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MUSIG TELEVISION: A GLOBAL STATUS REPORT

Latin America Poised
For Music Video Growth

BY LEILA COBO

MIAMI—Music videos in Latin
America are, in many people’s eyes,
as intimately tied to the MTV

Most Asian Video
Nets Focus On Music

A Billboard staff veport.

TOKYO—Around the Pacific Rim—
in Japan and the rest of Asia, as well

Proper Role 0f Music
IV Debated In U.5.

BY CARLA HAY

NEW YORK—The music video
industry is at a erossroads. The
challenge facing much of the busi-

Gompetition With MTV
In Eurgpe Heats Up

BY GORDON MASSON

LONDON—As the battle for viewers
intensifies during the rollout of dig-
ital TV, Europe’s music-television

MuchMusic And Its
Sisters Dominate Ganada

BY CARLA HAY

In Canada, the national musie-
video networks function as 4 monop-
oly, with foreign competitors having
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brand—as in MTV Latin America—

as they are in the U.S.
But MTV’s visibility and coverage
(Continied on page 7.3)

as in Australia—videoclips make up
the bulk of programming on no short-
age of music television outlets, such as

(Continued on page 73)

ness is how to successfully break
new artists through music videos
when the windows of opportunity on

(Continued on page 68)

broadcasters are looking to

strengthen their empires by concen-

trating on music content.
(Continued on page 70)

KINES

little or no chance of entering the

market because of the country’s

restrictive communication laws.
(Comtinued on page 69)

Package Tours Dominate
Gountry Music’s Live Scene

BY RAY WADDELL
NASHVILLE—Country agents and managers are
hoping a bevy of eye-cateching multi-act tours will

”

Reprise’s Stevie Nicks
Returns With Grow In Tow

BY LARRY FLICK

Stevie Nicks is enjoying a rare

moment of quiet.
It’s a comfortably
warm  February
afternoon in her Los
Angeles home, and
she is taking a brief
breather before div-
ing into what she
describes as the
“happy madness” of
promoting “Trouble
In Shangri-La” (Re-
prise, May 1), her

first solo collection since 1994’s

“Street Angel.”

“Even after all of these years,
this is the hard part—Iliving

through that period of time

NICKS

between the day
you finish a record
and the day the
world gets to hear
it,” Nicks says.

Her voice bright-
ens as she adds,
“But I'm so content
with these songs.
Right now, I'm
more itchy for peo-
ple to finally hear

them than anything else.”
(Continued on page 13)

son By Four, Anthony Top
Latin Awards Finalists

BY LEILA COBO

MIAMI—Newcomers Son By Four and veteran
salsero/balladeer Marce Anthony are both seven-
time finalists for Billboard’s upcoming eighth annu-
al Latin Music Awards, slated to take place April
26 at the Jackie Gleason Theater of Performing
Arts in Miami Beach.
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The sheer number of nods for the two Sony Dis-
cos acts—who will compete for the titles of Bill-
board Latin 50 artist of the year and Hot Latin
Tracks artist of the year—puts them way ahead of
the nearest contenders. Shakira, Conjunto Pri-
mavera, and Gloria Estefan are finalists in three
categories each.

(Continwed on page 77

be enough to shake the business out of its doldrums,
as 2001 shapes up as the Year of the Package for

While package shows in country music have heen
common for some 50 years, 2001 boasts a glittery line-

up of ereative, well-conceived bills
INTOUR 1
NEWS but also to offer plenty of value in a
tight touring market. Difficult market
conditions have prompted agents and
miss artistic synergies.

“People are looking for more event-oriented shows,
notes Clarence Spalding, co-manager of Brooks & Dunn
thing like the Dixie Chicks were last year, you have to
ereate a big show.”

The king of country packages remains the George

EXPANDED SECTION
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country music.
geared not only to intrigue consumers
managers to respond with what they hope are can’t-
for TBA Entertainment. “Unless you're the hot new
(Continued on page 67)
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enhjoy pampering,
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“£* Showcase Nightclub

t's an understatement to sey that our staff knows how to pamper a big star. in fact, they're ready. willing and ablz to
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Rimes’ Label-Gontract Fight Gontinues

Singer Disavows Latest Curb Records Album In Online Letter To Fans

BY PHYLLIS STARK
NASHVILLE—A lawsuit filed by LeAnn
Rimes against Curb Records last fall has
taken some strange turns in recent weeks,
sparked by what industry observers say is
an extremely unusual contract.

Rimes, now 18 years old, filed suit in U.S.
District Court in Dallas Nov. 15, 2000, seek-
ing to terminate the recording contract with
Nashville-based Curb that she and her par-
ents signed in 1995, when she was 12.

On Jan. 16, that suit was dismissed with-
out prejudice. No reason was given for the
dismissal. Rimes’ attorney, J. Cary Gray of
Houston, says the suit’s venue is being shift-
ed to the chancery court in Davidson Coun-
ty, Tenn., which he says has a prior jurisdie-
tion in the case.

No papers have been filed in the new
venue, but Rimes apparently isn’t waiting
around for the legal matters to be resolved.
In an appearance on “The Tonight Show
With Jay Leno” Feb. 6, Rimes referred to
Curb as “my former record label.”

At the heart of the issue is Rimes’ con-
tract with Curb, which, according to Gray,
requires her to record 21 albums for the
label, significantly more than a standard con-
tract would require today or even six years
ago, when she signed with Curb.

A typical contract for a new artist is an
eight-album deal, with one album during the
initial period and options the label can exer-
cise for seven more, according to Lynn Mor-
row, an entertainment attorney with
Nashville firm King & Ballow, which is not
affiliated with either side in the Rimes case.
Morrow says a 21-album deal is “unheard-
of” and “extraordinary.”

Morrow says Curb has “a reputation for
negotiating tough contracts, for new artists
especially.” But, she adds, “record compa-
nies are particularly cautious when they are
negotiating with minors. They are aware
that many of these contacts will require
court approval, so they want to make sure
they have a pretty standard contract.”
Despite the unusual terms, the contract did
receive court affirmation in 1995, which could
prevent Rimes from being released from it.

Another Nashville attorney familiar with
Rimes’ deal says unclear wording in the con-
tract may mean Rimes actually owes the
label as many as 28 albums, including options
for up to seven gospel projects.

The attorney, who declined to speak for
attribution, says the only similar contract
he’s seen involved another Curb artist sev-
eral years ago.

Ken Levitan, president of Nashville-based
Vector Management, says, “Mike [Curb] def-
initely likes to be involved in the careers of
his artists for the long term. Like any [artist
manager], I've had good and bad experiences
with him.” Vector manages Curb/MCA artist
Lyle Lovett who has, Levitan says, a stan-
dard-length recording contract.

Despite Curb’s reputation for negotiating
tough contracts—and jokes around Music
Row about its “artist protection program” and
its standard artist contract of “life plus 50
years"—it’s not hard to find people who have
good working relationships with Curb. Among
them is Stuart Dill, president of Refugee Man-
agement International, which handles the
career of Curb artist Jo Dee Messina.

“Refugee’s experience with Curb has
been extremely positive,” says Dill, who
says Messina's contract is “absolutely what
I would consider an industry standard.
There is no denying Mike Curb’s success in
the marketplace. He’s definitely a maverick
in how he does business,” which makes him
a “lightning rod” for criticism.

Curb executives and attorneys declined

‘(An] objective of mine
was to have a record
contract that would be
fair both to me and to
the record company’

- LEANN RIMES -

to be interviewed.

Rimes recently posted a letter on her Web
site, rimestimes.com, disavowing any con-
nection to her latest album, “I Need You,”
recently released by Curb Records (and
debuting this issue at No. 10 on The Bill-
board 200 and No. 1 on Top Country
Albums) and explaining why she sued her
father, former manager, and label last year.

“I have been working on getting my busi-
ness set up ina way that I would like to seeit,”
she writes. “Unfortunately, in order to do that,
I had to file a lawsuit against my previous man-
ager and my father: This was an extremely dif-
ficult decision, because I love my father very
much. However, I had no other choice.

“Another objective of mine was to have a
record contract that would be fair both to me
and to the record company. At 12 years of
age, with my father’s advice, I signed a con-
tract with Curb Records. The terms of the
contract were never properly explained to
me until recently,” the letter continues. “I did
not know, among other things, that the con-
tract with Curb Records was for an initial

period plus six option periods, with multiple
albums during each period. This is not fair. I
chose at [age] 18 to disaffirm the contract.

“In December, I was informed . .. that
Curb Records planned on releasing another
album. As you can imagine, I was shocked!
This album was made without my creative
input. It consists largely of unfinished mate-
rial and songs that didn't make other
albums,” the letter says. “I have not heard
the album, so I cannot tell you my opinion
on it. But what I want to make abundantly
clear to you is that this album is not a reflec-
tion of myself as an artist but is solely the
conception of Curb Records, and for that 1
am truly and deeply sorry.”

Rimes’ father, Wilbur Rimes, who either
produced or co-produced eight of the album’s
10 cuts, issued a statement of his own,
declaring, in part, “These were all finished
masters, and LeAnn loved the way it all
came together when it was complete.”

Curb Records also issued a statement, say-
ing, in part, “We believe that ... ‘I Need You'
is the best album that [Rimes] has ever
recorded. Nevertheless, we are excited about
the new musical directions that LeAnn is
exploring for the future, and, as always, we
respect her talent and her opinions.”

Rimes’ suit against her father and former
co-manager, Lyle Walker, still stands, as does
Wilbur Rimes’ countersuit against LeAnn
Rimes Entertainment Inc. Rimes’ suit against
her father claims he bilked her out of at least
$7 million over the past five years. Wilbur
Rimes’ countersuit claims he is still owed a 3%
producer’s fee under a previous agreement
made with his ex-wife, Belinda Rimes, in '99.

BY DEBORAH EVANS PRICE
NASHVILLE—Music Row lost one of its
most colorful and successful songwriters
with the death of John Jarrard, 47, Feb. 1
from respiratory failure.

A native of Gainesville, Ga., Jarrard
moved to Nashville in 1977 to pursue a
songwriting career and went on to score
11 No. 1 records. During his career, he was
affiliated with Alaba-
ma Band Music, Pi
Gem, Tom Collins
Music, Warner/Chap-
pell Music, and May-
pop Music Group,
where he spent 16
years. He signed with
High Seas Music two
years ago.

Jarrard  penned
numerous country hits,
among them John
Anderson’s “Money In The Bank,” Black-
Hawk’s “I Sure Can Smell The Rain,”
Collin Raye’s “My Kind Of Girl,” Neal
McCoy'’s “They’re Playin’ Our Song,” and
several hits for Alabama, including “We
Can’t Love Like This Anymore,” “There’s
No Way,” and “You've Got The Touch.”

“He was an extraordinary songwriter,
perhaps an even more extraordinary per-
son,” says Bart Herbison, executive direc-
tor of Nashville Songwriters Assn. Inter-
national. “To songwriters, their music is
the most important thing, but whatever
was the most important thing in your life
was the most important thing toJohn . ..
That’s a rare quality for somebody to put

John Jarrard Dies At 47

Songwriter Scored Hits For Alabama, Neal McCoy

JARRARD

themselves into your concerns, and John
certainly did that all the time.”

Jarrard had battled diabetes for years,
undergoing three organ transplants and
eventually losing his sight, kidneys, and
both legs to the disease. He actively sup-
ported the Tennessee School for the Blind.
In October 1992, he staged a memorable
Music Row moment when he rappelled
down the side of the
ASCAP building as a
fund-raising event.

“He was a huge
source of inspiration to
everybody who met
him,” says Tracy Ger-
shon, co-owner of High
Seas Music. “He made
you want to be a better
person.”

Gershon says plans
are in the works to
release a compilation CD of Jarrard’s
work, possibly featuring some of his
artist friends performing new songs. The
project will be executive-produced by
Jarrard’s widow, Janet Tyson, with pro-
ceeds likely benefiting the American
Diabetes Assn.

Jarrard is survived by his wife; a
daughter, Amanda; and stepchildren
Bethany and Matt Tyson. In lieu of flow-
ers, donations can be made to the Amer-
ican Diabetes Assn. or Nashville-based
Possibility Inc.

Assistance in preparing this story was
provided by Phyllis Stark.
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DUALSTAR VIDEO
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BLUES

No. 1 ON THIS WEEK'S UNPUBLISHED CHARTS
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CONTEMPORARY CHRISTIAN

& WOW - 2001: THE YEAR'S 30 TOP CHRISTIAN ARTISTS AND HITS

VARIOUS ARTISTS * SPARROW

GOSPEL

#* MOUNTAIN HIGH . VALLEY LOW * YOLANDA ADAMS * ELEKTRA

KID AUDIO
* TODDLER FAVORITES
VARIOUS ARTISTS * MUSIC FOR LITTLE PEOPLE / KID RHINO

THE BILLBOARD LATIN 50

* INSTINTO Y DESEO * VICTOR MANUELLE * SONY DISCOS

MUSIC VIDEO

# THE UP IN SMOKE TOUR * VARIOUS ARTISTS * EAGLE VISION

REGGAE
* THE VERY BEST OF UB40 * UB40 * VIRGIN

WORLD MUSIC
* WHO LET THE DOGS OUT * BAHA MEN * S-CURVE

Field Leaves Interscope To Launch Label

BY WES ORSHOSKI

NEW YORK—Ted Field’s split from
Interscope was destined to happen
from the moment Universal and
PolyGram merged.

After selling his stake in Inter-
scope—the label he co-founded in
1990 with Jimmy Iovine—as part of
the merger, it was only a matter of
time before he struck out on his own
again, Field tells Billboard. “It’s
just not my profile at all to be an
employee,” he says.

Field is exiting his post as co-chair-
man of Universal Music Group
(UMG) division Interscope Geffen
A&M to start a new label, leaving
roughly one year before the end of a
three-year contract he signed as a
result of the merger.

He describes the split as “very
amicable . .. Basically, I asked
[UMG chairman/CEO Doug Morris|
for permission to get out of my con-

let me do that.”
As a result, Iovine shifts from co-
Geffen A& M, according to a spokes-
woman. “Ted and I
f for 10 years,” lovine
says in a statement.
_ ~ and I wish him the
& best in everything

he does.”
‘ Field expects to
this year. “I intend to
start raising money as soon as possi-
expressed interest in distributing it.
Speculation is that the label will be
company—formerly Interscope Films
—now carries the Radar name.

tract early, and he very graciously
chairman to chairman of Interscope
have been partners

] "y “He’s a dear friend,
FIELD launch the new label
ble,” he says, adding that UMG has
called Radar Records; Field'’s film
Field says that he will focus on

signing and developing new acts and
that rap artists will play a key role in
the development of the new label.

Danny Goldberg, chairman/CEO of
Artemis Records, says he doesn’t
think Field’s departure will affect
Interscope significantly. “I think
Interscope will do great without Ted,
and I think Ted will do great without
Interscope. I'm sure this was planned
long in advance . . . They’ve been
through tumultuous changes, and
they’ve handled them with grace and
success. This will be no different.”

Having recently founded a new
label himself, Goldberg—who for-
merly headed Mercury and Warn-
er Bros. Records—says Field is up
to the task. “I can’t think of any-
body more qualified and with the
right experience to launch a new
label,” Goldberg says. “Ted is cer-
tainly a guy who loves music and
has a feel for it.”
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Ry Gooder Records In Guba,
But Only After Political Hassle

BY BILL HOLLAND
WASHINGTON, D.C.—Buena Vis-
ta Social Club catalyst Ry Cooder is
back in the U.S. after returning from
Havana, where he once again record-
ed with elderly Cuban musicians long
marginalized by the Castro regime.

But this took place only after senior
Clinton administration officials and
President Clinton himself stepped in
during the last days of his tenure to
ensure authorization from the U.S.
State and Treasury departments.

While in Havana, Cooder
tracked a set of ’50s-style
Cuban music with elderly
guitarist Manuel Galbaii,
who is virtually unknown on
North American shores.
Cooder plans to return in
March to record with star 73-
year-old singer Ibrahim Fer-
rer, featured on 1997's Gram-
my Award-winning “Buena Vista
Social Club” (one of the best-selling
world music albums in history) and a
subsequent related solo project.

“The fact is,” Cooder reports to Bill-
board, “these folks won't be around
forever, and when they go, their sound
goes and their knowledge goes, and
you can’t bring it back. So I want to
keep making records with these musi-
cians while it’s still possible to do work
that touches people and inspires them,
which is what interests me.”

The story behind the authorization
of Cooder’s latest Cuban visit is a clas-
sic example of Washington politics:
bureaucratic bungling, a mad-as-a-
hornet lawmaker, anti-Fidel Castro
regulations that distort the law, and
suggestions from opponents of the
visit that Cooder bought his way to
influence.

The tale began last January, when
Cooder applied for a license from the
Treasury Department’s Office of For-
eign Assets Control (OFAC). He says

COODER

he wanted go by the letter of the law
this time—he hadn’t applied for one
prior to his 1996 visit, after being
advised that cultural exchanges did
not require a license. As a result, he
was subject to a Treasury fine upon
his return—which, after he got legal
help, was reduced to $25,000.

Before issuing a license, OFAC
must get approval from the State De-
partment—in this case, the Cuban
Affairs section. Initially, the State De-
partment withheld approval, citing
regulations that allow Amer-
icans to deal freely with citi-
zens of other countries with
certain information materials
such as recordings “already in
existence” but that prevent
them from “creating” such
new materials as recordings.

Supporters of the Cooder
visit included prominent law-
makers in the Senate and House,
including Sen. Dianne Feinstein, D-
Calif,, and Rep. Howard Berman, D-
Calif. All wrote and called State
Department and OFAC officials
throughout last year to lift the ban,
characterizing the State Depart-
ment’s regulations as not reflecting
the law that allows the free flow of
information even in countries under
U.S. embargo.

Billboard obtained copies of the let-
ters from Berman to Clinton and for-
mer Secretary of State Madeleine
Albright, as well as the Jan. 18 letter
from Clinton to Berman. Berman was
particularly incensed at the State De-
partment’s decision and what he sees
as skewed regulations, since he had
written the very 1988 cultural exemp-
tion amendment allowing for a visit
to record and create new material.

Further, in 1993, Berman drew up
another amendment to correct misin-
terpetations. Then Secretary of State

(Continued on page 13)

Koch Hopes KELA Draws Star Power

BY ED CHRISTMAN

NEW YORK—By creating Koch
Entertainment Label Alliance
(KELA), Koch International hopes
to steal brand-name artists from the
majors by offering them a more
lucrative business model.

The new vehicle is structured so
that brand-name artists, artist-owned
labels, and production companies can
draw upon the resources of the Koch
Entertainment label and Koch Inter-
national distribution company, while
allowing the artists to retain owner-
ship and control of their album mas-
ters and capture the majority of rev-
enue derived from them. Moreover,
KELA also is willing to do one-off
projects and doesn’t need to have a
long-term deal in place.

KELA has already signed Luke
Records and Risin’ Sun Records,
with a new Luther Campbell album
on Luke due March 25 and an album
from Grand Puba on Risin’ Sun due
in April.

Cliff Cultreri, senior VP of A&R
for Koch Entertainment, has been
named GM of KELA and reports to

Alan Grunblatt, executive VP at
Koch, who also has been named pres-
ident of In the Paint Records, a new
urban label created by Koch.

Artists who sign under the deal
retain full artistic and budgetary con-
trol for projects but draw upon the
resources of the Koch label and dis-
tribution company.

Grunblatt says, “I have been doing
the rap stuff for a long time, and it
was always extraordinary to me that
alot of artists sell alot of records and
yet always wind up in the hole. They
couldn’t make any money beyond the
advance.”

That’s because “the majors got into
rap and started flashing their crazy
money, causing recording costs and
marketing costs to go out of the roof,”
he says. “At the end of the day, the
only ones making money on rap are
the video production companies and
the producers but not the artists.”

Moreover, he claims that the
majors often are not interested in
albums that only sell 250,000 units,
while the $2.5 million in billing that
total represents is considered a home

run for an independent like Koch.
KELA artists receive assistance in
working with radio, the press, the
street, and marketing from the Koch
label. “We give them some advance
money and some support with mar-
keting,” says Grunblatt.
Cultreriadds, “The tricky part is this
only works if we get the people partic-
ipating to function as a label. We are
putting the onus on them. They really
have to step up and learn how to run
an independent record company.”
Since the artists that KELA is
seeking know the size of their audi-
ence base, they can control their costs
and make significant profits, says
Grunblatt. “We want whoever signs
with KELA to make a half a million
dollars-plus for every album,” he says.
Cultreri says that the KELA con-
cept works for heritage rock acts as
well as rap artists. “You can look at
some of the groups from the late *70s,
and a lot of these artists are starting
to realize that if they spend $100,000,
half a million, or a million dollars on
marketing, they are going to get the
same sales results,” he says.

Dotcom 4th-Qtr. Results Are Disappointing

BY BRIAN GARRITY

NEW YORK—Despite an increase in
belt-tightening over the last year,
which has included trimming market-
ing expenses and cutting staff, pub-
licly traded Internet music companies
are reporting disappointing results for
the quarter that ended Dec. 31, 2000,
amid a softer economy and a fallout in
both new technology investing and
online advertising spending.

In fact, though many companies
are promising that they will break
even by the end of this year, Decem-
ber quarterly losses actually rose,
compared with the same period in
1999. The most recent examples

BY LEILA COBO
MIAMI—When veteran music
industry executive Jestis Lépez
returns to Miami July 1 to take over
as chairman of Universal Music
Latin America/Iberian Peninsula, he
will bear plans to forge Universal’s
leadership in the Spanish-speaking
marketplace.

“We want toincrease our presence in
both sides of the
Atlantic, becanseit’s
our weakest point,”
says Lépez, noting
Universal’s domi-
nance in the Brazil-
ian and mainstream
Anglo markets.
“That is my main
objective, especially
the U.S. Latin market, where we need
to become a major player”

Lépez, currently Universal
Musie’s chairman of the Iberian
Peninsula, will take over from
Manolo Dfaz, who after nine yearsin
the top position—first as head of
PolyGram, later Universal—is retir-
ing to pursue other interests. Diaz, a

LOPEZ

Lapez To Helm Universal Music Latin America

man of integrity and vision who is
one of the most respected executives
in the Latin music world, plans to
create his own production and man-
agement company but will also stay
on as a consultant to Universal.

“You have to listen to your body
when it tells you it’s time to end one
thing and begin another,” says Diaz, a
20-plus-year veteran who plans to
take a three-month sabbatical once he
steps down from Universal. “I began
as an author and composer, and now,
I'm ready to begin a cycle that’s clos-
er to the artistic aspect of music.”

Diaz, who began his career with
CBS Records (later purchased by
Sony), became president of Poly-
Gram Latin America in 1992.
Although strong in Brazil, the com-
pany had virtually no catalog else-
where, and Difaz built the Latin divi-
sion practically from scratch and
magde it profitable. In 1998, following
the PolyGram/Universal merger,
Dfaz was responsible for integrating
the two companies.

A major focus since then has been
to build up Universal’s catalog, which

was virtually nonexistent in terms of
Latjn music, especially in the U.S.
Now, with artists like Luis Fonsi,
Paulina Rubio, and Los Tucanes De
Tijuana firmly entrenched on the Bill-
board charts—and strong Mexican,
Brazilian, and Spanish divisions—
Universal’s growth is obvious.

Once Dfaz decided to step down,
Lépez—who had headed Universal's
Latin operation in
Miami prior to the
W merger and took

' Universal Spain to
market leader-
ship—was the log-
ical successor.
Indeed, with solid
operations on both
sides of the At-
lantic, Lépez is planning to develop
artists not only within the U.S. mar-
ket and Latin America but also in
Spain. As an example of what can be
accomplished, he cites Mexican singer
Rubio’s suceess in that market.

Lépez will report to Jorgen
Larsen, chairman/CEO of Universal
Music International.

piaz

came from digital download retailer
EMusic.com and digital commerce
services company Preview Systems,
which reported substantially higher
losses for the period.

EMusic posted a net loss of $191
million, or $4.65 per share, in the
December quarter due to so-called
“Impairment charges” against the
value of its assets, including its music-
related content, totaling $173 million.
In the same quarter in 1999 the com-
pany’s net loss totaled $14.3 million, or
47 cents per share. Revenue for the
quarter increased to $4.7 million from
$423,000 a year earlier. Music revenue
totaled $1.7 million, compared with

$229,000 in 1999.

Preview Systems announced that
it has fired 25% of its staff—37
employees out of a work force of 140—
and is exploring the possible sale of
the company, in the wake of increased
losses for the fourth quarter and full
year. For the quarter, Preview report-
ed a loss of $6.8 million on revenue of
$1.8 million, compared with a loss of
$5.5 million on revenue of $1.2 million.

Among other digital music com-
panies posting lower profits between
October and December of last year
were MP3.com, Real Networks, Lig-
uid Audio, Launch Media, and

(Continued on page 13)

Matown, University Make Pact

BY GAIL MITCHELL

LOS ANGELES—In a move de-
signed to capitalize upon their respec-
tive A&R and creative strengths,
Motown Records and University
Records have entered into a world-
wide distribution pact.

Under terms of the profit-sharing
agreement, University will exclusively
bring artists to Motown for mutual
development by Motown pres-
ident/CEO Kedar Massenburg
and University founder/presi-
dent A. Haqq Islam.

The first project under
this arrangement will be
R&B male quartet Majusty.
Edward “Eddie F”’ Ferrell
(Mary J. Blige, Donell
Jones) and the
Neptunes
(Mystikal, Jay-Z)
are among the
slate of producers working on the
expected summer release.

“The combination of Motown’s pro-
motion, marketing, and publicity
machine and University’s creative
instincts are a perfect mix for discov-
ering and developing new talent,”

ISLAM
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says Massenburg. “It will be exciting
to work closely with Haqq.”

Following an A&R stint with
Philadelphia International Records, as
well as operating his own concert pro-
motion firm, University Promotions,
Islam launched University in 1993.
With an artist roster that includes Dru
Hill, Mya, and Terry Dexter, he later
secured distribution deals with Inter-
scope, Warner Bros., and
Island/Def Jam. Mya and Dru
Hill will continue to be
released through Interscope
and Island/Def Jam, respec-
tively. Dexter, however, is no
longer with Warner Bros.
Islam notes that she may
become part of the Universi-
ty/Motown fold.

“I’ve always
appreciated and
admired the his-
tory of Motown,” says Islam. “Plus,
Kedar and I are friends who share
the same creative passion. My chief
desire has always been to make
R&B young again. We're doing
that and want to keep that tradi-
tion going.”
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BY KAI R. LOFTHUS

CANNES—After numerous re-
schedulings, Universa/BMG Inter-
net venture GetMusic is realizing its
plans for an international presence.

OnJan. 10, GetMusic LL.C opened
a subsidiary, GetMusic Internation-
al Ltd., with headquarters in Lon-
don’s Camden Town. Based there
are managing director David Fisch-
er—a native of St. Louis who has
lived in Liondon for the past eight
years—and VP of programming and
content Heidi Wendorff, who relo-
cated from GetMusic in New York,
where she held the same position.

The two executives have widely
different backgrounds. Fischer is a
former journalist whose strong suits
are media, business, and interna-
tional markets. He spear-
headed CNN’s entry into
India, launched a business
news channel in Singapore,
and recently served as man-
aging director of Com-
puServe U.K. and VP of
AOL Europe.

Wendorff was with BMG
Distribution in the U.S,,
working as a college rep, sales rep,
product development staffer/Mid-
west, marketing manager/Midwest,
and director of E-commerce. Wen-
dorff reports to Fischer, who reports
to GetMusic’s New York-based pres-
ident/CEQO, Andrew Nibley.

“David has an impressive, well-
rounded media background, having
worked for online and offline organ-
izations both in the U.S. and abroad,
which will play a critical role in our
continued growth into international
markets,” says Nibley.

The initial target markets for Get-
Music International are the U.K.,
France, Germany, and Japan. No
launch dates have been announced,
although it’s believed that the sub-
sidiary will start submitting content
to GetMusic.com in mid-March.

Fischer told Billboard during the
recent MIDEM in Cannes that his

RetMusic International
Opens In London

NIBLEY

main objective is to create joint ven-
tures and partnerships in the target
countries. “My philosophy is to just
do it rather than building an organi-
zational hierarchy. [ just want to get
the best people and the best pro-
gramming,” he said.

Fischer said he will hire someone
“in an editorial position on Heidi’s
level,” in addition to appointments in
strategy/planning and finance.

Although the international local-
language sites will be produced
along similar lines as the one in the
U.S. (including translations of U.S.
articles and local takes on features
like Videolabh, Absolute Zero, and E-
coustic), Fischer underscores the
importance of strong local links.

Local international artists will
have a window in the U.S.
on GetMusic.com. In late
February, GetMusic will
host an unplugged event
with the U.K.'s Craig
David, who is poised for a
breakthrough in the U.S.
via Atlantic Records.

Wendorff said in Cannes,
“We don’t want to replicate
just one formula. The French people,
for instance, are not great fans of
country, so there we would have a
wider dance section.”

Added Fischer, “We’ve had meet-
ings recently with all labels. We're
not only interested in our [parent
companies’] music.” He also said he
expects GetMusic to have a presence
on Internet-based platforms for tel-
evision and mobile phones.

“When MTV was first introduced,
they pioneered a level of interaction
between the artists and the con-
sumers,” said Fischer. “We're trying
to do something of the same, not
exactly what they're doing but
somewhere on the next level.”

GetMusic will be utilizing a con-
tent and commerce partnership with
Bertelsmann Online for Web sites in
Germany, France, U K., Switzer-
land, and the Netherlands.

RECORD COMPANIES. Paul Russell
is promoted to senior VP of Sony
Music Entertainment in New
York. He is also chairman of Sony/
ATV Music Publishing.

Razor & Tie Entertainment pro-
motes Lyle Preslar to senior VP
of marketing and Sebouh Yeg-
parian to VP of sales in New
York. They were, respectively, VP
of marketing and senior director
of sales and marketing.

Etoile Zisselman is promoted
to VP of adult formats for Arista
Records in New York. She was
senior director of adult contempo-
rary promotion.

Marilyn Batchelor is promot-
ed to VP of strategic marketing
for MCA Records in Santa Moni-
ca, Calif. She was senior director
of marketing.

Nick Bedding is named senior
director of adult formats for Hol-
lywood Records in Burbank, Calif.

EXECUTIVE

Gopyright Directive Nears Approval

Industry Takes Issue With EU’s Stance On Private Copying

BY KAI R. LOFTHUS
BRUSSELS—As the European
Union’s (EU) politicians surprisingly
embrace third-party distribution of
intended private copies of music, the
music industry is maintaining efforts
for a fair Copyright Directive, sched-
uled to receive the European Parlia-
ment’s approval Feb. 14 in Stras-
bourg, France.

As the deadline for approval ap-
proached, the international music
industry lobbied the EU’s parliament
members, hoping to amend the high-
ly disputed wording of the directive’s
Article 5.2.b, which provides for an
exception for copies made “by a nat-
ural person for private use and for
ends that are neither directly or indi-
rectly commercial.”

While politicians claim that the pri-
vate copying provision prevents ille-
gal distribution of music, the industry
says that the text can be interpreted
in a much wider sense, legalizing serv-
ices like Napster and making it more
difficult for music companies to take

their business online.

The provision may also influence
the way the Digital Millennium Copy-
right Act (DMCA)in the U.S. defines
private copying.

The decision by the European Par-
liament’s legal affairs committee to
retain the aforementioned defini-
tion—viewed by industry sources as
a compromise
solution to meet
the interests of
various lobbyists
—came during a
Feb. 5 meeting in
Brussels. The
committee’s work on the directive, led
by parliament member Enrico Bosel-
li, was complicated by 189 proposed
amendments.

One of Boselli’s closest associates,
Angelo Consoli, says he expects lob-
byist groups to continue to press par-
liament members until Tuesday (13)
afternoon, when a plenary session in
the parliament in Strasbourg will dis-
cuss the directive.

“This is an especially difficult issue,
because there are always people who
will disagree,” says Consoli. “Every-
body’s lobbying on this directive, and
I'm not surprised. This is probably the
most over-lobbied directive ever.”

The issue of private copying has
been a specific concern posed by such
industry organizations as the Interna-
tional Federation of the Phonographic
Industry (IFPI); GESAC, the umbrel-
la organization for authors and com-
posers’ societies in Europe; and the
Brussels-based Independent Music
Publishers and Labels Assn. (Impala).

In a document issued last Novem-
ber, the [F PI said, “The private copy-
ing exception contained in the Copy-
right Directive, as currently drafted,
could lead to interpretation allowing
multiple copying and distribution to
third parties (Article 5.2.b). So de-
fined, ‘private’ copying in fact becomes
‘public’ copying, with people distrib-
uting copies to an unlimited number
of Internet users across the world.”

(Continued on page 67)

FIMI Holds First Italian Music Awards

BY MARK WORDEN
MILAN—The general industry
reaction to the first-ever edition of
the Italian Music Awards, staged
Feb. 5 at the Auditorium in Milan,
was, “We’ve finally done it.”

Italy has had only the Premio
Della Musica Italiana—or the PIM
Awards—whose winners are cho-
sen through a readers’ poll con-
ducted by daily newspaper La
Repubblica. Toni Vandoni, head of
relations with record companies for
the national network Radio Italia
says, “PIM may be a fun event, but
the general feeling is that it isn’t an
objective reflection of the record
business. Lia Repubblica is owned
by a large publishing company with
its own set of priorities. [The new
awards are] a reliable measure of
the music industry.”

The awards were organized by
the Federazione Industria Musicale
Italiana (FIMI), whose youthful
director-general, Enzo Mazza,
worked long and hard to overcome

FIM.L

industry resistance, or at least iner-
tia. He tells Billboard, “The original
plan was to hold the event in
November, which would have been
a more appropriate month, but we
were forced to delay.”

The fact that it was staged just a
few weeks before the San Remo
Festival, an event of massive
importance in Italian music, led
some observers to wonder whether

TURNTABLE

PRESLAR

RUSSELL

He was adult alternative editor for
Hits magazine.

Theola Borden is promoted to
senior director of press and artist
development for the Elektra En-
tertainment Group in New York.
She was director of publicity.

Jim Moreno is promoted to sen-
ior director of music licensing for
BMG Special Products in New
York. He was director of market-
ing for PolyGram Music Publishing.

Jackie Marushka Smith is
named senior director of public

YEGPARIAN ZISSELMAN
relations for Provident Music
Group in Nashville. She was direc-
tor of publicity for the Benson
Label Group.

Jive Records promotes David
Stamm to director of A&R, Toi
Green to director of A&R, and
Jennifer Sabba to associate direc-
tor of national singles sales/sales
administration in New York. Jive
Records names Micki Boas direc-
tor of teen marketing in New York.
They were, respectively, manager
of A&R, associate director of

BATCHELOR BEDDING
A&R, manager of national singles
sales, and marketing insight man-
ager for Fusion 5.

Lauren Schneider is promoted
to manager of media and artist
relations for the Island/Def Jam
Music Group in New York. She
was assistant to the media and
artist relations department.

PUBLISHERS. Mandy Reilly is pro-
moted to coordinator of writer/
publisher relations for SESAC in
Nashville. She was a receptionist.

FIMI was trying to upstage it. In
fact, the timing was coincidental.

To judge the 12 categories, nine of
which were Italian, FIMI devised an
Oscar-like academy of 400 experts,
including managers, DJs, music
journalists, record-shop owners, and
record buyers. The voting system—
both for the nominations, which
were announced in January, and the
awards themselves—was officially
audited by PricewaterhouseCoop-
ers. Jurors voted for artists who had
records on the Italian charts from
Deec. 1, 1999, to Nov. 30, 2000.

In addition to giving Italy its
own version of the Grammys,
another major objective of the
awards, according to Sugar label
head of I[talian records Marco
Giorgi, “was to create a television

(Continued on page 15)

SMITH

BORDEN

RELATED FIELDS. Ted Greene is
promoted to senior VP of Dream-
catcher Artist Management in
Nashville. He was VP.

Maggie Wang is promoted to
account executive for the Mitch
Schneider Organization in Sher-
man Oaks, Calif. She was a sen-
ior publicist and tour press
director.

David Votta is named director
of events for the Gospel Music
Assn. in Nashville. He was re-
gional director of Helms Briscoe.
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Spaniard Sanz A Unique Grammy Pick

BY LEILA COBO

MIAMI—The inclusion of boxer Oscar
De La Hoya’s singing debut in the
Grammy Awards’ best Latin pop
album sweepstakes may have raised
eyebrows, but the real surprise in the
category is Alejandro Sanz’s “El Alma
Al Aire.”

That’s not just because the 32-year-
old Sanzis the first Spaniard in recent
memory to be included in a category
frequently dominated by artists from
the U.S. and Latin America. It’s be-
cause his Warner Music album—a
complex, esoterie creation in a lineup
of facile, if well-crafted, pop—might
actually win.

If Sanz were to garner the Latin
pop album trophy, it could signal a new
direction in the Grammy’s Latin cate-
gories—a direction more internation-
al in scope and taste and less driven
by stateside crossover appeal.

That a truly thoughtful, sometimes
hard-to-digest album should win the
Latin pop album Grammy wouldn’t be
a first. Just last year, Rubén Blades
took the prize for the experimental
“Tiempos,” an album that had no radio
single and sold poorly in the U.S. But
Blades, a Latin music institution, was
a known quantity to Grammy voters.

Sanz, instead, is a relative new-
comer to this market, even though “El
Alma” has sold 2.3 million copies since
its release last September, according
to Warner Music. While 1.2 million
discs were sold in Sanz’s native Spain,
only 200,000 copies have been tallied
in the U.S.

No matter, says Ifiigo Zabala, pres-
ident of Warner Music Latin America.
“His last album [“M4s’] sold more than
600,000 copies in the U.S. It’s very
unusual for an artist to do that in the
Latin market. And with this album,
we've already had two singles in the
top 10 [of the Hot Latin Tracks chart].”

Still, Zabala says, “he’s an artist
who needs exposure at a more popu-
lar level.”

In aiming for this heightened ex-
posure, especially to a non-Latin audi-

ence, Warner has paired Sanz with hit
Irish pop act the Corrs in a duet that
will have them singing a Spanish ver-
sion of “One Night” and an English
version of “Me Iré,” produced by
David Foster.

“When they [Warner] proposed
doing this,” Sanz says, “I spoke with
the Corrs, because I truly wanted to
know their opinion on the matter. If it
was only a marketing ploy, if there
wasn’t music and understanding
behind it, then I wasn’t going to doit.
And they wouldn’t [have] either.

“Sometimes we think people want
easy music,” Sanz adds. “But we have

SANZ

to give them good music. We're the
ones making the music, and we'’re
responsible. If there’s bad music out
there, it’s [our] fault.”

With Sanz’s high-minded thoughts
and often high-minded musie—a blend
of highly personalized pop with a sub-
tle flamenco base—he is an artist
thought to be geared toward a sophis-
ticated listenership.

If that is indeed the case, then his
massive sales would seem to indicate
a considerable audience of sophisti-
cated listeners. It also might lead an
academy of connoisseurs to hand him
a Grammy, especially in a year in
which heavy voting is expected from
Spain and Latin America, markets
where Sanz is hugely popular.

In Spain, Warner released “El
Alma” four days prior to its original
due date, under pressure from retail-
ers who feared pirate copies would
flood the market. The album sold

200,000 copies its first day and 1.5 mil-
lion copies in its first week.

The expectations surrounding the
album stemmed from Sanz’s previous
set, “Mds,” which sold 6 million copies
worldwide. Artistically breathtaking,
the album cemented Sanz’s growing
reputation at home as an accom-
plished songwriter.

Sanz was no prodigy, though. At the
start, says Zabala (who signed the
singer to Warner Spain in 1991), Sanz
“wrote straightforward pop songs
with juvenile lyries: motorcycle acci-
dents, a boy leaves a girl, a boy has an
affair with an older woman.” Still,
Zabala adds, the way Sanz told his sto-
ries hinted at a future “great author.”

As Sanz evolved, his lyrics became
more metaphorical, and his melodies re-
volved elaborately instead of being re-
solved simply. And in Spain, his follow-
ing grew. By the time he released
“Més” (his fourth album, in '97), he was
hugely popular there. But it was thanks
to “Corazén Partfo,” an upbeat single
from that album, that he was finally able
to break into the overseas market.

“In Miami, at least, that song
opened the door for him,” says Tony
Campos, PD for WAMR (107.5 FM)
Miami. “He sings his songs in such a
personal manner. Each song is part of
his life. And his voice is uncommon as
well. But ‘Corazén Partio’ was funda-
mental. Had it not been for that song,
it would’ve been harder for him to get
onto radio.”

Sanz himself has acknowledged
that the flamenco-influenced “Cora-
z6n Partio”—which has been covered
by numerous artists, including Julio
Iglesias—was a breakthrough both
for his music and his career. But in-
stead of penning a “Corazén” clone for
“El Alma,” Sanz took a more intimate
route, one demanding concentration
from his listeners.

Sanz, who mounts a tour of the U.S.
and Latin America in the spring, is re-
presented by Madrid’s Rosa Lagar-
rigue Management. His songs are
published by EMI Music Publishing.

BY BILL HOLLAND
and BRADLEY BAMBARGER

Father of the modern jazz trom-
bone, James Louis “J. J.” Johnson
could look back on a half-century of
achievement as an instrumentalist
and composer as he recovered from
prostrate cancer over the past few
years. But the jazz totem’s road came
to end Feb. 4, when he died at age 77
at his Indianapolis home. Facing a
new muscular-skeletal disorder, the
artist apparently took his own life
with a self-inflicted gunshot.

The last decade had
served as an Indian
summer for Johnson,
whose recent series of
Verve albums was
capped by 1999’s
Grammy Award-win-
ning “Heroes.” This
continued the acclaim
that began with the
very birth of modern
Jjazz, as Johnson was
a regular Down Beat
critics’ and readers’ poll winner from
the early '50s onward for his rare
prowess on the trombone. Over the
years, he helped recast his instru-
ment’s role from that of gut-bucket
accompaniment to a virtuosic, mel-
lifluous front-line voice.

As a young man, Johnson played
with the orchestras of Benny
Carter and Count Basie. With the
late-'40s rise of bebop, the Indi-
anapolis native joined pioneers
like Charlie Parker in New York’s
52nd Street club scene. One of the
key sessions Johnson contributed
to in these years yielded Miles
Davis’ epochal 1949 Capitol album
“Birth Of The Cool.”

By the early '50s, Johnson was
the bright new solo star on his in-
strument, cutting albums for Savoy,
Blue Note, Prestige, and Bethle-
hem. He earned further plaudits as

JOHNSON

J.J. Johnson, 77, Dies

Jazz Trombonist Had Grammy-Winning Indian Summer

co-leader of the popular Jay & Kai
combo with friend and fellow trom-
bonist Kai Winding. In 55, Johnson
inked with Columbia, for whom he
recorded a long line of lauded discs.
After his stay at Columbia, Johnson
also recorded for Impulse! and RCA
Victor, among other labels.

Johnson earned high regard as a
composer following the debut of sev-
eral longform compositions, including
the “Poem For Brass” featured on a
much-discussed '56 Columbia album
heralding the classically minded
Third Stream move-
ment in jazz. High-
profile extended
commissions from
the Monterey Jazz
Festival and Dizzy
Gillespie followed.

Touring and re-
cording regularly un-
til he hit a career lull
in the late '60s (along
with many other
veteran jazzers),
Johnson moved to Los Angeles in
the early "70s at the urging of Quin-
cy Jones. There, he succeeded in a
second career as an arranger/com-
poser for TV and such popular films
as “Barefoot In The Park” and “Sea
Of Love.”

Although recently retired due
toill health, Johnson had recorded
for Verve throughout the past
decade, along with returning occa-
sionally to the jazz stage. Beyond
the Verve discs, his remarkable
golden years included the 1990
Concord quintet set “Vivian,” an
album named for his first wife
that showcased his ever-mellow
tone in a set of ballads.

Johnson is survived by his second
wife, Carolyn, as well as two sons.

Assistance in preparing this story
was provided by Steve Graybow.

The Law Offices Of Joseph D. Schleimer and Kenneth D. Freundlich, Esq.

Are Pleased to Announce the Formation Of
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Music & Entertainment Litigation
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Beverly Hills, California 90212

Web site: www. Schleimerlaw.com
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DMB’s "Everyday’ Turns A Page

Band’s Fifth RCA Album Sees Matthews Go Electric

BY JONATHAN COHEN

NEW YORK—Dave Matthews
Band’s fifth studio effort, “Everyday,”
turns yet another new page in the
famed quintet’s sonie storybook.

The set, due Feb. 27 on RCA, finds
Dave Matthews playing primarily
electric guitar
for the first time,
infusing the ma-
terial with a
renewed urgen-
cy and texture.
The new sound is
evident on the
first single, “I
Did It,” which hit
No. 10 on Bill-
board’s Modern
Rock Tracks chart in just three
weeks.

Sessions for “Everyday” began last
summer in DMB’s Charlottesville,
Va.-based studio with producer Steve
Lillywhite—who helmed the group’s
past three studio efforts, including
1998's triple-platinum “Before These
Crowded Streets.” But while pausing
to embark on its usual summer tour,
the South African-born Matthews
and his band—Carter Beauford

MATTHEWS, LEFT, AND BALLARD

(drums, percussion), Stefan Lessard
(bass), LeRoi Moore (saxophone,
flute), and Boyd Tinsley (violin)—
began to re-evaluate their progress.

“We all felt we needed an injection
of freshness,” Matthews admits,
adding that he felt hampered by what
he perceived as

o8 ; ~ _ pressure “to
,. ¥ ﬁ write music that
~ would please the
; - industry” Atthe
suggestion of
Bruce Flohr,
RCAs VP of
A&R, producer
Glen Ballard
(Aerosmith, Ala-
nis Morissette)
met with the band during a tour stop
in Hartford, Conn. The band soon
agreed to switch gears and bring Bal-
lard on board.

Matthews then journeyed to Los
Angeles, planning simply to tight-
en up the arrangements of eight
songs from the earlier sessions and
complete four unfinished composi-
tions. But what resulted was a
nine-day flurry of songwriting by
Matthews and Ballard that both

1
d i

The Kadane Brothers Return

With "Newness’

BY WENDY MITCHELL

NEW YORK—Brothers Matt and
Bubba Kadane, now in their early 30s,
have been writing and playing music
together since they were teenagers.

So it should be no surprise that
even though their last band, Bedhead,
dissolved in 1998, the brothers never
stopped playing together. Even
though Bubba lives in Dallas and
Matt lives in Boston, they still collab-
orate in a variety of ways—either
working on songs
when they see
each other or
trading tapes
through the mail.

“Our process
varies, and we
think it’s nice that
we don'’t have a set formula,” Bubba
explains. “We can listen fresh to what
each other does and sort of be the
audience.”

Now they have a new band, the
New Year, to showcase their song-
writing evolution since Bedhead’s
breakup. Chicago’s Touch & Go will
release the act’s debut album, “New-
ness Ends,” Feb. 20.

The Kadanes aren’t the only indie-
rock luminaries involved in the New
Year. They are joined by drummer
Chris Brokaw (who plays guitar in
Come and played drums for Codeine),
bassist Mike Donofrio (Saturnine),
and third guitarist Peter Schmidt
(who used to work with Bedhead).

The Kadanes used a similar musical
lineup in Bedhead. “With Bedhead we
thought we hit on something when

o)

fo)

THE NEW YEAR

On Touch & Go

we hit on that setup of three guitars,
bass, and drums with accent instru-
ments,” Bubba says. “It felt like
something really substantial to us,
something more powerful.”

Speaking of power, fans of the lan-
guid songs from slowcore pioneers
Bedhead may be somewhat surprised
by the New Year. The musicisn’t rad-
ically different—it’s still emotional
with intricate instrumentation—but
some songs have more gusto. “It's dif-
ferent in its over-
all feel,” Kadane
says.

Corey Rusk,
president  of
Touch & Go, was
a big Bedhead
fan (the band was
actually signed to now-defunct Touch
& Go affiliate Trance Syndicate), and
he immediately was interested when
the Kadanes shared demos of their
post-Bedhead material with him.
“Matt and Bubba are doing some-
thing new and interesting, but with-
out losing sight of their Bedhead
roots,” he says.

Touch & Go will service college
radio and commercial specialty shows
with the album, and the label will
work with Web sites such as Epiton-
ic to post an MP3 file of the track
“Gasoline.” That track will also
appear on a promotional compilation
for the Local Independent Network
of CD Stores in California. The New
Year will also tour the U.S. in late
March and April in support of the
project.

describe as astonishing.

“We walked in the room on that
first day, and we were having fun
together,” Matthews says. “By the
end of the day, there was a song done.
And on the second day, there were
two songs done, and so on.”

“At the end of the nine days, we
had 10 new songs,” Ballard enthuses.
“I was still prepared to cut whatever
David wanted to cut. But he just said,
‘Man, let’s just go fresh with all of
this.” It was a radical decision for him

PP LA S A T 6 S TR TR LN A N
Spice With Soul. Victoria Beckham, aka Posh Spice of Spice Girls, was recently
in Los Angeles working on tracks for a solo record. The project, due on Virgin later
this year, will feature the tunes “l Wish” and “What You Talkin’ "Bout,” which were

produced by Soulshock and Karlin. Pictured in the studio, from left, are Karlin,
Beckham, and Souishock.

(Continued on page 17)

After 1a Years, Go-Go’s Have New Album;
Jackie Jackson Launches Jesco Records

DRAMA QUEENS: Given that it's been more than
15 years since the Go-Go’s released a new studio
album, it should come as no surprise that the quintet
had plenty of experiences to examine when it came to
making “God Bless The Go-Go's.”

“Between the five of us and 15 years of being away,
we call it ‘75 years of drama to draw on,”” jokes lead
singer Belinda Carlisle. “We've had babies, gotten
matrried, divorced, we've been through rehab, we've
had lives, and hopefully matured into smart women.”

The album, out May 15 on BMG-distributed Beyond
Records and produced by Paul

STUFF: Trip-hop artist Tricky, previously on Island
Records, has signed with Hollywood Records. Guests
on his July label debut include the Red Hot Chili Pep-
pers, Alanis Morissette, and Live’s Ed Kowalczyk.
The deal is worldwide, except for the U.K., where he
is signed to Epitaph.

1996 Billboard Century Award winner Carlos San-
tana and Mary J. Blige will receive Rock the Vote's
2001 Patrick Lippert Award at the organization’s Feb.
20 event in Los Angeles. Set to perform are Foo
Fighters, Jill Scott, and Black Eyed Peas. The Lip-

pert Award is given to artists for

Kolderie and Sean Slade, fea-
tures longtime Go-Go’s Carlisle,
Charlotte Caffey, Gina Schock,
Jane Wiedlin, and Kathy Valen-
tine and is preceded by first sin-
gle “Unforgiven.” Green Day’s
Billie Joe Armstrong, who co-

E
BT

their activism.

JACKIE JACKSON HAS a
dream: “I want to get all my
brothers and sisters on my label.
There’s nothing wrong with
dreaming, is there?” asks Jack-
son, who has just launched Jesco

wrote the track, is featured on
guitar and background vocals.

Carlisle, who lives in France
with her 8!/2-year-old son and
husband, didn’t participate in the songwriting process
with the rest of the L. A -based band. “I only have cred-
it on two of the songs,” she says. “It was sort of good
for me to come in with an objective point of view and
say, ‘Ewww, that sounds horrible’ or ‘That sounds
good,” whereas the other people at that stage may have
lost their perspective.”

Perhaps the hippest title, if not song, on the album is
“Vision Of Nowness,” which came from Carlisle’s close
encounter with Sammy Davis Jr. “I went up to him
and drooled all over him in Chasen’s. It was a few vears
before he died,” she recalls. “He knew everything about
me and the Go-Go’s. On the way out, he came up to my
table, snapped his fingers, looked at me, and said, ‘Baby,
you're a vision of nowness.’ I just about died. That was
the best line I’d ever had from anybody!”

The album’s release will be followed by a summer
amphitheater tour in the U.S., as well as international
gigs. “I used to love touring when I had no responsibili-
ties, but with being a wife and mother; it’s very difficult,”
says Carlisle. “I hate the tour bus and the traveling. I
love doing the shows, and that makes it worthwhile. This
is such a gift—I don't take it for granted.”

Those who want to see even more of Carlisle can
catch her in the June issue of Playboy, where she’s
featured in what she calls “a classic '50s kind of
pinup” pictorial. “I'm really fed up with this whole
media thing where you have to be 20 years old, a size
0, and blond with plastic tits,” she says. “I'm proud
of who I am. I think there are a few women who
inspire women to accept themselves, and I want to
be one of those women.”

by Melinda Newman

Records, one of several entities
under his new umbrella company,
Beverly Hills, Calif.-based Futur-
ist Entertainment.

While such a goal may take years and a gaggle of
lawyers, Jackson’s first signings to Jesco are teen-ori-
ented artists, including 17-year-old Las Vegas-based
R&B/pop singer Daén and Thousand Oaks, Calif.-
based teen Lauren Evans. “I wanted to give them a
shot like someone gave us a shot when we were kids,”
says Jackson. He’s also looking at signing “established
artists. There are a lot of them out there who still have
followings but no longer have deals because of all the
mergers.”

The label, which takes its name from the first letter
of Jackson’s name paired with his middle name, is
shopping for distribution. Among the contenders,
according to Jackson, are WEA (through Atlantic)
and Universal.

Other Futurist Entertainment divisions include a
publishing company, an animated division, and J6Fam-
ily.com, the official Jackson 5 site, which will launch
in March. While Michael and Janet Jackson will keep
their official sites as well, information about them and
links will be included on J6Family.

Jackson owns 85% of the company, while Seattle
entity Networkcommerce owns 15%.

In the meantime, Jackson is beginning work on a
new record featuring all his brothers, including
Michael. Jackson says the album, which has been
talked about for three years, is still in the early stages,
with the Jacksons reviewing material and writing.
Jackson adds that the brothers are talking to differ-
ent labels but that the album will not be on MJJ/Epic,
as previously reported (Billboard, April 11, 1998).
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REPRISE’S NICKS RETURNS

(Continued from page 1)

And with good reason. “Trouble In
Shangri-La” shows the sometime
Fleetwood Mac siren in her finest musi-
cal form since her 1981 solo breakout,
“Bella Donna.”

“In many ways, this album brings
me full circle,” Nicks notes. “There are
a couple of songs I've been holding on
to since that era, waiting for the right
context to bring them out. Also, there
was an accumulation of time and life
experiences—and songs—reminiscent
of that period.”

Despite a diverse roster of produc-
ers—including Sheryl Crow, John
Shanks, and Pierre Marchand—*“Trou-
ble In Shangri-La” boasts cohesion in
style and structure as it strikes a bal-
ance between Nicks' signature rock
poetry and concise, radio-conscious pop
hooks. The artist credits a renewed
confidence in her songwriting as the
driving force in the album’s direction.

“I remember asking my dear friend
Tom Petty to work with me on some
songs,” Nicks says. “I wasn't feeling my
best; [ was unsure about a lot of things.
He said, ‘No. You're a premier song-
writer. You don't need anyone to help
you with your songs. Do it yourself. It
was the jolt I needed.”

Petty isn't the only musical figure
with such high regard for Nicks.
“Trouble In Shangri-La” is brimming
with high-profile guests. Dixie Chick
belter Natalie Maines harmonizes on
the twangy midtempo rocker “Too Far
From Texas,” while Macy Gray weaves
her distinctive purr into the atmos-
pheric shuffler “Bombay Sapphire.”
Sarah McLachlan lends her voice to the
lilting, set-closing ballad, “Love Is.”
The common denominator among such
seemingly disparate guests? Each cites
Nicks as a prime musical influence—
something that tickles her.

“OK, so now I'm ‘Mama Rockstar, ”
Nicks says with a giggle. “It’s cool.
Actually, it’s great. I take pride in
knowing that people have benefited
from the road I've traveled. We've had
a wonderful time bonding.”

No recent bond has been deeper or
stronger than the one Nicks has forged

DOTCOM 4TH-QTR. RESULTS ARE DISAPPOINTING

(Continued from page 6)

InterTrust Technologies.

Liquid Audio reported a net loss
of $10.6 million, or 47 cents per
share, on revenue of $1.8 million in
the December quarter, up from a net
loss of $8.2 million, or 38 cents, on
revenue of $1.3 million a year earli-
er.
RealNetworks posted a fourth-
quarter net loss of $33.3 million on
revenue of $58.2 million, compared
with a profit of $6 million on $43.5
million in revenue in the same peri-
od of 1999. InterTrust’s net loss in
the December quarter increased to
$18.1 million on revenue of $1.8 mil-
lion, compared with a loss of $9.1 mil-
lion on revenue of $282,000 a year
earlier. And MP3.com reported a
quarterly net loss of $35.6 million on
revenue of $22 million, compared
with a net loss of $14.9 million on
revenue of $15.3 million the year
before.

with Crow. The pair has been gradual-
ly developing a friendship for several
years, but Nicks says the ties have
become “unbreakable” since the two col-
laborated on five “Shangri-La” songs.

“First, Sheryl's brilliant,” Nicks says.
“She’s an amazing songwriter, singer,
and musician. But she’s also someone
who gets it. She understands the life of
awoman in rock’n’roll. There’s no room
for playing games with her or saying,
‘You don’t understand what I'm going
through.” She understands, and that’s
brought us closer than I can explain.”

For Crow, connecting with Nicks is
something she tries not to “get too
deep into my head about,” she says.
“She represents such a huge chunk of
my life that it's almost unreal to be in
the same room with her.”’

Still, Crow notes that there was an
instant ease in their relationship—both
in and out of the studio. “Stevies just
so real, so completely open as a per-
son,” she says. “And as an artist, she
continues to work hard. Sometimes
you meet your heroes, and you discov-
er they've stopped growing or have
gone past caring about what they do.
Stevie's still so vital. She’s still looking
to try new things.”

Nicks and Crow both point at the
“Shangri-La” highlight “Sorcerer”—a
song the pair co-wrote and on which
Crow lends guest vocals and guitars—
as an example of their successful exper-
imentation.

“Sheryl challenged me to explore dif-
ferent areas of my voice,” Nicks recalls,
noting the soulful falsetto that she
reaches during the song’s initial vers-
es. “It was fun to do, and it wound up
working so well within the song’s
arrangement.”

Adds Crow, “Stevie’s an incredible
singer. She approaches music in a such
a unique manner. It would be easy for
her to just stick to the same old thing,
but she’s clearly not content to do that.”

In addition to “Sorcerer;” Nicks notes
the Crow composition “It's Only Love”
as a personal favorite. “It’s asong that I
love to sing,” she says. “I'm hoping that
it will be part of the set for the tour.”

Launch Media, which reported that
its quarterly loss increased to $7.9
million from $7.8 million, laid off 12
employees from its technical support
department Feb. 6. The company had
already fired about 20 staffers in Jan-
uary.

Buy.com was one of the few Web
companies to actually cut its loss-
es, from $49.6 million to $36 million,
in the December quarter, but it was
beset by other problems. The com-
pany experienced a drop in rev-
enue during the period, from $200.6
million to $196.7 million, and failed
to meet the expectations of some
Wall Street forecasts. Coinciding
with its earnings announcement,
the online retailer of consumer
electronics, music, and DV D/video
disclosed the firing of 25 staffers
and said it plans to sell its U.K.
operation and shutter its Canadian
business in an effort to cut costs.

Stevie Nicks, left, shares the stage
with Sheryl Crow, who collaborated
with Nicks on her new Reprise album,
“Trouble In Shangri-La.”

Touring is a key component of the
“Shangri-La” marketing strategy. But
don’t expect Nicks to drench the set
with songs from the new album. “I
learned an important lesson back dur-
ing the first ‘Rumours’ tour with Fleet-
wood Mac,” she says. “You can't shove
new songs down your audience’s throat.
You can do three or four at the most.

“On that ‘Rumours’ tour,” Nicks
adds, “we did most of that album, and
people didn’t want any part of it. They
want familiarity. They want the com-
fort of songs that feel like old friends.
You can't exploit your fans by forcing

them to embrace songs they don't
know yet.”

Nicks may offer a blend of classics
and new material on her U.S. tour
planned to run from mid-June through
September (booked by the Howard
Rose Agency). But in a “fair trade-off,”
she is planning to perform much of
“Shangri-La” during a showcase in Los
Angeles shortly before the set’s
release.

Although Reprise is considering
additional showcases, label executive
VP Rich Fitzgerald says the label will
host playback-listening parties for the
album in New York and Chicago in the
coming weeks.

“This record is clearly from the
heart—and it shows her as a fresh, vital
artist,” Fitzgerald says. “It's the record
her die-hard fans waited for; but it has
the potential to draw new admirers.”

Reprise will begin working two sin-
gles from the project at radio in early
April. Triple-A, mainstream rock, and
classic-rock formats will be served the
guitar-charged “Planets Of The Uni-
verse,” while pop and modern AC will be
offered the sweet, string-laden “Every-
day.”” A videoclip for the latter cut is being
planned for production in March.

Beyond radio, the label looks to ex-
plore Internet avenues by assembling
a Nicks page within the Warner/

Reprise site. The artist also maintains
her own well-constructed site, nicks-
fix.com, which will offer streaming
samples of “Everyday” in late Febru-
ary/early Maxch.

TV will also be a prime outlet for
Nicks. Spots on “Late Show With
David Letterman” and “The Rosie
O’Donnell Show™ are confirmed to air
around the album’s release, while other
shows—along with several “special”
tie-ins with VH1—are soon to be
locked in.

Label enthusiasm seems to be run-
ning high, but Nicks admits that she
isn’t the most competitive artist. “I'm
not willing to kick and scratch to win,”
she says. “That doesn’t mean that [
don't want to reach the largest possi-
ble audience. I'm one of the hardest-
working people you'll meet, but I'm
Just not driven by commerce. I make
music and want people to hear it. It's
that simple.”

Nicks—who is managed by Cheryl
Louis at the Howard Kauffman
Agency and whose songs are published
by Welsh Witch/Sony Songs (BMI)—
is philosophical about releasing an
album at a time when the music busi-
ness continues to be dominated by
teens.

“If you're in it for real, then that’s
what counts,” she says.

RY COODER RECORDS IN CUBA, BUT ONLY AFTER POLITICAL HASSLE

(Continued from page 6)

Warren Christopher promised
Berman that he would make sure the
full exemptions would be facilitated if
Berman would shelve his amend-
ment. He did. Then, “when State
went back on Christopher’s promise
last year,” says a source, “it really
pissed Berman off.”

Cooder is not one of Berman’s con-
stituents, nor has he contributed to
the lawmaker’s campaign war chest,
according to federal records.

Under pressure, the State Depart-
ment modified its stand last summer
and said Cooder would be granted a
license to travel to Cuba—but only if
he agreed to forgo all proceeds from
any resultant albums. Cooder reject-
ed the terms.

On Aug. 18,2000, an upset Berman
wrote to President Clinton for help.
“Now for the first time, the State
Department is allowing an American
musician to create a record album
with a Cuban musician . . . but only if
the American musician agrees to
forgo all profits. This is not only
absurd . .. but it violates the 50% of
the Berman [cultural exchange]
amendment that the State Depart-
ment adopted back in 1988, he wrote.

“What Ry Cooder is asking for is a
fraction of what the Berman amend-
ment, as enacted, sought to provide—
i.e., he merely seeks authorization to
preserve a historic cultural genre
before the musicians pass on,” Ber-
man continued, “thereby acquainting
Americans and the world with pre-
Revolution music that was shunned
by the Castro regime. Yet, the State
Department seeks to shut down those
efforts and make it extremely unde-
sirable for Ry to proceed. Mr. Presi-

dent, this case needs your attention,
and it needs it quiekly.”

Cooder reapplied for a license in
November, and he wrote to Samuel
Berger, Clinton’s national security
adviser, about his problem with the
State Department and OFAC. Cood-
er’s application was approved Jan. 17.
According to a Feb. 2 story on the
Cooder matter in The Baltimore Sun,
Berger had called Albright during the
Clinton administration’s final days,
and both agreed that the application
should be approved.

According to a letter obtained by
Billboard, President Clinton also
wrote back to Berman, thanking him
for his “continued involvement” and
confirming that OFAC “has decided
to grant Mr. Cooder’s application and
to allow him to retain any proceeds
that may be generated as a result of
his work.”

“In my view,” wrote Clinton, “this
is precisely the sort of exchange be-
tween Americans and Cubans that
our people-to-people policy was de-
signed to achieve, [which is] to expand
the links between our two peoples
without strengthening the Cuban
government.”

Yet sources report that earlier this
month a State Department official cir-
culated the fact that Cooder made a
$10,000 campaign contribution to Sen.
Hillary Clinton, D-N.Y., at a fund-
raiser this fall, raising questions about
a possible link between the approval
and the contribution. A State Depart-
ment spokesman had no comment.

According to federal records avail-
able on the opensecrets.org Web site,
which gives information about cam-
paign contributors and recipients,

Cooder indeed made the contribution.
But the data also show that he and his
wife contributed to the campaigns of
a number of Democratic candidates
(including Feinstein), though not
nearly as much.

Karen Dunn, Sen. Clinton’s press
secretary, says there was no connec-
tion between Cooder’s campaign con-
tributions and the Treasury Depart-
ment’s approval of a new Cooder trip.
“The senator was not involved in this
matter.”

The suggestion that President
Clinton intervened as a result of the
contribution to his wife’s campaign
seems a far stretch, say insiders
here—especially in light of remarks
by an administration official to The
Baltimore Sun that Berger and Al-
bright had acted on Cooder’s behalf
without knowledge of a contribution.

Correspondence also clearly shows
that the former president and his chief
of staff, John Podesta, were aware of
Berman’s request for intervention
four months before the contribution to
the Hillary Clinton campaign.

Cooder’s lawyer, Candice Hanson,
says that neither she nor her client
wants to discuss the contribution
because they don’t want “to give any
credence to this smear attempt.”

Reflecting on the long, hard road,
Cooder tells Billboard, “Sometimes
you have to deal with another kind of
reality [other than music]. It’s taken
us 13 months of hard work to finally
acquire this license, which should
have been guaranteed under the
Berman amendment. We very much
appreciate everything that was done
for us during this long process.”
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Ben Harper And The Innocent Griminals Go ‘Live From Mars’ On Virgin

BY WES ORSHOSKI

NEW YORK—Ben Harper’s got
some decisions to make. He’s
nearly through listening to the
tapes of almost every show he
and his Innocent Criminals have
performed over the past three
years. And now it’s time to decide
which songs—from that stack of
more than 500 shows—will go on
his first live album, “Live From
Mars.”

Harper, like many artists
before him, could simply pick one
of those shows, put it out, and be
done with it. But his legion of fans
deserves better, he says. He and
the Innocent Criminals put in the
time listening to all those tapes so
they could give those fans some-
thing special.

But still, exactly what will go
on the record—slated for a March
27 release on Virgin—hasn’t yet
been decided. Harper’s talking
about including a version of
“Faded” that segues into Led
Zeppelin’s “Whole Lotta Love.”
There’s his acoustic rendition of
the Verve’s “The Drugs Don’t
Work.” Maybe “Forgiven,” off
“Burn To Shine,” or “Mama’s Got
A Girlfriend Now,” from his first
record. Most likely, the set will
include Harper’s cover of Marvin
Gaye’s “Sexual Healing.”

Despite such uncertainty, the
singer/songwriter says the live
album is something he and the
band want to get out of their sys-
tem now. “If we don’t do it now,”
he says, “we will amass an insur-
mountable amount of material to
go through. I mean, we've
recorded every show for the last

five years. It’s daunting the
amount of listening we’ve had to
do and even still do.”

And it makes sense to put alive
album out now, after four studio
albums, he believes. “You don’t
really want to make a live record
with more than four records out,
because four records’ worth of
material is just so much to go
through,” he explains. “Once you
start getting into five, six, or
seven records, it will water down
that live record because you’ll
take so little off each one. This
way, we can take a chunk off each
record and have it represent the
records respectably and still be
autonomous.”

Well aware of the relative ease
with which his fans can obtain
bootlegs of his shows—either
through Napster or select brick-
and-mortar retailers—Harper is
doing his best to ensure that
“Live From Mars” is a must-have
for fans. The package will include
two CDs; the first an electric set
with the Innocent Criminals, the
second a collection of solo acoustic
performances culled from radio
station appearances and other
sources.

“I want people to go, ‘You know
what? This band is on,” ” he says.
“I want people to go, ‘I wanna see
these guys.””

Though the band has five years’
worth of tapes to pick from, the
tracks will probably come from
shows that took place over the
past two years, during which the
band—Harper, bassist Juan Nel-
son, drummer Dean Butterworth,
and percussionist David Leach—
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recorded its best live perform-
ances, Harper says.
The album’s first single will

BEN HARPER & THE INNOCENT CRIMINALS

most likely be “Sexual Healing,”
says Ray Cooper, co-president of
Virgin Records America. “We
think it’s got opportunities to con-
tinue to broaden the audience,
eventually in the way that ‘Steal
My Kisses’ did off the last album,”
he points out, adding that the
label has yet to determine which
formats will be serviced the song.
All major music-video networks
will be sent live footage of Harp-
er and the Innocent Criminals
performing the song in Paris and
Denver, two of his biggest mar-
kets.

“I think, inevitably, you look at
there being a ceiling, as far as live
records are concerned. And Ben’s
audience is such a wide audience
these days, and a growing audi-
ence, and a loyal audience, that
we’re thinking this record could
do very, very well,” Cooper says.
“We're hard-pressed at this stage
to put any definite numbers on it,
but we’ll probably be shipping
somewhere in the region of at
least 100,000 for a double album,
which is quite strong.”

Based on the sales of Harper’s
catalog, “Live From Mars” will no
doubt do well at Amoeba Music in
San Francisco, says head buyer
Roxanne Pettersen. “The ‘Burn
To Shine’ album, which came out
in '99, sold 545 copies this past
year. So, | anticipate doing those
numbers, if not more,” she says.
“All his other stuff just continues
to sell. We don’t have to adver-
tise, we don’t have to put it on an
endcap; people just come in look-
ing for Ben Harper. It really
kinda surprises me. I'm not real-
ly sure what it is, but people find
him mesmerizing. They are
drawn to him.”

Some fans got a taste of a
Harper live album in 1997, when
Virgin bundled a free live EP
with 50,000 copies of the “The
Will To Live” album. Many more
will have a chance once a docu-
mentary of the band—shot by
photographer Danny Clinch—is
released later this year.

Harper says he’s thinking about
releasing another live album after
his eighth studio release. But that
could change quite quickly. “At
the same time, we may take the
Pearl Jam route,” he says. “After
this is out for a few months, six
months maybe, we may release
every show we’'ve ever done

online or something.”

The L.A.-based act is now play-
ing secondary markets in the U.S.
That tour will extend, hitting
larger markets, through the sum-
mer. Harper is also set to perform
on ESPN'’s first action sports and
music awards show, airing April
10. After the tour, he and the
band plan to take a break and
then head back into the studio to
record their next album, which
Harper hopes to finish recording
in December or January.

“We've got a couple of albums’
worth of material, man. We’ve got
material for days,” Harper says.
“It’s just a matter of sitting down
with it and working out each oth-
ers’ parts, playing it over, and
just really familiarizing ourselves
with it and bringing the best out
of the studio from it.” A likely
candidate for the next album is a

new song called “Blessed To Be A
Witness,” and another, older num-
ber entitled “Touched By Your
Lust.”

For both Harper and his fans,
“Live From Mars” has been a
long time coming. He says it will
be nice to finally have a live
album in stores. “After every
show, two times, minimum—if not
four—I hear, ‘You guys should
put out a live record,’ ” he says. “I
hear that often enough to know
that I want do this so that it can
be done. It’s been brought up so
many times that it’s an obvious.
This band, I think, is known as a
live band. And it seems to me that
it is. And I think, why not put out
arepresentation of that? Why not
make that move? You know,
again, because that is much of
what this band is known for; it’s
just time to do it.”
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ITALIAN MUSIC AWARDS

(Continwed from page 8)

event for musie, which has an
increasingly hard time getting air-
play in [taly.”

Giorgi believes that this second
objective was achieved. In fact, the
organizers were unable to per-
suade the state-owned station,
RAI 2, to broadeast the event live,
which was just as well, because
proceedings started an hour late.
(The show began at 8 p.m.; it was
broadcast at 11 p.m.) Its audience
share was 10.19%, an average total
of 986,000 viewers.

According to Mazza, “We had
been told that a share of 8% would
have been reasonable. Given that
this was our first time out, we're
pretty pleased.”

But the audience figures are
small when compared with the 18-
million strong audience of the San
Remo Festival, which could be
even higher if, as rumored, for-
mer President Clinton gets to
blow his sax.

The FIMI Awards did not make
for riveting TV viewing, observers
say. Live performances by acts like
Shivaree and Morcheeba received
praise, as did Italian artists Max
Gazzé and Bluvertigo, who jammed
together, and Carmen Consoli, who
was accompanied by innovative
orchestral group Quintorigo. Yet
the off-the-cuff interviews, which
lacked the teleprompter slickness
of the Oscars, only seemed to hold
up the proceedings, which took
more than two hours

The Milan daily, Il Corriere
Della Sera, described the show as
“a bit boring,” while British DJ
Grant Benson of the RTL 102.5
network confessed to having
“switched off after about 10 min-
utes. Dollybirds in bras asking
inane questions. Sometimes |
wonder whether Italian TV, or at
least RAI, actually try and make
a potentially great event as bad
as possible.”

The pop group Lunapop, which
dominated the Ttalian charts in
2000, swept the event with four
awards (best Italian group, new
act, album, and single), and the
event was pretty much its show.
That was ironic, since the poor rat-
ings of the band's pre-Christmas
concert, which TV erities nick-
named “Lunaflop,” had reportedly
prompted RAT to stage the awards
show on late-night TV.

Sicilian singer/songwriter Con-
soli won two awards (best Italian
female artist and video), Luciano
Ligabue won best [talian tour, and
Eiffel 65 was best Italian dance
act. Adriano Celentano (best [tal-
ian male artist) didn’t show up to
collect his award, nor did the three
international winners: Carlos San-
tana (best international male
artist) had nothing to say; Bono
sent a video message on behalf of
U2, which was voted best interna-
tional group; and Anastacia (best
international female artist) told
her Italian fans in a video, “See you
in San Remo,” which suggested
that her marketing people had
done their TV-audience homework.
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‘Music Of Hope’ Gives Gancer Society A Hand

BY JIM BESSMAN

NEW YORK-——Spiritually uplift-
ing new compositions and orches-
trations from Paul McCartney
and Billy Joel are included on
“Music Of Hope,” a collection fea-
turing the New York Philhar-
monic and the London Symphony
Orchestra that is designed to
benefit the American Cancer
Society.

Due Tuesday (13), the set will
be available via the Koch-distrib-
uted Tim Janis Ensemble
Records. It features Ray Charles;
pianists André Previn and
Emanuel Ax; solo violinists Glenn
Dicterow and Carmine Lauri; and
conductors Kurt Masur, John Wil-
son, and David Snell. It was pro-
duced by Matt Singer, who had
previously worked with contem-
porary classical composer Tim
Janis on a benefit CD on behalf of
the People’s Princess Charitable
Foundation.

“Fighting cancer is such a uni-
versal cause, and we wanted to
do all we could to help out,” says

Billboard.

Singer. “But another part of the
concept was to create music to
uplift people’s spirits, inspired by
some of the work I’ve done with
Tim. He has an amazing track
record for music that heals the

‘[Music] uplifts
people’s spirits to give
them hope and strength
to fight diseases’

- MATT SINGER -

spirit. Many in the medical com-
munity rely on it to help people
through chemotherapy and other
such treatments.

“From [Tim], I’ve learned how
music really can help people,”
Singer continues. “It doesn’t cure
diseases but uplifts people’s spir-
its enough to give them hope and
strength to fight diseases like
cancer.”

Noting the death of his aunt
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from cancer last year, Janis says
he’s honored to support an
organization like the American
Cancer Society, which receives
100% of the album’s royalties.

“I get hundreds of E-mails
from people who use my music to
help them through difficult peri-
ods in their lives and from clin-
ics which play it for their
patients,” he says. “When I com-
pose a piece, I try to soak up the
beauty around me at home in
Maine, to help open a window to
a better place for listeners—and
transport them out of their diffi-
cult situations.”

On “Music Of Hope,” Janis
points to the title track, his com-
position recorded by the New
York Philharmonic, as an anchor
for the set’s overall direction.

“Once the theme is developed,
it bursts out, and it just pulls you
in. It can really transport you to
a better place,” he says. “The
whole orchestra helps create a
powerful and uplifting sound that
brings out the emotion of the
piece.”

Singer adds that each composi-
tion was recorded specifically for
this project. “I was so impressed
with Billy Joel’s piece [“Elegy:
The Great Peconic,” performed
by the London Symphony
Orchestra] and the way the
remarkable spirit of his pop com-
position shined through,” he says.
“Also, it was thrilling the way
Ray Charles combined his classic
soul singing on ‘Amazing Grace’
with the huge sound of the Lon-
don Symphony.”

McCartney’s “Nova,” also per-
formed by the London Symphony
Orchestra, was another standout
for Singer. “Everyone knows he
has a remarkable gift for melody,
and ‘Nova’ is so moving and emo-
tional, with a striking clarinet
theme in the middle that really
sets the tone,” Singer says.

The benefit nature of “Music Of
Hope” should be a boon to its
sales prospects, according to
Michael Rosenberg, senior VP at
Koch International, which also
distributes Janis’ other record-
ings.

“Unlike some benefit projects,
there’s nothing controversial
about the American Cancer Soci-
ety,” says Rosenberg, who notes
Koch’s previous experience in
distributing benefit albums. The
key, he says, is publicity, “and
this is a natural for a major pub-
licity campaign.”

The album is also being fea-
tured on the society’s Web site
(cancer.org), as well as a “Music
Of Hope” Web site (music
ofhope.com). “We’re working
closely with the society to get the
word out through their 3,200
chapters and 2 million volun-
teers,” says Rosenberg, who
notes that 100,000 posters are
available, along with promotion-
al CDs.

The label is also looking for

(Continued on page 18)
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DMB’S ‘EVERDAY’ TURNS A PAGE

(Continued from page 12)

to make. He felt that something had
been unlocked, and he really wanted
to shine the light in on that.”

All of the songs from the Char-
lottesville sessions were shelved, and
when the entire band joined
Matthews to record the material, two
additional tracks were finished to
round out the entirely revamped
album. For a band whose material has
traditionally been shaped by an ethic
of “Play it live first, record it later,”
the new approach signals what Flohr
describes as nothing short of a total
reinvention.

“The motto ‘If it ain’t broke, don’t
fix it’ applied here,” he says. “The
band decided not only to {ix it, but to
totally dismantle and rebuild. It
became an even stronger foundation
than it was hefore. To me, that’s true
greatness. They looked themselves in
the mirror and said, *We ¢an do bet-
tery and went after it, rather than sue-
cumbing to the pressure of just put-
ting a record out.”

Due in no small part to Matthews’
willingness to embrace the electric
guitar as his primary instrument,
“Everyday” brings out an edge in
DMDB’s sound that may surprise some
longtime funs. No song runs past the
five-minute mark, and stridently
uptempo, melodically memarable cuts
such as “So Right,” “Dreams Of Our
Fathers,” and “I'ool To Think” mark

an evolution from the earthy sound of
earlier hits such as “Satellite” and
“Crash Into Me.”

“T think the music has a lot of move-
ment,” Matthews says. “It’s got a lot
of push. It’s driving. It's really fresh.”

The band took to this new approach
rather quickly, experimenting with
everything from tricky time signa-
tures to unusual instrumentation.
Moore employed a 6-foot-tall contra-
bass clarinet on the tear-jerking “The
Space Between,” which is tapped as
the next single, while Lessard often
utilized a bass made out of timber
from a shipwreck that had been
buried for 200 years urider silt in Lake
Superior.

And while “Before These Crow-
ed Streets” often seemed weighed
down by an abundance of guest musi-
cians, “Everyday” puts the spotlight
back on the band’s signature instru-
mental interplay. Aside from Ballaid’s
keyboard work, the only notable out-
side additions come from South
African vocalist Vusi Mahlasela on the
title track and Carlos Santana on
“Mother Father,” a rumination about
social responsibility that Matthews
wrote with the Latin guitar legend in
mind.

As usual, touring will be a crueial
part of the marketing plan, according
to the band’s managet, Coran Cap-
shaw. In 2000, DMB was the third-

highest-grossing touring act in the
world, bringing in nearly $59 million
in 52 dates (14 of them at stadiums),
according to Billboard’s sister publi-
cation Amusement Business. Anoth-
er 11 arena shows in December that
missed the Amusement Business
deadline brought the band’s total for

‘We walked in the

room on that first

day, and we were
having fun together’

- DAVE MATTHEWS -

last year to just under $68 million.
This time around, the venues will

generally be larger, with the tour

swinging toward an even split
between stadiums and outdoor
amphitheaters. A five-month North
American trek will begin April 21 in
Charlottesville and will hit such sto-
ried stadiums as Los Angeles’ Dodger
Stadium (May 22), Atlanta’s Turner
Field (June ), Chicago’s Soldier 1'ield
(July 6), and Dallag’ Texas Stadium
(July 15), which is the final stop of the
tour’s first leg.

To maximize pre-release interest in
the project, the band will be extreme-
ly visible around street date, says

Hugh Suratt, RCA’s VP of market-
ing. “I Did It” will see its live debut
Feb. 24 on “Saturday Night Live.”
Two days later. the band will play on
“The Late Show With David Letter-
man.” A PBS special, hosted by Char-
lie Rose, will air that same week
(Rose also profiled the band on “60
Minutes 11" in January). A video for
“I Did It,” shot in Miami by director
Dave Myers (‘N Syne, Kid Rock) will
premiere Feb. 15 on MTV, MTVZ,
and VHL

In a move that tuiumed a few heads
in January, the band pacted with con-
troversial musie-file-swapping com-
pany Napster to make “I Did It”
available as a legal, free download.
“Napster: It is the future, in my opin-
ion,” Matthews says. “That’s the way
musie is going to be communicated
around the world. The most impor-
tant thing now is to embrace it, and
that was the spirit by which we did
this co-promotion.”

RCA is sponsoring a pre-order
campaign at the Web site dmb-every-
day.com, where fans can download
sound elips from the album and view
behind-the-scenes and interview
footage. The site is mirrored on the
band’s official Web site (dmband.com),
which is due to relaunch with a brand-
new look prior to street date, accord-
ing to Capshaw.

To reinforce the band’s core follow-

ing in the college marketplace, Suratt
says a TV ad campaign has been
designed to impact during key college
basketball games leading up to the
NCAA tournament in Maich.

RCA is banking on the strength of
“Everyday” to translate DMB's mass
appeal in North America to the rest of
the world. The North American tour
includes dates in Mexico, and the band
is expected to tour internationally
later this year: DMB got an advance
taste of worldwide enthusiasm for its
musie when it played in front of more
than 150,000 people at the Rock In Rio
festival in mid-January.

Capshaw reports that the next in
the act’s immensely popular series of
live concert releases is already “in the
pipeline” but will not hit stores until
late this vear at the earliest. Priorlive
releases have sold a combined 3.85
million copies in the U.S., according
to SoundScan.

With only bigger and better things
in his band’s future, Matthews is
excited by the prospect of presenting
his music to new audiences, be they
big or smull. “Right now, it makes
sense for us to play in bigger venues,”
he says. “We've made the presentu-
tion more extravagant, but we
haven’t lost any of the spontaneity,
because we're working with the same
people we always have. We're grow-
ing together.”
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‘MUSIC OF HOPE’ GIVES CANGER SOCIETY A HAND

(Continued from page 16)

heavy retail visibility. “Our
field marketing staff is very
aggressive in getting displays
up in stores and in-store play,”
he says. “Musically, this is such
an appealing project: The more
people who hear it, the more
successful it will be. We're
booking a lot of listening-sta-
tion promotions.”

Koch hopes its customers at
retail will do their share in pro-
viding free or reduced-cost ads
and is supplying point-of-pur-
chase materials, including
album flats, posters, and bin
cards. “An E-mail campaign hit
up every account we could
think of, asking if they wanted
us to put up their Web address-
es for pre-orders, ete.,” says
Rosenberg. Koch has also serv-
iced the CD to 300 classical sta-
tions and set up “Win before
vou buy” campaigns at radio
with preview broadcasts in key
markets.

Discussions are in progress
with PBS-TV for a fourth-quar-
ter special, and there’s a possi-
bility for a “Music Of Hope”
concert with the New York
Philharmonie, adds Rosenberg.

“Any time something like this
comes up it’s a good thing,”
says Eric Davidson, buyer for

the Woodland, Calif.-based Val-
ley Media distributor. “We’ll
add it in our street-date publi-
cation gratis, and hopefully
other dealers will, too. It’s time

e
¢
e s

Everclear Strikes Platinum. Capitol act Everclear recently received platinum cer-

for people in the industry to
step up and be part of it, with-
out thinking about sales so
much as the human element.”

:

el S

S

E

| |

tification awards from the Recording Industry Assn. of America (RIAA) for its album
“Songs From An American Movie, Vol. One: Learning How To Smile.” The set has
spawned the successful singles “Wonderful” and “AM Radio.” The band is pro-
moting the companion collection “Good Time For A Bad Attitude,” which features
the rock radio hit “When It All Goes Wrong Again.” Pictured, from left, are Roy Lott,
president/CEQ, Capitol; Darren Lewis, Everclear’s manager; Everclear members
Greg Eklund, Art Alexakis, and Craig Montoya; and Perry Watts-Russell, senior VP

at Capitol.
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DIGGING FOR GOLD: Ari Gold is about to hit pay dirt. After
relentlessly plying his musical wares in nearly every club with-
in his New York home base, he’s getting his first big break—
thanks to a fruitful connection with famed tunesmith Desmond
Child.

Gold caught Child’s eye during a recent gig. A fast friendship
led to Child offering Gold a sterling (and hit-worthy) new com-
position, “Review My Kisses,” to add to his set. In fact, Child is
expected to briefly join Gold onstage when the singer begins a
month-long stint at New York’s famed Fez nightclub Feb. 15.

“It’s such an exciting time
in my life and career,” the
artist says with a smile.
“Things are taking off. It'sa
great time for me, creative-
ly.n

“Review My Kisses” fits
nicely into Gold’s repertoire,
which is steeped in sticky
pop melodies, sing-along
hooks, and butt-shakin’ funk
rhythms. His self-made,
eponymous disc is rife with
accessible material—most
notably “See Me Through”
and “Don’t Come For Me.”

“] enjoy performing [“Review My Kisses”] because there’s a
lot of pain in that song,” he says.

Besides mining solid, radio-ready material, Gold is intent on
cultivating his image as an openly gay artist. He says that he
takes immeasurable pride in being able to “make a CD with
complete freedom . . . to say what I want and to make a CD that
I did not have when I was growing up.”

For more information, visit Gold’s Web site, arigold.com, or
E-mail him at arigold@arigold.com.

‘It’s such an exciting
time in my life
and career. Things
are taking off. It’s
a great time for
me, creatively’

- ARI GOLD -

RIDIN’ THE TRAIN: The strong suits of Washington, D.C.” s
Eric Brace and Last Train Home are front man Brace’s easy-
going, heart-on-his-sleeve tunes and his lopsided-grin onstage
delivery. He and LTH are certainly the most popular band in
town with the white college-age caps-on-backward crowd, as
well as with post-grads and listeners in their 30s.

His growing fan base underscores his belief that at least some
listeners in the country today might be hungry for what he and
LTH offer, which, at its base, is a kind of heightened normal-
ey—no angst or alienation; jes’ groovin’. Offhand yet confident,
Brace is a kind of latter-day alt.country Crosby—Bing, not
David. As the old Schwepps’ ad put it, he’s “curiously refresh-
ing.”

Generally, the band builds on the singer/songwriter’s main
foundations: country-rock and ’80s power pop. But Brace does-
n’t think of himself as retro. He just puts great stock in the time-
less power of strong melodies, solid arrangements, and hooks
the size of the QE2’s anchors.

He draws most of his lyrics from the endless deep-blue well of
the ditched and detached, but he serves up the tearjerkers
(some with happy endings) with a smile. A few are confections,
like the irresistible “Donut Girl,” drawn from his second and lat-
est album, “True North,” (Adult Swim Records), which does for
Krispy Kremes 'n romance what Willis Alan Ramsey’s tune did
for muskrats and love more than 25 ago. Think the Mavericks
doing Poco’s “Crazy Love.” (Hey, it works.)

He knows the chances of breaking into the mainstream via a
major label deal are slim—as in most other markets, no vocal
artist from the D.C. area more than 28 years old has been signed
for 15 years (Mary Chapin Carpenter was exactly 28 back in
'8¢ when Sony signed her.) But it doesn’t seem to worry him.
Contact: Adult Swim Records, P.O. Box 1535, Arlington, Va.
22210-0835, or lasttrainhome.com.

Assistance in preparing this column was provided by Bill Hol-
land in Washington, D.C.
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OF HOT PROSPECTS FOR THE HEATSEEKERS CHART *= BY TARLA HAY

TAKING R&B BY STORM:
Los Angeles-based R&B
singer Tank is off to a promis-
ing start for his debut album,

DJ Tong. Several DJ-driv-
en compilations have been
hits on the Heatseekers
chart, and one that has
the potential of being a
Heatseekers hit is Pete
Tong’s “Essential Mix,”
due March 27 on London-
Sire Records. The British
DJ has been been the
host of BBC Radio 1's
“Essential Selection” show
for the last several years,
and he is the founder of
record label FFRR, whose
roster includes Goldie and
Orbital. Tong, who says

he doesn’t “want to be
pigeonholed,” is expected
to tour around the time of
the album’s release.

“Force Of Nature,” due
March 13 on Blackground/Vir-
gin Records, home of Aaliyah.

The album’s second single,
“Maybe I Deserve,” is moving
up the Hot R&B/Hip-Hop

Singles & Tracks chart, where
it stands this issue at No. 33.
The song is No. 31 on the Hot
R&B/Hip-Hop Airplay chart.
The video is currently getting
medium-rotation airplay on
BET.

The album’s first single,
“Freaky,” was released last
September and helped bring
awareness about Tank, as the
single was serviced to R&B
radio.

Tank, whose image is
described by his

Henry’s R&B. Carl B. Henry
describes the music on his
album “RNB” (due April 7
on Madison/CMC/Beyond
Music) as “a new, vintage
R&B sound.” The album’s
first single is “Gimme Love.”
; The Montreal-based Henry

I e 12 | bas shared concert bills with

e such acts as TLC, Mary J.
Blige, and Next.

REGIONAL HEATSEEKERS NO. 138

record company as
a cross between R.
Kelly and DMX is

Jamie O’Neal, Shiver

mer “Seinfeld” star Jason
Alexander on the album
track “Hangin’ Around With
You.”

In 1999, Chenoweth won a
Tony Award and Drama Desk
Award for best actress in a
musical for her role in “You're
A Good Man, Charlie Brown.”
She also appeared in ABC-
TV’s version of the musical
“Annie.” Sony plans to adver-
tise “Let Yourself Go” during
“Kristin” when the show is on

the air.

MOUNTAIN

NORTHEAST
Pru, Pru

expected to do a
promotional tour
around the album’s
release date.

KRISTIN LETS
GO: Tony Award-
winning Broad-
way singer Kristin

| 0 UTKAST
CREW MEM-

\

EAST NORTH CENTRAL
Uncle Kracker, Double Wide

'MIDDLE ATLANTIC

BER: Feb. 27 is the
release date for
“The Skinny” (Aqu-
emini/Elektra
'| Entertainment),

Chenoweth may be
on the verge of

At The Drive-In, Relationship Of Command ‘

l\\ At The Drive-in, Relafionship Of Command the solo album

WEST NORTH CENTRAL T = = " debut from Out-
Jamie O’Neal, Shiver SOUTH ATLANTIC Kast crew member
| Donnie McClurkin, Live in London And More... Slimm Calhoun.

PACIFIC

N

major stardom: She
will star in her own
prime-time NBC sit-
com, “Kristin,” set to
debut sometime this
year as a mid-season replace-
ment. The arrival of her new
TV series will probably help
boost sales for her latest
album, “Let Yourself Go,” set
for release Feb. 27 on Sony
Classical. The set consists of
vocal classics from the "20s to
"40s, and she duets with for-

N

1 SOUTH CENTRAL
I Big Moe, City Of Syrup

W
THE REGIONAL ROUNDUP

Rotating top 10 lists of best-selling titles by new and developing artists.

PACIFIC SOUTH CENTRAL
At The Drive-tn Relationship Of Command . Big Moe City Of Syrup
Paulina Rubio Paulina Lil' Keke From Coast To Coast
Vicente Fernandez Hrstona Oe Un Idolo Vol. 1 Intocable Es Para Ti
Jamie O'Neal Shiver Jamie O'Neal Shiver
New Found Glory New Found Glory Lil' Flip The Leprechann
Juan Gabriel Abrazame Muy Fuerte Uncle Kracker Double Wide
Doggys Angels Pleezbaleevit! . Keith Urban Keith Urban
St. Germain Tourtst Lir 0 Da Fat Rat Wit Da Cheeze
Delerium Poem . Donnie McClurkin Live In London And More...
The Donnas The Donnas Turn 21 . Paulina Rubio Paufina
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He has appeared on
OutKast’s albums,
and Calhoun’s first
single, “It’'s OK,”
features André
3000 of OutKast.
The video for the
song has received significant
airplay on BET, and Calhoun
will be featured on OutKast’s
U.S. and European tours set
for later this year.

TICKING POP BOMB:
Female teen pop group Tik
N’'Tak had a No. 2 hit in its

native Finland with “Don’t
Turn Back.” The single, which
was released Feb. 6 in the
U.S., received advance airplay
last year on Radio Disney. Tik

Satcher Steps Out.
Country songstress Leslie
Satcher, a noted song-
writer/backup singer,
makes her solo album
debut with “Love Letters”
(Warner Bros. Nashville).
Satcher says she “didn’t
plan to be a writer. I've
always wanted to be an
artist.” Satcher has written
songs for such artists as
Vince Gill, Lee Ann Wo-
mack, Pam Tillis, and
Reba McEntire.

N’'Tak was also part of last
year’s Radio Disney tour.

Tik N'Tak’s debut album,
“Friends,” is set for a U.S.
release April 10 on MCA
Records. The group is cur-
rently on tour with Aaron
Carter. Tour dates include
Feb. 20 in Boston, Feb. 25 in
Detroit, Feb. 28 in Chicago,
and March 4 in Cleveland.
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» GLORIA ESTEFAN

Greatest Hits, Volume 2

PRODUCERS: various

Epic 05396

Estefan’s endurance as a consistently
high-quality performer is affirmed on
her second compilation of hit singles.
As evidenced by sophisticated fare
like the sleek “I’m Not Giving You
Up,” she has come a long way from
the earthy belter who made top 40
noise as front woman of Miami Sound
Machine on “Conga” (here in an
underground house version remixed
by her son, Nayib, and “Little” Louie
Vega). “Volume 2" ulso asserts Este-
fan's pop credentials via such uptem-
po dance hits as “Turn The Beat
Around.” The real draw of this set,
though, is the trio of new tunes that
suggests a vibrant creative future.
“You Can’t Walk Away From Love”
(featured in the upcoming film “Origi-
nal Sin”) is a dramatic slow jam, while
“1 Got No Love” is a sultry R&B shuf-
fler. The true standout is “Out Of
Nowhere,” an anthemic dance track
that demands radio and turntable
support. It could have the juice to cat-
apult Estefun into a new phase, one
conceivably leading to “Volume 3.”

 STEPHEN MALKMUS

Stephen Malkmus

PRODUCER: Clarence Skiboots

Matador OLE-444

It should come as no shock to those
well-versed in Pavement's modus
operandi—catchy tunes steeped equal-
ly in sarcasm and sincerity—that the
solo debut of the defunct band’s front
man, Stephen Malkmus. is as witty as
it is melodic. For those not tamiliar
with Pavement’s early-’90s indie-rock
piloneering of a sub-genre pundits
dubbed “slacker rock,” one listen to
Malkmus’ solo debut will make the atti-
tude immediately tangible. Lines like
“I'm not what you think I am/I'm the
king of Siam/I’ve got a bald head/My
name is Yul Brynner/And I am a
famous movie star” (from the track
“Jo Jo's Jacket”) exemplify the glib
non sequiturs Malkmus tends to voice.
Beyond the bookish lyrics, Malkmus
has composed an album of brilliant
songs. with creative intros, off-kilter
arrangements, and well-placed effects.
Highlights include “Church On White,”
“Discretion Grove,” “Vague Space,”
and “Deado.”

* TRAM

Frequently Asked Questions

PRODUCER: Neal Avron

Jetset Records TWAD35

One could label Tram’s sophomore
album “hopeless,” but only if that per-
son is alluding to the fact that it's hope-
lessly beautiful. Consisting of British
mates—Paul Anderson and Nick

SPOTLIGHT

JONATHA BROOKE
Steady Pull
PRODUCERS: Bob Clearmountain, Jonatha Brooke,

Ryan Freeland

Bad Dog/Koch International 60701

On the first studio effort for her new
indie label, Bad Dog, venerable folkie
Jonatha Brooke has decided to crank
up the eleetric guitars and pump up
the rhythms. It's not a complete
departure, but “Steady Pull” shows
the artist at her most playful and
unabashedly sexy. She doesn’t aban-
don the acoustic, introspective tone
that has garnered her an ardent cult
following. Rather, Brooke bolsters her
tried-and-true sound with some con-
temporary (and commercially competi-
tive) sonics. It’s a complementary
blend that works best on the standout
cuts “How Deep Is Your Love"—with
its rich harmonies and hip-hop-fla-
vored beats—and the title track, an
anthemie stomper with guest rhymer
Michael Franti of Spearhead. Added
star power comes courtesy of former
Crowded House leader Neil Finn, who
harmonizes on the elegantly sensual
“New Dress.” Triple-A programmers
are now noshing on “Linger,” a safe
single selection that should inspire fur-
ther investigation into this highly sat-
isfying collection.

Avery—and originally a punk band,
Tram ably makes mellow, mellifluous
pop/rock masterpieces. While the band’s
latest album, “Frequently Asked Ques-
tions,” is a sullen work, its wistful ele-
gance separates it {rom the rest of the
“modern life is rubbish” pack. Soft
drums, slight horns, pretty guitar work,
unobtrusive string sections, gradual
basslines, light pianos, and ethereal
lvries are the elements that inject this
set with a precise, lo-fi, Nick Drake-like
appeal. Most-treasured cuts include
“Now We Can Get On With Our Lives.”
“He Walks Alone,” and “Folk.” Contact
212-625-0202.

SPOTLIGHT

DIANNE REEVES

The Calling—Celebrating Sarah Vaughan
PRODUCER: George Duke

Blue Note 27694

Reeves can wrap her voice around a
melody like few other current jazz
singers, hitting the high notes, the low
notes, and everything in between as
she caresses every phrase with palpa-
ble warmth and joy. Proving that her
voice ean work its magic in august
company, Reeves playfully navigates
10 songs associated with the leg-
endary Sarah Vaughan (plus one ovigi-
nal tribute), channeling the classic
melodies with grace. Although paying
homage, Reeves puts her own dramat-
ic stamp on the material, from her in-
spired seats on the swinging “Lullaby
Of Birdland” to her sterling reading of

the lushly orchestrated “It You Could
See Me Now.” The arrangements,
mostly by long-time Reeves cohort
Billy Childs, put the singer’s voice out
front, surrounding her with some of
the best players in jazz— including
pianist Mulgrew Miller, guitarist Rus-
sell Malone, saxophonist Steve Wilson,
and trumpeter Clark Terry, who duets
charmingly with Reeves on “I Hadn’t
Anyone "THl You.”

* JIM WHITE

No Such Place

PRODUCERS: various

Luaka Bop 2438-49911

Three years atter White's astonishing
debut album, “Wrong-kyed Jesus.” we
have a worthy successor. “No Such Place.”
Beyond the oddly buoyant opening track,
“Handcuffed To A Fence In Mississippi,” it
is “The Wound That Never Heals” that
sees White wringing out his Southern
gothie vibe like a bloody bandanna. The
song is about a murderer who knows
exactly what it is she does—but when it
comes to the why, well, “it's just a condi-
tion she picked up as a child.” The sense of
alienation is palpable, and the notion that

SPOTLIGHT

S it [

VARTTINA
limatar
PRODUCER: Hughes De Coursan

NorthSide 6054

“Ilmatar”—the goddess of air—finds
Finnish folk artisans Viirttina deliver-
ing one of the group’s most innovative,
refreshing releases to date. The open-
ing track, “Itkin,” begins hauntingly
enough, but midway through, it evolves
into a euphoric burst of energy—and
then moments later, the same haunting
rhythms return. This seamless (and
effortless) yin-and-yang musical alche-
my permeates the act’s adventurous
eighth album, which finds Viirttind
further updating the Karelian runo
tradition of its past two albums (97s
“Kokko” and "98’s “Vihma”). Through-
out, the sparkling settings—which mix
traditional and modern instruments—
form a posteard-perfect foundation for
the celestial voices of Susan Aho. Mari
Kaasinen, Kirsi Kihkonen, and Riikka
Viyrynen. Contact 612-375-0233.

the human heart is dark and inexplicable is
the ruling perception. The one certainty
here is that this is 2 thoroughly engrossing
collection. “No Such Place” features sharp
contributions from Morcheeba, Sweetback
co-founder Andrew Hale. DJ/producer Q
Burns Abstract Message. and Sohichiro
Suzuki, formerly of Yellow Magic Orches-
tra and now with Japanese underground
outfit World Standard.

DAVID LASLEY

Back To Biue-Eyed Soul—Collected Works/
1966-1999

PRODUCER: not listed

Zacoda 001

You may not instantly recognize David
Lasley's name, but you certainly will
recognize the enduring tunesmith’s
repertoire of hit songs. Over the past
30-plus years. he has written such gems
as “Lead Me On” (for Maxine Nightin-
gale), "Jojo” (Boz Scaggs), “One Fine
Duy” (Carole King), and “Roll Me

BABYFACE

Lovers

PRODUCERS: L.A. Reid, Babyface
Epic Associated/Solar ZK 66088

Tender Lover
PRODUCERS: L.A. Reid, Babyface
Epic Associated/Solar ZK 66091

For The Cool In You
PRODUCERS: Babyface, L.A. Reid, Daryi Simmons
Epic EK 66090

The Day

PRODUCERS: Babyface, Gerald Baillergeau, Bradley,
LL Cool J

Epic EK 66089

Back in the ’60s and 70s, singer/song-
writer Smokey Robinson wore the
crown of R&B’s poet laureate of love.

VITAL REISSUES®

* 558 £
There have been many credible aspi-
rants since then but only one true
ascendant to the throne: Kenneth
“Babyface” Edmonds. In the late '80s

and into the ’90s, you couldn’t—and
still can’t—turn the radio on without
soon hearing such top 10 hits as “It’s
No Crime,” *Whip Appeal,” “Never
Keeping Secrets,” and “Every Time I
Close My Eyes.” Currently repre-
sented on the R&B charts with the
single “Reuson For Breathing,”
Babyface (who has since signed as a
solo artist with Arista) proves he is
still a force to be reckoned with as he
builds on the foundation of these four
now classic albums. These essential
pop/soul sets bear witness to Baby-
face’s enduring talent; besides the
aforementioned hits and other choice
cuts, aficionados will relish the addi-
tion of three bonus tracks on each
reissue.

Through The Rushes” (Bette Midlers
the Harlettes). Now, Lasley delves
through his vast catalog. breathing new
life into 21 of his finest tunes. Perhaps
the most engaging aspect of this proj-
ect is that Lasley neither mimics the
original versions ot his hits nor sue-
cumbs to the temptation to recast his
material with trendy rhythms. Rather,
he slides into a plethora of classie funk
and old-school soul grooves, which per-
fectly suit his eandy-sweet falsetto.
Lasley’s stylistic choices may not make
for the most competitive pop recording
in the marketplace. but they certainly
render this one of the more retreshing
collections you're likely to hear in the
coming months.

TANTRIC

Tantric

PRODUCER: Toby Wright

Maverick 2034

Three former members of the band

Days Of The New have pooled their
resources—and recruited singer Hugo
Ferreira—for a collection that strives to
walk a tightrope between the sullen
demeanor that modern rock tastemakers
require and the pop vibrancy necessary
to score a mainstream hit. It’s a tough
task that Tantric handles reasonably well,
thanks in large part to the firm direction
of producer Toby Wright (Korn, Alice In
Chains). He does a fine job of harnessing
the band's apparent raw energy without
watering down its intensity. Cuts like
“Mourning” and “Live Your Lite (Down)”
are fine showeases for Ferreira's guttural
growls, while "Breakdown™ and “Fre-
quency” illustrate deft musiciunship.
Solid as this album is, one leaves it con-
vinced that you're not getting the tull
Tantric story until you experience it live.
Something to keep in mind as the band
embarks on a tour this spring.

R&B/HIP-HOP

SELF SCIENTIFIC

The Seif Science

PRODUCERS: DJ Khalil, Jade Tiger

$.0.L. Music Works/Landspeed 1007

Self Scientific scores one for the West
Coast underground with its debut, “The
Self Science,” which arrives via the act’s
own label, S.0.L. Music Works. It's a
melodic. thought-provoking set as Chace
Infinite and 1DJ Khalil take it back to the
basics. The duo is a well-oiled machine:
Infinite drops lvrical jewels with precise
focus over well-crafted, sample-driven
tracks courtesy of Khalil, who produced
all but one of the selections. Unlike
many of their contemporaries, Self Sci-
entific takes the lyrical high road on
such tracks as “The Long Run.” “The
Self Science” is also a family atfair, with
guest spots tfrom fellow left-coast under-
ground hip-hoppers Kombo MC, Kron-
don. Stark Marshall. and I’lanet Asia.
Contact 323-857-1565.

PUBLIC ANNOUNCEMENT
Don't Hold Back
PRODUCERS: various
RCA 69310
Public Announcement has decided to let
it all hang out on its latest disc. "Don’t
Hold Back.” Following up 1998's “All
Work, No Play” (Unohoo/A&M). the
Chicago-based quartet—Earl Robinson,
Felony Davis, Glen Wright, and “Ace”
Watkins—blends old-school harmonies
and hip-hop breakbeuts on its RCA bow.
“Mamacita.” the set’s leadott single. is a
Latin-laced party track. The foursome
returns to a similar formula on the sexy,
midtempo “Papi.” Those desiring a peak
into the act’s {reaky side should investi-
gate "Rithickulous.” Tracks like "Man
Ain't Supposed To Cry” and “Slow
Dance” showease the quartet's softer
(Continued on next page)

» SPOTLIGHT: Releases deemed by the review editors to deserve special attention on the basis of musical merit and/or Bitlboard chart potential. VITAL REISSUES: Rereleased albums of special artistic, archival, and commercial interest, and out-
AI.B“MS- standing collections of works by one or more artists. PICKS (p»): New releases predicted to hit the top half of the chart in the corresponding format. CRITICS’ CHOICES (). New releases, regardless of chart potential, highly recommended because
of their musical merit. MUSIC TO MY EARS (J3): New releases deemed Picks tha! were featured in the Music to My Ears column as being among the most significant records of the year. All albums commercially availabte in the U.S. are eligible. Send review
copies to Michael Paoletta, Billboard, 770 Broadway, New York, N.Y. 10003. Send country albums to Ray Waddell, Billboard, 49 Music Square W., Nashville, Tenn. 37203. Other contributors: Iv Lichtman (Broadway/cabaret/N.Y.); Bradley Bambarger (classi-
cal/world/jazz/pop//N.Y.); Steve Graybow (jazz/N.Y.); Deborah Evans Price (contemporary Christian/Nashvilie); Brian Garrity (pop/N.Y.); Gordon Ely (gospel); John Diliberto (new age);.Philip van Vleck (blues/world); Leila Cobo (Latin).
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side. Although PA has the pipes and solid
production, “Don’t Hold Back” lacks the
more sophisticated pop elements needed
to make a good album great. With compe-
tition from the R&B boy bands getting
thicker, Public Announcement may get
lost in the pack.

BARRETT STRONG

Stronghold 2

PRODUCER: Barrett Strong

Blarritt Records 76127 1310

For those who aren’t familiar with
Motown lore, Barrett Strong is the
singer who helped put the Detroit label
on the musical map with his 1960 hit
“Money (That’s What [ Want)” and who
went on to greater acclaim as a song-
writer (with collaborator Norman
Whitfield) of such classics as “I Heard
It Through The Grapevine” and “Just
My Imagination.” Following solo stints
with such labels as Epic and Capitol,
Strong returns with an album on his
own Detroit-based label. Titled as a
sequel to a 1975 Capitol set, “Strong-
hold 2” couples Strong’s life-honed
tenor with both the old (a churchy
cover of the Temptations’ “I Wish It
Would Rain”) and new (the country-
influenced “In My Dreams”). Another
must-listen is the soulful bonus track
“Man Up In The Sky,” initially released
in the "70s. Contact 248-557-5305 or
Blarrittrecords.com.

COUNTRY

DANNI LEIGH

A Shot Of Whiskey & A Prayer

PRODUCERS: Emory Gordy Jr., Richard Bennett
Monument 37203

Danni Leigh’s swan song at Monument is
a rather rowdy affair, filled with swag-
gering country rockers such as “Chain
Gang” and barroom laments like “Long-
necks, Cigarettes.” Kevin Welch’s smol-
dering “What'cha Gonna Do™ benefits
from strong studio musicianship, but
Leigh never quite sells the lyric. The
gently swaying “Shiver Of [.onesome”
works much better, as does the reverb-
drenched ballad “Can’t Build A Better
Love.” Leigh, who has been saddled with
the label “a female Dwight Yoakam,”
doesn'’t exactly run away from the com-
parison on this disc. In fact, she does
nothing stylistically to distance herself
from the Dwightster here. While that’s
not necessarily a bad thing, and she
remains an artist of considerable flair and
style, Leigh has failed to catch on at
radio or retail so far. Without the aid of a
promotion staff, it will be a tough row to
hoe now. A shot of whiskey and a prayer
might indeed help.

* FLORA PURIM

Perpetual Emotion

PRODUCER: Airto Moreira

Narada Jazz 70876-15289

Brazilian jazz vocalist Flora Purim
first gained critical attention not in her
own backyard but in the U.S. when she
joined Chick Corea on his Return To
Forever project. And while frequently
associated with Antonio Carlos Jobim’s
bossa nova sound, Purim was, in fact,
never as involved in that scene the way
her contemporary Astrud Gilberto
was. Purim certainly has the almost-
sub-rosa sensuality of a bossa nova
singer, but she’s always been more
than that. “Perpetual Emotion,” her
first album for Narada Jazz (and her
first U.S. set in 13 years), places her in
a straight-up jazz setting. Never
sounding better, her voice still has the
clarity of a bell, and her wonderfully
nuanced phrasing shines. A couple of
tracks, like “Saudade,” do indeed refer-
ence bossa nova, but the only thing
truly tropical about most of this mate-

Francisco River,” and her captivating
tones on “Escape.”

LATIN

AFRO-CUBAN ALL STARS PRESENT FELIX BALOY
Baita Mi Son

PRODUCER: Juan de Marcos Gonzalez

Ahoral/Tumi Music LC 3885

The latest offering from the Afro-Cuban
All Stars family features the band’s
vocalist, Félix Baloy, in his first solo out-
ing. Following in the Buena Vista Social
Club vein, “Baila Mi Son™ is a collection
of traditional ("'uban dance rhythms—
cha cha chd, bolero, and, naturally, son
and son montuno—superbly produced,
full of swing, and held together by
Baloy’s distinctive voice. Turns out that
Baloy is quite the writer as well, as evi-
denced on the yearning bolero “Después
De Esta Noche.” Other cuts, like “Ven A
Bailar El Cha Cha Cha,” are delightful
in their lyrical/instrumental ripostes.
The arrangements and improvisation
heard throughout this album are far
more modern sounding, demanding, and
exploratory than Buena Vista's prede-
cessors, Still, we're back to the old
sonero album—done with charm and
soul—but done g0 many times in the
past few years that we can't help but
wonder how many more encores can be
welcomed.

WORLD MUSIC

* JACK COSTANZO

Back From Havana

PRODUCER: Bobby Matos

CuBop 028

Conguero and bongo player Jack Costanzo
has been hard-wired into Latin music since
the 1940s. With the level of popular inter-
est in Afro-Cuban music at an unprece-
dented high, an album the caliber of “Back
From Havana” demands to be heard. The
phrase “some like it hot™ is germane in
dealing with this disc. The opening tunes,
“Descarga.com” and “La La La,” bring all
the heat anyone could desire. The former
rides fierce sax and trumpet solos, while
the latter features Marilu'’s heated vocal
and a bad-assed Jorge Camberos guitar
solo, complete with an up-to-the-minute
Carlos Santana feel. When this fire-eating
collective backs off its hell-bent tempo, it
delves into a seductive mambo or samba.
With Costanzo and drummer Mike Hol-
guin ruling the groove, every measure
radiates Afro-Cuban rhythmic lust.

» BIG BILL MORGANFIELD
Ramblin’ Mind
PRODUCER: Dick Shurman
Blind Pig 5068
Big Bill Morganfield’s second set for Blind
Pig is a vital step toward the blues eredibil-
ity he seeks. The artist's first release, “Ris-
ing Son,” dealt with the fact that he is none
other than the son of the giant of the genre,
Muddy Waters. The blues die-hards need-
ed “Ramblin’ Mind” to be about Morgan-
field the man, and that’s what they get. The
album opens with “Mellow Chick Swing,”
a jump-blues number that, intentionally or
not, puts some distance between Waters’
classic postwar Chicago sound and Big Bill.
The following tracks offer a good measure
of stylistic variety, with the consistent
thread being Morganfield’s excellent vocal
work. Taj Mahal does a sharp duet with the
artist on the three-chord gut-bucket tune
“Strong Man Holler.” Morganfield's origi-
nals are sturdy, particularly “Troubles” and
“What'’s The Matter.” A cover of his dad’s
country/blues nugget “You're Gonna Miss
Me" is especially evocative. Working with
some seasoned players, Morganfield shows
that his blues have their own depth.

CONTEMPORARY CHRISTIAN

* REIGNING MERCY
Reigning Mercy

with the release of this impressive
album on Q Records. What sets these
women apart from some of the other
“girl groups” in contemporary Christian
music is their obvious seasoning. Con-
sisting of sisters Shari Rowe and Mary-
beth Gareis and sister-in-law Jalann
Marshall, the trio has been performing
in the Phoenix area for years. Along the
way, they’'ve developed a warm, confi-
dent vocal presence. The threesome is
also adept at songwriting, having
penned 10 of the 14 cuts here. Mick
Lloyd’s production is vibrantly pop, but
there’s a muscular undercurrent that
makes this project sound more substan-
tive than other female pop acts. Among
the project’s highlights are “Your Love
Never Changes,” “The Wind Reminds
Me,” and a cover of the Mister Mister
hit “Kyrie."” A tepid cover of Lee Ann
Womack'’s “I Hope You Dance” is some-
what less inspiring than the original,
though.

> VARIOUS ARTISTS
WOW Gospel 2001

PRODUCERS: various
Verity 43163

Another year, and another “Wow”
anthology that renders superlatives
superfluous. The 32-song collection
brings together last year’s biggest
gospel hits. Gospel/top 40 crossover
phenom Mary Mary lead with the
relentlessly hooky hip-hop vibe of
“Shackles (Praise You).” Hezekiah
Walker, assisted by B.B. Jay and David
Hollister, delivers the major, in-your
face funky “Let’s Dance.” The venera-
ble New Life Community Choir featur-
ing John P. Kee stirs its own formida-
ble fire on the kicking “Right Here.”
Modern gospel master Fred Hammond
shows he hasn't lost his Midas touch, as
he smolders on the alternately smooth
and kicking “My Destiny,” while C'eCe
Winans slows things down with the
lavishly orchestrated, classic-in-wait-
ing ballad “Alabaster Box.” Both afi-
cionados and first-timers will be blown
away by this musie, which still holds
true to its gospel message while wisely
including elements of pop, R&B, and
hip-hop.

+* RONU MAJUMDAR

Hollow Bamboo

PRODUCER: Kavichandran Alexander

Waterlily Acoustics WLA-CS-71

A few years ago, before hooking up with
the Buena Vista Social Club, guitarist Ry
Cooder explored more meditative atmos-
pheres on the album “Meetings By The
River,” recorded with vina player V.M.
Bhatt. “Hollow Bamboo™ follows the
East/West improvisational formula of
that CD, teaming Cooder up with Indian
hansuri flute player Ronu Majumdar.
The moods they explore range from the
buoyant refrains of “African Bamboo,”
with Cooder on oud, to the tremolo-
drenched guitar atmospheres of “Krsna
Kntha Kandam.” Apparently emerging
from the sessions that produced Jon Has-
sell's “Fascinoma” set, “Hollow Bamboo”
shares the same musicians. Hassell also
appears on a couple of tracks, with his
muted, slurred trumpet lines transcrib-
ing the arc of Majumdar's sensual bansuri
melodies. Majumdar takes a more tradi-
tional approach on several duets with
tabla, yet they retain the same haunting
atmosphere and mood. More of that
sound can be heard on the simultaneous
release of “Lady Astride The Tiger,” his
album of Indian ragas.

FOR THE RECORD

In the Feb. 10 issue, a gospel album
review of Michael Speaks’ “Praise At

DOWNHEARTED BLUES: THE LIFE AND MUSIC OF
BESSIE SMITH

Starring and written by Jennifer Holliday

Directed by Donna Drake

Musical direction by David Brunetti

lllyria Theatre, Chelsea Playhouse, New York

THE DEVIL'S MUSIC: THE LIFE AND BLUES OF
BESSIE SMITH

Written by Angel Parra

Directed by Joe Brancato

Starring and musical arrangements by Miche Braden
Melting Pot Theatre, Theatre Three, New York

No, you aren’t seeing double.
There are two Bessie Smiths on
the New York stage. The first
took up residence at the Chelsea
Playhouse in the musical play
“Downhearted Blues.” The sec-
ond was spotted about 20 blocks
north at Theatre Three in “The
Devil’s Music.”

And there is more than one
similarity between these two
shows about the iconic blues
singer who took the music world
by storm in the "20s. Both open
with a scene revolving around a
performance given during the last
hours of her troubled life. Both
are mostly monologues, although
secondary characters appear
occasionally. When it comes down
to it, each play is just an excuse
for an evening of Smith’s musie,
which includes standards like
“T’Ain’t Nobody’s Business If I
Do.” And judging from all the
hooting and hollering in response
to such numbers, that's exactly
what audiences want.

The key difference between
the shows is in their interpreta-
tions of the Deep South woman
renowned as the Empress of the
Blues. Jennifer Holliday plays
Smith in “Downhearted Blues”
as someone beaten down by life
but with a little fight left. Miche
Braden, in “The Devil’s Musie,”
plays the singer as a brawler
whose tough-talking, hard-
drinking demeanor hides the
fact that she has already thrown
in the towel.

Braden (who physically more
closely resembles Smith) is near-
er to the artist we’ve come to
know from the current mix of fact
and fiction. Holliday strips away
the facade to reveal Smith’s bat-
tered heart. Braden’s portrayal
feels right at first, but ultimately
it is Holliday’s that rings truest.

Anyone who has seen Holliday
in shows like “Dreamgirls” knows
she reigns as one of Broadway’s
biggest belters. In the tiny
Chelsea Playhouse, she shows
remarkable restraint, reining in
her brassy voice and sticking to
her lower register to suggest
Smith’s trademurk growl. Yet
even with both hands tied behind
her back, she still manages to stop
the show with nearly every num-
ber. She nails songs like “St. Louis

| ON ok STAGE e

humor in such tunes as “Give
Me A Pigfoot And A Bottle Of
Beer” and “You’ve Got To Give
Me Some.”

Braden, on the other hand,
often seems overwhelmed by the
music. It doesn’t help that she can
be drowned out by the three-piece
backing combo. (Holliday makes
do with only a piano.) Braden,
whose strength lies in an earthi-
ness that Holliday lacks, fares
best in numbers like the sizzling
“I Ain’t Got Nobody.”

The shows hit the boards at the
same time because a third play
about Smith failed to materialize.
Illyria Theatre originally planned
to showcase Holliday in Edward
Albee’s seldom-seen drama “The
Death Of Bessie Smith.” But
when that revival was shelved
(after Albee refused to add sever-

SMITH

al songs to his spoken drama),
Holliday penned her own play
about the singer.

Truth be told, “Downhearted
Blues” isn’t much of a drama. Hol-
liday stumbles into the pitfalls
that bedevil first-time play-
wrights, from flat dialogue to ram-
bling scenes. “The Devil's Music,”
which focuses more on Smith’s
unhappy family life, is better con-
structed; still, it leaves you with
little more than the feeling of hav-
ing read an interesting article
about Smith. “Downhearted
Blues” is preferable, for at its
best—when Holliday sings—it’s
the next best thing to hearing
Smith’s own haunted, heartfelt
voice on those timeless records
made so long ago.

rial is Purim herself. Highlights PRODUCER: Mick Lioyd Your Own Risk” on Epic failed to list the Woman,” while also finding all the MARK SULLIVAN
include her original “Airto’s Jazz Q Records 92949 artist’s name.

Dance,” the cool sensibility of “San QVC enters the Christian music market

BOOKS: Send review copies of books pertaining to artists or the music industry to Bradley Bambarger, Billboard, 770 Broadway, New York, N.Y. 10003
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PYT Same O Same OI’ (3.25)

PRODUCER: Beau Dozier

WRITER: B. Dozier

PUBLISHERS: Like Father Like Son/Havana Brown, BMI
Epic 16458 (CD promo)

When we first heard from female quartet
PYT in 1999, it was working its way into
the pop youth explosion via the highly
appealing “Something More Beautiful.” It
was a great beginning for an act that
showed spirit and the potential to break
out if it could only tickle the collective
fancy of top 40 radio. Unfortunately, on
the first track from its sophomore effort,
“PYT (Down With Me),” songwriter/pro-
ducer Beau Dozier travels a lazy path,
simply tossing out another Destiny’s Child
knockoff with the hope that its familiar
stop-and-start rhythm will stick to the
wall. As a result, the four girls that make
up PYT are ultimately stripped of person-
ality. The track is as generic as paste—
well, almost. There’s an aggressive shout-
out bridge that’s actually more annoying
than anything else. It’s sad to see an end-
less array of baby-pop/R&B acts being
generically produced in aceordance to
what their A&R teams must see as the
easiest—yet by now the riskiest—route to
stardom. We can only hope that PYT’s
album shows the breadth of originality
hinted at in the group’s debut. Otherwise,
PYT may be DOA.

LIL' MO Superwoman (3.38)

PRODUCER: Bryan-Michael Cox

WRITERS: C. Loving, B. Cox

PUBLISHERS: Mo Loving Music, ASCAP; Babyboy’s Lit-
tle Publishing Co./Noontime South, SESAC

EastWest 7457 (CD promo)

Lil’ Mo has weathered months and
months of pushbacks for her yet-to-be-
released debut, “Based On A True Story.”
‘What a shame, because on this second sin-
gle, the 22-year-old songstress again
proves herself to be a tremendous writer
with the pipes to back it up. As with the
previous “Ta Da,” Lil’ Mo identifies well
with her young-leaning demographic and
therefore pens tales that hit home. On
“Superwoman,” a midtempo jaunt pro-
duced by Bryan-Michael Cox, she takes on
the role of the “super” girlfriend who is
always there for her man. Cox isn't rein-
venting the wheel, but she does a fine job
executing her mission here. Let’s hope
EastWest gives this talent the shot she
deserves and releases “Based On A True
Story” while there’s still a story to tell.

COUNTRY

HAL KETCHUM She Is (3:48)

PRODUCER: Rodney Crowell

WRITER: H. Ketchum

PUBLISHERS: Mike Curb Music/Hal Ketchumn Music,
BMI

Curb 1588 (CD promo)

There’s no denying that Hal Ketchum has
one of the most enigmatic voices to grace
the format in the last decade, and it's a
shame he hasn’t been heard on country
radio much in the past couple of years. He

SPOTLIGHT

AMANDA GHOST Cellophane (3:38)
PRODUCER: Lukas Burton
WRITERS: Ghost, Burton, Dench, Skarbek
PUBLISHERS: ThreedMusic/Bucks Music/Reverb
America Music, BMI; Warner-Chappell Music/Copy-
right Control

Warner Bros. 100528 (CD promo)

Amanda Ghost’s debut album, “Ghost
Stories,” garnered some serious kudos
last year. dustifiably so, since singles
“Filthy Mind” and “Idol” illustrated
the artist’s finesse with gritty, down-
town-bred lyrics and a voice that
seems to have had its share of long-
neck beers and dangling smokes.
Despite the less-than-appreciative
response for these songs at radio,
‘Warner Bros. knows the treasure it
has in this standout singer/songwriter,
and the label is pushing for a third
sling-out with radio via “Cellophane.”
This haunting release walks the line
between raucous barroom rock and the
more sophisticated, polished efforts
that find their way to adult top 40
radio. With a bounty of instrumental
and melodie hooks, the track is as far
from formula as they come. If radio
can't find a place for Ghost, who is
among the most obvious great talents
in the arena today, then what’s the
business for? Look for the track on the
soundtrack to the Keanu Reeves/Char-
lize Theron flick “Sweet November.”

resurfaces with this pretty ballad, written
by the performer and produced by Rod-
ney Crowell. The lyric is a simple, elo-
quent ode to the woman he loves. Ketch-
um performs it in a way that is warm and
passionate without letting it disintegrate
into a syrupy love fest. For the most part,
the production has an appealing organic
quality that underscores the integrity of
Ketchum'’s delivery. But the background
vocals are more of a distraction than a
complement. They make the track sound a
little too sweet, detracting from the over-
all vibe. All in all, though, it’s an engaging
performance. But it remains to be seem if
it has enough punch to get Ketchum back
on country airwaves.

ROCK TRACKS

BT Shame (3:38)

PRODUCER: BT

WRITER: BT

PUBLISHERS: Embrace the Future Music/Warner-Tamer-
iane Publishing Corp., BMI

REMIXER: Ben Grosse

Warner Sunset/Reprise 100521 (CD promo)

It's always refreshing to see musicians
transcend genre lines, simply making
music regardless of categories. And it’s
even better when such a move succeeds.
This single marks a few milestones for
Brian Transeau: It’s his first downtempo
single and his first to feature organic
vocals from Mr. BT himself. Previous sin-
gle, “Never Gonna Come Back Down,”
made inroads at modern rock, a transition
taken further with this remix of “Shame,”
featured on the soundtrack to “Sweet
November.” The song finds Transeau in a
darker tone than most of his dance tracks,
with a melody that’s just as catchy. And
he’s got a great voice—which sounds all
the better without the massive processing
heard in some of the previous cuts—and

SPOTLIGHT

S CLUB 7 Never Had A Dream Come True
(4:00)

PRODUCER: Cathy Dennis

WRITERS: C. Dennis, S. Ellis

PUBLISHERS: EMI Music Publishing/19 Music/
BMG Music

Polydor/A&M/Interscape 10299 (CD promo)
While its weekly TV series is a sensa-
tion around the world—including the
U.8.—U.K.-bred teen act S Club 7 has
not been able to achieve similar suc-
cess on the pop charts here. A lot of
that has to do with the super-youth-
oriented output on the act’s two
albums. But that’s about to change,
thanks to a keen flip-flop in direction
with “Never Had A Dream Come
True,” a gorgeous, adult-appealing bal-
lad that sounds more like Exposé than
the Olsen twins. The magic behind the

SCLUB7

music was conjured by co-song-
writer/producer Cathy Dennis, a star
in her own right in the early *90s with
hits like “Touch Me (All Night Long)”
and “Too Many Walls.” After she fell
from favor here, Dennis continued to
make albums in her U.K. homeland—
and each was richer and savvier than
the previous. Those skills radiate in
this tender love song, flavored by a
delicate, emotional vocal and produc-
tion that guides the song through a
series of glorious highs. This is a bona
fide hit, a song likely to carry us into
the spring. “Dream” is going to heat
up to those top 40 phones like a blow
torch.

the passion in his vocals cuts through
here. The artist also flexes his songwrit-
ing prowess, with a tune that will fit right
in at modern rock.

ORGY Opticon (2:57)

PRODUCERS: Josh Abraham, Orgy

WRITERS: J. Gordon, A. Derakh, B. Hewitt, R. Shuck. P.
Haley

PUBLISHERS: WB Music Corp./Vision X Music/Amiricol
Music/New Static Music/Exer Sapien Music/Splizaz
Music, ASCAP

Elementree/Reprise 100491 (CD promo)

After scoring with the top 10 modern rock
track “Fiction (Dreams In Digital),” elec-
tro-loud quintet Orgy pumps out “Opti-
con,” from the gold album “Vapor Trans-
mission.” Of course, the challenge in
releasing a great single like “Fiction” is
following it up with a cut of comparable
caliber. While “Opticon” is as loud as the
rest and continues the hip, futuristic lyri-
cal concept from the album, the track just
sounds less inspired. The simple drum-
beat introduction comes across more like a
cover of Billy Squier's 1981 kitsch classic
“The Stroke,” until the band’s dark, elec-
tronic sound envelops the beats. The ele-
ments are all pretty decent—Ryan
Shuck’s guitar solo, Jay Gordon’s vocals,
the synths—but somehow, the parts don't
add up. The group’s cover of “Blue Mon-
day” was such a winner, maybe an actual
take on “The Stroke” wouldn’t have been
such a bad idea.

TRANSMISSION OK That Kind 0f Girl (2:49)
PRODUCER: Biues Saraceno

WRITER: B. Saraceno

PUBLISHER: Blues Tunes Inc., ASCAP

Beyond 78177 (CD promo)

By the time he was old enough to vote,
guitar prodigy Blues Saraceno had

SPOTLIGHT

TONI BRAXTON Mayhe (3.08)

PRODUCER: Keith Crouch

WRITERS: T. Braxton, K. Crouch, |. Smith, M.
Jamison, S. Gause

PUBLISHERS: Braxtoni Music/Dange Music, BMI;
Edwardfunkyhandz Music/Glona’s Boy Musisc/SS
Class Music, ASCAP

LaFace/Arista 4530 (CD promo)

The latest release from Golden
Globe winner Toni Braxton’s double-
platinum-—and Grammy-nominat-
ed—album “The Heat” is another
R&B-centric tune that works the
contemporary edge, with a jittery,
fast-talking series of verses and a sen-
sual, highly atmospheric chorus that
hints at this song’s midnight-romance
setting. The credible production comes
courtesy of Keith Crouch, with Brax-
ton serving as co-producer/co-writer.
There’s no doubt that “Maybe” hits
with what's popular now at urban
radio, though it’s disappointing to see
an artist with such extraordinary
chops sing a song that one could hard-
1y deem a rousing vocal showcase.
Even so, Braxton has managed to
make the transition from adult-leaning
diva to a leading lady of soul. And she
has certainly never looked better,
which won't hurt the campaign. All in
all, another successful outing for this
enduring, endearing talent. Radio
action is a no-brainer. Look for this
one to continue her hot streak.

already released a critically acclaimed solo
album and been featured on the cover of
Guitar magazine. Starting in his teenage
years, he worked with artists from the
rock realm (Dweezil Zappa, Cream’s Jack
Bruce and Ginger Baker) and the pop
mainstream (Taylor Dayne, Cher), even-
tually joining hair-metal act Poison. His
latest project, the quartet Transmission
OK, brings the retro sounds of the *60s
and "70s together with a current alterna-
tive feel on its debut disc, “The Sky, The
Stars, And The Great Beyond . ..” Lead-
off single “That Kind Of Girl” is surpris-
ingly light on the guitars; this catchy ditty
combines a surfing feel (featuring a "60s-
vintage Hammond organ solo) with a con-
temporary pop chorus. Unlike with some
of his earlier solo work, Saraceno’s voice
isn't distorted, so you can hear him slide
around with his falsetto. This could work
well at some lighter rockers, as well as at
modern/hot AC.

CHRONIC FUTURE The Majik (2:47)

PRODUCERS: Jay Lean, Chronic Future

WRITERS: Chronic Future

PUBLISHER: Name Under Cake Publishing, adminis-
tered by BMG Entertainment. ASCAP
Retrograde/Beyond 78176 (CD proma)

Hmm, another middle-American rap/
metal act . . . But before you throw this on
the pile with the others in the overactive
genre, Chronic Future is worth a listen.
The Midwestern band actually got into
the game before the movement had snow-
balled to its current saturation: Its self-
titled debut in '96 and its '97 album,
“Chronie,” date back to when Kid Rock
had a flattop. Compared with others in the
rap/rock movement, these guys seem to
have been around long enough to have
been stamping out 78s. This tune, from
the new album “4 Elements,” is deeper
than most other sereamin’-rap ditties.

There’s plenty of manie, shrieky rapping
through the verses, with almost pop-your-
top crazy vocals. But just when you're
ready to call an ambulance for the poor
lead singer, the chorus pulls a 180, gearing
into a mellow, singable melody—lending
some present value to Chronic Future.

TANTRIC Breakdown (3:10)

PRODUCER: Toby Wright

WRITERS: Tantric

PUBLISHERS: WB Music/CFT Pubhshing/Oglirtfica/Cloud
29 Publishing/Jolene Cherry Music, ASCAP; Warner-
Tamerlane Pubtishing/Eight Inches Plus Publishing/
Cherryworks/Maverick Recording, BMi

MCA 100456 (CD promo)

Apparently, hard-rock quartet Tantric
knows all about the “Breakdown” that we
are told about in its latest release. The
four-piece band from Louisville, Ky., con-
sists of three former Days Of The New
members with a new singer. “Breakdown,”
the first single from Tantric’s self-titled
debut (due Feb. 13), begins with a fluid
acoustic guitar lick, accompanied by two
penetrating bass kicks and a biting
snare—all of which make way for the cap-
tivatingly dark vocal of Hugo Ferreia. In
his “I sing with a cigar in my mouth”
Eddie Vedder-like voice, the man tells of
someone’s seemingly happy life that
could—at any minute—fall victim to a
“Breakdown.” Instrumentally, the tune is
tightly arranged and produced by Toby
Wright (Korn, Alice In Chains). Although
the band may not reveal the sexual secrets
of the ancient Buddhist sect it’s named for,
Tantric does offer a model hit that could
become a potent force on rock radio.

LUDACRIS Southern Hospitality (no timing Iisted)
PRODUCERS: the Neptunes

WRITERS: Ludacris, Pharrell

PUBLISHERS: ASCAP/BMI

Def Jam South 15213 (CD proma)

On the heels of his enormously popular
“What’s Your Fantasy,” Ludacris returns
to show a little “Southern Hospitality.”
As with his prior success, he keeps things
much the same, offering another booty-
shakin’ tune for the masses. The former
radio personality from Atlanta has a real
ear for what’s hot on the streets, enlist-
ing producers-of-the-moment the Nep-
tunes to create a bass-heavy track with
an unforgettable hook. It’s a club-orient-
ed jam that keeps the formula simple and
sweet—one part platinum, two parts
party. Ludaeris’ flow is nondeseript, but
the infectious track more than makes up
for it. R&B radio has already begun to
show love to one of its own, especially in
the South.

KOOL G RAP Streets (no timing listed)

PRODUCER: Buckwild

WRITERS: N. Wilson, A. Best

PUBLISHERS: 1ilvil/Still Diggin Music/BMG Songs,
ASCAP

Rawkus (CD promo)

After a three-year hiatus, Kool G Rap
returns to business as usual on “Streets.”
Mr. Rap, who first made his name as half of
the hardcore hip-hop duo Kool G Rap & DJ
Polo, has been making reality-based music
for the streets for more than a dozen years.
Rap leads off with this no-holds-barred,
Buckwild-produced track from his eighth
album, which serves as his Rawkus debut.
From the rugged lyric to the methodie pro-
duction, “Streets” is vintage Kool G Rap.
The chorus speaks for itself. “The streets,
where it happens at/The streets, it's where
they clappin’ at/It's where the action’s at/
The streets, it’s where they packin’ at/The
streets, it's where it’s crackin’ at/The
streets, bring it back to that.” It will be a
return to yesteryear for some, an introdue-
tion for others, and an example of true
hardcore hip-hop for all.

Shawn Colvin’s “Whole New You,” re-
viewed in the Feb. 10 issue, was issued by
Columbia Records. The catalog number for
the promo single is CSK16441.

SINEIE « PICKS (p»): New releases with the greatest chart potential. CRITICS' CHOICES (#): New releases, regardless of potential chart action, that the reviewer highly recommends because of their musical merit. NEW AND NOTEWORTHY: Highlights
» New and developing acts worthy of attention. Cassette, vinyl, or CD singles equally appropriate for more than one format are reviewed in the category with the broadest audience. All releases available to radio and/or retail in the U.S. are eligible
for review. Send copies to Chuck Taylor, Billboard, 770 Broadway, New York, N.Y. 10003. Country singles should be sent to Deborah Evans Price, Billboard, 49 Music Square W., Nashville, Tenn. 37203. Contributors: Michael Paoletta (N.Y.)
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Girl Talk. Slip-N-Slide/Atlantic rapper Trina, right, joins the ever-widening circle
of music artists who have made guest appearances on the “Jenny Jones” show.
The rapper —pictured with host Jones —performed the song “Pull Over” for a
segment on makeovers.

112’s Story Gontinues With ‘Part Il

Bad Boy/Arista Act Takes Up Songwriting/Producing Duties

BY JEFF LOREZ

NEW YORK—For a change of
pace, male R&B quartet 112 opted
not to record in its native Atlanta
or in New York. Instead, the four-
some trekked to Nashville.

“We went there to get away from
the record label, our families,
friends, girlfriends, and managers,”
explains member Mike Keith. “We
needed that space to become more
unified as a group and to really cre-
ate. We just recorded and chilled.”

The end result can be heard
when the group’s third Bad

Dupri’s So So Def, Golumbia Renew Deal;
Thump Records Grosses Over To TV

S() SO DEF RE-ENLISTS: Despite rumors to the con-
trary late last year (Billboard, Nov. 11, 2000), Jermaine
Dupri’s So So Def imprint has re-upped with Columbia
Records. The re-signing marks the continuation of an
eight-year relationship between the two labels. Dupri,
who is responsible for discovering acts such as Kriss
Kross, Da Brat, and Jagged Edge, h:is found recent suc-
cess with 13-year-old rapper Lil’ Bow Wow. Upconiing
So So Def projects include new albums from Jagged
Edge, newcomer R.O.C., and Dupri himself.

TV (GOES THUMP: Drawing upon its specialization in
hip-hop/rap, Latino, dance, and funk music, party label
Thump Records crossed over into TV land Feb. 9 with
the debut of “Thump!”

Syndicated nationally on
the WGN Network, the
half-hour dance show is
taped live from Club Rio
in Las Vegus’ Rio Hotel.
Open to the public, the
show is produced in Eng-

and The
lish and Spanish for inter-
national distribution. Bllles

The Rhythm
The RaE

Signing on as the first =

sponsor: retailer Where-
house Music.

DJ A.L.3 mans the
“Thump!” music booth, joined by person:lities Leon,
Aaryn, and Lisa. To help kick off the program, Thump
is giving away free trips to Las Vegas through a lineup
of West Coast stations that includes Los Angeles’
KPWR and KCM(G and Phoenix’s KPTY. The label,
which recently marked its 10th anniversary, was found-
ed by president Bill Walker and Alberto Lopez.

BEAUTIFUL MUSIC: Last year (The Rhythm &
The Blues, Billboard, Oct. 7, 2000), I chatted with
Patrice Rushen and Sheree Brown about their then-
pending musical project: Sisters Being Positively Real
(SBPR) and their debut release, “Beautiful Woman, The
Album.” The fruits of that labor were unveiled recent-
ly with the Valentine’s Day launch of the puir’s new Web
site (bbeg-co.com), through which the 12-track album
and video for the title tune ave available.

The Brown Baby Entertainment Group album—
which streets Feb. 28—is an aural treat containing
soothing, feel-good musie featuring R&B, jazz, pop,
and folky leanings accented with eloquent spoken-
word passages by Juliana Jai. Of particular note are
the title track (of which there’s also a reggue version)
“I Got A Good Man,” “Sisters Being Positively Real,”
and “Ego Flight.”

by Gail Mitchell

ALL ABOARD: Reps from 15 to 20 of the country’s top
R&B stations will be flying into Los Angeles to broadcast
live back to their respective hometowns from the Shiine,
site of the 15th annual Soul Train Music Awards. Spon-
sored by Soul Truin, Sprite, and Premiere Radio Net-
works, the noon-4 p.m. artist-interview marathon takes
place Feb. 27-28. For more information, contact Premiere
VP of talent relations Barry Krutchik at 818-377-5364.

THI*] B-BALL BEAT: The NBA is bouncing to the beat
at the 2001 All-Star Jam Session, the predecessor to its
annual All-Star Game Sunday (11) at Washington, D.C.’s
MCI Center. Shaggy, Jagged Edge, Lil’ Bow Wow, De
La Soul, Silkk The Shocker, Avant, Dave Hollister,
Lil’ Zane, Dream, O-
Town, the Transitions,
and VP-215 are booked
for Club NBA Feb. 8-11
for the Fleer-sponsored
Jam Session, which also
features interactive bas-
ketball games.

S HORT SHORTS:
Bankroll Entertainment
Group act Ram Squad,
formerly on Universal,
has now signed with
JCOR/Interscope to release its debut album, “Random
Access Money.” The original project has been revamped
with four new songs featuring Nelly, Cam’Ron, and
Sticky Fingaz. Later this year, Philly-based Bankroll—
co-owned by Stephen “Eppy” Epstein and Tommy
Hill—is planning to issue the “Bankroll Indictments”
compilation and its second film/soundtrack, “Bachelor
Puarty,” through independent channels . . . Nashville-
based Squint Entertainment—headed by GM Dave
Palmer—is releasing its first hip-hop project, an upcom-
ing album by L.A. Symphony, a collective of eight hip-
hop producers/MCs . . . Producer/artist Timbaland,
who’s cut his soundtrack teeth on “Romeo Must Die”
and “Dr. Doolittle,” has co-executive-produced his first
movie, “30 Years To Life.” He’s ulso scoring the film and
executive-producing its soundtrack. Shown at the
recent Sundance Film Festival, “30 Years” addresses
the realities of tuning 30 and is the feature film debut
of director/screenwriter Vanessa Middleton (“Cosby.”
“Sister, Sister”) . . . Grammy nominee Steve Harvey is
this year's NAACP Image Awards’ entertainer of the
vear.

Assistance in preparing this column was provided
by Rashaun Hall and Marci Kenon in New York.
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Boy/Aristu album, “Part I11,” is
released March 20. And unlike its
earlier albums—1996’s “112” and
1998’s “Room 112,” “Part I11” was
mostly written and produced by
the foursome, with additional pro-
ducers including Tim and Bob
(Sisgd’s “Thong Song”) and Bad
Boy’s in-house man Mario Winans.

Now in their early 20s, the 112
members—who also include
Quinees Parker (aka Q), Marvin
Scandriek IIT (aka Slim), and
Daron Jones—are school friends
who grew up singing in church and
were discovered in a local Atlanta
club called 112.

The group is currently managed
by Courtney Sills for Sills Enter-
tainment and Free Maiden for Free
For All. And all four members are
signed to Bad Boy chief Sean
“Puffy” Combs’ publishing compii-
ny, Justin Combs Publishing/EMI
April Music (ASCAP), via their
own Da Twelve Music.

Since the release of its first
album, the group has focused on
crossing over from its R&B base to
Pop.

“It’s very fickle in R&B,” notes
Slim. “You’re only as hot as your
last record. But in rock and alter-

(Continued on paye 25)

Rapper Tow Down Records Debut,
By Prescription Dnly,” On Elektra

BY MARCI KENON

NEW YORK—Believing that : lot of
hip-hop is creatively bankrupt, rap-
per Tow Down has recorded an anti-
dote, “By Prescription Only,” his
debut album. It drops March 13 on
D.I.M.E./Elektra Entertainment.

The 22-year-old Houston native
(aka Brian Theriot) infuses his
diverse musical tastes throughout
this 13-track set. First single “Coun-
try Rap Tune” was sent to R&B, rap,
and crossover radio Jun. 12 and fea-
tures local rappers Hawk and Big
Pokey.

“I’'m into everything from Run-
D.M.C. to Led Zeppelin to GGeorge
Strait,” says the M.O.E. Publishing
(ASCAP) songwriter. “I like to take
bits and pieces of every genre. |
baked the pie so everybody can have
aslice: rockers, the real hip-hop ghet-
to thugs, and the Hispanic market.”

Dope House/Universal rapper
South Park Mexican is featured on
“Slant Eyes.” Tow Down also
exchanges rhymes with C-Note of the
Botany Boys on “The Virus” and
Houston rappers Lil’ Flip and Lil’
Flash on “We Shinin’.” Another
notable track is the Tow Down-
penned “Emotions,” which has strong
pop potential.

He says he earned his street credi-
bility as the only white rapper in the
Serewed Up Cligue. The local ensem-
ble of hip-hop talent was headed by the
late DJ Screw, who assisted local rap-
pers with their national aspirations.

“I don’t try to project something
I'm not,” says the rapper, who is man-
aged by Houston-based Ram Man-
agement. “I don’t try to ‘act black’ on
the hip-hop scene. I'm just Tow Down
on the hip-hop scene.”

“I was one of the first people to
play ‘Country Rap Tune’ before he
got signed. It was an instant hit,” says
Luscious Ice, musie director/PD at
KBLZ, which is simuleast on 102.7
and 106.9 in Tyler and Longview,
Texas, respectively. “The phones
were ringing immediately with peo-
ple wanting to know who the artist
was . .. The album
is also very tight
with  different
[musical] flavors.
He’s not just an
artist making nov-
elty records. He
can actually
rhyme.”

Tow Down be-
gan rapping in the
school cafeteria around the time he
was in eighth grade and eventually
turned his hobby into a career. He
joined local group Thugs Of Another
Kind, who released a self-titled album
in 1998 on D.1.M.E. (Dedication,
Innovation, Motivation, and Educa-
tion. The label is owned by Tow
Down’s brother, Bernard Theriot).
When the group later disbanded
because of creative differences, Tow
Down resurfaced as a solo act and
spent nine months recording “By Pre-
seription Only.”

Elektra is launching a promotion
campaign with street teains initially
blanketing the Southeast and South-
west regions, says Al Branch, Elek-
tra’s senior divector of marketing.

The “Country Rap Tune” video—
directed by Jeff Byrd—goes to BET
this month and MTV the first week in
March. Tow Down will also make
guest appearances on BET’s “106 &
Park” and “Rap City” and on MTV.

TOW DOWN
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The Beatnuts Keep Squeezin’ It On Loud

BY RASHAUN HALL

NEW YORK—When it comes to
the career-building concept of pay-
ing dues, the Beatnuts are well-
versed. With eight years in the busi-
ness and five albums (“Intoxicated
Demons,” “Street Level,” “Stone
Crazy,” remix EP “The Spot,” and
“Musical Massacre”) to their credit,
Psycho Les and Ju-Ju know what it
takes to maintain hip-hop longevity.
The New York-based duo remains
consistent on its latest set, the
March 6 Loud Records release
“Take It Or Squeeze It.”

The new album—the Beatnuts’
first on Loud after a stint on Rela-
tivity—follows the simple musical
approach that has earned the act its
dedicated following.

I bring a whole bunch
of beats together. We
choose what we want
to work with and
what direction we
want the albumto go
in. Then we sit down
and write. On this
album we were more
organized. With the
others, we wasted a
bunch of time track-
ing a bunch of songs
and ended up only
using 13 or 14.
“Every cut is
bananas on this

STEPHANIE LOPEZ'S

RHY T
SECTION

BEYOND THE TOP: Joe’s latest single, “Stutter” (Jive), makes
it to new heights on this issue’s Hot R&B/Hip-Hop Singles &
Tracks. [t gained the No. 1 position last issue over OutKast’s “Ms.
Jackson” (Arista) by a spread of almost 800 points, but this issue
“Stutter” moves even further ahead of the pack. Gaining the Great-
est Gainer designation for both sales and airplay, “Stutter” pulls
ahead of the pack by close to 3,000 points. This lead is in part a
result of the 7% increase in sales at retail overall and the release
of the radio remix featuring multi-platinum artist Mystikal. Mys-
tikal has had a tremendous amount of exposure lately; his current
solo single, “Danger (Been So Long)” (Jive), sits at No. 4 on Hot
R&B/Hip-Hop Singles & Tracks, its sixth week in the top five of
this chart.

Mystikal’s current album, “Let’s Get Ready,” which has spent 19
weeks on Top R&B/Hip-Hop Albums, moves 13-10 this issue with
a 31% gain in sales. Joe’s “My Name Is Joe” moves 51-49 on Top
R&B/Hip-Hop Albums, with a 26% gain in sales over last issue.

LEGEND RETURNS: This issue marks the first production by
Clive Davis to chart on Hot R&B/Hip-Hop Singles & Tracks since
his departure from Arista Records, as J Records’ debut R&B
artist, Olivia, is the chart’s Hot Shot Debut at No. 60 with
“Bizounce.”

Doubling its total points, “Bizounce” gains ground at radio. As
there is no commerecial single scheduled for release to date, Olivia
will have to work her way up the chart via radio points only. On
Hot R&B/Hip-Hop Airplay, Olivia debuts at No. 56, gaining early
support from WBLS and WRKS New York, WGCI Chiecago, and
WPRW Augusta, Ga.

THE BEST OF TIMES: Life constantly ebbs and flows. Things
change, and people move on. Thus, change creates a new opportu-
nity for me at J Records. I have had the honor over the past year
to be a part of the R&B community in the best of ways. I have been
a part of the continuance of many careers and participated in the
birth of new ones. I have been the eyes and ears of the communi-
ty and have tried to hold a candle to those before me without mak-
ing it too hard for those who will follow after me. I am going to
miss being such an integral part of the pulse of the industry.

I would like to thank all those here at Billboard who have made
my stay educational, meaningful, and the most worthwhile endeav-
or in my career to date.

To those of you who read this column, please know that there is
music ahead from various labels that will restore your faith in
music and the business. For those of you whom I leave behind,
know you will always hold a special place in my life and career.
Finally, for those of you whom I will join on the road of life, I look
forward to the wondrous things we will ereate and be a part of.

“The beats definitely come first,”
says Ju-Ju (né Jerry Tineo). “Les and

BEATNUTS

album,” continues Ju-Ju, who is pub-

lished by 6 Deep Publishing
(ASCAP). “We only picked the cuts
that had that kind of
an impact on us.”

“We planned every
joint as a single,”
adds Les (né Lester
Fernandez), who is
published by Psycho
Les Publishing
(ASCAP). “We don’t
have any album cuts
because that was the
problem with the last
album. The label
thought the last
album only had one
single. So with this
album we decided to
give them 12.”

Although Les and Ju-Ju went
into the studio wanting to create a
singles-driven album, they didn’t
lose sight of what was most impor-
tant to them—making quality
music. “When it comes to creating
musice, it’s about making ourselves
happy,” says Les. “When you say
‘radio,” don’t think [the song] has to
be all happy and corny. It can be
hard. It’s just how you do it, and
we've proven that.”

Loud director of A&R Che Har-
ris agrees. “With Loud, it’s never
about being something you're not,”
says Harris. “Les was adamant
about taking it back to the begin-
ning, back to the sound of their first
album. Artists have to be able to
stay true to their style, and the
Beatnuts are known for those
obscure, hard-to-find samples. They
have a broad and dedicated audience
who expects that.”

With an eye on the business side
of things, the Beatnuts have
branched out to a broader audience
via video-gaming. “We produced
some tracks for the ‘Madden 2001
video game,” says Les. “It’s just
another market to touch. You have
all these young kids and people who
don’t even like hip-hop up on the
Beatnuts because they play the
game.”

Loud is looking to expose the
group to other audiences as well.
“We want to maximize their fan base
on all levels,” says Loud product
manager, special projects Kvesha
Bennett.

To that end, the Beatnuts will be
performing at the Los Angeles
Dragon Festival, as well as doing
spot dates in New York. Loud will
also be placing outdoor advertise-
ments and TV and radio spots to
increase visibility.

The Beatnuts, who have produced
tracks for Mos Def, Fat Joe, Big Pun,
and Ghostface Killah, insist that
“Take It Or Squeeze It” is unlike
anything else in hip-hop right now.
And therein lies its strength.

“There’s a lot of stuff on the
radio that sounds similar,” says
Ju-Ju. “But we always try to
wake people up from the daze of
all that other stuff. If you cop this
album, we will give you your
money’s worth—and guarantee
your satisfaction.”

Billboard.,
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112’S STORY CONTINUES WITH ‘PART IV’

(Continued from page 23)

native, the fans are more loyal. You
have 60-year-old Rolling Stones
fans. That group can still come out
right now and sell out an arena.”
“As an R&B act, what we have
to show is our ability as singers,
songwriters, and performers/
dancers,” adds Keith. “We want to
corner the same market as ‘N Syne,
the Backstreet Boys, and Christi-
na Aguilera. What we'’re trying to
do now is broaden our horizons.
We've gone as far as we can go as
an urban group without taking it to

the next level, so now we need that
push to cross us over to pop.”
With that in mind, setup for the
112 project began last November.
That’s when the vinyl version of
first single “It’s Over Now” was
serviced to mix shows and clubs.
Additional mixes of “It’s Over
Now” feature Bad Boy artists
Shyne and G-Dep. “This first step
helps separate them from other
R&B groups,” says Bad Boy VP of
marketing Tracey Waples,
“because their uptempo songs have

mix-show sensibilities.”

CD promos were then serviced
to radio, followed by a video/photo
shoot staged in Atlanta. Behind-
the-scenes footage was shot for the
group’s Web site and a future elec-
tronic press kit. A second single,
“Peaches & Cream,” was sent to
radio Feb. 6.

A radio promo tour is scheduled
for 13 cities, beginning March 2.
Print ads are scheduled to run in
Honey, Upscale. Fader, Inner City
Magazine (a publication from New

York radio station WBLS), Vibe,
Right On!, Source, Essence, and
Showcase, with additional strips in
mainstream teen publications.
Internet marketing will encompass
E-greetings, online chats, and vir-
tual street teams, as well as Web-
casts of in-stores, album release
parties, and TV performances.

“We will market this band across
the board,” says Waple, “from the
mix-show level to college to urban
radio to top 40.”

The response thus far from the

urban retail and radio sectors is
definitely positive. “It’s a hot sin-
gle, no doubt,” says Dwight Fuller,
co-owner of Vision Quest Records
in Westchester, New York.
“There’s great anticipation behind
the album. If they follow it up with
another strong cut, then the album
should do very well.”

WEKYS Washington, D.C., PD
Daryl Huckaby agrees. “ ‘It’s Over
Now’ is a solid R&B hit,” he says.
“It’s a familiar-sounding track that
will re-establish them well.”
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So, what's nexi?

Billboard looks at Rap/Hip Hop's continued growth
and evolution with a review of the success of indie
labels, the global Rap-Reggae cornection, and
Rap/Hip Hop artists’ continued expansion into
Film/TV. We also look at the genre’s hottest new
acts, up and coming executives and producers,
and the biggest rap/hip hop tours olanned for
summer-2001. And, as always, Blllboard reviews
upcoming releases and takes a year-to-date look
at the Rap/Hip Hop charts.
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BONUS

Include your latest release on our
Rap/Hip-Hop CD sampler*
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ARTISTS & MUSIC

Three New Partnerships Form Among Dance Labels

SYNERGY: For the past eight
years, the San Francisco-based
Spundae organization has been host-
ing parties at various clubs in its
hometown, as well asin Los Angeles.
In the process, Spundae helped intro-
duce global DJs such as Sasha, Dave
Seaman, Carl Cox, Paul van Dyk,
and Timo Maas to a wildly apprecia-
tive West Coast crowd.

With an eye on the future, Spundae
has formed a partnership with Mute
Records to release a dance/electronic
compilation series; it bows Apr. 24
with “Spundae Presents Interpreta-
tions I1.” Handling the two-disc set’s
beat-mixing chores is Spundae resi-
dent DJ Jerry Bonham. (Three years
ago, Bonham’s first mixed disc,
“Interpretations,” arrived via Spun-
dae Recordings.)

Spundae is an obvious match for a
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HOT PLATE

sUltra Naté, “Get It Up (The Feel-
ing)” (Strictly Rhythm single). Culled
from the singer’s incredibly winning (and
forthcoming) new album, “Stranger Than
Fiction”—and following in the footsteps
of her recent No. 1 club hit “Desire™—the
Isley Brothers-sampling “Get It Up
(The Feeling)” finds Naté in top form, sin-
gin’ about the trials and tribulations of
contemporary love. Take a glimpse at the
song’s reality-based opening lines: “How
many of you out there have noticed that
lovers today/Seem to have their own
agenda?/Making all the rules fit their
games.” Uplifting house, sinewy 2-step,
and hard-rockin’ electro mixes courtesy
of Full Intention, Tru Faith, and Head-
rillaz, respectively, make this one essen-
tial double-pack. A March release date is
planned.

*MJ Cole, “Crazy Love” (Island sin-
gle). With “Crazy Love,” the U.K.’s most
refreshing and sexy dancefloor sound (2
step) makes further inroads into the U.S.
Spotlighting the vocally gifted Elisabeth
Troy, this infectious track is awash in
kinetic hip-hop-styled beats, house
rhythms, and lovely string spikes. Also
included are three previously unreleased
remixes by Todd Edwards (pay special
attention to his Discofied 2000 Vocal
mix!). FYI: “Crazy Love” is one of many,
many highlights on Cole’s debut, “Sin
cere,” which (finally) makes its stateside
appearance March 20.

sMirwais, “Naive Song” (Epic single).
Madonna collaborator and Grammy
nominee Mirwais makes his U.S. debut
with this Daft Punk-style funk/rock/elec-
tronic hybrid. If the original mix is a lil
too “real” for ya, give a listen to Olav
Basoski’s very friendly disco-looped |
remix. Also on board are Dave Clarke
and Les Rythmes Digitales, who each
deliver very Human League-hued |
restructurings. Be on the lookout for the
artist’s album, “Production,” which
streets Feb. 27. |

*Prospect Park, “Surrender” (Z
Records U.K. single). Those who can't get |
enough of wailin’ diva party anthems like
Joey Negro Featuring Taka Boom’s [
“Must Be The Music” need to immedi-
ately snag a copy of “Surrender,” which |
finds Dave Lee (aka Negro) delivering |
yet another solid slab of female-fronted |
(is that Boom on the mic?), peak-hour
house musie. This needs a U.S. home.
| pronto! [

—
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TRAX

by Michael Paoletta

label like Mute, which has, over the
years, achieved much success with
such cutting-edge artists as Laurent
Garnier, Christian Vogel, Luke
Slater, Westbam, Speedy .J., Prodi-
gy, Richie Hawtin/Plastikman, and
Van Dyk, among others.

In a similar move, Los Angeles-
based Pioneer Entertainment USA
aligned itself with John Digweed’s
influential British imprint, Bedrock,
late last year. Under the agreement,
the Koch-distributed Pioneer has
exclusive rights for all Bedrock mate-
rial throughout North America and
Asia. Last November, the label issued
“Foundations,” a compilation spot-
lighting music from Bedrock’s catalog.

Forthcoming Bedrock-certified
titles from Pioneer include Moon-
face’s “Between Worlds” (March 27);
“Bedrock,” which will feature new
music from Digweed and Nick Muir
(who together record under the name
Bedrock), as well as mixes of
Bedrock faves (May 8); a two-disc
mixed set from Jimmy Van M. (May
22); “Foundations 2” (June 26); an
artist album from Jimmy Van M.
(Sept. 25); and “Foundations 3” (Oct.
23). And beginning March 27, the
label will issue one “Foundations”-
related 12-inch single per month.

Also joining forces are Nettwerk
America and Nettwerk Canada for
the formation of a new imprint,
Nutone Records. According to
Nutone founder and Nettwerk Pro-
ductions CEO Terry McBride, the
imprint will spotlight artists who are
interested in pushing the boundaries
of electronic music.

“Nutone releases are symbolic of
Nettwerk’s earlier days when we
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Breakouts: Titles with future chart potential,
based on club play or sales reported this week

helped pioneer the currently diverse
electronic music scene,” McBride
explains. “Nutone releases will
encompass all styles of this now
expansive genre.” The label’s first
three aloums—the South Asian fla-
vors of NatarajXT, the ambient pop
of Izdatso, and the Eastern techno of
Le Duc—street March 27.

NEWSY NEIGHBORS: Effective
immediately, Danny Coniglio (more
commonly known as Danny C.) has
resigned from his post as senior direc-
tor of club/crossover promotion at
Arista Records in New York. Only
time will tell what this means for
Arista’s once-ineredibly-active dance
music department.

Joe Berinato, formerly of Ram-
page Musie, is now director of pro-
motion/A&R at New York-based
King Street/Nite Grooves. Berinato
says to expect a flurry of release
activity in the coming months. First
up are GTS Featuring Loleatta Hol-
loway’s “What Comes Around Goes
Around” (with mixes by Junior
Vasquez, Mind Trap, Jason Jinx,
and Matthias Heilbronn), Anthony
Nicholson Featuring Charlotte
Hunt’s “Sunshine,” and DJ Pierre’s
“Switch 2001,” which are scheduled
to be in stores Tuesday (13). Berinato
says DJ Pierre is also confirmed to
mix the next volume in the label’s
“Mix The Vibe" series; a street date
is planned for April.

Industry veteran Harry Towers
has formed dance/pop label Cetacean
Records, which will be distributed by
New York-based Ample Entertain-

ment. Working alongside Towers are
Paulie “D” Cigliano and Scott
Mabhia, who handle publishing/sales
and A&R duties, respectively.
Cetacean’s first release, “Stronger”
by the Davila Takeover Project
Featuring Eric, is now in stores.
Expect producer-driven Latin house
and filtered-disco fare to arrive via
the label’'s Cetacean Trax imprint.
Chris “The Greek” Panaghi has
opened the doors to DJG Records in
Malverne, N.Y.; distribution is han-
dled by Ample Entertainment. The
label makes its formal debut Feb. 20
with two singles: Christian Giorgio’s
filtered-disco jam “I Can Feel The

Beat” (with a remix by Panaghi and
KC) and Omega III's “Mastermind.”
Assisting Panaghi are Chris Ander-
son (national director of promotion)
and Dave Gadbois (director of retail).
British artist Andrea Parker has
also started a new independent label,
Touchin’ Bass. Expect the U.K.-based
label to debut in June with the single
“Freaky Bitches” by Andrea Parker
Featuring DJ Godfather and DJ
Assault. Both Godfather and Assault
will handle vocal duties on the ghetto-
tech track. Additionally, Parker is con-
firmed to deliver a track to Assault’s
next compilation on West Bloomfield,
Mich.-based Intuit-Solar Records.

Groove Is In The Heart. In addition to playing one-off dates in various West
Coast clubs, Los Angeles-based dance/pop duo T.H.E.M. (aka Thee Human Ego
Maniacs) is currently shopping a six-track demo. With infectious, self-penned
songs such as the downtempo “The Lonely One” and the energetic “Live For
Today,” as well as a smart cover of Animotion’s “Obsession,” T.H.E.M. effortless-
ly bridges the gap between acts like Deee-Lite, Depeche Mode, and Daft Punk.
The songs were co-produced by T.H.E.M. vocalist Justin Nylander and pop/rock
veteran Arthur Barrow, who also handled all guitar, keyboard, and programming
duties. Shown at the Sony Music Studios in Los Angeles, from left, are Nylander,
engineer Stephen Marsh, and T.H.E.M. vocalist Christiana Eastman.

BY JOHANNA OLOFSSON
STOCKHOLM—*I'm back, and 1
wanna know if you've been missing
me,” sings veteran club singer
Leroy Burgess on “Sweet Thing.”
The track, recorded by Sweden’s
house quartet Slippery People, fea-
tures the vocally talented Burgess
on the microphone. With “Sweet
Thing,” the Harlem, N.Y.-bred
singer/keyboardist/songwriter/
arranger/producer—who’s been a
vital, if underrated, member of
New York's music scene for the
past three decades—is poised for a
much-anticipated comeback.

Scheduled to street later this
month via Sweden’s Rip-a-Dip
Recordings (under the name Slip-
pery People Featuring Leroy
Burgess), “Sweet Thing” marks
| Burgess’ return to the forefront
and to good health (he recently had
a bout of pneumonia).

Last November, Burgess treat-
ed clubgoers in Stockholm to a live
show at the house club Jack!
According to the singer, this was his
first performance since a mid-"90s
tour with former associates Stuart
Bascombe and Russell Patterson of
"70s disco/R&B outfit Black Ivory.
-

Burgess Makes ‘Sweet’ Return On Rip-A-Dip

In addition to working with Black
Ivory, Burgess has collaborated with
many revered dance and R&B acts
over the years. Inner Life’s “Moment
Of My Life,” Uni-
versal  Robot
Band's “Barely
Breaking Even,”
Logg’s “1 Know
You Will,” Con-
vertion’s “Let’s

o Do It,” Venus
ﬁ % Dodson’s “Shin-
BURGESS ing,” Phreak’s
“Weekend,” Bumblebee Unlimited's
“Everybody Dance,” Aleem’s
“Release Yourself,” and the Fantas-
tic Aleems’ “Hooked On Your Love,”
among many, many others, were
showcases for the multitalented
Burgess.

“When my new projects drop, my
friends will know that I'm back in the
marketplace,” says Burgess, who’s
currently laying down the foundation
for a new album. “Hopefully, the sec-
ond album I work on will incorporate
many of my friends, including Stevie
Wonder, Luther Vandross, Jocelyn
Brown, and other people like that.”

Although Burgess retains a studio
in Harlem, he has been spending

much time in Paris of late. He
recently recorded three songs with
Virgin-signed act Cassius for its
upcoming album. Burgess says he's
currently collaborating with
Taharqa and Tunde-Ra Aleem (of
'80s dance act Aleem aka the Fan-
tastic Aleems) on their new album,
“Back At Da Crew,” which will be
released on Burgess' own New
York-based BE (Burgess Enter-
tainment) Records.

“It’s got a little bit of hip-hop
and a little bit of R&B,” Burgess
notes. “It also has that signature
Aleem sound—along with some
ballads. It also introduces a rap
group that I've developed, Da
Drew Crew.”

Burgess says Da Drew Crew
comprises people he grew up with
who have “been around me pretty
much all my life. It’s really cool
working with younger people.

“It's my hope to continue sharing
my music with the rest of the
world, to have them share their
love with me, and to share my love
with them,” adds Burgess. “And as
long as that's part of God’s plan, for
that to continue to happen, then I'll
gladly be a part of it.”
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Bellamy Bros. Gelebrate 25 Years With Two GDs, New Deal

BY DEBORAH EVANS PRICE
NASHVILLE—After 25 years, 26
top 10 singles, and countless perform-
ances in venues from Texas to Ger-
many to New Caledonia, no one could
fault the Bellamy Brothers if they
decided to kick back on their Florida
ranch. However, Howard and David
Jellamy have other ideas.

The duo will celebrate a quarter of
a century in the music business this
year with two new CDs, a Great
American Country (GAC) TV special,
and a new affiliation with Nashville-
based DeltaDise Records, which will
distribute their Bellamy Brothers
Records (Nashville Scene, Billboard,
Feb. 10).

“There was a bunch of different
people talking to us,” says David.

“But no one put their money where
their mouth was like DeltaDise,” fin-
ishes Howard. “They made us the best
deal”

Having launched Bellamy Brothers
Records in 1992, Howard and David
were the front-runners in the trend
toward artist-owned labels that now
include Charlie Daniels’ Blue Hat
label, Kenny Rogers’ Dreamcatcher,
and the multi-artist-owned Dead
Reckoning Records, among others.

During the past decuade, the Bel-
lamys have forged distribution/mar-
keting partnerships with other labels,
first with Intersound, and most

recently with Blue Hat, which handled
the release of their last project, “Lone-
ly Planet.” The brothers say the split
from Blue Hat was amicable.

They opted to go with DeltaDisc
because they’d previously worked
with Ken Woods, the label’s newly
named director of sales and distribu-
tion, and they liked label founder/
president Frederick Clark.

The initial project released under
the new agreement is “The Bellamy
Brothers 25 Year Collection.” The tirst
CD streets April 3, with a second vol-
ume to follow in late August. Each CD
will contain 20 cuts, among them two
new songs and three live recordings
of previous hits. Of the four new songs

work without me.”

catcher, continues his

All of the Dreamcatcher artists remain with the
firm, including Rogers, Sara Evans, Diamond Rio,
Linda Davis, and Marshall Dyllon. Kragen, who
retained his Los Angeles-hased Kragen & Co. man-
agement firm throughout his affiliation with Dream-

aurprise Ending For Dreamcatcher’s Kragen;
Happy Ending For Gonflict Over GRS Shows

KEN KRAGIN exits as president of Dreamcatcher
Artist Management and splits with Kenny Rogers, a
client for 33 years. Rogers is co-owner of Dream-
catcher Kntertainment, parent of the artist manage-
ment division. While Dreamcatcher is calling the split
amicable, Kragen was taken by surprise by the news.
“T don't have a clue why it was done. They never gave
me areason,” he says. “I think they decided they could

relationships with clients

of that company, includ-
ing 3 Of Hearts and
Mark Collie. Meanwhile,
Ted Greene is promoted
from VP to senior VP at
Dreamcatcher Artist
Management. Rogers
kicks off a 14-c¢ity tour of

Nashville
Soene

Canada Feb. 21. Label-

™

of both companies’ products. Music City Records president
Bob Heatherly joins Fahrenheit’s board of directors, and
Fahrenheit CEQ Peter Trimarco assumes adirector posi-
tion with Music City Records.

Gaylord Cable Networks’ MusicCountry launched Feb.
1 in Brazil. The 24-hour channel, which is initially avail-
able to more than 1.6 million subscribers in the country,
replaces Gaylord’s former network, CMT International, in
that region. The programming features a mix of rock,
R&B, country, pop, and contemporary Brazilian musie.

HAI’I’Y ENDINGS: A conflict between Country Ra-
dio Broadcasters and record labels DreamWorks, Lyric
Street, and Mercury, reported in Billboard for the last

two weeks, has been
resolved.

The labels had sched-
uled a show, Country’s
Class of 2000, directly
against the New Fuces
show March 3 at the
Country Radio Seminar.
After first announcing
that they had failed to
reach a compromise,

mate Marshall Dyllon will
open some of the shows.

Jeyond Records act Rappnexx.

ON THE ROW: Simon Renshaw has stepped down
as CEO of Audium Records. Renshaw, who will not be
replaced, has sold his interest in the company to pres-
ident Nick Hunter. Renshaw’s Senior Management
handles the careers of Dixie Chicks, among other acts.

Mercury artist Toby Keith has opened a
Nashville-based music publishing company, Paddock
Music, in partnership with his manager T.K. Kim-
brell of TKO Artist Management and Rob Hendon,
who previously ran Giant Publishing. Tim James has
been signed as Paddock’s first staff writer. Hendon
will serve as the company’s creative director.

Three staffers have been let go from the Left Bank
Organization’s Nashville office, which continues to be
headed by Phillip Kovae, who divides his time between
Nashville and Los Angeles. Client Deana Carter con-
tinues to be worked out of Los Angeles. Nashville clients
include Tracy Lawrence, Billy Burnette, Curb artist
Rodney Atkins, Crescent Moon artist Daniel René, and

The newly launched Music City Records has formed a
strategic alliance with Fahrenheit Kntertainment, merg-
ing operations through a management/marketing contract.
The deal is the first step in creating a partnership between
the companies to enhance the marketing and distribution

by Phyllis Stark

show to 9 p.m.

for a full release.

to have begun at 7 p.m. Doors for New Faces will
now open at 5:30 p.m. The labels have moved their

SIGN INGS: Nashville-based Hot Schatz Public Rela-
tions has signed the Statler Brothers for media repre-
sentation. The group will release the album “Showtime”
on its own Music Box Records April 10. The label will be
distributed by Pamplin Distribution.

DreamWorks act Emerson Drive has inked a multi-
year publishing agreement with Chrysalis Music and
Creative Artists Agency (CAA). Chrysalis and CAA
will jointly publish the Canadian band’s catalog.

AI{TIST NEWS: Nashvillian Béla Fleck is writing
songs for Disney’s upcoming feature film “The Bears,” the
story of the rise and fall of a fictitious "70s country-influ-
enced roots/rock band. Fleck is also in the studio working
on his classical music debut album for Sony Classical, set

The Bastard Sons Of Johnny Cash will release
a new album, “Walk Alone,” March 13 on the Ulti-
matum Music label. The San Diego-based band is
currently on a Northern California tour with San
Francisco-based group Red Meat.

both sides have adjust-
ed the start times of
their shows, which were

on these anniversary CDs, David
wrote two. One is &4 Randy Newman
song, “Big Hat, No Cattle,” and the
first single, “What'll I Do,” was writ-
ten by George Terry, a veteran
writer/musician whose songwriting
credits include the Eric Clapton hit
“Lay Down Sally.” Terry also co-pro-
duced the four new tracks with the
Bellamys.

The set opens
with “Let Your
Love Flow,” a song
that became a
multi-format hit for
the duo in the
spring of 1976 and
is still one of the j
most-played clas- N
sics on both country BELLAMY BROTHERS
and rock stations.

Each CD will feature a 12-page
booklet filled with photos chronicling
the Bellamys’ career. “The photos are
us when we were kids, us in the early
days, and us traveling,” says David.
“There’s a picture of us chasing camels
in the desert in Saudi Arabia and pos-
ing with Robin Hood’s statue in Not-
tingham [England], all these goofy
things. We didn’t put much bio in
them, mostly photos. I thought it was
alot more interesting than re-hashing
the hio again. We also have charts in
there from Germany where we were
No. 1 and [Paul] McCuartney was No.
2. We're proud of that.”

The Bellamys opted to release the
two CD collections separately to make
them more affordable to fans. “It’s a
pricing thing,” Howard says. “To do
the double, you have to charge so
much more. This gives people a choice.
You c¢an price them the same as other
CDs.”

“And we wanted it to be in the rack
with regular CDs. We didn't want it
to go in boxed sets,” adds David. “We
still have our name and a rack space
in most country sections. We wanted
it to be something you could put in
that space and people could find. We
also thought if we did two volumes in
one year. it will give us the whole year
to celebrate the 25-year thing. Then
at the end of all this, we can take the
two CDs, slide them into a sleeve, and
it can be a boxed set if we want it to.”

In addition to the new 25th anniver-
sary CDs, the Bellamys are licensing
15 albums in their catalog to
DeltaDise. “It wasn’t just a matter of
making a deal for the 25-year thing,”
David says. “We were trying to make
a home for the whole catalog.”

The Bellamys are self-managed.
Judy Seale at Refugee Management
International books them interna-
tionally, and they are booked domes-
tically by Rob Buttle at the Agency
for the Performing Arts.

The Bellamys continue to tour
extensively in the U.S. and in Europe.
“One of the things that has kept us
alive is that we are fortunate enough
to have a world market,” says David.
“Serengeti/Start is the distributor in
England. They do all of the UK., Aus-
tralia, New Zealand, the Pacific Rim,
South Africa, and Scandinavia. We

just got a platinum album in Denmark.
In Germany we are distributed by
Jupiter/BMG. They handle all the
European countries. Then there are a
couple things we do direct. This
Brazilian deal we're working on now
is a direct deal, and we're working on
a direct-TV deal for Ewwvope.”

Howard says the key to success
abroad is touring. “Most acts have
approached the international market
by [doing] one- or two-date festivals,”
he says. “We do three- to four-week
tours, and we've done it for 25 years.
We have worked that market for so
long. It’s not like it just fell into our
laps.”

The Bellamys will be touring state-
side this spring before going to
Europe again in the summer. They are
in discussions with CMT about taping
aJuly 4 TV special, perhaps from
Bosnia. Closer to home, they will trayv-
el to Colorado to tape a 256th anniver-
sary special for GAC Feb. 21. They’ll
also be filming a video for “What'll I
Do.” That song will be released to
country racio via CDX March 12.

“We're also going to put a posteard
in,” says Woods. “Then two weeks
later, on the 26th, we’re going to send
the whole albun out to all stations to
muke sure everyone knows they have
a new album coming out.”

Though most stations shy away
from veteran acts, the Bellamys con-
tinue to have supporters. “We're real
Bellamy-friendly,” says Evan Brid-
well, PD at KUZZ Bakersfield, Calif.
“They are regulars here at Buck’s
[Owens] Crystal Palace. They have
friends here. We always support their
music.”

Bridwell attributes the Bellamys’
longevity to a combination of creativ-
ity, business savvy, and hard work.
“David’s songwriting is always very
contemporary,” he says. “He always
has an ear for what is changing and
what's going to work, and the business
acumen to go along with it to keep
them fresh and alive . . . The music
adapts. It changes. It’s remained
strong, and they work very hard.
They stay on the road. They don't let
the fans forget about them. The fans
support them, and they give it back.”

DeltaDisc is distributed by Mem-
phis-based Select-O-Hits, and Woods
says they’ll be working closely with
the distribution company’s staff to pro-
mote the new release. “We've got the
one-sheets out to them, and they’ll
solicit sales. We're going to get
together and do some powwowing and
try to put things together.”

Woods says the label plans to take
out full-page ads in key consumer pub-
lications, which will include an 200
number that fans can use to order the
album. The label will also pursue TV
marketing opportunities, as well as
direct mail.

“At DeltaDise, we wanted to sign
somebody that could bring us to the
forefront, and they were the logical
choice to sign,” Woods says, “because
they still do so well at the sales level
... They've got a wide range of fans,
and their music is timeless.”
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M.MCGUINN,S.DECKER (M.MCGUINN,S.DECKER) VFR ALBUM CUT
12| 7| 2| 2 | WITHOUT vOU DIXIE CHICKS | THERE YOU GO AGAIN KENNY ROGERS
B CHANCEY,P WORLEY (N.MAINES, £ SILVER) MONUMENT ALBUM CUT 47 | 54 | 4 4
-® = r IF MY HEART HAD WINGS FATTH AILL K.ROGERS (T.L JAMES, J.KIMBALL, T MCBRIDE} DREAMCATCHER ALBUM CUT
51 20 -
B.GALLIMORE, F_HILL (A.ROBOFF J.F KNOBLOCH) WARNER BROS. ALBUM CUTWRN | 13 45 | 49 | 5 | BURN DOWN THE TRAILER PARK BILLY RAY CYRUS |,
D.HUFF (P.THORN,B.MADDOX,P. MACDONALD) MONUMENT ALBUM CUT +
14 13 2 A GOOD DAY TO RUN DARRYL WORLEY .
F ROGERS, J.STROUD (D.WORLEY,B.TOMBERLIN DREAMWORKS ALBUM CUT T | 13 4 | 47 | 5 | THAT'S WHAT I LIKE ABOUT YOU JOHN MICHAEL MONTGOMERY |,
s T BORN TO FLY SARAEVANS B.CANNON,N.WILSON,J.M MONTGOMERY (L.ALDERMAN, R.FAGAN) ATLANTIC ALBUM CUT
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1 | 16| 16| 15 | WHENIT ALL GOES SOUTH ALABAMA |~ o A MILLER, B TANKERSLEY (W MALLETTE,P.RYAN 5. ] RB CUT
D.COOK,ALABAMA (J.JARVIS,R.CARNES, J.CARNES) (V) RCA 69019 t —=mll HoT SHOT DEBUT I—
17 | 22 | 12 | DON'T MAKE ME COME OVER THERE AND LOVE YOU GEORGE STRAIT [, NEWp | | | AIN'T NOTHING 'BOUT YOU BROOKS & DUNN | 4o
T.BROWN,G.STRAIT (J.LAUDERDALE,C.WOOD} (V) MCA NASHVILLE 172194 K.BRCOKS,R.DUNN,M.WRIGHT {T.SHAPIRO,R.RUTHERFORD) ARISTA NASHVILLE ALBUM CUT
(1) LUCKY 4 YOU (TONIGHT I'M JUST ME) o SHEDAISY
. o E2 18 D.HUFF (K.OSBORN,J.DEERE,C.MCCABE) LYRIC STREET ALBUM CUT t 18 58 | — 2 | NOFEAR TERRI CLARK 49
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1 SCAIFE {C.KNIGHT,G.NICHOLSON} COLUMBIA ALBUM CUT 1
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: '0 v s G.BROOKS (T.MARTIN,M.NARMORE) CAPITOL ALBUM CUT
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B.J.WALKER JR. (M.DULANEY,  STEELE,} HOBBS) ARISTA NASHVILLE ALBUM CUT 3 NEWD) | tezél:?c P AR w— ALS:MRQST/((:ZﬁSTLOE 60
DON'T WICE N i — :
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30 32 2 RIGHT WHERE | NEED TO BE GARY ALLAN 20 are removed from the chart after 20 weeks. t Videoclip availability. Catalog number is for CD single, or vinyl single if CD single is unavail-
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by Wade Jessen

ORDER IN THE COURT: Amid a flurry of finger-pointing and legal
battles, LeAnn Rimes’ “l Need You” scans more than 82,000 copies to
snare the Hot Shot Debut award atop Billboard’s Top Country Albums
and a No. 10 start on The Billboard 200. It is Rimes’ smallest opening-
week sum. Bt contrast, her “You Light Up My Life—Inspirational Songs”
bagged her biggest first-week total; it moved 186,000 copies in the Sept.
27,1997, 1ssue.

As a suit against her father, producer and former manager Wilbur C.
Rimes, hangs in the balance (the elder Rimes has countersued), the artist’s
suit against her record company has reportedly been dropped. Neverthe-
less, Rimes recently posted a letter to fans on her Web site (rimestimes.com)
that claims she has no connection to the new set, creative or otherwise, and
was shocked to learn that it was being released (see story, page 3).

The title track from the new album, previously available on “Jesus—
The Epic Mini Series” (Sparrow), peaked at No. 8 on Hot Country Singles
& Tracks in the Oct. 21, 2000, issue. The retail single bowed at No. 1 on
Top Country Singles Sales in the Aug. 5, 2000, Billboard, where it domi-
nated for six weeks. On The Billboard Hot 100, “ I Need You” rose to No.
11 in the Aug. 12 issue. The new set includes a remixed version of “But |
Do Love You,” which label sources say will be shipped to country pro
grammers Feb 9. Early airplay is heard at nine monitored stations, includ-
ing KBEQ Kansas City, Mo.; WQBE Charleston, W.Va.; WUBE Cincin-
nati; and WXBQ Johnson City, Tenn. Look for “I Need You” to have a
sturdy second week following a Feb. 6 performance of “But I Do Love
You” on “The Tonight Show With Jay Leno.”

NONE DARE CALL IT NEW MEXICO: Newcomer Jamie O’Neal
becomes the first female artist in more than four years to take a debut
single to No. 1 on Hot Country Singles & Tracks, as “There Is No Ari
zona” (Mercury) gains 150 detections and steps 2-1.

Although sweet is the taste of victory, O’'Neal came close to being the
bridesmaid for a second week . Closing just 14 spins ahead of Jo Dee
Messina’s “Burn” (Curb), which gains 185 detections and moves 3-2,
“There Is No Arizona” is the first debut outing by a solo female at the top
of the page since Deana Carter’s “Strawberry Wine” ruled in the Nov.
23, 1996, issue.

Elsewhere on the radio chart, Carolyn Dawn Johnson’s “Georgia”
(Arista/Nashville) and Gary Allan’s “Right Where I Need To Be” (MCA
Nashville) are allowed to remain on the chart despite our rule that
removes titles below the top 20 after 20 weeks. Titles that exceed the
number of chart weeks allowable under that policy may continue their
ascent if they post airplay gains. Johnson’s single increases 119 detec-
tions, while Allan’s song grows 212 spins over the prior issue.

THE FINE PRINT: Chart listings for Virgin titles are updated this issue
to reflect the reassignment of the imprint’s Nashville-based artist roster
to Capitol. Adjustments are made on Hot Country Singles & Tracks, Top
Country Albums, and Top Country Singles Sales for titles by Chris Cagle,
Clay Davidson, Ronnie Milsap and Roy D. Mercer.

Austin Is ‘Followin’ A Feelin’° To WE Records

BY RAY WADDELL
NASHVILLE—When Arista Nash-
ville was folded into the RCA Label
Group last year, Sherrié Austin
looked at the shakeup as an oppor-
tunity to step back and delve into her
songwriting.

Now Austin, who was among the
artists who exited the Arista roster
during the merger, has surfaced with
a new label partnership, a clutch of
original songs, and a relaxed, mature
record in “Followin” A Feelin’,” due
March 20. Her third album is the sec-
ond release for WE Records, an inde-
pendent label headed by Wrensong
Entertainment publisher Ree Guyer
Buchanan (Billboard, Nov. 18, 2000).

Austin was already a Wrensong
writer, and Guyer Buchanan says the
development of the WE project
grew “organically” from that rela-
tionship. “When Sherrié had the
choice of leaving Arista, [ wanted
her to get back to her roots and
write,” she says. “She was writing
from her heart, which is something I
always encourage our artists to do,
and all of a sudden she had this real-
ly wonderful body of work. So we
said, ‘Let’s do something with it.””

Austin says a year out of the major-
label limelight did her some good. Her
two releases at Arista collectively
sold some 450,000 records, but after
several years of nonstop promotion
and touring, a break was welcome.

“I feel Arista and myself as a team
were successful,” Austin says. “Ev-
erybody worked hard; we sold rec-
ords and had success. But even
before the shakeup I felt I needed a
little bit of a break for what [ call
detoxing my soul.”

The break apparently paid off, at
least from a songwriting standpoint.
Austin co-wrote nine of the record’s
10 cuts, many with longtime collabo-
rator/producer Will Rambeaux.

“A sort of thread runs throughout
the album, and the title cut sums it
up,” Austin says. “I tried to analyze
what would make me happy—what
do I need as opposed to what do |
want. | do know [ want to write. I
want to make records. I want to be
onstage and around people.”

The material on “Followin’ A
Feelin’ ” ranges from pop/country

radio-friendly uptempos to country
torch songs and ballads, as well as
some bluesy material. “What's inter-
esting about this record is we never
really had a beginning, but we knew
when we were done,” says Austin.
“We didn’t plan it; we just went into
the studio with our favorite musi-
cians and songs and went for it.”

The title cut is a radio-ready mid-
tempo tune boasting an effective per-
formance from Austin and crisp pro-
duction from Rambeaux. The lyric
comes across as an anthem of self-
affirmation. “I real-
ly believe in that
song,” says Austin.
“I trust it because 1
know where it
came from.”

“Goin’, Goin’,
Gone” is stone
country, with Aus-
tin showecasing
plenty of range and
power. “I want to do more stuff like
that, because I never had the oppor-
tunity to before,” she says. “That’s
what this record’s about. [ get to
explore my roots, the kind of country
music I learned from people like
Skeeter Davis and Dolly Parton.”

Tradition gets another nod on the
record with Austin’s rendition of
“Jolene,” the Parton-penned hit from
1974 that’s also the debut single from
“Followin” A Feelin.” Austin says
there are two ways to approach re-
recording a classic. “You can either
treat it like it’s a precious antique not
to be touched or find a way to bring
it to a new audience, advance the
music, and challenge the format, all
with respect to Ms. Dolly Parton,”
she says.

Austin’s singer/songwriter cre-
dentials and her status as WE's flag-
ship artist fit into the fledgling label's
philosophy, Guyer Buchanan says.
“Our core business has always been
songs, and great songs take on a life
of their own,” she says. “They’re big-
ger than all of us if they get to the
public for them to decide.”

Toward that end, the goal of both
label and artist is to get the songs of
“Followin’ A Feelin’” in front of the
right people via touring, the Internet,
and targeted promotion. “When we

AUSTIN

first started formulating this idea, I
looked at SoundScan reports on
where she had sold the most records,
where she had airplay, where she
toured, where her videos were played,
and studied all of that,” says Guyer
Buchanan. “We came up with 20 mar-
kets where she did very well, and
we're really targeting those markets.”

Guyer Buchanan says much of the
marketing effort will be grass-roots
in nature. “There’s no way, dollar-
wise, we can compete with the
majors at radio, but we do hope that
there’s enough of a buzz at the sec-
ondary level where we’ll get some of
these stations that love her and want
to play her,” she says.

Early radio response to “Jolene”
has mostly been positive, particular-
ly in secondary markets. “ ‘Jolene’
was always one of my favorite songs,
and I was a little skeptical about
[Austin’s version],” says “Dr. Bruce
Nelson” Stratton, GM at KFTX
Corpus Christi, Texas. “But I think
she brings something new to the
song, something Dolly could be
proud of.”

While Guyer Buchanan owns the
label, Austin does have a financial
stake in her own release. “I have a
partnership with her on her project,
much like I'm a partner with my
writers,” says Guyer Buchanan.

As a partner, Austin’s input ex-
tends beyond the creative level to
other important decisions. “This is
very exciting and fulfilling, because 1
was always interested in both sides
of the business,” Austin says. “I get
to contribute not only as an artist,
singer, and songwriter but also in
making marketing, A&R, and pro-
motional decisions.”

Expectations for the success of
“Followin” A Feelin' ” are relative,
according to Guyer Buchanan. “I
would see it as a huge success if we
sold 25,000 records,” she says.

Austin takes a philosophical view
as to what her highest hopes for the
WE project would be. “I want to be
a writer and artist for as long as
people care to listen,” she says. “I
don’t want to think about things too
much, because nothing comes out
the way you think it would. I would
like to be surprised.”

COUNTRY SINGLES A-Z
PUBLISHERS/PERFORMANCE RIGHTS/SHEET MUSIC

TITLE (Publisher — Licensing Org.) Sheet Music Dist.

48  AINT NOTHING " BOUT YOU (Sony/ATV Tree, 36
BMI/Wenoga, BMI/Universal, ASCAP/Memphisto, ASCAP} 14
6 ASHES BY NOW (Tessa, BMI)
55 BEATIN' IT IN (Sony/ATV Tree, BMI/Sony/ATV Cross Keys, 53
ASCAP/Grinnin' Garrett, ASCAP) HL

GO BACK (Isham, BMI/SwaydeMan, ASCAP)

A GOOD DAY TO RUN (EMI Blackwood, BM/Hatley
Creek, BMI/Mike Curb, BMI) HL/AWBM

HE DRINKS TEQUILA (Songs Of Universal, BMI/WB,
ASCAP/Shawn Camp, BMI) WBM

20 BEST OF INTENTIONS (Post Oak, BMI) HL 32 THE HUNGER (Curb Magnasong, BMI/Red Quil,
15 BORN TO FLY (Sony/ATV Tree, BMI/Careers-BMG, BMI/Moraine, BMI) WBM
BMI/Floyd's Dream, BMI/Chuck Wagon Gourmet, 52 | COULD NOT ASK FOR MORE (Realsongs, ASCAP)
ASCAP/Famous, ASCAP) HL WBM
2 BURN (EMI Blackwood, BMI/EMI April, ASCAP/My Own 57 1 DONT KNOW (BMG Songs, ASCAP/Randy Howard,
Chit, BMI} HL ASCAP) HL

45 BURN DOWN THE TRAILER PARK (Yo Man, BMI/ltlegal, 58 1 DROVE HER TO DALLAS (Starstruck Angel,

BMI/Mambadaddi, BMI) BMIMitchelltown, BMI/Hamstein Cumberland, BMI/Baby
4 BUT FOR THE GRACE OF GOD (BMG, BMI/Weedwack- Mae, BMI) WBM

ers, BMI/Coburn, BMI/Ten Ten, BMI} HL/WBM 13 IF MY HEART HAD WINGS (Almo, ASCAP/Anwa,

30 DON'T HAPPEN TWICE (EMI April, ASCAP/Gotta Groove, ASCAP/J. Fred Knobloch, ASCAP) HL/WBM
ASCAP/Copyright.net, BMI/McMore, BMI) HL 38 I'M IN (Universal-PolyGram International, ASCAP/St.

17 DONT MAKE ME COME OVER THERE AND LOVE YOU Julien, ASCAP/Gn My Mind, ASCAP) WBM
(Mighty Nice, BMI/Laudersongs, BMI/Scrambiler, ASCAP) 24 IT'S A GREAT DAY TO BE ALIVE (EMI April,
HL ASCAP/House Of Bram, ASCAP) HL

26 GEORGIA (EMI Full Keel, ASCAP/Blakemore Avenue, 22 IT'S MY TIME {Sony/ATV Tree, BMI/Sony/ATV Cross Keys,

ASCAP/EMI Longitude, BMI/Wedgewood Avenue, BMI)
WBM

ASCAP/Willdawn, ASCAP/Brian's Dream, ASCAP/CMI,
ASCAP) HL

60 LAREDO (Mark Hybner, ASCAP)

34 THE LAST THING ON MY MIND (Almo, ASCAP/Daddy
Rabbit, ASCAP/Mighty Nice, BMI/Al Andersongs,
BMI/Biuewater, BMI) HL

47 LOOKIN' FOR LOVE (Music City Music, ASCAP/EMI
April, ASCAP/Southern Days, ASCAP/CM!, ASCAP) HL

18 LUCKY 4 YOU (TONIGHT I'M JUST ME) (Without Anna,
ASCAP/LehsemSongs, BMI/Music & Media Intemational,
ASCAP/WB, ASCAP/Big Tractor, ASCAP) CLM/HL/WBM

54 THE MOST BEAUTIFUL GIRL (EMI Al Gallico, BM/EMI
Algee, BMI) HL

21 MOVE ON (Sony/ATV Tree, BMI/Warner-Tamerlane,
BMI/One Hundred Billion Dollar, ASCAP) HLAWBM

43 MRS. STEVEN RUDY (WB, ASCAP/Neon Mule,
ASCAP/Cal IV, ASCAP) HL/WBM

11 MY NEXT THIRTY YEARS (EMI April, ASCAP/Phil Vassar,
ASCAP) HL

49 NO FEAR (Universal-PolyGram Intemational,
ASCAP/Teri-000, ASCAP/Why Walk, ASCAP)

40 OKLAHOMA (WB, ASCAP/Richard And Castle,
ASCAP/Song Of Van, ASCAP) WBM

8 ONE MORE DAY (EMI April, ASCAP/Sound Island,
ASCAP/Mike Curb, BMI) HLWBM

39 PEOPLE LIKE US (Encore, ASCAP/Scott And Soda,
ASCAP/Qld Desperados, ASCAP/N2D, ASCAP/MRBI,
ASCAP/Brian's Dream, ASCAP/CMI, ASCAP/Willdawn,
ASCAP)

29  PLEASE (Airstream Dreams, ASCAP/Coyote House,
ASCAP/Famous, ASCAP/Songs Of Windswept Pacific,

BMI/My Life's Work, BMI/Yellow Desert, BMILittle Blue
Box, ASCAP) HL/WBM

25 POUR ME (Wamer-Tamerlane, BMI/WB, ASCAP/Rope &
String, ASCAP) WBM

31 RIGHT WHERE | NEED TO BE (Acuff-Rose, BMI/601
Broadway, BMI) HL

35 ROSE BOUQUET (EMI April, ASCAP/Phil Vassar,
ASCAP/EMI Blackwood, BMI/Artbyrne, BMI} HL

51 A ROSE IS A ROSE {Wamer-Tamerlane, BMI/Missoula,
BMI) WBM

50 SHE COULDN'T CHANGE ME (WB, ASCAP/Gary Nichol-
son, ASCAP) WBM

59 SHE IS (Mike Curb, BMI/Hal Ketchum, BMI) WBM

23 SHE MiSSES HIM (EMI Blackwood, BMI/Tim Johnson,
BMI) HL

41 SHOOT STRAIGHT FROM YOUR HEART {Vinny Mae,
BMI) WBM

37 SOMETIMES (Steel Wheels, BMI/CLMAT, BMI/Acuff-
Rose, BMI/Milene, ASCAP/Loggy Bayou, ASCAP)
HL/WBM

5 TELL HER (Aimo, ASCAP/Daddy Rabbit, ASCAP) HL

46 THAT'S WHAT § LIKE ABOUT YOU (Milene, ASCAP/Of

Music, ASCAP) HL
1 THERE IS NO ARIZONA (EMI April, ASCAP/Jersey Girl,

BMI/EMI Blackwood, BMIMark Alan Springer,
BMI/Zomba, BMI) HLAWBM

44 THERE YOU GO AGAIN (Still Working For The Man,
BMI/Tommy Lee James, BMIEMI Blackwood, BM|/Gar-
den Angel, BMl/Universal-Songs Of PolyGram Intema-

tional, BMI/Sony/ATV Tree, BMI) HLAWBM

42 THINGS CHANGE (BMG Songs, ASCAP/DreamWorks
Songs, ASCAP/Big Tractor, ASCAP/Wamer-Tameriane,
BMI/Golden Wheat, BMI) CLM/HL/WBM

9 THIS EVERYDAY LOVE (Irving, BMI/360 Music.

SESAC/Emelia, SESAC) HLAWBM

27 WHAT DO YOU KNOW ABOUT LOVE (Coal Dust West,
BMI/Warner-Tameriane, BMI) WBM

56  WHAT | DID RIGHT (EMI Full Keel, ASCAP/Left Foot,
ASCAP/Womaculate Conceptions, ASCAP/EMI Longitude,
BMI/Bamey Building, BMI/Still Standing, BMI) HL

16 WHEN IT ALL GOES SOUTH (Sony/ATV Cross Keys,
ASCAP) HL

10 WHO | AM (Sony/ATV Tree, BMI/Songs Of Teracel,
BMI/Sengs Of Universal, BMI) HL/WBM

7 WILD HORSES (WB, ASCAP/Cash Crop, ASCAP/Wamer-

Tamerlane, BMI) WBM

12 WITHOUT YOU (Scrapin' Toast, ASCAP/EMI April,
ASCAP/703, ASCAP/Bughouse, ASCAP) HL

33 WRONG FIVE 0'CLOCK (Still Working For The Woman,
ASCAP/Pyschobilly, ASCAP/RC Moon Pie, ASCAP/MRBI,
ASCAP)

28 WWW.MEMORY (WB, ASCAP/Yee Haw, ASCAP) WBM
19 YOU MADE ME THAT WAY (Starstruck Angel, BMI/Mal-
loy's Toys, BMI/Universal-MCA, ASCAP/Gary Bur,

ASCAP/Warner-Tameriane, BMI) WBM
3 YOU SHOULDNT KISS ME LIKE THIS (Tokeco Tunes,
BMI)
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COMPILED FROM A NATIONAL SAMPLE OF
RETAIL STORE, MASS MERCHANT, AND INTER-
NET SALES REPORTS COLLECTED, COMPILED,

SoundScan®

= =
g g g g
515182 = =l x93 =
AN gl |81£15|5 2
2| 2| | €| ARTST TITLE | = 2| 2| 2| €| ARTST TITLE | 2
= i} o~ = IMPRINT & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) a — ) o~ = IMPRINT & NUMBER/DISTRIBUTING LABEL (SUGGE_STED LIST PRICE OR EQUIVALENT FOR CASETTE/CD) a
-l NO. 1/HOT SHOT DEBUT e 38 | 43 | 44 9 NICKEL CREEK SUGAR HILL 3909 (16.98 CD) [ER NICKEL CREEK | 38
NEWD | | | LEANN RIMES CURB 77979 (11.98/17.98) 1 week at No. 1 | NEED YOU 1 39 | 29 [ 22 | 35 | RONNIE MILSAP VIRGIN 48871/CAPITOL (17.98/24.98) 40 #1 HITS | 19
—all GREATEST GAINER e 40 | 39 | 36 | 92 | TIM MCGRAW A" CURB 77942 (11.98/17.98) A PLACE IN THE SUN 1

(2)] 3 | 6 | 9 | SOUNDTRACK MERCURY 170069 (11.98/1898) O BROTHER, WHERE ART THOU? | 2 41 | 44 | 40 | S0 | PHIL VASSAR ARISTA NASHVILLE 18891/RLG (10.98/16.98) PHIL VASSAR | 23
3 | 1 | 5 | 27 | SOUNDTRACK A CURB 78703 (11.98/17.98) COYOTEUGLY | 1 { 42 | 41 | 39 | 91 | KENNY ROGERS A DREAMCATCHER 004 (11.98/16.98) SHE RIDES WILD HORSES | 6
4 | 2 | 1 | 1] TIMMCGRAW A’ CURB 77978 (12.98/18.98) GREATESTHITS | 1 | |43 | 38 | 32 | 16 | JOHNNY CASH AMERICANCOLUMBIA696917CRG (1798 EQCD)  AMERICAN lf; SOLITARY MAN | 11
5 | 4 | 2 | 75 | DIXIE CHICKS A MONUMENT 69678/SONY (12.98 EQ/18.98) FLy ; 1 44 | 42 | 41 | 73 | MARTINA MCBRIDE A RCA 67824/RLG (10.98/16.98) EMOTION | 3
6 | 5 | 3 | 65 | FAITH HILL A® WARNER BROS 47373/WRN (12.98/18.98) BREATHE | 1 | 745 | 48 | 46 | 63 | REBA MCENTIRE A MCANASHVILLE 170119 (11 98/17.98) SO GOOD TOGETHER | 5
1 6 8 19 | KENNY CHESNEY @ BNA 67976/RLG (11.98/17.98) GREATEST HITS 1 4% | 15 15 13 | SAWYER BROWN CURB 77976 (11.98/17.98) THE HITS LIVE | 35

8 | 9 | 37 | LEE ANN WOMACK A MCANASHVILLE 170099 (11.98/17.98) | HOPE YOU DANCE | 1 @ 136 1 97 1 20 | TERRI CLARK wercomy 170157 (181758 e

RSCOPE (10, L 21
@ 10 | 11 RERRY TOBY KEITH @ DREAMWORKS 45020NTE ee-TEe) Loy Bg Ve D LIE WIE RO 2 48 | 49 | 43 | 17 | MERLE HAGGARD ANTI 86593/EPITAPH (11.98/17.98) IF 1 COULD ONLY FLY | 26
9 7 3 | BILLY GILMAN A EPIC 62086/SONY (11.98 EQ/17.98 ONE VOICE 2
30 . o ) 49 | 40 | 38 | 25 | RODNEY CARRINGTON CAPITOL 24827 (10.98/17.98) MORNING WOOD | 18
11 7 4 3 ALABAMA RCA 69337/RLG (11.98/17.98) WHEN IT ALL GOES SOUTH 4 -
50 | 50 | 48 | 16 | DARRYL WORLEY DREAMWORKS 450042/INTERSCOPE (10.98/16.98) HARD RAIN DON'T LAST | 33
14 | — | 2 | DOLLY PARTON SUGAR HILL 3927 (10.98/16.98) LITTLE SPARROW | 12
5 51 51 87 | CHRIS LEDOUX CAPITOL 99781 (10.98/16.98) 20 GREATEST HITS 17
13 11 12 | 91 | SHEDAISY A LYRIC STREET 165002/HOLLYWOOD (12.98/18.98) M THE WHOLE SHEBANG 6
(52)| RE-ENTRY | 13 | PATSY CLINE UTv 560214 (2198 CD) THE ULTIMATE COLLECTION | 49
14 13 13 27 | JO DEE MESSINA @ CURB 77977 (11.98/17.98) BURN 1 s
ROY D. MERCE .
15 | 12 | 14 | 13 | ALAN JACKSON ARISTA NASHVILLE 69335/RLG (11.98/17.98) WHEN SOMEBODY LOVES YOU | 1 53 | 53 | 52 | 4l | Vigain 40085CAPITOL (109811698 GREATEST FITS: THE BEST OF HOW BIG'A BOY ARE YA? | 26
16 | 15 | 16 | 14 | JAMIE O’'NEAL MERCURY 170132 (8.98/12.98) SHIVER | 14 54 | 52| 50 | 18 Q%TN%%E/&%E&“O 98/16**92'(3'/* g g HOIULE S A HNEIY Uiy | I
17 | 16 | 15 | 17 | SARA EVANS RCA67964/RLG (11.98/17.98) BORNTOFLY | 8 55 | 63 | 63 | 16 | BILLY RAY CYRUS MONUMENT 62105/S0NY (11.98 EQ/17.98) SOUTHERN RAIN | 13

13 | 18 | 18 | TRAVIS TRITT COLUMBIA62165/S0NY (11.98 EQ/17.98) DOWN THEROAD 1GO | 8 56 | 57 | 54 | 96 | MONTGOMERY GENTRY @ COLUMBIA69156/S0NY (10.98 EQ/16.98) TATTOOS & SCARS | 10
19 | 17 | 10 | 68 | ANNE MURRAY @ STRAIGHTWAY 20231 (19.98/19.98) WHAT A WONDERFUL WORLD | 4 57 | 61 ~ | 26 | DOLLY PARTON SUGAR HILL 3900 (12.98/16.98) THE GRASS IS BLUE | 24
20 18 17 | 88 | LONESTAR A° BNA67762/RLG (10.98/17.98) LONELY GRILL 3

58 | 65 | 64 | 90 | DWIGHT YOAKAM @ LAST CHANCE FOR A THOUSAND YEARS: GREATEST HITS FROM THE 50

22 | 21 | 53 | KEITH URBAN CAPITOL 97591 (10.98/16.98) ] KEITH URBAN | 18 REPRISE 47389/WRN (10.98/16.98) i i 0
221 21 | 19 | 19 | JOHN MICHAEL MONTGOMERY @ ATLANTIC 83378/AG (1198/17.98] BRAND NEW ME | 2 59 | 56 | 53 | 27 | STEVE EARLE E-SQUARED 751033/ARTEMIS (16.98CD)  TRANSCENDENTAL BLUES | 5
23 | 20 | 23 | 35 | RASCAL FLATTS LYRIC STREET 16501 1/HOLLYWOOD (11.98/17.98) RASCAL FLATTS | 14 60 | 95 | 55 | 101 | KENNY CHESNEY A’ BNA 67655RLG (1098/16.98) EVERYWHEREWEGO | ©

24 | 24 | 28 | AARON TIPPIN @ LYRIC STREET 165014/HOLLYWOOD (10.98/16.98)  PEOPLE LIKE US | 5 61 | 66 | 65 | 73 | ALISON KRAUSS ROUNDER 610465MERCURY (11.98/17.98) FORGET ABOUTIT | 5

(@) 25 | 29 | 67 | GARY ALLAN @ woa NASHVILLE 170101 (11.981798)  SMOKE RINGS IN THE DARK | 9 RE-ENTRY | 4] | VINCEGILL @ @ 1081798 LET'S MAKE SURE WE KISS GOODBYE | 4

. JUDD .

2% | 27 1 12 %E%JESNTT%JH)G/SONY S JUST ANOTHER DAY IN PARODIES | 75 63 | 62 | 56 | 24 | BILL ENGVALL BNA 69311/RLG (10.98/16.98) NOW THAT'S AWESOME | 14
21 | 23 | 20 | 21 | EMMYLOU HARRIS NONESUCH 79616/AG (11.98/17.98) RED DIRTGIRL | 5 64 | 64 | 69 | 4 XQ%EO&UT?E%';(EZSL% ) NUMBER ONE COUNTRY LOVE SONGS | ¢4
28 | 26 | 25 | 20 | GEORGE STRAIT @ MCA NASHVILLE 170143 (11.98/17.98) GEORGE STRAIT 1 65 | 58 | — | 23 | HANK WILLIAMS 11l CURB 77949 (10 98/16.98) RISIN' OUTLAW | 52
29 | 27 | 26 | 88 | BRAD PAISLEY @ ARISTA NASHVILLE 18871/RLG (10.98/17.98) WHO NEEDS PICTURES 13 66 | 67 57 18 | KENNY ROGERS DREAMCATCHER 006 (13.98/17 98) THERE YOU GO AGAIN 17

36 | 28 | 23 Eg,}’;}';%ﬁ_%% (13.98/2¢.08)  THE ELVIS PRESLEY COLLECTION — COUNTRY | 19 67 | 71 | 75 | 67 | JESSICA ANDREWS DREAMWORKS 450104/INTERSCOPE (10.98/16.98) HEART SHAPED WORLD | 24
3 30 | 30 14 | DWIGHT YOAKAM REPRISE 47827/WRN (11.98/17.98) TOMORROW'S SOUNDS TODAY 7 68 | 68 | 67 25 | THE KINLEYS EPIC 69593/SONY (10.98 EQ/17.98) 1l 18
32|32 || 33 (R VARIOYSARTITS oy CLASSIC COUNTRY EARLY '70S | 32 69 | 60 | 70 | 13 | CHRIS CAGLE VIRGIN 28293/CAPITOL (8.98/12.98) PLAY IT LOUD | 59

59 59 ANN 47 (11.98/17.98 N RIMES 1
33, 35 |, 30 PSRNl GEORGESTRATA @ os1798 LATEST GREATEST STRAITEST HITS | | u - M2 RSO R R () LEANNR

e RE-ENTRY | 28 | CLAY DAVIDSON VIRGIN 48854/CAPITOL (9.98/12.98) UNCONDITIONAL | 33

3 | 31 | 35 | 43 | VARIGUSARTISTS: ooy CLASSIC COUNTRY 1970 — 1974 | 3]
: RE-ENTRY | 13 | BRYAN WHITE ASYLUM 47890/WRN (11.98/17.98) GREATEST HITS | 25

37 37 ALAN JACKSON A ARISTA NASHVILLE 10.98/17.98 HE INFLUENCE 2
B 4 - . [88scl D i 2eR 73 74 1 71 71 | CLINT BLACK @ RCA 67823/RLG (10.98/16.98) D’LECTRIFIED 7
M PACESETTER B 14 | 72 | 49 3 KASEY CHAMBERS ASYLUM 47823/WRN (17.98 CD) THE CAPTAIN 49

54 | 60 | 14 | RANDY TRAVIS WARNER BROS. 47893WRN (11.98/17.98)  INSPIRATIONAL JOURNEY | 36

TRAVIS TRITT

37 | 34 | 42 | 43 | VARIOUS ARTISTS TIME LIFE 18435 (13.98 CD) CLASSIC COUNTRY LATE '60S | 34 RE-ENTRY | 13 | \aRNER BROS. 47666/WRN (9.98Cp) SUPER HITS SERIES VOLUME 2: TRAVIS TRITT | 50

(Diamond). Numeral foltowing Platinum or Diamond symbol
able. Most tape prices, and CD prices for BMG and WEA labels, are suggested lists. Ta

(O Albums with the greatest sales gains this week. @ Recording industry Assn. Of America (RIAA) certification for net shipment of 500,000 album units (Gold). A RIAA certification for net shipment of 1 million units (Platinum). 4 RIAA certif
indicates album’s multi-platinum level. For boxed sets, and double albums with a running time that exceeds 100 minutes or more, the RIAA multiplies shipments by the number of discs and/or tapes. *Asterisk indicates LP is avaii-
pe prices marked EQ, and all other CD prices, are equivalent prices, which are projected from wholesale prices. Greatest Gainer shows chart's largest unit increase. Pacesetter indicates biggest percentage
growth. Heatseeker Impact shows aibums removed from Heatseekers this week. indicates past or present Heatseeker title. © 2001, Billboard/BPI Communications, and SoundScan, Inc.

ication for net shipment of 10 million units
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I l x x “t J® I c ™ FEBRUARY 17, 2001
o ) = =
5 3
wiE | X Se Yl e 22
Tw | Quw| ARTIST TITLE | =& Tuw | 2w |ARTIST TITLE| 5
== | 52| IMPRINT & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) 2= =2 | 32 | IMPRINT & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) =
1 1 DIXIE CHICKS @'° MONUMENT 68195/SONY (10.98 £Q/17.98) 21 weeks at No. 1 WIDE OPEN SPACES | 158 14 ROY ORBISON LEGACY/MONUMENT 69738,SONY (7.98 EQ/1 1 98) 16 BIGGEST HITS | 23
2 2 SHANIA TWAIN &'° MERCURY 536003 (12.98/18.98) COME ON OVER | 170 15 14 JO DEE MESSINA A’ CURB 77904 (11.98/17.98) I'M ALRIGHT | 149
3 | 4 | PATSY CLINE A MCASPECAL PRODUCTS 420265/MCA (3.98/6.98) HEARTACHES | 112 16 | 18 | TRAVIS TRITT A WARNER BROS. 4600 1/WRN (10.98/16.98) GREATEST HITS — FROM THE BEGINNING | 245
4 F BROOKS & DUNN A” ARISTA NASHVILLE 18852/RLG (10.98/17 98) THE GREATEST HITS COLLECTION | 77 . 17 13 PATSY CLINE A° MCA NASHVILLE 320012 (6.98/11.98) 12 GREATEST HITS | 721
3 e 0k DENVERatiaRa 815750 (5:385%8) 2 GIEDTCL SO IR | MY r13 17 THE CHARLIE DANIELS BAND A° £PIC 65694/50NY (7.98 £Q/11.98) A DECADE OF HITS | 547
6 9 HANK WILLIAMS JR. A® CURB 77638 (5.98/9.98) GREATEST HITS, vOL. 1 | 348
- —— 19 ROY ORBISON COLUMBIA 67297/S0NY (5.98 £Q/9.98) SUPER HITS 97
1 b FAITH HILL A® WARNER BROS. 46790/WRN (11.98/17.98) FAITH | 146 —— pp— -
1 20 10 SOUNDTRACK A CAPITOL 93402 (10.98/17.98) HOPE FLOATS | 130
8 7 ALAN JACKSON A“ ARISTA NASHVILLE 18801/RLG (10.98/16.98) THE GREATEST HITS COLLECTION | 276 —
. — = 21 2 MARTINA RLG (10.98
9 8 GARTH BROOKS @'° CaPITOL 97424 (19.98/26.98) DOUBLE LIVE | 116 £ T L ol2 g (T e EVOLUTION 1684_
10 JOHNNY CASH LEGACY/COLUMBIA 69739/SONY (7.98 EQ/11.98) 16 BIGGEST HITS | 96 2 SHANIA TWAIN @' MERCURY 522886 (12.98/18.98) THE WOMAN INME | 304
11 | 11 | WILLIE NELSON LEGACY/COLUMBIA 69322/SONY (7.98 EQ/11 98) 16 BIGGEST HITS | 126 23 | 19 | ALISON KRAUSS A’ ROUNDER 610325"/IDIMG (10.98/15.98) NOW THAT I'VE FOUND YOU: A COLLECTION | 217
12 12 TOBY KEITH A MERCURY 558962 (11.98/17.98) GREATEST HITS VOLUME ONE | 114 24 23 WILLIE NELSON A LEGACY/COLUMBIA 64184/SONY (5.98 EQ/9.98) SUPERHITS | 318
13 15 CHARLIE DANIELS A EPIC 64182/SONY (5,98 EQ/9.98) SUPER HITS | 307 25 21 THE JUDDS CURB 77965 (7.98/11.98) NUMBER ONE HITS | 3

Catalog aibums are 2-year-old litles that have fallen below No. 100 on The Biiiboard 200 or reissues of older aibums. Total Chart Weeks column reflects combined weeks title has appeared on Top Country Albums and Top Country Cataiog. @ Recording Industry Assn Of America (RIAA} certification for net shipment of 500,000 album units (Gold) & RIAA cer-
tification for net shipment of 1 million units (Platinum) 4p RIAA certitication for net shipment of 10 mullion units (Diamond). Numeral following Platinum or Diamond symbol indicates album's multi-platinum level. For boxed sets, and double albums with a running time that exceeds 100 minutes or more, the RIAA muitiplies shipments by the num-
ber ot discs and/or tapes. *Asterisk indicates vinyl LP is availabie. Most tape prices, and CD prices for BMG and WEA labels are suggested lists. Tape prices marked EQ, and all other CO prices, are equivalent prices, which are projected from wholesale prices. {38 indicates past Heatseeker titie. ® 2001, Biiiboard/BPI Commusnications and SoundScan, tnc
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Top Jazz Albums.

5 é % COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE, MASS MERCHANT, AND INTERNET
g 2 |- SALES REPORTS COLLECTED, COMPILED, AND PROVIDED BY Soundscan(m
2 | 5 |[5%| ARTIST T TITLE
[=as 5 |23| IMPRINT & NUMBER/DISTRIBUTING LABEL
—~=mll NO. 1 B
| 1| 4| various arTisTS 4 weeks at No. 1
UTV/VERVE 520191NVG PURE _JAZZ
2 | 2 13| VARIOUS ARTISTS
LEGACY/COLUMBIA VERVE 61439/CRG THE BEST OF KEN BURNS JAZZ
(D[ 3 | 12| VaRIoUS ARTISTS @
LEGACY, COLUMBIAVERVE 61432/CRG KEN BURNS JAZZ - THE STORV_QF AMERICA'S MUSIC
()| + | 13| LOUIS ARMSTRONG
LEGACY/COLUMBIA 61440/CRG KEN BURNS JAZZ - THE DEFINITIVE LOUIS ARMSTRONG
5 |5 |13 BILLIE HOLIDAY
VERVE 549081/VG KEN BURNS JAZZ - THE DEFINITIVE BILLIE HOLIDAY
[ 6 |87 DIANA KRALL A
VERVE 050304/VG WHEN | LOOK IN YOUR EYES
7 |7 | s | SOUNTRACK
LEGACY/COLUMBIA 85350/CRG FlNle\ﬁ FORRESTER
13| 13 | JOHN COLTRANE
VERVE 549083/NVG KEN BURNS JAZZ - THE DEFINITIVE JOHN COLTRANE
5 | 5| 5| CHARLIE PARKER
VERVE 540084/VG KEN BURNS JAZZ - THE DEFINITIVE CHARLIE PARKER
10 |5 |5 | DUKE ELLINGTON
LEGACY,COLUMBIA 61444/CRG KEN BURNS JAZZ - THE DEFINITIVE DUKE ELLINGTON
15| 7 MILES DAVIS
LEGACY/COLUMBIA 6144 3/CRG KEN BURNS JAZZ - THE DEFINITIVE MILES DAVIS
20| 5 | SARAH VAUGHAN
LEGACY/COLUMBIA 549088/CRG KEN BURNS JAZZ - THE DEFINITIVE SARAH VAUGHAN
13 | 10| 10 | DAVE BRUBECK

LEGACY/COLUMBIA 61442/CRG KEN BURNS JAZZ - THE DEFINITIVE DAVE BRUBECK

Artists & Music

distributed through EMI.

The label bows Feb. 27 with “Dream Dancing” by
Nashville-based pianist Beegie Adair, who interprets
Cole Porter songs in a trio setting. “The idea is to make
it real, improvised jazz that a purist can appreciate but
to make it accessible and familiar, so that the juzz novice

can understand it,” says Howard. The label’s next two

- &" releases are “Blue Moods” (April 10) by French/Amer-

by Steve Graybow ican violinist Antoine Silverman and “Juzz Elegance”
' ' (May 8) by Nashville-based guitarist Jack Jezzro. All
LABEL WATCH: While most record labels sell prod-  three artists have individually recorded tracks for pre-
uct through traditional brick-and-mortar and online  viously released Green Hill jazz compilations.
retail outlets, with the occasional foray into alterna- “There are excellent jazz musicians in Nashville who
tive selling mediums, the just-minted Hillsboro Jazz bring their own flair to the music,”
label is working in the opposite direction. Formed as /\ says Howard. “It’s different from
a division of the Spring Hill Music Group, a 6-year-old S & o New York juzz, because the artists
gospel-oriented company that creates music product HILLSBUR add their regional flavor.”
for gift stores and museum shops, Hillshoro Jazz is A E
designed to take the company’s juzz artists to tradi- V/ AND: Saxophonist Benny Gol-
tional retailers. son will be feted March 1 and
The label is an offshoot of Spring Hill's Green Hill March 3 at New York’s Lincoln
imprint, which creates specialty music product for “out-  Center, where he will debut a newly commissioned com-
lets that are not in the business of selling music whose  position, “Straw Boss,” and a piece written for classical

Q

TOP CONTEMPORARY JAZZ ALBUMS..

THEOLONIUS MONK g e P [ 3 fa ki o i Ty amine Avieacdia Ts _re ¢«
e 00 | (i R e e e e e ok clientele are not necessarily serious music listene: s, plano.‘Golsm}’s upeoming {h kadia Jazz lglctlse, _One
15 | 16 | 11| ELLA FITZGERALD says Hillsboro Jazz GM Greg Howard. The company’s  Day, Forever” (March 13), features vocals from Shirley
| ~" | VERVE 5490877VG KEN BURNS JAZZ - THE DEFINITIVE ELLA FITZGERALD _ jazz recordings were made accessible to consumers by Horn and a reunion of Golson’s classic Jazztet, featur-
COUNT BASIE o s v 2 andasda LT, _ e ~ , ’ " s
16 | 12| 4 | \Rve 54000006 KEN BURNS JAZZ - THE DEFINITIVE COUNT BASIE _the mclualon_ of newly _1'ecmde(l standards and by group-  Ing Art Farmer in one c_)f the ﬂu.egelhol n player’s last
@| =] JOHN COLTRANE ing the music thematically. recordings and trombonist Curtis Fuller.
[MROESENIS4936TIVG COLTRANE FOR LOVERS Howard began servicing Green Hill’s jazz recordings Drummer Billy Higgins is ailing and in need of a sec-
NEW)D ig,';'ENf, fgggwg WORKS FOR ME to jazz 1 ldi.O and found himself with an‘unexpecte(l prob-ond 1}ver transplant. Charles Lloyd and Dorothy Darr
19 |17 4 [ JIMMY SMITH lem. “Radio listeners began looking for our recordings  are forwarding donations and messages to Higgins, via
g“é;:‘ﬂfggg’:;ﬁi”me BOT-COMIBLUES in record stores and couldn’t find them,” he says. “We  Forest Farm Music and Art, P.O. Box 5816, Santa Bar-
20 | 14| 4 | Coruvpiacisa5CRE KEN BURNS JAZZ - THE DEFINITIVE BENNY GOODMAN (lgci(lg(l to get se_:rious about jazz, l'utllle;r than just_ (!ub— bara, Calif. 93150. ' _ .
21 |19 7 | LESTER YOUNG bling in the music.” Howard, who anticipates patticipa- Keyboard player Jeff Lorber will be musical direc-
VERVEISAI0BZNG KEN BURNS JAZZ - THE DEFINITIVE LESTER YOUNG tion in listening-station programs at Tower and Bor-  tor of the Ousis Smooth Jazz Awards, scheduled for
22 (184 &%ﬁggg&ﬁép'ﬁ KEN BURNS JAZZ - THE DEFINITIVE DIZZY GILLESPIE ders, notes that his artists’ name recognition at gift Murch 3. Lorber’s Samson Records debut, “Kickin’ It,”
() |re-entry| JOHN COLTRANE shops is “a bonus rather than a focus.” Hillsboro Juzzis  hits retail Feb. 20.
RHINO 79778 THE VERY BEST OF JOHN COLTRANE
NEWD | SONNY ROLLINS
VERVE 549091VG KEN BURNS JAZZ - THE DEFINITIVE SONNY ROLLINS _
(75) [NEWD| ART BLAKEY
VERVE 549089NG KEN BURNS JAZZ - THE DEFINITIVE ART BLAKEY

—~emti NO. 1 B
(D2 || ST GERMAIN 1 week at o, 1
BLUE NOTE 25114*/CAPITOL TOURIST
2 | 1 | 21| RACHELLE FERRELL
CAPITOL 94980 INDIVIDUALITY (CAN | BE ME?)
3 | 3 | 15| PAUL HARDCASTLE
TRIPFIN ‘N' RHYTHM’H/\RDCA_ST_L_E_QOSOQ/PUSH JAZZMASTERS - THE GREATEST HITS
(@) 4 | 17| THE RIPPINGTONS FEATURING RUSS FREEMAN
PEAK 8500/CONCORD LIFE IN THE TROPICS
(5| 6 | 16| KIRK WHALUM
WARNER BROS. 47887 UNCONDITIONAL
6 | 5 | 36| BONEYJAMES/RICK BRAUN
| WARNER BROS. 47557 SHAKE IT UP
()| 7| st | KENNYGA
ARISTA 19085 CLASSICS IN THE KEY OF G
BILL FRISELL
NEWD | onEsucH 79615 BLUES DREAM
9 | g |71 | DAVEKoz
CAPITOL 99458 THE DANCE
10 | 8 | 24 | FOURPLAY
WARNER BROS. 47694 FOURPLAY... YES, PLEASE!
11 | 10|29 | CRAIG CHAQUICO
HIGHER OCTAVE 49272/VIRGIN PANORAMA: THE BEST OF CRAIG CHAQUICO
12 | 11| 15 | MEDESKI MARTIN & WOOD
BLUE NOTE 22841*/CAPITOL THE DROPPER |
20| 7 | RICHARD ELLIOT
BLUE NOTE 30249/CAP{TOL THE BEST OF RICHARD ELLIOT
17| 2 | GROVER WASHINGTON JR.
RHINO 76693/AG LOVE SONGS
15 | 13 | 37| GEORGE BENSON
i GRP 543586/VG ABSOLUTE BENSON
19| 3 | RONNIE LAWS
HDH 2002 DREAM A LITTLE
BONEY JAMES @
17 16 | 100 WARNER BROS 47283 BODY LANGUAGE
18 | 18| 2 | FOUR 80 EAST
BOOMTANG HIGHER OCTAVE JAZZ 50588/VIRGIN NOCTURNAL
19 | 12| 21 | DAN HICKS AND THE HOT LICKS
SURFDOG 67113/HOLLYWOOD — 21 BEATIN' THE HEAT
20 | 14| 4 | JEFF KASHIWA
NATIVE LANGUAGE 917 ANOTHER DOOR OPENS
@ 2% | 2 GOTA
INSTINCT 1055 DAY & NIGHT
22 | 27 | 30| WALTER BEASLEY
SHANACHIE 5071 WON'T YOU LET ME LOVE YOU
BOB BALDWIN
@ RE-ENTRY ORPHEUS 70479 BOBBALDWIN.COM
2 |21 } 30| ACOUSTIC ALCHEMY
HIGHER OCTAVE 48946/VIRGIN THE BEAUTIFUL GAME B
MASQUE
(25) [Re-EntRy| MASQLE THANK YOU

() Aibums with the greatest sales gains this week, @ Recording Industry Assn. Of America (RIAA) cedtification for net shipment of
500,000 alburm units (Gold). & RIAA certitication for net shipment of 1 million units (Platinum). 4p RIAA cert(fication for net ship-
ment of 10 million units {Diamond). Numeral following Platinum or Diamond symboi indicates alburn's multi-platinum level. For
boxed sets, and double albums with a running time of 100 minutes or more, the RIAA multiplies shipments by the number of discs
and/or tapes. Aif albums available on cassette and CD. *Asterisk indicates vinyl available. B indicates past or present Heatseeker
title. € 2001, Billboard/BP{ Communications, and SoundScan, Inc.

" BET ON JAZZ: THE JAZZ CHANNEL.

PRESENTS THE

- LUGIA

May 6-13

If paradise sounds like live Jazz performan -
against a spectacular Caribbean backd e
then plan your St. Lucia Jazz Festivaltrip nowi-

FESTIVAL SCHEDULE

May 6-7 Melba Moore

May 7-9 Acoustic Alchemy

May 10 Ronnie Laws, Montell Jordan, Taj Mahal and Carmen Lundy
teaturing Victor Lewis & Donald Harrison

May 11 Ronnie Laws, Clarke Terry, Randy Weston and
Ladysmith Black Mambazo

May 12 Miriam Makeba, Eric Benet, Jill Scott and Carl Thomas

May 13 Luther Vandross, Havana Casino, Malcolm Jamal Warner

STIUCIA 22

Simply Beautiful S

Mt
]
g ;
E »
3 5

Call Air Jamaica to book your St. Lucia Jazz Festival Vacation at 1-800-LOVEBIRD.
For more information visit www.stluciajazz.com. ©2006 BET On Jazz
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TOP CLASSICAL ALBUMS .,

PHILIPS 464600 {12.98/18.98)

5 COMPILED FROM A NATIONAL SAMPLE OF RETAIL STORE, MASS MERCHANT,  SoundScan®
« |= |3 AND INTERNET SALES REPORTS COLLECTED, CompILED, Ao ProviDED BY I ITTEND
S (9 |z
z 2 S
2 |5 |4 |ARTIST TITLE
Z |S | 2 | IMPRINT & NUMBER (SUGGESTED LIST PRICE OR EQUIVALENT)
NO. 1 B
1121 ANDREA BOCELL| ® VERDI

17 weeks at No. 1

2 | 19 | RENEE FLEMING
DECCA 467049 (16.98 CD)

RENEE FLEMING

ANDREA BOCELLI A
PHILIPS 462600 (12.98/18.98)

SACRED ARIAS

YO-YO MA/EDGAR MEYER/MARK O'CONNOR
SONY CLASSICAL 66782 (10.98 EQ/16.98)

APPALACHIAN JOURNEY

5 |15 MARIA CALLAS
EMI CLASSICS 57057 (16,98 CD)

LEGEND

WALT DiSNEY 860986 (17.98 CD)

CHICAGO SYMPHONY ORCHESTRA (LEVINE)

FANTASIA 2000

7118 MURRAY PERAHIA

SONY CLASSICAL 89243 (17.98 EQ CD)

BACH: GOLDBERG VARIATIONS

97 YO-YO MA

SONY CLASSICAL 60680 (10.98 EQ/16.98)

SIMPLY BAROQUE

YO-YO MA

SONY CLASSICAL 60681 (10.98 EQ/16.98)

SIMPLY BAROQUE I

=

g | 13 | ANDREA BOCELLI
DECCA 464060 (35.98 CD)

PUCCINI: LA BOHEME

1l s VARIOUS ARTISTS
DECCA 467382 (16.98 CD)

—
—

THE ULTIMATE PUCCINI DIVAS ALBUM

GIULIANO CARMIGNOLA

@ NEW»> SONY CLASSICAL 51352 (17.98 EQ CD)_ VIVALDI: THE FOUR SEASONS
| 13 | 13| 28 | O e o1 170800 CLASSIC WILLIAMS
RE-ENTRY| JOHN ADAMS " (ENTURY ROLLS/LOLLAPALOOZASLONIMSKY'S EARBOX
REENTRY | 0\ acase 62 08 oo HARMONY

TOP CLASSIGAL CROSSOVER,,

SONY CLASSICAL 83347 {17.98 £Q CD}

TAN DUN FEATURING YO-YO MA

NO. 1 I

3 weeke atNo. | CROUCHING TIGER, HIDDEN DRAGON

2 7 SARAH BRIGHTMAN @

NEMO STUDIO/ANGEL 56968 (10.98/17.98)

LA LUNA

CHARLOTTE CHURCH A

SONY CLASSICAL 60957 (11.98 EQ/17.98)

VOICE OF AN ANGEL

4 | g4 | CHARLOTTE CHURCH A

SONY CLASSICAL 64356 (11.98 EQ/17.98)

CHARLOTTE CHURCH

5 |87 SARAH BRIGHTMAN @

REALLY USEFUL/DECCA 539330 (12.98/18.98

THE ANDREW LLOYD WEBBER COLLECTION

VARIOUS ARTISTS

DECCA 579602 (18.98 CD)

NEW)> DECCA/UTV 461704 (18.98 CD) — PURE TENORS
SARAH BRIGHTMAN @

6 |94 NEMO STUDIO ANGEL 56769 (10.98/17.98) EDEN

2 1, | LEE RITENOUR/DAVE GRUSIN e

_EnTRyY| PLACIDO DOMINGO

EMI CLASSICS 57045 (10.98/17.98)

SONGS OF LOVE

= !
m
m

1188

JOSHUA BELL/ESA-PEKKA SALONEN
SONY CLASSICAL 63010(17.98 EQCD)

THE RED VIOLIN

I

—_
)
=
E=

—
—
oo
I~

SONY CLASSICAL 83460 (25.99}

LONDON SYMPHONY ORCHESTRA (WILLIAMS)

STAR WARS: THE PHANTOM MENACE ULTIMATE EDITION

JAMES GALWAY
RCA VICTOR 63749 (17.98 CD)

LOVE SONG

DREAM A DREAM

13 1 9|16 CHARLOTTE CHURCH A
SONY CLASSICAL 89463 (12.98 EQ/18.98)
JOHN WILLIAMS
14 | 14| 64 SONY CLASSICAL 51333 (24.98 EQ CD)
| 15 [ 13| 61 SARAH BRIGHTMAN
| REALLY USEFUL/DECCA 839116 (17.98 CD)

GREATEST HITS: 1969-1999

THE SONGS THAT GOT AWAY

(D Albums with the greatest saies gains this week. @ Recording (ndustry Assn. Of America (RIAA) certification for net shipment
of 500,000 album units (Goid) A RIAA certification for net shipment of 1 million units (Platinum). @ RIAA certification for net
shipment of 10 million units {Diamond). Numera! following Piatinum or Diamond symbol indicates album's multi-platinum level
For boxed sets. and doubie albums with a running time of 100 minutes or mare, the RIAA multiplies shipments by the number of
discs and/or tapes. *Asterisk indicates vinyl available. EBindicates past or present Heatseeker title. Ciassical Midline compact discs

have a wholesale cost between $8.98 and $12.97. CDs with a whalesale price lower than $8.98 appear on Classical Budget

2001 Billboard/BP| Communications and SoundScan, Inc.

1 BEST OF THE MILLENNIUM VARIOUS
ARTISTS DG
2 ROMANTIC ADAGIOS VARIOUS ARTISTS
DECCA
3 MOZART FOR YOUR MIND VARIOUS
ARTISTS PHILIPS
4 BEETHOVEN FOR RELAXATION VARIOUS
ARTISTS RCA VICTOR
5 ONLY CLASSICAL CD YOU NEED VARIOUS
ARTISTS RCA VICTOR
6 ROMANTIC VIOLIN VARIOUS ARTISTS RCA
VICTOR
7 ARTHUR FIEDLER VALENTINE BOSTON
POPS ORCHESTRA FIEDLER RCA VICTOR
8 A TENOR'S VALENTINE CARRERAS-DOMIN-
GO-PAVAROTTI SONY CLASSICAL
9 PACHELBEL CANON VARIOUS ARTISTS Rrca
VICTOR
10 SIMPLY THE BEST CLASSICAL ANTHEMS
VARIOUS ARTISTS ERATO
11 BACH'S ADAGIOS VARIOUS ARTISTS ERATO
12 BUILD YOUR BABY'S BRAIN THROUGH
MUSIC VARIOUS ARTISTS SONY CLASSICAL
13 PIANO FOR RELAXATION VARIOUS ARTISTS
RCA VICTOR
14 ADAGIOS FOR AFTER HOURS VARIOUS
ARTISTS PHILIPS
15 GUITAR FOR RELAXATION JULIAN BREAM
RCA VICTOR

TOP CLASSICAL MIDLINE TOP CLASSICAL BUDGET

1 RELAXING CLASSICS VARIOUS ARTISTS sT.
CLAIR

2 ROMANTIC CLASSICS VARIOUS ARTISTS sT
CLAIR

3 20 CLASSICAL FAVORITES VARIOUS
ARTISTS MADACY

4 TRANQUIL CLASSICS VARIOUS ARTISTS st
CLAIR

5 PIANO CLASSICS VARIOUS ARTISTS ST CLAIR

6 PORTRAIT OF BACH VARIOUS ARTISTS SONY
CLASSICAL

7 GUITAR CLASSICS VARIOUS ARTISTS sT
CLAIR

8 BEST OF BEETHOVEN: VOL. 1 VARIOUS
ARTISTS ST CLARR

9 CANDELIGHT CLASSICS VARIOUS ARTISTS

ST. CLAIR

10 MIDNIGHT CLASSICS VARIOUS ARTISTS st
CLAIR

11 BEST OF MOZART: VOL. 1 VARIOUS ARTISTS
ST CLAIR

12 LOVERS’ CLASSICS VARIOUS ARTISTS sT.
CLAIR

13 POWER CLASSICS VARIOUS ARTISTS sT.
CLAIR

14 GENTLE CLASSICS VARIOUS ARTISTS st
CLAIR

15 SPIRITUAL CLASSICS VARIOUS ARTISTS sT.
CLAIR

Artists & Music

| Ulassical
KEEPING

SCORE

This issue’s column was written by Steve Smith.

A COLORFUL QUIP by Voltaire inspired the
celebrated cellist Matt Haimovitz and his wife,
composer Luna Pearl Woolf, to christen their new
business venture Oxingale. “Sir, you make me
believe in miracles,” Voltaire exclaimed upon hear-
ing the renowned 18th-century French cellist
Jean-Louis Duport. “You know how to turn an ox
into a nightingale.” The ambitious start-up aims
to make a national splash with the recent release
of a complete set of the Bach suites for solo cello,
performed by Haimovitz and produced by Woolf.

Haimovitz, of course, is no stranger to the clas-
sical-record-buying public. He made his recording
debut as a teen prodigy on Deutsche Grammophon
in 1989, earning widespread accolades. Rather
than following an easy path of recording the stan-
dard repertoire, Haimovitz carved out a formida-
ble reputation as an inter-
preter of 20th-century
works for unaccompanied
cello by such composers as
Britten, Kodaly, and Hin-
demith. During his explo-
ration of the modern reper-
toire, Haimovitz worked
closely with living com-
posers including Luciano
Berio, Gyorgy Ligeti, Hans
Werner Henze, and George
Crumb. These collabora-
tions, as well as projects
with choreographer Mark
Morris and jazz/rock bassist
Rob Wasserman, encout-
aged Haimovitz to deviate
even further from the typi-
cal career track of a young
virtuoso.

“l got to a point where [
wanted to be involved in var-
ious aspects of the recording
process, the creative
process,” says Haimovitz,
now 30 years old. “Luna and
I started merging our ideas
and trying to come up with concepts that we could
do together. When I recorded for Deutsche Gram-
mophon, I would basically record the takes and
turn my back on the rest of the process. With [the
Bach release], Luna and I personally chose every
take that’s on the recording and |directed] every
aspect of the creative process, down to the last
detail of the program notes. That is really some-
thing you don’t necessarily get at a major.”

The Bach suites form the cornerstone of every
cellist’s repertoire, but with so many classic ac-
counts already in the catalog, it might seem a
risky way to start a new label. “On one hand, you
have people saying, ‘Who needs another set of
Bach suites?’ ” Haimovitz says. “On the other
hand, if you don’t record the Bach suites, you
aren’t taken that seriously as a cellist. T thought
that if I was going to do them, I would have to do
them in a way that hasn’t been done before, to
have people think about where these pieces are
meant to be performed—if they are even meant
to be performed at all—and to deal with musical
[implications] that arise from this [more intimate]
presentation.”

Haimovitz found his own key to the suites when
he was invited to perform all six in a single
evening for the 250th anniversary of Bach’s death

HAIMOVITZ

last year at a festival in Schvetzingen, Germany.
He later repeated the performance at the Iron
Horse, a venerable Northhampton, Mass., jazz
and folk-music venue that had not presented clas-
sical music in more than 15 years. “After having
done that,” he says, “I realized that there is this
incredible evolution and progession when you go
from the first suite to the sixth. It had a lot to do
with the way we packaged it.”

Haimovitz recorded one suite per night in July
and August last year at a small church in rural
Massachusetts. His insistence on presenting the
suites in sequential order without breaks required
three discs, but the set sells for the price of two in
order to remain competitive. Mark Thayer, co-
owner of the acclaimed folk label Signature
Sounds, engineered the sessions, which capture
Haimovitz’s ardent interpretations of the suites
with warmth and detail.

The package includes evocative photographs
taken on the grounds surrounding the church. And
Woolf’s liner notes include not only historical and
musicological facts but also personal impressions
and reflections upon the sessions. Such touches
add a refreshing dose of humanity to a project ap-
proached with monastic solemnity by so many oth-
ers. “It’s tough to do,” says Haimovitz, “but find-
ing our own personal relationship—from within
the music—with something
as canonic as the Bach
suites is something that we
really strove for.”

Haimovitz and Woolf had
to learn from scratch how to
secure distribution for Oxin-
gale. “I'd never walked into
a distributor or even a store
and said, ‘Do you want to
carry this recording?’ he
explains. “So in that sense,
it was hard. But on the
other hand, to actually meet
people and for them to know
you're a real person and so
on—I think personal contact
makes a big difference.”

Signature Sounds agreed
to handle phone orders for
Oxingale, and the firm
introduced them to online
distributors CD Baby and
Folkweb. The set is also
available through select
brick-and-mortar retailers
and via Amazon.com.
Haimovitz is involved in dis-
cussions to secure wider distribution.

Haimovitz and Woolf plan to keep Oxingale
growing at a modest pace, releasing two new
recordings per year. The next release, due in Sep-
tember, will be a mass-market version of “Lemons
Descending,” a striking collaborative work fea-
turing music by Hildegard von Bingen, Heitor
Villa-Lobos, John Tavener, William Sydeman,
and Woolf, with original illustrations by artist
Michael Kuch. The music is performed by
Haimovitz (who handled all eight cello parts of
Villa-Lobos’ “Bachianas Brasileiras No. 5”) and
soprano Eileen Clark. Oxingale originally re-
leased the project last year in an edition of 70 elab-
orate handmade copies.

In the meantime, Haimovitz is set to perform
the Bach Cello Suite No. 3 with the Mark Morris
Dance Company in March and April in Brooklyn,
N.Y,, and in Princeton and Newark, N.J., and will
play all six Bach suites in a single evening April
22 at Joe’s Pub in New York. For details, you can
visit the Oxingale Web site at oxingale.com.

Based tn New York, Steve Smith has written for
Jazziz, New Music Box, and Schwann Inside, in
addition to having worked for several record
companies.
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MP3.com Sets Up Licensing Program

Initiative Includes Searchable Database Of Unsigned Artists

BY STEVE TRAIMAN

NEW YORK—Unsigned acts
whose songs are posted on MP3
.com now have the opportunity to
match their content with potential
users looking to license music for
traditional or nontraditional enter-
tainment, advertising, and other
multimedia productions.

The soft launch of the new music-
licensing program was Jan. 31, with
the first year’s registration fee
waived for all digital artists who reg-
ister at least three songs for licens-
ing by March 1 at mp3.com/licensing,
according to Michael Bayer, MP3.com
director of music licensing. After the
initial free period, the annual regis-
tration fee is $25.

Independent artists and com-
posers have the option to maintain
complete control over the rights to
their music, handling all licensing
arrangements for the initial synchro-
nization and master recording fees
and subsequent performance right
organization (PRO) royalty collection
and administration themselves. Or,
acts can choose to have these
services performed by enable-
yourmusic (EYM), MP3.com’s exclu-
sive licensing services provider, head-
ed by Steve Love, a 30-year music
publishing veteran. His background
includes being VP of worldwide
music for All American Communica-
tions, administering music publishing
activities for the Records Group (for-
merly Scotti Brothers Records), and,
just prior tolaunching EYM, holding
a VP post at Pearson Television
Music, the largest independent glob-
al TV producer.

There is a basic 40% transaction
fee/commission for any deal that
EYM puts together, and EYM will
handle the entire master use and syn-
chronization administration. Accord-
ing to Love, this is a “very competi-
tive fee” that includes negotiating the
best rate with the potential buyer
and preparing the required licenses
to fulfill the agreement.

Separately, an artist or composer
can use EYM’s royalty administra-
tion services for what Love calls a
“competitive 25% commission” on
quarterly royalty payments. This
includes Copyright Office registra-
tion, affiliation with the PRO of
choice, and tracking and collecting
performance royalties quarterly
from that PRO. He notes that
ASCAP, BMI, or SESAC will collect
royalties from territories outside the
U.S,, but EYM will register each
work with the foreign PROs.

Using the MP3.com search engine,
prospective music users can comb
through the largest collection of unaf-
filiated music on the Internet, with
nearly 110,000 artists and bands cur-
rently posting more than 800,000
songs, Bayer notes. The engine allows
any user to narrow results by keying
in a list of desired song attributes.
These include such simple character-
istics as tempo, genre, and mood, as

well as more complex functions, such
as searching for bands that sound like
other well-known bands.

Using data compiled by MP3.com,
EYM is able to offer what Love calls
“music-based marketing”—advanced

criteria searches to provide songs
that are targeted to specific areas or
regions in the world or that appeal to
different demographic groups. For
example, if a TV show has been re-
ceiving poor ratings in Seattle and
the Northwest, EYM can provide
music that is popular among listeners
in that region. Also, if music is need-
ed for a Web site targeted to an 18-
to 24-year-old age group, EYM can
suggest songs found to be popular
among that demographic.

The idea for the new licensing pro-
gram came to Love while he was at
Pearson and was looking for some
cutting-edge music for Francis Ford
Coppola’s “First Wave” sci-fi series,
now going into its second year on the
Sci-Fi Channel. “I thought, ‘Why not
use the great talent from MP3.com’s
site? ” he recalls. He got an exclu-
sive deal with MP3 to use any of the
artists whose songs were posted on
the Internet site, and the successful
results led to more discussions.

“It was the first time this had
been done,” he says, “and it opened
up the idea as a wonderful opportu-
nity to take the music of these
developing artists and bands and
monetize this talent.”

Recognizing that the majority of
these independent musicians didn’t

have any understanding of the li-
censing arrangements or the royal-
ty process, Love saw the value of
providing these administration serv-
ices. “We and MP3 jointly decided
that there was a real potential busi-
ness here, and now it’s under way.”

“By bringing artists together with
the very people who make licensing
decisions in film, TV, and advertis-
ing, we intend to create an invaluable
tool for both musicians and music
supervisors,” Bayer says. “We're
confident that our ‘search, sample,
and listen’ process will be a quick and
cost-effective alternative to tradi-
tional licensing methods.”

In early March, MP3.com and
EYM plan to open up the roster of
registered songs to prospective
users. “We’ll be using a multi-
pronged strategic effort to reach as
much of the user community as pos-
sible,” Love says. “We both have
extensive lists of industry contacts,
as well as links to below-the-radar
sources, such as corporate and mul-
timedia prospects.”

Commenting on the new licensing
program, Ed Murphy, president of
the National Music Publishers Assn.,
says, “As a referral system for un-
signed artists and bands, it’s a good
concept, and we encourage [artists] to
look closely at the fees and what serv-
ices will be provided. We're definite-
ly in sync for opportunities like this
for developing artists, and we'll be
interested to see how well [MP3.com’s
music-licensing program] performs.”

“With my background in music
publishing, I’ve got nothing but
respect for artists and songwriters,
and we’re dedicated to making the
program totally artist-centric,” Love
says. “With MP3.com as the largest
global integrator of independent
musie, over time we hope to become
the largest licenser and administra-
tor [of this music] in the world.”

Elvis Signs In. Elvis Costello has signed a long-term, worldwide writer deal with

BMG Music Publishing Ltd., the U.K.-based division of BMG Music Publishing
Worldwide. Pictured at the signing in BMG's London offices are, from left, lan
Ramage, GM, BMG Music Publishing Ltd.; Costello; and Paul Curran, Managing

Director, BMG Music Publishing Ltd.

NO. 1 SONG CREDITS

TITLE -

W RITER =

P UBLISHER

THE HOT 100
MS. JACKSON e« Andre Benjamin, Antwan Patton, David Sheats « Gnat Booty/ASCAP,
Chrysalis/ASCAP, Dungeon Ratz/ASCAP

HOT COUNTRY SINGLES & TRACKS
THERE IS NO ARIZONA « Jaime O’'Neal, Lisa Drew, Shaye Smith « EMI AprilyASCAP, Jersey |

Girl/BMI, EMI Blackwood/BMI, Mark Alan Springer/BMI, Zomba/BMI

HOT R&B SINGLES
STUTTER « Roy Hamiiton, Ernest Dixon « Zomba/ASCAP, Platinum Firm/ASCAP,
Zomba/BMI

HOT RAP SINGLES
MS. JACKSON e« Andre Benjamin, Antwan Patton, David Sheats « Gnat Booty/ASCAP,
Chrysalis/ASCAP, Dungeon Ratz/ASCAP

HOT LATIN TRACKS
TE QUISE OLVIDAR ° Y. Marrufo, C. Baute « BMG Songs/ASCAP

Gingular’s Super Bowl Spots Show
A Flair For Using Glassical Gatalog

SUPER BOWL FEARS: I don’t
know what I dread more about
Super Bowl Sunday—the game or
the commercials.

At least this year’s spots were
of some value, mainly because so
many—Amex, Fedex, Monster
.com, Accenture—used classical
music backgrounds rather than
the tried-and-tiresome pop-song
rip-offs.

Wireless phone company Cingu-
lar’s were especially noteworthy
and included a funny male dance
routine to the tune of “Peter And
The Wolf” and a spotlight on Dan
Keplinger, the artist with cerebral
palsy documented in last year’s

sion’s '60s pop classic “Go Where
You Wanna Go,” which was
played as a toy ball rolled off a
desk top and into a park. Much
worse was CBS-TV’s graverob-
bing of Nat King Cole’s classic
version of Charlie Chaplin’s
“Smile” to promote its sitcom
lineup, recalling the controversial
electronic pasting of Fred
Astaire dance footage into com-
mercials from Super Bowls past.
Luckily, I've already forgotten
which company used the way-
overplayed “You Sexy Thing” by
Hot Chocolate.

One final gripe: Twice during
the game, the announcers snick-

Oscar-win- ered about
ning short, = how the first
“King Gimp.” wnrns & M"S": Super Bowl
The latter ™ halftime show
ad was ac- [ [MUErHEape i starred col-
. @7 ii_ll-l"i'l:":"li"i" Brpe EafrRepa .
companied lege marching

musically by
a Gregorian
chant, which was, according to
BBDO New York’s senior execu-
tive creative director Charlie
Miesme, “highly appropriate” con-
sidering the “magical” nature of
Keplinger.

“If the commercial was about
someone less brave and powerful,
it wouldn’t have worked,” says
Miesmer, an avowed music fan who
helped select the Cingular sound-
tracks. Noting how most classical
music brings “a sense of high pur-
pose,” he notes that “Peter And
The Wolf” worked for the dance
piece because of the whimsical jux-
taposition of the wonderful
Prokofiev theme and the “likable
shmuck doing bad dancing.”

Forthcoming from Cingular is a
“Cowboy Opera” bit featuring
Verdi’s “Rigoletto,” but Miesmer
discounts any trend toward using
classical music. “We’re not biased
toward any genre, but are very
careful about taking old music, be
it Chuck Berry or Mozart, and
making sure it’s right for the spot.”

The prevalent practice of “tag-
ging [pop songs] onto the coattails”
of commercials only “cheapens”
the music, he says.

A good case in point from the
Super Bowl might be Hotjobs
.com’s use of the 5th Dimen-

by Jim Bessman

bands. March-
ing band mu-
sic, like classical music, is a non-
mainstream music that actually
can benefit through mass expo-
sure, be it commercial or halftime.
Aerosmith and ‘N Sync, on the
other hand ...

COSTELLO COUP: BMG Music
Publishing has signed Elvis
Costello to a long-term writer
deal. Paul Curran, the company’s
U.K.-based managing director,
says that BMG now represents
the much-covered Costello’s cur-
rent output—including the end-
title track “You Stole My Bell”
from the Nicolas Cage movie
“The Family Man”—as well as
future work, and will assist him in
“finding new ways” of exploiting
his back catalog.

“What’s refreshing is how
hands-on he intends to be,” says
Curran. “That’s not always the
case with major writers, who are
more interested in administration
and efficiency.”

BMG’s emphasis, he adds, will
be in categorizing Costello copy-
rights in terms of “song elements”
like tempo, mood, theme, or time
period, since such attributes are
what film supervisors and adver-
tisers look for, rather than consid-
ering songs by album placement.
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Jones Makes Skywalker Pnpular For Scoring And More

ONE FACE AT THE upcoming
Grammy Awards that will be
familiar to many is that of Leslie
Ann Jones, national chairwoman
of the Board of Trustees of the
National Academy of Recording
Arts and Sciences. She is now in
her second year as chairwoman,
and her term will expire in May.

For Jones, however, her tenure
in the post is but one aspect of a
deep involvement with the music
industry that spans well over two
decades. Since February 1997, she
has been a part of the staff at Sky-
walker Sound, one of the largest
audio production and post-produc-
tion facilities in the industry, locat-
ed in Marin County, Calif. Joining
as manager and mixer of scoring
for Skywalker’s recording and
scoring stage, she quickly rose to
the position she currently holds:
director of music recording and
scoring. In the process, Jones has
established Skywalker Sound as a
popular destination for both film-
score and music recording.

Far from the film and music
mecca of Los Angeles, the bucolic
atmosphere of Marin County
seems to be a different world alto-
gether from the energy and urban
sprawl that characterize Los
Angeles. The facility, a division of
Lucas Digital Ltd., is located in
the 145,000-square-foot Technical
Building of Skywalker Ranch.

“It’s interesting,” says Jones.
“You have all this great scenery
around, yet everybody manages to
get their work done. I don’t think
it’s in spite of the scenery; actual-
ly, I think it’s because of it. But it
really is the atmosphere that
George [Lucas] has created. All
work is hard enough, whether
you're making records or making
movies. The environment that you
do that in should be as conducive
to those creative challenges as
possible, and that’s what George
has done here. And it works.”

While the Skywalker Sound
scoring stage was designed to
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It's Gonna Be Moore. Mandy Moore recorded the song “It's Gonna Be Love” at
Soundtrack Studios in New York with producers Tommy Byrnes and Tony Bruno.
Pictured, from left, are Byrnes, Moore, and Bruno.

compete as a world-class scoring
stage—the main room can accom-
modate a 125-piece orchestra—
Jones admits that the facility had
not always targeted that market
as effectively as it could have. As
a result, it has been the site of a
large number of album projects,
particularly in the classical music
genre.

Jones, however, had ample
experience in the film world, both
in Los Angeles and San Francis-
co, prior to her arrival at Sky-
walker. She began her film-score
mixing career at San Francisco’s
Automatt Recording Studios, fol-
lowed by a long and respected
stay at Hollywood’s legendary
Capitol Recording Studios, where
she recorded scores for films such
as “Grace Of My Heart,” “Lost
Highway,” and “White Men Can’t
Jump.”

“My job, when I got here, was to
try to make Skywalker more movie
score-friendly,” Jones explains. “1
had a lot of experience doing that at
Capitol. We tried to really improve
on what was already a great room
and tried to make it so that clients
could come in from L.A. and not
have anything be too different from
what they were used to. Technical-
ly, the challenges for movie scores
are different than they are for
records. The staff has to have a dif-
ferent knowledge base. The equip-
ment, although it might be similar,
might be used in a different way.
The basic requirement of how a ses-
sion begins and ends is not the same
at all. That was what I was charged
with when I got here. Now we're
doing quite a lot more scores, as
well as a lot more of everything.”

The control room of Skywalker’s
main scoring stage features a 72-
input AMS Neve VXS console
with eight-channel VSP post
panel. Recent projects here
include the scores for “Inspector
Gadget,” “Sphere,” “The Game,”
and “Mimic” and album projects
for Rosemary Clooney with the
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by Christopher Walsh

Count Basie Big Band, I1COS,
the New Century Chamber
Orchestra, the Kronos Quartet,
and Frederic Chiu.

One of Skywalker’s smaller mix-
ing rooms—there are six mix stu-
dios, ADR and Foley stages, 34
editing suites, and a 300-seat
screening room—features a
Euphonix System 5 digital con-
sole, which Jones, like so many of
her peers, considers a valuable
asset. Likewise, an R-1 hard disc
48-track recorder, also from
Euphonix, has been installed at
Skywalker.

“I've already mixed one score in
that room, ‘Requiem For A
Dream,” ” says Jones. “It’s not
what I would necessarily consider
to be a part of our normal music
room here, but having that console
in there certainly works really
well for that kind of stuff. We're
big fans of Euphonix here: We
were one of the first to adopt the
R-1. We have had it here for at
least eight months now and have
used it on the last two movie
scores that we’ve done. It’s becom-
ing, in some ways, the de facto
hard disc recorder for even some
of our classical stuff.”

Jones, however, still considers
herself a fan of analog recording.
Some film scores, as well as a sig-
nificant amount of nonclassical
music, continue to employ 2-inch
analog tape.

“But the R-1, because it’s 96
kilohertz and 48-track, provides
the kind of standard that people
are used to, in terms of high fideli-
ty,” Jones explains. “We haven'’t
retired our Studers [analog multi-
track tape machines] yet, but we
decided to go ahead and purchase
the R-1. We really felt that linear
reel-to-reel technology was
becoming more obsolete as every
day passed. The R-1 seemed to us
to hold promise of something that
sounded great, looked like a tape
machine, and could carry us into
the next few years.”

The technology employed by
Skywalker in its film mixing work,
Jones adds, makes an easy transi-
tion to the world of 5.1 mixing for
music-only product, specifically
DVD Audio and Super Audio
Compact Disc (SACD).

“The R-1is working great for
that as well,” says Jones, “because
it’s 96 [kilohertz]. So it's already in
the DVD Audio format. Delos
Records is one of our main clients,
and they’ll come up with a unit [a
DSD recorder, on which the SACD

format is based] and record SACD
simultaneously with the 24-bit
stereo stuff. So I've had a lot of
firsthand experience, not only
hearing it at trade shows but hav-
ing it done here.”

Jones is careful to note that,
despite the high-end film scores
and audiophile recordings that
form the greater number of proj-
ects at Skywalker Sound, bands
and composers of the Bay Area
community are not to be excluded.

“I'm trying to cater to the local
music community as well,” she
says, “because we tend to provide
things that other studios really
can’t. So we're getting a lot of
clients that wouldn’t have an
opportunity to do—or wouldn’t
consider doing—5.1.”

As a premier music and film
score recording and post-produc-
tion facility, Skywalker has a staff
that participates in a broad spec-
trum of interesting and extraordi-
nary projects, such as a satellite
transmission from the scoring
stage to Sacramento, Calif., for the
Pacific Bell Foundation.

“They’re going to do a live,
interactive educational thing with
the Moscow Chamber Orches-
tra,” says Jones. “Those kind of
new things tend to come here,
which makes our life interesting,
because we get to try out a lot of
things like that. Fortunately, the
staff here is really great and eager
to do that kind of stuff. Every-
body is able to accomplish what-
ever they want, from normal
records, where five hours are
spent on a guitar overdub, to
something as odd as a video shoot
or a live 5.1 audio thing.”

SADIE, A U.K.-BASED compa-
ny that develops and manufactures
PC-based digital-audio workstation
products for a variety of applica-
tions, has announced the immedi-
ate release of AES31 for its range
of products. With this move,
SADIE becomes the first company
to be able to offer the benefits of
the new universal file exchange
format to its customer base. The
announcement follows the success-
ful public demonstration of AES31
at the 109th Audio Engineering
Society (AES) Convention, held in
September 2000 in L.A.

AES31 is the new standard for
network and file transfer of digi-
tal audio. The goal of the standard
is to reintroduce to the profes-
sional audio industry the concept
of universal interchange. A uni-
versal format for interchanging
audio has not been present since
the days of analog tape.

AES31 defines the source mate-
rial alongside edited audio, includ-
ing cross fades, that is text-based
in the manner of a traditional EDL
(edit decision list), which makes it
easily readable and correctable if
circumstances require it. The for-
mat is sample-accurate and sup-

ports multichannel files in excess
of 99 channels, as well as inter-
change between PAL and NTSC
formats.

The format, which has already
been ratified as an international
standard, is open and non-propri-
etary and thus not exclusive to
any single manufacturer.

“We are very excited to be able
to be first into the market with
AES31,” says Joe Bull, SADIE’s
managing director. “I am proud to
have been one of the instigators
of the standard following the
recognition that there was a
growing demand for a common
interchange format throughout
our industry. We have always pro-
moted interchange between
SADiIE and other workstation
manufacturers and already sup-
port the broadest range of disc,
file, and EDL formats. I am
delighted to announce that with
immediate effect we can sustain
our reputation for quality and
innovation by offering the obvi-
ous benefits of AES31 to SADIE
customers across the world.”

CHUCK MANGIONE WILL
BE this year’s headlining master
class teacher for the celebrated
participatory musical-education
program “Harman: How To Lis-
ten,” sponsored by Harman Inter-
national and produced by the
Manhattan-based John Schreiber
Group. John Schreiber devel-
oped the program, with company
founder Dr. Sidney Harman and
jazz virtuoso Wynton Marsalis,
in 1996.

Schreiber is especially proud of
its reach. “More than 55,000 stu-
dents in over 260 schools around
America have been touched by
this special experience, where kids
are taught that listening is as
important in life as it is in musie,”
he says.

Celebrating its fifth consecutive
year, the program will continue to
promote the importance of music
education by presenting clinics in
a 31-school, six-city tour. The
event will also be Webcast to thou-
sands of more students on the
Internet.

As a part of the anniversary cel-
ebrations, this year’s program will
kick off with a special opening gala
at the Children’s Museum of Man-
hattan that will include special
guests Skitch Henderson and Dr.
Billy Taylor. Mangione will go on
to additional cities, including
Washington, Philadelphia, and Los
Angeles.

In addition to the classes, Har-
man will donate a state-of-the-art
EON Power sound system and a
JBL Soundgear system to each
school. By the end of this year’s
“Harman: How To Listen” series,
Harman International will have
donated close to a half-million dol-
lars’ worth of audio equipment to
various schools across the country.
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adn Francisco’s Annex Digital Gets Second Ghance After Strike

BY DAN DALEY

Last May, David Porter, owner of
28-year-old Annex Digital, was
caught off guard. Less than 60 days
after opening a new studio aimed at
the high-end advertising market,
the core of that sector was shaken
to its foundations by an industry-
wide strike by commercial actors.
Post-production, arguably the most
profitable of the conventional pro
audio sectors, evaporated.

Not unlike the promise that 5.1
has seemed to offer the industry,
Porter says.

“I certainly wouldn’t base a busi-
ness on 5.1 music mixing,” he states
unequivocally. “You could barely
base a [broadcast ] commercial busi-
ness on it.”

In fact, at Annex Digital’s Studio
5, which is housed at the facility’s
downtown San Francisco location
in the heart of Media Gulch (as the
city’s advertising and new-media
district is called) surround audio is
more sizzle than steak.

(Annex Digital, which also oper-
ates music recording studios in
suburban Menlo Park, recently
changed its name from Music
Annex. Company ownership re-
mains the same.)

Porter is candid about using
“surround” as a buzzword for mar-
keting the new room—*“Because it
is a buzzword,” he says. “The real-
ity is that there is no 5.1 in the
advertising business yet, and it’s
not much there in the music busi-
ness, either. The reality is that |
built a studio to please the upper
echelons of the advertising busi-
ness and to give my mixer a more
advanced facility.

“Actually, the 5.1 element of the
room was quite insignificant in
terms of costs and implementa-
tion,” he adds. “It’s just that these
days you'd be foolish to build a
stereo room. To that extent, you
do have to accept the fact that
people look for buzzwords, even if
they don’t or can’t use what the
word represents.”

Porter says that Boston-based
Michael Blackmer designed Studio

o

Piéyln The Biues. Producer/engineer Don Gilmore

5 so that all its major technology
components can be set for any play-
back configuration, not just sur-
round. The studio features a Eu-
phonix System 5 console and
Genelec monitors, as well as Foley
pits and ADR capability that is
designed to accommodate the film-
post business.

The addition of multichannel
monitoring added less than 10%
to the approximately $1 million
that the new room cost. And, he
says, once 5.1 does become more
common throughout music and
advertising, “by that time, it’s no
longer a value-added feature.
Everyone will have it by the time
everyone wants it.”

While it has virtual, if not actu-
al, value, the real drama of Studio
5 is not the fortunes of multi-
channel audio but rather the
course of the actors’ strike, which
lasted six months and produced
devastation within the post-pro-
duction sector, whose rebound is
still months away.

Studio 5’s initial business plan
was to provide a luxurious new
production room for the advertis-
ing market in the region, secondar-
ily allowing it to be prepared as the
multichannel sector slowly devel-
oped. Thus, the strike knocked out
the main underpinning of the
room'’s economic basis and did so
virtually concurrently with its
opening, with no significant market
yet in place for its secondary pur-
pose. The business plan suddenly
changed to “hunker down and wait
it out,” Porter says.

While the music business at
Annex Digital’s other location con-
tinued to be strong, the actors’
strike forced Porter to lay off five
employees companywide, out of an
overall work force of 50-plus. Sev-
eral have been hired back since the
strike’s end last October, but
staffing won’t be up to full strength
before February because, as Porter
notes, “it’s not like flipping a switch
just because the strike’s over;
there’s a significant lag between
production ramping up again and

i e
RG Studios

, right, was at N

in North Hollywood, cutting tracks for new DreamWorks act the Apex Theory.
Gilmore relied on Advanced Audio Rentals for several microphones, including
the BLUE (Baltic Latvian Universal Electronics) Bottle microphone pictured.
Advanced Audio owner Paul Levy, left, is a U.S. retailer of BLUE products and is

also an exclusive rental agent.

that work reaching post-produec-
tion. There are a lot of projects that
have to get from storyboard to
shooting, and [post- production] is
the last step in the food chain.”

He expects it will take as long as
three months before some semblance
of normaley is restored. In a very
real sense, Porter says, Studio 5 is
undergoing a perceptual relaunch
nearly a year after it had opened.

But the problems of Studio 5 and
the advertising business’s labor
woes also underscore another
trend in the audio media business.
Consolidation and expansion via
mergers and acquisitions has got-
ten a lot of coverage in the past two
vears in the studio business as a
way to add services and increase
profitability, but Porter and Annex
Digital have instead focused on
improving their existing studios
rather acquiring others.

In fact, as difficult as the strike
made it economically for post-pro-
duction, with over 20 studios and
audio suites between its two loca-
tions, Annex Digital was able to
ride it out better than many other
facilities. That's primarily because
of its large footprint in the music
recording market in the region,
with its studios in Menlo Park con-
tinuing to hum during the strike.

The facility has also developed a
sizable presence in the audio-for-

computer-games market, regularly
doing work for such industry lead-
ers as Electronic Arts and Sega.

In addition, Studio 5’s technolo-
gy was designed using the rest of
the facility as a reference, with
two Euphonix CS 2000 consoles in
place in Menlo Park and one more
in the downtown location, as well
as the System 5 console.

“Since the automation systems
are compatible between all of them,
there is the ability to cross-sell and
cross-utilize all of the studios,”
Porter explains. “Music mixers at
Menlo Park can do stereo mixes
there and temp up rough multi-
channel mixes, which can be done
more thoroughly in Studio 5.”

That kind of synergy and com-
prehensiveness of services was
prompted well before the current
economic landscape had begun to
compel other facilities to take that
road, in large part because of
Annex Digital’s Bay Area location.
According to Porter, post-produc-
tion facilities in secondary mar-
kets—basically anywhere but Los
Angeles and New York—have to
market themselves harder to over-
come the natural gravity that tends
to keep post in the same places that
production takes place.

“You'd think that being close to
L.A.is a good thing,” Porter says.
“But we’d actually be better off

being an extra hour away by
plane. It’s like Boston and New
York—Boston’s a little too close.
There’s not enough of a reason to
leave New York, and, on the other
hand, it’s too easy for clients in
Boston or San Francisco to go to
New York or LL.A. What you're
really fighting is a perceptual
problem: the thinking, on the part
of clients, that you need to go to
Los Angeles to get a good picture
editor, and once they're there for
that, they stay and do their sound
there, too.

“That perception has hounded us
and other studios in markets like
this for years,” he observes. “There
was a time when San Francisco had
certain weaknesses in certain
areas, like not enough telecines in
the city. For some things, you had
to goto L.A. But that'’s been large-
ly rectified in recent years.

“So that’s where the real gamble
comes in when you build a room
like Studio 5: You know you're giv-
ing your local clientele everything
they need, and it’s good enough for
the clients in L.A. to use, too,” he
says. “You just have to get them to
change their thinking about how
they choose where they work. It’s
not easy, and it takes time and com-
mitment, and strikes certainly
don’t help at all. But it's worth tak-
ing that chance.”
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Fernandez To ﬂ[lﬂll Ghile’s Vina Fest

HE 'S IT: Mexican singer Pedro
Fernandez is slated to be the
opening act in the upcoming Vifia
del Mar Festival, set to take place
Feb. 21-26 in Viiia del Mar, Chile.

Ferndndez last played Vifia in
1999 but was unable to pick up the
famed Gaviota prize (which is
given to singers only at the audi-
ence’s request) because the show’s
hosts had left for the evening by
the time he finished his set.

Now, Fernindez is coming
through the front door, so to
speak, in more ways than one. His
current single, “Yo No Fui,” from

FERNANDEZ

the album of the same name, has
been topping charts in Chile since
Ferndandez sang at that country’s
Telethon last December. A cover
of an old Consuelo Velasquez
tune originally sung more than 45
years ago by Pedro Infante, “Yo
No Fui” got a different, more pop-
oriented twist in this version. But
regardless, Fernindez—who, at
31, is a veteran with 26 albums and
31 films to his name—sings it
wearing his Mexican outfit and
sombrero.

“This track is a break from the
format I'd worked with before,
and it’s part of a very versatile
album,” says Ferndndez. “But
there's no reason for me not to
sing it with my charro outfit. It’s
a very Mexican song. What makes
it pop is the format.”

In seeking out “Yo No Fui,”
Ferniandez was looking to broad-
en his scope beyond a mariachi
audience. “Yo No Fui,” the album,
has sold close to 300,000 copies
worldwide since release last fall.
In Chile, it’s already gone gold
with 18,000 copies sold. Once Fer-
nindez plays Vifia, which he’ll do
accompanied by a full mariachi
band, he'll continue with a promo-
tion and concert tour throughout
Latin America and, later, Spain,
where the album is set to be
released this spring.

Other acts slated for this year’s
Vifa fest are Ricardo Arjona,
Lucero, Natalia Oreiro, Joaquin
Cortés, Miguel Bosé, Ana Tor-
roja, La Ley, and Alejandro
Sanz.

FONOVISA TO THE MAIN-
STREAM: In a departure from its
traditional fare, Fonovisa is
releasing a series of Cuban and
Puerto Rican music compilations

by Leila Cobo

geared specifically toward a main-
stream market. They include “All
Star Tribute To Tito Puente,” a
tribute album featuring acts as
disparate as Grupo Irakere and
El Gran Combo. Likewise, “Los
Caballeros Del Ritmo” features
both Cuban and Puerto Rican
greats, and “Treasures Of The
Island: A Cuban Music History” is
a compilation of older standards
performed by older artists, many
of them from Buena Vista Social
Club.

“Fonovisa is expanding,” says
Edmundo Mendieta, the label’s
national coordinator of American
accounts. “Naturally, we're not
leaving regional Mexican music,
but we're tapping into other mar-
kets.”

Fonovisa already owns and dis-
tributes AD Records, a tropical
label. But in this case, product is
being marketed primarily toward
an Anglo market. According to
Mendieta, the albums—which are
sold separately—can be found in
Tower Records listening stations
and are also available in most
major stores. Sales racks and bill-
boards are planned in major mar-
kets.

In addition, says Mendieta,
another compilation—this one fea-
turing timba artists like Isaac
Delgado—is already being
planned.

LATIN ROCK GETS TEXAN
BOOST: Latin alternative music
(or rock en espaviol, or Latin
rock—take your pick) continues to
make inroads into mainstream
consciousness, slowly but surely.
In Austin, Texas, the Latin Rock
Alliance (LRA)—a marketing and
promotion company dedicated to
that genre—has forged an alliance
with Roadsta. Productions—a
veteran concert and festival pro-
moter responsible for productions
like the Pecan Street Festival and
Mardi Gras, Austin. Under their
new agreement, Roadstar will fea-
ture in its bills acts brought to it
by the LRA. Already, Sony Mexi-
co band Genitallica is scheduled
to perform during Mardi Gras
Feb. 24-25.

“I don’t know whether there is
a market [for Latin alternative] or
not, but I think there should be,
and the only way we can find out
is if we go out and try,” says
French N. Smith III, president of
Roadstar Productions. “We'll try
to get them some recognition and
some airplay, and we’ll take it from
there.”

Smith, who will also feature
Austin rockers Vallejo in Mardi
Gras, is no stranger to Spanish-

language music, and his festivals
traditionally feature a Tejano
stage. But this will be his first
bout with rock en espanol.

“French has been a godfather of
music within central Texas for the
last 25 years,” says LRA co-
founder Michael Hernandez.
“What we're going to do is alter-
nate Latin acts within every festi-
val he has.”

“The direction we’re heading in
is that one day it will be looked at
as alternative music, not just
Latin music,” says Hernindez,
noting that his bands are getting
support on both mainstream and
alternative rock stations. “This is
where the music needs to be and
should be.”

LARAS GOES TO COLOMBIA:
The Latin Academy of Recording
Arts and Sciences (LARAS) is
taking its next professional forum
to Bogotd, Colombia. In an effort
to expand membership to the
academy and raise awareness
regarding LARAS and the Latin
Grammys, LARAS has already
hosted forums with artists and
other music industry professionals
in Madrid; Sdo Paolo, Brazil, San
Juan, Puerto Rico; Rio de Janeiro,

(Continued on next page)

LATIN TRACKS A-Z

TITLE (Publisher — Licensing Org.)
6 APURO DOLOR (EMOA, ASCAP}

2 ABRAZAME MUY FUERTE (BMG Arabella, ASCAP/San Angel,
ASCAP)

26 BORRACHO TE RECUERDO (EMI April, ASCAP)

10 CUANDO SEAS MIA [MISS ME SO BAD] (Realsongs,
ASCAP/WB, ASCAP)

29 CUANDO UNA MUJER (EMOA. ASCAP)

9 DEJA (Arpa, BMI)

39 DESPRECIADO (Copynight Control)

21 DEVUELVEME (EMOA, ASCAP)

8 DIME, DIME, DIME (Elzaz. BMI)
12 DISCULPE USTED (Huina, BMI)
20 EL AMOR SONADO (Flamingo. BMi}
27 EN MI VIEJO SAN JUAN {Music Sales, ASCAP)
7 ENSENAME A OLVIDARTE (Ser-Ca, BMI)

33 ENTRE TU Y MIL MARES (WB, ASCAP)

24 HISTORIA ENTRE TUS DEDOS (Universal Musica, BMI)
5 INFIEL (EMI April. ASCAP)

28 LA BOMBA (Sony/ATV Discos, ASCAP}

40 LA VIDA ES UN CARNAVAL (Not Listed)

14 ME DA LO MISMO (EMOA, ASCAP)

31 MIPRIMER AMOR (Caribbean Waves, ASCAP)

37 MI SUENO (Not Listed)

38  NECESITO MI LIBERTAD (TN Ediciones, BMI)

22 N1 UNA LAGRIMA MAS {World Deep Music, BMI/Sony/ATV
Latin, BMI/Universal Musica, BMI)

17 PERO ME ACUERDO DE TI (JKMC, ASCAP/Universal Musica,
ASCAP)

4 POR AMARTE ASI (Erami. ASCAP/WB, ASCAP}

32 QUE POCA (Ser-Ca, BMI)

25 QUE SEPAN TODOS (SACM Latin, ASCAP)

18  QUISIERA SER (EMI April, ASCAP)

19 SIN TU AMOR (Sony/ATV Latin, BMI)

11 SOLO QUIERO AMARTE [NOBODY WANTS TO BE LONELYI
(Sony/ATV Tunes, ASCAP/Deston, ASCAP/Desmundo.
ASCAP/Norma Desmond. SESAC/Mictoria Shaw,
SESAC/Sony/ATV Songs, BMI/Gabburr, ASCAP/Universal-MCA,
ASCAP)

36 TE QUIERO MAS (Mafiola, ASCAP)

1 TE QUISE OLVIDAR (BMG Songs, ASCAP)

30 TE SONE (Mas Music, ASCAP)

34 TUY LAS NUBES (Peer Intl., BMI)

23 UN IDIOTA (Rio Musical/Edimusa, ASCAP}

16 UN SUENO (Not Listed}

35 WOW FLASH! (Lida Socap, ASCAP)

13 Y (Peer Intl.. BMI)

15 Y YO SIGO AQUI {Sony/ATV Discos, ASCAP/World Deep Music,
ASCAP)

3 YO TE AMO (Sony/ATV Latin, BMI/World Deep Music, BMI}

Hot Latin Tracks.

u
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CHART
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COMPILED FROM A NATIONAL SAMPLE OF AIRPLAY SUPPLIED BY BROADCAST

DATA SYSTEMS’ RADIO TRACK SERVICE. 88 LATIN MUSIC STATIONS ARE ELEC-

TRONICALLY MONITORED 6 AM TO 12 MIDNIGHT 7 DAYS A WEEK

aii | bt ARTIST TITLE
gl e i IMPRINT/PROMOTION LABEL PRODUCER (SONGWRITER)
—emtl No. 1/GREATEST GAINER BEe—

2 | 2| | Moo TE QUISE GLVIDAR

SO DEDGS§ Jompeds pf A | AJAEN (YRR R BALITES

L | 1 | 1z | JUAN GABRIEL ABRAZAME MUY FUERTE

| | = | ARIOLA/BMG LATIN E.MAGALLANES (J.GABRIEL)

3 3 | 3 | 1u | CHAYANNE YO TE AMO

| 1 . SONY DISCOS 1 ESTEFANQ (ESTEFANO)

4 6 | 6 | m | CHRISTIAN CASTRO POR AMARTE ASI

L ARIOLA/BMG LATIN | K SANTANDER (E.REYES A.MONTALBAN)

5 4 | 5 | 15 | ROCIO DURCAL INFIEL

| ARIOLA/BMG LATIN B.SILVETTI (V.YUNES CASTILLO)

6 5 | 7 | i | SONBYFOUR A PURO DOLOR

| SONY DISCOS  AJAEN(O.ALFANNO)

(T) 9 | 10| 12 | INTOCABLE ENSENAME A OLVIDARTE

£ | EMILATIN T __ RMUNOZ R.MARTINEZ (L.PADILLA)

§ 8 | 9 | 1o | CONJUNTO PRIMAVERA DIME. DIME, DIME

FONOVISA J.GUILLEN {0.0CHOA)

a0 BANDA EL RECODO DEJA
._x__g_J_ 12 | 17 ] 10 1 Eonovisa G.LIZARRAGA (J.A.BARRERAS) |

1w 7 | 4 | 14| SONBYFOUR CUANDO SEAS MIA

COLUMBIA/SONY DISCOS |

R.WAKE (O.ALFANNO Y.HENRIQUEZ .D.WARREN)

| B

s
=
=
|
re

RICKY MARTIN WITH CHRISTINA AGUILERA

SOLO QUIERO AMARTE

COLUMBIA/SONY DISCOS WAFANASIEFF (D.CHILD V.SHAW,G.BURR)
12 15 2% 7 LOS HUMILDES DISCULPE USTED
) Pl | RCA/BMG LATIN J.LAYALA (F.DE JESUS MTZ. JR)
13 10 8 i LUIS MIGUEL Y
L= WEA LATINA 1 LMIGUEL (M.DE JESUS BAEZ) |
e VICTOR MANUELLE ME DA LO MISMO
[ 14) NEWD 1 1 Sonvbiscos 1 1.M LUGO (O.ALFANNO) _
T PAULINA RUBIO Y YO SIGO AQUI
(255 14 | 18 |°3 1 [{versaL LaTinO 1 M AZEVEDO (ESTEFANO) _
(16} 13 15 i LOS ANGELES DE CHARLIE UN SUENO
et FONOVISA t | RODRIGUEZ (G.AVIGLIANO)
I:l__T‘ 2 2 1 CHRISTINA AGUILERA PERO ME ACUERDO DE T1
ot RCA/BMG LATIN R.PEREZ (R PEREZ)
18 17 21 1 ALEJANDRO SANZ QUISIERA SER
= WEA LATINA £ E.RUFFINENGO (A SANZ)
19 19 12 I PEDRO FERNANDEZ SIN TU AMOR
MERCURY/UNIVERSAL LATINO * H PATRON {D.HARRIS D.TERRY JR.)
172070 35 7 LOS TUCANES DE TIJUANA EL AMOR SONADO
L UNIVERSAL LATINO G.FELIX (M.QUINTERO LARA)
NETR q EDNITA NAZARIO DEVUELVEME
i (21} o £ ] SONY DISCos t C.LEMOS (YHENRIQUEZ)

77 21 23 i NOELIA NI UNA LAGRIMA MAS
FONOVISA 1 M AZEVEDO J.REYES (H.5.BATT.ESTEFANO M.AZEVEDO)
577 28 | 33 | 4 | JOAN SEBASTIAN UN IDIOTA
Lat MUSART/BALBOA JSEBASTIAN {J SEBASTIAN)
4 25 20 77 | MICKEY TAVERAS HISTOR{A ENTRE TUS DEDOS
JRER .| KAREN/UNIVERSAL LATING M.TAVERAS (LMASSIMO G.GRIGNANI) _
5 n 1 3 PEPE AGUILAR QUE SEPAN TODOS
| MUSART/BALBOA | PAGUILAR (I.RAMIREZ) _
@-\ % 14 a0 VICENTE FERNANDEZ “BORRACHO TE RECUERDO
[ SONY DISCOS _ PRAMIREZ {J.V.FLORES)
[ a7 23 27 3 MARCO ANTONIO SOLIS EN MI VIEJO SAN JUAN
[ B FONOVISA M.ASOLIS (N.ESTRADA)
[ AZUL AZUL LA BOMBA

SONY DISCOS t

R.SAAVEDRA (F.ZAMBRANA MARCHETTI}

MELINA LEON

CUANDO UNA MUJER

0 e SONY DISCOS AJAEN (O.ALFANNO)
30 | 27 19 7 EL COYOTE Y SU BANDA TIERRA SANTA TE SONE
= EMILATIN £ £.PAEZ J.A.LUGO RUBIO {J.SASUETA)

KEVIN CEBALLO
RMM

Mi PRIMER AMOR
1INFANTE (W DUVALL)

33 35 1 LOS INVASORES DE NUEVO LEON QUE POCA

I Ml 125 EMI LATIN M A PEREZ (L.ELIZALDE)

33 | 30 29 73 | LAURA PAUSINI ENTRE TU Y MIL MARES
= | WEA LATINA A.CERRUT! {I.BALLESTEROS B.ANTONACCI) _

34 | 31 32 e LUPILLO RIVERA TU Y LAS NUBES

£ | sony piscos PRIVERA (J.A.JIMENEZ)

ELVIS CRESPO
SONY DISCOS t

LOS PALOMINOS

WOW FLASH!
J.DUCLERC (R.BARRERAS)

TE QUIERO MAS

TROPICAL/SALSA

FONOVISA ALITCHTENBERGER JR. (E.RAMIREZ)

! LUIS FONSI M1 SUENO
L3 | NEW ) ' ] GNIVERSAL LATINO | R.PEREZ (L FONS!)
14 38 i LOS TIGRES DEL NORTE NECESITO MI LIBERTAD

| FONOVISA E.HERNANDEZ LOS TIGRES DEL NORTE (R.RUBIO)

| NEWD | LUPILLO RIVERA DESPRECIADO
Y| sonvDIscos PRIVERA (J.NAVARRETE CURIEL)

NEW b CELIA CRUZ LA VIDA ES UN CARNAVAL
RMM NOT LISTED (NOT LISTED'

REGIONAL MEXICAM

24 STATIONS

15 STATIONS

1 MDO SONY DISCOS
TE QUISE OLVIDAR
2 CHAYANNE soNY DISCOS

1 VICTOR MANUELLE soNY
DISCOS ME DA LO MISMO
2 MDO SONY DISCOS

55 STATIONS

1 INTOCABLE EMI LATIN
ENSENAME A OLVIDARTE
2 CONJUNTO PRIMAVERA

YO TE AMO TE QUISE OLVIDAR FONOVISA DIME  DIME  DIME
3 CHRISTIAN CASTRO ARIOLABMG 3 MICKEY TAVERAS KAREN/UNIVERSAL 3 BANDA EL RECODO FonO
LATIN POR AMARTE AS| LATING HISTORIA ENTRE TUS DEDOS vISA DEJA

4 JUAN GABRIEL ARIOLA/BMG
LATIN ABRAZAME MUY FUERTE

5 ROCIO DURCAL ARIOLA/BMG
LATIN INFIEL

6 SON BY FOUR SONY DISCOS
A PURO DOLOR

7 RICKY MARTIN WITH CHRISTINA
AGUILERA COLUMBIASONY DISCOS SOLO:

8 CHRISTINA AGUILERA RCABMG

4 RICKY MARTIN WITH CHRISTINA
AGUILERA COLUMBIASONY DrSCos SOLG

5 SON BY FOUR COLUMBIA/SONY
DIscos CUANDO SEAS MIA

6 JUAN GABRIEL ARIOLABMG
LATIN ABRAZAME MUY FUERTE

7 KEVIN CEBALLO rMM
MI PRIMER AMOR

8 CHRISTINA AGUILERA RCA/BMG

4 LOS HUMILDES RCA/BMG
LATIN DISCULPE USTED

5 LOS ANGELES DE CHARLIE
FONOVISA UN SUENQ

6 LOS TUCANES DE TIJUANA UNI
VERSAL LATINO EL AMOR SONADO

7 ROGELIO MARTINEZ oiscos
CISNE Y SIGUES SIENDO TU

8 VICENTE FERNANDEZ SONY DIS

LATIN PERO ME ACUERDO DE Ti LATIN PERO ME ACUERDO DE Tt €0S BORRACHO TE RECUERDO
9 PAULINA RUBIO UNIVERSAL 9 PAULINA RUBIO UNIVERSAL 9 JUAN GABRIEL ARIOLA/BMG
LATINO Y YO SIGO AQUI LATINO Y YO SIGO AQUI LATIN ABRAZAME MUY FUERTE

10 EDNITA NAZARIO SONY DIS
C0S DEVUELVEME

11 SON BY FOUR COLUMBIA/SONY
D15CoS CUANDO SEAS MIA

12 LUIS MIGUEL WEA LATINA

Y
13 ALEJANDRO SANZ wEA LATI-

NA QUISIERA SER

14 NOELJA FONOVISA
NI UNA LAGRIMA MAS

15 PEDRO FERNANDEZ MERCURY/UNI-
VERSAL LATINO SIN TU AMOR

10 LIMI-T 21 EMI LATIN
EL TIEMPO DIRA

11 JENNIFER LOPEZ £pIC
LOVE DON'T COST A THING

12 TONNY TUN TUN KARENAUNIVER
SAL LATINO TU ME PROVOCAS

13 JAY LOZADA UNIVERSAL LATI
NO POR AMARTE ASI

14 LOS RABANES CRESCENT
MOON/SONY DISCOS PERFIDIA

15 EDDY HERRERA J&N
PEGAME TU VICIO

10 MARCO ANTONIO SOLIS roND
VISA EN MI VIEJO SAN JUAN

11 EL COYOTE Y SU BANDA TIER-
RA SANTA EMI LATIN TE SONE

12 LOS INVASORES DE NUEVO
LEON EMi LATIN QUE POCA

13 LUPILLO RIVERA SONY DIS
cos TU Y LAS NUBES

14 PEPE AGUILAR MUSART/BAL
80A QUE SEPAN TODOS

15 JOAN SEBASTIAN
MUSART/BALBOA UN IDIOTA

(O Records showing an increase in audience over the previous week, regardiess of chart movement. A record which has been on the chart for
more than 20 weeks will not receive a buliet, even if it r«;g:sters an increase 1n audience. Greatest Ganer indicates song with largest audience
Frowth If two records are tied in audience size, the recu bemghplayed on more stations is placed ﬁrst Records below the top 20 are removed
rom the chart after 26 weeks. T Videoclip
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Spanish-singing artists crossing to the mainstream English market isn't a trend
but a common reality. What’s new is the increasing number of artists who are
U.S.-raised and Latin in background and who choose to launch their careers
singing not in Spanish, but in English.

BY LEILA COBO

MIAMI-W hen Joy Enriquez first started shopping around fer a record deal, she was
approachzd by a label interested in having her record in Spanish.

“They said, ‘We're going to make you the next Selena, and you'll do Spanish first,”
says Enriquez, a Mexican American born and raised in the Los Angeles area. It would appear to be a logical move, but,
for Enriquez, there was another, more logical route.

“Everything looked so enticing; everything looked so great,” she says. “But | wanted to sing pop. That’s where my heart
is. That’s what I love.”

Pop—albeit pop laced with some Latin flavorings—is what will be found on Enriquez’s debut album, which is being

Continued on page LA -4 I
-~

21 Change In The Air

Radio Rises To
The Bilingual
Challenge,
Quickly

BY FRANK SAXE

ment, Latin radio is opening its airwaves to soime non

traditional music, including tracks in English from Latin
artists who have crossed over into the mainstream. At the
same titme, mainstream sta-
tions are also foraying into the
Spanish realm, playing both
bilingual and Spanish tracks.

And, although efforts from

In an eftort to address an ever-changing pop environ.

- NWE
93.3.104.9.

both parts are rare and far between, . %
they at least signal some kind of flexi t‘zﬂi L
bility on the part of programmers. o 7 4
But, on a large scale, it has never been 2L 4
as hard to crack lLatin radio as it is e

today. o

Today, three companies—Hispanic
Broadcasting Corp., Spanish Broadcasting Systems and
Mega Communications—have clustered stations in the
largest Hispanic markets. As those companies buy more sta-
tions and flip them to Spanish-language programming, the
Continued on page L.M-10

The Next
Crossover Kings
And Queens

Newcomers, Vets Get Set To Make The Big Leap In ‘01

BY KARL ROSS

he parade of Latin crossover talent continues in 2001
Twitll eagerly anticipated releases by platinum artists
such as Shakira and Chayanne, rising stars such as
Luis Fonsi, a Latin boy band in MDO and lhittle-known
artists such as Michaelangelo and Shalim, along with pio-
neer José Feliciano, who aims to rekindle his 1960s

Crossover success.
Sony Discos/C2 tropical-pop quartet Son By Four was
last year’s breakthrough act, piercing hearts with its
Continved on page LM-8
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Mutual Fun:
Cooperation Between
U.S. Labels And Their

Latin Imp

rints Hits

All-Time HIGH

BY LEILA COBO

hen Luis Fonsi was st
signed 1o Universal Music
Latino, having him sing in

Fnglish was not a consideration,
even though lonsi was raised in
Orlando and was fullv bilingual. But
then Universal mevged with MCA.
and suddenly the options changed.

Within Universal, we're not a
label; we're a division,” says Carlos
Sanchez, president of Universal
Music Latino. And that siatns
allows for interaction herween lan-
guages and markets. As Fonsi pre-
pares to record an
English, the idea s
to mar-ket hinein a
two-pronged
approach coordinat-
ed bv Universal’s
Latin division and
is Anglo counten
part at MCA Rec-
ords.

“Frankly, it docs
no good 1o

yon

ot course, coordimated crossovers
from major Sony Discos artists like
Ricky Maran, Marc Anthonv and
Shakiva’s  upcoming  English-
language release. A key figure in
the development ol wrtists like
Jennifer Lopes and Martin was
Jerry Blair, who s now executive
VP al Arista.

In this capacity, Blar is being
looked at to help coordinate cross
marketing of BMG US. Laun
artists like Aterciopelados and
Julieta Venegas. Alveady, BMG
was hugelv success-
ful m coordinating
the lannch of Chris-
tina Aguilera’s "M
Reflejo™  togerher
with RCA.

CAREFUL

DESIGN
“The way | envi-
sion the business in
the North American

Christina Aguilera

release an album lor the English-
speaking market if you don't gel
support [rom the Englsh labels,”
says Universal Music Latino's ASCR
duector, Eddie Fernandez

That support has heen in evi
denee more than ever in vecent
inonths. At Sonv Discos, Oscar
Llord's promotion 1o CFO of the
company allows hiny o sign artists
who can record simulancously in
both Fnglish and Spanish—and to
promorte these arnsts i English-
language radio and media.

“The real news 1s we have the
ability to cross over,” says Frank
Welzer, president ol Sony Music
International Latin America. “We
don’c have 10 depend on Sony,
Columbia or Fpic, although the
remain our strong partners in this
effort.”

COORDINATION COUNTS
Sony, Columbia and Epic have,

Latin  landscape is basicall
twotold.” savs Rodollo  Lopez
Negrete, BMG's VP lor the Latin
region. “On one hand, evidently,
[we| go afier the US. Latin mar-
ket with our Latin arnsts. On the
other hand, as well, [we] establish
a very strong collaboration with
our U.S. labels—Arista, RCA and
Jive. And a good example of tha
could be Christina  Aguilera.
That's a project we have very care-
fully designed m conjunction with
RCA since the very begimning.” At
the same time, execuiives al
Virgin say thev will most likely
turn to EMI Latin to help them
market aruses like Crystal Sierra in
the Spanish marketplace.

nd  Warner  Music  Latin
America is working closely with
Atlantic  on  several  projects
whose results, savs new president
Inigo Zabala, should be apparent
soon, W

BOLINDLESS EDNITA?
It’s label-turntable time
again as Sony Discos
prepares to release *‘Sin
Limites” (No Bounds),
the newest offering from Puerto
Rican icon Ednita Nazario.

“I finished an important cycle
in my recording career and I
was ready for a change,” says
Nazario, after one decade and
five studio albums with EMI
Latin. *‘And Sony’s offer came at
the time I was looking for a new
path.” That new path is “Sin
Limites,” an album on which
Nazario, for the first time, works
with not just one producer, but
three—Tommy Torres, Cesar
Lemos and Juan Vicente
Zambrano. It’s a disc Sony has
promised to actively promote at
an international level, a priority
for Nazario. The disc’s title, she
says, reflects the endless oppor-
tunities available to her and to
music in general.

“All the options are exciting,’
she says. “It’s the ideal moment
to connect with a new audience
and cross generational and cul-
tural chasms.” In May, Nazario
will kick off an international
tour—her first in five years—in
Puerto Rico, before continuing
to Argentina, Mexico and the
U.S.

CADILLACS SHIFT GEARS:
Argentina’s Los Fabulosos
Cadillacs, the Grammy-winning
band best known for “Matador,”
have parted ways with their long-

1)

Los Fabulosos Cadillacs

time label, BMG U.S. Latin. It
was an amicable departure,
according to all involved. But
the Cadillacs are looking for
more aggressive promotion at a
time when the band’s popularity
seems to be on the rise, judging
by continuous high attendance at
concerts worldwide.

According to manager Tomas
Cookman, the Cadillacs have
routinely been performing for
tens of thousands of people in
Mexico and South America. “We
have tons of prospective labels,”
says Cookman, who’s been talk-
ing to labels in the U.S. and
abroad. “It’s an exciting time.”

While they shop around, the
Cadillacs will also maintain their
presence in the States with two
greatest-hits albums, titled
“Hola” and “Chau’ and released
on BMG U.S. Latin.

According to Rodolfo Lépez
Negrete, BMG’s VP for the Latin
region, the albums will be
“actively promoted throughout
the region. We continue to be

ARTISTS K8 Music

bined with Spanish lyrics.” says
Santana. The other main element

very fond of the group and their
artistic explorations and wish
them the best of luck in their
future endeavors.”

FULANITO LOOKS FOR
CHARM IN THIRD:? Merengue
band Fulanito earned both a
Grammy nomination and a
Billboard Latin Music Award
nomination with its sophomore
effort, “El Padrino.” But label
Cutting Records says sales were
disappointing, compared to sales
of more

L, than

, 500,000
copies
world-
wide of
the
group’s
debut,
“El
Hombre
Mas Famoso De La Tierra.” Now,
band and label are looking for a
winner in the band’s third
album.

The disc is being co-produced
by lead singer Rafael Vargas
(Dose) and former bandmate
Winston De La Rosa (Win). In
the meantime, Cutting is consid-
ering a re-mix album with hits
from the group’s first two pro-
ductions.

Fulanito was a sleeper in 1997-
98 with its novel merenhouse
ripiao style inspired by the New
York sound of Proyecto Uno and
the accordion-driven folk
merengue known as perico rip-
iao. Vargas was the mastermind
behind the international dance
hit “Wiggle It” (2 In A Room).

MONTERO TO RECORD
SOPHOMORE EFFORT:
Having finished his most recent
soap, Mexican singer-songwriter
Pablo Montero is getting ready
to record his
sophomore
effort. The bal-
lad disc will be
produced by
Rudy Perez but
will include
tracks done
with Kike
Santander and
Francisco
Cespedes, among others, says
Montero. The singer also got
together with Desmond Child
and will be recording one of his
songs, in both English and
Spanish-language versions.

Fulanito

Pablo Montero

SANTANA SETS $SIGHTS ON
LATIN MARKET: Will Carlos
Santana record a Spanish-only
album in order to reach a broad-
er Spanish-speaking audience?
Rumors surrounding the possi-
bility have been swirling for
some time. But Santana says
that, by the end of 2001, he’ll

have recorded only one
new album, which will
be 60%-70% in Spanish.
“I’'m looking for
Persian melodies com-

he wants to
include is
hymns. “I
always picture
that, if we were
attacked from
another galaxy
and we would
win, in the end
we would all
sing a song
together. Something that tran-
scends religion and politics and
brings us all together. But I'm
not writing anything in stone
either. I'm keeping all the
options open,” he says.

FAMOUS BECOMES
$ANTANDER? Famous Music
Publishing, which only last year
created a Latin music depart-
ment (based in Los Angeles), has
signed a worldwide, exclusive co-
publishing deal with Miami-
based songwriter/producer Kike
Santander. Through the agree-
ment between
Santander’s
Clear Mind
(ASCAP) and
Clear Heart
(BMI) compa-
nies, a roster of
new and estab-
lished song-
writers/produc-
ers will be pro-
moted and developed. According
to Santander, there are already
some 30 tracks that fall under the
new deal and which have been
recorded—or are set to be
recorded—by artists like
Christian Castro, Amaury
Gutierrez, Gisselle, Olga Tanén,
Tony Vega and Jerry Rivera. As
of January, says Santander, Clear
Mind/Clear Heart had a catalog
of more than 400 songs repre-
senting some 25 writers. Initially,
however, only 12 songwriters will
be signed to the deal. Santander’s
own publishing is not included
in the agreement.

Santana

Santander

PERICOY” CLISTOM LABEL: EI
Bahiano, Juanchi Baleiron and
Topo Raimon, all members of
popular reggae/pop band Los
Pericos, have released the first
albums on their new label, Buena
Beat Records. These include
Brit-pop group Loch Ness, retro-
band TV Lounge and a solo
album by Cristian Basso, former
bass player of La Portuaria.

PAEZ PRESENTS: A distribu-
tion deal between Fito Paez’s
Circo Beat label and Warner
Music Argentina began with the
debut atbum of Pol Medina, a
singer-songwriter who was
acclaimed by critics with his
1995 band, Superchango. First
cut is “Mundo Extrano.” W
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Year-To-Date Charts

The recaps in this first Latin Music 6-Pack of 2001 cover the period starting with the Nov. 18, 2000, issue and ending
with the Jan. 20 issue. These radio charts compile gross audience impressions as determined by Broadcast Data Systems
(BDS). Titles receive audience points for each week they appear on the pertinent chart. The recaps are compiled by
Anthony Colombo with assistance from Latin charts manager Ricardo Companioni.

Regional Mexican Airplay

Pos. TITLE—Artist—Imprint/Label

1
2

19
20

21
22

23
24

25
26
27

28
29
30
31
32
33
34

35
36
37
38
39
40

BORRACHO TE RECUERDO—
Vicente Ferndndez—Sony Discos
DE PAISANO A
PAISANO—Los
Tigres Del Norte—
Fonovisa

TE SONE—E!
Coyote Y Su
Banda Tierra
Santa—EMI Latin
Y SIGUES SIENDO
TU—Rogelio Martinez—Discos
Cisne

ME GUSTA VIVIR DE NOCHE—Los
Tucanes De Tijuana—Universal
Latino

ENSENAME A OLVIDARTE—
Intocable—EMI Latin

UN SUENO—Los Angeles De
Charlie—Fonovisa

QUE SEPAN TODOS—Pepe
Aguilar—Musart/Balboa

TU Y LAS NUBES—Lupillo
Rivera—Sony Discos

YO SE QUE TE ACORDARAS—
Banda El Recodo—Fonovisa

EN CADA GOTA DE MI SANGRE—
Conjunto Primavera—~Fonovisa
POEMA DE AMOR—Renan
Almendarez Coello—Fonovisa

ME LLAMO RAQUEL—Banda
Machos—WEAMex/WEA Latina
DIME, DIME, DIME—(onjunto
Primavera—Fonovisa

A ELLA—E! Poder Del Norte—
Disa/EMI Latin

DEJA—Banda El Recodo—Fonovisa
SIN TU AMOR—Pedro Ferndndez—
Mercury/Universal Latino

EL DIABLO EN UNA BOTELLA—
Dueto Voces Del Rancho—Sony
Discos

TE QUIERO MAS—Los Palominos—
Fonovisa

PARA QUE QUIERES QUE
VUELVA—Polo Urias Y Su Maquina
Nortena—Fonovisa

A PURO DOLOR—Dinora Y La
Juventud—Platino/Fonovisa

Y TE LO PIDO—David Olivarez—
Ariola/BMG Latin
VENENO—Limite—Universal Latino
TU ADIOS—Grupo Bryndis—
Disa/EMI Latin

PA’ QUE TE CASABAS JUAN—Los
Huracanes Del Norte—Fonovisa
DISCULPE USTED—Los Humildes—
RCA/BMG Latin

UN HOMBRE Y UNA MUJER—
Priscila Y Sus Balas De Plata—
Andrea/Platino/Fonovisa

LINEA OCUPADA—Cuisillos De
Arturo Macias—Musart/Balboa

SIN TI NO SE VIVIR—Los Angeles
Azules—Disa/EMI Latin

ERAS TODO PARA MI—Los
Temerarios—Fonovisa

POR ENCIMA DE TODO—Limite—
Universal Latino

TE QUIERO A TI—A.B. Quintanilla
Y Los Kumbia Kings—EMI Latin
FUERTE NO SOY—Intocable—EMI
Latin

COMO ESTE LOCO—Julio Preciado
Y Su Banda Perla Del Pacifico—
RCA/BMG Latin
CHUBIDUBIDU—Tigrillos—
WEAMex/WEA Latina

ME QUISE EQUIVOCAR
CONTIGO—Los Mismos—EMI Latin
INFIEL—Rocio Durcal—Ariola/BMG
Latin

TU PASATIEMPO—Banda La
Costena—Ariola/BMG Latin

QUE POCA—Los Invasores de
Nuevo Leon—EMI Latin
ABRAZAME Y BESAME—Jennifer—
EMI Latin

Latin Pop Airplay

Pos. TITLE—Artist—Imprint/Label

1
2
3
4

10
11
12

13
14
15
16

17
18

19
20
21
22
23
24
25

26
27

28
29
30
31
32
33

34

35
36
37
38
39
40

YO TE AMO—Chayanne—Sony
Discos

POR AMARTE ASI—C(hristian
Castro—Ariola/BMG Latin

TE QUISE OLVIDAR—MDO—Sony
Discos
CUANDO—Ricardo
Arjona—Sony
Discos

A PURO DOLOR—
Son By Four—
Sony Discos
CUANDO SEAS
MIA—Son By
Four—Columbia/Sony Discos
INFIEL—Rocio Durcal—Ariola/BMG
Latin

FUEGO EN EL FUEGO—Eros
Ramazzotti—Ariola/BMG Latin
SHE BANGS—Ricky Martin—
Columbia/Sony Discos

ABRAZAME MUY FUERTE—Juan
Gabriel—Ariola/BMG Latin

ENTRE TU Y MIL MARES—Laura
Pausini—WEA Latina

VEN CONMIGO (SOLAMENTE
TU)—Christina Aguilera—RCA/BMG
Latin

MUY DENTRO DE MI—Marc
Anthony—Columbia/Sony Discos
NO TE CAMBIO POR NINGUNA—
Luis Fonsi—Universal Latino

EL ULTIMO ADIOS—Pauling
Rubio—Universal Latino

YO TE VOY A AMAR—'N Sync—
Jive

ENLOQUECEME—OQV7—Sony Discos
VEN A MI—Oscar De La Hoya—
EMI Latin

CUANDO UNA MUJER—Melina
Leon—Sony Discos

IMAGINAME SIN TI—Luis Fonsi—
Universal Latino

WOW FLASH!—Elvis Crespo—Sony
Discos

LA BIKINA—Luis Miguel—WEA
Latina

INVENTAME—Marco Antonio
Solis—Fonovisa

CUANDO NADIE ME VE—Alejandro
Sanz—WEA Latina

LA BOMBA—Azul Azul—Sony
Discos

Y—Luis Miguel—WEA Latina

SIN TU AMOR—Pedro Ferndndez—
Mercury/Universal Latino

SI TE VAS—Alejandro Ferndndez—
Sony Discos

INDEPENDENT WOMEN PART I—
Destiny’s Child—Columbia
QUISIERA SER—Alejandro Sanz—
WEA Latina

WITH ARMS WIDE OPEN—(reed—
Wind-up

MEDLEY EN VIVO—C(ultura
Profetica—Luar

MY COMMANDING WIFE—Los
Rabanes—Crescent Moon/Sony
Discos

DONT CALL ME BABY—Madison
Avenue—Vicious
Grooves/(2/Columbia

SHAPE OF MY HEART—Backstreet
Boys—Jive

CORAZONES—Migue!l Bose & Ana
Torroja—WEA Latina

COMO ME DUELE PERDERTE—
Gloria Estefan—Epic/Sony Discos
MIS 0JOS LLORAN POR TI—Big
Boy—M.P.

AGUA DE MAR—Alejandro
Ferndndez—Sony Discos

DOS CORAZONES, DOS
HISTORIAS—Julio Iglesias—
Columbia/Sony Discos

Tropical/Salsa Airplay

Pos. TITLE—Artist—Imprint/Label

1 PEGAME TU VICIO—Eddy
Herrera—J&N

2 SHE BANGS—
Ricky Martin—
Columbia/Sony
Discos

3 MI PRIMER
AMOR—Kevin
Ceballo—RMM

4 HISTORIA ENTRE
TUS DEDOS—
Mickey Taveras—Karen/Universal
Latino

5 YO TE AMO—Chayanne—Sony
Discos

6 TE QUISE OLVIDAR—MDO—Sony
Discos

7 LLORAN LAS ROSAS—Dominic—
Prestigio/Sony Discos

8 CUANDO SEAS MIA—Son By
Four—{Columbia/Sony Discos

9 WOW FLASH!—Elvis Crespo—Sony

Discos

YO TE CONFIESO—Anthony—

J&N/Sony Discos

VEN CONMIGO (SOLAMENTE

TU)—Christina Aguilera—RCA/BMG

Latin

CUANDO EL AMOR SE DANA—

Rikarena—J&N/Sony Discos

YO TE VOY A AMAR—N Sync—

Jive

FUEGO EN EL FUEGO—E/os

Ramazzotti—Ariola/BMG Latin

CUANDO UNA MUJER—Melina

Leon—Sony Discos

MI NINA—Los Toros Band—

Universal Latino

SI NO TE HUBIERAS IDO—Charlie

Cruz—WEAcaribe/WEA Latina

WITH ARMS WIDE OPEN—(reed—

Wind-up

MY BABY YOU—Marc Anthony—

Columbia

ENTRE TU Y MIL MARES—Laura

Pausini—WEA Latina

NO TE CAMBIO POR NINGUNA—

Luis Fonsi—Universal Latino

INDEPENDENT WOMEN PART I—

Destiny’s Child—Columbia

MEDLEY EN VIVO—C ultura

Profetica—Luar

CUANDO NADIE ME VE—Alejandro

Sanz—WEA Latina

DON'T CALL ME BABY—Madison

Avenue—Vicious

Grooves/(2/Columbia

ENVICIADO DE TI—Los Toros

Band—Universal Latino

MY COMMANDING WIFE—Los

Rabanes—Crescent Moon/Sony

Discos

COMO DUELE—Victor Manuelle—

Sony Discos

QUE VUELVA—Alex Bueno—

J&N/Sony Discos

SHAPE OF MY HEART—Backstreet

Boys—Jive

EL ULTIMO ADIOS—Pauling

Rubio—Universal Latino

CORAZONES—Miguel Bose & Ana

Torroja—WEA Latina

QUISIERA SER—Alejandro Sanz—

WEA Latina

DESDE QUE NO ESTAS—Rey Ruiz—

Bohemia/Universal Latino

12
13
14
15
16
17
18
19
20
21
22
23
24
25

26
27

28
29
30
31
32
33
34

35 EL TIEMPO DIRA—Limi-t 21—EMI
Latin

36 LA BIKINA—Luis Miguel—WEA
Latina

37 TU VAS A VOLAR—Rubby Perez—
Los Toros

38 CUANDO—Ricardo Arjona—Sony
Discos

39 TU ME PROVOCAS—Tonny Tun

Tun—Karen/Universal Latino
PIDO Y REZO—Blanco Y Negro—
Sony Discos

40

CROSSOVER 2001
Continued from page 1.M-1

produced by Babyface and is set to
be released this spring on Arista.

And, although she’ll be singing
mostly in English, the marketing
machinery behind her isn’t forget-
ting for a second that Enriquez is
Latin and that hordes of other
English-speaking Latinos like her
are potential candidates to buy
her albumn.

By now, having Spanish-singing
artists cross over into the main-
stream English market—and vice
versa—isn't a trend but a common
reality. What’s new in the cross-
over realm is the increasing num-
ber of artists—like Enriquez—who
are U.S.-raised and Latin in back-
ground and who choose to launch
their careers singing not in
Spanish, but in English—with a
distinctive Latin feel.

BILINGUAL BEATS

Elektra’s Angie Mar-
tinez teams up with
rapper Jay-Z for her
single “Mi Amor,” in
which she teaches a guy
how to say “I Love
You” in Spanish; Vir-
gin's  Crystal  Sierra
seamlessly blends hip-
hop beats with Latin
rhythms in her upcom-
ing debut, “Morena”;
another Elektra artst,
Lugo, sings unadulter-
ated pop, with a smat-
tering of Spanish words
and beats, even though
he—unlike many of the
others—is completely
bilingual

On MCA, 14-year-old
Cristina Sarazola Va-
lemi is set to release her pop/dance
debut, but a Spanish album on
Universal is set to follow; on
Crescent Moon Records, rock
band Vallejo records in English
and newcomer Daniel René (a for-
mer member of MDQO) is set to
debut in that language, as well.

“We're talking  about  the
Hispanic of the future,” says man-
ager Fernan Martinez, who pro-
pelled Enrique lglesias to fame,
“someone who is completely assim-
ilated and who can sing equally
well in Spanish or English.”

GEAR-CHANGING GROUP

But, even a few years ago,
singing in English was a more dif-
ficult option for many artists. Even
Iglesias himself ventured first into
the Spanish market because it was
perceived as an easier way to slip
mto the competitive world of pop
music. That 15 not necessarily the
case anymore.

Take Fresh, a five-member girl
group from Miami. Originally
conceived by producer Luis Alva
(I.os Fantasmas Del Caribe) as a
Latin  ensemble, the group
changed gears after one record
executive advised the girls to go
for a mainstream label mstead.

“The initial response was that
teen pop didn’t have an audience
[ the Latin market],” says Alva.
“So we worked a totally different
repertoire.”

The current version of Fresh
has lots of Latin influences but
also lots of pop and hip-hop, as
well as the requisite dance moves.
Although Alva has yet to ink a
deal, he'’s been approached by sev-
eral production compantes, some

who, for the first time, have finally
become aware of the potential
marketing success of a Latin act—
regardless of the language. “I
think the marketplace has clearly
become more prepared for artists
like these,” says Arista CEO L.A.
Reid, who personally signed
Enriquez a few years ago. Back
then, he says, “we didn’t have a
clue that the Latin genre would
become so successtul...With the
Latin Grammys, that evening
made it clear to me that the possi-
bilities are endless and we have to
be an aggressive company and
market artists like Joy, whether it
be to Spanish-speaking or English
speaking fans.”

UPHILL MARKETING BATTLE

Music in English made by Latin
artists is, of course, a fact of life,
and there are many references of
such artists in pop his-
tory. From Ritchie
Valens to Los Lobos to
Gloria Estefan—who
originally recorded in
English—there have
always been artists who
blend cultures and
have been widely suc-
cessful at it. But they
have, more often than
not, fought an uphill
battle every step of the
way—{rom getting
signed, to getting mar-
keted to getting airplay.
Not anymore.

In another marked
departure from the
recent past, many new
artists barely even speak
Spanish, yet that hasn’t
stopped  them from
going after the Latin
market, as well.

Artists like Enriquez and Sierra
are already being promoted in
both English and Spanish media.
The general perception is that it
would be foolish not to target a
Spanish-speaking market (witness
Christina Aguilera) when there’s a
Latin artist willing to go both
ways. This holds especially true if
there’s anything Latin about the
music being made. “Specifically,
what 1 wanted to do was bring
cumbia and wallenato into main-
stream music,” says Sierra, who
speaks little Spanish. Brought up
mn  Philadelphia, Sierra—whose
father is Colombian—grew up
surrounded by hip-hop, and,
indeed, her first record deal was
with Dr. Dre’s label.

“It took time for me to sit down
and find out who I was and find
the best way to express myself
through the music,” she says, “and
also take the risk of doing some-
thing difterent that did not have a
speafic genre. For me to explain
what I wanted to do...the closest 1
could do was go into a store and
say, ‘Give me something like
Carlos Santana or Ricky Martin or
Marc Anthony.””

UNTAPPED MARKET

Sierra’s music has little to do
with these artists. Instead, she
blends Latin rhythms with hip-
hop, a combination that has been
a crowd-pleaser among U.S.-
grown Latinos, as programmers
for dance and urban-music sta-
tions have long known.

For some reason, this knowl-
edge hasn’t translated into the
mainstream, even with the long-

Continued on page L.M-11
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NEXT KINGS
Contmued from page LM-1

Spanglish remix of “A Puro
Dolor” (“The Purest Of Pain™) and
cracking Billboard’s Hot 100 sin-
gles chart. The Puerto Rico-hased
act expects to improve on that
success this vear with a recentlv
released
repackaged,
English-
language
version of its
stellar label
debut.

1'his bodes
well for MDO—a reincarnation of
[1980s 1eenvbopper outlit Menudo
helmed by  Spanish  producer
Alejandro  Jaen-—which  more
closely than Son By Four mirrors
U.S. acts such as "N Svnc and the
Backstreet Boys. Another promis-
mg crossover prospect with main-
stream appeal is Universal Music
[.atimo’s Luis Fonsi, who, after two
hot-selling Spanish-language
discs, is targeting the teen market.

But  the most anticipated
crossover sets ol 2001 belong to
Sony Discos labelmates and super-
stars Shakira and Chayanne.

So who will score big on (he
crvossover scene in 20017 The fol-
lowing artists, mostly [rom major-
label rosters, are aiming for plai-
mun:

Son By Four

UNIVERSAL MUSIC LATINO:
® Luis Fonsi. A\
product ol O-town,
the latest mecca of
American pop
music, the 22-year-
old Fonsi has man-
nee looks and the

AN ML

pipes to match. After a chart-
topping single on Hot Latin
Tracks in 2000 (“Imaginame Sin
T17), Fonsi is slated 1o enter the
studio in March 1o begin work on
his English-language debut on
Universal aftiliate  MCA,  says
Eddie Fernandez, Universal’s
AKR director. Fonsi gained price-
less exposure Jan. 3, when he put
on a show for mainstream
America, leatured as the “Half-
time Heartthrob” at the Orange
Bowl in Miami.

® Jose Feliciano. Slated for
April is an all-English-language
album by the inimitable Feliciano,
co-produced by Emilio Estefan
and Rudy Peres. Fernandez says
the decision to re-launch Feliciano
came from Universal's top ALSR
executive, who heard him per-
form at an annual gathering in
England. Look for heavy market-
ing support in Europe where the
album will be released on Mercury
Records. lernandez says the pro-
duction team wanted to cut an
uptempo disco—pop rock with
lots of loops, also some ballads—
but nothing so fast it would be
unseemly lor the 50-something
icon. Gloria Estelan and  Lou
Bega, the mambo king, will also be
featured on the album.

® Alih Jey. Only 17, this
Dominican-born phenom was dis-
covered bv veteran promoter
Rafael “Cholo” Brenes. Bilingual,
Jev (her real name) has hved
Miam, New York and Santo
Domingo. A la Shakira, she writes

most of her own material—10
of 12 songs on her upcoming
album. The hkely lead track,
“I’s O.K.”, 1s slated tor simul-
taneous release in English and
Spanish. Fernandez says he does
not know if the English tracks will
be released on Det Jam or
Universal Motown.

® Michaelangelo. Puerto Rico
residents will remember Michael-
angelo as the precocious pre-teen
who was a frequent performer on
islannd TV. While early efforts to
catapult his career on Prime
Records and PolyGram flopped,
lunan(la remains sold on the
singer’s talent. Now 16, Mi-
chelangelo makes his label debut,
sct for May, with both Spanish and
English 1racks. “We're 1alking 1o
Interscope about an English-
languuge release,” Fernandez
says. “le sounds like a young
Mare Anthony, with that leeling.”

SONY DISCOS:
©® Shakira. Hyped by Rolling

Stone as one of the “next wave”

nainstream stars, this
Colombian  singer-
songwriter, whose

performance was a
highlight  of  last
September’s Latin
Grammy telecast, is
considered a can’t

miss.”  After spending several
months at Uruguay’s resort spot,
Punta del Este, where she penned
30 songs, Shakira (with her pro-
duction teamm) has whittled he

number down to 17 finalists.
Shakira  will  co-produce  the
albumn. No relcase date has been

set, but it should be during the
{irst hatf of 2001.
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MAJOR CREDIT CARDS ACCEPTED

6 Chayanne. Sony Discos chair-
man Oscar Llord says the label is
in no rush with Elmer Figueroa,
better known as Laun hottie
Chayanne.  He's  promoting
another winning Spanish-
language set and starring in an
Argentine soap opera, to be tilmed
over the next few months. “He’s
going to start working on material
(for his crossover album), depend-
ing on how things go and how fast
they go,” says Llord. The label’s
plans  hinge on  how well
Chayanne’s duet with Jennifer
Lopez is received on Anglo radio
(“Touch Me”/“Dame”). For now,
savs Llord, “he’s working with
producers and just getting
ready—whether it’s 2001 or 2002,
I don’t know.”

® MDO. “The other act that’s
really blossoming for us now is
MDO,” gushes Llord. “Their cur-
rent Spanish album is really hap-
pening right now.” Llord savs the
label plans to service the group’s
first  English-language  orack
(“ttard To Forget”) in January,
with an English- language album
1o lollow m March or April on
Columbia. “The album is done, so
we're just working with Columbia

MERCHANTS

for the right timing of the re-
lease.”

CRESCENT MOON:

Shalim. The 20-year-old son of
Dominican singer-actress Chary-
tin Goyco is the latest Emilio
Estefan protégé being groomed
tor crossover fame. His albuim s
set for an April release and will be
distributed by Sony Discos. Llord
says about one third of the album
will be in English, with simuliane-
ous promotion of Spanish- and
Inghish-language singles. Also.
according to Llord, the albuni will
be a blend of ballads, romantic
pop and uptempo tracks, sea-
soned with "“a litile Middle

Eastern and European sounds
pop

and a contemporary
rhythm.”

EMI LATIN:

Oscar De la Hoya. De la
Hoya landed a stun-
mng blow to naysay-
ers with his recent
Grammy noim-
mation. EMI Latin
president José Behar
says De la Hoya 1s now

Contimed on page LM-11

PREMIOS ORO Y PLATINO
GIVE RETURNS? A whopping
107 titles were certified in 2000
by the RIAA’s new Los Premios
de Oro y Platino. The Premios, a
counterpart of the regular RIAA
certification program, certifies
Spanish-language product
released in the U.S., but bases
itself on significantly lower fig-
ures. While a gold record in the
traditional program amounts to
500,000 units shipped, in Los
Premios, it’s awarded for
100,000 copies shipped.
Conversely, only 57 certifica-
tions for Latin artists were given
under the RIAA’s standard pro-
gram. The number includes
titles by artists like Santana and
Ottmart Liebert. Latin market
standouts include Marco
Antonio Solis, Banda El Recodo,
Grupo Mojado, Banda Arkangel,
Noelia, AB Quintanilla Y Los
Kumbia Kings, Son By Four, Los
Temerarios and Mana.

TIGRES TALK “DE PAISANO
A PAISANO"? Regional
Mexican icons Los Tigres Del
Norte were the voice and face of
the “Paisano” program, a public-
relations campaign sponsored by
Mexico’s
Secretaria de
Gobierno
(SEGOB) and
aimed at
Mexican nation-
T als living

Los Tigres abroad, specifi-

Lol cally migrant

farmers who work the fields
north of the Mexican border. Los
Tigres, who migrated to the U.S.
from Mexico some 30 years ago,
appeared and sang in a TV com-
mercial that aired from
November to January in Mexico
and select U.S. cities—including
Laredo, Los Angeles, Houston,
Dallas and Chicago. Through the
TV campaign, the ‘“Paisano”

program sought to reach out to
migrant workers and inform
them about their rights and priv-
ileges. It’s estimated that more
than a million workers will be
impacted by the program. Not
coincidentally, Los Tigres’ latest
album is titled “De Paisano A
Paisano.”

EVERYBODY LOVES A
$OAP? Alejandro Fernandez
returns to soap operas, but only
for a song. ““Quisiera” has been
chosen for “El Derecho De
Nacer,” which began
airing in Mexico at
the beginning of the
year. Ferniandez has
contributed themes
for soap operas
before, specifically
for “Infierno En El
Paraiso” and “Maria Isabel.”

Marketing songs and albums
through soaps continues to be a
popular mechanism. Other soap
notables include Gloria Estefan,
whose song “Por Un Beso” is
featured in the soap of the same
name, as is the case with Juan
Gabriel’s “Abrazame Muy
Fuerte.” Eros Ramazzoti’s
“Fuego En El Fuego” is included
in “Tio Alberto,” while
Francisco Céspedes’ “Donde
Esta La Vida” was the theme of
“La Casa En La Playa.”

Alejandro
Fernandez

MARADONA TALKS? Sony
Argentina released in December
a four-CD set of interviews with
soccer idol Diego Maradona at
a low price of $32. A special
marketing plan for the set, titled
“Yo Soy El Diego De La Gente”
(I Am The People’s Diego),
featured a first week of sales
exclusively through Carrefour
supermarkets and a later
release through record stores
and newspaper stands (in a
tie-in with weekly magazine
Gente). R
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Previous albums Awards
“La Flaca” . ,. Tl
7 times Platinum in Spafh Onda Awards 1997 — Best song "La Flaca” / Spain
2 times Platinum in Italy Amigo Awards 1997 — Best newcomers / Spain
’ Pllatinun.‘t in the US Spanish Music Awards 1998 — Best band / Spain
Gold in Argentina, Chile, Uruguayiand Mexico 7 f8spanisa Musdic Awards 1998 — Best song “Depende” / Spain al
"Depende” & i i b s o Onda Awards 1968 = Sest album / Spain - e b
7 times Plan?num in Spain Onda Awards 1998 — 3es- video—clip “Depende” / Spain
2 times Platinum in Italy g ish = ard & o ) ] bi i =
Platinum in the US panish Music Awards 1968 . est song "La Flaca Colem

Geld in Argentina, Chile, Uruguay and Mexico Carlog Gardel Music Awards — Best Lazin pop band / Arg,énti

|
&

Live ?

With over 300 live shows in Spain sir.ce 1997,
more than 35 shows in Italy (1999-2000) and two big tours throughout the US and Latin America.

e

Produced by Joe Dworniak
Guest appeareances by Vico C, Lorenzo Jovanctti & Antor.io vega

MORGAN
BRI 0S www.jarahedepalo.com WWW.Viidin-iecords.es

. i — .
Management
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artists onto Spanish stations.

DIVERSIFICATION VS.
CONSTRICTION

Fueling the growth in

format has exploded in influence,
fueled by crossover acts and grow-
g advertiser interest. At the same
time that it offers listeners greater
choice on the dials, it's become
more difficult for labels to get their

new stations coming into the for-
mat. According to the M Street
Journal, there were 571 Spanish

Spanish radio is the number of

Since The Buena Vista Social Club,
Here is the First and Biggest Event.

IMARIA TERESA VERA’S
’ /

We have some open territories for Licensing.

“The Label of

KUBANEY

KUBANEY: 3016 N.W. 79th Avenue, Miami, FL 33122

Tel (305) 593-6109 / Fax (305) 591-1356 - Web Page: www kubaney.com
MANHATTAN LATIN MUSIC: 471 West 42nd Street, New York, N.Y. 10036
Tel (212) 563-4508 / Fax (212) 563-2042 / Web Page: www.incrediblecd’s.com

stations in the UL.S. in June 2000,
up from 527 in June 1999. In
1990, there were 376; in 1980, a
mere 67. This growth has led to a
diversification of programming,
with stations playing exclusively

tropical, oldies or
language talk radio.

“Five years ago, Spanish stations
played a little bit of everything.
You'd hear a ballad, then a
banda song. Now, Spanish
radio is very defined,” savs
Arnulfo Ramirez, operations
nianager of two Houston sta-
tions, Spanish contemporary
KOVE (K-Love 93.3) and
regional  Mexican  KLTN
(Estereo Latino 102.9), which
Ramirez says is narrowly
focused on the music of
northern Mexico, where a
majority of [louston’s immi-
grants came from.

“You're going to see more of the
niche formats taking over,” agrees
Bill Tanner, executive VP of pro-
gramming ftor Spanish Broad-
casting Systems. “In due time, you
will see a proliferation of formats,
not unlike what we have on
English [language] stations.” He
points to the growth of Spanish-
language oldies stations, with out-
lets such as KRCH Los Angeles
and WCMQ Miami plaving only
older tracks.

This diversification has led to
tighter plavlists,  savs  Tanner.
“Spanish radio has traditionally
had a very long list of currents

Spanish-

and a relatively few number of

oldies an hour. In the larger com-
petitive markets like New York,
Los Angcles and Miami, you sce
stations being guided more by
what listeners want to hear, and
what shows up [in research] is that
listenevs want what is familiar, and
that is a limited base of records.”
Tanner doubts, however, that is
the case in smaller markets, where

playlists are less research-
driven.

CROSSOVER’S A TWO-
WAY STREET

Spanish-language radio  has
been growing, yet English-
language radio has also been “liv-
ing la vida loca,” so to speak, as
well. The past year and a half has
been marked by crossover hits
from such Latin artists as Ricky
Martin and Enrique Iglesias, as
well as Stateside acts with a
Spanish flair, such as Santana and
Jennifer Lopez. It is a trend

Enrique Iglesias (Ief.t),"Ric-ky Martin

Spanish broadcasters say can ouly
help them.

“It puts Spanish artists on the
map,” says Nomar Vizcarrondo,
GM of Mega Communications’
stations in Worcester, Mass., and
Hartford.

A 1998 Simmons Media study
found that 10% ot top-40 listeners
were  Hispanic, the largest per-
centage  for any non-Spanish-
language format. (Rock was sec-
ond at 6%.) That said, Ramirez
says that, in Houston, 22% of top-
40 listeners are llispanic, so
crossover tracks may help his com-
petitor keep his listener tuned to
top 40 longer.

“It’s hurting us because a lot of

Spanish people sometimes preter to
listen to the songs in English, and
they go 1o a top-40 station, so right
now we're competing,”  says
Ramirez. 'To compete, he often adds

the English or Spanglish versions of

songs to the station’s rotation.

[t can be a two-way street, how-
ever. In Miami, rhythmic top-40
WPOW (Power 96) PD Kid Curry
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iami's Latin Music Venue

Contact: Rob Franklin (305) 530-4495

has been playing “booty music” or
Spanish hip-hop, for the past five
vears. His current playlist includes
Fragma’s “Toca’s Miracle,” Son By
Four’s “A Puro Dolor” and Fiort’s

LT

CROSS-FORMAT TRAFFIC

“You have to believe when you
look out the window in south
Florida that we're bilingual.” says
Curry. WPOW is a classic top-40
station, he says, playing tracks

from each of the genres that
appeal to his community. In
Miami's case, that includes

Spanish-language songs. “We
assume people are going back
and forth from all sorts of for-
mats,” he adds.

Although songs such as “A
Puro Dolor™ are available in
both Spanish and  English.
Curry believes his listeners
would be offended if he spun
the Enghlish version. “You can
make enemies because [a lis-
tener| would know it you bla-
tantly chose to do something
m  English that was first in
Spanish.”

Tanner, however, is not worried
that top-40 radio will raid his lis-
tener base. “They know where
they can get English 1f they want
it, and they come to us for
Spanish,” he says. “If you want to
hear the depth of an artist like
Ricky Martin or you want to hear
him do his songs in Spanish,
vou're not going to get that on
top-40 radio.”

Vizcarrondo agrvees, although
his stations—as do those operated
by Ramirez—spin the Enghish ver-
stons.  David = Gleason, VP of
Hispanic Broadcasting, sces two
distinct audiences.

“There's Hispanics who speak
Spanish—who may be bilingual
but have grown up with music in
Spanish. And there’s FHlispanics
who grew up with English,” savs
Gleason. In an effort to bridge the
gap, Hispanic Broadcasting has a
station i ouston called House
Party, which plays mostly English
house and hip-hop, plus some
Spanish tracks. And the company
also added The Beat i San
Antonio, a Hispanic-targeted type
of top 40 that plays a blend of
styles and languages.

Of course, songs cvossing
between formats is nothing new.
Spanish artists have been re-
recording English-language hits
for decades. Today, such artists
as Christina Aguilera are  ve-
recording songs themselves and
charting in both languages.

NEXT GENERATION

The sudden entry of Latin-
influenced music into the main-
stream has left many wondering
whether the flood has turned out
to be a trickle.

“It's called the availability of
product,” says Tanner, who
believes language alone is not
cnough to create a chart-topper.
“You can't just record a song in
Spanish. It has to be a hit.”

The demographics are in
Spanish radio’s favor. In the com-
ing years, the U.S. will no longer
have a white majority, in parnt
because of the large number of
Spanish-speaking immigrants from
Latin and Central America. Tanner
agrees. “IU's just started,” Tanner
says of Spanish radio’s growth. “It’s
a massive  freight train  that's
hurtling down the track.” W

LM-10

www americanradiohistorv com

BILLBOARD FEBRUARY 17, 2001


www.americanradiohistory.com

PROGRAMMING

CALIENTE IN HAVANA! The
“Caliente” Festival, a salsa fest
that’s been staged in Zurich,
Switzerland, since 1995, has
obtained the permission and
support of the Cuban govern-
ment to hold “Caliente En La
Habana,” on March 8. The festi-
val will be put together by Sound
Managers, the organizers of the
Zurich fest, in conjunction with
Cuba’s Instituto de Muisica.
Financing will come entirely
from Sound Managers and its
sponsors, which include the
Swiss government, according to
Roger Furrer, president of
Caliente and the Caliente
Festival.

“We’ve worked with Cuban
artists for years, and we’ve seen
that almost everybody knows the
older generation of musicians,”
says Furrer. “Now, we also want
to feature Cuban timba, artists
like Isaac Delgado and Los Van
Van.”

Other artists scheduled to per-
form at the Teatro Nacional from
March 8 to 11 are Carlos Manuel
Y Su Clan and Chucho Valdés.
Conversations are also under
way with Herbie Hancock and
Harry Belafonte. Guest artists,
says Furrer, will only be paid the
cost of traveling expenses, given
the financial restraints of work-
ing in Cuba. As for this year’s
Zurich edition of the festival,
scheduled for June 14-17, Furrer
expects 100,000 attendees.

CROSSOVER 2001
Contimved from page 1 M-4

standing popularity of artists like
Big Pun and Cypress Tl

“What 1 see is the growth of a
market that has virtually been
untapped,” says Flektra chairman/
CEO Sylvia Rhone. “So everything
looks like it’s beert a movement, but
I think no one has really acknowl-
edged it before. 1s not like sudden-
ly there’s music in the Bronx.”

Beyond the actual signing and
development of these artists lies
the admittedly tricky issue ol mar-
keting to a dilferent audience.

This has led ro the beginning of

closer marketig and promotional
ries between Spanish and English
labels (see related storv). Such was
the case with  Agulera’s “Mi
Rellejo,” a jomt project hetween
RCA and BMG Lartin,

But many labels, savs Best Buy
Latin music buyer Jessica Phillips,
“aren’t used 1o promoting artists to
a Latin commumity.” Aware of tha,
many projects are initially going to
be markeled as mainsiream proj-
ects hefore targeting any kind of
niche audience. And, in doing so,
labels may find a perfect balance.

‘So often, Hispanic music is pat
mto another category, and that is
changing,” says John McL. Doelp,
president  of  Crescent  Moon
Records. “People Ik about the
fastest-growing minority, etc. but, to
me, youve just allowing Latino
music to be mcorporated into more
things. And people like it. Pop music
1s what the masses like. 1f the mass-
es have decided a litle bit ol Latino
flavor is what they like, vou’re going
1o move toward that.”

FREE CONCERTS? The
National Secretary Of Culture
and Communication in
Argentina announced the 2001
edition of free, open-air concerts
that will take place around that
country dur-
ing the sum-
mer months
(winter in the
U.S.). Aptly
titled “Argen-
tina En Vivo”
(Argentina
Live), the series will include
shows by Divididos, Ratones
Paranoicos, Fito Piez, La Mona
Giménez, Los Caballeros De La
Quema, Leén Gieco, Memphis la
Blusera, Los Fabulosos Cadil-
lacs, Luis Alberto Spinetta,
Gustavo Cerati and Los Pericos,
plus an alternative-rock festival
in Buenos Aires and a grand
finale on March 3 with folk
singer Mercedes Sosa in the
northern state of Jujuy.

8 |75

BATANGA GOE$ CUBANISMO:
Latin broadcast site Batanga.com
has launched a 24-hour channel
dedicated solely to Cuban music.
Titled “Cubanismo,” the channel
will feature both older, tradition-
al Cuban music as well as the
newer, more fusion-oriented
sounds coming from the island.
Batanga now offers 14 different
channels, including salsa,
merengue, band/mariachi, bal-
adas and boleros. l

NEXT KINGS
Continued from page LM-8

the label’s “Golden Boy”—the box-
ing-ring nickname of the gold-
medal winner and former world
champ—and will be getting undi-
vided support in an upcoming
campaign o win over Anglo audi-
ences. Lis first crossover single will
be “Mi Amor” which is mostly in
knglish despite the Spanish title.
“We're going o Capirol o have
them look at it and see il we're
gomg 1o market it as a team,”
Behar adds. 11e notes three songs
on De la Hova's bow are English
tracks. including “Mi Amor” (writ-
ten by Gen Rubin).

RMM
Kevin Ceballo. New salsero
kevin Ceballo honed his salsa

chops with Isidro Infante’s band
before going solo. But Ceballo’s
roots are in R&B. "He sang
English lirst,” says manager John
Henderson. “He grew up in the
Bronx singing Brian McKnight
and Stevie Wonder, but they
wouldn't accept him [as an R&B
act because he's Latin].
Latin artists who grew up here
want to do both Spanish and
English  material.”  For  now,
Ceballo 1s concentrating on the
Latin market, but English is defi-
nitely an option, dc])ending on
what lubel head Ralph Mercado
has 10 say. “We do have English-
language songs recovded, so
they're ready o go,” savs
Ienderson. “We played some for
Ralph and he said, "Hey, we've
already got halt ol the English-
language album readv.”” W

A lot of
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Artists & Music

NOTAS

(Continued from preceding page)

Brazil; Buenos Aires; and Mexico City.

Among those already confirmed
to participate in the Bogoti forum,
scheduled to take place March 13-
15, are producer Kike Santander,
pop/rock artist Juanes, and man-
ager Fernian Martinez.

Prior to Bogotd, LARAS senior
VP and executive director Mauri-
cio Abaroa is holding a March 8
forum in Mexico City. Among
those scheduled to attend are
Paulina Rubio, Santander, and
Alejandro Lora.

MIAMI MARRIES FILM AND
LATIN JAZZ: The annual F1U
Miami Film Festival announced its
second Baileys Club juzz fest, eight
nights of music programmed
around the film festival, set to take
place Feb. 24-March 3 in Miami.
This year’s lineup includes Bebo
Valdés and Cachao, who are fea-
tured in the film *54 Street,” which
will be shown in the lestlva Like-
wise, a screening of the documen-
tary “Spirits Of Havana” will be
followed by a performance by the
film’s musiecians, Jane Bunnett
and Spirits Of Havana. Both the
jazz and film festivals are pro-
grammed by Nat Chediak, author
of “Diecionario De Jazz Latino,” a
Latin jazz dictionary.

IN BRIEF: Mare Anthony and
wife Dayanara Muniz announced
the birth of a baby boy, Christian
Anthony Muniz, FFeb. 5 in New
York. Anthony, a finalist for seven
Billboard Latin Music Awards, has
also confirmed his participation in
the Billboard Latin Music Confer-
ence, set for April 25 in Miami
Beuach. Anthony will officially kick
off the conference with a one-on-
one Q&A in which he will discuss,
among other things, his upcoming
English and Spanish albums
. Son By Four lead singer
Angel Lopez denies rumors that
the fab foursome is splitting up.
“No, we're not,” he says categori-
cally. Instead, he says, the group
is leaving for IKurope on a three-
week promotional tour in support
of its English-language album.
Selection of songs for its new
Spanish-language album is already
under way, and @ release is expect-
ed by the end of the year.
Lowrider magazine's 25th anni-
versary tour continues through
November with stops in a total of
21 cities. The tour, which kicked off
Jan. 14 in Miami, features the now
traditional Lowrider car show as
well as a concert, with acts that
vary from stop to stop. A 25th
anniversary tour soundtrack, fea-
turing Tierra, Malo, Master Ace,
George Clinton, and War, among
others, is slated to be released in
March on Thump Records. In New
York, RMM Records is putting
together its annual “El Concierto
Del Amor,” slated for Feb. 17 in
Madison Square Garden and fea-
turing Tito Rojas, Grupo Niche,
Toiio Rosario, Kevin Ceballo,
George Lamond, and Mickey
Tavares . . . Colombian salseros

Fruko Y Sus Tesos kick off their
U.S. tour Feb. 9 at the Palladium

Nightelub in Miami in support of

their album “Power Salsa” (Discos
Fuentes). Fifteen stops are plan-
ned, ending with a performance at

Calle Ocho in March.

Leila Cobo can be reached at 305-361-
5279 or at leobo@billboard.com. Mate-
riad muy be sent to 101 Crandon Blud.,
Suite 466, Key Biscayne, Fla. 33149.

BY RAMIRO BURR
SAN ANTON10—Shock and
sadness swept through the
Tejano music world after Los
Palominos drummer Jesse
Arreola was killed in a tour bus
accident outside of Port Lava-
ca, Texas.

According to police reports,
Arrecola died Feb. 4 when the
driver of the band’s chartered
bus ran a stop sign and struck a
diteh. Arreola was thrown out-
side, and the bus ran
over him, The other
members of the four-
bother band, James
(bajo sexm/vocals),
Johnny (vocals/acecor-
dion/keyboards), and
George (bass), suf-

years ago, he overcame a bout
with leukemia. After extensive
chemotherapy, he rejoined the
band a year ago.

“Jesse was known to his
close friends as someone who
loved to joke. He was always
full of energy,” says Armando
Litchenberger Jr., La Mafia

Los Palominos albums. “His
battle with leukemia had taken
a toll on Jesse because of his
love for music. The fact that he
couldn’t go out and tour with
his brothers really brought him
down and probably was his
driving force in beating the ill-
ness.”

According to Los Palomi-
nos manager Oscar Gonzales,
Arreola’s wife of nine years,
Juanita, is expecting the cou-
ple’s first child. “There are no
plans to issue any stutements
from the band right now,”
says Gonzales, adding that
Los Palominos’ office in
Uvalde, Texas, had been
receiving dozens of sympathy
calls and visitors

Texas stations KQQK-FM
Houston, KIWW McAllen, and
KXTN San Antonio were a-
mong the dozens of Tejano
outlets playing Los Palomi-
nos’ music throughout the day
and taking fans’ calls over the
air.

In Houston, former alomi-
nos booking agent Jesse Rodri-
guez recalled how the band’s
cooperative spirit placed it
apart in a competitive industry.
“Jesse was a reflection of the

Los Palominos Drummer Killed

fered only minor professionals noted
injuries. ARREOLA the group’s unique

Jesse, 31, was the sound. “They had
yvoungest of the brothers. Two really great vocal harmonies,

keyboardist and producer of

entire Arreola family. A family
that is humble, hardworking,
multitalented, and appreciative
of their blessings,” Rodriguez
says. “In a climate where bands
want to charge each other for
[borrowing| equipment and
fight for headlining status, the
brothers Arreola have always
extended their sound, lights,
labor, and, later in their career,
their bus as a dressing room to
all the other groups. They
never argued about
headlining status.
They were just
appreciative to be
there and let their
music do their fight-
ing for them.”

Other industry

and that was the sound that
many fans liked them for,” says
KXTN assistant PD “Speedy
Petey” Morales. “I think it’s
going to take them a while to
regroup, because they were
such a close-knit family, and
they always stuck with each
other through thick and thin.”

Formerly known as Los
Tremendos, the band formed in
1985 in Uvalde, where the
group is still based. Signed to
Fonovisa, the group won a
Grammy for best Tejano per-
formance last year, a feat it
repeated at the inaugural Latin
Grammys last September. Los
Palominos’ latest album, “Obe-
sion,” generated a hit single
with “Te Quiero Mas.”

Litchenberger says Los
Palominos’ vocal style influ-
enced such acts as Grupo
Limite, Intocable, and Intenso.
“They are known in the indus-
try as a band’s band. They were
one of the industry’s best-kept
secrets until recently,” he says.
“Jesse’s style on drums was
always a rock-solid beat that
allowed a foundation for the
simplistic but still complicated
style Los Palominos are known
for.”

Arreola’s death comes almost
two years to the day when Into-
cable lost band members in a
fatal car accident outside of
Monterrey, Mexico. Killed in
that Jan. 31, 1999, accident
were Jose Angel “Pepe” Farias, |
who was the band’s onstage
MC, and bass player Silvestre
Rodriguez Jr.
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Local Rock Musicians Benefit From Freer Concert Standards

BY MAYA KOVSKAYA
BEIJING—“Rock’n’roll without
live shows is like standing outside
the kitchen smelling someone cook-
ing your favorite food without
being able to eat a bite,” says Dai
Qin, Mongolian front man of Peo-
ple’s Republic of China (PRC) funk/
core act Thin Man.

True to that attitude, Dai, though
he broke his foot during a concert
mosh-pit dive last year, insisted on
doing shows in a wheelchair while
recovering rather than take a
break.

“It’s during a live show that the
real chemistry between artists and
audiences happens and bona fide
fans are born,” says Dai. “Without
live shows, mainland rock’'n’roll
would not exist, because one of the
defining differences between rock
and pop in China is that rock is per-

Record Buyers
In U.K. Getiing
Stiff Once More

BY PAUL SEXTON
LONDON—To paraphrase one of the
many memorable slogans from “the
world’s most flexible record label”: If
it ain’t Stiff, it ain’t worth a reissue.
Stiff Records, perhaps the most idio-
syncratic and fondly remembered label
to arrive in London on the new wave of
1976, is alive again. O, at least, some

Wreckless Eric, left, with Peter Stack.

of Stiff’s greatest hits—and some of its
even greater misses—are back in
British record racks via a new licens-
ing deal cut with copyright holders
ZTT by U.K. reissue specialist Union
Square Music.

The first batch of memories is
unleashed Monday (12) via Union
Square’s Metro label with Wreckless
Eric’s “Greatest Stiffs,” the Rumour’s
“Not So Much A Rumour, More A
Way Of Life,” and a 21-track various-
artists anthology, “Stiff, Stiffer,
Stiffest.”

(Continued on page 59)

formed by live musicians, while pop
performances are nothing more
than glorified karaoke.”

Since the birth of home-grown
PRC rock little more than a decade

THIN MAN

ago, live shows have been essential
to the development and definition
of the genre. Club-size venues have
played vital roles in exposing urban
audiences to rock musie since the
time when performance permits
were unobtainable for most rock
bands, while in the past three years,
large-scale, multi-act concerts out-
side the capital have also been
important market stimuli.

There’s also an economic dimen-
sion, “It’s a longstanding joke in the
music scene that, due to profits lost
to piracy, albums are little more

than nationwide publicity for live
gigs,” explains Dai. “Not only have
shows been critical in cultivating
musical tastes and creating mar-
kets, they've also been one of the
main sources of income for musical
acts on the mainland.”

Due to piracy, live performances
have become imbued with a unique
status that has direct economic cor-
relations—live performances are
difficult to counterfeit and there-
fore are seen by many in the music
industry as the most reliable way to
make money.

Several factors should increase
opportunities for both domestic and
international acts to present live
shows. Although Chinese official-
dom has already gradually begun to
open its doors to foreign cultural
commodities, music-industry insid-
ers suggest China’s impending
World Trade Organization mem-
bership will speed this process up
considerably, making it much easier
for foreign acts to perform in China.

Such bureaucratic impediments
as the need for performance per-
mits and official reviews of cultur-
ally questionable content no longer
pose the same formidable chal-

(Continued on page 59)

Labels Welcome Launch Of Extrazone Chain

BY MARC MAES
BRUSSELS—Some 40 years after
it launched here, rackjobber/whole-
saler Sonica is making its mark at
retail with the introduction of Ex-
trazone, a 40-store chain offering
music, video, and interactive enter-
tainment.

Sonica has built an impressive
reputation in Belgium as a supplier
to major department stores, super-
market chains, and
individual stores. In
1999, the latest year
for which figures are
available, Sonica shipped some 6
million CDs (plus 4 million units of
multimedia produet); that made it
the Belgian music industry’s biggest
single client by far. According to the
International Federation of the
Phonographic Industry (IFPI), total
CD sales in Belgium during 1999
were 22.4 million units.

“We have a strong position as a
wholesaler and rackjobber, and the
launch of Extrazone will put us in
an important position on the retail
field as well,” says Sonica managing
director Eric Machtelings.

Over the past 10 years, Sonica

extrazone

has acquired a number of retail
outlets that it is now uniting under
the Extrazone banner. “We took
over the Forum chain of CD stores
in 1991, followed by 11 shops in the
SuperClub chain in early 1997,”
says Philippe De Braekeleer, mar-
keting and technology director at
Sonica. “Then in November [2000],
we acquired the 18-store-strong
HVH chain, plus the three exist-
ing Bilbo stores in
Antwer b, Ghent, and
Bruges.”

As of April 1 all
shops are scheduled to operate as
Extrazones with the exception of
the Bilbo budget music stores,
which will remain unchanged. “The
combination of the HVH Megas-
tores in Flanders and the other
stores in Wallony and Brussels now
adds up to a national home enter-
tainment chain,” says Machtelings.

The launch of Extrazone has met
with overall positive reactions from
the Belgian music industry. Accord-
ing to IFPI Belgium director Mar-
cel Heymans, “Sonica’s dynamism
and diversity is very close to the

(Continued on page 49)
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Kind In Cannes Shortly after her recent double triumph at France’s NRJ Music
Awards during the MIDEM trade fair in Cannes (Billboard, Feb. 10), Daylight/Epic
artist Anastacia met with senior Sony executives to collect an International Fed-
eration of the Phonographic Industry Platinum Europe Award, marking 1 million
European sales of the album “Not That Kind.” Shown, from left, are Sony Music
Europe (SME) VP of marketing, Epic, Frank Stroeble; Epic Records Group exec-
utive VP of A&R/GM David Massey; Anastacia; SME president Paul Burger; artist

manager Lisa Braudé; and SME senior VP of marketing Julie Borchard.

HK Rights Body Ghair
od)s Education IS Key

BY WINNIE CHUNG

HONG KONG—The new chairman
of performing right body the Com-
posers and Authors’ Society of
Hong Kong (CASH) says the soci-
ety hopes to play a greater role in
educating the public on copyright
protection issues in the coming
year.

“Part of our aim will be to play a
more active role in copyright pro-
tection and to do more to introduce
the role of CASH to the public,” says
professor Chan Wing Wah,
who, following a membership
vote, was named chairman of
the society Jan. 16

“So far, we have had very
good relationships with our
industry partners and the &=
government, but we want !
the public to have a deeper
understanding of what we
stand for,” says Chan, a prominent
conductor and academic. He is
chairman of the musie department
and sub-dean of the Faculty of Arts
at the Chinese University of Hong
Kong. Chan is also vice chairman of
the Asian Composers League,
chairman of the Hong Kong Com-
posers Guild, and musie director of
the Hong Kong Oratorio Society.

Chan replaces Malcolm Barnett,
who retired after 23 years as CASH
chairman and who has been named
honorary life president of the soci-
ety. Meanwhile, CASH GM Leslie
Ching will give up his position at
the end of March. His replacement

CHAN

has not been announced.

Chan concedes that CASH’s pub-
lic education plans are not new.
“Our aims this year follow the same
direction in which CASH has been
going,” he says. “We’ve been doing
quite a good job so far with special
programs for schools and students.
We've gone to schools to give talks
and given out free videos to inter-
ested schools. We hope to be able to
expand on that.”

Another longstanding aim of the
__ society is to help its mem-
£ Dbers collect their royalties
in mainland China, a peren-
nial problem due to the lack

™ of adequate copyright laws
¢ there. The Beijing-based
T Music Copyright Society of
China is currently the only
mainland body handling
issues relating to copyright

and royalties.

“At present, they don’t have that
many members, and without a
strong membership, it is very diffi-
cult for them to achieve certain
goals,” Chan says. “Whether or not
we can successfully colleet more
royalties from China will depend on
their coming strategies and policies,
but with the imminent [World
Trade Organization] accession, 1
think there will be greater impetus
for China to move forward in this
area. But we've had a good start
with China since CASH helped
them set up the Beijing office and
shared our experiences with them.”
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allk Road Spins “Village Tales’

Tradition-Based Trio Presents Songs In English & Chinese

BY LARRY LeBLANC
TORONTO—A full 12 years ago,
when China-born Qui Xia He, a virtu-
0s0 on the pipa (a four-string Chinese
tear-drop lute), began performing in
Canada, she was bewildered when a
fan compared her style of playing with
that of the late Jimi Hendrix.

Laughing at the memory, the 38-
year-old Vancouver-based leader of
the 9-year-old, tradition-based Chinese
ensemble Silk Road Music says, “I
said, Jimi Hendrix must be very good.
Can you tell me where he is so maybe
I can play with him? I had no back-
ground of what had been happening in
the West.”

Since arriving in Canada in 1989, He
has been a featured soloist with the
Vancouver Symphony Orchestra,
toured worldwide and recorded with
Vancouver world-beat ensemble Asza,
and played live with Brazilian multi-
instrumentalist Celso Machado and
the Ptarmigan Music and Theatre
Society. She is also the founder/musical
director of “Enchanted Evenings,” a
prestigious annual summer concert
series in Vancouver.

“I'm just amazed by Qui Xia; she’sa
genius,” says Jack Schuller, president
of Vancouver-based Festival Distrib-
ution. “I've seen her in all kinds of con-
texts; she never ceases to amaze me.”

Formed in 1991 with the aim of
showcasing traditional Chinese music
in a performance setting, Silk Road
Music has since evolved, fusing varied
traditional styles of Chinese music
with diverse musical influences, includ-
ing jazz, Quebecois folk, Brazilian, and
Celtic. The trio—which also includes
Shirley Yuan on erfu (Chinese violin),
and Zhi Min Yu on ruan (Chinese gui-
tar)—also plays with backup musiciang
of different cultural backgrounds.

Named after the commercial high-
way that once linked Asia with the
West, the trio has toured Canada
extensively in recent years; in summer
2000, it played 15 dates in France. “Silk
Road Music is a festival director’s
delight because they are so great at
Jjamming,” says Terry Wickham, direc-
tor of the Edmonton Folk Festival.
“Every time I book them, people tell
me, ‘That’s the best workshop I've
ever seen. There were these bluegrass
players and these Chinese musicians
all playing together and blowing
everybody away.’”

The trio’s first album, “Endless,”
released in 1998 on Schuller’s Jericho
Beach Music label, included songs
from Chinese and Western traditions.
Its second album, “Village Tales,” fea-
tures 12 traditional Chinese folk
songs performed in both English and
Mandarin by top Chinese and non-
Chinese singers, with cross-cultural
instrumentation. Produced by He
and Rick Kilburn, the album was
released Jan. 23 in Canada on its own
Silk Road Music label, distributed
nationally by Festival.

“It’s a remarkable record,” says
Schuller. “Nothing like it has been
done before that [ know of. The Asian
artistic elite in the city come out to
their shows, as do the non-Asian world

music aficionados. There’s also old Chi-
nese grannies with their grandsons.”
“Chinese people born in Canada are
very interested in us because they
have never heard Chinese music with
[influenced by] music from here,” says
He. “Many [non-Chinese] still think
that Chinese music is very high-
pitched with all those opera gongs. But
Chinese music has many aspects.”

R

SILK ROAD MUSIC

“Village Tales” developed after He,
who is also an artist in residence with
the Vancouver School Board, was
asked by students for a recording of
traditional Chinese songs. She discov-
ered the only ones available were poor-
ly recorded cassettes with piano
accompaniment of a solo singer.

“T knew the songs could be much
better,” she says. “I knew how beauti-
ful they were. Almost half of these
songs I heard from my mom; every-
body Chinese still sings these songs.
Chinese people tell me they’ve never
heard Chinese folk music sung in Eng-
lish, and they think it’s so beautiful.”

The album comes with a compre-
hensive 38-page book with music, pro-
nunciation keys, guitar chords, and
backgrounds of the instruments used.
“T wanted this album to be a learning
tool for both Chinese and non-Chinese
Canadians,” says He.

The principal singers on the album
are Vancouver opera headliner Willy
Miles and respected Chinese opera
vocalist Feng Jun Wang. Much of the
percussion is provided by Machado.
Other guests include Vancouver
Chamber Choir singers Siri Oleson
and Katherine Goheen, singer/song-
writer Michael Friedman, dizi (Chi-
nese bamboo flute) player Jian Min
Pan, flamenco guitarist and oud play-
er Andre Thibault, and bassist Lau-
rence Mollerup.

With 270,000 people of Chinese
descent, Vancouver supports the third-
largest Chinatown in North America,
centered downtown on East Pender
Street. Vancouver schools have offered
Mandarin Chinese since 1987. There
are two Chinese-language radio sta-
tions in the city and a daily newspaper.

The Chinese have been in Vancou-
ver since 1850, when the Fraser River
gold rushes enticed employees of large
Chinese companies in Hong Kong and
San Francisco to come to British
Columbia. Canada’s Immigration Act
of 1923, however, prohibited Chinese
entry into Canada for more than 25

years. The act’s repeal in 1947 marked
the beginning of a period of selective
entry, and, following the Communist
takeover of mainland China in 1949, an
exodus of Chinese to Canada began.
The Canadian government only then
changed the act to allow Chinese immi-
grants to become citizens.

Following 1967s Hong Kong riots,
there was another wave of Chinese
immigration to Vancouver, and 1971-
81 saw the city’s Chinese population
double to 60,000. Leading up to the
handover of Hong Kong to China in
1997, immigrants from Hong Kong
clamored for Vancouver residencies
and have continued to do so.

The members of Silk Road Music,
who met in Vancouver, were all high-
ly accomplished musicians in China.
Yuan was a solo performer from the
age of 12 and a soloist with a leading
Beijing ensemble, and Yu was a mem-
ber of the National Broadcasting Arts
Troupe. She joined Silk Road Musicin
1995 after zheng (zither) player Li
Zhou left.

Born and raised in Boaji in the
Shaanxi province, He studied at the
Xian Academy of Music and remained
there as an instructor after graduation.

During China’s Cultural Revolution
(1966-76), musical life in the country
effectively ceased, and it was not until
the 1980s that Chinese classical and
popular music was revived, spurred by
economic liberalization. “When I went
to university in 1981, everything began
to open up,” recalls He. “The Cultural
Revolution was finished, and Chair-
man Mao had died. It was actually the
most open period for Chinese culture.”

He came to Canada in 1989 with the
popular Shaanxi Music and Dance
Troupe to perform at the Vancouver
Folk Festival. Despite speaking no
English and knowing no one in the city,
she decided to stay.

“I had nothing,” she recalls. “As [
was trying to get my life together, [
worked in a restaurant and then a
printing shop. I didn’t have a work per-
mit, relatives, or friends—I was afraid
of getting caught and being forced to
leave Canada. But I was lucky—I was
introduced to an older Canadian cou-
ple in Burnaby [British Columbial],
who took me in, and I did get my [citi-
zenship] papers after five years. Cana-
da has given me a lot of room to devel-
op as a person and as a musician, which
I would never have got in China.”

To develop her sphere of music, He
often plays jazz and swing in Vancou-
ver clubs with friends. “She’s very spon-
taneous, which is unusual for a Chinese
musician,” says longtime accompanist
Machado, who met He in 1989.

He herself admits it was difficult
learning how to improvise while play-
ing with other musicians in non-Chi-
nese music styles. She says, “When
people asked me to improvise . . . they
told me I should just play what I felt.

“But if you have never improvised,
how do you know how you feel? 1t was
very hard,” she says. “But playing
with such fantastic musicians as Celso
Machado and with Asza, I realized 1
had music inside me.”

newsline...

GERMANY’S VIVA TV is planning to roll out its expansion this 7§
May into Italy via local terrestrial TV station Rete A, after
MTV terminated its relationship with that broadcaster
(BillboardBulletin, Dec. 4, 2000). Viva Italy plans to
launch its tailored broadcasts from Milan effective May 1. 4
Dieter Gorny, CEO of Viva Media, says, “Joint activities
with Italian and German artists hold particular promise.”
Further details are to be announced ahead of the launch.
MTV Networks Europe confirms it is finalizing its own long-term plans to
expand into the [talian market. WOLFGANG SPAHR

GORNY

TOWER RECORDS will close its flagship Singapore store at Pacific Plaza, Scotts
Road, Feb. 18. The retailer says it will reopen in a new location in a few
months’ time. The Pacific Plaza store opened in 1993. Tower’s other Singapore
outlets at Suntec City Mall and in three locations in Changi Airport will
remain open during the transition. NAZIR HUSAIN

NEW LONDON MUSIC VENUE Ocean, in Hackney, East London, will open to the
public March 16, with a reunion performance by 1980s charting act Soft Cell,
which will also play 2 media-opening party the night before. The venue’s main
auditorium will have a 2,100 capacity—on a par with North London venue the
Forum—but two other small performance spaces will increase its total capac-
ity to 2,700. Ocean will also fund and operate Rising Tide, an on-site music
tuition and advice program. Already booked for shows are Fun Lovin’ Crim-
inals (March 20-22) and Brand New Heavies (March 28). PAUL SEXTON

WARNER MUSIC AUSTRALIA has combined the leadership of two of its divisions,
naming WEA Records Australia managing director Chris Moss to the addi-
tional similar role at EastWest. Warner Music Australia chairman/CEO
Shaun James emphasizes, however, that the units will continue to be run sep-
arately. “This appointment . . . reflects the changes in major-label structures
within the Australian marketplace,” he says. EastWest had been without a
managing director since the 1999 departure of Chris Hanlon (Billboard-
Bulletin, Nov. 30, 1999). CHRISTIE ELIEZER

UNIVERSAL MUSIC VP of Europe—and chairman of its Turkish affiliate—Sevket
Gozalan will exit the company June 30 to pursue other opportunities. Accord-
ing to Gozalan, “After a difficult period and some significant changes [at Uni-
versal Turkey] , we have gained considerable momentum, and I therefore
feel that this is a responsible time to let new management take over.” Goza

lan took the Turkish post nearly four years ago, following a period as man-
aging director of Polymedia Marketing Group in Germany. No replacement
has been named. LARS BRANDLE

U.K. RIGHTS BODY Phonographic Performance Ltd. (PPL)
has granted the first of a new type of license to business-to-
business digital music distributor RiCall; the license will
allow PPL to administer synchronization rights to potential
commerecial users of the millions of copyrights owned by its 2,500 member
companies. RiCall has a client base of some 450 registered users—including
major advertising agencies and TV and film production companies—that can
request suitable production music by genre, lyric, and other search fields at
its ricall.com Web site. Clients are offered access to a40-second audioclip before
applying for a sync license. RiCall secured a Mechanical Copyright Protec-
tion Society license last April and has inked individual rights agreements with
such publishers as Universal and Zomba. PAUL SEXTON

TURNTABLE

EXECUTIVE

RECORD COMPANIES. Ronnie Meis-
ter is promoted to the London-
based post of VP of marketing,
Columbia, at Sony Music Enter-
tainment Europe. He was market-
ing director for Columbia Germany.

EMI:Chrysalis in the U.K. has
named Alan Pell as A&R execu-
tive for the London-based label.
He was previously head of A&R
at Mercury Records.

Jonas Thulin is named deputy
sales director at Universal Music
Sweden, based in Stockholm. He
held the GM post at Edel Records
Sweden.

Sascha Lindemann is named
A&R director at Columbia Ger-

many. He was head of the Sony
Music Media imprint Dance
Division.

Adam Liversage has been
named public relations manager
at London-based Universal Music
International. He was senior
media relations manager at the
New Millennium Experience Co.,
which operated London’s Millen-
nium Dome.

RELATED FIELDS. Hans Hagman is
promoted to head of program-
ming and production for MTV
European. He was MTV North-
ern Europe head of music pro-
gramming.
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Tamworth Festival, Awards Showcase Aussie Gountry

Following Billboard’s recent arti-
cle on the impact of country music
in the emerging Czech Republic
market, the second in an occasion-
al series on country’s internation-
al status finds Australasian
bureau chief Christie Eliezer look-
ing at its progress in a territory
that has a far longer association
with the genre.

BY CHRISTIE ELIEZER

TAMWORTH, Australia—January
was country month in Australia, as
some 50,000 people joined the 38,000
residents of Tamworth—Down
Under’s country music capital—from
Jan. 19-28 to attend a series of show-

Soprano Gaballé
koes Baroque
On Sello Autor

BY HOWELL LLEWELLYN
MADRID-—Premier Spanish fe-

male soprano Montserrat Caballé

has signed a unique deal with Span-

ish authors and publishers’ society

SGAE to record seven albums of

16th- and 17th-century baroque

music of the early Spanish guitar

called the vihuela.

The recordings will be made
through SGAE nonprofit label
Sello Autor (Billboard, Dec 23,
2000). SGAE executive presi-
dent Teddy Bautista says, “This
is part of our firm commitment
to recuperate his-
toric Spanish and
Latin American
repertoire.”

The 67-year-old
Caballé, who re-
corded the 1992

Olympic Games theme song and hit
single “Barcelona” with the late
Fredidie Mereury, will record two
albums a year, the first due for
telease before the end of this year.
That album will be showcased in
Cetober in Madvid’s 16th-century
Lo Jerinimos church in front of a
ii-capacity audience, including
Spain’s Qieen Solk,

Thix 14-string vihuela was the
immediate precursor of the maod-
ern Spanish gitar, and “vihoelis-
Fas" were wmong the fincat barngue
miaic composers. Cahallé will
record  waorks” by rencwned
vitmelistas such as Luds Milin, Luis
de Marviez, Alonso Ml:dm'r'ai
Miguct de Fuenllana, [lego

+ Pisador, and Esteban Daza. © .
2 The mmove murks the fivst time
the soprano has lent her talents to
guch a recording project. Accord-
ing to her, “This eallection will con-
stitute s historie event for Spanizh
music, I feel it is my duty—1T did
not wanl & jewel such as this
“Irmusie] to remain burjed.” Caballé «
has pledged to promate the com-
posers and their reperioire on her
Lt 2001 Eyropean tour, * 2
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cases, concerts, ceremonies, and
awards presentations.

This year, there were 2,600 such
events at the January 2001 Carlton
Tamworth Country Music Festival,
including performances by some of
Australian country’s best-known
names, including Slim Dusty, Kasey
Chambers, Keith Urban, Lee Ker-
naghan, Graeme Connors, John
Williamson, Troy Cassar-Daley, Gina
Jeffreys, Adam Brand, and the
Bushwackers.

This year, even the buskers who play
on street corners during the annual 10-
day marathon were included in its huge
program booklets. One group of enter-
tainers drove for 10 days across the
desert to Tamworth—a five-hour drive
northwest of Sydney—narrowly miss-
ing cyclones and fixing a broken accel-
erator with guitar strings just to per-
form on Tamworth’s streets.

The town certainly has a reputation
as a place where anything can happen
for an artist; for example, Cassar-
Daley (Sony Music) and Brand (Com-
pass Brothers/ Festival Mushroom
Records) started out as buskers there.

The keystone event of the week was
the Jan. 27 Toyota Country Music Assn.
of Australia (CMAA) Awards, better
known here as the Golden Guitar
Awards because of the design of the tro-
phies. Held at the Tamworth Regional
Entertainment Centre, the awards
were set up in 1973 and run by the Tam-
worth city council until 1993, when they
were taken over by the CMAA. Voting
is by the CMAA’s 516 members and
some of its 226 associate members.

There are 12 categories: album of
the year, Australasian Performing
Right Assn. (APRA) song of the year,
male vocalist, female vocalist, instru-
mental, vocal group/duo, vocal collab-
oration, bush ballad, heritage song,
new talent, videoclip, and top-selling
album of the year.

All but the top-selling album cate-
gories are voted for. This year's awards
were televised Feb. 3, a week after the
event, in the state of Queensland on the
Seven network and through New
South Wales and Victoria on the region-
al channel Prime TV. They are set to air
Saturday (10) through the Golden West
Network in Western Australia.

This year’s awards, held before a
crowd of 5,000, provided clear indica-
tion that a new generation of per-
formers is making its presence felt.
Brand, who appeared on the scene just
two years ago, picked up three Gold-
en Guitars Awards: album (“Good
Friends”), male vocalist, and APRA
song of the year with Graeme Connors
for “Good Things In Life.” “This is the
best present anyone could ever ask
for,” says Brand, who celebrated his
31st birthday that day.

Beccy Cole, age 28, received the
award for female performer and
shared the vocal collaboration of the
year award with Darren Coggan,
Felicity, and Adam Harvey for “Do [
Ever Cross Your Mind” (ABC/EMI).
EMTI’s Slim Dusty brought his tally to
date to 34 wins with the awards for
bush ballad (“Paddy Williams,” writ-
ten by Norma O’Hara Murphy), video-
clip, and best-selling album (“Looking

Forward Looking Back”).

Other winners were WE A's Keith
Urban (instrumental, for “Roller-
coaster”), Rural Press Act the Crosby
Sisters (vocal group/duo), Com-
pass/FMR’s Brendon Walmsley (her-
itage song, for “Last Of The Big Gun
Drovers”), and ABC/EMI's Sara Stor-
er (best new talent).

In the recent past, sales of releases
by Tania Kernaghan and Chambers
doubled within the first month after
multiple-category wins at the Golden

Country Music Assn. of Australia
CEO Meryl Gross, right, is pictured
here with 2001 Golden Guitar Award
winner Felicity.

Guitar Awards. Labels generally
increase their marketing activity for
appropriate releases around the time
of Tamworth, generally for the win-
ners of the album, song, and male and
female performer categories.

EMI, whose artists notched up 13
nominations this year, revived TV and
retail campaigns around Tamworth for
Chambers’ “The Captain” (130,000
units sold to date in Australia), 73-year
old Slim Dusty’s 100th album “Looking
Forward Looking Back” (150,000
units), and John Williamson’s “An-
thems” (40,000 units). The label also
showcased new signings Felicity and
Dan Brodie & the Broken Arrows, the
latter setting up for the March release
of their “Big Black Guitar” album.

Says Chris O’'Hearn, marketing and

A&R manager of EMI Country, “Tam-

worth is an essential key in marketing
acountry aloum—but Tamworth alone
won't sell a record. You need touring,
airplay, and crossover interest.”

Adds Rex Barry, head of the ABC
Music label, “Most people who go to
Tamworth already have the records,
but it’s a good place to increase artist
profile.” ABC, which is distributed by
EMI, totted up 18 nominations at the
CMAA Awards. It launched Cole’s
“Wild At Heart” album and showcased
both U.S. singer/songwriter Gretchen
Peters and a quintuple Golden Guitar
nominee, new 26-year-old Australian
signing Storer.

Urban’s recent self-titled album,
released in October, got Warner
Music’s biggest-yet regional TV mar-
keting spend based around the Tam-
worth festival. A year ago, Urban’s
manager Greg Shaw, WE A managing
director Chris Moss, and Warner A&R
GM Mark Pope decided to pull Urban
off the Australian live circuit to con-
centrate on the U.S. market.

“The strategy was that we would
work the record [in Australia] if and
when there was a significant story to

tell out of the U.S.,” says Pope. “With
three hit radio singles in the U.S,, a
certified gold album of over 500,000
units, and American Music Award and
Grammy nominations, the time is now
right to go to the marketplace here in
Australia with a story to tell.”

Adds Moss, “The paradox for us is
that while Keith is an emerging starin
the U.S,, he still has that ‘underdog
status’ in his home country—a factor
that Australians generally warm to.”

“Tamworth is always a good entry
point for a country artist,” notes Uni-

" versal Music marketing manager Dar-

ren Aboud, adding that Trisha Year-
wood and Gary Allan broke here
through Tamworth. This year, two
Nashville-based artists, Rebecca Lynn
Howard and Dean Miller; took part in
songwriter workshops in Tamworth
and later showcased in Sydney.
Tamworth this year also marked a
homecoming for Jamie O’Neal (Mer-
cury), who left Australia five years ago
for Nashville and subsequently broke
through in the U.S. with the single
“There Is No Arizona” and album
“Shiver.” “There’s a lot of media inter-
estin her as aresult of her overseas suc-
cess,” notes Universal national publicist
Kate Sutton. The label paired O'Neal
with Keith Urban at showcases in Syd-
ney during the week after Tamworth.
Festival Mushroom Records’ coun-
try repertoire comes from Compass
Brothers Records, set up last year by
artist managers Jeff Chandler and
Graham Thompson. “Tamworth audi-
ences obviously come to see their
favorite acts, but they’re very sup-
portive of new acts,” says Thompson.
“The FanFest segment, which is four
concerts over three days by new acts,

is always packed.”

Compass took Brand, whose 2000
album “Good Friends” is gold (25,000
units) here, and new artists Melinda
Schneider and Walmsley to preview
new material during gigs at Tam-
worth. At the same time, Sony Music
heavily marketed on TV “Tim
McGraw’s Greatest Hits” (100,000
units sold in Australia to date);.Jo Dee
Messina’s “Burn,” whose title track is
acover of asong by Aussie singer Tina
Arena; Cassar-Daley’s “Big River”;
and the “Coyote Ugly” soundtrack.

“Coyote Ugly” reached No. 1 on the
Australian record Industry Assn.
(ARIA) pop charts for the week end-
ing Jan. 27. “We expect it to go at least
triple-platinum [210,000 copies],” says
Sandra Robertson, marketing manag-
er, associated labels.

During Tamworth, BMG focused on
its annual “You Need Our Country”
campaign, including releases by such
U.S. acts as Alabama, the Warren
Brothers, Lonestar, Alan Jackson, and
Sara Evans. “It’s a campaign that
always works well for us,” points out
Andrew Jones, marketing manager
for strategic and country. “Tamworth
clearly sells records.”

Tamworth 2001 also highlighted the
changes within country music during
the last 12 months, which saw the sec-
tor move closer to the mainstream.
That was led by 23-year-old Cham-
bers, whose lip stud and bohemian
lifestyle helped attract a teen audience.
Chambers unexpectedly won in the
best pop female artist category at the
ARIA awards last October, beating
Kylie Minogue and Natalie Imbruglia.

The overseas success of Urban,

(Continued on page 59)

EMI Austria Boosts Local A&R

Label Switches Staff, Launches Dance Imprint

BY SUSAN L. SCHUHMAYER
VIENNA—Surfing a wave of suc-
cessful sales of local repertoire,
EMI Austria is bolstering its A&R
division and launching a dance
imprint.

Last year, the label derived about
a quarter of its revenue from the
sales of local repertoire; sales of
Anton aus Tirol’s eponymous debut
single and follow-up “Gem-
ma Bier Trinken” (Let’s Go
Beer Drinking) placed him
among the top 10 male sin-
gles artists across Europe
during 2000 in Music &
Media’s year-end listings.

“In order to ensure that
all the interesting new
artists get heard by us and
seen by us, we have expanded our
A&R efforts by appointing addi-
tional A&R staff,” explains EMI
Austria managing director Erich
Krapfenbacher.

The company aims to boost its
presence in the electronic and
dance music sphere through new
label Automatique. Former product
manager Michael Martinek has
responsibility for the day-to-day

KRAPFENBACHER

operations of the label, and
Krapfenbacher expects Automa-
tique to sign its first acts soon.
Previously, A&R responsibilities
at EMI Austria rested solely with
Horst Unterholzner, who last year
was named as a consultant for EM1
Electrola Germany, in addition to
his existing post as head of A&R.
Unterholzner will continue in that
dual role but will be sup-
ported by additional staff.
EMI Austria marketing
manager Peter Draxl now
takes on A&R responsibili-
ty for mainstream pop acts
and major artists and will
continue to serve as liaison
for EMI with its independ-
ent label partners.
Completing the new A&R team,
Henri Erben will take over respon-
sibility for rock and alternative
acts, while also maintaining her cur-
rent A&R administrative duties.
Krapfenbacher says the changes
are partly inspired by the fact that
“we are faced with some weakness-
es in the international release
schedule, so we have to put more
effort behind local repertoire.”
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JAPAN  (0emps Publications Inc.) 02/07/01 GERMANY  (edia Contron 02007101 U.K. v o20a01  Supported Bys-worltdporst! FRANCE  (snepnropmite-Lve) 02106101
THIS | LAST THIS | LAST THIS |LAST THIS | LAST
WEEK WEEK| SINGLES WEEKWEEK| SINGLES WEEKWEEK| SINGLES WEEKIWEEK| SINGLES
1 NEW | EVOLUTION AYUMI HAMAZAKI AvEX TRAX 1 1 MS. JACKSON OUTKAST LAFACE/ARISTA/ARIOLA 1 | NEW | WHOLE AGAIN ATOMIC KITTEN INNOCENT/VIRGIN 1 1 SEUL GAROU coLumsla
2 | 1 | MINIMONI, JANKENPYON! MINIMONI! ZETimA 2 | 2 | STAN EMINEM FEATURING DIDO INTERSCOPE/ 2 | NEW/| STUCK IN A MOMENT YOU CAN'T GET OUT OF U2 2 | 2 | DADDY D) DADDY DJ M6 INT/SONY
3 2 FRAGILE EVERY LITTLE THING AvEX TRAX MOTOR/UNIVERSAL ISLAND ’ 3 &) LUALIZE ALIZEE poLYDOR
4 | NEW| SUKINA DAKEJA DAME NANDA DREAMS COME TRUE | 3 | 7 | 1CHGEH NICHT OHNE DICH WALTER HANSABMG 3 |NEw| CASE OF THE EX (WHATCHA GONNA DO) MYA 4 | 4 | ELLE TE REND DINGUE (POOM POOM SHORT) DADDY
TOSHIBA-EMI 4 | 4 | OPERATION BLADE (BASS IN THE PLACE) PUBLIC TR NUTTEE DELABELVIRGIN
5 | 5 | COMEAGAIN M-FLO RHYTHM ZONE DOMAIN Epic 4 | 1 | ROLLIN' UIMP BIZKIT inTeRscOPE 5 | 7 | LOVEDONTCOSTATHING JENNIFER LOPEZ epic
6 | 3 | I'MHERE SAYING NOTHING HITOMI YADA tosmsaemi | 5 | 3 | OVERLOAD SUGABABES EAST wEST 5 |NEW| CHASE THESUN PLANET FUNK viRGIN 6 | 5 | SOLAARPLEURE MC SOLAAR eastwest
7 | 4 | LUCKYPOOL JUDY & MARY pic 6 | 5 | GRAVELPIT WU-TANG CLAN Eepic 6 | 2 | POPYACOLLAR USHER LAFACE/ARISTA 7 | 6 | STAN EMINEM FEATURING DIDO inTeRscoee/
8 | NEW| PURAIMARU THE YELLOW MONKEY FuUN HOUSE 7 | 10 | WHO LET THE DOGS OUT BAHA MEN ek 7 3 | THE NEXT EPISODE DR. DRE FEATURING SNOOP R
9 9 | M AYUMI HAMASAK| AVEX TRAX 8 | 14 | CANTFIGHT THE MOONLIGHT LEANN RIMES cuRrs/ DOGG INTERSCOPE 8 | 10 | AVANTDE PARTIR EVE ANGELI M6 INT/SONY
10 | NEW| CALL HIDEAKI TOKUNAGA Kin WARNER ' 8 |NEW| SHINING LIGHT ASH irecTios 3] 192 :AEONI REVSOEL'I‘TCER:U;)EEPAE':"A: e
11 ] 6 | IMISS YOU MISIA & DCT arista 9 | 9 | LAPASSIONEP GIGI D'AGOSTINO 2vx 9 | 5 | EVERYTIME YOU NEED ME FRAGMA FEATURING AR CHA;TE‘; AR
12 | 14 | TOWANI THE GOSPELLERS KI/OON/SONY :? 2 :’S“I‘;TT‘; :fft::GARDchs&i?q %RSEE:“NE gAF;?STEC:ﬁ MARIA RUBIA posimva WERCURY
H
13 11 EVERYTHING MISIA fUN HOUSE NSABMG 10 4 TOUCH ME RUI DA SILVA KISMET/ARISTA 12 15 911 WYCLEF JEAN FEATURING MARY J. BLIGE
14 | 7 | THINK OF ME NAMIE AMURO AvEx TRax 11 | 6 | PLAYED-A-LIVE (THE BONGO SONG) SAFRIDUO am:em S.M.A.LLJSONY
15 | 12 | DESIRE DO AS INFINITY AvEx Teax (P | LR AT ) (17 12 | 10 | THINGS I'VE SEEN SPOOKS ARTEMISEPLC T | s i) ST AT R
16 | NEW | COFFEERUMBA YOSUI INOUE FoR LiFE T e | o s arere NP RO e 13 | 17 | DANCING IN THE MOONLIGHT TOPLOADER sonvsz 12 | 18 | IF1EVER FEEL BETTER PHOENIX SOURCEAMRGI
17 | NEW | SOS/CHIQUITITA ABBA POLYOOR/UNIVERSAL b 155’ pth WYDCLWE'; JAEAT’\‘EEFEIS\TZT;T;“%";;‘/’\‘;“Y'VJERSBALLIGE 14 | 7 | ONTHERADIO MARTINE MCCUTCHEON mnocent | 15 |NEw| LABAS ASSIA viraiN
18 NIE(\)N I;G:DEI.ION NANASE:IKAWA CUTTING EDGE CoLUMBIA . VIRGIN 16 | 13 | SIJEMEN SORS JULIE ZENATTI coumsia
19 PLE THE ONION PUMP  avEx TRAX 15 8 LOVE DON'T COST A THING JENNIFER LOPEZ epic 17 19 NOT THAT KIND ANASTACIA EPiC
20 | NEW| OUR SONG GRAPEVINE ponYCANYON 16 | 16 | EXPLORATION OF SPACE COSMIC GATE ew 16 | 9 | OREAM TOME DARIOG MANIFESTO 18 |NEW| SUPREME ROBBIE WILLIAMS Emi
17 | NEW| THE CALL BACKSTREET BOYS siveizomsa
17 |NEW| CELEBRATE OUR LOVE ALICE DEEJAY poSITIVA 19 | NEW | MS.JACKSON OUTKAST LAFACEARISTA
D (ENE el PCAULL IRLT AL DTS G 18 | 11 | NOTTHATKINO ANASTACIA EpE 20 |NEW| WASSUUP! DA MUTTZ
1 | NEW | MORNING MUSUME BEST! MORNING MUSUME, ONE | 18 |NEW | SUPREME ROBBIE WILLIAMS emi AR e : wen
ZETIMA 20 | 20 | LOVE HOW YOU LOVE ME MELANIE THORNTON Eric ALBUMS
20 |NEW| MY DESIRE AMIRA vC RECORDINGS
2 | NEW | HIRO BRILLIANT TOY'S FACTORY ALBUMS 1 4 ALIZEE GOURMANDISES POLYDOR
3 1 LOVE PSYCHEDELICO THE GREATEST HITS vicToR : 1 | JENNIFER LOPEZ J.LO eric ALBUMS 2 3 | GAROU SEUL columsia
4 | 4 | VARIOUS ARTISTS THE BEST OF DETECTIVE CONAN | » | 5 | TyE BEATLES 1 e 9 | DIDD NO ANGEL aRista 3 | 2 | MUSICAL ROMEO & JULIETTE BAXTERUNIVERSAL
AN 3 INEW| CHRISTIAN NOMINATOR HanswEMG 1 | LIMP BIZKIT CHOCOLATE STARFISH AND THE HOT 4 5 | MANUCHAD CLANDESTINO virGIN
5 | 8 | THEBEATLES 1 capimoL 2 | 3 | ROBBIE WILLIAMS SING WHEN YOU'RE WINNING DOG FLAVORED WATER INTERSCOPE 5 | 7 | HENRISALVADOR CHAMBRE AVEC VUE SOURCENIRGIN
6 | 2 | ARASHI ARASHI NO. 1 ARASHI HA ARASHI O YOBU e 3 | 6 | ANASTACIA NOT THAT KIND tric 6 | 9 | MYLENE FARMER MYLENIUM TOUR poLvoor
AT 5 | 4 | EMINEM THE MARSHALL MATHERS LP merscory | 4 | 4 | TOPLOAGER ONKA'S BIG MOKA sonvs2 L | e R
7 | 3 | RINAAIUCHI BE HAPPY Gizastubio MOTORUNIVERSAL 5 | 3 | TEXAS GREATEST HITS mERcURY G L O (S
8 | NEW| GARNET CROW FIRST SOUNDSCOPE—MIZUNO HAI | & | 11 | OUTKAST STANKONIA LarACEARISTARIOLA 6 | 2 | JENNIFERLOPEZ J.LO epc Ol G;:ﬁ:g DE PALMAS MARCHER DANS LA SABLE
HARETAUMI GIzA STUDIO 7 | 7 | LMP BIZKIT CHOCOLATE STARFISH AND THE HOT | 7 | 12 | U2 ALL THAT YOU CAN'T LEAVE BEHIND istano P
9 | & | SOUTHERN ALLSTARS BALLADS 3—THE ALBUM OF DOG FLAVORED WATER merscortmotorinivesa, | 8 | 16 | OR.DRE DR DRE—2001 mrerscope | A L o M TIERa o
LOVE vicror 8 | 5 | WESTERNHAGEN SO WEIT—THE BEST OF wea 9 | 5 | COLDPLAY PARACHUTES PARLOPHONE . vERcaL INTERSCOPE/
10 | NEW| MEJA REALITIES Epic 9 | 6 | ANASTACIA NOT THAT KIND trc 10 | 8 | EMINEM THE MARSHALL MATHERS LP NteRscore | 1o | 13 | moBY PLAY sms
11| 9 | VARIOUS ARTISTS MAX BEST sony 10 | 9 | SOHNE MANNHEIMS ZION eeic 11 | 7 | THEBEATLES 1 aepie S e S ST LS Y R i
12 13 THE GOSPELLERS SOUL SERENADE  KkroONSONY 11 19 0100 NO ANGEL ARISTA/ARIOLA 12 14 OUTKAST STANKONIA LAFACE/ARISTA I
13 12 VARIOUS ARTISTS IMAGE sony 12 10 MADONNA MUSIC MAVERICK/WEA 13 11 MADONNA MUSIC MAVERICK/WARNER I?ROS 14 15 MADONNA MUSIC MAVERICK/WEA
14 { 11 | ENYA A DAY WITHOUT RAIN wea 13 | 8 | ENYA A DAY WITHOUT RAIN wea 14 | 10 | ROBBIE WILLIAMS SING WHEN YOU'RE WINNING 15 | 17 | craig 0AVID BORN TO DO IT tor
15 | NEW | ABBA ABBA GOLD POLYDORUNIVERSAL 14 |NEW| GOTTHARO HOMERUN ARIOLA CHRYSALIS 16 | 20 | HELENE SEGARA AU NOM D'UNE FEMME ORLANDO/
16 | 5 | THE HIGH LOWS FLIP FLOP UNIVERSAL 15 | NEW | CREED HUMAN CLAY WiND-UP/EPIC 15 | 13 | CRAIG 0AVID BORN TO DO IT witpsTar EASTWEST
17 7 TAMIO OKUOA CAR SONGS OF THE YEARS sony 16 | 15 | EROS RAMAZZOTTI STILELIBERO ARiOLA 16 | 15 [ DAVID GRAY WHITE LADDER IHT/EASTWEST 17 |NEW/| DIDO NO ANGEL ARISTA
18 | 20 | VARIOUS ARTISTS THE MOST RELAXING—FEEL 17 | 12 | VANESSA AMOROSI THE POWER UNIVERSAL 17 | 19 | PAPAROACH INFEST DREAMWORKS/UNIVERSAL 18 |NEW| BOND BORN pEcca
TOSHIBA-EMI 18 | 16 | LENNY KRAVITZ GREATEST HITS viRGIN 18 | 18 | LINKIN PARK [HYBRID THEORY] wARNER BROS 19 |NEW| MUSICAL ROMEO & JULIETTE {VERSION
19 | 18 | AYUMI HAMASAKI DUTY avex TRax 19 | 17 | WU-TANG CLAN THEW epic 19 |NEW| ROY ORBISON LOVE SONGS viRGIN INTEGRALE) MERCURY
20 | 14 | KIRORO TREE OF LIFE vicror 20 | 18 | BACKSTREET BOYS BLACK & BLUE ivezomsa 20 | 17 | SCLBT 7 povoor 20 |NEW| SNOOP DOGG THA LAST MEAL VIRGIN
CANADA  (soundscan 0217/01 NETHERLANDS  (stchting Mega Top 100 02/05/01 AUSTRALIA srin) 0200501 ITALY i oz06/01
THIS | LAST THIS |LAST THIS | LAST THIS [LAST
WEEK WEEK| SINGLES WEEKWEEK| SINGLES WEEK\WEEK| SINGLES WEEK(WEEK| SINGLES
1 | NEW| OONTTELL ME MADONNA MAVERICKMWARNER 1 | 3 | PUF/SCHUODEN DEF RHYMZ viRGIN 1 1 | CAN'T FIGHT THE MOONLIGHT LEANN RIMES cuRsr 1| 5 | STUCKIN A MOMENT You CAN'T GET OUT OF U2
2 1 ONE MORE TIME DAFT PUNK VIRGINEMI 2 6 YOU JUDITH pino SONY SLAND/UNIVERSAL
3 | 2 | LADY (HEAR ME TONIGHT) (REMIX) MODJO unwversaL | 3 | 1 | MS.JACKSON OUTKAST LaFACEARISTA 2 | 5 | STAN EMINEM FEATURING DIDO INTERSCOPE/ 2 | 1 | 10SONDFRANCESCO FRANCESCO FRICARIO
4 | 3 | LOVEDON'TCOSTATHING JENNIFER LOPEZ Erc/ 4 |NEW| JELLE SLIMME SCHEMER FEATURING TIDO UNIVERSAL UNIVERSAL
sor:: ROADRUNNER ARCADE MUSIC 3 2 CRUISIN' HUEY LEWIS & GWYNETH PALTROW 3 12 GOODNIGHT MOON SHIVAREEE caPITOUEM!
5 2 $#1* ON YOU D-12 SHADYRAWKUSANTERSCOPE/UNVERSAL | 5 | 2 | LOVE DON'T COST A THING JENNIFER LOPEZ epc CoLUMBIA 4 | 2 | SUPER GIGI D'AGOSTINO FEATURING ALBERTINO
6 :/:I(.:ELr:\%EHLD/\E[&ER;UM;EATURING SARAH 6 | 4 | CAN'TFIGHT THE MOONLIGHT LEANN RIMES cuRe/ 4 | 4 | DANCE WITHME DEBELAH MORGAN ATLANTIC/ BXRMEDIA
NETTWERK WARNER EASTWEST .
7 | NEW | FEEL THE BEAT DARUDE popuLamcs 7 | 5 | LUNA ALESSANDRO SAFINA uimunvessad s | 3 | TEENAGE DIRTBAG WHEATUS coumen SN | NG JFANIFER LOPEZ e
8 8 | SANDSTORM DARUDE rOPULAR 8 7 | AROUND THE WORLD ATC &mc . ! L
6 6 LOVE DON'T COST A THING JENNIFER LOPEZ epic 7 6 VIVRE LA VIE KELLY JOYCE UNIVERSAL
k] 4 SOUTH SIDE MOBY FEATURING GWEN STEFANI v2 g 12 THE CALL BACKSTREET BOYS JwvE/zOMBA
10 | 10 | DESERT ROSE STING FEATURING CHEB MAMI Asw c (| G ULLYES (M BEMD) e 8 | 4 | DONTTELLME MADONNA MAVERICKWEA
10 | 9 | HEYBABY COOLDOWN CAFE FEATURING DJ STEF 8 | 14 | YELLOW COLDPLAY PARLOPHONE A S | o SRR s
P DURECO 9 ( 7 | THEITCH/GRADUATION (FRIENDS FOREVER) VITAMIN C i
1" 7 INDEPENDENT WOMEN PART | DESTINY'S CHILD 11 | 18 | THINGS I'VE SEEN SPOOKS arremiseric 10 | 11 | CRAZY FOR THIS GIRL EVAN & JARON coLumeta
COLUMBIA'SONY 12 | 8 | ANGEL LIONEL RICHIE ISLANO/UNIVERSAL e oF i 9 | SUPREME ROBBIE WILLIAMS Emi
12 | 9 | MUSIC MADONNA MAVERICKWARNER 13 | NEW! STUCK IN A MOMENT YDU CAN'T GET OUT OF U2 10 | 9 | ORIGINAL PRANKSTER THE OFFSPRING coLumsia 12 | NEW | BACK INTIME EIFFEL 65 BLiSS co.
13 | 16 | AROUND THE WORLD (LA LA LA LA LA) ATC KINGSIZE/ oL AND/UNIVERSAL |10 'C';“EPENDENT WOMEN PART | DESTINY'S CHILD 13 | 8 | VIVAEL AMOR! PAOLA & CHIARA coLumBia
BMG (LTS 14 | 15 | LA CANZONE CHE SCRIVO PER TE MARLENE KUNTZ &
14 | 10 | ST
14 | 12 | LET'S GET MARRIED JAGGED EDGE 5050 0tR STAN EMINEM FEATURING DIDO. resscore 12| NEW/ ONE STEP CLOSER LINKIN PARK. i asos wen SKIN vIRGIN
COLUMBIA/SONY N'T MAVERICK/WEA 15 10 ™
1 1 OUTTA LOVE ANASTACIA EpiC
15 | 19 | THE HAMPSTERDANCE SONE HAMPTON THE 5|11 :/:EEL'LCCEHB\E’&EBR&L;M FEATURING SARAH 14 | 13 | THE POWER/EVERYTIME | CLOSE MY EYES VANESSA | 15 | 16 | AGAIN LENNY KRAVITZ wirem
HAMPSTER koch AMOROS! TRANSISTOR/BMG
16 | 15 | SUMMER RAIN JUAN WELLS tmi 17 |NEW| TOUCH ME RUI DA SILVA epic
16 | 11 | CLDSER NINE INCH NAILS NOTHINGANTERSCOPE/ 17 | NEw | DRIVING ME CRAZY BOYBAND em 15 | 18 | BODY Il BODY SAMANTHA MUMBA poLvDoR 18 | RE | INDEPENDENT WOMEN PART | DESTINY'S CHILD
UNIVERSAL 18 | NEw | ROLUN' LIMP BIZKIT INTERSGOPERIIVERSAL 16 | 16 | KRYPTONITE 3 DOORS DOWN REPUBLICAUNIVERSAL D
17 15 | DON'T BELIEVE YOU JOEE MCAUNIVERSAL 17 12 RDLLIN' LIMP BIZKIT INTERSCOPE/UNIVERSAL
e A P 19 | 14 g;LLM\ngXCLEF JEAN FEATURING MARY J. BLIGE 18 | 15 | DONT THINK 'M NOT KANDI ere 19 | NEW BS:;::LOP THE MUSIC LIONEL RICHIE I1SLAND/
19 | 14 | UQUIO OREAMS O-TOWN sBMG 19 | NEW | CHANCES ARE INVERTIGO sio
20 | 13 | SHAPE OF MY HEART BACKSTREET BOYS svesma 0Nz | TS IRV R 20 | 20 | STRONGER BRITNEY SPEARS nvezomsa 0N O UL U (P AR AR SRS
ALBUMS | | eums ALBUMS e
1 1 | JENNIFER LOPEZ J.LO tricsony bl ;L:::mgﬁm " Lllr:‘s(;ETngEP/:' ITLEA SJEL[ASJ::XERSAL - T R t | 1 | FRANCESCO DE GREGOR} AMORE NEL POMERIGIO
2 | 3 | SHAGGY HOTSHOT MCAUNIVERSAL MERCURYIUNIVERSAL 2 | 3 | UMPBIZKIT CHOCOLATE STARFISH AND THE HOT (LIS
3 4 | SOUNDTRACK SAVE THE LAST DANCE HOLLYWOOD/ i DOG FLAVORED WATER INTERSCOPE 2 3 | ADRIANO CELENTANO ESCO DI RADO E PARLO
3 | 3 | ANASTACIA NOT THAT KIND epic ANCORA MENO
ONIVERSAL 3 | 7 | COLDPLAY PARACHUTES em i LS
" § 4 | 4 | JENNIFERLOPEZ J.LO tpic 3 | 2 | ThHE 1
4 | 2 | O-TOWN O-TOWN semc HE BEATLES 1 tmi
5 | 5 | LENNY KRAVITZ GREATEST HITS viRcin 4 | 5 | POWDERFINGER ODYSSEY NUMBER FIVE GRup
5 | 6 | VARIDUS ARTISTS MUCHDANCE 2001 univERsAL : 5 | 2 | JENNIFERLOPEZ J.LO eric 4 | 4 | EROSRAMAZZOTTI STILELIBERO ARIOLA
6 | 5 | VARIDUS ARTISTS BIG SHINY TUNES 5 msunys | © | 7 | U2 ALL THAT YOU CAN'T LEAVE BEHIND isianor 5 | 7 | DIDO NOANGEL arsta
UNIVERSAL 6 4 CRAIG DAVID BORN TO DO IT sHock s
WARNER 7 15 KANE AS LONG AS YOU WANT THIS sma 7 6 MADONNA MUSIC MAVERICKWEA 6 9 ANTONELLO VENOITTI SE LAMORE E AMORE RriCORDY
Tl k| T e ouEm! 8 | 6 | GOLDEN EARRING THE DEVIL MADE US DO IT 8 | 8 | THEBEATLES 1 tw one
B G [OIDORN GG ELE e Same ONVERSAL TV g | 17 | EMINEM THE MARSHALL MATHERS LP wrerscory | 7 | 6 | U2 ALL THAT YOU CAN'T LEAVE BEHIND istanos
9 | 11 | NELLY FURTADO WHOA, NELLY! DREAMWORKS/ T
UNIVERSAL 9 8 THE CORRS UNPLUGGEDD 1431 AVAWARNER — t’l’"""’é:S:;RK . 8 5 JENNIFER LOPEZ JLO EPiC
10 | 11 | ROBBIE WILLIAMS SING WHEN YOU'RE WINNING H WEA -
10 | NEW | LEANN RIMES | NEED YOU CURBWARNER o 11 | 11 | MATCHBOX TWENTY MAD SEASON BY MATCHBOX 9 | 8 | BIAGIO ANTONACCI TRA LE MIE CANZONI MERCURY
11| 13 | VARIOUS ARTISTS MASSIVE 2002 POPULAR/EMI T | | T oI e T s v
12 | 10 | SOUNDTRACK COYOTE UGLY CURBWARNER 11 | 10 | LMPBIZKIT CHOCOLATE STARFISH AND THE HOT TWENTY EAsTwEsT 1| 1a A c UG
13 | 12 | LIMPBIZKIT CHOCOLATE STARFISH AND THE HOT DOG FLAVORED WATER INTERSCOPEAUNIVERSAL 12 | RE | THECORRS INBLUE Las1avaEaSTWEST ELECE o e
12 14 MADONNA MUSIC MAVERICKWARNER 13 15 U2 ALL THAT YOU CAN'T LEAVE BEHIND ISLAND/ 12 11 EMINEM THE MARSHALL MATHERS LP UNIVERSAL
DOG FLAVORED WATER FLIPANTERSCOPE/UNIVERSAL
14 9 LENNY KRAVITZ GREATEST HITS VIRGINEMI 13 9 THE BEATLES 1 Emi UNIVERSAL 13 12 MADONNA MUSIC MAVERICK/WEA
15 | NEW | VARIOUS ARTISTS CHRIS SHEPPARD'S CUT CUTZ 14 | 12 | UB4D THE VERY BEST OF UB40 1980-2000 vikein | 14 | 18 | SOUNDTRACK WHAT WOMEN WANT a5 14 | 15 | CRAIG DAVID BORN TO DO IT epet
404 eme 15 16 EMINEM THE MARSHALL MATHERS LP INTERSCOPE/ 15 9 KYLIE MINOGUE LIGHT YEARS FrESTIVAL 15 16 LUNA POP SQUEREZ? BANANA RECORDS/UNIVERSAL
16 | NEW| LINKIN PARK [HYBRID THEORY] waRNER UNIVERSAL 16 | 19 | CREED HUMAN CLAY tric 16 | 17 | SADE LOVERS ROCK epic
17 | 18 | BACKSTREET BOYS BLACK & BLUE Ine/BmG 16 | 18 | ST.GERMAIN TOURIST BLUE NOTEEMI 17 | 14 | ANASTACIA NOT THAT KIND Epic 17 | 18 | COLDPLAY PARACHUTES emi
18 | 15 | OUTKAST STANKONIA LAFACE/ARISTABMG 17 | NEW| DIOO NO ANGEL ARISTABMG 18 | 13 | THE OFFSPRING CONSPIRACY OF ONE coLumsia 18 |NEW| MARCOMASINI USCITA DI SICUREZZA RICORDIBMG
19 | 16 | VARIOUS ARTISTS WOMEN AND SONG 4 WARNER 18 | 17 | ILSE DE LANGE LIVIN' ON LOVE waRNER 19 | 12 | SOUNDTRACK CHARLIE'S ANGELS columsia 19 | 13 | SHIVAREE | OUGHTTA GIVE YOU A SHOT IN THE
20 | 14 | VARIOUS ARTISTS LA COMPILATION DES 19 | 19 | ENYA A DAY WITHOUT RAIN warner 20 | 20 | PJHARVEY STORIES FROM THE CITY, STORIES HEAD . .. CAPITOLEMI
CHANSONS DU emi 20 13 DE KAST MET ANDERE OGEN PROACTS FROM THE SEA iSLANDAUNIVERSAL 20 RE GIGI D’AGOSTIND TECNO FES VOL. 2 BXRMEDIA

Hits Of The World is compiled at Biltboard/London by Jessica Watson and Menno Visser. Contact 44-207-420-6003, fax 44-207-420-6014.
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< L > J N
MUSIC
EUROCHART oz001 sveon | SPAIN  evveacer vs) ozo1/01
THIS | LAST THIS |LAST
WEEK WEEK| SINGLES WEEKWEEK| SINGLES
1 1 STAN EMINEM FEATURING DIDO AFTERMATH/ 1 il LOVE OON'T COST A THING JENNIFER LOPEZ Epic
INTERSCOPE. 2 | NEW/| THE CALL BACKSTREET BOYS JvE/zomea
2 2 | LOVE OON'T COST A THING JENNIFER LOPEZ epic 3 | NEW| SUPER GIGI D'AGOSTINO FEATURING ALBERTINO
3 4 MS. JACKSON OUTKAST LAFACE/ARISTA VALE
3 | CAN'TFIGHT THE MOONLIGHT LEANN RIMES cure 4 [NEw/| TRACEY INMY ROOM EVERYTHING BUT THE GIRL
VARIOUS VIRGIN
5 | NEW | STUCK IN A MOMENT YOU CAN'T GET OUT OF U2 5 ¢ STAN EMINEM FEATURING DIDO INTERSCOPE/
ISLAND UNIVERSAL
6 7 SEUL GAROU coiumeia 6 3 ONE MORE TIME DAFT PUNK VIRGIN
7 4 | ROLLIN' LIMP BIZKIT INTERSCOPE 7 2 | FLY ON THE WINGS OF LOVE XTM: MANIA vate
8 7 SUPREME ROBBIE WILLIAMS ciRrysaLS 8 | NEW/| INNERSMILE TEXAS MERCURY/UNIVERSAL
9 | NEW/| WHOLE AGAIN ATOMIC KITTEN INNOCENTAVIRGIN 9 4 CACHO A CACHO ESTOPA arioLA
10 10 UALIZE ALIZEE poLYDOR 10 5 WE WILL SURVIVE WARP BROTHERS Dos OR DIE
ALBUMS ALBUMS
1 1 | JENNIFERLOPEZ J.LO kpic 1| NEW | JENNIFER LOPEZ J.LO ePiC
2 2 THE BEATLES | appLE 2 2 ESTOPA ESTOPA arioLA
3 3 | EMINEM THE MARSHALL MATHERS LP AFTERMATH 3 1 LA OREJA OF VAN GOGH EL VIAJE DE COPPERPOT
INTE RSCOPE, EPIC
4 8 DIDO NO ANGEL ArisTA 4 3 THE BEATLES 1 emi
5 5 | ANASTACIA NOT THAT KIND epic 5 4 | JOAQUIN SABINA NOS SOBRAN LOS MOTIVOS ARioLA
6 4 | LIMP BIZKIT CHOCOLATE STARFISH AND THE HOT 6 | 10 | CARLOS CANO 30 GRANDES CANCIONES SOy music
DOG FLAVORED WATER INTERSCOPE MEDIA
7 6 | ROBBIE WILLIAMS SING WHEN YOU'RE WINNING 7 15 | CRAIG DAVIO BORN TO DO IT epet
CHRYSALIS 8 9 SAOE LOVERS ROCK ePic
8 9 | U2 ALL THAT YOU CAN'T LEAVE BEHIND isLAND 9 5 | ALEJANORO SANZ EL ALMA AL AIRE wea
9 7 MAOONNA MUSIC MAVERICK/WARNER 10 RE EMINEM THE MARSHALL MATHERS LP iNTERSCOPE/
10 RE CRAIG 0AVIO BORN TO DO IT wiLDSTAR/EDEL UNIVERSAL
MALAYSIA (RIM) 02/06/01 GREECE {PricewaterhouseCoopers) 02/02/01
THIS | LAST THIS |LAST
WEEK WEEK| ALBUMS WEEKWEEK  ALBUMS
1 |NEW | JENNIFER LOPEZ J.LO sony
To| 1| UMPBIZKIT CHOCOLATE STARFISH AND THEHOT | 5 | /™ | e T MARSHALL MATHERS LP mitrscort/
DOG FLAVORED WATER UNIVERSAL UNIVERSAL
2 3 | BACKSTREET BOYS BLACK & BLUE Jive/me 3 3 | ENYA A DAY WITHOUT RAIN wARNER
3 2 SITI NURHALIZA SAFA suwaH 4 6 EROS RAMAZZOTT! STILELIBERO BmG
5 2 | LENNY KRAVITZ GREATEST HITS virGIN
4| 4 | WESTLIFE COASTTO COAST ewma 6 | 4 | HIM RAZORBLADE ROMANCE smo
5 | © | SOUNDTRACK COYOTE UGLY CURBWARNER 7 | 10 | U2 ALL THAT YOU CAN'T LEAVE BEHIND ISLAND
6 8 ‘N SYNC NO STRINGS ATTACHED Bmc UNIVERSAL
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THE LATEST MUSIC NEWS FROM AROUND THE PLANET

EDITED BY NIGEL WILLIAMSON

ON THE CHARTS, the year started in France
with a complete surprise when, three years
after its release, Manu Chao’s “Clandesti-
no” claimed the top album spot last month,
displacing the soundtrack to the musical
“Romeo & Juliette.” “The album has now
passed 1 million units in France and 2.5 mil-
lion worldwide,” says Virgin local market-
ing director Frédéric Junqua. The album
has been selling 15,000 to 20,000 units a
month sinee its April 1998 release, but its
surge to the No. 1 spot was unexpected. A
midprice retail campaign reducing “Clan-
destino’s” price to 5Y franes ($8) was the
main reason. Virgin could not have dreamed
of a better teaser to promote Chao’s upcom-
ing album, “Proxima Estacion: Ksperanza”
(Next Station: Hope), scheduled for an April
24 release. “The new album is now going to
be a Virgin priority in all territories,” Jun-
(ua says. CECILE TESSEYRE

ENGLISH POP/ROCK QUINTET Wood will get a
homecoming when its debut Columbia
album, “Songs From Stamford Hill,” sees
its U.K. release March 19, having been
available in the U.S. since 1999. The band
is signed to the U.S. lubel—hence the ini-
tial trans-Atlantic focus, building on the
momentum of the infectious “Stay You,”

WOOD

which was included in the hit TV series
“Dawson’s Creek” and its soundtrack. Back
home, where the new, wider appreciation
of acoustic-based music should give Wood
a fair hearing, the catching-up process
includes a Thursday (15) date at London’s
Borderline club and a March 5 single
release for “Stay You.” Front man James
Maddock was born in Leicester in the mid-
lands, although the album title refers to the
area of north London where Maddock lives
and wrote the songs. An avowed Neil
Young and Bob Dylan fin, he says the band
name “came about because all the records
that I loved, "70s-type-sounding records,
whether it was the Band or the Eagles.
They all had a woody feeling to them. When
we came up with the band name, it was just
arevelation.” PAUL SEXTON

GERMAN ARTISTS fighting against xeno-
phobia and racism have united to form
the Rock Against the Right Wing initia-

tive, holding four concerts this month in
various German cities. The campaign was
initiated by rock singer Udo Lindenberg
and 1s being supported by Wolfgang
Thierse, the president of the lower house
of the German parliament. “The war
against the extreme right wing is not only
up to politicians,” says Thierse, adding
that popular artists are perhaps better
able to reach young people. The lineup for
the concerts in Dresden (Feb. 4), Ham-
burg (Feb. 6), Rostock (Feb. 8), and
Berlin (Feb. 10) has Lindenberg, Sohne
Mannheims, Nena, Knorkator, and
Peter Maffay. Proceeds are to go to two
anti-racist community initiatives: the
Amadeu Antonio Foundation and the
[ixit program for skinheads wishing to
opt out of the right-wing scene. An
Angolan living in Germany, Amadeu
Antonio was the first vietim of right-
wing violence in the new German states
following unification.  WOLFGANG SPAHR

FOLLOWING AN Ibiza, Spain-based promotion
strategy, Safri Duo’s “Playved-A-Live (The
Bongo Song)” (Universal/Denmark) is now
all over the European charts. The latest
crossover hit for the label is No. 1 hit in the
act’s native Denmark. It’s also in the top 10
on the U.K. singles chart and shows a host
of top 10 placings on various European
dance charts. “We gave out white labels in
July and August to various Ibiza DJs. That
was when | BBC Radio One D.J| Judge
Jules picked up on it,” says Eva de Wall,
international exploitation manager at Uni-
versal/Denmark. “Then [BBC Radio One’s|
Pete Tong and Dave Pearce both made it
their record of the week.” The influence of
this DJ threesome is evident in the fact that
the track entered the U.K. chart at No. 6
following its Jan. 22 release. Curnrently, 19
Kuropean territories are committed to
releasing “The Bongo Song.” Safri Duo con-
sists of top classical percussionists who
have toured the world both as a duo and
with various orchestras. Later this vear,
they will execute a remarkable musical
double performance when they play a
Proms concert Aug. 10 at London’s Royal
Albert Hall, and later the same evening
they will play at leading dance club the Min-
istry of Sound. GARY SMITH

FLAMENCO STARS Rancapino, Capullo de
Jerez, and Pedro Sanz are the first sign-
ings to a new indie flamenco label, based in
the Spanish capital of Madrid, that plans to
promote “flamenco cultural tours” across
Europe and the U.S. Flamenco En El Foro
was formed by Julian Sanz and Luz Div-
ina, owners of distribution company Alia
Discos. The albums “Este Soy Yo” (That’s
Me) by de Jerez and “Yunque, Martillo Y
Estribo” (Anvil. Hammer And Stirrup) by
Sanz have just been released locally, and the
label is now planning country-by-country
distribution deals. According to promotion
director Luz Divina, the flamenco culture
tours will be wide-ranging affairs, featuring
“flamenco photography. exhibitions, and lit-
erature accompanying the music, singing,
and dance.” HOWELL LLEWELLYN
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Younger Players Driving Sales In The Games Market

BY STEVE TRAIMAN

NEW YORK—While the overall
video- and computer-games market
wound up relatively flat last year (Bill-
board, Feb. 10), the kids' multimedia
sector is experiencing an increase in
sales, with growth in the number of
younger children now playing video
games.

And, in turn, a rising number of tra-
ditional music and video retailers are
expanding their offerings of children’s
games, as they attempt to become
what Musicland hardlines VP Scott
Burtness describes as “an ultimate
destination for young shoppers.”

In addition Musicland’s Sam Goody
outlets, kids' multimedia is expanding
in such chains as Best Buy, Circuit
City, the Wiz, Tower, and Hastings,
among others.

With new kids’ game products set
to roll out at the American Interna-
tional Toy Fair in New York Feb. 11-
15 and new platforms debuting later
this year, sales momentum in the chil-
dren’s market figures to increase fur-
ther, as does music retail interest,
industry watchers say.

“The children’s sector is growing
more than twice as fast as the total
console market,” says Hank Kaplan,
president of New York's NewKidCo, a
publisher of kids’ video-game titles.
“The biggest issue in the toy business
is ‘age compression,” with kids not
playing as long with traditional toys.
More than one-third or 35 million U.S.
homes have one kid under age 6 today,
and this demographic is growing rap-
idly, which is great for all publishers
who are developing more titles for this
market.”

And with good reason. Almost half
the video-game market—44%—is
aged 12 and under now, according to
an NPD Interactive Entertainment
Services report on children’s enter-
tainment at both brick-and-mortar
and online retailers.

In 2000, kids’ multimedia revenue
increased 3.7%, from $301.4 million to
$312.5 million, on total unit sales of

nearly 12 million, NPD reports. Unit
sales for the year were up 11% from
the 10.8 million units sold in 1999.
Video-game consoles were particu-
larly popular with kids, with sales of
Game Boy Color (GBC), Sony
PlayStation (PSX), Nintendo 64
(N64), and Dreamcast (DC) leading
the pack. Console revenue rose 83%
to $155.2 million from $83 million in
1999, accorcing to NPD. The number
of units sold to the children’s market
increased 93% to 4.7 million, from 2.4

Dart Credits Turnaround To New Sorting System,

BY JIM BESSMAN

NEW YORK—After spending the
back end of the 1990s struggling with
sinking profits, an ownership change,
and a financial restructuring, Dart
Distributing is in the midst of a come-
back, thanks in part to an unlikely

L -
Les Baggett, left, with Tony Kirsch

hero: its sorting equipment.

When the Chaska, Minn.-based
rackjobber saw that it was losing
potential new business because its
systems weren’t keeping pace with
customer demand, management—as
part of a larger overhaul of the com-
pany’s back-end infrastructure—
called upon Professional Control
Corp., a Germantown, Wis.-based
sorting specialist. to help it electroni-
cally handle the 10,000-plus stock-
keeping units (SKUs) it was dealing
with daily, mostly on a manual basis.

Now with its new system in place,
the company can label and route prod-

million in the prior year.

“There were 50 new console titles
for kids released in
2000, a 163%
increase from only
19 the year before,”
says NPD analyst
Kristin Barnett-
1 Von Korff, who
notes the top-sell-
ing title was THQ's
“Rugrats In Paris”
for Game Boy Color.

uct at a rate of 300 parts per minute,
and executives say the improved effi-
ciency is helping Dart to focus on
expanding business.

“As aresult of the new sortation
equipment, we have additional capaci-
ty and are now in a growth mode,” says
president/CEO Les Baggett. “We've
gone back to the basics of how our busi-
ness grew in nontraditional accounts
such as grocery stores, sports, and spe-
cialty retailers, and we're also actively
pursuing acquisitions.”

Dart does business in 49 states, and
in addition to racking singles for some
music retailers, it supplies the huge
Midwestern grocery wholesale/retail
company Super Value and its Cub
Foods grocery store chain. It's also the
predominant vendor for the Alco-
Duckwall regional mass-merchandis-
ing group and also services specialty
retailers like the Gander Mountain
sporting goods outlets and various
regional farm supply stores with
diverse niche categories, such as CD
singles, budget audio and video titles,
and hunting and fishing tapes.

Located in suburban Minneapolis,
Dart was founded 37 years ago by cur-
rent chairman Merrill Kirsch and now
has 120 employees. It was a Kirsch
family-run operation until 1997, when
Cedar Creek, a Milwaukee, Wis.-
based financial investment company,

“A 10-year-old actually has more
disposable income for games than a
20)-year-old, who has a lot more dollar
concerns,” explains David Cole, an
analyst with DFC Intelligence.

Jole says the age range for video
games has been sealing downward for
more than a decade, shifting from
young adults to teens and now even to
the toddler set—an audience that he
says is expanding dramatically.

NewKidCo was among the first
publishers to recognize the overlooked

bought majority ownership. Baggott
signed on last year to help Dart
restructure financially and implement
strategic planning. (Kirsch's three chil-
dren hold positions in the company:
Tony Kirsch is senior VP of sales and
marketing, Patrick Kirsch is a VP of
sales, and Catherine Seck is an
account executive.)

fo %,
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“Part of the reorganization was to
focus on building profitable sales,”
says Baggott, who notes that besides
the new sorting equipment, Dart has
incorporated a new inventory system,
buying system, and retail inventory
management system in order to fur-
ther reduce processing costs.

Although Dart lost a major account
in mid-2000, its restructuring and
strategic planning made up for the loss
with “respectable earnings” acerued in
the latter half of the year, says
Baggett. Tony Kirsch further attrib-
utes the year’s big finish to the sorting
system, which Dart installed in July.

“We had it up and running within
10 days—which is amazing for auto-

video-game market for younger play-
ers and came out with the first
“Sesame Street” titles, licensed from
what is now Sesame Street Work-
shop, in October 1998 (for GBC and
PSX).

Breaking down gamers by age
group and platform, NPD reports that
kids aged 6-9 represent 24% of all
users and account for 43% of the pop-
ular GBC market. Meanwhile, chil-
dren aged 10-12 make up 20% of the

(Continued on next page)

Restructuring

mated sorting equipment,” says
Kirsch. “As aresult of all the changes,
we had a healthy operating income for
the year and forecast a better year
now, as the improvements dramati-
cally continue to take hold.”

Professional Control’s sorting sys-
tem, known as the Wind Sorter, dif-
fers from other sorting devices in that
it uses air instead of mechanical parts
to move product through the system.
Each piece is held in place by oppos-
ing blasts of air, while an array of bar
code readers identifies the product
and a high-speed label applicator
labels each piece. Product is then
wind-diverted into appropriate con-
tainers. The system also differs from
other sorting devices in that a single
operator feeds the product into the
sorter at an automatic induction point,
vs. the “pick and turm” method, which
is traditionally slower.

Dart originally intended the Wind
Sorter to mechanize its return pro-
cessing and recycle current product
into working inventory. But the com-
pany soon realized that the system
could also automate picking, pricing,
returns, and recycling functions, as
well as order-creation, billing, and
invoicing. Both productivity and order
accuracy were markedly increased,
with Dart able to cut its order pro-
cessing time by half.
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newsline...

VALLEY MEDIA reports decreased sales and increased losses for the
third quarter that ended Dec. 30, 2000, due to its relationship with
Amplified Holdings and slower business in E-commerce. Valley
says net sales fell 11.7% to $260 million from $295 million in the

same (uarter a year ago. The company also posted a net loss of

$6.2 million, or 73 cents a share, compared with a profit of $1.1 mil-
lion, or 13 ecents a share, last year. The company recognized a pre-
tax loss of $3.9 million as its percentage of Amplified Holdings’
losses for the past nine months. The company previously had not
recognized any losses associated with Amplified since the rela-
tionship began in April 2000 but has subsequently determined that
the deal might require such recognition. Valley founder/chair-
man/acting CEO Barney Cohen says in a statement that new-
media and full-line sales lagged behind last year’s results, but sell-
through video and independent distribution showed “solid
improvement” over last year.

CDNOW’S merchandising department has been split into two depart-
ments—commerce and promotions—and Tracie Reed, who had been
VP of merchandising, is no longer with the company. Also gone is Julie
MaeKinnon, who had been director of custom products. A ('Dnow rep-
resentative confirms that Dana Lasher has been named VP of the new
commerce department, with responsibility for the CDnow site, mer-
chandising, and customer retention. She was previously senior direc-
tor of marketing services. The other new department is headed by VP
ol promotion Samantha Liss, who had been director of brand market-
ing. She is responsible for co-marketing and co-op partnerships, affil-
late sites, and sponsorships. Plans call for Lasher and Liss to report to
anew COO. They currently report to Mike Krupit, the former COOQ,
who was named president/CEQO of CDnow in September (Billboard-
Bulletin, Sept. 14, 2000).

NAVARRE has named James (;. Gilbertson CFO. Gilbertson—who was co-
president/CEO/CFO at INTELEFILM (formerly Children’s Broadcast-
ing)—reports to Navarre chairman/CEO Eric Paulson. Gilhertson replaces
Charles Cheney, who was promoted to vice chairman in 1999. Cheney, who
also reports to Paulson, will now focus on strategic issues.

EMUSIC is offering up to 25 free tracks as part of a trial of its subserip-
tion service being offered to consumers who purchase a new HP Pavil-
ion home P’C from Hewlett-Packard under a limited-time promotion.

HANDLEMAN’S wholly owned subsidiary in the U.K., Lifetime
Entertainment, has changed its name to Handleman U.K. I'n addi-
tion, Handleman U.K. has relocated to a 10,0000-square-meter
facility to support expanded inventory requirements, as well as a
proprietary automated-distribution system also used by Handle-
man in the U.S. The U.K. operation distributes home entertain-
ment products to the likes of supermarkets, chain stores, and high-
way rest stops.

BMG ENTERTAINMENT is teaming with encyclopedia publisher Encar-
ta on a Black History Month-themed promotion. Consumers who
purchase titles {rom selected BMG R&B artists will receive a free
commemorative calendar poster and will be eligible to win a copy
of Microsoft’s Encarta CD-ROM package, of which 100 will be given
out nationwide.

VITAMINIC.COM, a digital download site, will begin offering tracks
from Universal Music Group (UMG) under an affiliate agreement
between the two companies. The tracks are expected to be avail-
able in the next two months in Universal’s blue-matter format. UMG
is the first major to link with Italy-based Vitaminic, which offers
songs from 600 indie Iabels and operates in seven Furopean mar-
kets and the U.S.

MP3.COM hus enlisted Nashville-based Audio Electronics to sell
its business-music service to restaurant chains and other com-
mercial establishments. MP3.com offers a Muzak-like service to
businesses that allows them to create and manage custom
playlists for in-store play. Audio Electronics sells and installs
music services to a variety of restaurant chains, including Crack-
er Barrel and Shoney’s.

In other news MP3.com is launching a division to focus on Asian
operations. The company is looking to combine local-language sites
with digital music content and services specific to Asian markets. Erik
Newton and Sean Kuane have been named GMs for Asia. Based in San
Diego, they report to executive VP of sales and marketing Steve
Shiener, COO Derrick Oien, and CFO PPaul Quyang,.

YOUNGER PLAYERS DRIVING SALES IN THE GAMES MARKET

(Continued from preceding page)

overall market and 29% of the GBC
market.

“Kids age 5 or 6 now want games,
so the | video-game] entertainment
market has shown real diversity in
targeting younger age groups,” says
Cole.

Kaplan says the shift to a younger
audience for video games also means
the online sales market is likely to
become an increasingly more impor-
tant fuctor in game sales.

“The purchase decision-maker is
often the parent, who finds the online
shopping environment non-threaten-
ing and a good place to get good infor-
mation on our titles,” he says. “The
click-and-mortar sites like the toys-
rus.com and amazon.com joint ven-
ture, wal-mart.com, and Kmart’s blue-
light.com are becoming good
extensions of the brick-and-mortar
retail stores.”

THE YEAR AHEAD

Looking ahead, Barnett-Von Kortf
sees 2001 as a potential blockbuster
for kids’ multimedia. “Sony should
close the gap to catch up PlayStation2
[PS2] production with demand, and
new platform debuts by Nintendo’s
Game Boy Advance [GBA]in late
spring, Microsoft's Xbox in early fall,
and Nintendo’s GameCube before
[vear’s end] should add new excite-
ment to the children’s entertainment
market overall,” she predicts.

Based on this sampling of new titles
due the first half of the year, the kids’
multimedia market should continue its
solid growth in 2001, analysts say.

Acclaim Entertainment has “Mary-
kateandashley: Winner's Circle,” an
action-acdventure game for girls 6-11,
due out this month on both GBC and
on PSX. And BAM! Entertainment
released “The Powerpuft Girls Battle
Him” in late January, the third GBC
title based on the Cartoon Network
series.

Disney Interactive is offering one
of the youngest-targeted titles with
“Disney’s Winnie The Pooh ‘Baby,” a
PC game for kids aged 9-24 months,
due this month. Also on tap for the PC
are “Disney’s Tigger Activity Center”
and “Disney’s Tigger’s Honey Hunt
3D Adventure,” both due in March.

Hasbro Interactive will have “Nick-
toons Racing” for ages 6 and up on
PSX later this month. Due in March is

i

Not Quite The Last In Line. Ronnie James Dio stopped by Rolling Stones

“NASCAR Racing” for ages 6 and up
on PSX, which is similar to the sue-
cessful PC version based on the Fox
Kids TV show released last Novem-
ber.

Humongous Entertainment has a
pair of CD-ROMs for the Mac and PC,
“Spy Fox: Operation Ozone” for ages
5-10, due in May, and “Ireddi Fish In
The Case Of The Creature Of Coral
Cove” for ages 3-8, due in June.

Infogrames’ [-Stars label released
“Bugs Bunny & Taz Time Busters,”
licensed from Warner/Looney Tunes,
in early January for both PSX and the
PC. “Sheep, Dog 'n Wolf” is due later
this spring on PSX.

Knowledge Adventure and Simon
& Schuster Interactive debut “Sabri-
na, The Teenage Witch: A Twitch In
Time” for girls 9-11 on PSX this
month. It’s based on the TV show and
features the voice of star Melissa Joan
Hart.

Konami of America has “Dance
Dance Revolution,” for PSX this
month; “Monster Force” for PXS in
March, licensed from Universal Stu-
dios and featuring Frankenstein und
Dracula as kids; and “Woody Wood-
pecker Racing,” also from Universal,
for DC in March.

Lego Software, formerly Lego
Mediy, has “Lego Island 2: The Brick-
ster's Revenge” (the sequel to the
best-selling “Lego Island”) for ages 6-
12. It’s due in April on PSX, GBC, and
PPC and in September on GBA.

Due this fall is the first Hary Pot-
ter title, “Lego Creator Harry Potter”
for ages 6 and up on PC; “Lego Racers
2" for ages 6 and up on ’C, GBA, and
’S2; “Lego Bionicle: The Legend Of
Mata Nui” for ages 8 and up on PC;
and “Lego Bionicle: Tales Of The
Tohunga” for ages 8 and up on GBA.

Lucas Learning will launch “Star
Wers Super Bombad Racing” in April
for PS2.

NewKidCo's first-quarter releases
include “Sesame Street Sports: The
‘S’ Games” for ages 3-6 on PSX and
GBC and “Goofy’s Fun House” for
ages 6-12 on PSX.

Ubi Soft Entertainment has a
quartet of new titles, with “Rayman 2
Revolution” for PS2, just released;
“Jungle Book Rhythm ‘N Groove” for
PS2 and “Inspector Gadget: Opera-
tion Madkactus” for GBC, both
licensed from Disney and both due in
March; and “Batman Chaos In
Gotham,” licensed from Warner for
GBC, due in April.

BELGIUM’S SONICA EXPANDS

(Continued from page 43)

market evolution. Undoubtedly, the
reorganization of 40 stores into one
chain will be of benefit for the Bel-
gian industry. I remember that
|Eric Machtelings’ grandfather]
Georges Machtelings used to have
arecord store in Brussels called ‘Le
Roi Du Disque’ [ The Record King];
well, believe me, they are the rec-
ord kings.”

“We're happy overall to hear that
Soniea will clear out the situation at
HVH, which was far from being
healthy,” adds Stéphane Debande,
sales director at Universal Music
Belgium. “Those are spacious shops

-music hypermarkets—which
needed [more] animation, commer-
cial action, and a big range. Sonica
is by far the most important part-
ner for both major and independent
labels. For us, they have been a reli-
able partner with whom we have a
good understanding.”

Records in Norridge, lll., when he was in the Chicago market recently to pro-
mote his latest album, “Magica,” on Spitfire Records. Pictured, from left, are Ben
Perkins, video buyer for Rolling Stones; Dio; Doc Bersman, night manager; Jim
Muellerleile, ADA sales representative; and Dio’s drummer, Vinny Appice.

Product in Extrazone outlets will
be competitively priced, aiming to
be just under those of rival music
chains, such as the French-owned
FNAC and the Dutch-owned Free
Record Shop; the latter is consid-
ered by Sonica as the main com-
petitor for the new chain.

Sonica is currently equipping and
refurbishing 22 stores that will be-
come Extrazone outlets during this
month; the last of the 18 HVH
stores will be ready by April. The
former HVH stores are generally
larger than the new chain’s other
outlets and are located in out-of-city
sites, operate on Sundays, and otfer
CDs, computer hardware, books,
and telephone products. “Those
stores will need a different ap-
proach. [They| allow us to assess
another segment of the market,”
says De Braekeleer.

Aside from the Extrazone shops,
which will operate under the direct
management of Sonica, the compa-
ny also owns multimedia, CD, and
video aceessory distributor Dis-
coservice and 13-strong audio/video
hardware chain Videosquare in
Flanders, the French-speaking part
of Belgium.

The expansion of Sonicu’s record
retailing business puts the compa-
ny in direct competition with some
of its distribution clients, but De
Bruaekeleer is convinced that both
operations will be able to coexist.
“We have put things straight to our
clients, and we don't foresee any
major problems,” he says. Sonica’s
rackjobbing and wholesaling activ-
ities, with total annual sales of 3 bil-
lion Belgian franes ($70 million),
accounted for around halfl of the
group’s overall turnover in 2000.
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Music Network Said To Be Shopping For Dutiets;
Madden Leaves Trans World; Sony To Skip NARM

HE MARKETPLACE is charning
with a lot of activity at all levels of
music retail sales and distribution.

First off, the word on the street is
that Music Network, the Norcross,
Ga-based 50-unit record chain, is look-
ing at something that could double the
size of the chain. One of the things said
to be under the company’s microscope
is a portfolio of 50-60 Wherehouse
Entertainment stores in the South-
eastern part of the U.S.

Music Network is trying to es-
tablish itself as the urban music-based
chain, and if such a deal is completed,
it would likely change the genre mix
of those stores.

Mike Goldwasser, co-owner of
Music Network, declines to comment
on the possibility of « Wherehouse
deal. “We are looking at a lot of differ-
ent things,” he says, dismissing farther
questions. Wherehouse executives
didn’t return calls seeking comment.

While sources indicate that the
perusal of the Wherehouse stores is
definitely occurring, it is indeed not
the only deal that Music Network is
considering. Other sources indicate
that Music Network is looking at
acquiring a small chain, with some-
thing like 10 stores or less.

Still others wonder if Music Net-
work is talking to National Record
Mart (NRM). The Pittsburgh-based
chain fell behind in its holiday product
payments, and, while the majors are
still selling to the chain on a c.o.d. basis,
supposedly Bill Teitelbaum, NRM
chairman, has told the majors it is
engaged in discussions with three suit-

ors to either invest in the chain or buy
it. Teitelbaum couldn’t be reached for
comment.

Informed sources eliminate Trans
World Entertainment and Where-
house from the possible suitors, but
some wonder if Teitelbaum is explor-
ing the possibility of selling off part of
the chain to someone like Music Net-
work in order to alleviate its cash-flow
problems, a tactie that he used when
he sold a 20-store portfolio to
WHSmith in 1992, the last time the
chain was in a credit crunch. But any

RETAILF
TRACK

by Ed Christman &

talk about a Music Network/NRM
deal is lubeled as pure speculation.

SPEAKING OF WHEREHOUSE,
the company had a small downsizing
at its headquarters Jan. 31, letting go
about 20 employees, including a cou-
ple of buyers, sources say. In other lay-
off news, Alliance Entertainment
Corp. let go about 15 employees at its
Coral Springs, Fla,, facility in late Jan-
uary. Company executives couldn’t be
reached for comment.

lN A SURPRISE DEPARTURE,
Michael Madden, president/COO of
Trans World Entertainment, abrupt-
ly left the chain Feb. 5. Madden, who
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joined the company at the end of Sep-
tember 1999 from Toys “R” Us, had
overseen the day-to-day operation of
the Albany, N.Y.-based chain. Compa-
ny executives had no comment on the
departure, other than to report that
chairman/CEQO Bob Higgins would as-
sume Madden’s responsibilities.

FOR THE RECORD: New Media
Concepts, the company begun by for-
mer Virgin Entertainment Group
head honcho Ian Duffell, closed its
doors at the end of December. The
company’s concept of building stores
that carried in-store CD manufactur-
ing kiosks ran into the same problem
that everyone else trying to plow that
market has encountered: not enough
major-label music has been turned
over to give viability to the concept.
Also, sources say that TVN Enter-
tainment pulled out from its invest-
ment in the company. Duffell couldn’t
be reached for comment.

WHEN THE National Assn. of
Recording Merchandisers (NARM)
convenes for its annual convention
March 11-14 in Orlando, Fla., Sony
Music Distribution will once again be
absent from the proceedings (Bill-
boardBulletin, Jan. 26). Prior to for-
mally pulling out, the major was
involved in 11th-hour negotiations, try-
ing to get the trade association to drop
its unfair competition lawsuit, which
was filed in February 2000. The com-
pany boycotted last year’s convention.

This past January, both sides were
waiting on a decision from the judge
overseeing the matter; and it became
clear it was unlikely that a decision
would be rendered in time for Sony to
attend. So Sony apparently tried to
get NARM to drop the lawsuit, but
NARM stuck to its guns and said it
would only drop the lawsuit if a set-
tlement could be reached in writing.

Sony wouldn't agree to that. Sony
Music Distribution chairman Danny
Yarbrough said Sony would like to
attend Narm to support its account
base, but it can’t go with that lawsuit
decision still outstanding.

PRESS REPORTS appearing else-
where that Warner Music Group
(WMG) is contemplating selling its
distribution company and manufac-
turing plants are premature. With the
America Online merger, WMG exec-
utives were given the mandate to look
for ways to cut overhead, and as part
of that mandate, everything under the
sun has been or is being discussed.
While no decision has been made, it
is highly unlikely that the company
would sell off its distribution arm, as
that would result in the company’s
labels giving up control of their des-
tiny to some other major distributor:
On the other hand, look for WEA to
restructure once the WMG employee
buyout has been completed. With a
shrinking account base and market
share concentrating in a small number
of super accounts, WMG officials
believe that distribution has to
become more marketing-oriented.
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Arhoolie’s Gollection Of Puerto Rican Music
And Other Early-20th-Gentury Treasures

THE GOOD OLD STUFF: The
other day, as we were preparing to
sit down and write this column, one
of our colleagues beckoned us over
to his cubicle for a blood-curdling
listening experience.

Handing over a jewel box, he
nodded to the CD player on his
desk. The album package bore a
photograph of a young, attractive,
grave-looking co-ed quartet clad in
some kind of extraterrestrial-look-
ing outfits. It was easy to under-
stand why the foursome appeared
to be so glum: Judging from their
music, the group members had
been raised on an exclusive diet of
late-"70s Euro-disco.

How grotesque.

A seemingly endless flow of
product like this—and that’s what
it is, product, not music—has led to
a significant change in Declarations
of Independents’ listening habits of
late. As the major labels engage in
an apparent competition to manu-
facture the crassest and most soul-
less prefabrications imaginable, we
turn with increasing frequency to
the music of the past—often the
distant past, before sound was even
recorded electrically.

Some of this is the result of sim-
ple revulsion in the face of too
much bad new music. Some of it
may be a side effect of what could
be termed Ken Burns syndrome,
since the documentarist’s recent
PBS film “Jazz” sent us—like many
in this country—back to some of
the most antique jazz in our collec-
tion. Some of it is the product of
reading Gary Giddins’ fascinating
new biography of Bing Crosby.

So we've been spending a lot of
time lately with music that origi-
nally appeared on 78 rpm discs.

The biggest revelation we’ve had
lately came as a result of listening
to Arhoolie Records’ incredible
compilation “Lamento Borincano—
Puerto Rican Lament: Early Puer-
to Riecan Music 1916-1939.” The
two-CD, 50-track collection, edited
by Arhoolie’s Chris Strachwitz
and annotator Cristébal Diaz
Ayala, is scheduled for release Feb.
27, with Koch International han-
dling distribution.

The project is an extension of
Strachwitz’s ongoing fascination
with arcane Spanish-language
music; Arhoolie has led the way in
documenting classic nortenio styles.
But, even for someone who has
heard that musiec, the stuff on
“Lamento Borincano” comes as a
shock to the system.

The striking music on the col-
lection was a product of a great
migration of Puerto Rican work-
ers to this country after the Jones
Act of 1917 granted American cit-
izenship to island nationals. In
New York, a cottage industry
developed as U.8. labels began to
record Spanish-language records
by Puerto Rican groups perform-
ing music from their homeland for
transplanted jibaros. As the notes

DECLARATIONS |
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point out, these records combined
formal European-style dance
music with earthier folk forms,
some of which borrowed the
rhythms of Caribbean neighbor
Cuba.

Arhoolie’s amazing package com-
piles a trove of beautiful and unbe-
lievably rare plenas, boleros, sons,
danzas, and other traditional musical
forms. (Listening to these sides, one
wonders with amazement where col-
lectors like Strachwitz manage to dig
up music of such obscurity.) Just the
names of the performers alone have
a poeticring: Canario (who recorded
the collection’s titular lament), Los
Reyes De La Plena, Grupo Aurora,
Los Jardineros, Sexteto Flores.

Hearing these long-ago tunes,
with their robust vocals, keening
horns, and sprightly string ensem-
bles, one can’t help feeling re-
freshed and enchanted. Just as
“Buena Vista Social Club” awak-
ened an interest in classic Cuban
son, “Lamento Borincano” could
excite a taste for impassioned
Puerto Rican song of another time.

It’s worth noting that the Ar-
hoolie set sports unbelievably
clean, crisp sound, with restora-
tion performed by George Mor-
row.

Morrow is one of those unsung
heroes of musical preservation. For
years he has operated a San Mateo,
Calif.-based label, the Old Masters
(TOM), devoted to old-time Amer-
ican music.

We cherish our green-vinyl TOM
LP of music by Emmett Miller, a
'20s minstrel performer who influ-
enced everyone from Bob Wills to
Hank Williams. Recently, several
TOM CDs fell into our hands.
Among them were a pair of dises
devoted to the sweet-voiced '20s
vocalist Mildred Bailey, now the
subject of a new Mosaic Records
box; a trio of releases compiling the
music of Frank Trumbauer, the
early saxophone star and partner
of cornet luminary Bix Beider-
becke; and a set by Charlie Pal-
loy, a forgotten crooner who played
guitar like the great Eddie Lang.

The TOM discs (which are dis-
tributed by City Hall Records in
San Rafael, Calif.) will, like the
Arhoolie compilation, blow away
those millennial evil-music blues.

FLAG WAVING: “Slider,” the
debut solo album by former Amer-
ican Musie Club multi-instrumen-
talist Bruce Kaphan, features
pedal-steel guitar playing with a
difference.

The record, due Feb. 27 from

Sausalito, Calif.-based Hearts of
Space, is a far cry from the kind of
performances one associates with
classie country-music steel virtu-
0s0s like Pete Drake or Speedy
West. And that, says Kaphan, was
the point.

“Your typical pedal steel solo album
is usually going to be some sort of
exposition of chops,” says the Bay
Area musician. “It ends up being
some kind of a résumé, and that was
not the intent here.”

“Slider” was conceived as a set
of “ambient excursions for pedal
steel guitar.” The idea was formu-
lated by Hearts of Space principal
Stephen Hill, who had English

steel player B.J. Cole in mind for
the project.

Cole was unavailable, but Hill
never abandoned the concept. In
discussions with Oakland-based
producer Doug McKeehan—who
had used a banjo player on a
Hearts of Space album by Pak-
istani vocalist Shafqat Ali Khan—
Kaphan'’s name came up. Hill and
Kaphan—a fan of forward-looking
steel men like Cole and Greg
Leisz—discussed the notion, and
“Slider” was born.

Kaphan—who has worked with
artists ranging from R.E.M. and
Jewel to John Lee Hooker and
David Byrne in recent years—
plays virtually everything on the
album. It was cut at his home stu-
dio in Niagara Falls, N.Y.

“One of the limitations I put on
myself was I wanted the process to
be as expedient and as streamlined
as possible,” Kaphan says. “I want-
ed to energize the production
process ... As I was getting the
ideas, I was recording them.”

The result is a simultaneously
dreamy and vigorous collection
that utilizes the steel’s broad sonic
palette in an ambient matrix. “Slid-
er” has more to do with the self-
consciously utilitarian and ghostly
“Music For Airports” of Brian Eno
than with anything Nashville has
ever offered.

Kaphan recently taped a “living
room concert” for the nationally
syndicated radio show “Echoes,”
which will air shortly. He says he
hopes to tour in support of “Slider”
—preferably with a band that plays
to “an audience that’s not just
interested in what kind of belly-
button ring the singer has.”
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Dnline Radio The Focus Of Increased Business Activity

This issue’s column was prepared
by Steve Tratman.

WITH INDUSTRY Internet
research indicating that the num-
ber of Web users who access
streaming-media content through
software from the likes of Real
Networks and Microsoft is grow-
ing in size (Billboard, Jan. 20), an
increasing number of companies

%%

are starting to ramp up their pres-
ence in the online radio market-
place.

Broadeasting giant Clear Chan-
nel Communications recently dis-
played some of the strongest
interest in radio via the Internet
when Kevin Mayer, CEO of the
company’s Internet division,
announced it is formulating a
strategy for launching 1,142 sta-
tions on the Net. That effort
includes the testing of five of

' Clear Channel |
Cummumcatimq

TRAFFIC TICKER
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Clear Channel’s Bay Area outlets
on the Internet radio tuning serv-
ice iM Band from Sonicbox (Bill-
board, Feb. 10).

But Clear Channel is hardly
alone in attempting to build busi-
ness around online radio. Here’s a
sampling of what -else is happen-
ing in the marketplace:

* ClickRadio, an Internet radio
service that offers more than 40
genre-themed stations, soft-
launched back in September 2000
with Digital Millennium Copy-
right Act royalty agreements
with Universal, BMG, and Warn-
er. The company says it expects to
have deals in place soon with Sony
and EMI.

The company has agreements

with computer manufacturers
Gateway, Micron, Dell, and Sony
to bundle its tuner software on
CD-ROMs packaged with their
computers and says it is adding
1,500 new users a day from its
inclusion in Gateway systems
alone. The company has also cut a
deal with Blockbuster to distrib-
ute 3 million ClickRadio CD-
ROMs.

“As of early February, we had
more than 120,000 users, up from
30,000 in mid-December,” reports
marketing VP Jim L'Heureaux.

L'Heureaux says each partner
will get a “registration bounty”
for users it helps sign up. Click-
Radio expects to have “hundreds
of thousands” of users by midyear
and plans to have strong demo-
graphic data to offer advertisers
as it attempts to sell 30- and 60-
second audio ads.

¢ Hispanic Broadcasting re-
cently signed a co-branded radio
agreement with Latin music site
Batanga.com to feature content
from Batanga as one of the offer-
ings on Hispanic’s Net Mio site.

Batanga, which recently cele-
brated its first anniversary in the
Webcasting business, claims more
than 300,000 listeners per month
and features 16 channels of Latin
music genres/formats totaling
2,600 hours of music a week.
Channels include rock en espanol,
Latin lazz, dance/techno, salsa,
and hip-hop. New offerings such
as techno salsa, vallenato and
cumbia, trovadores, and rock of
the ’80s are slated for launch in
2001, according to co-founder Luis
Brandwayn.

All channels are driven by
requests, with the audience sub-
mitting more than 4,000 votes a
day on what music they like and
don’t like.

e Multicast Technologies (MCT),
another Internet radio company, is
targeting college campuses to pro-
vide Webcasting services for its
stations. Negotiations with Vir-
ginia Tech, the University of
Maryland, Memphis University,
the University of Central Florida,
the University of Connecticut
(Stamford), Oregon State, and
Ohio State are under way, MCT
executives say. The company says

it has an agreement in place with
the Recording Industry Assn. of
America to pay all royalties on any
music not licensed to MCT.

LIVE COM

* Radiowave.com, an Internet
radio network that provides
streaming-music programming,
recently added Rolling Stone
Radio to its growing list of affili-
ate sites, a group that includes the
Susquehanna Radio broadcast
station group, ArtistDirect, MSN
Chat, Blue Note Records, Astral-
works, and Alligator Records.

Marketing VP Berry Meyer-
owitz reports that the company
streamed more than 1 million hours
of programming over its network
and reached more than 500,000
unique listeners in December.

* Live365—an Internet radio
network comprising 23,000 indi-
vidually operated Web radio sta-
tions—is branching out to include
private label partners too, with
the labels and Live365 sharing
revenue from the stations. The
company recently signed its first
private-label Webcasting deal
with nothing records, Nine Inch
Nails front man Trent Reznor’s
label.

e MusicMatch, a digital-juke-
box-software company, introduced
its own streaming radio product,
MusicMateh Radio, last Novem-
ber, and in the first four weeks
logged more than 100,000 play
hours to the top station alone,
according to CEO Dennis Mudd.

The new radio service is a key
feature of the new Jukebox 6.0
software that blends unique per-
sonalized technology with a data-
base of more than 100,000 audio,
video, and music downloads.

e MTVi Group has entered into
a license and marketing agree-
ment with Universal Music Group
(UMG) to use UMG artists’ music
on its radio.Sonicnet online radio
feature. As part of the deal, UMG
will collaborate with MTVi on
marketing services and market
research initiatives.

* Barnesandnoble.com relaunched
its own Internet radio feature, B&N
Radio, at the end of last year in con-
nection with partner RadicAMP.
(RadioAMP powers a similar
radio offering for CDnow.) B&N
Radio increased its channel offer-
ings from 16 to 140 radio stations,
with formats ranging from rock
to jazz and classical. Listeners
can preset five favorite stations
that will be stored in memory and

reactivated each time the player
is launched. Additionally, B&N
Radio features five-minute sam-
ples from more than 400 audio-
books.

“We saw a tremendous response
in increased usage when we
added more stations,” says
Daniel Blackman, VP of music,
video, and software at Barne-
sandnoble.com. “The powerful
factor of it is it’s a powerful appli-
cation beyond our site. So the
consumer can be on some other
part of the Web, but the listener
still has a persistent connection
with us.”

WINDOWS STREAMS THE
GRAMMYS: Through Feb. 25,
WindowsMedia.com is offering free
streams of music videos from 2001
Grammy nominees at WindowsMe-
dia.com/preview/Grammys/
grammysalt.asp.

Featured nominees and cate-
gories are Madonna (record of
the year, best female pop vocal
performance), Christina Aguil-
era (best female pop vocal per-
formance, best Latin pop album),
Toni Braxton (best female R&B
voeal performance), Papa Roach
(best new artist), Faith Hill (best
female country vocal perform-
ance, best country album), Radio-
head (album of the year, best

Billboard.

BLACKMAN

alternative music album), Creed
(best rock performance by a duo
or group with vocal), Lenny
Kravitz (best male rock vocal per-
formance), Jill Scott (best new
artist, best female R&B vocal per-
formance, best R&B album), and
Oscar De La Hoya (best Latin
pop album).

Also featured are interviews
with such nominees as Destiny’s
Child (album of the year, best
R&B performance by a duo or
group with vocal) and Eminem
(album of the year, best rap
album, best rap solo performance,
and best rap performance by a
duo or group).
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VEIL Technology Debuts During “Millionaire’ Gommercial Break

BY STEVE TRAIMAN

A wireless technology that can
turn a VCR remote, handheld com-
puter, or mobile phone into & device
that can read encoded messages on
TV shows may also have applica-
tions for the home-video and game
markets.

VILIL, or Video Encoded Invisi-
ble Light, was first showecased dur-
ing ABC’s “Who Wants to Be a Mil-
lionaire” as part of a national
promotion for AT&T Wireless and
Ericsson mobile phones.

The promotion involved a VEIL-
encoded commerecial that allowed
viewers with a game player to win

prizes during the top-rated show.
“Although this promotion occur-

T hm "T“CVE

TECHNOLOGIES

red via a broadeast TV,” says St.
Louis-based VEIL co-founder/
CEO Ted Koplar, “the same event
could have taken place through a

videocassette, DVD, or pay-per-
view.”

For the Ericsson promotion,
more than 100,000 replicas of & new
Ericsson mobile phone were sent to
consumers, who were alerted to
watch “Who Wants To Be A Mil-
lionaire” on a specific day and time.
They were told to point the phone
at the TV during an AT&T/Eries-
son commercial and hit a button to
activate the VEIL signal encoded

in the ad. They were then told if

they had won the $1 million grand
prize. Certain participants won
other monetary amounts or dis-
counts off the purchase of the new

Just How Good A Year Was It For DVD?
vsnA/Adams Media’s Numbers Are In

AKING ITS PLACE: According to year-end sules
figures released by the Video Software Dealers
Assn. (VSDA) and Adams Media Research, DVD
represented almost 20% of retail home-video sales
in 2000, an astonishing total for a 3-year-old format.

Using its VidTrac data, VSDA estimates that
total video rental and sales hit nearly $24 billion in
2000, a 2% increase over 1999 and a record for the
industry.

VidTrac puts retail revenue from VHS rentals at
$7.7 billion and DVD rentals at $570 million. From
January to December, the DVD rental share
increased from 4% to 12%.

Sell-through VHS sales jumped 27%, from $9.26

them to sponsor events, special seminar sessions, or
other marquee events.

What Advanstar won’t do is merge with the adult
show or overlap with the Consumer Electronics
Show. At the January show, VSDA and the Con-
sumer Electronics Show (CES) overlapped for three
days.

“The adult show will always be marketed as a dif-
ferent show, but it serves a need for the overall
industry, because many retailers rely on it for prof-
itability,” says Orr. “The mainstream video industry
has to have an industry event, but we have to serve
both sides of the video wall.”

Next year’s convention, though, will most likely
take place the three

cording to Adams. But
DVD revenue jumped
269% to just over $4 bil-
lion.

The top moneymak-
ing title of 2000 was
“The Sixth Sense,”
which took in $126 mil-

billion in 1999 to $11.67
billion last year, ac- Pl TUHE

lion in VHS rentals and
$9 million in DVD
rentals.

In spite of such rosy
results, attendance at VSDA’s recent trade show
wasn’t so hot, unless you’re in the adult business.
Show director and producer of Advanstar's Home
Entertainment Kvents Kimbirly Orr says that more
than 17,000 consumers and industry members
attended the Adult Video Expo, including some
11,000 who purchased $15 day passes.

On the mainstream side of the hall, only 5,930
attended the VSDA trade show, down 3% from the
summer show, while trade attendees at the adult
show numbered 6,728. But Orr downplays the low
attendance numbers. “It’s not all doom and gloom,”
she says, “but people get so hung up on the num-
bers.”

Orr points out that while traffic on the exhibit floor
was slow, the confab has evolved into “an event for
attendees to meet and conduct serious business.”
And the serious business she’s talking about is tak-
ing place in rooms off the exhibit floor. She says that
meeting-room bookings increased from 31 to 68 over
last year and that 50%-60% of those who rented a
meeting room have signed up again for the 2002 con-
vention.

Instead of trying to get large studios back on the
exhibit floor, Orr says, Advanstar will encourage

by Eileen Fitzpatrick

days following CES,
with the adult show
beginning a day early,
to take advantage of
CES’ adult activities.

D EALS, DEALS,
DEALS: Consumers
who purchase a new
DVD player from
Samsung will get a
coupon booklet for
RentMyDVD.com.
The Web site offers a library of 11,000 movie, music,
and game discs. The booklet contains 30 two-for-one
coupons that are good through Dec. 31.

The producers of “Music In High Places” have
inked a worldwide deal with Image Entertainment
to distribute the program on DVD and VHS. The
program, which follows musicians on their exotic
vacations, has been airing on DirecTV since last
October. Additional details about the show can be
found on the Microsoft Network, at musicin
highplaces.msn.com. Street-date and pricing infor-
mation about the series have not been determined,
but a portion of proceeds will benefit the Grammy
IFoundation. Vacations profiled include Alanis
Morissette at the Navajo Nation, Brian McKnight
in Brazil, Wynonna in Italy, and LeAnn Rimes in
Mexico.

BBC GOES DIGITAL: “Absolutely Fabulous” and
more than 70% of the BBC Video catalog will be
released on DVD this year, according to the suppli-
er. “Ab Fab” will be released on three discs in March.
Consumers who purchase the set get a two-hour
bonus disc. The price for the set hasn’t been
announced.

Ericsson mobile phone advertised
in the commercial.

“Through post-promotion track-
ing, the bottom line for this test was
that consumers were extremely
interested and excited to use inter-
active technology in order to par-
ticipate in a game to win cash
prizes,” says account supervisor
Erik Williams of the marketing firm
Impirie-Chicago, which ran the
Eriesson promotion. “With the abil-
ity to adapt the

DBS, or home video, it is unique in
that it can’t be stripped from the
broadcast signal and can survive
video recording and digital com-
pression,” he says. “It also has
international capabilities across
multiple platforms, such as NTSC,
PAL, and SECAM, which makes it
ideal for future home-video appli-

cations.”
The technology also can be used
to connect the TV to the Internet,
using a decoder

VEIL technology
to other entertain-
ment media plat-
forms, we would
explore promotion
opportunities to
offer a similar inter-
active experience
to consumers.”
Koplar notes that
the VEIL decoding
device is relatively
inexpensive and

‘Consumers were
excited to use

interactive
technology to
participate in a
game to win cash
prizes’

placed inside a Web-
enabled  mobile
phone or handheld
computer that can
receive and down-
load encoded mes-
sages from the TV
data stream.
Koplar  offers
other examples of
how VEIL might
apply to the home
entertainment mar-

can be customized
for any company. For DVD and
VHS tapes, the promotional mes-
sage is encoded on the product at
the manufacturing plant.

“The video and DVD home enter-
tainment possibilities for VEIL are
varied, and we've made presenta-
tions to some of the major home-
video players and are close to
announcing a few deals,” Koplar
says. “We hope to have some tests
within this year but know that new
ideas take a while before they are
accepted.”

According to Koplar, the technol-
ogy is similar to that of vertical
blanking interval (VBI), which is
used to encode programs for the
hearing impaired. But, Koplar says,
that technology is limited.

“While VEIL is similar to VBI
in that it can be encoded and
transmitted via broadecast, cable,

ket, such as a brand-
ed credit-card sized device that
could be used by retailers for cus-
tomer loyalty programs. The device
would download and store points
for each video rented by consumers,
which could then be redeemed for
merchandise. The retailer could
also download film trailers or dis-
count offers right onto the loyalty
card, which could be played back on
the customer’s TV.

Toys could also be designed to
optically decode the VEIL signal
from their companion videocassette
or DVD. Unlike that of other game
systems, VEIL's technology is
wireless and would enable children
to interact with the toy by popping
in the tape or DVD anywhere,
rather than disconnecting and re-
connecting the wires of a game con-
sole when they are at a friend’s or
relative’s house.

Match This
Number
and Win!
'000000000”

AT&T Wireless and Ericsson mobile phones used the VEIL technology to turn
their commercial during “Who Wants To Be A Millionaire” into an interactive

sweepstakes game.
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$1 million at suggested retail for nontheatricai titles. © IRMA piatinum certification for a minimum sale of 250,000 units or a dollar volume of $18 million at retail for
theatrically released programs, and of at least, 50,000 units and $2 million at suggested retail for nontheatrical titles. © 2001, Billboard/BPI Communications.
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- MERCHANTS & MARKETING

Home Video

Berenstain Bears, Powerpuff Girls, The Disens Return

GRIN AND BEAR IT: Believe it
or not, enduring franchise the Beren-
stain Bears marks its 40th anniver-
sary this year, and Columbia TriStar
Home Entertainment is getting
ready to celebrate.

The supplier, which began distrib-
uting videos from the series in 1999,
will release a second wave of prod-
uct March 6. Previously, Berenstain
videos were available through Ran-
dom House Home Video.

Two new volumes, “Making
Friends Everywhere” and “Bears
To The Rescue,” will bring the total
number of titles distributed by
Columbia TriStar to eight. Each of
the new titles has a running time of
approximately 36 minutes and con-
tains three different episodes that
teach kids some useful life lessons in
an entertaining fashion. Retail price
is $9.95 each.

Random House, which continues
to publish the Berenstain Bears
books, is hooking up with Columbia
TriStar for a cross-promotion to tout
the new videos and a new parenting
guide.

The special Random House
Berenstain booklet, called “Parents’
Guide,” offers advice to moms and
dads in dealing with everyday fami-
ly issues and refers readers to help-
ful corresponding Bears videos. The
booklet will be packaged with each
of the March releases.

Stan Berenstain, who writes and
illustrates the books with help from
his wife of 53 years, Jan Berenstain,
and their sons, Michael and Leo,
says it was Dr. Seuss himself,
Theodor Geisel, who was the cata-
lyst for turning the Berenstain Bears
into a franchise.

Geisel, in fact, was the editor of the
Berenstains’ first children’s book,
“The Big Honey Hunt.” The book
featured the Bear family—Mama,
Papa, and two kids—which mirrored
the Berenstains’ own household.

“When we were coming out with
the second book, ‘The Bike Lesson,’
[Geisel] suggested tagging it with
‘Another adventure of the Beren-
stain Bears,’ ” says Berenstain.

The series has proved to be peren-
nially popular, with sales now

exceeding 260 million books. The
Berenstain clan continues to produce
10 new books a year.

In the mid-"80s, the Berenstain
Bears became an animated TV
series, airing for three seasons on
CBS’ Saturday morning lineup and
spawning some prime-time TV spe-
cials. The video series is culled from
the weekly TV show.

Stan Berenstain, who says that he
and Jan have had “a lot of creative
control” over the television versions
of their books, is pleased with the
new video promotion.

“The advantage of video is that it’s
a lot of fun—all you have to do is sit
back and enjoy,” he says. “The ad-
vantage of the books, of course, is
that you have to learn to read.”

‘We might do longer
segments and might
tackle more-
complicated
subjects—drugs,
smoking, etc.’

- STAN BERENSTAIN -

He says that negotiations are
under way to bring the Bears back
to TV with all-new episodes, which
will mean new videos down the line.

“We might do longer segments,”
he says, “and might tackle more-
complicated subjects—drugs, smok-
ing, ete. We like |our work] to be of
some use to somebody.”

According to Berenstain, the
secret of the Bears’ popularity is sim-
ple. “Parents like them because
[they]help them raise their kids,” he
says. “And kids like them because
they're funny.”

P.S.—MORE PBS: Also upcoming
from Columbia TriStar are two new
“Dragon Tales” videos, based on the
hit PBS animated preschool series.
“Keep On Trying” and “Let’s Play
Together” come to stores March 6, at

by Moira McCormick

a price of $12.95.

Another PBS preschool series,
“Zoboomafoo,” will see two new
video releases March 20, via PBS
Kids Home Video/Warner Home
Video: “Sense-Sational Animal
Friends” and “Look Who's Home!”
Both are priced at $14.95.

G IRI, POWER: Kindergarten
superheroines the Powerpuff Girls,
whose witty and irreverent animat-
ed series airs on Cartoon Network,
will be back on video (and DVD) via
Warner Home Video.

Two new episodes, “Boogie
Frights” and “Twisted Sister,”
debut on VHS April 3 for $14.95.
Plus, “The Mane Event” will be
released on DVD, offering never-
before-seen episodes, video biogra-
phies, character commentaries,
interactive games, and the very
first Powerpuff Girls cartoon, all for
$19.98.

In addition to running broadcast,
print, and online ad campaigns,
Warner will be teaming up with
Dairy Queen (DQ) to push the new
titles.

The ice eream chain is touting the
new releases in $300,000 worth of TV
ads, inserting $1 video coupons in up
to 1 million DQ kids’ meal bags, giv-
ing away videos in more than 6,000
store locations, and providing in-
store signage. Plus, each video will
be packed with more than $15 in sav-
ings coupons for DQ menu items.

Other extras in “The Mane
Event,” which is the second Power-
puff Girls DVD, include Shonen
Knife’s music video “The Powerpuff
Girls,” a Web-enabled DVD-ROM,
and an alternate-angle version of the
original cartoon, which was created
by Craig McCracken.

Warner Home Video president
Warren Lieberfarb has promot-
ed five executives in its sales and
marketing departments, includ-
ing 15-year veteran John Quinn.

Quinn, who began his career at
Warner as director of national
accounts, has been promoted to
executive VP, supply chain man-
agement and logistics. In his new
position, he will be responsible
for manufacturing, distribution,
vendor management, inventory
systems, and customer service.

Thomas Lesinski has been
moved up to executive VP and
GM, U.S., with responsibilities
for sales, marketing, finance,

a Warner Home Video Execs Are Promoted |

administration, and operations.
Lesinski has been executive VP of
worldwide marketing and devel-
opment.

Stephen Nickerson will also be
taking on the new duties as VP of
sales, covering all U.S. operations.
Nickerson joined Warner last year
as VP of DVD worldwide market-
ing following executive posts at
Toshiba America Consumer Prod-
ucts.

In the marketing department,
Mark Horak has been promoted to
senior VP of worldwide marketing
after serving as senior VP of U.S.
marketing. He will be in charge of
all video product, as well as pay-

per-view and video-on-demand
activities.

Horak will be replaced by
Mike Saksa, who has been pro-
moted to VP of U.S. marketing
operations. Saksa has been VP of
marketing since 1998. Saska will
oversee all creative services and
consumer promotions for all
Warner product lines.

Horak reports to executive
VP and GM of North America
and Australia Jim Cardwell, as
does Lesinski and Quinn. Saksa
and Nickerson report to Lesin-
ski.

All promotions are effective
immediately. EILEEN FITZPATRICK

ENGLAND SWINGS: Those
globe-trotting twins Mary-Kate and
Ashley Olsen, who most recently
took a tour of Paris in last year’s top
kid video title of the year, “Passport
To Paris,” take in the sights of Eng-
land’s capital in their new direct-to-
video feature, “Winning London.”
Available March 27 through Dual-
star Home Video/Warner Home
Video, the title is priced at $19.96.
In addition, their Australian
adventure, “Our Lips Are Sealed,”
will be available on DVD for the first
time, priced at $24.98. The title was
released on VHS last November.
Extras on the “Our Lips Are

Bilboard.

Sealed” DVD include an intro by the
twins, a behind-the-scenes featurette,
feature-length commentary by Mary-
Kate and Ashley, a “fun with fashion”
segment featuring styles from the
show, and footage of the girls climb-
ing the Sydney Harbor Bridge.

To support the Olsen releases,
Warner is providing retailers with
custom header cards on merchandis-
ers in configurations of 18, 24, 36, and
48 units. Plus, Warner will be adver-
tising via electronie, print, and online
media.

Expect more Olsens mania this
spring when the twins debut their
own line of clothing at Wal-Mart and
launch their own magazine in March.
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Children’s Entertainment

EXPANDED MERCHANTS & MARKETING SECTION

Teen Sensations’ Gareers Benefit When Kids’ Stations Play Videoclips

BY CATHERINE CELLA

In a sense, children have enjoyed
music videos ever since Disney’s
Silly Symphonies and Warner’s
Looney Tunes. Only recently, how-
ever, have MTV-style videos begun
airing on kids’ TV.

Pop music can now be found every-
where—from PBS’ new image spot of
toddlers hip-hopping with the likes of
Barney and Elmo to the Learning
Channel’s airing of Joe Scruggs’
videos to the Kids’ WB! series “Gen-
eration O!,” featuring animated music
videos of Letters To Cleo songs.

Perhaps most significant is music’s
growing presence on the power-
house kids’ networks Nickelodeon
and Disney Channel. For Disney, it
all began four years ago.

DRIVEN BY KIDS

“For 14 years, the Disney Chan-
nel was a general entertainment net-
work that was mostly acquisition-
driven and had programming for
kids and for adults,” notes VP of
alternative programming Tina
Treadwell. “Then, four years ago, we
became kid-driven.”

Having a core audience of 9- to
14-year-olds whose main interests
are musice, sports, and pop culture
changed everything, she says. “We
were the first network to craft music
specials for kids,” observes Tread-

well. “And since our kid-driven for-
mula meant that teens were the
stars of all our programming, the
concert series was retooled. Instead
of artists like Kenny Loggins in
‘Going Home,” ‘In Concert’ would
star the likes of LeAnn Rimes and
Jonny Lang. That time was really

CHANNEL

l

the beginning of young artists taking
the forefront. It was kismet.”

Now, music videos are used as
interstitials on the commercial-free
network, as they are on Nick-
elodeon. Nearly 1 million kids a
week vote at Nick.com for their
favorite music videos.

“Qur core demographic is 6- to 12-
year-olds,” says Nickelodeon direc-
tor of talent relations Shelly
Sumpter. “So we really try to keep
things current. We do a lot of re-
search with kids on what is relevant
in their lives. As music becomes
more relevant to our audience, we've

incorporated it more on the air.”

VIDEO CONTENT IS KEY

What’s relevant to kids, however,
isn’t always what’s right for them.
Music-video director Nigel Dick—
who'’s worked with such preteen mar-
ket artists as Britney Spears, Back-
street Boys, and ‘N Sync—says he
considers the acts’ young audience
when making the videos.

“What artists want to do and
what is best for their careers are
not necessarily the same thing,”
says Dick. “So, it’s my job to take
an artist like Britney and make
sure what she wants to do is palat-
able to the people in her market.”

It’s a balancing act, he says,
between artists’ instincts and “think-
ing about how many people are going
to see the video and what conclusions
they may draw.”

These conclusions are the concern
of execs at both Disney and Nick-
elodeon. “All videos go through our
standards and practices and are
carefully monitored for content,”
says Sumpter, noting that Nick-
elodeon has premiered videos for
Baha Men (“Who Let The Dogs
Out”) and Leslie and Aaron Carter,
siblings of Backstreet Boy Nick.
Treadwell points out the value of the
Disney’s screening process in pre-
senting music videos to kids. “Most

parents of our age demo aren’t com-
fortable with their kids watching
music TV networks, which may
have inappropriate images or
lyries,” she says. “So we created a
window for kids to tap into what'’s
cool but is still responsible. Parents
rely on the Disney brand.”

‘AARON’S PARTY’ ON TOP

Record companies increasingly rely
on Disney and Nick to air their music
videos and say that recuts—for safe-
ty, sex, or violence—are worth the
targeted exposure. Niki Benjamin, in
video promotions at Jive (three Back-
street Boys DVDs, “Aaron’s Party
(Come Get It),” and, just out, “Brit-
ney In Hawaii: Live And More” and
“ ‘N Synec: The Making Of The Tour”)
says the broadcasts “definitely” bring
more mainstream success.

“They played a very integral role in
breaking Aaron Carter,” says Ben-
Jjamin. “His Disney special and expo-

sure on Nickelodeon brought him to
the teenage audience and helped him
achieve platinum status. It’s great
because kids can relate to somebody
who's actually their age, as opposed to
dealing with more-advanced subject
matter before they’re ready for it.”

Before radio was ready to play
“Aaron’s Party,” the video was the
top Snick video pick four weeks in a
row, kicking off singles sales and the
12-year-old’s career. Other acts are
benefiting, too. After Nick’s 2000
Kids Choice Awards, all performers
saw a rise in sales, including Mandy
Moore at 67%, 98° at 40%, and Jessi-
ca Simpson at 37%.

No wonder music is increasing on
Nick—beginning with “Kenan &
Kel” including concerts and music
videos and now the “Taina” series—
and Disney, with its four-tier system.

“Music videos allow us to have a
daily music presence on the channel,
the series’ needle drops allow us to
have a weekly presence, the original
movies allow us to have a monthly
presence, and the concert specials
allow us to have a quarterly presence,”
explains Treadwell. “So we have music
by the day, week, month, and quarter;,”
she continues. “Music videos allow us
to keep that flow happening.”

As to why it is happening, the
answer is simple. As Treadwell
declares, “Kids love music.”

Billboard.
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Children’s Entertainment

Kids’ Product Gontinues Pushing Home-Video Sales While DVD Is On The Rise

BY DEBBIE GALANTE BLOCK

Children’s entertainment continues
to be the bread and butter for many
home-video companies. That is undis-
puted for VHS, and, although this mar-
ket has been a slower mover in terms
of DVD, the format gained momentum
in 2000 and is not expected to let up in
2001, since even more day-and-date
titles are being delivered.

Direct-to-video programming con-
tinues to gain momentum as well, and
some say consumers will soon become
familiar with the term “direct-to-
DVD.” Building up franchises to
encourage viewer loyalty is also key
here. For example, Mary-Kate and
Ashley Olsen are burning their trail
with titles such as “Our Lips Are
Sealed” (already on VHS, but debut-
ing on DVD this spring from Warner
Bros.) and “Winning London,” debut-
ing in March.

One trend that will continue for
children’s programming in 2001 will
be the leap of characters from TV to
feature films, and ultimately to video.
The Rugrats from the series of the
same name are a good example.

“Branding is extremely important
in children’s programming,” says
Martin Blythe, Paramount Home
Video VP of publicity. “Paramount is
fortunate to be distributing the Nick-
elodeon brand. These titles, although
they can pull in the entire family, are

focused on the kids and fun, not nec-
essarily educational, concepts.”

The “Pokémon” movies on Warner
Home Video and “The Powerpuff
Girls” film in theaters (Warner Bros.)

TELETUBBIES

are other examples of TV program-
ming being picked up for feature
films. Video programming from pop-
ular TV shows such as “Barney” and
“Teletubbies” will often be original
material rather than just releases of
previously viewed shows. While that
trend began at least five years ago, it
becomes more evident each year.
With greater DVD-player pene-
tration resulting from Christmas 2000
and the release of Sony’s PlaySta-

tion2—which also plays DVDs—the
format’s future is promising, but most
home-video entertainment companies
say not to expect anything overnight.

“I expect the family genre will be
the last market to go DVD. It's price-
sensitive. If you're buying a feature,
you're likely to look for a product that
offers the greatest longevity. But, in
terms of children’s programming,
price is likely to drive the purchase
instead,” says Chad Kime, marketing
manager of Pioneer Entertainment.

That said, titles such as Columbia
TriStar’s “Stuart Little” as well as
Disney’s “Toy Story 2” and “Tarzan”
made the top 10 sell-through-DVD
list last year. In 2001, “Rugrats In
Paris: The Movie” (Paramount) and
“Dinosaur” (Disney) are likely to set
the DVD charts ablaze.

Several sources do emphasize that
children’s DVD is still in its infancy,
and 2001 is likely to be an education-
al year for parents.

“Consumers understand the con-
cept of added-value programming for
adults. They are not quite as sure of
family product yet,” says Kelly Soot-
er of DreamWorks Home Entertain-
ment. “Families are so conditioned to
look for the movie only [that] when
queried about children’s titles, par-
ents and caregivers told us they did-
n’t even realize there were other
activities in addition to the movie on

KITTY GILL'S
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Here's a rousing collection of songs by Kitny Gill that kids will want to listen to over and over (and their par-
ents won't mind). Called Secret Door. it pulls us into the magic and sometimes mystifying world of childhood.
Some songs ("Horse and Me") celebrate young passions: others ("It's OK to be Angry") tap into the emotional
roller coaster of childhood. Secret Door will make listeners dance, and sing....and think.

-Offspring Magazine (reviewed by Jane Margolies)

As vou walk through Kitty Gill's Secret Door. prepare 10 be charmed. Gill, a New Yorker with 20 years of song-
writing for children under her belt. knows just what keeps preschoolers and primary graders enchanted. Honey-
sweet melodies and vivid lyrics are a big part of Secret Door s appeal. but Gills's secret weapon (if you ll for-
give the expression) is one Pixie Sage. Voiced by Gill herself and sounding as completely darling as a character
is legally permitted to sound. the endearingly klutzy sprite sings solos and-duets with Kitty: provides comic
relief, and in general wins over anyone who listens. Secret Door delights in the magic of childhood. which it
evokes effectively. At the same time Gill addresses some litile-kid issues as well. particularly in “It’s OK 10 be
Angrv. " With any luck. this delectable. disarming album won't remain a secret for long.

-Family Fun Magazine (reviewed by Moira McCormick)

CHECK OUT HER WEB SITE ; AT WWW.PIXIESAGE.LOM

the disc. As a result, we are putting a
large sticker on the front of the pack-
age, which lists the movie, games, and
activities included as a way to get par-
ents into the mind-set that DVDisan
all-in-one entertainment product.”
How many extra features are real-

POKEMON

ly necessary on preschool product?
That is up for debate. Many sources
feel the under-5 set is more interest-
ed in watching the movie over and
over and doesn’t want to see extra
features anyway.

“We are trying to deliver at least
one hour’s worth of content on a
DVD,” says Alexander Drosin, exec-
utive VP/GM, Golden Books Family
Entertainment. “We have to be care-
ful about the balance and what is
delivered on the DVD. How much
more money should you spend put-
ting on another game, when all the
child really wants is to watch the
movie?”

Others disagree. “On most of our
classics releases, we put out a stan-
dard version and a deluxe collector’s
version. This allows us to customize
the added-value bonus materials for
each market. The collector’s version
usually has things like added com-
mentary and behind-the-scenes
footage. On family titles, we usually
cater more to things of interest for
general audiences,” says Bob Chapek,
president of Buena Vista Home
Entertainment.

“‘Stuart Little’ was so jampacked
with extras that we couldn’t release
wide-screen and full-screen on the
same disc. We released two SKUs
instead of compromising any of the
value,” says Suzanne White, VP of
marketing at Columbia TriStar Home
Video.

Not surprisingly, Chapek is very
enthusiastic about DVD. “The family
titles are doing extraordinarily well
on this new format,” he says. “We
believe the marketplace has now
moved past the early adopter phase
to the growth phase. And, as a result,
we have seen a lot more families tak-
ing advantage of the technology.”

All individuals who were inter-
viewed by Billboard say that although
VHS is not “sexy” to talk about, it
pays the bills. Sooter thinks that
although everyone is jumping on the
DVD train, it's important not to neg-
lect VHS, which is still driving 80% to
90% of the market.

“We have to be careful not to accel-
erate VHS business decline. We need
to follow the music industry, which
has had the cassette and CD business
co-existing for several years,” she
says. DreamWorks had recent
VHS/DVD successes with “Chicken

Run,” “Joseph: King Of Dreams,” and
“The Road To El Dorado.”

Chapek says he expects “the VHS
market to be flat to slightly down
year to year. You'll see that the DVD
market will more than make up for
any potential erosion in VHS. It's
exploding. All of our research sug-
gests that the people buying DVDs
are doing so with an ineredible
appetite.”

Popcorn nights in front of the TV
with the whole family may be plenti-
ful in 2001 with hot movie titles—both
theatrical and original—expected.
Disney will offer up “Dinosaur” as
well as “Lady And The Tramp II:
Scamp’s Adventure” on VHS and
DVD. Two “Pokémon” and two
“Sailor Moon” titles will come from
Pioneer on VHS and DVD, while
“Speed Racer” will make its DVD
debut.

What about preschool product on
DVD? Disney has been conservative
up until now, although Chapek says a
title like “The Tigger Movie” was a
natural for DVD and has sold
extremely well. However, Lyrick Stu-
dios has been very aggressive here. By
the end 0f 2001, the company will have
six “Barney” videos on DVD. “Bar-
ney—Let’s Go To The Zoo” will debut
this fall on VHS and DVD. Other titles
from Lyrick will be VHS-only, includ-
ing “Happy Valentine'’s Day, Love Bar-
ney” and “Barney’s Musical Castle.”
Lyrick was among the first in the mar-
ket with children’s DV Ds, and group
VP of marketing Sue Beddingfield
says, “We're really to the point [where]
we need to let the market catch up
with the product we have.”

Columbia TriStar debuted “Dragon
Tales” in August 2000 with three titles
on VHS and one on DVD. Three titles
from “Bear In The Big Blue House”
are also available on DVD. But new
“Bear,” “Dragon Tales,” and “Beren-
stein Bears” volumes coming in the
first half of this year will be on VHS
only. “Buddy” and “The Second Jun-
glebook: Mowgli & Baloo” will arrive
from Columbia on DVD, however.

From Warner Home Video this
March will come a direct-to-video title
called “Go! Exercise With The Tele-
tubbies” and programming from
“Zoomafoo.”

From Golden Books, which has had
great success with “Rudolph The
Red-Nosed Reindeer” and “Frosty
The Snowman” on DVD and VHS,
will come a collector’s edition DVD of
“Felix The Cat” and two other Christ-
mas titles not yet announced. Golden
Book classic fairy tales will be
released on three separate VHS titles
and potentially on DVD, according to
Drosin.

Other titles expected this year
include “Rugrats In Paris: The
Movie” from Paramount, “Maisy
ABC” and “Maisy Springtime” from
Universal, “Digimon: The Movie”
from Fox, “The Little Vampire” from
New Line, four Howdy Doody titles
and a “Davey & Goliath” title from
Image Entertainment, and “Teddy
Ruxpin: The Movie,” a full-length ani-
mated feature based on the children’s
toy of the same name from EnterTech
Home Entertainment.
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RECORD BUYERS IN U.K. GETTING STIFF ONCE MORE

(Continued from page 43)

Union Square was formed just over
ayear ago by managing director Peter
Stack, who held the same role for 10
years at the similarly themed MCI
(Music Collection International). Dis-
tributed by BMG in the U.K., Union
Square has a network of European dis-
tributors that include edel in Benelux,
edel Contraire in Germany, and Show-
time in Sweden.

At Union Square, says Stack, “we
have a team of people who've been in
the reissue business for many years,
and the core team were all with me at
MCI, so we do have a long track record
in this area. We started talking over a
year ago about the Stiff catalog. We sat
down with the current owners, the ZTT
Group, and put together our plans.”

As Stack points out, some of the
copyrights for the better-known
names in the original Stiff roster have
moved on to other labels or to the
artists themselves. Certain material
by Elvis Costello, Madness, Nick
Lowe, the Damned, and Ian Dury &
the Blockheads is not part of the deal.
(It was Lowe whose “So It Goes”
launched the label, with the catalog
number BUY 1, Aug. 13, 1976.) But
that still leaves a wild and wonderful
panoply of material from the label that
embraced such punk spirits as the
Adverts, the Members, and the Plas-
matics; superior pop operators such as
Kirsty MacColl, Lene Lovich, and Any
Trouble; and great British eccentrics,
from Max Wall to Jona Lewie.

Wreckless Eric, aka Eric Goulden,
whose retrospective contains his
anthemic “Whole Wide World,” as well
as such other favorites as “Take The
Cash” and “Reconnez Cherie,” has
worked closely with Union Square on
his set and contributed notes to it, as
did BBC Radio 1 presenter Annie
Nightingale.

Eric speaks fondly of the label’s
chaotic early days—before, as he puts
it, Stiff became more commercially
conscious and “mutated into some-
thing wholesome.”

“At the start, it was absolutely fan-
tastic,” he says. “In 1976, everybody
said the streets of London were paved
with musicians. I'd been at art school in
Hull, and I just moved there and
worked in a lemonade factory for a
while to pay off my debts. It was a
very apocalyptic kind of thing. I read
about Stiff one Friday lunchtime in
Melody Maker and thought, ‘That
sounds great.’

“I gave my notice, made a demo
with a cassette player, and took it into
Stiff,” Eric continues. “They’d just
signed the Damned, and they were all
sitting in there, so I gave the tape to
this big bloke who turned out to be
Huey Lewis, who was in a band called
Clover. Nick Lowe saw me. He
thought I had charisma; he thought I
was the weirdest person he’d ever
seen. I was too nervous to stay, but he
listened to it, came rushing down the
stairs, and made [ Stiff co-founder] Jake
[Riviera] listen. By this time, I was on
the 28 bus. It took them two days to
find me.”

Eric says that Riviera, a former
road manager—as was co-founder
Dave Robinson—brought a dangerous
edge tothe early Stiff. “He moved the
world slightly,” he says. “All those slo-
gans, ‘Reversing into tomorrow,” ‘Surf-
ing on the new wave,” and ‘If it ain’t
Stiff, it ain’t worth a fuck'—people got
arrested for wearing that T-shirt.”

Says Stack, “We exhibited at [last
month’s] MIDEM, and we featured a
Stiff promotion on the stand. The
response was incredible. There’s so
much nostalgia and goodwill towards
the label. We had some [buttons] made
up with the old ‘If it ain’t Stiff” slogan,
and as you can imagine, they were
rather popular. A lot of people from
Europe were coming up and saying
they used to distribute this stuff the
first time around.”

Union Square is using many of the
original Stiff graphics for the reis-
sues, which in the U.K. will all retail
at the low end of the budget scale at
about 7 pounds each (just over $10).
The next artist compilations, due in
April, will feature Tenpole Tudor and
Rachel Sweet. Stack says early
enthusiasm for the campaign extends
to retail heavy-hitters such as HMV
and Virgin.

Inspired by the new compilation,
Eric is planning a London gig for
March 23 and has also cut a version of
Dury’s “Clever Trevor” with the
Blockheads for an upcoming tribute
set to the late Dury. Back in England
for the last three years after living in
France for nine, Eric is happy to see
his catalog in sympathetic hands.

“Whole Wide World’ was on [Vir-
gin’s] ‘The Best Punk Album In The
World. .. Ever! Volume 2, which must
be the worst album title ever,” he says.
“It’s been covered and covered, that
song. The Lightning Seeds did it as a
B-side, and the Monkees did it on their
comeback album.

“You could do a whole album called
‘The World Of “World” —there’s one
from Italy, a Swiss one, a German one.
And a great version,” he concludes
with a flourish, “by a band from Okla-
homa called Pat Dull & His Media
Whores.”

AUSSIE COUNTRY

(Continued from page 45)

The overseas success of Urban,
Chambers, and O’Neal has infused the
sector with new confidence. “The
newer acts that are coming through
are more savvy about marketing and
of such opportunities as Internet pro-
motion and co-writing sessions,” says
CMAA CEO Meryl Gross.

Gross, who took over the CMAA
helm in 1999 after heading ABC Music,
has been attempting to break down
major urban media and retail indiffer-
ence to country music, while expanding
corporate sponsorship. To that end, last
October she shifted the CMAA’s base
from Tamworth to Sydney. “We have
business partners based in primary
cities, and we need to be there with the
main players,” she explains. “We've rec-
ognized that country music has grown,
and we have to grow with it.”

The country music sector is gener-
ally estimated to account for 8% of the
Australian music industry’s $650 mil-
lion Australian annual sales ($364 mil-
lion). However, the actual growth of
the country music sector in the past
year is difficult to gauge, as there are
no official statistics.

Explains Gross, “Part of the prob-
lem is the argument as to what actual-
ly constitutes a country record. But it’s
harder still to gauge sales and
turnover because many country
records are sold at the venue by the
artist.”

Update

—

LIFELINES

S

BIRTHS
Girl, Cordelia Po, to Veronique and
Jeff Gibson, Dec. 22 in New York.
Father is CEO/co-owner of Other
Music and Omplatten Records.

Boy, Jonah Evan, to Samantha and
Fred Schwam, Jan. 30 in New
York. Mother is senior VP of
finance for Atlantic Records.

Boy, Cristian Anthony Muniz, to
Dayanara Muniz and Marc An-
thony, Feb. 5 in New York. Father
is a recording artist.

MARRIAGES
Holly Davis to Marcus Carter,
Dec. 2 in Los Angeles. Bride is
president of Agency West. Groom
is a manager.

DEATHS

Iannis Xenaxis, 78, of natural
causes, Feb. 4 in Paris. Xenaxis
was a composer who relied on
elaborate computer models and
other scientific methods to create
such works as “Pithoprakta,” for
trombones, strings, and percus-
sion (1957); “Eonta,” for brass
quintet and piano (1963); “Nuits,”
for chorus (1967); and the lauded
“Pleiades,” for percussion sextet
(1978). Xenaxis was trained as an
engineer and architect and was
often criticized for having “no
ear.” His works have been
recorded by such labels as Mon-
taigne, Hyperion, and Wergo. He
is survived by his wife and a
daughter.

Alan Pariser, 64, of head and neck
cancer, Jan. 28 in Santa Monica,
Calif. Pariser was a founder and
organizer of the 1967 Monterey Pop

Festival, along with the late Benny
Shapiro and Lou Adler. He also
founded the album package design
company Camouflage Productions
with Barry Feinstein and Tom
Wilkes. Among its many well-
known covers are George Harri-
son’s “All Things Must Pass,” Ringo
Starr’s “Ringo,” and the Rolling
Stones’ “Beggars Banquet.” Paris-
er later became an artist manager
and worked with Delaney & Bonnie
and the Average White Band. He is
survived by his sister. In lieu of
flowers, the family requests that
donations in Pariser’s name be
made to the Musicians Assistance
Program, 817 Vine St., Hollywood,

Calif. 90038.

James Louis “J.J.” Johnson, 77,
of an apparent self-inflicted gunshot
wound, Feb. 4 in Indianapolis. John-
son, a jazz trombonist and compos-
er, had been suffering from prostate
cancer. Beginning his career with
swing bands before turning to be-
bop, Johnson came to redefine the
trombone’s role in modern jazz. He
performed with the likes of Charlie
Parker and Miles Davis, in addition
to recording under his own name
for Verve, Savoy, and other labels.
He is survived by his wife (see
story, page 11).

CALENDAR

FEBRUARY

Feb. 10, Do It Yourself In Film, Music, And Books,
Hollywood Roosevelt Hotel, Los Angeles. 323-860-
9076.

Feb. 20-22, Mobile Beat D) Show & Conference,
Tropicana Hotel, Las Vegas. 716-385-9920.

Feb. 20-22, REPLItech North America, Los Ange-
les Convention Center, Los Angeles. 800-800-5474.

Feb. 21, Copyright And Trademark Seminar, pre-
sented by California Lawyers for the Arts, Ken Edwards
Center, Santa Monica, Calif. 310-998-5590.

Feb. 21, 43rd Annual Grammy Awards, Staples
Center, Los Angeles. 310-392-3777.

Feb. 22-25, By:Larm Convention, Tromso, Norway.
47-2335-6096.

Feb. 24, How To Start And Run Your Own Record
Label, presented by Revenge Productions, New York-
er Hotel, New York. 212-688-3504.

Feb. 25, Music Career Expo And Job Fair 2001,
Hynes Convention Center, Boston. 617-747-8970.

Feb. 26, Brit Awards, Earls Court 2, London. 44-
207-851-4001.

Feb. 27, 41st Edison Music Awards, Amster-

CHINA’S LIVE ACTS INVIGORATE SCENE

(Continued from page 43)

lenges as in years past. Although
many restrictions are still in effect,
overall, significant progress has
been made in opening up the cul-
ture, and officially sanctioned sta-
dium rock concerts are being held
across the country. They include the
first ever New Music Festival in
Xinxiang, Henan, that took place
May 1998, and the first large-scale
rock concert in 10 years permitted
in Beijing, which took place Sep-
tember 2000.

A key organizer of last Septem-
ber’s event, drummer Zhao Mingyi
of rock act Black Panther, said that
China has started to display an in-
creasingly tolerant attitude toward
live rock performances, as long as
the artists don’t do or say anything
politically inflammatory onstage.
This has major positive implications
for the future of the performance
market in China.

Many obstacles, however, still
stand in the way of the develop-
ment of that market. These, argues
Beijing DJ and longtime rock con-

cert organizer and promoter Zhang
Youdali, include the overall small
number of music-industry profes-
sionals in the areas of technical
expertise, advertising, and promo-
tion and concert production. “Mak-
ing a club-size show work is one
thing,” he says, “but putting on a
professional stadium-sized concert
is quite another.”

Dai notes that this problem is
compounded when sponsors for
large shows—often companies look-
ing to use the concert as a means of
raising brand awareness—“aren’t
really interested in the quality of
the music. They are often unwilling
to pay for adequate equipment,
lighting, and professional sound
engineers because they don’t see
any direct benefit to themselves.”

Dai continues, “Chinese musi-
cians welcome foreign acts because
they will raise the standards in
every aspect of live performance,
and this will be of great benefit to
the development of the music
industry.”

dam Convention Factory, Holland. 31-35-6254422.

MARCH

March 2-4, Building A Songwriting Career Sem-
inar, presented by the Songwriters Foundation and
the Songwriters Guild of America, French Quarter
Suites, Memphis. 615-329-1782.

March 3, 37th Annual Cinema Audio Society
Awards Banquet, Sheraton Universal Hotel, Uni-
versal City, Calif. 818-752-8624.

March 4, Juno Awards, Copps Coliseum, Hamil-
ton, Ontario. 416-485-3135.

March 6, The Digital Download: Public Access
In A Digital World, presented by the Consumer
Electronics Assn., the Mayflower Hotel, Washing-
ton, D.C. 323-650-1328.

March 11-14, 43rd Annual National Assn. 0f
Recording Merchandisers Convention And Trade
Show, Orlando World Center Marriott, Orlando, Fla.
856-596-2221.

Submit items for Lifelines, Good
Works, and Calendar to Jill Pessel-
nick, Billboard, 5055 Wilshire Blvd.,
Los Angeles, Calif. 90036, or E-mail
Jpesselnick@billboard.com.

\ GOOD WORKS

FIGHT AGAINST CANCER:
The Kristen Ann Carr Fund’s
Eighth Annual Winter Semi-For-
mal is set to take place Feb. 24 at
the 200 Fifth Club in New York.
The evening will include dinner,
dancing, a raffle, and a silent aue-
tion. Sponsors include Bruce
Springsteen, Shania Twain, MTV
Networks, Sony Music Entertain-
ment, and Mercury Nashville
Records. Tickets can be purchased
at sarcoma.com and are available
for $95 until Feb. 15. From Feb. 16-
23, the price will be $105 per ticket.
They can also be purchased the
night of the event for $120. Pro-
ceeds will be donated to the Memo-
rial Sloan-Kettering Cancer Center
to benefit sarcoma programs. Con-
tact: Juliana Plotkin at 718-522-
7171, ext. 35.
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STORE SUPPLIES HELP WANTED
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Creative Sound
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FOR SALE

CD Security Keepers
6 X 6 w/sensormatic tags
Upt0 65,000-.25 each
David (520}977-3691

HIPHOP & BLUESCD’s
MANY RECENT & KNOWN ARTISTS
Factory sealed — upto $16.98 list.
$1.50each — 125 asst.perbox
Boomerang Music Recyclers
David (520)977-3691

REAL ESTATE

' House w/recording studio in Miami

2,663 sq. ft. home including a 350 sq. ft. con-
trol room & glass partitioned studio (w/o re-
cording equip.}). 3 Bdr 3 Bth, screened/
heated poot and Jacuzzi on a corner lot in
exciusive Miami Lakes $275K. Call
Fernando Montilla @ 305-596-6847. fax
305-270-1878.

Get the facts on Unlimited Storage for
CDs, DVDs, LPs, Video Tapes, LaserDiscs,
Cassettes & A/V Components.
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MUSIC
PRODUCTION

KINGDOMCHILD ENTERTAINMENT

Production - Choreography - Artists
Layin" down the hottest tracks including hip-
hop, pop, r&b, ballads, reggae. christian con-
temporary/rap, and more. Work for hire or
contracted. Kingdomchild atyour service.

Phone GM Productions:
(253)941-4689
Email: kingdomchild@pocketmail.com

The Computer and POS Solution
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+Chains +Independents «One-Stops
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RecordTrak

inventory Management

For Record Stores
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Looking for a
record deal ??

Getting signed is very hard to do. But we will
get the record deal you are looking fort Guar-
anteed Service. Call now to receive your

FREE information.

'I" I' Talent 2000
800-499-6395

SPECIALTY STORE SERVICES

e CD-DVD Browsers CD-DVD "
e NModular Storage Gabinets
e Video Merchandisers

e P.O0.P Displays

e Custom & Stock Signs

e CD Repair Systems

e Security & Surveillance Systems

e Free Store Planning
We Ship World Wide - Se Habla Espafiol

Call For Free 162 Page Idea Packed Catalog (Ask for #732)
1-800-999-0786

MUSIC MERCHANDISE

Wind-up Records

Director of Sales

N.Y.C. record label seeks
director of sales. Position involves
domestic and international sales
duties, including solicitation, set-up
and sell-through of all new releases
with our distributors and accounts
Responsibilities include devel
opment of sales forecasts, informa-
tion analysis, management of ac-
count advertising budgets, liaising
with distribution and super serving
the account base. Frequent travel
necessary. Computer proficiency re-
quired. E-mail or fax resume with
salary history to:

dgraham@wind-upent.com
212-251-0779

THE D.J. AND MUSIC SOURCE SINCE 1975 WWwWW.rockandsoul.com

ROCK AND SOUL

462 7th Ave., New York, N.Y. 10018 (212) 695-3953/ Fax (212) 564-5358

MUSIC DEPT.: D.Js HEAVEN - THE LARGEST SELECTION OF 12" VINYL L.P's.
CD's and CASSETTES » DISCOUNT PRICES!
PRO D.J. DEPT.: MIXERS + AMPS » SAMPLERS » TURNTABLES +» CARTRIDGES
EQ's * DRUM MACHINES = SPEAKERS « CASES « MULTI-TRACKS

Midnight Sun Management
seekscharismaticfemale
singer to front popular
east coastband
TIN PAN ALLEY
If you have starpower
we havegreat payinggigs
onthe books.
610-566-6777

NOW ON THE WEB
BILLBOARD

CLASSIFIEDS

www.billboard.com
for more info call: 800-390-1489

MUSIC MERCHANDISE

ROYALTY PAYMENTS

SALES REP

Major independent record label/
distributor seeks in-house Sales Rep.
Must have existing sales relationships
& account prospecting is essential ex-
cellent communication skills as well
as strong computer skills, able to work
independently while being team
player. Competitive salary & benefits.
Fax resume & cover letterto:
(212)921-3756

VIDEOS & BOOKS
MUSIC RELATED BOOKS. CLASSIC & UNUSUAL
VIDEOS YOU WON'T FIND ANYWHERE ELSE!

$ Royalties $

Access Your Future Now!
Granite Capital Corp.

GOTHAM DISTRIBUTION CORP. Call now 800-326-9520

1-800-4-GOTHAM ¢ FAX: (610) 649-0315
2324 Haverford Road ® Ardmore, PA 19003

MUSIC & MORE

Savvy SENIOR level negotiator - 3 to 4 years
experience in licensing music, clips, etc. for ex-
panding rights clearance agency. We license
rights for music, film & TV clips. photos,
celebritiesetc. Smallcompany.

Fax resume to BZ/Rights at:(212) 924-2525

education and popular music.

Full-time Faculty Position

Berklee College of Music
Voice Department
Professional Performance Division

Fro Since 1945, Berklee College of Music has been making history in the world of
i music. The largest independent music college in the world and the first to combine

Now Accepting Applications for

Responsible for teaching all levels of private instruction, recital preparation,
vocal labs and ensembles in the R & B and jazz idioms. Courses will include
X Vocal Styles Lab-R 7 B; Vocal Style Lab-Jazz; Improvisation Labs; Live

e Background Singer Vocal Labs; Studio Labs for Vocalists and Rhythm Section

- awilable positions, go to: wiww.berklee.edu. EOE

; ;: Groove Ensembles. Responsible for developing materials for the voice curricu-
o - lum, particularly related to the pop, rock, R & B and jazz idioms as they apply
—— o to private lessons, vocal labs, and vocal ensembles. Other duties to include
Nt rehearsing, performing and organizing departmental concerts, and representing
— Berklee at a variety of recruitment events. This is a nine-month appointment,
= s beginning on September 1, 2001.
- “_Q Qualifications:
- p— Requires Master’s degree or equivalent professional experience. Extensive
o~ performance studio experience as a vocalist of vocal styles, and in writing and
= g, arranging particularly in R & B, pop, rock and jazz. Working knowledge of
L e improvisational skills, sound equipment and vocal effects, as well as familiarity
= with synthesizers and other musical equipment. Experience in teaching master
" classes, performing ensembles and private lessons, and good piano accompani-
e ment skills in contemporary styles.
=gl Please send application letter, resume, two letters of recommendation and CD(s) and/or
o cassette(s) featuring yourself as a performer to:
= T_, Voice Faculty Search
P c/o Professional Performance Division
e Box 135
= S Berklee College of Music er ee
E —— 1140 Boylston Street, Boston, MA 02215
= For more details on the above, and a complete listing of COLLEGE OF MUSIC
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HELP WANTED

HELP WANTED

Responsibilities will include:

and backcatalog product. Travelrequired.

® Minimum of 3 years sales experience.

o Strongcomputer skillsapius.

® Abletoworkindependently asa memberof ateam
® Mustbe aself-starter with superior communication and presentation skills.

Regional Sales Representatives

Leadingindependent distributor seeks experienced regionalindependent sales representatives

Managing existing and ongoing sales relationships, account prospecting and sales of new release

Successful candidates will meet the following requirements:

Positions are available in the following territories:
Midwest, Northeast, Northwest, S

theast and the South t.

Please send resumeand cover letter (with territory of interest)to:
Billboard Magazine Classified Response Box 674
770 Broadway NewYork,NY 10003

L N

%W

% Smithsonian Folkways Recordings
MARKETING DIRECTOR

Indie labei in Washington DC seeks experienced Marketing Director for N. America. Must
have passion and integrity, along with proven track record in executing comprehensive
marketing campaigns inciusive of sales, publicity, radio, internet, and advertising compo-
nents targeting retail, direct mail, and mail order consumers.

Visitwww.sihr.si.eduto view full position description and application procedure
Vacancy #00MA-1402 or phone (202) 275-1089, TTY (202) 275-1110
Applications mustbe received by February 16,2001
The Smithsonian Institution is an Equal Opportunity Employer

CATALOGBUYER

International music buyer based in
South Florida seeks proactive & experi-
enced buyer to purchase new releases and
catalog items. Position reguires constant
contact with record labels. content devel-
opment and marketing experience. Candi-
date must be a team player, have ex-
tensive knowledge of international and
World music, (especially originating from
France and Mtaly}, and possess adequate
computer skills (including database man-
agement experience). Position offers com-
petitive pay, medical and dental plan, paid
holidays and opportunity for growth.

Pleaserespond witha
cover letterand resume.
Billboard Magazine
770 Broadway
Classified Response Box 675
NewYork,NY 10003

Director of Business Affairs

Director of Business Affairs will be re-
sponsibte for drafting all contracts. Strong
negotiating skills a must, with outstanding
organizational, written and oral communi-
cation skills essential. Duties to include
advising senior management on all legal
aspects of music publishing business with
broad knowledge of copyright law and
music business required. Law degree pre-
ferred; very experienced paralegal may be
considered. Position reports to senior
management

Sendsalary history,resume,and

references with coverletter to:

HR Recruiter
741 Cool Springs Blvd
Franklin, TN 37067.
See www.providentmusic.com
foradditional information.

Sales Representative

Caribbean music distributor seeking tele-
phone sales representative. Candidate
must have 2 + years prior sales exp
strong knowledge of Soca and Reggae
music. Strong communication and com-
puter skills preferred. Pay commensurate
withexperience.
Please faxresumeto:(718)425-1188
Attn:Sales Department

INTERN WANTED

Billboard's New York office is
looking for an organized, de-
tail-oriented intern to assist the
Special Events department.
Knowledge of Microsoft Word a
plus. Internship is non-paying
andfor college creditonly.

Call 646.654.4660

ADMIN ASST/SECY FOR PARTNER
ATENTERTAINMENT LAW FIRM

Exper'd MS Office Applications, Internet
Applications, Detail Oriented, Energetic,
Self-starter, highly organized, Typing 70+
Dictaphone, OT. Computer Proficiency a
Must. Prior experience in copyright and
royalties preferred. but not required.
Faxresume to:212-262-5022 Attn: SM
orE-mailresumesto:

smayzus@entlawfirm.com

VOLUNTEERS
WANTED

If you're goingtobeinthe
Miami area from April 21
through April 27 and would
like to volunteer forthe

Billboard Latin Music
Conference & Awards
pleasecall
646.654.4660

IF YOU HAVE A PROFESSIONAL
SERVICE YOU'D LIKE
THE MUSIC INDUSTRY
TO KNOW ABOUT
CALL BILLBOARD CLASSIFIED TODAY
1-800-390-1489 FAX: 646-654-4698

SERVICES

production
cA covers
image scanning
sales material
Aigital vetouching
1ogo Aesign
complete pre-press
packaging
and lots of

othev cool studd

FOIRN

mada design, inc.
630 third avenue
new york ny 10017

B tel: 212.499.0500
fax:212.499.0501
www.madadesign.com

PUBLICITY
PHOTOS

B&W
8x10's
500 - *80
1000 - *108
B&W
POSTCARDS
500 - *65.00

Other sizes & caior available
Prices Include Typesetting &

oot s | TSI

’
1867 E. Florida St.. Suite BB
’ Springfield. MO 65803
Toll Free 1-888-526-5336

PIC \TI"RFS www.abcpictures.com

SOMETHING HAPPENS WHEN YOU

DON'T ADVERTISE ... NOTHING!!

The premiere reference

guide for anyone who

books, promotes, and
manages talent...

Billooesd 2001 internationat
TAENT & TOURING

DIRECTORY

RECORDING ARTATS,
MANAGERS. AGHTS.
PROMOTERS. ((UBS.
VEIUES. hOTes.
QUPMET & SRVKES
FOR TOURNG TAUEN

Over 17,000 U.S. and international listings.
Key names, addresses, phone & fax
numbers, e-mail addresses, and web sites!

 Artists  Concert Promoters
¢ flgents & Managers » Sound & lighting Services
e Uenues ¢ Clubs » Equipment Rentals
« Staging & Special Effects  Security Services
e GCharter Transportation  Merchandisers
e Insurance Companies

To order send payment for $125 plus $6 S&H ($14 for international
orders) with this ad to: Billlboard Directories, P.O. Box 2016,
Lakewood, NJ 08701. Please add appropriate sales tax in NY, NJ,
PA, CA, TN, MA, IL, OH, YA & DC. Orders payable in U.S. funds
only. All sales are final

To order call 1-800-344-7119. Internaticnal call 732-363-4156.
Or fax your order to 732-353-0338. Now available on diskette
and mailing lahels—for rates call (646) 654-5862

'{iHI1MT7: 7™ Buy te ITTD print directory together
with our new ITTD online Service and receive 25% off.

For more information on this special combo deal
call 800-449-1402 or visit
www.billboard.comy/directories for a free online demo.

www.billboard.com

BDTT3161
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newsline...

STERN FINE LIFTED. The Federal Communications Commission (FCC) has
decided not to {ine modern rock WXRK (K-Rock) New York for three
of Howard Stern’s broadeasts on Oet. 23, 1995; March 7, 1996; and June
3, 1996. The shows have long been under serutiny after complaints were
filed with the commission alleging that the shows violated the FCC'’s
decency standards. The Stern broadcasts came just months after a $1
million settlement between CBS and the FCC was reached in Septem-
ber 1995. In its dismissal, FCC Enforcement Bureau chief David
Solomon suys that because a significant amount of time has elapsed since
the broadcasts of the material, the commission has decided not to issue
afine. “However, our decision today in no way condones the broadeasts
of the material at issue,” wrote Solomon in the five-sentence order.

PREMIERE SWINGS AX. Premiere Radio Networks has canceled 20 pro-
grams and services in a cost-cutting move that will leave roughly 10%
of its work force on the street. The cutbacks come just one week after
its parent, Clear Channel Communications, warned Wall Street to
expect weaker earnings in the first quarter. “In this time of economic
uncertainty, it’s necessary to consolidate our program inventory,” says
Premiere president/COO Kraig Kitehin. Last fall, Clear Channel merged
Premiere with its former rival, AMFM Radio Networks, as part of Clear
Channel’s purchase of the AMFM radio group.

BROADCASTAMERICA AWAITS GAVEL. While a Portland, Maine, auction
house reviews the bids submitted for Broadcast America’s assets, word
comes that SurferNetwork.com has dropped its bid to recoup $1 mil-
lion. SurferNetwork.com provided the money in order to prop up the
fledgling streaming-media compuny during a short-lived plan to merge
before Broadeast America filed for bankruptey protection in late Decem-
ber. Under a court-approved agreement, SurferNetwork’s money will
be considered the company’s bid for Broadcast America’s assets, which
include contracts with more than 750 radio stations and 70 TV stations.
The results of the auction, which closed Jan. 31, are expected shortly.
The company may be sold in pieces or as a whole. In a separate deal,
GlobalMedia.com has completed its sale of its radio contracts and relat-
ed assets to SurferNetwork.com for $2.25 million, including $1 million in
cash and 1 million shares of SurferNetwork stock. GlobalMedia recent-
ly refocused its business away from Internet audio to video delivery
over the Internet and wireless technology.

GEARING UP FOR THE GRAMMYS. Westwood One will present eight
Grammy specials over the weekend of Feb. 16 as the radio network
gears up for the Grammys. The programs—in top 40, rock, modern
rock, R&B, country, adult contemporary, jazz, and classical—will high-
light the nominees in each genre and feature artist interviews. West-
wood One will also air live reports from the Feb. 21 awards show,
which will air on CBS-TV. Westwood One recently renewed its con-
tract with the National Academy of Recording Arts and Sciences as
the official radio network of the Grammys. In a separate announce-
ment, Westwood One will distribute daily 90-second clips culled from
Comedy Central’s “The Daily Show With Jon Stewart.” Comedy Cen-
tral is a 50/50 joint venture of Time Warner and Viacom, which also
manages Westwood One.

NOTED. Just four months after Racdio One bought KJOI Dallas from
Infinity, it has sold the station to Clear Channel for $16 million, which
was the same price it paid for the station. Radio One CEO/president
Alfred Liggins says the divestiture allows the company to “remove a
non-core asset” from its radio portfolio . . . The IRS has ruled that
Ceridian’s reverse spin of its Arbitron ratings division will be tax-
free to the company and its shareholders. Ceridian is in the final
stages of securing the needed funding to refinance its debt load, and
the Minneapolis-based company also reports it is near the end of an
SEC review of the spin . .. Sony Electronics has joined the list of man-
ufacturers developing and making Sirius Satellite Radio receivers for
car, home, and portable use. Sony joins Alpine, Clarion, Delphi Delco,
Jensen, Kenwood, Panasonic, Pioneer, and Visteon, which have licens-
es with Sirius to develop three-band (A M/FM/satellite) radios.

ogramming

ahebel Energizes WKIE With Dance

Due To Competition, PD Flips Format At Chicago’s 92.7/92.5

BY SEAN ROSS

It wasn’t as if Chris Shebel
hadn’t given some thought to what
would happen if Big City Radio’s
WKIE/WKIF/WDEK (Kiss 92.7)
Chicago had to give up main-
stream top 40. Kiss’ sister station,
WXXY, had been doing rhythmic
oldies on a suburban Chicago sig-
nal when AMFM’s WUBT (the
Beat) switched to the format and
forced WXXY to go all ’80s. Then,
a few weeks ago,
ABC’s WXCD flipped
to all ’80s, and WXXY
changed format again,
this time to Spanish-
language top 40. “We
make new formats and
other people take
them,” he says.

When WUBT
changed again, this
time becoming Clear
Channel’s latest “Kiss”
top 40, and sued Big
City over the use of the
name, it took only a week for Big
City to relaunch the station as
dance-leaning rhythmic top 40
Energy 92.7/92.5 Jan. 26. But the
new station had been taking shape
in Shebel’s mind for a lot longer.
After the first war with WUBT,
PD Shebel and consultant Steve
Davis had begun batting around
contingency plans in case some-
body with a full-market signal
decided to do mainstream top 40
against Kiss’ three suburban sig-
nals. And even though WKIE
could have continued to battle for
the top 40 franchise (even if it con-
ceded the name), Shebel says, “We
try to find formats that people
have passion for. If a format is on
more than one station, the passion
starts to diminish.”

Beyond that, he says, doing a
dance format “has always been
something that I've talked about
for years, usually with my friends
at conventions after six or seven
beers, how it would be nice if
somebody did dance and did it
right.”

Doing it right means acknowl-
edging “the basic principle of all
good top 40 stations, whatever
their variant is, and that’s to play
hits. You ean’t be playing hits if
you're playing some obscure club
song [and giving it one spin a
week] and everything’s mixed . . .
We will be doing some mix shows,
but the object of the station is not
to be a 24-hour-a-day club. This is
a station that plays dance hits.
Songs that you can sing along to

SHEBEL

Making the new Energy acces-
sible means that there’s heavy
dayparting, with the station lean-
ing poppier in mornings, then
opening up throughout the day.
Powers are rotating about every
two hours. And the goal is to keep
songs that aren’t being exposed in
the market to about 40%.

That said, if there was any mar-
ket other than New York where
one would expect listeners to be
dance savvy, it’s Chica-
go. While the Windy
City rallied to rock DJ
Steve Dahl’s “disco
demolition” in the late
"70s, it also became the
cradle of house music
in the late ’80s, while
rhythmie top 40
WBBM-FM (B96)
became the genre’s
flagship before de-
emphasizing dance
music in recent years.
And Chicago was also
home to Loyola University’s well-
regarded student station WLUW,
which played dance/pop as “Ener-
gy 88.7” at various points during
the '90s.

During a recent midday hour,
music director Harry Legg put
one caller on the air who thanked
the station for playing French
Alfair’s “My Heart Goes Boom (La
Da Di),” which he already knew
from a recent trip to Germany.
Soon thereafter, Legg played Dr.
Alban’s “Sing Hallelujah!” as a

mystery oldie and had a winner
right away. “When we put the sta-
tion on, I was floored by [listen-
ers’] awareness of the musie,”
Shebel says. “People called up and
knew the names of the songs
already. I was like, “‘Where are
they hearing this?’ I go to clubs all
the time, but I don’t run up to the
DJ booth and ask ‘What’s the
name of that song?”

Shebel answers his own ques-
tion when he notes that a song
that isn’t being played in the mar-

ket can become familiar from
video exposure or from Napster,
where some of the songs that he
thought were obscure yielded
hundreds of entries, even when a
user searched only for their remix-
es. And, he notes, “we may have
reached the global village point,
especially with younger listeners.”
Because of Energy’s new dance
lean, Shebel is targeting 18- to 34-
year-olds, expecting to lose many
of the station’s teens but hoping he
can hold on to 75% of his existing
cume, at least for mood service.
The station is playing some '80s
(Continued on next page)

The state of the economy was
the big topic of conversation at the
Radio Advertising Bureau (RAB)
annual seminar in Dallas Feb. 1-4.
While most consider the boom
over, few of the 2,200 attendees
contacted by Airplay Monitor
believe a full-fledged —
recession will hit in
2001. In fact, most say
radio will weather the
storm better than
newspapers and TV—

Economy Ghief Topic At RAB

mzom ; state of the industry
] . 1 1 L .

and national revenues both fell.

“Over the long run, radio will
continue to withstand any slow-
down in the economy,” says RAB
president/CEO Gary Fries, who
remains bullish. “All indicators
point to gradual growth over 2001
that will pick up
momentum as the year
progresses.”

Fries, in his annual

speech Feb. 5, said he
) remains optimistic

and certainly better
than most fledgling Web sites.
Looking back at the year that
was, the RAB revealed that the
industry established another rev-
enue benchmark in 2000. Com-
bined local and national sales
increased 12%, bringing the indus-
try close to $20 billion in revenue,
nearly double the level charted in
1994. The increases came despite a

about radio. “We are winning the
battle against the newspaper
industry,” he said, noting a recent
Salomon Smith Barney survey of
advertisers concluding that local
advertising is holding up well and
that local radio is taking share
from other media, particularly
print. Said Freis, “We are taking
advantage of their demise.” |

Reported by Frank Saxe in New York. . And we’ll play them often downturn in December, when local FRANK SAXE |
enough that they become familiar.” L. L S — 2 M = mdl
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SHEBEL ENERGIZES

(Continued from preceding page)

cuts (which are staged as such), and
Shebel is starting to filter in some
classic "70s disco as well.

Vacating WUBT’s turf might
seem to put the new Energy back
in the path of B96. That station,
after several years of downplaying
its dance/pop heritage, is now
acknowledging club titles from
Modjo and Daft Punk. And B96
PD Todd Cavanah has always
made a point of playing just
enough pop titles to try to pre-
empt any mainstream top 40 com-
petitor. So is Shebel expecting B96
to steer back into the dance world?
“I think they’re much more con-
cerned with having a full-signal
mainstream top 40 in the market
than with us,” he says. “B96 is a
very well-defined, very well-pro-
grammed radio station that has
claimed a musical territory that it
owns, and I don’t [expect that to
changel.”

“The basic principle
of all good top 40
stations, whatever

thewr variant is, [is]

to play hits. You
can’t be playing hits
if you’re playing
some obscure club
song [and giving it
one spin a week] and
everything’s mixed’

- CHRIS SHEBEL -

Shebel expects Energy’s initial
promotion and marketing to cen-
ter on “street stuff more than any-
thing. We're going to get into the
clubs. We're also going to try some
[nontraditional] advertising medi-
ums, because that’s what the radio
station is.” And he’s also antici-
pating that word-of-mouth will
help. “In the club community, if
you were listening to the station
last Friday at 4 p.m., by 5 p.m.,
you had told every friend that you
went out and did stuff with.”

With its suburban signals, Kiss
was in the 1-1.5 share range
throughout 2000. So where is
Shebel expecting to land with a
more specialized format? “Kiss
always had a great cume, but it
was difficult to translate that into
much TSL [time spent listening],
which has always been a big prob-
lem for top 40. I hope we can main-
tain where we were. I've actually
seen predictions that we'll do bet-
ter with this format because our
TSL should be better. The joke is
that we're going to be on in the
hair salons. Well, if one of those
people in the hair salons has a [rat-
ings] diary, I have eight hours of
TSL. How much did I have
before? But it’s too early to tell.
Six months from now, we’ll be able
to look back and go, ‘OK, this is
what happened.” Right now, it’s
untried waters, and that’s what
makes it fun.”
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COLUMBIA
12 | 10 | 7 | 24 | CASE OF THE EX (WHATCHA GONNA DO) MYA
UNIVERSITY/INTERSCOPE
(13| 13 | 14 | 1 | MS.JACKSON o OUTKAST
LAFACE/ARISTA
17 | 21 | 4 | NOBODYWANTSTOBELONELY  RICKYMARTIN WITH CHRISTINA AGUILERA
COLUMBIA
15 14 | 12 | 30 | KRYPTONITE 3 DOORS DOWN |
REPUBLIC/UNIVERSAL
6 | 20 | 7 | THANK You DIDO |
ARISTA
(I7)| 19 | 3 "4 | JADED AEROSMITH
\'J.'I COLUMBIA
(if)| 23 | 8 4 | BUTTERFLY CRAZY TOWN
= COLUMBIA
19 | 15 | 15 13| BEAUTIFUL DAY U2
ISLAND/INTERSCOPE
I YOU MAKE ME SICK PINK
I\ﬂ) Al 2 g LAFACE/ARISTA
li313] 25 | 3a | 3 | AROUND THE WORLD (LA LA LA LA LA) ATC
5 REPUBLIC/UNIVERSAL
22 | 18 | 18 | 12 | MYEVERYTHING 98 DEGREES
UNIVERSAL
23 | 24 19 | 22 | GOTTATELL YOU SAMANTHA MUMBA
WILD CARD/INTERSCOPE
2 | 22 | 17 | 1a | THE WAY YOU LOVE ME FAITH HILL
WARNER BROS
95 | 20 | 15 | 21 | THIS 1 PROMISE YOU 'NSYNC |
JIVE
\(25)| 20 | 32 | 7 | NOMORE (BABY I'MA DO RIGHT) 3w
| NINE LIVES/EPIC
(@ 3| % |3 | PUTITON ME JA RULE FEATURING LIL MO & VITA
| MURDER INC /DEF JAM/IDIMG
w4 2 | 27 | 14 | WHAT'S YOUR FANTASY  LUDACRIS FEATURING SHAWNA
DISTURBING THA PEACE/DEF JAM SOUTH/IDIMG
() 35 | 3 | 3 | THECALL BACKSTREET BOYS
| JIVE
w2 |xa|s|E NELLY
FO' REEL/UNIVERSAL
(30| 3 2 | FREE MYA
*|  UNIVERSITY/RUFFNATION/INTERSCOPE/WARNER BROS
17 | 28 | 25 | 24 | PINCHME BARENAKED LADIES
' REPRISE
(30)| 3 | 40 3 | BREATHLESS THE CORRS
143/LAVA/ATLANTIC
3 | 32 | 26 | 23 | DANCE WITH ME DEBELAH MORGAN
THE DAS LABEL/ATLANTIC
25 | 30 | 30 | 12 | !JUST WANNA LOVE U (GIVE IT 2 ME) JAY-Z
| ROC-A-FELLA/DEF JAM/IDIMG
[36 | 32 | 31 | 10 | BABYLON DAVID GRAY
ATO/RCA
NEWD | 1 | THANK YOU FOR LOVING ME BON JOVI
ISLAND/IDJMG
37 | — | 2 | HEMORRHAGE (IN MY HANDS) FUEL
550 MUSIC/EPIC
(35)| NEWD STUTTER JOE FEATURING MYSTIKAL |
| ave
0| NEWD RIDE WIT ME NELLY FEATURING CITY SPUD
e FO' REEL/UNIVERSAL

Compiled from a national sample of airplay of Mainstream Top 40, Rhythmic Top 40 and Adult Top 40 stations
supplied by Broadcast Data Systems' Radio Track service. 244 Top 40 stations are electronically monitored 24
hours a day, 7 days a week. Songs are ranked by Audience Impressions. () Tracks showing an increase in
Audience over the previous week. A record which has been on the chart for more than 20 weeks will generally
not recieve a bullet, even if it registers an increase in audience. Records below the top 20 are removed from the
chart after 26 weeks. © 2001, Billboard/BPI Communications.
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ust For Life’s Chris Gavin believes that
D the cycle of life is closely linked with the

spiritual world, a concept that he associ-
ates with his band’s name.

The vocalist/guitarist says that Jason Hughes,
the group’s other guitarist, “actually came up
with the name. He was trying to convey that
dust is what you're made of; it’s your energy or
drive for life. It’s not really a Christian refer-
ence, but we do believe in the spirit and the soul.
We believe that when you die, you do have
another existence after your life. Dust For Life
means to die to live, to live to die.”

The group also places great importance on
another theme—relationships. Its first single,

Billboard.,

“Step Into The Light,” came about when “Jason
and I were both going through some breakups,”
Gavin recalls. “At the time, we were sort of writ-
ing about the feelings that we were going

ERCALT

W believe that when
|':yn-u olies, you oho have
sl s iste e
alter vour HEe®

— Chris Enwinj
Dust For Life
vo»

through. It’s about seeing the truth in a bad sit-
uation. It’s about when you think things are one
way and you find out they’re another.”

The song, which fuses hard-hitting guitar riffs

Billboard.

SSELMNICK

with a slower-paced chorus, spent 14 weeks on
the Modern Rock Tracks chart and is featured
on the group’s self-titled Wind-Up album. (Dust
For Life’s next single, “Seed,” will reach mod-
ern rock radio in March.) Gavin says that “Step
Into The Light's” sound is “slightly familiar but
has something different to it. The fact that it is
unique hopefully translates into people liking it.”

Since starting out on the B stage on Creed’s
last tour, Dust For Life has definitely been at-
tracting fans. “That wasn’t a good stage or a
good PA system, but it was a start. Now we're
doing a headlining tour,” Gavin says. “If you step
back from it, you can definitely see people start-
ing to know the words and singing along.”

FEBRUARY 17, 2001

Mainstream Rock Tracks.

FEBRUARY 17, 2001

Modern Rock Tracks-

& . L2lLs | TRACK TITLE ARTIST | > = €| ¢. | TRACKTITLE ARTIST
po=n | i-m ] -t =S ALBUM TITLE HF ANYI IMPRINT PROMOTION LABEL sl o2 oz | =5 | ALBUM TITLE (IF ANY) IMPRINT/PROMOTION LABEL
* & ¥ ¥ T % Eee | . B 3 w L
il e e P % S No. 1 I 2] . - =l NO. 1 BB
fa® o JADEDY ¥ e T 7 dumbdito 1 s AERDSKITH BUTTERFLY . ~ JweekatNo.1 . *  CRAZY TOWN
@ ! it i ILIET PUSH PLAY "% i 5 COETVBIA @ 2 3 L THE GIFT OF GAME N - COLUMBIA 1
=N AWAKE GODSMACK DRIVE INCUBUS
L2 2 ! 13 AWAKE REPUBLIC/UNIVERSAL 1 @ 3 4 12| WAk vourseLr IMMORTAL/EPIC 1
”f?\, 6 6 10 OUTSIDE AARON LEWIS OF STAIND WITH FRED DURST 3 1 1 17 HANGING BY A MOMENT LIFEHOUSE
i THE FAMILY VALUES TOUR 1999 FLAWLESS/GEFFEN/INTERSCOPE 1 NO NAME FACE DREAMWORKS t
4 4 3 35 LOSER 3 DOORS DOWN @ 4 7 13 OUTSIDE AARON LEWIS OF STAIND WITH FRED DURST
< | THE BETTER LIFE - REPUBLIC/UNIVERSAL 1 THE FAMILY VALUES TOUR 1999 FLAWLESS/GEFFEN/INTERSCOPE 1
5 3 2 2 HEMORRHAGE (IN MY HANDS) FUEL @ 5 6 2% ONE STEP CLOSER LINKIN PARK
U7 LT ] %% SOMETHING LIKE HUMAN 550 MUSIC/EPIC t [HYBRID THEORY] WARNER BROS. t
ONE STEP CLOSER LINKIN PARK YELLOW COLDPLAY
—E} 5 5 |23 | [HYBRID THEORY] WARNER BROS. 1 @ 8 8 12 1 parachutes CAPITOL
ol BREAKDOWN TANTRIC SOUTH SIDE MOBY FEATURING GWEN STEFANI
\l} S 13 Jshi TANTRIC MAVERICK 1 9 9 16| By v2 t
) : p¢« | DUCK AND RUN 3 DOORS DOWN IDIDIT DAVE MATTHEWS BAND
@ | 8 9 6" | e BETTER LIFE REPUBLIC/UNIVERSAL 10 10 5 EVERYDAY RCA
@_ 7 7 13 HANGING BY A MOMENT LIFEHOUSE ) 7 2 % HEMORRHAGE (IN MY HANDS) FUEL
| | NO NAME FACE - DREAMWORKS SOMETHING LIKE HUMAN 550 MUSIC/EPIC t
{_—‘ DRIVE INCUBUS WARNING GREEN DAY
1) | 10 10 | 1 MAKE YOURSELF IMMORTAL/EPIC 1 10 6 5 12 NG REPRISE
11 | 1 8 32 N.I.B. PRIMUS WITH 0ZZY 1 11 113 RENEGADES OF FUNK RAGE AGAINST THE MACHINE
[ 7| NATITY IN BLACK Il: TRIBUTE TO BLACK SABBATH DIVINE/PRIORITY RENEGADES EPIC
19 ANGEL'S SON STRAIT UP FEATURING LAJON WANT YOU BAD THE OFFSPRING
f-l—z}l 12 . 1l “_13 STRAIT UP IMMORTALVIRGIN @ 14 16 ! CONSPIRACY OF ONE COLUMBIA
13 14 14 2‘; ROLLIN’ LIMP BIZKIT 13 12 12 29 LOSER 3 DOORS DOWN
CHOCOLATE STARFISH AND THE HOT DOG FLAVORED WATER __ FLIP/INTERSCOPE t THE BETTER LIFE REPUBLIC/UNIVERSAL 1
ARE YOU READY? CREED AWAKE GODSMACK
14| 13 | 12 =283 | anclay ~ WIND-UP 14113 1 BB e REPUBLIC/UNIVERSAL t
@ 15 2 2] KILLING THE FLY THE UNION UNDERGROUND @ 16 17 7 WALK ON Uz
| AN EDUCATION IN REBELLION PORTRAIT/COLUMBIA ALL THAT YOU CAN'T LEAVE BEHIND INTERSCOPE
16 19 21 10 | VOICES DISTURBED 16 15 14 - 22 ROLLIN’ LIMP BIZKIT
I | ) THE SICKNESS GIANT/REPRISE 1 CHOCOLATE STARFISH AND THE HOT DOG FLAVORED WATER  FLIPANTERSCOPE ¥
| DISAPPEAR METALLICA . A T i e
1718 | 17 | 4 | ission. mPOSSIBLE 2" SOUNDTRACK HOLLYWOOD 1 Cpe. B AIHPMQWERH/-?*% A
LAST RESORT PAPA ROACH « | INNOCENT LT T L FUEL
18 7 0 |k INFEST DREAMWORKS 1 19 34 3 SOMETHING LIKE HUMAN _* L 550 MUSIC/EPIC
et — = VOICES DISTURBED
s I{ SﬁﬂﬁES OF FUNK AIVFZPORH:EEH c:mf;;f MACZiNE‘ L 2 SORS DOWN
19)| 21 | 24 |.32: - RENELA 2. AGAINET DUCK AND RUN 3 DOORS DOWN
. FnMCEADES <2 2 EPIC § 2 33 4 THE BETTER LIFE REPUBLIC/UNIVERSAL
; LET SALLY DRIVE (RIDE SALLY RIDE) SAMMY HAGAR B DIGITAL BATH DEFTONES
0 16| 18 |10 TEN 13 CABO WABO/BEYOND 0] 30 [ 4 | e pony MAVERICK
: KARMA DIFFUSER ANGEL'S SON STRAIT UP FEATURING LAJON
a | 2 | 3 % 12 INJURYLOVESMELODY & “MISSION: IMPOSSIBLE 2” SOUNDTRACK HOLLYWOOD a 7 5 Hu STRAIT UP IMMORTALVIRGIN 1
Y | WALK ON Uz BREATHE NICKELBACK
L2z | 5 i 30 4 ALL THAT YOU CAN'T LEAVE BEHIND INTERSCOPE @2 | 2| el e ROADRULINER
et _ INNOCENT UEL BEAUTIFUL DAY
\E_ 3 | ___277_ SOMETHING LIKE HUMAN 550 MUSIC/EPIC T BB | W] 2|51 voU CANT LEAVE BEHIND ISLAND/INTERSCOPE 1
3| WARNING GREEN DAY FLAVOR OF THE WEAK AMERICAN HI-FI
u % | % 8 WARNING REPRISE t 33 3 AMERICAN HI-FI ISLAND/ADIMG T
f :] | 5 IDIDIT DAVE MATTHEWS BAND ‘ | CAN'T MOVE EVERLAST
41 | B ng f EVERYDAY RCA @ 2|3l b EAT AT WHITEY'S TOMMY BOY
OLD ENOUGH NICKELBACK KARMA DIFFUSER
%2 B 9. | e STATE ROADRUNNER 27 | 28 8 INJURYLOVESMELODY & “MISSION: IMPOSSIBLE 2" SOUNDTRACK HOLLYWOOD
i STEP INTO THE LIGHT DUST FOR LIFE ONE ARMED SCISSOR AT THE DRIVE-IN
a 2 16 v DUST FOR LIFE WIND-UP t | 30 a 8 RELATIONSHIP OF COMMAND GRAND ROYALVIRGIN t
& WHY PT.2 COLLECTIVE SOUL | AGAIN LENNY KRAVITZ
ﬁ _23 l_ig 2 _BLENDER ATLANTIC t 8|25 | )8 GREATEST HITS VIRGIN
ke THE HOLLOW A PERFECT CIRCLE «| 3 LIBRAS A PERFECT CIRCLE
(28)| NEWD i ?1_,«_ MER DE NOMS o VIRGIN 2812 | B | B SR oeoms VIRGIN ¥
ET IR | _ | pv| WANTYOU BAD THE OFFSPRING 30 | 26 | 19 | ‘21| MAN OVERBOARD BLINK-182
CONSPIRACY OF ONE COLUMBIA - | THE MARK, TOM & TRAVIS SHOW (THE ENEMA STRIKES B (wSIMCA T
r; j | 2¢ | GRACE TO GRACE GEDDY LEE " MOVIES ALIEN ANT FARM
) 31 3% 3 MY FAVORITE HEADACHE ANTHEM/ATLANTIC _I % | — | 2 | pntHoloer DREAMWORKS
m [#4° | BUTTERFLY CRAZY TOWN BROKEN HOME PAPA ROACH
. ?—2 1 B | 3 _'_»i__ THE GIFT OF GAME COLUMBIA 1 | 32 28 21 20 INFEST DREAMWORKS 1
1 ARE YOU THERE? OLEANDER BABYLON DAVID GRAY
3 | NEWD j | UNWIND REPUBLIC/UNIVERSAL B R 2 12 1 ire LapDer ATO/RCA ¥
RIDERS ON THE STORM CREED LIFE OUR LADY PEACE
34 30 31 10 STONED IMMACULATE - THE MUSIC OF THE DOORS ELEKTRAVEEG 38 - 2 HAPPINESS...IS NOT A FISH THAT YOU CAN CATCH COLUMBIA
BEAUTIFUL DAY U2 HELLO TIME BOMB MATTHEW GOOD BAND
3 | 35 | 32 & 2 ALL THAT YOU CAN'T LEAVE BEHIND ISLAND/INTERSCOPE | @ 35 38 3 BEAUTIFUL MIDNIGHT ATLANTIC T
| _ # | VENT COLLECTIVE SOUL ARE YOU THERE OLEANDER
| 39 1_ i i | aLener ATLANTIC | NEWD | 1 | R0 REPUBLIC/UNIVERSAL
| ORIGINAL PRANKSTER THE OFFSPRING HIT OR MISS NEW FOUND GLORY
L i & | 18 | CONSPIRACY OF ONE COLUMBIA } @ NEW D) ! NEW FOUND GLORY DRIVE-THRU/MCA
| 3 LIBRAS A PERFECT CIRCLE THE HOLLOW A PERFECT CIRCLE
38 3 ] 2 | A MER DE NOMS VIRGIN 1 NEW > 1 MER DE NOMS VIRGIN
— ' BLEEDER NOTHINGFACE MINORITY GREEN DAY
2 | | 4 VIOLENCE ™I 3 RE-ENTRY 23 WARNING: REPRISE t
| DIGITAL BATH DEFTONES CAMERA ONE JOSH JOPLIN GROUP
NEWD | 1| L pony MAVERICK 01 — | 2 | gseruimusc ARTEMIS 1

Compiled from a national sample of airplay supplied by Broadcast Data Systems' Radio Track service. 100 mainstream rock stations and 71 modern rock stations are electronically monitored 24 hours a day, 7 days a week. Songs ranked by number of detections. (O Tracks
showing an increase in detections over the previous week, re%ard!ess of chart movement. A record which has been on the chart for more than 20 weeks will generally not receive a buliet, even if it registers an increase 1n detections. Airpower awarded to songs appearing in the

top 20 on both the BDS Airplay and Audience charts for the

irst time with increases in both detections and audience. T Videochp availability. © 2001. Billboard/BPI Communications.

study Shows
Gains, Dips
In Net Usage

BY FRANK SAXE

NEW YORK—Access to the Inter-
net is up, as is online listening, yet time
spent online is down overall, accord-
ing to a new study by radio ratings
firm Edison Media Research and
Arbitron.

It shows that the average online
user spent seven hours, eight minutes
online each week in January, down 41
minutes from July 2000 and down
more than one hour compared with
January 2000. Consumers, however,
say they expect to spend more time
with radio and the Internet in the next
year, followed by newspaper and TV.

“Internet VI: Streaming At A
Crossroads” says in-home Internet
penetration is growing at its fastest
rate since the studies began in Janu-
ary 1999. This past January, 53% of
respondents had access to the Web in
their homes, up from 47% in July 2000
and 35% in January 1999.

One in five streamies—those that
access online audio and video—say
they used streaming media in the past
month, while 10% did so in the previ-
ous week.

What are people listening to?
Forty-four percent are using the
Web to find musie, 25% are listening
to radio stations, 24% listen to news,
24% go online for Napster, 22% seek
MP3 audio, 22% listen to local radio
newscasts, and 22% look for music
not found on their local radio dial.
Among the reasons streamies log on
for video are movie trailers, music
videos, weather forecasts, and sports
highlights.

Online radio listening was up sig-
nificantly in the last 12 months, say the
study’s authors. They point to figures
that show the number of people who
listened to online radio in the last
month climbed to 7.3% in January
2001, compared with 5.3% in January
2000. The number who tuned in the
previous week grew 1.3%, to 3.4%.

The study also found that nearly
40% of online listeners spend more
time listening to radio because of the
Net.

The younger and more male-ori-
ented the format, the better it did
online. The top formats for online
streamies were modern rock (16%),
album rock (13%), rap (12%), country
(8%), and top 40 (6%). More than half
say they go online to listen to their
local station, while one in four uses the
Web to hear stations from different
parts of the U.S. Only 7% search out
international stations.

Side channels, the Internet-based
extensions of stations’ over-the-air
programming, have yet to catch on.
Eighty-six percent of streamies say
they don’t listen to side channels,
although most say they are an appeal-
ing prospect.

Branding remains a difficult area for
audio providers, the study shows. It
asked respondents to name one Inter-
net audio service, and 76% could not.

The study involved 3,005 tele-
phone interviews conducted nation-
wide this past January. Interviews
came from a random sample of fall
2000 Arbitron diary-keepers. It
included 255 African-Americans and
233 Hispanics.
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Music Video

PROGRAMMING

MUSIC VIDEO CHAT ROOM:
Networking in the music-video
industry has gone online with the
Video Chat Room, an informal
weekly gathering of people in the
music-video industry.

The online chat—which takes
place Wednesdays at 8 p.m. EST—
was started this past December by
Montez Miller, president of Mon-
tez Video Promotion in Oak Park,
Mich.

“As far as I know,” Miller says,
“this is the largest Internet chat
room just for the music-video
industry. We have everyone from
programmers to video promoters
to record company executives to
members of the production com-
munity participating
in the chat room. Peo-
ple give each other
advice and help each
other out by talking
about their ex-
periences and how
they’ve been able to
improve their busi-
nesses.

“The chat room is
open to anyone who
has an interest in the
music-video industry,”
Miller adds. “The chat

going to get bigger because the
word is getting out. The conversa-
tion gets so hot that sometimes
people are still in the chat room
three or four hours later.”

Miller is a seasoned veteran of
the music-video business. Prior to
starting her own independent com-
pany, Montez Video Promotion, in
1999, she was national director of
video promotion at Island Black
Music, as well as PD/music director
for the Detroit-based R&B/hip-hop
show “Video Request.”

The Video Chat Room also
invites special guest speakers to
share their knowledge. Recent
guest speaker's have been So So
Def Recordings VP of develop-
ment Bart Phillips as well as Var-
nell Johnson. a former Island
Black Music GM who is currently
president of June’s Entertainment.

The chat room has mierophone
capabilities so participants can hear
each other talk, but using one isn't
required. People without a micro-
phone can still participate in the
chat room by typing their mes-
sages,

Access to the chat room is for PC
users only, since it runs on Win-
dows software that must first be
downloaded. To gain access to the
chat room, go to the Web site
paltalk.com. Download the Paltalk
software. Then click on Groups,
then CATGS, then Music, then
Video Chat. The password to enter
the private chat room is 4289.

THE
EVE

Video Ghat Room Lets Industry
Members Network Online

Miller is the chat room moderator,
and her screen name is MsVideo.

Miller says that for now, the chat
room will be available only on
Wednesdays. (If you go to the Web
site any other day, you won't see
the icons to enter the chat room.)
Even though the chat officially
starts at 8 p.m., the chat room
opens an hour beforehand.

THIS & THAT: Production com-
pany Palomar has added director
Marcos Siega toits roster. He was
previously represented by Bonfire
Films of America.

Former executives at the Box
Music Network (which was shut-
tered last year) have landed at
other companies. Jay
Frank, previously the
Box’s senior music
director, has joined
Launch Media as VP
of marketing and pro-
motion. Former Box
VP of programming
John Jones is now
with entertainment
company GrandThe-
atre.com. According to
sources, Jones’ new
title and responsibili
ties are being negoti

room is growing every — ated and will be
week. We have about by Carla announced in the near
40 regulars right now, H future.

but that number is ay Director Trey Fan-

joy is now being represented by
You Media for videos that aren’t in
the country music genre. She is still
being represented by Picture
Vision for country music videos.

Production company Satellite
Films has signed directors Mark
Osborne, Christophe Navarre,
Pascual Sisto, and Maggie Zack-
heim.

LOCAL SHOW SPOTLIGHT:
This issue’s spotlight is on the
Nashville-based country show
“Music Row Profiles.” The show
won the 2000 Billboard Musie
Video Award for best local/region-
al country show.

TV affiliate: Satellite One net-
work, seen in various markets.

Time slot: Sundays, 1 p.m. CST.

Web site: tellvision.com.

Key staffers: Jeff Moseley, exec-
utive producer; Kimmy Wix, host;
Brian Covert, producer/program-
mer; Shane Reynolds, director;
and J.R. Davis, publicity director.

Following are five videos from
the episode that aired Jan. 21:

1. George Strait, “Don’t Make
Me Come Over There And Love
You” (MCA Nashville).

2. Len Doolin, “Breakin’ What’s
Left Of My Heart” (Sunbird).

3. Sawyer Brown, “Lookin’ For
Love” (Curb).

4. Chris Cagle, “My Love Goes
On And On” (Virgin Nashville).

5. Tyler England, “I Drove Her
To Dallas” (Capitol Nashville).

FOR WEEK ENDING FEBRUARY 4, 2001
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THE MOST-PLAYED CLIPS AS MONITORED BY BROADCAST DATA SYSTEMS
“NEW ONS" ARE REPORTED BY THE NETWORKS (NOT BY BDS) FOR THE WEEK AHEAD
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Continuous Programming
. Stree
Washington, D.£. 20018

1 Joe Feat. Mystikal, Stutter
2 Ja Rule F/Lil' Mo & Vita, Put it On Me
3 Master P, Bout Dat o
4 Ludacris, Southern Hospitality
5 112, It's Over Now
6 Jay-Z, Change The Game
7 Lil Bow Wow, Bow Wow (That's My Name)
8 Iconz, Get Crunked Up
9 Jagged Edge, Promise
0 Dave Hollister, One Woman Man
1 Tamia, Stranger In My House
2 Monica, Just Another Girl
3 Snoop Dogg, Snoop Dogg
4 Jill Scott, A Long Walk
5 Silkk The Shocker, That's Cool
6 Jaheim, Could It Be
7 Koffee Brown, After Pa
8 Memphis Bleek, Is That Your Chick
9 P’waikal Feat. Nivea , Danger (Been So Long)
0 Mr. C The Slide Man, Cha-Cha Slide
21 QutKast, Ms. Jackson
22 City H;\ﬁh, What Would You Do
23 Tank, agbe | Deserve
24 Spooks, Sweet Revenée
25 Musig, Just Friends (Sunny)
26 Shaggy, It Wasn't Me
27 M.O.F, Ante Up
28 Transitions, Ghetto Laws
Mos Def & Pharoahe Monch, Oh No
0 Project Pat, Chickenhead )
1 K-Ci & JoJo, Wanna Do You Right
2 Sundaﬁ, | Know
3 3LW, No More
4 Avant, My First Love
5 Jay-Z, | Just Wanna Love U
& Cash Maney Millionaires, Project Chick
37 Destiny’s Child, Independent Women Part |
38 Common, Geto Heaven Part Two
9 Cuban Link, Still Telling Lies
40 Changing Faces, Ladies Man
41 Xzibit, X
42 Carl Thomas, Emotional
43 Erykah Badu, Didn't Cha Know
44 Jennifer Lopez, Love Don't Cost A Thing
45 Lil' Zane, None Tonight
46 Wu-Tang Clan, Gravel Pit
47 Dirty, Ht Da Floe
48 Talib Kweli & Hi-Tek , The Blast
49 Luke, Party Don't Stop
50 Scarface, Look Me In My Eyes

—=sll NEW ONS M

Eve, Who's That Girl

Jon B., Don't Talk

Olivia, Bizounce

Snoop Dogg, Lay Low

Sade, King Of Sorrow

Case, Missing You

Lil' Bow Wow, Puppy Love
KRS-One, Hot

Shyne, Bonnie & Shyne

DV Alias Khryst, Rejuvenation

CM T

COUNTRT MUSIC TELBVISION.

Continuous programming
2806 Opryiand Dr.
Nashville, TN 37214

1 Jamie O'Neal, There Is No Arizona
2 Lee Ann Womack, Ashes By Now

3 Gary Allan, Right Where | Need To Be
4 Terri Clark, No Fear *

5 Keith Urban, But For The Grace Of God
6 Darryl Wor'ey, A Good Day To Run
7 Jessica Andrews, Who | Am

8 Alison Krauss, Maybe

9 Dixie Chicks, Without You

0 Toby Keith, You Shouldn't Kiss Me

1 Diamond Rio, One More Day

2 Rascal Flatts, This Everyday Love

3 Alan Jackson, Www.Memory

4 Sara Evans, Born To Fly

5 Jo Dee Messina, Burn

6 Dwight Yoakam, What Do You Know About Love
7 Patty Loveless, The Last Thing On My Mind *
8 Meredith Edwards, A Rose Is A Rose *
9 Billy Gilman, Oklahoma *

20 Soggy Bottom Boys, | Am A Man Of... *
21 Nickel Creek, When You Come Back Down *
22 Kenny Chesney, Don't Ha?pen Twice *
23 Travis Tritt, It's A Great Day To Be Alive *
4 Clay Davidson, Sometimes *

25 Carolyn Dawn Johnson , Georgia *
26 George Strait, Don't Make Me Come Over... *
27 Cledus T Judd, How Do You Mitk A Cow
28 Trent Summar, It Never Rains In...
9 Billy Ray Cyrus, Burn Down The Trailer Park
0 Sherrie Austin, Jolene *

1 Montgomery Gentry, She Couldn't Change Me *
2 Aaron Tippin, People Like Us

3 Merle H‘?‘;ﬁarf], (Think About A) Lullaby
4 Bryan ite, How Long

5 Marshall Dyllon, Live It Up

teve Holy, The Hunger

».hedalg, Lucky 4 You (Tonight I'm Just Me)
rick Pony, Pour Me

Alabama, When [t All Goes South
40 Jolie & The Wanted, Boom

41 Tim Rushlow, She Misses Him

42 The Kinleys, I'm In

43 Montgomery Gentry, All Night Long
44 Clark Family Experience, Meanwhile...
45 Martina McBride, Valentine

46 Lee Ann Womack, | Hope You Dance
47 Martina McBride, Love's The Only House
48 Clint Black W/Steve Wariner, Been There
49 Mindy McCready, Scream

50 Dixie Chicks, Cowboy Take Me Away

* Indicates Hot Shots

WEO

—=ull NEW ONS B
Mark McGuinn, Mrs. Steve Rudy

Continuous programmin;
1515 Broadway, NY, NY 10036

1 Ricky Martin WChristina Aguilera, Nobody Wants...

2 Jennifer Lopez, Love Don't Cost A Thing

3 Ja Rule F/Lil' Mo & Vita, Put It On Mé

4 Backstreet Boys, The Call

5 Joe, Stutter

6 Sha; It Wasn't Me

7 Crazy Town, Butterfly

8 K-Ci'& JoJo Cra'a/

9 Pink, You Make Me Sick

0 Madonna, Don't Tell Me

1 Limp Bizkit, My Way

2 Dido, Thank You

3 OutKast, Ms. Jackson

g Is.inkin Eark, Osne Step Closer
noop Dogg, Snoop Dogg

6 Lenny Kragvgltz, Again

7 Mystikal Feat. Nivea , Da%er {Been So Long)

8 Dream, He Loves U Not

9 Fuel, nnocent

20 Ludacris, Southern Hospitality

1 Incubus, Drive

2 Xzibit, X

3 Moby, South Side

4 David Gray, Babylon

5 O-Town, Liguid Dreams

26 Black Eyed Peas, Request Line

27 Lifehouse, Hanging By A Moment

28 Aaron Lewis W/Fred Durst, Outside

9 Jay-Z, | Just Wanna Love U

0 R. Kelty, | Wish

1 MNya, Tee

2 ‘N Sync, This | Promise You

3 Marilyn Manson, The Fight Song
4 Coldpl?jy, Yellow

5 Green Day, Warning

6 BBMak, Still On Your Side

7 112, It's Over Now

8 3LW, No More

39 Britney Spears, Stronger

40 Snoop Dogg, Lay Low

41 At The Drive In, One Armed Scissor
42 Monica, Just Another Girl

43 Souldecision, Ooh It's Kinda Crazy
44 Jagged Edge, Promise

45 Jay-Z, Change The Game

46 Lil Bow Wow, Bow Wow (That's My Name)
47 Nelly, E.I.

48 Evan And Jaron, Crazy For This Girl
49 Destiny's Child, [ndependent Women Part |
50 Mudvayne, Dig

** |ndicates MTV Exclusive

—=ull NEW ONS B

Nelly Furtado, I'm Like A Bird

Eve, Who's That Girl

The Offspring, Want You Bad

Britney Spears, Don't Let Me Be The Last To Know
Tamia, Stranger In My House

MUSIC FIRST
Continuous programmin;
1515 Broadway, NY, NY 10036

1 U2, Beautiful Day

2 Matchbox Twenty, If You're Gone |

3 Jennifer Lopez, Love Don't Cost A Thing

4 Madonna, Don't Tell Me

5 Lenny Kravitz, Again

6 Dido, Thank You

7 Fuel, Hemorrhage (In My Hands)

8 David Gray, Babylon

9 Everclear, AM Radio

0 Barenaked Ladies, Too Little Too Late

1 Creed, With Arms Wide Open

2 Ricky Martin W/Christina Aguilera, Nobody Wants...
Evan And Jaron, Crazy For This Girl

4 Lifehouse, HanEmg By A Moment

5 Bon Jovi, Thank You for Loving Me

6 The Corrs, Breathless

7 Sade, B Your Side

8 Don Henley, Everything Is Different Now
3 Doors Down, Kryptonite

20 Destiny's Chitd, Independent Women Part |

21 Faith Hill, The Way You Love Me

22 Moby, South Side

23 Green Day, Warning

24 Uncle Kracker, Follow Me

25 Rod Stewart, | Can't Deny It

26 Jill Scott, A Long Walk

27 Vertical Horizon, You're A God

28 B.B. King & Eric Clapton, Riding With The King

9 Seal, This Could Be Heaven

0 Nel}le/ Furtado, I'm Like A Bird

1 R. Kelly, | wish

2 Sheryl Crow, The Difficult Kind

3 K-Ci & JoJo, Crazy

4 Foo Fighters, Learn To‘FIS

5 Sting Feat. Cheb Mami, Desert Rose

6 Josh Joplin Group, Camera One

7 Semisonic, Chemistry

8 PJ. Harvey, Good Fortune

9 Red Hot Chili Peppers, Otherside

40 Macy Gray, | T"?

41 Bon Jovi, It's My Life

42 Dexter Freebish, Leaving Town

43 Dave Matthews Band, Crush

44 Goo Goo Dolls, Broadway

45 Smash Mouth, All Star .

46 Smash Mouth, fmn The Morning Comes

47 Santana, Maria Maria

48 Filter, Take A Picture

49 Jennifer Lopez, Waiting For Tonight

50 Steely Dan, Cousin Dupree

—=sll NEW ONS B

Monica, Just Another Girl

THE CLIP LIST.

A SAMPLING
THE WEEK EN

OF PLAYLISTS SUBMITTED BY

NATIONAL & LOCAL MUSIC VIDEO OUTLETS FOR

DING FEBRUARY 17, 2001.

Continuous programming
1111 Stewart Ave.
Bethpage, NY 11714

Monica, Just Another Girl (NEW)

Green Day, Warning (NEW)

Jay-Z, Beanie Sigel & Memphis Bleek, Change The Game (NEW)
Limp Bizkit, My Way

Mya, Free

Crazy Town, Butterfly

Fuel, Innocent

Ja Rule F/Lil' Mo & Vita, Put It On Me
Godsmack, Awake

Black Eyed Peas F/Macy Gray, Request Line
Aaron Lewis With Fred Durst, Outside
Jennifer Lopez, Love Don't Cost A Thing
OutKast, Ms. Jackson

Madonna, Don't Tell Me

Linkin Park, One Step Closer

Moby Feat. Gwen Stefani, South Side
Pink, You Make Me Sick

Coldplay, Yellow

Mystikal Feat. Nivea, Danger (Been So Long)
Matthew Good Band, Hello Time Bomb

CHANNEL
Continuous programming
3800 W. Alameda Ave.
Burbank, CA 91505

3LW, No More (Baby I'ma Do Right)
Aaron Carter, That's How | Beat Shaq
A*Teens, Bouncing Off The Ceiling
BBMak, Stili On Your Side

Christina Aguilera, Come On Over Baby
Backstreet Boys, The Call

Britney Spears, Stronger

‘N Sync, This | Promise You

Plus One, Last Flight Qut

Samantha Mumba, Gotta Tell You

Q)2

Continuous programming
1515 Broadway
New York, NY 10036

NEW

Mystikal Feat. Nivea, Danger (Been So Long}
Eve, Whao's That Girl?

Everlast, | Can't Move

Matthew Good Band, Hello Time Bomb
The Offspring, Want You Bad

American Hi-Fl, Flavor Of The Weak
They Might Be Giants, Boss Of Me

Continuous programming
299 Queen St West
Toronto, Ontario M5V225

They Might Be Giants, Boss Of Me (NEW)
BBMak, Stil! On Your Side {NEW)
Hennessey, Life On A.M. Radio (NEW)
Jennifer Lopez, Love Don't Cost A Thing
Eminem Feat. Dido, Stan

Nelly Furtado, I'm Like A Bird
OutKast, Ms. Jackson

Shaggy Feat. Ricarda Ducent, It Wasn't Me
Baby Blue Soundcrew, Money Jane
Jay-Z, | Just Wanna Love U

Our Lady Peace, In Repair

Madonna, Don't Teil Me

SoulDecision, Gravity

Britney Spears, Stronger

The Tea Party, Walking Wounded
Snow, The Piumb Song

Matthew Good Band, The Future is X-Rated
Green Day, Warning

Backstreet Boys, The Call

R. Kelly, | Wish

o

WUBC TELEVIION ©

EUROPE

Continuous programming
Hawley Crescent
London NW18TT

The Ark, It Takes A Fool

Eminem Feat. Dido, Stan

Craig David, Walking Away

OutKast, Ms. Jackson

Jennifer Lopez, Love Don't Cost A Thing
Madonna, Don't Tell Me

All Saints, All Hooked Up

Red Hot Chili Peppers, Road Trippin'
U2, Stuck In A Moment

Dido, Here with Me

PJ Harvey, A Place Called Home
Standfast, Car Crashes

Robbie Williams, Supreme

Ricky Martin W/Christina Aguilera, Nobody Wants...
Texas, Inner Smile

Coldplay, Trouble

Hooverphonic, Mad About You

Die Fantastischen Vier, Sie Ist Weg
Stereophonics, Mr. Writer

Addis Black Widow, Goes Around, Comes Around

Three hours weekly
216 W Ohio
Chicago, IL 60610

Barenaked Ladies, Too Littte Too Late
Kathy Fisher, | Will Love You
Shutdown, Few And Far Between
Earth Crisis, Nemisis

Grand Theft Auto, Stoopid Ass

Green Day, Warning

American Hi-Fi, Flavor Of The Weak
Radiohead, Idioteque

Everclear, When It All Goes Wrong Again
The Yo-Yos, Time Of Your Life
Coldplay, Yellow

Mudvayne, Dig

Fuel, tnnocent

Crazy Town, Butterfly

Nelly Furtado, $**t On The Radio

Lifehouse, Hanging By A Moment
Disturbed, Voices

They Might Be Giants, Boss Of Me
Matthew Good Band, Hello Time Bomb
Badly Drawn Boy, Disillusion

COLLEGE
. TELEVISION
NETWORK

24 hours daily
32 E 57th Street
New York, NY 10022

112, it's Over Now

Aaron Lewis With Fred Durst, Outside
Badly Drawn Boy, Disillusion
Barenaked Ladies, Too Little Too Late
Black Eyed Peas F/Macy Gray, Request Line
Coldplay, Yellow

Crazy Town, Butterfly

Everclear, When [t All Goes Wrong Again
Fuel, Innocent

Grandaddy, The Crystal Lake

Green Day, Warning

Incubus, Drive

Monica, Just Another Girl

Radiohead, Idioteque

They Might Be Giants, Boss Of Me

RAGE

TV FOR U-NOT THEM ~38

1/2 hour weekly
46 Gifford St
Brockton, MA 02401

Green Day, Warning

They Might Be Giants, Boss Of Me
Disturbed, Voices

Fuel, Innocent

Lifehouse, Hanging By A Moment
Mudvayne, Dig

A Perfect Circle, 3 Libras
Everctear, When It All Goes Wrong Again
Radiohead, Idioteque

Coldplay, Yellow

Kathy Fisher, | Will Love You
Badly Drawn Boy, Disillusion
Shuvel, Set It Off
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PACKAGE TOURS DOMINATE COUNTRY MUSIC’S LIVE SCENE

(Continued from page 1)

Strait Country Music Festival stadi-
um tour (Billboard, Jan. 27), which has
grossed about $30 million to date and
is projected to top $35 million this year.
Several other high-profile packages
loom on the horizon, hoping to tap into
the trend, among them multi-artist
bills headlined by Brooks & Dunn,
Reba McEntire, and Tim McGraw.

COUNTRY CIRCUS

Outside of Strait’s extravaganza,
the biggest country package out in
2001 is the Neon Circus & Wild West
Show. Headlined by Brooks & Dunn
and produced by SFX, the tour also
features Toby Keith, Montgomery
Gentry, and Keith Urban.

“We're really looking forward to
this tour. It's gonna be fun,” says Kix
Brooks. “Besides playing with some
of our favorite acts, we're going to
have this circus atmosphere. It's real-
ly more rodeo clown than circus
clown—that’s where the ‘Wild West
Show’ comes in.”

In addition to the billed performers
and a second stage, the Neon Circus
will feature “street performers” rang-
ing from trick ropers and tomahawk
throwers to stilt walkers and fire-
eaters. Spalding says the Neon Cir-
cus is 4 project that has been on the
back burner for the multi-platinum
duo for some time.

“This is something Kix and Ronnie
[Dunn] have been wanting to do for
four or five years, but for one reason
or another it never worked out,” says
Spalding. “This year we decided we
were definitely going to do it.”

Adds Brooks, “We've always been
fans of a party atmosphere at shows,
like what you see Jimmy Buffett and
guys like that do to keep the fans com-
ing back year after year. We kind of
get the same feeling at our shows. We
keep doing good business, and hope-
fully the fans hear the songs they
want to hear along with some new
bells and whistles.”

Since the tour was designed for out-
door venues, SFX was the logical
choice, and the world’s top promoter
bought the entire tour. “When we
came up with this idea, it was designed
for amphitheaters, and SFX owns the
most amphitheaters,” says Spalding.

He adds that with nine production
trucks, 12 buses, and 40 crew mem-
bers, this is the biggest headlining tour
Brooks & Dunn has ever attempted (a
co-headlining tour with McEntire
boasted 12 trucks). Despite the high
production tab, tickets will be held to
an average of $32, Spalding says.

“We're gonna put on a big, kick-ass
show, and it won’t cost an arm and a
leg to come,” says Spalding. “We're
looking to be inclusive as opposed to
exclusive. This is about having fun
and raising hell.”

For Toby Keith, who has graduat-
ed to headline status himself, partici-
pation in the Neon Cireus tour offers
an opportunity for a high-profile out-
ing. “The reason we did this tour is
because it’s a 40-city major-market
tour that enables Toby to have maxi-
mum exposure in the best light,” says
T.K. Kimbrell, Keith's manager. “It's a
huge tour, Toby is friends with every-
body onit, and it’s a great opportuni-
ty to hit these markets at a time Toby
is sizzling hot.”

Spalding adds that Neon Circus
will be the first Brooks & Dunn tour
in several years timed with a new

album release. The duo’s latest Arista
release, “Steers & Stripes,” is due in
stores April 24, three days before the
tour begins in Birmingham, Ala.
“Traditionally we wait until a song
becomes a hit before we add it to our
set list, but this time out we’re going
to introduce some new material,” says
Brooks. “It’s all coming together.”

GIRLS’ NIGHT oUT
One of the more creative country
packages for 2001 is a Reba McEn-
tire-headlined tour featuring Martina

BROOKS & DUNN

MecBride and likely tourmates Sara
Evans, Jamie O’Neal, and Carolyn
Dawn Johnson. The five women will
tour from July 10 until Aug. 13, play-
ing a mixture of large venues.

Ron Baird, agent for Creative
Artists Agency Nashville, agrees that
such packages are a response to a
tight touring market for country.
“The same old thing isn’t cutting it in
this business any more,” says Baird.
“You've got to have an edge. I
applaud Brooks & Dunn for what
they’re doing. That’s an example of
what the marketplace needs—more
bang for the buck.”

While stopping short of calling the
Reba package a “country Lilith Fair,”
Baird does see the synergy. “There’s
a little bit of a woman-power thing
going on here,” he says. “We don’t
propose to be a Lilith Fair of country
music. Our goal was to be hit-driven
and be creative in putting this thing
together. The fact of the matter is you
have to be competitive with what’s
going on out there, and right now
more and more tickets are being sold
by fewer and fewer acts.”

Although plenty of country touring
activity is planned for 2001, such female
headliners as Shania Twain, Dixie
Chicks, and Faith Hill are expected to
be absent from the road, which Baird
thinks is another plus for his tour.

One female headliner who is mak-
ing noise in the early going this year
is William Morris act Jo Dee Messina,
who is in her first headlining tour,
with Rascal Flatts opening. Messina
and Rascal Flatts are currently sell-
ing out theaters. “The business Jo
Dee is doing is an important indicator
in the plus column,” says William
Morris VP Gregg Oswald. “Every
time I look at those ticket counts, I
can’t help but giggle.”

TIM & KENNY

In a stylistic about-face from the
Rebatour, Creative Artists Agency is
routing a Tim MeGraw tour featuring
Kenny Chesney and a third male act
to be determined. McGraw and Ches-
ney are both veterans of Strait’s coun-
try fest, and their names will likely be
forever linked following their much-

publicized run-in with law enforce-
ment in Buffalo, N.Y., last year.

Like Keith, Chesney is making
major strides as a headliner in his own
right. Spring dates with Lee Ann
Womack are selling well, and there is
a possibility Chesney and Womack
may work together again this fall. But
for this summer, packaging Chesney
with McGraw makes sense, according
to Clint Higham, Chesney’s manager.

“With Tim we'll be going into the
biggest markets, where you're com-
peting with people like Destiny’s
Child, Britney Spears, and every-

thing in between,” says Higham.
“Tim is a proven [draw], and the
friendship between him and Kenny
makes for a great fit. We think work-
ing on the George Strait tour [the
past two years] really helped elevate
Kenny’s success, and now we have the
opportunity to play for 15,000-20,000
people a night in the sheds.”

THREE FOR THE MONEY
Creative Artists Agency will re-
prise its successful Berry, Bogguss,
and Dean package in 2001, which fea-
tures John Berry, Suzy Bogguss, and
Billy Dean. Last year the three played
about 50 dates, and they are nearing

that number of bookings for 2001.
“The concept is three headliners,
one band, and one bus, and it works
beautifully,” says Baird. “Expenses
are held down to a bare minimum, and
the artists are making as much as
they were when they were playing
with their own bands and equipment.
They’re not losing it all to overhead.”
The three acts begin and end the
shows together and play about 25-30
minutes individually. The price to buy-
ers for Berry, Bogguss, and Dean is
$25,000-$35,000. “These acts have had

‘You have to be
competitive with
what’s going on out
there, and right now
more and more tickets
are being sold by fewer
and fewer acts’

- RON BAIRD -

24 top 10 records between them and
sold over 6 million albums,” Baird says.

From the William Morris Agency
and SFX in Nashville comes another
Volunteer Jam package for 2001,
headlined by Charlie Daniels and fea-
turing the Dickey Betts Band and 38
Special. That tour begins May 11 in
Charlotte, N.C., and will play prima-
rily at SFX sheds.

Nashville-based agency Buddy Lee
Attractions has put together several
packages for 2001, not the least of
which is a co-headlining bill of Lorrie

Morgan and Sammy Kershaw in sup-
port of the couple’s new RCA album
and single (“He Drinks Tequila”). Mor-
gan and Kershaw will perform about
40 dates together between April and
October, playing a variety of venues.

Another Buddy Lee package is the
Honky Tonk Tailgate Party, a 60-date
package that’s already on the road. It
features Rhett Akins, Daryle Single-
tary, and Jeff Carson. Co-headlining
packages include Aaron Tippin with
Billy Ray Cyrus and Mark Chesnutt
with Tracy Byrd, with the latter pair
billed as the Boys From Beaumont,
booked in conjunction with the
William Morris Agency.

Buddy Lee Attractions president
Tony Conway says acts can’t be
thrown together at random with
expectations of one plus one equals
four. “These packages are put togeth-
er after a lot of research on our part
on such things as record sales, Sound-
Scan, past history, and whether or not
the artists like and respect each
other,” says Conway. “We’re seeing a
lot of people trying to put together
more than one artist and not neces-
sarily just in-house but [with] what-
ever [acts] make sense.”

Still, too much packaging can be a
double-edged sword. Combining sev-
eral top acts, including co-headlining
situations, contributes to what is
already perceived by some as a short-
age of quality support slots for devel-
oping acts. “For the last five or six
years, we’ve had a problem with
opportunities to break a new act on
packages,” says Conway. “That has to
change. At the moment, there are not
a lot of promoters and managers will-
ing to put an act on a package that
means nothing [in terms of ticket
sales] and pay for it.”

COPYRIGHT DIRECTIVE NEARS APPROVAL

(Continued from page 8)

Although the directive’s wording
doesn’t literally prevent services like
Napster from operating, Consoli says,
“some use will be illegal, and some
will be legal. If someone is uploading
and downloading music from artists
like U2, Bruce Springsteen, or Alanis
Morissette, they must have a license
from the record company or the
artists themselves.”

Napster itself has been involved in
this context, according to Consoli.
Napster attorney Manus Cooney,
who formerly worked with U.S. Sen.
Orrin Hatch, R-Utah, has reportedly
been in favor of a wider interpreta-
tion of the private copying exception
and been in regular contact with
Boselli’s office by phone and fax.

“Napster has called us and written
to us in rage, because they know now
that [their services] are not covered
by the directive,” says Consoli.
“They’ve suggested that Boselli
would become very unpopular among
young people in [Boselli’s home coun-
try] Italy, since it’s one of the biggest
markets for Napster.

“Napster also said to us that if
Boselli’s recommendations go
through and it’s not possible for Nap-
ster to operate in Europe, private
copying will become so strictly
defined that it will oblige U.S. legis-
lation to follow and have conse-
quences on the revision of the DMCA,
since that act is a bit indifferent to the

problem,” he continues.

“Boselli feels very strongly about
the copying issue, and we’ve im-
proved it in many ways,” Consoli
adds. “The wording has been modi-
fied so that private copying has noth-
ing to do with commercial use of it.
We don’t criminalize anybody, and we
don't think that Napster is a criminal
organization. Some of the use encour-
aged by Napster is not permissible,
and the directive says that won't be
possible. This is why Napster is say-
ing this. When the directive was first
drafted, the politicians weren'’t very
familiar with what Napster was.”

Despite the politicians’ content-
ment, though, the industry remains
unimpressed. A Brussels-based
spokeswoman for GESAC says,
“We're very disappointed, concerned,
and worried with the vote. The word-
ing [on the private copying provision]
legitimizes a wide interpretation of
the law, so that it not only authorizes
copying for private use but also giv-
ing those copies to a third person.
Some members of the parliament
were afraid that by saying that a per-
son can only make private copies for
private use, it wouldn't allow them to
be given to someone within the fami-
ly circle. We believe that’s a big mis-
understanding.”

Philippe Kern, the general secre-
tary of Impala, the indie labels’ organ-
ization based in Brussels, agrees.

“Our viewpoints are along the lines of
what IFPI has been saying all the
time,” he says. “We're concerned over
the fact that the directive doesn't real-
ly harmonize the private copying leg-
islation throughout Europe, and it
doesn’t create conditions for a busi-
ness-friendly environment in an
online environment.”

The IFPI declined to go into
specifics prior to the parliamentary
session. However, the organization’s
regional director for Europe, Frances
Moore, said in a statement, “In order
to provide music in the digital envi-
ronment, private copying must be
kept truly private. The definition of
private copying voted in the legal
affairs committee is still too broad.
We're also concerned that a number
of amendments could delay the direc-
tive by pushing it into conciliation.
For example, [an] amendment con-
cerning broadcasters would introduce
entirely new elements that don’t exist
in EU member states’ legislation.”

A source at the IFPI says the fed-
eration is now interested in getting
the directive through the political
pipeline as soon as possible. “We're
not interested in having it go through
conciliation,” the representative says.

Conciliatory procedures would
delay adoption by three months.
After adoption, EU member states
have 18 months to implement the law
into national legislation.
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PROPER ROLE FOR MUSIC TV DEBATED IN U.S.

(Continued from page 1)

national TV have become smaller, as
playlists become tighter and many
music-video networks spend less
time playing videos.

In the U.S., the situation is of par-
ticular concern because one compa-
ny—Viacom Inc.—now owns the
majority of the national music video
networks: MTV, VH1, BET, CMT,
MTVZ, and their smaller spinoffs.

“Viacom is running the show
now, whether we like it or not,”
says Mark Weinstein, president of
R'N'R Freelance, a leading inde-
pendent video promotion firm.
“Anytime one company owns an
extraordinarily high percentage of
screen space for music videos, it's
a problem.”

As exclusive Billboard research
shows (see the Music Video Report
Card, this page). the largest music-
video networks in terms of house-
hold reach aren’t necessarily the
biggest champions of music videos.

MTV

In the case of MTV—by far the
largest U.S. music-video channel,
reaching more than 77 million
households—the number of videos
shown on the network plummeted
36.5% from 1995 to 2000.

The trend toward more non-
music programming is likely to con-
tinue. In January, New York-based
MTYV announced its new slate of
programs, original movies, and spe-
cials in development for 2001, and
most of the programs had little or
nothing to do with music video.

MTV/MTV2 president Van Tof-
fler points to such MTV shows as
“Total Request Live,” “Direct Ef-
fect,” and “MTV Jams” as proving
MTV’s commitment to airing music
videos. He contends that these
shows are still effective in “making
great crossover stars who appeal to
our audience.”

MTYV also spotlights potential
breakthrough videos through its
Buzzworthy promotion. Still,
MTV’s abdication of its former
role as a 24-hour-a-day musie
channel has drawn complaints
from many in the music industry,
although few want to state their
complaints for the record.

“This isn't a new complaint,” Tof-
fler says. “Clearly, the novelty of
just showing music videos has
worn off. It's required us to rein-
vent ourselves to a contemporary
audience. Music will remain the
soul of MTV. Our non-music shows
like ‘Jackass’ just get more
press.What matters most to us is
pleasing our audience.”

It’s not surprising that MTV is
playing fewer videos than ever
before, says Roy Lott, president of
EMI Recorded Music North Amer-
ica and president of Capitol
Records. “MTV has these non-
music shows on for the sake of
immediate ratings. [But] there’ll
always be that tension between the
music industry and MTV when
MTYV doesn’t support music and
decides to put on other [non-music]
programs instead.”

According to hip-hop artist
Common, it has become harder for
new artists to get exposure
through music videos because
there are so many more new artists
now and less time given on nation-

al TV to show their videos. “Even
if these artists blow up to the
mainstream,” he says, “they don't
have a secure spot because the
networks can be fickle.”

VH1

VHT1's slogan of “Music First”
reflects a stated commitment to
being a music channel. That has
helped foster good will among rec-
ord companies and the music indus-
try at large.

“MTV may not play as many ar-
tists as it used to,” Lott says, “but at
least VHI is extensively involved
with a large range of artists.”

That range has expanded dra-
matically in the past five years,
since VH1 has championed more
contemporary artists in rock and
pop—compared with VH1's early
days when it was mainly an adult-
contemporary and classie-rock chan-
nel. New and developing artists are
given a special VHI spotlight with
its Inside Track promotion.

“VHI’s support was a big turn-
ing point for [singer/songwriter
and Inside Track feature]| David
Gray,” says Hugh Surratt, RCA
senior VP of artist develop-
ment/creative services. He adds
that VH1 president John Sykes

Artist
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Report Card

Number of times that videos were played
on each network in the given year

1995 1998 2000
MTV 47118 43790 29,920
VH1 50,697 44,008 36,606
BET 27,872 34,680 30,365
cMT 102,377 96,644 90,952
MTV2* — 83564 63,353

*MTV2 went on the air in 1996

SOURCE: BROADCAST DATA SYSTEMS

“went the extra mile” by sending
industry tastemakers Gray’s CD,
along with a personal letter en-
dorsing the artist.

Gray says he is “very grateful to
VH1,” along with the other pro-
grammers “who gave support to
my record before mainstream radio
picked up on it.”

But Sykes reveals that the trend
of more longform programming and
scripted shows will become a sig-
nificant part of VHI, too. “Our goal
is to continue the most creative
ways to expose music to our view-
ers,” he says. “For VHI, it started
with music videos, then documen-

taries, and now we're continuing
with original movies.

“The important thing to remem-
ber,” Sykes adds, “is that every-
thing we do is based on music. The
artists and the music industry are
supportive as long as it helps sell
records.”

MTV2

As an MTV spinoff channel,
MTV2 has brought back MTV’s
original concept of playing a free-
form mix of videos 24 hours a day.
Yet more longform programs are in
MTV2's future, as the network
plans more concerts and original
shows (Billboard, Nov. 4, 2000).

MTV2 received a huge boost in
distribution at the beginning of this
year when MTV Networks shut-
tered the Box Music Network in
the U.S., replacing it with MTV2in
nearly all markets that previously
carried the Box. In the past year,
MTVZ2’s U.S. audience reach has
soared from 10 million to 30 million.

“Right now, MTV2 is ‘stealing’ a
lot of programming from MTV,”
says Toffler. “But one of the best
things about MTV2 replacing the
Box is that we're going to take the
local, interactive aspects of the Box
and make MTV2 a more interactive
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Music Video Networks' Most-Played Videos of 2000 in U.S.
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U.S. Musie-Video

Netwark Profiles

Launch Target Household
Year Audience Owner Reach

MTV 1981 12- to 24-year-olds Viacom 77 million
VH1 1985 18- to 49-year-olds Viacom 74 million
BET 1980 18- to 34-year-olds Viacom 63 million
CMT 1983 18- to 34-year-olds Viacom 45 million
MuchMusic USA 1996 18- to 34-year-olds Cablevision 40 million*
MTV2 1996 18- to 34-year-olds Viacom 30 million*
Great American Country 1995  25- to 54-year-olds Jones Int'l 15 million

SOURCE: NIELSEN MEDIA RESEARCH, EXCEPT " FROM THE INDIVIDUAL NETWORK

channel.” MTV2's “Control Freak”
is one such interactive program,
with viewers voting online for their
favorite videos.

“MTV2 has tremendous poten-
tial,” says Lott. “They've been very
supportive of [Capitol act] Coldplay,
and it’s helped break the band in
the U.S.”

Jeff Amato, president of inde-
pendent video promotion company
Vis-Ability, adds, “Of the other major
music-video networks, MTV2 is
most open to playing new artists.”

BET

BET president/COO Debra Lee
says that even though the net-
work is now owned by Viacom,
“BET is not going to lose its focus
on the African-American commu-
nity. But we'll probably look into
cross-promotions with other Via-
com networks. We're also looking
into putting out more syndicated
product. We hope this Viacom deal
will also help us increase our dis-
tribution for [spinoff channel]
BET on Jazz.”

BET is headquartered in Wash-
ington, D.C., but its music depart-
ment is based in New York. BET
International operates BET in 30
countries in Europe and 36 in Aftrica.

With MTV playing so many R&B
and hip-hop videos, “there is going
to be some overlap,” says BET VP
of music programming Stephen Hill,
“but BET’s role is to take these
artists to their core audience. Even-
tually, MTV plays them and takes
them to a more mainstream level.”

Regarding the volatile content
of many hip-hop videos, Lee says
that BET's relationship with
labels has been one of give-and-
take. “What we don’t want to do is
become a censor,” she says. “That’s
why we have a standards commit-
tee to send videos back to record
companies for re-edits. [ hope
videos will improve in quality.
There needs to be more variety in
the videos and not focusing so
much on females as objects.”

Common agrees. “Too many vid-
eos have become redundant,” he
says. “We aren’t challenging people’s
minds enough. [But] the final re-
sponsibility with what's in the videos
is with the artist, because the artists
are the ones who decide how they
want to portray themselves.”

CMT

CMT will undergo a transfor-
mation in the coming months,
according to Sykes, who is presi-
dent of CMT along with holding
the same title at VH1. Chief
among the changes at CMT, he
says, will feature “more artist-
driven stunts and more longform
programming. We're going to have
more documentaries, a live re-
quest show, and we're going to be
doing something with the Country
Hall of Fame in May.”

It’s so difficult for a country act
to get a slot on a national TV show
like “Late Show With David Let-
terman” that country channels are
often the only national TV expo-
sure many such artists can get,
points out country singer Lee Ann
Womack. Still, she welcomes more
longform programming on CMT.

(Continued on next page)
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PROPER ROLE FOR MUSIC TV DEBATED IN U.S.

(Continued from preceding page)

“That sounds like a positive
move,” she says. “I think consum-
ers want to know more about
artists besides what they can get
from watching videos.”

Adds Jeff Walker, president of
AristoMedia, a leading independent
video promotion company for coun-
try musie, “Even if CMT were to

COMMON

have more longform programming
and show less videos, I wouldn’t
have a problem with that if they
doubled their audience and stayed
focused on music.”

GREAT AMERICAN COUNTRY

Great American Country (GAC)
director of programming John
Hendricks says the network dis-
tinguishes itself from chief rival
CMT in three areas: “We play
more videos than CMT, CMT is
trying to skew more pop than we
are, and we have a leaner manage-
ment structure.”

GAC VP of marketing Scott
Duran adds, “Our philosophy has
been to keep costs down and give the
viewers what they want: videos.
We're going to keep our longform
programming at a minimum.”

Based in Englewood, Colo., GAC
has remained competitive by open-
ing a Nashville office last year. To
further boost its Music City pres-
ence, GAC launched a daily show
based in Nashville, “Country Re-
quest Live.” GAC also hosts cus-
tomer appreciation shows, featur-
ing country celebrities.

MUCHMUSIC USA

MTV’s cutback on its music
video programming is all the more
reason for people to look to alter-
native musical channels, according
to Norm Schoenfeld, head of pro-
gramming for one such network—
MuchMusic USA, the MuchMusic
spinoff channel based in Bethpage,
N.Y. In the past year alone, Much-
Music USA has increased its dis-
tribution remarkably—from under
15 million households to more than
40 million, according to the net-
work.

Insiders say that in order for
MuchMusic USA to establish a
powerful identity, the network
must establish breakout stars sep-
arate from those that competing
networks can take credit for break-
ing. MuchMusic offers its Break
This promotion for new and devel-
oping artists, which has given early
support to Vertical Horizon, Dido,
and P.O.D.

Tommy Boy head of video promo-
tion Victor Lee says that MuchMu-
sic USA will have more of an impact

with stateside labels if it has “pro-
gramming generated entirely in the
U.S. and not from Canada.”
Schoenfeld asserts that U.S.-spe-
cific programming is part of Much-
Music USA’s plan. “We'll take a fresh
approach to videos and artists.”

OTHER NETWORKS

National TV exposure for music
videos isn’t limited to the largest
music video networks. Other net-
works that have regular music pro-
grams or show music videos include
PBS, HBO, Disney Channel, A&E,
Nickelodeon, CNN, the USA Net-
work, and Oxygen.

College Television Network and
Broadway Video’s Burly Bear Net-
work play videos and reach thou-
sands of U.S. college campuses.
Studio M, launched in December
2000, is a music-video network
available for up to six hours a day,
mainly on independent broadcast
TV stations.

There are also the major music
networks’ smaller spinoff channels,
available mainly through satellite
TV or digital cable: MTV X (hard
rock/heavy metal), MTV S (Latin
music), VH1 Classics (classic rock),
VHI1 Soul (R&B), VHUno (Latin
music), VH1 Country, BET on Jazz,
and BET Gospel.

HEAVY ROTATION AND INDIE LABELS

Videos from independent labels
are noticeably scarce on the major
music-video networks’ playlists (see
the Heavy Rotation List, page 68).
Do music-video networks have a
bias against indie-label videos?

Tommy Boy’s Lee says, “No, the
networks aren’t biased against in-
dependent labels. It all comes
down to hits. If an indie label has a
hit song, the networks will play
the video.”

Wind-Up Records senior VP of
promotion Shanna Fischer agrees.
“I've never felt the video networks
didn’t take us as seriously because
we're an independent label,” she
says, noting that a “compelling
artist story” is essential for a net-
work to add a new artist’s video.

Amato adds, “Even with the
networks that play a lot of music,
it’s the same politics in getting
videos played.”

COMPETITION CONCERNS

Now that Viacom has a strong-
hold on the U.S. music video net-
work business, how does this dom-
inance bode for the competition?

“In general, it’s very difficult for
a music network to be launched
without the backing of a major
corporation,” says Derek Baine, a
senior analyst at media analyst
firm Paul Kagan and Associates.
“The problems are distribution
and cost. There are too many new
cable networks and not enough
room for them. Starting a national
cable network costs an average of
$200 million-$300 million, and
there aren’t too many independent
organizations that can raise that
kind of money.”

In 1984, media mogul Ted Turn-
er tried and failed to create a net-
work that would give MTV serious
competition. Turner’s fledgling
Cable Music Channel (CMC) last-
ed just one month on the air.

According to Tom McGrath’s 1996
book, “MTV: The Making Of A
Revolution,” CMC’s demise was
due in large part to exclusive deals
MTV had with record companies.

‘Viacom is running
the show now,
whether we like it or
not. Anytime one
company owns an
extraordinarily high
percentage of screen
space for music
videos, it’s a problem’

- MARK WEINSTEIN,
R’N’R FREELANCE -~

Last year, Washington, D.C.-
based New Urban Entertainment
(NUE) was launched as a rival net-
work to BET, with Quincy Jones as
a key investor. But NUE is cur-
rently on hiatus and rumored to be

going out of business.

Baine says that Viacom'’s domi-
nation of national music-video net-
works would be problematic if Via-
com were to “engage in antitrust
practices that would prevent com-
panies from doing business with the
competition or if Viacom owned any
record companies.”

In 1999 MTV Networks was un-
der investigation by the U.S. De-
partment of Justice for MTV'’s
long-running practice of making
deals to have exclusive rights to
select videos for about four weeks

per video (Billboard, Dec. 25,

1999). Coincidence or not, 2000 was
the first year in several that MTV
did not have any exclusive videos,
according to Broadcast Data Sys-
tems reports.

The likelihood of any major cor-
poration launching a national
music-video network to compete
with a Viacom-owned outlet will
“depend on how much they think
it’s worth the cost,” Baine says.
“New networks will have a better
chance on digital cable.”

For artists, competing alterna-
tives in music television are a con-
cern. Womack asserts, “The more
music channels we have, the better.”

MUCHMUSIC AND ITS SISTERS DOMINATE CANADA

(Continued from page 1)

A single media firm—Toronto-
based CHUM Ltd.—owns Cana-
da’s leading music-video networks:
MuchMusie, MuchMoreMusic,
Musiqueplus, and MusiMax. The
Canadian music industry general-
ly doesn’t view this monopoly as a
problem, because the nation’s
music-video networks remain
focused on music and are consis-
tently supportive of artists, es-
pecially home-grown acts.

The bottom line, according to Uni-
versal Music Canada international
marketing manager Shawn Marino,
is that MuchMusic and its sister
channels have earned their good will
with the Canadian music business.
“They give amazing support to ar-
tists,” he says. “If you go to them
with a great video from a great act,
[the networks] will more than likely
step up to it, and that makes all the
difference in selling records.”

MuchMusic’s target audience con-
sists of 18- to 34-year-olds, with a
playlist of pop, rock, R&B, and hip-
hop. MuchMusic’s audience reach is
more than 6 million households in
Canada, according to the network.

MuchMoreMusic’s main demo-
graphic consists of 25- to 49-year-
olds, and the network’s playlist is
focused mainly on AC artists, but
also plays a mix of rock, pop, R&B,
and country. MuchMoreMusic,
which was launched in 1998, cur-
rently reaches about the same num-
ber of households as MuchMusie.

Musiqueplus and MusiMax are
the French-language versions of
MuchMusic and MuchMoreMusic,
respectively. The Canadian house-
hold reach for Musiqueplus is about
2 million, and for MusiMax it is about
1.5 million, according to CHUM.

The playlist for MuchMusic is
similar to MTV’s with one notice-
able difference: Regulations by the
Canadian Broadecasting Corp.

(CBC) require that the program-
ming of MuchMusic and other
Canadian TV networks include at
least 30% Canadian content. The
CBC is a public institution that
provides Canadian cultural con-
tent to the nation’s TV and radio
outlets. Due to this law, MuchMu-
sic and its peers essentially have a
“quota” to play a certain number
of Canadian artists.

The Canadian Radio-television
and Telecommunications Commis-
sion has also prevented foreign
musie-video competitors—including
Viacom’s MTV Networks—from
entering the Canadian market. So
with one company owning the
national music-video networks in
Canada, what do these networks
consider as their competition?

“We compete with each other,”
says David Kines, VP/GM of Much-
Music and MuchMoreMusic. “We
also compete with anything that is
vying for the attention of our view-
ers, such as video games and the
Internet. We produce 90% of our pro-
gramming in-house. While we don'’t
have direct competition in the music-
video field, we've done a great job of
reaching our target audiences and
staying ahead of the curve.”

The closest TV competitor to
MuchMusic is Youth Television
(YTV), a nationwide channel similar
to Nickelodeon. Although not a net-
work focused entirely on music, YTV
has such music shows as “Hit List”
and “Chart Attack.”

MuchMusic cites the Matthew
Good Band, Kid Rock, Choclair, Ras-
calz, and OutKast as recent exam-
ples of acts that were able to break
through to Canadian audiences pri-
marily because the network gave
early exposure to them.

“MuchMusic absolutely had a lot to
do with the success of the Matthew
Good Band,” Marino says. “Much-

From a label angle, Tommy Boy’s
Lee concurs, saying, “It’s getting
harder to break new music on the net-
works. More of the video networks
need to take more chances and not fol-
low so much what radio’s doing.”

Ultimately, a healthy climate for
new artists helps the music indus-

WOMACK

try at large—not only artists,
labels, and retail but also music-
video programmers. A rising tide
lifts all boats, as Lott affirms, “If
these networks play more videos
from new artists, it’s to everyone’s
long-term benefit.”

Music put all of the band’s videos in
heavy rotation and supported the act
right out of the box when a lot of peo-
ple didn't know who they were.”

Marino—who was most recently
Universal Music Canada’s electron-
ic media manager, handling the
label’s video and TV promotion—
explains that CHUM'’s monopoly on
the Canadian music-video networks
isn’t a problematic issue with the
Canadian music industry.

“You immediately want to say
that competition is good, and you
want alternatives,” Marino notes.
“But MuchMusic and the other
[CHUM] networks don’t rule with
an iron fist. The Canadian music-
video networks’ influence on selling
records in Canada is generally on
the same level as radio.”

As for MuchMoreMusic, Marino
says, “My advice would be for
MuchMoreMusic to improve its
branding. Sometimes it’s hard to
tell MuchMoreMusic apart from
MuchMusic. MuchMoreMusic needs
a more distinct look.”

Indeed, says Kines, “MuchMore-
Music is our top priority. We're
looking at building its distribution
and more original programming.”

As for the French-language Mus-
iqueplus and MusiMax channels,
Marino says that “in many ways,
they’'re more influential to their
audiences than the English-lan-
guage music-video channels,
because there isn’t much French-
language programming in Quebec,
outside of Montreal. So the Canadi-
ans who only speak French get
more out of channels like Musique-
plus and MusiMax.”

MuchMusic will also continue its
international expansion plans, ac-
cording to Kines. A localized version
of MuchMusic is now available in
such territories as the U.S,, Finland,
Argentina, Singapore, and Spain.
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COMPETITION WITH MTV IN EUROPE HEATS UP

(Continued from page 1)

Across Europe as a whole, MTV
reigns supreme, but the network
faces stiff competition in nearly every
market, forcing it to have an alto-
gether different approach from its
U.S. parent. As a result, music dom-
inates nearly all of the dedicated
music channels, and the relevance to
the music industry of the various con-
tinental music TV stations has never
been more important.

“There’s only one word to de-
scribe music television to us: vital,”
says Mike Allen, EMI VP of inter-
national. “From this office [in Lon-
don], we have a direct relationship
with MTV at network level and
occasionally with some of the other
European players—although be-
cause they tend to be single-territo-
ry players, they tend to be dealt
with by the local offices.”

MTYV recently announced that it
plans an increased commitment to
live music across its European chan-
nels and Web sites (BillboardBul-
letin, Jan. 24). Live music content
is expected to rise by 10%, with pro-

‘Acts like the
Chemical Brothers
and Moby, who
weren’t getting radio
play, owe their profiles
wn France to video
play on MCM. French
rock also benefits’

- STEFAN ESPINOSA, LABELS -

gramming tailored to each region.

Says MTV Networks Europe
president/CEQ Brent Hansen,
“We’ve always had a pretty high
music content, [but it’s] the amount
of live music programming that is
actually what is going up, rather
than music per se.”

Emphasizing the importance of
music content to MTV in Europe,
Hansen adds, “We’re generally
about 80% music-driven, if not more,
on virtually all our feeds. That’s also
a practical thing, as we’re feeding
nine MTV channels around Europe,
and we have to provide material that
will be valuable to each and every
one of those channels.”

Hansen isn't averse to non-music
programming, but he is determined
not to dilute the music content on
MTV’s European stations. “Non-
music programming is important to
us; don’t get me wrong,” he says,
“because the editorial programming
we do gives us a point of view. But
in Europe, we believe that our long-
term success will be based upon our
credibility as a music-deliverer.

“Live music is something that our
audience tells us they would like to
see,” Hansen adds. “That won'’t nec-
essarily give us bigger ratings, but
it will enrich the viewing process.”

With digital TV set to bring hun-
dreds of new channels to European
screens, Hansen is acutely aware
that the competition is looking to lure
away MTV viewers. “Our biggest
competition is essentially anybody
that takes share from us,” he says,

“because music channels don’t get
massive share, and there is a lot of
new TV in the digital environment
that is going for that 16- to 25-, 26-
year-old group, which is our core.”

MTV’s digital rollout will be based
on music, Hansen adds. “We con-
stantly encourage people to go to
gigs, we've got tour support—we're
about participating. In a domestic
market, where it would be a value-
add to our service, we will not shirk
from dealing with longform pro-
gramming. But I think in the short
term, music gives us a lot more bang
for our buck; it gives us more scope
to create opportunities for artists
that can be seen on all MTVs around
Europe. Essentially, that’s the most
important part of what we do, and
we want to reinforce it.”

GERMANY

The hottest contest among music
TV rivals in Europe is in Germany—
the world’s third-largest music mar-
ket—where MTV and Viva are
locked in a close battle for ratings.
Both channels claim to be market
leaders in Germany and quote vari-
ous viewing figures, which put both
in the 4.4 million viewers per day
ballpark.

Viva became a publicly traded
company last year, but three of its
largest shareholders remain AOL
Time Warner, Vivendi Universal,
and EMI. :

Dieter Gorny, CEO of Viva Media
AG, says, “To be successful, you
have to do things that are not com-
parable to normal television. This
means you have to offer a 24-hour
service that gives every consumer
the possibility to come in touch with
the entertainment world only by
entering this world for five minutes
whenever he wants. So you have to
build up your program or content on
a bits-and-pieces strategy rather
than long-running formats.

“In Germany,” Gorny adds, “Viva
has 70% music and 30% the rest—
which means words and graphics
and whatever. [ believe that if you
go over 40% words, that becomes
dangerous, because then you are
starting to become comparable to
normal television stations.”

According to Gorny, the lack of
competition for MTV in the U.S.
means the network may indeed be
close to becoming just another TV
channel. “Not only does that give
you higher costs for programming,
but you are also starting to compete
with normal TV networks, which is
another battlefield. And you lose,
step by step, one of your supporting
pipelines—the music industry.”

Yet Gorny believes that the U.S.
situation—in which music content
on TV is on the decline—is unlikely
to happen in Europe. “I believe that
alot of the unique qualities that Viva
has had the chance to develop has
had to do with the fact that we have
a great competitor at our back—
MTV. I also believe there’s enough
space in the market for Viva and
MTYV to live together.”

If a situation similar to that in the
U.S. were to happen in Europe
(where actual music content on
MTV decreased), Allen concedes
that it would not be welcomed. But
he doesn’t think it would necessari-
ly have a negative impact on the

recorded-music business.

“In a lot of places, MTV is no
longer the only player in the mar-
ket,” Allen says, “so they aren’t the
totality of the music television mar-
ket. If MTV, for instance, were to cut
the music content by introducing
more lifestyle programming, it
would depend on what the other
players did that would matter.”

FRANCE

Depending on which cable or
satellite operator an individual view-
er has in France, there are seven
dedicated music channels available.
MTV France, MCM, M6 Music, Fun
TV, RFM TV, VH-1, and M2 are all
operating but, even collectively,
have less real market influence than
terrestrial broadcaster M6 Music.

M6 Music has 100% reach, while
the cable and satellite channels
enjoy a fraction of that—20%-35%,
depending on the distributors. Most
recent available ratings (from 1999)
are MCM, 1.4 million individuals per
week; MTV, 1 million; RFM TV,
370,000; Fun TV, 370,000; M6 Music,
300,000. The ratings system, run by
Mediametrie, has recently been
changed from a phone-up survey to
a standard channel monitor placed
in homes across the country.

Despite the fact that M6's music
content is now a mere 20% of its air-
time, the network can, and does,
make hits. Sergent Garcia’s “Acabar
Mal” is a good example of a song that
wasn’t getting much radio play. But,
says Stefan Espinosa, promotion
manager at Spanish company

HANSEN

Labels, “after the video was rotated
on M6, it took off.”

While it is hard for the digital
channels to compete with the reach
of M6, MCM is also a useful audi-
ence-building tool for certain acts.
“MCM, unlike M6, can rotate clips
heavily, and they have a fairly eclec-
tic playlist,” Espinosa says. “Acts
like Chemical Brothers and Moby,
who weren’t getting [radio] airplay,
owe their profile here, at least in
part, to MCM. French rock also ben-
efits from [MCM’s] playlist policy.”

The introduction of French pro-
gramming on MTV France last
spring seems to be having the de-
sired effect. The channel is gaining
viewers and closing in on top-rated
cable/satellite rival MCM.

SPAIN, ITALY
In Spain, there is little generalist
music coverage on terrestrial TV,
but public channel TVE 1 does air
Musica 3i. On digital platforms via

satellite, 24-hour music channels
include MYT Espaiia, 40TV, 40Lati-
no, and Sol Musica (top 40). On each
of these channels, programming is
devoted to the video/interview for-
mat, with music dominating.

In Italy, the two main music-video
outlets are MTV Italy and TMC2
(Telemontecarlo), although they are
currently in a state of turmoil. MTV
Italy is broadeast on terrestrial TV as
a “host” of Alberto Peruzzo’'s Rete A
station. Yet the Italian TV authority
has announced that Rete A's national
license will not be renewed, as its
advertising is handled by an American
company—namely, MTV —and this
decision has been upheld in court. Due
to this, MTV is looking for an alterna-
tive, and this has led to widespread
speculation that it will move to the
home of its former rival, TMC2.

TMC2—formerly known as Vid-
eomusic—was, like TMCI1, the
property of the Cecchi Gori Group.
Last summer, the Cecchi Gori
organization sold the two stations to
yellow-pages publisher Seat, which
is owned by Telecom. Plans were
announced for the two companies to
form a third TV “pole” as a rival to
the three state-owned RAI stations
and the three private stations
owned by Silvio Berlusconi’s Medi-
aset company. This also fueled spec-
ulation that TMC2 and MTV would
join forces, but the TMC/Seat oper-
ation has also been blocked by the
TV authority.

Rete A—which was opposed to
the TMC/Seat merger—has an-
nounced that, as of May 1, its pro-

gramming will be provided by the
German company Viva. Presum-
ably, MTV will have no choice but
to move in with TMC2.

TMC2 is approximately 756%
music-oriented, with an emphasis
on [talian acts; it also airs news and
sports. MTV dedicates about 80%
of its programming to music, with a
more international focus, and it also
airs news, talk shows, and cartoons.

Italy also has three digital satel-
lite stations, all of which are the
property of radio outlets: Video
Italia is owned by Radio Italia,
RTL by RTL 102.5, and Deejay
Television by Radio Deejay.

U.K., OTHER EUROPEAN TERRITORIES

Beyond the venerable British TV
show “Top Of The Pops”—still a key
showcase for music videos—the
U.K. has the Box, which claims the
crown as the most-watched music
TV channel, according to July 2000
British Audience Research Bureau
figures for Sky Digital viewing.
These figures show that nearly one-
third of everyone who receives Sky
Digital programming watches the
Box (which is owned by media con-
glomerate Emap).

The Box allows viewers to control
programming via interactive remote
control and phone, with the audience
requesting the music videos it wants
to see. The format features back-to-
back videoclips only.

MTV Europe has a separate net-
work operation—MTV U.K.—for
the U.K. and Ireland. Its playlist is
similar to its American counterpart
except that it has more emphasis on
U.K. acts, such as Robbie Williams,
Texas, and All Saints. The U.K. also
has VH1 and MTV spinoffs MTV 2,

MTV Base (R&B/hip-hop), MTV
Extra (pop), and MTV Dance.

The only 24-hour music channel in
Scandinavia is MTV Nordie, which is
coordinated from London.There are
some private networks in the region,
but neither these nor the public sta-
tions air any major music shows. In
addition to Scandinavia (Norway,
Sweden, and Finland), MTV Nordic
covers Denmark, Estonia, Lithuania,
and Latvia. Heavy rotation is given
to artists from the U.K. and U.S.
(Red Hot Chili Peppers, Eminem)
and other European acts (Addis
Black Widow, Stakka Bo).

MTYV has separate operations and
playlists for the Netherlands (MTV
NL) and Poland (MTV Polska).
Their playlists are similar to MTV
U.K,, but MTV Polska gives more
airtime to non-Anglo acts.

MTYV European is the name of the
musie-video network for Belgium,
Egypt, Greece, Hungary, Iceland,
Israel, Luxembourg, Bulgaria, Azer-
baijan, Croatia, Switzerland, Malta,
Monaco, Romania, Cyprus, and

‘Competing with
normal TV networks
is another battlefield.
And you lose, step by

step, one of your

supporting
pipelines—the
music industry’

- DIETER GORNY, VIVA -

Turkey. MTV European’s playlist
leans on U.S. and U.K. acts like Ma-
donna, All Saints, and Eminem.
Besides MTYV, Benelux countries
have a local version of the Box, as
well as another highly popular out-
let—the Music Factory (TMF).
Regarding the latter’s standing, one
label source says that young view-
ers just don’t seem to have the
same “love relationship” with MTV
Europe that they have with TMF.
In the Netherlands, TMF consis-
tently helps break national acts,
such as the Postmen. Last year, the
Dutch reggae/hip-hop act earned
breakout pop status when its V2 sin-
gle “Renaissance” logged time as a
TMF “superclip of the week.”
Owned by the Bussum, the Nether-
lands-based Dutch media giant
Wegener, TMF also produces sepa-
rate programming for Flemish-
speaking Belgium via TMF Vlaan-
deren. French-speaking Belgium is
served by the French MCM channel.
MTV Russia was launched in 1998
as part of a licensing agreement with
Moscow-based TV company Biz
Enterprises. MTV Russia imports
shows from its U.S. and UK. coun-
terparts in addition to having its
own original Russian programming.

Assistance in preparing this story
was provided by Carla Hay in New
York; Howell Llewellyn in Madrid;
Kai Lofthus in Oslo; Marc Maes in
Antwerp, Belgium; Gary Smith in
Marseille, France; and Mark Wor-
den in Milan.
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MOST ASIAN VIDEO NETS FOCUS ON MUSIC

(Continued from page 1)

MTYV and Channel V.

“Ninety percent of our program-
ming is fundamentally about music,
and 10% is about lifestyle,” says MTV
Asia president Frank Brown. “The
raison d’étre for MTV [Asia] is to pro-
mote music in the region.”

BMG Asia-Pacific regional VP
Michael Smellie points out that Asian
music channels aren’t as likely as their
stateside counterparts to go after a
mass audience—and so are freer to con-
centrate on “‘pure” music programming.

In Japan, the world’s second-
largest music market, there are three
major players when it comes to music
TV: MTV Japan, Space Shower TV,
and Viewsic.

Space Shower TV claims to be
Japan’s biggest music TV outlet,
with some 3.3 million households
nationwide capable of viewing the

Tokyo-based channel. Videoclips
account for about 556% of the chan-
nel’s programming, interviews and
documentaries 30%, concert footage
8%, and music information and quiz
programs make up the remainder.
Domestic music constitutes about
70% of the videos broadcast.
“Viewsic is a 100% music channel,”
says a company spokesman. Video-
clips make up some 70% of Viewsic’s
programming, while concert footage,
documentaries, and other music-relat-
ed programs compose the remainder.
Viewsic is operated by SME TV,
which is two-thirds-owned by Sony
Music Entertainment (Japan) and
one-third-owned by Sony Broadcast
Media. The station says it has a view-
ership of 1.9 million households. Like
Space Shower, domestic music
accounts for some 70% of the video-

clips broadcast by Viewsic.

Due to the end of its previous
licensing deal, MTV had no presence
in Japan from the end of 1998 until it
relaunched Jan. 1. Now MTV is back
on track in Japan, offering more for-
eign music than its rivals.

Of MTV Japan’s 168 hours of pro-
gramming each week, original pro-
ductions account for 73.5 hours, in-
cluding repeats; back-to-back video
hours constitute 66 hours per week;
acquired programming (i.e., longform
programs from MTV U.S/Europe) fill
up 28.5 hours.

There are no game shows or reali-
ty shows on MTV Japan. “Every-
thing we do should continue to keep
music at its core in Japan, where the
audience is amply served elsewhere
when it comes to variety-style pro-
gramming,” says Nigel Robbins,

LATIN AMERICA POISED FOR MUSIC VIDEO GROWTH

(Continued from page 1)

aside, the number of music chan-
nels in Latin America is growing.
In individual markets, multiple
channels—including HTV, Much-
Music, and MusicCountry—com-
pete for viewer attention and are
considered increasingly vital pro-
motional tools. This has led to a
marked improvement in the quali-
ty of Latin music videos in the past
two years alone.

Still, the lack of an established, rec-
ognized Latin music-video outlet
inside the U.S.—despite regular
music shows on the Univision and
Telemundo networks—has hampered
the development of Latin music
videos and has made the U.S. Latin
music industry almost entirely
dependent on radio for promotion.

But that may be changing. Since
1998, MTV has offered MTV S (the
S stands for Spanish), which can be
seen on both digital and analog
cable. In the meantime, competing
music channel HTV—which is also
seen throughout Latin America—is
aggressively looking to position
itself in cable systems in major cities
before the year’s end.

“Does the video necessarily sell
records?” asks Marya Meyer, VP of
artist marketing for Universal Music
Latin America. “No. But you cannot
not do the video.”

No wonder, then, that Meyer, like
most label executives, believes a
strong Latin music-video channel in
the U.S. would make a difference.

HTV

Newly revamped since last Octo-
ber, Miami-based HTV is diametri-
cally opposite to MTV in fundamen-
tal ways. On one hand, the channel
programs only Spanish-language
videos—including salsa, merengue,
pop, hip-hop, and reggae—and on the
other, it doesn’t break down pro-
gramming by regions.

Purchased two years ago by the
Cisneros Television Group, HTV is
carried in the U.S. on satellite and
cable and on DirecTV everywhere
in Latin America. It reaches 4.1 mil-
lion households.

Now, with a new look and new pro-
gramming, the channel looks to
expand its scope. Says HTV GM Gabe
Baptiste, We'd like to be as much of a
basic cable service as CNN.”

MTV LATIN AMERICA

The Miami-based MTV Latin
America was launched in 1993 as a
service for Latin America, not the
U.S.—and it’s not seen in the U.S.
MTYV Latin America now has 11
million subscribers in the region
(not including Brazil) through its
three localized feeds: Northern
(Mexico, Central America, Vene-
zuela, Colombia), Southern (Argen-
tina, Uruguay, Paraguay), and Cen-
tral (Chile, Peru, Ecuador, Bolivia).
It is carried on basic cable, direct-
to-home, and pay TV.

MTYV Latin America airs about
60% English-language videos, a per-
centage that has lessened as Latin
video production grows. Unlike its
U.S. counterpart, MTV Latin Amer-
ica focuses more on videos than long-
form programs.

“The market is still hungry for
music videos, and every market is in
a different stage of evolution,” says
Antoinette Zel, MTV Latin America
executive VP/managing director.
“That’s why we had to split our feeds.”
According to Zel, the channel saw its
highest revenue ever last year, and
there has been a 16% increase in sub-
scribers from 1999 to 2000.

MTYV Brazil—which reaches some
16 million households—is run inde-
pendently from MTV Latin America
and airs a mix of Brazilian and Eng-
lish-language videos, along with local
programming.

MTVS

The 24-hour Latin music service
and MTV spinoff aimed at the 12-24
U.S. Hispanic demographic is
regarded as the Latin face of MTV
in the states, but it’s not nearly as
widely available. Although the
channel will not divulge its exact
reach, it is estimated that it reaches
600,000 U.S. households. Another
sister network, VHUno, which
plays mostly tropical videos, is
available on cable.

Unlike MTV Latin America, MTV
S airs only Spanish-language videos,
with no commerecials and no VJs. “We
want to be true to the MTV brand
with music,” says Eric Sherman, VP
of MTV S. “But since there’s already
an MTV, we don’t aspire to be as big
as they are. A priority for us in 2001
is marketing the channel.”

MUCHMUSIC

Buenos Aires-based MuchMusic
airs a blend of Argentine rock, Latin
pop, and English-language videos that
accounts for about 65% of its time. But
the channel’s forte is its five daily
hours of live programming, which are
local and interactive. Carried on Ar-
gentina’s basic cable net, the channel is
also seen throughout Latin America,
reaching 5.1 million homes.

Owned by CTG, MuchMusic Ar-
gentina licenses its name from the
Canadian network. There are plans to
launch local MuchMusic channels in
other Latin countries. Colombia al-
ready airs two hours of locally pro-
duced Much Music programming.

MUSICCOUNTRY

Nashville-based Gaylord Cable
Networks’ ventures in Latin Ameri-
ca have formats that accommodate
music from each country.

Gaylord took a local partner in
Argentina and in December launched
MusicCountry Latin America, a 24-
hour music channel that plays coun-
try, rock en espafiol, and pop. The
channel has a production studio in
Buenos Aires and produces original
programming. Gaylord also has a
partnership in Solo Tango, a 24-hour
channel devoted to the tango genre.

In Brazil, Gaylord is the sole owner
of the relaunched MusicCountry
Brazil, a “very Brazilian” service that
originally started in 1995 as CMT
Brazil and is available to 1.6 million
subscribers. In Mexico, Gaylord
Jjoined with Guadalajara-based Mega
Cable to launch Video Rola, a 24-hour
Mexican channel that is also seen in
some West Coast cities.

WTCV (TU CANAL DE VIDEOS)

The Puerto Rican channel WTCV
airs only music videos, 24 hours a
day—with a twist: Videos are played
for pay. To ensure fairness, station GM
Margarita Nazario has strict rules: No
single video can air for more than two
straight months; no single company
can have more than four videos on the
air during a cycle; and no video can air
more than five times per day. Al-
though there are no WTCV ratings
available, according to Nazario, the
channel is carried by most cable sys-
tems, and labels in Puerto Rico
reportedly swear by it.

MTYV Japan senior VP of editorial.
MTYV is received in more than 3
million homes in Japan. Non-Japan-
ese music accounts for roughly 60% of
the music MTV broadcasts.
Another player in Japan’s music
TV market is Jaupan Satellite Broad-
casting, better known as WOWOW,
which has some 2.6 million viewers.
Although movies account for just
over half of WOWOW’s schedule,
music is a major programming ele-
ment. The station airs live broadcasts
of events like the Grammy Awards.
Japanese labels are generally
pleased with the level of cooperation
they get from music TV broadcasters.
“We get good exposure, in particular
for new artists,” notes WEA Japan
international A&R GM Kei Hayashi.
In Australia, MTV’s music quotient
is 75%, with 25% devoted to fashion,

sports, animation, and lifestyle, ac-
cording to channel manager Helen
Ryan. The non-music segments are
made by its overseas affiliates, and
Ryan believes they have core appeal
to viewers. She says, “I think we'll
keep the music and non-music quo-
tient as it is now.”

At Channel V Australia, GM Barry
Chapman says, “We’re music-focused.
We've experimented with lifestyle
segments, but they didn’t rate. Our
audience, which is targeted at the 13-
to-24 group, made it clear they want
a broad-based music channel.”

Last year, V doubled its coverage
of live performances, a move that
worked well enough with viewers
that Chapman wants to expand on it.
In December, V also launched a chan-
nel called MusicMax aimed at the

(Continued on page 76)

HOT 100 ¥,
SPOTLIGNT 8

by Silvio Pietroluongo

OU TKAST MOVES IN: OutKast’s “Ms. Jackson” (LaFace/Arista) climbs
to No. 1 on The Billboard Hot 100, narrowly besting an impressive rush by
Joe Featuring Mystikal’s “Stutter” (Jive). “Stutter” earns the Greatest
Gainer/Sales title for a second consecutive week—and the third time in the
past four weeks—with a gain of 10,500 units. “Stutter” holds at No. 1 on
Hot 100 Singles Sales with a total of 60,000 units sold, while “Jackson” rises
4-2, up 7,500 pieces to 44,000 scanned. But “Jackson” claims the Hot 100
crown, thanks to its lead on the airplay side at both monitored Broadeast
Data Systems (BDS) stations and playlists from non-BDS stations.

“Jackson’s” stay at No. 1 may be a short one, however, as Shaggy Fea-
turing Ricardo “RikRok” Ducent’s “It Wasn’t Me” (MCA), which falls to
No. 3, should reclaim the leadoff spot due to the retail release of that sin-
gle as a CD. Street-date violation sales of “Me” push the title 7042 on the
sales chart, where it has appeared up to this point strictly as a 12-inch vinyl
release. Meanwhile, as Shaggy’s album “Hotshot” rises to No. 1 on The Bill-
board 200 (see Between the Bullets, page 76), his latest radio track, “Angel,”
climbs into the top 10 of the Hot 100.

“Angel” moves 12-9 and is the Greatest Gainer/Airplay for the second
straight week, with an audience increase of 15.5 million. With “Me” at No.
3and “Angel” at No. 9, Shaggy becomes the first artist in 2001 to place two
songs in the top 10 of the Hot 100 in the same week. Only two acts pulled
off this feat in 2000: Santana in April with “Maria Maria” and “Smooth”
(Arista) and Destiny’s Child in November with “Independent Women Part
I” and “Jumpin’, Jumpin’.” The last solo artist to have two top 10 songs in
the same week was Faith Evans, who joined Whitney Houston and Kelly
Price on “Heartbreak Hotel” (Arista) and appeared with Puff Daddy on
“All Night Long” (LaFace/Arista) in April 1999.

MUSIQOLOGY: “Love” from Musiq Soulchild (Def Soul/IDJMG) enters
the Hot 100 at No. 77, giving the artist two tracks on the chart. On his other
charted song, “Just Friends (Sunny)” at No. 58, he is billed as just Musiq,
as that is how the earlier song was credited on both the single and the track
listing from the “Nutty Professor II: The Klumps” soundtrack, on which
the song originally appeared. Between that time and the release of his gold-
certified album, “Aijuswanaseing (I Just Wanna Sing),” his moniker has
officially changed to Musiq Soulchild.

3 DOORS UP: “Loser” by 3 Doors Down (Republic/Universal) regains
its bullet on the Hot 100, climbing 75-67 in its 18th week on the chart.
“Loser” has been lingering in the lower half of the chart during its entire
chart run, earning most of its points from play at rock radio. Now that the
band’s “Kryptonite” has just about run its course at top 40, “Loser” is being
embraced at that format, leading to an increase in its overall points.

COMING OUT: Besides the aforementioned Shaggy single, which hit
retail Feb. 6, other major releases that will impact the Hot 100 in the com-
ing weeks include Evan & Jaron’s “Crazy For This Girl” (Columbia) Feb.
13, Aerosmith’s “Jaded” and Crazy Town’s “Butterfly” (Columbia) Feb.
20, and Jennifer Lopez’s “Love Don’t Cost A Thing” (Epic) Feb. 27.
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41 | 35 | 36 | 25 | DAVID GRAY @ AT0 69351/RCA (16.98 CD) WHITE LADDER | 35 17 | — | 2 | poLLy PARTON SUGAR HILL 3927 (10.98/16.98) LITTLE SPARROW | 97
42 | 43 31 52 | 3 DOORS DOWN A‘ REPUBLIC 153920/UNIVERSAL (12.98/18.98) THE BETTER LIFE 7 98 | 104 | 111 | 11 | 8BALL & MJG JCOR 860915/{NTERSCOPE (12.98/18.98) SPACE AGE 4 EvA | 39
43 | 38 | 26 75 | DIXIE CHICKS A® MONUMENT 69678/SONY (NASHVILLE) (12.98 EQ/18.98) FLY 1 99 | 105 | 102 ] 4 &/é%%éfuﬁgug\z §L430/CHG (1898 £Q CD) THE BEST OF KEN BURNS JAZZ | g9
44 | 47 | 43 26 | BAHA MEN A°® S-CURVE 751052/ARTEMIS (11.98/17.98) IR WHO LET THE DOGS OUT E T I 5 1| | LOUIE DEVITO e e 93—
45 | 41 | 27 | 65 | FAITH HILL A5 WARNER BROS. (NASHVILLE) 47373MWRN (12.98/18.98) BREATHE | | ELASTIKIS002{(16°95,GD)
46 | 45 | 4 12 | RICKY MARTIN A COLUMBIA 61304/CRG (12.98 EQ/18.98) SOUND LOADED 4 NEW)D | 1 SOUNDTRACK WARNER SUNSET 47943/WARNER BROS. (12.98/18.98) VALENTINE | 101
47 46 42 11 ERYKAH BADU A MOTOWN 153259*/UNIVERSAL (12.98/18.98) MAMA'S GUN 11 102 | 9% | 119 4 SOUNDTRACK SONY CLASSICAL 89347 (17.98 EQ CD) CROUCHING TIGER, HIDDEN DRAGON 9%
48 | 49 | 50 | 14 | LIFEHOUSE @ DReAMWORKS 450231/INTERSCOPE (11 98/17.98) NO NAME FACE | 43 103 | 92 | 98 | 91 | SHEDAISY A LYRIC STREET 165002/HOLLYWOOD (12.98/18.98) THE WHOLE SHEBANG | 70
49 | 48 | 45 | 44 | PINK A? Larace 26062/RiSTA (11.98/17.98) CAN'T TAKE ME HOME | 26 111 | 122 | 39 | AVANT @ MAGIC JOHNSON 112069/MCA (12.98/18.98) MY THOUGHTS | 45
51| 55 | 20 | FUEL @ 550 music 69436/EpiC (12.98 EU17.98) SOMETHING LIKE HUMAN | 17 105 | 102 | 101 | 21 | CASH MONEY MILLIONAIRES @ CASH MONEY 153291 UNIVERSAL (11.98/1798)  BALLER BLOCKIN | 13
51 28 = 2 VARIOUS ARTISTS RAZOR & TIE 89033 (11.98/17.98} GOIN' SOUTH 28 127] YRLA0,, [ LR SHYNE® RADIR0Y 73032 AR STANLL S8/l7 36) SHNE ;
52 | 50 | 48 | 78 | MOBY A7 v227049 (10981798 PLAY | 45 107 | 101 | 103 | 11 | B.G. @ CASH MONEY 860909/UNIVERSAL (11.98/17.98) CHECKMATE | 21
53 | 55 | 53 | 7 | LIL WAYNE CASH MONEY 86091 L/UNIVERSAL (12.98/18.98) LIGHTSOUT | 16 130 | 145 | 18 &2,%’{55%'55'5891%&? LIVE IN LONDON AND MORE... | 108
54 | 60 | 63 11 | DAVE HOLLISTER DEF SQUAD/DREAMWORKS 450278&/INTERSCOPE (11.98/17.98)  CHICAGO '85... THEMOVIE | 49 109 | 108 | 97 85 | LIMP BIZKIT A° FLIP 490335*/INTERSCOPE (12.98/18.98) SIGNIFICANT OTHER 1
95 53 49 37 EMINEM A2 WEB/AFTERMATH 490629*INTERSCOPE (12.98/18.98) THE MARSHALL MATHERS LP l— 110 | 114 | 106 | 27 | JO DEE MESSINA @ CURB 77977 (11.98/17.98) BURN 19

() Albums with the greatest sales gains this week. ® Recording Indust

ry Assn. Of America (RIAA) certification for net shipment of 500,000 aibum units {Gold). A RIAA certification for net shipment of 1 million units (Platinum). € RiAA certification for net shipment of 10 miliion units {Biamond). Numeral

following Platinum or Diamond symbal indicates album’s multi-platinum level. For boxed sets, and double albums with a running time of 100 minutes or more, the RIAA multiplies shipments by the number of discs and/or tapes. RIAA Latin awards: O Certification for net shipment of 100,000 units (Oro)

A\ Certification of 200,000 units (Platino). A Certitication ot 400,

wholesale prices. Greatest Gainer shows chart’s largest unit increase. Pacesetter indicates biggest percentage growth. Heatseeker Impact shows albums removed from Heatseekers this week.

000 units (Multi-Piatino). *Asterisk indicates LP is available. Most tape prices, and CD prices for BMG and WEA labels, are suggested lists. Tape prices marked EQ, and ail other CD prices, are equivalent prices, which are projected from
[indicates past or present Heatseeker title. © 2001, Biltboard/BPI Communications, and SoundScan, Inc.
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= 3 'z 3
2 ot~ = %) 4 =
28 |55 | 5| 92| armisT TILE | 3 o8 |58 (59| 22| armisT TITLE | £3
E = 5 = o~ g 20 IMPRINT & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) oa (=3 5 = o < g IMPRINT & NUMBER/DISTRIBUTING LABEL (SUGGESTED LIST PRICE OR EQUIVALENT FOR CASSETTE/CD) a o
111 | 106 | 88 2% | VARIOUS ARTISTS EMISONY/ZOMBA 524772/UME (12.98/18.98) NOW 4 1 156 | 133 | 133 | 14 | BOB DYLAN @ COLUMBIA 85168/CRG (17.98 EQ/24.98) THE ESSENTIAL BOB DYLAN 67
112 | 9 89 10 VARIOUS ARTISTS RAWKUS 26131*/PRIORITY (10.98/16.98) LYRICIST LOUNGE VOL. 2 33 157 | 161 | 146 | 20 \DIEe'J?AIMOSHZSBZIQ\/I%EGS&%;l? - THE SOURCE HIP-HOP MUSIC AWARDS 2000—THE ALBUM 7
VARIOUS ARTISTS @ o
113 | 120 ) 123 | & | ey COLUMBIANERVE 6L432/CRG (5008 Eacpy  KEN BURNS JAZZ - THE STORY OF AMERICA'S MUSIC | 113 158 | 149 | 165 | 17 | SOUNDTRACK DECCA 467094 (18.98 CD) GLADIATOR | 66
PHILADELPHIA 60
118 126 | 1271 6 §5%LJ”S$CIG)3I%'<\)‘/$IGC(12.98 S ALL THE WAY...A DECADE OF SONG 1 159 | 155 | 148 | 19 | MARK KNOPFLER WARNER BROS. 47753 (18.98 CD) SAILING TO
= 179 | 159 | 12 | S CLUB 7 POLYDOR/A&M 54962&/INTERSCOPE (11.98/17 98) 71 %
115 | 116 | 105 | 11 | ELTONJOHN @ ersce ONE NIGHT ONLY — THE GREATEST HITS | 65
. - 161 | 152 | 154 | 10 | CHANTE MOORE SILAS 112377/MCA (12.98/18.98) EXPOSED | S0
116 | 118 | 125 7 AT THE DRIVE-IN GRAND ROYAL 49999*/VIRGIN (3.98 CD) RELATIONSHIP OF COMMAND | 116
162 | 158 | 147 | 23 | SARAH BRIGHTMAN @ NEMO STUDIO 56968/ANGEL (10.98/17.98) LA LUNA 17
117 | 100 | 91 87 | RED HOT CHILI PEPPERS A‘ WARNER BROS. 47386* (10.98/17.98) ~ CALIFORNICATION 3
163)] 180 | 177 | 11 | KEITH URBAN CAPITOL (NASHVILLE) 97591 (10.98/16.98) B KEITH URBAN | 161
118 | 103 99 37 A PERFECT CIRCLE A VIRGIN 49253* (11.98/17.98) MER DE NOMS 4
164 | 157 | 141 | B0 | MACY GRAY A’ EPIC 69430* (12.98 EQ/18.98) ON HOW LIFE IS 4
119 | 98 90 18 | GREEN DAY @ REPRISE 47613*WARNER BROS. (12.98/18.98) WARNING: 4
165 | 167 | 163 90 BACKSTREET BOYS &'2 JIvE 41672 (11.98/18.98) MILLENNIUM 1
120 | 112 | 110 | 13 | ALAN JACKSON ARISTA NASHVILLE 69335/RLG (11.98/17.98)  WHEN SOMEBODY LOVES YOU 15
166 | 159 | 156 | 6 EVAN AND JARON COLUMBIA 69937/CRG (11,98 EQ/17.98) IR EVAN AND JARON | 156
121 | 119 | 114 e R R ] y/Fl= HETHON - 167 | 163 | 151 | 11 DC TALK FOREFRONT 25274/VIRGIN (11.98/17.98)  INTERMISSION: THE GREATEST HITS 81
@ NEW) | 1 VITAMIN C ELEKTRA 62584/EEG (12.98/18.98) MORE | 122 CELINE DION ®
. o 168 | 156 | 137 | 15 | SELINE O R enc (12.98 EQ/18.08) THE COLLECTOR'S SERIES VOLUME ONE | 28
123 | 113 | 107 S8 5.B. KING & ERIC CLAFTON & o1ss RIDING WITH THEKING | 3 :
e S PO Ve P L 169 | 137 | — | 2 | JERRY GARCIA BAND GRATEFUL DEAD L4078/ARISTA (22.98 CD) DON'T LET GO | 137
13
124 | 115 } 115 B SANTANA O ARISTA 19060 (11.96/18.50) SURERNATRALY 1 170)] NEWDP | 1 | VARIOUS ARTISTS RHINO 76699 (11.98/17.98) NEW MILLENNIUM LOVE SONGS | 170
(125)] 144 | 150 | 36 | MARY MARY @ C2(COLUMBIA 63740/CRG (10.98 EQ/16 98) THANKFUL | 59
NK.18 171) 186 | 190 | 8 TOOL TOOL DISSECTIONAL 31159/VOLCANO (24,98 wiVHS/29.98 w/DVD) SALIVAL | 38
BLINK-182 ®
126 | 9 | 8 | BB | wonomsiiasmsoy THEMARK, TOM, AND TRAVIS SHOW (THE ENEMA STRIKES BACK) | 8 172)| 186 | —~ | 2 | CHARLIE WILSON MAIOR HITS/JAKE 49037 L/NTERSCOPE (17.98 CD) BRIDGING THE GAP | 172
127 | 134 | 135 | 13 | TALIB KWELI & HI-TEK RAWKUS 26143*/PRIORITY (10.98/16.98) REFLECTION ETERNAL 17 173 | 172 | 155 | 21 | ANDREA BOCELLI ® PHILIPS 464600 (12 9818.98) VERD! | 23
128 | 110 | 95 18 | RADIOHEAD @ CAPITOL 27753 (11.98/17.98) KID A 1 ’
174 | 178 | — | 2 | BILLIEHOLIDAY =~ . KEN BURNS JAZZ - THE DEFINITIVE BILLIE HOLIDAY | 174
129 | 125 | 126 | 6 JAMIE O'NEAL MERCURY (NASHVILLE) 170132 (8.98/12.98) BB SHIVER | 125 :
175 | 162 | 158 | 33 | DEFTONES @ MAVERICK 47667/WARNER BROS. (9.98/17.98) WHITE PONY 3
130 | 138 | 130 | 59 | DMX A® RUFF RYDERS/DEF JAM 546933*/IDJMG (12.98/18.98) ...AND THEN THERE WAS X 1
176 | 174 | 164 | 19 | JOHN MICHAEL MONTGOMERY @ ATLANTIC (NASHVILLE) 83378/AG (11.98/17.98) BRAND NEW ME 15
HORIZON CA 67818 (10.98/17.98) (i EVERYTHING YOU WANT 40
151} 145 | 134 Jg VERTICAL A ren e 177 | 173 | 182 | 18 | RASCAL FLATTS LYRIC STREET 165011/HOLLYWOOD (11.98/17.98) RASCAL FLATTS | 122
EVERCLEAR A SONGS FROM AN AMERICAN MOVIE VOL. ONE: LEARNING HOW TO SMILE
182 122 | Wh| %] cemisiomiiisainsn 9 = . 178)[ 194 | — | 3 | VARIOUS ARTISTS . !COULD SING OF YOUR LOVE FOREVER: 25 MODERN WORSHIP SONGS | 167
136 | 116 | 41 TONI BRAXTON A? LAFACE 26069/ARISTA (11.98/18.98) THE HEAT 2 ’
1 179 | 183 | — 23 | SOULDECISION mca 112361 (11.98/17.98) BB NO ONE DOES IT BETTER | 103
PACESETTER 180 | 171 | 193 | 34 | PLUS ONE 143/ATLANTIC 83329/AG (10.98/16.98) THE PROMISE | 76
134)| 166 | 188 | 5 UNCLE KRACKER TOP DOG/LAVA/ATLANTIC 83279+/AG (11.98/17.98) BE DOUBLE WIDE | 134
135 | 132 | 124 | 71 | MARC ANTHONY A’ COLUMBIA 69726+/CRG (12,98 EQ/18.98) MARC ANTHONY | 8 181 | 181 | 175 | 32 | RO RS e sy WOW WORSHIP ORANGE: TODAYS 30 MOST POWERFUL WORSHIP SONGS | 5
128 | 118 | 17 | SARA EVANS RCA (NASHVILLE) 67964/RLG (11.98/17.98) BORN TO FLY 62 MARILYN MANSON
D) EEE0Pe 182 | 170 | 143 | 12 | MARILYN MANSON = iacy HOLY WOOD N THE SHADOW OF THE VALLEY OF DEATH) | 13
137 | 139 | 136 | 12 | PRODIGY OF MOBB DEEP @ INFAMOUS/VIOLATOR 1873*/LOUD (12.98/17.98) H-N-1-C 18 T83)| 200 | — | 25 | AARON TIPPIN ® LYRIC STREET 165014/HOLLYWOOD (10.98/16.98) PEOPLE LIKE US 53
WYCLEF JEAN @ .
138 | 141 | 131 28 | coyimin 621804/CRG (12.98 £0/18.98) sl G O (I REENTRY | 7 | BABYFACE i) A COLLECTION OF HIS GREATEST HITS | 75
139 | 121 | 121 | 32 | LIL' KIM A QUEEN BEE/UNDEAS/ATLANTIC 92840*/AG (12.98/18.98) THE NOTORIOQUS KIM 4 185 | 176 | 157 | 21 | BOYZ Il MEN @ UnvErsaL 159281 (129915981 NATHAN MICHAEL SHAWN WANYA 7
154 | 161 ] 17 | TRAVIS TRITT COLUMBIA (NASHVILLE) 62165/S0NY (NASHVILLE) (11 98 EQ17.98)  DOWN THE ROAD 1GO | 51 196 1 168 | 135 BREE] VARIOUS ARTISTS uNveromorown 1362990Tv (858 oo UNIVERSAL SMASH HITS | &
150 | 167 | 13 LIL' ZANE WORLDWIDE 50145*/PRIORITY (10.98/16.98) YOUNG WORLD: THE FUTURE 25 RE-ENTRY | 3 MUDVAYNE NO NAME 63821/EPIC (17.98 EQ CD) LD.50 | 113
LOUIS ARMSTRONG
142)) 160 | 152 | 4 | \oacveorumemeisugers titgseacn KEN BURNS JAZZ - THE DEFINITIVE LOUIS ARMSTRONG | 142 RE-ENTRY | 3 | VARIOUS ARTISTS oeociomiizisy  SHOUTTOTHE LOR: THE PLATIWUM OOLLECTION FEATURING DRLENE SCHECH | 168
143 | 129 | 112 | 21 | BARENAKED LADIES A REPRISE 47814/WARNER BROS. (12.98/18.98) MAROON 5 189 | 169 | 169 | 12 | SOUNDTRACK 1stanD 542793/10MG (17.98 D) GONE IN 60 SECONDS | 69
144 | 140 | 129 | 43 | NO DOUBT A TRAUMA 490441*/INTERSCOPE (12.98/18.98) RETURN OF SATURN | 2 190 | 182 [ 172 | 38 | A*TEENS @ STOCKHOLM 159007/MCA (11.98/17.98) THE ABBA GENERATION | 71
145 | 147 | 148 T m@mﬂgﬁ;@g};&g&%ﬁmc(17,95 enosy  WOW WORSHIP: TODAY'S 30 MOST POWERFUL WORSHIP SONGS | 70 RE-ENTRY | 2 | BIG MOE WRECKSHOP 4441 (11.98/16.98) CITY OF SYRUP | 176
146 | 135 | 117 | 13 | SOUNDTRACK @ MAVERICK 47850/WARNER BROS. (12.98/18.98) RUGRATS IN PARIS: THE MOVIE | 48 RE-ENTRY | 22 | GARY ALLAN @ MCA NASHVILLE 170101 (11.98/17.98) SMOKE RINGS IN THE DARK | 84
147 | 123 | 109 | 8 | SOUNDTRACK DV&/COLUMBIA 61585/CRG (12.98 EQ/18.98) DRACULA 2000 | 8l 193 | 185 | 174 | 100 | EMINEM A* WEB/AFTERMATH 490287%INTERSCOPE (12.98/18.98) THE SLIM SHADY LP | 2
148 | 143 | — | 2 | SOUNDTRACK TVT SOUNDTRAX 6950/TVT (17.98 CO) SNATCH | 143 194 | 187 | 179 | 76 | SLIPKNOT A i AM 8655*/ROADRUNNER (11.98/17.98) SLIPKNOT | 51
149 | 142 | 86 32 | ANNE MURRAY @ STRAIGHTWAY 20231 (19.98/19.98) WHAT A WONDERFUL WORLD 38 195 | 196 | 185 | 60 | DIANA KRALL A VERVE 050304/VG (12.98/18.98) WHEN | LOOK IN YOUR EYES 56
150 | 146 | 128 | 18 | YANNI @ viRGIN 49893 (12.98/18.98) IF | COULD TELLYOU | 20 T - THE NEW LIFE COMMUNITY CHOIR FEATURING JOHN P. KEE
196)| RE-ENTRY | 4 | ior55i30 G2 08/18 08) NOT GUILTY... THE EXPERIENCE | 102
151 | 148 | 139 | 36 | KID ROCK A? TOP DOG/LAVA/ATLANTIC 83314*/AG (12.98/18.98) THE HISTORY OF ROCK 2 NEWD | | VICTOR MANUELLE SONY DISCOS 83768 (10.98 EQ/17.98) INSTINTO Y DESEO | 197
152 | 131 | 113 | 38 | BBMAK @ HOLLYWOOD 162260 (11.98/17.98) ER SOONER OR LATER | 38 BONE THUGS-N-HARMONY
198)| RE-ENTRY | 11 | £ riFss Bs17o7/EPIC (12 98 EQ/18.98) THE COLLECTION: VOLUME TWO | 4]
153) 165 | 160 | 16 | SCARFACE @ RAP-A-LOT 49855*NIRGIN (12.98/18.98) THE LAST OF A DYING BREED 7
e AN — NEWD | | PAULINA RUBIO A UNIVERSAL LATINO 543319 (9.98/16.98) IR PAULINA | 199
154 | 151 | 149 | 88 | LONESTAR A®BNA67762/RLG (10.98/17.98) LONELY GRILL | 28
CLEDUS T. JUDD
155)| 175 | 184 | 28 | KELLY PRICE A DEF SOUL 542472/IDIMG (11.98/17.98) MIRROR MIRROR | 5 200)] REENTRY | 2 | \GXiuent 85106/50NY (NASHVILLE) (11.98 E/17 o9 g JUST ANOTHER DAY IN PARODIES | 198

TOP ALBUMS A-1 (LISTED BY ARTISTS)

3 Doors Down 42
3w 34

8Ball & MJG 98
98 Degrees 96

Yolanda Adams 95
Christina Aguilera 81

Alabama

Gary Allan 192

87

Marc Anthony 135

Louis Armstrong 142

A*Teens

190

At The Drive-In 116
Avant 104

B.B. King & Eric Clapton 123

Babyface

Backstreet Boys 25, 165
Erykah Badu 47

184

Baha Men 44
Barenaked Ladies 143
BBMak 152
The Beatles 4
B8.G. 107

Big Moe

191

Memphis Bleek 56

Blink-182 126

Andrea Bocelli 173

Bon Jovi

75

Evan And Jaron 166
Sara Evans 136
Everclear 132

Fuel 50

Funkmaster Flex 73
Nelly Furtado 65

Jerry Garcia Band 169

R. Kelly 17

Kid Rock 151

Mark Knopfier 169
Diana Krall 195

Lenny Kravitz 11

Taiib Kweli & Hi-Tek 127

Lifehouse 48
Lil' Zane 141

Bone Thugs-N-Harmony 198
Boyz il Men 185

Toni Braxton 133

Sarah Brightman 162

Capone -N- Noreaga 121
Aaron Carter 40

Cash Money Millionaires 105
Kenny Chesney 67

Coldplay 60 Billy Gilman 80 Lil Bow Wow 22
The Corrs 63 Godsmack 61 Ll Kim 139

Crazy Town 16 PETICEg Lil Wayne 53
Creed 12 G;e{] D’;’V o Limp Bizkit 14, 109
deTalk 167 Y Linkin Park 21

Lonestar 154
Jenniter Lopez 2

Faith Hill 45

Defones 173 Biliie Holiday 174

Destinys Child 57

Lovie Devito 100 Dave Hollister 54 Ludacris 8

Dido 6 Incubus 84 Madonna 36

S ngd 169 an acican 120 e e 157
Dixie Chicks 43 j:s_gzed ggge 59 Ricky Martin 46
Br'bre 50 wycief Jean 133 Macer 2707
Dream 9 Joe 93 matchbox twenty 38

Elton John 115
Cledus T. Judd 200

K-Ci & JoJo 24
Toby Keith 78

Donnie McCiurkin 108
Tim McGraw 29

Jo Dee Messina 110
Moby 52

Bob Dylan 156

Eminem 55,193
Enya 35

John Michael Montgomery 176
Chante Moore 161

Mr. C The Slide Man 64
Mudvayne 187

Anne Murray 149

Musiq Soulchild 27

Mya 88

Mystikal 30

Nelly 15

The New Lite Community Choir
Featuring John P. Kee 196
No Doubt 144

'N Sync 32

The Offspring 76
Jamie ONeal 129
O-Town 20
Outkast 19

Papa Roach 94

Dolly Parton 97

A perfect Circle 118

Pink 49

Plus One 180

Kelly Price 155

Prodigy Of Mobb Deep 137

QB Finest 86

Radiohead 128 0z 69

Rage Against The Machine 79 Rugrats In Paris: The Movie 146 Nowd 111
Rascai Flatts 177 Save The Last Dance 3 Now 5 7
Red Hot Chiti Peppers 117 Snatch 148 Pure Jazz 72

LeAnn Rimes 10 Valentine 101

Paulina Rubio 199 What Women Want 66

New Millennium Love Songs 170

Shout To The Lord: The Platinum
Collection Featuring Dariene

JaRule 5 Britney Spears 37 Zschech 188

Sting 89 The Source — Hip-Hop Hits Vol. 4
el 1o Keith Sweat 85 62 _ _
Santana 124 Tamia 71 The Source Hip-Hop Music Awards

Scarface 153 Carl Thomas 91

Totally Hits 3 82

2000—The Atbum 157

ez 128 Aare I‘;{"” 183 Universal Smash Hits 186
Shebalsy 103 Travis Tritt 140 WOW-2001 ThelYearsi0Nop
S Christian Artists And Hits 92
Sliyknot loa U2 33 WoW Worship Orange: Today's 30
Sngo Do, 18 Uncle Kracker 134 Most Powerful Worship Songs 181

P Dogs Keith Urban 163 WoW Worship: Today's 30 Most
Sou(Decision 179 Powertul Worship Songs 145

VARIOUS ARTISTS ) : b pones

SOUNDTRACK Vertical Horizon 131

The Best Of Ken Burns Jazz 99
The Family Vaiues Tour 1999 58
Goin' South 51

| Could Sing Of Your Love Forever:
25 Modem Worship Songs 178
Ken Burns Jazz - The Story of

VitaminC 122

Charlie wilson 172
Lee Ann Womack 68
Wu-Tang Clan 77

Charlie's Angels 74

Coyote Ugly 26

Crouching Tiger, Hidden Dragon
102

Dracula 2000 147

Gladiator 158 7 < Xzibit 31
America's Music 113
Gone |n 60 Seconds 189 Lyricist Lounge Vol. 2 112 Yanni 150

0 Brother, Where Art Thou? 23
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MOST ASIAN VIDEO NETS FOCUS ON MUSIC

(Continued from page 73)

over-35 market, with a format of clas-
sic AC hits and new tracks and vintage
footage. Chapman says, “Viewers have
gone crazy for it.”

MTV Australia is owned by net-
work operator Optus Telecommunica-
tion. Channel V Australia is inde-
pendent of the Asian network and is
owned by content provider XYZ
Entertainment and network operators
Foxtel and Austar.

“MTV and V are a great source of
new music,” says Sony chairman/CEO
Denis Handlin. “I've got six children
of my own, and I know how much
they’re tuned in.”

Says the marketing director of
another major label (who asked not to
be identified), “The problem is that
we're not sure just how many viewers
[MTV and V] have. MTV chose the
wrong platform”—meaning the less
popular cable distribution system.
“Theirs [Optus] gets to about 200,000
homes, while V’s platform [Foxtel]

reaches 1.3 million.”

In the greater China region, MTV
Mandarin and Channel V have voiced
commitment to their fundamental
roles of playing music. Although both
channels have started introducing non-
music programming to their schedules,
these shows are few and far between.

In April 1999, MTV Asia introduced
“It’s My Life,” a reality-based program
that follows four young people through
different Asian countries. In Taiwan,
meanwhile, it has launched “Karaoke
Box,” in which contestants perform
songs in front of the original artists.
Both programs are popular, says MTV
(North Asia) executive VP and man-
aging director Harry Hui. But, he
adds, it won't mark the start of a
departure. “[Most of] our program-
ming is music-related.”

Channel V also has a pair of pro-
grams that depart from music. Ru-
uben van den Heuvel, Channel V VP
of music, talent, and artist relations,

newsline...

EDEL ENTERTAINMENT has been formed as a reconfigured North Amer-
ican presence for Hamburg-based independent edel music AG. Ron
Urban, who came on board in mid-2000 as president/CEO of edel North
America, is taking the same titles in the newly established entity,
which will focus primarily on artist development. “What we're trying
to do is marry services to our distributed and affiliated labels,” says
Urban. He adds that RED Distribution, which is 80% owned by edel
music, is “obviously the key resource.” Edel Entertainment will utilize
RED’s in-house marketing entities, including RED Ink, R&B arm
RUMM, RED Dance, and its own dedicated staff to forward its mar-
keting initiatives. David Leach, former executive VP at Island/Def
Jam Music Group, is joining edel Entertainment as executive VP of
marketing and promotion, reporting to Urban. CHRIS MORRIS

ASCAP signed a deal in late 2000 with Sony/ATV Music Publishing shifting
the collection of performance royalties for a major portion of the Beatles’
catalog from BMI to ASCAP, according to officials at both performance
right societies. The move predates the November 2000 release of the Bea-
tles’ hit compilation album, “1,” which has sold more than 6.1 million copies
in the U.S. An ASCAP spokesman would not comment on reports that the
deal included a large advance payment or a royalty rate guarantee, and a
Sony/ATV spokesman also refrained from comment. But BMI says it “main-
tains a major share” of Beatles’ copyrights through its representation of
John Lennon’s works. BILL HOLLAND

NEWLY APPOINTED Federal Communications Commission (FCC) Chair-
man Michael Powell has made it clear that his FCC will not take the
activist role the previous two Democratic-led commissions have. In his
first public appearance since landing the job, Powell discussed the broad
range of issues before the FCC and said he favors a “greater reliance on
deregulation” instead of expanding government control. The result, he
said, will be greater competition in broadcast, telecommunication, and
Internet markets. FRANK SAXE

DALE EVANS, 88, the beloved “Queen Of The West,” died Feb. 7 of heart fail-
ure. Evans and her late husband, Roy Rogers, became cultural icons
through a string of successful western films, TV shows, and recordings,
including the couple’s signature song, “Happy Trails,” which Evans wrote.
The duo first starred together in “Cowboy And The Senorita” in 1944 and
martied in 1947. Rogers died in 1998. DEBORAH EVANS PRICE

SIDNEY HERMAN, 87, longtime Famous Music Publishing executive, died
Feb. 3 at his home in Queens, N.Y. Herman started in the mailroom in
1931, and he was celebrating his 70th anniversary of continuous employ-
ment at Famous. He rose through the ranks, ultimately reaching the
post of executive VP. “Sid was a quiet gentleman, but when he spoke,
you listened with great respect,” says Irwin Z. Robinson, Famous chair-
man/CEOQ. “His dedication to Famous Music for 70 years is legendary
and known of in the far-flung corners of the world of music publishing.
His contributions to Famous over the many years will endure long after
his passing. In fact, one could say that Sid Herman was Famous Music,
and Famous Music is Sid Herman.” Herman was also a member of the
board of directors of ASCAP, a director of the ASCAP Foundation, and
a director of the National Music Publishers’ Assn. JIM BESSMAN

says, “If the channel is doing things
that attract an audience, this will ben-
efit the record companies.”

Record labels generally have had
few complaints over the music rota-
tions on both stations. “They’re still
playing music, especially pop and boy
bands,” says Sony Music (Asia) direc-
tor of artist relations Yvonne Yuen.
“However, it is more difficult to get air-
play for genre-based music and possi-
ble crossover artists.”

In India, the national fervor for the
Bollywood film industry continues to
dominate the scene. The Indian mar-
ket is served by five major music net-
works, and the estimated 30 million
households that they reach via cable
distribution can’t seem to get enough
of Bollywood or film-based music. Yet
Indi-pop (non-film pop music) has also
begun to carve its niche.

The race for the top slot is hotly con-
tested between MTV India and News
Corp.-owned Channel V, which, in
turn, face competition from emerging
networks like B4U (Bollywood for
You), ETC (Entertainment Television
Channel), and veteran Zee Music.

When MTV first launched in India
in the early "90s as part of the Star TV
platform, the channel was dominated
by international videos. By 1997, when
MTV India became independent after
parting ways with Star T'V, it was clear
that the channel had to bow to market
demands and go Bollywood. Today,
almost 70% of MTV India’s playlist fea-
tures Bollywood clips and some Indi-
pop videos, with the balance devoted
to international videos aired after
prime time.

That return to Bollywood helped
MTV counter Star TV-backed rival
Channel V, established in 1994, which
practically redefined the presentation
of Bollywood culture.

Hindi film songs and stars still fuel

prime time for all music channels. In
fact, when Channel V repositioned
itself as a youth channel in 1998 to
counter MTV India’s popularity, the
move backfired when V confused its
core audience with a slew of non-music
programming.
In December 2000, V was taken
over by News Corp. Now restructur-
ed under Star TV management, it is
overhauling its India feed again. Says
Star TV India programming chief
Sameer Nair, “When we repositioned
in '98, we diversified, but now our
focus will revolve around music.”

The appeal of Bollywood songs was
demonstrated again when Mumbai-
based B4U Music launched last year
and quickly won over audiences, com-
ing in second to MTV and thus beat-
ing Channel V. Similarly, the 2-year-
old Mumbai-based ETC Music channel
depends on film songs.

MTYV India managing director Alex
Kuruvilla sums up his region. “India is
so huge and diverse that we still
haven't discovered all kinds of musical
genres that need to be promoted.” he
says. “Compared to the U.S., where
MTV is an established brand, in India
we're evolving. For the time being, we
have to focus on the music before we
can experiment with non-music pro-
gramming.”

This story was prepared by Steve
McClure in Tokyo; Winnie Chung in
Hong Kong; Nyay Bhushan in New
Delhi, India; and Christie Eliezer in
Melbowrne, Australia.

BETWEEN THE

BULLETS/.

by Geoff Mayfield

SLOW BUT STEADY WINS the race for reggae-inspired Shaggy, as
his “Hotshot” album reaches The Billboard 200’s summit half a year
after its release. At a time when we almost expect an album will have
its biggest success in its first week, this artist’s long trip to the topis a
solid reminder that an album can still grow its way to No. 1.

In the era of point-of-sale data provided by SoundScan, industry insid-
ers and consumer media have become so accustomed to seeing albums
bow on top and perhaps have become jaded by such accomplishments.
All but two of the 18 albums that were No. 1in 2000 started at the sum-
mit, the exceptions being Santana’s “Supernatural” and Nelly’s “Coun-
try Grammar.” But neither of those titles had as far to climb as Shaggy's.
Riding the hot title track, Nelly’s album opened at No. 3 and reached
No. 1 in its seventh week, while Santana’s began in at No. 19 in 1999
and hit the top slot in its 18th week.

By contrast, Shaggy’s first MCA album began its quest 26 weeks ago,
when it entered at No. 87, even lower than the No. 42 bow that his
“Boombastic” made in 1995. On the shoulders of the chart-topping sin-
gle “It Wasn't Me,” the album began to rally during the holiday shopping
season. With the latest track, “Angel,” following in the footsteps of
“Me”—the song bullets 12-9 this issue on The Billboard Hot 100—Shag-
£y’s set has continued its momentum in the new year.

The album has seen increases for four consecutive weeks and, in fact,
wins this issue’s Greatest Gainer ribbon, up by 31,500 units, a 14.7% gain
over the prior issue.

There were actually three weeks when “Hotshot” had a bigger sum
than the current total of 246,000 units. Its biggest to date was 459,500,
scored Christmas week when the album scooted 11-7, which at the time
was a career-high peak. “Boombastic” crested at No. 34, while Virgin
albums in '94 and 97 placed on Top Reggae Albums but fell shy of The
Billboard 200.

Shaggy’s newest album does not appear on the reggae chart because,
although reggae-influenced, its music skews more toward hip-hop and
pop than did his earlier releases. Still, he earns the distinction of being
the first reggae artist to top The Billboard 200.

ALL FALL DOWN: Albums that open to big numbers often have big
declines in the second week, as is the case of the trio of youth-driven
albums that debuted in last issue’s top 10. Of the three, the smallest
decline belongs to Dream, which falls three places, to No. 9, down 21,000
copies (84,500). The largest belongs to O-Town, which tumbles all the
way from No. 5 to No. 20 with a 52.5% decline (68,500 units). Last issue’s
champ, Jennifer Lopez, sees a 93,000-unit decline, a 34% evaporation
(No. 2, 179,000 units).

HIP-HOP POPS: Have you been noticing the week-to-week growth on
Ja Rule, who leaps back into The Billboard 200's top five? His “Put It
On Me” is clicking at radio, showing audience gains for each of the three
weeks it was at No. 2 on Hot R&B/Hip-Hop Airplay and again this issue,
as it climbs to No. 1. Consequently, the album, which debuted at No. 1,
has shown increases for four straight weeks.

Also turning in a solid month of back-to-back increases is fellow
Island/Def Jam camper Ludacris, who is riding the hot track “Southern
Hospitality.” His album returns to the big chart’s top 10 (14-8, up 20%),
as “Southern” rises 14-8 on Hot R&B/Hip-Hop Airplay.

BURNS’ UNIT: In the week that Ken Burns’ “Jazz” wrapped up its
run on PBS, the series’ fingerprints are ever apparent on Top Pop Cat-
alog Albums, where Miles Davis’ timeless “Kind Of Blue” rises 8-2 with
a 65% gain—its highest chart position ever—selling just shy of 16,000
units. The only occasions when “Blue” has sold more in its 94-week run
were during the Christmas frames of the past three years.

“Kind Of Blue” now has something in common with two other seminal
jazz albums: Davis’ “Sketches Of Spain” and John Coltrane’s “A Love
Supreme” have the distinction making the catalog chart (at No. 36 and
No. 21, respectively, this issue) without ever appearing on The Billboard
200. Both albums were released before Top Jazz Albums bowed in 1967,
s0 this marks the first time either has seen the ink of a Billboard chart.

Not so with Dave Brubeck Quartet’s “Time Out Featuring ‘Take
Five, ” which rides the Burns series’ coattails to a second week on Top
Pop Catalog Albums. That 1959 album peaked at No. 2 during a 164-
week run on the big chart.

Next door to jazz and on another station, standards stylist Michael
Feinstein bows at No. 11 on Top Independent Albums and No. 15 on
Heatseekers. All but a fifth of the 5,000 units that it sells for the issue
come from a Home Shoppmg Network appearance. And nowhere near
jazz but all over the TV airwaves, country vet Dolly Parton sets her lat-
est soaring 117-97 on the big chart and 14-12 on Top Country Albums,
as stops to New York-based talk shows “Late Show With David Let-
terman” and “Late Night With Conan O’Brien” generate a 31% spike.

76

www.billboard.com

wWWW americanradiohistorv.com

BILLBOARD FEBRUARY 17, 2001



www.americanradiohistory.com

BILLBOARD LATIN MUSIC AWARDS

(Continued from page 1)

During the awards show, which will
be aired at a subsequent date by the
Telemundo network, special awards
will also be given to regional Mexican
icons Los Tigres Del Norte, legendary
percussionist Mongo Santamaria, and
groundbreaking East Los Angeles
band Los Lobos.

Los Tigres will receive the Spirit of
Hope Award for their extraordinary
contributions to music and music edu-
cation through their Los Tigres Del
Norte Foundation. Santamaria will
receive the Hall of Fame Award for
outstanding longtime artistic merit.
Los Lobos will receive the lifetime
achievement award for their out-
standing career and singular effort to
further others’ artistic growth and
broaden the appeal of Latin music.

Son By Four’s seven Billboard
Award bids come on the strength of
its self-titled album and the smash sin-
gle “A Puro Dolor,” which remained
No. 1 on Billboard’s Hot Latin Tracks
chart for 20 consecutive weeks.

Commenting on the hit, Son By
Four lead singer Angel Lopez says,
“We get to perform it so many times,
people imagine we lose the sensation
and the feeling. But when we get the
opportunity to sing it for people
who've never heard it performed, it's
overwhelming to see their faces. All
the energy comes back.”

“This was the Cinderella of all my
songs,” say writer Omar Alfanno, a
finalist for songwriter of the year. “I
wrote it in 10 minutes, under deadline,
with a little bottle of water by my side.
It was a humble song, they were hum-
ble guys, and then she went to the ball
and everyone fell in love. Once it
became popular, I had to sit down at
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the piano and analyze what it had,
because I didn’t even understand it
myself.”

Like Marc Anthony’s “Muy Dentro
De Mi,” “A Puro Dolor” is a finalist in
both in the pop and tropical track cat-
egories, signaling the wide appeal of
both songs.

Other award finalists include
regional Mexican power band Con-
junto Primavera—which is a finalist
for Hot Latin Tracks artist of the year
and in regional Mexican categories—
and new act Azul Azul, whose version
of the much-covered “La Bomba”
propelled it into the charts with its
first major-label release.

“When I heard we were nominat-
ed, my first reaction was, We did it!” ”
says Azul bandleader and songwriter
Fabio Zambrana. “You're part of the
most important ranking in the world.
Every radio station in the planet,
every media outlet, follows the Bill-
board charts.”

Finalists for the Billboard Awards
are chosen solely based on their per-
formances on Hot Latin Tracks and
The Billboard Latin 50.

The measuring period for the selec-
tion ran from Feb. 5, 2000, to Jan. 27,
2001, although albums (not singles)
that charted from Oct. 30, 1999,
onward were also deemed eligible in
order to give a fair chance to late-year
releases.

This year’s finalists run a wide
gamut. In the tropical album cate-
gories, Cuban veterans Rubén
Gonzilez, Omara Portuondo, and the
Afro-Cuban All Stars are competing
with younger, more pop-oriented acts
like Gisselle and Grupomania.

And in the hotly contested male
regional Mexican album of the year
category, Pepe Aguilar is up against
Vicente Fernandez and Joan Sebast-
ian with two albums to his name. The
male group category is dominated by
Fonovisa, which carries every single
contestant.

The Billboard Latin Music Awards
conclude the Billboard Latin Music
Conference, set to take place April 24-
26 in Miami Beach.

Anthony will officially kick off the
conference with a one-on-one Q&A
session, where he’ll talk about a vari-
ety of topics, including his upcoming
English- and Spanish-language
releases.

HOT LATIN TRACK OF THE YEAR

“Muy Dentro De Mi,” Mare Anthony
(Columbia/Sony Discos)

“Que Alguien Me Diga,” Gilberto Santa
Rosa (Sony Discos)

“Secreto De Amor,” Joan Sebastian
(Musart/Balboa)

“A Puro Dolor,” Son By Four (Sony
Discos)

HOT LATIN TRACKS ARTIST OF THE YEAR
Mare Anthony

Christian Castro

Conjunto Primavera

Son By Four

SONGWRITER OF THE YEAR
Omar Alfanno
Estéfano
Kike Santander
Rudy Pérez

PRODUCER OF THE YEAR
Emilio Estefan Jr.
Alejandro Jaén
Rudy Pérez
Kike Santander

LATIN DANCE MAXI-SINGLE OF THE YEAR

“Muy Dentro De Mi,” Mare Anthony
(Columbia/Sony Discos)

“No Me Dejes De Querer,” Gloria Este-

P

SON BY FOUR

fan (Epie/Sony Discos)

“Sélo Me Importas T4,” Enrique [glesias
(Interscope/Universal Latino)

“Shake Your Bon-Bon,” Ricky Martin
(Columbia/Sony Discos)

POP ALBUM OF THE YEAR, MALE
“Simplemente,” Chayanne (Sony Discos)
“Oscar De La Hoya,” Oscar De La Hoya
(EMI Latin)

“Eintre Tus Brazos,” Alejandro Fernin-
dez (Sony Discos)

“Vivo,” Luis Miguel (WEA Latina)

POP ALBUM OF THE YEAR, FEMALE

“Mi Reflejo,” Christina Aguilera
(RCA/BMG Latin)

“Paulina,” Paulina Rubio (Universal
Latino)

“MTV Unplugged,” Shakira (Sony Dis-
cos)

“Arrasando,” Thalfa (EMI Latin)

POP ALBUM OF THE YEAR, GROUP
“El Sapo,” Azul Azul (Sony Discos)
“Subir Al Cielo,” MDO (Sony Discos)
“CDOO0,” OV7 (Sony Discos)
“Mi Gloria, Eres Tad,” Los Tri-O (Ariola/
BMG Latin)

POP ALBUM OF THE YEAR, NEW ARTIST
“Mi Reflejo,” Christina Aguilera (Ario-
la/BMG Latin)
“El Sapo,” Azul Azul (Sony Discos)
“Oscar De La Hoya,” Oscar De La Hoya
(EMI Latin)
“CDOO,” OV7 (Sony Discos)

POP TRACK OF THE YEAR

“Muy Dentro De Mi,” Marc Anthony
(Columbia/Sony Discos)

“Por Amarte Asi,” Christian Castro (Ari-
ola/BMG Latin)

“Atado A Tu Amor,” Chayanne (Sony
Discos)

“A Puro Dolor,” Son By Four (Sony
Discos)

BILLBOARD LATIN 50 ARTIST OF THE YEAR
Mare Anthony (Columbia/Sony Discos)
Christina Aguilera (RCA/BMG Latin)
Shakira (Sony Discos)

Son By Four (Sony Discos)

LATIN ROCK ALBUM OF THE YEAR
“Brujerizmo,” Brujeria (Roadrunner)
“Uno,” La Ley (WEA Latina)

“MTV Unplugged,” Shakira (Sony
Discos)

RAP ALBUM OF THE YEAR
No finalists

TROPICAL/SALSA ALBUM OF THE YEAR, MALE
“Wow Flash!,” Elvis Crespo (Sony Dis-

cos)

“Chanchullo,” Rubén Gonzdlez (World
Circuit/Nonesuch)

“Obra Maestra,” Tito Puente & Eddie
Palmieri (RMM)

“El Amor De Mi Tierra,” Carlos Vives
(EMI Latin)

TROPICAL/SALSA ALBUM OF THE YEAR,
FEMALE

“Alma Caribeiia—Caribbean Soul,” Glo-
ria Estefan (Epic/Sony Discos)

“Voy A Enamorarte,” Gisselle (Ariola/
BMG Latin)

“Bafio De Luna,” Melina Leén (Sony Dis-
cos)

“Buena Vista Social Club Presents
Omara Portuondo,” Omara Portuondo
(World Circuit/Nonesuch)

TROPICAL/SALSA ALBUM OF THE YEAR, GROUP
“Distinto Diferente,” Afro-Cuban All
Stars (World Cireuit/Nonesuch)
“Masters Of The Stage: 2000 Veces
Mania,” Grupomania (Sony Discos)

“Sabe A Limi-T,” Limi-T 21 (EMI Latin)
“Son By Four,” Son By Four (Sony Discos)

TROPICAL/SALSA ALBUM OF THE YEAR,
NEW ARTIST:

“Serds Parte De Mi Mundo,” Anthony
(J&N/Sony Discos)

“Con Su Loquera,” Mala Fe (J&N/Sony
Discos)

“Buena Vista Social Club Presents
Omara Portuondo,” Omara Portuondo
(World Cireuit/Nonesuch)

“Son By Four,” Son By Four (Sony Dis-
cos)

TROPICAL/SALSA TRACK OF THE YEAR

“Muy Dentro De Mi,” Marc Anthony
(Columbia/Sony Discos)

“Jurame,” Gisselle (Ariola/BMG Latin)

“Que Alguien Me Diga,” Gilberto Santa
Rosa (Sony Discos)

“A Puro Dolor,” Son By Four (Sony Dis-
€os)

REGIONAL MEXICAN ALBUM OF THE YEAR,
MALE

“Por Una Mujer Bonita,” Pepe Aguilar
(Musart/Balboa)

“Lo Grande De Los Grandes,” Pepe
Aguilar (Musart/Balboa)

“Lobo Herido,” Vicente Ferndndez
(Sony Discos)

“Secreto De Amor,” Joan Sebastian
(Musart/Balboa/Caiman)

REGIONAL MEXICAN ALBUM OF THE YEAR,
MALE GROUP

“Lo Mejor De Mi Vida,” Banda El Reco-
do (Fonovisa)

“Morir De Amor,” Conjunto Primavera
(Fonovisa)

“En La Madrugada Se Fue,” Los Temer-
arios (Fonovisa)

“De Paisano A Paisano,” Los Tigres Del
Norte (Fonovisa)

REGIONAL MEXICAN ALBUM OF THE YEAR,
FEMALE GROUP OR SOLO ARTIST

“Prenda Del Alma,” Yesenia Flores
(Fonovisa)

“Por Encima De Todo,” Grupo Limite
(Universal Latino)

“Abrdzame Y Bésame,” Jennifer (EMI
Latin)

“El Amor Nos Mantendra Juntos,”
Priscila Y Sus Balas De Plata (Andrea/
Platino/Fonovisa)

REGIONAL MEXICAN TRACK OF THE YEAR

“El Liston De Tu Pelo,” Los Angeles
Azules (Disa/EMI Latin)

“Yo Sé Que Te Acordards,” Banda El
Recodo (Fonovisa)

“Morir De Amor,” Conjunto Primavera
(Fonovisa)

“Y Sigues Siendo T1,” Rogelio Martinez
{Discos Cisne)

REGIONAL MEXICAN ALBUM OF THE YEAR,
NEW ARTIST
“Abrizame Y Bésame,” Jennifer (EMI
Latin) (first solo album by Jennifer of Jen-
nifer Y Los Jetz)
“100 Anos De Mariachi,” Plaeido Domin-
go (EMI Latin) (new artist in this genre)

PUBLISHER OF THE YEAR
EMOA, ASCAP
Foreign Imported Productions Publish-
ing, BMI
Sony/ATV Latin, BMI
WB, ASCAP

PUBLISHING CORPORATION OF THE YEAR

EMI Music

Foreign Imported Productions Publishing
Sony/ATV Music

Universal Music

LATIN JAZZ ALBUM OF THE YEAR

“Muy Divertido!,” Mare Ribot Y Los
Cubanos Postizos (Atlantic)

“Latin Soul,” Poncho Sdnchez (Concord
Jazz) (debuted Nov. 20, 1999, and was a
finalist last year as well)

“Soul Of The Conga,” Poncho Sanchez
(Concord Jazz)

“Live At The Village Vanguard,” Chu-
cho Valdés (Blue Note)

LATIN GREATEST-HITS ALBUM OF THE YEAR

“Desde Un Principio—From The Begin-
ning,” Marc Anthony (RMM/Sony Discos)

“The Remixes,” Elvis Crespo (Sony Dis-
CO8)
“The Best Hits,” Enrique Iglesias (Fono-
visa)

“All My Hits—Todos Mis Exitos Vol. 2,”
Selena (EMI Latin)

LATIN COMPILATION ALBUM OF THE YEAR

#2000 Latin Grammy Nominees,” vari-
ous artists (Epie/Sony Discos)

“Billboard Latin Music Awards,” various
artists (Universal Latino)

“Guerra De Estados Pesados,” various
artists (Lideres)

“Merenhits 2000,” various artists
(J&N/Sony Discos)

LATIN DANCE CLUB PLAY TRACK OF THE YEAR
“No Me Dejes De Querer,” Gloria Este-
fan (Epic/Sony Discos)
“Sélo Me Importas T4,” Enrique Iglesias
(Interscope/Universal Latino)
“Cada Vez," Negrocan (Rampage)
“Asi,” Jon Secada (550 Musie/Sony Dis-
cos)

HOT LATIN TRACK OF THE YEAR, VOCAL DUO

“Que Locura Enamorarme De Ti,”
Eddie Santiago Y Huey Dunbar (Sony
Discos)

“Pideme,” Milly Quezada Y Fernandi-
to Villalona (Sony Discos)

“Come Baby Come,” Gizelle D’Cole Y
Elvis Crespo (Sony Discos)
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AN UPDATE ON BBMG EVENTS & HAPPENINGS

Marc Anthony Q&A To Open
Latin Music Conference

Mare Anthony will open this
year's Billboard Latin Music Con-
ference & Awards with a question-
and-answer session that will pro-
vide a rare opportunity for
conference attendees to hear a
superstar’s view on issues large
and small. Last vear's Q& A fea-
turing Enrique Iglesias was a con-
ference highlight, drawing a stand-
ing-room-only crowd and
major media coverage.

Anthony is one of
Latin music’s biggest
stars, with millions of
albums sold worldwide.
Following up his huge
success in 2000, Anthony
is slated to release two
albums in 2001, one in
English (on Columbia) and one in
Spanish (on Sony Discos), a4 major
undertaking few artists have
attempted. Anthony has attained
superstar status as a salsa record-
ing artist, and with hot hits like "I
Need To Know" and "Baby You,"
has also achieved unpuralleled
Latin crossover success.

Other sessions planned for this
vear's Latin Music Conference
include punels on The Latin Rock
Tour, Regional Mexican Musie, and
Promoting the Album—Radio and
Beyvond. Also returning are the

Producers’ Panel, featuring some
of the top producers in Latin music,
and the Presidents’ Panel, bringing
together top executives from the
main U.S. labels to discuss major
issues in Latin music.

The three-day event opens with
the Hope & Harmony Golf and
Tennis Classic, a fund-raiser host-
ed by Billboard and the Entertain-
ment Industry Council
of the Diuabetes Re-
search Institute Found-
ation. The conference
also features Plug.In
Latin Day, artist show-
cases, and a trade show.
The Billboard Lutin
Music Awards Show will
close the conference hon-
oring the best and brightest stars
in the Latin music industry.

Jillboard’s Latin Music Confer-
ence and Awards Show will be held
April 24-26 at the Eden Roc Hotel
in Miami. The early-bird registra-
tion rate of $495 is available through
March 1. To register, send check
puayable to Billboard, Attn: Michele
Jacangelo, 770 Broadway, NY, NY
10003, or send information by fax to
646-654-4674, or visit us online at
www.billboard.com/events/latin.
IFor more information call G46-654-
1660.

ANTHONY

We Have A Winner! Some Records-recording artist Eric Mingus stopped by
the Billboard offices in New York recently to help determine the grand-prize
winner of Billboard.com's year-end 2000 trivia contest. Mingus picked the
name of Michael Ming of Penn Valley, Pa., from among the many finalists. Ming
will receive the grand prize of the top 200 CDs of 2000, based on the year-end
version of The Billboard 200. Two runners-up were chosen: Pat Kelly of Bramp-
ton, Ontario, and Brian Jackson of Ft. Worth, Texas. Each will receive the top 50
CDs of the past year. The finalists were among the many daily winners of the
site's year-end trivia contest. Pictured at the grand-prize drawing. from left, are
Jonathan Cohen, news/reviews editor, Billboard.com; John Lerner, VP/GM,
VNU eMedia; Mingus; and Barry A. Jeckell, senior editor, Billboard.com.

For DutKast, It’s A Hit And A Ms.

CHAMPAGNE CORKS WERE popping in the New
York offices of Arista Records—and with good reason.
The staffers were celebrating the first No. 1 on The
Billboard Hot 100 under the new administration of L.A.
Reid. Appropriately, the chart-topping song is issued
on the LaFace label, founded by Reid and partner
Kenneth “Babyface” Edmonds. The song in ques-
tion? “Ms. Jackson,” the first No. 1 hit for OutKast.

It’s the eighth No. 1 hit for La-
Face, a run that started with
“Creep,” the TLC single that had
a four-week reign in early 1995,
TLC is responsible for half of
LaFace’s No. 1’s; after “Creep” it
reached pole position with
“Waterfalls,” “No Scrubs,” and
“Unpretty.” Toni Braxton has a
pair of No. 1 hits on LaFuce. The
double-sided “You're Makin’ Me High”/“Let It Flow”
spent a lone frame at the summit in July 1996, and
the Diane Warren-penned “Un-Break My Heart”
ruled for 11 weeks, beginning in December 1946.

Until now, the only male act to have a No. 1 hit on
LaFuace was Usher, who spent two weeks on top with
“Nice & Slow” in February 199%.

“Ms. Jackson,” which arrives at the pinnacle in its
156th chart week, is the ninth entry for QutkKast on
the Hot 100 and its first single to reach the top 10.
The rap duo’s biggest hit until now was “Elevators
(Me & You),” which peaked at No. 12 in August 1996.

The OQutKast song is the first song with “Ms.” in
the title to reach the top but not the first to chart.
The personal form of address that came out of the
feminist movement first charted on the Hot 100 in
1974, when the Tymes went to No. 91 with “Ms.

BEAT.

by Fred Bronson

Grace.” The song fared better in the U.K., where it |
went to No. 1.

As Chart Beat reader William Simpson of Los
Angeles points out, “Ms. Jackson” is the ninth No. 1
to use a personal title. The first was “Please Mr. Post-
man” by the Marvelettes; the same song was No. 1
again for the Carpenters. The other “Mr.”" songs to go
to No. 1 are “Mr. Blue” by the Fleetwoods, “Mr.

- Custer” by Larry Verne, “Mr.
Lonely” by Bobby Vinton, and
“Mr. Tambourine Man” by the
Byrds. The “Mrs.” songs to reach
the top are “Mrs. Brown You've
Got A Lovely Daughter” by Her-
man’s Hermits, “Mrs. Robinson”
by Simon & Garfunkel, and “Me |
And Mrs. Jones” by Billy Paul.
That makes “Ms. Jackson” the
first No. 1 with a personal title in the title in just over
26 years, dating back to the Carpenters’ “Please Mr.
Postman,” No. 1 in January 1975.

HEY JOE: Last issue’s No. 1 on the Hot 100, “It
Wasn't Me” (MCA) by Shaggy Featuring Ricardo
“RikRok” Ducent, slides to No. 3. The Jamaican
artist was not only overtaken by OutKast but by Joe,
who marches 7-2 with “Stutter” (Jive), his song that
features Mystikal.

If “Stutter” can move up one more notch, it will be
Joe’s second chart-topper, following “Thank God I
Found You,” the Mariah Carey song he guest-
starred on with 98°. But no matter what happens,
“Stutter” is already a bigger hit than Joe’s smash
from 2000, “I Wanna Know.” That album cut peaked
at No. 4 and had a 44-week run on the chart.
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2000 2001
NORTHEAST 3,765,000 3,907,000 (UP 3.8%)
MIDDLE ATLANTIC 9,842,000 10,002,000 (UP 1.6%)
E.NORTH CENTRAL 10,919,000 10,288,000 (DN 5.8%)
W. NORTH CENTRAL 4,343,000 4,069,000 (DN 6.3%)
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YEAR-TO-DATE TOTAL SINGLE SALES BY GEOGRAPHIC REGION

2000 2001
SOUTH ATLANTIC 13,069,000 12,822,000 (DN 1.9%)
SOUTH CENTRAL 10,751,000 9,868,000 (DN 8.2%)
MOUNTAIN 4,781,000 4,722,000 (DN 1.2%)
PACIFIC 11,671,000 12,055,000( UP 3.3%)
FOR WEEK ENDING 2/4/01
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