BY EILEEN FITZPATRICK

LOS ANGELES—When director
John Landis first previewed his 1980
hit The Blues Brothers for theater
owners at Burbank, Calif.’s long-
gone Pickwick Theater, he received
some startling feedback. “They said,
‘White people won’t see this movie,
and you have to cut it,” ” the director
recalls of the R&B-filled comedy. To
pacify the almighty exhibitors, he
trimmed 12 minutes.

That missing foctage may never
have resurfaced if not for DVD-
Video. When Universal Studios
Home Video released The Blues
Brothers: The Collector’s Edition in
1998—“the Pickwick Print,” as the
director dubbed it—Landis was able
to return to his original cut.

Since the format’s introduction
five years ago, DVD-Video has done
more than give enterprising direc-
tors the opportunity to revisit their
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creations. Among its sundry advan-
tages over VHS, the many-faceted
product has brought the moviemak-
ing process unprecedentedly close
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to consumers’ home theaters.

The rollout of DVD-Video has
proved to be the most successful of
any new format in the history of
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consumer electronics, and software
and hardware are evolving at an
astonishing pace. Soon, interactive
elements will be added to DVDs that
will enable consumers to become
virtual directors. Forthcoming
hardware advances include combi-
nation TV/DVD-V players, as well as
DVD players in set-top cable boxes
and TiVo equipment.

“DVD is not a rich man’s toy any-
more,” Paramount Home Enter-
tainment senior VP of marketing
Michael Arkin insists. “At one time,
DVDs were purchased by men 35
and older. Now it’s a mainstream
family technology, and everyone
wants to be a part of it.”

At a time when CD and VHS sales

(Continued on page 98)

Latin Soaps Go Pop

Artists, Labels, Daily Shows Tie In, Clean Up

BY LEILA COBO
MIAMI—In August 1997, a new
artist named Francisco Céspedes
released his debut album, Vida Loca
(pre-Ricky Martin),
via Warner Mexico. A
gifted songwriter
whose work had been
performed by the
likes of Luis Miguel,

Majors Face Antitrust Probe

BY BRIAN GARRITY and BILL HOLLAND
NEW YORK—The major labels are on the hot seat
with federal regulators over antitrust concerns

relating to MusicNet and Pressplay, the rival
joint-venture subscription services in
development by the record companies.
The U.S. Department of Justice (DOJ) is
in the early stages of an investigation

in Mexico, and it was rejected openly
and bluntly by all media,” says Cés-
pedes’ producer, Juan Carlos Paz y
Puente, who was then Wamer Latin’s
A&R director. “One TV
station told me, ‘We'll
never have him on,
because he’s fat, black,
and old-fashioned.””
Ironically, destiny

tices on the part of the majors. Sources tell Billboard
that the investigation is part of a wider examination

of the way the industry conducts business. Music-
Net, Pressplay, and representatives from all
five majors declined comment.

The investigation into MusicNet and
Pressplay began after the DOJ received
complaints from small companies aileg-

that includes an inquiry into whether the ing that the partners in the proposed serv- Céspedes—heavy-set intervened through tel-
two offerings amount to an Internet dis- ices planned to cross-license only them- and in his mid-30s— evision, when network
tribution duopoly that shuts out third- selves and other leading players. Some small was hardly the proto- TV Azteca held a con-

test to find the title track for a new
soap, Seriora. Céspedes submitted a
song written specifically for that pur-

(Continued on page 97)

services claim to have been refused licenses
by MusicNet because they did not pony up hun-
(Continued on page 100)

party competitors.
Online music may be just the beginning of a
U.S. government probe into anti-competitive prac-

type of the budding balladeer. His

album languished, selling no more

than 10,000 copies by year’s end.
“It was not the typical album made
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BILLBOARD’S REDESIGN
[ love your new format. Easy on the
eye and way 21st century.
Don Coleman
Lip Service
The Magazine for Music and Online Retailers
Los Angeles

Just for the record, I hate the new
chart/layout/color in Billboard. | feel like
I'm looking at old charts from the files
of Acuff-Rose Music when Mickey New-
bury and Don Gibson had songs on
there. Just thought I'd share.

Tom Sneli
Jenkins & Sussman & Associates
Los Angeles

I work for the music buyer at the Army
Air Force Exchange Service. We buy for all
the PX’s all over the world for the Army
and Air Force. We just received the new
Billboard, and we really like how the charts

However, I found it difficult to use with-
out close inspection. Also, you eliminat-
ed a tool I found to be a great time
saver—the alphabetical index to the The
Billboard 200. Yes, I know that that info is
now combined with all other references
to the artist in the index in the back, but
it is confusingly coded. My other peeve is
that you only publish some charts (like
jazz, for example) every other week.
Ron Scaffidi
Flipside Records
Brookline, Mass.

Billboard director of charts Geoff May-
field, replies to Scaffidi:

“Striking” is what what we were look-
ing for; “difficult to use” was obviously
not our intent. We will give considera-
tion to your comments. I hope that, in
time, you will find that our new Chart
Artist Index [and Chart Song Index]
prove to be helpful. As for the biweekly

[ have been reading Timothy White’s
work for years and always found it enjoy-
able and informative, but the Tommy
Mottola article is a definite keeper.

It is simply marvelous to read about
someone [ hardly know and finish the
story feeling like I grew up in the same
neighborhood. Tommy is a multi-talent-
ed executive and musician, and you made
him seem friendly and fraternal to your
readers. It was nice to know that a guy
that big in the business does not forget
from whence he came.

Jerry Sharell
Director, Media Relations/Corporate Events
WEA Corp.
Los Angeles

Congratulations on the new look of
Billboard! Also, I enjoyed the Mottola
article and the new BackBeat page with
the Desk Job features on Ahmet Ertegun
and Merle Kilgore.

are now color-coded, etc., especially the

Latin music charts. We rely on Bill-

board every week for help in doing our

top 10s. Please keep up the good work.
You have a great publication!

Carolyn Merrell

Army Air Force Exchange Service

Dallas

[ have been a regular reader of Bill-
board since I first took out a sub-
scription in 1991. The redesign of the
magazine is great for everything . ..
but the charts. Take The Billboard
200, for instance. It’s slightly larger
than it was before, so why has the
print been shrunk to such a size that
you have to squint at it to see info
such as the record label and catalog
number? New entries are now not as
recognizable as before. As for the
smaller charts—i.e., Modern Rock,
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Mainstream Rock—you really have to

Steve Popovich

President

Cleveland International Records
Cleveland

DOWNLOADS VS. SINGLES DECLINE

With the recording industry quick
to blame online downloading for the
steep decline in singles sales, perhaps
a closer examination of radio practices
will reveal another culprit.

Unlike the Internet, it has become a
guessing game for listeners to identi-
fy songs played on the top 40 airwaves,
a frustrating and bewildering experi-
ence for consumers ready to give labels
and artists their hard-earned dollars. I
put Los Angeles hit radio stations
KYSR and KIIS to the test.recently and
heard nary a song ID from on-air per-
sonalities, with the rare exception of a
song premiere or promotion.

It seems the songs serve merely as

get in close to see how many weeks
the top title has spent at No. 1. Also, the
charts in the international section have
all been chopped down.
Steve Young
Hull, England

We want to wildly congratulate your
design and editorial staff on the stunning
changes made in the new-look Billboard.
The redesign is a great enhancement of
an already vital and credible publication.

More important, those of us who are
so far from your home office have
respected Billboard for including stories
from our territory (and Asia-Pacific) on
a regular basis and not tied this to adver-
tising dollars. Nor do you, unlike your
competitors, solely stack stories on our
industry just before trying to sell ads for
a special issue.

Billboard delivers for us, and we know it.
We can hardly wait until next week’s issue.

Phil Tripp

Managing Partner

Immedia

Newtown, New South Wales
Australia

Sorry to tell you this, but I think that
your new look on the rating charts is a
big mistake. Yes, it is a striking look.

charts, they are not a new development.
If you are interested, paid members of
billboard.com can access our biweekly
charts during the unpublished weeks.

GETTING TO KNOW MR. MOTTOLA

Congratulations on the new format.
The magazine looks fantastic. Nice arti-
cle on Tommy Mottola (The White Paper,
“The Tommy Mottola Nobody Knows,” by

Timothy White, Billboard, July 28).
Jim Urie
President
Universal Music and Video Distribution
Universal City, Calif.

Just a note to say I love the new look of
Billboard, and the story on Tommy was
great. Wishing you nothing but the best.

Gerald L. Greenberg
President

Mirage Music Entertainment
Los Angeles

The new Billboard is wonderful to
read. Well done. Very, very good inter-
view with Tommy Mottola. Bravo!

Daniel Glass
President
Artemis Records
New York

musical relief between zany jock ban-
ter and are seldom acknowledged in any
manner. Instead, the titles of the latest
adds to the stations’ playlists are relegat-
ed to periodic spot breaks when they are
announced en masse and rapid-fire. [ron-
ically, at the other end of the dial, classic
jocks diligently back-announce that Zep-
pelin track for the zillionth time.
In the late-’80s, major labels launched
a “When you play it, say it” promotion,
urging radio stations to provide on-air
song identification. That slogan has never
been more appropriate—or economical-
ly urgent—than it is today.
William Simpson
Los Angeles

THE ACE OF CLUBS
Thanks so much to Chuck Taylor for
his amazing profile of Music Club
(“Music Club Profits From Compilation
Creativity,” Billboard, June 9). It’s by far
the most comprehensive, accurate, flat-
tering article yet on the label. Now
maybe my mom will finally stop asking
me when 'm gonna get a real job! Seri-
ously, we really appreciate the time and
effort that you put into this.
Jeff Tamarkin
Editorial/A&R Consultant
Hoboken, N.J.

l Letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of
Billboard or its management. Letters should be submitted to the Letters Editor, Billboard, 770 Broadway, New York, N.Y. 10003.

BILLBOARD AUGUST 18, 2001

wwwl.biltboard.com



AUGUST 18

2001

ARTIST ALBU M

VARIOUS ARTISTS
[ ClAssicaL
ANDREA BOCELLI

Billboard’ No. 1 on the charts

PAGE

Songbird

g
.g | ClOSSICALCROSSOVER R
oy RUSSELL WATSON The Voice | b
< BT O MR -.,*’——. = =5 ¥
SOUNDTRACK 0 Brother, Where Art Thou? ,n‘_?_iﬂ
O g  uenmonc Em
O THE CRYSTAL METHOD Tweekend | Lﬁi
= L ERENSEES GRS = = 4 1
CORMEGA The Realness . B
_— INDEPENDENT
SNOOP DOGG PRESENTS THA EASTSIDAZ  Duces N Trayz — The 0ld Fashloned Way .
A - = - -ll ""' .;;‘-\ il y i
SOUNDTRACK 0 Brother, Where Art Thou" &
S SR SRR T — = %
\ =" -— - e -
JANE MONHEIT Come Dream With Me 4
[ SAC7/CONTEMPORAR”. 2
KEIKO MATSUI Deep Blue
| | L '._:,; : Al 3 : v
TODDLER TUNES 28 CIassuc Songs For Toddlers g
.._ﬁ_T--___ i o ey o 4]
GRUPO BRYNDIS Hxstona Musical Romannco ‘v
N AGE & B -
ENYA A Day WithoutRain I
EVA CASSIDY ’r 1

D/ Fivt =1 L

ALICIA KEYS Songs In A Minor

\NCIC

RUSH HOUR 2

ARTIST

ALICIA KEYS Fallin

=5 S =

FAITH HILL There You'll Be

Drops 0f Jupiter (Tell Me)

T COUNTRY *

BLAKE SHELTON

Austin

N b S Ra =
A LTEELUE Y |

JANET

Top Singles

Someone To Call My Lover
"' [ =3 X \ ; 3 A -’. g 4
¥
O-TOWN All Or Nothing o
1\ o | g - A 3 AC ) § . L ) ]
CRISTIAN Azul [N
3 - T L B = = . 3
(S e & TRCL dallie _ ~
ALICIA KEYS Fallin' e
COO COO CALL M | Projects [ Lu
i Th*3 SINSTF ACE. BN
STAIND It's Been Awhile 4
LSO R ROCK ¥~ ho kS ¢
SUM 41 Fatlip
A s s ) A A &, . "\
EVE FEATURING GWEN STEFANI Let Me Blow Ya Mind -

« ¥ '.‘~_;2::

THE FAMILY MAN

5:]
i
|

I e

THE FAMILY MAN

ARTIST

BU DDY GUY Sweet Te

o NTEMPORARY SHR TAAN

)

VARIOUS ARTISTS Snngs 4 Worship — Shout To The Lord

- " - e

e
|

DONNIE MCCLURKIN

Live In Londor And More...

]

-  USKE Y o 1

AARON CARTER

l).

Aaron's Party... Live In Concert

T PBERSA ",-'t_

¥

BOB MARLEY AND THE WAILERS One Love: The Very Best Of
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No. 1 on this week’s unpublished charts
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AFRO CELT SOUND SYSTEM  Volume 3: Further In Tim
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Top of the News

6 Indie promoter Nobody in Par-
ticular Presents files an antitrust
suit against Clear Channel.

Artists & Music

8 Executive Tumtable: Randy Dry
is promoted to VP of marketing, film,
and TV music for Universal Classics.
12 Balladeer Maxwell returns
with his third Columbia set, Now.
12 The Beat: Whitney Houston
inks big new Arista deal.

14 Boxscore: 'N Sync and
friends gross more than $3 mil-
lion in Pasadena, Calif.

L.A. REID

15 Soundtracks and Film
Scores: Graeme Revell teams
with filmmaker Charlie Kaufman.

16 Classical/Keeping Score:
Andrea Marcon and the Venice
Baroque Orchestra offer unheard
Vivaldi on Sony Classical.

17 Reviews & Previews: The
Word, Alison Krauss + Union Sta-
tion, and Urinetown: The Musical

Billle el

21 R&B: Nivea taps guests for
her Jive debut.

23 Words & Deeds: Cormega
issues his solo debut, The Realness,
on indie Legal Hustie/Landspeed.
26 Dance: West End Records
celebrates 25 years.

29 Country: Curb’s Jeff Carson
shares his Real Life.

32 Latin Notas: Universal
Music Mexico launches dance-
oriented Asterisco imprint.

38 Jazz/Blue Notes: Avishai
Cohen is at one with the piano on
Concord Jazz’s Unity.

39 Songwriters & Publishers:
Sh-K-Boom Records shines a
new light on Broadway stars.
40 Pro Audio: Under new
management, New York’s Avatar
Studios plans for expansion.

International
41 Virgin sells French retail sub-
sidiary in an attempt to revitalize
its Megastores brand in Europe.
42 Hits of the World: Manu
Chao tops the Eurochart album

w17

AI.ISON KRAUSS + UNION STATION

take the spotlight. list with his latestVirgin release.
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43 Global Music Pulse: Dan-

ish boxer Brian Nielsen shows his
rapping skills with his debut sin-

gle for Gecco Records.

Programming
83 Survey shows hard rock
making headway in older demos.

84 Music Video: MTV cele-
brates its 20th birthday with a
stellar lineup for MTV20: Live and
Almost Legal.

Merchants & Marketing

47 Amazon.com and Handleman
take on e-commerce management
and fulfillment responsibilities.

48 Declarations of Indepen-
dents: The Assn. for Independent
Music searches for a new executive
director, as Pat Bradley departs.
49 Retail Track: Newbury
Comics branches into the retail
clothing business.

51 Sites + Sounds: Jupiter Me-
dia Metrix predicts online music
sales will account for a quarter of
the total music market by 2006.

Jeff McClusky

& Associates

20TH ANNIVERSARY

Follows
Page

52

ADVERTISING SUPPLEMENT

53 Home Video: Home fitness
titles benefit from the flexibility
of the DVD format.

Features
6 Market Watch

52 Update/Goodworks:
WMMR-FM’s Celebrity Golf Tour-
nament benefits MusiCares and
the T.J. Martell Foundation.

80 (lassifieds

85 Between the Bullets: Alicia
Keys gives J Records its first No. 1
on both The Billboard Hot 100 and
R&B/Hip-Hop Singles & Tracks.

101 Billboard.com: What’s
online this week.

102 The Billboard BackBezt
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91 Chart Artist Index
96 Chart Song Index
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KEYS TO THE KINGDOM: The surprise collapse of “Bootylicious”
(Columbia) by Destiny’s Child and a surge in popularity for Alicia
Keys’ “Fallin’ ” (J) makes news on The Billboard Hot 100, where
Clive Davis’ new label scores its first chari-topper. “Fallin’ ” bolts 7-
1, making Keys the first solo female artist to reach pole position
with her debut single since exactly two years ago, when Christina
Aguilera achieved it her first time out with “Genie in a Bottle” (RCA).

“Fallin’ ” is the 10th song to advance to No. 1 in 2001 and the

| seventh to feature an act collecting its first No. 1 title. The first

new chart-topper of the year was “It Wasn’t Me” (MCA), the first
No. 1 hit for Shaggy and featured artist Ricardo “RikRok”
Ducent. Next came “Ms. Jackson” (LaFace/Arista), the first No. 1
for OutKast, succeeded by “Stutter” (Jive), the second No. 1 for
Joe but the first for Mystikal. Crazy Town’s “Butterfly” gave that
group its first such title. Shaggy returned to the top with “Angel,”
the first No. 1 for featured artist Rayvon. When “Lady Marmalade”
(Interscope) went to the pinnacle in June, it was the fourth chart-
topper for Aguilera but the first for Lil’ Kim, Mya, and Pink.

Keys is only the second solo female artist to lead the Hot 100
this year. Janet Jackson’s “All for You” (Virgin) had a seven-week
reign, the longest run for a chart-topping title so far in 2001.

Counting the songs that advanced to No. 1 this year. as of last
issue, male acts had been on top for 14 weeks and female acts
for 14 weeks. Keys’ victory returns the lead to the women.

THIS OLD CHART OF MINE: “Contagious” (DreamWorks) is real-
ly catching on. The single cut by the Isley Brothers Featuring
Ronald Isley AKA Mr. Biggs marches 25-21 on the Hot 100,
giving the Isleys their highest-ranking title on the chart in 26
years. In December 1975, the Isleys peaked at No. 22 with “For
the Love of You (Part 1 & 2)” (T-Neck). With “Contagious” at
No. 21, the Isleys have their biggest hit since “Fight the Power
Part 1” peaked at No. 4 in September 1975.

THE ‘LIP’ SIDE: Staind’s “It’s Been Awhile” (Flip/Elektra) is still
No. 1 on Mainstream Rock Tracks, where it leads for the 17th
week. But on Modern Rock Tracks, the song dips to No. 2 after 16
weeks on top, as Sum 41 takes over with “Fat Lip”(Island). That
puts an end to the longest reign by one song on both rock tallies
in the history of the Mainstream and Modern charts.

DO THE MATH: While Now 7 (EMI/Universal/Sony/Zomba/-
Virgin) enters The Billboard 200 at No. 1, Now That’s What I
Call Music! 49 (EMI/Virgin/Universal) enters the (unpub-
lished) U.K. Top Compilations chart in the same position. Now
7 is the third in the U.S. series to top The Billboard 200, fol-
lowing Now 4 and Now 6.

More Fred Bronson each week at billboard.com.
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Album

Includes the # 1 smash hits
“Entre Ei Mar y Una Estrella,”
“Regresa A Mi,” “Arrasando”
and "Menta y Canela"

First cross over hit:
“it's My Party”

Her new single:
“Reencarnacion”

HOFFMAN

ENTERTAINMENT INC
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Concert Promoter Files Antitrust Suit Against Clear Channel

BY RAY WADDELL
NASHVILLE—What some call syner-
gy, others call unfair competition, as
evidenced by the antitrust lawsuit filed
by Denver independent promoter
Nobody in Particular Presents (NIPP)
against Clear Channel Communica-
tions and its concert promotion arm,
Clear Channel Entertainment (CCE,
formerly SFX Entertainment).

Also named in the suit—filed Aug.
6 in U.S. District Court in Denver—
are Clear Channel’s Denver FM sta-
tions: KBCO, KBPI, KFMD, KRFX,
and KTCL. The lawsuit, which seeks
unspecified damages, claims that
Clear Channel violates antitrust laws
by using its radio clout to gain a com-
petitive edge over rival promoters in
the Denver market.

‘MONOQPOLISTIC’ ALLEGATIONS

Clear Channel—a radio conglom-
erate that closed its $4 billion pur-
chase of SFX, the world’s largest pro-
moter, a year ago—owns or operates
eight stations in the market, includ-
ing all three of Denver’s rock sta-
tions. The suit states that Clear
Channel’s “monopolistic, multime-

In The News

¢ The Academy of Country
Music has chosen Jack Lameier,
senior VP of country promotion
at Sony Music Nashville, to be
president of its board of directors.
His predecessor, David Corlew—
president/CEO of Blue Hat Rec-
ords and Corlew Music Group—
segues to the artist/manager seat
on the board. Joey Lee, CEO of
Buddy Lee Attractions, has been
elected VP, while artist Tracy
Lawrence takes the board’s artist/
entertainer seat. All new posi-
tions are effective Aug. 23. Thir-
teen other board members were
elected to two-year terms.

® Britney Spears is planning a
31-date arena tour for October
and November (Billboard Bul-
letin, Aug. 8). Tickets for the trek
are expected to go on sale in mid-
September. Spears grossed more
than $30 million from touring in
2000. Her next single is due in
September, with a new Jive album
to be released in November.

o Ukraine, which had been a
participant in a U.S. foreign-poli-
cy program designed to foster eco-
nomic growth by providing cer-
tain countries duty-free access to
U.S. markets, has lost its special
status (Billboard Bulletin, Aug. 8).
The former Soviet republic has
been unable to stem the produc-
tion and flow of pirate CDs, CD-
ROMs, and DVDs, prompting the
U.S. government to suspend
Ukraine’s duty-free privileges.

dia empire” is “severely harming
NIPP'’s ability to compete . . . result-
ing in higher prices and fewer offer-
ings for consumers.”

The suit alleges that artists are
threatened with losing airplay and
promotional support if they go with
a non-Clear Channel promoter.

According to the complaint, “Clear
Channel repeatedly has used its size
and clout to coerce artists . . . to use
Clear Channel to promote their con-
certs or else risk losing airplay and
other on-air promotional support.”

The suit further claims that Clear
Channel has guaranteed some artists
more than 100% of gross ticket sales
in order to snag the date, “leaving
other promoters no choice but to
either pass on such concerts or pro-
mote them at a guaranteed loss.”
Other charges include eliminating or
limiting NIPP’s advertising availabili-
ty on Clear Channel stations, charg-
ing NIPP “excessive rates,” and elimi-
nating promotions.

Jesse Morreale, co-owner of NIPP,
says no particular incident prompted
the suit, although specifics are cited.
“This has been an ongoing battle for

‘The way Clear
Channel does
business now has
precluded consumers
from having choices
and information.’

—JESSE MORREALE,
NOBODY IN PARTICULAR PRESENTS

us. The way Clear Channel does busi-
ness now has precluded consumers
from having choices and information.
The way they’re competing precludes
there being competition.”

Clear Channel radio division
spokeswoman Pam Taylor says,
“We're not guilty of anything except
competing. I can tell you to an issue,
we maintain there is no merit in any
of the allegations in the suit.”

Taylor adds, “Yes, we’re a tough
competitor—no question. But we
play within the rules, and we’re will-
ing to hold that up in any court in the

Virgin Shifts A&R To
Pan-European Structure

BY EMMANUEL LEGRAND
PARIS—BYy laying the foundation of
a Pan-European A&R structure,
Virgin hopes to strengthen the
label’s artistic drive.

Former Virgin Continental Eur-
ope president Emmanuel de
Buretel—who started Aug. 1 in his
new role of EMI Recorded Music
Europe president/CEO—has pro-
moted Firmin Michiels, managing
director of Virgin _
Belgium, to the |
newly created posi- | &
tion of A&R director
of Virgin Continen-
tal Europe. The an-
nouncement was |
made at the label’s
seminar July 26-27
in Portugal.

To succeed Mi-
chiels, de Buretel
has appointed Bart
Cools to the position
of managing director
of Virgin Belgium.
Cools transfers from
EMI International in the U.K.,
where he was director of European
repertoire. He will join the Belgian
company Sept. 15.

Michiels’ new position became
effective Aug. 1, but he will remain
in charge of Virgin Belgium until
his successor arrives. He will report
to de Buretel. During his tenure at
Virgin, Michiels was involved in the
signing and international develop-
ment of such acts as Axelle Red, Zap

DE BURETEL

Mama, Gorky, Lais, Buscemi, and
Arno, among others.

De Buretel says changes in the
A&R field were already in the
pipeline before his new role was
announced at the beginning of July.
He says Michiels is the first in a
series of A&R directors who will
develop and coordinate projects at
a European level alongside the
repertoire owners.

The role of these
directors, according
to de Buretel, will be
to “maximize the
potential” of Euro-
pean artists on a
worldwide basis.
“This is the first step
in the creation of an
A&R structure at a
European level,” the
executive confirms.
He adds that each
A&R director will
report to him but
that there will not
be one overall head
of A&R for Virgin Continental
Europe. He says that within the Vir-
gin structure, there are already
A&R executives who have a broad-
er international remit, naming Vir-
gin Records Norway managing Per
Eirik Johansen and Virgin France’s
A&R director Thierry Planelle.

De Buretel adds that the key
appointments of the heads of EMI
Music and Virgin for Europe are
scheduled for September.

nation. .. Those that can’t win in the
marketplace seem to use litigation as
a second level of defense.”

HISTORICALLY TOUGH

Denver has long been a competitive
concert promotion market, with CCE,
House of Blues (HOB) Concerts, and
NIPP all actively vying for acts rout-
ing through the city. While CCE has
the advantage in the national tour
promotion game, HOB has a national
presence and a large amphitheater in
nearby Englewood (Fiddler’s Green).
The club-through-arena level, where
NIPP is most active, is a promoter war
zone, although CCE has an exclusive
deal with the city’s Pepsi Arena.

HOB VP Jason Miller, while admit-
ting that CCE is a formidable com-
petitor, contends that its practices
have, to his knowledge, been legit. “We
have a pretty good relationship with
Clear Channel in most markets, but in
Denver, it’s a bit more aggressive,

because they have a concert division
that competes with us every day. Once
we do confirm a show, we get the
chance to promote it [on Clear Chan-
nel stations]. If what [NIPP] claims is
true, then it’s reprehensible.”

While the industry has watched
closely since the Clear Channel/SFX
merger, Denver appears ahead of the
game in terms of interaction between
the concert and radio businesses.
Morreale says, “Denver as a market is
far ahead of any other in the country
[regarding] integration of the [Clear
Channel] concert and radio divisions.”

While admitting the prospect of
taking on a corporate giant is daunt-
ing, “Somebody’s got to do it,” Mor-
reale says. “They’re restricting com-
petition to the point where we can’t
compete. We’ve seen our market
share and revenues erode. We’ve lost
shows, and we’ve lost tickets sales on
the shows we did promote. This is the
situation we’ve been put in.”

Market Watch

A Weekly National Music Sales Report

Change

=4.0%

This Week
Last Week 14,646,000

Change

YEAR-TO-DATE OVERALL UNIT SALES

2000 2001
Total 456,275,000 435,639,000 (S45%)
Albums _ﬁgj ,902,000 413,007,000 (=2.11%)
Singles 34,373,000 22,632,000 (©34.2%)
- ' YEAR-TO-DATE SALES BY ALBUM FORMAT
2000 2001
CcD 373,925,000 382,561,000 (2.3%)
Cassette 46,988,000 29,639,000 (=36.9%)
Other 989,000 807,000 (=18.4%)
" OVERALLUNITSALES
Tllis Week 14,851,000 This Weelk 2000 14,855,000
Last Week 15,465,000 Change 2000 0.0%

14,185,000

This Week 2000
Change 2000

13,774,000
<3.0%

This Week 666,000 This Week 2000 1,081,000
Last Week 819,000 Change 2000 >38.4%
Change <>18.7%

2000 2001
City 85,185,000 89,131,000 (4.6%]
Suburb 163,640,000 163,846,000 (©0.1%)
Rural 125,100,000 129,584,000 (<3.6%)

DISTRIBUTORS’ MARKET SHARE

(7/02/01—7/29/01)

UMVD INDIES BMG WEA SONY EMD
Total Albums 25.4% 174% 17.2% 166% 13.9% 9.5%
Current Albums 26.2%  15.6% 21.2% 15% 13.2% 8.9%
Total Singles 11.8% 136% 314% 163% 120% 14.9%
ROUNDED FIGURES FOR WEEK ENDING 812/01

5 SoyndScans
Compited from a national sample of ratail store and rack sales reports collected, compiled, and provided by l‘il il
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Honky-Tonkers Team Up
For TwangBangers Tour

BY RAY WADDELL
NASHVILLE—HighTone Records
will implement a proven live-per-
formance marketing strategy when it
underwrites the upcoming Twang-
Bangers Tour, featuring honky-
tonkers Redd Volkaert, Bill Kirchen,
Dallas Wayne, and Joe Goldmark.

The tour of mostly alternative
music rooms begins Sept. 18 at the
Tractor Tavern in Seattle (Billboard
Bulletin, July 25).
Booked by Laurie
Higashi at Eastern
Star Productions in |,
San Francisco, the K
tour wraps Oct. 13.

TwangBangers
follows a formula
that has worked well
for the Oakland,
Calif.-based inde-
pendent label in the
past. HighTone
bankrolled the Honky Tonk Road-
house Revival tour in 1995 (Dale Wat-
son, Big Sandy & his Fly Rite Boys,
Buddy Miller) and the Monsters of
Folk tour in 1998 (Ramblin’ Yack
Elliott and friends).

“They both were quite successful,
and we felt this was a good way of get-
ting exposure for lesser-known artists,
rather than having them tour indi-
vidually,” says Larry Sloven, manag-
ing partner for HighTone. He notes
that the Ramblin’ Jack Elliott tour
helped the artist’s then-current
record sell five times what his previ-
ous and subsequent releases did. All

four TwangBanger artists will have
current product out when the trek
begins, and will do in-stores to pro-
mote the tour and the product.
HighTone will support the tour
with a national marketing campaign,
including posters, T-shirts, and 16-
track CD samplers for radio, press,
and retail—plus ads in alternative
weekly publications in tour markets.
Together, the individual artists on
TwangBangers form
what Sloven refers to
as a “honky-tonk
supergroup.” Former
Commander Cody
guitarist Kirchen will
bring his rhythm
section, Johnny Cas-
tle on bass and Jack
O’Dell on drums,
known as Too Much
Fun. Volkaert is the
touring and record-
ing guitarist for Merle Haggard, and
Wayne will handle vocals and rhythm
guitar duties. Goldmark is a Bakers-
field-sound steel player of renown.
Higashi says that buyers were
receptive to the TwangBangers con-
cept. “This wasn’t that hard of a sell at
all. Most places were excited about it.”
Wayne is enthusiastic: “What’s not
to like? I’'m going out with two of the
coolest guitar players and one of the
coolest steel players in the world. I'd
like to see us do an amalgamation of
our styles.”
Several shows will be recorded in
hopes of a live TwangBangers release.

Deal

LAMONICA

RECORD COMPANIES: Randy Dry
is promoted to VP of marketing,
film, and television music for
the Universal Classics Group in
New York. He was senior direc-
tor of marketing and licensing
for soundtracks.

Chris LaMonica is promoted to
VP of rap marketing and promo-
tion for Arista Records in New
York. He was national director of
rap marketing promotion.

Sabrina Macias is named direc-
tor of publicity for Prestigio

PRITCHETT

Recordings and Prestige Enter-
tainment in New York. She was
editor and co-founder of Pi-
cante Xpress.

Island Records promotes
Jason Pritchett to manager of ar-
tist development, Island street
team and Hillary Cooper to
manager of artist development
in New York. They were, re-
spectively, coordinator of artist
development, and executive
assistant to the VP of Def Jam/
Def Soul Records.
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Alliance, Valley Mull Possible Merger Or Acquisition

BY ED CHRISTMAN

NEW YORK—If Alliance Entertain-
ment and Valley Media combine, it
would create a company with sales of
roughly $1.3 billion—making it by far
the dominant one-stop operation in
the U.S. (Billboard Bulletin, Aug. 8)

Those two companies, already the
two largest U.S. one-stops, have been
engaged in negotiations for the past
month that could result in a merger,
if not an outright acquisition of the lat-
ter by the former. Some insiders sug-
gest that the talks are a resumption of
previous conversations between the
companies dating back to January
2000. Moreover, some sources report
that other third-
party companies
have looked over
Valley. Executives at
the two companies
either were unavail-
able or declined to
comment.

For the last two
years, publicly traded Valley has been
ailing, prompting its board of directors
to become amenable to the idea of
shopping the wholesaler. Valley lost
$4.6 million, or $1.04 a share, on sales
of $914.3 million in the year ended
March 31, 2000, and then bled red ink
in the year ended March 31, 2001,
when losses totaled $29.5 million, or
$3.47 a share, on sales of $803.7 mil-
lion.

While some sources suggest that a
deal between the companies would
take the form of Alliance buying Val-
ley in an outright acquisition—thanks
to the deep pockets of Alliance’s owner,
Yucaipa—others point to the possibil-
ity of a reverse merger between the two
companies. Such a deal would com-
bine both companies—with Alliance
management tipped to come out on
top—but leave Valley as a publicly
traded stock. This might prove attrac-

L VALLEY MEDIA, INC

tive to Yucaipa, because it would give
the company liquidity—something it
lacks now. Yucaipa owns Alliance
through a closed-end fund it manages
that includes among its investors
Barnes & Noble chairman Len Riggio,
who is believed to hold a 35% stake.

When Yucaipa acquired Alliance in
May 1999—buying it out of bankrupt-
cy for about $130 million—it did so
with the intention of positioning the
company as a dominant wholesaler
and a premier supplier of digital serv-
ices, in anticipation of the Internet
emerging as a music distribution
channel. By employing this strategy,
Yucaipa hoped to eventually cash in on
the bonanza that Internet companies
were enjoying at the time, presumably
in the form of an Alliance initial pub-
lic offering. But when the bottom fell
out for Internet stocks, and investors
got burned by the poor performance
of Valley—which itself came on the
heels of the then-publicly-traded
Alliance filing for Chapter 11 protec-
tion in 1997—the possibility of taking
Alliance public disappeared.

Now, though, if Alliance—which
Billboard estimates has an annual rev-
enue of about $500 million—were to
do a reverse merger with Valley and
post positive results over the next year
or two, the betting is be that the com-
pany’s performance would be reward-
ed by Wall Street through an appreci-
ation of share value. Valley, which was
in danger of being delisted from the
Nasdaq exchange because its stock was
trading at less than $1 per share for
most of April through June, closed
Aug. 8 at $2, with no change from the
previous day’s trading.

In addition to providing investor lig-
uidity, Yucaipa’s pursuit of a deal is
motivated by a desire to become the
unrivaled dominant one-stop, which
would allow the combined company to
improve profit margins and give it sig-

nificant clout in dealings with majors.
But at what cost? While Valley is
currently trading at $2 a share, giving
it a valuation of $17.3 million, the
problem with an acquisition or merg-
er with Valley is the debt load that the
Woodland, Calif.-based company car-
ries. At year-end, Valley had tapped its
revolver to the tune of $160 million.
Since that would have to be paid off to
complete an acquisition, some wonder
if Valley is worth its debt—let alone a
premium share price on top of that.
One executive familiar with Alliance
thinks that the Florida wholesaler may
insist on Valley implementing a
prepackaged Chapter 11 before it

)

ALLIANCE ENTERTAINMENT CORP.

]

agrees to buys Valley. But another
points out that since Valley’s bank,
Congress Financial, is secured, it
would liquidate Valley—which carried
inventory valued at $167.5 million and
accounts receivable of $144.4 million
at year-end—with the belief that it
would come out whole, before it would
agree to take a haircut on the money
Valley owes it. That executive suggests
that it is more likely that Alliance
would only be able to ask the majors
for partial payment forgiveness on Val-
ley’s $172 million debt to vendors, or at
the very least payment concessions in
the form of extended dating.

But an executive familiar with Val-
ley’s situation claims that Valley’s debt
structure is not insurmountable. That
executive says that Valley is possibly
on course to realize some $20 million
in earnings before interest, taxes, de-
preciation, and amortization this year
and concludes, “Despite what some
may think, Valley Media is in control
of its destiny.”

BMG Funhouse Execs Join Dreamusic

BY PETER SERAFIN
TOKYO—Kazunaga Nitta—who
resigned as representative director/
CEO of BMG Funhouse June 30 and
has yet to be replaced—is about to
launch a new record company. Drea-
music will open for business Aug. 20
in the Shibuya district of Tokyo.

Nitta has confirmed that four
executive officers from BMG Fun-
house will be joining Dreamusic:
Katsuyuki Shirai (managing direc-
tor for A&R), Fujio Kageyama
(director of cross-creative opera-
tions), Akira Takeuchi (director of
promotions), and Hiroyuki Igarashi
(director of business administra-
tion). A source close to BMG Japan
top management tells Billboard, “It’s
sad to lose that many good people,
but that’s the way it goes.”

Nitta left Toshiba EMI in 1984 to

start Funhouse, which was acquired
by the BMG group in 1996. BMG
Funhouse sales for the fiscal year
ending June 30 stood at 6.166 bil-
lion yen ($49.8 million).
Dreamusic is capitalized at 100

Bl&‘(ﬁiﬂﬁ_ﬁﬁlﬂﬁiﬂl’

million yen ($807,539). To solidify
its financial position, the company
is planning to carry out third-party
share allocations of 400 million yen
($3.2 million) in September. Taito
Corp. (Kyocera Group), Sony Music
Entertainment (SME) Japan, Cul-
ture Convenience Club Co., and
Softbank Internet Technology Fund
have agreed to provide financing.

Stockholders (in addition to the
board members listed below)
include an employees’ holding
group, Taito Corp., Atoss Interna-
tional, Softbank Investment, and
others. Nitta is the new company’s
president/CEQ. Tomoyuki Takechi,
founder and current advisor to
Square—parent company of Square-
soft—has signed on as representa-
tive director. Junichi Tada and Hideo
Takeyama will serve as directors and
senior executive officers. Atsushi
Takeuchi of Atoss has been named
an outside director.

Dreamusic plans to release its
first batch of CDs, from as-yet-un-
named artists, this fall. SME will
handle manufacturing and sales.
Dreamusic hopes to work with SME
and BMG Funhouse A&R on future
cooperative projects.
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Ex-Teen Queen Gibson Assumes New Roles

BY CHUCK TAYLOR

NEW YORK—As the peak of the
afternoon summer sun splashes
through the tall windows in an East
Village rehearsal space, Deborah
Gibson has broken a sweat. With
five male dancers in tow, she is
repeatedly running through a series
of slick, synchrenized moves, as she
sings along with a boom box play-
ing her new single, “Your Secret.”

Glancing over her shoulder at
the beefy, square-jawed guys, Gib-
son laughs and confides, “Yeah, it’s
tough being me, huh?”

It’s a statement framed in irony,
given the 30-year-old singer/song-
writer’s ever-ambitious career of 14
years and counting, which has taken
her from chart-topping teen queen,
threugh Broadway diva, to more
recent roles as a record company chief
and aspiring movie producer.

As a testament to her sheer staying
power, Gibson joined ’N Sync’s sold-
out PopOdyssey tour as a special
guest this month, and she’s recently
returned to the lead role in the
natfonal touring company of Rodgers
& Hammerstein’s Cinderella (her sev-
enth musical). All the while, she’s pro-
moting her seventh album, M.Y.O.B.,
on her own Golden Egg imprint.

As one might expect, Gibson has a
thing or two fo share with today’s
bountiful crop of teenage Kewpies.
Referring to the expression of hope

“When God closes a door, he opens a
window,” she deadpans, “Sometimes
for me, he opens a doggy door and I
have to squeeze through it. It hasn’t
always been easy, but I'm still here.”

Gibson entered the music industry
at a time when solo teen singers were
an enigma; today, of course, the pop
landscape teems with the breed, 4 la
Britney Spears, Christina Aguilera,
Jessica Simpson, and Mandy Moore.

“I've met a number of the girls,”
Gibson says. “Some of them have
been really respectful, but sometimes
I get the feeling that they’re thinking,
‘Yeah, but we’re doing it now.’ Others
get how the transitions work, and
they understand how difficult they
can be to make. Some people will say,
‘I admire your career choices,” and I
sigh and go, ‘Thank God someone out
there in the universe gets it.””

The Long Island, N.Y., native was
recording demos in a 12-track stu-
dio in her garage by the age of 12.
She caught the attention of enter-
tainment lawyer Doug Breitbart
and was signed to Atlantic Records
at 16 by then-dance department
head Larry Yasgar for one 12-inch
single, “Only in My Dreams.”

“It took eight months of working
the song in the clubs for them to
realize they had a pop hit on their
hands,” Gibson says. Once released
to top 40, the song hit No. 4 on the
Hot 100. “I still hadn’t even met

[Atlantic president] Doug Morris or
[co-founder] Ahmet [Ertegun].”

In just six weeks, Gibson recorded
her debut album, Ouf of the Blue,
which spawned two more top 5 hits.

GIBSON

Then, on June 25, 1988, a fourth sin-
gle, “Foolish Beat,” topped the Hot
100, making Gibson the youngest
female artist to write, produce, and
sing a No. 1 song—a record that still

holds today. Six months later, she
scored a second No. 1, “Lost in Your
Eyes.” The accompanying album,
Electric Youth, topped The Biliboard
200, selling 2 million copies.

In all, Gibson scored nine top 40
hits. In 1990, when she was 20, radio
took a dramatic turn. “One day there
were New Kids on the Block, and the
next, the whole Seattle grunge thing
happened,” she notes. “Everyone at
Atlantic began scrambling and going,
‘Oh, my God, what do we do?’ And 1
just thought, well, nobody died.”

Gibson says she was prepared to
hang on through the ups and downs,
but the label “signed me to be their
wham-bam, three-hit-albums pop
act. I remember Ahmet bringing
songs for me to listen to, which I
found really insulting, because they
were obviously losing faith in me as
a writer when the charts weren’t
what they wanted them to be.”

Gibson recorded one more album
for Atlantic, Body Mind Soul, in '93.
Then, despite a seven-album deal,
she and the label amicably parted
ways. Eager to diversify, she won the
role of Eponine in the Broadway
production of Les Miserables, then
joined Grease in London’s West End,
and followed that up with Broadway
runs in Grease and Beauty and the
Beast. “It was a new thing for every-
body then to bring in a pop audience
to the theater,” she says. “Profes-

sionally, it allowed me to survive.”

Today, Gibson maintains a diverse
agenda, recording on her own
timetable, maintaining an intensive
Internet presence (deborahgib-
son.com), performing semi-regular-
ly, and continuing an active role in
the theater. In the long term, she is
developing a movie called Teen
Queens for television, in which she
intends to serve as producer, music
supervisor, and star in the role of
mentor to a young singer—obvi-
ously, a natural fit.

Gibson’s biggest concern for
today’s new generation of pop
princesses is that they don’t have a
minute to be real teenagers. “I saw
a picture of Britney coming out of a
manicure place,” she says. “I didn’t
even start getting manicures until I
was, like, 25. And you hear Mandy
Moore saying, ‘Well, I'm 17 now, I've
grown a lot since my last album
when I was 15.” You're 17, for God’s
sake, you know? It scares me, where
you’ve got little girls imitating
grown-ups.” She adds, “I hope these
girls today know that they are
allowed to have problems, even in a
seemingly perfect world.”

And, most important, they should-
n’t expect the wild ride to go on for-
ever. “Just keep doing your thing and
let the spotlight find you,” Gibson
says. “It’s all about adapting to the
ups and downs, the push and puil.”

U.K. Fave Tom McRae Bows In States Via Arista

BY WES ORSHOSKI

NEW YORK—With his eponymous
debut albuma—a collection of deeply
personal tunes dark enough to be
dubbed “wrist-slashing” and “lacer-
atingly bitter” by the British press—
Tom McRae knows he’s teetering on
the brink of self-indulgence.

“It’s dangerous,” McRae says. “But
you have to walk that line. You have
to take yourself seriously enough to
believe that what you’re doing is
worthwhile. At the same time, you
shouldn’t believe anything you read,
or think that anything you’ve done
is any good.”

If one were to believe a raft of Euro-
pean critics, Tom McRae (U.S. street
date Aug. 21, db/Arista) is not just
good but a true gem. Since its inter-
national release last year, the album
has been lauded for its disarming
honesty—making several critics’
best-of 2000 lists and recently being
nominated for the U.K.’s Mercury
Music Prize (Billboard Bulletin, July
25)—and has sold more than 100,000

copies, according to Arista.

The Suffolk, England-born McRae,
27, says he can live with the sinister
tag placed on his work (two songs on
the album, he admits, are about
killing people) but even though audi-
ence members have told him to
“cheer the fuck up” he says he would
disagree with those who've called his
music depressing.

“My music might be sad, but it’s
also hopeful—I mean, the reason I
write is to get from sad to hopeful,”
McRae says. “I don’t think, ‘All right,
I'wanna be Nick Cave or Polly Harvey
and have this thing because somehow
it’s cool.” It just happens that that’s
usually the mood I'm in when I'm
struck with the need to write. When
the sun’s shining and I'm out with
friends, I tend not to write about it.”

One of the album’s most power-
ful songs is “You Cut Her Hair,” a
track inspired by McRae’s visit to a
former Nazi concentration camp,
where he was struck by a photo-
graph of a young Jewish girl whose

hair had been removed in prepara-
tion for her execution. In the song,
he pursues her aging killer: “Turn,
turn the page, start again, change
your name/But I will find you still,

move in for the kill.”

The first artist signed to U.K.
music exec Dave Bates’ db imprint,
McRae will support his album with a

10-city U.S. tour in September. (He’s
booked for the U.S. by Marty Dia-
mond at New York’s Little Big Man
and for Europe by London-based
Mike Dewdney, with management by
Roger Bechirian in London.) But he
already seems to be making his mark
stateside. “I love [Tom McRael,” says
Nic Harcourt, music director of
KCRW Los Angeles, which has been
spinning tracks from the record.
“The guy'’s lyrics are very intense. He
stands out from the pack.”

Arista, which acquired the album for
the U.S. through a separate licensing
deal with db, hopes to begin building a
U.S. fan base with Tom McRae, using
the disc as a springboard. Executive VP
Jerry Blair insists that the label is “look-
ing to build a career.” In the short-
term, Arista is focusing on keeping the
ball rolling with the critics and indie
tastemakers. Later this month, the
label services college and noncom-
mercial stations with first single “End
of the World News/Dose Me Up.”

Mark Sudack, Arista’s project man-

ager for Tom McRae, hopes that
patience will prove the virtue that it
did for David Gray’s White Ladder,
(ATO), which took nearly two years to
break in the States. In fact, the songs
on Tom McRae (published by Sony/
ATV) were born in a similar manner
as those on White Ladder. Like Gray,
McRae built the album around songs
he wrote and recorded at home dur-
ing a time when he was becoming
increasingly frustrated by “endless
rejection” from both nonresponsive
crowds and uninterested labels. Some
of these songs (the aforementioned
“You Cut Her Hair,” “Untitled”) made
the album nearly unaltered.

“When I stopped trying to be a rock
star and started writing about what 1
cared about—not writing about just
having a good time, girls, drugs, or
cars but about the things that upset
me—that was when it made a con-
nection,” McRae says. “Even if these
were things that other people might
not necessarily understand the details
of, they understand the emotion.”
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Maxwell Tries Living In The ‘Now’
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Columbia Artist Gets Romantic, More Relaxed On Third Studio Disc

BY CARLA HAY

NEW YORK—Maxwell is living in
the moment. The self-described
“perfectionist” reveals that he is
learning to stop worrying about the
future and trying to enjoy more of
the present. That attitude is reflect-
ed in the songs and title of Max-
well’s third studio album, Now, due
Aug. 21 on Columbia Records.

“With my first album [1996’s
Maxwell’s Urban Hang Suite], my
thoughts about love were idealis-
tic,” the artist says. “A lot of what’s
happened to me since then has
taught me that things can’t be per-
fect. With my second album
[1998’s Embrya], which got a
mixed reaction, I saw how much
people cared, and I learned who
my friends really were. [ had peo-
ple who let me see my vision and
accepted it. That was meaningful
to me and helped make doing
[Now] a lot easier.”

Maxwell admits, “I wish I could
go with the flow more. That was a
struggle on this record: To let go of
my tendency to be a perfectionist.”

The romantic, sensual Now has
plenty of ballads that should help
solidify Maxwell’s position as one of
today’s leading R&B crooners.
These cuts include “Lifetime,” the
project’s second single, and a heart-
felt rendition of “This Woman’s
Work,” a Kate Bush tune that
Maxwell recorded live for his 1997
MTV Unplugged EP.

The song “Fortunate,” which
Maxwell contributed to the sound-
track of the movie Life, was the

‘With my second
album, I learned

who my friends
really were. I had
people who let me
see my vision and
accepted it. That
helped make doing
‘Now’ a lot easter.’

—MAXWELL

No. 1 Billboard R&B/Hip-Hop sin-
gle of 1999 and is a hidden bonus
track on Now. Also included is the
midtempo “Get to Know Ya,” the
first single.

Thea Mitchem, MD of R&B sta-
tion WPGC Washington, D.C., ob-
serves: “ ‘Lifetime’ is a beautiful
ballad, and it’s off to a great starf.”

| Mozart. Bwac{way.
(Wa'z/zyoﬁ dl/(acliion 04c75nu5. Bs'zgc{o’z/[ ;

You’re never far from exceptionally good company.
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we'll keep you close to the best things in Manhattan.
Including fine dining at our Conservatory Cafe.

Happy Iour 5 pm-7 pm
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£225 Double

$290 Suites

For reservations, call 800-223-4164.

THE MAYFLOWER HOTEL
ON THE PARK e NEW YORK

15 Central Park West at 61st Street, New York, NY 10023 212-265-0060
www.mayflowerhotel.com

Overall, Mitchem views Now as
being a more radio-friendly effort
than Embrya. “It’s got all the things
radio loves: hooks and messages.”

Jim Ogletree, director of new-
release purchasing for Norcross,
Ga.-based retail chain the Music
Network, predicts that Now will
“probably do top-five sales nation-
ally in its first week. Maxwell’s
fans are loyal.”

Maxwell, who was born and
raised in Brooklyn, N.Y., is paying
tribute to his New York roots by
launching a world tour Aug. 13
with a seven-show concert series
(dubbed NY7) at different venues in
the Big Apple. The singer/song-
writer/producer is scheduled to per-
form Aug. 21 on Late Show With
David Letterman.

The video for “Lifetime” has been
added to BET’s playlist, and Columbia
says that Maxwell will likely do retail
in-store appearances in major markets.

“The anticipation for a new
Maxwell record is as strong as it’s
ever been,” says Don [enner, presi-
dent of Columbia. “Maxwell is one
of the most dedicated artists ['ve
ever met. He makes music based on
emotions and feelings, not based on
hits. He’s the type of artist who
would give it all up tomorrow if he
couldn’t be true to his vision.”

Maxwell says he will probably
tour for at least a year in support of
Now and that Africa “is on the top
of my wish list” for a new place for
him to tour.

Maxwell is managed by Kevin
Gasser of Artist Management
Group in Beverly Hills, Calif., and
the artist is booked outside North
America by David Levy of Interna-
tional Talent Booking in London.
At press time, Maxwell was not
signed with a North American
booking agent. His songs are pub-
lished by Sony/ATV Tunes LLC/
Muszewell (ASCAP). '

On the singer’s newly relaunched
Web site (maxwellnow.com), fans
can vote for which songs they want
him to perform in each city. He says
he expects to do a different set each
night on his new tour.

“My biggest fear,” Maxwell con-
fesses, “is the kind of success
where you can’t walk down the
street without having a fanatic
energy surrounding you. ['ve had
some crazy situations happen to
me, but [ haven’t reached a point
where [ have to disguise myself
when I go out. As much as I love
performing, I see myself eventual-
ly settling behind the scenes in
the music business. I'm happy
with who I am, and I'm grateful
for the artistic freedom I have.”

He adds with a reflective laugh,
“I’'ve learned that if something is
yours, it’s yours; there’s no need to
run to it or push people out of the
way for it. I call it divine timing.”

Beat.

HOUSTON, WE HAVE LIFTOFF: Follow-
ing the signing of a new $100 million
contract with Arista Records, Whit-
ney Houston is “collecting songs” for
her next project, which will be out in
2002, according to Arista Records
president/CEQ Antonio “L.A.” Reid.
“We’re looking at producers,” he says.

“My conversations with her have
focused on making an album that
her fans will feel is a very personal
album. I'm not saying [the songs]
should reflect the state of her per-
sonal life, but I want something
that feels personal.” He expects her
to be in the studio by year’s end.
Reid and Houston will co-executive
produce the project.

The deal, Reid says, does not ex-
tend the number of albums Houston
owes the label. (She had at least five
remaining on her current contract.)
“The idea is to motivate her and
encourage her, and—I find this very
important—if she is the biggest-sell-
ing artist on Arista Records, and if
she is the queen of Arista, [ think her
deal should reflect that. This was an
acknowledgement of her greatness.
This wasn’t an exchange for more
songs or albums.”

THIS JUST IN: Last week, we wrote that
the new Charlotte Church album,
which takes the teenage classical singer
in a more mainstream direction, will
be out on Sony Classical Oct. 9. Now it
turns out that Church is moving to sis-
ter label Columbia, where she will be
worked as a pop, rather than classical,
artist. Columbia confirmed the switch,
but did not have any other details about
the project, includ-
ing whether the
repertoire would
change. Sony Clas-
sical president Pe-
ter Gelb could not
be reached for com-
ment by press time.

NICK OF TIME: In response to the
growing influence of the tween mar-
ket, Jive Records and Nickelodeon
have formed Nick Records, a part-

by Melinda Newman

nership devoted to releasing albums
that will appeal to a core 9-to-14-
year-old demographic.

The first release from the new enti-
ty will be SpongeBob SquarePants-
Original Theme Highlights, a seven-
song EP featuring music that has
appeared on the popular Nickelodeon
program, including contributions
from Ween, Pantera, and Junior
Brown. The Tuesday (14) release will
be followed by the Nov. 6 soundtrack
to the Paramount/Nickelodeon movie
Jimmy Neutron: Boy Genius. In Feb-
ruary, the label will release an album
by teen Nick Cannon, formerly of
Nickelodeon series All That, who will
host his own show on the cable out-
let this fall. Branded compilation
albums and TV soundtracks will also
be part of the new pact.

Tweeners spend a whopping $260
billion per year, according to Cincinnati-
based WonderGroup Youth Marketing
and Advertising. The group’s No. 1 pur-
chase is music (Billboard, May 12).

Jive Records president Barry Weiss
declined to discuss the financial
arrangements of the multi-year,
multi-album venture, saying only that
‘“we’re funding the partnership. We're
expending the A&R money and mar-
keting money, and we’ll go from
there.” The releases will be distributed
through BMG.

For Nickelodeon, Jive was a natural
partner. “We wanted someone who
understands our audience intimate-
ly, and we knew Jive did from the
work they’d done on Aaron Carter,”
says Albie Hecht, president of film and
TV entertainment for Nickelodeon,
TV Land, and TNN.

A pre-existing connection to Nick-
elodeon isn’t a prerequisite to signing
with Nick Records, but the intent is
to ink artists who have multi-faceted
appeal. “They need to have the poten-
tial to be a movie star or TV star or
writer [for Nickelodeon’s magazine],”
Hecht says. “The potential is there for
someone to work all of those media.”

Neither Jive or Nickelodeon will
add staffers to work the venture. “We
are designating someone from the
A&R department and someone from
the marketing department {who will]
chair an internal
committee with
the key people
from Nickelo-
deon,” Weiss says.
Hecht says a music
“task force” within
Nickelodeon will
oversee the releas-
es for the cable outlet.

Nickelodeon had previous licens-
ing deals with Sony Wonder and
Rhino Records.
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Concert Grosses

July 28

VENUE/ GROSS/ ATTENDANCE/
| ARTIST(S) DATE TICKET PRICE(S) CAPACITY _PROMOTER »
] ’N SYNC, EDEN’S CRUSH Rose Bowl, Pasadena, $3,154,129 62,196 Clear Channe!
SAMANTHA MUMBA Calif. $76.59/$31.09 seflout Entertainment
- July 20
'N SYNC, EDEN'S CRUSH, Bank One Ballpark, $2.213,026 42,959 Clear Channel
SAMANTHA MUMBA, DANTE Phoenix $65.50/$8 431 Entertainment
THOMAS July 18
‘N SYNC, EDEN'S CRUSH, Sam Boyd Stadium, $1,297,973 29,003 Clear Channetl
SAMANTHA MUMBA, CHRISTINA Las Vegas $67.50/$24.25 38,100 Entertainment
MILIAN, MEREDITH EDWARDS July 27
TIM McGRAW, KENNY CHESNEY, DTE Energy Music Center, $1.253,738 30,475 Clear Channel
MARK COLLIE Clarkston, Mich. $59.50/$30 30,854 two shows Entertainment
July 26-27
OZZFEST 2001: BLACK SABBATH, MARILYN MANSON,  Post-Gazette Pavition at Star  $1,042,100 25,446 Clear Channel
SLIPKNOT, PAPA ROACH, LINKIN PARK, DISTURBED,  Lake, Burgettstown, Pa. $127.25/$25 sellout. Entertainment
CRAZY TOWN, ZAKK WILDE'S BLACK LABEL SOCIETY  July 28
OZZFEST 2001: BLACK SABBATH, MARILYN MANSON,  Nissan Pavilion at Stone $1,037.773 20,148 Clear Channel
SLIPKNOT, PAPA ROACH, LINKIN PARK, DISTURBED,  Ridge, Bristow, Va. $129.50/$35.25 20,228 Entertainment
CRAZY TOWN, ZAKK WILDE'S BLACK LABEL SOCIETY  July 20
] ﬁADlQHEAD, KID KOALA, Hutchinson Field, Chicago, lll.  $946,425 25,238 Jam Prods.
- BETA BAND Aug. 1 $37.50 sellout
BARENAKED LADIES, VERTICAL Tweeter Center for the Perfforming  $923,208 26,537 Clear Channel
HORIZON, SARAH HARMER, Arts, Mansfield, Mass. $50.50/$27.50 39,600 two shows Entertainment
ACTION FIGURE PARTY July 21-22
WIDESPREAD PANIC Oak Mountain $884,772 32,818 Clear Channel
; Amphitheatre, Pelham, Ala.  $41/$28 three sellouts Entertainment
July 27-29 |
ERIC CLAPTON, DOYLE BRAMHALL  Kemper Arena, Kansas City, $859,525 13129 Clear Channel
Ii & SMOKESTACK Mo. $75/$50 14,140 Entertainment

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

For research information and pricing, call Bob Allen, 615-321-9171.

Rounder’s Krauss Rides Wave

BY JIM BESSMAN

NEW YORK—True to her traditional
release pattern, Alison Krauss is fol-
lowing a solo effort—in this case
1999’ fine Forget About If~—with New
Favorite, a collection that reunites her
with the band Union Station.

Due Tuesday (14) on Rounder, the
project is the artist’s first album since
1997’s So Long So
Wrong. It arrives
as Krauss and her
bandmates (gui-
tarist/mandolin-
ist/vocalist Dan
Tyminski, ban-
joist/guitarist/
vocalist Ron Block,
acoustic bassist
Barry Bales, and
dobroist Jerry Dou-
glas) are still riding the wave gener-
ated by the O Brother, Where Art
Thou? soundtrack, which featured
their music. The act can also be found
on the just-issued Down From the
Mountain: Live Concert Perfor-
mances by the Artists and Musicians
of O Brother, Where Art Thou?, a
soundtrack to a documentary in
which they also starred.

Krauss says the success of the
soundtrack did not have any bearing
on the creative outcome of New
Favorite, although being the mother
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" KRAUSS

of a time-consuming young son did af-
fect its production. “I can’t throw the
same fits I used to because there’s no
time,” she says, adding that the proj-
ect came together in three months.
Krauss and Union Station have long
transcended the bluegrass/country cat-
egorization, but Rounder GM Paul
Foley feels that New Favorite offers
them “the best
chance in a long
time” in the coun-
try market, with
both radio and
CMT already play-
ing the album'’s
| first single/video,
i “The Lucky One.”
Margot St.
John, music direc-
tor at WOKO Bur-
lington, Vt., says the station will be all
over the single, having listened to the
album “five times straight as soon as
it came in, which I don’t do often.”
Mercury Nashville is assisting fel-
low Universal-distributed Rounder
with country promotion. “We think
we’ve got the bases covered this
time,” Foley says, noting that the act
will hit the road to tour for a year
beginning on the street date.
Krauss is booked by Keith Case &
Associates and managed by DS Man-
agement. Both are based in Nashwville.

KDHX KFAI KDLY KGLT
KNBA KNON . KOTR KKBS
KUFM KUFN KUHM KUKL
KZRO WASL WATJ WBCR
WFHB WHUS WJBQ WJBX
WNYU WPKN WPLR WPRK
WRBB WRBC WRCT WRHU
WRFW WRFX WRRC WRRG
WRST WRVW WSBF WSDP
WTUL WUEV WUNH WUSB
WWOZ WWUC WWUH WWVU

Thanks for éﬁinning
ee the Sea" & ""Melancholy Baby"'.

Hear them on the web @

WWW CrowdedHead com
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Thing

SCORING ‘NATURE’: Composer
Graeme Revell admits that he
signed on to do the score for the
forthcoming film Human Nature
for “practically nothing”—simply
because Charlie Kaufman, the
scribe for Being John Malkovich,
had written it.

“|[Being John Malkovich] was
the highlight of the last couple of
years at the theater,” he says.
“And I wanted to be involved in
his next project,” he says.

The Human Nature score is just
one of several projects on his plate.
Revell-——who recently finished the
score for Lara Croft: Tomb Rai-
der—is also happy to be writing
and producing
material for plat-
inum-selling
pop-opera diva
Emma Shapplin.

“She sang on
one of my other
scores, Red Plan-
et, and I’ve been
lucky enough to
teamn up with her
again on an
actual album.
We finished writ-
ing it three
months ago and
will be recording it in October.
Film scoring is fun, but you always
need these kinds of projects to
spice things up a bit.”

The artist also plans to score the
forthcoming Arnold Schwarz-
enegger film, Collateral Damage.

Prior to his film work, Revell co-
founded SPK, an early London-
based industrial band that became
a major influence on such acts as
Nine Inch Nails and Tool.

It was that exposure that led
him to a career in film through
George Miller and Phillip Noyce,
who asked him to score their sus-
pense thriller, Dead Calm.

“This album will be coming out
on Sony Classical, and I very much
want te stay involved in those types
of projects. The classical world is
having difficulty selling records
right now. If we give people that
like different types of music some-
thing new, everybody benefits.”

In the future, Revell sees a larg-
er audience being enticed by the
inclusion of pop and dance remix-
es on soundtracks.

“It broadens the musical scope,”
he notes. “But I would warn peo-
ple, I don’t have much of a pop sen-
sibility. If you want something
interesting, something unusual—
come to me.”

Perhaps that will help redefine
pop sensibility all together.

by Charles Karel Bouley

THANKYOU FOR THE MUSIC: While
the box office and critics reacted
coolly to Steven Spielberg’s sum-
mer release, A.L, the project has
yielded a dependable soundtrack
from master John Williams.

On the 12-track Warner Bros.
soundtrack, Williams captures
the magic that Spielberg could
not in A.I., a modern-day version
of Pinocchio. Spielberg and
Williams have a long history
together, and this set serves that
legacy well.

Williams’ trademark orchestra-
tions and mood-altering composi-
tions here reaffirm his legendary
status in film-score history. It’s a
pity the sound-
track didn’t have
a more success-
ful film to sup-
port it.

The obligatory
single, produced
by David Foster,
teams stunning
vocalist Lara
Fabian with new-
comer Josh Gro-
han. This, Fabian’s
second sound-
track release this
summer (Final
Fantasy being the other), could
improve her potential to become a
new soundtrack queen.

LOVING THE CHOCOLATE: The pic-
turesque Belgian town of Ghent is
to host this year’s Flanders Inter-
national Film Festival, beginning
Oct. 8. The festival culminates
with the World Soundtrack
Awards, to be held on the event’s
final day, Oct. 18.

In the past, such composers as
Ennio Morricone, Hans Zimmer,
Michael Nyman, and Michael
Kamen have participated in the
event. This year, there will be a
live double concert by French
composers Gabriel Yared and
Elmer Bernstein prior to the
awards ceremony.

The awards are given by the
new World Soundtrack Academy.
The academy’s voting members
are film composers and other
professionals from the interna-
tional film music world and
include such Oscar winners and
nominees as Tan Dun, Elliot
Goldenthal, Gabriel Yared, and
Rachel Portman. Ballots for the
awards were received by July 12
for return by Aug. 15.

Let’s hope the awards estab-
lish a true camaraderie and raise
the international profile of the
film-music genre.

In The Works

» Modern rock act Lit has com-
pleted work on its second Dirty
Martini/RCA set, Atomic, with
producer Den Gilmore (Sugar
Ray, Linkin Park). Due in October,
the set will be previewed Aug. 20
with the single “Lipstick & Bruis-
es,” which is also included on the
American Pie 2 soundtrack.

¢ Dance act Groove Armada
has wrapped its next Jive/Electro
set, Goodbye Country Hello
Nightclub, due Sept. 10 in Europe
and Sept. 11 in the U.S. The proj-
ect will be previewed Monday (13)
with the single “Superstylin.” A
tour of the U.K. is slated to begin
in October.

» According to Noel Gallagher,
Oasis will release a single on Epic
this October, with an album to
follow soon after. Although firm
release dates are not in place, the
band aims to issue the single to
coincide with a planned string of
UK. gigs that will celebrate the
band’s 10th anniversary.

e Although the rest of the line-
up is still being determined,
Limp Bizkit has been confirmed
to contribute a revision of
Frankie Goes to Hollywood's
'80s-era classic “Relax” to the
soundtrack to Ben Stiller's Zoo-
lander. The set is due Sept. 25 on
Hollywood Records.

Diva-in-Training. Kelly Levesque is out
promoting “Some Hearts,” the first
single from her self-titled Wamner Bros.
debut, due in October. Written by
Diane Warren and produced by Trevor
Horn, the tune is also on the sound-
track to America’s Sweethearts. Lev-
esque wrote the rest of her debut, not-
ing that she hopes the project will
prove that she’s “more than just anoth-
er young blonde making pop music.”
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Durst’s Flawless Introduces enna

BY TODD MARTENS

LOS ANGELES—With Fred Durst in
one corner and the Neptunes’ Chad
Hugo in the other, it isn’t surprising
that Kenna’s first single has some
stomping, chopped-up beats. Yet
“Hell Bent” isn’t a teenage anthem
or a hip-hop rave-up. It’s a piano-
driven ballad colored with new-wave
embellishments and sincerely heart-
felt vocals—and its inspiration
comes from Ethiopia.

It’'s a coming-of-age tale that be-
gan on a large block of African land,
where Kenna—signed to Durst’s
imprint, Flawless—spent the first
three years of his life with his grand-
father while his parents looked for a
new place to live.

“I was the man,” Kenna says. “Then
I moved to Cincinnati, where my dad
was a professor. [ was living in a one-
bedroom, student-housing apartment.
My bedroom was the closet. [ was
screaming to go back to Ethiopia. I
didn’t believe anybody here was my
authority. ‘Hell Bent’ tells that story.”

There’s more to tell. After his fami-
ly relocated to Virginia Beach, Kenna
found himself struggling to find a sub-
ject that interested him. His parents
instilled a strong business ethic into
his head, but Kenna knew he wasn’t
going to be an accountant or a doctor.

Yet the fact that he was surrounded by
The Wall Street Journal and talk radio
seeped in. When Kenna describes New
Sacred Cow, his Geffen/Flawless debut
(Sept. 25)—a mix of Devo synthesiz-
ers, Soft Cell groove, and convoluted

beats and vocals that have the on-the-
sleeve earnestness of such "80s films as
The Breakfast Club—he can’t help but
come off like a marketing guru. Kenna
observes that “it pushes the bound-
aries. Chad and I wrote this record so
people would think outside the box.”

Hugo and Kenna attended high
school together, but it wasn’t until
they were working at Teddy Riley’s
Virginia Beach studio that a friend-
ship was cemented.

“Hip-hop and R&B can be a weird
mentality to step in and out of, and [
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couldn’t handle it,” Kenna says. “I
turned to Chad and said, ‘I have to
come up with a record that is me—the
kid who can get into a Stevie Wonder
and Donna Hathaway record just as
fast as Daft Punk, Radiohead, the Cars,
and U2. Can you help me?’ That day we
wrote [New Sacred Cow's) ‘Red Man.””

“He came to my front doorstep
with his guitar and played me some
songs,” Hugo remembers. “His
songs weren’t the typical pop song;
there was substance.”

The two worked on the album for
more than two years, in the down-
time between Hugo’s commitment
to N.E.R.D. and the Neptunes’ high-
profile producing projects (OI’ Dirty
Bastard, Mystikal). Kenna, published
by EMI Music (ASCAP/BMI), spent
much of the time questing for a
record deal, even being rejected by
Flawless/Geffen parent Interscope
Records. He was never discouraged.
As the Neptunes grew in demand,
Kenna knew his Hugo partnership
would pay off.

It did when Flawless A&R executive
Danny Wimmer visited Hugo in the
studio. Hugo played him Kenna’s
record, and Wimmer placed a call to
his partner at Flawless. “The groove
was infectious, even over the phone,”
Durst says. “I couldn’t hear any bass,
but I listened to the whole song and
couldn’t believe it. The next day it was
sold. This is a guy who’s going to be
around for 20 years.”

As for Kenna’s first couple months,
Durst says Flawless and Geffen are
planning a slow rollout. Even Kenna
admits that the labels aren’t totally
sure how to handle the record, call-
ing his genre-hopping set a “format-
ting nightmare.”

“We submitted a clever video for
‘Hell Bent,” ” Durst says of the Mark
Osborne-directed Claymation-style
clip. “It’s like a scoring piece to a short
film. It’s just a vibe right now—Kenna
without a face, which is how we want
to do it. We’re going to let a lot of dif-
ferent radio formats hear the music
and then get feedback. It’s alternative,
yes. It’'s music that can be popular,
yes. If you want to put it in the
R&B/hip-hip category, yes.”

Whatever class Kenna (who is
nearing a management deal) eventu-
ally falls into, retailers are excited by
Kenna’s affiliation with Flawless.
“Durst seems to have the magic touch
with his own stuff, so let’s see if he can
carry it over,” says Mike Camacho,
GM of Chicago’s Tower Records out-
let on Clark Street.

Kenna, who is booked by Rob Light
and Jenna Adler at the Creative Artists
Agency in Los Angeles, is hoping to
tour this fall. This will be the first time
Kenna has been a member of a group,
but he isn’t daunted.

“I didn’t do this music thing to be
on television and smile at mass
audiences with a product in my
hand,” he says. “My goal is for peo-
ple to get a new sound and for it to
be received or not received.”

VIVA VIVALDI: No one was more sur-
prised than conductor/harpsichordist
Andrea Marcon when Sony Classical
asked him to record Antonio Vivaldi’s
well-worn “greatest hit,” The Four
Seasons, with his Venice Baroque
Orchestra and the stellar violin soloist
Giuliano Carmignola. After all, the
market hardly lacks for recordings of
the work—indeed, the violinist and
harpsichordist had already recorded
the piece themselves nearly 10 years
ago for the tiny Italian label Divox.
Rather than getting lost in the shuffle,
Marcon had originally hoped to unveil
some of the previously unrecorded
Vivaldi concertos that he and Car-
mignola had been investigating.

But Sony Classical chief Peter Gelb
prevailed upon Marcon and Carmig-
nola to record a new version of the
Italian Baroque chestnut. “Carmigno-
la played the violin in a way that I had
never heard before in early music,
with such spirit and originality of in-
terpretation,” Gelb recalls. “The way
he played The Four Seasons was
something that I had never really
encountered before. He did something
that is so rare these days in classical
performance—he made the music
sound like it was just composed. And
he played with such originality and
energy that it almost sounded like he
was improvising the piece.”

Ultimately, Gelb and Marcon agreed
that the orchestra would record a new
version of The Four Seasons for its
label debut, completing the disc with
three previously unrecorded Vivaldi
concertos. “I felt that having The Four
Seasons on the disc would be helpful,”
Gelb notes, “because one can measure
the artists’ unique musical gifts
through a recording of a familiar work
done in a remarkable way. Then, for
contrast, there were these three pieces
that are real discoveries.”

Gelb’s gambit paid off. Marcon’s
thrilling interpretation, Carmignola’s
instrumental bravado, and the orches-
tra’s unbridled enthusiasm combined
to create one of last year’s most unan-
ticipated hits. The surging, stirring
emotionalism of the recording set new
standards for a work too often undone
by gentility. The recording was a best-
seller and a critical triumph, proving

by Steve Smith

that Vivaldi’'s music—even The Four
Seasons—could still surprise and de-
light new audiences. The three addi-
tional concertos, meanwhile, demon-
strated that the composer’s oeuvre still
had new delights to offer.
Carmignola, Marcon, and the
Venice Baroque Orchestra make their
U.S. concert debut in New York City
Thursday (16), during Lincoln Center’s
Mostly Mozart Festival. Along with The
Four Seasons, the ensemble will per-
form one of the six previously un-
recorded Vivaldi violin concertos from
their outstanding new Sony release.
According to Marcon, some of the
writing in these works anticipates later
compositional styles. “Sometimes, it

even brings to mind Haydn and the
young Mozart,” he says. Marcon also
notes that the composer took greater
control of the way his music was per-
formed, writing out elements that
Baroque performers would previously
have improvised. Many of these late
concertos were written exclusively for
rich patrons and disappeared into pri-
vate collections for many years. The
venerable Italian firm Ricordi pub-
lished these scores in its complete
Vivaldi edition decades ago. Still, no
one had recorded them. It was a proj-
ect waiting to Marcon to arrive.

“This is music that deserved to be
heard, to be recorded,” Marcon insists.
“I'm not talking about pieces that
aren’t so interesting, that we recorded
because of the composer’s name. Not
at all—these are masterpieces.”

While the next two projects Car-
mignola and the Venice Baroque
Orchestra will record for Sony focus
on composers Locatelli and Tartini,
Marcon hasn’t exhausted his passion
for Vivaldi. Beyond even the 50-odd
violin concertos remaining to consid-
er, Marcon ultimately has his heart set
on delving into Vivaldi’s operas—per-
haps the least known music of his
career, although that was hardly the
case during his lifetime.

“There is a stereotype that every-
thing Vivaldi wrote was the same—but
[ don’t understand that. It’s true that
after 15 seconds, you can say, ‘That’s
Vivaldi—music of Venice.’ But a simi-
lar thing happens when you hear
Mozart, so that’s a positive statement.”
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JJ RINGO STARR AND HIS

ALL STARR BAND

The Anthology . . . So Far

EXECUTIVE PRODUCERS: Richard Starkey
and David Fishof

Eagle/Koch 8312

Featured in Music to My Ears,
Billboard, May 26, 2001.

» JUDAS PRIEST

Demolition

PRODUCER: Glenn Tipton

Atlantic 83480

From the first crackling guitar strains
of the set-opening “Machine Man,”
one can almost hear Beavis and
Butthead shouting, “This rocks!” off
in the distance—and it certainly does.
Sure, the venerable metal band’s first
effort for Atlantic could easily have
been made 10 or 20 years ago, but
does anyone really want to hear Judas
Priest dabble in scratch-beats or some
other trendy stylistic element? Led by
ever-agile guitar-king Glenn Tipton,
the band kicks out such classic-
sounding, white-knuckled gems as
“Hell Is Home” and “Metal Messiah.”
JP may never fully recover from the
defection of screamer Rob Halford,
but aptly named replacement Ripper
Owens provides a more-than-suffi-
cient howl. Is there an audience for
Demolition? Apparently so. There
may not be room on radio for this set,
but the band’s sold-out arena world
tour indicates that kids still just
wanna bang their heads.—LF

» ORIGINAL SOUNDTRACK

American Pie 2

PRODUCERS: various
Republic/Universal 440 014 494

As with the movie that spawned it, the
American Pie 2 soundtrack pays due
homage to its raunchy '80s forebears.
Wisely included is Sum 41’s current
hit, “Fat Lip,” a Beastie Boys-meets-
Blink-182 celebration of mindless
hedonism and big-haired metal. As if
that weren’t tongue-in-cheek enough,
Fenix TX revisits the age of leg warm-
ers and headbands with “Phoebe
Cates,” its tribute to the Fast Times at
Ridgemont High babe. Unfortunately,
the rest of this set is as dull as a trip
to band camp. The majority of tracks
here are second-rate cast-offs from
big-name acts, including throwaways
from Blink-182, 3 Doors Down, and
Uncle Kracker. The speedy punk riffs
quickly become tiresome, although
there’s the requisite sensitive inter-
lude from Angela Ammons (“Always
Getting Over You").—S$B

* BETTER THAN EZRA

Closer

PRODUCERS: Brad Wood, Ethan Allen, and
Better Than Ezra

Beyond Music 39857-81372

Better Than Ezra’s latest effort is
trimmed of all excess. Gone are the
gnawing avant-leanings of 1998's How
Does Your Garden Grow?, replaced
with a solid set of radio-ready melo-

S P O

v

o~
=
=
=
=

ORIGINAL CAST RECORDING
Urinetown: The Musical

PRODUCER: Jay David Saks

RCA Victor 09026-63821

In the nightmarish world of Urine-
town, an evil corporation maintains
a stranglehold over a drought-strick-
en society by monopolizing the
scarce toilets. Despite this distasteful
premise—or, perhaps, because of
it—Urinetown proved one of the
year’s most inventive offerings in its
sold-out, Obie Award-winning off-
Broadway run this spring. Now, the
CD comes out in time for the
comedy’s Broadway transfer in late
August. The wry wit of Greg Kolis’
book shines through, but this is no
mere lark. Mark Hollmann’s peppy,
syncopated, slightly off-kilter music
delights—unusual and fresh but still
catchy, well-crafted, and downright
smart. From the quirky, brassy over-
ture through the clarinet-laden “Cop
Song” and gospel-flavored “Run,
Freedom, Run,” the five-piece band
translates a toe-tapping score with
drama, humor, and true art.—WH

T L 1

THE WORD

The Word

PRODUCERS: John Medeski, Scotty
Hard, and the Word

Ropeadope/Atlantic 93046

This instrumental music project
took shape when eclectic jazz key-
boardist John Medeski (of Medeski,
Martin & Wood) and the North Mis-
sissippi Allstars developed a mutual
enthusiasm for the sounds of “sacred
steel.” As practiced by such artists as
the Campbell Brothers and Robert
Randolph, sacred steel is a largely
(but not exclusively) instrumental
gospel style strongly influenced by

blues and distinguished by the use of
the steel guitar as lead instrument.
That’s precisely what’s going on
here: Randolph’s steel guitar sings
with a righteous voice, while Medes-
ki and the Allstars bring a serious,
sanctified groove. This is power-
house music, typified by such tradi-
tional gems as “At the Cross,” “Blood
on That Rock,” and the late Glenn
Lee’s “Joyful Sounds.”—PVV

ALISON KRAUSS + UNION STATION
New Favorite

PRODUCERS: Alison Krauss + Union
Station

Rounder 11661-0495

Alison Krauss and her sterling musi-
cal partners Union Station boast that
rare combination of solid bluegrass
cred and a respected presence in
mainstream country. A subtle mas-
terpiece, New Favorite will only rein-
force their stature. Krauss’ wonder of
a voice alternately caresses and soars,
as on the subdued reaffirmation of
“Let Me Touch You for Awhile” (one
of a pair of lyrical gems here from
the pen of Robert Lee Castleman).
The musicianship stuns, with such
highlights as the spooky bluegrass of
“The Boy Who Wouldn't Hoe Corn”
{with soulful Dan Tyminski vocals)
and the rollicking instrumental
“Choctaw Hayride.” Such non-blue-
grass cuts as Wendy Waldman'’s “I'm
Gone” and Dan Fogelberg’s “Stars”
are ethereal beauties in Krauss’
hands. From start to finish, this is
pure class.—RW

dies. Irrepressible hooks abound, as
with the guitar-driven choruses on
such rockers as “Sincerely Me” and
“I Do.” The gentler moments are
handled exquisitely, including
“Briefly” and the Aerosmith-inflect-
ed title track, an exquisite power
ballad. The album’s first single,
“Extra Ordinary” (featuring DJ
Swamp), is the lone head-scratcher
here; a country groove that inserts a
whimsy nugget of Barenaked Ladies

featuring such absurd, name-drop-
ping lines as “I've got more hooks
than Madonna’s got looks.” While
such weirdness constitutes branch-
ing out for Better Than Ezra, the
band is best off mining the straight-
up rock know-how that made “Good”
and “Desperately Wanting” so suc-
cessful. On the remainder of Closer,
it seems clear the band knows this,
and the album finishes by capitaliz-
ing on a winning pop sound.—SB

* SAVES THE DAY

Stay What You Are

PRODUCER: Rob Schnapf

Vagrant 422 860 953

Saves the Day’s previous full-length
album, 1999's Through Being Cool, was
a major leap for the New Jersey punk
rockers, showcasing the band’s commer-
cial potential without betraying its hard-
care roots. On its latest, the band contin-
ues to mature, working with producer
Rob Schnapf. The songs here offer

VITA

MADONNA

Madonna

PRODUCERS: Reggie Lucas, John “Jellybean”
Benitez, and Mark Kamins

Warner Bros. 947903

Like a Virgin
PRODUCER: Nile Rodgers
Warner Bros. 947901

True Blue

PRODUCERS: Madonna, Patrick Leonard,
and Stephen Bray

Warner Bros. 947902

With Madonna in the midst of her global-
ly sold-out Drowned World tour, the tim-
ing couldn’t be better to release re-
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mastered versions of her first three al-
bums, complete with bonus tracks and
extended dance remixes. While Like a Vir-

gin hasn't aged so well (except, perhaps,

for “Shoo-Bee-Doo” and “Stay”), the
opposite is true of the singer’s debut set

and True Blue. Nearly 20 years after the

release of Madonna, such tracks as “Holi-
day,” “Physical Attraction,” “Borderline,”
and “Lucky Star” remain irresistible.
Ditto for True Blue, which spawned such
glories as “Papa Don’t Preach,” “Open
Your Heart,” “Live to Tell,” and “La Isla
Bonita.” Essential for ardent fans, these
reissues also hold pleasant surprises for
those who-only know the artist via her
more recent work.—MP

sharply conceived hooks and more of
singer Chris Conley’s dark but clever
word play. In true punk fashion, there is
a great deal of violent imagery here, but
Conley conveys more than typical testos-
terone-fueled aggression. “Cars & Calo-
ries” smartly sympathizes with its
teenage protagonist, a starry-eyed girl
broken by the pressures of image culture
and familial dysfunction. Other tracks
are equally well conceived, including “At
Your Funeral” and “Certain Tragedy,”
both radio-ready rockers whose angst-
ridden lyrics can’t spoil the group’s flair
for compellingly catchy punk.—SB

* CHRISTIANE NOLL

The Ira Gershwin Album

PRODUCER: Bruce Kimmel

Fynsworth Alley 2113-SE

The bombastic Broadway musical
Jekyll and Hyde achieved one great
thing: introducing a vast audience to
Christiane Noll. Other singers’ inter-
pretations may be grittier or more
knowing, but few artists can match
Noll’s voice for purity or sweetness.
Softened by a hint of playful humor
and warmth, her flawless enunciation
and gentle phrasing capture the
essence of Ira Gershwin’s words. The
album includes some of the lyricist’s
collaborations with his brother,
George—from such standards as “I Got
Rhythm” to such lesser-known num-
bers as “I Can’t Be Bothered Now”—as
well as songs he wrote with the likes of
Jerome Kern (“Long Ago & Far Away”)
and Harold Arlen (“The Man That Got
Away"). Noll deftly belts a few brash
numbers, but she truly soars on the
lighter arrangements, with seemingly
effortless high notes and clear. pitch.
Until October, the album is available
exclusively on the label’s Web site
{(fynsworthalley.com).—WH

MOKE

Carnival

PRODUCER: Paul Stacey
Ultimatum/Artemis 0766712

Two years after its eponymous debut,
Moke returns with a colorful showcase
of polished rock marked by some jarring
sonic variations. The set finds the U.K.
rockers embracing their mellower ten-
dencies while simultaneously grasping
outward for an edge. More than simply
featuring the soft-to-screaming transi-
tions long-since trite in alt-rock, Carni-
val integrates often markedly disparate
sounds within a single track. “Slide”
successfully slips from its easy rhythm
into a blistering crunch, over which lead
singer John Hogg rages against the
machine. Mostly, though, the band
scores highest where it stays focused, on
such funky jams as “My Degeneration”
and “So Much Better,” as well as the
acoustic “Don’t Mind.”—SB

PYT

Down With Me

PRODUCERS: various

Epic 63638

The last thing needed right now is yet
another clique of videogenic teens with
a penchant for crop-tops and hip-hop-
inflected pop. Still, this female quartet
from Tampa, Fla., has undeniable ap-
peal. Perhaps it’s due to the fact that
the group wasn’t thrown together by a
svengali. Rather, the girls have been

(Continued on next page)
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performing together for nearly 10 years.
Many things can be manufactured in
the studio, but natural chemistry is not
among them. From the gospel-kissed
opening strains of the act’s reading of
Smokey Robinson’s “Who’s Lovin’ Me”
to the sleek funk of “I Like the Way,”
PYT excels with playful, relaxed vocals.
On the down side, there are too many
times when the act fights to remain
unique with songs that—while com-
mercially viable—could easily have been
cut by Destiny’s Child. The good news is
that the act boasts enough star-power to
overcome that obstacle.—LF

DANCE/ELECTRONIC

VARIOUS ARTISTS

A Break From the Norm

PRODUCERS: various

Restless Records 73752

Ever wonder what inspires master-sam-
pler Norman Cook (aka Fatboy Slim) to
create one of his signature big-beat
electronic anthems? If so, A Break
From the Norm should be in your col-
lection. Spotlighting 15 tracks from
which he has nicked bits and pieces for
his own recordings, the set dusts off
nuggets like Doug Lazy’s “Let the
Rhythm Pump” and Colosseum’s “The
Kettle” (heard on Slim’s “Ya Mama”),
Bill Withers’ “I Can’t Write Left Hand-
ed” (“Demons”), the James Gang’s
“Ashes the Rain & I” (“Right Here,
Right Now”), and Camille Yarbrough'’s
“Take Yo’ Praise” (“Praise You”).—MP

COUNTRY

CYND! THOMSON

My World

PRODUCERS: Paul Worley and Tommy

Lee James

Capitol 26010

Capitol Nashville is pulling out all the
stops to help break this Georgia song-
bird, and if truth be told, it has a lot to
work with. Thomson co-wrote eight of
the album’s 11 cuts, most with co-pro-
ducer Tommy Lee James. Co-producer
Paul Worley owns some of Nashville’s
keenest ears for airplay potential and
has a nice touch with acoustic instru-
mentation here. Overall, this is an
accessible sound, with Thomson’s
warm-honey vocal wrapping around
softly swelling midtempos like “My
World” and the engaging, sexy “I Always
Liked That Best.” The sultry debut sin-
gle, “What I Really Meant to Say,” has
an undercurrent of desperation, while
the imagery of “I Hope You’re Doing
Fine” and “There Goes the Boy” are
effectively conveyed through fine vocals
and crisp, percussive production. Con-
versely, the country-rap “Things I
Would Do” almost works only because
of Thomson’s sheer force of personality,
and “If You Could Only See” is a snoozer
of a ballad. While the genre is crowded
with young, video-friendly female
singers, Thomson’s shot at breaking
through appears better than most.—RW

LATIN

» SHALIM

Shalim

PRODUCERS: various

Crescent Moon 501204

The much-touted debut from new
heartthrob Shalim is a wonderful piece

of production that fails to distinguish
the voice holding up the project. Full of
overdubs, vocal layerings, flamenco gui-
tars, and tropical and Middle Eastern
riffs, Shalim is a pop album with a good
dose of ballads (“Mi Tesoro”); the set
also flirts with R&B (“Mentira) and
plenty of dance (“Gitana”). Although the
sound is finally very different, it’s com-
parable to Ricky Martin (in intent) and
Enrique Iglesias (in terms of breathy
vocals). Ultimately, the strength here
lies with the songs, which are primarily
of the hook-laden, catchy pop variety
(with “Entregate” and “Nadie Como Ta”
as standouts). But the fact remains that
anyone could be singing the lead
vocals—that is, what you can hear of
them between the multitude of chorus-
es and gadgetry.—LC

* LOS HIJOS DE LOS CELEBRES
Homenaje a los Cuartetos y Sextetos
PRODUCER: Julio “Gunda” Merced

Musical Productions/Sony Discos 56347
At first hearing, the homage paid by Los
Hijos de los Célebres (Isamel Rivera Jr.,
Tommy “Puchy” Rodriguez, and Andrés
“Andicito” Montanez) to music popular-
ized by Puerto Rico’s Cuarteto Mayarf,
Cuarteto Marcano, and Sexteto Borin-
quen might seem like an obvious gim-
mick. But this album brims with enthu-
siasm, fine singing in true sonero
tradition and a respect for traditional
form blended with contemporary
arrangements. Alternating between
solos (with a different singer featured
on each track) and duets, Homenaje
covers a wide range of material, from
boleros to a medley of Trio Matamoros
hits that includes “El Son de la Loma.”
But the real gems are evocative tracks
like “Bajo un Palmar,” “Amor Perdido,”
and the rollicking “Cuatro Personas”—
beautiful marriages of tasteful past and
pulsating present.—LC

WORLD MUSIC

* ROKIA TRAORE

Mouneissa

PRODUCER: Christian Mousset

Indigo 2524

Although this is Malian singer Rokia
Traoré’s first album, it’s being issued in
the U.S. following her second album,
last year’s Wanita (Billboard, Music to
My Ears, July 15, 2000). As a collec-
tion, Mouneissa is distinguished by the
simple beauty achieved through the
interplay of traditional Malian instru-
ments like the n'goni, balafon, and
djembe. The songs are quite lyrical in
their composition, and what Western
influence there is resides in Traoré’s
ultra-melodic singing style. On this
set, she sings of family (the elegant,
gentle title track) and the ever-present
shadow of death (“Dianguina”). On
“Se,” she sings, “We aren’t much of
anything/Death ultimately carries us
off.” Traoré sings from a very calm cen-
ter, and this quality gives her music its
spellbinding vibe.—PVV

CLASSICAL

% RAMEAU: Nais and Zoroastre
Orchestra of the Eighteenth
Century/Frans Briiggen

PRODUCERS: Sieuwert Verster and
Ineke Huying

Glossa 921106

One of the first great masters of the
orchestra, Jean-Philippe Rameau
(1683-1764) composed a long line of

richly—even radically—textured
operas and ballets. The unconvention-
al instrumentation and daring har-
monies of his creations make them
sound fresh even to modern ears.
Frans Briiggen and his Amsterdam-
based Orchestra of the Eighteenth
Century have a real feel for the spicy
dissonance and notfes inégales
rhythms of Rameau’s French Baro-
que’n’roll, as shown by a previous
Glossa set of ballet suites and further
proved here with suites from two
operas, the pastorale Nais and lyric
tragedy Zoroastre. As with the other
live recordings from Briiggen’s
“Grand Tour” series on Glossa, this is
a top-flight production, from the
recording to the packaging and notes.
For those for whom the Baroque
begins and ends with Bach and Vival-
di, a new world could open up with a
record like this. Distributed in the
U.S. by Qualiton and in the U.K. by
Harmonia Mundi.—BB

GOSPEL

» LONDA LARMOND

Love Letters

PRODUCERS: various

EMI Gospel 0248

Canadian native Larmond—a recent
winner of Canada’s Urban Music
Awards for best gospel recording—
delivers a much-anticipated debut
that more than exceeds expectations.
With her solo career jump-started ear-
lier this year by the inclusion of her
smooth funk single “Once” on the hit
anthology WOW Gospel 2001, Lar-
mond rises to the challenge of proving
herself an artist of both depth and
range. Steered by an array of big-
name, hit-making producers, Lar-
mond scores one bulls-eye after
another. “Hold On” is a big, gorgeous
pop ballad. “Ascension” is an irre-
sistible urban workout, while the
acoustic guitar and percussion-driven
“Help Him Stand” is an inspiring step
beyond more conventional
gospel/R&B structure. This is an
impressive offering from an artist
with the goods to be vital for a long
time to come.—GE

NEW AGE

* GEORGE SKAROULIS

Return to Homeland

PRODUCER: Alex Mizell

Evzone Music 2001

Judging from his past four discs, self-
taught pianist/composer George
Skaroulis certainly knows how to cre-
ate music that is as soothing as it is
inspirational. Refurn to Homeland
(like its predecessors, issued via the
artist’s own Evzone Music) finds the
Atlanta-based Skaroulis revisiting nine
gorgeously ambient moments from his
five-year-old debut (Homeland), which
was a musical tribute to his ancestral
homeland, Greece. Tracks like the
intimate “Homeland,” the grand
“Traditions,” and the melancholy
“Return to Patmos” have been beauti-
fully reconstructed. Return to Home-
land also includes 10 new composi-
tions, including “Athena,” which the
artist has appropriately submitted for
potential use at the 2004 Olympic
Games in Athens. Fans of Yanni, Jim
Brickman, and Chris Spheeris are
well-advised to investigate. Distributed
by City Hall Records.—MP

I N P

ENTERTAINMENT INDUSTRY
ECONOMICS: A Guide for
Financial Analysis, Fifth Edition
By Harold L. Vogel

Cambridge University Press

597 pages; $44.95

At the moment, there are far
more questions about digital
music than there are answers.
Who's licensing to whom?
What about the music publish-
ers? When will I have to give
up my CDs? But between the
covers of the fifth edition of
Harold L. Vogel’s Entertain-
ment Industry Economics,
things are much clearer.

The chapters here on music,
publishing, theme parks, and all
the other facets of the entertain-
ment industry begin with time-
lines and end with bibliographies.
The charts and the
footnotes are plen-
tiful. There are no
pictures, but there
are tons of dia-
grams—illustrat-
ing, for example,
how everyone
gets paid when a
piece of music is
played. Digital-
music executives,

take note.
Breadth, not
depth, is the

name of Vogel’s
game. Thus he
spends just three paragraphs on
the impact of the Internet on
music, nodding vaguely in the
direction of Napster and Gnutel-
la and concluding that “alter-
nate pricing and releasing
strategies will evolve . . . Via the
Net, almost all music will ulti-
mately be available on demand,
anywhere at any time.”

Of course, Entertainment
Industry Economics is about
analysis, not forecasting. Yet
one still wonders if Vogel could
have stopped for a closer look at
such major entertainment-
industry developments as MTV.
Here is what he has to say about
the network: “By 1984, MTV had
gained wide distribution and
influence as both a promotion-
al platform for record labels and
as a distinctive programming
service.” There is also a footnote
explaining that “Music Televi-
sion (MTV) is a twenty-four-
hour network that bases its pro-
gramming on a mixture of
rock-music videos, music news,
and specials.”

These are accurate state-
ments, obviously, but Vogel’s
purpose would be better served
if he took a few more para-
graphs or employed some live-
lier prose (of which he shows

Intertainment
Industry
Economics

R I N T

himself to be capable elsewhere
in the book) to underscore the
impact of MTV on the business
of music. And the publisher
could have done its part by
expanding the book to true text-
book size, making room for
sidebars or spotlights.

One senses that Vogel—who
is also the author of Travel
Industry Economics, the first
edition of which came out in
January—would be more than
happy to supply the extra
prose. A longtime entertain-
ment-industry analyst at Mer-
rill Lynch and other Wall
Street firms, he now runs a
small investment shop of his
own and teaches part-time at
Columbia University’s Gradu-
ate School of Business.

Vogel seems driven by a deep
and singular fasci-
nation with the
business of enter-
tainment. His care-
ful analyses do
indeed foster a
certain sense of
wonder: How have
Time Warney, Dis-
ney, and others
managed to build
media empires on
the shifting sands
of consumer de-
sires? This inexact
science of finding
an audience, giv-
ing it what it wants, and con-
vincing it to come back for more
truly is fascinating. But Vogel
also makes clear that it still pales
in comparison to the “vitality
and creativity of individuals”
whom we rely on not merely for
entertainment but for art.

In music, “large profits from
a few winners (perhaps 10% of
all releases) must more than
offset losses on the many oth-
ers.” Vogel notes that the odds
are only slightly better in Hol-
lywood, where the major stu-
dios expect that most of their
pictures will just about break
even, and hope that, of the
rest, the blockbusters outnum-
ber the bombs. (To top it off, he
has statistics that show that, as
of a few years ago, annual
spending on lotteries and at
casinos outstripped by several
billion dollars the combined
sales of movie tickets and
recorded music.)

From the death of vinyl to the
rise of cable, Vogel has ferried
investors through some major
show business crises. It will be
interesting to see where Music-
Net, Pressplay, and all the other
digital-delivery ventures fit in to
some future edition.

MATTHEW BENZ

BOOKS: Send review copies of books/DVD Videos pertaining to artists or the music industry to Bradley Bambarger, Billboard, 770 Broadway, New York, N.Y. 10003
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POP

SAMANTHA MUMBA Don’t Need You
To (Tell Me I’'m Pretty) (3:33)
PRODUCERS: Ron Fair, Sol Survivor, and E.
Dawk

WRITER: D. Warren

PUBLISHER: RealSongs, ASCAP

A&M Records 10507 (CD promo)

The second single from the hit movie
Legally Blonde is a potent empower-
ment anthem for the younger genera-
tion of women who need to be reminded
that beauty is individual: “Don’t have to
be part of somebody else to be com-
plete/All I really need comes from deep
inside of me,” writes Diane Warren,
songwriter to the stars. Teen singer
Samantha Mumba, whose debut “Gotta
Tell You” made tracks on radio last year,
projects a persuasively youthful front,
but she also gives the song some credi-
bility with her earthy vocal style, which
simply sounds more mature than many
of her contemporaries. This doesn’t
qualify as one of Warren'’s classic tunes,
but the sweeping production, pertinent
theme, and association with a hit movie
could merit it airplay at top 40.—CT

R&B

P> BLU CANTRELL P'll Find a Way (4:19)
PRODUCERS: Jimmy Jam & Terry Lewis
WRITERS: ). Harris 1lI, T. Lewis, J. Wright,
and T. Cobb

PUBLISHERS: EMI-April Music/Flyte Time
Tunes/1 See Red Music/Tiffany Cobb Pub-
lishing Designee, ASCAP

Arista 5023 (CD promo)

After the get-even tenor of her debut
smash “Hit '"Em Up Style (Oops!),” Blu
Cantrell turns the tables with a power-
house diva anthem about moving past
low-down, gut-wrenching loneliness.
The Jimmy Jam/Terry Lewis creation
gives the young singer room to throw
her hands in the air and slap around
some high notes, amid an ambling,
piano-tinkling R&B instrumental
palette. “I'll Find a Way” puts Cantrell in
similar company with former Arista
(now J Records) recording artist Debo-
rah Cox; it will be interesting to watch
the two vie for chart domination, with
Cox’s next set on the way. In any case,
this track is a colorful moment from
debut So Blu, which makes its mark on
The Billboard 200 this issue with a No. 9
entry. This sophomore single should fur-
ther secure Cantrell’s presence in R&B
circles; with the right remix, it could
also dance over to the mainstream.—CT

COUNTRY

P LONESTAR With Me (3:36)
PRODUCER: Dann Huff

WRITERS: B. James andT. Vergers
PUBLISHERS: Sony/ATV Tunes, ASCAP
BNA 69092 (CD Promo)

Having kicked serious butt at radio and
retail with its ballads and midtempos,
Lonestar is bound for the top of the
charts again with this feel-good, late-
summer anthem, with percussion that
lends a jubilant edge. Lyrically, “With
Me” is a thank-you for love’s inspira-
tion: “When you're with me/I feel like

JOHN MELLENCAMP Peaceful World
(4:04)

PRODUCER: John Mellencamp

WRITER: J. Mellencamp

PUBLISHER: Sony/ATV, ASCAP
Columbia Records (CD promo)

Since he firmly etched his name
in pop culture in the early '80s,
John Mellencamp has continued
to defy top 40’s wandering alle-
giance by keeping an ear close to
the radio and integrating credible
trends with his rootsy brand of
home-grown Midwestern rock and
soul. His new, self-produced
“Peaceful World” is as hooky as
anything the 2001 Billboard Cen-
tury Award honeree has ever
released, and it’s made as hip as
square-toed shoes with the inclu-
sion of Motown R&B singer
India.Arie on guest vocals. Their
trade-off sounds as casually
derived as a late-night jam at a
block party, with some accordion
and a mystifying spoken-word pas-
sage from Mellencamp thrown in
as a sly aside. Indiana native son
seldom missteps in his bid to move
forward while remaining relevant
and accessible to an ever-changing
pop/rock landscape. This track
from the upcoming Cuttin’ Heads
is just plain happening.—CT

s P O T LI

CRANBERRIES Analyse (3:56)
PRODUCER: Stephen Street

WRITER: D. O’Riordan

PUBLISHER: Universal Music Publishing
MCA Records 25493 (CD promo)

It's been seven years since the Cran-
berries’ hit-laden No Need to Argue
cashed in on the Irish quartet’s dole-
ful yet melodious sound. After leaving
longtime label Island earlier this year,
the Cranberries are ripe for a come-
back with “Analyse,” the first single
from Wake Up and Smell the Coffee,
their fifth studio album and debut for
MCA. The whimsical track is a throw-
back to the band’s enduring 1994 hit
“Dreams,” featuring a similarly buoy-

ant rhythm and simplistic love-song
lyric—even singer/songwriter
Dolores O’Riordan’s quasi-yodel wail
makes a cameo. The track rides on
bassist Mike Hogan’s propulsive beat,
while O’Riordan’s vocals are once
again effectively multitracked, adding
layers of the Cranberries’ signature
harmonies. It's good to see the band
in such cheerful spirits, although
admittedly, it’s hard to let go of the
feeling that we've heard it before.
Even so, adult top 40s and modern
adult outlets should consider this an
old friend’s return.—SB

G HTS

R.E.M. All the Way to Reno (You're
Gonna Be a Star) (4.25)
PRODUCERS: Pat McCarthy and R.E.M.
WRITERS: P. Buck, M. Mills, and M. Stipe
PUBLISHER: Temporary Music, adm. by
Warner-Tamerlane Publishing, BMI
Warner Bros. 100702 (CD promo)

The sophomore single from Reveal
updates the classic R.E.M. sound;
it’s a jangly, catchy ballad air-
brushed to fit the group’s recent
obsession with lush production.
Layers of chugging percussion and
intertwining guitars evoke a dusty
drive under the Southwest sun—
apt &ince the lyric describes a naive
entertainer searching for stardom
in the second-rate Nevada gam-
bling town of Reno. Michael Stipe’s
affecting second-person vocals lend
the song a welcome ambiguity,
blending the lines of sincerity and
sarcasm, while cheery harmonies
belie the lyric's dead-end senti-
ment. This slow-moving tune could
have turned into a tepid exercise in
the hands of a less-talented group,
but with the help of multi-instru-
mentalists Scott McCaughey and
Ken Stringfellow, “Reno” proves
one of the better fruits of the
R.E.M.-as-a-trio era, its lilting
meledy a reminder of the 20-year-
old band’s strengths.—TC

singing/It’s like I'm swinging the whole
planet/On the end of my chain.” The
music alone, particularly a nice break
in the latter third, persuasively imparts
the sentiment, but Richie McDonald’s
exuberant vocal slams the message
home. In today’s country environment,
these guys can do no wrong. From
Lonestar’s top-selling BNA album, /'m
Already There—RW

% JEFFREY STEELE Somethin’ in the
Water (3:00)

PRODUCERS: Jeffrey Steele and Scott Baggett
WRITERS: 1. Steele, A. Anderson, and B. Dipiero
PUBLISHERS: Songs of Windswept/My
Life’s Work Music/Mighty Nice Music/Al
Andersongs, adm. by Bluewater Music/
Sony/ATY Songs, d/b/aTree Publishing/
Love Monkey Music, BMI

Monument 24008 (CD promo)

The debut single from Jeffrey Steele is
a greasy, raucous, roadhouse romp,
with Delbert McClinton-style vocals,
barrelhouse piano, and attitude to
burn. It’s a roof-raising homage to traf-
fic-stopping looks and a gir] who owes
more to the local well water than
genetics. While certainly not rocket
science, it’s not as dumb as it sounds,
with such lyrics as “Pigtails, overalls,
freckles on her face/Skinny as a tooth-
pick turned sideways/Somethin’ hap-

pened to her when she turned 16/From
a little Dixie chicken to a Mississippi
queen.” The antithesis of boy-band pop
country, sappy ballads, and navel-bar-
ing cheerleader music, this song has
something so