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“ All aboard for the trip of your life.
@
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30 years after it

first set sail through
The Sea Of Holes

to save the world
from The Blue Meanies,
The Beatles are re-launching

their Yellow Submarine

as you've never heard it before

with many more songs and vastly superior sound.

Introducing the new Songtrack: a collection of all 15 Beatles songs heard
in the movie -~ 6 songs from the original Yellow Submarine Soundtrack,
~ plus 9 songs from Sgt. Pepper's Lonely Hearts Club Band, Revolver,
Rubber Soul and Magical Mystery Tour. It's remixed and remastered
for the first time ever, with depth and clarity never heard before.
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This major event combines the efforts of Capitol Records,
Apple Records, MGM Home Video and The U.S. Postal Service.

* New "Hey Bulldog" video already on VH1

* Special 4-song Dpro including "Hey Bulldog" at radio now

e VH1 Special airs during September

e Westwood One Radio Network 2-hour special airs throughout September
* Digitally restored film opens nationwide in select theaters in September
 Dolby Digital 5.1 Surround Sound DVD & VHS in stores September 14

 Yellow Submarine stamp coming September 17 as part of the
U.S. Postal Service’s Celebration of the Century

Over 100 new merchandise items available from Signatures Network, Inc.,
Quicksilver and other Apple licensees

Log on to Yellow Submarine at hollywoodandvine.com

Massive TV, Radio and Print Advertising Campaign

EPK featuring new interviews with Paul, George and Ringo to air nationally

All together now, for the very first time.

Yellow Submarine Lucy In The Sky With Diamonds
Eleanor Rigby All You Need Is Love
Nowhere Man With A Little Help From My Friends
Baby You're A Rich Man Love You To
Sgt. Pepper's Lonely Hearts Club Band When I'm Sixty Four
J Only A Northern Song Think For Yourself
" All Together Now It's All Too Much
Hey Bulldog

Surfacing Sept. 14
on CD, DVD and Home Video

P P-oduced By George Martin
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MP3.COM MUSIC AND TECHNOLOGY TOUR DESTINATIONS
DATE: UNIVERSITY: 1141 3 UNIVERSITY:

Oct. 5 U of lowa Oc:. 26 Lehigh U

Oct. 6 Loras U Oct. 27 Temple U

Oct. 8 U Of lllinois Oct. 29 U of South Carolina
Oct. 9 U Of lllinois Oci. 30 U of South Carolina
Oct. 12 Brown County Arena Nov.2 Florida State

Oct. 14 EMU Convocation Center  Nov. 3 U of Florida

Oct. 17 Michigan State Ncv. 10 U of New Orleans
Oct. 19 Penn State Ncv. 12 U of Texas

Oct. 20 U of Mass Ncv. 13 UTEP Arena

Oct. 22 Towson U Nav. 14 UTEP Arena

Oct. 23 George Washington U Now 17 UC Szn Diego

More Dates to Come

T

¢ 10 Hours of Continuous Live Music ¢ Rave at Sundown Featuring the Sponsorediby:
Featuring MP3.COM's Hottest Bands Biggest Names in Electronic Music 3

e Come See the Latest Gear and ¢ Dron hy the MP3.com Tent to Sign m cam
Gadgets at the Technology Hub Up Yeur Band, Get Cool Stuff & Take

e Cruise On Over to Destination X for an Partin the Internet Music Revelution
Adrenaline Pumping Sports Experience ¢ Special Appearences
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| Temperamental

the new album

featuring

the first single |
"Five Fathoms™ ¢

|"Everything But The Girl's|
triumphant after-hours
club pop:"

SPIN (9 out of 10D

IN THE NEWS

Gov't Antitrust Suit Takes 0z
Music Business By Surprise
See Page

AIRWAVES

U.S. Radio Is Grooving To
Bega’s ‘Mambo’ On RGA

See Page 118

Web Key In GBS,
Viacom Merger

BY BRIAN GARRITY

NEW YORK—The planned merger
of CBS and Viacom will ereate what
analysts describe as a music sales,
promotion, and dis- _
tribution power- |

house, one that looks
to play a leading role |VMCO
in mainstreaming the
Internet radio format
and, potentially, the selling of music
online both through mail-order and
digital downloads.

The $37 billion transaction—an-
nounced Sept. 7 and still awaiting
regulatory approval—will combine
the varied assets of Viacom (MTV

I

[ *A’ Hill, Fatboy Slim
Poised For Sales
| Boosts After
MTV Wins
| Page 12

Networks, Blockbuster, Paramount)
with those of CBS (Infinity Broad-
casting, CMT, TNN, local TV sta-
tions, production and syndication
companies) into a new ecompany to be
called Viacom (BillboardBulletin,
Sept. 8).

The bet, according to analysts, is
that the combined reach of the two
entities will be able to entice a flood
of new listeners to enter the online
radio space, thus cre- | -

ating an important . |
@CBS

new arena in which
online. L

to sell music to them
While the entry barriers into
online radio broadcasting are decid-
edly low, stations traditionally face
challenges online when trying to
extend powerful-but-limited local
(Continued on page 134)

oK e

An occasional feature column of
analysis and opinion regarding
music industry issues by Bill-
board’s editor in chief.

BY TIMOTHY WHITE
PARIS—As if in a dream, cleans-

WHTITE

STING’S FRENGH SOJOURN
YIELDS ‘BRAND NEW DAY

Exclusive: A&M Set Finds Artist In Romantic Mood

Paper s

sized West Paris precinct of the
city’s 16th arrondissement (dis-
trict), there is only a perfect urban
quiet. Once the haunt of celebrat-
ed French novelist Honoré de
Balzac (1799-1850)—the author of
“La Comédie Humaine,” who
resided there late in life to elude

ing showers come to & simmering
city, a June cloud- p

burst  sending
young lovers scur-
rying for cover,
while in doorways
of cafés lining the
avenues radiating
from the Arc de
Triomphe, apron-
wearing waiters
frown at the petu-
lant French sky as
they probably have
for centuries.

But “after the
rain has fallen”—to
quote a song from
“Brand New Day”
(A&M Records, due
Sept. 28), Sting’s excellent seventh
solo album—a visitor sees it has
dampened “nothing that love can’t
replace in the blink of an eye.”

Indeed, 10 torrential minutes of
sky-blackening bluster instantly
give way to a beaming day and the
return of the human bouquets of
clingy couples who hurried, park-
bound, along Avenue Foch, possi-
bly the most handsome residential
street in the French capital.

But in the lonely cobbled back
lanes of Passy, an ancient village-

STING IN PARIS, 1999

his creditors—this
genteel neighbor-
hood is now de-
fined by canyons
of characterless
facades that con-
ceal urban cha-
teaus with private
gardens enjoyed
by secretive mod-
ern habitués.

“Welcome!”
says Sting with
comic surprise as
a big door set into
an  anonymous
stucco wall lining
the Rue de la Fai-
sanderie suddenly
swings wide to expose a palatial
home within. Visible from the
street is a private jardin whose
towering trees and shrubs are
still dripping from the brief down-
pour, and waiting between the
large foyer and the lush foliage of
the back garden is a tranquil din-
ing room with a long, rustic table
set for two.

It is lunchtime in this metropo-
lis famed for “A Moveable Feast,”
and the man of the house offers a

(Continued on page 127)
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Latin Music Is No
Passing Fancy

BY JOHN LANNERT

Feb. 24, 1999, may go down as the
most important date in the musical
history of Latino artists in the U.S.
English-language
market. That is the
night that millions of

TV viewers tuning ;
in to the Grammy | & M
Awards telecast A
caught Ricky Mar- e

tin’s electrifying
bilingual performance of “Copa De
La Vida”/“The Cup Of Life.”

Since then, a seem-
ingly endless stream
of media attention has
focused on Martin
and his Latino col-
leagues  Jennifer
Lopez and Enrique

PONCE Iglesias, as all three
have scaled a variety of Billboard’s
English- and Spanish-language
charts (Billboard, April 24).

(Continued on page 124)

Merchants Await
Big 4th Quarter

BY ED CHRISTMAN
and DON JEFFREY
NEW YORK—U.S. music retailers
are anticipating a strong fourth quar-
ter as they look at new-release lists
that promise superstars and hot acts
across a spectrum of genres.

“If they all materialize, it should be
a very good quarter,” says Jerry
Adams, executive VP of 38-store
Harmony House. “We've got some-
thing for everybody. That always
bodes well.”

Last year, the holiday selling sea-
son was “very much skewed toward

(Continued on page 135)
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Your front row seat.

Coming to videocassette and DVD November 16th.

VHS $19.98 s.&.p. DVD $24.98 s.Rr.p.

P
HBO =
WARNER

MUSIC

HOME VIDEQ | visiow

Cher's albumn Believe in stores now.
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FIG Seeks Exec Testimony In MAP Probe

BY ED CHRISTMAN

NEW YORK—The nearly 2%-year-long Fed-
eral Trade Commission (F'TC) investigation
into the music industry’s advertising practices
has entered a new phase with the agency’s
request that senior record-company distrib-
ution executives testify on their policies.

The discussions with various senior exec-
utives are said to have begun in July and
are scheduled to be completed by the end
of this month, according to sources.

Executives at the five majors either
refused to comment or didn’t return calls
seeking comment by press time. As for the
FTC, spokeswoman Victoria Streitfeld
declined comment and followed up with the
agency’s stock expression to press
inquiries: “We don’t confirm or deny the
investigation.”

Until now, the FTC has limited its contact
with the majors by requesting documenta-
tion about their policies. In this latest phase
of the inquiry, the agency is said to be focus-
ing exclusively on minimum-advertised-
price (MAP) policies, according to sources.
The FTC has issued requests for voluntary
interviews of current and former major
record-company distribution executives.

Amid the heightened FTC attention, two
new developments on the MAP front have
occurred in the last 10 days. On Sept. 3,
WEA issued a notice to accounts assigning
new MAP price points to certain product
lines. MAP price points were created for
list prices that previously didn’t have a cor-
responding MAP price. In addition, MAP
prices were changed on product previously
quoted at the company’s default MAP price,
which is the boxlot price.

On that same day, the Virgin Megastore
launched a 50%-off sale on its Web site. The
chain also allowed customers to participate
in a contest that offered them the chance to
get 50% off on product in its stores. The
chain’s competitors groused to Billboard
that both promotions violated MAP policies.

In addition to refusing to comment on the
FTC investigation, distribution executives
contacted by Billboard also declined to dis-
cuss whether they were eying either of the
two Virgin promotions to see if they consti-
tute MAP violations.

The FTC began its current investigation
into the five majors’ business practices dur-
ing the week of April 14, 1997 (Billboard,
April 26, 1997). At that time, a letter from
the agency said it was beginning a “pre-
liminary inquiry” into MAP policies.

Later that year, during the week of Sept.

EXCEPTIONAL & ESSENTIAL

I was impressed with Billboard’s excep-
tionally well-researched article (“Majors’
Global Reach Reflected In IFPI Charts,”
by Mark Solomons and Dominic Pride,
Aug. 14) based on the release of IFPI'’s lat-
est edition of “The Recording Industry In
Numbers.” Such high-quality reporting
shows Billboard at its best and underlines

its essential value to our industry.
Jay Berman
Chairman/CEO
International Federation of the
Phonographic Industry
London

HAPPY TO DISCOVER FLIPPO’S ‘SCOUTING’
Bravo to Chet Flippo for writing a con-
cise account of how today’s new country tal-

‘There are no
cooperative advertising
funds being sent to
virgin.com people, so
there is no MAP
violation’

- CHRISTOS GARKINOS -

22, the agency seemed to widen its probe
beyond the MAP issue by sending subpoe-
nas to the major distribution companies and
to a number of large music chains asking
them for documentation on a broad range
of music industry practices (Billboard, Oct.
11,1997).

In 1998, the FTC apparently made fol-
low-up requests for documentation. Earlier
this year, the agency began interviewing
merchants about the MAP practices.
According to those familiar with the ques-
tioning, the agency appears to be trying to
determine whether the majors’ application
of MAP policies constitutes price fixing.

While most specialty-music merchants
endorse the majors’ MAP policies, some
retailers have privately told Billboard that,
during their FTC interviews, they have
complained to the agency about MAP poli-
cies because they prohibit them from using

Gordon’s Gold. Touring in support of his new Warner Archives/Rhino boxed set, “Gordon

loss-leader pricing as a strategy.

Price fixing was among the issues that
the agency investigated in an earlier
inquiry on the industry’s business practices.
That investigation was launched in July
1993, during the height of the used-CD con-
troversy (Billboard, Aug. 14, 1993).

Four of the majors had tried to stop the
spread of the sale of used CDs by changing
their cooperative advertising policies to
penalize merchants who engaged in the
business. The majors pulled back from that
stance when retailers fought back by airing
their grievances in the press and then
began filing lawsuits against the majors.
The launch of the FTC investigation was
the final nail in the coffin for the majors’
anti-used-CD efforts.

That probe lasted three years and ended
in early October 1996, when the FTC sent
a form letter to the majors stating that,
after reviewing the matter, it appeared that
no further action was warranted. But the
agency noted that the closure of the inves-
tigation shouldn’t be “construed as a deter-
mination that a violation may not have
occurred” (Billboard, Oct. 19, 1996) and
reserved the right to take further action if
necessary. Seven months later it did, with
the launch of its current investigation.

EVOLVING POLICIES
Since the beginning of the FTC’s inter-
est, industry executives privately have com-
(Continued on page 135)

Lightfoot Songbook,” Canadian troubadour Gordon Lightfoot made a recent stop in Southern
California. White in Los Angeles for a performance at the Greek Theater, Lightfoot stopped by
the Rhino offices to play a brief acoustic set. Shown after the show, from left, are Dave Kapp,
associate director of sales; Emily Cagan, senior product manager; Harold Bronson, managing
director; Lightfoot; Richard Foos, president; Bill Smith, promotion manager; Jim Neill, promo-
tion senior director; Laura Liner, Southern California sales manager; and Garson Foos, senior

VP of marketing.

ent is discovered and developed. His arti-

cle, “Country’s Scouting System Shifts”

(Billboard, Aug. 7), describing why music

publishers play an important role in find-

ing and presenting new artists to Nashville

labels, was right on the money. Having the

Billboard Talent Net create visibility for an

act’s newly recorded indie product cer-
tainly cannot hurt an act’s career, either.

Steve Wilioughby

Director of Film/TV Music

Westwood Entertainment

New York

DAVIS STILL GATHERING STEAM &TRIBUTES

I thought the Billboard tribute to Mann-
heim Steamroller in the Aug. 21 issue was
terrific because it gave the industry the op-
portunity to find out more about Chip Davis

and Mannheim Steamroller. Anyone who
read the section now knows what I've known
for a long time: the incredible success Chip
has been able to achieve. With a client like
Chip, there’s always a new and fascinating
idea or project. I feel blessed that I have been
able to work with him for the last five years
because ['ve learned things and been exposed
to his tremendous creativity, energy, and
goodness as a person. After one particularly
exciting night in Minneapolis with Chip, I sat
down and wrote a letter to my father (Nor-
man Brokaw, William Morris Agency) thank-
ing him for getting me into a business I love
so much, because Chip Davis has enriched my
life.
Sandy Brokaw
The Brokaw Company
Los Angeles

Letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarity those of Billboard or its management.
Letters should be submitted to the Letters Editor. Biliboard, 1515 Broadway, New York. N.Y. 10036.
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MTV Awards Should Boost Hill, Slim

Korn, Martin Can Also Expect Sales Increases With Wins

BY CARLA HAY

NEW YORK—Lauryn Hill, who
led the list of winners at the 1999
MTYV Video Music Awards, held
Sept. 9 at the Metropolitan Opera
House here, also looks like a lead-
ing contender to score extra sales
for her already successful Ruff-
house/Columbia album, “The Mise-
ducation Of Lauryn Hill,” accord-
ing to retailers surveyed.

Hill’s video for “Doo Wop (That
Thing)” topped the list of winners
with four awards: best video of the
year, best female video, best R&B
video, and best art direction in a
video.

Dance/electronica artist Fatboy
Slim, whose low-budget “Praise You”
clip won three awards, should also
experience a rise in sales for his
Skint/Astralwerks album “You've
Come A Long Way, Baby.” The Fat-
boy Slim clip won for breakthrough
video, best direction in a video, and
best choreography in a video.

“The MTV Video Music Awards
transcends the regular music buyer,”
says Mark DiBello, trend buyer for
the Carnegie, Pa.-based chain Nation-

Radio Eyes
Potential Of
New Media

This story was prepared by Chuck
Taylor and Rock Airplay Monitor
managing editor Marc Schiffman.

ORLANDOQO, Fla.—Broadcasters fac-
ing “the new media age” will do so
with the greatest potential the indus-
try has seen in its 80-year history,
thanks to the business’ strong eco-
nomic stance, the promise of Inter-
net pairing, and the continuing de-
velopment of digital radio (see story,
page 115).

But with that comes the looming
competition of satellite radio, set to
~_ launch next year,

as well as the

THENAS 1 industry’s con-

=7 cern over increas-

ing spot loads, and

_ | competitive/inter-

ference issues

with the Federal Communications

Commission’s (FCC) proposal to

allow the entry of scores of low-

power FMs outlets—FCC Chair-

man William Kennard’s pet project
(see story, page 115).

“From Wall Street to the Web, all
eyes and ears are on radio,” said
National Assn. of Broadcasters
(NAB) president/CEO Eddie Fritts
at the opening of the NAB Radio
Show, held Aug. 31-Sept. 2 here.
“Radio is uniquely positioned in the
center of all new media. With our
ability to drive consumers to our
Web sites and as more of radio imple-
ments streaming technology and
ancillary business activities, we are
limited only by our imagination.

(Continued on page 116)

al Record Mart. “A lot of people
watch the awards show who may not
be regular music buyers but might
buy certain records after seeing the
show. The show will probably make
more people, who weren't necessari-
ly Lauryn Hill fans before, even more
aware of her. We should see a spike in
Lauryn Hill record sales.”

Hill and Fatboy Slim were
among the performers at the
awards show, and DiBello says per-
forming on the show is an added
benefit. “With Fatboy Slim, people
may have heard the ‘Praise You’
single, but they’'re not really aware
of who he is. Fatboy Slim’s appear-
ance at the awards show will cer-
tainly help his record sales.”

“Lauryn Hill’s album has been a
consistent seller,” says Rob Sturma,
assistant manager at the Where-
house in Hollywood. “And almost
everyone who wanted her album
probably has it by now. The awards
show will have some effect on more
record sales for her, but Fatboy

Slim will probably have the biggest
[percentage] increase in sales,
because he’s kind of an under-
ground artist and the MTV awards
will give him the kind of main-
stream exposure that will make a
big difference.”

Other multiple winners, with two
awards each, were Ricky Martin’s
“Livin’ La Vida Loca” (best dance
video and best pop video) and Korn'’s
“Freak On A Leash” (best rock
video and best editing in a video).
“Freak On A Leash” led the list of
nominees, with nine nominations.

Sturma adds, “Ricky Martin and
Korn will probably also have more
record sales as a result of the awards
show. I can’t see how the awards show
can hurt sales for any of those artists.”

Videos eligible for this year’s
MTV Video Music Awards were
clips that premiered on MTV
between June 13, 1998, and June 11,
1999. Approximately 1,400 ballots
were sent out for the final voting

(Continued on page 126)

BY JOHN LANNERT

SFX Entertainment has inked a
deal to acquire 50% of Cardenas/
Fernandez & Associates (CFA), the
lone national Hispanic concert firm
in the U.S. Financial terms were not
disclosed. CFA will manage the di-
rection and operations of the new
partnership.

The pact gives the ever-growing
SFX amajor beachhead in the flour-
ishing Latino concert market, while
offering CFA an opportunity to
leverage SFX’s resources to expand
its array of productions.

“It’s a win-win situation for
everyone,” says CFA president/CEO
Henry Céardenas. “SFX needs the
Hispanic market, which is growing
like crazy, and we have the expertise
for this market. C4rdenas/Ferndn-

ofX, Latin Goncert Firm Pact

dez gets access to SFX’s marketing
department and its venues. [ will
have priority at these venues over
other Hispanic promoters.”

Cérdenas says expenses and prof-
its of Latino-themed events will be
split down the middle. SFX has the
option to purchase the remaining
50% of CFA in three years.

Mitch Slater, executive VP of
SFX, says CFA allows SFX to “get
closer to the Latin music scene.”

Headquartered in Chicago, CFA
also has offices in Miami, Houston,
Los Angeles, New York, Mexico
City, and Santo Domingo, Dominican
Republic. The firm annually pro-
motes hundreds of Latino-related
concerts, tours, theatrical produc-
tions, festivals, and sporting events
in the U.S. and Latin America.

Six Questions is an occasional
Billboard feature that focuses on
noteworthy industry people. This
week’s subject, Richard Sanders,
has just been promoted from GM
to president of V2 North America.
He joined the company shortly
after is formation in 1997. He
previously worked as head of
artist development at Arista
Records and as an artist manager.

What are your goals for the
label?

My goal is to solidify the label as
a true alternative to the majors. To

SN
QUESTIONS

offer the resources to
creatively and competi-
tively position our
artists’ music in the
marketplace and to
offer artists the oppor-
tunity to share in the
decision-making
process that will affect
their careers. [In five
years] I would hope to
see us with a balanced
roster of superstar,
emerging, and develop-
ing artists.

One of your biggest
| successes is with
Blessid Union Of
Souls, which is through a joint
venture with Push. You also
have an affiliation with Gee
Street. What are the advantages
to such deals, and are you look-
ing to do more?

As a start-up, they offer you a
wider field of A&R opportunities. I
am not actively looking for more of
these opportunities, but if the right
partnership surfaces I would
explore it.

You closed your West Coast of-
fice in Santa Monica, Calif,, in
July. Why?

At our size it made more sense
to locate our West Coast promotion
staff in the BMG building while
centralizing all of our national
functions out of the New York
office. This has led to increased

 Sanders Steers V2

Richard Sanders |
the president of V2
North Americo

communication between V2 and
our distributor, BMG.

Many people view V2 as hav-
ing had a rocky start in the U.S.
Are you where you want the 2-
year-old company to be?

Starting a worldwide company
from seratch with no existing cat-
alog or repertoire is certainly a
challenge. And any time you attach
a high-profile personality like
Richard Branson to a new venture,
there is an immediate expectation
for success. We are very close to
the original business plan that was
laid out for V2 North America, and
we expect this year to
meet the plan based on
greater-than-expected
sales by Moby and
Blessid Union Of Souls
and the emerging sales
of Olu, Stereophonics,
and Underworld.

Will there be a new
GM?

No. I am a very
“hands on” executive
who relies heavily on the
input from my experi-
enced staff. With a small
company like V2, I am
looking for everyone to
assume a greater role in
the decision-making process that
affects their individual depart-
ments and the label as a whole.

As an international company,
what is a good ratio between
international acts you work
here vs. acts you sign domesti-
cally?

I would say we are currently 75%
domestic. As a worldwide company
we are looking to any territory that
can provide the repertoire neces-
sary for worldwide success. Histor-
ically, the U.S. has always been
looked upon to provide internation-
al content for the rest of the world.
There is no quota; quality music
crosses cultural boundaries, and our
goal at V2 is to provide the consumer
with the best music from all of our
territories. MELINDA NEWMAN

s

‘Mambo’ Has Long Legs For Peermusic, BMG

BY DOMINIC PRIDE
LONDON—Publishers always claim
to be taking the long-term view
when signing copyrights, but the
mambo fever that has broken out
this summer is seeing a new lease on
life for songs acquired more than
half a century ago.

As has happened in many coun-
tries, BMG’s Lou Bega reached No.
1 here with “Mambo No. 5 (A Little
Bit Of .. .),” an adaptation of a clas-
sic by Pérez Prado, signed to the
company in 1948. This issue Bega’s
version holds on to the top spot for
a second week, while the No. 3 song
(which was last week’s No. 2) is
“Mucho Mambo” by Shaft, a modern
version of “Sway,” also by Prado.

In the wake of the current inter-
est in Latin copyrights, peermusic is
preparing to exploit its Latin mater-
ial, which the U.K. company says rep-
resents some 15% of its total catalog.

The mambo songs are among the
material picked up by pioneering
publisher Ralph I. Peer, the father of
the current president who traveled
extensively in Latin America acquir-
ing copyrights.

Cuban-born Prado had a posthu-
mous U.K. top five hit in 1996 with
“Guaglione” after it was used in a
Guinness TV commerecial; the origi-
nal “Mambo No. five” is also used in
a Guinness ad, while the Bega ver-
sion is the theme tune for Channel
4’s coverage of test match cricket.

Peermusic U.K. managing direc-
tor and European VP Nigel Elderton
says, “The Latin music scene is like
the popularity of reggae in that it’s
always bubbling under the surface.”

The current popularity of Latin
sounds in the U.K. dates back to last
year’s football World Cup, when
music marketing initiatives around
the event leaned heavily on such

‘The Latin music
scene is like the
popularity of
reggae in that it’s
always bubbling
under the surface’

- NIGEL ELDERTON -

artists as Ricky Martin. One track
that became popular last summer
was “Mas Que Nada,” a reworking of
the Jorge Ben Jor classic by produc-
er team Echobeatz, released on
Eternal/WEA U.K.

“That track never really went
away at club level,” says Elderton.
Bega’s interpretation of the

mambo form “has reintroduced it
to a new generation,” adds Elder-
ton. “Also, some of the Latin acts
have the excitement that a lot of
new acts don’t have.”

The opportunity for more covers
is presenting itself, says Elderton,
who notes that peermusic’s own in-
house production team is putting
together a version of the chestnut
“Perhaps, Perhaps, Perhaps.” Other
Latin classics now being dusted off
include . “Granada,” “Besame
Mucho,” and several more Prado
mambo numbers.

“Mambo No. 5” actually appeared
on the U.K. chart several weeks be-
fore its domestic release via imports
from continental Europe. For the
week ending Aug. 14, it hit No. 40
and stayed in the top 40 for three
weeks before the domestic release
knocked it out of the charts.

(Continued on page 22)
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Gountersuit In Wilson Venture

BY CHRIS MORRIS
LOS ANGELES—Firing his own
shot in an increasingly bitter con-
flict over the direction of Brian
Wilson's career, Joe Thomas, who
co-produced Wilson’s 1998 album,
“Imagination,” has filed a suit
against the musician’s wife and
conservator, Melinda Wilson.
Thomas’ action, filed Aug. 27 in
Cook County Circuit Court in I1li-
nois, answers a suit, lodged by
Melinda Wilson on Brian’s behalf
on Aug. 23 in L.A,, seeking to dis-
solve Wilson/Thomas Produc-
tions, a 1997 joint venture
between the musician and the
producer. The suit charged that
Thomas “has used his association
with Wilson to further his own
interests” (Billboard, Sept. 4).
Thomas’ complaint makes a
similar accusation against Melin-
da Wilson, who allegedly
“schemed against and manipulat-
ed both Brian and Joe and has
misused Wilson/Thomas Produc-
tions in order to secure the full

benefit of Brian’s star status for
herself” (BillboardBulletin,
Sept. 3).

The producer’s suit seeks gen-
eral damages to be determined,
punitive damages of $5 million,
the placement of Wilson/Thomas
Productions’ assets in a construc-
tive trust, the appointment of a
receiver to manage the company’s
affairs, and an accounting.

Thomas’ suit claims that after
he worked with Brian Wilson on
the 1995 collection of Beach Boys
covers, “Stars & Stripes,” the
producer and musician formed
Wilson/Thomas Productions in
September 1997. According to the
suit, Thomas owns 50% of the
company, while Brian and Melin-
da jointly own 50%.

“Melinda insisted that she be
named as a member of Wilson/
Thomas Productions,” the suit
states. “Despite her lack of expe-
rience in the industry, Melinda
used Wilson/Thomas Productions
in an ongoing attempt to gain con-

Great Sax. Saxophonist Dave Koz pauses backstage after his recent show at
L.A.'s Greek Theatre to meet with assorted Capitol Records executives. The
artist's upcoming Capitol release, “The Dance,” is due out Sept. 28. Pictured,
from left, are Greg Seese, director, regional promotion/marketing, L.A.; Jay
Krugman, senior VP, international and domestic marketing; Koz; Roy Lott, presi-
dent/CEQ; Nick Bedding, senior director, adult format national promotion; and
A.D. Washington, VP, R&B field promotion.

RECORD COMPANIES. Abel de Luna
is named senior VP of the regional
Mexican and Tejano product division
of Sony Discos in Los Angeles. He
was owner/president of Luna Music.

Daniel Savage is appointed senior
VP of sales and marketing for Hol-
lywood Records in Burbank, Calif.
He was senior VP of marketing for
Island Records.

Liz Montalbano is appointed VP
of crossover promotion for Priority
Records in Hollywood. She was
senior director of crossover promo-
tion for NooTrybe/Virgin Records.

Atlantic Records Christian Divi-
sion names Demetrus Stewart VP
of gospel artist relations, Mark
Lusk VP of sales and marketing,
Ronn Tabb director of promotions
and marketing, and Jay Schield
director of sales and product devel-
opment in Nashville. They were,
respectively, VP at Warner Bros.,

DE LUNA

SAVAGE

director of marketing at Broadman
& Holman Publishers, director of
marketing of Reunion Records, and
national accounts manager for WEA
Christian Distribution.

Larry Blackwell is appointed
director of national gospel sales for
ZRC in Nashville. He was co-owner
and GM of Central South Gospel.

Koch Entertainment names Mike
Healey controller, Steve Propas VP
of international, Mark Robinson
director of business affairs, and
Zooey Tidal director of media rela-

trol over Brian’s music as well as
his business affairs.”

In December 1997, Giant Reec-
ords, the WEA-distributed label
owned and founded by Irving
Azoff, signed a contract with Wil-
son/Thomas, according to the
suit. The deal purportedly pro-
vided the label with an option to
release three Brian Wilson
albums. “Imagination,” which
was co-produced by Brian and
Thomas, was released in June
1998.

Thomas’ suit elaims that Melin-
da Wilson approached Thomas
and asked that he and others not
take writing credit on certain
songs, since “the public’s percep-
tion of Brian as a songwriter
would be diminished.” Additional-
ly, Melinda demanded that
Thomas reduce his share of the
publishing.

The suit continues, “In order to
secure the benefits of Brian’s
career for herself, Melinda had to
break Brian’s ties with Giant
because Azoff had previously
expressed that he would not work
with Brian individually but only
in conjunction with Joe through
Wilson/Thomas Productions.”

The action says that as details
for a tour to promote “Imagina-
tion” following the album’s
release were being finalized,
Melinda abruptly canceled the
tour. When Thomas asked her
why, the suit claims, “all she said
was, ‘I’'m going to f—- that little
Jew,” referring to Azoff.” She also
allegedly told a tour employee
that “she was going to figure out
a way to ‘screw that Jew bastard,
Irving.””

Though Giant did not pick up
its option for a second album, the
Wilsons and Thomas had agreed
that their company would record
a second album and shop it to
another label or distributor, the
suit says. To create excitement
for a new album, a Brian Wilson
tour, run through the joint ven-
ture, was mounted in March of
this year.

(Continued on page 22)
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tions in New York. Koch Entertain-
ment also names Jim Cardillo VP of
A&R in Los Angeles. They were,
respectively, VP of operations for
Velvel Music Group, VP of interna-
tional for Velvel Music Group, direc-
tor of busine<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>