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From the singer songwriter that brought
you the hit "Corazon Partic"

Over 80 Platinum records throughout his career
More than 10 million records sold worldwide

Over 1 million records sold in the US market.
""Mas" has achieved RIAA US.
Certified Gold & RIAA Latin Certified 3x Disco de Multi-Platino status

Over 2 million records sald in Europe.
""Mas" has earned 2 IFPI Platinum Europe Awards

"Mas" is the all time number one selling album in Spain,
breaking all records. Number one for 21 consecutive weeks
in the official AFYVE sales ranking

His music has garnered the most prestigious
awards in Spain and Latin America
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Trans World Invests
In Brick-And-Mortar

BY ED CHRISTMAN

NEW YORK—In agreeing to
acquire WaxWorks’ 113-unit
Disc Jockey chain, Bob Higgins,
Trans World Entertainment’s
chairman/CEOQO, is betting

against Wall Street’s apparent
belief the day is waning for
brick-and-mortar music stores.

The deal will bring another
113 locations under the Trans
World banner, giving the Albany,

N.Y.-based chain a total of 1,052
(Continued on page 86)

TRANS WORLD
ENTERTAINMENT

Gilman Tops Nominees
In Billboard Vid Awards

BY CARLA HAY

NEW YORK—Country singer Billy
Gilman leads the list of nominees for
the 2000 Billboard Musie Video
Awards, which will be presented Nov.
10 at the Universal Hilton Hotel in
Universal City, Calif. The 12-year-old

Gilman, an Epic Nashville recording
artist, earned four nominations for
his video “One Voice.”

The elip received nods for best
country new artist clip, best contem-
porary Christian clip, best contem-
porary Christian new artist clip, and
best jazz/AC new artist clip.

(Continued on page 86)

It’s A Good Time To Be Modern Pop

Blending Hard Rock
And Fements Of Pop

GOO GOO DOL.S

BY MELINDA NEWMAN
LOS ANGELES—While many
Americans have their eyes focused
on the teeny-bopper stylings of
Britney Spears and ‘N Syne or the
rap/rock rants of Limp Bizkit and
Korn, a new strain of rock acts have
been sneaking in and selling mil-
lions of albums and concert tickets.
Although modern-leaning rock
(Continued on page 22)

Mixing Bits Of Rock
Into Top 40 ”ﬂl_lil!_

k. T

VERTICAL HORIZON

This story was prepared by Chuck
Taylor and Airplay Monitor’s Jeff
Silberman.

If someone asked a group of indus-
try types to guess which format had
recently been the first to embrace
acts like Creed and Barenaked
Ladies and post top 10 airplay for
matchbox twenty, Vertical Horizon,

(Continued on page 23)

VH1 Viewers
Wa_m Their Bu_g:k

CREED

BY CHUCK TAYLOR
and MELINDA NEWMAN
For developing acts, exposure on
a music video channel can mean the
difference between a gurgle on the
charts and a multi-platinum album,
with all the garnishes of fame.
While many of the new breed of
rock acts have found a home on var-
ious radio formats and on local video
(Continued on page 24)

BY BILL HOLLAND

marketing practices.” she said.

WASHINGTON, D.C.—The Recording Industry Assn.
of America (RIA A) has long defended its parental-advi-
sory labeling system as an adequate alert for par-
ents, but the Federal Trade Commission (FTC)
is now taking a much closer look at what par-
ents actually know and how they’re learning it. i
Hilary Rosen, RIA A president/CEOQ, crit- 'F -

icized the FTC report’s findings on market- 5z, ™4
ing and labeling in a Sept. 11 statement. “It
fails to take much of its own data into
consideration when drawing its assump-
tions about the recording industry’s

'FIC Takes On Violence In The Media

Does RIAA Labeling System Work?

A B

NEWS ANALYSIS

(Continued on page 84)

Marketing Plans To Be Altered

BY BILL HOLLAND
WASHINGTON, D.C.—The U.S. entertainment indus-
try has begun to restructure its marketing plans that
target labeled violent product to children.
" The action follows a Sept. 13 hearing at which
federal lawmakers warned the industry that if it
= doesn’t voluntarily comply with requests to stop
_:ﬁ' such end-run marketing, it will face either leg-
islative regulation or an expanded Federal Trade
Commission (FTC) rule on deceptive advertising.
In comparison with other enter-
tainment industries, the record busi-
ness—which spends less than 10% of
its advertising budgets on TV and consumer maga-

(Continued on page 84)
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Work-for-Hire
Rollback On Track

BY BILL HOLLAND
WASHINGTON, D.C—The leg-
islative rollback requested by a
national coalition of recording
artists and allied
organizations
continues to
unfold as the
House Judiciary
Committee
approved the work-
for-hire repeal bill Sept. 13 in a
non-contested voice vote. |
The legislation now goes to
|
!

the House floor for expected
approval under suspension rules,
which allow noncontroversial
passage of legislation without

(Continued on page 87)

Latin Grammys
Make Their Debut

BY LEILA COBO

LOS ANGELES—Retailers predict
that Shakira, Christina Aguilera, and
Ceila Cruz will be among the big win-
e —— = = ]

Backstage At
The Awards,

List Of Winners

Page 87
WEeesss =g

SANTANA

ners at record stores following the
debut of the Latin Grammys, which
aired on CBS Sept. 13 from Los
Angeles’ Staples Center.

“I’m hoping there’s going to be a
buzz around Christina Aguilera,”
says Mark Woodard, Latin music

(Continued on page 87)

THE SPOTLIGHT ON

TEXAS

BEGINS ON PAGE 27

IN THE NEWS

U.K.’s Badly Drawn Bay Wins
Technics Mercury Music Prize
See Page 14
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Frank Gross 2000: Turn Of The ‘Scrooged’

A new entertainment season is upon us, and i the executive board-
room of the International Broadcasting Co. (IBC), Frank Xavier Cross,
the self-described “youngest president in the history of television,” is
reviewing an upcoming slate of violent melodrama and lurid holiday
telecasts with his senior staff. Striding back and forth in front of a
framed Picasso, the tall, balding Cross seethes to his assembled lieu-
tenants that “there’s a reason” he holds such an uncommonly lofty posi-
tion in the industry: “I know the people!”

Indeed Cross does, judging from his taste in programming, and
Christmas will be the biggest payoff yet. So Cross is keen to screen
the promotional clip for IBC’s upcoming “Yule Love It!” campaign of
Néel specials. Off go the lights, and on comes awall of TV screens that
shimmer with a snowy North Pole tableau. The quaint cottage domi-
nating the winkry scene, its windows aglow with silhouettes of busy
elves, s suddenly hit by a mortar shell, and swarms of ski-masked gun-
men leap over icy drifts to spray the remote residence with fire from
M-60s and AK-47s. A voice-over snarls, “At 7 o'clock, psychos seize
Santa’s workshop—on ‘The Night The Reindeer Died!””

libraries—the lessons contained in the cinematic social parable still seem
elusive a dozen years later.

This was rarely so apparent as on Sept. 11, when the Federal Trade
Commission (FTC) released the report “Marketing Violent Entertain-
ment To Children: A Review Of Self-Regulation And Industry Practices
In The Motion Picture, Music Recording & Electronic Game Industries.”
The two central questions the report addressed were “Do the industries
promote products they themselves acknowledge warrant parental cau-
tion in venues where children make up a substantial percentage of the
audience?” and “Are these advertisements intended to attract children
and teenagers?” In summary, said the report, “for all three segments of
the entertainment industry, the answers are plainly yes.”

Rather than a shrill conservative screed, the FTC report proved to be a
fair, well-researched account of marketing practices. Its documentation was
drawn from the files of the corporate firms scrutinized—as well as from data
acquired by FTC “mystery-shopper surveys,” which found, for instance, that
46% of under-17 patrons (52% of whom were never asked their age) were able

to enter R-rated movies and that “unaccompanied children

But such relattvely subdued promos don't satisfy the
amoral Cross—not even the one for the slinky lwe pro-
duction of “Scrooge” starring Buddy Hackett and the
Solid Gold Dancers. So Cross jumps up and reels his own
commercial pitching IBC's edition of “A Christmas Carol,”
mwhich a gritty-wiced rundown of documentary-clip hor-
rors (‘Acid rain! Drug addiction! International terrorists!
Freeway killers!”) culminates in a nuclear supernova
behind the chilling sign-off: “Now more than ever, it's
important to remember the true meaning of Christmas
... Your life might just depend on it.”

“CUT! PRINT!” yells director Dick Donner (“Superman,”
“Lethal Weapon”), as poised Panaflex cameras capture a
close-up of actor Bill Murray as Frank Cross, his features
looming demonieally in the fiery glow of his TV monitors.

It's March 1988, inside a cavernous sound stage on the
lot of Hollywood’s Paramount Studios, as production is con-
cluding for “Secrooged,” the modern film adaptation (by
writers Mitch Glazer and Michael O'Donoghue) of Charles
Dickens’ classic, cautionary short story. A break is called,
and Murray loosens his tie as he exits the sound stage, strolling past a huge
bone-white bulletin board lining one wall of the vast office set. Erected for
a scene not included in the film’s final cut, the prop board is covered with
a gridwork of cards bearing the titles of the fictional IBC network’s new
programming week, among them the Monday evening drama “Three-Way
Love,” a Tuesday night block consisting of “Tuna Patrol” and “The Chorus
Slut,” and Friday’s 9 p.m. ratings magnet, “The Trojan Hour: A Guide To
Sex"—plus the full Saturday-Friday lineup for the 7:30 p.m. slot: ‘Jailbait,”
“He Wants To Be A She,” “Celebrity Fistfight,” “Run For Sex,” “Guess My
Disease,” “Ammo And The Girl,” and “Dollars For Love.”

Retreating to his trailer on the studio backlot, Murray reveals that the Solid
Gold Dancers were a late addition to the cast (“It’s the same day their show
had been canceled—they got hired immediately™) and describes the under-
lying motivations of his screen character (“Frank has the LCD—the lowest
common denominator—instinct. His network can’t stoop low enough! Frank
controls everything, but he can’t control the ghosts in his life or his society”).

Praised by New Yorker critic Pauline Kael as “a triumphant parody of
yuppie callousness,” the satiric “Scrooged” went on to become one of the
most successful Christmas movies of all time. Despite its enduring pop-
ularity as a VHS/DVD title—including cult status in rock’n’roll circles,
with bands like R.E.M. toting copies of the film in their tour-bus

[
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TO MY EARS

_b! Timothy White

ages 13-16 were able to buy an explicit-content labeled
recording 85% of the time” (the stats for restricted electronic
game purchases were similar). Moreover, while the report
showed that parents appreciated at face value the use of advi-
sory labels, only 50% of the 55 top-selling CDs bearing such
labels followed the music industry’s parameters for display-
ing them. The report also found that network and cable TV
regularly targeted advertising of R-rated films to underage
viewers, noting that “the younger the audience, the more the
studios tended to advertise on MTV.” Also sourced in the
FTC report were prior studies like one by the Centers for
Disease Control and Prevention that found “the United
States has a teen homicide rate five times greater than the
rate of 25 other industrialized countries combined.”

Frank Cross, of course, had had his own problems with
negative feedback. In a subsequent scene shot with Cross/
Murray at Paramount Studios in March '88, IBC’s chief is
confronted in his boardroom with a tabloid cover story head-
lined “IBC KILLS OLD WOMAN.” As a junior executive informs
Cross, “This 80-year-old grandmother was watching your
‘Serooge’ promo last night, and she just keeled over. It scared her to death.”
Frank gasps and says, “This is terrific! T knew that ad worked! You can't buy
publicity like this! [ want that promo run every half-hour. I want a disclaimer
at the top—Anyone with a heart condition must leave the room!”

On Sept. 13, after initial Senate hearings on the FTC report, this
columnist phoned actor Murray at home in upstate New York and asked
what a media mogul like Frank Cross would be up to today.

“I think Frank’s move now would be to combine sleazy, pathetic real-life
TV shows like ‘Survivor’ with real-life violence,” says Murray. “He’'d take
a bulletproof limo to some urban hellhole, throw money out the car window
until somebody killed someone else over the flying cash, then jump out with
his bodyguards to be videotaped with the victim dying in his arms.”

The 21st-century Frank Cross would go that far?

“And next,” Murray continues, “Frank would low-road it by going on one
of his own network’s bottom-feeding TV talk shows to describe that expe-
rience. And then, he'd try to high-road it by launching a graphic, never-
ending, real-life biography series about anyone, anywhere, who's ever been
touched by tragic death, from car crashes and murder to teen suicide.”

What would IBC call this perpetual, pandering series? “Well,” replies
Murray, “I guess they’d name it for what it is, a really cynical outlook: ‘Liv-
ing With Violence: The History Of Our Times."”

Jazz Saxophonist Stanley Turrentine Dies At 66

BY STEVE GRAYBOW

NEW YORK-—Jazz saxophonist Stanley
Turrentine, whose career spanned 50
years, died Sept. 12 in New York two days
after suffering a stroke. He was 66 years

Turrentine, who
lived in Fort Wash-
ington, Md., was in
New York for a per-
formance at the Blue
Note jazz club.

Turrentine toured

‘I admire the fact that,
after so many years of
old. making albums,
Stanley was still
looking to be inspired
when he made music’

- JOHN BURKE -

Sugar?,” was released on Concord in June
of last year.

“Stanley was one of the most important
figures in soul/jazz,” says Concord Records
executive VP John Burke, who produced
Turrentine’s final recording. “It took two
years to complete the album, and most of
that time was consumed with finding mate-
rial that Stanley would be excited about
recording. I admire the fact that, after so
many years of making albums, Stanley was
still looking to be inspired when he made
music rather than just putting out another

with Lowell Fulson’s
R&B band, which fea-
tured Ray Charles on
piano, in the early
1950s; by the end of
the decade he’d re-
corded his first sides as a member of drum-
mer Max Roach’s band.

In the early 1960s, he was recording as
a leader. In 1971, Turrentine’s “Sugar”

TURRENTINE

(CTI) became a pop radio hit and set the
standard for the soul/jazz sound that
became Turrentine’s calling card.

During the '70s, '80s, and '90s, Turren-
tine continued to record for such labels as
Fantasy, Elektra, and Blue Note, mixing
elements of pop, jazz, and R&B. His most
recent recording, “Do You Have Any

album. It spoke volumes of his dedication
to the music.”

Turrentine is survived by his wife,
Judith, two sisters, four daughters, a step-
son, three grandchildren, and a great-
grandchild.

In lieu of flowers, donations may be sent
in Turrentine’s memory to the American
Diabetes Assn., 300 Penn Center Blvd.,
Suite 700, Pittsburgh, Pa. 15235.
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charts with its diverse new set,
“Revelation.”

18 The Beat: Lilile Feat cele-
brates 30 years with *Hotcakes &
Outtakes.”

20 Boxscore: Dave Mafthews
Band and David Gray gross more
than $2 million in East Troy, Wis.
25 Soundtracks and Film
Score News: The music from “Sur-
vivor” makes waves of its own.
26 Popular Uprisings: Josie
enlists an array of hitmakers for her
Qwest/\Warner Bros. debut,
“Unkunvenshunal Girl.”

MICHAEL DORNEMANN: P14

35 Reviews & Previews:
Albums from Lila Downs, Tabla
Beat Science, Rachelle Ferrell,
and Madonna are in the spotlight.
38 R&B: OutKast brings ifs
unique brand of hip-hop back with
*Stankonia.”

39 Rhythm Section: R. Kelly
flies up Hot R&B/Hip-Hop Singles
& Tracks with ™ Wish.”
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43 Dance: URB and Pete Tong
team fo bring their *Essential Mix"
show fo U.S. radio.

45 Country: Billy Ray Cyrus
returns with his Monument Records
debut.

49 Pro Audio: The Audio Engi-
neering Society Convention will fea-
fure developments in surround
sound.

51 Higher Ground: Sammy
Ward makes his 40 Records debut
with "My Passion.”

51 In the Spirit: EMI Gospel is
building up its roster with releases
from Aaron Neville and Brent Jones
&the T.P Mobb.

52 Classical/Keeping Score:
Pianist Graham Johnson completes
his *Hyperion Schubert Edifion” with
its 37th volume.

53 Jazz/Blue Notes: Chuck
Mangione brings his trademark
sounds to fans with “Everything For
Love.”

54 Songwriters & Publishers:
BMG Songs’ new president plans to
concentrate efforts on catalogs and
new signings.

55 Latin Notas: The Latin
Grammy Awards show marks a
night of firsts.

INTERNATIONAL
57 Canadian refailers hope that
the upcoming holiday season will
provide relief from sluggish sales.

60 Hits of the World: Madon-
na’‘s “Music” continues fo groove
atop six international charts.

61 Global Music Pulse:
China’s Thin Man represents its
homeland at the Fuji Rock Festival
in Japan.
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62 Catalog titles are big busi-
ness for the DVD industry.

64 Declarations of Indepen-
dents: Rooster Blues Records aims
to preserve the memory of Chica-
go's Maxwell Street with a three-CD
sef.

66 Retail Track: Mall-based
music stores will have a iong
sheif life despite the imminence
of digital downloads.

67 Child’s Play: \Wendy Whit-
ten’s frog named Flumpa leaps
from video and books to the stage.

68 Sites + Sounds: Microsoft
pacts with Radiowave fo offer 40
channels of music for its popular
Internet chat rooms.

69 Home Video: Coming Home
Music follows ifs "Ryman” series
with two new fitles featuring coun-
fry legends at the Grand Ole Opry.
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76 After two decades, Rick
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Dees” morning show goes nation-
wide.

79 The Modern Age: Dexter
Freebish’s Kyle discusses the
inspiration behind *Leaving
Town.”

Sanctuary

25th Anniver-
sary
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81 Music Video: MTV's Video
Music Awards show is hampered
by onstage antics.

FeaTuRes
72 C(Classifieds

75 Update/Goodworks: Big
Valley Music sponsors a confest
for a new owner, with a portion
of the entry fees benefiting VH1's
Save the Music Foundation.

89 Hot 100 Spotlight: “Music’s”
sales remain in the six figures,
affording Madonna a second week
atop The Billboard Hot 100.

94 Between the Bullets:
Appearances on the MTV Video
Music Awards bump up acts’ sales.
95 Billboard.com: What's
online this week.

96 Market Watch

96 Chart Begt: Lorefta Lynn
refurns to Hot Country Singles &
Tracks with her 78th entry.

96 Homefront: Sponsors sign
on in support of the Billboard/Air-
play Monitor Radio Seminar and
Awards.

Napster Appeal May Hinge On Sony Betamax

BY EILEEN FITZPATRICK

LOS ANGELES—As the judges on the
9th U.S. Circuit Court of Appeals in San
Francisco wade through a mountain of
final briefs submitted by the Recording
Industry Assn. of America (RIAA) and
Napster, some legal sources say the case
will be decided on one issue.

“The bottom line is the Sony Betamax
case, and the decision will not be rendered
on the basis of the Audio Home Record-
ing Act or other technology legislation,”
says intellectual property lawyer and pro-
fessor Joseph J. Wiseman. “The decision
will be based on whether or not there is
infringement based on this technology.”

In the landmark 1984 Sony Betamax
case, the Supreme Court ruled that new
technologies should not be judicially
banned (or re-engineered) unless the only
substantial use of which they are capable
is unlawful. Copyright attorney Fred von
Lohmann of the San Francisco firm Mor-
rison & Foerster says, “The Sony case is

the only argument that carries weight.”
In their response brief filed with the
appeals court on Sept. 8, the RIAA and
the National Music Publishers Assn. ar-
gue that the Sony case is not applicable
since “the court considered both quanti-
tative (widely used) and qualitative (com-
mercially significant) substantially.”

__hmapster

Napster responded on Sept. 13 that its
technology is used for “sampling, space
shifting, and the authorized distribution of
music of emerging and established art-
ists.” Napster’s brief restates the compa-
ny’s contention that the music industry
seeks to control technology and “prevent
it from transforming the Internet in ways
that might undermine their present choke-
hold on music promotion and distribution.”

While Napster also claims safe harbor

under the 1992 Audio Home Recording
Act (AHRA), Wiseman says that a deci-
sion based on it would “leave a lot of
underlying issues unresolved.”

In addition, Lohmann points out that an
amicus brief filed by the U.S. Copyright
Office on behalf of the RTAA tears down
that defense. In its brief, the Copyright
Office states that Napster users are not
using any of the devices or media covered
by the AHRA and that the act provides
immunity only for noncommercial copying,
not for public distribution. “The AHRA
argument is looking pretty weak for Nap-
ster since the U.S. government weighed in
on the side of the RIAA,” he says.

Other organizations that have filed
amicus briefs on the RTAA’s behalf in-
clude the Assn. of American Publishers,
the Interactive Digital Software Assn.,
ASCAPF and BMI. Oral arguments for the
appeal, which seeks to overturn a pre-
liminary injunction order issued by the
lower courts, are scheduled for Oct. 2.
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BY PHYLLIS STARK
NASHVILLE—The future of Gay-
lord Entertainment’s planned record
label is now in question following the
Sept. 13 departure of Gaylord’s pres-
ident of creative content, Tim DuBois,
after just a few months on the job. His
exit continues a recent pattern of
upheaval at Gaylord and follows the
surprise July departure of presi-
dent/CEO Terry London, a 22-year
Gaylord veteran.

The company’s Internet division,
Gaylord Digital—which includes the
Web sites MusicCountry.com, Music-
force.com, and Lightsource.com—
also experienced recent upper-man-
agement turnover. Senior VP/GM
Randy McCabe relinquished his
duties several weeks ago, although he
remains with the company in an
undisclosed capacity. In June, Gaylord
Digital GM Bob Wilson segued to sis-
ter company Gaylord Cable Networks
as director of interactive television.

DuBois, the former chief of
Arista Nashville, joined Gaylord
earlier this year to oversee Acuff-
Rose Music Publishing, Word
Entertainment, the Grand Ole Opry
Group, and Gaylord Films, as well
as to launch the new label. In a pre-
pared statement, company chair-
man E.K. Gaylord II expressed
“disappointment” over DuBois’
departure and called it a “mutual
decision.”

Label spokesman Tom Adkinson
says DuBois left over “philosophical
differences” but declined to discuss

‘DuBois Departs Gaylord:
Pianned Label In Turmoil

the status of the label other than to
say, “As with every part of our com-
pany, we examine the strategic plan
every day and every week, so0 it’s an
ongoing examination of the record
label.”

Gaylord appointed former Cincin-
nati Bell CFO Dennis Sullivan as
interim president/CEO. Sullivan, who
has been retired since 1993, is the
father of Gaylord Entertainment
director Maggie Wilderotter. E.K.
Gaylord had served as interim presi-
dent/CEO since London’s departure.

The new Gaylord label, which had
been tentatively titled Dual Tone,
had yet to land a distribution deal
but had already made an offer to
former Decca artist Chris Knight.
The label was expected to have had
mainstream country, alternative
country, and pop divisions.

The future of some recently hired
staffers, including former Arista
Austin executive Scott Robinson, who
had been tapped as the label’s presi-
dent, remained uncertain at press
time. Fourteen former Arista Nash-
ville staffers were expected to have
Jjoined the new label’s ranks. Former
Atlantic Records Nashville VP/GM
Bryan Switzer, who had been hired
to head the new label’s promotion de-
partment effective Oct. 1, described
himself on Sept. 13 as “a free agent
as of today.”

Adkinson says, “There’s a hand-
ful of people Tim brought with him.
Their circumstances are to be
determined.”

Labels’ Future In Doubt
After Isgro’s Sentencing

BY CHRIS MORRIS
LOS ANGELES—Former indepen-
dent promotion kingpin Joe Isgro’s
record labels appeared to be on the
verge of folding in the wake of Is-
gro’s sentencing on federal loan-
sharking charges.

“The company’s being dissolved,”
said 2 woman at

two federal extortion counts in a May
31 agreement with the government
(Billboard, June 10)—was a shadow
of the cocky, nattily dressed figure
recalled by those who covered his
trial on federal payola and racke-
teering charges a decade ago.

Held without bail since his arrest
in March (Bill-

the Tarzana,
Calif., offices of

‘Basically, he

board, April 8),
the 53-year-old

Private I Rec- industry veteran
ords, the Isgro- became a faced the bench
run imprint, Street-level clad in a green
once distributed jail windbreaker

worldwide by
Mercury, that
released albums
by Bootsy Col-
lins, Rick James,

criminal . . . [It’s]
that simple’

~ TERRI LAW -

and nondescript
dark blue slacks,
with his hands
and feet shack-
led. He appeared

and the Gap
Band in the '90s.

The woman, who identified herself
only as Angela, also picked up a call
on a separate line to Isgro’s inde-
pendent label Mecca Records.

She said there was no one in the
office who could speak for the labels.
“I'm just answering the phones,” she
said.

Facing U.S. District Judge Audrey
B. Collins for sentencing Sept. 7 in
L.A., Isgro—who pleaded guilty to

without his hair-
piece, and his
sparse remaining hair, no longer
dyed jet black, was gray. After more
than five months behind bars, he
exhibited a jailhouse pallor; his face
was drawn, and his cheeks were
sunken.

Isgro, who declined to address the
court on his own behalf, heard Col-
lins sentence him to 50 months in
federal prison (BillboardBulletin,

(Continued on page 95)

Warner Announces Download Plan

BY ED CHRISTMAN

NEW YORK—Warner Music Group
—the last major to bring its digital
distribution offering to market—has
clearly been watching the efforts of
the other majors in an attempt to
avoid any missteps they may have
made in their launches.

Although Warner is initially enter-
ing the North American market in
November with only about 100 down-
loadable singles (BillboardBulletin,
Sept. 11), it plans to follow up quick-
ly with a broader offering that will
include entire albums.

“We will have about 1,000 titles
prepped and ready in January,” says
Paul Vidich, Warner Music Group
executive VP “How quickly the titles
are integrated into stores’ [invento-
ry] will depend on the stores and
their ability to manage that offer-
ing.”

Rob Glaser, CEO of RealNet-
works, which Warner has chosen as
the architect of its digital infra-
structure, calls the breadth of the

catalog that Warner is putting on the
table “remarkable.”

The platform that has been built
can accommodate several playback
systems, which is integral to Warn-

‘We will have about
1,000 titles prepped
and ready in

January’

- PAUL VIDICH -

er’s plans to reach the widest array
of consumers and attract the support
of a large number of retailers. Glaser
says that Warner and RealNetworks
have strived to create an “infra-
structure that will have the broadest
market reach.”

Warner executives decline to
reveal which other technology com-
panies will be involved in its digital
effort, but sources suggest that Lig-

Atomic Pop Fizzles Dut

New-Media-0riented Label Lacks Funds

BY MARILYN A. GILLEN

and CHRIS MORRIS

NEW YORK—Whether the bubble
has indeed burst for Atomic Pop, the
radical new-music-industry vision
for which it waved the flag has cer-
tainly been deflat-

music industry in a “digital revolu-
tion” that would claim as its first vic-
tim, Teller frequently asserted, the
traditional music business.
Instead, all signs point to the
casualty being the new-media up-
start. Its ap-

ed.
Despite laying
off almost all its

ATOMIC PO .com

T B EOPATING STY T

parent demise
comes hot on the
heels of two other

remaining staff Sept. 8, the Web-
centric indie label asserted in a terse
statement Sept. 11 that it plans to
“continue operations.”

Launched in February 1999 by
former MCA Music head Al Teller,
Atomic Pop was at the time the high-
est-profile entrant yet in the nascent
online-label sector and one for which
its own stated expectations were
equally lofty: the reinvention of the

dot-gones with strong entertain-
ment-industry connections: Digital
Entertainment Network and
Pop.com.

“Clearly [industry] connections
only get you so far—or not so far,”
says an online music competitor who
admits to having been “intimidated”
by some of the boldface names stak-
ing out turf online and who asks not

(Continued on page 83)

‘Respond’ Set Raises $100,000

BY CARLA HAY
NEW YORK—The public response
to “Respond” continues to escalate.
Domestic violence prevention organi-
zation Respond Inc. has reached a
milestone by raising $100,000 through
its “Respond” compilation album,
which was issued last year to benefit
the nonprofit Somerville,
Mass.-based agency that
offers aid, 24-hour counsel-
ing, and shelter to help
women and children who are
vietims of domestic abuse.
The two-CD set—released
in January 1999 on the Koch-
distributed independent label
Signature Sounds—features
27 New England-based singer/song-
writers, including Juliana Hatfield,
Jennifer Kimball, Mary Lou Lord,
Melissa Ferrick, Catie Curtis, Patty
Larkin, Merrie Amsterburg, Jess
Klein, Barbara Kessler, and Jen
Trynin. The album has garnered crit-
ical acclaim and widespread support

DELMHORST

in the music industry (Billboard, May
29, 1999).

Respond Inc. executive director
Lynne Brody says, “We're thrilled at
reaching the $100,000 mark. I think
the project is an example of how peo-
ple can use their natural talents for
the greater good. That level of com-
munity support is very pow-
erful. With the ‘Respond’
album, we reached an audi-
ence about domestic vio-
T2 lence that we may not have
[previously] reached.”

One of the music-industry
organizations that has sup-
ported the album is music
mail-order company Colum-
bia House. Columbia House president
Brian Wood says, “We get pitched a lot
of worthwhile projects, but we have to
be selective on which causes to support.
The causes we support are those that
are also getting a lot of support from
artists.”

(Continued on page 89)

uid Audio and Microsoft, through its
Windows Media, will have a role.

In addition to allowing retailers
some leeway in aligning with the dig-
ital service provider of their choice,
Warner is joining potential merger
partner EMI Recorded Music in
using a gross-margin business mod-
el, which allows the retailer to set the
price for downloads. That business
model is much more popular among
music specialty merchants than the
so-called agency model chosen by the
other three majors, in which the
labels set the price to the consumer
and pay a commission to the retailer.

Using technology licensed from
PreviewSystems, the Warner model
allows for what is called an integrat-
ed basket, which enables the retailer
to collect payment and customer
information. Retail views this as an
important element. For instance,
some large merchants have ex-
pressed concerns about the Univer-
sal Music Group's plan to collect spe-
cific customer information and
market directly to customers.

“The approach we are taking to
this is that we are interested in
aggregated information that can
help us to learn how to better sell our
music but not specific customer
information,” says Vidich.

Vidich declines to discuss pricing,
but some people familiar with War-
ner’s plan suggest that the digital
format may offer less profit margin
to retailers than do the correspond-

(Continued on page 94)

GMAPlans
Pro-Gountry
Market Push

BY PHYLLIS STARK
NASHVILLE—The Country
Music Assn. (CMA) has under-
taken a massive research survey
of country music consumers and
is planning an extensive market-
ing push, along the lines of the
dairy industry’s “Got Milk?”
campaign, to brand and help build
the format. The campaign will
launch next year.

The CMA has hired GSD&M
Advertising of Austin, Texas, to
conduct a comprehensive brand-
development project aimed at

L CQOUNTRY MUSK: ASSOCLATION

assessing current perceptions of
country music among consumers
and identifying the format’s most
| distinctive and compelling traits.
This information will be used by
the CMA to develop both con-
sumer-driven campaigns and
business-to-business marketing
initiatives to support the country
music industry and reach fans
and music consumers.
“Everybody felt that the indus-
(Continued on page 53)
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BY GORDON MASSON

NEW YORK—An estimated 1 bil-
lion-plus viewers around the world
witnessed the 2000 MTV Video
Music Awards (VMAs) Sept. 7.
Those watching the extravaganza
from outside the U.S. were guided
through the evening’s proceedings
by familiar local VJs who were at
Radio City Music Hall here as part
of MTV’s customization strategy
for such awards shows.

This strategy gives MTV view-
ers the impression that the show
they’re watching is made special-
ly for their specific country or
region.

In charge of coordinating the
mammoth effort to take the show
around the world is Lisa Hackett,
VP of international programming,
operations and marketing.

“We had crews from 10 inter-
national channels in for this
year’s show, as well as one inter-
national online crew, and about 30
people from those channels as
well as a team of about 12 from
the international department
working on the customization pro-
cess,” says Hackett.

Hackett heads MTV Networks’
International Operations team,
which is located in both London
and New York. In the months lead-
ing up to the VM As, or any other
large-scale MTV event, her team
meets with each individual MTV
affiliate channel to brainstorm
ideas of how best to tailor coverage
of the event.

“Without the customization, the
show would just be a U.S. import.
Customization [of the event] en-
sures that we make the show the
most relevant to our viewers
around the world,” Hackett tells
Billboard.

The operations team coordinates
with various MTV departments
such as talent and musie, produc-
tion, production management, com-
munications, marketing, and online
to set up the multitude of opportu-
nities that exist for each TV crew
at the event. The team also helps
facilitate the actual transmission of

MIV Gustomizes VMAS

Local VJs, Clips Target Global Viewers

the event and subsequent satellite
feeds of the customization elements
with MTV Networks’ operations
center.

As aresult of the brainstorming
sessions, a meticulous plan is de-
vised that allows each individual
channel producer to decide which
elements should be included in the
regional broadcast. A basic check-
list is drawn up from which the
channels can choose where they
want their crews to be on the night
of the show.

However, the actual regional
customization begins in the days
leading up to the VMAs, when
MTV’s international channels
attend performer rehearsals to
conduct local VJ interviews with
artists and show hosts. The
footage from these interviews is
used in news segments as well as
incorporated into the actual local
broadcast. During the week of the
show, channel crews also do vari-
ous location shoots with VJs and
regional talent in and around New
York.

“At the end of each day all the
film that has been shot by all the
different channels is brought in
and reviewed by everyone, and the
local channels are given the chance
to share each others’ footage,”
says Hackett.

Immediately prior to the show,
regional crews can take advantage
of priority access to the red carpet
arrival area, where local VJs can
interview artists and celebrities as
they arrive at the event. Again,
these segments are used in local
MTV news packages as well as in
local broadcasts. MTV also airs its
own live pre-show program, which
regional affiliates are offered as
part of the customization package.
That coverage includes interviews
with a wide range of artists and
celebrities to which the regional
MTYV broadcasters can add their
own VJ links, or “wrap-arounds.”

The localization efforts also con-
tinue during the event. This year,
MTV Brasil and all seven feeds of

(Continued on page 83)

BMG Declares Desire To Be No. 1

BY ADAM WHITE

HANNOVER, Germany—For a
moment, visitors to the Bertelsmann
pavilion here at Expo 2000 are asked
“to imagine a world without media.”
Then the German company’s large-
sereen audiovisual presentation goes
on to suggest why such a thing is,
well, unimaginable.

For a moment, BMG Entertain-
ment chairman/CEO Michael
Dornemann would prefer to imagine
a world without the Universal Music
Group’s acquisition of PolyGram. “I
don’t want to talk about competi-
tors,” he told Billboard. “But what
you can clearly say is that, usually in
the integration of two big companies,
it’s a very difficult job—and usually
you lose market share if you add [the
companies] together. If you look at
Universal, they did not lose.

“This is something I respect,” de-
clared the man who had led Bertels-
mann’s music group since its 1987
formation.

Dornemann contends that but for
the Universal/PolyGram combina-
tion, BMG Entertainment would
today rank at No. 1 in U.S. market

share of current albums, with a 20%
piece of the action. “We’ve gained
market share every year,” he said.
“Even in overall album share, we are
17.5%. We were about 8% in 1991, so
we have more than doubled that,
more or less by internal growth.

Brﬁjbﬁﬁﬁimm

“Now, with our partnership with
Jive, with J Records, with the inte-
gration of LaFace, and with the
turnaround at RCA, I do hope we can
increase that 20% in current albums
and 17.5% in overall album share,”
he adds.

BMG Entertainment made a 28%
contribution to total Bertelsmann
revenue in fiscal 1999-2000 of 32 bil-
lion deutsche marks ($14 billion),
larger than any other division. The
division fronted by Dornemann and
president/CEO Strauss Zelnick grew
its sales by 15.5% to 9.4 billion
deutsche marks ($4.2 billion), with a
significant portion of the increase due

BY EILEEN FITZPATRICK

LOS ANGELES—The launch of
DVD Audio product is on the brink of
yet another delay as record labels and
the 4C group, which has developed
the anti-copying protection for the
format, continue to be at odds over
licensing terms and conditions.

The 4C group consists of Mat-
sushita, Toshiba, Intel, and IBM,
which are the developers of content
protection for recordable and pre-
recordable media, otherwise known
as the “4C” technology.

While the labels have agreed to
fees to license the 4C technology, a
source close to the negotiations says
the labels have issues with the
“licensing language.” “If there are
issues that might affect something
else in the contract, the labels are

DVD Audio’s Debut Facing Delay
Over Gontent-Protection Issues

reluctant to agree,” says the source.
“They aren’t putting all their cards
on the table.”

Already agreed upon is the 4C
group’s charge for the labels to
license the technology for inclusion
on DVD Audio dises. The 4C group is
licensing the technology for an annu-
al fee of $400,000, according to
sources familiar with terms of the
agreement. If a label doesn’t want to
pay the 4C group, it has the option to
pay areplicator that has licensed the
technology. That cost would be 6
cents per disc.

Although label representatives
would not comment on the negotia-
tions, all said they are regularly
meeting with the group to resolve
some remaining issues. “All parties

(Continued on page 89)

RECORD COMPANIES. Ron Gillyard
is named senior VP of black music
for J Records in New York. He was
VP of Bad Boy Entertainment.

Sony Music Entertainment pro-
motes Caryn S. Conklin to VP of
international management informa-
tion systems and Ken Citron to VP of
U.S. information systems in New York.
They were, respectively, VP of finance
and administration systems and VP of
distribution and logistics systems.

MCA Records promotes Patricia
Coleman to senior director of busi-
ness and legal affairs in Santa Mon-
ica, Calif. MCA Records also names
Joel Mark VP of A&R in Santa
Monica, Calif. They were, respec-
tively, director of business and legal
affairs and A&R executive for Wind-
Up Records.

Lee Stimmel is promoted to VP

XEeCUTIEVE

GILLYARD MARK
of marketing and product develop-
ment for Atlantic Records in New
York. He was VP of marketing.

Yigal Dakar is named senior
director of marketing and artist
development for Priority Records
in Los Angeles. He was GM of Risk
Records.

BMG Entertainment promotes
Ava Volandes to director of part-
nership marketing in New York.
BMG Entertainment also names

TURNTABLE

STIMMEL DAKAR
Joelle Quinn director of partner-
ship marketing in New York. They
were, respectively, associate direc-
tor of partnership marketing and
senior manager of global media and
sponsorship marketing for Ameri-
can Express.

PUBLISHERS. Allan Tepper is named
VP of creative services for MPL
Communications in New York. He
was VP of creative services/special

TEPPER BLACK
projects for Warner/Chappell Music.

Jason Black is named creative
manager, East Coast, for EMI
Musie Publishing in New York. He
was an associate producer for MTV
News.

RELATED FIELDS. Marie Dominguez
is promoted to tour press director
for the Mitch Schneider Organiza-
tion in Sherman Oaks, Calif. She
was a tour publicist.

to the strength of the dollar. It made
a profit of 439 million deutsche marks
(8194 million) and evidenced a “sta-
ble” 4.7% return on sales.
Bertelsmann chairman/CEO
Thomas Middelhoff paid tribute to
music’s contribution and to Dorne-
mann during a financial presentation
Sept. 13 at the company’s Expo 2000
pavilion, dubbed PlanetM—*“Media
for the world.” “It’s not always been
easy for him,” said Middelhoff,
“what with the negative press sur-
rounding Clive Davis, for example.”
The music unit had “a great year,”
Middelhoff added, while repeating
his wish to see BMG become market
leader in the worldwide music busi-
ness by year’s end. “Don’t say that
we haven’t achieved our objective
until Dec. 31,” he said, even as he
avoided being specific about how that
goal would be attained. “We're inten-
sively working and examining how to
reach the No. 1 slot. We'll keep our
fingers crossed that [the effort] will
be successful.”
Middelhoff stressed that Bertels-
mann “firmly believed” in the music
(Continued on page 85)

U.K.’s Mercury
hoes To Newcomer
Badly Drawn Boy

BY PAUL SEXTON
LONDON—Good timing and good
fortune have converged for “The
Hour Of The Bewilderbeast.” An
industry audience at the Grosvenor
House Hotel Sept. 12 watched as the
debut album of that name by Twist-
ed Nerve/XL Recordings artist
Badly Drawn Boy trumped better-
known nominees g )
such as Richard A

Asheroft, Coldplay,
and Leftfield to
win the ninth
annual Technics
Mercury Music
Prize.

The artist, born
Damon Gough in
Bolton, near Manchester, has been a
critical favorite in the U.K. in the
year leading up to the award, in
which a panel of industry judges
honors the unofficial British or Irish
“album of the year.” But sales of the
self-produced set have also been
healthy since its release June 26.

The Beggars Banquet-owned XL,
which distributes Badly Drawn Boy’s
own Twisted Nerve label, puts its cur-
rent domestic total at 80,000 copies,
and the result is perfectly timed for
the Beggars Group’s U.S. release of
the album Oct. 3 via Twisted/XL.

“Apart from being a brilliant rec-
ord, it’s exactly the right time in its
life cycle for this to happen,” says
Beggars U.K. president Martin
Mills. “It’s [already] out everywhere
except America, and it’s building all
over the place. The sales are
between 5,000 and 20,000 in all the
significant territories and multiply-
ing rapidly. In Germany, for
instance, it’s already sold 800% of its
ship-out.”

BADLY DRAWN BOY

(Continued on page 89)
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e-Invents the “Q&&s
READ-ALONG!

All-New Multimedia CD Format
Backed by This Holiday’s Hottest Film Properties
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The Read-Along product line has been a children’s audio staple since Disney introduced it in 1959. Now after over
40 years of audio sales success, the format has been reinvented for the new generation of children to address
increasing children’s CD and computer software sales. The new format allows tremendous portability and storage
ease with a DVD-style case that holds the book, CD, and a bonus cassette all in one small, stackable package.
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