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DVD Curb

SeesUp gl N, MR
The Music Retailers

Will Her New Image

Universal Piracy Policy

5 Machine Behind ‘Matrix’ Overshadow Album? | N | Ends Store Screeners
Machine Head’s Jason Bentley ' BY JILL KIPNIS
and Mark Burgoyne are the BY RASHAUN HALL

' brains behind the “Matrix” | ._ LOS ANGELES—Universal Stu-

soundtracks. If you can believe it, Britney dios’ decision to stop providing
Spears would like people to focus " DVD Sc'k']eene.rs 18 hu"t:jngdreta'lers,
on her music, not her midriff. [ROTe Fhan ks Infended target:

] . Sl movie pirates, according to store
But seeing is believing, and nelieen

since the debut of her music _ : “I would be surprised if any of the
video “I'm a Slave 4 U” two years F : major retailers were doing some-
ago, fans have seen Spears take i thing stupid and pirating their
an increasingly provocative Sy 4 . screeners,” says Rick Timmermans,

director of video merchandising for
the West Sacramento, Calif.-based
Tower chain. “It would ultimately

journey into sexual exhi-
| bitionism. : _ \
(Continued on page 71) : 1 | be hurtful to them.”
] - 9 (Continued on page 72)

l GaniBoys _ : ' (=] " ‘ F . §
st || Details Prove Devilish [P | Price Slide

Hits DVDs

BY JILL KIPNIS

LOS ANGELES—Deep discount-
ing on hit DVDs has raised
concerns among many that the
format is being devalued at a
dangerous pace.

At such mass-merchant chains
as Best Buy, Wal-Mart and Target,
consumers can usually find a hot

wimdmn” || For Sony, BMG Merger

A Billboard staff report is likely to be easier said than done.
“What’s happening looks like the
Sony and BMG officials are facing logical thing to do on paper, but the
issues involving cost cutting and  practical issues are going to be much
label integration as they race tocome more difficult to iron out,” says a sen-
up with a merger proposal to submit  ior executive familiar with the talks.
to regulators. Once all the details are worked
Blending the two sprawling global  out, the two companies expect to save
companies with distinct cultures  in excess of $300 million annually by new release for less than $15

while attempting to satisfy antitrust combining their recorded music within weeks of the street date.
scrutiny on both sides of the Atlantic (Continued on page 73)  Rastahiatat il ELL SCHM“)T'HOLTZ (Continued on page 72)

28 Reggae 0nThe Way

VP and Atlantic pair to ensure I
{fial Blephapi:ianssihos And The Winner Is.. TO B ' K E lTH

reggae beats are “Good 2
Go” in the U.S. ' S

‘\

2 million Shock'n Y'all albums shipped so far!

.95US $8.95CAN

The Most-Played Artist at Country Radio this year!
His Unleashed album is still Top 5 after 67 weeks on the chart! SHQCK.MLL
Two of the Top 5 selling Country Albums by year’s end!?

For more information about Toby visit www.tobykeith.com or www.dreamworksnashville.com
O 5 5 2 8 e 2003 SKG Music Nashwille LLC d/b/a DreamWorks Records Nashwiie

'I 47> Multi-Week #1 Single and Video: "I Love This Bar"! ‘\i\\
48607

0
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I THELUNE

The highly-anticipated new album from

BRIINEY oPEAS

12 brand-new songs featuring the
debut single and event record of the
year, “Me Against The Music”
featuring Madonna

One Hour ABC Special
“Britney Spears: In The Zone”
airs Monday, November 17

MTV’s “In The Zone and Out All Night”
airs Saturday, November 15 and
Sunday, November 16

“TRL" appearance Tuesday, November 18

See Britney on the American Music ~
Awards on ABC Sunday,
November 16

“The Tonight Show with Jay Leno”
airs on NBC Monday, November 17

“Live! with Regis and Kelly” airs on ABC
Monday, November 24

TV T g

f ‘
—— | / A1

. ~ J
Management; Larry Rudoiph for ReignDe!

i ! .Y Management Rep: Dan Dymtrow, “\a_, ¥

.4
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ones Bilboard® NO. 1 ON THE CHARTS

ARTIST ALBUM PAGE |

TOBY KEITH_ Shock’n Y'All

ALISON KRAUSS + UNION STATION Live

SOUNDTRACK Martin Scorsese Presents The Best Of The Blues
v : T A :_;- - pa i g

P.O.D. Payable On Death

TOBY KEITH Shock'n Y'All

MARIAH CAREY The Remixes

Top Albums

CECE WINANS Throne Room

THREE DAYS GRACE Three Days Grace

LIL JON & THE EAST SIDE BOYZ Kings Of Crunk

SARAH _MCLACHLAN Aherglow

JOHNNY CASH 16 Biggest Hits

MARCO ANTONIO SOLIS

La Historia C

JA RULE Blood In My Eye

SEAN PAUL

Dutty Rock

The Cheetah Girls (EP)

o

VARIOUS ARTISTS

Celtic Circle

Top of the News

5 Another Planet’s acquisition
of Mystery Machine gives it a
presence in small venues.

6 Best Buy’s “SweetTracks” CD
contains holiday songs from Sting,
Jewel and Coldplay and is available
to members of the retailer’s Reward
Zone frequent buyer program.

Music

15 The Beat: Bon Jovi reinvents
past hits on “This Left Feels Right.”

20 The Classical Score: Sir
Simon Rattle talks about his
second year with the Berlin
Philharmonic.

22 Movies & Music: Disney’s
new film “Brother Bear” marks
the first time Phil Collins has
scored a film.

26 Touring: With more than
a dozen Christmas tours this
year, organizers are hoping for
happy holidays.

-

BON JOV

30 Beats & Rhymes: Dizzee
Rascal brings his U.K. street beats
to the U.S. with “Boy in Da Corner.”
32 Latin Notas: Strong demand
and album sales prompt Chayanne
to hit the road on another tour.

35 Beat Box: DMX Music’s
Randy Schlager is the mastermind
behind the hip sounds played at
Ambercrombie & Fitch stores.

oard
FlLM&T\rI
NUSIE CONTENEND

presented by WOLWO
for life

PREVIEW: PAGE 22

THe BEPORTER Bi

46 Studio Monitor: The Beat-
les’“Let It Be” emerges from pro-
duction—“naked.”

Retail

47 Texas retailer Waterloo
Records maintains a high local
profile through tight relationships
with radio stations and clubs.

day home run with “The Official
2003 World Series Home Video.”

Global

53 The 2003 MTV Europe
Music Awards hits a high note for
Edinburgh, Scotland.

55 Global Pulse: The Rolling
Stones’ concert dates in Beijing
and Shanghai, China, have been
pushed back again.

Programming

59 Tuned In: Radio: Infinity
Broadcasting names Steve Rivers
senior VP of programming.

Features
27 Boxscore
42 Billboard Picks
44 The Billboard BackBeat
%44 Executive Turntable
54 Hits of the World
57 C(lassifieds

‘ 28 R&B: Elephant Man’s hot 48 The Indies: Navarre Corp’s 58 Mile Posts
ARTIST TITLE PAGE eI ar'()e “Good 2 Go” on :}:7(1 %oun;ry: Ihe ’Cf-?lljlnltfry ftfqt;)isit.ion. of BfCI Eclipse is just 61 Charts
. S his VP/Atlantic debut. adio Broadcasters’ Fall Forum e beginning of a new expansion
g i SEYONCE FEATURING SEANPOML _ Boby Boy provided the setting for a presen-  strategy. 611 (ChartiBeat
—— SANTANA FEAT, ALEX BAND OR CHAD KROEGER  Why Don't You& | tathn.on the record industry’s 49 Retail Track: Trans World 61 Market Watch
m declining fortunes. Entertainment’s Localeyez pro- 74 The Last Word
.E | UNCLE KRACKER FEATURING DOBIE GRAY __Drift Away_ 46 Songwriters & Publishers:  gram aims to provide more sup-
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COUNTRY MUSIC IS DEAD

Winner of Three 2003 CMA Awards

Album Of The Year
Single Of The Year
Music Video Of The Year

Johnny Cash American IV: The Man Comes Around
Produced by Rick Rubin
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IFPI’s Berman
touts one-stop
for Webcasters

TOP OF THE NEWS

PHOTO: MARC GOLDSTEIN
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BENTLEY: SUPERVISING THE MUSIC FOR THE ‘MATRIX’ FILMS TAUGHT HIM THE NUTS AND BOLTS OF SCORING

BY MICHAEL PAOLETTA

Millions of TV viewers and film aficionados around
the world are under the spell of Jason Bentley and Mark
Burgoyne.

The duo’s creative services, which encompass music
production and music supervision, have been heard in

- international TV ads.

Additionally, Bentley has supervised the music for “The

Matrix” film franchise. The final installment of the movie

Machine Head Tunes Up
TV Ads, Videogames, ‘Matrix’

trilogy, “The Matrix Revolutions,” opened Nov. 5.
Throughout, Bentley and Burgoyne—in-house music
supervisors for sound design/music composing firm
Machine Head-—remain on the cutting edge, bringing
tomorrow’s dance/electronic artists into the here and now.
“That’s pretty much my personal agenda in everything
I do,” says Bentley, a globe-trotting club DJ who also hosts
radio shows on Los Angeles stations KCRW and KROQ.
“As a DJ, it’s important to always stay ahead of the com-
(Continued on page 58)
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| Best Buy
M offers

# customers
W sweet deal

Mystery Machine
In Planet Orbit

BY RAY WADDELL

San Francisco Bay Area pro-
moter Another Planet has ac-
quired boutique Bay

shows annually.

“Allen Scott has a great ear and
is very professional,” savs Gregg
Perloff, president of Another Plan-
et, which he formed

Area promoter Mystery |
Machine, giving the
former a presence on
the small-venue, new
artist front.

The Mystery Machine
staff, including founder
Allen Scott, moved into
Another Planet’s Berke-
ley, Calif., offices Nov.
10 and will do business
under the Another
Planet banner going
forward (Billboard Bul-
letin, Nov. 10).

Scott will be a senior talent
buyer for Another Planet. Mystery
Machine has specialized in pro-
moting shows in venues in the
market with a capacity of 2,000
and under, working about 125

PERLOFF: INTERESTED IN
MORETHAN BIG SHOWS

earlier this vear after
resigning as president
of Clear Channel En-
tertainment Music’s
West division. He was
part of Bill Graham
Presents prior to
BGP’s acquisition by
SFX in 1998.

Scott says working
with Perloff and An
other Planet’s Sherry
Wasserman (also a
BGP/CCE alum) is a
great opportunity. “Ex-
perience and management depth is
what they bring to the table,” says
Scott, who founded Mystery Ma-
chine in 2000. “They’re the best in
the business at what they do.
(Continued on page 7'1)

Senators For ART

Bill Targets Prerelease Pirates

BY BILL HOLLAND:

WASHINGTON, D.C.—Two Senate
lawmakers are readying legislation
that would crack down
on the practice of put-
ting an unreleased
recording or track on
the Internet.

Sens. John Cornyn,
R-Texas, and Dianne
Feinstein, D-Calif., plan
to introduce the Artists’
Rights and Theft Pre-
vention Act (ART) after
the partisan fight over
judicial nominations
on the Senate floor.

The bill would give
prosecutors greater
authority to go after pirates who
obtain prerelease recordings and
make copyright infringers subject
to both criminal and civil penalties.

[t would also remove the current
requirement under civil proce-

BAINWOL: RECENT ALBUMS
HIT BY PRERELEASE PIRACY

dures that prosecutors prove an
infringer made 10 illegal down
loads or caused $2,500 in damages
to show harm,

Those uploading pre-
released material should
know that it might be
downloaded “a hundred
—even millions of times,’
Feinstein said in a writ-
ten announcement.

Recording Industry
Assn. of America chair-
man/CEO Mitch Bain-
wol said at a press con
ference, “Just this week
two major artists have
been forced to release
their albums earlier
than planned because
Internet ripping groups distrib-
uted their music in prerelease
form worldwide.

Sens. Orrin Hatch, R-Utah, and
Lindsey Graham, R-S.C., are co-
sponsors on the bill.
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Best Buy In ‘'Sweet' Deal

Frequent Buyers Get Holiday CD Reward

BY CARLA HAY

NEW YORK—Best Buy has upped
the stakes on exclusive offerings in
time for the busy holiday season.

Billboard has learned exclusive-
ly that Best Buy will offer an exclu-
sive five-song holiday CD beginning
the weekend of Nov. 28. “Sweet
Tracks” will feature previously
unreleased holiday songs per-
formed by Sting, Jewel, Seal, Cold-
play and Chris Botti.

Unlike other Best Buy exclusives,
“Sweet Tracks” will not be sold to
customers. The limited-edition CD—
packaged in a round container
resembling a peppermint candy—
will be given away to anyone who is a
member of Best Buy’s Reward Zone
frequent-buver program.

Best Buy will not distribute the CD
online; instead, customers will get
the CD by showing proof of Reward
Zone membership at a Best Buy
store. Best Buy operates about 700
stores in the U.S. and Canada.

Best Buy senior VP of entertain-
ment Gary Arnold says, “We wanted
to do something special for cus-
tomers: something that was sup-
portive of music, fun to do and tied
in to the holidays.”

For the 2003 holiday season, Min-
neapolis-based Best Buy has also
offered exclusive DVDs from the
Rolling Stones and John Mellencamp
(Billboard, Oct. 18). Best Buy’s exclu-
sive Rolling Stones DVD deal sparked
a protest from some retailers, who
decreased or removed their Rolling
Stones inventory as a result (Bl
board, Nov. 8).

No such backlash appears immi-
nent for Best Buy’s “Sweet Tracks”
CD, as the collection is not for sale.

“This kind of deal has no effect on
us,” savs Kevin Lovell, pop/rock
buver at Tower Records’ Clark
Street location in Chicago. “Exclu-
sive deals are the wave of the future.
It's a method to generate more traf-
fic in stores.”

Best Buy executive VP/chief mar-
keting officer Mike Linton adds, “We
let the customers be the arbiter of
whether these [exclusive] deals are
fair or not.”

It remains questionable if Best Buy
will make a profit from the “Sweet
Tracks™ deal, because the company
picked up the costs for the promo-
tional CD, including manufacturing,
licensing and recording-studio time
for the artists. The artists will retain
the rights to the songs.

‘In this case, there may not be a
divect financial result,” Arnold
explains. The offer “is all about
building a positive relationship
with consumers so that they can
declare Best Buy their ultimate
location for shopping.

Linton adds, “It's about build-

ing loyalty to a brand, and it’s a
way to connect with customers in
a unique way.”

Best Buy is not the only retailer
to offer CD exclusives. Minneapolis-
hased retail chain Target has exclu-
sive releases, including an eight-
song CD from Bon Jovi and a joint
CD EP from Christina Aguilera and
Justin Timberlake.

“Sweel Tracks” features Sting’s
“Bethlehem Down,” Jewel’s cover
of “Blue Christmas,” Seal’s rendi-
tion of the Jimmy Durante song
“Make Someone Happy,” Cold-
play’s version of the Pretenders hit
“2000 Miles” and Botti’s “O Come
All Ye Faithful.”

For artist managers who are key
players in these exclusive deals, the
advantages of doing these deals—

(Continued on page 58)

BY KEITH CAULFIELD

LOS ANGELES-A new 2Pac compila-
tion led the heavy album slate that hit
stores Nov. 11, but another title will
likely lead next issue’s Billboard 200.

Both Jay-Z’s “The Black Album”
(Roc-a-Fella/Def Jam/IDJMG) and G-
Unit’s “Beg for Mercy” (G-Unit/
Shady/Interscope) had their release
dates pushed forward to curb piracy.
Each set is launching on the off-cycle
release date of Nov. 14.

Even with just three days in the
Nielsen SoundScan tracking week,
both should generate huge numbers.
G-Unit, which features 50 Cent,
shipped 1.8 million copies, while Jay-
Z’s set shipped 1.5 million.

Earlier this year, 50 Cent and
Metallica pushed their album release
dates forward late in the game, and
each still bowed at No. 1. The former’s

Next No. 1 Rated ‘G’ Or Jay-Z

HEAD B

“Get Rich or Die Tryin’ ” sold 872,000
in its four-day first week in February
—this year’s largest chart sum.
2Pac’s “Resurrection” (Amaru/
Interscope) soundtrack looks good to
shift between 320,000 and 350,000
units, but with the biographical movie
of the same name hitting theaters
Nov. 14, it could skew even higher.
Also on deck for lofty debuts next
issue are new efforts from Josh
Groban (143/Reprise/Warner Bros.),
Kid Rock (Atlantic) and Pink (Arista).
Groban’s second studio album,
“Closer,” could move between 250,000
and 270,000 copies; Kid Rock’s self-
titled set could manage 200.000.
Pink’s third album, “Try This,” is aim-
ing for between 130,000 and 150,000.
“The Essential Bruce Springsteen”
(Columbia) and Pearl Jam’s odds-n-sods
collection “Lost Dogs” (Epic) could
each move as many as 100,000 units.

New Charts To Track Exclusives

Two new charts set for a Nov. 20
bow on billhoard.com will augment
Billboard’s menu of sales charts,
offering readers a broader view of
the music market.

Joining the site that day will be
Billboard Comprehensive Albums
and Billboard Comprehensive
Music Videos.

Along with the current titles now
ranked on the published Billboard
200 and Top Music Videos charts,
the new lists include titles sold
either exclusively or through limit-
ed arrays of stores.

Billboard Comprehensive Albums
will also include catalog titles,

defined as albums that are 2 years
old and rank below No. 100 on The
Billboard 200.

To increase the usefulness of its
charts to retail and wholesale buy-
ers and to avoid consumer confu-
sion, Billboard has excluded titles
with limited availability and cata-
log albums from most of its pub-
lished lists.

While exclusive titles or exclu-
sive windows for titles that will
eventually be available at most
stores represent thorny issues for
many music retailers, such prod-
ucts are becoming increasingly
common in music’s landscape (see

story, this page).

The new billhoard.com charts will
enable Billboard subscribers to
monitor the progress of such titles.
as well as the competitive strength
of the best-selling catalog albums.

Universal Music & Video Distri-
bution president Jim Urie ap-
plauds the new charts, which will
also be available through Nielsen
SoundScan and Billboard Infor-
mation Network.

“Billboard has an obligation to
accurately reflect the best-selling
home entertainment products,” he
says, “regardless of how many or how
few stores may sell some of them.”

BY JULIANA KORANTENG

services in Europe, with several hundred small

casts streamed music on its radio stations, will

IFPI Provides Licensing Resource For Webcasters

Webcasters, which until now had to ap-

LONDON—A new landmark international
agreement that aims to simplify licensing for
Webcasters has been hailed as significant for the
online-music sector.

Coordinated by the International Federa-
tion of the Phonographic Industry (IFPI) and
unveiled Nov. 11, the agreement’s frame-
work for the first time creates a one-stop
licensing shop for Webcasters offering
streamed music programs.

Although it does not apply to interactive, on-
demand download services, or “simulcasters,”
transmitting the same content on terrestrial air-
waves at the same time, the Webcasting of
streamed music is a growing sector.

IFPI figures indicate there are an estimated
1,250 licensed Webcasters in the U.S. alone, plus
about 30 major companies supplying Webcast

operators worldwide.

The agreement is “a positive devel-
opment and a move in the right
direction,” says Marco Rupp, a direc-
tor at Brussels-based European Dig-
ital Media Assn., which represents
international online services that
Webcast music such as Vitaminic,
RealNetworks Europe, plus France’s
Wanadoo and virginmega. fr.

“We've not seen it in practice yet,
but it is a good sign,” Rupp says.

It should also make life easier for
U.S.-originated streamed Webcast
services like Radio@AOL Broadband
and Yahoo's Launch, which recently

entered the multinational European market.
Even such Pan-European download service
providers as Tiscali Music Club, which also Web-

be able to make use of the new agreement.

BERMAN: CONFIDENT OF
AGREEMENT’S SUCCESS

“When non-interactive content is
part of the {download services]
package, service providers would be

| free to negotiate directly with the

individual rights owners, but I
assume they would be better off
with a one-stop license,” says Lauri

3 Rechardt, IFPI’s London-based sen-

ior legal adviser,

With an increasing number of
Webcasters targeting multination-
al online audiences, an interna-
tional accord was needed. IFPI facil-
itated one by encouraging the
national producers’ collecting soci-

eties, such as the U.S.” SoundExchange, the
U.K.’s PPL, SCPP in France and GVL in Ger-
many, to reach a consensus.

proach each society, can now clear the neces-
sary rights for multi-market services through
one participating country.

The new arrangement has been open for sig-
nature since late October, and the first produc-
ers’ society to sign up is Gramex in Finland.

According to Rechardt, the societies repre-
senting the key music markets will sign up ina
matter of weeks.

IFPI chairman/CEO Jay Berman is confident
the new agreement will be endorsed by more
than the 33 countries that have already signed a
similar pact for simulcasters, which came into
force in September 2001.

“It normally takes time for societies to get the
mandate from their [record company] members.
But this new agreement will represent well over
50% of the world’s record producers. They have
come a long way,” Berman notes.

www.billboard.com
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One-Stop Shop For Music DVD

BY JILL KIPNIS and SUSANNE AULT

LOS ANGELES—A joint venture
between film and TV production com-
pany @radical.media and live-event
producer Done and Dusted is expect-
ed to offer new and established artists
one-stop shopping for their music-
DVD needs.

The new venture, the New York-
based Done and Dusted @ Radical
Media, will stage and film live musi-
cal events for eventual DVD release
or use on TV or to promote CD and/
or DVD releases.

Producer Ian Stewart, co-founder of
Done and Dusted, says the venture will
differentiate itself by working with an
artist for several years at a time.

“If you need a concert shoot, we
will think of an interesting way to do
it. If you're going to need support for

STEWART: PRESENTING A WHOLE PACKAGE

your CD, promos for that CD or more
ideas for a DVD, we’'ll think about
staging something that will push a
CD and DVD release,” he says. “We
are going to come up with a whole
package for the artist.”

“This joint venture is really about

making quality live-event programs that
appeal to a broad audience,” @radi-
cal.media chairman/CEO Jon Kamen
said in a statement.

Done and Dusted co-founder Hamish
Hamilton, a well-known multi-cam-
era director, says that the venture will
take a more creative approach to
music DVDs.

“Too many people want to record
their 90-minute show and put some
special features on it,” he says. “We're
trying to say to record companies
that there are different ways of doing
this. We will think of fresh approach-
es that excite consumers and help
artists sell records.”

Done and Dusted’s recent DVDs
include Coldplay's “Live 2003 (EMI)
and Peter Gabriel's “Growing Up Live”
(Universal), while @radical.media’s re-

(Continued on page 71)

EU Slams New Members On Copyright

BY LEO CENDROWICZ

BRUSSELS—Less than six months
before the European Union takes 10
new countries into its fold, there are
still serious fears that future members
are not doing enough to clamp down
on music and movie piracy.

A set of reports by the European
Commission—the EU’s executive body
—has warned that in many of the cen-
tral and eastern countries due to join
May 1, 2004, national and local author-
ities have been ineffectual in staunch-
ing the production and export of pirate
CDs and movies.

The reports—produced by the de-
partment headed by European enlarge-
ment commissioner Giinter Verheugen
—riticize Poland, the Czech Repub-

VERHEUGEN: CRITICIZES PIRACY EFFORTS

lic, Hungary, Slovenia, Lithuania,
Slovakia and Latvia for their lack of
copyright enforcement. Only Malta,
Cyprus and Estonia escape the com-
mission’s criticism.

While these shortfalls are not

enough to delay the enlargement
process, they do raise concerns for the
music industry about what will hap-
pen upon accession, when border con-
trols will be lifted and pirate CDs and
DVDs can be freely distributed to the
rest of the EU.

International Federation of the
Phonographic Industry (IFPI) director
for Eastern Europe Stefan Krawczyk
is grateful the reports identified the
problem of piracy. “But,” he adds, “they
should have pointed the finger at the
lack of interest of the police or the
courts. They simply do not take piracy
or intellectual property crimes seri-
ously. We have not heard of any
instances of severe punishments of
big-time pirates.”

(Continued on page 73)

Text Messaging New Tool For BMG

BY WES ORSHOSKI

Cell phones are becoming yet
another weapon in record companies’
promotional arsenals. And AT&T Wire-
less and BMG have emerged as early
players in the movement.

By year’s end, nearly 40 BMG titles
will have been promoted through a
unique text-messaging program cre-
ated by AT&T Wireless.

Through the service, customers are
sent digital coupons for $2 off various
BMG titles purchased at Sam Goody
stores. AT&T Wireless plans to reach
out to 1 million of its customers this
month to expand the program.

The wireless provider's pact with
BMG was launched earlier this year
around the release of “Thankful”

(RCA), the debut from original “Amer-
ican Idol” winner Kelly Clarkson.

AT&T Wireless customers who
used their phones to vote via text
messaging for their favorite “Ameri-
can Idol” contestant last spring were
sent a text message asking if they
wanted the $2 discount.

Those who wanted the discount
received a second message contain-
ing the coupon, which is redeemable
by showing the message to a Sam
Goody clerk.

Although the numbers are fairly
small, the response rate on the digital
coupons—the number that was actu-
ally used—uwas roughly 1,000% high-
er than the response that BMG nor-
mally sees from physical coupons,
according to senior director of online

marketing David Levin.

In an effort to expand the group of
users receiving the digital coupons and
to promote text messaging, AT&T
Wireless is sending 1 million cus-
tomers a direct mail offer to receive
text messages in the future.

The offers will be mailed by the end
of this month. In addition, a Web site
has been created at attwireless.com/
musicdeals that will enable AT&T
Wireless users to sign up for the text-
messaging service as well as receive
digital coupons previously offered for
already released albums.

At the moment, AT&T Wireless is
working exclusively with BMG, but the
company expects to work with other
labels, according to senior director of
business development Jon Vlassopulos.

Sting Plays BMAs

The Billboard Music Awards annu-
ally recognize the year’s
leading artists and songs
as determined by their
performance on Bill-
board’s weekly charts,
which are based on sales
data compiled by Nielsen
SoundScan and radio
information monitored
by Nielsen Broadcast
Data Systems. Finalists for the 2003
awards will be announced Nov. 20.

Billboard Century Award honoree
Sting and pop/rock act
No Doubt are the first
performers confirmed
for the 2003 Billboard
Music Awards.

Set for Dec. 10 at Las
Vegas’ MGM Grand Gar-
den Arena, the event will
be hosted by “American
Idol” host Ryan Seacrest
and air live on Fox at 8 p.m. ET (tape-
delayed on the West Coast).

NEVWSLINE

THE WEEK IN BRIEF

FBI and Atlanta Police Department officials announced the indictment of
an alleged major domestic tape and CD pirate, Ahmed Satary, and the
seizure of his inventory at a news conference Nov. 13 in Atlanta. The offi
cials charge that Satary seeded pirated goods in 10 states throughout the
South and Southeast. BILL HOLLAND l

Wal-Mart could unofficially bow its a la carte download store as early as the
week of Nov. 17, sources say. The store will be powered by Anderson Mer-
chandisers’ Liquid Audio and offered through walmart.com. At least
some tracks are expected to retail below 99 cents. Wal-Mart is soft
launching the store for beta-testing purposes. A formal launch of Wal-
Mart’s digital music store is slated for next year. BRIAN GARRITY

Universal Music Group confirmed this week its acquisition of DreamWorks
Records for about $100 million. The two parties also revealed that their cor-
porate parents have extended an agreement for Vivendi Universal Entertain
ment to provide distribution for film and home videos of DreamWorks SKG
until October 2010. DreamWorks is expected to generate sales of about
$125 million to $150 million this year, sources say. The acquisition is sub-
ject to customary conditions, including regulatory approval.  ED CHRISTMAN

Entertainment industry merchandising and licensing company Signatures
Network has signed an exclusive licensing and merchandising agreement
with Madonna for “The English Roses,” her children’s book. The program
will include products such as apparel, accessories, cosmetics and beauty,
back to school, stationery and room décor. RAY WADDELL

Jennifer Lopez and her Sweetface Fashion business are adding a lingerie/sleep
wear collection to her J.Lo clothing line. The new collection is expected to
debut in fall 2004 and will be available in department and specialty stores.
Last year's J.Lo fashion revenue exceeded $130 million. This year’s J. Lo rev-
enue is expected to be more than $175 million. CARLA HAY

The number of rivals to Apple Computer’s iPod in the Windows-based PC
market continues to grow. Computer maker Gateway introduced Nov. 11
a 20GB portable music player, the Gateway DMP-X20 Digital Jukebox,
which holds 5,000 songs. Gateway is trying to compete with Apple on
price—its device costs $299 vs. $399 for a 20GB iPod—as well as on fea-
tures like a built-in FM tuner. BRIAN GARRITY

The debut issue of Tracks, the new music magazine being launched by for-
mer Spin and Vibe principals Alan Light and John Rollins, hits newsstands
Nov. 18. Aimed at the over-30 demo and covering what Light calls “music
built to last,” the first issue features a cover story on Sting, as well as a
photo diary on R.E.M. and a piece on performance anxiety written by
singer/songwriter Ryan Adams. Tracks is published in collaboration with
World Publications and debuts with a circulation of 100,000. WES ORSHOSKI |

Chicago-based FullAudio has launched the MusicNow download store
through bestbuy.com, with plans to expand its availability before year's
end. Access to the store, which does not require a subscription, will be
exclusively available through Best Buy during the month of November.
BRIAN GARRITY
T e T e——
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War Without End Amen

hen the Recording Industry

Assn. of America launched the

first wave of lawsuits against
illegal downloaders, it indirectly raised
an important question: Where were
the parents?

It quickly became apparent that in
many cases, they were nowhere to be
found. It seems as though computers had
become to the 21st century what TVs

were to the 1950s—high-tech babysitters.

You know the old adage, out of sight
out of mind? Well, many parents
seemed to take the attitude, “If it keeps
the kids out of my hair, all the better.”
As long as they were glued to the video
display screens in their room, what
possible trouble could they get into,
right? As it turns out, they could get
into quite a bit.

The RIAA legal campaign revealed a
serious disconnect between kids and
their parents. There's not much new
about that. The generation gap is
probably as old as civilization itself.
But the lawsuits served as a dramatic
wakeup call.

The Internet is a wonderful thing, but
it's also a lot like the Wild West. We're

still on the frontier of the Information
Age, and it's pretty much a place where
anything goes.

In its effort to rouse concern about
illegal music downloading, the record
industry discovered that kids were
exposed to a lot more potentially damag-

ing material—such as child pornography.

The good news is that in the wake of
the RIAA's campaign, at least some par-

We’re still on the frontier
of the Information Age,
and it’s still pretty much a
place where anything goes.

ents are taking more responsibility for
what their children do on the Internet.

In August, as many as 1.4 million
families in the U.S. deleted all of their
digital music files, according to research
firm NPD Group. What's more, the com-
pany attributed much of the trend to the
RIAA’s lawsuits.

It also claimed that the number of
households downloading peer-to-peer
file-sharing software had declined by

11% from August to September.

Now for the bad news. It appears that
illegal file swappers are heading under-
ground. According to one university pro-
fessor, trading on open P2P networks
may be declining, but private file-sharing
systems are on the rise, using everything
from specialized software to Microsoft
Messenger, which is free.

So while the RIAA may be putting a
dent in mass file sharing, it’s facing an
ever more difficult problem—and tech-
nology won't make things any easier.

For one, the storage capacity on com-
puters is growing. The newest personal
computers come with 100-gigabyte hard-
drives. But it’s possible to get them with
up to one terabyte (1,000 gigabytes) of
storage. And by 2008, experts say 15-
terabyte systems will be common. That's
enough to hold every song ever recorded
—about 5 million tracks—using today’s
MP3 format.

That means the RIAA had better be

ready to carry on its legal war indefinitely.

Or how about this: Find a way to harness
that technology. You know the old saying:
If you can’t beat 'em, step in and take
away their market.

Does something make you jump and shout? Write a letter to the Editor! Mail to Keith Girard, Editor-in-Chief, Billboard, 770 Broadway, 6th Floor,

New York, N.Y., 10003, or e-mail to letters@billboard.com. Include name, title, address and phone number for verification. Letters should be concise
and may be edited. Names can be withheld, if requested, at the discretion of the editor. All submissions published shall become the sole property of
Billboard, which shall own the copyright in whole or part, for publication.
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Dear Ketel One Drinker

At this time of pear it can

be difficult to find suitable gifts
for all pour friends and family.
Please find below a list of
helpful suggestions:

Ketel One
Ketel One Gitroen
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A Check Of The Industry’s Pulse Proves New Sales Systems Are Still Needed

Spur Growth With A Local Approach

try’s pulse again. In a Bill-

board commentary almost
four years ago (Dec. 19, 1999), |
called for a “grassroots people
music movement” to “pump cre-
ativity into the marketplace.”

It was based on the fact then
that (quoting myself):

It‘s time to check the indus-

the continuing wave of consolida-
tions and mergers, it looks as if
hundreds more middle managers
are about to get their walking
papers (after which the majors
will still be deciding what to do).

But there’s good news, too.

At the new-music luncheons,

“Interest in music is flat
at the local level, and so
is consumer sales
response. This is in large
part because there are no
local choices in recorded
music being offered to
consumers through
broadcast and other out-
lets.”

Well, well—the more

Taking
Issge

By Harold Childs

things change, the more

they stay the same. Four years
later, there’s still a need for new
sales systems to bring back
growth.

But by all accounts, retail sales
have only gotten worse—the
Recording Industry Assn. of
America blames it on illegal file-
sharing and CD copying. But the
question [ asked back then
remains: Has the industry
returned to the local approach
and created new markets?

No. Distribution is still the bot-
tleneck. Corporate structures are
in upheaval, the industry is
undergoing realignment and, with

panels and seminars multiplying
around Los Angeles and the
nation, I'm sensing a
groundswell of motivation. A lot
of bright people are searching for
answers, which are bound to
come.

A new breed of independent
label execs, artists, publishers,
research, marketing and sales
people are networking and learn-
ing to build new structures for a
more effective music business
(and even doing market research
on the Internet).

I've also noticed that there are
a lot of styles growing in sales,

from Americana and new rock to
country and Christian music.

These may not be chart
busters now, but they can be the
footing for a new sales model for
those smart enough to see that
this is a time of unprecedented
opportunity.

The timing is better now for a
revolution in music sales than it
was in 1999. As [ said four years
ago, “Let’s bring back that inde-
pendent spirit that is needed to
break acts,” and I still say it
today. Independent promoters
need to wake up—they are the
people with the know-how to
loose the music genie. They are
the key to revitalizing the music
business by helping to nurture
this local talent.

The majors could benefit if
they provide expanded distribu-
tion for these independents
before the outsiders succeed in
doing an end-run on the system
that is currently standing in
their way.

And radio will have to change,
or it will continue to choke the
music business to death; the pub-
lic is bored with the sameness
that doesn’t serve Americans who
love music.

The corporate systems must
welcome new music from the
heartland and from the grass-
roots, or the music industry

will continue to contract and
entrepreneurs will find a way
around it.

There also are going to be a lot
more sales and marketing experts
newly available to help make it
happen—people who love the
music business and could join
forces to build new and more
effective systems.

It may not be what they
originally went into the business
to do, but they are experienced
professionals being freed from a
system that’s broken to help
develop those new structures
and methods.

I noted previously that
although independent labels are
proliferating today, they are
caught up in the fever to start
out with a national hit. This has
them competing with the majors
and wasting their resources,
going up against the giants
when they could be using their
strength at the local and region-
al levels to nurture careers and
get results upon which to build
and grow.

So let me put it another way: If
we can't remember how to do it
from the days of the great inde-
pendent labels that brought us
music from every city in the
nation, then remember it from
what hip-hoppers have done.
They built a multibillion-dollar

industry from the street up, with-
out the majors.

There’s still time to revive the
music industry, but remember,
you can’t compete with the
majors.

New independent music
doesn’t have a chance against
them. You need to build your
own empire, own your market,
own the structure in your mar-
ket—including the nightclubs,
college concert halls, restau-
rants, newspapers, magazines,
festivals, flea markets—wherever
you can create a following.

Forget national radio for now.
You can only get radio if you own
the structure in your community.

The solution is to get back to
basics, and that means going
back to the game plan of building
local followings, then regional
ones and then, perhaps, national
ones. Together we can revitalize
the music industry by using
proven promotion techniques
that develop and break out, from
the source, new artists and music
that broad audiences can enjoy.

Harold Childs has held executive
positions at A&M Records, Warn-
er Bros. Records and PolyGram
Records. He is currently mar-
keting director of Music Re-
search Consultants, an audience
testing firm.
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Forget

Perhaps Chris Morris’ article “All
Out for the Blues” (Billboard, Sept.
6) should have been titled “All Out
|of Money] for the Blues.”

As the publishing administrator
for certain blues artists, we were
approached to participate in the
[Martin] Scorsese project and were
appalled to see that it chose to
“honor” the blues by perpetuating
the tradition of ripping off its artists
by offering a paltry $500 buyout fee
to include our clients’ songs in the
series (to be sold on 200,000 DVDs).

Even if the synch fees were
reduced to equal the mechanical
statutory rate, it is easy to see that
royalties for the DVD project alone
could potentially amount to as
much as $16,000 per song—a buy-
out of this nature would typically
fall between $8,000 and $12,000.

The notion is that the artists
should just take their $500 and
shut up because this series will be
“great exposure” for each represent-

Exposure: Show Us The Blues Money

ed artist.

Will it be $15,500 worth of expo-
sure? Not likely. Basically, these
blues artists have been offered
nothing more than a crippled
mule—sans 40 acres—and were
told to like it.

Not that this is any different from
how blues artists have been treated
throughout history. It's just a
shame that this self-glorified series
puts on such a false front claiming
to honor these artists, when in real-
ity, it is just one more big blues rip-
off—rich, white men patting them-
selves on the backs as they profit
from struggling black artists. In
this day and age, we should know
better.

Perhaps you'd be interested in
investigating/reporting on this
atrocity rather than glorifying this
project?

Erik Szabo
Wixen Music Publishing, Inc.
Calabasas, Calif.

Libraries Are Not
Piracy Hotbeds

We love it when people begin
their music search at the public
library!

Our professional music librari-
ans help acquaint patrons with a
wide variety of sounds, as well as
related book topics such as
music business, production and
copyright.

Just yesterday I ordered more
than 200 new titles in many dif-
ferent music genres, including a
number which will give exposure
to local and emerging artists.

With many radio-station
playlists repeating the same
small rotation, libraries remain a
place where people can sample
music and find their favorites.

To put the blame on libraries
as “the biggest source of pirated
music in the world,” as Tom Stin-
son of Randy’s Record Shop in

Salt Lake City did in the Oct. 25
issue, seems unfair and extreme.

While we do have a large circu-
lating collection of CDs and real-
ize that some people may burn
copies when they take them
home, we certainly don't con-
done that practice.

In fact, we have built an even
more impressive reference col-
lection, accessible only through
our listening/viewing center,
and Mr. Stinson may be relieved
to find that copying is not
allowed there.

Isn't the typical image of
librarians a bunch of old ladies
with their hair in buns going
around saying “shhh” to people?
We’'re happy to know that,
according to Mr. Stinson, we've
now got a more exciting depic-
tion as pirates. Ahoy, matey!

Our department was formed in
1914 and, in the decades since,
we've witnessed the financially

successful emergence of 78s,
45s, LPs, cassettes and CDs. They
all survived the library “pirates.”
So as we move toward our 90th
year of service, we'll proudly and
legally continue to help share
music with the public.
Christopher Popa
Sound recordings librarian
Chicago Public Library
Chicago

Beyoncé’s Baubles
Ring Hollow

Thank you for your Now. 1 front-
page article on Beyoncé's earrings.
Is it safe for me to cancel my
subscription to Us magazine now,
or might Billboard return to
artists, music and industry busi-
ness at some point in the future?
Dr. Marcus Glass
Media professor, UCLA
Los Angeles

12

www.billboard.com

www.americanradiohistorv.com

BILLBOARD NOVEMBER 22, 2003


www.americanradiohistory.com

FROM
EDDY 1o ALAN
DOLLY 1o MARTINA
WILLIE AND WAYLON 10 BROOKS&DUNN

ALAN JACKSON MARTINA McBRIDE BROOKS & DUNN
ENTERTAINER OF THE YEAR FEMALE VOCALIST OF THE YEAR VOCAL DUO OF THE YEAR

MALE VOCALIST OF THE YEAR
VOCAL EVENT OF THE YEAR

CONGRATULATIONS ON
YOUR CMA AWARDS



www.americanradiohistory.com

How to leverage product placement without bastardizing the production?
How to create additional revenue streams from content?
How to make a decent salad when there’s absolutely no arugula?

So many questions. But that’s hardly surprising considering the growing complexity
that is reshaping the entertainment industry. Whether the issue is using movies to
market brands or using brands to market movies, fresh thinking is required at every
turn. The kind of thinking that's fueled by sharper vision and deeper insights.
The kind of fuel that's found in one publication alone. The Hollywood Reporter.

! Ji PORTER
Fuel or thought
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Sir Simon
Rattle makes
plans for his
second year
with the Berlin
Philharmonic

AL N tP-
BON JOVI: ‘THIS IS JUSTTHE BEGINNING OF YET ANOTHER CHAPTER’

Bon Jovi Revamps,
Rerecords Past Hits

gle “Wanted Dead or Alive” becomes
a Led Zeppelin-like stomp, while “It’s
My Life” morphs into a wistful ballad.
However, the tunes quickly show
themselves sturdy
enough to withstand
the upheaval.

“The children
started to grow by
themselves, so to
speak,” says guitarist
Richie Sambora, who
co-produced the
album with Bon Jovi
and Patrick Leonard.
“To actually be able to
re-invent your songs
and be happy with
them, I can’t recall any band in his-
tory exactly ever doing that.

Originally, the band planned to
release an acoustic live album, and
it recorded the tunes, many of

(Continued on page 18)

Sitting in the control room at Los
Angeles’ Henson Studios earlier this
fall listening to mixes for “This Left
Feels Right”—a collection of Bon

® O

By Melinda Newman

mnewman@billboard.com

Jovi hits radically revamped by the
band—Jon Bon Jovi admits, “I don't
know if anyone’s gonna buy this.
The album, which came out Nov.
4, features songs revisited in ways
that are startling at first: leadoff sin-

37

The Country
Music Assn.
elects Brooks
& Dunn’s Kix
Brooks as
president

P.0.D. Keeps The Faith

Band'’s New Album Offers Value-Added Extras

BY BRAM TEITELMAN

In their 13 years together, the members of
P.O.D. have never denied their faith. And front-
man Sonny Sandoval says the group never will.

“It’s going to come out, whether I build houses
or collect garbage,” he says.

Spirituality and positivity have saturated the
band’s material to date and have helped turn
PO.D. into a multiplatinum-selling act in the wake
of Sept. 11, 2001.

With the new Atlantic effort, “Payable on
Death,” both band and label hope that the faith of
the 2.7 million U.S. fans who bought P.O.D.’s pre-
vious album also remains intact, as the new set—
the group’s sixth overall and third for Atlantic—
features a stylistic change brought on by a shift in

9 ‘.

personnel. And to ensure that the group’s fan base
continues to testify in a time marked by decreased
record sales, the first 1 million copies of the album
will include a second disc with a multitude of
value-added components, including a videogame.

“They've made an exponentially creative leap
from ‘Satellite’ to ‘Payable on Death,” " Atlantic
co-president Ron Shapiro says. “P.O.D. has trans-
formed themselves from a rock and rap band to
what I think is a global rock band, if not a pop
band. Sonny has become an extraordinary rock
singer, and their lyrics remain as important and
as brave as ever for anyone making music target-
ed at the world.”

The transformation Shapiro refers to is due
in part to new guitarist Jason Truby, who joined

(Continued on page 21)
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Green Refreshes His Soul On Secular Album

BY GAIL MITCHELL

It may have taken 27 years for Al Green and mentor/pro-
ducer Willie Mitchell to reunite for a bold new secular album,
but now that they’re in the groove, it seems there’s no stop-
ping a good thing.

Of the new “I Can’t Stop,” released worldwide on Blue
Note the week of Nov. 17, Green says, “This brought back
warm feelings for the good times”—borrowing from the title
of his 1972 album track “For the Good Times.” He adds,
“We’re already in the middle of writing a fourth song” for
another album,

Not only did the legendary team work out of Mitchell’s
Memphis-based Royal Studios, the birthplace of such soul

classics as “Let’s Stay Together” and “Love and Happiness,”
but it went a step further and recruited some of the same
musicians (guitarist Mabon “Teenie” Hodges, bassist Leroy
Hodges, the Royal Horns) and backup vocalists (Donna
Rhodes, Charlie Chalmers, Sandra Rhodes) from Green and
Mitchell’s 1970s heyday. Even the same RCA ribbon mic—
No. 9—was dusted off for the occasion.

However, “I Can’t Stop” product manager Zach Hochkeppel
quickly points out that the album is “not a retread. Some peo-
ple say it’s old, but the exact thing that’s spooking some peo-
ple is attracting others. It’s picking up where they left off; an
updated version of the classic Al Green sound.”

The title track was sent to triple-A and urban AC radio
in October.

“We would love to see it on urban stations and top 40,”
Hochkeppel adds, “but we’ll see how it pans out. What we really
want to do is foster the word-of-mouth we've already received.
We're trying to get to that elusive adult demographic who's not
reading Rolling Stone or listening to commercial radio.”

In that respect, Blue Note is pulling out all the stops. The
label tapped the Hughes Brothers’ (“Dead Presidents,” “Menace
11 Society”) Allen Hughes to direct the single’s video. Promo-
tions will target hybrid, oldies and soul stations, complement-
ed by ads on talk radio and smooth jazz stations.

Green is set to appear on “The Tonight Show With Jay Leno”
Nov. 20, followed by a performance Dec. 6 at New York’s Bea-
con Theatre. Features are slated for Rolling Stone, USA Today,

(Continued on page 16)
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Al Green

Continued from page 15

Entertainment Weekly and NPR.
Green will sing “Let’s Stay Togeth-
er” with fellow Memphis native
Justin Timberlake on the latter’s
Nov. 25 NBC special. And a Green
tribute special begins filming in mid-
November for a probable early-2004
airdate. Details concerning guest
artists and an affiliated network are
still being negotiated, as are plans for

| an extensive 2004 tour of the U.S.

and overseas.

For the new set, the only rule that
Mitchell stipulated was that this
should not be a gospel album. “I had

I some things in my head and he had

things in his head,” recalls Mitchell,
who had been in the hospital fighting
diabetes. "We didn't have a label at the
time. My idea was just to cut some
good songs and make him sing well.
And it came out exactly the way [
planned it. There was no doubt that
we'd get a label.’

The pair co-wrote eight of the
album’s 12 songs, with Green pen-
ning four on his own. “We tried to
redo a bunch of old songs,” Green
says. “Then Willie said, ‘It can’t be
some songs that someone has sung
2,000 times. It's gotta come from the

PHOTO: CLAY PATRICK McBRIDE

inside of you.” So we sat down at the
piano like we did in the ‘Tired of Being
Alone’ days.

“Willie saw the picture,”
adds.

Green
“He told me, ‘You've started a

great oil painting, but you haven't fin-
ished it.” He’s such a great artist him-
self. I've just tried to do what he sees
Al Green can be or could be.”

Blue Note got wind of the project
by way of EMI Catalog division the

i
|
|

J

GREEN: PICKING UP WHERE HE LEFT OFF

Right Stuff, which has been compil-
ing reissues of Green’s Hi Records
output. “This 1s more about the
music,” says Tom Evered, GM/senior
VP of EMI Jazz & Classics, when
asked about Blue Note’s segue into
soul. The label scored mainstream
success last year with Norah Jones’
top-selling, multiple Grammy Award-
winning “Come Away With Me.'

“Willie and Al are two legends who
deserve a reprise and reassessment,
Evered says.

For Mitchell’s part, little has
changed since he first met Green in
1969, promising he could make the
singer a star in 18 months. “He’s got
the greatest voice ['ve ever heard in
my life—and I've cut everybody.
There’s nothing he can’t do with it.’

Since 1980, Green’s soulful voice
has graced a series of gospel albums
aswell as preached sermons from his
Memphis pulpit at Full Gospel Taber-
nacle. However, longtime fans reliv-
ed Green’s passion-greased pipes on
the 2002 Grammy-nominated duet
with Ann Neshy, “Put It on Paper.”

Having reconciled his secular and
gospel personas—*“I first asked my
church about singing songs where [
throw in words like ‘baby’ and
‘sugar’ "—Green is ready to march
onward. “Did you hear that damn
thing?” he says with a laugh, referring
to his new album. “Sounds pretty
good, don't it?”
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In memory of a true gentleman
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Continued from page 15

them with an orchestra, last Janu-
ary in Japan.

But somewhere along the way, the
group decided to turn the songs on
their ears.

“I just thought, ‘Why not?”” Bon
Jovi says of the decision to scrap the
acoustic Japanese session and turn
the project into “Left.”

“This is just the beginning of yet
another chapter,” he says. “ ‘Keep the
Faith’ was the beginning of the sec-
ond chapter, [which] is now closed.
It’s obvious we're not going to try to
write those songs again. It’s time to
go left and find another avenue.”

As for what the next 10 years will
bring, that’s yet to be determined,
but Bon Jovi says he knows what it
won't be. “I don’t know yet what it
will entail, but I think I've been
honest with myself and with anyone
else that this will never be a nostal-
gia band (that is] knocking on the
’80s door and putting one of those
bills together.”

In fact, Sambora says the group’s
ability to revisit its past in such a
fresh fashion is one of the keys to
its longevity.

“This album is going to show peo-

ple that the reason we’re still around
after 20 years is because we're not
afraid to do this kind of [thing] and
that these songs are really, really good
and they hold up.”

To help push “This Left Feels
Right,” the band has linked with
Samsung, which will Webcast Bon
Jovi's Nov. 15 Atlantic City, N.J., con-
cert live through samsungusa.com.
The Web site is also conducting a
sweepstakes to win a guitar auto-
graphed by the band.

Additionally, the electronics com-
pany is promoting the project with
ads on more than 350 consumer and
business Web sites that push the new
Samsung/Napster MP3 player.

Bon Jovi is also appearing in com-
mercials for Duracell as part of a $30
million commercial campaign for the
battery maker. The ads began airing
Oct. 6 (Billboard, Nov. 1).

BACH FOR MORE: Sebastian Bach
—former Skid Row frontman-
turned-Broadway thespian—just
finished a club/theater tour with
his new group, Bach Tight 5. He
and band members Brian “Cheeze”
Hall, Randall X. Rallings, Mark
“Bam Bam” McConnell and Adam
Albright gave rousing performanc-
es of such Skid Row classics as
“Piece of Me” and “Youth Gone
Wild,” along with new material
from the group’s upcoming Spitfire

Records release.

The band will finish recording
the album after Bach completes
taping this month of a recurring
role on the WB series “Gilmore
Girls.” No release date has been set.

Fans whose appetites were whetted
by Bach’s frenzied stage performance
and piercing voice can tide them-
selves over with his first DVD, “Forev-
er Wild,” arriving in January 2004.
Taken from his VH1 show of the same
name, the DVD will include outtakes
and bloopers from the program and a
concert of Sebastian Bach and
Friends (a project he put together in
the late '90s) that was shot at Holly-
wood’s Whisky a Go Go.

“Rock’n’roll is self-expression.
Broadway is expressing the [wishes of
the] director and the writer and the
choreographer and the musical direc-
tor,” says Bach, comparing metal and
the Great White Way. “I love Broad-
way. [But] I've done three musicals in
a row, so I've had enough of that right
now. [ want to rock.”

But Bach hasn’t completely shaken
the stage bug from his system. Dur-
ing Bach Tight 5’s sets, he slyly threw
in “Time Warp” from “Rocky Horror
Picture Show,” which he helped
revive on Broadway when he por-
trayed the butler, Riff Raff.

Additional reporting by Christa Titus
in New York.

ANNOUNCING

CamJjazz.com

Kenny Wheeler appears courtesy of ECM

Charlie Haden appears courtesy of Universal Music Jazz France

Chris Porter appears courtesy of VERVE France
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Rattle Charts New Course For Berlin Philharmonic

During his recent visit to New
York, I sat down with Sir Simon
Rattle, the Berlin Philharmon-
ic’s dynamic 48-year-old English
music director and EMI Classics
artist, to discuss his second year
at what may well be the world’s
best orchestra.

“I love wine,” Sir Simon says,

“and Berlin is a really deep, rich
red. [ want to choose repertoire
that suits that palate.”

The conductor sees many
opportunities to expand the
orchestra’s reach. “I looked at
what the orchestra has been play-
ing in the past 20 years. They had
done more Mahler and Brahms

than any other composer,” he
says, “but almost no Mozart or
Haydn. On the contemporary
front, they had played a lot of
Kurtidg and Rihm and some
Ligeti, but never John Adams or
Magnus Lindberg, just to pick
out two great names.

“I want to give this great big
bird as many colored feathers as
. _ it can take,” he says. “I'm doing
the big central pieces, but we're

perhaps they should take their
cues from Sir Simon, who con-
tinues to clear a new path and

set a new pace.

singer who cheerfully refers to
herself as “Ariadne Inc.”

Plans are under way for a vocal
recital album and a Broadway-
themed disc.

A NEW HOME: In other EMI news,
American soprano Deborah Voigt
has inked an exclusive deal with
Angel/EMI Records for her solo
albums. The singer is especially
celebrated for her interpretations
of the German repertoire, so it

ANDANTE AND NAIVE TEAM UP:
Popular Web site andante.com
announced Oct. 31 that it is
merging with the noted French
indie Naive. Expanding on its
online presence, Andante has

also doing works like Messiaen’s released a
. 1 ; . . ‘Eclairs sur I’Au-Dela,” which the ’ number of
International Ticketi ng Association whole orchestra feels is such a C acclaimed CD
raving masterpiece. And we're OSSI O sets; in the
going to record the extraordinary future, these
25th annual Conference Dvorak late tone poems, which s will be pro-
nobody knows.” co re duced by Naive
4 oy What does Sir Simon see as his e under the
& (&, 4 I lbltlon . role in Berlin? “My job,” he says, ‘ ' Andante
i “is to build the orchestra, build z : brand.
on its extraordinary tradition By Anastasia Tsioulcas In return,
and expand it. It’s such a young atsioulcas@billboard.com Naive’s online
group now; there are so many presence will

be significant-
ly boosted through Andante’s
sales. Artistic direction of
Andante will be co-managed by
Naive Classique director Hervé
Boissiere and Andante co-
founder Alain Coblence.

players in their 20s. I'm one of
the only gray-haired people
there!” he says with a laugh.
“And it’s a very international
group as well. As one of the older
musicians reminded me, we
don’t have a shared memory of

should come as no surprise that
the first release is a disc of opera
arias by Richard Wagner and
Richard Strauss, to bow April 6.
Among the selections is “Es
Gibt ein Reich,” a natural for a

January 13-16, 2004
Philadelphia
Marriott Downtown

ldeas and insights for those in
entertainment, theater, the performing
arts, and sports.

Solutions, products, and services for event
ticketing, sales and marketing, and venue
access control.

Trends in Audience and Cultural Behaviors; Technology
and Ticketing Systems; Loyalty Programs; e-Mail Campaigns;
e-Clubs; Webticketing, Secondary Markets; Group Sales;
Electronic, On-line, and Print-at-Home Ticketing; Access
Technology; and, Accessibility and Assistive Technologies.

For complete conference information

and to register visit (LR or
11N 212-629-4036

INTIX...for 25 years your resource for
current information on issues and trends
in the admission services industry.

how ‘we’ play very much music,
so we need to build up this gen-
eration’s foundation.”

What has the response been in
Berlin thus far? “Although more
people canceled their subscrip-
tions than usual after my first
year,” he notes, “many more peo-
ple have come in as new sub-
scribers. They are definitely see-
ing the shift in the music and in
the orchestra.”

While many labels and
orchestras bemoan declines,
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P.0.D.
Keeps
The Faith

Continued from page 15

the band earlier this year after the exit
of original guitarist Marcos Curiel.

Committed to writing the lead
single for the “Matrix Reloaded”
soundtrack and strapped for a gui-
tarist, P.O.D. called Truby, whom
the band’s members knew from his
former group, Living Sacrifice. Col-
laboration on the song, “Sleeping
Awake,” went so well that he was
asked to work on the new album as
a permanent band member.

Rap/rock has met with diminish-
ing returns in 2003, and Sandoval
says that the lack of rap on “Payable
on Death” comes as a result of
adding Truby.

“There might be less rap vocals,
but there’s no less of a hip-hop
influence,” he says. “There’s still
the attitude and style. But Jason’s
guitar playing and the beauty that
he adds just call for a different
road, vocally.”

Truby draws from his back-
ground in jazz, classical and
hardcore to flesh out the sound
of the band, which includes
bassist Traa Daniels and drummer
Noah “Wuv” Bernardo.

Truby says his first album with
the band is deceptive: “When you
first hear it, it may not sound as
heavy, but the rhythms are heavier
and have more melodic melodies
going over them.”

While P.O.D.’s first album for
Atlantic, 1999’s “The Fundamental
Elements of Southtown,” sold
900,000 copies in two years, the
band did much of that without the
support of radio.

That all changed after “Alive,”
the first single from the “Satellite”
album. Radio embraced “Alive” as a
healing anthem after the tragedies
of Sept. 11.

“Being who they are and saying
what they have to say to the world
turned out to be miraculously well-
timed to what the world needed to
hear,” Shapiro says.

While P.O.D.’s spiritual nature
and lyrics praising “Jah” have led
some to call it a Christian band,
Sandoval says he and his bandmates
don’t necessarily want to be labeled
as such. “If someone wants to know
my personal beliefs and [that] I
have joy in my life, then I want to
share that with them, too. But if
you just want to rock out and listen
to music, then by all means, let the
music take you.

“We’re the types of guys that
want to say something positive with
our music, and we felt that way
before the tragedy,” Sandoval says.
“When the healing process began

and we started to get feedback from
people saying the record really
touched them, that's what music's
really about.”

Radio is one of the most impor-
tant tools for P.O.D.’s continued
success, and Shapiro has no con-
cerns about crossing the band
over to pop, which accepted
“Alive” and follow-up single
“Youth of the Nation.”

“There’s still no better way to sell
records than the radio, and there’s
no better way to sell tons of records
than multiple formats,” he says. “To
the degree that we don’t have to
compromise their music, we’'re
going to go to pop radio and any
other format that works. We’ll start
with the core of what they are and
expand it as far as we can.”

‘I have yet to see a
package priced
under $20 that

includes a
videogame, a full
album of music,

artwork and DVD
footage. We've

never put anything
out like this before.’

—RON SHAPIRO,
ATLANTIC CO-PRESIDENT

The album’s first single, the driv-
ing “Will You,” is performing well
at rock radio. It is No. 13 at mod-
ern rock and No. 12 at active rock.

Modern rock WNNX (99X) Atlanta
PD Chris Williams says P.O.D.’s fan
base is aware of the new record
and has responded positively to the
new song.

“I would put them up there with
Nickelback and Puddle of Mudd,”
he says. “Those three bands live in
the same world. If this record has a
strong start and shows that their
fan base is still intact, we're on our
way to having a band that is core to
the format.”

Music video has been another
key avenue of exposure for P.O.D.
“Rock the Party,” from the band’s
1999 album, was the first rock
video to reach No. 1 on MTV’s
“Total Request Live,” and the
videos for “Alive,” “Youth of the
Nation” and “Boom” were fixtures
on the channel.

“Will You” has been in the top
10 on “TRL” since its debut. “One
thing that this band has done
very successfully is [take] a song
that may have an easy-to-explain
lyric and created a video that
speaks on so many different lev-
els or ways that it completely
widens the meaning of the song,”
Shapiro says.

‘PAYABLE’ IS PLAYABLE

“Payable on Death” is the first
CD to be packaged with a video-
game, an expansion to the music-
oriented “Amplitude,” for Sony's
PlayStation 2. The band got
involved with Sony through its
inclusion of a song on the original,
full version of the game.

“It wasn't like a typical, shoot-"em-
up videogame,” Sandoval says. “It
was more about music and rhythm
and timing, and it was creative.”

The version of “Amplitude” in-
cluded in the package will feature
an unreleased P.O.D. song, “Space.”
Shapiro says that the fact that
videogames aren’t downloadable has
helped that industry boost sales.

“The gaming industry is explod-
ing for that reason, and with a mil-
lion P.O.D. CDs, if you want that
song or game, you have to buy it,”
he says.

In addition to the game, the sec-

ond disc includes a DVD portion, a |

key to a Web site that will unlock
unreleased music and three differ-
ent art cards by painter Daniel
Martin Diaz, who designed the
album’s artwork.

Of those cards, 500 of each will
be signed by the band, which San-
doval likens to “getting a gold tick-
et from Willy Wonka.”

Shapiro adds, “I have yet to see
a package in our business priced
under $20 that includes an exclu-
sive, never-before-had videogame,
a full album of hit music, signed
original artwork and behind-the-
scenes DVD footage. We've cer-
tainly never put anything out like
this before.”

A WORLD VISION
Additionally, Atlantic hopes to
get P.O.D. on the road to help

break it as a global phenomenon. |

Stateside, the band will play radio
station holiday festivals and will
begin a tour with Linkin Park in
January 2004.

“Honestly, we want P.O.D. to be
the biggest band in the world,”
Shapiro says. “We think they’re that
compelling, that talented, that

important. Beyond just sales, we're |

proud of their contribution to the
world, to society, to our culture and
their messages to young people.”

While P.O.D.’s first Atlantic
album sold 100,000 copies outside
of North America, “Satellite” has
moved 1.2 million units abroad,
according to the label. “Clearly,
they're on the edge of worldwide
success, and we, the band and
Warner Music International are
going to put an enormous amount
of attention to that,” Shapiro says.
“A huge push to this is making
them globally successful.”

Which is fine with Sandoval.
“We want the music to speak for
itself,” he says. “As people first,
we're always going to be looking
for love and hope and faith and the
beautiful things of this world—
and that’s going to come across in
our music.”
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Film & TV Confab Hosts
Eastwood, Rodriguez

BY CARLA HAY

The Hollywood Reporter/Bill-
board Film & TV Music Conference
is reaching new heights, with an
impressive lineup of stars and indus-
try heavyweights. The second annu-
al conference will take place Nov. 19-
20 at the Renaissance Hollywood
Hotel in Los Angeles.

| IathormBlomrd
MUSIC CONFERENGE

L presented by VOLVO

Academy Award-winning movie
legend Clint Eastwood will kick off
the event with a keynote address
sponsored by ASCAP at 9:45 a.m.
Nov. 19.

The actor/director/producer/com-
poser will discuss his work in movies
and music, including his latest
movie, “Mystic River” (Warner
Bros.) The film has been generating
considerable buzz as a big Academy-
Award contender.

Director/screenwriter/composer
Robert Rodriguez (the “Spy Kids”
movies, “Once Upon a Time in Mex-
ico,” “Desperado”) will give a key-
note speech at 2:15 p.m. Nov. 19. At
11 a.m. Nov. 20, Emmy-winning
composer James Newton Howard
will be the featured subject of the
annual Billboard Q&A session.

This year's installment of the
“Anatomy of a Film"” panel (4:45
p.m.-6 p.m., Nov. 20) will focus on
the music of “The Matrix Reloaded”
and “The Matrix Revolutions.” Pan-
elists will include film composer
Don Davis, music supervisor Jason
Bentley, sound designer/supervising
sound editor Dane E. Davis and edi-
tor Zach Staenberg.

Another highlight will be the
panel “The Return of the Musical,”
3:15 p.m.-4:30 p.m. Nov. 20. Pan-
elists will include actor/singer
Michael McKean (“This [s Spinal
Tap,” “A Mighty Wind"); Craig Zadan
and Neil Meron, executive produc-
ers of the Academy Award-winning
film “Chicago”; and Miramax Films
president of motion picture music

Randy Spendlove.

Other panels include “The Indie
Perspective” and “Pitching Music for
Film” Nov. 19 and “TV & Music: The

EASTWOOD: KEYNOTER

New Marketing Mix” Nov. 20. There
will also be panels presented by
ASCAP and Billboard sister maga-
zine Shoot.

More information about the con-
ference can be found online at bill-
boardevents.com or by calling 646-
654-4660.

Who'll Get The Nods
For Grammys, Oscars?

BY CARLA HAY

With 2003 coming to a close, the
race is heating up for soundtrack
music vying for Academy Award and
Grammy recognition.

For Oscar nods, likely contenders
for best original score include Clint
Eastwood for Warner Bros. Pictures’
“Mystic River” and Academy-Award
winning Rachel Portman for Mira-
max Films’ “The Human Stain,”
which is also generating Oscar heat.

Portman won an Oscar for com-
posing the music to the 1997 film
“Emma.”

Eastwood has received Oscars for
producing and directing the 1992
film “Unforgiven.” But he has yet to
receive an Oscar nod for composing
film music; industry insiders are
saying that “Mystic River” could be
his first.

Phil Collins is a strong contender
to be nominated for an Oscar and a
Grammy for his work on Disney’s
“Brother Bear.” Collins will likely
earn a nomination for best original
song for “No Way Out” or “Look
Through My Eyes.”

Composer cousins Randy New-
man and Thomas Newman could
also be facing off at the 2004 Oscar
and Grammy ceremonies for their
respective film scores: Randy for
Universal Pictures’ “Seabiscuit™
and Thomas for Buena Vista's
“Finding Nemo."

BURNETT: CONTENDER

Don't discount composer/record
producer T Bone Burnett, who won
several Grammys for the 2000 film
soundtrack “O Brother, Where Art
Thou?” but so far has not received
any Oscar nods in his career. That
could change, as Burnett composed
music for the Miramax film “Cold

Mountain,” which is also said to be
a major Oscar contender.

The 2002 soundtrack “8 Mile”
(Shady/Interscope) is sure to yield
Grammy nominations in the film,
TV and visual-media field for best
compilation soundtrack and best
original song for the Oscar-winning
“Lose Yourself.”

Compilation soundtracks released
in 2003 that will likely get Grammy
nods include “Chicago” (Epic/Sony
Music Soundtrax) and “Martin Scors-
ese Presents the Best of the Blues”
(UTV/Universal Music Enterprises).

Elliot Goldenthal's original score
to the 2002 Miramax film “Frida”
won an Oscar and a Golden Globe
award. So the “Frida” score sound-
track (Decca/Universal Classics)
will probably receive a Grammy
nomination as well.

The 2004 Academy Awards cere-
mony will take place Feb. 29 in Los
Angeles; nominations will be an-
nounced Jan. 27.

The 2004 Grammy Awards show
will take place Feb. 8 in Los Ange-
les; nominations will be announced
Dec. 4.

In his ever-evolving career, Phil
Collins has achieved every possible
major success in music and film,
from selling millions of records to
starring and singing in hit movies to
winning a slew of prestigious awards.

But with new Disney film “Broth-
er Bear,” Collins

Collins Scores
For Disney

‘Tarzan,’ but Disney didn't want me
to sing all the songs in ‘Brother
Bear’ because they wanted to avoid
comparisons to ‘Tarzan.’ I was a little
disappointed, because I like to write
songs for myself, but then I started
to realize I was pushing against an

accomplished
something he
has never done
before: compos-
ing music for a
film. He collabo-
rated on the
film's score with
composer Mark
Mancina.
Collins also
wrote all the

Vovies & @\
MUS.IG,

By Carla Hay

chay@billboard.com

songs with

vocals on the “Brother Bear”
soundtrack, which was released
Oct. 21 on Walt Disney Records.
The “Brother Bear” movie opened
Oct. 24 in New York and Los Ange-
les and had a wider U.S. release
Now. 1.

The animated film is about a
young man who turns into a bear
and discovers life lessons in his
transformed state. The movie fea-
tures the voices of Joaquin Phoenix,
Michael Clarke Duncan, Rick Mora-
nis and Dave Thomas.

Disney hired Collins for the
“Brother Bear” project even before

L 1“‘-
COLLINS: REWARDING'

he won an Academy Award for best
original song for “You'll Be in My
Heart” from the 1999 Disney ani-
mated film “Tarzan.”

Collins tells Billboard, “One of the
reasons why I said yes to [“Brother
Bear”] is because Disney and I have
been very good collaborators. They
also offered me the chance to score
the film, and in some respects it's the

Even with his great track record
with Disney, Collins reveals that
| there were some bumps in the road
on the project:
“I originally wanted to sing all the
l songs, just like I had done on

most rewarding work I've ever done.”

immovable object.”

Luckily, Collins says, he was
happy with the artists who were
selected to perform three of his
“Brother Bear” songs. Tina Turner
sings on “Great Spirits,” the Bulgari-
an Women'’s Choir performs “Trans-
formation,” and the Blind Boys of
Alabama sing “Welcome.”

Collins performs his own version
of “Transformation” and “Welcome”
on the soundtrack. Other songs he
sings are “Look Through My Eyes”
(the soundtrack’s first single), “No
Way Out” (the theme to “Brother
Bear”) and “On My Way,” which is
featured prominently in commer-
cials for the film.

Turner and Collins performed
songs from the soundtrack at the
Oct. 20 world premiere of “Brother
Bear” in New York.

The marketing of the film’s music
went beyond releasing a soundtrack.
Walt Disney Records has also
released the “Brother Bear CD Read-
Along,” which includes a 24-page
color book on the movie. In addi-
tion, there is a “Brother Bear Sing-
Along Songs™ DVD/VHS, which
includes a promotional coupon for a
free children’s ticket to the “Brother
Bear” movie.

Collins says, “It's harder to do a
score for an animated film than a
live-action film. I learned a lot from
working with Mark Mancina.”

Next up for Collins will be a stage
musical version of “Tarzan,” for
which he is writing original music.
Collins says that the stage version of
his “Tarzan” songs will still be pop
music but more orchestral than the
movie version.

He concludes of doing music for
movie projects: “You can just give
your songs to a musical arranger, or
you can get involved by becoming a
collaborative part of the team. |
choose to do the latter.”
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HUSTE GUNEERENGE

presented by VOLVO

9:00am - 5:00pm
REGISTRATION

9:30am - 9:45am Hollywood Ballroom
GREETING: BOB DOWLING, THE HOLLYWOOD REPORTER

Hollywood Foyer (Mezz-Level )

9:45am-10:45am
OPENING KEYNOTE

CLINT EASTWOOD
SCAP
Memorable scores and successful soundtracks i
are hallmarks of Clint Eastwood's films as a E’;L
director, actor, producer and composer. His lat- o

est film #* Mystic River” is no exception. The Academy Award-winner discusses his lifelong

interest in music and how he approaches the use of music in his films in a one-on-one interview
with Bob Dowling, publisher of The Hollywood Reporter.

1

Sponsored by |

oy

11:00am - 12:15pm

THE INDIE PERSPECTIVE
How Hollywood's most innovative filmmakers, music supervisors and record labels overcome tight
budgets to achieve their musical aims. The panel will address how to find the best music at the low-
est cost, clearances and licensing, advantages and disadvantages of soundtrack album releases, and
why music plays such a vital role in indie films.

Hollywood Ballroom

Tamara Conniff, The Hollywood Reporter

Joe Augustine, Hybrid Recordings
Joel C. High, Lions Gate

Marc Ferrari, MasterSource

Tracy McKnight, Commotion Records

12:30pm - 2:00pm LUNCH BREAK
2:15pm INTRODUCTION: KEN SCHLAGER, BILLBOARD

2:20pm - 2:45pm
VANGUARD SESSION

F WITH A SCC
ROBERT RODRIGUEZ
The filmmaker discusses how he made the creative
leap from writer/director/editor to composer on

films like “Once Upon A Time in Mexico” and
“Spy Kids 3-D: Game Over.”

Hollywood Ballroom

3

oCH

NOVEMBER

DULE

19-20, 2003

3:00pm - 4:15pm

PITCHING MUSIC FOR FILM
Insiders unlock the secrets of getting music placed in hot Hollywood projects. We look af the roles
played by labels, publishing companies, music libraries, music supervisors and agencies in helping
studios make music choices. We also examine ways that individual songwriters and composers can
play the film music game.

Hollywood Ballroom

Steven Winogradsky, The Winogradsky Company

Bob Knight, Music Sales Corp.

Mitchell Leib, Walt Disney Pictures & Television/Buena Vista Music Group
Frankie Pine, Whirly Girl Music

Christine Russell, Evolution Music Partners

Adam Taylor, Associated Production Music

Lia Vollack, Columbia Pictures

4:30pm - 5:30pm Hollywood Ballroom
FILM & TV MUSIC: A LIFETIME OF BACK-END ROYALTIES

Presented by = W W}

An examination of the back-end royalties and other revenue opportunities that occur after a film’s
release or the inifial broadcast of a television show, including soundirack albums, singles, TV and
radio broadcasts, ringtones, streaming, downloads, Broadway musicals, foreign theatrical per-
formances, musical telephones and singing fish.

Todd Brabec, ASCAP
Jeff Brabec, The Chrysalis Music Group

6:00pm - 7:30pm
OPENING RECEPTION

Twist Restaurant {Mezz-Level lI)

9:00am - 5:00pm Hollywood Foyer
REGISTRATION
9:30am- 10:45 am Hollywood Ballroom

TV & MUSIC: THE NEW MARKETING MiIX

Music companies are collaborating with TV networks for mutually beneficial marketing that goes beyond
placing song clips on TV series. Successful strategies indude using mullimedia campaigns to align artists
with certain TV programs in order fo boost ratings and sell records. This panel will also discuss how recent
TV talent shows like “American Idol” have impaded the music business and the TV industry.

Danny Pelfrey, music producer/composer (“American Dreams,” “Felicity” and “Spin City")

RJ Helton, “American Idol” Top 5 finalist

Randy Jackson, producer/songwriter/”American Idol” judge
Jonathan McHugh, Jive Records

Leonard Richardson, The WB

Greg Sill, music supervisor ("American Dreams,” “Boomtown”)
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RENAISSANCE HOLLYWOOD HOTEL

continued
11:00am - 12:15pm
THE BILLBOARD Q&A

JAMES NEWTON
HOWARD

Our annual one-on-one inferview conducted by
Billboard West Coast Bureau Chief Melinda Newman.
Her star subject this year is mulfiple Oscar-nominee
James Newton Howard, who has scored more than
70 films, including “The Prince Of Tides,” “The Sixth Sense,” “My Best Friend's Wedding,” and the
upcoming “Peter Pan.” He'll also discuss his Emmy-nominated score to “ER” and his rock ‘n’ roll
past with Elton John and Cher.

Hollywood Ballroom

12:30pm - 2:00pm LUNCH BREAK

2:00pm - 3:00pm Hollywood Ballroom
THE RHYTHM & SOUL OF FILM & TV MUSIC

Presented by =ASCAP

This panel explores some of the ways rhythm & soul composers can expand their opportunities in
the film and TV music industries. Panelists discuss the differences between creating a hit record
and writing/licensing material for film and television and map the thought process behind craft-
ing a hit soundtrack.

MODERATOR

Jeanie Weems, ASCAP

PANELISTS

Karolyn Ali, Amaru Films

Spring Aspers, Def Jam Records

Marcus Miller, Grammy award-winning composer/songwriter/jazz arfist

OTHER PANELISTS TO BE ANNOUNCED

3:15pm - 4:30pm

THE RETURN OF THE MUSICAL
The success of the Academy Award-winning "Chicago” has fueled a gold rush of movie musicals.
How will these projects change the entertainment industry? This panel will also discuss the chal-
lenges involved when cast members are responsible for recording a musical's soundirack.
MODERATOR

Carla Hay, Billboard

PANELISTS

Erika Christensen, co-star of MTV's “Wuthering Heights”

Michael McKean, actor/songwriter/director/screenwriter

Neil Meron, Storyline Entertainment

Randy Spendlove, Miramax Films

Irwin Winkler, Winkler Films

Craig Zadan, Storyline Entertainment

Hollywood Ballroom

HEENE

SHOOT

CVENTS 4R

Laurel Canyon

3:15pm - 6:00pm
SHOOT SESSIONS
SESSION [: MUSIC FOR COMMERCIALS

Sponsored by Creative License

Advertising agency music producers and commercial music production companies talk about the
major issues of the day regarding music for spots, including original vs. licensed music, and demo
iracks as well as the opportunities and problems that arise when exposure of songs through com-
mercials translates info successes on the record industry music charts.

Kevin McKiernan, Creative License (jE
SESSION Ii: TOP OF THE SPOT CHARTS

Direct from SHOOT's quarterly Top 10 Spot Tracks Chart, you'll hear from the talent behind some
of the year's highly ranked commercials. Commercial music production companies discuss their

chart-topping work while providing insights into the process of creating successful music and
sound design in the advertising industry.

Josh Rabinowitz, Young & Rubicam

Dain Blair, Groove Addicts
Brian Lambert, Universal Music Publishing Group

r‘ WYED AT WD
\

Bob Goldrich, SHOOT
PANELIST:

John Adair, Admusic

Jeremy Adelman, Music for Picture
Reinhard Denke, Stimmung

Jeff Elmassian, creative director/composer
P.J. Hanke, Spank! Music & Sound Design

SHOOT

4:45pm - 6:00pm Hollywood Ballroom
ANATOMY OF A FRANCHISE: “THE MATRIX"” DECONSTRUCTED
We get the back story on the evolution of the music in “The Matrix Reloaded” and “The Matrix
Revolutions.” The creative team behind the “Matrix” franchise will share how they married music
to the film elements. The panel will examine scenes with and without music to illustrate how they
achieved maximum impact in the editing process.

MODERATOR

Paula Parisi, The Hollywood Reporter

PANELISTS

Jason Bentley, music supervisor

Dane A. Davis, sound designer/supervising sound editor

Don Davis, composer

Zach Staenberg, editor

6:30pm - 8:00pm
CLOSING COCKTAIL PARTY
For latest schedule: www.billboardevents.com - schedule subject to change. I

.

Pool Terrace - Level 5

ne¥illage
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New Entries Expand Christmas Tour Seasor

BY SUSANNE AULT

LOS ANGELES—More than a dozen Christmas tours are compet-
ing this year to make the season bright, with visions of great tick-
et sales dancing in many organizers” heads.

During a relatively short window—holiday tours generally run
three to four weeks between Thanksgiving and Christmas Day—
long-running yuletide acts like Trans-Siberian Orchestra (TSO) and
Kenny Rogers will be out on the road as usual.

Entering the fray are the Blind Boys of Alabama and Harry Con-
nick Jr—with inaugural holiday series—and Chicago with its first
major Christmas tour since 1998. Amy Grant and Vince Gill return
with a 20-date outing, nearly double their last holiday tour in 2001.

Even with this abundance of cheer, organizers believe careful
planning coupled with rosy Christmas 2003 retail predictions will
fuel ticket sales. Last month, the National Retail Federation report-
ed that shoppers could spend as much as 7% more on presents
than in 2002.

“When you talk to the [venue] sales departments and box offices.
there's a buzz that hasn't been there in years past,” says Terry Elam,
manager for Gill. “That’s not just my shows but for other shows
out there, too.”

He admits that “there’s more choices than there were a few years
ago” but says the crowded waters can be navigated “if you just try
to make sure you're not stepping all over each other.”

For Simply Christmas With Amy Grant and Vince Gill, running
Nov. 28-Dec. 22 with tickets averaging $50, Elam says the key was
finalizing routing early.

“We had this tour done in February of this year. That allowed us
alot of time to say ‘OK, we're here’ [to concert-goers],” he says of
the arena series that as of late October is outpacing sales of its 2001
edition. “And it allowed us to be first in the marketplace.”

Adiligent routing strategy is the reason behind TSO’s expansion
to more dates and larger venues in its fifth installment, says the
tour’s booking agent Nick Caris at the Agency Group.

Placing TSO inside theaters for new markets—with the intention
of transferring to an arena in those cities the following year—has pow-
ered a lot of the growth, he explains. For instance, in Houston, TSO's
December 2002 show was at the 2,495-seat Aerial Theater, while this
year's Dec. 22 gig is set for the city’s 19,300-seat Toyota Center.

Between its two casts, TSO will perform 83 shows Nov. 14-Dec.

30, Caris says. About eight additional concerts will likely be added
to the run (tagged with an average $40 ticket price), he adds, which
will beef up the 2003 tour by 17 shows over last year. Also, TSO will
likely employ a third traveling company in 2004.

“Every year, sales increase exponentially,” says Caris, who expects
many dates to sell out, including the tour’s 43 arena shows. “It’s
word-of-mouth; it’s the show that everyone has to see.”

Also strengthening TSO is the fact that it frequently spruces up
its rock/orchestra formula, says its producer Paul O'Neill.

New for 2003, TSO will perform songs from two as-yet-unre-

TRANS-SIBERIAN ORCHESTRA: DILIGENT ROUTING STRATEGY

leased albums on Lava: “The Lost Christmas Eve,” out Jan. 1, 2004,
and a non-holiday effort, out in February 2005. Also, a new pyro
effect will be introduced.

“Fog it, light it or blow it up—just keep it interesting,” O'Neill
says. “That’s our job—to come out with guns ablazing.”

For other veteran holiday acts, including Kenny Rogers (Nov.
27-Dec. 22, bundled with a $50 average ticket price); Jim Brickman
(Nov. 28-Dec. 31, $45); the Irish Tenors (Nov. 18-Dec. 22, $55); and
John Berry (Nov. 1-Dec. 22, $25), regular reinvigoration keeps the
fans in the attendance spirit. Rogers will stop at 22 western U.S.
markets that haven't hosted his 16-year-old holiday tour.

“After some significant research, we determined that it would be
successful out West,” says Greg Oswald. Rogers’ agent at the William
Morris Agency. “It's not easy doing the same places [typically the

East and the South] over and over.”

Oswald agrees that the high number of holiday shows is threat-
ening to saturate the market but believes there is room for all. He
declined to reveal specifics, but says Rogers’ 2003 dates “are all on
par to do significant business.”

Since the holiday season encourages quality family time, he says,
“it begs for [concert] activity to come from our end.”

Besides, several tours did pack venues during the economically
troubled 2002 Christmas period.

Martina McBride chose to kick off her Joy of Christmas tour in
2002. It filled 84% of its venues' capacities and averaged $136,348
(according to Billboard Boxscore), which persuaded Ron Baird,
McBride’s agent at Creative Artists Agency, to book her for a return
2003 engagement (Nov. 28-Dec. 22, $35).

“This is a chance for families to get together and feel the spirit
of Christmas,” Baird says. However, the holiday crunch is leading
many acts, like Rogers, to search for a distinctive hook.

Inviting Jeff Timmons, formerly of 98°, into the lineup “will
|add] a youth presence because of his popularity with teen girls,”
says Brickman, whose core fan base is adult women. “When you
do keep coming back. you have to bring something that people
haven't seen before.”

Chicago is touring during Christmas for the first time in sever-
al years (Nov. 21-Dec. 6, $50) to support the Oct. 14 rerelease of its
holiday album, “What's It Gonna Be, Santa?”

“It's Chicago and Christmas [songs]. That makes it different,”
says band member Lee Loughnane of his act’s first seasonal tour.
“What I'd like to see is Christmas all year ‘round. People celebrate,
go out and enjoy themselves.”

Being a new face on the holiday circuit could also be a selling
point, as in the case of Christmas rookie Connick: CAAs Mitch Rose
added five shows for 2003 (Nov. 10-Dec. 23, $55) due to fan demand.

In addition, Chris Goldsmith, agent for the Blind Boys of Alaba-
ma at the Rosebud Agency, notes that in contrast to the act’s first
Go Tell It on the Mountain tour (Dec. 9-21, $40), “a lot of stuff has
been out there for a long time. Now, here is an opportunity to do
something fresh and exciting.”

Clarence Fountain, a member of the gospel-singing Blind Boys
for 61 years, says that the group’s sight impairment will “show
[crowds] that you can do anything that you set your mind to. We
know how to make people feel good inside.”

Brooks & Dunn Take Red Dirt Road Less Traveled

BY RAY WADDELL

NASHVILLE—After a three-year run
with the production-heavy Neon Cir-
cus & Wild West Show, Brooks &
Dunn will scale back considerably in
2004 with the Red Dirt Road tour.

The move is designed primarily to
give major markets a rest and to take
country’s most successful duo into
markets that have not seen Brooks &
Dunn in several years.

The first leg of the tour runs Feb.
12-April 25, 2004.

During a decade as headliners. the
duo has reported close to $150 mil-
lion in grosses to Billboard Boxscore.
much of it from Neon Circus dates.

“The Neon Circus is a killer brand,
but we're going to take a break from
it next year,” says Clarence Spalding,
co-manager of B&D with Bob Titley.

“We can't go back and do the major
markets every year,” Spalding says.
“We've got to give them a break.”

A lesser concern is the availability
of the four or five support acts that
Neon Circus demands. Many of the
opening acts on previous Neon Cir-

cus tours have developed into head-
liners themselves, including Toby
Keith, Keith Urban, Montgomery
Gentry, Rascal Flatts, Brad Paisley,
Gary Allan and Trick Pony.

“We have to let some new talent
develop,” Spalding says. “But the big-
ger issue is we don’t want to keep
going back into these major markets
with 10 or 11 trucks.”

DIFFERENT ROAD

The Red Dirt Road tour will begin
next spring with about 25 dates in
secondary and tertiary markets, with
Joe Nichols—the 2003 CMA Horizon
Award winner—as support.

“Kix and Ronnie will only have to
follow one act, not four or five,”
Spalding says.

The duo will take off May through
July. Beginning in August, it will
play some major fairs it hasn’t visit-
ed in a while, possibly including
state fairs in Louisville, Ky., Des
Moines, lowa., Sedalia, Mo., and
Springfield, 1Il., before resuming the
Red Dirt Road tour.

Production will not be as extrava-

gant as Neon Circus, “but it’s still Kix
and Ronnie, so you know we won'’t
scale back too much,” Spalding says.

Rick Shipp, agent for B&D at the
William Morris Agency. adds, “1 don’t
look at this as backing off. It's just a
smaller number of acts [on the bill],
and we're going into some places
where they've either never been or

haven't been to in a long time.”
Spalding says the secondary mar-
ket situation has changed since B&D
last went that route. “It has been
interesting going back and seeing the
last time we played in those mar-
kets,” he says. “Most of them we
haven’t been in since before we went
out [co-headlining] with Reba
[McEntire], back in 1995-96.”

COMMUNITY FEEL

Spalding says the main challenge
of playing secondaries is being cog-
nizant of traffic issues.

“Brooks & Dunn aren't the only act
to go out and play secondary markets.
So are Kenny Chesney, Toby Keith,
Alan Jackson and Rascal Flatts,” he
notes. “We've got to figure out who's
going to be where and at what time.”

That said, communication is good
in Nashville these days. “It's back to
the days of all of us talking, managers
and agents on the phone trying to
work it out,” Spalding says. “We real-
ize we can't go out and beat the shit
out of each other.”

Such cooperation makes the Nash-

ville music business unusual. “We're
a community here, we have lunch
together, we're friends,” Spalding
says. “It’s easy to say "Screw the guy
in New York, we're playing Evans-
ville,” because you know you won't
see that guy at lunch.”

Two more years remain on B&D's
sponsorship deal with Coors Light, a
relationship Spalding says has been
mutually beneficial. “The people they
want drinking their beer are the same
people we want going to concerts and
buying our records. They see beer sales
go up when we go into a market.”

Clear Channel Entertainment,
spearheaded by Nashville VP Brian
O’Connell, will promote the majori-
ty of dates on the Red Dirt Road tour.
That relationship dates back to the
beginning of Neon Circus, which was
designed to play sheds.

“Neon Circus had a pretty big
price tag, and some of the regional
promoters we used to work with
thought it was a little too high for
them,” Spalding says. “Brian
stepped up to the plate and said, ‘I
get it, and [ want it.” "
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San Juan, Puerto Rico
Oct. 16-17

$100/$50/$30

15,471 two shows Productions, PRPC Events

GROSS/ ATTENDANCE/
ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER
CELINE DION The Colosseum at Caesars  $2,790,197 20,564 Concerts West
Palace, Las Vegas $225/8175/$127.50/$87 .50 five sellouts
Nov. 5-9
AEROSMITH & KISS, MGM Grand Garden, $1,926,220 20,052 Ciear Channel
PORCH GHOULS Las Vegas $200/$60 23,650 two shows Entertainment, in-house
Oct. 24-25
SIMON & GARFUNKEL, -Pepsi Center, $1,748,017 _15,464 Clear Channel
THE EVERLY BROTHERS Denver $204/$54 15,533 Entertainment
Oct. 30
CHER, THELMA HOPKINS, SISTER SkyTent. $1,372,704 26,127 Clear Channel
SLEDGE, VILLAGE PEOPLE Toronto {$1,805,525 Canadian) 27,320 Entertainment
Oct. 31 $68.35/$37.94
RADIOHEAD, LOW Madison Square Garden, $1.162,755 26,663 AEG Live
New York $45 two sellouts
Oct. 9-10
FESTIVAL DE LA HISPANIDAD: TONO Madison Square Garden, $832,775 11.674 Ralph Mercado
ROSARIO, FERNANDO VILLALONA, New York $150/$100/575/840 13,434 Presents, Felix Cabrera
GRUPO AVENTURA, FRANK REYES Oct. 17
CHER, TOMMY DRAKE Office Depot Center. $816,165 12,105 Clear Channel
Sunrise, Fla. $80.75/540.75 12,401 Entertainment, in-house
Oct. 25
LUIS MIGUEL Dodge Arena, $803,456 8,940 Clear Channel
Hidalgo, Texas $175/845 9,366 two shows Entertainment
Oct. 29-30 one sellout
LUIS MIGUEL United Center, $737,175 9,224 Jam Productions,
Chicago $100/$75/850/$40 12,500 Aragon Entertainment
Nov. 8
LUIS MIGUEL Coors Amphitheatre, $690,516 12,384 House of Blues Concerts
Chula Vista, Calif. $108/$65/$45/532.50 sellout
Oct. 25
MANA Madison Square Garden,  $667.137 12300 AEG Live
New York $76.50/359/$26.50 13,248
Oct. 13
DON OMAR Roberto Clemente Coliseum,  $629,990 13.808 Evenpro / Water Brother

AN INTIMATE EVENING WITH KTU:  The Theatre at Madison 618,800 5353 Clear Channel
RICKY MARTIN, MARC ANTHONY, Square Garden, New York $250/%70.50 5,605 Entertainment
DONNA SUMMER Oct. 28
POWER 99 FM POWERHOUSE: R. Wachovia Center, $610.905 12,049 Clear Channel
KELLY, MONICA, CHINGY, FAT JOE, Philadelphia $99.99/964.99/$54.99/ sellout Entertainment,
YOUNGBLOODZ Oct. 31 $19.99 Comcast-Spectacor
CHER, TOMMY DRAKE Petersen Events Center. $583,858 8.335 Clear Channel
Pittsburgh $78.50/$33.50 8,748 Entertainment
Oct. 27
MANA Cynthia Woods Mitchell $571.193 16.185 Clear Channel
Pavilion. The Woodlands, Texas ~ $69.50/$29.50 sellout Entertainment
Oct. 25
MATCHBOX TWENTY, Madison Square Garden, o $565.659 12,889 AEG Live
FOUNTAINS OF WAYNE New York $51.50/$41/$35.50 sellout
Oct. 24
BERES HAMMOND 30TH Nassau Veterans Memorial  $524,618 11.364 in-house
ANNIVERSARY, SIZZLA, Coliseum, Uniondale, N.Y. $75/865/360/855 14,584
BUJU BANTON Nov. 2
CHER, TOMMY DRAKE Sovereign Performing Arts $499,044 6,720 Clear Channel
Center, Reading. Pa. $82.75/$37.75 6,880 Entertainment
Oct. 28
TOBY KEITH, BLAKE SHELTON, Sound Advice Amphitheatre,  $456,130 12,752 Clear Channel
JUNIOR BROWN West Palm Beach. Fla. $53.75/823.75 18,771 Entertainment
Oct. 5
ALAN JACKSON, JOE NICHOLS Mississippi Coast $424.287 9.447 Beaver Productions
Coliseum, Biloxi, Miss. $58.50/$45/$35 sellout
Nov. 8
MANA Cricket Pavilion, $410.178 10,478 Clear Channel
Phoenix $66/$26 19,827 Entertainment
Oct. 28
MANA SBC Center, $377.671 10,722 Clear Channel |
San Antonio $66/$31 11,851 Entertainment
Oct. 26
THE STROKES The Theatre at Madison $353,465 10,523 Clear Channel
Square Garden, New York $35 11,144 two shows Entertainment
Oct. 29-30 one sellout
VICENTE FERNANDEZ The Theatre at Madison $348,725 5,142 North of the Border
Square Garden, New York  $125/$75/$50/$45 5,431
Oct. 19
ALAN JACKSON, JOE NICHOLS Smirnoff Music Centre, $347,769 9,648 House of Blues Concerts
Dallas $59.50/$53/$47.50/$29.50 10,000
Oct. 25
R.E.M., PETE YORN Patriot Center, $287,204 5,330 I.M.P.
Fairfax, Va. $50 8,124
Oct. 8
ALAN JACKSON, JOE NICHOLS Von Braun Center. $278,135 6,126 Outback Concerts
Huntsville, Ala. $47.50/837.50 6,593
Nov. 7
JUANES, YERBA BUENA The Theatre at Madison §244,716 5,483 AEG Live
Square Garden, New York $55.50/$45.50/$35.50 sellout
Oct. 24
WIDESPREAD PANIC, THE WAILERS  AmSouth Amphitheatre, $239,102 9,427 Clear Channel
Antioch, Tenn. $26/310 18,298 Entertainment
Oct. 25
BLUE MAN GROUP, TRACY Van Andel Arena, Grand $238,983 6,515 Clear Channel
BONHAM, VENUS HUM Rapids, Mich. $45/$32 8,049 Entertainment
Oct. 25
FREAKERS BALL: MARILYN Kansas City International $238,679 9,617 AEG Live - St. Louis
MANSON, SEETHER, S.T.U.N. Raceway, Kansas City, Mo.  $35/$25 10,000
Oct. 30
JOHN MAYER, TEITUR Ul Assembly Hall, $225,299 6,551 Jam Productions
Champaign, 111, $35/$33 9,500
Nov. 7
MARILYN MANSON, S.T.U.N. Greek Theatre, 5221160 5,529 Nederlander
Los Angeles $40 5,826 Organization
Oct. 10
WIDESPREAD PANIC, Mid-South Coliseum, $212,773 7.337 Beaver Productions
KENNY BROWN BAND Memphis $29 8,000
Oct. 24

Copyright 2003, VNU Bustness Media, Inc. All rights reserved. Boxscores should be submitted to: Bob Allen, Nashwiile.

Phone: 615-321-9171. Fax: 615-321-0878. For research information and pricing, cal! Bob Allen. 615-321-9171

FOR MORE BOXSCORE RESULTS GO TO BILLBOARD.COM
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Headbangers
Have A Fall Ball

The Summer of Rock has turned
into the Fall of the Headbanger,
with Killswitch Engage, Lamb of
God and Shadows Fall making
noise on the debut MTV2 Head-
bangers Ball tour.

The tour not only heralds the
return of the Head-

tured Slayer, Megadeth and Anthrax.
Talk of joining forces began
when Killswitch Engage and Shad-
ows Fall were on Ozzfest last sum-
mer. Lamb of God was a likely
choice for a third act. “All these
bands are even, and thev've already

bangers Ball brand to
music TV but testifies
to the health of artist
development in the
hard-rock genre.

The tour is doing
well at venues ranging
from 1,000-2,500 seats,
with more than 2,100
in attendance at shows
at both the Electric

OnThe
Rga.dm

By Ray Waddell

rwaddeli@billboard.com

Factory Nov. 1 in
Philadelphia and at the
Worcester (Mass.) Paladium on Hal-
loween. A sellout at New York'’s Irv-
ing Plaza is on tap for Dec. 3.

“The vibe has been amazing,” savs
Tim Borror, agent with Face the
Music, which represents four of the
five acts participating on the Head-
hangers Ball tour.

Unearth opens the first leg; God
Forbid the second. Borror, whose
agents represent several metal
bands, including Cradle of Filth,
says the success of the tour shows
that interest in the genre is growing,

“A lot of these bands aren’t sell-
ing tons of records, but they can go
out and put 1,000 people in a club
in any one of 35 markets in North
America,” Borror says. “The fans
are there.’

Jeremy Holgerson, agent for
Shadows Fall at the Agency Group,
says the Headbangers Ball tour is a
great showcase for these bands. “I
think it’s a good indicator of what’s
going on with music right now,” he
says. “These three bands in particu-
lar [Killswitch, Lamb, Shadows]
have worked very hard to get where
they are.”

Holgerson says combining the
three main bands on the tour follows
the blueprint of the Clash of the
Titans tour from 1990, which fea-

HOLGERSON: TOUR’S BANDS ARE ‘EVEN’

been playing and touring together,”
Holgerson says.

All three bands are on the MTV2
Headbangers Ball CD released Oct. 7
on Roadrunner, so the network was
a logical media sponsor. “They are
what we believe is the future of
bands in this genre.” says Joe Arme-
nia, VP of marketing and promotion
for MTV and MTV2.

The bands get a lot of on-air and
online presence at MTV2, and the
network gets “presents” on the
tickets and venue signage. “It’s
working incredibly well,” Armenia
says, “even though we’re still early
in the run.”

Headbangers Ball debuted on
MTV in April 1987, but it had been
missing from the airwaves for sever-
al years. Armenia says the show’s
return is evidence of MTV2’s “reac-
tive” nature to viewers.

“There is an extremely vocal and
passionate fan base for this music,
and we were constantly inundated at
[the network] to bring it back on-air
with this program,” he says. “I'm
sure we'll do more tours in support
of Headbangers Ball.”

MTV2's participation “legitimizes
the credibility and hard work of
these bands,” Borror says. “As soon
as one of these bands delivers the
right record at the right time, with
the supportwe're getting, there will
be a band that pops up on a Pantera
level out of this genre.”

NEW RODEO BUYER: Rick Candea
has joined the Houston Livestock
Show & Rodeo as director of enter-
tainment and event presentation.

Candea previously was with
Houston country radio station
KILT, where he worked for 18
vears. He'll be responsible for
booking the show'’s talent lineup
for the 2005 event.

Talent was previously booked by
Lori Renfrow, who steps down at the
end of the year. The 2004 rodeo runs
March 2-21 at Reliant Stadium.
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Elephant Man: Ready 4 U.S. Success

BY RASHAUN HALL

VP Records and Atlantic Records
are looking to repeat the main-
stream success of dancehall reggae
acts Sean Paul and Wayne Wonder

"HOT RAP T
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TITLE IMPRINT/PROMOTION LABEL

with their partnership on Elephant
Man’s “Good 2 Go.”

Due Dec. 2, the album serves as
the dancehall veteran'’s full-length
debut.

“Elephant Man is really the hottest
reggae artist on the street right now,
so they saw him as potentially being
another star,” VP Records VP of mar-
keting Randy Chin says. “He defi-
nitely had a lot of the elements—he
has a record at radio and he is a
great, charismatic artist.”

Atlantic Records co-president
Craig Kallman agrees.

“The momentum of Elephant
Man has been riding so strong for
months,” Kallman says. “He's been
building so formidably in Jamaica
for so long, and when ‘Pon De River’
came out and was such a phenom-
enally explosive record, it just made
sense to have him come next.”

Elephant Man owes much of his
recent success to the album’s lead
single, “Pon De River, Pon De Bank.”

Since it debuted on the Hot R&B/
Hip-Hop Singles chart in the May
24 issue, the single has steadily
climbed and recently reached its
peak at No. 29.
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Broadcast Data
Systems

Artist

] 5 Weeks At Number 1
Ludacris Featuring Shawnna =

| S0 S0 DEF/ARISTA

STAND UP

DISTURBING THA PEACE/OEF JAM SOUTH/IDJMS
HOLIDAE IN Chingy Featuring Ludacris & Snoop Dogg
| DISTURBING THA PEACE/CAPITOL

DAMN! YoungBloodZ Featuring Lil Jon

THE WAY YOU MOVE
ARISTA

GET LOW
BME/TVT

OutKast Featuring Steepy Brown

WAT DA HOOK GON BE
__| Fo_REEL/UNIVERSALIUMRG

Murphy Lee Featuring Jermaine Dupri

STUNT 101

G-UNIT/SHADY/INTERSCOPE

RIGHT THURR
DISTURBING THA PEACE/CAPITOL

=
=
R
Lil Jon & The East Side Boyz Featuring Vm
B
B
B

G-Unit

Chingy

RUNNIN (DYING TO LIVE)
AMARU/INTERSCOPE

i’upac Featuring The Notorious B.I.G.

COLLIPARK/TVT

CHANGE CLOTHES Jay-Z
ROC-A-FELLA/DEF JAM/IBJMG
PASS THAT DUTCH Missy Elliott %
THE GOLD MIND/ELEKTRAVEEG
SUGA SUGA Baby Bash Featuring Frankie J =
UNIVERSAL/UMAG
CAN'T STOP, WON'T STOP Young Gunz %
ROC-A-FELLA/DEF JAM/I0JMG
CLAP BACK JaRule ¥
MUROER INCJ/DEF JAMAOJMG
BAD BOY THIS BAD BOY THAT Bad Boy's Da Band %
BAD BOY/UMRG
SHAKE YA TAILFEATHER Nelly, P. Diddy & Murphy Lee <=
BAD BOY/UMRG
PARTY TO DAMASCUS Wyclef Jean Featuring Missy Elliott =
YCLEF/J/IRMG

..M.P. 50 Cent %
SHADY/AFTERMATHANTERSCOPE
GANGSTA NATIONS Westside Connection Featuring Nate Dogg %
HOD-BANGIN'/CAPITOL
DOWN FOR ME Loon Featuring Mario Winans <
BAD BOY/UMRG
MY BABY Bow Wow Featuring Jagged Edge <
COLUMBIA/SUM
FLY 213
0PG
1ZU Nelly %
FO' REEL/UNIVERSAL/UMRG
GIGOLO Nick Cannon Featuring R. Kelly =

| ek )

NAGGIN Ying Yang Twins =

. Records with the greatest increase in audience impressions. The rap tracks audience is compiled from 96 R&B/Hlp Hop and

58 rhythmic top 40 stations which are electronically monitored 24 hours a day, 7 days a week. Songs ranked by number of audi-
ence, computed by cross-referencing exact times of airplay with Arbitron listener data, ® Videoclip availability. © 2003, VNU Busi-

ness Media, Inc. All rights reserved.

“I knew it would take off because
[ put my all into it,” Elephant Man
says. “I made sure that it was an
exclusive—I didn’t waste it on a rid-
dim that everybody was going to be
on. I didn’t know it would reach this
far, but I knew that it would break,
because the song is one that anyone
could catch on to.”

Chin says, “Similar to our other
records, it was a huge record in
Jamaica on the reggae core scene
first. We took that momentum, par-
layed it first into mix-show and club
play [here] and then into commer-
cial airplay.”

While VP began working on the
record as an independent project,
Atlantic was quick to come aboard.

“Our mission with VP is to con-
tinue to gain a greater foothold for
dancehall in the widest sense with
as many diverse artists and styles as

possible,” Kallman says. “We want
to really embed the entire culture
and musical movement into the
global mainstream consciousness.

“Every record we've gone after
has been a substantial hit,” he
adds. “From Wayne Wonder's ‘No
Letting Go’ to consecutive Sean
Paul singles, we've made such
tremendous inroads with every
song that we have done together as
two companies.”

With their combined, proven
track record, the labels are focused
on repeating that success with
“Good 2 Go.”

“We plan on building on the dif-
ferent strengths of Elephant Man,”
Chin says. “We're really figuring
out ways to take his live show—
that he is so known for—to a mass
audience. His energy and charis-
ma is amazing because it comes

across so well both onstage and
onscreen. Our goal is to get him in
front of the camera. If people see
him, there is no denying that this
guy is a star.”

If you ask his fellow artists, Ele-
phant Man already is. With guest
appearances on upcoming projects
by Mariah Carey and Missy Elliott,
among others, he has already made
a name for himself in industry cir-
cles. Next up is the consumer.

“We're certainly not putting any
significant expectations on just the
couple of [heavy-release] fourth-
quarter weeks, because the amount
of product is so unbelievable,” Kall-
man says. “With Elephant Man, as
it has been for this genre, it will be
a marathon and not a relay race. All
of these artists have evolved, grown
and built over a long period of time
in the album cycle.”

Tweet’'s New Adventure

Rideout Expands R&B Exposure; Mya Climbs On Ecko Float

Next member Tweet is teaming
with rapper Max Lux and record-
ing under the moniker Goldiggez.

But in this instance, the term
has everything to do with “digging
and achieving our goals,” Tweet
says, and nothing to do with its
usual negative connotation. To fur-
ther underscore that message, the
pair’s debut CD, “DIGGA,” is an
acronym for Damn, I'm Gettin’
Goals Accomplished.

The R&B/hip-hop duo is cur-
rently shopping the project, which
was developed through Tweet’s
production company, Wut-
ShawanAdo (Shawan is Tweet's
legal middle name). The pair will
perform an industry showcase Nov.
17 at Los Angeles’ Key Club.

Dispelling any Next breakup
rumors, Tweet says, “Next will always
be together. That's my foundation.”

As you may recall, Next’s RL
released a solo album last year,
“RL: Ements,” on J Records.

GOLDIGGET: WHAT'S NEXT FOR TWEET

REX AND EFFECTS: He has evolved
from onstage keyboardist for Roy
Ayers and Will Downing to a song-
writer/producer who has written
for and/or produced Al Jarreau, the
Temptations, Maysa, Angie Stone
and Dreamstreet. This producer to

melodies. The producer describes
her work as “bridging the gap
between Jill Scott and Yolanda
Adams.” The pair recently wrapped
production on a five-song demo
and is planning showcases for the
near future.

Rideout.

The Pitts-
burgh native's
most recent proj-
ects include
three songs on
Luther Vandross’
top-selling
“Dance With My
Father™ album.
“Rain Down”

watch: Rex

~Blues.

By Gail Mitchell

gmitchell@billboard.com

nm

from “The Fight-
ing Temptations”
soundtrack and four songs on

Dow