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Wynton Marsalis,
aony Get Behind
Nine Aibums In °33

Rocket’s Elton Riding

ADVERTISEMENT

THE ROOTS

THE NEW ALBUM
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“YOU GOT ME”

Performing live on

Late Night w/David Letterman

March 2nd

No. 1 VIDEO

L

Bad Co. Reunites With
Iﬂlll', Album On Elektra

See Page 3 |

GL®BAL MUSIC PULSE

Varieties Of Jazz Around
The World And Its Greators

source-Tagging Is
Goming To DVD, VHS

BY SETH GOLDSTEIN

NEW YORK—Source-tagging, an

anti-theft technology that the U.S.

music industry has waged a tortur-

ous campaign to implement, will

start protecting DVDs and video-
. cassettes this

DVD ./

Columbia
TriStar Home
Video begins
applying its

tags—which will be from one of
two competing electronic arti-
cle surveillance (EAS) compa-

(Continued on page 77)

LATIN VUGG PACK

A FOCUS ON PUERTO RICO

 FOLLOWS PAGE 38

High With ‘Aida’ Set

BY CHUCK TAYLOR
NEW YORK—When Elton John ex-
pressed interest in
working on a second
project with Tim Rice
for Disney, he made one
thing clear: He wanted
something more “dan-
gerous” than the 10
million-selling, Oscar-
winning soundtrack to
the animated film “The
Lion King” that the
pair created in 1994.
The folks at Disney
came through, all right. They sug-
gested that John adapt the Verdi
opera “Aida” into a musical stage
production, complete with an accom-
panying pop/R&B soundtrack that
would bring its music to the masses.

JOHN

“Tim and I didn’t give it much
thought, actually; we just said yes,”
says John. “It’s such a
great story, and it was
too interesting and too
challenging to turn
down. I'd never done
anything especially for
the stage before, so it
was a first for me,
something completely
different.”

The result is a multi-
tiered musical journey
that evokes a new level
of artistic mastery for John—Ifirst as
the writer of some 21 songs with
Rice created specifically for the
stage, followed by the mastermind-
ing of an album that translates the

(Continued on page 76)

Retail Reacts To ‘Madison’

BY DON JEFFREY

and ED CHRISTMAN

NEW YORK—U.S. music merchants
have been shut out of the
Madison Project in its first
consumer trial—causing |
confusion among stock mar- ‘
ket investors who apparent-
ly believe that the digital-
delivery test may signal the
eventual exclusion
of retailers from
the music market-
place.

In the two days after the major-
label project was formally announced
Feb. 8, shares of the three publicly
traded U.S. music chains lost a com-

NEWS ANALYSIS

bined total of 8175 million.
In the music technology venture
with IBM, the five major record com-
- panies—Sony, EMI, Univer-
sal, BMG, and Warner
Music—say they will initial-
ly provide 1,000 albums and
several hundred singles for
| sale through digital down-
_ loading in the project’s six-
to nine-month trial
starting in late
spring. The an-
nouncement had
been anticipated (Billboard, Dec. 26,

1998).

The 1,000 homes participating in
(Continued on page 83)

BY MELINDA NEWMAN

LOS ANGELES—Ever since
the release of his first Columbia |
album in 1981, trumpeter Wyn-

COLUMBIA|

MARSALIS

ton Marsalis has been one of

| jazz’s most prolific contributors. |

However, even by his audacious
(Continued on page 79)

0z Biz Frets Over
Emerging Parallels

BY CHRISTIE ELIEZER

SYDNEY—The worst fears of many
in the Australian music industry are
showing signs of becoming reality.
Two of the country’s top specialty
music chains, HMV and market

Euro Music Biz Applauds Vote On
Copyright Directive . . . Page 7

leader Sanity, are sourcing a limited
number of cheap parallel imports
from Asia and retailing them at
prices that are significantly lower

(Continued on page 72)
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Okay, so technically So Much For The Aﬂﬁl‘g'OW was Everclear’s third album,
following their acclaimed indie album World Of Noise and their platinum-selling
Capitol debut Sparkle and Fade. But we’re getting factual, not technical. And the facts
are: 90 Much For The Afterglow is a follow-up phenomenon. Never out of the top
100 since its release 70 weeks ago, it’s gone multi-platinum on the strength of three
chord-striking commercial singles “Everything To Everyone,” “I Will Buy You A
New Life” and the provocative “Father Of Mine.” Airplay from those three singles
garnered the band Billboard’s Hot Modern Rock Artist of the Year and a recent Grammy
nomination. Meanwhile, the fourth single, the ironically-named “One Hit Wonder,”
is just hitting the airwaves while its
amazing video (another Everclear
trademark) debuts on MTV.

These days, if a highly-anticipated
follow-up album debuts, as Everclear
did, at number 33, it's already
considered a failure, destined to tumble
off the charts in a few terrifying weeks.
Which makes the slow and steady success
of S0 Much For The Afterglow all the
more satisfying. It’s about breaking a
band, not a song. It’s about great
writing, constant touring and belief from
every level of the label.

It’s about betting on the tortoise in a
hare-obsessed world.

m-u-I-t-i-p-1-a-t-i-n-u-m

www americanradiohistorvy com
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It’s Good To Keep Bad Gompany Again

When they were good, they were very good, but when they were
Bad, they were best. Way back in September of 1973, three orphan
stars of beloved rock bands were starting over in a joint rehearsal
session. Gathered at vocalist Paul Rodgers’ house in England in
search of new musical moorings were Rodgers and drummer Simon
Kirke, of the recently dismantled Free, and guitarist Mick Ralphs,
who'd just bolted from his job as Ian Hunter’s sidekick in Mott The
Hoople. Gaining confidence as a trio, they “had a working name of
Rubber Knickers,” recalls Kirke.

Two months into the group’s woodshedding, former King Crim-
son bassist Raymond “Boz” Burrell signed on, and the band was
complete but still “didn’t really have a name,” according to Kirke.
While walking down the main street in his hometown of Guildford,
Surrey, Rodgers spied a movie billboard advertising a 1972 Civil
War-era horse opera by “Bonnie And Clyde” director Robert Ben-
ton that featured Jeff Bridges and Barry Brown as runaways who
form a bank-robbing team—*“Bad Company.”

“It didn’t have quite the same ambience as Rub-

Rodgers breaks into a sandpaper snigger and then stops. “But
another part of the thing for coming together is that when I left the
band [in 1982), they asked if they could still use the name Bad Com-
pany, and I was iffy about it but said yes. And then I didn’t like what
1 started to hear coming back [on five albums between 1986 and
1995]. I wasn’t too happy when I heard clone Paul Rodgers singers,
because I feel the band had a certain integrity, and I want to put
that back, really, put a cap on that.” The initial reunion sessions for
the Company men took place last November at a studio in Surrey.
Kirke remembers, “We were like dogs circling each other.”

“So,” Rodgers says, “I just said, ‘Let’s do “Can’t Get Enough,”’
because it’s got three simple chords; it's a key that I can take by the
throat, and it rocks. I counted off the familiar 1-2, 1-2-3, and—
boom!{—it just all locked back together for the first time in almost
20 years. Everybody said, ‘Oooh yeah,” and one of the crew walked
up and said, ‘Man, I’ve heard you sing that song so many times, but
that’s the first time I've heard it with the original guys,’ which was

pretty cool.”

ber Knickers,” Kirke admits of the cinematic han-
dle, but after Paramount Pictures granted permis-
sion to the band to use the tag, it stuck—with a
vengeance. Few fans can forget the eerie guitar trac-
ery, wary tread of piano, and faint cymbal flourish-
es that tumbled into the myth-spinning fun of the
“Bad Company” album’s ominous signature cut,
which told a tale of “rebel souls, deserters” and their
infamous trail of tumult through “these towns, they
all know our name.”

Playing its inaugural concert on March 9, 1974, at
City Hall in Newcastle-Upon-Tyne, Bad Company
was signed to Island Records in the U.K. and the Led
Zeppelin-owned Swan Song label (distributed by
Atlantic) in the U.S. The debut album was recorded
in 10 days in Zeppelin’s mobile studio and hit No. 1 in
the U.S. in the summer of "74, with the sudden glob-
al success of the first single, “Can’t Get Enough,”
creating an overnight stadium headliner. Eight years

TO MY EARS

_!:! Timothy White

Since the group members had learned the demos
of Ralphs’ and Rodgers’ new material in advance,
they roared straight into Ralphs’ “Hey, Hey.”

“And it was great,” says Rodgers. “ ‘Hey, Hey’ was
just such an obvious choice for a single, with that
same easy groove. But we almost couldn’t get Boz to
play that,” he adds with a lingering edge of exas-
peration. “Boz thinks of himself as a sort of pure jazz
musician, bless his heart, and he brings taste and
class to the band—but I told Boz [shouting], ‘Don’t
talk to me about credibility! "

The reconstituted rock combo collapsed in laugh-
ter, the gap of the checkered past bridged by a recap-
tured camaraderie, and the rest of its new songs—
Ralphs’ steady-rolling “Ain’t It Good” and Rodgers’
droll “Tracking Down A Runaway” and the charac-
teristically mythic “Hammer Of Love” (co-written
with Cynthia Kereluk)—resealed its bond with the
glue of a new agenda. The new material’s coherence
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and six superb studio albums later, it was all over for
the founding foursome. But beginning with a live, pay-per-view con-
cert May 21 at the House of Blues in Orlando, Fla., the original
members will reconvene to kick off a celebration of the 25th anniver-
sary of the “Bad Company” album that includes a projected warm-
weather tour of 20-30 dates, as well as the release of “The ‘Original’
Bad Co. Anthology” (Elektra, due March 23). The two-disc set is a
33-track monument to some of finest and most radio-friendly hard
rock ever chiseled, with four solid new studio tracks (including the
leadoff single, “Hey, Hey”) forming the capstone. Since it also
arrives in a year many feel will mark a strong resurgence for rock
bands, it’s only fitting that these past masters get a head start.
“What happened, frankly, is that Mick and I sat down at a meet-
ing last year regarding our huge back catalog of Bad Company
songs,” says Rodgers. “They still get used a lot in movies [“Can’t
Get Enough” in “Wayne’s World 2,” 1993; “Burnin’ Sky” in ‘Jerry
Maguire,” 1996; “Feel Like Makin’ Love” in “G.1. Jane,” 1997]. And
somebody suggested, ‘Wouldn’t it be a good idea to put together an
anthology, an overview of the whole band?’ And from there the idea
would be, ‘Wouldn’t it be nice to put down some new tracks? and
then, ‘Wouldn’t it be nice to tour? ”

also ensured one of the concert tickets of '99.

For anyone somehow unapprised of Bad Company, it conceived
the popular apex in the early 1970s of a blues/R&B/rock alloy that
could be compacted without compromise. Arriving in smoldering
singles-length radio parcels, the lean excellence of Ralphs’ spare
power chords, Kirke’s hydraulic down-strokes, Burrell’s agile throb,
and the stern purr of Rodgers’ hoarse seductions was a perfect sonic
booby trap in America’s high school dances and roadside jukebox-
es, ruining the false decorum of President Nixon’s corrupt reign
with a dose of raw reverence for the soul, the sensuality, and the
drive for personal candor on which rock had been built.

“Though we were English, lots of people thought we were Amer-
ican,” says Kirke, “and we kind of grew up in America. Paul’s main
influence was Otis [Redding], and mine was Al Jackson [of Booker
T. & the MG's], and we loved the blues. Free was a blues band until
we discovered soul: Wilson Pickett, Aretha Franklin. Someone
asked me what the success of Bad Company was about, and my
answer was the songs. Unlike Led Zeppelin, none of us were really
that brilliant individually—with the exception of Paul—but bloody
hell, we tended to focus our energies and egos on those three- and
four-minute packages. So we're united again in the same cause.”

Black Promoters’ Suit Supported With Protest
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This story was prepared by Ray Waddell,
reporter for Amusement Business.

NASHVILLE—Five prominent African-
American promoters hoped to raise public
awareness of their $700 million discrimi-
nation lawsuit against the nation’s top pro-
moters and booking agencies with a Feb.
11 protest outside the Los Angeles head-
quarters of the William Morris Agency
and Creative Artists Agency (CAA) (Bill-
boardBulletin, Feb. 9).

Also scheduled to participate were the
Rev. Joseph E. Lowery, president emeri-
tus of the Southern Christian Leadership
Conference, and the Rev. Al Sharpton.

The promoters were to present letters
to Arnold Rifkin, president of the William
Morris Agency, and Richard Lovett, pres-
ident of CAA, from Leonard Rowe, presi-
dent of the Black Promoters Assn., asking
“to meet with you and urge you to imme-
diately change your business practices so

that our members and qualified black con-
cert promoters can do business with your
company on a level playing field.”

The letter further asks that black pro-
moters “be judged only by our business
ethics and qualifications and with disre-
gard to race, creed, color, or religion.”

The letter also states, “We recognize
that you may be pressured by white man-
agers and promoters to maintain the pre-
sent discriminatory structure prevalent in
our industry today, but it is indecent, im-
moral as well as illegal and should cease.”

The promoters filed a lawsuit on Nov. 19,
1998, in U.S. District Court in New York
against 11 major booking agencies and 29
concert promoters (Billboard, Deec. 5,
1998). The complaint alleges antitrust and
civil rights claims, charging a longstand-
ing conspiracy that has kept black pro-
moters from promoting shows by white
headliners and top-selling black acts.

“The goal of the rally is to call attention

to the music industry, in particular the
black music industry, to the fact that these
business practices have existed and con-
tinue to exist,” says Robert Donnelly, an
attorney representing the black promot-
ers. The five promoters are Rowe Enter-
tainment (Leonard Rowe) of Atlanta; BAB
Productions Ine. of Charlotte, N.C. (Ber-
nard Bailey); Sun Song Productions in
New York (Jesse Boseman); Summitt Man-
agement in Memphis (Fred Jones); and
Lee King Productions, Jackson, Miss.

“We want to show the public that these
agencies refuse to do business with black
businessmen and people of color on a level
playing field,” Rowe says. “We're going
hand to hand to the public.”

Donnelly says that on Feb. 15 the defen-
dants will be required to file their answers
to the lawsuit. “After that, we start what's
known as the ‘discovery phase’ of the case,
which includes the taking of depositions

(Continued on page 78)

BILLBOARD FEBRUARY 20, 1999

www americanradiohistorvy com

3


www.americanradiohistory.com

~“~0ZXI

wmrQ2-—-w

No. 1 IN BILLBOARD

VOLUME 111 * NO. 8

PG.

No.

THIS WEEK THIS WEEK THIS WEEK BI"b.CII" THIS WEEK THIS WEEK THIS WEEK

Top OrF Tue News

6 Flaco Jiménez will receive El
Premio Biliboard for expanding
the worldwide scope of Latin
music.

Armists & Music

8 Executive Turntable: Pairi-
cia Robinson is named senior VP
of human resources af EMI
Recorded Music North America.

10 Australian power trio Silver-
chair gims to shed its grunge
image with “Neon Ballroom.”

10 The Beat: Collective Soul
preps its new album, *Dosage,”
as the set’s first single tops the
Mainstream Rock Tracks chart.

12 Boxscore: Timbiriche gross-
es more than $3.5 million at
Auditorio Nacional in Mexico City.
16 Popular Uprisings: Video-
drone reinvenis itself with a new
name and a new attitude.

17 Reviews & Previews:
Sharing the spotlight are the
Chieftains, Collective Soul, and

FLALD JIMENEL: P.

the original cast recording of
"Hedwig And The Angry Inch.”
20 R&B: BLACKstreet returns
with an album heavy on collab-
orations and love songs.

22 Words & Deeds: Common
and Sauce Money prepare highly

WORIS & DEEDS

GOMMON: P 22

anficipated albums for MCA.

22 The Rhythm Section: Whit-
ney Houston’s “Heartbreak Hotel”
checks in at No. 1 on Hot R&B
Singles Sales.

25 Dance Trax: Donna Sum-
mer sizzles in a live show fea-
turing old favorites and new
work.

27 Country: George Strait
rounds up a star-studded lineup
for his latest tour.

31 Classical/Keeping Score:
Classical label London Records
will switch its name in the U.S. to
Decca.

32 Jazz/Blue Notes: Trum-
peter Russell Gunn releases “Eth-
nomusicology, Volume 1.

33 Songwriters & Publishers:
A candidate for ASCAP'S writer
board goes online to reach vofers.
34 Pro Audio: High-profile
personnel changes abound af
three fop companies.

37 Latin Notas: New develop-
ments in store for Billboard’s 10th
annual Latin Music Conference.

INTERNATIONAL

39 Canadian promoters look
forward to a busy year due to an

increase in local big-name acts.

42 Hits of the World: The
Offspring are “Pretty Fly” in Ire-
land and Belgium.

43 Global Music Pulse: Gin-
man-Jgrgensen’s seli-titled debut
is winning acclaim on the inter-
national jazz scene.

MercHANTS & MARKETING

45 Christian Booksellers
Assn.’s Expo “99 looks af role of
indie book and music stores.

45 Buying Trends: As source-
tagging moves closer 1o reality,
a recent survey reveals a rise in
employee theft.

48 Retail Track: MSI's Ams-
terdam-based Depot 31 is
expanding fulfiliment in Europe

49 Declarations of Indepen-
dents: Remembering Bill
Givens, influential founder of the
Origin Jazz Library.

51 Sites + Sounds: Internet
broadcaster Spinner.com receives
a substantial investment from
Sony.

53 Home Video: Music retail-
ers increasingly take to selling
new and used videos.

54 Shelf Talk: Intervisual
Books joins up with video sales
and marketing firm Fast Forward.

REVIEWS & PREVIEWS
\ $ :
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56 Child’s Play: Kid video
firms search for growth opportu-
nities in a saturated market.

ProcRAMMING

67 Red Steagall's unusual
syndicated program, “Cowboy
Corner,” gains momentum.

69 The Modern Age: Tin
Star’s David Tomlinson reveals

AIRWAVES
e e

-

BETTER THAN EZRA: P 70

the muse behind “Thrill Kisser.“
70 AirWaves: Elekira's Better
Than Ezra carves a hit out of
teenage memories.

71 Music Video: Nashville-
based AristoMedia expands its
scope fo include the promotion of
Tejano music.

FEATURES
52 Update/Lifelines: Mana
sponsors a variety of earth-relat-
ed charity events.
86 Between the Bullets: Teen
stars benefit as young fans flex
their buying power.
87 This Week's Billboard
Online
73 Classified
88 Market Watch
88 Chart Beat: 20 years after
its first UK. No. 1, Blondie
returns to the top.
88 Homefront: Directory of
North American Fairs, Festivals
& Expositions released.
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* I'M YOUR ANGEL * R. KELLY & CELINE DION * JivE {
ADULT TOP 40 68
* ANGEL * SARAH MCLACHLAN * WARNER SUNSET
COUNTRY 28
* | DON'T WANT TO MISS A THING * MARK CHESNUTT ¢ DECCA
DANCE / CLUB PLAY
* IT'S NOT RIGHT BUT IT'S OKAY 26
WHITNEY HOUSTON * ARISTA
DANCE /| MAXI-SINGLES SALES 26
% I'M BEAUTIFUL ¢ BETTE MIDLER * WARNER BROS
HOT LATIN TRACKS 37
% TU * SHAKIRA * SONY DISCOS
R&B
* HEARTBREAK HOTEL 21
WHITNEY HOUSTON FEAT. FAITH EVANS & KELLY PRICE * ARISTA
RAP 22
* WATCH FOR THE HOOK ¢ COOL BREEZE * ORGANIZED NOIZE
ROCK / MAINSTREAM ROCK TRACKS 69
* HEAVY * COLLECTIVE SOUL * ATLANTIC
ROCK / MODERN ROCK TRACKS 69
* EVERY MORNING * SUGAR RAY ¢ LAVA
TOP 40 TRACKS 0
% SLIDE * GOO GOO DOLLS * WARNER BROS
* TOP VIDEO SALES °* 54
* ARMAGEDDON * TOUCHSTONE HOME VIDEO
DVD SALES 54
* THE TRUMAN SHOW * PARAMOUNT HOME VIDEO
KID VIDEO 56
% LION KING lI: SIMBA'S PRIDE * wALT DISNEY HOME VIDEO
RENTALS 56
& THE TRUMAN SHOW * PARAMOUNT HOME VIDEO

BLUES
* WANDER THIS WORLD * JONNY LANG * AsM

No. 1 ON THIS WEEK'S UNPUBLISHED CHARTS

CONTEMPORARY CHRISTIAN

* THE NU NATION PROJECT * KIRK FRANKLIN * GOSPO CENTRIC / INTERSCOPE

GOSPEL

* THE NU NATION PROJECT * KIRK FRANKLIN * GOSPO CENTRIC

KID AUDIO
* MULAN * READ-ALONG * WALT DISNEY

THE BILLBOARD LATIN 50
* COSAS DEL AMOR * ENRIQUE IGLESIAS * FONOVISA

MUSIC VIDEO

* “N THE MIX WITH ‘N SYNC ¢ "N SYNC ¢ 8MG VIDEO

REGGAE

* PURE REGGAE * VARIOUS ARTISTS ¢ POLYGRAM TV

Managers Shouldn’t Be Endangered Species

BY BOB DONNELLY

Good personal managers have become
an endangered species in the music busi-
ness today. In my estimation, it’s one of
the principal reasons that our industry is
foundering both financially and creative-
ly. Who drove experienced managers to
the point of extinction? Primarily music
attorneys, like myself.

Let me acknowledge at the outset that
I may be somewhat biased in relation to
this subject because I did my apprentice-
ship in this business by working for three
years as in-house counsel to Leber-Kiebs,
which was one of the most successful
management companies in the history of
the music husiness. On the other hand,
fearing that I will be dismissed us an apol-
ogist for managers, I feel I need to point
out that the number of artists who I cur-

rently represent exceeds the number of
managers by a ratio of more than 10-to-1.
And T haven’t forgotten that without the
artists, there is no music business!

In the late *70s, it was common for man-

‘By removing the finan-
1 cial incentives, the pool
" of good manager candi-
dates will inevitably be

} diminished’

Bob Donnelly is a New York-based attorney who
has specialized in the music business for more
than 20 years.

agers to sign artists to the “blessed trin-
ity of contracts”: production, publishing,
and management. Because they had so
many potential streams of income from

which to recoup their investments, man-
agers seemed more inclined to risk their
own capital in the development of new
artists.

In addition to doing the expected things
like covering the costs of demo recordings
and rehearsals, companies like Leber-
Krebs would hire vocal coaches, purchase
musical equipment, and put band mem-
hers on weekly salaries so that the artists
could concentrate solely on writing and
recording great music (and all this oc-
curred hefore there was a record deal).
This was all part of a time-proved, but now
discarded, process called “artist develop-
ment.”

Today it would be unthinkable for a
music attorney to encourage a new artist
to enter into even two out of these three

(Continued on page 87)

WORLD MUSIC
* ROMANZA* ANDREA BOCELLI * PHILIPS
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RESPECT MY AUTHORITY!

PICK UP THESE 3 NEW VIDEOS

FROM SOUTH PARKX!

A SHOW SO SUCCESSFUL, IT SHOULDN'T BE LEGAL
Over 4 MILLION videos and DVDs sold to date!

Over $150 million in South Park merchandise sold in 1998!
South Park feature scheduled for release during Summer 19991
All new episodes to air in April 1999

EACH NEW VOLUME OF THE HOTTEST PHENOMENON

ON TV AND VIDEO FEATURES:

EXCLUSIVE-to-video intros from creators Trey Parker and Matt Stone!
6 Never-Before-On-Video episodes includirg the Cartman’s Mom
cliffhanger on one tape — Volume 7!

VOLUME 7: Cat # 36683 «VOLUME 8: Cat # 36684 « YOLUME 9;: Cat # 36585
RE-ORDER
YOLUMES ORDER NOW!
ORDER DUE MARCH 30! « STREET DATE APRIL 27!

\ SEE YOUR
Y- WARNER HOME VIDEO

| A SALES REPRESENTATIVE
el \Cf‘fﬁ f FOR DETAILS.

* Suggested Retall Price. Packagirg Subject to Change. HOME VIDEO “South Park ' and its characters are TM and © 1999 Comedy Central. All Rights Reserved.
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USA/lycos
Deal Points
To Music

BY CATHERINE APPLEFELD OLSON
WASHINGTON, D.C.—The online
powerhouse created by the merger
of World Wide Web destination and
search engine Lycos Inc. and USA
Networks Inc.’s Internet and select-
ed other assets could become a for-
midable contender in the already-
heated battle for customers who buy
music on the Net.

Jan Horsfall, Lycos VP of product
marketing, says that the new entity,
to be called USA/Lycos Interactive
Networks, plans to dive even more
strongly into music sales and will
announce detailed plans within the
next 60-90 days.

“We are going to aggressively go
after the CD business,” Horsfall says.
“We are looking at the best way to
position ourselves in the context of
each company’s relationships as they
stand and finding ways to make deals
with folks,” he says. “One way or
another, we are going to sell a lot of
music on USA/Lycos.”

Under terms of the deal, an-
nounced Feb. 9 and expected to be
approved within the next four to six
months, USA will merge its Ticket-
master-CitySearch Inc., Home Shop-
ping Network, and Internet Shop-
ping Network/First Auction with
Lycos (BillboardBulletin, Feb. 10).
The combined USA/Lycos Interac-
tive Networks will be 61.5% owned

(Continued on page 87)

0 Label Inks
Distrib. Pact
With Atlantic

BY DON JEFFREY

NEW YORK—AQ Records, the label
formed last year by TV shopping
channel QVC, has signed a long-term
marketing and distribution deal with
the Atlantic Group.

The label’s first release is “Foot-
loose—The Original Broadway Cast
Recording,” out Tuesday (16). On
March 16, the second Q title will
reach record stores—‘“Live At
Gilley’s Volumes 1-4,” a four-CD/cas-
sette set of country and rock perfor-
mances from Mickey Gilley’s night-
club in Houston that defined the
urban cowboy scene in the early '80s.

Commenting on the distribution
deal, which has been in the works for
several months (Billboard, Nov. 7,
1998), Alan Rubens, GM of Q Rec-
ords, says, “Atlantic understood the
kind of label we wanted to build. It’s
very creative in looking at different
marketing outlets.”

Ron Shapiro, executive VP/GM of
Atlantic Records, says, “Atlantic has
always been incredibly proactive in
finding every way known to man to
sell records. Clearly QVC is a place
to reach a very active consumer and
one that has been very active in pur-

(Continued on page 78)

Online Go. Atomic Pop Bows

BY PAUL VERNA

NEW YORK—As expected, industry
veteran Al Teller is launching Atom-
ic Pop, a World Wide Web-based
music and lifestyle company special-
izing in electronic commerce, direct
relationships with artists, “lifestyle”
products like comic books and video
games, and co-promotions with non-
music companies.

Scheduled to go online Feb. 12, the
Santa Monica, Calif.-based company
is starting with a small staff and
plans to eventually open branch
offices in New York, London, and
elsewhere, according to Teller.

Serving as Atomic Pop’s founder,
president, and CEOQ, Teller is head-
ing a team that includes managing
director of online operations Serina
Mayer, executive creative director
Jim Evans (aka visual artist TA.Z.),
director of commerce and promotion
Kristin Lieb, and chief technical offi-
cer Lewis Rothman.

“I've long felt that the capabilities
of the Web, as they unfold and be-
come more robust, are going to have
a deep impact on the entire nature of
how we do business,” says Teller in
an exclusive interview with Bill-
board. “Online commerce is just the
first step. What we'’re going to try to
do is take it to some additional levels
and migrate some of the core func-
tionalities of record labels.”

Commenting on Atomic Pop’s
artist-signing policy, Teller says,
“We're going to be very flexible in
our contractual relationships with
artists on some basic issues, such as
ownership of masters. Our artists
can own their masters, and the
lengths of our terms will be shorter
than the industry standard. Also, the
economic split will be more in favor
of artists.”

The company’s first signing is L7,
a female hard-rock band based in

(Continued on page 86)

a0ny To Raise GD Prices

NEW YORK—Effective March 1,
Sony Music Distribution will raise
wholesale prices on audio CDs across
the board by 8 cents, according to a
Sony letter sent to accounts Feb. 2.

The prices of audiocassettes, video
formats, and CDs in the company’s
developing artists and debut artists
programs remain unchanged.

In the new price scheme, the
boxlot price on a front-line $16.98 CD
is $10.78; for a $17.98 CD, it is $11.41.

In the letter, signed by senior VP
of marketing Larry Hicks, Sony says
this is the first time in more than a
decade that it has instituted an
across-the-board price increase.

The letter adds that the increase
was needed to offset the impact of
economic pressures from talent,
marketing, and operational costs.

Danny Yarbrough, chairman of

Sony Music Distribution, says anoth-
er factor in the price increase is that
“the overall cost of doing business
with accounts continues to escalate.”

As expected, retailers are unhap-
py. One merchant wonders how, if this
is the first CD price increase in more
than a decade, Sony classifies the
migration from the $15.98 CD price
standard in the early '90s to the
$16.98 and $17.98 levels used today.

Yarbrough defends the move to
$17.98 list price, pointing out that
when the CD came out in 1983,
$15.98 was the main level, at which
Sony had a boxlot cost of $10.29.

“If you look at the price increases
of other products and compare it to
the rise in CD pricing, the percent-
age increase would be very favor-
able” for the music industry, he says.

ED CHRISTMAN

Uni Studios Splitting Up GIG

BY SAM ANDREWS
LONDON—The Seagram-owned
Hollywood giant Universal Studios is
set to split up CIC—its joint world-
wide video venture with Para-
mount—in favor of integrating its
video and film business with Poly-
Gram Filmed Entertainment (PFE),
the movie subsidiary acquired
through Seagram’s recent purchase
of music giant PolyGram.

The move will come as a result of
the integration of PFE’s internation-
al operations into Universal Studios,
which was announced by Ron Meyer,
president/COO of Universal Studios.

“CIC will operate parallel to PFE,
continuing to distribute Universal,
Paramount, and DreamWorks prod-
uct,” said a PFE statement. “The
decision on future video distribution
outside of PolyGram companies is
under consideration.”

However, PFE executives private-
ly admit that they are already work-
ing on the integration of the Univer-
sal and PFE video businesses, and
CIC executives have flown to the U.S.

for talks on the future of the joint
venture.

Insiders say that PFE could
expect to take over Universal’s inter-
national video releases by the fall.
CIC president Paul Miller could not
be contacted for comment.

The decision to split puts an end to
an 18-year-old business and comes
after talks with Saudi prince
Muhammad Bin Bandur Abdul Aziz
over the sale of PFE broke down.
Seagram decided to integrate both
distributors’ operations in lieu of any
other offers.

“After two months of extensive
evaluation in determining the most
amount of value that PFE brings to
Universal, we have concluded that
retaining PolyGram’s international
operations provides the strongest
strategic advantage,” says Meyer,
who promises that Universal would
be “expanding this integral business
over time.”

Previously, a PFE task force led
by Stewart Till, president of inter-

(Continued on page 78)

BY JOHN LANNERT

Flaco Jiménez, the accordion
virtuoso who has taken the polka-
rooted conjunto sound of his
native Texas to music enthusiasts
around the globe, has been named
this year’s recipient of El Premio
Billboard.

Jiménez will receive El Premio
Billboard during Billboard’s sixth
annual Latin Music Awards, slat-
ed to take place April 22 at the
Fontainebleau Hilton in Miami
Beach.

The ceremony caps Billboard’s
10th annual International Latin
Music Conference, which is sched-
uled to be held April 20-22 at the
Fontainebleau Hilton.

El Premio Billboard is a lifetime
achievement trophy handed out
annually to those recording artists
or industry figures who have
helped expand the presence of
Latino-oriented music beyond His-
panic markets.

Jiménez’s career credentials cer-
tainly fit the ideals embodied by El
Premio Billboard. He has per-
formed toe-tapping sets before

El Premio For Jiménez

Billboard To Honor Conjunto Veteran

audiences throughout the U.S.,
Europe, and Japan at events rang-
ing from presidential inaugurations
to Peter Gabriel's WOMAD festival
in Yokohama, Japan, to the Mon-
treux (Switzerland) Jazz Festival.

Jiménez, who turns 60 on March
11, also has recorded or performed
with an astonishing variety of big-
name artists, including Bob Dylan,
the Rolling Stones, Dwight
Yoakam, Linda
Ronstadt,
Bryan Ferry,
the Clash,
Stephen Stills,
and Ry Cooder.

“It’s a great
honor to receive
El Premio Bill-
board,” says
Jiménez, adding that he enjoys
introducing his music to new audi-
ences and playing different blends
of genres with an assortment of
recording artists.

“I wish Elvis were alive,” says
Jiménez, “and we could cut a disc
called ‘Elvis Goes Tex-Mex.””

(Continued on page 79)

JIMENEZ

Dscar Nominees Will Have
To Wait For Video Surge

BY EILEEN FITZPATRICK

LOS ANGELES—Consumers hop-
ing to catch this year’s Oscar nom-
inees on video before the winners
are announced March 21 will be out
of luck.

Since many of the Oscar nominees
were released in theaters late in the
year, most won't be in stores until the
summer and fall.

Miramax Films’ “Shakespeare In
Love”—which received 13 nomina-
tions, including best picture, best
actress (for Gwyneth Paltrow), best
supporting actor (for Geoffrey Rush),
and best director (for John Mad-
den)—is scheduled for a July or
August release, according to industry
sources. The film was released in the-
aters in December.

“Life Is Beautiful,” another big win-
ner for Miramax, with seven nomina-

tions is also slated for summer release.
The film, which won the top prize at
the Cannes Film Festival last May, has
grossed more than $100 million
worldwide, according to Miramax.

DVD plans for the two films
haven't been finalized, according to
Miramax Home Entertainment ex-
ecutive VP Kevin Kasha.

“We'd like to release collector’s
editions for both, because each cer-
tainly lends themselves for that,”
says Kasha, “but they’re still works
in progress.”

Kasha would not confirm whether
the DVD versions of “Shakespeare In
Love” and “Life Is Beautiful” would be
released day-and-date with the video.

Miramax titles are distributed by
Buena Vista Home Entertainment.

The World War II drama “The

(Continued on page 78)

Russ Bach Is Gourted To
Helm Disney Records

BY ED CHRISTMAN
NEW YORK—The ongoing restruc-
turing of Disney Records by parent
Buena Vista Music Group could move
into high gear if the company lands
Russ Bach, former president of EMI
Musie Distribution (EMD), as world-
wide head of the children’s label.
Sources say that Buena Vista
Music Group chairman Bob Cavallo
and president David Berman have
been negotiating with Bach to head
the label (BillboardBulletin, Feb.

11). If that happens, the company
likely would back him up with a
strong A&R presence with expertise
in children’s music and soundtracks,
according to sources.

Bach would replace Liz Kalodner,
who left Disney Records in early
February. Bach headed EMD, for-
merly known as Cema, from the
summer of 1989 to the summer of
1997, when he was replaced by cur-
rent EMD president/CEO Richard

(Continued on page 79)
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Station Drops Country For Top 40

BY LARRY LeBLANC
TORONTO—Country music abruptly
lost its Toronto voice Feb. 6 when
CISS switched to top 40 Power 92 fol-
lowing the sale of the station by Rawl-
co Communications of Calgary, Alber-
ta, to Rogers Broadcasting of Toronto.

The relaxation of the federal gov-
ernment’s FM radio regulations two
years ago and an increasing supply of
pop product have led to a rebirth of
the top 40 format on Canadian radio.
But label executives and artists here
have cited a significant hole in the for-
mat in the Toronto market, which has
been without a top 40 outlet since
WIC Radio’s AM station CHOG
switched to talk two years ago.

Top 40 programming is heard in
Toronto from nearby stations CING
Burlington, Ontario; CIDC Orange-
ville, Ontario; and WKSE Buffalo,
N.Y. Toronto’s hot AC stations
CHUM-FM and CKFM (the Mix)
also playlist top 40.

Power 92 will run without com-
mercials or on-air talent until its offi-
cial launch March 1. “We'd like to
have all our on-air staff March 1, but
I don’t think that’s reasonable,” says
Chuck McCoy, VP of Rogers Broad-
casting. “We’ll phase [announcers] in
over March. We're still looking for a
PD and station manager.”

With the buyout, all of CISS’ on-
air announcing staff departed, as did
GM Sharon Taylor and PD Danny
Kingsbury. Among those remaining
are assistant PD Julie Adam and
music director Janet Trecarten. The
new station, currently operating on
CISS premises, will move at an un-
specified date to Rogers’ existing
downtown headquarters, where AC
CHFT and talk radio CFTR operate.

Major-label representatives were
told on a conference call on launch
night that Power 92 would be rhyth-
mic top 40, but an air check of the sta-
tion in its first week showed it lean-
ing more mainstream. Among the
tracks heard were ones from the Goo
Goo Dolls, BLACKstreet, Deborah
Cox, Eagle-Eye Cherry, Shania
Twain, Shawn Mullins, the Offspring,
Cher, Britney Spears, and the Mof-
fatts.

“I’'m hearing a lot of pop records,”
says Vel Omazic, director of national
promotion at Sony Music Entertain-
ment (Canada). “Also, in order to
maintain 40% Canadian content [a
condition of its license], you will hear
[Canadian records] which aren’t
rhythmie top 40.”

Canadian-content recordings
heard on Power 92 included those by
Celine Dion, Sarah McLachlan, Bry-
an Adams, Amanda Marshall, Mae-
stro, Joee, d-cru, Prozach, and Sky.

“We will lean to rhythm and pop
over rock and have 2%-hour rotations
of top tracks,” says McCoy. “Most of
the music we play has a common
thread between the pop and rhythm
charts. We will play tunes that are
popular and tunes that are not get-
ting a lot of airplay on other stations.
Deborah Cox is a powerhouse
record, and it virtually gets no air-
play in all of Canada.”

While mourning the loss of coun-
try CISS, Canadian label executives
say they are pleased about the return
of top 40 in the Toronto market.

“We've needed a CHR station with
a strong signal in the biggest market
in the eountry, but we will certainly
miss having a country station,” says
Peter Diemer, VP of national promo-
tion at EMI Music. “Energy 108
[CING] and Hits 103 [CIDC] are
great supporters of top 40 rhythm-
based music, but their full impact has
yet to be felt in the market.”

“QOur company will reap the bene-
fits of the format change, but if you
support country music, it’s depress-
ing what happened,” says Jill Snell,
manager of artist marketing at BMG
Music Canada. “Toronto is a nation-

(Continued on page 83)

Euro Biz Lauds G°right Progress

BY JEFF CLARK-MEADS
LONDON—The European record
industry is hopeful that its latest po-
litical vietory in the fight for copy-
right law relevant to the online
arena will lead to a U.S.-style con-
sensus on new legislation.

On Feb. 10, the European Parlia-
ment approved a final draft of the
Copyright Directive that gives the
music industry many of the protec-
tions it needs for doing business
over the Internet (BillboardBul-
letin, Feb. 11).

Jason Berman, chairman of the
International Federation of the
Phonographic Industry (IFPI), says
he hopes this will bring IFPI’s

Mixed 20 For Seagram

This story was prepared by Carolyn
Horwitz, news editor of Billboard-
Bulletin.

NEW YORK—Seagram’s newly
enlarged music operations brought
both good news and bad news for the
company in its second fiscal quarter,
which ended Deec. 31, 1998.

The results, announced Feb. 11,
include the performance of Poly-
Gram from the acquisition date of
Deec. 10.

Seagram says pro forma results
for the Universal Music Group show
a 17% rise in earnings before inter-
est, taxes, depreciation, and amorti-
zation (EBITDA) to $451 million for
the period and an 11% rise in rev-
enue to $2.2 billion.

A $405 million pretax charge asso-
ciated with the integration of the

Universal and PolyGram music oper-
ations, however, contributed to a
$219 million operating loss regis-
tered by Seagram for the quarter, on
revenue of $3.3 billion. The perfor-
mance nonetheless exceeded ana-
lysts’ expectations, and Seagram’s
stock closed up 1.28% on Feb. 11 to
a 12-month high of $49.31, in a day
of major gains in the market.

In a statement, Seagram presi-
dent/CEO Edgar Bronfman Jr. says,
“Operating performance and pro
forma EBITDA from our music
group were strong, and I look for-
ward to continued growth and mo-
mentum in this core business. The
integration of PolyGram is on track,
and I remain confident we will
achieve our annual savings target of
$300 million by our fiscal year end-
ing June 30, 2001.”

Spec For VD Audio OK'd

BY PAUL VERNA

NEW YORK—A fter months of delib-
erations, the DVD Forum’s Steering
Committee has approved Version 1.0
of the DVD Audio Disc