheMix.com

Hosh Gureli, RCA Music Group

Howard Marcus, Sirius Satellite

Morel, Artist

Tom Moultor, Remixer/Producer

Victer Ccldercne

20049 °

*

A L
Eric Hirshberg
Deutsch

Artist

Skyy Walker

Eddie 0'Loughlin
WKTU New York

Ultra Naté
Artist Next Plateau Ent.

Kurash Nasseri, Nasseri Music Business Solutions
Seth Neiman, Music Choice

Jason Nevins, Artist

Wike Oaks, KNRJ Phoenix

Wichael Perlmutter, “Queer As Folk” Music Supervisor
Carmen Rizzo, Remixer/ Producer

Hector Romero, SAW Recordings

Brad Roulier, Beatpart.com

Gary Salzman, BIG Management

Chuck Taylor, Airplay Monitor

Cary Vance, Pramo-Only

Barry Velletri, Bug Music

Martha Wash, Artist

ANDG MANY MORE!

VISIT WWW.BILLBOARDEVENTS.COM OR CALL 646.654.4660
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DANCE MUSIC SUMmMIT

Don't miss this one-on-one interview with

INTERNATIONAL DJ & PRODUCER

PAUL VAN DYK

GRAMMY-WINNING PRODUCER

GIORGIO
MORODER

NYC

JOIN INTERNATIONAL BJ/PRODUCER

DJ TIESTO

as he previews brand new material, followed by
an interview with Billhoard's Michael Paoletta.

JOIN US AS WE EXAMINE THE INDUSTRY'S MOST
TIMELY & RELEVANT TOPICS, INCLUDING:

ENDORSEMENTS & BRANDING

LICENSING IN FILM, TV & GAMING
REBUILDING CLUB CULTURE IN AMERICA

MARKETING & PROMOTION
DIGITAL DISTRIBUTION
PUBLISHING RIGHTS
RADIO

REMIXING

THE RECDRD{NG ACADAMY

DISCUSSIONS WITH THE PIONEERS OF DANCE
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Infinity’s John
Sykes says its
new Street
Date program
will help labels
sell records

TOP OF THE NEWS

Double Whammy
For Florida Biz

A Billbourd staff report

MIAMI—Hurricanes Charley and Frances
have literally dampened Florida’s music
retail, raddio and concert scenes. But the
effects cf the two storms, while wide-
spread, did not cause any physical dam-
ages or lasses.

The strongest blow fell on retail, with
stores uf and down Florida’s coasts forced
to close for days at a time.

That ‘mpact was particularly pro-
nounced following Frances, whose lum-
bering pace shuttered much of Florida’s
East Coast between Sept. 2 and Sept. 6.

“Any [physical] damage we had was vir-
tually insignificant,” says Anne Roman,
corporate affairs counsel for Borders
Group. However, she adds, “It was serious
hecause this is a pretty big number of
stores closed for more than a day.”

But new the industry is watching its
weather maps as Hurricane Ivan
approaches the Sunshine State.

Roman says she is “watchful of the
progress of Ivan. It’s sort of a walch-
and-wa t process. We've been very
successful at effectively managing this

situatéon throughout and I dom’t
expect anything less.”

Roman wouldn’t comment on sa.es
loss numbers in the wake of Frances, but
some 25 stores had to close at some pont
during -he storm

All Borders Books & Music stores
statewide were oren by Sept. 8, as were
all Best Buy stores.

“We cre able to close very quickly and
reopen with minimal damage,” szys
Dawn Bryant, srokeswoman for Best
Buy, noting that mone of its stores were
closed for more than a couple of days.

At leest four Best Buys were shut “or
Frances, compared with nearly 20 stores
shuttered by Charley.

CONCERT RAIN-OUTS
Throaghout the state, concert pyo-
moters canceled ar rescheduled shows
as Frances came 0 Zown.
Initia ly it was business as usual towerd
the cenzral Gulf Coast, with the Ozzfest
making a scheduled stop Sept. 2 at the

(Continued on page 75)

= I~
JUDAS PRIEST: FRANCES FORCED CANCELLATION OF BZND'S OZZFEST APPEARANCE IN WEST PALM BEACH

IENNER: WILL REPORTTO ANDREW LACK

10

Industry

§ mourns Latin

| music producer
Tom Capone

Ay
£

ANTHONY: WILL REPORT TO IENNER AND LACK

Sony Ups Execs

Ienner Adds CEO Stripes; Anthony Named CO0O

BY BRIAN GARRITY

NEW YORK—Longtime Sony Music power bro-
kers Don Ienner and Michele Anthony have been
tapped to oversee Sony’s label operations in the
new Sony BMG joint venture.

Ienner adds the title of CEO of Sony Music
Label Group, U.S. to his current title of president.

Meanwhile, Anthony is named to the newly cre-
ated position of COO of Sony Music Label Group,
U.S. She also holds a corporate level role as exec-
utive VP of Sony BMG Music Entertainment.

The moves appear to solidify, at least for now,
two distinct fiefdoms within Sony BMG Music
Entertainment: a Sony label camp run by lenner
and a BMG label group run by Clive Davis.

The announcements also add more clarity to
a still-emerging executive lineup for the newly

formed company. They mark the first major per-
sonnel moves since the merger was completed
last month.

As previously reported, BMG chief executive
Rolf Schmidt-Holtz is the nonexecutive chair-
man of the board of the new company, and Sony
Music Entertainment boss Andrew Lack oversees
day-to-day operations as CEO.

BMG COO Michael Smellie and Sony Music
CFO Kevin Kelleher retain the same roles at the
corporate level of Sony BMG.

[enner and Anthony’s counterparts on the
BMG side, Davis and Charles Goldstuck, are likely
to continue with their current titles. Davis is
chairman of BMG North America, and Goldstuck
is president/COO.

In the new Sony Music Label Group structure,

(Continued on page 62)

Commerce Committee
Already Seeing Change

This is the second in a series of articles on the
potential effects of the upcoming congres-
sional elections on the music industry.

BY BILL HOLLAND

WASHINGTON, D.C.—Even before the
November elections, significant leadership
changes are taking place on the Senate Com-
merce Committee.

Sen. John McCain, R-Ariz., must step down
as chairman under term limit rules. On the
Democratic side, ranking minority member
(and former chairman) Sen. Fritz F. Hollings,
D-S.C,, has already announced his retirement.

The committee has long been important to

the music, broadcast and telecommunications
industries because of its jurisdiction over
trade, competitiveness, communications and
consumer affairs.

If the GOP holds the majority of the Sen-
ate after the elections, Sen. Ted Stevens, R-
Alaska, will be in line for the chairman post
as the senior Republican. Should the Democ-
rats take back the Senate, Hawaii’s Daniel K.
Inouye would ascend to the chair.

Both senators are running for re-election
this year, as is McCain, but in each case the
incumbents face little opposition.

Stevens and Inouye have indicated their
interest in the position. Stevens is stepping

(Continued on page 75)
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Infinity Takes To ‘Street’

Radio Chain Unveils Program To Push CD Sales

BY PAUL HEINE
and BRAM TEITELMAN

NEW YORK—Aiming to tap into
new sources of original radio pro-
gramming while offering advertisers
alternatives to the 60-second spot,
Infinity Broadcasting has unveiled a
new marketing campaign for record
labels at meetings in New York and
Los Angeles.

Dubbed Infinity Street Date, the
multiplatform initiative is intended to
create awareness and build a buzz on
new releases from marquee artists.

Pitching the concept to labels, adver-
tisers and the press in New York Sept.
8, Infinity chairman/CEO John Sykes
compared Street Date to the way a
movie studio orchestrates a Friday-
night “last blast” of marketing before a
major film’s box office opening. “It’s not
just shameless promotion,” Sykes said.
“We get great programming, and you
sell a lot of CDs.”

The platform? Infinity’s 185 radio
stations, clustered in the top 50 mar-
kets, with a cumulative audience of 71
million listeners. The participating
label and Infinity would tailor the pro-
gramming and promotional campaign
to fit the individual artist, airing it on
stations in the formats of the label’s
choosing.

SYKES: TAILORED PROGRAMMING

Street Date encompasses five differ-
ent components. The first takes place
the morning of an album’s release,
when the artist spends one to two
hours at Infinity’s New York studio,
making short individual guest appear-
ances on the broadcaster’s major mar-
ket moming shows around the country
via ISDN lines.

A second facet, called Sudden
Impact, is a concentrated time buy dur-
ing retail impact day, placed by the
record label, a music retailer or a third-

party sponsor. The 15-second spots air
once per hour from 5 a.m. to 9 p.m,,
reminding listeners that they can pur-
chase the album that day.

A third facet is a long-form pro-
gram called “The Naked Truth” that
airs the weekend before or after an
album’s release date. The one-hour
show, patterned after VH-1’s “Behind
The Music,” includes interviews with
an artist and features their music.
Infinity says each episode would
receive a minimum of 50 promos.

Another component would involve
an “exclusive fantasy promotion” that
goes above and beyond typical radio
flyaways and meet-and-greets. For
example, winners from each partici-
pating station got a “private penthouse
party” with Lenny Kravitz, including
dinner cooked by his personal chef
and an acoustic performance by him,
in addition to tickets for his concert
the next night.

There’s also an online facet to the
campaign. In addition to banner
ads on all participating stations’
Web sites, visitors would be able to
listen to streamed episodes of “The
Naked Truth.”

Illustrating the one-day reach of
“Sudden Impact” at one format,
Infinity executive VP of marketing

(Continued on page 75)

BY RAY WADDELL

turing Static-X, TrustCompany,
Soil and Arithmetic of War,
along with local acts, wrapped
Aug. 27 at the White River
Amphitheater near Seattle.
With only six dates on the
route, all at CCE Amphitheaters,
the trek was not overly ambi-
tious in scope. But Gayle Boul-

pleased with the outcome.

of Hartford, it was with WCCC.

The Firm and Clear Channel Entertainment did well
enough with the debut Family Picnic jaunt that the
tour will be reprised in summer 2005, possibly with
nearly double the number of shows.

This year’s Family Picnic tour, fea-

ware, the manager at the Firm
who spearheaded the tour, was

“I consider it a success,” Boulware says. “The vibe
was amazing, both in front of the stage and in back.”
The top attendance on the tour was about 8,000 at
the Meadows Music Theatre in Hartford, Conn. Each
show was partnered with local rock radio; in the case

THE PICNIC VALUE
The strategy of Family Picnic, an offshoot of suc-
cessful Family Values tours by such bands as Korn and
Limp Bizkit in the late 1990s, was to put developing

Fans Like Taste Of Picnic

rock bands in front of good crowds at an affordable
price. Tickets for the shows were $10, all general

admission, with women admitted free.
CCE was a likely partner in the project, because a
promoter of its size can afford to invest in a tour with
hopes of a payoff later on. Even though Fuse and
Virgin Colas were along for the ride

the summer months, when support
opportunities are sometimes hard
to find.
“There are not a lot of tours available
for mid-level or developing acts,” Boul-
ware says. “This summer there were only
Ozzfest, Projekt Revolution, Lollapalooza and Warped,
and not all bands fit into these slots. There is a finite
amount of opportunities yet an enormous amount of
developing or young bands.”

The low ticket price allowed fans of hard music to go
to Family Picnic and the higher-priced multi-act tours,
Boulware says. “These are rabid music fans, and they
want to go to as many shows as they can.”

Getting radio on board was a huge help, Boulware
says. Some stations co-branded Family Picnic with their

as sponsors, Family Picnic was
not a sponsor-driven event,
though it may be in the future,
Boulware says.
What Family Picnic did was
put some young bands to work in

(Continued on page 62)

PICTURED, FROM LEFT, GLOVER, DUDLEY AND BURNS:
NO BAGGY JEANS OR ATHLETIC JERSEYS FORTHEIR STYLISH RYANKENNY BRAND

RyanKenny Ready
With New Brand

Trio Of Industry Execs Expand Their Fashion Line

BY MICHAEL PAOLETTA

Russell Simmons has done it. So
have Sean “P. Diddy” Combs and
Damon Dash.

Each of these entrepreneurs has
successfully crisscrossed the worlds of
music and fashion.

Joining the list of music-turned-
fashion moguls are Ryan Glover
(co-CEO of production company
Noontime), Kenny Burns (former
VP of Roc Music/Roc-a-Fella Rec-
ords, now a partner in Studio 43)
and Derek Dudley (partner in Artis-
tic Control Management).

The musically aware trio’s Italian-
designed-and-produced men’s fashion
brand, RyanKenny, is readying its first
full line for spring 2005.

Earlier this year, RyanKenny
partnered with Dash’s Rocawear
clothing company, which offers
financial, design, production and
retail support.

In recent years, Glover, Burns
and Dudley have watched the music
industry consolidate and downsize.

“Because of the state of the indus-
try, a lot of people are looking for jobs
in other areas,” Dudley says.

But it was important to all three
that they keep one foot in music. “It
gives us an edge on the fashion side of
things,” Glover notes.

Already, artists including Usher,
Jay-Z, Common and Mos Def are
dressing in RyanKenny.

The spring 2005 collection—with
an ad campaign that implores men
to “Grow Up”—hits such retailers as
Nordstrom and Bloomingdale’s in

January. Shirts and suit elements
will retail for $170 to $1,000.

“This is a natural progression for
us,” Burns says. “Buyers were always
asking us what to pair our woven
shirts with. We took that as a sign.”

Burns is referring to the line of
shirts that launched RyanKenny in
2002. These were sold in trendsetting
stores like Fred Segal in Los Angeles
and Atrium in New York, which con-
tinue to stock the brand.

“From the beginning, quality was
key,” Glover says. “We want Ryan-
Kenny to compete with the Etros,
Guccis and Pradas of the world.”

Eschewing casual sportswear
(throwback athletic jerseys, baggy
jeans and the like) for a high-end,
decidedly more stylish sensibility,
RyanKenny is, indeed, finding an
audience.

Tim Bess, young men’s market spe-
cialist for Doneger Creative Services,
the fashion color and trend forecast-
ing division of the Doneger Group,
credits this success to the “urban con-
temporary movement.”

Bess says, “The older, urban, con-
temporary guy in his 20s and 30s is the
one out there spending the money. And
while the urban sportswear customer
likes slightly oversized garments, the
specs for lines like RyanKenny and
Sean John have slimmed down—and
this appeals to both the urban and
crossover customer.”

Bess expects this urban contem-
porary sector to blow up at retail in
the next six years. “Men are dressing
up,” he adds. “They’re pulling them-
selves together.”
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The only place
hotter than Athens
was Miami.

And we’re nct just talking about the temperature.
The 2004 VMASs beat out the Olympic closing
ceremonies, and became the most watched telecast
in all of cable for 2004~ Thanks to all the performers
and the presenters for helping us heat up Miami

*Source: Nielsen Media Research, Galaxy Explorer. MTV VMAs vs. NBC Oly npic Closing

Cereronies, 8/29/04 full program, P12-34 (000). MTV VMAs 8/29/04, 8:02-"1:22p vs. ali
cable network telecasts, 12/29/03-8/29/04, P12-34 (000).
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Holiday Over On Capitol Hill

BY BILL HOLLAND

WASHINGTON, D.C.—Shortly after
lawmakers returned to Capitol Hill
after recess, the fur started flying on a
House committee that oversees record
and movie industry matters.

The Republican chairmen of the
House Judiciary Committee and its copy-
right panel decided, over the objections
of Democrats, to amend a top-priority
anti-piracy bill with unrelated legislation.
The bill, with the amendment, was
marked up and passed on Sept. 8.

The main provision of the bill, the
Piracy Education and Deterrence Act,
H.R. 4077, gives prosecutors the
authority to go after egregious upload-
ers of unauthorized copyrighted files as
possible felons.

The bill would also require peer-
to-peer services to post warning
notices stating the legal dangers of
file-sharing, and it provides for extra
federal funds and training programs
for copyright enforcement.

At the Judiciary Committee mar-
kup hearing, chairman Rep. F. James
Sensenbrenner, R-I11., counted on
Republican votes to successfully add

to the anti-piracy legislation a bill that
is opposed by Hollywood.

The add-on bill, the so-called Fam-
ily Movie Act, H.R. 4586, would allow
companies to remove scenes of sex or
violence from movies and offer a
“clean” version for sale without fear of
prosecution for copyright infringe-
ment. Companies that employ the
ClearPlay software, which can be used
for such filtering purposes, are now
involved in lawsuits filed by directors
and film studios.

The amended bill was put forward
by Rep. Lamar Smith, R-Texas, chair-
man of the Judiciary Subcommittee
on Courts, the Internet and Intellec-
tual Property. It now goes to the
House for approval.

The day before the markup, the two
top Democrats on the committee,
Reps. John Conyers Jr. of Michigan and
Howard Berman of California, wrote to
Sensenbrenner and Smith to ask them
to reconsider.

“It is troubling that now that [H.R.
4077] is virtually finalized, you are
contemplating on a unilateral basis
to add the controversial and
unrelated language,” the two Democ-

rats wrote. “While H.R. 4077 will be
a non-controversial initiative, H.R.
4586 retains significant opposition
from members and industry and could
jeopardize the passage of H.R. 4077.”

As amended, the bill may pit Holly-
wood studios against movie directors,
insiders say. As much as the studios
disapprove of H.R. 4586, the film and
music industries want the tougher
anti-piracy standards. Therefore, they
might choose to allow the amended
H.R. 4077 to proceed to the House
floor without any further lobbying
against it.

In other music-related government
news, proponents and opponents of the
Induce Bill met Sept. 7 at the Copyright
Office to hammer out an amended draft
version that focuses liability on “mass-
infringing” P2P services.

The Copyright Office forwarded its
recommendations to the Senate Judi-
ciary Committee Sept. 9.

The Induce Bill, S. 2560, would
enable artists and labels to sue P2P
networks that profit by “inducing”
consumers to illegally share protected
copyrighted works.

(Continued on page 75)

Industry Remmbers_Ca,pone

BY LEILA COBO

Last month, Tom Capone became
the most-nominated Brazilian in the
history of the Latin Grammy Awards.
With five nods to his name, Capone,
one of Brazil’s most prominent pro-
ducers, was catapulted into interna-
tional consciousness.

But the morning of Sept. 2, just
hours after Brazilian artists Maria
Rita and Skank picked up Latin
Grammys for albums he produced,
Capone died of injuries following a
motorcycle accident in Los Angeles.

Capone, whose real name was Luis
Antonio Ferreira Goncalves, was

TOM CAPONE

flown back to Rio de Janeiro, Brazil,
where he was buried Sept. 6.
“As far as the Brazilian musical

scene [today], he was the most suc-
cessful Brazilian producer,” Warner
Music Brazil president Claudio
Condé says.

Although Capone was only 37
years old, he had worked with such
prominent Brazilian artists as
Gilberto Gil, Milton Nascimento,
Raimundos, Barao Vermelho, Nando
Reis, Marisa Monte, Carlinhos Brown
and Lenine.

In addition to working as an inde-
pendent producer, Capone was direc-
tor of A&R for Warner Music Brazil.

“It's a huge loss for Warner and
for Brazilian music,” Condé says.

(Continued on page 75)

The acts have been selected for the
Billboard Who's Next showcase event
during Advertising Week in New York.

Advertising Week—a new event cel-
ebrating the impact of advertising and
media on American life—will take
place Sept. 20-24 at locations through-
out the city (Billboard, Aug. 14).

The Billboard showcase will be held
Sept. 21 at the B.B. King Blues Club &
Grill. The live show, co-produced with
the Micone Entertainment Group,
will provide an opportunity for up-
and-coming artists to perform for an

Event To Showcase 7 Acts

invitation-only audience of advertis-
ing and media agency personnel.
Performing will be country artist
Billy Currington (Mercury ), Latin
singer/songwriter JD Natasha (EMI
Latin), rock band the Damnwells
(Epic), urban artist Trey Songz
(Atlantic), guitarist Kaki King (Epic),
alternative rocker Aslyn (Capitol)
and singer Susie Suh (Epic).
Billboard will also host a panel,
“New Opportunities in Music, Mar-
keting and Advertising,” Sept. 23 at
the Museum of Television & Radio.

The session will feature EMI Music
Publishing chairman/CEO Martin
Bandier; Deutsch Inc. managing
partner/executive creative director
Kathy Delaney; Sony Music senior
VP of strategic marketing Chris
Hamer; Gregg Laterman, president
of Aware Records and A-Squared
Management; and Ken Schlager,
executive editor of Billboard.

Admission to the panel is free, but
seating is limited. Contact Joe
Knaus at 646-654-4634 to reserve
your seat.

NEVWSLINE

THE WEEK IN BRIEF

Altnet and its parent, Brilliant Digital Entertainment, have filed a civil suit
against the Recording Industry Assn. of America and others, alleging the
breach of “TrueNames” patents that are used to identify digital files.

An additional plaintiff in the suit—filed Sept. 8 in U.S. District Court for
the Central District of California—is Northbrook, [ll.-based Kinetech,
owner of two patents. The suit names as defendants RIAA CEO Mitch Bain-
wol, former CEO Hilary Rosen and president Cary Sherman, as well as
Media Sentry, Overpeer and Overpeer parent Loudeye, companies that
“spoof” peer-to-peer networks with bogus or corrupted media files. [

Kinetech’s patents allow digital files to be uniquely identified via tags
called “hash identifiers.” Altnet licensed the patents in 2002 and has since
developed business partnerships with Kazaa and other P2P companies.

The RIAA has reportedly used spoofing in its efforts to fight P2P networks
that enable the sharing of unauthorized music files. The suit claims that the
trade group’s actions violated Kinetech’s patents.

In an e-mail, Overpeer CEO Marc Morganstern states, “We vigorously deny
these claims and find them to be completely baseless and without merit.”

RIAA representatives could not be reached for comment by press time.

SCOTT BANERJEE

RealNetworks’ recent 49 cent download promotion for its RealPlayer 10
Music Store generated more than 3 million paid downloads in three weeks,
according to the Seattle-based technology company.

Real, which typically charges 99 cents per song download, would not
reveal sales figures for a typical three-week period but says there was a
“four-fold increase in the number of users.”

The promotion began Aug. 17 and ran through Sept. 6 to promote Har-
mony, a new technology that makes tracks from the RealPlayer Music Store
compatible with Apple Computer’s iPod and more than 100 other portable
digital music players.

Sean Ryan, RealNetworks VP of music services, says album sales—which
were discount-priced at $4.99 during the promotion—increased “signifi-
cantly” during the three weeks.

“There were more buyers who purchased more tracks, with more tracks
purchased per each transaction,” Ryan says. “If the industry wants to encour-
age album sales, lower prices appear to,” he added (see story, page 49).

On Sept. 9, the RealPlayer Music Store began featuring the “Rolling Stone
Top 10 Hot List,” a mix of tracks that includes 49 cent selections compiled by
the magazine’s editorial staff. The inaugural Rolling Stone list includes
Beastie Boys’ “Triple Trouble,” Kevin Lyttle’s “Turn Me On,” Sleater-Kinney’s
“Off With Your Head” and tracks by Maroon5, Ray Charles and Nelly.

SCOTT BANERJEE

Scottish altemative rock act Franz Ferdinand won the 2004 Nationwide Mer-
cury Prize with its self-titled debut album.

The annual music industry award recognizes the U.K. or Irish album of
the year. It was presented Sept. 7 at the Grosvenor House Hotel in London.

A panel of 11 media representatives and artists chose the winner from a
12-album short-list announced July 20. A total of 180 albums were entered
for the 2004 award.

“Franz Ferdinand” was released in February on indie label Domino. It
had been a joint favorite to win the award with Locked On/679 Recordings
release “A Grand Don’t Come for Free” by U.K. garage act the Streets,
according to bookmaker William Hill. TOM FERGUSON

Online rental company Netflix is reportedly negotiating with TiVo, manufac-
turer of TV recorders, to allow Netflix subscribers to download movies from
the Internet to a TiVo device, according to Newsweek magazine. Newsweek
says the deal could close by Sept. 10.

Netflix has long planned to provide electronic delivery of movies. The
company previously announced it would launch such a service in 2005.
Netflix also plans to offer subscribers the option of downloading movies
from its Web site as part of a regular subscription. TiVo has also announced
plans to deliver unique content to its subscribers.

A Netflix/TiVo system would require users to have a broadband connec-
tion and subscriptions to both services. JILLKIPNIS |

Fuse has teamed with Maxim magazine for initial episodes of new late-night
series “d’Fused.” The half-hour show will spotlight music-industry trends and
artists. The series is part of Fuse’s new late-night programming block, After
Party, which launches Oct. 4. As part of the block, Fuse will also debut music-
video show “After Party Video Hour” for hip-hop and rock clips. ~ CARLA HAY

For the latest breaking news, go to billboard.biz.
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Look What’s Happening During

SEPT

New York City celebrates the creativity and magic of advertising
at venues such as Grand Central Terminal,

g& ADVERTISING WEEK IN NEW YORK CITY

ER 20-24, 200

Television & Radio, Time Warner Center, and Times Square.

For a complete schedule of events, visit
www.advertisingweeknyc.com.

+ Times Square Celebration of
America’s Favorite Ad Icons Tony the
Tiger®, Mr. Peanut®, Miss Chiquita®,

Mr. Clean®, and other legendary
advertising icons kick off The Week with
a grand procession from Times Square
to Madison Avenue and 50t Street

Grand Central Terminal Exhibits Never-
before-seen public exhibits celebrating
the works of The Ad Council, The

Partnership for a Drug-Free America®, .

The Ballyhoo of Broadway, and the
famed | ¥ New York® campaign
Madison Avenue Advertising Walk of
Fame America’s favorite ad icons and

slogans are revealed for the first time
as voted by the public via Yahoo! and
USA TODAY

Fluid Battle of the Ad Bands Advertising
and rock and roll collide at Irving Plaza
with a new-age version of an old-time
“pattle” to benefit New York City
public schools

_ TUESDAY

¢ TV Land Presents Legends of Madison
Avenue Advertising’s leading creatives
take the stage at the Museum of
Television & Radio for a panel discussion
moderated by The New York Times
advertising columnist Stuart Elliott

Billboard “Who’s Next” Music
Showcase Celebrating the centricity of

advertising and pop music. Live music .

event at BB King’s featuring cutting-edge
talent handpicked by the major labels
Creativity No Spot Short Film Festival
Featuring original short films produced by

advertising industry professionals. Winners
to air on the Independent Film Channel (IFC)
Panasonic Ideas for Life Keynotes
Where are the advertising and media
industries heading? What's the next “Big
Idea?” Madison Avenue’s leading
luminaries reveal their fearless forecasts

EDNESDAY

¢ ESPN Celebrates 25 Years
of great sports advertising
and remembers other all-
time favorites — from Joe DiMaggio
and Mr. Coffee®; to Yogi Berra and
Yoo-hoo®; to Joe Namath and
Hanes; and to Michael Jordan
and Nike

Kellogg’'s Leadership Breakfast .

Advertising industry leaders start their
day with Tony the Tiger® and friends at
the Grand Central Terminal exhibits

The New York Times Celebrates
Broadway Live noontime performances
by stars from Broadway’s biggest musicals
at Grand Central Terminal

Yahoo!/OMD Internet Deprivation
Study Results Released How would our
lives be impacted if the Internet went
away? We’'ll find out as findings from a
brand-new study commissioned for
Advertising Week in New York Clty are
released

¥

— THURSDAY

o°~

v

the Museum of

* Smokey Bear’s 60" Birthday Celebration
America wishes happy birthday to one of
advertising’s most beloved and important
icons, Smokey Bear, with a celebration at
Grand Central Terminal

Forbes Highlander Leadership Cruise
Advertising and media leaders take to
the high seas for a cruise in New York
Harbor on the famed Forbes Highlander
Central Park Concert A celebratory
concert in historic Central Park

—_FRIDAY

¢ Advertising Futures Public school
outreach program with campaign pitches
produced by New York City high school
students

Advertising Week in New York City
Closing Ceremony The week closes at
Vanderbilt Hall

And Much More...

For more information about each event and a complete schedule, visit
www.advertisingweeknyc.com.

www.americanradiohistorv.com
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federal appeals court decision that

a two-second sample of a recording

infringes the sound recording copy-
right is making industry lawyers drop
their jaws in disbelief.

If this ruling sticks, hip-hop artists
and producers will feel the pinch to their
share of earnings and may back away
from using recognizable samples—as
documented in this week’s Page 1 story.

But that's not the only red flag that
lawyers see in the ruling.

Noting that federal copyright law
didn’t protect sound recordings until
1971, the court wrote that “there is a
large body of pre-1971 sound recordings
that is not protected and is up for grabs
as far as sampling is concerned.”

The court, one lawyer says, seems to
encourage producers to “sample like
crazy.” But that ignores state laws that
protect many older recordings.

So while declaring open season on
vintage recordings, the court is over-

Opinior

Muddying The Waters

protecting current ones.

Read on, and the opinion gets more
bizarre. Lawyers say the court is turning
copyright law on its ear by carving out an
exception that gives sound recordings
greater protection than other works.

Under copyright law, a “de minimis”
use—that is, use of a small portion—of

The court is turning
copyright law on ifs ear
by carving out an exception
for sound recordings.

works like compositions, photographs
and artwork is not infringement. For
example, using a small corner of a work
of art in a collage is not an infringement
of the original work.

In its ruling, the court stated that it
was trying to simplify the law for those
engaging in digital sampling. In fact, it

has muddied the waters by giving greater
protection to the sound recording than
the composition.

What's more, that protection might
only hold in the Sixth Circuit, where the
case was decided. That means owners of
sound recordings could force unwitting
repertoire users to defend themselves in
Tennessee for sampling that may be pro-
tected in other jurisdictions.

That's hardly the way to make life sim- |
ple for anyone in the music industry—
especially young producers working in
home studios.

Still, many in the industry will
applaud this decision. It appears to
extend greater protection for rights hold-
ers as they try to collect fees and stop
others from using unauthorized samples.

But the ruling, with its unprecedented
twists and turns, can hardly be seen as
encouraging creativity.

And that’s bad news for everyone.

— Susan Butler and Ken Schlager

New Work By Living Legends Deserves Place In Format

Adult R&B: Keep It Real

in't Nothing Like the Real Thing” is

a legendary Motown song written by

Ashford & Simpson and made famous
by the late Marvin Gaye and Tammii Terrell.

The title also expresses what I would like
to say to programmers of adult R&B sta-
tions that primarily play R&B oldies and
ignore current recordings by legendary and
new R&B artists.

The adult R&B format came into promi-
nence in the early 1990s, satisfying baby
boomers’ demand for 24-hour program-
ming of the music they know and love.
However, after a dozen years of hearing the
hits of the '60s and '70s over and over
again, the audience is getting tired of the
same old oldies.

Thankfully, certain satellite radio pro-
grams scour the R&B vaults for obscure vin-
tage album cuts, and by doing so, issue a
challenge to broadcast stations to step up
and vary their playlists.

While the adult R&B audience is aging,
it is by no means old. This generation,
which created the first and largest LP-buy-
ing market, still has a great affinity for the
“real thing"—that is, new music by the
stars of its era who are still in good voice,
as well as newcomers who are vibrant,
entertaining performers.

Several record companies, including
Columbia, Blue Note, Music World, Thump,

Cash Money and Def Soul Classics, have
been aggressive in filling a hole in the mar-
ket by releasing new albums from such liv-
ing legends as Prince, Patti LaBelle, Stevie
Wonder, Bootsy Collins and others.

Taking
Issue

ByJohnP. Kellogg

With Teena Marie’s “La Dona” (Cash
Money Classics/fUMRG) debuting at No. 6
on The Billboard 200 in May and selling
75,000 units in its first week, it is clear that
a significant market exists for this type of
product. However, adult R&B stations’
approximately 1,200 spins per week of her
hit “Still In Love” may severely limit her
potential for crossover formatting and con-
tinued significant sales.

Prince’s “Musicology” (NPG/Columbia/
Sony Music) has gone platinum because of
his unique sales strategy: He includes the
album in the purchase price of a ticket for

his current concert tour. Adult R&B stations
and their advertisers should note that while
other tours are only 50%-60% of capacity,
Prince’s tour is selling out every date.

Clearly, there is a market, and there is no
denying that the audience has the money to
satisfy advertisers’ requirements.

Overall, R&B/ip-hop is strong. A recent
report by Nielsen Broadcast Data Systems,
Arbitron and Billboard indicates that R&B
and hip-hop songs make up 56% of the top
50 charting songs this year.

The recent passing of Ray Charles should
be a wake-up call to honor our legends
while they are still with us.

So come on, adult R&B. As the record-
ings of new material by veteran artists like
Anita Baker and the O'Jays are delivered to
your stations, give them the multiple spins
they deserve.

Let's celebrate the current and the past
recording contributions these living legends
make to America—the world’s greatest
source of R&B music.

Remember, “Ain’t nothing like the real
thing, baby.”

John P. Kellogg, former vocalist with the
group Cameo, is a New York-based enter-
tainment lawyer and assistant professor of
music business at the University of Colorado
at Denver.

Does somethlng make you jump and shout? Write a letter to the Editor! 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
l be edited. All submissions published shall become the sole property of Billboard, which shall own the copyright in whole or part, for publication.
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Fogerty’s first

| album since 1997

| ranges from anti-

| war messagesto |
humble domesticity.

BY RAY WADDELL

John Fogerty’s new album, appropriately titled
“Déja Vu All Over Again,” projects an air of famil-
iarity, typified by Fogerty’s distinctive voice, guitar
and melodic instincts.

But the subject matter, particularly the title
cut, which serves as the first
single, is firmly placed in
the here and now.
Released Sept. 14 on Gef-
fen, “Déja Vu” is the first
) album in seven years for Fogerty,
a Rock and Roll Hall of Famer known by many as
the driving force behind late-1960s rock stalwarts
Creedence Clearwater Revival.

Sporting a melody reminiscent of classic Cree-
dence fare, the “Déja Vu” single’s lyrics draw
parallels between the war in Iraq and Vietnam.
The subject is close to Fogerty’s heart.

“Most guys my age made a promise to our-
selves as the Vietnam War was winding down that
[our country] would never do this again—at least
1did,” Fogerty tells Biliboard. “I1 thought the book

Mivto. Kevin Marur,/Whelmage.com

With D¢ja

Fogerty Familiar

2~ 0 N

Vu

was closed on that. But about a year ago when
everything was heating up to go to Iraq, I
thought, ‘Uh-oh, this is probably folly.””

“Déja Vu” aside, war and politics are not pre-
vailing themes on the album. “I really wasn’t
intending to make a controversial or political
record,” Fogerty says. “I'm a very happy man. I'm
not angry.”

Indeed, while the record rocks on such cuts as
the punkish “She’s Got Baggage” and hard rock
anthem “In the Garden,” the quieter, more light-
hearted moments, like the gentle romance of “I
Will Walk With You” or the humble domesticity
of “Honey Do” and the jaunty “Rhubarb Pie,” are
some of its most compelling passages.

“I'm a rock’n’roll musician, and at the time [
was growing up, the first order of business for
rock'n’roll was to have fun,” Fogerty says.

LONG TIME COMING
Despite the long break since his last album,
1997’s “Blue Moon Swamp,” Fogerty maintains
he is “always working on music.” But life—
(Continued on page 14)

BY LEILA COBO

MIAMI—Three tall glass candles with
religious icons, each representing one
of his three solo albums, sit on Juanes’
recording console. He keeps them as
good luck charms. While the two old-
est candles are almost worn down, the
“Mi Sangre” candle is virtually intact.
But it will be burning socn.

Few Latin albums this year will
come under as much scrutiny as “Mi
Sangre” (“My Blood”), the Sept. 28
Surco/Universal release by Colombian
singer/songwriter Juanes.

The follow-up to “Un Dia Normal,”
“Mi Sangre” has the daunting task of
improving—or at least equaling—the
sales record of its predecessor.

“Un Dia Normal,” Juanes’ sopho-
more album, was the biggest-selling
Spanish-language title of 2003 in
the United States and a huge suc-
cess internationally. It sold 1.8 mil-
lion units worldwide, according to
Universal. Of those, 559,000 were in
the United States, according to
Nielsen SoundScan; Universal

claims U.S. sales of 800,000. His
debut, “Fijate Bien,” sold 270,000
worldwide, according to Universal,
with 67,000 in the United States,
according to SoundScan.

“Un Dia Normal” also won six Latin
Grammy Awards, including album of
the year.

Acclaimed alternative music pro-
ducer Gustavo Santaolalla, who has
worked on all of Juanes’ albums, pro-
duced the new recording.

“Mi Sangre” is being marketed with
one of the most aggressive and com-
prehensive campaigns dedicated to a
Latin act in recent memory.

Aside from traditional radio and
press promotion, it includes media lis-
tening sessions and in-stores across
the country, key performances, and a
major Internet component in which
Juanes will be prominently featured
on iTunes in a variety of ways.

“Mi Sangre” will also be heavily
marketed outside the United States,
with emphasis on Mexico and Spain.
It will be simultaneously released
throughout Latin America and several

European markets.

Although there is not a singles
market in Latin America, in some
countries, including Colombia and
Argentina, Universal has developed an
interesting strategy. Fans who go to
a merchant and pre-order the album
receive the single on the spot.

Juanes also has inked sponsorship
deals, including cne with Bud Light

JUANES: ROCK EDGE, POP ACCESSIBILITY

in the United States. The beer brand
is sponsoring Juanes’ 2005 U.S. tour,
and he will appear in Bud Light
commercials. A deal with a soft
drink company for Latin America is
being discussed.

“We don’t want him to be
excessively commercialized,” says
Jests Lopez, chairman of Universal
Music Latin America/Iberian Penin-
sula. “He is perhaps the only artist
that’s attractive to the underground
and to the mass media, and we want
to maintain that.”

Juanes says “Mi Sangre” is his most
personal album yet.

“It's more about family, about love,
about my daughter [8-month-old
Luna],” says the 34-year-old song-
writer, who shuttles between his
home in Miami and his family home
in Colombia. “It’s also an album about
self-improvement and hope. It has the
romanticism and optimism of ‘Un Dia
Normal’ and the guts of ‘Fijate Bien."”

Already, “Nada Valgo Sin Tu Amor,”
a romantic, midtempo track, has
reached No. 1 on the Billboard Pop

Juanes Puts His Heart Into ‘Mi Sangre’

Latin Airplay chart and this issue is No.
3 on the Hot Latin Tracks chart.

The song was available for down-
loading on iTunes Aug. 31, along with
a never-before-released recording of
“La Paga” (a single from Juanes’ pre-
vious album) that features the Black
Eyed Peas. iTunes will also record an
original Juanes session in December
and will sell the tracks and interview
footage online.

“We have designed a campaign to
reach his natural Latin audience and
his English-speaking audience,” says
Walter Kolm, senior VP of marketing
for Universal Music Latino, noting
that Juanes already recorded a
“Sesiones@AOL” for AOL Musica and
AOL Latino.

Even though Juanes has participat-
ed in a handful of bilingual collabora-
tions (including a duet with Nelly Fur-
tado on his previous album) crossing
over into English is not a priority.

He says, “I wasn’t born here or any-
thing like that, so I see [recording in
English] as a wandering away from
what I am.”
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Mullen’s Music Seeks ‘Everyday People’

When Nicole C. Mullen began
working on her new Word Records
release, “Everyday People,” she knew
exactly who she wanted to reach.

“I wanted to make sure that it was
something that spoke to and for the

everyday person, whether you were
here in the United States or in
Africa,” Mullen says. “I wanted to
make sure I highlighted the everyday
hero that we easily pass by. It could be
the mom who birthed you or it could

@SLDWELL BANKER
PREVIEWS

MAGNIFICENT ARCHITECTURAL BLUFF HOME
on ocean side of Cliffside Drive. This fabulous gated
estate on over one acre has five bedrooms, five
baths,gourmet kitchen, den/library, camera security, an
upstairs media room/bedroom and incredible 180 degree
views from Palos Verdes to Big Dume. Also included are
Riviera III beach rights, a beautiful landscaped yard

and much more. Sleep to the sounds of crashing waves,
seals and dolphins. This home has been featured in
Architectural Digest magazine.

Glen Meyers 310 403-5116

S Oth e by ’s S_&i’.sct'ﬁmperﬁe.s

INTERNATIONAL REALTY | Loecal Experts Worldwide

WOODSIDE, CALIFORNIA

|Italian-Style Villa Situated off a private lane, this serene estate unfolds over 3.3
beautifully manicured acres that recall the enchantment of the Italian countryside
The property offers a grand 4-bedroom, 4 and 1/2 bath main residence,

a 2-bedroom, 2-bath guest house, a 1-bedroom, 1-bath caretaker'scottage,

a separate gym with half bath, wine cellar, clay tennis court, pool with outdoor
shower, multiple flagstone terraces and dining patio. $13,500,000

Morgan Lashley 650.387.5224
Bernadette Lamothe 415.296.2226

2, CA S4111

be the neighbor next door to you or
the person you smile at in the mall.”

Mullen’s all-inclusive attitude,
combined with her powerhouse
vocals and songwriting chops, have
made her one of the industry’s most
successful artists. She was named
SESAC’s songwriter of the year in
2001, and has nabbed six Gospel
Music Assn. Dove Awards, including
2002 fernale vocalist of the year. She
also won Doves in 2001 for song-
writer of the year and song of the
year for “Redeemer.”

Mullen says she had resolved to
title the album “Everyday People”
even before she decided to cover the
Sly & the Family Stone classic. “I
heard it on a car commercial or
something and really I didn't know
it,” she says. So she looked up the
lyrics on the Internet and realized it
was “a great way to say what I say all
the time about how we of different
cultures and colors need to get
together and live in peace.”

Mullen is hoping to spread that
message beyond the Christian music
community. “I wanted to make sure
[this album] was something that I
could take to a broader audience,” she
says, “but the Christian industry is
my base and always will be.”

Though there were no firm plans
at press time, there’s a possibility that
Word’s parent company, Warner
Bros., might take a single from the
album to R&B adult radio. In the
meantime, Word is promoting the
Sept. 14 release via a street-week pro-
motional tour, a print advertising
campaign and media exposure.

The label is working three songs to
gospel radio, according to senior VP
of marketing and artist development

Mark Lusk, who says the album also
has potential singles for the Christ-
ian AC, adult R&B and hip-hop for-
mats. “The album’s [potential ] audi-
ence is diverse.”

to International Needs Network

Ghana, an organization working to

free Trokosi slaves in the country.
“They showed me this video of

The album was
produced by
Mullen, her hus-
band David Mullen,
Tommy Sims,
James “Big Jim”
Wright (Mariah
Carey), Andrew
Ramsey and Shan-
non Sanders
(India.Arie). Funk
legend Bootsy

Hoher 1y
Ground |

By Deborah Evans Price
dprice@billboard.com

Collins is a special
guest on the cut “Message for Ya.”
“Bootsy used to go to our church in
Cincinnati,” says Mullen, who recon-
nected with Collins when he came to
a concert. “He put some gduitars and
bass and vocals and keyboards and all
kinds of stuff on it. He definitely
brought the love to the track.”
Booked by Creative Artists Agency,
Mullen hits the road this fall to sup-
port the record and bring awareness

MULLEN: COVERING SLY & THE FAMILY STONE

what they did, and I was just so
moved,” Mullen says. “I just couldn’t
believe that in this day and time slav-
ery still exists. The dollars we take for
granted can do so much more in
another place to help somebody else
toward a life of freedom.”

SIGNINGS: Joyce Martin has signed
with Scott McReynolds of Vertical
Entertainment for management and
the Jeff Roberts Agency for booking.
Martin, known for her work with
Dove Award-winning trio the Martins,
recently embarked on a solo career
with “Diamonds on a Dusty Road,” a
Spring Hill Music album produced by
Phil Naish. The single “This Is My
Prayer” recently went to Christian AC
and inspirational radio.
Nashville-based Pinnacle Entertain-
ment has signed a deal with Provident
Distribution to release product in
North America. Pinnacle was launched
in 2003 by Marc Harris, known for his
work with BeBe & CeCe Winans, Amy
Grant and Vanessa Bell Armstrong.

Fogerty

Continued from page 13

including a new baby daughter and a
couple of cross-country moves—got in
the way of making a new recording.

And though the new album’s 10
songs clock in at just over 34 min-
utes, Fogerty believes it is a fully
realized work.

“Ifee] like [the record] does have what
it needs,” he says. “It might not if you're
holding a stopwatch. [Hit 1984 album]
“Centerfield” was just five seconds short
of being 35 minutes. These were just the
songs I had ready, and it felt done.”

Fogerty doesn't think an artist nec-
essarily has 20 great songs in him for
one recording project. “As a songwriter
and producer of my own record, I tell
myself it’s impossible to have 20 good
songs,” he says. “A record is a presenta-
tion, not a reality show.”

The length of the record doesn’t
seem to be an issue for Geffen, which

will price it at $9.49 wholesale/$13.98
suggested retail as part of Universal
Music & Video Distribution’s JumpStart
program.

“We believe this is an amazing piece
of work he put together,” says Paul Kre-
men, head of marketing and public rela-
tions for Geffen. “It’s not about size, it’s
about quality.”

The team at Geffen believes the record
will attract old and new fans. “John has
a very solidified base, and we want to
make sure we hit it,” Kremen says. He
says Geffen is targeting triple-Aand clas-
sic rock radio, and an ad campaign will
include TV, print and radio buys.

“We'll do everything we can to gar-
ner the attention of John’s audience, but
given the strength of the single, we
think we'll be able to attract a whole
new audience,” Kremen says.

Radio is starting to take notice. “It’s
the best of both worlds,” says Dave Ben-
son, PD for KFOG San Francisco, a
triple-A station that jumped on the sin-
gle early.

“This is a new John Fogerty song
with a very contemporary message that

feels like one of the most popular
Creedence songs you could imagine,”
Benson explains. He adds that the
song’s message is “a very popular senti-
ment in the Bay Area.”

Mark Hudson, rock and pop buyer
for Trans World Entertainment, says he
is receiving positive feedback from his
stores. “We poll our stores every week
about upcoming releases, and this one
is coming back with a pretty good
buzz,” Hudson says. “|Fogerty’s| profile
must be a little higher because of the
political aspects of the song and expo-
sure from the [Vote for Change] tour.”

Fogerty will be backed by Bruce
Springsteen & the E Street Band on his
Vote for Change dates, which begin
Oct. 1.

“It’s going to be a ball,” he says. “I
don’t know exactly what songs I'm
going to do or how many, but this will
be the first time Bruce and I have
appeared onstage together, outside of
privately in a small club or at a benefit.”

Following that tour, the Creative
Artists Agency-booked Fogerty will
embark on solo dates.
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Small Print Can Lead To Big Disputes

It’s no secret that negotiating con-
tracts for the entertainment industry
can be tricky. As rights are licensed
and sub-licensed throughout the
world and companies merge or
acquire other

record deal and a publishing contract
with the same independent U.K. com-
pany. He assigned his song copyrights
to the publisher, who agreed to pay
him 50% of all fees the company

companies, a
simple phrase
like “at source”
or a definition of
“company”’ can
make the differ-

LeC ]QI
e MCIﬂers

sands of dollars -

or being liable for BY Susan Butler

millions. sbutler@billboare.com
These contract

provisions come
into play when someone who holds
rights to an artistic property will be
paid a percentage of money received
by the other contractual party, such as
50% of gross or net receipts. Although
many lawyers define “gross receipts”
as that amount of money received by
the obligated company, a couple of
examples show why this may not be
enough to protect the parties
involved.

In the 1970s, a British artist who
wrote songs for his band signed a

received from licensing the songs to
third parties.

More than 10 years later, a major
label with an affiliated publishing
company acquired the indie label and
publisher. The major apparently made
sure that all of the record labels and
publishers under its international
“umbrella” company were separate
legal entities.

The indie UK. publisher became
part of the major UK. publisher,
which entered an agreement with its

“sister” U.S. publisher to license and
collect royalties in the United States
for the U.K. catalogue of songs. They
entered an arm’s-length agreement,
meaning the terms were the same as
those customarily made between
unrelated companies.

Years later, the major U.S. publish-
er licensed one of the songs for use in
anational TV commercial for a large
sum of money. The U.S. publisher
sent 50% of the license fee to the UK.
publisher per their agreement.

The UK. publisher, per the song-
writer’s agreement, then shared what
it received with the songwriter. The
result was that the major effectively
received 75% of the fee (50% in the
U.S., 25% in the U.K.), and the song-
writer received 25%—not the 50% he
anticipated when signing his deal.

This songwriter could have been
protected from this result if his con-
tract simply stated that his 50% share
of license fees would be calculated “at
source,” meaning 50% of the amount
received by the U.S. publisher—where
the money was first received from the
third party. Many publishers agree to
include this provisicn.

The film industry does not use the
term “at source,” but the concept is

the same in deals made for those with
clout. Such a contract provision is at
issue in a pending litigation.

The Saul Zaentz Co. acquired
rights to the J.R.R. Tolkien works
“The Hobbit” and “The Lord of the

Rings,” according to a lawsuit filed
Aug. 18 in Los Angeles Superior
Court. Zaentz optioned certain the-
atrical motion picture rights for the
“Rings” trilogy to Miramax Films.
(Continued on page 62)

FIND YOUR TONAL CENTER
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New from
THE BRIAN CONN NEW MUSIC ENSEMBLE
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Chamber Music that lives at
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WHERE YOU SLEEP IS NOW MORE EXCITING

THAN WHO YOU SLEEP WITH.

I

PHILLIPS CLUB

THE

Welcome to The Phillips Club. With two cosmopolitan locations offering modern living in the heart
of Boston and New York. Stylish apartments with superb features such as full kitchens, entertainment
centers and marble bathrooms. 24-hour concierge and private doorman. Preferred access to
fitness and spa facilities. All just steps from the spectacular parks and culture of each city.
The Phillips Club, make yourself at home. For more information, visit www phillipsclub.com

B OSTON
THREE AVERY STREET
617 423 8500

NEW YORK

155 WEST 66TH STREET
212 835 8800

®Preferential membership at The Sports Club/LA — Boston
= Steps from Boston Common

®Preferential membership at Reebok Sports Club/NY
*Steps from Central Park
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Frisell Samples Vinyl For Nonesuch Set

You can’t bex Bill Frisell in.
Arguably the top jazz guitarist of the
day and inarguably the most
emulated six-stringer by up-and-
comers, the indefatigable Frisell has
enjoyed immense critical acclaim
while thoughtfully and whimsically
following his intuition.

Beginning with his 1982 ECM
Records debut “In Line,” he has
recorded jazz-fueled albums rang-
ing from avant-rock to country to
pastoral folk.

Now he has tossed up a new curve
ball. “Unspeakable,” released Aug.
24, is a thoroughly entertaining

FRISELL: COMFORTABLE WITH .WILLNER

album of dance-friendly, sample-
steeped songs. Produced by Hal Will-
ner, who mans the turntables and
triggers the samples, the CD is
Frisell’s 19th for Nonesuch Records.

After a series of quieter releases,
Frisell gets funky yet atmospheric
here and even revisits the rock snarl
of earlier albums, especially on the
soul-infused “White Fang.” He enlists
858 Strings—the trio of Jenny
Scheinman (violin), Eyvind Kang
(viola) and Hank Roberts (cello)—as
guest performers.

“This is something I've been
wanting to do for 20 years with Hal,”
Frisell says, talking between sets at
the Village Vanguard in New York.
He was in the midst of a brilliant
two-week stint of angular free-
speech jazz in drummer Paul Mot-
ian’s trio that also features saxo-
phonist Joe Lovano.

“The first time I appeared on a
recording was with Hal on his 1981
tribute to Nina Rota,” he says.
“Since then I've worked on more
than 30 of his albums.”

Frisell was visiting Nonesuch’s New
York offices when Willner was dis-
cussing the production of a new Lau-
rie Anderson project with label presi-

dent Robert Hurwitz.

“Bob asked me what
my next record was going
to be, but I told him 1
hadn’t figured it out yet,”
Frisell recalls. “He sug-
gested working with Hal,
so that was cool.”

Several years ago,
Willner, as musical
director of “Saturday
Night Live,” scooped up
hundreds of obscure
vinyl albums NBC was tossing from
its music library. Frisell says sam-
pling those discs became like a new
instrument for Willner.

“When we started working on the
project in L.A., Hal shipped out hun-

By Dan Ouellette

douellette@billboard.com

Gillar and “Shock Treatment Back-
ground No. 1” by Trevor Duncan.

BIG EASY HORN BLAST: Twentysome-
thing trumpeter Maurice Brown cel-
ebrated the release of his fine pre-

dreds of those LPs and kept pulling
them out as we tried to figure out

how to collaborate,” Frisell says. “We
didn’t begin with a plan but worked

out a process of bringing the sam-
ples and my guitar together. Then
toward the end I wrote the string

parts. That’s when I was able to say,

»

‘Now it’s my record.
Some of the unusual samples

Frisell and Willner use include pieces
of “Twisted Soul” by G. Koek and C.

Brill, “Sound of Crickets” by Mac

miere CD, “Hip to Bop,” Aug. 28 in

front of a packed house at the Snug

Harbor jazz club in New Orleans.
The young Chicago native has

been based in the Crescent City for
the last few years, engaging in jam
sessions, holding forth at Snug

Harbor every Tuesday night and
impressing the locals. Among his

admirers are jazz elder Ellis
Marsalis, who penned the disc’s

liner notes.
“This year I decided to invite Mau-

rice to make a guest appearance with
my group at the annual Jazz and
Heritage Festival in New Orleans,”
he writes. “The audience response
was nothing short of sensational.”

“Hip to Bop,” released Aug. 31 on
the artist’s own Brown Records, fea-
tures eight originals ranging from
classic bop and funk to electronic
with a wah-wah trumpet display on
the title track.

Currently the album is available
only on Brown’s Web site (maurice-
brown.net) and New York record
store NYCD’s site, nycd-online.net.

THREE DOT LOUNGE: The Whole
Drum Truth jazz residency program
takes place Sept. 15-18 at Yale Uni-
versity in New Haven, Conn. The
inaugural event showcasing the role
of drums in jazz features a four-
drummer concert Sept. 17 with pro-
gram leader Tootie Heath and his
time-keeping cohorts Jimmy Cobb,
Ben Riley and Ed Thigpen at
Sprague Memorial Hall . . . Tenor
saxophonist Michael Brecker
received an honorary doctor of
music degree Sept. 3 from Berklee
College of Music at the Boston
school’s fall convocation.
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Cyrus Chestnut Trio, Carla Cooke, Carmen Lundy with
Robert Glasper, Curtis Lundy, Victor Lewis, Gary Bartz,
James Spaulding, Flora Purim,
Airto Moreira, Mingus Dynasty Band, Ronald “Boo” Hinkson,
Michael Boothman, Ray Barretto sextet,
Corinne “Sprocka” Richardson, Anguilla Jazz Ensemble...

.

presents. - .

THE 22 HOUR JATT CHANNEL ~

d. Annual Tranquility

FESTIVAL

November 10-14, 2004

Its gonna be “Straight no chaser”

Mark your calendar and save the date

For bookings and packages call: 1-877-LIBERTY
or visit: http.// www.anguillajazz.org

The International Association of Assembly
Managers, Inc. presents...

The 15" Annual
* Arena Management Conference

Salk Lake City, UT @ Septeriber 18-21, 2004

Don't miss the leading ‘ronfarence for
managers and suppliers. of arenas,
brought to you by the. leaders in

facility ‘management.

For conference information go to www.icam.org and click
on AMCan the Meetings section of call 1-800/935-4996

16

www.billboard.com

www.americanradiohistorv.com

www.billboard.biz

BILLBOARD SEPTEMBER 18, 2004


www.americanradiohistory.com

- —[Bileoerd]

Spotlight

Photo: Used by permission, Elvis Presley Enterprises, Inc.
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Rock'n'roll

BY WAYNE ROBINS

In the heat of the Memphis summer, every year, they come.
Legions of Elvis Presley fans arrive in this city for Elvis
Week every August to celebrate the life that ended on
Aug. 16, 1977, and the legacy that lives on.
But this year was different.
This year, the fans also found their way to Memphis
one month earlier, not to remember Elvis’ end, but
his beginning.
On July 5 in Memphis, Elvis’ followers celebrated the 50th
anniversary of the recording of his first single, “That’s All
Right,” at Sun Studio.

For Elvis’ record company and for the keepers of his
flame at Elvis Presley Enter-
prises in Memphis, the 50th Elvis: Fact File
anniversary is part of a cam- ‘

paign that includes polished Born: Jan. 8. 1935

reissues of classicaudioand | ;.. Aug. 16, 1977

video performances.

For his fans, the anniversary
reminded one and all that, yes,

Birthplace: Tupelo, Miss.
Latest Reissue: “Elvis at
Sun”

still, Elvis lives. Label: BMG Strategic
Marketing
B IR Distributor: BMG
But which Elvis? U.S. Album Sales: 117.5

For when we speak of Elvis,
our icon in chief, we could be
speaking of many Elvises.

We speak of the hillbilly cat,
the lean, raw and hungry young Southern Man who cut those
tracks for Sam Phillips’ Sun Records down on Union Avenue.

Or do we speak of the courteous young man who did his
duty to serve his country when he was drafted into the Army
at the peak of his early fame, in 1958?

We may speak of the handsome Hollywood hunk who aver-
aged three movies a year from 1961 to 1967. Some were even
memorable.

Or, when we picture Elvis, do we see the black-leather-jacket-
ed singer whose Dec. 3, 1968, live TV performance restored some
of an almost unfathomable amount of lost credibility and pride?

million (Source: Recording
Industry Assn. of America)
Web site: elvis.com

(Continued on page 30)
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Spotlight

3o #1 HITS

The multiyear campaign by BMG to revitalize the Elvis Pres-
ley recording catalog has included the release of, clockwise
from upper left, “Elvls: 30 #1 Hits,” “Memphis Celebrates
50 Years of Rock’n’Roll,” “Elvis: 2nd to None,”“Elvis: Ulti-
mate Gospel” and “Elvis at Sun.”

CINIC

HTIAMATE €°\CD

BMG Reaffirms Presley’s Status

BY MIKE LEVIN

Joe DiMuro was just another Elvis
Presley fan when he took over respon-
sibility for the King’s catalog almost
two years ago as executive VP of BMG
Strategic Marketing Group.

Today he is a patron. Not many
executives use words like “mythologi-
cal Greek god” to describe their artists.

This year, DiMuro and his team have
reaffirmed Presley’s status in the pop
pantheon, coordinating the release and
marketing of three CDs and two DVDs
that anchor a tribute to Presley and the
birth of rock'n’roll.

FOURTH QUARTER PUSH

The releases celebrate the 50th
anniversary of Presley’s first recording
session at Sun Studio on Union Avenue
in Memphis on July 5, 1954. The titles
will receive renewed promotion at retail
going into the key fourth quarter.

This year’s campaign started in
March with “Elvis: Ultimate Gospel,”
which reintroduced fans to the only

genre in which Presley won Grammy
Awards.

Then in June came the remastered
“Elvis at Sun” and the definitive “Mem-
phis Celebrates 50 Years of Rock-
'n'Roll,” a 21-track commemoration of
the genre’s roots that includes two
Presley tracks and tunes from Carl
Perkins, Jerry Lee Lewis, Aretha
Franklin and B.B. King.

Two expansive DVD sets, also
released in June, highlight Presley’s
effect on pop culture. The three-disc
“Elvis: 68 Comeback Special” covers
every moment from rehearsal to fin-
ished product of, arguably, the most
important event in the King’s career;
and the two-disc “Elvis: Aloha From
Hawaii” re-creates the 1973 concert
that was originally broadcast to 1.5 bil-
lion people around the world.

“Most of these are seminal perform-
ances—Elvis unfettered, so to speak,”
DiMuro says. “When you have a pre-
mium product like this, you have to
focus not only on sustaining the lega-
¢y now but for many years to come.”

There’s a back story that helps
define the whole project, and it’s only
partly about a Memphis son who,
according to the Recording Industry
Assn. of America, became the coun-
try’s biggest-selling solo artist 27
years after his death.

Presley’s enduring worldwide popu-

DiMURO: COURTING YOUNGER AUDIENCES

larity contributed mightily to this sales
success. But so did the decision by Elvis
Presley Enterprises and RCA
Records—which has been part of BMG
Entertainment since 1986—to
relaunch the King’s musical catalog.

The effort began in 1989 with the
creation of an international team
charged with drafting a new sales strat-
egy. Its first task: locating Presley’s orig-
inal session tapes. Tackling that chal-
lenge were lifelong Presley fan and
researcher Ernst Mikael Jorgensen,
then a BMG executive in Europe, and
Roger Semon, then marketing man-
ager for BMG in the United Kingdom
and now a BMG consultant and COO
of Sanctuary Records Group.

The first result of their work was
Grammy-nominated, five-CD boxed set
“The King of Rock'm’Roll,” released in
1992 to critical acclaim.

That release gave BMG and EPE a
whole new way of approaching Pres-
ley’s repertoire.

Semon says, “This systematic
approach allowed both parties to iden-

tify and isolate the best audio sources
and evaluate unreleased performances
for future strategic exploitation.”

But releasing more records was not
the solution. In 2001, there were 350
different Presley audio titles bouncing
around the market, each with varying
themes and sound qualities.

THE WOW FACTOR

BMG reduced its available Presley
catalog to 50 titles and began planning
a release schedule that would renew the
“wow” factor among fans and retailers.

The concept of “Elvls: 30 #1 Hits”
was born. Producing the CD was no
simple task—Presley’s U.S. and UK.
chart-toppers far exceeded 30 tracks,
and most of the masters were very old
and recorded in mono and three-track.
Some were stored in boxes that hadn’t
been opened in years.

But the album, released in 2002,
recaptures the energy and integrity of
Presley’s original recordings with
remarkable success.

(Continued on page 30)
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3-0V¥D SET. OVER 7 HOURS
DF MATERIAL INCLLDING OVER
3 HOURS OF PREVICUSLY
UNRELEASED FOOTAGE
DOUBLE PLATINUM

LLOHA fom HAWALL

DELUYE EDITION VD

3-0VD SET. O¥ER 4 HOURS
JF MATERIAL INCLUBING
NEVER BEFORE SEEN FOOTAGE
FLATINUM

30 #1 HITS FEATLIRING
THE GLOBAL SMASH HIT
“ALITTLE LESS CONVERSATION
{EVIS V8. JXL)”
TRIFLE PLATINUM

30 TRALKS iNCLLDING
3 #1 HTX. THE NEWLY
DISCOVERED “1'W A ROUSTABDUT
& THE #1 HT “RIBBERNECKIN
{PAUL CAKEMFOLS REMIX)"
PLATIKUM

s388

ELVIS | LETIMATE GOSPEL

13 TRACKS. NEWLY REMASTERED
FEATIRING ELYIS” FIRST
RECORDINGS. EVER
INCLUDING “THAT'S ALL RIGHT

ALL OF ELVIS' GREATEST
INSPIRATIONAL RECORDINGS
(N ONE CD

CONGRATULATIONS =& 2155 ON 50 YEARS OF ROCK N ROLL

WWW.ELVIS.COM WWW.ELVISTHEMUSIC.COM WWW.ELVISDVDS.COM
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Photo: Used by permission, Elvis Presley Enterprises, Inc.
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Elvis Catalog
An Evergreen

BY JIM BESSMAN

The songs Elvis Presley recorded appear regularly in films,
TV shows, advertisements and, increasingly, in nontradition-
al outlets through the work of Chrysalis Music Publishing
and Cherry Lane Music Publishing.

Elvis Presley Music (BMI) and Gladys Music (ASCAP) are
the two catalogs that contain many of the songs Presley
performed, notes Gary Hovey, VP of entertainment and
publishing for Elvis Presley Enterprises.

Lisa Marie Presley owns 50% of the catalogs, while 25% is
owned by the estate of Julian Aberbach and 25% by the estate
of Jean Aberbach, Hovey explains. The Aberbach brothers,
who co-founded the Hill and Range music publishing com-
pany in 1943, signed a publishing deal with Presley early in
his career and established Elvis Presley Music and Gladys
Music, which was named for Presley’s mother.

Chrysalis Music administers the 50% share of the catalog
Lisa Marie owns and the 25% share Julian Aberbach’s heirs
own. Cherry Lane administers the 25% share Jean Aberbach’s
heirs own, Hovey explains.

WHERE IT ALL BEGAN

Cherry Lane began its administration of the catalog Jan.
1, 2001. The term of the initial agreement was three years,
Cherry Lane president Aida Gurwicz notes. The deal was
subsequently renewed earlier this year for an additional
five years.

Chrysalis Music reached its agreement to administer the
majority of the catalogs in early 2002. Former Chrysalis
president Leeds Levy, who struck the deal, said at the time:
“It really is an honor to represent it here, because this
[music] is where it all began in pop music—and it touches
every genre.”

Kenny MacPherson, who succeeded Levy as president of
Chrysalis Music, notes that the company “works very closely
with Gary Hovey and his team at EPE as well as Belinda Aber-
bach on behalf of the Julian Aberbach estate. Gary and Belinda
have daily contact with Jessica Hobbs [senior director of synch
licensing] and Jane Ventom [director synch licensing] in coor-
dinating or promotional activities on behalf of the catalog.”

The Elvis catalogs exceed 670 songs, including hits by such

(Continued on page 29)

Elvis Online

Additional stories for this Elvis Presley Spotlight are avail-
able exclusively on Billboard.biz/elvis.

e Guitarist Scotty Moore accompanied Presley on that
day in July 1954 when he recorded “That’s All Right” at
Sun Studio. Moore looks back in an interview with Bill-
board contributor Craig Rosen.

¢ Ernst Mikael Jorgensen, a lifelong Presley fan and BMG
consultant, describes his role in recovering lost master tapes
and leading the research effort that helped revitalize Presley’s
recording catalog. Jorgensen is profiled by Alanna Nash,
author of “The Colonel: The Extraordinary Story of Colonel
Tom Parker and Elvis Presley” (Chicago Review Press).

e Bluesman Arthur “Big Boy” Crudup wrote “That’s All
Right,” the song that became Presley’s first single for Sun
Records. Alanna Nash explores the story behind the song that
launched Presley’s career.

e International promotion and sales have been key to the
success of BMG's revitalization of the Presley catalog. UK.-
based contributor Paul Sexton reports on the King’s appeal
around the globe.
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The King Of Crossover’s No. 1 Hits

Elvis Presley wasn’t just the king of rock’'n’roll. As his Billboard chart history attests, he also

was the king of crossover.

Early in his career, before radio formats segmented American music, some of Presley’s great-
est hits—"Hound Dog,” “All Shook Up,” “Let Me Be Your Teddy Bear” and “Jailhouse Rock”—hit

No. 1 Pop Albums

No. 1 on the Billboard pop, country and R&B singles charts. Title Debut Date
Presley retains the record as the No. 1 artist of the rock era, with the Beatles ranking No. 2, “Elvis Presley” March 31, 1956
according to “Joel Whitburn’s Top Pop Singles: 1955-2002.” Presley is also the No. 1 solo male artist. b0
w , S ; e ) | “Elvis Nov. 10, 1956
The rerelease of “That’s All Right,” Presley’s first commercial single, gave the singer yet one more “LovingYou”
No. 1 ranking as it topped the Hot 100 Singles Sales chart in the July 3 issue. oving Yol July 22, 1957
Here’s a recap of Presley’s No. 1 singles and albums in the United States, prepared by Billboard “Elvis’ Christmas Album” Dec. 2,1957
associate editor/chart manager Keith Caulfield. “G.l. Blues” Oct. 31, 1960
“Something for Everybody” July 10,1961
. “Blue Hawaii” Oct. 23,1961
N 0 1 Po Sm Ies 2 I “Roustabout” Nov. 14, 1964
. p g NO' 1 country Slng es “Aloha From Hawaii Via Satellite” Feb. 24, 1973
“Elvls: 30 #1 Hits” Oct. 12,2002
Title Chart Debut Title Debut Date | Note: Presley also reached No. 1 with “EIvis Sings the Wonderful
“Heartbreak Hotel” March 3, 1956 “I Forgot to Remember to Forget” Sept. 17, 1955 ‘5’;’2‘ "4?’139'1‘?‘"‘“' e 1 s 3Wm dhiar I
“IWantYou, | NeedYou, | LoveYou” May 26, 1956 “Heartbreak Hotel” March 3, 1956 T ————
“Hound Dog” Aug. 4, 1956 “| WantYou, | NeedYou, | LoveYou” May 26, 1956 ) ;
“Don't Be Cruel Aug. 11, 1956 “Hound Dog” Aug. 4,1956 No. 1 Cou ntry Albums
“Love MeTender” 0ct. 20,1956 “Don’t Be Cruel” Aug. 11,1956
“Too Much” Jan. 26, 1957 ‘All Shook Up April 6,1957 Title Debut Date
. » . “Let Me Be YourTeddy Bear” June 24,1957 oy .
All Shook Up April 6, 1957 “J:_lh es eR "c‘:: o (;";em y “Aloha From Hawaii Via Satellite” ~ Feb. 24, 1973
ilhouse Ro ct. 14, .
“Let Me Be YourTeddy Bear” June 24,1957 “Moody Blue” B e e “Elvis—A Legendary Performer,Volume 17 Feb. 16, 1974
ec. 25, ' o
“Jailhouse Rock” Oct. 14,1957 . 4 x “Promised Land Feb.8,1975
Way Down June 25, 1977 3 ] f .
“Don’t” Jan. 27,1958 “Cuitar Man” Jan. 17, 1981 From Elvis Presley Boufevard, Memphis, Tennessee” June 12,1976
uitar Man n. 17, i 9
“Hard Headed Woman” June 30,1958 Note: Data compiled from Biliboard charts including Country & Moody Blue July 16,1977
F — b 0 Western Best Sellers in Stores, Most Played Country & Westemn by “Elvis i i g
‘A Big Hunk O’ Love July 6, 1959 Jockeys, Most Played Country & Westemn in lukeboxes and Hot “EMS I'n Concert' . 0d 250w
“Stuck OnYou” April 4, 1960 Country Singles &Tracks. Elvls: 30 #1 Hits Oct. 12, 2002
“It's Now or Never” July 18, 1960
“Are You Lonesome To-night?” Nov. 14, 1960 . .
“Surrender” Feb. 20, 1961 NO. 1 R&B Slngles NO. 1 Ac Slngles
“Good Luck Charm” March 17, 1962
“Suspicious Minds” Sept. 13, 1969 Title Debut Date Title Debut Date
“A Little Less Conversation” July 13,2002 “Hound Dog” Aug. 4, 1956 “Can’t Help Falling in Love” Jan. 13,1962
“Rubbemneckin’” Sept. 27,2003 “All Shook Up” April 6,1957 “Crying in the Chapel” May 1, 1965
“That's Al Right” June 26, 2004 “Let Me Be YourTeddy Bear” June 24,1957 “(Such An) Easy Question” July 3, 1965
L . S “Jailhouse Rock” Oct. 14,1957 “I'mYours” Aug. 28,1965
Note: Data compiled from Billboard charts including Best Sellers i I
in Stores, Most Played by Jockeys, Most Played in Juke Boxes, “Wear My Ring Around Your Neck” April 21, 1958 “The Wonder of You” May 23,1970
Top 100, The Billboard Hot 100 and Hot 100 Singles Sales. . . A y . »
P?'zsley alsoerealmgtaero.ol with "aI;Iue Ehﬁstmalslj"gvfhid: §Zbuted gtoot :ésoatgsﬁ;gp:zdrgg] bch{a[;s sc']nﬁ;:ﬁmg ErijBMm!esz; 58 “You Don’t Have to SayYou Love Me” Oct. 24,1970
on the Christmas singles chart Dec. 5, 1964. ot 4 e 1 “My Boy” Feb. 8,1975

‘

7\Ioha From The Movies: Elvi§ On DVD

BY JILL KIPNIS

Elvis Presley had many memorable
performances throughout his career
—some onstage, some on film.
Here’s a selective guide to his movies
and documentaries available on DVD.

“Elvis: '68 Comeback Special—
Deluxe Edition DVD”

Presley’s first TV special, origi-
nally simply titled “Elvis,” aired Dec.
3, 1968, on NBC. At this point. Pres-
ley had not performed before a live
audience in seven years. The pro-
gram launched his return to live
concerts, and this performance has

been called one of the greatest
moments in rock history.

“Elvis” was NBC’s top-rated show
of the season, with 42% of the TV
viewing audience, according to Elvis
Presley Enterprises.

Originally released on DVD in
2000 by A Vision, this new, uncut
edition was released June 22 by BMG
Strategic Marketing Group. It was
produced by EPE.

The three-DVD, seven-hour set
(priced at $49.98) features the
original broadcast version of the
special, two jam-session concerts,
two complete solo concerts and a
producer’s cut of the music video
“If I Can Dream.”

“Elvis, Aloha From Hawaii—
Deluxe Edition DVD”

Presley filmed this performance
Jan. 14, 1973, at Honolulu Interna-
tional Center Arena, and it was
broadcast live worldwide to coun-
tries including Australia, South
Korea and Japan.

According to EPE, a whopping
51% of the TV viewing audience in
the United States tuned in April 4,
1973, when NBC aired the special.
In total, an estimated 1.5 billion
people from 40 countries saw the
performance, according to EPE.

A Vision also originally released
this concert on DVD in 2000. BMG
released the new, uncut edition June

22. 1t was produced by EPE. The
two-disc set (priced at $29.98) fea-
tures the original American broad-
cast version of the show, the com-
plete concert that was adapted for
the special and the complete
rehearsal concert,

“Double Trouble,” “Harum
Scarum,” “It Happened at the
World’s Fair,” “Speedway,”
“Spinout” and “The Trouble
With Girls”

These six films, released between
1963 and 1969, made their DVD
debut Aug. 3 from Warner Home
Video. Presley starred in more than
30 feature films during his career,

and these are some of the high-
lights from the 1960s.

“It Happened at the World’s
Fair’—set at the 1962 World Fair in
Seattle—was his second film for
MGM, following 1957’s “Jailhouse
Rock.” Tt features 10 hit songs,
including the gold record “One Bro-
ken Heart for Sale.

“The Trouble With Girls” co-stars
Vincent Price, John Carradine and
Dabney Coleman and includes the
songs “Almost” and “Swing Low
Sweet Chariot.”

Each DVD, priced at $14.97,
includes a remastered digital trans-
fer and a trailer gallery.

(Continued on page 28)

24

www.billboard.com -

www.billboard.biz

BILLBOARD SEPTEMBER 18, 2004


www.americanradiohistory.com

50 years ago
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