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What Now For Gol. House, GDnow?

Upsets At Junos

BY LARRY LeBLANC

TORONTO—Cunada’s Juno
Awards 2000 heralded a passing
of the torch as double-winner
newcomers Chantal Kreviazuk

nmm@ and Matthew

Good Band

triumphed in

several major upsets over bhet-
ter-known veterans.

Juno Awards 2000 kicked off

with a dinner and awards cere-

(Continued on page 81)

Echos Ring Out

BY WOLFGANG SPAHR
and ADAM WHITE
HAMBURG—Little wonder
that Cuban diva Omara Por-
g w tuondo was grip-
D {) ping a bottle of
i 3 champagne the

Bt | morning of
March 10 as she checked out of
Hamburg’s Elysee Hotel.
The night before, and just a
few hundred yvards up the road,
(Continued on page 80)

Victoires Provoke

This story was prepared by
Emmanuel Legrand of Music &
Media.

PARIS—Two

|
| L | o« a 1]
it | outsiders
///;;/,W[ emerged as
[ the main win-
| — —

ners in the
two leading categories at the
15th French music awards show,
Victoires de la Musique, provok-
(Continued on puge 80)

BY BRIAN GARRITY

and DON JEFFREY

NEW YORK—The decision by
CDnow Ine. and the Columbia House
record club to scrap their planned
merger ends one of the most contro-
versial music combinations ever pro-
posed—the marriage of two major
content compa-
nies with a lead- ES1OIN D4
ing online retail-
er—but creates a
new set of linger-
ing questions about what went wrong
and what it means for the future of
pure-play music merchants on the
Internet.

The breakup—which executives
are blaming on declining interest
from Columbia House co-owners
Sony Music Entertainment and Time
Warner, delays in government regu-
latory approvals, and lower-than-
expected financial results—marks a
dramatic downshift in the immediate

UMG, GVM Form
New Latin Label

BY HOWELL LLEWELLYN
MADRID—A major Latino music
label called MuXXIe Latina has been
formed by Universal Music Group
(UMG) and Spanish music conglom-
erate Gran Via Musical (GVM). The
pact marks a big step for 4-month-old
GVM, which recently signed distrib-
ution/marketing deals in Spain with
two leading Latino labels, Fonovisa
of Mexico and Karen Music of the
Dominican Republic (Billboard,
Mareh 11).

GVM managing director Jaime de
Polanco tells Billboard that the New
York-based MuXXlc Latina has a

(Continued on page 82)

NEWS ANALYSIS

online retail fortunes ot CDnow. It
also calls into question the futare role
of Sony and Warner Music in Web
retailing; they will now invest $51
million in CDnow instead.

Just weeks before the dissolution
of the deal was announced March 13
(BillboardBulletin, March 14},
CDnow was locat-
ed in the sweet
spot of the most
significant, and
potentially prof-
itable, point of convergence the musie
and Internet industries have ever
seen: the pending combinations of
America Online (AOL) with Time
Warner, and of Warner Music Group
with EMI Recorded Music.

TIME WARNER

Now on its own again, the Fort
Washington, Pa.-based company is
viewed as struggling to keep pace
with market leader Amazon.com and
as scrambling to find a powerful part-
ner with deep pockets before it runs
out of money, analysts say. CDnow has
retained an investment bank to ex-
plore its options.

MARCH 25, 2000

Web site controlled by Columbia
House, which was supposed to have
been swallowed by CDnow in the
merger.

Still up for debate is what exactly
soured the deal. The chief executives
at CDnow and Columbia House have
offered competing explanations for
the deal going bust.

Meanwhile, the
AOL-Warner-EMI-
Sony axis, which

Microsoft, RealNetworks
Puct, But Rivalry Remains
Page 5

st s

CDnow  chief
executive Jason
Olim insists the cul-

had at its disposal in
CDnow one of the Internet’s leading
music brands and an ideal vehicle for
circumventing retail middlemen, is
now back at square one. Its only pro-
prietary retail option that is not a
clubis Total E, the largely forgotten

BY CHUCK TAYLOR
NEW YORK—Jill Sobule has a
story to tell.

In her new single, “One Of These
Days,” one ol the pre-Alanis girls
with a guitar vows
that she’s “gonna get
it together and stop
wasting time.”

It’s certainly a
viable theme for her
fourth  offering,
“Pink Pearl],” a diver-
sified, experimental
labor of love due
April 18 on Beyond
Music and her first
record since “Happy
Town” on Atlantic in 1997. The 12
tracks make up a glorified collec-
tive of American-bred prototypes,

sobule To Drop ‘Pink Pear/’

Singer/Songwriter’s 4th Set Marks Beyond Music Debut

embracing lounge, hip-hop, bossa
nova, acoustic lullabies, traditional
country, and winsome rock, with
congenial hooks and pop melodies.

“I never think in terms of what
I want to accomplish
when 1 start an
album,” Sobule says.
“For this project, it’s
not as if I precon-
ceived that this song
was a4 bossa nova or
that one is a country
ballad. I really am
schizophrenic with
my tastes.”

The album, pro-
duced by Sobule,
Robin Eaton, and Brad Jones, is
indeed a far ery from the singer/

(Continued on page 81)

prit is lower-than-
expected cash flow levels at Colum-
bia House, which dramatically
changed everyone’s expectations of
the transaction.

“A key underlying premise of the
merger was that Columbia House
would continue to throw oft enough
cash to fund its own transition to a
more Internet-focused company
while also being able to fund CDnow’s
growth until it reached profitability,”
(Continued on page 85)

Gountry Radio
Eyes Male Demo

BY PHYLLIS STARK
NASHVILLE—Could the long-uni-
fied country community finally have a
splinter format everybody in the indus-
try may actually want to embrace? If
several prominent consultants and
researchers have their way, it will,
and it could mauke disenfranchised
male country listen- | \
ers very happy. | wusic ciry
At the recent | 1
Country Radio Semi- ‘
nar (CRS) in Nash- E—
ville, Larry Rosin of Edison Media
Research suggested a new paradigm
for dividing formatic leans in mar-
(Continued on page 82)
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No Strings Attached the Jive Records debut
and follow-up to their 10X platinum album

In Stores March 21st

Shipping more than 3.9 millionalbums!

Featuring their first single

*Bye Bye Bye"

NATIONAL MAGAZINE GOVERS
Rolling Stone March 10 » Teen People February e React March
Disney Adventures March o TV Guide March 20
Entertainmenteen March « Teen April ¢ YM June/July

TELEVISION
MTV Weekend 3/18 & 19 e MTV Ultrasound 3/18 « MTY TRL 3/21
Saturday Night Live 3/11 ¢ Good Morning America 3/13
Rosie 0’Donnell 3/20 ¢ Nickelodeon All That 3,25
Nickelodeon SNICK 3/11 ¢ The View 3/27

U.S. SUMMER ARENA TOUR*

May 9 - Biloxi, MS May 16 - Greenhoro, NC May 20 - Oriando, FL May 27 - New Orleans, LA  June 5 - Phoenix, AZ June 11 - Oakland, CA
May 11 - Lexington, KY May 17 - Raleigh, NC May 22 - Ft. Lauderdale, FL May 30 - Houston, TX June 7 - San Diego, CA  June 14 - Tacoma, WA

May 12 - Memphis, TN  May 18 - Atlanta, GA May 24 - Tampa, FL June 2 - Dallas, TX June 9 - Pasadena,CA  June 15 - Portland, OR
May 14 - Nashville, TN
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June 17 - Salt Lake City, UT  June 23 - Minneapolis, MN June 28 - St. Louis, M@  July 12 - Albany, NY July 20 - Philadelphia, PA
June 20 - Denver, GO June 24 - Chicago, IL June 30 - Cleveland, OH July 34 - Cincinnati, OF  July 23 -  Foxboro, MA

June 22 - Kansas City, M0  June 27 - Columbus, OH July 2 - Buffalo, NY July 17 - Pontiac, Ml July 25/26 - MSG, NYC
July 30 - Hershey Park, PA
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~¢ "HOW DO YOU LIKE ME NOW?!" #1 SINGLE ON ALL CHARTS ! &
> "HOW DO YOU LIKE ME NOW?!" VIDEO VOTED CMT'S "BIG ONE" !
~c "HOW DO YOU LIKE ME NOW?!" TOP 10 ALBUM AND CLIMBING!

CONGRATULATIONS ON YOUR 2 ACM NOMINATIONS- TOP MALE VOCAL AND BEST MUSIC VIDEO! 1;'

A

2c WWW.TOBYKEITH.COM ¢

% 6 GRAMMY NOMINATIONS AND 2 GRAMMY AWARDS !
2 17 OF COUNTRY'S BIGGEST STARS ON ONE ALBUM 1
% SPRING TOUR WITH BOB DYLAN AND THE GEORGE STRAIT FESTIVAL'

CONGRATULATIONS ON YOUR 2 ACM NOMINATIONS FOR BEST ALBUM AND VOCAL GROUP !

X WWW.ASLEEPATTHEWHEEL.COM ¢

%JJ vea Secseters

¢ BEST SELLING DEBUT COUNTRY FEMALE ARTIST OF '99 !
‘¢ USA TODAY TOP 10 COUNTRY ALBUM OF THE YEAR !
c ON TOUR WITH TRISHA YEARWOOD THIS SPRING !

-

d[SSICﬁ iy CONGRATULATIONS ON YOUR ACM NOMINATION FOR BEST NEW FEMALEWOGALIST !

W SO Y WWW.IESSICAANDREWS.COM i

ANDREWS

www.dreamworksrecords.com
S@ 2000 SKG Music Nashville LLC. d/b/a DieamWorks Recorcs Nashvilie
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Real And Microsoft Step Up format Efforts

BY EILEEN FITZPATRICK

LOS ANGELES—While it appears rivals
Microsoft Corp. and RealNetworks are
moving ahead as a united front, dueling
announcements within 24 hours of each
other suggest that each company wants to
be the Internet leader.

The publicity ball got rolling when Mi-
crosoft stated March 14 that its Windows
Media Audio format would be made com-
patible with competing RealNetworks
products (BillboardBulletin, March 15).

“With this announcement Windows
Media is poised to be the universal for-
mat,” says Microsoft digital media division
GM Will Poole. “The selection of content
broadens significantly. It reduces the need
for digital compression in multiple for-
mats, reduces the server requirements,
and requires no additional digital-rights-
management systems.”

The statement was made without Real-
Networks’ knowledge, aceording to Steve
Banfield, GM of RealNetworks’ consumer
division.

On March 15 RealNetworks responded
that it is “welcoming” Microsoft to its list
of supported audio formats.

“It was an interesting thing for Mi-
crosoft to do, but it’s just another format,”
said Banfield prior to the RealNetworks
announcement. “Ninety percent of the con-
tent out there plays on RealJukebox, and
we're still the No. 1 company in this space.”

In what was clearly a swipe at Micro-
soft, Banfield said in the RealNetworks
statement that “even if consumers can only
access an additional 2% of Internet audio
content, we want to provide them with the
most complete solution for meeting their
needs.”

In its announcement, RealNetworks also
declared that it had the “first universal
digital musie system.”

Regardless of the posturing from both
sides, the format war is far from over,
according to Internet observers, many of
whom see the public relations skirmish as
another example of the intense competi-
tion between the two technology compa-

‘Windows Media is not
quite as generic or
ubiquitous as MP3,
and there are a lot of
systems built around
MP3’

- JEREMY SCHWARTZ -

nies.

“This doesn’t mean there’s a universal
standard, but it is a major concession by
Microsoft and says that RealNetworks is
taking their heads out of the sand,” says
one industry executive.

Both Microsoft and RealNetworks offer
digital compression technology and media

; i o]
Amazing Lonestar. R

CA recording act Lonestar was recently presented plagues commemo-

players that allow consumers to download
music. The penetration of Microsoft’s
media player technology lags behind that
of the RealNetworks software. Among the
various players offered by RealNetworks
is RealJukebox, which enables consumers
to build and manage digital music collec-
tions by recording songs from their CDs
or downloading them from the Internet
and playing them back on a PC, portable
music player, or stereo.

Microsoft’s Poole says that the inclusion
of Windows Media on RealJukebox will
lead to a “standardized” digital compres-
sion format for the industry. But Windows
Media is the ninth format added to
RealJukebox, which is already compatible
with the compression formats Liquid
Audio, Mjuice, MP3, A2B, and others.

The Windows Media player is compati-
ble with Liquid Audio and MP3, as well as
such lesser-used formats as ASF, VOD,

(Continued on page 74)

rating the success of its hit single “Amazed.” The single was recently certified goid by the
Recording Industry Assn. of America, and the group's album “Lonely Grill” was certified dou-
ble-platinum. Shown at the presentation, from left, are Lonestar's Dean Sams and Michael
Britt; Cheri Martin, manager of crossover/internet promotion at the RCA Label Group; Butch
Waugh, senior VP/GM of the RCA Label Group; and Lonestar’s Richie McDonald and Keech

Rainwater.

BME, Universal’s GetMusic Is Going Global

BY MARILYN A. GILLEN

NEW YORK—GetMusic got a show of sup-
port from its major-label parents, BMG
Entertainment and the Universal Music
Group (UMG), with the March 15 an-
nouncement that they are investing in a
rollout of the music commerce/content site
into territories outside the U.S. (Bill-
boardBulletin, March 15).

The multi-year commitment to GetMu-
sic’s international growth represents “a
substantial additional investment” in the
year-old venture by BMG and UMG,
according to the companies. The amount
was not specified, but GetMusic president/
CEO Andrew Nibley put it in “the tens of
millions.”

According to Nibley, BMG and Universal
are in the midst of shifting their roles in
GetMusic from owners to majority
investors, and the company is in active
negotiations with potential strategic
investors to sign on as minority partners.
Plans also include an initial public offering,
although no timetable has been set.

“We are excited that our parents bought
off on the plan to put this kind of invest-
ment into the company and see the wisdom
of going international at this point in time,”
Nibley says. “We think moving into the
Internet market in other countries just as
the Internet is starting to take hold there

is good timing.”

Nibley, who is based in GetMusic’s New
York headquarters, says that international
operations will be spearheaded out of a
London head office, with the first phase of
the rollout targeting the U.K., France, Ger-
many, and Japan. Latin America is also in
the longer-range plans.

Staff is being put into place, with the
beginning of the rollout expected “within
months.” GetMusic anticipates being in
four to six countries by year’s end.

Sites will be tailored to each country and
presented in the prevailing language. They
will feature content drawn from local
sources and highlighting home-grown acts,
as well as material culled from the U.S.
site.

GetMusic has been emphasizing content
over pure commerce in its U.S. site re-
design, the first phase of which is up now at
getmusic.com, and the strategy will be car-
ried over into the international expansion.

“We are focusing primarily on program-
ming and content and community, and E-
commerce is part of the revenue stream.
But it's not the only revenue stream, and it
isn’t our primary focus,” Nibley says.

In a new approach to its commerce
operations, however, GetMusic plans to
strike partnerships with existing E-tail-
ers overseas, Nibley says. Those discus-

sions are ongoing, he adds. GetMusic han-
dles its own E-commerce operations in
the U.S.

The move into new markets by GetMu-
sic comes as the plans of another U.S. E-
tailer, CDnow, for opening affiliates outside
the U.S. have been put in doubt following
news that its planned merger with the
Time Warner/Sony Music-owned Columbia
House is off (see story, page 1). According
to a company statement, “CDnow is re-
evaluating its Year 2000 strategic objec-
tives, including its international initiatives
and the timing of such initiatives.”

Another U.S. online company, however,
is following GetMusic’s lead overseas.
Also on March 15, Santa Monica, Calif.-
based Launch Media announced it is
forming a Japanese joint venture with
Yahoo! Japan Corp. and Softbank Pub-
lishing Ince. The new company will be
based in Tokyo, with Softbank Publishing
owning a 50% stake; Launch Media, 30%;
and Yahoo! Japan and Tokyo Broadcast-
ing Systems, 10% each.

The new Launch Japan will develop a
Japanese-language version of Launch.com,
offering personalized music information,
music videos, streaming audio, exclusive
artist interviews, and more, according to
the company. The site is scheduled to debut
later this year at www.launch.co.jp.
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8 Major labels and hardware
companies approve audio water-
marking system.

Artists & Music
10 Executive Turntable: Joe
Etter is promoted to VP of Walt Dis-
ney Records Canada in Toronto.
14 Selah’s Nicol Smith sets out
on her own to release Curb debut.
14 The Beat: Don Was and
Burt Bacharach join forces to
change Oscars’ tune.
16 Boxscore: Cher and Lou
Bega gross more than $980,000
in East Rutherford, N.J.
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20 Soundtracks and Film
Score News: Aaliyah co-execu-
tive-produces and contributes to
the soundtrack to her feature film
debut, "Romeo Must Die.”

22 Popular Uprisings:
Nashville songwriter Terry Radi-
gan offers pop/rock-leaning con-
fections on Vanguard debut.

23 Reviews & Previews:
Albums from John Scofield, Joni
Mitchell, Patti Smith, and ‘N Sync
are in the spotlight.

26 R&B: Too BAD gives a jazz
twist to classic R&B party songs
from the late "70s and early ‘80s.
27 Rhythm Section: Missy "Mis-
demeanor” Ellioft's red-hot single
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breaks the record for most weeks
atop the Hot Rap Singles chart.
31 Dance: Jon Secada’s club
hits just won't “Stop” with his
upcoming 550 Music/ERG set,
“Better Part Of Me.”

33 Country: SFX sets o launch
Votunteer Jam 2000, featuring
Hank Williams Jr., Charlie
Daniels Band, and Little Feat.

37 Higher Ground: Dove-nom-
inated artist Fernando Ortega pre-
pares to tour in support of his
new album, *Home.”

37 In the Spirit: Fred Hammond
fulfills his “Purpose By Design” with
new Verity/Zomba set.

38 Classical/Keeping Score:
Violinists Hilary Hahn and Gidon
Kremer are bold and adventurous
on respective new sets.

40 Jazz/Blue Notes: Pianist
Matthew Shipp refurns to record-
ing with Thirsty Ear’s "Blue Series.”

49 Songwriters & Publishers:
Barry Mann finds the “Inspiration”
to cover his own classics on new
Atlantic set.

50 Pro Audio: New York's
Avatar Studios GM Zoe Thrall
resigns to pursue other interests.
52 Latin Notas: Salsa singer
Jerry Rivera inks six-album deal
with BMG.

INTERNATIONAL

54 Piracy overtakes CD market
in China.

56 Hits of the World: San-
tana’s “Supernatural” reign con-
tinues on seven international
charts.

57 Global Music Pulse: David
Byrne’s Luaka Bop label emerges
from the “Shadows” with album
from Afro-Peruvian Susana Baca.

MeRcHANTS & MARKETING
59 Priority Records helps the
World Wrestling Federation
release “Aggression.”

61 Child’s Play: Stockholm’s
A*Teens entertain tweens with
Abba covers.

62 Declarations of Indepen-
dents: Record executives Barney
Cohen and Robert Lockwood Jr.
to be inducted info the Indepen-
dent Music Hall of Fame.

64 Retail Track: Music spe-
cialty merchants worry about the
future of minimum-advertised-
price standards.

66 Sites + Sounds: Beastie
Boys customized CDs get positive
response from click-and-brick
refailers.

67 Home Video: Blockbuster
U.K. and QXL.com team to sell
used inventory.

PROGRAMMING

75 News/Talk format makes
major jump in fall ‘99 Arbitron
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rafings.
77 The Modern Age: Blink-

182’'s Mark Hoppus explores the
group’s sensitive side.

78 Airwaves: The feen pop
phenomenon fuels the success of
Radio Disney.

79 Music Video: MTV an-
nounces executive moves.
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EEATURES
71 Update/Lifelines
72 Classifieds
85 Hot 100 Spotlight: Des-
tiny’s Child holds on to the top
spot, as Santana’s “Maria Maria”
makes its move to No. 2.
88 Between the Bullets: The
return of Destiny’s Child sef to
The Billboard 200’s top 10
proves that refail singles need not
cannibalize album sales.
89 This Week’s Billboard
Online
90 Market Watch
90 Chart Beat: U.S. con-
sumers are gobbling up Europop,
S0 how come radio won't bite?
90 Homefront: Billboard's
Phyllis Stark and Deborah Evans
Price move up in the Nashville
bureau.
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Int’l Pert. Rights: The Devil’s In The Details

BY BENNETT M. LINCOFF

At MIDEM in January in Cannes, the
U.S.” BMI, England’s Performing Right
Society (PRS), France’s SACEM, Ger-
many’s GEMA, and the Netherlands’
BUMA announced an agreement by
which each will offer Webcasters world-
wide performance rights to the music in
their combined repertories. Prior to this,
no collecting society had granted Web-
casters anything other than domestic per-
formance rights, a practice that was inad-
equate because Webcast performances
may be infringing not only if unauthorized
in the territory from which they originate
but also if not authorized for territories in
which they are received.

Webcasters now can obtain the world-
wide rights they need to perform a sig-
nificant portion of Anglo-American and

European music. This will be sufficient
for Webcasters willing to forgo perfor-
mances of excluded music or to obtain
authorization to perform those works
directly from their copyright owners.

‘It has been difficult for the
rights societies to agree on
how to determine which
among them shall license

which Webcasters’

Bennet! M. Lincoll, the former director of legal
affairs for new media at ASCAF, is a New York-
based altorney and consultant working in the new-
media markelplace.

It has been difficult for the rights soci-
eties to agree on how to determine which
among them shall license which Webcast-
ers. Essentially, there are two possible

solutions. Either each society would have
authority to license Webcasts originating
in its territory or that authority would lie
with the society in the territory where the
Webcaster has its principal place of busi-
ness (“economical residence,” in Euro-
pean parlance).

Under the first scenario, for example,
ASCAP, BMI, and SESAC would license
all Webcasts originating in the U.S. Under
the second, a Webcaster whose economical
residence was in Paris would obtain rights
through an agreement with SACEM and
pay SACEM’s prevailing license fees,
regardless of the territory from which its
Webeasts originate or in which they are
received.

The European organizations oppose
bestowing authority to license Webcast-

(Continued on page 19)
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Gapitol Sets TV Ad Blitz

Radio, Retail Featured In N'ville Label Spots

BY PHYLLIS STARK
NASHVILLE—Capitol Records’
Nashville division is rolling out a
unique $12 million TV advertising
campaign that ties in with both radio
and retail partners in select markets
to promote not just Capitol artists but
country music in general.

The first 11 stations Capitol is
working with include

year. How much of that went to ra-
dio? Very little. So we really didn’t
help radio at all.

“What I want to know is, Is there a
way we can tie radio into my adver-
tising in a way that works for radio,
for the fan, for the artist, and for
retail?”—something he believes his
current campaign achieves. “Every-
thing I buy on televi-

KZLA Los Angeles,
WUSN (US99) Chica-
go, and WUBE
(B105) Cincinnati, but
plans eall for having
30 radio stations on
board by November.
“The idea is to com-
bine radio, the artist,
and retail in such a
way that the fan gets
a cultural message
that is ‘Country music
is a lot cooler than I
thought it was, and
country radio is play-
ing a lot cooler music

‘The idea is to
combine radio,
the artist, and
retail in such a
way that the fan
gets a cultural
message that is
“Country music
is a lot cooler
than I thought it

sion will be with a
radio station as a part-
ner,” Quigley adds.
The initial ads fea-
ture artists Trace
Adkins and Keith
Urban; a Steve
Wariner ad will be
next. Quigley says he
plans to run the spots
for all 15 of this year’s
releases, including
those by newcomers
Allison Paige and
Cyndi Thompson.
Quigley plans to put
$1 million in TV

than I thought it was”’’ money behind Paige’s
was,’ ” says Pat Quig- upcoming debut sin-
ley, president/CEO of - PAT QUIGLEY - gle, a remake of “The
Capitol Nashville. End Of The World.”

The ads begin with animation of a
station’s logo, followed by a snippet of
the featured artist’s current video-
clip. The station’s call letters and Web
site address remain visible on the
sereen during the video, while station
promotional announcements crawl
along the bottom of the screen. At the
end, the ads are tagged with the logo
of a participating retailer.

Quigley says he’s paying 100% of
the cost of the ads during the eight-
month campaign. The ads will run
during the “Today” show, “The
Tonight Show With Jay Leno,” and
“Late Show With David Letterman,”
as well as during some daytime soap
operas and news shows, among other
slots.

Quigley says that “there has to be
some return on investment” in choos-
ing radio partners. “I can’t spend
$100,000 in a market and sell 500
records.” But he claims that “there is
no quid pro quo,” meaning stations
are not required to commit to any air-
play. “We're releasing 15 albums this
year; hopefully they can find some-
thing they can play,” he says. Quigley
says he worked out the deals with sta-
tion GMs, not PDs, to avoid program-
ming conflicts of interest.

Both radio and retail partners are
nonexclusive, meaning the ads could
run for more than one station in a
given market with a slightly different
look and tag different retailers.
Quigley also welcomes other record
labels who may want to join the cam-
paign. “If some other label wants to
do it, God bless them, let’s go,” he
says. “The more music you put in
front of the consumer, the more
memorable it is.”

Stressing the importance of adver-
tising his product, Quigley says,
“Radio didn’t make this label hap-
pen, advertising did.” Quigley claims
Capitol Nashville “spends more mea-
sured media [ad dollars] than all
other labels in all other genres com-
bined. As an industry I'm sure we
spent between $500 million and a bil-
lion dollars in co-op advertising last

Quigley even hints that Garth Brooks
may release a new country album
this year, despite the artist’s an-
nounced plans to retire at the end of
the year.

Each album will be advertised in
two-week flights, meaning radio sta-
tion that are on board from the
beginning will get 30 weeks of free
television advertising by the end of
the year. “The goal is for my artists
to let 95% of their potential audience
know five times that the record is out
there,” says Quigley.

The new campaign rolls out Mon-
day (20) in its first two markets,
Chieago and Cineinnati.

aDMI Watermark Plan Progresses

BY MARILYN A. GILLEN

NEW YORK—AIlthough some have
questioned whether the rapidly
emerging online marketplace hasn’t
simply outpaced the Secure Digital
Music Initiative (SDMI), the inter-
industry effort continues to make
progress toward its goal of creating a
secure framework for the development
of a legitimate online music market.

The latest case in point is the
March 15 announcement that all five
major record companies have agreed
to license the Phase I watermarking
system spelled out by the SDMI in
its first specification, for portable
audio devices (BillboardBulletin,
March 15).

San Diego-based Verance Corp.,
which is supplying the technology,
says that in addition to the major
labels, consumer electronics compa-
nies including Matsushita, Sony
Corp., TDK, and Toshiba are among
those taking licenses.

The move is significant because the
need to secure a license for a propri-
etary technology was seen as a poten-
tial sticking point for wide adoption of
the SDMI specification, observers say.

Adding urgency to the initiative is
the fact that the number of portable
devices being brought to market has
exploded this year.

In the last few months, major con-
sumer electronics companies, includ-
ing Sony, Philips, Thomson/RCA, and
Samsung, have entered or announced
plans to enter the market for
portable digital devices, which are
designed to play back music down-
loaded from the Internet or copied
from CDs into an Internet-compati-
ble format such as MP3, Liquid
Audio, Windows Media Audio, or
ATRACS.

The companies join existing mar-
ket leaders Creative Labs (the
Nomad) and Diamond Multimedia.
On March 16, Diamond unveiled

MP3 GED Gharged With Cyber-Squatting

BY KAl R. LOFTHUS

GENEVA, Switzerland—Michael
Robertson, the San Diego, Calif.-based
CEO of MP3.com, has been charged
with cyber-squatting in a dispute con-
cerning the rights to the domain name
talk-city.com.

The United Nations’ Geneva-based
office for copyright issues, the World
Intellectual Property Organization
(WIPO), ruled that Robertson regis-
tered the name in October 1997 in
order to “misdirect” traffic to the
MP3.com site.

In January, the Campbell, Calif.-
based Web company Talk City object-
ed to WIPO, claiming it had ownership
of the trademark since April 1996.
Since then, Talk City has secured the
rights to variations such as talkeity.org,
talk-citynet, and talk-city.org.

In its Feb. 29 ruling (D2000-0009),
WIPO claims that Robertson “has no
rights or legitimate interests in respect
of the domain name and registered and
used the domain name in bad faith.”
The ruling ordered the transfer of the
“confusingly similar” domain name
back to Talk City Inc.

In the complaint to WIPO, Talk City
asserted that Robertson registered the
names talk-city.com, meta-crawler.

com, meta-crawler.net, win-zip.com,
and four-11.com with the intention of
“misdirecting Internet traffic to his
company’s MP3.com Web site.”

The WIPO panel states, “Talk City
has properly alleged, and [Robertson]
has not contested, that Robertson reg-
istered and used the domain name in
order to attract Internet users to the
MP3.com Web site, and that MP3.com
Inc. derives significant advertising rev-
enues based on the amount of Internet
traffic directed to its site.”

The ruling says, “Robertson replied
[through counsel] that he would not
transfer the domain name to Talk City
absent a payment by Talk City
[greater than] the expense Robertson
incurred in registering the domain
name.”

Robertson could not be reached for
comment by press time.

WIPO, whose dispute resolution unit
operates as part of its Arbitration and
Mediation Center, has escalated its
efforts against cyber-squatters. WIPO
recently filed similar rulings to the ben-
efit of such companies as Australian
telecommunications operator Telstra.
WIPO’s efforts are being accompanied
by pending U.S. protection of the
Cyber-Piracy Prevention Act.

plans for its new line of players, the
Rio 600s, which it says will be sup-
ported with content from several
major labels. Details are pending.
The portables specification, which
was adopted in June, is designed to
be rolled out in two phases. Verance’s
watermarking system is part of the
Phase I process; it will indicate when
Phase I SDMI-compliant devices
need to be upgraded to incorporate
Phase II sereening technology.
Until then, all music compatible
with a particular device will be
playable, whether it is in a protected
or unprotected format, Verance says.
When Phase II technology is
ready, detection of the watermark
will automatically let consumers
know that their software can be
upgraded to play new SDMI-compli-
ant music releases. If a consumer

chooses not to upgrade, the device
will not play these new music releas-
es, the company adds.

Upgraded SDMI-compliant por-
table devices will continue to play
existing musie, future unprotected
music files, and new music released
with SDMI technology.

On Feb. 28, the SDMI organization
issued a call for proposals for the
spec’s Phase II technology, which is
supposed to allow for detection and
rejection of pirated copies of musie
released after the new technology
becomes available.

The plan is that music companies
will embed this technology into music
posted online and into future pro-
duction of CDs and DVD Audio discs.

Verance is among the companies
planning to submit Phase II propos-
als to the SDMI for consideration.

2.1 Releases DVD Titles

Music Discs Target Existing Player Base

BY MELINDA NEWMAN

and JILL PESSELNICK

LOS ANGELES—Although the ar-
rival of DVD Audio players is not
expected until this summer, Los
Angeles-based 5.1 Entertainment
Group is releasing a slate of DVD
Music classical and jazz titles on
March 28. In June, it will begin
releasing pop titles.

Additionally, as soon as a copyright
protection standard is selected by the
industry, 5.1 Entertainment Group
will release its titles in the DVD
Audio format. Until then, the releas-
es will carry both the AC3 and DTS
formats, which can be

However, Trickett says they will be
distinguished by different artwork
with a DVD Music logo prominently
displayed on the cover and on the top
spine. Suggested list price for the
titles is $19.98.

“We think it’s important to be
below $20,” says Trickett. “But peo-
ple are getting a lot of visual assets,
and there are bonus sections on the
dises, so they have a higher value than
[traditional CDs).”

While Trickett is asking retailers
to initially stock the titles in the DVD
Video section, he’s hoping a new DVD
Audio section will soon open up—
especially once a stan-

played in current DVD
players. All three for-
mats feature 6-channel
surround sound.
“We're calling our
[product] DVD Music
because, ultimately, the
releases will feature all

AC3, and DVD Audio],”
says John Trickett,

‘I think the
high-end
consumer is
really looking
three formats [DTS, forward to this,

- STORM GLOOR -

dard is adopted.
Trickett says he has
also had conversations
with a number of
hardware manufac-
turers who plan to
rack titles in the con-
sumer electronics sec-
tion with the players.

Merchants are di-
vided over where they

president/CEO of 5.1
Entertainment Group.
“I don’t want people to think since
they don’t have a DVD Audio player, ‘I
shouldn’t buy these releases.’”

There are currently an estimated
5 million DVD players in the U.S.

The original slate of titles will be
released on 5.1’s Silverline label and
will include product licensed from
Iliad Music in Nashville as well as a
number of recordings from the Lon-
don Philharmonic and London Sym-
phony Orchestra. Silverline is also
signing new acts, among them mod-
ern swing/jazz act Big Phat Band.

The pop titles, coming later this
year, will be released through 5.1’s
immergent imprint. Many of the 15
initial titles will be collections com-
piled from titles licensed from EMI
Special Markets. Like Silverline,
immergent is also signing developing
artists.

After the initial releases from each
line, Trickett says he expects to re-
lease between five and 10 titles per
month. 5.1 is self-distributed.

The titles will be in jewel boxes the
same size as that of traditional CDs.

will place these and
other forthcoming
DVD Audio titles. “We will not sepa-
rate this from audio CDs,” says Len
Cosimano, VP of merchandising for
Ann Arbor, Mich.-based Borders
Books & Music.

He applauds the price point. “It is
a lower price than I expected,” he
says. “If it is under $20, it will attract
a lot of people. That is a good idea
from a strategic standpoint. The
question is, Will everyone discount it
heavily or will it be out there for the
high-end econsumer?”

Kevin Milligan, VP of music for the
Torrance, Calif.-based Wherehouse
Entertainment chain, had not yet
decided where the DVD Music dises
would be stocked. “We will do this on
a limited test basis. We’ll put [the
titles] in stores that are in upper-
demo areas.”

For Amarillo, Texas-based retailer
Hastings, says director of musiec
Storm Gloor, “We’ll have the titles
separated in the store first, and they
will be near the DVD videos. I think
the high-end consumer is really look-
ing forward to this.”

8

www.billboard.com

www americanradiohistorv. com

BILLBOARD MARCH 25, 2000


www.americanradiohistory.com

Billboard’s
Most Played
Country Female

of 1999

?
sl 4 4 Boasasced

4 of the
Most Played

Songs
of 1998 — 1999

"BYE, BYE" #2 1098
“I'M ARRIGHT” #4 1998
 STAND BESIDE ME" #7 1990
ABSSON IN LEAVIN™ #3 1999

\'t"—

Acade‘my of
Country Music

TOP FEMALE
VOCALINT

Nominee

ik ! 4 - "
ol P B B - 4

e 8 g fisd iy " E |
é /8 i -l - B ! . \ P p ;
LA r ’ " o, .

'[ ur ecore ra / i [ cMA2 - |, J —= . LS a
; 1 . ek PO | S
(gl



www.americanradiohistory.com

Tonos Builds Network

It Acquires Industry Sites, Financing

BY MARILYN A. GILLEN

NEW YORK—With additional con-
tent, cash, and industry connections,
Tonos.com is moving steadily forward
with plans to assemble what its
founders dub “the ultimate insiders’
network for the music business.”

The online site—announced late
last year by award-winning artist/
writer/producers Carole Bayer Sag-
er, David Foster, and Kenneth “Baby-
face” Edmonds and slated to launch
in April—has completed a $7 million
initial round of private financing from
Silicon Valley venture capital firm
Sequoia Capital and online entertain-
ment company Shockwave.com Inc.

Private funding will be followed in
time by a public offering, Sager says.

Culver City, Calif.-based Tonos also
has acquired the Velvet Rope, an
online forum on the daily goings-on
at record labels, and Net Music
School, an online site for music
lessons. Velvet Rope founder Julie
Gordon becomes a Tonos employee,
according to Tonos CEO Matt Farber
(BillboardBulletin, March 14).

The Velvet Rope becomes part of
Tonos Insider, described as “provid-
ing a backstage pass to the inner
workings of the music business.” Net
Music School becomes part of Tonos
Mentor, a section offering “creative
and business guidance.”

“I would have loved if someone
would have told me when I was 18
that I didn’t have to give away 100%
of my publishing,” Sager says. “That’s
the kind of thing that we and our
friends who are artists and writers
are going to be able to share.”

Noted producers and/or songwrit-
ers Rodney Jerkins, Max Martin,
Diane Warren, Matt Serletic, and
Byron Gallimore have signed exclu-
sive deals to provide mentoring and
collaborative services for Tonos.com,
according to Sager and Farber, who
dub them the Hitmakers. They will
be featured in the Mentor section as
well as in Tonos Challenges, which
intends to offer singers, songwriters,
and other industry aspirants “the
opportunity to showcase their craft
and collaborate with the Hitmakers.”

Like its founders, Tonos’ newest
Hitmakers will not be figureheads

but active participants, Sager says.

“Those names that you see are
names that absolutely plan to be avail-
able to the public in whatever ways
they feel most comfortable,” says
Sager. “The last thing that we want
to be is a Planet Hollywood—just
buying names.”

“Suddenly people have access to
people they never dreamed they’d
have access to,” adds Farber of the
site’s allure. “Suddenly we have the
leading insiders in the business avail-
able to not only show people what
they do, but to share that knowledge
and insight in a collaborative way.”

The site will appeal to different
people on different levels, Farber
acknowledges—whether they are a
fascinated fan or a serious creative or
business aspirant. But one can quick-
ly become the other, he adds.

“A fan may come to see David Fos-
ter in the studio with Celine Dion and
learn what really goes on behind the
process, and suddenly they may want
to get involved and create something
themself,” he says. “Or see something
discussed on the Velvet Rope and
form a strong opinion of their own. So
creatively or businesswise, whether
you are a fan or somebody who wants
to be in the industry or [are] in the
industry already, we're always saying,
‘Don’t just observe, come and do,’ and
that’s what Tonos is all about.”

Tonos will field an A&R staff to help
identify talent in ongoing contests at
the site, Farber says, and to “package
[winners] and present them to labels
and publishers.” “We don’t want to be
a label ourselves,” Sager adds.

Although started by its founders
with a vision to “give something back
to a business that has given so much
to us,” Sager says they later discov-
ered there was a very strong business
behind the concept, something echoed
in Sequoia’s interest.

“The world has become fascinated
with not just the star or the product,
but the stars behind the stars and the
produet,” Sager says. “People would
rather stay backstage and see the
process than sit in the fifth row.”

Farber declines to say how Tonos
will make money, except that there
will be “multiple revenue streams.”

RECORD COMPANIES. Joe Etter is
promoted to VP of Walt Disney
Records Canada in Toronto. He
was a director.

Angelique Ridenour is named
VP of A&R for Universal Records
in New York. She was VP at Warn-
er/Chappell.

Capitol Records names Brenda
Jones VP of R&B marketing and
Bobbie Gale senior director of
publicity in Hollywood. They were,
respectively, VP/GM of Death Row
Records and senior director of
publicity at Atlantic Records.

Koch Entertainment names
Chuck Oliner VP of promotion
and Alan Grunblatt executive VP/
GM of Koch’s new R&B label in
New York. They were, respective-
ly, VP of promotion at Beyond Mu-
sic and senior VP of label opera-
tions for Relativity Records.

ETTER RIDENOUR

Stacey M. Murray is named
president/GM of Humility Rec-
ords in Fort Lee, N.J. She was VP
of artist development at Nippy
Inc.

Terry McGill is named presi-
dent/CEO of Major Money Enter-
tainment in Dallas. He was VP of
black music for Fully Loaded Rec-
ords.

Steven M. Cohen is named sen-
ior director of media relations for
Restless Records in Los Angeles.

BY MICHAEL PAOLETTA

NEW YORK-To celebrate its 10-
year anniversary, URB magazine is
scheduled to announce the launch of
URB Music at the Winter Music
Conference March 25-29 in Miami.

For the underground dance musie
community, Los Angeles-based URB
magazine has become a leading voice,
championing the growth of indepen-
dent hip-hop and dance music.

“Today, the whole DJ culture is
exploding,” says URB magazine
founder/publisher Raymond Roker.
“The cultural bigotry and disco
backlash that have resonated for
decades are disappearing.

“Lately you have college indie kids
appropriating DJ culture as their
own rock-weaned culture,” he con-
tinues. “In the process, dance music
has been given a newfound validity.
It’s viewed as a new spin on rock.”

With that in mind, URB Music’s
founders——Roker and Josh Levine,
president of Los Angeles-based mar-
keting/consulting firm Rebel Orga-
nization Inc.—say the label will be
the magazine’s music arm and will
focus on compilations and themed
recordings.

“It’s the obvious next step and log-

ical extension to further develop con-
cepts generated in the magazine,”
says Roker. “Like the magazine, the
label’s foundation will be based on the
strong connection between hip-hop
and all styles of underground dance
music—and how these musical styles
relate to the global youth movement.”

¥y -J:
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“Also, the timing couldn’t be bet-
ter for us,” adds Levine. “All the
mergers and shake-ups at major
labels has only strengthened the
indie way of marketing. For the club
culture, a grass-roots mentality
makes much sense these days.”

URB Music will debut in late July
with “URBal Beats, Volume 4,” a
multi-artist compilation that follows
in the beat-aware footsteps of vol-
umes 1-3, which were released via
PolyGram TV in the late "90s.

Acts featured on the first three
volumes included Orbital, Moby, DJ
Icey, Goldie, Portishead, the Prodi-
gy, Underworld, and Fatboy Slim,
among others.

URB Magazine To Launch Label

“We're currently talking to sever-
al major and independent distributors
to handle URB Music,” says Levine.
“We know that we don’t want a strict
production deal like we had before.”

In addition to selling CDs in tra-
ditional retail outlets and with E-tail-
ers, the label will rely heavily on
Urb.com to sell its CDs.

Levine confirms that the site will
be a centerpoint for promoting URB
Music releases as well as for inter-
acting with new talent and con-
sumers.

Roker says Urb.com, currently a
“teaser Web site,” will “relaunch a
full-service site this summer” that
will feature magazine content as well
as an area for users of the site to
remix tracks submitted by DJs and
artists.

In October, URB Music is sched-
uled to issue “The Coachella Valley
Music And Arts Festival '99” compi-
lation. The set features live perfor-
mances from last year’s Indio, Calif .-
based two-day event (Oct. 9-10); its
release is scheduled to coincide with
the Coachella Valley Music and Arts
Festival 2000, which is planned for
October (exact dates have yet to be
confirmed).

Poika Label ﬂﬂﬂll Walter Dana Dies

BY JIM BESSMAN
NEW YORK—Walter Dana, a
prodigious force in bringing polka
music into the American main-
stream in the '40s and ’50s, died
March 4 in Miami Beach at age 97.

His Dana Records label, which he
founded in 1946 in New York, intro-
duced such legendary polka stars as
Frank Wojnarowski, Ray Henry,
Gene Wisniewski, and John Bomba.
Other major artists who recorded
for the label were Bernie Witkows-
ki, Eddie Zima, Steve Adamczyk,
Johnny Pecon, Regina Kujawa, and
Marisha Data.

Dana Records was the top Polish
polka label in the country. Its
recorded output included some 120

JONES OLINER
He was director of media relations
for Risk Records.

ALV Music names Greg Dor-
schel creative director and Cam-
mie Sperry executive assistant in
Nashville. They were, respectively,
creative director for the Collins
Music Group, Nashville, and a
member of the client services de-
partment at Right Track Solu-
tions.

Craig Coburn is named A&R
executive at Giant Records in Bur-

DANA

albums and 1,300 songs, most
notably such best-selling polkas as

GRUNBLATT MURRAY

bank, Calif. He was an A&R exec-
utive at Geffen Records.

RELATED FIELDS. Sarah O’Leary
is named VP of marketing for the
Regan Group in Culver City, Calif.
She was a consultant for Hungry
Wolf Marketing.

ASCAP promotes Jeanie
Weems to VP of creative and
film/TV, Ron Sobel to VP of the
Los Angeles membership office,
and Michael Kerker to VP of

BMI ARCHIVES

“Helen Polka,” “I Love Julida,”
“Jedzie Boat,” and “Who Stole The
Keeshka.”

“He really put the polka record-
ing industry in the national spot-
light,” says Steve Litwin, polka edi-
tor for the Polish American Journal
in Buffalo. “He knew how to pro-
mote an artist and made polka
music nationally known at that time.
In a 1952 poll by Billboard, Dana
Records even ranked ahead of
Decca, Capitol, and Mercury.”

While Dana sold his label and its
masters, it is not clear who controls
them today. Some note that most of
the masters may have been des-
troyed in a warehouse fire years ago.

(Continued on page 85)

McGILL

COBURN

musical theater in Los Angeles.
ASCAP also promotes Alexan-
dra Lioutikoff to VP of Latin
music in Miami and Michael
Stack to VP of New York mem-
bership in New York. They were,
respectively, assistant VP of cre-
ative and film/TV, assistant VP
of the Los Angeles membership
office, assistant VP of musical
theater, assistant VP of Latin
music, and assistant VP of New
York membership.
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Rock, Dance Acts Turn Hard Work Into Airplay Power

‘The Better Life’ Ahead For Republic/Uni’s 3 Doors Down

BY CARLA HAY

NEW YORK—The story of rock band
3 Doors Down is truly an example of
“local boys make good.” The group,
which hails from Escatawpa, Miss.,
landed a record deal in large part due
to a groundswell of local support for
an unsigned band that was drawing
hundreds of people per show and
receiving commercial radio airplay.

3 Doors Down'’s Republic/Universal
debut album, “The Better Life,” has
been finding a larger audience, insid-
ers say, because of the band’s touring,
as well as radio airplay for “Kryp-
tonite,” the album’s first single.

“The Better Life,” released Feb. 8,
debuted at No. 1 on the Heatseekers
chart in the Feb. 26 issue. The album
reached Heatseekers Impact status in
the March 18 issue when it soared from
No. 102 to No. 90 on The Billboard 200.
This issue, the album is No. 64 on that
chart, reaching Pacesetter status.

Meanwhile, “Kryptonite” has be-
come a hit on the Mainstream Rock
Tracks chart, where it stands this
issue at No. 4. A video for “Kryp-
tonite,” directed by Dean Karr, is
scheduled to be filmed this month.

“We recorded a demo in 1997,”
remembers lead singer Brad Arnold,
“and we sold the CDs in clubs. Then
WCPR [Biloxi/Gulfport, Miss.] added
‘Kryptonite’ to the playlist. They got a
lot of calls about the song, and the next
thing we know, Republic contacted us
for arecord deal.”

As rock WCPR PD Kenny Vest
trumpeted in promotional materials
for the band, “ ‘Kryptonite’ is, hands
down, the biggest record in WCPR
history and the biggest reaction rec-
ord of my radio career.”

Republic A& R executive Andy Mac-
kay says, “We were alerted to the air-
play 3 Doors Down was getting by our
promotion team in the South. The
band didn’t have enough money to
print up enough CDs, so they couldn’t

keep up with the demand for their
music. The response to the band’s
music across the country proves that
3 Doors Down isn’t just a local phe-
nomenon.”

Before the band made its debut as a
major-label act, Mackay says, “we
needed to make a change in the line-

3 DOORS DOWN

up and bring Brad, who also was the
band’s drummer, out front.”

3 Doors Down—whose other mem-
bers are guitarist Matt Roberts, bass
player Todd Harrell, and guitarist
Chris Henderson—then added drum-
mer Richard Lyles to the lineup. Be-
fore the album’s release, the band
played in smaller markets to road-test
the new lineup.

Universal VP of marketing and art-
ist development (U.S.) Kim Garner
says, “We put ‘Kryptonite’ on samplers
in November and December 1999. We
bought radio ads in the strongest mar-
kets with early airplay, and we're also
doing a TV ad campaign. We made
sure the band was playing live in the
strongest radio markets. We put them
in our Adopt-A-Band retail program.

“There were salespeople from Uni-
versal Music and Video Distribution
who even sent handwritten letters to
key retailers to tell them how commit-
ted we are to this record,” Garner says.

Jeff Ball, head music buyer for
Owings Mills, Md.-based retail chain
Record & Tape Traders Inc., says,
“The record company has really been
pushing their record. Besides airplay,

that’s why this album is doing well.”
Val Porter, music director of main-
stream rock station WDVE Pitts-
burgh, notes, “We're getting a ton of
calls for ‘Kryptonite.” We got an
immediate reaction once we added
this record. The response to 3 Doors
Down is much better than average
for a new band. I think there are
at least two hit singles on the
album.”
The band’s Arnold says of
3 Doors Down’s appeal,
“We're just a straight-up rock-

\

n’roll band, and we putona “~_ "

good show. We're not trying to
be anything we’re not.”

Republic’s Mackay agrees. “What's
special about 3 Doors Down is that
these guys are from a really small
town, and they’ve made it,” he says.
“Also, they're so grounded; they’re not
letting success affect them.”

The band—which is managed by In
De Goot Management and booked by
the Agency Group—is currently on a
U.S. tour. 3 Doors Down begins tour-
ing arenas with Creed on Wednesday
(22) in Indianapolis.

HEAT
SEEKERS |
IMPACT

Farmclub.com Reaps U.K.’s Sonique Set

BY CARLA HAY
NEW YORK—With “Hear My Cry,”
the debut album from British dance/
pop artist Sonique, Jimmy and Doug’s
Farmclub.com has hit the proverbial
grand slam. The album has already
spawned a hit single (“It Feels So
Good”), the set has been racing up The
Billboard 200, and

- Sonique has been tak-
ing top 40 radio by
storm.

“Hear My Cry,” &
which was released
" Teb.15inthe U.S, is »

the first album from
the Farmeclub.com label. The
set was released in conjunc-
tion with record labels
Republic/Universal, Caf-
feine, and Serious.

Farmelub.com—co-founded last
year by Universal Music Group chair-
man/CEO Doug Morris and Inter-
scope Geffen A&M co-chairman
Jimmy Iovine—has its own namesake
TV series on the USA Network, as well
as a Web site created to discover
unsigned artists via the Internet.

SONIQUE

“Hear My Cry” debuted in its peak
position of No. 2 on the Heatseekers
chart in the March 4 issue. The album
reached Heatseekers Impact status in
the March 18 issue when it rocketed
frrom No. 103 to No. 85 on The Billboard
200 it bullets this issue at No. 76.

“It Feels So Good” has been a multi-
format hit, climbing into the
top 20 on no less than five
charts, including The Bill-
board Hot 100, Top 40 Main-
stream, Rhythmic Top 40,
Hot 100 Airplay, and Hot 100
Singles Sales.

Not bad for someone who
never dreamed of becoming
a singer.

“I was an athlete from a
young age,” Sonique reveals.
“I was a gymnast, spring-
board diver, and on the hockey team—
so no one I knew growing up would
have ever believed that I wouldn’t be an
athlete. A few years ago, someone
asked me to be a singer for a band. I
thought at first, “No, I can’t do it,’ but
I did. I learned to write songs under

(Continued on page 7.)

Artemis Teen Bunkers Kittie Glaw Up The Billboard 200

NEW YORK—Consider them the
anti-Spice Girls. Hardeore rock band
Kittie has been getting growing pub-
lic recognition for its abrasive music
and “bad girl” image. Industry ob-
servers point to touring and a word-
of-mouth buzz as the main reasons
why Kittie’s debut album, “Spit” (Ng/
Artemis Records), is finding a larger
audience.

Kittie is also the first new break-
through act on Artemis Records, the
New York-based independent label
formed last year and headed by vet-
eran music executive Danny Gold-
berg.

“Spit” first entered the Heatseek-

KITTIE

ers chart at No. 6 in the Jan. 29 issue.
The album then ascended to the No.
1 position in the Feb. 19 issue. “Spit”
reached Heatseekers Impact status
in the March 18 issue when the

album jumped from No. 106 to No. 98
on The Billboard 200. This issue,
“Spit” is No. 95 on that chart.

The fact that the average age of
the group members is 16 is an
intriguing aspect of Kittie but not the
sole reason for the group’s budding
commercial success, says one indus-
try insider.

“The novelty of a band of Canadi-
an underage girls is appealing,” says
John Osterlind, music director of rock
station WAAF Boston, which cur-
rently has Kittie’s first single,
“Brackish,” in heavy rotation. “But
the Kittie album is a good-sounding

(Continued on page 16)
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aelah’s Nicol Smith Ready To Solo

Member Of Christian Music Trio Delivers Own Set On Curh

BY DEBORAH EVANS PRICE
NASHVILLE—When Nicol Smith
signed with Curb in 1995, expecta-
tions were high that the well-re-
spected session vocalist would make
a smooth transition to being a re-
cording artist in her own right—and
she did.

But a funny thing happened on the
way to cutting her first album. She
took a creative detour and is now
nominated for a Dove Award as part
of the trio Selah.

As she prepares for the April 25
release of her self-titled solo project,
Smith acknowledges it’s been a
winding road. “It’s been such a long
process,” she says. “The whole
album is reflective of me and the
spiritual journey I've been on.”

The wheels began turning while
Smith was waitressing at Nashville’s
Green Hills Grille, where she met
Curb Records president Mike Curb
and his family. “His daughters set
me up on a date with their cousin,”
she says of Curb VP of sales Benson
Curb. “He asked me to lunch, and we
went out a few times.”

Though the relationship never
blossomed into romance, Benson

SMITH

passed a tape on to Mike Curb. “I’ll
never forget: | was sweeping under-
neath tables at the Grille when
somebody said, ‘Nicol, you've got
Mike Curb on the phone,’ ” she re-
calls. “He said, ‘Can you come to the
office tomorrow? Because I heard
your tape—I love it, and I want to
talk to you about signing.’ I thought,
“You've got to be kidding me.’”
Smith signed with the label and
began working on her project with
Tommy Sims. “In the beginning, I
told Mr. Curb I didn’t want to do
Christian music; I wanted to do pop
music,” she says. “Then I went out
on the road one weekend with
[Christian music artist] Cindy Mor-
gan and had my eyes opened. I

Oscar Nom Brings Mann Label
Interest As She Readies Album

BY MICHAEL PAOLETTA

NEW YORK—With an Oscar nomina-
tion for best original song in a motion
picture—“Save Me” (from “Magno-
lia”}—and a new album, ‘“‘Bachelor No.
2,” being readied for a late-spring
release, critically acclaimed singer/
songwriter Aimee Mann is embarking
on the latest phase of her at-times
rocky musical journey.

“It’s both funny and interesting,”
says Mann, formerly of ’80s pop group
"Til Tuesday. “The Oscar
nomination must have
changed something,
because people seem to
be taking me more seri-
ously. Even my father,
who has always had low-
level doubts about my
career, now says things
like, ‘Maybe it'll work out.’

“People in the music
industry are also looking at me dif-
ferently,” she adds. “For a long time,
executives always thought things like,
‘We can’t sell her records’ or ‘There’s
no market for intelligent music.””

Since the success of “Magnolia” and
the Oscar nod, Mann acknowledges
that she has received numerous offers
from record labels, including Reprise,
which issued the “Magnolia” sound-
track. “Magnolia” has sold 200,000
units, according to SoundScan. Reprise,
Mann says, has done a great job of mar-
keting and promoting the soundtrack.
“It’s rare for me to be a priority at a
label,” she says, laughing.

“But what concerns and worries me
is that the same people who sign me

o\

MANN

to the label, who get what I'm doing,
may not be at the label for my next
album,” she says. “At that point, it
would be like history repeating itself.”

Mann says there is something to be
said for not signing with a major label.
“Labels have too much control over
your career once you sign on that dot-
ted line,” she says.

According to Mann, she would con-
sider signing with a major if “the
money was so significant that it rep-
resented an actual re-
tirement fund.

“T would probably do it
if T was being offered
enough money to buy a
house and studio,” she
says. “I just know I never
want to be in a situation
again where 'mina meet-
ing with label executives
arguing why they should
release my record. Those days are over.”

Mann will release “Bachelor No. 2”7
on her own label, SuperEgo Records

(Billboard, Nov. 13, 1999). She began

selling the 13-track CD at her con-
certs and on her Web site (aimee-
mann.com) two months ago. Thus far,
the album has sold 14,500 copies, says
Mann’s manager, former "Til Tuesday
drummer Michael Hausman.

Mann confirms that the disc will be
available in stores—traditional and
online—*“any minute now. I'm just
waiting to secure a distributor.”

Mann was scheduled to appear on
“The Rosie O’'Donnell Show,” VH1’s
“The Daily One,” and Oxygen’s
“Trackers” on March 16.

thought, ‘This isn’t so glamourous.
It’s not so fun, especially if you're a
homebody.’

“I thought, ‘If I'm going to be leav-
ing everything that’s familiar, it bet-
ter be worth it. You better have an
important message,’ ” she continues.
“That’s when I felt like things need-
ed to change a little bit. It wasn’t
enough to just sing love songs—and
there’s nothing wrong with that—
but I wanted it to be something that
meant more to me.”

It Takes A Village. Good Vibe Music/Atomic Pop act Slum Village is preparing
to hit the road to promote its debut set, “Fantastic, Vol. 2.” The Detroit-rooted
trio—which includes Jay Dee of the famed Ummah production team-—has spent
three years working on the project, which features guest appearances by Q-Tip,
Busta Rhymes, Kurupt, Jazzy Jeff, Pete Rock, and D'Angelo. Shown, from left,
are group members T3, Baatin, and Jay Dee.

(Continued on page 20)

Bacharach, Don Was Take Over Music For
Oscars Show, With Major Ghanges In Mind

THE WINNER IS? Although their ideas change
daily, the one thing Don Was and Burt Bacharach
promise is that the music at the March 26 Academy
Awards show will be quite unlike anything that the
ceremony’s viewers have witnessed before.

“We got rid of the tuxedos; it will be the first time
the Oscars will feature DJs and turntables,” says Was,
who, along with Bacharach, is serving as co-musieal
director for the evening. At the same time, Was adds,
“you want to be respectful of the people who care
about the show. People all over the world love the
show.”

Bacharach was originally

in to record the score and has 120 people, so you can
never do it justice. It’s like Frank Gorshin filling in
for Kevin Spacey. We thought, ‘Fuck it, we’re not
playing these live.””

Song-of-the-year nominees are tentatively slated to
be performed as a medley, with each tune getting 90
seconds. Was says, “The cog in the works is the ‘South
Park’ song, ‘Blame Canada,” ” which is laced with pro-
fanities. The other nominees are Diane Warren’s
“Music Of My Heart,” Aimee Mann’s “Save Me,”
Randy Newman’s “When She Loved Me,” and Phil
Collins’ “You'll Be In My Heart.”

approached to participate last
October. While at first not inter-
ested, eventually he decided “the
idea of changing and doing some-
thing very new seemed very ap-
pealing, like having a band
onstage and doing a medley of

B REAKING GROUND:
Hootie & the Blowfish’s
Atlantie-distributed label,
Breaking Records, has made
some changes in order to achieve
its goal of highlighting bands
from the Southeast.

some of the great songs [that won
or were nominated for Oscars].”

Although he knew the show
was ‘“‘a pretty brutal job,”
Bacharach’s suspicions were confirmed when “I asked
two trumpet players I knew that if I did this thing,
could T count on them since they had done the show
before,” he says. “And they said they didn’t want to
do it again.”

While Bacharach seems a natural choice to be musi-
cal director—given that he’s won three Oscars him-
self—Was is a bit of a left-field choice, even by his own
admission. “I sat through a lunch with [Oscar telecast
co-producer Lili Zanuck] wondering, ‘When are they
going to figure out I’'m the wrong guy for the job? Will
I make it past the appetizers? ” he says.

While Was and Bacharach are working on many
projects together, they’ve also divvied up Oscar
duties—Was is writing the more than 50 musical cues
needed when presenters are introduced, while
Bacharach has written a new theme for the evening.

“We were going to write the theme together, and I
showed up at Burt’s house, and [what he'd] written
was so perfect, I dared not offer one comment,” Was
recalls. “You could have left me in a room with a piano
for 900,000 years, and I wouldn’t have been able to
come up with that.”

Was will oversee the stage band that will perform
the medley, while Bacharach will conduct a band in
the pit that will perform his overture.

Gone will be the much-maligned interpretive
dances often used to highlight nominees for best
score. Instead, says Was, a portion of the actual
recording of the score will be used.

“Qur feeling with scores is the Oscars usually has
a 40-50 piece orchestra, whereas John Williams goes

by Melinda Newman

First, the label has hired a
new GM/VP of A&R, Max Bur-
gos, who formerly worked at
London Records and Grand
Royal. He replaces John Caldwell, who is now man-
aging Breaking Records act Jump Little Children.

“We are refocusing Breaking Records,” says Rusty
Harmon, Hootie & the Blowfish’s manager and part-
ner in Breaking Records. “We're just going to try to
do what we originally planned when I took this whole
idea to [Atlantic Group co-chairman/co-CEQ] Val
Azzoli four years ago. It was about creating a sense
of presence, an A&R camp in the Southeast.”

Of course, Harmon admits the label immediately
strayed from its original goal when its first signing
was Treehouse, a band from Liverpool, England.
That band has since broken up, as has Breaking’s sec-
ond act, Treadmill Trackstar. In addition to Jump
Little Children, the roster includes Orlando, Fla.-
band Virgin Wool, whose debut comes this summer.

Burgos is also working on a sampler of unsigned
bands from the Southeast. “We’re going to revamp
the Breaking Records Web site and have a contest
where anyone with a residence in the Southeast can
upload a song to us,” says Burgos.

“The best song uploaded on the Internet is going
to get a spot on the compilation, and the other spots
will be chosen by us by going to local retail and radio
and saying, ‘Is there a band you want to champion?
and just listening to what people have to say.”

The sampler will be out in late summer or early fall.

STUFF: Nine Inch Nails kicks off its U.S. tour April
12 in Cleveland. As we mentioned here last issue, open-
ing the tour will be A Perfect Circle, the new band
formed by Maynard James Keenan from Tool.
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ARTEMIS’ TEEN ROCKERS KITTIE CLAW UP THE BILLBOARD 200

(Continued from page 13)

record. It reminds me of the first time
I heard Korn; it was different and the
kind of music that I knew people
would either really love or hate.”

Kittie—lead singer/guitarist Mor-
gan Lander, guitarist Fallon Bow-
man, bass player Talena Atfield, and
drummer Mercedes Lander (Mor-
gan’s sister)—was formed in 1997 in
London, Ontario, and had already
been playing shows in the area when
the band played a fateful showcase at
the CMW Festival in Canada.

“It was the luck of the draw,”
recalls Morgan Lander about how the
group landed a festival performance
slot. “Someone from Ng Records saw
us and offered us a record deal after
that.”

That someone was Ng Records VP/
label manager Jason Wyner, who
signed the band and who, along with
Ng founder Michael Chambers, was
among the first in the music industry
to support Kittie.

When Chambers partnered with
Goldberg to form Artemis Records,
the two companies merged.

“The first time I heard ‘Brackish,’
it was like a one-listen epiphany,” says
Goldberg. “There’s a vacuum for this
music in hard rock culture, and it was
obvious to me that Kittie would fill
that void.”

Although “Spit” was completed by
August 1999, Goldberg says that the
record company delayed releasing the
album until January because “we
wanted a long setup time for this
record. [Radio] specialty shows and
early press were key in getting this
record off the ground.”

Before the album’s release, Kittie
was featured prominently in an
“MTV News 1515” report. The video
for “Brackish” received early support
on the Box and has also been getting
exposure on MTV.

Kittie’s songs are published by Kit-
tie Inc. (SOCAN).

amusement

i BOXSCORE
b usiness © TOP 10 CONCERT GROSSES

Gross Attendance
ARTIST(S) Venue Date(s) Ticket Price(s} Capacity | Promoter
CHER, LOU BEGA Continental Airlines  Feb. 24 $983,424 17,199 SFX Music Graup
‘ Arena $100.25/$75.25/ seflout
East Rutherford, N.J $50.25/$25.25
!

ELTON JOHN Lawlor Events Center  Feb. 20 $729,900 12,240 SFX Music Group

University of $85/$50.50 seflout

Nevada, Reno ]
BRITNEY SPEARS, LFO, The Pyramid Mareh 12 $578.845 16.906 SFX Music Group,

BOSSON Memphis $37.50/327.50 selout Beaver Productions
KORN. STAIN'D KeyArena March 6 $368,662 12497 Beaver Productions
Seattle Center $29.50 sellout
Seattle
BitL GAITHER & FRIENDS Allen County War Masch 10 $150.208 9,239 Trinity
HOMECOMING | Memorial Coliseum $25/320/$17/814  setlout Communications
Fort Wayne, tnd
| J
MORRISSEY Bren Events Center ~ March § $142,500 5,000 Nederlander
PHANTOM PLANET University of $30/$24 setlout QOrganization,
California, Irvine Galdenvoice
| THE BEACH BOYS. | Westbury Music Fair  Feb 26-27 | $128.396 4140 SFX Music Group
GLENN SUPER Westbury, N.Y. $37.50 5,484
two shows
!
DICK FOX'S DOD-WOP Westbury Music Fair  March 4 $114,466 4,166 SFX Music Group
EXTRAVAGANZA Westbury, N.Y. $32.50 5,484
two shows
THE PRETENDERS, The Roseland March 10 $105,168 3756 SFX Music Group
PADDY CASEY Baliroom $28 sellout
| New York
BRIAN MCKNIGHT Seattle Paramount ~ Feb. 28 $96,410 2842 House of Blues
Theatre $45/$35/825 seflout Cancerts
Seattie

Copyrighted and compiled by Amusement Business, a publication of Billboard Music Group.
Boxscores should be submitted to: Bob Allen, Nashville. Phone: 615-321-9171,
[ Fax: 615-321-0878. For research information and pricing, call Bob Allen, 615-321-9171.

Morgan Lander adds, “Touring
and the word-of-mouth we’ve been
getting, especially on the Internet,
are why I think more people are
responding to us. A lot of rock bands
are going soft, and people are relieved
that there are still bands like us that
are a little different and aggressive.”

“Kittie has a different sound,”
agrees Jim Harrigan, music buyer for
Scotti’s Record Shop in Summit, N.J.
“The Kittie album has been one of our
best-selling independent releases. Be-
sides the music, people seem to be
responding to Kittie because it’s a
bunch of girls playing music you
would expect from men, so that
makes Kittie seem a little more rebel-
lious than most rock bands.”

“People do tend to focus on our
gender and age,” says Lander, “but
what a lot of people don’t know is that
we started as a garage band, and
we’ve been playing music longer than
most people think we have.”

Kittie is managed by KMA Enter-
prises; the band is booked in the U.S.
by the Agency Group and outside the
U.S. by International Talent Booking.
Kittie has been touring North Amer-
ica since the album’s release. On
Wednesday (22), the band embarks on
a European tour. Kittie will also be
part of this year’s Ozzfest tour.

Goldberg says that the band’s core
fan base is a “teen rock audience, the
same people who might like Korn.”
Lander adds, “We see everyone at our
shows from Slayer fans in their 30s to
kids who listen to Marilyn Manson
and Slipknot.”

Even with acceptance from certain
rock fans, Goldberg says that some
parts of the industry are taking a lit-
tle longer to warm up to Kittie.
“There’s some resistance at rock
radio because Kittie is an all-female
band. But touring and a proactive
Internet strategy have helped tre-
mendously. Kittie’s album is proof
that taking the time to set up a record
works. When people see Kittie live, it
reinforces the band’s credibility.”

Part of the Internet strategy for
Kittie included a promotion with
MyPlay.com, in which Web site visi-
tors were offered a free download of
“Brackish” and album track “Choke.”
MyPlay.com also partnered with
Artemis on TV and print ads for Kit-
tie. CARLA HAY

Shown wearing their Billboard Heat-
seekers T-shirts, from left, are Kittie
band members Mercedes Lander, Mor-
gan Lander, Fallon Bowman, and Tale-
na Affield.
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Jericho’s Wonderland Debuts With “Bliss’

BY RAQIYAH MAYS

NEW YORK—With their Jericho
Records debut, “The End Of Bliss,”
due April 18, Wonderland is being
positioned as “rock scholars.”

“We believe the band’s personali-
ty will pop in a way that many oth-
ers don’t,” says David Weyner, exec-
utive VP/GM of Sanctuary Music
Productions, which handles inde-
pendent marketing for Jericho—a
label distributed in the U.S. by
Sire/London. “They’re incredibly
smart and lyrically literate. They’ll
remind people of icon bands like the
Who, Small Faces, and David
Bowie.”

Front man Scott Kail and gui-
tarist/songwriter Stephen Ferrara,
who share primary songwriting du-
ties for the band, describe their
tunes as stories.

“Scott kind of takes the position
that he’s the narrator in a small, lit-
tle movie that runs within the con-
text of this three-minute/30-second
song,” says Ferrara. “The lyrics and
melodies come from the narration.
Depending on where Scott is at the
time, the mood of his voice will make
the song rise and fall with emotion.”

Kail says he aims to steep his
writing in truth and human reality.
“I'm an avid fan of sitting and
watching human development. A lot
of my lyrical ideas come from
observing people and some of my
own life experiences. There’s always
the feeling that songs are all in the
air. It’s just up to us to pluck them
out.”

Wonderland first started to take
shape in 1996, when Ferrara met
Kail in California. They immediate-
ly found a mutual respect for each
another’s talent. “I was first musi-
cally attracted to Steve because I
thought he was a brilliant poet,”
says Kail. “He had a way of explain-
ing and saying things in a simplistic
yet intelligent way that made me
think.”

Ferrara’s accolades for Kail are
similar. “I knew right away that I'd
found the voice for what I was
doing,” he says.

Ferrara and Kail quickly recruit-
ed bassist John Risti and drummer
Rodger Carter and named them-
selves Wonderland, taking their
moniker from a once-booming but
now rundown Boston beachfront
community where Ferrara grew up.

After three years of playing the
Los Angeles club circuit, Jericho
Records signed the band in July
1999. “The great thing about Jeri-
cho was that they understood us
right off the bat, and they offered us
a producer [John Porter] who we
really respected,” says Kail. “He
was able to give us an enormous
amount of freedom in a very con-
trolled environment.”

Porter, who is also the president
of Jericho, has helmed records for
B.B. King, the Smiths, and Roxy
Music. He says he liked everything
about Wonderland.

“I thought they’d be a pleasure to
make an album with,” Porter notes,
reflecting on the first time he saw

Wonderland perform. “There didn't
seem to be any real failings—the
songwriting, the performing, and
the playing were all good. They have
a spirit and indefinable quality that
makes them stand above the rest.”

-
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WONDERLAND

It is the producer/executive’s faith
in Wonderland’s potential for suc-
cess that is the foundation for the
label’s extensive marketing and pro-
motions plan. For starters, the band
will embark on an extensive tour
beginning in mid-April and running
through June. It will travel up the
coast of California first, hitting
cities like San Diego, Los Angeles,
Santa Barbara, San Francisco,
Sacramento, and Santa Cruz. East-
ern states like Maine, New Hamp-

I
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shire, Massachusetts, Rhode Island,
New York, and Maryland will follow.
The band’s first single, the epony-
mous “Wonderland,” will ship to
mainstream rock radio Monday (20),
with the accompanying video
(directed by Nathan Cox) going to
MTYV, VH1, and regionally based
music television outlets.
Additionally, Sanctuary Music
Productions will devote much ener-
gy to developing a street-level pres-
ence for the band. “It’s an approach
that plays off of the power of the
band in a live setting,” says Weyner.
In addition to getting out fliers,
bumper stickers, and sampler cas-
settes through street teams, Sanc-
tuary is working with Ethos Design
on building a Web site for the band
(wonderlandla.com). Idlis Commu-
nications has been retained to help
create a presence for Wonderland
within the Internet radio sector.
“We’re going to do download and
banner campaigns. We’ve merged
the live presence and successful
ticket giveaways online,” says Weyn-
er. “We want to familiarize Wonder-
land in a whole service community
to make people aware of a band that
has a difference.”

(2 ; Lty
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Jungle Jammin’. V2 act the Jungle Brothers recently played at New York’s
Bowery Ballroom as part of their ongoing U.S. concert trek in support of the
atbum “V.I.P” The show, which was opened by hip-hop legend Afrika Bam-
baataa, included guest appearances by the Rock Steady Crew and Alex Gifford
of the Propellerheads. Pictured backstage, from left, are Afrika of the Jungle
Brothers, Gifford, and Mike G of the Jungle Brothers.

Rockin’ With The Dogs. With “Rise,” Spitfire quartet Hair Of The Dog is aiming
to rejuvenate mainstream rock radio interest in classic-rock sounds a la Kiss and
early Van Halen. Drummer Mike Dupke jokingly describes the album as “kick-
ass rock’n’roll the way Mom used to make it.” Look for the band to play the club
circuit through the spring season. Shown, from left, are bandmates John
Sepetys, Dupke, Ryan Cook, and Boot.
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COMMENTARY

(Continued from page 6)

ers on the society in the territory
from which a site’s transmissions
originate. They believe that solution
would encourage Webcasters to use
foreign host servers so that their
transmissions will originate from the
territory with the lowest Internet
license fees.

Whenever such migration occurs,
the society in the Webcaster’s home
territory will lose license-fee revenue.
That society’s members also would
receive fewer royalties.

In theory, each European society
could avoid this loss by not affiliating
with any other organization that, in
its view, charges unacceptably low
Internet license fees. In practice,
however, this may not prove workable.

Web site migration is significant
because the U.S. is the territory to
which Webcasters might be expected
to flee. ASCAP and BMI operatein a
highly regulated marketplace pur-
suant to antitrust consent decrees.
The fees they charge are subject to
review and adjustment by the feder-
al court. As a consequence, perfor-
mance right license fees in the U.S.
often are lower than elsewhere.

There is probably nothing the Eu-
ropean societies can do to remedy
this situation. The ASCAP and BMI
repertories are vast. Together, they
may cover a majority of the most fre-
quently performed works worldwide.

Licenses offered by societies affil-
iated with ASCAP and BMI depend,
in large part, on inclusion of the U.S.
repertory for their value.

On the other hand, agreements
that limit the authority of right soci-
eties so that only the organization in
a Webcaster’s economical residence
would be able to license it might not
survive antitrust scrutiny in the U.S.

The ASCAP and BMI consent de-
crees compel them to license musie
users, including Webcasters who per-
form music in the U.S. and who sub-
mit written requests for licenses. Nei-
ther ASCAP nor BMI may refuse to
license a Webcaster whose transmis-
sions originate in the U.S. merely
because they have agreed with for-
eign right societies to do so.

According to BMI's press release
announcing the joint agreement, li-
censes under its new alliance “will be
granted by each society based on the
territory indicated by a Web site’s
URL"—for example, “.fr” for France
will be licensed by SACEM, and
“.com” or “.net” for the U.S. will be
licensed by BMI.

It appears, therefore, that BMI,
PRS, SACEM, GEMA, and BUMA
have agreed that authority to license
Webcasters shall lie with the society
in the territory where the site’s serv-
er is located. However, the press re-
lease also alludes to “sufficient safe-

guards tc prevent efforts by Web mu-
sic providers to limit or evade copy-
right liahility.”

Under the circumstances, it is
unlikely that these “safeguards,”
whatever they may be, will operate in
any way other than, for instance, to
preserve SACEM'’s opportunity to li-
cense Radio France even if Radio
France’s Web site were hosted on a
server in Cleveland (thus becoming
radiofrance.com and, otherwise, li-
censable by BMI) rather than one in
Paris (where it would be radiofrance.
fr and licensable by SACEM).

BMI may be able to participate in
this new alliance without violating its
antitrust consent decree because it
may not need to refuse requests for
licenses from European Webcasters
operating from the U.S. The matter
may not come up.

Although BMI and its European
partners have “combined” their rep-
ertories for purposes of worldwide
Internet licensing, ASCAP is the U.S.
society with authority to administer
rights to most European music.
Under pre-existing agreements,
ASCAP is designated as the default
U.S. organization to administer rights
for British, French, German, and
Duteh music. In order for BMI to rep-
resent these works, European writ-
ers must affirmatively instruct their
societies fo deviate from the standard

practice.

Accordingly, BMI’s Webcaster
license can include rights to only a
small portion of the works in the
repertories of PRS, SACEM, GEMA,
and BUMA.

On the other hand, a license from
any of these four European organi-
zations would include rights to all
works in their combined repertories,
plus that portion of the U.S. reperto-
ry administered by BMI.

Thus, even if not compelled to do
so, European Webcasters operating
in the U.S. may choose licenses from
the society in their home territory,
rather than the BMI license, so as to
obtain authorization to perform more
works of European origin important
to their end users back home.

Of course, the result might be dif-
ferent if ASCAP also were partici-
pating in this new alliance.

Whatever else may come of this,
BMT’s initiative gives it an advantage
in its competition with ASCAP. Be-
cause ASCAP offers domestic per-
formance rights only, Webcasters
may seek to exclude from the base
against which their ASCAP license
fee is calculated any revenue attrib-
utable to accesses of their sites initi-
ated by end users outside the U.S.
ASCAP’s revenue also would decline
if U.S. Webcasters, interested pri-
marily in U.S. music and eager for

worldwide rights, rely on music avail-
able through a BMI license and music
they are able to license directly from
copyright owners.

In addition, BMI will no doubt
claim leadership among the U.S. so-
cieties in licensing online perfor-
mances of the music it represents.

The affiliated rights societies are
highly interdependent. They rely on
each other for their mutual success.
The non-U.S. organizations depend on
the depth, breadth, and worldwide
popularity of U.S. music for much of
the value of the licenses they offer.
And ASCAP and BMI depend on the
efforts of the non-U.S. societies to
license foreign performances of U.S.
music.

There is reason to expect, there-
fore, that these organizations would
find some way to respond as a group
to the challenges and opportunities
presented by the Internet.

The alliance between BMI, PRS,
SACEM, GEMA, and BUMA may
well be a breakthrough. It also may
be the first step leading to disestab-
lishment of the worldwide network of
affiliated performing right societies.
Were that to oceur, it would result in
substantial dislocation in the market-
place for music performance rights,
to the detriment of writers, music
publishers, Webcasters, and end
users everywhere.
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SELAH’S NICOL SMITH READY TO SOLO

(Continued from page 14)

In the midst of working on her
solo album, she went into the studio
with her brother Todd and her friend
Allan Hall. They recorded a project
that leaned heavily on classic hymns
such as “Great Is Thy Faithfulness,”
“His Eye Is On The Sparrow,” and
“What A Friend We Have In Jesus.”
Though they recorded the album
themselves and were originally just
going to sell it at shows they were
doing together, Curb heard it, loved
it, and wanted to release it.

The trio became known as Selah,
and the project was one of the most
acclaimed records of 1999, garner-
ing a Dove Award nomination for
inspirational album of the year. (The
awards are April 20 in Nashville.)

Now, Smith finds herself balanc-
ing two artistic personae, as she’ll
proceed with her solo career while
also still performing with Selah. She
admits to having initial concerns
about Selah eclipsing her solo career
but now feels the two complement
each other.

“We're going to keep doing it,” she
says of Selah, “and I've definitely
seen advantages to it that I never
would have seen before. I think it’s
been a good introduction to the whole
concert scene. [Previously] all I had
been doing was studio work—and it’s
a whole different ballgame when you
have to entertain an audience and

keep them with you for two hours.”

Signed to a publishing agreement
with Curb, Smith’s solo project
showcases her talents as a writer
and also shows her unleashing the
vocal firepower honed in the studio
and on the road. She has a rich, pas-
sionate voice that soars on the
groove-oriented first single “Differ-
ent Light” and then settles into a

‘The whole album
is reflective of me
and the spiritual
journey I've been

»

on

- NICOL SMITH -

sultry purr on “Vila Beto Ve” (Don’t
Forget Us), a tribute to the people
she met growing up in Africa, where
her parents were missionaries.

“T haven’t heard any of it yet, but
I don’t need to [in order] to know it’s
good,” says Rick Anderson, senior
music buyer at the Cincinnati-based
Berean Christian Store chain. “I
first heard Nicol with Selah a couple
of years ago and was very impressed
with her. She definitely has the voice
to stand on her own. I heard her at

[the Gospel Music Week convention]
and was pretty much blown away by
her. She really has a strong voice. If
her ministry focus can mateh her
vocal ability, she will be the complete
package.”

Jeremy Potter, senior music buyer
at the Wheaton, Ill.-based Lemstone
chain, says, “Nicol’s exposure with
Selah gets her in the door, but she
will have to develop a whole new fan
base. I think she can make it happen,
though. She has a lot of talent.”

Smith’s manager, Mitch Solarek of
Mitchell-Jannsen Management, says
Smith will reach a crowd of women
he describes as “somewhere between
the Women of Faith conferences and
Lilith Fair"—Christian women who
aren’t exactly the Lilith Fair-type
crowd but are looking for music that
echoes their beliefs in a fresh, inno-
vative way.

Jeff Tuerff, the Curb Group’s
director of marketing, says Curb is
still developing the marketing cam-
paign for Smith’s release. Thus far,
Curb plans to support the album
with print and radio ads and will
secure key positioning at retail as
well as placement in retail catalogs.

“Her vocals reach out and grab
you,” says Tuerff. “We plan to
explore all avenues. The album is
phenomenal. Her music is going to
appeal to a broad spectrum of fans.”
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BY CATHERINE APPLEFELD OLSON

ROMEO, ROMEO: Once in a while a film comes along that not only
engrosses an artist musically but serves as an entertainment vehicle
she can completely embrace. Such is the case with “Romeo Must Die,”
Warner Bros.” urban actioner, for Blackground/Virgin artist Aaliyah.

No stranger to film music—she contributed the track ‘Journey To
The Past” to the “Anastasia” soundtrack, and her “Are You That Some-
body” was a key driver behind Atlantic’s soundtrack to “Dr. Dolittle”
—Aaliyah this time is also the star of the movie and co-executive pro-
ducer of the album, to which she contributes four songs.

Aaliyah’s move to the silver screen stemmed from a meeting with a
Warner Bros. film executive to brainstorm about possible acting pro-
jects. Once the conversation g
turned to the still-in-the-works
“Romeo,” she says, she forgot all
about the other possibilities on
the table and went no-holds-
barred for this one.

“I had been wanting for a while
to make the transition from music
to film, and I really fell in love
with it,” Aaliyah says. “Once I got
the part, we began talking about
the soundtrack and the direction
it would take.”

The album, due March 28 from
Blackground/Virgin, is a tone-setting souvenir of the music-intensive
film. Its 15 new R&B/hip-hop tracks include contributions from Ginu-
wine and Timbaland (both also “Dr. Dolittle” alums), Mack 10, Des-
tiny’s Child, and DMX, which appear in the film alongside Aaliyah.
“We talked about the other actors in the film from the beginning and we
went after DMX immediately,” she says.

For Aaliyah, the ability to submerge herself in so many aspects of
the movie made the music process at once easier—and more intense—
than her previous film music work. “This has been my work for more
than a year,” she says. “I put a lot into everything I do, but I think I put
even more into this soundtrack because I really want both [the film and
soundtrack] to be a success.”

Strong cooperation between the label and film studio was evident
early on. “Their whole goal from day one was to make music a big part
of the movie,” says Blackground executive VP Jomo Hankerson.
“Instead of having a movie and then doing the soundtrack, they want-
ed to have the music integrated from the very beginning.”

Although the reality of getting clearances from multiple labels did
begin to take a toll toward the end, Hankerson says the soundtrack ab-
solutely achieves its intended artistic goal. For example, Blackground
was able to respond almost immediately to a request from director Joel
Silver and company for a song to be included in a particular dance scene
that was also intended for the soundtrack.

Hankerson says this kind of studio/label cooperation is becoming more
necessary as the bar continues to rise on soundtracks. “It’s got to go in
that direction,” he says. “The soundtrack market is saturated—so the
next logical progression for studios is to begin to make allegiances with
labels a lot earlier in the process so they can use the music as another
tool as they create the movie.”

Interestingly, “Romeo” exhibits a bit of cross-label cohesion as well.
In an unusual marketing twist, Blackground released Aaliyah’s song “I
Don’t Wanna” for Priority’s current “Next Friday” soundtrack, which
sits this issue at No. 58 on The Billboard 200. “The intent was to have it
as a setup record for Aaliyah, and it is working for everyone,” Hanker-
son says.

Blackground/ Virgin’s current focus is the Aaliyah track “Try Again,”
which has an accompanying video directed by Wayne Isham. Phase
two of the “Romeo” rollout, Hankerson says, will be a “blitzkrieg” of
songs aimed at keeping both the A-line artists and developing artists in
the public ear. “We are planning it so that everywhere you turn you'll
see something from the record,” he says.

PRODUCTION NOTES: Attention cool cats: The Turner/Rhino music/
movie folks are pulling out another archive winner. Due April 25 is “Hol-
lywood Swing & Jazz: Hot Numbers From Classic MGM, Warner Bros.
And RKO Films.” The ensemble includes numbers from Louis Arm-
strong, Benny Goodman, Lena Horne, Art Pepper, and plenty of oth-
ers that will get those toes tapping whether or not listeners remember
any of the movies they are culled from.
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‘Live’ From New York, Seattle,

BY JONATHAN COHEN

NEW YORK—For a band that's two
dises into a major-label deal, the re-
lease of a live album would normally
mean one of two things: Extended
exposure for a band having a hit or a
contract-fulfilling quickie intended to
bring the relationship to a close.

But for Built To Spill, the April 18
Warner Bros. release of “Live” is an
opportunity to satisfv the rabid fan
base that has helped it become a
prominent college rock act.

“Live” is a nine-track souvenir
from the Boise, Idaho-based rock
trio’s 1999 U.S. tour. The group has
released two albums for Warner
Bros. after two acclaimed indepen-
dent sets.

Built To Spill front man Doug
Martsch says the expanded tour line-
up helped the band work instrumen-
tal magic. On various dates, the core
group of Martsch, drummer Scott
Plouf, and bassist Brett Nelson was
augmented by keyboardist Sam
Coomes and extra guitarists Brett
Netson of Caustic Resin and Jim
Roth of the Delusions. But Martsch
wasn’t sure if Warner Bros. would
have any interest in releasing a live
album at this stage of the game.

“I liked the idex ol docuumenting it
somehow, maybe with a video or an
independently released live record
with a selection of stuft,” Martseh
says. “But then | Warner Bros. Senior
VP of A& R| Joe McEwen suggested
it, and we just went ahead and did it.”

Recorded at shows in New York,
Seattle, and Denver, “Live” is a vital
document of the Built To Spill concert
experience. The album includes three
songs from the band’s 1997 major-

label debut, “Perfect From Now On”
(“Randy Describes Eternity,” “Stop
The Show,” and “I Would Hurt A
Fly™); two cuts from 1999s eritically
lauded “Keep It Like A Secret” (“The
Plan” and a 19-minute rendition of
“Broken Chairs™); and a poppy gem
from the indie archives (“Car”).

The dise also features a mind-hend-
ing, 20-minute version of Neil Young’s
“Cortez The Killer.” Phil Ek, who has
produced Built To Spill’s past three
studio albums, helmed the sound-
board for “Live.”

BUILT TO SPILL

Martsch admits that selecting two
20-minute tracks excluded any num-
ber of shorter songs, but he says the
results speak for themselves. “1 want-
ed this album to be more about in-
strumental passages and jamming, to
set it aside more from the studio
records,” he says.

“Live” comes amid a spate of activ-
ity for the usually deliberate Built To
Spill. The band is currently at work
writing songs for the follow-up to
“Keep It Like A Secret,” which sold
60,000 copies in the U.S., according to
SoundScan.

Recording is set to commence in
mid-summer for a planned early 2001
release on Warner Bros. In addition,

Martsch already has a solo album in
the can, which he describes as full of
“simple songs in open guitar tunings,
with just one or two parts,” but nei-
ther he nor Warner Bros. have plans
to release it anytime soon.

In the meantime, new Built To Spill
materialis taking shape. Of the songs
the band has written so far, Martsch
offers that “most of the things we have
are sort of slow and pretty. What I’d
like it to be is sort of a cross between
the last two records; something dra-
matic, but with shorter songs and a lit-
tle more straightforward.”

In late April, Built To Spill will tour
briefly on the East Coast, with two
dates at New York’s Irving Plaza, at
which four tracks from “Live” were
put to tape. After performing at UK.
label City Slang’s 10th anniversary
party in mid-May, the band returns
to the U.S. to perform in Seattle as
part of the launch of the Experience
Music project. Built To Spill is booked
by the Agency Group and is self-man-
aged.

Warner Bros. will take a grass-
roots approach to market “Live,” with
Built To Spill’s core audience as the
main target, according to Warner
Bros. VP of product management
Peter Rauh. “Built To Spill is one of
the great live bands of its peer group
as well as in music today, and eaptur-
ing them live is something of a gift to
everybody, in particular to their
fans,” he says.

With 4 new studio album due so
shortly, promotion for “Live” will not
be as heavy as for Built To Spill’s past
two dises. The album will be shipped
to college and alternative specialty
radio on April 4, with an in-store sam-

pler disc shipping the same day.
Warner Bros. will also promote the
dise on the Built To Spill section of the
label’s Internet site (warnerbros.com)
and via the band’s official site (built-
tospill.com).

Refuting rumors that “Live” fulfills
a pre-existing stipulation in the

& Denver, It’s Built To Spill On Warner Bros.

band’s contract and that Built To
Spill’s days with Warner Bros. may
be numbered, Rauh says, “We're just
glad that Doug thought of this and
wanted to da it. We're happy to help
make sure it gets out. We hope it
introduces Built To Spill to a new
audience.”
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RADIGAN DEBUTS:
Singer/songwriter Terry
Radigan has already made a
name for herself in music by
writing songs recorded by
Trisha Yearwood and Patty
Loveless. Radigan also

Buddhist Music. “Rain Of
Blessings: Vajra Chants”
(Real World Records) is
the latest album from
Lama Gyurme. The set
marks the second album
collaboration between
Gyurme and French
pianist/composer Jean-
Philippe Rykiel, who has
worked with such acts as
Youssou N’Dour and Salif
Keita. Album producer
Jean-Michel Reusser says
of Gyurme's perfor-
mances, “They’re like
quiet moments amidst the
bustle of the city.”

fronted the New York group
Grace Pool, replacing
Shawn Colvin as lead
singer.

Now based in Nashville,

Radigan steps into the re-
cording spotlight with her
debut album, “Radigan,” due
May 16 on Vanguard Rec-
ords. The album, which dem-
onstrates pop and rock influ-
ences, was recorded in
Radigan’s home studio, and
the singer co-produced the
album with Justin Niebank
and Kenny Greenberg.

She says of recording the
album, “I really grew to love
being left alone, singing by
myself. I'd sing a
song four times, ]
then I'd take it to ﬂ

Master Fiddler. Natalie Mac-
Master returns with the album
“My Roots Are Showing,” due
for a U.S. release April 11 on
Rounder Records. The album
won the 1999 Juno Award for
best instrumental album. The
Canadian Country Music
Awards honored MacMaster
as fiddler of the year in 1997,
1998, and 1999.

System Of A Down, System Of A Down

" MOUNTAIN

Justin and Kenny.
They really helped
with the technical
side of the record-
ing.”

S OLO JODECI
MEMBER: R&B
group Jodeci has
already spawned K- I

Ci & JoJo. Now |
another member

from the group is
branching out on

his own. Dalvin De-

Grate makes his

solo debut with the album
“Met.A.Mor.Phic,” due April
18 on Maverick Records (see
story, page 27).

The album’s first single,
“Why Can’t We,” has been
serviced to R&B and top 40
stations. DeGrate teamed
up with his brother, Jodeci
member DeVante Swing,

w
A

EAST NORTH CENTRAL

REGIONAL HEATSEEKERS NO.1s

NORTHEAST
A. Kearns/R. Tynan/F. Wright, ...Live In Belfast

for the album track “Dan-
gerous.”

ORANGE CRUSH: Orange
County, Calif.-based pop/
punk band U.S. Crush has
already gotten commercial
airplay for “Bleed,” the first
single from the band’s self-
titled debut album, due April
11 on Immortal/Virgin Rec-
ords.

Rock stations that have
given the single early spins
include WXRK
New York, KROQ
Los Angeles,
WBCN Boston, and
KXTE Las Vegas.

The band has
been playing dates

i T S on the West Coast

WEST NORTH CENTRAL Audra McDonatd, How Glory Goes as awarm-up to the

Static-X, Wisconsin Death Trip album’s release.
T i g % U.S. Crush’s tour

N - | s raged continues in Califor-
PACIFIC o nia this month and
Shaklro, MIV npligged.,, | V in April. Tour dates
= — include April 5 in
s Northridge, Calif.,

THE REGIONAL ROUNDUP
Rotating top 10 lists of best-selling titles by new and developing artists.
MOUNTAIN NORTHEAST

. System Of A Down System Of A Down

. Static-X Wisconsin Death Trip

Conjunto Primavera Morir De Amor

. Brad Paisley Who Needs Pictures

A.B. Quintanilla Y Los Kumbia Kings Amaox, Familia Y Respeto...
Beth Hart Screamin' For My Supper

. Alecia Elliott I'm Diggin’ It

. Shakira MTV Unplugged

. Linda Eder It's No Secret Anymore

10. Phil Coutter Highland Cathedral

CONOMAWN -

Amber Amber

Trin-i-tee 5:7 Spiritual Love

dohn McDermott/Anthony Keams/Ronan Tynan The Irish Tenors
Static-X Wisconsin Death Trip

. System Of A Down System Of A Down

. Linda Eder It's No Secret Anymore

. D.LTC. D.I.T.C.

. Audra McDonald How Giory Goes

CRNANPWN

Anthony Keams/Ronan TynanFinbar Wright The Insh Tenors Live In Befast

10. Brent Jones And T.P. Mobb Brent Jones And T.P. Mobb

and in Hollywood;

April 7in Anaheim,

Calif.; and April 15
in Santa Barbara, Calif.

REGGAE MAN: Veteran
reggae artist Pato Banton
returns with his latest album,
“Life Is A Miracle,” set for
release April 4 on Surfdog
Records. Banton has sold
more than 3 million albums
worldwide, according to the

label, but his albums have yet
to crack any of Billboard’s
U.S. charts. With a U.S. tour
to support the album, that
chart action could change.
Tour dates include April 5 in
San Diego, April 6 in Los

Rock, McGee Style. The
Pat McGee Band is on a
U.S. tour in support of its
album “Shine,” due April
11 on Giant Records. Pro-
duced by Jerry Harrison,
the album features first
single “Runaway.” The
Richmond, Va.-based rock
band has previously
released three albums
independently. Upcoming
tour dates include April 2
in Nashville; April 6 in Win-
ston-Salem, N.C.; April 16
in Baltimore; April 19-20 in
Boston; April 21 in
Philadelphia; April 28 in
Chicago; and May 6 in
New York.

Angeles, April 13 in St. Louis,
April 16 in Chicago, April 17
in Minneapolis, April 20 in
Cincinnati, April 22 in
Detroit, April 28 in Philadel-
phia, and May 2 in New York.
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Romeo Must Die

PRODUCERS: various

Blackground/Virgin 4905

Warner Bros.” upcoming urban drama,

“Romeo Must Die,” is an adaptation of the

Bard’s tale of star-crossed lovers—with
an “East meets West” twist. The film fea-
tures Jet Li, DMX, and Aalivah—who is
also responsible for the set’s lead single,
“Try Again”—in her feature film debut.
Set against a bouncy synth sample,

Aaliyah, whose soft vocals float atop beau-

tifully contrasting hard-edge snares,

encourages a potential partner not to give
up on her. “Come Back In One Piece,” fea-

turing Aaliyah and DMX, has a definite
tunk feel, complete with wailing bass

kicks. The newly designed Destiny’s Child

provides another radio-ready hit with the

sassy “Perfect Man.” Smooth crooners Joe

and Dave Hollister also ofter midtempo
tunes—*“Rose In A Concrete World” and

“Pump The Brakes,” respectively. In addi-

tion to the various R&B flavors offered,
rappers like Cash Money's BG. Mack 10,
and newcomer Dave Bing (featuring Lil’

Mo) take it to the stieet with their contri-

butions.

JT TAYLOR

A Brand New Me

PRODUCERS: Marcos Q. Quintanilla, JT Taylor

Taylor Made Records 7 395670002

I you’re looking for the former Kool &
the Gang lead singer behind such hits as

& MUSIC

SPOTLIGHT

JOHN SCOFIELD

Bump

PRODUCER: Lee Townsend

Verve 314-543-430

Once again, guitar star John Scofield
drives a gritty funk-mobile with a new-
model sheen, following up “A Go Go,”
the hit '98 disc he recorded with ace
groove outfit Medeski Martin & Wood.
Perhaps “Bump” isn’t as exciting as
that already classic Verve set of low-
down hoedown, yet Scofield’s interac-
tion here with his new young collabo-
rators is still organic and elegant.
Scofield has drawn from a hip group of
downtown New York players, includ-
ing bassist Tony Scherr, drummer
Kenny Wollesen, and keyboard/sam-
pler whiz Mark De Gli Antoni of Soul
Coughing. The guitarist has long been
a purveyor of what are essentially
ultra-sophisticated party tunes, and
“Bump” features a bumper crop of
Scofield compositions aimed at engag-
ing the head while moving the hips,
with his expanding palette of six-
string sonics making each variation on
a theme sound fresh. Jazz vets often
make noise about connecting with a
new generation, but Scofield actually
walks his talk.

won’t find him here—as the title of James
“JT” Taylor’s solo album implies. That's
quite apparent, especially on the provoca-
tively titled track “Sex On The Beach.”
Taylor’s still-distinctive tenor sets the
mood by way of two versions: straight

SPOTLIGHT

JONI MITCHELL

Both Sides Now

PRODUCERS: Joni Mitchell, Larry Klein

Reprise 47620

After recording sterling albums like
“Blue,” “Ladies Of The Canyon,”
“Court And Spark,” “The Hissing Of
Summer Lawns,” “Hejira,” and “Tur-
bulent Indigo,” what’s four-time
Grammy winner Joni Mitchell to do
for her 20th album? Well, take a step
back in time (again), naturally. On the
breathtaking “Both Sides Now,”
Mitchell revisits classic love songs like
“Stormy Weather,” “Answer Me, My
Love,” “You're My Thrill,” and “1
Wish I Were In Love Again.” Along
the way, she also re-recorded two
nuggets from her own oeuvre: “A Case
Of You” and the title track. Mindful lis-
teners, as well as Mitchell disciples

who hang on the singer’s every wort,
will quickly realize that the song
sequencing ot “Both Sides Now” tells
a timeless tale of modern love. What’s
most rewarding about this collection,
though, is the solid union created
between Mitchell’s emotionally rich
vocals and the musically rich orches-
tral maneuvers of the 71-piece London
Symphony Orchestra. Such sublime
matches like this come along all too
infrequently.

with no chaser and “hip-hop 2000.” While
Taylor works out on such tracks us the
drum-laden “Crazy Boy,” he shines best
on the midtempos and ballads: “Sweet

SPOTLIGHT

PATTI SMITH

Gung Ho

PRODUCER: Git Horton

Arista 4618

Smith’s first album in several years
issues « firm reminder that women in
rock may have come a long way—but
many still have miles to go before they
reach Smith’s exalted plateau of bril-
liance or bravery. Easily the icon’s
strongest, most satistying effort since
her "78 classic “Easter,” “Gung Ho” is,
by turns, wistfully poetic and sharply
observational. Of course, Smith is
unmatched when she’s laying her soul
bare, as on the stunning “Grateful.”
But she’s equally effective with cuts
like “Glitter In Their Eyes,” on which
she unfurls a remarkably astute view
into the ramblings and motions of
youth culture. Musically, “Gung Ho”
kicks with raw, straight-ahead instru-
mentation provided by such longtime
sidemen as Lenny Kaye and Jay Dee
Dougherty. They give radio-ready
muscle to much of the material, while
also providing a playground for Smith
to unleash her impassioned, always
affecting vocals. She still has a lot of
fury in her delivery, though there’s an
undeniable undertow of earth-mama
serenity that suits her—and this
essential set—perfectly.

Chocolate Baby,” “All I Want,” and a taste-
ful cover of the Stylistics’ “You Make Me
Feel Brand New.” Taylor is ably support-
ed by Cheryl Pepsii Riley and Meli'sa

SPOTLIGHT

‘N SYNC

No Strings Attached

PRODUCERS: various

Jive 6529

With their long-anticipated second set,
pop music’s “other” major boy band
aims to prove that there’s room for
more than one clique of teen dream-
boats at the top of the charts. Actually,
“No Strings Attached” shows ‘N Sync
effectively revealing a looser, more
uptempo sound than that of its compe-
tition. The unshakable single “Bye
Bye Bye” is indicative of the set’s
rhythmic tone. Among the many high-
lights are “Space Cowboy (Yippie-Yi-
Yay),” on which the lads float their
markedly matured vocals over a fla-
vorf{ul guest rap by Lisa “Left Eye”
Lopes and an arrangement of
crazy/catchy percussion, and a hip-

thrusting cover of Johnny Kemp’s "80s
R&B/dance hit “Just Got Paid.” On the
softer side, expect maximum radio
play for the deliciously old-school “T’ll
Be Good For You,” with its soft shuftle
beat and sweeping strings. Through-
out, the lads’ harmonies are tighter
and more developed than in the past.
“No Strings Attached” is destined to
keep the teens—and more than a few
adults—squealing with delight.

fusion of electronic, dance, hip-hop, and
turntablism, “Tektonics” is not for the
meek. An array of electronie-hued acts,
including the Freestylers, the Propeller-
heads. Howie B.. and Meat Beat Mani-

Take My Heart” and “Ladies Night,” you festo, provide the foundation that is, in

THE ADDERLEY BROTHERS
The Summer Of '55

REISSUE PRODUCER: Orrin Keepnews

Savoy Jazz 92860

This delightful two-CD set spotlights
three classic albums (plus extra materi-
al) that Julian “Cannonball” and Nat

Adderley recorded for Savoy Records
during the summer of 1955. This was
precisely when the brothers hit New

ularly, was immediately heralded as the
newest alto sax heir to Charlie Parker.

VITAL

York like hurricanes. Cannonball, partic-

On the first album, the brothers are fea-

tured sidemen on the Kenny Clarke
recording “Bohemia After Dark”; on the
other two, they are the frontmen, the
leaders. The personnel throughout these
recordings is star-studded and includes
pianists Hank Jones and Horace Silver.
The original tunes