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BY ED CHRISTMAN

tionable, label executives say, is that
the majority of retail campaigns
offer little in the way of consumer
advertising to justify their expense.
With the exception of independ-
ent radio promotion, price-and-
positioning is the cost that senior
label executives consider most
onerous in marketing music.

NEW YORK—As the music industry gears up for the
holiday season, the rising cost of retail price-and-posi-
tioning programs has become a growing irritant for
label and distribution executives. What’s most objec-

Holiday Retail Programs Irk Labels

Price-And-Positioning Costs Rise, But Where Are The Dollars Going?

ures that it would cost about $1.3 million to include

® Some accounts
have priced

themselves out of
the marketplace. 9

Though U.S. album sales are down 10% so far this
year and many chains have fewer stores than last year,
the holiday marketing programs offered by merchants
collectively are priced nearly 20% above last year,
according to one sales executive. That executive fig-

one superstar album in all of the holiday programs.
Another executive estimates that only 20% of the

expenditure will go toward outside media, which

means that most of the cooperative advertising funds

from labels will end up shoring up
retail profit margins.

The strategy seems short-sighted
to sales and distribution executives,
who point out that mass merchants
and consumer electronics chains—
which do include outside advertis-
ing in their promotion campaigns
—have gained market share at the

expense of traditional music merchants.

“I don't see how the writing could be any clearer on
the wall than it is right now,” the head of sales at one
major label says. “Music specialty merchants should

(Continued on page 84)
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New Bon Jovi |

Set Steeped
In Emotion

BY LARRY FLICK
NEW YORK-—After Sept. 11,
2001, Jon Bon Jovi started keep-
ing a diary. He wrote down all the
experiences and events that kept
his life in motion. He also traced
the ongoing lives of his family,
his friends, and his band
(Continued on page 81)
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Sanz Reigns Again
At Latin Grammys

BY LEILA COBO

LOS ANGELES—In
marked contrast to the
optimism of years past,
retailers and record
executives voiced only
modest hopes for in-
creased sales stemming
from the third annual
Latin Grammy Awards,
although support for
the awards themselves
remains strong.

For the second year running, to a larger audience, Sanz is no
Spaniard Alejandro Sanz was the  stranger to English-speaking
big winner at the Sept. 18 cere- fans: te performed with Des-
mony, staged by the Latin Acad-  tiny’s Child at this vear’s gener-
emy of Recording Arts and Sci-  al-market Grammy Awards.

ences (LARAS) at
the Kodak Theater
in Los Angeles. Sanz
took home record
and song of the year
awards for “Y Sélo
Se Me Ocurre
Amarte” from his
MTV Unplugged disc
(WEA Latina),
which also triumphed
in the album of the
year category.

In 2001, the
singer/songwriter
won Latin Gram-

mys in four categories, including  home the best contemporary
album, record, and song of the tropical album award for
vear for El Alma al Aire. A sur-  Déjame Entrar (EMI Latin) and
prised Sanz—who decided to at-  the best tropical song award for the
tend this year’s awards at the last (Continued on page 82)

moment, flying in from

Spain—told Billboard:

“Making this album was

N s an incredible experi-

ence, and I discovered

another way of under-

standing music—of

placing myself at the
service of the songs.”

Although part of the

g event’s mission is to
C'R'A‘,I;\‘({lb/!qV expose Latin music

szt from around the world

That showing
dgenerated a big
surge in sales for
his MTV Unplugged
album, which
should further ben-
efit from the Latin
Grammy appear
ance. A boost in
sales was also ex
pected for other
acts that performed
during the show—
which aired live on
CBS—notably Car-
los Vives, who took
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Burton Gets Tower Interim CEQ Post

BY ED CHRISTMAN

NEW YORK—As new interim CEO at
Tower Records, Betsy Burton’s goal is to
restore the W. Sacramento, Calif.-based
chain’s financial health, while label execs
also hope it will retain the special ingredi-
ents that helped make Tower and its 100-
plus stores one of the most recognized
names in record retailing.

Burton is a turnaround specialist whose
previous retail experience includes stints
as CEO at Supercuts, PIP Printing, and
Cosmetic Centers. She also has served as
interim CEO at toysrus.com and iFlourish
and sits on the board of directors for Sta-
ples, Sports Authority, Aeropostale, and
Rent-a-Center.

As part of the move to bring her on board,
company president Michael Solomon also
assumes the role of chairman, and founder
Russ Solomon steps down as chairman and
from the board of directors to become
chairman emeritus.

In a statement, Michael Solomon said,
“Given the challenges we currently face, we
have resolved to appoint an interim man-
agement specialist to produce improved
profitability and create efficiencies through-
out our company.”

Burton said in a statement that she will
work with the Tower team to develop and
execute a strategy to restore the company to
financial health and long-term viability, not-
ing, “I fully recognize that these are chal-
lenging times for the industry and will work
quickly to effect the necessary changes.”

Burton’s appointment continues Tower's
turnaround efforts, which have aiready seen
the company close under-performing stores
in the U.S. and abroad, an agreement to sell
the company’s 52-store Japanese chain, and
a refinancing of the company. The closing of
the sale of the Japanese chain to Nikko
Principal Investments Japan, which is
expected to bring in about $124 million, has
been postponed to Friday (27), with the due
date on its revolving credit facility with JP
Morgan Chase now set for Sept. 30. Con-
currently, the chain is expected to complete
an agreement with CIT Group/Business
Credit for a new $125 million revolver and
$26 million in a term loan from lenders led
by JP Morgan Chase.

According to Tower’s most recent quar-
terly report filed with the Securities and Ex-
change Commission for the period ended

April 30, 2002, Tower has already drawn
down $180 million from its JP Morgan

RECORDS - VIDED - BUOKS
www.towerrecords.com ]

Chase revolver. In addition, Tower has $110
million in corporate debentures due in 2005.

While Russ Solomon is stepping down
from the board, according to company
sources, he will still come to work daily
and attend board meetings, but he will

not have a vote.

Responding to reports that he is retiring,
Russ Solomon tells Billboard: “1 have not
retired. I absolutely will be in the office every
day watching everything that is going on.”

Label and distribution executives agree
that Tower needs to make changes to its
operations, but they also say that Tower has
many special ingredients that make it one of
the strongest—if not #4e strongest—brands
in music retail, including its deep selection,
decentralized buying structure that allows
it to customize store inventory for local
markets, and unique corporate culture.

Tower recently implemented an automat-
ic replenishment system for catalog, which is
said to be working well. Industry observers
speculate that Tower will try to centralize at
least part of the purchasing function.

Anschutz Bid Wins Venue

House Of Blues Joins Deal For NextStage Dallas Site

BY RAY WADDELL
NASHVILLE—Anschutz Entertainment
Group (AEG) submitted the only bid
Sept. 11 in U.S. Bankruptcy Court in Dal-
las to take over the operation of the $65
million NextStage venue in Grand
Prairie, Texas.

AEG will book and operate the 7-month-
old bankrupt concert venue in a partner-
ship with House of Blues (HOB). AEG’s
$200,000 bid received approval Sept. 16 by
the Grand Prairie City Council, and Judge
Harold Abramson the next day.

A potential 11th-hour snag was
avoided when AEG worked out a deal
with previous operator NextStage Enter-
tainment regarding the latter’s $3.7 mil-
lion contract for a Nov. 14-Dec. 8 Radio
City Christmas Spectacular engagement
at NextStage.

Under the terms of the bid, the
AEG/HOB joint venture will immediately
take over operations of the 6,350-capaci-
ty facility, and assume its lease payments
to the city of Grand Prairie, which will
rise to about $1 million annually after this
year; 19 years remain on the lease.

NextStage Entertainment had envi-
sioned building 20-25 similar venues
nationally. But it filed a Chapter 11 bank-

ruptcy petition Aug. 1.

The Dallas-Forth Worth market venue pre-
miered Feb. 9 with Luis Miguel (Billboard,
Jan. 19) and has remained up and running.

Vivendi Credit Line

BY MATTHEW BENZ

NEW YORK—Vivendi Universal (VU) has
secured a medium-term credit line of 3
billion euros ($2.94 billion) from a group
of 11 banks. The line replaces a short-
term facility of 1 billion euros ($980 mil-
lion) obtained after Jean-René Fourtou
replaced Jean-Marie Messier as chair-
man/CEO in July.

VU’s board is to vote Wednesday (25)
on a long-term strategy for the compa-
ny, which aims to sell assets of 10 billion
euros ($9.8 billion) to trim debt.

In other news, VU deputy COO
Philippe Germond will exit at year’s end
to become COO of telecom-equipment
company Alcatel. Germond is also chair-
man/CEO of VUNet USA—which in-
cludes Emusic and mp3.com—and VU
telecom arm Groupe Cegetel.

Flax First Head Of EMI Music Publishing, U.S.

BY JIM BESSMAN

NEW YORK—With an eye toward maximizing its resources, EMI
Music Publishing has named Bob Flax the first
president of its U.S. company. His previous posi-

motionally for marketing purposes,” he says. “Bigger [Internet]

issues are being resolved by the industry as a whole, but there’s
tremendous potential for growth there in
music publishing, particularly in the U.S.”
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tion of executive VP for EMI Music Publishing,
which he held for 10 years, will not be filled. He
continues to report to EMI Music Publishing
CEO Martin Bandier.

The reason for the appointment, Flax says, is
“to ensure with Marty that the EMI U.S. engine
continues to run at peak levels—as it has for
over 10 years.” He adds that Bandier felt that
the time was right to make the move, in light
of the “challenging times we all live in. You have
to look for new ways to make money—and make
your people feel as comfortable as possible,” Flax
says. He cites “a lot of potential things that can
help the company grow.”

The Internet is a key factor in this growth,
according to Flax: “We’re not at the point where

we can make it a profit center, but it can certainly be used pro-

Acknowledging the shakiness at EMI Music
Publishing’s corporate parent EMI Group, Flax
recognizes that “music publishing has always
been the gem of EMI—like an oasis of stabili-
ty. And when you look at other great media
companies and see the issues they have that
are impacted not only by people who have run
them but outside influences affecting their
share price, I view EMI as a great place to be,
that can only go up.”

Before joining EMI Music Publishing in
1992, Flax was a senior partner at law firm
Grubman, Indursky, Schindler, Goldstein,
and Flax. But he entered the music business
as a songwriter and penned such hits as
Bullet’s “White Lies, Blue Eyes” and Barbara

Mason'’s “Bed and Board.”
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GREATEST GAYNOR: Apparently, she meant it when she said “I Will

Survive” and “Never Can Say Goodbye.” Some 30 years after disco
began, Gloria Gaynor has the No. 1 song on the Hot Dance Music/
Club Play chart. “I Never Knew” (Logic) advances 2-1, giving Gaynor
her second chart-topper of the 21st century. In March 2001, she
spent a week in pole position with “Just Keep Thinking About You.”

There’s no contest for the longest span of No. 1 hits on the Bill-
board dance chart. When this tally was first introduced in the issue
dated Oct. 26, 1974, Gaynor was No. 1 with her remake of the Jack-
son 5’s “Never Can Say Goodbye.” There were actually three charts
all based on New York club and retail activity, published under the
banner “Disco Action.” Gaynor was No. 1 on all three charts: Hot at
the Discos (New York City), Best Sellers at Colony Records, and Best
Sellers at Downstairs Records. Gaynor’s latest chart-topper gives her
aspan of No. 1 hits that stretches more than 27 years and 11 months.

SEVEN AND SEVEN IS: Nelly’s “Dilemma” (Fo’ Reel/Universal) has
equaled the seven-week reign of its immediate predecessor, his “Hot
in Herre.” That means Nelly has been sitting in the No. 1 position
on The Billboard Hot 100 for 14 consecutive weeks—the longest
such run for an artist since Elton John claimed 14 weeks with “Can-

dle in the Wind 1997"/Something About the Way You Look Tonight.”
The only other acts to hold on to the No. 1 spot for 14 or more
consecutive weeks in the history of the Hot 100 are Mariah Carey,

Boyz 11 Men, Whitney Houston, Los del Rio, and the Beatles.

If “Dilemma” is still No. 1 next issue, Nelly will have had the
longest run at No. 1 of any artist except Carey and Boyz II Men. But
the odds are not great that Nelly will collect that 15th week, thanks
to Kelly Clarkson. The American Idol winner has the opportunity to
set a record for the biggest leap to No. 1 if her “A Moment Like This”
(RCA) rockets 52-1. The single debuts at No. 10 an Hot 100 Singles
Sales based on street-date violations (see Singles Minded, page 69).

Who would have thought that Nelly would be done in by a Kelly,
especially since Kelly Rowland guests on “Dilemma.” Rowland’s solo
debut, “Stole” (Music World/Columbia), enters the Hot 100 at No. 76.

After noting last issue how few Kellys have had hits on the Hot
100, Rowland and Clarkson are joined by country artist Kellie Cof-
fey, who debuts at No. 98 with “When You Lie Next to Me.”

AT ‘LAST’: Tom Petty collects his 47th entry on Mainstream Rock |
Tracks with the debut of “The Last DJ” (Warner Bros.) at No. 36. It’s
the first Petty song to register on this survey in the 21st century.
Petty has a Mainstream chart span of 21 years, three months, and
four weeks, dating back to the May 2, 1981, debut of “The Waiting,” ‘
a song that ultimately spent six weeks at No. 1. It is tied with 1991’s
“Learning to Fly” as Petty’s most successful hit on this chart.

More Fred Bronson each week at www.billboard.com.
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Universal South Expands Into
Christian Market With Chordant Deal

BY DEBORAH EVANS PRICE
NASHVILLE—Universal South is ex-
panding into the Christian music
market with the signing of singer/
songwriter Matthew West and a new
distribution/marketing deal with EMI
Christian Music Group’s (CMG) Chor-
dant Distribution, Billboard has
exclusively learned.

“EMI has a wonderful reputation as
being the strongest and best distribu-
tor out there in the Christian world,”
says Universal South senior partner
Tim DuBois, who launched the Nash-
ville-based label in January with sen-
lor partner Tony Brown (Billboard,
Jan. 19). “Van Fletcher, our general
manager, has a wonderful relationship
with [EMI CMG president/CEO] Bill
Hearn, having worked with him as his
mainstream marketer for a couple
vears. It just made a lot of sense for us.”
Universal South’s secular releases will
continue to he distributed through
Universal Music & Video Distribution.

This marks EMI CMG's latest part-
nership with a non-related Music Row
label. “We've worked with MCA and
RCA in the past,” [1earn savs. “We’re
excited to be able to use the success of
our distribution company in order to
help Tim and Tony be successful in
Christian music.”

When DuBois and Brown launched
the multi-genre label, they announced
their intention to enter the Christian
market, an arena with which both were
familiar. DuBois, former president of
Arista Nashville, was involved in Chris-
tian music in the mid-"90s when Arista
parent BMG owned Reunion Records.
Brown, previously president of MCA
Nashville, began his career performing
with such legendary Southern Gospel
groups as the Blackwoods, Oak Ridge
Boys, and the Stamps, with whom he
was inducted into the Gospel Music

FOR THE RECORD

A Sept. 21 article (“RIAA Ami- |
cus Brief Counters Ronettes’
Claim”) on an appeals court ami-
cus brief filed by the Recording
Industry Assn. of America (RIAA)
in a longstanding lawsuit between
the Ronettes and producer Phil
Spector 1s inaccurate.

The RIAA’s hrief in the case
does not take a position on the
issue of compensation. It asks the
court only to reconsider the inter- |
pretation of “all inclusive rights”
provisions of record contracts, in- |
cluding the right to grant syn-
chronization licenses.

If the appeals court accepts the
RIAA’s interpretation of the law
and remands the case back to the
lower court for further study of
the issue of all-inclusive rights,
that court could uphold or reverse
its earlier ruling that the Ronettes
are owed royalties.

BROWN, LEFT, AND DuBOIS

Hall of IFame. As a musician, he played
on early albums on Sparrow Records,
the label Hearn's father, Billy Ray
Hearn. launched more than 20 years
ago. (EMI acquired Sparrow in 1992.)

Brown says, “Tim and I both be-
lieve in Christian music and feel it
should be an important part of what
we'll be doing.”

Universal South’s first foray into the
Christian market will be West's 2003
label debut. A 25-year-old Chicago na-

tive, West is signed to Word Publish-
ing and issued an independent CD,
Sellout, last year. As a songwriter, he's
already contributed recent hit “Savior
Song” to Rachael Lampa’s current al-
bum, Kaleidoscope, as well as cuts to
albums by Salvador and Sara Groves.

Fletcher says he’s been impressed
with the way EMI CMG has sold proj-
ects by Anne Murray, Andy Griffith,
and other artists outside the usual con-
temporary Christian arena. observing,
“They seem to embrace projects from
the outside as well as their own.

According to Hearn, plans are to
“discuss services needed to support
their artist signings on a case-by-case
basis. Our deal with them is flexible
enough to where we can provide serv-
ices they feel are necessary to achieve
success in the Christian marketplace.

Dul3ois says they are “looking at re-
lationships with producers and A&R
sources” to expand Universal South’s
roster. In recent weeks, it has been ru-
mored that well-known Christian pro-
ducer Monroe Jones will be forging a
deal with the label.

RIAA, Others Address
Piracy At CBC Retreat

BY BILL HOLLAND

WASHINGTON, D.C.—Recording In-
dustry Assn. of America chairman/
CEO Hilary Rosen impressed upon
the recent meeting of the Congres-
sional Black Caucus (CBC) here that
peer-to-peer file sharing is costing
jobs in all corners of the industry, and
appealed to the leaders to help reme-
dy the problem.

At a Sept. 13 panel titled “Piracy:
How It Affects the Entertainment
Industry”—co-hosted by
Reps. John Convers Jr,,
D-Mich., and Diane Wat-
son, D-Calif —influential
industry reps presented a
snapshot of a besieged
industry to CBC atten-
dees and offered sugges-
tions of how to help stem
epidemic piracy.

Rosen was joined on
the panel by entertain-
ment attorney L. Londell
McMillan, whose clients
include Stevie Wonder and Prince;
RCA Records VP of business affairs Jeff
Walker; and Future of Music Coalition
executive director Jenny Toomey.

Watson announced plans to intro-
duce legislation dealing with overseas
piracy. “Unfortunately,” she said,
“many of our underdeveloped neigh-
bors do not have the necessary training
or resources to adequately establish or
maintain an efficient intellectual prop-
erty system.” Her bill “‘wwould commit
the United States to contribute to
those international bodies the re-

sources necessary to stem the tide
against this problem.”

Rosen stressed that unauthorized
downloading of millions of music files
on peer-to-peer services is not a harm-
less recreational activity. “The notion
that this is a victimless crime is sim-
ply untrue,” she said, adding that as a
result of declining legitimate sales due
to piracy, “jobs are being lost in all sec-
tors of the industry.”

She then outlined a four-pronged

- plan for action: effective
laws, increased enforce-
ment efforts, new and
imaginative consumer
education efforts, and
label efforts to offer con-
sumers added value on
new releases through
better pricing and extra
features.

McMillan agreed that
piracy is hurting the in-
dustry but said that his-
torically, black artists
“have gotten the short end of the stick
from record companies time after
time, [getting only] crumbs.

“Now the crumbs are crumbs minus
the pirated theft,” he added. “Piracy is
a problem, but the whole svstem is a
problem.” He called for “a new business
model with artists,” as did Toomey.

Co-host Conyers, the dean of
African-American congressional
leaders, is the ranking Democratic
member of the House Judiciary
Committee, which oversees intellec-
tual property issues.

D.C. Hearings On Lyrics, Piracy

BY BILL HOLLAND
WASHINGTON, D.C.—A “field
hearing” on record labeling and
violent lyrics to be conducted by
Rep. Fred Upton, a Michigan
Republican, and slated to be held
in the Illinois district of GOP col-
league John Shimkus—who is in
a tight election race—has been
shifted to Capitol Hill for Oct. 1.

A spokesman for Upton, who is
chairman of the House Subcom-
mittee on Telecommunications
and the Internet, says the origi-
nal setup was not politically moti-
vated. “In an election year,” he
says, “everything gets politicized
by the press.” The Recording
Industry Assn. of America has
been invited to testify.

In other news, an overview
hearing before the House Sub-
committee on Courts, the Inter-

net, and Intellectual Property to
discuss the problems facing the
music industry with peer-to-peer
services has been scheduled for
Thursday (26).

In July, Rep. Howard Berman,
D-Calif., introduced a pro-indus-
try bill that would enable the
music industry to employ such
technological measures as inter-
diction and spoofing to slow down
or trick file-sharing programs
(Billboard Bulletin, July 26).

The hearing, staffers say, was
not called to debate the Berman
bill but to gain a wider perspec-
tive on the file-sharing dilemma.
Berman’s bill has the co-spon-
sorship of subcommittee chair-
man Rep. Howard Coble, R-N.C.,
and subcommittee members
Robert Wexler, C-Fla., and Lamar
Smith, R-Texas.

Market Watch

A Weekly National Music Sales Report

| 2
Total 516,356,000 447,813,000 {<13.3%)
490,944,000 438,863,000 {<10.6%)
Singles 25,412,000 8,950,000 {<64.8%)
\R-TO-DATE ! S \LBUM F S
¢D 454,990,000 415,775,000 (<8.6%)
setie 35,000,000 21,999,000 {©37.1%)
954,000 1,089,0C0 (©14.2%)
10,140,000 11,952,000
11,186,000 ©15.2%
=94%
9,982,000 11,580,000
11,022,000 <13.8%
<9.4%
158,000 372,000
164,000 57.5%
<3.7%
24,253,000 22,557,000 (©7.0%)
62,999,000 54,895,000 (©12.9%)
68,503,000 62,642,000 {©8.6%)
28,737,000 26,027,000 (<9.4%)
87,516,000 79,629,00C (<9.0%)
66,916,000 61,030,00C (<8.8%)
33,789,000 30,800,000 (<-8.8%)
82,277,000 78,194,000 (<5.0%)
ROUNDED FIGURES FOR WEEK ENOING 9/15/02

Compiled from a national sample.of retail store and rack sales reports collected, tompiled, and provided by x Nielsen
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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 film and
television content to meet and exchange
ideas with suppliers of music for future projects.

SRR RN

Recording artist and
Grammy-winning
soundtrack producer
T-BONE BURNETT
LIVE Q&A SESSION

SPEAKERS & PANELISTS

Jeff Brabec, The Chrysalis Music Group

Todd Brabec, ASCAP

Ron Broitman, BMG Music Publishing

Glen Brunman, Sony Music

T-Bone Bumett, producer

Bob Dowling, The Hollywood Reporter

Randy Gerston, Seehear Music Supervision

Lew Goldstein, The WB

Thomas Golubic, Super Music Vision

Evan M. Greenspan, EMG Inc.

John Houlihan, Soundtrack Music Associates
Patricia Joseph, TVT Soundtrax

Robert Kraft, Fox Music

John Kirkpatrick, Elektra Entertainment

Glen Lajeski, Buena Vista Motion Pictures Group
Pat Lucas, EMI Music Publishing

Ron Mendelsohn, Megatrax Production Music, Inc.
Vibiana Molina, Greenberg Traurig

Jennifer Pyken, Daisy Music

Tom Rowland, Universal Music Enterprises

and more to be announced!

inscar BEEn@ )|

W W W

OCTOBER 10 - 11, 2002 L O S AN GETLES

Lﬂﬁ@mﬂm Billooard
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THE COMPOSER-DIRECTOR RELATIONSHIP:
JULIE TAYMOR, DIRECTOR

ELIOT GOLDENTHAL, COMPOSER

In this freewheeling dialog, the director and composer will describe

the collaborative process and the special challenges of mating music
to film in the movie “ FRIDA. "

sponsored by ASCAP

P AN E L T O P I C §

ANATOMY OF A FILM:

ROBERT KRAFT
PRESIDENT, FOX MUSIC

From music o 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 . . . Director: Charles Stone;
Executive Music Producer: Dallos Austin; Label A&R: John McHugh, Jive; Composer:
John Powell; VP Music/Production: Mike Knobloch, Fox Music; VP Music/Creative:
Danielle Diego, Fox Music

ASCAP PRESENTS MUSIC, MONEY, SUCCESS AND THE
MOVIES: THE BASICS OF "MUSIC IN FILM" DEALS

A discussion on money, contracts and considerations involved in the licensing of pre-existing
songs in films; songs written specifically for a film; and the underscore.

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.

GETTING IN SYNC Music supervisors are always looking for that musical diamond-
inthe-rough. Record labels and music publishers control catalogs that are good as gold. This
session on the fundomentals of music licensing will examine how these two worlds are
maoking beautiful music together.

FOR MORE INFORMATION & TO REGISTER CALL: PHYLLIS DEMO 646.654.4643 OR VISIT

|l b oardevents.com

REGISTRATION RATES: $399 Full Registration ¢ $199 Society of Composers & Lyricist/Guild/Union Rate
HOTEL: Renaissance Hollywood Hotel 323.856.1200 * Discount Rate: $169 (reserve by Sept 20)
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Ms. Dynamite Has Blast
At Mercury Awards

BY GORDON MASSON
LONDON—-BEritish R&B may finally
have arrived: Ms. Dynamite has be-
come the first solo black female
artist to pick up the album of the
year accolade at the Panasonic Mer-
cury Music Prize.

Battling against 11 other short-
listed acts, the 21-year-old—whose
real name is Naomi MclLean-Daley
—was initially speechless when she
collected the award from jazz sax-
ophonist and prize
judge Courtney Pine,
but she later said
that she would do-
nate her £20,000
($30,700) prize mon-
ey to charity.

Ms. Dynamite’s de- [
but album, A Little i
Deeper (Polydor),
was recorded in Mi- |
ami, New York, ja- [R5 8=
maica, and Sweden, [ ?
giving it a sound
more associated with
U.S.-produced records than U.K.
R&B acts. She has also gained six
nominations for the MOBO awards,
to be held in London next month;
the only other artist to achieve that
feat is Craig David.

Live performances at the Sept. 17
ceremony came courtesy of Guy
Barker, Doves, Joanna MacGregor,
Roots Manuva, Gemma Hayes, and
Beverley Knight. Ms. Dynamite also
took to the stage, but her perform-
ance of the single “It Takes More” was
dogged by technical problems.

T,

MS, DYNAMITE

Coming up alongside such other
nominees as David Bowie and award
favorites the Streets, Ms. Dynamite
was overcome with emotion as she
accepted the prize. “I really don’t
know what to say. I've never been
speechless. Oh, my goodness.” She
added, “I wish I had known, I
would've prepared a better speech.”

Other nominees on the short-list
were the Bees, the Coral, and the
Electric Soft Parade.

A delighted Lucian
Grainge, chairman/
CEO of Universal Music
U.K., tells Billboard:
“Last year PJ Harvey, a
Universal/Island artist,
won the prize, and this
| year Ms. Dynamite, a
Polydor artist, won.
That shows that not
only do we have a broad
{ selection of talent, but
creatively we are also
reflecting what people

like. On a personal note,
it is tremendous for [Ms. Dynamite]
to win the prize—she is a great per-
son and terrifically talented.”

Broadcast live on national top 40
station Radio 1, the event was also
shown live on digital cable-TV sta-
tion BBC4. It is hoped that the
footage will be syndicated around
the world.

Past Mercury winners include Pri-
mal Scream, Suede, M People, Por-
tishead, Pulp, Roni Size & Reprazent,
Gomez, Talvin Singh, Badly Drawn
Boy, and Harvey.

TWITCHELL

RECORD COMPANIES: Kevin Twitch-
ell is named senior VP of sales for
RCA Records in New York. He
was head of sales for London/
Sire Records.

David Weiner is named senior
VP of MSC Music & Entertain-
ment in Santa Monica, Calif. He
was senior VP of urban music for
JCOR Records.

Monique Headley is promoted to
manager of A&R for Verity Records
in New York. She was executive
assistant to the president.

WEINER

PUBLISHING: Monti Olson is
named VP of A&R for BMG Songs
in Los Angeles. He was senior
director of creative affairs for
Peermusic.

SESAC names Shannan Neese
and John Mullins associate di
rectors of writer/publisher rela-
tions in Nashville. They were,
respectively, media relations
associate for Commotion Public
Relations and creative affairs
associate for Sony/ATV/Tree
Music Publishing.

_[PFRONE

Labels Mark Copy-Protected CDs

IFPI Unveils Voluntary Global Labeling System

BY GORDON MASSON
LONDON—Consumers purchasing
music in the all-important fourth
quarter will know whether a disc they
are buying is copy protected, thanks to
a new global labeling system intro-
duced by the record industry.

The International Federation of the
Phonographic Industry (IFPI) devised
the logos as a response to the recom-
mendation by the organization’s main
board—comprising record-company
heads—that copy-controlled CDs
should be clearly labeled.

Numerous copy-protection tech-
nologies are under development, while
a handful of first-generation solutions
are already available to record compa-
nies. But it is unlikely that the global
record business will favor any particu-
lar technology over another—at least
in the short term, until everything has
been tried and tested and any glitches
have been eradicated.

The copy-control logo is available
for use by record companies interna-
tionally regardless of the technology
used on the individual disc, and as a

result, it is being launched in con-
sultation with the IFPI's national
associations in 46 countries and with
music retailers worldwide.

Use of the logo is purely optional,
but IFPI chairman/CEO Jay Berman
tells Biliboard that while “it's up to the
individual record companies,” he
hopes the labels will quickly adopt it.

™M

C

Berman says that, in theory, the
logo could be on product in time for
fourth-quarter shipments. “We have
devised this in consultation with IFPI
national associations around the
world, and all members of IFPI are
automatically licensed to use the logo.
But the logo is also available to any-

RIAA, MPAA Push ISPs To
Combat lllegal File Sharing

BY ERIK GRUENWEDEL

and BRIAN GARRITY

NEW YORK—The recording industry
is demanding Internet service pro-
viders (ISPs) help combat illegal file
sharing by blocking consumer access
to pirate sites and revealing the names
of subscribers who engage in sub-
stantial copyright infringement. But
the strategy—which to date has cen-
tered on lawsuits and p
subpoenas against ISPs
—is creating a polarized
climate between enter-
tainment businesses and |
Internet/technology
companies.

Much of the tension is
arising from legal efforts
by the Recording Indus-
try Assn. of America
(RIAA) to force Verizon
Communications to re-
veal the name of a user
allegedly swapping illegal music files
via a peer-to-peer network. Verizon has
opposed revealing the user.

The RIAA charges that Verizon is
playing “a legal shell game” to avoid lia-
bility and is ignoring tenets of the Dig-
ital Millennium Copyright Act (DMCA})
mandating that ISPs address infringe-
ment claims brought to their attention.

“The only thing Verizon is pro-
tecting is [its] own business inter-
ests,” RIAA president Cary Sherman
says. “They are trying to avoid the
cost of identifying infringers as pro-
vided for in the DMCA by imposing
unrealistic and burdensome obliga-

tions on copyright holders instead.”

While there is general agreement on
all sides of the debate regarding the
need to combat digital piracy, ques-
tions remain regarding the DMCA’s
right to “fast track” subpoena power
and the culpability of ISPs in illegal
activities by third-party users.

In the latest sign of the widening
battle lines being drawn over the
issue, the U.S. Internet
| Industry Assn. (IIA), a
trade group represent-
ing Internet service
providers, and the Mo-
tion Picture Assn. of
America (MPAA), the
movie industry’s trade
group, have come down
on opposite sides in the
matter.

The [IJA—joining civil-
liberties organization
the Electronic Frontier
Foundation (EFF) and Web giants like
Yahoo—is decrying the RIAA's actions
in the Verizon case. The group has filed
an amicus brief in U.S. District Court
in Washington, D.C., disputing the
RIAA’s contention that the DMCA
allows copyright holders to subpoena
—with minimal judicial oversight—
alleged copyright infringers’ ISPs to
determine their identities.

Meanwhile, the MPAA has filed its
own brief supporting the RIAA.
“Anonymous speech is protected in
many instances [by the Constitu-
tion],” the MPAA argues. “Anony-
mous copyright infringement is not.”

-
SHERMAN

one that isn't an IFPI member, as long
as they apply fcr a license to us and
they stick to the guidelines associat-
ed with that license.”

The distinctive design is depicted
in black on white and white on black.
It may be featured either on the art-
work of the CLC or as a sticker and
may be accompanied by additional
information about the technology
being used.

Berman notes, “We have spoken to
retailers about the logo, and they are
happy that we took this step.”

Lucy Cronin, Jirector of the Global
Entertainment Fetail Assn. Europe—
which represents the national trade
associations in the U.K., France, Ger-
many, and the Netherlands—noted,
“The individual and collective use of
the logo in the marketplace by con-
tent owners is n2cessary for the suc-
cess of this voluntary logo—which, if
implemented across the board, should
provide the end-customer with
enough information to know what
they can and cannot do with the
music they are purchasing.”

InThe News

* The Word Label Group is now
called Wirner Bros, Records,
Christian Division. Word Enter
tainment president/ CO0 Malcalm
L. Mimms Jr, announced the
chande, designed to help the
Word label become more closely
wdenlilied with corporate parent
AOL Time Warner, which pur-
chased the SU-year-old Christian
comparny in January, Word Enter-
tainment encompasses Word Dis
Leibutiom, Ward Print, Word Pub-
lishing, and Warner Bros. Records,
Christian Diviston, The record
labels included within Warner
Bros. Records, Christian Division
(Word Records and Squinl Enter
Lainmnent) will still he identified by
those imprints along with the
Warner Bros. name.

* The Federal Communications
Commission (FCC) has begun a
restiew of ils rules thal restrict the
ownership of broadeast proper-
ties, including regulations limit-
i the number of radio stations
a company can own in a local
market, In June, several public-
interest groups asked the FCC to
take a close look at how radio con-
solidation has affzcted Lhe creative
community and stunted diversity
of programuming including music
chiotee, Some comumissioners are
pushing chairman Michael Pow-
ell for hearings on Lhat issue in
the course of the commission’s
procesding, Marketplace-oriented
Ponvell, a Republican, is seen to
favor even more deredulation.
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PE%FURMING ARTISTS & DJS

Alcaza- Max Graham Schiller (DJ set)
AveriLe J gusgus (DJ sety  Joha Selway
DJ 3aris lio Chrstian Smith
. Boulewad East Morel, with Bead  Tiga
~ Lacy Bunay Mount Sims Toremie Sunshine
- Cad Grag Reina Larry Tee
DJ Erecre The Riddler ~ Grystal Waters
" Evelut o1, Mike Rizzo Jody Watley TRy R
w/~emHanna  Dee Robert WIT e

Grendmacter Flash Saeed & Palas™ Tammi Wright
Glern F-iccia

NEW PANELISTS CUNFIRIVIED'

. CANCE/POP DIVA 3 SNEERING PRODUCERS 4
JYNDI LAUPER LEGN JUFF & KENNETH GAMBLE YOKO ONO

NEW THIS YEAR!
INTERNATIONAL ROUND TRBLE

A zelact group of International C=0s
& Labe heads discuss the state cf the
Jeze & Electronic Music Bus ress.

Tomr Silverman, Tommy Boy R3Tords
Ecde Gordon, Neo Records U.4.

CCNFIRMED PARTICIPANTS:
Jchn Benitez, Jellybean Recar®ngs

THE A&R ROOM

Shop your demo to the following labels:

Jzsar Ellis, Positiva UK. Armed Recordings ~ Ministry Of Sound
Tim Felding, Journeys By DJ Cubed Recordings  Nervous Records
Barey Glover, Ministry of SoLnd Cutting Records Neo Records UK.
Fisa, King Street Sounds/Nite @rooves Hi-Bias Subliminal Records
Steve Hume, Subliminal Recorcs Jellybean Recordngs Robbins Entertainment
Jeson Jordan, Hollywood Reco-3s Journeys By DJs  Tommy Boy Records
Michael Weis, Nervous Recards King Street Sounds V2 Records

Jim Welch, Epic Records Magnetic West End Records

INFORMATION

PN
Py |

Questicns? Registration and

Michele Jacamgelc 646.6544660 group discounts

bbevents@bilbaard.com Phyllis Demo 646.654.4643

Sponsorships pdemo@biliboard.com

Cebele Rodricuez646.654.4648 Rates

crodriguezl» {board.com $399 Full Registration - after 8/30 & on-site

Consultant $259 Billboard DJs & Record Pool Directors
= Debra Erikzen, 546.654.4650 Hotel

dance@billboasx.com NY Marrio t Marquis 212.398.1900
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Blllmrd advertising sept24

Touring Quarterly #4
Latin 6-Pack #5

N ‘a I ' Atlanta
B » £all today

J&N RECORDS 20TH ANNIV.

Billboard celebrates J&N Records’ 20th anniversary
with an in-depth look at this pioneering Latin
music label. Billboard talks to label executives
about the current market and future plans and

reports on J&N's top artists and upcoming releases.

Salute this ground-breaking international force. Call today!

issue date: oct 26
labels in world music and noteworthy ad close: oct 1

upcoming releases from key international Marcia Olival 305.864.7578 « marciaolival@yahoo.com

WORLD MUSIC

Billboard's annual world party reports on the

latest trends, the most active artists and

markets. We also check out the newest

venues and the year-to-date world charts.

Bonus distribution at WOMEX!
ENGELBERT HUMPERDINCK

issue date: OCt 26 Billboard honors Engelbert Humperdinck’s 35th with a
look at one of the world's most successful entertain-
ad CIose: OCt 1 ers, from his origins in England to his prasent inter-
national legacy. We cover his first successes, strongest
Michelle Wright 323.525.2302 +« mwright@billboard.com markets and best-selling singles and albums. Toast

one of the most accomplished entertainers. Call today!

issue date: nov 2

ad close: oct 8
Aki Kaneko 323.525.2299 - akaneko@billboard.com

UPGOMING SPECIALS

INTERNATIONAL BUYERS GUIDE - Issue Date: Dec 4  Ad Close: Oct 16
PHIL COLLINS 20 YEARS OF HITS - Issue Date: Nov 16 * Ad Close: Oct 22

MUSIC DISTRIBUTION

MUSIC & MONEY Il - Issue Date: Nov 16  Ad Close: Oct 22 Billboard’s annual review of the state of music dis-
MIAMI BEACH - lssue Date: Nov 16 * Ad Close: Oct 22 tribution includes a look at the majors, indies and

latin quarters and how international product hits
ASIAN PACIFC QUARTERLY #4 - Issue Date: Nov 23 « Ad Close: Oct 29 U.S. shores. Billboard reports on the majors’ issues
EUROPEAN QUARTERLY #4 - Issue Date: Nov 30 ¢ Ad Close: Nov 1 and key players, the expanding indie product lines

and the ever-changing Latin market. Call today!

| issue date: nov 2
| ad close: oct 8

New York Los Angeles Nashville London

646.654.4696 323.525.2307 615.321.4297 44.207.420.6072 Michelle Wright 323.525.2302 * mwright@biliboard.com
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Stewart’s Secret Passion

Legendary Vocalist Revamps Standards On J For ‘Songbook’

BY CHARLES KAREL BOULEY

Rod Stewart is a classic vocalist—a rock staple.
So it stands to reason that when he decided to
tackle a collection of covers, it would be gleaned
from the songbook of great rock tunes, right?

Wrong. Stewart is fulfilling his dream of
interpreting pop standards by such legendary
songwriters as Ira Gershwin and Cole Porter
with 7t Had to Be You: The Great American
Songbook (J Records, Oct. 22).

So, what’s a nice rocker doing on an album
like this? “Oh, I don’t know,” ___
Stewart says with a laugh. “A g
couple of days ago, I felt like [§
a terrible traitor. But it’s all
connected to rock’'n’roll
through jazz. If you consid-
er some of these songs to be {4
in the jazz idiom, it’s con-
nected. If it weren't for jazz,
there wouldn’t be any rock-
n'roll. It's a great challenge
for me.”

It’s a challenge that Stew-
art has believed in for some
time. “I told Rod the time’s
not right to do this album—
of course, that was in 1983,”
longtime manager Arnold
Steifel recalls. “The time is
right now, simply because
Rod wasn't going to wait any longer; he was
going to do this record.”

Indeed, Stewart actually went out of pocket by
$320,000 to begin this record a few years ago with
producer Richard Perry. Stewart was still signed
to Atlantic and was completing an album for the
label. But this labor of love would ultimately lead
him not only in a new musical direction but also
to a new label: He left Atlantic and signed with
Clive Davis and J Records.

“Clive was the one who showed the most inter-
est in this project,” he says. “When Richard and |
started this a few years ago after a few drinks, we
started laying down tracks with drum machines.
We thought, ‘Let’s not do this the way everyone
else has done it; let’s do it with drum machines
and synthesizers,” and I thought those tracks were
wonderful, because they brought a different meas-
ure to these classics. Clive heard it and said—and

STEWART

I quote—'1 want it to be Fred and Ginger. "

In the end, Davis’ plan agreed with Stewart.
“The tracks are remarkably uncluttered. He
didn't want anybody getting in the way of the
vocal. I trusted that. We'll see what happens. The
most important thing is that I've got it done. I've
got it off my chest. I'd dearly love it to do well,
but if it doesn’t, I've done myself proud.”

Davis shares Stewart’s enthusiasm. “This
wasn't a hard sell,” he says. “He presented the
concept to me, and it was instant reaction. I love
these songs. I loved the idea.
Who better than Rod to
| breathe new life into an

incredible body of work?”

1  Taking a rock singer and
creating an album that is
% truthful and reverent to these
| songs was no small feat. Phil
Ramone, who worked on the
Frank Sinatra Duets project,
was called in to assist.

“We wanted to be careful
| to not date the material,
1 even though they are stan-
} dards,” Ramone says. “In the
early Sinatra days, when
standards were addressed,
they had a slight groove—a
slight edge—that people had
forgotten about because
society bands and other bands took them away.
How Rod treated the melody in his interpreta-
tion was so crucial. He read the song as if he
were born in that period, and he brought his
own unique voice and inflections to the songs.”

Marketing a rock singer to an audience that
will appreciate the material presents unique chal-
lenges. Davis agrees, adding, “But we're going to
get radio play because it's a wonderful album full
of great musicians, and Rod is singing unbeliev-
ably. This is going to spread like wild fire, and we
are going to use television to a degree that we
haven't experienced before.”

A major TV campaign is under way, start-
ing with commercials featuring video footage
for the songs “These Foolish Things™ and “I'll
Be Seeing You.” Stewart will also be appear-
ing on talk shows, including Oprah and Late
Show With David Letterman.

Tanya Tucker Returns With CD
On Her Own Tuckertime Label

BY DEBORAH EVANS PRICE
NASHVILLE—When a co-writing session begins
with one collaborator angrily wielding a shotgun
and a bottle of Crown Royal, one wouldn't expect
the pairing to end in an engagement and an
impressive new album. But then again, Tanya
Tucker has never been a typical country artist.

Ever since she debuted at age 13 with the hit
“Delta Dawn” in 1972, Tucker has
forged her own unique path. “I (&8
feel like I've been going to college
all those years. Now I've graduat-
ed and am finally doing what T |
want to do,” she says of launching
her own Capitol Records-distrib-
uted label, Tuckertime Records,
and releasing Tuanya, her first
album in five years.

She credits fiance Jerry Laseter
with encouraging her to record
again. A successful songwriter M
with cuts by Tim McGraw, Aaron 5
Tippin, and others to his credit, |
Laseter had known Tucker for
years when his sister suggested
they write together. Laseter was
running late for their first co-
writing session, and Tucker was
not pleased.

“T was sitting on the top of the
house with a shotgun and a big
bottle of Crown Royal,” she
recalls. “I said, ‘You're late!’ He
was scared to walk in. When he
got there I was going to shoot
over the top of their heads, but I was afraid I'd miss
and kill his friend.”

But there’s a happy ending. The two have a 3-
year-old daughter and plan to marry next year.
Their creative efforts recently birthed anoth-
er labor of love, Tanya, due Tuesday (24).

Before releasing her new album, Tucker
resolved a four-year legal battle with Capitol.
“The complaint was that they weren’t promot-
ing my records,” Tucker says. “Every time [ was
around, there was a new president. Every time
I'd have a new record, they'd change. It would
kill my records.”

Tucker’s manager, Joel Cherry of CMK Enter-
tainment, sat next to current Capitol presi-

dent/CEQ Mike Dungan on a flight, and Dungan
expressed interest in resolving the situation. Soon
after, Tucker forged a new relationship with the
label. She credits Capitol VP of sales Bill Kennedy
with encouraging her to start her own imprint.

“Before, when people mentioned me start-
ing a label, it seemed scary, but I'm taking it all
in stride,” says Tucker, a BMI writer who co-
owns Tanjer Music Publishing
with Laseter.

Kennedy calls Tucker's new
album “classic Tanya." Indeed,
the collection demonstrates the
quality of material and evocative
vocal performances that earned
Tucker the Country Music Assn.’s
1991 female vocalist trophy and
30 top 10 country singles.

Tucker says she felt more com-
fortable than ever during record-
ing. “I was doing what I wanted
to do,” she says. “I picked songs I
could sink my teeth into and was
confident about doing. I've never
used Pro Tools in my life. |
| thought that was something
Home Depot sold.”

Tanya was co-produced by
Laseter and Barry Beckett, with
Tucker and Roger Murrah serv-
ing as executive producers. The
album features songs from such
top writers as Marcus Hummon,
Bob DiPiero, Hank Cochran,
and Gary Burr. Laseter co-wrote
seven cuts, and Tucker co-wrote one.

“Her voice is in great form, and the songs are
poignant and well-chosen,” says Brian Smith, VP
of store operations for Marietta, Ga.-based Value
Music Concepts. “Hopefully, radio will pick up on
it, because her unmistakable voice has been miss-
ing at radio for too long. If she tours and exposes
this material to a wide audience, it should sell. All
of her other projects have {sold] for us.”

Emergent Music Marketing in Nashville has
been hired to work Tucker's project. “A Memory
Like I'm Gonna Be” is the first single.

Capitol is marketing Tanya via a TV direct-
response campaign that offers Tanya in tandem
with Tucker's 20 Greatest Hits collection.
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Good Charlotte Riding Media Wave

‘Al Things Rock’ Hosts Deliver Second Set For Daylight/Epic

BY CHARLES DAUGHERTY

On Oct. 1, punk/pop rockers
Good Charlotte offer their sopho-
more Daylight/Epic release, The
Young & the Hopeless. If the band’s
increasingly high media profile is
an accurate indication, hopeless is
the least appropriate way of describ-
ing their chances of achieving
mainstream breakout status.

Epic executive VP/Daylight pres-
ident David Massey sums up Good
Charlotte’s odds for success quite
simply: “These boys are poised to
become one of the biggest young
bands of the year. I wouldn't say
something like that lightly.”

In saying they're poised, Massey
is referring to the strides Good
Charlotte has taken during the past
two years since its self-titled debut
set the band’s career in motion.

Massey adds, “Good Charlotte
has taken large steps forward since
their amazing debut album. They
have a wonderful combination of
being an amazing live band while
also having really accessible rec-
ords. The boys are extremely hard
workers. They are clearly one of
our strongest touring bands.

“Their authentic, edgy-fun
music has attracted an ever-grow-
ing, young, hip, and fiercely loyal
audience,” he continues. “They are
definitely punk-based; and [the
band should] cross over effortless-
ly to modern rock and, ultimately,
pop. They have grown enormously
in such a short time while keeping
very much within a framework
that their fans have come to iden-

tify [with]. They have shown
strong development without los-
ing their roots.”

The Young & the Hopeless com-
prises 14 tracks penned by 23-year-
old twin brothers Joel and Benji,
who also provide lead vocals and
lead guitar, respectively.

The album, produced by Eric
Valentine, provides a variety of

& -
GOOD CHARLOTTE

youth-angst punk rock anthems to
more intimate commentaries re-
flecting emotional fallout from a
breakdown of the American nuclear
family. The music is reflective of the
band’s wide list of proudly worn in-
fluences, including Green Day, the
Smiths, the Clash, Tool, Korn, Joy
Division, and the Pixies.

The Young & the Hopeless also
contains enhanced features that
include footage of the band in
the studio.

When asked about how the new

IMPORT
| 4ND |
EXPORT

THE LARGEST

‘_—JEFIR

ArVERSARY SCRTION

= DISTRIBUTOR OF

BEGGAE] S J(E=E)

CALL TOLL FREE TO PMBE ORDERS

ALS0 CARRYING THE HOTTEST 12" SINGLES _|

ETREET
E-E744 FAX | [BE4) 066-17ER

recording differs from the band’s
debut, Benji says, “The new album
does a better job of representing
who the band is. We didn’t want to
make the same record again. The
Young & the Hopeless is a culmi-
nation of our nonstop touring and
interacting with listeners. We want-
ed to make an album with the most
sincere songs we could. The songs
reflect our personal experiences,
which [ think many people out
there can relate to.”

Joel adds, “Since the first album,
we’ve become better at articulating
our feelings and thoughts as a
band. We want the listeners to be
able to relate to us on a personal
level. We aren’t role models; we are
mirrors for our listeners. We don’t
complain; we just lay it out there.
We are tired of hearing bands
teaching hate. We care about what
our fans get out of our music.”

What fans are getting is plenty of
chances to see Good Charlotte in

the spotlight. Both Joel and Benji |

are hosts of MTV's All Things Rock.
The band also just recently finished
participating in this summer’s Vans
Warped tour. The act’s first single,
“Lifestyles of the Rich & Famous,”
has gotten solid modern rock radio
airplay since its Aug. 13 shipment.
The video for the song, directed by
Bill Fishman, features cameos by
members of Tenacious D and 'N
Sync, and it's been a fixture on
MTV's Total Request Live for more
than a month.

Following the release of The
Young & the Hopeless, Good
Charlotte will open a number of
dates for No Doubt before embark-
ing on its own headlining tour
Oct. 18.

Epic VP of marketing Chris
Poppe remarks, “The band and
this album are in the right place
at the right time. People are
starved for good rock music, and
Good Charlotte delivers in spades.
They knock people out with their
live show. Their development and
maturity as artists have broad-
ened their scope of influence to
encompass a wider, more diverse
fanbase. It's been great to see the
excitement and support that has
grown for the new album.”

Joel concludes, “We aren’t trying
to be like anyone else. It’s impor-
tant for us to make music of sub-
stance, and if we can reach 10 more
kids than the last album, and have
them change how they think about
music, then we will be happy. We
are striving to meet our standards.”

Good Charlotte is managed by
Steve Feinberg and Mike Marti-
novich at A Fein Martini in Los
Angeles. The band is booked by
Brian Greenbaum at the L.A.-
based Creative Artists Agency.
The act’s song publisher is EMI
April Music, ASCAP.

Beét ,..

HER STRONGEST ‘WEAKNESS’: In
an unconventional move, Melissa
Etheridge Live . . . And Alone, a con-
cert DVD of Etheridge’s 2001 solo
tour out Nov. 5, will be marketed by
Universal Music Enterprises (UME),
instead of Island Records, the label
to which Etheridge is signed. Both
divisions are part of Universal Music
Group, but UME traditionally works
catalog product.

“This could be very exciting for us;
it opens a lot of doors for a lot of
artists,” says UME senior VP of sales

ETHERIDGE

and marketing Richie Gallo, who
notes that the DVD still carries the
Island logo.

Gallo says the decision was made
jointly by Island and UME. “At holi-
day time, with the amount of releas-
es that the frontline labels had, it was
sort of natural for the DVD to end up
with us. We could give it more atten-
tion. We also have her catalog.”

In a unique and smart move, UME
and a slate of indie promoters are
working a track from the DVD to
triple-A and hot AC radio. Etheridge
has been performing the tune, a
cover of Joan Armatrading’s “The
Weakness in Me,” in concert for years
but had never recorded it.

“My management and [ know what
my strong points are: The live per-
formance is the big thing,” Etheridge
says. “And we thought, ‘What better
way to promote the DVD than through
a new single?’”

Ironically, the version of “The
Weakness in Me” that went to radio
isn’t the piano-only version she plays
in concert, but a Patrick Leonard-
produced mix that, although still
stripped down, features a full band.

“I think the word ‘live’ scares
radio,” Etheridge says with a laugh.
“I think the live, solo version is bet-
ter, but I don’t think you'd get it past
anybody at radio.”

The DVD will be available in two
versions. The standard edition, which

is a single disc, features an hour of
| concert footage taken from Ethe-

by Melinda Newman

ridge’s stop at Los Angeles’ Kodak
Theater, including the performance
version of “The Weakness in Me.” It
retails for $19.98.

A two-disc deluxe edition, which
carries a suggdested list price of
$29.98, includes more than two
hours of the Kcadak Theater concert,
plus interview segments, candid
footage from the road, an audio
track of the studio version of “The
Weakness in Me,” and another new
track, “Alive.”

Etheridge wrote “Alive” “after the
whole DVD had been put together,”
she says. “It's about the whole expe-
rience of the journey and the things
I learned on the tour about myself.”

The track closes a theatrical ver-
sion of the concert that will play at the
Long Beach (Calif.) Marketplace Cin-
ema Friday (27)-Oct. 3, in an attemnpt
to land “Alive” an Academy Award nod
for best song. The theatrical version
will also be offered Oct. 6-16 as a pay-
TV special on DirecTV.

Although Etkeridge hopes that
“The Weakness in Me” will do well at
radio, she says her solo outing and
subsequent band tour this summer
showed her that her fans are there for
her, regardless. “I've always been very
connected and felt very safe with my
audience, but being solo forced me to
every minute be connected to the
audience,” she says. “It gave me a se-
curity and really proved that an audi-
ence will go with me and the more
vulnerable [ am tc them, the happier
they are to stay. This summer’s tour
was more of a celebration, and it
showed whether radio was playing me
or not, they were here for me.”

HOLLYWOOD CUTS: Hollywood Rec-
ords let go of about 20 of its roughly
100 staffers Sept. 17, according to
sources. The cuts, which hit most de-
partments, were “mainly middle
management and lower.” No more
cuts are expected.

In a statement, the label said, “In
an attempt to stay competitive in
today’s tight market, Hollywood
Records has chosen to examine its
current structure and consolidate
certain positions. We're confident
that this reorganization will result in
more efficient means of marketing
Hollywood’s upcorning releases in
2003.” The only Hollywood act cur-
rently on The Billboard 200 is British
trio BBMak, whose Into Your Head
moves to 105 this week.

Earlier this year, Follywood parent
Buena Vista Music Group let go of 12
people when it shuttered its Mam-
moth Records division. The Mam-
moth imprint is now operated by
Hollywood. (Billboard, April 20).
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Politics, Love Get Equal Billing On Jackson Browne’s New Elekira Set

BY MELINDA NEWMAN

LOS ANGELES—Open an album
with the provocative line “Just take
off your clothes and I'll drive you
home” and you’re bound to raise a
few eyebrows. “Everyone’s been
naked in a car at one time or anoth-
er, right?” laughs Jackson Browne,
referencing “The Naked Ride Home,”
the title track that kick-starts his
first studio album in six years.

He continues, “It’s a pleasure,
though, to sort of grab people in
what they presume is going to be a
lascivious story and take them to
what I think is at the heart of all
human activity: a desperation for
something to work out better than it
ever works out.”

Such themes as desire and for-
giveness dominate the project, due
Tuesday (24) from Elektra. On The
Naked Ride Home, the search for
love shares equal space with com-
mentary on social ills, whereas
some of Browne's past works have
been heavily weighted one way or
the other. Browne says, “It’s more
integrated than the other albums
have been.”

Co-produced with Kevin McCor-
mick, the album finds Browne in a
tremendously collaborative mood.
Usually a solo songwriter, he took his
band into his Los Angeles studio

with germs of ideas and, in some
cases, crafted the songs around their
musical inventions.

“I had a period of time writing
this stuff acoustically, and then
when I went to play with them, it
was like the sun coming over
the mountain,” Browne re-
calls. “The band became the
artist and the artist became
the producer.”

While he is credited as the
album’s sole lyricist, his band-
mates share music credits on
many of the compositions.
Browne’s music is published
by Swallow Turn Music.

Some tracks, such as social
satire “Casino Nation,” re-
main pure Browne. The song
takes a cynical look at, among
other things, corporate greed
and reality TV.

“Anybody who can’t get on
TV must really not be trying,
because obviously they have some-
thing for everybody,” he says. “You
can phone in to one of those produc-
ers [who says], ‘OK, let’s hear from
plumbers whose third cousins have
sodomized their chihuahua.” People
call in, and they put them on the air.”

Conversely, first single “The Night
Inside Me,” about the periodic need
to get away from one’s own life, looks

inward rather than outward.

“It was a hard song to finish,
mainly because if you're describing
the need to leave this world, the
need to escape the mundane sort of
responsibilities, I'm someone who

BROWNE

has willingly taken on my responsi-
bilities,” Browne says. “Other peo-
ple like to book time in a studio—I
have to build a studio, you know?
But the fact is everybody needs to
get out, to get away.”

Elektra VP of marketing and artist
development Dane Venable says that
when choosing the first single, the
label wanted a track that could go to

multiple formats because “research
showed that Jackson still has a num-
ber of recurrents on many formats
beyond the obvious triple-A and hot
AC, and that gave us a tremendous
opportunity to market by crossing
formats. We're also putting
emphasis on classic rock and
mainstream AC.”

“The Night Inside Me” is off
to a strong start at triple-A,
and the label has hired indie
promoters to work it to clas-
sic rock, where Elektra is also
conducting ticket giveaways
to Browne’s tour with Tom
Petty, which begins its second
leg in October.

“The listener reaction has
been good. This is one of
those guys you can hear and
know it's Jackson Browne,”
says Brad Holtz, PD for triple-
A outlet WTTS Indianapolis.
“We've had a lot of people
hear the single and ask when the
album is coming out. You listen to it
on the radio and it comes alive in the
car, which is how you know you have
a good song.”

On the TV side, Browne will ap-
pear on Today Sept. 27, The To-
night Show With Jay Leno Oct. 2,
and a November episode of Austin
City Limits.

At retail, Browne will play at a
Barnes & Noble in New York the day
of release. Additionally, all 600
Barnes & Noble outlets, where the
singer is the October artist of the
month, will place Browne book-
marks in bags through November.
On the retailer’s Web site, a limited
number of consumers who pre-
order the new album will receive a
best-of sampler.

The Naked Ride Home marks the
end of Browne’s current contract
with Elektra, for whom he’s record-
ed for the duration of his career (first
under the Asylum/Elektra banner).
But he says it’s too soon to say the
Elektra chapter is closed.

“They were going to let me out of
my contract for the last record, be-
cause the last album I gave them
didn’t sell very well. But [ began to
get a pretty good feeling about this
record awhile back, and I started
thinking, ‘You know what? I think if
I give them a really great record,
they'd be a great company,” and
that’s why I proceeded,” he says.
“Just because this is the last record
[ owe them on this contract doesn’t
mean this will be the last record 1
make for Elektra.”

Additional reporting by Margo
Whitmire in Los Angeles.
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Porter Finally

Falls Prey To
Piano’s Charm

BY PAUL VERNA

Ana Porter’s songs are so melod-
ically rich, so lyrically evocative
that it’s impossible to believe she
once despised music.

“When I was 5 years old, my
mother forced me to take piano
lessons, and I hated it,” recalls
Porter, 29, the daughter of con-
ductor and music teacher Susan
Tall. “After less than a year, she let
me stop, and I thought, ‘Good, I'm
glad I'll never have to have any-
thing to do with music again!’”

T ul X
PORTER

But music eventually caught up
with Porter—or the other way
around. By her early teens, she
was taking lessons from her moth-
er and singing in the choir at
Tenafly High School in northern
New Jersey. Later, while at Brown
University, Porter studied classi-
cal guitar, voice, and theory, and
began to entertain the idea of a
musical career.

She moved to Seattle in the
mid-"90s to start a Web-design
business. In 1999, a dot-com job
lured her to San Francisco, where
she launched her career in earnest.

In the Bay Area, Porter con-
nected with songwriting teacher
Bonnie Hayes, best-known for
authoring the Bonnie Raitt hits
‘Have a Heart” and “Love Letter.”
In addition to tutoring Porter in
the art of songwriting, Hayes also
produced the artist’s eponymous,
self-released EP.

A set of startling originality and
impressive scope, Porter’s disc
opens with the searing rocker
“You Win,” which describes a con-
frontation between two lovers.
Then, on the Middle Eastern-fla-
vored “Gipsy,” Porter reflects on
what she calls the “undeserved
riches” of the dot-com boom by
making word play with the title (“I
outgypped the Gipsy; I outfooled
the fool”).

Porter is currently playing Bay
Area venues with a band featuring
drummer Fred Wolford, guitarist
Jeff Nix, and bassist Joe Horner.

Tracks.

THE GREAT ‘GILMORE GIRLS’”: The music
on the Gilmore Girls soundtrack is a
lot like the critically acclaimed WB
drama itself: mainstream yet quirky,
fresh yet familiar, witty without ever
being pretentious or dull. The full title
of the soundtrack is Our Little Corner
of the World: Music From the Gilmore
Girls; the album is set for release Oct.
1 on Rhino Records.

Tracks on the album include those
from Joey Ramone (“What a Won-
derful World”), PJ Harvey (“One
Line”), Bjork (“Human Behavior”),
XTC (“I'm the Man Who Murdered
Love”), Big Star (“Thirteen”), John
Lennon & the Plastic Ono Band (“Oh
My Love”), Yoko Ono (“O’0Oh”), Ash
(“Girl From Mars”), Elastica (“Car
Song”), and Yo La Tengo (“My Little
Corner of the World").

Lesser-known names and songs are
given a spotlight on the soundtrack:
Black Box Recorder’s “Child Psychol-
ogy,” the Shins’ “Know Your Onion!,
the Free Design’s “I Found Love,”
Claudine Longet’s “God Only Knows,”
Pernice Brothers’ “Clear Spot,” Slum-
ber Party’s “I Don’t Mind,” and Kome-
da’s “It’s Alright, Baby.”

PHILLIPS

There are also tracks from Sam
Phillips, Grant-Lee Phillips of Grant
Lee Buffalo, and a duet from Carole
King and her daughter, Louise Goffin.

| All four artists have a special connec-

tion to the show: King and Goffin's
duet, “Where You Lead, [ Will Follow,”
is Gtlmore Girls’ theme song; Grant-
Lee Phillips, who has a recurring role
as a troubadour on the show, weighs
in with “Smile”; and Sam Phillips, the
composer for Gilmore Girls, offers her
song “Tell Her What She Wants to
Know.” All three tracks have been pre-
viously unreleased.

Some of Sam Phillips’ composed
musical interludes are seguies between
the soundtrack’s songs. She tells Bi/l-
board, “I never aspired to do music for
a TV show. But I like Gilmore Girls,
and I got involved with the show be-
cause of (Gilmore Girls executive pro-
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ducers] Amy Sherman-Palladino and
Daniel Palladino. They had licensed
one of my songs for the pilot, and then
asked me to do the music for the show.
They wanted music that would take
people inside the characters’ heads.”

Gilmore Girls, which debuted in
2000, follows the close but sometimes
rocky relationship between a single
mother, Lorelai Gilmore (played by
Lauren Graham) and her teenage
daughter, Rory (played by Alexis
Bledel) in a small Connecticut town.

Sherman-Palladino, who is also
Gilmore Girls music supervisor, says
of Sam Phillips: “What she’s dene for
the show has been incredible. The
music that Sam creates connects the
thoughts of the characters so well.”

Sam Phillips adds, “People have
tried to force music on Amy that
wasn't right for the show. But she’s
stuck to her musical vision, and |
admire her for that.”

The Palladinos—a husband-and-
wife team who are also writers on
Gilmore Girls and the soundtrack’s
executive producers—are among the
show’s staffers who are “music fanat-
ics,” Palladino says. “Often, when we're
writing, we think of the perfect song
to go with the scene.”

“The Gilmore Girls characters are
always dropping references to music,”
says Pamela Michaels-Klean, Warner
Strategic Marketing (WSM)/Rhino
senior product manager. “It helps the
audience because it gives them an
introduction te music they may not
otherwise hear.”

In marketing the soundtrack, WSM/
Rhino will have TV commercials for
the album that will air during Giimore
Girls, whose third season premieres
Tuesday (24). There will also be print
ads in Blender, Mojo, Jane, and The
Village Voice. As an added bonus to
Gilmore Girls fans, the soundtrack
will include a 20-page booklet with
exclusive photos.

“We're servicing the soundtrack to
alternative commercial stations and
college radio,” Michaels-Klean adds.
“There will also be cross-promotions
on sites for the WB, Liquid Audio,
and Gilmore Grirls fans sites. We're
going after fans of the show to buy
the soundtrack, but the album also
appeals to collectors of alternative
indie music.”

Sam Phillips says she’s created
music for Gilmore Girls the “old-fash-
ioned way. A lot of TV shows have these
kids come up with music using Pro-
Tools. But I decided to start from
scratch and use real instruments and
real voices. The show has been good
discipline for me, because I've had to
come up with new music every week,
[t's almost like being in school again.”

14

www.billboard.com

wwWw americanradiohistorvy com

BILLBOARD SEPTEMBER 28, 2002


www.americanradiohistory.com

SR

ARTIST

Russian ActT.A.T.U. Nearing U.S. Bow

Universal’s Teenage Duo’s Debut Has Already Moved 1 Million Units In Eastern Europe

BY ALEKFEY KRUZIN
MOSCOW—The first act from East-
ern Europe to get a serious commit-
ment from a major in the U.S.—Uni-
versal Music Russia’s TA.T.U.—is not
following in anyone’s footsteps. But
then, there’s really nothing that the
teenage duo of Julia and Lena singing
about a lesbian relationship can be
compared to.

“There’s simply nothing else like
TA.T.U.,” says Martin Kierszenbaum,
Interscope/Geffern/A&M head of inter-
national. “They are so much more di-
rect, real, and raw than anything teen-
agers now have to choose from.”

With its first English-language sin-
gle, the Trevor Horn-produced “All the
Things She Said,” TA.T.U. doesn't leave
anyone unmoved.

“There’s a lot of controversy about
TA.T.U.'s videos, but the fact is those
are everyday topics that teenagers are
dealing with. It's their message of free-
dom and empowerment that people
everywhere so easily relate to,” says
Kierszenbaum, commenting on the
unprecedented sales of 1 million units
of the duo’s debut Russian-language
album, 200 km/h i the Wrong Lane,
in Eastern Europe, witnessed by a re-
cent IFPI platinum Europe award.

“T.A.T.U. are about to get a major
launch in the U.S.,” says John Ken-
nedy, Universal Music International
president/COO. “We used their initial
local recording as a platform and then
developed it further internationally.”

The brainchild of Moscow-based
Ivan Shapovalov, who produced the
original recording and directed the
group’s videos, T.A.T.U. instantly
achieved a mania-type profile in its
domestic market after its debut on
MTV Russia.

“We always played right by the line,
but we never crossed it,” says Shapo-
valov, a former psychologist and adver-
tising executive. “T.A.T.U. is a phe-
nomenon that goes far beyond its
songs. It’s all about the maximalistic
relationships of youth when the
boundaries between friendship and
love get blurred, driven by protest and
the conflict of generations.”

“The excitement of this project is
Julia and Lena’s voices and personali-
ties, and you can’t fabricate that,” says
Kierszenbaum of the soon-to-be 18-
year-olds. “I don’t think the market-
ing has to be anything artificial. The
videos are gonna be an important tool
as they completely underscore the
girls’ great personalities, and it was
our goal to retain as much of the
Russian record spirit as possible. I
think this will work because they’re
Russian, because they have slight
accents, and our job is to make sure
we don't take any character and
uniqueness out of their project.”

In order to develop TA.T.U.'s Russ-
ian-pop-meets-Prodigy sound for the
international market with English-
language vocals, Interscope immedi-
ately went for Horn as the producer.

“He had very good experience with

this type of record (Frankie Goes to
Hollywood, Pet Shop Boys, Seal) and
was very enthusiastic about it,” says
David Junk, managing director of Uni-
versal Music Russia, which signed
TA.T.U. immediately after its first sin-
gle and played a key role in developing

i
&

the project as a joint venture with In-
terscope in the U.S.

“I think TA.T.U. will open doors for
other Russian music to be heard inter-
nationally. It is a unique country that
is taking its own path, and that is why
its music is so interesting, that’s why
it's a breath of fresh air. Now Russia has
a chance to follow in the footsteps of
Sweden, France, or Germany and ex-
port its music; but its music industry
is in serious crisis, because of piracy.”

Radio-only album track “All the
Things She Said” precedes the album,
which is scheduled for release in the
U.S. Oct. 1. The album arrives Oct. 7
internationally, including most of Con-
tinental Europe, Mexico, and Australia
and later U.K. and Japan.

“We cannot express how happy we
are to work with Universal,” Lena
says. “Frankly speaking, we’ve never
imagined such success when we were
starting out.”

Julia adds, “We never thought
we would be singing in English
and have our album released in
America.”

“They’re definitely a couple of pow-
erful people,” Horn says. “I never heard
any Russian singers before and so I had
no idea what Russian music was like.
It sounded different. It sounded inter-
esting. Records are a simple form of
communication, if they work. Most of
the time these days they don’t work
because there’s nothing in them. But,
I think there’s something in TA.T.U.’s
records. There’s just something fresh
about them.”

T.A.T.U. is managed and booked
internationally by Robert Hayes of
California-based Sound Manage-
ment, whose clients include Smash
Mouth. In Russia, the group’s man-
ager remains Shapovalov’s Nefor-
mat company, which is currently
considering offers for the group’s
music publishing.

Sharp, Mondlock Help Garfunkel
Turn Prose Into Manhattan Set

BY CHARLES DAUGHERTY

With the Oct. 8 release of Every-
thing Waits to Be Noticed on Man-
hattan Records, Art Garfunkel is
ready to unveil a side rarely re-
vealed in his ca-
reer: His skills as
a songwriter;
made possible
with collaborators
Maia Sharp and
Buddy Mondlock.

“All T knew
about going into
this was that I
wouldn’t be in
the driver’s seat,”
Garfunkel says.
“I wanted to find
someone who
could help me
turn my prose
poems into songs,
and the answer to that search came
in the form of [producer/writer]
Billy Mann.”

Mann approached Garfunkel
about working with him. Upon
hearing what Garfunkel had in
mind, he set out to find the
right answer. Garfunkel ad-
mits, “Billy was the prime mov-
er on this.”

i
GARFLUNKEL

Mann introduced Garfunkel to
Mondlock and Maia Sharp for what
culminated in six of the 13 tracks.

“It’s a provocative project and a
legitimate bid in the market,” Gar-
funkel says. “We
had a great part-
nership and great
mutual respect.”

Manhattan
Records prod-
uct manager
Josh Gold agrees.
“Art, along with
Maia Sharp,
Buddy Mond-
lock, and Billy
Mann have cre-
ated a beautiful,
well-crafted,
fresh record to
impress any fan
of Art’s previ-
ous work, as well as appeal to a
new audience.”

The set’s first single, “Bounce,”
was sent to triple-A and AC radio,
although many stations had al-
ready started playing the song.
Garfunkel, Sharp, and Mondlock
will reunite for a U.S. tour, start-
ing in mid-October and running
through December.

RZEWSKI UNITED: Once in a while, a
recording comes along from out of
nowhere to restore faith in the notion
that major labels ought to feel some
responsibility for documenting the
musical art of their time. Such a proj-
ect arrives in record stores Oct. 1,
when Nonesuch—a label responsible
for more than its share of ground-
breaking initiatives on behalf of liv-
ing composers—issues Rzewski Plays
Rzewski: Piano Works 1975-1999, an
unprecedented seven-CD survey of
piano music written during the last
quarter century by American com-
poser Frederic Rzewski. As the title

suggests, the set, which carries a sug-
gested retail price of $50.99, features
performances made by the composer
between March 1998 and March 2001
in Belgium, where he now lives and
teaches at the Royal Conservatory of
Music in Liege.

According to Rzewski, the project
was the brainchild of producer Marc-
Henri Cykiert, his former student
and a composer and performer in his
own right. “We got together with a
very good engineer, Michaél Huon,
who has a very nice studio in Brus-
sels,” Rzewski says. “We found a
piano that I had played on in a con-
cert; I'd liked the instrument so
much that I had taken the serial
number, and then we found out that
the piano was for sale. So the studio
acquired it, and we had a set-up
where we could do whatever we
wanted with no external pressures.”

The set provides a striking over-
view of a composer whose music de-
serves to be better known. Born in
Massachusetts in 1938, Rzewski stud-
ied composition with some of the
leading figures in 20th century Amer-
ican music, including Walter Piston,
Roger Sessions, and Milton Babbitt.
In 1960, he moved to Europe, where
he abandoned his orthodox back-
ground and gravitated toward more
experimental forms of music, per-
forming with the improvising collec-
tive Musica Elettronica Viva and

avant-garde jazz musicians Anthony
Braxton and Steve Lacy. Though liv-
ing abroad has clearly nurtured his
artistic development, it has also re-
sulted in a lack of widespread recog-
nition in the U.S.

Though he has composed for en-
sembles and orchestras, Rzewski is
best known for his solo piano music,
much of which combines simple
folk tunes, grand Romantic ges-
tures, percussive techniques, and
improvised passages. Many contem-
porary virtuosos, including Ursula
Oppens, Marc-Andre Hamelin,
Stephen Drury, and the late Paul
Jacobs, have championed his works,
but Rzewski remains one of the
most important performers of his
own music. He has also made im-
portant recordings of works by other
composers, including the late Brit-
ish radical Cornelius Cardew; his
performance of Cardew’s We Sing
for the Future! can be heard on a ex-
cellent recent release on New Albion.

Rzewski Plays Rzewski includes
the composer’s best-known works,
The People United Will Never Be
Defeated! and North American Bal-
lads. Several lesser-known pieces, in-
cluding a concentrated memorial to
John Cage (A Life) and a more elabo-
rate, dramatic music-theater piece
based on Oscar Wilde’s letters from
prison (De Profundis), demonstrate
the composer’s vast range. The set
also includes four extensive sections
from The Road, a challenging recent
cycle that the composer has written—
perhaps idealistically—for personal,
household music making.

Rzewski likens The Road to an epic
novel, like Anna Karenina: “You pick
up the book, read a few chapters, put
it down, and then a few days later, you
read a few more chapters,” he ex-
plains. “This music can be performed
for an audience, but it’s primarily
meant for the reader. That’s part of a
long tradition that goes back to the
Fitzwilliam Virginal Book and The Art
of Fugue.” Rzewski is currently mak-
ing plans to perform The Road in its
entirety in New York during two
weekends in February.

For Nonesuch president Robert
Hurwitz, Rzewski Plays Rzewski
marks the realization of a long-held
goal. “When I first came to Nonesuch
18 years ago, I had a short list of
composers with whom I wanted to
work, and Rzewski was prominent
on that list,” Hurwitz says. “Some
things take 18 years, but in Freder-
ic's case, it was certainly worth the
wait: His music has held up incredi-
bly well, as all great music does, and
it is as fresh and relevant today as
when it was first composed.”
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Hawk Splices Games, Musu, Sports For HuckJam

BY SUSANNE AULT

LOS ANGELES—ESPN’s X Games
have attracted large crowds with free
extreme sporting action for the past
several years. Yet Tony Hawk, a 13-
time X Games skateboarding medalist,
believes he has the right moves to
debut his own extreme sport/music
arena tour next month.

With tickets priced at $25-$75,
Activision Presents Tony Hawk's Boom
Boom HuckJam 2002 offers skate-
boarding, BMX, and motocross ath-
letes interacting on one of the most
complex stages ever constructed for
these sports. The tour will also feature
performances by such acts as Social
Distortion, Devo, and the Offspring in
various markets (Billboard, Sept. 14).

The labor-intensive production will
have an almost-unheard-of 23-hour
load-in/load-out time for each of the
21 shows, with a 42-member crew on
hand from 3 a.m. to 2 a.m. to set up
the 12 trucks of equipment inside
each arena.

Hawk believes the action will be
even more crowd-pleasing than what X
Games offers. “X Games action is spo-
radic. You don't necessarily see people

trying their hardest stuff because
there’s a lot of pressure,” explains
Hawk, who is slated to pull stunts in
every show. “You won't see five bikes
on a ramp at the same time as motor-
cycles are flying over them.”

Coming from someone who
should know, Hawk then
assures, “This is the most elab-
orate ramping system ever built.
I can guarantee that.”

Ticket prices may have shot
up even further without main
sponsor Activision “literally
funding a lot of the costs to get
this thing off the ground,” says
Will Kassoy, the company’s VP of
global brand management. He
declined to comment on dollar
specifics but says that Activision
did cover nearly all startup
expenses, including the building
of the main 14-foot high, 65-foot
wide skating ramp. Per-show

ProSkater 4 (streeting Oct. 30). That
could be an added draw, considering
the first three editions of this Activi-
sion-published franchise have sold a
total of 15 million copies.

In addition to the extreme sports

Extreme Athletes. Participating in the HuckJam tour,
pictured from left, include BMX rider Mat Hoffman,

tour founder and skateboarder Tony Tlawk, motocross
rider Carey Hart, and BMX rider Dave Mirra.

the Rose Garden in Portland, Ore. In
rare live-performance dates, Devo will
play Oct. 24 at San Diego’s Sports
Arena and Oct. 26 at Anaheim, Calif.’s
Arrowhead Pond.

Social Distortion accompanies the
tour at five East Coast arenas,
including Boston’s Fleet Center
Nov. 8 and Washington, D.C.’s
MCI Center Nov. 10. Good Char-
lotte wraps things up with three
southern dates, ending Nov. 17
at Office Depot Center in Sun-
rise, Fla.

Slam Management is the tour
producer, and several buildings
are involved in co-promoting the
shows. Yet at least one venue
that signed on to host the out-
ing chose to take a smaller finan-
cial risk than Slam Management
initially requested. The facility
decided that ticket prices were
too high for an untested event,

production costs fall within the
low- to medium-six-figure range.
In addition to putting its logo on
one of the ramps, Activision will
squeeze in further advertising by
allowing visitors to play Tony Hawk'’s

action, event-goers will also catch one
band performance per the six differ-
ent tour legs. The Offspring begin the
first leg (comprising four shows at
various West Coast arenas) Oct. 9 at

so the building opted for a
straight rental fee.

But Jim Guerinot, a Slam partner
and owner of sister company Rebel
Waltz, points out that Boom Boom
HuckJam did get a test run April 27 at

Hopeville Tour Banks On Gospel Breaking Out Of Box

BY LISA COLLINS

What could turn out to be one of the
top gospel tours ever begins Sept. 28
in Toronto. Dubbed Hopeville, the
event features three of gospel’s plat-
inum-selling artists—Kirk Franklin,
Yolanda Adams, and Donnie Mc-
Clurkin. Its “hope” is hardly tied to
sales (which are booming) but rather
to the message it has set out to spread
ina post-Sept. 11 age.

The tour is on course to do as well
as or better than mainstream artist
tours in such venues as Madison
Square Garden in New York and the
Universal Amphitheater in Los Ange-
les. Within 48 hours of going on sale at
the Richmond Coliseum in Richmond,
Va., 2,421 tickets had been sold to the
tune of $83,565. In Washington, D.C.,
more than 1,400 tickets were sold with-
in 24 hours, and in Philadelphia the
box office logged upwards of 1,000 tick-
et sales on the first day. Even secondary
markets like Pittsburgh (more than
70% sold at press time, with a $40-$50
ticket price) were doing brisk sales.

“It’s outselling some of the secular
tours that are out here today,” says Al
Wash, owner of Dallas-based ALW
Entertainment, the producer of the
tour. Such success has generated
increased interest in gospel touring.
Hopeville is the largest of four such
tours out this year, including a high-
ly publicized Winans family tour and
a smaller-scale Evolution tour featur-
ing Trin-1-Tee 5:7, Men of Standard,
and Tonex.

During the past seven years, gospel
has accounted for 60% of the business

that Wash’s 15-year-old firm con-
ducts. Even so, Wash says he was
skeptical when, in 1996, Franklin ap-
proached him with the idea of a major
gospel tour.

Franklin explains, “I felt that if
gospel music had a platform, if we
could find a thin line between per-
formance presentation and ministry,
people would come.”

Wash—who previously did gospel
dates infrequently at best—consented
when Franklin offered to partner in the
tour with him. “Kirk was tapping a
large group of people who just weren’t
in the churches, and I thought, ‘Maybe
we could take this music to them,””
Wash says. “I didn’t pay him anything
to do the first tour. He took a gamble
like I was gambling, and it paid off for
the two of us.”

With gross receipts of $7 million,
the Tour of Life became one of gospel’s
most successful outings to date. “We
knew we had something after the sec-
ond week of the tour,” Wash recounts.
“Then during the third show of the
tour, Kirk fell off the stage and was hos-
pitalized in critical condition. Set to
file bankruptcy, I was thinking it just
wasn’t meant for me to do gospel.”

But six weeks later, Franklin defied
doctors’ orders and returned to the
tour, performing more than 90 dates,
many to sellout audiences. The Power
'98 tour followed, but without an artist
with Franklin's crossover appeal, sales
were dismal. Wash, now vested in
gospel touring, stuck with the genre,
saying, “With the music selling like it
was selling and sales growing, [ knew

the audience had to be growing.”

Then in 2000, he launched Sisters
in the Spirit. With a total attendance
of about 115,000, the tour featuring
Adams, Mary Mary, and Shirley Caesar
became one of the most successful in
gospel history, and Wash was back in
the gospel business.

Today, he views Hopeville as the
fruit of his labor. “We are on par to out-

FRANKLIN

sell Tour of Life in numbers, but the
net profits won’t be the same because
costs are higher,” he observes. “We
have a higher ticket price [from $25 in
Fayetteville, Ark., to $55 in New York],
but the type of venues, the cost of the
buses, advertising, artists, hotels—
everything is higher.”

And Wash has learned some hard
lessons, mostly to do with marketing.
“We are marketing younger and aver-
aging 3,500- to 5,000-seat venues.
There are some markets that can sell
more tickets, and we know those ven-
ues, like the Convocation Arena at

Cleveland State University [in Ohio].
We also try to deal with more local pro-
moters in the markets we’re playing.
They know how to get the word out
and handle the grassroots promotions.
That’s what we've found to be most
successful—the barber shops, beauty
shops, the flyers, and the announce-
ments in the churches.”

Bill Washington of Washington,
D.C.-based Dimension Entertainment
1s one of those local promoters. The
son of a preacher, he didn't see the tour
as a risk, observing, “People are begin-
ning to respect gospel for what it is,
and the strong sales we are seeing indi-
cate that gospel touring is becoming
more mainstream.”

Corporate sponsorship remains a
challenge. Wash was only able to
secure one presenting sponsor—
Southwest Airlines. “Gospel still has
some economic challenges and barri-
ers. To that extent, it remains risky,”
Franklin says. “We can’t go get money
from Heineken. Instead, you have to
be selective in who you marry your-
self to.”

The same applies to the tour’s
onstage chemistry. “The combina-
tion of the three of them is what
makes this package so strong,” Wash
says. “It’s what they’'re putting
onstage. There will be a lot of inter-
action, and the production will be
more like a musical.”

“With this tour,” Franklin con-
cludes, “God has given us an oppor-
tunity to show once again that gospel
is bigger than the box they try to put
itin.”

Las Vegas' Mandalay Bay, which
brought in 9,000 attendees and later
aired on MTV2 and ESPN. That was
enough for the tour’s producers to
expand to 21 dirferent major U.S. cities.
That was also enough for Guerinot to
project sales of about 10,000 tickets
and a gross of $500,000 per show.

“A kid who pought vinyl 20 years
ago is now buying CDs, playing
videogames, and watching cable TV,”
Guerinot says. “This kid is splintered
across various rlaces, and we've put all
that in one place now.”

Then, as far as that other already
established, extreme-sports-themed
music festival is concerned, Social Dis-
tortion frontman Mike Ness is confi-
dent there can he room for both. “My
kids think Tony Hawk is like Jesus
Christ,” says Ness, who recently com-
pleted his Vans Warped tour gigs. He
adds that Boorn Boom HuckJam is
more about the sports than the music,
which makes up Vans Warped’s core.

Taking a secondary role to the main
attraction of extreme sports is fine by
Ness, who explains that “at first I
thought, ‘Are we going to be the inter-
mission?’ But these athletes are such
fans. [In Las Vegas|, they were getting
pumped up by us—it felt like they need-
ed a good music act to go with them.
We didn't feel like we were filler at all.”

Ness was skeptical about hooking
up with another sponsor-laden tour
(other sponsors include PlayStation 2,
MTV2, and Squeez 'n Go pudding).
But similar to his beliefs about the
Vans Warped tour, Ness (who expects
a new Social Dis*ortion studio album
to be released by next spring) sees
Boom Boom HuckJam as a platform
for less widely known acts to win over
more fans. “When you usually are
playing bars and small clubs and then
all of a sudden ycu're in this kind of a
setting, it's awesome.”

For their part, arena managers seem
to be overwhelmingly looking forward
to the event. Tim Ryan, GM for Arrow-
head Pond (whict: has a financial stake
in its Boom Boom HuckJam produc-
tion), says to “take a look at what’s hap-
pening in society with the popularity
of skating. Put that with extremely
professional management, and you
have a recipe for success.”

Admittedly, the 2,700 tickets sold
during the first week of San Jose’s
Compaq Center onsale for its Oct. 12
show was “OK—not gangbusters,” says
Steve Kirsner, the booking director for
the arena, which is also a financial par-
ticipant. But like Guerinot, he predicts
heavy walk-up sales, which was the
trend this summer, as a result of the
slowed economy. Also, Kirsner notes
that the concert industry is starved for
new live events, because “the Rolling
Stones aren't going to tour forever . ..
[ hope this comes back.”

While Hawk has not officially com-
mitted to a second year, he, Guerinot,
and Kassoy aim to roll out Boom
Boom HuckJam on an annual basis.
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NEW SIGN O’ THE TIMES: The Na-
tional Car Rental Center in Sunrise,
I'la., is no more. The 20,000-seat
South Florida arena is now the Office
Depot Center through a 10-year
naming-rights deal with the office-
supplies retailer. The SMG-managed
building opened in 1998 as the NCR
Center, a deal that went south with
National Car Rental’s bankruptcy.

WANTED: Brad Paisley’s first major
headlining tour has the considerable
promotional clout of a CMT: Coun-
try Music Television presenting
sponsorship, along with some top-
notch support acts, behind it. The
44-date CMT Most Wanted Live
(MWL) tour was set to begin Sept. 19
at the Celebrity Theater in Phoenix,
and early on-sales are encouraging.
The tour is produced by TBA Enter-
tainment and plays a wide variety of
venues that include theaters, sheds,
casinos, fairs, and festivals. “This is
a very flexible tour,” TBA executive
VP> Steve Moore notes. “It has a cre-
ative mix of all types of venues,
which we believe is the right move
at this stage of Brad's career.”

Buvers are as diverse as the venues.
“We’re working with a variety of dif-
ferent promoters throughout the
run,” Moore says. “We’re working
with a lot of different buyers and actu-
ally promoting some dates ourselves.”

Rob Beckham, Paisley’s responsi-
ble agent at the William Morris
Agency, says the tour is meeting
expectations. “At the very least we're
doing as good as we hoped, and in
some cases we're doing better,” Beck-
ham says. “Everyone went in with
pretty level expectations, given the
current state of the touring business.”

Paisley has headlined dates in the
past, but this is his first complete tour
as the main attraction. “When the
opportunity came up from CMT we
jumped on it,” Beckham says. “We took
it from a 10-city tour to a 44-city tour.
We basically took the dates we already
had confirmed for Brad and hooked
them up with the CMT tour. We know
the power that television has—the
power to put you in front of a lot of peo-
ple—and CMT has definitely lived up
to their end of the bargain.”

The best on-sale so far is the Uni-
versal Amphitheatre in Universal City,
Calif., which Paisley will play Sept. 27
in a 3,800-capacity setup. For his part,
Paisley was enthusiastic about the
tour when he checked in via phone
while taping an appearance on the sit-
com According fo Jim in Los Angeles.

“I can’t wait for the CMT tour to
get started, and I'm excited to kick
it off in Phoenix,” Paisley says.

by Ray Waddell

“We're real excited about this tour
and anxious to get on the road.”
FFoyr CMT, this tour represents an
ongoing commitment by the net-
work to touring, after already being
involved with major treks by Brooks
& Dunn, Toby Keith, Kenny Ches-
ney, Tim McGraw, and Faith Hill.
“Brad Paisley is the embodiment of
what we want CMT Lo be,” CMT GM
Brian Philips says. “He’s got great
traditional chops, he’s a great musi-
cian, and he has a sense of humor.”

PHILIPS

Philips says the network’s in-
volvement in touring will continue.
“As long as the touring business
stays reasonabhly healthy, we'd like to
be out there heavily,” he says. “Amer-
ica’s a big country, as everyone in the
touring business knows. Last month
our channel cumed about 30 million
viewers, and that's a pretty good way
to get the news out about a tour.
There’s still some value for fans to
see [a tour] connected with CMT, so
when it comes to their town there’s
some interest and familiarity.”

Support on the MWL tour in-
cludes Pinmonkey, Tommy Shane
Steiner, Andy Griggs, Rascal Flatts,
Steve Holy, Steve Azar, Shannon
Lawson, Phil Vassar, Darryl Worley,
and Chris Cagle. Moore says, “Some-
times it’s a two-act show, and some-
times it’s a three-act show.”

ROUTEBOOK: Comcast Spectacor
public-relations guru Ike Richman
points out that October is “Rock-
tober” in Philly this year. The line-
up at the Comcast Spectacor-man-
aged First Union Center and First
Union Spectrum includes Nelly
(Oct. 4), Bruce Springsteen (6),
Korn (15), No Doubt (17), Power 99
Philadelphia’s Powerhouse (25),
Cher (26), Rush (27), and Tool (29).

Beenie Man will begin his Tropi-
cal Storm 2K2 tour, booked by Peter
Schwartz at the Agency Group, Oct.
1 in Providence, R.1., at Lupos. Dates
are still being confirmed.

VENUE/

NCERT

GROSS

Aug. 26

GROSS/ ATTENDANCE/
ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER
DAVE MATTHEWS BAND, The Gorge, $2,695,325 60,000 House of Blues Concerts
JOHN BUTLER TRIO George, Wash. $53.55/$41.25 three sellouts
Sept 6-8 ]
DAVE MATTHEWS BAND, Alpine Valley Music $2,441,598 70,506 Clear Channel
COREY HARRIS Theatre, East Troy, Wis. $46.50/$31.50 two sellouts Entertainment
Aug. 31-Sept. 1
i OZZFEST: OZ2Y OSBOURNE, SYSTEM Glen HelenE_lockhus(er S-2,054,l]71 44,738 Clear Channel
OF A DOWN, ROB ZOMBIE, P.O.D., Pavilion, Devore, Calif. $128.75/$38.50 setlout Entertainment
TOMMY LEE, ADEMA, & OTHERS Aug. 31
JIMMY BUFFETT Tweeter Center for the Performing ~ $1,994,854 39,800 Ciear Channel
Arts, Mansfield, Mass. $59.50/830 wo sellouts cntertainment
Aug. 29. 31
- -— - = .
CHER, CYNDI LAUPER Office Depot Center. $1,853,821 27479 Clear Channel
Sunrise, Fla. $79.75/838.75 27,942 two shows Entertainment
Aug. 30-31 one seltout
THE WHO, ROBERT PLANT Tommy Hilfiger at Jones Beach ~ $1,504,850 14,512 Clear Channel
Theater, Wantagh, N.Y. $165/$50 14,571 Entertainment
Aug. 31
CH S — m—
OZZFEST: OZZY OSBOURNE, SYSTEM The Gorge, $1.235.000 20,000 House of Blues Concerts
OF A DOWN, ROB ZOMBIE, PO.D., George. Wash. $61.75 sellout
TOMMY LEE, ADEMA, & OTHERS Aug. 27
AEROSMITH, KID ROCK, RUN-D.M.C. Tweeter Center, $1,145,968 22,710 Clear Channel
Tinley Park, Il1. $79.50/$35 28,557 Entertainment
Sept. 1
NEW YORK SALSA FESTIVAL: EL GRAN Madison Square Garden, $989,480 15,545 Spanish Broadcasting
COMBO DE PUERTO RICO, ANDY MONTANEZ, New York. N.Y. $90/$80/$70/$50 sellout System
TITO ROJAS, GILBERTO SANTA ROSA Sept. 7
CHER, CYNDI LAUPER St. Pete Times Forum, $948,516 14,423 Clear Channel
Tampa, Fla. $79.75/$39.75 sellout Entertainment, in-house
Sept. 2
'PHIL LESH & FRIENDS, RATDOG, Red Rocks Amphitheatre.  $811.615 17.431 Clear Channel
WARREN HAYNES, WILLIE NELSON  Morrison, Colo. §50/$47.50/$45 18,900 two shows Entertainment. KSE
Aug. 31-Sept. 1
CHER, CYNDI LAUPER Birmingham Jefferson $788,340 11.970 Clear Channel
Convention Complex, $79.75/$34.75 13,649 Entertainment
Birmingham, Ala.
i FHJS; B ﬁe-Gorge, o ) $767.,026 - 12,556 House of Blues Concerts
George, Wash. $74.55/$48.30 13,500
Sept. 14
OZZFEST: OZZY OSBOURNE, SYSTEM Smirnoff Music Centre, $750.986 14,761 House of Blues Concerts
OF A DOWN, ROB ZOMBIE, P.O.D., Dallas $125 80/$76.30/$50.30 17.500
TOMMY LEE, ADEMA, & OTHERS Sept. 8
" OZZFEST: OzZY OSBOURNE, SYSTEM Cricket Pavilion, $733,007 15.403 Clear Channel
OF A DOWN, ROB ZOMBIE, P.O.D,, Phoenix S$100/$40 19,671 Entertainment
TOMMY LEE, ADEMA, & OTHERS Sept. 5
CHER, CYNDI LAUPER Freedom Hall Coliseum, $684,339 10,747 Clear Channel
Louisville, Ky. $79.75/$34.75 14,516 Entertainment
Sept. 5
| EMINEM, PAPA ROACH, LUDACRIS,  Palace of Auburn Hills,  $645,193 16908 Clear Channel
XZIBIT, X-ECUTIONERS Auburn Hills, Mich. $39.50 sellout Entertainment. Palace
Sept. 8 Sports & Entertainment
DAVE MATTHEWS BAND, Verizon Wireless Amphitheater. ~ $644,004 17.476 Clear Channel
COREY HARRIS, POMEROY Bonner Springs, Kam $46.50/$31.50 18,118 Entertainment
Sept. 3
~ ELTON JOHN ' Richmond Coliseum, $633,574 12.354 Clear Channel
Richmond, Va. $58.50/$38.50 sellout Entertainment, SMG
Sept. 5
LENNY KRAVITZ, PINK, Mandalay Bay Events $615,770 9,531 Clear Channel
ABANDONED POOLS Center, Las Vegas $85/$25 10,034 Entertainment, in-house
Aug. 31
| ELTON JOHN o Roanoke Civic Center, 580635 10579 " Clear Channel
Roanoke, Va. $59.50/$33.50 10,700 Entertainment
Sept. 6
TOM PETTY & THE HEARTBREAKERS, Chronicle Pavilion at $551.033 12,700 Clear Channel
JACKSON BROWNE Concord, Concord, Calif. $52.25/$26.25 sellout Entertainment
Sept. 1
LENNY KRAVITZ, PINK, " The Gorge, $539500 10040 House of Blues Concents
ABANDONED POOLS George, Wash. $66.70/$56.20/$45.70 13,500
Aug. 23
TOM PETTY & THE Auto West Amphitheatre, $518,754 14,858 Clear Channel
HEARTBREAKERS, JACKSON Marysville, Calif. $51.75/821.75 18,500 Entertainment
BROWNE Aug. 31
- — - - — —— S S
CREED, JERRY CANTRELL, 12 Saratoga Performing Arts $480,958 12.304 Clear Channel
STONES Center, Saratoga Springs. $54/838.50 25,120 Entertainment
N.Y.
EMINEM, PAPA ROACH, LUDACRIS, HiFi Buys Amphitheatre, $437,188 11,322 House of Blues Concerts
XZIBIT, X-ECUTIONERS Atlanta $43.50/$32.50 18,176
Sept. 4
TOM PETTY & THE HEARTBREAKERS,  Riverbend Music Center,  $432.358 1334 Clear Channel T
JACKSON BROWNE Cincinnati $57/$24.50 20,501 Entertainment
Aug. 13
CD 101.9 SUMMER SPECTACULAR: Tommy Hilfiger at Jones $431,583 10.810 Clear Channel
GEORGE BENSON, NATALIE COLE, Beach Theater, Wantagh, N.Y. $86/$32.50 14,029 Entertainment
BONEY JAMES Aug. 22
LUTHER VANDROSS, GERALD LEVERT, _Alistate Arena, sa13.222 T ea9 " Clear Channel
ANGIE STONE, MICHELLE WILLIAMS Rosemont, Il $74.50/$39.50 14,998 Entertainment
Aug. 25
GIPSY KINGS Wolf Trap Farm Park, Filene $411,686 14,088 in-house
Center, Vienna, Va. $36/822 two sellouts
Aug. 19-20
— SRS A e———————=—=——S N — .
TOBY KEITH, RASCAL FLATTS Allstate Arena, $408.625 10,562 Clear Channel
Rosemont, lil. $35 12,742 Entertainment
Aug. 17
LENNY KRAVITZ, PINK, Cynthia Woods Mitchell Pavilion, $407.115 13.272 Clear Channel
ABANDONED POOLS The Woodtands, Texas $67/$30 15,979 Entertainment
Aug. 17
LENNY KRAVITZ, PINI, Coral Sky Amphitheatre, 540,518 12120 Clear Channel -
ABANDONED POOLS West Paim Beach. Fla. $65/$27.50 19,21 Entertainment
Aug. 10
LENNY KRAVITZ, PINK, Coors Amphitheatre, $402,734 11.831 House of Blues Concerts
ABANDONED POOLS ghula Vista, Calif. $50/$40/$30 19,442
ept. 1
r CREED, JERRY CANTRELL, Riverbend Music Center,  SA02,686 10,032 “Clear Channel |
12 STONES Cincinnati $52/$38.50 20,581 Entertainment

Copyright 2002, VNU Business Media, inc. All rights reserved Boxscores should be submitted to: Bob Alien, Nashville.
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> THE CHIEFTAINS

Down the 0ld Plank Road—The
Nashville Sessions

PRODUCER: Paddy Moloney

RCA/Victor 09026-63971

Recasting country and bluegrass stan-
dards in a Celtic light isn’t that much
of a stretch, but hooking up Irish leg-
ends the Chieftains with a diverse
range of Nashville-based artists is a
savvy move and results in an exuber-
ant, enjoyable album. The title cut—
with John Hiatt, Bela Fleck, Jeff White,
and Tim O'Brien—is a joyful, foot-
stomping ride. “Country Blues” and
“Whole Heap of Little Horses,” with
Buddy & Julie Miller and Patty Griffin,
respectively, are ominous and mourn-
ful. Bluegrass standard “Sally Goodin,”
with Earl Scruggs, soars high, with
banjo and fiddle melding seamlessly
with flutes and Irish instrumentation,
while soulful bagpipes behind Alison
Krauss’ ethereal vocal power the
dirge-like “Molly Ban.” Lyle Lovett
seems right at home amid the Celtic
musicality on the rambling “Don't Let
Your Deal Go Down,” and the slow-
rollin’ “Rain and Snow” is a meeting
of the titans in the Chieftains and Del
McCoury Band. Hearing an Irish
brogue cop to hillbilly lyrics on songs
like “Tennessee Stud” is a hoot, but
this project is more than a curiosity:
It is inspired.—RW

> SNAPCASE

End Transmission

PRODUCER: Brian McTernan

Victory Records 175

Snapcase’s fourth full-length is a
provocative quest that explores a
vision of the world’s future using
aggressive guitar and drum riffs and
lead singer Daryl Taberski’s boom-
ing, defying voice. Even if listeners
don’t agree with the group’s view-
points—see “First Word,” which
includes the lyrics “technology com-
plicates simplicity"—it’s obvious why
acts such as P.0O.D. and Thursday
have cited them as an influence.
Snapcase’s hardcore musicality is a

S P OTLI

BECK

Sea Change

PRODUCER: Nigel Goodrich
DGC/Geffen 33932

After the electro-bump of 1999’s
Midnite Vultures, this chameleon-
like singer/tunesmith returns with a
set of introspective, acoustic-based
compositions. Fans of his uptempo
brand of pop may initially be startled
by the stark, somber tone of Sea
Change, as much of the material
barely rises above a gentle shuffle
beat. While Beck has previously dab-
bled in acoustic fare, this project
shows him take similarly raw ideas
and bring them to full realization.
Producer Nigel Goodrich helps him
flesh out tunes like “Lonesome
Tears” and “Round the Bend” into
glorious epics, replete with sumptu-
ous string arrangements. Beck has
rarely performed with such maturity
and confidence, breathing a rich,
often haunting baritone into songs
that seem to follow a plotline thread
of despair after the end of a relation-
ship. Easily one of the best releases
of 2002, Sea Change shows Beck
seriously raising the bar for himself
and others around him.—LF

UNDERWORLD

A Hundred Days Off

PRODUCER: Rick Smith

IBO/V2 63881-27137

Following the departure of DJ Darren
Emerson, Underworld’s Rick Smith
and Karl Hyde vowed to “destroy the
past” while crafting A Hundred Days
Off. And while there’s no shortage of
Underworld’s thumping dance an-
thems here (“Two Months Off,” “Mo
Move”), plenty of intriguingly strange
sounds lurk in the crannies. “Little
Speaker” junks its down-and-dirty
bassline in favor of Steve Reich-in-
spired piano phasing before combining

them together, while hand percussion
and Middle Eastern tones nourish the
dark, sexy “Twist.” Smith seems to
revel in the experimentation, particu-
larly with the up-close vocalizing and
warped acoustic guitars of “Trim” and
the uncharacteristically subdued “Sola
Sistim.” But just as things veer toward
dreamland on the instrumentals “Ess
Gee” and “Ballet Lane,” the pair
reverts to the frenetic beats of
“Dinosaur Adventure 3D and the omi-
nous synths of closer “Luetin."—JC

PETER GABRIEL

Up

PRODUCERS: Peter Gabriel, Stephen
Hague, Steve Osborne

Geffen 33882

How the world has changed in the 10
years since Peter Gabriel’s last “pop”
release, the sensational Us. He and his
fans have reached middle age, his
chances of exposure at pop radio have
vanished with the fragmentation of
that format, and MTV—a medium
Gabriel milked on his 1986 magnum
opus, So—has hitched its star to teen
pop, hardcore rap, and reality TV. Nev-
ertheless, the veteran artiste holds his
ground on a collection that is sure to
earn him the respect of not only his
old fans but a new generation of lis-
teners raised on sonic provocateurs
like Beck, Nine Inch Nails, and Moby.
From the dissonant, distorted opening
of “Darkness” to the satirical edge of
the first single, “The Barry Williams
Show,” Gabriel draws from a deep lyri-
cal well and weaves an unmistakably
unique sonic tapestry. He is an artist
as fully in command of his craft as he
was when he wrote classics like “The
Lamb Lies Down on Broadway,” “Sols-
bury Hill,” and “Don’t Give Up."—PV

breath of fresh air in today’s pop-
leaning rock world, as is its soft-to-
rough antics on tracks like “A Syn-
thesis of Classic Forms.” “Exile
Etiquette” tells the tale of a journey
to “reclaim identity” with the help of
a haunting musical backdrop. Snap-
case also challenges us to question
the “federal eye in every household”
on the striking “Ten A.M."—JK

% TEGAN & SARA

If 1t Was You

PRODUCERS: John Collins, David Carswell
Vapor/Sanctuary 06076-89400

With such addictive, ultra-hooky gems as

the swaying “City Girl” and the amped-
up “Under Water,” this Canadian sibling

duo fully delivers here on the promise of

its U.S. debut, 2000’s This Business of

Art. Actually, the group does more than

deliver; studio-slick in all the right ways
and uncommonly strong throughout
(“Don’t Confess,” the set’s last song, is
one of its best), If It Was You is <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>