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5 John Moves To Sanctuary

Elton John puts his career in
the hands of Sanctuary Group
by selling it his management
company, Twenty-First Artists.

11 More Garbage

After almost disbanding,
Garbage returns with its
fourth studio album, “Bleed
Like Me.”

40 AII About Adkins

Endorsement deals and
touring help Trace Adkins top
the country chart with new
album “Songs About Me.”
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Gwen Goes
Indie Route

Stefani Inks With U.K. Publisher

BY LARS BRANDLE

LONDON—-What is Gwen Stefani
waiting for? The best possible
deal, perhaps.

In a sign of the changing times,
major-label artist Stefani has signed

on with an independent British
company to administer her pub-
lishing rights on a global basis.
The No Doubt frontwoman has
reached an exclusive agreement

with London-based Kobalt Music to |

(Continued on page 71)

Rob Reveals
His Solo Side

New Set Reflects Eclectic Tastes

BY MELINDA NEWMAN

LOS ANGELES—Rob Thomas jokes
that his label, Melisma/Atlantic, is
seeing a different side of him as it
prepares for the launch of his solo

debut, “ . . . Something to Be.”

In the multiplatinum group Match-
box Twenty, drummer Paul Doucette
was the “bad cop. I was good cop,”
Thomas says.

(Continued on page 73)

This Time, Starbucks Gains Praise

BY MELINDA NEWMAN

LOS ANGELES—Some traditional retailers that previously
castigated labels for giving Starbucks music exclusives are
more sanguine about the launch of the coffee retailer’s “Hear
Music Debut” CD series, designed to help break new artists.
Lava Records’ Antigone Rising is the first act to take part.
Starbucks will sell a 14-track, live, acoustic album by the
female quintet starting May 11. The CD, recorded specifically

www.americanradiohistorv.com

for the retailer, will be available for $12.95 exclusively through
4,400 Starbucks outlets in the United States.

Starbucks raised the ire of traditional retailers through its
deal with Maverick Records and Alanis Morissette: It will sell
the acoustic version of “Jagged Little Pill” for six weeks, start-
ing in June, before the album goes to other retailers
(Bilboard, March 12). Starbucks also came under fire when a

handful of its stores jumped street date with Beck’s Geffen
album “Guero” (Billboard, April 9).

(Continued on page 57}
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Top of the News

5 Bruce Springsteen has con-
firmed an upcoming solo tour,
and manager Jon Landau reveals
some details.

6 Machete Music picks up a
50% stake in reggaeton/urban
Latin label Vi Music.

Music

11 Garbage returns with a gui-
tar-enhanced sound on its fourth
studio album, “Bleed Like Me.”

11 The Beat: A&R Worldwide
confirms bigwig participants for
its inaugural Musexpo music and
media forum.

13 Legal Matters: JamSports’
case against Clear Channel Enter-
tainment highlights the fine line
between fair competition and
unlawful interference.

14 Higher Ground: Christian
artists Amy Grant and Bart Mil-
lard are each working on their
own TV pilot.

22 Jazz Notes: The Playboy
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Jazz Festival’s most dynamic per-
formances could come from
lesser-known acts Big Phat Band
and Ledisi.

31 R&B: New hip-hop-themed
cartoon programs are targeting
the tween and teen audience.
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CKlointz Music publishing company
signs an exclusive global adminis-
tration deal with Famous Music.

38 Beat Box: Sasha & Dig-
weed and LCD Soundsystem
brighten up New York dancefloors
with remarkable performances.

40 Country: Trace Adkins’ career
is back on the upswing with new
album “Songs About Me” and some

clever marketing tie-ins.

50 Songwriters & Publishers:
Shapiro Bernstein & Co. com-
memorates the centennial of
Songwriters Hall of Fame lyricist
Dorothy Fields.

Marketplace
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compilation, just in time for
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hop venue Project Blowed marks its
first decade with a new CD/DVD.
47 Retail Track: Alliance
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Kmart stores from Handleman.
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Steve Lewis’
Stage Three
Music acquires
Mosaic Music
Publishing’s
catalog

TOP OF THE NEWS

BY EMMANUEL LEGRAND
and PAUL SEXTON

LONDON—The man who used to sing “Take Me to the
Pilot” has put Sanctuary in the pilot’s seat.

Elton John and his business partners Frank Presland
and Keith Bradley have sold London-based management
company Twenty-First Artists to Sanctuary Group for
£16 million ($30.1 million).

“At the core of this deal, there is a creative partner-
ship between Elton John and myself,” says Merck Mer-
curiadis, New York-based CEO of Sanctuary Group. “This
is not about a trophy. Elton is one of the greatest artists
of all time who is still at the height of his game creatively.
We believe we have the skills and the experience to take
his creativity to higher heights.”

Mercuriadis says the deal has been in discussion “for

John Finds Sanctuary
For Management

quite a long time. We tcok time to know each other and
understand what both parties could offer.”

Earlier this year, John parted ways with Twenty-First
creative director Derek MacKillop. Within Twenty-First,
Presland runs the business side of John’s career, and
Bradley handles the performing side.

“The key to it was the opportunity for better cre-
ative management for Elton,” Presland says. “Derek
MacKillop had done very well gver a number of years,
but these are always difficult circumstances, and a
change was always very likely. We saw all sorts of dif-
ferent people who might take on that role, but it was
crucial that Elton got on so well with Merck and felt
he would be the right guide he might need in the mod-
ern music world, allied to the fact that with Sanctu-
ary you have the advantage of offices in New York, L.A,,

(Continued on page 72)
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The Boss begins a solo acoustic tour this
month that will take him from Detroit to

Stockholm by the end of June.

Awards

Photo: Kevin Mazur/Wirelmage.com

SpringsteenTo
Shake Some ‘Dust’

Plans Intimate Solo Tour Of U.S., Europe

BY RAY WADDELL

Bruce Springsteen will get intimate
on a solo acoustic tour in support of his
new Columbia release, “Devils & Dust.”

The tour of theaters and arenas
scaled down to theater configurations
begins April 25 at the Fox in Detroit
(billboard.biz, April 6). Springsteen will
play 14 shows in America through May
20 before beginning a European run
May 24 at the Point in Dublin.

The Boss finishes in Europe June 26,
with more U.S. dates likely. “Our hope
is that sometime by the fall we will
come back to the U.S. and make some
additional appearances in our biggest

Bruce markets,” longtime Springsteen
manager Jon Landau tells Bil/board.

The plan is to quickly showcase the
music of “Devils & Dust,” Landau says.
“Bruce has a beautiful new CD that
we're very excited about and we want
to get out and show the colors right off,
touch base with as many cities as we
can conveniently do,” he says. The
album streets April 26.

Springsteen agent Barry Bell booked
the tour in conjunction with Creative
Artists Agency. Various promoters will
present the show.

“Basically, we continue to primarily
work with people who have been with

(Continued on page 58)

BY DEBORAH EVANS PRICE

NASHVILLE—Larry the Cable Guy
has lived up to his catchphrase,
“Git-r-done,” with his new Jack
Records/Warner Bros. set, “The
Right to Bare Arms.”

The set bows at No. 7 on The Bill-
board 200 this issue, making it the
highest-debuting comedy album ever

No Joke! America Loves
Cable Guy's New Album

and the only one to debut in the top
10. The title is also the first comedy
record to hit the summit of the Top
Country Albums chart.

In addition, with a start of 92,000
units, it sets a record for first-week
sales for a comedy album, according
to Nielsen SoundScan.

“When you get a funny record, a

(Continued on page 72)
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Upfront uasss senen s s S emmmaansn
Stage Three Adds Mosaic Pub Catalog

BY SUSAN BUTLER

London-based Stage Three Music
has reached across the pond to expand
its publishing business, acquiring the
Mosaic Music Publishing catalog.

Mosaic, the Los Angeles-based pub-
lishing arm of Mosaic Media Group,
has a catalog that includes 44 No. 1
country hits and songs written by
members of Aerosmith and ZZ Top.

While those involved with the deal
would not reveal its terms, industry
observers estimate the price tag
between $50 million and $60 million
for the catalog and the Mosaic infra-
structure. Mosaic president Lionel
Conway will run North American
operations for Stage Three.

Stage Three was founded in 2003

by British music veteran Steve Lewis
and Ingenious Ventures, the private
equity division of Ingenious Media.
Working with Apax Partners and
HSBC Private Bank last year, Stage
Three raised more than $80 million
to build its publishing assets.

It previously acquired the catalogs
of Jerry Lynn Williams (“Forever Man,”
recorded by Eric Clapton), David Essex
(“Rock On” and “Gonna Make You a
Star”) and NewKastle Music.

Lewis tells Billboard that he wants
Stage Three to feel like an elite club—
small enough for writers to want to
sign on and for executives to feel like
it's a great place to work.

“We’re providing a very specific
approach to music publishing,” Lewis
says. The company is aiming for

LEWIS: IN .i.{'..ﬂl.l[SiTll]N MODE

“close relationships with all of our
writers and an intimate knowledge of
their repertoire.”

Lewis most recently served as

Chrysalis Group music division CEO
after running Virgin Music for nine
years. Conway co-founded Island
Music and served as president of Poly-
Gram Music.

Mosaic’s former parent, the
Mosaic Media Group, is a collabo-
rative arrangement between Atlas
Entertainment (a feature film pro-
duction company), its affiliated
Atlas/Third Rail Management and
Gold-Miller Management.

Mosaic acquired Hamstein Music
and Daksel & Seidak in 2002. As a
result, Stage Three now holds rights
in past and future ZZ Top songs,
including “Legs” and “La Grange,”
and administration rights, plus a
50% interest in Aerosmith copyrights
covering seven of the band’s albums

EHRLICH: GSMA MEMBERS ‘FORCED AWAY'

Mobile
DRM Fee
Debated

Some Parties Claim
$1 Too Much To Pay

BY ANTONY BRUNO

The pending technical specifica-
tion for digital-rights-management
protection in mobile phones, poised
to become the standard for the indus-
try, may be doomed to fail before it is
ever implemented because of dis-
agreements about the cost of licens-
ing the technology.

The mobile industry has been
working to define a common standard
for DRM in handsets through its de
facto standards-setting body, the
Open Mobile Alliance. Although wire-
less carriers and handset manufac-
turers participating have agreed on
the technical details of a DRM solu-
tion, they are balking at the fees

(Continued on page 72)

BY SUSAN BUTLER

For the first time anywhere in the world, a lawsuit
filed by record labels against tech companies over unau-
thorized peer-to-peer file sharing has proceeded
through trial.

Australian barristers completed their closing
arguments March 23 in the Federal Court in Sydney,
focusing on whether parties affiliated with a bundle of
software known as Kazaa Media Desktop (KMD) should
be liable to the major labels and 25 other record
companies.

The liability phase of the trial began Nov. 29, with
most of the evidence in written form—contracts,
corporate records, e-mails and testi-
mony offered through sworn affidavits,
including marketing materials stating
that between 60 million and 100
million music fans share more than 1
billion free files every month (Billboard,
Dec. 4, 2004).

Demonstrating the clear meaning of a
“paper chase,” the parties’ final written
“submissions”—provided to Justice
Murray Wilcox, who will decide the
case—included more than 500 pages of
briefs arguing the evidence presented in
more than 2,000 documents selected
from more than 200,000 documents
gathered in the case.

Australian legal experts explain that
the applicable standard for copyright-
infringement liability is whether a party
“authorized” infringing acts. The U.S. standard, which
focuses on a party’s knowledge of infringement and
whether a technology is capable of substantial non-
infringing uses, is currently being reconsidered by the
U.S. Supreme Court in the case of Metro-Goldwyn-
Mayer Studios Inc., et al. v. Grokster Ltd., et al. (Bi/l-
board, April 2).

In their submissions, the “applicant” labels argued
that KMD was designed for unauthorized online trading
of sound recordings. According to the labels, the
“respondent” parties built a thriving business by exploit-
ing the network and encouraging users to pirate and

Kazaa Case Nears End

Court Expected To Take Six Weeks To Decide Liability

LABELS' BARRISTER TONY BANNON

swap the recordings. By developing, supplying and
maintaining KMD, the respondents are liable for author-
izing copyright infringement, the labels argued.

Respondents Sharman License Holdings, Sharman
Networks, LEF Interactive Pty. and Nicola Hemming
acknowledged in their submissions that KMD includes
a graphical user interface, permitting access to the P2P
network FastTrack. This enables users to search for, and
download, digital files from other FastTrack users.

They pointed out that this technology is also being
used to share authorized files. These respondents said
they do not—and are unable to—control the files or the
content that users download.

Citing a May 2002 study, the respondents noted that
infringement occurred predominantly
in the United States and Canada (83%
in the States and 5.1% in Canada,
compared with 0.51% in Australia).
They argued that the Australian court
B should conform its decision with the
il laws in other countries, claiming that
1 courts have found distribution of Fast-
Track lawful in the Netherlands, Cana-
da and the United States (referring to
the Grokster case, since FastTrack was
part of Grokster and part of a version of
StreamCast’s Morpheus).

Respondents Altnet, Brilliant Digital
Entertainment, Brilliant Digital
Entertainment Pty. (BDE) and Kevin
¥ Bermeister acknowledged in their sub-
missions that their revenue is predomi-
nantly derived from their software being
made available to KMD users.

At a technical level, they said, there is a “liaison”
between the programmers at Sharman and BDE. The
software—KMD—is designed to be distributed with Alt-
net technology. However, they argued, this does not
mean that the “distinct corporate personalities are a
sham” or that they operated as a joint enterprise, con-
ducting business as a single unit.

This point is the crux of the labels’ conspiracy claim
against the respondents to hold them all liable for
authorizing infringement and other unlawful activities.

(Continued on page 71)

produced from 1973 to 1982.

Mark Levinsohn with Epstein,
Levinsohn, Bodine, Hurwitz &
Weinstein in New York brokered
the deal. He tells Billboard that
Mosaic gives Stage Three a world-
class cornerstone in the United
States to expand its business. “This
deal was not only about an acquisi-
tion of assets,” he says, it was also
“a marriage of management and
like-minded individuals.”

Laurie Soriano with Manatt Phelps
& Phillips in Los Angeles represented
Stage Three; Keith Holmes with King,
Holmes, Paterno & Berliner in Los
Angeles represented Mosaic.

Ingenious Ventures was an origi-
nal investor in Simon Fuller’s 19
Entertainment.

OMAR: AMONG VI'S REGGAETON STARS

Machete
Buys Into

VI Music

WMG Label Builds
Reggaeton Footprint

BY LEILA COBO

In a move designed to accelerate
its growth and market share,
Machete Music—Universal Music
Group’s new urban Latin label—
has acquired a 50% stake in VI
Music, Billboard has learned.

Puerto Rico-based VI, widely con-
sidered to be the most successful
reggaeton label, is home to such acts
as Don Omar and Hector y Tito.

In addition to the ownership
stake, Machete will take over VI's
marketing, sales and publicity func-
tions. VI—under founder and CEQ
Juan Vidal, who will remain involved
in day-to-day operations—will con-
tinue to operate as an A&R source,

(Continued on page 72)
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SELL OUT
BIG TIME.

>>> Your summer concerts and events are sure to be a sell-out when more than
100 mil'ion* AOL consumers across North America can buy tickets to your
events. That’s the power of AOL Tickets. \We aggregate the tickating inventory
of the top ticketing services, including premiere partner Ticketmaster, in one,
easy-ta-use online marketplace —AOLTICKETS.COM. We’re working to make
this summer concert season a big success and we want you to be a part of it.

Contact us at AOLSellsTickets@aol.com

America *.‘
Online. )

*comScore MediaMetrix, October 2004, Digi-al Calculator,
AOL is a registered trademark of America Onling, Inc.
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K-0S: ‘CRABBUCKIT’ WON TOP SINGLE

Lavigne,
K-OS Top
Junos

BY LARRY LeBLANC

WINNIPEG, Manitoba—Arista’s
Avril Lavigne was the big winner
at Canada’s 34th annual Juno
Awards, held April 2-3 here.

Lavigne won top pop album
honors for “Under My Skin.” She
was also named top artist and won
the fan choice award. Lavigne is on
tour in Southeast Asia and did not
attend the ceremony.

Toronto rapper K-OS also won
three Junos. He snared top single
for “Crabbuckit” and top rap
recording for his Virgin album
“Joyful Rebellion.” K-OS also
shared a production win for top
video with Micah Meisner for “B-
Boy Stance.”

Hard-edged Atlantic/WEA band
Billy Talent beat out strong com-
petition from Great Big Sea, Sim-
ple Plan, Sum 41 and the
Tragically Hip for top group. It also
won top album honors for its self-
named debut.

Named top new group at last
vear’s Junos in Edmonton, the
band was elated by this year’s wins.

“Last year’s win was great but it
didn’t quite feel real,” Billy Talent’s
lan D’sa told Billboard. “These
wins make it feel real. We’ve
earned it. “

Paris-based Canadian singer
Leslie Feist captured two Junos.
Feist, who goes by her last name,
was top new artist, while her Arts
& Craft album, “Let It Die,” won
top aiternative album. The album

(Continued on page 71)

Content Rules
At New MILIA

Interactive Forum Merged With MIPTV:
Event To Focus On Delivery Platforms

BY JULIANA KORANTENG

LONDON-—The rising flow of digital
content through multiple platforms—
cell phones, interactive TV, broadband
Internet, satellite radio and more—uwill
be the focus of MILIA, which takes
place April 11-15 in Cannes.

Billed as the world’s interactive con-
tent forum, MILIA has been combined
this year by organizers Reed MIDEM,
with MIPTV, the TV programming
trade show.

The shows are designed to attract
creators of multimedia entertainment
and the digital-service providers that
will distribute the content.

Last year, some 34% of MILIA atten-
dees represented content providers or
developers, and 15% represented TV
broadcasters or producers. Some 60%
of the attendees registered for MILIA in
2004 came from Europe, 17% were
from North America, and 15% were
from the Asia Pacific region.

MILIA this vear will present “one

of our most ambitious programs, as
we anticipate the needs of our audi-
ences,” says Ted Baracos, director of
MILIA for Reed MIDEM, explaining
the company’s decision to merge
MIPTV and MILIA. “Five vears ago, we
were talking about broadband Intey-
net, and no one had broadband. Now.
we're reaching large proportions of
the population.’

Forrester Research calculates that
high-speed broadband Internet service
will be in 41% of European homes in
2010, accounting for 67% of Internet
subscribers. The broadband picture is
rosier in Asia, where penetration in
South Korea alone is 84%.

International research company
Strategy Analytics predicts the global
mobile-content business will generate
$70 billion in 2008, with music video
and other video material accounting
for $5.7 billion. The number of video-
enabled mobile handsets is forecast to
jump to 712 million units worldwide

(Continued on page 58)

Fats Waller, Nirvana
Added To Registry

BY BILL HOLLAND

WASHINGTON, D.C.—The Library of
Congress is going to dive a new set of
50 U.S. sound recordings long-term
preservation to make them available
to future generations.

The National
Recording Registry
houses sound re- ;
cordings consid- Ftﬁ
ered to be culturally,
historically or aes- [
thetically signifi-
cant. The third an-
nual selection of 50
recordings was an-
nounced April 5.

The recordings are
chosen because they
have become ever-
greens or helped forge a seminal style,
but non-musical selections like astro-
naut Neil Armstrong’s broadcast from
the moon also made the list.

The earliest pick is “Gypsy Love
Song” by Eugene Cowles from 1898.
Among the other selections are Fats
Waller singing and playing his own
“Ain’t Misbehavin’ ”7(1929); Glenn
Miller's “In the Mood” (1939); Hank

Williams’ “Lovesick Blues” (1949); the
Penguins’ doo-wop classic “Earth
Angel” (1955); John Coltrane’s
groundbreaking “Giant Steps” (1959);
“The Girl From Ipanema,” with Stan
1 Getz, Jodo Gilberto,
| Antonio Carlos
| Jobim and Astrud
{ Gilberto (1963);
and James Brown’s
“Live at the
Apollo” (1965).
More recent
recordings
include the All-
man Brothers

Band’s “At Fill-

more East,”

from 1971; the
“Star Wars” soundtrack by
John Williams, from 1977; and Public
Enemy’s “Fear of a Black Planet,”
from 1989.

The registry tagged only one record-
ing from the "90s: Nirvana’s “Never-
mind” (1991).

Recordings must be 10 years old to
qualify. The public and registry pan-
elists make the initial nominations.

(Continued on page 71)
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THE WEEK IN BRIEF

Warner Music Group says it has received a subpoena from New York Attorney
General Eliot Spitzer for more information in connection with an investiga-
tion into allegations of industry-wide payola-like practices at radio. In a filing
with the Securities and Exchange Commission, WMG says it was served with
papers March 31 and that it is in the midst of providing documents to
Spitzer’s office. The company expects to complete its compliance with the
request by the end of April. WMG noted in the filing that it is too soon to pre-
dict the outcome of the investigation, but that it has the potential to result in
financial penalties and/or force changes in industry promotion practices. The
company has been previously subpoenaed in connection with the ongoing
investigation in September and November of last year. BRIAN GARRITY

Rep. F. James Sensenbrenner Jr., R-Wis., the chairman of the House Judiciary
Committee, told cable industry executives attending the National Cable &
Telecommunications Assn. conference April 4 in San Francisco that he
believes criminal prosecution would be a more efficient way to enforce fed-
eral indecency regulations. “I'd prefer using the criminal process rather
than the regulatory process,” Sensenbrenner said. The current process—in
which the Federal Communications Commission fines a licensee for violat-
ing the regulations—casts too wide a net, he said. “Aim the cannon specifi-
cally at the people committing the offenses,” he told attendees, “rather than
the blunderbuss approach that gets the good actors.”

BROOKS BOLIEK, THE HOLLYWOOD REPORTER

Koch Records Nashville has acquired Dream City Music Publishing and Char-
lie Parker Music, as well as the catalog of Charlie Parker Records from pro-
ducer Aubrey Mayhew for an undisclosed price. The catalogs contain several
thousand copyrights and masters, including songs by Mayhew, Johnny Pay-
check and Joe Poovey. Koch Records Nashville, which has previously
focused on country and Americana, plans the first in a series of reissues
from jazz great Charlie Parker in the spring.

In other news, Al Cooley, head of Koch Records Nashville’s publishing
arm, Koch Music, has left the company. PHYLLIS STARK

Nashville-based Gibson Guitar has sealed a naming-rights deal with Universal
Studios and House of Blues Concerts to rename the Universal Amphithe-
atre in Universal City, Calif., the Gibson Amphitheatre at Universal Citywalk.
Universal Studios Partnerships represented Universal Studios in the 10-
year deal with Gibson Guitar. Universal owns the venue, which is leased to
House of Blues. Sources put the value of the deal at more than $10 million.
As part of the agreement, Gibson will invest in on-site enhancements,
including a new sky box. RAY WADDELL

Don Browne Takes Helm
At Telemundo Network

BY LEILA COBO station. As part of NBC, where he also

worked as executive VP of news,

Don Browne has been named pres-
ident of Spanish-language TV network
Telemundo. effective April 8. Browne,
who was most recently COO for Tele-
mundo, was promoted following the
departure of Telemundo president/CEO
Jim McNamara.

McNamara, whose contract is expir-
ing, held his post for six years. He is
leaving to pursue outside production
opportunities.

Browne will report to Randy Falco,
president of NBC Universal Television
Networks Group. In his new post,
Browne will be in charge of day-to-day
operations of the entire Telemundo
network, including its newer, music-
based network, Mun2.

Prior to joining Telemundo, Browne
was president/GM of WTVJ-Channel 6
Miami, an NBC owned and operated

Browne helped provide the feed that
launched Telemundo Network News,
before NBC owned Telemundo.

“Having witnessed firsthand the
birth and growth of Telemundo, it is a
great privilege and honor to have the
opportunity to lead such a talented
team, with a clear strategy, at such an
exciting time in Spanish-language tel-
evision,” Browne said in a statement.
Among other things, he added, he will
“relentlessly focus on implementing
our long-term, 100% original pro-
gramming strategy, catering to the
needs of our Hispanic community and
our clients.”

Telemundo reaches 92% of U.S. His-
panic viewers in 118 markets through
15 owned and operated stations, 36
broadcast affiliates and nearly 700 cable
affiliates. It is wholly owned by NBC.
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THANKS

For Making His Song And Record
“Mr. Lonely” - “Lonely” A Smash Hit Again!

WWW.BOBBYVINTON.COM



www.americanradiohistory.com

N
I lI OI l Editorials / Commentary / Letters

Opi

Don’t Muffle Indie Retail

n the past, when independent retailers

individually or collectively expressed

an opinion, they were often dismissed
as whiners.

Indeed, they often still are. In fact, worse
descriptions are sometimes applied. When the
indie retail coalitions collectively voiced disap-
proval to Irving Azoff and the Eagles for giving
Best Buy an exclusive on the band’s single, the
manager dismissed the merchants as “idiots.”
More recently, Don VanCleave, president of
the Coalition of Independent Music Stores,
explained why Starbucks’ Alanis Morissette

exclusive has come under attack and urged
the coffee merchant to become a force for
good in the music industry. VanCleave was
greeted with some responses advising him
that indies are “whiners, so just shut up.”

If indie merchants are perceived as whin-
ers, it is likely because they have come to
serve as the industry’s conscience. When a
label or distribution executive applies the
“whiner” tag, it is often shorthand for
“You're right, but we don't want to hear it.”

Indie stores have long been the strongest
retail advocates of artist development—and

labels love them for that. But sometimes
labels forget that in addition to increasing
the sales of baby acts—to the benefit of all—
indie merchants need certain hit artists and
the easy sales they deliver to help keep the
doors open and the lights on.

In a challenged industry, the growth of
groups like CIMS, Music Monitor Network,
and the Alliance of Independent Media
Stores—as well as the urban coalitions that
can be found in most major cities—is more
important than ever. Their opinions need to
be heard. —~Fd Christman

Making The Case For Digital Subscription Services

To Own Or Not To Own?

igital music: to own or to rent? Will

consumers prefer to own their digital

music files—Ilike owning a CD or
vinyl LP? Or is it more likely they will want
to rent music like they rent DVDs at Block-
buster or Netflix?

Which is more valuable and essential to
the consumer: actual ownership (digital or
physical) or unlimited access through a sub-
scription service?

Through the years, people have pur-

buffet, available anytime, anywhere, at the
user’s leisure. Users can download and lis-
ten to anything they wish, and those songs
can be stored on a PC or a portable (and
compatible) MP3 player for repeated listen-
ing, for as long as the user subscribes to
the service.

The catch? If the user stops subscribing,
the songs stop playing. In this scenario,
access becomes the new value proposition,
as opposed to ownership.

Think of the Xerox copying machine, the
fax, e-mail, the VCR, TiVo, the cell phone
and our precious Blackberries. Technologies
shape us just like we have shaped them.

It follows that the global availability of
low-cost, all-in, no-frills music subscription
services will blow away our reservations
about paying for music files as intangible,
rented goods. Our habits will change when
the service and the price are right. It’s as
simple as that.

chased music in myriad physical
formats, from LPs to 8-tracks to cas-
settes to CDs—a never-ending
musical upgrade cycle. Is this a good
thing for the consumer? Is it the
best path for the industry to pursue
in the digital era?

The fact is that buying music on a
per-track basis on iTunes or any of
the a la carte digital music services
is not the same as owning music.

By Gerd Leonhard and Dave Kusek

Once prices drop, the music
licensing issues are resolved, the
catalogs are filled with millions of
tracks and dozens of inexpensive,
compatible and interoperable play-
back devices flood the market, you
will be hard-pressed to find some-
one who does not subscribe to a
music service. Just think about how
few people you know who do not
have a cell phone.

The iTunes store uses Apple’s Fair-
play digital-rights-management
technology that makes sure (or rather,
wants to make sure) that users can only do
limited things with the music they buy from
iTunes. There are DRM-stipulated usage
rules that limit the number of burns, the
number of listens per day for shared music
(MyTunes) and the number of computers a
file will work on at a given time.

Admittedly, thanks to Apple’s clever mar-
keting and outstanding product design, it
does feel to the user like they own the music
purchased on iTunes. But the fact is, they do
not own it like they own a CD or even an
MP3 file. In essence, they are renting it,
because as a user they are ultimately not in
control of what they can do with the music.

So much for the myth of owning your
music if you download a DRM-protected
track from any of the music services.

Next-generation services like Napster to
Go provide unlimited access to something
like 1 million songs for a flat monthly sub-
scription fee—an all-you-can-eat musical

What could this approach hold for the
music industry?

Let’s consider the 12- to 18-year-olds
everyone wants to sell music to. They own
their iPods, Zen Micros and all types of MP3
players, which they regularly fill up with
(mostly) MP3 files. For them, and some of
the older crowd as well, the media player is
the physical media, period.

By enabling easy-to-use, total access to
all, high-quality content for a very low price,
the music industry has a powerful opportu-
nity to create an essential service and focus
on the core youth market, which has been
rapidly slipping away. This will prove to be
impossible to do with a la carte services
before too long. The 99-cent price is too
high, and the current revenue splits don’t
work for anyone. Ultimately, the per-track
model sells hardware, but it does not really
sell enough music.

Habits change when disruptive tech-
nologies suddenly become commonplace.

Subscription services allow for
painless and easy discovery of new
artists. They are the next-generation radio,
and therefore are a perfect way to break new
songs and artists. Happy subscribers will
always buy more stuff from their trusted
vendors: A great basic service at a low price
opens the market up for special releases,
previews, package deals, tickets, merchan-
dise, videos, books and much more.

Subscriptions can and will be packaged
into other offerings: Think Internet access,
magazine subscriptions, college tuition, cell
phone services, Starbucks coffee cards,
frequent-flier programs and so on.

Call it renting, listening or downloading.
The bottom line is that customers today
demand even more value for an ever lower
price, and that is what they are going to
eventually get.

Gerd Leonhard and Dave Kusek are co-
authors of “The Future of Music: Manifesto
for the Digital Music Revolution.” For infor-
mation, go to futureofmusicbook.com.
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Amy Grant is
tapped to host
NB(’s ‘Three
Wishes’ show

Navarro, Urie Join
Musexpo Lineup

The lineup for the inaugural inter-
national music and media forum
Musexpo 2005 is firming up. The
conference, set for May 1-4 in Los
Angeles, has just added Dave Navarro
and Universal Music & Video Distrib-
ution president Jim Urie to a keynote
panel discussion to be helmed by
Larry King May 2. Other speakers
include Sony Music executive VP of
A&R David Massey, Clear Channel
Entertainment chairman/CEO Brian
Becker, NPR outlet KCRW 1.os Ange-

SHORT TAKES: Neil Diamond is work-
ing with producer Rick Rubin on
Diamond’s first album of new material
since 2001. The Columbia Records
set will bow in early summer prior to
Diamond’s next U.S. tour . . . Britney
Spears is vowing to set the record
straight with her new UPN reality
series (billboard.com, April 5). The
six-part series, which will air later this
year, will highlight her courtship and
marriage to Kevin Federline—
because none of us have heard
enough about these

The
B‘eat

By Melinda Newman

mnewman@billboard.com

crazy kids’ relationship.

DEALMAKERS: Foo

{ Fighters drummer Tay-
lor Hawkins has signed
a solo deal with RED-
distributed Thrive Rec-
ords. Hawkins will han-
dle drumming and

{ singing duties in his
new outfit, Taylor
Hawkins & the Coattail

les’ air personalities Jason Bentley
and Nic Harcourt, and Sanctuary
Artist Management president Peter
Asher. The conference, organized by
Los Angeles-based A&R Worldwide,
takes place at the Wyndham Bel Age
Hotel. Additionally, 27 acts from 11
countries will showcase in three Sun-
set Strip clubs during the event.

A&R Worldwide partner Sat Bisla
says his company saw an opening:
“Los Angeles is considered the enter-
tainment capital of the world;
however, it lacks an annual [event]
that brings together the world’s top
creative and business minds from the
music and media business. Musexpo
will fill that void.”

Riders. Look for the
release in September. Hawkins
remains a full-time Foo . . . Maverick
Records has signed Jack’s Mannequin,
the side project from Something Cor-
porate lead singer Andrew McMahon.
Debut album “Everything in Transit”
will street in July. The band is man-
aged by Sanctuary Artist Management

.. Speaking of Sanctuary, Ric Ocasek
has launched Inverse Records, a new
imprint that goes through Sanctuary
Music. First signing is hot New York-
based quintet the Hong Kong. Former
Cars frontman Ocasel most recently
was an A&R exec at Elektra Records
before it was folded into Atlantic.
Ocasek is producing the band’s label

(Continued on page 14)
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Gordon
Goodwin’s Big
Phat Band will
keep jazz fans
hopping at
Playboy fest
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After A Long Hiatus, Band Reconvenes For Fourth Album

BY MICHAEL PAOLETTA

Call it the eight-year itch.

After recording and touring togzther since 1995, the
four members of Garbage nearly called it quits two
years ago.

“VWe were on the verge of collapse,” Garbage drummer
and noted producer Butch Vig says.

Hz says that when the band began recording its fourth
album in ea-ly 2003, the process quickly spiraled in:o a
blac< hole. Months later, “we bottomed out, with me walk-
ing out of the studio,” he adds. “Any kind of optimism ran

out, and we took a long hiatus.”

In hindsight, Vig believes the band should have taken
more time off after its 16-month beautifulgarbage tour.

“We lost our personal lives,” Vig notes. “We also lost any
sense of a common ground. We were burned out on each
other. So, each one of us looked in the mirror to see what
we needed to do. And thoughts of losing the band made us
realize that we loved it too much.”

Fast-forward to March 2004. Vig and his bandmates—
Shirley Manson, Steve Marker and Duke Erikson—returned
to the studio. “We felt a desperation. So we played fast and

(Continued on page 14)
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BY TODD MARTENS

Don't tell Hot Hot Heat keyboardist/
vocalist Steve Bays that press
doesn’t matter: The reviews for
“Make Up the Breakdown,” the
band’s 2003 effort for Seattle-based
Sub Pop Records, had a direct influ-
ence on the act’s major-label debut.

“People said we sounded like
Dexys Midnight Runners, so I went
out and bought a Dexys Midnight
Runners album,” Bays says.

What he heard resulted in current
single “Goodnight Goodnight.” The
song, which Bays describes as a
cross between OutKast’s André 3000
and early Beatles, takes a keyboard-
laced dancehall groove into a cho-
rus that downshifts the song. The
| switch brings the breakup anthem
to a gripping halt; it is a move that
keeps Hot Hot Heat just to the left
of its peers on the radio.

“In one of the Dexys songs, I
noticed they changed keys leading
into the chorus, and that’s unheard-
of,” Bays says. “It’s such a music
nerd thing, but I like it because it
’ meant the chorus would open up.”

So far, modern rock radio seems
to be responding. The song
| received nearly 600 spins in the
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Hot Hot Heat hopes that major label debut ‘Elevator’ makes them hot hot hot.
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United States for the week ending
March 30, including almost 20 on
WFNX Boston.

“The band is connecting with that
underground scene that’s into the
Killers and Franz Ferdinand,” assis-
tant PD Keith Dakin says. “They
delivered a fun, catchy, danceable
song, which is exactly what they had
to do.

Bays is aware that Hot Hot Heat
is identified with other retro-lean-
ing rock acts. With “Elevator,” the
band’s debut for Sire/Reprise, which
was released April 5, Bays says the
band wanted to distance itself from
that scene.

“We really wanted more empha-
sis on the songwriting rather than a
style,” he says. “We paid a lot of
attention to aesthetics on that last
record, and it had that whole '80s
new wave retro feel.”

“Elevator” completes Hot Hot
Heat’s transformation from a gui-
tarless art-rock band in Vancouver
to a power-pop quartet. Its Sub
Pop album first heralded the
group’s more accessible sound,
and it has sold 246,000 copies in
the United States, according to
Nielsen SoundScan.

Bays says the group decided to

A Goodmght Indeed

Hot Hot Heat’s Power-Pop Turn Yields A Modern Rock Hit

jump to Sire/Reprise after the last
album earned some radio play. “Sub
Pop is awesome, but they only have
20-30 people working there,” Bays
says. “The record started to take off
on its own, and it seemed like one
that needed more manpower.”

To promote the album, Hot Hot
Heat will perform acoustic in-stores
at a number of retailers, including
Newbury Comics in Boston and
Amoeba Records in Los Angeles.
Additionally, the group appeared on
“Late Night With Conan O’Brien” on
the day of release, and will tour its
native Canada throughout April.

Anthony Lyons, a pop/R&B spe-
cialist at Tower Records on Chicago’s
Clark Street, says, “We have had sev-
eral phone calls asking if it’s out,
actually. They just played a sold-out
show here, so that’s a good sign.

Indeed, Bays is counting on “Ele-
vator” to reach a wider audience.
“We didn’t want a record that only
hipsters would buy,” he says.

Hot Hot Heat is managed by Jim
Guerinot at Rebel Waltz and is
booked by Don Muller at Creative
Artists Agency. The band’s pub-
lishing is through Bend an Ear
Music (SOCAN), administered by
Wixen Music.
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JamSports Case llluminates Interference Claims

Basketball courts were not the only
venues where competition took place
before an avid audience during March
Madness. In a Chicago courtroom,
businesses that competed for the
American Motorcycle Assn. super-
cross events were claiming “foul”
before a jury of their peers.

JamSports and Entertainment laid
out its case against Paradama Pro-
ductions (which was doing business
as AMA Pro) and Clear Channel
Entertainment, showing a game plan
that it claimed CCE used to get back
production rights for the events.

For years, CCE’s motorsports divi-
sion produced the supercross. In
2001, however, AMA Pro signed a let-
ter of intent with JamSports for a
long-term production deal.

JamSports contended that CCE
used its leverage as the world’s largest
live entertainment producer to intim-
idate venue managers and others,
threatening to pull CCE events and
other business if they went with Jam-
Sports on supercross. The production
deal ended up back with CCE.

On March 21, a federal jury in the
U.S. District Court for the Northern
District of [llinois found that CCE was
out of bounds, having interfered with
JamSports’ contract with AMA Pro

and with JamSports’ “prospective eco-
nomic advantage” (Billboard, April 2).

In the field of torts—laws that
cover wrongful acts that injure people
or property interests—it is unlawful
to intentionally interfere with other
parties’ contractual relationships. In
some states, it is also unlawful to
interfere with another company’s
prospective economic advantage.

Although specific laws in each
state vary, in general someone may be
unlawfully interfering in the relation-
ship when all of the following facts
line up.

First, there is a contractual rela-
tionship or some other prospective
economic relationship—which
means one of the parties will benefit
economically in the future from that
existing relationship—and a third
party (such as CCE) knows about
their relationship.

Second, the third party does some-
thing intentionally or, in some states
negligently, to disrupt the relationship.

Third, the relationship is actually
disrupted.

Finally, the disruption by the third
party causes economic harm, such as
business losses, to a party in the con-
tractual or like relationship.

When does a company that nudges

a competitor out of the way cross the
line between fair competition and
unlawful interference?

It depends on the acts taken by
the third party. Usually the company
is risking liability if the act itself is
unlawful (such as slander), if it is
anti-competitive behavior

verdict, CCE filed a motion challeng-
ing the claim for interference with
prospective economic advantage
under Illinois law.

It argued that when a company
such as JamSports may not have a
business expectancy with such third
parties as stadiums, original equip-
ment manufac-

Legd

Matters

By Susan Butler
sbutler@billboard.com

turers and so on,
there can be no
tortious interfer-
ence. The claim
could only be
based on actions
B directed at AMA
¢ | Pro, with which
JamSports had a
business
expectancy, and
not on CCE’s

prohibited by law or if it is lawful
but motivated by malice. In some
cases, merely knowing that the
detrimental consequence is substan-
tially certain to result will be
enough to make it unlawful.

When the claim involves a
prospective economic advantage
rather than a contract, the boundary
lines get blurry.

During the trial but prior to the

activities directed
toward other entities.

The court disagreed, and relied on
legal theory presented in a well-
respected legal treatise to provide the
following example.

Company A has a contract to sup-
ply goods to company B. Company C
induces A to sell all the goods to C so
that A cannot perform its contract
with B. B may recover damages from
C for interfering with the contract

between A and B.

If C’s activities also result in B
being unable to supply goods to D
and E, may B also claim that C inter-
fered with the prospective economic
advantage that B expected to receive
from D and E? Generally no, the
court said. C's direct activities
involved B and A. The relationship
with D and E is too remote.

However, the court added, that
could change if it was C's primary
purpose to interfere with B’s obliga-
tion to D and E or if C’s conduct was
“inherently unlawful or independ-
ently tortious.”

The court held that there was evi-
dence from which a jury could find
that CCE’s purpose in its actions
toward companies other than AMA
Pro—uwith venue managers, etc.—
was to interfere with the prospective
relationship between AMA Pro and
JamSports. As a result, the court
rejected CCE’s motion so the jury
could decide this claim. It did, to the
tune of more than $17 million in
compensatory damages plus $73 mil-
lion in punitive damages.

Jeffrey Singer with Segal, McCam-
bridge, Singer & Mahoney in Chicago
tried the case for JamSports. CCE
says it intends to appeal the verdict.

An Assembly of Nations

80" Annual IHAM
Conference & Trade Show

Washington, D.C.
July IS - 19, 200S

www.iaam.org

International Association of
Assembly Managers, Inc.

BIB|C,

Are you in the business of delivering music online?

The British Broadcasting Corporation is the United Kingdom's publicly-funded
national broadcaster. It broadcasts 300,000 items of music per month
in its TV and radio programmes.

In line with developments in the Corporation and the music industry,
the BBC wishes to explore the possibility of providing an
online self service music resource for its programme makers.

Candidates should demonstrate their ability to:
» Provide a wide range of commercial music.
* Provide formats that range from browse to broadcast quality.
* Provide metadata that meets BBC search and reporting requirements.

Further information and reply documents are available at
http://bbc.co.uk/supplying/tenders/music_library.shtmi

The deadline for replies is 16th May 2005.
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Grant, Millard Get Ready For Their Close-Ups

Christian music stars Amy Grant
and Bart Millard are each working
on their own TV shows.

Grant has been tapped to host
“Three Wishes,” an NBC pilot/spe-
cial. And MercyMe frontman Millard
has landed a pilot for the Gospel
Music Channel.

Grant and her show’s team of
experts will make a variety of wishes
come true for participants. Among
them are aiding a family with a
member’s life-threatening medical
crisis, helping to save a teacher's job
and giving someone a chance to live
out a sports fantasy.

Grant says she is not a big TV
watcher and doesn't indulge in reality
TV programming, but she really liked
the concept for “Three Wishes.”

“I met with the producers and was
captivated by the stories, which I'm
not supposed to talk about because
it’s like telling what the end of the
book is,” she says. “Everything this
show is about are things that are
important to me that I invest my
personal time and energy in.”

Andrew Glassman and Jason Raff,
a duo whose credits include NBC'’s
“Average Joe,” are the executive pro-
ducers of “Three Wishes.” Glassman
says, “While our team is there to
help, ultimately, this show will be
about people helping people make
their wishes and dreams come true.”

Production on the pilot began the
first week of April. “ told them I don’t

have any talent in this area, but I was
really moved by this,” Grant says of
the opportunity to do the show.

On the music side, Grant’s 20th
album, “Rock of Ages . .. Hymns &
Faith,” arrives May 3 on Word/Curb/
Warner Bros.

Millard’s show is also in produc-
tion. The program centers on Christ-
ian artists performing and discussing
their music. “I just received the first
edited version of it,” he says. “Right
now we are in the middle of making
tweaks. As far as I know, [the Gospel
Music Channel will] air the show,
and as soon as we get a ‘yes’ from
them, we are going to start filming
more shows with different artists.”

The show was originally going to
be called “The Living Room Ses-

GRANT: CAFTIVATED BY 5TORIES

sions.” But, Millard explains, “we're
not in a living room. We are set up in
a raw kind of studio vibe, so we are
trying to come up with a different
name right now.”

MercyMe is the first act featured.

material this fall. One disc will be
rock music; the other will feature
worship material.

Newsboys frontman Peter Furler
co-founded InPop with manager Wes
Campbell several years ago. It has

“It was the easiest
one to get,” Millard
quips. “We did it in
a studio in
Franklin {Tenn.]
and brought in
about 50 college
students to fill the
room and did
acoustic versions
to a lot of our
songs. It was a

Hoher

By Deborah Evans Price
dprice@billboard.com

really cool night,
and so far what I've seen on video
looks really great.”

The show will be similar to MTVs
“Unplugged” or VH1’s “Storytellers”
in that Millard says it is “an opportu-
nity that’s not out there right now
for people to get to know artists in
Christian music more by having
them tell the stories about the songs
... and do different versions of the
songs. It's not reinventing the wheel
by any means, it’s just something
that hasn’t been done in the Christ-
ian market in a long time.”

NEWS NOTES: The Newsboys have
left Sparrow Records to join the

InPop roster and plan to release a
double-disc package of new studio

grown into a successful venture with
a roster that includes Superchick,
Tree63, Shane & Shane, Mat Kear-
ney and Paul Colman.

Fervent Records act By the Tree
hits the road this spring with Sal-
vador on the So Natural tour. The
outing launched April 1 in Miami.
Newcomer Ricardo is handling the
opening slot.

GMA TIME: The annual Gospel Music
Week is upon us (April 9-13), and
several companies have partnered to
make the event accessible to Nash-
ville musicians. The Gospel Music
Assn. has teamed with Gibson Gui-
tar, Baldwin Pianos, Yamaha,
Roland, Korg, Christian Musician

and Worship Musician to offer a free
GMA Week musician’s pass.

Local musicians can attend
music exhibits and clinics during
the convention. Artists can partici-
pate in product demonstrations and
clinics conducted by instrument
manufacturers. Each of the compa-
nies sponsoring the musician’s pass
will have an exhibit booth and offer
daily giveaways.

Applications for the musician’s
pass are available on the GMA Web
site at gospelmusic.org or can be
found during GMA week on-site at
the Nashville Convention Center.

IT'S OVER: For the past several
months, rumors have been swirling
about a merger between the Christ-
ian music community's two most
powerful management companies,
Blanton Harrell Cooke & Corzine
and Creative Trust. (Both of which
also operate indie record labels.)
Well, it’s officially off. “Our letter of
intent expired and we were unable to
reach agreeable terms,” Creative
Trust COO David Huffman says. The
two companies had been negotiating
since last October.

RUMOR MILL: Sources say Word Rec-
ords is going to purchase Fervent
Records, the label launched by
Susan Riley. Fervent's roster
includes BarlowGirl, By the Tree,
Big Daddy Weave and Jill Phillips.

Garbage

Continued from page 11

furious—as if our lives depended on
it,” Vig recalls.

And perhaps, in a way, they did.

Fans will get to experience the
end result April 12 (one day earlier
internationally) when Geffen issues
Garbage’s fourth studio album,
“Bleed Like Me,” an enhanced CD.
Garbage enthusiasts have already
rallied around the album’s lead sin-
gle, “Why Do You Love Me,” which
recently went top 10 on the Modern
Rock Tracks chart.

Written and produced by the
band—whose songs are published by
Deadarm Music/Almo Music (ASCAP)
and Vibecrusher Music/Irving Music
(BMI), administered by Rondor Music
—the album eschews much of the
electronic-leaning production of
“beautifulgarbage” and “Version 2.0”
for guitar-drenched rock.

Infused with the fierce energy of the
band’s live shows, “Bleed Like Me”
recalls Garbage’s 10-year-old self-titled
debut. (Dave Grohl guests on opening
track “Bad Boyfriend.”)

“We've almost gone backward with
this album,” Vig offers. “It’s us getting
back to a more primal sound—guitars,

drums, bass and Shirley’s voice.”

But before deciding on this
approach, Vig attempted to come up
with something completely new and
fresh for the project. “I was beating
myself up trying to figure out a new
sound for the album,” he says. “And
then I simply went back to getting
great sounds from guitars.”

In the process, the band recorded its
most spontaneous album, Vig notes.
“There is more first-take singing from
Shirley. And there was a conscious deci-
sion to turn up room mics on drums
so that everything was not perfectly bal-
anced—and not so electronic.”

RETAIL IS READY

With “Why Do You Love Me”
championed by numerous modern
rock stations—WXRK New York,
WKQX Chicago, KNDD Seattle, XTRA
San Diego and WOCL Orlando, Fla.,
among others—and a second single
(the title track) on the way, retailers
have high hopes for “Bleed Like Me.”

Good news indeed, particularly after
the lackluster sales of “beautiful-
garbage.” According to Nielsen Sound-
Scan, the 4-year-old album has sold
384,000 copies—compared with 1.7
million and 2.3 million for “Version 2.0”
(1998) and “Garbage,” respectively.

“There is a definite buzz surround-
ing this album,” says David Shebiro,
owner of specialty retail shop Rebel

Rebel in New York. “People, especially
the group’s hardcore fans, are really
anticipating its release.”

He credits this to the album’s guitar-
enhanced sound. “With other rock
bands currently looking to electronic
beats and studio technology for inspi-
ration, Garbage appears to have done
the opposite,” Shebiro explains. “It’s
like, ‘Been there, done that, let’s make
a rock record again.””

From a label viewpoint, anticipation
for this album could not be better. Jock
Elliot, the product manager for this
project, is optimistic. “You hope a band
can sustain itself in its downtime—
especially when not coming off a hit
album. And Garbage does this.”

Part of the credit for this goes to the
band’s Web site (garbage.com), which
is updated regularly with daily postings
and logs from band members.

“Garbage fans form an incredibly
active community,” Shebiro notes.
“They want to know what the band is
up to. People have been inquiring
about this album for more than a year.
And now they’re talking about the
band’s recent live shows in Europe.”

On March 19, Garbage—which is
booked by Jenna Adler at Creative Artists
Agency—embarked on a three-week
promotional tour of Europe, which
included shows in Paris and London.

After its European visit, Garbage
commences a brief North American

tour April 8 at the Paramount Theatre
in Seattle. It wraps May 10 at the Agora
in Cleveland. Then, it's back to Europe
for the band, whose career is managed
by Gayle Fine of Q Prime.

In addition to Garbage's own Web
site, Geffen has partnered with several
other sites—including MSN, MTV,
VH1 and AOL—for a variety of online
initiatives. Radio Free Virgin has cre-
ated a Garbage radio station that also
plays in Virgin Megastores.

Offline, the label has hired Filter and
Fly Life to assist with listening parties
and lifestyle marketing, respectively.

Sophie Mueller, who directed the
video for “Why Do You Love Me,” is
scheduled to shoot the video for “Bleed
Like Me” April 12 in Los Angeles.

In addition to running in more than
3,000 movie theaters, the “Why Do You
Love Me” video is playing on TV walls
in such stores as Macy’s, Steve Madden
and JCPenney.

The track is also included on the Vic-
toria’s Secret CD sampler “Pink.” A gift
with purchase, “Pink” is played in all
Victoria’s Secret stores.

“After the past couple of years, to see
itall come together like this feels good,”
Elliot says. “And the band is really
behind everything that’s going on.”

Vig offers his own take: “Because we
were on the verge of losing it all, we
made the album of our career. We feel
completely rejuvenated.”

The Beat

Continued from page 11

debut . . . Savoy Label Group’s 429
imprint has signed Irish and American
outfit Saucy Monky and Canadian
singer/songwriter Steve Reynolds.
Both acts are now based in Los Ange-
les . . . Hollywood Records has inked
new long-term contracts with senior
VP/GM Abbey Konowitch and senior
VP of promotion Justin Fontaine.

OVER THE RAINBOW: Longtime
industry veterans Jerry and Bob
Greenberg are expanding into Las
Vegas. The brothers, both of whom
worked at Atlantic Records before
Jerry ran Michael Jackson’s MJJ Rec-
ords and WTG Records, are opening
the Rainbow Bar & Grill in Sin City
over Memorial Day weekend.

The pair licensed the name from
Mario Maglieri, who continues to run
the original Rainbow on the Sunset
Strip in Los Angeles. Jerry tells
Billboard that the venue, which will
be across the street from the Hard
Rock Hotel & Casino, may feature
performances, but that he and his
brother primarily see it as a place for
national artists to hang out after
they’ve played shows in Vegas.
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NAVIGATING THE WORLD

10-Year-Old Compass Records Succeeds By Acting Globally

BY JIM BESSMAN

Ten years ago, Alison Brown was still best-known as the for-
mer banjo player with Alison Krauss + Union Station, after
playing with the Grammy Award-winning act from 1989 to
1991. Bassist Garry West had just left Delbert McClinton’s band.

A decade later, Brown is a Grammy winner in her own
right, while West produces her albums and plays in her
boundary-breaking acoustic quartet.

But the duo is also celebrating the 10th anniversary of
Compass Records, the label they founded in 1995 to release
the varied music they made or discovered, in the realms of
folk, jazz, new acoustic and world music.

NO GRAND BUSINESS PLAN

Averaging 20 releases per year, Compass today is an
esteemed indie label. But no grand business plan dictated its
birth and growth. It is a company that evolved naturally from
the start.

In 1992, Brown and West were on tour with Michelle Shocked.
At the time, Brown, who has degrees from Harvard University
and UCLA, was considering going to law schoolas her parents
wished—or returning to the business world. (She had worked as
an investment banker at Smith Barney prior to joining Union
Station.) West wanted to license recordings from around the
world and produce music independently.

That year with Shocked brought them into contact with
other great artists like Taj Mahal, Bob Weir and, most notably,
Bruce Cockburn. Cockburn’s manager, Bernie Finkelstein, ran
his own label, True North Records, and became a role model.

“We started thinking that when the tour was done we’d
start a label,” West recalls. “Near the end we were in Australia,
and I bought a didgeridoo record. I made a call to the label,

ER AN &KE\/IﬁT}?

KANE WELCH

BETH NIELSEN CHAPMAN

Natural Symphonies, just as a consumer, to see what else they
were doing. I met with them. and we became friends. When
they found cut our plans they asked us to distribute them in
the States. This was blind faith if I ever heard of it.”

In 1993, Brown and West launched Small World Music and
Video in Nashville. The following year the fledgling label began
signing and producing artists and recording albums. In 1995,
the first albums arrived from the newly named Compass Records.

The first release, Kate Campbell’s “Songs From the Levee,”
immediately made Compass’ A&R direction clear, with an
initial emphasis on singer/songwriters.

The signing of English folk-rocker Clive Gregson and the
release of his album “People and Places” bolstered the young
label’s credibility.

Compass struck licensing deals to release the albums from
Campbell and Gregson. The label’s first original production
was Leslie Tucker’s “In This Room,” released in 1995.

“We felt Compass could act as a filter in putting out music,
because we tapped into what our audience would like based
on meeting them and selling them our records after shows,”
Brown says.

Nashville electric bassist Victor Wooten’s 1996 solo set, “A
Show of Hands”—Compass’ seventh album release—was the
label’s biggest seller at thai point and a major milestone in
terms of its philosophy.

“Victor has said that we took a leap of faith on a solo bass
record when other labels were saying, ‘Hey, man, it's just a
solo bass record,” ” Brown says. “But we were fans of Victor
and were proud to get behind it and fight the fight.”

Recent releases from Compass Records include albums recorded
by, clockwise from left, Kieran Kane & Kevin Welch, Beth Nielsen
Chapman and Kate Rusby.

Another landmark album West cites, not surprisingly, was
Brown’s own 1998 Compass debut, “Out of the Blue,” which
was its 25th release. Her next one, “Fair Weather,” won a
Grammy in 2000 for best country instrumental performance.

Significantly, Compass’ founders continued to perform
and tour as their label matured.

“We're really lucky to be out at the festivals—both in the
U.S. and U.K.—and getting to do double duty when we’re
out on the road,” West says.

Brown adds, “A lot of our festival performances are inter-
spersed with A&R meetings with our artists. It’s wonderful.”

CELTIC DIRECTION

Looking back at his seven years at the company, Compass
VP of sales Thad Keim cites the label’s journey into Celtic
music as a personal highlight.

“A lot of people are of the opinion that the market for
Celtic music peaked a few years ago,” Keim notes. “While I
wouldn’t argue, there are still a lot of opportunities and a
large audience. It’s just a matter of reaching it with the right
type of artist, which we’re very fortunate to attract.”

British traditional singer Kate Rusby’s 1998 Compass
debut, “Hourglass,” was a turning point for the label in the
genre. A year-and-a-half earlier, West had approached Rusby’s
father, who ran her U.K. label, but he thought it was too soon
to release her recordings in the United States.

“We were on our way to Scotland for our yearly festival
jaunt and contacted him again,” West says. “He said that he’d
since talked to a lot of people about us and liked what he’d
heard, so we sat down to talk about the mechanics of mar-
keting her new record.”

The initial marketing was “difficult at first,” Keim notes,

(Continued on page 18)
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Compass Is By Musicians, For Musicians
Roots Music Label Is ‘All Over The Map Under One Umbrella’

BY JIM BESSMAN

As Compass Records celebrates its 10th anniversary, the
company'’s co-founders, Alison Brown and Garry West,
share their perspective on the roots, growth and future of
the label.

What made you both decide to start Compass?

Garry West: We were on a yearlong tour with Michelle
Shocked in 1992, and about two months into it we realized
there were a lot of things we wanted to do. We were in Swe-

WEST: “WE HAVE TO BE ACCOUNTABLE TO THE ARTIST

den, sitting around over strong coffee and pastries, wondering
how we could encompass our version of the good life: an outlet
for our work, other recordings, publishing, management, all
those things.

Then in the beginning of 1993 we started Small World
Music and Video after picking up some world music titles in
Australia. In '94, we started producing projects, signing some
artists and getting some records ready. But we actually
launched Compass in '95.

Did you sense a market for the kind of roots music and albums
for adult fans for which Compass has since become known?

Alison Brown: We felt tapped into a demo through selling
records to people after our shows. We defined our audience as
the NPR, 25- to 65-year-old music fan who wanted something
more than what was being shoved at them by commercial radio.

Why did you name it Compass?

Brown: It represented the diversity of our musical tastes.
We're all over the map—but under one umbrella. The roots
music moniker serves us very well.

Alison, why didn’t you record for Compass in the beginning?

Brown: I didn’t want it to be perceived as a vanity label,
and I was signed to Vanguard at the time and had two more
albums due for them.

We thought the label should be an outlet for other artists’
music more than our own. We were hearing so many great
players out there on tour and thought it would be cool to cre-
ate an outlet for the music we heard, and how cool it would
be for musicians to run a label.

West: We naively felt, who better to run a label than musi-
cians? But we had to do this—we couldn’t trust anyone else
to do it.

At the time, there was little accountability in terms of indie
labels in the roots music business when it came to getting
your mechanical [royalties] paid, that kind of stuff. We felt
that as artists, we certainly needed to be accountable. It would
be hard to sleep at night if we weren't.

Doing a good job at a label from an artist perspective was
the whole reason for doing Compass—and still is.

Did you have to make any compromises once you actually
became label heads?

West: We had to temper some of our enthusiasm! We're
still as big artist advocates as we've ever been, but the reali-
ties of selling records made us adjust how we go about it. But
the original ideal remains: We can’t put great music at risk by
letting other labels put it out.

What were some of the adjustments?

West: In the beginning we didn't cross-collateralize con-
tracts, for example. The biggest thing we had to face is that
the way the business is structured, you can’t give [in to]
everything an artist wants and stay competitive. But
accountability is key for us.

We have to put money on the table that’s fair, get a record
out in a quality way, market it proactively and at the end of
the day be accountable to the artist. That's what drives our
moral code. But we're forced to compete with labels that
aren’t accountable, that never pay mechanicals. That’s been
our biggest challenge as an artist-advocate label.

Brown: We also had to learn how to separate our desires
as fans from business realities. In other words, we've learned
that unless an artist is out there aggressively promoting their
work, we won’t be successful. A label can’t lead the charge. It
would be almost impossible to single-handedly promote that
artist’s work.

LITHO EXPRESS”

Congratulations to COMPASS RECORDS
for 10 years of great music! We are proud to be

your CD and Media packaging printer!

Litho Express specializes in high quality CD and DVD packaging
as well as other multi-media related print for the music, video

and corporate soffware communities.

Your Media. Packaged With Expression.

www.lithoexpress.com

West: One thing we aren’t is a booking agency, and we've
learned from that [experience].

How have you been affected by changes in independent
distribution?

Brown: When we started, it was the twilight of regional dis-
tribution. We had seven or eight distributors, but by the time
the first Compass album came out we were going through
DNA exclusively, and working music regionally was very hard
to do. So we ask artists, “What makes music sell in Portland,
Ore., and Portland, Maine?” And ask ourselves, “Does an artist

have enough going on to support a national publicity effort
on behalf of the label?”

Did you have a specific game plan in terms of Compass’
growth?

Brown: The key word is “organic” growth. That’s always
been our method, and it has served us well. We've seen other
labels come around with significant funding—some public,
some private—and thought it wasn't the avenue we should
pursue. We went with a very organic path to have a pace of
growth appropriate to grass-roots music.

West: And we didn’t start the label to flip it. We started
to have something to do for the rest of our working careers,
if we were fortunate and viable enough to do so.

What do you see in Compass’ future?

West: We're growing our publishing company, Camel
Vision Music, and Alison’s Brown Knows Music. We have
maybe 100-150 copyrights, but we're actively pursuing licens-
ing in film and TV—we've had reasonable success with plac-
ing songs on “Dawson’s Creek,” “Felicity,” “Smallville” and
the movie “Torque.” We also administer a lot of our artists’
publishing companies.

We also have a vertical integration idea. We've launched
Compass Artists Management in the last few months. We now
manage Paul Brady and Beth Nielsen Chapman.

You've also opened a new office.

West: Last May we bought the former Zomba publish-
ing office on Music Row. It contains the former Battery
Studio and, more importantly to us, is the original home
of the Glaser Brothers production company, affection-
ately known at the time as Hillbilly Central. So we own
the studio where John Hartford recorded “Aereo-Plain™—
certainly a very important record in acoustic and blue-
grass music.

Alison and I are huge Hartford fans, and we're currently
doing a tribute album to him, so it means a lot to us to be

(Continued on page 18)
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Cmpass Recorcls at 10 years...
Still standing—huilt to last.

Thanks to all of our artists, business associates and retail partners
for helping us to be the hest artist-owned, artist-oriented label we can be.
We couldn’t have done it without you. Here’s to the next ten years...and beyond.
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COMPASS
RECORDS
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Compass Records 916 19th Avenue South Nashville TN 37212 www.compassrecords.com info@compassrecords.com
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on the new direction in the UK

Proper Music Distribution
The New Powerhouse,
Gateway Business Centre, Kangley Bridge Road,
London SE26 5AN
Tel: +44 20 8676 5141 www.propermusic.com
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Continued from page 15

“but it started to click three or four months into it, specifically
with noncommercial radio. Reaction followed at retail with
Borders, Barnes & Noble and Tower Records. We released a
catalog record of hers with a lot of success and started attract-
ing other Scottish-Irish-English folk artists.

“Now we've released two albums from Irish supergroup
Lunasa,” Keim continues, “and as of the end of March we'll
have the entire Sharon Shannon catalog. The fact that we now
have the majority of Paul Brady’s catalog and are entering into
a worldwide arrangement for it and new output is just
thrilling. It allows us to better utilize our foreign partners.”

AUSTRALIAN BREAKTHROUGH

Compass’ successful expansions into Celtic and UK. folk
music are one thing. Its achievement with Australia’s roots
rock group the Waifs is another.

“They were top 20 at triple-A [with 2003 album “Up All
Night”], and then we charted the single ‘London Still’ on the
commercial side,” promotion VP David Haley says. “That was
a breakthrough, because we weren’t always as present at com-
mercial triple-A as we'd like to have been.

“Then Kevin Welch and Kieran Kane spent two weeks at
No. 1 at Americana [with last year’s] ‘You Can’t Save Every-
body, and |Béla Fleck & the Flecktones saxophonist| Jeff Cof-
fin Mu’tet’s ‘Bloom’ just did two weeks [in the] top 10 on the
jazz chart,” Haley adds. “That’s another breakthrough. We
also think there’s a real opportunity for Beth Nielsen Chap-
man at AC radio and making a lasting impact at that format.’

Haley echoes Keim in recognizing Compass’ increasing inter-
national outreach. He notes that the label hopes to get Lunasa
airplay in Holland and looks to do the same for Glenn Tilbrook in
Australia. “T don’t think anybody’s working globallv like we are,”
he says. “It comes from Garry and Alison thinking globally.”

But, according to Keim, it is still a business of “selling niche
music record by record.”

By his tally, Compass is now working on its 160th release; when
he joined the company seven vears ago the total was in the 20s.

Brown and West see their company’s growth in other ways.
They recently launched Compass Artists Management and are
expanding their Camel Vision Music publishing interests.

Last year they moved into Zomba’s former publishing office
on Music Row, also the former home of the fabled Battery
Studio, better-known as Hillbilly Central.

“If we’d have known that John Hartford recorded ‘Aereo-
Plain’ here we would have opened our bank account to the sell-
ers,” West says, since he and Brown are huge Hartford fans.

He reflects on the recent “traffic” in the new Compass
Records digs.

“Del McCoury was in last year recording on |Leftover Salmon
frontman| Drew Emmitt’s second record for us,” he says. “Paul
Barrere from Little Feat, John Cowan and Sam Bush came in to
play on it. So that’s a huge part of what we’re doing—-if you build
it and do a good job, they will come.”

Musicians

Continued from page 16

in this building. It’s one of those things where the cosmic
path just led us to this, like everything else. It comes from
working with great people every day and trying to do the
right thing artistically and in business.

Brown: “Missionary zeal” is the wrong way of putting it—
but it’s true, especially for me, because I could be structur-
ing tax-exempt bond deals for Smith Barney or be a lawyer
in my parents’ law firm.

But in July 2002 we had a daughter, and now she [plays
in] Waylon Jennings’ old office!

West: We've managed—touch wood—to build this thing,
work in this space and have our family life be part of every
day, all day. [t's so great that it scares me to acknowledge
how great it is.
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A Compass Key: Building Strong Relationships

An ‘Organic Environment’ And ‘Eclectic Artist Roster’ Are Factors In Developing Partners

BY JIM BESSMAN

Compass Records works unusually well with its business
partners, and the primary reason is readily apparent: co-
founders Alison Brown and Garry West are artists themselves.

‘They may come from the business side because of their
education, but they can appreciate and understand what
it’s like putting a record out as an artist,” Beth Nielsen
Chapman says.

Chapman had been with Warner Bros. for 10 vears prior to
signing with Compass. Her new album, “Look,” was released
April 5.

“Because of the structure of major-label deals at the time,
it was virtually impossible for an artist to make a living
without touring,” she recalls. “Part of the beauty of Com-
pass is that the deal can be structured for you to continue
to participate as the owner of your masters. It’s been an
amazing educational experience in finding out how the
business can work in the ‘Wild, Wild West'—as [the music
industry] is now.”

Such artist-friendly, progressive music business practices
have allowed Compass to attract “some pretty amazing
artists,” Chapman adds.

Kevin Welch surely qualifies as one of them. He and Kier-
an Kane had an Americana hit with their 2004 release “You
Can’t Save Everybody” after bringing their own artist-owned
label Dead Reckoning to Compass.

“I remember when they started up,” Welch says, “and we
just kept our eyes on them over the years. Garry was a more
aggressive businessman than we were, and the next thing we

B ey - =

BRADY: ZOMPASS ‘A JOY TO WORK WITH’

knew they were handling tons of music all over the world with
a lot of class and dignity.”

After bumping into each other at a music festival in Aus-
tralia, Welch reconnected with West and Brown in Nashville.

“I ran into them at Home Depot-—the PVC aisle, I think,” he
says. “I mentioned that we were trying to find something to do
with our new record, and Garry said, ‘T'll do some thinking; I
might have some ideas.” A few minutes later we were in the Skil
Saw aisle and by then he had the whole thing figured out.”

Shari Lacy is the former head of publicity for Compass and

continues to admire the company as marketing and public
relations director for the International Bluegrass Music Assn.
“Whether Compass is releasing Celtic, bluegrass, British folk,
pop or any number of other genres, it all has a stamp of qual-
ity to it that comes directly from Alison and Garry’s tastes as
musicians and music lovers,” she says.

“Having watched them, firsthand, for years, | know that
they truly believe in and have a passion for the music that
they put out in the marketplace, and in turn the entire team
at Compass is able to make a convincing sell with the music
because it speaks for itself. They've remained ‘fans’ of the
music, and I think that shows,” Lacy says.

Legendary Irish singer/songwriter Paul Brady, whose latest
album, “Say What You Feel,” is on Compass, also feels the
label distinguishes itself from the majors’ mentality.

“It sounds simple, but their prime motivation is signing
artists they actually admire and whose music they like, and by
extension they hope the public will like,” Brady says. “Majors
look at artists first and foremost for what they think will sell
a lot, irrespective of the kind of music they make. [Compass|
is a throwback to Atlantic Records, where Ahmet Ertegun
started a label to release music he liked. That’s what attracted
me, that kind of organic environment and eclectic artist roster.”

Brady also salutes Compass’ methodology. “Rather than
just throw money at the wall and see what sticks, they employ
the old-fashioned tactics of good relationships with people
and delivering on what they say,” he says.

Indeed, Ryko Distribution president Jim Cuomo, who
lauds Brady for making “a very, very wise decision” in tak-

(Continued on page 20)

T0 ALISON, GARRY, THAD AND EVERYONE AT

COMPASS RECORDS
CONGRATULATIONS!

ON 10 YEARS OF AN EXTRAORDINARY MUSICAL JOURNEY
AND HERE’S TO TRAVELING THE NEXT 10 YEARS AND BEYOND TOGETHER
FROM YOUR FRIENDS AT RYKO DISTRIBUTION

RYKO

DISTRIBUTION

AN

BILLBOARD APRIL 16, 2005

www.billboard.com ¢ www.billboard.biz

wWWW. americanradiohistorv.com

19


www.americanradiohistory.com

Billooard Stars

Partners

Continued from page 19

ing his “career record” to Compass, calls the label “an
absolute joy to work with” and speaks of “pure destiny” in
their year-old relationship.

“Ryko being Ryko—notoriously independent people—we
looked at Compass as being a perfect fit,” says Cuomo, who
adds that he missed a “golden opportunity” to land the label
four years ago. “I [have] regretted it ever since, so when the
opportunity rose again I made sure everything fell into place.”

Like Compass’ owners, Cuomo is a musician himself. “So I'm
in a unique position where I can be sensitive to the artists' side,
but can also shake my finger at them,” he says. “Not only does
Compass have terrific musical instincts in terms of what they
sign, but they have very highly skilled and multidimensional
business chops.”

The combination enabled Ryko to meet its first-year
projected financial goals for Compass only six months after
picking up the label's distribution, according to Cuomo.

Stuart Ongley, manager of traditional Irish band Lunasa,
feels a similar kinship with Compass.

“They have the benefit of people like me being aware of the
realities of the business climate,” says Ongley, who had
licensed an earlier Lunasa album to Compass before signing
a worldwide deal with the label for its current release, “The
Kinnitty Sessions.”

“They strike me as a real 21st-century record label,” Ong-
ley adds. “Besides being artist-oriented—through Garry and
Alison being artists—they employ highly motivated, good,
decent people. This isn't a business where we want to be nicey-
nicey to each other all day long, but we’re all in it together and
it's wonderful to work with good people on a straightforward,
honest, trusting level. That’s why they're attracting so much
business: They really are a home to the artist.”

10-Year Turning Points

Compass Records co-founders Alison Broun and Garry West
were asked to single out turning points or milestones in the
history of their 10-year-old label.

Garry West: Clive Gregson signed on when the label was
brand-new, and that lent us a bit of credibility and solidified
our distribution with DNA.

Having national distribution made the company into a
viable label for Victor Wooten to consider, and he gave us a
press-worthy and historical sales album to beef up our pro-
file. Each artist that came in after continued our growth and
brought new marketing strengths and opportunities.

‘Each artist brought new strengths
and opportunities’

Alison Brown: Signing Paul Brady and his catalog—first
for North America and then for the world—added to our pro-
file in the U.K.

Glenn Tilbrook of Squeeze and Colin Hay of Men at
Work—these are also well-loved artists with international
profiles who are part of our growth. Beth Nielsen Chapman
is another great example of an artist with a great sales his-
tory in the U.S.

West: Another key artist, I would have to say, is Ali-
son Brown. Her first Compass release was our 25th
record—certainly a milestone! And her next one, “Fair

Weather,” won a Grammy for
best country instrumental.

Kate Rusby, the greatest and
one of the most successful
female singers in English folk
music today, had her first
Compass record in 1998, the
same year as Alison’s first one
with us.

Brown: Pierce Pettis came to
us from Windham Hill/High
Street and was one of our early
releases. He is another example
of someone who gave us a vote of confidence early on.

More recently, Fairport Convention, with their legends,
and Eddi Reader, with her major-label history, are other
artists we love working with. Now we have Darrol Anger,
who was a musical inspiration to me. And Andrea Zonn is
another example. To be able to create an outlet for her music
is fantastic.

West: We have Sharon Shannon’s catalog and new releases
now, and we're doing Lunasa—the greatest instrumental
band in Irish music today—worldwide.

We're also working with Thea Gilmore, one of the most
talked-about singer/songwriters in the U.K., and the Waifs
from Australia, who did a lot of dates with Bob Dylan.

Kevin Welch and Kieran Kane are now taking their artist-
owned Dead Reckoning label through Compass. This all
means more great records and artist relationships.

JIM BESSMAN
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Ledisi, Goodwin’s Big Phat Band Lift Spirits

The 27th edition of the Playboy
Jazz Festival, set for June 11-12 at the
Hollywood Bowl, boasts another
rounded package of headliners.
Among them are Joshua Redman’s
Elastic Band, George Benson, Boney
James and the Saxophone Summit
featuring Michael Brecker, Joe
Lovano and Dave Liebman. Addition-
ally, Dee Dee Bridgewater and B-3
bomber Joey DeFrancesco will pay
homage to, respectively, the Thad
Jones/Mel Lewis Jazz Orchestra and
the late Jimmy Smith.

But the most explosive and
dynamic performances of the week-
end event could very well come from
two relatively unknown acts: Gordon
Goodwin’s exuberant Big Phat Band
and spark plug R&B/jazz vocalist
Ledisi, both of whom will take the
stage on Sunday.

Ledisi’s Minnie Ripperton-meets-
Sarah Vaughan vocals captivated New
York’s Le Jazz Au Bar during her two-
week showcase in late March. She
was backed by a trio including Robert
Glasper on piano and Wurlitzer. A
crowd-pleasing live wire who scats
with gusto and belts from the gut
with glass-breaking highs and honey-
dripping soul, Ledisi showed she will
have no problem transitioning from

club to the Bowl’s big stage.

Goodwin and his band will close
the festival with a big-band bang as
the ebullient 18-member group deliv-
ers its increasingly popular jazz blend
of hard swing, stomp, soul, Latin,
funk and rock.

“We lift spirits,” says Gordon, a
pianist/saxophonist and film/TV
composer/arranger/conductor who
worked on last year’s film “The
Incredibles.” “There’s plenty of music
that reflects the tough times. Audi-
ences love to see bands having fun
and putting on a big party.”

Goodwin’s horn-heavy group has
recorded two Silverline DualDiscs,

“Swinging for the Fences” and “XXL.”
The latter, which features guest per-
formances by Eddie Daniels, Michael
Brecker, Brian McKnight, Take 6 and
Johnny Mathis, streets April 12. The
DVD side of the disc offers video
footage, composer com-

ArtistShare route to release his fine
trio album, “Magic Meeting.” Avail-
able only at jimhallmusic.com, the
CD was recorded live at the Village
Vanguard with bassist Scott Colley
and drummer Lewis Nash.

mentary and surround
sound mixes.

The band has scored
with young people, says
Goodwin, who was smit-
ten by big band music
when he was a kid. “I
heard Count Basie music
in middle school, and
that was it,” he says. “It’s
gratifying to see kids dial
us in. There’s still hope.

By Dan Ouellette

douellette@billboard.com

Not all of them like Ash-

lee Simpson. But that’s our goal: to
show that big band jazz isn’t museum
music, but can be contemporary,
vibrant and alive.”

The big band is recording new
material for a Sinatra-esque Rat Pack
parody album, “Phat Pack,” scheduled
for release in late 2005/early 2006.

SIX-STRING SALUTE: In first-quarter
2005, several guitarists released fine,
under-the-radar CDs.

The legendary Jim Hall went the

Brandon Ross, six-string master
and musical director of Cassandra
Wilson’s band, issued his brilliant,
eclectic CD “Costume” on Japan’s
Intoxicate Records.

San Francisco-based Will Bernard
released his latest trio album, “Direc-
tions to My House” on Dreck to Disk
Records at willbernard.com. Bernard
was a member of the defunct T.J.
Kirk guitar group led by Charlie
Hunter and is one of the best-kept
jazz-guitar secrets on the planet.

In February, smooth guitarist
Chuck Loeb released his 14th CD,
“When I'm With You” (Shanachie
Records), a funky, soft-toned, lyrical
disc. On March 8, veteran blues-
rocker Jay Geils delivered “Jay Geils
Plays Jazz,” remarkably his first solo
outing, on Stony Plain. It brims with
bluesy, swinging brio as he covers
Duke Ellington and Benny Goodman
and takes a hip Western swing
through “I Hear You Talkin’ to Me.”

“Knowing You” (Telarc, March
22) captures guitarist/vocalist John
Pizzarelli crooning off-the-beaten-
track standards.

Looking ahead to May, Lee Rite-
nour has inked a deal with LE.
Music/Peak Records for his new CD,
“Over Time.” And the great James
Blood Ulmer will deliver his latest,
“Birthright,” on Hyena.

LADY’S DAY: On April 5, two days
before what would have been Billie
Holiday’s 90th birthday, Hip-O/
Verve/UME released “Billie Holiday:
The Ultimate Collection,” an impres-
sive two-CD set of 42 songs and a
DVD featuring film/TV performances.
While Holiday’s songs have been reis-
sued to death, seeing her sing on
camera is magic.

HEMPHILL BROTHERS COACH COMPANY

luxury in motion

Discover our distinctive luxury

experience in the most advanced

line of custom entertainer

.h'é"r'ri'zphillbrothers.com
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Sheds Ready
For Summer

Biz Amps Up With Lessons Learned
From 2004's Amphitheater Meltdown

BY RAY WADDELL

As the touring industry looks ahead
to the summer concert season,
amphitheater operators are crossing
their fingers that the brutal business
results of 2004 are not a sign of things
to come.

Overall the concert business was
virtually flat last year, with the bulk of
successful business done in the first
and fourth quarters.

“The flat year in live touring was not
an amphitheater issue,” insists Alex
Hodges, executive VP at House of
Blues Concerts. “It was a price-for-
value issue in the colonnade of arena
shows and also on the [amphitheater|
lawn or second- or third-tiered prices
everywhere. Some prices of some tick-
ets were just too high.”

Even so, in North Americe
amphitheaters bore the brunt of a
long, hard summer. According to Bill-
board Boxscore, shed business
between April 1 and Sept. 30 topped
oul at slightly less than $400 millior,
down 8% from the previous year.

Worse, attendance at sheds had
declined during the summer by
nearly 13% from 2003. That decline
represents 2 million people, which—
in a sector of the venue business that
thrives on volume and ancillary rev-
enue—resulted in a loss of millions
of dollars.

As it became clear the shed busi-
ness was hemorrhaging, deep dis-
courts, “fire sales” and “papering” of
houses became the order of the day.
Without the boost such initiatives
provided, it is logical to assume atten-
danze would have been even more
reduced at amphitheaters.

I short, promoters of amphitheater
shows took a beating last year. In
HO3's case, “we cut way back on
pap2ring and comp tickets, but we did
50 i1 many cases by offering discounts
that were too deep on a per-ticket
bas s,” Hodges says. “And that hurt the
gross, and thus the bottom line suf-
fered in some cases.”

IS THE SHED DEAD?

So what happened at the sheds
last summer?

=] think it was a combination of
thz amphitheater experience, th2
aczs that were touring and the con-
gestion of touring traffic in that time
period,” says Dennis Arfa, presidert
of Artist Group International, agency
fo+ such acts as Billy Joel, Metallica
ard Linkin Park.

“In fact,” he adds, “I'm surprised
the traffic issue didn’t catch up to us
seme time ago.”

Arfa is one of many who believe a
major problem with the shed model
ie simply too much touring activity

(Continued on page Z6)

In-a difficult year for amphitheaters and the tousing business, Dave Matthews in 2004 was
the top-grossing artist at the Tweeter Performing Arts Center in Mansfield, Mass., whica
ranked as the top-grossing amphitheater of the year, according to Billboard Boxscore.
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BY RAY WADDELL

With all costs up and many rev-
enues down, the touring business
endured a dicey year in 2004,

As planning began for this year’s
tours, producers were watching
every dime. Tighter federal trans-
portation regulations and higher gas
prices and labor expenses are forc-
ing tour managers to respond.

“A tightening of regulations and
an increase in fuel prices have a pro-
found effect on the cost of touring,
as well as everything we consume,”
veteran tour manager Paco Zimmer
says. “Have you purchased a gallon
of milk lately?”

Expenses and regulations will def-
initely affect touring productions
this year, according to Zimmer.

“Most tours will have to rethink
their production design in order to
maintain profitability,” he says. “In
addition, agents will have to pay spe-
cial attention to routing to try and
avoid multiple driver requirements
for trucks and buses for distances
over 450 miles.”

Beyond cost-saving measures, Zim-
mer says, he sees no specific trends in
production and transportation.

“The production varies based on
the artists” perception of what their
show should be,” he says. “The size
of [the production] is a direct result
of design. Some acts require more
bells and whistles to make up for the
lack of performance and repertoire.”

BIGGER IS NOT ALWAYS BETTER

Zimmer is of the school of
thought that bigger is not necessar-
ily better. “A good designer can
make a show look bigger with a cre-
ative design and less equipment,” he
points out. “If there is any trend, I
see a more creative use of video
rather than the massive amounts of
lighting that we have seen in the
past on the larger shows.”

Tour managers and production
managers have always sought to
minimize truck space and local
labor, and technological develop-
ments in the sound industry have
helped achieve those goals.

“The line array PA and the accept-
ance of digital consoles that take less
[space] are the answer to many a
manager’s hopes and wishes,” says
Greg Hall, executive VP of sales for
Clair Brothers Audio.

According to Hall, the line array
PA——which he says is powerful but
smaller, more efficient, faster to
deploy and easier to handle—is here
to stay.

“Digital consoles are coming into
the mainstream at every level of
touring,” he says. “More options are
now available at different price-

points, and reliability has improved.”

In the staging world, one trend
sees acts alternating among amphi-
theater, stadium and arena produc-
tions from one year to the next,
according to Jeremy Shand, project
manager for Stageco.

“This trend allows everyone to
regroup between the large and small
performances,” Shand notes.
“Another trend I see is the diversifi-
cation of staging companies. These
companies are now moving into
other fields of business, [including]
rigging, grandstands and pursuing
corporate markets.”

Such diversification can help
companies ride out the ebbs and
flows of the touring industry, Shand
says. “However, it can cause conflict
as they find themselves in competi-
tion with those that they once
worked with hand in hand,” he adds.

If more tours are relying on video
displays, that's good news for Paul
Becher, partner in San Francisco-
based Nocturne Productions.

“It seems video is becoming more
ubiquitous in a tour’s production,”
Becher says. “From acts playing the-
aters to arenas, artists have found that
video is a blank canvas and another
outlet for creative expression.”

For many acts, killer video is a way
of offering more bang for the buck.
“With higher ticket prices, it is impor-
tant to maintain production value,
and having some sort of video display
is the way to do it,” Becher says.

That bodes well for the produc-
tion business.

“As record sales dwindle, touring
is more important as a revenue
source to many recording artists,”
Becher notes. “We’ve had an unusu-
ally strong start to the year, and
2005 looks like it will continue to
stay busy.”

Becher adds that the flat touring
in 2004 did not affect his business.
“If there was a slump, we didn’t
experience it,” he says. “There were
many tours out last year, but only
a few of them made money. We had
five clients out of the top 10 gross-
ing tours.”

LIGHT MY FUSE

When it comes to pyrotechnics at
rock shows, “bands are asking us for
something nobody has ever seen,”
says Doug Adams, president and
designer/developer for Pyroteck Spe-
cial Effects.

In many cases, that means cus-
tom gas effects, which also can be
more efficient on the road than tra-
ditional pyro. “Gas effects are less of
a consumable charge and can be
used multiple times without reload-
ing,” Adams says, “unlike a flashpot

(Continued on page 30)
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in a limited time period. Industry
estimates have long held that some
70% of touring takes place between
April and September.

If that’s the case, Billboard Boxscore
doesn't reflect that reality. About 54%
of all the numbers reported to Boxs-
core the last two years fell between
April and September.

It is worth noting that less success-
ful shows are seldom reported, and
there were plenty of those in 2004.

Arfa believes unreported shows
—including fairs, festivals, casinos
and many club dates—push the
volume of business much higher

in the warm weather months.

“I believe 70%-75% of the volume
takes place between April and Octo-
ber,” Arfa says. “If you go on sale in
March, it’s like a crowded parking
lot. If you go up in December, it’s a
ghost town.”

With 40-odd amphitheaters
nationwide hoping to host 25-30
concerts each summer, if there isn’t
a traffic problem, there could be a
problem with the law of diminish-
ing returns.

Simply put: Are there enough acts
to program all these sheds?

“Yes,” says Peter Grosslight,
worldwide head of music for the
William Morris Agency, adding the
caveat “depending on attendance
expectations.”

The man in charge of the world’s
largest amphitheater operator and

RAPINO: FOCUSED ON SHEDS

concert promotion company is
focused on reversing last summer’s
shed free fall.

Michael Rapino, president of
global music for Clear Channel
Entertainment, zeroed in on the shed

WE'LL GIVE YOU SOMETHING
TO SCREAM ABOUT.

Look for your entry for the 21t ANNUAL KENTUCKY DERBY BET.

Promoters know our world-class “Super Staffers” know how to make them feel
special. But now, we’re doing even more. We'll place a $2 bet for you on the
horse of your choice in the Kentucky Derby. No strings attached. It's our way of
saying, “you're always a winner at the Kentucky Exposition Center in Louisville.”

Watch the mail for your invitation to play.

FREEDOM HALL - BROADBENT ARENA - CARDINAL STADIUM

1-800-618-5151 - kyexpo.org

At The Kentucky Exposition Center

—

entuckiy™

UNBRIDLED SPIRIT w

experience shortly after assuming his
new role with CCE last summer.

Despite the numbers, Rapino
believes amphitheater business was
down in proportion to overall tour-
ing last year.

“My point is, amphitheaters did
not take any harder hit than the
industry in general in 2004,” he
says. “It’s a misconception.”

Rapino doesn’t believe there is a
lack of quality acts to program
amphitheaters. “There is a lot of great
inventory to develop a strong summer
series,” he says. “The issue to date has
not been inventory, but rather what
we have paid for the inventory and
what the fan was being charged.

“You know the saying—‘no bad
bands, just bad deals,” ” he adds.
“With our increased focus on ticket
pricing, we will find the right com-

ARFA: SEASONTOO CROWDED

bination of show counts, proper pric-
ing and experience improvement.”

And Rapino says CCE is sinking
millions into improving the amphi-
theater experience.

“We are investing in all areas of
our venue business,” he says. “We
have done an extensive internal
study on all artist and fan touch
points that need to be addressed in
each venue. Some buildings are new
and require less [cash] infusion, and
some older buildings require more
investment, which they will get. Qur
list of improvements covers all
areas, from parking lots and con-
cession stands to dressing rooms.”

TURNING HEADS

Rapino turned industry heads last
fall when he announced that CCE
would eliminate many facility fees,
including those for lawn seats.

“We have received great support
and appreciation from the indus-
try,” he says of the move. “The
industry has acknowledged our
commitment to improve the fan
experience and is working with us
daily to put great shows in the
amphitheaters this summer.”

Another Rapino move was restor-
ing autonomy and historic names to
CCE regional offices. Conceivably,
this will allow local promoters to
turn down shows that might not
work for their respective market, or
to create their own content.

“We operate a very local and decen-
tralized business model,” Rapino says.
“The 12 presidents who run their
markets have full autonomy to make

the right decision for their market.”

But some believe the amphithe-
ater experience is inherently flawed.

“Unlike arenas, many of which are
new or have been extensively refur-
bished, many of the sheds need to be
redone,” Arfa says.

“In general, the shed experience
has setbacks for many audience
members,” he continues. “For one,
you’re dependent on the weather to
do well. But beyond that, seats are
best for the people in the pavilion,
and that’s 5,500-10,000 seats at best.”

Which leaves everyone else on
the lawn.

BOOMERS’ DISCOMFORT

“I can’t remember the last time I
offered someone two tickets on the
lawn and they couldn’t wait to go,”
Arfa says. “Unless you're drunk and
looking to pick up girls, I'm not con-
vinced anyone wants to sit on the
lawn. As the baby boomers get older,
they don’t want that. That's not
comfort, that’s discomfort.”

Hodges and Rapino disagree.
“Surveys indicate a consumer pref-
erence to see shows outdoors and
amphitheaters are the best setups
for sight and sound and consumer
convenience,” Rapino says.

“We will launch a very aggressive
advertising and promotion campaign
centered on the amphitheaters this
spring.” Rapino adds. “We still
believe the amphitheaters provide a
great summer experience for the fan
and with our improved experience
will remain the leading venue format
for outdoor concerts in America.”

CCE may be investing millions in
improving amphitheaters, but “the
lawn experience is a hard one to

HODGES: DISCOUNTS HURT

improve upon,” Arfa says. “The best
thing you can do is improve the price.”

While conceding that certain acts,
Dave Matthews Band and Jimmy
Buffett among them, work quite
well at sheds, Arfa says, “they are the
exception, not the rule.”

Grosslight is another who believes
good deals make good shows.

“The overall economics will be
determined ultimately by the
prices paid by the promoters and
the number of tickets sold,” Grosslight
asserts. “The rest is details.”

Hodges tends to agree. “The
House of Blues amphitheaters had
an increase in average paid atten-
dance for the summer, but the finan-

(Continued on page 28)
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They're Ready For The Rollout

Profiles Of Some Of The Players In Transportation And Production

BY RAY WADDELL

Here are capsule profiles of selected
companies within the touring trans-
portation and production field.

HEMPHILL BROS. COACH

Nashville

Troy and Joel Hemphill, partners

Founded in 1980 with two 1965
Silver Eagles, Hemphill Brothers
Coach is celebrating its 25th
anniversary this year.

Co-founders and brothers Troy
and Joel Hemphill entered the busi-
ness via the family gospel group the
Hemphills. Today, Hemphill Bros.
services the elite of the touring
industry, specializing in construct-
ing star coaches to the exacting
specifications of touring superstars.

The company’s current pop and
rock clients include Alicia Keys,
Hilary Duff, Ryan Cabrera, Ashlee
Simpson, Josh Groban, Cher, Lenny
Kravitz and Nine Inch Nails.

On the country side, Hemphill is

leasing buses to Kenny Chesney, Lon-
estar, Brooks & Dunn, Tim McGraw
and Faith Hill, and George Strait.

CLAIR BROS. AUDIO/SHOWCO

Lititz, Pa.

Troy Clair, GM

Founded in the mid-1960s by
brothers Roy and Gene Clair, Clair
Bros. began by rigging sound for
live events at a local college. The
company became incorporated in
1970, and it has been a pioneer in
making quality sound portable for
touring artists.

Clair Bros. merged with Dallas-
based touring audio firm ShowCo in
late 2000. Troy Clair, Gene's son, is
now GM, and Roy remains president.
Gene Hall is executive VP of sales.

Clair Bros. uses proprietary
designs an most of its components
and is known for offering worldwide
consistency on its service and gear.
The company has offices in Europe,
Japan and Australia, as well as in
Nashville, Los Angeles and Lititz, Pa.

Recent and current clients include
U2, Sting, Elton John, Queen, Alicia
Keys, Cher, John Mellencamp, Anasta-
cia, Ozzfest, Motley Criie, Destiny’s
Child, James Taylor, Tim McGraw,
Keith Urban and Velvet Revolver.

STAGECO STAGING

Tildonk, Belgium

Hedwig DeMeyer, principal owner

Stageco Staging is an interna-
tional staging company that origi-
nated in 1984 at the renowned

Rock Werchter Festival in Belgium.
Hedwig DeMeyer started the com-
pany with a partner, and Stageco
designed a patented “steel tower”
system that revolutionized the

(Continued on page 29)
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cial model didn’t work due to over-
paying for many shows,” he explains.
Programming didn’t help. “Some
of the festival concepts didn’t work on
weekdays; some of the festival shows
didn’t work at all,” Hodges adds.
“When one promoter overpays for a
show, the other promoters follow, like
jumping off a cliff. Fortunately at
HOB we dodged some bullets and did
fewer shows than in prior years.”
Hodges expects to see fewer fire
sales in 2005. “Discounting to regular
fans proved counter-productive in
many cases but seemed to jump-start
interest in some shows,” he says. “Last

summer the discounting was too fre-
quent, even predictable, and this hurt.”

But Rapino isn’t ruling out price
promotions for 2005, though it
seems they will be more well-
conceived than last year. “We will
not discount our artist’s tickets
unless the artist believes that is the
right strategy,” he says. “We will
launch very aggressive promotion
offers this summer in an effort to
add more value to the fans.”

So while the discounting may
have brought people through the
gates, it did not overcome ill-
conceived deals. “The financial
model didn't allow for the broad dis-
counting, the degree or frequency
of discounting nor the depth of the
price cut,” Hodges says. “At HOB we
want to sell tickets at the stated and
original price.”

Many are predicting better
times this summer.

“There should be an improvement
in all shows this summer and espe-
cially at amphitheaters, as we are
holding back on the last price or the
lawn price as much as possible,”
Hodges says. “Improvement starts
with our artist fees and extends to
marketing. There’s a great audience
out there, and they are coming to
concerts of all genres: hip-hop, coun-
try, rock, pop. It feels good right now.”

Rapino, too, is bullish on the sum-
mer’s prospects. “From what the ini-
tial concert inventory looks like, the
industry will have a strong 2005,” he
says. “We also believe our sell-
through rate will increase with our
value-added offerings and improved
experience. We expect attendance to
increase by 20% this summer.”
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Industry Sees Strong
Start To 2005 Season

BY RAY WADDELL

From the perspective of those
behind the scenes at production
and transportation companies, the
touring business this year appears
to be off to a strong start.

“The touring season for our
clients started early this year,” says
Trent Hemphill, who runs touring
bus firm Hemphill Bros. with his
partner and brother Joel. “We tra-
ditionally have our annual driver
meeting mid- to late January, and
this year we had to move the meet-
ing to the first week of January due
to so many of our drivers leaving
on tour earlier than usual.”

Given the huge number of con-
certs traditionally going on sale
beginning in April, “there are a lot
of people wanting to get on the road
earlier this year,” Hemphill notes.

Greg Hall, executive VP of sales
for Clair Bros. Audio, points out
that there were plenty of successes
on the road in 2004.

“But the major problem was
that not enough tours were
doing adequate business, for
many reasons,” he says. “High
ticket prices and creative pack-
aging seem to take most of the
blame in hindsight, but the

‘People want to get
on the road early
this year.’

—TRENT HEMPHILL,
HEMPHILL BROS. COACH

industry seems to be working
very hard this year to right itself
and get back on track again.”

According to Jeremy Shand,
project manager for international
staging company Stageco, last
year’s stump will affect the deals
that are struck in 2005.

“Companies will be running
lean and will scrutinize every
quote they put out in an effort to
recoup last season’s misfortunes,”
he says. “It will create a very com-
petitive market, and more compa-
nies will bid on every job that
comes along. This could benefit
production managers and promot-
ers with the number of options
they have available to them.”

Veteran tour manager Paco
Zimmer feels the touring industry
will rebound nicely this year.

“It is early yet, but the cream will
rise to the top and their earning
potential will not be affected by last
year’s slump,” he predicts. “The
middle acts and packaged tours will
have to be creative and price-sen-
sitive in order to be successful.”

Offering value is the key, Zim-
mer says. “We have to give the con-
sumer a better concert experi-
ence,” he adds. “If I had to buy a
ticket like a normal consumer,
knowing that on a great show I do
not have a chance to buy a great
seat because of artist and ticket

MASTERSON: YEAR LOOKS
‘PHENOMENAL’ SO FAR

club holds, and be subjected to the
gouging for parking and a beer, not
to mention a $40 T-shirt, I would
opt to take my wife to a movie and
save $200 or $300.”

Hall adds, “For everyone in this
business, the music fan pays all of
our wages and our bills. We can’t
lose sight of that simple fact.

“The fan has to leave the venue
satisfied about every level of the per-
formance and production that
evening, and it is our responsibility
in each of our respective areas to
make that happen to the best of our
ability,” he continues. “Fortunately
for all of us, there is still nothing out
there quite like or equal to the live
concert experience.”

Doug Masterson, VP of business
development for freight-forward-
ing company Rock-It Cargo, says
he is somewhat surprised at robust
early business on the concert
scene in 2005.

“We were tentative about hail-
ing this year as strong for us as
last year due to last year’s ticket
numbers, but as yet, we haven’t
seen any cutbacks,” he says. “If the
first two months are any indica-
tion, this year looks phenomenal.
We were worried about the low
value of the dollar worldwide hav-
ing an influence over the cost of
touring internationally, but we
were clearly wrong.”

Gauging touring business
activity is tricky, Masterson adds.
“It is extremely hard to project
this business,” he says. “Rumors
always fly, and we do our little
rain dance to bring hope that a
tour might happen, but honestly
we never really know. The out-
look looks very good.”
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staging business worldwide.

Today DeMeyer is the principal
owner of the company. Stageco
has built an international and
worldwide network headquartered
n Belgium, with offices in Berlin
and Augsburg, Germany; Lisle Sur
al Sorgues. France; AD Lochem,
the Netherlands; and Colorado
Springs, Colo., and will soon open
one in Baltimore.

Stageco clients include the
Rolling Stones, Metallica, Dave
Matthews Band, Jimmy Buffett,
Clear Channel Entertainment
Janus Jazz Aspen, the NFL, TNT
Sports, NBC, the Olvmpic Games, |
Ozzfest, MTV and the Rolling Rock
Town Fair.

NOCTURNE PRODUCTIONS

San Francisco

Paul Becher and Bob Brigham,
partners and co-CEOs |

Nocturne Productions was estab-
lished in 1981 as the video touring
company for the rock band Journey,
the first to use video on a major

tour. The company grew by nailing
down such tours as the Who, the
Police, David Bowie, Michael Jack-
son, U2 and Tina Turner.

The focus in the early days was
on large-scale video projection. In
2001 Bob Brigham and Paul

Becher took over as co-CEOs and |
changed the direction of the com
pany. With the advent of digital and
LED technology, Nocturne became
an innovator on how video is used
in production. |

This year Nocturne is moving to
a larger, more modern facility. Key
clients in 2005 include Paul McCart-
ney, Elton John, the Eagles, Cher,
Nine Inch Nails, Prince, Avril Lavi
gne, Velvet Revolver, Sarah McLach-
lan, Slipknot and Anastacia.

PYROTEK SPECIAL EFFECTS

Las Vegas

Doug Adams, president/designer

Now in its 25th year, Pyrotek
Special Effects has developed a rep-
utation as a dependable and cre
ative pyrotechnics firm for the
touring industry.

Among the innovative prod
ucts Pyrotek takes on the road is
the Dragon, a custom flame-
throwing gas effect first pio
neered for Kiss and later used by
Metallica, Britney Spears, Kid
Rock and others.

Other recent Pyrotek clients
include the Trans Siberian Orches-
tra, Justin Timberlake, Shania Twain
Green Day and Paul McCartney.

Pyrotek also oversaw the pyro-
technics display during the Super
Bowl XXXIX halftime performance
by McCartney, with president,
designer Doug Adams himself deto-
nating the charge during McCart
ney’s “Live and Let Die.
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GROSS/

ATTENDANCE/

Meibourne, Australia
March 22-24, 28

ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER
NEIL DIAMOND Rod Laver Arena, $3,209.995 45,873 Dainty Consolidated

(54,085,003 Australian}
$78.19/847.15

NEIL DIAMOND

Sydney SuperDome,

$3,105.766

four sellouts Entertainment,

Sal Bonafede

43,780 Dainty Consolidated

Sydney (83,920,432 Australian) three sellouts Entertainment,
March 11-13 $78.82/347 .53 Sai Bonafede
NEIL DIAMOND Brishane Entertainment $2,291.296 34,521 Dainty Consolidated
Centre, Brisbane, Australia  ($2,909,324 Australian) three sellouts Entertainment,
March 15-16, 30 $78.36/$47.25 Sal Bonafede
NEIL DIAMOND Westpac Stadium, $2,220,117 32,226 Dainty Consolidated
Wellington, New Zealand (33,028,808 New Zealand)  sellout Entertainment,
March 5 $72.93/$43.98 Sal Bonafede
THE ALLMAN BROTHERS BAND Beacon Theatre, 51,958,645 28123 Clear Channel li
New York $104/S79/$74.49/$43.43 28,693 ten shows Entertainment
March 10-12, 14-15,17-18, 21-22 nine sellouts
EAGLES Air Canada Centre, $1,885,025 18,298 AEG Live
Toronto (82,297,663 Capadian) sellout
March 29 $206.13/$29.74
NEIL DIAMOND Subiaco Oval, _81.696,855 23,605 Dainty Consolidated
Perth, Australia (82,134,301 Australian) sellout Entertainment,
March 19 $79.11/847.70 Sal Bonafede
EAGLES Bell Centre, $1,368,032 15,423 AEG Live, Gillett
Montreal {$1,665,995 Canadian) selfout Entertainment Group
March 28 $102.64/526.69
ROD STEWART MGM Grand Garden, $1,253,805 11.338 in-house
Las Vegas $157.50/8105/$52.50 sellout
April 2
EAGLES Dunkin' Donuts Center, $1,243,.254 12,986 Clear Channel
Providence, R.I. $127.50/827 sellout Entertainment
March 19
NEIL DIAMOND Westpac Centre, © $1.096.716 17,014 " Dainty Consolidated
Christchurch, New Zealand  ($1,493,635 New Zealand} two sellouts Entertainment,
March 7-8 $73.05/$44.06 Sal Bonafede
GEORGE STRAIT, DIERKS BENTLEY, Kemper Arena, $990.628 17.266 The Messina Group/
AMBER DOTSON Kansas City, Mo. $60.50/$50.50 sellout AEG Live
March 4
NEIL DIAMOND "~ Adelaide Oval, R $961,058 15691 Dainty Consolidated
Adelaide, Australja (81,244,765 Australian) 24,178 Entertainment,
March 26 $76.82/$46.32 Sal Bonafede
BOB DYLAN, MERLE HAGGARD, Pantages Theatre, $930,792 13,595 Nederlander
AMOS LEE Hollywood $72/$50 five sellouts
March 21-23, 25-26
ELTON JOHN TD Waterhouse Centre, $795,050 13,702 Clear Channel
Orlando, Fla. $75/835 sellout Entertainment
March 19
- _ 4
ROD STEWART Save Mart Center, $767.252 8.497 Nederlander
Fresno. Calif. $96.75/$76.75/351.25 sellout
March 29
JOSH GROBAN, CHRIS BOTTI Mandalay Bay Events §725,408 8,897 Ciear Channel
Center, Las Vegas $120.75/$42 sellout Entertainment
March 19
SANTANA Coliseo de Puerto Rico José $696.718 10,677 Rocktropic, PRPC Events,
Miguel Agrelot, Hato Rey, PR.  $120.50/$35.50 13,215 Water Brother-Evenpro
April 1
GEORGE STRAIT, DIERKS BENTLEY, Allstate Arena, $689,204 13,504 The Messina Group/
AMBER DOTSON Rosemont, 1. $59.50/849.50 15,135 AEG Live
March 3
MARK KNOPFLER Sydney Entertainment $627,258 9,236 Michael Chugg
Centre, Sydney {$793,395 Australian) 9,500 Entertainment, Jack
March 16 $86.97/$59.30 Utsick Presents
| MARK KNOPFLER " Rod Laver Arena, $589,321 8,605 Michael Chugg
Melbourne, Australia {$739,735 Australian) 9,500 Entertainment, Jack
March 12 $87.19/$59.46 Utsick Presents
MOTLEY CRUE Pengrowth Saddledome, $588,039 12,353 House of Blues Canada
Calgary. Alta. {8711,172 Canadian) sellout
April 1 $62.43/$40.93/$24.39
| MOTLEY CRUE Rexall Place, 572,758 1230 " House of Blues Canada
Edmeonton, Alta. ($695,728 Canadian) sellout
April 2 $62.16/$40.75/$24.29
ROD STEWART Santa Barbara Bowl, $561,071 4,443 Nederlander
Santa Barbara, Calif. $166.50/$133.50/ sellout
March 30 $103.50/$73.50
VELVET REVOLVER, Credit Union Centre, $550,041 5,321 House of Blues Canada
THREE DAYS GRACE Saskatoon, Sask. ($669,565 Canadian) 7.200
March 27 $105.97/573.11/$56.68
MARK KNOPFLER Brisbane Entertainment $515,183 7.612 Michael Chugg
Centre, Brisbane, Australia  ($648,600 Australian) 8,000 Entertainment, Jack
March 17 $87.37/$59.57 Utsick Presents
KCRW A SOUNDS ECLECTIC EVENIN(:%: Universal Amphitheatre, $491.845 5.277 House of Blues Concerts
COLDPLAY, PAUL BUCHANAN, CAFE TACUBA,  Universal City, Calif. $150/3100/$75/540 sellout
VAN HUNT, JOSEPH ARTHUR & OTHERS March 12
DURAN DURAN, IMA ROBOT General Motors Place, $480,849 8.299 Ciear Channel
Vancouver ($597,841 Canadian) sellout Entertainment
March 4 $63.54/$39.41
MARK KNOPFLER Bowl of Brookland, New  $462,633 7124 Michael Chugg N
Plymouth. New Zealand {5621,101 New Zealand) 14,066 Entertainment. Jack
March 19 $93.11/859.59 Utsick Presents
KEITH URBAN, GORDIE SAMPSON Pengrowth Saddiedome, $440,858 11,320 House of Blues Canada
Calgary. Alta. {$536,350 Canadian) 11,718
March 31 $40.69/832.47
MARK KNOPFLER Burswood 