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11 A Dual Plan

Lava releases Simple Plan’s
upcoming album, “Still Net
Getting Any...,” in the
DualDisc format.

16 Not So Complicated

In a rough touring season, sales
for Avrit Lavigne’s Bonez Tour
fares well, thanks to her broad
fan base and low ticket prices.

27 Country’s Ho Shot

Miranda Lambert’s Epic
Nashville single,“Me and Charlie
Talking,” is working its way up
the Billboard country chart.
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'UMG+WMG=Accounting Venture

Two Majors Form Joint Company To Track Transactions

- - .
GAL: SEEKS ‘COST PREVENTION’

BY BRIAN GARRITY

NEW YORK—In a bold move, Universal
Music Group and Warner Music Group are
forming a new joint venture company that
will handle key royalty accounting func-
tions for both major labels within the next
two years.

Exigen Group, a San Francisco-based
specialist in business software development,
is joining UMG and WMG in backing the
venture, called Royalty Services.

The three companies are investing a
total of $30 million in the new company,
sources estimate. Based in New York, Roy-
alty Services will utilize specially designed
transaction processing systems. Royalties
for millions of transactions, currently being
handled by UMG’s and WMG'’s respective
information technology departments, will
be tallied by the new company. The search
for a CEO is under way.

The ambitious endeavor is a cost-saving

(Continued on page 60)

BY GAIL MITCHELL

Genius. Musical leg-
end. The eighth wonder of
the world.

Throughout his nearly 45-
year career, Stevie Wonder’s
prodigious talent has elicited an

[BY1G

Gentury Award Honoree:
00

For his enduring

“, influence and con-

tributions to music,

Stevie Wonder has been

named the 2004 recipient of
the Billboard Century Award.

Billboard’s highest honor for

creative achievement, the Centu-

ry Award was created by then-editor
in chief, the late Timothy White, and

then-publisher Howard Lander in 1994 to
commemorate the 100th anniversary of the

avalanche of acclaim. But no words
can truly approximate the mesmeriz-
ing spell his music has cast.

Whether musing over the joy or heart-
break of love, discoursing on racial and
social issues or just plain having fun, Wonder
personifies the concept of music as a universal
language. His distinctive voice and engaging
sound—an eclectic mix of R&B, funk, pop, rock,
reggae, jazz, gospel and African rhythms with a 3
little synthesizer thrown in—continues to wield /e .

a major impact on contemporary music. 4 1 A

AN

magazine. The award will be presented to Won-
der Dec. 8 at the annual Billboard Music Awards

in Las Vegas. The program will air on Fox.

“Stevie Wonder is an American icon,” Billboard co-
executive editor Tamara Conniff says. “His genius has trans-
formed not only R&B, but popular music overall. He has
used his vibrant music as a vehicle to sing about the highs

(Continued on page 60)

New' Atlantic Readies Big Urban Push

BY GAIL MITCHELL

In its first major marketing push
since merging with sister label Elek-
tra Entertainment, Atlantic Records
is launching a multitiered fall/winter
campaign that heralds upcoming
releases by five of the label’s high-
profile rap artists.

Christened “Joint Chiefs,” the rollout

begins Oct. 26 with Trick Daddy's “Thug
Matrimony: Married to the Streets.”

Next are Twista (a reissue of “Karmikaze,”
Nov. 2), Fabolous (“Real Talk,” Nov. 9),
TI. (“Urban Legend,” Nov. 30) and Fat
Joe (first-quarter 2005).

Designed to help boost consumer
awareness during the product-
jammed holiday season, Joint Chiefs
also doubles as a calling card announc-
ing the “new” Atlantic Records.

“We've been building our urban
division over the last couple of years,”

(Continued on page 61)
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Top of the News

S Traditional programmers say
Microsoft’s new MSN Radio
piaylists are too close to the sta-
tions they are modeled on.

6 TheTaste of Chaos tour will
likely provide arenas relief from
the NHL work stoppage.

Music

11 The Beat: The Raspberries
reunite for their first show in 31
yzars at Cleveland’s new House

of Blues.

12 Legal Matters: The
Cepartment of Justice’s Task
Force on Intellectual Property
Report recommends tougher
crackdowns on IP violators.

13 Jazz Notes: Revenant
r2leases the works of Albert Ayler
in a nine-CD “spirit box” package.
16 Touring: Avril Lavigne’s
broad audience and low ticket
prices are expected to attract fans
to her Bonez Tour 2004—Eyes.

18 R&B: Mark Ronson and Rich
kleiman launch label/production

JAMES TAYLOR

Billbears

PETER GABRIEL

company Allido Records in addi-
tion to a host of other activities.

22 Latin Notas: Jack Daniel’s
“Studio No. 7” promotional cam-
paign will present Latin acts in a
series of U.S. concerts.

25 Beat Box:“Renaissance: The
Mix Collection” gets a touch-up for
its 10th-anniversary reissue.

27 Country: Bandit celebrates
George Jones’ half-century of
country contributions with “50
Years of Hits.”

44 Songwriters & Publishers:
Writers of indie artist collective
Expansion Team find financial
success and creative satisfaction
making music for commercials.
45 Studio Monitor: The Inter-
national Music Software Trade Assn.

VOLUME 116, No. 44

has formed to promote respect for
software intellectual property.

Retail

33 JamesTaylor is the latest
artist to release a holiday album
exclusively through Hallmark’s
Gold Crown stores.

34 The Indies: MIDEM will fea-
ture an International Indie Sum-
mit focusing on the state of indies
worldwide.

35 Retail Track: Operations at
Sony BMG Sales Enterprise pro-
ceed with the appointment of new
executives.

36 Home Video: Genius Prod-
ucts brings TV Guide, National Lam-
poon and AMC to the DVD market
through its distribution network.

QUOTE OF THE WEEK

® Given the problems they’ve had establishing |
compelling media content, [MSN Radio] is one
more sign that Microsoft is creatively bankrupt.

FRANK BELL
Page 47

Global

39 Peter Gabriel will be hon-
ored with the Music Industry
Trusts’ Award for his contributions
to the British music industry.

41 Global Pulse: French artist
Cali is nominated for the 2004
Prix Constantin.

Programming

48 Tuned In: The Tube:
Eminem’s parody of Michael Jack-
son in his video “Just Lose It” leads
BET to drop it from its playlist.

Features
17 Boxscore
30 Billboard Picks
32 The Billboard BackBeat
32 Executive Turntable
40 Hits of the World
46 C(lassifieds
49 Charts
49 Chart Beat
49 Market Watch
60 Mileposts
62 The Last Word

48
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Crabb Family . ....... s

Ditty Bops
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George Jones . . . ........

James Taylor
John Digweed
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Julieta Venegas

Kanye West ............

Luke Doucet
Michael Jackson
Miranda Lambert

Peter Gabriel . ..........

Paulina Rubio
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Rod Stewart
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Secret Garden . .........

Simple Plan

Stevie Wonder ..........

William Shatner
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""""" Zi‘ Bandit Records .................27
"""" 5 BET HoldingsInc. ...............48
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........ 33 DreamWorks Home Entertainment Inc. . . .36
-------- 25 FoYo Soul Entertainment ...........6
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EVENTS

 CALENDAR

What Teens Want: Marketing to
Teens Using Music, Movies & the
Media. Oct. 26-27 at the Regent
Beverly Wilshire, Beverly Hills, Calif.

Information: 888-536-8536

Billboard Digital Entertainment
Conference & Awards. Nov. 4-5 at
theTom Bradley International Center,
UCLA, Los Angeles.

Information: 646-654-4634

Billboard Backstage Pass Touring
Conference & Awards. Nov. 8-9 at
the Roosevelt Hotel, New York.

Information: 646-654-4660

The Hollywood Reporter/Billboard
Film & TV Music Conference. Nov.
16-17 at the Renaissance Hollywood
Hotel, Los Angeles.

Information: 646-654-4660

Billboard Music Awards. Dec. 8 at
the MGM Grand Arena, Las Vegas.

Information: 646-654-4600

billboardevents.com
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Kirk Franklin
gets his own
gospel label

8

Todd Rundgren
is added to
inaugural
DECA confab
as keynoter

BY DEBORAH EVANS PRICE

NASHVILLE—Few music communi-
ties have been harder hit by the
passage of time than Southern gospel.
In the past few years, the genre has
lost many of its legends, among them
Vestal and Howard Goodman, Rex
Nelon, Glen Payne, J.D. Sumner and
Jake Hess.

But time also has fostered a new
generation of artists to carry the torch.

These acts—including the Crabb
Family, CrossWay, Mercy’s Mark, the
Dove Brothers and the McRaes—are
honoring the traditions of the genre
while expanding musically and
attracting a younger audience.

“There is definitely a generational
change going on,” says Paul Heil,

Southern Gospel
Grows Younger

producer/host of “The Gospel Greats,”
a syndicated radio shcw broadcast on
200 stations. “Many of the past gener-
ation of artists have passed away in the
past decade or so, and these, in many
cases, were part of the first full gener-
ation of what we call Southern gospel.”

Southern gospel patriarch Bill
Gaither adds, “The Crabb Family, the
Booth Brothers, Signature Sound and
the Isaacs are bringing a lot of new
fans in who normally have not lis-
tened to this kind of rusic.”

Today’s Southern gospel acts are a
diverse breed, from traditional all-
male vocal quartets like the Dove
Brothers to “mixed groups” with male
and female singers.

There also are frequent tinges of

(Continued on page 14)

THE CRABB FAMILY: THE DAYWIND RECORDS ACT DRAWS AYOUNGER AUDIENCE|WHILE HONORING GOSPEL TRADITION

Attending the signing of Kanye West’s new affiliation with Sony are, standing
from left, Sony BMG’s Ron Wilcox and Andrew Lazk; Sony Urban Music’s Lisa
Ellis; Sony Music Label Group U.S.’s Don lenner and Michele Anthony; and
West co-manager Donda West. Seated, from left, are attorney Virgil Roberts,
West and co-manager G. Roberson.

BY GAIL MITCHELL

Kanye West can add “label execu-
tive” to his expanding list of credits.
The producer/rapper is creating a new
imprint, Getting Out Our Dreams, in
affiliation with Sony Music Label
Group U.S. West, who remains signed
to Roc-a-Fella/Def Jam, has also inked
a production deal with Sony.

~ West Dreams Big
With Sony Imprint

The first release under the long-
term label and production deal is John
Legend’s major-label album debut,
“Get Lifted,” due in December. The
singer/keyboardist appears on West’s
2004 solo debut, “The College Drop-
out.” Negotiations are under way to
sign additional artists to the Getting
Out Our Dreams roster.

(Continued on page 59)

Money For Managers

The Firm Gets Cash Influx, Eyes Other Management Cos.

BY BRIAN GARRITY
and RAY WADDELL

NEW YORK—An infusion of private-
equity money into the management
sector is fueling consolidation moves
hy the Firm, and in the eyes of some
leading independent managers could
mark the start of a more ambitious
roll-up by founder and CEO Jeff
Kwatinetz.

Recent weeks have seen a pair
of high-profile relationships an-
nounced between financial sponsors

SPERLING: MANAGEMENT IS PART OF
THE ECONOMIC GROWTH SECTOR

and management companies:
Thomas H. Lee and Bain Capital,
Warner Music Group’s leading finan-
cial backers, made an investment in
the Firm that sources value in excess
of $10 million; and Forstmann Little
announced that it will acquire Inter-
national Management Group in a
transaction reportedly worth between
$700 million and $750 million.
“These are businesses that are in
the growth sector of the economy,
that when structured correctly can
(Continued on page 59)

PDs: MSN Radio Not
'Just Like' The Real Thing

BY PHYLLIS STARK

Microsoft recently unveiled its
new MSN Music Service to much
fanfare. But at radio stations across
the country, one element of the new
service was met with a mixture of
amusement and hostility.

MSN Radio, operating within the
Microsoft Windows Media Player 10,
offers more than 1,000 Internet sta-
tions patterned after terrestrial sta-
tions. Additional stations are being
quickly added.

MSN is using the call letters and

(Continued on page 47)
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BY CARLA HAY

NEW YORK—The weight of the
Bobby Darin biopic “Beyond the
Sea” rests greatly on Kevin
Spacey’s shoulders. Not only did
the Academy Award-winning actor
star, direct and co-produce the
movie, he also had the challenge of
singing Darin’s songs in the film
and on the soundtrack.

ATCO/Rhino Records will release
the “Beyond the Sea”
companion album
Nov. 23. The movie,
distributed by Lions
Gate Films, opens
Dec. 10 in New
York, Dec. 17 in Los
Angeles and Dec. 29
in the rest of the
United States.

The 18 songs on the
soundtrack include
“Mack the Knife,”
“Dream Lover,” “Splish
Splash,” “Hello Young
Lovers,” “Once Upon a
Time,” “Simple Song
of Freedom” and the
title track.

Spacey plays Gram-
my Award-winning entertainer
Darin, who died in 1973 at the age of
37 after having open-heart surgery.
The film tells the story of Darin’s dif-
ficult childhood, suffering from the
life-threatening rheumatic fever that
permanently damaged his heart, to
his ups and downs in show business
as a multifaceted entertainer.

The film also chronicles Darin’s
success in a variety of musical styles,
including pop, rock, country, gospel
and folk. Spacey says that this diver-
sity is one of the biggest reasons why
he is a passionate fan of Darin.

Spacey tells Billboard, “1 always
believed the most important element
of this movie would be the music.

“I honor
Bobby’s talent,
but I tried not
to do a slavish

imitation.

I might have
been the
vehicle, but
Bobby was

the driver,”
—HKEVIN SPACEY

SPACEY: WANTS 'BEYOND THE SEA'TO INTRODUCE MORE PEOPLETO BOBBY DARIN

Actor Spacey
Becomes Darin

Tae songs that were selected were
o-ganic to the storytelling and
moved the story forward.”

Making the movie was a labor of
Icve for Spacey and the others in-
valved, as they encountered obstacles
that were primarily related to finding
enough financing.

Fortunately, Spacey says, “I
couldn’t have asked for better part-
ners, cast and crew.”

As for recording Darin’s songs,
Spacey said, “I honor
Bobby’s talent, but I
tried not to do a slav-
ish imitation. I might
have been the vehi-
cle, but Bobby was
the driver.”

Spacey credits Phil
Ramone, who pro-
duced the music for
the film and the
soundtrack album,
and the movie’s
musical director/
composer, John Wil-
son, for giving him a
valuable education
in recording and per-
forming music.

Ramone tells Bill-
board that Spacey insisted on
recording the songs with a live
bend, just the way Darin would.

“Kevin has a determination,
charm and work ethic that very
few people have,” Ramone says.
“He even took guitar, drum and
piano lessons because of this film.
It takes most singers about 15
years to find their voices, but
Kevin learned very quickly.”

Warner Strategic Marketing, the
ccmpany behind ATCO/Rhino, will
market the soundtrack through sev-
eral avenues, including American
Ezpress Blue Card envelope stuffers
mailed to about 4 million customers

(Continued on page 59)

Chaos To Strike Arenas

New Tour Brings Vans Warped Concept Indoors

BY RAY WADDELL

Expect total chaos in arenas this
winter.

Vans Warped tour founder and pro-
ducer Kevin Lyman will roll out a sim-
ilar project this winter, Taste of Chaos.

The tour, produced in partnership
with Freeze Management and Darryl
Eaton at Creative Artists Agency, will
play some 39 major- and secondary-
market arenas, beginning Feb. 16. The
Used will headline the bill; five other
performers on two stages will be
unveiled shortly.

“We're trying to take the Warped
concept indoors,” Lyman tells Bill-
board. “We want to keep ticket prices
low and design a simple production.”

The concept is unique for a winter
tour. “We're real excited about this tour,
because for this time period, in the win-
ter, there hasn't really been a lifestyle
tour like this with big bands,” says John
Reese, president of Freeze Manage-
ment. “This is going to be something
really special, with a lot of surprises.”

Lyman says ticket prices will be in
the $20-$23 range, and musical per-
formances will be augmented by auto-
graph signings, an acoustic stage,

THE USED: HEADLINING CHAOS

brand exhibitions and other concourse
attractions. “It’s a tightened-up version
of the Warped tour,” he adds.

WELCOME NEWS

New arena product is welcome news
for a venue business desperately seek-
ing content, particularly those affected
by the ongoing NHL work stoppage.

“You can’t force the issue, but
sometimes the timing is just right,”
Lyman says. “Right now people are
looking to work with new projects and
creative ideas.”

The timing was not so good this
summer, Lyman explains, when he
tried to roll out a new extreme-sports
product for arenas, Crusty Demons.

The plug was pulled on the tour

after only a few dates, because of poor
ticket sales. “You couldn’t have had
a worse time to roll out something
new than June of this year,” Lyman
says. “People were in complete panic
mode. Think of the deals we could
cut in arenas right now.”

Meanwhile, the Warped tour is com-
ing off its most successful year ever in
its 10th edition, with attendance up
26% at 652,000, according to Lyman.

“We’re not going to rest on our
laurels,” Lyman says. “We’'re already
working hard on the Warped tour.”

Offering fans a better value and expe-
rience helps Warped survive and thrive,
even in a dismal touring year, Lyman
says. Sometimes getting labels to buy
into their role takes some convincing,
he adds.

“T tell [the labels] that to keep ticket
prices low, I need their help,” he says.
“I'm not talking about money, I'm talk-
ing about marketing and promotion.”

Those who offer value will continue
to do well, Lyman believes. “All the
people I've worked with over the last
20 years who have stuck with that
model, not just in the touring busi-
ness, are doing fine,” he says. “I think
next year is going to be fine.”

Acts Help 7 Up Support
Grammy Foundation

BY MELINDA NEWMAN

The Grammy Awards are not until
Feb. 13, 2005, but the ceremony will
get a big kickoff Oct. 25 when more
than 145 million 7 Up cans roll off the
assembly line touting the 47th annual
Grammy telecast.

The cans feature artwork from par-
ticipating musicians of the Grammy’s
famed gramophone logo. In exchange,
7 Up has made a $60,000 donation to
the Grammy Foundation’s Signature
Schools program. Signature Schools
supports music and arts education and
recognizes high school music programs
nationwide. The cans note that a por-
tion of proceeds go to the foundation.

The collectible cans cross an array of
7 Up brands and feature artwork by
Michael McDonald (7 Up), Brian McK-
night (Sunkist), Five for Fighting’s John
Ondrasik (Diet 7 Up), Wynonna Judd
(Cherry 7 Up), Dave Koz (Canada Dry
Ginger Ale) and Randy Travis (A&W
Root Beer). They will be in the market
until Dec. 31.

The soft drink bottler has been a
Grammy sponsor for years, but
Grammy Foundation/Recording
Academy president Neil Portnow says
this venture marks the first time the

Grammys have touted the foundation
and its works in such a manner.

“We haven't had a public face like this
on the Grammy Foundation before,”
Portnow says. “This campaign does a lot
of things for us. It directly promotes the
Grammy brand, the Grammy Founda-
tion. For us, it’s not just about the
Grammy Awards, it’s also about what
the Recording Academy represents the
other 364 days of the year.”

For Koz, helping spread the word of
the Grammy Foundation’s work was a
no-brainer. “With the decline in music
programs offered in public schools,
there has never been a more important
time to raise funds and awareness to
get kids back into music,” he says.

“I came up through the public
school system when music classes were
still offered, and the thought that kids
growing up today do not get that same
opportunity really disappoints me,”
Koz continues. “Where is the next
Miles Davis or Yo-Yo Ma or David San-
born going to come from?”

The 7 Up launch occurs simultane-
ously with an eBay auction featuring
Grammy and 7 Up products, including
a trip to the awards. All funds raised
from the auction, which ends Now. 1,
go to the Grammy Foundation.

Franklin’s
Fo Yo Soul

BY DEBORAH EVANS PRICE

NASHVILLE—Gospel power-
house Kirk Franklin is launching
a new company, Fo Yo Soul Enter-
tainment, in association with

Zomba/BMG. The new venture
will include a record label, adver-
tising agency, production company
and youth outreach division.
After more than a decade as part
of the GospoCentric label family,
(Continued on page 59)
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In today’s Hip Hop dominated world,
there’s one album that has defied all type
casting or straight jacketing. Its singles have been
at the top of|the urban charts, the crossover charts,
the rhythm charts and the pop charts.

It is approa |hing four times Platinum certification
without any compromise whatsoever of the brilliant
creativity of its star and creator.

To identify that star and that album,

i please turn the page.
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CISACRevamps N\E\\/SLINE

, , THE WEEKIN BRIEF
Rights Body Streamlines Exec Structure

VENEGAS: NAMED ARTIST OF THEYEAR

Venegas
TopVMALA
Victor

MIAMI BEACH-—Mexican singer/
songwriter Julieta Venegas, who
went from being an alternative
niche artist to a major commercial
success thanks to her 2003 album
“S” (BMG), was the top winner at
the third annual MTV Video Music
Awards Latin America. Venegas
took home three awards—for artist
of the year, best solo artist and best
artist, Mexico. The show was held
Oct. 21 at the Jackie Gleason The-
ater here.
Following in number of wins,
with two each, were Mexican
(Continued on page 59)

BY STEVE McCLURE

SEOUL, Korea—CISAC, the Interna-
tional Confederation of Societies of
Authors and Composers, is moving
into the 21st century with a new struc-
ture more capable of representing its
members’ interests in a fast-changing
copyright environment.

At CISAC’s general assembly Oct.
20, the body’s members voted on
statutes that will create a stream-
lined, less bureaucratic organization.

The heart of the changes is the
combination of CISAC’s existing
administrative council and executive
bureau into a single board of directors.
The board will have 20 members and
will comprise executives of member
societies, with guaranteed regional
and repertoire representation.

Frances Preston, who is now pres-
ident emerita for U.S. rights society
BMI, addressed the new statutes in
her Oct. 21 oral presentation on
behalf of the North American Com-
mittee of CISAC.

“The steps we have taken here
today in modernizing the statutes of
CISAC give us important new tools
to secure the rights of our creators,”
she said.

Preston also said that in today’s
world, which is “dominated by global
telecommunications giants who have
substantial financial resources and
coordinated lobbying efforts across
linguistic and political borders,”
CISAC must be able to “mobilize
against these forces as never before.”

Cees Vervoord, CEO of Dutch
authors’ society Buma/Stemra, was
elected to the new position of chair-
man of the board of directors at the
general assembly. Brett Cottle, CEO
of Australian society APRA, was
elected first vice chairman, and Ger-
man society CEO Bild-Kunst Ger-
hard Pfennig was elected second vice
chairman. Their office terms were
set at three years.

CISAC secretary general Eric
Baptiste, whose title will change to
director general as part of the con-
federation's new configuration,
tells Billboard that the board will
be run more like a corporation.
“There will be speedier decisions—
a more business-like approach.

“The board will be less Euro-
centric and less music-centric,”
Baptiste adds. He notes that
CISAC’s membership includes film-

(Continued on page 60)

Apple Computer, XM
Lead DECA Noms

LOS ANGELES—Apple Com-
puter and XM Satellite Radio
lead the music finalists for the
first Billboard Digital Entertain-
ment Awards.

Apple, XM and their top execu-
tives are named in four categories
each. RealNetworks is named in
three categories.

Winners will be announced dur-
ing an awards dinner Nov. 5 in the
Grand Horizon Ballroom at UCLA
Covel Commons at Sunset Village
here. The event will close the two-
day Digital Entertainment Con-
ference & Awards.

Apple/Pixar CEO Steve Jobs is
among the finalists for visionary of
the year. Apple is also a finalist for
brand of the year, innovator of the
year (for the iTunes Music Store)
and best music service.

XM president/CEO Hugh Panero
is a finalist in the innovator cate-
gory. XM is also up for brand of the
year, best radio service and digital
music innovation of the year.

Also competing for visionary of the
year are RealNetworks chairman/

CEO Rob Glaser, game designer Will
Wright (“SimCity” and “The Sims”)
and HDNet chairman Marc Cuban,
who will deliver a DECA keynote
address Nov. 5 (Billboard, Oct. 23).

Activision and Ubisoft are the
leading finalists in the gaming cat-
egory. Each is up for five awards.
In the film/TV/video segment,
Sony Pictures is named in three
categories.

The Billboard Digital Enter-
tainment Awards honor vision,
innovation, entrepreneurship and
brand development in digital
entertainment. Finalists and win-
ners are determined by a panel of
judges from the music, gaming
and film/TV industries.

For a list of judges, or to reg-
ister for the conference, visit
digitalentertainmentawards.com.
For a complete list of finalists, go
to billboard.com/awards.

The awards are organized by
Billboard in partnership with
Digital Media Wire.

For further information, call
323-822-0936.

RUNDGREN: LONGTIME INNOYATOR

RundgrenTo
Keynote Confab

Todd Rundgren has been con-
firmed as keynote speaker for the
inaugural Digital Entertainment Con-
ference & Awards.

For more than 30 years, musician
and multimedia pioneer Rundgren
has been at the vanguard of techno-
logical innovation in audio record-
ings, video, computers and live
performances. He most recently used
the Internet to interact directly with
his fans through the PatroNet sub-
scription service. Earlier this year,
Rundgren released his first new stu-
dio album in nearly a decade, “Liars,”
through a worldwide licensing deal
with Sanctuary.

Rundgren will address DECA atten-
dees Nov. 4.

In what is being touted as the largest single licensing deal in radio history,
ASCAP and the Radio Music License Committee on Oct. 18 announced a
$1.7 billion agreement covering nearly 12,000 commercial radio stations’
over-the-air performances and simultaneous streaming of more than 7.5
million musical works.

The agreement finalizes license fees for 2001-2003 and establishes new
licenses for 2004-2009.

Under the deal, a set payment schedule replaces the fee schedule based
on stations’ revenue. SUSAN BUTLER

Clear Channel Communications in San Antonio has officially named Mark
Mays president/CEO.

Mays, who was president/COO, has been acting CEO since May 7. He
stepped in for his father, Lowry Mays, who took time off from his role as
chairman/CEO to recover from surgery for a brain condition.

Lowry Mays will remain chairman of the board of the radio/live enter-
tainment/outdoor display company. CAROLYN HORWITZ

Steve Barnett is named president of Epic Records Group.
Barnett—ypreviously Epic executive VP/GM—will
report to Sony Music Label Group U.S. president/CEO
Don Ienner. Ienner has overseen Epic since the departure
of president Polly Anthony in September 2003. Barnett
has been Ienner’s top lieutenant inside Epic, running the
label’s day-to-day operations. BRIAN GARRITY

BARMETT

The U.S. music market in 2004 showed its first half-year total shipment gain
in five years, driven by the growth of CD albums, according to a new report
from the Recording Industry Assn. of America.

CD album shipments in the first six months of 2004 rose 5.3% from the
same period last year to 329 million units. The value of CD albums in the
first half was $4.78 billion, up 3.4% from the same period last year.

However, these numbers are still below 2001 levels.

For the first time, the RIAA has included downloads in its biannual
report. The trade group says 58 million tracks were downloaded or burned
from licensed online music services during the first half.

The RIAA report is based on statistics supplied by Pricewaterhouse-
Coopers. Market figures are based on shipments from record companies to
retail, direct-to-consumer outlets and special markets.  CAROLYN HORWITZ

Digital Entertainment Group reports that nearly 1 billion DVDs have shipped
to retailers this year, marking a new record for DVD software shipments.
More than 3.3 billion DVDs have shipped since the format launched in
1997. In the third quarter, more than 340 million DVDs shipped, which is a
59% increase from the same period last year. JILL KIPNIS

U2 and Apple Computer are expected to announce Oct. 26 that they have
inked a deal to sell custom iPods.

According to a source, the band’s Interscope album “How to Dismantle
an Atomic Bomb,” due Nov. 23, will come preloaded on iPods that will be
available the week of street date. U2’s new single, “Vertigo,” is featured in
current TV ads for the iPod.

Interscope and Apple declined to comment. CAROLYN HORWITZ
SoundExchange, the U.S. digital-performance-rights society, has signed the
International Federation of the Phonographic Industry’s webcasting agree-
ment. The agreement allows webcasters and simulcasters to stream music
internationally based on a single “one-stop” license, rather than having to
secure licenses from sources in individual territories.

The reciprocal deal ensures that copyright owners receive payment when
their recordings are transmitted through the Internet outside their own
country. Additionally, societies from Europe, Asia and North and South
America are participating in the program. CAROLYN HORWITZ

XM Radio has forged an 11-year, $650 million deal with Major League Base-
ball. Announced Oct. 20 by baseball commissioner Bud Selig and XM presi-
dent/CEO Hugh Panero at MLB’s New York offices, the pact calls for XM to
carry games from every major-league team beginning next year. PAUL HEINE

Samsung Electronics America has teamed with the cable industry’s OnlyCa-
bleCan marketing initiative to launch a new concert series, “INHD’s Center
Stage,” on high-definition cable network INHD and its spinoff, INHD2.

The monthly series debuts Nov. 21 with a live Bon Jovi concert at 8 p.m.
ET. The concert will be webcast on samsungusa.com/bonjovi. ~ CARLA HAY
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~alicia keys

meaum: the diary of alicia keys

“With ‘The Diary of Alicia Keys’ (**** out of four) Alicia Keys takes a creative leap forward.
Alicia Kzys has made a truly superb album.” USA Today

“Alicia Keys’ ‘Diary’ is a knockout with exquisite production, vocals and instrumentals.
Keys is the future of real R&B. Bravo!” Fox News

“People Pick: Keys lives up to the staggeringly high expectations set by ‘Songs In A Minor’.
Like The Godfather Part II, this is the rare sequel that doesn’t disappoint.
It's that good” (**** out of four) People Magazine

“No modern woman is both singing and writing soul songs of this caliber.”

And The Brand New Single

karma

HER GREAT SONGS JUST KEEP ON COMING!

J
( / www.aliciakeys.com
1 7 www.jrecords.com
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Spend Wisely To Close Music’s ‘Value Gap’

The Answer Is Marketing

he future of music sounds upbeat.

Two retail shakeouts during the last

decade have left the account base
healthier, and consolidation has put the
labels in their strongest competitive posi-
tion since the mid-"90s.

But challenges still exist. Piracy, com-
moditization (retailers using music as a
loss leader to sell consumer electronics)
and substitution (consumers switching
from music to DVDs and videogames)
remain threats.

The common solution is marketing.
Here is a look at what the industry must
do to overcome these obstacles and enjoy
a sustained recovery.

DON’T BLAME CONSUMERS

The labels’ use of minimum advertised
pricing in the late "90s created the ideal
environment for declining sales. Under MAP,
retailers lost cooperative advertising funds if
they advertised music below a specified
price. Price supports like MAP have three
consequences: supply increases, but not
quality; substitute products become more
attractive; and a black market forms.

The number of new releases surged
under MAP. High prices created unrealis-
tically low estimated break-even points,
leading to greater risk-taking. At the same
time, MAP diminished the incentive to
sufficiently develop artists and provide
adequate marketing support. Thus the
consumers’ outrage over quality.

Piracy is a natural response to price sup-
ports. The labels encroached on fair trade,
s0 consumers violated copyrights.

Piracy is not a direct attack on the music
industry, but a way for consumers to subsi-
dize movie and videogame purchases. It
allows consumers to get what they want the
most, without giving up what they desire
but crave the least.

MAP’s inflation of music prices coincided
with the launch of DVD and new videogame
platforms. Teens and young adults tried to
expand their purchasing power by switching
from high-priced mall stores to lower-priced
mass merchants and consumer electronics
chains. When this was inadequate, 15- to
24-year-olds embraced piracy.

Ending MAP returned music pricing to
the marketplace from the realm of fic-
tion. Product differentiation produces
pricing power; controlling a market seg-
ment does not.

COUNTERACT THE INCOME EFFECT
As incomes rise, consumers trade up
in price and quality. This occurred dur-
ing the late "90s, a period of rising
employment and incomes. At that time,
15- to 24-year-olds started to abandon

music for DVDs and videogames.

When incomes fall, consumers choose
lower-priced and less appealing products.
This occurred during the last year. Music
sales picked up at a time of weak employ-
ment, record consumer debt and rising oil
prices, vet videogame sales declined, and the
movie industry fretted over slower growth.

By Barry Sosnick

This is the income effect—the relation-
ship of sales to income. If sales and income
move in the same direction, you have a nor-
mal good (a necessity or luxury); if they
move in opposite directions, you have an
inferior good. An inferior good can still be a
wonderful product; it is just less desirable
than its alternatives. Based on this eco-
nomic analysis, music is an inferior good.

When incomes rise and gas prices drop,
spending patterns will likely shift upward
in price and perceived quality. Consumers
will abandon music and buy the new
videogame platforms. Only marketing can
overcome the income effect and music’s
inferior status.

RECOGNIZE THE BENEFITS
OF CONSOLIDATION

Consolidation is harsh, but it leaves
stronger participants.

Mergers, acquisitions and bankruptcies
have eliminated the financial plays at retail.
National Record Mart and Wherehouse are
gone, and Musicland—an acquisition based
apparently on financial assumptions rather
than merchandising vision—is stumbling.

Survivors like Hastings, Trans World
and Handleman have CEOs with more
than three decades in the industry. They
understand that retail is about consumer
satisfaction, with profits as the reward for
this service. The retail part of the distribu-
tion channel looks strong.

Stable markets tend to have one leader
with twice the market share of its next-
biggest competitor. The recording industry
was this way before the merger of the Sony
and Bertelsmann music divisions.

The recording industry now has two
labels of nearly the same size. This should
trigger a fierce battle for supremacy: Uni-
versal Music Group will fight to maintain

its leadership, while the new Sony BMG will
vie to justify its merger. The competitive
intensity will foster innovation and create
opportunities that benefit the customer.

EMBRACE DUALDISC

Beware of strangers bearing gifts,
especially if the gifts are iPods. Apple
Computer’s strategy for its digital music
store is similar to Best Buy’s loss-leading
with music in the mid-"90s, meaning
iTunes could be as destructive to the
recording industry as the previous attempt
to use music to move low-margin hard-
ware. Music must increase in value and
not be pushed toward commoditization.

DualDisc, combining video with music, is
an excellent way to compete against the
movie and videogame industries. It builds
on successful trials that bundled a DVD with
a CD and acknowledges the surge in music
video sales. DualDisc enhances the product
offering, instead of eroding perceived quality
by cutting music prices.

STOP THE LAWSUITS

Keep the lawyers away from your target
market. Only lawyers think a good strategy
to increase sales is to alienate a generation
of customers through highly publicized
lawsuits. Relationship marketing and the
lifetime value of the customer obviously are
not taught at law school.

Lawsuits do what any obstacle does in
the face of consumer demand: spur inno-
vation. The Recording Industry Assn. of
America attacked Napster’s centralized
structure, and decentralized peer-to-peer
services like Kazaa emerged. Now the
RIAA is targeting Kazaa and new piracy
networks, but file sharers are finding
ways to protect themselves. By eradicat-
ing Napster and Kazaa, lawyers became
the inspiration behind eDonkey, Gnutella
and others. The RIAA is winning battles
but losing the war.

A better approach is to decrease the
demand for illegal music through market-
ing, instead of shrinking its supply through
lawsuits and legislation. Give consumers
value and they will abandon piracy.
Research shows that this strategy works.

Adversity pushes creative businesses to
become stronger, as much as it eliminates
other companies. To sustain the current
revival in music sales, the industry must
invest in research, focus on operations and
spend wisely on marketing to close the
value gap between music and the newer
forms of home entertainment.

Barry Sosnick is president of earful.info,
a New York-based provider of strategic
marketing services.

Let your colleagues know what’s on your mind. Send letters 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.
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Joi returns to
reveal her new
alter ego in
‘Tennessee
Slim Is the
Bomb’

The Raspberries
Prep Their Return

In our humble opinion, “Go All
the Way” is one of the best power
pop songs ever, which makes it all
the more exciting that the Raspber-
ries are reuniting for their first
show in 31 years.

Eric Carmen, Wally Bryson, Jim
Bonafanti and Dave Smalley are
rehearsing for a Nov. 26 gig that also
serves as the grand opening of a
House of Blues venue in Cleveland.

And Carmen tells Billboard that
there may be more shows coming,
given the tremendous response to the
1,200-seat HOB date, which sold out
in less than an hour.

A second Cleveland show is in the
works, and “talk has turned to doing
a House of Blues club tour includ-
ing Los Angeles, Las Vegas and
Chicago,” Carmen says. “Someone
also suggested Japan.”

The Raspberries first considered a
reunion four years ago, but Carmen

as a musician, his bandmates have
found other careers: S nalley is a res-
piratory therapist, Bry:ion works with
the handicapped and F onafanti is a
car buyer.

But Carmen says th2y've all kept
their chops. “Thanks t» good atti-
tudes and new technology, we sound
better than we ever dic!”

As for a new Raspbe ries album,
Carmen says no one's hinking that
far ahead—yet.

LADIES’ CHOICE: “Goocl Morning
America” kicks off its f rst branded
November music series Nov. 5 with
Shania Twain.

“We've never had a November
series,” says Mark Bracco, the show’s
entertainment producer. “We
focused so much on the summer
concert series. But knowing how big
a month November is for releases,
we thought if we coul | get enough
big names. we would do

By Melinda Newman
mnewman@billboard.com

one for s veeps.”

As the guests were
hooked, the morning
show rea ized the first
| few artists were female,
so the AEC program
decided t2 brand the
series “Women Rule.”
The pronmctions began
running J:t. 18, using
Twvain’s “Man! [ Feel
Like a Woman!”

says the offer from promoters
would not have allowed the band to
put on a show with the production
values it felt its fans deserved. “My
caveat has always been that there’s
a mythology about the band, and |
don’t want to burst that bubble. If
we couldn’t put on a good concert, [
didn’t want to do it.”

But after playing HOB clubs with
Ringo Starr in 2001, Carmen loved
the venues’ vibe. So when HOB ap-
proached him about the Raspberries’
Cleveland show, “I thought if ever we
were going to do it, this is the time.”

Although tour plans are still tenta-
tive, Carmen admits he loves the idea
of a group from the '70s that actually
features all original members instead
of a frontman and fill-in players. “But
the best part is that for the first time
in 30 years, here are these old dear

The series’ lineup
includes Avril Lavigne (Nov. 9), Fan-
tasia (12), Destiny’s Child (16),
Ashanti (19), Gwen Siefani (23),
Vanessa Williams (29), Jessica
Simpson (Dec. 1), Kelly Clarkson (2)
and Lindsay Lohan (6 .

Twain will perform (rom a block
party in Nashville hosted by the
show’s Diane Sawyer. The other acts,
except Destiny’s Child, will perform at
the program’s Times Square studios.

“We book music to boost ratings,”
Bracco says, “but I'm always happy to
hear someone say that they got a 20%
sales bump because they did ‘GMA."”

FIVE FOR FIVE: As labels continue
to breathe new life into existing
albums, Columbia is reissuing Five
for Fighting’s “The Battle for
Everything” Oct. 26.

Unlike many of the latest album
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(.

IC

27

Indie label
Bandit Records
fetes George
Jones’ 50th
anniversary
with new set
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1t used to be that rock bands lived for the present and
didn’t worry about the future.

Not sa for Simple Plan. The Montreal-based act made
its U.S. debut just two years ago. But with the Oct. 26
release of its sophomore set for Lava Records, “Still Not
Getting Any . . .,” the pop/punk act is thinking long term.

“If you're just partying and drunk the whole time, you're
going to miss out on so much and you're going to wake up
and go, ‘Why the hell are we here? ” drummer Chuck
Comeau says. “We only have one band and if we go and
fuck it up, than we're gone and that’s it.”

Since its 2002 debut, “No Pads, No Helmets . . . Just Balls,”
the group has been involved in every aspect of its ascent up
the charts, from selection of venues to album cover art.

The attention to detail has worked well for the quintet—
which includes vocalist Pierre Bouvier, bassist David
Desrosiers and guitarists Sebastien Lefebvre and Jeff Stinco.

“Just Balls” didn’t enter The Billboard 200 (at No. 183)
until two months after its release, but a frenzied tour sched-
ule overseas and the support of MTV in the United States
landed the group three singles in the top 20 of the main-
stream top 40 radio chart and a peak at No. 35 on The Bill-

Simple Plan Has . ..
A Simple Plan

BY MARGO WHITMIRE

to Nielsen SoundScan.

“To take a band that was nothing four or five years ago—
my parents knew who we were and that’s about it—and
rolling it to the point where we can play in Thailand and
Australia and people show up and want to see us, every
decision has to matter,” Comeau says.

The group enlisted Metallica’fMotley Crue producer Bob
Rock, and headed home to record the 11-track set, which
was written by Bouvier and Comeau while still touring for
“Just Balls.”

“You have your whole life to write your first record and,
if you're lucky, a few months to write your second,” Lava
senior VP of marketing Lee Trink says, citing a familiar
record business maxim. “We got them a second bus [while
on tour] to write and the pressure was on. It’s a tremendous
relief as a label and it’s great to see this band coming into
their own.”

Though the first single, “Welcome to My Life,” is fol-
lowing the same upward path at mainstream top 40 as pre-
vious hits “I'd Do Anything,” “Addicted” and “Perfect,”
Trink thinks the new album will alter the perception of
Simple Plan as simply an MTV band.

“The songwriting they've done on this record shows the
band will be here for a long time,” he says. “We're going to

friends who can be friends again.” upgrades that feature new songs hoard 200. The set has sold 1.8 million copies, according (Continued on page 13)
While Carmen has made his living (Continued on page 12)
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DOJ Task Force Gets Tough With IP Violators

As the music industry continues
its legal challenges to unautho-
rized file sharing, the Department
of Justice is shoring up its efforts
to protect intellectual property.

These efforts are described in the
Task Force on Intellectual Property
Report, released Oct. 12 by U.S.
Attorney General John Ashcroft
(Billboard, Oct. 23).

Created last March, the Task
Force examined intellectual prop-
erty enforcement and explored
ways to further protect copyrights,
trademarks, patents and trade
secrets, which the report calls
“the new coin of the realm” in our
“knowledge-driven, information-
age economy.”

Although the report covers
every [P industry, from entertain-
ment and technology to airplane
design and fashion, Task Force
chairman David Israelite tells
Billboard that music is a major
focus for two reasons.

“First, the music industry has
been hurt more than any other
industry,” he says, “and second,
the industry has done more to
help themselves, which is very
important.”

Among the recommendations in
the 82-page report:

e Overall: Certain principles
must “drive and shape” the DOJ’s
efforts. IP owners and the govern-
ment must work together, the
federal government should pun-
ish those who “misuse innovative
technologies” and the DOJ must

enforce IP laws domestically and
internationally.

¢ Civil remedies: IP owners
should aggressively enforce their
rights under civil laws. To assist
victims of IP theft, the Task Force
prepared a general guide describing
what to do and whom to contact,
which Israelite says will be avail-
able soon.

For its part, the DOJ should pro-
vide enhanced training programs
for prosecutors and investigators
and set up a conference for victims
and industry representatives to
learn how to assist law enforcement.

To prevent court decisions that
strike down IP laws and threaten
the effectiveness of civil remedies,
the DOJ must “identify [these
threats] and take affirmative steps
to correct them.”

For example, the DOJ should
“closely monitor” legal develop-
ments in private lawsuits and
submit written briefs in cases
where the constitutionality or
the viability of important civil-
enforcement tools are challenged.

¢ Criminal enforcement: As the
DOJ made enforcing IP laws a high
priority in recent years, it developed
a team of specially trained prosecu-
tors focusing on IP crimes.

Sixty attorneys in the 13 Com-
puter Hacking and Intellectual
Property Units, called CHIP Units,
are located in regions where there
is a high concentration of IP cases,
such as Los Angeles, New York and
Miami. They prosecute crimes,
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work with local IP industries to
prevent crime and train other
prosecutors and investigators in
regional issues.

The DOJ should create five more
CHIP regional units (including one
in Nashville), reinforce and expand
existing units and designate CHIP
coordinators in every prosecutor’s
office to be

pending legislation.

Anyone who circumvents anti-
copying technology should be
prosecuted. Material and equip-
ment used to make counterfeit
products should be seized.

Since distributing copyrighted
works without permission becomes
a crime only when the total retail

responsible for
regional IP
enforcement.
These CHIP
coordinators
would be an
addition to the
190 or so Com-
puter and
Telecommuni-
cations Coordi-
nators in the 94

legal [
Matters |

By Susan Butler
sbutler@billboard.com

U.S. attorneys’

offices. CTCs prosecute crime,
train other prosecutors and inves-
tigators and promote public
awareness programs.

The DOJ should also examine the
need to increase resources for the
Computer Crime and Intellectual
Property Section, called CCIPS.
These Washington, D.C.-based spe-
cialists coordinate national and
international efforts, prosecute [P
cases, train prosecutors in the field
and advise Congress when develop-
ing IP legislation.

The FBI, whose special agents in
the Cyber Division and Intellectual
Property Rights Unit are the pri-
mary [P investigators, should
increase the number of special
agents and other personnel.

The DOJ must also dismantle
and prosecute more criminal
organizations that violate IP laws
and include these charges with any
fraud, smuggling or other charges
to emphasize the high-priority of
[P enforcement.

e Legislation: Legislators should
consider certain principles for

value of the original work, multi-
plied by the number of unautho-
rized copies, reaches a certain
amount, the “minimal cost” of
distributing over the Internet
must be acknowledged. Even
“passive” sharing of copyrighted
work for unlawful duplication
should be treated as a “distribu-
tion,” with the criminal copyright
statute prohibiting anyone from
knowingly making available to
the public a certain threshold
number of infringing copies or
exceeding a threshold value.

Copyright law should also recog-
nize the premium value of a copy-
righted work before it is released for
sale, assign a presumed retail value
to unreleased copies and permit
this to be considered when deter-
mining a criminal’s sentence.

Finally, the law should provide a
remedy against those who inten-
tionally induce infringement.

Future legislation should make
the attempt to violate the criminal
copyright statute a crime, even if
the attempt is unsuccessful.

Copyright law should also
change, so that importing or
exporting unauthorized copyrighted
works becomes unlawful.

e Antitrust: Organizations seek-
ing to establish industry standards
to prevent IP theft are encouraged
to use the DOJ’s review procedure
for guidance on antitrust enforce-
ment. Technology owners should
also continue to decide “independ-
ently” whether or not they wish to
license their technology to others.

¢ Theft prevention: In addition
to encouraging use of the FBI's
Anti-Piracy Seal, the DOJ should
develop a program to educate stu-
dents about the value of IP and
the consequences of committing
[P crimes.

¢ International: Intellectual
Property Law Enforcement Coor-
dinators, prosecutors known as
IPLECs, should be deployed to
U.S. embassies in Hong Kong and
Budapest to coordinate IP
enforcement in Asia and Eastern
Europe. The FBI should also
assign legal attachés with IP
expertise to assist them.

Israelite tells Billboard that he
continues to meet with labels,
publishers, songwriters and artists
on IP issues. His walk through
record label headquarters with
empty offices, once filled with
employees before technology made
it so easy to steal music, seemed to
have a particularly profound
impact on him.

As the industry walks the line
between embracing promising tech-
nologies and fighting potentially
harmful side effects, the DOJ’s
report is a reminder that all [P
industries are in the fight together.

“As the nation’s economy
becomes increasingly dependent on
intellectual property,” the report
says, “law enforcement must work
harder to protect that which makes
America prosperous.”

The Beat

Continued from page 11

added to the existing CD (Billboard,
Oct. 9), “The Battle for Everything”
will be repackaged in a jewel case that
holds a new five-song EP.

The bonus disc includes an
acoustic version of Five for Fighting’s
breakthrough hit, “Superman (It’s
Not Easy),” from 2000’s “America
Town”; fan favorite “Something
About You,” which has been featured
in a global Swatch campaign; two
new songs, including “Silent Night”;
and five videos.

The limited-edition set, which will
be available at least through the holi-

days, has a suggested list price of
$18.98, while the standard edition of
“Everything” remains at $12.98.

“We wanted to give fans a chance
to purchase some of their favorite
tunes from both albums,” says Audra
Kahn Hughes, Columbia Records
senior director of marketing. The
cover of the limited edition clearly
states that it contains the bonus disc
50 consumers will not be confused.

Fans who have already pur-
chased “The Battle for Everything”
or who just want the bonus disc
can buy it through Sony Direct or
the act’s Web site. The original disc
has sold 563,000 copies since its
February release, according to
Nielsen SoundScan.

Although the limited edition is
available to all retailers, Five for

Fighting’s John Ondrasik will per-
form at five Borders Books & Music
stores Nov. 8-12.

DRIVE BY: The first releases from the
new Drive-Thru/Sanctuary distribu-
tion deal will bow Oct. 26.

Projects from I Can Make a Mess
Like Nobody’s Business and Home-
grown will be released on that date.
Also on the label, run by Richard
and Stefanie Reines, are the Early
November, Hidden in Plain View,
Halifax and Allister. BMG distrib-
utes Sanctuary.

Drive-Thru was previously distrib-
uted through Geffen, which contin-
ues to handle Drive-Thru releases
from New Found Glory, Something
Corporate, Finch and the Starting
Line (billboard.biz, Oct. 8).
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Ayler's Passionate Blast From The Past

The vibrato melody unravels into
unfettered tendrils. All moorings cast
adrift, the music sails into uncharted
seas with sonic gusts and squeals.

Avant-contemporary jazz at its
most experimental?

No. Actually, the jazz is a blast, lit-
erally, from the past, circa the '60s,
when truth-seeker Albert Ayler broke
free from what he perceived were the
shackles of modern jazz.

Ayler’s music was underappreciated
during his lifetime and has been
vastly neglected since his death in
1970 at the age of 34. But the father
of free jazz finally receives his due
with the comprehensive nine-CD
“Holy Ghost,” a remarkable collection
of rare and unissued studio tracks,
forgotten live recordings and inter-
views, which Austin-based Revenant
Records has beautifully packaged into
a deluxe onyx “spirit box.”

“Holy Ghost” follows on the heels
of Revenant’s acclaimed 2001 boxed
set “Screamin’ & Hollerin’ the Blues
—The Worlds of Charley Patton.”

“It’s not so much that we seek out
the projects,” label co-founder and
owner Dean Blackwood says. “It’s
more like they throw themselves at
us. Resistance is futile. There are

some artists we're passicnate about
and whose story—in every sense of
the word—has proved tc be elusive.
Ayler is one of these. He virtually
stepped off the planet, se2mingly set
on forgetting everything he ever
learned about how to properly play
his instrument so he could channel
symphonies to God on his horn.”
Working closely witl the Ayler
family, Blackwood and f eld producer
Ben Young spent three years com-
piling material. When esked if the
set will instill a new appreciation of
Ayler’s contribution to azz, Black-
wood responds, “His m sic still

™

AYLER: HONORED WITH HINE-CD SET

Simple Plan

Continued from page 11

change a lot of attitudes that think they
have a younger demo.”

The label will release “Still Not Get-
ting Any .. .” as a DualDisc. The two-
sided CD will feature the full album
on one side and the full album in
DVD-Audio on the other side, which
also contains video footage and a
photo gallery.

LIMITED-EDITION SPOOFS

The band shows its sense of humor
with two limited-edition covers,
released alongside the original album
art, featuring the group in makeup as
they would look as 90-year-olds.

Going along with the theme, AOL
Fanscape created a mock Web site
(stillnotgettingany.com) through
which fans can sign up for the street
teamn while playing bingo, scoping the
week’s “Early Bird Specials” and check-
ing out profiles of each group member
as their 90-year-old selves.

On street date, the group will per-
form on MTV's “Total Request Live”
and give an in-store performance at a
Virgin Megastore in New York.
Appearances on Fuse, Nickelodeon,
“The Tonight Show With Jay Leno”
and “The Late Late Show” are also set.

“In my mind, we really have to
screw this up to not sell a lot of
records,” Trink says. “This is going to
be a massive record. I think this can

and will be one of the top sellers |of
the fourth quarter] frotn the Warner
Music Group.”

The group recently firiished a Euro-
pean tour with Avril Lavigne. Verizon
Wireless is sponsoring a monthlong
headlining jaunt that starts Oct. 30 at
the Ogden Theater in Denver. Verizon
will record ringtones at some of the
dates that will be offered exclusively on
the band’s Web site.

At retail, exclusive ring tones will also
be available at Target through an AT&T
mobile mix card. The store will also
carry an exclusive versio of the album
with additional DVD foo:age.

Amid the writing, r2cording and
touring, Comeau, Bouvier and child-
hood friend Patrick Larglois also run
their own clothing line, Role Model
Clothing. The clothes are available
online and at select reta | stores.

“KEven before our firs- record came
out, we had the idea that instead of
wearing other people’s ladels and doing
promotion for them, wh:’ not do it our-
selves?” Comeau says.

Fans can buy the same style of
clothes that the band members wear in
videos and on album covers through
the online store. The g-oup attended
the Magic Fashion Trade Show in
August in Las Vegas, mes ting with buy-
ers and promoting th: clothing. It
plans to debut its new lixe in 2005.

“We want to take ttis band from
where we are now to so much higher,
and we're going to wor < our asses off
and slay every show and lo every inter-
view and just get therz. This is our
shot,” Comeau says.

retains the genuine power to shock,
confound and dazzle today. It still
sounds radical and totally
unhinged. I think it’s

notes that the Beatle was listening to
a lot of avant-garde jazz in 1966,
including such artists as Sun Ra,

the latter—that
unhinged quality—and
ultimately a lack of con-
trivance in Al's music
that allow it to continue
to resonate and keep
from sounding dated.”
In a 1964 Copenhagen
radio interview with
Ayler (included in the
set), the saxophonist
explained his strident,

JOzz
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By Dan Ouelleﬁe

douellette@billboard.com

spiritual sensibility: “The

music I'm playing now is the blues
of all Americans . . . but it’s a differ-
ent kind of blues, a new blues. ..
This is the only way left for a musi-
cian to play because all other ways
have been explored.”

Ayler inspired not only out-leaning
jazz saxophonists looking for adven-
turous means of expression, his
music also fueled Paul McCartney’s
passion to infuse Beatles music with
new sounds during the band’s
experimental years.

In Barry Miles’ McCartney biogra-
phy, “Many Years From Now,” he

John Coltrane, Cecil Taylor and
Ornette Coleman.

“[But] Paul particularly liked
Albert Ayler’s free-form tenor saxo-
phone playing: sweeping screamns and
wails,” Miles writes. “He brought
some of Ayler’s albums and enjoyed
the puzzled look on George Martin’s
face when he . . . filled the room with
Albert’s honks and squeals.”

Another heralded jazz saxophonist,
Dexter Gordon, is the subject of two
recently released boxed sets. “Bop-
land” is a three-CD set released by
Savoy Jazz. It captures Gordon as a

member of the Howard McGhee
Orchestra and the Bopland Boys in
the legendary jam-packed Elks Audi-
torium Jazz Concert-Dance recorded
in 1947 at the height of the Central
Avenue scene in Los Angeles.

Meanwhile, Fantasy has issued a
hefty 11-CD box, “The Complete
Prestige Recordings,” which focuses
primarily on Gordon’s post-Blue
Note recordings for Prestige Records
in the late '60s and early '70s, includ-
ing the expatriate saxophonist’s first
studio dates in the United States
since 1960.

CREATIVITY PAYS: This is the ripe sea-
son for recognition as several jazz
artists have harvested prizes for their
prowess in the field. Perhaps the
biggest and most prestigious prize
that supports creative endeavors, the
2004 MacArthur Foundation Fellow-
ship (aka the Genius Grant) was
awarded to pianist/composer Reginald
R. Robinson. The ragtime-inspired
artist, who records for Delmark Rec-
ords, receives the no-strings-attached
grant of $500,000.

On Oct. 7, Newark, N.J.-based jazz
radio station WBGO celebrated its

(Continued on page 14)

o Barbieri

For more information on the Barbados Jazz Festival
log onto www.barbadosjazzfestival.com or call 1-800-221-9831.

©BET EVENT PRODUCTIONS 2004

*Voted Best Caribbean Destination of 2003 by The World Travel Awards
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Southern
Gospel

Continued from page 5

country influence, as with Daywind
Records act the Crabb Family. That
diversity, combined with youthful
looks, attracts younger consumers
who identify with new, youthful artists.

“When people mention Southern
gospel, the mass majority of pastors
and music directors or just Christian
people in general immediately think
of four guys in matching suits with a
tenor and a bass,” Ronnie Booth of
the Booth Brothers says. “That’s a
part of what it is, but it certainly isn't
all of what it is.”

Heil adds, “What we call Southern
gospel has always been a rather broad
umbrella stylistically, and many of
today’s groups are tending to evolve
stylistically into something new and
different, but with a sensitivity to
what Southern gospel fans will like.”

NEW BRANCHES ON THE TREE

The Southern gospel community
is replenishing itself through the
development of new acts like Cross-
Way and the McRaes.

But many acts also spring from vet-
eran outfits. The current Crabb
Family lineup emerged two years ago
when parents Kathy and Gerald came
off the road and the Crabb kids—
Jason, 27; Kelly, 26; and twins Adam
and Aaron, 24—carried on. (Kathy
manages the act, and Gerald writes
most of its hits.)

The Mark Trammel Trio’s principal
member was previously in Gold City.
Greater Vision is a firmly established
act whose Gerald Wolfe came from
the Cathedrals. Legacy V's Scott
Fowler was also a former Cathedral.

Many young artists like Misty Free-
man grew up singing Southern
gospel with their families. But others
did not inherit it: They chose it.

“I just love the strength of the
lyrics. I love the harmony, and it’s
encouraging,” says 29-year-old Paul
Smith, who has been performing
with CrossWay for nearly seven years.
“It just cuts to the heart because it
did to mine.”

Jason Crabb agrees. “Lyrically
it’s so strong. I think that’s what
sets it apart.”

OLD FOLKS’ MUSIC?

Though the lyrics have broad
appeal, some people feel the presen-
tation of the message in Southern
gospel became dated. Is there a per-
ception that Southern gospel is old
folks’ music?

“Absolutely! As a matter of fact, I
was extremely guilty of it,” says Cross-
Way's Matt McFarland, who joined the
group a year ago. “I grew up in the
church myself, and I saw a lot of that
come through that wasn't that great
and I was kind of turned off.”

Getting to know the other guys in

CrossWay and the people at its label
home, Spring Hill Music Group,
changed his perception, because he
saw the diversity of music now under
the Southern gospel umbrella, from
the traditional quartet sounds to
more progressive fare.

“Southern gospel isn’t typically
revered as the coolest, hippest thing,”
Spring Hill director of marketing
David Ecrement adds, “but I think it’s
really about the talent, and talent is
talent whether you are talking about
playing the violin, singing a pop song
or singing a traditional gospel song.

Daywind Records plans to issue
a multi-artist project next year
spotlighting Southern gospel's
younger generation.

Daywind, Spring Hill and other
companies with Southern acts on
their rosters are seeking increased
showcase opportunities for their
artists at such industry events as the
Christian Booksellers Assn. confab
(where the Booth Brothers drew an
enthusiastic crowd last June); the
annual Gospel Music Assn. Christian
Artist Seminar in Estes Park, Colo.;
and such award fetes as BMI's Chris-

ey il

THE ISAACS: SINGLE IS AT COUNTRY RADIO

From our standpoint, we definitely
have found some talent.”

Once a label finds that talent, radio
exposure and heavy roadwork remain
the main ways to build an audience.
But lately, awards show appearances,
TV exposure, the Internet, retail com-
pilations and even billboard advertis-
ing have played a role.

“One of the things we want to do
with Southern gospel is to re-educate
people that this music does have rel-
evance and there are customers out
there who want to buy this,” Ecre-
ment says. “It’s not all about pop and
rock music.”

L

THE BOOTH BROTHERS: GOSPEL 15 MORE THAN 'FOUR G

Week convention in April. To promote
the group’s current album, “Driven,”
the label is holding a contest to give
away a BMW Mini-Cooper.

“We started back at Crabb Fest in
July,” Daywind president Ed Leonard
says of launching the contest at the
Crabb Family’s annual festival. “The
drawing is the first of December. We
tied Lifeway into it, where you can
enter at Lifeway Christian Stores,
and Salem Radio Network, where
you can log on. There are mulitiple
entry points.”

Daywind is also working “Forever,”
the single from “Driven,” to country
radio. The Crabb Family is familiar to
country audiences thanks to frequent
appearances at the Grand Ole Opry.
Additionally, Gaither Music Group is
working “Peace” from the Isaacs’

tian Awards and the GMA’s annual
Dove Awards.

“One of the things that really gave
them a boost was being able to do the
Dove Awards,” Gerald Crabb says of
his children’s 2003 Dove performance
of their hit “Through the Fire.” “That
introduced them to a whole new
crowd. I think that was very impor-
tant in their career.”

Daywind has worked hard to pro-
pel the Crabb Family, putting the
group on billboards all over Nashville
during the annual Gospel Music

album “Heroes” to country radio.

The Crabbs are the genre’s
strongest-selling act. “Driven” has
sold 24,000 units since its release in
July, according to Nielsen Sound-
Scan. The group’s prior release, “The
Walk,” has scanned 50,000 units.
However, scans do not tell the whole
story, since a significant amount of
Southern gospel product is sold at
concert venues.

REACHING CRITICAL MASS
Though new artists are building an

audience, label execs admit it takes
considerable time to break a South-
ern gospel act.

“It is hard to break them quickly,”
Leonard says. “You can get a group up
to speed with great songs and some
real traction on their touring. You can
break them in two to three years.
However, I don’t think you really
achieve the kind of sales level that
would make a record company happy
for probably six or seven years.”

Leonard says live performance is
important for Southern gospel acts.
Most tour relentlessly, hitting a range
of venues from rural churches to
major auditoriums.

“Until the people see them live, it
really doesn’t seem like they start buy-
ing their product,” Leonard says. “You
can get [record sales] up to a reason-
able sales level within two to three
years where you are making some
money, but to really see the thing
explode—if it’s going to explode—it’s
going to take awhile.”

CRABB JAM

In what promises to be one of the
hottest tickets in the Southern field
next year, the Crabb Family will hit
the road in April with CrossWay, Mike
Bowling and the McRaes for the
Crabb Jam tour.

“One cool thing about the tour is
you have CrossWay, who is an all-
male quartet,” Kelly Crabb says.
“Then you've got us, who are a mixed
family group. You have the McRaes,
who are two sisters, and then you
have Mike Bowling, who is a soloist.
You've got really a mixture of every-
thing that our kind of music has to
offer as far as a good variety of all
kinds of styles and singers.”

Many Southern gospel acts
through the years have benefited
from appearances on Bill Gaither’s
multi-artist Homecoming shows,
which draw 10,000-15,000 fans
per night.

Michael Booth says his act also
learned from Gaither’s organization
the value of utilizing a Web site to
mobilize your fan base. “We have a lot
of contact with the people on our Web
site and e-mail list,” he says. “We keep
a relationship, if you will, going and
try to build a community.”

Heil sees the Southern gospel com-
munity continuing to grow stronger.
“There are probably more Southern
gospel groups out there on the road
today than there ever have been,” he
says, “and the majority of them are
young groups.”

Jazz Notes
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25th anniversary with a ceremony at
the Ritz-Cariton Hotel in New York’s
Battery Park. The event marked the
station’s inaugural Jazz Achievement
Awards, which were presented to
pianists Marian McPartland, Billy
Taylor and Dave Brubeck.

In accepting his honor, Brubeck
fondly noted, “Marian, Billy and I all
go back to the old Hickory House
days. That was in the early '50s and
we're still playing—and those two are
playing better than ever.”

Pianist Randy Wilson was honored
Oct. 8 with the Mellon Jazz 2004 Liv-
ing Legacy Award during a ceremony
at the John F. Kennedy Center for the
Performing Arts in Washington, D.C.
The event was held in conjunction
with the Mid Atlantic Arts Founda-

tion’s silver anniversary celebration.

For the first time in its 11-year
existence, the Dorothy and Lillian
Gish Prize has been presented to a
musician. Iconic saxophonist Ornette
Coleman received the award for artis-
tic trailblazers, with its $250,000
purse, Oct. 14 at the Hudson Theater
in New York.

THREE DOT LOUNGE: At an Oct. 12
press conference in New York, the
Juilliard School announced its cen-

tennial 2005-2006 season, which will
include 37 commissions, including
“Juilliard 100,” a work for jazz
orchestra composed by saxophonist
Benny Golson . .. On Oct. 27 at the
Theater at Madison Square Garden,
smooth jazz stars Dave Koz, Kirk
Whalum, Mindi Abair, Will Downing,
Gerald Albright and Brian Culbertson
will be a part of “A Concert for Love,”
a benefit featuring the music of
Luther Vandross for the American
Diabetes Assn.

14

www.billboard.com -«

www.americanradiohistorv.com

www.billboard.biz

BILLBOARD OCTOBER 30, 2004


www.americanradiohistory.com

. Tb =
I Billboard B

O Years
of gving 110)%

Join us for ¢ special tribute fo influential, revolutionary and historic moments
in music, beginning with our November 27th issue. This very special issue of
Billboard, “110 Years, 110 Musical Milestones,” will cover everything
from the artists that have changed the way we look at music to technological
innovctions that have changed the way we hear it, and everything else in
between. Billboard will chronicle it all in a collectible issue that’s
not to be missed.

Billboard will continue to celebrate our anniversary throughout 2005 by

publishing a monthly profile series of the artists, executives and trendsetters

resporsible for shaping the music industry. Topics will include Faces

to Watch: 30 under 30, Women in Entertainment, Industry
Billboard === Innovators and more.

The mementgngt e gt

Soaall Fm.
- fon
[Cnd LY

American Airlines, Bilib'd
Launch Music-in-the-Sky

¢ ! in the first of these special profile issues,
S mRa - Fho " o | call your sales representative today! Maximize your reach with a
: ‘ ' special frequency rate:

,‘.Tj 8woy Is Open House to BMI
2 e, 1

g . Advertise in 3 of 12 issues - receive 10% off
@ Advertise in 6 of 12 issues - receive 15% off
Advertise in all 12 issues - receive 20% off

110 Years, 110 Musical Milestones Special Issue
Issue date: November 27 « Ad close: November 2

.:.-‘.‘ N . A

For Superstardon e
{ 9 .

1. Club Fire Still Smolders - [ ]
B 7 & For Survivors Tour Industry { e
= | v I
o e ‘
JaE A L o I A

NY 646.654.4691 LA 323.525.229¢ | NASHVILLE 615.321.4294 « CHICAGO 312.583.5649 ¢ LONDON 44.207.420.6075



www.americanradiohistory.com

MUSIC L i o e s v s

Organizers Hope Lavigne Trek Has Happy Ending

BY JILL KIPNIS

LOS ANGELES—Don’t tell Avril
Lavigne about this year’s lackluster
concert season.

The RCA artist is banking on the
success of her sophomore album,
“Under My Skin,” and the singles
“Don’t Tell Me” and “My Happy End-
ing” to lead to healthy ticket sales for
her second North American headlining
arena tour, Bonez Tour 2004—Eyes.

The 24-city trek, which launches
Oct. 25 at the American Airlines Arena
in Dallas, is already selling well, accord-
ing to tour organizers, and could be a
fall highlight.

Lavigne’s broadening demograph-
ic appeal, coupled with an under-$40
ticket price—which is low for an
arena show—are expected to attract
concertgoers.

Organizers also say that including
new markets in the trek and the tour’s
top-notch production will get turn-
stiles spinning.

SINGLES GO WIDE

Lavigne—who recently won the best
pop rock trophy at the World Music
Awards—is likely to outperform her
2003 headlining tour because her songs
are now reaching a broader audience.

“Last time, she was lots of kids’ first
concert,” says Larry Webman, VP of
New York-based Little Big Man, Lavi-
gne’s booking agency. “I think you will
see that again, but now many of the
singles are on top 40 and AC radio,

which tends to be more adult-leaning.”

Lavigne’s spring 2003 U.S. tour
grossed $9 million, according to Bill-
board Boxscore, and boasted 26 sell-
outs out of 31 dates.

This fall, the artist is riding on the
success of her latest single, “My Happy
Ending,” which is No. 11 on The Bill-
board Hot 100. It peaked at No. 9.

“Under My Skin” has sold 1.8 mil-
lion units, according to Nielsen Sound-
Scan, and is No. 22 on The Billboard
200; it debuted at No. 1. The project’s
first cut, “Don’t Tell Me,” peaked at No.
22 on The Billboard Hot 100.

This year’s tour opener will be
Butch Walker, who produced “Don’t
Tell Me.” The Epic artist, who
recently released his debut album,
“Letters,” will be backed by Island
Records act American Hi-Fi.

The tour ends Nov. 25 at Prospera
Place in Kelowna, British Columbia.

Webman says the new tour is being
promoted by a mix of independent and
major promoters, a strategy that was
employed for Lavigne’s 2003 North
American dates. “We went with pro-
moters who are familiar with arena
shows in these markets,” he notes.

Lavigne just concluded a 13-date
European trek Oct. 12 at the U.K.’s Hal-
lam FM Arena in Sheffield with Lava
act Simple Plan. Webman says overseas
response was “very positive.”

Andy Cirzan, VP of concerts for
Chicago-based Jam Productions, says
that his two dates—Nov. 11 at
Chicago’s United Center and Nov. 12

at Milwaukee's Bradley Center—
have had consistent ticket sales
because of strong radio airplay.

Five weeks before the Chicago date,
more than 7,000 tickets have been sold
and $260,000 is “in the bank,” accord-
ing to Cirzan. More than 4,200 tickets
have been sold and $150,000 has been
generated for the Milwaukee date.

“I have massive airplay support on

Kiss FM [WKSC],” Cirzan says of the
Chicago market. “Between the two new
singles, I have 100 spins a week. We
also have the adult station WTMX, with
a definite older appeal, which is into
her. Stations in the market are also still
playing ‘Complicated.””

Candace Mandracia, talent buyer for
House of Blues and the promoter for
Lavigne’s Nov. 20 stop at San Diego’s
Cox Arena, agrees with the notion that
Lavigne’s demographic has broadened.

“Avril is unique because she started
off with the alternative, punky crowd,”
Mandracia says. “Now, she has crossed
over big time like Good Charlotte. We
have alternative, top 40 and pop sta-
tions playing her.”

About 100 tickets are selling per
day for the Cox Arena show, accord-
ing to Mandracia.

PRICE IS RIGHT

Tour organizers believe the trek’s
ticket prices will be highly attractive
to concertgoers.

Little Big Man’s Webman notes that
most tickets are in the $32.50-$37.50
range, with only one date, Nov. 8 at
Continental Airlines Arena in New
York, priced at $40.

“This is very affordable for a big arena
show,” he notes. “You would be hard
pressed to find many that are cheaper.”

HOB’s Mandracia admits that she
had “initial reservations” about the
concert because Cox Arena is hosting
shows by Green Day and Bad Religion
this fall that cost less than Lavigne’s.

“If those two shows weren’t sur-
rounding her, I would think her ticket
price is low,” she says. “Ticket sales are
not slowing down though, and she is
kicking butt in our market.”

Mandracia says the San Diego date
is selling a steady number of tickets
because the singer skipped the city last
year, and many fans are anxiously
awaiting their first Lavigne show.

Marco Perez, GM of New Orleans’
UNO Lakefront Arena, says Lavigne’s

first stop at his venue is good for
business, though it is unlikely to be a
“record breaker.”

“Our facility has the ability to scale to
2,200, 5,000, 6,000 and 10,000, Perez
says. “This particular show, I am hoping
we will sell out the 5,000 capacity. She’s
a good, high-profile name to have.”

According to Webman, Lavigne is
stopping at 10 cities she has not played
before, “barring radio station events.”
New markets include Norfolk, Va.;
Fresno, Calif.; and Salt Lake City.

Promoters say it is important to con-
tinue focusing on advertising leading
up to their Lavigne dates to capture
maximum sales.

“Without naming names, a couple
of the teen-oriented artists got carried
away recently,” Jam’s Cirzan says.
“When you're selling tickets to teens,
you aren’t just selling pairs of tickets,
and if you don’t think that way, you're
missing an intrinsic part of marketing.
This show is for parents and kids.”

In addition to radio promotions, Jam,
for example, is advertising in alterna-
tive weekly Chicago Reader as well as
the Chicago Tribune, and will “have
MTV buys in the mix,” according to
Cirzan, “It’s about covering the bases.
This way we are reaching families. Mom
sees an ad and wants to take her kids.”

Webman says repeat Lavigne con-
certgoers will notice a big difference in
the production from last year.

“She has five trucks on the road,”
Webman says. “Last time, she had two
trucks. It will be a bigger, better show.”

Belgian Group Finds Dates For The Proms

BY MARC MAES

ANTWERP, Belgium—For the Night
of the Proms concert series, now in its
20th year, success is more than just
achieving “eargasm.”

PSE Belgium co-founder Jan
Vereecke thinks the key to success for
the event “lies in the unlikely but chal-
lenging combination of musical styles,
a changing cast of headliners and, last
but not least, the fact that we have
been offering high-quality produc-
tion—we make the ‘musical eargasm’
come true—but attach equal impor-
tance to parking and shuttle comfort,

light, sound and visuals.”

The 20-year-old musical event will
welcome its 5 millionth visitor during
the Oct. 15-Dec. 22 festivities.

The first Night of the Proms took
place in October 1985 here and offered
a mix of classical music and perform-
ances by Toots Thielemans, John Miles,
Frangois Glorieux and flautist Thijs van
Leer, accompanied by the Royal Flan-
ders Philharmonic orchestra.

Vereecke and his colleague, student
Jan Van Esbroeck, attracted some
13,500 listeners to the Antwerp Sport-
paleis, which encouraged them
to organize another edition the year

after. On two consecu-
. tive nights, more than
28,000 attended the sec-
ond Night of the Proms.
| In 1986, Vereecke
| and Van Esbroeck
founded PSE Belgium,
| which has been pre-
| senting the Night of
{ the Proms ever since.

Last year, 63 Proms
concerts in Belgium,
Holland and Germany
- drew an audience of
® more than 661,000.

Tickets for this year's 20th
anniversary edition in Antwerp
crossed the 250,000 mark a month
before the Oct. 15 kickoff.

Vereecke and Van Esbroeck have set
up 20 shows in Antwerp with James
Brown, Joe Cocker, Shaggy and John
Miles sharing the stage with the Il
Novecento orchestra and pan flute
player Damian.

In Holland, PSE is looking forward
to 13 sellouts at the 10,000-seat Ahoy
Hall Nov. 17-30 with Cocker, Cyndi
Lauper, Shaggy and local band Van
Dik Hout.

In Germany, the Night of the Proms
begins Dec. 3 at the Color Line Arena
in Hamburg and closes Dec. 22 at the
Festhalle in Frankfurt. The lineup
includes Cocker, Supertramp’s Rodger
Hodgson, DJ Bobo and Shaggy.

VALUABLE RELATIONSHIPS

Van Esbroeck and Vereecke credit
their many partners with the event’s
success. Sound company EML Sound
& Light has worked with PSE Belgium
since 1996.

“A second partner that has grown
along is the orchestra and choir,”
Vereecke says. “We take some 130

singers and musicians [on the road)],
and it takes quite some humor and a
certain rock’n’roll attitude to tour.
Also, our musical conductor, Robert
Groslot, has quickly learned to speak
the language of pop music.”

Additionally, music director John
Miles serves as an ambassador of sorts,
as he works closely with the artists to
ensure they understand the event.

“A recent example is Cindy Lauper.
She refused to tour without her own
backing band, but when John explained
the Proms formula, Lauper agreed to
join the 13 Dutch Proms concertsat the
Rotterdam Ahoy venue,” Vereecke says.

In 1991, Vereecke and Van
Esbroeck staged their first Proms
night in Holland, offering artists like
Beverley Craven, Hodgson and Randy
Crawford together with Groslot’s Il
Novecento orchestra.

This year, there are 42 shows out-
side of Belgium. (There were 10 shows
in France this spring.) “Our experience
abroad [taught us] that these concerts
have much to do with the motivation
of our local partners,” Vereecke says.

In Germany, the Proms works with
former MaMa Concerts promoter
Dirk Hohmeyer, who now works full

time for the Proms. Nokia serves as
the main sponsor.

In Holland, the Night of the Proms
was propelled by the Heineken brew-
ery, a relationship that concluded
after seven years. The Proms now
works with MoJo Concerts, Holland’s
biggest promoter.

Part of the Proms’ continued suc-
cess is its commitment to reasonable
ticket prices. The gross of the first
Proms Night, less than $150,000, has
only slightly doubled in 20 years,
adding up to some 300,000 euros
($372,000) per concert this year.

In 1997, PSE Belgium acquired the
booking rights to the Sportpaleis for
30 years. In a partnership with MoJo
Concerts, Ahoy Rotterdam and con-
cert promoter Herman Schueremans,
Vereecke and Van Esbroeck started
upgrading the 70-year-old sports arena
and converted it into a multipurpose
event hall with a capacity of 18,000.

“We took the initiative because we
needed the flexibility to book the
Proms dates in the Sportpaleis,”
Vereecke says.

In 2003, 114 events were staged in
the venue, 84 of which were musical
shows. Seventy of them were sellouts.
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VENUE/ GROSS, ATTENDANCE/
ARTIST(S) DATE TICKET 2RICE(S) CAPACITY PROMOTER
USHER, KANYE WEST Madison Square Garden, $2,026,5398 26,658 Concerts West/AEG Live,
New York $89.50, $69.50/$49.50 two sellouts Atlanta Worldwide
Oct. 13-14 Touring
METALLICA, GODSMACK Colisée Pepsi, $1,971,363 30,523 Gillett Entertainment
Quebec City, Quebec {$2.47€ 271 Canadian) two sellouts Group. House of Biues
Oct. 14-15 $75.97:$63.25 Canada
CHER Sports Palace, $1550,334 33502 OCESA Presents

Oct. 4

Mexico City {17,67¢ 503 pesos) 36,015 three shows
Oct.8-10 $175.44/811.40
R. KELLY & JAY-Z Allstate Arena, $1.507.543 24,663 Atlanta Woridwide
Rosemont, ttt. $125/8 9.50 26,908 two shows Touring, Jack Utsick
Sept. 29-30 Presents
BARRY MANILOW Madison Square Garden, 1,392,510 15,705 Clear Channet )
New York $154.5(/839.50 19.305 Entertainment
Oct. 7
TEMPTATION 2004: ARJUN RAMPAL, NassauVeterans Memorial $1,154,303 12,941 Poojanka Entertainment
SAIF ALl KHAN, SHAHRUKH KHAN, Coliseum, Uniondale. N.Y. $303/8:03/378/943 13.603
RANI MUKHERJI & OTHERS Sept. 18
SANTANA Greek Theatre. $1.125,180 16.184 Nederlander
Los Angeles $75/85! 16,278 three shows
Sept. 30-Oct. 2
METALLICA, GODSMACK Air Canada Centre, $1,119,355 18,531 Clear Channel
Toronto {81,412 206 Canadian) sellout Entertainment
Oct. 6 $75.32/339.24
BARRY MANILOW Nassau Veterans Memorial  $1,053,180 14514 Clear Channel
Coliseum, Uniondale, N.Y. $125/8.5 17,802 Entertainment
Cct. 5
USHER, KANYE WEST Air Canada Centre, $1,007,323 14,678 Concerts West/AEG Live,
Toronto (81,261 571 Canadian) sellout Atlanta Worldwide
Oct. 10 $84.15/360/$42 Touring
STING, ANNIE LENNOX, Pengrowth Saddiedome. 97750 T 13879 Clear Channel
DOMINIC MILLER Calgary. Alberta ($1,2239077 Canadian) sellout Entertainment
Oct. 11 $100.7(/$37.16
STING, ANNIE LENNOX, General Motors Place, $951.9:9 13,881 Clear Channel
DOMINIC MILLER Vancouver {81,191 714 Canadian) sellout Entertainment
Oct. 9 $99.05/335.55
TIM McGRAW, BIG & RICI-_{,_ ) Re_sc_h Cemer, $935,9¢0 15,480 Frank Productions,
THE WARREN BROTHERS Green Bay, Wis. $65/86( /355 two sellouts GAME Inc.
Sept. 30-Oct. 1
TIM McGRAW, BIG & RiCH, Xcel Energy Center, $886,2:0 16,068 Frank Productions,
THE WARREN BROTHERS St. Paul, Minn. $60/$5C sellout GAME inc.
Sept. 26
R. KELLY & JAY-Z MCI Center. s877.301 11,087 Dimensions
Washington, D.C. $78/86¢ 15,075 Entertainment
ct.7
STING, ANNIE LENNOX, Rose Garden, $859,7¢5 11,988 Clear Channel
DOMINIC MILLER Portland, Dre. $99.25/341.75 14,501 Entertainment
Oct. 7
STING, ANNIE LENNOX, White River Amphitheatre, 853,500 15331 Clear Channel
DOMINIC MILLER Auburn, Wash. $99.50/520 19,992 Entertainment
Oct. 8
STING, ANNIE LENNOX, Rexall Place, $853,063 11.819 Clear Channel
DOMINIC MILLER Edmonton, Alberta {$1,070 854 Canadian) sellout Entertainment
Oct. 12 $100.377$37.04
NORAH JONES,:M_OS LEE Hollywood Bowl, $_787521 15,170 A;dr:/v Hewitt Co.. Bill .
Hollywood $58/84( 16,943 Silva Presents
Oct. 9
BARRY MANILOW Mellon Arena, $731.925 9,839 Clear Channel
Pittshurgh $131.62'310 17,453 Entertainment
Oct. 8
BARRY MANILOW Dunkin’ Donuts Center, $674.183 8175 Clear Channel
Providence, R.1. $127/$12 13,324 Entertainment
Oct. 2
BETTE MIDLER Pepsi Arena, $630,011 8,043 Clear Channel
Albany, N.Y. $150.50°$14 11,209 Entertainment
Oct. 7
USHER, KANYE WEST Hartford Civic Center, $618.297 10,192 Concerts West/AEG Live,
Hartford, Conn. $66.75/::49.75 sellout Atlanta Worldwide
Oct. 15 Touring
ARROWEFEST: BOSTON, REO Verizon Wireless $613,702 15,968 Clear Channel
SPEEDWAGON, STYX, JOHN KAY & Amphitheater. Irvine, Calif. $66/$26 sellout Entertainment
STEPPENWOLF, 38 SPECIAL Oct 2
METALLICA, GODSMACK Schottenstein Center, $606,98) 11,002 Frank Productions, North
Columbus, Ohis $75/$5¢5 18,000 of the Border
Sept. 24
STING, ANNIE LENNOX, Sleep Train Amphitheatre, $598,305 12,034 Clear Channel
DOMINIC MILLER Marysville, Calif. $89/820 18,500 Entertainment
Oct. 5
BETTE MIDLER Blue Cross Arena, $598.285 8,911 Clear Channel
Rochester, N.Y. $127/$41.50 11,216 Entertainment
Oct. 5
METALLICA, GODSMACK Resch Center, $567.92) 9,976 Frank Productions
Green Bay, Wis. $75/$58 seliout
Sept. 27
R. KELLY & JAY-Z New Orleans Arena, $565.062 10.019 Atlanta Worldwide
New Orleans $101/835 11,457 Touring
Oct. 16
TIM McGRAW, BIG & RICH, Kohl Center, $552.79) 9,668 Frank Productions,
THE WARREN BROTHERS Madison, Wis. $65/$55 '$49.50 13,109 GAME Inc.
Sept. 23
——VOTE FOR CHANGE TOUR: DAVE Kohl Center, $533,353 10,997 Frank Productions
MATTHEWS BAND, BEN HARPER, Madison, Wis. $48.50 12,000
JURASSIC 5, MY MORNING JACKET Oct. 5
R. KELLY & JAY-Z CSU Convocation Centre, $523,035 8,535 Atlanta Worldwide
Cleveland $86/$49 50 9,534 Touring, Jack Utsick
Oct. 3 Presents
USHER, KANYE WEST Pepsi Arena, $520,591 10,133 Concerts West/AEG Live,
Albany, N.Y. $58.50/¢46.50 seliout Atlanta Worldwide Touring.
Oct. 12 Jack Utsick Presents
VAN HALEN, MR. NORTH Journal Pavilion, $512,035 8,979 Clear Channel
Albuquerque, N.M. $95/$85 12121 Entertainment
Oct. 2
BARRY MANILOW Wachovia Arena, $500,02 7,195 Clear Channel
Wilkes-Barre, Pa. $84.25/¢11.50 9,466 Entertainment

Copyright 2004, VNU Business Media, Inc. All rights reserved. Boxscores should be submitted to: Bob Alien, Nashwil 2

Phone: 615-321-9171. Fax: 615-321-0878. For research information and pricing, call Bob Allen, 615 321-9171.
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IEBA Panel Tackles
Summer Slump

A panel at IEBALive, the Inter-
national Entertainment Buyers
Assn.’s annual convention in
Nashville, tried to address the
summer’s concert business slump,
but few answers were offered.

Titled “What the Hell Hap-
pened,” the panel was moderated
by independent promoter Bill Reid,
president of Rising

eight or nine tours, and that'’s the
focus of the company, because it’s
hard to play the one-night game.
You just can’t afford it,” Messina
said. “AEG Live tries not to just
chase |acts] with a checkbook, but
rather develop relationships with
artists, like we did with Prince,
Kenny Chesney and Usher.”

Tide. Onboard were
Brian O’Connell, who
heads Clear Channel
Entertainment’s
country division; Jim
Mallonee, a VP at
House of Blues; Louis
Messina, president of
TMG/AEG Live; Mike
Evans, senior VP of
SMG; and Arny
Granat, co-president

OnThe
Road

By Ray Waddell

rwaddell@billboard.com

of Jam Productions.

In many ways, O'Connell was off
the hook, given that country was
the strongest genre on the road
this summer. “What we’ve tried to
do is stay true to the music,”
O’Connell said. “We try to take an
artist and build them.”

Granat added, “That may be true
in the country market, but T don’t
know how |CCE] can say that in
the rock’n’roll business.” Asked
how CCE had changed the busi-
ness, Granat said, “It has changed
it from night to day.”

Granat pointed out that
national touring was around in
the 1970s and 1980s, “and we
fought it then. But that’s not like
today when you're fighting a
billion-dollar company.”

After promoting concerts in
Chicago for 32 years, Granat said
it hurts not to get a show. “Your
ego gets shattered—people aren’t
calling you for tickets. Secondly,
relationships you thought were so
strong you find out maybe were
predicated on money as opposed to
some sort of friendship.”

Reid asked Messina how AEG
viewed the national touring busi-
ness. “This year, AEG took out

Evans of facility management
firm SMG was asked what national
touring companies like CCE and
AEG Live bring to the table.
“They bring some continuity and
scale,” he said. “But most of the
tours they do only hit a certain
level of buildings.”

Reid asked, “National tours are
creating a lot of friction in the busi-
ness. Is there any situation whevre
you as a national tour promoter
would take on a local promoter as
a partner?”

O’Connell replied, “I do it all the
time. We do it for myriad reasons,
but my standard answer is ‘If you
can give me a compelling reason,
I'll listen.””

Messina said he worked with
local promoters too, but added, “A
lot of local promoters aren’t that
good. No disrespect, but these
dates are the most difficult dates
to produce.”

Asked if artist loyalty still mat-
tered, HOB’s Mallonee said, “Until
the check gets big enough. There
were five particular artists I laid
out what I thought was the right
money, and Clear Channel more
than doubled the money. But this
was a great year to lose shows.
HOB is not in the [national]
touring business, and I was
damn glad this vear.”

Asked if any lessons were learned
this summer, Granat said he didn’t
think so. “We were bidding on an
act [ won’t mention—RBeastie
Boys—in a city [ won’t mention—
St. Paul [Mo.]—and we were offer-
ing about twice what the act was
worth, which is normal,” Granat
said. “And Clear Channel was offer-
ing four times what the act was
worth, which is also normal.”

Messina said, “I'm putting the
pingpong table back in my office.
I'd much rather play pingpong
than lose $200,000.”
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Allido Is Not All They Do

BY GAIL MITCHELL

In the two years since they first partnered,
Mark Ronson and Rich Kleiman have been
quite busy.

As a consultant to production company @rad-
ical.media, Kleiman is a producer of the upcom-
ing Jay-Z concert film/documentary, “Fade to
Black” (Movies & Music, Billboard, Oct. 23). In
turn, Kleiman brought in DJ/producer Ronson
to work with him on additional music for the U.S.
theatrical release (Nov. 5) by Paramount Classics.

Prior to this, Kleiman’s @radical affiliation led
to Ronson scoring a Gap TV campaign, which
aired earlier this year. It incorporated a remix of
the 1985 R&B/pop crossover hit “Fresh” by Kool
& the Gang.

Now the duo is knee-deep in its latest venture:
label/production company Allido Records.

Ronson named the New York-based company
after one of his favorite Stevie Wonder songs: “All
1 Do,” from the 1980 album “Hotter Than July.”

“It just sounds cool and magical to me, like
‘Arista’ or ‘Elektra,” ” Ronson says.

Allido has already secured a deal with J Records
for Chicago rapper Rhymefest (aka Che Smith).
A co-writer of Kanye West’s “Jesus Walks,”
Rhymefest is slated to release his first single
before the end of the year with an album to fol-
low by second-quarter 2005.

Allido is also shopping a deal for Australian
soul singer Daniel Merriweather.

“I grew up playing rock music,” Ronson says.

“But my taste extends to
everything. Whatever
genre appeals to me:
rock, hip-hop, pop.
Right now we're starting
out with a soul singer | -
and a rapper. I justwant | &
to work with anyone
who's thrilling.”

FULL CIRCLE

This new venture
brings Ronson full cir-
cle in his music career.
First gaining notoriety
on the Manhattan club/
party circuit as a genre-
fusing DJ, he spun his

RONSON, LEFT, AND KLEIMAN: LAUNCH NEW LABEL

Then Elektra was
merged into the Warner
Music Group.

“I'd had an idea before
this to start a label,”
Ronson says. Then-
Elektra Entertainment
Group chairman/CEO
Sylvia Rhone “had
offered me the artist deal
and a label. But then the
bust happened. So I
decided to start Allido
with Rich.”

Kleiman, who also
doubles as Ronson’s
manager, made his own
industry impression

turntable talent into
high-profile production
and remix gigs. His
credits include remixes
for Jay-Z, OutKast,

SR S A C N R,

ALL

RECORDS

with onelevel.com. He
launched the hip-hop
community and com-
merce site—through
which Ronson became

Moby and Nelly Furtado
as well as producing tracks for Sean Paul and
Nikka Costa.

The remixer/producer then morphed into an
artist, thanks to a recording contract with Elek-
tra Entertainment. The label released Ronson’s
debut, “Here Comes the Fuzz,” in 2003. Lending
their talents to the enterprise were Costa, Paul, Q-
Tip, Mos Def, the White Stripes’ Jack White and
Nate Dogg.

acquainted with the
entrepreneur—in 1997.

Moving into TV production and music super-
vision, Kleiman found himself helming ESPN’s
“The Life.” He created and executive-produced
the series’ theme song featuring Styles P. and
Pharoah Monch. Since then Kleiman has worked
as music supervisor for MTV, VH1 and others
before his consulting stint with @radical.media,
whose in-house staff includes award-winning

video director Dave Meyers.

“Dave knew my relationship with Mark and
thought that would work,” Kleiman says in ref-
erence to Ronson’s scoring of the Gap campaign.
As for the upcoming “Fade to Black,” he notes,
“Jay-Z and his manager, John Meneilly, had all
this amazing footage” in the recording studio and
from the rapper’s November 2003 all-star con-
cert at New York’s Madison Square Garden. “I'd
been consulting @radical and brought Jay-Z and
John there.

“Our goal wasn't to just go straight to DVD,”
he adds, “but to make this bigger than just a
hip-hop movie. Paramount Classics believed in
the concept.”

Directed by Pat Paulson and Michael John
Warren, the film is produced by Jay-Z’s
Marcy Projects Productions together with
@radical.media. Kleiman says the film is pre-
miering in 15 markets and will go to DVD in
February 2005.

In the meantime, the pair’s future projects
include another Gap spot. And Ronson has just
finished work on ODB’s new album and has a
radio show on KISS 100 in the United Kingdom.
But Allido remains the principal focus.

“Doing my record at Elektra and working with
my favorite artists was an amazing opportunity,”
Ronson says. “But it also made me rethink some
things. I'm not concerned about being in the
spotlight myself. Right now the priority is get-
ting these guys’ [Rhymefest and Merriweather]
records done.”

Discovering The Joi Of ‘Tennessee’

As noted here several months ago
(Rhythm & Blues, Billboard, Feb.
28), eclectic singer/songwriter Joi is
indeed working on a new album. But
she will be returning with her own
label as well as with a new alter ego.

“Tennessee Slim Is the Bomb”
bows Jan. 25, 2005, on Joeilicious,
distributed by Navarre. Joi’s album
was originally slated to be issued
by Raphael Saadiq’s Pookie Enter-
tainment, also distributed by
Navarre. Saadiq remains as one of
the album’s producers.

“Raphael had no desire to con-
trol me in making this album,” says
Joi, who recently played the new
album during a visit to Billboard’s
New York office. “He wanted to see
me bloom.”

Also joining Saadiq and Joi on the
production roster are Marlon Cox
(D’Angelo’s cousin), B Sharp (Joi’s
cousin, previously known as Battle
Cat), Rob Bacon and Kool Ace.

Although it comes in at nearly 30
tracks, the album is more focused
than Joi's previous outings. In fact,
it’s very similar in texture to
Erykah Badu’s “Worldwide Under-
ground.” In her guise as Tennessee
Slim, she has created a vibey land-
scape rich in classic soul nuances
and contemporary sonic treat-
ments. It really finds her coming

into her own as an artist, song-
writer and producer.

“My previous albums were more
about other people’s lives,” Joi
says. “This one is about mine.
After ‘Star Kitty’s Revenge’
[released in 2002], 1 created my
own musical space. I fit some-
where, but not anyplace the

JOI: NEW LABEL, NEW ALTER EGO

major-label machine knows about.
I can put me where [ want to.”
Among the noteworthy tracks are
“Dance With Yesterday” (which is
equal parts Prince and Hall & Oates),

the sassy “Lifetime of Nitetime” and
“Another Rocket,” featuring Joi’s
frank perspective: “I'll be the poster
child for true love/Or I'll be like any
other motherfucker who don’t give a
damn.” All the even-numbered tracks
are songs; the odd-numbered selec-
tions are spoken-word interludes by
the inimitable George Clinton.
Declaring that she sees the
album “like a film,” Joi is

member of the legendary Bar-Kays.
Foxy Brown is now being

managed by Greg Walker. The New
York-based Walker heads Celebrity
Entertainment Group, as well as
GW Licensing, through which he is
working with Brown on her collec-
tion of luxury furs as well as other
pending endorsements. Regarding
her next musical project, Brown

Twista, Lil’ Flip and Jaheim . . .
Sources say producer Timbaland is
also crafting songs for the new Jen-
nifer Lopez album.

COLOR HER BUSY: In between fly-
ing from Los Angeles to London
to record her new Dome/Narada
Jazz album, “Between the Sun
and the Moon,” Brenda Russell
was seeing purple.

making a 25-minute video
to accompany its release.
She's also working on a fea-
ture film, “Smiles and
Cries,” inspired by her life.
Keith Ward (aka Future) is
writing the story.

In addition, Joi has created
a new production company:
Dirty Debutantes Produc-
tions. Under this banner
she plans to discover and

Rh
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By Gail Mitchell

gmitchell@biliboard.com

That is, she and co-
writers Allee Willis and
Stephen Bray were penning
music for the Broadway
version of “The Color Pur-
ple.” The musical, which
hits the Great White Way in
fall 2005, was recently
previewed at the Alliance
Theater in Atlanta. Span-
ning 40 years of music, the
play encompasses what

sign new talent as well as
write songs for other artists.

MUSICAL NOTES: Producer Jazze
Pha (Ciara, Nelly, Angie Stone) is
recording his own solo album. “Big
Luv” is due in early 2005 through
Sho’Nuff/Atlantic Records. The set
features OutKast, Monica, T.I., Nelly
and Bobby Womack, among others.
For you trivia buffs, Pha is the son of
James Alexander—an original

confirms that she is indeed working
with Jay-Z (“He and I just reunited”).
However, there’s still no official
word regarding the “retired” rap-
per’s much-speculated new label,
S. Carter Records.

Besides launching his own label,
Kanye West (see story, page 5) guests
on Cam’Ron’s upcoming album,
“Purple Haze.” The Dec. 7 release on
Diplomats/Roc-a-Fella also features

Russell calls “front-porch,
foot-stompin’ blues from the 1900s up
through swing, big band and every-
thing in between—including a little of
our own music.”

She calls the three-year project
“totally liberating. You can use broad
strokes when writing music like this,
whereas with an album, you're writ-
ing within certain guidelines to fit
certain radio formats. You're not just

(Continued on page 20)
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