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le¥ alkgl
e BY ED CHRISTMAN materizlizad in the face of retai.  press s-z-ement that accompanied
resistar ce. the release of its annual financial
NEW YCRK—Get ready for Jump- Suct mzetings havz gone on  resuits.
Start version 2.0. since January, but UMG sources [- sa 1 its music subsidiary

wuald further adjust its
North American pricing
policy as part of a
multi-pronged effort
(Continued on page 75)

Main Street

Areln & Goes Digital

o ; | B s Stake Out Online Music Turf
e : | : F BY BRIAN GARRITY

-5 NEW YORK—Retailers of all sizes and flavors sud-
denly have a taste for the digital distribution busi-
ness.

Wal-Mart, Starbucks, Circuit City and Virgin
Megastores are among the leading brick-and-mor-
tar players that recently

Top executives at Universal tell Bil'bo 1rc that changes
Music Group are discussing ways — are imminent.
to revarip their pioneering price- UMG parent Vivendi
r2duction program, because a Universal tipped its
hoped-"or boom in sales never hand ina March 17

D12: NOT JUMPSTARTING

6 New Buzz!

Evanescence heads the debut
Billboard Buzz Top 25 chart,
which is ranked based on an
ongoing Internet survey.
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13 Mayer’s Musings
John Mayer’s monthly music
column will premiere in the

June issue of Esguire. J |
BY SUSANNE AULT - 3 x : announced plans to offer
e ; digital music to their
With American music fans more fickle aad : I b | customers.

forgetfal than ever, many acts are increas- And more are coming.
With more than 25

ingly scoring their biggest paydays oversecs. ThES , _ lion downloads sold
Veterans Mariah Carey, Bon Jovi and : 2 B e irst three
Lionel Richie are among the attractions tkat ' L1\ R L of 2004
continte to do well on the global circuit. ; .. S E . 8 according to Nielsen ]
But even newer artists like Pink, Ben Harper r ) 2 . B Sound Sgcan, many SRIOICES. CLIE
and Usher are cultivating overseas fans, whooften 7 . . retailers are no longer con;ent to sit on the
remain -'DyaLlongafteranactfades in the Stztes. I : 1 sidelines of the digital music revolution.

WA=t T i : “We're at a tipping point,” says Jeff Cavins,
Whzt I'think many of us see is that president/CEO of Seattle based Loudeye Corp.,

(Continued on page 18) RS a provider of digital music services. “You are

41 For The Whole Family
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The videogame sector going to see a lot of well-recognized brands
expands its consumer base by Although Mariah Carey’s career is on the wane in - _ = make investments in digital music this vear.”
launching such family- the Utited States, she s still a top attraction v In Starbucks’ case, that means allowing cus-
. . s 5 in European and Asian countries. 4 ] g
oriented titles as “Shrek 2. (Continued on page 75)
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Top of the News

5 LosTigres del Norte continue
to tackle political issues to great
chart success with their latest
album, “Pacto de Sangre.”

6 The Assn. for Independent
Music dissolves, and a new indie
trade group begins to stir.

Music

13 The Beat: John Mayer beefs
up his résumé with a new column
for Esquire.

15 Higher Ground: Sara
Groves rediscovers the roots of
her faith on “The Other Side of
Something.”

16 Jazz Notes: Conrad Herwig
and his band add an Afro-
Cuban twist to Miles Davis’
“Kind of Blue.”

17 Legal Matters: AVirginia
court strikes a blow to Web
porn sanctions by ruling that a
state law to protect minors from
sexually explicit material is
unconstitutional.

18 Touring: RepeatSeat intro-

Tech Track

Onling Music Services |

Bilbeare

LOSTIGRES DEL NORTE

duces cell-phone ticketing to the
United States.

26 R&B: Universal Music &
Video Distribution remains the
top distributor of R&B and rap
for Q1 2004.

27 Latin Notas: Although
EMY’s cuts hit its Latin divisions,
the company is still busy devel-
oping business deals.

32 Beat Box: A licensing deal
sets off a battle between Blow-
Up and T.H.E.M.

34 Country: As the first new
act signed to Asylum, Blue
County is riding the fast track.
%40 Songwriters & Publishers:
Think Tank Studios aspires to be
a modern-day Brill Building by
nurturing a creative songwriting

environment and producing
material for specific artists.

56 Studio Monitor: BiCoastal
Music expands into a hybrid profes-
sional and home recording studio.

Retail

%1 Videogames become more
family-friendly as software pub-
lishers aim for new demos.

52 The Indies: Jane Siberry’s
new album commences Sheeba
Music’s exclusive U.S. deal with
Burnside Distribution.

53 Retail Track: Searching for
rhyme and reason in labels’
release schedules.

54 Home Video: Eagle Rock
Entertainment shifts its staff to
focus on its DVD strength.

QUOTE OF THE WEEK
® I'maslave to Christ,
and that’s a really good
 placeto be.®

SARA GROVES
Page 15

2004 ¢ VOLUME 116, No. 16

Global

57 With the success of acts
like Skwatta Kamp, hip-hop
could be South Africa’s major
international breakthrough.

59 Global Pulse: World events
turn Youssou N’Dour’s personal
“Egypt” album into a public
statement of faith.

Programming

64 Tuned In: The Tube: Missy
Elliott’s “Pass That Dutch” and
Christina Aguilera’s “Fighter”
lead the 2004 MVPA Awards
nominations.

Features
19 Boxscore
37 The Billboard BackBeat
37 Executive Turntable
38 Billboard Picks
58 Hits of the World
62 C(lassifieds
65 Charts
65 Chart Beat
65 Market Watch
76 Mileposts
78 The Last Word
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BROALDCAST DATA SYSTEMS

SPIN
AWARDS

600,000 SPINS

Thank You ARISTA/RMG
| Knew | Loved You/ /COLUMBIA
500,000 SPINS
Angel/ /ARISTA/RMG
400,000 SPINS
The Game Of Love /ARISTA/RMG
Foolish/ /MURDER INC./DEF JAM
300,000 SPINS
Someday/ /ROADRUNNER
The Way You Move/ /LAFACE/ZOMBA
Right Thurr/ /DTP/CAPITOL
Yes!/ /WARNER BROS.
Brain Stew/ /REPRISE
I''f Be Missing You/ /BAD BOY
She Hates Me/ /FLAWLESS/GEFFEN
What About Now/ /BNA
200,000 SPINS
Numb/ /WARNER BROS
It's My Life /INTERSCOPE
White Flag/ /ARISTA/RMG
The First Cut ls The Deepest/ /A&M
Are You Happy Now/ /MAVERICK
For You/ /ELEKTRA
Where The Stars And Stripes And The Eagle Fly/ /LYRIC STREET
Down With The Sickness/ GIANT
Big Pimpin /ROC-A-FELLA/DEF JAM
Damn /SO SO DEF/ZOMBA
Never Had A Dream Come True/ /INTERSCOPE
Ghetto Superstar (That Is What You Are)/ /INTERSCOPE
Cry/ /WARNER BROS
Open Up Your Eyes/ /POLYDOR
Escape/Escapar/ /INTERSCOPE/UNIVERSAL LATINO
100,000 SPINS
Yeah I /LAFACE/ZOMBA
My Immortal /WIND-UP
One Call Away/ JCAPITOL
With You/ /COLUMBIA
Salt Shaker TVT
Hotel/ '§ RECORDS
F*K it/ /IVE/ZOMBA
Tipsy/ /SO SO DEF/ZOMBA
Remember When/ /ARISTA
Toxic/ /JIVE/ZOMBA
Gigolo/ /JIVE/ZOMBA
You Can't Take The Honky Tonk Out Of The Girl/ /ARIST2
Little Moments/ y /ARISTA
Amazing/ /HOLLYWOOD
Through The Wire/ 'ROC-A-FELLA/DEF JAM
Watch The Wind Blow By/ /CURB
Rain On Me/ /MURDER INC./DEF JAM
| Wanna Do [t All/ /MERCURY
Remember/ /REPRISE
Why Georgia /AWARE/COLUMBIA
50,000 SPINS
This Love/ /OCTONE/) RECORDS
Dirt Off Your Shoulder/ /ROC-A-FELLA/DEF JAM
100 Years/ /AWARE/COLUMBIA
Sweet Southern Comfort/ /COLUMBIA
You'll Think Of Me/ /CAPITOL
Rubber Band Man/ /GRANDHUSTLE/ATLANTIC
Freek-A-Leek/ /JIVE/ZOMBA
{ Believe In A Thing Called Love/ /ATLANTIC
Wanna Get To Know You/ /G-UNIT/INTERSCOPE
Songs About Rain/ /MCA NASHVILLE
Spend My Time/ /EQUITY
| Don't Wanna Know/ /BAD BOY/UMRG
The Reason/ ISLAND
More & More /JIVE/ZOMBA

N Nielsen

Broadcast Data
Systems
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6

Stroebele to
lead Sanctuary
Records Group
in continental
Europe

BY LEILA COBO

It’s not clear when Los Tigres del Norte went from being
a norterio band to a social and political force.

What is clear is that in the past two decades, when Los
Tigres talk, their audience does not just buy albums. It lis-
tens. And it acts.

Action is what many hope Los Tigres’ newest set, “Pacto
de Sangre,” will provoke. Released March 30 on longtime
label Fonovisa Records, it debuted, as expected, at No. 1
this issue on the Billboard Top Latin Albums chart.

The album includes two tracks that address contempo-
rary and explosive circumstances and are sure to elicit a
strong response.

One is the first single, “José Pérez Le6n,” a hauntingly
arranged corrido about a young man who suffocates inside

Uk frO'I'

"™F THE NEWS

Los Tigres Take Their
Stories From Real Life

Songs Focus On Immigration Issues, .Iuar Deaths

a truck as he attempts to cross from Mexico into the United
States. The song directly references the May 2003 incident
in which 18 immigrants suffocated inside a truck in Texas.
It is No. 28 on the Billboard Hot Latin Tracks chart this issue.

Chilling in its matter-of-fact narrative, “José Pérez Leon”
contrasts with the call-to-arms attitude of “Las Mujeres de
Judrez.” That track pointedly criticizes inaction by the Mex-
ican government and police surrounding the unsolved bru-
tal murders of more than 300 women in the border city of
Ciudad Judrez since 1993.

“This corrido is telling the government that people
deserve to have these murders salved,” says Tigres bass play-
er Hernan Herndndez, who makes up the band with broth-
ers Jorge, Luis and Eduardo, as well as cousin Oscar Lara.

“We want the families of these women to be heard.

(Continued on page 77)

10

Morissette
spoofs
Nipplegate
at Junos

EMI Makes

First

A Billboard staff report

LONDON—EMI Music companies
around the world are adjusting to the
recent job-cutting plan that the British
major announced March 31.

In most countries, restructuring
plans are being finalized, and few
details have been disclosed.

An EMI spokeswoman declined to
comment on which exec-
utives or artists were
leaving the company.

It is understood that
in most European terri-
tories, EMI was having §
discussions with the
respective work councils
representing employees.
“There are a lot of dis-
cussions going on in
many different places,” a
source at EMI's London
HQ says.

Sources say that EMI
does not intend to close
any of its affiliates and that wherever
there is an EMI company, there will
still be a budget for local repertoire.

One of the most drastic measures
following the March 31 announce-
ment is the closure of EMI Music
Germany’s Virgin office in Munich.

The Virgin operation will be
relocated to Berlin, where it will be
combined with EMI's Berlin-based
labels Mute and Labels Music Germany.

VAN HOFF: MUNICH OFFICE
SHUTTERED

Cuts

All three labels will be co-managed
by Tina Funk and Christof Elling-
haus, previously co-managing
directors of Mute and Labels. They
report to EMI Music Germany man-
aging director Niel Van Hoff. Van Hoff
is also managing director of EMI
Music Netherlands. Georg Stoeckl,
who was managing director of Virgin,
is among the departures.
~ Jirgen Thiirnau

manager of Virgin
Germany-signed acts
| Enigma and Sandra,
| comments, “All of us in
| Munich are very, very
)| sad that Virgin is closing
| its doors here. Many of
0 the staff with whom we

d have been working for
years will not be going
to Berlin. In fact, we're
close to tears. But busi-
ness must go on. We
have known Tina Funk
for quite some time and
hope that our relations with Berlin
are just as good as they have been
here in Munich.”

Sources at the company say the
relocation should be effective “in the
next few weeks.”

Sixty jobs will be lost between
Munich and Cologne, where Capitol
Germany will remain headquartered.

Sylvia Kollek, managing director of

(Continued on page 76)

IFPI Details Global Biz Decline

Top 10 Music Markets:
Retail Value, 2002-2003

BERMAN: LOOKING ON THE BRIGHT SIDE

BY EMMANUEL LEGRAND and LARS BRANDLE

LONDON—What once was a $40 billion business
is now down to $32 billion.

The global recorded-music business experienced
another downturn in 2003, bringing the industry
back to a level not experienced since 1993.

Overall, the value of the global recorded music
industry in 2003 fell 7.6% from the previous year.
Volume was down 6.5% to 2.7 billion units, accord-
ing to a report by the International Federation of
the Phonographic Industry.

Industry executives and analysts say that while
many regions had disappointing results, there were
encouraging performances in several major mar-
kets. They add that the development of legitimate

online music services, coupled with strong action
against online piracy, are cause for some optimism
in the industry.

“We are still running downhill,” Sony Music
International president Rick Dobbis says. “Most of
the key markets are down, and that’s not encour-
aging. But we’ve seen some interesting changes,
especially the development of legitimate services
spreading around the world. It is not exactly a new
cawn, but it is not pitch-black either.”

Dobbis says the new market situation forces all
players to adapt. “Everyone is evaluating how to
operate under these circumstances,” he says.

On the bright side, IFPI chairman/CEO Jay
Berman highlights legitimate online activity, the

(Continued on page 77)

(All figures in $U.S. millions)

Country 2003 2002 % Change
us. 11,848 12,609 -6.0
Japan 4,910 5,409 -9.2
U.K. 3,216 3,211 0.1
France 2,115 2,471 -14.4
Germany 2,022 2,496 -19.0
Canada 676 696 -29
Australia 674 636 59
ltaly 645 674 -4.4
Spain 596 658 9.4
Netherlands 499 526 -5.1

Note: Includes music video sales. Al figures at fixed 2003 rate.
Source: IFPI
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Monthly Buzz
Chart Debuts

A new monthly gauge of artist popularity bows in this week’s issue
of Billboard.

The new Billboard Buzz Top 25 ranks individual artists based on
an ongoing Internet survey of music fans and is not directly hased
on sales or airplay.

This month’s No. 1 Buzz artist is Wind-up act Evanescence (see
chart. this page). It took over the No. 1 slot in February, replacing
OutKast on the early, unpublished charts.

The information comes from PromoSquad, which already pro-
vides HitPredictor charts for Billboard and sister publication Air-
play Monitor. The HitPredictor charts project radio success for new
singles based on PromoSquad’s online surveys.

In addition to such projections, PromoSquad is now measuring
overall artist popularity based on fan awareness of multiple aspects
of an artist’s career, including marketing campaigns, airplay, print
coverage, touring and TV appearances.

HOW IT WORKS

The concept was born of fan suggestions. The intense music fans
who qualify for HitPredictor Internet surveys said they wanted a
way to give their own take on specific artists. (To qualify, respon-
dents must identify themselves as music fans.)

The first step in developing the chart was to compile a list of artists
based on Billboard song and album charts from the past two years.

New artists are added to the list each month as they appear on
the sales or airplay charts. The current Buzz list includes 250 acts
as diverse as Korn, Josh Groban and 50 Cent.

Using the same screening process as in the PromoSquad song-
testing system, fans are classified based on music preferences.

Questions are posed to survey participants with the goal of deter-
mining how fans perceive their favorite artists.

The results are assembled into a chart that ranks artists based on
a proprietary PromoSquad formula, The top 25 positions will run in
Billboard once a month.

This issue marks the fivst time the Buzz chart has been published,
but PromoSquad has been compiling the chart since November 2003.

Most of the artists at the top of this issue’s chart have held steady
for the past few months. For example, Evanescence and No. 3 Out-
Kast have been around the top of the chart since the tail end of 2003.

(Continued on page 76)

DATA PROVIDED BY . promosqguad ™

Mar. Feb. Artist Label

1 1 Evanescence Wind-up

%) 4 Linkin Park Warner Bros.

= 2 OutKast LaFace

4 b 3 Doors Down Universal

B 7 Christina Aguilera  RCA

6 6 Matchbox Twenty  Atlantic

7 3 No Doubt Interscope

8 55 Usher LaFace

9 38 Maroon5 ]
10 29 Eminem Interscope
11 8 Coldplay Capitol
12 11 Blink-182 Geffen

13 17 Sarah McLachlan  Arista

14 14 Avril Lavigne Arista

15 21 Alicia Keys J
16 19  ShaniaTwain Mercury
17 9 Good Charlotte Epic
18 18 Aerosmith Columbia
19 39 Nickelback Roadrunner
20 12 Beyoncé Columbia
21 22 Bon Jovi Island
22 15 Jessica Simpson Columbia
23 16 JustinTimberlake ~ Jive
24 32 Faith Hill Warner Bros.
25 24 Dido Arista
The Biliboard Buzz Chart is a gauge of artist popularity through
an Intemet poll of music fans. Scores are affected by every aspect
of an artist’s career. Marketing, airplay, retail, print media, touring,
TV appearances and rumors all have an impact on Buzz Chart
performance. Data is collected with the same strict attention to
detail as all other PromoSquad research. A list of 250 artists is
compiled based on airplay and sales. The artists are rated by
thousands of carefully screened music fans aged 13-50. Results
are compiled wezkly and monthly. The top 25 chart is based on a
weighted positive calculation that takes into account each artist’s
popularity and buzz among the entire music-listening population.
PromoSquad also maintains detailed format-specific charts (e.g.,
Top 40 Mainstream, R&B/Hip-Hop, Country, etc.). For more infor-
mation, contact buzz@promosquad.com.

AFIM To Shut;
New Era Begins?

Group Blames Lack Of Funds

BY CHRIS MORRIS

LOS ANGELES—It’s the end of one
era and the possible beginning of a
new one for the independent music
community.

The Assn. for Independent Music
(AFIM), the 32-year-old indie trade
group, is due to dissolve April 15.

Newbury Comics COO Duncan
Browne, a member of AFIM’s execu-
tive committee, says, “Over the past
several years, the cost of running
AFIM has been increasingly problem-
atic to manage, relative to the revenue
stream coming into AFIM.”

Even as AFIM made its April 4 an-
nouncement about its closure, organ-
izers of a proposed new indie trade
body forged plans for a meeting in
New York late this month to discuss
membership and finances.

“We need a bit more of a voice for
the independent community,” says Les-
ley Bleakley, CEO of the Beggars Group
U.S. in New York and one of the new
group’s key organizers. “The time is
right at the moment to do this.”

DRAMATIC CHANGES

AFIM’s demise comes after a
decade of dramatic change in the
independent sector.

A small group of indie labels and
regional distributors founded AFIM in
1972 as the National Assn. of Indepen-
dent Record Distributors.

Its annual convention was the pri-
mary meeting place for regional

wholesalers and their distributed
labels. But, as the business shifted dur-
ing the '90s to national distribution,
established labels took a diminishing
role in the organization.

Browne admits, “A significant per-
centage of [AFIM’s recent membership
was| people starting out in the industry
coming in at the lowest rate, and it
costs the most to service that commu-
nity, which contributes the least to the
overhead of the organization.

As membership declined, AFIM
relied increasingly on its volunteer
board to do the work of a nonexistent
office staff, according to Browne.

AFIM’s sole paid employee, execu-
tive director Courtney Proffitt,
resigned in late 2003 after 18 months
on the job. She was not replaced.

Browne says, “The organization
tfound itself unable to keep up with the
stretch to try to align expenditures
with revenues. We couldn’t support an
executive director.”

In 2002 and 2003, AFIM held its con-
vention in conjunction with the
National Assn. of Recording Merchan-
disers’ confab.

NARM director of membership and
public affairs Holly Rosum says AFIM
members are being offered member-
ship in the retail trade group at a
reduced rate.

NARM has also established an inde-
pendent Music Issue Forum. Browne
will serve as chairman, and Rosum will
act as NARM liaison.

(Continued on page 77)

Sanctuary Expands Into Europe

BY EMMANUEL LEGRAND

LONDON—At a time when most record com-
panies are downsizing, Sanctuary Records
Group (SRG) is expanding. The London-based
independent has created a regional division
in Europe to bolster its presence outside the
United Kingdom.

Taking the new post of president of SRG Con-
tinental Europe is label/management veteran
Frank Stroebele. He will also directly oversee
the German operations of SRG.

Stroebele reports to London-based Joe
Cokell, CEO of SRG United Kingdom and
Europe. He moved into his new post April 1.

SRG’s existing Berlin-based operation was
created in 2001. Cokell says it will be the base
for European expansion.

“Our existing operation in Berlin is the
nucleus we build from,” he says. “We are now
moving into a new phase to establish the com-
pany in Germany first and in the rest of Europe,
especially Eastern Europe. We see Eastern

Europe as a region with strong potential.”

German native Stroebele says, “Berlin is
the right place to be. With the enlargement of
the European Union, this is the most central
place in Continental Europe. I always thought
that to coordinate European operations,
Berlin was the most natu-

us to spend half a million euros to sign ‘the
next big thing,” ” he says. “Our strategy in
Germany, like elsewhere, is to find acts who
are below the majors’ radar or artists with a

historical profile.”
In Germany, BMG distributes Sanctuary
through an international

ral spot, and I'm glad Joe
Cokell shared that view.”

MORE THAN METAL

Stroebele aims to boost
the company’s profile in
Europe, starting in Germany.

“For a lot of people, Sanc-
tuary is about catalog and
metal,” he says. “It’s much
more than that, as we've
shown with the success of
Gary Jules. That leaves a lot
of margin for growth.”

Cokell says the German
office also has an A&R function. “Don’t expect

STROEBELE: BERLIN CENTRALTO EUROPE' wide. ESM’s leading act is
Dutch metal band Within
Temptation, which is in the process of record-

licensing deal, but Soul Food
(metal and rock) and Rough
Trade (alternative) handle
specific releases.

As part of his appointment,
Stroebele brings his artist-
management firm Eye Sound
Management (ESM) into the
Sanctuary fold through what
he describes as a “cooperation
deal.” Sanctuary Artist Man-

- agement will now develop
/ and manage ESM acts world-

ing a new album for Gun Records.

Stroebele returned to his native Germany
in 2002 to set up ESM after a four-year stint
in London as VP of marketing for Epic at
Sony Music Europe. Prior to joining Sony,
he was marketing and promotion director at
Universal Music in Germany and head of
international at Roadrunner Records in the
Netherlands.

He recently acted as European management
coordinator for Anastacia and worked with Ger-
man indie label X-Cell in developing the inter-
national career of pop artist Sarah Connor.

“We’ll build from Frank’s expertise in inter-
national marketing but also from his experience
in management,” Cokell says.

Sanctuary’s management clients include
Beyoncé, Jane’s Addiction, Iron Maiden, Manic
Street Preachers, Guns N’ Roses, Robert Plant
and the Who.

Additional reporting by Lars Brandle in
London.
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Vallon Joins The Move To AEG

Former HOB Exec Will Become Senior VP Of National Booking

BY RAY WADDELL

Larry Vallon, former House of Blues senior VP,
has joined the parade of high-profile concert
business executives flocking to AEG Live (bill-
board.biz, April 2).

By May 1, Vallon will be AEG Live’s new sen-
ior VP of national booking. His responsibilities
will include overseeing the booking operations
at AEG’s regional offices and assisting in secur-
ing national tours.

Vallon will report to Jay Marciano, chief strate-
gic officer regional for AEG Live’s regional
offices, and John Meglen, president of Concerts
West, AEG’s national touring division. (Marciano
was Vallon’s boss when Marciano was president of
HOB Concerts.)

“Larry is a class act joining a class organiza-
tion, if I do say myself,” AEG Live president/
CEO Randy Phillips tells Billboard. “We’re
thrilled to have him. He fills a missing piece of

the puzzle.”

Vallon is a 23-year veteran of HOB, dating back
to when it was first
MCA Concerts and
then Universal Con-
certs; HOB purchased
Universal for $190
million in 1999.

He is the latest in
a string of AEG re-
cruits that includes
Ali Harnell in Nash-
ville and Louis Messi-
na in Houston, both
formerly with Clear
Channel Entertain-
ment; Susan Rosen-
bluth, a 22-year vet-
eran of Nederlander
Organization, now
senior VP of booking for Southern California for

VALLON: WILL OVERSEE
BOCKING AT REGIONAL OFFICES

AEG Live; and Marciano.

Meglen and Paul Gongaware, co-CEOs of Con-
certs West, joined AEG even before AEG Live was
founded in 2002; most company tours take place
under the Concerts West banner. Next on board
was Paul Tollett and Goldenvoice.

AEG created the East Coast presence it had
wanted when it opened its New York headquar-
ters, with former Metropolitan Entertainment
executive VP Debra Rathwell joining the firm as
AEG Live senior VP.

All of these industry vets ultimately report to
Phillips. A former artist manager and head of
the Gasoline Alley and Red Ant record labels,
Phillips told Billboard in an earlier interview
that his AEG Live plan calls for “a combination
of mergers and acquisitions, setting up busi-
nesses in different parts of the country and
funding them, along with strategic alliances
with companies that are not Clear Channel-affil-
iated” (Billboard, March 2, 2002).

RIAA Says
Study Falls
Short

Academics: File Sharing
Does Not Hurt Music Sales

BY BILL HOLLAND

WASHINGTON, D.C.—The Recording Industry
Assn. of America is questioning the results of a
recent academic study on illegal downloading.

Amy Weiss, RIAA senior VP of communi-
cations, calls the Oberholzer-Strumpf study’s
results, released March 30, “counterintu-
itive.” The study appears to absolve illegal
downloaders of negatively impacting the
music business.

Weiss also says the study is “anomalous” in
that it contradicts the findings of five other stud-
ies of P2P activity conducted in 2002-2003. All
suggested file-sharing as a major element in the
decline of industry sales.

The new study, conducted by two profes-
sors at Harvard University and the University
of North Carolina, is steeped in complex sta-
tistical equations.

“We look forward to what other academics will
have to say about [the study] since it has not yet
been peer-reviewed or published in a journal,”
Weiss writes. “We also look forward to under-
standing what the authors actually did in the
study, since the text of the analysis is incompre-
hensible to the layman.”

The RIAA also says the study is skewed because
the team used the fourth quarter of 2002 as a
basis for its findings.

“It is not possible to examine record sales and
downloading for 17 weeks [including the Christ-
mas season] and determine whether or not
downloading has harmed sales over the last three

(Continued on page 63)
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ROBERTS: COLLECTED ON EACH NOMINATION

Sam Sweeps, Alanis
Strips At 2004 Junos

BY LARRY LeBLANC

EDMONTON, Alberta—Universal artist Sam
Roberts was the big winner at Canada’s 2004
Juno Awards. The rocker was named artist of the
year, and his debut, “We Were Born in a Flame,”
won honors for top album and top rock album.

The Junos were held April 4 in front of a capac-
ity crowd at the 16,000-seat Rexall Place in
Edmonton. About 1.5 million people tuned in to
the CTV telecast, a dip from last year’s show from
Ottawa, which drew 2.23 million viewers.

Montreal-based Roberts won in every category
in which he was nominated. “This has been an
extraordinary evening for our band,” he told the
cheering audience.

Backstage at the Junos, Roberts told Billboard
he was fatigued after a five-hour drive from Banff,
Alberta, where he had performed the night
before. “Touring in Canada is tough,” he said with
a laugh. “I'd be quite comfortable touring now
in Siberia.”

Hometown favorite Nickelback—originally
from Hanna, Alberta—was named top group and

picked up the fan’s choice award. The EMI act’s
frontman, Chad Kroeger, told Billboard he was
thrilled to win a Juno in Alberta. “This always
feels wonderful, but it feels that much more so to
receive it at home,” he said.

Toronto-based Atlantic rock act Billy Talent
was named top new group.

Canada’s female artists—traditionally big Juno
winners—fared poorly this year.

With five nominations, Nettwerk Records’
Sarah McLachlan picked up two Junos, for top
songwriter and top pop album (“Afterglow”).
DreamWorks’ Nelly Furtado took home one
award out of her five nominations, winning top
single for “Powerless.” Quadruple nominee
Celine Dion was shut out.

This year’s Junos were marred by slip-ups in
the announcements of the nominations; a call
for a boycott of the affiliated Juno Fest by a local
Edmonton musician over what he felt was low
pay; and an intense media center backstage, in
which 191 registered media members fought for
limited access to Juno winners.

(Continued on page 63)

PALL ATKINSON

Musician

& Exec
Atkinson
Mourned

BY MELINDA NEWMAN

LOS ANGELES—Artists who
worked with label veteran Paul
Atkinson are remembering him
as a true gentleman in the music
industry and one who helped
them define their vision.

Atkinson, 58, died here April 1
following a long battle with liver
and kidney disease.

“He always stood out as being
one of those guys who was gen-
uinely kind,” musician Richard
Page says. As head of A&R at
RCA, Atkinson signed Page’s
band Mr. Mister in 1983.

“What Paul left me with,”
Page says, “was that if the music
is good, follow your heart and
don’t waste time trying to fit
into whatever’s happening at
the moment.”

Atkinson, a native of Cuffley,
England, started his career as
guitarist for the Zombies. Among
the British Invasion group’s hits
were “She’s Not There,” “Tell Her
No” and “Time of the Season.”

Following the band’s breakup
in 1968, he went on to head A&R
departments at CBS and MCA, as
well as RCA. Atkinson also han-
dled international marketing and
catalog development at a number
of labels.

In addition to Mr. Mister, he
signed ABBA, Bruce Hornsby,
Judas Priest, Patty Smyth and
Michael Penn.

Atkinson propelled the careers
of dozens of other acts during
his three decades in the music
industry, including Elton John,
Aerosmith, Eurythmics, Paul
McCartney, Tom Petty and
Brian Wilson.

“I always felt like he was a per-

(Continued on page 63)
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THE WEEK IN BRIEF to the boar CIrOOm

California state Sen. Kevin Murray is investigating claims by a former EMI A
employee that the major label attempted to manipulate Nielsen SoundScan ‘ ‘

data, according to published reports. Gene Rumsey, an ex-EMI Music Distri- to t h e St u d I O
bution executive VP, reportedly testified in a sworn deposition last Decem-

ber that EMI hired marketing consultants who would trade free goods with

retailers in exchange for additional scans of an album. Rumsey, who left the

company two years ago and now works for Concord Records, estimated that

the practice occurred on less than 10% of EMI releases, according to

reports. While attempts to manipulate the data are alleged, sources ques- = s

tion the effectiveness of such efforts. “We have multiple levels of systems ' nt ro d u C‘ ﬂ g
and safeguards in place to recognize and deal with attempts that might be

made to skew the results,” says Rob Sisco, Nielsen Music president/COO

Nielsen Entertainment, East Coast operations. Rumsey’s testimony was part

of a lawsuit between EMI and Avatar Records, an indie label EMI previously

distributed. EMI sued Avatar for breach of contract last April, claiming the

indie owes it $1 million. BRIAN GARRITY F T |
John Riccitiello, president/COO of videogame maker Electronic Arts since i ;

1997, resigned April 7. He will remain at Redwood City, Calif.-based EA for a
transition period but intends to set up a private equity fund that invests in
media companies. Under Riccitiello’s leadership, the company emerged as
the world’s largest maker of videogames. He was part of a management
team that formed EA TRAX, a program that partners with music labels and
artists. EA chairman Larry Probst, who has guided EA since 1991, will con-

tinue as CEO and assume interim responsibility for Riccitiello’s duties while ¥ |
EA evaluates candidates to replace him. SCOTT BANERIJEE \ ,

Senior Judge Clarence C. Newcomer of the District Court for Eastern Pennsyl-

vania on April 5 denied the Recording Industry Assn. of America’s request

for him to reconsider his March 5 decision to forbid “bundling” of lawsuits

against suspected peer-to-peer file traders. The RIAA had attempted to bun-

dle 200 actions against alleged infringers into one “John Doe” lawsuit in

that court to speed discovery. Newcomer said, “Wholesale litigation of these BROUGHT TO YQU BY
claims is inappropriate, at least with respect to a vast majority [if not all] of

defendants.” Previously, Judge David Baker of the U.S. District Court in the

Middle District of Florida ruled April 1 that the RIAA could not bundle the =
suits of 25 “John Doe” defendants the industry body filed in February. I r Il
BILL HOLLAND L ™

Clear Channel Entertainment has acquired a U.S. patent for its Instant Live

post-concert CD technology. CCE says the patent was granted “for the busi-

ness method of creating and distributing concert recordings contempora- . - } . . .
neously at events.” The company filed its patent request in 2000. CCE exec- Every MOI’ICI& Yi B Ill lboa fd S |28-6| ed itors wi ” b nng

utives recently said Instant Live technology would be installed in ) . ?
CCE-owned clubs in Atlanta, Cleveland and San Francisco. Acts that play you the wee.l< S most 1m PO rtant stories FFO m the WOfl d
these venues will have the opportunity to record and sell CDs after each

show. It was unclear at press time what effect the patent would have on oF music ViCIZO and d |8|ta'l entertainment |aw_
such Instant Live competitors as DiscLive. SUSANNE AULT | !

From the courtroom

The National Academy of Recording Arts and Sciences is reviewing candidates

for two newly created regional executive director posts. The jobs will be Breaking damestic arc interrational Iegal news & analysis
based in Los Angeles and New York. The creation of the positions led to the
elimination of executive director positions in New York and L.A. Jon Marcus
held the New York director post for nine years. The L.A. position had delib-
erately gone unfilled since NARAS promoted Angelia Bibb-Sanders to VP of
member services last year. The regional executive directors will oversee pro- Glcbal legitslation and regu lation updates
grams for members who fall within their Eastern or Western region and

aren’t served by existing NARAS chapters. Both directors will report to N . I h l: L 1
Nashville-based Nancy Shapiro, NARAS VP of regional management. ews on perionnel shitts at kezy entertainment

MELINDA NEWMAN and music companies

Case digests

The Department of Justice has announced that David M. Israelite, deputy 1 .

chief of staff and counselor to the attorney general, will lead the DOJ’s Commentaries from top entertainment lawyers
newly created Intellectual Property Task Force. The task force, created late

last month, is the result of an internal DOJ decision to beef up its anti-pira- 4 And much mare

¢y and anti-counterfeiting efforts. BILL HOLLAND

Brian Wilson will be honored as the BMI Icon during the rights group’s 52nd
annual Pop Awards dinner May 11 at the Regent Beverly Wilshire Hotel.

Wilson picked up BMI’s President’s Award in 1995; with the Icon Award, he FOR MORPRE INFORMATION VISIT

will become the first songwriter to receive both special honors from the

rights group. SILLEARDEES WWW.BILLBOARD.BIZ/LAW

For the latest breaking news, go to billboard.biz.
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Opini

I 6OT MY SITE GOING....
NOW I JUST HAVE TO
LEARN HOW TO PLAY THIS
BEFORE THE AGENTS
START CALLING!M

Protecting Th

ack in the days before widespread

computerization, Billboard formu-

lated its charts based on voluntary
reporting by retail stores.

Needless to say, such a system was
easily prone to manipulation, and, quite
frankly, record companies were prone to
manipulate it. Getting onto the Billboard
charts has always had special meaning in
the music business, and making it all the
way to No. 1 still confers a rare status
that is highly coveted by artists and
labels alike.

So it’s perhaps understandable—if
inexcusable—that record companies
might attempt to goose the charts to
boost the standing of one of their re-
leases. But in this day and age, it’s kind
of pointless to even try.

Since 1991, Billboard has based its
charts on sales data that sister company
Nielsen SoundScan automatically col-
lects through computerized point-of-sale
systems in stores.

That, in addition to other safeguards,
makes it exceedingly difficult to scam the
system. That’s why we were mildly
amused to see a story break in this week’s
newspapers about former EMI Music Dis-

tribution executive Gene Rumsey.

According to a deposition in a lawsuit
that recently was made public, he said
that EMI would pay “consultants” up to
$10,000 per project to promote records.
Those efforts would include giving retail-
ers free albums to scan through their
computers in an effort to deceive Sound-
Scan’s reporting system.

But it's not as simple as that.

Even before a store is added to the sys-

It would take a massive,
nationwide fraud to
statistically affect
The Billboard 200.

tem, SoundScan will monitor its sales to
establish a pattern. Most outlets, whether
they’re mall stores, indies or superstores,
have fairly predictable sales volume.

If a sales figure for an album seems
high based on the typical volume a store
does for that genre of music, it is auto-
matically flagged for investigation. Often,
there’s a logical explanation.

An artist may have made an in-store

harts

appearance; it may be the artist’s home-
town, or it may be due to some other
special promotion.

But if the retailer can’t provide some
solid proof to back the sales figures, the
store’s report will be weighted ac-
cordingly, or the store will be pulled
from the system for that week.

Since more than 18,000 stores are
scanned, it would take a massive, nation-
wide fraud to statistically affect a major
chart like The Billboard 200. Where a
problem may arise is on the more spe-
cialized charts, which are based on
reports from fewer stores.

But at the end of the day, even if the
manipulation goes undetected, any gain
would only last a week. Then, the scam
has to start all over again. It becomes a
costly undertaking to sustain a chart
position that way.

It also should be noted that the alleged
EMI manipulation occurred four or five
years ago, and the management has since
changed. That’s not to say that record
companies have given up trying to beat
the charts through manipulation. But if
they do, they’re foolishly throwing good
money after bad.

Does something make you jump and shout? Write a letter to the Editor! Mail to Keith Girard, Editor-in-Chief, Billboard, 770 Broadway, 6th Floor,

New York, N.Y., 10003, or e-mail to letters@billboard.com. Include name, title, address and phone number for verification. Letters should be concise
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Sara Groves
finds herself
on ‘The Other
Side of
Something’

IVlusiC

At New Instrument

John Mayer will
bow a monthly
music column in
Esquire, begin-
| ning with the
June issue.

“It's starting as
| athird of a page
i [of] commentary,
and I'm hoping I
can work up to a
page,” the
Columbia Records artist says. “It’s about
one record a month, about the music. The
Esquire reader doesn’t want to know
about units.”

Mayer, who says his publicist Angelica
Cob secured him the post after he expressed
a desire to pen a column, has already had

MAYER: BUDDING COLUMNIST

oriented releases, his recordings became
jazzier and less mainstream but remained
critically acclaimed.

Hornsby began shopping the new album
earlier this year and received a number of
major-label offers. He is slated to sign the
deal by the end of this month.

DON’T THINK TWICE: We admit we are total-
ly skeeved out by Bob Dylan’s appearance in
a Victoria’s Secret commercial.

It just seems very odd and slightly creepy
to see Dylan lurking in the same ad with an
underwear model young enough to be his
granddaughter—even though they don’t
appear together. 7

But we thought we’d get a second opin-
ion, so we called Mark Volman.

As a member of the Turtles, one of Vol-
man’s biggest suc-

writer’s block.
“When I went to
write the first col-
umn, I got really
freaked out,” he
says. “But then I
discovered it’s not
so hard.” Just wait,
is all we have to say.

his first bout of

RETURNING: Look
for Bruce Hornsby

P~

c

Beat
A

By Melinda Newman

mnewman@billboard.com

cesses was the
group’s version of
Dylan’s “It Ain't
Me, Babe.” But
more significantly,
Volman is now a
music history pro-
fessor at Loyola
Marymount Uni-
versity in Los
Angeles.

As he notes, this

to announce a new
multi-album, major-label deal soon.

The first project under the new pact
finds Hornsby returning to his pop rock
roots. It features Eric Clapton, Sting and
Elton John.

Hornsby parted ways with RCA in 2003
after 18 years. His best-selling album
remains 1986’s “The Way It Is,” which the
Recording Industry Assn. of America certi-
fied triple-platinum.

After a number of platinum and gold pop-

is not the first
time Dylan’s actions have created a stir.

“People berated him when he plugged in,
when he became a Christian, when he wrote
country-western songs. This will not change
how people look at him in the long run at
all,” Volman predicts.

Besides, he adds, one has to consider
the comedic value. “If Bob Dylan can
stretch people over into thinking they can
buy underwear from Victoria’s Secret

(Continued on page 17)
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The duo
THEM.is
stuck in a
contract
dispute with
Blow-Up

Los Lonely Boys
Make New Friends

BY CHRIS MORRIS

LOS ANGELES—“We have what we call the
musical burrito theory,” Los Lonely Boys singer/
guitarist Henry Garza says.

“We're the tortilla, and inside this tortilla, we

- fill it with evervthing that we gathered from
| everyone that teaches us something, man.”

The San Angelo, Texas-based trio’s sonic cui-
sine has gone down easy in Austin, the city
Garza calls “our playground” and the breakout
market for the group’s self-titled debut album.

Steve Barnett, executive VP/GM at Epic Rec-
ords, which assumed marketing and distri-

bution of the RED-distributed Or Music album
April 1, says the success of “Los Lonely Boys” is
a classic case of a regional explosion.

Barnett notes, “This is how you used to do it
10 or 20 years ago: A record broke out of Cleve-
land, a record broke out of Miami, a record
broke out of Seattle. This is what happened
[with Los Lonely Boys].”

He adds, “Here we are now with 210,000
shipped. We're at almost 150,000 scanned. To
be honest with you, we’re just getting going,”

Or Music has a clause in its RED contract that
allows its acts to be upstreamed through Sony.

(Continued on page 63)

THERE WILL BE A TELEPHONIC AUCTION ON MAY 10™
OF CLASSIC MASTERS BY GENRE INCLUDING THE FOLLOWING MAJOR ARTISTS:
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LUNSON: KEEPING THE MESSAGE SUBTL

Universal South Set Inspired By ‘Passion’

BY DEBORAH EVANS PRICE

NASHVILLE—Being connected to a
movie that has grossed more than $330
million can be a great way to launch a
new album.

That's what Universal South is bank-
ing on with the April 6 release of “Songs
Inspired by The Passion of the Christ.”
The album collects spiritually themed
tracks from artists as diverse as Ricky
Skaggs, Bob Dylan and Nick Cave.

The film’s success prompted Uni-
versal South to beef up its marketing
campaign. Pre-orders have surpassed
250,000 units, according to the label.

“The game plan changed when we
saw the movie was going to be so big,”
says Van Fletcher, Universal South sen-
ior VP/GM.

Instead of just stocking the CD in
the soundtrack section, Universal
South decided to invest in an extensive
point of purchase (POP) plan.

“We realized we [had] to get the CD
seen when people walk into retail,”
Fletcher says. “This is definitely the
biggest POP order we've ever had for
arecord.

“The image that is on the CD will
attract attention,” Fletcher says, refer-
ring to a pensive shot of actor Jim
Caviezel as Jesus Christ. “A big part of
it has been getting visibility in the
stores. We did posters. We did two-sided
one-by-ones. We did bin cards.”

"THE NEXT BIG

THE FUTURE OF
BRANDED

IDEA

ENTERTAINMENT

HARNESSING THE POWER OF MOVIES,
TELEVISION, MUSIC, SPORTS AND GAMES

Co-Sponsored By:

SIN[ilPIPlilE[S]O

The Real People People.

Hosted by:

MEDIAWEEK Tne BeroRTER

Billsoard >GB

Nielsen
Media Research

N R UNARSITY LXASD R ST SO0

Damon Dash

Rich Stoddart
Marketing Futurist
Communications

Donny Deutsch
CEOQ, Chairman & CEQ,
Roc-A-Fella Deutsch, Inc.
Enterprises

[
Jim Taylor

Manager, Ford

David Stern
Commissioner,
National Basketball
Association

Brett Yormark
VP, Corporate
Marketing,
NASCAR

May 7, 2004 - Sheraton New York Hotel and Towers
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Marketing in the 21st century demands innovation, courage, creativity, and
commitment. For one full day, The Next Big Idea will showcase the marketing

visionaries and their media and agency partners who are reinventing the
business with original ideas and innovative strategies that work. This must-
attend event will explore the convergence of marketing, music, sports and
Hollywood in an event designed for the elite of the entertainment economy.

To register, visit www.thenextbigidea.com or call 888.536.8536.
For sponsorship information, call 646.654.5109

Fletcher says the label plans a huge
Internet campaign that will include
sending e-mail blasts to 5 million
people. The film advertising will also
mention the album.

This is the second project released
in conjunction with Mel Gibson’s film
about the last 12 hours of Christ’s life.

John Debney’s score, “The Passion
of the Christ: Original Motion Picture
Soundtrack,” has sold 193,000 units,
according to Nielsen SoundScan.

The score, distributed by Sony Clas-
sics and Integrity Music, has remained
at No. 1 on the Top Contemporary
Christian Albums chart since its Feb.
24 release.

Universal South, which will work the
“Inspired by” album to the mainstream
audience, has partnered with EMI CMG
Distribution, which will promote the
project to the Christian market.

The Nashville-based Rick Hendrix
Co. will promote the album to country
and Christian radio.

Gibson, who produced the
“Inspired By” project with docu-
mentary filmmaker/video director
Lian Lunson, was heavily involved in
choosing songs and wrote cut-by-cut
liner notes for the album.

The project features six new record-
ings and six previously recorded tracks.
Among the highlights are Leonard
Cohen’s “By the Rivers Dark,” Holly
Williams singing her grandfather Hank
Williams” “How Can You Refuse Him
Now?” and Skaggs’ poignant version of
“Are You Afraid to Die?” with an intro-
duction by the Rev. Dr. Billy Graham.

Jessi Colter and her son Shooter
Jennings wrote “Please Carry Me
Home” especially for the album. It
marks the first time the two have writ-
ten and recorded together. “The song
was one of those songs that was a deep
spiritual journey for both of us,” Jen-
nings says, “and hopefully for those
who listen to it.”

The set’s “Inspired by” title is a bit of
a misnomer, because many of the
songs have been around for years.

Lunson says the goal of the album
was to try to put music to the feelings
that the movie stirs in viewers.

“It’s more about the emotions that
come out of the film,” Lunson says. “I
tried to put together songs that some-
how reflected some of the feelings you
felt in the film or when you came out
of it, and a lot of them were feelings you
really couldn’t describe.”

Lunson says the album’s organizers
were looking for music that wasn’t
overtly religious. “The film itself is so
strong that I didn’t feel—and neither
did Mel—that you needed to have songs
that were giving you an overt message.”

Since the film’s release, there is a
plethora of “Passion” products on the
market, but Fletcher thinks consumers
will be able to discern that this release
is connected directly to the film.

“Our album says ‘A Mel Gibson Film’
at the top, and it says ‘The Passion of
the Christ.” That’s about as official as [
can get.”
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INO Artist Groves Reveals Her ‘Other Side’

The past few years have taken
Sara Groves a long way from the
high-school classroom where she
used to teach. She’s currently head-
lining a tour in support of her third
INO Records album, “The Other
Side of Something.”

Prior to launching her own tour
April 2, Groves had been appearing
on select dates of the Adoration tour
with the Newsboys and Rebecca St.
James, as well as on the iWorship
tour. She is on the road with former
PFR member Joel Hanson.

“The Other Side of Something”
marks the first time Groves has
worked with veteran producer Charlie
Peacock. Groves’ longtime producer
Nate Sabin produced seven cuts.

“Nate always approached the
albums wanting to portray what we
do live,” Groves says. “We came into
this new project saying, ‘Let’s let
the play be the play.” A concert is
like a play. What you do live is
demonstrate what you can do
onstage with your body and with
your instruments.”

On this recording, Groves wanted
to again portray the strength of her
live show but also create an album
with a more cinematic quality.

“I like movies that have layers in

complexity, and Charlie is like a
movie maker,” she says. “I trusted
both Nate and Charlie. They both
said, ‘We want to have fun, but we
really want to reflect your heart in
these songs.””

In recording “The Other Side of
Something,” Groves found herself lit-
erally on the other side of a pretty
defining period in her life. She took
last year off. This came on the heels of
having spent 250 days on the road
with her husband/manager, Troy, and
their two young sons.

“My spiritual, emotional and
physical gauges were all on empty,”
she says.

'GROVES: SET REFLECTS HER SOUL-SEARCHIN

Groves found herself questioning
her abilities as a mother and purpose
in life. “There’s a lot of messages of
what a good mom looks like and
what she does. Here [ was putting
my baby en a bus and going out and

JOY TO THE WORLD: Walt Disney
World is expanding its annual con-
temporary Christian-music festival,
Night of Joy, from two days to three.
The event will be held Sept. 9-11 at
the Magic Kingdom park.

doing all this stuff
that I feel calied to

(] "
do. But some days h E a
[ wondered: ‘Lord, | r r
did [ miss it? Did I I 5

searching. Her new - By Deborah Evans Price
dprice@billboard.com

miss the point of
what you want me
to do?’”

Groves spent her
year off soul-

album is the result.
“My favorite

song on the

album is ‘Compelled.’ That’s where
the line T’'m on the other side of
something’ comes from,” she says.
“{It’s] about the compelling nature
of Christ.

“What I feel like I'm on the other
side of is an understanding that I'm
drawn and driven,” she says. “I'm a
slave to Christ, and that’s a really
good place to be. I'm feeling the joy,
peace and gratitude like I never
have before. This album is really
marking a struggle and a victory.”

This year marks the largest lineup
in the festival’s 22-year history, with
eight different acts performing each
night. Michael W. Smith, Steven Cur-
tis Chapman, Third Day, Kirk
Franklin, Salvador, Point of Grace,
4HIM, Stryper and CeCe Winans are
among those slated to perform on five
different stages in the park.

The event has sold out for the past
two years. Tickets go on sale April
21. Disney is also looking at creating
a vacation package for the event.

FAREWELL: On March 23, the
gospel community lost one of its
legends when Roy “Pop” Lewis
died at 98. Lewis was the patriarch
of the Lewis Family. His love of
God, his family and music are his
powerful legacy.

Lewis was born Sept. 22, 1905.
At 20, he married Pauline Holloway
and began one of the gospel com-
munity’s most successful perform-
ing families. They were married 77
years when “Mom” Lewis passed
away last year.

A member of the Southern Gospel
Music Hall of Fame, Lewis per-
formed with the family group well
into his 90s. In recent years poor
health kept him off the road, but he
performed last May at the annual
Lewis Family Homecoming & Blue-
grass Festival in Lincolnton, Ga.

“Pop Lewis was one of the true
gentlemen in our industry,” Day-
wind Music Group VP Norman
Holland says. “The love and respect
his family, friends and peers have for
him is a tribute and testimony to
him. I was honored to work with
him and his family.”

The Lewis Family continues to
record for Thoroughbred Records, a
division of Daywind.
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One of the most significant and
vibrant cross-pollinations in the his-
tory of jazz has been the so-called
Latin tinge.

There have been waves of Latin
jazz over the years, but the latest
tsunami of the Afro-Cuban hybrid has
been particularly potent and wide-
ranging. From saxophonist Paquito
D’Rivera’s myriad projects to Jazz at
| Lincoln Center’s Afro-Latin Jazz
Orchestra led by pianist Arturo
O’Farrill, Latin jazz has surged into
the mainstream.

Last month at New York’s Blue
| Note, trombonist Conrad Herwig

held forth with his band to celebrate
“Another Kind of Blue: The Latin
Side of Miles Davis,” a live album
recorded at the club and released by
its Half Note Records imprint. With
new arrangements written by Herwig
and trumpeter Brian Lynch, the band
reimagines Davis’ classic album

“Kind of Blue” with an Afro-Cuban
and Afro-Caribbean slant.

The evening’s rousing festivities
were punctuated by fiery percussion
and horn-section brio. The all-star

3__;NEA Jazz Masters Awards Concert
Tues. Aprit 20 at 12pm, 8pm, 12am
Sun. Aprit 11 and 25 at 12pm, 8pm, 11pm

Celebrato |

J&R Artist of the Month
featuring Bobby Watson

Thurs. Aprii 22 at 12pm, 8pm, 1am
Sun. April 25 at 11am, 7pm, 1am

2004 St. Lucia Jazz Festival
~ Preview Show

Fri. April 16 and 30 at 12pm, 8pm, 1am
Sun. April 18 at 1pm, 6pm, 10pm

Memories of Duke
A one-hour docudrama on the incomparabie Duke Ellington.
Airs Thurs. April 29 at 12pm, 8pm, 1am

Betly Carter, A Complete Original
Weds. April 14 at 1pm, 9pm, 2am o/

; jﬁsters of American Music -
““Lady Day: The Many Faces of Billie Haliday 4
m‘es April 13 at 12pm, 8pm, 12am

res on the how and wh 5
. preciation Month.
y in J
es hig “ﬁ ng va

ts, bir days, release da

i L |
| Duke Ellmton

< ‘ ‘ Ca.rterTno f - : = J
Ask your cable operatar for BET Jazz. The 24 hour Jazz channel

© 2004 BET JAZZ

cast of players, including pianist
Edsel Gomez, bassist John Benitez,
baritone saxophonist Ronnie Cuber
and flutist Dave Valentin, cavorted
through such tunes as “So What”
rendered in 6/8 time and

Afro-Cuban Tsunami
Sweeps Mainstream Shores

promise to myself to focus on the cre-
ative process,” he says. “Feeling my
back against the wall, I had to begin
releasing my own work once again.”
The result? A 2003 Grammy Award

a boogaloo-cha-styled “All
Blues” before easing into
a bolero take on “Blue in
Green.”

“The genesis of this
project comes from play-
ing with Eddie Palmieri,”
says Herwig, a longtime
member of the pianist’s
La Perfecta II and Afro-
Cuban Jazz Octet. “Most
of the guys involved with

Jozz
Noies

By Dan Ouelleﬂe

douellette@billboard.com

this came through
Eddie’s band.”

In the late '90s, Herwig released
“The Latin Side of John Coltrane” on
Astor Place Records. “I've led two
lives as a musician,” he says. “I've
played straight-ahead with people like
Clark Terry and Buddy Rich, but 've
also been playing Afro-Cuban music
for years. It’s been rewarding.”

Half Note VP Jeff Levenson, who
produced the album, says, “Miles’
material fits perfectly with a Latin-
jazz point of view, especially when it’s
played by guys who are steeped in
that world. There’s an authentic pedi-
gree at work here.

“Conrad’s Coltrane project opened
my ears, so when he approached me
about Miles, it was an obvious fit.”

HERWIG, FOURTH FROM LEFT,
BACKSTAGE ATTHE BLUE NOTE

THE MACHETE CONNECTION: San
Francisco Bay Area percussionist
John Santos has been one of the
West Coast’s foremost Latin-jazz
bandleaders of the past decade. With
his dynamic band, the Machete En-
semble, he recently released his latest
CD, “Brazos Abiertos,” recorded on
his own Machete Records label (john-
santos.com). The disc features guest
appearances by legendary percussion-
ist Orestes Vilatd, trombonist Steve
Turre and bassist Andy Gonzalez.

His Machete band will celebrate its
20th anniversary next year, but San-
tos says longevity hasn’t been easy,
given the lack of label support for
Latin jazz.

“Two years ago, [ went back on a

nomination for his CD “SF Bay.”

Santos has been discussing with
fellow Latin-jazz percussionists the
prospect of a joint-advertising
endeavor to earn their self-released
recordings more attention.

He has had conversations with New
York's Ralph Irizarry (BKS Records
through Timbalaye), Los Angeles-
based Alex Acuiia (Told) and Puerto
Rico’s Paoli Mejias (Checkmate).

Santos notes that Latin jazz faces
the same industry-wide dilemma as
other genres.

“The problem is fundamental,” he
says. “Attempting to create honest
artistic expression with strong
cultural and improvisational roots
based in the social realities from
which the art is born does not add up
to mega-profits in an image-conscious
and corporate-run industry. To break
it down a little further: Greed and art
are not good running partners.”

LATIN ‘LUNA’: Chilean vocalist Claudia
Acufia recently released “Luna,” her
third CD and MaxJazz debut. Pro-
duced by Acuna and pianist Jason
Lindner, the disc showcases the
singer launching into a repertoire
that is primarily sung in Spanish.

THREE DOT LOUNGE: The Tri-C Jazz-
fest in Cleveland commemorates its
25th anniversary this year with a full
schedule of concerts April 14-25. In
addition to presenting Diana Krall,
Natalie Cole, Sam Rivers, DJ Logic
and the Joe Zawinul Syndicate, the
festival will honor two jazz greats:
Verve Music Group chairman Tommy
LiPuma and legendary pianist/com-
poser Horace Silver . . . The Playboy
Jazz Festival announced its 26th-
anniversary lineup. Highlights of the
June 19-20 event at the Hollywood
Bowl include Robert Randolph & the
Family Band, Roy Hargrove’s RH
Factor, Christian McBride Band and
the eagerly anticipated all-star quar-
tet comprising Herbie Hancock,
Wayne Shorter, Dave Holland and
Brian Blade.
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Court:Web Porn Law
Blocks Free Speech

Just as the U.S. Supreme Court is
preparing to review the Child Online
Protection Act, a Virginia court has
declared unconstitutional a state law
that aims to block sexually explicit
material on the

at People for the American Way,
supports the court’s take on the
matter, stressing that it is the job of
parents—not Congress—to monitor
Internet use by children.

Internet.

Two weeks
ago, the US.
Court of Appeals
for the Fourth
Circuit affirmed a
lower-court rul-
ing that the
statute infringes
First Amendment
freedoms.

The Child

Legd
Mai.iers,.

By Samantha Chang

schang@billboard.com

Online Protec-

tion Act is a 1998 federal statute that
imposes criminal sanctions on com-
mercial Web sites that do not block
“harmful speech” (such as child
pornography) from minors.

The court reasoned that while the
state should protect minors from
such material, it is impossible to do
so without violating the con-
stitutional rights of adults.

“In an attempt to deny minors
access to potentially harmful
speech, [the law] will effectively
suppress a large amount of speech
that adults have a constitutional
right to receive,” Judge James R.
Spencer wrote.

In Virginia, it is a crime to use the
Internet to sell, rent or lend pictures
or written narratives that depict “sex-
ual excitement, conduct or sado-
masochistic abuse” to juveniles.

The law’s supporters say states
should balance protecting chil-
dren with the rights of adult
Internet users.

Several Internet rights groups,
such as People for the American
Way, argue that the law’s application
is overly broad. A federal judge
declared the law unconstitutional in
2001, and the state then appealed.

Elliot M. Mincberg, legal director

Similar laws in New York, New
Mexico and Michigan also have
heen declared unconstitutional.

MIAMI SHOUT-OUT: Many thanks to
the Florida Bar Assn.’s Entertain-
ment Arts & Sports Law (EASL) sec-
tion for inviting me to speak at their
symposium March 26.

The program, which offered 10
hours of CLE credits, drew 150
attendees. Kudos to EASL chairman
Darryl Cohen of Cohen Cooper
Estep & Mudder in Atlanta and
symposium co-chairmen Richard
Rappaport of Adorno & Yoss in

Pictured, from left, are Rppaport,
Chang and literary manager Ken Atchity.

Miami and attorney Julee Milham
of St. ete Beach.

AWAITING WORD: Officials at P2P
United say they have not received any
replies from the Big Five record labels
after writing to them last month. “We
got a big zero-response,” executive
director Adam Eisgrau says.

On March 11, the lobbyist for such
peer-to-peer technology groups as
Morpheus and Grokster wrote to the
heads of the five majors, urging them
to make Audible Magic available for
independent testing and analysis. The
software has been touted as a solution
to itlegal music downloading.

2P United says the Recording
Industry Assn. of America and its
chairman, Mitch Bainwol, had waved
off a similar request in February, cit-
ing the proprietary nature of the soft-
ware program.

P2P United says it wrote to Audible
Magic CI20 Vance Ikezoye, requesting
access to the software in order to
facilitate independent tests. Ikezoye
has not replied, Eisgrau says.

P2P United is asking Ikezoye to
stop “misleading the public and
policy-makers by characterizing your
fingerprinting’ software as a ‘filter.’ ”

The group is also asking Tkezoye to
clarify whether he believes Audible
Magic should be adopted as a techno-
logical mandate for all P2P° commu-
nications and, if so, whether such a
mandate should also apply to e-mail
and instant messaging.

TAPPING TALENT: Dawn Weekes
Glenn and Zeke Lopez have joined
Greenberg Traurig’s entertainment
practice in Los Angeles.

Glenn, who is a shareholder, was a
partner at Blanc Williams Johnson &
Kronstadt. Lopez, an associate, is the
president of the board of the Bravo
Foundation. Their clients include
actor Kevin Costner, songwriter John
Bettis, entertainer Clint Holmes and
author Danielle Steele.

The Beat

Continued from page 13

because he’s endorsing it, 1 find
that very humorous.”

CH-CH-CHANGES: As label shake-
outs continue, more executives
find themselves looking for
opportunities,

Atlantic Records senior VP of
media and artist relations Patti
Conte may be reached at 212-
228-5988. The e-mail address for

the label’s VP of media and
artist relations, Laura Gold, is
bagones@aol.com, and Atlantic
VP of product development
Peter Galvin’s contact info is
peterjgalvin@hotmail.com.

In other news, veteran publicist
Cary Baker has departed Baker
Northrop Media Group, the com-
munications company he founded
with Sheryl Northrop in 1997.

Baker’s new entity, Sherman
Oaks, Calif.-based Conqueroo
Communications has a roster that
includes J.J. Cale, Vernon Reid
and Robert Earl Keen.

Northrop keeps the Baker

Northrop name and the compa-
ny’s Encino, Calif., office.
Among her clients are Lisa
Loeb, Stockholm Syndrome
and Berklee Press.

Both parties term the split
“amicable.”

00PS: In what we can only call a
momentary, misguided '80s flash-
back, in last week’s issue we
named Climie Fisher, the British
pop duo from the late "80s, the
producer of Michael McDonald’s
second Motown album. The cor-
rect producer is, of course,
Simon Climie.
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RepeatSeat Answers Call For Phone Ticketing

BY SUSANNE AULT

L.LOS ANGELES—Can you hear me
now? RepeatSeat hopes so, as it
introduces cell-phone tickets to U.S.
event-goers this year.

Teaming up with fellow ticketing
firm U.K.-based Mobiga, RepeatSeat
will be the first company to offer the
service to North American patrons,
as early as May.

The 4-year-old, Alberta, Canada-
based RepeatSeat is hoping the
alliance will attract more venues to
its ticketing services.

“If you go out to dinner with
someone and ask, ‘What do you want
to do tonight?’ you can pull out the
cell phone, log on to a venue’s Web
site and get the tickets sent to you
while you're getting dessert,” Repeat
Seat president/CEO George David-
son says.

The company has signed up two
venues per week, on average, during
the past two years. Its roster in-
cludes about 200 buildings, the
majority of which are performing-
arts centers.

RepeatSeat hopes the mobile
innovation will rope in arena-size

venues, allowing it to better com-
pete with established companies
like Ticketmaster.

“We started out with smaller busi-
ness, but we are capable of ticketing
any type of venue that is out there,”
RepeatSeat executive VP Robert
Christianson says. “When they see
that our model

of completing the order, the cus-
tomer receives a bar-code-encrypt-
ed ticket on his or her cell phone. At
the venue, scanners read the ticket
through the phone’s screen.

The company will charge a con-
venience fee of $1 per cell ticket.

During the past year, wireless

cans will similarly welcome the
opportunity to use cell tickets.

“It is true that Americans do not
use cell phones as extensively as in
other areas of the world,” Mobiga
director Richard Phillips says.

“However, the text-messaging
market is exploding now in the U.S.
Print-at-home

delivers tickets
well and provides
the mechanics to
enhance customer
satisfaction, people
are going to be
embracing it. We
are doing this for
our current clients

peatscal

is, of course,
very popular
lalso]. We see
cell-phone
ticketing as
being the nat-
ural next step,
as it elimi-
nates all the

as much as for our
future clients.”

PAPER-FREE & POPULAR
RepeatSeat’s wireless technology,
Davidson says, is compatible with
nearly all current cell-phone mod-
els from such companies as Nokia,

Ericsson, Samsung and Sony.
Customers can order tickets by
either phoning a RepeatSeat client’s
box office or logging on to the
venue's Web site. Within 30 seconds

ticketing technology has spread
throughout Europe, where cell sys-
tems are more advanced than in the
United States. Having rolled out its
mobile technology last August,
Mobiga now sells 20% of its tickets
to people’s cell phones.

The company has contracts with
such venues as the 8,000-seat Scot-
tish Exhibition and Conference Cen-
tre in Glasgow, Scotland.

Mobiqa is confident that Ameri-

hassle associ-
ated with paper.”

David Goldberg, executive VP of
strategy and business development
at Ticketmaster, agrees that the
prospect of scrapping paper will draw
customers. He says Ticketmaster has
stepped up discussions with wireless
companies to provide its clients with
cell-phone capabilities soon.

‘INEVITABLE’ TECHNOLOGY
Admittedly, mobile ticketing may

have its own problems. Imagine a
cell-phone battery dying just as a
patron is trying to enter a show,
Goldberg says.

But he believes the benefits out-
weigh the downside. He notes that
people don’t always have access to
their e-mail. “But those people do
tend to always have their cell phones
with them. Cell phones are more
pervasive. It could be a much better
way to reach people.”

He is particularly excited by the
idea of sending targeted marketing
campaigns to ticket-buyers’ cell
phones, in the same way that Ticket-
master regularly e-mails ads to a cus-
tomer database of 14 million people.

Because of Americans’ relatively
slow acceptance of mobile tech-
nology, Goldberg says, no Ticket-
master venue clients are clamoring
for the technology.

“But it’s inevitable that we’ll be
doing these things in some fash-
ion,” he says, noting that con-
sumers’ quick adoption of Ticket-
master’s print-at-home technology
(Billboard, Feb. 22, 2003) indicates
“we’ll probably get to that point on
wireless as well.”

Euro Tours

Continued from page 1

an artist can fall off much more
quickly in America,” says John Marx,
senior VP of contemporary music at
the William Morris Agency. “But in
Europe and other territories, an
audience will remain faithful to you
for years.”

Americans, he says, are “just more
fickle.”

CHANGING LANDSCAPE

Sources cite the development of
new venues around the world, the
strength of foreign currencies vs.
the dollar, the loyalty of interna-
tional fans and the novelty value of
certain superstars as reasons for the
success of international tours.

In Carey’s case, the artist snagged
40% more total revenue from her 36
dates in the Pacific Rim, Europe and
the Middle East than from the tour’s 33
U.S. shows, says Marx, Carey’s agent.

With both domestic and overseas
ticket prices averaging $50-$60, the
complete tour grossed $30 million,
according to Marx. He declined to
specify the U.S. gross.

Carey could play stadiums and
arenas on most of the international
dates, Marx says, but only theaters
and auditoriums in the States.

“For the most part, in America
her average capacity was half of what
it was overseas,” he notes.

Among the biggest crowds were
40,000 people in Shanghai, China,

over two shows Nov. 12 and 14; and
30,000 fans Nov. 16 at Fort Bonifacio
in Manila, Philippines.

Then there is the novelty factor.

“Mariah touring in some of these
places is really big news,” Tony
Goldering, VP of international at
WMA, says. “Beirut? [It’s] really
unusual for an artist of her caliber
to go there,” he says, referring to her
Feb. 25 performance.

IN THE PINK

International touring can also
enliven the career of a newer act like
Pink.

The artist’s sophomore Arista
album, “Try This,” spent only 15
weeks on The Billboard 200 after its
November release, peaking at No. 9,
its debut position. This chart per-
formance pales compared to that of
her first album.

But Pink is on track to sell out all
31 shows on her current tour of
Europe and Australia.

The Feb. 19-April 10 outing—
with ticket prices around $20 and
venue capacities of about 10,000—
should gross $6.2 million.

Pink hasn’t even mapped out
domestic dates yet.

“Anytime a U.S. artist can go to
Europe and sell out in 10 countries
in arenas—that’s a strong story that
translates,” says Clear Channel
Entertainment CEO of internation-
al music Michael Rapino, who is co-
promoting Pink’s European trek
with Barrie Marshall.

Rapino offers several reasons for
the strength of international tours.

“Historically, international ticket

prices were low, and most cities did-
n’t have venues. In the last five
years, arenas have been popping up
everywhere. And the strong [euro]
is really helping,” he says.

Terry Rhodes, agent for Canadian
star Bryan Adams at International
Creative Management, agrees. “The
adjusted money is great right now,”
he says. “You go to Europe and are
paid in pounds . . . and when you
convert it to Canadian, [it’s] that
much more.”

Adams was a North American pow-
erhouse in the 1980s, but currently
the bulk of his touring revenue
comes from outside that region.

For instance, in January 2003,
Adams grossed $243,947 at the
7,000-seat Westpac Centre in New
Zealand. But he recently grossed
only $49,000 at the 1,400-seat Vic
Theatre in Chicago, according to
Billboard Boxscore.

BUILDING A BASE

Some elite American artists,
including the Dave Matthews Band,
have yet to draw the kinds of crowds
overseas that they do in the United
States. However, tour organizers say
it takes time to build an interna-
tional fan base.

Ben Harper co-headlined large
U.S. venues with Jack Johnson in
spring/summer 2003.

But thanks to the way he has nur-
tured international markets during
the past 10 years, Harper owned
marquees last fall for 17 arena and
stadium shows—totaling 170,000
people—in France alone.

“Basically, in the early days, Ben

unfortunately didn’t get a lot of air-
play. Touring was the only way he
could get an audience,” says Tom
Chauncey, Harper’s agent at Parti-
san Arts. “We used that strategy on
a global level.”

Highlights of Harper’s 2003 tour
included a show in Geneva, Switzer-
land, where he drew 10,000 fans;
three dates in Sydney that attracted a
combined 25,000 attendees; and two
Melbourne shows that drew another
25,000, according to Chauncey.

“He’s a superstar in Australia—
the on-sales for those shows sold
faster than the Rolling Stones on-
sales [for shows running February-
March]—it’s very, very impressive
down there,” he says.

Chris Dalston, an agent at Cre-
ative Artists Agency, says CAA act
Bon Jovi owes its longevity to early
international road work.

“Today, Bon Jovi is a stadium and
an arena act, both domestically and
internationally, which was not
always the case domestically in the
mid-"90s,” he says.

“Even in the mid-"90s, Bon Jovi
played five to six stadium tours
[overseas] over eight to nine sum-
mers. Twenty years later, they are
still reaping the benefits,” he adds.

CAA artist Lionel Richie also
maintains a strong international fol-
lowing. He plans a 20-date European
arena tour Sept. 30-Nov. 1, Dalston
says. It is unlikely that Richie would
play arenas in the United States at
this point in his career.

Buoyed by his smash album “Con-
fessions,” Usher is slated to hit large
U.S. venues this August. But until

this point, he had focused most of
his touring efforts on the European
arena circuit.

TRANSLATING SUCCESS

Realizing the advantages in court-
ing the world, CAA has drastically
beefed up its international depart-
ment through the years.

“At the end of the day, everyone
craves success in America,” Dalston
admits. “Yet in a testament of [how
far] we've come, eight years ago we
did not represent any acts interna-
tionally. Yet now we have a four-per-
son [overseas booking] department,
where we represent 90% of our ros-
ter in some way internationally.”

International and U.S. tour legs
can also be treated as combined
entities, tour organizers note,
because the international leg can
boost the results of a domestic trek.

Partisan’s Chauncey says he
opened Harper’s 2003 tour in New
Zealand and Australia March 28-
April 21 to build momentum before
landing April 25 in the United States.

“You're always looking for a way
to generate excitement. We knew
that going to this territory would
likely have that impact,” he says. “It
did get everyone excited—from pro-
moters to the artists to the label.”

Also, he adds, the “fallout effect”
of Harper exploding out of the gate
overseas “was that he became a
worldwide priority for Virgin.”

In other words, as WMA's Marx
says, “Success in one part of the world
can help in another part of the world
... whether that’s overseas or back in
America. Success breeds success.”
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VENUE/

ATTENDANCE/

GROSS/

ARTIST(S) DATE TICKET PRICE(S) CAPACITY PROMOTER

BETTE MIDLER Atantic City Boardwalk $1,396,940 11,635 Caesars Entertainment,
Hall, Atlantic City, N.J. $200/$125/$85/$50 sellout Clear Channel
March 20 Entertainment

PRINCE Staples Center, $1.249,585 17,367 Concerts West
Los Angeles $85/$49.50 sellout
March 29

PRINCE American Airlines Center, $1,161,356 18,483 Concerts West
Dallas $75/$49.50 sellout
April 2

PRINCE Glendale Arena, $1,035,859 16,094 Concerts West
Glendale, Ariz. $79.50/$49.50 sellout
March 31

ROD STEWART Staples Center, $979,723 - 12,452 AEG Live, Nederlander
Los Angeles $95/$55 sellout Organization
March 23

BEYONCE, ALICIA KEYS, Wachovia Center, $864,919 ) 12571 Clear Channel

MISSY ELLIOTT, TAMIA Philadelphia $79.50/$45 sellout Entertainment
March 23

i BEYONCE, ALICIA KEYS, FleetCenter, $815,963 12,061 Clear Channel

MISSY ELLIOTT, TAMIA Boston $79.50/$40 17,201 Entertainment
March 24

BRITNEY SPEARS, KELIS, Philips Arena, $793.814 12,456 Clear Channel

SKYE SWEETNAM Atlanta $500/$40.50 14,144 Entertainment
March 23

ROD STEWART Glendale Arena, $758,277 10,945 AEG Live
Glendale, Ariz. $95/$75/$49.50 sellout
March 27

PRINCE Lawlor Events Center, $748,253 11,777 Concerts West
Reno, Nev. $77/$49.50 sellout
March 27

R. KELLY o Allstate Arena,  $7122.455 13,485 Clear Channel
Rosemont, Il $70/$35 17,613 Entertainment
March 26

ROD STEWART Arrowhead Pond, $709,150 10252 AEG Live, Nederlander
Anaheim, Calif. $95/$55 sellout Organization
March 22

ERITNEY SPEARS, KELIS, Veterans Memorial Arena, $704,961 11.227 Clear C_hannel

SKYE SWEETNAM Jacksoenville, Fla. $501/$39.50 sellout Entertainment
March 25

BEYONCE, ALICIA KEYS, Nassau Veterans Memaorial  $620.425 8.686 Clear Channel

MISSY ELLIOTT, TAMIA Coliseum, Uniondale, N.Y. $87.50/$47 .50 17,472 Entertainment
March 25

 PRINCE - Centennial Garden Arena, $599,025 o 7.987 Concerts West =

Bakersfield, Calif. $75 sellout
March 30

ALAN JACKSON, Kansas Coliseum, $574.437 8,834 Beaver Productions.

MARTINA McBRIDE Valley Center, Kan. $65/$55 sellout Police Productions
April 2

LINKIN PARK, P.O.D., HOOBASTANK, Philips Arena, $488.865 14,542 Clear Channel

STORY OF THE YEAR Atlanta $34.50/$32.50 seltout Entertainment
March 6

CLAY AIKEN & KELLY CLARKSON, Worcester's Centrum $448.170 10.408 AEG Live

THE BEU SISTERS Centre, Worcester, Mass. $45/835 sellout
March 8

KID ROCK, HEMIGOD Gund Arena, $445,190 13,540 Clear Channel
Cleveland $35/$25 sellout Entertainment
March 20

BEYONCE, MISSY ELLIOTT, TAMIA American Airlines Center, $444,138 6,624 Clear Channel
Dallas $69.50/859.50/$49.50 12,096 Entertainment
March 15

CLAY AIKEN & KELLY CLARKSON,  Lawrence Joel Veterans Memarial ~ $438.918 9,828 AEG Live, Atlanta

THE BEU SISTERS Coliseum, Winston-Salem, N.C. $46/$36 sellout Worldwide Touring
March 13

METALLICA, GODSMACK Lawlor Events Center; $437,906 7,944 Another Planet
Reno, Nev. $77.50/$57.50 8,500 Entertainment
March 11

SARAH BRIGHTMAN HP Pavilion,  $437.626 6977 Clear Channel
San Jose, Calif. $750/835 7,725 Entertainment
March 18

CLAY AIKEN & KELLY CLARKSON, United Center, o $436,250 10,002 AEG Live,

THE BEU SISTERS Chicago $45/835 10,724 Jam Productions
March 22

CLAY AIKEN 8 KELLY CLARKSON, Schottenstein Center, $432,283 9,279 AEG Live,

THE BEU SISTERS Columbus, Ohio $47/837 11,270 Jam Productions
March 10

CLAY AIKEN & KELLY CLARKSON, Joe Louis Arena; $431,584 9,408 AEG Live, Worldwide

THE BEU SISTERS Detroit $48/$38 11,521 Entertainment, Jack
March 11 Utsick Presents

AEROSMITH, CHEAP TRICK a CenturyTel Center, $429,574 7.405 Clear Channel
Bossier City, La. $85/$29.50 11,950 Entertainment
March 21

JOHN MAYER, GUSTER Xcel Energy Center, $417.645 12,467 Jam Productions
St. Paul, Minn. $33.50 sellout
March 26

AEROSMITH, CHEAP TRICK The Cajundome, - $414,540 7.631 Clear Channel
Lafayette, La. $59.50/$49.50 8,000 Entertainment
March 25

KENNY CHESNEY, KE{TH URBAN, BancorpSouth Center. $408.418 8,824 The Messina Group

DIERKS BENTLEY Tupelo, Miss. $49.50/$39.50 sellout
March 19

THE STROKES, THE SOUNDS Sports Palace, $393.698 11.800 OCESA Presents
Mexico City (4,350,362 pesos) sellout
March 19 $36.20/$31.67

ROD STEWART Van Andet Arena, $387,352 4,473 AEG Live
Grand Rapids, Mich. $97.25/$49.75 5217
March 9

BOB DYLAN State Theatre, $383,205 8,168 Clear Channel
Detroit $75/$45 8,400 three shows Entertainment
March 15-17

NICKELBACK Rexatt Ptace, $380,953 12,351 House of Btues Canada
Edmonton, Alberta {$509,827 Canadian} sellout
March 18 $31.76/$24.28

CLAY AIKEN & KELLY CLARKSON, Savvis Center, $375,595 8,195 AEG Live

THE BEU SISTERS St. Louis $47/$37 10,298
March 21

Copyright 2004, VNU Business Media, Inc. All rights reserved. Boxscores should be submitted to: Bob Allen, Nashville.

Phone: 615-321-9171. Fax: 615-321-0878. For research information and pricing, call Bob Allen, 615-321-9171.
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Punk Tour Shuns CCE,
Stumps For Voting

The bipartisan Plea for Peace
tour tries to keep its politics subtle
when eschewing Clear Channel
Entertainment (CCE) venues, but
in the world of punk rock, “subtle”
is a relative term.

The fifth Plea for Peace tour—
featuring Cursive, Denali, Darkest
Hour, Saul Williams, EE, Planes
Mistaken for Stars and Mike
Park—begins April 19 at Triple
Rock Social Club in Minneapolis
and wraps June 9 at Trees in Dallas.
The trek has 40 dates

to independent promoters at the
street level, I've heard that Clear
Channel will outbid them and lose
money on a show just so other pro-
moters don’t get it.”

CCE executives declined to
comment.

For punk rocker and Plea for
Peace president Park, the tour—like
his music—is a labor of love. He
and a group of like-minded music-
biz friends started Plea for Peace as
a nonprofit in 1999.

in all.

Park says that to
“support media diver-
sity” the tour will play
only non-CCE venues.

“Besides the poli-
tics of the election,
we feel Clear Channel
has really monopo-
lized the venues and
driven out a lot of
local independent

OnThe
Rga.dm

By Ray Waddell

rwaddeli@biltboard.com

promoters,” he says.

“Given the philosophy of punk
rock, we feel independent promot-
ers are crucial for our survival.”

Park says he increasingly hears
that there are fewer places for
younger bands to play, particularly
in larger markets.

“Speaking strictly from my
place, it was important to show
people we can do a tour of some
substance that doesn’t need Clear
Channel’s help.”

- W

'PARK: REALISTIC FOCUS IN ELECTIONYEAR

So how hard was that? “It’s
not that hard; we just have to
play multiple nights in some
cities to allow enough kids to
see the show,” he says. “For
example, in New York we’re play-
ing three nights at the Bowery
Ballroom instead of one at Irv-
ing Plaza.”

When told that CCE is far and
away the largest promoter of club
shows in the United States, which
would seem to indicate an interest
in developing acts, Park says, “I'm
sure that’s what they would want
people to see. But [in my] talking

“We had high hopes in the
beginning of saving the world,”
Park says. “Now we're being realis-
tic and trying to focus once a year
on bringing some consciousness to
the music.”

Plea for Peace tours tend to have
a punk/hard rock vibe. “We try not
to stick to a punk sound, but that’s
what it always comes out to be,
because that’s the people I know,
Park says. “I'd love to include
everything from hip-hop to rock,
but at this stage, I'm asking a lot of
friends of friends.”

This being an election year,
Music for America is on board to
register voters for any party.
“Their politics are definitely liber-
al and Plea for Peace is bipartisan,
but they were willing to do it any-
way,” Park says.

“We’re focusing on getting
young people excited about the
vote, without intimidating any-
body,” he adds. “Statistically, in-
cluding the last election, kids are
pretty bad about voting. Voting is a
privilege, and people in other
countries would die for that right.”

The Plea for Peace tour is self-
financed and does not accept
corporate sponsorship, Park says.
“We want to keep it strictly DIY,” he
says, adding that production expens-
es are relatively low, even for punks.

“We use the house PA and pretty
much use the guitars rocking to
carry people’s attention,” he says.
“There’s no lasers or fire, though
I'd like to have some.”

Merch revenue pretty much
keeps Park afloat on the tour, he
says. “We make enough to cover
any expenses, but we’re talking
pennies,” he says. “Thirty dollars a
day is a good day.”
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30(29 KEITH SWEAT  ELexTra 73954/RHINO (18.98 CO) The Best Of Keith Sweat: Make You Sweat | 15 94 |55 PAUL WALL  PAIDIN FULL 0033 (15.88 CD) Chick Magnet | 54
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41 (4 R. KELLY A% ive 418127Z0M8A (18.38 CD) Chocolate Factory | 1 97 | — SOUNDTRACK  ELEKTRA 62925/EEG (18.98 CD) Honey | 47
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46 Ja7]47] | SOUNDTRACK  wusic woriorcorumeia sczsessony MUSIC 118.98 £Q.CO) The Fighting Temptations | 14 |21 89 | — | | ELEPHANT MAN  veiatLanic sasst+/AG (1458 CO) Good2Go | 14
40|33 LIL JON & THE EAST SIDE BOYZ A  8Mme 237017 (13,9817 %8) Kings Of Crunk | 2 A0 79 (78 EN VOGUE  FUNKIGIRUBEAT EXCHANGE 3326/33A0 STREET (15 98 CO) Soulflower | 47
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Platinumn Starrs
Good To Be ‘King’

Lil Jon's Crunk Sound Rules Clubs, Radio, Retall

BY RHONDA BARAKA

While many eighth-grade boys were cu:ting lawns to earn money, Jonathan Smith and
his friends were throwing parties. Even back then, circa 1985, life for Smith was about
getting “crunk”—partying and having a good time.

Today, Smith—now known as Lil Jon—is the reigning King of Crurk, and the
album “Kings of Crunk” from Lil Jon & tae East Side Boyz is a perfect example of

what can happen if you do one thing and do it well.

Released Oct. 22, 2002, on

Lil Jon: Fact File

Age: 32 BME/TVT Records,

Hometown: Atlanta

Album: “Kings of Crunk’
Label: BME/TVT

Web sites: liljononline.com,

kingsofcrunk.com certification Sept.
Distributor: TVT Records

“Kings of Crunk”

earned platinum

4, 2003, from the

Recording Industry Assn. of America. The album
now totals more than 1.9 million units, according
to Nielsen SoundScan, earning Lil Jon & the East
Side Boyz recognition as Billboard’s latest Plat-
inum Star of 2004.

The Platinum Stars series profilzs selected acts
that have achieved platinum sales for the first
time, as well as major new releases by zstablished

platinum acts.

(Cantinued on page 22)
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for so many years. But you go in aclub
and you hear the record and you see
people going crazy, and you can't deny

take over the world.
“So, it was a combination of those
three things [that led to the TVT deal]

- authenticity to people outside of the  being perfect, because ‘Get Low’ is still
I 0 n Southeast for what he was doing for  on the charts.”
. crunk music.” The next major boost
Kings of Crunk: Continued from page 21 was the decision of TVT Records pres- A DIFFERENT FORMULA
. ident Steve Gottlieb to sign Lil Jon in The approach that led to the ulti-
Sales Tra]ectory Lil Jon says, “I have been doing the  2001. The third key move was the mate release of “Get Low” is consis-
same thing for years: making records release of “Get Low.” tent with the way Lil Jon and BME
and Milestones for the clubs and going to the clubs, What led TV to sign Lil Jon? have released and promoted most of
talking to the DJs and networking. “What interests us most as a their projects.
That's how I got towhere Iam. We aint  label,” Gottlieb says, “are artists who Phillips says, “We have a formula,
never changed. We've basically been  demonstrate the ability to move pop  and our formula is a little bit different
2,000 doing the same thing we've been doing  culture in their direction rather than  from the norm. I think the norm is to
for years.” just fitting in. That takes a combina-  put out your most commercial record
And what Lil Jon and his accom-  tion of vision and charisma. Jon, first, establish that commercial suc-
plices the East Side Boyz (Lil Boand from day one, demonstrated both. cess and come back with the street
1,600 Big Sam) do is churn out super- He has the self contained creative  records. We actually put out records
charged, high-energy, body-slamming  chops to create great music, a larger  that can happen in the street and let
tracks topped with chant-heavy vocals,  than life personality that is both  them build, because they can last for a
Brabordaf 14 s ilooui. 200, Sept 20 all designed to get. listeners Fo p.ar.t)f and infectious and charismatic, and a really lor:g time.” i -
21208 _\ move beyond thelr. deepest 1‘r‘1h1.b1t10ns. With ‘ Get Low,” however, Phillips
e The smash hit from “Kings of says their usual rollout strategy was
<) Crunk,” the naughty and irresistible altered because of demand and time
E B ey Fravmin, Sept & “Get Low,” pairs Lil Jon with fellow constraints. “I remember us being
3 TVT rap duo Ying Yang Twins. The rushed because people were looking
= 800— — track steamrolled its way onto the forward to another Lil Jon record,
RilAA Certified Gold, April 30 charts and into mainstream America and we had never been in [that posi-
unlike any other song in the history of j tion before]. The album was done in
Peak Sales Week: crunk—a style that Lil Jon’s party rap g September and slated for release in
400| 71000, Nov. 3 has helped define. o October. We didn’t have nearly the
“From the window to the wall”— s amount of setup time we wanted, so
/ from the East Coast to the West Coast L we had to go to the clubs, radio and
—newly initiated crunk music fans g?! video pretty fast.”
chanted and panted along with Lil Jon %1 But for Lil Jon, there was no pres-
R N _ . and his posse. i k %’ﬁ Ly sure. He was accustomed to working
235855353525 53882328¢£%258 “They couldn't deny the fact that all GOTTLIEB: CUT DEAL IN 2001 fast and furiously.
) - ) ) - \ the Lil Jon & the East Side Boyz “When the East Side Boyz started,
fiﬁﬁ.ﬁ;Tﬁl?iﬁ"éiﬁiﬁiﬁ"é?"éﬁ"&?" ?gogﬂem?; 33?22’1256"495 el e records were running the clubs,” says  vision of how his vision was goingto  we knew that we had something that
Lil Jon, “even though people hated us  go from the streets and the clubs to  could be hot in the nation and the

world, but we were independent,” he
notes. “We didn’t have the outlet or
the money behind us. But we were

o ; Airplay e by . Nielsen that. You can’t deny the way the and they are all embodied by Jon, like, ‘We're gonna slowly build and get
- & { Broadcast Data records make people move.” Sam and Bo, but Jon had the vision  to where we [want].’ I look at every-
E 'g e o Systems ) Vince Phillips, a childhood friend of  to see that through. Even with the thing as a challenge. I like it when
e e s - il Lil Jon, is a partner, along with independent records that he putout, people doubt me. That makes me
1 ¥ psy &' NUMBER 1 5% 3 Weeks At ﬁ“;x:l: -| Dewayne “Emperor” Searcy and Rob  we were able to look at that and see ~ work harder.”
50 50 DEFIZOMBA McDowell, in BME Enterprises, which  where he was going, and what his In those early days, Lil Jon says he
3 » glﬂ&ﬁg JYA%’J';GSHOULDER Jay-Z = includes BME Recordings, the label  grand plan was.” and his crew literally beat the streets to
B TONE CALL AWAY - Chingy Featuring J. Weav = Ehat’s ho(rine ;0 Lil J?]nl l& the East S}ilde . Even thoug}; “?e}t{ Low” fwéas clekarly intf‘(})\;iﬁjce the(iir (Iin\li/S}l]c to the masses.d
i G O!STURBING THA FEACE/CAPITOL _— : oyz and others. Phillips agrees that  the crown jewel of “Kings of Crunk,” it “When we did ‘Who U Wit,” me an
_ Bl o A R L o ldactis = | Lil Jon's long path to success had a lot  wasn’t the group’s first choice forasin-  my peeps would ride to a city and just
ﬂ_r 7 ﬁkk:@%&:ﬂfgﬁ'ﬂ Kanye West Featuring Syleena Johnson < to do with the music industry’s reluc-  gle. It was the follow-up to “I Don’t Give  take it over for the weekend—go to the
oK FREEK-A-LEEK S Petey Pablo = tance to accept this brash, rowdy form  A...” and “Play No Games,” featuring  clubs, pass the vinyl out, go geton the
= e ":/Iﬁwa e oy T ST of rap music. Fat Joe. mic in the DJ booths,” Lil Jon says. “I
B | cuvmensoore e “Each [previous] album had a record “Some people were like, ‘Why y’all  eventually would own that city. That's
ﬂ 12 OVERNIGHT CELEBRITY Twista = that could have done what ‘Get Low’  didn’t go right away with ‘Get Low’  what we did on a national scale.”
(s I GAME OVER (FLIP) Ll Flip = did,” Phillips says. “On the_ firstalbum, after 1 Don't Give A..."?” Jon yecalls. And wherg heis nowis si.tting at the
i 1g-' 6——-:_“’2;5;;55“‘““5'“’5“” e ‘Who U Wit,” he had a [single]| called “We knew ‘Get Low’ was a hit. You top of a bulging crunk empire that has
; |2 L suRraCERMG assidy Featuring R. Kelly ‘Shawty Freak a Lil Sumtin.' Itwasvery ~ don't have to force it. I used ‘Play No  made him one of the most in-demand
11 LI EGNEMITHIGD Sean Paul Featuring Sasha = commercial and could have been the ~ Games’ to get a little more attentionin  artists and producers in the industry.
12 0 SLOW JAMZ Twista Featuring Kanye West & Jamie Foxx < ﬁng. V;/lhe[n we (111(11 ‘Put Eo Hood Iép,’ lwe tge Northelast, ar';‘(ﬂ1 then we can:ie (vivith The self—proﬁzssed “wo‘rjkaholic" s2a§j
fg ATLANTIC = : — —— =] ad the [single] ‘I Like Dem Girlz,” ‘Get Low’ later. The timing ended up ontinued on page
Bkl 13 |:SU{\Lk;!\'wS/TI;iTAKER Ying Yang Twins Featuring Lil Jon & The East Side Boyz = which had a ‘Set It Off sample. It really
\LF] 14 | |RUBBER BAND MAN TI. =1  felt crossover; the chants were smooth.
| GHAND HUSTLE/AYLANTIC e
12175 | MY BAND D12 = It could h{ive been that one, but we The ROO tS Of ( runk
e le T oube Besrie Man Featuring Ms.Thing | "'CCD L quite there yet.
. | SHOCKING VIBESVIRGIN ’ ) “I think it was the positioning of the
17 E3 RTU';‘_EF?L&?E';‘JAMJEM‘GN'RE Kanye West = group and the slow grind that they had Crunk is nothing new, and Lil Jon is no novice. He’s been around for
79 T | THE WAY YOU MOVE OutKast Featuring Sleepy Brown < been on that got them to the poiqt some time now, wearing a lot of different hats. ‘
19 Kb L'G“gﬂé‘g‘:_’;,ﬁ (OVE e where, when they put out ‘Get Low,” it “I was the fourth or fifth employee hired at So So Def,” says Lil Jon,
b ROC-A-FELLA/OEF JAWIOJMG SIS TSR R caught attention,” he adds. who worked with Jermaine Dupri and his staff for seven years as an A&R
20 B g Buikisste-L2 rep and street promoter. But Lil Jon also released his own independent
21725 SLOW MOTION Juvenile Featuring Soulja Shim FAREER TURNING. POINTS albu_ms_to a small and select but loyal crowd. _ ‘
s B :ﬁ“&”\:‘lﬂl’”g = T ey g e Phillips says three major events con- His first release, 1997’s “Get Crunk, Who U Wit: Da Album,” intro-
25 g . tributed to Lil Jon’s ascension to the duced Lil Jon and his signature sound to Southern audiences and paved
23] CEEO Pitbull Featuring Lil Jon = crunk throne. the way for future releas_es _“We Still Crunk” (2000) and “Put Yo Hood
U237 |'MREALLY HOT Missy Elliot = “One of the major turning points in Up” (2001), which was his first release through TVT.
[ | e coo MiNoELEKTRVATLANTIC his career was when he did a record But with “Kings of Crunk” and the single “Get Low,” Lil Jon began to
25/ e W Kanysiest with Too Short called ‘Couldn’t Be a finally enjoy the palatable taste of success. He says that success is just the
@ Records with the greatest increase in audience impressions. The rap tracks audience is compiled from 96 R&B/Hip-Hop and Better Player.’ [1t] took him outside the result of paying his dues and being consistent.
58 rhytitmic top 40 stations which are electronically monitored 24 hours a day, 7 days a week. Songs ranked by number of audi- A .
ence, computed by cross-referencing exact times of airplay with Arbitron listener data. % Videoclip availability. © 2004, VNU Busi- reglon and really gave h]m a Stamp Of

ness Media, Inc. All rights reserved.
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With SunTrust Music Private
Banking, financial planning
won't interrupt your business
or your life. That way, your
concentration stays right where

it should be. On the music.

GET MORE WITH SUNTRUST MUSIC PRIVATE BANKING.
SunTrust has successfully managed the financial needs of top musical talent for over
16 years. From intellectual property lending and lines of credit, to business credit

cards and customized wealth management plans. We're bankers who really know SIJN’IhUST
the music industry. Call 1-877-782-3847 today and put a SunTrust Private Banker
on your team. www.suntrust.com

* ATLANTA * MIAMI * NASHVILLE ~*

Member FDIC. ©2004, SunTrust Banks, Inc. SunTrust is a federally registered service mark of SunTrust Banks, Inc
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Lil Jon

Continued from page 22

he’s determined to squeeze every drop
he can out of his hard-earned success.

“While you're hot, you gotta milk it
and get anything and everything you
can. We got the crunk energy drink, we
got the porno,” he says, referring to his
recently released adult DVD “Lil Jon &
the East Side Boyz American Sex
Series.” TVT also has released a new
combo CD/DVD, “Part 11,” which fea-
tures remixes of “Get Low,” two new
tracks, and a video diary of the act’s
national rise.

At TVT, Gottlieb says, “we try and
create an opportunity for an artist to
connect with the public. I think it’s very
difficult to predict if one song is a hit,

LIL JON &THE EAST SIDE BOYZ: RULE ON

but it’s much less difficult to figure out
whether one artist and one vision, if
nurtured and given the right support,
can connect. With Jon, without saving
whether we thought the second record
was going to do tive million or one mil-
lion, we knew ‘Kings of Crunk’ was
going to be big.

“The success has a lot to do with the
fact that from the release of his first sin-
gle ‘Bia, Bia’ through to [their latest
release| ‘Part II' there was a seamless
marketing plan,” Gottlieb adds. “We
were unrelenting and the group was
unrelenting. They never took a day off
in the three vears it took to take them
to this point.”

Thus far, Lil Jon's “beats” have been
steady, sounding pretty much the same
in those early days of semi-obscurity as
they sound today as the new sound-
track to hip-hop and pop culture. But
Lil Jon knows that the same tide that
washed his success ashore could some-
day wash it away.

‘Eventually everybody’s sound plays
out,” he says. “I gotta do this while I
can, get as much money outta this
while I can.

“I'like to learn. I'm still learning,” Li
Jon continues.

But for now, the King of Crunk has
no plans to abdicate his throne. “I just
wanna keep making hit records,” he
says. “I just wanna keep producing,
making records that DJs love to play,
making records that make the clubs go
crazy. Whatever I do, people are gonna
associate it with energy. Everything
associated with Lil Jon and BME is
gonna be crunk.”

Additional reporting by Rushaun Hall
in New York.
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UMVD Dominates Latin Market Share

BY LEILA COBO

MIAMI—Universal Music Video &
Distribution is beginning the year
with total dominance in the Latin
music space.

According to Nielsen SoundScan,
UMVD had a 45.3% share of the
Latin market in the first quarter, up
from 32.5% in the same period one
year ago and from 39.6% at the end
of 2003.

“We’re off to an incredible start,”
says Gustavo Lépez, VP of Latin sales
and marketing. “Our core business
hasn’t changed compared with last
year. But if you look at the label
breakdown, the market share for
each is up. We had great releases.”

Sony trailed in second place, with
its market share falling to 16.3% in
the first quarter from 21.7% one
year earlier.

Other distributors also lost mar-
ket share, as new signings and
releases dropped considerably for
most labels, with the exception of
Univision, Fonovisa and Universal
Music Latino.

UMVD has long been the leader in
most music genres in the United
States but was not a key player in
Latin markets until it started dis-
tributing for Univision Music Group
in 2002. By the end of third-quarter

2002, UMVD was the third-largest
distributor of Latin music in the
country, and its share had climbed
to 22.8% from 13% the year before.

U.S. Market Shar.euﬂy
Distributor:;
Latin Albums

UNIVERSAL

SOURCE: NIELSEN SOUNDSCAN

But that changed drastically when
Univision acquired leading Latin
indie Fonovisa and shifted distribu-
tion of that label to UMVD. At that
point, UMVD became the No. 1
distributor of Latin music in the
country (see chart).

Likewise, as of last year, the Uni-
vision Group—which includes Uni-
vision Records, Disa Records and
Fonovisa—is the leading Latin
music company in the United States.

Even as UMVD expands, there
have been private grumblings about
its size, and some wonder if the
company can adequately serve its
huge roster of acts.

But Lépez points out that no other
distributor has such a large staff ded-
icated exclusively to Latin music.
Currently, UMVD has 17 Latin-
dedicated field staffers, plus four
people in its Los Angeles home office.

“Universal has made the invest-
ment in Latin music to support its
product,” he says.

“If a label tells us an act is a
priority and they have hard facts—
whether it’s marketing plans, radio
promotions, tours—then of course
they’re going to get the attention,
whether they’re an artist on a tiny
label or a Univision artist.”

Strong UMVD releases this year
include Paulina Rubio’s “Pau-Latina”

and David Bisbal’s “Buleria,” both on
Universal Music Latino, Bronco/Los
Bukis’ “Historia de Dos Grandes”
(Univision) and Los Rieleros del
Norte’s “20 Afos de Fuerza
Nortenia” (Fonovisa). Last week,
Disa act Grupo Montez de Durango

made a surprising No. 1 debut with
“Live in Chicago.”

This year, UMVD also adde