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MIV’s New Siate
Reflects Desires
Of Its Gore Demo

BY CARLA HAY !
NEW YORK—With its newly
unveiled slate of music shows,
which are set to launch this
summer and fall, MTV is aiming
to bring more
niche genre pro- -
gramming and 1
provide more
music informa- |HCTREEGE
tion to its core audience,
which it defines as 15- to 24-
year-olds.

“Last year, we had music
packaging and shows that [a

(Continued on page 79) ’

U.5., U.K. Shine
In "398 IFPI Stats

A Billboard international staff
report.

LONDON—The U.S. not only main-
tained its customary rank as the
world’s largest music market in 1998;
it also took its largest slice in this
decade of the global pie

Figures published April 27 here by
the International Federation of the
Phonographic Industry (IFPI) show
that, by value, prerecorded musie
sales in the U.S. last year represent-
ed 34.1% of total world music sales—
higher than in any other year of the
'90s and not significantly lower than
the nation’s 35.3% share of world
sales 10 vears ago.

The U.K. also has reason to be
pleased with the IFPI statistics. Its
music market advanced from fourth

(Continued on page 72)
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Harris Is Gentury Honoree

Gountry Artist To Receive Billboard’s Highest Accolade

BY CHET FLIPPO
NASHVILLE—In a musical career
that has gone from stretching the
boundaries of country
music by encompassing
pop, rock, folk, gospel,
and blues to safeguarding
country’s traditions and
bringing them to a larger
world, Emmylou Harris |
has for decades set the
standard for integrity
and for innovation in
country music.

Along the way she has
produced a remarkable
body of recorded music,
as well as a living legacy in the form
of alumni of her bands: This extraor-

HARRIS

dinary bandleader has tapped and
nurtured the likes of Ricky Skaggs,
Rodney Crowell, James Burton, Glen
D. Hardin, Tony Brown,
Vince Gill, Emory Gordy
Jr., Hank DeVito, the
Whites, and Albert Lee.
Her collaborative work
with the late Gram Par-
sons was a groundbreak-
ing effort.

As an artist, her career
spans vast distances:
from putting the Louvin
Brothers’ traditional
lament “If I Could Only
Win Your Love” on the
country chart to recording the mas-

(Continued on page 75)

BY CARRIE BELL

LOS ANGELES—In an industry
obsessed with out-of-the-box suc-
cess, Chicago-based Aware Rec-
ords is giving bands time to grow.

Proof is the bub-
bling success the 6-
vear-old label is
having with San
Francisco-based
Train and Chicago’s
Dovetail Joint.

Both bands are
part of a multi-year
pact the grass-roots
label signed with Columbia
Records in July 1997 that gives the
indie national distribution through
Sony’s RED Distribution and
national marketing through RED’s

TRAIN

Indie Aware Grows Careers

Golumbia’s ‘Farm Team’ Has Own Successes

RED Ink.
“These days vou only have big |
bands or baby bands. There ave
no in-between bands who tour a
lot and slowly build up 2 follow-
ing,” says Aware
founder/president
Gregg Latterman.
“The trouble with
that is you need a hit
immediately, you
need extreme buzz,
or you'll be dropped.
Major labels can’t or
won’t wait three or
four years for someone to pan out
and start seeing returns. This is
where a label like Aware can step
in and function as artist develop-
(Continued on page 84)
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Radio Biz Poised
To Gain From The
Online Explosion

BY CHUCK TAYLOR

LAS VEGAS—While the Inter-
net has played a growing role in
the radio industry over the past
several years, 1999 marks the
moment in time that the online

medium  has

| L I3VAM been accepted
FLTINAIRY into the fold asa
legitimate

broadecast partner, along with

|
‘ radio and television.
‘ The Web and its potential as

a revenue generator for broad-
casters was a primary topic
(Continued on page 85)

Best Buy Sees
Benefits In MP3

BY BRETT ATWOOD

LOS ANGELES—The controversial
music format MP3 got support from
a seemingly unexpected quarter
with the announcement that retailer
Best Buy is joining forces with Web
site MP3.com to co-sponsor the
forthcoming Alanis Morissette and
Tori Amos tour (BillboardBulletin,
April 27).

But while observers may be
inclined to hum Morissette’s “Iron-
ic”—given how vocal the retail sector
has been about labels’ and artists’
online activities—the move just
makes good business sense, accord-
ing to Best Buy, which gets a larger
portion of its revenue from sales of
electronics than from music.

The Minneapolis-based retailer is
planning an ambitious TV and in-

(Continued on page 74)
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We Honor Floyd Glinert
on the occasion of his retirement

from Shorewood Packaging.

Founder Paul Shore brought Floyd to Shorewood
from CBS Records, where his keen knowledge

of the music industry’s packaging needs

proved of great value to the
fast growing new company.
During his 33 years, Floyd established

the benchmark for market savvy within
the music packaging community.
The extensive network of friends and
business associates he cultivated enabled
Shorewood to understand and respond

to the evolving needs of the industry with
exciting and creative packaging products.
His untiring efforts and personal commitment helped Shorewood to become the largest supplier

of printed packaging for the entertainment industry in the world.

Floyd's long involvement with the T.J. Martell Foundation was a natural outgrowth of his personal
humanitarian concerns, his broad knowledge, and the respect he earned from his peers. His contribution
to the industry, to the needs of others,and to the company he so ably served has been immense.

Though he leaves Shorewood today, he has truly made his mark. His contributions will endure.
-'-\._
& We thank you, Floyd.
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A clear conscience may salve the most grievous sorrows, but a
culpable one certainly sours the greatest gains, the first comfort-
ed by having done one’s best and the second damned by doing one’s
least. America and the world are by now well-acquainted with the
tragedy of Columbine—once best-known as either the coquettish
character who plays opposite the roguish Harlequin in medieval
pantomime skits or the dove-like flower that’s an ancient symbol of
gentle innocence, but now notorious as the name of a Colorado high
school—where circa 11:25 a.m. on April 20 two students armed with
sawed-off shotguns, pipe bombs, and semiautomatic weapons
slaughtered 12 schoolmates and a teacher, then shot themselves.

In the immediate aftermath of these and other horrors, spokes-
peaple representing various components of society have attempt-
ed to place blame at the doorstep of the entertainment industry.
In response, industry representatives have expressed dismay over
the tragedies while looking to deflect responsibility. Is the enter-
tainment industry solely to blame for these and other uncon-
scionable acts? No, but it’s too easy to abruptly ab-

“The Real Bottom Line IS Human Accountability

adults. Virtually all the diversions enthralling kids over the last
25 years—from the Cabbage Patch Kid doll and Beanie Babies or
today’s shrewdly A&R'd teen pop to the often Web-enhanced alien-
ation-, racism-, and misogyny-exploiting fare of Goth rock or the
gangsta and playa phases of rap—are largely second- or third-
generation knockoffs of earlier forms, each long since co-opted or
controlled by canny adults who oversee their conception, manu-
facture, marketing, public bookings, and under- or above-ground
product flow, right down to “swag” souvenirs hawked at concerts.
Any mysteries in even-more-murky musical substrata like neo-
fascist rock or gang-linked hardcore rap actually lie in the indi-
vidual human hearts clinging to them. Eventually, cultists and
camp followers need help to graduate from such pack-oriented
dress rehearsals for maturity into the real challenge of no-net
adulthood, where there are no longer parents or posses to take
the heat for fatal flaws or the credit for focused courage. To
embrace the ultimate truth that one is not merely a member of a

race or a nation or a community or an entourage

solve the industry of any accountability.

Our society believes that the woefully under-
funded, understaffed, and under-funetioning public
school system can somehow transform young lives
with meager early doses of the three R’s, plus
Homer, Emerson, Longfellow, and Zora Neale
Hurston. Given this, how ean we believe that the pri-
mary wares and follow-up merchandise of the ultra-
funded, ultra-promoted, and ultra-pervasive music,
TV, video game, and movie enterprises still myste-
ricusly bounce off an eager body politic at the end
of the day, with no lingering psychic or social effect?
Considering that millions of musie fans over the dec-
ades have modeled lifestyles and ideals after the
same recordings that helped establish vast compa-
nies and inspired others to start influential careers,
the notion of music’s non-impact is absurd.

But the industry denial at work here involves the

*

TO MY EARS

by Timothy White

but, more important, a one-of-a-kind spirit who will
never come again is precisely the passage through
which parents and loved ones are meant to guide
children. Sadly, it’s a burden lately either ignored or
exploited by the adult world.

We're at a juncture in our society that could be
termed “Late High Capitalism,” in which no one
criticizes anything that makes money—especially
a lot of money—no matter how hateful, bigoted,
racist, sociopathic, or pandering it is. People who've
“getten over” now act as if beyond censure, regard-
less of how their wealth was acquired or who got
hurt or wasted en route. Meantime, the toll of low
deeds and sudden death rises in music circles, with
more offices, backstages, parking garages, and
drive-by boulevards haunted by criminals who
intimidate, brutalize, and kill. That’s entertainment?

Guns infest every level of the show-biz food chain,

g
2
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fact that entertainment’s sway can be far less lofty,
as a “60 Minutes” segment aired April 25 showed.
The report by correspondent Ed Bradley centered on retired U.S.
Army Lt. Col. David Grossman, a former West Point professor of
psychology and author (“On Killing: The Psychological Cost Of
Learning To Kill In War And Society,” Little, Brown, 1995) who
now instructs Green Berets and FBI agents. Detailing the desen-
sitizing ability of “murder simulator” video games to equip both
soldiers and suburban kids to override what Grossman calls the
natural reluctance to kill a human being, he gave chilling expert
legal testimony about Michael Carneal’s casual execution of three
students in a 1997 West Paducah, Ky, school shooting spree: ‘A
14-year-old boy has never fired a pistol before in his life. His total
experience was countless thousands and thousands of rounds in
the video games. . . . He fired eight shots; he got eight hits on eight
different kids. Five of them were head shots; the other three were
upper torso. Now, the FBI says in the average engagement, the
average officer hits with less than one bullet in five.”

Just as false as the purported non-motivational force of music,
whether it’s “The Battle Hymn Of The Republie” or “Sun City,”
upon generations of devotees is the idea that today’s youth culture
is an arcane labyrinth whose penetration is obscure or taboo for

starting with cartoons and 3D-action video shoot-
ers up through paint-ball artillery and the assault
weaponry endlessly utilized or heard erupting in popular record-
ings, on TV, and at the cineplex—to the point where their occa-
sional absence is almost eerie. Unless intended to reinforce a grim,
voguish validation of human carnage, for what reason is all the
firepower constantly being brandished in our faces? What’s defi-
nite is that the right wing-dominated arms trade is Earth’s most-
luerative, self-justifying racket, fueling every venal human ven-
ture from freelance militias and global terrorism to the atrocities
in Kosovo.

The question at this dreadful moment in our cultural history is
whether society will defy its ethically bankrupt politicians, sleazy
civie leaders, and slick corporate greed-heads and take back, child
by child, life by life, the responsibilities we've abdicated in the name
of hyper-materialism. If you've got kids walking around in baggy
prison mufti, believing that being a pimp is the preordained role
of a black male, or that date rape is a big joke and a fit form of self-
assertion for a 14-year-old, counsel them that they've been bent by
racist bunk and sexual bigotry. Then show them what real heroism
is, by changing your world to fill the hole they feel in theirs with sin-
cere interest, tender regard, and unconditional love.
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ROCK AS ‘WEAPON OF WAR’

As the war rages in Kosovo, Serbian
musicians and concert promoters are
staging rock concerts in Belgrade, in
support of [Yugoslav President Slobo-
dan] Milosevic and against NATO bomb-
ing. While they are not taking part
directly in ethnic cleansing, their rock
concerts are aiding and abetting the Ser-
bian government’s crimes against the
ethnie Albanians.

Historically, international law has rec-
agnized that those helping to promote
the policies and agenda of a eriminal
nation share its responsibility. After
World War II, charges were brought
against certain Nazi ministers of infor-
mation, as well as Tokyo Rose, the radio
personality broadcasting Japanese pro-

paganda.

The musicians and concert promoters
of the rock concerts in Belgrade are no
different. They are accessories to the
crime of genocide. Their only defense
could be that they were forced by the
Serbian government or paramilitary
organizations to perform, or they did not
know of the crimes being committed in
Kosovo.

In fairness, a future war-crimes tri-
bunal should take into account mitigat-
ing circumstances that might absolve
them of their complicity in the crime;
they need to have a chance to clear their
names or, otherwise, to face their
Nuremberg.

The pictures of those happy people
attending the concerts in the center of

Belgrade are a chilling reminder of the
insidiousness of a totalitarian regime. At
one time, rock music was condemned as
the tool of the peace movement in the
United States. Now we see how easily
rock music can be used as a weapon of
war and a tool for genocide.

While our first inclination should be to
protect all speech, even the First
Amendment does not protect one from
yelling “Fire!” in a crowded theater. Nor
should any law protect someone, in the
midst of a conflict of this type, from
using a public forum like a rock concert
to incite hatred and promote ethnic
cleansing.

Jay Rosenthal
Berliner, Corcoran & Rowe LLP
Brookeville, Md.

Letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of Billboard or its management.
Letters should be submitted to the Letters Editor. Billboard, 1515 Broadway, New York, N.Y. 10036.
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I’s Easy, But Wrong, To Blame The Music

BY HILARY ROSEN

On April 20, a tragedy took place in
Littleton, Colo. This was not the first
school shooting to shake us to our core,
but with each one, concern for young
America escalates. The music industry
suffers these emotions with the rest of
America; we want to be part of the solu-
tion. From the Etherean Music executive
whose son was injured in this attack to
those of us fortunate enough to be at a
safer distance, we were all profoundly
affected by this day.

There’s no doubt that we live in a com-
plicated world that poses challenges
large and small to people of all ages.
Families worry about their children or
their friends, and we all wonder about
our own role in the society of school and
community. Young adults add pressure to

common concerns about love and life by
worries about their future.

Perhaps we all have good reason to be
concerned. There is so much that is great
in America, and yet, every day in this

@

| ‘The music industry views
itself a member of the farg-

| er communily, and mem-
bers of our industry have
shown their commitment to
young people through a
broad range of programs’

| -
Hilary Rosen is president/CEQ of the Recording
Industry Assn. of America.

great country, three children die from
child abuse, 15 die from guns, 1,340
teenagers give birth, and 135,000 chil-
dren bring weapons to school. In the

wake of the latest tragedy, we are all
searching for answers. And of course,
there are those who seek a convenient
scapegoat in the form of music.

Throughout history, music has served
as an outlet for people of all ages, but
especially young people. For much of this
century, whether it’s ragtime, jazz, R&B
(which critics called “race music”), rock
‘n’roll, heavy metal, or rap, each genera-
tion has seen adults who look at some of
the musie of youth and eringe with frus-
tration. Of course, for some kids, that’s
the point.

It’s true that the most controversial
lyries in popular music reflect the vio-
lence and despair in an artist’s imagina-
tion or in society. But they reflect it—
they don’t create it. Does it signal

(Continued on page 15)
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UMG, RealNetworks
To Join Digital Fray

BY BRETT ATWOOD

LOS ANGELES—Universal Music
Group (UMG) and RealNetworks are
the latest companies making moves
into the already-crowded digital mu-
sic distribution space.

UMG is expected to announce a
new digital-distribution security
technology in early May, according to
sources. While key specifics of the
technology remain unknown, a
source says that the company is
working with Sunnyvale, Calif.-based
InterTrust Technologies to develop
the digital rights management sys-
tem contained within the technology.
Sources say that BMG may lend its
support to the UMG technology,
which is being presented to the
industry’s Secure Digital Music Ini-
tiative (SDMI). A UMG spokesman

sony Gorp. Music
Income Dips In Yr.;
SMEJ Is Hit Hard

BY STEVE McCLURE
TOKYO—The second consecutive set
of poor annual financial results from
Japan’s biggest label, Sony Music
Entertainment Japan (SMEJ), re-
flects both the current depressed
state of the Japanese music market
and the company’s own internal dif-
ficulties. The downturn in Japan also
contributed to a disappointing year
for parent company Sony Corp.,
which announced April 27 that com-
bined operating revenue for its world-
wide music group declined 29.5% to
38.1 billion yen ($318 million) for the
year that ended March 31.

Sony Corp.’s overall net income for
the same period was down 19.4%
from the previous year to $1.49 bil-
lion on a consolidated basis, due to
economic weakness in Asia (exclud-
ing Japan), Russia, Eastern Europe,
and Latin America, as well as the
yen’s rapid appreciation in the second
half of the year. Sales increased a
marginal 0.6% to $56.6 billion.

By sector, sales in Sony’s electron-
ics business fell 0.5% to $38.9 billion,
while sales in the games business rose
8.56% to $6.5 billion. Music group sales
were up 9.4% to $6.3 billion, accord-
ing to the company, bolstered by
strong growth in the U.S. and Europe.

The U.S.-based Sony Music En-
tertainment Inc. (SMEI), which en-
compasses music sales in all world-
wide markets except Japan, ben-
efited from successful releases by
local and global artists, according to
the company. Top-performing releases
during the year included Lauryn Hill’s
“The Miseducation Of Lauryn Hill,”
Dixie Chicks’ “Wide Open Spaces,”
Celine Dion’s “These Are Special
Times,” Mariah Carey’s “#1’s,” Ricky
Martin’s “Vuelve,” and the Offspring’s
“Americana.” According to the com-
pany, SMET achieved record results in
terms of sales, operating income, and
market share.

However, these results were offset

(Continued on page 76)

declined to comment.

Digital-distribution security tech-
nologies are generally used by com-
panies that aim to provide digital-dis-
tribution players via the Internet and
other digital avenues. At press time,
it was unclear how UMG’s security
technology would be applied.

Senior multimedia executives from
UMG and InterTrust have been
active participants in early discus-
sions on SDMI, which aims to create
a secure and cross-compatible digi-
tal download music solution. It is
expected that UMG will play a key
role in future discussions, since the
company holds a large share of annu-
al sales in the music industry.

In a separate development, Inter-
Trust announced April 29 that it is

(Continued on page 74)

Alliance Set To Ghange Dwner

Yucaipa Pact Will Provide Funds For E-Commerce Push

BY ED CHRISTMAN

NEW YORK—The pending change
in ownership at Alliance Entertain-
ment Corp. will allow management
to commit more resources to its E-
commerce and Internet efforts,
according to Eric Weisman, presi-
dent/CEO of the Coral Springs, Fla.-
based company.

Terms of the deal, which were not
disclosed, call for the Yucaipa Com-
panies, a Los Angeles-based invest-
ment firm, to pay about $130 million,
Billboard estimates, for Alliance,
including assumption of the compa-
ny’s debt. It's a cash deal and won’t
result in any new debt being placed
on the company.

Yucaipa signed a letter of intent
weeks ago and has performed due
diligence (BillboardBulletin, April
22), so the deal signed this week, a

Brand New Keys. Billboard’s editor in chief, Timothy White, and associate pub-
lisher/marketing Howard Appelbaum were given the keys to Miami Beach April
21 during Billboard’s International Latin Music Conference. Shown, from left, are
Dennis Leyva, entertainment industry liaison, City of Miami Beach; Appelbaum;
and White. For more photos from the conference, see pages 70-71.

BDS, ARIS Ink License Pact

BY CHUCK TAYLOR
NEW YORK—Broadcast Data Sys-
tems (BDS)—a subsidiary of VNU
USA, which owns Billboard—and
Cambridge, Mass.-based ARIS Tech-
nologies have signed a five-year
licensing agreement allowing BDS to
utilize ARIS’ MusiCode audio water-
marking technology for the decoding
of music played on radio stations in
the U.S., Puerto Rico, and Canada.

The alliance, which was reached
for an undisclosed sum, will enable
BDS to utilize the encoded water-
marking technology to catalog songs
for its radio airplay monitoring sys-
tem, increasing speed and efficiency.

“BDS has always been forward-
thinking, and they recognize that
while their systems have been very
good, there are ways to improve them
for the future,” says David E. Lei-
bowitz, president of ARIS Technolo-
gies. “They’re embracing new
methodologies to better serve their
own customers.”

“The future of music monitoring
for BDS is absolutely using water-

marking as our basis for the coding
of music,” says Joe Wallace, VP/GM
of BDS. “Ultimately, once critical
mass is reached, it should provide us
a more cost-efficient, more accurate
way to do what we do.”

The watermark technology allows
a record company, publisher, or per-
forming right agent to embed within
a music track copyright management
information that is inaudible, indeli-
ble, and impervious to changes in a
broadcast signal, compression sys-
tem, or even when a station chooses
to speed up a song, which sometimes
disrupts current monitoring tech-
niques. It is also tamper-proof,
according to Leibowitz.

At this point, BDS will utilize
MusiCode only for the monitoring of
radio for the Billboard and Airplay
Monitor charts. In the future, it may
further its agreement with ARIS to
include exploration of new opportu-
nities in non-feature music (such as
voice-overs) and advertising.

MusiCode uses a 10-digit code,

(Continued on page 76)

definitive agreement, is expected to
close within 30 days.

When it closes, Yucaipa founder
and managing general partner Ron
Burkle will assume the post of chair-
man of Alliance. Yucaipa, which owns
or has a stake in several supermar-
ket chains, has completed 16 merg-

com. Also, the company has created
the “store 24” concept, which pro-
vides a turnkey solution for inde-
pendent merchants wanting an
online presence. Moreover, Alliance
plans to “introduce an Internet-
driven kiosk to provide alternative
E-retailing solutions for current and

ers and acquisi- future cus-
tions in deals ¢ . tomers,” accord-
valued at about A”Iance ing to a company
$30 billion since it statement.

was founded in management “Ron [Burkle]

1986, according
to an Alliance
press release.
Yucaipa is
“committed to

worked hard to get
this company back
in shape’

wants to see this
company maxi-
mize its E-com-
merce potential,”
Weisman says.
But he adds that

support the
strategic growth
activities of [Alliance],” Weisman
says. “They will be supportive and
allow us to move forward with
greater agility in implementing
strategic aspects of our plan. In
today’s real-time marketplace,
there is a need to make real-time
business decisions.”

In addition to Alliance’s ownership
of entertainment-software data-
bases, including the All-Music Guide,
the company serves as the back end
in providing fulfillment services for
a number of online music stores,
including barnesandnoble.com,
wherehouse.com, ubl.com, and nrm.

the company will
continue to focus on its core distrib-
ution business as well. For example,
Alliance recently returned to the
independent distribution business
with the creation of the Innovative
Distribution Network.

While some industry observers
speculate that Yucaipa’s ownership
position in the supermarket indus-
try could provide an entry for
Alliance to supply music in that
retail sector, Weisman says that
there have been “no conversations”
on the subject. “Obviously, [Yucaipa]
will use their relationships where

(Continued on page 56)

Virgin Ent. Plans Expansion

BY TOM FERGUSON
LONDON—In the wake of record
financial results, Virgin Entertain-
ment Group (VEG) is gearing up for
a year of expansion with a string of
store openings and the imminent
launch of its online retail business,
which will see it go head to head with
market leaders Amazon.com and
CDnow.

The opening of 14 new Virgin
Megastores across
three continents dur-
ing 1998 helped VEG
chalk up earnings
before interest, tax,
depreciation, and
amortization (EBIDA)
of 39 million pounds
($63.2 million) for the
year that ended Jan.
31—a rise of 34% over
1997-98—according to
figures released April
26.

VEG chief executive Simon Burke
says, “We'’re especially pleased with
these results because we didn’t have
particularly fantastic market condi-
tions. It wasn’t as though markets
were really buoyant anywhere, and
we just got carried along on a wave
of good figures—we did really have
to work to make this happen our-
selves.”

The results were achieved despite
“flat” profits at the U.K. Virgin Cin-
emas operation, which opened four
new sites during the period. The
company is, however, continuing
strong investment in the U.K. cine-
ma business and is in the process of

BURKE

launching Virgin Cinemas Japan
(Billboard, May 1), where its first
multiplex opened April 23.

The VEG figures exclude loss-
making businesses discontinued in
1997 and the Virgin-owned Our
Price music retail chain, which the
company is seeking to dispose of
through a management buyout.

Regarding Our Price, Burke says,
“We're making steady progress.
Despite all the ‘on
& " apain/off again’ reports
in the press, we have
been consistently in
dialogue with buyers
for this business since
Christmas, and we are
progressing the sale of
the business. It is still
going ahead, it’s still a
management buyout,
and we are still in dis-
cussion with potential
buyers.”

The Virgin Megastores retail
operation saw a massive rise in its
EBITDA of 77% in the year to Jan.
31, with sales rising 13% over 1997
to 561 million pounds ($909 mil-
lion). According to the company,
this reflected “significantly
improved trading in the U.K. and
Japan” along with an improved
performance in continental
Europe and increased profitabili-
ty in the U.S. (BillboardBulletin,
April 27).

The 14 new Megastores added
during the year included U.S. outlets
in New York, Chicago, and New

(Continued on page 73)
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BY IRV LICHTMAN

NEW YORK—SESAC, the U.S.
performance right group, has
completed a financing transaction
for $29 million that has been strue-
tured and arranged by UCC Lend-
ing Corp., an affiliate of CAK Uni-
versal Credit, of which veteran
music man Charles Koppelman is
a principal (BillboardBulletin,
Feb. 23).

According to SESAC, the
financing, to be paid back from net
cash flow, will enable the perfor-
mance right organization to accel-
erate its growth in the areas of
repertory, monitoring technology,
and servicing its writer/publisher
affiliates. Stephen Swid, SESAC

chairman, says that the financing
was made through SESAC’s whol-

SESAC Secures
Loan Of $29 Million

ly owned subsidiary SESAC LLC.
According to Swid, this loan
“changes the whole complexion of
the business” with regard to per-
formance right groups in the U.S.
Others, he contends, “use writer
money to advance other writers
and publishers. We now have our
own money to build our acts and
help young new writers. We can
also continue to invest in technol-
ogy the user wants, such as water-
marking and [Broadeast Data Sys-
tems]. We've had several audits by
writers and publishers since we've
controlled SESAC. We'’ve come out
of them with triple-A accolades.”
Swid says that revenue has been

growing more than 20% com-
pounded annually but acknowl- |
(Continued on page 84)

Thomsan Teams With MusicMatch

BY BRETT ATWOOD

LOS ANGELES—Consumer elec-
tronies giant Thomson Multimedia
has entered into a strategic alliance
with MP3 software maker Music-
Match to build new hardware and
software products that bring an en-
hanced version of the digital-down-
load format to mainstream con-
sumers.

Thomson, which manufactures
and markets consumer audio prod-
ucts under the RCA, GE, Thomson,
and ProScan brands, is taking a 20%
equity stake in Camas, Wash.-based
MusicMateh, creator of the popular
MP3 encoding and playback soft-
ware MusicMatch Jukebox.

Thomson is expected to announce
several new consumer electronics
products that integrate the new
technology, including portable
boomboxes and portable personal
music players.

While Thomson is not releasing
specifie product details, a company

Funk Great Roger Troutman Remembered

BY CHRIS MORRIS

LOS ANGELES—The shocking
death of funk innovator Roger Trout-
man on April 25 sparked an out-
pouring of tributes from music exec-
utives and artists alike.

Warner Bros. chairman/CEO Russ
Thyret said in a statement, “The pass-
ing of Roger Troutman is a profound
loss to all of us at the label he called
home for so long. He was a wonderful
friend and one of the most innovative
musical talents of our time.”

R&B vocalist Gerald Levert called
Troutman “a major influence to the
hip-hop and R&B community . .. To
me, his playing the voice box is simi-
lar to Stevie Won-
der playing the
harmonica.
Nobody did it like
Roger.”

“In my opinion,
he was way ahead
of his time,” said
hip-hop singer/
producer Heavy
D. “I’'m honored to have had the
opportunity to use one of his records
[“More Bounce To The Ounce”].”

Troutman, 47, died at Good Sa-
maritan Hospital in Dayton, Ohio,
after being fatally wounded near his
studio. His brother Larry, 54, a former
member of Troutman’s hit-making
band Zapp, was found dead nearby. On
April 27, Montgomery County, Ohio,
Coroner Dr. James Davis ruled that
the shootings were a murder/suicide.

According to Sgt. Gary White,
supervisor of the Dayton homicide
squad and lead case investigator,
Roger Troutman was found in an
alley behind Roger Tee Enterprises,
early on the morning of April 25, shot
four times in the torso. Witnesses
said they saw a black sedan, with a
lone male driving, leaving the scene.

Minutes later, Larry Troutman’s
body was found in a black Lincoln
sedan that had crashed into a tree
seven blocks away from the studio.
He had one bullet in his temple, and
a revolver was found in the car.

TROUTMAN

White says that family members
interviewed by police were taken total-
ly by surprise by the shootings: “They
had no information or no idea about
any problems particularly that Larry
and Roger had with each other.”

Born Nov. 29, 1951, in Hamilton,
Ohio, Roger Troutman was part of

the fertile Dayton R&B scene that
also produced the Ohio Players. With
his brothers, he co-founded the band
Zapp. The group, which was distin-
guished by Roger’s distinctive vo-
coder-treated vocals, enjoyed a run
of infectious funk hits on Warner

(Continued on page 76)

She’s Greek To Me. Sony Music executives congratulate Greek artist Anna
Vissi before her recent sold-out performance at the Theater at Madison Square
Garden in New York, the first stop on her North American tour in support of the
album “Antidoto.” Shown, from left, are Jerry Shulman, VP of marketing develop-
ment at Sony Music International; Mel llberman, chairman of Sony Music inter-
national; Vissi; Peter Asher, senior VP of Sony Music Entertainment; Lisa Frank,
VP of artist development at Sony Music International; and Don Lindgren, associ-
ate director of artist development at Sony Music international.

RECORD COMPANIES. Capitol Records
in Hollywood names A.D. Washing-
ton VP of R&B field promotion. He
was senior VP of promotion and mar-
keting at Warner Bros.

Arista Records in New York pro-
motes Stacy Carr to senior director
of publicity. She was director of pub-
licity.

Mercury Nashville promotes Kira
Florita to senior director of market-
ing. She was senior director of new
product and catalog development.

John Weakland is promoted to
associate director of A&R at Colum-
bia Records in Santa Monica, Calif.
He was an A&R assistant.

MIA Records in New York names
Steve Krucher director of radio

WASHINGTON

CARR

promotion/artist development. He
was national director of hard rock
radio promotion at MeGathy Pro-
motions.

Sally Thoun is named manager of
promotion at Walt Disney Records in
Burbank, Calif. She was manager of
publicity and marketing for Warner
Bros. International Television.

spokesman says that the existing
first generation of portable down-
load musie players is “only the
spring shower before the thunder-
storm.”

Thomson, which developed the
MP3 digital compression format
with Germany-based Fraunhofer
Institute, will use MusicMatch tech-
nology to add unspecified enhance-
ments in sound, security, and func-
tionality to the existing MP3
standard, according to MusicMatch

CEO Dennis Mudd. The enhanced
version of MusicMatch, tentatively
known as MusicMatch Jukebox 4.0,
is expected to be privately demoed
to label execs in the coming weeks,
according to a source.

Both companies are active partic-
ipants in the industry’s Secure Dig-
ital Music Initiative, which aims to
establish an industry-approved,
cross-compatible digital-download
music standard for portable music
devices by June 30.

BY BILL HOLLAND
WASHINGTON, D.C.—Al Hirt,
the big, bearded, popular trum-
pet player whose career ranged
from early sideman stints in the
big bands of Benny Goodman and
the Dorsey Brothers to explosive
solo artist success on RCA
Records and other labels in the
'60s, died of liver failure April 27
at his home in New Orleans. He
was 76.

Hirt, whose first RCA album in
1961, “The Greatest Horn In The
World,” sold more than 100,000
copies within a few months, is
best-remembered for his non-jazz
instrumental “Java,” which
soared to No. 4 on Billboard’s sin-
gles chart and won a Grammy
Award for best pop instrumental
in 1964.

Throughout his solo career, Hirt
recorded more than 50 albums, in-
cluding “Honey In The Horn,” also
on RCA, which spent 104 weeks on
Billboard’s Top LPs chart, peaking
at No. 3 in 1964. He was nominat-
ed for a total of 21 Grammys.

To many of his fans, Hirt was
considered a jazz musician, but the
classically trained trumpeter
shied away from that term.
Although he was born and raised
in New Orleans, he admitted that
he was much more comfortable
playing written parts than he was
doing the free-for-all improvisa-
tion of traditional and so-called

Al Hirt, 76, Trumpet Star

And Big Band Vet, Dies

“Dixieland” styles.

He also contributed to the
crossover pop/country style
that became known as the
Nashville Sound.

Born Alois Maxwell Hirt in
1922, Hirt studied at the Cincin-
nati Conservatory of Music before
deciding to pursue a career with
the big bands. There was no ques-
tion that he was a fine and power-
ful player, and the public loved his
ebullient style.

He performed in 1961 at the
Inaugural Ball for President John
F. Kennedy, starred in many TV
variety shows—including his own
program, “Fanfare,” which ran for
a brief period on CBS—and played
a sold-out appearance at Carnegie
Hall in 1965.

In his later career, he still
toured occasionally but preferred
to be near his large family in his
hometown. In 1983, he closed his
Bourbon Street jazz club because
of declining patronage and rising
crime. In 1987, he played a solo
version of Schubert’s “Ave Maria”
for Pope John Paul II during the
pontiff’s visit to the Crescent
City.

Hirt is survived by his wife,
Beverly Essel Hirt; six children
from a previous marriage; a sis-
ter; a brother; 10 grandchildren;
six step-grandchildren; and two
great-grandchildren.

TURNTAGBLE

FLORITA WEAKLAND

PUBLISHERS. Tony DeNeri is promot-
ed to VP of tracking and music serv-
ices at Warner/Chappell Music in Los
Angeles. He was director of copyright.

RELATED FIELDS. The National Acad-
emy of Recording Arts and Sciences
in Santa Monica promotes Rob Senn
to executive VP/GM. He was senior

DENERI

SENN

VP/GM.

Dawn Geller is named national
director of mix-show radio promotion
at the Brad LeBeau Co. Inc. in New
York. She was assistant to the presi-
dent of Invasion Management.

Kim Lemon is promoted to senior
VP of research at Showtime Networks
in New York. She was VP of research.
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BY LARRY FLICK

NEW YORK—With the May 25
release of “Jazz Squad,” Mammoth
artist Katharine Whalen begins a
brief solo sojourn away from her
band, Squirrel Nut Zippers, to pur-
sue her dream of being an old-fash-
ioned jazz chanteuse. It’s a cachet
project that the label believes can
find a wide audience, given aggres-
sive grass-roots marketing.

Produced by John Plymale, who
has mixed past Squirrel Nut Zip-
pers recordings, the set unearths
11 pop and jazz standards from the
'20s and ’30s, including “My Old
Flame,” “That Old
Feeling,” and “My
Baby Cares For Me.”
The lone new tune is
the uptempo “Badis-
ma,” penned by Zip-
per mate (and
Whalen’s husband)
Jim Mathus. The
album showcases the
North Carolina na-
tive in a far more pol-
ished and refined

light-than-displayed -
in her previous work.

“More than any-
thing, this record has made me a
much better singer,” Whalen says.
“It’s made me stronger on a techni-
cal level, and it’s made me more
confident. If only for those end
results, this project was a worth-
while endeavor.”

But Steve Balcom, senior VP/
GM of Mammoth, sees more com-
ing out of “Jazz Squad” than
Whalen’s personal creative satis-
faction. “This is a highly reactive
record,” he says. “When people
hear it, they want to buy it.”

Initially, Balcom says, the label
will focus on Squirrel Nut Zippers
fans, then explore several grass-
roots lifestyle marketing angles.
“Fortunately, we have a large plat-
form from which to launch this pro-
jeet,” he says. “Zippers fans are
quite passionate.”

Retailers agree—to a point.
“This is a beautiful record, but it
might initially disappoint people
who are hoping for an extension of
a Squirrel Nut Zippers album,”
says Marlon Creaton, manager of
Record Kitchen, a San Francisco-
based indie outlet.

Jane Corbett, manager at Reck-
less Records, an indie shop in
Athens, Ga., predicts a brighter
future for the project. “I think the
trick will be exposing it to the

WHALEN

Lippers’ Whalen Hies
S0l0 On Mammoth

right audience.”

To that end, Balcom is plotting
a lifestyle marketing plan that
includes servicing the album to
nontraditional outlets like restau-
rants, lounges, and coffeehouses.

At radio, the label is opting not
to work a single. Rather, the entire
album is being sent to college and
jazz outlets.

Adding to the visibility of “Jazz
Squad” will be a handful of live
dates this summer. Booked by the
Red Rider Agency, the trek will
include 10 dates on the East Coast,
starting in June, with several on
the West Coast in
August. Whalen will
be joined by the
Dirty Dozen Brass
Band for a number
of the gigs.

“I'm excited about
the prospect of get-
ting out there and
performing these
songs,” Whalen says.
“After singing in a
band for a while, it’s
going to be a chal-
lenge to essentially
carry a show alone.”

That said, Whalen insists that
she’s not itching for a permanent
solo career. “I like things the way
they are,” she says. “This album
was an act of pure personal plea-
sure.”

It was also a chance for the
singer to directly acknowledge
longtime favorable comparisons to
Billie Holiday, whose apparent
influence has been felt on such
Zippers tunes as “Wished For
You” and “You’re Driving Me
Crazy”—Dboth of which were fea-
tured on the act’s 1995 debut, “The
Inevitable.”

Since then, Whalen has been
among the key draws of the band,
which is about to begin preparing
the follow-up to its 1998 smash,
“Perennial Favorites,” which has
sold 404,000 units, according to
SoundSecan.

“I've enjoyed bringing my own
little touches to the band,” she
says. “In a way, this album is a
chance to more openly reveal and
pay tribute to my prime sources of
inspiration, which have primarily
been Billie Holiday and Chet
Baker. These are the songs that I
was listening to and practicing
along with when I was first learn-
ing how to sing. I hope I do them
justice now.”

CLASSICAL*JAZZ+*PRO AUDIO

RCA’s Lit BI‘I!IMEIIS |:|Iﬂ|‘t With ‘Sun’

BY CARLA HAY
NEW YORK—For the last several
years, Orange County, Calif., has
been a breeding ground for modern
rock acts, from No Doubt to the Off-
spring. Now Lit joins the list of area
acts finding a growing audience.
Lit’s second album, “A Place In
The Sun” (RCA), has been steadily
climbing The Billboard 200, where it
stands this issue at No. 73. Music
industry observers credit the album’s
growing success to the song “My
Own Worst Enemy,” which has been
No. 1 on the Modern Rock Tracks

chart for several weeks.

The chart history for “A Place In
Heatseekers chart at No. 9 in the
March 13 issue. The album climbed
to No. 1 on that chart in the April 24
issue. “A Place In The Sun,” which
SoundSecan, reached Heatseekers
Impact status when it leapt from No.

105 to No. 94 on The
Billboard 200 in the
HEAT
H T Lit lead singer
EEKE | A. Jay Popoff says,
il ¢ “We didn’t expect
MP‘“‘CT too much when we
knew that the songs were good, and
we take things day by day. We're not
an overnight sensation. We’ve been
preparing for this [chart success] for

The band—whose other members
are guitarist Jeremy Popoff (A. Jay’s
brother), bass player Kevin Baldes,
and drummer Allen Shellenberger—
lowing by playing local clubs before
signing a record deal with Delicious
Vinyl, which released Lit’s 1997
debut album, “Tripping The Light
support of the set and album track
“Bitter” received college-radio air-
play, the album failed to make a dent
on the Billboard charts. The band
on its Dirty Martini label, which is
distributed through BMG.

Popoff says of the experience sur-
rounding the first album, “It was
Light Fantastic’ never really got in
stores. We got out of the deal with
Delicious Vinyl and regrouped. We
just kept playing and building our fan
from major labels, but we didn’t want
to be a buzz band.”

Lit eventually came to the atten-
tion of RCA VP of A&R (U.8.) Ron
artist development (U.S.) Bruce
Flohr, who provide A&R direction for
the band.
Popoff says, “We heard the girls

The Sun” began when it entered the
has sold 17,000 units, according to
May 1 issue.
released this album. We
10 years.”
formed in 1989 and established a fol-
Fantastic.” Although Lit toured in
plans to rerelease the album this fall
kind of frustrating. ‘Tripping The
base. We started getting attention
Fair and RCA senior VP of A&R and
from [RCA dance/pop act] Wild

Orchid told Ron Fair about us. Even-
tually [RCA president (U.S.)] Bob
Jamieson flew to L.A. to see us.” And
the rest, as they say, is history.

Before the Feb. 23 release of “A
Place In The Sun,” RCA laid the
groundwork for a grass-roots mar-
keting campaign.

RCA VP of marketing (U.S.) Nick
Cucci elaborates: “The band has a
loyal Orange County fan base. We
made sure that all the target markets
were covered. We targeted skate
shops and indie retail stores. We also
did ‘low-dough’ radio shows around
the West Coast.”

Lit is managed by Ruta E. Sepetys
for Sepetys Entertainment Group

(Continued on page 72)

Perez Bows Bilingual Set

Hollywood Latin Working Anglo, Latin Mkts.

BY RAMIRO BURR

SAN ANTONIO—Curiosity and
anticipation are driving initial inter-
est in the new bilingual rock album
by guitarist Chris Perez, husband of
the late Tejano singer Selena.

But radio and retail industry exec-
utives expect that the solid grooves
in his pop/rock mixture will ulti-
mately generate loyal followings in
both the Latino and Anglo markets.

“It all starts with the music, and
we work from there,” said Cameron
Randle, senior VP of A&R for Holly-
wood Records Latin, which releases
the set May 18. “We took an honest
approach to look at who Chris is, who
the band is, and what
they ean do naturally.”

“During the first
days of my tenure at
Disney, I was told
about the Chris Perez
Band by [producer/
A&R rep] Julian Ray-
mond, who had been
raving about the
band,” recalls Bob Cav-
allo, chairman of the
Buena Vista Music
Group, which houses Hollywood.
“We flew to Austin, saw the band,
and I was immediately convinced
they would be my first signing to
Hollywood Records.”

“Resurrection” is a 16-track album
with nine tunes in Spanish and seven
in English. Produced by Raymond
(Fastball), the album features guest
musicians Luis Conte on percussion,
the horn section of Voodoo Skulls,
and the string section from Mariachi
Sol De Mexico.

Yet, despite the added spice of
mariachis and horns, the album is a
straight-ahead rock/pop project with
minor blues tinges.

“This has been a dream for me, to
finally see this album produced,” says
Perez from his Los Angeles home.

CHRIS PEREZ BAND

“It’s taken a long time, but we want-
ed to make sure we did everything
we could.”

The challenge now is to work two
markets simultaneously.

Toward that end, Hollywood Rec-
ords Latin has released two singles:
“Por Que Te Fuiste,” a guitar-fueled
ballad serviced to Spanish radio, and
“Resurrection,” a hard-thumping,
Latin percussion-tinged rocker sent
to English-language rock radio. Hol-
lywood has also produced videos for
both singles.

According to label media director
Cary Prince, “Resurrection” has
found favor at a number of rock sta-
tions, including
Boston’s WXKS-FM,
as well as such alterna-
tive stations as KNRK
Portland, Ore., and
WJISE Atlantie City,
N.J.

“We’ve been playing
it for three weeks, and
we’ve been getting a
good response,” said
Cory Smith, PD for
modern rock station
KRAD Corpus Christi. “The listen-
ers like it.”

The label has planned a series of
in-stores for Perez throughout Texas,
starting May 17 at the Hard Rock
Cafe here, where Musicland will set
up shop and start selling CDs after
midnight. In-stores are also sched-
uled at Blockbuster and Camelot out-
lets in Houston, Dallas, Corpus
Christi, and McAllen.

A San Antonio native, Perez
assembled the Chris Perez Band in
late 1997 in Corpus Christi. Lead
vocals are handled by newcomer
John Garza, while the rest of the
group is veteran keyboardist and
former Selena bandmate Joe Ojeda,
drummer Jorge Palacios, and bassist
Adreil Ramirez.
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Luscious Jackson’s ‘Honey’ Due

Co-Producers, Guest Artists Joined Band For Grand Royal Set

BY CHRIS MORRIS

LOS ANGELES—Capitol and
Grand Royal executives believe that
Luscious Jackson’s new album,
“Electric Honey,” due June 29, will
be a sweet commercial successor to

LUSCIOUS JACKSON

the New York group’s 1996 break-
through “Fever In Fever Out.”
Capitol president/CEO Roy Lott
says, “It’s a quantum leap from their
prior albums. It’s an incredible album
both creatively and commerecially, and
I'm thrilled for them. It’s an album
they really produced themselves.
This is an album they grabbed hold
of creatively . . . They delivered,
which is really very exciting.”
Grand Royal president Mark

Kates, who also oversaw A&R for
“Electric Honey,” says, “What we
wanted to do was expand upon the
pop sense that was displayed with
songs like ‘Naked Eye’ and ‘Under
Your Skin’ [from “Fever In Fever
Out”] but also make a more rhythmic
record than they’d made the last time
... We wanted a record that had the
pop sense and had the beat.”

Kates continues, “In a way, it was
a band in a perfect situation. They
sold half a million records last time,
they had a moderate hit, but they
didn’t have a huge, crossover, whole-
new-realm-type hit song. Yet I don’t
think they did so well that they erod-
ed their core audience. They're in
this perfect spot.”

Vocalist/bassist/guitarist Jill
Cuniff and guitarist/keyboardist
Gabrielle Glaser were joined by a
number of co-producers on “Electric
Honey.” The collaborators include
Tony Mangurian, who has worked
with the group since its 1992 debut
EP “In Search Of Manny”; Mickey
Petralia, a veteran of sessions with
the eels and Beck; Tony Visconti,
famed for his early work with David
Bowie; and 25 Ton, a duo that includes

Wind-Up’s Julia Darling Guts
A Gatchy ‘figure’ For Debut

BY CARRIE BELL

LOS ANGELES—After nearly two
years of setup, Wind-Up Entertain-
ment is ready to unleash Julia Dar-
ling and her debut, “Figure 8,” on
the world June 15. And she is prac-
tically champing at the bit.

“I am so ready to get out there
and get response on the project from
people outside our industry cirele.
We’ve been
working on this
forever,” says the
New Zealand
native who now
lives in New
York. “The
record itself took
eight months to
make. And that
doesn’t count
time spent planning and performing
at showcases or conventions. I'm
eager to tour. I want to get people
interested in my work and demand-
ing more.”

Not that Darling doesn’t appreci-
ate time spent on her or the person-
al attention she’s given by the Wind-
Up staff. “I could not be in a better
place, especially with everything
going crazy in the industry,” she says
of the little indie that could and did
with Creed and Finger 11. “I trust
them when they tell me I'm a prior-
ity. To internally set up a debut for a
year and give me complete creative
control over music and artwork is
unheard of and leaves me nothing to
complain about. It’s good to be a fol-
low-up artist on a label that has had

DARLING

a taste of success. They thirst for
more, which makes them work
hard.”

Wind-Up CEO Alan Meltzer says
Darling—and her mélange of gentle
vocals, penetrating lyries, and catchy
choruses and production—is worth
the effort. “We sign very few artists.
Our criteria is great artists, career
artists. We have nothing against hit
singles, but we
aren’t into
grooming the
next big thing
that disappears
after one song.
Julia has those
qualities,”
Meltzer says of
the 22-year-old.
“Wind-Up is the
only place for someone like Julia.
Her first single may not click with
the fickle radio or publie. At another
label, she could be back on the street.
But we will be there, even if it takes
a second or third album.”

Not that the self-proclaimed mas-
ter of miero-marketing is concerned.
“Our selective roster gives us credi-
bility as does past success. When we
walk into a radio station or retailer,
they know we intend to pool all our
resources to create buzz by street
date. And Julia has a brilliant prod-
uct, which also speaks for itself.”

Furthering communication is a
marketing plan that encompasses
live performances, the Internet, and
radio.

(Continued on page 15)

the group’s touring DJ, Alex Young.

“We've always co-produced, actu-
ally,” says Cuniff. “We’ve always kind
of known what we wanted, but now, I
think everyone’s grown a lot—all of
us, and Tony, and everyone we
worked with. We know what we want,
and we have our ears tuned to what
sounds good.”

Cuniff, Glaset, and drummer Kate
Schellenbach are joined by some
noteworthy guests on the album.
Emmylou Harris, who also appeared
on the Daniel Lanois-produced “Fe-

Collins Goes Wild For Tarzan. Phil Collins, center, takes a break from shooting
the videoclip for the single “You'll Be In My Heart,” which is from the soundtrack

to Disney’s “Tarzan.” The track is one of five that Collins wrote for the album.
Flanking Collins are video director Kevin Godley, left, and Rob Cavallo, who pro-

duced the single.

(Continued on page 14)

Goidberg’s Label/Management Go., Sheridan
aquare, Takes Shape; No Lollapalooza °99

HIP TO BE SQUARE: The details are falling into place
for former Mercury Records Group chairman Danny
Goldberg’s Sheridan Square Entertainment. The in-
dependently financed company will have « management
division, called Sheridan Square, and a label, named
Artemis Records.

Goldberg. who declined comment, is in the process of
signing artists for both the label and management divi-
sions. The label is expected to concentrate initially on
rock and pop artists, with the possibility of adding R&B
acts down the line. There is also expected to be an Inter-
net component, although the label will have traditional
distribution.

festivals from the past two summers, will kick off its
third, and perhaps last, outing July 8 in Vancouver. The
revolving lineup for the main stage is Shawn Colvin,
Deborah Cox, Sheryl Crow, Dixie Chicks, Indigo
Girls, Queen Latifah, Luscious Jackson, Sarah
McLachlan, Martina McBride, Monica, Mya,
Me’Shell Ndegéocello, the Pretenders, and Suzanne
Vega.

The second stage will feature Bif Naked, Cherokee,
Cibo Matto, Dido, Sara Evans, Infamous Syndicate,
Joan Jones, Jennifer Knapp, K’s Choice, Lamb,
Sinead Lohan, Aimee Mann, Melky Sedeck, Morley,

Goldberg plans to staff the com-
pany, located in New York’s Flat-
iron district, with a number of for-
mer Mercury execs, including
ex-Mercury head of international
Dave Lory and ex-senior VP of
marketing Michael Krumper.

Kendall Payne, Bijou Phillips,
Samsara, Sixpence None The
Richer, Splashdown, Cree Sum-
mers, Susan Tedeschi, Wild
Strawberries, and Kelly Willis.

Trish Murphy, Beth Orton,

COMING TO AVENUE NEAR

Former Mercury publicist Sage
Robinson is already aboard at
Sheridan Square.

As previously reported, Gold-
berg has tapped JRB Sales & Marketing, the indepen-
dent sales company formed by former Mercury head of
sales Jeff Brody, to serve as the sales arm for Artemis
(Billboard, Feb. 27).

STUFF: Look for Arista VP of publicity Michelle
Mena to move over to Capitol Records in the same
capacity on May 10. She replaces Audrey Strahl, who
had held the post of VP of publicity and media relations
at Capitol for six years. No word on who will replace
Mena . .. The Verve is calling it quits after nine years
together: Leader Richard Ashcroft is working on a solo
album . . . Sinéad O’Connor has been ordained as the
first woman priest in the Roman Catholic splinter group
the Latin Tridentine Church. (Given that the church
ordains women as priests and that O’Connor tore up a
picture of the Pope seven years ago, we'd have to assume
it’s a very, very splintered group.) It has been rumored,
although not confirmed, that O’Connor may record her
first studio album for Atlantic, with whom she signed a
pact last year, under her new Latin Tridentine name,
Mother Bernadette Mary.

LOLLAPALOOZA REDUX: For the second year in a
row, the organizers of Lollapalooza have decided to pull
the plug on the summer festival. The fest that started the
multi-act, daylong extravaganzas in 1991 has simply run
into too much competition from f