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Retailers Seek |
Level Playing Field
With Net Sellers

BY ED CHRISTMAN

NEW YORK—While the U.S.

industry gears up to sell music
over the Internet via digital

downloads, some merchants
are embracing “level-playing-
field” policies to remind labels
of the continuing importance of
brick-and-mor-
tar stores.

So far, in the
few instances in
which music has
been made available for sale via
digital downloads, labels have
given preferential treatment to
that format over the musie sold
at brick-and-mortar stores.

For example, the David Bowie
album “hours . . .” had an exelu-
sive two-week period for the dig-
ital download before it was avail-
able at conventional retail, and it
c-n'ried an extra song not avail-

able on the hard-
goods version.
MW "’7 And Atomie Pop
- regularly sells
the download
versions of its music at prices
much lower than the wholesale
price it charges merchants for
] hard-goods versions.
i On Oct. 28, Boston-based
' Newbury Comies, charging that
such practices are “obnoxious,”
adopted a level-playing-field pol-
icy that states that any album
that is made available digitally,
or by any other means, prior to
the brick-and-mortar street
date—and/or albums offered
(Continued on page 104)

Music Video: Trying To Envision The Future

Rock Acts Weigh Gosts/Benefits Of Vids

BY CARLA HAY

NEW YORK—Rock’n’roll as a genre
may be alive and kicking, but when it
comes to music videos, it may be a

dving breed, judging
by the growing num-
ber of rock acts that
are choosing not to
make videos for their
singles even after those
tracks become hits.
The same can’t be
said for pop, R&B, and

hip-hop artists, who almost never
have a hit single without an accom-

panying video.

Replicators Face
High DVD Demand

BY EILEEN FITZPATRICK
LOS ANGELES—With a mil-
lion-plus-unit orders each of
“Titanie,” “The Matrix,” “The
Mummy,” “The ‘
Blair Witch Pro- "““““
jeet,” and “Aus-

tin Powers: The m"'m'“'“‘
Spy Who
Shagged Me,” replicators and
suppliers are stretched to the
maximum to keep DVD produet,
in the pipeline and readily avail-

- able at U.S.
retail for the hol-
| iday selling sea-
\ | son. But it’s a

problem every-
one likes to have.

“We don’t look at this as a
problem,” says WEA Manufac-
turing president Ellis Kern.

(Continued on page 112)
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In the past two years, bands like
Collective Soul, Creed, the Kenny
Wayne Shepherd Band, the Black
Crowes, and Days Of The New have
had hits on Billhoard’s
rock radio charts, yet
there have often been
no accompanying vid-
eos for the singles.

Bands that were
once MTV favorites in
the '80s—such as Mot-
ley Crie, ZZ Top,
Great White, and Scorpions—ualso
have abstained {rom making videos

(Continued on page 103)

MIV Study Tracks ‘Trendsetter’ Tastes

BY CARLA HAY
NEW YORK—The trendsetters in
MTV’s audience have spoken: They
prefer to discover new musie through
friends and nightelubs over
mejor lubels and the Internet;
they’'d rather spend more of |
their free time listening to /
music than watehing TV |
and music videos; and they |
count Lauryn Hill and
Beustie Boys as the acts they
respect the most.

That’s according to the second
MTYV/Youth Intelligence Music
Trendsetters Study, which was

Acts Score Big With Vid Games

Titles With Featured Songs Are Win-Win-Win Situations

BY CARRIE BELL
LOS ANGELES—Hitmaking acts
like Buckstreet Boys, Sugar Ray,
Metallica, I'athoy Slim, Wu-Tang
Clan, and Rob Zombie are turning
video games into the | \
next musie-market-
ing arena by lending
their music, their |
names, their endm se- |
ments, and even their likenesses to
new gaming titles for PCs and such
home consoles as the Sony PlaySta-
tion and Nintendo 64.

When done properly, it is a strate-

gy that can be win-win-win for la-
bels, game publishers, and artists,
observers say: Labels get to piggy-
back on the popularity of games and
expose their acts to the highly desir-
=S able gaming demo-
| £ | graphic, game com-
| panies can make

| their offerings stand
out from the pack and
ride on labels’ music-marketing coat-
tails, and artists can connect in new
ways with their fans, as well as
explore fresh avenues of expression.
(Continued on page 101)
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J Joel Is Rare
Music Guest On
TV’s ‘Actors
Studio’ .. . p1s

MIS99;

conducted in August among 300
select 14- to 30-year-olds in New
York, Los Angeles, and Detroit.
The research subjects, who did not
know that they were participat-
“_ ing in an MTV study, were
given written surveys and
interviewed in person.
“MTV is a slave to our
audience,” says Todd Cun-
ningham, MTV senior VP
of reseurch and planning.
“We are so committed to
research in a number of ways and in
giving our audience what they want.”
(Continued on page 113)

! Mann Blossoms On
Reprise §’ track

ot/

L;.mu

BY JIM BESSMAN
NEW YORK—The soundtrack
to “Boogie Nights” director Paul
Thomas Anderson’s forthcoming
film “Magnolia” not only marks
the long-awaited return of
Aimee Mann to the major-label
recording scene. It actually
infTuenced the movie’s making.
As longtime Mann fan Ander-
son relates in the Reprise |
(Continued on page 102) |
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The Hype May Be High, But
Downloads’ Sales Are Low
See Page 56
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Latin Diva
Scores
Global
Success

) i Creed
(-~ f Human Clay Rocks the Charts

Rodney Jerkins
Producer/Wiriter Extraordinaire

THIS MONTH AT THE NEW BMI.COM

Eric Clapton his “My Father’s Eyes”
is Song of the Year at BMI/PRS Awards

NEWS, FEATURES AND
MORE AT BMI.COM.
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TwO LEGENDARY ARTISTS
Two AMAZING BoX SETS
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The long awaited re-release of the definitive

Bob Marley retrospective.

4 CD box set featuring both classics and rarities

from throughout his career.

Includes 78 songs, many available only in this collection,
new packaging and a 96 page color booklet.

First issued in 1992 as a worldwide limited edition release
and quickly sold out its 1 million units.

www.bobmarley.com

In stores November 16.

His first ever box set.

4 CD, 70 track retrospective covering all facets of
Stevie Wonder’s legendary career.

Contains 27 Top 10 Hits includ.ng 8 #1’s and all tracks
newly digitally remastered from original sources.

A complete discography listing every Stevie Wonder
single, album, “guest appearence” and
songs written for o-her artists.

Winner of 19 G-ammys.
In stores Noverber 23.
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Nate Taylor: An ‘Auld’ Acquaintance Returns

Personal harmony and peace come hardest to those who have never
sought to instill it in others. Two hundred and eleven years ago this autumn,
a young Scottish poet and songwriter hoped to make that very point when
he mailed a female friend five verses and the chorus of a vintage folk tune
he'd just adapted “which has often thrilled thro’ my soul.” In the centuries
since, that song’s lyrics “have been sung, and not infrequently mangled, in
most of the world’s languages,” according to Ian McIntyre, author of “Dirt
& Deity: A Life Of Robert Burns” (HarperCollins, 1995)—a biography of
the man who gave the world “Auld Lang Syne,” its most popular end-of-
year ode to parting, reunion, and peacemaking.

“I think the wisdom you gain from life experiences should get folded into
your performances as an artist,” says singer/songwriter Kate Taylor. The
younger sister of James, she is currently completing her first solo album
in 20 years, and her decision that the project’s first single should be a sub-
lime contemporary version of “Auld Lang Syne” (due Nov. 30 from her own
Front Door Records)is part of an effort to give her long-patient fans a col-
lection of “new material that has truly meant something in my life.”

Like Burns (1759-96), the Taylor clan is of Scottish her-

Like moonlight across an autumn pond, Kate’s reedlike alto shimmers
and glides upon the acoustic guitar accompaniment and backing harmo-
ny of brother James, as Tony Garnier’s resounding upright bass and
Mindy Jostyn'’s sighing fiddle convey the wistful onset of the fall equinox.
No listener could fail to catch the seasoned cast of worldly self-knowledge
in Kate's rendition, as she and her sibling evoke the sure sweep of histo-
ry, whether cultural, professional, or personal. Rolling Stone magazine
dubbed the Taylor brood “The First Family Of The New Rock” in 1971,
and for her part Kate would release three exceptional albums of her own
(“Sister Kate,” Atlantic/Cotillion, 1971; “Kate Taylor,” Columbia, 1978;
and “It’s In There . . . And It’s Got To Come Out,” Columbia, 1979), while
remaining active on the national folk scene. Yet she and Witham, her
spouse of 25 years, devoted the greater portion of that span to “making
a home—that really became our focus,” as he puts it, and raising their
girls Aquinnah, 26; Elizabeth, 24; and Aretha, 18.

“All three of our beautiful daughters have sung with me onstage,” Kate
emphasizes happily, “and Aretha can sing her ass off, but the latest album

has taken a long time because life goes on and stuff hap-

itage, their forebears sailing to North Carolina from the
Angus Coast of Scotland in 1790. Since then, the family
has divided its time between that state and New England,
with Kate having principally resided on the Massachusetts
island of Martha's Vineyard since the early 1970s. On New
Year’s Eve of 1998, Kate was rehearsing to sing in a sea-
sonal concert at the Old Whaling Church in the Vineyard
village of Edgartown, and the suggestion was made to end
her set with the traditional New Year’s ballad “Auld Lang
Syne,” which literally translates as “Old Long Since.”

A noted song collector/archivist, Burns once said he took
down the song’s raw stanzas “from an old man’s singing.”
Musicological research from other scholars has shown that
the phrase “Auld Lang Syne” derived from a popular Scot-
tish air of the 1680s called “The Duke Of Buccleugh’s
Tune” and was further developed in the 1700s under the
title “I Fee’d A Man At Martinmas” (Martinmas being a
Christian festival celebrated on Nov. 11, St. Martin's Day).

TO MY EARS

_by Timo;h-y White

pens. Now I want to share with people, as best I can, just
what my life has been and who I am.”

Other, less joyful aspects of Kate’s recent experience
have included the untimely death by heart attack in 1993
of her 46-year-old brother; Alex, followed by the passing in
'96 of her 75-year-old father, Isaac Taylor. Yet Kate’s
album, expected early next year (see www.katetaylor.com
for updates), is titled “Beautiful Road,” and it’s named for
a deeply moving Erica Wheeler song she covers on the
record, the lyrics of which Kate cited in 1997 when she
addressed the graduating class of her alma mater, the
Arlington School. That private high school is part of
McLean Hospital in Massachusetts, where Kate tem-
porarily committed herself for several months in her late
teens when she was beset by emotional difficulties. “Basi-
cally, I told the students that they were gonna be OK,” she
recalls with a soft laugh. “I didn’t know how much it would
mean to me to give that talk until I saw those kids’ faces,
but it was a really good thing, and it brought something in

Hius: Mark Summers

Burns’ version was published in 1792-93 in volume four of
an anthology called “The Scots Musical Museum.”

“I called a librarian friend in [the nearby Vineyard town of] Chilmark,”
says songwriter Charles Witham, Kate’s manager/husband, “and she faxed
me the original Scottish words. We were so taken with their beauty, even
though they were in dense dialect, and we worked up a version with one
translated verse for Kate’s performance. Afterward I decided to translate
all the verses, which you seldom get to hear. The narrator of the song is
talking to a person he calls an old friend, to whom he wants to be close once
again, and in the verses he recalls the heady days of their youth, when every-
thing was untroubled, and then a time of estrangement, when the ‘seas
between us have roared and swelled.””

“In the end the lyrics say, ‘Here's a hand my trusty friend, and give a
hand of thine,’ " notes Kate, “because he wants to shake and make up.”

“So it’s a song of reconciliation,” says Witham, “and the tender way Kate
and James eventually recorded it just gets into your soul.”

“I spoke to James last summer about the song,” Kate explains, “and he
loved the idea and just jumped in, put his heart into it, and spent a few days
working on the arrangement. We did basic recording on the Vineyard, in a
studio called the Sonic Brothers. It's in the basement of a place where I
lived in 1970 as a 20-year-old when it was still a storefront—so it brought
a lot of things full circle.”

my life to completion.”

Such sentiments are threaded through the “Beautiful Road” collection,
particularly on “Blue Tin Suitcase,” composed in memory of Alex Taylor,
and “I Will Fly,” an exquisite lament by Witham that also features a joint
vocal by James and Kate. The song serves as an elegy for noted guitarist
Arlen Roth’s wife and daughter, who perished in 1998 in a car crash. The
tragedy occurred a few days after Kate had played a February gig with
veteran cohort Roth, who also appears on the new album.

Burns was a fun-loving, lovelorn chap and champion of the common
man who himself died young of rheumatism and heart disease. By the
early 1800s, when “Auld Lang Syne” began to enjoy wide circulation, New
Year’s was a bigger holiday than Christmas, its gift-giving, decorated
indoor fir trees, and midnight church services all precursors to traditions
since transferred to Yuletide (in part to supplant rowdy pagan rituals of
the season). Most of all, “Auld Lang Syne” became a secular prayer of
appreciation and solace and a public way to renew good will toward one’s
neighbors.

“At the close of each year, there’s communicating we all need to do
because it's all about community,” Kate Taylor concludes. “The beauty of
‘Auld Lang Syne’ is in its simplicity. Since our own performance of it is from
the heart, we hope that's where it goes.”

BN L CTTERS

WHAT’S MOST IMPORTANT: SALES AND RETAIL

After reading Don Jeffrey’s “As Sales
Drop, Singles Debate Heats Up” article
(Billboard, Oct. 30), as a SoundScan retail-
er I feel compelled to speak out. Of course
singles business is down! How could it be
up when the hits people want to purchase
aren't even available. Anyone at a record
label who feels singles eannibalize album
sales is a downright fool. Look at Santana
and Sugar Ray: Both of these artists have
increased their album sales with the pro-
file of a retail single.

Five of the biggest records out can’t be
bought as singles. “Mambo No. 5 (A Little
Bit Of . . .)” by Lou Bega, which should be
the No. 1 record in the country, is not
because RCA is being greedy by forcing
the consumer to buy a full-length album.

“(You Drive Me) Crazy” (Stop remix) by
Britney Spears is not available on her
album, yet Jive Records has disposed of
another No. 1 record by wanting you to
buy a half-baked soundtrack to get this
version. Look at the charts: It’s not work-
ing!

The Backstreet Boys, Jennifer Lopez,
and Smash mouth, to name a few, all have
current hits that should be battling for the
No. 1 position on The Hot 100 but don’t
have singles at retail. Madonna, Janet
Jackson, and Whitney Houston are all still
here because the single—the lifeline of the
business—built these artists’ profiles over
the years. If Spears or Lopez have huge
No. 1 records the first time at bat, it’s
more than pathetic to have great follow-
ups miss the top 10 because a label has

bypassed retail. Aren't we in the business
to sell records? Have we all lost our
minds? Unless the industry wants to kill
itself, there is no better advertisement
than a top 10 record on The Hot 100.

I have no problem with a release
being shipped with 500,000 or 1 million,
with early cutout—I just have a prob-
lem with having to turn customers away
because of no single release. Billboard
is talking too much about downloading.
Let’s get back into record stores and
get fans the records they are hearing
faster. The industry’s acting as though
radio play is the only important factor;
retail and sales are even more impor-
tant. Stop using half of the equation.

Richard Signorelli
RPM Sounds

Letters appearing on this page serve as a forum for the expression of views of general interest. The opinions offered here are not necessarily those of Billboard or its management.
Letters should be submitted to the Letters Editor. Billhoard, 1515 Broadway, New York, N.Y. 10036.
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LOS ANGELES—‘N Sync has filed blis-
tering responses to a preliminary injunc-
tion motion and lawsuit filed by Trans
Continental, its head Louis Pearlman,
and BMG Entertainment last month
(Billboard, Oct. 23).

While the counterclaim refutes the
points made in the original suit and
includes a countersuit, the boy band left
its vitriol for the response to the prelim-
inary injunction. In the papers filed Now.
2in U.S. District Court in Orlando, Fla.,
the group calls Pearlman, who claims he
“yssembled” the band, “a con man . ..
who has become wealthy at [‘N Sync’s]
expense. They have been cheated at
every turn by Pearlman’s fraud, manip-
ulation, and breach of fiduciary duty.”

The original injunction, which alleged
breach of contract and potential trade-
mark infringement, was part of a $150
million suit [iled by BMG, Trans Conti-
nental, and Pearlman against ‘N Sync
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‘N Syne’s attempt to move from BMG-
owned RCA Records to Zomba-owned
Jive Records—which is distributed by
BMG—in September.

According to ‘N Sync’s papers, Pearl-
man did not come up with the group’s
name—the moniker came from member
Justin Timberlake’s mother, Lynn Har-
less. Disputing the trademark infringe-
ment claims, the papers say that Pearl-
man, via a “secret scheme,” “obtained a
license to use such mark for himself.”
Pearlman’s filing claims Trans Conti-
nental is the sole owner of the ‘N Syne
mark in more than 20 countries.

The group also maintains that by sign-
ing the band to Germany-based BMG
Ariola, Pearlman violated a clause in his
contract that stated the band would be
signed to a U.S. label within 18 months
of the contract’s start.

‘N Sync’s counterclaim states that
Pearlman’s financial arrangements with

According to the papers, Pearlman or
his entities received 55% of all gross
touring revenue, plus 37.5% of the net;
75% of all record royalties and 100% of
any advances; 80% of the merchandising;
100% of the music publishing; and 55%
of gross celebrity endorsement monies,
plus 37.5% of the net from such deals.

‘N Sync’s new album was slated to
come out on RCA this quarter. However,
it has now been moved to early 2000 for
Jive, depending upon the legal outcomes.

BMG and Trans Continental re-
sponded to ‘N Syne’s counterclaim via a
joint statement: “This case is about the
rule of law and the importance of honoring
contracts. The false and inflammatory
rhetoric contained in the court papers
filed [Nov. 2] have no place in a court of
law, where we are confident that the
group’s exclusive obligations to Trans
Continental and BMG will be upheld.”
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EMI Partners With Preview
For Secure Online Distrib.

BY MARILYN A. GILLEN

NEW YORK—EMI Recorded Music
put into place one key piece of its
digital-distribution strategy with the
Nov. 1 announcement that it has
tapped Cupertino, Calif.-based Pre-
view Systems as its “recommended
technology provider” for the secure
electronic delivery of music (Bill-
boardBulletin, Nov. 2).

As part of the nonexclusive pact,
EMI received what it describes as
“a small equity stake” in Preview,
which on Oct. 29 filed an amended
registration statement with the Sec-
urities and Exchange Commission
for a proposed public offering of
stock on the Nasdaq exchange.

Preview says it has worked with
Intel on developing a tamper-resis-
tant encryption technology specifi-
cally geared to meet the music indus-
try’s needs as it moves toward the
sale of digital downloads.

“Preview’s track record in elee-
tronic distribution is very strong,
and their relationship with Intel is
very encouraging from a security
viewpoint,” says Jeremy Silver, VP
of new media at EMI. “So there’s a
lot that contributes to this being an
impressive solution for us.”

Preview has already made a name

U.S. Payola
Investigation
Eyes 80 PDs

This story was prepared by Frank
Sazxe, reporter for Avrplay Monitor:

NEW YORK—More than five dozen
radio programmers are under feder-
al investigation for breaking payola
laws, in connection with what is being
called the worst pay-for-play scandal
since the 1950s.

Sources confirm that 80 PDs at
Spanish-language stations throughout
the U.S. and in Puerto Rico are under
investigation for allegedly taking
bribes from Fonovisa Records in
exchange for spins.

During the week of Oct. 25, Fono-
visa VP of promotion Jesus Gilberto
Moreno paid a $50,000 fine and was
sentenced to two years’ probation
(Billboard, Nov. 6); he pleaded guilty
to paying more than $1 million to pro-
grammers in 1997 alone.

“That gives you an indication of
the magnitude of how widespread
this was,” Assistant U.S. Attorney
Richard Robinson tells Billboard.

The label, which is owned by Gru-
po Televisa, was fined $700,000 for
falsely reporting promotional ex-
penses to the Internal Revenue Ser-
vice (IRS); Fonovisa president Guil-
lermo Santiso was also fined $200,000
and given two years’ probation for
income tax violations in connection
with payola payments. Santiso could
have received a prison sentence of up

for itself in the electronic software
distribution marketplace. With its
proprietary “Ziplock” system, it
enables the secure distribution of
computer software online and offers
rights management features for
those sales.

However, the EMI alliance marks
Preview’s first move into the music
sector.

Competitors already in the music
space include Santa Clara, Calif.-
based InterTrust Technologies, which
has license agreements with 12 com-
panies, including Universal Music
Group and BMG Storage Media, The
company went public on Oct. 27 and
saw its stock soar more than 200% in
its first day of trading (Billboard, Now.
6).

Vincent Pluvinage, CEO of Pre-
view, says that the music industry is
several years behind the software
business in E-commerce.

“We therefore decided to develop
our relationships and our revenues
in that [software] market segment
first,” he says, “but now that the
music industry is catching up, we
have decided to leverage the same
technology base as well as the same
set of partners and customers into

(Continued on page 104)

Women, Minorities Get Industry Aid

Fund Aims To Assist In Purchase Of Radio Stations

BY BILL HOLLAND
WASHINGTON, D.C.—A new private
sector investment fund led by media
titans will address decades of com-
plaints about minority ownership of
broadeast properties by making as
much as $1 billion available to minori-
ties and women for use in the pur-
chase of U.S. radio and TV properties.
CBS CEO Mel Karmagzin and Clear
Channel Communications chairman/
CEO Lowry Mays announced Nov. 3
the creation of a milestone private sec-
tor investment fund by their compa-
nies, 16 other broadcast company
titans, and Chase Manhattan Bank.
In another major Washington-relat-
ed broadecasting announcement, on
Nov. 1, the Federal Communications
Commission (FCC) announced it was
beginning its long-awaited rulemak-
ing process to consider terrestrial dig-
ital audio broadeasting (DAB).
Traditional over-the-air broad-
casters, in a race with satellite entre-
preneurs to develop DAB, have been
pushing for the proceeding, and Na-
tional Assn. of Broadcasters (NAB)
spokesman Dennis Wharton said the
industry ‘“was pleased at long last that
DAB is finally on the table.”
The far-reaching investment fund
project, the Prism Communications
Partners, L.P, is designed as a for-

IV Show Spotlights
‘Respond” Project

Artists and social activists involved with the acclaimed “Respond”
benefit album released earlier this year by the New England-based
Signature Sounds label were featured on an Oct. 16 episode of “City
Stories,” a UPN38/ WSBK-TV Boston program, hosted by Heather
Roberts. Performing on the show were Merrie Amsterburg and Catie
Curtis, two of the 27 Boston-based female singer/songwriters who
contributed to the two-CD “Respond” collection, which benefits
Respond Inc., an organization that aids women and children who are
vietims of domestic violence. Shown, from left, are Respond Inc. exec-
utive director Kate Cloud, “Respond” album artist and executive pro-
ducer Charan Devereaux, Amsterburg, Curtis, and host Roberts,
director of public affairs for UPN38/WSBK-TV. The show also fea-
tured concert clips from Respond Inc.’s 25th anniversary Celebra-
tion Concert on Sept. 24. The station plans other programming about
the record during the holiday season. And, in a continued response to
“Respond,” graphic designer Connie Sharar and illustrator Stephanie
Garcia recently won a Bronze Award from the prestigious Society of
Illustrators for their cover design for the compilation record. The
original cover art will be on display at the 11th annual 3D Illustra-
tors’ Awards Show from Dec. 8-Jan. 1 at the society’s headquarters

profit enterprise and will be co-
chaired by Karmazin and Mays.
Minorities and women have com-
plained for decades that they have
been shut out of the loop of owner-
ship opportunities by a lack of both
capital and an inside knowledge of
deal-making. The program will ad-

‘The broadcasting
industry is
following through
on a promise’

- LOWRY MAYS -

dress all of those concerns, the two
execs pledged.

Karmazin and Mays have spear-
headed the effort. The two were
joined at the briefing at NAB head-
quarters here by execs from the A.H.
Belo Corp., Bonneville International
Corp., Cox Enterprises Inc., Dis-
ney/ABC, Cumulus Media Inc.,
Emmis Broadeasting, Fox Broadcast-
ing Co., Granite Broadcasting, Infin-
ity Broadeasting, NBC, Radio One,
Susquehanna Radio Corp., Tribune
Broadeasting, and Viacom.

The funding stands at press time
at “a shade under $200 million,”
according to Karmazin (the official
amount is $175 million).

The fund will be completely inde-
pendent from the industry investors,
and its investment decisions will be
made solely by a general partner to
be selected by Chase Capital Part-
ners. As to a date when the funds will
be available, James B. Lee Jr., VP of
Chase Manhattan Bank, said the
announcement was “chapter one,”
but opportunities would soon be
available even as the fund grows.

“Make no mistake,” Karmazin
said, “this is a big deal. One billion
dollars is not chump change.” Addi-
tional equity contributions by other
broadcasters, pension funds, and
institutional investors are expected,
with corresponding financial lever-
age, to bring the fund total to $1 bil-
lion in aggregate purchasing power,
he and Mays explained.

Edward O. Fritts, president of
NAB, which will serve as “clearing-
house” for the project, was one of sev-
eral speakers who referred to the
enterprise as “doing the right thing”
and as socially responsible. The
speakers also said that broadcasters
have realized that diversity and inclu-

(Continued on page 104)

Blockbuster Pacts With
AOL For Joint Promotions

BY DON JEFFREY

NEW YORK-—Blockbuster has
formed a three-year alliance with
America Online (AOL) through
which AOL will invest $30 million in
the retailer’s Web site and the two
companies will promote each other in
stores, cyberspace, and traditional
media.

The world’s largest video chain
also says that it is relaunching its
Internet site, blockbuster.com, on
Nov. 22 as an electronic retailer. This
will make Blockbuster more compet-
itive in the sell-through video market,
which it has not pursued in part
because space limitations in stores
required focus on rentals. It also
means that Blockbuster will be
entering, albeit slowly, the crowded
world of online music selling.

The deal between America Online
and Blockbuster gives AOL access to
the retailer’s 40 million card-carry-
ing video-rental members in the U.S.
and offers Blockbuster access to
AOL’s 21 million paid monthly online
service subscribers.

Executives are terming the deal a
Jjoint marketing alliance. Blockbuster
will receive premier placement on a
number of AOL properties, including
CompuServe, the AOL Entertain-
ment Center, and Netscape Netcen-
ter. AOL subseribers will be direct-
ed to a co-branded AOL/Blockbuster
site that will also launch later this
month.

In exchange for the prominent
position on AOL's sites, Blockbuster

commercials, and during its nation-
ally televised Blockbuster Enter-
tainment Awards show. In about
4,000 company-owned Blockbuster
stores, customers will be given AOL’s
latest 5.0 software.

Blockbuster will also play AOL’s
commercials on the in-store TV net-
work, provide point-of-purchase pro-
motional displays, and promote the
service in direct mailings to its mem-
bers.

“There are other home video pro-
viders on AOL,” says America Online
spokesman David Theis. “But none
have the carriage of Blockbuster.
They have huge reach. They have
stores within a 10-minute drive of
60% of the U.S. population.”

At about the same time the co-
branded site goes up, Blockbuster
will relaunch blockbuster.com. Exec-
utives say that the site has focused
primarily on promotion and informa-
tion, but now its emphasis will be E-
commerce. And the company has
created a separate subsidiary for the
online operations.

“We're setting up a subsidiary,
blockbuster.com, so that it can be
publicly traded,” says Shellye
Archambeau, senior VP of E-com-
merce for Blockbuster.

In addition to a possible Internet
initial public offering, parent compa-
ny Viacom has said that it is likely to
split off Blockbuster itself to its pub-
lic shareholders next year, depending
upon market conditions.

The $30 million that America On-

to six years. in New York. will promote the online service pro- line is investing in Blockbuster.com
(Continued on page 102) vider in its stores, in its television (Continued on page 112)
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16 of today’s
hottest young

stars on one ;
awesome CD!
POP TO THE POWER OF 16

Quit Playing Games (With My Heart)
Backstreet Boys

Too Beautiful For Words to the‘& power of 16
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.
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Christina Aguilera
Best Of My Life
‘N Sync
Thinkin’ About You
Britney Spears
When The Lights Go Out
Sive
Wannabe
Spice Girls
Don'’t Take It Personal
Monica
Body Rockin' Time
Christian Davis
You're The Bomb
imajin
Every Day’s A Rainy Monday
Don Philip
Mary Lopez
Billy Crawford
Thinking Of You
Hanson
5,6,7,8
Steps
She Wants You
Billie
Bounce, Rock, Skate, Roll
Baby D.C.

'.;at_ely AVAILABLE FROM
Divine BAYSIDE DISTRIBUTION
916.371.2800
street date: November 16, 1999 885 RIVERSIDE PARKWAY

www.poptothepower.com WEST SACRAMENTO, CA 95605
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New-Media Dept. Bows
At Universal/Motown

BY MARILYN A. GILLEN

NEW YORK—The Universal/Mo-
town Records Group has created a
new-media department with the
appointments of Erin Yasgar as
senior director of new media/Inter-
net marketing and Yan Autphenne as
senior manager of new media tech-
nology.

Yasgar, formerly director of mar-
keting for Universal Records, will
head the department. She reports to
Universal/Motown Records Group
CFO David Ellner. Autphenne, pre-
viously a business analyst with Uni-
versal Music Group Information
Technology, reports to Yasgar. Both
are based in New York.

Universal/Motown Records Group
chairman Mel Lewinter says the cre-
ation of the department reflects a
need to keep on top of changing times.

“The Internet is now a key part of
life, and while no one is exactly sure
how it will change things yet, we have
to position ourselves to be able to
move to the left or to the right or
straight ahead, depending on how
things develop,” he says. “So it’s im-

portant for our artists and our com-
pany to stay informed and aware of
both the positives and the potential
pitfalls in this, and the only way you
can do that is by putting your feet in
the water.”

Yasgar’s position includes oversee-
ing the group’s development and mar-
keting for individual label and artist
Web sites, as well as its downloadable
music and DVD Audio initiatives.

She also sees herself as playing a
key role as a resource for the labels’
artists—who vary widely in their
knowledge of, and comfort level with,
new technologies.

“You've got some artists who trav-
el on the road with a laptop,” she
says, “and then you've got others who
don’t even realize their records are
mixed on computers.

“We want all of them to have
somewhere to go for help and an-
swers,” she adds. “And we intend to
provide them with the same type of
focus in this area that they get from
our sales department, our promo-
tions department, or our radio de-
partment.”

Tower’s Earnings Fall In Yr.

BY BRIAN GARRITY

NEW YORK—Tower Records is
citing unfavorable exchange rates
on its yen-denominated debt and a
$3.5 million valuation against
deferred assets from operating
losses in international markets for
a sharp decline in earnings for its
fiscal year.

Tower reports an $18.7 million
drop in earnings for the fiscal year
ending July 31. Revenues, mean-
while, increased by $18.3 million.
The Sacramento, Calif.-based retail-
er had a net loss of $8.8 million, com-
pared with a profit of $9.9 million for
the last fiscal year (BillboardBul-
letin, Nov. 1).

Income from operations fell to
$31.8 million from $32.4 million, due
to higher costs, E-commerce invest-
ments, and Latin American expan-

sion, the company says. Net revenue
rose 1.8% to $1.03 billion.

While the company says it is al-
ready seeing increases in first-quar-
ter sales due to improvements in
existing store performance world-
wide, the international instability
behind many of Tower’s problems in
'99 looks to be an ongoing concern
moving forward.

Foreign currency denominated
debt may be subject to further vol-
atility due to fluctuations in foreign
exchange rates, Tower said.

However, Tower chief executive
Michael Solomon noted in a state-
ment that the company has made
structural changes aimed at improv-
ing operating efficiencies and has
several new store projects in the
works that are expected to go into
effect during the next 12 months.

RECORD COMPANIES. Jordan Katz
is promoted to senior VP of sales
for Arista Records in New York. He
was VP of sales.

Bonnie Barrett is named VP of
catalog exploitation for BMG Clas-
sics in New York. She was label
director for ECM, North and South
America.

Allen Weinberg is promoted to
VP of design for Sony Classical,
Sony Music Creative Services in
New York. He was design director
of Sony Classical, Sony Music Cre-
ative Services.

Virgin Records America names
Joanna Spock Dean senior direc-
tor of video promotion in New York.
Virgin Records America also pro-
motes Stephanie Seymour to
national video promotion director in
New York. They were, respectively,
assignment editor for VH1 News
and national video promotion man-

KATZ

BARRETT

ager.

T.J. Miller is named senior
director of national sales, R&B, for
Capitol Records in Hollywood. He
was a regional sales manager at
Motown Records.

Jim Saliby is named senior
director of national account sales
for the RCA Label Group in
Nashville. He was Midwest 