Warner Expected
To Act Fast On
Daly, Semel Exits

BY MELINDA NEWMAN
and DON JEFFREY

LOS ANGELES—Although
Warner Music Group (WMG)
co-CEO/co-chairmen Bob Daly
and Terry Semel say they plan
to remain at the helm until their
contracts expire at the end of
the year, sources say they
expect Time Warner chair-
man/CEO Gerald Levin to work
quickly to replace them.

The pair stunned Time Warn-
er and the movie and music
industries July 15 when they
announced their resignations as
heads of the music group and as
co-CEO/co-chairmen of the
Warner Bros. studio.

“I don’t think Time Warner
will wait until their contracts
are up to name their replace-
ments,” says a WMG source. In
fact, some sources expect a
WMG replacement to be named
within a matter of weeks and to
be chosen by Levin, Time
Warner president/COO Richard
Parsons, and Daly and Semel.

Nor do sources envision their
replacements running both the

(Continued on page 83)

Retailers Wary Of
Major-Affiliated GOnow

BY ED CHRISTMAN
NEW YORK—Reacting to the
planned merger of CDnow with
Columbia House, record chain exec-
utives caution the online merchant’s
future co-owners—Sony Music
Entertainment and the Warner
Musice Group—not to give their new
affiliate any preferential treatment.
Already, mainstream press re-
(Continued on page 85)

Strictly Rhythm
Marks 10 Years

BY LARRY FLICK

NEW YORK—As it rings in its
10th year of operation, Strictly
Rhythm Records is a rarity in
the fast-burn realm of clubland.
The enduring New York indie is
marking that milestone with a
worldwide series of club events

' 9 w727 | and acommem-
l é}yﬁf/ | orative double-

= CD compilation.
Formed in 1989 by former
NASA engineer Mark Finkel-
stein with underground A&R
guru Gladys Pizzaro, the label
has evolved from a two-person
outfit that cranked out a hand-
ful of 12-inch house music sin-
gles a month into the largest and
most influential dance indie in
the world. With a current staff
of 20 and an office in London,
Strictly Rhythm is the top
(Continued on page 82)
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Web Mkt. Proves Unique

BY DON JEFFREY
NEW YORK—Although there are
few differences between the albums
in the top 10 of Billboard’s Top Inter-
net Album Sales

ly due to the Internet’s particular
demographics or to special online
promotions by the labels, according
to industry executives. Likewise,
titles that signifi-

chart and those on  Bilipoard Bows Expanded ~ cantly underper-
The Billboard 200, a Internet Sales Chart formn online are hin-

deeper look at the Page 66 dered by factors

best sellers on the
Web shows some striking dissimilar-
ities that underscore both the poten-
tial and limitations of online selling.
In the cases where an album has
charted much higher on the online-
exclusive chart than on The Billboard
200, which measures both brick-and-
mortar and online sales, it’s general-

such as low comput-
er usage among their key audiences.
The top six albums on the current
Top Internet Album Sales chart,
which debuted in the May 15 issue
and expands this issue to 20 posi-
tions, also appear in the top 10 of The
Billboard 200, with Limp Bizkit’s
(Continued on page 82)

MiniDisc Revival Brews Abroad

Recorded Product Inventory Grows For Sony Gorp. Format

BY DOMINIC PRIDE
LONDON—Remember MiniDise? In
Japan, it has never been forgotten,
and in Europe, consumers are
beginning to rediscover the
format.

Japanese consumers quickly
embraced it as a medium for
home recording (see story, page 84),
while in the U K. and some continen-
tal European markets, MiniDisc

(MD) is becoming a viable medium
for selling albums. In the U.S,, it has
been mostly relegated to such
“niche” markets as home
recording and sound contract-
ing, according to observers
(see story, page 85).

Warner Music Europe says
it is re-evaluating its position on the
format. Any decision to issue titles

(Continued on page 84)
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Online Music Sector IS Evolving

Jupiter Report Mulls
Digital Sales Growth

BY MARILYN A. GILLEN
NEW YORK—Digital distribution is
coming, and it will be a significant—
and generally positive—sales force
in the U.S. music industry. But don’t
look for it to arrive full-grown next
week—or next year, or the next sev-
eral, even.
Instead, expect to see continued
strong growth in the shorter term—
(Continued an page 92)

MGA’s Blige Keeps
Focus On ‘Mﬁ

]

BY MICHAEL PAOLETTA
NEW YORK—For her sixth
album, “Mary,” MCA recording
artist Mary J. Blige had a
strong desire to keep the focus |
on herself. t
“You can really feel Mary on
this album,” says the singer,
speaking, as she often does, in
(Continued on page 81)
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A VIRTUOSO PITCH. HE IS A MASTER
OF THIS DOMAIN.”
DAILY VARIETY
“His BROADWAY PERFORMANCE
HIGHLIGHTS WHY HE BECAME

IMMENSELY POPULAR IN THE FIRST PLACE.”
N.Y. TIMES

Filmed live in New York at Broadway’s Broadhurst Theater, “I'm Telling
You For The Last Time” marks an historic occasion in the annals of
comic history. Following the finale of his top-rated primetime comedy

TV series, Jerry Seinfeld embarked on an international tour of the classic
stand-up material that made his name, and a closing periormance where
it will be performed for the very last time.
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Amazon, Gircuit Gity In Online War

BY EILEEN FITZPATRICK

LOS ANGELES—Two giants are about to
face off on the Web, as Amazon.com and
leading consumer electronies chain Circuit
City begin selling hardware over the Inter-
net.

On July 13, Amazon opened its highly
anticipated consumer electronics store
offering everything from TV sets to hand-
held computers. The online retailer also
added a toy and games store to its site (Bill-
boardBulletin, July 13).

In addition, Circuit City is putting the
finishing touches on its E-commerce area
and is expected to be up and running by the
end of this month.

While Circuit City has not added a com-
merce element until now, Amazon began
testing the category last November. A select
number of hardware items were sold in a
gift section introduced over the holiday.

“Electronics and toys were the most
requested areas of expansion, according to
our customers,” says Amazon GM Chris
Payne, “and what we’re concerned about is
that we offer the best overall value, selec-
tion, and convenience. We believe this is a
great business to be in.”

In addition to customer requests, Payne
says, the decision to add entertainment
hardware was based on the lack of major
players on the Internet.

“Electronics is very new to the Internet,
and we believe this category is being under-
served,” he says. According to Amazon
research, less than 1% of consumer elec-
tronics purchases are made online.

But the lack of major players in the cat-
egory is about to change with the addition
of Circuit City.

At launch, Circuit City plans to offer
more than 700 brand-name products, which
is expected to expand to 1,100 by the fourth
quarter.

Payne would not disclose Amazon’s total
inventory.

In addition, Circuit City will offer con-

sumers an “Express Pickup” option, which
allows them to pick up their online orders
at their nearest Circuit City store.

Online shoppers will also be able to check
local inventory to find which store nearest

Wxs. MUSIC & MORE |
amazon.com

them has their item in stock. They may also
have the product shipped directly to them
for an additional charge.

Consumers will also be able to exchange
or service their purchases at any Circuit
City store.

A spokesman for Circuit City estimates
that 15% of the company’s customer base
doesn't live near one of its 549 stores.

If Circuit City online shoppers choose to
pick up their purchases at a store, they will
also be given the lowest in-store price on the
day of pickup, regardless of whether the
Web site purchase price was higher.

“Cireuit City’s view is to offer the cus-
tomer the chance to avoid shipping
charges,” says a chain spokesman. “Ama-
zon has to charge shipping, and televisions
aren’t light.” Circuit City will charge ship-
ping and handling on any deliveries that
aren’t picked up at a local store.

Pricing on Amazon’s merchandise runs

(Continued on page 93)

BY PAUL SEXTON
Germany’s flagship trade fair, Pop-
komm, is getting ready to provide the

A New Order At Popkomm

German Trade Fair To Stress New Media

Jjected delegate figures are expected to

at least match the '98 total of 15,924.
“The way people ask for answers [at
Popkomm] has really

help its delegates expect
in navigating an in-
creasingly complicated
multimedia world. This
year’s event, the 11th,
takes place Aug. 19-22 in
Cologne’s Koélnmesse
complex.

A total of 787 exhibitors
from 23 countries have
booked places at Pop-
komm.99 as of July 13,

‘People are
saying, “Show us
the solutions on
how to handle the
Internet”’

- RALF PLASCHKE -

changed,” says Music
Komm deputy managing
director Ralf Plaschke. “It
has always been a meeting
point, with an open atmos-
phere, very communica-
tive. In the last two years,
they are saying, ‘Show us
the people that have the
solutions on how to handle
the Internet.” They want

according to Uli Gross-
maas, managing director
of event organizer Musik Komm. This
compares with last year’s final total of
800 from 24 countries. This year’s pro-

more seminars, speeches,
and presentations rather
than broad discussions.”

Reflecting an increase in the number
(Continued on page 93)

Glear Ghannel/InKsys Launch Net Radio Site

BY CHUCK TAYLOR

NEW YORK—Radio group owner Clear
Channel Communications, in a strategic
venture with Longview, Wash.-based
InXsys Broadeast Networks, will launch
KIIS-FMi this fall, the first Internet-only
radio music site from a traditional major-
market radio station (BillboardBulletin,
June 13).

Such a venture is regarded by many in
the radio industry as the only way for radio
stations to uphold their long-term financial
viability against mammoth Internet-only
radio channels such as Spinner.com and
Broadcast.com, while removing the geo-
graphic boundaries that have limited tradi-
tional broadcasters.

“In essence, we're creating the first radio
superstation,” says Roy Laughlin, head of
Clear Channel Los Angeles and GM of
KIIS-FM. “We're taking the elements that
have made our radio stations successful
today—our programming expertise, our
talent, and our Internet knowledge—and
applying them in a futuristic way.”

KIIS-FMi (www.kiisfmi.com), set to
launch Labor Day weekend, will feature a
new format, Next 40, that complements the
playlist of traditional L.A. mainstream top

some videoclips—20 hours a day. Four
hours, from 8 p.m. to midnight Pacific Time,
will be devoted to live interviews, showeas-
es, and features. KIIS-FMi will utilize
KIIS-FM talent, including popular on-air
personalities Rick Dees and Ellen K.
“Programming is a really large element
of this venture,” says Chris Peaslee, cre-

‘We’re merging a little
bit of radio and
television together’

- LAURENCE NORJEAN -

ative information manager and Web site afi-
cionado for KIIS-FM. “AOL and Yahoo!
may have their own concept, but they don’t
have the strength of what Clear Channel
has with its programming background.
That'’s the real drive behind this, along with
the great Internet team we’re putting
together.”

KIIS-FMi will be advertising-based, with
about 12 minutes of audio inventory an hour,
as well as the potential for video advertising.

companies to launch new groups and debut
new songs.”

The computer screen will also identify
song titles and artist names and will offer
listeners the opportunity to buy the album
being featured; the companies are in nego-
tiations for a fulfillment company. In addi-
tion, KIIS-FMi will integrate InXsys prod-
ucts like online classifieds, auctions,
personals, and E-commerce.

A NEW FORMAT EVERY 60 DAYS

Next 40 is just the beginning, however.
Clear Channel, through its subsidiary City
Casters, and InXsys’ Hot Radio networks
broadeast subsidiary intend to launch a new
format every 60 days—for example, a Span-
ish channel based in Miami, a country out-
let out of Nashville, and a rap station from
Detroit, according to Norjean.

The companies will also syndicate the
new online station internationally. Negotia-
tions are under way in Europe, Asia, and
South America to launch teen-oriented Web
programming, with potential for broadcasts
to be transmitted in local languages.

Many within the radio industry are
heralding this kind of venture as a bold step
forward for the broadcasting business.

——— -—. —  Vice Presidents: Irwin Kornfeld, Karen Oertiey, 40 KIIS-FM. “We're merging a little bit of radio and At a recent industry gathering, WPLY
Director :fltgtra(egic Development: Ken Schlager The Internet channel will showcase new  television together,” says Laurence Nor-  (Y100) Philadelphia PD Jim McGuinn said

Bilboard Music Grou Business Manager: Joellen Sommer artists and songs not yet being heard over  jean, president/COO of InXsys. “This can he was looking into offering multiple
P the radio station—both through audio and  be an incredible showcase area for record (Continued on page 93)
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Top O Tue News
6 The U.K.'s National Music
Council releases a report detailing
the industry’s scope.

Arnsts & Music

8 Executive Turntable: Dieter
Daum is named president/CEO of
Sony DADC Austria AG and chair-
man of Sony Music International
QOperations Group in Austria.

12 RCA considers teens and
adults potential fans of new
ingénue Christina Aguilera.

12 The Beat: The Foo Fighters
are a step away from signing a
deal with RCA.

16 Boxscore: Cher, Cyndi Lau-
per, and Wild Orchid gross more
than $1.5 million in Wantagh, N.Y.

17 Continental Drift: Singer
Yolanda, born Roger Mapes,
offers a blend of jazz-spiced soul
and acoustic-pop songs.

18 Popular Uprisings: The
Puerto Rican trio Fuera De Liga
releases a cover of Ricky Martins
*Livin“ La Vida Loca.”

ARTISTS & MUSIC

CHRISTINA AGUILERA: P 12

31 Reviews & Previews: The
soundtrack to Stanley Kubrick’s
“Eyes Wide Shut” offers an eclec-
tic sampling of sounds.

REVIEWS & PREVIEWS

GHRIS ROGK: P 31

34 R&B: Virgin Records’ new
act Ideai is touted as just that.
35 The Rhythm Section: Translat-
ing the slang of today’s R&B hits.
35 Words & Deeds: EPMD's
greatest-hits CD “Out Of Business”
doesn’t mark a musical end.

39 Dance Trax: Pablo Flores’
remixes take the spotlight.

42 Country: Lighthearted living
inspires Michael Peterson’s
upbeat new album.

46 Classical/Keeping Score:
Visionary label ECM celebrates 30
years as a new-music pioneer.

47 Jazz/Blue Notes: Phil
Coliins releases his first album as
as big-band leader.

48 Pra Audio: Chet Atkins will
give the keynote address at the
upcoming Audio Engineering
Society Convention.

51 Songwriters & Publishers:
Writer/producer/artist Robi
*Draco” Rosa is another post-
Menudo success story.

52 Latin Notas: Fonovisa's pay-
ola charges don't surprise those in
the domestic Latin music business.

INTERNATIONAL
854 Sony Music Enterfainment

lfaly acquires the last remaining
large independent Italian label.
56 Hits of the World: Lou
Bega’s "Mambo No. 57 is No. 1 in
the Netherlands, Austria, Switzer-
land, Spain, and Germany.

57 Global Music Pulse: Cesar
De Melero and DJ Pippi claim
they’re the original resident DJs
on the Spanish Island of Ibiza.

MrrcHANTS & MARKETING

59 Manufacturers of digital-
downloading devices show their
wares at PC Expo.

59 Buying Trends: A recent
survey says copy-depth programs
benefit indie video stores.

62 Retail Track: HMV sets up
shop at the Guinness Fleadh and
other summer festivals.

63 Declarations of Indepen-
dents: Del-Fi Records releases
two-CD set celebrating L.A.'S
International Pop Overthrow fest.
66 Sites + Sounds: BreakTV.
com creates a site for watching
TV at the workplace.

67 Home Videa: The animat-
ed kids’ series “VeggieTales”
grows in popularity.

70 Shelf Talk: Web retailer
Reel.com places kiosks in the
stores of its parent company,
Hollywood Video.

K
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BY PAMELA HOROVITZ

Imagine walking into Tower Records
and seeing posters on the wall for Music-
land. Not likely, you say, and you'd be
right. No company would voluntarily pro-
mote buying from a competitor. And yet,
that very thing is going on in thousands
of retail establishments at this very

moment.

Don’t believe me? Go grab any recent
release and inspect the packaging.
Chances are that somewhere in the pack-
aging there’s a URL listed for both the
artist and the band. No big deal—artists
have been promoting fan clubs in the
packaging for years. So this is simply
taking advantage of the promotional
opportunities of the Internet, right?

Next, open up the new Ricky Martin
CD. The first thing you’ll see is a blow-in

card not for Ricky’s fan club, but for
AOL. Sony didn’t ask retailers if they
wanted to advertise AOL in their stores,
and I don’t think any retailers are get-
ting a promotional fee for helping AOL

E ‘Building a database of
consumers on the backs
. = of the current retail base,
and then using that data-

base to cut the retailer out

! of future sales, is highly
| anti-competitive’

Pamela Horovitz is president of the National
Assn. of Recording Merchandisers.

get new customers—but I bet Sony is.
Now;, pop the Ricky Martin CD into the

ROM drive of your computer. It contains

a hyperlink to Ricky’s Web site (www.

Don’t Ask Retail To Promote Label Gompetition

71 Child’s Play: “The Nuttiest
Nutcracker” videa release is com-
plefe with a major markefing push.

PROGRAMMING
76 MTV prepares its wide-
ranging Web radio service.
78 AirWaves: Shane McAnally
freshens the country-boy-crooner
image with “Eyes.”

79 The Modern Age: Members.
of San Francisco-based Train
marve! at their sudden notoriety.

80 Music Video: Belle Academe
takes the top prize in MTV's “Under
The Radar: Flying Indie” contest.

FEATURES
72 Classifieds
75 Update/Good Warks:
EMusic.com compiles a down-
loadable benefit album to aid
refugees in Kosovo.
89 Hat 100 Singles Spotlight:
“Wild Wild West” shoots fo No. 1.
92 Between the Bullets: Even a
comparatively slow week on The
Billboard 200 shows marked
improvements over last year at
this time.
93 This Week’s Billboard
Online

94 Market Watch
94 Chart Beat: Stevie Wonder

stretches his chart span as a
No. 1 songwriter.

94 Homefront: New VPs of the
Billboard Music Group named.

rickymartin.com), where, in addition to
his bio, photos, interviews, and videos,
there’s a “buy now” button that links you
to www.sonymusic.com (or for those of
vou who might like to buy in Europe,
www.iMVS.com).

Next month, if retailers want co-op
dollars to advertise the Ricky Martin
CD, Sony will make them put these
URLS in their ads, too.

Of course, Ricky and Sony aren’t the
only ones trying to steal the next sale
away from retail. The new Missy “Mis-
demeanor” Elliott release connects you
to www.missy-elliott.com, which re-
sponds to your “if you want to buy”
query by connecting you to www.Elek-
tra.com and the Time Warner store.

The new Biohazard release from Mer-

(Continued on page 16)
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apanish, Golombian Radio
Groups Team Their Efforts

BY HOWELL LLEWELLYN
MADRID—The promotion of Latino
music is set to receive a new global
impetus following the creation of a
venture by two of the world’s biggest
Spanish-language radio groups.
Spanish media con-

U.S,, [a country that is] one of our
main objectives. We want to enter U.S.
and Latin American Spanish-speak-
ing markets to exploit our experience
in music and music radio networks.
SER, which runs a total of 388 sta-
tions—231 of which

glomerate Grupo
Prisa, which owns the
country’s largest pri-
vate radio group,
Cadena SER, has
formed a holding com-
pany with Colombia’s

Grupo Prisa and
Radio Caracol
seek to maximize
music radio in

are wholly owned,
plus a further 157
associated outlets—
also owns four of
Spain’s five most pop-
ular radio music net-
works. SER manag-

Radio Caracol, which . ing director Augusto

has interests in the U.S. and Latin Delkader declined to

U.S., Latin America, A 5 A comment.

and France. merican marrets Radio Caracol
Grupo Prisa’s president Ricardo

director of corporate relations,
Miguel Gil, says the as-yet-unnamed
company will initially own Miami’s
WSUA-AM, New York’s WPAT-AM,
a syndicated Spanish program net-
work comprising 72 channels in the
U.S., three music networks in Chile,
and France’s Radio Latina network,
as well as a stake in a Panama radio
station.

All these properties are already
owned by Radio Caracol, which runs
238 stations—182 in Colombia and 56
inthe U.S. and Latin America. Prisa
is supplying an undisclosed cash
injection and know-how.

Although the Prisa/Caracol deal is
a separate operation, it is directly
linked to the creation earlier this
month in Spain by Prisa of a new
Latino music company, Gran Via
Musical (GVM) (Billboard, July 17).

The new venture will provide a
radio arm to promote the new prod-
uct from GVM, which has set up four
new record labels, a musie publisher,
and a merchandising, management,
and tour promotion company.

Gil says a Prisa team is traveling
to Colombia this month to finalize
details. Both the GVM and Prisa/
Caracol deals are scheduled to close
in September, and plans call for the
enterprise to be operational by Octo-
ber. A Prisa statement says the new
deal, under which Prisa takes a 19%
stake in Caracol, is for the joint
development of music radio in Span-
ish-speaking markets.

Prisa CEO Juan Luis Cebrian—
who was unavailable for comment—
told an SER radio audience that
“Caracol is highly successful and a
magnificent ally. It is present in the

National Vid Week
Gets Mixed Reviews

BY SETH GOLDSTEIN
and EILEEN FITZPATRICK
NEW YORK—National Video Week
didn’t bomb at the Los Angeles Con-
vention Center earlier this month as
naysayers had anticipated. But nei-
ther did the three-day event stage a
complete recovery, according to
numerous participants.
Co-managers Advanstar Commu-
nications and the Video Software
Dealers Assn. (VSDA) put atten-
dance at 11,887, including about
(Continued on page 89)

Alarcon said on the same SER radio
program, “We are uniting two of the
most important companies in the
development of international radio.”

Owned by Grupo Bavaria, Colom-
bia’s biggest business group, Caracol
also runs a private TV station in
Colombia.

Report On U.K. Music Biz Issued

Nat’l Music Council Presents Figures On Industry’s Value

BY MARK SOLOMONS
LONDON—The U.K.’s National
Musie Couneil (NMC), an umbrella
body that lobbies on behalf of the
industry, has provided a tantalizing
snapshot of the value of the business.
The organization has published
research based on definitions it says
are “broadly faithful” to earlier, sim-
ilar works, including an almost iden-
tical one it commissioned in 1996, but
it has taken pains to divorce the new
report from its predecessors.

Industry bodies the British Phono-
graphic Industry—which is repre-
sented on the NMC—and the Music
Publishers Assn. immediately wel-
comed the research, following its
publication July 13. These and other
organizations are expected to use the
research in future government-lob-
bying efforts.

The report provides some trend
data, including an estimate of the net
overseas earnings of U.K.-based
record companies for “invisible”
exports, in other words, licensing and

Two For Song. Caetano Veloso and Beck perform Beck’s song “Tropicalia” at
Veloso's July 3 show at the Ford Ampitheatre in Los Angeles. Veloso is on his
first U.S. tour. Shown, from left, are Veloso and Beck.

Digital Glub Network Formed

BY CARLA HAY

NEW YORK—In an effort to expand
the field of live music online, several
nightelubs in major markets have
banded together to form the Digital
Club Network (DCN) to Webcast
performances from the clubs.

The creators of DCN are calling it
the first Web site devoted exclusive-
ly to streaming live music online 24
hours a day. DCN (www.denlive.com)
is expected to officially debut Tues-
day (20), the opening date of the 1999
Digital Club Festival in New York.

Digital Club Festival—formerly
known as the Intel New York Music
Festival—is an annual event that
showcases new and developing acts
at nightelubs and offers Webcasts of
the performances. This year’s festi-
val takes place Tuesday through Fri-
day (23) in association with the Plug-
In industry conference.

DCN CEO Andrew Rasiej says,
“We actually conceived this idea for
DCN about four years ago. DCN
evolved from the purpose of the Dig-
ital Club Festival, which is to give
artists the ability to leverage tech-
nology to their benefit. The time had
come to extend the idea of archiving

and streaming the festival perfor-
mances to something that was avail-
able at all times.”

DCN, which will be headquartered
in New York, can also be found at the
alternate Web address www.digital-
clubnetwork.com.

So far, nightclubs confirmed as
participants in DCN are New York
clubs the Knitting Factory, the Bot-
tom Line, Arlene Grocery, Brownies,
Wetlands, and Tramps; Great Amer-
ican Music Hall in San Franecisco;
Legends in Las Vegas; the 9:30 Club
in Washington, D.C.; and the Show-
box in Seattle.

“We're in discussions with about
30 other nightclubs in and outside the
U.S. to join DCN,” says DCN chair-
man Michael Dorf. DCN says partic-
ipating clubs will get an equity stake
in DCN.

Both Rasiej and Dorf have exten-
sive backgrounds in the live perfor-
mance business: Rasiej was a
founder of New York’s Irving Plaza,
while Dorf is the owner of the Knit-
ting Factory. He is also the head of
Knitting Factory Records and chair-
man/CEO of parent company Knit-

(Continued on page 85)

royalty income. It shows that this has
declined by 30% overall since 1993. A
sudden rise in 1995 to a peak of 317.7
million pounds ($498 million) has
been followed by an accelerating
decline, with last year’s 207.7 million
pounds ($325 million) down some
21% from 1997.

Meanwhile, net exports of sound
carriers have remained flat over the
past five years at around 100 million
pounds ($156 million) per year, as
export growth has been met with a
corresponding rise in imports.

The NMC also shows that con-
sumer spending on recordings has
gradually risen over the same peri-
od, from 1.36 billion pounds ($2.13 bil-
lion) in 1993 to 1.91 billion pounds
($2.99 billion) in 1998.

The report, “A Sound Perfor-
mance: The Economic Value Of
Musiec To The United Kingdom,”
sponsored by accounting firm
KPMG, follows “The Value Of
Music”—carried out for the NMC
with the University of Westminster
by two of the same researchers in
1996. Another covering the same
ground the previous year was pro-
duced for export body British
Invisibles (Billboard, Feb. 18, 1995).
The NMC, however, believes that
the three sets of data are incom-
patible.

“There have been sufficient
changes (and in many cases, improve-
ments) in the way in which the com-
ponent parts of the business have
been calculated to encourage a degree
of caution in simply comparing aggre-
gate figures on expenditure, value
added or overseas earnings with ear-
lier years,” says the report.

The new work says that the music
industry’s contribution to the nation-
al economy—including live perfor-
mance and recording; music rights;
the manufacturing, retailing, and dis-
tribution of recordings and instru-
ments; and promotion, management,
education, and training—was 3.2 bil-
lion pounds ($5.01 billion) in 1997-98.
The 1996 report put that figure at 2.5
billion pounds ($3.91 billion) for 1995.
Consumer spending was 3.18 billion
pounds ($4.98 billion) in 1997-98,

Key Findings In °87-
"98 U.K. Research
Report

* The U.K. music industry’s
contribution to the national
economy was 3.2 billion pounds
($4.98 billion) in '97-'98.

¢ Consumer spending on
recordings has risen from 1.36
billion pounds ($2.13 billion) in
1993 to 1.91 billion pounds
($2.99 billion) in 1998.

* Gross overseas earnings of
the entire music sector were
1.33 billion pounds ($2.08 billion)
in 1997.

* The music business gener-
ates employment equivalent to
130,300 full-time jobs.

compared with a figure of 2.9 billion
pounds ($4.5 billion) for 1995.

The NMC says that major record
companies employed 3,773 in the
U.K. in 1997, with around 1,000 of
those in manufacturing and distrib-
ution. Joint ventures with majors
account for a further 500, while inde-
pendents employ an estimated 3,854.
It says that there were 40,450 per-
formers and 31,350 music teachers
that year, and some 15,000 working
in music retail.

Other key findings:

 Gross overseas earnings of the
entire sector were 1.33 billion pounds
($2.08 billion) in 1997; payments out
of the country were 813 million
pounds ($1.27 billion), giving net
earnings of some 520 million pounds
($814 million).

* The domestic music recording
sector contributes around 520 million
pounds ($814 million) to the U.K.
economy.

e In 1997-98, British consumers
spent 633 million pounds ($991 mil-
lion) on live performances and 450
million pounds ($705 million) on musi-
cal instruments, while net earnings
from live shows abroad were 90 mil-
lion pounds ($141 million).

Fonovisa Execs Appear In Gourt

Prez, VP Of Promotion Arraigned In Payola Case

BY CHRIS MORRIS

LOS ANGELES—Guillermo Santi-
so and Jesus Gilberto Moreno, pres-
ident and VP of promotion, respec-
tively, for Latin music giant Fonovisa,
pleaded not guilty July 12 to payola-
related charges during an ar-
raignment appearance before a fed-
eral magistrate judge here.

An attorney for Fonovisa also
entered a not-guilty plea in a related
income-tax charge against the label.

However, Santiso’s attorney
acknowledged that Santiso and
Moreno would change their pleas to
guilty at a future court appearance.

“The cases may be joined,” said
attorney Charles L. Kreindler. “We
need to wait until that happens.”

The defendants and attorneys had

no further comment.

On June 30, Santiso was hit with
two federal felony charges of sub-
scribing and abetting false U.S.
income-tax returns in 1992 and 1996.
The government alleged that some
funds funneled to an independent
promotion company were kicked
back to Fonovisa to be utilized for
payola payments to unidentified PDs.
Fonovisa is charged with a single
count of subscribing to false tax
returns.

Moreno faces a separate misde-
meanor count of making an undis-
closed payment to an unnamed radio
station programmer (Billboard, July
10).

The next appearances in the case
are scheduled for Sept. 7.
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A Newsboy Joins Inpop Venture

Sparrow Affiliate To Be Distributed By EMI’s Chordant

BY DEBORAH EVANS PRICE
NASHVILLE—Looking to help
other artists outside the U.S. land
record deals and gain widespread
exposure, Newsboys lead vocalist
Peter Furler and the band’s manag-
er, Wes Campbell, have partnered
with Brisbane, Australia, business-
man Dale Bray to launch inpop (inter-
national pop). The new venture will be
affiliated with the Newsboys’ label
home, Sparrow Records. Distribution
will be through EMI Christian Music
Group’s Chordant Distribution.
Co-owned by the three men, inpop
will focus on finding, signing, and
developing talent internationally.
Furler and Campbell will be involved
primarily with A&R responsibilities;
Bray, who owns Platinum Entertain-
ment Australia, a Brisbane-based
distribution company, will run the
new label, working jointly with the
Sparrow Label Group marketing and
artist development departments.
“This is something we’ve been
talking about for a long time,” says
Sparrow Label Group president

Peter York of discussions with Furler
and his cohorts. “These guys tour
more than just about any act out
there, not just domestically but inter-
nationally. So consequently they
come across things we wouldn't find.”

‘We just want to
give [new acts] the
same opportunity
that we had 10
years ago’

- PETER FURLER -

Exposing talent from all over the
world was the key incentive for the
new label. “We believe in [lots of tal-
ent] that we see overseas all the time,
especially Australia and New
Zealand,” says Furler, himself a
native Australian. “They are some of
the finest musicians and songwriters

This Award’s For You. MCA artist Jesse Powell is presented with a Recording
Industry Assn. of America-certified gold album award for his newest set after the
opening show of the Budweiser Superfest tour at the Universal Ampitheater in
Los Angeles. The album, “ 'Bout It,” has sold more than 500,000 copies. Shown,
from left, are Louil Silas Jr., founder of Silas Records; Marilyn Batchelor, market-
ing director, R&B music, MCA Records; Steve Corbin, senior VP of operations,
R&B music, MCA Records; Randy Jackson, senior VP of A&R, R&B music, MCA
Records; Phillipe Darell, co-manager of Powell; Bruce Reiner, VP of promotion
and rhythm crossover, MCA Records; Powell; Abbey Konowitch, executive VP,
MCA Records; Tina Gomes, co-manager of Powell; Azim Rashid, national direc-
tor of promotions, MCA Records (N.Y.); and Benny Pough, VP of promotion and

R&B music, MCA Records.

RECORD COMPANIES. Dieter Daum is
named president/CEO of Sony
DADC Austria AG and chairman of
Sony Music International Operations
Group in Austria. He was executive
VP of sales and manufacturing.
Susan Genco is appointed senior
VP of business and legal affairs for
Capitol Records Group and senior VP
of operations for Capitol Records in
Hollywood. She was VP of business
and legal affairs for Arista Records.
Mark Feldman is promoted to
senior director of marketing for
Legacy Recordings in New York. He
was associate director of marketing.
Rodger Garfinkel is appointed
senior director of strategic planning
for Arista Records in New York. He
was senior director of financial plan-
ning for MCA Records.
Virgin Records names Thomas D.
Bracamontes senior VP of promo-
tion, Mark Boyd VP of promotion,

DAUM GENCO
Brian Alan Samson national direc-
tor of street marketing and mix-show
promotions, and Brandon A. Padil-
la manager of West Coast mix-show
and street promotions, all in Beverly
Hills, Calif.; Hilda R. Williams co-
national director of urban promotions
in New York; and Jimmy Avant
Southeast regional promotions man-
ager in Atlanta.

They were, respectively, VP of
urban promotions for Sony/500 Music;
national director of promotion; presi-
dent of Blueprint Marketing; promo-

in the world, but they are not very
good at self-promotion . . . Every time
we go into Australia, New Zealand,
and Europe, we see these fantastic
bands and artists. We just want to
give them the same opportunity that
we had 10 years ago.”

Furler says the label will not be lim-
ited to one genre but will sign a vari-
ety of acts. And though the bulk of the
signings will be from countries out-
side the U.S., inpop will not exclude
American artists from the roster.

“Tt will be all kinds of musie,” says
Furler. “A lot of these bands have
grown up in an environment that
doesn’t have Christian radio and
doesn’t have a wall between Christ-
ian and mainstream. It just matters
ifit’s good or not. That’s the environ-
ment we grew up in.”

Furler says one of his missions is
to increase the amount of product
from international acts that Ameri-
can consumers have access to at their
local record store.

The first act signed to inpop is

(Continued on page 85)

BY GAIL MITCHELL

LOS ANGELES—Comedian D.
L. Hughley, hip-hop artist Doc
Holiday, and former Major Coinz
member Liz Leite are the first
artists signed to RuffNation

WA o h
RUFEFNATION RECORDS

Records, chairman/CEO Chris
Schwartz's new joint venture with
Warner Bros. Records (Bill-
boardBulletin, July 13). The label’s
first releases are expected later
this summer and will be distrib-
uted worldwide by Warner Bros.
Also joining RuffNation under
the RuffWorld Entertainment
Group umbrella are independent
label RuffLife, distributed
through WEA’s Alternative Dis-
tribution Alliance, and music pub-
lishing company RuffSongs,

RuffNation/Warner Inks
First Siate Of Artists

administered by Warner/
Chappell. In keeping with
Schwartz’s philosophy of develop-
ing artists at the street level, Ruf-
fLife releases will place an
emphasis on vinyl sales.

“For some time now, we’ve been
trying to build—almost from the
ground up—a new, comprehen-
sive black and hip-hop music
department,” says Warner Bros.
Records chairman/CEO Russ
Thyret. “Besides the fine execu-
tives we have working in the com-
pany, we've also emphasized part-
nering with recognized, talented
executives in both production and
A&R. Chris’ track record in this
area is outstanding. I'm excited
about having Chris and his com-
pany involved with Warner
Bros.—not just as it relates to
black music and hip-hop, but over-
all.”

Schwartz is the former CEO of
Ruffhouse/Columbia, home of Lau-

(Continued on page 16)

Helen Forrest WW2-Era Singer. Dies

BY IRV LICHTMAN

NEW YORK—Surviving a childhood
as a member of a dysfunctional fam-
ily, Helen Forrest brightened and
sweetened the gloom of the Depres-
sion and World War II with some of
the era’s best-remembered vocal hits.

Forrest died of congestive heart
failure July 11 at the Motion Picture
Country Home and Hospital in Los
Angeles; she was 82.

The singer made hundreds of
recordings through her career, be-
ginning with Artie Shaw (1938) on
Bluebird and moving on to Benny
Goodman (1939-41) and Harry James
(1941-43) on Columbia before start-
ing a solo career in 1944. She later
recorded for the MGM and Capitol
labels, among others. Her catalog is
greatly enhanced by the dozens of
special broadcast sessions for the

TURNT

FELDMAN

GARFINKEL

tion assistant; Northeast regional pro-
motions manager, urban promotions,
for Epic Records; and PD/music
director for WYOK Mobile, Ala.

Red Ant Entertainment appoints
Eddie Jorge VP of urban promotion
and George Silva VP of top 40 pro-
motion/East Coast in Los Angeles.
They were, respectively, national
director of urban promotion and East
Coast director/top 40 and hot AC.

Troy Tomlinson is named senior
VP of Gaylord Entertainment’s
Acuff-Rose Music Publishing in

Armed Forces.

With James, Forrest scored sever-
al hits during World War 11, includ-
ing “I've Heard That Song Before,”
“I Don’t Want To Walk Without You,”

and “I Had The Craziest Dream.”

After going solo in 1944, Forrest
and crooner Dick Haymes teamed for
a series of big hits on Decea, in-
cluding “It Had To Be You,” “Togeth-
er,” “I'll Buy That Dream,” and “Oh!
What It Seemed to Be.”

Forrest also had a successful
weekly radio program with Haymes
from 1944 to 1948. The pair had pre-
viously made some duets for James,
and the Decca duets and her big-
band years are widely represented in
her CD catalog.

During her heyday, Forrest, who
was born in Atlantic City, also made
a few appearances in feature films.

Forrest told the harrowing tale of
family abuse in her 1982 autobiogra-
phy, “I Had The Craziest Dream,”
written with Bill Libby. Ill-treated or

(Continued on page 82)

BRACAMONTES BOYD
Nashville. He was VP of the creative
department.

Lou Vaccarelli is promoted to
chief procurement officer and VP of
production and manufacturing for
BMG Entertainment, North America
in New York. He was VP of produc-
tion and manufacturing.

Leslie Burbridge is promoted to
director of national media relations
for Word Records in Nashville. She
was head of the publicity depart-
ment.

Rhino Entertainment names

JORGE SILVA
Wendi Cartwright director of reper-
toire licensing and Mike Engstrom
product manager for Kid Rhino.
They were, respectively, director of
business administration/business
affairs for Red Ant Entertainment
and head of marketing and creative
services for Ark 21 Records.

RELATED FIELDS. Jonathan Kehl is
appointed VP of site development for
digitalpressure.com in Los Angeles.
He was VP of sales for Public Affairs
Technologies Inc.

8
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MARS IS NOW.

TANGERINE
DREAM
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Patty & Troceoli Gome
‘Together’ On Monarch

BY DEBORAH EVANS PRICE
NASHVILLE—Though long known
as two of contemporary Christian
music’s most successful divas, Sandi
Patty and Kathy Troccoli are em-
bracing a bygone musical era on
“Together,” due July 27 on Monarch
Records. The duo’s first recording
together, the album features a sizable
array of pop chestnuts.

Patty is signed to Word Records
and Troeeoli to Reunion Records, but
both have previously recorded on pro-
jects for Monarch, a San Francisco-
based label that is a division of HLH
Entertainment. Patty contributed a
cut to the label’s
“Gershwin On Mon-
arch” album, and
Troccoli recorded a
tune for Monarch’s
Duke Ellington trib-
ute, “Ultimate Elling-
ton.”

“When I re-signed
with Reunion,” Troc-
coli says, “I said, ‘You
guys really need to
give me the freedom
to record another
kind of record,’” and
they did.”

Patty and Troccoli are both man-
aged by Erickson-Baugher Manage-
ment, and Troecoli eredits Matt
Baugher with pitching her for the
Ellington project and helping facili-
tate the new project.

“Together” features Patty and
Troccoli dueting on “Somewhere
Over The Rainbow,”
“Together,” and “Get
Happy"/“Happy Days
Are Here Again.”
Patty performs the
Gershwin tunes “The
Man I Love,” “Sum-
mertime,” “A Foggy
Day,” and “They
Can’'t Take That
Away From Me.”
Patty also sings “The
Last Day,” an inspira-
tional song written by
Brenda Russell.

Troccoli performs
“Come Rain Or Come Shine,” “You
Made Me Love You,” “Embraceable
You,” and “The Trolley Song.”

Troceoli also recorded a new tune,
“I Remember,” which she co-wrote
with Kevin Stokes and Tony Woods.
“Robbie Buchanan produced it simi-
lar to a Disney-type of arrangement,”
says Troceoli.

The tune is the first single from the
project and is garnering airplay on
mainstream AC radio, where Troceoli
has a base of support in the wake of

PATTY

TROCCOLI

previous pop hits such as “Everything
Changes,” “Tell Me Where It Hurts,”
and “I Can Hear Music,” which was
recorded with the Beach Boys. “I
Remember” is getting airplay in the
Dallas; Baltimore; Chattanooga,
Tenn.; Richmond, Va.; and Columbia,
S.C., markets, among others.

Patty and Troccoli are both booked
by the William Morris Agency. They
will be performing select dates
together this year and are slated to
embark on a Together tour in 2000.
The only time the two have per-
formed together previously was when
they were both part of the Young
Messiah Christmas
tour and when Patty
invited Troccoli to
perform on a cruise
she was sponsoring.

Monarch’s Chris
Long says the label
will be launching a
solid campaign direct-
ed at radio, retail, and
media outlets. “There
will be listening posts,
price and positioning
at Borders, a top-shelf
campaign at Best Buy,
the in-store play cam-
paign at Barnes & Noble, the Cireuit
City endeap program, a Hastings
endcap program, and a Sam Goody
program. There will be a Tower four-
color Pulse ad.”

Though the record will be released
July 27 in the general market, Long
says, Monarch wanted more time to
set the record up in
the Christian retail
market, so it will go to
Christian retail Aug.
3 through Word Dis-
tribution.

How it will be
received by Christian
retail consumers
remains to be seen.
“Musically, I think it’s
great,” says Rick
Anderson, buyer for
the Cincinnati-based
Berean chain. “I'm
sure vocally they will
do an amazing job. Practically, I
would have to ask why. I think the
interest in the [Christian Booksellers
Assn.] market will be limited. Chris-
tians may seek it out in secular
stores.”

Long says Patty and Troccoli will
do a satellite media tour the week of
Aug. 15. On Tuesday (20), Monarch
plans to release Patty’s version of
George and Ira Gershwin’s “A
Foggy Day” to adult format sta-
tions.

£

BY BRADLEY BAMBARGER
NEW YORK—No less an authority
than avant-jazz avatar John Zorn de-
seribed the music of trumpeter/com-
poser Dave Douglas as “a living,
breathing organism—an exciting
world of possibilities where anything
can happen.” He also said Douglas’
work is “touched by genius.”

Always a pioneer, Zorn offered
those valuations on behalf of Dou-
glas’’96 Soul Note set “Five.” Since
then, jazz critics and music lovers
have been catching up with similar
superlatives for Douglas’ way of
paying smart homage to his heroes
(jazz, classical, and pop), while forg-
ing his own distinctive soundprint
across several ongoing ensembles.

The ever-active Douglas had a
trio of discs vie for the tops of crit-
ics’ polls last year: “Moving Por-
trait” (DIW), a Joni Mitchell trib-
ute with piano quartet; “Magic
Triangle” (Arabesque), an all-orig-
inals feature for his quartet with
tenor sax; and “Charms Of The
Night Sky” (Winter & Winter), the
luminous debut by his chamber-jazz
outfit of the same name.

So far this year, Douglas has pro-
duced “Convergence” (Soul Note),
the third effort by his string-laced
quintet. And on Aug. 10, Winter &
Winter issues “Songs For Wander-
ing Souls,” the fourth and finest set
yet from his Tiny Bell Trio, with
guitarist Brad Shepik and drum-
mer Jim Black. Last but not least,
Douglas just inked a four-record
deal with RCA Victor that will yield
a sextet album early next year.

The 36-year-old, Brooklyn, N.Y.-
residing Douglas flourishes by
flouting categories, as he pursues
many muses via his various groups.
During the recent Bell Atlantic
New York Jazz Festival, Douglas
packed the Knitting Factory for a
long, rich evening of three shows
with three disparate bands.

Charms Of The Night Sky mines
a vein of Mitteleuropa, coming up
with gems that flicker of Grappel-
li/Reinhardt, Viennese classicism,
and Prague coffeehouses. And
“Convergence” sets his most intri-
cate compositions alongside Messi-
aen and a Burmese folk song. Then
there is the Balkan-accented im-
prov of the Tiny Bell Trio, which
embraces not only czardas but
Schumann transcriptions and the
odd Rahsaan Roland Kirk tune.

“Juxtaposition is something I
consider whether I'm composing,
putting a band together, or pro-
gramming a live set,” Douglas says.
“I want to reflect all my inspira-

tions, but not in pastiche—it should
have variety and unity. And each
record should be unique. I never ap-
proach a session like this is my
‘Jazz’ thing and this is my ‘classical.’
Everything should be sui generis.”

The Douglas aesthetic obviously
thrives on freedom. He produces
his own records, with top engineer
Joe Ferla in the case of “Songs For
Wandering Souls.” And Douglas
says he chose RCA from among
several major-label suitors
“because it seems the most open to
breaking down creative barriers.”

Winter & Winter principal Ste-
fan Winter admires Douglas most

-

DOUGLAS

-MUSIC EDITION
WINTER & WINTER
for his “openness and curiosity,” he
says. “Some musicians have trouble
pursuing more than one direction
at a time, but Dave constantly puts
himself into different contexts.
That’s why he is always growing.”

Most labels “don’t believe in an
artist putting out more than one al-
bum a year,” Winter adds, “but that
is silly in the case of someone like
Dave. If the projects are distinctive
enough, all the activity can be good
for building an audience.”

Seconding that opinion is Bruce
Gallanter, owner of New York’s
Downtown Music. “All Dave’s rec-
ords sell for me,” he says. “A lot of
people search out his records after
first hearing him play with Zorn.
Then ‘Charms Of The Night Sky’
cuts across every kind of buyer.”

Adding luster to “Songs For
Wandering Souls” is the impri-
matur of Winter & Winter, since
“record buyers love the label,” Gal-
lanter says.

Winter’s former label—the Poly-
Gram-distributed JMT—was a
favorite among adventurous jaz-
zers, and his Munich-based Winter
& Winter has earned even more ad-
miration in a short span. The label
reports sales of 500,000 copies of 38
titles in 2% years. Its wares are dis-
tributed by Allegro in the U.S.,

‘Busy Dave Douglas Is Miles Ahead

Winter & Winter Set Due From Trumpeter; RCA Deal Inked

Fusion 3 in Canada, Harmonia
Mundi in France and the U.K.,
Bomba in Japan, and edel in Ger-
many, Austria, and Italy.

Another fan of Douglas and the
Winter & Winter ethos is Jay Tra-
chtenberg of eclectic public-radio
outlet KUT Austin, Texas. The sta-
tion aired past discs and has been
previewing “Songs For Wandering
Souls,” which Trachtenberg also
plans to play on his Sunday show on
commerecial triple-A KGSR Austin.
“Not everyone is going to like Dave
Douglas,” he says, “but then not
everyone likes Diana Krall.”

Next year promises a boon for
Douglas fans, as he will have at
least three discs out as a leader.
The first RCA album will be a sex-
tet tribute to the late Mary Lou
Williams, in the manner of Douglas’
compositional homages to Wayne
Shorter (“Stargazer,” Arabesque)
and Booker Little (“In Our Life-
time,” New World).

Indicative of Douglas’ modernity
is that he tips his hat to his fore-
bears as he strikes out on his own.
In that sense, all his varied work is
a tribute to the resolute individual-
ity of another man with the horn.
“I always think of Miles Davis’
fearless drive to move forward,” he
says. “It’s like being a long-distance
runner. Those who keep looking
back are the ones who lose.”

Douglas has one more indie ef-
fort on the way: “Leap Of Faith,” a
tenor quartet disc due in February
on Arabesque. Set for next fall,
Douglas’ second album for RCA
will be a feature for Charms Of The
Night Sky—violinist Mark Feld-
man, bassist Greg Cohen, and ac-
cordion ace Guy Klucevsek.

Beyond his work as a leader,
Douglas’ expressive trumpet has
long been a key to the Hebraic
harmolodics of Zorn’s Masada
combo—which has 10 studio discs
and two potent new live sets on
Zorn’s Tzadik label. Douglas is also
in pianist Myra Melford’s Same |
River, Twice band, which has its [
second album, “Above Blue,” out on |

|

Arabesque.

In coming months, Douglas trav-
els the Old and New worlds with the
Night Sky group and Tiny Bell
Trio, as well as with Masada. To un-
veil the RCA debut, his sextet plays
a February stand at New York’s Vil-
lage Vanguard. Douglas is managed
and booked in the U.S. by New
York’s Sooya Arts. His European
agent is Saudades Tours in Rotholz,
Austria. His compositions are pub-
lished by Noenmity Music (BMI).

BILLBOARD JULY 24, 1999

www americanradiohistorv com

11


www.americanradiohistory.com

Artists & Music

Aguilera’s Expanding Beyond “Genie’

RCA To Follow Up Song’s Success With Self-Titled Set

BY LARRY FLICK

NEW YORK—As pop ingénue
Christina Aguilera scales The Bill-
board Hot 100 with “Genie In A Bot-
tle,” RCA Records is executing a
multifaceted marketing strategy

AGUILERA

that’s designed to capitalize on the
active teen market—while simulta-
neously exploring the 18-year-old
singer’s potential to connect as well
with adult audiences.

“For us, this is the launch of a sig-
nature artist,” says RCA marketing
VP Nick Cucci of Aguilera’s epony-
mous set, due Aug. 24. “She’s not a
quick-burn teen artist. We're plan-
ning on her being around for a long
time. We're pursuing performance
opportunities to present her as an
artist of extraordinary depth.”

In June, the label showcased
Aguilera in New York, Los Angeles,
Toronto, Las Vegas, and Minneapo-
lis. Aimed primarily at BMG staffers,
as well as local radio and retail reps,
the gigs had the artist performing
the album with only piano backing.

“It was a highly effective way of
presenting her,” says George Harri-
son, assistant musie director at
KSNE Las Vegas. “She has the voice
of a young Whitney Houston. Midway
through the first song, it was clear
that she’s going to be a big, big star.”

Aguilera will offer a similarly
styled performance when she partic-
ipates in the Lilith Fair Aug. 10, 11,
and 13, except these shows will show
her performing tunes from the album
along with a cover of the Etta James
chestnut “At Last.” The dates will
serve as a warmup to a late-sum-
mer/early-fall tour.

Shortly after Lilith, Aguilera will
begin a string of television appear-
ances that include an Aug. 27 spot on
“The Tonight Show With Jay Leno.”
She will join Britney Spears, Tyrese,
and ‘N Sync on “Summer Music

Madness,” a concert special on UPN,
slated to air in late August.

By then, the label plans for the hip-
hop-derived single “Genie In A Bot-
tle” to be omnipresent. So far, the
track has sold 99,693 copies since its
June 22 release, according to Sound-
Scan, which has contributed to it
leaping into the top five of the Hot
100 within three weeks of its debut.
This issue it is at No. 3.

Directed by Diane Martel, the clip
supporting “Genie In A Bottle” has
begun to get active airplay on the Box
and MTV, In fact, it’s attained “buzz-
worthy” status on the latter net-
work’s daily “Total Request Live”
viewer call-in program.

“It’s a dream come true that peo-
ple are responding 1n such a positive
way to my musie,” says the singer,
who is managed by Steve Kurtz. “At
first, I was a little afraid that some
people might not completely get
where I'm ecoming from—particular-
ly with ‘Genie In A Bottle.””

Aguilera is referring to the song’s
occasionally seductive lyrical tone.
Fueled by a chugging groove and
richly layered vocals, the tune is
punctuated by a breathy command to
“rub me the right way.”

“The song is not about sex,” she
asserts. “It’s about self-respect. It’s
about not giving in to temptation un-
til you're respected.”

In faet, Aguilera is anxious to use
the tune as an opportunity to deliver
a positive message to the young peo-
ple who will buy it. “It’s time for
something different,” she says. “It’s
time that music make kids feel con-
fident and secure. And I’'m looking
forward to reaching out and touch-
ing as many of them as possible.”

Among the avenues Aguilera will
pursue on her mission will be the
Internet, on which she is already the
subject of 30 fan-operated Web sites.
She will be hosting an online chat on
Disney’s site Monday (19), and an
America Online chat Aug. 24.

The Wexford, Pa., artist has been
preparing for the chance to reach a
wide audience since she landed a spot
in the “New Mickey Mouse Club” in
Orlando, Fla., at the age of 12, appear-
ing with such current stars as Spears,
JC Chasez and Justin Timberlake of
‘N Syne, and “Felicity” TV star Keri
Russell. From there, Aguilera was
picked to sing “Reflections,” the
theme to Disney’s 1998 hit “Mulan.”

“It was a great way to grow up,”
she says. “I got the most incredible
education, both in terms of who [
wanted to be as an artist and in
terms of how the business works. It
gave me the focus I needed to make
this album.”

The self-titled project provides an
engaging blend of trend-savvy
uptempo ditties and warm ballads
produced by such luminaries as Carl
Sturken and Evan Rogers, ex-Sys-
tem member David Frank, Stephen
Kipner, and Guy Roche.

Owsley Rocks Chicago. Giant/Warner Bros. artist Owsley, center, recently
played Chicago in support of his eponymous debut disc, which features the sin-
gle “Coming Up Roses.” He is doing a series of shows with Chris Isaak and
Fountains Of Wayne. Flanking Owsley, from left, are Warner Bros. regional rep
Julie Muncy and WTMX Chicago music director Jamie Kartak.

SHVURE

Boney James

SHURE

THE SOUND OF PROFESSIONALS. .. WORLOWIDE.

Foo Fighters About To Sign RCA Deal;
New Radicals’ Alexander Pulls The Plug

THIS CLOSE: The Foo Fighters are very close to
signing a deal with RCA Records. According to
sources, the Fighters will release albums on their own
imprint, Roswell Records, and license the material to
RCA. The Foo Fighters, who are currently at Los
Angeles’ Conway Studios working on new material,
were last on Roswell/Capitol but exercised their key
man clause and left the label following last year’s
departure of former president Gary Gersh. The band
is managed by Gas Company Entertainment, the new
company formed by Gersh and John Silva, who man-
aged the band during his tenure at Gold Mountain
Entertainment.

“Someday We'll Know.” Although the label knew
Alexander had issues about being an artist, his deci-
sion and the bluntness of the announcentent came as
a shock. If his antics didn’t seal his fate as a record-
ing artist, his statement that “the fatigue of traveling
and getting three hours’ sleep in a different hotel
every night to do boring ‘hanging and schnioozing’
with radio and retail people is definitely not for me”
certainly will. I'm sure many artists feel that way, but
they realize it’s just part of paying their dues.
Alexander has signed with Lippman Management
to represent him as a producer and songwriter. How-
ever, Direct Management’s Mar-

The band was scheduled to play
at Woodstock '99 later this month
but canceled due to guitarist
Franz Stahl’s quitting the group.
The Foo Fighters’ sophomore
album, 1997’s “The Colour And
The Shape,” peaked at No. 10 on

tin Kirkup says his company
still has the New Radicals under
contraet and will handle any
remaining business for that enti-
ty, although he admits that may
be slim. “Gregg has pulled the
plug on himselt,” says Kirkup.

The Billboard 200.

OTHER CH-CH-CHANGES:
MCA is about to sign Tommy
Lee’s new band, Methods Of Mayhem. The group is
wrapping its album with co-producer Scott
Humphrey . . . In the “you can go home again”
department, look for Bruce Kirkland, former presi-
dent of EMI-Capitol Entertainment Properties (E-
Prop), to go back to Capitol as a consultant on Beat-
les projects . .. Looks like Virgin Records is
undergoing some kind of restructuring, given that {ive
executives have been let go over the last few weeks.
Among those gone or leaving are Bob Frymire, VP of
promotion operations; VP of A&R Danny Goodwin;
VP of video promotion Pam Marcello; Paul Stew-
art, senior VP of A& R/urban; and senior director of
artist development Bruce Henderson. Virgin could
not be reached for comment on the departures.

RADICAL THINKING: Following the sudden
announcement by the New Radicals’ Gregg Alexan-
der that he no longer intends to be a recording artist,
his lahel MCA is “exploring [its] contractual rights
vis-a-vis Gregg Alexander’s future, including explor-
ing litigation,” according to a source.

Alexander, who basically was the New Radicals (he
added members for touring), caught the label by sur-
prise on July 12 when he released a statement saying
that the New Radicals “will no longer be a recording,
promoting, or performing entity” and that Alexander
would now focus on producing and writing material
for other artists. His first project is Danielle Brise-
bois’ RCA album, which is coming in September.

The announcement came just as MCA was prepar-
ing to work the new video for the current single,

by Melinda Newman

Alexander, who had previous-
ly released an album on Epie,
declined to comment on his deci-
sion beyond the statement.

STUFF: Los Angeles-based indie Emperor Norton
has taken 3-year-old Brooklyn, N.Y.-based Kinder-
core Records under its wing. Emperor Norton will
now fund the indie in return for a small percentage
of the masters on future Kindercore releases. Among
the acts on Kindercore are Apples In Stereo’s side
project Dressy Bessy, the Mendoza Line, and Kin-
caid. Dan Geller and Ryan Lewis will continue to
run Kindercore . . . Paul Simon, Wynonna, Stevie
Wonder, and Isaac Hayes are among the artists fea-
tured with the Dixie Hummingbirds on “Music In
The Air,” an Aug. 10 House of Blues release saluting
the gospel quartet’s 70-year career . . . On Friday (23),
Hootie & the Blowfish are slated to take part in
“Reading With Rachel,” a monthly literacy series
sponsored by South Carolina’s first lady, Rachel
Hodges. The boys in the band will read excerpts from
Steven Kellogg’s “Best Friends” to a gathering of
school children at the governor’s mansion.

ON THE ROAD: Galactic, Gov’'t Mule, moe., the
String Cheese Incident, Kevn Kinney, Gibb Droll,
and Keller Williams will kick off the Summer Ses-
sion 99, a monthlong amphitheater tour, July 29 at
Birmingham, Ala.’s Oak Mountain Amphitheater.
Among the acts joining the tour for a limited number
of shows are Phil Lesh & Friends and Ziggy Mar-
ley & the Melody Makers. Capricorn will also
release a live album from the event later this year . . .
Echo & the Bunnymen start a monthlong North
American tour Oct. 1 in Toronto.
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Twao Vets Join Forces AS Slo Leak II United Producers’ ‘Glock’

BY CARRIE BELL

LOS ANGELES—Producer Danny
“Kootch” Kortchmar and R&DB
singer/guitarist Charlie Karp, col-
lectively known as Slo Leak, are no
spring chickens. They boast a com-
bined résumé of collaborative credits
with such superstars as James Tay-
lor, Aerosmith, and Don Henley.

“Damn right I hope it earns us
some special treatment, but if it
doesn’t, we aren’t going to give up,
lay down, and die just because ‘N
Syne is hot now,” says Kortchmar,
explaining his devotion to the sopho-
more Slo Leak release, “When The
Clock Strikes 12,” bowing Aug. 24 on
United Producers/TVT. “We've
worked too hard to get where we are
to just hand over the biz to these
young pups.”

Karp already feels lucky to have
met up with someone who loves gui-
tar, swampy blues, downtown jazz
sounds, old-school R&B, rock, and
funk as much as he does. “We have a
wonderful chemistry, and we’re way
beyond being jealous or challenging
each other in a negative way,” he says.

“Sometimes we don’t even talk to
each other,” Karp continues. “We
exchange fours—you know, play gui-
tar back and fourth to communicate.
He plays a sort of finger-picking,
swamp-style rhythm guitar with
tasteful chord structures. 1 answer
with a more ferocious, barn-burning
rock style. We share a common love
for the genres we are re-creating and
updating.”

It was this shared devotion that
inspired the creation of Slo Leak and
its self-titled first album in 1994.
Kortchmar also needed to express
himself.

“When I produce, I'm helping
someone else find their dream. This
lets me be me,” he says, pointing out
that he is thrilled “Clock” is the first
release on United Producers, the
label he formed with 10 other pro-
ducers last year (Billboard, Sept. 26,
1998). “A band like ours would never
have been signed to a standard label.
United Producers is the only way this
music has a chance to escape to the
general public.”

That’s not to say TVT plans to
serimp on the marketing. “The most
important part of our plan is to get
the story out. These guys have rich
histories and lots of fans, and we

SLO LEAK

intend to cash in on that,” says John
Hammond, TVT director of media
and advertising and Slo Leak’s prod-
uct manager. “It is why we intend to
really target the active adult musie

buyer first, which means focusing on
large chain retailers like Borders and
the more active superstores like Wal-
Mart.”

To make that happen, all albums
will have a sticker that explains who
Karp and Kortehmar are. That will
also be flagged in all advertising, mer-
chandise, and informational materials
supplied to retail and radio. The whole
album will be worked to triple-A and
noncommercial stations in late July.

TVT is also exploring lifestyle pro-
motions with popular vintage cloth-
ing chains, guitar shops, cafes, and
retro music and blues festivals. “The
music has such diverse inspirations

that appeal will be wide, which is why
we don’t intend to stick to a concrete
nine-month schedule,” says Ham-
mond.

TVT hopes to get in a few months
of live gigs, for which the World’s
End-managed act is rehearsing and
interviewing booking agencies,
before Kortchmar returns to his “day
job” (producing) in the fall.

“This won’t be a bunch of guysin a
van doing the blues-bar cirecuit,”
Hammond says. “We are planning
residency tours and select high-pro-
file gigs starting on the East Coast
in August. We will then continue to
work around their busy schedules.”

Filter Takes Its Next Shot With Sophomore Set On Reprise

BY CARRIE BELL

LOS ANGELES—Richard Patrick,
the mastermind behind alterna-
metalheads Filter, believes in karma.

“I’'m a lucky son of a bitch,” Pa-
trick says from the studio he recent-
ly built in Chicago. “How else could
you explain that an Ohio boy walked
out of Nine Inch Nails at the height
of popularity and managed to find
success with a hard rock band in the
midst of a post-alternative grunge
explosion?

“I parted ways with a bandmate
[Brian Liesegang], only to have
another guy step forward with bet-
ter ideas [guitarist Geno Lenardol,”
Patrick adds. “Not to mention that
our fans have stuck by us all these
years with very little to go on.”

Patrick hopes the cosmic retribu-
tion continues when Filter finally

releases its second album, “Title Of

Record,” Aug. 24 worldwide on
Reprise. He realizes expectations are
high based on the success of 1995’s
“Short Bus,” which peaked at No. 59
on The Billboard 200 and sold 622,000
units, according to SoundScan.

“I hope everyone is as absolutely in
love with the record as I am. I want-
ed to it to be undeniable,” he says of
the 11 new tracks. “ ‘Short Bus’ was
a tall, punk-rock, black record, but it's
very early 20s and juvenile sounding.
‘Title Of Record’ takes people to a
new place with tons of hills and val-
leys. There’s electronic musie, bom-
bastic rock tracks, acoustic and "70s
stuff. The songs are well-written and
are about my everyday life. I've
grown leaps and bounds.”

In addition to the band’s growth
and having already established itself
as a household name, Filter will ben-
efit from the current “heavy does it”

climate at radio and retail, Reprise
senior VP of marketing Craig Kos-
tich says. “The timing is perfect, with
alternative and rock radio welcoming
loud, hard acts like Limp Bizkit,

FILTER

Korn, and Marilyn Manson. We are
even seeing pop crossover of these
acts when it comes to sales figures,”
Kostich says. “And if we can broaden
Filter’s audience beyond its platinum

OVD
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base, we will be ecstatic.”

It looks as if they’re already on
their way. The single “Welcome To
The Fold” was leaked to active rock,
modern rock, and college stations
over the Fourth of July weekend,
earning early rave reviews. The
band’s previous hits were ‘“Hey Man
Nice Shot” (No. 10 on Modern Rock
Tracks and No. 76 on The Billboard
Hot 100) and “(Can’t You) Trip Like
I Do” (No. 10 on Modern Rock
Tracks).

“They are a big hometown band
who always did great,” says Dave
Richards, PD of WKQX Chicago.
“‘Hey Man’ never lost its appeal, but
‘Welcome’ is gonna kick ass. This new
record is great.”

Filter is making the sampler
rounds as well. “Welcome” will be
included on CM.J New Music Month-
ly’s September issue sampler. “Can-
cer” will appear on a Reprise multi-
artist cassette. “Captain Bligh” and
a guitar lesson with Lenardo on CD
will be polybagged in Guitar World’s
October issue.

Free Filter stickers have been
made in eonjunction with more than
30 stations from Seattle and Denver
to Baltimore and Orlando, Fla. The
band is already scheduled to appear
on “Modern Rock Live” Aug. 29,
“Rockline” Aug. 30, and “The
Howard Stern Show” and MTV’s
“Total Request Live” Aug. 25. The
Peter Christopherson-directed video
for the single has been submitted to
MTV, M2, and the Box, and remixes
by Freq Nasty and Moving Fusion
will be released commercially on 12-
inch Aug. 10.

“None of the people who go into
the store to buy the CD after hear-
ing the single will be disappointed.
They can call me if they are,” says
Phil Costello, senior VP of promo-
tion. “This is so what people need
right now. The kids want to rock, and
programmers are going to start
tracking this album and won’t be able
to stop. It’s that deep.”

Retail won’t be left out of all the
hoopla either. Stickers have been
done jointly with the Wherehouse
(handed out on the Warped tour) and
the Indie Coalition, an association of
independent retailers. A pre-release

(Continued on page 17)
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(Continued from page 8)

ryn Hill, the Fugees, and Cypress
Hill. He and Ruffhouse president
Joe Nicolo dissolved their 13-year
partnership earlier this year,
although Ruffhouse continues as
a Columbia imprint (Billboard,
May 29).

“Warner Bros. is the only place
I could have gone,” says Schwartz.
“It’s a company I've admired for
years, rich in tradition and the last
American-owned entertainment

GUEST COMMENTARY

(Continued from page 4)

cury connects you to the band’s Web
site, where the “buy” button connects
you to www.Getmusic.com (which is
the joint venture of BMG and Uni-
versal). The “Mirrorball” CD by
Sarah McLachlan connects to a vari-
ety of places, including Nettwerk’s
site, Arista’s site, and BugdJuice, the
site run by BMG. Sarah gives you a
choice of buying directly from her or
from Getmusic.com. EMI Music Dis-
tribution has cut a deal with Amazon.
com for its online fulfillment, so you

Billboard.

conglomerate. Sometimes, to
develop artists you need a long-
term approach. With record labels
getting bigger and bigger, I feel
that a lot of labels’ priority lists
are getting shorter and shorter.
But with Russ and [Warner Bros.
Records president] Phil Quar-
tararo, I feel I'm at a place where
I'll be allowed to do what I need to
do in order to reap the benefits.”

Based at the company’s Bryn

Mawr, Pa., headquarters are Ruff-
Nation president Kevon Glickman
and executive VP/GM Robert Dip-
pold, both of whom are former
Ruffhouse executives. Veteran
music video director Richard
Murray is VP of video production
and special projects. National
radio promotions head is Todd
Wolfe, who held the same post at
Ruffhouse.

RuffNation VP of A&R Kurt

get the idea.

This isn’t the battery business. The
retailer who doesn’t like EverReady’s
policies can switch to Duracell. The
consumer who wants Ricky Martin
won't just substitute something else.

Few retailers are happy about hav-
ing to stock Ricky Martin CDs with
hyperlinks to Sonymusic.com., but
Sony hasn’t provided any alternative.
In fact, the labels engaging in these
practices haven’t even informed their
accounts about the blow-in cards or
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the hyperlinks during the solicitation
process, so some retailers may not
even be aware that these products
promote their competition from with-
in the store.

Soon hyperlinks won’t just be in
CDs but will be in DVD Audio and
downloads as well. When the buying
choice is just a click away, the impli-
cations of these practices will grow
exponentially.

Recently, the National Assn. of
Recording Merchandisers sent letters
to all the major labels, their distribu-
tion arms, and their parent companies
expressing our concern about the
growing practice of forcing retailers
to steer their own customers to com-
petitive sites.

We certainly understand that
record labels (and artists) are free to
choose to enter into direct competition
with retailers by selling directly to the
consumer. We also understand the

Labels engaging in
these practices
haven’t even
informed their
accounts about the
blow-in cards or the
hyperlinks

tremendous opportunity presented by
the Internet to cost-effectively target-
market to consumers.

But building a database of con-
sumers on the backs of the current
retail base, and then using that data-
base to cut the retailer out of future
sales, is highly anti-competitive and is
a strategy that should not go unchal-
lenged.

The fruitful partnerships between
retailers, labels, and artists have
allowed our industry to grow into a
multibillion-dollar-a year business that
serves a diverse array of consumers.
The Internet offers the possibility of
growing our business even more.

Promoting the limited offerings of
label- or artist-specific sites will not
help grow the Internet business as
much as promoting the offerings of
the full-service retailer.

We should be looking for ways to
work together on using databases to
sell more music so that the next mil-
lennium can be as prosperous as the
last.

Woodley, a former executive with
Uptown Records and Columbia, is
based in New York. International
operations president Luc Vergier,
who was previously product man-
ager for Sony Music Entertain-
ment Europe, is based in London.
All report to Schwartz. There are
also plans to establish a Los
Angeles office.

“The focus is very much global,”
Schwartz says. “Hip-hop has perme-
ated the mainstream of popular
youth culture, and it doesn’t just per-
tain to America anymore: France is
the second-biggest market for rap
music in the world. We're already
negotiating with production compa-
nies and artists and will be signing
local repertoire in France, Germany,
England, and the Netherlands.”

As Thyret notes, the union with
Schwartz is just the latest effort
by Warner Bros. to build a strong

black music division. Its opening
move was hiring Kris Parker, also
known as KRS-One, last year.
Last month, the company an-

‘For some time,
we’ve been trying to
build a compre-
hensive black music
department’

- RUSS THYRET -

nounced four new production/
imprint deals (Billboard, June 12).
The label signed deals with LL
Cool J, Somethin’ For The People,
producer Manuel Seal Jr., and
Flavor Unit manager/producer
Shakim Compere.
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WHAT A DRAG: Thanks to the off-Broadway phenomenon “Hedwig
& The Angry Inch,” Burlington, Vt.-rooted artist Yolanda is now start-
ing to connect with mainstream audiences.

Previously a euriosity to fans of RuPaul’s brand of warm and fuzzy
drag, the singer/songwriter born Roger Mapes is drawing crowds to
club gigs that are heavy on quirky come-
dy, politically charged diatribes, and deli-
ciously garish costuming—not unlike the \
famed Hedwig character created by John
Cameron Mitchell. “Except I was out g
here working it long before that show, %
honey,” says Yolanda with a laugh. 5 (

Backed by a collective of local musi- A\ | e
cians dubbed the Plasti¢ Family, the
artist has just issued a stellar self-made
dise, “Welcome To Yolanda World.” It
offers a stylistic blend of juzz-spiced soul
and acoustie-pop songs that explore “the
trials and tribulations of being queer in the 21st century,” the artist says.

Although such a description hints at narrow audience potential, exam-
ination of tunes like the delicate, heartbreaking “Angels” and the poet-
ic, Paul Simon-esque “Home” proves that Yolanda is an artist with con-
siderably broad appeal.

For more information, contact Yolanda at 802-863-2437.

. -

YOLANDA

NATIVES OF HIP-HOP: Native Trinity is striving to take its place
next to fellow New Jersey rappers Queen Latifah and Naughty By
Nature on the genre’s platinum shelf.

Composed of Abry (aka Braby Face) and R.J. (aka R-Sun), Native
Trinity kicks a potent blend of tight, notably literate rhymes with
rugged, radio-ready grooves.
Braby Face serves as the act’s
producer.

On a demo that’s become a hot
item among hip-hop-savvy A&R
execs recently, Native Trinity
shines particularly bright on the
jams “50 Wayz” and “Alphabet
City”—both of which reveal a tal-
ent for carefully skirting the line
dividing the pop masses and
street purists.

“We've been rockin’ for over 10
years,” says R-Sun. “This hip-hop thing is not for everybody . . . Only
the strong and talented will survive.”

Perhaps. All we know is that Native Trinity is sliding into prominence
at a time when the genre could benefit from a sturdy creative bridge
between Will Smith and DMX. Don’t miss the chance to catch the lads
as they continue plying their wares along the East Coast club scene—
to wildly enthusiastic audience response, by the way.

For more information, call Meridian Entertainment at 201-521-9742.

NATIVE TRINITY

GOIN 'TO THE MOVIES: Nearly every artist we encounter is gunning
to get a tune attached to a film soundtrack—for obvious commerecial rea-
sons. With the album supporting “Films That Suck,” a plethora of
unsigned bands gets the chance to enjoy widespread exposure.

The set was assembled by veteran artist manager Andy Morris with
filmmakers Ann Gillis and Marvin Baker, and it showcases the gui-
tar-slinging skills of the Distractions, whose jangly, blues-spiked “Get
Back To California” is deep in the pocket of current modern rock radio
trends. After one listen, we guarantee that you won't be able to shake
the song’s chorus.

Also quite appealing is “Seen The Future,” a cynical, ‘80s-vibed rave-
up by the Shapeshifters. We're loving the track’s surf-rock guitar licks
and swirling organ lines. This definitely leaves you intrigued and hun-
gry for another taste of the band.

Other unsigned bands featured on “Films That Suck,” a “mocumen-
tary” on the indie movie scene, are the Dharma Sons, Will Jones &
Western Fringe, B.E. Taylor, the Steve Shuffert Band, Pocket
Change, R.B. Morris, and Wolf Hoffman.

For additional details on any of the bands on the soundtrack, contact
AGP at 615-726-3202.

FILTER

(Continued from page 14)

poster, an album poster, postcards,
boxes containing the video and ad-
vance albums, beverage coasters, and
electronic press kits will be provided
to key retail accounts and clubs.
Reprise plans to take part in listen-
ing stations, tour programs, and hol-
iday promotions from September
through December.

“Initially, Filter sold slow for us, but
after the song got play, things picked
up,” says Moby Disc VP Bob Say. “But
it has been a long time, so they will
have to re-establish themselves. The
most important thing it seems is to
get airplay. If the single gets play, the
people will come to buy.”

Before heading out on the Family
Values tour Sept. 25, Filter will play
four secret shows open to the public
in Chicago, New York, San Francisco,
and Los Angeles. The Chicago show
will probably be Webcast. From June
until September; the band will also do
press and TV/radio visits in Canada,
Japan, Australia, and Europe. A
European tour is scheduled for the
3am Management-managed, Pinna-
cle Entertainment-hooked act from
Sept. 6-18.

Tour dates as well as Webcasts,
chats, E-mail solicitations, album
samples, contests, message boards,
photos, and biographies can be found
on www.officialfilter.com.

As if that weren't enough, four
independent marketing companies
(Concrete Marketing, Noise Pollu-
tion, Bandbitch, and Ground Control)
have been hired for street snipes, to
work the metal and rock hangouts,
and to distribute promotional mate-
rials at the X Games in San Francis-
co, Ozzfest, and retail accounts. And
there is a “See Filter In Germany”
sweepstakes with Beck’s beer and
ads in magazines like Rolling Stone,
Details, Spin, and Playboy, with re-
movable Filter stickers.

Kostich explains the feeding fren-
zy: “To say the least, we have been
waiting for this project for a long
time. Richard knows what he wants,
and he isn’t afraid to go out and earn
it. And from all our early research
and response, we have every reason
to believe it is going to be huge.”

Patrick takes a bit more modest
approach when trying to predict the
future. “The future is a mystery, but
I'll tell you one thing. When I was 14,
I used to sit in the basement and lis-
ten to music nonstop,” he says. “I was
an addict and decided then and there
that I wanted to do that for a living.
Now that I am allowed to, I intend to
do it for as long as possible and hope
my music makes people happy.”

Assiistance m preparing this story
was provided by Clay Marshall in
Los Angeles.

FOR THE REGORD

The headline for a feature on
Doyle Bramhall’s album “Jelly-
cream” in the July 15 issue
' misidentified his label affiliation.
He is signed to RCA Records.
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This month Inside The Music:
V2 Recording Artist MOBY

MOBY, a versatile musician who has gained recognition in the 1990's for his contri-
butions to dance £ techno music, will answer your questions as the July featured
guest in our Inside The Music section. Located at www.billboardtalentnet.com,
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Favorite Artist Picks July 2, 1999

# Artist

1 Atello

2 Bumpy Knuckles

3 Lisa Christine

4 Gina Giacinto

5 Naked Blue

6 Eliot Popkin

7 Cindy Alexander

8 The Black Brothers
9 Honey And The Bees
10 Pat McGee Band

Genre Weeks On
Hard Rock, Rock 1
Hip-Hop 1
Pop,R'nB 1
Country, Pop 1
Pop, Rock 4
Pop, Folk 2
Pop, Rock 6
Pop, Rock 3
Pop 8
Rock, Acoustic 15

Weekly results are based on votes cast by BTN's registered online audience for any artist featured on the site. Votesare
limited to one vote per artist per user. Top 10 position is determined by the average of alt votes received.

Favorite Song Requests

The Most Listened-to New Tracks On BTN

July 2, 1999

Composition, Artist

Rise And Fall, The Black Brothers
AltI'm Thinkin Of, Gaby

Better Than | Am, Cindy Alexander
Ordinary Girl, Naked Blue

Big Payoff, Atello

Papasan Chair, Soup

Can't Miss What You Never Had, Pat McGee Band
If You Want Me To, Gaby

Take Me Away, Brilliant Trees
Typical Man, Lava
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Pop, Rock

Pop, Rock

Hard Rock, Rock
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Rock, Acoustic 1
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Weekly Radio BTN rankings are based on audio access requested by the site’s registered and unregistered online audience

for any composition featured on the site.

The Most Qutstanding And Availabie Acts On 8TN

J-ZONE

An aspiring hip-hop producer
from Westchester County, NY,
as a child J-Zone was fascinated
by his parents funk and jazz
record collections. However, it
wasn't until 1988 that he
became addicted to the sounds
of Bomb Squad, Marley Marl and
45 King, who incorporated his
favorite childhood records into
beats, via sampling. He got his
first sampler at the age of 15,
and two years [ater [earned the
craft of engineering. Studying
studio production in college, he
produced and mixed his album
and senior project as well as
doing the scratches and 70% of
the MCing. Featuring five MC's
that he's been working with,

it features unorthodox sample
choices, as J-Zone strives to
experiment and make records
that entertain and live his
definition of good music.

LLLS

From
New York

Genre
Hip-Hop

Deals sought:
Recording, Publishing

For further artist details log on to www.billboardtalentnet.com/jzone

For details about these and other up and coming artists visit our website at

Phone: (212) 757-2031, Fax: (212) 757-2041, info@billboardtalentnet.com

The Billboard name is a trademark of BPI Communications, Inc. and is used under license by Talent Net tnc. Participation in
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BILLEOARD'S WEEKLY COVERAGE OF HOT PROSPECTS FOR THE

HEATSEEKERS CTHART + BY CARLA HAY

LATIN EXPLOSION: You
knew this was coming: An
act has released another ver-
sion of Ricky Martin’s ubig-
uitous hit “Livin’ La Vida
Loca.” Hoping to follow in
the crossover footsteps of

Mike’s ‘Vacation.” New
York-based singer/song-
writer Mike Errico doesn’t
know quite how to
describe his music, but
he says, “l would just put
the world ‘soul’ in it.” His
debut album, “Pictures Of
The Big Vacation” (Hy-
brid/Sire), features a lot of
acoustic rock with flashes
of quirky songwriting. He
says his inspirations
range “from Stevie Won-
der to Elliott Smith.” Erri-
co will perform on the
emerging-artists stage at
Woodstock '99.

Martin, Puerto Rican sing-
ing trio Fuera De Liga has
its version as the first single

from the album “Quiero
Bailar,” due July 27 on Uni-
versal Music Latino. The
tropical/merengue group has
already sold more than
100,000 copies of its inde-
pendent releases, according
to Universal. “Quiero Bailar”
also features the popular
Latin song “Si Tu Quisieras.”

PROZZAK NATION: Call it
a modern, demented, ani-
mated band influenced by
the Archies: Proz-
zak is a cartoon-
inspired duo that is

The Road To Andy. franian
singer Andy blends Persian
music with Western dance
beats. His latest album is “The
Silk Road” (Cherokee). Now
based in Los Angeles, Andy
plays L.A.'s Greek Theatre
Aug. 28, and his music is fea-
tured on the current season of
MTV's “Road Rules.”

Shedaisy, The Whole Shebang

REGIONAL HEATSEEKERS

1

NO.1s

MOUNTAIN NORTHEAST

Buena Viska Social Club, Buena Vista Social Club
o |

Mainstream Rock Tracks
and Modern Rock Tracks
charts; the video for the song
is getting exposure on MTV.
Powerman 5000 tour dates
include July 24 in Baltimore;
July 27 in Knoxville, Tenn.;
July 31 in Tampa, Fla.; Aug.
3 in Atlanta; and Aug. 6 in
Norfolk, Va.

SPRINGER SHOW: The
namesake who fronts the
Roger Springer Band is a
seasoned coun-
try music song-
writer who’s writ-

the brainchild of
Jason Levine and
James McCollum
of the Philosopher
Kings. Prozzak has
already made a
splash on the Cana-
dian charts with its
debut album, “Hot
Show,” due for a
U.S. release Aug. |

il PA
Buena Vista Social Club, Buena Vista Social Club

\

EAST NORTH CENTRAL
Slipknot, Siipknot

T

ten for artists like
George Strait,
Mark Chesnutt,
and Sammy Ker-

MIDDLE ATLANTIC shaw. The group’s

WEST NORTH CENTRAL Buend Vista Social Clublmmwc“b Se]f—tlt]ed debut 1S
Shedalsy, The Whole Shebang e due Tuesday (20)
= i = ¥ on Giant Records,

SOUTH ATLANTIC

[ F i

Shedaisy, The Whole Shebang

and the first sin-

CIFIC |

17 on Epic Records.
The album peaked
at No. 14 on Sound-
Scan’s Canadian
albums chart in the
April 17 issue.

POWER ROCK: Heavy
rock band Powerman 5000
has been touring in support
of its latest album, “Tonight
The Stars Revolt!” (Dream-
Works). The album track
“When Worlds Collide” has
been making inroads on the

\

SOUTH CENTRAL
AB. Guinianila Y Los Kumbia Kings, Amor Familia Respsto

- .

THE REGIONAL ROUNDUP

Rotating top 10 lists of best-selling titles by new and developing artists.

WEST NORTH CENTRAL MIDDLE ATLANTIC
. Shedaisy The Whole Shebang . Buena Vista Social Club Buena Vista Social Club
. Slipknot Stipknot tbeahim Ferrer Buena Vista Social Club Presents Ibrahim Ferrer
. Oleander February Son Tracie Spencer Tracie
. Static-X Wisconsin Death Trip . Slipknot Slipknot
Buena Vista Sociai Club Buena Vista Social Club Lo Fidelity Allstars How To Operate With A Blown Mind
Chely Wright Single White Female Sway & King Tech This Or That
Indigenous Things We Do Oleander February Son
Lo Fidelity Allstars How To Operate With A Blown Mind Tanto Metro & Devonte Everyone Falis In Love
Staind Dysfunction Moby Play
. System Of A Down System Of A Down John McDermott/Anthony Keams/Ronan Tynan The lrish Tenors

SemNAnPwN -

COPNINPWN

o L

gle is “Ain’t Noth-
in’ But A Cloud.”
The band con-
sists of three
lead vocalists:
Springer, Shara
Johnson, and Joe
Manuel, who also plays
guitar. Manuel has worked
with such artists as Merle
Haggard, Lee Ann Wo-
mack, and Ricky Skaggs.

TAKING CARE OF BIS-
NESS: Scottish pop/rock
trio Bis has made a name for
itself in the U.K. with the hit

album “The Secret Vampire
Soundtrack.” Now the group
will be introduced to the U.S.
via its album “Social Danc-

Into Verbena. On the
atbum “Into The Pink”
(due July 27 on Capitol
Records), rock band Ver-
bena teamed up with
Foo Fighters teader Dave
Grohl, who produced the
album. The Birmingham,
Ala.-based band had
released one album and
an EP on Merge Records
before signing to Capitol.
Verbena will be on the
road in support of “Into
The Pink.” Tour dates
include July 30 in
Athens, Ga.; July 31 in
Atlanta; Aug. 1 in Carr-
boro, N.C.; Aug. 2 in
Columbia, S.C.; and
Aug. 17 in Chicago.

ing,” due Aug. 10 on Grand
Royal/Capitol Records. The
band is expected to launch a
U.S. club tour in September.
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A Niche Market Goes National With
Cutting-Edge Artists. Innovative Marketing
And A Growing Audience

t 1 time when the recording

business has become

increasingly—and bewil-

dzringly—segmented and

specialized, with dozens of

n2=w and emerging musical
categories clamoring for a slice of
the consumer pie, the continued
vitality an« extraordinary growth of
Native American music provides an
object lesson in creative integrity,
savvy marketing and strategic plan-
ning.

Indeed, with some of the early
pioneers and key players in the
Native An erican genre recently cel-
ebrating aaniversaries ranging from
10 years to a half-century, there can
ke little deubt that here 1s a musical
form that has proven its viability
and appezl over the long haul. Such
establishes:] companies as Sound Of
America Records (SOAR), Silver
Wave and Canyon Records, along
with the distribution powerhouse
Four Winds Trading Company,

have all experienced sustained
growth by discovering, nurturing
and bringing to market music cre-
ated by Native American artists.

Added to this venerable register
is a whole host of exciting new start-
up labels, along with an expanding
spectrum of venues, playlists and
retail outlets attuned to Native
American sounds. Most important-
ly, with a fresh crop of artists lend-
ing their unique sensibility to a full
range of contemporary musical
styles, prospects have never been
brighter for this vital indigenous
field.

BY THE NUMBERS

“In 1997, our bottom line was up
30% over the previous year. In 1998,
it was up 50%. So far this year, we’re
up over 40%. With numbers like
that, I'd have to say that Native
American music is definitely finding
its place.” So says Paul Brotzman, co-
owner of the Boulder, Colo.-based

BY DAVIN SEAY

Four Winds Trading Company, the
largest distrit utor of Native Ameri-
can music in the country, cur-ently
marking its ~Oth year in business.
With more taan a hundred labels
under its distribution banner, Four
Winds has pisneered an alternative-
marketing approach that has taken
full advantage of the established out-
lets for Native American product by
deploying customer-friendly tech-
nology.

“We have a very strong listening-
station program,” comments Brotz-
man, “which we’ve found to be
an excellent avenue for expoasing
consumers ~o Native Ame~ican
artists outside the traditional record
store.” A selection of Four
Winds—distributed product can be
heard in listening stations situated
in national-park visitor certers,
museum gift stores, specialty shops
and trading posts. “This is ou- nat-
ural consumer base,” explains
Brotzman. “And, by giving them a

chance to hear rew artists, we're
offering an education in the
tremendous variety of Native Amer-
ican music currer:ly available.”

It’s the creative and commercial
potential of that kroad music spec-
trum that’s behind another pro-
gressive move by Four Winds—the
creation of its own subsidiary label,
Red Feather Music. “We have no
intention of supplanting the labels
we represent,” Brotzman asserts.
“It’s just that, from our vantage
point, we regularly encounter great
artists who need exposure. We felt
that starting our own imprint would
be the best way to accomplish that.”
Red Feather is off to an auspicious
start, with new and upcoming
releases by Narive American—
inspired flutist John Huling and
Canadian aboriginal artist Jerry
Alfred and his bar.d Medicine Beat.

Joanna Spindler. marketing direc-
tor for Silver Wave Records, con-
firms the rich artistic resources on

tap in the indigenous-music field.
“Of our current releases, 95% are
by contemporary, as opposed to tra-
ditional, Native American artists,”
she points out, adding that Silver
Wave has experienced an 80%
growth rate over thz past year. The
reason? Music tuned to modern
sensibilities. Says Spindler, “These
days, especially in the mainstream
market, it’s getting hard for buyers
and consumers to tell one powwow
or solo flute record from the next.
It was back in 1996, with the success
of contemporary ar-ists like R. Car-
los Nakai, that we realized we could
expand beyond our traditional
music base.”

To that end, Silver Wave’s release
schedule is freighted with adven-
turous new releases, pushing the
envelope of Native American musi-
cal expressions. “We just put out a
compilation called ‘Wolves,”” con-
tinues Spindler. “It's a companion

Continued on page 20

BILLBOARD JULY 24, 1999

wwwW americanradiohistorv com

19


www.americanradiohistory.com

e ey
; § 7o g
PR 5 e
MR e

-

S

NICHE GOES NATIONAL
Continued from page 19

to the IMAX film of the same name
that's currently showing in 30 the-
aters around the country.” Aside
from featuring established Silver
Wave artists, such as Joanne
Shenandoah and Mary Young-
blood, “Wolves” additionally high-

Douglas Spotted Eagle

lights tracks licensed from Robbie
Robertson (who also narrates the
fitm), the Rita Coolidge ensemble
Walelea and the contemporary duo
Primeaux & Mike. ““Wolves’ is a
great example of the wide reach
Native American music can
achieve,” says Spindler. “Because it’s
a collection, it serves as an intro-
ductory piece for consumers not
familiar with the genre. And, of
course, the tie-in with the fihn has
helped tremendously.”

Silver Wave, which opened its
Boulder, Colo., offices in 1986, has

Ellen Bello

also taken the lead in updating
another longstanding Native Amer-
ican institution, the music festival.
While the established powwow and
gathering-of-the-tribes circuit has
long provided a primary outlet for
Native American performances, Sil-
ver Wave and others are actively
promoting alternative venues.
“We’ll be kicking off the Silver
Feather Festival this year,” Spindler
explains. “It’s going to be an all-
woman Native American lineup
that will tour colleges starting in
September. Campuses have always
been strong markets for indigenous
artists, and we're convinced that
they can support a festival bill of
Native Americans.”

Silver Wave and Canyon Records
are also among the sponsors of the
Native Roots & Rhythms 99 festi-
val, according to Seth Roffman, co-
producer of the annual event. This

year’s festival takes place Aug. 21
during the Santa Fe Indian Market,
the country’s largest Indian art
show. Now m its fifth year, Native
Roots & Rhythms features perfor-
mances by such outstanding Native
American talent as the R. Carlos
Nakai Quartet and Joanne Shenan-
doah, as well as a variety of dance
groups.

While Silver Wave and other
labels have thrown their resources
behind cutting-edge indigenous

music, Bismark, N.D.-based
Makoché Records has forged new
trails by borrowing from the best of
both traditional and contemporary
styles. The four-year-old company,
whose Lakota name roughly trans-
lates to “the land and all that is in
1t,” has built a solid catalog of releas-
es that fuse authentic Native Amer-
ican music with modern elements.
“There’s no rule book,” asserts
David Swenson, co-owner and A&R
chief of Makoche. “Our first prior-
ity has been to expand the music in
as many directions as possible.”

That mandate is borne out with
such new and upcoming Makoché
releases as “An American Indian,”
by composer and instrumentalist
Andrew Vasquez. “We put tradi-
tional players with contemporary
instruments,” explains Swenson,
who produced the project, “and
incorporated traditional vocals in
rock and pop arrangements. It’s a
genre we like to call ‘contemporary
traditional.””

Another example of this remark-
able synthesis can be heard in new
music from another Makoché artist,
Joe Firecrow, who, according to
Swenson, “takes existing indigenous
material and puts it in a modern
musical setting.” But perhaps the
most unique result of Mako-
ché’s mix-and-match sensibility is
“People Of The Willows,” which has
taken Edison wax-cylinder record-
ings of native music recorded
between 1911 and 1914 by anthro-
pologist Francis Densmore and re-
recorded them with Seattle’s Pacific
String Quartet. Swenson also points
with pride to the recent creation of
a Makoche subsidiary label, Chair-
maker’s Rush, dedicated to “Ameri-
cana and historical” music, includ-
ing “Sounds Of Discovery,” an aural
recreation of the Lewis & Clark
expedition.

This freewheeling musical exper-
imentation is flourishing at any
number of smaller labels focusing
on the Native American market.
Malibu, Calif.’s Records Des Artistes

Continued on page 28
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The Native Network
Op Distributors

Selling Music Below The Commercial Retail Radar

he distribution of Native

American music Is nol an

activity easily monitored at

most chaim outlets. Instead,

much of the action in this

[ield takes place at trading
posts on reservations, in gift shops in
national parks, and in new-age and
craft stores and other such nontradi-
tional outlets. 1o glean an idea of
which titles currently are suceessful in
the Native American scene—and,
morevver; to learn something about the
marketing that supports strong sellers
in the genre—we spoke with a nwmber
of leading distributors of Native
American music.

DRUM BEAT _

Robert Nuss is president of
Drum Beat, which, prior to its
name change two years ago, had
been Canyon Records and Indian
Arts, which Nuss has owned since
'84. The business has been at its
Phoenix, Ariz., location since
1972. “We are handling solely
Native American music,” says
Nuss, “everything from larger
labels to people with one tape
out.” The majority of the business
is in cassette sales, of all genres:
country, rock, rap, flute record-
ings, new age, traditional tribal
SONES, CONEMpOorary powwow
songs. He notes that Drumbeat’s
top-five sellers would all be R.
Carlos Nakai flute tapes, as far as
volume sold is concerned. “Those
titles cross over into the new-age
and non-Indian markets,” he
says. “People hear the music in a
store while vacationing at the
Grand Canyon, or played in the
background at a museum exhibit.

“Much of what we distribute
has a very local audience; some
songs are only popular on certain
reservations in Oklahoma. We can
tell dealers who are inquiring in
general about the music that they
should pick up copies of a certain
tape, because 95% of the people
who like that particular music live
within 10 miles of your store.
That’s where we'll sell a lot of
those recordings.”

The majority of business is
done in non-traditional retail.
Current strong sellers at Drum-
beat include Blackhorse, a Navajo
peyote group whose new tape
Nuss describes as selling well
despite its only being sold in the
Navajo region. Also, Chicken
Scratch tapes, comprising polkas
and chotis played by groups that
typically comprise a small accor-
dion, saxophones, drums and gui-
tars, a style popular with the Pima
and Tohono O’odham nations, is
selling in a localized area.

BY RICHARD HENDERSON

R. Carlos Nakai

Drum Beat’s top crossover/new-age
titles:

“Canyon Trilogy” R. Carlos Nakai
(Canyon)

“Matriarch” Joanne Shenandoah
(Silver Wave)

“Walela” Walela (Triloka)

“Wind River” Andrew Vasquez
(Makoché)

“Blood Of The Land” Burning
Sky (Canyon)

Drum Beat’s top Native American
market titles:

“Prayer Songs For The New
Millennium” Blackhorse (Cool
Running Music)

“No Limit” Eyabay Singers
(Arbor)

“From The Past To The Future”
Pima Express (Canyon)

“Good Day To Die” Litefoot (Red
Vinyl)

“Mahk Jahi” Ulali (Corn, Beans &
Squash)

FOUR WINDS TRADING
COMPANY

Speaking from his Boulder,
Colo., office, Jason Roberts, man-
ager of marketing and promo-
tions for Four Winds Trading
Company, describes the core busi-
ness of FWTC as the distribution
of traditional and contemporary
Native American books and
music. It is now in its 10th year of
handling Native American prod-
uct, and the 40 labels distributed
by Four Winds constitute about
75% of the distributor’s business,
according to Roberts.

“What's been a key element in
our success is our listening-station
program. We're a special-markets
distributor, and it’s hard to sell
this kind of music in a gift shop or

a tourist location,” Roberts says.
“We'll install these listening sta-
tions at no charge to the customer,
and, for instance, vacationers are
able to preview the music and take
home a piece of the surroundings;
some of our biggest customers are
the gift shops at the Grand
Canyon and other national parks.
We have about 300 stations out
there, and they increase the sales
of music in the store tenfold.”

Four Winds Trading Company’s top
titles:

“Spiritlands” John Huling (Red
Feather)

“Canyon Trilogy” R. Carlos Nakai
(Canyon)

“Return To Spirit Lands” John
Huling (Red Feather)

“Weaving The Strands” Various
Artists (Red Feather)

“We The People” Brulé (SOAR)

NEW LEAF

New Leaf is not a major player
with Native American music, per
se, as Carl McColman of New
Leaf Distribution, from Lithia
Springs, Ga., relates, “except inso-
far as Native American music sells
into new-age bookstores, which is
the market we serve. That said,
Native American music—especial-
ly the more new-age kinds of
recordings—are very important
to us. Obviously, we deal with
quite a few labels: SOAR,
Rykodisc, Canyon Records, Red-
feather, Earthsea, Native Heart,
Coyote Oldman, plus any major
label that handles Native Ameri-
can music.”

New Leaf Distribution’s top titles:

“Canyon Trilogy” R. Carlos Nakai
(Canyon Records)

“Matriarch” Joanne Shenandoah
(Silver Wave)

“Walela” Walela (Triloka)

“Sacred Spirit” (Virgin Records)

“Womanspirit” Marina Raye
(Native Heart Music)

ZANGO =000
Claudia Rosenthal, president of
Zango Distribution, located in
Cottager Grove, Ore., succinctly
defines her company’s position:
“I don’t pay attention to the
music industry whatsoever. My
market is underground; there-
fore, I don’t focus on trade maga-
zines and so forth. What [ do is
advertise in Native press, and 1
sell to the people who sell at pow-
wows and to trading posts. My
biggest marketing tool is my cata-
log, which is 60 pages and is
designed for stores that do not
know anything about Native
Continued on page 28
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WNative Arierican Music Y )
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Onglnai Filrm Smgore by MICHEL CUSSOM
With Songs by Bruce Cockburn, Rabbie Robertson; Sacred Spmts,, :
| .,oanne Shenandoah Walela, Paul Wunter and Mary Youngblood
JOANKNESHE HAN PDOAIH

EAWRENCELAUGH NG

Wolves Original Soundtrack spszo

The emotion and excitement of the Giant-screen experience
are re-created with a powerful Native American presence,
the howling of wolves in the wild, and songs that echc that

o . o = same longing for spiritual connection.
SPAlive A et Gan g T L F e

‘Joanne Shenandoah so/scois

S Lawréence Lavohing

With voices that'echo grace and beauty,
Shenandoah 10neida) and Laughing (Mohawk)
sing spirited melodies and elegant harmonles.

o~

U UL

ALICE GOMEL

Alice Gomez sp/scoito

Madalyn Blanchett & Marilyn Rife

OBSIDIAN BUTTERFLY weaves the melodic
sounds of ancient flutes with 2 multitude of
exotic percussion instruments to evoke the lore
and mystery of Native peoples of the Americas.

Mary" Youwngblood SD/SCo21

With Joanng Shenandoah

Colorful, poignant and textured, this recording Phan,e(E ggg:::::(s)g;; Sl I.VERWAVE
promises to take listeners to places they have ey

never been with the Native American flute, wwwisilverwave.com 2 (

A Roster of Award-Winning, Bestselling Native Artists
Joanne Shenandoah * R. Carlos Nakai & Peter Kater ¢ Robert Mirabal

Joy Harjo & Poetic Justice ¢ Mary Youngblood ¢ Alice Gomez <Fins

Distributed by Electric Kingdom, Festival (Canada), Four Winds, Music Design, Goldenrod; your preferred one-stop and many other fine distributors worldwide
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THE FLORIDA SEMINOLE & MICCOSUKEE
~ TRIBAL CONNECTION

A DECADE OF EXCELLENCE i A DECADE OF EXTEL.ENCE

CHIEF JIM BILLIE B
ALLIGATOR TALES

SOAR 193

o : i Produced by John Mchen of The Nitty Grltty Dirt Band — _ . e
Recent reC|p|ent of two "Outstanding Mus cal Achievement Awards" from the First Amerlcans in the Arts in
. Beverly Hills and the American Indian Film Institute in San Francisco. Jim Billie, the actual Chief of tha
Seminole Tribe was also nominated in 5 1999 NAMA categories including Best Male Artist, Best Debut
Record and Best Songwriter. Two tracks entitlec "Old Ways Will Survive" and "Sawgrass Flowe" are
] currently No. 1 on KT!\N Radio, "The Voice of the Nava]o Nation" ; - )
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SPACE AGE INDIAN N B ! DREAM SCOUT

War 606 . - War 607

Stephen & Lee Tiger of the Miccosukee Tribe have been playing rock’n roll ever since their father
Buffalo Tiger, a former Miccosukee Chief, helped them purchase their first guitars. A new album cof more
original rock songs is in the works and promises to be loaded with bullets from Indian Country

SOAR PRODUCTS ARE AVAILABLE IN THE MAINSTREAM FROM ELECTRIC KINGDOM DISTRIBUTION, INC.
145 Palisade St. Suite 359 Dobbs Ferry, N.Y. 10522 Ph: 1-800-335-8584

“The Sound Of Indian America”
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Hailad as ““he Nativa American Yenni”, Lakota Composer Paul LaRoche who records under the pseudonym
Brul® has become the number one selling Native American artist in the world. With recent appearances on
Regis & Kathie Lee, CNN Worldbeat and others. 3rule’ has come of age. His new reccrding "One Nation”
inc'udes special guest aspearances from Navajc Elder Kee Chee Jake whose voice was heard
predominantly on the worldwide multi-million seller “Sacred Spirit” album including the hit single “Yeha
Noah"” along with James Bilagody (Navajo) anz Correl Pewewardy (Comanche) both of whom appear
with Robbie Robertson on his Grammy nominated “Contact From The Underworld Of Red Boy”,
plus mary other surprises.

REGGAE ROCK COMPILATION RAP COMPILATION

NATIVE ROOTS VARIOUS ARTISTS VARIOUS ARTISTS
A PLACE CALLED SURVIVAL PLACE I CALL HOME URBAN SKINS ONE URBAN SKINS TWO
WAR 608 WAR 609 WAR 610 WAR 611

It is our hope at Soar that these powerful new recordings will open the eyes and ears
of young America and introduce them to a new and exciting tribal sound from the
urban streets, the villages, and the reservations of Indian America.

SOUND OF AMERICA RECORDSE e P.O. Box 8606 e Albuquerque, New Mexico 87198 USA
Phone (505) 268-6110 Fax {505) 268-0237 E-mail soar@rt66.com =

: Visit our website soundofamerica.com

" RADIO PROGRAMMERS PLEASE REQUEST PROMO COPIES ON YOUR STATION LETTERHEAD.
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hile Native American

music has been

around for centuries,

only recently has the

Native American

community aggres-
sively sought to broadcast their
music on their own. Now, a satellite
service has brought together a
growing number of radio stations—
all based on Indian reservations—
that program traditional Native
American music and contemporary
music performed by Native Ameri-
can talent, as well as non-music pro-
gramming that delves into the
Native American experience.
What's more, thanks to the Inter-
net, these satellite broadcasts are
reaching Native American emigres
who live all across the world.

VIA SATELLITE

[t all basically starts with Ameri-
can Indian Radio On Satellite,
a.k.a. AIROS. It hit the air in 1994
and now reaches 31 stations in
America—all but one of them pub-
lic radio—primarily in Alaska and
the Southwest, but also markets
such as Hayward, Wis., and Grand
Rapids, Minn.

“AIROS has been instrumental in
spreading Native American music
throughout the country,” says Tom
Bee, president of SOAR Records, a
leading Native American record
company. “They’re making it pos-
sible for every reservation to have
its own station. On top of the 30-
plus stations in America, there are
about 200 or so in Canada.”

AIROS currently offers six dif-
ferent one-hour programs that are
rolled over daily and tailored for
the different stations and tribes
they serve. Some programs, such
as “Earthsongs,” exclusively feature
contemporary music. Others mix
contemporary with traditional
sounds. Besides music program-

ning, there’s “Native Amer-
ica Calling,” a one-hour call-
in show on Native issues.
“We’ve got our work cut
out for us to do as best we
can to provide programming
that's relevant to Native
American communities, pri-
marily through local public-
radio stations,” says network
assistant manager John
Gregg, who also produces
the national edition of
“Native Sounds—Native
Voices,” which features sep-
arate hours of traditional
and contemporary Native
music. “Several different
producers do regional edi-
tions,” he says. “For exam-
ple, the Southwest edition features
music of the Navajo and Hopi, with
even some Spanish influence.
There are also editions for the
Plains Indians of Madison, Wis.”
One of the leading Native Amer-
1can stations is KNBA Anchorage,
Alaska, which started two years
ago. “We play contemporary
Native artists mixed in with triple-
A artists,” says PD Loren Dixon.
At least one Native American

adio

smokin' Radio Signals And Syndicated Shows Expand The Audience

BY JEFF SILBERMAN

Joln Gregg, AIROS

artist is broadcast each hour.
“We still put the same empha-
sis on picking Native artists as
we do with triple-A [prod-
uct],” Dixon says. “We don’t
play something just because
it’s by a Native artist.”

KNBA also airs “Native
Sounds—Native Voices” and
“Earthsongs,” the latter produced
by KNBA staffer Greg McVicker.
“Although we do focus on Alaskan

Native American issues, we
don’t consider ourselves sole-
ly an Alaskan Native Ameri-
can station,” he notes.

In fact, like Anchorage’s
commercial stations, KNBA
promotes and puts on con-
certs. “We work with the local
promoter to bring in acts
from Dar Williams and
Steven Fearing to the tradi-
tional folk acts and whatever
triple-A artists we can get,”
notes McVicker. “We also get
out in public a lot with
remote broadcasts.”

CONTEMPO COMBOS
Trailblazing Native American
programming onto commercial
radio are the dual stations KTNN-
AM and KWRK-FM, both based in
Window Rock, Ariz., and broadcast
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to the over-250,000-strong Navajo
nation. The AM combines country
with traditional Native American
Music; the FM mixes contempo-
rary Native music with top-40 and
AC artists.

Lorie Lee, production director
for both stations, says the Native
music content is “pretty flexible.
We play at least three or four
Native songs an hour on KTNN,
plus three Native specialty shows.
We rotate only contemporary
nrusic on KWRK. Our library of
Native music is extensive, with over
8,000 titles.”

There is considerable daypart-
ing. “In the daytime, KTNN is
concentra