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Fall Titles
Should Lift
DVD BizTo
New Levels

BY JILL KIPNIS

LOS ANGELES—Displaying its
might, the DVD format set sales
milestones week after week dur-
ing the fourth quarter last year.
As this year’s holiday buying sea-
son kicks off, retailers and home-
video executives are unanimous-
ly forecasting a watershed quarter
for DVD, with
many titles pre-
dicted to surpass
4 million units
in their debut
weeks amid the
busiest release
schedule in the
format’s history.

The quarter starts as the movie
industry comes off its best sum-
mer ever: The total North Amer-
ican box-office take between
Memorial Day and Labor Day was
$3.14 billion—up 2.5% from the
previous summer, according to
box-office tracking firm Ex-
hibitor Relations.

“The summer was really good
for blockbusters at the movie
theater,” says Bill Cimino,
spokesman for Richmond, Va.-
based Circuit City, “and that [mar-
keting] momentum will carry over
linto DVD sales] this fall.”

Columbia TriStar Home En-

(Continued on page 90)

Stores Hope |
Veteran Acts
Will Rock

Music Sales

BY MARGO WHITMIRE

LOS ANGELES—"Meet the new
boss, same as the old boss” could be
apopular refrain at U.S. music stores
this holiday buying season, as retail-
ers surveyed by Billboard expect the
unusual number of releases by vet-
eran rock favorites to put on a good
show during the fourth quarter.

While retailers
are skeptical that
any one artist can
pull the industry
out of its worst
sales slump in
more than a
decade, they are
banking on the
appeal of music to an older con-
sumer to help lift their results. In
contrast, retailers say sales of
youth-oriented albums are jeop-
ardized by CD burning and file
sharing among teens.

“When the older consumers
find out about new releases, they
go out and buy them. They don’t
have the time to download all day,”
says Mike Fratt, VP of merchan-
dising for seven-store, Omaha,
Neb.-based Homer’s Music. He
adds that “these are the artists that
deliver, that put out a full album
of good material.”

The prediction is based in part

(Continued on page 90)
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'No Party For Dance Retailers

Key Stores Shut Doors; CD Burning, Lack Of Singles Blamed For Demise

BY MICHAEL PAOLETTA

NEW YORK—-To quote one of Deborah Cox’s many
dancefloor hits, “things just ain’t the same” for dance
and electronic specialty retailers. In an age of illegal
downloads, file sharing, and CD
burning—as well as the demise
of the commercial single, the
advent of technology for manip-
ulating MP3 files, and a depressed
club scene—retailers are having a
tough time.

While these factors affect the
entire industry, they resonate
especially loud within the dance/
electronic music community, which generates less
in sales volume than many other genres. In the past
12 months, numerous highly regarded dance music

specialty retailers have shuttered their doors.

In New York, Beyond Bass and Dub Spot have closed.
Ditto for 12-Inch Dance, an institution in Washington,
D.C.; Culture 7 in Columbus, Ohio; Yesterday & Today
in Miami; Oak Lawn Records in
Dallas; CD and Record Rack in San
Francisco; Liquid 303 in Las Vegas;
Plastik Records and Just Dance in
Phoenix; and Rhythm Music in
San Jose, among others.

At the same time, other stores—
including Better Days Records in
Louisville, Ky.; Satellite Records in
New York; and E.D.’s Records in
Atlanta—have had to downsize or are barely hanging
on. One store, the 45-year-old Record Rack in Houston,

(Continued on page 92)
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Santana’s Aim:
A Musical Union
With Humanity

BY LARRY FLICK
NEW YORK——Carlos Santana ac-
knowledges that he faced a poten-
tially tense scenario when he began
assembling material for the follow-
up to his monumentally successful
1999 opus. Supernatural. But
rather than succumb to the ten-
sion, the legendary artist chose to
embrace the possibility of crafting
another collection of sounds that
could touch the world at large.
Ever philosophical, Santana,
(Continued on page 91)

,, ay Mixes
Latest Gear With
‘AVintage Vibe’

BY CHRISTOPHER WALSH
HOLLYWOOD—"“When I was a
kid and looked at photos of ses-
sions, studios looked like Ocean
Way,” producer Don Was recalls.
“They probably were pictures
(Continued on page 89)
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FORTY
LICKS

ROLLING
STONES

The music collected together here for the
first time ever in one place is nothing less
than the Rosetta Stone of rock ‘n’ roll, a
living Bible for bad boys and girls of all
ages, the still glorious results of a
thoroughly misspent youth.

On Forty Licks, you’ll find thirty-six vintage
Rolling Stones classics and four vital new
offerings that bring the whole story right
up to date.

Listen closely and you’ll discover that it’s
all here — the yin and the yang, the old and
the new, the rockers and the hallads, the
Mick and the Keith. Here are the hits that
keep the Stones the greatest show on
earth. These are the songs that wouldn’t
die from the group that never has. . .

STREET FIGHTING MAN « GIMME SHELTER * (I CAN’T GET NO) SATISFACTION » THE LAST TIME « JUMPIN’ JACK FLASH - YOU CAN’T
ALWAYS GET WHAT YOU WANT ¢ 19TH NERVOUS BREAKDOWN » UNDER MY THUMB « NOT FADE AWAY - HAVE YOU SEEN YOUR
MOTHER BABY? « SYMPATHY FOR THE DEVIL » MOTHER’S LITTLE HELPER « SHE’S A RAINBOW « GET OFF OF MY CLOUD « WILD
HORSES » RUBY TUESDAY » PAINT IT, BLACK « HONKY TONK WOMEN « IT’S ALL OVER NOW < LET’S SPEND THE NIGHT TOGETHER

START ME UP » BROWN SUGAR « MISS YOU  BEAST OF BURDEN » DON'T STOP « HAPPY » ANGIE » YOU GOT ME ROCKING

SHATTERED » FOOL TO CRY « LOVE IS STRONG » MIXED EMOTIONS » KEYS TO YOUR LOVE » ANYBODY SEEN MY BABY? « STEALING
MY HEART * TUMBLING DICE » UNDERCOVER OF THE NIGHT » EMOTIONAL RESCUE  IT’S ONLY ROCK ‘N’ ROLL « LOSING MY TOUCH

“Don’'t Stop” single number one most added at AAA, Heritage and Classic Rock radio

¢ Massive Stones awareness campaign encompassing television, radio, print, outdoor, on-line and more!
e Extensive DRTV campaign began late August and continues through Christmas
¢ Sold out U.S. tour kicks off on September 3 and continues into 2003

e 2-CD set in a brilliant box package

¢ Special limited edition CD box set also available containing full color limited edition 18" x 24" vintage band poster
and 12" x 12" collectors’ booklet expanded with exclusive historic photographs

Be sure to check out the entire Rolling Stones catalog, including these great albums:

Let it Bleed Sticky Fmgers

Beggars Banquet

ABKCO'’S THE ROLLING STONES
REMASTERED SERIES ON 22 CDS
REMARKABLY RAW, TOTALLY PURE, INCREDIBLY TRUE!

www americanradiohistorv com

Some Girls

www.rollingstones.com
www.abkco.com
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Labels, Artists Spar Over Accounting

BY MELINDA NEWMAN

LOS ANGELES—Cary Sherman, presi-
dent of the Recording Industry Assn. of
America, says California Sen. Kevin Mur-
ray’s (D-Culver City) plan to possibly
introduce legislation that creates penal-
ties for labels who under-report artist roy-
alties is not viable.

His comments came following the sec-
ond hearing on record accounting prac-
tices held by the California Senate’s
judiciary committee and select
committee on the entertainment
industry Sept. 24 here.

The hearing included testimony
by a number of artists including Don
Henley, Glenn Frey, Rubén Blades,
Clint Black, Steve Vai, and Jennifer
Warnes, all of whom advocated leg-
islation, as well as representatives
from the five major label groups,
who believe any disputes can be set-
tled without legislative intervention.

Sherman says, “I think the [la-
bel] testimony was actually com-
pelling as to why introducing
penalties for contract interpreta-
tion issues is the wrong way to go.”

Murray tells Billboard, “If
[labels] don’t have to pay the
auditing fees or the attorney fees,
plus not pay any kind of penalty,
what’s the disincentive to under-
report? Or maybe [we should just
introduce] ways for artists to independ-
ently better verify audit procedures.”

The artists described an audit situation
that can last for years and leaves the artist

SHERMAN

with huge legal bills after he or she usual-
ly settles for an amount much less than
what their auditor says they are owed in
order to get on with his or her career. “It
can take five years to get through the first
phase of litigation,” says Black, who audit-
ed RCA. “There’s a very small list of artists
who can sustain that.”

Simon Renshaw, manager of Dixie
Chicks (who recently settled a royalty

suit with Sony), said, “audits take years
and cost tens of thousands of dollars.
Labels [usually] won’t let you use an
auditor on contingency fees. The record

companies also say an auditor can't be
involved in another audit at the same
time, so you can never get 10 artists
together who were involved with a record
company. The major artist can afford to
fight; the guys who are just making an
OK living can’t afford any course of
redress with these issues.”

Artists also alleged that labels play a
“shell game” with royalties, hiding them
behind reserves—album sales not
declared because of potential re-
turns—free goods, foreign sales,
and other intricacies.

For their part, the label representa-
tives said they are constantly address-
ing how to make royalty statements
easier to understand and that when the
labels are audited, they generally settle
for a very small amount, indicating the
labels and artists aren’t as far apart as
the acts say. “Over the last five years, the
average EMI audit settlement repre-
sented only 3.4% of the total auditing
artist’s royalty earnings for the period
audited,” Capitol Records senior VP of
legal and business affairs John Ray says.
He added that during that time period,
EMI North America has averaged only
eight audits a year.

California Sen. Jim Battin (R-La
Quinta) the only senator apart from
Murray to attend the majority of the

hearing, advised both sides to work out
their differences before seeking legislative
relief. If not, he said, “I caution you what
you'll get is what the legislature thinks you
need, not necessarily what you want.”

RENSHAW

Coalition Sets Anti-Piracy Ad Campaign

BY BILL HOLLAND

WASHINGTON, D.C.—An unprecedented coalition of record com-
panies, artists, and music organizations led by the Recording
Industry Assn. of America (RIAA) announced Sept. 26 the launch
of an aggressive multimedia campaign designed to educate the
public that unauthorized downloading of digital music is illegal.
The program will include innovative online banner ads addressing
the issue of piracy on sites that young music fans visit, in addi-
tion to print, radio, and TV ads.

The campaign, RIAA chairman/CEOQ Hilary Rosen says, will last
at least several months, “but there’s no end date on it.” Priced in
the millions, it will be financed by U.S. record companies.

The campaign by the Music Unit-
ed for Strong Internet Copyright
(MUSIC) coalition comes after re-
cent studies showed that there is a
lack of consumer awareness of the
illegality of unauthorized down-
loading on the part of the majority
of music fans and parents. Estimates
are that more than 2.6 billion music
files are downloaded illegally each
month, mainly through such unli-
censed “peer-to-peer” services as
Kazaa, Morpheus, and Gnutella.

The campaign started Sept. 27
with full-page ads in The New York Times and Los Angeles Times,
as well as Capitol Hill publication Roll Call. The ads will appear
in dailies throughout the country.

The coalition aims to show that illegal downloading leads to
lost sales and has a devastating impact on people at all levels of
the music business. Universal Music Group (UMG) senior VP of
anti-piracy David Benjamin says it affects “not just multi-mil-
lionaires but working stiffs—songwriters, recording studio engi-
neers, people who rack-job shelves.”

The ads ask, “Who Really Cares About Illegal Downloading?”—
then list nearly 90 major recording acts and songwriters who offer
personalized messages, including Madonna, Dixie Chicks, Sheryl

ROSEN

Crow, Missy Elliott, Eminem, Elton John, Sting, Phil Collins,
Luciano Pavarotti, Brian Wilson, Diana Krall, Natalie Cole, and
Trisha Yearwood. The list is expected to grow and include up-
coming and indie artists.

In coming weeks, multi-platinum artists will be seen and heard
in a series of TV and radio spots targeting fans. In one spot, Brit-
ney Spears likens illegal downloading to “going into a CD store
and stealing the CD.” Similar messages will appear on a new Web
site, musicunited.org, launched Sept. 27.

The TV ads were shown at a Sept. 26 overview hearing on peer-
to-peer services before the House Subcommittee on Courts, the
Internet, and Intellectual Property.

The MUSIC coalition includes
the RIAA, the Alliance of Artists and
Recording Companies, the Assn. for
Independent Music, the American
Federation of Musicians, the Amer-
ican Federation of Television and
Radio Artists, ASCAP, BMI, the
Country Music Assn., the Christian
Music Trade Assn., the Gospel Mu-
sic Assn., the Hip-Hop Music Action
Network, Jazz Alliance Interna-
g tional, Music Managers Forum-US
BENIAE;I'.IEI:.I (MMF), Nashville Songwriters Assn.

International, the National Acade-
my of Recording Arts and Sciences, Recording Industries Music
Performance Trust Funds, SESAC, SoundExchange, Tennessee
Songwriters Assn. International, and the Songwriters Guild of
America. The Recording Artists Coalition did not sign on to the
alliance, although some members are participating in the ads.

MMF president Barry Bergman, not a traditional label ally, says,
“RIAA contacted me about two weeks ago about this. We looked at
itand decided the issue of online piracy is of the utmost importance.
It’s one of the few issues on which we can agree with the labels.”

Rosen and EMI Recorded Music vice chairman David Munns
also said that part of the education effort will be to reinforce efforts
to bring online legitimate music services.
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Top of the News

10 CISAC aims to secure online
revenue for songwriters.

Artists & Music

10 Executive Turntable: Steve
Buchanan is promoted to senior
VP of media and entertainment
for Gaylord Entertainment.

13 LL Cool J remains a force in
rap music with 10.

LL COOL J

14 Bijork reflects with a great-
est-hits set and the Family Tree
boxed set for One Little
Indian/Elektra.

14 The Beat: Amnesty interna-
tional taps John Lennon’s “Imag-
ine” for a promotional campaign.

17 Continental Drift: “Beauty
shop” quartet the Kinsey Sicks
tour to promote Sicks in the City.

18 The Classical Score: Ann-
Sophie Mutter rerecords
Beethoven’s Violin Concerto for
Deutsche Grammophon.

19 Higher Ground: Bill
Gaither recently released two
successful sets, God Bless Ameri-
ca and Let Freedom Ring, on his
own Spring House label.

19 In The Spirit: Arrow
Records names as GM former
EMI Gospel exec Shawn Tate.

20 Touring: Beck and the
Flaming Lips team for fall tour.

21 Boxscore: Elton John and
Billy Joel gross more than $2
million from one sellout show.

22 Reviews & Previews: The
Rolling Stones, India.Arie, and
Disturbed take the spotlight.
25 R&B: 6 Questions with
MBK Entertainment CEOQ Jeff
Robinson.

27 Words & Deeds: NAAM
Brigade beats adversity to
release Early in the Game.

29 Beat Box: DJ/producer Tom
Stephan fronts Superchumbo’s
first compilation for Twisted/the
Right Stuff.

44 Country: Capitol’s Keith
Urban returns with his sopho-
more set, Golden Road.

47 Latin Notas: MTV/MTV2
president Van Toffler announces
plans to air the first MTV Video
Music Awards Latin America.
50 Jazz Notes: Wynton Marsalis
offers All Rise on Sony Classical.

51 Studio Monitor: Hans Zim-
mer is named to Euphonix’s

readies Barbie as Rapunzel for
DVD and VHS.
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70 Music & Money: Palm Pic- |
tures aims to grow with help :
from investor Grupo Santo |
|
|
|
|

At a Glance

{
Chart Artist Index [
8 Chart Song Index |

Domingo.

71 Home Video: Artisan
Entertainment’s FHE division
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™
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THIS IS HER ‘MOMENT’: Some people wait a lifetime for a
moment like this. Kelly Clarkson only had to wait a few weeks
to go from unknown to American Idol. The ultimate confirma-
tion of her idol status is her placing at the top of The Billboard
Hot 100. “A Moment Like This” {RCA) took only three weeks to
reach pole position, the fastest-rising No. 1 since Barenaked

Ladies took three weeks to hit the top with “One Week.”

Clarkson’s lightning-fast ride finds her rocketing 52-1 this
issue, shattering a record that has stood for 38'/z years. In April
1964, the Beatles leapt 27-1 with “Can’t Buy Me Love.” That has
been the biggest rise to the top until now. The only single that
has come close was Brandy & Monica’s “The Boy Is Mine,”
which made a 23-1 move in 1998. (In December 1998, “I'm Your
Angel” by R. Kelly & Celine Dion appeared to jump 46-1, but it

“Come On Over Baby (All I Want Is You).”

“Moment” is the 59th No. 1 hit for RCA during the rock era.
But in those 47 years and three months, only five solo female
artists have had No. 1 singles on RCA. The first was Kay Starr,
who had just moved to Nipper’s imprint from Capitol when she
recorded “Rock and Roll Waltz,” RCA'’s first No. 1 of the rock era.

In 1963, Little Peggy March became RCA’s second solo female
artist to have a No. 1 hit, when “I Will Follow Him” made her a
household name almost overnight. It would be another 18 years
before another solo female artist on RCA would reach the sum-
mit. In 1981, Dolly Parton had a No. 1 hit with “9 to 5.”

Yet another 18 years would have to pass before the label
would have its next No. 1 song by a solo female artist. In
1999, Christina Aguilera collected her first chart-topper with

1
1
|
|

|
|
1
|
|

weBY Gi:nn Gould State Of Wonder was an illusory move. Chart policies changed that week to allow “Genie in a Bottle.”
@ ,: T g VER album tracks on the Hot 100, and the song had been No. 46 the One final note about Clarkson’s achievement: She is the sec-
g ANDREA BOCELLI Cieli Di Toscana week before on a test chart.) ond female singer named Kelly to have her name appear at the
7. -3‘ BT I i i Clarkson is the first pop act to advance to No. 1 in 2002. “A top of the Hot 100. Oddly, she directly succeeds the first, Kelly |
M NATALIE COLE Ask A Woman Who Knows Moment Like This” is the first song to be No. 1 that hasn’t also Rowland, who was featured on Nelly’s “Dilemma.” It’s the first
o) b . JREZIEONTEN : Ly appeared on the R&B chart since Nickelback started a four-week time that two artists with the same first name have had con- )
= 2 NORAH JONES Come Away With Me reign with “How You Remind Me” in December 2001. secutive reigns on this chart since Peter Cetera’s “Glory of Love”
Q: L= ‘ ST R Clarkson’s triumph is also good news for her label. “Mo- followed Peter Gabriel’s “Sledgehammer” in summer 1986.
(=l KIDZ BOP KiDS Kidz Bop 2 ment” is the first RCA song to reach No. 1 on the Hot 100
: 1 2 = s since autumn 2000, when Christina Aguilera held sway with More Fred Bronson each week at www.billboard.com.
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BY CARLA HAY
NEW YORK—Who says sales of singles
are dead? Kelly Clarkson’s double-A-side
single, “Before Your Love”/“A Moment
Like This” (RCA) opened to the best
first-week sales for a single in three
years, and it is on its way to becoming
the best-selling U.S. single of the year.
“A Moment Like This” rocketed to No.
1 on The Billboard Hot 100 on the
strength of retail sales of 236,000 copies
in its first week, according to Nielsen
SoundScan. That number is the high-
est since Mariah Carey’s “Heartbreak-
er” in 1999 (see Singles Minded, page
77). Under Hot 100 chart rules, each
song on a single must chart separately
and the sales are attached to the song
with the greatest radio airplay, so only
“Moment” is listed on the Hot 100.
Sales for “Before Your Love”/“A
Moment Like This” were expected to be
high after Clarkson won American Idol:

The Search for a Superstar, the Fox
network’s hit talent contest/reality
show. Clarkson sang both songs sever-
al times on American Idol broadcasts.

The idea for American [dol came
from the U.K., where the Pop Ido!
series discovered Will Young and
Gareth Gates, Pop Ido!’s first-season
winner and second-place contestant,
respectively. Young and Gates have
since achieved record-breaking singles
sales in the UK.

The single was originally slated for
a Sept. 24 commercial release, but it
was bumped up to Sept. 17 as a result
of high consumer demand, RCA sen-
ior VP of sales Kevin Twitchell says:
“We went into uncharted territory with
this single. Retail is excited that this
single is driving people into stores.”

Vinnie Birbiglia, director of field
music marketing for Albany, N.Y.-
based retail chain Trans World Enter-

tainment, observes, “The success of
this single just proves that there’s a big
market for singles sales. The American
Idol TV show was the most important
factor in creating awareness for the
single and its release date. The radio
airplay was an added bonus.”

The vear’s best-selling U.S. single to

Lack Of Evidence Halts U.K. OFT Inquiry

BY GORDON MASSON
LONDON—An investigation by the
U.K.’s Office of Fair Trading (OFT) into
alleged illegal practices by major
record companies has been closed
because the government body con-
cluded there is not any evidence to
back the claims.

The OFT says it initiated the latest
action—looking into the supply of
CDs in Britain—when it received a
number of complaints against the

industry’s biggest companies. Seven
U.K. companies were named in the
probe: BMG, EMI, Sony, Universal,
Virgin, Warner, and the country’s
largest independent record distribu-
tor, Pinnacle. It was claimed they col-
luded to discriminate against retailers
trying to import cheaper CDs from
European Union nations.

The accused companies faced poten-
tial fines of hundreds of millions of
pounds if they were found to have bro-

BY MATTHEW BENZ

NEW YORK—Universal Music Group
| (UMG) parent Vivendi Universal (VU)
| is accelerating its plans to sell non-
core assets, as the French conglom-
erate focuses on its media and enter-
tainment businesses.

| Speaking after a Sept. 25 board
| meeting at VU’s Paris
headquarters where the
new corporate strategy
was ratified. chairman/
CEO Jean-René Four-
tou explained that mu-
sic, movies, theme
parks, and TV are the
company’s strengths.
The simple fact, Four-
tou said, is that “we
are an entertainment
company—with very |
good assets.”

Singling out UMG for praise,
Fourtou added that he doubted there
were any potential buyers who could
pay VU what the music company is
worth, given its strong managerment
and large share of the worldwide
music market.

In order to restore its investment-

Vivendi To Shed Nearly $12B

| But ‘Very Good’ Entertainment Divisions Will Remain

FOURTOU

grade credit rating, VU will shed 12
billion euros ($11.7 billion) of assets
during the next 18 months, includ-
ing 5 billion euros ($4.9 billion) in
the next five months. The company
said earlier that it would sell 10 bil-
lion euros ($9.8 billion) of assets
during two years. VU will maintain |
its partial stakes in l
telecom firm Cegetel l

and environmental-
services arm Vivendi
! Environnement.

VU said six direc-
tors had resigned |
and one new direc-
tor had been elected,
leaving the company |
with what it calls “a |
more streamlined”
12-member board. |

It was also revealed |
that former chairman/CEQ Jean- |
Marie Messier will not receive sev- |
erance pay. Messier, whom Fourtou ;
replaced in early July, pushed VU’s |
debt to 19 hillion euros ($18.6 bil- |
lion) via acquisitions and was criti- ‘
cized for not presenting a clear
strategy for the company. ‘

ken the law, as the OFT can impose
penalties of up to 10% of U K. sales for
every year of infringement for a maxi-
mum of three years.

Officially, the OFT says there is “no
current evidence that the law is being
broken.” But it found that certain
record companies had engaged in
practices designed to slow down
imports from mainland Europe in the
past but that this was before the Com-
petition Act of 1998 and therefore did
not fall foul of the law. It did issue a
warning that the majors would face
“strong action” if found in breach of
competition law.

The OFT investigation was sched-
uled to take six months to complete
but lasted 19 months. It was the
sixth such governmental probe into
the affairs of the British record
music industry in a decade. Each of
those investigations failed to find
evidence that the music industry was
breaking the law.

It is difficult to quantify the cost to
the music industry, but from speaking
to record company sources, Billboard
estimates the collective cost of indus-
try lawyers, financial directors, chief
executives, and staff research time in
complying with the OFT’s requests for
documentation reproduction was
around £2 million ($3.1 million).
Meanwhile, the OFT reveals it spent
“about £100,000 ($155,000)"—a sum
picked up by taxpayers.

Unlike a court case when an inno-
cent party can ask for its costs to be
reimbursed, no mechanism exists
whereby the companies can reclaim
their costs from the government.

Executives that Billboard ap-
proached were reluctant to talk on the
record about the matter, but the
British Phonographic Industry said it
is “pleased that the outcome of the lat-
est detailed investigation by the [OFT]
will result in no action being taken
against the record industry.”

date is B2K’s “Uh Huh,” which has
sold 312,000 copies, according to
Nielsen SoundScan. “Before Your
Love”/“A Moment Like This” has
shipped an estimated 700,000 units
and is expected to achieve almost
100% sell-through. The best-selling
U.S. single of all time is Elton John's
“Candle in the Wind 1997,” which has
sold 8.8 million copies.

The success of Clarkson’s single
goes against the current trend that
sees record companies deep-dis-
counting commercial singles in order
to attract sales. RCA/BMG listed the
single at a full retail price of $4.49.

“Record companies are afraid to
have singles at retail because they
think it will hurt album sales, but that
way of thinking is wrong,” Birbiglia
says. “You don’t have to flood the mar-
ket with singles, but we’ve seen that
single sales enhance album sales.”

‘Idol’ Single’s First-Week Sales Highest In Three Years

RCA has stopped accepting orders
for “Before Your Love”/“A Moment
Like This,” because both songs will
be bonus CD cuts on the American
Idol Greatest Moments compilation
album, due Tuesday (1).

Twitchell adds, “We’ve shipped
enough of the single for it to still be
available to consumers for a while.”
He says that RCA has made “no deci-
sion yet” on what Clarkson’s next sin-
gle will be or when it will be released.
Her debut album on RCA was origi-
nally due Nov. 26 but has been post-
poned until early 2003.

Twenty-year-old Clarkson, from
Burleson, Texas, says she’s thrilled
with all the exposure she and the
other finalists have won through
American Idol: “It means that we can
achieve our dreams and do the records
that we like. And it means I don’t have
to be a waitress anymore.”

Market Watch

A Weekly National Music Sales Report

528,808,000 458,516,000 {(=13.3%)
503,033,000 449,169,000 (=10.7%)
25,775,000 9,347,000 (=63.7%)
5 ' L M FORMAY |
466,232,000 425,603,000 {(=8.7%)
35,825,000 22,444,000 (<37.4%)
976,000 1,122,000 (<15.0%)
10,739,000 12,452,000
10,105,000 <13.8%
6.3%
10,342,000 12,089,000
9,947,000 14.5%
4.0%
397,000 363,000
158,000 <9 4%
151.3%
272,458,000 232,428,000 (=14.7%)
72,845,000 58,492,000 {(=19.7%)
142,138,000 143,409,000 {0.9%)
15,592,000 14,839,000 (=—4.8%)
117,406,000 103,731,000 (=11.7%)
210,250,000 186,484,000 (< 11.3%)
175,377,000 158,953,000 (<9.4%)
ROUNDED FIGURES FORWEEK ENDING 9/22/02

. . d
Compiled from a national sample of retail store and rack sales reports collected, compiled, and provided by h Nielsen
SoungScan
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Industry Intent On Internet Revenue Streams At CISAC

BY GORDON MASSON

LONDON—Christian Briihn, the new president
of the International Confederation of Societies
of Authors and Composers (CISAC), will have
to approach his new role with a sense of
urgency, with member societies keen to accel-
erate progress in securing online revenue for

authors and composers.

Briihn, who is VP of German authors’ socie-
ty GEMA, was elected by the CISAC general
assembly Sept. 25, when predecessor Jean-Loup
Tournier accepted the post of honorary presi-
dent at the conclusion of the 43rd CISAC World
Congress, held here at the Queen Elizabeth II
Centre. Event organizers also revealed that the
2004 CISAC World Congress will be hosted by

KOMCA in Korea.

The majority of discussions during the
three-day event—which was themed “The
Business of Creativity”—centered on dealing
with the Internet and trying to exploit oppor-
tunities offered by new technology rather than

dwelling on the problems it has brought the

music industry.

huge opportunity, too.”

Songwriter Guy Fletcher, who chairs the
British Academy of Composers
and Songwriters, commented:
“It may pose a massive threat,
but digital dissemination is a

“We should not be despair-
ing of the current situation—
we should take action,” urged
JASRAC managing director |
Mamoru Kato during a panel [
session. And he warned, “If the |
sales decline continues this
year, we will be back to where
revenues were 10 years ago.”

In a keynote speech, former

AOL Time Warner CEO Gerald
Levin said he believed a four-
point plan must be put into action to tackle
piracy: enhanced legal protection and enforce-

Music Choice Petitions For Revised CARP

BY BILL HOLLAND
WASHINGTON, D.C.—Music Choice,
provider of digital music and interac-
tive programming for cable and satel-
lite TV systems, is the latest of dozens
of companies that have filed a petition
for revised rulemaking with the Library
of Congress (LOC) in response to last
year’s arbitration proceedings that
helped establish royalty rates for Web-
casters and “ephemeral” recordings.
The LOC and the Copyright Office
have been deluged with complaints
from companies citing excessive terms.
Many, like Music Choice, say the costs
connected with the Copyright Arbitra-
tion Royalty Panel (CARP) were too

high for them to be able to participate.

The arbitration panel forwarded sug-
gested rates to Librarian of Congress
James Billington. He modified them
June 21, creating a rate based on 10%
of annual gross revenue for such serv-
ices as Music Choice and, for Webcast-
ers, a digital-transmission royalty rate
of .007 cents.

Music Choice says prohibitive costs
associated with participating in CARP
resulted in an “anti-competitive”
process that favored “entrenched enti-
ties and industry trade groups.”

Insiders estimate that the total cost
of participating in the year-long CARP,
including legal fees incurred by partic-

VENUES: Steve Buchanan is promot-
ed to senior VP of media and enter-
tainment for Gaylord Entertainment
in Nashville. He was senior VP of
Grand Ole Opry and attractions.

RECORD COMPANIES: Julia Lipari is
promoted to senior VP of special proj-
ects/marketing for Zomba Record
Group/Jive Records in New York. She
was VP of special projects/marketing.
Jeff Kreinik is named senior direc-
tor of marketing for New West Records
in Austin. He was senior director of
marketing for TVT Records.

Jason Black is named director of
A&R for Razor & Tie in New York. He
was East Coast creative manager for |
EMI Music Publishing.

ARTIST SERVICES: Gabriel Vas-
quez is named director of sales
and marketing for Creative Trust
Workshop in Nashville. He was
director of product marketing for
Word Records.

BROADCASTING: George Pelletier is
promoted to senior VP of Waitt Radio
in Omaha, Neb. He was VP of sales.

ipating groups, was about $10 million
per group. Small Webcasters have com-
plained to the Copyright Office and
Congress that the cost prevented their
participating in the proceeding.

Deborah Proctor, GM of public
broadcasting and digital simulcasting
classical WCPE Wake Forest, N.C., says,
“They told us—and we had to pry it out
of thern—that it would be ‘six figures’ to
take part.” Like Music Choice, Proctor
says her station also was notified by the
LOC “that because we didn't participate,
we can’t question the decision.”

Following complaints to Congress,
Rep. Rick Boucher, D.-Va., and 11
bipartisan co-sponsors introduced leg-
islation July 28 that will exempt Web-
casters with annual revenue of less
than $6 million from paying the full
007 cent rate and call for lower rates
to be set and a dismantling of CARP. It
would also exempt small Webcasters
from having to pay high costs in order
to participate in future arbitrations.

The Recording Industry Assn. of
America’s John Simson, executive
director of SoundExchange—the
label/artist digital-royalties collection
group—<alled the proposed bill “mis-
guided,” allowing Webcasters to
maintain business models that are
unsuccessful in the free market (B7l/-
board, Aug. 10).

ment on a global basis; moral education—in
other words, convincing consumers it is
wrong to steal someone’s creative work; tak-

can get the same content free of charge.

One suggestion on how to change that pub-
lic perception of free music came from OD2
chief executive Charles Grimsdale, who
revealed that illegally downloading a song
costs about 60 euro cents ($.59) in Internet
service provider (ISP) subscription fees. He
said, “[Consumers] don't realize that, but ISPs
are generating some healthy revenues on the
back of it.”

But perhaps the clearest message to congress
was delivered by BMI president Frances Pres-
ton. “We need a new attitude, a new philosophy,
and a new sense of mission for our business,”
she stated. “The adoption of technological tools
and systems must be a priority; we must invest
for the long term; we must adapt, evolve and
restructure our business; and we must share

ing advantage of technology,
not just in copy protection
but also in developing new
forms of distribution solu-
tions; and new business for-
mats to provide consumers
with music that they value,
so that those models are pre-
ferred to stealing.
Discussions on how to
tap into consumers’ hunger
for the online delivery of
music prompted ASCAP
chief executive John LoFru-
mento to suggest the indus-

try follow the cable-TV sub-
scription route. But SACEM
chairman Bernard Miyet retorted that no
reliable model could be built when people

our best practices. With this new attitude and
philosophy, I believe we can look forward. But
the future is already upon us, and there is no
time to lose.”

WMG Offers 30,000
Singles Online

BY BRIAN GARRITY

NEW YORK—After years of cau-
tiously experimenting with digital-
download sales on a limited basis, the
music industry is beginning to test
the format more earnestly, as evi-

denced by Warner Music =

Group (WMG) making
more than 30,000 tracks
available for sale as digi-
tal singles in the U.S.
and Canada. Until now,
only hundreds of WMG
digital tracks have been
available for sale.

What's more, the bulk 8
of those tracks—which
initially will be available
through RioPort, a sup-
plier of downloads to the
likes of bestbuy.com,
Musicland Group, and mtv.com—are
expected to be priced as low as 99
cents each. Some new and hit singles
may be priced closer to $2.

Tracks will be encoded as Windows
Media files that are transferable to
portable devices and burnable to
blank CDs. All 30,000 WMG tracks
should be available for purchase by

the end of next month.

RioPort president/CEO Jim Long
calls the deal a major step in the
development of a commercial digi-
tal music market. “There’s no way
you can have a download business
without a ton of cata-
log,” he says. “It's been
a long time coming.”

The move represents
the first serious push
by the major labels to
make a large number
of tracks available to
consumers at compet-
itive prices.

Universal Music
Group (UMG) is ex-
pected to roll out a
download offer via
Liquid Audio this fall
that will match the scale of the
WMG initiative.

Efforts by UMG and WMG are en-
couraging the other majors to
become even more aggressive in
their digital-singles initiatives.
Sources say BMG and EMI are con-
sidering rolling out competitive
offers by year’s end.

BY MATTHEW BENZ

NEW YORK—Wherehouse Entertainment had sales for its
fiscal second quarter ended July 31 of $115 million —down
from $150.8 million in the same period one year ago, accord-
ing to its quarterly report filed Sept. 23 with the Securities
& Exchange Commission. Its net loss rose to $11.9 million,
or $1.04 per share, from $6.1 million, or 55 cents per share.

Excluding rental revenue, same-store sales fell 15.1%.
Wherehouse attributed this decline to the effects of CD
burning, Internet piracy, a weak new-release schedule, and
competition from mass merchants. The Torrance, Calif.-
based retailer closed 18 stores and sold 64 others last year.

As of July 31, Wherehouse borrowed $49.9 million

Wherehouse Ends Second Quarter With Sales Down

against its credit facility with Congress Financial. Mean-
while, in exchange for Wherehouse's principal share-
holder—Cerberus Partners—guaranteeing $10 million
of the chain’s outstanding balance, Congress increased
the funds available by $10 million. The retailer will be in
default if the amount available falls below $15 million.
Between the facility, cash on hand, expected cash
flow, and potential lease financing, Wherehouse says it
can fund operations and planned capital expenditure
for the rest of the current fiscal year. It is also discussing
with several banks ways to extend the maturity of its
credit line beyond Oct. 31, 2003, as well as “possible
financial alternatives with other potential lenders.”
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Travis ‘Rises’To The Occasion

Artist Debuts On Word With His Second Christian CD

BY DEBORAH EVANS PRICE

Randy Travis spent years preparing for the
release of his first Christian album, /nspirational
Journey, in 2000. The project fulfilled a long-
held personal goal. Now having taken the
plunge, he’s back with Rise & Shine. Due Oct.
15, the project marks his Word Records debut.

“We had so many years to prepare for Inspi-
rational Journey,” he says. “Then with this one
there was a time limit kind of thing, so there
was a little pressure there.”

obviously agrees with Travis, whose /nspira-
tional Journey picked up two Gospel Music
Assn. Dove Awards in 2001 (bluegrass album of
the year and country recorded song “Baptism”).
Rise & Shine seems likely to be equally accept-
ed, as the songs fit Travis’ resonant baritone
like the worn leather cover of a well-read Bible.

According to Word Entertainment senior VP of
marketing and artist development Mark Lusk,
“Three Wooden Crosses” will be shipped to coun-
try radio Oct. 22. The label

For Inspirational Journey,
Travis; his wife/manager, Eliz-
abeth Hatcher Travis; and
producer Kyle Lehning spent
years gathering songs. When
it came time to record Rise &
Shine, they not only launched
an aggressive search for mate-
rial, but the artist also worked
with such co-writers as Ron
Avis, Mike Curtis, and Lance
Dary. “It was one of those
amazing times for writing,”
he says. “It seemed like every-
thing we were writing, we
were feeling good ahout.”

Among the cuts Travis co-
wrote are “That’s Jesus,” a
tune he and Curtis complet-
ed after hearing one of pastor
John Haggee’s sermons. Tra-
vis says they used so much of
the sermon that they gave Haggee a writer’s cred-
it. “I'm Ready” is a cut Travis wrote with friend/
bus driver Avis while they were on the road.

Though he didn’t write it, Travis admits that
“When Mama Prayed” has an autobiographical
ring to it. “That one got to me, especially when
you get into the second verse,” he says of the
lyric that reads: “Seventeen and wild T hit the
bottle/Doin’ any dang thing I well please/Burnin’
down life's highway at full throttie/While Mama
burned a candle on her knees.”

“That one hit home real hard,” says Travis,
who spent many of his teen years drinking,
doing drugs, and driving recklessly. “I wanted to
record that song from the first time [ heard it.”

After years of working as a very successful
country artist, singing songs about his faith

TRAVIS

| plans to hire indie country
promoters to work the re-
lease. They are also taking the
title cut to Southern gospel
radio stations.

Lusk says the label will
1 send Travis on a promotion-
1 al tour that will involve
| Christian radio, retail, and
i large churches in key mar-
kets. “We are also going to do
a presale campaign with the
retailers in those markets,”
says Lusk, adding that con-
sumers who prepurchase the
¢ new album may buy /Inspira-
tional Journey for $1. Addi-
B tionally, the first 100,000
copies of Rise & Shine will be
special-edition packages that
include a DVD with behind-
the-scenes footage of the
recording process, interviews, and shots of
Travis’ New Mexico ranch.

The recerd will be racked in the country
bins, and Lusk says they are participating in a
lot of retail promotional opportunities.

Travis recently signed a booking agreement
with the William Morris Agency and will tour
this fall. He’s currently not signed to a country
label, but between acting projects (including a
new movie called West Town) and touring, he
says he’s too busy to be worried about it.

“In the Bible it says, ‘The Lord will order
footsteps of a righteous man.” So you have to
be aware of that and try to make those deci-
sions as they come along,” he says. “We do
what feels right at that point in time. Through
the years, we've done OK by doing that.”

LL Cool J Brings The ‘Luv’
On His Latest Def Jam Set, ‘10’

BY GAIL MITCHELL

Ask rapper LL Cool J the secret of longevity in
a genre peppered with short-term careers, and he
laughs. “I don’t know,” he says. “If I had the secret,
I’d sell it for $50 million. Wait, why sell myself
short? I'd sell it for a billion a shot.”

Since bottling the intangible isn’t in the otf-
ing, LL Cool J (aka James Todd Smith) keeps
doing what he still loves: making records. Gn
Oct. 15, Def Jam releases 10, the self-managed
rapper’s 10th album.

labelmates Dru Hill and Kandice Love, Bad Boy’s
P. Diddy, and Rise/Columbia newcomer Amerie.

LL Cool J says he “wanted to do a positive
record with no profanity, strong energy, and tight
beats; a record that makes you feel better after
hearing it.” While tracks like the single and the
cautionary tale “Fa Ha” about life’s motivations
reflect his introspective side, other songs convey
his feel-good, party persona.

Those alter egos play a pivotal role in the rap-
per’s ongoing success, notes

Since that auspicious debut,
he’s logged No. 1 R&B chart
stats with subsequent albums
Bigger & Deffer (1987), Walk-
ing With a Panther (1989), 14
Shots to the Dome (1993), and
2000’s G.0.A.T. (an acronym
for “greatest of all time”),
which marked his first No. 1
on The Billboard 200. The new
album also marks another
milestone: It was Russell Sim- L
mons’ and Rick Rubin’s fledg-
ling Def Jam that released the
then-teen rapper’s debut sin-
gle—and the label’s first sin-
gle—in 1984, “I Need a Beat.”

Leading the charge on 10 is
the Neptunes-produced “Luv
U Better.” With its move to No.
8 on the Hot R&B/Hip-Hop
Singles & Tracks chart (Bill-
board, Sept. 28), the song became his highest-
ranking solo single since “Loungin” hit No. 4 in
1996. “Luv” now stands at No. 5 on the chart.

A beat-conscious song about relationships co-
written by LL Cool J (who publishes through LL
Cool J Music/Sony ATV Tunes) and the Neptunes,
“Luv U Better” features R&B singer Marc Dotsey.
“It’s a song that definitely came from the heart,”
L.L Cool J says. “I just wanted to communicate
that we need to get love out there.”

Getting to the heart of things was foremost in
the rapper/actor’s mind when he went into the
studio. In addition to the prolific Neptunes—with
whom he “worked before but the records were
never released”—the set includes the production
skills of the Trackmasters and the Drearn Team.
Joining Dorsey on the guest roster are L1 Cool J

] Def Jam/Def Soul president
Kevin Liles. “One of his ‘Ls
does stand for longevity,” he
says. “That’s because he’s
| been able to reinvent himself
| with every album. Older fans
| grew up with LL, while
younger fans continue to get
excited about him because of
his movies and relevancy.”
Barry Beal, owner of De-
troit retailer Shantinique
" Music, adds, “LL Cool J is one
of the original rappers. He's
been a consistent seller for
vears, and I expect him to do
' well again this time out.”
With the Benny Boom-
directed “Luv” video playing
on BET and MTV, Def Jam is
| in the midst of setting up
more concert performances
and major TV appearances. Aiding the label’s mar-
keting push is LL Cool J’s visibility in other arenas.
He has just joined the cast of Columbia Pictures’
police drama S.W.A.T. with Samuel L. Jackson,
which begins production Oct. 19 in Los Angeles
(see Music & Showbiz, page 75). Other film proj-
ects include Dimension Films thriller Mind-
hunters and Focus Features comedy Deliver Us
From Eva. He's also doing hook signings on hehalf
of his And the Winmer Is, part of Scholastic’s new
Hip Kid Hop series of read-and-rap-along chil-
dren’s books packaged with companion CDs, all
written and performed by various hip-hop stars.
“I'm thankful at this point to be building [my
career| one step at a time,” he concludes. “It’s like
running a marathon—putting one foot in front
of the other.”
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Elekira Issuing Fan-Picked Best-Of, Comprehensive Six-Disc Boxed Set

BY MICHAEL PAOLETTA

Avery pregnant Bjork says she never
listens to her old recordings. “I prefer to
move on. For me, it’s always been about
looking ahead, the future, the new, and
the unexpected.”

But with the simultaneous Nov. 5
One Little Indian/Elektra releases of
Bjork’s Greatest Hits and the six-disc
boxed set Family Tree (issued one day
earlier averseas), Bjork has had to look
back. She’s had to step back in time and
revisit the numerous songs that have
defined who she is as an artist.

“What amazed me most was all the
hardwork and memories,” Bjork notes,
referring to the compiling and emo-
tional process of researching her musi-
<al journey for Family Tree. “It was a
new experience for me to listen to
much of this music.”

Packaged in a custom-made trans-
parent rose-colored plastic case (de-
signed by Parisian design outfit M/M)—
end containing illustrations and photos
by Icelandic artist Gabriella Fridriks-
dottir—Family Tree comprises six CDs
(five 3-inch and one 5-inch discs) of the
tne artist’s favorite songs, many of
which were previously unreleased. The
tracks, Bjork says, are from “my entire
career,” not just her solo career.

According to Bjork, whose songs are
published by Universal Music, each disc
on the “self-indulgent” Fumily Tree has
its own theme: roots and strings (both
comprising two discs each), beats, and
her own hand-picked greatest hits.

“In one sense, it was very weird to
rediscover this music,” she acknowl-
edges. “At the same time, it was some-
thing I needed to do. It shows how I got

from there to here, it shows my learn-
ing curves, it shows how I've developed
as a musician.”

To compile Family Tree, which in-
cludes a 16-page lvric book and a “fam-
ily tree map,” Bjork says she spent six
months digging through her archives.
While it didn't feel like hard work at the

time, Bjork admits, “it was hard work
listening to my old recordings, kind of
like doing homework.”

The “roots” discs comprise 10 tracks,
including “Sidasta Eg,” which Bjork
composed on the flute when she was
15, and Sugarcubes tracks like “Mama.”

The four-track “beats” disc spotlights
Bjork’s post-Sugarcubes electronic
experiments with Graham Massey and
Mark Bell: “The Modern Things,”
“Karvel,” “I Go Humble,” and “Nature
Is Ancient.”

The “strings” discs are home to
Bjork’s classical-skewed collaborations
with the Brodsky Quartet: “I've Seen It

We at KOCH Entertainment remember
Tom as a devoted friend and leader.
His spirit will be with us forever.

Tom Donovan
Vice President Distribution
1960-2002

NOCH

ENTERTAINWAENT

All,” “Bachelorette,” “Hunter,” and
“Possibly Maybe,” among others.

After compiling and coordinating
Family Tree, Bjork says she now has
more respect and a newfound appreci-
ation for librarians and those who com-
pile and research boxed sets. “I just
never realized how much labor actual-
ly goes into such endeavors.”

Conversely, the “hits” featured on
Bjork’s Greatest Hits were selected by
fans who voted for their favorite Bjork
songs at the artist’s official Web site
(bjork.com) as well as at getmusic.com,
says Dana Brandwein, Elektra’s VP of
marketing and artist development.

The disc, which culls moments from
her four solo albums (Debut, Post,
Homogenic, and Vespertine), is home
to gems like “Hyperballad,” “Venus as a
Boy,” and “Hidden Place.” It also
includes one new song—*It’s in Qur
Hands,” produced by Bjork and Mat-
mos—that the singer previewed dur-
ing last year’s Vespertine tour.

“Both sets are interesting and amaz-
ing packages,” Brandwein enthuses.
“Between the two, you get Bjork’s per-
spective as well as that of her fans.
Throughout, you see Bjork’s develop-
ment as an artist.”

David Shebiro, owner of Rebel Rebel
in New York’s Greenwich Village,
believes both sets, particularly Family
Tree (which carries a $59.98 suggested
list price) will be popular sellers during
the holiday season. “Bjork’s fans are an
ardent bunch—they follow her every
move,” Shebiro says. “They want every-
thing with her name on it.’

In mid-September, Elektra deliv-
ered a promotional CD of “It’s in Our
Hands” to specialty alternative and
triple-A radio. This was preceded by
a promotional 12-inch vinyl single
sent to specialty, college, and club
DJs. The song’s Spike Jonze-lensed
video is scheduled to go to MTV2
and other outlets within the next
two weeks.

Brandwein says fans should expect |

“many surprises at bjork.com,” which
recently sent out an e-mail blast con-
taining a “photo blender” to its 100,000
fans; this gives fans access to photos
and music streams.

Because of the imminent arrival of
her second child, Bjork—who is man-
aged by Scott Rodger of London-based
Quest Management and booked inter-
nationally by David Levy of Interna-
tional Talent Booking in London (Sam
Kirby of New York-based Evolution Tal-
ent Agency in New York handles North
American booking)—will not be tour-
ing anytime soon.

Instead, while awaiting her arrivals,
she'll be able to reflect on the the past,
the present, and the future. “For me,
working on Family Tree was like spring
cleaning, complete with nostalgic, bor-
ing, and mushy moments,” Bjork says.
“But ultimately, it was liberating to
have an absolutely clean attic. Now, I
have a brand-new chalkboard on which
to work.”

Beat.

THE OTHER Al: In December, Amnesty
International will kick off a human-
rights education campaign based
around John Lennon’s “Imagine.”
Lennon’s widow, Yoko Ono, has given
the London-based human-rights
organization the rights to use the song
for the next two years.

‘My decision to grant the use of
‘Imagine’ to Amnesty was based on the
important work Amnesty has done for
40 years throughout the world—work
[that] embodies the spirit of ‘Imag-
ine,”” Ono says. “I hope that the use of
‘Imagine’ by Amnesty will result in
increased awareness of the continuing
struggle faced on a daily basis by mil-
lions of people seeking to live
a peaceful life, free from
oppression.”

Asingle of the song
is being recorded by
composer/producer
Hans Zimmer with
an international
children’s choir.
“Gabriel Byrne,
who’s a longtime
supporter of Am-
nesty, saw Yoko at an
event and asked her if we
could use it,” says Bonnie
Abaunza, director of Artists for Am-
nesty for Amnesty International USA
(AIUSA). “She agreed, but because she
believes it’s the younger generation
that can send out this message of hope,
she wanted children to sing it.” The or-
ganization is still lining up distribu-
tion for the single, and is looking at the
possibility of releasing a full album of
human rights-themed songs.

On Dec. 10, International Human
Rights Day, AIUSA will premiere the
song at Venice (Calif.) High School, as
part of its outreach program. AIUSA is
talking to a number of artists about
appearing at the campaign’s launch.

The promotion is to use recording
artists extensively in print, TV, and
radio public-service announcements.
The idea is to reach teenagers who can
become lifelong supporters of Al. Un-
like many organizations funded large-
ly by corporate dollars, 80% of Al's
income in the U.S. comes from indi-
vidual donations averaging $50 or less.

The “Imagine” campaign is part of
Als larger push to involve socially con-
scious artists spreading the word about
the organization that has helped free
40,000 prisoners of conscious in its 41
years. In the '80s, Amnesty formed an
alliance with recording artists that
resulted in two stadium tours featur-
ing top artists, but in the "90s, it re-
treated from the artist community.
“The organization underwent a lot of
turnover and became strong in some
areas that we’d never been strong in,

by MelincETdewman

and we had to abandon some other
things,” says AIUSA director of nation-
al events Josephine Ciallella. Now,
Ciallella says, “we're ready to get back
and hopefully be adopted as the music
industry’s human-rights organization.
Beth Orton and Aimee Mann per-
formed at an Aug. 21 benefit for Al in
Los Angeles at the John Anson Ford
Theater, and more charity shows are
in the works, although Ciallella says
she doesn’t know if returning to the
days of stadium shows is the way to go.
“A big concert is great, but a small
number of shows in a variety of cities
may have further outreach,” she says,
noting that she’s in discussions with a
number of artists for upcom-
ing shows. The Aug. 21
show also drew special
guests Coldplay and
Mos Def to Ciallella’s
delight. “We need
to raise awareness
in a new genera-
tion of musi-
cians,” she says.
“We're so thankful
to the Stings, U2s,
and Peter Gabriels of
the world, but we need
them to help pass the torch.”

SHORTLIST: The 10 finalists for the sec-
ond annual Shortlist Prize for Artistic
Achievementin Music are Aphex
Twin, Drukgs (London/ Sire); the
Avalanches, Since I Left You (XL
Recordings); Bjork, Vespertine (Elek-
tra); Cee-Lo, Cee-Lo Green and His
Perfect Imperfections (Arista); DJ
Shadow, The Private Press (MCA);

Doves, Luast Broadcast (Capitol); the
Flaming Lips, Yoshimi Battles the
Pink Robots (Warner Bros.); the
Hives, Ven: Vidi Vicious (Sire/Reprise/
Burning Heart/Epitaph); N*E*R*D,
In Search Of. .. (Virgin); and Zero 7,
Simple Things (Palm). The Shortlist
Prize, modeled after Britain's Mercury
Music Prize, was started by MCA VP of
A&R Tom Sarig and marketing con-
sultant Greg Spotts to honor albums
solely on their creative merit. The fi-
nalists are selected by members of the
artistic community, including Beck,
Mos Def, Sonic Youth’s Kim Gordon,
directors Baz Lurhmann and Spike
Jonze, Iggy Pop, Jill Scott, and the
Strokes’ Albert Hammond Jr. The
winner will be announced Oct. 29 ata
ceremony at L.A.'s Knitting Factory.

STING HONORS WHITE: Upon receiving
the Emmy for outstanding individual
performance in a variety or music pro-
gram Sept. 22 for A&FE In Concert:
Sting in Tuscany, Sting dedicated the
award to late Billbourd editor in chief
Timothy White, the special’s head writer.
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Headley Makes Jump From Broadway To Record Bins On RCA

BY GAIL MITCHELL

Major coast-to-coast buzz. That’s
what Heather Headley is steadily
amassing in advance of the Oct. 8
release of her RCA debut This Is
Who [ Am.

“Heather Headley is like a breath
of fresh air,” says Dedry Jones, liai-
son for the Independent Music
Group (IMG), a collective of 38 ur-
ban retailers. “[Lead single| ‘He Is’
is a great song that gets great audi-
ence reaction. All T can say is, wait
until people hear the rest of the CD.
It can be huge.

Quite a review for a new artist—
especially an R&B newcomer mak-
ing the transition from Tony Award-
winning Broadway star (Aida). Such
a move isn’t an automatic given. For
every Stephanie Mills (hitmaker who
starred in Broadway’s The Wiz),
there’s a Jennifer Holliday (one of
Broadway's Dreamgiris), who wasn’t
able to parlay her star-making role
into consistent record sales.

“It was always in my spirit to do
R&B and pop. But God planned a
nice little detour for me,” says
Headley, who also originated the
role of Nala in The Lion King. “In
retrospect, I couldn’t have asked for
a better training ground. The hard-
est thing about making this transi-

tion was trying to contain my voice.
When you're doing theater, you're
screaming to 1,600 people. It’s dif-
ferent in a studio.

RCA president Bob Jamieson
notes, “It took a minute for us and
Heather to find her soul and find
who she was [musically]. But once
she found it, the whole thing took
off. She’s a special artist who’s made
a multi-format record that will stand
the test of time. You don't always get
or find that with people coming out
of session work or Broadway.’

Making the adjustment from
stage to studio in no way diluted the
power of Headley’s depth-defying
voice, which can shift from passion-
ate and vulnerable to down-home
soul effortlessly. While the artist de-
scribes her sound as “Whitney Hous-
ton meets Lauryn Hill with a dash of
Aretha,” Jones adds that Headley
“takes the best qualities in terms of
Broadway musical bravado and emo-
tional interpretation and infuses
[them] into R&B and pop songs in a
manner that's rarely heard.”

That’s quite apparent on “He Is,”
which currently stands at No. 55 on
the R&B/Hip-Hop Singles & Tracks
chart. It’s a joy-filled proclamation
that celebrates what it means to
have a good man. By the end of the

song, Headley's soulful vocals
backed by a churchy Hammond B-
3 organ will have you on your feet
and testifying.

Wherein lies the other secret to
Headley’s burgeoning R&B success:

her lyrically rich material. During
the two years it took her to complete
the album while continuing her Aida
commitment, Headley and RCA sen-
ior VP of A&R Stephen Ferrera (who
also executive-produced the 12-song
set) listened to 100 songs, pared
down from the 500 that Ferrera says
he initially received. From there, the
list was whittled down to between 50

and 60 songs and later to 25 that
“we recorded for real,” Ferrera re-
calls. “With any great singer, the key
is in the repertoire, finding songs
the singer can make his or her own.
The hardest part was picking the
final 12 that we put together like a
movie: beginning, exposition, cli-
max, and ending. These songs show
Heather’s many facets as a person,
artist, and storyteller.”

“I recorded so many songs that
this was going to be the first debut
album that came out as a boxed set,”
jokes Headley, who is managed by
Randy Hoffman of New York-based
Hoffman Entertainment. “But my
major concern was that we get the
right songs; songs that lyrically
touch your heart. If my brain con-
nects with my heart and voice, that’s
the best thing on earth.”

Working with such producers and
songwriters as Jimmy Jam & Terry
Lewis, Dallas Austin, Shep Crawford,
Deborah Cox, Gordon Chambers
Shanice Wilson, Joshua Nile, and
Britain’s D’Influence, Headley paints
from a colorful palette encompass-
ing R&B/soul, pop, and reggae that
covers male/female differences
(“Nature of a Man”), relationships
(“Fulitime Overtime,” “Four Words
From a Heartbreak”}, and teenage

pregnancy (“Sista Girl”). One of
three tracks co-written by Headley,
“Sista Girl” is a street-edged song
reminiscent of the Supremes’ les-
son-spinning '68 hit “Love Child.”

Initial introductions to Headley
were made in July by way of show-
cases staged in such major markets
as New York, Los Angeles, Dallas,
and Washington, D.C., as well as on
this vear’s Essence Awards telecast.

Beginning the third week in Sep-
tember, RCA began a national roll-
out of intimate-venue performanc-
es in conjunction with radio and
Fader magazine. “Interestingly
enough, we’re taking a rock ap-
proach with Heather,” VP of mar
keting and artist development Kaja
Gula says. “Wherever we have radio
airplay we’re inviting consumers to
experience her by selling low-priced
tickets that will usually reflect the
staticn's frequency.”

The Headley campaign also in-
cludes an aggressive online push,
street and college marketing, “He Is”
club remixes, cover and feature sto-
ries in various consumer publica-
tions, video channel tie-ins, and var-
ious TV appearances. Targeting
mainstream R&B and crossover
radio, RCA plans to release the al-
bum overseas next year.
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BY TROY CARPENTER

A decade ago, Charles Thompson,
aka Frank Black, was opening for U2
on the Zoo TV tour as Black Francis,
the abrasively creative guitar-play-
ing frontman of the Pixies. Success
was smiling on Thompson and his
critically lauded band; Kurt Cobain
had just helped punk explode into
the mainstream by, in his own
words, “ripping off” Thompson’s dy-
namic approach to guitar-pop. But

=L s o=

internal tensions were wreaking
havoc on the Pixies. Within a year,
the indie darlings had split.

A decade on, the California-born
Thompson has grown as a musician
and found his true calling. As Frank
Black, a troubador of the old order,
he has not stopped the creative flow
and indeed may be in the midst of his
most fertile period yet. With the help
of the Catholics, his band of seven
years, he’s outlasted much of his for-

S

mer peer group. He shows no signs
of slowing down, given the onset of
his seventh and eighth solo sets,
Black Letter Days and Devil’s Work-
shop, which simultaneously streeted
Aug. 20 on SpinArt.

With 29 songs between them, the
dual releases well represent the band’s
rock’n'roll workhorse aesthetic. Black
Letter Days, which was recorded be-
tween last October and January, opens
and closes with different versions of

Lol

Frank Blaci& The Catholics Have SpinArt Seeing Double

Tom Waits' apocalyptic ditty “The
Black Rider,” and in between runs the
gamut of the Catholics’ repertoire:
witness the balls-out rock of “1826”
and “Black Letter Day,” the story-
telling “Valentine and Garuda,” the
high, lonesame plains balladry of
“The Farewell Bend” and “Whisper-
ing Weeds,” and the road-trip rocker
“California Bound.”

But after completing this expansive
18-track album, the group still had a

sizeable batch of material worked up
and decided to do more recording ses-
sions in March and April, which bore
Devil’s Workshop.

The more concise of the two, Devil’s
Workshop is a heady 11-track work-
out, featuring 35 minutes of uptempo
rock epitomized by the angular “San
Antonio, TX” and the ominous storm
tale “His Kingly Cave.” The album also
refashions a couple Black nuggets,
including “Velvety,” which had word-
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lessly surfaced in 1990 as the Pixies B-
side “Velvety Instrumental Version.”

SpinArt GM Jeff Price laughs when
asked for his reaction when he first
heard the artist—managed by Ken
Goes for Los Angeles’ Anything Goes
Management—was giving him two
albums at once.

“We chewed on it for a while and
investigated the possibilities,” he
says. “Should we do a double album?
Can we separate them by six months
or put it all on one album?”

Serendipitously, Waits (who had
served as musical inspiration for the
group) also provided marketing
inspiration with his recent Anti/Epi-
taph simultaneous releases of Blood
Money and Alice. Price says that
“showed it could succeed.”

SpinArt is working the records to
triple-A radio by way of an “amal-
gam” compilation pulling tracks
from both. For the Black staple of
college radio, SpinArt is issuing both
sets separately.

The band played week-of-release
| instore performances at Amoeba
Records outlets in Los Angeles and
San Francisco, as well as at Finger-
prints in Long Beach, Calif. Then it’s
back on tour, where Frank Black &
the Catholics (who are booked by
Steve Ferguson with Little Big Man)
were born to be.

Noted road hog Black acknowl-
edges that “we've spent quite a few
years just touring wherever we want,
whenever we want,” with just the
group and two vans. But this time
around, Black and the Catholics
want to streamline the tour experi
ence, being a little more selective
with markets and venues.

“I just want the band to be really
fresh,” he explains. “I wanna thin it
out a little bit and do a nice show.
I'm not saying we're gonna bring
production and lights and fireworks,

| but just do a really good job.”
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PURE HARMONY: One of the best
shows we saw this past summer
was not in an arena or a hipper-
than-hip New York club. It was in
a small theater in Provincetown,
Mass. The act wasn't a red-hot new
rock troupe about to explode, nor
was it a deeply introspective
singer/songwriter. It was the rich,
four-part harmony quartet the
Kinsey Sicks.

Actually, the group—which
comprises Ben Schatz, Chris
Dilley, Maurice Kelly, and Irwin
Kelly—prefers to be called a
“beauty shop quartet,” since it
marries smooth a cappella har-
monies a la classic barbershop
quartets with drag—making it
one of the more uniquely origi-
nal (and thoroughly fun and
entertaining) acts we have en-
countered

by Larry Flick

show Dragapella! Starring the
Kinsey Sicks.

At the moment, the act is play-
ing gigs in San Francisco and
other parts of the U.S. that include
Portland, Ore., Grand Rapids,
Mich., and Boston. A return en-
gagement in New York is under
consideration.

At the moment, Kevin Smith
Kirkwood is touring with the act
through the spring in place of
Kelly, who has temporarily left the
lineup (but appears on the CD).

Of the show, Dilley says, “I love
how it allows a different side of my
personality to come out. You can
access your feminine side, of
course, but it's more than that.
You just generally free different
sides of yourself.”

Schatz has a different perspective.
“They’re basi-

in years. cally our ther-
The Kinsey apy issues
Sicks are cur- onstage.”
rently pro- In any case,
moting their this is one act
fourth CD, that should
Sicks in the not be missed,
City, an al- either in-per-
bum that com- son or on CD.
bines charm- For more in-
ing original formation or
fare like the to order Sicks
lilting | in the City,
“Leaning s ' log on to
Close” and THE KINSEY SICKS the group’s
familiar ma- Web site,

terial rewritten in comedic/parody
form. For example, West Side
Story’s “Maria” is hilariously recast
here as “Ad Nauseum.” Also ex-
tremely amusing is the act's revi-
sion of the Association’s “Cherish,”
which is delivered here as the
cheeky, envelop-pushing “Fetish.”

Though it might be hard to
imagine a project like this rising
above the club circuit, we’re not
convinced that some of the mate-
rial wouldn’t be a fine fit for
morning radio shows that make a
habit of programming song paro-
dies and other funny musical bits.
In a just world the Kinsey Sicks
would be snapped up by a major
radio station.

Given the act’s increasing me-
dia profile, we're not alone in
such an assessment. The Kinsey
Sicks have been called “gut-
wrenchingly funny” (The Advo-
cate) and have been praised for
their “voices sweet as birdsong”
(The New York Times). They have
been profiled on 20/20 and CBS’
The Early Show.

Much of their media attention
has been due to their Drama Desk
Award-nominated off-Broadway

kinseysicks.com.

FEEL THE BEAT: On his fine disc
Reasons, German newcomer Beat
conjures images of the long-ago
synth-pop era of the '80s.

Actually, his penchant for spare,
keyboard-driven arrangements
that are topped with rich, soulful
vocals is strongly reminiscent of
one particular act from that peri-
od: Erasure. In fact, we might
even dare to argue that Reasons
is stronger than Erasure’s last
studio effort.

Working with producers Tom
Peschel and Jens Fischer-Rodri-
an, Beat fleshes out songs like
“Why Should I Pretend” with sleek
horns, while the single-ready
“Sometimes” has accents of
acoustic guitars. But the real draw
of this project is the artist’s gen-
tle lyrics, as well as his talent for
crafting instantly memorable
hooks. That said, Reasons doesn’t
unfold like a series of potential
singles. It’s more of a vibey piece
of music that is best consumed
in total.

For more details or to order the
disc, call 212-337-3366.

The Donnas Keep Building With Move To Atlantic

BY TODD MARTENS

Through five albums, the Don-
nas have delivered dozens of over-
the-top party anthems, spinning
tales of high school debauchery
and throwaway boys with Kiss-
sized riffs and a pop-gloss. These
Joan Jett disciples are rock veter-
ans in their early 20s, and are now
ready to graduate from the inde-
pendent world, having recently
traded in Lookout! Records for
Atlantic Records.

“After a while on an independ-
ent label it seems like you can
only go so far,” drummer Tory
Castellano says. “You just sort of
stay at the same level. We didn’t
want to make a move until we
really had a fan base, because we
wanted to be able to say what’s
working and prove that we knew
what we were doing.”

The group, whose 2001 album
Turn 21 sold 34,000 units, ac-
cording to Nielsen SoundScan,
clearly made their case. Atlantic
took a relatively hands-off ap-
proach, allowing the band to
retain its long-time producer,
Robert Shimp, and made few trips
to check in on its new act.

“When we were first starting
out and playing in my parents’
garage, all the guys in our grade

would come and bang on the door
and we felt like we had to let them
in,” Castellano says. “They would
whisper about us while we were
playing, so from then on, we never
let anyone in.”

The Donnas’ 13-track Atlantic
debut, Spend the Night (due Oct.
22), is the group’s most confident
effort yet, seeing the act expand its
range with the Sticky Fingers
swagger of “Please Don’t Tease”
and lav on the hooks with the
rhythmic flux of “Too Bad About
Your Girl.”

The band, whose songs are pub-
lished by BMI, is willing to do

whatever it takes to get the word
out: The Donnas recorded a radio
commercial for Budweiser, li-
censed music for advertisements
for Sprite and Target, and posed
for a Levi's print campaign. Castel-
lano says the band isn’t worried
about fallout from the punk com-
munity that follows the Berkeley,
Calif.-based Lookout!.

“I don't see anything wrong
with commercials,” she says. “We
thought people might be upset
about it, and we knew people
would be upset about us signing
with Atlantic, but people are
always going to say we're not punk
enough, and we never said we
were punk anyway.”

In fact, the band hasn't com-
pletely severed ties with Lookout!,
as Molly Neuman, who co-man-
ages the Donnas with Joseph
Minkes, is Lookout!'s general
manager. In addition, the inde-
pendent label will release a vinyl
edition of the album.

A video is being shot for first
single “Take It Off,” and the first
50,000 CDs sold will come with a
bonus DVD.

The band, booked by Evolution,
will play some dates with Jimmy
Eat World before headlining its
own jaunt in late October.
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ANINVERSARIO

After the extraordinary cuccess
of their live album "EN. VIVO"'...

AIRES TANGO are back to seduce
you once again with their latest
new album "TANIVERSARID"
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Spend a romantic
evening with us.

(Don’t worry, you get your own room.)

special someone

You and your
will be welcomed to your Premier King guest
room with a bottle of chilled champagne and a platter of
fine French cheeses, bread and fresh fruit. Enhance the
mood with a couple of romantic movies from
our Movie Library and awake to fresh juice,
coffee and croissants served in
your room the next morning.

Romance Package
$255 per
night.*

THE GRACIELA
BURBANK

The Media District's newest upscale
boutique hotel, offering 101 casually

elegant guestrooms and suites.

322 North Pass Avenue
Burbank, CA 21505

Phone 818.842.8887
Reservations 888.956.1900
Fax 818.260.8999

www.thegraciela.com

*Double occupancy. Occupancy tax and gratuity
not included. Limited offer, limited availability,
price subject to change without notice.

Eyes Adrift:
A Rebirth For Its
Famous Members

BY WES ORSHOSKI
NEW YORK—With the exception of
maybe Lynyrd Skynyrd, one would
be hard pressed to name another
band that has experienced as much
career-related heartbreak as alt-rock
supergroup Eyes Adrift, which fea-
tures ex-Nirvana bassist Krist
Novoselic, former Sublime skins-
man Bud Gaugh, and Meat Puppet
Curt Kirkwood.

“It’s like we're ‘the tragedy band.’
We're fuckin’ awash in all this grim
shit. But you know what’s gonna

pull us out of it? Our music. Our
music is groovy,” says Kirkwood,
whose Meat Puppets dissolved in the
late '90s, as heroin tightened its grip
on his brother, Cris, the band’s
bassist. (Nirvana ended with Kurt
Cobain’s 1994 suicide, while Bradley
Nowell’'s 1996 heroin overdose
spelled the end for Sublime.)

A rebirth for each of its three
members, Eyes Adrift—whose
eponymous debut arrived Sept. 24
on SpinArt—was formed shortly
after Novoselic caught a Kirkwood
solo gig in Seattle last year. A day or
so after the show, Novoselic called
Kirkwood to see if he’d be interest-
ed in jamming.

“If you're in my shoes, and you
see how my life has progressed, hav-
ing Krist call me is not a small
thing,” Kirkwood says, referring to
he and his brother’s appearance on
Nirvana's MTV Unplugged and the
resulting prominence it delivered to
the Meat Puppets.

Coincidentally, Gaugh, having
just left the Long Beach Dub All-
stars, phoned a few days later with
the same inquiry. Soon after, all
three convened in Austin and began
recording, writing, and cutting
many songs on the spot. “It was just
beautiful,” Novoselic says. “We were
laughing the whole time; and that’s
the way it should be.”

SpinArt is working “Alaska” to
commercial modern-rock and is also
preparing a video for the song. Man-
aged by Austin-based Corey Moore,
Eyes Adrift will soon return to the
road for a jaunt that will continue
through the end of the year. Says
Novoselic, “It’s great to be back in
the game again.”

IMMORTAL BELOVED: Anne-Sophie

. Mutter always knows what the first

question in any interview regarding
her latest recording is going to be.
“Why do the Beethoven again?” she
moans, eyes rolled skyward. With a
laugh that belies her seeming
indignation, she asks, “Can we start
with something else?”

Still, after an impromptu chat
about her favorite restaurants in
Manhattan (Picholine and Jean-
Georges, in case you're curious),
the first question remains. Given
the classical recording industry’s
current slump and the widely held
notion that new recordings of stan-
dard repertoire aren’t smart busi-
ness, why has Mutter—one of the
world’s best-loved violinists and an
ardent champion of contemporary
composers—joined forces with
Kurt Masur and the New York
Philharmonic to rerecord
Beethoven’s Violin Concerto? Their
new disc will be issued Oct. 8 by
Deutsche Grammophon, but with
Beethoven’s concerto already well
represented in the catalog—includ-
ing a widely admired 1979 record-
ing by Mutter on the same label—
why do it again?

“Because [ can’t go to the restau-
rant all of the time,” is the quick
response, accompanied by another
hearty laugh before Mutter’s con-
summate professionalism asserts
itself. “A recording is a snapshot of
an artist’s life and development,”
she says. “What you live through in
more than 20 years fills you with a
depth that wasn’t there when you
were younger. At 38, I'm reconsid-
ering and putting down a second
viewpoint of core repertoire, and
the Beethoven is certainly the
crown of that repertoire. It’s so
removed from the anger and phys-
ical force Beethoven very often
shows us; the concerto is a sum-
mary of philosophy, human spirit,
and love.”

Mutter’s first recording of the
work, made with her mentor, Her-
bert von Karajan, and the Berlin
Philharmonic, displayed the al-
ready estimable skills of a young
performer caught in the first
blush of what would become an
enduring career. That recording
still merits consideration, but it’s
clear from the onset that Mutter’s
new recording—captured live in
May during Masur’s emotionally
charged final weekend as New
York Philharmonic music direc-
tor—is filled with greater inter-
pretive depth, nuance, and insight
than its predecessor.

Asked for specific ways in which
her view of the work has changed,
however, Mutter demurs. “One
would have to go back and com-
pare, which is something ['ve

never been interested in doing,”
she explains. “Music is something
that is ever-changing: Even if you
burn it on a CD, in the moment
that the concert ends, we have it
in our hearts but it’s gone. It’s a
sculpture I have to rebuild the
next evening. In that sense, [ don’t
want to compare what I do today
to what I did 22 years ago. The way
[ see the architecture of these
three movements will never
change; the cathedral basically
stands as it did, but in the small-
er aspects of that building, there
will be much more detail and
depth of understanding.”

Masur and his well-honed or-
chestra provide ideal support for
Mutter’s elastic pace and structure,
much as they did in her second re-

cording of the Brahms Violin Con-
certo five years ago. “What Masur
brought to the New York Philhar-
monic was tremendous refinement
and beauty of sound,” Mutter says.
“He’s a very, very demanding maes-
tro who doesn’t let you get away
with anything, but he’s also a musi-
cian who lets you fly free. In that
respect, he very much resembles
Karajan. It's the quality of leader-
ship and partnership, listening and
stepping back if necessary, which is
also required from a soloist.”

Mutter switches to recital mode
in October, touring with works by
Brahms, Faure, Gershwin, Kreisler,
and new husband André Previn
that will make up her next CD,
Song and Dance, due next year.
Mutter will present the program
with pianist Lambert Orkis in
Chicago; Boston; New York;
Newark, N.J.; Washington, D.C.;
and Philadelphia. Of Previn’s
“Tango Song and Dance,” she gush-
es, “It’s so beautiful and clever, and
rhythmically terribly difficult—the
last movement is rhythmically the
most difficult piece I've ever played
in my life.” At the end of the month,
she returns to the Boston Sym-
phony to perform Previn’s new Vio-
lin Concerto, which she premiered
there in March; she brings that
work to New York next April.
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GONTEMPORARY CHRISTIAN/GOSPEL

Ground.

STILL GOING STRONG: At an age when
many artists might consider retire-
ment, Southern gospel patriarch Bill
Gaither’s career continues to gain
momentum. Lef Freedom Ring, a
multi-artist project by Bill & Gloria
Gaither & Their Homecoming
Friends, debuted at No. 1 on the Top
Contemporary Christian album chart
last issue, marking the Gaithers' first
time at that chart’'s summit. The
Gaither gang also debuted at No. 3 on
the chart with God Bless America
[Over the Counter, Billboard, Sept. 28].

GAITHER

In this issue, Let Freedom Ring and
God Bless America are No. 6 and No.
7, respectively, on the Top Contempo-
rary Christian album chart.

Both projects, the latest in the pop-
ular Gaither Gospel series, were re-
leased Sept. 10 by Gaither’s Spring
House label, distributed via EMI Music
Distribution to the general market and
via EMI Christian Music Group’s Chor-
dant Distribution in the Christian
retail market. Issued on cassette, CD,
DVD, and VHS, Let Freedom Ring and
God Bless America also claimed the
No. 35 and No. 44 spots, respectively,
on The Billboard 200, the highest
debuts ever for both Gaither and any
Southern gospel music on that chart.

Gaither product always does well on
the Billboard Top Music Video chart, as
Let Freedom Ring and God Bless
America debuted at No. 1 and No. 2,
respectively. “We're excited,” the 66-
year-old singer/songwriter says. “We just
do our art, and we want to do it the best
we can do it, and when people buy it like
they are buying it. it's very exciting!”

Recorded live at Carnegie Hall in
April, the patriotic-themed projects fea-
ture performances by the Gaither Vocal
Band, the Hoppers, the Martins, Jessy
Dixon, Janet Paschal, Sandi Patty, Lar-
nelle Harris, Mark Lowry, Natalie Grant.
Andraé Crouch, George Beverly Shea,
and others. They were in the works for
two years, long before the tragedies of
Sept. 11, 2001. "For a long time, patri-
otism wasn't cool,” Gaither observes.
“But it's very easy now for people to say,

Deborah Evans Price

‘I'm proud to be an American.’”

“Timing was terrific,” Spring House
president Barry Jennings adds. “It was
a positive message in the midst of all
that [Sept. 11 coverage].”

Other factors that contributed to
strong sales were a busy tour schedule
that included performances at the
National Quartet Convention (Sept. 9-
14 in Louisville, Ky.) and having Spring
House mail a new catalog to 1.3 million
homes. The projects were broadcast
over 11 cable outlets, including PAX-TV,
Family Net, and Trinity Broadcast Net-
work, and began airing Sept. 22 on BET.

Gaither says, “No matter where we
go, people say, ‘We see you all the time.’
Television must be making a difference.”

According to Jennings, the direct-
response TV spots were tagged to drive
consumers into such retailers as Tar-
get and Family Christian Stores, and
he credits Chordant with “taking this
project to new heights.”

It may seem unusual to release
two titles simultaneously, and other
artists might be concerned that it
might split sales, but Gaither says he
had too much great material to limit
to one video. Obviously, it didn’t hurt
sales. In fact, according to Jennings,
“85% of consumers who buy one,
buy both™ when Gaither releases two
simultaneously.

In the past 10 years, Gaither has
released nearly 70 video titles, with 10
debuting at No. 1 on the Billboard
Top Video chart since 1997. Next on
the agenda, the Gaither Vocal band
will film a video in Australia at the
Sydney Opera House in November for
release next year. In January, look for
Spring House to release two new
Gaither projects, Heaven and Meet-
ing in the Air.

NQC WRAP UP: Southern gospel fans
from 40 states and a dozen foreign
countries gathered for the 45th annu-
al National Quartet Convention at the
Kentucky Fair & Expo Center in
Louisville. Among the highlights were
Bill Gaither’s “Class Sing,” a two-hour
event featuring more than 40 artists
... In other news, Jonathan Martin has
left the Spring Hill family trio the Mar-
tins. Paul Lancaster, formerly with
Sunday Drive, has joined sisters Judy
Martin Hess and Joyce Martin McCol-
lough . . . Spring Hill Music Group is
now being distributed through Word
Distribution. It was previously with
Chordant . . . Legacy Five will travel to
London Oct. 6 to record with the Lon-
don Philharmonic Orchestra for its
first Daywind release . . . Mark Bishop
has a new solo release, Fuith, Family &
Friends, on Sonlight Records.

InThe News

* Nashville-based management
company Blanton Harrell Cooke
& Corzine is partnering with
Moose Management president
Mitch White and has signed new
Vertical Music artist Kara, whose
eponymous debut disc bowed
Sept. 3. White joins Blanton Har-
rell Cooke & Corzine as VP of
artist development and brings
along clients Fernando Ortega
and Watermark. The company
handles the careers of artists Amy
Grant and Michael W. Smith and
author Frank Peretti.

¢ EMI Christian Music Group,
Word Entertainment, and Provi-
dent Music Group are again part-
nering to issue the latest in the
WoW series. WoW Hits 2003 hits
the Christian retail market
through Chordant Distribution
Group and general-market outlets
through EMI Music Distribution
Oct. 1. It includes 30 songs by such
Christian artists as Steven Curtis
Chapman, Nicole C. Mullen, and
CeCe Winans. Also coming is the
first WoW holiday collection, WoW
Christmas, streeting Oct. 1 via
Word, and WoW Hits 2003: The
Videos (Sparrow, on DVD/VHS).

» Melissa Greene has joined Spar-
row Records group Avalon, replac-
ing soprano Cherie Adams, who is
pursuing a solo career. Greene joins
Avalon members Michael Passons,
Jody McBrayer, and Janna Long.
McBrayer recently issued a solo
album, Who I Am, on Sparrow;
Long’s solo set, Janna, is slated for
release Nov. 5. With Greene in place,
Avalon is preparing for its Joy
Christmas tour. Also, look for Adamns
to add “author” to her résumé, as
she’s working on a new book geared
toward single Christian women.

* Big Idea’s first full-length Veg-
gieTales movie, Jonah, premiered
Sept. 19 in Nashville to enthusiastic
response. Numerous country and
Christian music artists attended
(many with their small children in
tow), including Michael W. Smith,
Sara Evans, Trace Atkins, Plus One’s
Nate Cole, and Steve Taylor.

e Steven Curtis Chapman, Third
Day, TobyMac, and Fred Hammond
were among those who performed
Sept. 11 at Madison Square Garden
in New York at A Tribute to Grace
and Hope, a special event com-
memorating the first anniversary
of the terrorist attacks. Chapman
performed a new song he'd fin-
ished minutes before taking the
stage, titled “Remember the Day.”
New York firemen, police officers,
and political dignitaries, including
Governor George Pataki, also par-
ticipated in the event.

Spirit.

TAKING IT UP: Arrow Records is shift-
ing into high gear with the Sept. 17
appointment of Shawn Tate (former-
ly of EMI Gospel) as its new GM. The
recent announcement signals the
quest of the 4-year-old, Atlanta-based
label—an affiliate corporation of Dr.
Creflo A. Dollar’s World Changers
Ministries—to be a major player on
the gospel music scene.

“The label is looking to compete on
a national level with Pastor [Taffi L.]
Dollar’s vision of signing artists who
sing life music—music that is posi-
tive and inspirational in nature,” Tate
says. “I look forward to building a
team that gives flight to that vision.”

Tate, who will manage all areas of
the label's operations, says he has a
three-point plan. “First, we're going
to be signing world-class talent to
inspire the unchurched and the
churched, to establish national dis-
tribution so that this talent can be
heard, and to prove that an inde-
pendent church-based label can be
successful and win.”

TAFFI DOLLAR

The label currently has a roster of
four acts, including Dr. Creflo A. Dol-
lar & the Changing Your World Mass
Choir. Their November 2000 release,
From the Heart of God, marked the
label’s official bow into the gospel
marketplace. Tapping into the nation-
al network of churches forged by Cre-
flo Dollar Ministries (including its
20,000-strong, Atlanta-based church),
the CD sold upwards of 20,000 units.

Tate says, “That says to me that a
church-based record-company model
can be successful. Given the right
record and extended marketing plat-
form, Arrow Records is poised to be a
vibrant and profitable entity that max-
imizes relationships with churches
and ministries around the world.”

Taffi L. Dollar—who serves as
Arrow Records CEO and is also Cre-
flo's wife—says, “The addition of
Shawn Tate to our staff is only the
first of several changes we will be
making to position the label to do
great things. With the incredible

by Lisa Collins

artists we have on the label and the
strong team we are assembling, we
believe that Arrow Records will be a
force in the gospel music industry.”
Tate anticipates a minimum of four
to five releases in 2003, beginning with
a first-quarter release from Generation
J, an urban- and pop-flavored brother-
and-sister foursome, and including a
follow-up release from Dollar and his
Changing Your World Mass Choir.

SPEAKING OF PREACHERS: Ablife
Records' Dr. Ed Montgomery and ALC
Featuring Mark Taylor have released
their new live double-CD, Mark Taylor
and ALC: Total Live Experience,
which was recorded at Montgomery's
6,000-memb<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>