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BY GORDON MASSON
LONDON—As 40-year anniversaries
approach for the Beatles, the Rolling
Stones, and their contemporaries dur-
ing the coming months and years, the
record companies behind those acts
will be doing their best to capitalize
on the milestones in the full knowl-
edge that 10 years from now, anyone
in Europe will be able to do the same.

In Europe, sound recordings—
including American repertoire re-
leased there—enter the public do-
main 50 years after release, meaning
that some of the most valuable cata-
logs in existence are effectively depre-
ciating assets.

And with the 50th anniversary of
releases by the likes of Frank Sinatra

Key Copyrights In Jeopardy

Rock-E:a Catalog Heading To Public Domain Under Europe’s 50-Year Law

and Elvis Presley fast approaching,
record companies dealing in public-
domain repertoire have potentially
huge pay days on the horizon.

“We are facing a situation where
recordings by some of the most famous
artists of all time are going to enter the
public domain in the relative'y near
future,” says John Kennedy, president
of Universal Music International.

International Federation of the
Phonographic Industry (IFPI) sen-
ior legal advisor Lauri Rechardt ex-
plains: “There are very different time
scales [for copyright protection|
worldwide, so there is an incentive
for rights to be harmonized at the
highest international level.”

(Continued on page 91)

UMG Gains Market Share In Tough Year

Leading Music Company On A Roll, Waits For VU To Spell Out Future

BY MATTHEW BENZ a total of 12 million-plus sellers overall.
A NEW YORK—When new Vivendi Universal (VU) But like all music companies, UMG operates in a
ur e evea s chairman/CEO Jean-René Fourtou returns to France  depressed music market: Through the first half of
from his whirlwind trip to the U.S., he will have seen 2001, U.S. music sales fell 12.6%, according to Nielsen
first-hand the world’s most powerful record company,  SoundScan; other major markets—including the
a ure u u Imes Universal Music Group (UMG). It is among Fourtou’s UK., Germany, and Japan—are also down. UMG’s
, 1 primary tasks to choose a strategy i i
BY PHYLLIS STARK my Awards, her star shone bright- | | that will maximize the value of m

first-half revenue worldwide fell
only 4% to 2.87 billion euros ($2.82

NASHVILLE—LeAnn Rimes has |y for several years before being UMG, a crown jewel among VU's billion), but with the overall mar-
grown up in the public eve, and it  overshadowed by a series of law- entertainment and media assets. ket expected to continue its decline, it will be tough
has not always been easy to watch.  suits, domestic squabbles, and UMG’s achievements this year have been for even the market leader to increase sales.

After bursting onto the music  trashy tabloid reports. remarkable: An unparalleled share of the U.S. Against this backdrop, UMG faces an uncertain
scene in 1996 at age 13 with a No. But Rimes, now 20 and recently market; five of the six best-selling albums of the  future regarding its ownership. VU needs to sell assets
1 country album and twe Gram- (Continued on page 92) year to date, according to Nielsen SoundScan; and (Continued on page 94)
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Best Buy, Musicland Combine Operations

Companies’ Home-Entertainment Software Divisions Unite Under Kevin Freeland

BY ED CHRISTMAN

and MATTHEW BENZ

NEW YORK—Best Buy’s plans to com-
bine its home-entertainment software
operation with the Musicland Group’s
team will create an industry powerhouse
that will oversee $6 billion in sales. That’s
the word from Kevin Freeland, the Music-
land president who has been chosen to
helm the merged operation.

Best Buy has been studying the move
since January and concluded that the
combined team would create significant
advantages for the company, Freeland
says. In addition to identifying cost reduc-
tions and opportunities to drive sizeable
increases in sales, “the pooling of re-
sources will allow us to quickly capitalize
on the opportunities that we see” in the
broader entertainment marketplace and
allow the company to redefine the bound-
aries of its business in that area.

The move comes amid reports from
the Eden Prairie, Minn.-based Best Buy
that the Musicland Group has been strug-
gling. Best Buy recently reported that
Musicland sales for the quarter ended
Aug. 30 were $380 million, down 3%
from the same period last year (Billboard
Bulletin, Sept. 6). It also announced a
$308 million goodwill impairment charge
stemming from its late-2000 acquisition
of Musicland.

At a Goldman Sachs global retailing
investor conference Sept. 6, Brad Ander-
son, vice chairman/CEO of Best Buy,
said the Sam Goody mall-based strategy
“is under tremendous pressure,” citing
the fall-off in music sales and a general

sluggishness in mall sales.

Freeland adds that the shift of music
sales to the mass-merchant sector away
from the specialty stores is an additional
factor in Sam Goody's performance.

Since it acquired Musicland in Janu-
ary 2001, Best Buy has been injecting
more DVDs, videogames, and consumer
electronics into the product mix at
Musicland Group stores. Anderson says
that while the addition of DVDs and
videogames has proved successful and
will be expanded further, consumer elec-
tronics have not.

Consequently, Musicland is experi-
menting with smaller Sam Goody stores
in the mall, with a number of outlets

measuring 2,500 square feet—almost half
the size of the average Sam Goody mall
outlet. “We just didn't cut the store in
half,” Freeland explains. “It's a new pro-
totype, unlike the model we use today.”
He adds that the company is “pulling out
all the stops” in an attempt to retain most
of the sales captured in the larger-imprint
Sam Goody stores.

In addition to experimenting with its
mall concept, Freeland says that Music-
land will continue to aggressively prune
its store portfolio as leases come due, with
expectations this year of closing more
than its annual average of 50 stores. But
those shutterings are expected to be par-
tially offset by 30 new, rural, free-stand-
ing stores. That concept, previously
known as On Cue, has been rebranded
with the Sam Goody logo. Freeland says
that next year, the chain plans to open 50-
75 of those outlets.

In the meantime, Freeland is heading
discussions about how the operations will
be put together and who will be a mem-
ber of the team. “We have committed
internally that the organizational changes
will be announced in the next 30 to 60
days and will take place after Christmas.
We want the existing teams to execute
their holiday plans.”

As part of that, Musicland’s Franklin,
Ind., distribution center will assume the
warehousing and servicing of entertain-
ment software for the Best Buy chain,
beginning with a group of stores later this
year and adding more throughout next
year. The full transition is expected to take
about a year.

Jupiter Report Says Online Royalty Rates
Will Prompt Webcaster Bankrupicies

BY BRIAN GARRITY

NEW YORK—Online radio companies are
legally obliged to begin paying Webcasting
royalties as of this month. Many are pre-
dicting that at the current royalty rate, a
wave of bankruptcies within the sector
won’t be far behind.

Echoing that sentiment is a new report
from Jupiter Research that argues that a
majority of music Webcasters will be
forced out of business by the burden of
royalty fees.

The Librarian of Congress has estab-
lished a rate of 0.07 cents per performance
for Internet-only transmissions and simul-
cast retransmissions (Billboard Bulletin,
June 21). The rates and rate-setting pro-
cedures are at the center of a slew of legal
actions and complaints by Webcasters, law-
makers, and the Recording Industry Assn.
of America (RIAA).

The Jupiter report says Webcasters lack
viable revenue sources to offset the royal-
ty fees, despite an upward trend in the
number of listeners. It says that unless the
majority of labels waive the fees and a cen-
tral-rights clearinghouse is established so
that Webcasters can secure rights more
efficiently, most surviving Web radio sta-
tions will be broadcasting sports or talk
shows within two years.

To date, Artemis Records is the only
label to publicly state that it will issue Web-
casters royalty-free licenses for its content.

Digital Media Assn. president Jona-
than Potter says that while the Artemis
move was “a pleasant surprise,” no one
else is following its lead. What’s more,
Potter charges that the RIAA has exhib-
ited “no interest” in negotiating a lower
rate for Webcasters.

But with an Oct. 20 deadline for royalty
payments looming, Potter is predicting an
uptick in congressional lobbying efforts to
force a reprieve or extension of the pay-
ment date.

RealNetworks, meanwhile, has proposed
a subscription-revenue-sharing plan for

Webcasters, but Jupiter’s report says the
program would generate “less than a penny
per user per month” and would still result
in a surplus of copyright fees owed. Jupiter
claims that under the RealNetworks plan, a
Webcaster with 100,000 casual users would
generate about $50,000 in monthly rev-
enue but would owe $70,000 in royalties; a
Webcaster with 30,000 heavy users would
produce $90,000 in revenue and owe
almost $100,000 in fees.

John Simson, executive director of the
RIAA’s SoundExchange collection arm,
counters that royalties are not the issue.
He says, “I think there is plenty of evidence
that supports that there are viable business
models that can work with the rate.”

Simson adds that without the burden of
royalty payments, “hundreds of Webcast-
ers” have already failed because of basic
bandwidth and operation costs: “They want
to blame the royalty rate, but [ don't think
it's the royalties that are the cause.”

Simson and others have previously
acknowledged that royalty payments will
spur some sort of consolidation in the sec-
tor. At the Jupiter Plug.In conference in
July, Webcasting executives said that even
with the threat of a shakeout, there should
be no reason for artists to subsidize devel-
opment of nascent services.

Additional reporting by Erik Gruenwedel
in Los Angeles.
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Top of the News
8 Epic will release seven albums
to accompany videogame series
Grand Theft Auto: Vice City.

Artists & Music

8 Executive Turntable: Barry
Fiedel is promoted to VP of Latin
American business affairs for
Sony Music International.

11 A grown-up Monica makes
her J Records debut with A//

21 Touring: The Christian-
based Festival Con Dios tour hits
the road for a second year.

22 Boxscore: Aerosmith, Kid
Rock, and Run-D.M.C. sell out one
of three shows in Mansfield, Mass.
28 Reviews & Previews:
Enrique Iglesias, Lifehouse, and
Natalie Cole take the spotlight.
%46 R&B: A fusion of R&B and
poetry, Floetry makes its Dream-
Works debut with Floetic.

Eyez on Me.

12 Jazz vocalist Joy Askew and
trumpeter Takuya Nakamura
team as Echo.

12 The Beat: George Harri-
son’s Brainwashed hits stores
this month.

17 Continental Drift: Daniel
Link offers his second self-
released set, Ghost Stories.
18 The Classical Score:
Labels unveil their reiease
schedules for the fall.

ENRIQUE IGLESIAS

20 Higher Ground: Avalon’s
Jody McBrayer goes solo with
This Is Who | Am on Sparrow.
20 In The Spirit: Verity Rec-
ords signs Vickie Winans and
readies her next single.

48 Words & Deeds: Atlanta-
based Nia follows in the footsteps
of mentor Dave Hollister with its
Koya Entertainment debut.

50 Beat Box: NarcoticThrust’s
“Safe From Harm” tops the Hot
Dance Music/Club Play chart.
53 Country: Nitty Gritty Dirt
Band returns with Will the Circle
Be Unbroken, Vol. Il on Capitol.

56 Mexican balladeer Cristian
Castro offers up Grandes Hits on
BMG U.S. Latin.

56 Latin Notas: Brazilian
labels turn to a cosmetic chain
for promotional partnerships.

60 Jazz Notes: Interest in
Weather Report rises, thanks to
reissues and a new solo set by
group co-founder Joe Zawinul.

114, No. 38

73 Home Video: Ken Burns’
The Civil War comes to DVD.

TGOURING

Programming
77 Music & Showbiz: ice
Cube’s latest role is in Barbershop.

78 Telemundo plans Spanish-
language TV show similar to
American Idol.

QUARTERLY

BEGINS AFTER PAGE 22
AND

GRAND-OPENING
SUPPLEMENT FOLLOWS

Features
6 Market Watch
68 Update/Good Works:
Artists donate items and talent to
the City of Hope’s Faces of Rock.
75 C(lassifieds
79 Between the Bullets:
American Ido! winner Kelly Clark-

son has her “Moment” on The Bill-
board Hot 100.

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

96 The Billboard BackBeat

61 Pro Audio: New York-based
engineer Alex Abrash launches
Tremendos Music.

62 Songwriters & Publishers:
Andrew Lloyd Webber teams with
A.R. Rahman for Bombay Dreams.

International

63 The International Federation
of the Phonographic Industry en-
courages the Greek government
to take action against piracy.

64 Hits of the World: Cold-
play’s A Rush of Blood to the
Head remains atop three interna-
tional albums charts.

65 Global Music Pulse:
Youssou N’Dour prepares his first
worldwide release, Nothing’s in
Vain (Coono Du Réér).

Merchants & Marketing

69 Island Def Jam offers Bon
Jovi fans early access to concert
tickets via a new album.

70 Declarations of Independents:
Warren Zevon is philosophical
about his terminal iliness.

71 Retail Track: Ed Christman
discusses the decline of vinyl
albums, cassette albums,

and singles.

72 Music & Money: Napster is
still on the auction block as courts
block Bertelsmann bid.
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KELLY, KELLY, KELLY: There have not been many Billboard Hot 100
songs by solo female artists with the first name of Kelly. In 1991, Texas-
borm Kelly Keedy went to No. 15 with “Save Some Love,” although pro-
fessionally, she only used her last name. In 1998, R&B singer Kelly
Price charted with a No. 12 hit, “Friend of Mine.” But 2002 is prov-
ing to be the year of Kelly, with three female singers by that name
charting in a very short time. Kelly Osbourne peaked at No. 74 in July
with her remake of Madonna’s “Papa Don’t Preach.” Kelly Rowland
of Destiny’s Child is No. 1 for a sixth week as a featured artist on Nelly's
“Dilemma” (Fo’ Reel/Universal). And though she is the first solo female
artist named Kelly to have a No. 1 hit in the rock era, there is a good
chance she will be replaced at No. 1 by another Kelly.

American Idol winner Kelly Clarkson wasted no time in reaching
the Hot 100. “A Moment Like This” (RCA) collected enough airplay
(see Singles Minded, page 79) to earn Hot Shot Debut honors at No.
60. Because the commercial single hits stores Tuesday (17), “Mo-
ment” may have a very strange chart life and in the process, could
set a new record. If airplay stays the same or decreases, which is a
possibility, “Moment” could decline next issue. When sales figures
kick in two weeks from now, the single should rocket up the chart,
with a chance of hitting No. 1.

That would give “Moment” the biggest rise to No. 1 in chart history.
The biggest jump to No. 1 at this moment is the 27-1 leap of the Beat-
les’ “Can’t Buy Me Love” in 1964. When the rules changed to allow air-

play-only tracks to chart in December 1998, “I'm Your Angel” by R. Kelly
& Celine Dion appeared to move 46-1—but that was an illusion, based
on a test chart from the previous week and not the actual Hot 100.

NO. 89 WITH A ‘BULLITT’: In its second chart week, Sheryl Crow’s
“Steve McQueen” (A&M/Interscope) climbs 97-89 on The Billboard
Hot 100. That surpasses the No. 95 peak of Bananarama’s “Robert
DeNiro’s Waiting” in 1984, but it’s a long way from spending nine
weeks at No. 1, as Kim Carnes’ “Bette Davis Eyes” did in 1981.

CHICKS’ NICKS MIX: Fleetwood Mac’s “Landslide” did not chart on
The Billhoard Hot 100 until 1998, when a live recording was released.
That single peaked at No. 51. This issue, Dixie Chicks open at No.
76 with their take on “Landslide” (Monument). It’s the first remake
of a former Hot 100 entry for Fleetwood Mac to chart.

SPELLBOUND: Did Christina Aguilera and Nelly have the same Eng-
lish teacher? She enters The Billboard Hot 100 at No. 67 with “Dirrty”
(RCA), while he dips 4-5 with “Hot in Herre” (Fo’ Reel/Universal).
Nelly has been No. 1 for 13 consecutive weeks, first with “Hot” and
now with “Dilemma.” That's the longest run at No. 1 for an artist since
Brandy & Monica’s 13-week reign in 1998 with “The Boy Is Mine.”

More Fred Bronson each week at www.billboard.com.

www.billboard.com
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Audiogalaxy Pacts With Listen.com

Deal Brings Rhapsody Music Subscription Service To New Galaxy Of Listeners

BY BRIAN GARRITY

NEW YORK—File-swapping site
audiogalaxy.com—which used to be
one of the leading sources of pirat-
ed music content on the Web—has
quietly become a distribution part-
ner for listen.com’s Rhapsody sub-
scription service.

Listen—a provider of on-demand
music streaming and the only com-
pany to have content licensing deals
with all five major labels—apparent-
ly has been allowing audiogalaxy.com
users to try Rhapsody without
charge since Labor Day. The limit-
ed-time free offer is a standard mar-
keting tactic that listen.com extends
to all of its distribution partners and
runs through Sept 15. Users do not
have to provide credit-card infor-
mation to test the service.

As the industry steps up its litigation
efforts against peer-to-peer (P2P) sites
(see story, this page), operators of such

" InThe News

e In response to a lawsuit filed by
Spanish-language radio network
Spanish Broadcasting System
(SBS) last June, Clear Channel
Communications (CCC) filed a
motion in U.S. District Court Aug.
29 to dismiss the suit in its entire-
ty, stating SBS has failed to state any
claim against CCC “upon which
relief can be granted.” The SBS suit
followed Univision Communica-
tions’ announcement that it would
fully acquire SBS’s main competi-

(HBC). HBC's principal sharehold-
ers are the Tichenor family and
CCC. SBS alleges anti-trust and
unfair competition, among other
claims, and seeks unspecified dam-
ages. The company has yet to re-
spond to CCC’s motion. HBC de-
clined to comment.

* Mick Blanken, owner of the inde-
pendent retail store Superhitz
Moviez and Gamez in Delaware,
Ohio, has resigned from the 20-
member Video Software Dealers
Assn. (VSDA) board of directors, cit-
ing the organization’s lack of inde-

its increasing focus on large chains.
Blanken, who had one year left to
his three-year term, sent an open
letter to VSDA members explaining
that his presence on the board was
no longer beneficial to him or any
retailers. In a statement, VSDA
chairman Tom Warren said that the
VSDA welcomes “the continuing
input of strong and able advocacy
from our members.” It is believed
that a replacement for Blanken will
be discussed at the board’s next
meeting at the East Coast Video
Show, taking place Oct. 8-10 in
Atlantic City, N.J.

tor, Hispanic Broadcasting Corp. |

pendent retail representation and |

services are increasingly exploring al-
ternatives to free file sharing that do
not run afoul of the music industry.
Looking to avoid an expensive and
crushing court fight with the Record-
ing Industry Assn. of America (RIAA),
Audiogalaxy in June settled a copy-
right-infringement suit filed by the

|
i
!‘
|

RIAA, the National Music Publishers’
Assn., and the Harry Fox Agency.

As part of the settlement, the Au-
stin-based company agreed to block
the swapping of copyrighted works
by installing a “filter-in” system that
requires pre-approval by a song-
writer, publisher, and/or recording
company before a track can be
shared on the network.

The deal between Audiogalaxy and
Listen marks the first commercial de-
ployment of a major-label-sanctioned

audiogalaxy

subscription service through a P2P
network. Napster at one point had a
deal in place to distribute MusicNet;
however, the agreement was never
acted upon, and the alliance fell apart.

What a deal to distribute Rhap-
sody means for the future of Audio-
galaxy remains to be seen. Sources
familiar with the situation call the
agreement an experiment and not
necessarily indicative of the compa-
ny’s post-lawsuit settlement strate-
gy. Audiogalaxy and Listen execu-
tives declined comment.

The deal is the latest sign of in-
creased experimentation with distri-
bution of legitimate content through
channels primarily known as piracy
hubs. Altnet, the secure file-swap-
ping service that runs simultane-
ously with the Kazaa P2P network,
has distribution deals in place with
Maverick Records, Best Buy’s Red-
line Entertainment, Palm Pictures,
and Microsoft.

Sony and Vivendi Universal are
experimenting with secure P2 dis-
tribution through CenterSpan Com-
munications, owner of scour.com.

Sales Growth Boosts
French Global Share

BY LISA PASOLD

PARIS—With the growing strength
of its domestic repertoire, France
could soon bypass Germany to claim
the No. 4 spot in the global league of
music markets. The French market
is entering its third year of growth
based on a 6% increase
in the value of ship- §
ments during the first §&
half of 2002. Conversely, &
Germany is in its sev-
enth year of decline.

Shipments of recorded
music, which French §
trade body Syndicat Na- §
tional de 'Edition Phono-
graphique (SNEP) re- |
ports in wholesale prices,
were 78 million units |
valued at 577 million
euros ($562.7 million) 8
vs. 74.5 million units and
545 million euros ($531.5 million)
in the same period last year.

“Why is France doing well when
others are failing? We have no perfect
answer,” SNEP director general
Hervé Rony says. French radio quotas
and national financial support bolster
the industry, but Rony also cites con-
sumer loyalty. “French consumers
actually seem to pirate French artists
less than international ones.”

Compared with the first half of
2001, album shipments grew 3% in
volume and 5% in value, while singles
shipments increased 8% both in value
and units. Of the top 20 best-selling
albums, 17 were French-language,

compared with 15 out of 20 last year.
The number of French-language sin-
gles in the top 20 grew from 11 to
12—including hits by veteran artists
Johnny Hallyday and Mylene Farmer.

SNEP president Gilles Bressand
notes: “Our top artists enjoy long
careers. This has a huge
impact on French re-
sults; it gives us confi-
b dence. Compare us to
Germany: Where are
their artists from the
"80s? Nowhere.”

The number of
albums released in the
first half of 2002 was
down 13% from the
same period of 2001.
However, the share of
French-language
t albums rose from
18.7% to 20.1%, and
SNEP figures reveal domestic
repertoire accounted for 60% of
total revenue, up from 58% for the
first half of 2001.

In other words, 20% of the releas-
es represent 60% of the revenue.
Elaborating on this, SNEP econo-
mist Antonie Cartier claims many
international releases get little or no
marketing and promotion, while
with local repertoire, “investments
tend to be much more concentrated
on fewer releases.”

But Rony cautions that “we’re luc-
ky. The international market is still
going through a terribly bleak peri-
od. We shouldn’t feel overconfident.”

BY BILL HOLLAND
WASHINGTON, D.C.—The Re-
cording Industry Assn. of Ameri-
ca (RIAA), the National Music
Publishers’ Assn. (NMPA), and the
Motion Picture Assn. of America
(MPAA) filed a motion Sept. 10 in
Los Angeles District Court for
summary judgment ruling in
their copyright-infringement
lawsuit against peer-to-peer file-
swapping services Kazaa, Mor-
pheus, and Grokster.

The trade organizations filed suit
against the services last October, al-
leging that they cater to the unlaw-
ful exchange of music, movies,
software, and images.

RIAA, NMPA, MPAA File
For Summary Judgment

They maintain that the compa-
nies are aware that the services are
being used to facilitate copyright
infringement on a massive scale
for movies and music, that they
built and controlled the networks
in a way that could easily prevent
the copyright infringements from
occurring, and that they are mak-
ing millions in the bargain.

The Electronic Frontier Foun-
dation filed a motion on behalf of
StreamCast Networks’” Morpheus,
arguing that the services differ
from Napster namely because of
their inability to monitor user
activity. A hearing on the motions
is scheduled for Dec. 2.

Market Watch

A Weekly National Music Sales Report

stal 504,404,000 437,673,000 {<13.2%)
tbums 479,364,000 428,881,000 (<=10.5%)
25,040,000 8,792,000 {=64.9%)
)
ci 444,226,000 406,293,000 (<~8.5%)
Cassette 34,204,000 21,530,000 (=37.1%)
Other 934,000 1,058,000 (<13.3%)
11,186,000 12,564,000
12,275,000 11.0%
8.9%
11,022,000 12,161,000
12,085,000 9.4%
"8.8%
164,000 403,000
190,000 59.3%
13.7%
| YEAR-TO-DATE ALBUM SALES BY STORE TYPE
2001 2002
Chain 259,872,000 222,298,000 {=14.5%)
Independent 69,291,000 55,806,000 (=19.5%)
Mass Merchant 135,228,000 136,665,000 {(<1.1%)
Nontraditional 14,973,000 14,111,000 (=5.8%)
| YEAR-TO-DATE ALBUM SALES BY STORE LOCALE |
2001 2002
ty 111,922,000 99,106,000 {<11.5%)
Suburb 200,477,000 178,074,000 {©11.2%)
Rural 166,965,000 151,701,000 (<9.1%)
ROUNDED FIGURES FOR WEEK ENDING 9/8/02

Compited from a national sample of retail store and rack sales reports collected, compiled, and provided by N Nielsen

SoundScan
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Johnson, Murray, Brandt

Among CCMA Winners

BY LARRY LeBLANC
TORONTO—BME Canada expects
Arista Nashville's Caralyn Dawn
Johinson’s hat-trick at this vear's
Canadian Country Music Awards
(CCMA) to further propel her ap
peal in Canada,

“Carolyn 15 a star in Canada, and
these awards reinforce
that to the general
public,” BMG Canada
director of national
promolion Warren
Copnick savs, “She isd
very special artist, and
her dreams are com
ing true. Paul Brandl's §
wins were really sweet
for us as well.”

Johnson wun Lthe
top female category, as
well as the top single
and top viden calegories—haoth for
her hit single “1 Don't Want You to
Go.” Johnson swept last year’s
event, winnming live awards,

The CCMAs were held Sept. 9 at
the Pengrowth Saddledome in Cal
gary, Alberti.

The show was hosted by Brandt,
who picked up bwo awards for Lop
male and top album for his ViK
ltecords’ album Small Towns ani!

Fig Dreams, Nevecomer Emerson
Drive, which upened the show
with its DreamWorks hit “I Should
Ee Sleeping,” won both the top
group and rising star categories.

Arista Nashville's Terri Clark
win the fans’ choice award for the
secondd year ina row,

American singer
Kenny Rogers was on
hand to induct Anne
Murray into the Cana-
dian Cduntry Music
(| Hall of Fame. Mur-
ray--who has re-
leased 32 albums in
fonar decades—is best-
kricnary international-
[y for such hits as
“Snowbird,” “Danny’s
Song,” “You Needed
Me," and “Love Song.”
A video mantage tribute high-
lighting her career featured fellow
Canadian Shania Twain,

“The first country song [ remem-
her singing was George Jones’ ‘She
=Lill Thinks | Care’ in the '60s,”
Mugray told Bifbogrd, recalling that
her version reached No. 1 on the
Hilfhoard country chart in 1974,

For a complete list of CCMA win-
ners, logd on Lo billhoard.com/awards.

RECORD COMPANIES: Barry Fiedel
is promoted to VP of Latin Ameri-
can business affairs for Sony Music
International in Miami Beach. He
was VP of business affairs.

Alex Cruz is named new-media
manager of 5.1 Entertainment
Group in Los Angeles. He was ac-
count manager of Fanscape,

Thomas Hesse is promoted to
chief strategic officer of BMG in
New York. He was executive VP/
head of corporate strategy for Ber-
telsmann AG.

VENUES: The SBC Center names
Rose Ann Martinez, previously
manager of client services for NCAA,
event services manager; Brian
Shantz, previously professional
hockey player, event services coor-
dinator; Bob Byxbee, previously

" LANGIAHR

senior event coordinator for the
Alamodome, event services coordi-
nator; and Jeffery E. Smith. previ
ously electrical supervisor for
Philips Arena, engineering supervi
sor. They are based in San Antonio

PUBLISHING: Karen Langjahr is
named creative manager of film,

television, and advertising for Bug |
Music Publishing in New York. She |

was music supervisor for Smack
Down + Sound. Bug Music Pub-
lishing also promotes Kenna Gon-
zalez to GM in New York. She was
administrative manager.

BROADCASTING: Mickey Levitan is
promoted to senior VP of human
resources for Emmis Communica-
tions in Indianapolis. He was
human-resources consultant.

UPERUNG

Epic Revs Up Seven

BY SUSANNE AULT

LOS ANGELES—In its most exten-
sive soundtrack effort to date, Epic
Records Group will release seven al-
bums to accompany Grand Theft
Auto: Vice City, the fourth edition in
the videogame series.

Rolling out Oct. 22-—the same day
as the game—each soundtrack will
represent different genres of 1980s
music, including hip-hop, pop ballads.
and heavy metal, to coincide with the
decade in which Grand Theft Auto:
Vice City is set.

Snippets of all the tracks—which
are still being finalized but include
such confirmed artists as Judas Priest,
Hall & Oates, Blondie, and Kool & the
Gang—can be heard on the various
radios in the cars that players steal
during game play.

Tagged Grand Theft Auto Vice City,
Volumes 1-7, each soundtrack also car-
ries a subtitle taken from the seven
radio stations featured in the game. For
example, the new-wave compilation is
titled Grand Theft Auto Vice City Vol-
ume 3: Wave 103, while the modern
rock collection is named Grand Theft
Auto Vice City Volume 5: Wildstyle
Pirate Radio. On top of the estimated
12 songs per album, CDs are enhanced
to provide exclusive Web access to
game cheat sheets when buyers play
the discs on their computers.

Grand Theft has never had its own
soundtrack, much less seven. But
Terry Donovan, COO of Rockstar
Games—the company behind the
Grand Theft series—was spurred to
work with Epic on sister albums for

the first time because “people are get-
ting very demanding of videogames
at every level—storyline, graphics,
and audio-—everything.”

Because “the '80s are such a rich,
explorable land in terms of music,”
Donovan says, Rockstar had to make a
huge debut splash in the album world.
“We're not stepping up to a new
level—we're coming in at entry level.
But if you're going to do it, you might
as well do it enormous.” Previous
Grand Theft titles had featured music
created specifically for the games or
lower-profile selections.

For Epic, the appeal was the broad
reach of the Grand Theft series, whose
three titles have sold more than 12
million copies. Grand Theft Auto 3 has
sold more than 6 million units in the
U.S. since its October 2001 release,
ranking it as the highest-grossing title
for Sony's PlayStation 2 game console.
according to Rockstar Games. (Epic is
also owned by Sony.)

Virgin Entertainment Group, North
America senior visual product manag-
er Bart Saunt agrees: “The current
Grand Theft Auto 3 is still selling over
100.000 units a month,” he explains.
“The soundtrack concept has been
done before [with videogames]. but
nothing on this scale. I believe the
soundtracks will do reasonably well as
standalone CDs; however, I think the
soundtracks will actually help sell and
promote the [Grand Theft Auto: Vice
City] game further.”

*We want to push the standards of
musicmaking; synergy has to be part
of the future of our business.” says
Steve Barnett, executive VP/GM of the
Epic Records Group.

Barnett says it was a complicated
task for Sony to clear the more than 80
songs featured on the soundtracks,
which came not only from Sony’s
library but also included cuts from
Warner Music Group, EMI, and Uni-
versal Music Group's catalogs. Barnett,
who declined to comment on any
licensing agreements, says, “1t's really
unprecedented what were doing here.”

The CDs will be sold individually for
$13.98 but will also be available as a
boxed set for $49.98. There are no plans
to package the CDs and game together.

Promotionally, Barnett says the
releases will be backed up by a “major
[advertising] campaign: print, TV—
every aspect.” Although details are still
being determined, both Rockstar and
Epic are working on an in-store pro-
motion for the day of release. The two
companies are also in talks about
future collaborations.

RIAA Amicus Brief Counters Ronettes’ Claim

Recording Artists’ Coalition Supports Lower Court Decision

BY BILL HOLLAND
WASHINGTON., D.C.——The Recording Industry Assn. of
America (RIAA) has stepped into a 14-year lawsuit between
legendary producer Phil Spector and the Ronettes, the clas-
sic girl group of the '60s. The RIAA has asked the Appel-
late Court in New York to rule that under the state’s “grant
of rights” law governing contracts, the Ronettes are not
due any royalties from the use of their recordings in films
and commercials hecause when they signed their '60s con-
tracts, they gave up all rights to share in such income.

An RIAA spokeswoman says the amucus curiae
(friend-of-the-court) brief was not filed “on behalf
of either party.” Should the court agree with the
RIAA interpretation, however, the Ronettes would
not receive any money. “We believed that the New
York appellate division interpreted the ‘grant of
rights’ in a manner different from how other juris-
dictions would interpret it,” the spokeswoman says.

Citing rapid technological developments during the past
decades leading to “new and unanticipated uses for sound
recordings,” the RIAA brief says that “the ability to rely on
all-inclusive rights provision is fundamental to the record-
ing industry’'s ability to operate” and “elucidation of the
law in this area is critically important to RIAA members.”
[t adds that the appellate division court’s ruling is “flawed”
and argues that the law is clear that if an artist (or
“grantee™) signs a record-company contract, “[without]
clear language limiting a grantee’s rights, principles of con-
tract law favor granting all rights to the grantee.”

I 2000, the New York Supreme Court (similar to a district

court in other states) ruled in Greenfield vs. Philles Records
et. al. that the old contracts were ambiguous on the issue of
third-party and new-use licensing. It also agreed that artists
being granted a 50-50 split of such licensing fees is now a com-
mon industry practice. The Ronettes were awarded $2.6 mil-
lion in damages and court costs. Last year, the Appellate Divi-
sion Court affirmed the decision (Billboard, Nov. 24, 2001).
Spector and his lawyers then filed another appeal.
Additionally, the Recording Artists’ Coalition has filed
an amicus brief supporting the lower court deci-
sion that the '63 contract did not authorize Spec-
tor to license recordings to third parties not
specified in the contract, and that the Ronettes
are owed compensatory damages of 50% of
licensing revenue.
Oral arguments in the case, which did not
include oral presentations by the amicus groups,
took place Sept. 5. A ruling is expected this fall.
Ronnie Greenfield filed the lawsuit in 1988 on behalf of
herself and the other Ronettes, Estelle Bennett and Nedra
Talley Ross. The Ronettes’ brief claims that other than a
$14,000 advance split by the three in 1963, they have never
received any royalties from the sale of their hit recordings.
Greenfield, also known professionally as Ronnie Spec-
tor, was briefly married to Phil Spector. In the lawsuit
appeal, Phil Spector’s lawyers also assert that under a
claims release clause in the divorce settlement, Greenfield
is not owed any money stemming from the licensing of
Ronettes’ recordings. As a plaintiff. Greenfield is barred
from commenting on ongoing litigation.
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BDSCertified Spin Awards August 2002 Recipients:

700,000 SPINS

Slide/ Goo Goo Dolis /WARNER BROS.

600,000 SPINS

How You Remind Me/ Nickelback /ROADRUNNER/ISLAND
Fty/ Sugar Ray /ATLANTIC

500,000 SPINS

It's Been Awhile/ Staind /ELEKTRA
Push/ Matchbox Twenty /LAVA
| Hope You Dance/ Lee Ann Womack /MCA

400,000 SPINS
SR Wherever You Will Go/ The Calling /RCA
Scar Tissue/ Red Hot Chili Peppers /WARNER BROS

300,000 SPINS

How Do You Like Me Now/ Toby Kelth /DREAMWORKS
| Love You/ Martina McBride /RCA

200,000 SPINS

Hot In Herre/ Nelly /JUNIVERSAL

Hero/ Chad Kroeger Feat. Josey Scott /COLUMBIA/ROADRUNNER
| Need A Girl (Part Onz)/ P. Diddy Feat. Usher & Loon /BAD BOY
Don't Happen Twice/ Kenny Chesney /BNA

Complicated/ Avril Lavigne /ARISTA

100,000 SPINS

One Last Breath/ Creed /WIND-UP

Just A friend/ Mario /i RECORDS

Dilemma/ Nelly Feat. Kelly Rowland /UNIVERSAL

Days Go By/ Dirty Vegas /CAPITOL

Still Fly/ Big Tymers /CASH MONEY/UNIVERSAL

I Need A Girl (Remix-Part Two)/ P. Diddy Feat. Ginuwine, Loon & Mario /BAD BOY
The One/ Gary Allarn /MCA

Not A Day Goes By/ Lonestar /BNA

I'm Gonna Miss Her/ Brad Paisley /ARISTA

Lifetime/ Maxwell /COLUMBIA

Some Days You Gotta Dance/ Dixie Chicks /MONUMENT

50,000 SPINS

Down 4 U/ Irv Gotti Presents The Inc. /MURDER INC./DEF JAM
Gangsta Lovin/ Eve Feat. Alicia Keys /INTERSCOPE/RUFF RYGERS
Happy/ Ashanti /MURDER INC

Where Are You Going, Dave Mathews Band /RCA

Long Time Gone/ Dix e Chicks /MONUMENT

Unbroken/ Tim McGraw /CURB

The Impossible/ Joe Michols /UNIVERSAL SOUTH

Cleanin' Out My Closet/ Eminem /INTERSCOPE

Nothin'/ N.O.R.E. /DEF JAM/IDIMG

Feels Good/ Naughty By Nature Feat. 3Lw /TVT

She Was/ Mark Chesnutt /COLUMBIA

| Need You/Me Haces Falta/ Mare Anthony /COLUMBIA

Love At First Site/ Kylie Minogue /CAPITOL

Someone To Love/ Ruff Endz /EPIC

Why Don't We Fall In _ove/ Amerie /COLUMBIA

Gotta Get Through Ttis/ Daniel Bedingfield /ISLAND/IDGM)
Beautiful Mess/ Diamond Rio /ARISTA

Warning/ Incubus /EPIC

Before | Knew Better/ Brad Martin /EPIC

Move B***H/ Ludacris /DEF JAM

Call Me/ Tweet /ELEKTRA

Rapture {Tastes So Sweet)/ 110 /JUNIVERSAL

Amber/ - 311 - /VOLCANO

Goodbye/ Jugged Edge /SO SO DEF

TO EVERY SPIN AWAEKD WINNER NN'I
AT IS TTIALANIT ielsen
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Billboard's latest city spotlight heads down south
with a look at hot ‘lanta. Billboard checks ott
the region’s emerging acts, hottest producers and
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Billboard's fifth Latin installment looks at Latin Music and the key retailers. Call today!
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Reunion’s Smith Adds Inspired  Monica Has ‘All Eyez On Me’

J Records Debut Features Self-Penned Material, More Personal Touch

Track To ‘Worship’ Sequel

BY DEBORAH EVANS PRICE
NASHVILLE—When the president of the U.S. asks
you to write a song, that’s pressure. But Michae!l
W. Smith rose to the occasion with his new sin-
gle, “There She Stands.” A stirring tribute to the
American flag, the song will be a bonus cut on
Worship Again, a live praise-and-worship album
due Oct. 22 from Reunion Records.

“It all started a month after Sept. 11, when [
was at the White House with the president and
he said, ‘You should write a song,” ” recalls
Smith, the Gospel Music Assn.’s (GMA) reign-
ing artist of the year. “You don't say ‘no’ to the
president of the United States, but I couldn’t fig-
ure out what to write.”

After wrestling with all his
post-Sept. 11 emotions, Smith
says the inspiration came
while watching a TV special
about the flag. “The next day I
went out and saw my flag fly-
ing at the farm and lost it on
the spot,” he says. “Then I
went to the studio and wrote
the music in five minutes.”

Smith took the music,
song title, and some ideas to
collaborator Wes King, who
wrote the lyric. “He’s an
intelligent writer,” Smith
says of King, who also co-
wrote Smith’s hit “This Is
Your Time,” which won the GMA’s Dove Award
for song of the year in 2000.

“There She Stands” will be available only on
Worship Again, Smith’s follow-up to his plat-
inum-selling Worship album, released last Sep-
tember. The project has since spawned a live
DVD/VHS project, Worship, filmed at a Youth for
Christ conference in Edmonton, Alberta. The
project debuted at No. 1 on the Billboard Top
Music Videos chart in the Sept. 7 issue. Smith will
take his praise-and-worship repertoire on the road
this fail on the Come Together and Worship tour
with Third Day (Billboard, Sept. 7).

Worship Again was recorded July 19 at South-
east Christian Church in Louisville, Ky., with
Smith leading a crowd of more than 11,000 in a
worship service. The set includes songs penned
by such well-known writers as [rish worship leader

Robin Mark and the late Rich Mullins. “I also did
a song I wrote with my wife, Debbie, and daugh-
ter Whitney called ‘I Can Hear Your Voice,”” Smith
says. “And there’s a song called ‘Ancient Words,’
which is an amazing hymn [written by Lynn De
Shazo] I got off an album by Robin Mark.”

The album also includes a cover of U2’s “40,”
a song Smith has been performing in his shows
this year, and studio versions of “Here I Am to
Worship” and “Lord Have Mercy.”

Smith says he carefully chose the songs for
the set. “I raised the bar pretty high in terms of
what I feel cuts it,” says Smith, who is managed
by Chaz Corzine at Blanton, Harrell, Cook &
Corzine and booked by John
Huie at Creative Artists
Agency. “If you can find a
song like ‘Lord Have Mercy,’
sing it 10 times, and still find
yourself weeping in the mid-
dle of it, there’s something
special about that song.”

Kevin O’Brien, music
buyer for the Wheaton, Il1.-
based Lemstone chain, an-
ticipates Worship Again
selling briskly. “Given the
phenomenal success of the
first one, it makes a lot of
sense,” he says. “People are
yearning for something
real, something of sub-
stance, and he strikes a chord.”

According to Reunion senior VP/GM Dean
Diehl, Worship Again will receive prime posi-
tioning at both Christian and general market
retail. Diehl says there are “three things about
this record that will make it take off even
stronger than the first record did.” He cites the
strength of the single/video for “There She
Stands,” the upcoming tour, and the current
Worship DVD/VHS release, which he says is get-
ting a lot of TV exposure.

“There She Stands” is being worked to Christ-
1an radio through Reunion, and it is being released
to mainstream AC and talk radio formats via Jive.
(Reunion is part of Provident Music Group,
Zomba's Christian division.) Directed by Ken Car-
penter, the videoclip is being serviced to both
Christian and general market media outlets.

BY JEFF LOREZ

Monica has been an R&B mainstay since she
debuted in 1995 with the Rowdy/Arista set Miss
Thing. As she prepares for the Nov. 5 release of her
third album—and J Records debut—A/ Eyez on
Me, the Atlanta native is only 22 years old.

The new collection features contributions from
producers who have helped hone Monica’s sound
during the past seven years: Jermaine Dupri, Rod-
ney Jerkins, Soulshock & Karlin, and her men-
tor, Dallas Austin. The artist—famed for such
multiformat hits as “Don’t Take It Personal (Just
One of Dem Days),” “For You I Will,” “The Boy Is
Mine” (with Brandy), “The First Night,” and
“Angel of Mine”—says that each collaboration
made recording sessions feel
like a family reunion.

“They’re big names, but
they're more like friends to
me, especially Jermaine and
Rodney,” Monica says. “They
talk to me like a sister. I've
been close with [Dallas] since |
I'was 11 years old.” '

That nurturing relation-
ship with her producers re-
sulted in Monica (who is pub-
lished by MonDeenise Music,
ASCAP) penning much of her |
own material for the first
time in an attempt to create a
more personal collection.

“I felt like my other albums
were more a reflection of what other people
thought because I never participated in the writ-
ing,” she says. “This time, I started off by bringing
ideas and poems in and having people work
around them. It grew into me writing.”

The subject matter on her third record “is quite
serious. I think more adults will be comfortable
with my music. The truth is, I've grown up.”

Produced by Dupri, “U Should've Known” is
“about a relationship where everything is posi-
tive until something negative happens and the
guy gets incarcerated,” Monica says. “Yes, it is a
situation I have experienced.”

“I Wrote This Song” is also based in fact. “It
took a lot of courage for me to write that one,”
she says. “It’s about my first love, who commit-
ted suicide, and the song was my way of sharing
the intimate situation between us. Some days,

when I think about what happened, 1 cry. Writ-
ing the song was like a healing for me.”

Monica has also grown notably as a singer.
“|My voice has] more grit in it now,” she says.
“It has more emotion. It makes things sound
a lot more soulful.”

The first single, the pop/party-themed title cut,
prominently features an interpolation of Michael
Jackson'’s “PY.T. (Pretty Young Thing).” The track
is percolating at top 40 radio, while R&B and
rhythm-crossover formats are being treated to
the Dupri-produced “Too Hood.” The tracks are
a fine representation of the album’s broad stylis-
tic approach. Monica credits her longtime asso-
ciation with J Records founder Clive Davis
(whom she followed to J from
Arista) with nurturing her
continued growth, as well as
the album’s wide appeal.

“It’s like a marriage and a
really good one,” she says.
“One thing I'll remember for
the rest of my life is that
when I left Arista, there were
a lot of artists way bigger
than myself still there—I say
that graciously—and I was
one of the few artists Clive
chose to take with him.”

Davis has equally high
praise for Monica. “Her voice
is the strongest that it’s ever
been,” he says. “It was a hard
job choosing the first single, because there were
so many contenders.”

Tom Corson, executive VP of worldwide mar-
keting for the label, views All Eyez on Me as a
coming-of-age recording for Monica. “She’s a
young woman now, and that’s reflected in the
music,” he says. “Lyrically, there’s depth there.
But it’s also got a freshness and energy to it. It’s
a great time to reintroduce her, because the
pop/R&B style she has is proving so popular glob-
ally. We're looking forward to building on her core
base and breaking this wide open on all formats.”

Promotion has included a summer-long U.S.
radio tour. As the fall approaches, she’ll be promi-
nent on the Internet, as the label explores
audio/video streaming, live chat opportunities,
contests, and live interviews on such outlets as
AOL, MSN, Lycos, mtv.com, and realplayer.com.

CENTURY WEST

4245 Lankerghim Universal City
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www.centurywestomw.com
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E-mail: Info@centurywestomw.com

BMW SALE

2001

530iA

(VIN# CH97622)

MSRP $58,495

$54,888

MSRP $41,420

$36,888
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2001

525iT

{VIN# GD86006)

MSRP $49,775

$47,888

MSRP $45,850

$35,888

2002

M Coupe

(VIN# LK61082)

2001

525IA

(VIN# GX25299)

MSRP $45,938

$42,888

MSRP $40,685

$35,888

2001

330Ci

(VIN# JU24569)

2002

330i

{VIN# FJ67924)

"Where the stars buy their cars."

All prices Plus Tax, Lic, and Doc Fees.

MSRP $43,795

$36,888

MSRP $40,935

$35,888

800-447-8871

Hours:
9am - 9pm M-F
9am - 7pm Sat
10am - 7pm Sun
e

T ——
All prices + sales tax,
5 Drive offs include
ho vehicle registration,
ED license fees & finance
\ & charges. Subject to prior-
Century sale on approved credit.
—West Ad expires close of
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Askew, Nakamura PactYields Echo

New Line Set Features ‘I've Got You Under My Skin,’ ‘Girl From Ipanema’

BY ANDREW KATCHEN

Scintillating New York jazz vocal-
ist Joy Askew has every hope in the
world that her newest album will
dazzle the ears of longtime fans,
everyone in the U.S., and—if she’s
lucky—the world at large.

The native Englander, who moved
to New York in the early '80s after
performing in a string of small pop
bands, is immensely proud of this
project, a collaboration between
Askew and electronics and trum-
pet extraordinaire Takuya Naka-
mura released under
the name Echo.

Given the outstanding
quality of the songs and
the eponymous album’s
production value, Askew
has every reason to dote
on the record, for this
11-song collection of
silky jazz originals and
covers pulses and coos
so gently with its soft
and hypnotic electronic
beats and Askew’s ten-
der, yet commanding
vocal magic. The end
result is completely
stunning, irresistible,
and, well, sexy.

The album arrives Tuesday (17)
on New Line Records.

While brushes of muted horns,
maracas, and gently strummed Span-
ish guitars flow in and out of each
song in delicate streams, Askew’s
breathy voice emerges as the most
alluring and gorgeous facet of the
record, oozing a devilish sensuality
and seasoned confidence, and it holds
the listener until she utters the final
lyric. (Showing up on five tracks is
guitarist Mark Wood, who is also
serving as the act’s touring guitarist.)

Askew, whose previous records
Tender City and Gorgeous Creature
have yielded her a small, yet devot-
ed following, hopes this record,
which features electronic, down-
tempo reworkings of such perenni-
al favorites as Cole Porter’s “I've Got
You Under My Skin,” as well as “The
Girl From Ipanema,” will appeal to
a wide audience.

“I'would love to sell more records,
because I would love to have more
opportunities in the field 'm in,”
Askew says from her apartment on
Manhattan’s Upper West Side. This
dwelling space also houses her
recording studio, which she’s named
the Lo-Fi Lounge—a place where
she has laid down many tracks for
her releases.

“If you do have some success, and
people know who you are, that gives
you more of a chance to hook up
with other people, and just get out,
just like a jazz musician would.”

While major record sales have
thus far eluded Askew—who is man-
aged by Mike Maska for Big Hassle
in New York—she is no stranger to

“hooking up” and touring with myr-
iad esteemed artists, including Peter
Gabriel, Laurie Anderson, and Joe
Jackson. Askew has been perform-
ing and making her living as a key-
boardist for such musicians since
the early '80s, when Jackson first
took the artist—then a recent trans-
plant to New York by way of New-
castle, England—on a tour support-
ing his Night and Day release. She
used the money she made and sub-
sequent tours to fund her ever-
expanding home studio, as well as

ECHO

‘I think in Europe and
the U.K., the beat-
driven or landscape-
driven songs are more
accepted than they
are in America right
now, and I think
what I do is a
combination of that.’

—JOY ASKEW

her own solo releases.

To Askew’s credit, not only can
she rattle off a list of influential
musicians as past touring partners
and comrades, but she can also
call them serious fans. While
Askew and Jackson continue to
collaborate and remain devoted
friends, Peter Gabriel encouraged
Askew to make her newest record-
ing “a masterpiece.”

“That’s what he said to me,”
she confesses. “And I figured why
the hell not? [Gabriel] felt I
could, so with that blessing I
went and did the very best I could
with this record.”

Similarly, according to Askew,
Quincy Jones (who is also Askew’s
ASCAP-designated song publisher)
paid her the highest compliment by
saying, “Joy can do anything.”

“Maybe I have been underappre-
ciated in my career,” she concedes.

“But with this record, I'm really
going for something I want people
to appreciate.”

Askew—who is booked by Andy
Woolscroft for Primary Talent in
London—recently had the chance
to road test the Echo songs in Ire-
land and the U.K., while opening
up for David Byrne on a string of
July dates.

“I think in Europe and the UK.,
the beat-driven or landscape-driven
songs are more accepted than they
are in America right now,” Askew
says, “and I think what I
do is a combination of
that.”

According to Mitch
Rotter, VP of sound-
tracks and music de-
velopment for New Line
Records, the Echo al-
bum will particularly
appeal to an electronica
audience, as well as a
down beat jazz audience,
and he hopes that people
who consider themselves
fans of such contempo-
rary performers as
Norah Jones and Zero
7—artists who tow the
line between jazz and
pop—will enjoy this album.

Also, Rotter says the marketing
campaign for this release will in-
volve club campaigns and furnish-
ing such retail outlets as Banana
Republic with copies of the album.

“Obviously,” he adds, “the more
people that hear this record, the bet-
ter off we're gonna be.”

Crystal Ann Lea of Michele Clark
Promotion believes Askew “has
truly made a name for herself at
noncommercial radio. Her music
is a great combination of taking
that classic sound, and then decon-
structing it and putting it back
together in a hip, new way. Once
the buzz starts happening with this
record, hopefully it will get
brought over to commercial and
triple-A radio.”

While Joy Askew deserves
recognition from the entire
world, it’s hard to suppress the
feelings of wanting to keep her as
a fiercely guarded secret, safe
from the clutches of the musical
mainstream.

Even though she’s had her brush-
es with the musical big time, Askew’s
musical output is custom built for
cramped and intimate jazz clubs or
plush and overstuffed New York
lounges rather than large concert
halls or stadiums.

There’s something intensely per-
sonal in her vibrant, smoky voice,
and it almost feels as though she’s
serenading you with her jazzy
numbers from right outside your
window. And that is what makes
her music so entirely dreamlike
and wonderful.

Beat.
DARK HORSE: For years prior to his
death, George Harrison had been toil-
ing on Brairwashed, the follow-up to
his last studio album, 1987’s Cloud
Nine. The new effort, which Harrison
was still working on up to two months
before his Nov. 29, 2001, death, arrives
Nov. 19 on Dark Horse/Capitol. The
project’s first single, the midtempo
“Stuck Inside a Cloud,” could go to
radio as early as the beginning of
November, according to sources.

“We just started talking a few
months ago {about releasing Brain-
washed),” says EMI Recorded Music
vice chairman David Munns, in an
exclusive interview with Billboard.

HARRISON

“Everybody knew he’d done some re-
cording and the family wanted to know
it was really a record. As soon as they
thought it was, they came to us and
made a deal.”

Additionally, Capitol parent EMI has
made a deal with Harrison’s wife,
Olivia, and son, Dhani, to license Dark
Horse’s back catalog. Harrison
launched Dark Horse, which he for-
merly licensed to Warner Bros., with
1976's Thirty-Three & 1/3. His previ-
ous solo works were on Apple/Capitol.
EMT’s licensing deal includes all Dark
Horse recordings up to his last release,
1992’s Live in Japan. That means for
the first time, all of Harrison’s Beatles
and non-Beatles work is under the
same roof (the exception is 1971’s The
Concert for Bangla Desh, which is not
included in the deal).

Brainwashed comprises 11 new
Harrison compositions and one
cover tune. It was produced by Har-
rison, Jeff Lynne (with whom Harri-
son had worked before and with
whom he was partnered in the Trav-
eling Wilburys) and Dhani.

“The album is very reflective in
parts, it’s very poignant,” Munns
says. “It's his perspective on life in
some areas. There's a bit of fun in
other areas. He’s singing and playing
fantastically well.”

In June 1999, Harrison played Bill-
board’s late editor in chief Timothy

by Meﬁmi;l;lewman

White a number of new songs, including
the title track, two songs called “Valen-
tine," and “Pisces Fish,” a tune about
Grand Prix racing (which was a passion
of Harrison'’s), and a rock song about his
former manager whom Harrison felt
betrayed him {Billboard, Dec. 15,2001).

“I need to get that last song out of
my system,” Harrison told White.
“Sometimes songwriting is the only
way [ can respond to the outside world,
to exorcise its demons.”

Munns says he had talked with
Olivia and Dhani a number of times
about the project. “The most impor-
tant thing to us is that this is what
George and George's family want to be
heard. He left extensive notes on how
to finish it off, and Dhani and Jeff
Lynne have been doing that. He was
very clear in how he wanted it pre-
sented and we're following it to the let-
ter." He declined to give specifics.

Munns, preferring to focus on
Brainwashed, would not comment on
EMTI’s plans for the Dark Horse catalog
or if remaining music in Harrison’s
vault would eventually be heard.

In 1999, Harrison also played White
other unreleased material that includ-
ed all-star studio jams, covers of Bob
Dylan songs and rock classics, his ver-
sions of his songs that Eric Clapton
and other artists had recorded, songs
cut from his Capitol and Dark Horse
solo albums, and outtakes from the
two Traveling Wilburys albums. He
told White that he’d like to include
them as bonus tracks when he reis-
sued his catalog.

In other Harrison news, a Harrisor/
Beatles tribute album will be re-
leased Feb. 25 by Koch with a por-
tion of the proceeds going to the TJ
Martell Foundation.

STUFF: In addition to Michelle Branch,
who is featured on first single “A Game
of Love,” Santana’s Oct. 22 album,
Shaman, features P.O.D. and Placido
Domingo . . . Artemis Records has
signed both the Pretenders and Lisa
Loeb. Loeb’s new project, Hello Lisa,
will be in stores Oct. 8. The album fea-
tures three new tracks along with pre-
viously released material. Single
“Underdog” has been serviced to triple-
A and AC radio. The Pretenders’ new
album, Loose Screw, will street Nov. 12
... Jill Sobule and Adam Schlesinger
have written the theme song, “Don’t
Mind Me,” for new NBC sitcom The In-
Laws, which stars Dennis Farina and
Jean Smart . . . Angie Aparo, who has
a hit with Faith Hill’s new single, “Cry,”
is looking for a new deal. He was for-
merly with Melisma/ Arista . . . Roger
Waters has been added to the Timothy
White tribute concerts in Boston (Oct.
7) and New York (Oct. 8).
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500 000 FANS ARE WAITING TO BUY THIS ALBUM'

“In a recent 8 morti veriod,
| was recogriized ard
askeo to take a photo with
fans @ the Eiffel Tower in
Paris, a Cracker Barsel in
Southk Carolina, an Alitalia
flight 10 Rome, a truckstop
in North Dakota, a2 mall'in
Florica and receivec hand-
written fan mail from the
UK, Imaly, & France.. I'm
like the most famcus
unkncwn recording artist!”
...MCB

’BﬁIEN

s Abbut Time,
fr

“THIS GUY IS AMAZING! WE PUT THE PRODUCT IN THE STORE, HE SHOWS UP,
THE CROWDS COME, AND WE SELL HUNDREDS OF COPIES EVERYTIME!
I’'VE NEVER SEEN ANYTHING LIKE IT! ”

Matt Williams
Events and Singles Supervisior
Trans World Entertainment

10 City Test Market

* MICHAEL O’'BRIEN BREAKS RICKY MARTIN’S ALL-TIME IN-STORE SALES RECORD *
“My District Manager was blown away by our record-setting in-store with Michael!
The in-store was fantastic! The MUSIC, the FANS! It was GREAT!”

“ Michael set the ALL-TIME sales record for an in-store event, beating Ricky Martin,
Mandy Moore, Everybody! We're over 450 pieces and there’s been a ine for 3 hours!”

Store Mgr. @ fye - Denver, CO @ The Twin Peaks Mzll 6/22/02

* MICHAEL O'BRIEN SETS A NEW IN-STORE SALES RECORD EVERYTIME! *

S. Portland, ME @ 1 OF THE TOP 3 BUSIEST BORDERS books & musiz IN THE NATION! -
“Tnis was incredible! I've never seen anything like it. We have never sold so many cds at one time!
WFat a great crowd! Michael should be on a national BORDERS tour! ” - Store Mgr @ BORDERS
Pittsburgh, PA @ THE INDIANA MALL -

“ Last weekend we did the music sales for OZZfest - with all the big HeavyMetal ba~ds. It's amazing that
in just the last 3 hours we've sold more of Michael's new cd tf.an all of those bends combined!

This is unreal! ” - Stoe Mgr. @ The Wall

Brainerd, MN @ THE WEST GATE MALL -

“AY | can say is that was AWESOME!!! | have never seen anything like it! The crowd caused the entire
mall to stay open past closing. Thank you again for everything ” Store Mgr. @ fye

Morristown, NJ @ THE HEADQUARTERS MALL -

“Tiis was Phenomenal! ” - Store Mgr. @ Sam Goodys

Mankato. MN @ THE RIVER HILLS MALL -

“We'd neard from the home office to get ready...A packed store and hundreds of cds sold out on a
Wednesday afternoon! It was great! ” Store Mgr. @ Disc Jockey

Chicago, IL @ THE RIVER OAKS MALL-

“Tnis is the best in-store I've ever been involved with. | never have to buy cds becavse | always receive
prcmo covies - but t%is cd is so good that I'm going to buy it... right now! ” - District IMgr. @ fye
Cleveland. OH @ THE BEACHWOOD PLACE MALL -

“Thais is incredible! We sold out the most number of cds ever at an in-store in jist 3 minutes! We even
sold the promo cd frem the store’s cd player! We had to turn people away! ” Stere Mgr. @ Record Town
San Francisco, CA @ THE SERRAMONTE CENTER -

“ Hi Michael, we realy had a lot of fun. Hopefully you can do the Downtown fye

It would be great. Thanks ” - District Mgr. @ fye

Austin, TX @ THE BARTON CREEK SQUARE MALL -

“What a great crowd... and polite too! This in-store made it the best sales day we've ever had!
Wow! Our district Mgr. is gonna be very happy! "- Store Mgr. fse

Y

MICHAEL O’BRIEN
{it’s About Time!

All Songs written

by Michael O’Brien

* except “Let It Be” -
Lenran/McCartney

All Songs & Tracks
per‘ormed,

produced,
engineered,

mixed & mastered, dy
Michael O’Brien

* No: -he Christian Music
a-tis- of the same name.

For a promotional CD of MICHAEL O’BRIEN’S It’s About Time! and a promotional DVD / VHS
CALL 1-800-681-6335 or Email: Mlchaelobmall@aol com (please give references)

WAL americantadiohictory com -
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Case Shows Middle Eastern, Indian Influences OnVanguard’s ‘Beeline’

BY CHRIS MORRIS

LOS ANGELES—After a successful
stint as the producer of a Grammy
Award-nominated compilation, Peter
Case returns on Tuesday (17) with his
own new Vanguard release, Beeline.

In 2001, Avalon Blues, the Case-
helmed Vanguard salute to blues
singer/guitarist Mississippi John
Hurt, scored a Grammy nod for best
traditional folk album.

Case says making that album
“kept me busy. That thing was a trip,
a whole other side of music for me—
putting a whole package together,
and getting all these different peo-
ple to be on [it], and all that stuff.
That was nothing like writing songs.
It was sort of like another activity of
the brain.”

The Los Angeles-based singer/
songwriter, who released Flying
Saucer Blues on Vanguard in 2000,
had simultaneously hit a fallow writ-
ing period; he says that after his
father died in early 2000, he didn’t
pen a song for a year.

“I guess it was later on in 2001
that it all started to open up again,
and I started making up songs,” he
recalls. “I didn’t set time aside and
sit down, "cause I'd sorta given up on
all that. I just had guitars around,
and I'd pick 'em up.

“I had this cassette player I got
from Radio Shack—it’s kinda the
way I did it when I was first starting
|his '70s-'80s band] the Plimsouls,
where you just turn on a recorder
and sing into it, 'cause you don’t
know anything else to do. And that’s
what I did. I'd just sing the stuff live
in the living room or in the kitchen
or at somebody’s house, and tape it,
and then learn the routines that
were pretty good back off the tapes.
For a couple of '’em, I wrote a few
more lyrics to '’em . . . It was very
spontaneous, which I think is a good
way to work.”

Produced by Andrew Williams,
Beeline was quickly recorded, most-
ly live, at Travis Dickerson’s studio
in Chatsworth, Calif.

Case is backed on the album by
his working band of bassist Dave
Meshell and drummer Sandy Chila.
The musician’s 27-year-old son,
Joshua, also appears; it marks their
first recorded work together.

“It’s exciting to me, because what
he does is so cool,” Case says of
Joshua. “On the first song [“If You
Got a Light to Shine”], he’s playing
a Mustang bass with a slide bar.
Then he runs it into some mangler,
chops it into a million pieces, and
turns it into this Middle Eastern-

sounding, snake-charmer worm of a
thing. He’s doing that kind of stuff
all the time. He’s not on the basic
tracks, but he came in, and had a lot
to do with how the record got fin-
ished . . . He’s brilliant, man.”

Beeline’s songs, published by
Peter Case/Trumpet Blast Music/
Music & Media Int. Inc. (BMI), rock
harder than some of Case’s more
folk-inflected recent work, and
reflect a wealth of influences,
including Middle Eastern and Indi-
an sounds.

He says, “My thing is a combina-
tion of all this different kind of

music that moved me, so it’s blues
and '60s rock’'n’roll and pop and
certain Irish ‘celtabilly,” we call it.
And definitely a kind of ‘worlda-
cana’ vibe to it, like my bass player
said. I don’t really call it that. It’s
like American blues and world
music all put together.”

Vanguard VP of sales & market-
ing Dan Sell says the label, which
has released the track “Some-
thing’s Coming” to triple-A radio,
will kick off Beeline with a series of
road dates.

“We're doing radio/in-store
events in every market we're going
into.” says Sell. “We’re going to go
down to Austin and do an in-store
at Waterloo Records. We'll do a
KGSR/Waterloo event. Then we're
going to Louisville right after that,
and we're going to do something
with WFPK and Ear X-tacy; then
we'll go to Washington, D.C., and
we’'ll do something with WRNR
and Tower Records there; then
we’ll go into Philadelphia, and
we’ll do something with WXBN
and Tower there.”

Ear X-tacy owner John Timmons
says of Case, who has played at the
store in the past, “It’s a great time
for him right now. He has his fan
base here, whether it’s because of his

in-stores here or support from
WFPK. Everything’s lined up for
him. I think this is going to be one
of his better records for us.”

Vanguard is also creating some
special promotional tools for Bee-
line. “We're doing what we call a
Bee Sides sampler,” Sell says.
“We’re making 3,000 of these lim-
ited-edition samplers. What we're
going to do is belly-band these to
the full-length at all Coalition of
Independent Music Stores and
Music Monitor Network stores
across the country.”

The sampler will include two
tracks from Case’s independently
released album Thank You St. Jude,
an alternate version of the Beeline
track “Gone,” and the previously
unreleased song “Watch Out.”

Sell adds, “We’re releasing the
Bee’s Wax LF, basically to celebrate
Peter’s trip back to his more rock-
ing roots. We're issuing a limited-
edition vinyl LP of Beeline. Since
LPs are making a comeback, we're
going to sell it into indie stores that
are carrying this stuff, but we're also
using it as a promo item.”

Case, who is self-managed and
booked by Brad Madison of Mongrel
Music in Fairfax, Calif., will tour in
the fall to support the album.
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The Premier entertainment club has been providing a haven for
industry professionals since 1904

Roasting and Toasting the best in the business, not to mention opening their town house

doors for that socializing respite we all need these days

www.friarsclub.com

For more information call 212-751-7272
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Chevelle Returns
With Heavier
Album On Epic

BY CHARLES DAUGHERTY

Not content to remain on cruise-
control after the success of their
1999 debut, the hard-rocking broth-
ers of Chevelle are speeding ahead
on their sophomore effort Wonder
What'’s Next (Epic, Oct. 8).

Nurtured by their native Chica-
g0’s rock scene, Pete, Sam, and Joe
Loeffler put in years of self-taught
tenure before bursting out on the

college radio scene with the 1999 |

album Point #1 on Squint Enter-
tainment. Chevelle’s music was also
featured in formats ranging from
CD-Rom games to TV shows like

CHEVELLE

MTV’s Real World and Dawson’s
Creek. All of this led to their sign-
ing to Epic.

“What sets them apart from other
bands out there is how well their
sincere, passionate sound comes
across,” says Epic senior VP of mar-
keting Piero Giramonte.

Ben Goldman, the label’s senior
VP of A&R agrees, “Chevelle is a
band that can go all the way. Pete
has a beautiful voice, one you
rarely find in a rock band. They
play with great confidence. They
have a strong idea of how they
want to sound.”

Such praise is good news to Pete
Loeffler. “We’ve come a long way
since the days when we were all un-
derage and slipping into the side
doors of downtown clubs. We've
even come a long way since our first
album. Since recording Point #1,
we’ve been touring with some very
heavy bands, and in turn, our sound
has gotten heavier.”

The new album’s first single, “The
Red,” is currently getting airplay on
mainstream and modern rock sta-
tions; it’s bolstered by a video
directed by Nathan “Karma” Cox
(Linkin Park, Disturbed, Static-X,
System of a Down). Chevelle wraps
up touring with Ozzfest in Septem-
ber, with an eye toward a fall tour of
their own.

Chevelle is managed by Rose
McGathy at Mean It! Management
and Bill McGathy at In De Goot in
Chicago.
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Doug Martsch Gets Bluesy On Warner Bros. SoIo Bow

Slide Guitar-Laced ‘Now You Know’ Puts Built To Spill Frontman In A More Intimate Setting

BY JONATHAN COHEN

For Built to Spill’s Doug Martsch,
what began as a few fun riffs to play
while practicing guitar ultimately
evolved into the material for his solo
debut, Now You Know. The set has
been finished for more than two years
but will finally see release Tuesday (17)
on Warner Bros.

In contrast to Built to Spill’s elec-
tric guitar epics, Now You Know offers
a decidedly more intimate listen,
thanks in part to having been record-
ed at Martsch’s home studio in Boise,
Idaho. The bulk of the tracks are built
around blues-influenced riffs and slide
guitar overdubs, with occasional added
color provided by keyboards, cello, or

THE ULTIMATE RESOURCE FOR

TOURING BANDS & MUSICIANS
BILLBOARD'S 18TH EDITION OF THE

Musiciaft’s Gvide to
Tevritig arid Pretuetiort
INCLUDES:
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* Music services directory

* Music industry wehsites

* Tape/disc services

 PLUS—Road nightmares of the stars
¢ And much more

EXCLUSIVE COVER STORY:
What every artist must know
about A&R!

Only $15.95 — $18.95 overseas.
(includes shipping)

Order by phone 800-407-6874 or on our website
www.musiciansguide.com

BDMG2002

Order Your New E-Class Today!

New generation £320 & E500 arrive September
2002. New sporty design. New roomier cabin.
Superb performance. Superior safety-8 airbags.

Mercedes-Benz

ALEXx LivADAS

House of Imports ¢ (714) 562-1134
| Why did Team Livadas sell over 1000 new
Mercedes in the last three years? We make it
easy to buy a Mercedes. Call Alex Livadas at
(714) 562-1134 and we'll bring your new
Benz to your office.

HOUSE OF IMPORTS

the assistance of a local rhythm sec-
tion. He even played drums on some
tunes.

“I had no intention of making any
songs for any release at all,” the artist
says of the set, which offers 10 origi-
nals alongside a cover of Mississippi
Fred McDowell’s “Jesus.” “But over
time, 1 wrote little
parts just to prac-
tice or for things
to do. All of the
songs, even the
ones with the
band, were written
that same way. It
was never consid-
ered Built to Spill
territory at all.”

While Martsch’s
slide work found
its way onto a
handful of songs
from Built to
Spill’s 2001 album
Ancient Melodies
of the Future,
there’s little else in
his catalog resem-
bling “Offer” or
the positively
jaunty gems
“Gone” and “Window.” Listeners ac-
customed to the Built to Spill sound
will revel in the aptly named “Instru-
mental,” which struts like vintage Neil
Young, or “Impossible,” which works
itself into a tense ball of layered gui-
tars and drum rolls. Martsch’s songs
are published by BMG Songs/All
Smiles (ASCAP).

Just a few years ago, Martsch had to
be talked into agreeing to occasional
solo performances in and around
Boise. But after a successful, short

\.:&

MARTSCH

West Coast solo tour last fall, he gained
the confidence to launch a full trek
supporting Now You Know, booked by
Steve Kaul at the Agency Group in Los
Angeles. A new trek begins Oct. 5 in
Minneapolis.

Despite its new musical forays, the
set is a good bet to take hold in the
indie rock world,
where Built to
Spill have reigned
for years. “It's
exciting for us to
introduce him to a
whole new crowd
of people who may
not have had the
time to listen to all
his stuff,” says Tim
Johnstone, direc-
tor of marketing
and promotions
for Boise’s Record
Exchange.

Martsch, whose
past shows at
Record Exchange
have drawn up-
wards of 500 fans,
will again perform
at the store on
street date. “The
goal is to expand that existing base to
a larger audience,” says Warner Bros.
national promotions director Julie
Muncy.

Buit to Spill fans fear not: Martsch
says he expects the band to begin
recording a new set next year. Asked if
the homespun sound of Now You
Know may influence future sessions,
he admits, “We're not going to be a
blues band, but you can’t avoid putting
in some things you've learned from lis-
tening to that music.”

BUENA PARK e CALL ALEX 1-800-637-2333 Ext. 1134
www.TeamMercedes.com

Successful Sisters. Canadian sibling duo Tegan & Sara are earning rave reviews
for their new Vapor set, If It Was You (issued Aug. 20). With such wonderfully
catchy, should-be hits as “City Girl” and “Not Tonight,” the set fully delivers on
the promise of 2000's This Business of Art, the Vancouver-based act’s U.S. debut
and second effort overall. Looking back on the making of the new album, Tegan
Quinn says it seems that she and her sister were fortunate that This Business of
Arf wasn't a huge commercial success. In the past year, the Quinn sisters have
been able to settle into their new lives as professional musicians while making
an album for themselves and no one else, Tegan says. “Because the last record
wasn't a big Billboard hit, there was no one calling us, saying, ‘You better come
up with a No. 1,” " Tegan says. “We're not Britney Spears, so there was no toe-
tapping, no pressure.” The group recently scored the opening slot on lauded
singer/songwriter Ryan Adams’ upcoming U.S. tour.

113th
AES

Convention

| Los s Angeles |

f ‘WQi‘ksl}'op,‘s
_teurs

eﬂublts

212-661-8528
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STORYTELLER: It’s always a pleas-
ure to watch an artist of immense
promise grow and continually hit
the creative mark. Unfortunately,
it’s an all-too-rare treat, too. But
Daniel Link can easily be counted
among the few.

The Austin, Texas, singer/song-
writer ends a three-year absence
from public view with Ghost Sto-
ries, a sterling collection that firm-
ly expands upon the sound dis-
played on his self-titled debut.

Once again, Link serves up
heartfelt acoustic-rock that con-
jures immediate images of Count-

ing Crows, Jackson Browne, and
James Taylor. But once listeners
scratch past the surface, they’ll dis-
cover an artist who is honing his
own distinctive voice and sound.
Link is clearly a product of his
undeniable influences. The ele-
ment that sets him apart from
other similar young artists is that
he’s not leaning too heavily on his
influences. Rather, he’s using his
influences as a springboard to fully
develop himself.

Ghost Stories also shows Link
rocking a little harder than he did
on his last project. It’s a move
that provides an appealing con-
trast to the vibrant, textured
poetry that his lyrics often can
be. Cuts like “Tangled,” “Good
Life,” and “Storm In My Heart”
have a nice hard edge that work
well when taken on a purely
musical level, but they deliver far
more to those who listen for
more than a solid beat, sweet har-
monies, and sharp guitarwork.
Those listeners also get a careful-
ly drawn series of songs that fol-
low a specific storyline—a ghost-
ly one, if you will.

“The ghost is that part of us that
has been forgotten,” Link says.
“That essential essence of ourself.
But because of the dark things that
happen in life, we sometimes for-

|

get who we really are because we ]
build walls to protect us. Some-
times we protect ourselves too |
well. We become angry, cold, and
distant. But that ghost deep inside
us is there haunting us, trying to
come back and trying to remind us
of who we really are and what we
are capable of doing.”

Link spent a year meticulously
crafting the songs that would be-

come Ghost Stories. Despite his in- |

tent to make a technically sharp
record, he had a fairly loose, com-
munal approach to working in the
studio.

“I chose my players based on their
talent, intuition, and compatibility,
he says. “They are all excellent
musicians. [ believe that allowing
them to be creative artists is the
best way to get the best perform-
ances from them.”

They’ve also apparently urged
Link to perform to peak capability.
He more than shows improvement
on Ghost Stories; he shows that
he’s now a serious contender for
national attention. If you need
proof, check out one of the shows
on his upcoming tour. If justice
and art prevails, Link is an artist
whom you’ll be hearing quite a bit |
of in the coming months and years.

For more details, contact 512- |
821-3245 or Link2Song@aol.com. '

MUSIC FOR ALL SEASONS: Jason
Liebman has been succeeding at
the seemingly near impossible in
recent times. He’s been building a
consistently larger audience with-
out confining himself to one spe-
cific brand of music. Rather, he’s
proven to be an engaging artist
capable of darting from acoustic-
leaning troubadour to blues-jam-
mer to flat-out rocker with consid-
erable ease.

Liebman has just completed his
fine first disc, The Driest of All Sea-
sons, a set that is earthy enough in
its execution to attractive grass-
roots-oriented listeners, while also
being smooth enough to possibly
draw some much-deserved major-
label A&R attention.

More than anything, the project
positions the videogenic young
New Yorker as a multifaceted artist
capable of being completely self-
contained in the studio as a strong
producer, arranger, and musician.

Liebman will spend the fall pro-
moting The Driest of All Seasons,
and playing gigs along the East
Coast. Grab the chance to see him
strut his stuff live.

For additional information, con-
tact jason@jasonlmusic.com.

Woman on the Verge. Motown new-
comer Jene is making friends at
radio with several cuts from her de-
but, Jene’s Reigr, which was pro-
duced by Allen “Allstar” Gordon and
Full Force, among others. It's a
dream come true for the artist, who
says that “singing has always gotten
me through life; the good times and
the difficult. I’s the most important
thing in my life.”

At Seventeen. Slblmg act the Beu S1sters are making mroads with “I Was
Only (Seventeen),” the first single from their eponymous S-Curve/Virgin
debut. The project features songs written and produced by such industry
heavyweights as Steve Greenberg, David Kahn, Stephen Lironi, and Mark
Hudson, among others. All of this is a long way fram the mid-"90s, when
they were struggling to get started. “We had na money,” group member Can-
dice Beu says. “We stuck together through it all.” Pictured, trom left, are

Danielle, Candice, Jilaine, and Christie Beu.
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BMG Gives
Spoonful Sets
Just Due

BY SEAN EGAN 1

“I've often talked to our manager {
at the time and said ‘Man, if only we |
hadn’t discounted Elektra as a folk |
label, we probably would have had
reissues that made sense, thought-
ful repackages and so on.” Instead
we had a girl sucking a lollipop: the
Lovin’ Spoonful. Oh great.”

John Sebastian, the frontman and
chief songwriter of the Lovin’
Spoonful, is expressing his anguish
over the way that his former group’s
legacy has been mistreated ever
since their original label Kama
Sutra went bankrupt. Their decision
to sign with this new indie in 1965
had the unfortunate ramification of
their back catalog ultimately being

SEBASTIAN

reduced to greatest hit albums, few
of which were presented with care
or imagination.

Though the Spoonful racked up
12 top-20 Billboard chart hits be-
tween 1965 and 1968—their effer-
vescent style famously dubbed
“good time music”—they also
recorded several fine albums,
which, in contrast to the remaster-
ing projects accorded the oeuvres of
almost all their contemporaries,
have mostly been out of print for
decades.

This situation has finally been
rectified; their first two albums Do
You Believe In Magic and Day-
dream were reissued Sept. 10 by
BMG Heritage.

Of the “sloppy” releases that pre-
ceded BMG acquiring their cata-
logue, Sebastian says, “They would
cut out all the jug band music and
leave all of the things that I wrote.
Now that’s all fine and well for my
royalties and everything but the
band was a wonderful hybrid of
American musical styles and a lot of
that wasn’t as evident by these poor-
er reissues.”

The new CDs render the Spoonful
clearer than anybody has heard
them for a long while.

“We’re talking about 20-30 years
where the guys that were in control
were simply taking second and third
generation dubs and using those as
masters,” Sebastian explains. “So
this was a real victory for those of
us that really wanted to hear it the

way it was done originally.’

LV # . ;
TIME OF THE SEASON: Harmonia
Mundi USA launched its fall release
schedule last week when its in-
house label issued Arias for
Farinelli Sept. 10. The disc marks
the recital debut of the thrilling
young Alaskan mezzo Vivica
Genaux, joined by conductor Rene
Jacobs and the Akademie fiir Alte
Musik in a collection of dazzling
arias composed for the titular Ital-
ian castrato. In October, the label
will issue Missa Mexicana, a deli-
cious sampling of early music from
Mexico performed by Andrew King
and the Harp Consort, while
November sees the release of Call
of the Phoenix, a collection of

15th-century English music per-
formed by the Orlando Consort.

=

|

‘ harmonia mundi usa |

DISTRIBUTION |

Additional key releases from the
distributor this month include
Jordi Savall’s world premiere
recording of the Vivaldi opera Far-
nace on the Alia Vox label; a new
pairing of Steve Reich’s Tehellim
and Desert Music performed by the
ensembles Alarm Will Sound and
Ossia on Cantaloupe; and a fiery
rendition of Shostakovich’s Sym-
phony No. 11 conducted by
Mstislav Rostropovich on LSO
Live. In October, pianist Marc-
Andre Hamelin performs works by
the unsung American maverick
Leo Ornstein on Hyperion, and cel-
list Peter Wispelwey offers the
Brahms sonatas on Channel Clas-
sics. November highlights include
flutist Camilla Hoitenga’'s jaw-
dropping disc of works by Finnish
composer Kaija Saariaho on Naive
and the roll-out of the newly res-
urrected Louisville First Edition
label.

Turning to the Koch Entertain-
ment roster, violinist Mark Kaplan
steps into the spotlight on Koch
International Classics this fall: A
Sept. 24 release finds him per-
forming concertos by Stravinsky
and Berg with the Budapest Fes-
tival Orchestra, while on Oct. 22
he’s backed by the Barcelona Sym-
phony in works by Lalo and Manen.
Nov. 26 will see the release of Oedi-
pus Rex, volume seven in Robert
Craft’s highly regarded Stravinsky
cycle.

Among the other labels distrib-
uted by Koch, Chandos continues
Richard Hickox’s new Vaughan
Williams symphony cycle with the
September release of his Sympho-

ny No. 3. Black Box issues a disc of
Michael Nyman’s string quartets,
while Ondine presents the pre-
miere of Saariaho’s Graal Theater
in its chamber orchestra version.

Koch will release a Chandos disc
of film music by Vaughan
Williams, the first volume in a new
series, Oct. 8. Among the remain-
der of the distributor’s offerings
for that month, due on Oct. 22, are
a Bolshoi Theater recording of
Prokofiev’s opera Story of a Real
Man on Chandos and former Kro-
nos Quartet cellist Joan Jeanre-
naud’s solo debut, Metamorphosis,
on New Albion. November high-
lights include a new recording of
Morton Feldman’s vast String
Quartet No. 2 performed by the
Flux Quartet on Mode and two
vocal gems from Ondine—a
Christmas collection from Karita
Mattila and a performance of Hugo
Wolf’s [talian Songbook by Soile
Isokoski and Bo Skovhus.

Distributed by Qualiton Imports,
the Bis label presents Tadaaki
Otaka and the BBC National
Orchestra of Wales in a dreamy
program of works by Takemitsu in
September. October will see the
same label’s release of Nielsen's
Symphonies Nos. 3 and 4 per-
formed by the BBC Scottish Sym-
phony Orchestra led by Osmo Vin-
ski, as well as a disc of works
inspired by Far Eastern themes, by
composers Chen Yi, Alan Hov-
haness, and Thea Musgrave, per-
formed by the Singapore Sympho-
ny with soloist Evelyn Glennie.
Among other Qualiton labels, in
November Glossa issues a record-
ing of the Boismortier rarity Daph-
nis and Chloé, performed by Hervé
Niquet’'s Concert Spirituel, and
NMC offers a disc of orchestral
works by Musgrave.

On Oct. 1, Allegro Corporation
issues Haydn’s opera La Fedelta
Premiata, the final recording by
conductor David Golub, on
Arabesque, as well as magisterial
pianist Vladimir Feltsman’s new
recording of Bach’s Clavieriibung,
Part 1 and Six Partitas on the
Urtext label. Elsewhere, Michael
Tilson Thomas and the San Fran-
cisco Symphony perform Mahler’s
Symphony No. 1 on their own SFS
Media label, due on Tuesday (17).
Andante’s highly anticipated first
official release of Bruno Walter's
1937 Salzburg Festival Marriage of
Figaro is due at long last on Sept.
24. On Oct. 1, Albany releases a
Houston Grand Opera recording of
Daniel Catan’s opera, Florencia en
el Amazonas, and on Oct. 29,
Capriccio issues a disc of Karl
Amadeus Hartmann’s Concerto
funebre and Symphonies Nos. 2
and 4, led by James Conlon.
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OCTOBER 10 - 11, 2

The Hollywood Reporter and Billboard join
forces for a 2-day event examining the role of
music in film and television.

This event provides a dynamic networking
opportunity for executives who create fim and
television content to meet and exchange
ideas with suppliers of music for future projects.
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ROBERT KRAFT
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ANATOMY OF A FILM:

From music to sound effects, this examination of
“DRUMLINE,” the upcoming Fox feature film,
will deconstruct the process from start to finish with
the film’s creative team.
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O SOUNDTRACK, WHERE ART THOU?
As the cost of acquiring music rises, we'll look at the tough choices
soundtrack producers and music supervisors face in compiling music
collections that balance creative and commercial values.

PRIME-TIME TV: THE NEW RADIO:

Prime-time TV is increasingly an essential platform for showcasing
new artists and potential hits. We'll explore the success stories
and the mutually beneficial ways music and TV can work together.

THE COMPOSER-DIRECTOR RELATIONSHIP:
In this freewheeling dialogue, a top director and composer will
describe the collaborative process and the special challenges

of mating music to filmed and televised entertainment.

GETTING IN SYNC: Music supervisors are always looking for
that musical diomond-inthe-rough. Record labels and music publishers
control catalogs that are good as gold. This session on the fundamentals
of music licensing will examine how these two worlds are making
beautiful music together.
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with top film, television, and music executives over drinks,
food, and music!
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FLYING SOLO: It's always interesting
to see how someone who is part of
a successful group will approach a
solo album. In the case of Avalon’s
Jody McBrayer, the talented young
vocalist uses his newfound freedom
to explore different sides of his
musical personality. Aptly titled
This Is Who I Am, the Sparrow
Records album finds McBrayer
demonstrating that he has the
chops to tackle a variety of styles,
from buoyant pop to house-trance
to R&B and salsa, the last of which
an homage to the Spanish roots on
his mother’s side of the family tree.

McBrayer credits his father, who
passed away in 2000, with encour-
aging his solo effort. “My father was
a huge Avalon fan, but he'd always
say to me: *"When are you gonna do
a Jody record? I want a record of
just Jody songs.” It was glimmer of
a thought with me, but I never real-
ly took it seriously because I was
very happy being in Avalon—con-
tent just doing that.”

Though he's as committed as ever
to Avalon, McBrayer began thinking
more about a solo record because
there were so many things he want-
ed to say after his father's death.

“When he passed away, [ had a
sense of urgency—I needed to do
more. [ felt that I wasn't getting any
younger. Life is a flash in the pan.
We're only given so many days to
say with our hearts and our minds
the gifts God has called us to say,
and I felt like the time was now,”
McBrayer says. “Personally, there
were some things in my heart I
wanted to share. When you sing in
a group, you sing things corpo-
rately you can all agree on, but
there are things that are just per-
sonal. You can't force those beliefs
or thoughts on three other people
and make them sing songs that you

by Deborah Evans Price

want to sing. There are things you
have to say for yourself.”

One of Avalon’s key strengths has
always been great songs. McBrayer
demonstrates that same attention to
quality material. In addition to draw-
ing from some of Christian music’s
top songwriters, he emerges as a
writer himself, co-writing nearly
every cut. He credits the late Grant
Cunningham, then Sparrow’s VP
of A&R, with encouraging him to
find his own voice as a writer. “He
said: ‘If you're gonna do this, you
need to be involved in what the
record says and you need to take
ownership of it,” " McBrayer says.
“We would lock ourselves in a
room at EMI together and write.
We co-wrote several of the songs
on the record.”

McBrayer says that Cunningham
also found the last cut they recorded
for the album. Looking for one more
song, McBrayer told Cunningham he
wanted “the gospel set to music.”
Cunningham found “To Ever Live
Without Me,” penned by Joe Black,
Chad Chapin, Blake Smith, and
Brian White. “It said everything I
wanted it to say, exactly the way I
wanted it to be said,” McBrayer says.
“I was just blown away.”

Other artists had wanted to cut
the song, but Cunningham (who
had overseen A&R for all the previ-
ous Avalon albums) placed it on
hold first and secured it for McBray-
er's album. “He was thrilled, and I
said: ‘Grant, thank you so much for
working on this, it's going to be
great.” And that’s the last time I
spoke to him, because he was on his
way to the soccer game, where he
had his accident. Four days later he
passed away.”

McBrayer admits finishing the
record was bittersweet, but he's
pleased with the final product. “As
much as I was doing this record for
myself and for my dad,” McBrayer
says, “now it's even more impor-
tant, because I wanted to do it for
Grant. He was as passionate about
it as [ was.

“I feel like I was true to what he
wanted this record to be,” McBray-
er says. “That was important to me.
I think he would be very nroud of it,
and that makes me feel good.”

NEWS NOTES: Sparrow is partnering
with DreamWorks Records to take
Lifehouse’s sophomore album,
Stanley Climbfall, to the Christian
Booksellers Assn. market. The single
“Spin" is already getting airplay on
Christian hit radio and rock radio.

Furious? Opens
U.S. Office
In Nashville

BY DEBORAH EVANS PRICE
NASHVILLE—U.K.-based Furious?
Records has opened an office in
Nashville, which will be headed by
former Squint Entertainment
chief Hugh Robertson. Furious? is
the label home for Delirious, All
Star United, and worship leader
Graham Kendrick.

Furious? was formed 10 years ago
by the members of Delirious and
manager Tony Patoto, currently
serving as the label’s CEO. Propelled
by Delirious’ modern approach to
worship music, the fledgling op-
eration quickly gained momentum
—going from selling a couple hun-
dred CDs at school functions to
being a driving force in the bur-
geoning British worship movement.

Prior to opening the Furious?
Records USA office, the label part-
nered with EMI Christian Music
Group's (EMI CMG) Sparrow Rec-
ords in 1997 for marketing and dis-
tribution in the U.S. EMI CMG's
Chordant Distribution will contin-
ue to distribute Furious? Records.

“The label’s ability to keep a firm
hold of its guiding principles is a tes-
tament to the grace of God,” Patoto
says. "We have always dreamed big,
and now it’s time for us to spread the
good news in the U.S.”

Furious? Records USA will bow with
three new releases Nov. 19: Touch, the
fifth studio release from flagship act
Delirious; Revolution, the first album
from All Star United in nearly four

years; and What
I Grace, the lat-
est from singer/
songwriter Gra-
ham Kendrick.

“I was in-
volved at the
beginning of
the U.S. launch
of Delirious,”
Robertson says. “From that very first
meeting with the band, it was clear
that there was something powerful
and unique going on with this group.
They have been an inspiration to
hundreds of other artists and to mil-
lions of people through their songs.
Anytime you can work with people
who are this gifted musically and
have the potential to impact people
personally—that’s why we're all in
this business, isn't it?”

Don Heap has been hired as mar-
keting manager for Furious? Records
USA, and Monique Valdez has been
hired as marketing coordinator.
Heap will handle marketing efforts
for the U.S. arm in both the Christ-
ian Booksellers Assn. and general
markets. Heap was previously an
account executive for Chicago-based
strategic marketing firm Lighton,
Colman, Brohan, and Davis.

Furious?
Record

In fhe
Spirit.

WINANS JOINS VERITY RECORDS: New
York-based Verity Records’ galaxy of
stars just got a little bigger with the
addition of Vickie Winans.

After months of speculation, Wi-
nans, who had been without a deal
since the folding of Tommy Boy Gospel,
signed with the label late last month
and is in the process of putting the final
touches on her first release in four
years.

A single, “Bringing It All Togeth-
er,” is slated for November. “This will
not only be my best album; this is, 1
believe, the best label for me,”
Winans says. “I am absolutely ecstat-
ic to be a part of the Verity Family.
Even before I was signed with this

| great company, I've always admired

the excellence, ability, and tenacity
Verity uses to further the message of
Jesus Christ in song.”

Dubbed the “queen of contempo-
rary gospel,” Winans is one of the
genre’s most sought-after artists. “I'm
a living witness that it’s not about
being as good as your last album,” says
Winans, who calls the shots as presi-
dent of her Detroit-based manage-
ment company, Viviane. “It's been over
four years since I've had a record out,
and I'm still gigging 17-18 dates a
month. That’s what a relationship
does. Just be nice and sweet and give
‘em all you've got.”

The CD was a family affair for Wi-
nans, who shares producing credits
with her 23-year-old son, nicknamed
“Coconut.” “The material is straight
gospel, but it’s family-oriented. I tar-
geted it to youth, although there's a lit-
tle something for everyone and every
age. There’s even a track written for me
by Brent Jones (of the TP Mobb) that
centers in on the theme of abstinence,
called ‘I Promise.” ”

“She has an incredible ministry, is
an amazing artist, and a one-woman
enterprise. We are looking forward to
a long and prosperous relationship,”
says Verity Records president Max
Siegel, who expects to have Winans’

by Lisa Collins

full-length CD out in March 2003.

But for the immediate future, Siegel
and his Verity staff will concentrate on
the live recording of Donnie Mc-
Clurkin, set to take place Sept. 20 in
Los Angeles at the West Angeles
Church of God in Christ.

A NEW THEORY ON EVOLUTION: The
recent success of the Evolution tour—
a limited-run concert tour featuring
Trin-I-Tee 5:7, Tonex, Ray Bady, and
Men of Standard—could start yet
another marketing niche for gospel’s
touring scene. The church-based tour,
which targeted youth while providing
an opportunity for younger artists to
spotlight their ministry sides, pro-
duced sellout crowds in cities like Dal-
las. The tour closed Sept. 14 in Miami.
Al Wash, who is preparing for the Sept.
27 kickoff of the gospel music indus-
try’s biggest tour to date, Hopeville
(featuring Yolanda Adams, Donnie
McClurkin, and Kirk Franklin), says
more such tours are in the works.

IN BRIEF: Recently released via Mala-
co Records is Dorothy Norwood's Live
at Home. Recorded by the trailblazing
gospel diva at Beulah Missionary Bap-
tist Church in her hometown of At-
lanta, the rousing, foot-stompin’ set
also features Albertina Walker, Melvin
Williams, and Rance Allen . .. Newly
released from the Jackson, Miss.-based
Juana Records is Professor Ronnie
Felder & the Voices of Inspiration
Community Choir of Brooklyn, New
York. The Aug. 20 release features
Bishop Albert Jamison, chairman of
the Gospel Music Workshop of Amer-
ica and was produced by Gospel An-
nouncers Guild chair Sam Williams
... The Mighty Clouds of Joy (Joe
Ligon, Richard Wallace, Johnny Valen-
tine, Ron Staples, and Tim Woodson)
made their Light Records recording
debut Sept. 10. The release, I Want to
Thank You, boasts an A-list of gospel
producers and writers, including
Sanchez Harley, James Moss, Bebe
Winans, and Paul Allen. Lead vocalist
Ligon also gets producer credits on
three tracks . . . Twinkie Clark shows
she still has what it takes with the
recent top 10 chart debut of her new
CD. Twinkie Clark & Friends . . . Live
in Charlotte. 1t is her first release in
more than six years. Recorded live at
University Park Baptist Church in
Charlotte, N.C., earlier this year, it
unofficially marks a reunion for the
Clark Sisters (Jackie, Dorinda, and
Karen), who back Twinkie on the CD.
A more official reunion—in the way
of a concert tour featuring all four
Clark sisters—is in the works.
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Con Dios Takes Atypical Route

Christian Music Tour Boasts Fest-Type Atmosphere, Nontraditional Venues

BY SUSANNE AULT

LOS ANGELES—Even with an in-
creasingly crowded field of multi-act
Christian music tours out this fall, the
second annual Festival Con Dios tour is
carving its niche while riding a wave of
popularity for the genre.

Headlined by Audio Adrenaline,
other participating acts include
tobyMac, Mercy Me, Pillar, Tree 63,
the Benjamin Gate, Aaron Spiro,
Jeremy Camp, Sanctus Real, and
Everyday Sunday. The tour begins in
mid-September, with tickets priced
from $20-$27.

According to Nielsen SoundScan,
sales of Christian music are up 18% for
the first half of 2002 at a time when
most revenue for other genres have
fallen. At the same time, competition
among Christian concert tours has also
heated up.

The Michael W. Smith/Third Day-
headlined Come Together and Worship
Tour (Billboard, Sept. 7) and the Plus
One-headlining Pure Pop tour are
scheduled to be out at the same time
as Festival Con Dios. Also, the Al Wash-
promoted Hopeville gospel tour will hit
arenas this fall, featuring Kirk Franklin,
Yolanda Adams, and others. However,
Premier Productions and First Com-
pany Management, co-producers of
Festival Con Dios 2002’s 30 dates
between Sept. 13 and Nov. 3, are dis-
tinguishing their event by its mall/fair-
ground-fest atmosphere. This is instead
of a church or traditional concert
venue setting, where many of the tour’s
lead acts, including Audio Adrenaline,
would normally play on their own.

MAINSTREAM BRANDING

Adding such interactive elements as
sumo wrestling, laser tag, and jousting
should appeal to a wider range of con-
certgoers. Also, by playing such secu-
lar sites as Houston’s Greensport Mall
Oct. 26 and West Palm Beach, Fla.’s
Roger Dean Stadium Nov. 2, people not
traditionally attracted to Christian
music might want to check things out.
Few churches are in the routing.

Even so, “we want some main-
stream branding, definitely,” says Roy
Morgan, CEO of Premier, which is also
promoting many Festival Con Dios
shows. “Our modus operandi is to be
in the high-exposure areas. People are
going to stop, turn their heads, and
see what’s going on.”

Audio Adrenaline drummer Ben Cis-
sell explains, “On our own we'll play
60%-70% churches—with people sit-
ting in pews. But rock'n’roll is all about
sweaty jumping around.”

Cissell recalls that when he was in
high school, where a good chunk of
Festival Con Dios’ target audience
falls, “I wouldn’t have gone to a rock
concert at church. But at a mall—
common ground for everyone—it will
be a lot cooler.”

This formula was such a success last

year that Festival Con Dios is looking
at expanding from one to two days per
location in areas like Houston and West
Palm Beach. Plus, the concept has now
caught the attention of corporate spon-
sors, which help ensure the long-time
viability of an annual tour.

“[Candy maker] Chupa Chups is
looking at coming on. They see this as
a growth area—we’re getting to where
the youth of America are,” First Com-
pany Management president Wes
Campbell says, adding that Microsoft is
exploring how to get involved as well.

Fowco o
-

il s

10 ADRENALINE

“This [tour] goes after the audience in
a non-polarized way. This is one area
where Christian music is going beyond
speakers and preachers.”

A FESTIVAL OPPORTUNITY

Another key strategy in fueling the
tour is moving it into several markets
that normally aren’t large enough to
attract festivals. For example, new for
2002 are Spartanburg, S.C.’s Wacca-
maw Expo Center Sept. 13; Williams-
burg, Pa.’s Lycoming Mall Sept. 17; and
Lubbock, Texas’ Panhandle South
Plains Fairgrounds Oct. 20.

“Part of our vision is to provide a fes-
tival opportunity to a community that
hasn’t gotten that chance,” Festival
Con Dios director of operations Dave
Wagner says of these cities and others
that aren't exactly magnets for Ozzfest
or Vans Warped tour. He adds that ven-
ues give up their concession rights to
the no-alcohol, pro-soda Festival Con
Dios but nevertheless see big value in
hosting the tour. Essentially, facilities
charge a rental fee for the use of their
grounds (many times in their parking
lots) and do not have to do much else.

“There is relative ease in providing
their location for the tour. We bring in
a mobile stage, toilets—all these trav-
el with us,” Wagner says, explaining
that in another bonus, “they don’t need
a massive security presence” when
dealing with primarily Christian fans.

The Extreme Mobile Venue, boast-
ing a stadium-sized stage and 100,000
watts of sound, made its debut dur-
ing last year’s inaugural Festival Con
Dios and has since been used by Jes-
sica Simpson.

Beyond servicing the equipment,

there is the question of whether Fes-
tival Con Dios can supply the relaxed
environment that fest-goers crave,
without the alcohol or excessive
rowdiness. However, tobyMac be-
lieves he can kick off an event with
a Christian audience.

“My opening line is, ‘Let’s get this
party started,” " tobyMac says of the first
track from his debut solo album,
Momentum. “1 think it is absolutely a
party atmosphere, just not in the sense
that most people think a party is. We're
making music together. We're scream-

ing back and forth to each
i other, yet we are opening up
| and worshipping God.”
i Charles Dorris, head of the
{  William Morris Agency’s Chris-
tian department and agent for
Audio Adrenaline, points out
that theme parks do not seem
to have problems luring in
scores of people with a no-alco-
hol policy. And if anything, he
thinks, Festival Con Dios will
stand out for its inherent safe-
ty. “Like theme parks, parents
will start feeling comfortable
letting their kids go to Festival
Con Dios,” he says. “There
aren'’t going to be people there on their
sixth beer doing something that people
on their sixth beer do.”

Still, Dorris thinks fans will respond
to the music just fine, saying he “would
put Audio Adrenaline up against the
Goo Goo Dolls or Creed in terms of
style” and calls other participating act
Out of Eden “Christian music’s version
of Destiny’s Child.”

Dorris is convinced that Festival Con
Dios can ultimately grow into a post-
Lollapalooza (a fest that WMA co-cre-
ated). “We are the only fest going that
is about Christian music,” says Dorris,
expecting Festival Con Dios to beat its
last year attendance average of 2,500-
3,000 throughout 30 shows. “We’re
hoping this is what the long-term ben-
efit will be.”

Arguably, there’s room for many
Christian touring acts this fall, as they'll
roll out at the same time the country
commemorates the one-year anniver-
sary of Sept. 11. In fact, tobyMac was to
perform at Madison Square Garden’s
high-profile A Tribute to Grace and
Hope that night. “Nine-eleven defi-
nitely put people in a position where
they are thinking about what matters
to them. ‘What is God?’ Questions like
that are flowing around in people’s
minds,” he says. “Music isn't the
answer, but music can soothe and uplift
... I'm not shoving Jesus down peo-
ple’s throats—I want people to feel
free to come to the show whether
they believe in what I believe or not.”

Morgan explains, “Just think of it as
a carnival or state fair. You'll see Festi-
val Con Dios in the fall, maybe the fol-
lowing year there’ll be a spring leg—
and then it becomes an annual event.”

‘I[dol’ Tours America

Show’s 10 Finalists Set Out On 28-City Arena Trek

BY RAY WADDELL

NASHVILLE—Creative Artists
Agency and tour producers Met-
ropolitan Entertainment Group
believe the popularity of Fox's
summer sensation American Idol:
The Search for a Superstar will
translate into box-office muscle
with the American Idol Top Ten
Live arena tour, which begins
Oct. 8 at Cox Arena in San Diego.

Early on-sales indicate American
audiences are clamoring for more
after watching 20-year-old Texan
Kelly Clarkson clinch the deal live
Sept. 4. In a vote determined by
public phone voting, Clarkson won
out over 10,000 hopefuls, nailing
down an RCA recording
contract in the pro-
cess. RCA will
release a
compila-
tion of
songs
by the
10 final-
ists Oct.
1 and a
single and
album by Clark-
son Sept. 17 and
Nov. 26, respectively. Keep-
ing the immediate /dol fires burn-
ing, the 30 semifinalists will per-
form on a Fox TV special Sept. 23
from the MGM Grand Garden
Arena in Las Vegas.

Creative Artists Agency (CAA)
owns an exclusive to book the
upcoming tour, a 28-city trek that
wraps Nov. 20 at Key Arena in
Seattle. The tour is booked by
CAA’s Jeff Frasco and executive-
produced by Idol concept creator
Simon Fuller and his London-
based 19 Management. American
Idol was based on Fuller’s suc-
cessful British show Pop Idol,
which was followed up with a
sold-out U.K. arena tour.

“I've been working with Simon
Fuller a long time on things like
Annie Lennox and Spice Girls,”
Frasco says, adding that a U.S.
American Idol tour was always
part of Fuller’s plan. “His overall
plan is to create the new stars.”

GREEN BUT EXPOSED
Frasco says early on, most pro-
moters were “not initially” sold
on the idea of a major-market
arena tour by unknown amateur
artists whose first record had yet
to be recorded. “We had some
convincing to do, but the pro-
moters involved stepped up to the

table and believed in this.”
Although they will work with
both local promoters and arenas
in producing individual dates,
Metropolitan is the national pro-

moter of the tour. “Like any
tour, it was sort of a bid process,
but it’s also about who could do
the right promotion,” Frasco
says. “This is a long-term plan,
with [the series] on again next
year on Fox and other music
events planned. There are two
different music-related shows
Simon Fuller will have on the
air next year.”

Debra Rathwell spearheads
Metropolitan’s efforts.“We're
already on sale in Tampa [Fla.]
and Phoenix, and both dates are
doing great,” Rathwell says. Fras-
co adds that Internet pre-sales
Sept. 6 were “excellent.” Tickets

are priced at $25-$45.
Cities on the
route were
chosen by
analyz-
ing the
televi-
sion
show's
top -
rated
markets
and top 10
phone voting mar-
kets, combined with
workable routing.

The U.S. tour will feature solo
and ensemble numbers from the
10 finalists and will be similar to
what was showcased on the Sept.

4 season finale. It will boast lav- |

ish sets, costumes, and produc-
tion. Promotion began with the
Sept. 4 show and will include
media buys on top 40 and hot AC
radio, along with additional TV
and print buys.

Rathwell thinks the potential
demographic for the American
Idol tour is a broad one. “Fami-
lies spent the whole summer
watching this [TV] show, and we
believe it will be a great show for
families to see live.”

For CAA’s part, the Los Ange-
les-based agency has the prospect
of numerous film, TV, and tour-
ing opportunities from these and
future /dol stars, including Clark-
son. Frasco says, “We will proba-
bly book most of these [perform-
ers] as solo artists.”

The tour is also a nice piece of
business for Metropolitan, a com-
pany founded by John Scher 30
years ago and purchased by for-
mer rival Mitch Slater earlier this
year (Billboard, March 30). “We
got this tour through Mitch’s
connections—he’s the guy,” Met-
ropolitan president Tom Etter
says. “We’ve been really gratified
by how many people want to do
business with us following the
change in ownership.”
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BASS ACKWARDS: Clear Channel
Entertainment (CCE) and Miller
Lite team up again this fall for
another Rellim Tour, this time fea-
turing Filter and Trapt. The concept,
which turns venues “inside-out” to
link concert-goers with artists in a
unique way, bowed earlier this year
with a 19-city run featuring Tantric
and Trik Turner (Billboard, March
30). The first

by Ray Waddell

ney with Peter Frampton, a sellout
from Toby Keith and Montgomery
Gentry, Alabama with Jamie O'Neal,
Jimmy Eat World with the Juliana
Theory and My Chemical Romance,
and Meat Loaf & Friends with Den-
nis DeYoung. Ticket prices skewed
low, but attendance topped 50,000.
“It's very important to us fair-talent
buyers that our results det recog-
nized, because

time around,
Rellim was a
free, private
event with tick-
ets won from
radio promos.
This time, it is a
ticketed concert
at $10. The 11-

we really do
sell tickets,”
says Bonnie
Brosious, tal-
ent buyer and
marketing
director for the
fair, adding
that fairs pro-
vide a good al-

city club run
begins Oct. 2 at
Quest in Minneapolis and ends Oct.
19 at Chili Pepper in Fort Laud-
erdale, Fla.

The primary concept remains:
Fans enter the venue through a
“backstage entrance” and then pro-
ceed through the dressing room and
lounge areas, where they can play
instruments and games, eat free
pizza, and interact with band mem-
bers. The bands will enter the venue
the same way as the audience before
going onstage. “We changed the
model around this time, with about
half the tickets on sale to the public
and half given away by radio,” says
Rich Levy, VP of custom sponsor
tour creation, Clear Channel Enter-
tainment—Music, who says charg-
ing an admittedly nominal fee allows
producer, sponsor, and band to
attract fans committed to the bands.
“[Charging] lets us track it a little
better and make sure fans of the act
don’t get shut out. It also helped us
move to larger venues.”

Other CCE sponsor-driven events
featuring developing acts—includ-
ing Jaegermeister and Grey Goose
tours (with Bone Thugs-N-Harmo-
ny this fall)—will return in 2003, as
likely will the Rellim tour. “There is
nothing definitive yet |regarding
'03],” Levy says, “but this tour was
conceptualized and envisioned as a
long-term strategy, with Rellim as
its own branded entity associated
with the best in new music.”

JAMMING IN ALLENTOWN: The Great
Allentown (Pa.) Fair enjoyed a
healthy run with its headlining
grandstand entertainment, with
gross ticket sales of nearly $1.4 mil-
lion from eight concerts and a
motor event. Among the winners
were Alicia Keys with Floetry, Jour-

ternative for
touring artists. “There was so much
traffic in the sheds this summer that
I think some of the tours were trip-
ping over each other.”

NICE GRASS: Improvements to the
lawn area at CCE’s Nashville market
shed, AmSouth Amphitheatre, paid
off this year, according to GM Mike
Dugan. The venue spent more than
$300,000 making the lawn more
accessible to concert-goers. Opened
as Starwood Amphitheater in 1985,
AmSouth was one of the prototype
sheds of PACE Concerts in the early
amphitheater building boom. The
steep hill and unwieldy rear con-
course is now a thing of the past.

“We graded the whole lawn, re-
moved the retaining wall, and con-
nected the plazas so you can walk
all the way around the rear con-
course now,” Dugan says. AmSouth
enjoyed increases in both at-
tendance and per-capita spending
this year. The season began April 13
and wraps the weekend of Oct. 4-5
with Aerosmith and Stephen Cur-
tis Chapman, respectively.

CHEERS: Ontario-based Labatt
Breweries has entered into a deal
with the City of London, Ontario,
and Global Spectrum for naming
rights to the new multi-purpose
arena in downtown London. The
venue will be called John Labatt
Centre, in honor of Labatt’s
founder, John Kinder Labatt. The
deal was negotiated by Front Row
Marketing Services, a division of
Global Spectrum. The $45 mil-
lion Canadian arena includes 38
luxury suites and a seating capac-
ity of 2,800 for theater produc-
tion, 9,100 for hockey, and 10,000
for concerts.

Ants, Mansfield, Mass.

$3,089.844
$71.50/$36.50

59,606 three shows

VENUE/ GROSS/ ATTENDANCE/
ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER
AEROSMITH, KID ROCK, RUN-D.M.C. Tweeter Center for the Performing 59,256 Clear Channel

Entertainment

Aug. 22, 24,26 one sellout
AEROSMITH, KID ROCK, RUN-D.M.C. Tommy Hilfiger at Jones $1.843,098 26,904 Clear Channel
Beach Theater, Wantagh, N.Y.  $90/$45 28,058 two shows Entertainment
Aug. 28, 30
'THE WHO, ROBERT PLANT Tweeter Center, $1,545,692 25,037 Clear Channel
Tinley Park, 11l $152.50/$32.50 28,645 Entertainment
Aug. 24
BRUCE SPRINGSTEEN & THE E Gund Arena, $1,470,150 19,602 House of Blues Concerts
STREET BAND Cleveland $75 sellout
Aug. 14
" DAVE MATTHEWS BAND, UMB Bank Pavilion, $1,409,020 38,898 ~ Clear Channel
COREY HARRIS Maryland Heights, Mo. $46.50/831.50 42,000 two shows Entertainment
Aug. 26-27
JIMMY BUFFETT Alpine Valley Music $1,285.176 35,198 Clear Channe!
Theatre, East Troy, Wis. $57.75/$27 sellout Entertainment
Aug. 24
THE WHO, ROBERT PLANT PNC Bank Arts Center. $1.176.971 15.490 Clear Channel
Holmdel. N.J. $153.75/839 16,988 Entertainment
Aug. 30
OZZFEST: OZZY OSBOURNE, SYSTEM  Shoreline Amphitheatre, $1.161.807 22,797 Clear Channel
OF A DOWN, ROB ZOMBIE, PO.D., Mountain View, Calif. $75.25/$40.25 23,054 Entertainment
TOMMY LEE, ADEMA, & OTHERS Aug. 24
THE WHO, ROBERT PLANT _Polaris Amphitheater. $1,151,123 17.215 Clear Channel
Columbus, Ohio $156.50/334.50 20,000 Entertainment
Aug. 28
OZZFEST: OZZY OSBOURNE, SYSTEM Auto West Amphitheatre. $1,090.008 19.384 Clear Channel
OF A DOWN, ROB ZOMBIE, PO.D., Marysville, Calif. $75.50/$45.50 19,711 Entertainment
TOMMY LEE, ADEMA, & OTHERS Aug. 25
DAVE MATTHEWS BAND Tweeter Center, $1,062.740 28,603 Clear Channel
Tinley Park, III. $46.50/$31.50 28,625 Entertainment
Aug. 29
CHER, CYNDI LAUPER Philips Arena, $944,256 13.848 Clear Channel
Atlanta $79.75/$35.75 seilout Entertainment
Aug. 27
JIMMY BUFFETT Tommy Hilfiger at Jones $843,156 13,989 Clear Channel
Beach Theater, Wantagh, N.Y.  $75/$39 14,029 Entertainment
Aug. 27
CREED, JERRY CANTRELL. Hersheypark Stadium. $782.488 18,729 Clear Channel
12 STONES Hershey, Pa. $48.50/$38.50 23,814 Entertainment
Aug. 24
THE WHO, ROBERT PLANT Verizon Wireless Music $736,786 14,001 Clear Channel
Center, Noblesville, Ind. $81.50/$30 24,188 Entertainment
Aug. 25
GIPSY KINGS Greek Theatre. $691.195 10.344 Nederlander
Los Angeles $115/$30.50 12,296 two shows Organization
Sept. 6-7 one sellout
| TOM PETTY & THE HEARTBREAKERS, Glen Helen Blockbuster  $689.568 16.883 Clear Channel
JACKSON BROWNE Pavilion, Devore, Calif. $60/$28.50 25,568 Entertainment
Aug. 24
CHER, CYNDI! LAUPER Bi-Lo Center, $647.319 10,733 Clear Channel
Greenville, S.C. $70.50/$50.50 sellout Entertainment
Aug. 28
KTU BEATSTOCK Tommy Hilfiger at Jones $631,110 1414 Clear Channel
Beach Theater, Wantagh, N.Y.  $65/835 sellout Entertainment
Aug. 17
— -
OZZFEST: O2Z2Y OSBOURNE, SYSTEM Coors Amphitheatre, $628,164 11,59 House of Blues Concerts
OF A DOWN, ROB ZOMBIE, P.O.D.. Chula Vista, Calif. $95.30/$75.30/$50.30 17,439
TOMMY LEE, ADEMA, & OTHERS Sept. 2
ELTON JOHN Bi-Lo Center, $624,668 12910 Clear Channel
Greenville, S.C. $60.50/$50.50/$40.50 sellout. Entertainment
Sept. 7
CREED, JERRY CANTRELL, Nissan Pavilion at Stone $507,257 11,572 Clear Channel
12 STONES Ridge, Bristow, Va. $52/$38.50 23,661 Entertainment, |.M.P.
Aug. 30
i EMINEM, PAPA ROACH, LUDACRIS,  Verizon Wireless Amphitheater, $496,894 17.028 Clear Channel
XZIBIT, X-ECUTIONERS Bonner Springs, Kan. $41.50/$24.50 18,310 Entertainment
Aug. 25
EMINEM, PAPA ROACH, LUDACRIS, Auto West Amphitheatre, $485,299 14,222 Clear Channel
XZIBIT, X-ECUTIONERS Marysville, Calif. $37/$26.50 18,500 Entertainment
Aug. 10
LA LEY Auditorio Nacio;l, $485,101 17,067 OCESA Presents,
Mexico City (4,851,010 pesos) 17,268 two shows CIE Events
Aug. 29-30 $58/$15
TOoOL, TOMAHAWK Xcel Energy Center. $483,627 13.0M Jam Prods.
St. Paul, Minn. 837 sellout
Sept. 4
LENNY KRAVITZ, PINK, Shoreline Amphitheatre, $482,662 11,381 Clear Channe!
ABANDONED POOLS Mountain View, Calif. $61.75/$21.75 22,000 Entertainment
Aug. 26
BOW WOW, B2K, IMX Great Western Forum, $481,058 14,10 Nederiander Organization,
Inglewoed. Calif. $35.75/$27.50 sellout Atlanta Worldwide Touring
Aug. 30
— .
TOM PETTY & THE HEARTBREAKERS, Coors Amphitheatre, $480,265 13,275 House of Blues Concerts,
JACKSON BROWNE Chula Vista. Calif. $55/330 18,892 Hal Lazareff Prods.
Aug. 25
KTU BEATSTOCK PNC Bank Arts Center, $468,523 15,424 Clear Channel
Hoimdel, N..J. $64.75/$13 16,988 Entertainment
Aug. 18
TOM PETTY & THE HEARTBREAKERS, Verizon Wireless Music  $466,445 14738 Clear Channel
JACKSON BROWNE Center, Noblesville, Ind. $54.50/$26.50 24,011 Entertainment
Aug. 14
CREED, JERRY CANTRELL, AmSouth Amphitheatre, $465,560 11,776 Clear Channel
12 STONES Antioch, Tenn. $50.50/$38.50 17,438 Entertainment
Aug. 17
LENNY KRAVITZ, PINK, Verizon Wireless $461,491 12,494 Clear Channel
ABANDONED POOLS Amphitheatre, Irvine, Calif. $67/$25 16,244 Entertainment
Aug. 27
VANS WARPED TOUR: BAD RELIGION, Comerica Park, $449,321 17,019 Clear Channel
REEL BIG FISH, MXPX, N*E*R*D, Detroit $30/$19.99 17,709 Entertainment
LAGWAGON, THE DAMNED, & OTHERS Aug. 18
EMINEM, PAPA ROACH, LUDACRIS, UMB Bank Pavilion, $442,120 16709 Clear Channel
XZIBIT, X-ECUTIONERS Maryland Heights. Mo. $41.50/$24.50 21,308 Entertainment

Aug. 24

Copyright 2002. VNU Business Media, Inc. Al rights reserved. 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
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Security Firms and Venues Beef Up
Security And Growd Gontrol

BY RAY WADDELL

Iways a tricky endeavor, the venue security
game has changed considerably since Sept. 11.
The stakes are now higher than ever.

The major concerns in the crowd-management

world used to be unruly fans, alcohol control,
drugs, moshing, stage diving and the occasional
concealed weapon. Today, those concerns are still

very much in place, but new buzzwords like
“dirty bombs,” “bioterrorism” and ““profiling”
have reared their ugly heads. Potential threats
can come from anywhere.

“Obviously, everybody is a little
more aware of what’s going on,”
says Bart Butler, president/CEO
of Nashville-based Rock Solid
Security. “And more money is
being spent on security. We're
doing far more searching and
actual profiling. If we see a sus-
picious person, we check it out a
lot deeper.”

Everyone is trying (o be more
thorough. “Since Sept. 11, we've
seen more and more people
worry about background checks,
entrances and exits,” notes Cory
Meredith, president of Siaff Pro
Inc., the Los Alamitos, Calif.-
based event-security firm. Mered-
ith serves on the International
Assn. of Assembly Managers
(IAAM) Safety and Security task
force. “T'here has also been a big
change in the way people look ai
metal detectors—they’re just

there to make people feel better.
Metal detectors don’t find bombs
and chemicals.”

GETTING IN AND OUT

Two immediate results ol height-
ened venue security are longer
lines and no more bags and back-
packs allowed in venues. Butler’s
company provided security at last
October’s Country Music Assn.
awards at the Grand Ole Opry
House in Nashville, and he says
the sccurity budget increased by
some 30 times what it previously
had been. “We searched every
person, box or case that came into
the building from a week out until
event day,” he recalls. “People are
far more aware of the need for

searching.”
Meredith agrees. “You just
don’t let stuff in,” he says. “And
Continued on poge TQ-+

ISSUE #3

eneral Admission Making A Gomeback

Improved Security Makes Things Easier For Big
Names Who Want Be Closer To True Fans

BY SUSANNE AULT

surfing and stage 1ushing. Yet the pctental danger of all of
the above isn’t stooping tour organizers from increasingly
incorporating this venue arrangement into their events.

Over the past few years, free-whezling GA seating has
matured from pure child’s play into an zdult susiness decision.
It’s not just youth rozk acts, like Limp Bizkit or Papa Roach,
who favor an open atrmosphere. Now there are some established
pop acts, historically fond of reserved seating for its older fans,
requesting GA pits on their tours.

If, for instance, facility managers hope to wco big-name artists
like U2, Creed and Bruce Springsteen, they’ll have to submit to
GA seating. These artists aren’t known for attrzcting mosh-happy
teens, but they nevertaeless want the beefed-up energy an entire
GA floor—or at least 1 sectioned-off GA pit—can generate.

ﬁ eneral-admission seating generally allews fer moshing, crowd

FANS COME FIRST
“What's happening is that a lot of groups are insisting upon
this,” says MassConcerts owner John Peters, noting, “Bruce
wants to have contact with people up f~ont. U2 wants fans up
close. ‘Traditionally, people with the mast money who get the
best seats [in a reserved environment] aren’t necessarily the best
Continued on page TQ-8

Bruce Springsteen
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Furopean Gompanies lake A
Harder Look At Growd Gontrol

Yet Another Festival Fatality
Prompts Review By JuLIANA KORANTENG

ONDON—The big outdoor

dance festival at the U.K. sea-

side resort in Brighton in July
should have given Karen Man-
ders the time of her life. Instead,
it saw the end of her life. There’s
no evidence that the 26-year-old
Australian music fan, who sus-
tained fatal injuries from a fall,
died as a direct result of the over-
crowded Big Beach Boutique,
where Fatboy Slim was the star
D]J. However, when the ticket-
less show attracted more than
250,000 revelers, instead of the
expected 60,000, it raised ques-
tions about the state of crowd
safety and security at Europe’s
ever-growing number of open-air
music festivals,

“That could be a typical exam-
ple of bad planning,” says Bert
van Horck, chairman of the Inter-
national Crowd Management and
Security Group and owner of
ShowSec International, an Anglo-
Dutch security company. *On such
occasions, you must be able to
ascertain the attendance levels.”

The fact is that European
concert-security companies have
started to respond seriously to
life-threatening accidents at festi-
vals. Unfortunately, they’re noth-
ing new, as nine fatalities at Den-
mark’s Roskilde Festival in 2000
demonstrated. The same year,
organizers of the U.K.’s popular
Glastonbury Festival were fined
more than $20,000 after 100,000
fans gate-crashed the event that
was already packed with 140,000
paying spectators.

Crowd safety became a heated
topic of debate in the Nether-
lands last year, following a series
of deaths and injuries in simitar
circumstances at three ditferent
places. They included the Dance
Valley festival near Amsterdam,
where the lack of public transport
led to panic among the 100,000
fans going home.

WHAT’S BEING DONE

Since the Roskilde incident, in
particular, the European live-
music industry has embarked on
region-wide and national initia-
tives to determine how to prevent
tragedies. But, as the Crowd Sate-
ty Panel at the 14th Internation-
al Live Music Conference (11.MC)
held in London in March illus-
trated, crowd safety and man-
agement require as much eftort
and resources as those for the

event itself.

Under consideration are closer
risk assessment of the venue and
its surroundings, plus health-
and-safety guidelines. The herd
mentality of over-excited crowds
means the fans need to be pro-
tected from themselves.

A report compiled by the
Crowd Safety Panel concluded
that, of the known tragic deaths
that have occurred at Europe’s
music festivals, 16% took place

just before the event, 17% during

the event, another 17% was due
to structural failure, and about
50% happened as the audience
left the venue.

The panel’s goal is to raise
funds to lobby licensing authori-
ties, legistators, national govern-
ments and the European Com-
mission to set up minimum
standards for promoters and
venue Owners.

Today, the standards that are
acceptable in the U.K. might be
illegal in Germany, causing
headaches for pan-European
tour managers.

Yet, as Peter Ib Hansen, festival
coordinator at the Danish Smuk-
fest Festival in Skanderborg,
declares, “All festivals in Denmiark
have learned from Roskilde. Say-
ing it’s not going to happen any-
where else is a lie.”

Although he’s not a big fan of
legislation, Bert Van Horck, who
is also on the 1LMC crowd-safety
panel, argues an exception should
be made for the security industry.
“The lack of regulation is still my
biggest concern,” he says.

Another ILMC Crowd Safety
Panel member is Christoph Uer-
lings, production coordination
manager at Peter Rieger Konz-
ertagentur, in (I()logne, Germany.
“I recently brought together 110
German technicians,” he recalls.
“We discussed high-quality risk
assessment for the different
crowd types.”

Uerlings strongly supports the
concept of harmonizing the
different safety and control
requirements in Europe and says
another objective is for all the
German promoters to agree on
certain standards “so that we can
monitor the black sheep among
us. The industry is increasingly
aware of the safety needs for the
workers and the audience.”

At Clear Channel Events in

Continued on page TQ-12

The Touring Industry Stands krm

Thanks To Some Major Stars And Markets,
The Numbers Are Coming Back

ouring numbers generated in

the first hall of 2002 indicate

three things: Superstars are still
superstars, major markets are still
major, and there’s no such thing
as a guaranteed home run.

Beyond those truths, however,
there are few givens. Despite
showing some resilience in the
wake of last year’s shaky economy
worsened by catastrophic events,
the touring industry has clearly
not fully recovered. According to
numbers reported to Billboard
Boxscore, worldwide gross tour-
ing dollars generated through the
first six months of 2002 are $613
million, down more than 14%
from the same time period last
year. Attendance figures are even
less positive, down 3.4 million and
18.4% trom this time last year.

Part of the decrease can be
explained by the absence of some
major touring acts that were out
in the first half of 2001. Last year,
the industry had U2 ($69 mil-
lion), Backstreet Boys ($61 mil-
lion) and "N Sync (841 million) on
the road and selling out.

Still, 2002 has not been without
its heavyweight tours thus far,
including Paul McCartney ($53.2
million), Billy Joel & Elton John
($43.1 million, compared to $39
million January—June last year),
Crosby Stills Nash & Young ($34.9
million), the Eagles ($34 million),
"N Sync ($33.2 million), Dave
Matthews Band ($32.7 million)
and Britey Spears ($27 million).

The blink-182/Green Day tour
($18.1 million) turns out to have
been inspired packaging. “It was
a great package, with great sup-
port bands in Jimmy Eat World
and Save the Day,” says Daryle
Eaton, agent at CAA, which
booked the tour. “It turned out to
be one of those shows you can't
miss, and we were very careful
with ticket prices, with none over
$35.7

So, while the blink-182/Green
Day didn’t outgross such tours as
McCartney, Cher and others, it
sure outdrew them, with 584,000
turning out.

Country music also chipped in
with a workman-like tour, as
Kenny Chesney notched nearly
$17 million in touring so tar this
year. This was Chesney’s first
major-venue headlining tour.
“We're very, very excited about
how it has gone with Kenny,” says
Clint Higham, Chesney’s manag-
er. “It has been a long-term plan,
and the people have spoken.
Kenny always wanted to chase a
career and not the money, and it’s
finally paying off tor him.”

Help is on the way, as many
topilight tours were just hitting
stride in July, and this fall looks
busy. In September, Joel and John

BY RAY WADDELL

are set to return, George Strait
will play arenas, Paul McCartney
embarks on another North Amer-
ican run, and Bruce Springsi'é@n
returns to arenas m sup pirtof

new album. Cher, having already
grossed $20 million, will extend .

her tour into the fall. Also i Sep-
tember, the kings of touring, the
Rolling Stones, begin a workd four
with North American ares, the-
aters and stadiums and-hikely will
contribute close to $200 1aillimn o
touring coffers by year’s esich

In other words, gross touring
dollars could very hkely catch up
with last year’s numbers, and
then some. But even some of thie
industry’s touring titans experi=
ence the shaky on-sale heve

Kenny Chesney

there, and the mantra heading
into 2002's final months might
well be “Proceed with caution.”

Officials at Clear Channel
Entertainment (CCE), the world’s
largest concert promoter, say
they’re happy with numbers gen-
erated so far this year and are opti-
mistic about what the rest of the
year will bring. “In lact, we are
quite pleased with our first and
secondl quarters,” says Dave Lucas,
co-CEOQO of CCE’s music division.
“We are tracking ahead ot last year,
and that’s despite a late start.”

Independent promoter Mitch
Slater, president of New York
City-based Metropolitan Enter-
tainment, says his company is
doing well by proceeding with a
strategy of aggressive caution.
“This is probably the best year
this company has had in the last
three or four,” says Slater. “We've
been aggressive in booking the
venues we have and very prudent
in what we buy.”

TOP VENUES

With many of the top tours this
year playing primarily arenas—
including McCartney, Eagles,
CSN&Y, Spears, Joel/John,
Springsteen, Strait and the
Stones—2002 is shaping up as a
banner year for large indoor ven-
ues. In the first half of the year,
no building did better, in terms
of concert grosses, than the First
Union Center in Philadelphia,

which saw concert grosses of

more than $24 mithon from 18
shows, 17 of which sold out.

“The first half of the year was
outstanding,” says Peter Luukko,
president of Comcast-Spectator
Ventures, which owns the First
Union Center and adjacent First
Union Spectrum.

At the First Union Center, a six-
night stand from Joel and John
set the pace, grossing almost $13
million. Other highlights includ-
ed Dave Matthews Band, 'N
Sync, CSN&Y, Linkin Park, Spears
and Cher. The latter is due back
this fall, as are Springsteen and

“the Stones. “We grossed over

$250,000 with Luis Miguel, and
the Hispanic market is just start-
ing to develop here,” notes
Luukko.

In general, Luukko is pleased
with what’s available in touring
acts. “The arena business is
strong right now,” he says. “1
understand that the ‘B’ and ‘C’
markets are a little weaker, but for
the ‘A" markets, touring is as
strong as it has ever been, and [
don’t see the amphitheaters
affecting it much. There are some
dedicated shed tours, but many
acts, like Dave Matthews Band,
tour the sheds in the sunimer and
the arenas in the fall.”

Luukko says touring trattic can
be a good thing. “A lot of music
in a marketplace leads to more
ticket sales for future shows,” he
says. “When a market’s hot, peo-
ple are buying tickets and having
fun at shows. A great show is a
great show, whether it's at an
arena or an amphitheater.”

It just happens that some of the
top tours out right now work well
in arenas, Luukko says. “Ozzfest
belongs outdoors. 1t’s better suit-
ed there, and that’s where the
demo wants to be,” he says. “But,
with McCartney, Billy and Elton,
CSN&Y or the Rolling Stones,
that market prefers seating and
the amenities of an arena.”

THE GREAT OUTDOORS

In terms of outdoor shows, the
Tweeter Center for the Performs-
ing Arts in Manstield, Mass., near
Boston, was the country’s top-
pertorming amphitheater in the
first half of the year, grossing $9.5
million from just 16 shows report-
ed. Highlights {from the CCE-
owned amphitheater include Alan
Jackson with Martina McBride,
blink-182/Green Day, John Mel-
lencamp, two nights of Ozztest
and a sold-out Who date that set
a one-show house record at $1.3
miltion gross.

Dave Marsden, VP of bookings
for CCE in Boston, credits an
increase of reserved seating by
7,000 for part of the high-grossing

Continued on page TQ-12
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names in alphabetical order
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BARRY MANILOW
BRITNEY SPEARS
DIXIE CHICKS

DON HENLEY
EAGLES

LINKIN PARK
MARIAH CAREY
MICHAEL FLATLEY
NEIL DIAMOND |
PAUL MICCARTNEY
STAIND

STONE TEMPLE PILOTS

ALREADY DID!

ON TOUR WITH

concerts west
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L’;iy_" &
AN/LIVE COMPANY


www.americanradiohistory.com

QUARTERLY

PLAYING IT SAFE
Continued from page TQ-1

when people get dropped off and
4 L you don’t let them in with a bag,
T I_‘I m' R E they hide it in the bushes outside
L ‘ / the venue, so now you have a sus-
picious package.”
«#/ AmericanAirlines Arena Adds Butler, “We're deploying

people 1o go out and search the
building before the doors ever

' open. I feel double perimeters
o ) need to be set, with people driv-
@(//{”/’ C%M ZﬂﬂZ ing around outside llhe guil(ling.
4 I[f you don’t let the bags in the
building, people have to leave
them somewhere, and most peo-
ple don’t go back to their cars. If
a bag is left somewhere, we're
gonna check it out.”

Meredith is quick to point out
that such concerns have always
been in place. “Now people real-
ize [someone] could always walk
in with a bomb. That’s why I pre-
fer frisking or a bomb dog, and [
foresee the day when most ven-
ues will have bomb dogs for peo-

ple coming in.”

Emergency evacuation proce-
dures are also worthy of a look,
Meredith believes, and he thinks
venues should utilize videos shmi-
lar to those airlines use prior to

