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ADVERTISEMENT

This holiday season,
may you have peace,

love and joyful music.
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A Christmas Album

The Tony Award-winning
star brings his magic touch
to holiday favorites
inclading

"O Holy Night"

"Angels We Have Heard on High"
"Joy to the World"

"Scarlet Ribbons"

SOUND OF THE CITIES

ATHENS

A BILLBOARD SPOTLIGHT: PAGE 53

Billboard Honors
Radio’s Finest

A Billboard staff report.

MIAMI—Rhythmic top 40
WBBM (B96) Chicago probably
needed an extra plane ticket for
the ride home from this year’s
Billboard/Airplay Monitor Radio

Awards, as it was
Po6

the big winner of
the evening with
a clean sweep of
five trophies.

Station of the year BY6 boast-
ed repeat winners PD Todd
Cavanah, music director Erik
Bradley, promotion/marketing
director Michael Biemolt, and
air talent Eddie and Jobo.

Other big winners at the show,
which capped the three-day Bill-
board/Airplay Monitor Radio
Seminar Oct. 7-9 at the
Fontainebleau Hilton in Miami
Beach, include adult top 40
KMXB (Mix 94.1) Las Vegus,
which picked up four honors; and
with three each, country KNIX
Phoenix, modern rock WNNX
(99X) Atlanta, album rock
WLZR Milwaukee, and New
York sisters top 40 WHTZ (Z100)
and AC WLTW (Lite FM).

(Contrnued on page 91)
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IN THE NEWS

BMG Alleges Gontract Breach
In Suit Against Zomba, ‘N Sync
See Page 3
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Ease Of ‘Price Shopping’
Impacts Web 3ales Sector

BY MARILYN A. GILLEN
and BRIAN GARRITY
NEW YORK—Given the option
between paying $12 or $15 for the
same CD, most consumers will opt
to pay the lower amount, all other
things being equal.
And giving wired
customers that option
today are increasing-
ly intelligent price-
comparison search engines, or
“shopping bots,” which scour the
Web to search out the prices for
desired goods at scores of E-tailers.
Some—Ilike DealPilot.com, in
which BMG parent Bertelsmann has
just acquired a majority stake (Bill-

DealPilot.com

boardBulletin, Oct. 12)—factor in
shipping charges and taxes to help
buyers make decisions.

In the offline world, of course, all
other things are seldom equal. Sav-
ing that $3 will mean driving—or
calling—from store to
store to check prices;
and while a store may
be lower-priced on
one album, it may
rank near the bottom for another.

No such barriers to comparison-
shopping exist online, analysts and
retailers note, and thus questions
about whether bots are heightening
price sensitivity in the Internet sales

(Continued on page 98)

WEILL: BERLIN TO BROADWAY

Wealth Of Music To Mark
Gomposer’s Gentenary

BY BRADLEY BAMBARGER

In something of a credo, Kurt
Weill once stated, “Schoenberg has
said he is writing for a time 50 years
after his death. I don’t
give a damn about pos-
terity. I want my
music heard while I'm
still around.”

Weill’s wish for con-
temporary success
was certainly fulfilled,
with people whistling
his tunes from Berlin
to Broadway. The road to posterity
was rockier at one point, although the
centenary of the composer’s birth
next year finds the way smoother

(Continued on page 100)

Remembering A Master Of
The Broadway Musical

BY IRV LICHTMAN
Attending the opening-night per-
formance of Kurt Weill and Paul
Green’s powerful 1936 anti-war musi-
cal “Johnny John-
son”"—Weill’'s first
American effort for
Broadway—Larry
Hart is said to have
turned to Weill and
laughingly declared
that a show like this
could put him, a top-
ranked musical come-
dy lyricist, out of business. The truth,
of course, was that Hart and partner
Richard Rodgers had their greatest
triumphs ahead of them.
(Continued on page 101)
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Marley Tribute
Features ‘Duets’

BY ELENA OUMANO

! No one pursued reggae’s con-
stant wish—to win America’s
urban market—more fervently
than Bob Marley. Nearly 30
years after his passing, Marley

3.

MARLEY

HILL

is recognized by urban and other
pop audiences as the world’s
greatest roots artist, but urban
listeners remain less impressed
with the reggae genre itself.
All that makes “Bob Marley:
(Continued on page 99)

Historic M.S.
EYBS Its Future

BY CHRIS MORRIS
LOS ANGELES—The seesawing
fortunes of M.S. Distributing appear
headed for another unusual, and
unforeseen, turn. The firm’s original
owners, president Tony Dalesandro
and executive VP John Salstone, have
bought back the beleaguered
Hanover Park, Ill.-based indie dis-
(Continued on page 109)
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TOP 10 AT THE BOX

BREAKING FAST AT URBAN
AND RHYTHMIC TOP 40
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The New Album In Stores Oct 26. Featuring The Hit Single & Video "Stay The Night"
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Now it's easy to
find more of the
music you yearn
for. Just fog on to
Listen.com,’ the
search engine for
MP3 and more. The
chances of getting
to the music you're
after without it are
about one in one
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BMG Suing ‘N Sync & Zomba

BY MELINDA NEWMAN

LOS ANGELES—AII sides involved in the
$150 million BMG/Trans Continental/Louis
J. Pearlman lawsuit filed against Zomba
and ‘N Sync hope to reach a speedy con-
clusion on the matter.

“My philosophy is, no one wins if we don’t
sell records,” says Pearlman. “My hope is
that we resolve this quickly and amicably
without making the attorneys rich.”

“We don’t want to see these boys victim-
ized by people who have been giving them
bad advice and who have brought them to
the brink of extinction,” says .J. Cheney
Mason, co-lead counsel for Trans Conti-
nental. “We prefer that they honor their
agreement and get back in the studio and
record the next six albums they owe Trans
Continental, but we can’t allow someone
else to pick all the cherries off the tree
Trans Continental grew.”

In papers filed Oct. 12 in U.S. District
Court in Orlando, Fla., Trans Continental,
BMG Entertainment, BMG Ariola Munich,
and Trans Continental head Pearlman filed
suit against Zomba, Zomba co-founder Clive
Calder, and the members of ‘N Sync, alleg-
ing breach of contract and potential trade-
mark infringement of the Lanham Act
(BillboardBulletin, Oct. 13).

The suit was prompted by ‘N Sync’s move
to Zomba-owned Jive Records in Septem-
ber. According to court papers, the group,
whose RCA debut has sold more than 7 mil-
lion units in the U.S., was signed to BMG
worldwide and RCA in the U.S. through a
production deal with Trans Continental.

The suit also includes a motion for a pre-
liminary injunction that would enjoin the
band or Zomba from any activity utilizing
the ‘N Sync name or image in connection
with such activities as recording, live per-
formance, merchandising, and television
appearances. According to the papers,
Trans Continental is the “sole owner of the
‘N Sync mark” in more than 20 countries.

Attorneys say they expect to receive a
ruling on the preliminary injunction within

‘We don’t want to see
these boys victimized
by people who have
been giving them bad
advice and who have
brought them to the
brink of extinction’

- J. CHENEY MASON -

a month.

The suit alleges that the band members,
whom Pearlman “assembled,” received ser-
vices, including those of “songwriters, vocal

coaches, choreographers, stylists, publi-
cists, private school tutors,” and more, paid
for by Trans Continental after the group
entered into an exclusive recording agree-
ment with Trans Continental in 1996.

That agreement led to a deal with BMG
Entertainment German affiliate BMG Ari-
ola. A subsequent album, released in
Europe and Southeast Asia in April 1997,
sold approximately 1 million units, accord-
ing to the papers. The group’s U.S. debut
followed in March 1998.

According to the papers, in the group’s
original deal with Trans Continental, “the
group members granted to Trans Conti-
nental all merchandising rights relating to
commercial activities of the group.” The
deal also called for the group “to receive
50% of net royalties and net receipts, as fur-
ther defined and described in the exclusive

(Continued on page 96)

MP3 And Alanis. MP3.com recently wrapped its first effort as sponsor of a major-artist tour

with the conclusion of Alanis Morissette and Tori Amos’ 5% Weeks tour. MP3.com co-spon-
sored the tour with music retailer Best Buy. The tour also featured five unsigned artists fea-
tured on MP3.com, as chosen by Morissette and Amos. Shown at a recent performance, from
left, are Greg Flores, VP of sales for MP3.com; Michael Robertson, chairman/CEO of
MP3.com; Morissette; Steve Sheiner, executive VP of sales and marketing for MP3.com_; and
Delon Dotson, executive VP of engineering for MP3.com.

2 Gompanies Dffer Web Space For Fans’ Downloads

BY EILEEN FITZPATRICK

LOS ANGELES—In an attempt to make
managing and tailoring digital music files
easier, two new services are offering music
fans the ability to set up private storage
areas on the Internet.

Newcomer myplay.com and Wall Street
darling MP3.com have both announced serv-
ices, similar to existing E-mail programs,
that will enable consumers to acquire,
access, and store downloaded music from
any computer with an Internet connection.

In addition, once the stored music file is
created, fans can download music into
portable music players from anywhere or
share the files with friends.

“Everything that is local is now moving
to the Web,” says myplay president/CEO
and founder Doug Camplejohn. “It makes
sense for music collectors to have a place to
store music online and have a private music
library on the Web.”

MP3.com has teamed with i-drive.com, a
company that provides free personal space
on the Internet, and will provide visitors
with an opportunity to sign up for an i-drive
account.

I-drive’s customer base, which includes
many among college students, is expected
to exceed 1 million by early 2000, according
to the company. It has had a prior relation-
ship with MP3.com as an advertiser.
Investors in the company for a total of $56

million are Silicon Valley venture capital
firms Institutional Venture Partners and
Integfal Capital Partners, as well as New
York-based investment bank Allen & Co.

“This moves digital music forward by
making it live on the Net instead of just on
the PC,” says MP3.com chairman/CEO
Michael Robertson.

While i-drive’s deal with MP3.com is its
first with a music site, it will add one more
music partner to its service within the next
60 days, according to CEO Jeff Bonforte.

Both the myplay and i-drive services are
available immediately.

At launch, Redwood City, Calif.-based
myplay will offer 250 MB of free memory,
which will hold 60-70 CD-quality songs.
MP3.com will offer 50 MB of free space that
translates into an hour of music playback.

Myplay will offer 50 free tracks, includ-
ing cuts by Kid Rock, Public Enemy, Chris
Rock, Buckcherry, and Aimee Mann. The
company is shopping its service to various
music labels, and it expects to license addi-
tional tracks exclusive to the site.

When fans sign up for myplay they can
search the company’s list of available
tracks, choose a song, and drag it to a digi-
tal “locker.” Users are not required to
download a player, and the locker accepts
downloads in any format. Once users have
collected a playlist, they can copy it and
stream it to friends. Secondary users,

though, cannot save the songs.

The company, which is Secure Digital
Music Initiative-compliant, is also linked to
download retailers EMusic.com and Tunes.
com, which will incorporate an “add to lock-
er” option on their sites that ties in to an
individual’'s myplay account. Myplay.com is
also linked to Listen.com for a directory of
downloadable music.

The i-drive service incorporates many
features similar to myplay, but users can
pass along downloaded songs that friends
can save. To listen to songs, users must load
a player, which is available on i-drive.com.
They can also load other keepsakes in the
file, such as text documents, video, photos,
and computer software.

Camplejohn says that while initial offer-
ings on the myplay site will be free, it
expects to generate revenue from selling
additional memory space or through a
monthly subscription fee. But it will also
provide record labels with detailed infor-
mation on the tastes of music fans.

I-drive’s Bonforte says the company will
not sell additional memory space, but will
rely on partnerships to grow the business.

Myplay will be able to monitor and
report back to labels on which tracks from
a specific artist are in an individual’s
playlist. The label can then target E-mails
or other marketing information to that
consumer.

BILLBOARD OCTOBER 23, 1999

www.billboard

.com

www americanradiohistorv com


www.americanradiohistory.com

1 IN BILLBOARD

VOLUME 111 * NO. 43

* THE BILLBOARD 200 - 106
% HUMAN CLAY * CREED* wiND-UP

BLUES 45
% IN SESSION * ALBERT KING WITH STEVIE RAY VAUGHAN * STAX
CONTEMPORARY CHRISTIAN 46
* A CHRISTMAS STORY * POINT OF GRACE * WORD
COUNTRY 41
% FLY * DIXIE CHICKS * MONUMENT
T GOSPEL
o) * IN THE MEANTIME - THE MUSIC THAT TELLS THE STORY 47
P IYANLA VANZANT * HARMONY
HEATSEEKERS 28
A Y SKIN DEEP * SOLE * DREAMWORKS
L INTERNET 75
B % BREAKDOWN * MELISSA ETHERIDGE * ISLAND
U KID AUDIO
# 2 B. A. MASTER - MUSIC FROM THE HIT TV SERIES 74
M POKEMON * KOCH
S THE BILLBOARD LATIN 50 52
#¢ AMARTE ES UN PLACER * LUIS MIGUEL * WEA LATINA
POP CATALOG
% BUENA VISTA SOCIAL CLUB 69
BUENA VISTA SOCIAL CLUB * WORLD CIRCUIT / NONESUCH
R&B 34
% BLACKOUT! * METHOD MAN / REDMAN ¢ DEF JAM
REGGAE 45[
# REGGAE GOLD 1999 * VARIOUS ARTISTS * VP
WORLD MUSIC 45
% SOGNO * ANDREA BOCELL! * POLYDOR
* THE HOT 100 - 1
% SMOOTH * SANTANA FEATURING ROB THOMAS * ARISTA
ADULT CONTEMPORARY a8
% YOU'LL BE IN MY HEART ¢ PHIL COLLINS ¢ WALT DISNEY I
ADULT TOP 40 as|

* SMOOTH ¢ SANTANA FEATURING ROB THOMAS ¢ ARISTA

COUNTRY 435
* SOMETHING LIKE THAT ¢ TIM MCGRAW * CURB

DANCE / CLUB PLAY N

* SITUATION {1999 MIXES) * YAZ * MUTE / KINETIC 39
DANCE / MAXI-SINGLES SALES
% HEARTBREAKER 39
MARIAH CAREY FEATURING JAY-Z * COLUMBIA
HOT LATIN TRACKS 51
* DIMELO * MARC ANTHONY * COLUMBIA
R&B 36
* WE CAN'T BE FRIENDS * DEBORAH COX WITH R.L. * ARSTA ]
RAP 35
* SATISFY YOU * PUFF DADDY FEATURING R. KELLY * BAD BOY
ROCK /| MAINSTREAM ROCK TRACKS 90
% HIGHER * CREED * WIND-UP
ROCK / MODERN ROCK TRACKS 90l

#* THE CHEMICALS BETWEEN US ¢ BUSH * TRAUMA

TOP 40 TRACKS 89
* MAMBO NO. 5 (A LITTLE BIT OF...] * LOU BEGA * RCA

Top Or The News

6 National Music Publishing
Assn. president/CEQ Edward Mur-
phy discusses music publishing in
the next millennium.

Arnists & Music

8 Executive Turntable: Lionel
Ridenour is promoted fo executive
VP of black music for Arista
Records.

12 Beckfo release "Midnight
Vultures,” his fourth DGC/Geffen
Records project.

12 The Beat: Kid Rock to build
roster for his Top Dog label.

20 Soundtracks and Film
Score News: TVT Soundirax
offers songs from "Buffy The Vam-
pire Slayer” on new soundtfrack.

ARTISTS & MUSIC

-
BECK: P 12

28 Popular Uprisings: Christ-
ian rocker Tracy-Dawn “Poetic
Aftermath” to be released o two
markets on two labels.

30 Reviews & Previews:
Albums from David Bowie, CeCe
Winans, and Les Rythmes Digi-
tales are in the spotlight.

33 R&B: Gerald Levert prepares
to release fourth set, °G.”

35 The Rhythm Section:
Deborah Cox scores her second
No. 1 on the R&B singles chart.
38 Dance Trax: Trance music
pioneer Boris Midney releases 11-

\O

LES RYTHMES DIGITALES: P. 30

CD anthology.

40 Country: Reba McEntire’s
S0 Good Together” album only
one of several upcoming projects
by the country singer.

42 Boxscore: The Backstreet
Boys gross more than $1.9 mil-
lion in Rosemont, ll.

44 Classical/Keeping Score:
Cabaret siren Ute Lemper takes on
avant-pop on her new set.

45 Jazz/Blue Notes: Stunt
label brings Danish jazz to the
shores of the U.S.

46 Higher Ground: Christian
diva Vestal Goodwin completes a
set of duefs on Pamplin Music.
47 In the Spirit: Island In-
spirational acts wondering where
they fit in after the Universal/Poly-
Gram merger.

48 Pro Audio: Sterling Sound
and Metropolis Studios combine
efforts fo create DVD venture.
50 Songwriters & Publish-
ers: Producer/songwriter Steve
Tyrell steps out as an artist.

51 Latin Notas: Christina
Aguilera is working on Spanish-
language album.

INTERNATIDNAL

61 Recording Industry Assn. of
Japan calls for action on piracy.

62 Hits of the World: Christi-
na Aguilera’s “Genie In A Boftie”
debuis at No. 1 on the U K. chart.
63 Global Music Pulse:
Warner Music Hong Kong's DNA
label signs popular Chinese hip-
hop group Lazymuthafuckas.

Menchants & MaBKETING

67 Latest market-share results
show Universal continuing its
dominance of music distribution.
70 Retail Track: Major distrib-
ufors are cracking down on streef-
date violations.

71 Declarations of Indepen-
dents: Slash magazine’s “Kick-
boy” dies at age 54.

74 Child’s Piay: Rhino and
Nickelodeon ready new “Blue’s
Clues” set.

75 Sites + Sounds: Luciano
Pavarofti going online with Sep-
tember concert performance.

76 Home Video: East Coast
Video Show planners ponder l0ss
in aftendance.

PROGRAMMING
87 R&B/pop custody battle is a

W“%IEI:IMMI[INS OF INDEPENDENTS

St : Fix
ED BURLESON: P 7T

hot topic at the Billboard/Airplay
Monifor Radio Seminar.

89 AirWaves: Reflections on
the Billboard/Airplay Monitor
Radio Seminar.

90 The Modern Age: Jimi
HaHa of Jimmie’s Chicken Shack
gives relationship advice.

94 Music Video: Folk Implo-
sion chooses a video director via
an online contest.

THE MODERN AGE

JINMIE'S CHICKEN SHACK: P 90

FEATURES
83 Update/Lifelines: Broad-
way lyricist/composer George For-
rest dies.
84 Classifieds
103 Hot 100 Singles Spot-
light: Carlos Santana scores his
first No.1 single with the help of
Rob Thomas.
108 Between the Bullets:
Rock music lives on The Billboard
200.
109 This Week’s Billboard
Online.
110 Chart Beat: Sanfana’s
*Smooth” hits No. 1 on the 30th
anniversary of the band’s first
charted single.
110 Market Watch
110 Homefront: Billboard's
WeatherBureau publication will
appear on Billboard Online.

* TOP VIDEO SALES * 80
* THE MUMMY * UNIVERSAL STUDIOS HOME VIDEO
DVD SALES 80
% THE MATRIX * WARNER HOME VIDEO
HEALTH & FITNESS a2
% BILLY BLANKS: TAE-BO WORKOUT * VENTURA DISTRIBUTION
MUSIC VIDEO SALES I
* THE OFFICIAL VIDEO COLLECTION 74
RICKY MARTIN ¢ COUMBIA MUSIC VIDEO
RECREATIONAL SPORTS
* WWF: THE ROCK - KNOW YOUR ROLE 82
WORLD WRESTLING FEDERATION HOME VIDEO
RENTALS 80

* THE MATRIX * WARNER HOME VIDEO

No. 1 ON THIS WEEK'S UNPUBLISHED CHARTS

CLASSICAL
* ARIA - THE OPERA ALBUM * ANDREA BOCELLI * PHIUPS

CLASSICAL CROSSOVER

* VOICE OF AN ANGEL
CHARLOTTE CHURCH * SONY CLASSICAL

JAZZ
% BENNETT SINGS ELLINGTON HOT & COOL
TONY BENNETT * ReM/ COLUMBIA

JAZZ | CONTEMPORARY
% CLASSICS IN THE KEY OF G * KENNY G * ARISTA

NEW AGE
# PLAINS * GEORGE WINSTON ¢ WINDHAM HILL

Milt Jackson, Jazz Vibes Master, Dies At 76

BY BILL HOLLAND

WASHINGTON, D.C.—Milt Jackson,
premier vibraharpist in jazz for more
than 50 years and a founding member
of the Modern Jazz Quartet, died Oct.
9 in New York of liver cancer. He was
76.

Jackson, whose nickname was
Bags, transformed the vibes from a
percussion novelty to an atmospheric
and indispensable modern jazz instru-
ment. His instrument’s slowed-down
vibrato and his bop phrasing, based
on the advances of Charlie Parker,
created a cool, modern sound that had
been absent in the vibes work of ear-
lier players like Lionel Hampton and
Red Norvo.

Jackson, born in 1923 in Detroit,
first gained attention in Dizzy Gilles-
pie’s early bebop groups. In 1946 he
played vibes on Gillespie recording
dates that produced such classics as

“A Night In Tunisia” and “Two Bass
Hit.”

In 1952, along with pianist John
Lewis, bassist Percy Heath, and
drummer Kenny Clarke, he co-found-
ed the Modern Jazz
Quartet (which later
included Connie
Kay).

The group’s trade-
b mark restained, ele-
- gant style and Jack-
son’s paradoxically
bluesy solos made it
one of the most popu-
lar jazz groups of the
’50s and ’60s.

The quartet re-
corded more than 30
albums—among them “Django” on
Prestige and “Fontessa,” “Pyramid,”
and “Lonely Woman” on Atlantic—
until it disbanded in 1974, when Jack-

JACKSON

son left the group. The group made
several reunion recordings in the
1980s.

Jackson, a perennial poll winner,
will also be remembered as a com-
poser of many original compositions,
including the famous “Bag’s Groove,”
a blues jam session favorite for gen-
erations of players.

Jackson also recorded landmark
collaborative albums with Ray
Charles and John Coltrane on
Atlantic and Oscar Peterson on Verve,
among others.

His later work in the '70s and ’80s
with Gillespie, bandleaders Benny
Carter and Count Basie, and bassist
Ray Brown appears on Pablo Rec-
ords. His last collaboration album,
with Peterson and Brown, “The Very
Tall Band,” was released this year on
Telare.
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Tunes.com Joins Net Market Test

BY DON JEFFREY

NEW YORK—A pilot program
called Cranberry Grove, designed
to test the secure digital delivery of
musical content for sale, will launch
at the end of this month.

Tunes.com is the first music con-
tent provider to announce its par-
ticipation in the test. But executives
involved in the pilot say that they
are in negotiations with major and
independent labels, Internet music
companies and portals, distributors,
and retailers (BillboardBulletin,
Oct. 13).

The test program is available to
industry professionals only, not to
consumers. Executives say they ex-
pect the test to proceed into the
first quarter and then, if successful,
to be rolled out to consumers.

Tunes.com, a Chicago-based In-
ternet music company, announced
last week that the RollingStone.com
Web site it operates will provide
touring and ticketing information
for the pilot.

The test is a venture between two
U.K.-based companies—Magex, a
digital commerce unit of NatWest
Bank, and the iGroup, an Internet
development and services firm—
using technology devised by Santa
Clara, Calif.-based InterTrust
Technologies.

This is one of several tests being
undertaken to come up with secure,
usable systems for the online use
and purchase of music. IBM and the
major record companies have
teamed up in a consumer trial code-
named the Madison Project. Uni-
versal Music Group, BMG, AT&T,
and Matsushita are working on an
electronic distribution project code-
named Nigel.

The participants in Cranberry
Grove say that their system will be
compliant with the standards being
developed by the Secure Digital
Music Initiative, a forum of the mu-
sic and technology industries.

Bill Gretton, head of sales for
Magex, says that 50-100 partici-
pants have signed up for the test
since registration began on the Web
site (cranberrygrove.net) in July,
but he declines to name them.

Jim Jennings, senior VP of mar-
keting for InterTrust, says, “When
we did basic research last winter on
digital [preferences], what people
wanted to know is when a band’s
playing locally.”

“We want to work with as many
of these companies as we can,” says
Chris Henger, director of business
development for Tunes.com. “We
want to be early adopters. We're
excited to be working with Inter-
Trust because they have come to
the forefront as a leader in digital
rights management, and our role is
to be a music destination site and
distributor of musical assets, and
we want to do it in a secure way.”

Gretton explains that consumers,
using Magex’s digital commerce
technology, will be able to set up
accounts with their credit cards and
create a “digital wallet” on their
PCs that will keep track of all digi-
tal transactions online.

What InterTrust has done is cre-
ate software and tools to “package”
digital content—music, album art,

‘When we did basic
research on digital
[preferences], what
people wanted to
know is when a
band’s playing
locally’

- JIM JENNINGS -

touring and ticketing information,
lyries, graphics, and promotional
information—into an encrypted file
called a “DigiBox,” which can be
stored on the hard drive of a regis-
tered user’s PC. The system will
also codify “rules” that apply to the
content—for instance, the number
of allowable free plays or the ways
in which the content can be distrib-
uted.

Jennings says the digital wallet
could allow participating retailers to
offer 25%-off deals or points toward
purchases, “all done digitally.”

The London-based iGroup is the
host company; it has designed and
will maintain the Cranberry Grove
Web site and operate the server that
stores the digital content.

The companies that have devised
Cranberry Grove expect to bring in
revenue by taking a percentage of
the consumer transactions. Partici-
pating content providers may have
to pay some initial licensing fee to
use the software, but consumers
will be able to download software
free of charge.

“It is a unique solution to allow
digital commerce to happen,” says
Gretton. “But it isn’t limited to the
music industry. We're also moving
on to publishing, business informa-
tion, and software distribution.
Once consumers have Magex appli-
cations, they can charge things
other than music to their digital
wallets.”

The Billboard Online Poll

he impozition of @ sales Lax
o all products seld on-
ling—a possibility now

being explored in the LS, by the
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ereated by Conpress Go study
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Lawmakers are pondering whether to
levy a tax on goods sold on the Inter-
net. If they decide to add a fax, how
would thiz atiect your online music-
shopping habits?

| woudd continue 10 buy |ush as many
aflaums Qarlineg;

[ 100%

| winuld buy fewer albums onling but
purchase. more from traditionad brick-
and-murlar shires:

| 238%

| would boy lewsr glbums online bt
ordes mare fram recond chibs:

Er:] 75%

| would try lewes albums, pariod

CANDUSTRY OUTLOOKS ON 21 st CENTURY ENTERTAINMENT

An tnstallment i Billboard’s ongo-
ing millennium feature, offering
capsule commentaries from key
industry figures on the entertain-
ment bustness as it heads toward
2000. This week’s subject is NMPA
president/CEO Edward Murphy

What is the biggest challenge
that you see ahead for the busi-
ness as you look into the future?

The biggest challenge for music
publishing is how to regulate and
track music copyrights. The digi-
tization of music has brought new
ways of recording and distributing
music, along with
unique opportunities
and challenges for
publishers—and con-
sumers.

Sinee digital distri-
bution via the Internet
is global distribution, it
is vitally important
that copyrights be
properly tracked and
administered, so that
proper credit can be
given to the appropri-
ate publishers and songwriters
and in the appropriate territory.

Digitization has also enabled the
home studio or amateur musician
to replicate studio techniques.
Consumers are now able to do
many things with music tracks,
and in the not-too-distant future,
they will be able to “morph” music,
changing the instrumentation,
style, and even the vocal track.

What excites you the most
about the future?

The new and ever-improving
technologies that are used to cre-
ate, record, and distribute music
are exciting for music publishers
and consumers. People now have
many more choices in how and
where they listen to music, as well
as what type of music they listen
to. Global distribution will allow
consumers to obtain many differ-
ent styles of musie.

The new ways of recording or
storing music will enable music to
be incorporated into other prod-
ucts more easily, perhaps resulting
in a blending of artistry, especial-
ly between the musical and visual
arts. In fact, we have developed a

new Web site, SongFile.com, which
facilitates industry and consumer
involvement in all aspects of the
music business,

How quickly do you think
things will really change?

I think that in even as short a
time as one year, the increased
availability of music globally will
bring significant changes to the
industry. There will be more gen-
res of music available from many
countries and in different lan-
guages,

As for the future, the industry
has historically seen sea changes,
particularly in hard-
ware, about every 15-
20 years. Vinyl rec-
ording was a major
change, then came
cassettes, CDs, and
now compression and
MP3 technology. Next
we’ll see audio/video
compression, which
will bring us A/V
Jjukeboxes and eventu-
ally holograms. Also,
increased bandwidth
and lower per-minute charges for
Internet connection in Europe and
especially Asia will bring dramat-
ic changes. I expect Japan to be the
next E-commerce marketplace.

What mistake/misjudgment
that the music publishing busi-
ness made in the 20th century
would you change if you could?

I wish that the music publishing
industry had become involved with
our government sooner in the pro-
tection of U.S. copyrights through-
out the global marketplace. How-
ever, over the last several years, we
have made great strides.

What five things would you
put in a time capsule to sum up
the music business this century?

My capsule would contain music
engraving tools, to show where
music publishing began, then a
cylinder recording; a 45 RPM; a
music video; and of course a CD. I
would like the CD to contain musi
cal examples of how the style of
music and song has gone from
melody, particularly in the early
part of this century, to rap and hip-
hop, which are more rhythmically
based. IRV LICHTMAN

U.5. Latin Music Sales Break Records As Business Expands

BY JOHN LANNERT

Just how powerful is the expansion
of the U.S. Latin music industry
nowadays? Well, consider that the
stateside Latin music business has
already generated more units sold in
the first three quarters of 1999 than
it did in the whole of 1998—which
itself was a record sales year for the
business.

SoundSecan’s inaugural third-quar-
ter distributor market share report
reveals that domestic Hispanie record
labels delivered 16 million units in the
period from Jan. 10 through Oct. 3 of
this year. In 1998, the stateside Latin
music business generated 15.9 million
units in sales—a record annual tally
as recorded by SoundSean.

Unit sales in the first three quar-
ters of 1999 have ascended as well:
They rose from 4.8 million in the first
quarter to 5.2 million in the second to
6 million in the third. And with the
traditionally robust fourth quarter
coming up, sales of Spanish-language
product could approach 22 million to
23 million units total this year.

“There is a lot of blockbuster prod-
uct coming out in the fourth quarter
from artists like Juan Gabriel, Los
Tri-0, and Ricardo Arjona,” says
David Massry, president of Neptune,
N.J.-based indie Ritmo Latino. “So
sales should be strong. And our sales
inerease, which has been 10%-11% so
far this year, should rise to about 15%
in the fourth quarter.”

Another factor contributing to the
ever-growing U.S. Latin music mar-
ket, says Massry, is the increasing
sales of CDs compared with cas-
settes. The latter were previously
favored by Ritmo Latino’s largest
customer base—fans of regional
Mexican acts.

“Cassettes are dying,” says Mass-
ry. “They make up only 20% of my
sales now, whereas it used to be more
than 30%.”

The ongoing trend of new stores
featuring Spanish music continues to
help boost sales as well. Massry has
opened four stores in 1999, including
Ritmo Rock, a Los Angeles outlet
devoted exclusively to Spanish-lan-
guage rock.

Massry will announce the opening
of more stores on Oct. 26 during the
second Ritmo Latino eonvention in
Los Angeles.

Though SoundScan has added
nearly 50 stores to those monitored
in the past year, most Latin industry
executives estimate that SoundScan
still only covers 30%-45% of the His-
panic music market.

Sony Music Distribution (SMD)
continues to lead all distributors in
the latest tally, but its market share
of 27.3% is up only 0.3 percentage
points compared with the same time
frame last year. Further, SMD’s lat-
est market share represents a drop
of 2.2 points from its market take as

(Continued on page 96)
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BY MENNO VISSER

and MARK SOLOMONS
AMSTERDAM—Dance is still a
dirty word in the U.S., American
dance music executives told their
European counterparts Oct. 7-9 at
the fourth annual Amsterdam
Dance Event here.

During a series of seminars,
around 800 delegates—mostly from
the independent sector of the dance
industry—heard much talk of the
barriers faced in

Tough U.S. Glimate
Gited At Dance Gonfab

with the highly fragmented scenes
and the size of the country.”
Panelists said that the U.S. was
facing the same problems experi-
enced in the sector in Europe
around five years ago: Mix albums
could easily sell 50,000 units, but
it was almost impossible to break
individual singles, let alone album
artists. The panelists suggested
that in the U.S., the term “elec-
tronica” had been coined to avoid
a pejorative asso-

getting the music
played, stocked, and

about 70 each from
the U.S,, UK, and

‘There has

charted at home y illegal drugs.

and abroad. Howev- been masstve In Europe,
er, at the event, retail meanwhile, a much
which was attended . . , Dpatchier picture
bysome500 foreign ~ consolidation’  emerged. A semi-
delegates including nar titled “Europe

- DUNCAN HUTCHISON -

ciation between
dance music and

One,” moderated

Germany, the most
strenuous comments came from the
American contingent.

“The problem starts with the
labels: Most major labels [in the
U.S.] haven’t even got a dance de-
partment. They hire a dance A&R
person for the remixes only,” Steve
Oaklander, GM of Los Angeles-
based Playland/Priority Records,
told a U.S. territory-focus meeting.

A perceived lack of media and
retail support were also cited as
reasons for the dance sector’s rel-
atively small slice of the U.S.
music market compared with that
in Europe.

K-tel Distribution GM Duncan
Hutchison told delegates that re-
structuring of U.S. musie retail
meant it was increasingly difficult
to make a chart impact with dance
records, which he said were gen-
erally only available from inde-
pendent stores.

“You can’t ignore the fact that
there has been massive retail con-
solidation—six accounts clock up
80% of the market,” Hutchison
said. “You have to combine that

by Billboard inter-
national business
editor Mark Solomons, questioned
the existence of a single market
for dance music in the European
Union.

Panelists agreed that factors
such as royalty rates, distribution
costs, retail systems, and media
exposure still varied in different
member states. They said the low-
ering of trade barriers within the
EU had not necessarily helped
smaller labels.

Raffaela Travisano, director of
Italian dance indie More Music,
said that labels were still facing
lost sales as a result of legal trans-
shipments within the EU.

She mentioned the recent case
of a Spanish company exporting
CD singles of Dutch trance act
ATB’s European hit “9pm (Til I
Come)” to Italy, where she held the
rights for the record but where
vinyl is still the predominant dance
singles format, and it is not nor-
mally cost-effective to press CD
singles locally.

Nick Halkes, former founder of

(Continued on page 108)

RECORD COMPANIES. Lionel Ride-
nour is promoted to executive VP of
black music for Arista Records in New
York. He was senior VP of black music.

Darren Wolf is named VP of art-
ist development for MCA Records in
Universal City, Calif. He was direc-
tor of regional promotions for
DreamWorks Records.

Steve Orselet is named VP of
sales for BMG Classics in New York.
He was director of East Coast re-
gional sales for Windham Hill.

Virgin Records America promotes
Dominic Pandiscia to national sales
director in Beverly Hills, Calif., and
Paul Babin to national sales director,
East Coast, in New York. They were,
respectively, East Coast regional sales
director and national sales director.

Tabari Sturdivant is appointed
manager of A&R, rap, for Jive Rec-
ords in New York. He was A&R coor-
dinator at Universal Records.

Tm

RIDENOUR WOLF

Peri Shamsai is promoted to se-
nior director of marketing and busi-
ness affairs for BMG Entertainment
in New York. She was strategic as-
sistant to the chairman.

Mercury Nashville promotes Da-
mon Moberly to director of North-
east regional promotions and Kevin
Lane to senior director of media
relations in Nashville. They were,
respectively, manager of Northeast
regional promotions and director of
media relations.

KMG Records names Frank Chi-

Henley Sues Over Web Names

BY GAIL MITCHELL

LOS ANGELES—In the latest twist
in the still-evolving dance between
the music industry and the Web, a
Sarasota, Fla.-based Internet com-
pany is being sued by Don Henley
and Eagles Ltd. on the grounds of
copyright infringement.

The federal suit, filed Oct. 7in U.S.
District Court in Los Angeles,
alleges that Mark Elsis and his firm,
Lovearth, registered the domain
names don-henley.net, don-henley.
org, donhenley.org, theendoftheinno-
cence.com, and e-a-g-l-e-s.com with-
out Henley’s or the band’s prior
knowledge or consent (Billboard-
Budletin, Oct. 12).

The filing further claims that
Elsis—whose Lovearth organization
is purportedly dedicated to prevent-
ing the extinction of rain forests and
mankind—said he would present all
the domain names to Henley. Howev-
er, the “defendant has consistently
refused to assign the domain names
to Henley and Eagles Ltd. and also
seeks money from Henley and Lim-
ited as a condition,” the filing says.

The suit seeks an injunction against
Elsis’ use of the domain names, trans-
fer of the names to Henley and the
Eagles, and payment of damages, plus
attorneys’ fees and costs.

Henley and Eagles manager Irv-
ing Azoff says, “This person has
made some demands on Don, and we
feel he’s violated all sense of decen-
cy. We certainly don’t object to the
fan who wants to host a legitimate
site. But to steal a person’s name and
try to send messages that aren’t con-
sistent with what an entertainer has
worked his entire career to build up?
You've got to protect your name.”

Representing Henley and Eagles
Ltd. are Jill Pietrini and Edward Jor-
dan of Los Angeles-based Manatt,
Phelps & Phillips, LLP. “Our prima-
ry goal is to get the name back,” says
Pietrini.

“At this point, damages have not
yet been determined because they
will be primarily based on the de-
fendant’s profits,” she says.

The Henley suit over Web site
name ownership comes on the heels
of industry disagreement over

ORSELET
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mento executive director, Amy Wil-
ken marketing coordinator, Carmen
Coe production coordinator, Jennifer
Schwarz international coordinator
and executive assistant, Brad Ford
A&R assistant, and James Hume
marketing and management coordi-
nator for Praise Hymn Music Group
in Nashville. They were, respectively,
marketing director, marketing and
media coordinator for Praise Hymn
Music Group, marketing coordinator,
temporary receptionist, guitarist for
the band Bleach, and a recent grad-

whether record labels should own the
Web site addresses of acts on their
rosters (Billboard, June 19).

Robert Rosenbloum, an attorney
who specializes in intellectual prop-
erty law for Atlanta-based Green-
berg Traurig, says, “We're defi-
nitely going to see more of this
[third-party registration] as the In-
ternet’s scope widens.

“The World Intellectual Property
Organisation is currently discussing
the implementation of rules that
might prohibit the registration of

famous trademarks by anyone other
than the rightful trademark owner,”
he says. “But that may be difficult to
apply to a recording artist because
the name could be one shared by
other people or companies, for exam-
ple, Michael Jackson or Jewel.

“It’s quite an intriguing situation,”
adds Rosenbloum. “But from what I've
seen in most cases where these issues
have been addressed, the court has
held in favor of the rightful owner.”

Elsis could not be reached for com-
ment.

BY BILL HOLLAND
WASHINGTON, D.C.—Protected
trademarks and service marks—
but not the names of individuals—
would be protected from cyber-
squatters in a bill passed Oct. 13 by
the House Judiciary Committee.

The bill, the Trademark Cyber-
Piracy Prevention Act, H.R. 3028,
introduced by Rep. James Rogan,
R-Calif., would amend the trade-
mark act to allow trademark and
service mark owners to sue a per-
son who registers, traffics in, or
uses a domain name that is “iden-
tical or confusingly similar to” the
protected marks and used or
appropriated “in bad faith.”

The bill, as well as a similar Sen-
ate-passed bill, does<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>