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With
MULTI-PLATINUM AWARDS
in Colombia, Venezuela, Chile and
over 250,000 units sold in the U.S.

FULANITEO'S
dedbut album

“EL HOMBRE
MAS FAMOSO DE LA TIERRR”

set new standards in the
Latin Music World combining
a unique Sound of
Rap over an accordion riff
known as “Ripiao”.
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The Hopes & Hurdles Of The Web

UK. Sites Aim To Become New A&R Source

BY DOMINIC PRIDE
LONDON—Ycu know the A&R folks,
but you'd better get used to talking to
the C&A execs.

Contant and Aequisition depart-
ments find the acts for the new clutch
of talen=-focus=d Web sites springing
up here and are already playing a role
in exposing new music.

Recently launched U.K. sites such
as Musicunsigned.com, Peoplesound.

The Artist Steps
Out On Arista

I} -7

BY LARRY FLICK

NEW YORK—On Nov. 9, The
Artist Formerly Known As
Prince will do something he says
he didn’t anticipate ever doing
again: He’s releasing an album
through a major label.

“Rave Un2 The Joy Fantastic”
will be released on The Artist’s
NPG Records and licensed to
Arista n the U.S. and Arista/

(Continued on paye 101)

com, and Vitaminie.com claim they
are performing a first-level A&R
role. At the other end of the scale,
sites such as FuecaSound are carry-
ing on the indie spirit by simply
exposing music on
the Net.

Yet those run-
ning the sites say they are still
encountering hostility and resistance
from some sectors of the mainstream
musie industry.

Now that Musicunsigned is elaim-
ing its first deal from its A&R-ori-

(Continued on page 91)

Webcasters, Labels Still Debating Licenses

A Biltboard staff report.

NEW YORK—When the Digital Mil-
lennium Copyright Act (DMCA) was

| passed Oct. 28, 1998, it mandated that

Internet broad-
casters and record
labels put into
place a licensing system for Web-
casters who want to play copyright-
protected music on the Internet.
The DMCA gave online broadeast-
ers a year to file with the U.S. Copy-
right Office their “offizial intent” to
obtain a statutory licerse to air digi-

New Tech Requires Oid Masters

Rise Of BVD, Web Makes Archive Preservation Gritical

This s the final installment in a
series by Bill Holland examining the
problem of flawed
and aging master
tapes i U.S. record
company vaults.

WASHINGTON,
D.C.—The growing
interest in online
music distribution
and new digital for-
mats such as DVD Audio are
upping the ante for the record com-
panies to save the millions of aging

master recordings and other assets
in their vaults.

To take advantage
of the sonic up-
grades possible with
new formats, as well
as the 5.1-channel
option of DVD
Audio. labels must
be able to return to
the multitrack ana-
log souarce record-
ings. Music that already has been
down-sampled into the now

(Continved on page 92)

‘Bits & Mortar’
IS ﬂl]lll:l!llt For
Planned Retail

Ghain...r,s

Tackles Vivaldi
On New Decca
Disc...raa

tal audio signals.

But the Oct. 15, 1999, deadline slid
by the industry, w'th no firm sign of
concord over terms of that proposed
license or its rate f~om Internet radio
proponents or the Recording Indus-
try Assn. of America (R1A A) which
is representing most record labels in
the discussions.

Also still a point of eontention one

(Continued on page 91)

Epic/530°s Dion
Offers Hits & More

BY CHUCK TAYLOR
NEW YORK—After 10 years of |
standing steadily in the global |
spotlight, Celine Dion is ready to
let her heart goon . .. vacation.
“I’'m looking forward to hav-
ing no schedule, no pressure, to
not caring about whether it's
raining or not, just visiting with
family and friends, cooking at
home, trying to seriously have a |
(Continued on page 94)

ONLY GOD (\:l._\.\' JUDGE ME @

RETURN OF THE DON
THE BIGGEST RAP ALBUM EVER!!!

MASTER P

ONLY GOD CAN JUDGE ME
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MADONNA
The Video Coflection: 93 - 99
VHS & DVD
This follow-up to
the hugely successful
THE IWMMACULATE
COLLECTION
brings you up to date with
14 hot new videos from
Madonna's last four albums.
38506

ERIC CLAPTON
& FRIENDS
IN CONCERT
A Benefit for the Crossroads
Centre at Antigua
VHS & DVD
On June: 30, 1999 Eric Clapton
put together a stellar band
for a benefit concert. He also
invited a few friends -
Bob Dylan, Sheryl Crow
and Mary ). Blige. It's all
captured here live from

Madison Square Garden.
38510

Seethe best,

hearthe best.

Discover an enhanced level of sound, vision and Interactive freedom

with music video on DVD. DVD allows you to explore the works of your favorite

artists like never before.

ERIC CLAPTON
Clapton Chronicles:
The Best Of Eric Clapton
VHS & DVD
This video collection
covers the most recent
and the most successful
period in-this legendary
guitarist’s career. Featuring
“Tears in Heaven,”
“Change The World”
and “Layla.”
3851
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e
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TOM PETTY AND THE
HEARTBREAKERS:
High Grass Dogs:
Live At the Fillmore
VHS & DVD
The first live concert video
from Tom Petty and the
Heartbreakers since 19582,
This intimate show includes
classics like “Free Fallin™
and “Breakdown,” as well
as the rarely performed
“Mona,” “Country Farm”
and “Angel Dream.”

38512

FILTER
Title Of DVD
DVD available December 7.
They took you for a rock
infused ride on the ‘Short
Bus’ and woke you up with
“Hey Man Nice Shot.” Get
all of the inside dirt and
find out what really goes
on inside the world of
Filter with this collection of
videos, interviews, road
clips and the new video for
“welcome To The Foid"
38513

VAN HALEN
Video Hits
VHS & DVD
The now legendary group
unleashes 14 classic videos
in a powerful collection that
includes “Jump,” “Hot For
Teacher,” “Right Now" and
as a special bonus,
“without You" - available
commercially for the first
time and only on DVD.
38428

Get the

DEPECHE MODE
The Videos 86>98
VHS & DVD
Enjoy this definitive
collection of Depeche Mode
videos produced between
1986 and 1998, including rare
interviews and the short,
but sweet film aptly titled
“Depeche Mode.”
38504

4 ’;;!‘ FAMUTE DvD

www.WDr.com WWW.reprlsel'eC.Com Sheryt Crow appears courtesy of A&M Inc. Mary J. Blige appears courtesy of MCA Records/MIB Records Bob Dylan appears courtesy of Columbia Records Warner/Reprise Home Video ©1999 “Warner Q{os. Records Inc.
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I THROW DOWN;
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+NEW MUSIC FROM BEASTIE BOYS, BECK, FIONA APPLE, FOO FIGHTERS, JEWEL, METALLICA, NAS, RED HOT CHILI PEPPERS, Si1SQO,
SNOOP DOGG, STONE TEMPLE PILOTS
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tdel Makes U.5. Move With RED Buy

BY ED CHRISTMAN

NEW YORK—Edel Music’s planned acqui-
sition of 80% of RED (BillboardBulletin,
Oct. 26), Sony Music’s independent distri-
bution company in the U.S., is just the
beginning of the German music company’s
plans for this country.

Michael Haentjes, CEO of Hamburg-
based edel, says he wants to achieve a 3%-
4% market share in the U.S. and sees con-
trolling distribution as an essential
ingredient in achieving that goal. Edel,
which is distributed by Koch International,
will do about $7 million this year in the U.S.

“The first step here is to establish dis-
tribution and then to acquire a couple of
good labels,” says Haentjes. Controlling dis-
tribution “gives us a better margin,” he
adds.

Terms of the deal were not disclosed. The
closing of the transaction is dependent on
governmental approvals.

In addition to retaining a 20% stake in
RED, Sony Music will continue to provide
pack, pick, and ship services for RED as
well as supply credit-collection services and
back-office systems. The deal also calls for
Sony to provide edel with support services
in territories outside the U.S.

RED is considered one of the best inde-
pendent distributors in the U.S.; it is also
the largest. The company is expected to
generate total sales of $150 million this
year.

Haentjes says he expects no change in
RED management or policy when the deal
is completed and edel assumes its majority
ownership position.

Sony executives declined to discuss the
deal.

Haentjes says the deal came about
because he was looking to buy distribution
in the U.S. and “heard RED was the best.
So I called Mel [Ilberman, chairman of

Sony Music International], who initially said
no and then after talking for a while felt
more comfortable and excited about the
deal.”

Haentjes says Sony retained an owner-
ship stake in RED because it might feel that
edel can further develop RED as an asset.
Sony acquired RED in 1989 when it was
known as Important, and the major also
acquired the Relativity label as part of the
package. Sony is believed to have paid, in
inerements, about $10 million for RED. It
also channeled additional funds into the
company in upgrading its systems.

Earlier this year, Sony merged the Rela-
tivity label into Loud, in which it now has a
majority stake. According to an edel state-

ment, Sony Music will continue to use RED
for its independent repertoire, including
Loud releases.

Haentjes says he wants to “put more vol-
ume through RED.” In addition to buying
labels here, edel has been on an acquisition
binge in Europe, and RED could serve as
the U.S. distributor for those labels at some
point.

Edel’s acquisitions over the last two years
include the Finnish subsidiary of K-tel
International Inc.; 75% of the Belgian-
based Play It Again Sam label; Mega
Records Scandinavia and Megason Pub-
lishing; and a stake in the U.K.’s Eagle
Rock Entertainment. Edel has been financ-

(Continued on page 20)

BY WOLFGANG SPAHR
HAMBURG—Europe’s most acquisitive
independent label has bought itself a slice
of German music TV. Both companies
involved are based in Ger-

" Edel To Buy Stake In Viva

German Music Channel Eyes Growth

Haentjes describes the investment as “a
valuable strategic shareholding” and a
“long-term commitment.”

Edel’s stock was trading in Frankfurt
at 47.1 euros ($49.5) at

many—but their horizons
extend far beyond.

Edel music AG, the
publicly quoted group
that has announced its purchase of
Sony’s independent distribution compa-
ny in the U.S., RED (see story, this page),
has agreed to acquire 16% of German
music channel Viva. Sources estimate
that edel is paying Sony up to $30 million
for the stake.

In a statement, edel CEO Michael

LAY

press time on Oct. 27, the
day of the announcement,
up 1.95 euros ($2.05) for
the day.

Added Viva founding managing direc-
tor Dieter Gorny in the statement, “With
the background of the planned strategic
expansion of Viva, edel music AG is high-
ly important as a new partner. I am con-
vinced that this will impart additional
strength to [Vival.”

(Continued on page 20)

Arista, Warner Team Up For ‘Totally Hits’ Compilations

BY MELINDA NEWMAN

LOS ANGELES—Hot on the heels of the
successful “Now That’s What I Call
Musie!” multi-label compilations, Arista
Records and Warner Music Group have
joined together to create “Totally Hits,”
a new series whose first edition features
top pop songs from the past two years
(BillboardBulletin Oct. 28).

The Nov. 9 release includes this issue’s
Billboard Hot 100 topper, “Smooth” by San-
tana Featuring Rob Thomas. The 18-song
set also includes such recent hits as TLC’s
“No Scrubs”; Sugar Ray’s “Someday”;
LFO’s “Summer Girls”; and Kid Rock’s
“Bawitdaba.” “Totally Hits” features
artists on Arista and its affiliated labels,
RCA, Warner Bros., Reprise, Elektra, and
Atlantic.

The project calls for four “Totally Hits”
sets. The first will be distributed by Arista
parent BMG, the second and third by
Warner’s WEA in the year 2000, and the
fourth by BMG in 2001. Suggested list
price for the first offering is $17.98. It’s a
U.S.-only deal.

“I called [Warner general counsel] David
Johnson because my sense was that, philo-
sophically, Warner would see this opportu-
nity in the same light we at Arista do,” says
Charles Goldstuck, Arista Records execu-
tive VP/GM. “We've been in the compila-
tion business for quite some time, with our
‘Ultimate’ series running for four years
quite successfully, and felt the time was
right to expand the franchise. We thought
we'd be better off with a partner, so we
could source the right repertoire and end

up with as strong a compilation as possible
to give the consumer complete value.”
The timing of Goldstuck’s call was per-
fect, says Bob Emmer, senior VP of busi-
ness affairs for Warner. “With Roger Ames
coming on board [as Warner
chairman/CEQ] and coming from the inter-

EMMER GOLDSTUCK
national arena and knowing how well these
projects have done in the U.K. and Europe,
he was very interested in our doing one,”
says Emmer. “When Charles called, we
said the timing couldn’t be better, and we
were off to the races.”

The collection came together in a matter
of a few months, says Emmer, with both
parties deciding which tracks to include.
“The challenges were just finding what
tracks would work and seeking clearances
and putting together the packaging, the TV
spots, buying time in the fourth quarter,
those kinds of things.”

Direct response ads for “Totally Hits”
began running on TV Oct. 18. It is also
available through www.totallyhits.com,
which features the cover art of the albums
from which each song was culled and allows
customers to link to Web sites for those
acts.

Goldstuck says that the three-week
window before the set is available at
retail doesn’t hurt traditional sales. “The
ads create such an awareness that by the
time retailers stock the product, the con-
sumer knows about it,” he says. “I think
they’ve seen with ‘Now’ over time, or
[Virgin’s] ‘Pure Moods,” that the retail-
ers are the direct beneficiaries of the
media dollars that the labels spend on
these collections.”

The “Now That’s What I Call Music!”
series, a joint venture between EMI
Recorded Music North America and Uni-
versal Music, bowed in the U.S. last Octo-
ber after a tremendously successful run
internationally. “Now 1” has sold 1.7 mil-
lion units, according to SoundScan. “Now
2,” which also includes Zomba cuts, has
sold more than 1.1 million units since its
July release and is at No. 42 on this issue’s
Billboard 200.

The success of “Now” has already
prompted retailers to feel positively about
such compilations. “Both ‘Now’ albums
have surprised us in the strength of their
sales to our demographics,” says Len Cosi-
mano, VP of merchandising for the 228-
store Borders Books & Music chain. “The
timing for ‘Totally Hits’ is perfect for the
holiday season, no doubt about it. I'm now
sold on the thought process of these things;
it’s better than K-Tel.”

Goldstuck says this may be just the
beginning of Arista’s relationship with
Warner. “Where there are creative con-
cepts worthy of development, we'd cer-
tainly look at other ventures with them.”
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EVE * RUFF RYDERS
REGGAE - REVIEWS _P_I_HIES
% REGGAE GOLD 1999 * VARIOUS ARTISTS * v» 2 -
WORLD MUSIC 43
* SOGNO * ANDREA BOCELL! » POLYDOR
* THE HOT 100 ° 9
* SMOOTH * SANTANA FEATURING ROB THOMAS * ARISTA
ADULT CONTEMPORARY ‘86
% | WANT IT THAT WAY = BACKSTREET BOYS * JVE
ADULT TOP 40 86
* SMOOTH * SANTANA FEATURING ROB THOMAS * ARISTA
COUNTRY 4o
% | LOVE YOU * MARTINA MCBRIDE * RCA
DANCE / CLUB PLAY 38 -
* THAT'S THE WAY LOVE IS * BYRON STINGILY * NERVOUS BUSH I] za
DANCE /| MAXI-SINGLES SALES 38
% HEARTBREAKER ol
MARIAH CAREY FEATURING JAY-Z * COLUMBIA 24 POP!-"OT Uprisings: New
HOT LATIN TRACKS age musician Sean Harkness
O TU O NINGUNA * LUIS MIGUEL * WEA LATINA = releases first set after appearing
' on Windham Hill compilations.
R&B . .
% SATISFY YOU » PUFF DADDY FEATURING R. KELLY * BAD BOY 32 :ba R‘i‘”ewrao&' ':]r%‘geWS:
: ums from Mariah Carey,
RAP 35 Cocteau Twins, and Bush are in
% SATISFY YOU * PUFF DADDY FEATURING R. KELLY * BAD BOY the spomgm
ROCK /| MAINSTREAM ROCK TRACKS 87 31 R&B: Essence magazine
* HIGHER * CREED * WIND-UP prepares to debut the first of a
ROCK / MODERN ROCK TRACKS o three-album series on Universal.
% LEARN TO FLY * FOO FIGHTERS * ROSWELL |
TOP 40 TRACKS 88
* MAMBO NO. 5 (ALITTLE BIT OF...} » LOU BEGA * RCA |
* TOP VIDEO SALES ° 78
% THE MUMMY * UNIVERSAL STUDIOS HOME VIDEO
DVD SALES 78
% THE BLAIR WITCH PROJECT * ARTISAN ENTERTAINMENT
BY CHET FLIPPO
HEALTH & FITNESS 80 NASHVILLE—Folk singer, songwriter,
% BILLY BLANKS: TAE-BO WORKOUT * VENTURA DISTRIBUTION and actor Hoyt Axton was remembered
VIDEO SALES 1 in a memorial service Oct. 29 in Hamilton,
wmnou: A"‘;?g%ﬁmcc’( o ‘ 76 Mont. The 61-year-old veteran performer
RECREATION;\;I. ASAP|ORTS i and writer died Oct. 26 at his home in Vie-
* WAVF: THE ROCK - KNOW YOUR ROLE 80 tor, Mont., after a series of heart attacks.
WORLD WRESTUNG FEDERATION HOVE VIDEQ Axton is perhaps best-known for writ-
RENTALS - ing such massive pop hits as ‘Joy To The
* THE MATRIX * WARNER HOME VIDEO World” and “Never Been To Spain.” His
1 songs were hits for acts as diverse as the
TR LRGN AT DR P i) | Kingston Trio (“Greenback Dollar”),
Ringo Starr (“No No Song”), and Step-
CLASSICAL penwolf (“The Pusher,” “Snow Blind
% PAUL MCCARTNEY'S WORKING CLASSICAL F : d,,)
LONDON SYMPHONY ORCHESTRA_LOMA MAR QUARTET * MPL riend-).
LASSICAL CROSSOVER Hoyt Wayne Axton was born March
* VOICE OF AN ANGEL 25, 1938, in Duncan, Okla. His life
CHARLOTTE c’}‘;’\‘;’;' SONY CLASSICAL changed forever when his mother, high
% WHEN | LOOK IN YOUR EYES school English teacher Mae Boren
DIANA KRALL * VERVE Axton, co-wrote the song “Heartbreak
JAZZ | CONTEMPORARY Hotel,” which .became a defining hit for
* CLASSICS IN THE KEY OF G * KENNY G * ARISTA the young Elvis Presley.
The Axton family was living in Jack-
NEW AGE ) .
% PLAINS » GEORGE WINSTON * WINDHAM HILL sonville, Fla., at the time. Mae Axton

became a professional songwriter in
Nashville, and Hoyt—bowled over by
Presley—switched from studying classi-
cal piano to playing guitar and singing
Presley songs in high school shows.

Axton eventually settled in California,
where he was drawn by
the emerging folk
musie scene.

After the Kingston
Trio recorded “Green-
back Dollar” (which
Axton co-wrote with
Ken Ramsey) in 1963,
Axton recorded several
albums for Harmony
Records. In 1964, John
Kay saw Axton perform at Los Angeles’
Troubadour club and later recorded “The
Pusher” and “Snow Blind Friend” when
he formed the group Steppenwolf.

Other groups paid attention to Axton,
and in 1969 he became the opening act for
Three Dog Night’s tour. The group sub-

Hoyt Axton, Joy To The World’ Gomposer, Dies

sequently recorded his “Never Been To
Spain” and “Joy To The World.” The lat-
ter went on to sell 12 million copies.

Former Three Dog Night lead singer
Chuck Negron says, “Hoyt’s gift of Joy
To The World’ has greatly enriched my
life. Thanks to Hoyt’s genius, Joy’ and its
memorable opening lyrie, Jeremiah was
a bullfrog . . ., are arguably a part of
Americana.”

Axton went on to record for A&M,
Capitol, MCA, and his own label, Jeremi-
ah Records. He also produced “Tales
From The Ozone” for Commander Cody
& His Lost Planet Airmen. Axton regu-
larly toured the U.S. and Europe and qui-
etly worked for a number of charitable
causes. He was a regular on talk shows
and in demand as an actor.

Axton is survived by his wife, Deb-
bie, and five children. Contributions
may be made to the T.J. Martell Foun-
dation for Leukemia, Cancer, and AIDS
Research.
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BY ADAM WHITE

LONDON—The converging legal
and regulatory priorities of the
global recording industry are
major factors behind the upcom-
ing integration of a Latin Amer-

IFPI, Latin America
Trade Body To Merge

committee, who is also chairman
of Universal Music Latin America.
“CD piracy has become an inter-
national phenomenon, and Internet
piracy is becoming one too. E-com-
merce is another fantastic oppor-

ican trade group,
Federacion Latino-
americana de Pro-
ductores de Fonogra-
mas y Videogramas
(FLAPF), with the
International Feder-

FLADE

/U}

tunity—and another
headache. That’s why
these two old friends
have to be married
now.”

The FLAPF board
met Oct. 25 in Miami

ation of the Phono-
graphic Industry (IFPI).

“It’s clear that the problems of
the Latin American industry are
largely the same as those of the
global industry,” says Manolo Diaz,
chairman of the FLAPF executive

and voted in favor of

the merger with the global record-
ing association (BillboardBulletin,
Oct. 25, 27), while the IFPI main
board is expected to approve the
plan at its Nov. 3 meeting in Hong
(Continued on page 18)

Sony Down For Quarter

Strong Yen Cited In Lower Revenue, Profit

BY DON JEFFREY

NEW YORK—Sony Corp. reports
double-digit declines in worldwide
music revenue and profit because of
the yen’s strength, delays in some
album releases, and higher expenses.

For the second fiscal quarter,
which ended Sept. 30, Sony Music
Entertainment’s revenue fell 12.8%
to 163.7 billion yen ($1.53 billion),
while its operating profit plunged
37.7% to 2.6 billion yen ($25 million)
(BillboardBulletin, Oct. 28).

The Tokyo-based company says
that musie revenue would have been
flat in the quarter had the yen not
appreciated in value so much over the
past year. It was up 15% against the
value of the dollar.

But operating income still would
have fallen 28% even if currencies
had remained the same as last year.
One source suggests that some of the
albums coming out in the current
quarter might have been originally
planned for earlier release, but the
person could not give any examples.
The company declines comment.

This source adds that profitability
was also affected by continued weak-
ness at direct marketer Columbia
House, of which Sony owns 50%.

Sony’s best-selling album was
Ricky Martin’s self-titled debut on
Columbia Records, which sold 3.5
million units during the quarter (and
11 million since its release in May).

Other top sellers for the three
months, according to the company,
were Dixie Chicks, “Fly,” 2.2 million
units; the “Runaway Bride” sound-
track, 2 million; Jennifer Lopez, “On
The 6,” 1.9 million; Barbra Streisand,
“A Love Like Ours,” 1.6 million; and
Destiny’s Child, “The Writing’s On
The Wall,” 1.5 million.

For the six months that ended
Sept. 30, music revenue declined
7.8% to 333.8 billion yen ($3.12 billion)
and operating income fell 41.9% to
7.2 billion yen ($67 million).

In U.S. market share for the six-
month period that ended Oct. 3, Sony
was No. 2 in total albums sold, with

a 15.4% share, but that was down
from 16.9% in the same period last
year, according to SoundSean. In cur-
rent albums Sony’s share fell to third
place with 15.9%, from 18.1%. In
R&B its share slipped to 14.7% from
15%, but in country it soared to
19.2% from 10.8%.

The day before Sony Corp. re-
leased its worldwide results, its
Japan-based music subsidiary, Sony
Music Entertainment Japan, dis-
closed its six-month results through
Sept. 30, showing healthy increases
over the same period last year.

Sales rose 15.7% to 55.9 billion yen
(528.5 million) on the growing

(Continued on page 100)

‘Bits And Mortar’ Ghain Planned

BY ED CHRISTMAN

NEW YORK—The new partnership
between New Media Network
(NMN) and TVN Entertainment
Corp. to build music stores that will
carry both physical product and dig-
itally downloaded albums manufac-
tured on site (BillboardBulletin,
Oct. 25) is a reflection of the reality
that retail will aceount for the major-
ity of music sales for many years to
come, according to Ian Duffell, pres-
ident of NMN.

Despite what Wall Street in-
vestors may believe, “retail is not
going out of business tomorrow,”
says Duffell, the former president of
Virgin Entertainment who led that
company’s mandate to build U.S.
megastores.

“We see retail certainly being key
for the first decade of the 21st cen-
tury,” he says. “But the problem with
retail is that it is an inefficient busi-

in Command. John Deacon, director
general of UK. labels’ body the British
Phonographic Industry, displays his
Commander (of the Order of the)
British Empire (CBE) medal, present-
ed to him Oct. 26 by the queen at
Buckingham Palace in London. Dea-
con was named a CBE in the queen’s
Birthday Honours list, published June
12 (Biliboard, June 26).

DUFFELL

ness model.”

But if a store has the ability to
retrieve product on demand and it
doesn’t have to sit on a lot of titles
that only sell once a year, then a new
business model is possible, he says.

NMN, which was formed two
years ago after Duffell left Virgin,
will build hybrid stores that combine
the best of retail and the digital
delivery of content. It will operate
under the logo eGroove.

Three or four test stores will
open about midyear 2000 and if suc-
cessful will result in a rollout to
build a chain around the concept.
The test stores are expected to
range from 2,500 to 8,000 square
feet and will carry about 20,000-
30,000 physical titles.

The remainder of inventory—
deep catalog and hard-to-find inde-
pendent titles—is expected to be
manufactured in-store through a
proprietary network. This will allow
the company to transmit titles via
satellite from a centrally stored
database.

Burbank, Calif.-based TVN Corp.,
a direct-broadcast provider for satel-
lite and cable television, has acquired
a majority interest in NMN. TVN
will provide its technology and sup-
port systems for the digital down-

Car Ad To Drive Soprano Church’s New Single

BY BRADLEY BAMBARGER

NEW YORK—Thirteen-year-old
Welsh soprano Charlotte Chureh is
already a commercial phenomenon.
Her “Voice Of An Angel” debut al-
bum has sold more than 2 million
copies worldwide since its release
earlier this year, according to her
label, Sony Classical. But come 9 p.m.
EST Monday (1), she’ll get a sensa-
tional boost for her next record.

On that evening, a globally telecast
commercial for Ford Motor Co. will
feature Church warbling “Just Wave
Hello,” a new-age-accented pop jin-
gle that Ford commissioned from
Australian songwriter Danny Beck-
erman as the company’s “anthem for
the new millennium.” A full version
of the song appears as the lead track
on Church’s eponymous sophomore
album, due Nov. 16.

Ford touts the two-minute com-
mercial—which features the music as
the only narrative but doesn’t identi-
fy Church by name—as the first TV
ad to be aired on virtually “every
major global and pan-regional net-
work” simultaneously. Aecording to
Ford corporate advertising manager
Michelle Cervantez, the broadeast

should reach nearly 300 million house-
holds and 1 billion people—some 80%
of the world’s viewing population.
Following the ad’s debut, it will air
in a 60-second version on various net-
works around the world for the better

.

CHURCH

part of a month. It can also be viewed
online via Broadcast.com. Also, Ford
supplied Sony with all the footage
from the ad shoot for its “Just Wave
Hello” music video.

Ford has been undergoing a re-
organization over the past year. Ac-
cording to Cervantez, Church’s par-
ticipation in the ad campaign and its
global dimension represent the cor-
poration’s new emphasis on a young,
international market. She credits Ted
Powell, international creative direc-

tor for J. Walter Thompson, for link-
ing the Ford anthem with Church.

Church has no qualms over the
lead track on her new album being
debuted in a car ad. She appreciates
the fact that the Trevor Horn-pro-
duced track manages to find room
for both “a multicultural feel and a
classieal voice,” she says. “And it has
an uplifting message, the way it says
goodbye to the old and hello to the
new—the new millennium.”

Church also plans to sing “Just
Wave Hello” Nov. 1 on MTV as well
as in front of some 72,000 people at
the rugby World Cup final in her
hometown of Cardiff, Wales.

Like Church, Sony Classical pres-
ident Peter Gelb isn’t bothered that a
lead track by his youngest artist will
bow as an ad for Ford. “Their com-
mercial is more subtle than the usual
car ad,” he says, adding that he sees
similarities between this campaign
and Coca-Cola’s “T'd Like To Buy The
World A Coke” from the "70s.

“I think this will be great for
Charlotte, and it’ll certainly expose
the new album to a wider public than
we ever could via the usual avenues,”
he says.

loading of product to the stores.

Stuart Levin, chairman/CEO of
privately held TVN, says its invest-
ment in NMN is the company’s first
foray into retail. But he says it is just
another way to expand the product
and services the company delivers to
the consumer.

TVN’s private network will
transmit albums via satellite to the
eGroove stores. Up to 30 kiosks will
allow shoppers to sample and find
information about albums, then
order them for manufacture on
site.

Duffell declines to name the digi-
tal delivery format, which will be
provided by a company other than
TVN. But he says it will be compat-
ible with the Secure Digital Musie
Initiative standards that ensure
secure delivery of product while
maintaining high audio quality.

As for content, Duffell says he has
already met with about 80 indepen-
dent labels and has dozens of licens-
ing deals. He has also had many
meetings with the majors about li-
censing whole albums and the art-
work for them. He says his talks thus
far are limited to licensing product
for a closed network, as he doesn’t
believe that the majors are ready to
discuss licensing albums for digital
delivery to the home.

As for the mortar part of Duffell’s
bits-and-mortar strategy, he says
that the store he will build will still
feel like a record store because of the
physical product in it. But it will have
kiosks, or media stations as he calls
them, that he hopes will allow for the
manufacturing on site someday of up
to 200,000 titles, including out-of-
print albums.

Duffell says on-site manufactur-
ing will take seven to 10 minutes.
More frequently requested catalog
titles might be digitally stored local-
ly, which would take seven minutes,
while titles stored in the central
database would take 10 minutes.
After an album is ordered from the
media station, it would be picked up
at the cash register.

Duffell says that the stores will
have more CD burners than media
stations. This should keep waiting
periods within the time frame even
if customers are making multiple
purchases.

For the physical product that
NMN ecarries, it will have centralized
buying and a distribution center. The
company has about five product
managers, and when staffing is com-
plete it will have about 15 to cover
multiple genres of music.

Duffell notes that the average
record store generates sales of about
$250 a square foot. EGroove hopes to
reach $800-$1,000 a square foot,
since only about 20% of its invento-
ry will be physieally in the store.

Moreover, Duffell says he wants to
locate his stores in smaller markets
where people can’t find deep catalog
and a lot of independent produet. “I
want one eGroove in every small
town and for it to be the meeting
place for every community.

“T have always believed that retail
is an event,” adds Duffell. “You can
make coffee at home cheaper, so why
do you go to Starbucks? For the
experience.”
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“The Funniest Man

In America. “Riotously funny.”

- Entertainment Weekly
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through the

bizarre theme park
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This story was prepared by
Amusement Business reporter
Ray Waddell and Robbert Tilli in
Amsterdam.

SFX Entertainment continues
to expand into Europe. The New
York-based concert giant’s latest
maneuver is the acquisition of 80%
of the Mojo Works group of com-
panies in Delft, the Netherlands.

Mojo Works is the largest Dutch
promoter, producing or co-produc-
ing such open-air events as the
North Sea Jazz Festival, the
Pinkpop Festival, and the Low-
lands Festival.

Senior management, including
president Leon Ramakers, will
stay with the company; headquar-
ters remain in Delft.

The move strengthens SFX’s
presence in Europe. Earlier this
year, it acquired Midland Concert
Promotions, Barry Clayman
Corp., and Apollo Leisure Group

of N Buys Into Largest
Dutch Promation Firm

in the U.K. and Stockholm-based
promoter EM A Telstar.

As for Mojo Works, Ramakers
says the company had its choice of
suitors.

“Over the past three years, we
have been constantly courted by a
variety of companies who wanted to
buy us,” he says. “In the same peri-
od we have seen SFX popping up in
the U.S. out of the blue to become
one of the biggest promoters. We
thought if they want to talk to us,
we might be seriously interested.

“When they did contact us, we
immediately knew they were one
of a kind,” Ramakers adds. “Other
candidates came out of a totally
different field of industry, such as
publishers. Those companies
search for forced synergies which
we don't like, such as linking up
concerts with great press reviews.
SFX understands us and our core
business, which is good. They don’t
have a double agenda.”

RIAA Nets $10 Mil. In Settlement

BY PAUL VERNA

NEW YORK—AIlmost two years
after the Recording Industry Assn.
of America (RIA A) sued independent
CD replicator Americ Disc for copy-
right infringement, seeking damages
of at least $7 million, the two parties
have settled out of court for $10 mil-
lion, according to an RIA A statement
(BillboardBulletin, Oct. 26).

The settlement—which had been
expected—is the largest in the his-
tory of the RIA A, which in the past
18 months has made other multimil-
lion-dollar agreements with Quixote
Corp. ($4 million), Amway ($9 mil-
lion), and Pioneer ($9.1 million).

In the statement, RIA A president/
CEO Hilary Rosen says, “Americ
Disc is doing the right thing, and we
applaud them for it. We hope other
CD plants around the country will
follow their lead. CD plants eannot
simply turn a blind eye to piracy. I
would urge responsible plants to do
what Americ Disc is doing and adopt
business practices to prevent piracy
before it occurs.”

Besides paying the $10 million

Dutch GCompany Selling Arcade Publishing Gatalog

BY ROBBERT TILLI
AMSTERDAM—Dutch media group
Wegener has started the long-trailed
sale of its music assets, with a man-
agement-led buyout of subsidiary
Arcade Music Group’s publishing cat-
alog. The company is retaining a
clutch of key local artists, however.

In a deal expected to be confirmed
imminently, the publishing division’s
founder, André de Raaff, and Dutch
music publisher Strengholt have each
agreed to acquire a 50% stake in the
Arcade Music Publishing eatalog
from Wegener.

De Raaff stepped down as Arcade
Musice Group president/CEO two
years ago to set up Corbeau Enter-
tainment and Corbeau Music Pub-
lishing, which will absorb the lion’s
share of the Arcade catalog.

The companies are expected to
announce that on Nov. 15 Wegener

and Corbeau will officially split and
that Strengholt and Corbeau will
begin their partnership.

Meanwhile, Wegener will retain a
slimmed-down Arcade Music Pub-
lishing, including on its roster popu-
lar domestic acts De Kast and Nils-
son. De Kast had the Netherlands’
first hit in the Frysian language, “In
Nije Dei,” for the CNR label, and
Nilsson, which hails from the island
of Texel, had significant local success
with the singles “Elastic Baby” and
“My Brain’s Down.”

Under the deal, de Raaff, who set
up Arcade’s publishing arm in 1991,
has returned his 25% in Arcade Music
Publishing shares to the company.

“T have handed back my shares in
Arcade Music Publishing to procure
its catalog in the Netherlands [minus
its CNR repertoire], France, Bel-
gium, Scandinavia, and Spain [minus

RECORD COMPANIES. Wagner Bucci
is promoted to president/CEO of
Beloved Entertainment Group in
New York. Beloved Entertainment
Group also names Chris Bergen
label manager of Updego Enter-
tainment, John A. Pelosi VP of
business and legal affairs, Bob
Ardrey director of A&R/worldwide
sales and marketing, and Carole
Filangieri director of creative and
online services in New York. They
were, respectively, chairman and
director of promotion at Interhit
Records, director of business and
legal affairs at PolyGram Label
Group, manager of sales for TVT
Records, and a freelance art
director.

“Rob Dippold is named executive
VP/GM of RuffNation Records in
Bryn Mawr, Pa. He was executive
VP/GM of RuffHouse.

Renato Lopez is promoted to VP

DIPPOLD LOPEZ

of Walt Disney Records, Latin
Amerieca, in Burbank, Calif. He was
director of music and records for
Disney Consumer Products.

Jill Weindorf is named national
promotion manager for the Verve
Music Group in New York. She was
promotion coordinator for the GRP
Recording Co.

Guy Floyd is promoted to direc-
tor of marketing and product devel-
opment for MCA Nashville. He was
manager of product development.

Selim Sezen is promoted to a

UTIVE

the Marina catalog],” de Raaff tells
Billboard.

Corbeau’s most significant acqui-
sitions from the deal are Dutch dance
act T-Spoon, signed to the Duteh
Alabianca label, and R&B vocalist
Lutricia MeNeal. T-Spoon had an
international hit with the single “Sex
On The Beach,” while McNeal,
signed to CNR in Sweden, saw suc-
cess in Europe with “Stranded.” The
repertoire of Spanish dance act
Kadoe, which had an international hit
with “Nighttrain,” is also included.

De Raaff, who calls Arcade Music
Publishing a “nice steady profit cen-
ter for the mother company,” will
take his present staff of five with
him. He has been appointed to
Strengholt’s board as part of the
transaction. Han Marx, currently
area manager at Arcade Music Pub-
lishing, has been promoted to GM.

TUR

FLOYD

SEZEN

national retail marketing position at
V2 Records in New York. He was a
sales department assistant.

PUBLISHERS. Gary Miller is named
senior director of motion picture
and television music clearance and
licensing for Universal Music Pub-
lishing Group in Los Angeles. He
was associate director of film and
television musie for PolyGram Film
and Television Music.

Universal Music Group names
Tammy Helm manager of adminis-

NTA

sum—plus RIAA attorney fees
totalling nearly $500,000—Americ
Disc has agreed to establish a com-
prehensive anti-piracy program that
involves a large investment in tech-
nology and personnel.

“We decided to
implement a se-
vere procedure,”
says Americ Disc
president/CEO
Robert Doyon. “In
the past, we asked
customers to sign
declarations say-
ing they owned all the rights to the
material they brought to us.

“Through the RIAA case, we dis-
covered that some of the customers
didn’t own the rights, so now we ask
customers to declare exactly what is
on the disc and provide copies of all
the licenses involved,” continues
Doyon. “We have copyright managers
in each of our sites who make sure
the customer owns the rights and

that everything is in line. We call this
program ‘In doubt? Check it out.””

In all, Americ Disc has added 16
staff members in its effort to curtail
piracy in its Drummondville, Quebec,
headquarters and in additional man-
ufacturing facilities in Modesto,
Calif., and Miami.

Amerie Disc’s violations included
replicating pirate compilations of
work by such major artists as Whit-
ney Houston, Mariah Carey, Busta
Rhymes, Dru Hill, Gloria Estefan,
Marvin Gaye, Celine Dion, and Ma-
donna, according to RIA A senior VP
and director of civil litigation Steve
Fabrizio.

The settlement puts an end to a
contentious case that at times ap-
peared close to resolution, only to
drag out for months when negotia-
tions collapsed. Ultimately, the case’s
legacy may be that it helped reshape
the replication industry’s perception
of its role in the piracy chain, accord-

(Continued on page 100)

BY BRIAN GARRITY

NEW YORK—Shares in Inter-
Trust Technologies Inc., a digital
rights management company spe-
cializing in music download secu-
rity, surged more than 200% on
Oct. 27 in the company’s first full
day of trading following its initial
public offering (IPO).

InterTrust stock closed at
$54.75 after pricing 6.5 million
shares at $18 the night before
through lead underwriter Crédit
Suisse First Boston. The stock
maintained its momentum Oct. 28,
closing at $57.25.

Investor demand outpaced the
company'’s performance expecta-
tions. The deal was originally set
to price between $12 and $14 per
share; the target was raised Oct.
26 to $15-$17.

IPO watchers credit a combi-
nation of comprehensive services
and strong credibility within the

InterTrust Shares Soar 200%

music industry as the driving
force behind Wall Street’s enthu-
siastie reception for InterTrust’s
debut.

InterTrust has license agree-
ments with 12 companies, includ-
ing key relationships with Univer-
sal Music Group and BMG Storage
Media.

The idea of digital rights man-
agement, experts note, is to cre-
ate a universal platform for dis-
tribution of digitized documents
that allows for tracking, transac-
tion processing, royalty and rights
management, watermarking, and
encryption.

“The reality is, especially for the
music space, [InterTrust] helped
define digital rights management,”
says Aram Sinnreich, an analyst
with Jupiter Communications.
“They were one of the first compa-
nies to come out of the box with a
comprehensive suite of features.”

MILLER

HELM

trative services, Alisa Tate admin-
istrative coordinator, Mark Dor-
miny manager of business and
technology services, Katie Dalton
creative assistant, Gina Gamble
administrative assistant to the
senior VP/GM, Cherie Greear cat-
alog manager, and Clint Newcom
catalog assistant in Nashville. They
were, respectively, manager of
administrative services at MCA
Music Publishing, manager of
administration for Patrick Joseph
Musie, creative administrator and

DORMINY

TATE

manager of copyright administra-
tion at PolyGram, tape copy admin-
istrator at PolyGram Music, assis-
tant to the senior VP/GM at Decca
Records, receptionist/assistant at
MCA Music Publishing, and an
intern at Giant Records.

RELATED FIELDS. Michael Dukes is
named coordinator of media rela-
tions for Turning Point Media Rela-
tions in Nashville. He was an adver-
tising account executive for The
Tennessean newspaper.
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BY DEBORAH EVANS PRICE
NASHVILLE—Sometimes in the
pressure to follow a huge hit, a hand
can lose its sense of fun.

After Jars Of Clay’s self-titled
debut spawnec the mega-hit “Flood”
and went double-platinum, the four-
some was eager to show its serious
artiste side and delivered the Gram-
my-winning “Much Afraid.” The
good news for Jars
fans is that its third
release, “If I Left
The Zoo,” due Nov. 9
from Essential/Sil-
vertone, finds the
band rediscovering §
its playful side. '

“When 1 signed
the group, originally
what caught me
about them was their
innovation and their
playfulness with the
music,” says Iissen-
tial VP/GM Robert Beeson. “They
had a great deal of respect for the
music, but at the same time they
weren't afraid to take chances and
explore. On this third record, we're
back to a Jars Of Clay that’s not
afraid to take chances.”

Tom Carrabba, GM/senior VP of
sales and marketing at Jive/Zomba,
feels the new release will build on the
band’s mainstream base. “It’s seam-
less,” he says. “Each track fits, and it
feels like a very natural effort.”

The act comprises lead vocalist
Dan Haseltine, guitarist Stephen
Mason, electric/acoustic guitarist
Matt Odmark, and keyboardist
Charlie Lowell. The band members
met in college and entered the music
industry via a Gospel Music Assn.-
sponsored talent competition.

On its third record, the group

i

JARS OF CLAY

Jars Of Glay Returns
To Fun On Essential Set

opted to work with producer Dennis
Herring (Counting Crows, Inno-
cence Mission) at his Oxford, Miss.,
studio. “We felt like we wanted to
make a record that showed our per-
sonalities a bit more,” says Haseltine.
“We've always been a band that nev-
er really took ourselves that serious-
ly, but our records have showed a
super-somber side of Jars. So we
wanted to create a
record that was a bit
more fun.”

The album’s launch
will also have a fun
flair. KLTY Dallas/
Fort Worth and Fam-
ily Christian Stores
are sponsoring a
street-date Jars Of
Clay concert from the
Dallas Zoo, broadeast
live on a Musicforce.
com Webcast. KLTY
and Family Christian
Stores launched a contest on Oct. 18
to give away tickets to the event.

The first single, “Unforgetful
You,” is also featured on the “Drive
Me Crazy” film soundtrack, released
by Jive. It is already garnering at-
tention at both mainstream and
Christian radio.

Early response frrom retail is also
favorable. “I like what I have heard,”
says Rick Anderson, senior musie
buyer of the Cincinnati-based Bere-
an chain. “It has a fresh sound.”

The band, booked by Creative
Artists Agency and managed by
Rendy Lovelady Management, will
also have a song on a multi-artist
promotional CD being distributed
via 850,000 copies of a new Mic-
rosoft program. The CD is self-eras-
ing, and the music disappears after
30 days.

aimpson Sends ‘Sweet Kisses’

19-Year-0Id Infuses Pop With Spirituality On Columbia Debut

BY LARRY FLICK

NEW YORK—Jessica Simpson may
be making her bow as the latest in an
ever-lengthening line of teen sirens,
but her Columbia debut, “Sweet Kiss-
es,” deftly showcases her as a diva-in-
training, capable of transcending age
demographics.

Due Nov. 23 in the U.S,, the set
offers a measured blend of kid-friend-
ly uptempo pop ditties and mature,
gospel-laced ballads. In choosing as
the first single the Sam Watters/Louis
Biancanella composition “I Wanna
Love You Forever,” the label found a
tune executives believed would lay a
foundation of support with both teen
and adult audiences.

“We were originally going to come
with an uptempo song, but then we
found this incredible song,” says Don
Ienner, Columbia Records president.
“Not only did it feel different from the
singles by the other teen artists, it also
showed her voice off beautifully.”

Since going to radio on Aug. 31, “I
Wanna Love You Forever” has devel-
oped an ardent following among pro-
grammers, who have begun likening
the 19-year-old’s material to early
Mariah Carey recordings. “It’s not
that they sound alike, but they do have
a similarly strong and passionate way
with a ballad,” says Jennifer Charles,
assistant PD at KSJM Tucson, Ariz.

“I Wanna Love You Forever” went
to retail on Sept. 28 and has sold 82,000
copies, according to SoundScan.

Josh Zeaman, VP of marketing at
the label, says the pre-release setup on
“Sweet Kisses” began in January,
focusing initially on teen lifestyle mar-
keting. The lubel assembled an Inter-
net site (www,jessicasimpson.com)
that offered photos and bio material.
At that time, the song “Did You Ever
Love Somebody” was placed on the
“Dawson’s Creek” soundtrack.

“That started the ball rolling in a
big way,” Zeaman says, noting that
Simpson landed a 42-date opening spot

on the Y8° tour of the States.

“That was a learning experience
unlike any other I've ever had,” Simp-
son says. “It helped me sharpen my
stage skills.”

While Simpson was on the road
with 98° her Web site was linked with
the group’s. “She was introduced to
their fans as a friend of the group’s,
which was tremendous,” Zeaman says.

In August, Simpson began to focus
on industry-orienfed promotion,
including performing for radio, retail,

‘I’'m certainly not
denying that I'm
young, but I'm not

St

- JESSICA SIMPSON -

and other media. A video of “I Wanna
Love You Forever,” directed by Billy
Woodruff, was serviced to outlets
before the single’s retail release.

TV has also played a role, with
Simpson appearing on UPN’s “Sum-
mer Music Mania” special and the
“Donny & Marie” show, among others.
Future spots include a Nov. 10 appear-
ance on “The Rosie O'Donnell Show.”

As the album release approaches,
Simpson will remain on the road, hav-
ing landed the opening slot on the
Ricky Martin tour. She’ll tour with
him through the end of the year:

“It sounds hokex but this is my
dream come true,” says Simpson, who
adds that she’s also developing a pilot

for the WB TV network. “The best
part is that I'm able to sing the songs
[ want. 'm singing trom the soul.”

Anong the songs on “Sweet Kiss-
es” Simpson is most proud of is
“Woman In Me,” with guest vocals by
labelmates Destiny’s Child. “It
addresses issues of self-esteem and
self-worth,” she says, “It’s a song that
I hope a lot of young women will find
relatable.”

That desire to make music that
“will make a difference to people” has
long driven the voung Texas native.
Simpson started singing when she was
12 in the local Baptist church where
her father, a psyehologist, also served
as a youth minister. She was briefly
signed to a small gospel label that fold-
ed before her first album was re-
leased. She took the material she had
worked on and hit the Christian Youth
Conference circuit with her dad.

After each show, Simpson sold her
homemade album, which her grand-
mother paid to press. She eventually
drew the attention of several pop A&R
executives.

“I was determined that I be able to
stay who I am if I signed to a non-
Christian music label,” Simpson says.
“When I met with [Sony Music Enter-
tainment chairman/CEQ] Tommy
Mottola, he was genuinely impressed
with my beliefs and was completely
supportive.”

The next challenge was combining
her spirituality with mainstream
material. Ultimately, she focused on
what she describes as “upbeat songs
with strong, positive messages.”

Simpson says she realizes the road
to achieving her goals might be a
tough one, particularly since some will
initially view her as another teen clone.
But she says she's reudy for the battle.

“I'm certainly not denying that I'm
young, but I'm not fluft,” she says. “1
feel like I can bring a freshness, no
matter what age the person listening
to my music is.”

M2M
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Furope Readies For New Turner et

Parlophone, Diva Snag Hit Single As She Plans Final Tour

BY PAUL SEXTON
LONDON—Pop legend and adopted
European Tina Turner has once
again found a chart home away from
home.

Just as with her last album, “Wild-
est Dreams” in 1996, the veteran
singer is breaking out in
Europe first with her
new set, “Twenty Four
Seven.” She has lived in
Zurich for about five
years.

Parlophone and EMI
territories across the
Continent will release
the album Tuesday (1). It
has already been bol-
stered by an introducto-
ry hit single in “When The
Heartache Is Over.” Virgin is not due
to put the album out in North Amer-
ica until Feb. 1.

Turner gave a press conference
Oct. 27 in Paris at which she
announced plans for her farewell
arena tour. In advance of that, her
manager, Roger Davies, told Bill-
board the extensive itinerary will
open in March in the U.S., with some
50 North American dates planned.

Malone Keeps It
With Set On Her

BY LARRY FLICK

NEW YORK—In creating “Home
Grown,” Michelle Malone had a clear
and simple goal. She wanted her sev-
enth studio set to be uncompromis-
ingly reflective of her soul as a song-
writer and performer—regardless of
mainstream trends.

In order to accomplish her task
without outside interfer-
ence, the veteran artist
says, she opted to keep
her seventh studio set—
due Nov. 23—all to her-
self.

“I find it very gratify-
ing to put out my own
records, because the ful-
fillment for me comes
from the heart of the
music, not the paycheck,”
she says. “On ‘Home Grown,” I want-
ed to focus on my soul, not my
career.”

Issued on her own Decatur, Ga.-
based SBS Records, “Home Grown”
was cut over a two-week period, and
it features such local heroes as
Michael Lorant and Sheila Doyle.
Emily Saliers of Indigo Girls also
appears on the set, offering a harmo-
ny vocal on the easy-paced, single-
worthy “Strength For Two.” Anoth-
er standout cut is the infectious,
rock-edged “Avalon,” which is ripe for
rock radio consumption.

Malone may not be gunning for
mainstream attention, but some indie
retailers believe she could earn it
with this set.

“It’s got a crisp sound, and the

;=

MALONE

TURNER

He said the second half of 2000 will
be dominated by European shows.

The soul survivor, who turns 60 on
Nov. 26, has had a career spanning
almost 40 years since she was a last-
minute replacement at one of then
hushband Ike’s sessions in 1960. She
says she has one final
worldwide hurrah in her
as a live entertainer.

“This will be my last
tour of this type,” says
Turner. “I'm ready not to
do these big ones any-
more. I know I still look
my best at this stage of
my life, know I can still
do it, but after this 1
don’t want to tour where
people say ‘she was.” I don’t want to
go through all that ‘she was’ crap.

“I'm doing it for the people—it is-a
public thing—because a lot of people
say, ‘Thank you for still being here,’ ”
she says.

Meanwhile, “Twenty Four Seven”
looks set for a healthy international
rollout. Turner is on an exhaustive
European promotional tour that has
already produced results. “When
The Heartache Is Over” debuted on

‘Home Grown’
Dwn SBS Label

songs are just beautiful,” says Mar-
lon Creaton, manager of Record
Kitchen, an outlet in San Francisco.
“It’s the kind of record that will ap-
peal to fans of Jewel and Sarah
McLachlan.”

Allison German, manager of Risk
Discs, an indie outlet in Columbus,
Ohio, agrees, saying the set “easily
bests most of what major
labels are offering in this
genre right now. This is
not just another chick
singer strumming a gui-
tar. This is a deep artist
who is commercially
aware, almost in spite of
herself.”

Since Malone is pro-
moting the album with-
out the aid of a large
label, she will focus heavily on gig-
ging at the club level throughout the
U.S. She’s hooked by Joe Dresslaer at
New Deal Entertainment.

It’s at the clubs where Malone has
developed an ardent following since
issuing her critically heralded debut,
“New Experience,” in 1988. Along the
way, Malone has recorded for Arista
(“Relentless,” 1990) and Velvel
(“Beneath The Devil Moon,” 1997),
and she’s toured with Indigo Girls,
the Dave Matthews Band, and the
Patti Smith Group, among others.
Ultimately, she views her present sta-
tus as a fully independent artist as
one of the better phases in her career.

“It feels free to break free from
chains that can keep you from easily
expressing yourself,” she says.

the U.K.’s official Chart Information
Network (CIN) sales chart for the
week of Oct. 30 at No. 10. It stands at
No. 4 in Music & Media's European
Radio Top 50 for the Oct. 30 issue.

The track was co-written by John
Reid, of U.K. chart act the Night-
crawlers, with Graham Stack and
produced by the Metro team of Brian
Rawling and Mark Taylor (noted for
their work on Cher’s “Believe” and
with Enrique Iglesias).

“She’s a core artist, always has
(Continued on next page 22)

Working That Mojo. Venerable hard rock act Stuck Mojo has just issued its first
live recording, “HVY1.” The Century Records release was captured during a gig
at the Masquerade in Atlanta. Also featured are two new studio cuts, “Reborn”
and “My Will.” In between gigs supporting the project, the band is cutting a new
album, due in the spring. Shown, from left, are band members Dan Dryden,
Bonz, and Rich Ward. Seated is Bud Fontsere.

Farle’s E-Squared Label, Goldberg’s Artemis
Make A Deal; Allegros Honor Good Works

DEAL SQUARED: Steve Earle and his E-Squared
Records partner Jack Emerson have inked a world-
wide, multifaceted five-year deal with Danny Gold-
berg’s Artemis Records.

Financial terms of the co-venture were not disclosed,
but the pact features three components: Earle is signed
as an Artemis artist (although his releases will carry
an E-Squared logo as well); an undetermined number
of E-Squared acts will be designated E-Squared/
Artemis acts and will receive marketing, promotion,
publicity, and sales support from Artemis; and other
E-Squared releases will simply be distributed through
Artemis.

first act to come out on E-Squared/Artemis will be
Philadelphia-based band Marah, whose label debut is
due in the spring. Earle’s next album will come out in
late spring.

GOOD STUFF: The first Allegro Awards ceremony
will be held Monday (2) in Los Angeles. Created by
Phoenix House and the Musicians’ Assistance Program
(MAP), the awards honor entertainment industry
members for their positive works. Among those to be
honored that Monday are Eric Clapton; Gary LeMel,
worldwide president/CEO of Warner Bros. Music and
CEOQ of Warner/Sunset Records;

Artemis is distributed through
RED in the U.S. The 4-year-old E-
Squared had previously been dis-
tributed through Alternative Dis-
tribution Alliance (ADA).

“We’d had a co-venture with
Warner Bros., and when we decid-

BEAL

and MAP CEO/founder Buddy
Arnold. Phoenix House is a drug
treatment assistance program
with posts in California, New
York, Texas, Florida, and New
England. MAP provides mem-
bers of the music community

ed to leave Warner, we stayed with
ADA because we had great rela-
tionships,” says Emerson. Howev-
er, when that deal expired, he says, he felt that small-
er was better. “We felt that Artemis, in conjunction
with RED, was able to provide the services that were
going to best serve our artists and ourselves and our
vision of the label, which is to take the best of the inde-
pendent side of life but at the same time have access
to the brainpower of someone like Danny Goldberg.”

“We wanted the support so our bands could compete
at radio and retail,” adds Earle. “We also needed a
cohesive international distribution deal, but we would
have continued [at ADA] if Danny had not come to us
with his own distribution deal in place . . . Leaving ADA
was hard.”

While some may consider it risky to go with an
unproven upstart like Artemis, Emerson says it’s the
smart move. “We feel Danny needs us as much as we
need him. Warner Bros. had a legacy beyond compare,
but what we wanted to do vs. what they wanted to do,
because they were shrinking, made it difficult. We
thought if we can take advantage of international dis-
tribution and align ourselves with someone who’s well-
capitalized and someone who understands art and com-
meree, it’s the best of all scenarios.”

For Artemis president/CEO Goldberg, the deal is
one he’s wanted to make since he left Warner Bros. as
E-Square’s original pact was being negotiated. “I
almost worked with Steve then. He produced the
Lucinda Williams album that we put out on Mercury
Jast year that was my pride and joy, and he was one of
the first people I pursued when I started the company.
Luckily, his agenda fits ours.”

Among the acts on E-Squared are Cheri Knight,
Bap Kennedy, Just Add Ice, and All About Town. The

by Melinda Newman

access to substance-abuse treat-
ment.

“No Boundaries: A Benefit For
The Kosovar Refugees,” which came out in June, has
raised more than $3 million for Doctors Without Bor-
ders, CARE, and Oxfam, according to David Massey,
executive VP of Epic/550 and organizer of the project
(Billboard, June 12). As you may recall, Epic donated
$1 million to the collective causes upfront and has con-
tinued giving.

The Mr. Holland’s Opus Foundation, the charity
started by composer Michael Kamen that provides
musie instruments for schoolchildren, has linked with
Popeye’s Chicken fast-food chain. In addition to mak-
ing a six-figure donation to the organization annually,
starting next year Popeye’s will sell a compilation of
New Orleans-style music in its stores, with proceeds
going to Mr. Holland’s Opus Foundation. Popeye’s will
also sponsor instrument collection drives in its corpo-
rate markets of Atlanta, New Orleans, Dallas, and
Chicago next year. Additionally, for the second year Mr.
Holland’s Opus Foundation is receiving a six-figure
donation from MeDonald’s, which will go specifically
to purchase nstruments in Northern California.

In other Kamen news, the millennium symphony he
was commissioned to compose, “The New Moon In The
0ld Moon’s Arms,” will debut Jan. 13 at the Kennedy
Center in Washington, D.C., with Leonard Slatkin
conducting the National Symphony.

CHANGES: Dennis Petroskey, VP of corporate com-
munications for BMG Entertainment, is departing his
post to spend more time with his family in the Mid-
west. He will remain until his successor is found . ..
Epic Records Group executive VP Rick Bisceglia has
left the compsany.
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0-Tip Gets ‘Amplified’ On Arista

His First Solo Album Follows ‘Vivrant Thing’ Hit Single

BY MARCI KENON

NEW YORK—Q-Tip cranks up the
volume on several cuts from “Ampli-
fied,” his first solo effort since leav-
ing seminal hip-hop troupe A Tribe
Called Quest last year. Just as the
melodic jam “Get Your Weight Up”
begins, a speaker blows out.

The engineer is swift. Repairs are
made, and the listening session
resumes. “This album is reflective of
where I am right now,” says Q-Tip,
as one track melts into another. “I'm
happy. I'm thankful. I'm blessed.”

The album is nicely varied, as evi-
denced by “Higher,” another melod-
ic, club-compliant track, and “The
Ride,” with its psychedelic feel and
infectious guitars. In-your-face
drums dominate on “Breathe &
Stop,” the set’s first single.

Arista execs are optimistic about
the set, which is due Nov. 30. Their
enthusiasm is stoked by the wide-
spread response to “Vivrant Thing,”
Q-Tip’s contribution to the Viola-
tor/Island Def Jam compilation “Vio-
lator—The Album,” which also
appears on “Amplified.”

The track was No. 1 on Billboard’s
R&B airplay chart for two weeks,
and it reached No. 8 on the Hot R&B
Singles & Tracks chart. The video,
directed by Hype Williams, was
recently the most-played clip on BET,
logging in a collective six weeks in
the network’s top five. On the pop
side, “Vivrant Thing” peaked at No.
26 on The Billboard Hot 100.

“Both staffs went at it. We were all
persistent,” says Lionel Ridenour,
executive VP of black music at
Arista, of the joint promotional

efforts of Arista and Violator/Island
Def Jam. “It just kept growing and
growing. They would pull in two sta-
tions, and then I would pull in two
stations. We kept spreading the
story until we got everybody.”
Given the momentum of “Vivrant
Thing,” Arista is gradually easing
into its campaign for “Breathe &

Q-Tip

Stop,” opting to first service the
track to club DJs and radio mix-show
jocks before soliciting R&B and top
40 airplay for the track this month.

“It would be kind of crazy to inter-
fere with the momentum [of “Vi-
vrant Thing”},” says Ridenour. “So,
we're going to let ‘Breathe & Stop’
grow from the streets.”

As the flurry of marketing activi-
ty grows, a cool and calm Q-Tip is
actually still finishing “Amplified.”
He’s shuttling between the studio
and a movie set, where he is shoot-
ing “Prison Song,” a film he stars in
and co-wrote with director Darnell
Martin (“I Like It Like That”). Q-
Tip describes it as “a kind of opera,”

bauhaus|coTHANM

the album | the video
both in stores november 9th

METROPOLIS RECORDS | POB 54307

PHILADELPHIA, PA 19105

www.metropolis -r ecords.com

and it features Elvis Costello, Mary
J. Blige, Fat Joe, and Noreaga.

Q-Tip started recording “Ampli-
fied” in July, working primarily with
Jay Dee, a member of the Ummah
collective that Q-Tip also belongs to.
“We did almost all of the music to-
gether,” Q-Tip says. “ We had some
help from DJ Serateh.”

In the end, the artist is philo-
sophical about how the musie is
received by the public. “If it goes
mainstream, it goes mainstream.
And if it does nothing, it does noth-
ing. I just try to express myself
without trying to point into certain
directions.”

He adds, “I know who I am, and
that has enabled me to have the lib-
erty to be a true artist. I love myself.
Because of that love, I am not self-
conscious. I'm not doubting myself. I
am able to feel pain, cry, curse,
scream, laugh, experience every
emotion, to feel it truthfully and
honestly . . . and to express it.”

With the creative end of the
“Amplified” taken care of, Sheila
Coates, VP of marketing at Arista,
is now focusing on “connecting the
dots” between “Vivrant Thing” and
“Breathe & Stop.”

“There is a two-tier postcard cam-
paign,” she says, adding that fliers
and posters will also be used in the
initial phase of the street campaign.
“We have been very aggressive on
the publicity side. He has done sev-
eral magazines, including The
Source, Rappages, and Vibe.”

Q-Tip is also lined up to do a spree
of television appearances, including
“The Chris Rock Show” and “The
Tonight Show With Jay Leno,” not to
mention various spots on MTV and
BET.

Radio and retail are also looking
forward to “Amplified.”

“I would definitely consider the
album highly anticipated,” says
Dorsey Fuller, music director at
KKBT Los Angeles. “If ‘Vivrant
Thing’ is any indication, then we look
forward to a whole bunch of heaters
from this album.”

Paul Marabito, buyer for CD
World, expects the project to suc-
cessfully compete for consumer dol-
lars.

“The airplay that he has gotten in
the New York market has made him
very visible,” Marabito says. “I think
[sales] are going to be really, really
strong. It’s definitely going to be a
top seller.”

Q-Tip will tour in February 2000,
and the demand for him is constant.
According to his booking agent, Cara
Lewis, VP at the William Morris
Agency, “The phone does not stop
ringing for Q-Tip. I have a lot of anx-
ious promoters out there. It’s huge,
and he deserves it. He’s an extreme-
ly talented guy, and he’s worked very
hard for this.”

Q-Tip is co-managed by Shaka
Malik and Violator Management and
is represented by Creative Artists
Agency for film. His music is pub-
lished by Zomba Music (ASCAP).

Backstreet On Target. Dana Warg, executive director of Target Center, recently
met backstage with Backstreet Boys before a sold-out show in Minneapolis.
According to the venue, the act sold more than 18,000 seats in roughly 18 min-
utes for the Target Center. The group’s sold-out U.S. tour has been drawing criti-
cal raves. Pictured, from left, are group members Brian Littrell, Howie Dorough,
and Nick Carter; Warg; and group members Kevin Richardson and A.J. McLean.

business B
 TOP 10 CONCERT GROSSES
Gross Attendance
ARTIST(S) Venue Date(s} Ticket Price(s) Capacity Promoter
BACKSTREET BOYS, EYC, MGM Grand Garden  Oct. 16-17 $2,158,675 25,583 Fantasma
MANDY MOORE Las Vegas $125/$75/345 28,203 Productions
two shows
BACKSTREET BOYS, EYC, Arrowhead Pond Oct. 14-15 $1,207,581 33,406 Nederiander
MANDY MOORE Anaheim, Calif | $38.50/829.50 two Organization
sellouts
BRUCE SPRINGSTEEN America West Arena Oct. 15 $1.078,575 16,978 Evening Star
Phoenix $67.50/$37.50 selloot Productions
BETTE MIDLER Nationat Car Rental ~ Oct. 17 $1.057,105 12,248 Cellar Door, Electric
Center $150.50/$85.50/ sellout Factory Concerts
Sunrise, Fla 340.50
BETTE MIDLER FleetCenter Oct. 8 $997,008 14,108 | Don Law Co
Bosten $100.50/$75.50/$50  sellout Electric Factory
Conterts
ELTON JOHN Philips Arena Sept. 24 $966,802 18,919 House of Blues
Atlanta $67/857/847 sellout Concests
BACKSTREET BOYS, EYC, Schottenstein Center, Oct. 4 $684,328 18,448 Betkin Productions,
MANDY MOORE Ohio State University $38.50/$29.50 seltout Sunshine
Columbus, Ohio Prometions
|
JIMMY PAGE & THE BLACK Greek Theatre Oct. 18-19 $496,796 12324 Nederlander
CROWES Los Angeles $63/346/840/$28.50 two Organization
seliouts
FAMILY VALUES TOUR: Cow Palace Oct. 19 $480,060 14500 Bill Graham
LIMP BIZKIY, FILTER, Daly City, Calif $35 sefiout Presents, The Firm
PRIMUS, STAIND, METHOD Korn, Metrapotitan
MAN, REDMAN Entertainment Group
22 TOP, LYNYRD SKYNYRD. Palace of Auburn Oct 16 $476,361 13,896 | Beaver Productions
SCREAMIN CHEETAH Hills $38.50/$29.50 setlout
WHEELIES Auburn Hills, Mich
Copyrighted and compiled by Amusement Business, a publication of Blllboard Mu5|c Group.
Boxscores should be submitted to: Bob Allen, Nashville. Phone: 615-321-917
Fax: 615-321-0878. For research information and pricing, call Bob Allen, 615- 321 9171.
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LATIN AMERICAN TRADE BODY TO MERGE INTO IFPI

(Continued from page 8)

Kong. Then, FLAPF will be trans-
formed into IFPI Latin America,
effective Jan. 1. The integration will
affiliate six FLAPF national
groups—in Argentina, Brazil,
Colombia, Chile, Mexico, and
Venezuela—to IFPI, taking the lat-
ter’s total number from 40 to 46.

IFPI chairman/CEO Jason (Jay)
Berman says the result will “bring
tremendous resources, expertise, and
creativity to IFPT’s enforcement and
political operations,” and he reiter-
ates Diaz’s point that both organiza-
tions must think and act in concert,
globally. In fact, it was Berman’s pre-
vious relationships with record com-
panies’ Latin U.S. and Latin Ameri-
can divisional chiefs, made when he
headed the Recording Industry
Assn. of America (RIAA), that illu-
minated the path to a merger.

“At that time, it wasn’t just a ques-
tion of [the impact of] Latin music in
particular geographic areas,” Ber-
man says. “It was, ‘Latin musie, how
are we going to deal with it, whether
produced in Los Angeles or Califor-
nia or Miami?’ At that moment, it
became clear to everybody that the
historie affiliated roles which
FLAPF had with RIAA and IFPI
would change.”

Berman carried this perspective to
the global recording industry feder-
ation when he became its chief exec-

utive this past January. “When 1
looked at our worldwide structure,”
he says, “T saw that we had a region-
al operation in Europe and a region-
al operation in Asia, so it made sense
to think that we would have a region-
al operation in Latin America.”
Formed in 1961, FLAPF has long
maintained an affiliation with IFPI,
but the two became more closely
aligned when piracy in Latin Amer-
ica—which had been largely con-
fined within national borders—began
taking on an international hue.
“Since July 1998, 20 million pirate
CDs have been seized heading into
Latin America from Asia,” says Diaz.
“In order to combat that, we needed
to have a very deep cooperation
between | FLAPF ] anti-piracy inves-
tigators and those of IFPI in Asia.”
Facilitating this cooperation was
IFPI’s 1997 decision to create a cen-
trally coordinated, global anti—pira-
cy structure headed by Iain Grant,
former head of the Hong Kong Police
Narcotics Bureau. When FLAPF
and IFPI are integrated, the Latin
American group’s anti-piracy team,
headed by Marino Radillo, will con-
tinue to spearhead operations
throughout the region, with inves-
tigative support and technical backup
from IFPI’s London-based interna-
tional enforcement team.
Most of FLAPI’s annual $10 mil-

‘The problems of
the Latin American
industry are largely
the same as those of
the global industry’

- MANOLO DIAZ -

lion operating budget, raised through
member companies and national
groups, has been spent on anti—pira-
¢y issues, according to I'LAPF exec-
utive president Gabriel Abaroa.
“Brazil, Mexico, Argentina, Colom-
bia, and Paraguay are among the
countries which have more profes-
sional anti-piracy organizations,” he
says.
Four of FLLAPF’s half-dozen-mem-
ber headquarters staff in Miami
handle anti—piracy matters, while out
in the field at the national groups,
more than 75% of the 100-plus
employees deal with investigative
work, with others handling legal pro-
cedures and copyright lobbying.
Abaroa will report directly to
Berman when FLAPF becomes
IFPI Latin Amerieca. “Yes, Gabriel is
going to be staying,” says Diaz. “He’s
been a key element in the modern-

ization of FLAPE”
This has been particularly so since
the Latin association moved its head-
quarters in 1995 to Miami from Mex-
ico City, where Abaroa previously
headed the anti-piracy unit of
AMPROFON, the Mexican recording
industry group. Moreover, Abaroa
and his team will remain in Miami.
“This city is not in Latin America,
and yet it is Latin America,” says
Diaz. “It has fantastic communications
with all the countries of the region,
and you have most of the [major
record companies’] regional offices
here, in the way Universal has chosen
to run Latin America from Miami.”
Berman will become a member of
the IFPI Latin America regional
board, and Diaz will remain on the
IFPI main board. The latter has
taken over the chairmanship of
FLAPF’s executive committee from
Andre Midani, president of Warner
Music Latin America, on whose
watch—in Berman’s words—the pro-
posal to merge with IFPI took shape.
Neither Diaz nor Berman knows of
significant opposition to the merger.
“The local [FLAPF ] associations are
going to remain as they are,” says
Diaz. “They are not even going to
change their names. They will report
to our board and have the advantages
of being part of an international body,
which is definitely going to help

them, as it already has, with the
biggest problems we share.”

Those independent record compa-
nies in Latin America that do not
belong to FLAPF or its national
groups are, likewise, not expected to
work against the merger, according
to Diaz and Berman.

As for those independents that are
affiliated with FLAPE, “the global
approach may even benefit them
more than a major,” says Diaz. “The
majors are already global. For an
independent, regulating copyright,
fighting piracy, and protecting reper-
toire is very beneficial. It can’t be
done effectively if FLAPF remains
regional.”

The financial implications of the
merger are no obstacle, according to
Berman. “The amount of money
involved is not prohibitive,” he says.
“Given the integration, what’s likely
to happen is that IFPI will end up
absorbing the costs associated with
the running of FLAPF as an organi-
zation now, incorporating it into our
regional structure and assuming its
finaneial responsibilities as well.”

The six national groups that will
affiliate with IFPI from Jan. 1, if the
merger is approved, are ABPD
(Brazil), CAPIF (Argentina), APFC
(Chile), ASINCOL (Colombia),
AMPROFON (Mexico), and APRO-
FON (Venezuela).

The Musicians’ Assistance Program (MAP) and Phoenix House are proud
to announce three awards fonoring feaders in the industry who have made
outstanding contributions to the treatment of drug abuse

= Buddy Arnold =«

Musician and Founder of MAP
The Phoenix Rising Award

= Superstar Eric Clapton
MAP’s Stevie Ray Vaughan Award

= Gary LeMel 4

The Allegro Award

Congratulations to these three stellar individuals!

For tickets and information on the Awards Celebration on November 2, 1999
at the Universal Hilton, please call Levy, Pazanti & Associates at (310) 201-5033

President, Warner Bros. Worldwide Music & CEO, Sunset Records
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16 of today’s
hottest young

stars on one
awesome CD!
POP TO THE POWER OF 16

Quit Playing Games (With My Heart)
Backstreet Boys
Too Beautiful For Words to the power Of 16
Christina Aguilera "
Best Of My Life
‘N Sync
Thinkin® About You
Britney Spears
When The Lights Go Qut
Sive
Wannabe
Spice Girls
Don't Take It Personal
Monica
3ody Rockin’ Time
Christian Davis
You're The Bomb
Imajin
Every Day's A Rainy Monday
Don Philip
Mary Lopez
Billy Crawford
Thinking Of You
Hanson
5,6,7,8
Steps
She Wants You
Billie
Bounce, Rock, Skate, Roll
Baby D.C.

';at_ely AVAILABLE FROM
Divine BAYSIDE DISTRIBUTION
916.371.2800
street date: November 16, 1999 885 RIVERSIDE PARKWAY

www.poptothepower.com WEST SACRAMENTO, CA 95605
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SPACE IS LIMITED! REGISTER TODAY ONLINE: WWW.SURROUNDPRO.COM

Conference Chairman

Tomlinson Holman, Prestcent, TMH Corporation
Conference Advisors

Murray Alen, Dir. of Post-Production, Electronc Ars

£d Cherrey, Record Producer

Jon Eargle, Presicent. JME

Michag! Frondeli, VP, Stuslo Operations, Capitol Records
Herbie Hencock, Regording Artst

Jac Holman, Chief Technoiogist, Wamer Music Group
Robert King. President, Entertainment Technologies

Bob Ludwg, Presicent Gateway Stuios

Robert Margoulef. Record Proglucer

George Massenburg, Presicent, GML

Bobby Owsinska, Presicent. Surround Assaciates

Phil Ramone. Record Procticer

Gary Rydsrom, Dir/Creative Operations Skywalker Sound
Steve Thompsan, Tech Dir Auclo Dep. Paciic Ocean Post
Paul West, VP of Studio Prodtuction, Unwersal Music

Nov. 5-6,1999
Beverly Hilton Hotel
Beverly Hills, CA
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Sony Elecronics Inc
Sony SACD
Soundracs

Studer

THX

TMH Corporation
Yamaha

for those who

ciheate,
" install
produce

multichannel sound

Association Sponsors

Consumer Electionics Manufacturers Association (CEMA)
Infernational Alkance of Mutichannel Music (IAMM)
International Recording Media Associaton (IRMA)

Music Producers Guid of the Amencas (MPGA)

Socrety of Professional Audio Recording Studios (SPARS)
Publication Sponsors

Audio Magazine

Bilboard Magazne

£Q Magazne

Music Connection

Pro Sound News

Replication News

Surround Professional

Teleision Broadcast

Videography

Widescreen Review

Corporate Sponsors DIGITAL

"SONY i GENELEC’

SURRUUND ACTIVE MONITORING

& |
0O Dolby STUDER (€ Mak ymsmesss € YAMAHA

professional audio equipment SUPER AUDIO CD GROUP ONE

SOUNDTRACS @

ASSOCIATION SPONSORS INCLUDE: International Alliance of Multichannel Music (IAMM), Music Producers Guild of the Americas (MPGA),
Consumer Electronics Manufacturers Association (CEMA), The Inegrated Media Systems Center (IMSC), International Recording Media
Association (IRMA), and Society of Professional Audio Recording Studios (SPARS)

EDEL MAKES U.S. MOVE

(Continued from page 5)

ing its acquisitions by raising funds
through stock offerings. It recent-
ly completed a secondary stock
offering in Germany, raising 102
million euros, which on Sept. 8 were
valued at $108 million. In Septem-
ber 1998, the label raised the equiv-
alent of about $41 million in a stock
offering.

Edel’s revenue for the first six
months was 151.6 million deutsche
marks ($84.2 million) (Billboard,
Sept. 18). Operating income was 3.1
million marks ($1.7 million). Among
its acts are Scooter, Bliimchen, Aaron
Carter, and Jennifer Paige.

If further acquisitions are made in
Europe, the distribution of those
labels also could be funneled through
RED if the fit is right, says Haentjes.

On the other hand, if edel buys a
good classical label, it might make
more sense to put that label through
Koch or some other distributor
besides RED, he explains, as RED is
more known for its expertise in dis-
tributing rap, hard rock, alternative,
and dance music.

Andy Kaulkin, president of Epi-
taph Records, which goes through
RED, says he is not worried about
the change in ownership of RED.
“Our European company has been
involved with edel in Europe and has
a good relationship with them there,”
says Kaulkin. “We are still in control
of our destiny.”

EDEL MAKES VIVA DEAL

(Continued from page 5)

The sale agreement follows Sony’s
decision to sell its 23.7% stake in Viva
to co-shareholders Time Warner,
Universal, and EMI and investment
group Musik im Fernsehen (a con-
sortium consisting of Austrian video
production company DORO; Goetz
Elbershagen, manager of German
rock veteran Westernhagen; and
Cologne-based lawyer Helge Sasse).
The transaction, which remains sub-
ject to regulatory approval, will
result in the music companies each
holding 24.9% of the shares, and
Musik im Fernsehen, 9.3%.

According to Gorny, there are plans
to spend up to $70 million expanding
Viva out of Germany in the next few
years, with local-language program-
ming for Hungary, the Czech Repub-
lic, Spain, and Italy. Gorny also wants
to pursue further joint ventures with
radio and other TV broadcasters,
including German TV network ZDF,
with which it collaborates on the annu-
al Comet awards and ZDF’s “Chart
Attack” show.

Gorny also says that he wants to
link the music channel with radio
programs and expand the Viva brand
through its own agency to market
live events and other youth-targeted
activities.

Viva, which was founded six years
ago, employs 300 and claims revenue
of $43 million for 1998. It is consid-
ering a public share offering for next
spring. Investment analysts in Ger-
many have estimated the possible
market capitalization of the compa-
ny at around $170 million.
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THE ENTERTAINMENT, MEDIA & COMMUNICATIONS DIVISION

e | e
RUSSELL S1IMmMo NS
r

Founder, Chairman and CEO, Rush Communications,'lnc.

Lryor CoHEN

Fresident, Island /Def Jam Music Group

: Celebration Chairman
ALLEN GRUBMAN

DECE f...BER 8 1999 -
Tent at Llncoln Cent“ér N.ew York C__lty . 6 30 PM

THE NEW YORK Musnc FOR' YOUTH Fouummon, INc
: LARRY ROSEN PRESIDENT JERRY Gon.o TREASURER * ART WEINER, SECRETARY
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EUROPE READIES FOR NEW TURNER SET

(Continued from page 14)

been, and probably will be as long as
she keeps producing records that are
clearly aimed at the radio market,”
says Jim Sampson, music producer at
rock station BR Bayern 3, serving
Bavaria in Germany. He notes that in
recent years Turner’s biggest fan
base has been in Europe. “Last time
she sold out the Olympic Hall in
Munich nine times, and that’s never
been done.

“The last album may not have been
the ‘gorilla’ she always has in Europe,
but the real European audience is
much more loyal. In America they
tend to say, ‘Show me what you can
do now;’ ” he says.

Adds Wayne Beacock, head buyer
of rock and pop at Tower Records’
south London outlet in Kingston-
upon-Thames, “The album will fly
out, I would have thought, especially
as she hasn’t done anything for a
while.”

On the Metro imprint, the album
contains an impressive array of writ-
ing and production credits, including
the Bee Gees, the Absolute team (of
Spice Girls fame), Johnny Douglas
(George Michael, All Saints), and
longtime collaborators such as Gra-
ham Lyle and Terry Britten.

There is also a guest appearance
by Bryan Adams on “Without You.”
“It’s not really a duet; it’s more of a

cameo,” says Davies. “They have a
history, and they’re obviously good
friends. Bryan just dropped into the
studio one day.”

“It was a real pleasure listening to
the demos of these songs,” says Tur-
ner. “They all sound like a modern
version of gospel music, and I really
enjoy the album on that level.”

‘It was a real
pleasure listening to
the demos of these
songs’

- TINA TURNER -

Turner and Davies had originally
been planning a second compilation
album with two new tracks for
release this autumn, but when she
“politely declined” the offer of a
North American tour with Elton
John following their appearance at
VHZI’s “Divas” event in April, they
came up with a new plan.

Says Davies, “We flew back to
London after the ‘Divas’ concert,
talked all the way, and I said, ‘You're
not touring; why not do an album?

“So we met the Metro guys and

Tina got very inspired, started sing-
ing in the studio,” Davies says.
“That’s how we recorded the ‘Private
Dancer’ album [her 1984 ‘comeback’
record that sold more than 10 million
copies worldwide]. We said, ‘Let’s do
it,” and really started recording in
June and July.”

Metro’s Rawling describes Turn-
er as “the best singer I've ever heard
live, and also what a beautiful woman.
I've been a Tina Turner fan since
puberty, and when she came in it was
unbelievably humbling.”

Parlophone U.K. managing direc-
tor Keith Wozencroft expresses a
view held both inside and outside the
Turner camp that “Twenty Four
Seven” is a stronger record than
“Wildest Dreams.”

“We've got off to a great start, and
she’s come back with a really great
album, not just a collection of a few
singles,” he says. “The choice of
songs has been excellent. The Metro
guys have been really inspiring, and
so has Johnny Douglas.”

Of the momentous year ahead,
Turner concludes, “I'll tell you what
I don’t want to happen. I've seen so
many of my peers where time has
taken its course—they’re still doing
it, but some of the magic is lost. I
want to leave people with the
magic.”
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BY CATHERINE APPLEFELD OLSON

MONSTER IN A BOX: Unless you are living under a rock, chances
are you have in some way been touched by the Pokémon phenomenon.
Beginning Nov. 9, Atlantic Records will provide fans with an earful of
upbeat pop music that accompanies Warner Bros. Pictures’ “Pokémon:
The First Movie.”

The film company and label worked together to select acts that appeal
to Pokémon’s (Pocket Monsters’) primary audience of 5- to 12-year-olds.
Two of the album’s tracks—“Fly
With Me” by 98° and “Soda Pop” by
Britney Spears—were previously
released, but the rest is new music
from the likes of ‘N Sync, M2M,
Christina Aguilera, B*Witched,
and Emma “Baby Spice” Bunton.

Robert Wieger, Atlantic VP of
product development, says the al-
bum’s roster will attract older audi-
ences as well. “The typical fans of
that kind of music will be interest-
ed in anything those artists put
out,” he says.

Nintendo creation Pokémon has
more than 200 licensees for everything from lunch pails to fruit snacks,
and Wieger says Atlantic is all for adding to the collection.

“We are doing more merchandising materials with this project than
anything I've worked with,” he says, pointing to streamers, window
clings, dump bins, and a 6-foot standee that can hold 120 pieces of prod-
uct.

And in the first move of its kind in eons for a soundtrack, both CD and
cassette are going out in blister packs, a nod to all the toy stores that
are hot for the album. Wieger says Toys “R” Us and Kay Bee Toys are
manufacturing their own standees, and Andersen Distributors is creat-
ing a display piece that will house the soundtrack and other licensed
goods.

Among the voluminous promotions on tap are coupons for a free exclu-
sive Pokémon trading card that will be packaged with the first 2 million
cassettes and CDs. An in-theater campaign that will run through mid-
December includes 500,000 promotional popcorn bags, slides on screens
in select chains, and 2 million fliers alerting moviegoers to the sound-
track.

There’s also an extensive radio campaign in the works—including sev-
eral spots on Radio Disney—as well as in-store artist appearances slat-
ed for the Warner Bros. Manhattan store on the street date.

The soundtrack CD is Web-enhanced with film footage that ended up
on the cutting room floor. It also contains a link to the Web site of Wiz-
ards Of The Coast, which produces the Pokémon trading cards. The set’s
first commercial single, “Don’t Say You Love Me” by M2M, streeted Oct.
26 with a film trailer on the CD.

Marion Ravn, 16, who along with Marit Larsen makes up M2M, says
although Pokémon has not hit her home country of Norway, she has got-
ten caught up in all the excitement. “It’s great being on the soundtrack
with so many amazing artists,” she says. “I like young artists who write
their own music—groups that are real, not manufactured.”
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THE TRUTH ABOUT ‘DOGMA": Composer Howard Shore knows a
thing or two about scoring films with big, dark themes. He has worked
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