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Warner Music To Test
dales Impact Of Downloads

BY ED CHRISTMAN

NEW YORK—The Warner Music
Group is beginning a concerted
effort to test how musical downloads

via the Internet can be o

used as a promotional tool
to stimulate music sales.

With each of the com-
pany’s three major label
groups participating, the
campaign will feature free
tracks from both estab-
lished and developing
artists and will be available through
a number of online music retailers,
employing a variety of download
technologies.

Paul Vidich, executive VP of strate-
gic planning and business develop-
ment for the Warner Music Group,
says of the extensive campaign, “We

Music Is Key At
Alpha School

BY ELENA OUMANO

—

KINGSTON, Jamaica—As
modern youth continues to be
increasingly viewed as an eco-
nomic opportunity, at Alpha
Boys School—a small charity
boarding school
here—children
WORKS are still seen as
the future. And
as music and other arts are
red-lined from U.S. school
budgets, at Alpha, music is
viewed as integral, necessary
sustenance for children’s bod-
ies, minds, and spirits.
Founded and run by the
(Continued on page 108)

PAYBACK

will do more [track downloads] in the
next 90 days than the [majors] have
done collectively up to this point.”

Integral to the effort, the Warner
Music Group has hired
three research companies
to “evaluate the effective-
ness of the tests to find out
how much of our future
promotional portfolio digi-
tal downloading should be,”
Vidich adds.

The campaign, which
will last 60-90 days, will feature
tracks from 23 Warner Musie Group
acts, including Jewel, Sugar Ray,

(Continued on page 117)
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Tori Amos Unveils ‘Venus’

Exclusive: Singer Details Atlantic Live/Studio Set

BY CHUCK TAYLOR
NEW YORK—When singer/song-
writer Tori Amos went
into the studio several
months ago to record a
few new tracks for a
planned collection of
B-sides and oddities,
little did she know
she’d step out not. only
with a full album’s
worth of new
material but with a
second set packed with
live performances.
The resulting double album, “to
venus and back,” Amos’ fifth project

Digital Archives Face Deterioration
As With Analog Tapes, DAT And U-Matic Masters Breaking Down

The second in a series by Bill Holland.
WASHINGTON, D.C.—The specter
of deterioration that has faced some
half-million analog
master tapes recorded
in the U.S. from 1971-
1992 is also rising in
the digital realm.
Engineers, produc-
ers, and archival
experts have raised
concerns about the
short life span—and future playabil-
ity—of two of the most popular digi-

tal tape formats used for recording
and archiving: the DAT and the PCM
U-Matic.

Although there’s no
exact count of non-
playable digital mas-
ters, these veterans
estimate that there
are at least many
thousands of flawed
U-Matic and DAT pro-
duction masters {rom
the 1980s and 1990s in U.S. record
(Continued on page 105)
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James Brown
David Pullman proudly announces
the Recently Completed

JAMES BROWN BONDS

Creator of all PULLMAN BONDS including the Bowie
Bonds™, Motown Bonds, James Brown Bonds, Holland Dozier
Holland, Ashford & Simpson Bonds, Music Royalty Bonds

Over $100,000,000 Financed  100% Market Share

The Puliman Group as principal. tinances Music Publishing. Writer's Share Record Masters, Artist,

Record and Producer’s Royatties, Film and TV Libraries, TV Syndication. Literary Estates and other

Entertainment and Inteflectual Property Royatties. minimum $200k in aanual royalties and up.
The group’s experience includes over $1 Bittion in transactions through 1999.

James Brokg ¢
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AMOS

on Atlantie, is set for worldwide
release Sept. 21. It features live ren-
ditions from the
recent tour support-
ing her “from the
choirgirl hotel” album
and 12 new self-
penned/produced
tracks, which are
tagged with the
intense, soul-search-
ing lyries and complex
melodies that the plat-
inum artist’s steadfast
base of fans has come
to live and breathe.

For the unexpected studio album,
Amos says that she found herself
confronted with a free flow of inspi-
ration and decided to run with it.

(Continued on page 116)

Labels Readying
Millennium Sets

BY CARLA HAY

NEW YORK—As the new mil-
lennium approaches, record
companies worldwide are gear-
ing up for releases that take a
look back at the 20th century, as
well as preparing some sets that
look ahead to the next.

All of the major music corpo-
rations are planning series and
boxed sets with millennium-
related themes that range from
comprehensive musical over-
views to single artist or genre
best-of’s, while several retailers
are prepping their own centu-
ry’s-end in-store promotions.

(Continued on page 106)
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/1 GOT YOU (I FEEL GOOD)

Congratulates James Brown on the recently completed James Brown Bonds.
Most charted living songwriter artist with 98 Billboard hits including 19 #1s.
James Brown has written 750 compositions including some of
the most memorable songs of the past four decades:

“Papa’s Got A Brand New Bag” “I Got You (I Feel Good)" “Living In America” “It's A Man’s
World” “Cold Sweat (Part One)” “I Got The Feelin™ “Say It Loud—I'm Black & Proud (Part
One)” “Mother Popcorn (You Got To Have A Mother For Me)" “it's A Man's, Man’s, Man's
World (But It Wouldn’t Be Without A Woman)” “Licking Stick—Licking Stick” “Sex Machine"

1370 Avenue of the Americas, 26th Floor, New York NY 10019
E-mail: info@pullmanco.com

Fax: 212-750-0464

Davill Pullman Securitizing The Future®™

James Brown

Tel: 212-750-0210
www.pullmanco.com
ADVERTISEMENT



www.americanradiohistory.com

g
£
S

www.cdwarehouse.com is an IBM e-business.

Buy all your favorite new and used CDs online, thanks to IBM e-commerce technology.



www.americanradiohistory.com

Editor in Chief: TIMOTHY WHITE

HEDITORIAL

ManaginEg Editor: SUSAN NUNZIATA

Deputy Editor: Irv Lichtman

News Editor: Marilyn A. Gillen

Director of Special Issues: Gene Sculatti; Dalet Brady, Associate Director;
Forter Hall, Special tssues Coordinator

Bureau Chiefs: Chet Flippo (Nashville), Bill Holland (Washington),

John Lannert (Caribbean and Latin America), Melinda Mewman (L.A.)
Art Director: Jeff Nisbet; Assistant: Raymond Carlson

Copy Chief: Bruce Janicke

Copy Editors: Lisa Gidley, Carl Rosen

Senior Editor: Ed Christman, Retail (N.Y.}

Senior Writers: Chris Morris (L.A.), Bradley Bambarger {N.Y.)

Talent Editor: Larry Flick (N.Y.)

R&B Music: Gail Mitchell, Editor (L.A.)

Country Music/Nashville: Deborah Evans Price, Associate Editor

Dance Music: Michael Paoletta, Editor (N.Y.)

Pro Audio/Technology: Paul Verna, Editor (N.Y.)

Merchants & Marketing: Don JeffreK,‘ Editor (N.Y.)

Home Video: Seth Goldstein, Editor {N.Y.), Eileen Fitzpatrick, Associate Ed. (L.A.)
Radio: Chuck Taylor, Editor (N.Y.)

Heatseekers Features Editor/Music Video: Carla Hay, Editor (N.Y.)
Editorial Assistant: Carrie Bell (L.A.)

Special Correspondent: Jim Bessman

Contributors: Catherine Applefeld Olson, Fred Bronson, Lisa Collins,
Larry LeBlanc, Moira McCormick, David Nathan, Dylan Siegler, Phyllis Stark,
Steve Traiman

international Editor in Chief: ADAM WHITE
International Deputy Editor: Thom Duffy
International Music Editor: Dominic Pride
International Associate Editor: Tom Ferguson
International Associate Editor: Mark Solomons
German Bureau Chief: Wolfgan% Spahr

Japan Bureau Chief: Steve McClure
Contributing Editor: Paul Sexton

M CHARTS & RESEARCH

Director of Charts: GEOFF MAYFIELD

Chart Manaﬁers: Anthony Colombo (Mainstream Rock/New Age) Ricardo
Companioni {Dance, Latin), Datu Faison {(Hot R&B Singles/Top R&B Albums/
Rap/Gospel/Reggae), Steven Graybow (Adult Contemporary/Adult Top 40/Jazz/
Blues), Wade Jessen (Country/Contemporary Christian) Mark Marone
(Modern Rock/Studio Action), Geoff Mayfield (Billboard 200/Heatseekers/
Catalog), Silvio Pietroluongo (Hot 100/Top 40 Tracks), Marc Zubatkin
(Video/Classical/Kid Audio, World Music)

Chart Production Manager: Michael Cusson

Manager: Archive Research and Retail Charts: Alex Vi‘oulis

Assistant Chart Production Manager: Gordon Murray

Administrative Assistants: Keith Caulfield (L.A.), Mary DeCroce {Nashville),
Gisle Stokland (N.Y.)

M SALES

Associate Publisher/Worldwide: IRWIN KORNFELD

Advertising Directors: Pat Jennings (East), Jodie Franc sco (West)
New York: Michael Lewis, Virginia Lujano, Adam Waldman

Nashville: Amy Bennett

L.A.: Andy Anderson, Gina Baker, Diana Blackwell

Advertising Coordinators: Hollie Adams, Evelyn Aszodi, Erica Bengtson
Advertising Assistant: Stacy Ricucci

Classified: Tracy Walker

Directories: Jeff Serrette

Associate Publisher/International: GENE SMITH

U.K./Europe: Christine Chinett, lan Remmer 44-171-323-6686
Asia-Pacific/Australia: Linda Matich 612-9440-7777. Fax: 612-9440-7788
Japan: Aki Kaneko, 323-525-2299

Italy: Lidia Bonguardo, 031-570056. Fax: 031-570485

France: Francois Millet, 33-1-4549-2933

Latin America/Miami: Marcia Olival 305-864-7578. Fax: 305-864-3227
Mexico/West Coast Latin: Daisy Ducret 323-782-6250

Jamaica/Caribbean: Betty Ward Reid, Phone/Fax 954-329-5120

Il MARKETING & LICENSING

Associate Publisher: HOWARD APPELBAUM
Promotion Director: Peggy Altenpohl

Promotion Coordinator: Amy Heller

Senior Designer: Melissa Subatch

Assistant Marketing Manager: Corey Kronengold
Special Events Director: Michele Jacangelo Quigley
Special Events Coordinator: Phyllis Demo
Circulation Director: JEANNE JAMIN

Group Sales Manager: Katia Ducheine
Circulation Promotion Manager: Lori Donohue
Circulation Sales Manager: Michaei Fouratt
Circulation Assistant: Andrea Irish

[l PRODUCTION

Director of Production & Manufacturing: MARIE R, GOMBERT
Advertising Production Manager: Johny Wallace

Advertising Manufacturing Manager: Lydia Mikulko
Advertising Production Coordinator: Paul Page

Editorial Production Director: Terrence C. Sanders

Editorial Production Supervisor: Anthony T. Stallings

Specials Production Editor: Marcia Repinski

Associate Specials Production Editor: Marc Giaquinto
Systems/Technology Supervisor: Barry Bishin

Composition Techmicians: Susan Chicola, Maria Manlidic, David Tay
Directories Production Manager: Len Durham

Classified Production Assistant: Gene Williams

Hl NEW MEDIA

Editorial Director: KEN SCHLAGER

Billboard Bulletin: Michael Amicone (Managing Editor}, Carolyn Horwitz
(News Ed.}, Mark Solomons {International Ed.

Billboard Online: Julie Taraska (News Editor), David Wertheimer (Web Site
Designer), Sam D. Bell (Sales Manager), Rachel Vilson (Product Manager)
Il ADMINISTRATION

Distribution Director: Edward Skiba

Billing: Brigette Wallace

Credit: Shawn Norton

Assistant to the Publisher: Sylvia Sirin

PRESIDENT & PUBLISHER: HOWARD LANDER
[ BILLBOARD OFFICES:

New York Washington, D.C. Mashville
1515 Broadway 733 15th St. N.W. 49 Music Square W.
N.Y., NY 10036 Wash., D.C. 20005 Nashville, TN 37203

212-764-7300
edit fax 212-536-5358
sales fax 212-536-5055

202-783-3282
fax 202-737-3833

€15-321-4290
fax 615-320-0454

London

3rd Floor

23 Ridgmount St.

London WC1E 7AH
44-171-323-6686

fax: 44-171-323-2314/2316

Tokyo

10th Floor No. 103
Sogo-Hirakawacho Bidg., 4-12
Firakawacho 1-chome,
Chiyoda-ku, Tokyo 102, Japan
3-3262-7246 fax 3-3262-7247

Los Angeles

5055 Wilshire Blvd.

Los Angefes, CA 90036
323-525-2300

fax 323-525-2394/2395

To Subscribe call USA: 800-745-8922, Europe: +44 (0) 1858435326
International: 740-382-3322

[l BILLBOARD ONLINE: http://www.billboard.com
212-536-1402, sbeli@billboard.com

— PRESIDENT: HOWARD LANDER

- — Vice Presidents: Irwin Kornfeld, Karen Oertley,
— Adam White
Director of Strategic Development: Ken Schlager
g i Business Manager: Joellen Sommer
Bilboard Music Group
{

I.S. Touring Season Off To Strong Start

This story was prepared by Roy Waddell, a
reporter for Anusement Business.

“So far, so good” is the prevailing senti-
ment of tour promoters as the U.S. touring
industry enters its busiest time of the year.
Thus far, both per-show attendance and
gross dollar figures are up from the same
period in 1998.

The business has offered a glittery line-
up of star power this summer—with glit-
tery ticket prices to match. Most of the big
names are selling well, but there are some
soft markets and some soft acts. There also
is a lingering concern among promoters that
the sizzle will fade by late summer.

Fewer people attended concerts in the
first half of 1999 than the first half of '98, a
reflection of fewer shows reported rather
than fewer people per show. Total atten-
dance is down, but gross dollars are up.

The best news is that average attendance
per show is up slightly from this time last
year. And, reflecting higher ticket prices,
average gross dollars are up significantly
from this point a year ago.

“Initially, I thought it was going to be pri-
marily a classic rock summer, and I was a
little nervous going in,” says Scott Gelman,
VP at Jam Productions in Chicago. “But
business has been pretty good overall.”

Numbers received to date by Amusement
Business, a sister publication of Billboard,
indicate that ticket prices are indeed sig-
nificantly higher than last year. The total
gross from Jan. 1 until June 22 is
$465,387,207, compared with $444,979,456
in the same period in 1998.

Total attendance so far this year is just
under 12.4 million, off the 12.8 million in
first-half ’98. However, 2,158 shows have
been reported so far, down from 2,440 in the
same '98 time period.

The average gross to date this year is
$215,656, and the average attendance per
show is 5,745. Last year in the January-June
period, the average gross was $182,368, and
the average attendance was 5,252.

Few would doubt that the star tour of
1999 is Bruce Springsteen’s heralded
reunion with his E Street Band. In addition
to 15 sellouts at East Rutherford, N.J.’s Con-
tinental Airlines Arena, Springsteen has
also blown out multi-night stands in Detroit,
Philadelphia, Boston, Washington, D.C., and
Chicago. “If he did the 15 sellouts in New
Jersey alone and nothing else, it would be an
amazing accomplishment,” says Barry Bell,
Springsteen’s agent at Premier Talent.

At press time, Springsteen had sold out
33 of 34 shows that had gone up. The North
American tour follows a critically acclaimed
and highly sueccessful 36-show European
run that included several stadium dates and
drew more than 500,000 people. Springsteen
will open the Staples Center in Los Ange-
les on Oct. 17. It is expected that he will tour
into 2000, but no dates have been announced
beyond L.A.

Among the top performers in the first
part of the season are Dave Matthews, Cher,
‘N Sync, Elton John, Shania Twain, and
Jimmy Buffett. Ozzfest is off to another
strong start, and the George Strait Country
Music Festival stadium tour grossed $32
million from only 17 dates. The Rolling
Stones blew out their arena tour and head-
ed to Europe.

More uneven but generally on target are
Tom Petty, John Mellencamp, Paul Simon/
Bob Dylan, Rod Stewart, and Lenny
Kravitz/Black Crowes.

Tours that are not meeting expectations,
according to promoters, include those by
Jewel, the Cranberries, the Goo Goo Dolls,
Brandy, and the Nickelodeon All That Music
& More tour.

At this time of year, most in the business
would rather focus on the good news, and
Cher falls under that category. “The Cher
tour is off the charts,” says Bruce Kapp of
SFX Touring. “We've sold out just about
every building.” Kapp says Cher will repeat
some markets.

An affordable pricing structure has kept

“The Cher tour is off the
charts. We’ve sold out
just about every
building’

- BRUCE KAPP -

classic and "80s rock tours like the Jour-
ney/Foreigner, Def Leppard, and
Poison/Ratt outings from breaking gross
ticket sales records, but they are solid per-
formers and making money for buyers.
Upcoming tours by the likes of Chicago/the
Doobie Brothers and Lynyrd Skynyrd/ZZ
Top should fall into that category.

The bad news is that by the time August
and September roll around, many markets
will have hosted 30 or more headliners.
Late-season tours will have to earn their
money. “It’s going to be tough,” Kapp
admits.

“The industry has been steering toward
summer touring for some time,” says Jam’s
Gelman. “Here in the Midwest, June and
July were really busy, and in August we have
no shows.”

The biggest-name tour still pending con-
firmation of a start date is the Crosby, Stills,
Nash & Young reunion. Booked and pro-
moted nationally by the Next Adventure
(TNA), the tour was slated to begin in late
July but has been delayed until January to
better accommodate touring outside North
America (BillboardBulletin, July 7).

“If we started in the summer, it would
mean doing most of America, shutting down
for several months, and then gearing back
up again to go overseas,” says Arthur Fogel,
president of TNA. “This way, it will just flow
right through.” Fogel says the tour will be
worldwide, including Europe and the Pacif-
ic Rim. Routing to North American arenas
will be completed soon.

BY ENOR PAIANO

With Brazil’s record industry in near
free fall in 1999, the timing hardly
seems ripe for Fagga Eventos Interna-
cionais to stage its fourth annual CD
Expo trade fair from July 20-25 in Sdo
Paulo.

But Fagga’s executive director, Artur
Repsold, says there are signs that
Brazil’s billion-dollar record market is
starting to stabilize.

For instance, Sony Music Brazil and
Warner Music Brazil are selling Por-
tuguese-language DVDs for the first
time at the fair, which, unlike other
trade events, allows exhibitors to sell
their product directly to the public.

“In addition,” notes Repsold, “we will
have 150 exhibitors, a 2% increase over
last year.”

And after having spent the past three
years in Rio de Janeiro, CD Expo is
making its debut in Sdo Paulo, where
52% of Brazil's recorded product is sold,
according to Assogiacdo De Produtores
Dos Discos (ABPD), the Brazil record
trade body that also is a sponsor of CD
Expo.

“We are expecting more than 150,000
persons, because Séo Paulo has much
more of a trade fair tradition [than
Rio],” says Repsold, who also points out
that he would be satisfied if CD Expo
repeated last year’s fair performance,
in which a total of 30 million reais ($17
million) was transacted.

In the meantime, Brazil’s domestic
record companies are scurrying to come
up with ideas to perk up a market suf-
fering from a devaluation of the real that
took place in January, a tight credit
market for retailers, and rampant CD
piracy.

According to ABPD, sales in Brazil
from January to April were 14.1 million
units, down a perilous 23% compared
with the same period in 1998, when
sales came in at 18.3 million units.

Brazil’s poor performance for the
first four months of 1999 comes on top
of a bad sales year in 1998, when unit
sales were down 10%, according to the
International Federation of the Phono-

Brazil GD Expo Set Despite Biz Grisis

graphic Industry.

Marecelo Castello Branco, president of
Brazil’s biggest record company, Uni-
versal Brazil, says he is battling the cur-
rent market morass by focusing “on
well-known artists, where the risk is
smaller.”

Aires Catarino, Warner’s commercial
director, plans to work more closely
with Brazilian retailers caught in an
economic vise resulting from three price
increases initiated by Brazilian record
labels in the past 18 months, and from
higher interest rates.

One retailer taking action to expand
sales is Sdo Paulo-based retail chain
Saraiva Megastore. Its product super-
visor, Artur Mendes Rocha, says the
devaluation of the real was a confidence
shaker for the country’s retailers.

“We had to cut imports and expand
our promotions,” says Mendes Rocha.
As a result, company sales were up 15%
in May compared with April, he says,
though he declines to reveal specific fig-
ures.

Record companies participating in
CD Expo are seeking similar upward
surges in the coming months.

As usual, a diverse slate of artists is
booked to play at the trade fair, includ-
ing Arnaldo Antunes, Mestre Ambrésio,
Marinés, Edson Cordeiro, Vinny, Banda
Chiquititas, and Tiazinha.

Also expected to stage exhibits is an
assortment of companies ranging from
CD manufacturers to publishers. The
majority of participating firms are
headquartered in Brazil.

CD Expo will be staged at Pavilhdo
de Fundagéo Bienal in Sdo Paulo’s Iber-
apuera Park. According to Repsold, the
three previous events drew 500,000 con-
sumers, who purchased 3 million CDs.
He adds that the trio of fairs generated
$80 million in sales.

Running concurrently with CD Expo
is the fourth annual CD Conf, a series
of industry panels.

Assistance in preparing this story was
provided by Jean-Yves de Neufville and
John Lannert.
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* THE BILLBOARD 200 -
J SIGNIFICANT OTHER = LIMP BIZKIT * Fup

1

BLUES
* THE REAL DEAL: GREATEST HITS VOLUME 2
STEVIE RAY VAUGHAN AND DOUBLE TROUBLE * LEGACY

36

CONTEMPORARY CHRISTIAN
* [SPEECHLESS) * STEVEN CURTIS CHAPMAN * SPARROW

55

COUNTRY
* COME ON OVER* SHANIA TWAIN * MERCURY

33

GOSPEL

% THE NU NATION PROJECT * KIRK FRANKLIN ¢ GOSPO CENTRIC

56

HEATSEEKERS
% SUPKNOT * SLIPKNOT * 1AM

19

INTERNET
* SIGNIFICANT OTHER * LIMP BIZKIT * FuP

76

KID AUDIO
* TARZAN * READ-ALONG ¢ WALT DISNEY

74

THE BILLBOARD LATIN 50
* MTV UNPLUGGED * MANA * WEA LATINA

62

POP CATALOG

% LEGEND * BOB MARLEY AND THE WAILERS * TUFF GONG

75

R&B
% BENEATH THE SURFACE * GZA / GENIUS * WUTANG

T

28

REGGAE
% REGGAE GOLD 1999 * VARIOUS ARTISTS * \»

36

WORLD MUSIC
#* SOGNO * ANDREA BOCELLI * POLYDOR

36

* THE HOT 100 -
% BILLS, BILLS, BILLS *» DESTINY'S CHILD * COLUMBIA

112

ADULT CONTEMPORARY
* YOU'LL BE IN MY HEART
PHIL COLLINS * WALT DISNEY / HOLLYWOOD

ADULT TOP 40
* LIVIN' LA VIDA LOCA * RICKY MARTIN * C2

COUNTRY
* AMAZED * LONESTAR * BNA

DANCE / CLUB PLAY
* WHAT YOU NEED

POWERHOUSE FEATURING DUANE HARDEN * STRICTLY RHYTHM

30

DANCE /| MAXI-SINGLES SALES
* IF YOU HAD MY LOVE * JENNIFER LOPEZ * WORK

30

HOT LATIN TRACKS
* NO ME AMES
JENNIFER LOPEZ WITH MARC ANTHONY * wORK

60

R&B
% BILLS, BILLS, BILLS * DESTINY'S CHILD * COLUMBIA

26

RAP
* NO PIGEONS

SPORTY THIEVZ FEATURING MR. WOODS * ROC-A-BLOC / RUFFHOUSE
LI

ROCK / MAINSTREAM ROCK TRACKS
* SCAR TISSUE * RED HOT CHILI PEPPERS * WARNER BROS

25

101

ROCK /| MODERN ROCK TRACKS
% SCAR TISSUE * RED HOT CHILI PEPPERS * WARNER BROS.

101

TOP 40 TRACKS
% LIVIN' LA VIDA LOCA * RICKY MARTIN * C2

102

* TOP VIDEO SALES °
* AUSTIN POWERS: INTERNATIONAL MAN OF MYSTERY
NEW LINE HOME VIDEO

24

Top orF 1HE NEws

6 Barnes & Noble opens an
online music store specializing in
classical releases.

Artists & Music

8 Executive Turntable: Julie
Swidler is appointed senior VP of
business and legal affairs for
Arista Records.

12 Vitamin C's solo debut offers
a dose of dance-flavored tracks.

12 The Beat: Does the market-
ing of feen pop idols create
tomorrow’s adult music fans?

14 Boxscore: The Dave
Matthews Band and the Iguanas
gross more than $2 million at
two concerts in East Troy, Wis.

16 Soundiracks and Film
Score News: The soundtrack to
“The [ron Giant” fleshes out ani-
mated characters.

19 Popular Uprisings: The
Canadian pop duo Sky hiis the
U.S. with "Piece Of Paradise.”

20 Reviews & Previews: Eric
Clapton's new two-disc compilation
highlights his blues repertoire.

24 R&B: Former SWV singer

REVIEWS & PREVIEWS

KIM RIGHEY: P 22

Coko hopes to match past suc-
cess with "Hot" new solo project.
25 The Rhythm Section: Des-
tiny’s Child holds for another
week at No. 1 on the Hot R&B

Singles & Tracks chart.

29 Dance Trax: Masters At
Work's "The Compilation Vol 2”
offers sounds for the mind, body,
and soul.

ARTISTS & MUSIC EXPANDED SECTION

BEGINS ON P 37

32 Country: Prolific songwriter
Jim Lauderdale courts the blue-
grass and country markefs with
two album releases.

36 Jazz/Blue Notes: Richard
McDonnell founds the MAXJAZZ
label fo release material by up-

and-coming jazz acts.

55 Classical/Keeping Score:
Chandos Records celebrates 20
years as an independent classical
specialist.

56 In the Spirit: Gospel queen
Shirley Caesar readies for her
annuai Outreach Conference.

56 Higher Ground: The Christ-
ian Booksellers Assn. marks its
50th anniversary.

57 Songwriters & Publishers:
Music & Media Infernational
acquires 125 copyrights, includ-
ing some big country hits.

58 Pro Audio: Eguipment-
rental firm Toy Specialists up-
grades its facilities.

60 Latin Notas: Planning for
the Latin Grammys continues
minus the director of the Latin
Academy of Recording Arts and
Sciences.

INTERNATIONAL
63 President Laura Bartlett leads
Zomba Records’ charge into the

THIS WEEK THIS WEEK THIS WEEK BI"b.Grd THIS WEEK THIS WEEK THIS WEEK

Canadian market.

66 Hits of the World: Back-
street Boys' "Millennium” is No. 1
in ltaly, Malaysia, and Spain.

67 Global Music Pulse: lfalian
comics’ DJ parody is a dance hit.

MERCHANTS & MARKETING

69 Universal Music and Video
Distribution leads the industry
as the dominant U.S. music dis-
tributor.

72 Retail Track: A look at
Movietown.com’s acquisition of
M.S. Distributing.

73 Declarations of Indepen-
dents: Distribution North Ameri-
ca’s June convention offered an
education in frade basics.

74 Child’s Play: Full Force
makes music for the popular ani-
mated characters the Hombeez.

76 Sites + Sounds: This
year’s Lilith Fair will feature an act
found in an Infernet talent search.

93 Home Video: The Licensing
99 Infernational show reflects the
popularity of character-driven
programming.

94 Shelf Talk: A DVD release
marks the 15th anniversary of “A
Nightmare On Eim Street.”

PROGRAMMING
99 ADJ at KHUM Eureka/Arca-
ta, Calif., hits the airwaves with a
vocal chip.

101 The Modern Age: Lus-
cious Jackson’s Jill Cunniff
explores new songwriting tech-
niques on the hit “Ladyfingers.”
102 AirWaves: Pians are in
place fo install satellite service in
car radios by 2002.

103 Music Video: Radio City
Television announces its first pay-
per-view event.
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98 Update/Lifelines: An Elton
John charity concert brings in
$250,000 in Laramie, Wyo.
111 Hot 100 Singles Spot-
light: Destiny Child's "Bills, Bills,
Bills” displaces Jennifer Lopez.
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Limp Bizkit is a “Significant” force
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117 This Week’s Billboard
Online
118 Chart Beat: Destiny’'s
Child joins a select circle of '90s
chart-fopping female groups.
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118 Homefront: Billboard
Online is nominated as best news
site in the Yahoo! Infernet Life
Online Music Awards.
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J DESTINY * JIM BRICKMAN * WINDHAM Hitl

What’s In A Song? The World As Writers See It

BY ARTHUR HAMILTON

The subject matter of motion pictures
and popular songs is under serious dis-
cussion and investigation. Studies abound,
and all aspects are being examined by the
media and by professional (and amateur)
experts in the distantly related fields of
gun control, human behavior, good taste,
and good penmanship.

This is not a brief in defense of the taste
and content of films and songs. As they
have always been, some are wonderful and
some are not; some soar and some sink;
some risk and innovate; while some mere-
ly imitate others or in a thousand ways
parade their inadequacies. This is not
about how good they are, nor how moral,
nor how penetrating and illuminating. It’s
about what they are. And what they are
all they are—is a mirror of our all too

human society, just the way it is at this
moment, blemishes, purple hair, and tat-
toos included.

How can they not be what they are?
They are written by writers who write

‘The changing styles,
language, and mores
are accurately reflect-
ed in our films and

songs’

Arthur Hamilton, a member of the board of directors of
ASCAP and the hoard of governors of the Academy of
Mation Picture Arts and Sciences. is the composer
and/or lyricist of numerous songs, including “Cry Me A
River,” “Circle Of Friends,” and “The Best I Ever Was.

what they have always written: about the
world as they find it. The changing styles,
language, and mores are accurately
reflected in our films and songs. We learn

about ourselves from the movies we see
and the songs we hear.

The ability of the screenwriter and
songwriter is based upon his or her talent
for reflecting the attitudes, points of view,
and identifiable traits of the audience. A
film and a song must find an audience in
order to become successful. And there are
many, many kinds of audiences out there.
Some want to find their art only on the
ceiling of the Sistine Chapel; others are
satisfied to find it scrawled on the walls
of buildings and the sides of buses.

The creative drive is to find the public
pulse. To ride the wave. To mark the end
of an era or the beginning of one. Or to
celebrate the moment.

Don’t condemn the writer for being
what he is. Don’t shoot the messenger. He
is just telling you the way things are.

Commentaries 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. Commentaries should be submitted to Commentary Editor Marilyn A, Gillen, Billboard, 1515 Broadway, New York, N.Y. 10036.
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Amazon Aids Indie Vid

Retail Program Goes Beyond Books, Music

BY EILEEN FITZPATRICK

LOS ANGELES—Amazon.com is
throwing out a lifeline to the hun-
dreds of independent video dis-
tributors and producers who can't
get shelf space at traditional brick-
and-mortar retail.

On July 8, the Internet retailer
opened its Advantage Program to
video, offering independent suppli-
ers the chance to sell their product
on consignment. According to its
announcement during the Video
Software Dealers Assn. Convention
here, the retailer will offer 15 video
titles at launch, and the program is
expected to expand rapidly.

The Advantage Program has
been a popular feature for more
than a year in the book category;
Amazon added music six months
ago.

“The video program, like our
book and music program, is geared
for the indie producer,” says Ama-
zon group product manager for
video Jason Kilar. “And it's a
chance for the small guy to get con-
nected to 10 million customers.”

To participate in the program, a
supplier must have finished goods
to send to Amazon. There is no cost
to list the title on Amazon’s exten-
sive search database, and if the
video sells, the supplier receives
45% of the suggested list price per
unit sold.

An Advantage title is also listed
in Amazon’s main database along-
side major hit titles. “A title could
be next to a Mel Gibson or Clint
Eastwood title,” says Kilar.

DVDs with “regional one” cod-
ing, which are those sold in North
America, are also accepted. But
Amazon will not sell to interna-
tional territories, making the PAL
and SECAM formats unacceptable.
Kilar says the program will also
not accept product from major stu-
dios (or their affiliates), nor
extremely violent or sexually
explicit material.

While Amazon would not release
sales data for the Advantage Pro-
gram, previous music participants
say they are pleased with the
results. Barbara Keith Tibbles of
the Stone Coyotes has had the
group’s album, “Church Of The
Falling Rain,” in the program for
about three months.

“Amazon has been perfect for us
because it levels the playing field,”
Tibbles says. “You're not a faceless
stock number, and Goliath seems a
little shorter when you put the
power in the hands of the listener
and the artist.”

Tibbles, who fronts the band
with her husband and stepson, says
they have seen sales increases each
month. Tibbles says sales have also
been aided by a free download
Amazon made available.

“This is a more direct way to sell
to the public,” Tibbles says, “and
we are actually making some
money.” (She would not disclose
how many units of the album the
group has sold.)

Video suppliers are also looking
to Amazon to open the doors that
brick-and-mortar stores have shut.
“Primarily, our goal is to get pub-

licity,” says Matthew Haislip of
Video France in Bethesda, Md.

The company imports French
films that were major theatrical
releases in that country but are
virtually unknown in the U.S. Ten
titles have been accepted for the
Advantage Program, with catalog
titles selling at $29.95 and new
releases at $59.95.

Haislip says his company has
been contacting Amazon for
months about participating in the
Advantage Program. “The minute
we heard they were including
video, we put off everything and
sent in box covers and screening
copies,” he says, “because Amazon
is the biggest sales tool in the
world.”

Breaking Ground. Michael Greene, president/CEO of the National Academy of

Barnes & Noble Site Has Glassical Bent

LOS ANGELES—Barnes & Noble
has opened its online music store
with an emphasis on the classics.
Launched July 7, the store fea-
tures several hundred thousand titles
in 16 main musical genres and more
than 1,000 sub-categories (Bill-
boardBulletin, July 8). Based on
sales from its traditional stores,
Barnes & Noble is highlighting clas-
sical music and is even touting a clas-
sical store on the music home page.
In addition to CDs, the classical
store will sell genre-specific DVDs,
videos, books, software, magazines,
cassettes, and sheet music.
“Classical does well in our brick-
and-mortar stores,” says Barnes &
Noble director of musie, video, and
software Daniel Blackman, “and it
makes sense to focus on that product,
but not at the exclusion of others.”

a

Recording Arts and Sciences, announced June 29 that the 42nd annual Gram-
my Awards will be held at Los Angeles’ newest arena, the $375 million down-
town STAPLES Center. Shown on hand for this annoucement, from left, are
Greene; Meredith Brooks, recording artist; Jimmy ‘Jam” Harris, producer; Quin-
cy Jones, composer, musician, and producer; John Mauceri, principal conduc-
tor of the Hollywood Bowl Orchestra; Dave Koz, recording artist; Deborah Cox,
recording artist; Richard J. Riordan, mayor of Los Angeles; Sisqo, recording
artist; and Bobby Goldwater, senior VP/GM of the STAPLES Center.

Ganada’s Song Gorp. Formed

BY LARRY LeBLANC
TORONTO—Allan Gregg and Jake
Gold, principals in Canada’s Oasis
Entertainment Inc., have formed an
umbrella company, Song Corp., to
encompass the recently launched
distributor (Billboard, July 3) and
other interests.

Song Corp. has signed agree-
ments in principle to acquire the
Attic Music Group, which is owned
by another Oasis principal, Alexan-
der Mair; and TMP—The Music
Publisher, owned by Alliance/At-
lantis and A&F Music Ltd.

According to Gregg, the compa-
nies will continue to operate in their
individual offices in Toronto but will
be consolidated into a single location
within 18 months.

Under the proposed deals, Mair
will receive an unspecified cash pay-
ment and shares in Song Corp. He
will also serve as senior VP of the
company and president of a record
division to be called Attic Records
Corp.

Alliance/Atlantis and A&F Music
Ltd. will receive Song Corp. shares.
Gregg will serve as Song Corp. CEO
and Gold as vice CEO.

Song Corp.’s publishing activities

will operate under the TMP name,
with Frank Davies remaining as
president. TMP’s catalog includes
copyrights by Dean McTaggart,
Eddie Schwartz, Jane Siberry, Mur-
ray McLauchlan, Ron Hynes, and
Byron Hill.

Song Corp. will also own the Attic
catalog and have controlling inter-
ests in the catalogs of the Tragically
Hip, the Watchmen, and Big Wreck,
bands managed by Gregg and Gold.

Oasis Entertainment Inc., which
is owned by Gregg and overseen by
Bill Ott as president, handles Cana-
dian distribution of Attic Records
Corp., Navarre Canada, and Page
Records, all in Toronto, and MaGa-
Da International Inc., based in Mon-
treal.

Attic Musie Group has had a tow-
ering presence in the Canadian mu-
sic industry for two decades. It was
co-founded in 1974 by Mair, a former
manager of Gordon Lightfoot’s
Early Morning Productions, and
Tom Williams, a former WEA Rec-
ords Canada executive who retired
in 1983.

Attic’s current domestic-artist
roster consists of Maestro, Jazmin,

(Continued on page 109)

Blackman adds that total sales of
classical music at Barnes & Noble’s
1,000 storefronts are higher than the
national retail average. Approximate-
ly one-fifth of its stores carry music.

Visitors to Barnes & Noble’s online
store can find classical titles either by
composer, performer, instrument,
conductor, historical period, or any
combination of these keywords. Data
for the site’s search feature are being
provided by All-Music Guide.

Opening-month

load the live track “Every Morning”
and purchase the group’s new album
“14:59” can keep the download per-
manently. If they do not purchase the
album, the track is erased after 15
days.

Barnes & Noble will also stream
audioclips of songs in a “listening
wall” feature located in each of the
main music category prompts.

Other features include a “funda-
mentals” guide for each genre, a top

100 Barnes & Noble

specials will feature
more than 200 classi-
cal and jazz boxed
sets at 30% off sug-
gested list until the
end of the July. The

Total classical
sales at Barnes

& Noble

best-sellers list, a Bill-
board best-sellers list,
and more than 50,000
reviews.

Blackman says that
the site experimented

site advertises a 30% with selling musie
everyday discount for e'x.:ceed the . and video last fall
hundreds of titles natzonal retail whenitsetup a holi-
throughout the store. day boutique offering

In addition to bar- average a few hundred music

gain pricing, Barnes

and video titles. “We

& Noble is offering a
free download of an
exclusive live version of Jewel's “Deep
Water” track in the Liquid Audio for-
mat. Blackman says that downloads
will be a regular feature of the site.

CDnow is doing a similar promo-
tion for fellow Atlantic Records artist
Sugar Ray. Consumers who down-

were very pleased
with the response,”
he says. “Clearly, our customers want
music, and now they have it.”

The company is continuing to eval-
uate adding an online video store, but
Blackman would not comment on
when it is expected to open.

EILEEN FITZPATRICK

Former PolyGram Exec To
set Up kdel Publishing Unit

BY MARK SOLOMONS

LONDON—E(del, the publicly quoted,
Hamburg-based German indepen-
dent, has handed to one of the in-
dustry’s most admired and re-
spected publishing executives the task
of ereating—from scratch—a global
music publishing operation.

David Hoeckman, until last Decem-
ber the CEO of PolyGram’s worldwide
publishing division, took up the newly
created post July 1, reporting to edel
founder/CEO Michael Haentjes (Bill-
boardBulletin, July 5). He has also
taken up a seat on edel’s board.

Currently based at edel’s offices in
London, Hockman is now looking for
new premises in the U.K. capital and
plans to soon start recruiting staff.

Edel says that it plans to generate
$50 million in revenue from the oper-
ation within three years and that
“usual music publishing industry mar-
gins should be achieved within five
years.”

The job facing Hockman mirrors
the one he took on in 1985 for Poly-
Gram following the sale of its Chap-
pell Music publishing operation to
Warner at the end of the previous
year. He was at the time working in
Chappell’s legal department and one
of the few employees of the division to
remain after the sale.

PolyGram’s then president, Jan
Timmer, charged Hockman with re-
establishing a publishing operation for
the company. Within 10 years, Hock-
man had created a publishing wing
that could claim to be the No. 3 play-
er globally after EMI Music Pub-
lishing and Warner/Chappell.

Hockman was one of the most
senior casualties of the Universal/

PolyGram merger last year—finding
himself without a post under the new
structure. The edel job came about, he
says, after an introduction to Haent-
jes at the beginning of 1999.

“I had no specific plans after Poly-
Gram,” Hockman says. “I wanted to
take stock. I spoke to all sorts of peo-
ple at all sorts of companies. I want-
ed to work with people I liked, and I'd
had enough of the corporate world. I
hadn’t dealt with Michael Haentjes,
but he was interested in setting up a
[publishing] operation, and several
people recommended that he talk to
me.”

In a statement July 2, Haentjes
says, “David is regarded as one of the
most capable managers in the music
industry. Since I first met him, I not
only wanted to work with him but
wanted him to join us and help me and
my colleagues in edel’s top manage-
ment to develop the company into a
significant player in the worldwide
music industry.”

Haentjes was traveling at press
time and could not be reached for fur-
ther comment.

Hockman’s appointment coincides
with edel’s acquisition of Copenhagen-
based Megasongs Publishing, as part
of its recent purchase of indie group
Mega Scandinavia (Billboard, July 3).
The unit holds several hundred copy-
rights, including hits recorded by Ace
Of Base, Backstreet Boys, 3T, Five,
Robyn, Jessica, and Leila K., and rep-
resents writers Jonas Berggren and
Herbie Critchlow, among others.

Hockman says he expects to work
closely with Megasongs president
Kjeld Wennick, who will report to

(Continued on page 109)
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BY DEBORAH EVANS PRICE
NASHVILLE—The Christian
music industry is celebrating
marked success both in record
stores and at concert venues.

“Contemporary Christian and
gospel music has been on a tremen-
dous growth curve,” says Gospel
Music Assn. president Frank Bree-
den, who also serves as executive
director of the Christian Music
Trade Assn. “In fact, if you go back
10 years, you won’t find a single
year where we've had a reversal in
sales.”

Several factors indicate Christian
music is continuing in a strong
growth mode. At the midyear mark,
sales of Christian music are up by

Ghristian Music Enjoys Growth

21% over the same period last year.

According to SoundScan, there
were 20,562,000 units of Christian
music sold from Jan. 1 to June 30,
compared with 16,950,000 during
the same time period last year. Dur-
ing the first six months of this year,
20 Christian albums sold more than
100,000 units, in comparison with 15
hitting that mark during the same
time period in 1998. Christian
record sales were split between
Christian outlets at 56% and main-
stream retailers at 44%.

Video sales are also up during the
first half of 1999. Christian videos
experienced a 29% growth spurt
above the same time frame last year.
Mainstream outlets tripled their

sales during the first six months of
1999, selling 165,000 units thus far
this year, as opposed to selling
55,000 units in the first half of 1998.

Christian video sales have been
spurred by the success of the “Veg-
gie Tales” children’s series and Bill
Gaither’s Southern gospel “Home-
coming” series.

Summer concerts are attracting
capacity crowds, best illustrated by
the more than 114,000 attendees at
Celebrate Freedom, a July 3 event
sponsored by radio station KLTY
Dallas. According to the Gospel
Musice Assn., the event is the largest
Christian musie concert on
record. Steven Curtis Chapman

(Continued on page 111)

UMI Marketing Unit Sets

BY PAUL SEXTON
LONDON—Everyone in the record
business wants his or her music to
travel. Wolf Urban, chief of the inter-
national strategic-marketing unit
that has now emerged from the Uni-
versal/PolyGram fusion, is deter-
mined that his division’s repertoire
will make the journey harmoniously,
and often.

London-based Urban heads all
areas of strategic marketing for Uni-
versal Music International (UMI),
which operates in the world outside
North America. On July 6, he dis-
closed the shape and broad-brush
strategies of his division, which is

dubbed UMS3 (BillboardBulletin,
July 7).

In particular, he says, he wants to
harmonize the company’s catalog
and front-line operations and effec-
tively double the proportion of the
now-vast Universal archive available
to consumers.

Urban, a senior VP at UMI, has
dedicated strategic-marketing units
in 35 countries, with a staff of about
110, who report to the managing
directors of the local UMI affiliates.
He declines to reveal UM3'’s world-
wide sales and profit targets for the
financial year that began July 1, but
the equivalent division in pre-merg-

Morphine Leader Mark

aandman, 46,

BY CHRIS MORRIS

LOS ANGELES—Mark Sandman,
the late leader of the Boston trio
Morphine, favored economy in all
things, and that sensibility brought
uncommon rigor to his band’s out-of-
the-ordinary sound.

Sandman, 46, collapsed and died
during a July 4 Morphine perfor-
mance at the Giardini
del Principe in Palestri-
na, Italy, near Rome.
According to a spokes-
woman for the band,
Sandman suffered a
heart attack. No autop-
sy is planned.

Sandman, who played
a conventional four-
string bass during his
1986-91 tenure with the
Boston band Treat Her
Right, began playing a unique two-
stringed axe with a slide after he
formed Morphine. In a 1995 inter-
view with Billboard, he said that he
was inspired by Middle Eastern and
African instrumentalists: “It sud-
denly just sort of dawned on me that
every string has every note.”

In another Billboard interview in
1997, he discussed his pared-down
lyric writing, which was plainly
inspired by the lean style of hard-

SANDMAN

Remembered

boiled novelists like Jim Thompson
and Raymond Chandler, whom Sand-
man admired.

“I try to reduce the words to the
heart of the matter and let the music
do the talking,” said Sandman. “If 1
could get it down to one [word], I'd
feel accomplished.”

“He was a visionary,” says Lenny
Waronker, chief execu-
tive at DreamWorks
Records, which co-
released Morphine’s
last studio album. “He
invented a sound that
was unique. He was
one of a kind; he was
uncompromising. It
might be a cliché to
call someone the real
thing, because too
many say that these
days, but in his case it’s the truth. He
was truly the real deal.”

Sandman first gained attention in
Treat Her Right, a bluesy Boston
combo led by singer/guitarist David
Champagne. The group, which
recorded two albums for RCA and one
for Cambridge, Mass.-based indie
Rounder Records, introduced Sand-
man’s husky singing and skewed writ-
ing approach to a national audience.

(Continued on page 17)

er UMI at one point accounted for a
third of the company’s revenue.

Urban reports to UMI chair-
man/CEO Jorgen Larsen. He and
UM3 will work closely with their
North American equivalent, Univer-
sal Music Enterprises, which is
helmed by Los Angeles-based Bruce
Resnikoff. UM3 will be a “service
center,” in Urban’s words, its name
inspired by the three strands that
make up its operation:

 Catalog marketing of (general-
ly pop) repertoire that has been out
at least 18 months, headed by VP
Julian Huntly;

e Commercial and consumer mar-
keting, including all forms of direct-
to-consumer sales and distribution
through nontraditional channels,
under VP Linda Greenhalgh;

e TV merchandising, covering all
albums and compilations (except new
releases) promoted by TV advertis-
ing or other above-the-line methods,
under VP Alain Veille.

The key to its success, says Urban,
will be UM3’s avowed intention to
work hand in hand with Universal’s
front-line marketing departments
around the world.

“Before, the catalog was taken
care of by the individual labels,” he
says, “so no cross-label ideas could
travel. Now, all the profit [from a suc-
cessful reissue or compilation] goes
back to the label. That’s the biggest
change. In the past, all strategic
marketing [departments] had to
quarrel with the labels about who
was making the profit. But I get my
salary wherever it goes, so when Jor-
gen asked me to do this job, my first
plea was that the [revenue] had to go
to the label.”

Urban has had firsthand experi-
ence with infighting over catalog
spoils within a major record compa-
ny. Before being appointed to his
current post this past February, he
was at PolyMedia, the secondary
exploitation division of PolyGram
Germany.

“PolyMedia was bigger than the
other [German PolyGram] labels,
and absolutely there was ill feeling,”
he says. “But with this decision, the
outcome is that a lot of front-line
presidents will be guests at the first

(Continued on page 111)

a0ny Promotes Tech Ghief

Label Fixture Fred Ehrlich Moves Up

BY PAUL VERNA

NEW YORK—Fred Ehrlich, a veter-
an of CBS Records/Columbia Records
and a trailblazer in Sony Music’s
thrust into new technologies, has been
promoted to president of new tech-
nology and business development for
Sony Music Entertainment. He
reports to Mel Ilberman, chairman of
Sony Music International.

The New York-based Ehrlich was
most recently senior VP/GM of new
technology and business develop-
ment, a post he
assumed in 1994 after
serving as VP/GM of
Sony’s Columbia Rec-
ords.

Sony Music Enter-
tainment chairman/
CEO Thomas Mottola
said in a statement,
“Fred’s grasp and
understanding of new
and emerging tech-
nologies have made him a key asset
for Sony Music, and one of our indus-
try’s most respected and admired
executives. As the chief architect of
Sony Music’s overall Internet strat-
egy, his vision and planning have
established this company as a leader
in the world of new media.”

Ehrlich says his promotion “rec-
ognizes that the new technology area
is becoming more and more a part of
the core of our everyday business.”

Since joining Sony’s New Tech-
nologies and Business Development
unit, Ehrlich has overseen a wide
range of initiatives, ranging from the
introduction of the enhanced CD to
the launch of Sony Music Online.

More recently, Ehrlich oversaw
Sony’s strategic investments in such
new media companies as Acuity,
OnRadio, Spinner.com, Launch
Media, and Digital On-Demand. He
also spearheaded the acquisition of
InfoBeat, an E-mail newsletter ser-
vice that boasts more than 2 million
registered users, according to the
Sony statement.

In addition, Ehrlich led Sony’s ini-
tial foray into digital distribution
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SWIDLER FELDMAN

RECORD COMPANIES. Julie Swidler
is appointed senior VP of business
and legal affairs for Arista Records
in New York. She was senior VP of
business and legal affairs at Mer-
cury Records.

Mark Feldman is promoted to
senior director of marketing for
Legacy Recordings in New York.
He was associate director of mar-
keting.

Gary Spivack is named VP of
alternative and rock promotion for
Capitol Records in New York. He
was VP of alternative promotion for

EHRLICH

through an agreement with Micro-
soft Corp. to use that company’s Win-
dows Media Technologies 4.0 to
stream audio and video content, as
well as to download singles directly
into consumers’ homes.

Ehrlich was also instrumental in
the Madison Project, a trial of IBM’s
system for digital downloading being
conducted in conjunction with the
five music majors.

Internally, Ehrlich has worked
closely with Sony Music’s various
labels and its Colum-
bia House record club
to assist them with
their online activities,
according to the
statement.

Reflecting on the
past five years—a
period of steep
growth in the new-
technology arena—
Ehrlich says, “When
I left Columbia in 1994 to head up
this department, generally people
had no idea of what its function would
be. There were a limited number of
people who even had computer
knowledge, and there was a limited
amount of knowledge from the
artists on Internet-based technolo-
gies. But now, you can see the growth
of the knowledge base with the label
personnel, as well as artists.”

Ehrlich is a 17-year veteran of
Sony Musie, formerly CBS Records.
He joined CBS in 1982 as a college
marketing representative and subse-
quently held the posts of director of
college marketing and director of
special products. In the late ’80s,
Ehrlich was named director of plan-
ning and administration for CBS’
Columbia Records, and in 1991 he
was promoted to VP/GM of the
label—a position he retained until
1994.

Ehrlich declines to comment on
Sony Music’s upcoming new-technol-
ogy activities. However, sources say
the ecompany is planning to set up its
own Internet portal and acquire
another E-mail service.

TURNTABLE

SPIVACK KRUPIT

Atlantic Records.

RELATED FIELDS. Joseph A. Ripp is
appointed executive VP/CFO of
Time Warner Inc. in New York. He
was VP/CFO/treasurer.

Frank Krupit is promoted to
assistant VP of operations analysis
and information at BMI in New
York. He was senior director.

Geary Tanner is named director
of operations and consulting ser-
vices for Jeff McClusky and Asso-
ciates in Chicago. He was head of
promotion at Pioneer Music.
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BY LARRY FLICK

NEW YORK—With her sophomore
recording, “For The Love Of Love,”
Ann Klein is aiming to prove that an
artist no longer needs a major label
to reach a mass audience.

Instead, the unsigned New Yorker
has inked a deal with the New York-
based Hacate Entertainment Group,
an administrative publishing compa-
ny that finances CDs for some of its
writers and even assists in securing
distribution in the U.S. and abroad.

“Our objective is not to function
like a record company. Rather, we try
to provide a link between artists and
the rest of the world—and that can
includes a wide range of things,” says
president Sarah-Chandiera, who
adds that the artists own the masters
of their recordings. Hacate reserves
licensing rights. “This creates a com-
fortable partnership between us and
the artist. Ultimately, we want an
artist like Ann to have the final say
over her music.”

Klein views her agreement with
Hacate as a “fine way to get my
music out there at a time when the
industry is so up-and-down. Yes,
there are minor budget constraints,
but I'm also enjoying the freedom
that this situation provides.”

Hacate has secured a deal with the
Durham, N.C.-based Lady Slipper
Music Distribution to have Klein’s
“For The Love Of Love” in stateside
stores Tuesday (13). The company is
still in negotiation with several U.K.
and European distributors.

Hacate is also getting actively
involved in the marketing of the pro-
Jject. Sarah-Chandiera says the com-
pany has already done an extensive
press and college-radio mailing and
will soon begin a campaign to place
Klein tunes on TV and film sound-
tracks.

“Her music is a natural for this

area,” she adds. “It has such rich tex-
ture and visual lyrics. Hopefully, all
of this will add up to breaking Ann
out as the major artist she deserves
to be. We just need to be consistent
and persistent in our efforts.”

Some indie-level retailers applaud

KLEIN

Hacate's grass-roots approach to
breaking Klein. “If it can happen for
Ani DiFranco, it can certainly hap-
pen for Ann Klein,” says Marlon
Creaton, manager of Record
Kitchen, a shop in San Francisco.
“She seems to have a similar energy.
Still, the market is so crowded with
rock-oriented female artists right
now. The challenge will be convine-
ing kids that they should take a
chance on another in a long line of
relative unknowns.”

Klein is up to that challenge. “I

Ann Kiein Takes A New Indie Route

New York Artist’s Deal With Pub. Go. Hacate Sidesteps Label

think the material on this album
stands out,” she says. “It’s accessible
without being overly derivative. I'm
extremely proud of how [the album]
came out.”

Over the past few years, Klein has
developed an ardent cult following for
a sound that is, by
turns, reminiscent
of “Easter”-era
Patti Smith and
early R.E.M. “For
The Love Of Love”
shows Klein es-
chewing the noisy,
guitar-focused
sound of her 1997
self-made debut,
“Driving You In-
sane” (Billboard, Nov. 16, 1996), in
favor of a more traditionally song-ori-
ented and often introspective stance.

“I still love exploring all of the
sounds and emotions you can get
from the guitar, but I want this album
to be more lyrical,” Klein says.

Klein is looking forward to getting
back on the road to support “For The
Love Of Love.” A fixture on the New
York club scene, the self-managed and
self-booked artist says she is “never
happier” than when she’s onstage.

“I've gotten a chance to get a taste
of what it’s like to play to both large
and small audiences,” she says, not-
ing that she toured extensively
behind “Driving You Insane.” She
darted from club dates to playing a
series of open-air festivals in Austria,
Germany, and Italy. “Being onstage
is truly addictive.”

When she’s not gigging in support
of her own material, Klein will occa-
sionally play guitar with several other
acts, including Joan Osborne and PM.
Dawn.

The artist plans to spend the
remainder of the summer playing
club gigs throughout the U.S.

opeech’s TVT Debut Set
Aims To Greate “Hoopla

BY GAIL MITCHELL

LOS ANGELES—Speech’s new
TVT Records album, “Hoopla,” rep-
resents a series of firsts for the
founder of Grammy-
winning rap group
Arrested Develop-
ment.

The Aug. 3 release
is his first for TVT and
also his first U.S. re-
lease since his 1996
self-titled solo debut
on Chrysalis/EMI.

The new projeet also
finds him working
more extensively with a live band
and using strings for the first time.
And the album’s impending release
was preceded by the first Arrested
Development concert in five years.

SPEECH

“It was awesome,” says Speech

(born Todd Thomas) of the Atlanta
performance. “I was a little worried
because it had been so long. Now

we're planning on re-
~ cording as well.”
But now that he’s no
&y longer “locked up in a
® weird contractual ar-
rangement” with EMI
that kept him from
releasing music in the
1 u.s., Speech is focus-
sl i ing primarily on the
hoopla he hopes
“Hoopla” will create
here.
The album initially made noise last

year in Asia when Toshiba-EMI
released it as “1998 Hoopla.” That

(Continued on page 18)

The Next Mr. Bass Man?

Columbia’s Bona Mixes Jazz, Global Sounds

BY BRADLEY BAMBARGER

NEW YORK—According to the
buzz in jazz circles, Richard Bona
is the hottest electric bass player
since Jaco Pastcrius—and the first
since that past master with the
potential for solo stardom. Yet

- COLUMBIA |

Bona is at heart a worldly musician;
that is, his music is of a world that
includes jazz but also Western pop,
salsa, and the sounds of his native
West Africa.

A 31-year-old New Yorker by
way of Paris and Douala, Cam-
eroon, Bona chose to make a per-
sonal, roots-oriented album for his
solo Columbia debut, one that es-
chews bass pyrotechnics in favor of

a slow-burn showcase for his
singing and songwriting. Due in
the U.S. Aug. 24, “Scenes From My
Life” traces Bona’s story in mel-
lifluous style, drawn from his glob-
al influences and delivered in an

uncommonly sweet-toned voice.
Singing these
rhythmic lullabies
mostly in his
native tongue of
Douala, Bona tells
tales of coming of
age in Africa, of
his rite of passage
in Paris, and of his
new life in Ameri-
ca—the one song in English was
written for his infant son, who was
born in New York. When he was a
boy, Bona was obsessed by music,
(Continued on page 17)

BONA

Amite

(pronounced Sam-ee-tay)

stars Yo share

Includes guest perfoarmances by
WILL ACKERMAN
PATTI CATHCART (Tuck & Patti)
MICHAEL MANRING

and more

The Sound Of Peace Captured by

~ KALIMBA, TRUMPET, DRUMS, FLUTE, GUITAR, PIANO, andVOICE

© 1999 Windham Hill Records, a unit of the windham hill group
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tlektra’s Vitamin G Gives Pop A Twist

Ex-Eve’s Plum Singer Adds Visual Flair

BY CARRIE BELL

LOS ANGELES—On her self-
titled Elektra debut, due world-
wide Aug. 24, Vitamin C serves up
the daily recommended allowance
of dance-flavored alterna-pop
music.

“I wanted my new project to en-
compass all the areas I am inter-
ested in—from dancing to singing
to live performance,” says Vita-
min C, also known as Colleen
Fitzpatrick and the former front
woman of Eve’s Plum, a rock-lean-
ing band that recorded two
albums for Epie/550 Music. “My
last band didn’t allow me to do
that, so going solo was necessary
and very satisfying—and it made
the creative process very chal-
lenging. I pushed myself in all
new directions.”

According to Vitamin C, she
wanted those directions to be pos-
itive and inspiring. It started with
the name, which she feels is
“familiar and ambiguous, as in
you're not sure whether it is a girl
or a group, a raver or a rapper.”
Her moniker enhanced with a
carefully conceived image that

i i

i

7

4

VITAMIN C

includes colorful clothes, bright
yellow hair, and flashy makeup.
It’s continued with the notably
upbeat and vibrant eponymous
album and a radio-ready single
called “Smile.”

“Tt wasn’t contrived, but I am a
big believer in that sort of civie-
minded duty to help make the
world a better place,” says the
artist, who appeared in the 1988
John Waters film “Hairspray.” “I
sat down with the ‘Smile’ track
and was trying to come up with
the right lyric for a long time. It’s
fun. The day I wrote it, I was feel-

Judas Priest/Two’s Halford
Is Making The Most Of MP3

BY BRYAN REESMAN
NEW YORK—While the industry
continues to debate the value and
hindrance factor of MP3, artists like
Rob Halford view it as an opportu-
nity to directly connect with fans
and expose new material.

The former Judas Priest seream-
er and current Two front man’s Web

HALFORD

site (www.two-online.com) not only
provides standard items like news,
photos, and a bulletin board, but it
also offers free music for fans.
Among the tracks available is Two’s
new seven-plus-minute tune “Silent
Sereams,” a dramatic metal epic.
Other downloadable MP3s include
Halford’s 1992 solo track “Light
Comes Out Of Black” (featured on
the “Buffy The Vampire Slayer”
motion picture soundtrack) and pre-
Trent Reznor mixes of five tracks
from Two’s 1998 Nothing/Interscope
debut, “Voyeurs.” The Real Audio
streams available on the site include
all of the above songs plus two unre-
leased songs from the “Voyeurs” ses-
sions; two rare tracks by another for-
mer Halford band, Fight; a
recording of Two live on “Rockline”;

and two Judas Priest concerts {rom
1981 and 1988.

All material will be available
online by mid-July.

Given the availability of these free-
bies, the issue of piracy is inevitable.
“We ran into a scenario where a fan
transferred some of our files onto a
CD format and attempted to auction
the CDs off at $30 each,” says Hal-
ford’s manager, John Baxter. “We
were able to shut him down with the
assistance of [online auction site]
eBay, recognizing that this is copy-
righted intellectual material. As long
as you're vigilant, [you] can do some-
thing about it. But atter eBay, you
really don’t know if those CDs aren’t
going to turn up in a used CD shop.”

Even then, Baxter says, he does
not think that fans are out to steal
the music, for correspondence
received through the site indicates a
demand for material in professional
CD format.

Halford and Baxter have further
plans for the site. “We view that Web
page as being a huge database of
information,” says Baxter, adding
that the site will soon offer photos
and articles dating back to 1978.

The site is one way in which Bax-
ter and Halford are trying to jump-
start consumer interest in the artist.
Two recently left Nothing/Inter-
scope and plans to announce a new
label home shortly. The act remains
signed with Warner Bros./EastWest
in the U.K. and Europe. A new
album is planned for retail release in
spring 2000, with a tour to follow.

To Dance-Flavored Tracks

ing a little down about how my
last band broke up, and I was
going through changes. I needed
a pick-me-up.”

Apparently, many radio listen-
ers do too, as the single is gaining
top 40 radio ground in markets
like Salt Lake City, San Diego,
Miami, and Boston. The CD sin-
gle, CD maxi-single (both
enhanced with five minutes of
footage from the videoclip sup-

porting “Smile”), and the cassette

(Continued on page 16)

Central Schmoozing. Heavenly/Arista artist Beth Orton was all smiles after
recently playing to a sold-out audience at Roseland in New York. She is trekking
the U.S. in promotion of her critically lauded disc “Central Reservation.” Shown,
from left, are Charles Goldstuck, executive VP/GM of Arista; Clive Davis, presi-
dent of Arista; Orton; and Jeff Barret, owner/founder of Heavenly.

IS Marketing Music To Kids Such A Bad
Thing? And Is This A Low Point for Singles?

A MARKETABLE SKILL: The other day a
publicist and I were discussing the musical idols
of our youth. She was recalling writing fan let-
ters to her fave when she stopped her happy
reverie and her tone changed to one of displea-
sure. “Years later,” she said, “I got really mad
because I realized I had been marketed to.
Doesn’t that make you mad?” I quickly
answered no.

But later her comments came back to me. Did
I like Donny Osmond, Bobby Sherman, David
Cassidy, and, later, Rick
Springfield because they

their word or music eraft.

T'd go so far as to say that for a pop music lover,
it’s heen a pretty fun six months. I’ve had a blast
turning up the knob every time “No Scrubs” by
TLC or Ricky Martin’s “Livin’ La Vida Loca”
came on, not to mention Madonna’s “Beautiful
Stranger” or my favorite single of the year so far,
Robbie Williams’ “Millennium.” I often found
myself tearing up when Dixie Chicks’ “You Were
Mine” came on the country station or ruefully
singing along to Fastball’s “Out Of My Head.”

And don’t get me started on
_ Def Leppard’s “Promises.”

made the music my childhood
self liked, or was it simply that
they were the only acts being
marketed to me and were,
therefore, my only options
because 1 wasn’t in a position
to seek out music myself?

are absolutely horrible on the
radio, but that has always
been the case. It's also a
legitimate concern that the
record labels are so con-
cerned with the quick hit that

m Yes, there are songs that

The only conclusion I could
come to wus yes, I was being
marketed to, and yes, I did
like the music, in part,
because I didn’t know my alternatives.

But was that such a bad thing? Should I blame
the record labels for pushing Donny down my
throat instead of Sanjay (those in the know will
remember this Indian-American cutie)?

I don’t think so; in fact, I feel like I owe them
a debt of gratitude. As I got older, I was cer-
tainly still susceptible to what was being mar-
keted to me, but I became more aware of my
options and where to go to learn about musie
that might not be the record label’s priority. If
I'd never been the target of that original mar-
keting, I might never have become the music fan
that I did.

ARE WE LISTENING TO THE SAME STA-
TIONS: In a July 3 Los Angeles Times article,
pop musie critic Robert Hilburn asked, “Has it
ever been this bad?” regarding the current sin-
gles market. Instead of listing his top 10 singles
of the first half of 1999 as he usually does, he
lists his bottom 10 because he believes there
“has never been a six-month period as devoid of
memorable singles.”

Well, I beg to disagree. To twist another
famous writer’s words, it’s neither the best of
times nor the worst of times. It's a great time
for records and a not so great time for songs—
the distinction being that much of what is com-
ing out of the radio speakers sounds great and
is produced very well; however, few of the songs
themselves are tremendously memorable for

by Melinda Newman

they’re no longer cultivating
career artists, but to say this
is one of musie’s darkest peri-
ods, I don’t believe it for a
minute.

AND NOW A WORD FROM OUR SPONSOR:
I’'m watching television the other day and see
consecutive commercials for Nissan Maxima
using the Who’s “Won’t Get Fooled Again”; for
Gateway, with the Who's “Who Are You”; for
supporting Olympic athletes, with Aerosmith’s
“Sweet Emotion” (sponsored by United Auto
Workers and General Motors); and another car
commercial, with Lenny Kravitz's “Fly Away.”

The commercials using the Who and Aero-
smith worked just as Madison Avenue wanted
them to: The music reeled me in and I watched
until I could figure out what they were pushing.
Not the Kravitz ad. I was appalled that a song
that is still in current rotation in many radio sta-
tions was already being used to shill something.

Since when has the shelf life between hit and
ad been reduced to a nanosecond? Is a song ripe
for the picking the minute it’s identifiable to the
masses? What's going to happen next? Artists
writing songs for commercials and then those
songs being released as singles? That happened
twice in the ’70s, with the Carpenters’ “We’ve
Only Just Begun,” which started as a bank com-
mercial, and the New Seekers’ “I’d Like To Teach
The World To Sing,” which was a Coca-Cola ad.

I've always maintained that songwriters have
the right to do whatever they please with their
copyrights, but this just reeks of greed. When
it too much enough?

12

WwWWW.americanradiohistorv.com

BILLBOARD JULY 17, 1999



www.americanradiohistory.com

LOEB&LOEBLLP

LOS ANGELES
NEW YORK
NASHVILLE
TOKYO
ROME

FROMATO YK,

THE MEDIA LAW FIRM
FOR THE MILLENNIUM
AND BEYOND.

Advertising

Civil Rights
Commercial Lending
Constitutional Law
Copyright
Corporate

Corporate Defense
Digital Entertainment
Direct Marketing
Distribution
E-commerce
Environmental
Finance

Franchising
Healthcare

High Technology
Insolvency
Intellectual Property
Internet

Joint Ventures

Labor and Employment
Land Use

Licensing

Litigation
Management
Merchandising
Mergers and Acquisitions
Motion Pictures
Multimedia

Music

Patents

Production
Professional Liability
Professional Sports
Promotions

Public Relations
Publishing

Publicity

Real Estate

R estructurings

Rights of Privacy and Securities

Structured Finance
Talent

Tax

Telemarketing
Television

Theatre
Trademark

Trusts and Estates
Venture Capital
White Collar Crime
‘Workouts

Y2K

wwWwW americanradiohistorv com

For further information contact

Betidyn Tursi 212.407.4987
email: etursi@ loeb.com
Internet: www. loeb.com


www.americanradiohistory.com

Artists & Music

L7 Returns To Indie Roots On Wax Tadpole/Bong Load’s ‘Stap-Happy’

BY CARLA HAY

NEW YORK—ATfter nearly 15 years
of pounding out heavy alternative
rock, L7 has come full circle. In the
the late "80s, the Los Angeles-based
band started recording on indepen-
dent labels (Epitaph and Sub Pop),
then in the early '90s it signed with a
major label (Slash/Reprise). L7 part-
ed ways with Slash/Reprise in the
late '90s, and now the act is back on
the indie route again.

This time, though, L7 is in more con-
trol: It is managing itself and has
formed its own independent label, Wax
Tadpole Records, which has signed a
Jjoint-venture deal with Bong Load
Records. The first release on Wax

Tadpole/Bong Load will be L7’s next
album, “Slap-Happy,” due Aug. 24.

Besides changing labels, L7 has
gone through a few lineup changes in
recent years, most notably the depar-
ture of founder/bass player Jennifer
Finch, who quit in 1996. Finch was
replaced by Gail Greenwood, but she
also parted ways with the band before
the recording of “Slap-Happy.”

L7’s current lineup is guitarist/
vocalist Donita Sparks, guitarist/
vocalist Suzi Gardner, and drummer
Dee Plakas. The group has added
bassist Janis Tanaka (formerly of the
San Francisco band Stone Fox) as
part of the touring group.

Explaining why Greenwood left,

L7

Sparks says, “Gail’s based on the East
Coast, and we really needed a West
Coast bass player. It's difficult for us to
function as a band when one of the
members lives so far away. We had a
great time with her in the band, but we

top is to hit the
road. And no

entertainer

features, Motor Coach Industries
deliver outstanding comfort and
style. In fact, there’s ample room
for luxury as well as
2 for luggage. With
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all felt it was time for her to move on.
She felt the same way about leaving.”

“Slap-Happy” features tracks that
many would expect from L7, such as
“Crackpot Baby,” “War With You,”
and “Lackey.” But there’s also a sig-
nificant hip-hop influence, as evi-
denced on the song “Freeway.”

Sparks notes, “We're into all kinds
of music, but I listen to very little
rock, actually. Our approach was to
pretty much do what we’ve always
done, but we're not concerned with
sticking with a particular style.
There’s diversity in our songwriting.”

(L7’s songs are published by Sea
Sloth Music/Zomba Music Publishing,
BMI.)

The band actually returned to the
indie world with the release of its live
1998 album, “L7: Omaha To Osaka,”
on Man’s Ruin Records. “Slap-
Happy” marks L7’s first studio album

Sparks explains, “We left the indie
world years ago because of shitty dis-
tribution. Then we were on major
labels where we had great distribu-
tion—but major labels are kind of
restrictive in how much you release
and how often you release it. Distrib-
ution is the thing I'm keeping my eye
on the most with the Bong Load deal.
There’s nothing more painful to tour
for a record and the fans not being
able to find your record in stores.”

Bong Load co-founder Tom Roth-
rock tells how the deal with L7’s Wax
Tadpole Records came to fruition. “A
mutual friend put us in touch with
each other;,” he says. “Rob [Schnapf,
Bong Load’s other co-founder] and I
had been longtime L7 fans, so it was
great for us to work with the band.
It’s very exciting to wateh L7 doing
what they do and experiment with
their sound on this new album.”

release since going indie again. (Continued on page 36)
i BOXSCORE
SRR IANKCIE I . 107 10 CONCERT GROSSES
Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s} Capacity Promoter
DAVE MATTHEWS BAND Alpine Valley Music ~ June 26- 27 » $2,147,033 £9.587 Tinley Park Jam Corp.
IGUANAS Theatre $39.50/$28.50 two
East Troy. Wis. seliouts
OZZFEST 99: BLACK Alpine Valley Music ~ July 3 $1.032.130 29,809 Tiniey Park Jam Corp.
SABBATH, ROB ZOMBIE, Theatre $50/$30 sellout
DEFTONES, SLAYER, East Troy, Wis.
PRIMUS, GODSMACK,
SYSTEM OF A BOWN
OZZFEST 99: BLACK World Music Theatre  July 5 $720,190 18,301 Tintey Park Jam Corp.
SABBATH, ROB ZOMBIE, Tinley Park, III. $50/830 20,000
DEFTONES, SLAYER,
PRIMUS, GODSMACK.
SYSTEM OF A DOWN
BOB DYLAN Canterbury Park July 2 $677,450 15,940 Jam Prods
PAUL SIMOK Shakopee, Minn. $42.50 setlout
BODEANS
BOB DYLAN Bayfront Festival Park July 3 $648,200 16,205 Jam Prods.
PAUL SIMON Duluth, Minn. $46 18,000
BODEANS
SHANIA TWAIN General Motors Place  June 28 $616,615 17,682 Universal Concerts
LEAHY Vancouver, B.C. ($906,121 Canadian}  seliout Canada
$37.77/330.96
BOB DYLAN Coors Amphitheatre  June 25 $480,652 9,037 Universal Concerts
PAUL SIMON Chula Vista, Calif. $85.35/$65.35/ 19,442
$55.35/$30.35
JOHN MELLENCAMP Blossom Music June 23 $463,810 15,205 Universal Concerts
SON VOLY Center $46/824 15,618
Cuyahoga Falls, Ohio
ALLMAN BROTHERS BAND Biockbuster Pavilion  july 3 $358.270 14,567 Celtar Door
HOT TUNA Charlotte, N.C. $37.75/818.75 16.283
JUPIYER COYOTE
ALLMAN BROTHERS BAKD Meadows Music June 27 $285,612 11124 Delsener/Stater
CURTIS STIGERS Theatre $41.75/$23.25 23,5712 Enterprises
Hartford, Cong.
Copyrighted and compiled by Amusement Business, a publication of Billboard Music Group.
Boxscores should be submitted to: Bob Allen, Nashville. Phone: 615-321-9171.
Fax: 615-321-0878. For research information and pricing, call Bob Allen, 615-321-9171.
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Doyle Bramhall Mixes Guitar SIIII!IS And Ballads On DGC’s Jdellycream’

BY JIM BESSMAN

NEW YORK—Doyle Bramhall II's
RCA debut, “Jellycream,” synthe-
sizes the strengths of his 1992
DGC recording debut “Arc An-
gels”—a band effort that also fea-
tured fellow Texas guitar ace
Charlie Sexton—and the epony-
mous solo debut that Geffen issued
in 1996.

“This record has a bit of every-
thing I've ever done,” says Bram-
hall of the “more focused” “Jelly-
cream,” due Aug. 24 under the
shortened artist nume Bramhall.
“I wanted to make a rock record
but keep what I did with the last
album—which was darker and
with a lot of layered vocals. I was
doing more with my voice than the
guitar then, and this time [ wanted
a balance between my voice and
guitar playing—and both are
equally prevalent.”

The new album should appeal to
both Arc Angels fans as well as
those who liked the first solo disc,
adds Bramhall, who grew up
watching his father Doyle Bram-
hall drum behind Stevie Ray and
Jimmie Vaughan and joined Jim-
mie Vaughan’s Fabulous Thunder-
birds when he was 8.

“It’s like everything came
together for this record, as op-

posed to the last one, when I want-
ed to get as far away from what I
did with Arc Angels as possible,”
says Bramhall.

“I was really proud of my songs
and sick of them not coming
through because people wanted to
hear so much guitar,” he continues.
“So, T went in the complete oppo-
site direction with more song-ori-
ented vocal stuff. Since then, I've
come to embrace every aspect of
what I do and tried to get all of it
down on tape.”

Bramhall had actually reached
the point where he felt that “the
guitar was my enemy,” he says. “I
was really angry for a long time
because I was told I can’t be any-
thing but a guitar player, which
made me want to rebel. But then I
started playing guitar gigs again
in Texas and fell in love with it
again, and I rethought everything
in order to pull all the pieces
together.”

Assisting in this regard was
Tchad Blake, who produced “Jelly-
cream” after being suggested by
Wendy Melvoin—one half of the
duo Wendy & Lisa and the sister of
Bramhall’s wife, Susannah Mel-
voin. Blake had previously pro-
duced Wendy & Lisa and is credit-
ed by Brambhall for his new album’s

BRAMHALL

title.

“I wish it had a deep meaning,
but we were just throwing titles
around, and finally I said, ‘Jelly-
cream’ and Tchad said, “That’s
it!’ ” says Bramhall, whose songs
are published by Bug Music
(BMI). “Some people think there’s
a sexual innuendo to it, but I was
thinking of a jelly cream donut
with all the stuff inside that’s real-
ly great.”

“Jellycream” contains songs that
Bramhall co-wrote with Sexton,
Wendy & Lisa, and Susannah
Melvoin, all of whom also con-
tribute instrumentally. “There’s a
lot of straight-ahead, hard-driving,
rip-snorting guitar songs but also
soulful, mournful ballads—with a
couple of things with the potential

to move into different formats,”
says RCA marketing VP Hugh
Surratt.

The first radio single, “I Wanna
Be,” has just shipped to main-
stream rock and triple-A stations.
Other likely focus track candidates
are “Marry You,” “Snake Charm-
er,” and “Day Come Down.”

Surratt points to “imaging” as a
primary thrust of the Bramhall
marketing effort.

“He’s a young, good-looking
guy who grew up on Stevie Ray
Vaughan’s knee learning to play
guitar and will attract a lot of
interest from all mid-20s demos,”
says Surratt. “The guitar maga-
zines are already champing at the
bit, and he’ll be out there per-
forming with his own band and
doing other things to reacquaint
him with his eore formats and
Arc Angels fans.”

In May, Bramhall showcased in
New York before radio program-
mers and retailers and at Catalina
Island in California as part of a
promotional association with Fend-
er guitars. Also that month, he re-
joined Are Angels for six reunion
dates in Texas.

In July and August, Bramhall—
who is managed by W. Manage-
ment’s Scooter Weintraub and Pam

Wertheimer and booked by Chip
Hooper at Monterey Peninsula—
will tour as Roger Waters’ guitarist
before heading out for his own
dates.

“If it was anybody else, I
wouldn’t do it, because I want to
tour behind my own music,” says
Bramhall. “But you only get one
chance to go out with someone like
Roger Waters, and when I listen to
Pink Floyd songs on the radio I
hear an affinity in the way we both
construct ballads.”

During the Waters tour, RCA
will still send Bramhall to local
radio stations and retail to pro-
mote the project. Surratt says
Bramhall’s work ethic demands it.

“Doyle’s a guy who turns the
tables on the promotional field
staff,” says Surratt, who previous-
ly worked with Bramhall and the
Arc Angels while at DGC. “He’s in
the lobby at 6 a.m., waiting for the
promo guy.”

Folks who encounter Bramhall
appreciate his energy. “He’s an ac-
cessible guy, and that makes him
highly attractive to everyone—in-
side the industry and out,” says
Maggie Thornton, manager of
Maxi Musie, an indie outlet in Dur-
ham, N.C. “That’ll help as he’s pro-
moting this record.”
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ELEKTRA’S VITAMIN C

(Continued from page 12)

single were commercially
released June 29, while the 12-
inch hit retail on June 8.

“We were looking for something
with more tempo and a summer-
time feel to it. This was it,” says
Adam Cook, operations manager
at WXXL Orlando, Fla. “Listen-
ers really like the reggae touch in
the chorus. It goes with our warm
weather season—and it is hip and
cool. Plus, top 40 needs a little
variety.”

In addition to soliciting airplay,
Elektra intends to do everything
in its power to convince con-
sumers that a healthy dose of Vit-
amin C does a body good.

“When you have such a focused
artist with such a clear-cut image,
it is very easy to build a market-
ing plan,” says Dane Venable,
senior director of marketing at
Elektra. “She is very visual, and a
lot of her appeal is in her looks,
dancing, clothing style, and per-
sona. We had a lot to work with.
We wanted a lot of time between
initially introducing her and the
single—which was around April—
and the album release.”

The five-month period gave Vit-
amin C time to film a video (which
has already been added to both
MTYV and the Box), take an exten-

sive promotional U.S. tour during
May and June, and perform at
numerous radio shows.

The label also used this time to
organize a Seventeen magazine
tie-in. She will be spotlighted in
the publication in return for per-
forming at three of its summer

‘Going solo was
necessary and very
satisfying—it made
the creative process

very challenging.
I pushed myself in
all new directions’

- VITAMIN C -

events in Miami, New York, and
Los Angeles. Toothbrushes, stick-
ers, postcards, and posters baring
the artist’s likeness are being
handed out at these events.

TV exposure is also shaping up
to be a key element of the pro-
jeet’s marketing strategy. “Smile”
was heard during a May sweeps
episode of “Beverly Hills 90210.”

It will also be the theme to “Movie
Stars,” a new WB sitcom starring
Harry Hamlin, starting Sunday
(11). Finally, the tune is featured
in a three-month-long promotion
for a new NBC show called “Cold
Feet.”

“Those connections were major
coups for us,” says Venable. “Get-
ting a song on national TV is
becoming one of the best ways to
catch the attention of young-adult
America.”

Not that teens should be the
only audience interested in Vita-
min C. “I think the message is
very positive, and the beats are
fun, so kids might dig it,” says
Vitamin C. “But there is also a lot
of intelligence in the lyrics. Not to
mention that we sample the Clash
and appropriate a Santana song. 1
think there is something in there
for everyone.”

Elektra also sees Vitamin C as
a viable entity in the internation-
al market. There is a week carved
out in mid-.July for the artist to
promote the project in Canada
and Europe. Vitamin C is man-
aged by Ron Baldwin, and she is
booked by William Morris.

Assistance i preparing this story
was provided by Clay Marshall.
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BY CATHERINE APPLEFELD OLSON

G IANT STEPS: When it comes to character development, noth-
ing completes the picture quite like music. For an animated film,
the relationship is that much more intense. This according to
composer Michael Kamen, who scored “The Iron Giant,” direc-
tor Brad Bird’s animated adaptation of Ted Hughes’ “The Iron
Man.”

On Aug. 3, Rhino will release the soundtrack to the story of a young
boy in the '50s who “adopts” a giant metal-eating robot who lands in
his neighborhood. The album
includes Kamen'’s score plus
"50s-era songs such as Eddie
Platt’s “Cha-Hua-Hua,” the
Magnificents’ “Let’s Do The
Cha-Cha,” and Jimmie Has-
kell’s “Rockin’ In Orbit.”

“Tt has always tickled me
that music literally brings
the characters alive. The
characters don’t exist until
the music shows up, and
then they are vibrant, full of
life,” Kamen says. “Music
has an almost metaphysical
relationship to light. So as
the animators are lighting and coloring these characters, the music
animates them as much as spinning them into motion.”

Kamen says the old Scandinavian legend that inspired the
Hughes book had reared its head at several junctures in his own
career. At one time he had toyed with the idea of writing a ballet
based on the story, then years later he was moved by Pete Town-
shend’s show “The Iron Man,” hased on the same story, when he [
saw it in London. “We were always rubbing shoulders, the Iron
Man and I, and then this movie came out of the blue,” he says.

Kamen typically composes film music perched in front of his key-
board while watching a rough cut of the movie, but he says he
became so engrossed watching “The Iron Giant” that he didn’t put
fingers to kevs until the second viewing. “For the first time in a
long time, I found myself sitting and looking at the movie, and I
would forget to write the music. It was that good,” he says.

Once he began to conceptualize the music, Kamen says, he imme- |
diately knew he needed to develop a theme for the boy and a theme
for the giant that ultimately would become unified. “They become
the same theme because the giant is humanized by the boy and the
boy is matured, given substance by the giant,” he says.

And while he didn’t tailor the music specifically to children—
the film’s primary target demographic—Kamen says he was
always aware of them as an audience. “There is the overwhelming
need to be as honest as possible. You're not trying to sell them any-
thing; you want them to join you and to be part of the experience,”
he says.

o

WHETH ER OR NOT the movie makes it to the big screen across
the country, “Thicker Than Water” will have a soundtrack, Priori-
ty Records confirms. The Priority Films movie, about members of
two rival gangs who don’t know they are half-brothers until they
meet at their father’s funeral, stars Mack 10, Priority recording
artist and CEO of the new Hoo Bangin’ Records label.

Mack contributes a song on the soundtrack, as do Ice Cube,
Norega, the Wu-Syndicate, Memphis Black, King T, and new Pri-
ority artist Draft Pick, among others. The Westside Connection’s
“Let It Rain” is the first single, in stores July 27. The album is due
Aug. 31.

PRODUCTION NOTES: Universal Studios’ yearlong celebration of
the 100th anniversary of Alfred Hitchcock’s birth is extending
into the music arena. On July 13, Universal’s Hip-O Records will
release a collection of 18 musical moments from films spanning
Hitcheock’s career. Not surprisingly, a good chunk are pieces com-
posed by Bernard Herrmann.

Some of the tracks on “Alfred Hitchcock Presents . . . Signatures
In Suspense” have never before been released, including the theme
“Marnie” from the film of the same name. Others, such as the
theme from “Psycho,” are Hitchcock classics. The album includes
liner notes from Herrmann’s biographer, Steven Smith.
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THE NEXT MR. BASS MAN?

(Continued from page 11)

plucking homemade instruments
before he was old enough to play
the balafon for village events.

With “Scenes From My Life,”
Bona “wanted to start where I
started,” he says. “I play the bass,
but I am not just a jazz bass play-
er. Really, I grew up with the
dance. I came to jazz after years of
playing music just to make people
dance. With this record, I wanted
to connect to my roots, colored by
the rest of my musical culture
from Paris and New York. So, the
instrumentation varies from song
to song, but the voice is always
there—it is the conductor.”

Bona’s voeal touchstones range
from Arabic diva Uum Kalthoum
and West African fellow Salif
Keita to Joni Mitchell and Bobby
McFerrin. Yet his most galvaniz-
ing influence has been Chet
Baker. “When I first heard ‘Chet
Baker Sings,’ the slow, melodic
grooves blew me away,” he says.
“They showed me how to mix dif-
ferent worlds. Chet sings smooth
like my mother. He’s from Cali-
fornia and she’s from Cameroon,
but they move the same way.”

“Scenes From My Life” fea-
tures contributions from such jazz
vets as drummer Omar Hakim
and saxophonist Michael Breck-
er—the latter an unreserved ad-
mirer who first crossed paths
with Bona in Israel, while the
bassist was playing with Larry
Coryell and Brecker was with Joe
Lovano.

“Richard is a fantastic bass vir-
tuoso, but his talents transcend his
instrument,” Brecker says. “He is
a complete musician, whose songs
have this real warmth and human-
ity. You can hear the great West
African tradition in what he does,
but he makes it very much his own
thing.”

Another player on “Scenes From
My Life” is keyboard player Jean-
Michel Pile—a veteran of Bona’s
residencies at such downtown New
York clubs as Izzy Bar, where his
band earned renown with its sold-
out tributes to Pastorius. Bona
took up the bass guitar after the
epiphany of hearing one of Pasto-
rius’ albums as his introduction to
jazz.

“When I first heard Jaco, I

MARK SANDMAN REMEMBERED

(Continued from page 8)

After Treat Her Right dis-
banded, Sandman recruited tenor
and baritone saxophonist Dana
Colley (formerly with the Boston
group the Collers) and drummer
Jerome Deupree to form Mor-
phine. The band released its
debut, “Good,” on the local indie
label Accurate in 1991; the album
received wider exposure and
acclaim when Salem, Mass.-based
Rykodisc rereleased it the follow-
ing year.

‘He invented a
sound that was
unique. He was one
of a kind’

- LENNY WARONKER -

Arriving at the height of
grunge’s commercial break-
through, Morphine offered an
alternative to the Seattle-bred
music’s aggression. The guitar-
less trio rejected hard-rock
power for slow-burning, jazz-
laced atmospheries, referred to in
some quarters as “beat noir”;
vocalist Sandman was a droll,
pithy storyteller in an allusive,
streetwise mode. Literate and
strikingly original, the band
became an instant critics’
favorite.

Drummer Billy Conway, who
had played with Sandman in
Treat Her Right, replaced
Deupree in 1992. The group
released two more albums on
Rykodise, “Cure For Pain” (1993)
and “yes” (1995), to steadily
increasing critical acclaim and

sales. The group’s music was also
featured in such films as “Spank-
ing The Monkey” and “Get
Shorty.”

In 1996, Rykodise and Dream-
Works Records struck a North
American joint-venture deal,
which saw Morphine’s fourth
album, “Like Swimming,”
released under both labels’ logos
in 1997.

A Rykodise spokeswoman says
that Sandman delivered the fin-
ished tapes for a live album to the
label. The set, “Morphine Live,”
is scheduled for an Oct. 12 release
by the label, but the spokes-
woman says that the title and
release date both could change.
The album is not part of the
DreamWorks joint venture.

Waronker is uncertain about
the status of a new Morphine stu-
dio album. “I know [Sandman]
was at work over the last few
weeks and apparently had a tape
he wanted me to hear . .. There’s
stuff there. We’ll just have to
see.”

Sandman is survived by his
parents, Bob and Tel Sandman;
his sister, Martha Holmes; his
grandmother Goldie Conway; and
his longtime companion, Sabine
Hrechdakian.

A private service for friends
and family was scheduled for July
9 in the Boston area. In lieu of
flowers, the family has requested
that contributions be made to the
Mark Sandman Music Education
Fund; donations will benefit
music education programs in
Cambridge public schools. Con-
tributions may be mailed to Mor-
phine, P.O. Box 382085, Cam-
bridge, Mass. 02238.

thought this man is either a genius
or a crazy man,” Bona says. “I kept
checking the record player to see
if the speed was correct. By the
second song, [ knew that the elec-
tric bass was going to be my in-
strument.”

Honing an alternately funky and
lyrical style in the clubs of Cam-

‘I play the bass,
but I am not just a
jazz bass player’

- RICHARD BONA -

eroon and Paris, Bona has plied his
instrumental skills not only in his
own bands but for the likes of
Keita, Parisian guitarist Marc Du-
cret, Coryell, Alphonse Mouzon,
Joe Zawinul, and Harry Belafonte,
for whom he was musical director.
He has also contributed to recent
recordings by Bob James, Philip
Saisse, Regina Carter, and Jona-
than Elias.

Another Bona fan is Randall
Kline, executive director of the
San Francisco Jazz Festival, who
first encountered Bona playing in
Zawinul’s neo-fusion group. “That
was one of the best bands I had

seen in ages—and I was hugely
impressed with Richard’s contri-
bution,” Kline says. “I wasn’t the
only one, because there were a ton
of record execs there who were
just stunned.”

Bona’s Columbia connection
came as a result of the enthusiasm
of label A&R consultant (and star
saxophonist) Branford Marsalis.
He tapped Bona to play bass on
Buckshot LeFonque vocalist Frank
MecComb’s sole debut. Before long,
Columbia senior VP of A&R Jeff
Levenson was in Bona’s apartment
for an impressive impromptu
demonstration of his talents be-
yond the bass,

“We knew that Richard could
make a bass record that would kick
everybody’s ass—which he will do,”
Levenson says. “But we wanted to
debut him by showing the greater
range of his musicianship. I've
never met a more musical person.

“Now, presenting this kind of a
singer/songwriter album is a chal-
lenge for the Columbia jazz de-
partment,” Levenson adds. “But
we're excited to have the opportu-
nity to market it to both jazz and
world music audieneces—and we’ll
get some indie world-music spe-
cialists to help us. And since
Richard has a real name in Paris,
we will take cues from the way

Sony France manages to cross
boundaries.”

Having spent five years in Paris,
Bona has a loyal following among
the worldly jazz fans there; he re-
cently returned to pack the club
Reservoir. He is even enough of a
mainstream draw to be featured in
an upcoming issue of the French
Elle magazine.

Bona has recently played such
far-flung shows as a homecoming
concert in Cameroon and MIDEM
Americas in Miami. Following
summer festivals and promotional
gigs, he and his band will renew its
New York Pastorius nights in Sep-
tember. Bona embarks on a 20-date
European tour on behalf of
“Scenes From My Life” in October.

Kline has booked Bona Oct. 30
for the San Francisco Jazz Festi-
val’s “Discovery Series,” along
with such kindred spirits as
Brazilian songstress Virginia
Rodrigues, intrepid trumpeter
Dave Douglas, keyboard classieist
Brad Mehldau, and Italian sing-
er/songwriter Paolo Conti.

More U.S. dates for Bona are
planned for December. He is man-
aged and booked by Mary Ann
Topper at the Jazz Tree in New
York. His songs are published by
Bro & Sis Music/EMI Music Pub-
lishing (BMI).
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SPEECH’S TVT DEBUT SET AIMS TO CREATE ‘HOOPLA

(Continued from page 11)

noise was loud enough to attract
TVT, which holds worldwide rights
to Speech except in Asia, where he’ll
be doing another album for Toshiba-
EMI.

The 1999 incarnation features
songs from the earlier version and
four new tunes, with all but two pro-
duced and written by Speech
(through publisher EMI). Intersti-
tial skits add colorful accents.

And while his work with Arrest-
ed Development was more political
in nature, Speech says this album
“has less of a political edge than
things I've done in the past. Lyrical-
ly, 'm at a crossroads in my life. The
writing I did for this album is liter-
ally what was going on in my lite at
that moment.”

Indeed, “Hoopla” is a more per-

sonal effort, expounding on the sim-
ple yet complex themes of life, love,
and family. The mix of uptempo
tunes and ballads also reflects
Speech’s musical influences, ranging
from old school (De La Soul) to new
school (the Roots, Lauryn Hill, Wy-
clef Jean) to rock (Beck, Tom Petty).

“Hip-hop will never die,” says
Speech, “because it incorporates so
many different music styles. That’s
why it stays so interesting.”

That diversity—plus Speech’s pen-
chant for strong but subtle lyrics—
comes across clearly on the new set’s
tracks. First single “Clocks In Syne
With Mine” is a bouncy ode to his
wife, while “Our Image” (featuring
Cameo’s Tommy Jenkins) raps about
going beyond image to “obey your
thirst for wisdom.” Other notable

cuts include “Which Radi<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>